
Riding the Wave of Experiential 
Retail, Skingraft Grows Up and 
Free Market Expands

The Skingraft brand was one of the pioneers of high-end 
fashion retail in downtown Los Angeles, but, after a decade 
of running the brand’s boutique, co-founders Chris and Jon-
ny Cota closed their shop in March. Despite the decision to 
close Skingraft’s doors, the Cota brothers did not lose con-
fidence in bricks-and-mortar business or in the downtown 
area, where they decided to open a new retail concept called 

➥ Experiential page 3

As designers, brands, buyers and influencers descended 
upon south Florida for Miami Swim Week, there was much 
competition for business on the trade-event circuit plus new-
comers making it to the runway. 

On the trade-show scene, SwimShow returned for its 37th 
appearance at the newly revamped Miami Beach Convention 
Center with added offerings but also maintaining its many 
heritage swim-and-resort brands. Its big news was the launch 
of a complimentary fashion-runway segment called Nu Wave 
Swim at the Miami Beach Botanical Gardens to bring brands 
to life during Miami nights following trade-show days. 

Swim fashion could be found on the Paraiso Miami Beach 
runway located at the W South Beach and Collins Park, whose 
location near the sand was an inspiration for admiring an array 
of swim styles from sporty designs to elegant swimwear. 

After a big move to the Miami Beach Convention Center, 
Cabana still remained committed to maintaining its inti-
mate atmosphere, despite its larger home. The show featured 
new resort-and-swim styles from many emerging brands in 
addition to its loyal exhibitors. 

At Hammock, the focus was on sustainability as man-
agement catered to buyers who serve conscientious consum-
ers. Held at the 1 Hotel, the show included luxury brands 
that attracted representatives from major high-end retailers. 

Making its presence known with a bright, colorful splash, 
UBM Fashion launched its Destination: Miami event, which 
offered an entrance point for many international brands who 
sought to take on the market in the United States. The event 
was held at Faena Bazaar and brought a more customized ap-
proach to swim trade shows.

For more in-depth accounts and styles from Miami Swim 
Week, see pages 3, 8 and 9.

Miami Swim Week 2019 Offers 
Fresh Takes on Swimwear—
and Everything Else

By Andrew Asch Retail Editor

By Dorothy Crouch Managing Editor
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Baes and Bikinis

Style on the Sand
During Miami Swim Week, the fashion set descended upon the swim-style capital to 
see fresh looks in Swim and Resort 2020. Once the sun set on days spent at trade 
shows including SwimShow, Hammock, Cabana and newcomer Destination: Miami, 
fashionable crowds headed to the runway for Paraiso, Art Hearts Fashion and the 

launch of Nu Wave Swim. For additional runway coverage, see pages 6–7.
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Moving forward 
with a more cus-
tomer-centric strate-
gy as it continues to 
build its position as 
a leader in innova-
tive integrated tech-
nologies and servic-
es, Tolland, Conn.’s 
Gerber Technol-
ogy announced the 
promotion and hire 
of new executives. 

“Speed and agil-
ity have become crucial to success,” Gerber 
Technology Chief Executive Officer Mohit 
Uberoi said in a statement. “In all the industry 
sectors we support, technology has become a 
key enabler in realizing the promise of Industry 
4.0. The changes in our leadership team will 
enable us to sharpen our focus and innovation 

and agility to support our customers.”
Formerly serving as Autodesk’s vice presi-

dent of subscriber platform engineering and 
also its senior director of cloud business plat-
forms, Melissa Rogers has accepted the role of 
Gerber Technology’s senior vice president and 
general manager for the company’s software 

business. With more than 20 years of leader-
ship experience, Rogers will be responsible 
for the growth of Gerber’s integrated suite of 
software. 

Senior Vice President and General Manager 
for Software Karsten Newbury will now lead 
increased focus on digitization as Gerber’s 
chief strategy and digital officer, a newly cre-
ated role. The position will require Newbury 
to drive company-wide digital transformation 
and manage customer-driven initiatives includ-
ing Gerber’s new subscription-based offering 
(SaaS), IoT-enabled devices, the digital micro-
factory concept, and other integrated hardware 

and software initiatives.
With 25 years of IT experience, Ken Litman 

was appointed as Gerber’s vice president of in-
formation technology after serving as manro-
landGoss Web Systems’ senior director of IT. 
In his new role, Litman will cultivate innova-
tion through digital projects. 

“We are fortunate to expand the skills and 
knowledge of our leadership team,” Uberoi 
said in a press release. “These leadership 
changes will help us build on our past success-
es, drive innovation, and expand our integrated 
software and hardware portfolio.”

—Dorothy Crouch
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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

Amazon said that it broke its records dur-
ing the retail giant’s recent Prime Day 2019, 
which was held during a 48-hour period 
from July 15 to 16. During the sale, Ama-
zon sold more goods to its Prime Members 
than it sold during Black Friday and Cyber 
Monday combined, according to the Seattle-
headquartered retail giant. 

The company declined to state Prime Day 
revenues in a July 17 statement, but it was 
estimated that it made $6.1 billion, which 
represents an increase of $2 billion over 
Prime Day 2018, according to market re-
search firm IgnitionOne. 

During Black Friday 2018, American shop-
pers spent $59.6 billion, a figure that includes 
physical retail and digital retail, according to 
estimates by GlobalData Retail. Online sales 
on Black Friday took in $6.22 billion in online 
sales, according to Adobe Analytics.

During Prime Day 2019, Amazon of-
fered discounts to its Prime Members, which 
ranged from 50 percent off electronics to 
40 percent off vitamins and 15 percent off 
apparel from the company’s house brands 
including Lark & Ro, Amazon Essentials 
and Goodthreads.

Prime Day 2019 made a lot of waves, as 

Target and Walmart.com produced sales to 
compete against Amazon’s sale. Walmart.com 
offered consumers free shipping if they spent 
more than $35 during the sale. Target offered 
a Summer Faves Sale, which featured kids’ T-
shirts starting at $4, men’s tees starting at $5 
and women’s tees starting at $6.

Amazon Prime Day was influential 
enough where it was possible to take a 
chunk of business from the important Back-
to-School season, said Jeff Van Sinderen 
of financial-services firm B.Riley FBR. 
“Prime customers anticipate this event, and 
it unleashes some serious demand, including 

for Back-to-School. I think most retailers are 
painfully aware of it,” he said. “As long as 
Prime Day continues to gain momentum, “I 
think it might become a permanent change 
to the landscape, where it pulls forward and 
compresses a significant piece of Back-to-
School business. That business would other-
wise have gone to more traditional retailers.”

