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Wet Seal Plots
Comeback for the
Social-Media Age

By Andrew Asch Retail Editor

A comeback for Wet Seal is being assembled in a
1,800-square-foot industrial work loft in downtown Los An-
geles.

It’s much different from the retailer’s former sprawling
headquarters and distribution center in Foothill Ranch, Calif.,
47 miles south of Los Angeles.

That office closed more than one year ago when Wet Seal’s
business model stopped working for the company, said Ra-
mez Toubassy, the president of both Wet Seal and Gordon
Brothers Brands, which is a division of Gordon Brothers,
the investment firm acquiring Wet Seal’s intellectual prop-

= Wet Seal page 12

California Kills Assembly
Bill 2379 as Similar
Microfiber Initiatives
Grow in Other States

By Dorothy Crouch Associate Editor

It might have led the charge for similar plastic microfiber
bills in New York and Connecticut, but California’s Assem-
bly Bill 2379 is off the table—for now.

In February, California State Assembly Member Richard
Bloom introduced the bill, which would require clothing that
comprises more than 50 percent synthetic material to include
an additional label instructing consumers to hand-wash the
apparel instead of using a machine. The bill was introduced
after different studies suggested that microfibers—many

= Assembly Bill page 10
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NEWS

Agenda Founder Levant Unveils New Project

Ntwrk, a video-commerce channel, was
recently announced as the next project for
Aaron Levant, the entrepreneur who founded
the Agenda trade show.

“Walking away from that after 15 years
was a big decision,” Levant said of Agenda.
More than 1,000 brands exhibit at the bian-
nual trade shows in Long Beach, Calif., and
Las Vegas. He also helped start hip-hop music
festivals and pop-up markets ComplexCon
and Agenda Festival.

“This is the most ambitious project that
I’ll lead. We are shooting for the stars,”
he said of the upcoming project, which is
scheduled to go live later this year.

Ntwrk will feature content such as a daily
shopping show, possibly a scripted show and
videos from celebrities, sports stars, musi-
cians and pop-culture VIPs. The channel will
be viewed through mobile devices. Almost
everything on the shows will be available for
purchase. Unlike traditional media compa-

nies, Ntwrk will not gain revenue from ad-
vertisements. Partnerships and information
about shows have not yet been announced.

Ntwrk will make money through the sale
of products and partnerships with studios
and brands. “We live between a content and
e-commerce company,” Levant said. “This is
a blend of both of those business models.”
Ntwrk also will produce pop-up theme parks.

Ntwrk closed an initial financing round
led by Warner Bros. Digital Networks and
MSA Enterprises. It is a fund managed by
Main Street Advisors. Its investors include
music-industry giant Jimmy Iovine; bas-
ketball star LeBron James; James’ agent,
Maverick Carter, who also works as a busi-
nessman and media personality; movie star
and former California Governor Arnold
Schwarzenegger; and Tom Werner. Werner’s
production company The Carsey-Werner
Company was known for TV shows includ-
ing “Roseanne” and “The Cosby Show.”

During his tenure as a trade-show direc-
tor, Levant was known for experimenting
with formats and taking risks. Producing
consumer days has been fre-
quently suggested to add revenue
to fashion-industry trade shows.
But Levant was one of a few to
produce a consumer day. About
15,000 people attended the Agen-
da Festival consumer day in 2017.
About 50,000 people attended
ComplexCon, which features mu-
sical performances, pop-up shops,
art galleries and food shops. It
takes place annually in November
in Long Beach.

The announcement of Ntwrk
comes at a time of great change
and experimentation in retail. Video is con-
sidered an up-and-coming way to retail, Greg
Selkoe said. He is the founder of The Wan-
derset, which mixes digital commerce and
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Aaron Levant

video. He also was a founder of streetwear
e-commerce company Karmaloop.

“Video commerce is the future! The
younger generation expects to
use video not only to make their
buying decisions but increasingly
to make purchases through video
as well,” Selkoe said. “Ntwrk will
definitely will be a game changer
just as Agenda and other things
he [Levant] created were.”

Ntwrk also announced a ros-
ter of executives who will work at
the new venture. Gaston D Lete-
lier will serve as vice president of
licensing, and Jamie Iovine will
work as its vice president of talent
relations. Shanon Kelley will work
as chief revenue officer. She will direct partner-
ships at Ntwrk. Before Ntwrk, she served as vice
president of experiential partnerships for Vice
Media.—Andrew Asch

Activewear Brand Hylete Acquires GracedByGrit

For years, activewear brands Hylete and
GracedByGrit were headquartered a couple
of miles away from each other in Solana
Beach, Calif., but now they are on the same
team.

Hylete acquired GracedByGrit for an un-
disclosed amount, according to a company
statement.

Kate Nowlan, GracedByGrit’s cofounder,
will join Hylete as the company’s vice presi-
dent of brand experience. Hylete started its
business as a men’s performance line in

2012. It later introduced women’s styles.
GracedByGrit took a bow in 2013 making
activewear for women. Hylete’s cofounder
and chief executive officer, Ron Wilson, said
that his company was looking for a female-
driven brand to help increase sales for its
women’s division.

GracedByGirit also runs a nonprofit called
GrittyGirls. The organization produces self
esteem—building workshops and seminars for
girls and young women. Wilson said that he
wanted to continue GracedByGrit’s work with

EMBLEM SHOWROOM
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New Mart Building Ste. 707

127 E. 9th St.

LA, CA 90015

PARADISE, R

CH

e
i ]I I', [ F
LANGS

. F

f J '
J "
L N’ e N

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

LA, CA 90014

2 CALIFORNIA APPAREL NEWS JUNE 8-14, 2018

APPARELNEWS.NET

the nonprofit.

“One of the most powerful drivers that made
this deal so appealing was the fact that Graced-
ByGirit started the nonprofit GrittyGirls. We en-
vision the message of this foundation to be the
golden thread that ties together the true spirit
of what we want our female line to embody,”
Wilson said in a statement.

