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NEW NAME: At Agenda, Pete de Gail shows off Charlie Holiday, the new name for his brand of T-shirts.

The Natural Connection to Cotton-Seed Selection

By Dorothy Crouch Associate Editor

The apparel and textile industries are under a lot of pres-
sure these days.

Consumers are becoming more vocal about sustainability,
where products are sourced and how they are made. Shop-
pers are more sensitive about the use of genetically modified
organisms used in cotton production and often bristle at any
mention of GMOs.

On top of this, insects and dry weather in California and
Texas have inhibited cotton-crop production in these regions.

But a solution to some of these problems is being devel-
oped by Indigo Ag, a Boston-based company that has iden-
tified a natural, non-GMO approach to using microbes to
ease the burden of problems associated with dependence on
cotton-crop yields.

“We saw a 14 percent increase in [cotton] yield in water-
stressed regions in our 2017 crop year,” said Elizabeth Fas-
tiggi, Indigo Ag’s head of market development. “That was
an increase over the 11 percent increase in yield that we saw
the previous year.”

During its trials, Indigo Ag monitored the effect of its
microbes on crop output in one of the hardest-hit cotton-
producing regions—Texas.

“We are always expanding our acreage year over year and
expanding to new regions and territories, but most of our
cotton production is focused in states located in and around
the Cotton Belt, including Texas, Georgia and Mississippi,”
Fastiggi explained.

While the innovation found within the company’s so-
lutions aid farmers in their quest for more consistent crop
yields that help the apparel industry, Fastiggi emphasized
that Indigo Ag’s core values monitor consumer behavior to
calculate the market climate.

“We are building what we consider to be the first consum-
er-focused agriculture company,” she said. “It’s really look-
ing at the shifting consumer preferences and their demand
for healthier, more sustainably produced food and apparel
and how that is changing the industries.”

Indigo Ag has laid a foundation based upon fortifying
farmers’ profitability, expanding the reach of sustainable
fiber resources, and ensuring agriculture and farming align
with the trend in nontoxic, feel-good fibers driving consumer
demand.

“Our model is really developing what we call demand-led
agriculture as opposed to the system that we’ve had for the

= |ndigo Ag page 3

$2.99 VOLUME 74, NUMBER 27 JULY 6-12, 2018

TRADE SHOW REPORT

Agenda Enters
a New Era

By Andrew Asch Retail Editor

LONG BEACH, Calif.—Agenda marked its first show
without its founder, Aaron Levant, during its June 28-30 run
at the Long Beach Convention Center.

Levant took Agenda from a small, independent streetwear
show that was launched in 2003 to a biannual event where
some of the biggest action-sports and streetwear brands ex-
hibited. Levant left the company this year to start a new re-
tail platform called NTWRK.

In March, Ron Walden became the new Agenda chief and
instituted some changes that were seen at the recent show.

Compared to previous shows, there was more space for
installations by art and media groups, such as surf magazine
Stab and book publisher Deadbeat Club. There also was
a changing of the guard in the show’s exhibitors. Some of
Agenda’s tried-and-true veterans did not return for its most
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MID-YEAR FINANCIAL REVIEW

A Budding Trade War Could
Harm a Growing U.S. and
California Economy

By Deborah Belgum Executive Editor

Despite rumblings of a trade war, the U.S. economy is
marching forward at a nice pace as the U.S. unemployment
rate hits a low not seen for almost 50 years.

Jobs are still being created every month with no end in
sight. Even with inflation heating up to 2.4 percent during the
first five months of this year, everything seems to be under
control. In May, the U.S. unemployment rate was at 3.8 per-
cent and the California unemployment rate stood at 4.2 per-
cent.

“It is steady as she goes for the regional, state and U.S.
economy,” said Robert Kleinhenz, an economist and execu-
tive director of research for Beacon Economics in Los An-
geles. “Here in California, it has been a good year, outpacing
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NEW RESOURCES

Welcome to the Sthenos Concrete Jungle

As an artist, personal train-
er, fitness model and figure
competitor, it was only natu-
ral that Johanna Stavrakaki
would gravitate toward start-
ing her own activewear line
after she moved from Canada
to Los Angeles in 2015.

As a new resident,
Stavrakaki embraced the
city’s gritty beauty, channel-
ing it into her art and fun-
neling it into her activewear
brand, called Sthenos, which

is Greek for strength and a
nod to the designer’s Greek heritage.

“The brand combines my passion for art
and fitness,” the Ottawa native said. “Pro-
duction brought me to Los Angeles. Every-
thing is produced here in LA. It’s diverse and
the perfect place for my brand.”

From Stavrakaki’s artistic inspiration to
her manufacturing and fabric partners, the
Sthenos brand is developed in a downtown
showroom where three employees work. Us-
ing only high-end and sustainably sourced
fabrics such as those created from bamboo,
Stavrakaki works with fabric supplier Sport-
ek International in Commerce, Calif., to in-
corporate materials that will complement her
artwork when it is applied to activewear. For
Stavrakaki, dressing customers in her active-
wear is another step in the artistic process.

“Being an artist is in my blood; it’s what
1 do,” she said. “At one point I was compet-
ing and doing competitions. You sculpt your
body like a sculpture. Your body is your can-
vas.”

For her “Concrete Jungle” collection,
launching at the end of July, Stavrakaki

delves into her adopted city’s past, mining
the culture of LA’s punk scene and the evo-
lution of its graffiti, which served as inspira-
tion for her latest activewear pieces. “Down-
town is a concrete jungle,” she said. “T still
find it difficult to navigate, and I think it fit
as a collection title.”

The fitness expert turned designer has
always loved rock and punk music, which
she considers her thing. “It’s very colorful
and fun,” she said. “I think it works really
well with what I was trying to go for. Also, I
wanted to create a collection that showed my
transition to LA.”

While Stavrakaki’s designs are created
from her hand-painted and sketched artwork,
she also incorporates current trends. “I no-
ticed a lot of *80s-style prints and abstract
designs were coming back, so I thought this
was the perfect time to create this kind of
artwork,” she explained. “It’s still very much
my own entirely, but I want it to stay in the
trending calendar of what’s hot right now.”

Stavrakaki’s studies in painting and draw-
ing for her fine-arts degree in New York and
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an appreciation for Los Angeles’ passion for
fitness-apparel design come together in the
brand’s details. A graffiti-style “JS” appears
on a sports bra from the “Concrete Jungle”
line and the campaign was shot atop build-
ings showing off the city’s skyline.

The Sthenos formula of using quality fab-
rics and unique prints makes an attractive
combination for activewear retailers such as
Laguna Activewear.

“We have a cutting-edge activewear store
in Laguna Beach that we are trying to turn
into a lifestyle store. It [Sthenos] is not only
true activewear, but it’s where fashion meets
fitness,” said Gila Leibovitch, the owner of
Laguna Activewear. “Those fabrics are al-
ways ahead of everyone else. The prints are
very exciting.”

When the “Concrete Jungle” launches this
summer, the 12-piece collection will include
a jacket, bottoms, sports bras, short-sleeved
tops and long-sleeved shirts. Priced at $30
to $100 wholesale, the line is sold through
select retail partners and online at www.sthe-
nos.com.—Dorothy Crouch
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More Luxe Fashion Stores to
Open at South Coast Plaza

South Coast Plaza, one of the longest-
surviving malls in Southern California,
keeps adding stores.

Recently, Alexander McQueen and
Givenchy opened boutiques at South Coast
Plaza in Costa Mesa, Calif.

This fall, British retailer All Saints, Cali-
fornia retailer Eve by Eve’s and New York—
headquartered Lafayette 148 will be joining
the crowd.

The Givenchy outpost at South Coast Pla-
za is the fashion house’s only branded store
on the West Coast, according to a South
Coast Plaza statement.

Inside, the interior is reminiscent of the
boxes used by founder Hubert de Givenchy
to deliver his couture pieces to patrons.

Before the South Coast Plaza store

opened, Givenchy was typically available
in such department stores as Saks Fifth Av-
enue and Neiman Marcus. The new Given-
chy store will offer the retailer’s men’s and
women’s lines.

Alexander McQueen is a little more prolific
in California. Earlier this year, it opened a Ro-
deo Drive boutique in Beverly Hills, Calif. The
Costa Mesa shop will be the fashion house’s
seventh shop in the United States.

South Coast Plaza, owned and run by the
Segerstrom family, focuses on bringing lux-
ury brands to its Orange County shopping
mecca. Other luxe fashion houses at South
Coast Plaza include Balenciaga, Canali,
CH Carolina Herrera, Chanel, Prada,
Dior and Dolce & Gabbana.

—Andrew Asch



Ind igO Ag Continued from page 1

last 100 years,” Fastiggi noted. “This is more
supply fed. We are looking at a demand-
driven system. Our core mission statement
is ‘harnessing nature to help farmers sustain-
ably feed and clothe the planet.””

The Indigo Ag approach to “harnessing
nature” requires looking at plant composi-
tions and examining the microbes that affect
different biological processes. Due to modern
agricultural methods of crop cultivation, the
health and survival of these microbes could
be threatened.

Using science, Indigo Ag has developed seed
coatings comprising microbes that are most
conducive to cultivating healthy plants. Com-

sources, such as the infamous algae bloom

seen in fresh water from New York to Oregon
and along coastlines from Southern Califor-
nia to southwest Florida.

“Greenhouse-gas emissions associated
with the production of synthetic nitrogen is
very often overused in farming practices be-
cause historically it’s been difficult to under-
stand how much was really needed,” Fastiggi
said. “Nitrogen runoff has become a real is-
sue throughout our country and around the
world, polluting a number of waterways.”

Indigo Ag is not alone in its mission. It has
partnered with the Better Cotton Initiative,

Scientists develop solutions for sustainable
agricultural practices.

whose goals for sustainable cotton production
align with Indigo Ag’s mission to naturally im-
prove cotton seeds from the ground up.

paring the treatment as “probiotics for plants,”
Fastiggi explained how the health of certain mi-
crobes can promote efficient water use.

“We have a whole product portfolio of
microbes that naturally occur in these plants,
which we evaluate to [identify and] under-
stand the microbes that can help with water-
use efficiency,” she said. “This process makes
plants more efficient in their water use, there-
fore making them use less water or allowing
them to be grown on nonirrigated acres or
rain-fed acres to decrease that pressure that
we have on our freshwater resources.”

