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TRADE SHOW REPORT

Imprinted Sportswear
Show: Serving the Boutique
Biz at a Crowded Show

By Andrew Asch Retail Editor

LONG BEACH, Calif.—Designers Freddie Rojas and Tina
Rani walked the recent Imprinted Sportswear Show at the
Long Beach Convention Center to research machines that
could tailor their printing services to boutique lines. “People
want customization,” Rojas said. “It doesn’t look like every-
thing else.”

For them, small is beautiful. “Screen-printing on demand is
where it’s at,” Rani said. “We’re thinking about taking every-
thing in-house to make small lines.”

Many other designers, garment printers and entrepreneurs
at the show were searching for ways to support making small
garment runs at the large show, which took place Jan. 19-21.

This annual show focuses on screen-printing techniques,
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Hong Kong Fashion
Week Downsizes to One
Hall This Year

By Deborah Belgum Executive Editor

HONG KONG—Amidst the endless rows of lacy evening
gowns, printed dresses, puffy jackets, ripped blue jeans and
fur coats lined up inside the Hong Kong Convention Cen-
tre, exhibitors were seeing a shift in buyers.

European buyers were scarcer this year while more retail-
ers and manufacturers were coming from Malaysia, Myan-
mar, the Middle East and Australia, exhibitors said.

The shift in buyers comes as European retailers are trans-
ferring their sourcing to other countries such as Vietnam and
Indonesia. For some time, U.S. buyers have been a rare com-
modity as Chinese wages have risen by double-digit percent-
ages in recent years.

But the decades-old show still attracts a number of steady
U.S. production and sourcing managers, such as Noelle Erspa-
mer and Morgan Davis, who work for Star of India Fashion
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NEWS

Artificial Intelligence Overarching Theme at NRF’s Big Show

By Jerry Inman Contributing Writer

NEW YORK—The National Retail Fed-
eration’s 2018 Retail’s Big Show at the Ja-
cob K. Javits Convention Center Jan. 14-16
was bigger than ever with 35,000-plus walk-
ing the aisles. It had more of a feeling of a
New York City subway at rush hour than a
trade show. Many attendees were still buoy-
ant from 2017 holiday sales and seemed ready
to buy new technology.

There was definitely a sense of relief that
the “retail apocalypse” storyline has not
played out the way many doomsayers pre-
dicted. Retailers in the United States raked in
a record $7.9 billion in online sales on Black
Friday and Thanksgiving weekend, up 17.9
percent from a year ago. And Cyber Mon-
day hit a new record of $6.59 billion in sales,
making it the largest U.S. online shopping day
ever, according to a report released by Adobe.

Thousands of traditional chain stores
closed in 2017, and online sales are expected
to keep chipping away at the bricks-and-mor-
tars, but traditional e-commerce companies
are also taking a step into physical stores.
Challenges and shake-ups will continue, and
broken old models will need to be rebuilt, but
one thing seems sure—the connected con-
sumer is in charge. Retailers and brands have
to create exciting experiences and have to
keep consumers engaged, all while streamlin-
ing the shopping journey.

It was apparent the customer journey was
top of mind in the aisles at NRF, with new
technology a major step in removing the fric-
tion from the shopping journey to help bet-
ter understand customer wants and expec-
tations. So it was no surprise that artificial
intelligence (AI) was an overarching theme
throughout the show.

Nowhere was it more evident than in the

special section of the show

Visitors to the Innovation Lab get a look at Kimetric’s consumer-
behavior analytics.

called Innovation Lab—
Retail 2020. It featured an
interactive showcase of the
most innovative technolo-
gies transforming the way
retailers market to, connect
with and service custom-
ers. The featured compa-
nies seek to transform each
stage of the shopping jour-
ney using the most recent
advances in artificial intel-
ligence, machine learning,
facial recognition, big data,
robotics, conversational
commerce/digital assis-
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tants and more.

The Israel-based Mystor-
E brings the e-commerce
experience into bricks-and-
mortar stores by enabling
retailers to tell relevant and
personalized stories to their
customers. By shifting the
effective online advertis-
ing model into the physical
space, Mystor-E’s platform
enables retailers to use real-
time data to drive relevant
personalized content to
their in-store customers via
digital screens. The more
the digital experience and
content match the shopper’s needs at a given
moment, the more likely the shopper is to buy.

The New York—based Satisfi Labs creates
end-to-end artificial-intelligence solutions for
enterprise brands that want an easier way to
communicate the right information, at the
right place, in real time, to their customers.
Customers talk with a brand on the Satisfi
platform in a comfortable and conversational
manner. No menus or multiple-choice ques-
tions, just the answer the customer is seeking.
Answers are served in real time, any time, and
customers avoid the frustration of waiting for
available business hours or for a live person to
respond to their question.

Findmine’s outfitting engine blends the art
of styling with the scale of automation, giving
retailers and brands the ability to show shop-
pers complete looks. The New York—based
company services over 4.5 million requests
for outfits per day across e-commerce and
mobile platforms. It also empowers sales
associates to effectively be stylists, suggest-
ing outfits consistent with a brand’s vision.
Drawing from analytics, it can recommend
the highest-performing looks across a store.
It can also “Complete the Look™ via digital
displays, magic mirrors and consumer apps
that draw from products in a shopper’s size
and location in real time.

