
LA Market Sees Showrooms 
and Stores Adjusting to the 
‘New Normal’ in Retail

Buyers fanned out to the various showroom buildings in the 
Los Angeles Fashion District for the March 12–14 run of Los 
Angeles Fashion Market, which was highlighting the fashions 
for Fall/Winter 2018.

The market’s three days of activity were punctuated by the 
arrival of President Donald Trump, whose entourage stayed at 
the InterContinental Hotel in downtown Los Angeles, creat-
ing a constant traffic jam that started Tuesday afternoon and 
ended Wednesday morning.

At this market, many showroom owners felt buyers were 
only visiting the brands they felt comfortable with and not ex-
ploring untested labels. Attendee traffic throughout the district 
was hit and miss, depending on the building and the showrooms 
as e-commerce takes a chunk out of sales that had once been 
allocated only to boutiques and stores. 

At the California Market Center, traffic was slower than 
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When women who measure at least 5 feet 9 inches tall 
shop for denim, they are often left feeling as though styles 
such as flares or skinny jeans will end up resembling cropped 
gauchos or capris. 

Standing at 5 feet 11 inches, former model and actress 
Kathryn Brolin decided it was time to launch Midheaven 
Denim to provide solutions for other tall women who want 
to find their ideal denim. 

“Midheaven targets tall women like me who are looking 
for inseams a bit longer than what is usually found out there, 
but we’ve been so pleased to see that women of even average 
heights are ordering and absolutely loving their Midheav-
ens. So, they’ve been rolling, they’ve been hemming, they’ve 
been self-altering their jeans.”

With a soft launch of four styles in January, Brolin is aim-

Making Tall Women 
Comfortable in Their 
Own Skinny Jeans

By Andrew Asch, Deborah Belgum and Dorothy Crouch

By Dorothy Crouch Associate Editor

A
R

U
N

 N
E

V
A

D
E

R
/G

E
TT

Y
 IM

A
G

E
S

NEWSPAPER 2ND CLASS

$2.99  VOLUME 74, NUMBER 11  MARCH 16–22, 2018

INSIDE:
Where fashion gets down to businessSM

www.apparelnews.net

Law firm departs Guess ... p. 2

Gap pushes factories to digital ... p. 2

Understanding PLM ... p. 3

Resource Guide ... p. 9

➥ Midheaven page 3

2 4

THE VOICE OF THE INDUSTRY FOR 73 YEARS

TRADE SHOW REPORT

GAME OF FASHION
This ethnic look created by Los Angeles 

designer Nathalia Gaviria was seen at Art 
Hearts Fashion during Los Angeles Fashion 

Week. For more looks, see page 8.
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After a 30-year run in Santa Monica, Calif., 
the flagship store for the Allen Schwartz label 
has closed its doors.

Allen Schwartz, creative director and prin-
cipal of the downtown Los Angeles–head-
quartered label, said the lease was up for his 
3,000-square-foot flagship at 1533 Montana 
Ave. and he chose not to renew. Instead, he 
wants to focus on e-commerce, wholesaling 
overseas and continuing to supply domestic 
specialty stores with Allen Schwartz styles.

“I was very happy to be part of the com-
munity on Montana. I am very happy with the 
accomplishments we achieved there over the 
last 30 years,” he said. “I don’t think my prod-
uct is still good for today’s customer base on 
Montana. It was good for the ’80s, the ’90s 
and the aughts. It was a suiting time, and a lot 
of agents and actresses shopped here. But the 
whole fashion cycle has changed.”

The flagship closed with little fanfare on 
Feb. 28, with the three people working at the 
store no longer with the company. 

The closure of the flagship comes at a time 
of upheaval for retail. “I love the business. I’m 
as passionate about it as I ever was. But you 
have to adjust,” Schwartz said. 

The closing of the Montana Avenue flag-
ship came two years after Schwartz stopped 
selling to department stores. “They are the 
biggest discounters of all. It hurts the core 
business. There is no way to control them,” 
he said. 

Schwartz had become very frustrated with 
many department stores’ chargeback policies, 
where retailers demand payments for alleged 
errors made by the vendor. Also vexing were 
consumers demanding discounts at the Allen 
Schwartz flagship store because they had seen 
the same garments selling for less at a depart-

ment store. “I want to be paid for all of the 
good we are doing,” he said.

Schwartz said that his flagship was a pio-
neer on Montana Avenue.  He remembered 
being the first contemporary retailer on the 
thoroughfare in 1988. When he opened, the 
street was lined with neighborhood busi-
nesses such as bars, ice cream parlors and 
laundromats. For the past 25 years, Montana 

Avenue has been the address for womenswear 
boutiques as well as restaurants and cafés.

The closure of the Allen Schwartz flagship 
also marks the final chapter of the company’s 
retail. More than five years ago, Schwartz ran 
12 stores, with locations from Orange County 
and Pasadena in California to New York. He 
also chose not to renew the leases for those 
stores.—Andrew Asch
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Allen Schwartz Closes Flagship Store
NEWS

OUR LA FASHION DISTRICT VIP
MEET AND GREET OUR LOCAL LA DESIGNERS EVENT

HELPJESS IS LAUNCHING A WORLD-CHANGING SHOPPING TECHNOLOGY.
STOP BY FOR A SNEAK PEEK, SEE HOW A REVOLUTION IN SHOPPING CAN 

HELP YOU BEFORE THE WORLD DOES.

Date: Saturday, March 17, 2018
Time: 1 to 5 p.m. PDT
Place: 828 S. Main St., Los Angeles, CA 90014

Come meet our local LA celebrity designers and social media influencers

International and local LA designers, come meet our Angels of how we can help  
you to sell to our growing global members so easily as they are with you in LA?

(no subscription fees, contracts or frustrating work required on your end)
Yep, help has finally arrived to get you sales from local and overseas buyers (B2B and B2C)

Buyers, stop by to be in to win a $500 shopping spree with our LA celebrity designers!

Live sales calls from around the world will be showcased from 3 p.m. to view.

Sodas and water with nibbles supplied. Free “I’m an Angel” T-shirts while supplies last.

Don’t miss this event

A little more than three weeks after 
Guess? Inc. cofounder Paul Marciano re-
linquished his day-to-day duties following 
sexual-harassment allegations, the law firm 
that was investigating the accusations is 
stepping aside.

In a regulatory filing on March 12 with 
the Securities and Exchange Commis-
sion, Guess announced that the law firm 
O’Melveny & Myers would no longer 
handle the investigation. It is being turned 
over to Glaser Weil, the same law firm that 
is the legal counsel to the special committee 
formed to oversee the harassment investiga-
tion made by model Kate Upton.

On Jan. 31, the model posted accusations 
against Marciano, the cofounder, executive 
chairman and chief creative officer of the Los 
Angeles denim and clothing label founded in 

1981. She alleged that Marciano abused his 
power at the pioneering fashion company, 
where she once modeled from 2010 to 2011.

“It’s disappointing that such an iconic 
women’s brand @GUESS is still empower-
ing Paul Marciano as their creative direc-
tor,” she posted on her Twitter and Insta-
gram accounts. She ended the post with the 
hashtag #MeToo, the movement demanding 
that powerful men in the media and politics 
answer to sexual-harassment accusations.

Marciano, who was chief executive of the 
company until 2015 and headed up oversee-
ing the company’s advertising campaigns, 
denies the allegations.