One issue that affected California cotton-
crop yields last year was the threat of an insect
known as the lygus. Many might use pesticides
to rid their fields of the insect, but Indigo Ag advises that a bet-
ter and more natural solution to hazardous pesticides exists.

“We also have microbial products in our pipeline that can
make crops more resistant to pests and disease pressures,
minimizing the need for chemical pesticides,” Fastiggi said.

In addition to decreasing the need for water and pesticides

Caring for Indigo Ag seedlings

crops

in cultivating cotton crops, Indio Ag cultivates a variety of
different microbes to provide solutions for other crop issues.
When a healthy plant grows with a strong source of
healthy microbes, the need for additional nutrients added by
farmers—including synthetic nitrogen—will diminish.
The use of synthetic nitrogen has polluted more water

Early in the cultivation process of Indigo Ag

“U.S. Indigo Cotton will be produced in
accordance with the Better Cotton standards
system,” she said. “They take a very holistic
approach to cotton production, covering three
specific pillars of sustainability: environmental,
social and economic. Indigo’s mission and the
three pillars of farmer profitability, sustainabil-
ity and better health are in close alignment.”

Though Fastiggi emphasizes the consum-
er-driven approach of Indigo Ag’s model, she
explained that the solution is based in part-
nerships with agriculture professionals and
the farmers who are growing these crops.

“The growth in product categories that are
perceived as healthier or more sustainable
has taken market share from a lot of the more
conventional consumer products,” she said. “Some of them
[farmers] don’t fully realize how they can tap into a more
sustainable form of agriculture that can be done at scale.
What we’re demonstrating and showing them is that we can
deliver the crops they need with enhanced sustainability at-
tributes, but we do it at scale and meet their supply needs.” ®

FINANCE

M id'Year Forecast Continued from page 1

the U.S. in terms of job creation. We have seen 1.8 percent
to 2 percent growth in jobs over last year compared to 1.6
percent for the nation as a whole,” he said.

In California, industries that have been expanding the
most rapidly include healthcare, leisure and hospitality
(mostly restaurants), and the construction industry, Klein-
henz said.

One cloud on the horizon is a
possible trade war, which could

wars damage economies. “When you have imposed tariffs
and barriers to trade, just the uncertainty to transactions
around trade raises business risks, which has costs,” he said.
“It leads to hesitation and exploration of trading alternatives.
And for an important gateway like we have in Southern Cali-
fornia, it means that there will be less business, less hours for
longshore workers and less employment for com-

ing lot, walk through the mall to get to the stores and walk
back through the mall to get to the parking lot,” he explained.
“And the under-35-year-old crowd is incredibly impatient. If
you waste 15 minutes of their time, they get angry.”

He believes more malls will be converted into lifestyle
centers and you will see reproductions of successful larger

panies that handle products.”

Foreign businesses thinking of setting up a fac-
tory or office in the U.S.
might shift their plans, feel-

have a ripple effect on the Los An-
geles/Long Beach port complex, the
largest in the United States. Nearly
40 percent of all cargo containers

APPAREL AND TEXTILE
EMPLOYMENT

ing their investment might
be in jeopardy if they plan to
sell their goods around the

May 2017 May 2018 world.
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Recently, the Port of Los An- | texiile mills 6700 6,200 the nation’s gross domestic
geles calculated that U.S. tariffs on | wholesale trade 40,000 40,000 product by one-tenth of a
items including aluminum, steel, percent to one-half of a per-
washing machines, solar panels and | | og ANGELES COUNTY cent this year. Currently, the
possibly cars would have a big ef- | giiecan apparel manufacturing 30,400 28,200 nation’s GDP is expected to
fect on its business. Gene Seroka, | .o o 5000 4800 grow by abqut 2.9 percent
the port’s executive director, re- e ———— 26000 26,200 in 2018. “This could shake

cently calculated that U.S. tariffs on
Chinese goods and retaliatory Chi-

Source: California Employment Department

Bingham estimates that
a trade war could reduce

businesses, consumer confi-
dence and tip us into a reces-

nese tariffs could affect 15 percent
of shipments passing through the watery gateway.

A 25 percent tariff on $34 billion in Chinese goods is
scheduled to begin July 6, along with Chinese retaliatory
measures of the same value on U.S. goods.

There are also plans for the U.S. to impose 25 percent
tariffs on an additional $16 billion worth of Chinese goods,
and 10 percent tariffs on $200 billion more, but the timing of
those tariffs is still up in the air.

This comes at a time when the local ports are showing
healthy cargo-container volumes. Last year was a record-
breaking year for both the Port of Los Angeles and the Port
of Long Beach. Together, both ports handled 16.8 million
20-foot cargo containers compared to 15.57 million contain-
ers in 2016.

But container traffic at the Port of Los Angeles is down
4.4 percent this year while volume is up 16.2 percent at the
Port of Long Beach.

Paul Bingham, an economic consultant who specializes in
trade and transportation at the Economic Research Devel-
opment Group in Boston, said there is no doubt that trade

sion,” the economist said.

Shop till you drop

With more money in their pockets, consumers
have been on a major shopping spree recently. In May, con-
sumer spending at retail stores was up 5.6 percent over last
year while clothing and clothing accessories stores did better
with an 8.2 percent jump from one year ago, according to
the National Retail Federation. “I haven’t seen this much
economic confidence since Ronald Reagan was president [in
the 1980s],” said Britt Beemer, a retail analyst and founder
of America’s Research Group, which polls 1,200 consum-
ers a week to take the pulse of their retail-spending attitude.

But he said any retailer who wants to survive needs to get
out of a shopping mall. “Mall traffic is dropping like a rock.
The anchors are pulling the malls down,” he said. “It’s an
economic mess.”

In a recent survey, he said that 56 percent to 58 percent of
consumers said they don’t want to shop in a mall because it
was so inefficient. ““You have to park, walk through the park-

country, predicts that a trade war could take a big chunk out of business
and idle workers on the docks.

stores such as Macy’s at Herald Square in New York. “Peo-
ple like that experience. They love the selection, but they
don’t want to go to a mall.”

Retailers have to be wherever the consumer is, said Paul
Zaffaroni, managing director and co-head of consumer in-
vestment banking at Roth Capital Partners in Newport
Beach, Calif. “Sometimes the customer wants to shop online
and sometimes they want to go to the store,” he explained.

A good example of a retailer that has embraced both sides
of the commercial aisle, he said, is the clothing chain New
York & Co. “If you look at their business, they have close
to $1 billion in sales, but 30 percent of their business is e-
commerce, which is high,” he noted. “They started making
investments in technology before a lot of the others. They
have done a lot better job of adapting, and they are more
omni-channel than ever.” ®
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Beach at Swim Collective:
the hottest ticket under

the sun

The new beach category at Swim
Collective is catching the eye, and
commitment, of exceptional premium
resort brands such as the four
spotlighted below. Their enthusiasm

is clear. For Koy Resort, “It captures a
crucial audience of specialty retailers,
boutiques, department stores, and
online venues all in one trade show.”
Sea Star Beachwear loves “the
exposure to not only West Coast buyers
but also many international retailers.” It's
“a natural fit” for Peter Grimm Headwear,
while Skova looks forward to “increasing
brand awareness and networking with
other like-minded brands.” Fun in the
sun, indeed!

Koy Resort

Koy Resort’s designers of resort- and
beachwear are inspired by “our love of
travel, exploring new cultures, art and
architecture, food, music, fashion, and
nature.” Stands to reason that its ideal
customers are women who travel, who
are looking for chic clothing that easily
transitions “from the beach to the bar
and into the night.” Designed to be
effortless and flattering for all ages and
body types, Koy Resort has a distinctly
practical side, fabricated from airy and
easy-care fabrics that are versatile

and compact for packing. With a soft,
beachy palette and price points ranging
from $61 to $91, the bestselling style is
the Miami Kaftan, in white, black, and,
new for 2019, indigo—an easy-fit boho
style in soft crinkle rayon with touches
of lace. Koy Resort’s ruched dresses
“are on fire,” and “we are excited about
our floral and palm prints in soft, drapy
rayon.”

Peter Grimm Headwear

The Peter Grimm Headwear customer
is “the individual, the rebel, the outsider,
and the free thinker.” Quality, style, and
effortless cool are the brand’s hallmarks,
along with the
company’s
innovative culture,
which resulted in
the first straw hats
with wire brims.
Peter Grimm was
born 29 years ago
on the beaches

of Southern
Callifornia with

one hat—the
Original Lifeguard,
a perennial bestseller. That, plus wide-
brim fedoras and fedoras are expected
to be big sellers, with wholesale price
points ranging from $8 to $26. Peter
Grimm sources the highest quality
materials from around the globe for

its meticulously designed hats, which
are subject to rigorous quality control.
“Our products are both functional and
fashionable,” according to the company,
“offering many different features

ranging from UPF 50+ sun protection

to being water resistant as well as
crushable/packable” —making Peter
Grimm Headwear the perfect travel
companions.

Sea Star Beachwear

“We are a true beach shoe!” says

Sea Star Beachwear about its classic
espadrille refashioned as a fashionable
and functional water shoe out of fast-
drying neoprene uppers and non-skid
rubber deck-shoe soles. Says cofounder
Libby Fitzgerald, who, with partner
Michael Leva, started Sea Star in 2015,
“I was looking for a shoe that | could
wear into the water that would protect
my feet from coral, rocks, and broken
shells and was also chic enough to wear
to lunch, around town, for boating. |
found that no shoe existed that could
serve all these purposes at once.” This
ultimate summer water-sport shoe is
unique in the marketplace. Sea Star also
boasts a broad beachwear collection,
which, for resort and its S/S 19 lines
will feature “a lot of metallic and denim
neoprene” and “floral embroidery.”

