
Lost Finds Territory 
for New Stores

Lost, a surf brand that’s about 25 years old, initially de-
fined itself as a company that makes world-class surfboards 
bearing the logo …Lost. But over the last few decades, the 
brand has evolved beyond surfboards to surfwear with plans 
for retail expansion.

In the next couple of years, Joel Cooper, Lost’s chief ex-
ecutive and co-owner, forecasts the label will open six stores 
in Hawaii with the retail push being led by surf-industry vet-
eran Scott Trudon. 

In early February, the company, headquartered in Irvine, 
Calif., is planning to open a new store in Maui, and in April 
another outpost should debut in the Ala Moana Center mall 
in Honolulu.

In addition, the brand is well represented at leading core 
surf shops. In California it has been sold at Jack’s Surf-
boards, Huntington Surf & Sport, Surfside Sports, Sun 
Diego and Tilly’s. But nothing beats owning your own loca-

➥ Lost page 21

Aaron Levant, founder of the Agenda trade show, said 
that he will be leaving the streetwear-focused trade show to 
work on entrepreneurial projects outside the world of fash-
ion and trade shows.

“I’ve spent the majority of my adult life doing this. It’s 
been an amazing journey. I’m super excited for everything 
I’ve done. I’m grateful. But I’m always pressing myself to 
continue learning and challenging myself. Unless I want 
to become the CEO of a major trade-show conglomerate, 
which I’m not sure that I aspire to do, I look for a new chal-
lenge to learn something new. That’s a lot of what the deci-
sion comes down to. Now I’m going to start from the ground 
up with something new,” Levant said during an interview in 
the Agenda office in downtown Los Angeles.

Levant, at the age of 19, started Agenda in 2003 as a trade 

Agenda Founder 
Leaving Trade Show

By Andrew Asch Retail Editor

By Andrew Asch Retail Editor

JO
N

A
TH

A
N

 S
K

O
W

NEWSPAPER 2ND CLASS

$2.99  VOLUME 74, NUMBER 1  JANUARY 5–11, 2018

INSIDE:
Where fashion gets down to businessSM

www.apparelnews.net

Retail Sales  ... p. 2

Waterwear Special Section ... p. 5

Swim Shorts ... p. 16

➥ Levant page 4

8 18

THE VOICE OF THE INDUSTRY FOR 73 YEARS

For her pre-Fall collection, 
Trina Turk turned her design 
eyes to Latin America for an 

infusion of brilliant colors and 
prints that say “Olé.”

Cross-hatch chambray is 
heavily represented as are 
fringed tops and ruffles. 

For more from the capsule 
collection, see page 4.

South of the Border
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The surf industry’s biggest rivals, Qui-
ksilver and Billabong, are now the same 
company.

On Jan. 4, Quiksilver’s parent company, 
Boardriders Inc., announced it had acquired 
Billabong International Limited. According 
to Reuters, the price was $155 million.

The combined company will be a tsu-
nami of surf. The new Boardriders will sell 
to more than 7,000 wholesale customers in 
more than 110 countries and run a fleet of 
630 retail stores in 28 countries. The fam-
ily of brands will include Quiksilver, DC 
Shoes, Roxy, Billabong, RVCA, Element, 
VonZipper and Xcel.

In 2017, private-equity firm Oaktree 
Capital Management acquired Quiksilver 

Inc. after it emerged from bankruptcy pro-
tection. Dave Tanner, an Oaktree managing 
director, became the chief turnaround offi-
cer of the surf giant, which renamed itself 
Boardriders. Oaktree also owned 19 percent 
of Billabong.

Tanner said the combined strengths of 
these companies will foster growth. “We are 
committed to preserving the autonomy, cre-
ativity and unique cultures of all the brands 
while we leverage our best-in-class operat-
ing platform to accelerate the growth of the 
brands globally,” he said.

Tanner was named chief executive officer 
of Boardriders after the deal closed. Pierre 
Agnes, the former CEO of Boardriders, will 
become the company’s president and remain 

a board member.  
The future of Neil Fiske, the current CEO 

of Billabong Group, is up for discussion.  
“We have a high regard for Neil and what 

he has accomplished over the years,” said 
Matt Wilson, Boardriders’ chairman. “I very 
much hope that he will join us for the next 
leg of this journey.”—A.A

Jack Berger, the cofounder 
of The Print Works, a swim-
wear textile converting com-
pany, passed away on Dec. 16, 
2017, of cancer. He was 94.

Berger was born in New 
York City, where his mother 
had a successful lingerie com-
pany. He attended New York 
University, where he received 
a bachelor’s degree in business.  

In 1949, he moved to Los 
Angeles, where he worked in 
textiles before starting The 
Print Works in 1972 with his 
wife, Harriet Berger. It was one of the first 
independently owned and operated textile 
converters in Los Angeles catering to the 
swimsuit industry.

After 20 years, they retired and moved to 

Laguna Woods, Calif., in 1996.
Berger was a past president 

of the Textile Association of 
Los Angeles and was involved 
in philanthropic activities with 
the City of Hope and the Ki-
wanis.

He was preceded in death 
by his wife, who passed away 
in 2001. He is survived by his 
two sons, Ken Berger and Russ 
Berger; their wives, Helene 
and Janice; and two grandchil-
dren, Berdy and Atticus. 

A funeral service was held 
Dec. 19 at Hillside Memorial Park & Mor-
tuary in West Los Angeles.  

Donations can be made in Jack Berger’s 
name to the American Cancer Society.

—Deborah Belgum

Good news about December’s business 
rolled in as retailers reported sales for the last 
month of 2017 as well as earnings from their 
holiday sales, which also included November.

Long-suffering retailers such as J.C. Pen-
ney Co. Inc. and Macy’s Inc. posted positive 
same-store sales for the holidays.  JC Pen-
ney’s same-store sales for the holiday period 
increased 3.4 percent. Macy’s same-store sales 
were up 1.1 percent when including leased de-
partments and 1 percent when not including 
leased areas.