The deal comes at a time when Hylete is
looking to raise more than $6.2 million. It plans

to close the offering by June 15 and is selling
up to 5 million Class B Common Stock shares.
The offering is being run by WealthForge Se-
curities LL.C, a Richmond, Va.-based com-
pany that focuses on raising private capital.
Hylete earned a net revenue of more than $2.4
million in the first quarter of 2018, which is a
28.6 percent increase over the same quarter in
the previous year, when it earned more than
$1.9 million.—A.A.

GracedByGrit founders Kimberly
Caccavo (left) and Kate Nowlan

Looks from Hylete

RETAIL SALES

May Sales Beat Forecasts

May retail sales results beat forecasts, said
Ken Perkins of Retail Metrics, a market-re-
search firm.

U.S. retail sales increased 10.9 percent, ac-
cording to Retail Metrics. He forecasted that it
would increase 7.1 percent.

“May comparable-store sales advanced a
better-than-expected 10.9 percent, aided by
much better weather conditions and a robust
labor market that released pent-up demand for
seasonal merchandise and fueled consumer
spending,” Perkins wrote in a June 7 note.

Retailers followed by California Apparel
News reported solid sales increases across the
board. Long-suffering retailers such as The
Buckle Inc. and Cato Corp posted gains.
The Buckle reported a 3.6 percent increase
in same-store sales. Cato reported a 9 percent
increase, said John Cato, the company’s chair-
man, president and chief executive officer.

“May same-store stores significantly ex-
ceeded our expectations,” Cato said.

L Brands Inc., the parent company for
Victoria’s Secret, posted a 5 percent gain in
same-store sales. Zumiez Inc., a mall retailer
for action-sports brands, posted same-store
sales that increased 7.5 percent.

Consumers felt more bullish about the
economy in May, said Lynn Franco, the direc-

May Retail Sales

$Sales %Change  Same-store
(in millions) ~ fromyr. ago sales % change
The Buckle $62.20 +1.2% +3.6%
Cato Corp. $77.30  +4.0% +9.0%
L Brands Inc. $851.90 +10.0% +5.0%
Zumiez Inc. $59.70 +12.2% +7.5%

Information from company reports

tor of economic indicators at The Conference
Board. The nonprofit research group charts
movement in consumer sentiment.

“Consumer confidence increased in May
after a modest decline in April,” Franco said.
“Consumers’ assessment of current conditions
increased to a 17-year high.” The last time con-
sumer sentiment was this high was in March
2001.

Those surveyed who claimed business con-
ditions are “good” increased from 34.8 percent
to 38.4 percent. Those claiming business con-
ditions are “bad” decreased from 12.3 percent
to 12 percent, Franco said.

On June 7, San Francisco—headquartered
Stitch Fix Inc. announced results for the third
quarter of its 2018 fiscal year. The online per-
sonal styling service earned a net revenue of
$316.7 million, which was a 29 percent in-
crease over the same period in the previous
year.—A.A.
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Sustainability Goes Full Circle at

The North Face

Maintaining its commitment to reduce
waste, Alameda, Calif.—based activewear
brand The North Face launched a pilot pro-
gram that will promote a circular-fashion
system through the sale of recycled products.
The North Face Renewed collection features
apparel sold by the outdoor brand that was re-
turned to the company

“At The North Face, we take a holistic
approach to sustainability,” James Rogers,
director of sustainability at The North Face,
said in a statement. “As we address the im-
pacts of our products over their entire life-
cycle, ‘recommerce’ is an important next step
in opening new markets and minimizing our

impact on the planet.

after use. Comprising
returned, defective
and damaged pieces,
this campaign brings
greater awareness to
different sustainable
shopping and manu-
facturing options.
After customers
provide the previously
worn apparel to the
company, the pieces
are then processed for
resale. Following a
thorough inspection,
products are cleaned
and refurbished during

et L .

We are furthering our
sustainability goals
without sacrificing
durability or technical
standards. Ultimately,
as we work to scale
Renewed, we will be
proving a larger, cir-
3 cular model for the
industry.”
‘1 Through the Re-
j newed line, The North
Face will offer an array
- of pieces from differ-
ent collections, includ-
ing its Summit Series
and Denali jackets.

a process that ensures
the items are repaired
according to The North Face’s standards.
Building upon The North Face’s past en-
vironmentally conscientious practices, the
Renewed line is meant to generate attention
toward manufacturing and distribution that
will reduce threats to the environment by us-
ing different methods of recycling. Through
repairing and reselling secondhand items,
The North Face hopes to fortify its presence
as a vehicle for change toward greener prac-
tices in the apparel-manufacturing industry.

This opportunity also
allows consumers an
opportunity to purchase apparel from previ-
ous collections they might have missed and
at a more affordable cost.

The current initiative is a pilot program
that offers the collection exclusively online.
While The North Face Renewed remains an
e-commerce venture, the company is opti-
mistic regarding the potential for the line’s
growth. The collection can be found at www.
thenorthfacerenewed.com.

—Dorothy Crouch
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Contact: Ira Bashist
Stock

PFD
GOTS Certified Cotton
GOTS Certified Cotton
W/ Spandex
Organic Cotton/
Recyclyed Poly

¢ 100% Cotton

e Cotton/ Modal

¢ Tri- Blend

¢ Poly/ Cotton Rayon/ Spandex
e Cotton/ Spandex

¢ Wet/ Pigment Prints

e Jersey

¢ Fleece

* French Terry
e Thermal

¢ Interlock

Bamboo/Cotton/Spandex

¢ Double Knits/ Single Knits

- = — m
— e e—
T ——

MADE 1IN LISA

018

Seventy-three years of news,
fashion and information

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.

