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Left to right: LSK Finetex Co., Ltd.; Solstiss; LSK Finetex Co. Ltd.; Bennett Silks; Texollini; Confetti Fabrics
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Spring and Summer are popping in the textile world. But we're not talking about this
Spring and Summer. We're talking about Spring and Summer 2020.
New colors and trends predominant next year will be front and center at the
LA Textile show March 68 at the California Market Center.

Gap Inc. to Split Into Two Separate Publicly Traded Companies

By Deborah Belgum Executive Editor

For years, Old Navy has been the workhorse for Gap
Inc., whose other brands include Gap, Banana Republic,
Athleta, Intermix and the newly launched Hill City.

Now Old Navy will be its own separate company after
Gap Inc. executives announced on Feb. 28 that they are spin-
ning off Old Navy and will create two independent publicly
traded companies. One company will be called Old Navy,
which is known for its family-oriented, moderately priced
goods. The other company, consisting of all the other Gap
Inc. brands, does not have a name yet but is being referred

to as NewCo.
Old Navy currently has about $8 billion in annual rev-
enues while NewCo has about $9 billion in annual revenues.
“Following a comprehensive review by the Gap Inc. board
of directors, it’s clear that Old Navy’s business model and
customers have increasingly diverged from our specialty
brands over time, and each company now requires a differ-
ent strategy to thrive moving forward,” said Robert Fisher,
the board chairman for Gap Inc. “Recognizing that, we de-
termined that pursuing a separation is the most compelling
path forward for our brands—creating two separate compa-
= Gap page 9
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Private Label Is Lending
a Helping Hand to
Retailers’ Business

By Andrew Asch Retail Editor

If you want to buy a pair of Levi’s jeans, it’s not too hard
to find a store that carries them.

But if you want to buy a pair of jeans not owned by al-
most everyone, that’s another story.

As retailers try to distinguish themselves from e-com-
merce sites and everyone else, they are turning more and
more to developing their own private-label clothing to lend
an air of uniqueness to their shop floors.

That idea is being adopted by Macy’s Inc., which re-
cently named Patti Ongman as its new chief merchandising
officer. One of her jobs will be to look for new opportunities
within the department-store chain’s private-label program,
according to a Macy’s announcement.

“Department stores once promised that private label would
not take up more than 25 percent of their stores,” said Mary
Susan Wilberding, a New York—based retail consultantnt.

= Private Label page 3

A Cease-Fire in the Trade
War Has the Apparel
Industry Wondering
What Will Happen Next

By Deborah Belgum Executive Editor

The recent lull in the trade war between the United States
and China was good news for U.S. retailers, clothing man-
ufacturers and importers who have seen their bottom line
eroded by a 10 percent tariff on certain goods imported from
China.

Those 10 percent tariffs on items including fabric and
handbags were scheduled to be raised to 25 percent on
March 2, but President Donald Trump recently called a
trade-war cease-fire while U.S. and Chinese negotiators
hammer out some kind of solution that will put a halt to
these punitive tariffs.

“Right now, the immediate reaction from importers is

= Trade War page 3
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A Weekly Farmers’ Market Comes to the California Market Center

Ties store in the Fashion District,
stopped by the market after seeing
a large sign on the street for the
event. “Everything is fresh, organ-
ic and natural,” said Mathis, who
is a vegetarian. She noted that the
CMC farmers’ market fills a void
in the fashion district’s food scene
because there are only a handful
of places in the area to buy organic
food and meals. “People are more
health conscious now,” she said.
Natalia Pereira, owner of the
nearby WoodSpoon restaurant,
bought mushrooms and oranges at

Tables stacked with carrots and celery.
Bushel baskets filled with Cara Cara oranges
and tangelos. A sea of strawberries packaged
in white cartons.

For the first time in 50 years, the Cali-
fornia Market Center’s front plaza was the
site for a farmers’ market expected to be a
weekly occurrence every Wednesday from 9
a.m. to 2 p.m.

The inaugural market, held on Feb. 27
with 19 vendors occupying 30 white-tented
booths proved to be extremely popular with
CMC tenants and local office workers in the
downtown Los Angeles Fashion District.

Carolyn Mathis, owner of the Marcel

Farmers’ Market scene

Sushi chef Yamamoto Yun of Rolland

the market for her popular Brazilian restau-
rant. She believes the market will not only
contribute fresh food to the neighborhood
but also create more of a community by
drawing people out of their offices. “We can
take a stroll here. We can have a coffee. We
can talk to each other. It’s a blessing,” she
said.

Gabby Natareno, an assistant apparel
buyer who works at the CMC, liked the con-
venience of the market.

The idea for a farmers’ market came from
a brainstorming session last September when
representatives from the CMC and the LA
Fashion District Business Improvement

Alex Zadeh of AZ-Ranch

District got together.

Becca Dawson, the CMC'’s senior market-
ing manager, said the building and the BID
were looking for a way to build a wider com-
munity of people and also have something
the entire fashion district could enjoy. The
BID then got together with Susan Hillyer
of California Produced, which organizes
farmers’ markets, and Hillyer recruited the
vendors to exhibit at the market.