 “We are very encouraged with our overall 
comp-sales performance during the holiday 
season, which was led by home, beauty and 
fine jewelry,” said JCPenney Chief Executive 

Marvin R. Ellison.
Macy’s CEO Jeff Gennette said, “Consum-

ers were ready to spend this season, and we 
delivered with solid execution.”

The good news paved the way for some 
bad news for Macy’s. The retailer had previ-
ously announced the closure of its Macy’s lo-
cations at Westside Pavilion in Los Angeles; 
Laguna Hills Mall in Orange County, Calif.; 
and Stonestown Galleria in San Francisco. 
On Jan. 4, the company announced the stores 
will close in mid- to late March with going-
out-of-business sales starting Jan. 8. Due to 11 
Macy’s store closings, 5,000 jobs will be lost.

Wall Street analysts said the 2017 holiday 
season was one of the strongest in years. Ken 

Perkins of market-research firm 
Retail Metrics said the sea-
son’s success was no surprise. 
“The foundation for strong De-
cember, holiday and calendar 
Q4 same-store-sales growth 
has been set by the strongest 
economic growth since prior 
to the Great Recession, low un-
employment, solid retail sales, 
rising home and equity prices 
that have pushed U.S. consumer net worth 
into record territory. Retail sales should be 
good in this environment,” he wrote in a Jan. 
3 research note.

But holiday sales were not strong across the 

board. Denim-focused mall retailer The Buck-
le Inc. posted a same-store-sales decline of 4.1 
percent for December while value retailer Cato 
Corp. posted a 9 percent same-store-sales de-
cline.—Andrew Asch
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Retail Year Ends on a High Note
RETAIL SALES

Jack Berger

Jack Berger, Textile Converter, 94

Warps:
Fishnet
Mesh
Laces

Metallics
Foils

Crochets
Embroidered Mesh

Wovens:
Rayon Challis

Wool Dobby/Peach
Crepon
Gauze
Chiffon
Yoryu

PFPs 
Melanges

Novelty Blends
Velour

Loop / French Terry 
DTY Brushed
Poly Linen

Slubs
Sweater Knits

Rayon Spandex
Hacci/Brushed

Burn-Out
Ribs

Modal Poly
Siro Modal

Stripes 
Jacquards

Cotton Spandex

Knits:

3040 E. 12th St., LA, CA 90023
Tel: (213) 746-1100 Mention Code: PFPA+

Fax: (213) 746-4400
info@aplusfabricsusa.com 

aplusfabricsusa.com

Special orders * Drop shipments  
Globally Locally • Interstate

Call for appointment 

You name it we do it. 
Stocks in L.A. warehouse,  
ready to ship.  
A Local Pioneer in Fabrics  
with 26 Years Experience 
in Converting and Importing.

A Plus Fabrics, Inc.

WHOLESALE & IMPORT KNITS
A Tradition of Service and Quality

Jan. 7
Accessories The Show
Intermezzo Collections
Children’s Club
Fame 
Moda
Jacob Javits Center
New York
Through Jan. 9

Arizona Apparel, Accessories, 
Gift and Shoe Show
El Zaribah Shrine Auditorium
Phoenix
Through Jan. 9

Jan. 11
Active Collective
Swim Collective
Anaheim Convention Center
Anaheim, Calif.

Through Jan. 12

Coast
Seagate Hotel
Delray Beach, Fla.
Through Jan. 12

Jan. 15
Los Angeles Fashion Market
California Market Center
The New Mart
Cooper Design Space
Gerry Building
Lady Liberty Building
Academy Awards Building
Primrose Design Building
824 Building
Los Angeles
Through Jan. 17

Select X Emerge
LA Kids’ Market

Transit
Los Angeles
Through Jan. 17

Designers and Agents
The New Mart
Los Angeles
Through Jan. 17

Brand Assembly
Cooper Design Space
Los Angeles
Through Jan. 17

Hong Kong Fashion Week
Hong Kong Exhibition Center
Hong Kong
Through Jan. 18
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Obituary

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

The Buckle $147.20 -4.8% -4.1%
Cato Corp. $94.70 -9.0% -9.0%
L Brands Inc. $2,438.00 +3.0% +1.0%
Zumiez Inc. $160.00 +11.4% +7.9%
Information from company reports

December Retail Sales

NEWS

Boardriders Acquires Billabong After Long Courtship
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Register to attend at surfexpo.com
A Trade Only Event.
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Embassy Suites Las Vegas 
702-765-6759 ask for Velia, Special room rate $172.00  
4315 Swenson Street
Las Vegas, NV 89119

Hours: 9am - 6pm Daily

BUYERS
Complimentary Lunch, Shuttle, 
& Taxi reimbursement daily

Go to www.ifjag.com for all show details

Las Vegas
February 10-13, 2018

Our future show's will be in New York City: 
June 8-11, 2018 Stewart Hotel 

Sept 13-16, 2018, Location TBD

Celebrating

Featuring Fashion Jewelry
Scarves ▪ Belts ▪ Handbags
Watches ▪ Sterling ▪ Hats

Wholesale, Chain Store, and Volume buyers
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show attended by a handful of emerging 
brands. Fifteen years later, more than 1,000 
brands exhibit at the biannual Agenda in 
Long Beach, Calif. The company also runs 
a biannual show in Las Vegas, which was 
started after Levant’s company was ac-
quired by Reed Exhibitions in December 
2012.

Hervé Sedky, Reed’s regional president 
for its Americas division, said 
that Levant will officially leave 
the company at the end of Feb-
ruary.  “We are excited that he 
has agreed to remain with Reed 
Exhibitions as an adviser on 
the fashion and festival busi-
nesses,” Sedky said. “We will 
greatly miss his genius, his in-
novation and his energy.”

The Agenda office will re-
main headquartered in Los An-
geles. Until a new group leader 
is hired for Agenda, the Agenda 
team will continue to report to 
Sedky.

While working at Agenda, Levant tried to 
change the typical model of a trade show. In 
July 2017, he started Agenda Festival at the 
Long Beach Convention Center in Long 
Beach. It’s a consumer day following the 
two-day Agenda trade show. 

