
Arts District: LA’s 
Next Big Retail Area?

Every major city has an “anti-downtown,” said Sam 
Brownell, principal and partner of property developers 
Blatteis & Schnur Inc.

Examples include the SoHo/Meatpacking District in 
New York City, Wynwood in Miami and the Fulton River 
District in Chicago. “It attracts the creative class, where 
music, digital content, film businesses go,” Brownell said 
of the model for the anti-downtown.

After an unprecedented construction boom in downtown 
Los Angeles, the city’s downtown area is quickly develop-
ing its own “anti-downtown,” Brownell said. It is going to 
be the Arts District, a formerly blighted area sandwiched in 
between the Little Tokyo neighborhood and Boyle Heights 
in East LA.

Blatteis & Schnur is wrapping up construction of At 
Mateo, a 190,000-square-foot development in the Arts 
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As operations wind down at the bankrupt BCBG Max 
Azria Group, nearly 500 layoff notices have gone out to 
employees of the contemporary brand founded in Los An-
geles almost 30 years ago.

By the end of the month, the brand and its sister labels 
are expected to be taken over by Marquee Brands and 
Global Brands Group, the successful bidders to acquire 
the intellectual-property rights and assets of the company, 
which filed for Chapter 11 bankruptcy protection on Feb. 
28. 

According to paperwork filed with the state Department 
of Employment Development on July 7, some 492 employ-
ees were given notice that they will be permanently laid off 
as of Sept. 5. The layoff notices did not include BCBG’s 

Hundreds Get Final 
Pink Slips at BCBG 
Max Azria Group

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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TRADE SHOW REPORT

Trim models swiveled from front to back to show off the 
newest bikinis and one-piece suits created by swimwear de-
signers. Serious buyers on the hunt for the latest in poolside 
fashions crowded into booths as an explosion of colorful 
prints and solid colors ran across the ballroom that housed 
the latest Swim Collective in Huntington Beach, Calif. 

The semi-annual swimwear trade show, held July 11–12, 
took place at the Hyatt Regency Huntington Beach Resort 
& Spa, appropriately located across the street from the beach 
where the ultimate wearers of these fashions were hanging 
out.

This year, the swimwear show was held a few weeks ear-
lier than normal and right before the big Miami Swim Show 
in Florida. Organizers said the earlier time slot did put a slight 
damper on exhibitors participating in the show and on buyer 
attendance.

Jane Preston, the show’s vice president of sales, said the 
event had 165 booths, down about 40 booths from one year 
ago when it took place Aug. 8–10. This year there were 122 

exhibitors showing 224 lines. “The drop in booths is date re-
lated,” she said.

The earlier date was scheduled by the show’s previous 
owner, Shannon Leggett, who nearly one year ago sold the 
Swim Collective and its sister Active Collective trade show 
to Emerald Expositions, an event organizer that also owns 
Surf Expo, Outdoor Retailer, the Imprinted Sportswear 
Show and the SIA Snow Show. 

Next year, organizers said, the Swim Collective show will 
be held a few weeks later in the summer.

Swim Collective is a popular trade show for new as well 
as long-established swimwear companies and brands.  Man-
hattan Beachwear occupied the largest booth on the floor to 
accommodate its growing stable of brands, which include La 
Blanca, Ralph Lauren Swimwear, Nanette Lepore, Green 
Dragon, Kenneth Cole, Lucky Brand and 24th & Ocean.

The vast area was humming with activity as buyers viewed 
the Southern California company’s latest offerings. “We’ve 
had a lot of traffic,” said Kevin Mahoney, the company’s chief 
executive officer, who recently had been at Mode City, the 

One-Piece Swimsuits a Popular Trend at Swim Collective

A pop-up shop for a highly anticipated Louis Vuitton X 
Supreme capsule collection has reportedly shuttered after Los 
Angeles police dispersed a large crowd in front of the pop-up 
shop at 4:30 a.m. on July 7.

The pop-up is located in an art-deco warehouse on the cor-
ner of Third and Garey streets in downtown Los Angeles’ Arts 
District. Neighbors include the Hauser & Wirth art gallery 
and high-end Shinola boutique. There were no arrests when 
the crowd was dispersed. Tony Im, an LAPD spokesman, de-
clined to give out crowd estimates. “It was a matter of too many 
people being there,” Im said. “They called us to provide crowd 
control.” He did not know whether it was a business owner or 

a neighbor who called the police to complain about the crowd.
To disperse the crowd, police officers got in a scrimmage 

line and told the crowd to leave the area. The crowd peacefully 
complied, Im said.

The Louis Vuitton X Supreme pop-up opened on June 30. 
A group of security guards patrolled the block on Third and 
Garey by the store entrance as streetwear fans lined up to pur-
chase backpacks, T-shirts and sweaters for the highly antici-
pated collaboration. 

News reports photographed music stars Justin Bieber, Ma-
donna and 2 Chainz wearing Louis Vuitton X Supreme styles. 
A Google search found Louis Vuitton X Supreme goods sell-
ing from $460 to $10,000 on resale sites. ● 

Late-Night Crowd Closes Louis Vuitton Pop-Up in DTLA

POST POP-UP: Security guards remained in front of the Louis Vuitton X Supreme storefront 12 hours after crowds were 
dispersed at 4:30 a.m. on July 7.

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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It was two years in the making, but footwear 
and apparel titan Vans recently unveiled a new 
headquarters in Costa Mesa, Calif.

In a nod to the brand’s storied past, the 
exterior of the new 182,000-square-foot, 
three-floor building features a checkerboard 
graphic reminiscent of the pattern that ap-
peared on an iconic sneaker that Sean Penn 
wore in the 1982 film “Fast Times at Ridge-
mont High.” The headquarters is located 
at 1588 South Coast Drive in Costa Mesa, 
which is 13 miles south of Vans’ former 
headquarters in Cypress. The city continues 
to be a headquarters for companies such as 
Manhattan Beachwear.

Plans for the headquarters were an-
nounced in June 2015. A company statement 
said that Vans outgrew its former headquar-
ters and needed a place where it could handle 
more growth. 2015 media reports said that 

Vans’ revenues 
passed  the  $2 
b i l l i o n  m a r k . 
On June 12, 550 
Vans employees 
working in mar-
keting, design, 
sales and retail 
moved into their 
new digs. It is fo-
cused on being an 
environmentally sustainable building.

From the 405 freeway, the solar panels of 
Vans’ one-megawatt carport solar-array in-
stallation are visible. More than 4,000 solar 
panels on the array will provide 50 percent of 
the building’s energy needs. The headquarters 
will offer 38 electric vehicle charging sta-
tions. New water fixtures will increase water 
efficiency. The building’s lighting as well as 

heating and cooling systems are forecast to 
boost energy efficiency by 48 percent more 
than California State building code require-
ments, according to a company statement. 

The headquarters is currently undergo-
ing a process by the U.S. Green Building 
Council to certify it as an environmentally 
friendly LEED building.

The new headquarters plans to build a 
friendly atmosphere into the building’s de-
sign. There’s a game room and a barbecue 

area for corporate lunches. Yoga studios are 
available as is a gym. Outdoor Wi-Fi is of-
fered so people will be able to work away 
from their desks when inspiration hits. Also 
featured, the Waffle Works Innovation 
Center, a space where employees are en-
couraged to brainstorm new Vans designs. In 
front of the building, an “Employee Achieve-
ment Bell” is installed. The bell will ring 
every time an employee achievement is an-
nounced.—Andrew Asch 
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Vans Unveils New HQ
NEWS

In the article “Raj, Sports Illustrated 
Team Up,” published on July 10 in Cali-
fornia Apparel News’ Waterwear maga-
zine, Brenda West’s title was incorrect. She 

is president of Raj Swim. Also, the story 
incorrectly listed the e-commerce address 
for the upcoming Sports Illustrated swim 
collection. It is shopsiswim.com.

 Corrections and Clarifications

Recently, 550 Vans employees moved into the company’s new headquarters in Costa Mesa, Calif.

 
Doug Palladini, Vans’ global president, left, with Steve Van Doren, Vans’ 
vice president of events and promotions. At Vans’ new headquarters in 
Costa Mesa, Calif., there’s an “Employee Achievement Bell” installed. 
The bell will ring every time an employee achievement is announced.

Retailers might give the 2017 Back-to-
School season an “A.”

