
Bumps Along the Way 
Don’t Deter U.S. Economy

Lately, the apparel and retail world has been centered around 
three Ts: taxes, tariffs and trade. 

Tax cuts are part of the positive in this equation. They not 
only benefited U.S. businesses whose tax rate dropped from 35 
percent to 20 percent but also deposited more money into con-
sumers’ pocketbooks now that their paychecks are filled with 
more dollars. 

Tariffs are the bad part of the equation, making people won-
der whether they will be paying more for food, clothing and 
cars down the road if President Trump holds true on a threat 
to add another $150 billion to the already $150 billion in new 
tariffs being floated.

Trade is another question mark as the Trump administra-
tion wibble wobbles on whether the United States might join 
the Trans-Pacific Partnership, the free-trade agreement that has 
already been signed by 11 of the 12 countries that originally 
negotiated the pact. As soon as Trump took office, he said we 
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For the third year, Digital Summit Los Angeles brought to-
gether marketing leaders at the Skirball Cultural Center. On 
April 10 and 11, nearly 1,000 attendees networked and listened 
to experts explain how to successfully use digital tools to en-
gage customers. 

During his “Developing Innovative Solutions for a Better 
Customer Experience,” Scott Emmons, head of the Neiman 
Marcus Innovation Lab (iLab), shared his insight regarding 
personalizing the shopping experience for customers. Empha-
sizing the importance of starting simple, Emmons advised at-
tendees to think about how to bring business fundamentals into 
the digital age.  

“You can’t always chase the shiny and new,” he said. “Some-
times innovation is part of just changing the basic way you do 
your business.”

Since 2012, Emmons has been working to enhance the ways 

Digital Summit Los 
Angeles Promotes Efficient 
Customer Engagement

By Deborah Belgum Executive Editor

By Dorothy Crouch Associate Editor
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During Style Fashion Week Palm Springs, a number  
of California-based designers unveiled collections for 

Fall 2018, including this look from David Tupaz. For more 
collections from Style Fashion Week Palm Springs, see 

pages 6 and 7.

palm springs style
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Long known as an outdoor brand whose 
apparel shields its customers from the ele-
ments as its corporate mission protects the 
environment from threats, Alameda, Calif.–
based The North Face encourages custom-
ers to lead active lifestyles and take action to 
protect nature. The company’s most recent 
venture, called the “Bottle Source” initiative, 
is no different. In observance of Earth Day 
on April 22, The North Face partnered with 
the National Park Foundation and released 
a new clothing line composed of yarn made 
from recycled plastic sourced from water bot-
tles found at the Grand Teton, Great Smoky 
Mountains and Yosemite national parks.

“Reducing the amount of waste in parks, 
increasing the amount of recycling in parks, 
and creating more awareness about the parks 
and how to be a responsible visitor to the 
parks,” said James Rogers, director of sus-

tainability for 
The North Face, 
w h e n  a s k e d 
about the com-
pany’s goals for 
the project.

Released on 
Apri l  17,  the 
collection’s T-
shirts and tote 
bag feature messages such as “Never Stop 
Exploring” and “John Muir Is My Home-
boy,” which are intended to inspire outdoor 
adventures. Other designs simply feature the 
brand’s logo, along with flowers, including 
one design that brings California’s state flow-
er—the poppy—center stage. 

“We wanted to have fun with useful graph-
ics that tie back to the parks,” Rogers said.

The North Face is putting its money where 

its activism is 
by donating $1 
from the sale 
of each piece 
to the National 
Park Founda-
tion. Despite its 
existing pledge 
to  cont r ibu te 
a minimum of 

$100,000 to the cause, The North Face hopes 
to generate a much larger amount.  

Through these contributions, the National 
Park Foundation will be able to continue its 
efforts promoting sustainability, such as the 
installation of water-bottle refill stations and 
bear-proof recycling bins. While the mon-
etary contributions will support sustainability 
efforts in the parks, transforming plastic bot-
tles into a new, long-lasting product reduces 
the amount of refuse that would otherwise 
contribute to polluting the environment. 

“From an environmental perspective, we are 
extending the life of these materials,” explained 
Rogers. “Single-use plastic bottles, when they 
get to the end consumer, last a matter of min-
utes. The T-shirt comes with a lifetime warranty, 
so it will definitely be used longer.” 

By participating in this project, The North 
Face has already collected 160,000 pounds of 
plastic waste from park MRFs (materials recy-
cling facilities) for reuse in the program. Once 
the bottles were collected, The North Face 

used the services of North Carolina–based tex-
tile supplier Unifi Manufacturing Inc. As a 
vertically integrated producer of multifilament 
polyester, the company was able to clean the 
bottles before fully breaking down the pieces, 
extruding the material and creating the yarn. 
Once the materials were ready, the line was 
manufactured in Central America. 

With the launch of the first season under-
way, The North Face will continue its support 
of the National Park Foundation through other 
projects and is going to release a Fall 2018 
collection for the Bottle Source initiative. 

“We’ve been partners with the National 
Park Foundation. Our relationship predates 
this specific program,” explained Rogers. “I 
think everyone was pretty excited about this 
idea to highlight our relationship with the 
park and spark investment in these sustain-
ability projects.” 

The current collection includes short-
sleeved T-shirts that retail at $35 and tote bags 
priced at $40; next season the company will 
add long-sleeved T-shirts and hooded sweat-
shirts using new designs and graphics. The 
company intends to keep its short-sleeved T-
shirts for Fall, but the tote bags were planned 
only for the current collection. 

In addition to availability at www.thenorth-
face.com and at its retail locations in the Unit-
ed States, the line will also be sold through 
some of the concessions areas within the part-
ner parks.—Dorothy Crouch
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LA Apparel Contractor Ships ‘Hot Goods’ to Charlotte Russe, Prompting Restraining Order

NEWS

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

April 26
2018 Graduation Fashion Show
Academy of Art University
San Francisco 

2018 Fashion Show, presented 
by FCI Fashion School
423 E. Washington Blvd.
Los Angeles

April 29
Midwest Apparel Trade Show
1445 Lake Cook Road
Deerfield, Ill.
Through April 30

May 3
TPC’s Spring Networking Event
Pez Cantina
Los Angeles

May 4
Fashion and Sustainability 
Summit
Maxwell Hall, LIM College
New York
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RK Apparel Inc., an apparel contractor 
that illegally shipped clothing to Charlotte 
Russe from a subcontractor allegedly not 
paying minimum wage or overtime, was 
slapped with a “hot goods” temporary re-
straining order following an investigation by 
the U.S. Labor Department.

