
Analysts Talk Retail 
Survival in a Time  
of Change

Attorney Jed Ferdinand has been worried for his fashion 
clients.

“It’s been a challenging time,” Ferdinand said. He is 
senior managing partner of the Ferdinand IP law office 
with headquarters in New York City. “I’ve been working 
in fashion licensing for many years. I’ve had a lot of deals 
fall through at the last minute recently. It’s not as bad as 
2008, but I’m starting to have the same feelings. Sales are 
slowing and business is getting more difficult for all of the 
downstream entities like manufacturers and brand owners.”

Here’s his advice for clients with deep pockets: “I’m 
telling many companies to forget about the great deals that 
you got a few years ago. It’s not what they want to hear.  
What is a good deal under these circumstances? If manu-
facturers are well capitalized, my advice is take that deal 

➥ Retail page 3

In the wake of several recent retail bankruptcies, the 
wave of clothing store troubles just keeps coming.

The latest chain hitting financial problems is Bachrach 
men’s stores, whose parent company, B&B Bachrach 
LLC, based in Los Angeles, filed for Chapter 11 bankrupt-
cy protection in U.S. Bankruptcy Court on April 28.

The company—which has 24 men’s stores across the 
country that sell suits, dress shirts, tops, pants, shoes and 
accessories—said in court papers that business was prof-
itable until 2016, when its consumers started gravitating 
more toward online shopping. Even though Bachrach’s 
e-commerce sales grew from $1 million in 2015 to $1.2 
million in 2016, that was far from enough to make up for 
a number of less profitable stores based primarily in shop-
ping malls.

Bachrach Clothing Stores 
File for Bankruptcy 
Protection in Los Angeles

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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THE VOICE OF THE INDUSTRY FOR 72 YEARS

Woodbury University’s fashion design student Haibert Keshishi 
received the Judith Tamkin Fashion Award for most innovative 

senior collection at the college’s recent annual fashion show, held 
in downtown Los Angeles. For more from the show, see page 6.

Fashion’s Future
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West Coast Longshore Workers to Vote on Three-Year Contract Extension
NEWS

With political and economic change in the 
wind, longshore workers have agreed to vote 
on a three-year extension of their current 
contract, expiring July 1, 2019.

On April 28, after 90 International 
Longshore and Warehouse Union del-
egates representing 29 West Coast ports met 
in San Francisco to discuss several contract 
issues, the caucus recommended that ILWU 
members vote on whether to extend the five-
year contract.

Sources said it is expected to take several 
months for the approximately 10,000 full-
time ILWU members who work at ports from 
San Diego to Bellingham, Wash., to discuss 
and vote on the issue.

“The rank-and-file members will make the 
best decision when they have the facts and 
an opportunity to decide for themselves, and 
that’s how this will be decided,” said ILWU 
International President Robert McEllrath in 
a statement. “The rank-and-file membership 
always has the final say on any contract—in-
cluding this non-precedent-setting proposed 

extension.”
Extending the labor contract was a topic 

that has been bandied about since the begin-
ning of 2016 and comes after West Coast 
ports were crippled with a labor slowdown 
and a chassis shortage during the 2015/2016 
holiday season. The paralysis at the ports 
led to importers, manufacturers and retailers 
losing millions of dollars in sales during the 
crucial holiday season, which accounts for 
20 percent to 30 percent of retailers’ annual 
sales.

The Pacific Maritime Association, 
which represents the port terminal operators 
and shipping lines that hire the longshore 
workers, said that it proposed talks on a con-
tract extension to provide stability on the 
West Coast waterfront. 

“This is an extremely fair and reasonable 
proposal that demonstrates our commit-
ments to longshoremen, their families and 
their futures,” said PMA spokesman Wade 
Gates. “Extending our contract would main-
tain stability on the waterfront for the next 

five years—a crucial time as the West Coast 
waterfront faces increased competition from 
other North American ports and as the mari-
time industry continues to battle global eco-
nomic challenges.”

Under the extended contract, workers 
would see a 3.1 percent-per-year wage in-
crease from 2019 to 2022, taking their base 
rate of pay from $42.18 an hour to $46.23 
by 2022. 

Longshore workers would be eligible to re-
tire early during the three-year contract exten-
sion. Instead of a minimum retirement age of 
62, they could retire at 59.5 without an early-
retirement discount. Workers would be eli-
gible to retire after 13 years of employment.

No change would be made to the ILWU’s 
topnotch health plan, meaning workers don’t 
pay monthly premiums, only make a $1 co-
pay for prescriptions and have limited deduct-
ibles. Employers would also make additional 
contributions to workers’ pension plans.

West Coast ports and longshore work-
ers are following in the footsteps of similar 

actions taken by East Coast and Gulf Coast 
ports and the International Longshore-
men’s Association to extend their labor con-
tract, scheduled to expire Sept. 30, 2018.

A possible contract extension for West 
Coast ports was good news for importers 
who rely on a stable port environment to get 
their goods unloaded and shipped to stores. 
“We are really excited and hopeful that this 
comes to fruition,” said Mark Hirzel, past 
president of the Los Angeles Customs Bro-
kers & Freight Forwarders Association. 
“The hardest thing for all our customers is 
uncertainty.”

He noted that uncertainty brings added 
cost to the supply chain. “You have to set 
up alternative routes that are not the most 
cost efficient if problems occur on the West 
Coast. You can’t put all your eggs in one bas-
ket. So you may have basket A that is going 
80 miles per hour and basket B that is going 
70 miles per hour. But you can’t put every-
thing in the same basket going 100 miles per 
hour.”—Deborah Belgum

After only seven months on the job, Paula 
Schneider has relinquished her post as chief 
executive officer of Los Angeles–based 
clothing labels 7 For All Mankind, Splen-
did and Ella Moss.

Schneider resigned last year as CEO 
of American Apparel to take charge of 
the three contemporary brands sold by VF 
Corp. last year to Delta Galil, an Israeli 
clothing company.

Fashion United, an online fashion news 
site, reported that Delta Galil sent employ-
ees at DG Premium Brands, the umbrella 
group for the three contemporary labels, an 
email saying that Schneider resigned May 1. 
“We wish her the very best in her future en-
deavors,” the email read.

In Schneider’s absence, a senior leader-
ship team that consists of Marty Marstiller 
and Jenna Habayeb are running things and 

reporting to Isaac Dabah, the chief executive 
of Delta Galil Industries.

“We can confirm Paula Schneider’s deci-
sion to leave her position as chief executive 
officer of DG Premium Brands, a division of 
Delta Galil Industries,” the company said in 
an email. “We are conducting a search for 
a leader for DG Premium Brands who can 
help realize its full potential. We wish Paula 
well in her future endeavors.”

Until last October, Schneider had been 
the chief executive of American Apparel. 
During her two years there, she served dur-
ing a tumultuous time when the company 
fired American Apparel founder Dov Char-
ney and then filed for Chapter 11 bankruptcy 
protection. American Apparel emerged as a 

reorganized company that never made it 
back on its feet.

American Apparel filed for bankruptcy 
protection again last November and sold its 
brand name to Gildan Activewear early this 
year for $88 million.

Schneider has a long history of head-
ing up big-name clothing companies. She 
was the president of Warnaco Swimwear 
Group, whose principal label was Speedo, 
and she was president of Laundry by Shelli 
Segal.

