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UCLA Anderson Forecast 
Shines a Light on the 
Troubled Retail Industry

Even though the U.S. economy has been chugging along at 
a steady pace for several years now, much of the retail industry 
has been left out of this picture of prosperity, with certain sec-
tors shedding jobs at a rather alarming rate.

In one year, retail employment declined by 29,000 
jobs. What had been the second largest private-sector employ-
er in the United States has dropped to the fourth largest.

“What is significant here is that we are seeing a decline in 
retail employment in a growing economy,” said Jerry Nickels-
burg, senior economist and director of the “UCLA Anderson 
Forecast,” an economic forecast released on Sept. 27. 

While grocery stores and big-box discounters are in posi-
tive territory, the biggest losers have been department stores 
and outposts that sell furniture, electronics, appliances, cloth-
ing, building supplies, sportswear, books and hobbies.

By Deborah Belgum Senior Editor

With the star power of Tyra Banks and Kobe Bryant 
making speeches, National Retail Federation’s Shop.
org convention made the case that digital commerce was 
on a course to grow even more prominent with the help of 
burgeoning technologies such as voice technology, artifi-
cial intelligence and virtual reality.

Dubbed “This Is Digital,” the retail tech summit and 
trade show ran Sept. 25–27 at the Los Angeles Conven-
tion Center in downtown Los Angeles.

Marc Lore, who was celebrating his one-year anniver-
sary as president and chief executive officer of Walmart.
com, said that the go-go growth in digital commerce would 
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A Fred Segal boutique emporium opened for business 
Sept. 26 at the edge of the Sunset Strip in West Hollywood, 
Calif.

The 13,000-square-foot store, located at the corner of La 
Cienega and Sunset boulevards, displays the iconic red, white 
and blue Fred Segal logo that has identified the retailer since 
the 1960s, when the retailer’s locations in Los Angeles and 
Santa Monica, Calif., became landmarks on the Los Angeles 
boutique scene. The locations, which housed a community of 

separate shops, were famous for starting trends in boutique 
fashion and also made the reputations of many California 
fashion lines over the past five decades.

However, the new store is being positioned as a Fred Segal 
for a new era. “We captured the spirit of Fred Segal,” said 
John Frierson, president of Fred Segal. “But we look to the 
future. It’s a new community.”

The shop is located on a hill, which gives it a commanding 
view of Los Angeles. The company had previously announced 
a slate of retailers set to do business at the new Fred Segal. It 

As the retail industry has changed into a split personal-
ity of online and offline shopping, so too has the factoring 
industry that finances manufacturers’ production and sales to 
clients.

Factors are getting more sophisticated with technology to 
ease the process of applying for money, checking on retailers’ 

creditworthiness and collecting funds.
Inventory financing, trade financing, term loans and acqui-

sition financing have become more common.
While there are fewer bricks-and-mortar stores out there 

these days, there is still a healthy demand for clothing sold 
in various venues.

We asked a host of factoring-industry experts how their 
world has changed over the last few years.

How the Factoring Industry Has Adapted  
to a Changing Retail World

WALKER CATWALK: Retailer Elyse Walker presented Fall 2017 looks at a private reception at her eponymous boutique in 
Newport Beach, Calif. For more from the event, see page 2. 

By Andrew Asch Retail Editor

By Deborah Belgum Senior Editor
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After more than 18 years of running an in-
fluential boutique on Los Angeles’ Westside, 
and dressing Los Angeles’ women in design-
ers such as Balenciaga, Balmain and Botte-
ga Veneta, among other labels, Elyse Walker 
produced her first presentation of Fall looks 
on Sept. 21.

It took place at the Zinqué restaurant by 
the 1-year-old Elyse Walker boutique in 
Lido Marina Village in Newport Beach, 
Calif., which is her second physical store. 

Walker produced two events on Sept. 21. 
There was a dinner for 30 of the VIP cus-

tomers for the Newport Beach Elyse Walker 
store. There also was a luncheon presenta-
tion for press and Orange County–based 
bloggers earlier in the day.

Models displayed 15 head-to-toe looks 
styled by Elyse Walker. Walker said that the 
trends reflected what she had seen on run-

ways and at markets in Milan, Paris, London, 
New York and Los Angeles. Cresting trends 
included velvets and metallics.

Brands and vendors seen at the presenta-
tion included Michelle Mason, Iro, A.L.C., 
Saint Laurent, Alexander Wang and Pro-
enza Schouler.—Andrew Asch

Headlines say that fashion retail is being 
pummeled. Others believe a bright future is 
coming into focus.

Those two points of view were at the 
center of a panel discussion called “Where 
Does Retail Go From Here?” It followed a 
Sept. 27 presentation of the “UCLA Ander-
son Forecast” on the campus of the Univer-
sity of California, Los Angeles (see related 
story, page 1.)

Speaking on the panel were two business-
men in the middle of a turbulent retail scene 
that many hope will take a turn for the better. 
One was Art Coppola, chairman and chief 
executive officer of Macerich, which owns 
and operates several retail centers, including 
the Los Angeles-centric Westside Pavilion 
and Santa Monica Place. 

The other was Gary Schoenfeld, who 
joined surfwear–inspired Pacific Sunwear 
of California in 2009 and then led it through 

a bankruptcy before leav-
ing the company this year. 
Previously he had been 
with Vans.

Schoenfeld observed 
that historians will remem-
ber the current time as an 
era of change on par with 
the Industrial Revolu-
tion. It is a time of great 
experimentation for re-
tail, with the big winner 
being Amazon.com. A 
slide in Schoenfeld’s pre-
sentation forecast that by 
2020, Amazon’s total sales 
could exceed that of all of 
America’s regional malls 
combined.

During this time, retailers such as Macy’s 
will continue to be challenged and, with the 

exception of top-level 
retail centers, malls will 
continue to have a tough 
time, Schoenfeld said. 

He suggested that re-
tailers must always chal-
lenge themselves with 
questions such as “Why 
do customers need you?” 
“Do you offer a focused 
assortment and a prover-
bial curation that will at-
tract shoppers?” “Do you 
offer a compelling ex-
perience that will attract 
shoppers?” “Do you offer 
an omni-channel experi-
ence?”

Coppola forecast that 
digital commerce was going to pave the way 
for a retail environment that can withstand 

many challenges. “This is an Age of Aquar-
ius for brands. This is their time to rock ’n’ 
roll,” he said. 

During this time, many brands will start 
out online with a direct-to-consumer model. 
Then they will develop and mature their 
online business before opening bricks-and-
mortar stores. “They build a community on 
the web. When they open a store, they are 
guaranteed winners,” Coppola said.

The shopping center magnate forecast 
that the business model for malls with prime 
locations is still robust. He characterized 
malls as being in the town-square business. 
“There’s a bet that a lot of people will step 
back from being socia, that they’ll stay 
home,” he said. “I think it’s a dumb bet.” 

Before the panel finished, Coppola and 
Schoenfeld agreed that the two points of 
view could exist in the same market.

—Andrew Asch
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LA Textile

Sourcing at LA Textile
LA Majors Market
California Market Center
Los Angeles
Through Oct. 4

“Sourcing for a Sustainable 
Future,” presented by FGI-LA
FIDM
Los Angeles

Oct. 4
Fashion Week San Diego
Various venues
San Diego
Through Oct. 8

Oct. 5
Art Hearts Fashion
Beverly Hilton Hotel
Los Angeles
Through Oct. 8

Coast
Track One
Nashville
Through Oct. 6

Oct. 6
“Light and Shadow,” presented 
by Swarovski
Bullet Gallery
Los Angeles

Oct. 9
Los Angeles Fashion Market
California Market Center
Cooper Design Space
The New Mart
Gerry Building
824 Building
Lady Liberty Building
Primrose Design Building
Academy Awards Building
Los Angeles
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PacSun Executive and Shopping Center Guru Talk About Retail’s Fall and Possible Rise

Gary Schoenfeld

Fall Styles, According to Elyse Walker

Elyse Walker
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Other winners have been gas stations, auto dealers, personal-
care stores and e-commerce sites, according to the forecast.

“Over the past decade, only supercenters and grocery stores 
have remained intact under the competition with e-commerce,” 
noted William Yu, an economist with the UCLA Anderson 
Forecast. “In terms of percentage change, the supercenters and 
e-commerce providers are the two biggest winners 
while department stores and furniture stores are the 
biggest losers.”

From 2007 to 2016, supercenters such as 
Walmart created 432,000 jobs. The second larg-
est job generators were grocery stores such as 
Whole Foods and Trader Joe’s, adding 245,000 
jobs. 

On the other end of the spectrum, retail job 
growth was aggressive for e-commerce retailers 
such as Amazon.com, which showed an uptick of 
98,000 jobs during that 10-year time period.

In contrast, department stores lost 282,000 
jobs, furniture stores shed 100,000 positions, 
and electronics and appliance stores were down 
61,000 jobs. 

When the retail industry is analyzed from Au-
gust 2016 to August 2017, the e-commerce retail 
sector had a robust 5.3 percent growth in jobs. The second 
fastest-growing segment were auto dealers, parts stores and 
gas stations because of the continued boom in car sales, which 
have been helped by low gas prices. 

What is surprising is that in that one-year period, building-
supply and furniture stores reversed their long-term decline in 
jobs due to the continued recovery of housing markets across 
the country. 

Some would ask why retail jobs growth isn’t stronger with 
Amazon expanding at a brisk rate. That’s because many of 
those jobs at Amazon are not really retail jobs but positions in 
warehouses, transportation companies and order-filling ven-
ues. 

When the retail industry was analyzed by metropolitan cen-
ters between 2007 and 2016, it showed that New York had 15 
percent total employment growth while it had an 18 percent 
growth in retail jobs. Orlando, Fla.’s total job growth was 11 

percent while its retail job growth was 18 percent, and Miami’s 
job growth was 7 percent while its increase in retail growth was 
10 percent.

On the other end of the scale, San Francisco saw a 22 per-
cent increase in jobs during that 10-year period but jobs in the 
retail industry barely budged, increasing 0.6 percent. Los An-
geles’ total job growth was 3 percent, but its retail job growth 

was -0.9 percent. 
Economists were unable to completely explain these dis-

crepancies but noted that when a city has a thriving tourist in-
dustry, local stores benefit from the influx of visitors. 

Tax cuts and infrastructure

On the national front, the economy continues to move for-
ward with modest growth in real GDP (gross domestic product) 
and relatively strong gains in employment. 

David Shulman, senior economist for the UCLA Anderson 
Forecast, predicts that real GDP will grow 2.1 percent this year 
and then rev up a bit next year with a 2.8 percent GDP rise and 
then taper off in 2019 with a 2.1 percent GDP growth.