The temporary restraining order, an-
nounced on April 13, was issued by the U.S. 
District Court in Los Angeles.

Investigators from the U.S. Department 
of Labor found that RK Apparel’s subcon-
tractor, HDK Ave. Inc., did not pay its em-
ployees the federal minimum wage of $7.25 
per hour, which is significantly lower than 

the California minimum wage of $11 an hour 
and the Los Angeles County minimum wage 
of $12 an hour. Despite being warned by the 
Labor Department about HDK’s labor status, 
RK went ahead and shipped nearly 80 boxes 
of garments in February and March to Char-
lotte Russe, court documents said.  

Some of HDK’s employees received only 
$4 per hour, said Janet Herold, the U.S. De-
partment of Labor’s regional solicitor in Los 
Angeles. The government determined that 
the workers were owed $168,000 in back 
wages and overtime. As part of a consent 
judgment, RK Apparel and HDK agreed to 
deposit $40,000 as the first payment for the 

back wages owed.
Under the provisions of the order, HDK 

and RK Apparel, owned by Jessie Lee, can-
not ship its goods until the unpaid back wag-
es have been made to the sewing factory’s 
employees.  

The defendants will also be required to 
hire an independent third-party monitor, ac-
ceptable to the Labor Department, to moni-
tor all of its domestic garment contractors to 
enforce the contractors’ compliance.

“Whenever goods are produced in violation 
of the FLSA’s [Fair Labor Standards Act] mini-
mum wage, overtime or child-labor provisions, 
the U.S. Department of Labor can restrain 

those goods from being shipped in interstate 
commerce. This action is commonly referred 
to as invoking the ‘hot goods’ provision,” Her-
old said. “Today’s action demonstrates that we 
will use all of the tools provided by law to en-
sure that employees receive the pay they have 
legally earned and that law-abiding employers 
are not undercut by unfair competition.”

The employees were not paid overtime, as 
required by federal law, when they worked 
more than 40 hours a week. Labor Department 
investigators found that HDK required their 
employees to work up to 58 hours per week but 
only paid them at a piece rate, or a flat amount 
per garment produced.—Andrew Asch

The North Face and the National Park Foundation Partner to Promote Sustainability

LOS ANGELES  |   NEW YORK  |   SAN FRANCISCO  |   CHARLOTTE

FORT LAUDERDALE  |   HONG KONG  |   SHANGHAI

Louis Sulpizio 213.226.5288   |  Gino Clark 213.226.5350

www.whiteoaksf.com 

· Asset-Based Lending

· Factoring

· Inventory Financing

· Term Loans

· Supply Chain Finance

(FORMERLY CAPITAL BUSINESS CREDIT / CAPITAL FACTORS)

YOUR LENDER OF CHOICE
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SAN MATEO, Calif.—Snow and hail fell on parts of the 
San Francisco Bay Area on April 16, but it didn’t put much 
of a damper on business at the Fashion Market Northern 
California trade show, vendors and show management said.

Space was sold out at the recent run of the show, which 
ran April 15–17 at the San Mateo County Event Center, 
which is about a 40-minute drive south of San Francisco. 
Stephanie Harris, president of the executive committee of the 
board of show vendors that runs FMNC, detected a slight dip 

in attendance Monday, the date of the most inclement weath-
er. “Overall, it was a very busy show,” Harris said. “Sunday 
was crazy.” At FMNC, Harris represented brands Habitat, 
Clothing and Caite as well as Kyla Seo and Love Kyla, 
which are divisions of Caite.

Another vendor, Stuart Marcher, also said traffic was 
busy throughout the three-day run of FMNC. Busy traffic 
also brought good business. He estimated that his sales in-
creased 10 percent compared to his FMNC show of April 

2017. At this edition, he introduced sweater line Unwine, 
with a wholesale price range of $59 to $195. “We launched 
late,” he said of the line. “Most sweater dollars have already 
been spent, but it was something they have not seen, and 
they are making room for it.” He represents Julie & Stuart 
Marcher Ltd.

Lilly Stamets, a retail consultant who walked FMNC, 
said show attendance was good because the economy is fair-
ly good. “I don’t think I’ve seen a more upbeat season for 
buying,” Stamets said. Stamets, who runs Premier Retail 
Consulting, also noted that business at trade shows serving 
Northern California stores should be good. It’s the home of 

Silicon Valley, one of the powerhouses of the U.S. economy.
There is confidence in the wider economy. While the in-

fluential Consumer Confidence Index dipped in March, con-
sumer outlook continues to be favorable, said Lynne Franco, 
director of economic indicators at The Conference Board, 
which maintains the index.

FMNC mostly attracts independent boutiques from the 
San Francisco Bay Area and across Northern California. 
It is devoted to women’s fashions, accessories and gifts. It 

runs five times a year, and the April and October shows are 
typically the busiest. For this show, Mary Taft, FMNC’s ex-
ecutive director, said that it attracted some out-of-state shops 
hailing from Alaska, Oklahoma, Idaho and Arizona.

Ute Wegmann, chairwoman of the FMNC board, said that 
her organization has been looking to do increased buyer out-
reach on behalf of the show. Deals include paying for one 
night of hotel stays for buyers traveling to the show for the 
first time. Wegmann ran two 20-by-20 booths at FMNC. One 
booth was devoted to goods for immediate delivery.  The oth-
er was devoted to Fall goods, with deliveries that start July 
1. She represented brands including Fraas, a German scarf 

and wrap line; Lauer Gloves; and CoFi, a Mexican leather 
accessories line. 

Jeanette Clarey, founder of the 1,400-square-foot J.Fermi, 
a women’s boutique in Petaluma, Calif., also shopped the 
show. She saw trends such as polka dots on tops, faux-fur 
jackets and a focus on the color navy. “There was navy ev-
erywhere—on beautiful, long jackets and tops,” Clarey said. 

