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ECONOMY

L.A. and California
Economies Solid but
Might Take Some Hit
From Coronavirus

By Andrew Asch Retail Editor

California and Los Angeles County are forecasted to enjoy
moderate yet sustained growth throughout the next two years,
according to a Los Angeles County Economic Development
Corporation forecast released on Feb. 19. Production slow-
downs over the coronavirus outbreak, as well as entrenched
issues such as housing and the cost of living in Los Angeles,
are threatening growth.

California’s gross domestic product is forecasted to grow
2.0 percent in 2020 and 1.6 percent in 2021, according to the
forecast. Los Angeles County’s gross domestic product is
forecasted to grow 1.8 percent in 2020 and slow down to 1.6
percent in 2021. The 10-county Southern California region
is forecasted to grow at 1.8 percent over the next two years.
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TRADE SHOW REPORT

Las Vegas Buyers Find
Variety

The first week of February saw the apparel industry come
together for the biannual Las Vegas trade shows. Informa-
produced trade shows—Iled by the MAGIC brand—were
hosted at the Mandalay Bay Convention Center. WWD-
— . \ \ ; MAGIC, Pooltradeshow, Project, Project Womens, Stitch
[ L - . | @ Project Womens and MAGIC Mens were held Feb. 5-7

) : - while Sourcing at MAGIC opened Feb. 4.
M Group created showrooms within the Embassy Suites Las
Ws  VegasFeb. 2-5.

Liberty Fairs hosted its event Feb. 4-6 at the Sands Expo

Convention Center, while in a different section discount

(RPTAH L 3 y w1 \ . "-“!..___ Full coverage is on pages 3, 4, 9 and 13.—Dorothy Crouch
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trade-show destination Offprice produced its biannual Las
Vegas event Feb. 3-6.

Prior to its August move to Caesars Forum, Womens-
wear In Nevada held its final show at the Rio Convention
Center Feb. 3-6.
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NEWS

Forever 21 Acquired by ABG, Simon and Brookfield

Forever 21 is now owned by the Authen-
tic Brands Group, the Simon Property
Group and Brookfield Property Partners,
it was announced on Feb. 19.

The partnership between the brand-devel-
opment company and the mall-managers de-
velopment companies started around Feb. 2
when they were named as the stalking-horse
bidders for the bankrupt Los Angeles fast-
fashion retailer.

The stalking-horse bidders agreed to acquire
Forever 21 for $81 million, according to media
reports. A Feb. 19 announcement from ABG did
not disclose how much the partners paid for For-
ever 21. However, the announcement did break
down how much each individual partner owns
of the retailer. ABG and Simon each own 37.5

percent. Brookfield owns 25 percent of Forever
21’s intellectual property and operating business.

Jamie Salter, founder, chairman and chief
executive officer of ABG, said that Forever
21 still has a lot of potential.

“Forever 21 is a powerful retail brand with
incredible consumer reach and a wealth of un-
tapped potential,” Salter said. “We’re looking
forward to working with the F21 team and our
global partners. Together, we’ll revitalize the
brand’s core business and connect with audi-
ences around the world through new product
offerings and experiences.”

Forever 21 founders Do Won and Jin Sook
Chang will not remain at the company that they
started in 1984 in Los Angeles’ Highland Park sec-
tion, said Haley Steinberg, an ABG spokesperson.

“The founders will not be involved with
the company going forward. Our CEO has a
positive relationship with them and only good
things to say,” she wrote in an email.

According to ABG’s statement, the company
will continue to operate its Los Angeles head-
quarters. The statement also said that Forever 21
will negotiate with landlords to continue store
operations around the United States and other
regions. It will convert owned store operations
to a licensed-partnership model for Forever
21 stores in Central America, South America,
Mexico, the Philippines and the Caribbean. The
new owners also hope to expand Forever 21
across new territories in South America, West-
ern and Eastern Europe, China, Southeast Asia,
the Middle East and India.—Andrew Asch

ECONOMY

LAEDC Continued from page 1

The economies of Los Angeles County
and California have a lot to celebrate, accord-
ing to speakers at the LAEDC’s forecast-re-
lease event, which was held at the Sheraton
Grand Los Angeles at The Bloc retail center
in downtown Los Angeles. California ranks
as the number-one region for investment in
new and emerging companies, according
to figures that the LAEDC quoted from the
Dow Jones VentureSource website. Cali-
fornia also ranks as the most-desirable place
to make a commercial-real-estate investment,
according to a survey by the CBRE commer-
cial-real-estate firm.

Healthcare, tourism and entertainment are
forecasted to be major growth industries for
Southern California. But skyrocketing hous-
ing costs, as well as a tight housing market,

From left, Frank Mottek, senior money anchor
at KNX 1070 news radio; Shannon Sedgwick,
LAEDC economist; Chris Slevin, VP of the
Economic Innovation Group; and Alexander
Casey of Zillow.

put growth in danger. If fewer people can af-
ford to live in California, there will be fewer
people to participate in the economy.
Shannon Sedgwick, the director of
LAEDC’s Institute for Applied Economics,
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quoted the Southern California Association
of Governments Regional Housing Needs
Assessment group, which said that 1.3 mil-
lion new residences needed to be built over
the next eight years to meet needs. It would
require triple the current levels of housing
production.