“The economy is good but not great,” he said, noting that 
chaos in Washington, D.C., hasn’t dampened economic prog-
ress. “”The economy has been cooking along as if Washington 

were irrelevant. Things change there week to week right now.” 
Tropical storms Harvey and Irma—which hit Texas, Flor-

ida and surrounding areas—are expected to lower economic 
growth in the current quarter and possibly into the fourth quar-
ter of this year.

But next year, as rebuilding occurs in those areas, the econ-
omy will get a boost in housing and infrastructure construction 

and purchases of appliances and automobiles, Shul-
man noted. 

He estimates that the post-hurricane rebuilding 
effort could amount to $200 billion to $300 billion 
in government and insurance spending. “Indeed, the 
dollars will flow more rapidly compared to Hurri-
cane Katrina in 2005 because FEMA [the Federal 
Emergency Management Agency] is accepting ap-
plications via smartphones,” he explained.

The UCLA Anderson Forecast is predicting 
that Congress, not the White House, will probably 
take the lead to pass a $1.6 trillion tax cut—split 
between corporations and individuals—that will be 
beneficial to the economy over the next 10 years. 
Shulman expects Congress to reduce the 35 percent 
corporate tax rate to 20 percent and eliminate sev-
eral business deductions and loopholes.

“However, if we are wrong on the tax cuts, 
growth in 2018 will be slower than what we are now project-
ing,” Shulman noted. 

Along with tax cuts, the UCLA Anderson Forecast is ex-
pecting Congress to pass a $250 billion infrastructure program 
and dramatically increase defense spending because of global 
tensions rising with other countries, particularly with North 
Korea. 

“Aside from defense, the sources of growth over the next 
two years will come from consumption, housing [in 2018] and 
equipment spending,” Shulman added.

Inflation will increase modestly, running slightly above the 2 
percent range. The combination of full employment and some-
what higher inflation will prompt the Federal Reserve to con-
tinue its modest tightening path by raising interest rates roughly 
0.25 percent per quarter into 2019. 

Real consumption spending is expected to grow just under 3 
percent in 2018 and remain strong into 2019. ●
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NEW YORK—Though the news is rife with stories about 
internet retailers hammering bricks-and-mortar stores, at the 
Designers and Agents trade show, which took place Sept. 
16–18, independent fashion boutiques—and the specialty 
brands they carry—were alive and well.

“Business is good,” said Ed Mandelbaum, who founded 
D&A 21 years ago. For the upscale customer seeking a cu-
rated mix of products, he said, “that woman is shopping. Not 
all levels are. The department-store woman is running some-
where else. Our retailers are healthy.” 

These included a few major, multichannel retailers such as 
Barneys New York and Anthropologie, as well as specialty 
online retailers like Net-a-Porter and Gilt Groupe, over-
seas specialty stores such as Fenwick (U.K.), and many lo-
cally focused boutiques such as Henry Lehr (East Hampton, 
N.Y.), Capitol (Charlotte, N.C.) and New York City shops 
including Hotoveli and John Derian.  

These buyers were courted by more than 300 apparel 
brands exhibiting at D&A. “I get almost all of my business at 
D&A,” said LA–based handbag designer Kim White, whose 

creations include bags made from vintage automobile tex-
tiles. “Mostly boutiques, with a few other stores, all bricks-
and-mortar.” 

Kevin Powers of C6ixShoes, a U.S. distributor for the 
Italian brand Shoto, said his business is also boutique driven. 
He noted that though this edition of D&A was “one of the 
best shows we’ve done in a long time,” competition from 
online retail is an ongoing challenge. 

“On a $550 shoe, the tax alone is worth buying online. So 
you have to carry what [online retailers] don’t have or beat 

them on price—but you’ll never beat them on 
price.” 

How does a specialty brand compete? 
“Make sure it’s at the boutique level,” 

Powers said, pointing out the hand-dyed 
leather of a Shoto boot. “That will keep driv-
ing the customer back to the boutique.” 

New York–based designer Christine Al-
calay, who debuted at D&A last year as part 
of the Made in New York initiative, also saw 
brisk sales. “I printed out 40 line sheets, and 
I have two left,” she said. “D&A is a great 
show because people are here to really do 
business.”

Mandelbaum said that 70 percent of 
D&A’s exhibitors come back repeatedly. 
“We’re about clarity—putting together the 
creative with the right stores, so commerce 
gets done,” Mandelbaum said. —J.D. 

NEW YORK—More than 1,000 apparel brands came to 
the Coterie trade show, which took place Sept. 17–19 at the 
Jacob Javits Center in New York. 

They included well-known names Kenneth Cole and 
Spanx, established contemporary brands Nicole Miller and 
Laundry by Shelli Segal, edgier labels  Zadig & Voltaire 
and Nanette Lepore, denim and lifestyle brands Lucky 
Brand, Mavi and AG Adriano Goldschmied, and acces-
sories brand Alexis Bittar jewelry.  

All came to court buyers both large and small—from spe-
cialty boutiques to major department stores. Coterie, which is 
owned by UBM, was held concurrently at the Javits with sever-
al other trade shows under the UBM umbrella, including Stitch, 
Accessories The Show , 
Moda ,  Pooltradeshow , 
Sole Commerce, Fame and 
Sourcing at Coterie.

The handbag brand Ham-
mitt saw a mix of current 
and new accounts at Cote-
rie. Asked if the LA–based 
company is also LA made, 
founder Tony Drockton said, 
“People say they care [if 
it’s made in the U.S.], but 
they vote with their wallet. 
The skilled artisans I need 
are hard to find in quantity 
in LA.” He added that he 

is able to achieve high quality and quick turnaround times 
with overseas manufacturing thanks to “good data and good 
supply-chain management.” 

Amid the many well-established brands doing business 
at Coterie, emerging designers also found the trade show 
to be a worthwhile investment. The British brand Charles 
Mallory London, which makes retro compact mirrors, was 
making its U.S. debut at Coterie. “As a result, we’re now in 
17 stores,” said the brand’s director of development, Stepha-
nie Hazard. “The support from Coterie has been terrific. Ev-
erything from assigning us an account manager to walk us 
through the process to putting us in touch with stores who 
were going to be here—it’s really full service.”

Another emerging brand at Coterie was Clair de Lune knit-
wear, which was showing 
there for the second time. 

“It’s our second season, 
so we’re fairly new,” said 
rep Brian Cahill. “Some 
buyers have been placing 
orders, and others have just 
come by and complimented 
the line.” Pointing to the 
French lace trim on some 
of the brand’s cashmere 
sweaters, he added, “Some 
want a more tailored look 
than we have right now, so 
we’re getting great feed-
back too.” ●

NEW YORK—Designers weren’t the only ones showing 
their wares during New York’s September trade shows. On 
Sept. 18, cloud-based technology company NetSuite hosted a 
networking event after the Coterie and Designers and Agents 
shows. The 45 attendees included reps from NetSuite’s current 
customers (including Tommy John, Isaia, Hammitt and Mz 
Wallace) and other brands including Untuckit, Derek Lam, 
Denim and Soul and Authorized Luxury Group. 

“There are three sides to the apparel business,” said Matt 
Rhodus, NetSuite’s director for retail. “Manufacturing, whole-
sale, and retail. Traditionally apparel brands needed one piece 
of software to run their production, another for wholesale and 

another for B2C. NetSuite is one cloud-based company that 
does all of that.” 

The handbag brand Hammitt started using NetSuite when 
it launched nine years ago. “It was the only one offering a 
true cloud-based solution, which was ERP [enterprise resource 
planning] to CRM [customer-relationship management] and 
everything in between,” said founder Tony Drockton. 

At that time, NetSuite was not pursuing fashion clients spe-
cifically, and it continues to offer solutions for many business 
types. These include SuiteSuccess, released earlier this year, 
a cloud-based platform that allows clients to handle multiple 
functions—business intelligence, ERP, financials, accounting, 

human resources, inventory management, point-of-sale, e-
commerce and customer-relationship management—without 
investing in hardware or IT staff.

In 2015, NetSuite began targeting fashion, now its fastest-
growing sector. In 2016, the company released the NetSuite Re-
tail Apparel Edition, which was recently adopted by Draper 
James, the style brand founded by Reese Witherspoon, to pow-
er its growth in e-commerce and brick-and-mortar retail. 

“NetSuite realized we’re well positioned for these brands,” 
Rhodus said. “All we had to do was develop a strategy for go-
ing after that market and tying it all together. That’s exactly 
what we did.” —J.D.
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Mark Bienstock, Managing Director, 
Express Trade Capital

The retail and apparel landscape has un-
dergone a dramatic transformation over the 
last 12 months. 

With the continued contraction of retail-
ers and the change toward online purchas-
ing, apparel manufacturers are left with 
fewer sales avenues. 

Unless they have been proactive in work-
ing the e-commerce arena, they are destined 
to see a continued slide in their annual sales 
volume. 

The apparel industry is no longer an at-
tractive venue for families that looked to 
pass the keys down to the next generation. 

From a financier perspective, we are 
willing to lend on inventory and provide 
purchase-order financing in addition to fac-
toring where many of the lenders that did 
business in the apparel space have now ex-
ited it. 

You must have a true passion and under-
standing of the apparel industry in order to 
deal with the ever-changing challenges that 
affect our industry.

Sydnee Breuer, Executive Vice President, 
Rosenthal & Rosenthal

The apparel factoring business has 
changed quite a bit over the past few years.  
Except for highly seasonal businesses 
(swimwear, outerwear, etc), it used to be 
very difficult to get an inventory loan that 
was not capped at the same amount of the 
receivable loan.  

Due to the rise in e-commerce, which 
generates very little in receivables but re-
quires higher inventory lending, it is becom-
ing more common to have higher inventory 
loans than accounts-receivable loans. In 
fact, in our portfolio, we even have invento-
ry-only loans for pure e-commerce clients, 
which we wouldn’t have considered just a 
few years ago.  

This can make it more difficult to get 
financing for the apparel manufacturers if 
their incumbent lender hasn’t changed this 
requirement. 

Gino Clark, Managing Director, Originations, 
White Oak Commercial Finance

The retail and apparel sector is always 
evolving. The current omni-channel retail 
environment provides a tremendous amount 
of data and information, providing real-
time access to insights regarding consumer 
behavior, purchasing patterns and tastes. 
For the consumer, mobile shopping and 
exploration have facilitated access to more 
choices, better shopper comparison tools 
and on-demand shopping opportunities 
(e.g., Amazon Prime). 

These market dynamics are also lead-
ing to more efficient markets and acceler-
ated trend cycles. The most popular apparel 
item today may be out of style next month 
as a consumer moves rapidly onto the 
next “big thing.” Given these rapid develop-
ments, we believe no other industry is better 
at understanding and meeting the changes 
of its consumers.

These conditions are creating new op-
portunities for apparel manufacturers, im-
porters and wholesalers who are exploring 
new revenue streams. This is an exciting 
time! Gone are the days when a company 
had simply five or six bricks-and-mortar 
customers. 

