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Work Scheduled to Begin
on Former Fred Segal
Site in Santa Monica

By Andrew Asch Retail Editor

After a four-year wait, the former Fred Segal retail com-
pound in Santa Monica, Calif., will see construction start
in August to transform the former shopping hot spot into a
seven-story residential building with commercial space.

It’s all part of downtown Santa Monica’s changing retail
map, where one of the Los Angeles area’s few pedestrian-
oriented shopping districts is located.

The high-rise, mixed-use development at 500 Broadway,
where Fred Segal opened an outpost in 1985, has a tentative
debut date of 2020, said Jay Luchs, the vice chairman for
Newmark Knight Frank, who is handling leasing for the
new space.

=> Fred Segal page 4

How Healthy Is the

Retail Industry and
What Lies Ahead?

By Deborah Belgum Executive Editor

Last year seemed to be a banner year for store closings,
with some calculating that some 7,000 retail doors slammed
shut in the United States as major companies filed for bank-
ruptcy or downsized their footprint.

With the economy marching steadfastly forward, consum-
ers are confident again and cranking up their spending, as seen
with June retail sales increasing 4.2 percent over last year.
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Poshmark’s Launch of Posh Markets Expands Its E-Commerce Offerings

Poshmark, the social marketplace where
people in the United States can buy and sell
clothing, announced the launch of its new Posh
Markets feature, which has added on refined
shopping communities within the platform.

By launching six unique shopping expe-
riences—women’s, men’s, kids’, boutiques,
plus-size offerings and luxury—Poshmark is
helping to guide its tens of millions of mem-
bers toward specific apparel listings offered
by the platform’s “Seller Stylists,” who cur-
rently number more than 4 million.

“The number of available listings at any
given point in time recently crossed 75 million.
As we keep scaling, by next year we expect the
number to be hundreds of millions of listings,”
said Poshmark founder and Chief Executive
Officer Manish Chandra, whose company is
headquartered in Redwood City, Calif.

With this inventory growth, Poshmark
has also grown with the types of products its
shoppers are demanding. Also, the opportuni-
ties have increased to sell a greater variety of
goods through different “Seller Stylists.”

“We’ve been broadening our platform
to take it away from just women’s resale to
women’s retail and boutiques, men’s, kids’
and, also, plus sizes and other specific com-
munities that exist within the Poshmark plat-
form,” Chandra said.

With its foundation as a social market-
place, 80 percent to 90 percent of Poshmark’s
traffic originates through its mobile applica-
tion. Its members often spend approximately
25 minutes each day looking through the
various offerings on the platform, which they
open seven to nine times and can result in one
of the Poshmark sales made every second.

During their search for specific apparel,
members often want to weed out any prod-
ucts that aren’t tailored to their needs or style

preferences. The launch of Posh Markets was
part of the natural evolution for Poshmark’s
technology, as Chandra explained the shop-
ping ease these six new markets provide.

“What Posh Markets do is really create an
alternative experience,” he said. “[It’s] super
innovative, based on technology that behaves
as if you had multiple apps on your phone,
each of them focused on that community,
except you don’t have multiple apps on the
phone. You have a single app on Poshmark and
you can switch between these apps by switch-
ing between Posh Markets.”

With current figures showing Poshmark’s
“Seller Stylists” uploading $100 million in
inventory every week and sharing 14 million
items each day through the traditional plat-
form, the site is now positioned to grow each
of Posh Market’s communities individually.

“When you engage with the platform,
there is an overarching ‘All’ category, which
takes all of the inventory that you have, which
is exactly the same as the core experience,”
Chandra said. “When you go to any of the
specific Posh Markets, it focuses on a specific
inventory and experience.”

Once a shopper chooses a certain Posh
Market and moves through the platform to
an individual closet of a Poshmark “Seller
Stylist” or one of the platform’s parties,
which are held four times each day—such
as its recent Sunday Funday party—only
products relevant to the chosen market will
appear. Considering how this new technol-
ogy will change social commerce, there is
potential to transform how consumers shop
throughout the year for specific seasons and
events.

“We can launch temporal markets,” Chan-
dra said. “You could see us creating a Posh
Market around Coachella, which is primar-

YOUR LENDER OF CHOICE

%
s

.. s W ! -Im

Louis Sulpizio 213.226.5288

WHITE OAK

COMMERCIAL FINANCE

- Asset-Based Lending
- Factoring

- Inventory Financing

- Term Loans

- Supply Chain Finance

| Gino Clark 213.226.5350

www.whiteoaksf.com

LOS ANGELES | NEW YORK | SAN FRANCISCO | CHARLOTTE
FORT LAUDERDALE | HONG KONG | SHANGHAI

2 CALIFORNIA APPAREL NEWS JULY 27-AUGUST 2, 2018

APPARELNEWS.NET

ily the boho style, and
that market maybe lasts
for a month and we take
it down. These become
huge immersive apps
without having to launch
anew app. They are pack-
aged up and appear within
the app, so you can switch
to these more immersive
experiences.”

Prior to the July 24
launch of Posh Markets,
the system was tested
with the help of select
“Seller Stylists” and
members. While Chandra
notes a consistent positive
impact across the six Posh
Markets, a few of the pre-
viously underserved cat-
egories reported a surge in
traffic.

“We saw the men’s, boutiques and luxury
had a huge impact,” he said. “Part of that is
that those things were not being highlighted,
whereas women'’s, kids’ and plus sizes were
already being highlighted in the core market.
So what you see is that those things saw a

JEN KAY

Manish Chandra, founder and CEO,
Poshmark

boost.”

Looking toward the
future of Posh Markets,
Chandra sees the po-
tential to also transcend
geographic boundaries
through building regional
markets, such as those that
would serve members in
Canada or Australia. Re-
flecting on Poshmark’s
evolution over the course
of the seven years since
it was founded in 2011,
Chandra notes the poten-
tial for Posh Markets to
afford access to different
groups that have not been
fully represented through
e-commerce.

“What we are really
doing here is giving the
ability for any commu-
nity to dynamically come together and form
a Posh Market and for us to highlight it,” he
said. “This gives us the ability to tackle com-
munities that exist who may not have a large-
scale platform and we can give them a way to
connect and shop.”—Dorothy Crouch

ThirdLove Opens New Center
for a Competitive Edge

ThirdLove, the e-commerce lingerie la-
bel based in San Francisco, officially opened
a 10,000-square-foot facility in Chico, Ca-
lif., about 90 minutes north of Sacramento,
with the option to expand to 17,000 square
feet.

The building, which is the workplace for
150 “Fit Stylists,” is painted a blush pink
and has an added fun perk—a custom slide
where people can glide from the building’s
first level to the ground level.

ThirdLove’s “Fit Stylists” basically serve
as the company’s customer-service staff,
said David Spector, the company’s co-
founder and co-chief executive officer, who
expects there will be 300 “Fit Stylists” by
the end of this year.

Through email, text, online chat and

Chico is the headquarters of Sierra Ne-
vada Brewing Co. and the home to Cali-
fornia State University, Chico, but Spector
said it remains off the radar for many major
companies. “We wanted a city we could sub-
stantially invest in when building a world-
class office, above and beyond any other in
California, and in a location that has a hard-
working, humble and educated workforce,”
he said.

The ThirdLove facility is located near the
Chico Municipal Airport, which is conve-
nient for ThirdLove executives who often fly
in from San Francisco for the day.

ThirdLove started business in 2013 with
five employees. Spector started the busi-
ness with his wife, Heidi Zak. Her résumé
includes a gig as a senior marketing manager
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NEW: David Spector and Heidi Zak at a ribbon cutting for ThirdLove office in Chico, Calif. Photo

courtesy of ThirdLove

phone, they handle questions on sizing, fit,
returns and other questions on the brand’s
products. They also help with placing orders.

“We want to provide exceptional custom-
er experience to people,” Spector said, not-
ing that the “Fit Stylists” give the company a
competitive edge. “The only way to do that
is with our own team,” the co-founder said.

ThirdLove’s “Fit Stylists” have a deeper
connection to the company than, say, some-
one who works in an overseas call center,
Spector said. The majority of the brand’s
customers are American, and Spector said
that many consumers feel more comfortable
dealing with a native speaker.

at Google. He worked as a partner for high-
profile venture-capital firm Sequoia Capi-
tal.