Since the allegations at the end of Janu-
ary, Guess has seen its stock price tumble 
nearly 20 percent to close at $14.92 a share 
on March 12.—D.B.

Law Firm Steps Down From Paul 
Marciano Investigation

The interior of the Allen Schwartz store

Gap Inc. is asking 800 of its factories in 
30 countries to skip the cash when paying 
their workers and start depositing workers’ 
checks using a digital system by 2020.

More than 60 percent of Gap Inc.’s facto-
ries already use digital payment methods, such 
as online transfers to bank accounts or mobile 
wallets. But there is more to be done. This 
change will affect some 1 million workers.

About 80 percent of the world’s garment 
industry is made up of women, who often 
live in a cash-only environment and have no 
access to formal financial services. A formal 
banking system allows workers a safer way 
to save, invest and transport money. 

“By having our suppliers pay garment 
workers digitally, we aim to accelerate the 
transition toward a more transparent work-

place for the women and men who make 
our clothes,” said David Hayer, senior vice 
president of global sustainability at Gap Inc. 
and president of the Gap Foundation.

Paying workers in cash has led to se-
vere problems in underdeveloped countries 
where crime is high and workers are at risk 
of having their wages stolen as they go from 
their workplace to their homes. This is par-
ticularly severe during holiday seasons when 
factory workers often receive lump-sum bo-
nuses.

Gap Inc. also has joined the United Na-
tions–based Better Than Cash Alliance, a 
partnership of governments, companies and 
international organizations that accelerate 
the transition from cash to digital payments 
to reduce poverty and drive growth.—D.B.

Gap Wants Its Factories to Go 
Digital When Paying Workers

February was a very good month for 
sales. The National Retail Federation re-
ported that retail sales last month rose 4.4 
percent year-over-year as the economy con-
tinued to grow.

Doing particularly well were online sites 
and other non-store sales that jumped 10.5 
percent year-over-year while clothing and 
clothing accessories stores saw solid per-
formances with a 5.2 percent rise in sales in 
February compared to the same month last 
year. 

“Consumers are still in the driver’s seat,” 
said Jack Kleinhenz, the NRF’s chief econo-
mist. “It’s still too early to draw conclusions 
about the impact of tax cuts, but extra money 
in shoppers’ pockets should help as the year 
goes forward.”

The three-month moving average was 

also up 4.4 percent over the same period one 
year ago. The NRF predicts that retails sales 
this year will grow between 3.8 percent and 
4.4 percent. 

Retail sales in other categories included:
• Building materials and garden-supply 
stores were up 5.1 percent in year-over-year 
sales.
• Electronics and appliance stores saw a 4.3 
percent increase year-over-year.
• Furniture and home-furnishings stores had 
a 2.9 percent growth in sales year-over-year.
• General-merchandise-store sales were up 
2.4 percent year-over-year.
• Health and personal-care stores saw a 0.3 
percent increase year-over-year.
• Sporting-goods stores were having a tough 
time with sales sliding 3.4 percent year-over-
year.—Deborah Belgum

February Retail Sales See Solid Jump
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The new generation of shoppers is constantly connected, 
which sets up new expectations and selling models such as 
“see now, buy now,” direct-to-consumer and IWWIWWIWI 
(I Want What I Want When I Want It). Customers are now 
fully in charge of what, when and where they engage and 
how they buy.  

Brands and retailers are challenged by the convergence of 
connected consumer expectations, new dynamics and blurred 
lines of e-commerce, bricks-and-mortar stores and other 
channels throughout Unified Commerce and the attendant 
demand to turn product quickly and react to high demand. 
What e-commerce has taught bricks-and-mortar retailers is 
that “just in time” is a much better business model than car-
rying a large inventory, as long as you can deliver quickly.  

Product Lifecycle Management (PLM) can assist with 
quicker production cycles, producing the right products to 
meet customer demands and streamlining the supply chain. 
PLM can cover the gamut from conceptual planning to cre-
ative design, 3-D design, technical design, sourcing, quality 
management, order management, logistics, supplier manage-
ment, finance and more.

Unified Commerce has intensified the demand on the sup-
ply chain with the increased complexity of sharing product 
information and collaborating from the design to the manufac-
turing processes to the finished products. So, the demand for 
“intelligent” platforms that provide a real-time collaboration 
to speed up processes and help people make decisions every 
step of the way is critical. In the near future, there will be inter-
twined intelligence with the intersection of PLM systems and 
AI (artificial intelligence) platforms, but until then, speed, cus-
tomization and personalization need to be improved right now.

So, can today’s PLM solutions fast-track the design-to-
delivery product lifecycle? Brands and retailers need to 
drive business process improvement, optimization, real-time 
communication and reengineering through every step of the 
product journey. Progressive PLM platforms—whether in 

the cloud, SaaS (software as a service) or on-premise—can 
help fix this fashion problem.

Centric Software, headquartered in Campbell, Calif., 
has a market-driven PLM solution that provides a “single, 
actionable version of the truth” approach to line planning, 
global sourcing, calendar management, materials manage-
ment, quality management, collection management, techni-
cal design and retail execution. Centric PLM drives digital 
transformation, enabling its customers to get closer to con-
sumers and boost product innovation and speed time to mar-
ket in order to stay closer to trend. 

Centric has paired organizational process change with in-
novative technologies, mobility, cloud and SaaS platforms to 
facilitate a modern way of working. Centric Software also 
can feed product-tester input right into the PLM system and 
route it directly to designers/product personnel. In addition, 
the Centric Visual Innovation Platform is a visual, fully digi-
tal collection of boards for touch-based devices such as the 
iPad and large-screen televisions that enable ideation, what-
iffing and executing decisions en masse to dramatically cut 
time to market and boost creativity.

New York–based CGS Software’s next generation of 
PLM capabilities allows clients to launch new products di-
rectly in Adobe Illustrator and automatically populate PLM 
with the BlueCherry Adobe Illustrator plug-in application. 
This allows for more-innovative designs and better design 
efficiency. CGS can provide one version of the truth for the 
details and status of each product under design and develop-
ment by centralizing and managing design images, product 
and raw-materials development, purchasing, and sample ap-
proval. Underpinned with end-to-end workflow tracking, the 
result is a decrease in iterations for samples and prototypes, 
reduced administrative tasks and data entry, increased ef-
ficiency, and overall greater speed and agility, which is re-
quired for today’s connected consumer. 

Lectra, based in Paris and Atlanta, drives what it calls 
the “4th Industrial Revolution” with a modular PLM ap-
proach that acts as a connected, intelligent nerve center for 

today’s digital supply chain, from planning through design 
to production, ensuring a consistent flow of error-free data 
between processes, technologies and people. 

It also provides companies with the agility to adapt to 
different business models, like design to source, develop 
to source and develop to manufacture so they can jump on 
trends more quickly. You can streamline the way you work, 
make more-informed decisions with real-time data and get 
closer to your customers than ever before.

New York–based BeProduct’s next generation of PLM 
empowers social product development. It was built specifi-
cally for the cloud and designed with collaboration at its 
heart. BeProduct streamlines the entire preproduction pro-
cess, from the initial design to sample tracking, and users can 
access their data, no matter where they are located. You can 
also view, share, review and collaborate in real time on any 
device—redefining the way teams and partners share infor-
mation and collaborate.