Now, they may have five bricks-and-
mortar customers, in addition to 15 e-com-
merce customers, and then also sell directly 
to the consumer through their own channels.

To address these changes it is important 
that factors and financiers are innovating 
alongside their clients. At White Oak Com-
mercial Finance, we are providing more 
flexibility than ever before. For example, 
rather than just purchasing or lending on re-

ceivables, we are lending against different 
assets such as inventory. 

In addition, we are lending at differ-
ent points in the supply chain. Companies 
are approaching us in search of trade-fi-
nance solutions as well as traditional fac-
toring. As long as a company has a strong 
management team, can demonstrate growth 
and isn’t afraid to explore new revenue 
streams, it will find a multitude of financing 
options.

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

The apparel-factoring business has 
changed concurrent with the changing busi-
ness climate. That said, I don’t think it is 
necessarily harder or easier for apparel 
manufacturers to get financing. It all de-
pends on your particular situation.

If you have a customer list that isn’t cred-
itworthy, you will still not find a factor to 
finance you. There was a time when a large 
customer concentration was an issue that 
could affect both manufacturers and fac-
tors. With the decline of retailers, the fac-
tors have adjusted to allow for larger sales 
concentrations of creditworthy customers, 
allowing manufacturers to do more business 
with fewer retailers.

Inventory financing has become an im-
portant component of factor financing. 
There was a time when this was a rare oc-
currence, but now it is almost always part of 
the factoring formula. Inventory financing 
provides additional cash flow to the manu-
facturers.

With fewer factoring companies, due to 
significant consolidation in the factoring in-
dustry, there are fewer options for apparel 
manufacturers. But with fewer options, and 
fewer apparel companies seeking factor-
ing, the surviving factoring companies have 
become more competitive with commis-
sion rates, interest rates and other fees. So 
pricing has come down in many instances, 
which makes it more affordable to factor 
financing.

Due to the lack of traditional factoring 
opportunities, many—if not most—factor-
ing companies now offer asset-based lend-
ing (ABL). This differs from factoring as 
the lender does not guarantee its custom-
ers’ accounts receivable but merely lends 
against the open accounts receivables as 
well as providing inventory financing. This 
has created more opportunities for the lend-
ers and, in turn, a different way to finance 
an apparel business at a lower cost.

Robert Meyers, Chief Commercial Officer, 
Republic Business Credit

Traditional apparel factoring remains 
mostly unchanged over the past few years. It 
is often difficult for companies entrenched 
within a specific market to evolve, as we 
have seen with companies such as Kodak, 
Blackberry and Toys R Us. 

Typically, companies that respond to 
changes with flexibility and innovation 
are able to meet their evolving consumers’ 
needs. Apparel factoring companies consis-
tently monitor monthly trends such as aver-
age days to pay, short payments and bank-
ruptcy risk across the retail industry.  

The most recognizable evolution that 
apparel companies should observe is the 
adoption of technology by their factoring 
companies. In most cases, the introduction 
of new technology improves the customer’s 
journey while aiding in quicker access to 
better-quality information.

One example of the many adoptions 
is the ability to sync or integrate your ac-
counting system with the factoring com-
pany. Republic Business Credit recently 
developed a client-interface system to help 
its prospective clients complete the appli-
cation process within a few minutes. The 
online process helps to greatly speed up 
the underwriting process, reduces paper 
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and the necessity to print documents. It further enables the 
factor to receive current information across receivables ag-
ings, which list unpaid customer invoices, payable agings 
and month-end financials. RBC’s online model is similar 
to when individuals would use their Facebook or Google 
login to speed up the sign-in process to a new website.   
It is easier for apparel manufacturers to get financing than it 
has ever been. Over the past few years, many apparel factor-
ing companies began offering asset-based lending products 
to customers. Competition in this sector is high, as there are 
more lenders, lower interest rates and increased funding of-
fered on additional assets.  

While it is easier for apparel companies to access fund-
ing, it remains true that not all funding is created equal. 
Some of the newer financing options will come at higher 
interest rates, lower advance rates and a more pessimistic 
view, which can reduce their willingness to take appropriate 
retail risk.  

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

The factoring industry continues to reflect many of the 
underlying changes that occur in the retail and wholesale 

sectors. As in the retail sector, we have our share of owner-
ship changes and consolidation. On a macro level, new own-
ership groups have entered the market, such as White Oak 
Commercial Finance acquiring Capital Business Credit. 
Others have become part of bank groups such as CIT buy-
ing OneWest Bank. Other changes that will affect the land-
scape are expected in the coming months. 

On a transactional basis, factors are more regularly offer-
ing financing products that go beyond the traditional param-
eters of accounts-receivable services and advance factoring. 

Inventory financing, trade finance, term loans and acqui-
sition financing are commonplace now. Concentration risk, 
which has magnified as the retailer base has shrunk, is a fact 
of life now. Today, factors are more flexible in how they ap-
proach this risk. 

As retailer technology requirements evolve, it’s not only 
apparel vendors that need to look forward. Factors have had 
to make significant investments in processing technology 
and online portals to remain technically compatible with 
both our clients and their customers. 

It’s easier than ever for prospective factoring clients to 
obtain financing and/or factoring services. Technology has 
made communication faster and allows for both apparel 

companies and factors to find each other quickly regardless 
of geography. 

Information once prepared can be communicated and 
evaluated much quicker, which results in faster decisions. 
No doubt the customer risk requires more in-depth analy-
sis by the factor, especially with companies selling to major 
department stores. However, apparel companies are getting 
a much greater level of guidance vis-à-vis their customers. 

The current retail environment presents every apparel 
company with unprecedented challenges covering every as-
pect of the business. Factoring today provides clients with 
better and faster information on customers and other risks. 
We take on greater and more concentrated risk, provide far 
greater levels of financial support and have invested heavily 
in reporting. 

Lastly, the total out-of-pocket costs to the client have 
come down significantly. 

Kevin Sullivan, Executive Vice President, Wells Fargo Capital 
Finance

The primary change that we’ve seen within the market-
place is a continued focus on consolidation within the appar-

INDUSTRY FOCUS: FINANCE

Mark Bienstock, 
Managing Director, 
Express Trade Capital

Sydnee Breuer, 
Executive Vice 
President, Rosenthal & 
Rosenthal

Gino Clark, Managing 
Director, Originations, 
White Oak Commercial 
Finance

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

Robert Meyers, Chief 
Commercial Officer, 
Republic Business 
Credit

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

Kevin Sullivan, 
Executive Vice 
President, Wells Fargo 
Capital Finance

Ken Wengrod, 
President, FTC 
Commercial Corp.

➥ Finance page 8

When you have immediate cash needs to support seasonal 

demands, growth and more, you want direct access to your 

bank’s decision makers, and you want them to understand 

your business.

Sterling believes strong relationships with our clients lead to 

individual unparalleled service and tailored finance solutions.

Our team delivers a personalized approach to secure the needs 

and successes of each client. 

Financing Solutions Include:

Traditional Factoring  • Credit Protection • Vendor Finance • 

Inventory Financing • Equipment Financing • Payroll Financing • 

Acquisition Financing • Asset-Based Lending • Cash Management

For more information, please contact:

John LaLota
Division President, Commercial Services
212-575-4415 | jlalota@snb.com | snb.com

Feel confident in the expertise,
and responsiveness of
Sterling’s Factoring and Trade
Finance professionals.

Expect extraordinary.Expect extraordinary.

01,3.6-8,10-11.cover.indd   7 9/28/17   6:29 PM



At American Ap-
parel, founder Dov 
Cha rney  worked 
with software and 
equipment from Los 
Angeles–based tech-
nology company Tu-
katech. For his latest 
manufacturing ven-
ture, Los Angeles 
Apparel, Charney is 
returning to Tukat-
ech solutions. 

Charney worked 
with Tukatech’s de-
sign development 
and patternmaking 
solutions, as well as 
its marking and grad-
ing software and pro-
duction equipment. 

“I know Tukatech, 
they helped me set up 
state-of-the-art design 
and production sys-
tems with Tukacad, 
Tuka 3D for virtual samples, automatic 
fabric spreaders, automatic cutters for pro-
duction, Smartmark, which saves me time 
and fabric, even a laser cutter for my devel-
opment,” said Charney, in a company state-
ment. “Without these affordable systems, 
making in LA will be just a dream.”  

Charney’s vision for Los Angeles Ap-
parel is to produce quick-turn merchan-
dise made from U.S.-made textiles. He has 
opened a manufacturing plant in South Los 
Angeles, where his 350 employees design 
and produce T-shirts, sweatshirts, cotton 
bodysuits and swimwear for screen printers, 

apparel decorators and 
apparel companies. 
Currently, the factory 
can produce 140,000 
units per week and by 
mid-2018, Charney 
projects capacity to 
double and staffing to 
exceed 1,000 employ-
ees. 

“While designing 
the game plan for the 
new operation, Dov 
and I sat down and 
worked a plan to au-
tomate every possible 
step, I love his energy 
and his passion, add-
ing his knowledge 
of yarns to fabrics 
to products to fit is 
absolutely a unique 
formula for success,” 
sa id  Ram Sareen, 
chief executive of-
ficer and Tukatech 

founder, in a company statement. 
Founded in 1995, Tukatech provides 

2-D/3-D apparel software for patternmaking 
and virtual sample making, cloud applica-
tions for global communication, and apparel 
manufacturing equipment. The company has 
a large international customer base, and all 
systems include unlimited training, consult-
ing, process engineering and implementa-
tion. 

For more information about Los Angeles 
Apparel, visit www.losangelesapparel.net. 
For information about Tukatech, visit www.
tukatech.com.
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el industry. Manufacturers and importers are 
seeking strategic partnerships, which leads 
to a greater need for acquisition financing. 

We’ve helped a number of our clients 
acquire companies that have either great 
brands, solid niches within a given market 
or a customer base that complements that 
of the acquiring company. In many cases, 
the companies acquired are fundamentally 
good businesses that simply may not have 
the capital resources to grow and decide to 
partner up with another industry player. 

While it’s true that some lenders have 
pulled away from the apparel industry due 
to the recent spate of retail bankruptcies, 
Wells Fargo has always viewed apparel as 
a very vibrant industry sector with great en-
trepreneurs who always manage to navigate 
through difficult times. 

We see solid opportunity for companies 
with strong, management teams and the 
capital base and flexibility to deal with the 
changing retail landscape. The overall econ-
omy remains reasonably strong and many of 
our clients are actually showing nice growth 
in 2017, albeit with a customer base that is 
maybe somewhat different from previous 
years.

The bottom line is that for companies 
who have adjusted to the reality of the 
changing retail marketplace, there remains 
plenty of financing available. 

Ken Wengrod, President, FTC Commercial 
Corp.