Zak long believed that most women’s bras
were poorly sized. Her label makes bras with
in-between sizes, similar to how shoemakers
make half sizes for shoes.

Spector declined to give revenue numbers
but said that in 2018, the company will grow
by double digits compared to the previous
year. Along with the Chico facility, the com-
pany runs an information technology/engi-
neering facility in Argentina. The brand’s
products are manufactured in Asia.

—Andrew Asch
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Taking the Friction Out of Shopping

By Paula Levy Contributing Writer

“Frictionless shopping” is a broad topic that can encom-
pass the entire shopping experience, from finding items and
receiving personalized promos to checking out using mobile
payments and loyalty points.

It removes non-value tasks
and puts the consumer in con-
trol. Imagine eliminating all
non-value tasks during shop-
ping such as the need to carry
coupons, loyalty cards and
credit cards.

The new generations, spe-
cifically millennials and Gen-
eration Z, carry their smart
devices and manage their
daily lives via their phones.
They may never even carry a
credit card. Why should they
when they can store it all in
their Mobile Wallet? A cus-
tomer can look for an item
on his or her smart device
and select it and pay for it
with loyalty points, coupons

store, see new trends and review products, but many retail-
ers are behind in delivering frictionless payments in-store. If
personal data and payments can be streamlined online, the
expectation is that the same should be offered in-store as
well. Payments must be a one-step click and provide security
for the consumer.

This is the most critical
step for the in-store experi-
ence, where retailers have
made the effort and invest-
ment to get the consumer
into the store, provided cus-
tomized experiences and
personalized services. You
don’t want to blow it in the
end with long lines at check-
out and the inability to accept
mobile payments. It is the
point of no return and risks
losing that customer.

Let’s focus on the shop-
ping experience and specifi-
cally the checkout process as
the most important and chal-
lenging frictionless experi-
ence for the consumer. There

or credit cards all stored on a
phone. Shoppers can even grab their own shopping bag if
shopping in-store. Now that’s frictionless!

Retailers must deliver the frictionless experience to meet
today’s connected consumer. Every shopper wants some
form of frictionless shopping, but the new generations, which
make up close to 50 percent of the total shopping population,
expect it all—instantaneous answers, items available across
the supply chain, accepting all forms of mobile payments
and all while securing their personal data. It’s quite the chal-
lenge for many retailers.

Consumers can find items to purchase either online or in-

is much more to this than just
taking payments, and retailers must look to third-party ap-
plications, embedding technology and integration to deliver
authentication, certifications such as payment-card industry
compliance and securing personal data to meet shoppers’ ex-
pectations.

Mobile Wallets are delivered by smart-device companies,
and many retail enterprise solutions accept these payment
forms on Mobile POS (Point of Sale). These include Apple
Pay, Android Pay and Samsung Pay. Many retail enterprise
solutions accept these payments to meet consumer demands
for frictionless shopping such as KWI’s Mobile POS inte-

grated with Apple Pay.

Third-party services not specific to platforms include
PayPal, Square, VenMo, PopMoney and Google Wallet,
which are consumer apps. Online payment services for e-
commerce sites include Stripe and Alipay by the Alibaba
Group.

Banks are also directly entering this market with their own
mobile-payment functionality including Bank of America,
Citi, Wells Fargo and Chase.

Taking it to the next level are payment gateways for global
payments. Ayden is a provider of frictionless checkout—
one-click payment for the consumer and a single platform
for merchants to accept multiple payments across all selling
channels. It utilizes tokenization, managing the cardholder
data and encryption, and providing PCI compliance directly,
bypassing a retailer’s internal servers.

It also provides data insights back to the merchant to de-
liver more-personalized services. Ayden supports 250-plus
payment methods and has been embedded in enterprise retail
solutions, POS and e-commerce solutions including Mi9Re-
tail, Aptos, IBM, SAP Hybris, Magento, Cegid, Oracle
Retail and Tulip Clienteling.

There are so many benefits to adding frictionless payments
to your customer experience—whether by accepting Mobile
Wallets or putting in an enterprise-payment gateway. Among
the most notable benefits are decreased abandoned carts,
increased customer visits and retention, increased customer
loyalty, and advanced security against fraudulent activity.
Retailers are also gathering additional data on a consumer
to identify any changes or “out-of-line” data that would raise
ared flag for additional customer protection against fraud.

Frictionless shopping is not the future—it is now. Are you
delivering to your customers?

Paula Levy is the chief strategy officer for Demand
Worldwide. She is a business-technology strategist whose
Sfocus 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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Fred Sega| Continued from page 1

Retail being considered for the
65,200-square-foot commercial space in-
cludes a café, a grocery store, a boxing stu-
dio and perhaps some Fred Segal—style fash-
ion retail. Luchs thought it might be similar
to the Brentwood Country Mart, which is
a 10-minute drive away.

“It will have the same customer as the
Brentwood and Malibu Country Mart,”
Luchs said. “They will be upscale, hip Los
Angeles influencers.”

Pioneering retailer Fred Segal was re-
nowned for having some of the latest fash-
ions and trends for the savvy shopper. The
compound ba-

building will mostly likely be retailers and
creative-office tenants, May said. Madison
Partners is handling office leasing.

A few blocks away from the former Fred
Segal compound, more retailers are moving
into other shopping districts. This fall, Bur-
ton Snowboards is scheduled to move its
emporium, which has been in that location
since 2007 and includes space for Channel
Island Surfboards, from the 8100 block of
Melrose Avenue near West Hollywood to
1460 W. Fourth St. in Santa Monica. The
space was formerly occupied by action-
sports retailer Active.

Burton did not return a call by press time
requesting comment about the move.

Down the

sically housed
stores within
a large store.
In 2012, New
York-based
Sandow Me-
dia acquired
the world rights
to the Fred Se-
gal brand for
an undisclosed
amount of mon-
ey.
Then in May
2014, some of
Los Angeles’ top
boutiques in the Fred Segal compound, in-
cluding Ron Robinson and Ron Herman,
were told that they had to vacate the 500
Broadway building, where some had oper-
ated spaces for more than 18 years.

In 2017, 500 Broadway was sold by DK
Broadway to New York developer Witkoff
Group, run by Donald Trump pal Steve Wit-
koff, for an undisclosed amount. The com-
pany also owns the West Hollywood Edition
and Residences. The Witkoff Group declined
to comment on the project for this story.

Across the street from 500 Broadway,
Fred Segal also rented out retail space at
420 Broadway. Matthew May of May Re-
alty Advisors is handling retail leasing for
that 24,000-square-foot building, which will
undergo seismic retrofitting that wraps up at
the end of August. Tenants moving into the

ON MONTANA: Enda King opened a second location
recently. It's on Santa Monica’s Montana Avenue.

street at the
Third Street
Promenade,
Japanese retailer
Muji is sched-
uled to open
a new space
on the pedes-
trian mall while
Tesla is sched-
uled to leave its
3,000-square-
foot space on the
Promenade and
move to Santa
Monica Place.

Another Santa Monica retail district ex-
periencing increased interest is Montana
Avenue, located five minutes away from the
downtown area. Two retailers from the Ab-
bot Kinney district in Los Angeles’ Venice
neighborhood recently opened boutiques
there.

Burro—which sells gifts, toys and wom-
en’s apparel—opened a shop at 1533 Mon-
tana Ave. in July, and Enda King men’s
boutique opened at 1030 Montana Ave. on
Memorial Day weekend.

It is the second Enda King boutique, said
owner Enda King, who said the clientele on
Montana is different from Abbot Kinney be-
cause there are fewer tourists.

The Montana boutiques draw a lot of their
clients from apartment buildings surround-
ing the area. ®
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TRADE SHOW REPORT

The Sustainability Wave Hits Premiére Vision Show

By Jennifer DeMeritt Contributing Writer

NEW YORK—Sustainability took center stage at the Pre-
miere Vision New York international textile show while show
organizers doubled the size of the “Smart Creation” area,
which spotlights trends and technologies in sustainable fash-
ion.
The show, held July 17-18 at Pier 94 in Manhattan, also
featured a new “Forum” area, where all visitors could see and
touch a huge array of fabric samples representing key trends
for the Fall 2019/Winter 2020 season.

