
Swimwear Market Grows 
With New Fashion Options

The swimwear market in the United States is expected 
to generate about $3.8 billion in sales this year and jump 
to $4.2 billion by 2023, according to Statista, a New York 
provider of market and consumer data.

No one would find it hard to believe that U.S. shoppers 
are the No. 1 consumers of swimsuits, followed by Great 
Britain, Germany and China.

Not only are people buying more swimsuits because they 
are traveling more, but events like the Coachella Valley 
Music and Arts Festival near Palm Springs, Calif., have 
given concertgoers another reason to wear swimwear to soak 
up the desert sun. 

California has always been at the forefront of swimwear 
manufacturing, which hasn’t changed in decades. Some of 
the largest swimwear companies in California include Man-
hattan Beachwear, Raj Swim, Speedo USA, Tyr and Lu-
nada Bay. 

But there are always new brands bubbling up. Inside, we 
take a look at some of the new labels providing their particu-
lar take on swimwear. See pages 2 and 4.

With the United States entering into a historic economic 
expansion period, tariffs and the threat of more tariffs on 
Chinese imports could be the bump in the road to financial 
good times.   

Retailers and manufacturers already are inching up prices 
on some merchandise after a 10 percent tariff on $200 bil-
lion in Chinese goods went into effect on top of existing 
tariffs last year. In May, the Trump administration upped that 
10 percent tariff to 25 percent, affecting hundreds of imports 
including textiles, luggage, handbags, toys and chemicals 
used to dye fabric.

Tariffs threatened on another $300 billion in goods, which 
would include apparel and footwear, is on the back burner 
after President Donald Trump and Chinese President Xi Jin-
ping met recently in Japan and agreed to resume trade talks.

U.S. Economy Expands, but 
Tariffs Wait in the Wings

By Deborah Belgum Executive Editor

By Deborah Belgum Executive Editor
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Retailers and brands must become more nimble in the 
digital world, be better editors of merchandise and become 
more sincere on social issues to be relevant to consumers. 

That’s the opinion of a recent report called “WGSN Fu-
ture Consumer 2021,” released by London trend forecaster 
WGSN. The annual report charts changes in consumer tastes, 
needs and desires and analyzes how shoppers from around the 
world want retailers and brands to engage with them.

While many entrepreneurs worry that consumers—espe-
cially younger consumers—are buying less, there is still a 
lot of opportunity and new business to be cultivated online, 
said Andrea Bell, the Los Angeles–based director of insight 
for WGSN Insight, the marketing research arm of WGSN. 

For example, one teenager interviewed by WGSN said 
that many retailers continually misfire when they are trying 
to sell their merchandise. According to Bell, the teenager 
held up her phone and said: “All of these retailers say we 
don’t go to malls. We do. You just don’t go to my mall.” 

Every generation of consumers is immersed in the digital 
world, the report found. To reach them, businesses must go 
where they are. The paper called it finding “third spaces,” or 
digital forums not previously considered. 

Swedish brand Carlings was a pioneer in finding new 
digital forums, Bell said. In November 2018, it released a 
digital-only collection of clothing. It made a splash because 

people put Carlings’s digital clothes on their social-media 
pages. Businesses noticed this because the digital world 
gives a lot of space to experiment.

“We call it a ‘test or invest’ model. [Businesses] can figure 
out whether it works and if they want to make a long-term 
investment in producing it,” Bell said.

WGSN’s proprietary research methods used in the report 
divided consumers into several groups. One was the time-
starved “compressionalists,” who reward companies offering 
them convenience and tightly edited merchandise. 

Another group was the entrepreneurial “market makers,” 
who are looking for corporate innovation and interaction 
through peer-to-peer markets. There are also “kindness keep-
ers,” who reward companies that wear their values on their 
sleeves.

“There is a shift in people really wanting to support com-
panies that align with an internal belief or value,” Bell said. 
“They either boycott or ‘buycott.’ They’ll actually buy with 
the company that aligns with their brand values.” If business-
es want to appeal to this consumer, they have to prove they 
are committed over the long term to a specific cause.

While this consumer report found digital is a big deal, 
groups such as the National Retail Federation said that 
physical stores will continue to be crucial in the near future. 
In April, the NRF forecast that by 2021 online will comprise 
25 percent of the total retail market, leaving a lot of space for 
bricks-and-mortar stores.●

Retailers Often Misfire When Trying to Reach Consumers
By Andrew Asch Retail Editor

Swimwear seems to never change and always change. Designers are always putting their own interpretation on prints and cuts.  On 
the left, Candice Cuoco models her new swimwear line in the gardens of Versailles. Take a look on pages 2 and 4 at some of the new 
swimwear brands diving into the market.
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SWIMWEAR

Sarah Godshaw

Los Angeles–headquartered Cult Gaia 
started business in 2012 making bags and 
floral crowns, later branching out to larger 
pieces such as dresses. Now founder Jasmin 
Larian wants to take a big leap forward by 
launching swimwear. 

She is doing that 
with the introduc-
tion of a contempo-
rary collaboration 
label with Brazilian 
des igner  Adr iana 
Degreas called Cult 
G a i a  x  A d r i a n a 
Degreas. 

Larian has worked 
before with the Bra-
zilian designer, who 
mixes swimwear and 
couture standards. 
Degreas has devel-
oped a reputation for 
making imaginative 
beach and poolside 
styles that are remi-
niscent of an Esther 
Wi l l i a m s  m ov i e . 
“She brings an artful, 
couture sensibility to 
swimwear,” Larian said of Degreas. “She 
celebrates the feminine figure.”

The collaboration line features biki-
nis, a one-piece, a cover-up dress and, of 
course, bags. The collaboration’s bags and 
the swimwear share a number of prominent 
details. Cult Gaia designs bags made from 
tortoiseshell acrylic with open-air panels, 
which give the accessory a summery feel. 
Taking inspiration from the tortoiseshell 
bag, the swimwear collection the Shalese 
features a tortoise bandeau bikini. In this 
piece, a band of tortoise-colored acrylic sits 
over the front of a sheer, tulle bandeau and is 

matched with a bikini bottom featuring side 
ties. The collection also has a triangle bikini 
and a cutout swimsuit that feature tortoise 
acrylic hardware and hoops.

Other looks include a strapless swimsuit 

featuring a tulle panel bearing the graphic of 
a macaw and tropical foliage. Other swim-
suits feature pleating as well as tropical 
prints. 

Cult Gaia and Adriana Degreas also col-
laborated on something that gives coverage 
to the whole body. It’s a long dress with a V-
neck. The dress has a green tropical foliage 
print displaying bright pops of red flowers. 

Retail price points range from $350 for a 
bikini to $1,260 for a long dress. The collabo-
ration collection is sold at select retailers and 
on the e-commerce channels cultgaia.com 
and adrianadegreas.com/en—Andrew Asch

The path to creating Sidway Swim had 
a lot of twists and turns that took designer 
Sarah Sidway Godshaw on a long learning 
experience.