Sales were not the only Amazon news made 
during Prime Day. Amazon warehouse work-
ers protested poor working conditions with a 
strike at the retail giant’s warehouse in Shako-
pee, Minn. Amazon employees in Germany 
also participated in a strike.—Andrew Asch

Melissa Rogers Karsten Newbury Ken Litman

The U.S. economy got some mixed news 
this week. First-time unemployment claims 
rose this week, according to the U.S. Depart-
ment of Labor. But median weekly earnings of 
full-time, salaried workers also increased, ac-
cording to a statement from the U.S. Bureau of 
Labor Statistics. 

On July 18, the Labor Department an-
nounced that initial claims for unemployment 
insurance for the week ending July 13 was 
216,000, which was an increase of 8,000 over 
the previous week. 

But those employed saw their wages in-
crease for the second quarter of 2019, ac-
cording to a statement released by the BLS 

on July 17.
Median weekly earnings for America’s 

117.6 million full-time wage and salary 
workers was $908 in the 2019 second quar-
ter. That was 3.7 percent higher in a year-
over-year comparison to the same quarter 
the previous year.

The BLS broke down wage gains by gender 
and race. For the 2019 second quarter, women 
had median weekly earnings of $814, or 81.4 
percent of the median of $1,000 for men.

Median weekly earnings of white workers 
was $933, Asian workers $1,152, African-
American workers $724 and Hispanic workers 
$696.—A.A.

U.S. Unemployment Is Up, But 
Wages Are Up Too

Gerber Technology Announces New Executive Appointments

02.news.indd   2 7/18/19   6:06 PM



This year’s SwimShow, which took place July 13–16 at the 
newly revamped Miami Beach Convention Center, demon-
strated the show’s stature among legacy brands. Despite in-
creased competition from other events, some of which were 
held alongside it in the same venue, SwimShow held its own. 
Organizers managed to incorporate some of their competitors’ 
trendier tactics while catering to their longstanding clientele, 
who perhaps prefer a time-honored trade-show format over a 
curated, heavily Instagram-focused event.

“We’re in a completely renovated build-
ing, and the layout has completely changed, 
generating a lot of positive feedback among 
our brands and buyers,” said Judy Stein, the 
longtime organizer of SwimShow and exec-
utive director of the Swimwear Association 
of Florida. 

Along with the updated format, Swim-
Show has incorporated several experience-
oriented components into the event. A 
wellness section offers massages, beauty 
treatments and demonstrations; provides ac-
tivities such as yoga classes and interactive 
games; and the creation of Nu Wave Swim, 
a multi-day platform, helps brands showcase 
their collections in an experiential setting.

“We felt there was a missing element to 
do something on a more intimate scale,” 
Stein said of the decision to launch Nu Wave 
Swim, which includes the participation of a 
variety of influencers, including Seth Browarnik, the founder 
of the Miami socialite platform World Red Eye. “We feel that 
Nu Wave Swim brings back the excitement, particularly at a 
moment when influencers are creating buzz and excitement for 
brands.”

Across the board, many of the brands at SwimShow are 
adapting to the industry’s thirst for more-intimate, curated ex-
periences while considering how seasonal shifts and increased 
demand for inclusive sizing is revolutionizing fashion on a 
global scale. 

Showing its Cruise 2020 collections, Manhattan Beach-
wear showcased brands such as Trina Turk, Kenneth Cole 
and Ralph Lauren as well as its private label La Blanca. 
Lindsey Shumlas, the newly appointed chief executive officer, 
discussed the lines’ expanded offerings, such as Trina Turk’s 
launch of an inclusive-sizing model, ranging from XXS to 
XXL. 

“We’re focused on body positivity and inclusivity, offer-
ing the same pricing and avoiding dumbing down the style 
of each look,” Shumlas said. Trina Turk showcased its Sey-
chelles-inspired swimsuits, rich with texture and dimension, 

in retro peacock, orange and berry hues.
Shumlas noted that the company made several key invest-

ments to ensure its success at SwimShow this year. “Overall 
attendance is up for us, and we believe it’s because we up-
graded our booth and invested in more marketing and public 
relations around the event,” said Shumlas. “In prior years, we 
had a smaller, more closed-off booth, and this year we created 
an open-plan format that’s more inviting.” 

Legacy brand Gottex made similar adjustments to encour-
age a more inviting format, offering a classroom-style pre-

sentation within their booth in lieu of a runway show. “This 
format gives us an opportunity to work closely with our cus-
tomer, creating the ability to get targeted feedback on each of 
our styles,” the company’s incoming president, Karen LeFer-
riere, said.

Other retailers are noting that seasonal shifts are affecting 
their business and forcing them to get creative regarding how 
they might better service their customers. “Winter is being 
prolonged, and that’s having an impact on retailers,” said Rose 
Montoya, the creative lead at Dippin’ Daisies. Rod Beattie, 
the creative director of Bleu/Rod Beattie, noted that he’s 

responding to the shift by offering an “Early 
Cruise” line, which delivers in early Decem-
ber. 

Considering these changes, most brands 
at SwimShow continue to see the value of at-
tending the event as an opportunity to touch 
base with their customers, even if the weekend 
doesn’t end with confirmed orders. “We see 
the most accounts here,” said Meredith Glass-
er, vice president of sales at Anne Cole. In ad-
dition to meeting with Macy’s, Dillard’s and 
Lord & Taylor along with smaller Caribbean 
and Mexican accounts, Glasser noted they also 
had 10 promising walk-ins. 

Skipping other trade shows in favor of spend-
ing all of her time at SwimShow, Christina Espi-
no, owner of the Texas-based Glow Tanning & 
Boutique, mentioned that she decided to attend 

the event for its “exclusive focus on swimwear.” 
“I feel that they have more brands to choose from 

and they’re presenting brands I’ve never seen before, which is 
what I strive to offer my customers,” she said, noting that she 
intended to write as much as $30,000 worth of orders by the 
end of the show.

Considering the continued strength of SwimShow’s plat-
form and its decision to refresh its branding and program-
ming, it’s unlikely to feel the effects of seasonal shifts and 
increased competition. “I really feel like they’ve injected new 
energy into the show, and we’ll definitely keep coming back,” 
said Beattie. ●
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Cota by Skingraft. 
Located at the Row DTLA campus of boutique retail, res-

taurants and creative office spaces near downtown’s Arts Dis-
trict, Cota by Skingraft will rely heavily on experiential retail, 
Chris Cota said. This sort of retail is focused on retailers devel-
oping experiences for consumers, which range from pop-ups 
and trunk shows to producing galleries and parties. 

