
Exclusion of Turkey and 
India from GSP Could Bring 
New Sourcing Problems

A great deal of attention has been paid to the issues sur-
rounding the Trump administration’s move to impose up to an 
additional 25 percent higher tariff on certain goods entering the 
United States from China. 

Finding new sourcing partners for textiles created within a 
particular region or relying on the craftsmanship for which a 
certain country is known could prove increasingly difficult. 

On May 16, the United States declared Turkey, a source 
for silk, ineligible to continue as a Generalized System of 
Preferences trade partner. In March, U.S. Trade Represen-
tative Robert Lighthizer explained that Turkey had evolved 
into a nation that is “sufficiently economically developed 
and should no longer benefit from preferential market ac-
cess to the United States market.” 

During 2017, U.S. trade with Turkey totaled an estimated 
➥ Trade page 3

Downtown Los Angeles’ Pocket Square Clothing start-
ed out doing business in 2011 making bow ties and pocket 
squares, eventually branching out to bespoke clothing.

Then, in 2016, co-founders Rodolfo Ramirez and Andrew 
Cheung opened a 1,250-square-foot flagship at 205 W. 7th 
St. in downtown Los Angeles, where an array of bow ties, 
pocket squares and sunglasses are displayed.

With the two thinking about expanding into new catego-
ries, they decided to go more vertical by recently acquiring 
the small L.A. clothing manufacturer California Top Hand 
for an undisclosed sum. 

California Top Hand had been working with Pocket 
Square Clothing for some time to make its suiting accesso-
ries. The manufacturer also made restaurant and hospitality 
uniforms as well as shirts for other companies. 

Pocket Square Clothing 
Acquires Clothing 
Manufacturer With 
Expansion in Mind

By Dorothy Crouch Associate Editor

By Andrew Asch Retail Editor
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THE VOICE OF THE INDUSTRY FOR 74 YEARS

Students at the Los Angeles Trade-Technical College student 
fashion show designed their creations around the 50th 
anniversary of Woodstock. For more looks, see page 6.

PSYCHEDELIC TIMES
Yubing Wu
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Gap Sees Same-Store Sales for Key Brands Fall in First Quarter
NEWS

With the departure of Bruce Ferguson, the 
president of Otis College of Art and Design 
for four years, the educational institution is 
looking for a new, permanent president.

After Ferguson left in mid-March, Ran-
dall Lavender, former provost of the college, 
was named the interim president and will 
serve in that position until the board of trust-
ees selects a new president.

The trustees, in making their announce-
ment, said the college was looking toward 
the future and felt it was an appropriate time 
to make a leadership change.

“Bruce’s presidency contributed to Otis 
College in a number of important ways,” 
according to a statement. “He oversaw the 
creation of the L.A. summer residency and 
summer offerings and put a new focus on 

developing new extension opportunities. He 
also led the successful transition to the ex-
panded Elaine and Bram Goldsmith campus 
as well as the move of the scholarship ben-
efit and fashion show to the campus.” 

Ferguson was appointed president of the col-
lege in 2015 after serving as vice chairman at 
the global multimedia company Louise Blouin 
Media. He was the founding director and first 
curator of SITE Santa Fe, a nonprofit contem-
porary-arts organization in New Mexico. 

He was also dean of Columbia Universi-
ty’s School of Arts, founding director of Ari-
zona State University’s Future Arts Research 
and Dean of Humanities and Social Sciences 
at the American University in Cairo. 

Lavender takes over after holding many po-
sitions at the college as well as being a nation-

ally and internationally exhibited artist who 
works in oil on panel and sculptural tableaux. 

He first joined Otis College as a part-time 
faculty member in 1983, later becoming an 

adjunct assistant professor and associate 
chair in the foundation program. He held 
various positions until being appointed pro-
vost in 2014.—D.B.

California is closer to becoming the first 
U.S. state to ban the sale of fur.

On May 28, the California Assembly passed 
Assembly Bill 44, which bans the sale of fur in 
California. It was passed on a 52–16 vote with 
12 abstentions. 

The bill will have to be approved by the 
California Senate and signed by Gov. Gavin 
Newsom before it becomes a law. AB 44 has 
not been scheduled yet for a hearing or a vote 
by the Senate.  

California cities including Berkeley, Los 
Angeles, San Francisco and West Hollywood 
made headlines in the past few years for pass-
ing their own citywide fur bans. 

The assembly bill’s author, Laura Fried-
man (D-Glendale), introduced the bill last year 
because there is a patchwork of different laws 
banning fur in the state.

“AB 44 ushers in a more sustainable and 
cruelty-free future for the fashion industry and 
California consumers alike,” Friedman said. “It 
is really encouraging to see the strong bipartisan 
support that this bill is getting in the legislature.”

The ban would apply to clothing, hand-
bags, shoes, slippers, hats and key chains that 
contain fur. The proposed law offers exemp-
tions for the sale of vintage fur as well as fur 
products used for religious ceremonies. A ban 
would not regulate skins converted into leather 
or products such as shearling from domesti-
cated animals.

There would be no criminal penalties for vi-
olating the ban. Those breaking the law would 
be subject to civil penalties.

The bill has been criticized by the Wash-
ington D.C.–based advocacy group Center 
for Consumer Freedom. Will Coggin, the 
group’s research director, said the bill would 
put the government in charge of what consum-
ers can buy and wear. 

“The radical animal activists behind this 
bill also want to ban leather, wool, meat and 
many other common products. California’s 
legislators should respect personal choices 
and not support an extreme agenda that seeks 
to impose a vegan lifestyle on the public,” he 
said.—Andrew Asch

Fur-Ban Bill Approved by California Assembly

Otis College of Art and Design Looking for a New President

The first quarter of 2019 did not go well for 
Gap Inc., the San Francisco purveyor of blue 
jeans and other casualwear. 

The San Francisco company reported on 
May 30 that net sales for the first quarter, end-
ing May 4, were down 2 percent to $3.7 billion 
compared to $3.78 billion during the same pe-
riod last year.

 But net income was up 38 percent in the 
first quarter to $227 million from $164 million 
in the same period last year. 

Same-store sales at all of the company’s 
name-brand retail stores slipped, with Old 
Navy seeing a 1 percent decline in comp-store 
sales in the first quarter over the previous year. 

The Gap retail chain saw same-store sales 
slump 10 percent, and Banana Republic 
had a 3 percent decline in same-store sales 

over last year.
“This quarter was extremely challenging, 

and we are not at all satisfied with our results,” 
said Art Peck, the company’s president and 
chief executive. 

Highlighting slowing sales was the fact that 
the company’s inventory was up 10 percent in 
the first quarter, year over year, to $2.24 bil-
lion. This was also affected by the $35 million 
acquisition this year of high-end childrenswear 
retailer Janie and Jack plus net-store growth. 

