
How Sourcing Managers  
Are Reexamining Vietnam 
After the Demise of a  
Free-Trade Agreement

Six or seven years ago, Steve DiBlasi of Lanier Clothes 
decided to shift a fair amount of his company’s apparel pro-
duction from China to Vietnam.

The reason was labor costs were slowly rising in Chi-
na—which had been the world’s apparel manufacturing 
epicenter for years—and they were much lower in Vietnam. 
He also wanted to be in front of the line of sourcing manag-
ers searching for good apparel factories once the free-trade 
agreement known as the Trans-Pacific Partnership was 
scheduled to be concluded during the Obama administra-
tion. “We wanted to be ahead of the game of TPP,” said the 
vice president of global sourcing for Lanier, which makes 
men’s tailored clothing.  

But that free-trade agreement, which would have given 

➥ Vietnam page 2

The recent run of apparel and sourcing trade shows in 
Las Vegas offered a glimpse into an industry in transi-
tion. Many exhibitors at the nearly 20 trade shows running 
concurrently noted a lighter-than-usual buyer turnout. But 
many also reported meeting with retailers who arrived at 
the show prepared to place orders for Spring ’18 rather than 
fill-in goods with Immediate deliveries. 

For some, show turnout was an indication that the an-
nual calendar is jam-packed with large trade shows, such 
as MAGIC, as well as smaller regional shows, forcing re-
tailers to pick and choose where to spend their time and 
open-to-buy dollars. Some noted that there are fewer in-
dependent retailers and department stores are shuttering 
locations and focusing their efforts on in-house brands. 
Still others pointed to the growing trend of hybrid trade 
shows that mix business-to-business events with direct-to-
consumer activities.

Our coverage of the Las Vegas trade shows begins on 
page 3. 

Signs of Spring in 
Las Vegas

By Deborah Belgum Senior Editor
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After more than two decades of making flip-flops and 
footwear for the surf and beach crowd, the Sanuk brand is 
trying apparel.

Sanuk, a division of Deckers Brands, based in Goleta, 
Calif., introduced its first apparel line last month at the Agen-
da trade show in Long Beach, Calif. Sanuk, a footwear brand 
that mixes comfort and an irreverent sense of humor, made 
news after Deckers paid $120 million to acquire Sanuk in 
2011. 

The brand’s first flip-flop on the market was a sandal cov-
ered with a material that looked like Astroturf. The flip-flop 
was dubbed “Furreal” after an incredulous buyer asked Sa-
nuk founder Jeff Kelley if he was being “for real,” or seri-

ous, about selling flip-flops that looked like Astroturf. Since 
then, Sanuk has been sold at Nordstrom and Zappos, sport-
ing-goods retailers such as REI, and surf specialty shops. It 
also currently runs a brand store in Orlando, Fla., and stores 
run by third-party businesses in Downtown Disney in Ana-
heim, Calif., and in Waikiki, Hawaii. It also handles its e-
commerce on its brand website (www.sanuk.com).

Sanuk’s debut apparel line, made for Spring/Summer 
2018, comprises mostly T-shirts, fleece and caps. The brand’s 
logo, dubbed the “Happy U,” something of a tiki with a happy 
face, will be prominently placed on the apparel line. 

Magnus Wedhammar, vice president and general manager 
of Sanuk, said that the footwear line is making a foray into 

Footwear Brand Sanuk Slides Into Apparel

The city of Beverly Hills has been encouraging boutiques to 
keep doors open after most stores call it quits for the night.

Earlier this month, the city started the B.O.L.D. program, or 
Beverly Hills Open Later Days. Instead of a closing time around 
6 p.m. or 7 p.m., participating boutiques and restaurants stay 
open until 8 p.m. on Thursdays through Saturdays for the rest 
of August. Mayor Lili Bosse hoped the initiative would bring 
more shoppers to already-thriving pedestrian retail streets such 
as Rodeo Drive.

“We wanted to change the culture of Beverly Hills and bring 
both residents and visitors into our beautiful business district into 
the evening, not just for a restaurant meal but for shopping and 
strolling/people watching,” she said.

The city helped with adding more features to Rodeo, such as 
tables, chairs and bistro lights, which encourage people to hang 
out around the stores.

It also arranged street performances from musicians such as 
Latin jazz great Poncho Sanchez, which took place on Aug. 5, 
and famous DJ Richard Blade played 1980s tunes on Aug. 24. 

Some stores produced special events such as a meet-and-greet 
with Brad Goreski at Louis Vuitton, which took place on Aug. 
5, and a meet-and-greet with blogger Mariana Hewitt at Fer-
ragamo. Some participating restaurants also are offering cou-
pons for the events.

The B.O.L.D. program will wrap up at the end of August. It 
will be revived in November for the holidays, Bosse said. The 
later hours did attract bigger crowds, according to Bosse and 
boutique salespeople informally interviewed for this story.

Staying open late is a perpetual discussion between boutiques, 
mall managers, landlords and, often, cities. Many say that stores 
need to stay open late to catch the business of people who cannot 
shop during traditional business hours. Reza Shekarchian, co-
owner of the Avedon boutique at 417 N. Canon Drive in Beverly 
Hills, did not participate in B.O.L.D. He said that he and his staff 
would take a wait-and-see approach to the program. In the past, 
later hours did not serve Avedon well. “The majority of people 
are waiting for their restaurant reservations,” Shekarchian said. 
“They might come in and look at something, but the majority are 
just biding their time.” ●

SCREEN STYLE: Costume designers, fashion designers and other fashion-industry insiders turned out to celebrate the art of 
costume design at the Fashion Institute of Design & Merchandising, where the 11th annual “Art of Television Costume Design” 
exhibition recently bowed at the FIDM Museum & Galleries. See story, page 8.

By Andrew Asch Retail Editor

By Andrew Asch Retail Editor
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Beverly Hills Tells Shops to Stay Open Late
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apparel because the brand’s loyal custom-
ers have been lobbying the brand to make a 
clothing line. Also, the brand has been seek-
ing a bigger canvas on which to place the 
Happy U logo, and a T-shirt has more space 
than a flip-flop strap. Apparel will help the 
brand in its efforts to expand internation-
ally. Wedhammar said that 90 percent of the 

brand’s sales are in America.
Sanuk hopes to provide an alternative 

with its clothing. “I always say that you 
don’t need another T-shirt,” Wedhammar 
said. “We don’t want to make more ‘stuff.’”

The brand hopes to give an alternative 
through features such as fabrics. Sanuk’s T-
shirts and fleece will be made out of an eco-
logically sustainable fabric, which is com-
posed of 60 percent recycled polyester. Like 
its popular sidewalk surfer hybrid shoes, 

some of the clothes have fraying edges.
Some of the clothes will offer similar fab-

rics to the footwear. Think colorful Mexican 
blankets.

Other looks will offer added functionality, 
such as a trucker hat with a hidden flap to 
hold credit cards. 

Looks will include crew-neck T-shirts, 
pocket tees, sweatshirts, Aloha-style T-shirts 
and serape-like changing towels intended to 
cover surfers when changing out of wet suits 

and boardshorts on the beach. Retail price 
points will range from $20 for a cap to $80 
for a fleece top. 

The Sanuk clothing gambit comes dur-
ing a period of a rebound for Deckers. In 
its fourth fiscal quarter of 2016, Deckers, a 
public company, announced a restructuring 
plan. It consolidated brand operations and 
company headquarters and closed 25 of its 
retail stores, according to financial docu-
ments released June 30. ●
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A desire to make Macy’s department 
stores even more tech-friendly led to the hire 
of its new chief.

Hal Lawton, the former senior vice presi-
dent of eBay North America, was named 
president of the Macy’s division of Macy’s 
Inc., it was announced on Aug. 21. Macy’s 
Inc. also runs department stores Blooming-
dale’s, e-commerce emporiums Macys.com 
and Bloomingdales.com as well as off-pric-
er Macy’s Backstage.

Lawton will officially start his job on 
Sept. 8. He will be responsible for merchan-
dising, marketing, stores, operations, tech-
nology, and consumer insights and analytics 
for Macy’s. He will report to Jeff Gennette, 

Macy’s Inc. chief executive officer. 
“Hal Lawton has deep expertise at the 

intersection of retail and technology, a di-
verse set of business experiences that give 
him a unique perspective, and a track record 
of successfully driving a change agenda at 
scale. I’m thrilled that he has chosen to join 
Macy’s,” Gennette said.