Total spending for Back-to-School and re-
lated Back-to-College spending is projected 
to reach $83.6 billion, according to a survey 
released by the National Retail Federation 
on July 13. The Washington, D.C.–based 
retail trade group noted that 2017 forecasts 
are 10 percent higher than the 2016 Back-to-
School season, when consumers spent $75.8 
billion. 

Matthew Shay, NRF’s president and chief 
executive officer, credited a solid economy 
for the season’s forecasted gains.

“With stronger employment levels and 
a continued increase in wages, consumers 
are spending more and we are optimistic 
that they will continue to do so throughout 
the rest of the year,” Shay said in a prepared 
statement.

According to the survey, each family with 
children enrolled from kindergarten to high 
school will spend an average of $687.72. 
The Back-to-School shoppers are forecast 
to spend $10.2 billion on clothing, $8.8 bil-
lion on electronics, $5.6 billion on shoes and 
$4.9 billion on school supplies.

The survey gave a breakdown on where 

consumers will spend Back-to-School dol-
lars. It found that 57 percent will shop at 
department stores, 54 percent at discount 
stores, and 46 percent each at clothing stores 
and online.

Back-to-College spending is forecast to 
increase because there are more college stu-
dents attending this year than there were in 
the past. College enrollment has steadily in-
creased over the past five years, with nearly 
21 million people projected to attend a U.S. 
college this year, according to the National 
Center for Education Statistics.

College kids and their families are fore-
cast to spend a total of $54.1 billion in the 
2017 Back-to-College season, or an aver-
age of $969.88. The 2017 total spending is 
greater than $48.5 billion spent in 2016’s 
Back-to-College season.

The Back-to-School season will do well 
despite a retail market that is rapidly chang-
ing, Shay said. During a July 13 conference 
call, a reporter asked him to comment on 
how NRF’s forecast meshes with recent re-
ports about retail closures, Shay answered 
that store closures only tell one part of the 
economy’s story. Entrepreneurs are also 
opening stores, Shay said.—A.A.

NRF: Back-to-School Spending 
Forecast to Increase
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retail employees, sources said.
Prior to the most recent layoffs, BCBG issued pink slips 

to 310 employees between Feb. 22, 2016, and March 13, 
2017. 

“As previously announced, BCBG is selling a majority of 
its assets to a consortium consisting of Marquee Brands and 
Global Brands Group. The intent of the buyers is to offer 
employment to the majority of BCBG associates. The trans-
action is scheduled to close by July 31. Once the transaction 
closes, BCBG will begin winding down its operations over 
a 90-day period. Those selected for future employment with 
GBG or Marquee will be offered employment prior to the 
closing of the sale transaction or during the transition pe-
riod,” a company spokesperson said.

On June 23, the U.S. Bankruptcy Court in New York ap-
proved the $165 million bid submitted by Marquee Brands 
and Global Brands Group to acquire the brand and its sister 
labels and operate about 20 stores as well as in-store shops 
located in major department stores. Liquidators Hilco Glob-

al and Gordon Brothers were also members of the bidding 
consortium. 

Marquee Brands said it will seek to expand BCBG, 
BCBGeneration and the Hervé Leger brands into addi-
tional lifestyle categories on a global basis through existing 
and newly signed strategic partners and product licensees. 

Marquee Brands, headquartered in New York, said it will 
maintain offices for BCBG on both the West Coast and East 
Coast.

Global Brands Group will serve as a licensee to Marquee 
to oversee the wholesale and retail platforms for the brand 
in North America.

At one time, BCBG employed 1,300 full-time workers 
and 1,400 part-time employees at its headquarters, ware-
house and stores. Started in 1989 by Max Azria, the label 
was known for its contemporary clothing heavy on glam-
orous looks that sold from $250 to $750. BCBG—which 
stands for the French expression “bon chic, bon genre,” 
meaning “good style, good attitude”—acquired French de-
sign house Hervé Leger in 1998.

For years, BCBG borrowed heavily to finance its opera-

tions and keep some of its unprofitable stores open. At one 
time, its debt totaled more than $685 million. Much of that 
was held by Guggenheim Partners. Now Guggenheim 
Partners and affiliates carry more than $324.4 million in 
BCBG loans and own 80 percent of the apparel company’s 
common equity.

Marquee Brands is a relatively new brand-management 
company started a few years ago as a division of Neuberger 
Berman private equity. Its goal is to acquire brands with 
strong consumer awareness and grow them across several 
channels around the world. 

Last November, Marquee Brands acquired the Body 
Glove brand and intellectual property from Body Glove In-
ternational. The Body Glove label was started in Redondo 
Beach, Calif., in 1953 by twin brothers Bob and Bill Meis-
trell. The Meistrell family retains a minority interest in the 
Body Glove brand.

In 2015, Marquee acquired the Ben Sherman brand from 
Oxford Industries. That same year, it acquired the Italian 
luxury brand Bruno Magli, known for its high-end foot-
wear.  ●

BCBG Continued from page 1

After 47 years with Gerber Technology, Sam 
Simpson announced plans to retire, but the longtime 
technology executive will continue to serve as a con-
sultant to the Tolland, Conn., company as well as act-
ing as a special adviser to Gerber Chief Executive 
Officer Mohit Uberoi. 

“When someone spends more than 47 years in an 

industry, it becomes a part of them,” said Simpson, 
who most recently served as Gerber’s vice president 
of global strategic accounts. 

Simpson’s roots in the apparel industry began 
at G&H Manufacturing Co., a division of Ge-
nesco, where he was part of a team that developed 
the first automated grading and marking system 
and the first laser cutter for apparel applications. 
He joined Gerber when the company acquired 

the Hughes Aircraft Co. AM-1 system. At Ger-
ber, Simpson has held many positions, including 
vice president/general manager of the Americas, 
vice president of global sales and director/gen-
eral manager of the international division as well 
as several technical and marketing roles. Accord-
ing to the company, Simpson was “integral in the 

expansion of Gerber’s international 
business activities in the European, 
Asian and Latin America regions.” 
“It has been a privilege to work 
alongside Sam and learn about the 
industry,” said Peter Morrissey, 
senior vice president global sales 
at Gerber, in a statement. “Sam’s 
knowledge of the industry, customers 
and markets is unparalleled, and we 
thank him for his years of service.” 
Simpson will still hold his position 
as chairman of the Sewn Prod-
ucts Equipment Suppliers of the 
Americas (SPESA), an organiza-
tion he has long supported. Simpson 
has been on the SPESA board since 
2000 and was named chairman last 
year. 

Based in Connecticut and owned 
by New York–based private-equity firm AIP, Ger-
ber Technology supplies software and automation 
solutions to help apparel and industrial customers 
improve their manufacturing processes and manage 
their supply chain. The company has 78,000 custom-
ers in 130 countries, including companies in the ap-
parel and accessories, home and leisure, transporta-
tion, packaging, and sign and graphics industries.

—Alison A. Nieder

TECHNOLOGY

Gerber’s Sam Simpson Retiring After 47 Years With Company

Sam Simpson

NEWS

Intertek, the Chicago-based quality-assurance provider, 
has expanded its textile testing services to meet the needs of 
the makers of activewear and leather goods. 

For activewear makers, Intertek can now evaluate perfor-
mance properties such as evaporation/drying rates, water-
vapor transmission rates and antibacterial/antifungal proper-
ties. (The makers of furniture and outdoor fabrics are also 
looking to measure these properties.)

To provide the new services, Intertek invested in new 
equipment at its textile testing laboratory in Arlington 
Heights, Ill. The lab now has new machines to evaluate a 
fabric’s performance properties, including water-vapor per-
meability and drying rates. The lab can now gauge how 
performance fabrics respond to changes in temperature and 
humidity to verify fabric breathability, quick-dry properties 
and antibacterial qualities. The Arlington Heights lab was al-
ready testing activewear for wicking, windproofing and UV 
protection properties. Antimicrobial properties can be tested 
at Intertek’s antimicrobial center in Columbus, Ohio. 

“At Intertek, our priority has always been providing our 
customers with innovative solutions to help support func-
tional and performance claims of their products in order to 
improve their competitive position,” said Gregg Tiemann, 
Intertek’s executive vice president. “Bringing these textile 
capabilities to the U.S. and building off our existing textile 
services will help customers in the region leverage our ser-
vices and expertise in order to bring in-demand fabrics to the 
industry more quickly and easily.”

For the leather goods sector, Intertek recently launched the 
AP/APEOs Quick Test service to help textiles and leather-
goods makers identify harmful alkylphenols (AP) and alkyl-
phenol ethoxylates (APEOs) chemicals, which are commonly 
used in leather production during the dyeing and wet finishing 
processes. There has been growing awareness of the hazards 
of AP and APEO to human health and the environment.