CALIFORNIA APPAREL NEWS JUNE 8-14,2018 APPARELNEWS.NET

WHAT’S CHECKING

Shopping in Hollywood’s Backyard

Consider Los Angeles’ Studio City enclave the backyard of the entertainment industry,
said Fred Levine, the co-owner of the M.Fredric boutiques.

His company has run a Studio City store for more than 25 years. A lot of entertainment
executives and celebrities have shopped at the location, but the frenzy that often accompanies
a celebrity’s arrival never seems to pass through the district’s borders, according to Levine.

“It’s more low profile. It’s more of a community,” he said. The boutiques within Studio
City reflect this characteristic of the area’s style.

People care about how they look in Studio City. Often, they want to make a statement with
their style, but the look is casual, according to Levine.—Andrew Asch

M.Fredric
12124 Ventura Blvd.
www.mfredric.com/studio-city

M.Fredric boutiques carved a niche in casual looks
and denim since the company started its business in the
1980s, but summer styles on M.Fredric’s tables and
racks have brought out a brighter look in the chain’s
Studio City store. Among the recent top-selling items
are maxi dresses with bright, floral patterns, said An-
gela Zeldin, the manager of the Studio City M.Fredric.

Los Angeles—headquartered Flynn Skye is one brand
serving the demand for maxi dresses with florals. One
of that brand’s pieces retails for $178. Olivaceous’s
bright, summery dresses also have been popular, with
one of its styles selling for $78.

The store has also long distinguished itself as a place
to buy a stylish T-shirt. Tees and dresses from the Mi-
chael Stars brand have been trending well, with retail
price points ranging from $78 to $98.

Denim is also a big deal at M.Fredric. Hudson Jeans
with a high-waisted silhouette and flared ankles have
been popular.
Embellish-
ments, such as
studs on the
denim and dis-
tressed fabric,
have been popu-
lar looks. Re-
tail price points
range from
$198 to $298.

Another pe-
rennial favor-
ite is the Levi’s
brand, Zeldin
said. “I always try to have Levi’s in the window so
people know that they are here,” she said. Higher
temperatures create a demand for denim shorts, and
shoppers have been buying Levi’s styles, especially
designs from the 501 line, which retail for $59.

Flynn Skye

Michael Stars

Hudson Jeans

Sy Devore
12930 Ventura Blvd.
www.sydevore.com

Sy Devore was a clothier to
Elvis Presley and bon vivants
such as Dean Martin of the Rat
Pack. The men’s boutique that
bears his name has outfitted
Studio City men since 1962. It
opened in its current Ventura
Boulevard location in 2000.

The boutique went for a new,
brighter look in April when
it removed old carpeting and
replaced it with blond-wood
flooring, said Danny Marsh,
Sy Devore’s owner. While he
made aesthetic changes to his
store, Marsh said that the street has also been
changing.

“It’s more corporate, less boutique,” he
said of the merchants on Ventura. But the
change comes at a time when Studio City
residents are looking for clothing that shows
increased individuality, he said.

Popular items include unconstructed

blazers or jackets that have no lining or pad-
ding. An unconstructed blazer from Italian
brand Circolo retails for $695. “It’s a finish-
ing piece. It looks good as a blazer or as an
outdoor jacket,” Marsh said.

The cargo pant has come back into fash-
ion, according to Marsh. But it is not the
giant, billowy cargo of the 1990s. The JW
Brine brand’s stretch skinny cargo pant has



WHAT’S CHECKING

Gisele Tune
12660 Ventura Blvd.
www.giseletune.com

Gisele Tune opened her eponymous bou-
tique in June 1997, and she considered her-
self something of a fashion pioneer. There
were no other clothing stores on the stretch
of Ventura Boulevard between Whitsett and
Coldwater Canyon avenues.

Her gamble on this stretch of Ventura real
estate worked out. There was enough busi-
ness on the street that she could afford to
hire three employees for her 1,000-square-
foot shop. The boutique business has
changed because of heavy competition from
e-commerce titans such as Amazon.com, so
she currently employs one other salesperson,
though there’s still enough room in fashion
to distinguish herself from other shops in the
area.

It’s her job to sell clothing that is unique.
“This is my passion,” she said of her store.
“There’s nothing else I'd rather do. I like the
challenge.”

Tune hopes to keep her store unique with
lines such as Limit By Liz. The Los Ange-
les—headquartered brand takes vintage mili-

tary jackets and details them with logos of
prominent fashion houses. Jackets retail for
$350. Tune said that the jackets frequently
sell out and that she had to reorder them
three times in May.

Other popular items include casual cot-
ton pants by Israeli brand Bevy. The white
pants retail for $175. Tune also sells jeans
from the Los Angeles—headquartered brand
Flying Monkey, whose pants retail for $75.
Tune’s customers love them because of the
price and style and the fact the denim is art-
fully distressed, Tune said. The Zadig &
Voltaire brand’s Christy silk tank top has
also been popular. Retail price points for the
brand range from $198 to $220.

Bevy

E

Limit By Liz

Sojara

Teleria Zed

Circolo

been popular and retails for $365. It has side pockets but
also a sleek look more in tune with contemporary fash-
ions. The fabric feels like a sweatpant, Marsh said. Other

JW Brine

popular looks include the Teleria Zed label’s skinny khaki
pants made with a stretch fabric. It retails for $245.
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FASHION

The Mad-Cap World of Fashion Design

The fashion students at Long Beach City College cre-
ated a world taken from the pages of “Alice’s Adventures
in Wonderland” in the school’s 38th biennial fashion show.

The theme for this year’s show was “The Wonderland:
Mad Fashion Show,” which gave students their inspiration
for the May 26 event.

The more than 100 looks on the runway, held inside the
Hall of Champions Gymnasium at the campus, were de-
signed by 26 fashion students.

The show was organized by the fashion-show produc-
tion class and divided into six segments. They were Mad
Fashion, A Dip in the Hourglass Swimwear, Tea Time Day
Dresses and Resortwear, Croquet All-Day Sportswear, From
Rabbit Hole to Runway After Five, and Curiouser and Cu-
riouser Evening Gowns.