7
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Skova

Skova is mainly about towels, and
Skova’s designs are like no towels
you've seen. Bold and exotic, they

are inspired by the travels of designer
Michaela Moryskova. Each collection
takes its creative cue from a specific
trip, such as the Cappadocia Collection
in brilliant indigo and red, inspired by
her trip to Turkey and the rugs made in
Goreme. Skova’s square travel towels,
double the size of a standard towel,
will be bestsellers, she predicts. Ditto
the recently launched lively Picnic

Rug, with a “super-lightweight” cotton
canvas top and waterproof canvas
base. The perfect representative of the
collection, however, is the silky, one-
size-fits-all Kimono, fashioned from
original prints—a versatile piece that
can be worn over swimsuits, jeans and
a tee, or even dressed up for a night
out. Wholesale price points for travel
and round towels are $28, resort towels
are $24, the Picnic Rug is $78, and
Kimonos are $95.

Swim
| coLicTive |

See these brands in the new Beach
category of Swim Collective, Aug. 1-2,
2018, in Anaheim, California. For more
information, visit swimcollective.com
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Online Retailer Acquires Wellen Surf Brand

Huckberry, the online men’s retailer
based in San Francisco, has acquired the
LA premium men’s apparel brand Wellen,
which gives a sophisticated look to casual
surfwear.

Wellen was founded in 2007 by Matthew
Jung, who has been surfing ever since he
could drive. Born and raised in Los Ange-
les, he attended Whittier College, where he
started Wellen his junior year.

The brand started out making clothes
and surfboards but transitioned later to just
clothes. Jung originally started the company
because he wanted to ride less traditional
surfboards and wear more artistically driven
apparel that was not found among current
surfwear labels.

He later started a second apparel compa-
ny called Grover, which focuses on made-
in-LA basics as well as supplying a monthly
subscription box filled with those basics.
Grover was not part of the acquisition.

Huckberry, founded in 2011 for ad-
venturous men, will begin unveiling new
Wellen collections in 2019. “Through the
years, Wellen consistently inspired us to hit
the beach and their gear ensured we were
equipped for whatever the sand and surf
sent our way,” said Huckberry co-founder
Richard Greiner. “We’ve always felt that
they shared our vision for making adventure
approachable, so we’re excited to bring the
company under our wing.”

—Deborah Belgum

Gordon Brothers Buys Streetwear Retail Brand

Gordon Brothers, the Los Angeles re-
structuring and investment firm, announced
it has acquired the Bench brand and all its
related intellectual-property assets.

Bench Limited was a streetwear fashion
retailer launched in Manchester, England,
in 1989 that, until recently, was found in 20
countries in Europe and North America. As
recently as 2017, the brand had more than 80
Bench-branded stores and more than 2,000
doors where it was sold.

But liquidity problems forced the British
venture to file for bankruptcy protection in
England. The women’s, men’s and child-
renswear brand had been owned since 2014
by private-equity firm Emeram Capital,

which acquired the brand from Amerciana
International. Over the past two years,
Bench has been struggling to turn around
its business after being hit by a slowdown
in demand.

In the short term, Gordon Brothers, which
recently acquired the Wet Seal brand, will fo-
cus on re-establishing the brand’s European
e-commerce presence while rebuilding the
business’s wholesale footprint in that region.

In North America, Gordon Brothers will
continue the brand’s long-term partnership
with Freemark Apparel Brands Group,
which has built Bench into a multi-channel
business through distribution in Bench retail
stores, wholesale and e-commerce.—D.B.
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TRADE SHOW REPORT

TAKE A MEETING: Business at the

10 Deep booth to register for Agenda

Agenda Continued from page 1

recent edition.

Prominent fashion and footwear brand Vans did not
produce its typical large booth. In January 2017, it had a
4,200-square-foot booth, which was noticeable in a show
where smaller booths have been the norm. Top action-sports
brands and surf brands Volcom and O’Neill also were no-
shows.

Obey Clothing was also not around. The popular brand
had been exhibiting ever since Agenda was an indie trade
show. Staple, another influential Agenda exhibitor, was not
on the show floor.

At the most recent show, there were more than 300 ex-
hibitors compared with more than 500 exhibitors in January,
according to Agenda’s show programs.

However, making a return were top streetwear and ath-
letic brands such as The Hundreds, Champion, Levi’s and
DC Shoes. Workwear brand Dickies also exhibited, provid-
ing blue coverall uniforms to Agenda workers registering at-
tendees during the show.

For many of Agenda’s current exhibitors, the show didn’t
miss a beat. “The key accounts are still here,” said Joel Coo-
per, chief executive officer of Lost International, another
veteran exhibitor.

Reportedly seen at the show were retailers such as Nord-
strom, Dillard’s and Tilly’s and prominent action-sports bou-
tiques such as Sun Diego and Jack’s Surfboards as well as

SHOW BIZ: The cat’s meow at the
RipNDip booth

retailers from Japan and Latin America.

Agenda’s position as a top trade show remains unchal-
lenged, Cooper said. Bobby Kim, cofounder of The Hun-
dreds, agreed. “We still do business there. A lot of compa-
nies and brands don’t write orders there. But we write or-
ders. We get appointments back to back. That’s why we’ve
always done Agenda.”

Kim said that the culture of Agenda has changed. “Agen-
da brought people together. It was a community. It’s hard
to replicate,” he said. “In the early days of Agenda, it was
about the entire streetwear community starting wholesale.
We were trying to get into core boutiques. This was before
e-commerce was so pervasive, and now a lot of brands do
not need to wholesale.”

Many vendors said the show’s business was solid. “At-
tendance seemed to be down a little,” said Ken White, vice
president of sales and marketing at Cotton Heritage, a Los
Angeles basics and blanks T-shirt vendor. “But we had some
really good meetings. It was quality versus quantity.”

The past six months has been relatively good for retail,
said Patrik Schmidle, president of ActionWatch, which
does market research on action-sports and core action-sports
retailers.

In the first quarter of this year, sales for these retailers in-
creased 3 percent year-over-year. However, sales started dip-
ping in April. Inclement weather in the South and Northeast
during the past six weeks also kept consumers from buy-
ing. “Hopefully we’ll see pent-up demand being fulfilled,”

TALK TIME: A gathering at the
Soulstar booth

SALES PITCH: McKenzie Stuart shows
off styles from the Dickies Girls line.

Schmidle said of buying in June and later this year.

Agenda also featured some trade-show debuts. For the
first time, the Wildfox brand exhibited at the show, said Tina
Fleming, a sales representative. “We were busy all day,” she
said of the first day. Wildfox exhibited its Spring *19 as well
as Holiday ’18 styles in a 20-by-30-foot booth.

Peter de Gail unveiled a new name at the show for his
clothing company. It is now Charlie Holiday. Formerly it
was Tee Ink. Also debuting at the show was Environmen-
tally Conscious Outfitters, a brand designed in Los Ange-
les’ Venice district. The sustainable brand received orders
from a Japanese retailer, said the brand’s founder, Alexander
Reagan.

Agenda has been influential as a place to show new styles
in action sports and streetwear, but there was no overarch-
ing or dominant styles, said Daniel Antonio, a designer who
walked the show. “I’m not seeing anything that really excites
the market. Everyone is in the same zone as the past season,”
he said. “[Brands] are pretty much doing their own takes on
current looks and focusing on self-branding.”

Some trends seen at the show that seemed to be spreading
were animal prints—think leopard spots and tiger stripes—
and also sequins for women’s streetwear, said Antonio, who
designs the brand Dirty Milk.

On June 30, the day after the Agenda trade show wrapped
up, the show organizers put on Agenda Festival, a consum-
er day featuring pop-up—style retail, brand installments and
concerts. ®

The concept
of factoring

Since 1972

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

You Pay Your Bills.
Factoring Made Simple.

No bells, unnecessary, really. No whistles, not
needed as well. No tricks. Ditto.

At Goodman Factors, we simply offer smart,
dedicated good service from an experienced
team of pros. Along with money at competitive
rates when you need it—today, for instance.

Goodman Factors

Please call 877-4-GOODMAN
or visit us at goodmanfactors.com. Simple, right?
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specialized in full custom design solutions
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jerianhangers.com

the hangers you were looking for...

7N

L

ALL RIGHT RESERVED - JERIAN PLASTICS INC. 2017

6 CALIFORNIA APPAREL NEWS JULY 6-12, 2018

APPARELNEWS.NET



e

I

d 3

@paraisofashionfair .par'_'aisofashi'_(_)_nf'air.‘c.

W‘ ‘\ 4

&

A celebration of
innovation, creativity
& discovery through

exclusive events

in fashion, music,
wellness & art







FASHION
TRADESHOW
CALENDAR

NEW YORK
MEN'S & WOMEN'S
JULY 22-24, 2018

CHILDREN'S CLUB
NEW YORK
AUGUST 5-7, 2018

MAGIC LAS VEGAS
AUGUST 13-15, 2018

SOURCING AT MAGIC OPENS AUGUST 12

NEW YORK WOMEN'S
SEPTEMBER 15-17, 2018

WHERE SPECTACULAR HAPPENS

REGISTER TO ATTEND OR APPLY TO EXHIBIT AT UBMFASHION.COM




HEADQUARTERS
1000 WILSHIRE BLVID.. 20TH FL.
LOS ANGELES, Ca 70017
213.240.1234

HEW YORK OFFICE
1410 BROADWAY, STE. 1102
MEW YORE, WY, 10013
212.240.1234

Hana Financial

RIG  ASSET BASED LEpT

B

s R
MEDEYL TIHES

Online +
Archives

= Total
Access

Get Yours
Today and
Save 50%!

call toll-free
(866) 207-1448

A CALIFORMNIA

parelNews

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

NEW SWIM RESOURCES

Siren by Seven 'til Midnight: Lingerie
Brand Launches Swimwear for Any Hour

For Seven ’til Midnight, the third time
is the charm when manufacturing swim-
wear. The lingerie manufacturer introduced
a boutique swimwear line years ago, but the
company’s focus was forced to shift when
the economy crashed.

After last year’s successful swimwear
launch under its Spreegirl
juniors brand, Seven ’til
Midnight decided to once
again focus on a women’s
line. Staying true to its
roots, the company de-
cided to build upon linge-
rie designs when creating
Siren by Seven ’til Mid-
night, according to Vinh
Luong, who serves as the
vice president for Seven
’til Midnight.