Intertek’s AP/APEOs Quick Test can detect the existence 
of AP/APEOs in water-soluble chemical samples, which al-
lows companies to identify these chemicals early in the man-

ufacturing process rather than later in the mass production 
phase, according to an Intertek statement. 

The AP/APEOs Quick Test is part of Intertek’s chemical 
testing services, which include compliance with the Restrict-
ed Substances List (RSL), the EU REACH and California’s 
Proposition 65. 

“Leveraging Intertek’s market-leading expertise in chemi-
cal testing and its in-depth understanding of the challenges 
faced by the textiles and leather industry, we developed the 
AP/APEOs Quick Test as a practical solution for our cus-
tomers,” said Calvin Yam, Intertek’s senior vice president of 
global softlines. “Our AP/APEOs Quick Test offers an added 
layer of assurance throughout the supply chain as a result of 
the detection limit being lower than what is set by NGOs and 
industry organizations.”

Intertek operates a network of more than 1,000 labora-
tories and offices and employs more than 42,000 people in 
more than 100 countries. For more information, visit www.
intertek.com/textiles-apparel.—A.A.N.

Intertek Adds New Testing Services for Activewear, Leather Goods

Gunn Coming to Ideation 2017 LA
Gerber Technology is preparing for its Ideation 2017 conference, set for Nov. 

1–3 at the Sheraton Universal Studios in Universal City, Calif. The event will 
feature a speaker series, focus sessions and collaboration activities as well as 
an interactive studio where attendees can get hands-on experience with Gerber 
products.
“Project Runway” co-host and mentor Tim 

Gunn will discuss the impact of digitiza-
tion on design and manufacturing with 
Karsten Newbury, Gerber Technology’s 
senior vice president and general manager, 
at the conference. Gunn rose to fame on the 
fashion reality show after a career spent in 
the fashion industry as design chair of the 
department of fashion design at Parsons 
School of Design. He went on to serve as 
chief creative officer at Liz Claiborne Inc. 
and now serves as fashion dean at Liz Clai-
borne’s successor company, Fifth & Pacific. 
He is also the author of several books, 
including “Tim Gunn: A Guide to Qual-
ity, Taste and Style,” “Tim Gunn’s Fashion 
Bible: The Fascinating History of Everything 
in Your Closet” and “Tim Gunn: The Natty 
Professor: A Master Class on Mentoring, 
Motivating, and Making It Work!”
“Tim Gunn’s energy and passion as keynote speaker at Ideation 2015 was 

both inspirational and entertaining. His dedication to design education and 
technology-led solutions will help attendees gain important knowledge and 
invaluable insights on how to navigate and thrive in an ever-transforming 
market,” Newbury said. “Mr. Gunn exemplifies the dynamism, creativity and 
innovation of fashion, and we are honored to welcome him back to ideation.” 
For more information or to register for Ideation 2017, visit www.gerbertechnol-
ogy.com/ideation.—A.A.N.

Tim Gunn
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July 16
Project
The Tents
Project Sole
Vanguard Gallery
Javits Center
New York
Through July 18

July 17
Texworld USA
Apparel Sourcing
Hometextiles Sourcing
Avanprint
Javits Center
New York
Through July 19

Active Collective
Hyatt Resort & Spa
Huntington Beach, Calif.
Through July 18

Liberty Fairs
Javits Center
New York
Through July 19

Capsule
Javits Center
New York 
Through July 18

July 18
Première Vision
Pier 94
New York
Through July 19

July 19
DG Expo
Penn Pavilion
New York
Through July 20

July 20
Swim Miami
W South Beach
South Beach, Fla.
Through July 23

Art Hearts Fashion
Funkshion Tent
Miami Beach, Fla.
Through July 22

July 22
SwimShow
Miami Beach Convention Center
Miami Beach, Fla.
Through July 25

Cabana
Tents in Collins Park
Miami Beach, Fla.
Through July 24

Hammock
W South Beach
South Beach, Fla.
Through July 24
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Protectionist talk may be in the air, but im-
ports are still arriving at our doors.

With the U.S. economy in its eighth year 
of recovery, cargo-container volumes at the 
nation’s ports are expected to be at an all-
time high as retailers head into the Back-to-
School season.

According to the monthly Global Port 
Tracker report, released by the National Re-
tail Federation, July and August should be 
two of the busiest months ever seen for cargo-
container imports.

“We’re expecting retailers to import some 
of the largest volumes of merchandise ever,” 
said Jonathan Gold, the NRF vice president 
for supply chain and customs policy. “That’s 
a good indicator of what could be ahead for 
consumer demand and retail sales, and it’s a 
sign that retail is going strong despite what 
you might read in the headlines.”

Major U.S. ports handled 1.72 million 20-
foot containers in May, the latest month for 
which after-the-fact numbers are available, 
which was up 6.2 percent from the previous 
year.

It is estimated that in June, 1.66 million 
containers will arrive at ports, up 5.3 percent 
from last year. July is forecast to see 1.71 mil-
lion containers hit the docks, up 5.1 percent 
from last year.

August will also see gains with 1.75 mil-
lion containers being offloaded, up 2.2 per-
cent from last year. As the Back-to-School 
season winds down, September should ex-
perience about 1.66 million containers being 
processed at ports, up 4.3 percent, and Octo-
ber should experience 1.71 million contain-
ers, up 2.2 percent. 

On a different note, November could see a 
2.7 percent drop from last year with 1.6 mil-
lion containers.

 The August figure could be the highest 
monthly volume recorded since the National 

Retail Federation began tracking imports in 
2000, topping the 1.73 million container mark 
seen in March 2015. 

The 1.7 million-plus numbers seen in 
May, July, August and October represent 
four of the six busiest months in the report’s 
history.

The first half of 2017 is expected to see 
9.63 million containers coming in, up 7.1 per-
cent from the first half of 2016. Cargo volume 
for 2016 totaled 18.8 million containers, a 3.1 
percent rise from 2015, which increased 5.4 
percent from 2014. 

Economist Ben Hackett, founder of Hack-
ett Associates, which prepares the Global 
Port Tracker report, said the increases in im-
ports have come despite threats by the Trump 
administration to impose new limits on inter-
national trade.—Deborah Belgum

Cargo-Container Traffic Could 
Hit Record Numbers This Summer

IMPORT/EXPORT
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After more than 20 years in fashion, the 
Edgemine company launched its first den-
im line intended for a women’s premium-
denim market. 

The line, Evidnt Los Angeles, was 
picked up by Nordstrom and Anthro-
pologie for its first delivery, June 30, said 
Michelle Bartlett, the contemporary sales 
director of Edgemine, headquartered in Los 
Angeles.

Edgemine executives brainstormed the 
idea for Evidnt after finding what they be-
lieved to be ample room in the denim mar-
ket. It’s a denim line with a premium look 
that is retailed under $100 and has a point of 
view, Bartlett said. 

“It’s LA style with a European substance. 
Edgemine is always looking on the runway 
for inspiration, but it’s wearable and comfort-
able,” she said. 

Detailing is kept simple. The debut deliv-
ery’s nods to fashion include high-waist sil-

houettes and embroidered styles.  Evidnt’s 
significant pieces include the “Hermosa” 
crop pant. The paneled jean features a single 
seam going down the middle of both legs. 
Bartlett said that it looked like a denim pant 
that had been pulled apart and reconstruct-
ed. The brand will offer many different 
washes but just a few silhouettes for each 
category. One “Hermosa” pant comes in a 
basic light wash with light whiskering and 
abrasions. Other looks include denim shorts 
with a relaxed fit. 

Evidnt is designed in Los Angeles and 
manufactured overseas. The brand is forecast 
to produce 40 to 50 SKUs a month. The col-
lection also includes T-shirts, jackets, dresses 
and jumpers. There’s a dress with a striped 
print, tops with asymmetrical necks and hems, 
and a top with a cowl neck that can be unbut-
toned and styled in several ways. 

For more information, email hello@
shopevident.com.—Andrew Asch

DENIM

Edgemine Goes Premium 
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In a nod to the Ebony Fashion Fair, the 
Fashion Legacy Association for Industry 
Recognition—or FLAIR Inc.—will host a 
two-day event in July honoring supermod-
el Pat Cleveland as well as actors Richard 
Roundtree (“Being Mary Jane” and “Shaft”) 
and Judy Pace (“Cotton Comes to Harlem”). 