This edition of Premiére Vision saw the addition of a new
audio guide to help visitors navigate the show, plus free Smart
Talks about building smart, creative fashions in addition to
registration-only seminars. “They reaffirm our commitment to
the market to bring the content and products that can make
fashion more creative,” said Guglielmo Olearo, the show’s in-
ternational exhibitions director.

Key trends for the season were grouped into five moods
or themes: “Free Expression,”

season, so we can have orders out in four weeks.”

Hiilya Aksu, development and sourcing manager for Tur-
key-based Ekoten Fabrics, reports that 10 percent of his com-
pany’s offerings includes sustainable fibers, an increase from
previous years. He pointed out that Tencel is eco-friendly and
has features that add softness and superior performance com-
pared to viscose. “Tencel did great marketing, and now every-
one accepts it as eco-friendly,” he noted.

Asku’s experience—in which sustainability is one piece of
the business puzzle—aligns with the views of Giusi Bettoni,
the sustainability consultant for Premiere Vision and organizer
of the show’s “Smart Creation” area. “Smart means that some-
thing is beautiful, novel and also responsible,” she said.

The garments on display in the “Smart Creation” area re-
flected this view. They included a striking mini-dress, created
by Sylvia Heisel from 3-D-printed, biodegradable resin. “We
are looking all the time to the designers,” Bettoni said. “They
are starting to do amazing things, putting together these three
values.” @

Botter jacket made of plastic bags

featuring fabrics with vivid hues
and surprising textures, such as a
zebra stripe in russet tones with a
subtle shimmer; “Nonchalance,”
bringing a cozy, carefree feeling
to casual apparel with soft, thick
chenille, rustic wool checks and
crinkled fabrics; “Raw Elegance,”
with mineral motifs bringing a
modern edge to traditional win-
ter wools; “Sporty Attitude,” with
bold, strong colors and smooth
surfaces; and “Joyful Evening,”
focusing on metallic sheens and
shimmering textures.

“Metallics are always impor-
tant,” said the show’s Associate
Fashion Director Julie Greux,
talking about the “Joyful Eve-
ning” mood. “This season, we are
arriving at something more subtle.
It’s not silver or gold but more
copper.”

Of the overall trend story for
the season, she said, “We wanted
to focus on fantasy. There is a
feeling that people want to ex-
press themselves more and more.”

Recycled materials made a
bold statement in Botter’s debut
menswear collection, called “Fish
or Fight.” It was created by Rush-
emy Botter and Lisi Herrebrugh,
winners of the Grand Prize at the
prestigious Hyeéres Festival in
France. (Premicre Vision featured
their collection as part of its on-
going partnership with the Hyeres
Festival.) “It’s a tribute to our Ca-
ribbean roots,” Herrebrugh said.
“There are a lot of plastics in the
ocean, damaging the coral reefs.
For us, this is a really important
message.”

They expressed this message
in a “fun and positive way” in the
form of a striking jacket made of
plastic bags—not melted down
but ripped up and woven into tex-
tured bands of yellow and blue.

For other exhibitors, sustain-
ability is gradually becoming part
of their business strategy. “We got
certified, so we can do certified
organic. We have a customer base
for that,” said designer Rachel
Bake of Fine Cotton Fabrics, a
manufacturer of sportswear knits
based in Toronto. How does a
North American company com-
pete with overseas manufacturers
with lower labor costs? “We start-
ed in the mattress industry, which
used the same machinery as the
apparel fabric,” Bake said. “So
we’re able to piggyback on that.”

Speed is another competitive
advantage. “We work close to the
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Still, troubled retailers including
Claire’s, The Bon-Ton Stores, Nine West
Holdings and Toys R Us filed for bankrupt-
cy this year.

With so much competition from online
sites, the question remains: What does the
future portend for the bricks-and-mortar
stores that survived?

With this in mind, we asked finance ex-
perts and factors to give us their take on the
retail industry and how it is shaping up this
year.

Darrin Beer, Western Regional Manager, CIT
Commercial Services

industry changes and leveraging our in-
dustry knowledge. Also, at this point in the
market’s evolution, it’s especially important
that apparel manufacturers have credit pro-
tection on their receivables and work with
a financial partner who understands their
business.

Mark Bienstock, Managing Director, Express
Trade Capital

The shift from bricks and mortar to on-
line retailing has been dramatic. The mall-
based retailers have been especially affected
over the last two years.

Unless the traditional retailer was proac-
tive in establishing a solid web presence,
they are at an extreme disadvantage in to-

Darrin Beer, Western
Regional Sales and
Portfolio Manager, CIT
Commercial Services

Mark Bienstock,
Managing Director,
Express Trade Capital

We’re seeing some interesting cross-cur-
rents—both positive and negative—playing
out in the marketplace through the first half
of 2018.

While we continue to see store closings,
there are positive economic signs that bode
well for the remainder of the year. Consumer
confidence remains high, wages have been
rising and unemployment is low. In fact, the
number of Americans filing for unemploy-
ment benefits recently fell to the lowest level
in 48 years.

More spending power in the hands of the
consumer is clearly a plus.

Year-to-date, the overall retail sector has
been performing well and trending toward
the top of the 2018 growth range of 3.8 per-
cent to 4.4 percent forecast by the National
Retail Federation.

Of course, it remains to be seen how much
of that spending will occur in the apparel sec-
tor and take place in retail stores. The good
news is that despite thousands of store clos-
ings, particularly among weaker and bank-
rupt retail chains, some apparel retailers are
performing well. And those are the ones man-
ufacturers want to do business with.

Successful retailers are investing in new
technologies to improve the in-store experi-
ence while better forecasting consumer buy-
ing habits to improve inventory levels and
mix—essentially aimed at having the right
product at the right time.

Apparel manufacturers now have to deal
with a shrinking customer base while focus-
ing internally on shorter lead times, prod-
uct development and creativity, marketing/
branding via social media, and sustainabil-
ity.

Factors can proactively assist apparel
manufacturers in navigating these ongoing

Sydnee Breuer, Gino Clark, Managing

Executive Vice Director, Originations,

President, Rosenthal & White Oak Commercial
Rosenthal Finance

day’s environment.

Nordstrom is an excellent example of
a retailer that has been at the forefront of
retailing. The company has an outstanding
omni-channel approach to retailing. In addi-
tion to the Nordstrom name, they also have
Nordstrom Rack, Hautelook, which is a
strong web presence and a new retail con-
cept that allows consumers to shop in-store
and have the merchandise shipped to their
home without the store carrying any inven-
tory.

It is proactive thinking that is required by
the retail industry in order to be able to com-
pete with the Amazons of the world.

Sydnee Breuer, Executive Vice President,
Rosenthal & Rosenthal of California

The retail landscape continues to cause
disruption in the apparel industry. The con-
solidation of years past, bankruptcies and
reduction in doors of those who are still
around has left many fewer avenues for ap-
parel manufacturers and importers to sell
their goods.

While it’s true that online retail contin-
ues to grow (either through third-party sites
such as Amazon and brand-direct websites),
its increases are smaller than the reduction
in bricks-and-mortar sales. This creates a
tough environment.

The consumer of today is not purchas-
ing apparel as robustly as in the past. It’s
a supply-and-demand issue. The supply of
apparel is larger than the consumer demand
for it.

The apparel industry needs to adapt to the
new normal by keeping its inventory levels
under control and nimble with their operat-
ing expenses. And the reduction in doors is

=> Finance page 8
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likely to continue, further emphasizing the need for apparel
companies to be quick to react to market needs.

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

The retail industry reflects ever-changing consumer de-
mands. Shifting distribution channels have resulted in ex-
cess per capita retail space. As a result, the number of recent
store closures comes as no surprise as retail store capacity
finds its equilibrium.

Store closures continued despite an expanding economy.
These closures aren’t based upon the inability of the con-
sumers to purchase goods but reflect a change in consumer
preferences. The ease of shopping online is here to stay.

While retail space is readily available, warehouse space is
not. Economists recently reported that warehouse space is
in high demand and supplies are the tightest they have been
over the last 20 years.