“This is a key step as we look to further 
transform the business and work through the 
volatility of today’s retail landscape. Macy’s 
already has one of the strongest omni-chan-
nel businesses in the industry, and with Hal 
on the team we will accelerate the integra-
tion of digital both online and in our stores to 
deliver the world-class experience our cus-

tomers demand,” Gennette said.
Macy’s also announced that it will re-

structure its merchandising divisions. Three 
formerly separate operations—merchandis-
ing, planning and private brands—will be 
reshaped into one division. This division 
will take care of categories such as ready-to-
wear, beauty, men’s, kids’ and home. Due to 
restructuring, 100 jobs will be cut.

Macy’s also announced that company vet-
eran Jeff Kantor will lead the merchandising 
division. Kantor will report to Lawton, Gen-
nette said.

“Macy’s best merchants will be in the 
right structure to operate at the speed of our 
customer and will be fueled by the power 

of data,” Gennette said. “Macy’s has long 
been known for innovation and excellence 
in merchandising. The changes we are mak-
ing today maintain our core merchandis-
ing skills while massively simplifying our 
structure and processes for greater speed 
and flexibility. We are also further strength-
ening our consumer insights and data-an-
alytics capabilities so we can make better 
decisions faster, balancing the art and sci-
ence of retail.”

Macy’s forecast one-time costs of $20 
million to $25 million due to restructuring. 
The company predicts that will save $30 
million on an annual basis.

—Andrew Asch

E-Com Exec to Run Macy’s Stores, 100 Jobs Cut

duty-free access to apparel imported into the 
United States from Vietnam, fell apart after 
President Trump took office. Now, Vietnam 
is still the No. 2 producer of apparel im-

ported into the United States, but sourcing 
managers are not as eager to be in Vietnam 
as they were before.

DiBlasi was speaking on a panel held 
Aug. 14 during the Sourcing at MAGIC 
show at the Las Vegas Convention Center. 

The panel, called “Vietnam Continues to 
Lure U.S. Firms,” coincided with the sourc-
ing show shining a spotlight on Vietnam, 
which had a pavilion at the show with 40 
Vietnamese factories.

The moderator of the panel was Julie 
Hughes, president of the U.S. Fashion In-
dustry Association, a Washington, D.C., 
organization that works to break down barri-
ers to importing apparel and textiles into the 
United States. 

Recently the organization commissioned 
a study on sourcing in Vietnam. It was con-
ducted by Sheng Lu, an assistant professor 
of fashion and apparel studies at the Univer-
sity of Delaware.

The study, which surveyed 34 executives 
of large fashion companies with more than 
1,000 employees, showed that this year only 
36.7 percent of executives expected to ex-
pand their sourcing in Vietnam compared to 
65.4 percent last year.

“Two factors are related to this,” Lu said 
at the panel presentation. “One is TPP, and 
the other is rising labor costs in Vietnam.”

Next year, the minimum wage in Viet-
nam, which is still relatively low, is sched-
uled to increase 6.5 percent. Currently the 
minimum wage ranges from $114 to $165 a 
month, depending on the region of the coun-
try. China’s minimum wage is around $350 
to $400 a month. 

For these sourcing executives, China is still 
the No. 1 go-to place to make clothing. “It is 
not about the price, but it is about the capacity 
and it is about speed-to-market that is keeping 
China relevant to the fashion world,” Lu said. 
“There is ease in doing business in China, and 
China is investing in technology.”

The executives who participated in the 
survey said that 30 percent to 50 percent of 
their sourcing is done in China while another 
11 percent to 30 percent is done in Vietnam.   

“Of the 106 categories of apparel prod-
ucts, China was the top supplier in 88 cat-
egories and Vietnam was No. 1 in five cat-
egories,” Lu said.

But Vietnam as a sourcing destination 
will continue to grow, just not as rapidly had 
TPP been enacted. “Vietnam is increasing its 
production and taking it away from China,” 
DiBlasi said. “Why is that? Its low labor 
costs and huge government investment in 
textiles. They want to employ their people.”

Also, it has been relatively easy to get 
goods in and out of the country through the 
various ports located in Hai Phong in the 
north, Saigon in the south and Da Nang in 
the central region. It is also easy to find fac-
tories through the various agents that work 
in the country. “That is how we got started in 
Vietnam,” DiBlasi said.

Another member of the panel was Avedis 
Seferian, president and chief executive of 
WRAP (Worldwide Responsible Accredited 
Production), a nonprofit that inspects apparel 
factories around the world to certify they are 
treating their employees fairly, are socially 
responsible and have a safe working environ-
ment.

Seferian noted that Vietnam has been tak-
ing social compliance in their factories very 
seriously. “They recognize that today’s mar-
ket is far more transparent than before and 
you are far more at risk of bad news spread-
ing, particularly with social media,” Seferian 
said. “When you post a video online and it 
spreads all over the world, you cannot un-
ring that bell once it is rung.” 

DiBlasi expects Lanier will continue 
sourcing in Vietnam over the next several 
years because Vietnam is committed to the 
apparel and textile industry. It also has a pro-
business culture, is good on compliance, is 
working to protect its environment and is 
moving apparel factories to rural areas to re-
duce costs.

“But there are reasons to be careful, too,” 
DiBlasi said. “Samsung, LG and Panasonic 
are opening huge factories there. So there 
will be competition for workers.” 

Raw materials are still imported from 
China, there is a lack of mills and dyeing 
houses, and Vietnam’s minimum wage is ris-
ing every year over the next decade. In ad-
dition, there is no free-trade agreement with 
the United States, but there is one between 
Vietnam and Europe, which goes into effect 
next year. That means more European appar-
el manufacturers, which typically pay more 
than U.S. manufacturers, will be heading to 
Vietnam to make their clothes.

In the past, countries were good sourcing 
areas for as long as 40 years. “Now that is 
speeding up to five to seven years when you 
come in and when you get out,” DiBlasi said. 
“I think Vietnam will be good for the next 
seven years.” ●

Surf Report  Continued from page 1

Vietnam  Continued from page 1
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Aug. 28
Coast
Seagate Hotel & Spa
Delray Beach, Fla.
Through Aug. 29

Aug. 29
CALA
Fort Mason Center
San Francisco
Through Aug. 30

Sept. 7
Surf Expo
Orange County Convention Center
Orlando, Fla.
Through Sept. 9

Imprinted Sportswear Show
Orange County Convention Center
Orlando, Fla.
Through Sept. 9

IFJAG
Embassy Suites
Miami
Through Sept. 10

Sept. 10
Riviera by Mode City
Centre Expo Congres
Mandelieu, France
Through Sept. 11
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During a time of great change for retail, Project continued 
to be a big show.

During its Aug. 14–16 run at the Mandalay Bay Conven-
tion Center, retail buyers could find everything from fashion 
underwear to superhero T-shirts, sequined tuxedo jackets, camp-
ing clothes and premium denim among the estimated 1,200 
booths at the show. 

Many Project shows have celebrity moments. The 
recent show was no different. Star film director Spike 
Lee made an appearance at Project’s Defend Brooklyn 
booth. Popular rapper Ghostface Killah performed at 
a party for Project. Like other trade shows, there were 
different reactions to show business. The vendors inter-
viewed for this story were overwhelmingly positive.

Erik Ulin, president of men’s for UBM, Project’s 
owner, said that Project will continue to look for ways 
to build community in the sprawling show.  Project aims 
to build “neighborhoods” of like-minded brands. One 
neighborhood, Move, was devoted to athleisure and 
performance-based clothing. It debuted in 2016 and served as 
a place for emerging brands to make product debuts. Los An-
geles–headquartered Sweat Tailor debuted knit pants that feel 
like sweats but have the look of woven pants and can be worn in 
business settings, said David Kranz, a brand co-owner.

Peruvian label Juan Arias took a U.S. trade-show bow at 
Move. The neighborhood business was good for the Laird 
brand, the namesake line for legendary surfer Laird Hamilton, 

said Tracy Cox, the line’s director of sales operations. 
The brand signed on to exhibit at the show two weeks before 

it started, Cox said. “ 
“We didn’t have one appointment, but there’s been a consis-

tent buzz here and all meetings have proved to be quality over 
quantity and we successfully created partnerships with new re-

tailers we are very excited about.”
Denim was an important category at Project. Exhibiting were 

premium brands AG, Paige and 7 For All Mankind. At the 
show, Robin’s Jean introduced an affordable-price-point line, 
Robin’s Red Label.

The Tents, a separate section for designer and contemporary 
men’s looks, brought in another season with around 61 brands 
offering everything from premium denim to suiting and outer-

wear intended to take on the elements. Parajumpers, an Italian 
brand that showed its angle on the puffer jacket, exhibited at 
The Tents. 

Diego Dominguez, the East Coast sales director for jeans 
brand S.M.N., said that the show helped with the brand’s ex-
pansion. “We opened up good international accounts,” he said.