At the festival, people look for exclusive 
fashions at pop-up shops, browse art galler-
ies, dine at food trucks and listen to hip-hop 
and rock performers. He said 15,000 shop-
pers attended the inaugural Agenda Festival.

In a separate project, he started Com-
plexCon, which produces a similar mix of 
music, art and brands often selling exclu-
sive products, such as high-end sneakers. 
The annual event debuted in November 

2016 and is produced by Reed and the me-
dia platform Complex. Levant estimated 
exhibitors made more than $20 million at 
the 2017 ComplexCon and 50,000 people 
attended the event.

Levant did not go into details about what 
his next step would be. However, he has 
worked as an investor in food and bever-
age labels. He serves on the board of House 
Beer, a Venice, Calif.–based beer compa-
ny, and he recently invested in Truff Hot 

Sauce. In addition, he owns two 
art galleries on Los Angeles’ 
Fairfax Avenue—The Seventh 
Letter Gallery and the Known 
Gallery.

But Levant believes there is 
still a lot of opportunity in the 
area of fashion trade shows. “It’s 
a huge industry. By no means is 
it going anywhere. Even if it ta-
pers down 10 percent, it is still 
enormous,” he said.

Still, the business of fashion 
is changing rapidly, and trade 
shows need to change to serve 
them. Levant credits his success 

to a willingness to change with a fast-paced 
market and never quitting. He was willing 
to live with his parents until he felt comfort-
able enough with the company’s success to 
buy his own house in Agoura, Calif. 

“I kind of went until it was successful. 
There was no cut-off period,” he said of 
his formerly privately run company. “I had 
a better understanding of the market and 
where the market was going and consumer 
trends. I can speak with authenticity. I was 
the age of the target consumer for the ma-
jority of the time I was running this com-
pany. Even now, I’m still 20 years younger 
than anyone else who has a similar job to 
me.” ●

Levant Continued from page 1

Aaron Levant

Vibrant colors and lightweight fabrics are 
part of the south-of-the-border look for Trina 
Turk’s pre-Fall capsule collection, which 
will be in stores this summer.

Turk, best known for her Palm Springs, 
Calif.–style resortwear in vivid prints, was 
inspired by the various art exhibitions around 
Los Angeles that are part of Pacific Standard 
Time: LA/LA, which celebrates the link be-

tween Los Angeles and Latin America.
Essential pieces include a chenille-em-

broidered fashion sweatshirt with rainbow-
metallic ribbing and cross-hatch cham-
bray in a wide-legged cropped trouser and 
fringed-trimmed tops. 

Lightweight fabrics can be layered as 
cooler weather approaches.

—Deborah Belgum

The Trina Turk Collection Is Infused With 
Latin American Vibes and Color
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Lolli
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Paradise Ranch
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Beach Scene Los Angeles
With this year’s warm weather seeming to be a year-round event in Los Angeles, the beaches 
around Venice and Santa Monica have been filled with sun lovers who can’t get enough of the 

sand and surf even if it is winter.

The two-piece skimpy bikini isn’t going away, and coverups are a must-have statement piece to 
add color and distinction to swimwear.

08LAswim.indd   8 1/4/18   6:16 PM



Cover up. Protect More. 
Live Happy.
UPF 50+ Sun Protective Clothing

Coolibar is the first clothing company to receive The 
Skin Cancer Foundation’s Seal of Recommendation.

coolibar.com | 952.358.7235 | wholesale@coolibar.com
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Beach Scene Miami
The tropical winds are always blowing in Miami, where the beaches are filled with 
women wearing brightly colored swimsuits of every variety. Bursts of oranges, reds 

and bright blues are just some of the colors seen on the sand this year.
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Francesca Lagudi was still in fashion school when she launched her swimwear line, 
called Free Bella, two years ago. 

In Italian, Free Bella means “free beauty,” which is the inspiration behind the label. 
Lagudi wanted a free-and-easy feel to her swimwear, so she went with seamless cre-
ations that had no hardware. 

She also wanted to be free from polluting the environment, deciding that all her fab-
rics would be sustainable and her collection would be made in Los Angeles.

“I guess I have always loved nature and especially the ocean, and I couldn’t think of 
a more appropriate product category when promoting sustainability,” said the Australian 
native, who graduated from the Fashion Institute of Design & Merchandising in Los An-
geles after studying product design and business management. “We are using recycled 
polyester that comes from plastic PET bottles. Traditionally, polyester is made from 
petroleum. It’s been an interesting discovery to find these eco materials that are available 

to us.”
The recycled 

nylon that Lagu-
di uses comes 
f r o m  E c o ny l , 
w h i c h  t u r n s 
used fishermen’s 
nets and other 
recyclables into 
nylon yarn. Her 
col lec t ion for 
Spring/Summer 
2018 also will be 
using dead-stock 
fabric as well.

At first, Lagu-
di was making 
her  sui ts  with 
a  c o n t r a c t o r 
in  Huntington 
Beach,  Cal if . , 
but that turned 

out to be a time-consuming drive, so she found other sources in downtown Los Angeles, 
blocks from her old school. “Huntington Beach was a little too far away, and I wanted to 
be down at the factory all the time and have full control,” she said.

The idea of seamless swimwear was trendy when Lagudi first started her line, but as 
time has gone on, she discovered that some bodies need more support than seamless can 
offer. “Seamless can be beautiful, but in some areas and body types, it doesn’t provide 
the functional fit some women need,” she observed. 

So her one-piece and two-piece silhouettes incorporate more construction. For the 

upcoming season, she is revealing a higher leg silhouette that was popular in the 1980s 
as well as some high-waisted bottoms. 

For her triangle tops, she is also using metal hardware that has been recycled.
One of Lagudi’s original goals was to make an affordable swimsuit that wouldn’t 

break the bank. So she retailed her swimsuits at $27 to $43 per piece and found that those 
prices didn’t cover all her costs. “I found the lower price points gave us a lot of exposure 
and people were buying from us, but we weren’t making money,” she said.