She honed her skills working at Los An-
geles–based Apparel Ventures, a swimwear 
concern acquired nine years ago by Man-
hattan Beachwear in Cypress, Calif. 

At Manhattan Beachwear, one of 
the largest swimwear makers in the 
United States, Godshaw designed 
swimwear collections for well-known 
labels including Nanette Lepore, Bi-
kini Lab, Rampage and Puma.

In 2015, the swimwear designer 
left Manhattan Beachwear to work 
for Nasty Gal, where she was put in 
charge of launching the online com-
pany’s swimwear and intimates line. 
“After I had been at Nasty Gal for a 
while and working with other wom-
en who were starting their own side 
brands, I started to branch out,” said 
the graduate of Otis College of Art 
and Design. “I felt I wasn’t maxing 
myself out. I felt in my 20s it would 
be good to work my butt off.” 

So, on a free-lance basis, she helped 
grow Show Me Your Mumu, a mumu mak-
er expanding into other categories including 
swimwear, lingerie and activewear lines.

Meanwhile, with a small bank loan, she 
quietly started Sidway Swim with the angle 
that its silhouettes and style would be fash-
ioned after the super-model styles of the 
1990s—think Naomi Campbell, Linda Evan-
gelista and Claudia Schiffer.

“I wanted to start a swimwear company 
that embraced the natural body type seen in 
models who were curvier and not so Pho-

toshopped,” the designer said. “I wanted to 
produce these suits that were glamorous but 
not overdone.”

Her silhouettes are flattering and often 
cover more territory than the skimpy bikini, 
which can make women feel uncomfortable. 
“I don’t want to be glamorizing these unreal-

istic body types,” she explained.
In all her suits, she uses a luxe and lustrous 

jersey knit with a high spandex content that 
molds to the body and sculpts your shape. The 
hems are filled with a premium full-flex rub-
ber that doesn’t sag over time. “It will hold 
you up without digging into your sides or cre-
ate tension at the hem,” she said. “It is smooth 
on your body and still stays on.”

There are one-piece and two-piece suits 
that started out in solid colors, but last year 
Godshaw introduced a white-polka-dot-

on-brown-background print that took off 
on In stagram. “It put us on the map,” she 
recalled. “It was inspired by the dress Julia 
Roberts wore in the movie ‘Pretty Woman.’”

With that polka-dot venture, prints be-
came more integral to the collection, with the 
latest offerings now featuring a subtle leop-

ard/tortoiseshell print, a black-and-white dot 
print and a tropical print called the Islander. 

One of the designer’s favorite silhouettes 
is a one-piece suit à la the popular TV series 
“Baywatch” that has adjustable sash ties at the 
shoulders and a high-rise leg. “I am petite but 
kind of busty. I wanted something I could feel 

sexy in but that adjusted to my body.”
Other silhouettes include high-rise bot-

toms and more-skimpy bottoms as well as 
bandeau and triangle tops.

Sidway Swim, whose retail prices range 
from $90 to $95 for separates and $145 for 
one-pieces, is sold at various swimwear stores 

across the country, including Coast by Coast 
at the Platform shopping center in Culver 
City, Calif., and Isalis in San Francisco. In 
Florida, it is sold at Sal Las in Coral Gables 
and Love Shack in Delray Beach. Online it 
can be found at bikini.com, baiae.com as well 
as sidway.com.—Deborah Belgum

Sidway Swim: Looking to the Glamour of the 1990s for Inspiration

Cult Gaia: Diving Into a 
New Swimwear Line 

WHEN IT COMES TO 
MEETING YOUR  FACTORING 
NEEDS, WE’RE FLEXIBLE.
At Hana Financial, our resources and experience 
enable us to make decisions and to execute them 
quickly. Whether your business needs factoring, 
asset based lending, or other services, we provide 
an efficient and effective service for you.

Los Angeles | New York
www.hanafinancial.com
Los Angeles | New York
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Brightly colored bikinis and summery 
swimwear are not for every woman, said 
Los Angeles designer Candice Cuoco, who 
was a “Project Runway” finalist and has a 
label with a reputation for making made-to-
measure leather jackets and corsets.

Cuoco introduced her label’s first swim 
line, The Book of Judith, for the woman 
who does not fit into any of the 
standard swim looks designed 
by many labels. 

There are a number of wom-
en who don’t want to play the 
ingénue and look like they are 
posing for a swimsuit pictorial 
at a beachside resort. There are 
others who don’t want swim-
wear’s sturdy, athletic looks ei-
ther. 

Cuoco thought her kind of 
woman would be interested in 
another aesthetic associated 
more with Goth nightclubs in-
stead of swim parties. 

“There’s a darker, romantic 
side, which my line is known 
for,” Cuoco said. “The im-
ages in this line tell a story in 
themselves. It’s about triumph 
through loss,” she said about 
persevering through adversity.

The Book of Judith was in-
troduced last year during Mi-
ami Swim Week in Miami Beach, Fla. 
Since its debut, it’s been a work in progress 
as Cuoco introduces new pieces to the now 
14-piece line. She relies on customers tell-
ing her what they like and what they’d drop 
from the line. 

Mostly through social media, fans told 
her to cut string bikinis. “People don’t come 
to Candice Cuoco for simple. They come for 
the depth, the romance and the design,” she 
said.

The influences of Cuoco’s swim line veer 
sharply from swimwear’s typical obses-
sions with sun and good times. The line was 
named after the biblical heroine Judith, who 
liberated her people by ingratiating herself 

with a general from an invading army. Later, 
she chopped off the general’s head. 

The swimwear’s prints were inspired by 
the blue-and-gray woodcuts of 19th-century 
French artist Gustave Doré, who was fa-
mous for his artwork depicting literary epic 
scenes from Cervantes’s “Don Quixote” and 
Dante’s “Inferno.”  

Cuoco printed the designs on swim fabric 
with the Epson SureColor F-Series dye-
sublimation printer.

The line’s silhouettes include triangle bi-
kini tops. There are also bikini tops shaped 
like the mid-20th-century bullet bra that 
actress Jayne Mansfield helped popularize 
in the 1950s and Madonna wore during her 
1990 “Blonde Ambition” world tour. 

Cuoco made the bullet top her own by 
sewing custom stitching on the bullet bra–
style tops. Another one of The Book of Ju-
dith’s pieces resembles a corset. 

Retail prices for the collection, sold at 
candicecuoco.com/shop, range from $95 to 
$125.—Andrew Asch

SWIMWEAR

The Book of Judith: Going Goth 
With a New Swim Collection
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Textile research and Product Development

Our fabrics worldwide
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ITALIA
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Textile research and Product Development

Our fabrics worldwide
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FRANCE

SPAINGERMANY TUNISIA

JAPAN TURKEY

GREECE UNITED STATES

Our fabrics are sold worldwide

Letizia@pontexspa.it  •  Sergio@pontexspa.it

Experts in Textile Research and Product Development

Istanbul textile manufacturer Orta An-
adolu is on a mission toward greater sustain-
able denim manufacturing, inviting industry 
leaders to hear about how the company is 
contributing to a more ecologically sound 
denim supply chain.