The coronavirus will probably cause pain
for the California and Los Angeles econo-
mies, mostly in the short term, said Stephen
Cheung, executive vice president of the
LAEDC and president of the World Trade
Center Los Angeles.

“We think it will be like SARS in 2002-
2003,” he said. “Within three months, they’ll
start containing the spread and start managing
it quickly.”

Businesses that have been hurt include
tourism, as there will be 300,000 fewer Chi-
nese visitors to Los Angeles. Luxury bou-
tiques, which sell goods to these tourists, are
forecasted to take a hit.

Panic over the coronavirus outbreak has
caused the cancellation of at least two apparel
trade shows and for major companies such as
Apple, which has lowered its earnings fore-
cast for the second quarter of its 2020 fiscal
year.

Media reports contend that Chinese fac-
tories are ramping up and getting back to
work, but fashion-business analysts seem to
be divided on what happens next in this cri-
sis. Will it permanently change how fashion
does business, or will familiar supply chains
bounce back?

Chinese manufacturers and supply chains
have taken the biggest hit. Major cities in the
Hubei province have been quarantined.

Workers have not been able to travel to
factories. Truck drivers have not been able to
transport goods. The trucking slowdown in
China has become the major choking point. It
has been stopping the transportation of goods
to airports and seaports, Robert Krieger,
president of Krieger Worldwide, an interna-
tional freight forwarder, said. The coronavi-
rus outbreak is the only time during his more
than 30 years of working in China where he
has witnessed this much of a slowdown. “I
was in China during the avian flu, SARS and
the [2008 milk scandal]; this is the first time
the total supply chain has been disrupted,” he
said.

Apparel businesses will have to move
quickly to replenish inventories. They might
choose to manufacture goods in Mexico or
countries in the Central American Free
Trade Agreement, said Mercedes Gonzalez,
director of Global Purchasing Companies,
who frequently travels to Latin America.

“People have been sitting on the fence
about going there [China],” Gonzalez said
about apparel businesses. “But now, what are
their alternatives? It’s better than an empty
store.”

There are possibilities that Los Angeles
and American manufacturers could receive a
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Inside the Industry

Victoria’s Secret, the largest linge-
rie specialty retailer in the United States,
will become a privately held retailer, it
was announced Feb. 20. Publicly held L
Brands, Inc., which acquired Victoria’s
Secret in 1983 and is headquartered in
Columbus, Ohio, sold a 55 percent in-
terest in the retailer to private-equity
firm Sycamore Partners. L Brands will
retain 45 percent of the retailer, whose
nameplate graces more than 1,000
stores around the world. The total val-
ue of the lingerie brand is $1.1 billion.
When the transaction is wrapped up, L
Brands’ veteran leader, Leslie Wexner,
will step down as chairman and chief
executive officer. He will serve as
chairman emeritus, while Bath & Body
Works’ newly appointed CEO, Andrew
Meslow, will also lead L Brands as the
chief executive and serve on the compa-
ny’s board. Wexner said that the trans-
action would restore Victoria’s Secret
to its former prestige and profitability.
Wexner and the brand had come under
heavy criticism in the past few years for
not keeping up with fashion and social
trends. The brand also was hurt by the
scandal of Wexner’s and the company’s
association with convicted sex offender
Jeffrey Epstein.

ModCloth was acquired by the
brand-investment platform Go Global
Retail, it was announced Feb. 20. A
statement on the deal did not state how
much Go Global Retail spent to acquire
the indie fashion retailer ModCloth
from Walmart Stores Inc. The Tiger
Capital Group provided the financing
for the acquisition. Bob DeAngelis, Ti-
ger’s executive managing director, said
that Go Global Retail would help Mod-
Cloth become more competitive. “We
saw yet another strong opportunity in
Go Global’s acquisition of ModCloth, a
digitally native retailer, that has posted
annual revenues of up to $150 million
and enjoys strong brand equity among
consumers,” DeAngelis said.

Gap Inc. said that it would partner
with thredUP, the world’s largest resale
platform. Gap will encourage its cus-
tomers to turn in secondhand clothes to
thredUP in exchange for credit at Gap
Inc.’s stores such as its namesake Gap,
Banana Republic, Athleta and Janie and
Jack, said Mark Breitbard, president of
Gap Inc.’s specialty brands. “As the
resale revolution continues to gain mo-
mentum, participating in re-commerce
is not only good for our planet but good
for business,” Breitbard said. “Our cus-
tomers are diversifying their closets,
whether with new clothing, rental pieces
or secondhand goods. We’re thrilled to
partner with thredUP in offering a sus-
tainable and innovative way to shop for
the closet of the future.”