Slyce uses image recognition to power
retail visual search. Its technology can effi-
ciently and accurately find nearly any product
from an image and enable customers to snap a

A bird’s-eye view of the exhibit floor of the National Retail
Federation’s Big Show

photo with a smartphone to buy something or
find it in a store. The Philadelphia-based com-
pany’s advanced technology converts a pho-
tograph into hyper-specific product descrip-
tions, which are utilized to search a retailer’s
product application programming interface
(API) or product database.

Strypes—with offices in Bulgaria, Germa-
ny and the Netherlands—Ieverages dynamic
3-D visuals to power an interactive shopping
experience for brands, helping them collaborate
with customers on product design and styling.
An interactive view into a product catalogue
allows shoppers to craft not only a complete
outfit but also the perfect living-room design
and more. Consumers on average are willing
to pay up to 20 percent more for personalized
goods, and involvement in the design process
creates a sense of ownership before products
ever hit a shopping cart.

The Chicago-based Tangiblee helps on-
line businesses gain more-engaged, confident
shoppers who convert more often, increase
their average order value and hold onto items
purchased rather than return or exchange
them. Its e-commerce visualization service
transforms retailers’ online catalogues into
interactive shopping experiences. Using a
retailer’s existing onsite content, Tangiblee’s
service creates visual context and comparison
features for every SKU and SKU variation.
Online shoppers can easily understand how
an item will fit their body and how it looks
compared to another item. ®

National Stores Discloses Data Breach

National Stores Inc., the parent company
of more than 300 value stores, disclosed Jan.
22 that its computers had been the subject of
a malware attack.

Michael Fallas, National Stores’ chief ex-
ecutive officer, said the attack gave hackers
access to shoppers’ payment-card informa-
tion. The attack took place between July 16
and Dec. 11, 2017.

“We have been working closely with the
FBI, cyber-security experts and payment-
card brands to contain the incident and pro-
tect our customers’ payment cards,” Fallas
said in a statement. “The malware has been
removed from our system, and no customers
will be responsible for any fraudulent charg-
es to their accounts. We are in the process
of strengthening the security of our point-of-
sale systems to prevent this from happening
in the future.”

The affected payment-card information
may have included names, payment-card
numbers, expiration dates and security
codes. Fallas did not disclose the number of
payment cards affected.

National Stores is encouraging customers
to carefully review and monitor their pay-
ment-card account statements. If a customer
believes his or her payment card may have
been affected, the customer should immedi-

ately contact his or her bank or card issuer.

Further information for customers can be
found at the National Stores website at www.
fallasstores.net/home-1 or by calling (833)
214-8746.

National Stores currently does business
as Fallas, Fallas Paredes, Fallas Discount
Stores, Factory 2-U, Anna’s Linens by
Fallas and Falas (spelled with a single “1”
in Puerto Rico).

National Stores is not the only big retailer
to be the victim of a malware attack in the
past few months. In November, fast-fashion
giant Forever 21 announced that some of its
point-of-sales devices were hacked when the
devices’ encryption programs were not in op-
eration.

Data breaches could potentially force
heavy costs on retailers. In May 2017, Target
Corp. announced an $18.5-million multistate
settlement for a data breach disclosed in De-
cember 2013.

About 70 million people may have been
affected, according to a statement from the
major retailer.

California Attorney General Xavier
Becerra said that California would receive
more than $1.4 million from the settlement,
which found that Target failed to provide
reasonable data security.—Andrew Asch
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HO“g Kong FaShion Week Continued from page 1

Co. in Arizona.

The two have been attending the show for at least a decade
to find new suppliers and meet current factories producing
their bohemian-style womenswear made under the Angie la-
bel. “This is a one-stop shop,” Davis said.

This season they were looking for knitwear, prints and
artwork for the company’s Fall/Winter 2018 season.

As they wandered through the booths, they were sur-
prised to see the show seemed to have shrunk. Last year, the
January show occupied two huge convention-center halls.
This year, it filled only one hall. “The show is half of what it
used to be,” Erspamer said.

At the recent show, which ran Jan. 15-18, there were
nearly 1,400 booths in the Fall/Winter 2018 edition of the
exhibit. Last year, there were 1,515 booths. In past years,
the show included a World Boutique section, which high-
lighted about 250 designers and brands. That was moved a
few years ago to a September exhibit called Centrestage,
which focuses more on fashion collections and has numer-
ous runway shows.

Organizers admit that China is not producing as much
clothing as it used to nearly 20 years ago when it became a
popular sourcing area after it joined the World Trade Orga-
nization in late 2001. Chinese and Hong Kong vendors have
always made up nearly 90 percent of the exhibitors.

But with many sourcing agents shifting their production
to lower-cost countries such as Vietnam, Bangladesh and In-
dia, fewer Chinese vendors are participating in the show. “The
trouble is that retail customers want lower costs,” said Law-
rence Leung, chairman of the Garment Advisory Committee
to the Hong Kong Trade Development Council. He is also
the managing director of Sun Hing Knitting Factory Ltd.

At one time, he had three knitting factories that made
sweaters in China. Now he has one factory, which still does
high-end sweaters that aren’t necessarily being produced in
countries with lower wages.

To keep the show fresh, organizers added a new exhibit
section for fashion uniforms and fashion accessories as the
service-industry world increases its demand for crisp uni-

forms. “This is a big industry,” Leung said, counting
off the number of commercial sectors such as hotels,
restaurants, retailers and airlines that require their
workers have uniforms. “Each person has to have
two to three sets of uniforms. No country dominates
this.”