On hand at the June 27 meeting at the 
Ace Hotel in downtown Los Angeles were 
representatives from Los Angeles denim 
makers Current/Elliott and Citizens of 
Humanity as well as a number of consul-
tants, city-government officials and industry 
leaders.

The intimate gathering was organized on 
the heels of a June 21 stop in New York at 
The Museum of Modern Art, where the 
company awarded its Biodesign Challenge 
prize to a team of ambitious Royal Mel-
bourne Institute of Technology Universi-
ty students who created a washing-machine 
filter that captures micro-plastics, eventually 
allowing enzymes to consume the collected 
waste. 

“The next generation includes using bi-
ology, design and technology under the 
umbrella of sustainability to create the new 
denim eco-system,” explained Orta’s global 
director of sales and marketing, Sedef Uncu 
Aki. “For so long we’ve discussed the scar-
city of natural resources. We are now in an 
era to discuss abundance and scalable so-
lutions. We can change the narrative from 
scarcity to abundance.”

During its first sustainability seminar cov-
ering “Sustainable Actions From Design to 
End Use,” the mill sought to educate its Los 
Angeles brand partners regarding greener 

denim throughout the product lifecycle. Step-
ping outside the larger format of trade shows 
and forums, the company wanted to connect 
with brands on a more personal level. 

“We will shape other series according 
to how this first seminar goes,” said Orta’s 
sustainability specialist, Sebla Onder. “We 
believe in the power of collaboration, and, 
for sustainability to work, everyone in the 
entire value chain must work together.” 

As part of its push to promote an eco-
friendlier industry, Orta is not only talking 
about using technology to facilitate connec-
tions along the supply chain, but the compa-
ny is also implementing changes to remain 
transparent. Using a Lifecycle Assessment 
QR code printed on its labels, Orta leads its 
brand partners through its denim sourcing, 
affording greater insight into how its textiles 
are produced.

“For the last two collections, we’ve put a 
QR code on every article,” said Uncu Aki. 
“It’s nice, because you can quantify, and 
when you quantify you can develop objec-
tives and have goals to reduce impact.” 

With the help of the Better Cotton 
Initiative, Orta was able to show how the 
company has been contributing toward the 
sustainable shift, before sustainability was 
stylish. A member of BCI since 2011, Orta 
introduced Carlos Silva, the USA program 

officer for Geneva-headquartered BCI. Silva 
explained how working with cotton farmers 
to promote responsible cotton cultivation 
creates a more sustainable start for the den-
im supply chain. 

“All [BCI] members should have a com-
mon goal, which is to help improve farming 
practices, lower farming costs, and increase 
productivity and better profitability for 
farmers,” he said. “Orta has been a long-
standing member of BCI that has used our 
system.”

Event attendees, who have worked in 

many different areas of denim production, 
welcomed the opportunity to learn more 
about improving their businesses. 

“We’re working more with sustainable 
products, so I am here to become more 
knowledgeable,” said Annabelle Lee, asso-
ciate designer of denim for Vernon, Calif.’s 
Current/Elliott. “There are many different 
elements involved, such as encouraging 
consumers. It’s not just vendors and farm-
ers—it’s a full circle of awareness that needs 

to happen.”
Utilizing more-sustainable raw 

materials at the beginning of the 
supply chain and less harmful pro-
cesses during production is a ma-
jor concern for many denim textile 
manufacturers and jeans brands 
that want to be responsible. 

Discussing how denim mills 
are promoting more sustainable 
manufacturing practices by clean-
ing up traditionally dirty industry 
practices, Amanda Cattermole—a 
sustainability and chemical man-
agement consultant who worked for 
many years with Levi Strauss & 

Co., made the connection between cleaner 
practices and conserving resources. 

“From a mill-processing perspective, 
we’re seeing them create ways to reduce 
water use, and they’re also looking at things 
like foam dying and pre-reduced indigo,” 
she said. “If you’re using less water, you’re 
using less energy. We’re seeing a big push 
toward energy reduction and much safer re-
duction agents being used.”

Noting the upcycling programs of brands 
such as Guess, Levi’s, Nike, H&M, Pata-
gonia and Eileen Fisher, Cattermole also 
explained how brands are able to bypass 
the need for creating new goods by promot-
ing a circular economy that relies on giving 
new life to products in their post-consumer 
states. 

Attendees noted that greater attention 
needs to focus on using scrap material and 
dead stock and recycling old products once 
consumers no longer need them. 

“We look for fabrics we bought a long 
time ago that were in our inventory to patch 
into the jean instead of going out and pur-
chasing new material,” said Dana Kelly, a 
fabric manager at Huntington Park, Calif.–
based Citizens of Humanity. “If we can use 
post-consumer goods, break them down and 
repurpose into fabrics, we could give them 
new life—a denim rebirth.” ●

TEXTILES

Orta denim

Sedef Uncu Aki, left, and Sebla Onder field questions 
from guests.

By Dorothy Crouch Associate Editor

Orta’s Sustainability Formula Blends 
Biology, Design and Technology 
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HHow best to give back to the industry that has been your lifeblood? 
This is the question that has preoccupied mother and daughter Shala and Pat 

Tabassi and their dedicated staff at Design Knit Inc., the family-owned knitting mill 
CEO Shala built from the ground up beginning in 1986. Widely acknowledged as 
a premier purveyor of high-quality knit fabrics for the contemporary, athleisure, 
sportswear, and loungewear markets, Design Knit, almost from the start, has been 
focused on giving back to the fashion community as much as it has endeavored to 
build its business.

In particular, the Tabassis, who run one of the rare local mills in the city, have 
concentrated on students and young designers, whom they regard as the 
industry’s future. “We have long supported the 
next generations of designers,” says Pat, who 
serves as head of product development and 
community outreach. “That’s really important to 
us beyond the business end.”

Design Knit more than a decade ago 
began offering to students scholarships and 
mentorship internships as well as regular factory 
and showroom tours. Pat, a frequent lecturer at 
the various fashion schools in Los Angeles, got 
the idea from an experience she had when she 
happened to sit in on a textile class. “Textile-
oriented classes can be incredibly technical,” 
she says. “I realized we needed to get them 
over to our facilities to see how it all worked, 
show them firsthand knit-fabric production.” 
Students who have a better understanding of 
how a fabric is made, the Tabassis believed, will 
have more success in employing those fabrics 
in their designs.

Over the years, this highly successful 
outreach illuminated for the Tabassis a big issue 
for those starting out and “identified a void that wasn’t being filled,” Pat explains. 
Up-and-coming designers with a need for high-quality fabrics were often stymied 
by the high minimum orders required at the better mills, including Design Knit itself. 
“We’ll meet really talented designers or students ready to graduate,” Pat relates, 
“and they have to go to closeouts only and can’t always repurchase the same 
fabrics, so there’s a lack of consistency in their product.”

