
‘The Godfather’ Builds a House 
of Gold to Make Premium Denim 
Sustainable and Affordable

Adriano Goldschmied—known for his luxury denim 
at brands such as Diesel, Citizens of Humanity and AG 
Jeans—has been quietly building a new Los Angeles venture 
over the last five years.

Named House of Gold, it is an organization that serves 
denim brands and guides them through the fabric-sourcing 
process. 

“We’ve been keeping a very low profile. We didn’t want 
to talk about it before we could talk about it seriously,” said 
Goldschmied, who is known by many as “the Godfather of 
Denim.” “We are not just a sales organization; we supply a 
complete concept from the design of textiles to marketing and 
sales.”
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Is the r-word on the economic horizon? That is the ques-
tion.

The U.S. economy has been chugging along at a brisk 
pace for the past couple of years as shoppers are out there 
buying lots of stuff and businesses are riding the waves of a 
tax cut that has pumped up profits.

But things are definitely slowing down, according to the 
recent UCLA Anderson Forecast’s final quarterly report for 
2018, released on Dec. 5. Some wonder if a recession might 
not be down the road.

UCLA’s group of economists are seeing the economy 
downshift to a lower gear in 2019 and 2020 while the Federal 

UCLA Anderson Forecast Sees 
a Slowing Economy With Trade 
Causing Potential Problems
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THE PEOPLE, COMPANIES AND IDEAS  
THAT MADE NEWS IN 2018

Nothing ever stays the same in the apparel industry, and 2018 was no different. We saw old trade 
shows disappear and new trade shows emerge. Retail centers—their death greatly exaggerated—

revamped themselves with creative architecture and fresh ideas. And some old-time retailers are still in 
the game after four decades. Companies merged and others were purged. A new star appeared on the 

T-shirt scene, and fur was voted to be banned in Los Angeles by 2020. We take a look at the movers and 
shakers that shaped the local apparel and retail scene beginning on page 4.
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With the 2018 holiday season in mind, The 
RealReal has revealed the highest-valued re-
sale items at the top of luxury-brand lovers’ 
wish lists this year. 

The 2018 Holiday Resale Report, released 
Dec. 6 by the San Francisco–based luxury 
resale brand, shows that heritage brands are 
showing strong staying power year over year. 

“The report is a guide to holiday shopping 
for luxury brands with a focus on long-term 
value,” said Rati Levesque, The RealReal’s 
chief merchant. “Gifting an item or brand that 
is on the rise in resale is the gift that keeps on 
giving for the recipient.” 

Among women’s brands, Hermès’s aver-
age year-over-year resale price increased 67 
percent. The French firm’s popular Birkin, 
Kelly and Constance bags enjoyed an increase 

of 7 percent year 
over year. A brand 
staple, the Birkin 
bag has enjoyed 
a storied history 
of being the most 
coveted of Her-
mès’s handbags, 
but the Constance 
design is gaining 
ground with a 67 
percent year over 
year increase in 
average price.

“We sell a lot of jewelry and watches in 
the stores as well as higher-value handbags,” 
Levesque said. “Additionally, we often have 
customers come to the store and then later de-

cide to purchase 
what they viewed 
or tried on from 
our app or site.”  

O u t e r w e a r 
des igns  f rom 
luxury brands 
showed  grea t 
promise in 2018. 
Women’s pieces 
from Moncler 
have reportedly 
experienced a 
resale value up to 

90 percent of the original price.  
With every holiday season comes leaders of 

the resale pack, such as Hermès, but there are 
also brands that fall behind by this time of year. 
Declining in resale value this year was Tory 
Burch, which fell by 16 percent year over year. 
Miu Miu experienced a 7 percent year-over-
year decline, and Tom Ford dropped by 6 per-
cent year over year. 

While Italian fashion house Gucci also en-
joys heritage status among women, The Real-
Real said “the most giftable Gucci style” was 
found in the men’s segment. Its Ace sneaker 
style helped Gucci’s resale value rise 12 per-
cent year over year while it holds 69 percent of 
its total resale value. 

Gucci also performed well in the wom-
en’s segment with a number of pieces from 
its GG Marmont collection, launched in 
2016, retaining 85 percent of their retail val-
ue. Of particular note, the brand’s Matelassé 
Belt retained 96 percent of its retail value, 

according to the report.
Other notable brands in the men’s area were 

outerwear maker Canada Goose, which cap-
tured an 82 percent resale value, and the ris-
ing resale value of designs from Virgil Abloh’s 
Off-White. The brand’s pieces climbed to 12 
percent year over year. Pieces from the Off-
White x Nike collaboration continue to resell 
above retail cost. 

Declining in resale value among men’s 
goods were Kenzo, which fell 19 percent year 
over year; Chrome Hearts, which dropped 
15 percent year over year, and Dior Homme, 
which had a 10 percent decrease year over year. 

In addition to apparel, fine jewelry was 
trending strongly on holiday wish lists in 
2018. Landing at the top of The RealReal’s 
report for the second straight year was Van 
Cleef & Arpels, which showed a 74 percent 
resale value from its original price and a 5 
percent uptick year over year. The top men’s 
watch brand was Rolex, whose rising resale 
value of 14 percent year over year continues 
to rise. 

With the report, The RealReal hopes to 
streamline holiday shopping by helping shop-
pers find the perfect gift that is also an invest-
ment piece.

“It’s knowledge and data we wanted to share 
with consumers as we continue to drive a more 
sustainable way to shop that results in extend-
ing the life cycle of luxury items,” Levesque 
explained. “It was designed as a data report, 
but it’s really a guide for smart gifting—the 
ultimate luxury shopping guide for the mindful 
consumer.”—Dorothy Crouch 
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A Flurry of Stores Opening on Los Angeles’ Westside

NEWS

RETAIL SALES

The retail world is kicking into high gear 
when it comes to opening new locations on 
the Westside of Los Angeles.

Everlane, based in San Francisco and pre-
viously an online-only venture, is planning 
to open its first Los Angeles store in L.A’s 
Venice neighborhood. The 3,300-square-foot 
future outpost will be located on the corner 
of Abbot Kinney and Westminster Avenue at 
1101 Abbot Kinney Blvd.

ASB Real Estate Investments made the 
announcement on Dec. 3, but neither Ever-
lane nor ASB returned requests for informa-
tion about when the store would open.

This is the third location for Everlane, 
which has shops in San Francisco and New 
York City. Previously, the label’s distribution 
of its basics was restricted to its direct-to-

consumer channel, www.everlane.com, and 
it seemed as if Everlane would never take 
the bricks-and-mortar route. That was rein-
forced in a 2012 interview with the New York 
Times T magazine in which Everlane founder 
Michael Preysman said his company would 
never open a permanent location. But that 
changed. Everlane is one of a handful of for-
merly online-only retailers, including Ama-
zon and Warby Parker, that have embraced 
physical locations.

Also opening a new store is boutique re-
tailer Elyse Walker, who in January will open 
the second location of her new retail concept 
called Towne by elysewalker at The Glen 
Centre, which serves Los Angeles’ exclusive 
Bel-Air neighborhood. It will open months 
after the Towne concept was introduced in 

September at Palisades Village in Los Ange-
les’ Pacific Palisades neighborhood. 

Towne is devoted to basics and high-end 
casual looks. “It’s what we wear every day!” 
Walker said. “Our goal is to capture one life-
style: ‘laid-back luxury.’ We want to present 
a carefully curated selection of those essen-
tial key pieces.”

The new concept also is something of a 
departure for Walker. For 19 years, Walker 
focused on designer styles at her self-named 
Elysewalker boutiques in Los Angeles’ Pa-
cific Palisades neighborhood and in New-
port Beach, Calif. Brands offered at the new 
Towne boutique will include Moncler, Bot-
tega Venetta and Isabel Marant.