Teva, a division of the Goleta, Ca-
lif.—headquartered Deckers brand, an-
nounced the launch of the “Strap In To
Freedom” campaign. For the campaign,
Teva will use recycled plastic in 100
percent of the straps used in its sandals,
said Anders Bergstrom, Teva’s general
manager. “We are committed to im-
proving our practices and creating prod-
uct with higher social and environmen-
tal standards that minimize our overall
environmental impact,” Bergstrom said.
“We believe we have an obligation to
do our part in creating product that is
mindful of the environment, and this
is only the beginning. We have a long
road ahead but are dedicated to creating
a sustainable footprint.”




TRADE SHOW REPORT

Suiting Up at MAGIC Mens

WWDMAGIC Mixes Sizzle and Business

WWDMAGIC flexed its entertainment
muscles when the show focusing on juniors
and young contemporary styles ran Feb. 5-7
at the Mandalay Bay Convention Center.
Nelly, who charted major hits such as “Hot
in Herre” in 2002, performed at the WWD-
MAGIC Hub at the end of the day on Feb. 6.

The wholesale online marketplace Fash-
ionGo produced raffles and opened a cash-
and-carry section at its 30x 100-foot On:line
by FashionGo booth. These offerings helped
drive traffic to the booth during an already
crowded market, said Alin Kim, a Fashion-
Go marketing associate. “It was very busy—
overwhelming sometimes—but all in good
ways,” Kim said.

Patrick Anderson serves as vice president
of buying, product development and site
merchandising at the e-emporium Lulus.com,
headquartered in Chico, Calif. “It’s Spring,

Derek Sciacqua (left) hosts a
meeting at the Gecko Hawaii booth

Pooltradeshow
Features Debuts
From Established,
Emerging Brands

Pooltradeshow was conceived
as a forum for emerging and art-in-
spired brands, but Derek Sciacqua
of the Gecko Hawaii brand also
considered the trade show, which
ran Feb. 5-7 at the Mandalay Bay
Convention Center, as a platform
to make trade-show debuts.

He made the trade-show debut
of the line Gecko x Riff Raff,
which features caps, bandannas
and T-shirts bearing glow-in-the-
dark inks. Riff Raff, a rapper, has
worn the collaboration line during
his concerts. Gecko x Riff Raff
was exhibited with the brand’s
wider collection of goods, which
features neon colors and graphics
of geckos, Sciacqua said. “We saw
some great retailers f across
the world who are serious about
buying quality products,” he said.

Reportedly seen at Pool were
buyers from Amazon.com, Hot
Topic as well as Japanese stores,
Sciacqua said.

About 150 brands exhibited at
the show, ranging from the B2B
basics brand Los Angeles Apparel
to yoga and socks brands bearing
unique graphics often inspired by
pop culture.

Pool also was a forum to make
a statement. Exhibiting at the show
was San Francisco retailer Knobs,
which makes a line of clothing
inspired by gay pride weeks, said
Samuel Rodriquez, a Knobs buyer.

Another retailer shopping Pool
was Cecily Diffin, co-owner of
The Ruddy Duck Mercantile,
located in Hood River, Ore. She
said that she noticed apparel com-
panies using better-quality fabrics
in the past few years. “Wide-leg
crop pants are also on trend,” she
said.—A.A.
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Nelly performs at WWDMAGIC
Fall, Summer and Immediates,” he said of
the show. “There were a lot of lavenders, tur-
quoises and neutrals. There was a lot of vol-
ume in sleeves. For fabrications, there’s still
a lot of play on hard and soft such as satins
complementing denim,” he said.

—Andrew Asch

The MAGIC Mens trade show ran Feb. 5 -7
at the Mandalay Bay Convention Center.

Tim Tam, owner of the Carrucci foot-
wear brand, had been exhibiting at MAGIC
Mens for more than a decade. “We picked up
20 new customers,” Tam said.

Much of the s ’s real estate focused
on suiting. Los Angeles—headquartered
Retro Paris exhibited tuxedoes. Owner Rob
Dupetit said that prom season was a big deal
for his label. “They want to match the suit to
the girls’ dresses,” he said of the prom goers
his brand outfits. Popular colors included me-
tallic reds, royal blues and pinks. “It’s got to
have a pop, “he said. “It’s got to be unique.”

Kimberly Breed was buying suiting and
other men’s styles for her e-tail shop Sirreal-
mens.com. “Guys are getting into bling-y prints,
patterns and colors. It’s bold. There are a lot of
flowers and paisleys,” she said.