In between segments, stilt walkers and dancers organized
by Pzazz Productions took to the catwalk to entertain the
audience.—Deborah Belgum
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Michella Cloutier
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INDUSTRY VOICES: TECHNOLOGY

Artificial Intelligence: How to Work Smarter, Not Harder

By Paula Levy Contributing Writer

Artificial Intelligence (AI) and Machine Learn-
ing (ML) are often used interchangeably, but they
are different. In the simplest explanation, Al is the
field of computer science that studies how to make
computers good at tasks that are typically done by
human beings. ML is a subfield of Al devoted to cre-
ating programs that improve performance the more
data you have. Both terms are used in speaking about
“big data”—analytics and enabling IoT (Internet of
Things) in a broader context.

The entry of faster computers, IoT, “connected
consumers” and the more common business ap-
proaches to the use of Al have brought this innova-
tive technology to the forefront. Robotics, chat bots
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solutions to mention are turning out Al solutions at
record speed.

Let’s take a look at what some innovative retailers
and brands have created based on Al:

* Outdoor apparel brand The North Face imple-
mented IBM’s Watson in a Q&A interface to select
the perfect product. Consumers speak to Watson via
a virtual assistant app that asks a series of questions,
which learns from them and offers the best products
based on that customer’s preferences and needs.

e The luxury department store Neiman Marcus
introduced its Snap.Find.Shop app, allowing shop-
pers to search for similar Neiman Marcus products
from photographs they take while out and about.

* The big-box retailer Target created a similar app
in partnership with Pinterest, finding store products

and voice-activated technology; virtual assistants
and recommendation engines; facial recognition and
predictive analytics are all powered by Al

To deliver personalized services, products and content,
retailers and brands require intelligence about what custom-
ers buy, how and when they shop, what promotions they re-
act to, and what recommendations they like. Al leverages big
data, data from social media and website behavioral data to
gain intelligence to churn out responses in record time.

In doing so, Al supports multiple strategies for retailers and
brands. Al is not about replacing humans but rather empower-
ing them. It uses data to optimize pricing strategies; personal-
ize online engagement; gain efficiencies in the supply chain;
and provide better customer experiences online, in-store and
through customer support, to name just a few benefits.

Al creates value by anticipating trends based on every-
thing from purchasing behavior to the right product to meet
consumer demands. Today, a website visit changes by in-
dividual based on products viewed or purchased, wish lists
and preferences. Recommendations are now delivered based
on this individual consumer knowledge—all due to the ad-
vancements in Al. A recent report by research firm Point-

Source states that 34 percent of consumers will spend more
money online when Al is deployed effectively. That’s a large
enough statistic to drive e-tailers to adoption, and Al goes
well beyond online.

Al empowers employees and business processes, replac-
ing time-consuming and mundane tasks to gain efficiencies
by providing more and better knowledge instantly to cus-
tomer-service reps, who no longer have to put consumers on
hold while they search through data. In the same way, sales
associates also deliver better customer experiences by deliv-
ering relevant information in record time to consumers. And
designers also find preferred fabrics and styles instantly.

In turn, connected consumers share their data expecting
to receive relevant experiences. Today, we talk to our mobile
device and receive information on the best products quickly
through a Google search, tell Alexa to order food and change
the channel on the TV, use Netflix to recommend movies we
will like, and the list goes on.

Technology companies including IBM, Salesforce,
Adobe, Microsoft, Centric Software and too many other
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similar to the Pinterest photos.

* Denim icon Levi Strauss & Co. launched its
Virtual Stylist, working with Mode.ai on Facebook’s Mes-
senger app. The app centralizes all sales-associate knowl-
edge as well as offers fashion advice. It’s powered by per-
sonalized fit data from True Fit and has been designed to
respond to people in a conversational tone.

* Triumph International, a lingerie manufacturer out of
the EU, collaborated with Centric Software to develop an
Al Image Recognition Search app for PLM users. Designers
take a picture of fabric or trim and can instantly search im-
age archives to find the closest match.

So, what does the future bring? As more and more tech-
nology companies are turning out Al solutions and apps and
many retailers and brands are also developing their own apps
with Al technology, the sky is the limit to meet business and
consumer requirements.

Paula Levy is the Chief Strategy Officer for Demand
Worldwide. She is a business-technology strategist whose
focus is assisting retailers and brands in transforming their
marketing and customer-engagement strategies with the
adoption of new technologies and business practices. ®
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Assembly BI" Continued from page 1

of which measure less than 5 millimeters
long—are threatening marine life. If passed
in the California State Assembly, the law
would have only applied to clothing sold in
the state.

“Our next steps are to continue pursu-
ing what we’ve started,” said Sean Mac-
Neil, who serves as Bloom’s chief of staff.
“Whether it’s this exact vehicle next year or
another proposal, plastic isn’t going away,
so we have to continue forward to address
this problem.”

The microfiber legislation fight

Opponents of the bill questioned how
much impact an additional clothing label
would have on environmental conservation
and wanted to know more about the threat of
these tiny pieces found in the oceans. Lead-
ers within California’s apparel industry were
satisfied with their efforts to defeat the bill.

“It took a coalition of the industry’s
consumer-products organizations to get
the message [to not pass AB 2379] into the
hands of the legislators, with a direct aim at
the politicians whose constituents would be
affected. Those constituents are every re-
tailer, large and small,” said Ilse Metchek,
president of the California Fashion Asso-
ciation.

As news of the bill’s demise spread,
Metchek said that AB 2379 was targeting
retailers, which would create issues for
sourcing, distribution and manufacturing
partnerships.

“Let’s not forget that the monitoring of
hangtags would have become the legal re-
sponsibility of retailers; merchandise comes
from a myriad of distribution centers, here
and abroad, as well as from online web-

sites,” she said.