Concept retail is growing more popular in all categories of 
selling products, according to Chris Cota.

“The only way for traditional retail to work is it has to be 
more experiential,” he said. “We see this space not only as a 
store. It’s an events space. It’s a gallery, a showroom and a gath-
ering spot. [Retail] has to go beyond selling racks of clothing. 
It’s about selling consumers on a concept.”

The 2,000-square-foot Cota by Skingraft space will focus on 
offering a revolving slate of independent fashion brands such as 
Bel Kazan, Blackfist, No.Liste and Blamo Clothing. There 
will also be a gallery section where a new artist will be featured 
every six to eight weeks. 

When a new creative partner enters the space, Cota by Skin-
graft will produce an event, which will feature performance art 
as well as DJs playing underground music. Eventually, Cota 
by Skingraft vendors are slated to give public talks about their 
brands at the shop, while Skingraft will maintain a permanent 
space of 500 square feet in the store. Retail price points will 
range from $35 for a cap to $20,000 for art. Core price points 
will range from $200 to $400.

“This is Skingraft growing up,” Chris Cota said. “This way 
we can support other artists and play off them in a more inter-
esting way.” 

A destination for retail consumers

Multi-brand retail with an experiential edge is nothing new 
in Los Angeles. The influential Fred Segal boutique com-
pounds started pioneering it in the 1960s and 1970s. Now, a 
refreshed concept of experiential retail is gaining traction across 
categories in retail, such as Macy’s roll out of 36 experiential-
focused shop-in-shops it refers to as “Story.”

In May, Raan Parton, a co-founder of the Los Angeles–
headquartered Apolis brand, opened the experiential retail–in-
fluenced Free Market in Denver within a 12,000-square-foot 
space located in the Lower Downtown neighborhood. The 
space launched to offer fashions in sections Parton refers to as 
“footprints” as well as pop-up experiences from new brands. 

“There’s a lot of pressure on retailers to do something more 
with their four walls,” Parton said. They thought there was an 
opening in the market for a new store of development.

The Los Angeles brand Jenni 
Kayne currently runs a home-
lifestyle-goods section at Free 
Market, while Melbourne, Aus-
tralia’s Aesop brand features a 
skincare footprint and New York 
City apparel label AYR runs a 
women’s contemporary fash-
ion environment. Parton and his 
partners didn’t want to stop with 
apparel and lifestyle retail—they 
wanted to offer a destination for 
customers.

During a visit to Free Mar-
ket, guests will find James Beard 
Award–nominated chef Kelly 
Whitaker’s restaurant Brutø and a coffee counter named BØH. 
Eventually, the shop will also provide space for galleries, per-
formance stages, panel sets and classrooms. 

Free Market opened in Denver because an opportunity for 
a space opened up, but Parton feels that the idea of creating an 
experience for consumers has legs. In early 2020, he’s going 
to open a 2,800-square-foot space in the Runway Playa Vista 
Center, which is located a short drive away from Los Angeles 
International Airport.

Retail’s remix

Experiential retail has its roots in a reaction against mass-
marketed products, said Shaheen Sadeghi, chief executive of-
ficer of Costa Mesa, Calif.–based The Lab Holdings, which 
developed and ran specialty retail centers The Lab and The 

Camp. Looking for alternatives to mass-marketed goods took 
on a certain urgency for him when he served as president of the 
surfwear brand Quiksilver in 1990. 

Department stores were consolidating and some were going 
out of business, leaving surf brands slighted by losing business 
from these partners. Sadeghi took a risk and decided to develop 
a solution.

The Lab, which opened in 1993, focused on community 
areas where people could hang out, as well as having small-

er, nontraditional retailers. The 
Camp opened in 2002 with a fo-
cus on sustainable goods and or-
ganic foods. Both focus on local-
ization, personalization and not 
homogenization, Sadeghi said. 
The current era is a boom time for 
small, crafts-focused businesses 
familiar to Lab Holdings.

“A lot of people are un-
happy with how Amazon has 
given competition to depart-
ment stores,” Sadeghi said. “But 
it has also opened up gates for 
small businesses and handcrafted 
brands to flourish.”

Sadeghi forecasts that experiential retail is not a passing 
trend, with the spirit of discovery keeping it alive. At his prop-
erties, leases are kept relatively short at two-to-five-year inter-
vals, allowing new retailers to open, offering a refreshed look. 
Lifestyle malls, which have grown in popularity, also prioritize 
keeping their mix of retailers and tenants fresh.

The mall market continues to be troubled, said Paco Under-
hill, the founder of consultants Envirosell Inc., and the author 
of books such as “Why We Buy: The Science of Shopping.” 
Experiential retail is no panacea.

 “If you ask someone to solve all of a mall’s problems by 
pouring pixie dust and calling it experiential retail, then it is a 
lost cause,” Underhill said. However, experiential retail offers 
something highly valuable. “Experiential retail starts a process 
of interacting with people and understanding the market you are 
serving. It starts a conversation.” ●

RETAIL

TRADE SHOW REPORT

By Nicole Martinez Contributing Writer

Experiential Continued from page 1

Opening day at Cota by Skingraft on July 14

SwimShow Launches New Features While Remaining a Trusted Resource

Trina Turk at Manhattan 
Beachwear

Gottex booth A Trina Turk style at 
Manhattan Beachwear

01,3.cover.indd   3 7/18/19   5:03 PM



BALLROOM

CALASHOWS.COM

C A L A
 L A S  V E G A S
 A U G  1 2 + 1 3

cala.indd   1 7/18/19   5:11 PM



APPARELNEWS.NET   JULY 19–25, 2019   CALIFORNIA APPAREL NEWS  5

The ONLY Flame Resistant  
COTTON KNITS that Comply with 

NFPA 2112
NFPA 70E

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

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

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

3750 S. BROADWAY PLACE, LOS ANGELES, CA 90007 

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

FOR MORE INFORMATION

PLEASE CONTACT SALES@ANTEXKNITTING.COM

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

customer service and technical expertise.

Antex’s product line includes: 
Matchmaster prints 

Antex Premier Performance 
Dry Inside Performance Cotton 

Pyrosafe by Antex flame retardant knits

SHAPE UP
and capture the attention of  
retailers with 

premier 
performance
fabrics made 
in the USA

The activewear market 
continues to grow on a 
foundation of well-known 
styles such as leggings, 
sweats, racer-back tops 
and track jackets.