Could there be a way, they wondered, to offer their high-quality goods at lower 
minimums?

Studio DK is Design Knit’s answer to the challenge. When it opens in mid-July, 
Studio DK will offer a curated collection of about 300 fabrics, both yarn-dyed and 
prepared-for-garment-dye, hand-picked by the staff from the thousands in Design 
Knit’s stable. These fabrics, which include a large number of novelty fabrics and 
new styles added seasonally in different weights as appropriate, will be offered at 
a “significant reduction” in the minimum and faster turnaround time for a nominal 
surcharge. Timing depends on the availability of yarn and machine space, but an 
order that normally would take four to six weeks can be turned around in as little as 
three to four weeks. 

Studio DK also will carry a steady in-house stock of ten of Design Knit’s 
bestselling fabrics, all prepared-for-garment-dye, also available at a low minimum 
for immediate use. The fabrics—“a good range, a good variety,” Pat notes—include 
jerseys, French terry, rib, thermal, and jersey spandex, including fine-quality Buhler 
yarns and TENCEL™ fibers. “These are products we’ve seen do really well for us,” 
she explains. “To have ten core styles available is a wonderful benefit.” 

Also among the Studio DK offerings will be fabrics made with sustainable fibers 

and recycled yarns plus a collection fabricated from discontinued yarns. In an effort 
to reduce waste, fabric overages will also be available for purchase “with the hopes 
of giving the products a second life,” Pat says.

While located at the same mill facility as Design Knit, Studio DK has a separate 
entrance, parking lot, and newly constructed showroom—a tranquil place awash in 
neutrals. There will be garment-dyed samples to inspire and a yarn-dye color card. 
And while the assortment is a “honed-down collection from our line,” Pat explains, 
“we are still able to tweak some of these fabrications as well.”

The advantages of Studio DK can work in many scenarios. “They are working 
with shorter lead times, and I will get a lot of inquiries for quick response,” says 

Sarvey Tahmasebi Rector, director of sales 
and marketing. “This is a great way for 
them to produce goods in a fast way. If 
they can get samples done quickly and 
show them closer to lead time, it’s definitely 
good for a quick-response program.”  

For all intents and purposes, Studio DK 
is a separate entity from Design Knit, which 
continues its business unchanged. “We are 
evolving and adding to our business,” she 
points out. “Design Knit is very strong; we 
just want to cater to a different area of the 
market.” 

What Studio DK and Design Knit will 
share is their near-obsessive attention 
to customer service and building strong 
relationships that withstand the ebb 
and flow of industry demands. “It’s the 
ambience, and the way we treat people,” 
Pat says. “The new showroom is a 
reflection of that. It’s cheery and a space 
people will really enjoy.”

Visits to Studio DK will be by appointment only, and appointments are being 
taken now prior to the grand opening. The Design Knit website includes a drop-
down for Studio DK, where requests for appointments can be submitted there. The 
ideal client is a new label ready to go. “You want to start with a company and grow 
with them,” Pat says, which has worked so well for the Design Knit parent. 

For Shala Tabassi, who cannot say enough about her dedicated staff and their 
collaborative and supportive spirit, this new chapter has her “looking forward to 
seeing so many of the new designers who come here and see what we have and 
help their future.” 

Pat echoes the feeling. “We hope we’re able to service this side of the business 
that feels they are low on options,” she says. “We look forward to helping our 
industry thrive.”

Design Knit Launches Studio DK
in Its Latest Initiative to ‘Give Back’

ADVERTISEMENT

designknit.com
info@designknit.com 

1636 Staunton Ave., Los Angeles, CA 90021   
213-742-1234
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215 W. 40th Street 5th Floor, New York, NY 10018
Tel: 212-921-9770 Fax: 212-921-8167
Please Contact glenschneer@lalame.com
www.lalame.com

La Lame, Inc.

La Lame, Exclusive supplier of stretch fabrics
presents

An Innovative New Collection of  Knitted & Woven 
Fabrics and Trims. Made in USA, Europe and Asia

Stretch & Rigid Allovers and 
Narrow Laces, PVC Leather, 

Spacers Power Mesh, Microiber 
Kits, Metallic Tulle and Laces, 
Foil, Glitter, Flock, Embossing, 
Burnout Prints on Mesh, Tricot 

and Velvets, Novelty Elastic 
Trim: Metallic, Sheer Ruffles, 
Lae, Prints and Rhinestones
Sustainable Options 

Available

IT

TEXTILE TRENDS

Solstiss

FCN Textiles Spirit Lace Enterprise

Robert Kaufman Fabrics Robert Kaufman Fabrics Robert Kaufman Fabrics

Robert Kaufman Fabrics D.P. TextileTexollini

Fabric Selection Inc.

Fabric Selection Inc.

Studio 93

Studio 93 Cinergy Textiles, Inc. Cinergy Textiles, Inc.

GTC-LA

Floral Blooms
Floral textiles have a long 

history in fashion design. 
From bold statements to muted 
prints, they give fashionistas a 
chance to express their person-
ality. One thing is for sure—
floral prints are almost always 
in style.

AS YOUR BRAND EVOLVES

LABELS  •  HANGTAGS  •  PATCHES  •  RFID  •  HARDWARE  •  LOOKBOOKS  •  & MUCH MORE

WWW.PROGRESSIVELABEL.COM

(323) 415-9770

LOS ANGELES • MEXICO • HONG KONG

MAKE YOUR BRANDING SOLUTIONS

PROGRESSIVE

10-12.textiles.indd   10 7/3/19   5:42 PM
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TEXTILE TRENDS

Fabric Selection Inc. City Textile Inc. Robert Kaufman Fabrics

Robert Kaufman Fabrics Robert Kaufman Fabrics Robert Kaufman Fabrics

Robert Kaufman Fabrics Cinergy Textiles, Inc. R.C. International Fabrics Inc. 

Walk on the Wild Side
Long a favorite of designers, novelty prints also are popu-

lar with quilters and home sewers. Paired with solid fabrics, 
they are a staple of fashion design.  

 

fabricselection.com 
213-747-6297 

info@fabricselection.com

Come visit our showroom
4940 Triggs St.

Commerce, CA 90022

Leading textile wholesale company with 25 years 
of outstanding sales and service expertise.

We offer Prints, 
Solids, Novelty Knits, 

Wovens in Rayon 
and Poly, Lace and 

Mesh.