When The Gores Group purchased Los 
Angeles juniorswear maker Big Strike Inc. in 
2011, the private investment group gave the top 
executive position to Schneider, where she re-
mained for almost two years.—D.B.

Paula Schneider Steps Down as CEO of Three Contemporary Brands

New York–based Simparel Inc. has ac-
quired Shopfloor Support LLC, an Al-
pharetta, Ga.–based solution that collects 
production data and provides real-time vis-
ibility on the factory floor. 

The two companies have been working 
together for the last two years as Simparel 
developed the Simparel SFC real-time pro-
duction management solution around core 
technologies provided by Shopfloor Sup-
port. With the acquisition, Simparel will be 
able to add Shopfoor Support’s Android-
based productivity app and cloud-based 
management dashboard and analytics solu-
tion to its existing portfolio of end-to-end 
business solutions. 

“Since we first saw the fresh thinking that 
Shopfloor Support was bringing to manufac-
turing, we knew that we had to be a part of 
taking this exciting technology to the fashion 
market,” explained Simparel President and 
Chief Executive Officer Roberto Mangual in 
a company statement. “After partnering and 
sharing tremendous success over the past 
couple of years, we found not only a great fit 
with our other products but with our people 
and cultures. We all feel even stronger now 
about the absolute value and proven return 
on investment that we are bringing to the in-
dustry through both standalone SFC deploy-
ments and as an integrated component part 

of our Simparel Enterprise suite. With the 
full global resources of Simparel now behind 
the product, we look forward to accelerating 
the success of Simparel SFC.”

Shopfloor Support partners and develop-
ers will move to a new Simparel office in 
the Atlanta area, where they will continue to 
provide product development, customer sup-
port and sales for Simparel SFC. 

“After working closely and so successfully 
with Simparel, we realized that the best op-
tion for taking the product to the next level 
was through their strong organization and 
market reach,” added Shopfloor Support Part-
ner Justin Hershoran. “We are pleased to have 
the significant resources of Simparel behind 
the product and look forward to accelerating 
the development and sales of Simparel SFC.”

Simparel provides solutions for brands, 
manufacturers and retailers in the apparel, 
footwear, accessories, home furnishings and 
other soft-goods industries. The Simparel 
Enterprise Solution combines enterprise re-
source planning (ERP), product lifecycle 
management (PLM), sourcing and supply-
chain management (SCM), materials require-
ments planning (MRP), shop floor control 
(SFC), electronic data interchange (EDI), 
warehouse management (WMS), financial 
management (FMS) and other tools in a cen-
tral business system.—Alison A. Nieder

TECHNOLOGY

Simparel Acquires 
Shopfloor Support LLC
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From 2010 to 2015, the company was in the black, with 
gross sales growing from $11 million in 2010 to their peak of 
$18.8 million in 2014. Along with that revenue boost came 
17 new stores in 2012, according to court documents. 

This store-expansion plan was part of a package deal with 
mall owner Simon Properties Group, court papers said, 
which required that Bachrach lease certain retail space at Si-
mon’s less desirable Class C malls in order to get into better 
locations at some of Simon’s topnotch malls. Initially, this 
expansion plan worked well but eventually started to drag 
on revenues when the stores at Class C properties started un-
derperforming. 

Now Bachrach wants to shutter 13 unprofitable stores in 
its 24-store chain and keep 11 lucrative outposts up and run-
ning.  

In court papers, Brian Lipman, chief executive of Bachrach 
and its principal owner, said that in 2016 revenues were $18 
million but EBITDA (earnings before interest, taxes, deprecia-
tion and amortization) dipped to minus $100,000 compared 
to a positive $740,000 the previous year. “Despite the size of 
e-commerce sales relative to the retail stores, the company’s 
e-commerce revenue is stable and growing as opposed to the 
retail store sales, which have decreased,” Lipman wrote in a 
court statement. 

In the bankruptcy, filed in Los Angeles, the company 
listed $11.3 million in assets and $12.4 million in liabilities. 
Bachrach’s biggest creditor is Israel Discount Bank of New 
York, which is owed $10.57 million. 

“We are looking to be out of bankruptcy in four months, 
which is a fairly quick timetable,” said Brian Davidoff, the 
bankruptcy attorney at Greenberg Glusker Fields Claman 
& Machtinger representing Bachrach. “Many of the retail-
ers who have been restructuring or filed bankruptcy had the 
idea that they would sell the company or restructure, but they 
haven’t been able to survive because there were no buyers 
for them. Bacharach is different. The good stores are actually 
good and profitable.” 

The downhill slope for revenues at Bachrach’s stores 
started last summer. By the end of 2016, Bachrach’s loca-
tions were seeing an across-the-board 10 percent dip in sales. 
With sales tanking, Bachrach closed four stores in Illinois, 
New Jersey and New York. But that still left 13 stores that 
weren’t making the grade but were too costly to close outside 
of bankruptcy. Bankruptcies allow retailers to break store 
leases without paying a penalty.

Bachrach said it would like to emerge from bankruptcy, 
keep its profitable stores and beef up its e-commerce site, 
which currently employs seven people out of a staff of 151. 

The e-commerce site is supplied by a Los Angeles ware-
house. 

“Sales from bachrach.com have grown over the years, and 
the company sees the e-commerce business as a fundamental 
component of the success of the company going forward,” 
Lipman wrote in court papers.

This is not the first bankruptcy for Bachrach. In 2005, the 
retail chain was acquired by Sun Capital Partners when 
the company had 79 stores throughout the United States—
mostly in the Midwest. But many stores were located in un-
derperforming markets, putting a drag on revenue.

By 2006, Sun Capital partners had filed for bankruptcy, 
selling the business to Bachrach Acquisition, whose owners 
included Brian Lipman, the current CEO. 

Bachrach, founded in 1877 in Decatur, Ill., joins a grow-
ing rank of troubled retailers seeing increasing competition 
from online shopping sites. In the first four months of this 
year, 14 chains have announced they will seek court protec-
tion, according to an analysis by S&P Global Market In-
telligence, almost surpassing all of 2016. Those who have 
filed for bankruptcy this year include BCBG Max Azria, 
The Wet Seal, Limited Stores, Eastern Outfitters, Gander 
Mountain, Gordmans discount department store and Pay-
less ShoeSource. 

Bebe, based in the San Francisco area, expects to close all 
its 168 stores and liquidate its inventory by the end of May. 
This will result in a $20 million charge. The company said it 
wants to concentrate on e-commerce sales, but some experts 
expect it to head to bankruptcy soon.

At this rate, 2017 may turn out to be one of the worst 
years for retailers since 2008, when the recession took hold 
of the economy.  

Online sales are the beast that is eating up retailers’ rev-
enues. And increasingly, Amazon.com is becoming the top 
e-commerce monster forging its way into the apparel busi-
ness, taking over like it dominated the book-selling market 
and then expanded into other categories. 

Recently, Amazon has launched a number of its own 
private-label clothing brands and is talking about providing 
custom-fit clothing within days of an order.

Howard Davidowitz, a retail expert who is chairman of 
Howard Davidowitz & Associates in New York, said we 
are a country of too many stores. “We have five times more 
square footage per person than England, France, Japan and 
Canada. We are gigantically over-stored,” he said.