So, can progressive PLM fix a fashion problem? Well, 
the bottom line is design and product development has to 
become more social. Retailers and brands need to bring the 
social experience to the fashion design process and progres-
sive PLM can help get you there. Most people get into fash-
ion design for the inspiration and creativity, something that’s 
been somewhat lost from the industry in recent years. 

In order to be more creative, organizations need to shift to 
a more collaborative process for ideas and inspiration using 
these new digital platforms in a way that mirrors the consum-
er social-media experience. Retailers and brands that best 
collaborate together and leverage their knowledge, expertise 
and experience will make more-inspired, on-trend products 
and be able to deliver them quickly for today’s connected and 
demanding consumer. ●

Jerry Inman is a retail expert focused on the fashion, style 
and technology industries. He is also the cofounder of the 
retail consultancy Demand Worldwide as well as of the 
fashion trend forecaster MintModa. 
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ing to introduce her entire line this April. 
Manufactured in downtown Los Angeles 
with a team of 25 sewers, the denim brand 
sources its fabric from Italy, a region close 
to Brolin’s heart because she studied at the 
Santa Reparata International School of 
Art in Florence. The importance of finding 
a responsibly sourced fabric produced sus-
tainably was important during the research-
and-development process for Midheaven. 

“The factory is literally located in a na-
tional park, so they have a bunch of differ-
ent guidelines that they have to follow in 
terms of waste management and all of their 
production tactics. They use cotton that is 
sourced from the Better Cotton Initia-
tive,” said Brolin, who is married to actor 
Josh Brolin.

While the brand will offer sizes 24 
through 33, with inseams that measure 33, 
34, 35, 36 and 38 inches, there is a consci-
entious effort to accommodate women who 
have tall but also curvy bodies. In addition 
to choosing a soft fabric that will stretch 
with the body, but not lose its shape, Brolin 
would like to plan a plus-size capsule col-
lection in 2019.

“It’s so incredibly soft. The fabric 
stretches, but it also has amazing recovery, 
so women with hips and booties, they try 
these jeans on and they notice it will stretch 
with their curves,” she said. “It’s a very giv-
ing fabric.”

Even though Midheaven’s fabric is sourced in a town near 
Milan, Brolin wanted to keep production stateside in Los 
Angeles. It took her one year to find the perfect group of 
professionals, which led her to try working with different 
people in the industry, but never finding the perfect fit until 
piecing together her current team. 

“As the owner of a small business, 
especially one that is just starting out, 
many factory owners—at least in this 
town—don’t want to work with you due 
to the minimal value and volume of the 
goods that you are producing,” Brolin 
explained.

Despite this challenge, she is ex-
tremely happy with the devoted produc-
tion team that cares about manufactur-
ing Midheaven’s designs to her exact 
specifications. As a town that has been 
central to the production of many suc-
cessful premium denim labels, Los 
Angeles is a city with extraordinary re-
sources for a new launch, but Brolin also 

looked beyond her own needs when choosing this city.
“It’s much more expensive to produce in the states, I 

get that, but there are so many talented garment production 
workers in this city that it felt odd to take this job oppor-
tunity away from them in order to take it to another place 
where I might make more money,” she said. 

Taking the first steps into the niche category of manufac-
turing jeans for tall women is a venture that Brolin recog-
nizes will attract a specific consumer, but that is the clientele 
she wants to reach during her launch. 

“I envision Midheaven as a full, well-rounded brand, but 
what is most important to me is to grab that customer who 
is really interested in finding denim that is long enough for 
them because it has been something that I have been looking 
for my entire life,” Brolin explained.

Though she envisions Midheaven evolving into a lifestyle 
brand that includes pieces that fall within the athletic and 
sleepwear categories, Brolin’s intentions for her growth are 
clear and rooted in becoming a trusted premium-denim re-
source. 

“Because we are starting small, with the intention of 
growing organically, we don’t want to offer too many things 
at the start for fear that our brand would get diluted,” she 
said. “We want to be known as a denim brand first and fore-
most.”

Once Midheaven launches exclusively at www.midheav-
endenim.com, styles will range in price from $189 to $280 
retail. ●

INDUSTRY VOICES: TECHNOLOGY

By Jerry Inman Contributing Writer

NEWS

Can Progressive PLM Fix a Fashion Problem?  

Kathryn Brolin

Midheaven  

Continued from page 1
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At the City of Hope’s Annual Spirit of 
Life celebration, Grammy-nominated blues 
singer Janiva Magness sang the blues and 
fashion executives, factors and other attend-
ees played casino games at the James Bond–
themed “Casino Royale” night, held March 
10 at The Reserve nightclub in downtown 
Los Angeles.

They also bid in a silent auction for va-
cation getaways and luxe items to raise 
funds for the Duarte, Calif.–headquartered 
research hospital, which treats cancer, dia-
betes and other serious illnesses. 

Gifts being auctioned off ranged from 

signed jerseys from 
Golden State War-
r iors  baske tba l l 
player Kevin Du-
rant to a vacation in 
a villa in Southern 
Italy. The minimum 
bid for the Medi-
terranean stay was 
$15,000.

Over the years, 
the City of Hope’s 
Fashion & Retail 
Group has raised 
$44 million for the hospital and research 
center. At this event, it raised $300,000.

The top sponsor for this year’s fundrais-
er was Los Angeles manufacturer Topson 
Downs. The second top sponsor was the fac-
tor Rosenthal & Rosenthal. Other sponsors 
included Buchalter Nemer, Connected 
Apparel, Moss Adams, Wells Fargo Capi-
tal Finance, TJX, CIT, Signal Brands, 
Hub International, the Vera R. Campbell 
Foundation and Swat Fame. 

The “Welcome Sponsor” to this year’s 
event was juniorswear maker Stony Ap-
parel, said Rosenthal & Rosenthal’s Sydnee 
Breuer, who is the executive council presi-
dent for the Fashion & Retail Group.

“We’re friendly competitors,” she said of 
the evening’s sponsors. “It’s nice to come 
together for this celebration and raise money 
for this great charity.” Unlike past years, the 
2018 event had no individual honoree. But 
a search is on for an honoree for the 2019 
event, Breuer said. 

Breuer talked about the City of Hope’s 
mission and introduced Emily Bennett Tay-

lor.  The woman, 
from Long Beach, 
Calif., was diag-
nosed with Stage IV 
lung cancer when in 
2012 she came un-
der the care of the 
City of Hope’s Dr. 
Karen Reckamp. 
The forecast for her 
survival was poor. 
But after chemo-
therapy and surgery, 
she lived to become 

the mother of twins.
City of Hope’s Fashion & Retail Group of-

ten puts on gala events for the hospital. Each 
year, the Spirit of Life is held at different 
venues. In the past, events have been held at 
Soho House in West Hollywood, Calif., and 
the City National Grove of Anaheim, adja-
cent to Angel Stadium. In 2012, the philan-
thropic group held a Studio 54 party where 
pop star Miley Cyrus performed and Britney 
Spears attended.—Andrew Asch

EVENT

Sponsors from City of Hope’s Fashion & Retail Group

Kevin Sullivan
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City of Hope 2018 Spirit of Life 
Event Parties for a Cause

From left: Larisa Love, Jenna Crellin and Yire 
Castillo

Emily Bennett Taylor Sydnee Breuer, left, with Kaleigh 
Kemmerly

Items from the silent auction
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usual over the first few days. Doris Johnson, whose 
eponymous showroom is on the third floor, has been 
in the building for more than 30 years with her lines 
including Soulmates, Nina Field, Sunrise to Sun-
set and Rossi Roma. She noticed that traffic at this 
most recent market was less than in the past. 