“We wanted to incorpo-
rate our lingerie heritage
into our swim style,” she
said. “There are a lot of sil-
houettes that are similar to lingerie, and we
could use this heritage in lingerie to deliver
a fresh take on swimwear.”

While the introduction of a swimwear
line might seem to be a natural step for a lin-
gerie manufacturer, Luong sees the launch
as a business strategy to cultivate Seven ’til
Midnight’s presence as a fashion-forward
lifestyle brand. During festival season, Lu-
ong has noticed the company’s Instagram
followers and influencers experimenting
with the versatility of wearing lingerie and
swimwear pieces as part of an outfit, provid-
ing a greater opportunity for Seven ’til Mid-
night to expand its reach.

“They style it like a little bra top or ban-
deau top and pair it with shorts or a skirt and
jeans,” she said. “The categories are much
more fluid, and customers are mixing and
matching.”

With the success of Siren, Seven ’til Mid-
night will add to its line in 2019. The compa-

ny will add designs for plus-size customers
and accessories such as cover-ups, allowing
more women to enjoy these edgier swim-
wear designs that include lingerie-inspired
looks with perforations, strappy details and
lace overlays.

The El Monte, Calif.—based company
manufactures its swimwear in Colombia and
Mexico, using polyester and elastane for its
inaugural swim collection. Comprising 12
pieces, wholesale pricing for Siren by Seven
’til Midnight ranges from $4 to $25. The col-
lection is available at select specialty retail-
ers and at www.seventilmidnight.com.

—Dorothy Crouch

Ookioh: Fun and Sustainable

Vivek Agarwal joined a swimwear club
he wishes weren’t so exclusive.

He makes sustainable swimwear, as
seen in his Los Angeles—headquartered line
called Ookioh. The brand uses Carvico, an
Italian fabric that has a swimwear-like feel
but is made from polyamide.

The fabric is made from fishing nets,
fluff from rugs and scraps generated from
the production of nylon—items that would
end up polluting oceans or clogging up
landfills. Carvico said the fabric is resistant
to sun creams, oils and chlorine.

Agarwal believes that interest in sustain-
able swim labels is growing but not enough
swimwear brands are paying attention to it.
He also doesn’t believe that the category is
the sole domain of rich hippies.

“There is a misconception that sustain-
able brands are expensive,” Agarwal said. “It
is marketed as high end, which gives it lim-
ited access. But it defeats the whole purpose.
The more people use sustainable brands, the

Y

more it will be made affordable.” With more
access to sustainable clothing, the more av-
enues people will have to become good en-
vironmental citizens, he added.

The swim line also is supposed to be
about fun. The brand’s name is inspired by
the Japanese art movement that made paint-

ings and art pieces of geishas, kabuki ac-
tors and people having fun.

For its design, Ookioh took inspiration
from the sizzle of the early-1990s super-
model scene. For its colorways, it took
inspiration from Benetton, which used
bright colors and was very popular in the
early 1990s. “You want something fun but
not bold. You don’t want an ‘in-your-face
color,”” Agarwal said of the brand’s sensi-
bility.

The brand was introduced in March. The
inaugural line comprises six tops, five bot-
toms and a one-piece. Retail price points
range from $49 for a bottom to $98 for a
one-piece suit.—Andrew Asch



NEW SWIM RESOURCES

Nayali Challenges Swimwear’s

Accessibility Issue

As an active woman who has a larger bust
size, Shilpa Rajpara’s mission was to create
swim styles for women who need supportive,
attractive designs. Reflecting on her career
spanning 14 years, she remembers trying to
introduce designs that would make women
more comfortable in swimwear.

“There were such limited
choices for me. I tried to push
designs for larger-busted wom-
en, and they [the brands] weren’t
quite ready. It wasn’t the direc-
tion they were going, or we
might have only one option to fit
these women,” she recalled.

The Nayali designer and chief
executive focuses on creating
pieces that accommodate a bust
that measures from a D cup to a
G cup. Due to her own challenge

nylon yarns with a different percentage of
spandex to give more support to the breasts.”

Many swimwear companies try to accom-
modate this segment of the market by relying
only on too much spandex or adding under-
wires to cups—both of which lead to other is-
sues, such as inadequate support
and painful wires poking skin.

“We are using a new tech-
nology with our elastics part-
ner. They make a lot of elastic
and components for all the big
brands,” she said. “We are doing
something a little bit different
using no wire but another mate-
rial instead.”

Moving forward, Nayali’s
mission will become more fo-
cused on its core collection of
tops. In addition to ensuring that

of finding swimwear that fits,
Rajpara test-wears Nayali designs
to ensure maximum comfort.

“I travel a lot and try to add
in an inspiration trip and a test-
ing trip,” she said. “I took [my
swimwear] to Iceland and wore
it during an underwater dry-suit
dive in Iceland.”

For her swimsuits, Rajpara is
now using custom-designed, an-
tibacterial fabrics sourced from
Taiwan. She is creating pieces
that promote convenience for an
active lifestyle but also reduce
water consumption that is often necessary to
wash activewear in order to keep pieces fresh.

“We’re moving to a new fabric that has
been in development for the last 2V2 years,”
she revealed. “It has an amazing hand feel,
more compression and it uses anti-bacterial,

these designs accommodate a
woman’s body, Rajpara wants
to give customers more op-
tions. These swimwear tops are
now made to easily match with
bottoms from other swimwear
manufacturers, creating a retail
environment of “in addition to,”
not “instead of.”

“We picked some neutral col-
ors for our core that can mix and
match with a lot of other brands,”
she said. “Giving customers a
mix-and-match, neutral option is
an additional selling point.”

Wholesale pricing for the brand ranges
from $30 to $70. By September 2018, Nay-
ali will have new retail partners, as the line
has only been available via e-commerce at
nayali.la and through Amazon.com.
—Dorothy Crouch

Mary Jane Swim: Making a Statement

Through Swimwear

After moving to New
York from Stockton, Ca-
lif., Diane Walker stud-
ied design at the Pratt
Institute in Brooklyn. A
15-year career in creating
private-label designs for
brands gave Walker a solid
foundation for launching
the swim and activewear
company Sweenie Manu-
facturing Corp. with Sta-
cey Demar, a membership
director at the Chelsea
Piers Sports Center.

Now, after meeting 11
years ago, the New York—based duo is ready
to launch a brand of swimwear that is re-
flective of how the women view wellness.
In addition to designing their own line of
quality bathing suits, Walker and Demar are
attempting to destigmatize how consumers
view marijuana plants and promoting can-
nabis-based products as wellness solutions.

Once it launches in July 2018, the Mary
Jane Swim capsule collection will showcase
the plants through chic designs, such as a long-
sleeved racerback swimsuit perfect for board
sports and a traditional triangle-top bikini with
cheeky bottom.

“We’re just trying to help change the per-
ception of it and make it more mainstream,’
Walker said. “I wanted to make it subtler and
not in your face, through prints that were beau-
tiful and they don’t necessarily read as a mari-
juana plant.”

Not only are Demar and
Walker creating swimwear
designed to change the per-
ception of the marijuana
plant in fashion, the two
athletes are also support-
ing Athletes for Care. The
organization promotes can-
nabidiol wellness products
as alternatives to addictive
opioids.

“They [Athletes for
Care] are trying to push the
legalization of cannabis as
an alternative to opioids for
wellness and recovery in
healing, especially in the major sports leagues
that have an opioid epidemic—the National
Hockey League, National Football League
and Major League Baseball,” Demar ex-
plained.

Mary Jane Swim offers a women’s line that
is manufactured in Colombia, where pieces
are made using nylon, Lycra and Tencel.
Men’s swim trunks and boardshorts comprise
a 100 percent poly quick-dry woven fabric and
are made in Guatemala. For future collections,
Walker and Demar are open to exploring the
use of hemp-based fabrics for new items such
as beach bags.

Wholesale pricing for the line ranges from
$22 for women’s tops and bottoms to $57 for
one-piece styles. The men’s line wholesales
for $32 to $33.75. Additional information
about Mary Jane Swim can be found at www.
maryjane-swim.com.—D.C.

ADVERTISEMENT

A Day at the Races

Put a bugle to your lips and herald
White Oak Commercial Finance’s 5th
annual “Day At The Races.”

On a lovely Friday, June 22, 70 lucky
invitees and WOCF personnel gathered
at the Directors’ Room in Santa Anita
Park. The adjacent dining terrace opens
to an amazing view that sweeps from the
San Gabriel Mountains to the beautifully
landscaped racetrack.

Needless to say, the setting,
combined with an opulent food spread,
was appreciated by bankers, CPAs,
attorneys, and other business associates
of WOCF —the professionals involved
in finance, lending, and other services
crucial to the apparel and textile industry.
And so, there was much conviviality
and conversation. Everyone took the
opportunity to network and catch up
with colleagues and simply have a good
time.

Attend-
ees from
the Bank
Leumi
group were
all in con-
cert that
the gather-
ing was all
about en-
joying the
weather,
the people,
and build-
ing partnerships and relationships in a
nice setting—and looking forward to
continuing to build a great relationship
with White Oak Commercial Finance.

The interior of the Director’s Room
is old-school, wood-paneled grandeur.
The walls are decorated with murals and
paintings of —bugle call, please —horses
and riders bedecked in even greater
grandeur.

Attendees navigated between the
Directors’ Room, where the buffet was
set up, and long, elegantly set tables
on the dining terrace. And the food:
Dungeness crab cakes, grilled pawns
and veggies, beef tenderloin, and
spinach ravioli. Also on hand, a variety
of cold cuts, salads, and desserts. No

Haze Wak
Financial

Elisa Trevezio, Office Manager, White Oak
Commerical Finance

one left hungry. A broadcast of the
Switzerland vs. Serbia soccer match
drew a crowd as well.

“It's a great way to say thank you
for all the professionals in this industry
who support us,” said Robert Grbic,
President of White Oak Commercial
Finance, “and to get reacquainted with
a lot of people we don’t see as often as
we’d like to. And, it is an opportunity for
our guests to interface with each other.
So from that point of view it’'s becoming

Clark, Regional Manager, White Oak
Commerical Finance

an event that our people look forward
to once a year. Our only downside is we
always hope the horses race and our
friends make some money!”