Fruits and vegetables were not the only
items at the market. Prepared foods, includ-
ing pupusas, sushi and baked goods, were
also sold and could be eaten at nearby tables
and chairs.—Andrew Asch

Deckers Brands to Close Camarillo Distribution Center and Lay Off Nearly 100 Employees

Deckers Brands—parent company of
footwear-and-lifestyle brands Ugg, Koola-
burra by Ugg, Teva, Hoka One One and
Sanuk—will permanently close its Camaril-

lo, Calif., distribution center by Aug. 31.

In accordance with the Worker Adjustment
and Retraining Notification Act (WARN), se-
nior counsel for the Goleta, Calif.—headquar-
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tered Deckers Brands outlined details of the
closure in a letter dated Feb. 5., which was
sent to the Ventura County Board of Supervi-
sors, the City of Camarillo and the Workforce
Development Board of Ventura County.

In the letter, the company explained it
began winding things down starting Nov.
1, 2018, when five employees were laid off
from the warehouse. The gradual process
of closing the Camarillo location means 99
jobs will be lost. While the layoffs affect a
number of positions, it is mostly equipment

operators and warehouse associates who will
be terminated.

The affected employees do not retain
bumping rights and are not represented by
any unions, but the Deckers Brands noted
in its letter that it is “prepared to work with
state and local government agencies to assist
its employees during this time of transition.”

It is rumored that the company is consoli-
dating its distribution into the Deckers Brands’
Moreno Valley, Calif., fulfillment center lo-
cated in Riverside County.—Dorothy Crouch

Edouard Macquin Appointed
President of Lectra Americas

Lectra, the French information-technolo-
gy and digital-solutions leader that produces
software and hardware to facilitate fabric
cutting, appointed Edouard Macquin as its
new president of Lectra Americas.

“The consumers are becoming an actor
of the product,” Macquin explained. “If you
want things to happen, you have to do it with
a fast response time. It’s a very fast creation
process for a collection. It is the market and
needs of the consumer that

Previously he was the
company’s chief sales of-
ficer and exhibited a keen
understanding of how to
aid Lectra’s global clientele
with fresh technological
product offerings.

“I know Lectra’s solu-
tions by heart, and I know
the effort we put into re-
search and development to
make them work,” Macquin
said. “My deep knowledge
of the global market in ap-
parel is important. This eco-
system starts in New York,
continues in Hong Kong,
goes to Vietnam and China,
and comes back to New
York. That ecosystem—I
understand it well.”

During Macquin’s 32-year career with
Lectra, he has successfully led the company
to increase its business in France, Italy, the
United States and Brazil. Now based in At-
lanta, he looks forward to shifting the appar-
el industry toward solutions that will create
a more efficient business.

Edouard Macquin

are going in that direction.”

As president of Lectra
Americas, Macquin will
continue to cultivate the
company’s interests with-
in the fashion, furniture
and automotive categories
across North and South
America. He will also lead
brands to recognize new
business and product oppor-
tunities.

“With his ability to ex-
ecute on our entire range
of technological solutions,
there is no better choice to
lead our Americas business
and our Industry 4.0 offer-
ings there,” Lectra’s chair-
man and chief executive
Daniel Harari said in a statement. “Edouard
consistently delivers on our strategic objec-
tives. Our values of innovation and customer
empowerment are ingrained into the way
Edouard thinks and works, so we look for-
ward to him continuing to grow our business
in the Americas.”—D.C.




Private La bel Continued from page 1

Wilberding used to develop private-label clothing for de-
partment stores as a former executive at Los Angeles—based
One World Apparel. “But now the gloves are off,” she said.
“Branded people can’t control prices because of online shop-
ping. Neither can department stores. [Private label] is the only
way I can see that [stores] can control online pricing and be

Omar Quiambao

consistent with what they sell on the shop floor.”

So, department stores, and others, are upping their game
on private label. “They’re hiring more designers. Their de-
velopment and production is becoming more sophisticated.
They’re going to be funding private label and advertising it
like they never did before,” said Wilberding.

Macy’s is not alone in looking for new revenue streams
that could come from more private-label business.

For the last few years, Target has been on a major cam-
paign to reinvent its own private-label merchandise to com-

Commonwealth

pete with online sites such as Amazon, which has been mak-
ing inroads into the apparel business and churning out pri-
vate-label clothing at a rapid pace. Amazon’s private-label
apparel brands include Lark & Ro, a career-clothing brand
for women, and Paris Sunday, a women’s clothing brand.

In 2016, after paying royalties to licensed brands that
were almost exclusive to the store, Target decided to shift to
private label. It replaced the licensed Cherokee line for kids
and introduced Cat & Jack, a childrenswear line that after
one year sold $2 billion in goods.

Then, in 2017, the mass merchandiser announced it was
dropping its long-running licensed brands Mossimo and
Merona and launched 12 new Target-exclusive brands for
apparel and home décor. One of those was Wild Fable, a
moderately priced line for teenagers and young adult wom-
en, as well as a men’s clothing line called Original Use,
both introduced last year.

Walmart has also gotten into the game, making private-
label brands including Terra & Sky, a plus-size label for
women, and George, a men’s casual brand.

According to a recent report from market-research com-

pany The NPD Group, private-label brands will
become even more important because they help re-
tailers have better control over clothing margins and
differentiate them from their competitors. They also
don’t have to pay royalties to outside companies for
exclusive labels. Currently, private-label apparel
makes up almost one-third of total apparel sales in
the U.S., up 2.1 percent over the previous year, The
NPD Group said.