“It’s a combination of things,” said the showroom 
owner. “Our bricks-and-mortar people are suffering. 
They truly are. I’ve been here a long time, since ’83, 
and we’ve lost a lot of our account base.”

But there were some new retailers visiting the 
show. Julie Winter Havel, the owner of Bluetique, in 
New Hampton, Iowa, and the store’s specialty buyer 
and merchandiser, Annie Lukes, arrived Tuesday but 
were a bit confused by the various buildings and felt 
new attendees would benefit from a clearer picture 
of the complex’s layout. But by Wednesday morn-
ing, they were ready for business.

“Today will be our day to go back and revisit some of the 
things that we wrote down yesterday that we showed interest 
in,” explained Lukes. “We are hoping to place a few orders, 
but that may turn into more as we are able to sit down with the 
vendors and talk more about the lines.” 

For temporary exhibitors, the CMC organized the Select x 
Emerge show in the penthouse, where traffic was still slow, but 

many manufacturers were optimistic. For eco-friendly clothing 
line PERI: Pure Eco Rag Industry, whose wholesale price 
points range from $38 to almost $100, remaining in touch with 
clients and anticipating customers’ needs is the secret to gener-
ating orders.

“I do Spring and Fall at the same time just because we’re 
LA, plus I can make it in six weeks,” said owner and designer 
Peri Donch. “The orders are not small. I had, in the past when 
I was in my showroom, a $200 or $300 order and these are 

much bigger than that. I think the flexibility of my turnaround 
[attracts retailers].”

For San Diego–based Pura Vida Bracelets, whose whole-
sale prices range from $3 to $15, orders were being placed, but 
the amount of traffic did not meet expectations. 

“We placed a few new orders, opened a few new accounts 
and saw one of our recurring accounts,” said D.J. Hernandez, 
who is the wholesale account representative for the West Coast.

The New Mart sees activity

This year’s Los Angeles Fashion Market seemed to be a suc-
cess for the The New Mart with organizers reporting double 
the number of attendees for the first day of market, which for 
the building was Sun., March 11.

The rest of the week was busy too. “We have already beat 
the 2017 week’s total number of attendees in just the first three 
days of this market,” said Ashleigh Kaspszak, the building’s as-
sistant property manager.

At the Salt & Pepper showroom, store owner Chris 
Baumgartner was looking for unique pieces that would best 
represent the clientele of her Washington state–based boutique, 
Istina. While the showroom’s Emmalena Bland reported con-
sistent traffic, Baumgartner felt overall attendance was different 
than previous events. 

“It seems slow compared to other shows,” she said. “There 
is a whole new normal now. It’s hard to compare because it’s 
apples and oranges now, and we’re doing really well. But I hear 

TRADE SHOW REPORT

Pura Vida Bracelets at Select x 
Emerge

A booth at Brand Assembly Booths at D&A Andiyah Patrick of Mar y Sol at D&A

LA Market  Continued from page 1

Eileen Fisher Fall 2018 at The 
New Mart

Peri Donch, owner and designer of PERI, 
at Select x Emerge
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that people are closing.”
At the Eileen Fisher showroom, Alexandra Brooks, the 

brand’s team leader of specialty stores, explained that for Fall, 
the brand is going to focus on a particular pattern inspired by 
the company’s core principles of empowering women.

“We’re actually having a very successful show,” she said. 
“We are introducing the Morse Code, and that is a print that we 
are offering in three styles. It is Morse Code for ‘The Future Is 
Female.”

With wholesale price points ranging from $78 to $348, 
Brooks said the brand was experiencing an increase in orders 
and early purchasing.

At accessories showroom M Group Showroom—which 
represents Kate Spade, Michael Kors, Calvin Klein and Tim-
berland—Brett Morris had written a few orders but revealed 
that traffic might be down due to show exhaustion coupled with 
a shift toward the digitization of business practices.

“There are just a lot of shows in general,” he said. “We’re 
very tech savvy here, so a lot of the stuff we do is digital Power-
Point line sheets and we just email them out to everybody. It’s 
not like back in the day when I would hop on a plane.”

Despite an interest in Immediates for its accessories brands, 
such as An Old Soul, the Rande Cohen Showroom had ex-
perienced a lot of traffic starting on the first 
day and saw retailers who were ready to 
move past the Summer season.

“We’re in Fall. Some people are playing 
a little bit of catch up, doing April and May, 
but the focus is definitely on Fall,” Rande 
Cohen said.

For Lola & Sophie owner and designer 
Gene Kagan, the Fall line was generating a 
lot of interest, as trends shifted from bright, 
striking color.

“Orange is selling out now,” he said. “I 
think it [Fall] is about plaids and camou-
flage.”

On the third floor of The New Mart, the 
22-year-old Designers and Agents show 
took over as 83 collections were on display 
in an intimate setting that was created for more-independent 
designers. As co-owner Ed Mandelbaum explained, “We’re not 
about quantity. We’re about quality. It’s all about creative in-
tegrity.”

One exhibitor at the show was Transit, whose wholesale 
price points range from $118 to $800 for specialty items. Mar-
garetha Silverman, a sales representative for the Italian label, 
said the show was very good if you don’t sell to departments 
stores but sell to specialty stores.

Lost and Found, a line of premium basics manufactured 
from cotton jersey and cashmere, is in its second season. It was 
launched by Jamie Rosenthal, a retail veteran who wanted to fill 
a void in the market by designing quality hoodies, turtlenecks, 
sweatshirts, and long- and short-sleeved T-shirts. 

Erica Trinder-Torre, who is the brand’s showroom represen-
tative, said Rosenthal understands the formula of looking styl-
ish without appearing overly formal.

“When you have a really great jacket and a really great skirt 
but you don’t want to wear a blouse with it and you want a great 
T-shirt, what T-shirt do you wear that still looks really polished? 
It fits in well with some of your nicer clothes,” she explained. 
“The show is really good. We’re getting orders and revisiting a 
bunch of stores that we started with last season.”

Visiting the show for the first time was Jazmyne Givens, 
who would like to open an online boutique in her hometown 
of Las Vegas but didn’t know where to begin and thought D&A 
would provide a strong foundation for her vision. “I looked at 
some of the pictures online and it looked pretty interesting,” she 
said. “Thought I should stop by and see if there is anything here 
that I would like to take into my inventory.”

Increased activity at the Cooper

While different showrooms at the Cooper Design Space 
reported various levels of success, Israel Ramirez of the Sib-
lings Showroom estimated that the show’s buyer traffic was 
even with Los Angeles Fashion Market last year, but retailers 
were ordering more. “Retail has been on a growth trajectory,” 
Ramirez said. “Confidence is back.”

At the Focus Showroom, down the hall from Siblings, Syl-
vana Lankshear said the show started slowly on Monday morn-
ing, but by afternoon traffic had gotten busy enough to warrant 
staying until 8 p.m. 

The second day of the show was one of the busiest working 
days in memory Lankshear said, and traffic was solid on the 
third day. Unlike past shows, Lankshear said that there were no 
retailers from Florida or the Northeast but mostly West Coast 
retailers.

