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HE VOICE OF THE INDUSTRY FOR &) YEARS

Directives West took a look at what will be in style for Fall/Winter 2018
in a runway show attended by buyers in town for LA Majors Market.
For more from the show, see page 11.
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TRADE SHOW REPORT

New Adventures
in Selling at LA
Majors Market

By Dorothy Crouch Associate Editor

This edition of LA Majors Market, held April 3-5 at the
California Market Center during Passover and only days after
Easter, offered an elevated mood at many showrooms.

Vendors were excited about appointments with trusted retail
partners as well as establishing new relationships. Buyers from
Macy’s, Belk, Charlotte Russe, Fashion Nova, Windsor,
Forever 21, Bluenotes, Century 21, Burlington Coat Fac-
tory, Ross, Von Maur, TJ Maxx and Dillard’s searched for
vendors who could best prepare them for Fall and help them
navigate through changes in consumer demand.

Retailers found a fresh, new approach to the LA Majors
Market the first day and hoped this momentum would continue
throughout the week.

=> Majors Market page 12

INDUSTRY FOCUS: FINANCE

The Tariff Scare Keeps
Apparel and Textile
Companies Hopping

By Deborah Belgum Executive Editor

President Trump launched a trade war in March by im-
posing a 10 percent tariff on aluminum and a 25 percent tar-
iff on steel coming from countries around the world.

Soon after, China retaliated by imposing import taxes on
a number of U.S. products, including wine, almonds and
pork.

The president’s next battle plan was to slap on more tar-
iffs by drawing up a list of Chinese-made goods that he be-
lieves should be subjected to import taxes.

Fortunately, President Trump decided to keep clothing and
footwear off the list of Chinese goods that would be taxed.
But it was still a warning sign that tariffs could still be a pos-
sibility in the ever-changing trade world. Tariffs were placed
on machinery used in apparel and textile manufacturing.

With this in mind, the California Apparel News talked

=> Finance page 8

INSIDE

Where fashion gets down to business*”

Differential Brands reports revenues ... p. 2
Tradesy acquires styling service ... p. 2

Major partner sells interest in The Bloc ... p. 4
Haggar buys menswear company ... p. 4
Resource Guide ... p. 13

www.apparelnews.net



NEWS

Hudson’s Parent Company Sees a Net Loss for 2017

Revenues keep growing for Differential
Brands Group—the parent company of Hud-
son jeans, Robert Graham and SWIMS—but
that hasn’t translated into a profit yet.

The Los Angeles company reported it had
a net loss of $2.5 million in the year ended
Dec. 31, 2017, compared with a net loss of
$17.8 million the previous year. Net sales for
the year totaled $164 million compared with
$149.3 million in 2016.

Direct-to-consumer sales were up 9 per-
cent in 2017, fueled by a 13 percent rise in
e-commerce comparable sales growth and a
4 percent uptick in same-store sales.

For the fourth quarter, sales were up 7
percent to $45.1 million from $42 million
and net income came in at $4.1 million com-
pared with a net loss of $4.9 million in the
previous fourth quarter.

“I am pleased to report that all of our brands
produced positive total comparable sales, im-

proved margin dollars” and expanded margin
rates during the fourth quarter of 2017, said
Michael Buckley, Differential Brands’ chief
executive. He said that during the fourth quar-
ter, the Robert Graham stores experienced a 7
percent rise in same-store sales, which is con-
tinuing into the first part of 2018.
SWIMS—a Scandinavian-style foot-
wear, apparel and accessories company ac-
quired by Differential Brands in 2016—saw
its revenues grow 40 percent during the
fourth quarter and had one store opening.
“For the upcoming 2018 fiscal year, we have
planned several key initiatives within each
of the respective brands,” Buckley said. “At
the Hudson brand, we plan to test limited re-
tail stores in the United States, and we are
in development of a new line of sportswear
to complement our denim products for the
Fall 2018 season. We are also investing in
additional sales staff at Hudson to help grow

our diversified and important specialty-store
business across the country.”

For Robert Graham, the company is add-
ing additional catalog drops and circulation
as well as expanding the brand through li-
censing to include home furnishings and ad-
ditional accessories. Differential announced
that Robert Graham’s new license partners
will be Prodigy Brands for men’s footwear
starting for Spring 2018; Nouveau Eye-
wear for eyeglass frames and sunglasses
for Spring 2018; and Komar for sleepwear,
loungewear, intimate apparel and daywear
for Spring 2019.

The company also has plans to expand its
assortment of SWIMS footwear, starting this
spring, to go along with SWIMS’ outerwear
line in Europe. The brand’s first full-price store
is expected to open in Oslo this fall.

SWIMS was founded in Norway in 2006
to build a better rubber boot that was taste-

ful and had a bold look. Its products include
boots, water-resistant loafers, ponchos and
sportswear.

Before becoming Differential Brands
Group, the apparel venture operated as Joe’s
Jeans, which hit a financial hurdle in 2013
when it borrowed $90 million to buy Hudson
for $97.6 million and then defaulted on its
loans.

The company was close to declaring
bankruptcy in 2015 but ended up selling its
flagship brand, Joe’s Jeans, to Sequential
Brands Group and Global Brands Group
Holding for $80 million. Funds from the
sale were used to retire Joe’s Jeans’ debt.

The Hudson label remained behind and
the company was merged with the high-end
label Robert Graham and then combined un-
der the Differential Brands Group corporate
name, which is publicly traded on the NAS-
DAQ.—Deborah Belgum

Luxury e-Consignment App Tradesy Acquires Styhng Service Fitz

Nearly six years after its official launch,
the luxury secondhand-clothing marketplace
app Tradesy has acquired Fitz, an in-home
service that books professional stylists for
clients who require closet organization and
wardrobe styling.

Fitz, which was launched by Gilt Groupe
and Glamsquad cofounder Alexandra Wil-
kis Wilson, will now be known as Tradesy
Closet Concierge. The service allows Trad-
esy’s 6 million members to be joined with
personal stylists who will help shed unwant-
ed pieces and resell the clothing through the

online marketplace.

“We’ve combined this top-tier experience
with a new Tradesy consignment service that
makes selling even easier. It’s everything
busy, stylish women need to fully manage
their modern wardrobe,” said Tradesy founder
and Chief Executive Officer Tracy DiNunzio
in a statement.

Since its acquisition by Tradesy, Fitz is
now headquartered in Santa Monica, Calif.,
but was founded in New York City. While
stylists from the Tradesy Closet Concierge
currently serve New York City’s boroughs of

EMBLEM SHOWROOM

310-420-0125
evelinem@emblemshowroom.com
New Mart Building Ste. 707

127 E. 9th St.

LA, CA 90015

THINE
THE TRIANGLE

PARADISERANCH

OUTSIDE

af
MEDIA PLAYGROUND PR
Kim 323-687-3360
kim@mediaplaygroundpr.com

845 S. Los Angeles St.
LA, CA 90014

2 CALIFORNIA APPAREL NEWS APRIL 6-12, 2018

APPARELNEWS.NET

Manhattan, Brooklyn
and Queens, certain
clients in Fairfield and
Westchester counties,
Long Island, and New
Jersey can book ser-
vices for an additional
fee. By the end of 2018,
the company plans to
expand the service to all
of Connecticut and Los
Angeles. Service to oth-
er major cities through-
out the United States is planned for 2019.
“Tradesy is the ideal partner for Fitz,” ex-
plained Wilkis Wilson in a statement. “With
Tradesy’s robust technology, infrastructure
and large fashion-savvy user base, the service

Tracy DiNunzio and Alexandra Wilkis
Wilson

we built will now be posi-
tioned to scale dynamically
across the country with
Tradesy’s millions of cus-
tomers.”

Tradesy Closet Con-
cierge’s most popular—and
comprehensive—package,
Closet Curation, is avail-
able to clients who require
the services of two styl-
ists for three hours, with
wardrobe reorganization
and item resale. Clients who need only one
stylist for a two-hour session to organize their
closets can book an appointment for Styling,
which doesn’t include clothing resale on the
Tradesy site.—Dorothy Crouch

Discounts for U.S. Retail in 2018

For retailers, 2018 is going to be another
year for big discounts as consumers see their
wallets shrink from rising healthcare costs
that are eating into their discretionary income.