Entrepreneur Megers 
Frierson said that he had a 
fresh angle on activewear 
looks with his new Ran-
cho Cucamonga, Calif., 
brand, The Mega Fash-
ion Club, which produces 
the Mega Wrap jacket. 
Frierson has been pitch-
ing it as a garment that 
can make workouts more 
comfortable. 

The Mega Wrap fea-
tures a detachable front 
mesh panel ,  which—
when unzipped and re-
moved from the rest of the 
garment—leaves the wrap 
resembling a cape. De-
spite the popularity of su-
perhero movies, Frierson 
said the Mega Wrap is not 
specifically for athletes 
with seemingly super-
human abilities. Rather, 
it’s intended to alleviate 
common issues that con-
sumers experience with 
activewear.

Without its front panel, 
the Mega Wrap offers 
a unique style, Frierson 
said. It can also give the 
wearer a chance to avoid 
overheating but without 
having to stop a workout 
to remove an entire layer. 
When the wearer removes 
the front mesh panel, the 
jacket feels lighter.

F r i e r son ,  who  has 
worked as a telecom-
munications engineer 
and an events producer, 
mulled over the idea for 
the Mega Wrap in 2017. 
He proposed the design 
to his son, Megers Frier-
son Jr., who works as a 
fashion designer. After the younger Frierson 
gave his approval and recommended facto-
ries to make samples, the entire family be-
came involved with the project. The senior 
Frierson’s wife, Loretta, contributed to the 
brand’s designs. His niece, Katrina Diggins, 
made sketches and patterns, and his daugh-
ter, Megen Frierson, helped with marketing.

With a group effort, the 
Friersons expanded the 
idea for the Mega Wrap 
into a collection. The 
jackets are reversible and 
available in color pairings 
such as black and salmon 
and blue and lime. They 
also feature several pock-
ets for keys, phone and 
wallet. The Mega Wrap 
also comes in different 
styles, some of which 
offer oversized or fitted 
hoods, while others fea-
ture a camouflage print. 

Additional looks in-
c l u d e  b o d y s u i t s  f o r 
women, which feature 
a silhouette similar to a 
one-piece bathing suit, 
with one style offered in 
a shoulder-less cut. Wom-
en’s tops are offered in 
sports-bra, racer-back and 
crop-top cuts. Leggings 
come in a variety of styles 
ranging from those bear-
ing the brand’s logo to a 
floral print in fluorescent 
colors.

Men’s styles include 
compression pants, rash 
guards, sweatpants and 
hoodies as well as tank 
tops and T-shirts, which 
feature the brand’s Mega 
logo.  

Competition for the 
activewear dollar is unre-
lenting, but there is a lot 
of room for brands try-
ing something new, said 
Nicole Pollard Bayme, 
a stylist and founder of 
the company Lalaluxe, 
located in Los Angeles. 
Function is an important 
part of activewear. It is 
primarily made for exer-
cise. Compression fabrics 
used in activewear, for 
example, flatter a wide 
range of body types, she 
said. “There’s no limit 

for styles in athleisure. It is because of the 
fabric. You can do anything with it,” she ex-
plained. “Designers are really experimenting 
with what the public will wear.” 

Prominent market researchers at Port 
Washington, N.Y.–based The NPD Group 
forecast that activewear will be one of the 
prime areas for fashion-business growth in 

the next two years, said Marshal 
Cohen, NPD’s chief industry ana-
lyst. “The future success of the 
apparel industry will rely on cat-
egories that ‘act’ active but look to 
fashion,” he said in a statement on 
July 16. “Consumers are craving 
fashion but don’t want to sacrifice 
the comfort and convenience for 
activewear that they’ve grown ac-
customed to.” 

The Mega Fashion Club will 
make its trade-show debut at Ac-
tive Collective, which runs July 
31–Aug. 1 in Anaheim, Calif. Re-
tail price points for the line range 
from $19.99 for men’s T-shirts 
to $325 for the Mega Wrap. The 
brand has been primarily sold 
through its direct-to-consumer 
channel, www.megafashion.club.

—Andrew Asch

ACTIVEWEAR

Mega Fashion Club Says Its 
Mega Wrap Will Live Large

C
O

U
R

TE
S

Y
 O

F 
TH

E
 M

E
G

A
 F

A
S

H
IO

N
 C

LU
B

05.cal.news.indd   5 7/18/19   5:12 PM



6  CALIFORNIA APPAREL NEWS    JULY 19–25, 2019   APPARELNEWS.NET

FASHION  |  FURNITURE  |  GIFTS  |  HOME DECOR  |  HOUSEWARE

STYLE
B A N G KO K

EXPERIENCE THE ULTIMATE
LIFESTYLE TRADE FAIR

17-19
OCTOBER 2019

TRADE

20-21
OCTOBER 2019

PUBLIC
BITEC

BANGKOK

www.stylebangkokfair.com

FASHION
Apparel

Fabric
Leather Goods

Footwear
Bag & Luggage
Leisure & Sport

Fashion Accessories

Now celebrating its second year, Paraiso 
Miami Beach boasted more than 30 runway 
shows and a new pop-up-shopping experi-
ence, the Paraiso Bungalow, during its July 
11–14 run. Produced by Funkshion, a ma-
jor longstanding player during Miami Swim 
Week, Paraiso Miami Beach offered an ex-
clusive platform to some of swimwear’s 
most recognizable brands while adding 
credibility and visibility to a slew of emerg-
ing independent designers.

Runway events, scattered at a number of 
venues throughout the city, were the biggest 
draws. Brands like Aguaclara and Wildfox 

offered an assortment of styles and shapes, 
and Paraiso also presented an opportunity 
for guests to become immersed in an ex-
citing variety of collections while enjoying 
dance and musical performances that pre-
ceded certain shows, such as Luli Fama.

Under the Paraiso Runway Tent, located 
in Collins Park, dance and musical perfor-
mances also enhanced some of the design-
ers’ shows, while the event moved to the W 
South Beach for Badgley Mischka’s show, 
where models splashed in the lap pool wear-
ing the brand’s signature minimal elegance. 

—Nicole Martinez 

MIAMI SWIM

Badgley Mishka  

Paraiso Offers Distinctive Brand Experiences 
in Prime Miami Beach Locations

Natasha Tonic

Luli Fama

Baes and Bikinis Becca Swim x Kendra Scott Monday Swimwear

Poemä Swim
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Today’s connected consumers 
have information at their fingertips 
and constantly search for value, 
environmentally friendly products, and 
an “experience” when buying a product. 
Gone are the days when consumers 
were limited by whatever was available 
in their local stores. Now more than 
ever, brands need to work harder to win 
consumer spend. 