Pile on the competition of online shopping sites, and you 
have a recipe for more store closures down the line. “There is 
going to be a five- to seven-year adjustment for retailers and 
malls, and there will be an awful lot of pain,” Davidowitz said. 
“We are only in the second inning of this problem.” ●
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and run with it.” 
The point is, get your products out there and make sure 

they stay there. Better deals are on the horizon.
It’s a time of disruption, according to many retail ana-

lysts. Rapid change calls for reactions that require creative 
thinking and good judgment, many retail analysts have been 
counseling their clients.

For the past few months, fashion websites have been 
passing around forecasts that more than 3,000 
stores are scheduled to shutter in the United 
States. Jeff Van Sinderen, a retail analyst for B. 
Riley & Co. in Los Angeles, predicts the num-
ber of store closures will be even higher.

“This peak will exceed the Great Recession,” 
he said. “It will be a monumental year for clo-
sures and bankruptcies. It’s a cleansing of ex-
cess square footage of retail in the U.S. There 
are too many brands that have not been relevant 
enough. There are too many domestic stores 
and too little differentiation. Some of these have 
not been relevant enough to survive the migra-
tion to e-commerce and omni-channel retail as well as the 
ongoing consolidation in malls.”

His view is echoed in analyst circles, which predict this is 
a time of great retail change. The change has already upend-
ed the way fashion does business, and it is difficult to predict 
how it will end up. Recently, Credit Suisse published a re-
search note that stated the traditional leaders of the fashion 
and apparel business are no longer quite as important.

“We now see digital commerce and marketing as the pri-
mary and most effective mechanisms for building softlines 
brands, replacing the historical gatekeepers of third-party 
retailers and mass-media marketing,” the company said in 

the March 17 note, titled “Revolution in the Softlines Brand 
Landscape: Digital Is the New Wholesale.”

According to the report, Credit Suisse analysts are “in-
creasingly cautious” on traditional specialty retailers run-
ning huge fleets of stores as well as retailers with a heavy 
reliance on third-party brands that are forecast to embrace a 
direct-sales model.

“The rise of online-only marketplaces like Amazon.com, 
Backcountry, Wish, YOOX and ASOS as well as subscrip-
tion-based models like Birchbox and Trunk Club creates a 

new distribution channel for brands whose pri-
mary relationship with its customers is digital,” 
the report stated.

Don’t give up on bricks-and-mortar

While e-commerce and commerce from mo-
bile phones is forecast to continue to skyrocket, 
Mercedes Gonzalez, director of Global Pur-
chasing Companies, a New York–headquar-
tered consultancy and buying office, counsels 
people to not give up on bricks-and-mortar re-
tail. She owns a boutique in upstate New York to 

test out ideas. She thinks the time is ripe to open her second 
bricks-and-mortar boutique.

“It’s a perfect storm to start something new and to be 
brave,” she said. Retail is changing, she said, but anxiety 
over the fate of many retailers is blinding people from other 
issues. 

“They are going out of business because they are not 
giving consumers choices,” she said. “People have stopped 
shopping because it is so boring.”

The U.S. economy is performing well. The national un-
employment rate is low—4.5 percent in March—according 
to the Bureau of Labor Statistics. Consumers have money, 

Gonzalez said. They’re just not spending it on fashion. 
To survive, apparel people will have to take risks. Gonza-

lez recommended taking inspiration from slow fashion and 
fast fashion. “Slow fashion is all about quality and the story 
about the brand. That is what consumers are looking for.  
The idea of fast fashion is designing for the sake of putting 
new product out there, and if it doesn’t work forget about it 
and do something else.”

Opportunities are rising in retail real estate, Gonzalez 
said. There’s a lot of vacant space, many landlords are more 
willing to negotiate, and there’s a talented pool of unem-
ployed retail workers looking for jobs. 

Retail analyst Marshal Cohen also said that retailers have 
been missing the point about consumers. In a recent blog 
for The NPD Group, Cohen wrote that retailers need to fo-
cus on new consumer outlooks. “It’s now about customer 
engagement, not customer acquisition. Rather than a mul-
tichannel strategy, the strategy now needs to focus on the 
customer and finding new ways to deliver the products they 
want, when they want them, whether online or at a physical 
location. It’s no longer about brands, big logos and price 
promotions, it’s about engaging consumers with experi-
ences, personalization, quality, service and value,” Cohen 
wrote. He is chief industry analyst, retail, for NPD.

Robert Greenspan, founder of Los Angeles–headquar-
tered Greenspan Consult Inc., said the secret to survival in 
a time of tumult just makes good sense for manufacturers. 
Only do business with partners who have good credit and 
are willing to pay for items through methods such as “cash 
on delivery.”

“You still have to make goods, you still have to sell 
goods. The basic concepts have not changed,” Greenspan 
said.  “You might not be able to grow in the next year, but 
be smart. Make money at whatever level business you are 
at, and watch your inventory levels and overhead levels.” ●
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Licensing Expo
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Guatemala City, Guatemala
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Hong Kong
Through May 25
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Joyce Azria is a child of Los Angeles’ fash-
ion industry. She grew up working at BCBG, 
the fashion label founded by her father, Max 
Azria. After serving as creative director for 
BCBGeneration, she introduced her first 
solo line, Avec Les Filles, in 2016. Billed 
as a fashion label for millennial 
women, Avec Les Filles has made 
some moves counterintuitive for 
that social-media generation such 
as opening 155 doors at traditional 
department store Macy’s. Azria 
talked to California Apparel News 
on introducing a new fashion la-
bel during a time of great change, 
leadership and why she chose to 
do business with Macy’s when the 
retailer is cutting back.

Retail and fashion 
are going through 
big changes. Did 
you have any 
hesitation starting 
a new brand?

Not for a min-
ute. I find this an 
opportunistic time 
to lead a new fash-
ion brand. I think 
when things are 
declining rapidly 
there is room for 
people to rise. 
Fashion has been 
a place that has 
been very hard 
to infiltrate in the 
past. Now there is 
more room. Lead-
ers must shift their 
mindset and not 
see this as a sad 
time in retail but 
rather look at it as 
a changing time in 
retail. Change is 
difficult, and a lot 
of companies have 
a hard time chang-
ing. Change takes intuition, excitement and vi-
sion. Fact is, people see what they want to see 
and I see opportunity.

Could you talk more about Avec Les Filles’ 
business strategy and why you chose to sell 
at department stores during a tough time for 
department stores?

I am a millennial. I grew up with the In-
ternet. I saw many of my friends start direct-
to-consumer businesses. There was a lot of 
action, quick rises, and all of these brands 
worked up to making $50 million—then they 
hit a ceiling. They were not able to grow. They 
were not able to tell a cohesive story off of 
the screen. Once they would come to realize 
they needed a retail footprint the customer 
wouldn’t buy into the storytelling, as it fell 
short of the constant change and excitement 
online. I felt it was wise to start with both and 
allow them to coexist in parallel. 