The event will also honor Shayla Simpson, 
a former model and fashion consultant who 
spent 16 years with the Ebony Fashion Fair, 
the event founded by Ebony and Jet magazine 
publisher Johnson Publishing Co. 

The Ebony Fashion Fair was a traveling 
fashion event that ran from 1958 to 2009, 
featuring predominantly African-American 
models showcasing the latest designs from 
European labels such as Yves St. Laurent, 
Givenchy and Valentino. 

Cleveland and other former Ebony Fash-

ion Fair models will walk the runway at the 
July 21–22 event at Los Angeles Trade-
Technical College in downtown Los Ange-
les. The catwalk show will feature design-
ers and labels Kevan Hall, Custom Cut 
Couture, LSO Designs, Theodore Elyett, 
Kilgour & Sweet, Yukimuli, Winston & 
Lee, Madeline K. Couture, Arturo Rios 
and Wachtenheim Furs.

Founded by former model and businessper-
son Faye Clerk Moseley with Simpson and Le 
Nece Nichols, the nonprofit Flair event will 
help diverse, economically disadvantaged stu-
dents pursue fashion-industry careers through 
a mentoring and scholarship program. 

For more information, including tickets 
and sponsorship information, visit www.
flairinc.org or call (323) 687-3358.

—Alison A. Nieder

LA Event to Pay Homage to 
the Ebony Fashion Fair

NEWS
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ACTIVEWEAR

lingerie and swimwear show in Paris, where he found a Eu-
ropean distributor for the Polo Ralph Lauren line. 

Buyers at the 
Manhattan Beach-
wear booth were 
from big s tores 
s u c h  a s  N o r d -
strom as well as 
e-commerce sites 
such as Zappos.
com. “We’ve seen 
all the West Coast 
swimwear stores 
such as Sylvia’s 
Swimwear in Se-
attle and Diane’s 
Beachwear,” Ma-
honey said.

All throughout 
the show, exhibi-
tors said that one-
piece suits were a 
big draw. That was true for Mia 
Marcelle, the swimwear line based 
in Napa Valley, Calif. “We have our 
staple of two pieces that have been 
successful, but we have gotten a lot 
of response to our one-pieces. Also 
our cover-ups are doing well,” said 
Danielle Felzer, the Mia Marcelle 
sales representative.

She observed that buyers were 
often taking extensive notes then 
deciding later about what orders to 
place. “But if they see something 
that catches their eyes, they write 
it,” she said.

Buyers were being drawn to the 
vibrant colors in the Mia Marcelle 
collection, which took its inspira-
tion from the colors and designs of Morocco. People were 
attracted to the label’s palette of burgundy, dusty rose, dark 
green and gray blue. 

Color was also a big draw to the Bleu by Rod Beattie 

swimwear label, created by Los Angeles designer Rod Beat-
tie. Sales representative Ric Hulsey said buyers were par-
ticularly attracted to the aubergine hues in the collection as 
well as the bright solid colors of red, blue and turquoise. 
Also hot sellers were one-piece suits, Hulsey said.

Exhibitors noted that retailers 
are growing more price sensitive. 
Debrah Vanchura, the key account 
manager for Arena, the Italian 
label known for its competitive 
swimwear, was at the show to in-
troduce to the U.S. market a new 
one-piece shaping swimsuit that 
has been selling well in Europe 
for the past three years. It is called 
Bodylift, with panels, adjustable 
straps and chlorine-resistant fabric 
with 32 percent Lycra. The retail 
price of $60 to $70 is an attrac-
tive plus to swimwear store buy-
ers who see other shape swimwear 
selling for $120 to $150. 

Vanchura was also introducing 
a new two-piece Arena collection that was meant for the 
athletic woman. The RuleBreaker mix-and-match collec-
tion had an abbreviated silhouette but had drawstring chords 
on the tops and bottoms to make sure bikinis didn’t ride up 

when playing volleyball or surfing. It, too, was attractively 
priced at $30 a piece at retail.  

Price was a big draw to the Surf Gypsy. “My line is price 
conscious and retails for under $100 for all our cover-ups, 
dresses and rompers that are high fashion and have cute 

trends,” said Kimberly 
O’Connell, Surf Gyp-
sy’s sales manager for 
the company, based in 
New Jersey. 

The boho influence 
in the line was empha-
sized by the Moroccan 
ottomans and textiles 
scattered around the 
large booth. O’Connell 
said buyer traffic was a 
bit slower than normal 
because of the earlier 
show date. It was also a 
challenge to designers 
who are still working 
on their Resort collec-
tions coming out in the 
next couple of weeks. 

Swim Collective is always a good launch pad for new 
swimwear labels trying to get a toehold in the retail world. 
Anna Knight, who was showing her first collection called 
MIWS, which is swim spelled backwards, had a small array 
of bikinis with triangle tops that had very small triangles—
the better for sunbathing. “I’ve met quite a few retailers, 
who have given me good feedback, but I think you have to 
have appointments at this show to be successful,” said the 
graduate of the Fashion Institute of Design & Merchan-
dising in Los Angeles.  

Also new to the swimwear game was Elle Mer, a lux-
ury collection of one-piece and two-piece swimsuits and 
cropped rash guards whose owners, Keri Ogden and Stephen 
Haugse, are based in Maui, Hawaii. This was their first trade 
show for the line made of Italian fabric containing recycled 
polymide that is chlorine resistant and has an Ultraviolet 
Protection Factor of 50. 

Haugse said they were invited to the show at the last min-
ute and decided only two weeks ago to attend. Because they 
hadn’t set up any appointments before the show, they didn’t 
see many buyers. “I feel people are destination bound,” he 
said. ●

Swim Collective Continued from page 1

DIRECT FROM HAWAII: A model wears a long-
sleeve one-piece suit from the new swimwear line 
Elle Mer, based in Maui.

TRADE SHOW REPORT

Football, lacrosse, yoga. Joe Kudla was game for almost any 
sport and fitness regimen.

At yoga studios around Encinitas, Calif., the former model 
noted a style imbalance between men and women. Women 
were equipped with performance clothes that were made for 
the rigor of exercise but also looked good.

The guys at his studio were wearing boardshorts—no big 
surprise in surf-centric Encinitas, the home 
of Hansen Surfboards, one of California’s 
oldest surf shops. But what was good in the 
water didn’t feel good in the yoga studio. 
After years spent wearing workout clothes 
made out of synthetic fabrics, Kudla wanted 
to wear something that felt more like cotton.

In 2014, he started working on a line 
that men could wear to the gym, to yoga, to 
CrossFit, as well as to a coffee shop. It would 
be performance clothing with a coastal Cali-
fornia feel.

Fast-forward to the present, the brand 
Vuori is sold at 600 doors, including REI 
and The Shop at Equinox, the boutique at 
the high-end fitness center national chain. 
There’s also a Vuori boutique in Encinitas. 
The brand is on the move. In July, it opened 
a pop-up shop at the Malibu Country Mart in Malibu, Calif.

The brand is for gym rats, yoga people, anyone who exer-
cises. But there is also a lifestyle element that is very Califor-
nia, Kudla said.

“In coastal California, people are going to yoga in the morn-
ing, surfing in the afternoon and then meeting friends. It’s aspi-
rational coastal California performance clothing,” he said.

One of its top-selling items is the “Kore Short.” It is con-
structed with a four-way stretch fabric and supportive boxer 

brief–style liner. The lining was intended to give support 
without being overly compressive or squeezing too much.

Another top seller, the “Banks Short,” looks like a 
boardshort with a scalloped leg hole. It has no liner. The 
quick-dry style is made from an antimicrobial fabric and 
is intended to be used in water and out. 

Vuori also makes sweatpants, jackets, T-shirts and 
caps. Kudla said that 10 percent of the 
line is manufactured in California. For 
Fall 2017, the company worked with 
REI on a Vuori women’s collection. 
But Vuori’s focus will remain on men’s 
styles. There isn’t as much competition 
in the field, Kudla said. He forecasts there is a 
lot more growth. Vuori shows at the Move 
segment of men’s trade show MRKT as 
well as at Active Collective in Hun-
tington Beach, Calif., and Outdoor 
Retailer.

Vuori works with a fabric made 
by a brand called V4 Technology. 
The custom four-way stretch fabric has 
anti-odor, moisture-wicking and quick-drying 
properties. The brand’s tops use a Seacell fab-
ric made out of algae and wood pulp. The eco-

friendly fabric has a cotton-like feel. Other sustainable fabrics 
used in the Vuori line include fabrics made from recycled 
plastic bottles and coconut husks.