The company is actively monitoring the 
threat of increased tariffs on Chinese apparel 
imported into the United States. Currently, 
there is an additional 25 percent tariff on Chi-
nese-made textiles and handbags, but that tar-
iff could be expanded to include apparel and 
footwear if the Trump administration decides 

to ramp up the trade war.
“This translates into a tax on the Ameri-

can consumer,” Peck said in an earnings call 
with analysts. 

He explained that for several years Gap has 
been moving its sourcing out of China. Three 
years ago, 25 percent of Gap products were 
made in China. That is now down to 16 per-
cent. “We are actively monitoring the [tariff] 
issue and managing our sourcing operations 
accordingly,” Peck said. 

Gap Inc. is in many ways a company that 
operates on many fronts. Its Old Navy chain 
of stores offers value-priced merchandise 
while Banana Republic caters to the work-
ingman and -woman with higher-priced 
goods. Gap stores offer casualwear at mid-
range prices. The company’s other brands 

are Athleta, Intermix and Hill City. 
Earlier this year, Gap Inc. announced it 

would spin Old Navy, the workhorse of all 
its retail brands, into a separate company next 
year, creating two independent publicly traded 
companies. 

One company will be called Old Navy. The 
other company, consisting of all the other Gap 
Inc. brands, does not have a name yet but is be-
ing referred to as NewCo.

As part of the revamping, some 230 Gap 
stores will be closed over the next two years as 
the company expects about 40 percent of future 
Gap sales to come from online purchases.

For the rest of fiscal 2019, Gap executives 
said they expect company sales to be relatively 
flat and company comparable sales to be in the 
low single digits.—Deborah Belgum

It takes dollars to make a difference 
The California Fashion Association responds to every 
issue affecting the apparel and textile industry of Califor-
nia…and is making a major impact on the media, as well 
as city, state and federal officials.

The California Fashion Association offers access to 
professional advice and service for every facet of the 
business. If you are involved in domestic manufacturing, 
or off-shore programs, the issues within the industry 
affect your growing businesses!

We welcome your participation in the business-of-doing-
business.

Join us now!

CFA 
444 S. Flower St., Los Angeles, CA 90071 

Tel: 213 688 6288. Fax: 213 688 6290
Email: sarah@calfashion.org

Website: www.californiafashionassociation.org

Revolve, the online retailer planning to go 
public soon with an IPO, said in recent filings 
with the Securities and Exchange Commission 
that its revenues in 2018 were $498.7 million, 
up from nearly $400 million the previous year.

For the three months ending March 31 of 
this year, the company reported net sales of 
$137.3 million and net income of $4.9 million.  

It also noted that its company, based in Cer-
ritos, Calif., has been able to grow with the 
help of more than 3,500 influencers. 

Targeting an audience of mainly millen-
nials and Gen Z consumers, the company re-
lies on its proprietary e-commerce platform, 
partnerships and social events to connect 
with its audience. 

During the 12-month period ending 
March 31, 2018, Revolve had a monthly 
average of 7.8 million unique visitors, and 
that increased to 9.8 million unique visitors 
a year later. 

According to documents filed May 28 
with the Securities and Exchange Commis-
sion, the company is applying to sell $200 
million of Class A common stock during an 
initial public offering. 

The company is offering 2.9 million shares 
of Class A common stock with an additional 

8.8 million shares to be offered from stock-
holders. During its IPO, the company antici-
pates a per-share price between $16 and $18 
under an approved New York Stock Exchange 
symbol of RVLV. 

The filing comes at a time when Revolve 
has a portfolio of 21 owned brands and 250 
collections under its Forward luxury seg-
ment, in addition to 850 emerging and estab-
lished labels. 

According to the SEC filing, the compa-
ny’s owned brands represent eight out of 10 
of its top labels in addition to 32.6 percent of 
the Revolve segment’s net sales. 

Founded in 2003 by co–chief executives 
Michael Mente and Mike Karanikolas, Re-
volve offers more than 45,000 products with 
an average of over 1,000 new styles launched 
each week. 

While the company mentioned in its SEC 
filing that it faces competition from other e-
commerce platforms and more-traditional re-
tailers, Revolve’s growth has been significant 
over the 16 years it’s been in business. 

In 2015, it acquired downtown Los Ange-
les–headquartered Alliance Apparel, maker of 
Grlfrnd Denim, Lovers + Friends, Tularosa 
and NBD.—Dorothy Crouch 

Social-Media Influencers Are the Drivers 
Behind Revolve’s Sales and Growth
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$24 billion, with exports totaling $12.7 billion and imports 
$11.2 billion. In 2018, the U.S. saw its imports of Turkish ap-
parel and textiles increase to $1.7 billion compared to $1.5 bil-
lion the previous year.

The United States is also considering removing India—a 
provider of handloomed cotton goods and supplies—from the 
list of eligible GSP countries. The U.S. trade agency on March 
4 said, “India’s termination from GSP follows its failure to pro-
vide the United States with assurances that it will provide equi-
table and reasonable access to its markets in numerous sectors.” 

In 2018, according to the U.S. trade office, trade with India 
totaled an estimated $142.1 billion, with $58.9 billion in ex-
ports—including $329 million in U.S. cotton—and $83.2 bil-
lion in imports. 

India is a major supplier of ap-
parel and textiles to the United 
States. In 2018, companies im-
ported $7.7 billion in apparel tex-
tiles from that country, up from 
$7.4 billion the previous year. 

“For a lot of the brands and 
retailers, they are sourcing GSP 
products of all kinds,” said Julie 
Hughes, president of the Washing-
ton, D.C.–based U.S. Fashion In-
dustry Association. “We have to 
be concerned on all fronts regard-
ing our direction on trade policy. I 
am always concerned when there 
is unpredictability and disruption 
to the supply chains of what that 
impact will be.” 

Since 1976, GSP has offered duty-free preferences on thou-
sands of items imported into the United States from developing 
countries. While many finished apparel products are not includ-
ed on the GSP list, fibers used to make clothing such as certain 
silks and handloomed cotton have been considered eligible.  

Tariffs along the supply chain

While the tariffs on silk from China have increased, Turkey 
is also known as a source for the fiber. Following the elimina-
tion of Turkey’s GSP status, tariffs have now been placed on 
certain garments and fabrics produced from silk. 

For Pınar Tasdelen Engin, Turkey’s president of the Uludag 
Textile Exporters Association, the country’s removal from the 
GSP list will not largely influence the trade relationship be-
tween the two nations.

“Only 3 percent of the total textile exports of Turkey to the 
United States are part of the Generalized System of Prefer-
ences. Additionally, a very small portion of our ready-to-wear 
exports to the U.S. are also included in the GSP product lists,” 
she said. 

“On the other hand, the decision to remove Turkey from 
the Generalized System of Preferences is inconsistent with the 
trade-volume target of $75 billion announced by both coun-
tries,” she said. 