The March market was a time for double duty for the Ban-
dolier showroom. Adam Derry said there was a steady flow of 
traffic. “But this market became a bit less about foot traffic and 

more about direct follow-ups,” he said.
Sometimes the March edition of LA Fashion Market is a 

bit difficult because it is scheduled a month after the sprawling 
Las Vegas trade shows. Fred Levine of the M.Fredric line of 
boutiques said he skipped the market because it was scheduled 
too close to the Las Vegas shows.

With little fanfare, the Trade Showroom opened in the 
building for the fashion market. Diana Oh, the showroom’s 
owner, dove into the market, meeting with stores. Making ap-
pointments was key to her success, Oh said. “We had a good 
market, but there were not many walk-ins,” she said.

On the 11th floor of the showroom building, the Brand As-
sembly trade show was celebrating its five years in Los Angeles 
with an event that wanted to bring emerging brands to a trade-
show forum.

For the show’s March 12–14 run, an estimated 20 percent 
of the vendors were new to the show, said Hillary France, the 
cofounder and chief executive officer of Brand Assembly. More 
than 50 percent of the brands exhibiting at the show returned to 
exhibit at the show, held on the Cooper’s 11th floor. The 150 
brands exhibiting at the show were about even with last year.

Retailers visiting the show included majors such as Saks, 
Nordstrom and leading Los Angeles–area boutiques such as 

Elyse Walker, Principessa, Polkadots & Moonbeams and 
Trina Turk.

Like most trade shows, vendors had varying degrees of 
success and experiences. For Ben De Luca, brand manager of 
Brooklyn Hat Co., the show was part of a wave of good busi-
ness.

“There’s a bit of life coming back to the fashion world,” De 
Luca said. “The last couple of years have been slow. This show 
is good. People are buying again.”

Before the recent trade-show season, buyers were looking to 
order only two or three pieces from each of the company’s hat 
categories. This year, they are buying much deeper, De Luca 
said. Recent looks for the company included distressed fedoras 
with a burnt look.

Ty McBride of the Intentionally Blank brand reported good 
business. But he was dissatisfied with the trade-show model. 
“No one wants to pay $5,000 to sit. I’m rethinking my trade-
show business,” he said.

He said he will invest more in his brand’s direct-to-consumer 

business, along with wholesaling to current accounts. On St. 
Patrick’s Day weekend, he is scheduled to open a 1,100-square-
foot Intentionally Blank boutique in San Francisco’s Mission 
District. The formerly blue-collar and immigrant enclave is en-
joying a spike of interest with chic restaurants and boutiques 
opening.

Wendy Freedman of Polkadots & Moonbeams shopped at 
the show. For trends, retro styles continue to reign over fashion. 
Despite Wall Street cheering the U.S. economy, she said busi-
ness is no picnic for boutique retailers.

“The economy is really tough. Stores are really suffering. 
We have to work four times harder to stay in business,” she said. 
“We’re survivors because we have loyal customers.”

Tried-and-true buyers at the Gerry Building

Showroom owners and exhibitors in the historic building 
with nine floors of showrooms and offices said they felt traffic 
was light at this most recent market, with only regular buyers 
showing up.

“We had a decent market, but the traffic is down,” said Sarah 
Kirakossian of Arlene Henry Sales, whose lines include Sta-
ples USA, Lauren Vidal, Color 5 Power and Mezon.

Miriana Ojeda, who has an eponymous 
showroom on the seventh floor and orga-
nizes an auxiliary showroom during fash-
ion market for temporary exhibitors, said 
she saw buyers she normally sells to but no 
new customers. “They wrote but nothing 
beyond that,” she said, noting she did better 
at the Curate International Collection in 
February in New York than at this market.

At one of the two showrooms occupied 
by temporary exhibitors, business was 
fairly lackluster. Chad Patton, the La Jolla, 
Calif.–based distributor of Nuno, a cloth-
ing line made by a well-known Japanese 
textile maker, said he had seen no more 
than 10 buyers in nearly four days. “It is 
definitely slow,” he said. “People are going 

to the brands they were successful with and not to new brands.”
Also showing in the same temporary showroom space was 

New York–based Arlean Gall, distributor for the avant-garde 
German footwear line Trippen. “Last market was very strong 
for us. We picked up a lot of new stores,” she said, noting that 
this market was surprisingly slow. “Right now, we have to find 
new, creative ways to reach new customers.”

But store buyers were wandering through the Gerry Build-
ing and writing paper. Laura McGuire—the buyer for Wendy 
Foster, a decades-old small chain of California specialty stores 
in Santa Barbara, Montecito and Los Olivos—was placing or-
ders at the P. Taylor Clothing booth, a company in Pasadena, 
Calif., specializing in chic oversized women’s shirts made of 
luxury fabrics. 

McGuire said retailers are adjusting to “the new normal,” 
but customers are still buying. “We have been in business for 
50 years, and our customers want something special they don’t 
already have,” she said. “They want new things that are well 
made.” ●

Arlean Gall of Trippen Reception at Brand Assembly
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In 2020, consumers will increasingly be doing business by 
smartphone while retailers will depend more on artificial intel-
ligence and virtual reality to produce retail experiences. Young 
consumers will be more likely to support businesses imbued 
with a sense of activism, such as Patagonia. 

That was the prediction by London-based trend forecaster 
WGSN, which issued a research paper called “Future Consum-
er 2020.”

The paper notes that demographics in North America and 
Europe will change, with younger consumers more likely to 
be a member of a minority group. WGSN suggested that busi-
nesses look for ways to sell to people with Latino and Muslim 
backgrounds.

Carla Busazi, WGSN’s managing director, said the forecast-
er’s staff traveled to 95 countries in the past 12 months to do 
interviews with consumers from every age group. They also 
did independent market research and culled information from 
research papers from outside groups on a number of subjects 
ranging from technology, economics, demographics to studies 
on new markets such as cannabis and cryptocurrencies.

Cryptocurrencies will matter in a world where consumers 

have more choices. “Consumers are growing ever more distrust-
ful of large institutions—government, banks and large corpo-
rations— because they haven’t fixed the things they promised. 
Businesses that succeed in the future world will have to stand 
for something. Our future consumers are more than happy to 
take their money elsewhere if they don’t share the ideals of the 
brand they’re buying from. So businesses need to think long 
and hard about where they stand on big issues. It’s not about 
storytelling anymore. It’s about action,” she said.

The paper had an optimistic outlook for technology. It fore-
cast that Fifth Generation wireless systems, known as 5G, will 
revolutionize business and the use of smartphones. The net-
works are predicted to be faster, stronger and more nimble than 
what most U.S. consumers are currently using. More reliance 
on technology, WGSN said, will create more jobs. 

Changing demographics is a hot topic right now. On March 
13, the U.S. Census Bureau forecast that older people will 
probably outnumber children in America by 2030. By that time, 
all baby boomers—those born between 1946 and 1964—will 
be older than 65.  By that time, one out of every five residents 
will be of retirement age.—Andrew Asch

Trend Forecaster WGSN Paints a Picture of 
the Future Consumer
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BODYSUIT  PARADISE RANCH DESIGNS

June 2016 - BELLO11

A beach-to-street lifestyle brand
THINK OUTSIDE THE TRIANGLE

EMBLEM SHOWROOM 
310-420-0125
evelinem@emblemshowroom.com
New Mart Building Ste. 707
127 E. 9th St.
LA, CA 90015

MEDIA PLAYGROUND PR
Kim 323-687-3360 
kim@mediaplaygroundpr.com
845 S. Los Angeles St.
LA, CA 90014

EVENTS

Domingo Zapata x Agatha Ruiz De La Prada

Los Angeles Fashion Week kicked off with 
Art Hearts Fashion, the first of two back-to-
back, multi-day shows that filled the week with 
more than 35 designers on the runway.