Moving farther west, Burton Snow-
boards in September opened an emporium 

in downtown Santa Monica, Calif.
After more than a decade on Melrose 

Avenue, the emporium for Burton Snow-
boards and Channel Island Surfboards 
opened in a more-than-5,700-square-foot 
space a couple of blocks from the popular 
Third Street Promenade retail district. The 
space formerly housed a flagship for action-
sports purveyor Active Ride.

Burton decided to move after its lease on 
the Melrose Avenue space expired, accord-
ing to a company statement. 

Plus, more of the brand’s consumers lived 
closer to the beach. The store will offer Bur-
ton-brand snowboards and apparel, as well 
as Channel Islands surfboards and apparel. 
Channel Islands is a division of the Vermont-
headquartered Burton.—Andrew Asch

The RealReal Releases Holiday Resale Report

A beach-to-
street lifestyle 
brand

EMBLEM SHOWROOM 
310-420-0125
evelinem@emblemshowroom.com
New Mart Building Ste. 707
127 E. 9th St.
LA, CA 90015

MEDIA PLAYGROUND PR
Kim 323-687-3360 
kim@mediaplaygroundpr.com
845 S. Los Angeles St.
LA, CA 90014

Retail Sales Are Robust in November
November retail sales jumped 8.8 percent, 

paving the way for a very good holiday season.
November sales were way above the 4.2 

percent increase forecast by Retail Metrics 
president Ken Perkins. “Holiday 2018 is 
likely to be a merry one,” Perkins wrote in a 
Dec. 6 retail note.

L Brands Inc. and Zumiez Inc. reported 
booming business for the month. L Brands 
beat forecasts, Perkins wrote. He predicted 
the parent company for Victoria’s Secret 
and Bath & Body Works would post a 2.4 
percent rise. However, L Brands reported a 9 
percent gain. For November, the company’s 
net sales were nearly $1.6 billion.               

Mall-based action-sports retailer Zumiez 
reported a same-store-sales increase of 2.3 
percent with November net sales at $84.4 
million. On Dec. 6, Zumiez also reported 
its third-quarter financial results with same-
store sales moving up 4.8 percent and net 
sales totaling $248.8 million. Rick Brooks, 
chief executive officer of Zumiez, said No-

vember sales would support a strong fourth 
quarter for the company. “The fourth quarter 
has gotten off to a positive start driven by ro-
bust demand over the Black Friday weekend 
and Cyber Monday,” he said. 

Denim-focused mall retailer The Buckle 
Inc. saw its same-store sales dip 0.6 percent 
while net sales were $81.3 million. Value re-
tailer Cato Corp. reported a 6 percent same-
store sales decline in November with net 
sales for the month totaling $59.4 million.

November’s retail sales were supported 
by a strong economy and a national unem-
ployment of a very low 3.5 percent. 

However, consumer confidence slipped 
a bit in November, according to market re-
searchers The Conference Board. Lynn 
Franco, the board’s senior director of eco-
nomic indicators, said it was nothing to 
worry about. “Despite a small decline in 
November, consumer confidence remains at 
historically strong levels,” she said in a Nov. 
27 statement.—A.A.
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Goldschmied’s denim-manufacturing ventures always seem 
to be ahead of the curve, and this venture is no different. He is 
now focused on helping brands bring premium-quality denim 
to consumers who are searching for sustainable goods that are 
affordable. 

Based in the Los Angeles Arts  
District, Goldschmied assembled 
a team of fashion-design and -de-
velopment professionals, which 
includes his daughter Glenda Gold-
schmied as the marketing creative 
director and Director of Operations 
Vincenzo Marrocco, who is the son 
of former Candiani Denim USA 
president Saverio Marrocco. The 
organization also has a location in 
Amsterdam’s Denim City and a 
New York City presence managed 
by denim-industry veteran Susan 
Lawrence. 

“Not one of us is coming from 
sales. The team comes from prod-
uct design and development. It is 
not only about selling fabric but 
also about developing the best prod-
uct possible,” Goldschmied said. “We are able to have a great 
partnership with our customers because we get their confidence 
and we can work together to develop the products better.”

House of Gold works with clients from around the world to 
design denim textiles created by mills in China, such as Blue 
Diamond Denim, which is building a new 376,737-square-foot 
factory scheduled to open in 2019. Originally founded as a cot-
ton mill in China’s Hebei province in 1958, Blue Diamond spe-
cializes in the premium-denim fabrics and other woven textiles 
Goldschmied sees as the future of responsible—yet economi-
cal—denim manufacturing. 

“Instead of having a low-quality product, we want to have a 
product that can compete at the level of premium denim,” Gold-
schmied explained. “The concept is to bring the expertise of 
premium denim but at a reasonable price.”

Through House of Gold, Goldschmied is providing a solu-
tion to one of the most widespread problems facing sustainable-
apparel manufacturing—high costs. Clothing brands that would 
like to produce sustainable goods are often confronted with ex-
pensive textile-production prices, but passing on these costs to 
their customers is not effective if the consumer refuses to pay 
and opts for a lower-quality, lower-priced product made using 
traditional, pollutive practices.

“For sustainability to truly take over on a global level, sus-
tainable goods must cost less than the normal versions. That is 
what it’s moving toward,” Marrocco said. “When you create a 
sustainable product, it is more than likely that you cut out some 

steps and don’t have to spend as much on these pollutive ele-
ments, which is the reason it can cost less.”

The House of Gold team is also partnering with Changzhou 
Congling Knitting Co., Ltd., a 358,797-square-foot factory 
located in Jiangsu, China, through a collaboration referred to as 
“In the Loop,” which is focused on indigo knits. This collabora-
tion offers non-denim French terry, twill, rib-knit, jersey, jac-

quard, piqué and interlock fabrics.
“We develop the indigo yarn in 

the traditional way, which is rope 
dye, and we create cones and bring 
the cones to a circular-knitting ma-
chine,” Goldschmied explained. 
“We created a new generation of 
fabrics that are perfect for the trend 
today, which is about extremely 
comfortable fabric.”

While House of Gold’s focus 
is to cultivate relationships to help 
designers and brands develop af-
fordable, sustainable denim, Gold-
schmied still finds the allure of 
making his own jeans. Under 
House of Gold, he launched Jeani-
ous Laundry—an 80,729-square-
foot facility in the Nansha district 
of Guangdong province. Using eco 

chemicals with laser and ozone practices, the garments are pro-
cessed using indigo dye with PFD (prepared for dyeing) fab-
rics, which don’t have whitener added. 

“Last year, I created a laundry called Jeanious Laundry in 
South China,” Goldschmied said. “We developed washes in an 
independent way, so we can work the fabric that the mill pro-
duced, but I can produce any other fabric that is requested by 
my customer.”

While Goldschmied has been a trusted expert in 
the denim industry—in addition to being an ardent 
supporter of sustainable manufacturing—many of 
his peers were resistant to seeing his vision of China-
based fabric production. 

The first year of business was difficult for House 
of Gold, according to Marrocco, but following year 
two, denim brands became more accepting of col-
laborations with mills in China. Now the business has 
a global network of clients who have looked beyond 
prejudgments to bring economical and more ecologi-
cally sound denim to more customers.

“The market, especially in L.A., was highly skep-
tical on China,” Marrocco explained. “Some people 
questioned Adriano’s choice to partner with a Chinese 
mill. Adriano is always a year or two or three ahead 
of the curve. Sometimes people don’t know why he is 
doing what he is doing, but it’s because he sees some-
thing others aren’t yet.”

Despite his collaboration with mills in China, Goldschmied 
still sees Los Angeles as central to denim and is working with 
Amsterdam’s Wiser Globe, which has an 8,400-square-foot 
Wiser Wash development center in Paramount, Calif. 