In addition to the legal implications
faced by retailers in California, opponents
of the legislation cited inadequate research
as a reason to halt the progress of AB 2379.
Some leaders in the apparel industry want
to see the government invest more time into
learning about the issue before proposing
solutions.

“We agree with the California Assem-
bly’s decision to hold off on passing AB
2379 at this time,” said Stephen Lamar,
who serves as the executive vice president
of the American Apparel & Footwear As-
sociation and president of the Washington
International Trade Association. “Micro-
fiber waste requires more research and dis-
cussion to understand its precise causes and
impacts. Legislation that prescribes regula-
tory outcomes, such as labeling of clothing,
absent a better understanding of the issue, is
premature.”

State of microfibers

For now, California-based retailers and
manufacturers who sell clothing to partners
in the state will not have to abide by the reg-
ulations outlined in AB 2379, but the initia-
tive is gaining momentum in other areas of
the country.

With a close resemblance to AB 2379,
New York’s Assembly Bill 10599 requires
all clothing sold in the state that is manu-
factured using more than 50 percent syn-
thetic materials to include additional label-
ing regarding potential microfiber pollution
resulting from machine washing. Led by
Assembly Member and Assistant Speaker
Félix Ortiz, the bill was created in an effort
to inform customers that the apparel they
purchase could potentially shed microfibers
upon washing if it’s made of mostly syn-
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thetic materials.
“California is usually one of the most
progressive states with these issues, which
are very complex. I was disappointed [Cali-
fornia’s AB 2379 didn’t pass],” Ortiz said.
“New York is still in session, and I am hope-
ful to bring it to the finish line, to the floor.
We have another six days left in session.”
Despite the fail-

parel industry and environmental organiza-
tions. The council will develop solutions for
consumer awareness of this issue and make
recommendations to the Connecticut Envi-
ronment Committee prior to January 2019.
At that time, the next session will begin and
additional legislation will be considered.
“We need to engage the apparel industry
to help Connecticut develop a consumer-
awareness and microfiber-reduction action
plan,” Kennedy said

ure of AB 2379 to
progress into law in
California, there is
no denying that it
has inspired legisla-
tors in other states to
take notice. For these
politicians, it isn’t
simply about having
laws passed in their
own states. They are
interested in shifting
regulations on a na-
tional level.
“We’ve been
working together to

in a statement after
the legislation was
passed.

If the current
trend continues, the
apparel industry will
continue to see ad-
ditional microfiber-
pollution legislation
arise at the state
level throughout the
country. As repre-
sentatives from the
apparel industry
continue to monitor
these bills, working

have a united bill.

We are trying to Sample of microfiber cloth

reach out to legisla-
tors around the country,” Ortiz said.

In Connecticut, State Senator Ted Ken-
nedy Jr. led a successful campaign to pass
House Bill 5360, which is the first law in
the nation aimed at curtailing potential envi-
ronmental effects of microfibers shed from
clothing.

While California’s AB 2379 and New
York’s Assembly Bill 10599 require ad-
ditional labeling on clothing sold in those
states, Connecticut’s law took steps to cre-
ate a group of representatives from the ap-

with legislators to
promote more envi-
ronmentally sound
practices isn’t the problem cited by some
fashion insiders. The issue is the method
some politicians are promoting.

“We have urged lawmakers to refrain
from taking action on legislation such as AB
2379 or similar bills in New York until re-
search develops a supported solution to the
microfiber issue,” Lamar said. “Even with
better research, we remain skeptical that a
label is the right approach. Labels would
only add costs and confusion without solv-
ing the underlying issue.” @
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Wet Seal Continued from page 1

erty for $3 million after the retailer filed for
Chapter 11 bankruptcy protection for a sec-
ond time in 2017.

Perhaps the only thing that remains of the
pre-2017 Wet Seal is its name and its cus-
tomer demographic, which falls between
the ages of 13 and 40. Last year, Wet Seal
shuttered its once-large fleet of bricks-and-
mortar stores and is now a pure-play or
Internet-only retailer at www.wetseal.com,
Toubassy said.

It has no immediate plans to return to
physical stores because its new model calls
for it becoming an “assetless brand compa-
ny,” the Wet Seal president said.

With this model, a brand outsources busi-
nesses such as retail, distribution and fulfill-
ment to third parties. “Then [brands are] free
to focus on what brands do best, nurturing
and growing their connection and relevance
with customers,” Toubassy wrote in a 2017

tomers through social media. “If they engage
with the right influencers and they engage
with the right people, they can revitalize their
brand and be cool again,” Nguyen added.

However, while going digital-only may
look easy, said Wendy Bendoni, the chair of
the fashion marketing department at Wood-
bury University in Burbank, Calif., “It’s a
Hail Mary pass to go online,” Bendoni said.
“You have to understand the community that
you’re trying to drive your brand to and have
a very authentic voice.”

Authenticity can be taken down to a
granular level. If a retailer does not post
images with an en vogue photo filter, con-
sumers will not view them. If a retailer does
not work with the right bloggers and social-
media stars, consumers won’t be interested
in what the retailer is selling.

Wet Seal knew it needed to close its
stores, but the difficult part was calculating
how to go forward, Toubassy said. “The big-
gest challenge, with all the mall-based Wet

Wet Seal’s downtown Los Angeles headquarters

paper called “The New ABCs of Consumer
Brand Reinvention.”

“Enter the assetless brand company, an
innovative new entity that keeps a brand’s
name but reduces its balance sheet and just
might be the future of branding in the 21st
century,” he noted.

A keystone to this strategy is spreading
the word on Wet Seal’s styles through high-
profile bloggers and social-media personali-
ties.

The test for Wet Seal’s new model was
launched on June 4, when it released a col-
laboration line with YouTube stars Niki and
Gabi DeMartino, 23-year-old twins who
claim to have 6.6 million YouTube subscrib-
ers. The collection, called Niki & Gabi, in-
cludes everything from accessories and tops
to dresses. Core retail price points range
from $15 to $35.