The next FMNC is scheduled to run June 24–26 in San 
Mateo. It will focus on the Fall II season. ●

For most retailers, gone are the days when data was stored 
in silos with multiple versions of Excel. Today, sources of data 
are centralized and can be pulled for reporting across channels 
and organizational areas. These include stores, online, mobile 
apps, email, loyalty, customer support, social media, reviews 
and third-party sources. Overwhelming, to be sure!

Data sources have increased, decisions are being made 
quicker than ever before, and information technology (IT) 
can no longer support the full business organization with re-
porting. Having common key performance indicators (KPIs) 
across the organization helps keep everyone sane, but there 
are still multiple ways to slice and dice the data. There is 
not a one-size-fits-all answer as it depends on the particular 
retail business and volume of its data.

One thing we know for sure—IT no longer owns busi-
ness intelligence (BI). Sure, it is responsible for creating the 
centralized data from multiple sources in a data warehouse, 
so everyone has access, but the new data users are the busi-
ness leaders within the organization, whether in finance, 
merchandising or at a bricks-and-mortar store. There is also 
a new chief in town—the chief data officer. With all the data 
now available, data governance, quality and security have 
become important and must be up to par to support the busi-
ness where data sources are used instantly.

Retail BI disruption started with the addition of Visualiza-
tion, providing interactive data analysis for every member of 
an organization down to a desktop or mobile device. Then 
came Machine Learning, adding the automated assistant 
to interpret the data against those KPIs for a “self-service” 
model. The newest games in town are search capability, 

Natural Language Programming (NLP) and Voice technol-
ogy, turning data analysis into Alexa- and Siri-like analytics 
where all you need to know is how to ask the right question.

IDC, a leading industry marketing-analysis firm in Mas-
sachusetts, observes that 75 percent of workers whose daily 
tasks involve the use of enterprise applications will have ac-
cess to intelligent personal assistants to augment skills and 
expertise. Gartner, a premier industry-analyst firm out of 
Connecticut, predicts that by 2020, 50 percent of analytical 
queries will be generated via search, NLP or Voice. Gart-
ner actually created a new segment for analytics—Modern 
Analytics. All of these new tools are sitting on top of the 
traditional data warehouse for a modern approach accessible 
to all workers for instant, actionable data.

The power of data for retailers is plentiful for understand-
ing consumer shopper behavior, acquisition of customers 
and predicting merchandising trends. Imagine the CEO driv-
ing to work and asking a mobile device what sales occurred, 
which were the best products and what customer segment 
made which purchase. This is not the future; it’s the pres-
ent—interactive, actionable data that tells a story through 
digitally assisted analytics that can answer questions by 
churning through data in minutes, if not seconds.

Traditional and modern BI companies now fall into two 
segments, according to Gartner, and many retailers will use 
more than one, depending on the size and type of retailer.

Let’s look at a few retailers that have seen benefits lever-
aging their data in the new, modern world of analytics.

Sephora, a leading retail cosmetics brand based in San 
Francisco, is a data-driven company that delivers analyt-
ics to store professionals with SAP Roambi, an analytics 
and business intelligence mobile app. It saved employees 

150,000 hours a year by alleviating the back office from 
analyzing data. Sephora has also leveraged customer and 
product data to drive personalization across marketing cam-
paigns with two leading customer-focused analytics solu-
tions from Adobe and Microsoft PowerBI.

IBM Watson was used to create the Under Armour UA 
Record app. The cognitive coaching app provides users with 
real-time, data-based coaching. It takes customer input data on 
sleep, fitness, activity and nutrition and combines it with exter-
nal data to determine factors such as weather and environment 
on a personalized geo basis. The data provides Under Armour, 
a manufacturer of athletic apparel in Maryland, with customer 
insights and the ability to do micro-segmentation.

Peter Glenn, a specialty outdoor retail chain based in Ver-
mont, uses AgilOne Analytics to view data from online and 
offline channels to drive segmentation of its customer base. 
Advanced segmentation and more personalization based on 
customer lifestyle data combined with shopping behaviors 
provided a 30 percent increase in AOV (average order value).

Why move into the modern world of analytics? In a fast-
paced retail world where consumers are connected all the 
time and decisions must be made in the moment, the power 
of data needs to be in the hands of decision-makers within 
an organization.

Get on the data journey and use your data to tell a story 
that will benefit your company, employees and customers. ●

Paula Levy is the Chief Strategy Officer for Demand 
Worldwide. She is a business technology strategist whose 
focus today is assisting retailers and brands in transforming 
their marketing and customer-engagement strategies with 
adoption of new technologies and business practices.
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INDUSTRY VOICES: TECHNOLOGY
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By Andrew Asch Retail Editor

By Paula Levy Contributing Writer

Ellen Brook booth Rock Flower Paper booth

Disruptive Retail Business Intelligence: The Shift to Self-Service and Modern Analytics

Fashion Market Northern California Reports Good Biz Despite Snow

TRADE SHOW REPORT
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RETAIL

Goodman Factors
—   Since 1972  —

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

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

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

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

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

The concept 
of factoring 
is simple:
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Last year, Kore Collective formally 
launched its business with a website that 
focused on emerging and established active-
wear brands for the fitness buff who wants  
everything cool in workout gear.

By the end of last year, the e-commerce 
site had branched out into a bricks-and-
mortar location at 1832 Union St. in San 
Francisco’s hip Cow Hollow district, taking 
a page from old retail playbooks to build its 
business.

Kelly Sterling, the founder of Kore Col-
lective, said opening a physical space is a 
key part of her business, believing that 
stores will eventually make up 50 percent of 

her revenues as she expands.
As always, location, location, location 

is a key component in retail, and Sterling’s 
500-square-foot store is in a prime area 
where many fitness studios are located. 
Some of her neighbors are activewear retail-
ers, including  Lululemon Athletica. 

“People coming into Kore Collective say, 
‘We’ve been shopping at big-brand stores. 
We prefer unique, small businesses,’” Ster-
ling said. San Franciscans like their inde-
pendent retailers so much that in 2006, the 
city’s voters passed a ballot initiative to 
scale back chain retail.

Her venture also benefits from selling a 
clothing category that is still popular among 
shoppers. Market researchers The NPD 
Group out of Port Washington, N.Y., noted 

By Andrew Asch Retail Editor

Kore Collective Develops Its 
Activewear Business on Many Fronts

Kelly Sterling
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that athleisure is a bright spot in the fashion 
business.