Marketing opportunity

Hong Kong Fashion Week has always been a
place where businesses try to expand their reach to
find new customers or launch new brands or manu-
facturing options.

That was the case for Innée-Sedona Internation-
al Ltd., a Hong Kong company that has partnered
with the Bugatti Group and Global Licensing in
Canada to produce and distribute various fashion
items with the Céline Dion brand attached to them.

Showing the way to Hong Ko
Fashion Week

The new label debuted last February at the Las
Vegas trade shows, but now the group is introduc-
ing the singer’s collection of handbags and luggage
to mostly the Asian market and Australia, said Gary
Gardner, a director with the Bugatti Group.

The music-inspired handbags and luggage are
targeting the luxury market that falls somewhere
between Michael Kors and Coach, Gardner said.
High-end leather purses retail for $250 to $500, and
the luxury line goes for $385 to $800 while a more
affordable collection made of PU leather retails for
$68 to $200.

“The reaction to the label has been very good,”
said Jennifer Chan, managing director for Innée-Se-
dona International. “We have a Chinese group that
wants to open stores in China and invest in the mar-
ket in Hong Kong.”

Eventually, Céline Dion wants to expand into
fashion, cosmetics and a home collection, Gardner said.

New business was the reason that Plume Nova, a small
company in Jaipur, India, that makes scarves and shawls,
made this their second visit to the show. “We started to feel
like we were not able to expand remaining in India,” said
Anuj Khandelwal, who started the 16-year-old company

Céline Dion collection

Some of the handbags from the

Anuj and Vinita Khandelwal from Plume Nova

Evening gowns were predominant
at the show.

The sportswear section is always
growing.

with his wife, Vinita.

He said they branched out to the international market
two years ago to sell their pashmina and wool scarves and
shawls, which are hand embroidered by 450 workers in their
factory.

At the Hong Kong show, they were seeing mostly buyers
from Thailand, Malaysia, Myanmar and a smattering from
the United States.

May Lu, whose father started the Guangmei Garment
Co. more than a decade ago, said her family had heard that
the Hong Kong show was a good place to meet new custom-
ers. By the third day, she had seen 20 buyers—mostly from
the Netherlands, Australia and England—who were inter-
ested in getting samples of the womenswear the company
made outside of Guangzhou. “People are looking at styles
and choosing samples to be made,” she said.

First-time exhibitor Shanghai Joyfly Import & Export
Co. was one of the vendors inside the new uniform section.
The company makes school uniforms for customers in Aus-
tralia and New Zealand, but company directors were hoping
to expand to new territory. “We haven’t seen too many buy-
ers from the United States, but there are a lot from Asia,”
said Xu Jiajun, general manager. ®

Band of Hong Kong Designers Heading to New York Fashion Week

Designer Harrison Wong is in love with black. He has
been wearing the same color for the past 20 years, and it is
the go-to color in his men’s and women’s collection, which
is always on the forward edge of fashion.

Wong is one of four Hong Kong designers who will be
showing their Fall/Winter collections on the same runway
together on Feb. 9 at the upcoming New York Fashion
Week. Wong’s self-named collection is now 4 years old, and
this will be his third time exhibiting on the New York run-
way. There will be plenty of oversized sweaters and unisex-
looking sweatshirts to see as well as boxy tops and bottoms

made with high-end fabrics and clean lines. “It is minimal
and classy,” said Wong, who received a master’s degree
from the London College of Fashion. “I would describe my
style as understated elegance.”

Chan, who is originally from China, has been living in
Hong Kong for decades and started her collection 11 years
ago in a collaboration with the high-end department store
Lane Crawford. She has since branched out on her own and
now sees her clothes carried by Harvey Nichols in Hong
Kong and Galeries Lafayette in Beijing.

Most of her soft leather comes from Italy and is so pliable
it seems as if it were
fabric. For this sea-

Annette Chan

son, the opera was her
inspiration with her
color motif concen-
trating on burgundy,
black and white. Some
unique characteris-
tics include texturized
leather that has been
twisted or silk inserts
to leather on dresses
and skirts.

Today her main mar-
kets are Hong Kong,
Japan and Taiwan, and

Harrison Wong

since 2013 she has
been selling in the
United States, where
her wholesale price
points are $350 to
$555.

Cheung and Chan
of Heaven Please +
have their own store
in the Causeway
Bay area of Hong
Kong, where their
eccentric collection
of clothing is dis-
played on manne-
quins and on cloth-
ing racks. For years,
Cheung worked as a
menswear designer
at the labels Kent &
Curwen and Aquascutum, and Chan was a fashion editor at
Marie Claire.

Their womenswear label is heavy on classically construct-
ed pieces accented with ruffles on the edges of jackets and
pants. Skirts are tiered and ruched or full at the waist. Raw
silk is one of the fabrics used in the collection, seen in an
oversized jacket decorated with swans.—Deborah Belgum

Lary Cheung and Yi Chan
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Improvisation Leads to Polymer

Eric Basangan was short of room in his
house in Long Beach, Calif., when relatives
showed up to attend his daughter’s high-
school graduation last year.

He improvised by buying a more than
50-year-old Franklin Trailer, turning it
into a temporary living space for him and
his wife, Sarah. Once the relatives left town,
he remodeled the 1962 trailer again and re-
configured it into an office and a store on
wheels for his recently introduced men’s
clothing line, Polymer.