“Wiser Wash is a patented denim wash without stones, 
without chemical products and uses only one glass of water 
per jean,” Goldschmied said. “It’s a very strong innovation in 
terms of sustainability that I consider a game-changer. The way 
that we bring Wiser Wash to the market is that we make a joint 
venture in different countries where our customer can develop 
Wiser Wash products.”

The partnership is also important for Wiser Globe to spread 
its sustainable-fashion message, which it has done through col-
laborations with Pepe Jeans London and Join the Pipe, an 
Amsterdam-based organization that promotes clean tap water 
for human consumption.

“The main reason for us to join forces [with House of Gold] 
is our mutual love for denim and moreover our mutual belief 
and recognition that something in the denim industry has to 
change,” Wiser Globe’s Head of Global Business Development, 
Musa Firat Cakici, said. “If all denim production worldwide 
were to be washed wisely, we would save up to 237.8 billion 
gallons of water per year.”

Goldschmied hopes Los Angeles will become the “Silicon 
Valley of denim.” Foreseeing a global industry shift from ex-
pensive, sustainably made apparel to more-affordable, respon-
sibly sourced goods produced for mass consumption, he feels 
the city can fulfill two different roles in the denim business.

“One is being a giant development center where we can 
create the samples for the industry,” he said. “On the other 
side, Los Angeles is still home to the best premium denim. 
Nobody makes a better product than L.A., and the natural 
place for luxury brands to produce denim should be L.A.” ●

House of Gold Continued from page 1
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Reserve continues to raise interest rates and businesses worry 
about trade tensions, which are playing out as a wild card for 
manufacturers and other companies doing business in China 
and other overseas locations.

Trade hit front and center after President Trump earlier 
this year levied a new 10 percent tariff on $200 billion in 
goods being imported into the United States from China. He 
then threatened to boost that tariff to 25 percent and include 
an additional $267 billion in Chinese goods, which would 
basically encompass everything the United States imports 
from China.

Since then, corporations that rely on China for manufac-
turing have been scrambling to move production to other 
countries and regions. 

“A 25 percent tariff is a big negative on the economy,” 
said David Shulman, senior economist with the UCLA An-
derson Forecast. “It will essentially raise prices and lower 
outputs. In apparel, you are not going to get more domestic 
production because it is not here anymore. Suppliers will 
shift from China to places like Vietnam and Bangladesh.”

He noted that the trade war raises the risk of a recession 
in 2020, when the country’s gross domestic product, which 
is the total value of goods and services produced during one 
year, is expected to see only a 1 percent rise. “With only a 
1 percent increase in GDP, anything could knock you into a 
recession,” Shulman said.

Larger U.S. companies currently manufacturing in China 
are rethinking their supply chains, which is expensive and 
time consuming. “You have to set up a whole different logis-
tics system, set up different contractors and move people. It 
is complicated,” the economist noted.

For now, the threat of an additional 25 percent tariff has 
been postponed for 90 days after a meeting between Presi-

dent Donald Trump and Chinese President Xi Jinping at 
the recent G20 summit in Buenos Aires, Argentina. “Not a 
whole lot [on trade] was accomplished at the G20,” Shulman 
observed. “This is just kicking the can down the road.”

Trade’s importance has been front and center on the stock 
market’s recent performance, which has been as up and down 
as a Coney Island rollercoaster. On Monday, Dec. 3, following 
the Trump administration’s announcement that China was go-
ing to make several trade concessions, the Dow Jones Indus-
trial Average rose 1.1 percent, or 287.97 points, to 25,826.43. 
The following day, when reports said that the trade conces-
sions were not as extensive as first described and a trade truce 
may be fading, the Dow Jones Industrial Average plummeted 
3.1 percent, or nearly 800 points, to 25,027.07.

While the stock market indexes are all over the place, the 
U.S. economy is on more solid ground for right now, accord-
ing to the UCLA Anderson Forecast.

The U.S. economy grew at a healthy 3.1 percent pace 
on a fourth-quarter-to-fourth quarter basis. Next year, GDP 
growth slows to 2.1 percent, and by 2020 GDP growth is 
expected to dip to 1 percent. 

With the economy reaching full employment, it is hard 
for it to expand more than it has, the UCLA Anderson Fore-
cast economists said. “Unless we witness surprising gains 
in productivity, the speed limit for the economy is around 
2 percent [for 2019],” the economists wrote in their report. 

GDP growth will continue to slow toward the end of 2019 
as the huge fiscal impact of tax cuts and spending increases 
tapers off and the Federal Reserve continues to raise interest 
rates, which makes mortgage rates rise.

This year, 190,000 new jobs on average have been created 
every month, but that will decrease to 160,000 new jobs on 
average per month in 2019 and a much weaker 40,000 new 
jobs on average per month in 2020.

Another concern for economists is the amount of money 

major corporations have been borrowing because interest 
rates have been at historic lows in the years following the 
2008 recession. Until 2015, the federal funds rate stood at 
0.25 percent, which is basically zero. Currently, the rate is 
at 2.25 percent and expected to reach 3.5 percent in 2020.

UCLA Anderson economists noted that AT&T borrowed 
$190 billion to finance its acquisitions of DirectTV in 2015 
and of Time Warner this year. Other corporations that have 
borrowed funds for acquisitions include Bayer, which com-
pleted its $63-billion purchase of the Monsanto Company 
this past summer. CVS is offering to buy health insurer Aet-
na for $69 billion.

Because of all these loans, Moody’s now rates about half 
of all investment-grade corporate bonds as Baa, its lowest 
tier. UCLA Anderson economists point out that overborrow-
ing means the slightest of economic downturns could force 
many of these credits into junk-bond territory.

On a more positive note, defense spending increased this 
year by 3.4 percent and is forecast to inch up 4.9 percent in 
2019. Then it will level off with a 0.8 percent gain in 2020. 
This bodes well for California, where aerospace and defense 
contractors such as Northrop Grumman and Boeing are 
heavily concentrated. 

Also, investment in intellectual property is forecast to see 
a 9 percent jump this quarter in a sector that covers computer 
software, research and development, and the film industry. 
Growth in this area will slow down, but it will grow consis-
tently faster than the rest of the economy.

In the area of housing, construction has been rising and 
will continue to grow slightly. Housing starts across the 
country were expected to come in at 1.26 million units this 
year, up from 1.21 million units last year. Next year there 
will be a gain in housing starts to 1.31 million units and a 
modest gain to 1.32 million units in 2020. However, this still 
is not enough to keep up with demand. ●

UCLA Anderson Forecast  Continued from page 1

A worker at Blue Diamond Denim performs quality 
control on fabric.

Adriano Goldschmied inspects denim at the Blue Diamond Denim 
showroom.
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California Fashion Foundation
From the heart of the California Fashion Association

Please Donate! 
We ask for your continued generosity in support of 
the Fashion Foundation’s annual event, benefiting 

200 children from families with limited means. This 
celebration is often the only one these children have...

71st Annual Christmas 
Event for Children
Wednesday, December 12,  2018

3:30pm - 5:30pm
Cooper Design Space

860 S. Los Angeles Street, Penthouse

Please join your fellow industry members and contribute 
dollars for gifts for the children’s gift bags. 