Celebrating its 10th anniversary, Art 
Heart Fashion, held March 12–16, switched 
venues this season to The MacArthur, for-
merly known as the Park Plaza Hotel, an 
elegant Gothic Revival structure near Ma-
cArthur Park originally built in 1923 for the 
Benevolent and Protective Order of Elks, 

also known as the Elks Club.
The first night of Art Hearts Fashion saw 

the runway filled with a number of Los An-
geles designers including Kentaro Kameya-
ma, Fernando Alberto, Candice Cuoco and 
Nathalia Gaviria. 

The show’s five days of presentations has 
featured a global selection of designers from 
faraway spots including Australia, Bangla-
desh, Indonesia, Jamaica, Palestine, Mexico 
and Malta.—Deborah Belgum

Art Hearts Fashion Changes 
Venue With Full Schedule

Wilfredo Gerardo

Fernando Alberto

Kentaro Kameyama Nathalia Gaviria

Jonathan Marc Stein Nazia Rahman

Danny Nguyen
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Cinergy Textiles 
Inc.
1422 Griffith Ave.
Los Angeles, CA 90021
(213) 748-4400
Fax: (213) 748-3400
www.cinergytextiles.com
cinergytextiles@aol.com
Products and Services: For over 25 
years, Cinergy Textiles has been special-
izing in stock and order-based programs 
consisting of hundreds of solid and 
novelty knits, wovens, and linings. Our 
product line provides piece goods for 
all apparel markets, including children’s, 
juniors, contemporary, activewear, uni-
forms, and special occasions. Our fabrics 
are imported from Asia and stocked in 
Los Angeles. We have a one roll stock 
minimum. Orders are generally processed 
on the same day and ship out within one 
or two business days, depending on the 
size of the order and availability of the 
particular style ordered.

Epson
www.epson.com/sublimationprinter
Products and Services: Epson—quality 
and reliability. Now in a dye-sublimation 
printer. The Epson name has long stood for 
the very highest standards of print perfor-
mance, quality, and reliability. Now, we’re 
putting our expertise into an exciting new 
suite of purpose-built garment printers. 
Designed exclusively for dye-sublimation 
transfer printing with specially-formulated 
Epson inks, the Epson SureColor F9200 is 
a 64” dye-sublimation printer for versatile 
digital textile production up to 504 square 
feet per hour. Brilliant 4-color Epson Ultra-
Chrome with high-density black DS Ink 
technology. Continuous high-capacity 
ink-supply system for extended produc-
tion along with the world-class service 
you’ve come to expect from Epson. How 

do you reinvent the dye-sublimation trans-
fer printer? You start by designing, from 
the ground up, every component to work 
together as one system—from the print 
head and ink technology to the printer 
engine and software. The result? A high-
performance dye-sublimation transfer 
printer designed with extreme reliability for 
true industrial-level production.

HelpJess
http://helpjess.com 
Products and Services: HelpJess, with 
its patented interactive video solution, 
aims to change the world’s online and 
virtual world by its innovative live video 
technology platform that allows online 
consumers to experience live face-to-
face interaction with a digital presence 
of a bricks-and-mortar store as actu-
ally being in the store itself anywhere 
worldwide, creating a virtual O2O shop-
ping experience, offering VIP one-on-one 
and group personalized service with 
live interactive video shopping tools. 
The free HelpJess Angel app allows our 
members to shop online to a live video 
call with our exclusive designers and 
stores worldwide in LA, New York, Milan, 
Paris and Hong Kong— even to the 
famous wineries of Australia—all as 
actually being there and then delivered 
to your door for a complete VIP celebrity 
personnel shopping experience.

Paradise Ranch 
Designs
Emblem Showroom
The New Mart
127 E. Ninth St.
Contact: Eveline at
evelinem@emblemshowroom.com
or (310) 420-0125
www.paradiseranchdesigns.com
Products and Services: Kris Goddard’s 

designs deliver what she promises—
fresh shapes with a vibrant, youthful 
appeal yet offering comfortable coverage 
on the top and bottom. Paradise Ranch 
goes bold with prints, an array of exuber-
ant tropicals mainly sourced from Italy 
and France, with solids produced in the 
United States. The line’s success has 
enabled Goddard to start buying print 
designs exclusive to Paradise Ranch. 
“The custom prints in our line provide 
exclusivity of design and keep everything 
in the USA. I’m loving that.” Beyond the 
bright look, however, Paradise Ranch is 
developing a loyal customer base for its 
smart silhouette choices and Goddard’s 
meticulous attention to fit issues. “My 
collection is meant to be multifaceted,” 
Goddard notes. “It’s more than just 
swimwear—it’s wearable to many 
places, it’s interchangeable, it makes 
for easy packing. That’s the mainstay of 
what we’re doing that makes us differ-
ent. It’s coverage but still sexy.”

Progressive Label
2545 Yates Ave.
Commerce, CA 90040
(323) 415-9770
Fax: (323) 415-9771
info@progressivelabel.com
www.progressivelabel.com
Products and Services: Progressive 
Label is dedicated to helping compa-
nies develop and showcase their brand 
identity. From logo labels and hangtags 
to care/content labels and price tickets, 
we will develop, produce, and distribute 
your trim items worldwide. We specialize 
in producing custom products that will 
meet your design and merchandising 
needs. We successfully launched pro-
duction of RFID price tickets last year. 
This demand is being greatly driven by 
the big retailers such as Macy’s and 
Target. Our growth and market dynamics 
have resulted in opening up a production 

center in Tijuana, Mexico. We have also 
added advanced die cutter technology 
in our Los Angeles production center to 
streamline our production efforts and to 
strengthen our packaging capabilities. A 
very important part of our business is 
FLASHTRAK, our online ordering system 
for price tickets, custom products and 
care labels. Our mission is to deliver 
high-quality products at competitive 
prices, wherever they are needed for 
production. We understand the rush 
nature of this industry and strive to meet 
the tight deadlines facing our customers.

SKECHERS USA, 
INC. 
www.skechers.com
Products and Services: A $4.16 billion 
global leader in the performance and life-
style footwear industry, Skechers designs, 
develops, and markets more than 3,000 
styles for men, women, and children. 
Skechers is the No. 1 walking, work, and 
casual lifestyle brand in the United States 
(SportsOneSource, 2017) and the No. 3 
athletic footwear brand in the world (SGI, 
2016)—thanks to its focus on style, 
comfort, innovation, and quality. The 
company’s 2018 roster of brand ambas-
sadors includes multi-platinum recording 
artist Camila Cabello, athletic legends 
David Ortiz, Tony Romo, and Howie Long, 
and elite athletes Meb Keflezighi, and 
Matt Kuchar, among others.