 We do Special 
Orders, Drop 

Ship Locally and 
Globally

 We do Special 
Orders, Drop 

Ship Locally and 
Globally
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TEXTILE TRENDS

Acutex 
(310) 982-2677 
www.acutexusa.com 
 
Cinergy Textiles, Inc. 
(213) 748-4400  
www.cinergytextiles.com  
 
City Textile Inc. 
(213) 744-0476 
www.citytextile.com 
 
D.P. Textile 
(213) 891-1565 
 
Eclat 
(626) 961-9889 
eclatusa.com 
 
Fabric Selection Inc.  
(213) 747-6297  
www.fabricselection.com 
 
FCN Textiles 
(323) 376-9615  
johnchristophertextiles.com 
 
Global Denim 
+52-5553584909 
globaldenim.com.mx 
 
Greene Textile  
(323) 890-1110  
www.greenetextile.com 
 
GTC-LA 
(213) 747-1435 
www.gtc-world.or.kr 
  
Hyosung Creora  
(908) 510-5035 
www.creora.com 
 
Les Dentelles Méry   
(323) 376-9615 
johnchristophertextiles.com 
 
Philips-Boyne 
(631) 755-1230 
philipsboyne.com 
 
Pontex Spa 
+39.059356252 
pontexspa.it 
 
R.C. International Fabrics Inc.  
(213) 744-0777  
www.rcfab.net 
 
Robert Kaufman Fabrics 
(800) 877-2066  
www.robertkaufman.com 
 
Solstiss 
(213) 688-9797 
www.solstiss.com/en/ 
 
Spirit Lace Enterprise  
(213) 689-1999  
www.spirtilace.com 
 
Studio 93 
(213) 322-4583 
studio93.info 
 
Texollini 
(310) 537-3400 
texollini.com 
 
Tiss et Teint 
(323) 376-9615  
johnchristophertextiles.com 
 
D. Zinman Textiles 
(514) 276-2597 
www.zinmantex.com 

DIRECTORY

Studio 93 Philips-Boyne Studio 93 R.C. International Fabrics 
Inc.

Global Denim Robert Kaufman Fabrics

Spirit Lace Enterprise Fabric Selection Inc. 

 Cinergy Textiles, Inc.SolstissSpirit Lace Enterprise D. Zinman Textiles Studio 93

Spirit Lace Enterprise

Tiss et Teint Eclat D. Zinman Textiles 

GTC-LA

Texollini Solstiss Les Dentelles Méry

Robert Kaufman Fabrics

GTC-LA D.P. Textile

Blues News
Greeks, Romans, Egyptians and early modern Europeans have all used the 

color blue. Probably the most popular color in history, it maintains its strength 
in today’s fashion world. Whether it’s denim, silk, cotton or synthetic fabrics, 
it rules in apparel and home fashions. 

The New Neutrals
Known as the “quiet authority,” nude and beige textiles provide a back-

ground for bold print statements. The popular trend is suitable for everyday 
as well as on the runway. 

Studio 93 Greene Textile Pontex SpaGTC-LA Pontex Spa

Standard Bearers
Striped and plaid fabrics have long been “go-to” textiles for designers. 

Finding a place in home décor, apparel and quilting, stripes and plaid prints 
are as popular as ever.

R.C. International Fabrics 
Inc. 

Hyosung CreoraCinergy Textiles, Inc. TexolliniFabric Selection Inc. Acutex
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LOS ANGELES  |   NEW YORK  |   SAN FRANCISCO

CHARLOTTE  |   BOCA RATON

Gino Clark  213.226.5350  gclark@whiteoakcf.com

www.whiteoaksf.com 

· Asset-Based Lending

· Factoring

· Inventory Financing

· Term Loans

· Supply Chain Finance

(FORMERLY CAPITAL BUSINESS CREDIT / CAPITAL FACTORS)

YOUR LENDER OF CHOICE

TEXTILES

Easing the customer experience through 
fresh technology, Instanbul’s Calik Denim in-
troduced a new mobile application that allows 
users to remain current with the latest industry 
trends and match them with the company’s 
products. 

The new technolo-
gy is available through 
the App Store for iOS 
and Google Play for 
Android. It allows cus-
tomers to work with 
Calik Denim any time 
of day from anywhere 
around the globe. 

Launched during 
Denim Première Vi-
sion in Milan, held 
May 28 –29 at Su-
perstudio Più, the 
application has been 
made available via a 
link sent to customers 
and subscribers. The 
company reported a 
positive response to 
the launch, with at-
tendees at the show 
downloading the ap-
plication during the 
event. By allowing 
customers to reach 
t h e  c o m p a ny  v i a 
email or telephone 
directly through its application, Calik Denim 
is expanding its accessibility to bring its cli-
ents closer to its business. 

In addition to matching specific trends 
with Calik Denim styles, the application al-

lows manufacturers and designers to search 
for specific fabrics with filters that search 
the company’s products according to color, 
elasticity, weight, construction and finish. 
Through this technology, customers are also 

able to explore the 
different  washing 
recipes available. 

The application 
leads users beyond 
the  shopping and 
manufacturing pro-
cesses by providing 
news regarding Calik 
Denim and informa-
t ion cover ing the 
most recent trends. 
With the technol-
ogy, Calik Denim’s 
customers are able 
to remain informed 
regarding the com-
pany’s Top 5 Fits, 
which are published 
every quarter and 
generated according 
to region and gender.

To keep clients 
updated regarding 
the denim mill’s lat-
est products, Calik 
Denim wil l  make 
available its three 
most current collec-

tions. Users will be able to access videos, 
photos, stories and technical details, afford-
ing a greater understanding of each fabric’s 
weight, width and composition.

—Dorothy Crouch

Addressing the demand for textiles that 
meet the needs of endurance-sports enthu-
siasts, Seoul, South Korea–headquartered 
Hyosung recently introduced its latest offer-
ing in high-performance fabric. 

The world’s largest manufacturer of span-
dex unveiled its Creora ActiFit during Out-
door Retailer’s Summer market, 
held June 18–20 in Denver at the 
Colorado Convention Center. 

“The last thing an endurance 
athlete or outdoor enthusiast 
wants to worry about is if their 
gear is going to hold up in a race 
or even over time,” said Hyo-
sung Global Marketing Director 
of Textiles Mike Simko. “Multi-
sport apparel made with Creora 
ActiFit spandex will give athletes 
the confidence they need to focus 
on their sport and not be bothered 
by what they are wearing.”

As a greater number of athletes 
seek increased physical chal-
lenges, Hyosung set out to cre-
ate a spandex that would work as 
hard as the consumers who wear 
it. The end product was Creora 
ActiFit spandex, a highly durable 
textile that resists ultraviolet rays 
and chlorine. Designed to endure 
demanding conditions, such as saltwater, 
powerful sunlight and challenging terrain, the 
spandex is ideal for athletes who engage in 
challenging activities such as cycling, swim-
ming, triathlons and adventure racing.

In addition to launching Creora ActiFit 
spandex during Outdoor Retailer’s Summer 
market, Hyosung was one of a number of ex-

hibitors that heavily promoted eco-friendly 
products. The trade show not only saw the 
launch of Creora ActiFit spandex, but Hyo-
sung unveiled its 2020 Megatrends Connect-
ed Beyond presentation at the in-house Fash-
ion Design Center, focused on the theme of 
“Protect the Body and Eco-nomy.” 