The most pertinent change in the recent 
retail and apparel landscape has been the 
evolution of technology and data mining. 

Today, the consumer is able to see an ap-
parel item online and expect to have it al-

most instantaneously. 
The apparel world has just caught up to 

the cosmetics world, where the focus was 
solely on their ultimate customer for years. 

Consumers are changing their purchasing 
habits from bricks-and-mortar stores to on-
line purchases because of its vast selections 
and ease of buying. This phenomenon has 
caused manufacturers to distribute directly 
to their consumers instead of retailers, and 
the focus on consumers is now magnified. 

This evolution detrimentally impacted 
those retailers who did not adapt along the 
way, which is evidenced by the recent clo-
sure of nearly 10,000 retail stores this year 
due to cutbacks and bankruptcies. It also 
negatively impacted those retailers who 
overexpanded for the last 10 years, employ-
ing their same dull platform. 

These events have significantly impacted 
the financial condition of the retail-credit 
community, causing a deterioration in many 
factors’ collateral. The stronger the collater-
al base, the easier it is for factors to finance 
those sales. The overall credit decline of 
U.S. retailers has made it more difficult to 
finance these retail operations. The factors 
now have to create new avenues of financ-
ing for the manufacturers with this shift in 
distribution, such as creating ways to fi-
nance direct-to-consumer sales. 

Also, it is time for manufacturers to ex-
pand their distribution worldwide and not 
rely so heavily on the changing U.S. retail 
landscape. There’s a huge untapped poten-
tial in expanding business by exporting to 
the 95 percent of global consumers who live 
outside of our borders. 

In particular, European and Asian con-
sumers are craving U.S.-made and -de-
signed merchandise. Manufacturers should 
be sourcing new potential retailers as well 
as consumers in these foreign markets. ●
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When the Ralph Lauren design group 
was given the task of creating the 
U.S. Olympic team’s opening- and 
closing-ceremony outfits for the 2016 
Rio Summer Games, they began 
searching for the perfect fabrics 
(Made in the USA). RL turned to one 
person — Asher Shalom, president 
of Los Angeles–based Asher Fabric 
Concepts. Asher was the man 
they trusted to come up with knit 
fabrications that would meet Lauren’s 

precise and demanding standards. 
“They had two colors, a deep red 
and an ink blue, in 100 percent 
cotton,” Shalom recalls. “They 
wanted them to be as deep and bold 
as the colors in a technical fabric, but 
none of the dye houses could make 
it.” Shalom went hunting for the 
right dyes, finding them ultimately 
in Germany and importing them 
for Lauren. “I will go anywhere,” 
he says, “to get what a client 
needs.” 

The Israeli born fabric developer 
started his 42-year career in 
Tel Aviv producing high-end 
swimwear and has now come to 
be the go-to fabric supplier for 
clients big and small. Shortly after 
arriving in Southern California in 
1989, he founded the well-known 
textile company Texollini, which he 
ran for 10 years. “I love the fashion 
part of the textile industry,” he says. 
“To compete with China and all the 
big guys in mass production wasn’t 
my intention. So I chose to go in a 

different direction.” That direction 
is Asher Fabric Concepts, which 
produces a staggering variety of 
cutting-edge, premium/high-quality 
knits, made in the USA, for the 
better contemporary and activewear 
markets. 

Asher Fabric Concepts consists of 
a 4,400-square-foot, 18-employee 
showroom, just outside of downtown 
LA, in a trendy area. On top of 
the spacious showroom, there is 
a 52,000-square-foot factory and 
warehouse in Vernon. Asher Fabric 
Concepts boasts, justifiably, that its 
2016 sales were “about 25 to 30 
percent more than 2015,” Shalom 
notes. 

What draws Asher’s devoted 
designers and brands to 
purchase and have such 
strong loyalty to Asher Fabric 
Concepts? Shalom can point to 
a number of factors that have 
made his company a leader 
in its field. It starts, of course, 
with quality. “The quality issue 
is huge,” Shalom says, and 
production is the key. “All the 
profits I am putting back into 

the company, buying more and better 
equipment,” he asserts. That includes 
last year’s hefty investment in 26 elite 
Santoni knitting machines from Italy, 
which spin out a range of fabrics 
from a 3-gauge, coarse sweater knit 
to the ultra-fine 44-gauge, suitable 

for undergarments, pantyhose, and 
swimsuits. The Santoni machines can 
produce the fine-gauge knits without 
the vertical “sinker” lines common 
with lesser machines, resulting 
in a supremely smooth look and 
feel. Asher also has a competitive 

advantage from its readily 
available array of fabrics in 
stock. “One of the biggest 
things we do, we support 
customers with huge 
inventories that they can 
buy at any time,” Shalom 
says.   At any one time, the 
warehouse stocks between 
1,100 and 1,200 fabrics for 
immediate purchase.

The fabrics run the gamut 
from 100 percent cotton, Supima, 
bamboo, silk, cashmere, viscose, 
Tencel, MicroModal, micro poly, 
rayon, and organics, along with 
multiple blends with or without 
spandex. A new development has 
been to partner with PurThread 
to incorporate antibacterial silver 

yarn into a select group of style 
offerings. All of this is done while 
incorporating technical properties 
to the fabrications including anti-
odor fabrics with UV protection and 
thermo-regulating properties. The 
depth of the collection is evident 
in a bestselling French terry/fleece, 
which comes in many varieties 
across lightweight and heavyweight 
blends and finishes. His “specialty,” 
says Shalom, “is mixing 
fibers to create a three-
dimensional look in the 
fabric for special effect.” 
The range of fabric may 
seem daunting, but 
Asher’s website provides 
the means to search 

out fabrics 
based on their 
composition, 
stitch, and 
weight. “That 
way, when they 
come here, they have an 
understanding of what they 
are looking for,” he notes. 
Designers can purchase 
as little as 20 yards for 
sampling, which is a bonus 
for the smaller design houses/
startups. “I believe in small 

manufacturers,” Shalom says. “In one 
season, you can go from small to 
huge.” 

Speed to market along with the 
quality and attention to 
detail sets Asher Fabric 
Concepts apart from the 
competition. “The market 
today needs the right 
timing and speed,” Shalom 
says. “To wait three to four 
months from China, they 
won’t get the orders from 
the department stores, 
boutiques, or online.” Asher 
has long been known for 
innovation, producing 
three to four new fabrics 
each week. In addition to fabric 
development and knitting, Asher 
has the ability to dye and custom 
print. Not surprisingly, Asher does 
a thriving custom business. “Every 
customer is unique, so we don’t sell 
the same thing to everyone,” Shalom 
explains.  

Perhaps the biggest asset 
Asher holds is his prodigious 
knowledge, not only of fabric 
engineering but also of 
apparel manufacturing. “My 
people are always calling 
and saying, ‘Asher, we 
need you,’” he laughs. “I am 
helping a lot of customers 
solve problems in their 
production, which works 
well for them and for us.” 
Shalom credits his young 

and passionate staff (including his 
daughter Yael, sales manager) for 
his success.  It is a team effort, and 
everyone that works at the company 
knows the fabric assortment.  As 
each sales representative builds 
relationships with their customers, 
they are able to pre-select from the 
new development to help them in 
their design process.

After 42 years in the business, 
Shalom clearly relishes the challenges 
presented by his customers and 
the possibilities presented by new 
technologies. “We are working like 
a partnership with our customers 
to develop new things,” he says. 
What does the future hold for that 
partnership with Ralph Lauren? “We 
are already developing fabrics with 
them,” says Shalom, for opening- 
and closing-ceremony outfits for the 
2020 Tokyo Summer Games.

Asher Fabric Concepts: Quality, Inventory, and Innovation 
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TECHNOLOGY

make room for many of the gadgets that are being intro-
duced today.

“For most technology, there is a time and a place for it,” 
Lore sad. “Most technology we are hearing about will come 
to fruition—especially virtual technology,” he said.

The trade show also hosted mini-talks where e-retailers 
talked up their company’s growth and experiences engaging 
the new tech world. Amazon was a particular point of inter-
est during many of these talks. Some subjects were titled 
“The best alternative to Amazon Prime: membership shop-
ping networks” and “Out-personalizing Amazon: top tips 
from the retail personalization index.”

Executives dressed in blazers and slim-cut jeans made 
their way through the convention center to listen to industry 
talks and preview exhibits and features such as a pretzel bar 
and musician Brian Nicolet 
playing guitar. There was a 
booth where digital pundits 
were interviewed for Shop.
org podcasts on trends in the 
digital world.

Deloitte Digital  pro-
duced an installation devot-
ed to burgeoning technolo-
gies of virtual reality and 
augmented reality. At the 
installation, visitors put on 
headsets that posted anima-
tion of environments such 
as a kitchen and a campsite. 
Aided with this technology, 
visitors could choose to 
make purchases of food for 
the kitchen and a tent for the 
campsite.

On the trade-show floor, a wide array of companies pro-
duced booths in order to talk about their services. Canada-
based Searchreputation.net promised to protect business-
es’ online reputations, through a number of initiatives such 
as search-engine techniques.

At the booth for Los Angeles area company Gatsby, 

company representatives said that Gatsby would help retail-
ers find micro-influencers among their own customer base. 
These influencers can become ambassadors for retailers. 
The influencers are people with big social-media follow-
ings, but, unlike the Kardashian/Jenner family, have not 
turned their social-media cachet into a career. Gatsby con-
tends these micro-influencers have more authenticity than 
ads or other means of communicating to the public.

Also running booths were market researchers such as 
StyleSage, a company that monitors retailer brands and 
retailer pricing and promotions and combs through social 
media to gauge what is happening in retail.

Nod to physical retail, too

While the focus of the sprawling convention was on 
digital commerce, speakers at the convention also addressed 

physical retail.
During a keynote speech, 

Michael White, senior vice 
president and chief technol-
ogy officer of Disney In-
teractive and Disney Con-
sumer Products announced 
that the fleet of Disney mall 
stores would live-stream pa-
rades from Disney Parks 
in order to drive consumer 
traffic to the stores.

Adam Goldenberg, co-
founder of Techstyle Fash-
ion Group, the El Segundo, 
Calif.–based owner of Just 
Style, Fabletics and Shoe 
Dazzle, said that his com-
pany was going to roll out 
an unspecified number of 

stores in 2018 because digital commerce was paving the 
way for much stronger physical commerce.

However, Goldenberg forecast that the growth of digital 
commerce would continue to skyrocket. In seven years, he 
forecast that 50 percent of American retail would be con-
ducted over digital channels such as smartphones.