Outside The Tents, Dino Di Girolamo exhibited 
German line Brax. At past shows, he displayed the 
brand’s bottoms goods. For Spring ’18, he displayed 
Brax’s woven shirts. Business was good at Project, Di 
Girolamo said. But salespeople had to be prepared. 
“You have to make sure that you make appointments,” 
he said. “We would have liked to see more walk-ins.”

Don Zuidema of the LASC boutique in West Hol-
lywood, Calif., said that Project and the other Las Ve-
gas shows he attended seemed to have a more low-key 
energy.

“There were fewer vendors and fewer retailers,” 
Zuidema said. “We had no problems getting into any 

booths. In years past, many vendors would say that you got to 
come back.”

A challenging market for bricks-and-mortar stores continues 
to influence buys, Zuidema said.

“We stuck with the tried-and-true lines that have performed 
the best for us and provided the margins,” Zuidema said. “It is 
about margins, what kind of partnership these reps and vendors 
want to develop with us.”—Andrew Asch

Buyers placing orders for Spring merchandise turned out 
at a steady pace at the Gentle Fawn booth at the Project 
Womens show, held Aug. 14–16 at the Mandalay Bay Con-
vention Center. 

“We’re always really busy. This is our best show,” said 
Sesi Teal, owner of the One Of Eight Showroom in Los 
Angeles, which represents Gentle Fawn as well as Sam & 
Lavi, which was showing nearby. 

Teal said she saw stores from across 
much of the country, including several 
new accounts at the show. 

“People are writing January through 
June [orders],” she said. “We cut to or-
der so you have to order now or you 
won’t have it. [Gentle Fawn is] always 
a good brand. It sells well for people at 
good prices.”

At the Spiritual Gangster booth, 
Tasia Skochil, national sales manager, 
and Caroline Strother, sales represen-
tative, were “slammed” on the second 
day of the show. 

“It’s been consistently busy, which 
is really nice,” Skochil said, adding that much of the traffic 
was appointment-driven and buyers turned out from across 
the country as well as Canada. 

It was similarly busy at the Show Me Your Mumu booth, 
where representatives for the Los Angeles–based line were 
juggling a mix of appointments and walk-in traffic. 

Ashley Morgen, the Southeast rep for the company, was 
seeing a lot of Florida buyers at the show while other re-
gional reps were seeing more West Coast stores. 

“It’s primarily appointment-driven, but we got some good 
foot traffic from new accounts,” Morgen said on the last day 
of the show. “Yesterday was slammed.” 

Gregg Fiene, owner of contemporary label Lavender 
Brown, saw increased business but 
lighter-than-usual traffic. 

“We got really nice orders,” he said. 
“We did almost as much on the first 
day as all of the last show with less 
customers. Business is strong. My 
customers are buying more depth of 
the line. We don’t have the customer 
buying one or two styles.”

Fiene said much of the traffic in 
his booth was from existing custom-
ers, but he also landed some new busi-
ness from retailers who were placing 
Spring orders. 

But he said he also spoke with buy-
ers who said they had to choose among 

a crowded trade-show calendar that includes big trade shows 
such as Project as well as regional markets around the coun-
try. 

“It’s hard for me to be out of the office,” he said. “There 
are too many big shows and too many regionals.”

—Alison A. Nieder

Spring Orders at Project Womens

Gentle Fawn

Project: Big Show Drives Biz Through Small ‘Neighborhoods’

PROJECT SCENES: From left, Nifty Genius booth with brand chief James Costa 
on right, the Parajumpers booth at The Tents

This season introduced a new section at Project Wom-
ens, Coeur x Project, a partnership between Project owner 
UBM Fashion and Coeur, the 6-year-old trade show fo-
cused on lifestyle lines, accessories and gifts. 

Some of the exhibitors in the new section at the Man-
dalay Bay Convention Center had exhibited in the past at 
Project Womens. That was the case for Megan Hull, owner 
of Mame + Co., a Phoenix-based company that manufac-
tures small-batch soy candles. 

Hull praised 
the look and 
the offerings at 
Coeur x Proj-
ect. 

“The  cus -
tomers are bet-
ter,” she said. 
“And the lay-
out is getting 
people into the 
booth.”

H u l l  s a i d 
the second day 
o f  t he  Aug . 
14–16 run of 
the show was 
t he  bus i e s t , 
l a n d i n g  h e r 
orders from a 

“good spectrum” of retailers from the Midwest, Texas and a 
few East Coast stores. 

“I write progressively more [orders] each show,” she said.
Mame + Co.’s booth was next to the booth for Bitch-

stix, an Indiana-based social-enterprise company that sup-
ports survivors of domestic abuse and assault. The company 
manufactures FDA-approved lip and body balms packaged 
with eye-catching graphics. 

The Bitchstix booth was generating a steady stream of 
interest from buyers attracted by the packaging and the 
company message. Owner Emily W. Kennerk described the 
turnout at Coeur as “fabulous.” 

The booth for Happy Habitat by Karrie Dean was 
also drawing buyers in. Designer Karrie Dean makes artful 
throw blankets from recycled cotton and acrylic. The easy-
care blankets are manufactured in the U.S. 

“I feel like I’m seeing quality over quantity,” Dean said. 
“I’m seeing the right people I want to meet.”—A.A.N.

Coeur x Project Debuts

Bitchstix

03.vegas1calendar.indd   3 8/24/17   5:55 PM
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MAGIC, held Aug. 14–16 
at the Las Vegas Conven-
tion Center, is much like 
going to a disco nightclub. 
The cacophonous vibes of 
various soundtracks ema-
nate from booths display-
ing the latest in juniors 
and young-contemporary 
fashions.

To go along with the 
party scene, some booths 
serve free snacks to entice buyers to peruse the 
latest collections hanging on the racks.

Inside the THML Clothing stand, the 
snack options included popcorn, lemonade 
and sweet ice tea. But that still didn’t help with 
traffic, which was down about 10 percent to 20 
percent the first day of the show, said Daniel 
Paik, the company’s marketing director. 

“Retailers have been spending about the 
same as last year,” Paik said.

He noted that about 30 percent of the orders 
were dedicated to Fall merchandise and the 
rest was reserved for Spring collections. 

THML Clothing is a big seller at Nord-
strom and Nordstrom.com, where the label’s 
young-contemporary looks encompass cotton 
baby-doll dresses, raglan-sleeve peasant blous-
es with embroidery and off-the-shoulder styles 
that sell from $54 to $98.

Business was brisk at the Sweet Rain booth, 
whose other label is contemporary brand Alice 
Blue. The company’s owner, Sandy Jang, said 
she was seeing new customers, which might 
have been prompted by the catalogs the com-
pany sent out recently and showing some of 
their latest fashions on social-media sites.

“We’ve seen customers from as far away as 
Japan, China and Latin America,” Jang said. 
“A lot of majors came through. They didn’t 

write orders, but they will 
be back later.”

She said that most re-
tailers were looking for Im-
mediate goods and things 
that could be worn soon, 
such as sweaters.

That’s why many of the 
show’s vendors had their 
collections organized by 
delivery dates. Different 
colored dots and labels 
were placed on rolling 

racks to show when merchandise was available 
for shipping. The dates ranged from Aug. 31 
all the way into next year. 

Michael Kye, president of Miley + Molly 
and its sister label, Kaii, said retailers used to 
buy their merchandise at least six to 12 months 
ahead of time, but that has been reduced to 
three to four months on the outside. 

“A lot of people are buying 50 units and 
then making reorders instead of going straight 
to it,” he noted. 

But the show was good, Kye said. He saw 
several big retailers such as Ross Dress for 
Less, TJ Maxx and City Trends who were 
interested in Miley + Molly, the juniors label 
that wholesales for $8 to $15, and Kaii, the 
young-contemporary label that wholesales for 
$15 to $50.

On the other side of the convention cen-
ter’s North Hall, Guy Kinberg was showing 
his Articles of Society jeans label for the first 
time at WWDMAGIC. He also had a booth at 
Project, where he normally sets up, but he de-
cided to explore new territory for his premium 
blue jeans, which are a big seller at Nordstrom, 
where they retail for $64 to $68. 

“So far it has been good,” he said. “There 
are a number of accounts who make it here that 
don’t make it to Project.”—Deborah Belgum
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We are now carrying wide goods in 
addition to our Japanese textiles!

TRADE SHOW REPORT

Michael Kye of Miley + Molly

WWDMAGIC: A Trade Show 
With a Party Ambience

UBM’s Pooltrade-
show has always been a 
venue for independent 
and up-and-coming ap-
parel and accessories 
brands. The Aug. 14–16 
show at the Mandalay 
Bay Convention Center 
returned to its prime loca-
tion next to Project near 
the shuttle bus drop-off. 