Marshal Cohen, chief industry analyst of The
NPD Group, said growth in the private-label apparel
business is cyclical. The last big surge of private-
label business crested more than a decade ago, but
the Great Recession knocked out many retailers’
private-label business.

About 18 months ago, he said, the business start-
ed gaining momentum when traditional retailers saw
the success of pure-play Internet retailers, including
Fashion Nova, PrettyLittleThing and Everlane,
were having with their own self-named brands.
“It changed the whole playing field,” Cohen said.
“[Traditional retailers] said they’re selling direct to
consumers, why can’t we?”

Traditional retailers are also increasing the stakes
of the game. “This is not just generic, low-priced
products. Sometimes it has the same attributes as
branded products,” Cohen noted. Sometimes new
private label can surpass branded competition. To
compete in a tougher market, brands might have
to open their own direct-to-consumer channels and
look for partners who either don’t rely on private
label or can afford to work more with brands.

In the past, private-label’s competitive advantage
was its low price, and many assumed it wouldn’t
translate into higher-priced merchandise. But The
NPD Group said premium private labels are grow-
ing, and consumers in recent years have been will-
ing to buy these products at a higher price point. In a market
that is in flux, higher-end private-label lines could draw in
new customers and more sales.

This has provided independent retailers with a new win-
dow of opportunity.

Omar Quiambao co-founded menswear retailer Com-
monwealth in 2004 in the Washington, D.C., area, and in
2017 he opened a boutique in downtown Los Angeles’ Arts
District.

The store’s self-named Commonwealth private-label
brand sells T-shirts, hoodies, pants, outerwear and acces-
sories with retail prices ranging from $40 to $170. Quiam-
bao said private-label items can fill merchandising gaps left
empty by other lines. “No one else knows our customer like
we do,” he noted.

However, to make a popular private-label brand, retailers
have to think like designers and manufacturers and put to-
gether marketing campaigns, all of which require a different
set of skills. “There’s a lot more than building the product,”
Quiambao said. “It’s understanding the marketplace and
having a point of view.” ®

Trade Wa [ continued from page 1

cautious optimism that we’re going to navi-
gate this without a full-blown trade war,”
said Julie Hughes, president of the U.S.
Fashion Industry Association in Washing-
ton, D.C., whose members are U.S.-based
brands, retailers, importers and wholesalers
doing business around the world. “But we’re
not out of the woods yet.”

On Feb. 24, Trump said in a tweet that
he was going to delay the deadline to in-
crease tariffs on $200 billion in Chinese
imports that has been in effect since last
September. The Chinese retaliated by put-
ting tariffs on 5,207 American products
worth $60 billion. Earlier in the year, the
Chinese slapped a 25 percent tariff on U.S.
uncombed cotton.

Currently, apparel imports are not subject
to tariffs, but Trump had threatened to add
$257 billion worth of Chinese products to
the tariff list down the road, and that would
have included apparel.

The tariff on Chinese-made fabric has
been a financial drag on fabric importers
such as Steve Barraza, chief executive of
Tianello, which manufactures its women’s
and men’s tops made primarily from silk or
Tencel near downtown Los Angeles.

With the tariff, he is currently paying
close to $11 a yard for his silk. One year ago,
he was paying $9.30 a yard on silk that nor-
mally enters the country duty free.

He said a potential 25 percent tariff on
silk made him postpone ordering any more
fabric until he was sure what was going to
happen. “I’'m just starting to place my orders
now,” he said.

Sourcing shift

For months, the recent heated trade war
has been reverberating through the apparel
industry because China provides about 34
percent of all the clothing imported into the
United States.

Even though no tariffs are immediately
seen for clothing, major apparel corpora-
tions have been reevaluating their exposure
to Chinese production and making adjust-
ments to their sourcing strategies. Some have
been looking to Vietnam, which is now the
second-largest producer of clothing to the
United States. But industry observers note
that all the good Vietnamese factories are
booked up.

With a trade-war reprieve in sight, there is
the question of whether U.S. apparel manu-
facturers will keep their production in China.

“I haven’t heard anybody say that they are
going to change their China plans, and the
China plans they have been talking about
are moving out of China,” said Steve Lamar,
executive director of the American Apparel
& Footwear Association, a Washington,
D.C., trade group representing some of the
country’s largest apparel manufacturers and
importers. “What they need to keep in China
they will keep in China. That means local
production for local Chinese consumers or
production for Europe.”

For years, apparel companies have been
tossing around the idea of moving out of
China as labor costs grew more expensive.
But the efficiency of Chinese factories and
the long process to find good factories in
other countries where transportation runs
smoothly is arduous. “In the last year I’ve
heard people tell me that for the last 10 years
they have been thinking about getting out of
China,” Lamar said. “Now they are going to
do it. I haven’t heard anyone say that now
that tariffs might be delayed or lifted I will
put my business back into China.”

Still, the U.S. apparel and textile indus-
tries are nervous about whether Trump’s
optimism toward a trade truce and a tariff
reduction is a bluff, a negotiating strategy or
the real deal.

On Feb. 27, a broad coalition of American
trade associations against tariffs sent a let-
ter to the Trump administration commending
the progress made in the trade negotiations
and asking that a tariff hike be avoided on
March 2.

The Americans for Free Trade coalition
emphasized that in November alone U.S.
businesses paid an additional $2.7 billion
in tariffs, a massive year-over-year increase
from the $375 million in tariffs paid on the
same products in November 2017.