According to the company, the theme il-
lustrates how garments have become “con-
nected between the human body and the en-
vironment” and “connected with responsible 
thinking.” These two ideas emphasized the 
business of sustainability and a need for per-
formance fabrics to not only withstand the 
elements but also look fashionable.—D.C. 

Calik Denim Increases Accessibility 
Through New Mobile Application

Hyosung Introduces Creora ActiFit Spandex 
With a Focus on Fashion and Function

RC International
Fabrics Inc.

Importer, Domestic Converter

Fabrics in Stock
Los Angeles Warehouse, Overseas Drop Shipments

Gauze/DBL Face • Voile / Lawn • Chambray •
 Denim / Twill / Pocketing • Corduroy / Velveteen 

• Cotton • Linen • Hemp • Tencel • Yarn Dyes • And More

B”H

Specializing in All Types of Wovens, Sustainable, 
Eco-Friendly, Garment Dyeable Fabrics, PFD/PFP

3001 S. Main St., Los Angeles, CA 90007 • Ph: (213) 200-4957 • Fax: (213) 744-0940
info@rcfab.net • www.rcfab.net
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But the constant threat of tariffs on ap-
parel has big U.S. clothing  manufacturers 
worried about the economic wallop it could 
deliver to their companies. That was brought 
home in June when representatives from 
Columbia Sportswear Company—with 
revenues of $2.8 billion in 2018—testified 
before the office of the U.S. Trade Repre-
sentative that tariffs would be a burden on 
the 81-year-old company, headquartered in 
Portland, Ore. 

“The products that we continue to manu-
facture in China are highly specialized and 
tied to significant investments that we have 
made in tooling, machinery and personnel 
training,” said Katie Tangman, Columbia 
Sportswear’s director of global customs and 
trade. “We also own and operate a wholly 
owned subsidiary in China, which is one of 
our largest foreign markets with more than 
700 retail locations throughout the country. 
Having local production helps us remain 
competitive in the local China market, 
which in turn supports U.S.-based innova-
tion jobs.” 

Tangman noted that the cost to move 
the company’s remaining operations out of 
China, purchase new machinery and train a 
new workforce would cost millions and take 

at least one year. 
The threat of additional tariffs, she added, 

would give the company no choice but to ei-
ther pass on the additional cost to consumers 
or curtail investment to cover the additional 
tariffs on top of current tariffs. “Some of Co-
lumbia’s products are subject to import taxes 
as high as 37.5 percent,” she said. “Adding a 
tariff of up to 25 percent on goods from Chi-
na means that our import taxes would be as 
high as 62.5 percent, an untenable amount.”

Full house

With higher tariffs going into effect last 
year, and more threatened, importers started 
bringing in goods before the tariffs went into 
effect. The result is that warehouses all around 
the Los Angeles area and the Inland Empire 
are filled to the gills with merchandise. 

“There is less than 1 percent vacancy in 
the warehouses and logistics spaces located 
in the area,” said Michael A. Smith, the di-
rector of international trade at the World 
Trade Center Los Angeles. “You have 
a huge glut in inventory from companies 
front-loading their imports and holding onto 
their supply.” 

Warehousing merchandise longer means 
companies’ storage expenses are going up, 
which is another factor pushing up prices. 
And, with so many cargo ships to be unload-

ed at the ports, more containers are sitting on 
the docks longer, resulting in higher demur-
rage fees. For some companies, demurrage 
fees are adding up to $3,000 a container. 

“It has been 15 months since this whole 
trade battle started, and I now feel the con-
sumer more than ever is going to feel the 
burden of this,” Smith said.

China is very important to the Port of 
Long Beach and the Port of Los Angeles, 
which account for receiving nearly half the 
seaborne trade between the United States 
and China.

China last year was the Port of Los Ange-
les’ top trading partner, accounting for $203 
billion in business. Way down on the list in 
second place was Japan, bringing in $49 bil-
lion in business. 

Eugene Seroka, the Port of Los Ange-
les’ executive director, said last month he 
fears “the prolonged presence of tariffs on 
trade with China may cause American busi-
nesses to source materials and goods from 
other countries, which may result in trade 
volumes shifting away from the U.S. West 
Coast and the Los Angeles trade gateway.” 

Long economic ride

Despite the constant threat of more tariffs 
on the horizon, the economy has continued 
to expand at a steady pace. The U.S. is now 

in its longest economic expansion, surpass-
ing the previous record of 120 months of 
economic growth. “We just set the record,” 
said Robert Kleinhenz, executive director of 
research at Beacon Economics in Los An-
geles. “In general, economic conditions are 
looking good, whether it is on the national, 
state or local level.”

The national unemployment rate is at 
3.6 percent, which is the lowest it has been 
since the 1960s. California’s 4.2 percent un-
employment rate is also at a near record low. 

The Federal Reserve’s recent decision 
not to raise benchmark rates is pushing 
down mortgage rates, which have sunk to a 
31-month low. As of June 27, 30-year mort-
gage rates were at 3.84 percent compared to 
4.55 percent a year ago. 

Despite lower mortgage rates, housing 
sales in Los Angeles County fell 2.9 percent 
in May compared to the same period last 
year. 

“Lower interest rates haven’t ignited the 
housing market, which is puzzling,” said 
David Shulman, senior economist with the 
UCLA Anderson Forecast. “In the past, you 
would have seen a lot of activity. The hous-
ing market is still squishy.” 

The general consensus among econo-
mists is that the Federal Reserve will lower 
the benchmark interest rate two more times 
before the end of this year.  ●

Finance Review Continued from page 1

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.

Textiles
California Market 
Center 
110 E. Ninth St.
Los Angeles, CA 90079
(213) 630-3600
events@cmcdtla.com 
www.cmcdtla.com
Products and Services: The California 
Market Center is the hub of L.A.’s fashion 
and creative communities. Located in the 
heart of downtown L.A.’s Fashion District 
at 9th & Main, the 1.8-million-square-foot 
complex is home to premier fashion show-
rooms, creative office spaces, and downtown 
Los Angeles’ second-largest event venue. 
The CMC is host to a year-round calendar of 
events, markets, and trade shows, includ-
ing LA Market Week, LA Textile, LA Majors, 
LA Kids, LA Men’s, Unique Markets, Indie 
Beauty, Vegan Fashion Week, and a Farmers 
Market every Wednesday. www.cmcdtla.com

Design Knit Inc.
1636 Staunton Ave.
Los Angeles, CA 90021
Phone: (213) 742-1234
Fax: (213) 748-7110
www.designknit.com
info@designknit.com
Contact: Shala Tabassi, Pat Tabassi
Products and Services:  Design Knit, Inc. 
is a knit-to-order mill based in Los Angeles 
specializing in the development and produc-
tion of high-quality, sheer to heavyweight 
knit fabrics for contemporary, athleisure, 
sportswear, and loungewear markets. The 
collection includes but is not limited to: 
Supima Cotton, TENCEL™ Lyocell. TENCEL™ 
Modal, Organic Cotton, ECOLIFE ®, cash-
mere blends, linen blends, rayon, mélange, 
triblends, etc. Fashion-forward athleisure 
collection. Cut-and-sew sweater knits.
Now introducing STUDIO DK, the fabric source 
for your growing brand. Lower minimums and 
some stock items available.