This  season,  Pool 
Show Director Jason 
Peskin said there were several new features, 
including merchandising displays to show 
how buyers can add Pool exhibitors’ prod-
uct to their stores. The show also produced 
daily “happenings” such as live music and 
custom-apparel demos. There was also a 
new section within Pool’s cash-and-carry 
section, called Outpost, for brands on the 
verge of being large enough to show among 
the main exhibitors at Pool. 

This was the first time at Pool for the Las 
Vegas–based, minimalist-inspired officewear 
brand OB Story. 

“We lowered our expectations so we 
wouldn’t be sad,” said Amanda Valdez, manag-
ing director of the brand. “But I was surprised. 
It was good for a first time. Everyone was rush-
ing, but we gave people line sheets.”

Whittier, Calif.–based retro vintage line 
Voodoo Vixen was among the returning ex-
hibitors at Pool. 

Jennifer Bednar, general manager for the 
line, said the company moved to Pool about a 
year ago after exhibiting in the young contem-

porary section of UBM’s 
WWDMAGIC show at 
the Las Vegas Conven-
tion Center. 

Bedner said she was 
primarily meeting with 
retailers from the Western 
U.S. at Pool. 

Kyle Durrie, owner of 
Power & Light Press in 
Silver City, N.M., called 
Pool “a sleeper show.” 

“Our totals each day 
have been strong. And orders have been good,” 
she said. 

Power & Light Press makes greeting cards 
with irreverent messages. The company re-
cently expanded the line to include gift items 
such as tote bags. 

“A lot of clothing stores are starting to 
branch out and carry smaller gift items,” said 
Durrie, who founded the company in Portland, 
Ore., in 2009 before moving to New Mexico. 

Thomas Anselmi, a salesman working at 
the Los Angeles Apparel booth at Pool, said 
that traffic had been solid for the first day.

Los Angeles Apparel founder Dov Char-
ney said that splitting the show floors between 
Mandalay Bay and the Las Vegas Convention 
Center was inefficient.

“The show has been fragmented. There 
should be an effort to consolidate the shows at 
a single location,” Charney said.

Dov also gave a pep talk to the industry. 
“People get too caught up in the negative. 
People need to stop moaning and get into the 
ring.”—Alison A. Nieder and Andrew Asch

Pool Provides a Showcase for 
Up-and-Comers and Indies

Amanda Valdez, left, and Marisol 
Valdez of OB Story
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For the second season, Stitch, UBM Fashion’s show for 
upscale women’s apparel and accessories, was located next 
to Project Womens at the Mandalay Bay Convention Cen-
ter. The location proved to be ideal for many of the exhibi-
tors at Stitch, who were steadily busy throughout the Aug. 
14–16 show. 

Fashion Link owner Peter Jacobson and his team were 
busy working with a mix of returning accounts and new cus-
tomers for eight European collections. 

“They came from all over—from Haiti to Houston,” Ja-
cobson said. “I’m very happy. We are working with only Eu-
ropean collections so we had Spring to show. If they don’t 
write it now, they’re not going to get it.”

Jacobson’s booths had an ideal location right at the en-
trance of Stitch, but he praised the overall layout of the show, 
which grouped higher-end collections like his together. 

“It makes sense for the customer and it makes it easy for 
them to shop,” he said. 

Business was also brisk at the Nally & 
Millie, Lola Jeans and Elliott Lauren 
booths, according to Stuart Marcher, who 
represents the three lines in the Julie and 
Stuart Marcher Showroom in Los Angeles. 

Marcher said he was pleased to pick up 
business at the show, including meeting with 
buyers from the Midwest, Florida, Georgia 
and Texas. 

“The location worked out very nicely,” 
Marcher said.  “Showing the right product is 
also helpful—they like what they’re seeing.”  

Rande Cohen, owner of the Rande Cohen 
Showroom in Los Angeles, had two lines 
exhibiting at Stitch: Wooden Ships and An 
Old Soul Jewelry. 

At the Wooden Ships booth, buyers came 
from California, Nevada, Colorado, Washington, Florida, New 

York and Arizona. And buyers were writing 
orders for the sweater and accessories collec-
tion. 

Retailers were stopping by the An Old 
Soul Jewelry booth, drawn in by the dis-
plays showing layers of hand-crocheted 
jewelry made with semiprecious stones and 
freshwater pearls. 

Designer and Chief Executive Officer Ni-
cole Shahar was on hand to walk retailers 
through the collection, which is made in a 
small studio in Glendale, Calif. 

Shahar said she showed at Accessories 
the Show in Las Vegas for four years before 
moving to Stitch, when both trade shows 
were acquired by UBM. 

 “I love the energy here,” she said. “The 
buyers are happy.”—Alison A. Nieder

The Manhattan Beachwear booth at Curve Las Vegas, 
held Aug. 14–16 within Project Womens at the Mandalay 
Bay Convention Center, was a flurry of  activity with ap-
pointments and drop-by traffic for the company’s swim, ac-
tivewear and resortwear collections, including  Kenneth Cole, 
Polo Ralph Lauren, Trina Turk, La Blanca, Green Drag-
on, Maxine of Hollywood,  Sperry Top-Sider and Nanette 
Lepore.  

 “It’s been very busy,” said Howie Greller, vice president of 
design and merchandising for the company, which is based in 
Cypress, Calif. “We had a good appointment schedule. Every-
thing else is walk-in. Our planned appointments were a little 
above last year. That’s a good starting point.” 

Greller said that in addition to returning customers, the 
company also opened a few new stores at Curve Las Vegas, 
which is organized in partnership with Project owner UBM 

Fashion and Curve owner Eurovet. The show focuses on up-
scale swimwear and lingerie collections. 

The second day of the show was busy at the Felina booth, 
said Rob Gardner, vice president of sales for the Chatsworth, 
Calif.–based company. 

Gardner said the company had just concluded an especially 
strong Curve New York show before coming to Las Vegas. 

“Last week’s Curve show in New York was maybe the best 
ever in years,” he said. “We had steady buyers the whole time.  
This show has been more stop and start.” 

Gardner said that in addition to existing customers the com-
pany met with new accounts in Las Vegas. And, he added, he’d 
seen “more international than I’ve seen in a while.”

Buyers looking for new looks in lingerie and swim stopped 
by the Eveden booth, where representatives were showing the 
latest offerings from the company’s Freya and Elomi collec-

tions. Eveden is part of the 
Wacoal Group. 

From Elomi, the compa-
ny’s curvy collection, there 
were sexy, strappy bras in 
bright red and neon pink. 
In Elomi’s swim collection, 
there was a high-neck bi-
kini top with a built-in bra, 
which allows the wearer to 
fold the top down for more-
even tan lines, said Dana 
Bourque, a public-relations representative for Evenden. 

The Freya collection ranged from pretty bralets in “Daisy” 
lace in the Freya Fancies collection to fashionable sports bras 
with lightweight underwires in Freya Active.—A.A.N.

Bustling at Stitch

An Old Soul’s Nicole Shahar

Freya

TRADE SHOW REPORT

At the vast Sourcing at MAGIC 
show, held at the Las Vegas Conven-
tion Center, it was around the world in 
more than 2,000 booths, not around the 
world in 80 days.

Companies from China, Pakistan, 
India, Bangladesh, Vietnam, Mexico, 
Peru, Guatemala, Colombia, Ethiopia, 
Kenya, Madagascar, Turkey and the 
United States were among the approxi-
mately 40 countries represented in the 
apparel side of the show in the North 
Hall and the footwear side of the show 
in the South Hall.

Every season, the Sourcing show shines 
a spotlight on a different country, which this 
August was Vietnam. The Vietnam Pavilion—
with 40 booths—was trying to play up its vast 
array of factories, which have been growing 
rapidly over the past decade. Several big U.S. 
companies source there, with Vietnam  now 
being the No. 2 supplier of apparel to the Unit-
ed States.

But it was China that dominated the show, 
representing some 70 percent of all the booths 
at the events, held Aug. 13–16.

The section for Chinese booths was so ex-
tensive that the apparel side was divided up by 
categories: Denim, Intimates, Bottoms, Dress 
It Up, Children and Outerwear.

This was the first time that Tontex Fashion, 
a 12-year-old company from Guangzhou, Chi-
na, participated in the show. Even though 70 
percent of its business is with U.S. companies, 
the Chinese venture wanted to develop more 
direct contacts with customers in the United 
States. Previous customers included Char-
lotte Russe, Pepe Jeans and Vanilla Star. “In 
the past, we have gotten our business from an 
agent,” said Sylvia Tan, the company’s sales 
manager. “We want to work directly with cus-
tomers in the United States. That is our work-
ing target.”