The United States’ decision regarding tariffs on Chinese tex-
tiles and possibly apparel has left many in the apparel industry 
searching for alternate sourcing partners. Countries such as Tur-
key and India, which could potentially provide alternatives to 
U.S. importers, are now facing their own restrictions.

“We’ve been lulled into a false sense of security that we try 
not to worry about,” said Tom 
Gould, senior director, cus-
toms and international trade 
at the international law firm 
Sandler, Travis & Rosen-
berg. “There are specific 
things that we get out of Tur-
key. There are specific things 
that we get out of India.” 

These two countries are 
now at risk of having goods 
incur additional costs once im-
ported into the United States. 
Apparel and textile importers 
should start examining alter-
natives to all of their partners 
due to the potential of ad-
ditional trade problems with 

other countries. Gould recommends stateside businesses diver-
sify their sourcing options. 

“Companies that have been buying those items from those 
places for years have never considered alternate sourcing,” he 
said. “That is what people should be doing right now. They 
should be looking at their products and ask themselves what 
they are going to do if they can’t source it.”

In addition to building a more varied pool of sourcing part-
ners, companies in the United States should take a more active 
role in engagement during the process by which the govern-
ment is making important trade decisions, according to Hughes. 

“This is the time for engagement from companies. They may 
not have the time nor want to be involved in Washington—it 
can be difficult and intimidating,” she said. “We are asking 
them to sign letters, come to Washington, file statements, write 
and call members of Congress, and stay in touch with the ad-

ministration on the impact. It’s essential on all of these issues.”

Feeling the effects stateside

Because there is still a tariff exemption on handloomed cot-
ton goods from India, Smita Paul, founder of the Oakland, Cal-
if.–based Indigo Handloom, has been able to offset a bit of the 
costs associated with making her wholesale and private-label 
handloomed apparel, scarves and fabrics in India. 

While she understands that trade should be mutually benefi-
cial, she believes the sudden threat of imposing greater tariffs 
on goods made in a certain region is detrimental to U.S. busi-
nesses. 

“There is no one handlooming in the U.S. on a commercial 
basis that I know of who could do the type of volume that India 
can do,” Paul explained. “I understand the need to protect your 
own industry, but there is no handloom industry in the United 
States. This is hurting people for no reason.”

With her 15-year-old handloom business comprising 80 per-
cent finished goods and 20 percent fabrics, Paul has seen the 
demand for higher-quality products grow, but more tariffs will 
mean greater costs along the supply chain. 

That means clients buying her goods on a wholesale basis 
will be forced to pass on the higher prices to their retail custom-
ers.  

“Their products are now being taxed at a significant rate that 
they haven’t been in the past,” said Gould. “They are going to 
have to incorporate that into their budget and design calcula-
tions.” 

Over the last few years, Paul has seen an increase in the 
demand for natural fibers, and she believes that growth with 
partners who rely on direct-to-consumer business models will 
thrive despite tariffs.  

“We have new customers who came on in the last year and 
it’s because handloom is out there enough that people recognize 
there is something different about that fabric. There is a move-
ment to wear natural fibers and a craving for something authen-
tic,” she said. “Older people have the memory of cotton and are 
asking for it while younger people are attracted to the mission.”

The relationship between Turkey and the United States will 
remain strong, according to Tasdelen Engin, but she would like 
to see a commitment to achieve goals previously agreed upon 
by the two nations. 

“The removal of Turkey from the GSP does not comply 
with our endeavors to achieve 75 billion U.S. dollar bilateral 
trade volume. The decision will also negatively affect manu-
facturers,” she said. “We still would like to pursue our target of 
increasing our bilateral trade with the U.S. that we see as our 
strategic partner without losing any momentum.” 

Trade Continued from page 1

Evolv Looks to Make Sense Out of Social Media With Software

NEWS

Billions of dollars are spent on hiring social-media influenc-
ers to boost products on various Internet platforms such as Ins-
tagram and YouTube. And just like other forms of marketing, 
brands wonder if their money is being spent wisely.

Evolv is trying to help figure that out. Launched in 2018, the 
company, based in Irvine, Calif., has developed software that it 
says will most accurately measure the performance of social-
media influencers accused of inflating their metrics.

Evolv said it can give highly detailed metrics showing how 
many products were purchased after following an influencer 
and how that influencer brought awareness to a brand’s image.

“It is performance-based marketing,” said Jody Green, ex-
ecutive vice president of strategy and growth for Evolv. “Influ-
encers only get paid if they perform.”

Right now, she said, the marketing program works on an 
honor system. “It is hard to figure out who has real followers 
and who is a bot,” she explained. 

Evolv’s software checks out how many sales can be traced 
back to influencers through coupons passed out to audiences 
and from IP addresses of the people who visit the influenc-
ers, said Chad Law, the company’s executive vice president 
of marketing. 

The software picks up information on an individual con-
sumer’s brand likes and dislikes, connecting the consumer 
information to the brand, which will benefit from it. Privacy 
concerns are respected because the software cannot pick up 
information flagged as private by the user, Law said.

Syama Meagher, founder of the retail-strategy and brand-
marketing agency Scaling Retail, thought that Evolv made 
an ambitious promise that brands won’t have to pay the in-
fluencer until the influencer makes money for them. “I think 
it is impressive that brands won’t have to pay until they make 

money. I think it is a promise that I haven’t seen other agen-
cies make. The fact that they are guaranteeing a profitable 
return is a high benchmark,” Meagher said. 

Evolv also is putting together an agency of influencers. The 
software invites influencers to apply to be part of brand cam-
paigns managed by Evolv. Only one in 10 applicants is accept-
ed. Those accepted are matched with a brand that suits them. 

Evolv expects these “affluencers” will be long-term advo-
cates for their brands and do more than create a couple of posts 
before going onto the next thing. 

“Brands can redirect their big, 
digital advertising campaigns,” 
Law said. “They’ll pay people who 
do the work of digital advertise-
ments but in a more effective way. 
They are talking to a tightly knit 
audience. It is performance-based 
affiliate marketing.” 

Influencers often get paid in 
product or with fees. Law said that 
affluencers will get paid with a per-
centage of sales, which can go as 
high as 25 percent of sales.

Influencer marketing has been a 
part of fashion for as long as there 
have been celebrities. People have always wanted to buy 
clothes similar to what the most-popular stars were wearing. 
However, the influencer market went into overdrive when 
social media, and especially Instagram, became a big deal. 
Consumers with fat wallets wanted to buy clothes their fa-
vorite social-media stars were wearing. 

About two-thirds of American retailers will use social-
media influencers, according to Hootsuite, a Canadian so-
cial media–management platform. 

The market for social-media influencers is forecast to in-
crease to more than $6 billion in 2020, according to Statista, a 
German portal for statistics and market data. 

Businesses continue to hold social-media influencers in 
high regard. Reality-TV and social-media star Kylie Jenner 
reportedly makes $1 million per sponsored post, according to 
a 2018 report by Hopper HQ. 