“2018 will be on par with 2017 for pro-
motions,” said Marshal Cohen, chief industry
analyst for the Port Washington, N.Y.—based
The NPD Group. “It’s the go-to method to
stimulate business.”

Cohen, as well as Matt Powell, senior in-
dustry adviser for sports at The NPD Group,
was updating the market-research company’s
earlier retail forecast for the year.

Declining purchasing power, Cohen said,
was being caused by healthcare premiums
and deductibles that have increased at a faster
pace than earnings for most working people.
“After the first of the month, you spend one-
third of your discretionary spending power,”
Cohen said. Consumers are spending less of
their discretionary income on fashion, more
money on trips, wellness and food. It’s up to
retailers to figure out how to encourage con-
sumers to put a higher priority on clothing.

“Consumers are building memories rather
than wardrobes,” Cohen said. He recommend-
ed building on those experiences. “Will I have
the right products to make that memory that
much greater? Think of every time you take

pictures wearing the same wardrobe. You're
going to think, ‘I can’t take selfies wearing
the same outfit all the time.””

Retailers are finding pressure from auto-
matic-replenishment models by companies
such as Amazon.com. Cohen said that the
company is seeking to be the retailer that re-
places basic clothes including underwear, T-
shirts and basic jackets on a consistent basis.
It’s up to fashion brands to keep finding novel
things, which will intrigue shoppers, and also
look to give them the goods that they want.

Direct-to-consumer business and private-
label business will continue to grow, Powell
said. He noted that private labels accounted
for 19 percent of the fashion business in 2017.
Vertical retailers such as Lululemon Athlet-
ica were counted as basically doing private
label.

Private-label business offers an opportu-
nity for retailers to fill in merchandise gaps
not occupied by their branded partners. It also
gives consumers a chance to shop for some-
thing that may not be offered by brands.

Powell said that underperforming brands
will be pushed aside by the growth of private
labels. However, “I don’t see a day when re-
tailers carry only private label,” he said.
-Andrew Asch
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Join us for the 2nd Annual Marcum Retail Symposium!
This year’s event will once again feature in-depth speakers
and panels providing industry perspectives to help retailers
and manufacturers adapt to the changing landscape and
a new generation of technology and consumers.

Keynote Speakers
Leslie Ghize, Executive Vice President, TOBE

Beth Goldstein, Executive Director, Industry Analyst & Client
Development, Fashion Footwear & Accessories, The NPD Group

Expert Panelists

Brian Harper, Chief Executive Officer, Brookfield Properties, Retail
Marc Heller, President, CIT Commercial Services

Brendan Kotler, Development Director, Westfield

Javier Carreras, Executive Director & Relationship Executive,
JPMorgan Chase

lise Metchek (Moderator), President, California Fashion Association

Andrew Rotondi, Chief Operations/Information Officer, Dynamic
Worldwide Logistics USA, Inc.

Mark Werts, Owner, American Rag Cie

www.marcumevents.com/retail-symposium

Registration Sponsor
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Haggar Acquires Louis
Raphael Menswear

Men’s clothier Haggar Clothing Co. an-
nounced it purchased certain assets of San
Francisco Bay Area menswear company
Kizan International Inc., whose label is
Louis Raphael.

The Dallas-headquartered Haggar did not
disclose terms of the deal when it was an-
nounced April 5. But it is acquiring Kizan’s
intellectual property, inventory and work in
progress.

Ed Srsic, Louis Raphael’s president and
chief operating officer, will continue to lead
the brand, which was founded in 1972 by
Bill Kim. At the time of the sale, Kim served
as the brand’s chief executive officer.

“I could not wish for a better company to
carry on my life’s work than market-leader
Haggar, which will be an outstanding steward
of the brand and the company,” Kim said.

Louis Raphael will operate out of its
Brisbane, Calif., offices and distribution

center through June 30. Then it will move its
operations to Haggar’s Dallas headquarters
and Fort Worth, Texas, distribution center.

Michael Stitt, Haggar’s chief executive
officer, called Louis Raphael an innovator in
the men’s pants category. “We are honored
to add the brand and its private-label portfo-
lio to our Haggar platform,” Stitt said. “The
acquisition is both synergistic and strategic
and aligns with our core competencies and
strategic priorities of exceptional quality, in-
novation and value.”

Louis Raphael produces dress pants,
blazers, casual dress shirts and tuxedos. It is
known for mixing American fashion and fit
with European styling.

Haggar, founded in 1926 in a one-room
office in Dallas, has been sold at Kohl’s,
JCPenney, Macy’s, Target and Belk as
well as at Haggar Direct stores and at www.
haggar.com.—Andrew Asch

RETAIL NEWS

Major Partner Exits
The Bloc Shopping Center

After five years of working to rehab The
Bloc retail center in downtown Los Angeles,
The Ratkovich Co. has sold its interest in
the venture to its partner, National Real Es-
tate Advisors, for an unspecified amount.
Blue Vista Capital remains on board.

Ratkovich’s exit closes a chapter in the
$180-million remodel of a property that was
considered to be at the center of revitalizing
downtown Los Angeles. The remodel mostly
wrapped up more than a year ago. Manage-
ment for The Bloc
said it has leased 84
percent of the retail
space for the 1.8
million-square-foot
development, which
includes a Shera-
ton hotel, Macy’s
and an underground
bridge to a Metro
light-rail station.
The Alamo Draft-
house Cinema is
expected to open
after construction
wraps up this year.

Jeff Kanne,
president and chief
executive officer of
National Real Es-

DRONGO PHOTO

crafted LA store at The Bloc in September
and has been in talks to extend his store’s
lease to 2020.

“When there’s more to do, more people
are going to show up. People enjoy The
Bloc. But there’s limited activities for them
at this point,” he said.

In 2013, TRC and National Real Estate
Advisors announced they had acquired what
was then called Macy’s Plaza for $241 mil-
lion. The developers embarked on ambitious
plans to tear off the
roof of the enclosed
mall and update
it into an open-air
center. Tenants such
as Macy’s and LA
Fitness also re-
modeled their sec-
tions in the mall.
A large Starbucks
opened at The Bloc
last year around the
same time it was
announced that the
luxury, dine-in cin-
ema Alamo Draft-
house would open
a 12-screen movie
house there.

In the past few

tate Advisors, said

The Bloc is on track  Metro station entrance at The Bloc

to play a central

role in downtown Los Angeles’ revitaliza-
tion. “We look forward to a big year for the
project as we complete the lease-up over the
coming months,” he said in a prepared state-
ment.

Wayne Ratkovich, president and chief ex-
ecutive officer of TRC, said the company’s
job at The Bloc had been completed. He is
now focusing on other developments at the
San Pedro Public Market in Los Angeles’
San Pedro neighborhood and The Alhambra,
a mixed-use development in Alhambra, Calif.

Philip Dane, a tenant at The Bloc, is
optimistic about the center. “It’s a smooth
transition. Things are going to keep moving
forward. Now I’m waiting for more stores
to open,” Dane said. He opened the Hand-

years, other retail
centers and boutique
districts have opened
in downtown Los Angeles to varying degrees
of success. A short walk from The Bloc, Fi-
gat7th took a bow in 2014 and has been busy.
Its tenants include Victoria’s Secret, Zara,
H&M, Target and Nordstrom Rack.

Brigham Yen, a commercial real estate
agent who follows downtown Los Angeles’
retail scene for his blog, “DTLA Rising,” has
faith that The Bloc will eventually meet its
potential. But there have been pitfalls in roll-
ing out The Bloc.

“It is in such a great location. They have
great spaces. But it doesn’t make sense that
Figat7th can succeed and that The Bloc can-
not. It doesn’t say anything about downtown.
It says a lot about who owns the building,”
he said.—A.A.
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Socialite Introduces New Denim Line

By Andrew Asch Retail Editor

With little fanfare, veteran denim designer Eero Gath-
ers recently joined the Los Angeles label Socialite and was
given the job to create a denim line for the 8-year-old wom-
enswear collection.