At the same time, the coalition pointed
out that U.S. export growth hit its lowest
level in 2018, thanks in part to a 37 percent
decline in product exports facing China’s re-
taliatory tariffs. “Due to these costs, Ameri-
can employers are eager to see trade negotia-
tions conclude as soon as possible and for
all tariffs to be lifted,” the coalition said in
the letter.

The letter was signed by more than 140
associations, including the California Re-
tailers Association, the Los Angeles Cus-
toms Brokers and Freight Forwarders
Association, the Fashion Jewelry & Acces-
sories Trade Association, the American Ap-
parel & Footwear Association, the National
Retail Federation, and the U.S. Fashion In-
dustry Association. ®
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Apparel Textile Sourcing Miami re-

cently announced the lineup for its three-day
show to be held May 28-30 at the same time
as Miami Fashion Week.

The Pantone Color Institute will present

a trend forecast for Fall/Winter 2020-2021
to help designers and fashion executives get
a jump on creating their collections later this
year. Visitors will have the opportunity to
see the upcoming trends firsthand and talk
with color specialists at the Pantone booth,
which will be located on the show floor.

Laurie Pressman, vice president of the

Pantone Color Institute and an ATSM speak-
er, said that next year’s colors will be reflec-
tive of hues found in an oasis. She said rich,
saturated shades will sit alongside strong
modern pastels and muted natural colors,
with texture, reflection and shine acting as
integral partners in the way colors are seen
and executed.

In the show’s VIP Lounge will be an Asia-

—U.S.-Latin America Investment Summit
organized with the Investment Association
of China. The summit will be focused on lo-
cal investment opportunities in Miami and
Fort Lauderdale, Fla., in the areas of logis-
tics, ports, commercial/residential real es-
tate, infrastructure and technology. “ATSM
is the perfect venue for this summit due to its
impressive mix of global manufacturers and
location,” said Milly Bu, chief executive of
the Investment Association of China.

ATSM also is bringing a delegation of

Latin American apparel and textile produc-
ers to the show to facilitate sourcing oppor-
tunities in that region.

With trade tensions rising between the

Apparel Textile Sourcing Miami
Adds Events to Second Show

United States and China, an increasing num-
ber of companies are looking to Central
America for alternative production locations.

Last year, Guatemala saw its apparel ex-
ports to the United States rise by 12 percent.
“More work is coming to this region as we
can compete with closeness, production
flexibility with added value, high productiv-
ity and an integrated supply chain,” said Lu-
cia Palacios, director of Vestex Guatemala,
which is the industry association for apparel
and textile producers in that country.

Speaking at the show will be Julie
Hughes, president of the U.S. Fashion In-
dustry Association in Washington, D.C.,
which promotes global trade for U.S. ap-
parel brands, importers, wholesalers and re-
tailers. She will be giving an update on the
latest developments in global trade, tariff
and non-tariff barriers, and new sourcing op-
portunities.

Returning to this year’s show is the
ATSM 2019 Fashion Show highlighting the
creations of Miami-based and international
designers, as well as student collections
from Miami International University.

Last year was the first ATSM show in Mi-
ami, which had scores of booths, pavilions,
trend displays and seminars for apparel,
fashion, textile and sourcing companies at
the Mana Wynwood Convention Center.

The show is being organized by JP Com-
munications, the parent company of Apparel
Textile Sourcing trade shows, which two
years ago launched a similar apparel and textile
sourcing show in Toronto. The event organizer
has since expanded to organize similar shows
in Montreal and Berlin.—Deborah Belgum
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Dirtymilk Label Rebounds
With New Style and Attitude

Designer Daniel Antonio is breathing
new life into his Dirtymilk label, which is
being resurrected after being dormant for
several years.

The Los Angeles label, for women who
like an edge to their
clothing, will release
its fourth graphic-
driven collection this
month bearing slogans
including “Woman-
up!” and “Intellectual
intercourse please!” on
its T-shirts and hood-
ies.

Antonio started the
label in 2006 when
streetwear was becom-
ing very popular and
influential in men’s
fashion, but there were
no streetwear or sports-

COURTESY OF DIRTYMILK

Along with an edge, Antonio hoped
that his T-shirts and hoodies would have a
greater fit and sense of comfort than other
labels. So he uses a poly-viscose fabric for
his shirts. “It’s like having butter on your
skin.” Antonio said.
“It’s imperative you
feel that you can sleep
in our shirts.”

Also important is
a comfortable fit. To
do that, Dirtymilk
gives plenty of room
around the armholes
and shoulders of each
piece.

Silhouettes in the
collection include
crew-neck tees and
hoodies cropped
around the midriff.
The hoodies have an

wear lines for women
that offered that same

open panel around the

kind of edginess.

So Antonio started
Dirtymilk to fill a
niche, placing it into
leading boutiques such
as Fred Segal. But his
emerging line was a
victim of the Great Re-
cession that took hold
of the country in 2008.

He rode through the
recession by helping to
manage production and
design for Reset Con-
tent, which runs a divi-
sion making T-shirts,
sweats and jackets for
film crews and studios.
He is still there.

But he also wanted
to revive his label, fi-
nancing a comeback
for Dirtymilk in 2017.
“The love of this busi-
ness and the love of creation is my forte,”
Antonio said, who explained that the brand’s
name is a humorous description of the cre-
ative process. It’s pouring information, or
dirt, on the milk, or the blank canvas, of a
garment.