Resource Guide

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

March 16
Los Angeles Fashion 
Week
Neuehouse Studios
Los Angeles
Through March 18

March 17
HelpJess Meet and Greet
828 Main St.
Los Angeles

March 21
Dallas Market Week
Dallas Market Center
Dallas 
Through March 24

Brand Assembly
Dallas Market Center
Dallas
Through March 23

FIG
Fashion Industry Gallery
Dallas
Through March 23

March 27
DG Expo
Doubletree by Hilton Hotel 
Miami Airport & Convention 
Center
Miami
Through March 28

LA Men’s Market
California Market Center
Los Angeles
Through March 28

March 28
Coast
SoHo Studios
Miami
Through March 29

April 3
LA Majors Market
California Market Center
Los Angeles
Through April 5

CALA
Fort Mason Center
San Francisco
Through April 4

April 5
Style Fashion Week
Palm Springs Air Museum
Palm Springs, Calif.
Through April 8

April 7
Stylemax
Merchandise Mart
Chicago
Through April 10

April 9
CALA
Denver Mart
Denver
Through April 10

April 10
Atlanta Apparel
AmericasMart
Atlanta
Through April 14

April 15
Fashion Market Northern 
California
San Mateo Event Center
San Mateo, Calif.
Through April 17

April 19
Marcum Retail 
Symposium
JW Marriott
Los Angeles

April 22
Arizona Apparel, 
Accessories, Shoes & Gift 
Show
Phoenix Convention Center
Phoenix
Through April 24

April 25
DG Expo Fabric & Trim 
Show
Dallas Market Center
Dallas
Through April 26

Submissions to the calendar should be faxed to the Calendar Editor at (213) 623-5707. Please include 
the event’s name, date, time, location, admission price and contact information. The deadline for 
calendar submissions is the Tuesday prior to Friday publication. Inclusion in the calendar is subject to 
available space and the judgment of the editorial staff.

There’s more
 on ApparelNews.net.

CalendarCalendar

For calendar details and 
contact information, 
visit ApparelNews.net/
calendar.

 For information contact Terry Martinez at 
(213) 627-3737  

or terry@apparelnews.net for info

COMING NEXT WEEK IN CALIFORNIA APPAREL NEWS

MARCH 23
Cover:  LA Runway
Technology 
T-shirt Report
Retail Report
New Resources

T-shirt Advertorial
BONUS DISTRIBUTION

LA Majors Market 4/3-5
Style Fashion Week Palm Springs 4/5–8
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Hyperlink 
your ad for 
best results

For classified 
advertising:  

email 
jeffery@apparelnews.net  

or jeffery@apparelnews.net

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

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

C L A S S I F I E D S 

Jobs AvailableJobs Available Jobs Available

SALES	REPS

An	in	no	v	a	tive	but	ton	and	trim	fac	tory	from	far

East	Asia	with	years	of	ex	pe	ri	ence	in	deal	ing

with	big	brands	in	USA	and	Eu	rope,	is	look	ing

to	ex	pand	in	sales	and	adding	more	sales	peo	‐

ple	and	also	pos	si	bil	ity	of	part	ner	ship	in	Los	An	‐

ge	les	or	other	parts	of	U.S.	Ex	pe	ri	ence	within

the	trade	is	must.	Please	send	re	sume	to:	

IN	FOR	MA	TION0769@	YAHOO.	COM

GRADER

Girls	dress	man	u	fac	turer	in	Bur	bank	needs	an

ex	pe	ri	enced	Grader.	PAD	a	must.

Email	re	sumes	to:	

An	net	ter@	ves	ture	grou	pinc.	com

FULL	TIME	BOOKKEEPER

Es	tab	lished	Ap	parel	Com	pany	look	ing	for	full

time	book	keeper.	Ex	pe	ri	ence	in	AP,	AR,	Pay	roll,

and	Ac	count	ing	a	must.	At	least	5	years	of	

ex	pe	ri	ence	re	quired.	Knowl	edge	of	MAS90	and	

Ex	cel	needed.

Email	to:	cathy.	king@	lam	amba	fash	ion.	com
APPAREL	CO.	IS	LOOKING	FOR	A

BOOKKEEPER/STAFF	ACCOUNTANT.

Bach	e	lor’s	de	gree	in	ac	count	ing.

Knowl	edge	of	Quick	Books,	Peachtree

Record	day	to	day	fi	nan	cial	trans	ac	tions.

Pre	pare	monthly	bank	rec	on	cil	i	a	tion.

Main	tain	records	and	launch	re	ports	and	

fi	nan	cial	state	ments.

Process	ac	counts	re	ceiv	able/payables	and	

han	dle	pay	roll.

En	sure	le	gal	re	quire	ments	and	com	pli	ance.

Email	re	sume	to	al	bert@	exp	ertb	rand.	com.

GRAPHIC	ARTIST

Show	your	cre	ativ	ity	with	at	ti	tude	screens,	

col	or	ful	prints,	siz	zling	tex	tiles.	Girls	and	Jrs.

70%	graph	ics/screens,	30%	prints/tex	tiles.

Strong	un	der	stand	ing	of	lay	er	ing,	em	bell	ish	‐

ments,	trends,	etc.	Sub	mit	re	sume	with	

port	fo	lio:	screen	graph	ic	s2016@	gmail.	com

DESIGNER

5-6	yrs	exp.	Con	tem	po	rary	sports	wear	line.

Flair	for	fash	ion	and	de	tail	ori	ented.	Com	puter

savvy,	Adobe	Pho	to	shop/Il	lus	tra	tor	&	Mi	crosoft

Of	fice.	

Re	sume:	job	shr000@	gmail.	com

ASSOCIATE	TEXTILE/CAD	ARTIST

Es	tab	lished	missy	con	tem	po	rary	la	bel	seeks

full-time	tex	tile/CAD	artist;	able	to	cre	ate	

re	peat/sep	a	ra	tion,	mod	i	fi	ca	tion	and	(re)cre	ate

orig	i	nal	art	work	for	tex	tile	print	ing.	Must	be

pro	fi	cient	in	Adobe	Pho	to	shop	and	Il	lus	tra	tor.

Prefer	able	ex	pe	ri	enced	2-4	years	+.	

Please	sub	mit	re	sume	with	port	fo	lio	to:	

job	shr000@	gmail.	com

T-SHIRT	DISTRIBUTOR	IN	GARDENA,	CA

LOOKING	FOR	PLANNERS

Es	sen	tial	Job	Re	spon	si	bil	i	ties

•	Mon	i	tor	in	ven	tory	on	a	daily	ba	sis	and	re	plen	‐

ish	in	ven	tory	fol	low	ing	pur	chas	ing

•	Cre	ate,	is	sue	and	track	Pur	chase	Or	ders	for

CMT	(Cut,	Make	and	Trim)

•	Main	tain	ac	cu	rate	re	ports;	WIP,	sched	ules,

etc.