“The brand is on a very fast growth trajectory,” Kudla said. 
“When we look to the future, we want to inspire people to 
lead healthy, happier lives.”

At the Encinitas flagship and the Malibu pop-up, Vuori of-
fers yoga and other fitness classes during the week and also 
provides gallery space to local artists.—Andrew Asch

Vuori’s Performance Clothes Are Made for Versatility and Comfort

Joe Kudla

SWIM IN REVERSE: Anna Knight, a graduate of 
the Fashion Institute of Design & Merchandising, 
recently launched her first swimwear line, called 
MIWS, which is swim spelled backwards.

BOHO FEEL: Kimberly O’Connell, head 
of sales for Surf Gypsy, displays some of 
the cover-ups and tops the New Jersey 
company makes for poolside and the 
beach.

MOROCCAN INFLUENCE: The Mia Marcelle line, 
based in Napa Valley, Calif., was inspired by colors 
and designs of Morocco, said Danielle Felzer, the 
line’s sales representative.
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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

RETAIL

District. Brownell and Blatteis partner Marc 
Guth are betting that affluent creatives will 
want to open offices at At Mateo, as will 
boutiques and restaurants, which will fea-
ture 100-year-old brickwork that will blend 
in with the still-gritty environs of the Arts 
District.

High-end retailers also have been tak-
ing a risk on the Arts District. Dover Street 
Market, the avant-garde retailer from 
Comme Des Garçons’ Rei Kawakubo, con-
firmed that it is scheduled to open a store in 
the Arts District in 2018.

Leading streetwear retailer Bodega is 
scheduled in September to move into the 
Row DTLA creative office, retail and din-
ing compound, which is a two-minute drive 
from the Arts District. In the 1970s and 
1980s, the district was known as a place 
where musicians, performance artists and 
visual artists maintained sprawling work/
live lofts.

The Arts District was also the location for 
a recent pop-up shop produced by the col-
laboration line Louis Vutton X Supreme. 
It ran June 30 to July 7 on the corner of East 
Third and Garey streets. 

In May, the Phillip Lim 3.1 brand 
opened a boutique on the main drag of the 
Arts District on East Third Street, between 
East Fourth Place and South Vignes Street. 

Lim’s flagship in West Hollywood closed 
late last year. In late 2016, the Shinola 
brand opened a boutique in the area. Rogue 
Collective, a Los Angeles brand, opened a 
shop on the former site of a punk-rock club 
called Al’s Bar around the same time. A 
few months before Rogue’s debut, high-end 
camping lifestyle store Hatchet Supply Co. 
opened in the district.

Upscale retail started in the enclave 
around 2011–2012 with the opening of 
Apolis on East Third Street and Guerilla 
Atelier. 

Guerilla Atelier operated a couple of 
different addresses in the district before 
it found its home in a sprawling space 
across the street from Hauser & Wirth, a 
10,000-square-foot art gallery. Hauser & 
Wirth opened in December 2016 and has 
attracted international tourists as well as 
visitors from all over Los Angeles County. 
Another attraction, the Museum of Ice 
Cream, took a bow in April. 

Popular restaurants have also opened in 
the Arts District in the past six years. Soho 
Warehouse, a project from Soho House, 
a popular international club with celebri-

ties and the affluent, is scheduled to take a 
bow in 2018. Warner Music Group also is 
scheduled to open a big office at the Ford 
Motor Factory compound, the site of a for-
mer Model T plant. It is slated to be trans-
formed into creative offices.

More housing units are scheduled to be 
built in the area. Camden Property Trust is 
scheduled to build 344 live/work units in the 
Arts District. In 2015, the One Santa Fe de-
velopment opened with 438 residential units 
and high-end retail, such as the Wittmore 
boutique.

There’s a lot of momentum in the Arts 
District, but there’s another reason David 
Fishbein of Runyon Group, consultants for 
Row DTLA, are bullish about the Arts Dis-
trict. It’s a walkable place like Abbot Kin-
ney. Over the last decade, the once-blighted 
area on Los Angeles’ Westside evolved to 
become a popular retail enclave, earning the 
title “the coolest block in America” in 2012 
from GQ magazine. 

“There are structures with great integrity 
[in the Arts District],” Fishbein said. “You 
got one- to four-story buildings rather than 
20-story buildings. You have infrastructure 
that can create walkable street grids. It’s 
what Los Angeles people are craving. That’s 
why Abbot Kinney was popular.”

Even with this momentum, the jury is 
still out on retail in the Arts District. Jay 
Luchs, a prominent player in Los Angeles’ 
real-estate game, said he often includes the 
Arts District on tours of top retail streets in 
LA but retail executives rarely request it.

“I think it is important that my own cli-
ents see it,” Luchs said. “The word on the 
street is that restaurants do so well there and 

DISTRICT INTERIORS: Pictured at top, 
the interior of the Arts District store Rogue 
Collective. At bottom, Apolis Common Gallery

Arts District Continued from page 1

ARTS DISTRICT SCENE: Pictured at top, the 
exterior of the Arts District Co-Op shop. Pictured 
at center and bottom, exteriors of the At Mateo 
development
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people want to be near that. But there is noth-
ing to say that retail is there yet,” said Luchs, 
the vice chairman of NewmarkGrubbKnight-
Frank.

Luchs said a square foot of retail space costs 
$5 per month around the main drag of the Arts 
District.

Brigham Yen, a real-estate broker and pub-
lisher of the “DTLA Rising” blog, said the area 
has a way to go. “I think the Arts District is ‘ar-
riving.’ It’s definitely on people’s radar, but it 
doesn’t have enough concentration of shops yet 
to make it into a full-on shopping destination. 
That’ll change within the next several years, I 
believe. It’ll be critical to make the roads more 
pedestrian friendly as well as to incentivize peo-
ple to explore the Arts District on foot,” he said. 

In April, the state of California awarded the 

city of Los Angeles more than $14 million in 
grants to improve foot and bike areas in the Arts 
District.

The transition from blighted area and artist 
zone to a district of offices and shops is not re-
sulting in a mass exit of artists so far, said Johnny 
White, a photographer, filmmaker and art direc-
tor who has been living in the district since 2004.

“There are still artists in the Arts District. 
Look at all of the empty spaces here,” he said 
of extra real estate in the area. “There are a lot 
of non-artists moving into the neighborhood, but 
there are no fewer artists.”

Other fashion businesses beside retail are tak-
ing interest in the Arts District. Japan’s Edwin 
Jeans opened a North American headquarters in 
the Arts District in April. Vince Gonzales of Ed-
win said that people would have called him cra-
zy up until a year ago. “Now they all say, ‘Cool! 
What a cool space,’” Gonzales said. ●
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ARTS EDGE: The Urth Caffé at the 
edge of the Arts District

RETAIL

TAGS & LABELS

California Label Products
13255 S. Broadway
Los Angeles, CA 90061
(310) 523-5800
Fax: (310) 523-5858
Contact: Tasha
www.clp.global 
info@californialabel.com
Products and Services: California Label Products has been servicing 
the apparel industry for 18 years.  Our In-House Art Department can 
help develop your brand identity with an updated look or provide you 
with a quote on your existing items. Our product list not only consists 
of woven labels, printed labels, heat transfers, size tabs, RFID price 
tickets, & custom hangtags, but we also have a service bureau with 
quick turn time and great pricing. We are dedicated to setting the 
hightest standard of excellence in our industry.  Above all, we value 
quality, consistency and creating solutions that work for you. Check 
our website for a full product list or call or email us.
Products and Services:

Progressive Label
2545 Yates Ave.
Commerce, CA 90040
(323) 415-9770
Fax: (323) 415-9771
Info@progressivelabel.com
www.progressivelabel.com
Products and Services: Progressive Label is dedicated to helping 

companies develop and showcase their brand identity. From logo 
labels and hangtags to care/content labels and price tickets, we 
will develop, produce, and distribute your trim items worldwide. We 
specialize in producing custom products that will meet your design 
and merchandising needs. We successfully launched production of 
RFID price tickets last year. This demand is being greatly driven by 
the big retailers such as Macy’s and Target. Our growth and market 
dynamics have resulted in opening up a production center in Tijuana, 
Mexico. We have also added advanced die cutter technology in our Los 
Angeles production center to streamline our production efforts and to 
strengthen our packaging capabilities. A very important part of our 
business is FLASHTRAK, our online ordering system for price tickets, 
custom products and care labels. Our mission is to deliver high-quality 
products at competitive prices, wherever they are needed for produc-
tion. We understand the rush nature of this industry and strive to meet 
the tight deadlines facing our customers.