Now Lagudi is selling two-piece silhouettes for $100 and one-piece suits for $72 to 
$100. Everything is direct to consumer.

She is also incorporating more prints in her line this coming season, with a cheetah 
print called the Bengal print, a custom-made tropical print and a deep-teal print con-
trasted with white.

New prices and new designs are all part of the learning process of a young designer. 
“I really have learned that communication is everything and you have to be very meticu-
lous,” she said. “There have definitely been surprises along the way.”

For more information, visit www.freebella.com or contact Lagudi at francesca@free-
bella.com.—Deborah Belgum

Free Bella: Sustainable Swimwear at a Reasonable Price Point
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When Sunsets Inc. wanted to take its B.Swim brand in a different direction, it hired 
Stephanie Graves to set the course for the label.

For her second collection at B.Swim, Graves has taken inspiration from her Hawaiian 
roots, having spent long vacations with grandparents who lived on the Hawaiian island 
of Kauai.

During that time, Graves gained an appreciation for Hawaii’s surf culture and even 
picked up some Hawaiian lingo. When she returned to her hometown of Minneapolis, 
she thought she was the only surfwear nut in the upper Midwest.

Fast-forward to this upcoming Spring 2018 swimwear season and Hawaii is still an 
inspiration for Graves. She hopes her take on the aloha spirit offers a point of difference 
for B.Swim and its “Hoku Fields” print. Hoku is the Hawaiian word for stars, and this 
print features stars and half-crescent moons on a black field. Gold foil on the stars adds 
some shimmer.

Koloa is the name of the Kauai town where Graves’ grandparents lived. So, B.Swim’s 
“Koloa Medallion” print is named after the town. It features a blue paisley-style print, 
which the designer said is a departure from the floral prints that can be a dominating 
feature of swimwear. “There are so many thousands of florals,” she said. “It’s overdone. 
I wanted to offer something different.” Other pieces feature solid colors such as Moana 
gray, which is a bluish gray. In Hawaiian, Moana roughly translates as ocean.  

Graves became the head designer of B.Swim after spending less than two years work-
ing as an associate designer for the prominent swimwear company Raj Swim, headquar-
tered in Tustin, Calif.  

Sunsets Inc. was looking for a new direction for its 
B.Swim brand when Graves took over the label’s design, 
said Greg Stager, Sunsets Inc.’s president.

Previously, B.Swim was known for bright colors, but 
Graves decided to bring a more “laid-back, contemporary 
look” to the collection, Stager said. “Stephanie brought a 
fresh perspective to B.Swim that flowed from her lifestyle, 
her design sensibilities and her experience,” he said. “B.Swim 
is young and contemporary at the same time, and that defines 
Stephanie.”

To give the line an added point of view, Graves added 
a wider variety of silhouettes. Styles range from modest 
silhouettes to those that offer “small coverage,” but Graves 
still skirts the skimpiest looks seen in other swimwear col-
lections. Tops range from typical triangle tops to high necks 
and tops with molded cups and removable cups. Separates 
retail from $48 to $104 for a one-piece.

Up next, Graves said she’d like to introduce more fabrics 
and more styles to change up the look of B.Swim.

—Andrew Asch

B.Swim Charts a New Course
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As a kid growing up in Upland, Calif., 
Vy Nguyen swam practically every day. If 
she wasn’t in a swimming pool, she was at 
the beach. “I was just obsessed with swim-
ming and the beach,” said the founder of 
Lolli Swim.

So, when she wanted to start a clothing 
collection, it was only natural that Nguyen 
would gravitate to swimwear. “I have never 
been into specific trends, and in swim there 
are no rules,” the designer said. “You can 
do bright sun colors, add ruffles or whatever 
you want. It is so much more.”

Nguyen honed her fashion skills while in 
school at Mt. San Antonio College in Wal-
nut, Calif., where she studied fashion mer-
chandising. While in class, she worked as a 
preproduction and merchandising assistant 
at the juniorswear company Swat Fame. 

After several years of working in produc-
tion and sales, she decided in 2010 to dive 
into swimwear. She launched her line by doing a trunk show at a friend’s house in La-
guna Beach, Calif. 

At the time, her signature piece was a bikini bottom with a big black bow on the back. 

“Everybody thought I was crazy,” she said. But that didn’t stop her. She did more trunk 
shows and eventually got into some local boutiques. “From there it grew,” she explained.

These days, you can find Lolli Swim at Diane’s Beachwear in Torrance, Calif.; Molly 
Browns in Laguna Beach; Best Swimwear in Hermosa Beach, Calif.; and several Urban 
Outfitter locations. Retail prices for Lolli Swim range from $75 to $179. 

Lolli Swim is for the girly girl who likes pastel colors and feminine appliqués. Nguyen 
draws inspiration from her days watching “Gidget,” the 1960s TV show about the proto-
typical sun-loving, beach-bunny teenager. 

For her upcoming “Stay Golden” collection for Resort 2018, there are feminine sil-
houettes with a retro feel from the 1960s. There are classic string bikinis, bandeaux 
with shoulder-tie tops, underwire bikinis and one-pieces ranging from mid- to minimal 
coverage.

“This collection, instead of having so many prints, has solids with pastel embroidery 
to grow up a little bit. It is still the classic California-beach inspiration, lots of cotton-
candy sky colors with pastel hues,” Nguyen said. 

Fabrics for the Resort 2018 season feature a mix of delicate appliqués, soft stretch 
velvets and shiny rib textures, and there is an elevated take on vintage florals using 
hand-embroidered accents for added texture and attention to detail.

Lolli Swim is manufactured in California, China and Bali, Indonesia, where garment 
workers are skilled at hand embroidery and macramé. 

For more information, visit www.ilovelolli.com or send an email to info@ilovelolli.
com.—Deborah Belgum 

Kristyn Goddard, the designer and owner of Paradise Ranch Designs, dreamed of buy-
ing swimwear that could be as alluring as a Hollywood starlet’s portrait from the 1940s 
and 1950s yet not reveal too much of a woman’s body.