Macy’s leadership and its team really sees 
the future. And for me fundamentally, I have 
to align with people before I begin a busi-
ness. It seemed like a good fit. For Macy’s 
[it’s about] going after millennial customers. 
For Avec Les Filles, aligning with a voice that 
goes across the country was what I was go-
ing after. They have an unbelievable executive 
team. It is the power of Macy’s and the power 
of the department store. It was so important 
for me to have a direct-to-consumer pricing 

strategy in front of America’s retail consumer. 
We also were blessed to launch at Revolve.
com, which continues to prove that it is a mil-
lennial playground. When the brand launched 
with Revolve, we sold out of goods daily. It 
was exciting testing the brand in front of the 
true millennial audience. Seeing how it per-
forms at Revolve has also been very exciting 

for me and for the future of Avec 
Les Filles.  

What did you learn at BCBG?
One thing my BCBG schooling 

taught me is what kind of leader 
I wanted to be and what kind of 
corporate culture I wanted to cre-
ate. I got to learn people skills at 
BCBG. Business starts with heart 
and starts with people. People are 
business. It was one of the biggest 

gifts I took away 
from BCBG. How 
to keep a team of 
people inspired 
and aligned with 
a vision. People 
who lead with ego 
give themselves a 
quick climb and a 
hard fall. People 
who appreciate 
their team and the 
amount of work 
it takes to make it 
happen—they are 
the people I want 
to emulate. When 
I saw people over 
the years with a 
team spirit, for me 
I always felt that 
they were going 
to win, and they 
did. They were the 
successful ones 
who knew how to 
maximize people’s 
assets and how 
to achieve on an 
operations front. I 
saw so many fan-
tastic people come 

in over the years at BCBG and really make 
things happen. They were the ones who built 
timeless items or created a business from the 
ground up. They could surround themselves 
with like-minded people and work with a lot 
of humility and kindness. It comes back to a 
lot of simple things—loving your job, inspir-
ing others, making beautiful product and leav-
ing something tangible that continued to grow 
past its potential.

What is next for Avec Les Filles?
We are very excited for our handbag and 

outerwear launch at the end of this year as 
well as our jewelry and intimates Spring 
takeoff. The brand will continue to embrace 
the millennial girl and extend into all parts of 
her lifestyle. We are exploring some fun ini-
tiatives—as well as the opening of our Los 
Angeles pop-up shop this month. We are re-
ally excited to run the business every day and 
continue to get faster at getting great product 
to the floor in record time.

Will you open a permanent Avec Les Filles 
shop?

I like pop-ups for right now. If I dive into 
bricks-and-mortar, it would be later with an 
eye on experiences. I have five kids, and be-
tween the world of Avec Les Filles and our 
pop-ups I think I will just hold for a minute 
and smile. ●

Q&A

Joyce Azria: Market Upheaval 
Is Good Time to Launch 
By Andrew Asch Retail Editor

Joyce Azria

Avec Les Filles’ Herald Square shop

When Fei Yang was 
a little girl growing 
up in Taiwan, she was 
constantly drawing on 
anything that had a flat 
surface—napkins, note-
books, newspapers and 
walls. 

She even once drew 
on her sister’s home-
work, which didn’t 
make the math teacher 
very happy.

Many years later, Fei and her sister, Sandra, 
are partners in a misses sportswear company 
called Fenini, launched in 1993 a few years af-
ter Fei graduated from Otis Parsons School of 
Design, now part of Otis College of Art and 
Design.

At first, the company specialized 
in plus-size womenswear that sold 
at Nordstrom. But over the years, 
the collection has morphed into 
misses clothing that sells at mostly 
specialty stores. 

Despite the transformation in 
sizing, one thing hasn’t changed. 
The company continues to manu-
facture everything they make in the 
Los Angeles area with two factories 
basically dedicated to creating their 
line. 

Using factories in El Monte, Ca-
lif., helps Fenini maintain quality 
control for the primarily garment-
dyed styles that encompass mostly 
tops and bottoms. “Manufacturing 
here gives us better control over fab-
ric, quality, shrinkage and the qual-
ity of the color,” said Sandra, who 
graduated with a degree in electri-
cal engineering from the University 
of Southern California before her 
sister tapped her to start Fenini. “We 
work very closely with the factories, and what-
ever we need, they will cooperate with us.”

Today, Fenini, based in Baldwin Park, Ca-
lif., has 12 employees who are busy keeping 
up with the collections, which come out five 
times a year.

Fenini’s trademark is clothing that is simple 

but stylish. Silhouettes 
are cut loosely and 
drape nicely. Principal 
fabrics are cotton, linen 
and rayon for a more 
natural feel.

“Our styles are sim-
ple but have more de-
tails such as shirring at 
the waistline to accent 
a woman’s shape or di-
agonal zippers,” Sandra 
said. “Fei likes to make 

the design look more interesting with different 
fabrics.”

Many people compare Fenini’s styles to 
the Eileen Fisher collection, except the price 
points are more reasonable. Fenini’s wholesale 

prices range from $35 to $65. Eileen Fisher’s 
line retails in the $100 to $280 range.  

For more information about the collection, 
visit www.fenini.com or contact the Kristine 
Cleary Lifestyles showroom at the California 
Market Center at (213) 622-3733.

—Deborah Belgum

MADE IN LOS ANGELES

Sister Act in Creating the Fenini Collection

Fei and Sandra Yang

RETAIL SALES

After a tough beginning of the year, 
April proved to be a good month for 
retailers. 

The companies followed by a Cali-
fornia Apparel News index reported 
better-than-expected performances for 
April and beat many Wall Street fore-
casts.

Some of  the most  encourag-
ing news came from Nebraska. The 
Buckle Inc., a Kearney, Neb.–headquartered 
mall retailer, reported 22 months of declines, 
including a 3.5 percent same-store-sales de-
cline in April. However, last month’s drop 
registered only in the single digits. It was 
the smallest decline since August 2015, and 
it beat a Wall Street consensus estimate of 
a decline of 6.2 percent, said Ken Perkins, 
president of market-research firm Retail 
Metrics. 

Cato Corp., a Charlotte, N.C., retailer, 
reported a same-store-sales decline of 2 
percent. Perkins said that the performance 
broke a five-month string of double-digit de-
clines. L Brands Inc., the parent company 
of Victoria’s Secret and Henry Bendel, 
also beat forecasts. Retail Metrics predicted 
that the company would post a decline of 3.3 
percent. But it reported a same-store-sales 

increase of 5 percent. 
Zumiez Inc. also beat Retail Metrics’ 

forecast of a same-store-sales gain of 4.5 
percent. Zumiez reported an increase of 7.8 
percent. 

However, beating forecasts did not mean 
executives were thrilled with their com-
pany’s performances. John Cato, chairman, 
president and chief executive officer of Cato, 
said that his company’s first-quarter earnings 
would reflect a tough year.

“Our negative sales trends persisted 
throughout March and April as we continued 
to work through our merchandise assortment 
missteps. We still expect first-quarter earn-
ings to be significantly less than last year,” 
Cato said. The company is scheduled to re-
lease its first-quarter earnings on May 18.

—A.A.

April Sales Bring Better Biz

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

The Buckle $62.60 -3.9% -3.5%
L Brands Inc. $719.60 -2.0% -5.0%
Zumiez Inc. $56.50 10.3% +7.8%
Cato Corp. $80.60 -2.0% -2.0%
Information from company reports

April Retail Sales
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When fashion design students from Woodbury University 
presented their creations on the runway on April 30 at The Reef 
in downtown Los Angeles, the university, located in Burbank, 
Calif., was celebrating two anniversaries. Woodbury’s fashion 
program was celebrating its 85th year and the school was cel-
ebrating its 53rd year hosting an annual fashion show. 