To that end, WOCF enjoined veteran
Santa Anita handicapper George Ortuzar
to also attend. He guided guests on
betting intricacies, how to place a pick,
and learn “what’s an Exacta exactly?”
Race #4 was officially named the “White
Oak” race, and hopefully lucky bets were
placed.

Joe Foster of the KF Professional
Group, CPAs, grew up in Ireland
around horses and greatly appreciated
an “iconic” track like Santa Anita. His
colleague Norman Ko added, “The

e .
Michal Miron, Daniel D. Allen, Elsa Burton,
Bank Leumi

racetrack is great for networking, with
nice food, crowd, and entertainment.”
Nick Susnjar, Vice President,
Comerica Bank, loves that the event
is “during
the day, and
relaxing,
brings good
referral
sources, and
is lots of fun.”
Mingling,
betting,
thundering
hooves, great
food, a lively
vibe, cama-
raderie—the
5th Annual
Day At The
Races hosted
by White Oak
Commercial Finance was a total win for
everyone.

Matthew Piccolo, Account
Executive, White Oak
Commerical Finance

WHITE OA

COMMERCIAL FINAMNCE

gclark@whiteoakcf.com
www.whiteoaksf.com
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NEW SWIM RESOURCES

Avec Les Filles:
Diving Into Swim

With fringe and lace, Joyce Azria plans
to bring French flair to her new California
swim line.

Her brand, Avec Les Filles, started busi-
ness as an apparel line in 2016 and sold at a
range of retailers from Macy’s to Revolve.
In the past 18 months, the brand added cat-
egories including footwear and accessories.

Now, on July 14, Avec Les Filles is intro- .. f}ﬂ - 3
ducing its first swim line at the SwimShow v
in Miami Beach, Fla., Azria said.

“We come with Parisian roots, South of 0
France wanderlust and California cool,” she |
said, adding that Avec Les Filles’ swim line -
will not be throwaway fashion.

The brand aims to find a sweet spot be- |
tween fashion, fit and functionality. “It takes {
more than having a great idea. It is not about |
trends. Swimsuits have to be functional and
last vacation after vacation,” Azria said.

Avec Les Filles’ looks include patterns f
that Azria called Parisian striping. Also seen
on the line’s swimwear are lace-like mesh,
ruffles and crochets that look like lace doi-
lies. California inspirations include denim
indigo colors on some pieces and some tie-dye prints.

Avec Les Filles also finds inspiration in American fits. The line provides
more coverage than some French swimwear, but it didn’t ignore the need to be
alluring. For example, Azria said her team worked on silhouettes that would
make the wearer’s legs seem longer.

There are 50 swim styles in the inaugural collection as well as six cover-ups
and accessories.

Retail price points range from $58 to $88 for tops and bottoms. One-pieces
range from $108 to $158.

This is not Azria’s first dip into the swimwear world. Her first professional
design project was designing some swim pieces for BCBGMaxAzria, the com-
pany founded by her father, Max Azria.—Andrew Asch

We Are HAH: Looking for Sexy in Sustainable

After 13 years of helming lingerie and swim de-
partments for brands such as Victoria’s Secret and
Guess, Sharleen Ernster wanted to make her own
design statement.

That statement was to make “naturally fitting”
garments, or swimwear that didn’t rely on padding
to give shape. It was also to make swimwear out of
sustainable fabrics and deliver them in a sustainable
way, even if it meant
using materials and
supply-chain methods
that cost more.

Her label’s name
is We Are HAH. The
HAH is an acronym,
which means that sus-
tainable fashions are
“Hot As Hell.” The
acronym also is meant
to read like laughter
and stands for mock-
ing doubts about an
independent venture,
she said.

“When the brand
came to life three
years ago, people
thought I was crazy,” Ernster said. “Why are you
bothering with sustainable clothing?”

Ernster said that she doesn’t get the same ques-
tions now as when she started HAH in 2014 be-
cause interest in sustainable clothing is growing.
But there are still concerns about the cost.

For example, she didn’t want her brand to con-
tribute to filling up garbage dumps with waste from
single-use plastic bags and decorative packaging.

As an alternative, she uses reusable plastic bags
costing $1.50 a bag made out of recycled materi-
als rather than traditional plastic bags, which cost
pennies.

The added costs and experimenting with new
fabrics might give heart palpitations to others. “I've
been waiting years to use these fabrics. Now [ don’t
have to ask anyone to use them except myself,” she
noted. “Every business owner should be thinking
about their footprint.”

Her line’s swimwear styles attempt to be natural
and sexy. “Our swimwear is unique. We carry what
we call naturally
fitting product.
There’s no pad-
ding,” she said, ex-
plaining it is for the
woman who isn’t
looking for push-
up tops or to con-
tort their bodies.

Retail price
points range from
$88 for a bottom
to $300 for a one-
piece suit. Looks
include a DIY, or
Do It Yourself, top
that can be styled
in more than eight
ways. There is also
the GHAHdess one-piece, inspired by classical
Greek draping. It features straps in back and covers
the front like a gown with a deep, plunging V-neck.

The designer uses fabrics that include EFL, a
sustainable fabric made out of a base element of
corn sugar. Ernster said the fabric feels like Italian
nylon but is strong enough to be resistant to chlo-
rine. It also is strong enough to hold up to digital
printing. HAH digitally prints floral designs on
some of its swimwear.

The brand is sold at Planet Blue and SwimSpot
and is also available on its direct-to-consumer site
at www.wearehah.com.—A.A.
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Resource Guide
SWIM RESOURCES

Art Hearts Fashion

https://artheartsfashion.com

Products and Services: Welcome to Art Hearts Miami Swim, taking
place at Faena Forum in Miami Beach July 12-16. Art Hearts Fashion
is a leading platform for designers and artists to showcase their
collections in a contemporary fashion week setting. Their events
have been held coast to coast as a national platform for designers to
showcase in New York, Miami, Los Angeles, and beyond. Founded in
2011, AHF has grown to become a top platform in the art and fashion
community.

Liberty Fashion & Lifestyle Fairs

628 Broadway, Suite 404

New York, NY 10012

(212) 473-4523

info@libertyfairs.com

http://libertyfairs.com

Products and Services: Liberty Fairs presents Paraiso, created by the
marketing team behind Cabana. Paraiso is a multi-day festival taking
over the Collins Park area of South Beach that will present immersive
brand activations, dynamic events for influencers and VIPs as well as
consumers and each night will have an exclusive headlining music
performance. Falling two days before the opening of Cabana, book your
tickets to arrive early and be a part of the adventure. Paraiso opens
its doors in South Beach, the premier destination for resort, swim, and
fashion industries. A multi-day fashion fair, Paraiso presents ground-
breaking events in four categories: Style, Vitalize, Taste and Revel.

Swim Collective

www.swimcollective.com

Products and Services: Swim Collective is debuting Beach at Swim
Collective at its Aug. 1-2 show in Anaheim, Calif. Beach at Swim
Collective will offer a curated assemblage of apparel and accessories
selected to complement the show’s current swim offering and enhance
the buying options for retailers. The new category will be centrally
located within Swim Collective, in the center of the show. Swim
Collective once again will be co-located with Active Collective, add-
ing even more options for buyers. The juried collection of brands will
include higher-end resort wear, cover-ups and sun-protection apparel
as well as unique towels, hats, footwear and other accessories. The
new category is attracting top brands including Koy Resort, Reef, Sea
Star, Jordan Taylor, Peter Grimm, Skova and Coolibar; all who'll be
exhibiting in August. To learn more about Beach at Swim Collective,
visit our website.

FINANCE RESOURCES

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.

Hana Financial, Inc.

1000 Wilshire Blvd., 20th FI.

Los Angeles, CA 90017

(213) 977-7244

Fax: (213) 228-5555

www.hanafinancial.com

Contact: Kevin Yoon

kevin.yoon@hanafinancial.com

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

Merchant Factors Corp.

800 S. Figueroa St., Suite 730

Los Angeles, CA 90017

(213) 347-0101

Fax: (213) 347-0202

www.merchantfactors.com

Products and Services: Merchant Factors Corp., located near the
garment center in downtown LA, offers non-recourse factoring, asset-
based loans, inventory financing, purchase-order financing, letters of
credit, and revolving lines of credit against other tangible assets, such
as commercial real estate, trademarks, and royalty income. Our local

management team offers quick responses, hands-on personalized
service, and flexibility to meet all our clients’ needs. Established in 1985,
Merchant has become a leader in the industry, satisfying the needs of
growing businesses. Merchant services the entire United States, with
offices locally in Los Angeles, Fort Lauderdale, and New York.

Veld Mergers and Acquisitions

8721 Sunset Blvd. #103

Los Angeles, CA 90069

(310) 652-8066

contact@veldma.com

www.veldma.com

www.theveldgroup.com

Products and Services: Are you considering selling or expanding your
business? Contact the apparel industry’s premier source for mergers
and acquisitions. Veld Mergers and Acquisitions strives to help clients
realize their unique definition of success. We have an inventory of
apparel-related opportunities available as our team provides a com-
prehensive service offering aimed at supporting business owners at
nearly all stages of their company’s lifecycle. Our team has supported
thousands of clients and completed more than 1,000 transactions
since 2002. In apparel, we have sold manufacturing, distribution,
and retail. This experience, coupled with our history as founders,
owners, and operators ourselves, provides us an unparalleled practi-
cal knowledge base and real-world perspective. When we provide
mergers and acquisitions advisory services, explore capital sourcing
and deployment options, evaluate valuation drivers, or structure a
realistic exit plan, we do so knowing that our clients rely on us to help
manage what may be their largest asset and the culmination of years
of extraordinary efforts.

White Oak Commercial Finance

700 South Flower Street, Suite 2001

Los Angeles, CA 90017

Contact: Lou Sulpizio

(213) 891-1320

Fax: (213) 891-1324

www.whiteoaksf.com

Products and Services: White Oak Commercial Finance, LLC (WOCF),
formerly Capital Business Credit/Capital Factors, is a global financial
products and services company 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.