Like the trailer, the line is inspired by a spir-
it of improvisation. Basangan said it was the
only way to navigate the

can’t serve one audience; it has to appeal
to many groups. For Polymer, it meant ap-
pealing to skateboarders, artists working on
a masterpiece or a dude putting together a
look for a restaurant.

Putting together various elements was the
inspiration for the brand’s name. Polymer is a
chemistry term for something that bonds dif-
ferent materials.

The line’s style was inspired by high-end
men’s looks with a functional point of view.
Significant Polymer looks include the “Es-
sential Shirt.” The long-sleeve and short-
sleeve versions feature smaller collars, which

Basangan said accentu-

rapidly changing world
of selling clothes, an in-
dustry he knows having
worked for three years
as a brand manager for
the menswear label Co-
mune.

“I’ve been watching
retail like everyone else
for the past five years.
It’s a confusing situation
now. There are a lot of
different avenues com-
ing into play. It is kind of
exciting. There is not one
answer to what’s going to

CHRIS VELASCO

ates the shoulders more
as well as the overall
look of the garment. It
is constructed of viscose
fabric for a relaxed fit
with a tailored style.

The label’s pants are
made out of wool and
twill. There are marks
placed in the inside of
the pants, which serve
as a guide for those with
a do-it-yourself attitude
toward hemming.

The self-funded
60-piece line is designed

happen. It’s going to be a
hybrid of what is going on,” Basangan said.

Shortly after his daughter, Rachel, gradu-
ated from high school last year, he introduced
Polymer directly to consumers through the
website www.thepolymerprogram.com. This
year, he branched out to wholesalers by show-
ing at the Jan. 4-5 Agenda trade show at the
Long Beach Convention Center.

Building brand awareness means com-
bining grass-roots effort with slick market-
ing campaigns. Likewise, a clothing line

in Long Beach and man-
ufactured in India. Other pieces include
fleece and T-shirts with graphics designed
by Long Beach artists. Polymer labels are
made with Tyvek, a heavy paper fabric. In
the future, Basangan will make the material
to put together caps and tote bags.

Retail price points range from $28 for
graphic tees to $60 for a long-sleeve woven
shirt.

For more information, contact eric @the-
polymerprogram.com.—Andrew Asch
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Color and Fabric Trends Highlight
Premiere Vision Textile Show

By Jennifer DeMeritt Contributing Writer

NEW YORK—Color trends and the push
for local manufacturing were two of the
main themes at the 36th edition of the Pre-
miére Vision New York international textile
show.

When visitors entered the exhibit, held
Jan. 1617 at Pier 54 in Manhattan, they
were greeted by a color display that showed
PVNY’s official color range for the Spring/
Summer 2019 season.

The range of 26 hues—a selection of
greens, offset by deep blues, vivid pinks and
burnt orange tones—highlighted the offer-
ings.

“Premiere Vision is not only a show orga-
nizer,” said Thierry Langlais, vice president
of operations. “Twice a year we meet with
the best weavers and yarn spinners, and we
put together the color range that most of our
exhibitors will be influenced by in their col-
lections.”

The process of creating a color range for
each season is not new at Premiére Vision,
but it has moved more to the front with the
show’s organizers sharing information about
its inner workings.

Associate Fashion Director Julie Greux
explained that this color-trend process starts
months before the show, with Premiére Vi-

Florals at Nikki Martinkovic

sion’s team meeting with its partners from
around the world to discuss color ideas. In-
spiration, she says, “is a mix of everything.
It could come from the street but also from
art exhibitions.”

Based on these discussions, the season’s
color range is created, then shared with Pre-
miere Vision’s exhibitors as they plan their
offerings, leading to a unified trend story
throughout the show.

At the “Trend Tasting” seminars, which
included a session on the highlights for the
season, the story was expressed in a half-
dozen different themes or moods for Spring/
Summer 2019 fabrics. The “Freshness and
Innocence” theme brought the color range’s
warm pink and orange hues to crisp, sunny
stripes balanced by cool blue tones.

The “Creamy Suppleness” theme focused
on texture with fabrics in a variety of colors,
from grass green to rich reddish orange to
ecru, displaying a soft, silky finish.

“Hybrid Nature” showcased subtly
whimsical animal motifs and graphic flo-
rals. The overall feeling of these themes ex-
plored was one of sunny warmth and playful
sophistication.

Graphic florals made a bold statement
on the exhibition floor with several vendors
showcasing fabrics with vibrant blooms and
blossoms. “Colors are a bit brighter and
lighter rather than being saturated. We’re
also exploring more-artistic strokes, things
that are more painterly,” said Ray Bono, co-
founder of Nuprimary, a Brooklyn, N.Y—
based textile design studio.

Bono also spoke to the revival of local

production in New York, which was again
a focal point at the show. Seven compa-
nies based in New York were showcased
at Premiére Vision through its partnership
with the Council of Fashion Designers of
America’s Fashion Manufacturing Initia-
tive. “It’s about going back to smaller teams
and smaller companies that are willing to do
the work and create things firsthand,” Bono
said.

Guglielmo Olearo, Premiere Vision’s in-
ternational exhibitions director, echoed this
view of local manufacturing. “It would be

Craig Tudhope and Ray Bono of Nuprimary

a niche market, for limited volume, playing
on proximity.”