A -
Ron Dupetit of Retro Parts

The Hawaiian Island Creations brand
introduced new prints on its eight-way octo-
performance stretch boardshorts. One of the
styles featured tattoo designs representing dif-
ferent Polynesian groups, said Baltazar Mag-
dirila, HIC’s design director. He said that the
show enjoyed good walk-in traffic. “We got a
bunch of people coming at the same time,” he
said. “It was a good problem to have.”—A.A.
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Project Rolls Out Denim Room

Project rolled out the 12,000-square-foot
Denim Room section at the Feb. 5-7 run of
the contemporary trade show at the Manda-
lay Bay Convention Center in Las Vegas.

Brands exhibiting at Denim Room in-
clude established jeans labels such as Lucky
Brand, Silver Jeans, 7 For All Mankind,
Paige and Parasuco as well as emerging
brands. Los Angeles” Trinidad3 jeans was
honored with a best showpiece award for its
Barron for Trinidad3 jeans.

Yuuki Ogura manages Project’s Japanese
show, Project Tokyo. She produced a delega-
tion of several Japanese brands for a special
section of the Denim Room. These brands in-
cluded Graphzero, Norbit by Hiroshi Noza-
wa, TAAK, Fagassent and Vuasa. Luke Cho
of the independent boutique Mild Blend Sup-
ply Co., estimated that he ordered $60,000
worth of goods from this section for his high-
end-denim boutique in Chicago. “This section
keeps the culture alive,” he said of brands that
make jeans in an artisanal style. “They make
denim the old way—it’s not mass produced.”

Project also produced other curated shows.
MRKket was devoted to men’s suiting and tra-
ditional looks. The Foundry focused on new
and emerging brands. The Tents featured el-
evated men’s collections.

Other sections of Project included District,
which is devoted to lifestyle brands inspired
by skateboarding and streetwear. One of the
brands exhibiting was Crooks & Castles,
the influential Los Angeles—headquartered
streetwear line. Crooks & Castles was re-

From Ieft Yuuki Ugura of PrOJect Tokyo, Luke
Cho of M|Id Blend Supply Co., and Ryosuke
Fukui of Graphzero

cently licensed by Montreal-based MLG
Brands. It exhibited an extended Fall-season
collection for C&C. MLG also made Crooks
& Castles tops that were worn by Project
staff during the show.

Adjacent to District was Project N:OW, a
10,000-square-foot section that was anchored
by a sprawling booth produced by the promi-
nent Champion brand. The section also hosted
trade-show debuts for the Los Angeles brand
Night:Shift, which makes stylish bedding,
loungewear and apparel. Another brand exhib-
iting was RipnRepair, a Los Angeles brand
inspired by the Korean American experience.

Retailers shopping N:OW included Ze-
bra Club, an influential Seattle boutique.
Jackie Nguyen, a Zebra Club buyer, said that
she saw variations of tie-dye such as marble
dyeing. Nguyen said that tie-dye was here to
stay. “It’s like camouflage and plaid. It’s a
classic,” she said.—Andrew Asch

Bargains Attract Buyers to Offprlce

Providing options for discount buyers, the
Feb. 3-6 edition of the Offprice show saw
attendees from around the world at the Sands
Expo Convention Center.

As an annual visitor who prefers the Feb-
ruary show, Barbara Akindayomi placed or-
ders for women’s goods, including jewelry,
for her Trendi Boutique, located in Nigeria.

“The pieces are unique and different. The
prices are quite good, too,” Akindayomi said.
“The pieces are not really things you see
around. If you look properly, you will see
things that you will not see everywhere.”

At the Almost Nothing Inc. booth, Los
Angeles—based sales representative Roxsana
Chicuate was selling basics. She revealed that
most of the buyers she saw were interested in
Spring as she fielded interest from attendees
hailing from L.A., New York, Florida, West
Virginia and Mexico.

“We’re doing mostly Spring. They’re still
taking Immediates. I believe some people
wrote for pack and hold but not a lot,” she said.

Almost Nothing Inc. booth

“For us, we get in a lot of merchandise in the
beginning of the year, which hits that target.”

Visiting Las Vegas from Brooklyn, N.Y.,
buyer Deanna Battista was shopping for Tel-
co Stores.

“I got a couple of good deals,” she said. “I
am doing Immediates, and if I find Fall goods
I will take them also to pack and hold.

As a regular attendee who attends both the
August and February shows, Battista enjoyed
the camaraderie she experiences during the
event through buying from vendors she has
worked with for years in addition to her hopes
of finding a few new resources.—D.C.

Finding a Wholesale Fix at Stitch

As the sibling show to the larger women’s
show, Stitch @ Project Womens afforded
options in resort and contemporary lines.
Hosted at the Mandalay Bay Convention
Center Feb. 5-7, the event attracted buyers
who wanted stylish apparel that would meet
the needs of the contemporary customer.

Visiting from St. Louis, Mo., Nellie’s
Closet owner Tami Vanmeter searched for
pieces that would suit her clientele, which
includes women up to 105 years old. While
she has a bricks-and-mortar location, Van-
meter also buys for another segment of her
business—women in retirement communities
in 15 states including Florida, Georgia, Colo-
rado, Kansas, Illinois, Indiana, Texas and her
home base of Missouri.