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

Visit www.apparelnews.net/classifieds www.apparelnews.net P 213-627-3737 Ext. 278, 280
to place your ad in our self-serve system F 213-623-1515

Jobs Available Johs Available Jobs Available

w IMPORT COSTING ASSISTANT
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- orders/tech pkgs/cost components for full-pkg
* % x BRAND * * GRAPHIC ARTIST development. Must be highly organized,
NFE YERE « 1O% NEFIFR Join our Art Team. Creative input for fashion detail-oriented. Possess strong data entry
APPAREL BOTTOMS COMPANY SEEKING tops & screened t-shirts. High volume prints, and follow up skills. Prod/Costing exp, helpful.
INDIVIDUALS TO FILL THE FOLLOWING textiles, screens. lllustrator/Photoshop/Ned- Muttilingual Eng/Mandarin/Vietnamese a plus!
POSITION. INCREDIBLE OPPORTUNITY Graphics/Kaledo savvy. Self-initiative & team Great benefits!
FOR THE RIGHT INDIVIDUALS. effort critical. Shop retail. Highly organized, Send res. to: trankin@selfesteemclothing.com
SENIOR SHIPPING CLERK results-driven. Clearly communicate creative
A terrific opening for an experienced person to ideas. Send PORTFOLIO with resume to: PRODUCTION ARTIST
help manage shipping point trankin@selfesteemclothing.com JRs Fashion Tops. Recolor/Revise/Resize Art-
* Must be computer literate and have knowl- work/Prints using lllustrator/Photoshop. Place-
edge working with ERP & WMS systems as well - B ment of screens on final patterns. Review Art-
as experience with EDI & EXCEL Business Opportunity work/Prints Pitch Sheets & screened Blocks for
* Exp. with Imports and bulk distributions to Import Tech Pkgs creation. Close communica-
major retailers . . tion with Sales, Design & Production teams to
* Knowledge of customer requirements, routing VELD MERGERS ensure accuracy of orders.
& coordination of IN/OUT trucking activity a f & ACQUISITIONS Email: trankin@selfesteemclothing.com
must . & LOS ANGELES « HOMNG KONG
e e e S Buy, Sell and Trade
fax to (323) 657-5344 ' For Sale / Merger Asking / Profit
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PAD Pattern Making System trained. JRS, GIRLS, . Steve 818-219-3002 or Fabric Merchants
MISSY fashion tops & t-shirts. Knits, wovens, * Private Label Mnf $3.5ml/$1.4 mi
cotton jersey, novelty knits, etc. Private label & * Mnf & Label $3.5 ml / $757k 323 267.0010
Branded accounts. High-volume. Workin e Hi
knowledge of IIIustratgr for sketching. ’ . :Igh [-.i-rgwthhlﬁ?m Hi E g m: :: Egg: *WE BUY ALL FABRICS AND GARMENTS
Min 4 yrs exp. Al SEaG Eﬂf_'[ ) Aam WE BUY ALL FABRICS AND GARMENTS. No lot
Email to: trankin@seffesteemdothing.com » Baja, MX Screen Print ~ $500k / $203k too small or large. Including sample room
» Kid's Sewn Gift Product $295k / TED inventories Silks, Woolens, Denim, Knits, Prints,
Solids Apparel and home furnishings fabrics.
Real Estate * MX Saw Flant wimmex 5250k / TBD We also buy ladies', men's & children's
¢ Han_dhag Label $99K / 580k garments. Contact: Michael
F OR LE ASE * Hosiery Brand (NV) $TBD STONE HARBOR (323) 277-2777
contact@veldma.com

LA FASH;?%'_?L?T';;%I Check the web for more Apparel NeWS

classified ads and information

Hyperlink your ad for best results

CLASSIFIEDS

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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July 13
Cover: Denim
Technology
Company Profile

Tags & Labels Advertorial

Bonus Distribution

AccessoriesTheShow/FAME/Moda Manhattan
7/22-24

Project NY 7/22-24

Apparel Sourcing USA 7/23-25

Texworld USA 7/23-25

Outdoor Retailer 7/23-26

CALIFORNIA

(213) 627-3737 x213
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July 20

Cover: Miami Swim Wrap
Activewear

Activewear Advertorial

Bonus Distribution
Curve NY 7/29-31

LA Fashion Market 7/30-8/1
Active Collective 8/1-2

Swim Collective 8/1-2
Atlanta Apparel 8/7-11

parelNews

Call now for special rates Terry Martinez

July 27

Cover: Swim Fashion

New Lines

Texworld Wrap

Premiere Vision Wrap

Industry Focus: Finance

Technology Industry Voices: Frictionless
Shopping

Las Vegas Resource Guide
Finance Advertorial
Technology Advertorial

Bonus Distribution
LA Fashion Market 7/30-8/1
Active Collective 8/1-2
Swim Collective 8/1-2
Coast Miami 8/5-6

Atlanta Apparel 8/7-11
OffPrice Show 8/11-14
Sourcing@MAGIC 8/12—15
Agenda LV 8/13-15

CurveNV 8/13-15

Liberty Fairs LV 8/13-15
POOL 8/13-15

Project 8/13-15

Project Women's 8/13-15

Stitch LV 8/13-15

WWDMAGIC 8/13-15

WWIN 8/13-16

i 40:
)n Robinson at
| mw World Vision- -
0ld School Values

August 3
Cover: Runway
LA Market Wrap

Fashion Advertorial

Sourcing & Fabric Special
Section with Tech+*

Bonus Distribution

OffPrice Show 8/11-14

Sourcing@MAGIC 8/12-15

Agenda LV 8/13-15

CurveNV 8/13-15

Liberty Fairs LV 8/13-15

POOL 8/13-15

Project 8/13-15

Project Women'’s 8/13-15

Stitch LV 8/13-15

WWDMAGIC 8/13-15

WWIN 8/13-16

NW Materials Show 8/15-16

Fashion Market Northern California 8/19-21
LA Swim Week

Denver Apparel & Accessory Market 8/24-27

we’re blogging

The editors and writers of
California Apparel News
are blogging at

J ApparelNews.net/news/blogs

CALIFORNIA

parelNews

Go Beyond the News
and Behind the Scenes
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We have an inventory of apparel-related
opportunities available.

1,000+ Transactions completed since 2002. In Apparel we have sold ...

Manufacturing Distribution Retail
v Advantage Bridal v LVR Athletic Leisure v BMI Eyewear v Ayumi Clothing
v Children’s Eco Clothes v Nelson Compression Wear v Girl Extraordinaire Bridal v Balboa Beachwear
v Cover Charge Contemporary Miss v Malini Lingerie v Fashionable Socks v Darlings Clothing
v Custom T-Shirt Design—Mexico v My Tikker Watches v J. Johnson & Company v Kids Only Clothing
v DIY Toys v Nomad Designs v International Swimwear v La Jolla Fashion
v Gypsy Jeans v Premium Clutch Designs v Silk Designs v Lingerie of Brentwood
v Harper Ave. Backpacks v R Heroes Work Wear v Madison Blue (chain)
v IM Sports Wear v/ Submission Jui Jitsu Gi's v 0Off Melrose Clothing
v L&M Apparel v Tat2x Shapewear v Sasha of Laguna
/ Live Well 360 Yoga Wear v Uncle Mikes Surf Wear v Trio Clothing
v Lulu Lu Petit Lingerie v Yoga Mat Organics v Vegan Chic.com

VELD MERGERS & ACQUISITIONS
8721 Sunset Blvd. #103, Los Angeles, CA 90069
contact@theveldgroup.com « 310.652.8353
www.veldma.com = www.theveldgroup.com
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Extraordinary.

#Empower!:ashion (f

KNITTING DESIGN R&D DYEING PRINTING  FINISHING

Our fabrics are for the brands of tomorrow—the ones who
define trends, insist on quality and care about origin.

 texollini

MADE IN THE USA

texollini.com

@ texolliniUS @ texollini texollini_us




TECHNOLOGY

Approaching Eco-Friendly Denim With Artisan Cloth and Lenzing

During a recent “Innovation Cel-
ebration” event at Artisan Cloth’s
downtown Los Angeles showroom,
founder Brad Alden Mowry—who
co-owns the company with his wife,
Danielle—explained that he and his
partners were interested not in sales but
showcasing their sustainability options.

“My idea was to bring not only a
handful of better suppliers but really
good people and just have a gather-
ing,” he said. “We really didn’t have
an agenda to sell. We just wanted to
share what we’re doing and come together.”

The event was co-hosted by Lenzing, the Austrian manu-
facturer of Tencel, which has been a crucial resource for eco-
conscientious apparel manufacturing. To promote transpar-
ency that will facilitate greener sourcing for designers, the
company has been sharing the stories of its partners. Over the
last two years, through its “Carved in Blue” media platform,
Lenzing Director of Global Business Development Tricia
Carey has made available the stories behind the products.

“Designers want to know what is new, but they need it in
a package that is easy for them to adopt,” she said. “They

can’t take a lot of time to do all
of it. The storytelling is there. Ev-
eryone has their own story. Each
of these mills has its own story.”

The gathering brought together
denim companies and label sup-
pliers, including Mexican denim
maker Tavex, Japanese company
Kurabo and its partner HW Tex-
tiles, and Labeltex, which special-
izes in branding and packaging.

When discussing Tavex’s
LSD, or Laser Sensitive Denim,
the company’s director of design, Tony Carnot, revealed how
using this process allows the company to choose cleaner
manufacturing that bypasses traditional processes, which can
harm the environment.

“This is all washed by laser. No wash, no water, no waste,”
he said. “It’s a special dye process that we do.”

At Kurabo, Satoshi Toyama, who serves as the company’s
apparel and fabrics trade department manager, explained the
benefits of the brand’s Aquatic fabric, which was released
in Fall 2017.

“We have a new item, Aquatic. It’s a new fabric. It’s like

a denim but broken in very well without fading,” he said.
“Aquatic is almost the same as piece dyeing.”

At Lenzing, the company adheres to a sourcing process
that promotes comfort, performance and sustainability. Cen-
tral to this effort is adhering to specific sourcing criteria,
such as focusing on resources that have natural origins—re-
newable tree supplies, minimizing the environmental impact
from chemicals on water and reducing energy use. While the
fiber might shed after customer use, it’s sourced from trees,
which means that the microfibers are biodegradable.