But it’s tough for retailers to find the right influencer, said 
Darvill Rodriguez, who has worked as a social-media influencer 

and served as a consultant to 
influencers looking to improve 
their content.

“The market is oversaturat-
ed with influencers who have a 
similar voice and aesthetic,” the 
Los Angeles–based Rodriguez 
said. “A lot of them have an un-
derwhelming engagement.” 

The influencers have to sup-
ply something that is hard to 
measure, which is authenticity 
and content novelty. Consum-
ers won’t listen to someone 
who comes off as a corporate 

pitchman, Rodriguez said. 
Influencers can offer authenticity and novelty by giving fol-

lowers a look into their personal lives. “Personal stories, which 
include general mentions of brands or products, are key. Noth-
ing is forced. For me, I don’t typically work with brands that 
don’t fit the overall outlook of my personal brand,” he said. “I’ve 
also noticed that the ‘not-so-edited’ content tends to do better 
than the overtly manipulated content. As much as brands like 
to see this manipulated, it takes away from the authenticity and 
sometimes it becomes too much.” 

By Andrew Asch Retail Editor

The Turkey country lounge and pavilion attracts visitors 
during the October 2018 edition of L.A. Textile.

Chad Law Jody Green
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TICKETS AVAILABLE AT EMPOWER.GIVESMART.COM

Informa Markets, the people behind 
some of the biggest trade shows in the world, 
including MAGIC, is organizing a new 
event for Miami Swim Week this July.

Coterie, a women’s merchandise trade 
show that is a part of Informa Markets, is 
introducing DestinationMiami. It is an im-
mersive, multilevel, showroom-style experi-
ence for contemporary and designer brands 
to showcase their resort and travel collec-
tions at the Faena Bazaar, the new design 
destination recently opened in the former 
Atlantic Hotel in Miami Beach, Fla. 

DestinationMiami, running July 13–16, 
will feature 70 hand-selected brands defin-
ing the global-travel lifestyle. Labels that 
will be showing at the inaugural show in-
clude Adriana Degreas, Anemone Swim, 
Sara Cristina, Stellar, Suki Cohen, March 
11 and Mercedes Salazar.

“We want to bring a new experience to 
Miami and really create a home for retailers 
to discover the newest designers in resort-
wear, swimwear and accessories who cater 
to the warm-weather, travel-lifestyle catego-

ry while allowing our showroom concept to 
give the brand an open space to tell their sto-
ries,” said Hillary Joseph, the show’s senior 
event director, who several years ago helped 
launch the swimwear trade event called Ca-
bana. She was the show’s brand manager 
until hired by Informa Markets in March.

Retailers attending the DestinationMiami 
show will be personally guided through each 
collection and talk to designers and label 
representatives. 

“It’s important for us that this event adds 
to the larger Miami Swim Week, bringing 
in a fresh product assortment the buyers are 
asking for,” said Danielle Licata, president 
of Coterie and East Coast Womenswear. 
“DestinationMiami is the first of a series of 
focused showroom atmospheres that will be 
an extension of the current Coterie portfolio.” 

DestinationMiami will be held at the 
same time as Miami Swim Week, which 
takes place July 11–16. Events during the 
week include swimwear fashion shows and 
other swim-industry trade shows.

—Deborah Belgum
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June 1
Norton’s Apparel, Jewelry & Gift 
Market
Gatlinburg Convention Center
Gatlinburg, Tenn.
Through June 3

June 2
Trend Seattle Caravan
Embassy Suites by Hilton
Seattle
Through June 4

Michigan Women’s Wear Market
Embassy Suites Detroit-Livonia
Livonia, Mich.
Through June 5

June 3
Coast
Moore Building
Miami
Through June 4

China International Nonwovens 
Expo & Forum
Shanghai Convention & Exhibition 
Center of International Sourcing
Shanghai
Through June 5

Francal
Expo Center Norte
São Paulo
Through June 5

PPAI Expo East
Atlantic City Convention Center
Atlantic City, N.J.
Through June 6

New York Shoe Expo, FFANY 
Market Week
Warwick New York Hotel
New York
Through June 7

June 4
Seattle Mart Super Market Days
Seattle Mart 
Seattle

Through June 5

Licensing Expo
Mandalay Bay Convention Center
Las Vegas
Through June 6

WWSRA Summer Preview
Gallatin County Fairgrounds
Bozeman, Mont.
Through June 6

June 5
Connections NYC
477 Broadway Lofts
New York
Through June 6

Fashion Industry Gallery
Fashion Industry Gallery
Dallas
Through June 7

Dallas Apparel & Accessories 
Market
Dallas Market Center
Dallas
Through June 8

June 6
Fukuoka International Gift Show
Marine Messe Fukuoka
Fukuoka City, Japan
Through June 8

Imprinted Sportswear Show
George R. Brown Convention 
Center
Houston
Through June 8

June 8
New York Denim Days
Pier 36 Basketball City
New York
Through June 9

London Fashion Week Men’s
Store Studios
London
Through June 10

June 9
Accessorie Circuit
Accessories The Show
Fame
Moda
NY Women’s
[Pre] Coterie
Javits Center 
New York
Through June 11

The Trends Show
Mesa Convention Center
Mesa, Ariz.
Through June 11

June 10
OffPrice 
Penn Plaza Pavilion 
New York
Through June 11

June 11
CALA
Fort Mason Center
San Francisco
Through June 12

Digicom Digital Print and Visual 
Communication Show
Feria de Madrid
Madrid
Through June 13

WWSRA Intermountain Summer 
Preview
Utah State Fairpark
Salt Lake City
Through June 13

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

Calendar

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

NEWS

Miami Swim Week to Get a New 
Trade Show for Resort Collections
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www.cinergytextiles.com Tel: 213-748-4400  
ramin@cinergytextiles.com

Hundreds of Stocked 
Novelty Knits,  

Wovens, Linings  
and More!

One Roll Minimum.

Get Inspired!

Cinergy-FP.indd   1 5/30/19   6:56 PM
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Call Terry Martinez today for details on incentive space pricing, specifications and reservations:  
213-627-3737 X 213  or email: terry@apparelnews.net 
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The only audited four-color, glossy 
magazine in the swimwear industry 

for over 25 years, Waterwear 
influences swim buyers and 

manufacturers through unparalleled 
nationwide distribution.