Other once-high-flying brands, includ-
ing Bebe, have experimented with shedding
stores and going digital. Becoming a digital
company is something Wet Seal should have
done a long time ago, said J’Net Nguyen,
creative director for marketing research
company The Right Brain Studio. “Wet
Seal became outdated. They weren’t cool,”
Nguyen said.

One reason Wet Seal lost market share was
that the retailer had not engaged with its cus-

Seal stores closing, was figuring out how to
let our customers know that we were back in
a big way online. With so many companies
trying to grab their attention, traditional me-
dia methods have a limited impact. We have
opted to take a more organic and entrepre-
neurial path by rebuilding the customer base
in an authentic way, heavily using email
and social media to let people know we are
back,” he said.

Expect to see more collaboration with
bloggers. “We really hope bloggers and in-
fluencers will start to see Wet Seal as a can-
vas for them to express their unique fash-
ion point of view, and we plan to dedicate
significant resources to building these pro-
grams for the foreseeable future.”

The retailer also hopes to give its consum-
ers a say in what product it makes through
its Seal Squad, which offers discounts and
prizes to shoppers who sign up for the pro-
motions.

People in the Seal Squad can vote for
products in each weekly drop. Data gathered
from the votes will allow the retailer to make
more products based on shoppers’ likes.

The company is also getting faster. It
releases 100 new styles every week. It cur-
rently makes tops, bottoms, dresses, foot-
wear and accessories. Later in 2018, it will
introduce sunglasses and beauty products. ®
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Fashion District Resources

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 optimizations and
industry relationships allow manufacturers to benefit from our experi-
ence as the first successful MicroModal spinner in the US. Let us show
you how affordable luxury can be. buhleryarns.com

California Label Products

13255 S. Broadway

Los Angeles, CA 90061

(310) 523-5800

Fax: (310) 523-5858

Contact: Tasha

www.clp.global

info@californialabel.com

Products and Services: California Label Products has been servicing
the apparel industry for 18 years. Our In-House Art Department can
help develop your brand identity with an updated look or provide you
with a quote on your existing items. Our product list not only consists
of woven labels, printed labels, heat transfers, size tabs, RFID price
tickets, and custom hangtags, but we also have a service bureau with
quick turn time and great pricing. We are dedicated to setting the high-
est standard of excellence in our industry. Above all, we value quality,
consistency and creating solutions that work for you. Call or email us
for more information.

Cinergy Textiles Inc.

1422 Griffith Ave.

Los Angeles, CA 90021

(213) 748-4400

Fax: (213) 748-3400

www.cinergytextiles.com

cinergytextiles@aol.com

Products and Services: For over 25 years, Cinergy Textiles has
been 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.
QOur fabrics are imported from Asia and stocked in Los Angeles. We
have a one-roll stock minimum. Orders are generally processed on the
same day and ship out within one or two business days, depending
on the size of the order and availability of the particular style ordered.

Cooper Design Space

860 S. Los Angeles St.

Los Angeles, CA 90014

(213) 627-3754

www.cooperdesignspace.com

info@cooperdesignspace.com

Products and Services: The Cooper Design Spac, at the comner of
Ninth and Los Angeles streets in the heart of LA.'s Fashion District,
hosts a space that embraces cross-pollination among L.A. lifestyle
businesses in fashion, media arts, and publishing. The building is 11
stories tall and, having been built in 1927, represents the city’s history
of creative commerce. It's a space that encourages fluidity across
functions by offering an event venue, offices, public art space, and
showrooms in a single location.

Dress for Success Worldwide-
West

https://worldwidewest.dressforsuccess.org

Products and Services: Dress for Success invites you to join in the
celebration of the successes and accomplishments of their clients and
female leaders. Their 6th Annual Empower Breakfast—taking place in
the heart of Hollywood at the Taglyan Cultural Complex on Thursday,
June 28, at 8 a.m.—will feature a conversation around the positive
influence women are having in the tech industry, attracting nearly
250 local influencers in tech, business, fashion, and entertainment.
Dress for Success empowers women to achieve economic indepen-
dence by providing a network of support, professional attire, and the
development tools to help women thrive in work and in life. Since
starting operations in 1997, Dress for Success has expanded to 160
cities in 30 countries, helping over 1,000,000 women work towards
self-sufficiency.

Fabric Selection Inc.

800 E. 14th St.

Los Angeles, CA 90021

(213) 747-6297

Fax: (213) 747-7006

www.fabricselection.com

info@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 cre-
ation, we can work with you to get a price that will fit with your bottom
line. All of our print designs are copyrighted. Visit us at Texworld USA,
Booth #021, Javits Convention Center, NYC, July 23-25.

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 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.

Greene Textile

7129 Telegraph Road

Montebello CA 90640-6609

(323) 890 1110

www.greenetextile.com

greenetextile@sbcglobal. net

Products and Services: Textile industry veterans and experts,
catering to quality-oriented garment manufacturers. Most fabrics are
produced in the USA. GOTS-certified yarn, locally dyed, printed and
finished in California. Commitment to customer service and pricing to
meet all budgets. With extensive relationships with factories through-
out Southern California, we produce knitted fabrics from basic jersey
to novelty knits, both custom and open line. We use yarns from combed
poly cotton and micromodal to cotton spandex. These are just a few of
the yarns that we have available, and many fabrics are produced in Los
Angeles. Our print division offers many patterns, catering to customers
looking for a simple stripe or custom patterns. Please visit our website
and reach out. Let's speak today!

Hana Financial, Inc.