General Manager Gilles Lasbordes added
that local manufacturers can have “closer
collaborations with creative people to de-
velop products in a different way—maybe
more accurate. The time to market could be
shorter instead of manufacturing far away.”

The local manufacturers on display with
the CFDA reflected this trend. They includ-
ed the pattern service Werkstatt, the sample
development and production house David
Wolfson and Associates, the custom fabric
flower maker M&S Schmalberg (which has
been in business in New York City for more
than a century) and New York Embroidery
Studio—-all specialty operations that capi-
talize on their location in New York’s design
center.

David Llewellyn, vice president of knit-
ting-machine manufacturer Shima Seiki
USA, said that new technology is playing a
role in local manufacturing. He was display-
ing a 3-D knitting machine that could knit
an entire sweater in one piece. “The sleeves,
the body, everything—there’s no sewing at
all,” he said. “The idea is reducing labor
costs and reducing material waste.”

While most of these machines are sold in
Asia, Llewellyn said, “We see a trend now
for domestic [sales], which is positive. It’s
about reducing inventory by reducing orders
in Asia. It still costs more to manufacture in
the U.S., but you can do a quick-trend order.
The retailer can reduce orders overseas and
fulfill shortages domestically, so it’s a cost
savings in the long run.” ®
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NEWS

Big Lineup of Asian Fashion Designers at Hong Kong Fashion Week

HONG KONG—Hong Kong Fashion Week was filled with 13 fashion pa-
rades that carved out a runway area on the trade-show floor for exhibitors and
buyers to glimpse some of the latest styles coming out of Hong Kong, China,
Indonesia and other Asian countries.

The Fall/Winter 2018 collections seen at the Jan. 15-18 trade show ran a
wide gamut of styles and interpretations. Lacy dresses and evening gowns were
front and center, but other designers tried their hand at more avant-garde styles
that had boxy looks or crazy styling or were infused with traditional fabrics.

Other fashion events at the show included a trend-forecasting seminar by
Michael Leow of Fashion Snoops, which had a standing-room-only crowd to
get the latest on the men’s and women’s trends for Spring/Summer 2019.

Other forums and seminars explored sustainability, footwear design, brooch
making and growth opportunities in workplace uniforms.—Deborah Belgum

Of Clothing Of Gregorius Vici

HONG KONG TRADE DEVELOPEMENT COUNCIL

Kevin Ho Modemont Phangsanny Phenotypsetter Tongxiang Beichen Fashion Co.

The concept
of factoring

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

You Pay Your Bills.
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 ; mESSNE
rates when you need it—today, for instance. L ABEL H’\K“
s

GOOdman Factors LABELS « HANG TAGS - LOOKBOOKS « HARDWARE « & MLUCH MORE

Since 1972 WWW.PROGRESSIVELABEL.COM

Please call 877-4-GOODMAN {323} 415.9770
or visit us at goodmanfactors.com. Simple, right? 2545 YATES AVE » COMMERCE, CA 90040
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TRADE SHOW REPORT

|SS Continued from page 1

machines and ideas for T-shirts and
basic clothing that employ graphics,
embellishments and embroideries. The
exhibit has been a traditional showcase
for big screen-printing machines that
deal with more volume.

This year, more than 24,000 peo-
ple pre-registered for the show, where
booth space was sold out, said Joshua
Carruth, a trade-show director for
Emerald Expositions, which orga-
nizes ISS.

Attendance almost doubled over
last year, when ISS took place dur-
ing one of the worst rainstorms of the
year. Rain was so heavy that the 110
Freeway flooded a few miles north
of Long Beach. Still, 14,000 people
reportedly attended last year’s show,
according to ISS management.

Even though more people are
searching for machines for smaller
runs, traditional screen printers,
which cater to businesses doing big
volume, were still a large presence
at the show, ISS vendors said. But
there were many exhibitors looking
to work with smaller businesses.

Brothers Ryan and Mark Palmer of
CaliDTG in La Habra, Calif., reshaped
their garment-printing business in 2016

by investing in smaller garment printers, riding a wave of busi-
nesses doing smaller orders for the direct-to-consumer market.

Ryan Palmer said this business is growing because many
larger screen printers won’t work on an order unless it has a

minimum of more than 500 pieces.

With smaller runs in mind, S.Roque of Portugal exhibited
the Roq Hybrid, a direct-to-garment machine that can work

with glitter and foil details to print on shirts.

Technology company Epson also got involved in the direct-
to-garment-printing game. At ISS, it exhibited its new direct-to-

ISS attendees check out a Kornit Avalanche HD6
printer.

PP ERR

increase business needs.”

garment printer, the SureColor F2100. Tim Check, senior prod-
uct manager of Epson America Inc., said the SureColor F2100
was an improvement on past models. “The SC-F2100 delivers
on reduced maintenance while providing increased speed and
efficiency with newly developed print modes to help customers

Israeli manufacturer Kornit Digital exhibited the Ava-
lanche HD6 direct-to-garment printing system. It was the
North American trade-show debut for the printer, which uses
less ink than other machines and requires little setup time,

Tiffany Rader Spitzer, a technical screen-print consultant,

speaks at I1SS’s Arena section.

said Kornit’s Ryan Kurek, direc-
tor of marketing for Kornit’s North
America office. Less ink reduces
printing costs, he said.