ACTIVEWEAR

ALT (California Market Center)
110 E. Ninth St.
Los Angeles, CA 90079
(213) 630-3600
www.cmcdtla.com
Products and Services: ALT (Athleisure & Lifestyle Tradeshow) is 
LA Fashion Market’s showcase for brands inspired by the healthy 
and active lifestyle ethos inherent to the West Coast. Show categories 
include contemporary athleisure brands, including fitness and active-
wear, yogawear, swimwear, beach/resortwear, intimate apparel, 
bodywear, and casual lifestyle basics. ALT caters to an audience of 
fashion boutiques, better retailers, resorts, specialty retailers, and 

fitness/yoga studios. The show runs in conjunction with LA Fashion 
Market, hosted by the CMC and other LA Fashion District buildings. 
ALT believes in quality over quantity and therefore is smaller, intimate 
show presenting a tightly curated selection of likeminded brands. Show 
dates are Oct. 9–11.

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

Resource Guide

CEO/PUBLISHER
TERRY MARTINEZ

EXECUTIVE EDITOR
ALISON A. NIEDER

SENIOR EDITOR
DEBORAH BELGUM

RETAIL EDITOR
ANDREW ASCH

EDITORIAL MANAGER
JOHN IRWIN 

CONTRIBUTORS
ALYSON BENDER
VOLKER CORELL
JOHN ECKMIER
JOHN McCURRY
ESTEVAN RAMOS

TIM REGAS
N. JAYNE SEWARD

HOPE WINSBOROUGH
SARAH WOLFSON

NATALIE ZFAT

WEB PRODUCTION
MORGAN WESSLER
CREATIVE MARKETING 

DIRECTOR
LOUISE DAMBERG
DIRECTOR OF SALES 

AND MARKETING
TERRY MARTINEZ

SENIOR ACCOUNT EXECUTIVE
AMY VALENCIA

ACCOUNT EXECUTIVE
LYNNE KASCH

BUSINESS DEVELOPMENT
DANIELLA PLATT
MOLLY RHODES

SALES ASSISTANT/RECEPTIONIST

ASHLEY KOHUT

ADMINISTRATIVE ASSISTANT
RACHEL MARTINEZ

SALES ASSISTANT
PENNY ROTHKE-SIMENSKY

 CLASSIFIED ACCOUNT  
EXECUTIVES

ZENNY R. KATIGBAK 
JEFFERY YOUNGER

CLASSIFIED ACCOUNTING
MARILOU DELA CRUZ

SERVICE DIRECTORY 
ACCOUNT EXECUTIVE

JUNE ESPINO
PRODUCTION MANAGER

KENDALL IN

EDITORIAL DESIGNERS

JOHN FREEMAN FISH
DOT WILTZER

PHOTO EDITOR

JOHN URQUIZA
CREDIT MANAGER
RITA O’CONNOR

PUBLISHED BY 
 TLM PUBLISHING INC.

APPAREL NEWS GROUP
Publishers of: 

California Apparel News
Waterwear 
Decorated

EXECUTIVE OFFICE

California Market Center
 110 E. Ninth St., Suite A777 
Los Angeles, CA 90079-1777

(213) 627-3737 
Fax (213) 623-5707

Classified Advertising Fax 
(213) 623-1515 

www.apparelnews.net
webmaster@apparelnews.net

Printed in the U.S.A.

72
Seventy-two years of news,  
fashion and information

1945-2017

Apparel News Group
Arts District Continued from previous page

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.

01,3,6,8,9.cover.indd   9 7/13/17   6:32 PM



10  CALIFORNIA APPAREL NEWS    JULY 14–20, 2017   APPARELNEWS.NET

www.apparelnews.netVisit www.apparelnews.net/classifieds
to place your ad in our self-serve system

P 213-627-3737 Ext. 278, 280
F 213-623-1515

C L A S S I F I E D S 

Jobs Available Jobs Available Jobs Available

Buy, Sell and Trade

For classified advertising: 

email classifieds@apparelnews.net or 

visit www.apparelnews.net/classifieds 

to place your ad in our self-serve system 

Jobs Wanted

Real Estate

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

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)

14  CALIFORNIA APPAREL NEWS   APRIL 17–23, 2015   APPARELNEWS.NET

www.apparelnews.net

Visit www.apparelnews.net/classifieds

to place your ad in our self-serve system

P 213-627-3737 Ext. 278, 280

F 213-623-1515

C L A S S I F I E D S 

Jobs Available

Jobs Available

Jobs Available

CUST
OMER	SE

RVIC
E

A	pre
mium	denim

	LA	b
ased	

company	
is	see

king

for	a	c
ustom

er	ser
vice.	

Dutie
s	will	

includ
e	but	

not

limited	
to	 da

ta	 en
try,	 s

hippin
g	 and

	 invo
icing.

Must	
have	

stron
g	 writte

n	 and	
verba

l

communica
tion	

skills
.	 Must	 b

e	 pro
ficien

t	 in

excel
,	 wor

d,	 ou
tlook

	 and	
PAS.	

Must	 h
ave	 a

minimum	of	2	y
ears	i

n	the
	denim

	indus
try.	E-

mail

resum
e	and

	salar
y	requ

irement	to
:	info@

black
or

chidd
enim.com

PROD
UCTI

ON	A
SST

Min	 5
	 yrs	

exper
ience

	 for	
estab

lished
,	 sta

ble

appar
el	ma

nufac
turer	

in	bu
sines

s	19	
years

.	We

are	 lo
oking

	 for	
a	 res

ponsi
ble,	 d

etail	
orient

ed

perso
n.	 Th

is	 m
ulti-t

askin
g	 po

sition
	 incl

udes

purch
asing

	 trim
,	 fabr

ic,	 iss
uing	

cuttin
g	 tick

ets

and	
work	

order
s	 to	 sub-c

ontra
ctors

	 for

embe
llishm

ent.	
Must

	 be	 g
ood	 w

ith	 fo
llow	

up.

Comp
uter	s

kills	s
uch	a

s	Out
look,	

Excel
	and	W

ord

are	 r
equire

d.	 Mu
st	 sp

eak	 a
nd	 w

rite	 E
nglish

,

Spani
sh	 speak

ing	
is	 consi

dered
	 a	 plus.

Backg
round

	check
	requi

red.	P
lease

	fax	re
sume

	to

888-6
77-55

79	or
	 ema

il	 to	
info@

kings
buryu

nifor

ms.co
m.	 D

o	 NO
T	 se

nd	 y
our	 r

esum
e	 as

	 an

attac
hmen

t,	plea
se	cut

	&	pas
te	you

r	resu
me	in

to

the	 b
ody	 o

f	 you
r	 ema

il.	Loc
ation

:	 Torr
ance/

	 So

Garde
na	 a

rea.	*
	 Com

pensa
tion:	

$	 15-
19/hr	

Full

Time	
+	hea

lth	be
nefits

SALE
S	REP

RESE
NTAT

IVE	-
	MISSY	

(LOS

ANGE
LES	O

R	NY
)

New	m
isses

	and	p
lus	si

ze	kn
itwea

r	line	
seeki

ng

talen
ted	 S

ales	
Repre

senta
tive	

to	 be
	 loca

ted

eithe
r	 in	 L

os	An
geles

,	CA	
or	NY

.	Mus
t	 hav

e	an

activ
e	 de

partm
ent	

store
,	 ma

jor	 r
etail	

or

speci
alty	

store
	 relat

ionsh
ips	 t

o	 brin
g	 to	

the

table
.	Plea

se	em
ail	res

ume	t
o:	liz@

lunaja
i.com

ASSI
STAN

T	DE
SIGN

ER

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
.	PAT

TERN
MAKER

EXP.	
DENI

M	 PA
TTER

NMAK
ER	 N

EEDE
D.	 MI

N.	 5

YRS	IN
	DENI

M	EXP
	A	MU

ST.	PR
EMIU

M	DE
NIM	E

XP

PREF
ERRE

D.	 TUKA
	 SYSTE

M	 EXP	
A	 PLUS.