Inspired by her mother, Nellie, who passed
away from breast cancer and couldn’t visit
stores to shop for clothes, Vanmeter feels that
she keeps these women feeling stylish despite
their mobility challenges.

“My customer wants to be comfortable but
stylish,” she explained. “For Fall, there is a
lot of faux fur and little, cute jackets. A lot of
snakeskin and animal prints.”

In addition to buying Fall, Vanmeter also
bought Immediates and Spring, where she no-
ticed a lot of neutrals and linen. A few of the
vendors she visited were Fate, Gina’s Bou-
tique Paris and Love Token. Accommodat-
ing sizes 2-3X, with interest in wholesale

Liverpool Los Angeles booth

price points from $40 to $100, she feels that
her customers aren’t as concerned with cost
at this time.

Business at the booth for Montebello,
Calif., Liverpool Los Angeles was busy as
representatives fielded a great deal of inter-
est for knits and denim. The sweet spot for
wholesale pricing ranged from $34 to $38
for staples. In addition to Fall menswear in-
fluences—uvests, utility and camouflage and
its shirt-jacket hybrid, the shaket—the brand
saw interest in its sustainable-denim line 5.0.

“It starts with the yarn,” said Ron Peril-
man, the company’s president. “All the denim
is recycled BCI denim. All the polyesters are
Repreve. There is less than a half a glass of
water being used because we use lasers and
we use Ozone.”—Dorothy Crouch

Consumer Demand Is Queen at Project Womens

At the Mandalay Bay Convention Cen-
ter Feb. 5-7, Project Womens saw buyers
searching for unique goods that would draw
in their customers. For buyer Dana Apple-
baum, owner of the Commerce Township,
Mich., women-and-girls shop Full Moon
Greetings, the goal was to invest in pieces
with her trusted exhibitors such as Democ-
racy and Chaser but also find at least five
new partners.

While shopping the show, searching for
pieces under $30 wholesale in sizes 8-3X for
ages 8 through 80, Applebaum mentioned that
she remains mindful of her customers’ de-
mands while walking through the large event.

“We’re in suburban Detroit,” she said. “As
much as I love the festival look, my girls tend
to dress more East Coast New York style—
mix a concert tee with a leather jacket or a
blazer, so I have to be very careful and very
thoughtful.”

At the booth for the Niche LA Showroom,
founder Suzie Hart represented a few brands,
including the denim line Washlab.

“What we showed was different from most
of what they had seen,” she said. “We had the

Project Womens

elements of basic five-pocket fits. But we of-
fered a bit of something different in wash and
trim treatments and denim sportswear.”

Preferring the February edition over the
August event, Lisa Drouin, owner of the Cor-
ner Closet in Cedarburg, Wis., enjoyed the
selection at Project Womens, mentioning that
it afforded many options for her customers,
aged 30 to 65.

“These women want to feel beautiful and
confident in fabulous clothes. They are wom-
en who want to be inspired and fall in love
with things but have things that fit them,” she
said.—D.C.
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Animal Lovers
Lace Looks
On the Dot With-Retro
Actively Engaged
Fancying Florals
Textured Treats
= "AND BRANDING
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Knitted Trims
For the Rich and Famous!

- e

LE ]

TrimKnit
We make all types of knitwear!

Make us your first choice for all of
your knitted needs.

Manufacturers of Fine Knitted Trimmings

7542 San Fernando Road, Sun Valley, CA 91352
Peter@TrimKnit.com www.trimknit.com
Ph. 818-768-7878 Cell 818-422-4308
Fax 818-768-1698

INDUSTRY VOICES: TECHNOLOGY
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The Tipping Point for On-Demand Fashion

By Edouard Macquin Contributing Writer

On-demand fashion continues to grow as
consumers increasingly look for personalized
and customizable products. In fact, indica-
tions show that this is less of a trend than it is
a tectonic shift in the way the fashion indus-
try does business, from marketing and design
to product development, manufacturing and
logistics.

Meeting consumer expectations

Made-to-order products by definition
require more time to deliver into shoppers’
hands, so one major consideration is the cus-
tomer’s willingness to accept the added cost
and time. The good news is that shoppers are
willing to pay more for products that speak to
them personally—to a point.

Apparel companies are

However, the majority of
brands have yet to take ad-
vantage of what customers
are largely saying they want,
leaving the door open for
forward-thinking brands to
innovate and take advantage
of this market opportunity
and realize value for their
bottom line. Added to this is
that while the trend is still in
an early adoption phase, risk
is minimized by the fact that
many brands have already
taken the leap and are seeing
success. Right now, there
is a window of opportunity in which brands
can still be trailblazers but also have a map for
how to make the transition profitably and sus-
tainably.

The time is now for brands to invest in the
technology and strategy to get a head start on
the future of fashion.