“Our new brand launch is “Tencel feels so right,” which we
came out with in February,” Carey explained. “We’re high-
lighting this connection to not only the softness and comfort
that you have with Tencel but also it feels so right to do the
right thing from a sustainability standpoint.”

Of the 100 million tons of fiber produced worldwide every
year, 6 percent comprises the type of manmade cellulosic material
produced by Lenzing. The company manufactures 1 million tons
of fiber annually, yet Carey wants her partners and customers to
know that while the $2 billion company might share a small por-
tion of the textile market, it wants to make a large, positive impact.

“We’re very small in the scheme of things, but we see a
high potential for growth,” she said. “A lot of it has to do
with sustainability.”—Dorothy Crouch

TEXTILES

Polartec Introduces Upgrade to Its Insulation Fabric

Call it Polartec 2.0.

Polartec, the textile company known for its synthetic
fleece, recently introduced its new Polartec Power Fill
insulation, which has been used as an alternative to wool.
Polartec said it is a fleece that provides more heat and is less
bulky than other insulation fabrics.

The new Power Fill is made from 100 percent post-con-
sumer recycled materials. It’s an upgrade from the compa-
ny’s earlier Power Fill insulation, which was made from 80
percent recycled content.

Polartec Power Fill is manufactured from proprietary hol-
low fibers, which are durable, soft and whose material reduces
environmental impact, said Gary Smith, Polartec’s chief ex-
ecutive officer. “Finding sustainable solutions is a core objec-
tive of our science of fabric. We’re proud to have ‘cracked the
code’ required to produce premium-quality insulation from
100 percent PCR materials.”

The first company to use Polartec Power Fill was Triple
Aught Design, headquartered in San Francisco. Triple Aught
used the insulation fabric in its puffy jackets for cold weather.

Other companies scheduled to use Power Fill include Ital-
ian ski-clothing label Crazy Idea, South Korean outdoor
company Blackyak, Ukrainian military uniform maker P1G-
Tac and Santa Cruz, Calif.—headquartered bicycling-wear
company Giro.

Polartec is based in Andover, Mass. In 1981, it invented
modern, synthetic fleece. Its products include lightweight
wicking and cooling fabrics that have been used in workwear,
military uniforms and the contract upholstery market.

—Andrew Asch

UK
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Contact: Martina Callegari

will be pleased to show you b
our collection, m.callegari@ \ f 1
swisstulle.ch or visit www.

swisstulle.ch

swisstulle

swisstulle Ltd. is a leading %, \}
European bobbinet and warp kni
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in Switzerland, founded in 19%2. %
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LOW MINIMUMS / STOCK PROGRAMS / IMPORTS & MADE IN THE USA

FABRIC &
TRIM SHOW

UPCOMING 2018 sHOWS

NEW YORK
JULY 17 & 18

CHICAGO
AUGUST 28 & 29

SAN FRANCISCO
NOVEMBER 27 & 28

NEW YORK ¢ SAN FRANCISCO
CHICAGO e MIAMI e DALLAS

www.dgexpo.net
info@dgexpo.net
212.804.8243
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TEXTILE TRENDS

Best of the Blooms

Country, aloha, calico, paisley and embroidered
pieces are some examples of floral textiles. Floral fabrics
have traditionally had a number of uses in fashion.

Pontex spa

Solstiss

Solstiss

FCN Textiles

A Plus Fabrics Inc.

Fabric Selectlon Inc Fabric Selection Inc. Fabric Slctionlnc. -
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CALIFORNIA
LABEL PRODUCTS

Brand Identity | Label Solutfions

www.clp.global
310.523.5800 | info@californialabel.com

WOVEN ¢ HANGTAGS * PRINTED  HEAT TRANSFERS « STICKERS
PRICE TICKETS *RFID « CARE LABELS « METAL ¢ PATCHES

®
I’'1111S
accessorices

notions

152 West Pico Blvd.
Los Angeles, CA 90015

Sales@tbacinc.com
213-747-8442

TEXTILE TRENDS

Denim Nation |§

For work or for play, denim textiles are
durable. Denim comes in many colors. It
can be embroidered or adorned with embel-
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Studio 93

lishments.

Studio 93

Orta Anadolu Orta Anadolu

Orta Anadolu

Studio 93

Orta Anadolu Orta Anadolu

Orta Anadolu Robert Kaufman Fabrics Cinergy Textiles, Inc.

Studio 93

Cinergy Textiles, Inc. Studio 93

Rooted in Wales

Tracing its history back to the 16th century, flannel was originally
made of corded wool or worsted yarn. Flannel is now made from wool,
cotton or synthetic fiber. Whether it’s a blanket, bedsheet, sleepwear or
clothing, flannel has become a staple in fashion design.
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Cinergy Textiles, Inc. Cinergy Textiles, Inc.

Cinergy Textiles, Inc.

Cinergy Textiles, Inc.

Robert Kaufman Fabrics

Cinergy Textiles, Inc. Robert Kaufman Fabrics

Cinergy Textiles, Inc.

Robert Kaufman Fabrics Robert Kaufman Fabrics
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be aufman Fabrics

Robert Kaufman Fabrics Robert Kaufman Farics Robert Kaufman Fabrics

Robert Kaufman Fabrics

RobeKaufman Fabrics

Robert Kaufman Fabrics
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TEXTILE TRENDS

Glittered
and Gold

Textile designers embel-
lish fabrics with gold and shiny
adornments, adding a richness

enhanced by light. 2 | E L\ A
Cinergy Textlles Inc Studio 93 Les Essentlels de Malhla FCN Textiles Malhia Kent
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Robert Kaufman Fabrics Cinergy Textiles, Inc. Solstiss Solstiss Spirit Lace Enterprise Spirit Lace Enterprlse

D o Tl : Crystal by
' bierrebi International
8725 NW 18th Terrace, Suite 304,
v C RY STA L Doral, FL 33172 - USA
— ph. +1 305 456 1082

THE RIGHT WAY TO CU inffo@crystal-cut.it

Innovation...tailored

Top quality, single-ply automatic
cutting for the fashion, automotive
and home textiles industries, now
available with two innovative
features, Vision and Slide Away.

\J’

__ Features include:

Vision:

Image management and pattern
matching placements (stripes & checks,
prints, etc.).

A high resolution camera captures the
fabric texture and a latest generation
software creates the best placement.

Slide Away:

Automatic unloading system to increase
the productivity. In a few seconds, it is
possible to start again the cutting process
while the operator collects the material
just cut.

Spmt Lace Enterprlse
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La Lame, Exclusive supplier of stretch fabrics

presents

An Innovative New Colleotion of Enitted & Woven Pabrics and Trims
Made in Europe, USA and Asia

Stretch & Rigid Allovers and Narrow Loces,
PVC Leather, Spacers Power Mesh,
Microfiber Knits, Metallic Tulle and Laces,
Foil, Glitter, Flock, Embossing,
Burnout Prints on: Mesh, Tricot and Velvets,
Novelty Elastic Trim: Metallic, Sheer Ruffles,
Lace, Prints and Rhinestones.

La Lame, Inc.
215 W. 40th Street 5th Floor, New York, NY 10018
Tel: 212-921-9770 Fax: 212-921-8167

Please Contact glenschneer(@lalame.com
www.lalame.com

LA ﬂ.ﬂllru

R BRANDING SOLUTIONS

PROGRESSIVE

WWW.PROGRESSIVELABEL.COM

(323)415-9770
LABEL'NC LOS ANGELES * MEXICO * HONG KONG

LABELS * HANGTAGS ¢ PATCHES * RFID * HARDWARE * LOOKBOOKS & MUCH MORE

TEXTILE TRENDS

Fashionably Fun

Novelty prints and conversational fabrics add
playfulness to fashion. Whimsical, odd and down-
right crazy prints are available in all types of fin-
ishes, piles and colors.

Kalimo

Pontex spa
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A
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Robert Kaufman Fabrics Pontex spa Robert Kaufman Fabrics
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aufman Fabrics Pontex spa Pontex spa
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Cinergy Textiles, Inc.  Hyosung/Creora Philips-Boyne Corp.
AN

b

i

Tl

Confetti Fabrics Confetti Fabrics Confetti Fabrics
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Hung/rora Fbric Selection Inc.

Fabri Slection Inc.
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Animal Kingdom

Animal prints have long been a staple for textile design-
ers. Once a symbol of wealth and status, animal prints have
been popular in the United States since the 1960s, a result of
the bohemian movement.
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Asher Fabric Concepts  Cinergy Textiles, Inc.

Texollini
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More than

SIXTY-NINE YEARS

of Superior
Products and Service
Est. 1949

OUTERWEAR
BEACHWEAR
LININGS

LOUNGEWEAR
RESORTWEAR
SHIRTS
BLOUSES

We are now carrying wide goods in
addition to our Japanese textiles!

e —— - i -

100% woven Egyptian cotton. Made in Japan. More than 3 million
yards in stock. Ask for it by name: Superba,” Corona,” Ultimo.®
Low minimums. Special orders welcome.

Stocked in NYC for U.S.-based manufacturers

Tel. (631) 755-1230
Fax. (631) 755-1259
PHILIPSBOYNE.COM
SALES@PHILIPSBOYNE.COM

BOYNE®

CORPORATION




3A Products of America

A SYMEBOL OF CAIALITY SERVING YOU SINCE 1975

1006 S. San Pedro St. Los Angeles, CA 90015
Ph: (213) 749-0103  Fax: (213) 748-6447

www.usda.com www.myda.com  3a@us3a.com
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Label, Thread, Elastic, Zipper & Accessories

Product Sourcing Service: direct from factory to meet your needs
*Apparel & Accessories  *Home Textiles & Fabrics

*Leather Goods & Accessories *Shoes & Accessories  *Medical Wear
*Pet Wear & Accessories  “Jewelry “Housewares & Accessories
*Hardware & Electronics *Uphostery & Accessories

*Other Products Available... “Promote Your Products to China Markel Too

Send Us a Sample to Cut Your Cost! Custom Make Available!