RESU
ME	W

/SALA
RY	HI

STOR
Y	A	M

UST	 F
AX:	32

3-

488-9
781	E

MAIL:
	heath

ery@
bleu-l

a.com

TECH
NICA

L	DES
IGNE

R	FO
R	OU

R	MISSY

DIVIS
ION

•	 Min
imum

	 3-5	
years

	 expe
rience

	 •	 Ill
ustra

tor,

photo
shop,

	 Excel
	•	 Cr

eate	
tech	

packs
	 for

overs
eas	 &

	 dom
estic	

vendo
rs•	 E

xperie
nced	

in

condu
cting

	fittin
gs,	ge

nerat
ing	fit

	comm
ents.

..	•

Patte
rn	 ma

king	
know

ledge
	 a	 pl

us	 •	
Excel

lent

comm
unica

tion	s
kills	–

	writt
en	&	

verba
l	•	Te

am

playe
r	and	

works
	well	

with	o
thers

.	Send
	resum

e

to	vit
ae101

@gmail
.com

PATT
ERNM

AKER

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

PROD
UCT	

DEVE
LOPM

ENT	
COO

RDIN
ATO

R

AND	
MERCH

ANDI
SING

	COO
RDIN

ATO
R

Santa
	Moni

ca	ba
sed	c

ompa
ny	se

eks:	•
PROD

UCT

DEVE
LOPM

ENT	C
OORD

INATO
R•	5+

	yrs	e
xp.	 in

evalu
ating

	 mate
rial	

perfo
rmanc

e	
&

comm
unica

ting	
acros

s	 multi
ple	

produ
ct

categ
ories.

	 Orga
nized

.	 Det
ail-or

iente
d.	 St

rong

time	
mgmt

.	skill
s.	Exc

l.	writ
ten	&

	verba
l	com

m.

skills
.	 Co

mput
er	 li

terat
e.	 •M

ERCH
ANDI

SING

COOR
DINA

TOR•
	5+	y

rs	exp
.	in	M

ercha
ndisin

g	&

Produ
ct	

Deve
lopme

nt.	
Excel

,	 Illust
rator,

Photo
shop	

w/	 st
rong	

collab
oratio

n,	 an
alytic

al,

organ
izatio

nal	 a
nd	 p

riorit i
zing	

skills
.	 Fas

hion

Merch
andis

ing	
degre

e	
prefe

rred.	G
REAT

BENE
FITS.	

BOTH
	 F/T	F

ax	re
sume

s	to	(
310)8

28-

0091	
or	em

ail	koi
recrui

ter@k
oihap

pines
s.com

DESIG
NER

Fast	
growi

ng	 c
ontem

porar
y	 co

mpan
y	 se

eks

Desig
ner	fo

r	wom
ens	s

portw
ear	w

ovens
	&	cu

t	&

sew	k
nits.	

Candi
date	

must
	have

	flair	
for	fa

shion

and	
detai

l,	 and	
be	 profic

ient	
in	 Adobe

Photo
shop/

Illust
rator	

&	Mic
rosoft

	Offic
e.	Ple

ase

send	
portfo

lio	sa
mples

	and	r
esum

es	wi
th	sa

lary

histo
ry	to	j

obshr
000@

gmail
.com

APPA
REL	B

OTT
OMS	CO

MPANY
	SEEK

ING

INDIV
IDUA

LS	T
O	FIL

L	TH
E	FO

LLOW
ING

POSI
TION

.	INC
REDI

BLE	O
PPOR

TUNI
TY	F

OR

THE	
RIGH

T	IND
IVIDU

ALS

IMPORT	

PRODUCTIO
N

COORD./MERCHANDISER	
Highly	

motiva
ted

perso
n	with	2-

3	yea
rs	exp

.	in	th
e	juni

or/spe
cial

sizes
	denim

	botto
ms	market

	need
ed	to

	assis
t	in

import	
produ

ction
.	•	 Must	 h

ave	 w
ell	 ro

unded

know
ledge

	 of	 o
verse

as	 ga
rment	 p

roduc
tion	

&

const
ructio

n	•	Kn
ow	how	to	rea

d	TEC
HPACK

S	and

under
stand

	 techn
ical	

garment	
terms.	 •

Exper
ience

	with	m
easur

ing	ga
rments	

as	well	as

appro
ving	

finish
ed	 ga

rments,
	 lab-d

ips,	 f
abrics

,

etc.	
•	Must	 b

e	 a	 s
elf-st

arter,
	 deta

il	 orie
nted

indivi
dual	

and	 h
ave	 s

trong
	 written

	 and	
verba

l

comm.	 skil
ls.	Em

ail	to
	hrde

pt229
@gmail.co

m	or

fax	re
sume	with	sa

lary	h
istory

	to:	(3
23)	65

7-534
4

TRIM
	ASS

ISTA
NT

Karen
	 Kane

	 is	 se
eking

	 to	 fi
ll	 a	 t

rim	 assis
tant

posit
ion.Th

e	pers
on	wi

ll	be	r
espon

sible	
for	fil

ling

trim	orde
rs	for

	cuts
	•Dat

a	ent
ry	of	

cut	t i
ckets

,

POs,	
receip

ts	 •P
rior	 e

xperie
nce	 in

	 a	 Tri
m	dept

.

and/o
r	minimum	of	 2	

years
’	 exp

erienc
e.	 in	

the

indus
try	 •

Stron
g	 com

munica
tion	

skills
,	 oral

	 &

writte
n	 •S

trong
	 MS	 Of

fice	
skills

,	 esp
eciall

y

Excel
	 •AS4

00/VP
S	 sof

tware
	 know

ledge
	 a	 pl

us

•Bilin
gual	

Englis
h/Spa

nish	
a	 plu

s	 Fax
	 resu

me

with	
salary

	histo
ry	to	

323-2
77-68

30	or
	email	in

PDF	o
r	Word	fo

rmat	onl
y	to	re

sumes@karen
kane.

com

ONE	
OF	T

HE	LA
RGES

T	AN
D	FA

STES
T

GROW
ING	T

EXTI
LE	CO

MPANI
ES	IN

	THE
	USA

Looki
ng	 t

o	 hir
e	 for

	 full	
t ime	

posit
ion:	

1.

Impo
rt /Pro

d'n	2.
	 Secr

etary
/Cust

.	 Sup
port	

Pls.

conta
ct:	ab

raham
@param

ountt
extile

.com

SPEC
	WRITE

R

Immediat
e	opp

ortun
ity	fo

r	a	de
tail	o

riente
d	and

well	
organ

ized	
indivi

dual	
who	

will	
be

respo
nsible

	for	w
rit ing

	spec
	shee

ts	an
d	sen

ding

sample	 a
pprov

als	 to
	 buye

r.	Must	 b
e	 com

puter

litera
te	 in

	 exce
l,	 illu

strato
r/Phot

oshop
	 and	

be

able	
to	wo

rk	we
ll	und

er	pre
ssure

.	Fax	
resum

es

(323)
	887-8

484

PATT
ERN	

MAKER

Karen
	 Kane

	 is	 s
eekin

g	 a	 1
st	 th

ru	 pr
oduct

ion

patte
rn	 m

aker	
for	 i

ts	 e
stabl

ished
	 bet

ter

sport
swea

r	divis
ion	an

d	eme
rging	

conte
mpora

ry

divisi
ons.	

Stron
g	 comm

unica
tion	

skills
,

atten
tion	

to	 de
tail,	

great
	 orga

nizat
ion	 s

kills,

self-m
otiva

ted,	 e
nerge

tic.	 C
ompu

ter	 li
terac

y	 a

must
,	know

ledge
	of	Ge

rber	s
ystem

	is	be
nefici

al.

Biling
ual	 a

	 plus
.	 Min

	 2	 y
rs	 ex

perien
ce.	 F

ax

resum
e	wit

h	 sala
ry	his

tory	 t
o	323

-277-
6830	

or

email
	 in	

PDF	
or	 W

ord	
forma

t	 on
ly	 to

:

resum
es@k

arenk
ane.c

om

EDI	&
	LOG

ISTIC
S	CO

ORDI
NATO

R

We	 are
	 look

ing	 f
or	 an

	 exp
erienc

ed	 E
DI	 &

Logis
tics	

Coord
inato

r	 to	 join	
our	

team
.

Recei
ving	

and	 p
roces

sing	
EDI	 o

rders.
	 Crea

ting

UPC's
.	Prep

aring	
shipp

ing	do
cuments,

	arran
ging

pick	
up.	 M

ust	 h
ave	 k

nowle
dge	 o

f	 GXS
	 Inov

is

Catal
og.	G

XS	Di
Centr

al.	 3-
5	 yea

rs'	 ex
perien

ce.