But when shopping, she could never find these suits. So the first-time designer de-
cided to create a line for herself.

Even though she had no experience designing, Goddard, the sole investor in her label, 
doesn’t consider herself a fashion novice. She spent 15 years working as a fit model in 
Los Angeles before opening the Paradise Ranch Pet Resort in 1996, a cage-free boarding 
kennel for dogs. It is located 20 minutes north of downtown Los Angeles. 

When she set out to launch her first collection, the budding designer worked with 
Margot Stone, a downtown Los Angeles patternmaker Goddard knew from her days as 
a fit model.

In February 2016, Paradise Ranch Designs was selected to exhibit at WWDMAGIC’s 
Emerging Designer Showcase in Las Vegas. 

The collection includes one-piece bathing suits with long sleeves and silhouettes that 
resemble bodysuits. Other styles include “Snorkel Couture,” which is reminiscent of a 
wet suit. 

These one-pieces also offer ample coverage to shield thighs all the way down to the 
knees. 

The line includes rompers that feature cutout panels around the arms and the collar. 
Other one-piece suits juxtapose mesh and typical swimwear fabric such as spandex.

The label’s two-piece suits offer boy-short silhouettes instead of bikini bottoms. Other 
bottoms feature vintage-inspired, high-waisted styles and skorts—a hybrid of a skirt and 
a short. 

Tops include retro-inspired, tie-front halters and tops with fabric that covers arms and 
provides more coverage than a typical bikini triangle top.

The collection comes in solid colors including black, white, cardinal and olive. It also 
comes in prints such as tropical florals, tie dyes and animal prints.

In addition, Paradise Ranch Designs offers a wide variety of other pieces, such as 
dresses, jackets, pants and boardshorts. “The pieces we designed are way more than a 
bathing suit,” Goddard said. “You spend a lot of money on bathing suits, and you don’t 
wear them but a couple of times over the summer. With Paradise Ranch Designs, we 
made matching pants, skirts and coverups so you could make an outfit out of your suit,” 
Goddard said.

The company also makes suits for pets, which often match the styles in the women’s 
collection. Samples of the pet clothes were exhibited at a Fashion Unleashed fund-raiser, 
produced last March by the Fashion for Profit entrepreneurial education group.

After the fundraiser, Goddard decided to make more pet clothes. “We’ve sold as many 
dog clothes as ladies’ clothes,” the designer said. “Anything to do with dogs is popular.”

Retail price points for Paradise Ranch Designs styles range from $82 to $195. The 
collection is sold on the company’s website, www.paradiseranchdesigns.com.

—Andrew Asch

Lolli Swim: All Things Gidget and More

First-Time Designer Makes a Splash With Paradise Ranch Designs
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Amoressa Swimwear, high-end fashion swim-
wear from the makers of Miraclesuit. A contem-
porary control swimwear, Amoressa Swimwear is 
a collection designed to enhance every woman’s 
most alluring features. Amoressa Swimwear 
exudes pure confidence and elegant charm. 
Modern architectural attitude shines through 
every one-piece, bandeau and tankini top in a va-
riety of bold colors and slimming designs. www.
miraclesuit.com

l l l

For nearly 20 years, Coolibar has inspired active, 
outdoor living with the most innovative UPF 50+ 
products and fabrics designed to last a lifetime. 
Only Coolibar looks this good, wears this well, 
and protects for a lifetime. Coolibar’s proprietary 
SUNTECT® fabrics include our Aqua collec-
tion made with four-way stretch for comfort and 
support in stylish, classic designs for the entire 
family that go from wet to wonderful in minutes.  
Welcome to health, happiness and life in the sun. 
Visit us at Surf Expo, Swim Collective, Miami 
Swim, and Outdoor Retailer in 2018. www.coo-
libar.com

l l l

 
CURVE is the only show in North America 
solely dedicated to intimate apparel, swimwear, 
and men’s underwear. The CURVE shows 
will be presenting the collections of over 350 
brands at CURVENEWYORK Feb. 26–28, and 
at CURVELASVEGAS Feb. 12–14. The CURVE 
shows are produced by EUROVET AMERICAS, a 
EUROVET company. www.eurovetamericas.co

l l l
 

Hyosung, the largest spandex producer in the 
world, has partnered with Hung Yen Knitting and 
Dyeing of Vietnam to promote sustainability and 
longer life in swimwear with a new collection of 
Regen recycled polyester and creora® highclo, 
superchlorine-resistant spandex. Hung Yen Knit-
ting and Dyeing Co. Ltd of Vietnam is an Italian-
owned warp-knitter with high-quality, technical 
performance fabrics in the latest fashion colors. 
creora® highclo™ is super chlorine-resistant 
spandex for longer lasting fit in swimwear. Regen 
is post-consumer recycled polyester from water 
bottles and is global recycled standard certified. 
www.creora.com

l l l

 
We at La Lame have captured the attention of 
a fabulous Italian digital printer and source for 
very exclusive prints and “FOIL” solids for use 
in swimwear, sportswear, dresses, and intimate 
loungewear. Our “Beat Goes On” is the French 
assortment of woven/stretch. This collection is 
unique in its attraction of yarn-dye fabrics that 
apply to many apparel lines. Also, we are proud 
to claim our post-surgical fabrics with great com-
pression and recovery are performing very well 
with leading medical garments, some with cop-
per yarn that enhances their performance. We 
are now linked with a major knitting and finishing 
company in the domestic USA that is the source 
for all apparel companies that must have a MADE 
IN THE USA label. We also supply beautiful lace 
fabrics from the finest mills in Europe. Visit the 
new La Lame showrooms at 215 W. 40th St. by 
calling Glen Schneer, Adrian Castens, or Joel 
Goldfarb at (212) 921 9770. www.lalame.com