July 2019 WaterwearGet into the next issue

Miami Swim Show

Cabana

Paraiso Miami

Art Hearts Miami

Swim Collective

Active Collective 

Outdoor Retailer

Prèmière Vision

WWDMAGIC

Sourcing@MAGIC

Curve LV

Surf Expo

LA Fashion Market

LA Textile

LA Majors Market

OffPrice Show

Dallas Market Week

LA Swim Week

Complete Tradeshow 
Distribution

• 17,000 readers

• Bonus distribution for 6 months 
at over 20 key trade shows

• 28,000 e-newsletter subscribers

• 5,000 digital readers

• 6 months of digital exposure

2019
WATERWEAR

 A p p a r e l  N e w s
VOL. 74  NO. 28 JULY 9,  2018  $6.00

         2019
WATERWEAR
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TEXTILE 
TRENDS

We’ve Got You 
Covered

Checked and 
Unchecked
Feeling It

Tropical Flavors

Lunada Bay 
Swimwear Catches 
Another Wave With 

New Leadership

STREET STYLE
Malibu, Santa 

Monica and Venice

SWIM TRENDS
Cruise ’19–

Designer Viewpoint

01.covers.indd   1 7/3/18   7:02 PM
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Love and peace were in the air at the annual Gold Thim-
ble Fashion Show held May 24 in the south tent on the Los 
Angeles Trade-Technical College campus.

Twenty-six students from the fashion-design department 
participated in the show, whose theme was celebrating the 
50th anniversary of Woodstock, a music festival held in 
1969 in upstate New York where 400,000 fans attended what 

was billed as three days of peace and music.
Some of the fashions on the runway, seen by 700 attend-

ees, had a certain psychedelic vibe with bright colors and 
swirling prints. There were touches of denim and pops of 
plaid. Everyone was feeling groovy. 

The seven categories seen in the show were swimwear, 
athleisure, childrenswear, redesign, menswear, after-five and 

eveningwear.
First-place winners in each category were Jessica Urrego 

for swimwear, Thuan Nguyen for childrenswear, Miriam 
Luatti for redesign, Jonas Hernandez for menswear and 
athleisure, Yubing Wu for after-five and Myriam Louati for 
eveningwear. Marisela Knott won the theme category cel-
ebrating Woodstock.—Deborah Belgum

FASHION

Arley D. Washington

Jesus Navarro

Diana Caldarescu

 Maria Rodriguez

Erik Herrera

Charles Chenault
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Los Angeles Trade-Tech Students Celebrate Woodstock’s 50th Anniversary
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FASHION

Arley D. Washington

Juyoung Park Kyubin Lee Jonas Hernandez Karla Gutierrez Thuan Nguyen

Eli Galezz Juyoung Park
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The recent announcement that Dress-
barn was closing its chain of 650 stores 
drove home the growing dilemma for U.S. 
apparel manufacturers. There are just fewer 
retailers to sell to these days.

That has been the case for Connected 
Apparel, a family-owned brand that sold 
to Dressbarn. It is headquartered in Com-
merce, Calif., and has been making and sell-
ing dresses since 2000 with the help of 140 
employees. 

Jay Balaban, Connected Apparel’s found-
er and chief executive officer, has spent the 
last decade watching the retail world change 
by leaps and bounds. The 
department-store business 
merged and consolidated, e-
commerce began challenging 
conventional retail stores, and 
websites continue to take a 
bigger chunk out of tradition-
al retailing.  

This has all proved to be 
challenging to people like 
Balaban. “We have to pull up 
our bootstraps and do every-
thing we can do to make great 
product for the retail customer 
and online,” he said.

Wholesaling will continue 
to make up an important part 
of Connected Apparel’s busi-
ness. “The goal is to tap into 
the customer by expanding 
brand awareness and selling 
to her directly,” Balaban said. 
“As the industry changes, she 
may have less avenues to shop 
Connected Apparel. With e-commerce, she 
can come directly to us.”

To face a changing market, the apparel 
executive plans to de-
velop a strong brand 
identity with the help 
of his daughter, Lean-
na Balaban, who was 
hired in November 
2017 as the company’s 
director of marketing 
and communications. 

Part of her job has 
been to develop the 
company’s direct-to-
consumer sales, which 
launched in October. 
The  company’s  e -
commerce site, con-
nectedapparel.com , 
currently makes up 5 
percent of the compa-
ny’s revenues. 

Connected Apparel 
has also been expand-
ing its overseas busi-
ness. It currently sells 
to retailers in 10 for-
eign countries includ-
ing Germany, Poland, 
Chile, Great Britain, 
Australia, Canada and 
Mexico. 

C o n n e c t e d  A p -
parel’s si tuation is 
not unique, said Rob 
Greenspan,  found-
er and president of 
Greenspan Consult, 
which advises apparel 
and fashion-manufac-
turing companies. “It’s 
a huge problem in the 
industry today. There 

are fewer retailers to sell to,” Greenspan 
said. 

Every fashion business must become 
more entrepreneurial, he added. “Because 

of the fast-changing pace of 
the industry, you have to make 
decisions quicker,” he noted. 

Greenspan suggested that 
manufacturers examine their 
services and products when 
their wholesale customers go 
out of business. “If a customer 
is going out of business, what 
does it say about their product 
line? Or are customers buying 
from a different channel such 
as e-commerce,” he said.

Going digital is a good 
idea, said Ron Friedman, a 
partner at Marcum LLP, a 
retail consulting and account-
ing firm, but it has pitfalls. 
Successful direct-to-consum-
er ventures can make a lot 
of money because they keep 
their wholesale gross profits 
and their retail gross profits. 

But the direct-to-consumer 
retailers that realize the most success are 
typically the ones with well-known brand 
names or who create brand equity through 

h e av y  m a r k e t i n g 
campaigns. For those 
who don’t have wide 
brand-name recogni-
tion, it might be hard 
to carve out a niche. 

F r i e d m a n  a l s o 
suggested strength-
ening and expanding 
a company’s whole-
sale business. It will 
increase opportuni-
ties to earn revenue. 
Wholesale can also 
help develop more 
brand exposure be-
cause more products 
are displayed in the 
marketplace. Devel-
op a brand to sell to 
high-end retailers and 
a different brand to 
sell to value retailers. 
Both luxe and value 
retailers continue to 
perform well.

Despite the disap-
pearance of Dress-
barn, dresses remain a 
category with a lot of 
potential, said Mar-
shal Cohen, chief in-
dustry analyst of The 
NPD Group  retail 
consultants. “This is a 
great market to cater 
to,” he said. “[Wom-
en’s] career and life-
style changes create 
the need for all-new 
wardrobes.” 

NEWS

By Andrew Asch Retail Editor

Connected Apparel fashions

Jay Balaban

The Disappearance of Dressbarn 
Emphasizes the Need for Manufacturers to 
Develop New Business Models

Leanna Balaban
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Save Your Straw
Change The World, Be The Example

In order to protect and pre-
serve the 
environment, we need to make 
changes. Save your Straw is 
an easy change that we all can 
make! 

Each convenient, modern and Each convenient, modern and 
elegant travel case comes with 
2 straws and a straw cleaner, 
making it easy to sanitize your 
straws between use. 

SaveSave Your Straws are made of 
brilliant 18/8 stainless steel 
and are dishwasher safe.