“Non-activewear sales declined while 
activewear apparel continued on its growth 
trajectory in 2017, although not making 
as steep a rise as in past years,” The NPD 
Group said in a Feb. 21 report. “Sales of 
both men’s and women’s activewear grew 
in 2017, but women’s supplied much of the 
energy behind the category’s growth, reach-
ing $21.9 billion in sales with a 4 percent 
increase over 2016.”

A store and e-commerce presence are 
only two parts of the Kore Collective opera-
tion. Sterling said everything counts in her 
business: digital commerce, social media, 
physical stores and personal appearances. 

Sterling and her team frequently take 
Kore Collective’s show on the road, produc-
ing trunk shows and going to wellness and 
fitness events across the San Francisco Bay 
Area.

“Our store is mobile,” she said. “We 
launched with e-commerce. We have the 
store experience. A lot of our sales come 
from Instagram. We take our iPads and 
card readers everywhere. I’ll be at a studio 
on a Saturday or a Sunday. I’ll meet some-
one and they’ll ask us to put something aside 
for them. We do a lot of face-time shopping 
with customers,” Sterling said, noting she 
talks to shoppers on Facebook’s Facetime 
app. “We try to take the boutique experience 
to people, whether they are in San Francisco 
or not. You’ve got to be scrappy. You have to 
use all of the resources at your disposal. You 
need to go and engage the customer where 
they are. You can’t expect the customer to 
come to you.”

The boutique on Union Street also works 
as an events space and community center 
for things including meditation and well-

ness events. It also will be hosting a running 
club led by Jenni Dubman, whose Instagram 
page, sherunssf, documents Dubman’s run-
ning regimen. Dubman is a store client and 
Sterling sought to do a project with her.

Fitness teachers around the city also 
model different looks for the Kore Collec-
tive website at www.korecollective.com. 
“They become advocates of the brand,” 
Sterling said. 

 Appearing on the site has its own cachet 
for the fitness teachers, Sterling said. “They 
build a social following. Content is more 
important than money sometimes,” she said.

Sterling started her fashion career by pro-
ducing digital advertising and social media 
for fashion and beauty brands in New York 
City. She also taught yoga fitness and pub-
lished her personal activewear and fitness 
blog, called “Kore by Kelly.”

When she moved to San Francisco three 
years ago, she saw a city that was obsessed 
with fitness but felt it was behind in active-
wear fashions. A lot of emerging activewear 
brands had not made it to Bay Area stores 
yet, she said. 

So she started setting up boutiques at 
various studios. The venture snowballed into 
the multi-brand shop Kore Collective, where 
she is the sole owner. 

Kore Collective carries established 
brands such as Koral, headquartered in Los 
Angeles, and stocks emerging brands such 
as ALALA. Later this year, it will carry 
Olympia Activewear and Live the Process. 

Along with activewear, the retailer car-
ries handbags and also focuses on “sweat-
to-street” clothes, or athleisure garments, 
including puffer vests, tunics and dresses 
that can be worn outside the gym. In the 
next few months, the store will stock skin-
care products. ●

RETAIL

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

We do Special 
Orders, 

Drop Ship 
Locally and 

Globally

We offer Basic, 
Knits, Wovens, 
Novelties, Knits 
in Cotton, Rayon 
and Polyester, 

Laces and Mesh

fabricselection.com 

213-747-6297 
info@fabricselection.com

Come visit our showroom
800 E. 14th St., Los Angeles, CA 90021
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Join The Opening Night Fun!
Tailgate Party at Texprocess Americas 2018

SPESA Tailgate Party |   May 22   |   6:30 PM  |  College Football Hall of Fame  |  Atlanta, GA
Full Dinner  |  Open Bar  |  $90/person  |  Tickets @  http://bit.ly/SPESATailgate

FASHION

Style Fashion Week gallivants around the 
world, producing fashion shows in Los An-
geles, New York, Dubai and other locations, 
but it hadn’t visited the desert community of 
Palm Springs, Calif., since November 2016.

With a flurry, the show’s founder, Veroni-
ca Welch Kerzner, set off to ramp up the run-
way again and showcase fashion from mostly 
California designers who took to the runway 

April 5–8 at the Palm Springs Air Museum.  
The opening-night ceremonies kicked off 

at the V Hotel with a live performance by the 
band Missing Persons.

On the runway were California-based de-
signers Mario De La Torre, Merlin Castell, 
Richard Hallmarq and David Tupaz as well as 
brands Bohimi Couture, Glaudi and House 
of Grayling Purnell.—Deborah Belgum

Style Fashion Week Makes 
a Splash in Palm Springs

Bohimi Couture

Richard Hallmarq

Andre Emery Andrew Christian

David Tupaz

Sweet Talk Swim
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SAVE THE DATE:

JULY 23-25, 2018
JAVITS CONVENTION CENTER
NEW YORK CITY 

apparelsourcingshow.com

THE NUMBER ONE TRADE SHOW 
IN NORTH AMERICA FOR INTERNATIONAL 
APPAREL SOURCING

REGISTER TODAY

Apparel_Sourcing_Summer_2018_Halfpage_Ad_9.875x6.75.indd   1 4/18/2018   10:59:46 AM

FASHION

Father Akki

Mario De La Torre

House of Grayling Purnell

Smock Me Merlin Castell

Underrated Glaudi
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Neiman Marcus serves its customers by in-
troducing innovative technology to simplify 
shopping. An incentive to investing in a strong 
digital platform is the e-commerce growth that 
could occur through helping customers facili-
tate their shopping experiences.  

“Our e-commerce business is worth about 
33 to 34 percent of total revenue today, which 
is our biggest store, essentially,” revealed Em-
mons. “It’s a billion-dollar business for us. We 
think it’s going to be 50 percent of our busi-
ness as that business continues to grow by 
leaps and bounds.”

Launched two and a half years ago, Nei-
man’s Memory Mirror allows customers to 

record videos of themselves trying on clothes 
through an in-store kiosk that includes a 70-
inch screen. Customers can view multiple 
outfits from every angle and compare options 
without input from another person. If desired, 
these recordings can be shared with others via 
email, text and social media. 