Tontex, with two factories and 200 workers, 

specializes in making denim jeans and doing 
various washes and treatments to pants. Basic 
styles wholesale for $6 to $7, and pieces that 
have better fabric and more embroidery and 
washes go for $8 to $12. 

In the first few days, Tan and her colleague 
had seen about 10 companies from California, 
New York and Canada. Some left sample in-
quiries for the company, whose minimums are 
500 pieces.

Shishir Kapoor of MLK Exports is a con-
sistent exhibitor at the show. His company, in 
Lucknow, India, started out nearly 13 years ago 
with only two sewing machines and a handful 
of workers. Now it has 250 machines and 400 
full-time workers as well as employing 3,000 
workers who hand embroider women’s cloth-
ing in their homes. 

This is the only sourcing show that Kapoor 
and his brother Sharad attend. Last August, the 
two brothers landed an order for 35,000 piec-
es. “The last show was good, and this show is 
good, so far,” Shishir Kapoor said. “We think 
we have a different product. Few people do 
these handwork pieces.”

Most of MLK Exports’ styles are white tops 
and dresses accented with white embroidery 
as well as other vividly colored embroidery. 
Wholesale prices range from $6 to $50.

This was the second time that Wilson 

Vietnam Pavilion at Sourcing at MAGIC

Sourcing at MAGIC: Vietnam in Focus
Visitors at the Women’sWear In Nevada 

Show at the Rio All-Suite Hotel & Casino 
were greeted by a long hallway lined with 
displays of women’s fashions being repre-
sented at the biannual show.

It’s an informal introduction to the many 
apparel lines that buyers could see at the 
huge show, which occupies two meeting 
rooms and six ballrooms that have Latin-
influenced names such as Brasilia, Amazon 
and Miranda. 

The show, which ran Aug. 14–17, usu-
ally opens a day before the other shows at 
the Las Vegas Convention Center and the 
Mandalay Bay. But this year, the event 
started the same day as most of the other 
UBM Fashion shows but closed a day later.

Attendance this August was on par with 
one year ago, said 
Suzanne Pruit t ,  a 
spokesperson for Ur-
ban Expositions, the 
trade-show company 
based in Georgia that 
acquired the event 
two years ago. 

Many of the ex-
hibitors have been 
participating in the 
show for decades. 
Robert Friedman, the 
West Coast represen-
tative for Frank Ly-
man Design, always 
takes a 60-foot-wide 
booth at the entrance 
of one ballroom so the Canadian label gets 
good exposure.  

He said Monday was unusually busy even 
though it was opening day for more than a 
dozen other apparel and accessories show 
around the city. “Monday was a fabulous 
day. We didn’t get out of here until 9 p.m. 
On Tuesday, it was active but not as busy,” 

he said.
He said the trending item this year has 

been unusual tops. “Tops are driving the 
business. You can change your wardrobe 
with different tops,” Friedman said, explain-
ing the trend. “But you have to have differ-
ent and original silhouettes.  No one wants 
to buy the same silhouette in five different 
prints.”

Many exhibitors at the show felt that re-
tailers are starting to turn the corner and are 
opening up their budgets while being cau-
tious. “We had some good-sized orders and 
there seems to be a positive vibe,” said Kathy 
Franz, whose The Kathy Franz Collec-
tion, based in Greenbrae, Calif., represents 
several purse and accessories brands such 
as Mary Frances beaded purses, Sydney 

Love  revers ible 
faux-leather purses 
and Paisley Road 
scarves.

Franz said last 
year was one of 
her  best  overal l 
years and this year 
is starting out on a 
positive vibe. “We 
had some good-
s i z e d  o r d e r s ,” 
Franz said, “and 
retail customers are 
loosening up.”

Still, some ven-
dors thought re-
tailers were in a 

guarded mood. “They are playing their cards 
close to the vest and not forecasting orders 
as much as they used to,” said Terry Jeffreys, 
president and chief executive of Helen’s 
Heart, a multi-line label out of Dallas. Many 
of the fashions are designed by Jeffreys’ 
wife, Helen Zheng. 

WWIN Draws Cross-Country Crowd

Kathy Franz

➥ Sourcing page 9 ➥ WWIN page 9

Curve Las Vegas Showcasing Swim, Lingerie
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High-end streetwear, fashion, denim 
and environmentally sustainable fash-
ions for men and women were among 
the categories on display at the Aug. 14–
16 run of Capsule at the Sands Expo 
and Convention Center  in Las Vegas.

Canada’s  Naked & Famous 
brand helped represent denim at the 
show. Lucid FC showed high-end 
streetwear. Action sports–friendly 
brands Captain Fin and Volcom were 
at the show. At Capsule, Volcom showed a collection of pre-
mium pieces taken from the brand’s North American, Euro-
pean and Japanese lines, according to Todd Hymel, Volcom’s 
chief executive officer. Also exhibiting, independent Los An-
geles brand Rojas; DRKN, a high-end brand for people who 
play video and Internet games; and Daniel Patrick, a denim 
and fashion brand currently popular with reality-show stars 
and Internet tastemakers Kylie and Kendall Jenner and their 
friends. ADBD represented contemporary menswear. Also at 
the show were T-shirt brands Disco Tuesdays, inspired by a 
modern view of the 1970s disco scene, and Surf Is Dead, 
inspired by underground surf and street culture.

Los Angeles–headquartered Groceries Apparel previewed 

its garments made 
with a nontoxic veg-
etable dye. Matthew 
Boelk,  the label’s 
cofounder and vice 
president, said that the 
vegetable dye will re-
sist fading longer and 
allow the label to of-
fer more colorways. 
He contended that the 

new line will be more accessibly priced than other ecologi-
cally sustainable lines.

Since Capsule is wedged between two trade shows focused 
on men’s styles—Liberty Fashion & Lifestyle Fairs and 
Agenda—Boelk worried that some women’s retailers did not 
make the effort to trek through the sprawling halls of men’s 
fashions to find Capsule. He estimated that retail traffic and 
business was even with the Capsule show in August 2016.

Chris Corrado, Capsule’s show director, said that the 
show’s buyer traffic and vendors exhibiting were even with the 
Capsule’s Las Vegas show in February. (Capsule and Agenda 
are under the Reed Expositions portfolio of trade shows. The 
two shows also have a marketing alliance with Liberty called 

Modern Assembly.)
Rob Jungmann of the Jungmaven label displayed his 

brand’s hemp T-shirts at Capsule. He estimated that he saw 
an uptick in Japanese buyers at the show. Other retailers at the 
show included Azalea from San Francisco, Beaver boutique 
of Tokyo, Peace Valley from Boise and Artisan De Luxe 
from Columbus, Ohio.

At the show, Capsule management worked with media 
and retail platform High Snobiety to assemble Under The 
Radar, a display of emerging brands such as 1800-Paradise, 
Chateau, Good Cmpny and eyewear label Pawaka. Corra-
do, Capsule’s show director, also said that the show increased 
space for Capsule Market Square, the show’s cash-and-carry 
section.  

The direction of the show floor was changed, too. The 
show’s main aisle cut a central path to the adjacent Agenda 
show. Corrado said that the central aisle developed a greater 
sense of community between the shows.

Paz Eliza Padilla and Lauren Berina of the Viariche stylist 
group shopped Capsule. Trends they saw included a revival 
of 1980s-style track suits and the popularity of the color pink 
for men. “Real men wear pink now,” Padilla said. “It was in 
accessories and shoes. There were mauves, rose tones and 
magentas.”—A.A.

Agenda: Show Floor Debuts With Look to Future

Capsule: New Styles, New Floor Layout

Change was on the mind of 
Sam Ben-Avraham, founder of 
Liberty Fashion & Lifestyle 
Fairs.

“It is an interesting moment 
for fashion,” Ben-Avraham said 
while walking through the Aug. 
14–16 run of Liberty at the 
Sands Expo and Convention 
Center. “There was a period of 
a lack of creativity. But a new 
creative generation has come 
in. We want to be part of that 
movement.”

He had no announcements to make on 
the show floor, but he promised that change 
would be coming to his show.

Some things had stayed the same for Lib-
erty. Attendance for retail buyers and the num-
ber of vendors exhibiting at the show, about 
450, was even with the August 2016 show, for 
example.

But change was making its way onto the 
show floor. About 30 percent of the brands ex-
hibiting at Liberty were new to the show.

Quest—Liberty’s exclusive section for 
suiting, luxury sportswear and “sartorial dress-
ing”—was relaunched at the recent run of the 
show as a devoted “curated community,” said 
Lizette Chin, Quest’s director.