Free Counter Display with 24 pack

@SaveYourStraw

Order: 480-420-4535
www.SaveYourStraw.org

A Reusable and Cleanable Option

08.connectedApparel.indd   8 5/30/19   6:36 PM



IFJAG
www.ifjag.com
Products and Services: The IFJAG trade shows feature fashion 
jewelry and accessories from around the world. Our exhibitors bring 
the finest brands and private-label products, and our unique venue 
of private showrooms offers buyers a private, professional environ-
ment. The upcoming Las Vegas show runs Aug. 10–13 at the Embassy 
Suites hotel so you’ll have plenty of time to stop by while you’re in the 
area. You can preregister at our website. We welcome new exhibitors 
who would like to participate in our show for the first time! We offer 
buyers complimentary lunch as well as transportation from any Las 
Vegas location. In addition, our following Las Vegas show is February 
2020 at the Embassy Suites hotel. 

KINdom
www.kindomshop.com
info@kindomshop.com 
Products and Services: KINdom is all about respect for, and harmony 
between, the environment and human nature. A sustainable brand, 
KINdom is committed to bringing eco-friendly fashion that focuses 
on a balance between materials, resources, design, and labor. We 
offer products using sustainable, natural, reclaimed, recycled, and 
indigenous materials, such as organic cotton, bamboo, recycled poly-
ester, and handwoven textiles by indigenous artisans. Staying true to 
the concept of slow fashion, each collection is limited and exclusive, 
due to the finite materials available. Our mission is to create products 
with meaning and purpose to protect and benefit the environment and 
humanity for generations to come.

The New Mart
127 E. Ninth St.
Los Angeles, CA 90015
(213) 627-0671
Fax: (213) 627-1187
www.newmart.net
Products and Services: In the heart of Los Angeles’ Fashion District 
is the landmark New Mart Building. The showrooms of The New Mart 
represent the most exclusive and coveted contemporary lines from an 
international array of designers and manufacturers. The New Mart is 
unique in both architecture and style. The intimate setting creates a 
user-friendly experience for visitors. Each of its glass-fronted, uniquely 
designed showrooms provides a buying adventure that cannot be 
experienced at any other showroom destination. The New Mart is open 
year-round to the wholesale trade only and we host over 100 show-
rooms that carry over 500 collections.

Save Your Straw 
http://saveyourstraw.org
Products and Services: Saving your straw provides one opportunity to 
cut over 300 billion straws a day from filling up our landfills.  Founded in 
2019, Save Your Straw was launched with a vision to convert the plastic 
straw with a permanent, reusable, modern and elegant, stainless steel 
metal straw and carrying case that is dishwasher safe.
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With the acquisition, California Top Hand is 
being renamed Top Hand Manufacturing, and 
former California Top Hand owner Brenda De La 
O will remain with the clothing factory, which 
employs eight people, to supervise production.

Under the new name, Ramirez and Cheung 
plan to expand the categories the sewing factory 
makes by branching out into men’s swimwear 
and bags as well as staff uniforms for hospitality 
businesses. Formal men’s suiting might be added 
down the line. 

Ramirez and Cheung also intend to make Top 
Hand more contemporary by updating its busi-
ness with new machines, new administrative op-
erations and creating a web presence, which has 
been nonexistent up until now. Top Hand will 
continue to serve clients outside of Pocket Square 
Clothing, Ramirez said.

Already, Pocket Square has customers for its 
hotel-uniform category. It is developing the wait-
staff uniforms and concierge accessories for the 
soon-to-open The Hoxton, as well as exclusive 
accessories for boutiques in the hotel. The Brit-
ish hospitality chain is scheduled to open its luxe 
174-room hotel at 1060 S. Broadway in the Los 
Angeles Fashion District this summer.  

Ramirez and Cheung hope their new role as a 
vertical manufacturer and retailer will carry them 
on to a bigger playing field. “We hope to work up 
to the 2028 Olympics and make uniforms for the 
U.S. team. They will be clothes designed and made 
in L.A. for the L.A. Olympics,” Ramirez said.

Outfitting the 2028 U.S. Olympic Team would 
be the ultimate American dream for Ramirez and 
Cheung, whose families immigrated from Mexico 
and China, respectively. Their mothers were gar-
ment workers in Los Angeles clothing factories.  

The company co-founders met at the Univer-
sity of Southern California, where Ramirez studied ar-
chitecture and Cheung studied film and business. In 2011, 
Cheung thought about starting a clothing line and talked 
about it to Ramirez, who had been working with bespoke 
tailors to make bow ties for his personal use. They decided 
to roll the dice by making just bow ties on a larger scale and 
then seeing where it went from there.

With no background in fashion design or manufacturing, 
the duo went to their mothers, Simona Ramirez and Lucy 
Cheung, for help in making leather and denim bow ties. Later, 
the entrepreneurs learned how to make their own neckwear. 

Their first attempt at selling their products was relatively 
easy. They sold their bow ties to friends and students at USC 
by word of mouth and via Facebook.

Later that year, the duo decided to market outside of their 
immediate circle and paid for a booth at a Father’s Day fair 
in Inglewood, Calif. They barely broke even. The weak per-
formance gave Ramirez doubts about the feasibility of sell-
ing bow ties in Los Angeles, a city known for its casual style. 

But Cheung begged Ramirez to give their bow-tie market-
ing campaign another chance. Their next marketing chapter 
would be selling bow ties at Unique Markets, a traveling pop-
up market that was going to take place in Santa Monica, Calif. 

This time they did much better, selling $2,000 worth of 
goods. They were able to pay for their booth, cover their pro-
duction costs and make a small profit. They believed that 
they had found a way to sell their gear and tell the world 
about their label.

Pop-up markets continue to be a strong part of their busi-
ness plan. Every year they produce 32 pop-up shops at mar-
kets and boutiques around the United States.  

Customized, bespoke styles and weddings are also an im-
portant part of the business. Around 40 percent of Pocket 
Square’s revenues come from making clothes for grooms and 
groomsmen at weddings. They also occasionally do collabo-
rations. 

Retail price points for the brand’s main collection range 
from $26 for a pocket square to $56 for a tie. PSC also offers 

bespoke clothing. Average price points range from $150 for 
a shirt to $900 for a suit. Some suits can go for more than 
$2,000.

For LA Originals, an initiative from Los Angeles Mayor 
Eric Garcetti’s office to showcase the city’s manufacturers, 
they made a capsule collection of ties and pocket squares, 
producing a pocket square with a map of downtown L.A. 
and ties with palm-tree graphics. Retail price points for the 
LA Originals collection range from $35 for a pocket square 
to $65 for a tie. 

The brand does no conventional marketing nor adver-
tising. Instead, a crew of social-media influencers such as 
Quentin Thrash, Norris Danta Ford and Donovan Briggs post 
pictures of themselves wearing Pocket Square Clothing on 
their social-media profiles.

Despite a low-key marketing campaign, the company has 
managed to place its products in 350 independent boutiques 
around the world and at big department stores including 
Lane Crawford and Le Bon Marché. 