Even a panel discussion dedicated to online-based “cult 
brands,” quickly veered into a discussion of the benefits of 
bricks-and-mortar retail. All three panelists—Dave Cho, co-
founder of cosmetics brand Soko Glam; Bobby Farahi, co-
founder of San Francisco–based e-commerce retailer Dolls 
Kill, and Joey Zwillinger, cofounder of direct-to-consumer 
footwear brand Allbirds—discussed their recently opened 
physical stores. Soko Glam recently bowed in-store shops at 
Bloomingdale’s, while Dolls Kill and Allbirds both opened 
stores recently in San Francisco.  

Crunching the numbers

On the closing day of the show, the NRF launched a new 
quarterly report that focuses on retail trends from the con-
sumer point of view. 

“This is an industry transitioning rapidly,” said Katherine 
Cullen, NRF’s director of retail and consumer insights. “We 
wanted to tell the story of retail through the consumer lens.” 

Changes in how customers research, shop and buy have 
meant retailers have to change everything from the way they 
manage their inventory and handle fulfillment to how they 
market their products and services, Cullen said.  

Shop.org’s tech summit came at a time when dire re-
ports about stores closing have dominated headlines. Mark 
Mathews, NRF’s vice president of research development 
and industry analysis, said the news of store closures doesn’t 
paint a complete picture of the industry. Instead, he said he 
sees new stores opening, companies testing new formats and 
new technology driving consumer engagement. 

 “I’m not seeing it in the data,” he said. “It’s a highly 
dynamic retail industry. That’s something we’ve seen since 
the beginning of retail. Change is always constant in our 
industry.” 

Cullen and Mathews spoke on a media panel that includ-
ed Greg Buzek, president of the IHL Group, which released 
a report over the summer “debunking the retail apocalypse.” 

Buzek said his research found an uptick of 1,326 core 
retail stores opened this year. IHL looked at retailers with 50 
or more stores, but the company did not include pure-play e-
commerce retailers, pop-up shops or small retail boutiques. 

“We need people to understand the data they’re reading 
doesn’t represent the full industry,” Mathews said. ●

Shop.org Continued from page 1

Shop.org speakers included Adam Goldenberg, Michael Shay and 
Tyra Banks
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includes multi-line shops such as Hartel, a 
men’s shop, the Collective, a women’s shop 
and a shop of designers curated by Council 
of Fashion Designers of America. 

Other retail areas will include branded 
spaces for Darren Romanelli’s The Pancake 
Epidemic; Double RL; Levi’s; Fred Segal 
Originals, a clothing line designed by the 
Fred Segal brand; LTH JKT; upcycled cloth-
ing shop Atelier & Repairs; as well as the 
first bricks-and-mortar shop for the Los Ange-
les clothing brand Libertine. The space also 
will offer high-end kids’ shop Eggy, eyewear 
store Framed EWE, florist Flower Girl LA 
and Tesoro, a home-and-gifts shop.

Also at the new Fred Segal is a pop-up 
shop called Fred Segal Loves. The first oc-

cupant of the pop-up space is Levi’s, 
so the space will be called Fred 
Segal Loves Levi’s. The pop-up’s 
offerings include an on-site tailor, 
who will provide alterations, repairs 
and special custom details such as 
chain-stitch embroidery. One of the 
items featured at the pop-up is Levi’s 
Commuter Trucker Jacket with 
Jacquard by Google, a new angle in 
wearable technology.

The jacket features reflectors for 
bicyclists riding at night and elec-
tronics on the jacket’s cuff. With 
touch commands, the wearer can 
control a mobile device placed in 
the jacket, for music, phone or in-
formation on traffic and directions, 
according to a brand statement.

The new Fred Segal space will 
also feature din-
ing, including the 
Fred Segal Café 
by Tartine. Open-
ing later this fall 
will be Tesse, a 
concept by restau-
rateur Bill Chait.

Frierson said 
that the new Fred 
Segal will work with indi-
vidual retailers and brands 
exhibiting in the store as 
partners. He did not go into 
details about what those 
partnerships entail, but he 
said that each will be dif-
ferent. 

In 2012, New York com-
pany Sandow acquired the 
rights to the Fred Segal 
name. In 2014, Sandow an-

nounced that it had partnered with Evolution 
Media Partners to build a new Fred Segal. 
Evolution is a partnership between CAA, 
Participant Media and TPG, an investment 
firm. Also in 2012, a Fred Segal store at Los 
Angeles International Airport opened.

In 2014, a Fred Segal compound in Santa 
Monica, Calif., was shuttered to make way for 
a new retail and residential development. The 
entrepreneurs behind the West Hollywood 
Fred Segal are in litigation over the use of the 
Fred Segal logo with the compound on Los 

Angeles’ Melrose Avenue, where Fred Segal 
was founded in 1961. Prominent retailers 
Ron Robinson and Ron Herman continue to 
run shops at the Melrose compound.

In 2015, Fred Segal stores opened stores 
in Japan. That same year, Sandow opened 
Fred Segal stores in Las Vegas, but those 
shuttered the next year. Retail veteran Al-
lison Samek joined Fred Segal as its chief 
executive officer in November 2016. Frier-
son forecast that Fred Segal would open ad-
ditional shops in other American cities. ●

RETAIL

The Pancake Epidemic at Fred 
Segal

Fred Segal Continued from page 1

John Frierson

Atelier & Repairs

Libertine

Levi’s Levi’s Tailor Shop
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Goodman Factors
—   Since 1972  —

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

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

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

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

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

The concept 
of factoring 
is simple:

FABRIC SELECTION INC.
Leading textile wholesale company with outstanding 
sales and service  expertise for over 25 years

We do Special 
Orders, 

Drop Ship Locally 
and Globally

We offer Basic, 
Knits, Wovens, 

Novelties, Knits in 
Cotton, Rayon and 

Polyester, Laces and 
Mesh

fabricselection.com 

213-747-6297 
info@fabricselection.com

Come visit our showroom
800 E. 14th St., Los Angeles, CA 90021

Visit us at the
Los Angeles 

International Textile 
Show

Oct. 2-4
Booth 808-814
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FIBER & FABRIC

NK Textile #NK55114

SAS Textiles #9595-01 Linen-
Look Jersey

Texollini #794JD2

NK Textile #GW170676

Solstiss #485459

Solid Stone Fabrics “Illusions” 
Velvet

Eclat Textile Co. Ltd. 
#RT1610016 Single Jersey

D&N Textiles Inc. #6370

Asher Fabric Concepts 
#PXJ175 Poly/Spandex 
Intermingle Jersey

Eclat Textile Co. Ltd. 
#RT1603105 Single P.K. Moss

Eclat Textile Co. Ltd. 
#RT1606311 Single P.K.

Asher Fabric Concepts 
#TRI103 Triblend Spandex 
Sweater

Pine Crest Fabrics #FMF100C1

Eclat Textile Co. Ltd. 
#RT1507039 Single Jacquard 
Moss

Cinergy Textiles Inc. 
#POCHK-7465 Poly Checkered 
Knit

SAS Sport #S10030-02 
Double Knit Fleece Micro Poly 
With Lycra

Texollini #60C7D2

Texollini #3341D2

Silver & Gray
Cool shades of silver and gray work for detailed laces as well as performance knits.

Carmen Molina Silk #172-
107D1

Carmen Molina Silk #172-
111C

Carmen Molina Silk #172-
110M5

You need fi nancing or credit approvals to operate — now. 

Not in a few weeks or months. Thanks to Milberg Factors 

you can get what  you need quickly and easily. 

As a privately held business — and one of the largest 

factoring  and commercial fi nance fi rms in the US — 

we don’t spend time in meetings, but in working directly 

with our clients to tailor fi nancial solutions that can help 

you produce and profi t.  

  WWW.MILBERGFACTORS.COM

CALIFORNIA     |     NEW YORK     |     NORTH CAROLINA

Please call Dave Reza at (818) 649-7587 or 
Daniel Milberg at (646) 717-9213 to discuss further

Tired of traditional lending solutions?

Try Milberg Factors 
on for size.

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

Angela O’Brien:
Creative Director &
Owner, Cleobella

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

“

”

INFO@MERCHANTFACTORS.COM

@MERCHANTFACTORS

LOS ANGELES

800 SOUTH FIGUEROA ST.,  SUITE 730 

LOS ANGELES, CA 90017

P: 213.347.0101

NEW YORK

1441 BROADWAY, 22ND FLOOR

NEW YORK, NY 10018

P: 212.840.7575

www.merchan t fac to r s . com 
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FIBER & FABRICS

Solstiss #803208

Spirit Lace Enterprise 
#15086G

Texollini #79T4D1

Kalimo #16801 EXP Super 
Stripes Modal Tricot Gold

Cinergy Textiles Inc. #WOOL-
12657 Wool Plaid With Lurex

Malhia Kent #T103029 
“Pokalyr”

A Plus Fabrics Inc. #F-257K Malhia Kent #T103025 “Papaoutay”

Avocado

Cinergy Textiles Inc. #POPOLK-18137 Polka-
Dot Stretch Poplin

Cinergy Textiles Inc. 
#HMC-W7722 Polka-Dot 
Chiffon

TLD Textiles de la Dunière 
#Polka 164 002

Philips-Boyne Corp. #CPR003NVY

Robert Kaufman Fabrics #SB-
4101D1-101 “Sevenberry 
Classiques” Chambray

Robert Kaufman Fabrics 
#SB-4101D3-5 “Sevenberry 
Classiques” Chambray

Designers are seeing spots with polka-dot patterns, novelty knits and dobby fabrics.

Tricots Liesse Inc. #917247 Robert Kaufman Fabrics #SRK-
17119-62 “Quote” Chambray

Texollini #791JD2

A Plus Fabrics Inc. “Needles”

Tricots Liesse #917366

Polka Dots

Quirky shades of avocado color everything from novelty fabrications and detailed laces to 
luxe knits and abstract prints.

www.clp.global 310.523.5800

NEW YORK                  MILAN                  MUMBAI 
 

WWW.VAISHALI-S.COM 
Contact Us for the SS18 Lookbook 

studio@vaishali-s.com 
516-320-0189 

Come see Vaishali S during  
Los Angeles India Fashion Week 

Sheraton Cerritos Hotel October 5th-8th 

After NYFW and The One Milano 
Vaishali S is proud to premiere its  

SS18 Collection on the west coast for the first time.  
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FIBER & FABRICS

D&N Textiles Inc. #6397

NK Textile #WEG5950

Solid Stone Fabrics #SE-3713

NK Textile #DHE-2017-105

Solid Stone Fabrics #420CH 
“Dance” Solid Velvet

Fabric Selection Inc. 
#KNT3734-DU866

Solid Stone Fabrics #SE-3718 Pine Crest Fabrics 
#FVM100C2Solid Stone Fabrics #JKV-0889 

Vintage Velvet

Cinergy Textiles Inc. #VEL-
BOUT-10090 Stretch Velvet 
Burnout

Stretch Velvet
Textile designers continue to experiment with stretch 
velvets, offering novelty patterns and rich colors.