Socialite founder Stephanie Kleinjan said it was a natural
extension of the brand. “It completes the look of the tops,”
Kleinjan said of Socialite’s business of making
tops and casual dresses—some in the United
States and some overseas. It also extends Social-
ite’s brand after building a business in manufac-
turing private label and selling its tops and dress-
es to retailers such as Nordstrom. “We hope this
will help us to get to know our customer even
better—how she lives and how she dresses,” the
Socialite founder said.

Gathers, who joined Socialite in November,
has a long history with denim brands, including
Ksubi, Genetic Denim and 7 for All Mankind.

He believes this is the right time to launch
denim, which is returning to popularity with
different styles, washes and looks. Denim’s rise
has been evident at trade shows such as the influential Lib-
erty Fashion and Lifestyle Fairs, which produced a larger
denim section at its Las Vegas show in February.

Industry leader Levi Strauss & Co. announced its net
revenues grew 13 percent for its fourth quarter ended in No-
vember. In the past few years, the category has rallied after
steep competition from athleisure clothes, according to mar-
ket researcher The NPD Group, which said U.S. jeans sales
increased 3 percent to $15.3 billion in 2016.

Kleinjan hopes that the new denim line will see steady
growth. “It is on trend. It is wearable. It will be the right
quality and the right fit,” she said. ““We’re not inexpensive.
We’re not expensive.”

Wholesale price points will range from $39 to $59 for
bottoms and $59 to $75 for jackets. Denim washes include a
light indigo, a “vintage” indigo as well as gray and black. An

TREVOR KING _

upcoming season will offer white denim.

Socialite’s first season will feature
about five different silhouettes. The “Mil-
la” silhouette offers a high waist with a
slim leg in a rigid denim fabric and a
fabric called comfort stretch. The “Thea”
fit also features a high-waisted, straight-
legged, ankle-crop look.

The “Beau” look offers a relaxed “bar-

rel” fit with side gussets, or pieces of fab-
ric sewn into seams to add breadth.

The “Dani” is the bottom with the full-
est fit, described as a retro *90s baggy
look. The line also will offer utility-style
pants with cargo pockets. Bottoms will
feature the Socialite-brand logo embroi-
dered on the front-coin pocket. The back label will feature
the brand’s name embroidered in denim thread instead of a
patch.

For denim jackets, looks include an oversized “boy-
friend,” a denim jacket with cut-off sleeves and a long denim
skirt.

Kleinjan said the new line will put Socialite on the road to
being a lifestyle brand with plans to make accessories. Past

looks from the line of knits and wovens include a sweatshirt
with a twisted hem, a collared shirt with a raw hem, a tie-
back peplum top and a sweater with a low V-neck. Other
looks include a wide-leg jumpsuit and a gingham A-line
skirt. Kleinjan said that her company would continue to pro-
duce private label.

This summer, Socialite is scheduled to introduce a direct-
sales site at www.socialiteclothing.com. ®
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MADE IN AMERICA

Women’s Golf Wear Takes Shape in Los Angeles

By Dorothy Crouch Associate Editor

In the world of active apparel, women are often met with
options that don’t fit properly, lack support and don’t transition
well from the playing field to everyday life.

For industry veterans Dianne Jefferies Celuch and Tami
Fujii, who first met when they both worked at Eddie Bauer
during the late 1980s, creating a women’s golf-apparel line
meant using their many years of experience to launch Kinona,
a Southern California—made collection that debuted in January.

ent strengths.”

The two friends and business partners want-
ed to create a line that performed on the green
yet looked stylish the rest of the day—well after
tee time. In addition to shaping features in their
pieces, there is more to the brand than simply
looking good on the outside.

“We use Italian fabrics with higher Lycra
counts that help shape and smooth but are also
easy care,” Jefferies Celuch said. “Inherently,

our products have built in UPF

i T

Make Waves golf top and Always Working golf
tunic top

tunic top

In addition to their shared experience at Eddie Bauer, Fujii’s
career path led her to work in marketing at companies including
Microsoft, T-Mobile and Pacific Market International, while
Jefferies Celuch pursued merchandising through positions with
Speedo, Ann Taylor and Juicy Couture.

Today, Jefferies Celuch manages Kinona’s business, rang-
ing from product design to delivery, and Fujii is free to oversee
marketing and e-commerce through www.kinonasport.com.
Both women share sales responsibilities.

“It works out well,” Jefferies Celuch said. “We divide the
responsibilities and it works really well according to our differ-

Always Working golf

[ultraviolet protection factor],
shielding out 90 percent of harm-
ful UV [ultraviolet] rays.”

After building a 30-year ca-
reer in the apparel industry, Jefferies Celuch was
familiar with fabrics that were available through
the Italian mill Jersey Lomellina, whose parent
company is the Bergamo-based Carvico. While
the collection’s fabric comes from Italy, Kino-
na’s manufacturing is performed at two Los An-
geles—area factories—one located in E1 Monte
and another downtown.

Wholesaling at $50 to $75, the brand has been
shown at the ANA Inspiration tournament at the
Mission Hills Country Club in Rancho Mirage,
Calif., and will be present during the HUGEL-
JTBC Open at the Wilshire Country Club in
Los Angeles this month. In addition to hosting
trunk shows at locations such as The Reserve in Indian Wells,
Calif., Kinona secured a retail presence at pro shops located at
some of the sport’s most popular courses, including Overlake
Golf & Country Club in Bellevue, Wash.; Bighorn Golf Club
in Palm Desert, Calif.; and Mission Hills in Rancho Mirage.

In addition to a presence at trunk shows, selling through re-
tail partners and golf tournaments, Kinona is also sold through
its sales associates known as “champions,” who are encouraged
to host parties while selling the line. Combined with a tradi-
tional retail presence and trunk-show opportunities, Jefferies
Celuch feels that the intimate shopping atmosphere provided

s B

Make Waves golf skort

by “champions” affords different experiences to
try the brand.

“Our placement in a more traditional bricks-
and-mortar location allows the consumer to
see the brand within a larger context while our
‘champions’ and trunk-show model provide the
ultimate in a one-on-one personal shopping ex-
perience,” she said.

This strategy is paying off, as Kinona has been
sold in 22 locations since its launch. At the core
of its business growth, Kinona’s team is listening
to consumers and adding pieces that reflect feed-
back, such as introducing long- and three-quarter-
sleeve shirt options, in addition to a longer pant
design for the Fall collection.

Kinona is also targeting the needs of the female golfer over
40 years old, who hasn’t been easily accommodated in this
sport. As their bodies change, these golfers look for more than
cute golf shorts in bright, neon plaids. They want stylish de-
signs that flatter their shapes yet will provide comfort through
18 holes on the green all the way up to dinner.

“Our line means ‘shape’ in Hawaiian. We use special fus-
ing in the waist to give shaping and build the styling details,
so the back comes up a bit higher to hide muffin tops,” Jeffer-
ies Celuch explained. “It’s much more attractive. Much more
feminine. They hang a little bit away from the body, so they
don’t cling.”

As the line grows with more partnerships and additional
pieces in the collection, Jefferies Celuch projects Kinona’s rev-
enues to climb to $400,000 to $500,000 during the first year.
The company is also focused on having a presence at impor-
tant trade shows and will exhibit at the PGA 2018 Fashion &
Demo Experience Aug. 13—15 at The Venetian in Las Vegas.

Despite the positive reception that Kinona has received, it
has not been easy to sell all the time. While California, Florida
and Arizona have warm climates, which help with sales, the
Northeast is challenging until April or May.