With its blended-technology initiative, Nei-
man Marcus is using innovation to make the 
customer experience seamless and enjoyable.

Be smart when building relationships 

Retailers should also look beyond the ap-
parel industry for digital inspiration. At the 
lunch keynote panel, “Consumer Behavior 
and the Future of Content Creation,” on April 
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were out. Now that the other members have 
signed the accord, he wants back in.

Despite all these uncertainties, consumers 
keep spending, jobs are being created and the 
economy marches along.

“Sixty-one percent of families told us last 
month that since Jan. 1 they are making more 
money through lower taxes or they got a pay 
raise or they went from a part-time to a full-
time job,” said Britt Beemer, a retail analyst 
and founder of America’s Research Group, 
which polls 1,200 consumers a week to take 
the pulse of their retail-spending habits and at-
titudes. “Those numbers were never more than 
11 percent under Obama.”

Spending got off to a slower start this year 
because tax refunds didn’t appear in mail-
boxes until Feb. 20, Beemer said, because the 
Internal Revenue Service was figuring out 
the tax tables under the new tax cut. Last year, 
refunds started dribbling in on Feb. 7. 

Beemer said consumers spent their tax re-
funds on various items. “In past years, some-
thing would jump out. This year, it was doing 
home improvements, buying furniture and 
buying used cars. The tax refunds did not drive 
new car sales. I think new-car prices have 
priced themselves out for a lot of consum-
ers,” he said. 

Despite the roller-coaster ride expe-
rienced in the stock markets, retail sales 
had a good March. The National Retail 
Federation reported that sales were up 5 
percent in March compared with last year. 
Clothing and clothing-accessories stores 
saw a 6.1 percent uptick year over year, 
and general-merchandise stores did a little 
bit better with a 6.3 percent increase for 
the same period. “Consumers continue to 
show resiliency in spending, and these num-
bers reflect how the economy is performing 
with a strong job market, gains in wages, im-
provements in confidence, rising home values 
and judicious use of credit,” said Jack Klein-
henz, the NRF’s chief economist. “The biggest 
risk to spending is in market fluctuations that 
could affect confidence, but we expect these 
basic improvements in economic fundamen-
tals to continue.”

But Ron Friedman, a partner and co-leader 
of retail services with accounting firm Mar-
cum LLP in Los Angeles, points out that the 
Dow Jones Industrial Average is still up 33 
percent since President Trump took office 
more than a year ago. “I ask my clients and 
they say business is pretty good out there right 
now,” he said. “I have a men’s suit business 
client who has been in business for 60 years. 
He said that all of a sudden slim suits are in 
and business is up with younger customers. 
Mark Wertz, who owns American Rag, said 
business is up.” 

More help wanted

No one sees job growth decreasing. Unem-
ployment rates around the country continue to 
hit all-time lows. In California, the state’s 4.3 

percent unemployment rate is the lowest it has 
been since 1976. Los Angeles County’s unem-
ployment rate is at 4.5 percent, which hasn’t 
happened for 25 years.

“The good news for the first quarter of this 
year is that we have actually seen some ac-
celeration in job creation nationally and state- 
wise, which was a bit unexpected,” said Robert 
Kleinhenz, the executive director of research 
at Beacon Economics in Los Angeles, whose 
brother is Jack Kleinhenz at the National Re-
tail Federation. “There is no shortage of job 
openings.”

Job expansion is still on the horizon, with 
home healthcare, electronic shipping, and mail 
order and service-industry positions seeing the 
strongest growth. Department-store employ-
ment is expected to decline by about 2 percent 
in the next six years, and apparel manufactur-
ing jobs will decrease by about 20 percent by 
2024, according to estimates from the state 
Employment Development Department. 

The nation’s gross domestic product—
which measures all goods and services in the 
country—will be egged on by the recent tax 
cut. It is predicted to grow at 2.8 percent com-
pared to 2.3 percent last year.

Inflation is not expected to be a major is-
sue this year either, economists said. Rising oil 
prices often are predictors of inflation, but oil 
is at about $70 a barrel and is not expected to 
go above that because the United States is now 
a bigger oil producer with domestic drilling 
filling in the gap. Ten years ago, oil was sell-
ing at nearly $100 a barrel. 

However, talk of tariffs could disrupt trade, 
affecting the ports of Los Angeles and Long 
Beach—the largest port complex in the Unit-
ed States. About one-third of all the cargo-
container traffic arriving in the country goes 
through those two ports.  

Last year, the two ports had banner years. 
The Port of Los Angeles set a record with 9.3 
million 20-foot cargo containers crossing its 
docks, which was a 5.5 percent increase from 
2016. Next door at the Port of Long Beach, 
another record was set with 7.5 million con-
tainers being loaded and unloaded, an 11 per-
cent jump over the previous year. 

“The U.S. economy is not at risk for a 
downturn regarding trade, but there is uncer-
tainty in the air from these statements coming 
out of Washington, D.C.,” Robert Kleinhenz 
said. “So far, the only tariffs that have gone 
into effect are aluminum and steel. Everything 
else is proposed. ●

Quarterly Finance Continued from page 1

Digital Summit Continued from page 1

TECHNOLOGY

APPAREL AND TEXTILE EMPLOYMENT

LOS ANGELES COUNTY	 Feb. 2018	 Feb. 2017
Apparel manufacturing	 29,800	 32,500
Textile mills	 4,700	 5,000
CALIFORNIA
Apparel manufacturing	 39,400	 42,300
Textile mills	 6,200	 6,700

Source: California Employment Development Department

THE APPAREL NEWS GROUP
110 E. NINTH ST.,  STE. A-777

LOS ANGELES, CA 90079

• Promote your business in the Trade Show 
Section Including the industry’s most 

comprehensive directory of international 
and domestic trade shows

• Expand your universe of 
new potential clients

• Receive six months of exposure 
at over 15 shows

Coming
May 18

 Bonus Distribution: LA Fashion Market, 
Designers & Agents, Apparel Sourcing 
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WWDMagic, Sourcing@Magic

Call today for details on incentive space pricing, 
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TECHNOLOGY

WE KNOW FABRIC! 
WE KNOW FASHION! 

www.cinergytextiles.com 
Tel: 213-748-4400  

cinergytextiles@aol.com   

Get Inspired!