A Plus Fabrics Inc., (213) 746-1100,  
www.aplusfabricsusa.com

Asher Fabric Concepts, (323) 268-1218,   
www.asherconcepts.com

Carmen Molina Silk, (323) 376-0625,  
www.jminternationalgroup.com

Cinergy Textiles Inc., (213) 748-4400,   
www.cinergytextiles.com

D&N Textiles Inc., (310) 503-6927,   
michael@dntextiles.com

Eclat Textiles Co. Ltd., (213) 624-2633,   
www.eclatusa.com

Fabric Selection Inc., (213) 747-6297,  
 www.fabricselection.com

Kalimo, (213) 628-3953, www.kalimo.com.br

Malhia Kent, (323) 376-0625,  
www.jminternationalgroup.com

NK Textile, (949) 680-4743,  
www.nipkowkobelt.com

Philips-Boyne Corp., (562) 896-2669,  
www.philipsboyne.com

Pine Crest Fabrics, (800) 877-6487,  
www.pinecrestfabrics.com

Robert Kaufman Fabrics, (800) 877-2066,  
www.robertkaufman.com

SAS Sport, (323) 277-5555,  
www.sastextiles.com

SAS Textiles, (323) 277-5555,  
www.sastextiles.com

Solid Stone Fabrics, (276) 634-0115,  
www.solidstonefabrics.com

Solstiss, (213) 688-9797, www.solstiss.com

Spirit Lace Enterprise, (213) 689-1999,  
www.spiritlace.com

Texollini, (310) 537-3400, www.texollini.com

TLD Textiles de la Dunière,  
(213) 688-9797, www.solstiss.com

Tricot Liesse (212) 279-6868 www.tricot-liesse.com
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Resource Directory
FINANCE

Goodman Factors
3010 LBJ Freeway, Suite 140
Dallas, TX 75234
Contact: Alexandra Scoggin (323) 999-7466 
or Bret Schuch (972) 241-3297
Fax: (972) 243-6285
Toll-free (877) 4-GOODMAN
www.goodmanfactors.com
Products and Services: As the oldest 
privately held factoring company in the 
Southwest, Goodman Factors provides 
recourse and nonrecourse invoice factoring 
for businesses with monthly sales volumes 
of $10,000 to $4 million. Services include 
invoice and cash posting, credit and collec-
tion service, and cash advances on invoices 
upon shipment. Due to Goodman’s relatively 
small size and centralized-management 
philosophy, its clients often deal directly 
with company management/ownership. 
Its size also enables it to provide flex-
ible arrangements and quick decisions. 
Goodman Factors now operates as a divi-
sion of Independent Bank (Memphis, Tenn.), 
which has routinely been recognized as one 
of the Southeast’s highest-rated indepen-
dent banks in terms of customer approval 
ratings and capital soundness. 

Hana Financial, Inc.
1000 Wilshire Blvd., 20th Fl.
Los Angeles, CA 90017
(213) 977-7244
Fax: (213) 228-5555
www.hanafinancial.com
Contact: Kevin Yoon
kevin.yoon@hanafinancial.com
Products and Services: Established in 
1994, Hana Financial is a specialized 
nonbank financial institution that offers 
factoring, asset-based lending, SBA lending, 
home mortgage banking, investment bank-

ing, wealth management, and insurance 
services. Hana Financial evolved from a 
local startup serving a niche market of 
Southern California to a top 10 factor in 
the U.S. and a member of Factors Chain 
International, with offices in Los Angeles 
and New York.

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

Milberg Factors, Inc.
Main Office:
99 Park Ave., 21st Fl., New York, NY 10016
Western Regional Office:
655 N. Central Ave., 17th Fl.
Glendale, CA 91203
(818) 649-8662 Fax: (818) 649-7501
www.milbergfactors.com
Contact: David M. Reza, SVP Western Region
dreza@milfac.com
Products and Services: Milberg Factors 
offers a competitive menu of factoring, 
financing, and receivables-management 
products for entrepreneurial and middle-
market companies with more personalized 
attention than larger institutional firms. A 
partner of our firm manages every client 
relationship. Our 80-year track record in the 

factoring industry assures our clients that 
they will enjoy a stable relationship sup-
ported by a mature and experienced staff.

Sterling National Bank
Factoring & Trade Finance Division
500 Seventh Ave., 3rd Floor
New York, NY 10018
(212) 575-4415  
Fax: (212) 575-3439 
www.snb.com
jlalota@snb.com
Contact: John La Lota, Division President
Products and Services: Sterling National 
Bank offers clients a full range of depository 
and cash-management services plus a broad 
portfolio of financing solutions—including 
working capital lines, accounts receivable 
and inventory financing, factoring, trade 
financing, payroll funding and processing, 
equipment leasing and financing, commercial 
and residential mortgages, and mortgage 
warehouse lines of credit. Sterling is well-
known for its high-touch, hands-on approach 
to customer service and a special focus on 
serving the business community.

White Oak Commercial 
Finance
700 South Flower Street, Suite 2001
Los Angeles, CA 90017
Contact: Lou Sulpizio
(213) 891-1320
Fax: (213) 891-1324
www.whiteoaksf.com
Products and Services: White Oak 
Commercial Finance (WOCF) (Formerly 
Capital Business Credit/ Capital Factors) 
is a commercial finance company servic-
ing the small-to middle-market enterprises 
by providing diversified credit products. 
The company’s financial packages include: 

➥ Resource Directory  page 16

Los Angeles Fashion Week
Presented by

Art Hearts Fashion
October 5th - 8th

Beverly Hilton Hotel
For Full Schedule Visit:

wwwww.ArtHeartsFashion.com
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Factoring, Asset-Based Lending, Inventory 
financing, Term loans, and Trade Finance. 
WOCF is based in San Francisco, with 
offices in Los Angeles; New York; Charlotte; 
Fort Lauderdale, Hong Kong and Shanghai. 

FIBER AND FABRIC
A Plus Fabrics Inc.
3040 E. 12th St. 
Los Angeles, CA 90023
(213) 746-1100
Fax: (213) 746-4400
www.aplusfabricsusa.com
info@aplusfabricsusa.com
Products and Services: A pioneer in fab-
rics. Locally experienced for the past 26 
years in converting and imports. Knits, 
wovens, lace mesh and fishnet, basics, Siro 
Modal, loop terry, rayon, cotton, spandex, 
velour, crochet, PFP, bamboo, and much 
more. Visit our showroom with more than 
100 different styles ready to be shipped 
locally and off-shore. We carry millions of 
yards of stock in Los Angeles. Huge volume 
drop shipment order base. We can do spe-
cial developments as well. No minimum on 
local inventory. All designers are welcome. 
Visit our showroom and also see us at the 
upcoming Los Angeles International Textile 
Show Booth #623/625.

Asher Fabric Concepts
950 S. Boyle Ave.
Los Angeles, CA  90023
(323) 268-1218
Fax: (323) 268-2737
www.asherconcepts.com
sales@asherconcepts.com
Products and Services: To address the 
need for innovative temperature-regulating 
knit fabrics in the activewear market, Asher 
is introducing Cool Sport, spun on Asher’s 
new Santoni knitting machines, which cre-
ate micro gauge knits for pure smoothness 

and compression. In 1991, Asher Fabric 
Concepts, based in Los Angeles, trans-
formed the apparel industry by offering 
cutting-edge, high quality, “Made in U.S.A” 
knits for the contemporary fashion, athletic, 
and yoga markets. Since then, the company 
has become internationally known for its 
premium quality, knitted constructions with 
and without spandex, along with its creative 
print design and application. Asher Fabric 
Concepts provides fabric development, knit-
ting, dyeing, and finishing in addition to 
fabric print design and printing capabili-
ties based on each customer’s needs. The 
company differentiates itself from the com-
petition by offering proprietary textiles and 
by continually updating and innovating every 
aspect of textile design and production. With 
an in-house design team, new prints are 
constantly added to its collection, and color 
stories are updated seasonally.

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, and custom hang-
tags, but we also have a service bureau with 
quick turn time and great pricing. We are 
dedicated to setting the highest standard 
of excellence in our industry.  Above all, we 
value quality, consistency and creating solu-

tions that work for you. Check our website 
for a full product list or call or email us.

California Market 
Center
110 E. Ninth St.
Los Angeles, CA 90079
(213) 630-3600
www.cmcdtla.com
Products and Services: California Market 
Center (CMC) is the hub of LA’s fashion and 
creative communities. Located in the heart 
of Downtown LA’s Fashion District on 9th 
& Main, the 1.8-million square foot complex 
is home to premier fashion industry show-
rooms, creative office spaces, and the city’s 
busiest special event venues. CMC is host 
to a year-round calendar of Markets and 
Tradeshows, including: LA Fashion Market, 
Select x Emerge Women’s & Lifestyle 
Tradeshow, Transit Footwear & Accessories 
Show, ALT Athleisure & Lifestyle Tradeshow, 
LA TEXTILE Show, LA Majors Market, LA Kids 
Market, Contemporary Curves, LA Men’s 
Market, Capsule, Coeur, and many more. 

Carmen Molina Silk
Contact:
Brian Yarbrough (310) 529-2188
John Marshall (323) 422-7653
www.carmenmolinasilk.com
www.jminternationalgroup.com
Products and Services: We are a Los 
Angeles–based company, creating silk tex-
tiles for high fashion, haute couture, and 
custom interiors. We are passionate about 
silk, and all of our patterns are available 
in an array of high-quality silks to satisfy 
the discerning designer. We create patterns 
rich in color, texture, and movement based 
on original works of art by Carmen Molina.  
We can also provide designers with a unique 
opportunity to customize the patterns in 
scale and color to have their designs real-
ized.  Please join us for the launch of 

Continued from page 15
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Featuring:
Fashion Jewelry,

Scarves, Belts, 
Handbags, Watches,
Sterling Silver, Hats

info@ifjag.com
www.IFJAG.com

International Fashion 
Jewelry & Accessory Group

Fashion Jewelry &  
Accessory Show

Las Vegas, NV
February 10-13, 2018

Embassy Suites 
4315 Swenson Street

*Volume Buyers Only*

New Vendor Inquiries, email info@ifjag.com
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our new collection at the LA Textile Show, 
California Market Center, Oct. 2–4. Our col-
lection is represented by JM International 
Group.

D. Zinman Textiles Ltd.
459 Deslauriers
Montreal, Quebec
Canada H4N 1W2
www.zinmantex.com
generalinfo@zinmantex.com
1-800-660-0018
http://zinmantex.com
Products and Services: D. Zinman Textiles 
Ltd. specializes in wholesale distribution 
of quality fabrics and linings. Our large 
selection is handpicked from around the 
world and up to date with the latest trends. 
These extensive collections have shaped our 
company to supply a wide range of markets 
and needs. We are truly a one-stop-shop for 
customers looking for fabrics and matching 
linings. Our many exhibitions in several cities 
provide you with a personal outlook to view 
and discuss our collections with our sales 
advisers. With over 75 years of experience 
in the textile industry, Zinman Textiles has 
developed its customer service by providing 
fast 24-hour delivery, worldwide shipping, 
and numerous available sales advisers, all to 
ensure customer satisfaction. Our priority is 
always to customize assistance according to 
each individual client’s needs.