Labels and packaging play an integral 
part in this dynamic as they are the first 
point of contact between brand and 
consumer. How a product is labeled 
and packaged not only communicates 
its cost and information about where it 
was made but also 
its quality, value, and 
potentially the brand’s 
story. Designing labels 
and packaging that 
not only perform 
in the supply chain 
and in-store but are 
also manufactured 
efficiently is important 
to avoid paying more 
than is needed and 
wasting raw materials 
that often just end 
up in the landfill, 
further damaging the 
environment.  

Forty years 
experience in the 
labeling and packaging 
industry gave ITL 
the expertise to 
develop intelligen™, 
its award-winning 
product engineering 
solution ensuring 
labels and packaging 
perform properly, are 
cost effective, and 
environmentally friendly.  

Reengineering 
to Enhance 
Performance

As the first point of contact with the 
customer, packaging and labels play an 
integral part in ensuring brands make a 
good first impression. If the packaging 
or label isn’t fit for the purpose and 
aesthetic of the product and either 
easily damages whether in-store or in-
transit, the customer may associate the 
brand with being cheap and low quality, 
leading to distrust of the brand and 
deterring the consumer from purchasing 
the product in the future. 

By reengineering the packaging and 
label, ITL ensures they are fit for the 
purpose, aesthetically pleasing, and 
of high quality. As a result, brands can 
better connect and communicate with 
their consumers and offer that important 
experience customers look for when 
purchasing. 

Reengineering to Reduce 
Cost

ITL’s intelligen™ solution also 

helps to reduce a brand’s costs 
on labeling and packaging through 
material rationalization, manufacturing 
excellence, and optimized finishing. 
By making small changes to a label 
and packaging design, without 
compromising on performance, 
aesthetics, or quality, raw-material 
utilization is maximized, waste is 
minimized, and as a result the cost of 
production is reduced. 

intelligen™: One Solution, 
Three Benefits

Brands such as U.K. High Street 

Retailer Debenhams recently used 
intelligen™ for its Principles range and 
said that “without compromising the 
branding or the overall ‘look and feel’ 
of our Principles program, intelligen™ 
provided a more cost-effective solution 
by maximizing material usage and 
minimizing waste and cost. We saved 
5 percent to 10 percent on cost of 
production and reduced our paper 
consumption, which also gave us a 
sustainability piece to highlight.”

Global labeling and packaging 
manufacturer ITL—Intelligent Label 
Solutions—ensures your labeling and 
packaging is sustainable, minimizes 
cost, and enhances performance with 
its award-winning solution, intelligen™

SPONSORED CONTENT

ITL – Intelligent Label Solutions
https://itl-group.com/
Laura O’Brien Donath 
Account Executive - ITL Inc.
Mobile: +1 917 208 8984
Email: lauraobriendonath@itl-group.com
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Debuting July 11 and closing July 14, 
Nu Wave Swim served as SwimShow’s 
runway-event foray at Miami Swim Week. 
The multi-day, experiential platform, which 
was held at the Miami Beach Botanical 
Gardens, featured activations by notable 
brands including Red Carter, Bleu|Rod 
Beattie, Vitamin A and Tori Praver. The 
weekend capped off with a collective run-
way show by emerging brands Revival, 
making its Miami Swim Week runway de-
but, and Charmosa. 

In a pristine white tent that featured 

transparent walls that revealed the gardens’ 
lush, verdant backdrop, some swimwear 
labels featured barely-there suits with high-
cut bottoms and eyelet, cutout, and cross-
stitching details that remain trending across 
bikini, high-waist and one-piece styles.

Other brands incorporated a fairy-
goddess aesthetic, with whimsical flower 
crowns, slit leather skirts and braided ankle 
jewelry. Additional details on the runway 
included hand-dyed tie-dye patterns, single-
color suits and textured elements such as 
braiding.—Nicole Martinez 

MIAMI SWIM

Nu Wave Swim Unveils a New Approach to 
Miami Swim Week Runway Shows

Charmosa

Gottex

W
O

R
LD

R
E

D
E

Y
E

.C
O

M
G

E
TT

Y
 IM

A
G

E
S

Parke & Ronen

Revival

Tori Praver

Red Carter and Bleu|Rod Beattie

Vitamin A
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Hosted at the Faena Bazaar during Mi-
ami Swim Week July 13–16, Destination: 
Miami made a colorful debut in a space that 
has welcomed pop-up museums, galleries 
and fashion retailers. Destination: Miami 
aimed to set itself apart from the concurrent 
trade shows with a vibrant splash of over-
the-top décor. Bright fuchsia and turquoise 
hues made their mark among marble and 
velvet seating and stands accentuating each 
brand’s offerings. 

Destination: Miami, a new offshoot by 
UBM Fashion that is meant to complement 
its popular Coterie 
shows in New York, 
builds upon the com-
pany’s mission to create 
value with small, satel-
lite events. “We’re a 
place of discovery, and 
the atmosphere sets the 
tone to rethink each of 
the brands,” President 
Danielle Licata said. 
“Most of the brands 
here are global and rel-
atively unknown within 
the United States.” 

To bring the show 
to market, Licata en-
listed a multipronged 
marketing strategy that 
included heavy digital 
and public-relations outreach, drumming up 
support among already notable labels such 
as Caroline Constas, Adriana Degreas and 
Anais. By opening day, buyers from Berg-
dorf Goodman, Barney’s and Moda Ope-
randi had popped into the show, along with 
boutique owners from far-flung locales such 
as St. Barths and Monaco. 

Event organizers also partnered with Co-
lombian fashion retailer St. Dom, which 
carries an assortment of it-girl Colombian 

brands in boutiques in Cartagena and Bo-
gotá and also produces its own private la-
bel. St. Dom Director and co-founder Maya 
Memovic noted that the partnership initiated 
St. Dom’s first foray at Miami Swim Week. 

“We’re testing the market with our pri-
vate label along with inviting the brands we 
work with to come to Miami and represent 
themselves before a new roster of buyers,” 
she said, adding that she was pleased with 
the pace of traffic and caliber of buyers at 
the show. 

Many of the brands at Destination: Mi-
ami have a large online following but aren’t 
quite tapped into the U.S. consumer mar-

ket. Juan de Dios, a 
2-year-old swimwear 
line launched by Ma-
ria Valencia, came to 
the show specifically 
because it offered an 
exclusive platform. 
“I wrote orders with 
S h o p b o p ,  B e r g -
dorf  Goodman and 
Bloomingdale’s, and I 
wasn’t doing business 
with these stores be-
fore,” she said.