Kicking off the runway show were pieces from Woodbury’s 
Fashion Study Collection, an archive of 4,000 garments and 
accessories spanning from the 1800s to 20th-century designs 
by Christian Dior, Geoffrey Beene, Thierry Mugler, Yves Saint 
Laurent and Jean-Paul Gaultier.

The show included designs from several sophomore-class 
projects, including pieces inspired by the Bauhaus art move-
ment as well as swimwear for women and men. Woodbury’s 
Denim Class presented looks that took a tailored approach to the 
classic workwear fabric. 

The junior class presented looks that ranged from separates 
and suitings to stylish streetwear and more-glamorous evening 
looks. 

Kicking off Woodbury’s senior collections was Emily Bue-
low, whose childrenswear designs were inspired by the “Em-
ily the Strange” books. Buelow’s whimsical designs also had a 
functional aspect. They were designed for children with cancer. 
The cozy and comfortable pieces also were designed to accom-
modate medical devices. 

Ariana Nazarian’s collection was inspired 
by her Armenian culture and featured hand-
worked details “passed from generation to 
generation in my family.” Nazarian mixed 
matte and shiny fabrications in a collection that 
featured styles that wrapped the body. 

Lucy Ochoa hopes to design custom pieces 
for musicians and performers and took inspira-
tion from music and the music scene for her 
men’s and women’s collection, which mixed 
tie-dye and bleach-dye fabrics with sequins 
and a luxe jacquard fabric. Her finale piece was 
a black and silver men’s jacket embedded with 
LED lights that lit up when the model reached 
the end of the runway. Ochoa said designing the 
jacket was a challenge, but she wanted to create 
a dramatic performance piece. 

Rachel Hwang created a bridal collection that added a touch 
of color, such as floral details on a tulle skirt or a pale-blue lin-
ing on a lace gown. Hwang included a few nontraditional sil-
houettes as well, including a jumpsuit with a tulle train and a 
two-piece style with pants in champagne satin. 

Alejandro Rodriguez was inspired by her family’s heritage. 
Her father is Mexican, her mother is Colombian and she is 
American. Her collection combined the silhouettes and color-

blocked details of activewear with softer, draped pieces in ham-
mered satin. 

Haibert Keshishi’s menswear pieces featured suitings in velvet 
trimmed in leather and used a chunky sweater knit for a tailored 
jacket. Keshishi’s women’s styles were also tailored but included 
some surprising details, such as a blue backless satin dress with 
a ruffled collar. Keshishi received the Judith Tamkin Fashion 
Award for most innovative senior collection from this year’s hon-
oree, beauty blogger Sazan Hendrix.—Alison A. Nieder
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with creora® performance spandex  

360̊  stretch for
extraordinary comfort
and perfect silhouette
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A few months after the Paige brand introduced its first design 
collaboration, Rosie HW X Paige, the Los Angeles–headquar-
tered premium-denim brand, is embarking on a retail rollout. 

On April 27, the company celebrated a grand opening of a 
new boutique in Los Angeles’ exclusive 
Brentwood section. In May, it is sched-
uled to produce a soft opening of a bou-
tique at the Malibu Country Mart retail 
center in Malibu, Calif. Also this summer, 
it is scheduled to open a boutique in Aus-
tin, Texas, said Paige Adams-Geller, the 
brand’s cofounder and creative director. 

In a time of great change and tumult in 
retail and apparel, Adams-Geller said that 
her privately held company was enjoying 

stable growth. She declined to state her company’s sales. But she 
said sales enjoyed a double-digit increase in the first quarter of 
2017 in a year-over-year comparison with the same quarter of the 
previous year. The new stores will add a dozen or so new employ-
ees to a company with a staff 
of around 208 people. The 
brand will continue traveling 
the same course that it has 
been traveling. 

“We’re happy with our 
partners, TSG Consumer 
Partners,” she said. “I am 
grateful that we’ve had part-
ners that have let us continue 
to see our vision come to life 
and have been supportive. 
It’s been a blessing to have 
like-minded partners invest-
ing in the company.”

Adams-Geller started 
Paige in 2004 during the premium-denim boom in the Los Ange-
les and California fashion business. During those days, new denim 
brands seemed to be introduced weekly. While many of those 
brands folded, Paige thrived and has been sold at department stores 
such as Nordstrom and Bloomingdale’s, e-commerce emporiums 

such as Revolve.com, and her line of boutiques. When the Austin 
Paige store opens, the brand will run eight physical stores and one 
e-commerce boutique (www.paige.com).

“I think as a brand and as a company we have been resilient,” 
she said.” The resilience has taken us a long way. We pride our-
selves on focusing on great-fitting product and being dedicated to 
detail. Yet we still have the cutting edge of design. We focus on 
fit for men and women. Fit never goes out of style. We pay at-

tention to what the customer 
wants while being innovative 
enough to be forward think-
ing in trend and fabrication 
while never being compla-
cent.”

Paige has recently ex-
panded its lifestyle product 
and has increased its selec-
tion of men’s styles. Paige 
brand will offer more sweat-
ers and outerwear as well as 
wovens, silks and expansion 
of non-denim bottoms. 

For Fall/Winter 2017, it 
will offer another season of 

the Rosie HW X Paige collection. The Spring/Summer collection 
was more what a model wears after work. “For fall, it’s a focus 
on ‘model on duty.’ There’s a lot of shimmer and shine, metallic 
sequins, and splashier pieces that you’ll want to be noticed in.”

—Andrew Asch

DENIM

Premium-Denim Brand Paige Charts Stylish Path With New Stores

Debut party at Paige Brentwood

Gardena, Calif.–based Twin Dragon Marketing 
Inc. has introduced several new environmental ini-
tiatives for 2017 for the company’s denim facilities 
in Mexico and Asia. 

“After three years of development, we are proud 
to introduce pre-reduced liquid indigo and eco-
finishing, which, when used together, has achieved 
an 85 percent reduction in environmentally hazard-
ous chemical discharge, which could become the 
new gold standard in the denim textile industry,” 
said Dominic Poon, chief executive officer of Twin 
Dragon, in a company statement. 

By using pre-reduced indigo and adding eco-fin-
ishing processes, Twin Dragon has reduced chemi-
cal and water usage compared with typical dyeing 
and finishing methods, Poon said, adding that the 
new processes have helped the company save water, 
minimize chemical usage and speed up the garment 
production process. According to the company, us-
ing eco-finishing at the Twin Dragon mill in Mexico 
will result in an annual savings of 40 million gal-
lons of water. By using pre-reduced liquid indigo, 
the company eliminates 700,000 pounds of sodium 
hydrosulphite from the process. 

Plus, the new methods have improved the appear-
ance of the final product, Poon said. 

“It stabilized the shade of indigo, increased the 
colorfastness in both dry and wet crocking, and the 
final denim product has a 3-D appearance,” he said. 