l l l

 
Longitude® is designed with a real woman’s 
body in mind. Longer length equals finer fit for 
every body type as well as excellent seat and 
back coverage. Straps are made to stay put on 
your shoulders. Smoothing comfort comes from 
inner firming shapewear. Modern styling in figure-
enhancing suits in timely, colorful prints beauti-
fully coupled with solid color-block suits draw the 
eye to your best features. This collection offers 
a refreshing new approach to youthful, ageless 
swimwear. www.longitudeswim.com

 l l l 

 
Magicsuit® is a contemporary, sexier, edgier 
collection with allover comfort control and 
designs that are sophisticated and enhancing. 
Stunning silhouettes boast dramatic draping and 
precise detailing that embrace and enhance a 
woman’s curves. The styling is a trend-driven, 
fashion-forward look with sportswear-inspired 
looks coupled with the latest in shaping technol-
ogy. New anti-wrinkle jersey fabric makes it easy 
to pack and go. Fabulous, easy-wear cover-ups 
that can be worn from sunrise to sunset make 
this collection a must-have. The Magic actually 
happens when the customer tries on a swim-
suit—she not only feels the difference but sees it 
as well. www.magicsuitswim.com 

l l l

Miraclesuit® created the first collection of la-
dies’ control swimwear and, decades later, still 
reigns as the leader in this category. Legions of 
dedicated fans throughout the world love the 
collection because it delivers on the promise of 
looking “10 pounds lighter in 10 seconds®”. The 
design team’s first focus is on unique innovation, 
control, and comfort. New patented technologies 
provide Miraclesuit with exclusive innovation for 
a swimsuit simply created like no other in the 
world. Silhouettes are created with expert drap-
ing and shirring to enhance the body and provide 
comfort control while embracing a woman’s 
curves. Miraclesuit garments are made with our 
unique proprietary fabric, Miratex®. These fibers 
contain two times more Lycra content, which 
assures all-day comfort, color fastness, and fit. 
“Look 10 pounds lighter in 10 seconds.” www.
miraclesuit.com

l l l

 
For more than 50 years, Penbrooke has prided 
itself in being at the forefront of design and fash-
ion trends, making swimsuits for the timeless 
classic woman who seeks beautifully crafted and 
designed swimwear.  Penbrooke offers women a 
collection of swimsuits that are updated, modern 
at accessible prices that will elevate her sexy 
and confident self. The collection is print- and 
silhouette-driven with an emphasis on body 
shaping and figure-flattering designs. Penbrooke 
is designed to enhance women’s attributes, while 
addressing fit concerns: the bust, hips, thighs, 
and tummy body.  Unique tummy control (power 
net) feature, underwire bras, with comfort bust 
support and shirring to shape curves make our 
lady feel confident in how she looks and feels.  
Every style is identified with “Body Typed” hang-
tags identifying the features and benefits of each 
garment. 

l l l

Surf Expo is the largest and longest-running wa-
tersports and beach/ resort/lifestyle trade show 
in the world. Produced annually in January and 
September, the show draws buyers from spe-
cialty stores, major chains, resorts, cruise lines, 
and beach rental companies across the U.S., 
the Caribbean, Central and South America, and 
around the world. The show features more than 
2,500 booths of hard goods, apparel, and acces-
sories and a full lineup of special events including 
fashion shows, annual awards ceremonies, and 
demos. More information about Surf Expo can be 
found at our website, www.surfexpo.com.

l l l

 
From brand-new events to brand-new lines 
to a complete redesign of the entire layout, 
SwimShow will be bolder and better than ever. 
As the industry’s largest and most established 
swimwear trade show, we’re kicking off the start 
of the buying season by hosting four days of the 
best swim brands in the world. Not to miss is the 
expanded men’s, children’s, accessories, resort, 
and lifestyle areas—which feature the best new 
and fashion-focused collections we are seeing 
from this area of the industry. www.swimshow.
com

This listing is provided as a free service to 
our advertisers. We regret that we cannot be 
responsible for any errors or omissions within 
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When looking for pieces to add zest 
to your summer offerings, you need 
look no further than these distinctive 
boutique brands, each offering a unique 
and charming personality all its own. 

Black Black Moon
A “black moon” is the second 

new moon to occur in one month, “a 
mysterious time for renewal, potential 
energy, and new beginnings.” Jewelry 
designer Black Black Moon uses 
symbolism to define individuality through 
“the mystic realm of gemstones.” The 
designs are created, it says, “with the 
intention of surprising the eyes with 
new combinations of metal and stone 
work that connect to an ancestral 
past.” Vintage chains and remnants 
from century-old and shuttered New 
England jewelry production mills, the 
metals are harmonized with spent bullet 
casings, antlers, and rough crystals from 
caves in the Blue Ridge Mountains. The 
Porcupine Quill pieces for those in need 
of more armor juxtapose with the softly 
feminine Hammered Plate Pendants. 
Most pieces run in the $16 to $20 range 
wholesale, with stackable bracelets 
starting at $5 and “intense” statement 
pieces around $35. All are designed “to 
make the customer feel beautiful and 
free.” 

Duffield Lane
Duffield Lane expresses the classic 

aesthetic of its founder, Jamie Loeks 
Duffield, who has spent a lifetime on 
and around waterfront playgrounds from 
Lake Michigan to Biscayne Bay. The 
collection is classic yet comfortable and 

always with a nautical twist. For Duffield 
Lane, “navy is a neutral, and stripes are 
a staple.” The customer reach is wide, 
from women 16 to 70 and likely beyond. 
The silhouettes are timeless pieces that 
can be pulled from the closet season 
after season. “We are obsessed with 
our fit and fabrics,” it says. Only quality 
fabrics are used here, with every piece 
machine washable and tumble dry 
low heat. This season, Duffield Lane is 
“really excited” about its tassel silk-blend 
sweaters and bell-sleeve dresses and 
tops. Bestsellers will include novelty 
sweaters and “our amazing Spring 
seersucker collection.” Wholesale price 
points range from $32 to $66 for a 
wide-ranging selection of tops, bottoms, 
sweaters, dresses, and sleepwear. 