Pocket Square Continued from page 1

Influencers wearing Pocket Square Clothing are from left: Rome 
Castille, Johan Khalilian, Quentin Thrash and Donovan Briggs. 

Pocket Square Clothing founders Rodolfo Ramirez and Andrew 
Cheung. 

NEWS

Pocket Square Clothing’s pocket squares. 
R

O
D

O
LF

O
 R

A
M

IR
E

Z

A
LL

E
N

 D
A

N
IE

L
A

LL
E

N
 D

A
N

IE
L

Fashion Resources

This listing is provided as a free service to our 
advertisers. We regret that we cannot be responsible for 
any errors or omissions within Fashion Resources.
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Jobs Available

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 Jobs Available

Hyperlink your ad for best results

5/30/2019

http://www.apparelnews.net/classifieds/print-preview/830 / 1/1

PAT T ERN M AK ER
Seek  ing P at tern mak er;  cre ate first pat terns, spec out
fits and s, ork ith shrink ages, man age doc u‐ 
ments re lated to pat tern ing, specs and fits. In ter me di ate
level 3 to 5 years ex  pe ri ence with k nits. 
E mail:  ca reers@ pro ject soci alt. com

5/30/2019

http://www.apparelnews.net/classifieds/print-preview/830 / 1/1

POSI T I ON  -  SALES ASSOCI AT E
L o ca tion-C lose to Bur bank  - In no v a tive im port
Miss con tem po rar  cloth ing com pan  spe cial i e in pri‐ 
vate la bels. L ook  ing for highly mo ti vated de tail-ori ented
seller. Re q uired 5 years ex  pe ri ence in sales with ma jor
cat a logs and chain stores na tion wide. Q ual i fied per son
will have salary with good com mis sion. 
E mail re sume at:  hrsales. rick y@ gmail. com

For classified advertising:  
email jeffery@apparelnews.net  

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

5/30/2019

http://www.apparelnews.net/classifieds/print-preview/8318/ 1/1

T ECH N I CAL Q C PROD U CT I ON
Full T ime P o si tion Avail able 
J ob T i tle:  T ech ni cal Q C  P ro duc tion 
o  e spon si il i ties  eeds hands on per son to man‐ 

age all send out treat ments;  T ie Dye, gar ment dye,
screen print, W ashes, em broi dery, and or any send out
treat ments. M ust have min i mum of 5 years ex p do ing
this t pe ork, must e or ga ni ed, de tail ori ented, pro ‐ 
lem solver and speak  E ng lish and Span ish. 
E mail Re sume to:  H R@ raq  uela lleg ra. com

5/30/2019

http://www.apparelnews.net/classifieds/print-preview/8319/ 1/1

SPEC W RI T ER
A lead ing ap parel mfg seeks team pla er to e re spon‐ 
si ble for writ ing spec i fi ca tion sheets, and cre at ing line
sheets in our P ro duc tion de part ment. C an di dates must
ha e min.  ear exp. and e pro fi cient in C ap pli ca‐ 
tions, par tic u larly E x  cel. M ust have gar ment con struc tion
k nowl edge. Strong at ten tion to de tail, q uick  think  ing, &
the a il it  to ork ell un der pres sure & meet dead‐ 
lines. 
Send re sumes to:  rvasq uez @ swa tfam e. com

5/30/2019

http://www.apparelnews.net/classifieds/print-preview/8313/ 1/1

SALES AD M I N  COORD I N AT OR
CLH Group is look ing for Sales Ad min Co or di na tor. Co‐ 
or di nate sales &  ad min team by man ag ing/ pro cess ing
or ders, ship ments & EDI. Ap parel Magic & EDI ex pe ri‐ 
ence is a plus but not re q uired. E mail your re sume to
con tact@ the clhg roup. com.
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Jobs Wanted

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 Buy, Sell and Trade

For classified information,  
contact Jeffery Younger  

at 213-627-3737 ext. 280 or  
jeffery@apparelnews.net

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

GET IN THE NEXT ISSUES OF CALIFORNIA APPAREL NEWS

June 7
Cover: Fashion
Retail
What’s Checking 
Trends

Finance Advertorial
Fashion District Advertorial

Bonus Distribution 
Designers & Agents LA  6/17–19
L.A. Market Week 6/17–19
Outdoor Retailer 6/18–20
Fashion Market Northern California 6/23–25
GlobalShop 6/25–27

June 14
Cover:  Fashion
Retail
New Lines 

Fashion Advertorial

Bonus Distribution
Designers & Agents LA  6/17–19
L.A. Market Week 6/17–19
The Deerfield Show-Midwest Apparel Trade 

6/23–24
Fashion Market Northern California  6/23–25

June 21
Cover: L.A. Market Wrap
T–Shirts
Trims, Accessories & Branding 

Trims, Accessories & Brand-
ing Advertorial 

June 28
Cover: Fashion
Technology
Denim
Made in California
FMNC Coverage

Technology Advertorial
Denim Advertorial
Made in California Adverto-
rial

Bonus Distribution
Paraiso Miami 7/12–16 
Cabana 7/13–15
Miami Swim Show 7/13–16 

Clothing Manufacturer 

Three Dots Closes Doors

After nearly 25 years in business, Three Dots, a con-

temporary knit tops and womenswear company launched in 

1995 by Sharon Lebon, has ceased operations.

Calls to Lebon, the company’s chief executive and presi-

dent, and to Bruno Lebon, the company’s vice president, 

were not answered, and emails to sales representatives 

bounced back as undeliverable.

Sources said the company, based in Garden Grove, Calif., 

shut its doors on April 18, right before the Easter weekend, 

while sales reps were out on the road selling the label’s knit 

tops and fashion collection. “They were desperate for cash 

to go forward,” one source said. 

As recently as mid-April, a sales representative was selling 

the label’s collection at the Fashion Market Northern Cali-

fornia trade show, held five times a year in San Mateo, Calif. 

It was unclear how many employees were laid off. As of 

this week, the company’s owners were selling the venture’s 

manufacturing equipment, one source said. 

Three Dots started out small, but by 2006 its revenues had 

➥ Three Dots page 3

What is old is becoming new again for traditional retailers 

looking for added revenue streams. That’s because the sec-

ondhand clothing, handbag and footwear market has been 

gaining an unprecedented amount of traction with store 

owners. 
According to the “2019 ThredUp Resale Report,” the re-

sale market in the last three years has grown 21 times faster 

than the traditional retail-apparel market. In 2018, 12 million 

more women bought secondhand products than in 2017, an 

increase from 44 million to 56 million. 