Daniel Antonio

elbow, which gives the
garment a unique style.

Once sold, the T-
shirts and hoodies are
put into gold-metallic-
colored bags intended
as a statement of sup-
port. “It throws people
off sometimes,” Anto-
nio said. “But it’s a mir-
ror of gold. It says that
you’re going to shine.
Let your light shine.”

With eyes on whole-
saling the label, the
designer in early Feb-
ruary exhibited at a
downtown Las Vegas
pop-up market called
Commotion that was
produced with the help
of Zappos.com.

At Commotion,
Antonio introduced a
piece called the Dirty-
poncho, which was a heather-gray fleece
poncho that sold out in its first run.

Dirtymilk is made in Los Angeles. Retail
price points range from $38 for T-shirts to
$110 for hoodies. The garments are sold on-
line at www.dirtymilk.com.—Andrew Asch




SUSTAINABILITY

Frances Austen Brand Elevates Ecologically Sound Classics to a Heritage Level

By Dorothy Crouch Associate Editor

Launched by Margaret Coblentz in 2017, the Frances
Austen brand was founded in San Francisco to provide re-
sponsibly crafted, classic cashmere pieces to consumers who
are concerned about how their clothing is made.

For Coblentz, spending six years at Charlotte Russe as
the director of e-commerce apparel provided an extensive
education in the growing business of overconsumption with-
in the U.S. apparel market.

“There was really no conversation around the impact the
business was having,” she said. “The wider conversation that
we’re having now in 2019 means companies such as H&M
are playing catch-up as smaller brands have

Cariaggi,” Coblentz said as she discussed her supply-chain
partners, Scottish woolen mill Johnstons of Elgin and Italian
yarn spinner Cariaggi.

In addition to creating cashmere sweaters, Coblentz want-
ed to include silk pieces in her Frances Austen line. Using
these naturally sourced materials, which could biodegrade
within one to five years of being discarded—depending on
the environment—Coblentz felt she could achieve her per-
fect blend of heritage-grade clothing that was responsibly
manufactured.

After the Feb. 27 launch of her Frances Austen Collection
IV for Spring 2019, Coblentz said she

“I built the model for how we would launch Frances
Austen based on well-established metrics for e-commerce
conversion,” she explained. “I discovered it’s hard for an un-
known brand to gain trust and recognition from customers.
A key part of doing that has been affording the opportunity
to people to touch, see, feel and try on.”

At Batch, a retail showroom that opened in San Fran-
cisco in 2017 and will launch a New York City location on
March 15, owner Lindsay Meyer brings together collections
of 15 to 20 different online brands during eight-to-10-week
cycles. She partnered with Frances Austen for a Holiday
2017 initiative and will carry the brand at

remains committed to improving upon
the brand. While she em-

led the conversation.”

With Coblentz’s growing awareness about
apparel manufacturing while at Charlotte
Russe, she experienced a conflict between her
work at the company and her own convictions
as a consumer.

“When I left Charlotte Russe, I had gotten
older and our customer had stayed the same
age,” she explained. “It felt like I was on this
path where I learned and my career grew, but
I was doing something where the more I ma-
tured the more I was at odds with my personal
point of view.”

Thinking about her next steps, Coblentz examined the
reasons she loved sweaters, some of which were approxi-
mately 40-year-old cashmere pieces inherited from her
grandmother, Corky Mitchel.

Determined to create apparel with the longevity, natural
fibers and heritage of her grandmother’s sweaters, Coblentz
researched certified supply-chain partners through GOTS
(Global Organic Textile Standard) and OEKO-TEX. Her
newly found goal was to launch a collection of clothing
without using synthetic fibers and made from natural materi-
als. The ideal clothing would retain its integrity over genera-
tions of wearers and biodegrade if discarded.

“That is how I came to work with Johnstons of Elgin and

Margaret Coblentz

phasizes the quality of her
former silk supply-chain
partners, Coblentz wants
to source a more ecologi- .
cal fiber and will bring
production of these cloth-
ing pieces stateside. .

“I am in the process of
finding a higher certifica-
tion of eco silk, which is -
really hard to do. Silk is
further behind than cotton
and other fabrics,” she ex-
plained. “The plan is to launch our silk
L.A.—made clothing in line with our Fall
collection this August. Manufacturing in Los Angeles is
great, and there is a lot of capability there.”

This commitment to creating a brand that would posi-
tively affect future generations led Coblentz to ensure her
packaging was made in the United States with 100 percent
recycled and recyclable materials. Details, such as clothing
tags cut and letterpressed in downtown Los Angeles, remain
important to the Frances Austen brand.

While Coblentz intended to rely primarily on a direct-to-
consumer model, she recognized the benefit of partnering
with select retail partners who shared her vision.

Frances Austen Collection 1V

the New York launch.

“Our target consumer is thinking about
making investments,” Meyer said. “It’s a
great customer fit with Margaret’s mission
about creating these heirloom pieces that are
telling a unique story, infused with a lot of
authenticity in terms of where they are craft-
ed and the intentionality she brings when
thinking about the design of these pieces.”

While Coblentz describes her pricing
as a “low luxury price point,” her partners,
who might be a bit more conscientious
regarding cost, see the value in offering
Frances Austen pieces. Mariko Yamasaki,
personal stylist and owner of the San Fran-
cisco boutique Pavilion, believes the Fran-
ces Austen brand creates a special connec-
tion between a mission-driven brand and the community.