Spartina 449
Spartina is a type of grass found 

along coastal salt marshes and the 
perfect image for Spartina 449, a 
collection of purses and accessories 
inspired by the small South Carolina 
low-country island of Daufuskie. 
“Colorful, coastal, and lively,” this 
engaging upscale brand is aimed 
at women 35 to 60 who have some 
money to spend on classic yet modern 
pieces, each with a distinct personality. 
Signature products are made from a 
unique, specially woven heavy linen 
that is stain-resistant and exceptionally 
durable and takes in natural inks and 
dyes beautifully. Designs also include 
all-leather and vinyl products, beach 
accessories, and lightweight apparel. 
New for 2018 are Bamboo Moon 
natural papyrus woven handbags and 
accessories, Cordelia embroidered-
papyrus accessories, and Moonlit 
Heron Asian-influenced textured-vinyl 
accessories, plus the Armada first-ever 
complete travel collection. The bright 
red Little Bermuda pattern in linen and 
leather collection should be a bestseller, 
while the new Kaftan Cover-Ups and 
Poncho Scarves are predicted to sell 
out. 

The next edition of Surf Expo takes place 
at the Orange County Convention Center in 
Orlando, Florida, January 25–27.

 

One-of-a-Kind Brands to 
Enhance Any Boutique

ADVERTISEMENT

www.surfexpo.com
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SWIM TEXTILE TRENDS

Texollini

Sportek #Spt 107-01

Sportek #Spt 191

Sportek #MIR 276-35

Texollini

Hazy Days 
and Nights
Textile designers uti-
lize bold colors and 
designs to capture 
freestyle designs. 
These prints allow 
the wearer to express 
themselves whether 
it be day or night. 

Sportek #Spt 108-02 Eusebio Spa #10083

Eusebio Spa #10098

Eusebio Spa #10085

Eusebio Spa #10094 Darlington #29170

Darlington #26550 Darlington #29370Darlington #26550 
reverse side

Sportek #SPT 11-01

Darlington #13140

Darlington #29310

Cool Blues
Whether it is indigo, 
aqua, or turquoise, 
cool blues playfully 
change depending on 
the lighting source. 
Text i le  designers 
keep you from get-
ting the blues with 
brilliant new patterns 
and prints. Sportek #SPT 113-01

DIRECTORY

Darlington, (401) 315-6304,  
www.darlingtonfabrics.com

Eusebio Spa, DC Studio,  
(213) 488-3365, www.dcstudio.com

Great Bright Co. Ltd., La Lame,  
(212) 921-0770, www.lalame.com

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

Sportek International Inc.,  
(213) 239-6700, www.sportek.com

Texollini, (310) 537-3400,  
www.texollini.comPine Crest Fabrics 

#FTP 1043C1

Pine Crest Fabrics 
#FTH 1146C1

Sportek #TFX 812-90Texollini

Fine Floral
Textile designers can 
always capture tropi-
cal dreams in fine 
floral swim prints. 
Swimwear for travel 
to tropical destina-
tions, or your favor-
ite sunny locale, will 
stand out in these 
beautiful prints. 

Great Bright Co Ltd. 
#PT 16007

Texollini

CALL NOW FOR 
SPECIAL RATES

(213) 627-3737 
apparelnews.net

July 2018
WATERWEAR
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for the latest fiber 
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tions to give the public a good 
look at the full depth of the 
brand, Cooper said.

“It is impossible for any re-
tailer, regardless of how much 
they support your brand, to 
give you a presentation like 
you can give yourself. You 
don’t share the stage with any-
body but yourself,” he said.  He 
believes that this retail model 
is a wave that lifts all boats.

“I believe that the areas 
where you are strategically 
placed, and you have good pre-
sentation of product, helps the 
competition and the brand looks more impor-
tant. You open a store, and other stores do bet-
ter with your product,” he said.

Cooper forecasts that the brand will con-
tinue to be a medium-sized business that sells 
Lost-brand apparel as well as surfboards. It 
remains one of a handful of independent surf 
brands working in a tough market.

“Our goals are to be a small- to medium-
sized company and sell to a better distribu-
tion,” Cooper said, noting that worldwide sales 
last year totaled $60 million. “We do not have 
to be the biggest company. You can be very 
profitable with a small- to medium-sized busi-
ness.”

Mixing it up

The past decade has seen a lot of challenges 
to surfwear brands. Leading retailers for the 
category such as Pacific Sunwear of California shifted their mer-
chandise mix to offer more streetwear and lifestyle brands. Top surf-
wear company Quiksilver Inc. recently emerged from bankruptcy 
protection and then on Jan. 4 acquired its rival Billabong, which is 
headquartered in Australia.

But there continues to be 
opportunity for independent 
brands, said Sean Smith, ex-
ecutive director of the Surf In-
dustry Manufacturers Asso-
ciation, a trade group headquar-
tered in Laguna Niguel, Calif. 

“Changes in consumer shop-
ping and buying behavior have 
given indie brands more oppor-
tunities than they’ve had before. 
I wouldn’t say the playing field 
has been leveled, but smaller 
brands at least have some rea-
son for optimism if they can re-
ally nail the way they speak to 
and service their customer base,” 
Smith said. 

Until 2011, Lost ran a licensing deal with La 
Jolla Group until the company took its manu-
facturing in-house. The brand’s parent com-
pany, Lost International, currently runs more 
than 10 licenses overseas, where companies 
such as Lost Brazil and Lost Argentina manu-
facture and sell Lost apparel and surfboards in 
their territories. 

Lost in the United States controls these li-
censees’ designs and marketing campaigns.  
Since 2015, the California company has manu-
factured a line of women’s clothing called Sea 
Gypsies.

Lost took a formal bow in the early 1990s 
after Lost founders Matt Biolos and Mike 
Reola produced T-shirts and boardshorts to 
complement the surfboards shaped by Biolos. 
The brand developed a reputation for throwing 
parties and being pranksters with an outrageous 
sense of humor—all documented in a series of 

surf videos popular on California’s surf scene, said Chris Pollock, 
the company’s president.