Pleas
e	sen

d	resu
me	to	c

areer
s@moda-lu

xe.co
m

TRIM
	BUY

ER

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

TECH
NICA

L	DES
IGNE

R

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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For classified advertising:   
call Jeffery 213-627-3737 ext. 280  
email: classifieds@apparelnews.net 

or  jeffery@apparelnews.net

DESIGNER

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

seeks	As	so	ci	ate	De	signer	with	5-6	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

FITTING	ASSISTANT	NEEDED

Ex	pe	ri	ence	in	gar	ment	mea	sure	ment.	Knowl	‐

edge	of	Point	of	Mea	sure	ment	and	gar	ment

con	struc	tion.	Com	puter	savvy,	Ex	cel/Word,

team	player.

Re	sume:	Mis	sy	de	signhr@	gmail.	com

•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

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

ASSISTANT	DESIGNER

Women’s	Fash	ion	Tops.	CAD	ex	pert	us	ing	

Pho	to	shop	&	Il	lus	tra	tor.	High	vol	ume	dept.	

Fab	ric	&	Trim	Send	Outs.

Email:	trankin@	sel	fest	eemc	loth	ing.	com

SALES	ADMIN	ASSISTANT

High-en	ergy,	pas	sion	ate	work	ethic,	fast-paced

en	vi	ron	ment.	Ex	cep	tional	writ	ten/ver	bal	com	‐

mu	ni	ca	tion,	con	sis	tent/de	tailed	fol	low-up,	highly

or	ga	nized.	Co	or	di	nate	needs	from	mul	ti	ple	

ar	eas	to	meet	dead	lines.	Write/Re	vise	Or	ders,

Sam	ple	Re	quests.	Ap	parel	In	dus	try	exp.	crit	i	cal.

Email:	trankin@	sel	fest	eemc	loth	ing.	com

......SEE	U	SOON	THE	KORNER.....

SALES	MANAGER	LA	&	NY

Women’s	con	tem	po	rary	cloth	ing	com	pany.	

Ex	pand	ing	in	U.S.	mar	ket.	Seek	ing	ex	pe	ri	enced

Sales	Man	ager

RE	QUIRE	MENTS:

•	5+	years	of	sales	ex	pe	ri	ence	with	a	women’s

con	tem	po	rary	com	pany

•	Ex	ist	ing	re	la	tion	ships	with	women’s	con	tem	‐

po	rary’s	na	tional	re	tail	ers,	bou	tiques,	de	part	‐

ment	stores	and	on	line	re	tail	ers	a	must

•	Must	have	ex	pe	ri	ence	build	ing	up	brand

recog	ni	tion

•	Con	sis	tent	fol	low-through,	with	the	abil	ity	to

build	strong	busi	ness	re	la	tion	ships

Con	tact:	sckh@	see	usoo	ngro	up.	com

••DESIGN	ASSISTANT

Es	tab	lished	Kids/Ju	nior	brand	seek	ing	en	try

level	De	sign	room	As	sis	tant.	Must	know	Of	fice

Ap	pli	ca	tions.

Re	spon	si	bil	i	ties	in	clude:	con	stant	com	mu	ni	ca	‐

tion	with	the	sewing	and	cut	ting	room,	putting

pat	terns	up	to	cut,	Cre	ate/code/and	scan	fab	ric

and	trim	head	ers,	line	prepa	ra	tions.	Strong

com	mu	ni	ca	tion	and	or	ga	ni	za	tional	skills	along

with	multi-task	ing.

Full-time	po	si	tion	lo	cated	in	Com	merce,	CA.

Email	re	sume	and	salary	re	quire	ments	to:

Alexan	dra.	g@	tri	xxi.	net

CUSTOMER	SERVICE	ASSISTANT

Needed	at	ju	nior	dress	com	pany.	Will	be	

re	quired	to	process	or	ders,	gen	er	ate	UPCs,	

en	ter	data	into	com	puter	sys	tem,	cre	ate	line	

sheets	and	set	up	sheets,	com	plete	work	‐

sheets,	and	cor	re	spond	with	cus	tomers.	

Please	send	re	sume	to	Re	becca@	bee	darl	in.	com

*****TEMP	WAREHOUSE	QC*****

(COMMERCE,	CA)

Con	duct	in	spec	tion	of	women’s	dresses.

Know	ba	sic	points	of	mea	sure	ment

Read/write/speak	Eng	lish	re	quired.

Min	i	mum	Wage

Email:	hrwest@	sam	sung.	com	/	323-374-6445

KATIE	MAY	(DTLA)	//	QC	MANAGER	//	FT

(RATE	NEGOTIABLE)

Seek	ing	some	one	w/	5+	years	of	QC	ex	pe	ri	ence

in	for	mal	gowns.	Ext.	knowl	edge	of	fab	ric/gar	‐

ment	con	struc	tion	re	quired.	Must	know	how	to

man	age	QC	team.	

Send	re	sumes	to:	jobs@	kat	iema	y.	com

DESIGNERS

Knit	&	Fash	ion	Tops/Bot	toms	Im	porter	for	

Pri	vate/Brand	La	bels.	Fa	mil	iar	with	Big	Box/Dept

Store	Re	tail	ers.	Im	ple	ment	Mer	chan	dis	ing	Cal	en	‐

dar.	Trend/Color/Fab	ric	re	search.	Tech	ni	cal	CAD

Sketch	ing.	Com	mu	ni	cate	with	off	shore	fac	to	ries

for	sam	ple	de	vel	op	ment.	Test	ing	&	Com	pli	ance

Stan	dards	knowl	edge.	High-vol	ume	&	Quick-

turn	work	en	vi	ron	ment.	Or	ga	nized	&	De	tail-Ori	‐

ented.	Ex	cep	tional	Ver	bal/Writ	ten	com	mu	ni	ca	‐

tor.	

Email:	trankin@	sel	fest	eemc	loth	ing.	com
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Go Beyond the News
and Behind the Scenes

The editors and writers of 

California Apparel News

are blogging at 

ApparelNews.net/news/blogs

we’re blogging

 

COMING SOON IN CALIFORNIA APPAREL NEWS

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

July 21
Cover: Miami Swim Runway
Agenda Wrap
New Resources
Spot Check

Bonus Distribution
Outdoor Retailer 7/26–29
LA Fashion Market 7/31–8/3 
Atlanta Apparel 8/1–5

July 28
Cover: Miami Swim Week Wrap
New Lines 
Texworld Wrap 
Premiere Vision Wrap

Las Vegas  
Resource Guide
Industry Focus: Finance

Bonus Distribution
LA Fashion Market 7/31–8/3 
AccessoriesTheShow/FAME/Moda Manhattan 8/6-8
Curve NY 8/6–8
OffPrice Show 8/12–15
Sourcing@MAGIC 8/13–16
Agenda LV 8/14–16
CurveNV 8/14–16
POOL 8/14–16
Project 8/14–16
Project Women’s 8/14–16
Stitch LV 8/14–16
WWDMAGIC 8/14–16
WWIN 8/14–16
Liberty Fairs LV 8/14–16

August 4
Cover: Swim Trends
LA Market Wrap
Retail Roundtable

Fashion Advertorial
Sourcing & Fabric Special 
Section with Tech+* 

Bonus Distribution
OffPrice Show 8/12–15
Sourcing@MAGIC 8/13–16
Agenda LV 8/14–16
CurveNV 8/14–16
POOL 8/14–16
Project 8/14–16
Project Women’s 8/14–16
Stitch LV 8/14–16
WWDMAGIC 8/14–16
WWIN 8/14–16
Liberty Fairs LV 8/14–16

August 11
Cover: Runway
Technology
Denim Report
Street Scene
What’s Checking
Made in America

Supply Chain Special Section 
with Tech*
Fashion Advertorial
Finance Advertorial
Made in America Advertorial
Denim Advertorial

Bonus Distribution
OffPrice Show 8/12–15
Sourcing@MAGIC 8/13–16
Agenda LV 8/14–16
CurveNV 8/14–16
POOL 8/14–16
Project 8/14–16
Project Women’s 8/14–16
Stitch LV 8/14–16
WWDMAGIC 8/14–16
WWIN 8/14–16
Fashion Market Northern California 8/20–22
Liberty Fairs LV 8/14–16 
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ubmfashion.com
REGISTER TODAY

The most comprehensive  
fashion marketplace in the U.S. 

AUG 14-16, 2017
SOURCING AT MAGIC OPENS AUG 13
Las Vegas & Mandalay Bay Convention Centers
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