The section doubled in size compared to its 
February show.Brands making a trade-show 
debut at Quest included Jomo Harajuku. The 
brand’s president and designer, Jay Ko, crafts 
the suiting and sportswear brand in New York. 

But the label is manufactured in 
Los Angeles. Looks included a 
mesh suit lining and neoprene 
material on polo shirt collars.

Other brands making trade-
show debuts included Slash 
and Burn, a Los Angeles–
based line that offers knits, 
outerwear and tailored bottoms. 
High-end streetwear brand 
Dun yah, based in Los Angeles, 
also took a bow. Lords of Har-
lech, a Charlotte, N.C., brand 
that makes its own fabrics, 

made a return to the show.
French brand The Kooples introduced 

a limited-edition holiday line that fea-
tured graphics of guitars and lettering from 
heavy-metal albums of the 1980s.

Basketball culture–inspired label Brand-
black released a slate of collaboration foot-
wear lines at Liberty.

Also making a debut at Liberty, Karter 
Collection, an outerwear line from The Lev-
erage, an Irvine, Calif., company known 
for making jeans. The nylon bomber jackets 
retailed under $100. “We ran out of order 
forms,” said Chris Ngo, cofounder of Lever-
age and Karter Collection. “[Retailers] were 
writing business then and there. They were 
booking the end of Q4.”

Denim pioneer Sal Parasuco looked to 
the past for new styles. “We’re going to our 
archives and bringing back all of our styles. 

The Aug. 14–16 run of Agenda at the 
Sands Expo and Convention Center fea-
tured debuts and some new fashion styles. 
There also was a promise of change, said 
Aaron Levant, the show founder.

“Trade shows are a reflection of the 
health of the market. Direct-to-consumer 
is increasing tenfold, Amazon is becoming 
more powerful, there are more retail bank-
ruptcies,” he said.

Trade shows will continue to be a strong 
business, but he forecast that they will get 

smaller. Levant promised a revamp of the 
format of Agenda’s Las Vegas show for its 
February 2018 run. The show might offer 
more educational content, he said.

“Education and inspiration are needed to 
turn around the business,” he said. “[As a 
trade show] we got your attention. Can we 
help inspire you to make changes in the in-
dustry? That’s what we want to do to make 
shows meaningful again.”

For the most recent show, retailers in-

cluding Nordstrom, Tilly’s Inc., Pacific 
Sunwear and Las Vegas boutique Feature 
shopped the show looking for new styles.

Pioneering streetwear brand Staple cele-
brated its 20th anniversary by introducing a 
group of collaboration lines at the show, in-
cluding a collection with prominent graphic 
illustrator Ron English, well known for his 
treatment of The Rolling Stones’ lips and 
tongue logo.

Making a trade-show debut was 56 
Nights, a streetwear brand owned by DJ 
Esco, a DJ for prominent rapper Future. 
Athletic brand Champion introduced its 
Champion Girl brand, a line of athletic-
inspired streetwear for women, which in-
cluded looks such as sweatshirt dresses. 

Wil Eddins, founder of the Las Vegas 
boutique Institution 18b, walked Agenda 
for his new gig as a director of business de-
velopment for the upcoming venture Wan-
derset, which will debut next month. Wan-
derset will mix e-commerce with content 
such as video and editorial. Greg Selkoe, 
founder of streetwear e-tailer Karmaloop, 
is the founder of Wanderset. Eddins said 
that he will continue running Institution 
18b.

“There’s nothing super new,” Eddins 
said of fashion trends on the Agenda show 
floor. “Brands are digging into their closets 
and finding looks that were relevant in the 
1990s. There are more oversized looks. The 
California skate look always will remain su-
preme.”—Andrew Asch

Sal Parasuco

Richer Poorer booth

TRADE SHOW REPORT

Bargain hunters should feel right at home at the Offprice 
show in Las Vegas, held Aug. 12–15 at the Sands Expo and 
Convention Center.

This is the place where all that super-discounted merchan-
dise comes from. Where else can you find a set of scrubs for 
$5 or one-piece bathing suits in colorful print designs for $7?

But just as big name-brand retailers have been shuttering 
stores, so too have stores that buy off-price garments. “We’ve 
been seeing less people. Business is pretty challenging be-
cause there are less retailers,” said Richard Bosch, owner and 
president of Alliance Wholesale Apparel, which took up a lot 
of real estate at the front of the show.

Getting well-priced goods is also more challenging with 
manufacturers doing more cut-to-order purchases as fast-fash-
ion takes over. “The problem is always getting the product, not 
selling it,” Bosch said. 

To solve that problem, the discount wholesaler started his 
own label, Emily B. Emily B. includes swimwear, which has 
been increasingly difficult to find on the discount market as 

more swimwear manufacturers also now cut to order. “I used 
to buy 1,000 swimsuits at a time, and they are not there any-
more,” Bosch explained. His suits are print-driven and come 
in basic one-piece styles. 

Not everyone was a discount vendor. Several apparel labels 
had established booths with colorful displays of their prod-
ucts. Elan Barshean, head of Uzzi Amphibious Gear, was 
surrounded by bursts of colors seen in his Caribbean-inspired 
men’s swim shorts, Hawaiian-style shirts and tropical-print 
tops. A typical Hawaiian shirt wholesales for $7. 

“Here you can find the big buyers. Ross comes here. 
Beall’s comes here. There are so many big companies from 
South America, Puerto Rico, the Dominican Republic and 
Mexico,” he said. 

He said the show was about the same as last year. “All the 
shows are getting hit because of the online market,” he ex-
plained. “Now, instead of getting the whole pie, you are only 
getting part of it.” 

Dany Separzadeh was another clothing manufacturer who 

was displaying his own label, called Fantazia, based in Los 
Angeles. His collection of womenswear ranges from velvet 
burnout ponchos and distressed jersey tunics to paisley-print 
tops and sublimation-print dresses with a Western-wear in-
fluence. “I come to this show mostly to find closeout buddies 
who buy from me,” he said. But the show, he noted, was very 
slow this year.

The Tarsus Group, organizers of the Offprice show, said 
while some vendors said they felt traffic was down, atten-
dance was up 6 percent over last year’s August show.

—Deborah Belgum

Offprice: Even Discount Retailers Feeling the Pinch

Liberty Expands Quest Section

➥ Liberty page 9

Booth at Agenda
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It was a who’s who of costume 
designers and other fashion-industry 
insiders at an Aug. 19 party at the 
Fashion Institute of Design & Mer-
chandising, where guests got a first 
look at the 11th annual “Art of Tele-
vision Costume Design” exhibition, 
which recently opened at the FIDM 
Museum & Galleries. The exhibi-
tion features more than 100 costumes 
from television shows, including 
several Emmy-nominated designs 
from shows such as “The Crown” 
(Michele Clapton), “Feud: Bette and 
Joan” (Lou Eyrich), “The Hand-
maid’s Tale” (Ane Crabtree), “West-
world” (Trish Summerville), “Big 

Little Lies” 
(Alix Friedberg), “Grace and Frankie” (Allyson B. Fanger), “Danc-
ing With the Stars” (Steven Norman Lee and Daniela Gschwendtner), 
“Hairspray Live” (Mary Vogt) and “RuPaul’s Drag Race” (Perry Meek 
and Zaldy Goco).

Among the guests were several of the Emmy nominees, including 
Summerville, Eyrich, Friedberg, Fanger, Lee and Meek. 

There were several other costume designers in attendance, many 
of whom had their designs featured in the exhibition, including Ann 
Foley (“Marvel’s Agents of S.H.I.E.L.D.”), Salvador Perez (“The 

Mindy Project”), Hala Bah-
met (“This Is Us”), Karyn 
Wagner “Underground”), Jac-
queline Demetrio (“Young-
er”), Jerian San Juan (“The 
Get Down”), Audrey Fisher 
(“Girlboss”) and Ayanna 
James (“Insecure”). 

T h e  e x h i b i t i o n  r u n s 
through Oct. 7 at the FIDM 
Museum & Gal le r ies  in 
downtown Los Angeles. The 
69th annual Emmy Awards 
will be broadcast on Sept. 17.

—Alison A. Nieder
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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

FIDM Celebrates Emmy-Nominated 
Costume Design

EVENTS

“Big Little Lies” 
costumes

“Hairspray Live” 
costumes

Alix Friedberg, 
“Big Little Lies” 
costume designer 

Allyson B. Fanger, 
“Grace and Frankie” 
costume designer

Barbara Bundy, 
FIDM Museum 
director

“Grace and Frankie” 
costumes

“Dancing With 
the Stars” 
costumes

“RuPaul’s Drag Race” costumes

“Dancing With the Stars” 
design team Howard 
Sussman, Polina Roytman 
and Steven Norman Lee

Perry Meek, 
“RuPaul’s Drag 
Race” costume 
designer

Tonian Hohberg, 
FIDM president, 
and Hayma 
Washington, 
chairman and chief 
executive officer 
of the Television 
Academy

Lou Eyrich, 
“Feud: Bette 
and Joan” 
costume 
designer

Trish Summerville, 
“Westworld” costume 
designer

“The Handmaid’s Tale” 
costumes

“The Crown” costumes
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We’re doing them for a new generation,” he said of his Montreal-
headquartered Parasuco brand.