“We’re figuring out how to best do the calendar,” Jefferies
Celuch said. “What we’re looking at are smaller drops and de-
livery and adding business to e-commerce.” ®
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Darrin Beer, Western
Regional Manager, CIT
Commercial Services

Mark Bienstock,
Managing Director,
Express Trade Capital

Flnance Continued from page 1

to several financial experts about how possible U.S. tariffs
down the road could affect the clothing industry. We asked
them this question: What kind of contingency plans should
clothing companies be putting in place in case tariffs are
imposed in the future on Chinese-made apparel, and how
would tariffs affect importing apparel companies’ financial
health?

Darrin Beer, Western Regional Manager, CIT GCommercial
Services

Apparel and footwear imported from China were not
among the categories recently announced for U.S. tariffs.
Even so, the potential for future tariffs remains. China is un-
questionably a force to be reckoned with in the apparel in-
dustry. Clothing companies that import apparel from China
should be taking steps to create contingency plans in case
tariffs are imposed in the future.

The nature of fashion makes it virtually impossible for
clothing importers to stockpile significant merchandise
ahead of any potential tariffs. Some companies have already

Sydnee Breuer,
Executive Vice
President, Rosenthal &  White Oak Commercial
Rosenthal

Gino Clark, Managing
Director, Originations,

Ron Friedman, Partner,
Marcum LLP

Finance

taken steps to diversify their supply base by utilizing pro-
duction in Vietnam, Indonesia, Latin America and domesti-
cally in the U.S. Apparel companies with a geographically
diversified vendor base have the flexibility to mitigate the
risk of future price increases resulting from tariffs, currency
fluctuations or inflation.

Even with all these measures, China’s dominance as an
apparel maker means it would be virtually impossible to
avoid importing Chinese-made goods entirely. If a 25 per-
cent or greater tariff were to be imposed in the future, the
higher costs would likely be shared by the supplier, importer
and direct consumer, as retailers would likely try to pass
along most or all of the price increase.

While apparel and footwear have been spared in this lat-
est round of tariffs, trade talks between the U.S. and China
are ongoing. Those in the apparel and footwear industries
are well-advised to watch developments closely, make their
voices heard and be ready with contingency plans for poten-
tial future tariffs.

Mark Bienstock, Managing Director, Express Trade Capital
In light of both the potential tariffs and trade war with Chi-

Rob Greenspan,
President and Chief
Executive, Greenspan
Consult

Sunnie Kim,
President and Chlef
Executive, Hana
Financial

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

na, we are suggesting to our clients that they revisit opportuni-
ties in Bangladesh and India for sourcing new products.

Bangladesh has a major advantage in the area of labor
pricing. India, which during the 1980s and 1990s was a ma-
jor apparel exporter, has the infrastructure and capacity to
take advantage of this potential opportunity.

At the end of the day, the consumer would be the big loser if
any trade war with China develops. This is a case where cooler
heads need to prevail for the entire world’s best interest.

Sydnee Breuer, Executive Vice President, Rosenthal &
Rosenthal

It’s a good idea for all businesses to have contingency
plans for any disruption that could affect their business.
There are contingency plans for weather-related issues, sys-
tem-related issues, and tariffs or increases in any production
cost are no exception. Apparel companies should routinely
investigate alternative production sources, even if within the
current country, to be sure they are receiving good pricing
for the quality they receive.

With the potential increase in tariffs, those who import
from China should consider manufacturing in other parts of

é‘ﬁ%; yEECHJI&NT

Rjauregui@merchantfactors.com
www.merchantfactors.com
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the world—whether that means shifting to India, Pakistan
and the Middle East—or to the Western Hemisphere—Mex-
ico, Central America, etc.—or even bringing some produc-
tion back domestically. It’s imperative that the country’s
infrastructure be in place to manufacture the specific type of
apparel needed so as to not incur costly production delays,
quality or port/shipping issues.

The current proposed tariffs would most likely affect
private label more than brands. The brands are in a better
position to pass along the increase, or some portion of the
increase, to the consumer, who would be more willing to pay
increased amounts for the brands they want.

Gino Clark, Managing Director, Originations, White 0ak
Capital Finance

Trump’s proposed tariffs on Chinese-made goods are
dominating conversations across the political and financial
spectrum. As such, it’s no surprise that apparel importers are
watching this situation closely.

The apparel industry’s ever-changing landscape is noth-
ing new. In my experience, apparel companies are generally
well prepared to deal with sudden changes, whether it be
weather conditions, consumer demands and/or, in this case,
potential government regulations. Adept apparel companies
with strong management teams can overcome most chal-
lenges.

For apparel companies, flexibility starts by ensuring
profits are retained in the business and access to liquidity
is maintained. This allows them to not only develop contin-
gency plans for dynamic situations but also to implement
those plans.

The potential situation with China is an important re-
minder of the need for the apparel companies to expand
their supply sources. It is common for apparel companies to
source goods from many countries—including China, Cam-
bodia, Vietnam, Guatemala and Mexico—as well as domes-
tically. This type of diversification helps companies compete
on price as well as on quality and delivery times.

Ultimately, increased tariffs can lead to increased con-
sumer prices. However, if apparel companies remain flexible

INDUSTRY,FOCUSZEINE

and maintain diversified supply sources, they can minimize
the impact of the proposed tariffs on Chinese-made goods.

——

Ron Friedman, Partner, Marcum LLP

I think everyone needs to be thinking long term as to the
changes that a company may need to make. Most compa-
nies cannot change quickly as to where they will be sourcing
product from.

Our clients have been in China for many years, and they
have developed relationships over this period of time. To
move production to other countries will not be easy.

At Marcum, we are suggesting our clients think about
slowly diversifying their sourcing to other countries that can
meet their needs. It takes time to plan and get the quality
production from new sources.

Manufacturers will also be considering bringing back
some production to the United States. Local production has
the advantage of quick turnarounds from the time the order
is received to shipping the merchandise.

It will be difficult to predict how the apparel industry
might be impacted by new tariffs as this may just be a big
poker game being played by world leaders.

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

While new tariffs on Chinese imported apparel have not
yet been decided, it is anybody’s guess if they will be. But
waiting for something to possibly happen without having a
plan is a mistake that should not be made.

What apparel importers should be doing is thinking about
finding other sources and locations of production that will
not be affected by these tariffs. This could mean looking for
some domestic production, production from Mexico or other
NAFTA (North American Free Trade Agreement) countries
or moving production to factories in other Asian countries
not impacted by any new tariffs.

While this sounds simple, moving production from coun-
try to country, factory to factory is not so easy. Apparel im-
porters should start with small steps in diversifying their
production and building up from there.

This is a process that could take a number of months to
work through. The important issue is not just keeping the
price of your garments competitive but, more importantly,
making sure the quality of your goods doesn’t suffer if there
is a transition in production.

I have been told some Chinese factories are seeking to
open new factories in countries that will not be affected by
potential tariffs. So you might be able to stay with your cur-
rent supplier, but their factory might now be in other coun-
tries besides China.

Lastly, if tariffs are imposed and you are not able to move
production, will you be able to pass these costs on to your
customers? If your competitors have been successful in
moving production to non-tariff countries, you will be stuck
with having to absorb these costs. The impact on your gross
profit margin and your net income could be significant. So
planning ahead and having a contingency plan is critical.

Sunnie Kim, President and Chief Executive, Hana Financial

China generally imports raw materials and unfinished
products, assembles the inputs, and exports the finished
goods. Should such tariffs be enforced, U.S. apparel manu-
facturers will be impacted. However, the extent of this im-
pact is premature to measure at this time, as we would need
to determine the current cost of an imported material com-
pared to the cost of the same domestic good and then factor
in the amount of tariff. What we do know is that the retail en-
vironment has been challenging due to changing consumer
behavior with respect to the growing e-commerce competi-
tion and decreasing foot traffic in the past few years.

U.S. clothing manufacturers should prepare for the worst,
and we expect the possibility of many to reduce the volume
of Chinese imports should such changes come into practice.
Nevertheless, we foresee the possibility of U.S. manufac-
turers continuing to purchase raw materials from China but
shifting away from the traditional practice of allowing these
partners to assemble finished goods that result in importing
directly from China. Raw or unfinished materials may be
channeled to other neighboring countries, such as Cambo-
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TRENDS

Barbara Fields’ Juniors Trends for Sprmg 2019

On the fashion radar for juniors next year will
be brightly colored T-shirts, pops of Glen-plaid
designs printed on key items and more distressed
denim.