BE A SPONSOR AND JOIN US! 
Confirmed Sponsors to date include: 

California Apparel News; Aims 360; Ann Davis; 
Barbara Fields; Ben & Joyce Eisenberg Foundation/

The New Mart; Cooper Design Space; CIT; Findings Inc.; 
FIDM; Fineman West; Karen Kane; Kaufman & Kabani; 

KWDZ Manufacturing; Mann Publications; 
Mermel & Mermel LLC; Moss Adams; Ragfinders of CA; 
Rena & Todd Leddy; STC-QST; Trish Landry for Opus 

Bank; Velvet by Graham & Spencer; 
Wells Fargo Capital Finance; Directives West;

Stony Apparel; SWAT/Fame

Donations made payable to:
California Fashion Foundation
444 S. Flower Street, 37th Floor

Los Angeles, CA 90071
or ... call 213 688 6288

The California Fashion Foundation is established as a 501(c)(3) 
California Public Benefit Corporation. Tax ID: 95-4677121
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Dec. 12
Blossom Première Vision
Carreau du Temple
Paris
Through Dec. 13

Jan. 6
AccessoriesTheShow/FAME/
Moda 
Javits Center, New York

Through Jan. 8

The Trendz Show
Palm Beach County Convention 
Center
Palm Beach, Fla.
Through Jan. 8

Jan.7
Active Collective/Swim 
Collective 

Anaheim Convention Center
Anaheim, Calif. 
Through Jan. 8

Submissions to the calendar should be faxed to the Calendar Editor at (213) 623-5707. Please include the event’s name, date, time, 
location, admission price and contact information. The deadline for calendar submissions is the Tuesday prior to Friday publication. 
Inclusion in the calendar is subject to available space and the judgment of the editorial staff.

There’s more
 on ApparelNews.net.

CalendarCalendar

For calendar details and  
contact information, visit  
ApparelNews.net/events.

NEWSMAKERS

More than one year after Brookfield Prop-
erties acquired a controlling interest in the 
California Market Center, the real estate–
development company announced in Novem-
ber it would invest $170 million to transform 
the showroom and office complex into a 
mixed-use creative space and fashion-industry 
campus. The three interconnected 13-story 
buildings and two-story bank building in the 
courtyard have served as the central resource 
for downtown Los Angeles’ Fashion District 
since the first building went up in the 1960s.

Leading the remodel is Gensler, a San 
Francisco architecture-and-design firm. 

The three taller buildings will receive en-
ergy-efficient floor-to-ceiling glass windows, 
sunlit skybridges that will connect every floor 
between the structures, a 5,000-square-foot 
rooftop tenant amenity space and fashion-
focused building amenities. The bank build-
ing, also known as the Pad Building, will be 
razed, yielding 13,700 square feet of private-
ly owned public space. 

Many in the apparel industry felt a major 
renovation was on the horizon. Since last 

year, Brookfield Properties has been making 
gradual improvements to the building on a 
smaller scale such as its approach to its on-
site events. In March, the CMC launched its 
Label Array trade show, which took place 
on the penthouse level during Los Angeles 
Market Week. 

Other new initiatives included fresh fea-
tures during the October installment of the 
L.A. Textile show. Brookfield Properties 
hosted an art installation created by Rafael de 
los Santos and Anna Victor, who used Mal-
hia Kent weavings, which hung in the lobby 
where visitors enjoyed a marketplace that 
showcased artisan-quality goods. 

The Oct. 3–5 show also saw the launch of 
The Future of Fashion conference on Oct. 3, 
which put the spotlight on ethical fashion, and 
the Sustainable Fashion Forum on Oct. 4.

Work on the CMC has begun with Build-
ing C, where most of the fashion tenants will 
be housed in the future. There will be a two-
phase renovation of the 1.8-million-square-
foot complex, scheduled to be completed by 
2020.—D.C.

Brookfield Properties Begins a $170-Million 
Upgrade of the California Market Center

If fashion had one theme in 2018 it was 
sustainability. While some who are unfamil-
iar with the concept are confused by the term 
“sustainability,” a sustainable-fashion industry 
is able to support itself through conservative 
manufacturing methods that limit harm to the 
environment and sourcing based on reuse. 

Many sustainable-fashion brands also ad-
here to ethical standards for the treatment of 
employees such as fair-wage practices and 
eradicating the exploitation of female work-
ers. Sustainable efforts can also include 
ecologically sound, cruelty-free material 
sourcing, including wool, leather and silk 
alternatives.

With the exploding popularity of the sus-
tainable-fashion segment, driven by greater 
consumer awareness of product origins, it 
seems sustainability is here to stay. From ap-
parel brands opting to upcycle dead stock or 
choosing to manufacture with textiles made 
from recycled water bottles to technology that 
reduces difficult-to-recycle plastics into usable 
fibers, science and technology have played an 
integral role in sustainable fashion. 

Pushes for sustainability weren’t only 
seen at the design level, but over the last 12 
months apparel-trade-show organizers pro-

duced events that took sustainable fashion 
mainstream. With its inaugural event held 
at New York City’s LIM College in May, 
the Sustainable Fashion Forum landed 
in Los Angeles on Oct. 4 during the L.A. 
Textile show held at the California Market 
Center. Focused on transitioning fashion 
from the second-highest polluting industry 
to having a circular economy, the daylong 
event was produced by Fashiondex founder 
Andrea Kennedy.  

The most anticipated sustainability-cen-
tric event launch was the inaugural ReMode 
show held Nov. 13–14 at the Los Angeles 
Convention Center in downtown Los An-
geles. Founded by Pierre-Nicolas Hurstel, 
ReMode was produced by UBM as an op-
portunity for fashion-industry professionals 
to connect with peers in other segments of 
the apparel business to collaborate toward 
sustainable manufacturing. 

ReMode enlisted the expertise of profes-
sionals who represented all segments of the 
apparel business. Under four distinct themes 
referred to as ReThink, ReMake, ReMar-
ket and ReInvest, ReMode challenged the 
fashion industry to reconsider the methods 
it uses to create apparel.—Dorothy Crouch

The Buzz Surrounding 2018’s Buzzword—
Sustainability
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The ONLY Flame Resistant  
COTTON KNITS that Comply with 

NFPA 2112
NFPA 70E

MADE IN THE USA
Charles Javer at 213-713-2347 or charles@antexknitting.com

3750 S. Broadway Place, Los Angeles, CA 90007     323-232-2061     www.pyrosafebyantex.com

At last! Flame retardant clothing with
the comfort of your favorite T-shirt!

3750 S. BROADWAY PLACE, LOS ANGELES, CA 90007 

TEL (323) 232-2061 
WWW.ANTEXKNITTING.COM

FOR MORE INFORMATION

PLEASE CONTACT SALES@ANTEXKNITTING.COM

The goal at Antex Knitting Mills is to service the knit 
fabric needs of the apparel industry with high quality, 
competitively priced fabrics, backed by outstanding 

customer service and technical expertise.

Antex’s product line includes: 
Matchmaster prints 

Antex Premier Performance 
Dry Inside Performance Cotton 

Pyrosafe by Antex flame retardant knits

SHAPE UP
and capture the attention of  
retailers with 

premier 
performance
fabrics made 
in the USA

NEWSMAKERS

For years, AST Sportswear operated un-
der the radar in Orange County, Calif.

Even though it was a huge, vertically in-
tegrated T-shirt maker, a lot of people had 
not heard of the company, which has been 
making T-shirts, sweatshirts, safety wear, 
caps, aprons and tote bags for more than 20 
years under the Bayside label.

Little did they know that this big clothing 
company started by four brothers in 1995 
was about to take over the title of the largest 
vertically integrated T-shirt manufacturer in 
the United States.

That happened after American Apparel 
declared bankruptcy for the second time, 
closed down its Los Angeles factory with 
3,500 workers in early 2017 and sold its 
brand name to Gildan, based in Montreal.

With American Apparel mostly out of the 
local manufacturing scene, AST Sportswear 
acquired two former American Apparel facili-
ties in the South Bay area of Los Angeles: a 
knitting facility in Carson, Calif., and a dyeing 
and finishing facility in Hawthorne, Calif. 

These two new facilities were added to 

the company’s 115,000-square-foot head-
quarters in Brea, Calif., where 300 sewing 
workers are employed, and to the unionized 
sewing facility in Huntington Park, Calif., 
which makes T-shirts for unionized workers. 

The Rashid brothers started the company 
shortly after the North American Free Trade 
Agreement went into effect in 1994 because 
they saw many manufacturers shifting pro-
duction to Mexico to make T-shirts. But they 
believed there was a demand for just-in-time 
delivery on goods that needed to be made 
domestically, and they were right. 