The retail market has changed the trade show. “It’s not as busy as it 
used to be,” Parasuco said. “It’s expected. There are not as many retail-
ers as there used to be.”

“But we opened a lot of critical accounts. There’s another reason 
why I do shows—networking. How do I design if I don’t have informa-
tion?”

Karen Meena of the Ron Robinson boutiques in the Los Angeles 
area also said traffic seemed down. “But everyone was writing. Every-
one was doing business. Maybe the people on the fringes were weeded 
out. It was easier to work as a buyer,” she said.

She also predicted that men should prepare for a colorful 2018. 
“There were a lot of colors, fun prints and soft fabrics for the season. 
Our clients respond well when we have a season with color. We’re 
confident about Spring/Summer 2018 being a strong season.”

—Andrew Asch

The Helen’s Heart collection ranges from linen wear and rayon 
and bamboo pieces to pocketed jerseys and footwear.

One of its more popular items was a hand-beaded jacket that 
came in a full-length version or an abbreviated ¾-length style with 
matching beaded cowboy boots. “These jackets are making quite a 
splash,” Jeffreys said.—Deborah Belgum  
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Avalos, president of The Common Link, was attending the show. 
Based in Los Angeles, The Common Link connects the apparel market 
with a global supply chain and helps clothing manufacturers develop 
their products. Avalos represents factories in Mexico, Guatemala, the 

United States and Brazil. 
His goal has been to meet new customers. Last February, he made 

several contacts and one turned out to be a solid customer. He was hop-
ing to do better at this second show. “It is all about showing up and 
having a presence,” he said. “People want to know you are a solid guy.”

—D.B.

Sourcing Continued from page 1

This listing is provided as a free service to 
our advertisers. We regret that we cannot 
be responsible for any errors or omissions 

within Activewear Resources.

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

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 dedi-
cated 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 merchan-
dising 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, wher-
ever they are needed for production. We understand 
the rush nature of this industry and strive to meet 
the tight deadlines facing our customers.

Spirit Jersey®/Spirit  
Activewear/Spirit 
Athleisure
www.spiritactivewear.com / www.spiritjersey.
com/www.spiritathleisure.com
Spirit Jersey® Original Authentic. Made in the 
U.S.A. The overall appearance of the Spirit Jersey® 
is a Registered Trademark! The overall appearance 
of the jersey, including the unique combination of 
features, is a trademark of Spirit Clothing Company. 
The jerseys are sold in connection with the trade-
mark  Spirit  Jersey®, which is also a registered 
trademark of Spirit Clothing Company.

Texollini
2575 El Presidio St.
Long Beach, CA 90810
(310) 537-3400
www.texollini.com
Products and Services: We at Texollini use state-
of-the-art technology to supply the fashion and 
garment industries with innovative and trend-
driven fabrics. Speed-to-market, trend insights, 
and quality control have been the cornerstones of 
our Los Angeles–based facility for over 25 years. 
Our in-house vertical capabilities include knitting, 
dyeing, finishing, and printing, and our develop-
ment and design teams are unparalleled. Contact 
us to find out how our quality-driven products will 
enhance your brand.

Activewear Resources
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TEXTILE	CAD	DESIGNER

Lead	ing	LA	based	Fab	ric	con	verter	seek	ing	

tal	ented	full	time	exp'd	tex	tile	CAD	de	signer:

•Must	have	knowl	edge	of	re	peats,	color	sep	a	ra	‐

tion	and	good	color	sense	for	Jr.	and	Missy

mar	kets	•Must	have	at	least	3-5	yrs.	plus	exp.

in	tex	tile	in	dus	try	•Can	di	date	must	have	a	good

com	mu	ni	ca	tion	skills	and	can	work	un	der	pres	‐

sure	to	meet	pro	duc	tion	dead	lines	•Ned-graph	‐

ics	skills	is	a	MUST	and	Pho	to	shop	a	plus.	

Email	re	sume	to:	colleen@	sta	rfab	rics.	com

•HEAD	DESIGNER	-	GIRLS	7-16

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

PATTERNMAKER

KIDS	WEAR	MFG.	CO.	SEEKS	HIGHLY	SKILLED

1ST	THRU	PRO	DUC	TION	PAT	TERN	MAKER	W/AT

LEAST	3-5	YRS.	EXP.	MUST	BE	ABLE	TO	WORK

IN	A	FAST	PACED	EN	VI	RON	MENT.	GER	BER	

SYS	TEM	8.5	EXP.	REQ'D	

FAX/EMAIL	RE	SUME	TO:	213-749-4401/

Rowena@	rml	ainc.	com

GRAPHIC	DESIGNER

Com	pany	near	Car	son,	CA	is	look	ing	for	a

skilled	Graphic	De	signer.	Un	der	the	di	rec	tion	of

the	Mar	ket	ing	De	part	ment,	re	spon	si	bil	i	ties	will

be:	Photo	Edit	ing,	Re	col	or	ing,	Gar	ment/Model

Re	touch	ing.	Cat	a	log	lay	out	&	print	prepa	ra	tion

for	Brand	&	Dis	tri	b	u	tion.	Pre	pare	&	up	date

graph	ics	&	con	tent	on	re	spon	sive	web	site	&	re	‐

lated	ecom	merce	mar	ket	places.	Cre	ate	var	i	ous

&	in	spir	ing	mar	ket	ing	col	lat	eral	for	tradeshows,

Brand	&	Dis	trib	u	tors.	Com	plete	vi	sual	branded

ma	te	r	ial.	Cre	ate	vec	tor	line	sketches	for	

Pre-Pro	duc	tion.	Will	as	sist	in	photo	shoots	to

achieve	de	sired	style	of	pho	tog	ra	phy	&	art	

di	rec	tion.	Cre	ate	con	tent	&	up	date	so	cial	me	dia

plat	forms.	Must	be	or	ga	nized	&	3	yrs’	exp.

Bach	e	lor’s	de	gree	in	graphic	de	sign	or	re	lated

field.	Must	have	pro	fes	sional	exp.	with	lat	est

ver	sions	of	Il	lus	tra	tor,	Pho	to	shop	&	In	De	sign	us	‐

ing	a	Mac	plat	form.	Exp.	with	CMS.	Un	der	stand	‐

ing	of	brand	ing	B2B/B2C	en	vi	ron	ment.	Prior

exp.	in	the	ap	parel	in	dus	try	a	plus.	Must	

in	clude	a	link	to	your	port	fo	lio	in	your	re	sume	

to	be	con	sid	ered.	Lo	cal	can	di	dates	only.

Send	re	sume	to:	re	cruitin	gap	parel@	gmail.	com

CUSTOMER	SERVICE

Need	cus	tomer	ser	vice	in	an	ap	parel	com	pany

Has	ship	ping	ex	pe	ri	ence	us	ing	EDI

Good	pick-up	&	com	mu	ni	ca	tion	skills

Can	process	ship	ping	docs	&	in	voices

Call	213-489-9570

IMPORT	FABRIC/TRIMS	SOURCING

LA	area	Ap	parel	Mfr	for	Girls/Women’s	Fash	ion

Tops.	Knits/Wo	vens.	In-depth	tech	ni	cal	knowl	‐

edge	and	QA	stan	dards.	Strong	iden	ti	fi	ca	tion

and	re	source	ful	method	ol	ogy.	Es	tab	lished	

Im	port	Sup	pli	ers.	

Send	re	sume:	ap	par	el	sourcing2014@	gmail.	com

PRODUCTION	COORDINATOR	-

GARMENT	DYE

Com	pany	is	in	Gar	dena,	CA.	This	is	a	cler	i	cal	

po	si	tion.	Will	work	closely	with	Plan	ning,	

Cus	tomer	Ser	vice,	Sales	and	fac	to	ries	to	en	sure

timely	de	liv	ery	&	qual	ity	con	trol	on	mass	pro	‐

duc	tion.	Cre	ate/main	tain	PO	and	sched	ul	ing	in

ERP	sys	tem.	Ad	vise	fac	tory	on	car	ton	pack	ing

in	struc	tions.	Man	age	WIP	re	ports.	Track	

ship	ments.	Fol	low	up	on	all	re	quired	test	ing	on	

fab	ric	&	gar	ments.	Lo	cal	travel	re	quired.	Must

have	3/5	yrs	exp.	in	tex	tile/ap	parel	pro	duc	tion.