That was the prediction of Barbara Fields,
whose Barbara Fields Buying Office presented
its Spring 2019 forecast in a series of seminars
at the California Market Center in downtown
Los Angeles, coordinated with the LA Majors
Market, held April 3-5.

Retailers attending the seminars included
Zumiez, Windsor, Burlington, TJX, A’gaci
and Fashion Nova, Fields said.

New looks in T-shirts include a knot twist
in front and lattice-trim details on the back of
shirts as well as grommets. Humorous T-shirt
slogans will be popular, along with slogans such
as “Feminist,” which make a statement about the
wearer’s politics. Cold-shoulder tops will make
a return but won’t be as prominent as they were
more than a year ago.

Color blocking was predicted to be popular on T-shirts as
well as on sweatshirts and sweaters. Also, look out for che-
nille sweaters in solids and stripes, jackets with Sherpa-fur
trim, and sweatshirts with fur sleeves.

Metallic-silver jackets will be a hit. Puffer jackets will
continue to be big with some experimentation in things in-
cluding jackets with French-terry sleeves and hoods.

Trends that will continue from past seasons include mo-
torcycle jackets. However, the jackets won’t be your dad’s

proverbial moto jacket. They’re going to come in a number
of fabrics and treatments, including faux fur. Denim jackets
are also forecast to be popular for Spring 2019, and denim
bottoms will continue to have distressed looks.

Athletic wear is another past trend that will carry forward.
Fields said track pants with side piping, activewear with
graphic writing and dresses made of athletic/jersey material
will be popular.

Athletic tops for juniors will include looks such as mesh-
inset tank tops, color-blocked bras and tank tops with graph-
ics. Leggings will continue their prominence with printed

From left: Barbara Fields at the trend forecast, a look at motorcycle jackets and ugly Christmas sweaters

leggings, leggings with destruction, leggings that provide a
lift to the rear end and leggings with side taping.

The ugly Christmas sweater shows no sign of going away,
Fields said. The ironic trend has been going strong for more
than three years. She recommended that retailers increase
sections for special novelty shops for Christmas and Hal-
loween gear.

She also advised putting Mickey Mouse on retail radar
screens. Mickey will turn 90 on Nov. 18. Expect a lot of
interest on the cartoon character’s birthday, Fields said.

—Andrew Asch

FI nance Continued from page 9

dia or Vietnam, to avoid higher costs, which
could potentially impact end consumers in
the U.S. in an already challenged retail en-
vironment.

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

Tariffs not only impact the revenue/in-
come stream of a company but compel a
shift in resources, sourcing patterns and in-
ventory management. These changes could
dramatically affect profitability, balance
sheets and cash flows.

Importers need to anticipate these chang-
es and establish

contingency plans
as part of the pro-
cess of working in
a higher-tariff envi-
ronment. Shifting
production to coun-
tries not subject to a
tariff is one solution.
Considering local
U.S. production
is also an option.
However, which-
ever road is taken,
the impact will not
simply be a higher
cost of goods/lower
gross profit.

A change in production locale brings with
it possible new regulatory restrictions, terms/
credit requirements, logistics issues and the
normal new-vendor quality snafus. Histori-
cal inventory levels may no longer be relevant
or prudent if there is significant consumer
uncertainty. All of these dynamics combined
can significantly alter an importer’s historical
working capital requirements and cash-flow
patterns and financial outlook.

Any importer would be well served to
prepare for the unexpected by taking time
to understand how changes in sourcing and/
or higher product costs/lower sales will
change their profitability and, more impor-
tantly, their short-term liquidity. By doing
this, they can work with their factor/lender

Ken Wengrod,
President, FTC
Commercial Corp.

to project out timelines for production and
cash-flow support requirements and have
approved over-advance or letter-of-credit
facilities, if needed, in place ahead of time.

As with other changes in the world of ap-
parel manufacturing and importing, those
companies that can stay ahead of the curve
with resources, anticipating customers’
needs and embracing the changes will live
to fight another day.

Ken Wengrod, President, FTC Commercial
Corp.

Buckle your seat belts and hold on for a
bumpy ride. Let the trade negotiations be-
gin between the
U.S. and China.
President Trump
never proposed
tariffs on Chi-
nese-made ap-
parel goods.
The tariff list,
“totaling more
than $50 bil-
lion,” will in-
clude largely
high-technology
things.

However, the
potential apparel
tariffs should be
a wakeup call to
U.S. importers. In actuality, the real pressing
matter is the Trade Facilitation and Trade En-
forcement Act of 2015 (TFTEA), which was
recently implemented and is already affecting
all U.S. importers. The Enforce and Protect
Act (EAPA) was also incorporated within
this act, which establishes a formal procedure
for investigating and enforcing antidumping
or countervailing duty (AD/CVD) allegations
of evasions against U.S. importers.

These acts grant comprehensive authoriza-
tion to U.S. Customs and Border Protection
to ensure a fair and competitive trade envi-
ronment. This means that CBP may aggres-
sively pursue and hold U.S. importers liable
for its suppliers that are using forced labor—
zero tolerance—and/or declaring underval-

Adam Winters, President
and Chief Executive
Officer, Merchant Factors
Corp.

10 CALIFORNIA APPAREL NEWS APRIL 6-12,2018 APPARELNEWS.NET

ued goods, and/or manufacturing counterfeit
goods. The CBP has a special task force re-
viewing shipments from China specifically
to investigate potential AD/CVD violations.
U.S. importers should already be scrubbing
their bad suppliers. They need to keep reeval-
uating their entire supply chain.

U.S. importers need to focus on how to
be more efficient in manufacturing, inven-
tory turn, reducing sampling and prepro-
duction costs. They need to have strong
strategic partnerships with their foreign
makers, freight forwarders and U.S. cus-
tom brokers. Instead of waiting for some-
thing to happen, U.S. importers should be
more proactive and develop a long-term
goal. Their supply chain needs to be more
responsive when any adverse market condi-
tions occur.

Adam Winters, President and Chief
Executive, Merchant Factors Corp.

Some companies are being proactive and
have started sourcing goods in other coun-

tries such as Bangladesh, India and Egypt.
That process will take time, however.

No other country in the world has the in-
frastructure that China has, which makes it
the best at producing apparel. The Chinese
have invested enormously in technology and
have a banking system that supports manu-
facturing. China has the most advanced
manufacturing capabilities to produce qual-
ity product at competitive pricing.

I think it is smart for apparel compa-
nies to explore how they can diversify their
sourcing, but the reality is that for the time
being most of your product will need to be
produced in China.

The administration does have legitimate
issues to review with China regarding intel-
lectual property and investment practices,
but I am cautiously optimistic that the cur-
rent discussion of tariffs are a negotiating
tactic and that the rhetoric will soften over
time. Our economies are intertwined, and
there would be repercussions to both sides
if we were to have a trade war. ®
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TRENDS

Directives West Shines Spotlight on Major Trends for Fall/Winter 2018

Denim has been on a roll for the past few seasons, but it will
continue to push forward with more distressed looks, high-wast-
ed tops, Mom jeans and cropped silhouettes.

People are still mad for plaid, which will be more evident this
Fall with pants, leggings, ponchos, blouses, dresses and suits
bearing its imprint.

New to the scene is a “Little House on the Prairie” inspiration
that is infusing Fall with Western-wear looks heavy on prairie
floral prints, rodeo fringe and patchwork looks. Hold on to your
cowboy hat for this one.

For novelty details, the Fall fashion scene will be populated with
sequined dresses and jackets, faux-fur jackets and shiny pants.

Those were some of the Fall/Winter trends presented by the
Directives West buying office, which organized a runway show
for buyers at the California Market Center during LA Majors

18]

Market, running April 3-5.