Determining the extent of the change

Because consumers are growing accus-
tomed to personally curated experiences in
many aspects of their lives, it’s inevitable
that the trend extends to fashion. However,
though consumer demand will determine the
extent of personalized experiences in the ap-
parel industry, so will the industry’s ability
to pivot to technology and processes that em-
power personalization.

Brands agree that companies will advance
from supply-driven chains to demand-driven
ones, though rates and degrees vary. The gen-
eral belief is that, in order to remain competi-
tive, mass customization is necessary for at
least certain product categories, with many
believing that it will become essential across
a company’s product offerings. Fashion deci-
sion-makers, in general, were more likely to
deem customization necessary and indicated
that it would be mainstream in the next two
to five years.

Sasha Stasevich, director of operations for
Blacksmith International, a sourcing-and-
production company, recently said, “I think
in two or three years we’ll see the change
in [consumers’] preferences and companies
able to adapt and thrive on this new model.
It’s a matter of how they’re going to imple-
ment and how the model will fit into their
long-term vision.”

Edouard Macquin

still grappling with the
challenges related to cost,
speed and the complex-
ity of the demand-driven
supply chain. The indus-
try has yet to determine
how best to retrofit—or
build—factories and pro-
cesses to coexist with
their established bulk pro-
duction, but it is clear that
the technology is increas-
ingly there to facilitate the
change through integrated
software and machinery
that speak to each other
across the supply chain and offer compa-
nies digital transparency throughout the
process.

Felipe Caro, professor of decisions, op-
erations and technology management at the
University of California, Los Angeles,
said, “The demand is there as long as it’s
not too expensive and doesn’t take forever.
That is the trade-off, which is very hard to
overcome because it’s already challenging
to produce at a large or medium scale. Do-
ing it on an individual basis, it’s 10 times
the challenge.”

Interestingly, decision-makers were more
likely to say the onus often falls on manufac-
turing facilities when change is necessary—and
this speaks to the need to partner with the right
tech companies to overcome the speed and
consistency obstacles in the on-demand model.
Many have identified supply-chain partners that
are designed to capitalize on this model, and,
ultimately, most of the industry recognizes that
the widespread adoption of models like mass
customization and made-to-measure are a ques-
tion of when, not a matter of if, especially as on-
demand technology allows for a less-wasteful,
more-agile supply chain geared for both sus-
tainability and business resilience.

The time is now for fashion brands look-
ing to capitalize on the personalization revo-
Iution. The only question for brands then is:
When are they going to become willing to
seize the opportunity?

Edouard Macquin is the president of Lectra
Americas. Lectra, headquartered in France,
is a technology company that combines soft-
ware, cutting equipment, data and services to
meet the specific needs of fashion, automotive
and furniture companies across the globe.

TRIMS, ACCESSORIES AND BRANDING

New Magnet Zipper Unveiled by YKK

Aiming to bring greater B
ease to consumers, the Tokyo- e
headquartered YKK Corpo-
ration announced a new mag-
netic zipper product launch
Feb. 20. By unveiling this new
offering, the 86-year-old com-
pany introduced an alternative
to conventional zippers that require an insert
pin and retaining box that engage to close.

Scheduled for mass production by 2021, the
device is an open-end product that creates mag-
netic force between the left and right sides of the
zipper. This force allows the two pieces to join
together and engage in preparation to zip up and
quickly disengage after zipping down.

The magnetic zipper could benefit dif-
ferently abled and elderly consumers who
encounter challenges when opening and clos-
ing zippers. It will also provide greater ease
to athletes who benefit from clothing with
quick-change capabilities and parents who
seek greater convenience when changing
their children’s clothing.—Dorothy Crouch
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3A Products of America

A SYMEBOL OF CHIALITY SERVING YOU SINCE 1975

1006 S. San Pedro St. Los Angeles, CA 90015
Ph: (213) 749-0103  Fax: (213) 748-6447

www,us3a.com www.my3a.com 3a@us3a.com
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Label, Thread, Elastic, Zipper & Accessories
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Product Sourcing Service: direct from factory to meet your needs
*Apparel & Accessories  “Home Textiles & Fabrics

*Leather Goods & Accessories *Shoes & Accessories  *Medical Wear
*Pet Wear & Accessories  *Jewelry *Housewares & Accessories
*Hardware & Electronics “Uphostery & Accessories

*Other Products Available... *Promote Your Products to China Market Too

Send Us a Sample to Cut Your Cost! Custom Make Available!

Spirit Lace

Enterprise

Your best fabric resource f 1
for Bridal Gowns:}hd"
Haute Co i

InnovatiVe designs
rln-house customization
h.-‘.
1301 S. Main St. #232
Los Angeles, CA 90015
+1-213-689-1999
www.spiritlace.com
instagram.com/spirit_lace

Visit us at the
LA Textile Show

California Market C §
March 4-6, 2020 Z
Booth #500 3 5
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TEXTILE TRENDS

Animal Lovers

Over the last few seasons, patterns inspired by ani-
mal skins have been trending and are continuing to re-
main an important part of current garment designs.