A good example of a retailer adjusting its business model

is Walmart. The company
made a significant invest-
ment in Jet.Com to take
advantage of the online
model. Now, Walmart is
expected to expand into
New York City by invest-
ing in a new e-commerce
distribution center rather
than opening a retail store.
The retail model will con-
tinue to shift as consumers
crave direct shipments.
Retailers with limited
resources may use bank-
ruptcy as a means of helping to change underperforming
business models. Alternatively, other companies that have
resources chose to close underperforming stores without
having to file a petition for bankruptcy while expanding their
online platform. In either case, these adjustments are neces-

Rob Greenspan,
President and Chief
Executive, Greenspan
Consult

Kee Kim, Chief
Executive Officer,
Finance One Inc.

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

President, Republic
Business Credit

sary and will help strengthen the
apparel industry in the long run.

Rob Greenspan, President and Chief Executive, Greenspan
Consult Inc.
I think the U.S. retail industry
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A Trade Only Event.

is a mixed bag. There are still is-
sues with traditional bricks-and-
mortar retailers with some still
having credit issues, continuing
losses and store closures.

E-commerce is continuing to
grow, but many retailers are still
trying to find their way through
this. I have read recent informa-
tion that some major retailers are
starting to hire seasonal workers
earlier than in previous years to
keep pace with back-to-school
and holiday demands. So this is a
good sign for retailers.

How this affects the apparel
industry has yet to be fully seen
by me. The real test will be with
increased Fall/Holiday orders and
hopefully a continuing flow of
orders thereafter. This includes
orders from traditional retailers
as well as e-commerce retailers
where business continues to grow.

That said, at this point in time
it appears that orders for the last
part of the year are going in the
right direction for apparel manu-
facturers and importers. Another
significant issue for the apparel
industry will be retailers’ credit
status. Getting orders is critical,
but having credit approval is vital
for getting the orders produced
and shipped.

Kee Kim, President and Chief
Executive, Finance One

Closure of many retail stores
can be attributed to two main
trends: With consumers’ increas-
ing tendency to focus on value,
business volume has shifted to
discount retailers such as T.J.
Maxx, Ross and Burlington.
With online businesses’ growth,
both existing and emerging online
retailers have taken away business
from bricks-and-mortar stores.

While store closures allowed
for apparel retailers to reduce
their losses and improve their
bottom line in the short run, the
surviving retailers must plan and
execute mid-to-long-term strate-
gies to address constantly chang-
ing consumer preferences in the
shifting retail landscape.

Adding to the challenge, ap-
parel brands and retailers are now
faced with increased sourcing
costs due to the new tariffs and the
hostile trade policies.

Robert Meyers, President,
Republic Business Credit

I believe the worst of the retail
apocalypse is over. According to
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Kevin Sullivan,
Executive Vice
President, Wells Fargo
Capital Finance

Deloitte’s 2018 Retail Outlook, healthy growth is expected
in the 3.2 percent to 3.8 percent range. While this growth
won’t apply for all retailers, consumer-spending confidence

remains very high.

Consumers demand an omni-
channel experience where they
can seamlessly interact across all
buying mediums. There are sev-
eral avenues that retailers will use
to innovate their operating models
and technologies they will apply
to improve the consumer experi-
ence. Some of the traditional re-
tailers won’t survive the decade as
they didn’t innovate fast enough.
Retailers that adapted, innovated
and remained flexible will flour-
ish in 2018. Several public re-
tailers—including Nordstorm,
Best Buy, Tiffany’s, Kohl’s and
Macy’s—smashed analysts’ ex-
pectations.

Apparel companies that com-
bine the right wholesale strategy
with an intelligent e-commerce
strategy will also succeed. At the
end of the day, apparel companies
will be defined by their ability to
execute a customer-centric go-to-
market strategy.

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

The retail apparel industry con-
tinues to undergo a technology-
fueled metamorphosis. Changing
consumer buying patterns and
expectations coupled with legacy
costs associated with buy-outs in
the past decade continue to stress
many regional and national retail-
ers.

Despite a recent uptick in year-
over-year sales, there are signs of
distress that suggest that there are
still retailers facing the possibility
of reorganization in the coming
months or 2019.

In addition, there is the loom-
ing impact of possible tariffs,
which would drive up prices and
possibly create short-term dis-
ruption on the supply side. These
alone would affect all retailers
and, in particular, might be the fi-
nal straw for some operators.

The ability to operate profit-
ably while redeploying capital
into omni-channel commerce,
along with revitalizing their
bricks-and-mortar presentation,
will be a must for those operators
seeking to remain in the game.
Because these attributes are not
easily achieved, we can expect
to see continued consolidation at
both the retail and wholesale lev-
els.

Kevin Sullivan, Executive Vice
President, Wells Fargo Trade
Capital

Ken Wengrod,
President, FTC
Commercial Corp.

While the consum-
er-goods economy
remains pretty robust,
there is little doubt
that we’re in a period
of significant reinven-
tion within the U.S.
retail industry.

The direct-to-con-
sumer marketplace
has continued to ex-
pand and the consum-
er has clearly contin-
ued to become more
comfortable with or-
dering a broad range
of apparel online. In
some segments, subscription models have continued to gain
traction, and many brands have opted to devote more re-
sources to developing the direct-to-consumer channel, while

in a changing economy.

B LY

Adam Winters, President
and Chief Executive
Officer, Merchant
Financial Group

Paul Zaffaroni, Managing
Director, Roth Capital
Partners

also paring down their bricks-and-mortar customer base to
those retailers able to tell a great story around product, who
also still have the financial wherewithal to thrive and grow

The unfortunate result is that we continue to see larger
retail bankruptcies among those retailers who are either too
highly leveraged to pivot to a new strategy, no longer rel-
evant or both. We’re also seeing a narrowing of specialty-
store bases as apparel companies re-evaluate who their key
customers are and where they want their product to appear.

While legacy brands are now re-evaluating their market
strategy, we’re seeing newer brands that tend to start as di-
rect-to-consumer plays, while eventually opening a limited
number of company-owned retail locations.

Only then do they tend to branch out into selling a hand-
ful of retail partners who they view as viable and potentially
long-term channels of distribution. It’s also interesting to note
that retailers who are able to provide on-site customization of

= Finance page 12
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ADVERTISEMENT

ApparelSoft Discovers Low-Cost, Efficient
New Methods to Manufacture Clothing

David Stern says it's the dawn of a new age in the
garment industry—the implementation of his upcoming
launch of ApparelSoft GarmentBooks, a comprehensive
software program designed specifically to streamline
communications within apparel companies he believes
are still operating the old-fashioned way.

“Eighty percent of the people doing over $5 million in
sales don’t manage their inventory properly,” Stern says.
“The problem with garment companies is, information is
scattered. The industry stresses speed to market, and
GarmentBooks lets you do a task one time only, no rep-
etition.”

“We put a picture everywhere of fabric and garment,
eliminating costly mistakes!” he adds.

GarmentBooks, designed specifically for the apparel
industry, is a cloud-based system. “Amazon Cloud —
safe and secure!” Stern says.

The software places all information regarding gar-
ment design and production, along with a photo of the
garment sample, in a virtual space that is available to all
within the company who are granted access. “If anyone
makes a change,” Stern explains, “everybody all over
the company, as well as on the iPad and iPhone, im-
mediately knows there’s a change.” Information that can
have an impact on the bottom line of a purchase-order
cost sheet is automatically updated, allowing for a more
complete picture of actual costs in real time.

“The fundamental flaw of computer systems is that it
results in one big estimate,” Stern says. “The cost sheet
is never accurate—90 percent to 95 percent of compa-
nies are not getting this right.” That kind of information is
critical to achieving desired profit margins.

Having actual photos of the garment available, as a
pop-up for every element of production and inventory
control, is key to keeping everyone on the same page,
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Stern believes. “A picture is worth a thousand words,”
he says simply.

Stern has spent five years developing ApparelSoft.
“I’'ve been patient. | didn’t want to release it unless it
was perfect,” he says.

Stern runs four companies simultaneously, including a
denim purveyor named Premium Denim Fabrics that cur-
rently has 4 million yards of inventory. Stern is CEO of
Tags ‘R’ Us—a successful provider of all sorts of woven
and printed labels, hang tags, and patches—which has
been in operation for 30 years.