“We are seeing newness in sweaters, denim, jackets and athlei-
sure,” said Shelda Hartwell, vice president of Directives West. “The
consumer is confident and more knowledgeable than ever before.
‘We need to keep connected to her with storytelling and understand-
ing her changing lifestyle, and social consciousness is part of that.”

The boyfriend look is taking on a new angle with oversized blaz-
ers with big shoulders hitting the stores this fall. Menswear fabric
that incorporates that plaid look will be popular as will slouchy pants.

Because this is California, the athleisure trend is alive and well,
morphing into something a little bit more formal in fabrications
that include twill and plush fabrics. Piping on the side of pants and
varsity sweaters make an appearance. You can pair these looks with
puffer jackets, moto jackets or track jackets, depending on your
mood.—Deborah Belgum
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Korirl jacket, One World cardigan
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Celebrity Pink PPLA sweater, Ten Sixty Boom Boom Ontwelfth Hudson Valley Lumiere BB Dakota Rabbit Rabbit Jolt fur jacket,
jacket, Vanilla Marna Ro twill Sherman blazer, No Frills cropped denim sweater, Kut sweater, Fab coat, Bella Dahl Rabbit block Inspired Hearts
Star shirt, Ashley jogger sweater and mock-neck jacket and jean girlfriend jean Luxe pant blouse, The Joy dress T-shirt, Boom
Mason snap jean Vanilla Star plaid  top, Be Bop Edition pant Boom bottoms

pant jumpsuit
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TRADE SHOW REPORT

Majors Market Continued from page 1

“The Doneger Group and Directives
West show was strong. They changed the way
they’re doing their show, so it was great be-
cause it highlighted some of the big items as
opposed to big ideas,” said Natalie Alba, who
is a juniors and young men’s division mer-
chandise manager for Dillard’s.

Discussing the difficulty with purchasing
for the third quarter, she explained that her
goal was to find unique designs in Fall sweat-
ers, lightweight knits, separates, juniors and
denim.

“I’'m trying to find a little bit of lightness in
a season that is regularly known to get a little
darker,” she explained.

said Vesna Horton, a sales representative.
“Seasonals are starting to check, so obviously
with spring break and Easter, over the past two
weeks, it’s kind of picked up, for sure.”

The company is promoting a sustainability
initiative, which many retailers are responding
to as they continue to offer products that align
with the demands of millennials and Genera-
tion Z.

There was interest in Immediates at Iked-
di—which offers women’s, juniors and tween
designs by Ultra Flirt, No Comment, Miss
Understood and Kristen Nicole—but there
was also a large demand for the company’s
Fall pieces.

“We’ve been booked all day,” said Susan
Doneson, an account execu-

Busy taking orders for its Fall
2018 collection, denim company
YMI had a promising start. Its
new looks included outerwear,
’90s-inspired plaid pants and
athletic-stripe jeans in addition to
its new line of “Dream” denim.

“Today has been a great day,
a great way to start a show,” said
Vice President Michael Godi-
gian. “We’ve had a very busy
market so far for the first day, and
it continues to be a good flow of
buyers walking through, so we’re
excited about Fall.”

At Monteau, Ronnie Tobet,
head of sales for the girls’ and
tweens division, felt confident

tive. “There is a lot of nov-
elty in sweaters, so we're
definitely booking a lot of
sweaters. A lot of athleisure
for Fall, new fabrics, new
washes, definitely a lot of
newness in the fabrics.”

The continued denim-
jacket trend has yielded
greater interest in Highway
Jeans’ offerings. Sharon
Perri, who is a senior sales
manager, was satisfied with
the first day and explained
how retailers responded to
new products. “Anything
with a Lyocell hand feel, a
softer hand feel, in tops has

about her meetings, where she
discussed trends including shirt-
dresses, walk-throughs, jumpsuits, rompers,
hatchi knits, sweater knits, tie fronts and bell
sleeves as well as patterns in polka dots, stripes
and plaid. Citing the shift in weather patterns
throughout the United States as a new con-
sideration for the industry, she believes in a
buy-now, wear-now approach, as consumers
are more financially prepared to spend but not
willing to let go of their dollars so quickly.
“You’ve got to give them [consumers] a
reason to part with that money, and the only
reason to do that is if they have a need. So,
a need would be ‘Oh, today
it’s 60 degrees,’ they’re in the

YMI's “Dream” denim

been amazing for us,” she
said. “Denim skirts are still
trending for me both in minis and more midis,
but going into Fall, the strength and length will
be 19 inches.”

The brand has enjoyed a great response to
its softer fabrics and an exciting new launch of
an “All Love, No Handles” line, a high-waist-
ed, tummy-control jean that includes a front
pocket, designed to shape the waist and hips.

With her company shifting priorities to
develop more of its own goods, Goldie Ma-
hon, associate buyer for retail chain Fran-
cesca’s, had a lot of appointments to view

mall all day, then the next day
it’s 40 degrees and they’re not
shopping again,” she said.
“We need to be much more in
tune with that.”

Pleased to report traffic
from long-term partners and
buyers who didn’t schedule
appointments, Dollhouse’s
Ira Spiegel, who serves as the
company'’s vice president of
sales, felt these new accounts
might have been inspired to
meet with him after seeing

Tuesday morning’s fashion
show.

“I think they reacted nicely
to some of the stuff we had in
the Directives West show this
morning,” he said.

Citing rising travel costs
that have caused him to bypass
other shows, Spiegel noted
that Dollhouse’s presence as
a denim brand made this week
extremely important.

“LA [Majors] Market is
always important because LA
is a real hotbed for denim,” he
explained “It’s what draws customers from all
over the country. Customers that we may not
be able to see in New York are always going to
come for LA Market.”

Other showrooms felt that the April market
usually has less traffic, but despite this over-
all trend they were seeing more retailers than
expected. At juniors brand Indigo Rein, there
was a lot of optimism as spring holidays came
to a close.

“There’s a light at the end of the tunnel,”

The Indigo Rein showroom

Fall/Winter collections. She hoped to find
impressive pieces but was still mulling over
her options.

“The past few months, the market isn’t nec-
essarily moving as quickly as we would like
it to, so we’re kind of changing our focus on
more product development,” she said.

Waiting until next week to place orders,
Mahon was thinking about how she could
learn from this trip by using the experience to
help her company evolve. ®
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GOTS Gets Two New Leaders

After leading the Global Organic Textile Standard
(GOTS) nonprofit since it was founded in 2002, Herbert
Ladwig has stepped down as managing director, turning
leadership over to two people.

Claudia Kersten and Rahul Bhajekar are now in charge
as dual managers of the group, which is an operating unit of
Global Standard gemeinniitzige GmbH. Ladwig will con-
tinue to serve as a policy and legal adviser. Kersten and Bha-

jekar have been working as directors for GOTS for some time.

“I am extremely pleased that we can secure my succession
with these two top executives leading the Global Standard
g¢GmbH,” Ladwig said.

GOTS is the voluntary global standard for the entire post-
harvest processing of apparel and home textiles made with
certified organic fiber, including organic cotton and organ-
ic wool. It also takes into account both environmental and

social criteria. Key provisions include a ban on the use of
genetically modified organisms, or GMOs, highly hazard-
ous chemicals and child labor, while requiring strong social-
compliance management systems and strict wastewater treat-
ment practices.

There are 5,000 operations with more than 1.7 million
workers in more than 60 countries around the world that
were GOTS certified in 2017.—Deborah Belgum

Resource Guide
MADE IN AMERICA

Antex Knitting Mills

div. of Matchmaster Dyeing & Finishing Inc.

3750 S. Broadway Place

Los Angeles, CA 90007

(323) 232-2061

Fax: (323) 233-7751

annat@antexknitting.com

Contact: Bill or Anna Tenenblatt

Products and Services: Antex Knitting Mills, a privately owned vertical knitting, dyeing, and
printing company in Los Angeles, announces capability of providing full-package garments
produced in California or Central America to meet your varied needs. Antex's product line
includes Antex Premier Performance, a line of high-performance, technical fabrics with mois-
ture management, anti-microbial, stain resistant, or UV finishes; and Matchmaster Prints by
Antex California, offering design and development of custom prints. Please contact sales@
antexknitting.com.