“We still position ourselves as the brand that lives by our own 
‘black sheep’ rebel values,” Pollock said, “and 25 years later, we 
continue to rebel against the current of the industry status quo.” ●

Lost Continued from page 1
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For classified advertising: email classifieds@apparelnews.net or 
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Buy, Sell and Trade

Buy, Sell and Trade

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

FREELANCE	PATTERNMAKER

Ger	ber	sys	tem	Pat	tern	maker	and	Tech	ni	cal	De	‐

sign,	im	port	or	do	mes	tic,	able	to	work	in	house

or	out.	Ex	ten	sive	exp.	in	women's	&	men's	bet	‐

ter	mar	ket,	all	as	pects	of	pat	tern	mak	ing.

ap	w	pat	tern	stu	dio.com	ap	wi	et	ing@	mac.	com

818-298-1897

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

Position Wanted

ASSOCIATE	DESIGNER

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

seeks	As	so	ci	ate	De	signer	with	5-6	yrs	exp.	for

sports	wear	line.	Can	di	date	must	have	flair	for

fash	ion	and	be	de	tail	ori	ented,	and	know	Adobe

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

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

DENIM	FIT	TECHNICIAN

Or	ange	County	Denim	Cloth	ing	Com	pany	seek	‐

ing	Fit	Tech	ni	cian	with	5	yrs	min.	exp.	in	denim

pants	&	jack	ets.	Must	have	abil	ity	to	spec	&	fit

pre-pro	duc	tion/	Fi	nal	Pro	duc	tion	&	un	der	stand

pat	tern	cor	rec	tions.	Must	have	knowl	edge	of

grad	ing	&	be	able	to	cre	ate	fi	nal	graded	size

spec.	Must	know	how	to	do	Pro	duc	tion	Tech

Pack.	PC	pro	fi	ciency	w/Word	&	Ex	cel.

Email	to:	den	imi	s	away	oflife@	gmail.	com

FIT	MODEL

“Women's	cloth	ing	com	pany	lo	cated	in	

Cal	abasas	seeks	1X	or	2X	plus	size	fit	model.	

Please	send	your	re	sume	and	mea	sure	ments

to:	NVollert@	Joh	nPau	lRic	hard.	com”

FIRST	THROUGH	PRODUCTION

PATTERNMAKER

Seek	ing	Full	Time	Pat	tern	Maker	for	ac	tivewear

line,	Min	i	mum	5	years	Ger	ber	sys	tem	ef	fi	cient.

At	ten	tion	to	de	tail	+	very	or	ga	nized.	

Span	ish/Eng	lish	bilin	gual	pre	ferred.	

To	ap	ply,	send	re	sumes	and	salary	

re	quire	ments	to:	evcr@	evcr.	com

SPACE	FOR	LEASE

•In	newly	ren	o	vated	An	jac	Fash	ion	Build	ings	in

the	heart	of	Down	town	Fash	ion	Dis	trict	•In-

dus	trial,	re	tail	and	of	fice	space	also	avail	able

through	out	the	San	Fer	nando	Val	ley.	Re	tail

and	of	fice	space	also	avail	able	just	south	of

Down	town.	213-626-5321	or	email	info@	anjac.	

net

Hyperlink your ad 
for best results

Real Estate
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Arts District Shops 

Hit Roadblock as 

Construction Escalates

Brad Alden Mowry and Danielle Lee are putting the 

finishing touches on the new 2,600-square-foot showroom 

space in downtown Los Angeles for their denim textile 

company, Artisan Cloth. 

The husband-and-wife team will officially host a grand-

opening party in December in partnership with Invista, the 

maker of Lycra, and Tavex, the Mexican denim mill that 

was acquired two years ago by Ropa Siete Leguas. 

Four years ago, Mowry opened Artisan Cloth to show-

case new developments from Japanese denim mill Kurabo. 

The longtime denim-industry executive provides develop-

ment and marketing for the Japanese denim mill as well as 

the company’s wovens division, which is made in Japan 

and Thailand, and premium denim made in China through 

a joint venture between Kurabo and Hong Kong–based 

➥ Arts District page 3

Construction is booming in downtown Los Angeles’ 

Arts District, which is currently home to numerous sites 

for future offices and residences as well as crowds of peo-

ple lining up for restaurants such as the critically lauded 

Manuela and popular beer and food hall Wurstkürche. 

Retailers have been scouting the once-blighted district, 

and high-end boutiques such as Dover Street Market are 

scheduled to move into the enclave in 2018, according to 

media reports. But the pace of construction has delivered 

setbacks to some of the area’s pioneering retailers.

Renovations to the building housing Apolis: Common 

Gallery caused the 6-year-old boutique to shutter its loca-

tion for a year, said Raan Parton, Apolis’ creative director. 

Artisan Cloth’s New LA HQ 

Showcases International 

Mix of Premium Denim

By Andrew Asch Retail Editor

By Alison A. Nieder Executive Editor
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THE VOICE OF THE INDUSTRY FOR 72 YEARS

Guerilla Atelier, Apolis and Poketo are among the 

retailers who have closed or relocated recently.

FCI Fashion School recently showcased the work of its latest crop of 

students alongside the work of several designers from the current 

season of “Project Runway.” In addition to Kentaro Kameyama, an FCI 

alumnus and current FCI instructor, other designers from the current 

season of the fashion reality show included Batani-Khalfani, Margarita 

Alvarez and ChaCha. For highlights from the show, see page 7. 

Kentaro Kameyama

‘Runway’ Star

01,3,6.cover.indd   1

11/3/17   11:00 AM

Go Beyond the News
and Behind the Scenes

The editors and writers of 

California Apparel News

are blogging at 

ApparelNews.net/news/blogs

COMING SOON IN CALIFORNIA APPAREL NEWS

FOR SPECIAL RATES 
CALL TERRY MARTINEZ (213) 627-3737 x213 
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Capabilities that inspire

texollini.com

Our collection of more than 4,000 European-quality fabrics are 

manufactured in our Los Angeles-based facility. We offer faster 

deliveries, superior quality control, and vertically-integrated  

services for all major fashion categories.
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