Hundreds of Stocked 
Novelty Knits,  

Wovens, Linings  
and More!

One Roll Minimum.

CEO/PUBLISHER

TERRY MARTINEZ 

EXECUTIVE EDITOR
DEBORAH BELGUM

RETAIL EDITOR
ANDREW ASCH

ASSOCIATE EDITOR
DOROTHY CROUCH
EDITORIAL MANAGER

JOHN IRWIN 
CONTRIBUTORS

ALYSON BENDER
VOLKER CORELL
JOHN ECKMIER
JOHN McCURRY
ESTEVAN RAMOS

TIM REGAS
N. JAYNE SEWARD

HOPE WINSBOROUGH
NATALIE ZFAT

WEB PRODUCTION
MORGAN WESSLER

CREATIVE MARKETING DIRECTOR
LOUISE DAMBERG

DIRECTOR OF SALES AND MARKETING
TERRY MARTINEZ

SENIOR ACCOUNT EXECUTIVE
AMY VALENCIA

ACCOUNT EXECUTIVE
LYNNE KASCH

BUSINESS DEVELOPMENT
MOLLY RHODES

SALES ASSISTANT/RECEPTIONIST

ASHLEY KOHUT

ADMINISTRATIVE ASSISTANTS
CHRIS MARTIN

RACHEL MARTINEZ
SALES ASSISTANT

PENNY ROTHKE-SIMENSKY
 CLASSIFIED ACCOUNT EXECUTIVES

ZENNY R. KATIGBAK 
JEFFERY YOUNGER

CLASSIFIED ACCOUNTING
MARILOU DELA CRUZ

SERVICE DIRECTORY ACCOUNT EXECUTIVE
JUNE ESPINO

PRODUCTION MANAGER
KENDALL IN

EDITORIAL DESIGNER

JOHN FREEMAN FISH
CREDIT MANAGER
RITA O’CONNOR

PUBLISHED BY 
  TLM PUBLISHING INC.

APPAREL NEWS GROUP
Publishers of: 

California Apparel News
Waterwear 
Decorated

EXECUTIVE OFFICE

California Market Center
 110 E. Ninth St., Suite A777 
Los Angeles, CA 90079-1777

(213) 627-3737 
Fax (213) 623-5707

Classified Advertising Fax 
(213) 623-1515 

www.apparelnews.net
webmaster@apparelnews.net

Printed in the U.S.A.  

73
Seventy-three years of news, 
fashion and information

1945-2018
11, attendees gained valuable insight regard-
ing how to digitally cultivate meaningful cus-
tomer relationships. The panel included Jessica 
Coen, senior vice president and editor-in-chief 
of Mashable; the cofounder of Netflix and 
chief executive officer of MoviePass, Mitch 
Lowe; and Alison Wyatt, president of Girl-
boss. Moderated by Hollywood Life President 
and Editor-in-Chief Bonnie Fuller, the session 
started with a discussion regarding how to re-
assure customers that their information is pro-
tected while explicitly outlining policies. 

“The good news is that we’ve always com-
plied with our terms and conditions,” Lowe 
said. “The bad news is that people don’t un-
derstand the terms and conditions, so we’re 
[developing this] effort of turning this archaic 
small print into video vignettes.” 

When creating content, retailers must also 
remain cognizant of the ways in which their 
customers consume media. 

“The platform matters,” explained Coen. 
“When we develop videos, we think about the 
method of storytelling first. Something that 
works on YouTube might have to be told in a 
completely different way for Instagram—or 
not told at all.”

Selling a message digitally isn’t simply about 
sharing media that sells units; it requires retail-
ers to reveal the experiences that their products 
can provide to consumers. By using online tools 
in this way, retailers will show a genuine effort 
to understand the needs of their customers rather 
than just pushing a sales pitch.

“We’re firm believers that format follows 
function, so the way that we really think about 
video is that we want to make sure that it has a 
very explicit purpose,” Wyatt said.

Adding value through shared principles

During the final session of the conference, 
Emily Schmid, the director of digital content at 

Walmart, and Michael Wallen, the chief con-
tent officer of the creative agency Omelet, dis-
cussed going “Beyond the Shopping Cart: How 
Walmart Uses Its Brand Values to Reconnect.”

As part of Walmart’s campaign to gain 
more public trust, the corporation is high-
lighting its role as a responsible agent for 
positive change. Building upon its long-
standing slogan, “Save Money. Live Better,” 
Walmart is supporting these words through 
action. With 270 million people per week 
shopping at Walmart locations across 5,000 
communities, the company wants to help its 
customers live better.

“Shared value benefits our business but also 
everyone who intersects with us on a daily ba-
sis,” Schmid said. “Today, more than ever, that 
is really important. People want to know not 
just what you’re selling but who you really are, 
especially in the information age.” 

Research has shown that 79 percent of con-
sumers make purchasing decisions based on 
the level of attention they feel a brand devotes 
to their needs, according to Schmid. She went 
on to explain the reasons 89 percent of those 
surveyed will remain loyal to companies that 
reflect their values. 

“Trust is more important these days, and 
talking about that in an authentic way is hard, 
but it’s worth it,” Schmid said.

With the rising popularity of podcasts, 
Walmart decided to engage customers by pro-
ducing its “Outside the Box” channel, which 
discusses interests shared by and issues faced 
by consumers, thereby strengthening its rela-
tionships through building confidence.

“Perceptions are created when you don’t 
have the information,” explained Wallen. 
“Our ultimate goal is obviously to make sure 
that people understand what we’re doing, 
why we’re doing it and do it in a way that 
they truly engage with so those perceptions 
become understanding.” ●
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Goodman Factors
3010 LBJ Freeway, Suite 140
Dallas, TX 75234
Contact: Alexandra Scoggin (323) 999-7466
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 philoso-
phy, 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.

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

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 finan-
cial products and services company providing 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.

SUPPLY CHAIN

Asher Fabric Concepts
950 S. Boyle Ave.
Los Angeles, CA  90023
(323) 268-1218
Fax: (323) 268-2737
sales@asherconcepts.com
www.asherconcepts.com
Products and Services: To address the need for innovative tem-
perature-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.