Cinergy Textiles, Inc. Texollini

Lace Looks

Once a signifier of more-traditional fashions, lace and its
embroidered cousin, eyelet, evolved from the rocker 1980s
Lita Ford styles into designs that embrace the romantic side
of fashion.
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Solstiss

R.C. International Fabrics Inc.

Solstiss



TRADE SHOW REPORT

Sourcing at MAGIC’s Global EXhlbltOI’S Report Good Traffic After China Ban

Hosted in a tent across from the Mandalay Bay Conven-
tion Center, Sourcing at MAGIC opened one day earlier
than its sibling Informa-produced trade shows. The show
opened its doors Feb. 4 despite the travel ban that barred ex-
hibitors from China from entering the United States when it
was implemented Jan. 31.

Unbothered by the absence of China-based representatives,
Pua Medina, owner of the Hawaii-based brand Kapuau‘i, found
potential partners in Vrijesh Natural Fibre & Fabrics and Kish
from India to source fabrics for her scarves and kimono tops.

“They had a lot of colors such as the natural, neutral things
you would find in nature. Their dyes were just beautiful,” she
said. “There was a display of this one dress in colors I love
working with.”

Representing Madagasar’s female artisans, a group of first-
time attendees exhibited ecologically sound goods that promot-
ed fair wages and elevating the status of women who are eco-
nomically challenged. With the help of the American Cham-
ber of Commerce in Madagascar, Vola Lee and Vololona
Rasoarimanana of Unik Bags, Zara Rajaonarisoa and Ranaivo
Onintsoa Diamondra of Diamon-

Booth showcasing goods from Madagascar

a South American partner.

“People love our T-shirts because they are so soft and styl-
ish but also expensive,” he said. “We need to find high quality
and super soft, so it’s hard to get the right price point.”

At the booth for The Common Link, founder Wilson

Avalos, who is based in Los Angeles, offered options for
brands of all sizes, whether they sought domestic manufactur-
ing or production abroad.

“People are still interested in made in the U.S.A., but they
can’t afford it. A lot of people are stopping by but they are
smaller and don’t have the infrastructure yet,” he said. “Mak-
ing apparel in the U.S., basically in Los Angeles, it is impor-
tant that it is small. These people try to go to Mexico or Asia,
but the first thing they hear is, ‘No, I can’t make 300 units.” As
a company, we make everything.”

Celebrating the 15th anniversary of his business, Adam Sheri-
dan, owner of Seattle’s The Purple Store, mentioned that he saw
a bit more of a presence from United States vendors. For a store
that sells only purple items, he was particular about the options
vendors offered.

“The lesson we’re learning when sourcing is that we’re
looking for the right people,” he said. “They’1l all have a dif-
ferent material or differing offerings, but we need to find peo-
ple who have the same sensibilities as we do and will be easy
and fun to work with.”—Dorothy Crouch

dra Creation, and Rakotohavana
Nivo-Harinoro of Nivo Jewels and
Precious Stones sought to expand
their reach into the United States.

“Not only are we businesswom-
en, but the reason for me to come
here is that our materials, such
as raffia, are ecological. Many
women work on it in Madagascar,
weaving it with their hands,” Lee
said. “I met a woman making raf-
fia bags on the street. I told her I
would like to help her. I came here
for that reason.”

The founder of YANA—You
Are Not Alone Gifts—Wayne A.
Grover didn’t seem to mind the
absence of vendors from China.
While he was searching for supply-
chain partners to produce soft, qual-
ity T-shirts for his brand, whose
mission is to combat loneliness. He
wanted to shift his U.S. manufactur-
ing to production in Mexico or with

TEXTILE TRENDS

DIRECTORY

Asher Fabric Concepts
(323)-268-1218
www.asherconcepts.com
Bennet Silks

(323) 376-9615
www.johnchristophertextiles.com
Cinergy Textiles, Inc.

(213) 748-4400
www.cinergytextiles.com
Confetti Fabrics

(704) 724-2269
www.confettitextile.com
Fabric Selection Inc.

(213) 747-6297

www. fabricselection.com
Miroglio Textile/ Renovazio LLC
(213) 624-2288
www.renovazio.com/about- 1
NK Textile

(949) 680-4743

www. nktextile.com

Pine Crest Fabrics

(844) 827-4206
www.pinecrestfabrics.com
R.C. International Fabrics Inc.
(213) 744-0777
www.rcfab.net