Bigger hooths

Jeremy Morillo, senior account ex-
ecutive for Next Level Apparel, head-
quartered in Gardena, Calif., said the
company expanded the footprint of its
booth this year by more than doubling
it to a 30-by-50 booth.

This was the second time that Next
Level exhibited its “Festival Collec-
tion.” The basics line is influenced by
the lifestyle of music festivals, includ-
ing the Coachella Valley Music and
Arts Festival in Indio, Calif. Morillo
said the line’s silhouettes this year
were looser than typical basics and
employed more unique colors.

Los Angeles’ Bella + Canvas label
had a bigger 20-by-40-foot booth to
show its new Heather Prism line.

This year, US Blanks of Los An-
geles had two booths compared to
one last year. One booth was located
on the main trade-show floor while a
second was located in the Arena sec-
tion, which had a food truck, open-
meeting space and extra real estate
for vendors. US Blanks showed its

new velour garments and its “destroyed” T-shirts.

“The show is growing,” said Kevin Kelly, US Blanks’ chief
executive officer. “Getting premium space is impossible. When
this thing opened up, we were front and center.”

A traditional exhibitor at the show is Gildan, headquartered

in Montreal. The company, which acquired the American Ap-

parel brand name last year, introduced the Gildan Heather
line, featuring a heavier cotton with a softer feel.

Los Angeles Apparel’s Dov Charney showed T-shirts
made with an enzyme wash. ®

Las Vegas Resource Guide

CIT Commercial Services

300 South Grand Ave.

Los Angeles, CA 90071

Contact: Darrin Beer, Western Regional Manager

(213) 576-4622

http://cit.com/commercial-services

Commercial Services | Middle Market Financing | CIT

cit.com

Products and Services: CIT Commercial Services is one of the
nation’s leading providers of credit protection, accounts receivable
management and lending services, operating throughout the United
States and internationally. CIT's Los Angeles office serves clients in
the Western United States and Asia. Companies of all sizes turn to CIT
for protection against bad-debt losses, to reduce days sales outstand-
ing on accounts receivables, and to enhance cash flow and liquidity.
CIT's breadth of services, experienced personnel, industry expertise,
proprietary customer credit files, and comprehensive online systems
are all reasons to give CIT a call.

Dallas Market Center

2100 Stemmons Freeway

Dallas, TX 75207

(214) 655-6100 or (214) 744-7444

www.dallasmarketcenter.com

Products and Services: Dallas Apparel & Accessories Markets are
held five times each year at the Dallas Market Center. Located in one
of the country’s fastest-growing regions, Dallas Market Center brings
together thousands of manufacturers and key retailers in an elevated
trade-show environment. Featuring 500 permanent showrooms and
over 1,000 temporary booths, including expanded contemporary lines
and resources, Dallas Market Center is where style starts. For the
latest news and upcoming market dates, visit Dallas Market Center's
website.

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 collection 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
flexible arrangements and quick decisions. Goodman Factors now
operates as a division of Independent Bank (Memphis, Tenn.), which
has routinely been recognized as one of the Southeast's highest-rated
independent banks in terms of customer approval ratings and capital
soundness.

Hana Financial, Inc.

1000 Wilshire Blvd., 20th FI.

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 spe-
cialized nonbank financial institution that offers factoring, asset-based
lending, SBA lending, home mortgage banking, investment banking,
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.

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 merchandis-
ing 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 pack-

aging capabilities. A very important part of our business is FLASHTRAK,
our online ordering system for price tickets, custom products and care
labels. Our mission is to deliver high-quality products at competitive
prices, wherever they are needed for production. We understand the
rush nature of this industry and strive to meet the tight deadlines
facing our customers.

UBM Fashion

www.ubmfashion.com

Products and Services: Uniting the most influential fashion retail
decision-makers and the world's top fashion brands, UBM Fashion
serves the §1 trillion—plus worldwide fashion industry through its
comprehensive marketplaces in Las Vegas, New York, and Japan, such
as: MAGIC, COTERIE, PROJECT, FN PLATFORM and more. UBM Fashion
serves the industry by bringing together great brands and retailers
in superbly merchandised shows while providing superior customer
service and ultimately presenting end consumers with the best apparel,
footwear, accessories, and fashion products.

WWIN

www.wwinshow.com

Products and Services: If you're looking for the freshest, newest
womenswear designs, Womenswear In Nevada (WWIN) is your show.
Held semi-annually—uwith upcoming editions slated for Feb. 12-15,
2018, and Aug. 13-16, 2018, at the Rio All-Suite Hotel & Casino,
WWIN is the show for contemporary, traditional, misses, petite, plus,
and tall resources. WWIN also features a tremendous selection of
accessories—shoes, hats, purses, jewelry, belts, scarves, and more.
More than 1,500 lines of top-name brands and emerging leaders.
Custom-tailored for today's independent retailer, WWIN also offers a
host of buyer amenities, including complimentary breakfast, lunch,
and afternoon refreshments each day; deeply discounted hotel rates;
educational programs; and more.