Cinergy Textiles Inc.
1422 Griffith Ave.
Los Angeles, CA 90021
(213) 748-4400
Fax: (213) 748-3400
cinergytextiles@aol.com
www.cinergytextiles.com
Products and Services: For over 25 years, Cinergy Textiles has 
been specializing 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, uniforms, 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 busi-
ness days, depending on the size of the order and availability of the 
particular style ordered.

Fabric Selection Inc.
800 E. 14th St.
Los Angeles, CA  90021
(213) 747-6297
Fax: (213) 747-7006
info@fabricselection.com
www.fabricselection.com
Products and Services: Fabric Selection Inc. is a premier wholesale 
retailer, supplying the best quality fabrics and in-house designs to 
designers and manufacturers in the Los Angeles area and beyond. 
Whether you need the common fabrics that you rely on, such as 
wholesale polyester, spandex, rayon/spandex, novelty, solid, print, 
knit, woven or more unique fabrics to inspire your next great fashion 

creation, we can work with you to get a price that will fit with your 
bottom line. All of our print designs are copyrighted.

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 
companies develop and showcase their brand identity. From logo 
labels and hangtags to care/content labels and price tickets, we 
will develop, produce, and distribute your trim items worldwide. We 
specialize in producing custom products that will meet your design 
and merchandising needs. We successfully launched production of 
RFID price tickets last year. This demand is being greatly driven by 
the big retailers such as Macy’s and Target. Our growth and market 
dynamics have resulted in opening up a production center in Tijuana, 
Mexico. We have also added advanced die cutter technology in our Los 
Angeles production center to streamline our production efforts and to 
strengthen our packaging 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 produc-
tion. We understand the rush nature of this industry and strive to meet 
the tight deadlines facing our customers.

Texollini
2575 El Presidio St.
Long Beach, CA 90810
(310) 537-3400
www.texollini.com
Products and Services: We at Texollini use state-of-the-art technol-
ogy to supply the fashion and garment industries with innovative and 
trend-driven fabrics. Speed-to-market, trend insights, and quality 
control have been the cornerstones of our Los Angeles–based facility 
for over 25 years. Our in-house vertical capabilities include knitting, 
dyeing, finishing, and printing, and our development and design teams 
are unparalleled. Contact us to find out how our quality-driven prod-
ucts will enhance your brand.

Texprocess Americas
https://texprocess-americas.us.messefrankfurt.com
texprocess-americas.us.messefrankfurt.com
(770) 984-8016
Products and Services: Once again Texprocess Americas will be 
co-located with Techtextil North America, making this that largest 
and best technical textile, nonwoven, machinery, sewn products, 
and equipment trade show in the Americas. Discover new products, 
exciting technology, ground-breaking materials. and advancements 
as exhibitors from around the world showcase their latest innovation 
in technical textiles and nonwovens. Make your plans now to join the 
industry for three days of education, networking and business develop-
ment. Come and see for yourself May 22–24 in Atlanta.

Texworld USA and Apparel 
Sourcing
www.texworldusa.com
https://apparel-sourcing-usa.us.messefrankfurt.com
Products and Services: We invite you to join us for Texworld USA, 
the largest sourcing event on the East Coast for apparel fabric buyers, 
product R&D specialists, designers, merchandisers, and sourcing 
professionals. This international business platform offers a wide 
product range covering the entire fabric spectrum—season-to-season 
attendees discover textiles of innovative structures, material mixes, 
and surprising color palettes. Also visit us for Apparel Sourcing USA, 
providing apparel brands, retailers, wholesalers and independent 
design firms a dedicated sourcing marketplace for finding the best 
international apparel manufacturers. Make plans now to join us July 
23–25 for three days of sourcing, seminars, and networking at New 
York City’s Jacob Javits Center, located at 655 West 34th St.

VESTEX
www.apparelexpo.com
Products and Services: Within the promotional tools for sourcing in 
the region, VESTEX organizes every year the only trade show in the 
CAFTA-DR region where apparel manufacturers with duty free access 
to the US  meet at one place featuring the dynamic of an industry com-
mitted as a speed-to-market and higher-fashion-garment provider. Its 
main activity, the exhibition floor, becomes the ideal regional market-
place. Since 1991, the Apparel Sourcing Show is the only international 
show specialized in the apparel and textile industry in the CAFTA 
region. For three days and under the same roof, year by year, the key 
players of this industry coming from different countries involved have 
met and have done businesses at this show, which has become the 
ideal forum, bringing together all your company’s needs: a full range of 
suppliers’ exhibition floor, specialized seminars and conferences, the 
opportunity to have perfect appointments at the Matchmaking Meeting 
Program, and social events. Show dates are May 15–17, Grand Tikal 
Futura Hotel & Convention Center, Guatemala City. For more informa-
tion, email apparelexpo@apparel.com.gt.

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.
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LA FASHION DISTRICT 
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Equipment Available

Real Estate

www.apparelnews.netVisit www.apparelnews.net/classifieds
to place your ad in our self-serve system
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Buy, Sell and Trade

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

•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

PRE-PRODUCTION	MANAGER

Fast	paced,	es	tab	lished	ap	parel	man	u	fac	turer,

Ver	non	lo	ca	tion.	Seeks	com	puter	skilled,	exp'd

in	di	vid	ual	to	main	tain	style	mas	ter,	man	age	

pat	tern	room	and	sew	ers,	main	tain	WIP	re	port.

Must	be	or	ga	nized	&	an	ex	cel	lent	com	mu	ni	ca	‐

tor.	Li	ai	son	be	tween	sales	&	pro	duc	tion.	Must

be	able	to	meet	&	main	tain	pro	duc	tion	dead	‐

lines.

hr@	kim	andc	ami.	com

SOURCING	&	QA	MANAGER

Ap	parel	Mfr	seeks	can	di	date	with	fac	tory	

con	tacts	through	out	Asia	(China,	Viet	nam,	

Cam	bo	dia,	etc.).	Pos	sess	exp	in	Ju	niors,	Girls,	&

Young	Missy	prod	uct	de	vel	op	ment	for	Spe	cialty,

Dept,	&	Dis	count	stores.	Heavy	Pri	vate	La	bel.