Aisha Bennett ,  a 
buyer at Mitchell’s 
Stores, chose to attend 
the event to meet with 
the brands she can’t 
catch at the larger mar-

ket trade shows in New York. “I like that the 
legwork has been done for me with a curated 
selection of brands,” she explained. “As a 
buyer, it’s wonderful to know that someone 
else has gone through the vetting process for 
me.” Most importantly, however, Bennett 
will come back to Destination: Miami for its 
ability to stay ahead of the curve. 

“These are all brands that people aren’t 
tapped into yet,” she said. “As a buyer, you 
want to be on the pulse.” ●
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Sustainable 

Apparel

D.O.H.P. Denim
www.dohp.com
IG: @d_o_h_p

Contact: David Galindo
510-754-8523
david@dohp.com

TRADE SHOW REPORT

By Nicole Martinez Contributing Writer

Destination: Miami Creates a Customized 
Experience for Fresh, International Brands
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SUSTAINABILITY

Adriana Degreas

During its third installment, Swim the 
Globe, which was held at the Sagamore 
South Beach July 11–14, hosted an eco-
friendly component during Miami Swim 
Week. While the brand is still young, its 
founders, Jennifer Sclafani and Jeffrey Lubin, 
are hoping to build an inclusive platform. 

“The events that people want to attend are 
all-encompassing, and the platform that we 
have in our hearts and minds is better for the 
planet,” Sclafani said. “We’re still building 
ourselves as a show, but we love that many 
brands we work with are moving in that di-
rection.”

When considering how to remain cur-
rent with constantly shifting trends, the pair 
thought about how sustainability is moving 
into the mainstream. Part of the solution was 
incorporating a sustainable component to 
their event.

“The industry is slowly transitioning 
through steps such as using recyclable bags 
and packaging,” Lubin said. “A lot of de-
signers are conducting research into adding 
sustainable products.”

Founded by a group of media represen-
tatives and entrepreneurs including Vasiliki 
Karlin, founder of Naked Botanicals, and 
media professional Christiane Roget, Sus-
tainable Swim Week launched under Swim 
the Globe. After participating in Miami 

Swim Week for the last four years, Karlin 
saw an opportunity to promote sustainable 
fashion after recognizing the demand for 
these products. 

“This show was filled with people who 
were far more engaged. It wasn’t just about 
coming to see the fashion—it was the work 
behind it. It was amazing to see people inter-
ested in this issue and hearing the feedback,” 
Karlin said. “It’s not completely about fash-
ion, but people are more conscious about 
doing something to help the world through 
their passion.”

With brands such as Miami’s Seven Seas 
Swimwear, Ontario-based Archipelago 
Swimwear and Mabi Swimwear, which is 
headquartered in London, Sustainable Swim 
Week was a welcome addition. Kacie Sch-
weikhardt, owner of Pure Lorraine, is a San-
ta Barbara, Calif.–based representative that 
works with sustainable apparel brands from 
around the globe and was excited to begin fo-
cusing on partnerships within the Americas as 
she sees changes in the marketplace.  

“People are trying to move production a 
bit closer to home, which is one way of be-
ing more sustainable,” she said. “Nobody is 
perfect, but brands are taking steps to move 
in a better direction, whether its social re-
sponsibility or organic materials without the 
use of toxic chemicals.”—Dorothy Crouch

Swim Week’s Swim the Globe 
Adds a Sustainable Component
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Sustainability 

D.O.H.P. Denim
29835 Cantera Drive
Hayward, CA 94544
Contact: David Galindo
(510) 754-8523
https://dohp.com/
david@dohp.com
IG: @d_o_h_p
Products and Services: Decorate Our Home Planet is a men’s green streetwear company 
that seeks to redefine the term “sustainable apparel.” We use earth-friendly materials in the 
construction of all of our garments, such as recycled plastic bottles, recycled cotton, and organic 
hemp, all while maintaining a high standard of design, comfort, and durability. D.O.H.P. strives 
to keep our entire supply chain local because we believe that American workers’ well-being is 
just as important as the environment. In addition, D.O.H.P. plants 3 trees for every garment 
manufactured as a means of giving back to the planet. We’ve partnered with tree-planting, non-
profit organizations that have the knowledge, ability, and resources to plant more efficiently and 
effectively than we would on our own. At our website, www.dohp.com, one can find where we’ve 
planted, how many we’ve planted, and a link to our non-profit partners. We believe that one day 
when we’re all gone, it will be our children who will take over and care for the soil—thus our 
name, Decorate Our Home Planet.

Performance/Active/Athleisure

Antex Knitting Mills
div. of Matchmaster Dyeing & Finishing Inc.
3750 S. Broadway Place
Los Angeles, CA 90007
(323) 232-2061
Fax: (323) 233-7751
annat@antexknitting.com
Contact: Bill or Anna Tenenblatt
Products and Services: Antex Knitting Mills, a privately owned vertical knitting, dyeing, 
and printing company in Los Angeles, announces capability of providing full-package gar-
ments produced in California or Central America to meet your varied needs. Antex’s product 
line includes Antex Premier Performance, a line of high-performance, technical fabrics with 
moisture management, anti-microbial, stain resistant, or UV finishes; and Matchmaster Prints 
by Antex California, offering design and development of custom prints. Please contact sales@
antexknitting.com.

The Lycra® Company
lycra.com
Products and Services: Since its invention nearly sixty years ago, LYCRA® fiber set the stan-
dard as the world’s best-known elastane fiber brand. Lightweight and nearly invisible, LYCRA® 
fiber became the active ingredient in our clothes and revolutionized the way we wore them. 
Whenever it’s used in fabrics, LYCRA® fiber transforms garments into better fitting, durable 
clothes that move with our bodies, delivering fit, shape and comfort that lasts. Day after day. 
Wash after wash. Run after run. Swim after swim. As a fiber technology brand, innovation has 
always been at the core of the LYCRA® brand. The LYCRA® team is continually developing our 
portfolio of products to provide lasting performance and support wherever you need it, whether 
that’s on a run in the park or a night out on the town. That’s why today you’ll find there’s a 
versatile range of LYCRA® fibers inside everything from cycling apparel to swimwear, denim to 
hosiery, sneakers to suits, haute couture to socks.

Sustainability and Performance/Active/Athleisure 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 the Sustainability and 
Performance/Active/Athleisure Resources.

Marking its second year at the 1 Hotel, Hammock’s deci-
sion to host its event at the eco-conscious space on Miami’s 
Collins Avenue may have had something to do with an in-

dustrywide shift 
toward sustain-
ability. “Brands 
are trying to be 
more globally 
conscious and 
using sustain-
able materials 
i n  t he i r  mer-
chandise,” Ham-
mock’s manage-
ment said. “The 
hotel’s aesthetic 
perfectly aligns 
with Hammock.”