In the 1980s, Stern was a pioneer in computer-gen-
erated wash-care labels when the printing was in black
and white, but today he produces wash-care labels,
hang tags and price tickets in color, complete with logo.
The company also has the capacity to inset inventory-
control RFID chips into its labels and tags for tracking
the movement of each garment.

“I have another product ready for a year now,” Stern
says, “but haven’t released it yet.” That product is Label
Starr, a software that works with an Okidata printer and
proprietary ink that does not wash out, enabling a com-
pany to print its own wash-care labels and hang tags for
a fraction of the cost of outsourcing and also resulting
in immense time savings. “You can put a cut-number
ticket on the label that tells you who sewed or cut the
product,” he explains, “and it also does bar coding.” The
printer offers a straight paper path—“the only one out
there that ensures the tag doesn’t bend or get stuck.”
Stern developed a cutter as well. “Everything is very in-
expensive,” he says. “The little guy doesn’t have to order
from China; he can make what he needs himself.”

The Label Starr package includes Stern’s anti-coun-
terfeit ink. “It works with a $3 flashlight,” he says. “It
verifies if the product is authentic.”

Stern, who has a background in computer program-
ming, is an inventor, beginning in the 1980s with Photo-
marker, which pioneered utilizing blueprint machinery to
copy dress patterns. He developed the first computer-
ized marking and grading service for the garment indus-
try. His father was also a pioneer in garment-production
technology, having invented the pattern duplicator ma-
chine, computerized marking and grading, and the spec-
trophotometer, which measures the amount of color in
fabric. His new software program is able to register the
color values and keep a record in a fabric file.

With Tags ‘R’ Us providing the capital, and Garment-
Books ready for market after receiving rave reviews
from those who have tested it, Stern is starting an online
fashion school as a resource for students going into the
trade to help them with basic information such as how to
make patterns and how to get software. To them, he of-
fers GarmentBooks for $19 a month, a discount from his
usual $39-a-month charge.

GarmentBooks, which Stern says works with all lan-
guages, is appropriate for any size company. “You no
longer need an IT person because everything will be on
the cloud.” Training and installation are also available at
a nominal cost.

Stern is optimistic about the future of his new soft-
ware. “| probably will get 10,000 users over the next five
years.”

ApparelSoftePLM

100% Cloud Based
apparelsoft.us ¢ apparelsoft@yahoo.com

(800) 675-7957

New York ® Los Angeles ¢ Mexico ® Colombia

“The problem
with the
garment
companies —
stuff 1s all
over the place.
The buzz in
the industry
is speed
to market.
Everything we
do with this
software is so
you do a task
one time only,
no repetition.”

— David Stern
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#1 ONLINE APPAREL ACCOUNTING & MANUFACTURING SOFTWARE

Apparelsoft, a leading research and development firm, specializes in technology designed for clothing and apparel manufacturers.
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product for customers are doing very well, which only further
underscores the fact that consumers have grown very accus-
tomed to receiving product how and when they want it.

Ken Wengrod, President, FTC Commercial

It has taken decades for manufacturers to realize that the
true customer is the end-user and the consumer, not the retail
stores. They have woken up and now fully understand that
the consumer has the ultimate control. Although malls are
going dark and traditional apparel stores are suffering, con-
sumer apparel purchasing is actually expanding—but not in
the traditional avenues.

Traditional retailers have lost touch with their consum-
ers. There is a pent-up demand to re-market the perception
of beauty. Appealing to the heroin waif is out and growth is
with the forgotten women who has curves, which is a sig-
nificant part of the U.S. population. These consumers are
searching for merchandise that will not only enhance their
specific body types but also make them feel good.

Today, the growth is with online—either through opera-
tions like Amazon or other companies that are expanding their
direct-to-consumer platforms such as Stitch Fix and Fashion
Nova. Also, millennials are looking for legitimate merchan-
dise. They are not interested in the fluff. They are genuinely
concerned about the sensibility of the merchandise. They want
to know if the goods are manufactured without forced labor or
ghost workers and the fabric is sustainable.

Bricks-and-mortar retailers need to develop a reason for
millennials to break away from their cell phones or laptops
and get out of the house, just to experience a concept store.
Nordstrom is attempting to accomplish this by creating small-
er stores of approximately 5,000 feet or less.

The off-price stores—including TJ Maxx, Ross Stores
and Burlington—have also expanded. These consumers are
searching for value with exceptional pricing. These operations
are sourcing from manufacturers that produce locally and off-
shore at very tight margins.

Manufacturers need to adapt to this shift by placing more
emphasis on the ultimate consumer and understanding their

triggers to purchase apparel. To properly play and stay in this
market, they first need to find competent vendors that are ca-
pable of accomplishing their vision.

This cannot be a simple plug-and-play approach. Instead,
they should consider revamping their entire internal opera-
tions. They need to have a great back-end operating system
that can analyze altering consumer behaviors. Owners need to
have a good understanding of the current social-media effect.

It is crucial to have a proper marketing plan that utilizes
micro-influencers or other sources to create demands for
their merchandise. They also need to find a proper logistic
center that can ship small orders directly to the consumer
without exorbitant shipping costs. The winners are already
developing a comprehensive strategic plan to prosper in our
changing environment.

For the manufacturers with brand recognitions, the for-
eign markets are still craving U.S.-made goods and/or -de-
signed goods. China is the world’s second-largest luxury
market that is still demanding U.S.-made goods. We can’t
forget that 95 percent of the potential market sits outside of
the U.S., tariffs or no tariffs. With
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the right merchandise, people will
pay for it. They are searching for
legitimate goods that represent
American lifestyle.

The bottom line is where there
is turmoil there are major oppor-
tunities to expand in this new en-
vironment. The players must be
willing to change their paradigm.
Without the right armor, it’s not
wise to enter the game.

Adam Winters, President and
Chief Executive, Merchant
Financial Group

There is a great deal of econom-
ic momentum coming off a strong
second quarter in 2018, which
had most major retailers see an
increase in their comp-store sales.
The forecast for the second half of
the year is really strong.

The increase in retail sales will
continue for all retailers, from
department stores such as Nor-
dstrom to middle-market stores
such as Dillard’s to lower-priced
stores such as Walmart to discount
retailers like T.J. Maxx.

Store closings and bankrupt-
cies of the past year were largely
driven by a natural consolidation
in the market after years of over-
expansion of stores. What resulted
is a market that is more sustain-
able. The apparel industry is now
well-positioned, and we’ll see
continued growth because of the
current economic boom, which is
being fueled by tax cuts and a low
unemployment rate.

Paul Zaffaroni, Managing Director,
Roth Capital Partners

The U.S. retail industry con-
tinued its downsizing in 2018,
which is a function of the contin-
ued growth of e-commerce and its
over-built retail footprint relative
to other countries.

These changing industry dy-
namics have required apparel
companies to evolve or become
extinct. Digitally native apparel
brands and e-commerce business
models have flourished in today’s
environment while wholesalers
dependent on department stores
have struggled. Foot traffic is
down at department stores and
their approach to markdowns has
not improved.

Retail is not dead, but it has to
be part of an omni-channel strat-
egy that is integrated across mul-
tiple channels including digital,
catalog, company-owned stores,
pop-up stores and wholesale. ®
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MIAMI SWIM WEEK

New Swimwear Styles for
Resort 2018/2019 on the
Runway at Art Hearts Fashion

The bathing suits just never stopped com-
ing down the runway as more than 30 de-
signers strutted their styles during five days
of swim looks organized by Art Hearts
Fashion on July 12-16 at the Faena Forum
in Miami Beach, Calif.

“This was by far the biggest production
this season for Swim Week in Miami in
terms of size and scale,” said Erik Rosete,
founder and president of Art Hearts Fashion
International.

ARUN NEVADER

Alaia Eve Alaia Eve

Stylish trends encompassed one-piece suits,
string bikinis, high-waisted bottoms, plung-
ing necklines, ruched details, ruffles, colorful
prints and plenty of snakeskin-like fabric.

One particularly outstanding detail to this
year’s Art Hearts Fashion was The Black
Tape Project by Joel Alvarez, who strategi-
cally placed shiny and black tape on models
to resemble swimwear. It was quite the cre-
ative twist to Miami Swim Week.