Fabric Selection Inc.
800 E. 14th St.
Los Angeles, CA  90021
(213) 747-6297
Fax: (213) 747-7006
www.fabricselection.com
info@fabricselection.com
Products and Services: Fabric Selection Inc. 
is a premier wholesale retailer, supplying the 
best quality fabrics and in-house designs to 
designers and manufacturers in the Los Angeles 

area and beyond. Whether you need the com-
mon fabrics that you rely on, such as wholesale 
polyester, spandex, rayon/spandex, novelty, 
solid, print, knit, woven or more unique fabrics 
to inspire your next great fashion creation, we 
can work with you to get a price that will fit with 
your bottom line. All of our print designs are 
copyrighted. Visit us at Booth # 808-814 Los 
Angeles International Textile Show, Oct. 2-4, 
2017, at the California Market Center.

Philips-Boyne Corp.
135 Rome St.
Farmingdale, NY 11735
(631) 755-1230
Fax: (631) 755-1259
www.philipsboyne.com
sales@philipsboyne.com
Products and Services: Philips-Boyne Corp. 
offers high-quality shirtings and fabric. The 
majority of the line consists of long-staple 
Egyptian cotton that is woven and finished 
in Japan. Styles range from classic stripes, 
checks, and solids to novelties, Oxfords, 
dobbies, voiles, Swiss dots, seersuckers, 
ginghams, flannels, and more. Exclusive 
broadcloth qualities: Ultimo, Corona, and 
Superba. Knowledgeable customer-service 
team, immediate shipping, and highest-qual-
ity textiles. Philips-Boyne serves everyone 
from at-home sewers and custom shirt-
makers to couture designers and branded 
corporations.

Progressive Label
2545 Yates Ave.
Commerce, CA 90040
(323) 415-9770
Fax: (323) 415-9771
nfo@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 capabili-
ties. 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 production. We understand the 
rush nature of this industry and strive to meet 
the tight deadlines facing our customers.

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 Directory.
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C L A S S I F I E D S 

Jobs Available
Jobs Available

Jobs Available

CUST
OMER	SE

RVICE

A	prem
ium	denim

	LA	ba
sed	co

mpany	i
s	seek

ing

for	a	cu
stomer	serv

ice.	Du
ties	wi

ll	inclu
de	but

	not

limited	 to
	 data	

entry,	
shippin

g	 and	
invoici

ng.

Must	
have	

strong
	 written

	 and	
verbal

communicat
ion	 sk

ills.	 M
ust	 b

e	 profi
cient	

in

excel,	
word,	

outloo
k	 and

	 PAS.	
Must	 ha

ve	 a

minimum	of	2	ye
ars	in	t

he	den
im	indust

ry.	E-m
ail

resume	and	
salary	

require
ment	to

:	info@
blacko

r

chidde
nim.com

PROD
UCTIO

N	ASS
T

Min	 5
	 yrs	 e

xperie
nce	 fo

r	 esta
blished

,	 stab
le

appare
l	manu

facture
r	 in	bu

siness
	19	ye

ars.	W
e

are	 lo
oking	

for	 a	
respon

sible,	
detail	

oriente
d

person
.	 This

	 mult
i-taski

ng	 po
sition	

include
s

purcha
sing	 tr

im,	 fab
ric,	 iss

uing	 c
utting

	 ticket
s

and	
work	

orders
	 to	 sub-co

ntract
ors	 for

embell
ishmen

t.	 Mus
t	 be	 g

ood	 w
ith	 fol

low	 up
.

Compu
ter	ski

lls	suc
h	as	O

utlook
,	Excel

	and	W
ord

are	 re
quired

.	 Mus
t	 spea

k	 and
	 write

	 Engli
sh,

Spanis
h	 speaki

ng	 is	 consid
ered	

a	 plus.

Backgr
ound	c

heck	re
quired

.	Pleas
e	fax	re

sume	t
o

888-67
7-5579

	or	 em
ail	 to	

info@k
ingsbu

ryunifo
r

ms.com
.	 Do	

NOT	 s
end	 y

our	 re
sume	

as	 an

attach
ment,	

please
	cut	&	p

aste	yo
ur	resu

me	int
o

the	 bo
dy	 of	

your	 e
mail.	L

ocatio
n:	 Torr

ance/	
So

Garden
a	 area

.	*	 Com
pensat

ion:	 $	
15-19/

hr	 Full

Time	+
	health

	benefi
ts

SALES
	REPR

ESENT
ATIVE

	-	MISSY	(
LOS

ANGE
LES	O

R	NY)

New	m
isses	a

nd	plu
s	size	

knitwe
ar	line

	seekin
g

talent
ed	 Sa

les	 Re
presen

tative
	 to	 be

	 locat
ed

either	
in	 Los

	Angel
es,	CA

	or	NY
.	Must

	 have	
an

active
	 depa

rtment
	 stor

e,	 ma
jor	 re

tail	 o
r

specia
lty	 st

ore	 re
lations

hips	 t
o	 brin

g	 to	 t
he

table.	
Please

	email	
resume

	to:	liz@
lunajai

.com

ASSIS
TANT

	DESIG
NER

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.	 D
ENIM	

PATTER
NMAKE

R	 NEE
DED.	

MIN.	 5

YRS	IN
	DENIM

	EXP	A	
MUST.	

PREMI
UM	DE

NIM	EX
P

PREFE
RRED.

	 TUKA	
SYSTE

M	 EXP	
A	 PLUS.

RESUM
E	W/SALAR

Y	HIST
ORY	A

	MUST
	 FAX:	3

23-

488-97
81	EMA

IL:	hea
thery@

bleu-la
.com

TECH
NICAL

	DESIG
NER	F

OR	OU
R	MISSY

DIVISI
ON

•	 Mini
mum	 3

-5	 yea
rs	 exp

erience
	 •	 Illu

strato
r,

photos
hop,	

Excel	•
	 Crea

te	 te
ch	 pa

cks	 fo
r

overse
as	 &	 d

omest
ic	 ven

dors•	
Experi

enced	
in

conduc
ting	fit

tings,	
genera

ting	fit
	comm

ents...
	•

Patter
n	 mak

ing	 kn
owledg

e	 a	 pl
us	 •	 E

xcellen
t

commu
nicatio

n	skills
	–	writ

ten	&	
verbal

	•	Team

player
	and	w

orks	w
ell	wit

h	othe
rs.	Sen

d	resu
me

to	vita
e101@

gmail.c
om

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

competit ive	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	D

EVELO
PMENT	C

OORD
INATO

R

AND	M
ERCHA

NDISIN
G	COO

RDINA
TOR

Santa	
Monica

	based
	compa

ny	see
ks:	•PR

ODUCT

DEVEL
OPMEN

T	COO
RDINA

TOR•	
5+	yrs

	exp.	 i
n

evalua
ting	

materi
al	

perform
ance	

&

commu
nicatin

g	 across
	 multip

le	 produc
t

catego
ries.	 O

rganize
d.	 Det

ail-orie
nted.	

Strong

time	m
gmt.	s

kills.	E
xcl.	wr

itten	&
	verba

l	comm
.

skills.	
Compu

ter	 lit
erate.	

•MERC
HANDI

SING

COORD
INATO

R•	5+	
yrs	exp

.	in	Me
rchand

ising	&

Produc
t	 Develo

pment
.	 Excel,	

Illustra
tor,

Photos
hop	 w

/	 stron
g	 colla

boratio
n,	 ana

lytical
,

organi
zation

al	 and
	 priori

t izing	
skills.	

Fashio
n

Mercha
ndising

	 degree
	 preferr

ed.	GR
EAT

BENEF
ITS.	 B

OTH	 F
/T	Fax	

resume
s	to	(3

10)828
-

0091	o
r	email

	koirec
ruiter@

koihap
piness

.com

DESIG
NER

Fast	
growin

g	 con
tempo

rary	 c
ompan

y	 see
ks

Design
er	for	w

omens
	sportw

ear	wo
vens	&

	cut	&

sew	kn
its.	Ca

ndidat
e	must

	have	
flair	fo

r	fashi
on

and	 detail,
	 and	 be	 profici

ent	 in	 Adobe

Photos
hop/Illu

strato
r	&	Mic

rosoft	
Office.

	Please

send	p
ortfolio

	sampl
es	and

	resum
es	wit

h	salar
y

history
	to	jobs

hr000@
gmail.c

om

APPA
REL	B

OTTO
MS	COM

PANY
	SEEK

ING

INDIV
IDUAL

S	TO	
FILL	T

HE	FO
LLOW

ING

POSIT
ION.	I

NCRED
IBLE	O

PPOR
TUNIT

Y	FOR

THE	R
IGHT	

INDIV
IDUAL

S

IMPORT	

PRODUCTION

COORD./MERCHANDISER	H
ighly	

motivat
ed

person
	with	2-3

	years
	exp.	i

n	the	
junior/

specia
l

sizes	d
enim	botto

ms	market	n
eeded	

to	ass
ist	in

import	 produc
tion.	•	

Must	 ha
ve	 well	 rou

nded

knowledge	
of	 ove

rseas	
garment	 pr

oducti
on	 &

constr
uction

	•	Know
	how	to	rea

d	TECH
PACKS

	and

unders
tand	

techni
cal	 garment	

terms.	 •

Experi
ence	w

ith	measurin
g	garm

ents	a
s	well	as

approv
ing	 fin

ished	
garments,	

lab-dip
s,	 fabr

ics,

etc.	 •	Must	 be
	 a	 sel

f-start
er,	 de

tail	 or
iented

individ
ual	 an

d	 have
	 stron

g	 written	
and	 ve

rbal

comm.	 skills
.	Email	to	h

rdept2
29@gmail.com

	or

fax	res
ume	with	sala

ry	hist
ory	to:

	(323)	6
57-534

4

TRIM	ASSIS
TANT

Karen	
Kane	 i

s	 seek
ing	 to

	 fill	 a	
trim	 assis

tant

positio
n.The	p

erson	w
ill	be	r

espons
ible	fo

r	filling

trim	orders
	for	cu

ts	•Da
ta	ent

ry	of	c
ut	t ick

ets,

POs,	 r
eceipt

s	 •Prio
r	 expe

rience	
in	 a	 Tr

im	dept.

and/or
	minimum	of	 2	 y

ears’	 e
xperie

nce.	 in
	 the

indust
ry	 •St

rong	 c
ommunicat

ion	 sk
ills,	 or

al	 &

written
	 •Stro

ng	 MS	 Offi
ce	 sk

ills,	 e
specia

lly

Excel	
•AS400

/VPS	 s
oftwar

e	 know
ledge	

a	 plus

•Biling
ual	 En

glish/S
panish

	 a	 plu
s	 Fax	

resume

with	s
alary	h

istory	
to	323

-277-6
830	or

	email	in

PDF	or
	Word	for

mat	only
	to	res

umes@karenk
ane.

com

ONE	O
F	THE

	LARG
EST	A

ND	FA
STEST

GROW
ING	T

EXTIL
E	COM

PANIE
S	IN	T

HE	US
A

Lookin
g	 to	 hire	 for	 full	 t ime	

positio
n:	 1.