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 Las Vegas Resource Guide.
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PROFESSIONAL SERVICES & RESOURCE SECTION

ACCOUNTING SERVICES CONTRACTOR/HANDBAG MODEL SERVICES

HOVIK M. KF&"E‘?& g irsemeall | R S oD
ACCOUNTING * AUDITING el soicsainpts”
FIT MODLELS

TAXATION SERVICES FOR THE APPAREL INDUSTRY

AMLYELS O ALL AES & ALL S1AES

FIT, SHOWRDOM, TRADE SHOWS, PRINT, COMMERCIAL, RUNWAY

TEL: 818.244.720¢ LDERGHERe 818-225-0526
e Eeend . e nt 1900 5 Alemeda 56, STE 108 “Wa muls yorms Lon svmns v 1™ PE | teamrage@ragemadels.com %
DVIK®& AKCPA.N Los Aageles CA, gooss All Made in Lo Angeles =
HOVIK@HMKCPA.NET D ot %%.__ _ www.ragemndels.cnml

FIT MODELS PRIVATE LABEL

FIT MODELS - ALL SIZES ACE SEWING —u_;,
Fit @ Print @ Runteay @ Showroom @ Trade Shows . J
A B A as " MACHINE INC=" ~.

214 E. 8th St. * All kinds of sewing machines

MODE LS Los Angeles CA 90014 ' f:.-u]i!m ||[-:.i-.-|1a i. 1hrFi.d
TE' {21 3} 622_8345 ashion Design Supplics

-
i
=

Lycra experis =

BELLAS (714) 709-3035

WilLN g ¢ Dhress forms, milers, bools
I'HSH I()H Fax: (T14) 356-5585 3 23 .9:'..' I. .5 I3 Fax (213) 622-0142 * Pattern & Marking paper
1581 E. 5t Gertrude P bellasfashion.com “Contact Mz, Penny to set up a Fitting or Casting,” Acesewing.com + Safcty pins, hook & eyes
Santa Ana, Ca 92705 Penny@MavrickFit.com | assistant@mavrickfit.com + Elastic, veloro, hanger tape

hedlasiasmoncel’yaloo. com MavrickFitcom + Cuiting room supplies

Our most-affordable advertising platform to secure new clients in the apparel industry. Contact Terry Martinez 213-627-3737, terry@apparelnews.net

CLASSIFIEDS

Visit www.apparelnews.net/classifieds www.apparelnews.net P 213-627-3737 Ext. 278, 280
to place your ad in our self-serve system F 213-623-1515
Jobs Available Jobs Available Jobs Available
FABRIC COORDINATOR CUSTOMER SERVICE COORDINATOR SALES REP FOR YOUNG

* 2-3 Years' experience in Garment industry *2-3 Years’ experience in Garment industry CONTEMPORARY/CONTEMPORARY
¢ Daily communication with vendor via email *Manages and maintains customer orders. WOMENS
and sales *Responsible for adding or setting up new New Lines and Established Lines showroom is
* Fabric stock/order management customers. welcoming an experienced sales representative
e Fabric allocation by Vendor & Mill *Responsible for gathering and updating to maintain and establish new accounts.
* Submit shipping sample and follow up on customers’ shipping/packing instructions and * Able to travel Major Markets and Retailers
fabric inquiries guidelines. * Previous sales experience in working with
* Negotiate price with fabric mill ¢ Additional duties as required. majors/larger chain stores.
¢ Exp. with Excel, Word and A2000 is a plus Contact: hrwest@samsung.com Email to: showroom2211@gmail.com
¢ Additional duties as required.
Contact: hrwest@samsung.com ASSOCIATE TEXTILE/CAD ARTIST CUSTOMER SERVICE
Established missy contemporary label seeks Seeking Experienced Customer Service. Respon-
PRODUCTION COORDINATOR full-time textile/CAD artist; able to create sible for accounts followup, invoicing, shipping,
 3-5 years experience in garment production repeat/separation, modification and (re)create RA/credit memo, allocation, shipping, EDI compli-
* Key qualities preferred: organized, detail original artwork for textile printing. Must be ances, other duties. Excellent written & verbal
oriented, proficient in Microsoft, NGC and proficient in Adobe Photoshop and lllustrator. in English, Microsoft Excel. Min. Qualifications:
Vantage Point software Preferable experienced 2-4 years +. Degree/work experience equivalent.
Please email resumes to: Joanne Perez to: Please submit resume with portfolio to: Send resumes to: hr@genexus.us
jperez@jayallc.com jobshr000@gmail.com
PRODUCTION ASSISTANT
ASSISTANT FABRIC AND TRIM BUYER JR & MISSY ASSISTANT DESIGNER Seeking a production asst to coordinate. Issuing
Ability to work independently and as part of a Jr & Missy Asst Designer w graphic experience, cut tickets, must have knowledge in aims,
team. Must have experience in fabric, trims & high proficiency in Photoshop + lllustrator. great communication skills. Must know how to
embellishments. Must be detail oriented and Must have exp. in screen, dyes, sublimation. read tech packs, help organize the wip with the
have excellent organizational and time manage- Need fabric knowledge in knits. Able to execute contractors. Help order fabric and trim.
ment skills. Must be able to prioritize and meet art/cads needs quickly. Please send portfolio to Email address: rosie@statesideproject.com
deadiines. Established woman's apparel be considered. Please no graphic artists.
company- Located in Vernon. Email: evcr@evcr.com EXPERIENCED PART-TIME SEWER
Email resume: hr@kimandcami.com NEEDED
ASSOCIATE DESIGNER *$14.00 per hour
WILT SEEKS DESIGN ROOM ASST. Fast growing women’s contemporary company Experience in producing whole garments
Must have prev. exp., self-starter, organized, seeks Associate Designer with 5-6 yrs exp. for *Located in Downtown Los Angeles
reliable, responsible, able to multi task & team sportswear line. Candidate must have flair for (747) 900-1206
player. Know Word, Excel, Adobe PS & lllus. fashion and be detail oriented, and know Adobe
Must have CDL & own a reliable insured car. Photoshop/lllustrator & Microsoft Office. STANDARD FABRICS NOW HIRING:
Send resumes: parcandpearl@parcandpearl.com Please send resume to: jobshr000@gmail.com *CAD/ALL OVER PRINT GRAPHIC ARTIST.