—Deborah Belgum

Black Tape Project Black Tape Project

Candice Cuoco Candice Cuoco

Carmen Steffens Carmen Steffens

Caroline Costas Caroline Costas

Cirone Swim

Cirone Swim
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The concept

of factoring
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We Give You the Money.
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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

Since 1972

Please call 877-4-GOODMAN
or visit us at goodmanfactors.com. Simple, right?
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Pikai Swimwear Pikai Swimwear Rose Paulino Zimmeran Since 1937, Milberg Factors has been providing factoring

services to the fashion industry. Whether it’s financing, credit
protection or receivables servicing you're looking for, we find

a solution that’s right for your business. We see every client

as unique and distinctive, and craft a factoring arrangement
specific to your needs. And, when you need an answer, you
can expect a prompt response — each and every time.

For more information, contact

Dave Reza at (818) 649-7587 or Daniel Milberg at (646) 717-9213.

NORTH CAROLINA | CALIFORNIA | NEW YORK
WWW.MILBERGFACTORS.COM

Silvia Ulson Silvia Ulson Stello Surf Gypsy

=> Miami Swim Week page 16
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End to End Apparel

. : 'y

Wl i,

Wholesale Fabric Supplier

Manufacturing Services
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MIAMI SWIM WEEK

Trivera

Vichi Swim

Willfredo Garcia Willfredo Garcia Vilebrequin Vilebrequin
NEW LINES
California Market Center ~ woMEN’s, UPDATED Tarantela_
Violeta e Federico
110 E. Ninth St. FRANK LYMAN DESIGN NICKY ROSE KIDS
NEW SHOWOOMS AND FL Weekend Wear oS ide
RELOCATIONS Frank Lyman Design ) JULIE SMITH KIDS
COTFAB INDIA Lyman by Frank Lyman Design AGS6
A338 e Habitual
ACA DESIGN Adore Yes
A365 SHAYNA MASINO SALES
BUTTERSCOTCH KIDZ KIDS’ APPAREL AND A689
A693 ACCESSORIES _(I;ol;u 8 the B
oplas e bear
STUDIO 93
A712 AACLITTER BOX SHOWROOM  56pEGA INTERNATIONAL
EASTERN SILK Little Who A690
A743 ROCHELLE PERLMAN Chandamana
REVI GREEN INC. SHOWROOM SMALLSHOP SHOWROOM
A692
ABTS Ac04 Kid Crush
Katie J NYC Id Crus
G-TEX APPAREL INC. THE DRESSING ROOM
A1133 .
MOIEM A610 Cooper Design Space
A1139 Dot Pus Nie 860 S. Los Angeles St.
iql#ngE MEDIA GROUP Snurk Bedding NEW SHOWROOM
OISA & MIA
ANGIE BOLLINGER A611 TA_B SHOWROOM
B803 Little Lady Products Suite 523
Band of Gypsies
NEW LINES KIDS DU MONDE Honey Bunch
A678 NYT
WOMEN’S, YOUNG Losan
CONTEMPORARY MINI MOD MODE
A682
PERLMANREP B. Nosy
B535 Romy & Aksel
Colab

Street Called Madison
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NEW LINES

Continued from page 16

NEW LINES

STUDIO A

Suite 204
Daughters of Culture
FRNCH Paris
Layered With Love
Q+A

AUGUST SHOWROOM
Suite 422

Lolli Swim

Rhythm

FRANKLIN STREET
Suite 630

Bembien

Sideline

N:PHILANTHROPY
Suite 817

201 By land + Sea
AERYNE

The New Mart
127 E. Ninth St.

NEW SHOWROOMS

NEW DESIGNERS SPACE
Suite 810

Ava Molli

b. able two

Cahiers

Croche

Defond

Doucan

Eunjukoh

Jarret
Ly & Co.
Noixte
OHL
Rigoon
Vienique
Vieeda
Zuvin

MPM MODELS
Suite 921

NEW LINES

MICHAEL BUSH LA APPAREL
Suite 406

Lola - Made in Italy

LISA LECHNER SALES

Suite 603

Lulalife

HASSON COSTA/CULTIVATE
SHOWROOM

Suite 700

ASTARS

AS by DF

Eskay

BARBARA JAMES
Suite 907

Harlyn

Park Life

Theo & Spencer

CRAYOLA SISTERS
Suite 1003

Paisley and Pomegranate
Roja Collection

JACKIE B SHOWROOM
Suite 1004

AB.S.

MARY MINSER SALES
Suite 1005

California Dress Company
Ivy Jane

Salaam

Uncle Frank

STACY KEYES SHOWROOM
Suite 1010
Madigan

FASHION LINK CREATIVE
CONCEPTS

Suite 1011

Brasi & Brasi

WBC CLOTHING
Suite 1101
Fabrizio Gianni
LA Made

The Nu Vintage

5 SEASONS SHOWROOM
Suite 1108
ALEX AND ANI

THE VILLAGE SHOWROOM
Suite 1106

Lucca

Wildfox

Academy Awards
817 S. Los Angeles St.

NEW SHOWROOM

KASEY HURLBUTT
Suite 3H

Las Vegas Resource Guide

FASHION:

Cooper Design Space

860 S. Los Angeles St.

Los Angeles, CA 90014

(213) 627-3754
www.cooperdesignspace.com

Instagram: @cooperdesignspace

Products and Services: The Cooper Design
Space, at the corner of Ninth and Los Angeles
streets in the heart of LA.'s Fashion District,
hosts a space that embraces cross-polli-
nation among LA. 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 encour-
ages fluidity across functions by offering an
event venue, offices, public art space, and
showrooms in a single location.

Dallas Market Center

2100 Stemmons Freeway

Dallas, TX 75207

(214) 655-6100 or (214) 744-7444
www.dallasmarketcenter.com

Products and Services: Dallas Apparel &
Accessories Markets are held five times
each year at the Dallas Market Center.
Located in one of the country’s fastest-
growing regions, Dallas Market Center brings
together thousands of manufacturers and key
retailers in an elevated trade-show environ-
ment. Featuring 500 permanent showrooms
and over 1,000 temporary booths, including
expanded contemporary lines and resources,
Dallas Market Center is where style starts.
For the latest news and upcoming market
dates, visit Dallas Market Center's website.

The New Mart

127 E. Ninth St.

Los Angeles, CA 90015

(213) 627-0671

Fax: (213) 627-1187

www.newmart.net

Products and Services: In the heart of Los
Angeles’ Fashion District is the landmark
New Mart Building. The showrooms of The
New Mart represent the most exclusive and
coveted contemporary lines from an interna-
tional array of designers and manufacturers.
The New Mart is unique in both architecture
and style. The intimate setting creates a
user-friendly experience for visitors. Each of
its glass-fronted, uniquely designed show-
rooms provides a buying adventure that
cannot be experienced at any other showroom
destination. The New Mart is open year-round
to the wholesale trade only and we host
over 100 showrooms that carry over 500
collections.

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 for Paradise Ranch 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 lines success has enabled
Goddard to start buying print designs exclu-
sive to Paradise Ranch. Beyond the bright
look, Paradise Ranch is also developing a
loyal customer base for its smart silhouette
choices and Goddard’s meticulous attention
to fit details. “My collection is meant to be
multifaceted,” Goddard notes. “It's more
than just swimwear—it's wearable to many
places, it's interchangeable, it makes for
easy packing. That's the mainstay of what
we're doing that makes us different. It's
coverage but still sexy.” Paradise Ranch
Designs has been recently photographed
on some of the brightest young Hollywood
talent like Miley Cyrus in Vogue, actress
Amanda Cerny, singer Ashanti and enter-
tainer Chloe Lukasiak. Visit up as Swim
Collective, Anaheim, Calif., Aug. 1-2, Booth
#1230 or Stitch, Las Vegas, Aug. 13-15,
Booth #25740.

Surf Expo

Www.Surfexpo.com

Products and Services: Surf Expo is the
largest and longest-running watersports
and beach/resort/lifestyle trade show in the
world. Produced annually in January and
September, the show draws buyers from
specialty stores, major chains, resorts, cruise
lines, and beach-rental companies across
the U.S., the Caribbean, Central and South
America, and around the world. The show
features more than 2,500 booths of hard
goods, apparel, and accessories and a full
lineup of special events including fashion
shows, annual awards ceremonies, and
demos. More information about Surf Expo
can be found at their website.