1000 Wilshire Bivd., 20th FI.

Los Angeles, CA 90017

(213) 977-7244

Fax: (213) 228-5555

www.hanafinancial.com

Contact: Kevin Yoon

kevin.yoon@hanafinancial.com

Products and Services: Established in 1994, Hana Financial is a spe-
cialized nonbank financial institution that offers factoring, asset-based
lending, SBA lending, home mortgage banking, investment banking,
wealth management, and insurance services. Hana Financial evolved
from a local startup serving a niche market of Southern California to a
top 10 factor in the U.S. and a member of Factors Chain International,
with offices in Los Angeles and New York.

Milberg Factors, Inc.

Main Office:

99 Park Ave., 21st FI., New York, NY 10016

Western Regional Office:

655 N. Central Ave., 17th FI.

Glendale, CA 91203

www.milbergfactors.com

Contact: David M. Reza, SVP Western Region

dreza@milfac.com

(818) 649-8662 Fax: (818) 649-7501

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.

National Jewish Health

www.njhealth.org

www.LAPSDBlackandWhiteBall.com

Products and Services: National Jewish Health is the leading respi-
ratory hospital in the nation. Founded 119 years ago as a nonprofit
hospital, National Jewish Health today is the only facility in the
world dedicated exclusively to groundbreaking medical research and
treatment of patients with respiratory, cardiac, immune, and related
disorders. Patients and families come to National Jewish Health from
around the world to receive cutting-edge, comprehensive, coordinated
care. The Los Angeles Professional Services Black & White Ball ben-
efiting National Jewish takes place June 23 at the Langham Huntington
in Pasadena, Calif. For more information contact Catherine Szyfer at
SzyferC@njhealth.org or visit our website.

Outdoor Retailer

www.outdoorretailer.com

Products and Services: Outdoor Retailer brings together manufactur-
ers, buyers, advocates, and media as the leading growth vehicle for the
outdoor industry. Stores from around the world come to shop the larg-
est collection of innovative gear, apparel, footwear, and accessories for
the outdoor and lifestyle markets. Outdoor Retailer also provides and
promotes retailer education, advocacy, responsibility, and critical face-
to-face business initiatives within the outdoor industry. Consistently

named among Trade Show News Network's 25 fastest-growing trade
shows by attendance, Outdoor Retailer connects approximately 50,000
attendees on a semi-annual basis for its Summer and Winter Market
shows and thousands more through its year-round online resources
and platforms. Outdoor Retailer Summer Market will be held in Denver,
July 23-26, with the All Mountain Demo held on July 22.

Paradise Ranch Designs

Emblem Showroom

The New Mart

127 E. Ninth St.

www.paradiseranchdesigns.com

Contact: Eveline at

evelinem@emblemshowroom.com

or (310) 420-0125

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 pack-
ing. 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.

Progressive Label

2545 Yates Ave.

Commerce, CA 90040

(323) 415-9770

Fax: (323) 415-9771

www.progressivelabel.com

info@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.

Studio 93

110 E. Ninth St., Suite A712

Los Angeles CA 90079

(213) 277-9988

https://studio93.info

Products and Services: Studio 93 stands as a platform that sup-
plies a vast range of high-quality knits and woven whilst providing
a consistent and reliable sense of individuality and exclusiveness
through their textiles and services. Studio 93 caters to anyone from
designers to manufacturers looking for high-quality fabrication at
affordable prices and flexible quantities. They strive to accommodate
to all your needs with fabrics that best represents and compliments
your style and silhouettes.

UBM Fashion

www.ubmfashion.com

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

This listing is provided as a free service to our advertisers.
We regret that we cannot be responsible for any errors or
omissions within Fashion District Resources.
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PROFESSIONAL SERVICES & RESOURCE SECTION

GARMENT CONTRACTOR MODEL SERVICES

Ra 2ICS ELS

high quality workmanship, knits and woven. Startups OF ALL AGES

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

818-225-0526
Ef teamragemgemudels.mm

www.ragemodels. cam

ATTORNEY
SanDiegoBizLaw ..

A CEO’s First Call

Full Service CMT Factory
Located in Santa Ana, CA
With product development capabilities, consulting -

))\]Body Basic Manufacturing, Inc.

sourcing services. Workable low minimum quantities,

ALL SELES

W kniow Fhe business. We attend the conferences
We can bedp you with contracts, litigation, and
employment law anywhers in California or the country.

www.SanDiegoBizLaw.com
619.793.4827

Welcome. In business since 1939, Small runs of high
quality single needle work available,

Call Lisa Nguyen at (949)295-4704
or email: BodyBasicsMfg@gmail.com

CONTRACTOR — FULL SERVICE GARMENT RACKS PRIVATE LABEL
|
FULL SERVICE PRODUCT 323.588.0137 =ReEC SWIM & ACTIVEWEAR
DEVELOPMENT COMPANY . iy _ FULL PACKAGE SERVICE
25 YEARS OF EXPERIENCE QUALITY . PEEL) K7 WRAP CERTIFIED FACTORY
GARMENT MANUFACTURING s A E,‘r ey e
Offering e 0 A B A , el =7 I|.-1:h MO), Competitive Prices, I‘:”‘[_'.'l1rl1|r|i:.lll|.l
» Design Consultation » Computer Patterns D b 55 : Full sample development & production service
* In House Cutting * Low Minimums ALLATIO

Contact us hn‘],|llu
SOVEREIGN SKY INC. (S51)
ShlPrivatelabel.com
Info@ ssiprivatelabel.oom, A pril @ ssiprivatelabel.oom
{626) 3273344

Access to Fabric and Trim Resources

Call Bev : (310-)770 2631
email: bev@udtfashion.com

FIT MODELS

JCRACK.COM
JC 5232 ALCOA AVE. - VERNON, CA - 80058

MERGERS & ACQUISITIONS

.4‘/2\ THE VELD
f’ EL: I{ UL 1’

Place your services in front of new clients in the
apparel industry. Your advertising is published in
our weekly print newspaper and online at