WITH 2-5 YEARS EXPERIENCE.

Hyperllnk your ad for best results Send resume to: abraham@standardfabric.com
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Position Wanted

FREELANCE PATTERNMAKER
Gerber system Patternmaker and Technical De-
sign, import or domestic, able to work in house
or out. Extensive exp. in women's & men's bet-
ter market, all aspects of patternmaking.
apwpatternstudio.com apwieting@mac.com
818-298-1897

Buy, Sell and Trade

STONE HARBOR (323) 277-2777
WE BUY FABRIC!

Real Estate
Excess rolls, lots, sample yardage, small to
large
FO R LEASE gty's. ALL FABRICS! fabricmerchants.com Steve

818-219-3002 or Fabric Merchants 323-267-

CREATIVE OFFICE SPACE 0010
LA FASHION DISTRICT
213-627-3754

Jobhs Available Buy, Sell and Trade

*WE BUY ALL FABRICS AND
GARMENTS*

WE BUY ALL FABRICS AND GARMENTS. No lot
too small or large. Including sample room
inventories Silks, Woolens, Denim, Knits, Prints,
Solids Apparel and home furnishings fabrics.
We also buy ladies', men's & children's
garments. Contact: Michael

LOOKING FOR PATTERN MAKER IN
JRS/MISSY

Seeking Full Time Pattern Maker for Jrs/Missy,
Minimum 5 years Gerber system efficient.
Attention to detail + very organized. Spanish/
English bilingual preferred.
To apply, send resumes and salary
requirements to: mailto:evcr@evcr.com

STANDARD FABRICS NOW HIRING:
A PRODUCTION PERSON TO PROCESS ORDERS
WITH VENDORS IN CHINA. MOD2 EXPERIENCE IS
A PLUS.
Send resume to: abraham@standardfabric.com

PRODUCTION COORDINATOR
Established womans sportswear company,
located in Vernon, CA. Candidate will assist with
all aspects of domestic & import production.
Team players only.

Email resume to: hr@kimandcami.com

COMING SOON IN CALIFORNIA APPAREL NEWS

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

February 2 February 9 February 16 February 23
Cover: Fashion Cover: Fashion Cover: Vegas Wrap Cover: Full Vegas Wrap
Surf Expo Wrap Eco Focus NY Fashion Week Coverage LAEDC Economic Report
New York Textile Coverage Denim Report What's Checking T-Shirt Report

Industry Focus: Finance Made in America Findings & Trimmings

Sourcing & Fabric Special
Section
with Tech & Denim*

Technology Industry Voices: Wearables

Supply Chain Special Section

Made in America Advertorial
Fashion Advertorial

T-Shirt Advertorial
Finance Advertorial

with Tech

Fashion Advertorial
Denim Advertorial
Finance Advertorial

Technology Advertorial Textile Preview with Tech
Focus and Resource Guide*
Bonus Distribution Fashion Advertorial

Designers & Agents NY 2/25-27 Findings & Trimmings Adver-
LA Textile Show 3/5-7 torial
Coterie 2/26-28

Bonus Distribution
IFJAG 2/10-13

OffPrice Show 2/10-13
Sourcing at MAGIC 2/11-14
Agenda LV 2/12-14
CurveNV 2/12-14

POOL 2/12-14

Project 2/12-14

Stitch 2/12-14
WWDMAGIC 2/12-14
WWIN 2/12-15

Bonus Distribution
IFJAG 2/10-13

OffPrice Show 2/10-13
Sourcing at MAGIC 2/11-14
Agenda LV 2/12-14
CurveNV 2/12-14

POOL 2/12-14

Project 2/12-14

Stitch 2/12-14
WWDMAGIC 2/12-14
WWIN 2/12-15

Bonus Distribution
LA Textile Show 3/5-7

Style Fashion Week 3/8-11
Brand Assembly 3/12-14
Designers & Agents LA 3/12-14
Label Array 3/12-14

LA Fashion Market 3/12-14

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

Call for special rates and FREE logo -

For classified advertising information:
Jeffery 213-627-3737 ext. 280,
email classifieds@apparelnews.net
or visit
www.apparelnews.net/classifieds
to place your ad in our self-serve system

y CALIFORNIA

arelNews
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Need cash flow to
expand your business?

Our long-term
relationship is
based on a
consistently
high level of
service.

PAUL CARR &
DAC CLARK
L*SPACE

CiT

Let us be a factor in your success.

CIT Commercial Services is one of the nation’s leading
providers of credit protection, accounts receivable
management and lending services.

Visit cit.com/commercialservices or call us at 800-248-3240.

cit.com | W& @ @CITgroup

©2018 CIT Group Inc. All rights reserved. CIT and the CIT logo are registered trademarks
of CIT Group Inc.
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