Fac	tory	ar	tic	u	la	tion,	sup	ply	chain	mgt,	duty

rates,	quo	tas,	&	FOB/LDP.	Must	have	top-to-

bot	tom	knowl	edge	of	com	pli	ance,	test	ing,	&	QA.

Hands-on	mgt	style	for	quick-turn	mfrg	

re	quire	ments.	Re	quires	travel	to	global	

fac	to	ries.	

Email	re	sume:	trankin@	sel	fest	eemc	loth	ing.	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

GRAPHIC	ARTIST

Show	your	cre	ativ	ity	with	at	ti	tude	screens,	

col	or	ful	prints,	siz	zling	tex	tiles.	Girls	7-16	&

Tweens.	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:	trankin@	sel	fest	eemc	loth	ing.	com

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

EXPERIENCED	ACCOUNTANT

Ex	pe	ri	enced	ac	coun	tant	to	han	dle	AR/AP/QB,	

all	billing,	in	voic	ing,	credit/charge	backs	and	

main	tain	records.	Knowl	edge	of	pur	chas	ing	and	

un	der	stand	ing	of	im	port	billing,	bank	ing,	pay	roll

and	com	mu	ni	cate	with	CPA.	Ex	pe	ri	ence	in	the

gar	ment	in	dus	try	is	a	plus.	Must	be	able	to

mul	ti	task	and	be	a	team	player

Email	re	sume	to:	bea@	jjs	tyle	inc.	com

PART	TIME	FREELANCE	TECH

DESIGNER

Thread	s4Thought	is	look	ing	for	a	part	time

free	lance	tech	de	signer	to	build	tech	packs,

spec	sheets,	graded	specs	for	chil	dren’s	

ap	parel.	Can	di	dates	must	have	a	min	i	mum	of	

2	years	of	ex	pe	ri	ence	in	the	chil	dren	mar	ket.

To	ap	ply,	send	re	sumes	to	jobs@	xcvi.	com.

PATTERNMAKER

*	First	to	Pro	duc	tion	

*	Up	dated	Missy	Sports	wear

*	Do	mes	tic	and	Im	port	Pro	duc	tion

*	Ver	non	Lo	ca	tion

hr@	kim	andc	ami.	com

SALESPERSON	WANTED	FOR	BUTTONS

&	TRIMMINGS	LINE

New	York	based	But	ton	and	Trim	com	pany

with	De	sign	and	Man	u	fac	tur	ing	In	Eu	rope	and

Asia	is	look	ing	for	LA	/	West	Coast	Rep	re	sen	ta	‐

tive	with	Strong	West	coast	trim	sales	exp.	We

are	a	Global	com	pany	with	ex	ten	sive	But	ton

and	Trim	ming	line	look	ing	for	strong	rep	re	sen	‐

ta	tion	in	the	LA	mar	ket	for	our	prod	ucts.

Email	to:	but	ton	de	sign@	aol.	com

IMPORT	COORDINATOR

A	Wal	nut	Based	Ap	parel	Co.	Ju	nior,	Missy	and

Girl’s	lines,	is	seek	ing	an	Im	port	Co	or	di	na	tor.	

2	yrs+	exp.	Un	der	stand	fash	ion	fab	ric	trend.

Good	at	com	mu	ni	ca	tion	and	pre	sen	ta	tion	to	

de	sign	ers.	Can	main	tain	a	good	re	la	tion	ship

with	de	sign	ers	and	cus	tomers.	Bilin	gual	-	Able

to	speak	Man	darin	Chi	nese.	Able	to	drive	to

visit	com	pa	nies.

Please	send	re	sume	to:	hrp	zlp1@	gmail.	com

RECEPTIONIST

AJG,	Inc	has	an	im	me	di	ate	open	ing	for	a	self-

mo	ti	vated,	exp'd,	flex	i	ble	&	well-or	ga	nized	

re	cep	tion	ist	to	be	the	voice	of	the	Com	pany.

Min.	1	year	re	cep	tion	ist	or	of	fice	ex	pe	ri	ence.

Ex	per	tise	in	MS	Of	fice	Ex	cel	&	Word.	Abil	ity	to

multi-task	in	a	fast-paced	en	vi	ron	ment.	

Bilin	gual	Eng	lish/Span	ish

Pls	send	res.	at:	jen	nifer@	ast	rolo	giec	a.	com

 

April 27
Cover:  Trade Show Coverage
Denim Report

Bonus Distribution
Techtextil 5/22–24
Texprocess 5/22–24

May 4
Cover: Fashion
Denim Report
Made in LA
Technology

Made in LA Advertorial
Denim Advertorial

Bonus Distribution
Apparel Sourcing Show Guatemala 5/22–24 
Techtextil 5/22–24
Texprocess 5/22–24

May 11
Cover:  Fashion
Eco/Supply Chain
Import/Export
Technology
Textiles
 
Supply Chain Advertorial
Textile Advertorial
Technology Advertorial
Made in the Americas Ad-
vertorial 

Bonus Distribution
Apparel Sourcing Miami 5/21–23 
Coast Delray Beach 5/21–22 
Techtextil 5/22–24
Texprocess 5/22–24
Apparel Sourcing Show Guatemala 5/22–24

May 18
Cover:  Fashion
Freight & Logistics
Technology Industry Voices: Marketing 

Automation/Tribecasting

Trade Show Special Sec-
tion+*
Technology Advertorial

Bonus Distribution
Denver Apparel & Accessory Market 6/3–4
Kingpins NY 6/6–7

COMING SOON IN CALIFORNIA APPAREL NEWS

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

VIET	TROLLEY	SYSTEM

We	are	sell	ing	a	VEIT	Ger	man	V	Rail	gar	ment

rack	sys	tem.	The	sys	tem	is	cur	rently	in	stalled

in	a	ware	house	in	Comp	ton,	CA	and	in	cludes

rails,	trol	leys	and	hard	ware.	If	you	are	in	ter	‐

ested	in	get	ting	more	in	for	ma	tion	about	the

sys	tem.	Please	con	tact	Chris	at	310-529-4474.
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Capabilities that inspire

For over 25 years, we have manufactured our collection of more 

than 4,000 European-quality fabrics in our Los Angeles-based 

facility. We offer faster deliveries, superior quality control, and 

vertically-integrated services for all major fashion categories.
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