•	Main	tain	and	mon	i	tor	pro	duc	tion	sched	ule

•	Pri	or	i	tize	work	flow	and	com	plete	all	ur	gent

work

•	Main	tain	all	logs	and	re	port	ing	doc	u	men	ta	tion

as	re	quired

•	Meet	in	ven	tory	re	plen	ish	ment	re	quire	ments

Re	quire	ments

•	Bach	e	lor’s	De	gree

•	Min	i	mum	3	years	pre-pro	duc	tion/pro	duc	tion

plan	ning	ex	pe	ri	ence	re	quired;	goods	in	dus	try,

tex	tile	and	ap	parel	in	dus	tries	pre	ferred

•	Pro	fi	cient	in	Mi	crosoft	Of	fice	ap	pli	ca	tion;	Ex	cel

spread	sheet	de	vel	op	ment	ad	vance	skills	

re	quired

•	Full	Cir	cle	exp.	or	other	ERP	exp.	a	plus

Please	email	re	sume	to:	

mag	gie@	nex	tlev	elap	pare	l.	com

..T-SHIRT	DISTRIBUTOR	IN	GARDENA,

CA	LOOKING	FOR	PFGD

•SCHED	ULE	FAB	RIC	NEED	BASED	ON	OR	DERS

•SCHED	ULE	SEWING	LINES

•PRE	PARE	DYE	PO’S	AC	CORD	ING	TO	PLAN;

MAKE	SURE	THAT	DYE	HOUSE	HAS	WORK

EVERY	DAY

•TRACK	PFGD	IN	VEN	TORY	IN	G-1	WARE	HOUSE

•PRE	PARE	OUT	BOUND	GAR	MENTS	TO	DYE	‐

HOUSE

•CO	OR	DI	NATE	IN	COM	ING	AND	OUT	GO	ING	

SHIP	MENTS	FROM	G-1	TO	DYE	HOUSE

•AC	TU	AL	IZE	PO’S	SO	PACK	ING	LA	BELS	CAN	BE

PRINTED	ONES	GAR	MENTS	ARE	PACKED

RE	QUIRE	MENT:

•EX	CEL	PRO	FI	CIENT

•DE	GREED	and	IN	DUS	TRY	EX	PE	RI	ENCE	A	MUST

Please	send	re	sume	to:	

mag	gie@	nex	tlev	elap	pare	l.	com

IMPORTER	NEEDING	STRONG

ESTABLISHED	SALES	REP

Ver	ti	cal	Im	porter	Look	ing	for	Sales	Per	son	with

Strong	Es	tab	lished	Re	la	tion	ships	with	Ma	jor	Re	‐

tail	ers.	We	Man	u	fac	ture	Ju	nior,	Missy,	Plus	and

Kids.	Email	Re	sume	to:	la	glo.info	@	gmail.	com

CUSTOMER	SERVICE/DATA	ENTRY

JR/Missy	high	end	women’s	ap	parel	com	pany,

look	ing	for	ex	pe	ri	enced	Cust.	Serv.	rep	to:

Process	data	en	try	of	new	or	ders	&	con	fir	ma	‐

tions	and	work	with	sales	team	on	all	or	ders

and	re	view	is	sues.	Knowl	edge	of	EDI.

Email	re	sumes	to:	art@	sec	retc	harm.	com

DESIGNER

Ju	niors,	Plus	and	Young	Missy	fash	ion	tops	and

screen	t-shirts.	Mostly	Pri	vate	La	bel.	Big	Box,

Dept,	and	Spe	cialty	stores.	Ex	pert	knowl	edge

and	in	ter	pre	ta	tion	of	trends,	prints,	pat	terns,

and	col	ors	for	sea	sonal	sto	ries	and	monthly

Line	of	fer	ings.	Great	ben	e	fits.	

Please	send	your	port	fo	lio	and	re	sume	to:	

de	sign	tal	en	t2018@	gmail.	com

SEWING	FACTORY	IN	VERNON,	CA

LOOKING	FOR	SEWING	SUPERVISORS

•	5	years	of	ex	pe	ri	ence	in	sim	i	lar	po	si	tions

•	Knowl	edge	of	knit	prod	uct	spe	cially	T	shirts

•	Need	to	know	how	to	sew	in	Over	lock,	Cov	er	‐

stitch	and	Set	tape	ma	chine

•	Must	have	Lead	er	ship	skills

•	Bilin	gual	Eng	lish/Span	ish

•	Com	plete	high	school	or	more

•	How	to	bal	ance	a	sewing	line	by	ca	pac	ity

•	Knowl	edge	in	qual	ity	spec	i	fi	ca	tions

•	Knowl	edge	in	all	sewing	meth	ods	of	a	T-shirt

Send	re	sumes	to:	vic	torr@	nex	tlev	elap	pare	l.	com
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For classified information, contact Jeffery Younger at  
213-627-3737 ext. 280 or jeffery@apparelnews.net

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

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

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

C L A S S I F I E D S 

Jobs AvailableJobs Available Jobs Available

March 23
Cover:  LA Runway
Technology 
T-shirt Report
Retail Report
New Resources

T-shirt Advertorial

Bonus Distribution
LA Majors Market 4/3-5
Style Fashion Week Palm Springs 4/5–8

March 30
Cover: Fashion
Denim Report
Technology

Technology Advertorial
Denim Advertorial
Education in Focus

Bonus Distribution
LA Majors Market 4/3-5
Style Fashion Week Palm Springs 4/5–8
Fashion Market Northern California 4/15-17
Atlanta Apparel 4/10-14

April 6
Cover: Runway
LA Majors Market Coverage
Made in America
Industry Focus: Finance

Finance Advertorial
Made in America Advertorial

Bonus Distribution
Fashion Market Northern California 4/15-17

April 13
Cover:  Runway 
Retail Report
Technology
T-Shirt Report

Bonus Distribution
Marcum Retail Symposium 4/19
DG Expo Dallas 4/25-26

COMING SOON IN CALIFORNIA APPAREL NEWS

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

Real Estate

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

Buy, Sell and Trade

•WE	BUY	ALL	FABRICS	AND

GARMENTS*

WE	BUY	ALL	FAB	RICS	AND	GAR	MENTS.	No	lot	

too	small	or	large.	In	clud	ing	sam	ple	room	

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

Solids	Ap	parel	and	home	fur	nish	ings	fab	rics.	

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

gar	ments.	Con	tact:	Michael	

STONE	HAR	BOR	(323)	277-2777

WE	BUY	ALL	FABRICS	AND	GARMENTS

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

SOCIAL	MEDIA	SPECIALIST

Web	site	de	vel	op	ment	&	main	te	nance.	Blog	ging.

Up	date	&	main	tain	so	cial	me	dia	con	nec	tions.

Main	tain	cur	rent	&	up-to-date	me	dia	pos	ture.

Send	re	sume:	trankin@	sel	fest	eemc	loth	ing.	com

COLOR	SEPARATOR

Ex	pert	color	sep	a	ra	tor	for	our	high	vol	ume

Screen	Print	Dept.	Knowl	edge	of	lay	er	ing,	

em	bell	ish	ments,	spe	cial	treat	ments,	etc.	

Send	re	sume	to:	

screen	graph	ic	s2016@	gmail.	com

GLOBAL	SOURCING	&	MANUFACTURING

Ap	parel	Mfr	seeks	can	di	date	with	fac	tory	con	‐

tacts	through	out	Mex	ico,	Cen	tral	Amer	ica,	and

Asia	(China,	Viet	nam,	Cam	bo	dia,	etc.).	Pos	sess

exp	in	Ju	niors,	Girls,	and	Young	Men’s	prod	uct

de	vel	op	ment	for	Spe	cialty,	Dept,	and	Dis	count

stores.	Heavy	Pri	vate	La	bel.	Fac	tory	ar	tic	u	la	‐

tion,	sup	ply	chain	mgt,	duty	rates,	quo	tas,	and

FOB/LDP.	Must	have	top-to-bot	tom	knowl	edge

of	com	pli	ance,	test	ing,	and	QA.	Hands-on	mgt

style	for	quick-turn	mfrg	re	quire	ments.	Po	si	tion

is	at	our	SO	CAL	Of	fice	and	re	quires	travel	to

global	fac	to	ries.	

Send	re	sume:	ap	parel.	ind	ustr	y@	yahoo.	com
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DIGITAL FABRIC
PRINTING
epson.com/fashion
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