Over the last decade, Twin Dragon has invested 
in several eco initiatives, including using eco-friend-
ly fibers, such as Lenzing’s Tencel and Modal. The 
company developed its own trademarked Forever 
Black process for black jeans, which reduces the 
environmental impact of the traditional black dye 
process.—Alison A. Nieder

Twin Dragon 
Introduces New Eco 
Initiatives for Denim

Rendering of Paige Brentwood store

Paige Adams-Geller

Supplier of PREMIUM denim 
for your manufacturing needs 
WITHOUT the PREMIUM price

e.8 denim house
309 E. 8th Street — 5th Floor

Los Angeles, CA 90014
213-769-4545 | 213-395-0009 (fax)

inquiries@e8thgroup.com
www.e8denimhouse.com

• Over 1 million yards of 
STOCK DENIM available at 
all times in LA.

• Price is all inclusive, 
delivered to your door 
without the hassle of 
logistics and duty.

• NO MINIMUMS/NO LEAD 
TIMES on many styles.

• Financing and Credit 
Terms are offered with 
direct evaluation from 
management.
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Denim

Calik Denim
www.calikdenim.com
Products and Services: Calik Denim brings innovation and mod-
ern fabrics to the high street with its Interactive Denim AW 18/19 
Collection. Fabric is no longer just a material that covers the body 
and looks good to the consumer; it must have a positive property. 
It requires a smarter solution to brand’s fashion problems, always 
dealing with washing and developing new styles. This is the best 
way to interact with customers and consumers, supporting them with 
emerging problems and engaging them on the product’s benefits. So 
the story of “Interactive Denim” is being part of a team with all your 
business partners to create innovative solutions. With this collection, 
Calik take innovation a step further—with not only its Raw Stretch, 
Denovated, Curve, and Circular Elastech concepts but also with Red 
Carpet and Circular 100. For some people, an extraordinary look is 
irreplaceable.  Calik Denim’s Red Carpet is just the right ticket. 

Creora
100 West 89th St. #5G
New York, NY 10024
(917) 886-5631
Contact: Ria Stern, Global Marketing Director
www.creora.com
Products and Services: Creora® Fit2 technology was developed 
to meet consumer demand for second skin fit with 360-degree 
comfort. The technology capitalizes on superior setting performance 
of creora® spandex for four-way stretch development with reduced 
shrinkage and better recovery. Bi-stretch denim with creora® Fit2 
technology offers more comfortable wear and a perfect silhouette. 
 

E.8 Denim House
309 E. 8th St., 5th Floor
Los Angeles, CA 90014
www.e8denimhouse.com
Products and Services: E.8 Denim House offers wholesale woven 
fabric to the garment industry.  Our areas of fulfillment include denims 
and non-denim wovens serving the plus, premium, contemporary, and 
junior/missy categories. We import a variety of fabrics from all over 
the world with a specialization in cotton based, bottom weight woven 
fabric and stretch woven fabric. Headquartered in the downtown Los 
Angeles Fashion District.   No minimums / No Lead Times. Many styles 
in our L.A. stock

Made in LA

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

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 devel-
opment, 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 machines. 
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 reliable supply chain resource for your brand’s 
garment production. 

Rich Honey Apparel
919 E. Slauson Ave.
Los Angeles, CA 90011
(213) 905.3205
www.richhoneyapparel.com
Products and Services: South of Downtown Los Angeles, you’ll find 
Rich Honey Apparel—a local manufacturer that specializes in gar-
ment dyed blank t-shirts and custom leather goods. With a vertically 
integrated process, all services are performed in its 12,000 square 
foot factory and within proximity are its locally sourced dye houses 
and fabric suppliers. Garment dyeing is an art that not many can 
perform well. If quality is your priority and you want customers to 
associate a premium product with your brand, you need a manufac-
turer that gives you the best options and meets your standards. You 
don’t have to look far to find high quality products and services at 
reasonable prices. There’s an entire spectrum of color and a variety 
of washes at your fingertips—right here in Los Angeles! Be creative. 
Go crazy. Give your customers a product that feels as luxurious as 
it looks.

Resource Guide

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.
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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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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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Jobs Available Jobs Available Jobs Available

PRODUCTION	COORDINATOR

•	3-5	years	ex	pe	ri	ence	in	gar	ment	pro	duc	tion

•	Key	qual	i	ties	pre	ferred:	or	ga	nized,	de	tail	

ori	ented,	pro	fi	cient	in	Mi	crosoft,	NGC	and	

Van	tage	Point	soft	ware

•	Please	email	re	sumes	to:	Michael	Mar	tinez	at:

mmartinez@	jay	allc.	com

SENIOR	DESIGNERS-PERFORMANCE,

ACTIVE	&	ATHLEISURE

A	Wal	nut	City	Based	Ap	parel	Co.,	is	seek	ing	for

Se	nior	De	sign	ers	with	5+	years’	ex	pe	ri	ence	on

Per	for	mance,	Ac	tive	and	Ath	leisure	De	signs.

Please	send	re	sume	and	port	fo	lio	to:	

hrp	zlp1@	gmail.	com ASSOCIATE	DESIGNER

Fast	grow	ing	women's	con	tem	po	rary	com	pany

seeks	As	so	ci	ate	De	signer	with	3-5	yrs	ex	pe	ri	‐

ence	for	sports	wear	line.	Can	di	date	must	have

flair	for	fash	ion	and	de	tail	ori	ented	and	know

Adobe	Pho	to	shop/Il	lus	tra	tor	&	Mi	crosoft	Of	fice.

Please	send	re	sume	to:	job	shr000@	gmail.	com

COLORIST

STAN	DARD	FAB	RICS:

LOOK	ING	FOR	A	SEA	SONED	COL	ORIST	FOR

PRINTED	FAB	RICS”

EMAIL	TO:	abra	ham@	sta	ndar	dfab	ric.	com

SALES	REPS	&	ACCT.	EXECUTIVE

Well	es	tab	lish	blank	T-Shirt	Com	pany	in	

On	tario,	CA	look	ing	for	In	de	pen	dent	Sales	Reps

and	Ac	count	Ex	ec	u	tive,	has	ac	counts	to	bring

in	and	han	dle	house	ac	cts.	Min	3-5	yrs	exp.	in

in	dus	try.	Email	to:	hr@	pim	aapp	arel.	com

JUNIOR	DESIGNER

Look	ing	for	Ju	nior	De	signer.	Min	i	mum	7	Years

Ex	pe	ri	ence.	Work	closely	with	sales	per	son.

Work	in	de	pen	dently.	Do	mes	tic	man	u	fac	turer.

Email	to:	lil	lian@	rol	laco	ster	inc.	com

For classified information, visit apparelnews.net/classifieds
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Real Estate

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

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

1ST	TO	PRODUCTION	PATTERNMAKER

Wilt	seeks	an	ex	pe	ri	enced	1st-Pro	duc	tion	

Pat	tern	maker,	able	to	do	own	pro	duc	tion.	Must

know	Tuka.	Min.	14	yrs	ex	pe	ri	ence	gar	ment

dye	knowl	edge	pre	ferred.	

Email:	par	can	d	pearl@	par	cand	pear	l.	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)

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

COMPUTER	DESIGNER

Tex	tile	com	pany	seeks	ex	pe	ri	ence	com	puter

de	signer	for	prints,	de	sign,	re	peat,	color.	Pho	to	‐

shop	and	Ned	graphic	ex	pe	ri	ence	is	a	must.