For the first couple of years, the brothers 
were doing it all—from answering phones 
and taking orders to sticking mailing labels 
onto hundreds of cardboard boxes.

As the company’s orders mushroomed, 
so did the staff. Now oldest brother Moham-
med is a manager; Ali, the next oldest, is the 
chief executive officer; Abdul, the third old-
est, is the chief operating officer; and Omar, 
the youngest, is the chief financial officer. 

The company’s motto is: “From dirt to 
shirt.”—Deborah Belgum  

AST Sportswear Inherits Title of Largest 
T-shirt Maker in the United States

The Ron Robinson stores on Los Ange-
les’ Melrose Avenue and in Santa Monica, 
Calif., made it through harsh recessions and 
weathered tough changes in the retail scene 
and are still around to talk about it. 

This year, the Ron Robinson stores 
marked their 40th year in business while 
other veteran stores were closing their doors.

The stores’ founder, Ron Robinson, cel-
ebrated his 40th anniversary by publishing 
a softcover book called “Years.” It’s his ac-
count of how he moved to Los Angeles from 
El Paso, Texas, after high school and got a job 
during the late 1960s with pioneering retailer 
Fred Segal, when Segal was solidifying the 
reputation of his Fred Segal store as a place 
to find the newest designers in Los Angeles.

In 1978, the retailer started his self-
named Ron Robinson store at the Fred Segal 
compound on Melrose Avenue. He currently 
runs two 5,600-square-foot flagships and 
employs 60 people.

When asked how he has stayed in the 
game for so long, he answered with a com-
ment and a motto: “It should be clear that 

I didn’t hope or expect that we would be 
looking now at 40 years [in business]. The 
40 years just happened along the way. Every 
day my team and I reflect on the business 
and plan how to proceed. It wasn’t about 
quantity, it was about quality,” he said.

Robinson is one of a handful of promi-
nent Los Angeles boutique retailers who 
started business in the late 1970s or early 
1980s. They continue to thrive. This group 
of retailers includes Robinson’s Melrose 
Avenue neighbor Ron Herman as well as 
Tommy Perse of Maxfield, Michael and 
Sara Dovan of Traffic Los Angeles and 
Mark Werts of American Rag Cie.

What made these retailers unique is that 
they not only stayed on trend but their shops 
also cultivated their own styles and became 
their own brands, said Bernard G. Jacobs, a 
stylist. 

These retailers had longevity because 
they didn’t overextend themselves, said 
Diane Merrick, who ran a self-named bou-
tique in Los Angeles that started in the early 
1970s. She retired in 2016.—Andrew Asch

What Retail Apocalypse? Ron Robinson 
and Others Mark Decades in Retail

With major design houses such as Cha-
nel, Versace and Michael Kors abandoning 
the use of fur in their collections, the legisla-
tive movement toward prohibiting the sale 
of these controversial garments gained a lot 
of ground in California during 2018. 

Following the lead of West Hollywood 
and Berkeley, Calif., San Francisco imple-
mented its own ban on the sale of fur prod-
ucts in March 2018. 

By June, three members of the Los Ange-
les City Council signed a motion to ban the 
sale of fur in the city, with Councilmember 
Paul Koretz serving as the bill’s sponsor. 

On Sept. 18, the ordinance was approved 
by a 12–0 vote. With this move, Los Angeles 
became the largest city in the United States 
to ban the sale of fur, which includes its use 
in clothing, hats, handbags and footwear. 
Following his victory, Koretz attempted to 
reassure the local fashion industry and urged 
other cities around the country to follow suit.  

“It will disrupt the industry, but we’re 
going to make the transition as smooth as 
possible,” Koretz told the California Ap-

parel News in September. “Los Angeles is 
one of the fashion capitals of the world. If 
you can do it here, you can do it anywhere. 
We hope that New York, Chicago and Miami 
are watching.”

Opponents to the fur ban cited environ-
mental and economic threats they felt could 
stem from the ordinance. They also believed 
the ban could affect the local economy by 
eliminating thousands of jobs. Others felt 
the ban was simply an infringement on the 
rights of citizens to make purchasing deci-
sions. 

“It is more extensive than people think. 
The basic core issue gets down to free-
dom of choice,” Keith Kaplan, director of 
communications for the Fur Information 
Council of America told the California Ap-
parel News. “You can be sure of this. If [an-
ti-fur groups] are successful at using cities 
like Los Angeles to put an end to fur, what 
will be next? Leather? Wool? Silk? Meat?”

The ban does not include secondhand or 
vintage fur products. It will go into effect 
Jan. 1, 2020.—Dorothy Crouch

L.A. Becomes the Largest U.S. City to Ban Fur Sales
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As the #MeToo anti–sexual harassment movement gained 
momentum, women across all industries came forward to 
share their stories and formally accuse the men they say ha-
rassed them. 

One of the most notable cases within the fashion in-
dustry was the accusation made on Jan. 31 by model Kate 
Upton, who named Guess? Inc. co-founder, chairman and 
chief creative officer Paul Marciano in a social-media post 
regarding her own experience as a victim of sexual harass-
ment.

“It’s disappointing that such an iconic women’s brand @
GUESS is still empowering Paul Marciano as their creative 
director,” Upton said in Twitter and Instagram posts that 
ended with #MeToo. The model followed up her original 
posts with the statement, “He shouldn’t be allowed to use 
his power in the industry to sexually and emotionally harass 
women.”

After denying Upton’s claims of sexual harassment, 

Marciano stepped down from his duties on Feb. 20 while 
an investigation was conducted by the board of directors of 
Guess. 

“I have pledged my full cooperation to the company, and 
I have the utmost confidence in our CEO, Victor Herrero, to 
continue leading the company during this time,” Marciano 
said in a statement. 

The company’s board appointed two independent direc-
tors to a special committee formed to investigate Upton’s 
allegations of harassment against Marciano. Initially, the 
investigation was conducted by the law firm of O’Melveny 
& Myers while the special committee retained the legal ser-
vices of Glaser Weil. In March, Glaser Weil assumed full 
control over the investigation after O’Melveny & Myers 
stepped down.

On June 12, after the investigation was completed, 
Guess filed a report with the Securities and Exchange 
Commission noting that Marciano would resign as execu-

tive chairman of the board but would remain a member un-
til Jan. 30, 2019. 

“Many of the allegations could not be corroborated,” the 
report said. “The investigation found that on certain occa-
sions Mr. Marciano exercised poor judgment in his com-
munications with models and photographers and in placing 
himself in situations in which plausible allegations of im-
proper conduct could, and did, arise.”

The report also stated that “without admitting liability or 
fault” the company and Marciano resolved the inappropri-
ate-conduct claims of five individuals through nonconfiden-
tial settlements totaling $500,000.

Maurice Marciano was appointed chairman of the board 
as his brother Paul Marciano agreed to not renew his em-
ployment agreement with Guess after his contract expires on 
Jan. 30, 2019. The company’s chief executive officer, Victor 
Herrero, will assume all of Paul Marciano’s responsibilities 
upon Marciano’s retirement.—Dorothy Crouch 

Paul Marciano Leaves Guess? Inc. Amid Escalation of #MeToo Movement

T H E  N E W 
S P E E D  O F 
P R O D U C T I V I T Y

A Fully Digital Workflow to Save You Time.

We live in a time where trends move fast and 

consumers expect you to move faster. Fortunately, 

major technical innovations are enabling you to 

get your products to market quickly, meeting the 

demands of your customers.

Gerber Technology’s digitally-integrated suite of 

product lifecycle management and computer-

aided design, nesting and cut planning software 

pass data seamlessly to connected industry 4.0 

ready spreading, and cutting systems enabling you 

to maximize productivity, quality and speed.