AMDIEGO - LAS VEGAS www.apparelnews.net, reaching a nationwide
Considering Selling or Expanding? audience. Distribution includes fashion buildings
* Manufacturing f Distnbution and trade-show booth drops too.
* Rerail £ Whaolesale

The '||'.l||'.l.|'rr'll I'.I.'..I'rr.i.".l_'r'.'- Prewsere MerA Brokera e

FIT MODELS

All Sizes - Men - Women - Children
fit. Print. Showroom. Tradeshows. Funway.
951.458.0076 /| MsPenny@mpmmodels.com

Contact Terry Martinez at
(213) 627-3737
or terry@apparelnews.net for info

1,000+ Businesses Sold Smce 20021
wreetheveldgronp. com
110.652.8353

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

Jobs Available Jobs Available Jobs Available

ASSISTANT FABRIC BUYER
Dress manufacturer in Los Angeles is looking
for a person who can assist our Fabric Buying
Department. This person must be able to work
in a fast pace environment. The position re-
quires experience in Word, Excel, and Microsoft
Outlook and must have a minimum of 3 years’
experience working in a fabric dept.
Please e-mail resumes to: juan@beedarlin.com.

PRODUCTION ARTIST
JRs Fashion Tops. Recolor/Revise/Resize Art-
work/Prints using lllustrator/Photoshop. Place-
ment of screens on final patterns. Review Art-
work/Prints Pitch Sheets & screened Blocks for
Import Tech Pkgs creation. Close communica-
tion with Sales, Design & Production teams to
ensure accuracy of orders.
Email: trankin@selfesteemclothing.com

8f uteen

GRAPHIC ARTIST

Join our Art Team. Creative input for fashion

tops & screened t-shirts. High volume prints,
textiles, screens. lllustrator/Photoshop/Ned-
Graphics/Kaledo savvy. Self-initiative & team
effort critical. Shop retail. Highly organized,
results-driven. Clearly communicate creative
ideas. Send PORTFOLIO with resume to:
trankin@selfesteemclothing.com

HEAD MERCHANDISER ASSISTANT
Girls Co. in Burbank looking for an asst to the
head merchandiser. Min. 5-10 yrs exp with de-
sign thru production. Must be able to mult-task
with excellent follow-up & communication skills.
Email resume to: HR@vesturegroupinc.com

CONTROLLER
Orange County denim manufacturer &
apparel importer is seeking a financial con-
troller. Apparel industry exp. is req'd. Duties
include general ledger maintenance, cash man-
agement, accts receivable, accts payable, pay-
roll, management reporting, & interfacing with
the Company’s CPAs. Knowledge of QuickBooks
is req'd, & knowledge of AIMS is preferred.
Submit resume and salary requirements to:
denimisawayoflife@gmail.com

PATTERNMAKER NEEDED
Seeking a Freelance/Temp-to-Perm Production
patternmaker. Gerber V9, and Gerber 3D exp.
required. Must be detail oriented and have
excellent communication skills. Candidate
will be asked to do a test pattern.

Please send resumes with salary requirements
to: recruitment@barcouniforms.com.

For classified information, contact Jeffery Younger at 213-627-3737 ext. 280
or jeffery@apparelnews.net. Hyperlink your ad for best results.
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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

Jobs Available Jobs Available Real Estate

RETAIL ANALYST/PLANNER
Fashion company seeking a Retail Analyst /
Planner with Walmart exp. to join their whole-
sale team. This position is for Women'’s Sleep-
wear.

Responsibilities:

* Create & maintain plans to identify plan vs
actual sales opportunities

* Create & Process Weekly & Seasonal Sales
Reports

* Assist in forecasting plans for all accounts as
needed

* Compile monthly forecasts & projected
inventory

* Create seasonal assortments / plans

* Develop plans to support sales strategies

* Compile recaps and planning tools
Requirements:

* Must have Walmart exp.

* Must have wholesale exp.

*1-3 yrs. exp. in Merchandising

* Bachelor's Degree in Finance

Skills:

* Proven Analytical, Financial, Organizational, &
Communication skills

* Proficient in MS Office (Excel, Word, & Power-
Point)

* Ability to read, understand, & interpret
various Financial & Retail Performance Reports
* Must have strong Wal-Mart Retail-Link exp.
* Exp. with AS400 ACS a plus

* Ability to multiple, prioritize & meet tight
deadlines

Email resumes to: tstevenson@mgtind.com

DESIGN ASSISTANT/PROJECT MANAGER
XCVI is looking for an exp'd team player to
manage all design-through-production related
projects for major branded and private label
customers. Responsibilities include communicat-
ing and coordinating with client, domestic and
international vendors and team members on:
costing, TNAs, cutting tickets, sourcing
fabric/trims, fabric/sample testing, lab dips, PP
samples, TOP samples, fit/fabric/color approvals
and all routing/manual related items. Exp. with
N41 preferred. To apply, please send resume
and salary history to jobs@xcvi.com.

CREATIVE OFFICE SPACE

FOR LEASE

LA FASHION DISTRICT
213-627-3754

Buy, Sell and Trade

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

STONE HARBOR (323) 277-2777

WE BUY ALL FABRICS AND GARMENTS
Excess rolls, lots, sample yardage, small to
large qty's. ALL FABRICS! fabricmerchants.com
Steve 818-219-3002 or Fabric Merchants
323-267-0010

Hyperlink your ad for
best results

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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L.A. Fashion Market 6/18-20
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Agenda Long Beach 6/28-29
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Bonus Distribution
Agenda Long Beach 6/28-29
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Bonus Distribution
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MicroModal-Friendly Supply Chain
Efficient Production
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Eco-friendly Fiber

Oeko-Tex Standard 100 Certified
Sustainable Processing

Lasting Quality
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B.Bugfggggﬂg + MicroModal

BY SAMIL SPINNING

We make MicroModal work.

Start your journey to sustainable quality.

buhleryarns.com/MicroModal
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