Asher Fabric Concepts

950 S. Boyle Ave.

Los Angeles, CA 90023

(323) 268-1218

Fax: (323) 268-2737

www.asherconcepts.com

sales@asherconcepts.com

Products and Services: To address the need for innovative temperature-regulating knit fabrics
in the activewear market, Asher is introducing Cool Sport, spun on Asher’s new Santoni knitting
machines, which create micro gauge knits for pure smoothness and compression. In 1991,
Asher Fabric Concepts, based in Los Angeles, transformed the apparel industry by offering
cutting-edge, high quality, “Made in U.S.A" knits for the contemporary fashion, athletic, and
yoga markets. Since then, the company has become internationally known for its premium
quality, knitted constructions with and without spandex, along with its creative print design
and application. Asher Fabric Concepts provides fabric development, knitting, dyeing, and
finishing in addition to fabric print design and printing capabilities based on each customer's
needs. The company differentiates itself from the competition by offering proprietary textiles and
by continually updating and innovating every aspect of textile design and production. With an
in-house design team, new prints are constantly added to its collection, and color stories are
updated seasonally.

Buhler Quality Yarns Corp.

1881 Athens Highway

Jefferson, GA 30549

(706) 367-9834

www.buhleryarns.com

sales@buhleryarns.com

Contact: David Sasso

Products and Services: Buhler Quality Yarns Corp.—We make MicroModal® work. The
exceptional attributes and luxury of MicroModal are now more attainable. Supply chain opti-
mizations and industry relationships allow manufacturers to benefit from our experience as
the first successful MicroModal spinner in the US. Let us show you how affordable luxury can
be. buhleryarns.com

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 exuberant 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. Beyond the bright look, Paradise
Ranch is also developing a loyal customer base for its smart silhouette choices and Goddard's
meticulous attention to fit details. “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 different. It's coverage
but still sexy.” Paradise Ranch Designs has been recently photographed on some of the brightest
young Hollywood talent like Miley Cyrus in VOGUE, actress Amanda Cerny, singer Ashanti and
entertainer Chloe Lukasiak.

US Blanks

4726 Loma Vista Avenue

Vernon, CA 90058

(323) 234-5070

Fax: (323) 234-5010

www.usblanks.net

SOCIAL: @USBLANKSLA

Products and Services: US Blanks welcomes you to our Made in USA premium and fashion-
forward basics line. Our team proudly designs, knits, dyes, cuts, and sews knit garments
following the utmost detail and quality control. Decades of combined expertise is reflected
in every garment we produce. As a Los Angeles—based vertical manufacturer, we strive to
innovate and source the finest raw materials. We'd love to talk to you about any of your needs!
You can enjoy immediate stock inventory at amazing prices and/or custom private-label product
development and manufacturing—we’d love to talk to you about your apparel needs. US
Blanks customers keep our team growing and we are extremely grateful to be a part of the U.S.
economy. Every job matters!

FINANCE

Goodman Factors

3010 LBJ Freeway, Suite 140

Dallas, TX 75234

Contact: Alexandra Scoggin (323) 999-7466 or Bret Schuch (972) 241-3297

Fax: (972) 243-6285

Toll-free (877) 4-GOODMAN

www.goodmanfactors.com

Products and Services: As the oldest privately held factoring company in the Southwest,
Goodman Factors provides recourse and nonrecourse invoice factoring for businesses with
monthly sales volumes of $10,000 to $4 million. Services include invoice and cash posting,
credit and 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 specialized 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.

Marcum LLP

2049 Century Park East, Ste. 300

Los Angeles, CA 90067

Contact: Ron Friedman, Partner/Co-Retail Practice Leader

(310) 432-7414 Fax: 310-432-7507

Ron.Friedman@marcumilp.com

www.MarcumLLP.com

Products and Services: Marcum’s Retail & Consumer Products practice group serves both
domestic and international companies of various sizes, from start-ups to multi-nationals with
up to $1 billion in annual revenue. Our industry professionals guide clients through the entire
lifecycle of the business by providing personalized, innovative strategies to increase profitability
and maximize their competitive advantage. Within these diverse markets, Marcum delivers an
array of services beyond traditional audit, tax, and consulting work, including financial reporting,
tax compliance, and business consulting services linked by common supply-chain principles.

Merchant Factors Corp.

800 S. Figueroa St., Suite 730

Los Angeles, CA 90017

(213) 347-0101

Fax: (213) 347-0202

www.merchantfactors.com

Products and Services: Merchant Factors Corp., conveniently located near the garment
center, offers traditional non-recourse factoring. Our local management team offers very quick
responses to all inquiries and flexibility to meet our clients” needs. Established in 1985 with
offices in Los Angeles and New York, we pride ourselves on strong client relations.

White Oak Commercial Finance

700 South Flower Street, Suite 2001

Los Angeles, CA 90017

Contact: Lou Sulpizio

(213) 891-1320

Fax: (213) 891-1324

www.whiteoaksf.com

Products and Services: White Oak Commercial Finance, LLC (WOCF), formerly Capital
Business Credit/Capital Factors, is a global financial products and services company provid-
ing credit facilities to middle-market companies between $1 million and $30 million. WOCF's
solutions include asset-based lending, full-service factoring, invoice discounting, supply-chain
financing, inventory financing, U.S. import/ export financing, trade credit-risk management,
account-receivables management, and credit and collections support. WOCF is an affiliate of
White Oak Global Advisors, LLC, and its institutional clients. More information can be found at
our website.

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.
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PROFESSIONAL SERVICES & RESOURCE SECTION

PATTERN SERVICE

The Fit Block

ACCOUNTING SERVICES
HOVIK M. KHALOIAN

ACCOUNTING * AUDITING | m

TAXATION SERVICES FOR THE APPAREL INDUSTRY

TEL: 818.244.
HOVIK@HMKCPA.
CONSULTANT
LAUNCH YOUR BRAND!!

Designer/manufacturer with 25 experience as

successful contemporary brands will show you

how to set up your collection/company.

CONTRACTOR/HANDBAG
Leather Handbag Manufacturer

Patterns | Snrnl;\les 1 Production

DESIC GIVER_
1501 5 flsmeds 51, STE 0@ ) “We -ulu- ot ides enme e life™

Les Aageles CA, goos8 All Made in Los Angelas

T TAEATT e sambeodssignsrrom

MERGERS & ACQUISITIONS

Provides Pattern Blocks and
Measurement Manuals as dewnloads.

* Bsic Tea Shirts and Jeon patterns in coment fits
for Men and Women

* [etniled Meosurement Manuaks.

# (reated by highly experienced pattern mokers.,

* (izstom blocks ond Measurement manwals aveilabde,

theFitBlock.com

2 Fix L0k

A
L""J‘

PRIVATE LABEL

/'A THE VELD
(k‘ GROUP

» SN DIECAD LAS VEGAS

SWIM & ACTIVEWEAR

FULL PACKAGE SERVICE

WRAP CERTIFIED FACTORY

Censulting including: Considering Selling or Expanding?
. i = {Laow MO, Competitive Prices, EDI Compliant)
. %2?{:::2 *M '"”'.II':‘““I”:":E: Distribution Full ‘-ill‘li:-l?il.' :|1."t:.'li.lll:||IlIl.':|t &t|l;l'l1L1llL'lillI| H:;II"i ilﬂ'
» Dyeing * Rerail f Wholesale
:{5:::-::}3: I'lre Apparel Industry’s Premiere M&A Brokerage «;1u'r:t.;::lrt'“i:lr-:‘:'":l':z' (SSI)
= Merchandizing 1,000+ Businesses Sold Since 20021 SS1PrivateLabel.com
* Negotiating GALL 213 E'EE 0202 wnestheveldgronp.com Info i ssiprivatelabel.com, April @ssiprivatelabel.com
« and More... RAGPROCONSULTING@GMAIL.COM 110,652 8353 (626) 327.3344
CONTRACTOR MODEL SERVICES