Learn how to improve your efficiency, quality and throughput, 
from design through production. To get connected, visit  
gerbertechnology.com/digital-solutions/.

This has been a year of uncertainty for the trade world.
First, the North American Free Trade Agreement was un-

der fire, and then a trade dispute erupted between the United 
States and China.

Both trade issues have kept manufacturers in all fields—
from apparel and accessories to cars and washing ma-
chines—reading the tea leaves to try to figure out what the 
future will bring.

And people are still wondering. President Trump and the 
heads of state of Mexico and Canada recently signed the renego-
tiated NAFTA free-trade agreement among the three countries.

The trade pact, which took more than a year to renegoti-
ate, is now called the U.S.-Mexico-Canada Agreement, or 
USMCA. Even though it was signed on Nov. 30, it is still 
in a precarious situation with President Trump threatening 

to pull out of the accord in six months to put pressure on 
Congress to approve the trade deal next year.

Fortunately for apparel makers, little has changed under 
the new trade pact. Many of the old regulations were carried 
over with a yarn-forward provision still in force, which is a 
boon to U.S. cotton producers, who export a good deal of 
their cotton to Mexico to make fabric. 

But trade-preference levels allowing for the use of non-
regional fabric will be more restrictive.

Also, there were a number of upgrades to environmen-
tal and labor regulations regarding Mexico, and additional 
intellectual-property protections were put in place.

On the Chinese trade front, the Trump administration this 
year slapped additional 10 percent tariffs on $200 billion of 
goods being imported from China into the United States. 

Those tariffs included taxes on textiles and handbags, but 
apparel was excluded.

However, the Trump administration threatened to raise 
those 10 percent tariffs to 25 percent on Jan. 1 and add an-
other $267 billion in Chinese products to the tariff list. That 
would mean just about everything being imported from Chi-
na would see a hefty price increase. 

At the recent G20 summit in Argentina, members from 
19 countries and the European Union met to discuss the 
economy and international issues. President Trump dined 
with Chinese President Xi Jinping, and the two agreed to a 
90-day truce on the trade war and a delay in the U.S. raising 
tariffs. But Trump’s interpretation of the dinner turned out to 
be a lot of hype, and it is unclear if China is willing to make 
any concessions on trade.—Deborah Belgum

As the Trade War Turns, So Goes the Economy
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For years, the Fallas and Factory 2-U 
stores owned by National Stores have been 
the favorite shopping spots for consumers in 
search of a bargain. 

Most of the clothes and other merchan-
dise at the Los Angeles retailer’s outposts 
carried very low price tags. Think T-shirts 
for $5 and dresses for $20.

But after a few missteps, which included 
buying 44 Conway Stores and picking up 
dozens of Anna’s Linens locations, the com-
pany found that its $111 million in debt was 
overwhelming. In August, National Stores 
filed for Chapter 11 bankruptcy protection in 
U.S. Bankruptcy Court in Delaware. 

Many of the organization’s creditors 
were manufacturers selling bargain-priced 
goods to the more than 340 National Stores 
locations that stretched across 22 states and 
Puerto Rico. At the time of its filing, Nation-
al Stores employed 8,500 people.

In October, the company announced it 
was closing its 184 stores that had not al-
ready been shuttered and selling off its mer-

chandise. It looked as though it was curtains 
for the retailer.

But in November, Second Avenue Capi-
tal Partners said it closed a $22 million 
asset-based credit facility to provide for the 
purchase and ongoing working capital for 
a new entity called Fallas Stores. Fallas 
Stores is buying 85 stores located in seven 
states and Puerto Rico from National Stores.

Michael Fallas, who was the chief ex-
ecutive of National Stores, is now the CEO 
of Fallas Stores, whose headquarters will 
remain in the Harbor Gateway area of Los 
Angeles. 

National Stores joins a number of retail 
chains that declared bankruptcy this year. 
Those retailers include Sears, The Bon-Ton 
Stores, Claire’s, Nine West and Brook-
stone.

However, 2018 was a slower year for 
bankruptcy filings than 2017 was when 
scads of retailers were calling it quits. Those 
included Wet Seal, BCBGMaxAzria and 
True Religion.—D.B.

NEWSMAKERS

National Stores Files for Bankruptcy 
Protection After Half a Century in Business

In 2017, the Agenda trade show made a 
bold and unique move for a big business-
to-business trade show by producing a con-
sumer day.

The inaugural Agenda Festival took place 
in the summer with popular hip-hop acts per-
forming at the event, held at the Long Beach 
Convention Center in Long Beach, Calif. 
The first run of the consumer day drew in 
15,000 attendees, according to Agenda ex-
ecutives, with tickets selling for $45. 

Most of the brands that had exhibited at 
the Agenda trade show transformed their 
booths into pop-up shops. 

In 2018, Reed Exhibitions, which owns 
Agenda, announced it would shutter the 
business-to-business aspect of the Long 
Beach trade show. The January 2019 Agen-
da show was postponed. The Long Beach 
Agenda show in July will be turned into the 
consumer-focused Agenda Festival. 

Agenda’s Las Vegas shows, scheduled 
Feb. 5–7, will continue to offer a B-to-B 
marketplace, according to a Reed statement.

Agenda founder Aaron Levant told Cali-
fornia Apparel News in November there is 
still a viable trade-show market for fashion 
in Las Vegas. But consumer events, such as 

the Agenda Festival and its sister festival 
held in November called ComplexCon, 
are on the rise. They are absorbing some of 
the elements of business-to-business trade 
shows

“I saw as many trade people at Complex-
Con as I did at trade shows,” Levant said. 
“It’s not a trade show, but it has a trade 
edge.” 

Inviting the public to the shows might 
better serve manufacturers and brand own-
ers. They’ll be able to witness firsthand the 
brands and products their customers prefer. 

While the Agenda show is taking on a 
different format, Kristin Savilia, chief ex-
ecutive officer of Joor, believes trade shows 
have a good future. 

At Joor’s digital showrooms, businesses 
can take care of many of the same tasks per-
formed at trade shows, but they complement 
physical trade shows. 

“Trade shows are super important, but 
there are too many of them. When there are 
too many, you have to right-size them,” she 
said. “There’s still value getting together 
and seeing what is going on. We believe in 
trade shows and see a future for them.”

—Andrew Asch

Agenda Show in Long Beach Goes Consumer

For decades now, Ilse Metchek has been 
the go-to person if you want inside informa-
tion on anything going on in the California 
apparel world.

She is often referred to as “the Queen” of 
the L.A. fashion industry because of her vast 
knowledge and varied background. She has 
worked as a designer, apparel company owner, 
the executive director of leasing at the Califor-
nia Market Center and ultimately the presi-
dent of the California Fashion Association, 
where she has been since its founding in 1995.

As head of the CFA, whose 210 members 
are clothing makers, textile manufacturers, 
finance people, attorneys, customs brokers 
and international-trade organizations, she 
organizes business seminars on subjects that 
range from how to protect your trademark 
and brand to how to turn your fashion idea 
into a sustained business model. Many of 
these seminars are presented during major 
trade shows such as MAGIC and during 
Los Angeles market weeks. 

She is always on top of legislative bills, 

free-trade-agreement issues and legal rul-
ings and their effect on California clothing 
businesses. She also keeps the apparel in-
dustry informed about what is going on in 
the state legislature in Sacramento, Calif.—
and is ready to give her opinion.

This year, she was instrumental in round-
ing up opposition to Assembly Bill 2379, 
known as the Polyester Bill. It would have 
required that all clothing made from more 
than 50 percent polyester include a label 
warning of plastic microfiber shedding, rec-
ommending that items be hand-washed to 
reduce microfiber shedding.

The bill was never brought to a vote on 
the Assembly floor by the June 1 deadline 
and is no longer active.