Thai Trade

www.ditp.go.th

www.stylebangkokfair.com

Products and Services: The life + Style
Product Expo is ushering in a new wave
of all-in-one lifestyle product exhibition.
Exhibitors can build their business network
with the potential partners, diverse traders
and international buyers, brought together
by the Department of International Trade
Promotion. The expo provides a one-step
service for the exhibitors including business
matching, shuttle bus, interpreters, security
system, and many others. Stay up-to-date
on fashion and lifestyle trends with various
exhibitions and special activities. Show dates
are Oct. 17-19 in Bangkok.

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 market-
places 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
service and ultimately presenting end con-
sumers with the best apparel, footwear,
accessories, and fashion products.

Yummy & Trendy®

https:/lyummyandtrendy.com
contact@yummyandtrendy.com

Products and Services: Yummy & Trendy®
is an active lifestyle brand designed for you to
Wear it. Feel it. Love it. ® Their mission is to
design and create premium quality products
out of high-performance fabrics made in the
U.S.A. The brand combines fitness and fash-
ion designs. From the selection of fabrics to
including four-way stretch technology, mois-
ture wicking, pilling resistant, sustainability
and UPF 50+, these properties are created
through state-of-the art manufacturing pro-
cesses. Every piece is comfortable, versatile
and can be worn to your lifestyle—whether
it's barre, cycle, gym, running, or yoga. Visit
us at Active Collective, Booth #506. Aug.
1-2, Anaheim, Calif.

TEXTILE:

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 consist-
ing of hundreds of solid and novelty knits,
wovens, and linings. Our product line pro-
vides piece goods for all apparel markets,
including children’s, juniors, contemporary,
activewear, uniforms, and special occasions.
Qur 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.

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 supplies a vast range of
high-quality knits and woven whilst providing
a consistent and reliable sense of individual-
ity 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 accom-
modate to all your needs with fabrics that
best represents and compliments your style
and silhouettes.

TECHNOLOGY:

Apparelsoft

http://apparelsoft.us
apparelsoft@yahoo.com

(800) 675-7957

Products and Services: Apparelsoft is

a leading research and development firm
specialization in technology designed for
clothing and apparel manufacturers. Their
PLM software is cloud-based and improves
productivity and reduces costs in product
development. Key benefits include increas-
ing speed to market, enhancing efficiency,
improving product adoption rates, and
reducing sampling cost. Features line plan-
ning, tech pack, digital asset management,
material development, sampling, costing,
sourcing, testing and compliance, workflow
calendars, global collaboration, exceptions
dashboard, and custom reporting.

FINANCE:

CIT Commercial

Services

300 South Grand Ave.

Los Angeles, CA 90071

Contact: Darrin Beer, Western Regional
Manager

(213) 576-4622
http:/[cit.com/commercial-services
Products and Services: CIT Commercial
Services is one of the nation’s leading pro-
viders of factoring and financial services
and has been providing financing and advi-
sory services to small, mid-sized, and large
businesses for more than a century. CIT
Commercial Services serves apparel com-
panies ranging in size from $2 million to $1
billion in annual sales that sell to a broad
range of public and private retailers, whole-
salers, and distributors across the nation
and abroad. CIT Commercial Services is able
to create custom financial solutions that
help companies improve cash flow, reduce
operating expenses, and significantly reduce
customer credit losses. CIT Commercial
Services” Internet-based platform provides
clients with real-time credit approvals and
accounts-receivable information. For more
information, visit our website.

Comerica Bank

601 S. Figueroa Street, Suite 1400

Los Angeles, CA 90017

(213) 486-6243

Contact: Nick Susnjar, Vice President—Los
Angeles Middle Market
nsusnjar@comerica.com
www.comerica.com/apparel

Products and Services: If you don't think a
bank can help you optimize growth, minimize
risk and help your apparel or textiles business
prosper in today's challenging market, maybe
it's time to bank differently. At Comerica
Bank, we understand the complex chal-
lenges that impact your success. From factor
financing and access to working capital, to
managing cash flow, international trade, and
operating in a deflationary environment with
mounting competitive pressures, learmn how
the depth of our experience can help your
business thrive. Our seasoned business advi-
sors are here to help plan, guide and consult
apparel and textiles businesses on planning,
projecting, growing and protect earnings,
every step of the way.

Goodman Factors

3010 LBJ Freeway, Suite 140
Dallas, TX 75234

APPARELNEWS.NET

Contact: Alexandra Scoggin (323) 350-6908
Bret Schuch (972) 241-3297

Fax: (972) 243-6285

Toll-free (877) 4-GOODMAN
www.goodmanfactors.com

Products and Services: As the old-
est 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 inde-
pendent banks in terms of customer approval
ratings and capital soundness.

Hana Financial, Inc.

1000 Wilshire Blvd., 20th FI.

Los Angeles, CA 90017

(213) 977-7244

Fax: (213) 228-5555
www.hanafinancial.com

Contact: Kevin Yoon
kevin.yoon@hanafinancial.com

Products and Services: Established
in 1994, Hana Financial is a specialized
nonbank financial institution that offers fac-
toring, 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 Financial

Group

800 S. Figueroa St., Suite 730

Los Angeles, CA 90017

(213) 347-0101

Fax: (213) 347-0202
http://merchantfinancial.com

Products and Services: Merchant Financial
Group, located near the garment center in
downtown LA, offers non-recourse factor-
ing, asset-hased 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.

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.

Sterling National
Bank

Factoring & Trade Finance Division

500 Seventh Ave., 3rd Floor

New York, NY 10018

(212) 575-4415

Fax: (212) 575-3439

www.snb.com

Jlalota@snb.com

Contact: John La Lota, Division President
Products and Services: Sterling National
Bank offers clients a full range of depository
and cash-management services plus a broad
portfolio of financing solutions—including
working capital lines, accounts receivable
and inventory financing, factoring, trade
financing, payroll funding and processing,
equipment leasing and financing, commercial
and residential mortgages, and mortgage
warehouse lines of credit. Sterling is well-
known for its high-touch, hands-on approach
to customer service and a special focus on
serving the business community.

White Oak Commer-

cial 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 mid-
dle-market companies between $1 million
and $30 million. WOCF's solutions include
asset-based lending, full-service factoring,
invoice discounting, supply-chain financ-
ing, 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 Las Vegas Resource Guide.
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PROFESSIONAL SERVICES & RESOURCE SECTION

ACCOUNTING SERVICES
HOVIK M. KHALOIAN

ACCOUNTING » AUDITING C I J \

TAXATION SERVICES FOR THE APPAREL INDUSTRY

20 N, CENTRAL AVE., SUITE # BES0

GLENDALE, CA 81203

TEL:
HOVIK@HMKCPA.

818.244.7200

MET

RONALD S. CHEIFER CPA

ACCOUNTING AND TAXATION
SERVICES FOR THE APPAREL
INDUSTRY. A SPECIALTY 40
YEARS OF SERVICE IN THE
CALIFORNIA MARKET CENTER

110 E. 9TH STREET SUITE A718
LOS ANGELES, CALIFORMIA 90079

TELEPHOMNE (213) 622-5033
rer0@acl.com

ATTORNEY

SanDiegoBizLaw .

“A CEO’s First Call”

We can help you with contracts, litigation,
and employment law anywhere in
California or the country.
www.SanDiegoBizLaw.com

A Basiness Law Firm that Runs a Glothing
Brand 1o suppor sbesed dogs

Free Consultation

619.793.4827

CONTRACTOR/HANDBAG

Cultin

Under one roof = O
Specialists—Spo
Lycra exparts s

BELLAS
FASHION

1581 E. 5t Gertrude P
Santa Ana, Ca 92705
belastashioncs@yahoo com

FIT MODELS

MPV] ocets

Embracing Beauty In All Shapes And Sizes

(714) 709-3035

Fan: (714) 556-5585
bellasfashion.com

**FIT MODELS***

All Sizes - Men - Women - Children

951.458.0076 | MsPenny@mpmmodels.com

MODEL SERVICES

MODELS

*Real Models for Real Clothes for Real People &7

PRO FIT MODELS

ALL SIZES AVAILABLE

TEAMRAGE@RAGEMODELS.COM
818.225.0526

PRIk

OVER 4

MILLION
YARDS IN

STOCK

323-646-2994 susie
denimgirls55@yahoo.com

Private Label Jeans
starting at $24

Denim Patternmaker
Samples in 3 Days

premivimdenimfabrics.us (online inventory)
MEW YORK * MIAMI » LOS AWNGELES

ApparelNews

Contact Terry Martinez at
(213) 627-3737

or terry@apparelnews.net

for advertising information

SEWING MACHING CONTRACTOR

ACE SEWING |\ J"';"
MACHINE INC==~" .