DG Expo Fabric & 
Trim Show 
www.dgexpo.net
Products and Services: DG Expo Fabric 
& Trim Show is a two-day show featuring 
American and European companies with low 
minimums and many with in-stock programs. 
DG Expo focuses on the needs of designers, 
manufacturers (producing apparel, acces-

sories, home furnishings, and other sewn 
products) plus private-label retailers, fabric 
stores, and event/party planners. Our next 
show is the New York Fabric Show, July 
22–23, at The Hudson Mercantile, followed 
by the Chicago Fabric Show, Aug. 27–28, at 
the Palmer House Hilton. 

Fabric Selection Inc.
4940 Triggs Street
Commerce, CA 90022.
(213) 747-6297
Fax: (213) 747-7006
www.fabricselection.com
info@fabricselection.com
Products and Services: Fabric Selection 
Inc. is a premier wholesale fabric supplier, 
providing the highest quality textiles and 
in-house designs to designers and manufac-
turers in the Los Angeles area and beyond. 
Our assortment and specialty is vast, includ-
ing basics, novelties and prints in both knits 
and wovens.  All of our print designs are 
copyrighted. We have polyester, spandex, 
rayon/spandex and more unique fabrics to 
inspire your next fashion collection, and will 
work with you to get a price that will fit your 
bottom line.

La Lame, Inc.
(212) 921 9770
www.lalame.com
Products and Services: We at La Lame have 
captured the attention of a fabulous Italian 
digital printer and source for very exclusive 
print and “FOIL” solids for use in swimwear, 
sportswear, dresses, and intimate lounge-
wear. Our “Beat Goes On” is the French 
assortment of woven/stretch. This collection 
is unique in its attraction of yarn-dye fabrics 
that apply to many apparel lines. Also, we are 
proud to claim our post-surgical fabrics with 
great compression and recovery are perform-
ing very well with leading medical garments, 
some with copper yarn that enhances their 
performance. We are now linked with a major 
knitting and finishing company in the USA 
that is the source for all apparel companies 
that must have a MADE IN THE USA label. 
We also supply beautiful lace fabrics from 
the finest mills in Europe. Sustainable Fabric 
Options Available Visit the new La Lame 
showrooms at 215 W. 40th St. in New York 
by calling Glen Schneer @212-921=9770. 

Pontex SPA
www.pontexspa.it
Letizia@pontexspa.it
Sergio@pontexspa.it
Products and Services: For fall and win-
ter collections, Pontex SPA skillfully weaves 
together yarns of cotton and silk into finished 
fabrics with soft and warm handfeels.  For 
spring and summer, the Modena, Italy–based 
company produces extreme light weights and 
soft handfeels from cotton and silk, textured 
chiffons and organzas. Clients from around 
the world use Pontex fabrics in everything 
from dresses, loungewear, shirting, pants and 
jackets.  Visit us at:  View Premium Selection, 
Germany 7/16-17, DG Expo NY 7/22-23 , 
Munich Fabric Start 9/3-5,  Premiere Vision 
Paris 9/17-19, LA Textile 10/2-4           

Preface NYC
www.prefacenyc.com
info@prefacenyc.com
Products and Services: Preface NYC started 
as a seed of an idea between two friends 
who share over 40 years of fashion design 
and fabric experience. The show on July 
17–18 was created as an intimate new 
way to be inspired. Preface NYC presents 
trend merged with fabric collections, printed 
textiles, visionary speakers, a curated book 
selection and vintage garments -- bringing 
innovative concepts and sourcing together. A 
specialist group of exhibitors in an intimate & 
relaxed setting offer meaningful and relevant 
design inspiration. Exhibitors include a com-
plementary mix of mills from Asia and Turkey, 
in addition to full-service garment manufac-
turers, including Vector Apparel Project from 
Los Angeles and Global Edge Sourcing with 
Turkish production.

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 capabili-
ties. A very important part of our business 
is FLASHTRAK, our online ordering system 
for price tickets, custom products and care 
labels. Our mission is to deliver high-quality 
products at competitive prices, wherever they 
are needed for production. We understand the 
rush nature of this industry and strive to meet 
the tight deadlines facing our customers.

R.C. International 
Fabrics Inc.
3001 S. Main St.
Los Angeles, CA  90007
Tel: (213) 200-4957
Fax: (213) 744-0940
info@rcfab.net
www.rcfab.net and www.garmentdyefabrics.com
Products and Services: R.C. International 
Fabrics, Inc. has been inspiring the fashion 
industry since 1990. We are an importer and 
converter of domestic knit and woven fabrics 
carrying novelties and basic items such as 
Gauze, Voile, Lawn, Poplin, Twill, Corduroy, 
Denims, Embroidery, Chambray, Rayon, 
Tencel, Linen, and much more. We offer 
solids, yarn dyes, and textures in Stretch and 
non-stretch. ALL IN STOCK in Los Angeles 
with low minimums. We also specialize in 
PFD fabrics (Prepared For Garment dye). 
Please visit us at our Downtown Los Angeles 
showroom or call us for an appointment at 
your office.

3A Products of 
America
1006 S. San Pedro St.
Los Angeles, CA 90015
(213) 749-0103
www.us3a.com
Contact: Wayne Jung
Products and Services: 3A Products of 
America is a symbol of quality, serving you 
since 1975. Send your samples to us. We will 
help you save money. Custom orders to meet 
your needs: snaps, knitted elastic, zippers, 
webbing, buckles, and buttons with your 
logo. We offer threads, labels, accessories, 

interlining, display equipment, fabric and 
product sourcing, website design, printing, 
and promotional items. Fast services are our 
first priority.

Finance
Hana Financial, Inc.
1000 Wilshire Blvd., 20th Fl.
Los Angeles, CA 90017
(213) 977-7244
Fax: (213) 228-5555
www.hanafinancial.com
Contact: Kevin Yoon
kevin.yoon@hanafinancial.com
Products and Services: Established 
in 1994, Hana Financial is a specialized 
nonbank financial institution that offers fac-
toring, asset-based lending, SBA lending, 
home mortgage banking, investment banking, 
wealth management, and insurance services. 
Hana Financial evolved from a local startup 
serving a niche market of Southern California 
to a top 10 factor in the U.S. and a member 
of Factors Chain International, with offices in 
Los Angeles and New York.