The philanthropic arm of her organiza-
tion is the California Fashion Foundation, 
which supports a number of causes and ev-
ery year organizes funding for scholarships, 
presented at a luncheon for fashion students. 
It also hosts an annual Christmas party for 
needy children.—Deborah Belgum 

Ilse Metchek, California Fashion Association
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www.cinergytextiles.com 
Tel: 213-748-4400  

ramin@cinergytextiles.com

Get Inspired!

Hundreds of Stocked 
Novelty Knits,  

Wovens, Linings  
and More!

One Roll Minimum.

End to End Apparel 
Manufacturing Services

Affordable prices and flexible
quantities!

213-277-9988 appointment@studio93.infowww.studio93.info

STUDIO 93,LLC

Wide range of fabrication
and colors to choose from!

S T U D I  O  9 3

Regular & Deadstock
Wholesale Fabric Supplier

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

Email: Greenetextile@sbcglobal.net
Contact: Ira Bashist

ECO FRIENDLY FABRICS
PFD

IN STOCK

• GOTS Certified Cotton – with and without Spandex
• Organic Cotton/Recycled Poly

• Bamboo Cotton/Spandex
• Modal/Cotton Jersey – with and without Spandex

 All above fabrics are available in various constructions 
including: Jersey, French Terry and 1 x 1 Rib

 

Greene Textiles inc 
Telephone: (323) 890-1110 / Fax: ( 323) 890-1180 

www.greenetextiles.com 
Email: Greenetextiles@sbcglobal.net 

Contact: Ira Bashist 
 100 % Cotton 
 Cotton/ Modal 
 Tri- Blend 
 Poly/ Cotton Rayon/ Spandex 
 Cotton/ Spandex 
 Wet/ Pigment Prints 
 Jersey 
 Fleece 
 French Terry 
 Thermal 
 Interlock 
 Double Knits/ Single Knits 

 

Stock 

PFD 
ORGANIC COTTON 

ORGANIC COTTON W/ SPANDEX 
ORGANIC/ RECYCLED POLY 

BAMBOO/ COTTON 

                     
 

ORGANICALLY GROWN, LOCALLY DYED, PRINTED AND FINISHED IN CALIFORNIA
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Antex Knitting Mills
div. of Matchmaster 
Dyeing & Finishing Inc.
3750 S. Broadway Place
Los Angeles, CA 90007
(323) 232-2061
Fax: (323) 233-7751
annat@antexknitting.com
Contact: Bill or Anna Tenenblatt
Products and Services: Antex Knitting Mills, 
a privately owned vertical knitting, dyeing, and 
printing company in Los Angeles, announces 
capability of providing full-package garments 
produced in California or Central America to 
meet your varied needs. Antex’s product line 
includes Antex Premier Performance, a line 
of high-performance, technical fabrics with 
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.

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 provides 
piece goods for all apparel markets, including 
children’s, juniors, contemporary, activewear, 
uniforms, and special occasions. Our fabrics 
are imported from Asia and stocked in Los 
Angeles. We have a one-roll stock minimum. 
Orders are generally processed on the same 
day and ship out within one or two business 
days, depending on the size of the order and 
availability of the particular style ordered.

Gerber Technology
www.gerbertechnology.com
Products and Services: Gerber Technology 
provides a complete suite of integrated tech-
nology solutions including pattern design, 3-D, 
and productlifecycle-management software, 
as well as sophisticated automation manu-
facturing systems for some of the biggest 
names in the global apparel and sewn-goods 
industries. Over 100 Fortune 500 companies 
in over 130 countries depend upon Gerber 
to help create and develop their products, 
communicate and collaborate with their global 
partners, and manage their data more effi-
ciently throughout the entire process. From the 
industry-leading AccuMark® pattern design, 
grading, and marker-making software to tex-
tiles, spreading systems, single and multi-ply 
GERBERcutters®, and the YuniquePLMTM 
productlifecycle- management software, the 

Gerber product portfolio will help its customers 
decrease time to market. Gerber’s knowledge 
and experience in the apparel industry and 
its worldwide service organization allow it to 
offer some of the world’s leading brands fully 
integrated solutions.

Greene Textile
7129 Telegraph Road
Montebello CA 90640-6609
(323) 890 1110
www.greenetextile.com
greenetextile@sbcglobal.net
Products and Services: Textile industry vet-
erans and experts, catering to quality-oriented 
garment manufacturers. Most fabrics are 
produced in the USA. GOTS-certified yarn, 
locally dyed, printed, and finished in California. 
Commitment to customer service and pricing 
to meet all budgets. With extensive relation-
ships 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 yarns that we have 
available, and many fabrics are produced in 
Los Angeles. Our print division offers many 
patterns, catering to customers looking for a 
simple stripe or custom patterns. Please visit 
our website and reach out. Let’s speak today!

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 cov-
erage on the top and bottom. Paradise Ranch 
goes bold with prints, an array of exuber-
ant tropicals mainly sourced from Italy and 
France, with solids produced in the United 
States. The line’s success has enabled 
Goddard to start buying print designs 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 cov-
erage but still sexy.” Paradise Ranch Designs 
has been recently photographed on some of 
the brightest young Hollywood talent includ-
ing Miley Cyrus in Vogue, actress Amanda 
Cerny, singer Ashanti, and entertainer Chloe 
Lukasiak.

Philips-Boyne 
Corporation
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 shirtings 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 
textiles. Philips-Boyne serves everyone from 
at-home sewers and custom shirt-makers to 
couture designers and branded corporations.

Progressive Label 
Inc.
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 success-
fully 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 supplies a vast range of high-qual-
ity knits and woven whilst providing a consistent 
and reliable sense of individuality and exclusive-
ness through their textiles and services. Studio 
93 caters to anyone from designers to manu-
facturers 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.

Salute to Suppliers & Services

The surf industry sailed into uncharted waters earlier this 
year when two of its top brands and historic rivals joined 
forces.

The Quiksilver brand’s parent company, Boardriders 
Inc., announced in January that it had acquired Billabong 
International Limited. Huntington Beach, Calif.–head-
quartered Boardriders did not disclose how much it paid 
for its Australian-headquartered rival, but according to 
Reu ters the price was $155 million. The deal was final-
ized in April.  

The acquisition followed tough times for both companies. 
In 2017, private-equity firm Oaktree Capital Management 
acquired Quiksilver Inc. after it emerged from bankruptcy 
protection. For Billabong, it was eight years of steep revenue 
declines. In 2017, it had a net loss of $56.75 million.

The once publicly traded Quiksilver and Billabong were 

taken private. The new company turned into a tsunami of 
some of the most popular brands in surf and action sports. 
Boardriders’ brands Quiksilver, Roxy and DC Shoes were on 
the same team as the Billabong brands RVCA and Element.

The merger boosted the industry’s morale, said Joel Coo-
per, a veteran surfwear executive. “There are some good 
stories to tell rather than who is going bankrupt. This is sta-
bilizing for the industry,” said Cooper, who is the chief ex-
ecutive officer for Lost International, a maker of T-shirts, 
sweatshirts and board shorts. 

Dave Tanner, the chief executive officer of Boardrid-
ers, said the two companies would combine operations to 
cut costs. However, the parent company would preserve the 
autonomy of the individual brands. In April, Boardriders 
opened a new concept store in Malibu, Calif., which offers 
the Quiksilver, Roxy and DC Shoes labels.

In November, Boardriders put its Australian headquarters 
for Billabong up for sale. The company intends to sell the 
property and lease the office space back, according to Busi-
ness News Australia.

Post merger, Billabong chief executive officer Neil Fiske 
left the company and later joined Gap Inc. in June. He cur-
rently serves as president and CEO of the Gap division, the 
namesake brand for the San Francisco retail giant. 

Following the two companies joining forces, a tragedy 
occurred. Pierre Agnes, the CEO of Quiksilver Inc., disap-
peared after taking a 36-foot motorboat on a fishing trip off 
the coast of southwest France.