“The resale customer is no longer somebody else’s cus-

tomer. They are everybody’s customer,” James Reinhart, the 

co-founder and chief executive of ThredUp, wrote in the 

report. “Mass market or luxury, if people can find a high-

quality product for much less, they’ll choose used. As the 

line between new and used apparel blurs for consumers, a 

Traditional Retailers Have a 

Change of Heart Regarding 

the Value of Resale

By Deborah Belgum Executive Editor

By Dorothy Crouch Associate Editor
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The designers for the Johnny Was brand traveled the world for inspiration for 

their Fall ’19 collection with lots of ethnic influences. For more looks, see page 7.AS THE WORLD TURNS
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Reed Exhibitions 

Shelves Agenda Festival

After a two-year run, the consumer show Agenda Festival 

was canceled by its producer, ReedPop, a division of Reed 

Exhibitions.

The festival made its debut in Long Beach, Calif., in 2017 

following the Agenda trade show held at the Long Beach 

Convention Center. 

The festival made a splash because it was the first consum-

er-day event produced by a prominent trade show. It was seen 

as a way for trade-show exhibitors to make extra money after 

the wholesale-focused trade show wrapped up.

The Agenda Festival continued to run in 2018 even after 

Agenda canceled its Long Beach trade show last year. Agenda 

continues to produce trade shows in Las Vegas, with the next 

event scheduled for Aug. 12–14 at the Sands Expo and Con-

vention Center.

Rob Weinstein, the marketing vice president of ReedPop 

West, said the Agenda Festival’s pop-up market, which featured 

music and food trucks, remained popular with consumers. They 

➥ Agenda page 4

GUATEMALA CITY—As a country that benefits from the 

Dominican Republic–Central American Free Trade Agreement, 

Guatemala is preparing to see an increase in business from 

United States apparel brands that might need to shift sourcing 

partnerships away from China. With the demand for sustainable 

sourcing from apparel brands, mills in the region are preparing 

to meet that need.

According to the U.S. Department of Commerce, Guatema-

lan clothing exports to the United States are up. For the one-year 

period ending March 2019, Guatemala exported $1.46 billion 

in apparel, which was up 9.65 percent over the previous year.

At the 28th annual Apparel Sourcing Show, held May 14–

16 at the Grand Tikal Futura Hotel and Convention Center, 

Sustainability and Secure 

Trade: Guatemala Provides 

Supply-Chain Solutions for 

the Americas  

By Andrew Asch Retail Editor

By Dorothy Crouch Associate Editor
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TRADE SHOW REPORT

Students from the 

Academy of Art University 

in San Francisco 

presented their creative 

interpretations on fashion 

at their annual student 

fashion show. For more 

looks, see page 6.

FASHION FORWARD

So Hyun An
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Women in Apparel 

Technology—How 

Far Have They Come?

In 2018, two female researchers studied women in tech-

nology and asked this question: Do technology companies 

alienate women in recruiting sessions? 

The answer was yes. After observing 84 recruitment ses-

sions by technology companies on a university campus in the 

United States, researchers Shelley Correll, head of Stanford 

University’s Clayman Institute for Gender Research, 

and Alison Wynn, a postdoctoral researcher, found that fe-

male candidates pursuing quantitative degrees in technology 

fields were often subjected to gender-imbalanced interviews, 

which left qualified women feeling discouraged. 

 Together they published “Puncturing the Pipeline: Do 

Technology Companies Alienate Women in Recruiting Ses-

sions?” ➥ Technology page 3

Max Azria, whose imprint on the Los Angeles fashion 

world is legendary, passed away on May 6 at The Univer-

sity of Texas MD Anderson Cancer Center in Houston. 

He was 70.

Sources close to Azria said he died of lung cancer. 

Azria, who was the youngest of six children and was born 

in Sfax, Tunisia, on Jan. 1, 1949, grew up in France and later 

came to the United States in 1981 after designing women’s 

apparel in Paris for 11 years. 

His first fashion venture in Los Angeles was Jess, a chain 

of new-concept boutiques offering hip French fashion to 

American women.

But Azria wanted to do more and start his own label. So, 

in 1989, he launched BCBGMaxAzria, with many people 

wondering what BCBG stood for. It was a French acronym 

Max Azria, Founder of the 

BCBGMaxAzria Group, 

Passes Away in Houston

By Dorothy Crouch Associate Editor

By Deborah Belgum Executive Editor
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Students from Otis College of Art and Design showed off their creations at the annual 

scholarship benefit and fashion show at the school’s campus. Ralph Lauren designers 

were the mentors for these creations. For more looks, see page 7.
HAUTE CASUALO
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Proposed Tariffs on Chinese 

Goods Has the Apparel 

Industry Scrambling

Robert Jungmann has been importing hemp fabric from 

China for more than 20 years for the T-shirts he manufactures 

in Los Angeles.

The news that the Trump administration is raising tariffs on 

Chinese textile imports from 10 percent to 25 percent is a big 

blow to his Jungmaven label.

“This tariff affects us hugely,” he said. “Our No. 1 expense 

is cost of goods, and now it went up 25 percent. That hurts.”

Other manufacturers faced with the Chinese textile tariff can 

shift their sourcing to other parts of the world, but Jungmann 

has a different problem. The only country that manufactures 

hemp fabric is China. 

“There is no place we can purchase hemp fabric. We can’t 

purchase it from Europe, Vietnam or the United States. Only 

China does what we purchase. There is no option,” he said.

➥ Tariffs page 9

The future of retail is looking like a chapter out of a science-

fiction novel.

Not too long down the road, shoppers will be able to try on 

highly accurate three-dimensional representations of clothes in 

virtual dressing rooms. And consumers might have as much 

control over the look and style of their garments and shoes as 

a designer. 

Those were some of the predictions at the Marcum Retail 

Symposium, held May 9 at the JW Marriott hotel at L.A. 

Live in downtown Los Angeles.

The annual symposium has consistently focused on chang-

es in retail and fashion—topics that should be on the radar of 

every retailer and fashion manufacturer, said Ron Friedman, a 

Virtual Reality, 

Digitization and Social 

Media Shake Up Retail

By Deborah Belgum Executive Editor

By Andrew Asch Retail Editor
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Students from FCI Fashion School showed off their creative talents at 

a student runway show. For more looks, see page 8.
DESIGNER DEBUT
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FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

Real Estate

Call to place ads for your office 
space or real estate available,  

for sale or lease

5/1 /2019
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W E B U Y  ALL FAB RI CS &  G ARM EN T S
E x  cess rolls, lots, sam ple yardage, small to large q ty' s.
AL L  FAB RIC S!  fab ricmer chants.com  
Steve 8 18 -219 -30 0 2 or Fab ric M er chants 323-267 -0 0 10
E mail:  steve@ fab ricm erch ants. com

Real Estate

•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

5/23/2019
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SPACE FOR LEASE
•In newly ren o vated An jac Fash ion Build ings in 
the heart of Down town Fash ion Dis trict •In- 
dus trial, re tail and of fice space also avail able 
through out the San Fer nando Val ley. Re tail 
and of fice space also avail able just south of 
Down town. 213-626-5321 or email info@ anjac. net
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