White Oak 
Commercial Finance
555 West 5th Street, Suite 3380
Los Angeles, CA 90013
Contact: Gino Clark
Phone: (213) 226-5201
Fax: (213) 226-5374
www.whiteoaksf.com
Products and Services: White Oak 
Commercial Finance, LLC (WOCF), formerly 
Capital Business Credit/Capital Factors, is 
a global financial products and services 
company providing credit facilities to mid-
dle-market companies between $1 million 
and $30 million. WOCF’s solutions include 
asset-based lending, full-service factoring, 
invoice discounting, supply-chain financ-
ing, inventory financing, U.S. import/export 
financing, trade credit-risk management, 
account-receivables management, and credit 
and collections support. WOCF is an affiliate 
of White Oak Global Advisors, LLC, and its 
institutional clients. More information can be 
found at our website.

Swim
Collective Shows
activewearcollective.com
swimcollective.com
Products and Services: Collective Shows 
has three upcoming shows. Swim Collective 
and Active Collective California take place 
July 31–Aug. 1, 2019. The co-located shows 
feature two marketplaces in one conve-
nient location, at the Anaheim Convention 
Center. Swim Collective is the premier West 
Coast swimwear and accessory marketplace 
featuring luxury and boutique swimwear, 
plus higher-end resort wear, cover-ups, 
accessories and footwear in its Beach seg-
ment. Active Collective is the first and only 
show dedicated solely to fashion-forward 
activewear and athleisure apparel, featuring 
performance wear, athleisure, accessories 
and footwear- plus a new Wellness section.
Active Collective New York takes place at 
the Metropolitan Pavilion, Aug. 22–23, 2019. 
Entry is free for qualified retailers. 

Kendall + Kylie 
Beachwear
www.Kendallandkyliebeachwear.com
Contact: Sherwin “Ace” Ross
ace@kendallandkyliebeachwear.com
Products and Services: What would you 
expect when you marry the most famous 
supermodel brand in the world with a 
licensee who has seen his share of amazing 
ups and downs in the most uncertain times of 
the apparel industry? If the global success of 
Ed Hardy means anything, then you can place 
a wager that Kendall + Kylie Beachwear is 
the most exciting product line in the swim 
arena to come to market in decades. “Kendall 
+ Kylie Beachwear is here. Please join us, 
let’s shake hands, and meet outstanding buy-
ers from around the world,” says Ace Ross. 
Please stop by Booth 705 at Miami Swim 
and Booth 1202 at Swim Collective Anaheim 
to say hello. We have in-stock goods, we are 
ready for Immediates, we are ready for 10/15 
and excited to show 11/ 15 and SS 2020! 
Life’s a Beach!
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C L A S S I F I E D S 
Jobs Available Jobs Available Jobs AvailableBuy, Sell & TradeBuy, Sell & Trade

To place a Classified Ad Call  
Jeffery 213-627-3737 Ext. 280 or  

jeffery@apparelnews.net

or use our classifieds self-service online

www.classifieds.apparelnews.net

BUSINESS OPPORTUNITY

Real Estate

hyperlink your ad for best results

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

Call to place ads for your busi-
ness opportunities, real estate 

and for buy, sale or trade

•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

�/�/2019

http://www.apparelnews.net/classifieds/print-preview/8320/ 1/1

OF F - PRICE 1 ST Q UA L ITY  T- SH IRT B L A NK  F OR
SA L E

2pen�End IaE ric, ���� cot ton or ��� cot ton ��� pol\‐ 
ester. 30 / 1 , 1 8 / 1 . A ll sizes, dif fer ent color, tubu lar and
side- seam for man, boy, J uvi, and lady. More than 3
mil lion in ven tory. 
J immy 5 1 0 - 4 0 2  - 7 7 2 6  bon niezuo7 2 7 @ gmail. com

7/3/2019

http://www.apparelnews.net/classifieds/print-preview/834�/ 1/1

*  DA TA  ENTRY  COORDINA TOR *
D e scrip tion:  
W ork ing in an A p parel in dus try, in the P ro duc tion  
D e part ment. 
I s sue/ C re ate/ U p date all pur chase or ders 
*  D ata E n try /  Strong E x cel 
*  I s sue P ur chase O r ders for gar ments 
*  D aily cor re spon dence with fac to ries over seas 
*  C re ate P O  W ork sheet to ac com pany each or der 

 :ork Zith all de part ments �3ur chas ing and 3ro duc‐ 
tion)  to record and ver ify all of the re q uired in for ma tion
for the or der 
*  K nowl edge able in A S4 0 0  - U p date data base with all of
the pur chas ing records 
*  R e q uire ment:  P ro fi ciency and strong knowl edge in MS
E x cel 
*  R e q uire ment:  A p parel pro duc tion ex pe ri ence/   
K nowl edge able in la bel ing and test ing 
*  K nowl edge able in la bel ing and test ing help ful 
J ob T ype:  F ull- time 
Send re sumes to:  claireg@ fel inau sa. com

7/3/2019

http://www.apparelnews.net/classifieds/print-preview/8202/ 1/1

WE B UY  A L L  F A B RICS &  G A RM ENTS
E x cess rolls, lots, sam ple yardage, small to large q ty' s.
A L L  F A B  R I C S!  fab ricmer chants.com  
Steve 8 1 8 - 2 1 9 - 30 0 2  or F ab ric Mer chants 32 3- 2 6 7 - 0 0 1 0
E mail:  steve@ fab ricm erch ants. com

7/3/2019

http://www.apparelnews.net/classifieds/print-preview/8344/ 1/1

SEWING  F A CTORY  IN TIJ UA NA  F OR SA L E
F U L L Y  O P  E R  A  T I O N A L , E Q U I P ' D  &  ST A F F E D !   
7 2 +  MA  C H I N E S I D E A L  F O R  K N I T  MF G .  
F O R  I N F O . 
C A L L :  7 1 4 - 5 6 1 - 6 7 2 7

7/3/2019

http://www.apparelnews.net/classifieds/print-preview/8345/ 1/1

PRODUCTION SPEC WRITER
Seek ing a pro duc tion spec writer with min 3 yrs exp.
Must have strong knowl edge of gar ment con struc tion,
specs, mea sur ing, and tech packs. Ex cel lent com mu ni‐ 
ca tion and or ga ni za tional skills, and able to work in very
fast paced en vi ron ment.  
Send re sumes to job stcci@ gmail. com.
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Come see us at the Miami Swim Show Booth #705
Swim Collective Anaheim Booth #1202

Life’s a Beach
by Kendall + Kylie 
www.Kendallandkyliebeachwear.com

International Sales and Marketing
Sherwin “Ace” Ross
+1 213 884 8448
ace@kendallandkyliebeachwear.com

West Coast Sales
Christophe Valero
818-645-4221
christophe@kendallandkyliebeachwear.com

East Coast Sales
Michael Neckes
617-872-7790
michael@kendallandkyliebeachwear.com
Susan Neckes
617-571-6307
susan@kendallandkyliebeachwear.com

West Coast Marketing
Joseph Levy  
310-926-6817
joseph@kendallandkyliebeachwear.com

KK-fp-070519.indd   1 7/3/19   3:16 PM