Ex	cel	user	–	pivot	ta	bles,	vlookup	pre	ferred.

Data	Min	ing	ex	pe	ri	ence	or	un	der	stand	ing.	

Pri	vate	La	bel	a	exp.	a	plus.

Send	re	sume	to:	mag	gie@	nex	tlev	elap	pare	l.	com

CAD	ARTIST

A	lead	ing	Tex	tile	Com	pany	lo	cated	in	LA	is	seek	‐

ing	Cad	Artist	with	ex	pe	ri	ence.	Must	be	able	to

clean	or	put	de	signs	into	re	peats,	color	sep	a	ra	‐

tions.	Must	have	a	great	eye	for	color,	cre	ate

orig	i	nal	pat	tern	based	on	cur	rent	trends.

Re	quire	ments:

•	Must	be	ex	tremely	pro	fi	cient	in	Pho	to	shop

and	Il	lus	tra	tor.	Exp.	with	Ned	Graph	ics	a	plus!

•	Must	have	great	at	ten	tion	to	de	tail	and	

aes	thetic	eye

•	Look	ing	for	a	team	player	who	can	work	with

strict	dead	lines.

If	you	are	the	right	per	son,	please	email:

Shawn@	rom	exte	x.	com

CONTROLLER

Hunt	ing	ton	Beach	denim	man	u	fac	turer	and	

ap	parel	im	porter	is	seek	ing	a	dy	namic	fi	nan	cial

con	troller.	Ap	parel	in	dus	try	ex	pe	ri	ence	is	

re	quired.	Du	ties	in	clude	gen	eral	ledger	main	te	‐

nance,	cash	man	age	ment,	ac	counts	re	ceiv	able,

ac	counts	payable,	pay	roll,	man	age	ment	re	port	‐

ing	and	in	ter	fac	ing	with	the	Com	pany’s	CPAs.

Knowl	edge	of	Quick	Books	is	re	quired	and	knowl	‐

edge	of	AIMS	is	pre	ferred.

Sub	mit	re	sume	and	salary	re	quire	ments	to:

cus	tom	erser	vice@	ash	leym	ason	la.	com

DRESS	PRODUCTION	PATTERNMAKER

Seek	ing	an	ex	pe	ri	enced	Pro	duc	tion	Pat	tern

Maker	with	a	min.	of	10	years	in	the	mod	er	ate

dress	mar	ket.	Ex	per	tise	in	drap	ing	and	flat	

pat	terns	is	re	quired.	Must	have	knowl	edge	of	

con	struc	tion	in	all	fab	ri	ca	tions,	size	ranges	and

pos	sess	the	abil	ity	to	multi	task	in	a	fast	paced

en	vi	ron	ment.	Ger	ber	pat	tern	knowl	edge	is	a

plus.	Be	come	part	of	a	team	with	a	rep	u	ta	tion

for	em	ployee	longevity.

Please	send	your	re	sume:	

Anika.	rod	rigu	ez@	con	nect	edap	pare	l.	com

PATTERN	MAKER

Man	hat	tan	Beach	wear	is	seek	ing	a	Full	time

Pat	tern	Maker	–	Sports	wear	1st	thru	prod.

Pat	terns,	sam	ples,	fit	ting,	grad	ing.	Knowl	edge	of

Ger	ber	Soft	ware	a	must.	Please	e-mail	re	sume

to:	hrdept@	mbw	swim.	com.
FREELANCE	DESIGNER	NEEDED

To	de	velop	and	mer	chan	dise	a	line	of	women’s

fash	ion	tops	for	ma	jor	dis	coun	ters.	

Must	be	able	to	work	to	mar	ket	cal	en	dar,	

re	search	trend/color/fab	rics,	de	velop	tech	

packs	and	com	mu	ni	cate	with	over	seas	fac	tory

for	sam	ple	de	vel	op	ment.	Lo	cated	in	Tor	rance.	

Please	re	spond	to	LCA90501@	gmail.	com

.....FORTUNE	SWIMWEAR	LLC.....

SAMPLE	MAKER

Los	An	ge	les	based	For	tune	Swimwear	is	look	ing

to	hire	a	full-time	1st	thru	Pro	duc	tion	sam	ple

mak	ers.	Must	know	how	to	sew	both	knits	and

wo	vens.	Min	i	mum	3	years’	ex	pe	ri	ence	re	quired.

Pls.	call:	310.733.2130

1ST.	THROUGH	PRODUCTION

PATTERNMAKERS

For	tune	Swimwear	LLC,	is	seek	ing	a	full-time

1st	through	pro	duc	tion	pat	tern	mak	ers	for	our

Sports	wear	&	Cover-ups	di	vi	sions.	Can	di	dates

must	have	a	strong	knowl	edge	of	gar	ment	con	‐

struc	tion	in	knits	and	wo	ven	and	trou	bleshoot

po	ten	tial	pro	duc	tion	is	sues	be	fore	sam	ples	are

made,	for	both	aes	thetic	&	cost	pur	poses.

Needs	to	be	a	team	player	that	works	well	in	a

fast	paced	en	vi	ron	ment	and	be	able	to	pri	or	i	‐

tize	work.	Min	i	mum	of	5	years’	ex	pe	ri	ence	re	‐

quired.	Knowl	edge	of	Ger	ber	and	Ex	cel	a	must.

Qual	i	fied	ap	pli	cants,	please	email	your	re	sume

to:	gchris	tian	son@	for	tune	swim	wear.	com

ASSISTANT	DESIGNER

Girls/Tweens	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

•TECHNICAL	DESIGNER

Skills	re	quired:

-Knowl	edge	of	CADS	and	TECH	Packs	

-Some	Fab	ric	knowl	edge

-	Mea	sure/eval	u	ate/	pre	pare	gar	ments	for	

fit	ting.	

-	Strong	or	ga	ni	za	tional	skills	and	the	abil	ity	to

thrive	in	a	dead	line-dri	ven	en	vi	ron	ment.

Re	quired	exp:	-	3-5	years	of	ex	pe	ri	ence.

Con	tact	Nick	3237808250	or	3106946741

JR	&	MISSY	DESIGNER	&	ASSISTANT

Jr	&	Missy	de	signer	with	graphic	ex	pe	ri	ence,

high	pro	fi	ciency	in	Pho	to	shop	&	Il	lus	tra	tor.	Must

have	exp.	in	screens,	dyes,	sub	li	ma	tion.	Need

fab	ric	knowl	edge	in	knits.	Able	to	ex	e	cute	art

needs	quickly.	Email:	evcr@	evcr.	com

SENIOR	DESIGNER

We	are	seek	ing	an	ex	pe	ri	enced	Se	nior	De	signer

with	at	least	5	years.	Must	be	ex	pe	ri	ence	in	all

as	pects	of	de	sign.	must	be	de	tail	ori	ented,or	ga	‐

nized	and	be	able	to	multi	tasks.	Good	com	mu	‐

ni	ca	tion	skills	and	must	be	com	puter	lit	er	ate.

Please	send	res.	to:	mpaguio@	vel	veth	eart.	com
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Made in America

Textile Preview with Tech Fo-
cus and LA Textile Resource 
Guide*
Findings & Trimmings Special 
Section
Made in America Advertorial 
Findings & Trimmings Adver-
torial 

Bonus Distribution
Interfiliere 9/27-28
LA Textile Show 10/2–4

September 22
Cover: Fiber & Fabric 
Technology

Industry Focus: Retail
Real Estate

Bonus Distribution
Factory Direct 9/25–27 
LA Textile Show 10/2–4
LA Majors Market 10/2–4
Coast Nashville 10/5–6 
ALT 10/9–11
Designers & Agents LA 10/9–11
LA Fashion Market 10/9–12
Atlanta Apparel 10/11–15
Art Hearts Fashion Runway

Call Jeffery Younger at 213-627-3737 ext. 280  
to place your ad

Hyperlink your ad for best results

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

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 AvailableBuy, Sell and Trade 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)

WE	BUY	FABRIC!

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

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

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

267-0010

•WE	BUY	ALL	FABRICS	AND

GARMENTS*

WE	BUY	ALL	FAB	RICS	AND	GAR	MENTS.	No	lot	

too	small	or	large.	In	clud	ing	sam	ple	room	

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

Solids	Ap	parel	and	home	fur	nish	ings	fab	rics.	

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

gar	ments.	Con	tact:	Michael	

STONE	HAR	BOR	(323)	277-2777
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