On Jan. 30, the boat washed ashore without Agnes. 
Surfers across the world mourned Agnes’s passing with 
ceremonial paddle-outs in France, Australia and Southern 
California.—A.A.

Boardriders Joins Surf Rivals Quiksilver and Billabong

No major high-end retail center has been developed in 
Los Angeles County since the Americana at Brand open-
air shopping hub was introduced 10 years ago in Glendale, 
Calif.

But that changed in September when Americana develop-
er Caruso unveiled the luxe retail center Palisades Village 
in Los Angeles’ exclusive Pacific Palisades neighborhood 
near the ocean. The developer turned a fading and sleepy 
business district into a hot shopping spot.

In a different part of town, another major mall was getting 
a facelift. The 36-year-old Beverly Center, owned by Taub-
man Centers, unveiled a $550-million remodel that gave it a 
fresh and contemporary look.

At Palisades Village, a number of prominent boutiques 

opened. Those included Towne by elysewalker, Paige, 
Cynthia Rowley, A.L.C., Zimmerman and Vince. Also 
scheduled to open was a boutique from Italian label Bruno 
Cucinelli as well as boutiques from New York brands Fa-
herty and Veronica Beard. 

The open-air retail district also features green spaces in 
which to picnic or lounge. Other tenants include restaurants, 
an Amazon bookstore and the Bay Theatre by Cinépolis. 

The less-than-1-million-square-foot Beverly Center was 
redesigned with skylights and bigger windows to bring in 
more sunlight. The new interior features a central area with a 
billboard-sized LED screen in the Grand Court. The exterior 
is covered with a metal-mesh façade that covers the build-
ing’s beige exterior.

In May, Zara opened a 28,300-square-foot emporium 
there, making it the largest Zara store in the region. On 
Black Friday weekend, Brooks Brothers opened a boutique 
after closing its Beverly Hills flagship a few miles away on 
Rodeo Drive. 

Multi-brand emporium The Webster is scheduled to open 
an 11,000-square-foot flagship at the mall in 2020. And the 
Beverly Center continues to house a large delegation of Eu-
ropean fashion-house boutiques including Versace, Prada, 
Louis Vuitton and Dolce & Gabbana.

This year’s shopping-center news included a final note for 
the prominent 1980s mall Westside Pavilion. In March, its 
owner, Macerich Inc., announced it would redevelop much 
of the mall into creative office space.—Andrew Asch

Major Retail Remodels and Reinventions Open in Los Angeles

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 Salute to 
Suppliers & Services.
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Business Opportunity

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

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

C L A S S I F I E D S 

Jobs Available

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

Hyperlink  
your ad for best results

•WE	BUY	ALL	FABRICS	AND	GARMENTS

WE	BUY	ALL	FAB	RICS	AND	GAR	MENTS.	No	lot	

too	small	or	large.	In	clud	ing	sam	ple	room	

in	ven	to	ries	Silks,	Woolens,	Denim,	Knits,	Prints,	

Solids	Ap	parel	and	home	fur	nish	ings	fab	rics.	

We	also	buy	ladies',	men's	&	chil	dren's

gar	ments.	Con	tact:	Michael	

STONE	HAR	BOR	(323)	277-2777

WE	BUY	ALL	FABRICS	AND	GARMENTS

Ex	cess	rolls,	lots,	sam	ple	yardage,	small	to

large	qty's.	ALL	FAB	RICS!	fab	ricmer	chants.com

Steve	818-219-3002	or	Fab	ric	Mer	chants	

323-267-0010

Buy, Sell and Trade

Visit www.apparelnews.net/classifieds

12/6/2018

http://www.apparelnews.net/classifieds/print-preview/7949/ 1/1

1 S T  J UN IO R P AT T ERN M AK ER
L ooking for energetic 1 st Junior patternmaker with a lot
of assistant responsibility in fast moving Junior
company. 
Please email resume to cecy@lunachix.com or  
fax at: 2 1 3 - 7 4 7 - 7 2 3 4

Real Estate

Visit  
www.apparelnews.net/classifieds 

to place your ad in  
our self-serve system

For classified information, 

contact Jeffery Younger at  

213-627-3737 ext. 280  

or jeffery@apparelnews.net

12/6/2018

http://www.apparelnews.net/classifieds/print-preview/794�/ 1/1

S AL E FO R BES T  CO M P UT ERIZ ED  T EX T IL E
D ES IG N  S CH O O L  IN  L O S  AN G EL ES

PR O G R AM S  APPR O V E D  BY  BPPE , CAL I FO R N I A: 
* CO M PU TE R I Z E D  TE X TI L E  D E S I G N   
* E N G L I S H  AS  A S E CO N D  L AN G U AG E   
S E V I S  APPR O V E D  FO R  M - 1  V I S A FO R
I N TE R N ATI O N AL  S TU D E N TS  AN D  CU R R E N TL Y
PE D D I N G  FO R  R E - CE R TI FI CATI O N . 
PL E AS E  CO N TACT AT 3 1 0 - 9 4 8 - 3 1 1 0  FO R  D E TAI L S
O N L Y  FO R  S E R I O U S  BU Y E R S .

12/6/2018

http://www.apparelnews.net/classifieds/print-preview/7946/ 1/1

RECEP T IO N IS T
D ress manufacturer in D owntown L A-  receptionist is
needed. M ust be personable and professional when
answering phones and greeting people. Proficient in
office organization and assisting in clerical tasks. 
E mail: melinda@beedarlin.com

12/6/2018

http://www.apparelnews.net/classifieds/print-preview/7947/ 1/1

FABRIC BUYER
Junior dress company is looking for an experience
Fabric Buyer. The candidate must be well organized,
Able to multitask and work well in a fast paced
environment. Computer skills a must.  
Please send resume to: melinda@beedarlin.com
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December 14
Cover: Fashion
2018 Retrospective and  Financial Industry 
Review
Activewear/Athleisure
Retail Report

Education in Focus
Activewear/Athleisure Advertorial

December 21
Cover: Year in Review

Technology Advertorial

Bonus Distribution
AccessoriesTheShow/FAME/Moda 1/6–8

Premiere Vision NY 1/15–16

December 28
Cover: Retail
New Laws

Fashion Advertorial

Bonus Distribution
The Trends Show 1/6–8
Active Collective 1/7–8
Swim Collective 1/7–8
Surf Expo 1/10–12 
Premiere Vision NY 1/15–16 
DG Expo NY 1/15–16

January 4
Cover: Retail
Swim/Active Profiles
Surf

Fashion Advertorial
Waterwear Special Section
Waterwear Advertorial

Bonus Distribution
Active Collective 1/7–8
Swim Collective 1/7–8
Surf Expo 1/10–12
Designers & Agents LA 1/14–16
LA Fashion Market 1/14–16
Label Array 1/14–16
Brand Assembly 1/14–16
Premiere Vision NY 1/15–16
Apparel Sourcing USA 1/21–23
DG Expo NY 1/15–16
Texworld USA 1/21–23
Liberty Fairs NY 1/21–23

Call now for special rates  
Terry Martinez (213) 627-3737 x213 

COMING SOON IN CALIFORNIA APPAREL NEWS

Go Beyond the News and Behind the Scenes

The editors and writers of 

California Apparel News

are blogging at 

ApparelNews.net/news/blogs

we’re blogging
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Tel. (631) 755-1230
Fax. (631) 755-1259

PHILIPSBOYNE.COM
SALES@PHILIPSBOYNE.COM

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.

OUTERWEAR

BEACHWEAR

LININGS

LOUNGEWEAR

RESORTWEAR

SHIRTS

BLOUSES

Shirting. 
It’s not just for shirts anymore.

Stocked in NYC for U.S.-based manufacturers

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

Philips-Boyne fp 120718.indd   1 12/6/18   4:45 PM