Email	re	sumes	to:	william@	mat	rixt	exti	les.	com

ASSOCIATE	GRADING/MARKER	ROOM

MANAGER

Large,	Pri	vately	held	man	u	fac	turer,	es	tab	lished

in	1964	needs	an	As	so	ci	ate	Grad	ing	/	Marker

Room	Man	ager;

Job	re	spon	si	bil	i	ties	May	in	clude:	sup	port	ing	yield

re	quire	ments	and	of	fer	ing	so	lu	tions	for	re	work	‐

ing	fab	ric	prints	in	de	vel	op	ment,	grad	ing,	tech

pack	en	try,	as	sess	ing	and	pri	or	i	tiz	ing	work	load

with	the	team	in	mind	and	other	marker	room

du	ties

Ap	pli	cants	need	to	have	good	com	mu	ni	ca	tion

and	or	ga	ni	za	tional	skills,	and	can	multi-task

while	work	ing	at	a	pace	with	an	at	ten	tion	to

dead	lines,	must	have	pat	tern	mak	ing	ex	pe	ri	‐

ence	as	well	as	an	un	der	stand	ing	of	fab	rics	and

marker	mak	ing.	Pre	ferred	can	di	dates	will	have

3-5	years	of	exp.	work	ing	in	Ger	ber	PDS.

Salary	com	men	su	rate	with	qual	i	fi	ca	tion,	

Ex	cel	lent	Med	ical	and	Den	tal	Ben	e	fits,	Gen	er	ous

Profit	Shar	ing	and	Pen	sion	Plan---fully	paid	by

the	com	pany.

Letty	Her	nan	dez

HR	Man	ager-Pa	que	tte	Mfg.

Fax	#	(323)267-1086

E-mail:	lh	er	nand@	byer.	com

1ST	DESIGN	PATTERNMAKER

John	Paul	Richard,	Inc.	seeks	an	ex	pe	ri	enced

1st	de	sign	pat	tern	maker,	must	be	avail	able

Sat	ur	days	when	needed.	

Email:	nvollert@	joh	npau	lric	hard.	com

GRAPHIC	ARTIST

Es	tab	lished	Missy	Con	tem	po	rary	la	bel	seeks

full-time	graphic	artist	to	pro	duce	CADs	as	well

as	orig	i	nal	art	work	for	tex	tile	print	ing.	Must	be

pro	fi	cient	in	Adobe	Pho	to	shop	and	Il	lus	tra	tor.

Please	sub	mit	re	sume	with	port	fo	lio	to:	

job	sHR000@	gmail.	com

SHIPPING	DEPT.	HELP	WANTED

PART	TIME	,	EX	PE	RI	ENCED	PICKER	AND	PACKER

SEND	RE	SUME	TO:	HR@	DDA	HOLD	INGS.	COM

Buy, Sell and Trade

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

FOR	BUSINESS	OPPORTUNITIES

Gar	ment	/	Tex	tile	re	lated

Only	LA	based	com	pa	nies

Email:	eda	dayan@	yahoo.	com

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

Jobs Wanted
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CUSTOMER	SERVICE

A	premium	denim	LA	based	company	is	seeking

for	a	customer	service.	Duties	will	include	but	not

limited	 to	 data	 entry,	 shipping	 and	 invoicing.

Must	 have	 strong	 written	 and	 verbal

communication	 skills.	 Must	 be	 proficient	 in

excel,	 word,	 outlook	 and	 PAS.	 Must	 have	 a

minimum	of	2	years	in	the	denim	industry.	E-mail

resume	and	salary	requirement	to:	info@blackor

chiddenim.com

PRODUCTION	ASST

Min	 5	 yrs	 experience	 for	 established,	 stable

apparel	manufacturer	 in	business	19	years.	We

are	 looking	 for	 a	 responsible,	 detail	 oriented

person.	 This	 multi-tasking	 position	 includes

purchasing	 trim,	 fabric,	 issuing	 cutting	 tickets

and	 work	 orders	 to	 sub-contractors	 for

embellishment.	 Must	 be	 good	 with	 follow	 up.

Computer	skills	such	as	Outlook,	Excel	and	Word

are	 required.	 Must	 speak	 and	 write	 English,

Spanish	 speaking	 is	 considered	 a	 plus.

Background	check	required.	Please	fax	resume	to

888-677-5579	or	 email	 to	 info@kingsburyunifor

ms.com.	 Do	 NOT	 send	 your	 resume	 as	 an

attachment,	please	cut	&	paste	your	resume	into

the	 body	 of	 your	 email.	Location:	 Torrance/	 So

Gardena	 area.	*	 Compensation:	 $	 15-19/hr	 Full

Time	+	health	benefits

SALES	REPRESENTATIVE	-	MISSY	(LOS

ANGELES	OR	NY)

New	misses	and	plus	size	knitwear	line	seeking

talented	 Sales	 Representative	 to	 be	 located

either	 in	 Los	Angeles,	CA	or	NY.	Must	 have	an

active	 department	 store,	 major	 retail	 or

specialty	 store	 relationships	 to	 bring	 to	 the

table.	Please	email	resume	to:	liz@lunajai.com

ASSISTANT	DESIGNER

Assisting	 Head	 Designer	 for	 design,	 trim,	 &

fabric	sourcing	for	the	junior/young	missy	market

for	 an	 LA	 Import	 Garment	 Manufacturer.

Minimum	2	years	experience.	Good	computer	&

graphic	 skills	 on	 Photoshop.	 E-mail	 Resume

sammy@majorapparelgroup.com

PROD.	PATTERNMAKER

EXP.	 DENIM	 PATTERNMAKER	 NEEDED.	 MIN.	 5

YRS	IN	DENIM	EXP	A	MUST.	PREMIUM	DENIM	EXP

PREFERRED.	 TUKA	 SYSTEM	 EXP	 A	 PLUS.

RESUME	W/SALARY	HISTORY	A	MUST	 FAX:	323-

488-9781	EMAIL:	heathery@bleu-la.com

TECHNICAL	DESIGNER	FOR	OUR	MISSY

DIVISION

•	 Minimum	 3-5	 years	 experience	 •	 Illustrator,

photoshop,	 Excel	•	 Create	 tech	 packs	 for

overseas	 &	 domestic	 vendors•	 Experienced	 in

conducting	fittings,	generating	fit	comments...	•

Pattern	 making	 knowledge	 a	 plus	 •	 Excellent

communication	skills	–	written	&	verbal	•	Team

player	and	works	well	with	others.	Send	resume

to	vitae101@gmail.com

PATTERNMAKER

We	are	currently	looking	for	a	Patternmaker	with

Sportswear	or	Activewear	experience.Ability	to

organize	 work,	 manage	 time	 and	 schedule

projects	 to	 meet	 deadlines.	1st	 through

production	 patternmaking	 for	 the	 creation	 and

execution	 of	 Sportswear	 product.	 Expertise	 at

garment	 fit,	 construction,	 textiles,	 shrinkage.