“Sweaters are a notoriously difficult category to do with-
out blowing the budget. When I saw her cashmere I thought
it was absolutely phenomenal. The ethos behind it, her focus
on sustainability and ethical business practices, it was really
exciting and it’s in line with what we’re trying to do. It filled
a category hole, but it was that perfect alliance of brand-
vision goals,” she said.

Available online at www.francesausten.com and at select
independent retail boutiques, Frances Austen retails from
$85 to $495. @
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Sun Dragon Import, Inc.

SUSTAINABLE AND ECO-FRIENDLY
YARNS AND IMPORT SPECIALTY FABRICS

We have been introducing sustainable and ECO-friendly yarns
since we started in 2005.

We believe ECO system stays with what we breathe, eat, and wear.
Also, what we wear reflects our appreciation to mother earth.

We continue developing novelty, intimate, textured yarns with
Tencel A100, Modal, Linen, Supima Cotton, Hemp, RPET, recycled
cotton, organic cotton, bamboo, silk, cashmere, and blends.

Our concentrations are misses and menswear but also fashion
oriented toward the junior fast trend market.

We customize special yarns for each customer for their special
needs. No customer is too small or too big.

Custom work available and all size
companies are welcome.

Sun Dragon Import, Inc.
3742 E. 26th St.

Vernon, CA 90058

Tel: (323) 362-5505

Fax: (323) 980-5021

Email: ging@sundragonimport.com

sundragonimport.com
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“ENETEXTILE

. ORGANICALLY GROWN, LOCALLY DYED, PRINTED AND FINISHED IN CALIFORNIA

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

Email: Greenetextile@sbcglobal.net
Contact: Ira Bashist

ECO FRIENDLY FABRICS
PFD
IN STOCK

e GOTS Certified Cotton — with and without Spandex
¢ Organic Cotton/Recycled Poly

e Bamboo Cotton/Spandex
e Modal/Cotton Jersey - with and without Spandex

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

Get Inspired! l

Hundreds of Stocked J
Novelty Knits,
Wovens, Linings
and More!

One Roll Minimum.

www.cinergytextiles.com
Tel: 213-748-4400 .
ramin@cinergytextiles.comy
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NEWS

Intimates Company ThirdLove Completes a
$55-Million Fund-raising Round

San Francisco direct-to-consumer wom-

en’s intimate-apparel company ThirdLove
announced the completion of a $55-million
round of fund-raising. While ThirdLove
was not seeking new capital, the preemp-
tive round was performed by L.
Catterton, which is partially
owned by LVMH and Groupe
Arnault, and investment bank
Allen & Company.

With the funding, ThirdLove
will expand its sizing, styles
and product offerings. To fulfill
its mission of creating products
that accommodate every female
body type, the company will
also invest in fit technologies.

The company is known
for its Fit Finder technology,
which takes only 60 seconds to
complete and has been used by
more than 12 million women. It
allows customers to easily find
a perfect bra size and style from
the comfort of their homes.

“This new funding round allows us to
continue delivering on ThirdLove’s mission
to create a bra for everybody,” said Heidi
Zak, ThirdLove’s co-founder and co—chief
executive officer, in a statement. “We are
more dedicated than ever to giving all wom-
en the level of choice they deserve. We re-
cently increased our offerings to a total of 78
bra sizes in five beautiful styles, and we have
no intention of stopping here.”

In addition to L. Catterton and Allen &
Company, a group of female angel inves-
tors included Anne Wojcicki, co-founder and
chief executive officer of genetic testing com-
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pany 23andMe; Susan Wojcicki, chief execu-
tive officer of YouTube; journalist and author
Katie Couric; and Nancy Peretsman, manag-
ing director of Allen & Company, whose in-
vestment was independent of the bank’s.

“I’m a big fan of ThirdLove’s mission to
build a brand for every woman, regardless of
her shape, size, age, ethnicity, gender iden-
tity or sexual orientation,” Anne Wojcicki
said in a press release. “ThirdLove promotes
reality over fantasy and shows the spectacu-
lar beauty of all sizes, shapes and colors of
women.”

The round also included participation from
Tim Armstrong, former chief executive of
Oath and AOL; Jeff Keswin, founder of Lyri-
cal Partners; and Michael Zeisser, former U.S.
chairman of Alibaba Group, Felicis Ventures
and Valor Equity.—Dorothy Crouch




TAGS AND LABELS

Smartrac Brings Its Green Tag Program Initiative to LogiMAT

Following the January announcement that it would invest in pro-
ducing greener products, Amsterdam-based RFID-product and IoT-
solutions provider Smartrac, while exhibiting at the 17th edition
of LogiMAT, unveiled its plan to add environmentally friendly tag
options to its offerings.

Held Feb. 19-21 at Messe Stuttgart in Stuttgart, Germany, the
LogiMAT trade show covers intralogistics solutions and process
management.

Smartrac revealed that it is dedicated to bringing to market RFID
products constructed to be less harmful to the environment. Each of
its products that receives a Green Tag will include a published Life
Cycle Assessment (LCA), according to ISO 14040/44.

“At LogiMAT 2019, we are presenting a broad range of our in-
novative capacity,” Patrick Eichstidt, vice president of sales for Eu-
rope, the Middle East and Africa, said in a statement. “No matter if
companies want to meet the challenges or leverage the opportuni-
ties of Industry 4.0 with improved efficiency or enhanced sustain-

ability, Smartrac’s product and solution portfolios provide the right
answers.”