Import /P
rod'n	2

.	 Secr
etary/C

ust.	 S
upport

	 Pls.

contac
t:	abra

ham@
param

ountte
xtile.c

om

SPEC	
WRITER

Immediate
	oppor

tunity
	for	a	d

etail	o
riented

	and

well	
organi

zed	
individ

ual	 who	
will	

be

respon
sible	f

or	writ
ing	spe

c	shee
ts	and

	sendin
g

sample	 ap
proval

s	 to	 b
uyer.	M

ust	 be
	 computer

literat
e	 in	 e

xcel,	 i
llustra

tor/Pho
toshop

	 and	 b
e

able	 t
o	work

	well	u
nder	p

ressure
.	Fax	 r

esumes

(323)	8
87-848

4

PATT
ERN	M

AKER

Karen	
Kane	

is	 see
king	 a

	 1st	 t
hru	 pr

oducti
on

patter
n	 ma

ker	 fo
r	 its	

establ
ished	

better

sports
wear	d

ivision
	and	em

erging
	conte

mpora
ry

divisio
ns.	

Strong
	 commu

nicatio
n	 skills,

attent
ion	 to

	 detai
l,	 grea

t	 orga
nizatio

n	 skill
s,

self-mo
tivate

d,	 ene
rgetic.

	 Comp
uter	 li

teracy
	 a

must,	
knowle

dge	of
	Gerbe

r	syste
m	is	be

neficia
l.

Bilingu
al	 a	 p

lus.	 M
in	 2	 y

rs	 exp
erience

.	 Fax

resume
	with	

salary	
history

	 to	32
3-277-

6830	o
r

email	
in	 PD

F	 or	
Word	

format
	 only

	 to:

resume
s@kare

nkane.
com

EDI	&
	LOGI

STICS
	COOR

DINAT
OR

We	 are
	 looki

ng	 fo
r	 an	

experi
enced	

EDI	 &

Logist
ics	 Coordi

nator	
to	 join	

our	 team.

Receiv
ing	 an

d	 proc
essing

	 EDI	 o
rders.	

Creatin
g

UPC's.
	Prepa

ring	sh
ipping	

docum
ents,	a

rrangin
g

pick	 u
p.	 Must	 ha

ve	 kno
wledge

	 of	 GX
S	 Inov

is

Catalo
g.	GXS

	DiCen
tral.	 3

-5	 yea
rs'	 exp

erience
.

Please
	send	

resume	to	ca
reers@

moda-lu
xe.com

TRIM	BUYE
R

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
NICAL

	DESIG
NER

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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Jobs Available Jobs Available Jobs Available

Buy, Sell and Trade Jobs WantedReal Estate

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

WE	BUY	FABRIC!

Excess	rolls,	lots,	sample	yardage,	small	to

large	qty's.	ALL	FABRICS!	fabricmerchants.com

Steve	818-219-3002	or	Fabric	Merchants	323-

267-0010

Hyperlink your 
ad for best  

results

APPAREL	GRAPHIC	DESIGNER

Seek	ing	ex	pe	ri	enced	de	sign	ers	to	work	on

men’s	and	women’s	graphic	t-shirt	de	sign,	con	‐

cept	de	vel	op	ment	and	brand	ing	de	vel	op	ment.

Can	di	dates	must	have	4-6	years’	exp.	within

ap	parel	graph	ics	and	pack	ag	ing	de	sign;	must

un	der	stand	the	young	con	tem	po	rary	men’s	&

women’s	mar	ket;	knowl	edge	of	PLM	a	plus.	To

ap	ply,	send	re	sume	and	salary	re	quire	ments	to

jobs@	xcvi.	com.

DESIGN	ASST./PRE-PROD.	ASST.

Leading	children's	wear	mfg.	seeking	for	a	

positive	individual	with	min.	5	yr	experience	

as	design/production	assistant.	Good	eye	for

fashion.	Knowledge	of	garment	construction.

Photo	shop/Illustrator	is	a	must.	Bilingual	is	a

plus.	Work	closely	with	design/production

team.	Organize	PO's,	tech	packs,	follow	up	with

o/s	factories.	Able	to	travel	to	China.

Send	resume:	design.forsara@gmail.com

35	YRS	EXP'D

1st/Prod.	Patterns/Grading/Marking	and	Specs.

12	yrs	on	Pad	System.	In

house/pt/freelance/temporary	in-house	as	well.

Fast/Reliable.	ALL	AREAS	Ph	(626-792-4022)

•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

SPACE	FOR	LEASE

•In	newly	renovated	Anjac	Fashion	Buildings	in

the	heart	of	Downtown	Fashion	District	•In-

dustrial,	retail	and	office	space	also	available

throughout	the	San	Fernando	Valley.	Retail

and	office	space	also	available	just	south	of

Downtown.	213-626-5321	or	email

info@anjac.net

CUSTOMER	SERVICE	COORDINATOR

•Temp	to	Hire

•2-3	Years’	ex	pe	ri	ence	in	Gar	ment	in	dus	try

•Man	ages	and	main	tains	cus	tomer	or	ders.

•Re	spon	si	ble	for	adding	or	set	ting	up	new	

cus	tomers.

•Re	spon	si	ble	for	gath	er	ing	and	up	dat	ing	cus	‐

tomers’	ship	ping/pack	ing	in	struc	tions	and

guide	lines.

•Ad	di	tional	du	ties	as	re	quired.

Con	tact:	hrwest@	sam	sung.	com

PRODUCTION	ASSISTANT

Fast	paced	ju	nior	la	bel	look	ing	for	Pro	duc	tion

As	sis	tant.	Must	be	very	de	tail	ori	ented,	pro	fes	‐

sional	writ	ten	and	com	mu	ni	ca	tion	skills.	Must

have	ex	ten	sive	ex	pe	ri	ence	and	ex	pert	knowl	‐

edge	of	AIMS.	Email	re	sumes	to:	

SO	CALAP	PAR	EL323@	GMAIL.	COM

DESIGNER	&	ASSISTANT	DESIGNER

STANDARD	FABRICS:	Now	Hiring

LOOKING	FOR	A	DESIGNER	AND	AN	ASSISTANT

DESIGNER.

Contact:	abraham@standardfabric.com

GARMENT	DYE	PLANNING

COORDINATOR

•Track	and	Maintain	records	of	PFGD

garments	in	transit

•Transfer	units	to	Dye	House

•Issue	Dye	Orders

•Track	WIP

•Document	finished	units	incoming	from	Dye

House	and	Reconcile	dyed	quantities	against

Dye	Orders

•Review	and	approve	invoices	&	issue

chargebacks	when	warranted.

•This	hourly	position	is	in	Gardena,	CA.	

Send	resume	to:	maggie@nextlevelapparel.com
CLOTHING	COMPANY	SEEKING	HEAD	OF

CUSTOMER	SERVICE	COORDINATOR

•Must	have	at	least	4	years	experience	in	the

clothing	Industry	•Must	be	familiar	with

Clothing	Industry	software	and	EDI	•Must	have

experience	in	Retail	Online	Sales	and	Drop

Shipping	•Must	be	organized	and	responsible

for	setting	of	new	customers	shipping,	packing,

instructions	and	guidelines.	

Please	email	all	resumes	to	eddiedf@live.com

1ST	TO	PRODUCTION	SWIM

PATTERNMAKER/FIT	TECH

Cre	ate	fit	pat	terns	from	sketches,	sam	ples	or

specs.	Lead	live	fit	tings,	iden	tify	&	re	solve	is	‐

sues.	Com	mu	ni	cate	w/TD,	de	signer	&	over	seas.

Re	view	graded	pat	terns	&	specs.	SKILLS	REQ’D:

5+	yrs	swim,	sewing/con	struc	tion,	PAD,	Ex	cel,

hand	pat	terns.	Or	ga	nized.	Ef	fi	cient.	Work	well

un	der	pres	sure.	Pos	i	tive	at	ti	tude.

Email	to:	ap	par	eljob	s01@	gmail.	com

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

email: classifieds@apparelnews.net 
or  jeffery@apparelnews.net

•	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

PAID	PHOTO-SHOOT

Ages	18-45,	5'0-6'0	Female/Male.

$400/hr+transportation.

Piercing/Tattoo	OK.

3-5	hours	needed.

Email	head	shot	and	phys	stats:

CONTACT.UPTOWNCASTING@GMAIL.COM

....PRODUCTION	PATTERNMAKER....

PLUS	SIZE

•MUST	know	the	Gerber	Accumark	system

•Knowledge	of	garment	construction

•Exp.	in	Plus	Size	is	a	must/Exp.	in	Target	a

plus

•5-10	years	relevant	experience

Send	resume:	mary.yap@kellwood.com

..PRODUCTION	ASSISTANT..

Pri	vate	La	bel	Co	in	City	of	Ver	non	seek	ing	prod

asst	with	dom/imp	exp.	Is	su	ing	cut	tick	ets	–

tech	pack	to	fac	to	ries.	Must	be	pro	fi	cient	in	Mi	‐

crosoft	Of	fice	(Ex	cel,	Word,	Out	look),	great	org’l

&	comm	skills	is	a	must.	Min	5	yrs	exp.	Send

re	sume	to:	new	fab	ri	crep@	gmail.	com
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68OUTERWEAR

BEACHWEAR

LININGS

LOUNGEWEAR

RESORTWEAR

SHIRTS

BLOUSES

Shirting. 
It’s not just for shirts anymore.

Tel. (631) 755-1230
Fax. (631) 755-1259

PHILIPSBOYNE.COM
SALES@PHILIPSBOYNE.COM

100% woven Egyptian cotton. Made in Japan. More than 3 million 
yards in stock. Ask for it by name:  Superba,® Corona,® Ultimo.®  

Low minimums. Special orders welcome.

Stocked in NYC for U.S.-based manufacturers

of Superior
Products and Service

Est. 1949

S I X T Y- S E V E N  Y E A R S
More than

We are now carrying wide goods in 
addition to our Japanese textiles!

Phillips-Boyne fp 070816.indd   1 7/3/17   5:38 PM
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