&
+ All kinds of sewing machines

214 E. Bth 5t.
Los Angeles CA 90014 + Bewing notions & thread
+ Fashion Design Supplics

TEI {21 3} 522-53‘45 * Dhress Torms, rulers, lools
Fax (213) 622-0142
Acesewing.com

+ Pattern & Marking paper
+ Sufiety pins, hook & eyes
+ Elastic, velero, hanger Lape

« Culling roam supplies

CLASSIFIEDS

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

XiRENA

FULL TIME ASSISTANT PRODUCTION MANAGER
*Issue cutting tickets. Enter receivers and tum in
invoices for payment.

*Schedule cuts and follow up with contractors,

dye houses, and print shops to maintain delivery dates.
*Update production reports and communicate delivery
issues with customer service and shipping dept.

*Follow up on TOP’s with contractors.

*Problem solve any issues that come up.

*Schedule patterns and markers with patternmaker.
*Review fabric test results and allocate fabric rolls
according to shrinkages.

*Assist production manager as needed with scheduling
and special cuts.

*Excellent Benefits

Email resume to: HR@ddaholdings.com

PRODUCT DEVELOPMENT & PRE-PRODUCTION
COORDINATOR
“Calabasas based, Women'’s Clothing Design & Manufactur-
ing Company looking for Product Development & Pre-Pro-
duction Coordinator.
Emailresumesto: RobertH@johnpaulrichard.com”

www.apparelnews.net

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

Jobs Available Jobs Available

DESIGN ROOM ASSISTANT - FULL TIME
* Creating and updating the Xirena calendar &
lineplan

* Keeping track of the duping process

* Order sample yds & trim, create & receive

* Check in fabrics & maintain the area

* Submit & follow up on lab dips.

* Follow up on approvals.

* Sendout samples & fabric tests for dye.

* Create, receive & follow up on all po’s.

* Prepare and create line sheets each season.
* Tag samples before lines are sent to
showrooms.

* Send samples to showrooms

* Excellent Benefits: Medical / 401 (K)

Send resume to: HR@ddaholdings.com

FINANCIAL CONTROLLER
Apparel company looking for financial controller. Apparel in-
dustry exp.isrequired. Dutiesinclude generalledger mainte-
nance, cash management, accounts receivable, accounts
payable, payrol, management reporting. Knowledge of
QuickBooks is required, and knowledge of AIMS is pre-
ferred.
Submitresume andsalary requirementsto:
controllerposition7 @gmail.com
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8f Fateen

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

swatfame

teuth in Faghinn®

GRAPHIC DESIGNER
Seeking talented, organized, multi-faceted individual with
min. 2 yrs exp. in print and graphic design. Prefer exp.
with Kids market. Must be knowledgeable in print and
color development and creating repeats and boards.
Must be good in screen prints & applique development.
Send resumes to: hr@swatfame.com

ApparelNews




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 Buy, Sell and Trade Business Opportunity

1ST PATTERNMAKER
PAD Pattern Making System trained. JRS, GIRLS,
MISSY fashion tops & t-shirts. Knits, wovens,
cotton jersey, novelty knits, etc. Private label &
Branded accounts. High-volume. Working

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

VELD MERGERS
.‘ & ACQUISITIONS

™ LOS ANGELES = HONG KONG
SAN DIEGD = SAN FRAMCISCD

knowledge of lllustrator for sketching. For Sale / Merger Asking / Profit
Min 4 yrs exp. *WE BUY ALL FABRICS AND GARMENTS
Email to: trankin@selfesteemclothing.com WE BUY ALL FABRICS AND GARMENTS. No lot ¢ Mnf w/Label & Factory $20 ml/ $3.0 ml
too small or large. Including sample room * Mnf w/Attractive Brand  $7.0 ml / $3.0 ml
PRODUCTION COORDINATOR inventories Silks, Woolens, Denim, Knits, Prints, # Private Label Mnf $3.5ml/ $1.4 ml

 3-5 years experience in garment production
* Key qualities preferred: organized, detail
oriented, proficient in Microsoft, NGC and
Vantage Point software

Solids Apparel and home furnishings fabrics.
We also buy ladies', men's & children's
garments. Contact: Michael

STONE HARBOR (323) 277-2777

¢ Mnf & Label
* High Growth Label
* Hawaii Beach Wear (Hl)

$3.5ml/ $757k
$1.8 ml / $426k
$1.0 ml / $290K

Please email resumes to: Joanne Perez to: » Baja, MX Screen Print S500k / $203k
Jperez@leyallc com Real Estate » Kid's Sewn Gift Product - $295k / TBD
* MX Sew Plant w/immex $250k / TBD
PRODUCTION CLERK

» Handbag Label $99K / $80k

Bright, organized and energetic individual for busy Knit- )
* Hosiery Brand (NV) $TBD

ting Mill. Attention to detail and good communication
skills necessary.
Please email resume to: annat@antexknitting.com

FOR LEASE

CREATIVE OFFICE SPACE
LA FASHION DISTRICT
213-627-3754

SPACE FOR LEASE
*In newly renovated Anjac Fashion Buildings in
the heart of Downtown Fashion District ¢In-
dustrial, retail and office space also available
throughout the San Fernando Valley. Retail
and office space also available just south of
Downtown. 213-626-5321 or email info@anjac.
net

Request NDA at 310.652.8066
contact@veldma.com

For classified advertising:
email jeffery@apparelnews.net or
visit www.apparelnews.net/classifieds
to place your ad in our
self-serve system

WELL ESTABLISHED SWIMWEAR
COMPANY FOR SALE!
Established in Southern California in 1979 and

has grown exponentially for the past 4
decades. VERY loyal following, exceptional staff
in place, completely turn key business. Over 1
MILLION dollars in inventory, fabric, machinery,
trims, padding, fixtures and accessories. Owner
is ready to retire and pass on her legacy to
someone looking to succeed!

contact Janette (909)980-0172

Hyperlink your ad for best results
COMING SOON IN CALIFORNIA APPAREL NEWS

August 3 August 10 August 17 August 24
Cover: Runway Cover: Fashion Cover: LA Swim Week Coverage Cover: Full Vegas Wrap
LA Market Wrap Technology Vegas Wrap Surf Report
Denim Report Technology Industry Voices: Artificial
Fashion Advertorial Made in America Intelligence Surf Advertorial

Sourcing & Fabric Special
Section with Tech+*

Sourcing Advertorial
Fabric & Trim Advertorial
Technology Advertorial

Bonus Distribution

LA Swim Week 8/10

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
Denver Apparel & Accessory Market 8/24-27

Active Collective Coverage
Swim Collective Coverage

Supply Chain with Tech
Fashion Advertorial

Finance Advertorial

Made in America Advertorial
Denim Advertorial

Supply Chain Advertorial

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

Fashion Market Northern California 8/19-21
Dallas Market Week 8/22-25

Swim and Active Advertorial
T-Shirt Advertorial

Finance Advertorial
Technology Advertorial

Bonus Distribution
Surf Expo 9/6-8

Bonus Distribution
Active Collective NY 8/22-28

Making Tall Women
Comfortable in Their
Own Skinny Jeans

Call now
for special rates
Terry Martinez
(213) 627-3737 x213
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Need cash flow to
expand your business?

Our long-term
relationship is
based on a
consistently
high level of
service.

PAUL CARR &
DAC CLARK
L*SPACE

CiT

Let us be a factor in your success.

CIT Commercial Services is one of the nation’s leading
providers of credit protection, accounts receivable
management and lending services.

Visit cit.com/commercialservices or call us at 800-248-3240.

cit.com | W& @ @CITgroup

©2018 CIT Group Inc. All rights reserved. CIT and the CIT logo are registered trademarks
of CIT Group Inc.