T h i s  y e a r , 
Hammock opted 
t o  c h a n g e  i t s 
typical in-room 
format by moving 
to the hotel’s sun-

lit atrium for its Miami Swim Week run July 13–15. There, 
higher-end brands showed off their wares in an environ-
ment more akin to a traditional trade show than Hammock’s 
usual setup. In addition, show organizers hosted daily VIP 

luncheons, featuring informal presentations by participating 
brands and held an event celebrating Lolli Swim’s 10th an-
niversary.

This year’s Hammock welcomed 800 attendees, among 
whom were a variety of notable buyers, according to show 
organizers. Representatives from Bloomingdale’s, Revolve 
and Saks Fifth Avenue were in attendance, and exhibitors 
felt Hammock did an excellent job of blending established 
brands with emerging newcomers.

“Personally, I switched to Hammock because it was a 
friendlier experience,” said Simon Southwood, vice president 
of Sauvage, a brand specializing in swim and resortwear with 

singularly European-inspired 
prints. “Traffic here is okay, but 
its definitely important to have 
appointments. You can’t rely on 
walk-ins,” he said. Still, Sauvage 
wrote several orders at the show 
and is confident the walk-ins will 
convert into sales.

Marc Merklen, who founded 
My Fashion Agent and addi-
tionally heads up its sales and 
marketing efforts, was pleased 
with the turnout and quality of 
buyers at Hammock. “I have in-
creased the amount of brands I 
bring along with me every year, 

and next year I’ll bring double the amount of brands because 
business exploded,” said Merklen. Among other brands, 
Merklen showcased Calarena, a 12-year-old swimwear line 
launched out of Corsica known for its simple cuts and roman-
tic details such as braided belts and well-placed hardware. 

While Hammock may not necessarily focus on branding 
its event as a trade show, Alessandra Bell, the founder and 
creative director of the London-based showroom Coco Nau-
ticals, said it was apparent to her. “Hammock is positioned 
for emerging brands, and it’s the first platform to state that 
ground,” she said. “Customers are looking for what’s fresh 
and new and don’t want to be seen wearing what everyone 
else is wearing. Trade shows need to make more room for 
emerging brands if they’re going to service that market.” ●
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Now celebrating its fifth year at Miami Swim Week, 
Cabana debuted in a new location during its 2019 run July 
13–14. Outgrowing its intimate oceanfront tent—swapping 
it out for the newly renovated Miami Beach Convention 
Center—Cabana aimed to remain an intimate, highly cu-
rated experience. This year, Cabana leaned into Resort col-
lections, offering a mix by hundreds of emerging as well as 
recognizable brands.

“I come from a retail background, and I understand what 
consumers are looking for, and right now they’re looking for 
resortwear that goes hand in hand with their swim looks,” 
said Janet Wong, chief executive officer of Cabana. “I think 
a lot of swimwear brands realize that having resortwear that 
goes with their swim line gives them a much stronger point 
of view. Since brands themselves are moving in that direc-
tion, we thought it made sense for our show.”

As is customary to their business model, Cabana added 
about 15 to 20 percent new exhibitors to their floor this year. 
Notable buyers included Net-a-Porter, MyTheresa and 
Matches Fashion. 

Most buyers and exhibitors lauded the move to the con-
vention center as a major upgrade from years past. Cindy 
Khang, the owner of the New York boutique Azalea’s, 
gushed over the new location. “The addition of more bath-
rooms and steady air conditioning is great,” said Khang, who 

typically attends Miami Swim Week specifically to 
visit Cabana. Searching for pieces that retail around 
$250, Khang and her colleague, buyer Rebecca Lee, 
were drawn to bright colors and animal prints. “I think 
overly muted and basic suits are pretty much over,” Lee 
noted.

By contrast, Kirin Pandher, the director of sales and 
merchandising at Cynthia Rowley, wistfully remi-
nisced about Cabana’s prior location on the beach. “I 
actually miss the tent. I feel like it was more intimate 
and stylized,” she said. “It created a buzzy vibe that felt 
more like a trade show.” Nonetheless, Pandher insists 
that the show is a “tight-knit community” of brands, 
and it remains a consistent, dependable event for doing 
business, as she lined up appointments with Saks Fifth 
Avenue, Shopbop and Everything but Water.

At the booth for Irvine, Calif.’s L*Space, Sales Di-
rector Debby Martin and Creative Director and founder 
Monica Wise enjoyed the atmosphere, which afforded 
opportunities to forge a deep connection with buyers. 

“We were looking for a more intimate setting, that reso-
nated better with the experience of wearing our swimwear,” 
Martin said. “They make conscious decisions about the 
brands they show, and it feels handpicked.” 

Now in their third year exhibiting at the show, the 

L*Space team raved about the pace of the event. “Traffic has 
been phenomenal. We’ve been packed every hour with three 
rows of buyers,” Wise said, noting that visitors were drawn 
to their pointelle-rib-textured suits, primed to ship in early 
August.—Nicole Martinez

Cabana Makes a Big Move at This Year’s Miami Swim Week

Hammock Creates a Swim-Week Space for High-End and Emerging Brands

Sauvage

Hammock show floor

The L*Space booth

By Nicole Martinez Contributing Writer

09.swim.advertorial.indd   9 7/18/19   5:59 PM



10  CALIFORNIA APPAREL NEWS    JULY 19–25, 2019   APPARELNEWS.NET

www.apparelnews.netwww.classifieds.apparelnews.net 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 Jobs Available

10  CALIFORNIA APPAREL NEWS  JUNE 7–13, 2019  APPARELNEWS.NET

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

For classified advertising:  
email jeffery@apparelnews.net  

or visit 
www.apparelnews.net/classifieds  

to place your ad 
in our self-serve system

Your classified advertising receives 
added exposure with our Bonus 

Distrubution Trade Show booth drops

6/6/2019

http://www.apparelnews.net/classifieds/print-preview/8324/ 1/1

COSTING TECHNICIAN
For down town LA dress man u fac turer. 
Min i mum 5 yrs. ex pe ri ence prepar ing cost 
sheets. Fa mil iar ity with fab ri ca tion, trims and gar ment 
con struc tion. Must be well versed with spread sheet and 
cost ing soft ware. 
Email: steve@ bee darl in. com
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INDEPENDENT SALES REP
Look ing for In de pen dent Sales Rep/Dis trib u tor for Re‐ 
sort Wear La bel. 
Please share creds@: bam boobleubali@ gmail. com