The Green Tag Program announcement outlined criteria that must
be met for a Smartrac product to receive a Green Tag label. In ad-
dition to being free of plastic—meaning substrates used must be
recyclable or compostable paper—the products must use antennas
that do not contain heavy metals. Chemical etching of aluminum
antennas is not permitted to allow for complete recycling of alumi-
num residues. Printable antennas must only be printed directly on
recyclable or compostable cardboard using Graphene ink.

“I am convinced that our Green Tag Program will fairly and
squarely lead the RFID industry in terms of environmental sustain-
ability,” Smartrac Chief Executive Officer Christian Uhl said in a
statement. “We are doing this because it is important for all of us
and our planet, as well as being in accordance with the wishes of our
global customer base, who will soon be able to receive real, sustain-
able Green Tag products.”—Dorothy Crouch

NEWS

Gap Continued from page 1

nies with distinct financial profiles, tailored operating priorities and
unique capital allocation strategies, both well positioned to achieve
their strategic goals and create significant value for our customers,
employees and shareholders.”

Art Peck, the president and chief executive of Gap Inc., said this
will help all the brands move forward. “We have made significant
progress executing on our balanced growth strategy and investing
in the capabilities to position our brands for growth: expanding the
omni-channel customer experience, building our digital capabilities
and improving operational efficiencies across the company. Today’s
spin-off announcement enables us to embed those capabilities within
two stand-alone companies, each with a sharpened strategic focus
and tailored operating structure.”

Peck will continue as president and chief executive officer of
NewCo, while Sonia Syngal, current president and chief executive

of Old Navy, will lead the new stand-alone enterprise. She has led
Old Navy since 2016.

The transactions to divide Gap Inc. into two separate companies
should be completed by 2020 and are subject to final approval by
Gap Inc.’s board of directors.

NewCo will be based in Gap Inc.’s current headquarters, and Old
Navy will remain at its current headquarters, both located in San
Francisco.

The announcement came on the same day the company reported
its fourth-quarter and fiscal-year earnings for 2018.

For the fourth quarter ending Feb. 2, 2019, Gap Inc. had net in-
come of $276 million on $4.6 billion in sales. For the same period
last year, net income was $205 million on $4.78 billion in sales.

For its current fiscal year, net income was $1 billion on net sales
of $16.6 billion compared to net income of $848 million on net sales
of $15.85 billion. ®
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SUSTAINABLE
D.0.H.P. Denim

and menswear but also fashion oriented toward the juniors fast trend
market. We customize special yarns for each customer for their special
needs. No customer is too small or too big.

TAGS & LABELS

29835 Cantera Drive

Hayward, CA 94544

Contact: David Galindo

(510) 754-8523

https://dohp.com/

david@dohp.com

1G: @d 0_h_p

Products and Services: Decorate Our Home Planet is a men’s green
streetwear company that seeks to redefine the term “sustainable
apparel.” We use Earth-friendly materials in the construction of all
of our garments, such as recycled plastic bottles, recycled cotton,
and organic hemp, all while maintaining a high standard of design,
comfort, and durability. D.0.H.P. strives to keep our entire supply chain
local because we believe that American workers’ well-being is just as
important as the environment. In addition, D.0.H.P. plants 3 trees for
every garment manufactured as a means of giving back to the planet.
We've partnered with tree-planting, non-profit organizations that have
the knowledge, ability, and resources to plant more efficiently and
effectively than we would on our own. At our website, www.dohp.com,
one can find where we've planted, how many we've planted, and a link
to our non-profit partners. We believe that one day when we're all gone,
it will be our children who will take over and care for the soil—thus our
name, Decorate Our Home Planet.

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

SUN DRAGON IMPORT INC.

(323) 362-5505

Contacts: Qing Duncan, Irvin Ashworth,

Cindy Gelera

www.sundragonimport.com

Products and Services: Sun Dragon Import Inc. has been introduc-
ing sustainable and eco-friendly yams since we started in 2005. We
believe ECO system stays with what we breathe, eat, and wear. Also
what we wear reflects our appreciation to mother earth. We continue
developing novelty, intimate, textured yarns with Tencel A100, Modal,
linen, Supima cotton, hemp, RPET, recycled cotton, organic cotton,
bamboo, silk, cashmere, and blends. Our concentrations are misses

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 successfully launched production of
RFID price tickets last year. This demand is being greatly driven by
the big retailers such as Macy’s and Target. Our growth and market
dynamics have resulted in opening up a production center in Tijuana,
Mexico. We have also added advanced die cutter technology in our Los
Angeles production center to streamline our production efforts and to
strengthen our packaging capabilities. A very important part of our
business is FLASHTRAK, our online ordering system for price tickets,
custom products and care labels. Our mission is to deliver high-quality
products at competitive prices, wherever they are needed for produc-
tion. We understand the rush nature of this industry and strive to meet
the tight deadlines facing our customers.