TEXTILE

ORGANICALLY GROWN, LOCALLY DYED, PRINTED AND FINISHED IN CALIFORNIA

Telephone: (323) 890-1110 / Fax: (323) 890-1180
www.greenetextile.com

Email: Greenetextile@sbcglobal.net
Contact: Ira Bashist
Stock

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

¢ 100% Cotton

e Cotton/ Modal

e Tri- Blend

¢ Poly/ Cotton Rayon/ Spandex
e Cotton/ Spandex

e Wet/ Pigment Prints

e Jersey

¢ Fleece

e French Terry

e Thermal

¢ Interlock

e Double Knits/ Single Knits

MADE IN USA

STUDIO 93,LLC

Regular & Deadstock
Wholesale Fabric Supplier

End to End Apparel
Manufacturing Services

Wide range of fabrication
and colors to choose from!

Affordable prices and flexible
quantities!

% 213-277-9988 @www.studio%.info P4 appointment@studio93.info

Textile Resource Guide

3A Products of America

1006 S. San Pedro St.

Los Angeles, CA 90015

(213) 749-0103

www.us3a.com

Contact: Wayne Jung

Products and Services: 3A Products of America is a symbol of
quality, serving you since 1975. Send your samples to us. We will
help you save money. Custom orders to meet your needs: snaps,
knitted elastic, zippers, webbing, buckles, and buttons with your logo.
We offer threads, labels, accessories, interlining, display equipment,
fabric and product sourcing, website design, printing, and promotional
items. Fast services are our first priority.

Antex Knitting Mills

div. of Matchmaster Dyeing &

LI ] (]
Finishing Inc.
3750 S. Broadway Place
Los Angeles, CA 90007
(323) 232-2061
Fax: (323) 233-7751
annat@antexknitting.com
Contact: Bill or Anna Tenenblatt
Products and Services: Antex Knitting Mills, a privately owned verti-
cal knitting, dyeing, and printing company in Los Angeles, announces
capability of providing full-package garments produced in California
or Central America to meet your varied needs. Antex's product line
includes Antex Premier Performance, a line of high-performance,
technical fabrics with moisture management, anti-microbial, stain
resistant, or UV finishes; and Matchmaster Prints by Antex California,
offering design and development of custom prints. Please contact
sales @antexknitting.com.

hierrebi International

8725 NW 18th Terrace, Suite 304

Doral, FL 33172

(305) 456-1082

Fax: (786) 454-4962

info@bierrebiusa.com

www.bierrebi.com

www.crystal-cut.it

Products and Services: bierrebi is the premier partner for the
automated cutting of fabric for the garment and apparel industries. It
designs and manufactures automatic machines that increase manu-
facturing efficiencies and reduce raw material waste while improving
product quality and consistency. The company has been operating
globally for more than 50 years. Crystal® is the latest breakthrough
in automatic single-ply cutting for high end, prototyping, samples,
and small lots. It cares for the environment, with its low power con-
sumption, as it does not require suction for fabric retention. Thanks
to an innovative double-blade system, it cuts using pressure without
damaging the fibers. Crystal enables quick, high-quality cutting,
integrating perfectly with an efficient production line. Contact us for a
complimentary consultation.

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
highest standard of excellence in our industry. Above all, we value
quality, consistency and creating solutions that work for you. Check
our website for a full product list or call or email us.

Design Knit Inc.

1636 Staunton Ave.

Los Angeles, CA 90021

(213) 742-1234

Fax: (213) 748-7110

www.designknit.com

shalat@designknit.com

Contact: Shala Tabassi

Products and Services: Design Knit, Inc. is a knit-to-order mill
based in Los Angeles specializing in the development and production
of high-quality, sheer to heavyweight knits for the designer and con-
temporary markets. They will be featuring new innovations including,
but not limited to: cashmere, cotton, linen, silk, wool, rayon and Modal
blends. ProModa, Tencel, MircoTencel, Supima blends including our
luxe collection. Denim-inspired knits. Cut-and-sew sweater knits.
Fashion-forward activewear/athleisure collection.

DG Expo Fabric & Trim Show

www.dgexpo.net
Products and Services: DG Expo Fabric & Trim Show is a two-
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day show featuring American and European companies with low
minimums and many with in-stock programs. DG Expo focuses on the
needs of designers, manufacturers (producing apparel, accessories,
home furnishings, and other sewn products), plus private-label retail-
ers, fabric stores, and event/party planners. In conjunction with our
trade shows, we also offer a series of seminars focused on business
growth. Upcoming shows are July 17-18 in New York, Aug. 28-29
in Chicago and Nov. 27-28 in San Francisco. Visit our website for
details and to register.

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

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 pric-
ing to meet all budgets. With extensive relationships with factories
throughout 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 yars 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!

La Lame

www.lalame.com

Products and Services: We at La Lame have captured the attention
of a fabulous Italian digital printer and source for very exclusive prints
and “FOIL” solids for use in swimwear, sportswear, dresses, and
intimate loungewear. Our “Beat Goes On” is the French assortment of
woven/stretch. This collection is unique in its attraction of yarn-dye
fabrics that apply to many apparel lines. Also, we are proud to claim
our post-surgical fabrics with great compression and recovery are
performing very well with leading medical garments, some with cop-
per yarn that enhances their performance. We are now linked with a
major knitting and finishing company in the domestic USA that is the
source for all apparel companies that must have a MADE IN THE USA
label. We also supply beautiful lace fabrics from the finest mills in
Europe. Visit the new La Lame showrooms at 215 W. 40th St. by call-
ing Glen Schneer, Adrian Castens, or Joel Goldfarb at (212) 921 9770.

ofe
Philips-Boyne Corp.
135 Rome St.
Farmingdale, NY 11735
(631) 755-1230
Fax: (631) 755-1259
www.philipsboyne.com
sales@philipsboyne.com
Products and Services: Philips-Boyne Corp. offers high-quality shirt-
ings and fabric. The majority of the line consists of long-staple Egyptian
cotton that is woven and finished in Japan. Styles range from classic
stripes, checks, and solids to novelties, Oxfords, dobbies, voiles,
Swiss dots, seersuckers, ginghams, flannels, and more. Exclusive
broadcloth qualities: Ultimo, Corona, and Superba. Knowledgeable
customer-service team, immediate shipping, and highest-quality tex-
tiles. Philips-Boyne serves everyone from at-home sewers and custom
shirt-makers to couture designers and branded corporations.

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 production. 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.

swisstulle

Contact: Martina Callegari, Sales Director

+41(0) 71969 32 32

Fax. +41(0) 71 969 32 33

m.callegari@swisstulle.ch

swisstulle.ch

Products and Services: Founded in 1912. We are one of the lead-
ing warp knit Tulle and Bobbinet Tulle manufacturers, producing in
Switzerland and England. Our expertise is rigid and elastic warp knits
for fashion categories such as bridal, haute couture, and lingerie as
well as the embroidery markets, including technical applications that
excel in performance and quality. We have the latest machinery with
a staff that guarantees quality standards. We cover the whole range
of widths with special focus on large widths, resulting in exclusive
wide seamless fabrics. Integrated dyeing and finishing is an essential
part of our quality and service strategy. swisstullle has just developed
the world’s thinnest tulle, made of delicate fabric, so thin that from a
distance it can be made to look like it's not a fabric at all, just a layer
of color! Reach out and let us work with you on your next collection.

Texollini

2575 El Presidio St.

Long Beach, CA 90810

(310) 537-3400

www.texollini.com

Products and Services: Capabilities that inspire. For 30 years, we
have manufactured our collection of more than 5,000 European-
quality fabrics in our Los Angeles—based facility. We offer faster
deliveries, superior quality control, and vertically-integrated services
(including circular knitting, design, R&D, dyeing, printing, and finish-
ing) for all major fashion categories. Contact us now to find out how
we can help you #EmpowerFashion.

The Button/Accessory Connection
152 West Pico Blvd.

Los Angeles, CA 90015

(213) 747-8442

(877) 747-8442 (Outside California)

www.thacinc.com

Products and Services: th/ac inc has proudly supplied a wide variety
of branded (and non-branded) trims and accessories to premium
fashion brands for 30 years. Our growth in products, services, and
resources has scaled with the success and necessary demands of
our customers. Today, th/ac is an established full package manu-
facturer operating cut-and-sew garment programs at our downtown
Los Angeles facility. Designing, developing, and producing unmatched
quality trims and garments, all in one house. Trim collections—but-
tons, hardwares, zippers, hang tags, labels, patches, laces, and much
more. Garment Services—cut and sew, private label, development
(pattern, sampling, grading, etc.), and design consultation.

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 Textile Resource
Guide.

TEXTILE TRENDS DIRECTORY

A Plus Fabrics Inc., (213) 746-1100,
www.aplusfabricsusa.com

Asher Fabric Concepts, (323) 268-1218,
www.asherconcepts.com

Cinergy Textiles, Inc., (213) 748-4400,
www.cinergytextiles.com

Confetti Fabrics, (323) 376-0625,
www.Jminternationalgroup.com

Fabric Selection Inc., (213) 747-6297,
www.fabricselection.com

FCN Textiles, (323) 376-0625,
www.Jminternationalgroup.com

Greene Textile, (323) 890-1110,
www.greenetextile.com

Hyosung/Creora, (908) 510-5035,
www.creora.com

Kalimo, (213) 628-9353,
www.kalimo.com.br

Les Essentiels de Malhia, (323) 376-0625,
www.Jminternationalgroup.com

Malhia Kent, (323) 376-0625,
www.Jminternationalgroup.com

Orta Anadolu, +90-212-345-3200,
www.ortaanadolu.com

Philips-Boyne Corporation, (631) 755-1230,
www.philipsboyne.com

Pontex spa, +39-059-35-62-52,
www.pontexspa.it

Robert Kaufman Fabrics, (800) 877-2066,
www.robertkaufman.com

Solstiss, (213) 688-9797, www.soltiss.com

Spirit Lace Enterprise, (213) 689-1999,
www.spiritlace.com

Studio 93, (213) 322-4583,
www.studio93.info

Texollini, (310) 537-3400,
www.texollini.com

Tiss et Teint, (323) 376-0625,
www.Jminternationalgroup.com
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FABRIC SELECTION INC.

Leading textile wholesale company with outstanding
sales and service expertise for over 25 years

1S
\”d

Visit us at
Texworld USA
Jacob K. Javits

Convention Center

Booth #021

New York

July 23-25, 2018

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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