Call 213-627-3737 X280
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hyperlink  
your ad for  
best results 

7/18/2019

http://www.apparelnews.net/classifieds/print-preview/8349/ 1/1

* SALES REPRESENTATIVE *
We have a whole sale show room in San Pe dro Mart.
We de sign and man u fac ture evening dresses, prom,
bridal, brides maid dresses. We are look ing for a highly
skilled sales rep re sen ta tive with min i mum of 5 year ex‐ 
pe ri ence who can sell to Bloom ing dales, Nord strom,
BHLDN, An thro polo gie, and any other bou tiques/ 
com pa nies that sell evening dresses.  
Please email all in quiries to sar alee@ soi eblu. com

7/18/2019

http://www.apparelnews.net/classifieds/print-preview/8350/ 1/1

* Q.C. FIELD INSPECTOR WOMEN'S APPAREL -
LOS ANGELES *

We are seek ing a Qual ity Con trol Field In spec tor with a
min i mum of 2 years’ ex pe ri ence. Must have strong
knowl edge of gar ment con struc tion, qual ity stan dards,
specs, mea sure ments, sewing and var i ous ma chines.
Ex cel lent com mu ni ca tion and or ga ni za tional skills.
Able to work in a fast paced en vi ron ment.
Must have the per son al ity to en force the com pany’s
qual ity stan dards and ex pec ta tion when deal ing with
fac to ries, while at the same time main tain ing a pro fes‐ 
sional de meanor.
Must have re li able trans porta tion, valid CA dri ver’s  
li cense & proof of in sur ance. Po si tion re quires dri ving
through out the day to var i ous fac to ries around LA.
Bilin gual Eng lish/Span ish is a must.
Fax re sume to (323) 277-6830 or  
Email to: re sumes@ kar enka ne. com

7/18/2019

http://www.apparelnews.net/classifieds/print-preview/8353/ 1/1

SALES REP
Vel vet Heart West Coast Los An ge les Cor po rate Show‐ 
room is look ing for ex pe ri enced, con fi dent road sales
can di dates. We are look ing for a self mo ti vated,hard‐ 
work ing, team player to join our team. Must be able to
travel out of State 1-2 weeks of the month.Start ing date
is ASAP. Must be avail able Au gust 11th-14th for  
Las Ve gas MAGIC. Salary, com mis sions,and ben e fits.  
Please send re sume to: Jack ieB@ vel veth eart. com

10-11.classifieds.indd   10 7/18/19   5:54 PM
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C L A S S I F I E D S 

Real Estate

Advertise your business opportunity here. 

Buy, Sell & TradeBUSINESS OPPORTUNITY

FOR LEASE
CREATIVE OFFICE SPACE

LA FASHION DISTRICT 
213-627-3754

Call to place real estate ads for office space 
available, and for sale or lease

 

GET IN THE NEXT ISSUES OF CALIFORNIA APPAREL NEWS

July 26
Cover: Miami Runway
New Lines 
Texworld Wrap 
Premiere Vision Wrap
Texfusion Wrap
Apparel Sourcing Wrap
Industry Focus: Finance

Education in Focus
Las Vegas Resource Guide 
Finance Advertorial

Bonus Distribution
L.A. Market Week 7/29–31
Active Collective 7/31–8/1
Swim Collective 7/31–8/1 
AccessoriesTheShow 8/4–6
Curve NY 8/4–6
FAME 8/4–6
MODA 8/4–6
Atlanta Apparel 8/6–10
OffPrice Show 8/10–13
Agenda LV 8/12–14
CurveNV 8/12–14
Liberty Fairs LV 8/12–14
POOL 8/12–14
Project 8/12–14
Project Women’s 8/12–14
Sourcing@MAGIC 8/12–14
Stitch LV 8/12–14
WWDMAGIC 8/12–14
WWIN 8/12–15

August 2
Cover: Fashion
LA Market Wrap
DG Expo Wrap
Preface NYC Wrap 
Sourcing
Fabric & Trim
Technology

Fashion Advertorial
Sourcing & Fabric Special 

Section with Tech 

Bonus Distribution
OffPrice Show 8/10–13
Agenda LV 8/12–14
CurveNV 8/12–14
Liberty Fairs LV 8/12–14
POOL 8/12–14
Project 8/12–14
Project Women’s 8/12–14
Sourcing@MAGIC 8/12–14
Stitch LV 8/12–14
WWDMAGIC 8/12–14
WWIN 8/12–15
NW Materials Show 8/14–15
Fashion Market Northern California  8/18–20

August 9
Cover: Denim Fashion
Industry Voices on Fashion 
Technology
Denim
Made in America
Active Collective Wrap Coverage
Swim Collective Wrap Coverage
Supply Chain
Technology

Supply Chain with Tech
Fashion Advertorial
Swim and Active Advertorial
Made in America Advertorial
Denim Advertorial

Bonus Distribution
OffPrice Show 8/10–13
Agenda LV 8/12–14
CurveNV 8/12–14
Liberty Fairs LV 8/12–14
POOL 8/12–14
Project 8/12–14
Project Women’s 8/12–14
Sourcing@MAGIC 8/12–14
Stitch LV 8/12–14
WWDMAGIC 8/12–14
WWIN 8/12–15
International Fashion Week LV 8/12–15
Premiere Vision Sport 8/14–15
Active Collective NY 8/22–23

August 16
Cover: Las Vegas Coverage 
What’s Checking

For advertising 
information call 
Terry Martinez 
213-627-3737

7/11/2019

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

SEWING FACTORY IN TIJUANA FOR SALE
FULLY OP ER A TIONAL, EQUIP'D & STAFFED!  
72+ MA CHINES IDEAL FOR KNIT MFG.  
FOR INFO. 
CALL: 714-561-6727

7/18/2019

http://www.apparelnews.net/classifieds/print-preview/8201/ 1/1

*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 ing fab rics. 
We also buy ladies', men's & chil dren's 
gar ments. Con tact: Michael 
STONE HAR BOR (323) 277-2777

7/18/2019

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

WE BUY ALL FABRICS & GARMENTS
Ex cess rolls, lots, sam ple yardage, small to large qty's.
ALL FAB RICS! fab ricmer chants.com  
Steve 818-219-3002 or Fab ric Mer chants 323-267-0010
Email: steve@ fab ricm erch ants. com

Advertise in next week’s July 26 Vegas issue and be part of the LAS VEGAS RESOURCE GUIDE
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For 60 years, we have been helping leading brands, retailers, and mills grow their business through 
groundbreaking innovation. Discover how we can create value working together at lycra.com
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