Lycra experis =

BELLAS
FASHION

BE1E S .,vflrul,._ P
E. ynita ﬂ.‘na- A BT0E
heallisfimhnacsd _rll‘lul: CATH

(714) 709-3035

Fax: [714) 556-5585
bellasfashion.com

PRIVATE LABEL

FIT MODEL

AODELS OF ALL AGES & ALL SIZES

FIT, SHOWROOM, TRADE SHOWS, PRINT, COMMERCIAL, RUNWAY

818-225-0526
teamrage@ mgemudels.mm

www.ragemodels. com

ACE SEWING ||§ 4
-~

MACHINE INC=~ ",

= Al kinds of sewing machines
= Sewing molions & thremwd

214 E. 8th 5t.
Los Angelas CA 20014

* Fashion Desipn Supplies
Tel {21 3} 622-8345 * Dress forms, rulers, loads
Fax (213) 622-0142
Acesewing.com

* Pattern & Marking paper
= Sulely pins, hook & eves

* Elastic, velers, hanger tape
= Cutting room supplies

CLASSIFIEDS

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

Jobs Available

www.apparelnews.net

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

Jobs Available Johs Available

SOURCING & QA MANAGER
Apparel Mfr seeks candidate with factory
contacts throughout Asia (China, Vietnam,
Cambodia, etc.). Possess exp in Juniors, Girls, &
Young Missy product development for Specialty,
Dept, & Discount stores. Heavy Private Label.
Factory articulation, supply chain mgt, duty
rates, quotas, & FOB/LDP. Must have top-to-
bottom knowledge of compliance, testing, & QA.
Hands-on mgt style for quick-turn mfrg
requirements. Requires travel to global
factories.

Email resume: trankin@selfesteemclothing.com

SOURCING ASSOCIATE
Manhattan Beachwear is looking for a highly
motivated self starter for our sourcing associ
ate. You will work w/ suppliers to provide sam-
ples of requested designs & follow up to ensure
satisfaction. Skills & exp: computers -1 yr; basic
Photoshop/lllustrator; PLM systems; fabric &
trims. Must be bi-lingual in Eng & Mandarin.
Please send resume to: hrdept@mbwswim.com

SALES ACCOUNT MANAGER
Robin’s Jean is seeking a motivated Sales
Account Manager, who has a passion for
Denim, with a broad portfolio of wholesale
customers in North America to be based in Los
Angeles, driving wholesale business, managing
distribution, including department stores and
specialty stores.

Send resume to: jobs@robinsjean.com

.FIT TECHNICIAN & TECH PACK
-- Looking for a Fit Technician for Kids/Ju-
nior/Missy/Plus garment market, communicat-
ing with overseas factory via email and skype,
follows up on fit comments in a timely manner,
makes spec sheets and works in a positive fast
paced environment. Viethamese speaking a
plus.
--Also looking for an organized person to
complete Tech Packs for an import company.
Only exp’d apply.
EMAIL YOUR RES. TO: LAGLO.INFO@GMAIL.COM

PRODUCTION ASSISTANT
Organized, energetic, computer savvy and
detail-oriented individual for busy Knitting Mill to
enter orders and follow up production.
Minimum 2 yrs experience.

Please email resume to:
annat@antexknitting.com

DESIGN ROOM ASSISTANT
Looking for an entry level assistant to work in a
fast pace design room that is highly organized
with the ability to complete task in a timely
manner, responsible for prepping samples,
organize designers, fabric library, etc. Knowl-
edge of Photoshop/illustrator is a plus.

Please send resume to:
JOBSHROOO@GMAIL.COM
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CLASSIFIEDS

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

www.apparelnews.net P 213-627-3737 Ext. 278, 280

F 213-623-1515

Jobhs Available Jobs Available Jobhs Available

ASSOCIATE DESIGNER
Our Company is looking for an Associate
Designer to join our team.The position is ideal
for a creative individual who is serious in
his/her career, responsible and thrives in a
fast- paced environment. A min. of 3yrs exp. in
Design is required. Must be highly skilled in
Adobe Creative Suite & Microsoft Office.
Please send your resume to:Cecilia@joe-elle.com

SALES/BUSINESS DEVELOPMENT
Sewing Collection, based in LA, is the leading
provider of packaging & shipping supplies.
Our objective is to increase our acct. base &
increase sales. We are seeking a very serious,
goal oriented individual to join our team as a
sales person. Email to 72@scicorporate.com

RECEPTIONIST
AJG, Inc has an immediate opening for a self-
motivated, exp'd, flexible & well-organized
receptionist to be the voice of the Company.
Min. 1 year receptionist or office experience.
Expertise in MS Office Excel & Word. Ability to
multi-task in a fast-paced environment.
Bilingual English/Spanish
Pls send res. at: jennifer@astrologieca.com

CUSTOMER SERVICE REP
Fast paced Jr Sportswear Manufacturer seeks
Customer Service Rep. Must have working
knowledge of Apparel Management Software
AIMS preferred, EDI, and invoicing. Strong orga-
nizational skills are a must. Email resume to:
socalapparel323@gmail.com

SALES REPS
An innovative button and trim factory from far
East Asia with years of experience in dealing
with big brands in USA and Europe, is looking
to expand in sales and adding more sales peo-
ple and also possibility of partnership in Los An-
geles or other parts of U.S. Experience within
the trade is must. Please send resume to:
INFORMATIONO769@YAHOO.COM

ACCOUNTS RECEIVABLE
Established Apparel Mfg / Multi Companies
Need qualified individual to work on QB and
Apparel Magic
Posting Invoices, Payments, follow up collections
Full Time/ Benefits 401(k) Medical Dental Vision
Email resume to HR@ddaholdings.com

PRE-PRODUCTION MANAGER
Fast paced, established apparel manufacturer,
Vernon location. Seeks computer skilled, exp'd
individual to maintain style master, manage
pattern room and sewers, maintain WIP report.
Must be organized & an excellent communica-
tor. Liaison between sales & production. Must
be able to meet & maintain production dead-
lines.
hr@kimandcami.com

DESIGNER
Juniors, Plus and Young Missy fashion tops and
screen t-shirts. Mostly Private Label. Big Box,
Dept, and Specialty stores. Expert knowledge
and interpretation of trends, prints, patterns,
and colors for seasonal stories and monthly
Line offerings. Great benefits.
Please send your portfolio and resume to:
designtalent2018@gmail.com

Buy, Sell and Trade

COSTING TECHNICIAN
Fast paced company, Vernon location. Must be
detailed, self motivated and organized. Position
requires analytical skills and understanding of
production process.
hr@kimandcami.com

GRAPHIC ARTIST
Show your creativity with attitude screens,
colorful prints, sizzling textiles. Girls and Jrs.
70% graphics/screens, 30% prints/textiles.
Strong understanding of layering, embellish-
ments, trends, etc. Submit resume with
portfalio: screengraphics2016@gmail.com

*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

STONE HARBOR (323) 277-2777

COLOR SEPARATOR
Expert color separator for our high volume
Screen Print Dept. Knowledge of layering,
embellishments, special treatments, etc.
Send resume to:
screengraphics2016@gmail.com

SOCIAL MEDIA SPECIALIST
Website development & maintenance. Blogging.
Update & maintain social media connections.
Maintain current & up-to-date media posture.
Send resume: trankin@selfesteemclothing.com

Real Estate

Hyperlink your ad
for best results

FOR LEASE
CREATIVE OFFICE SPACE
LA FASHION DISTRICT
213-627-3754

For classified information,
contact Jeffery Younger at 213-627-3737 ext. 280
or jeffery@apparelnews.net

For classified advertising:
email classifieds@apparelnews.net or
visit www.apparelnews.net/classifieds
to place your ad in our self-serve system
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WE BUY ALL FABRICS AND GARMENTS
Excess rolls, lots, sample yardage, small to
large gty's. ALL FABRICS! fabricmerchants.com
Steve 818-219-3002 or Fabric Merchants
323-267-0010

ApparelNews
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MADE IN THE USA
www.usblanks. net
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