Qualification	 Requirements	 □	 Knowledge	 of

garment	 wash,	 dye	 wash	 □	 Experience	 in

Sportswear	 or	 Active	 wear	 □	 Knowledge	 and

experience	with	Gerber	and	Illustrator.	We	offer	a

competitive	compensation	and	benefit	package

including	 health,	 dental,	 401K,	 paid	 vacation,

and	 product	 discount.	Please	 submit	 your

resume	and	salary	history	to	hrdept@mbwswim.

com

PRODUCT	DEVELOPMENT	COORDINATOR

AND	MERCHANDISING	COORDINATOR

Santa	Monica	based	company	seeks:	•PRODUCT

DEVELOPMENT	COORDINATOR•	5+	yrs	exp.	 in

evaluating	 material	 performance	 &

communicating	 across	 multiple	 product

categories.	 Organized.	 Detail-oriented.	 Strong

time	mgmt.	skills.	Excl.	written	&	verbal	comm.

skills.	 Computer	 literate.	 •MERCHANDISING

COORDINATOR•	5+	yrs	exp.	in	Merchandising	&

Product	 Development.	 Excel,	 Illustrator,

Photoshop	 w/	 strong	 collaboration,	 analytical,

organizational	 and	 priorit izing	 skills.	 Fashion

Merchandising	 degree	 preferred.	GREAT

BENEFITS.	 BOTH	 F/T	Fax	resumes	to	(310)828-

0091	or	email	koirecruiter@koihappiness.com
DESIGNER

Fast	 growing	 contemporary	 company	 seeks

Designer	for	womens	sportwear	wovens	&	cut	&

sew	knits.	Candidate	must	have	flair	for	fashion

and	 detail,	 and	 be	 proficient	 in	 Adobe

Photoshop/Illustrator	&	Microsoft	Office.	Please

send	portfolio	samples	and	resumes	with	salary

history	to	jobshr000@gmail.com

APPAREL	BOTTOMS	COMPANY	SEEKING

INDIVIDUALS	TO	FILL	THE	FOLLOWING

POSITION.	INCREDIBLE	OPPORTUNITY	FOR

THE	RIGHT	INDIVIDUALS

IMPORT	 PRODUCTION

COORD./MERCHANDISER	Highly	 motivated

person	with	2-3	years	exp.	in	the	junior/special

sizes	denim	bottoms	market	needed	to	assist	in

import	 production.	•	 Must	 have	 well	 rounded

knowledge	 of	 overseas	 garment	 production	 &

construction	•	Know	how	to	read	TECHPACKS	and

understand	 technical	 garment	 terms.	 •

Experience	with	measuring	garments	as	well	as

approving	 finished	 garments,	 lab-dips,	 fabrics,

etc.	 •	Must	 be	 a	 self-starter,	 detail	 oriented

individual	 and	 have	 strong	 written	 and	 verbal

comm.	 skills.	Email	to	hrdept229@gmail.com	or

fax	resume	with	salary	history	to:	(323)	657-5344

TRIM	ASSISTANT

Karen	 Kane	 is	 seeking	 to	 fill	 a	 trim	 assistant

position.The	person	will	be	responsible	for	filling

trim	orders	for	cuts	•Data	entry	of	cut	t ickets,

POs,	 receipts	 •Prior	 experience	 in	 a	 Trim	dept.

and/or	minimum	of	 2	 years’	 experience.	 in	 the

industry	 •Strong	 communication	 skills,	 oral	 &

written	 •Strong	 MS	 Office	 skills,	 especially

Excel	 •AS400/VPS	 software	 knowledge	 a	 plus

•Bilingual	 English/Spanish	 a	 plus	 Fax	 resume

with	salary	history	to	323-277-6830	or	email	in

PDF	or	Word	format	only	to	resumes@karenkane.

com

ONE	OF	THE	LARGEST	AND	FASTEST

GROWING	TEXTILE	COMPANIES	IN	THE	USA

Looking	 to	 hire	 for	 full	 t ime	 position:	 1.

Import /Prod'n	2.	 Secretary/Cust.	 Support	 Pls.

contact:	abraham@paramounttextile.com

SPEC	WRITER

Immediate	opportunity	for	a	detail	oriented	and

well	 organized	 individual	 who	 will	 be

responsible	for	writ ing	spec	sheets	and	sending

sample	 approvals	 to	 buyer.	Must	 be	 computer

literate	 in	 excel,	 illustrator/Photoshop	 and	 be

able	 to	work	well	under	pressure.	Fax	 resumes

(323)	887-8484

PATTERN	MAKER

Karen	 Kane	 is	 seeking	 a	 1st	 thru	 production

pattern	 maker	 for	 its	 established	 better

sportswear	division	and	emerging	contemporary

divisions.	 Strong	 communication	 skills,

attention	 to	 detail,	 great	 organization	 skills,

self-motivated,	 energetic.	 Computer	 literacy	 a

must,	knowledge	of	Gerber	system	is	beneficial.

Bilingual	 a	 plus.	 Min	 2	 yrs	 experience.	 Fax

resume	with	 salary	history	 to	323-277-6830	or

email	 in	 PDF	 or	 Word	 format	 only	 to:

resumes@karenkane.com

EDI	&	LOGISTICS	COORDINATOR

We	 are	 looking	 for	 an	 experienced	 EDI	 &

Logistics	 Coordinator	 to	 join	 our	 team.

Receiving	 and	 processing	 EDI	 orders.	 Creating

UPC's.	Preparing	shipping	documents,	arranging

pick	 up.	 Must	 have	 knowledge	 of	 GXS	 Inovis

Catalog.	GXS	DiCentral.	 3-5	 years'	 experience.

Please	send	resume	to	careers@moda-luxe.com

TRIM	BUYER

NYDJ	 Apparel	 is	 seeking	 an	 experienced	 Trim

Buyer	to	lead	trim	development	and	buying	for

the	 company.	 Interact	 with	 product	 teams	 to

ensure	 appropriate	 inventory,	 with	 the	 goal	 of

on-time	delivery	of	finished	goods.	Continuously

analyze	production	and	calendars,	while	seeking

cost	 savings	 or	 other	 efficiencies.	Excellent

benefits	 &	 work	 environment.	No	 phone	 calls

please.	Send	resume	and	salary	history	to:	eric.

ueno@nydj.com

TECHNICAL	DESIGNER

NYDJ	 Apparel	 is	 seeking	 an	 experienced

Technical	Designer.	Creation	and	updating	of	all

First	to	Production	Technical	Packages	for	Missy,

Petite	and	Women	Divisions.	 Lead	fit	 sessions

and	 send	 pattern	 corrections	 to	 the	 overseas

factories.	Track	 sample	 submissions.	 Excellent

benefits	 &	 work	 environment.	No	 phone	 calls

please.	Send	resume	and	salary	history	to:	eric.

ueno@nydj.com
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•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:	Michael	

STONE	HAR	BOR	(323)	277-2777

GRAPHIC	ARTIST

Join	our	Graph	ics	Team.	Strong	vi	su	al	iza	tion

and	cre	ative	in	put	for	fash	ion	tops	and

screened	t-shirts.	Knowl	edge	of	sep	a	ra	tions

and	em	bell	ish	ment	tech	niques.	Fresh	ideas,

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

in	no	v	a	tive	de	signs	and	art	work	with	a	keen	

un	der	stand	ing	of	our	cus	tomers'	needs.	Must	

be	highly	or	ga	nized,	dri	ven	for	re	sults	and	able	

to	com	mu	ni	cate	cre	ative	ideas	clearly.	

Sub	mit	PORT	FO	LIO	with	re	sume	to:	

screen	graph	ic	s2016@	gmail.	com
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