T-SHIRT
US Blanks

4726 Loma Vista Avenue

Vernon, CA 90058

(323) 234-5070

Fax: (323) 234-5010

www.usblanks.net

SOCIAL: @USBLANKSLA

Products and Services: US Blanks welcomes you to our Made in USA
premium and fashion-forward basics line. Our team proudly designs,
knits, dyes, cuts, and sews knit garments following the utmost detail
and quality control. Decades of combined expertise is reflected in every
garment we produce. As a Los Angeles—based vertical manufacturer,
we strive to innovate and source the finest raw materials. We'd love
to talk to you about any of your needs! You can enjoy immediate stock
inventory at amazing prices and/or custom private-label product
development and manufacturing—we'd love to talk to you about
your apparel needs. US Blanks customers keep our team growing
and we are extremely grateful to be a part of the U.S. economy. Every
job matters!

This listing is provided as a free service to our advertisers. We regret
that we cannot be responsible for any errors or omissions within the
Resource Guide.
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CLASSIFIEDS

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

www.apparelnews.net P 213-627-3737 Ext. 278, 280

F 213-623-1515

Jobs Available Jobs Available Jobs Available

PURCHASING CLERK
The Purchasing Clerk is responsible to ensure
purchase orders are placed on time and correctly.
* Prepare, process and/or review program generated
purchase requisitions/orders, as required.
* Create purchase orders, follow up on approvals
* Establish relationship with Design & collaborate for
approvals on fabric & trims
* Communicate approvals and supply detailed reasons
for rejections of samples
* Follow up with sample requests
* Negotiate some pricing, turnaround time, delivery
method, quantity minimums
* Source substitute trims amongst established suppliers
as required
* Ensure all purchases will arive on time by meeting
necessary purchase order and approval dates and
adhering to company calendar timelines
Ability to work independently. Strong attention to detall
and accuracy Ability to manage multiple projects and
priorities. Must be able to read, write, and communicate
both verbally and in written form
Email resumes to: dthompson@mgtind.com

ACCOUNTS RECEIVABLE AND CHARGEBACK
ANALYST
Oversees the entre AR process from collecting pay-
ments and maintaining the receivable accounts current
to analyzing and processing chargebacks. The main re-
sponsibilities for this role include managing invoices, ap-
plying payments and processing chargebacks. The
ideal candidate is familiar with all accounts receivable
procedures and should be able to ensure accuracy and
efficiency throughout the AR process. At least 2-3 years
of accounts receivable and chargebacks experience,
preferably in apparel industry. Experience working with
CIT factor and Blue Cherry is a plus.
Please email resume to: john@velvetinc.net

PATTERN MAKER FOR CONTEMPORARY
GARMENT DYE COLLECTION

3-5 yrs experience required. Will be responsible for cre-
ating 1st pattems, communicating with sample sewers,
attending fitings and generating production patterns.
Garmment dyed knit exp. a must. Must understand
shrinkage & spec-back to target measurement.
Bilingual ( Spanish ) preferred.
DTLA location. Salary commensurate on experience.

Buy, Sell and Trade

*WE BUY ALL FABRICS AND GARMENTS
WE BUY ALL FABRICS AND GARMENTS. No lot
too small or large. Including sample room
inventories Silks, Woolens, Denim, Knits, Prints,
Solids Apparel and home furnishings fabrics.
We also buy ladies', men's & children's
garments. Contact: Michael
STONE HARBOR (323) 277-2777

TEXTILE EDUCATION CONSULTANT
Do you have technical exp. and expertise working in
the textile industry? Interested in sharing that knowledge
with others? An organization seeks ad-hoc consultants
with strong technical expertise and real-world exp. to
help educate and train industry personnel. Expertise in
areas such as knitting, weaving, manufacturing, and/or
wet processing combined with strong communication
and instruction skills is needed. Great opportunity for in-
dustry experts who are interested in working remotely
and traveling domestically and/or abroad to lead training
seminars on an as-needed basis. To learn more,
contact us at textileindustryexpert@gmail.com.
Please include a copy of your resume.

EVOLUTION & CREATION DESIGN ASSISTANT

Seeking an organized, self-motivated, and up-beat per-
son to support design in our Active Division. Would be
working with the designer and graphic artists on new
product as well as follow thru on projects, orders, sam-
ple requests, etc. Must be able to use Excel, Word,
Adobe illustrator and Photoshop. Daily duties would in-
clude cading, sketching, developing new fabrics, work-
ing on concepts/ colors for graphics, trend research &
working with the pre- production team. Must be orga-
nized & able to work in a fast paced work environment.
Please email resumes to: Yvonne.Vasquez@evcr.com

FULL TIME FIELD QC
Better Women's Designer seeks full ime QC. Monitor
factory sewing/Must know garment construction.
Send Resume to: HR@ddaholdings.com

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

SALESPERSON
Leading L.AA. based Fabric Company is looking for a
wellexp'd Salesperson with established customer rela-
tionships. Line of prints, novelies solid knits and wo-
vens, large local stocks. Must be well organized and
hardworking.
Send resume to: resume@unitedfabric.com

FOR LEASE
CREATIVE OFFICE SPACE
LA FASHION DISTRICT
213-627-3754

Check the web for more classified ads and information

For classified information, contact Jeffery Younger
at 213-627-3737 ext. 280 or jeffery@apparelnews.net

Hyperlink

your ad

for best results

ApparelNews

Visit www.apparelnews.net/classifieds

to place your ad in our self-serve system
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AppareliNews

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

Go Beyond the News and Behind the Scenes

we’re blogging

The editors and writers of
California Apparel News
are blogging at

ApparelNews.net/news/blogs

ApparelNews
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