Robert Kaufman Fabrics
(800) 877-2066
www.robertkaufman.com
Solstiss

(212) 719-9194

www. solstiss.com

Texollini

(310) 537-3400

www. texollini.com

Tiss et Teint

(323) 376-9615
www.johnchristophertextiles.com

THE NEW

ierrebi AC line

FREVENTIVE MAINTENANCE MONITORING

REMOTE ASSIS

{E TECHNOLOGY

ENHAMCED FABRIC FEEDING MANAGEMEMNT

DOPERATIMG

COST SAVINGS, HIGH CUTTING QUALITY AND PRODUCTIVITY

INMOVATIVE ERP AND OPTIONAL MONITORING SYSTEM

I bierrebi

W W talian cutting technologies

One more step
to the future
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A

Made in Italy =] L
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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, Microfiber
Knits, Metallic Tulle and Laces,
Foil, Glitter, Flock, Embossing,
Burnout Prints on Mesh, Tricot
and Velvets, Novelty Elastic
Trims: Metallic, Sheer Ruffles,
Lace, Prints and Rhinestones

Sustainable Options
Available

| :

SIBLE ..
{\3'& E“"?}.

Lycra™ o

%

X &
531 NOV

La Lame, Inc.

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

TEXTILE TRENDS

FABRIC FOR

EVERY SEASON -
VIEW OUR NEWEST
FLANNELS, KNITS,
DENIMS & PRINTS,
AS WELL AS OUR
COMPLETE LINE
OF OVER 5,000
PRINTS, SOLIDS
AND MORE!

VISIT US
AT THE

LA TEXTILE
SHOW.

CONTACT US TO VISIT OUR
L.A. SHOWROOM

129 W. 132ND ST.

LOS ANGELES, CA 90061
T.800.877.2066

0/rober1koufm0nf0brics@oe@robertkaufman
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On the Dot With
Retro Stripes

Big trends in polka dots and stripes see
these fashion staples as modern takes on
1990s-era textiles with bright circles catch-
ing the eye or through colorful lines on
ribbed fabrics.

Fabric Selection Inc. Fabric Selection Inc. Cinergy Textiles, Inc.

w L |
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Robert Kaufman Fabrics Texollini

|
Cinergy Textiles, Inc.

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

NK Textile

Robert Kaufman Fabrics

In activewear, textiles have taken notes from the
animal-print and tie-dye trends yet have also expanded
to include florals in bold colors guaranteed to create
waves at the pool and make gains at the gym.

Actively
Engaged

Pine Crest Fabrics
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Pine Crest Fabrics

NK Textile

NK Textile

NK Textile



TEXTILE TRENDS

Fancying Florals

Whether using subdued hues or vibrant
colors, today’s florals see great detail in
textile design through exquisitely printed
petals or tiny flower details.

Confetti Fabrics Confetti Fabrics Confetti Fabrics

TRIMS, ACCESSORIES AND BRANDING TRENDS
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1,2,3,4,5—Talon International Inc., (818) 444-4108, Taloninternational.com
6,7,8,9—Spirit Lace Enterprise, (213) 689-1999, www.spiritlace.com
10,11,12,13,14,15,16—EJ Creations, (201) 483-8322, Ejcreations.net
17,18,19—3A Products of America, (213) 749- 0103, www.us3a.com

DIRECTORY

AREYOULOOKING FOR AN APPAREL SUPPLIER IN

BANGLADESH
VIEINAM
INDIA

e specialize in apparel production in Bangladesh,

Vietnam and India. For the last 28 years, we
have been working with large retailers in Europe, the
U.S. and Canada. We are currently exporting over $200
million in goods from Bangladesh alone.

Tex Line Associates Pte Ltd.
Bangladesh, Vietnam, India
and Singapore since 1985.

contact@textline.com.sg
www.texline-global.com

AR

Texline Associates Pte Ltd- Bangladesh, Vietnam, India and Singapore since 1982.

Photo by Tara Evans on Upsplash

e CMC

CALIFORNIA MARKET CENTER

BUILDING C

lL.a.text

los angeles int'l textile show

MAR 04 - MAR 06
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Resource Guide

Textiles
Design Knit Inc.

1636 Staunton Ave.

Los Angeles, CA 90021

Phone: (213) 742-1234

Fax: (213) 748-7110

info@designknit.com

www.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
®, cashmere blends, linen blends, rayon,
mélange, triblends, etc. Fashion-forward
athleisure collection. Cut-and-sew sweater
knits. Now introducing STUDIO DK, the fab-
ric source for your growing brand. Lower
minimums and some stock items available.

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 inti-
mate loungewear. Our “Beat Goes On” is the
French assortment of woven/stretch. This
collection is unique in its attraction of yam-
dye fabrics that apply to many apparel lines.
Also, we are proud to claim our post-surgical
fabrics with great compression and recovery
are performing very well with leading medi-
cal 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 at
212-921-9770.

R.C. International

Fabrics Inc.

3001 S. Main St.

Los Angeles, CA 90007

(213) 200-4957

Fax: (213) 744-0940

info@rcfab.net

www.rcfab.net
www.garmentdyefabrics.com

Products and Services: R.C. International
Fabrics, Inc. has heen 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, tencel, chambray, rayon,
embroidery, linen, and much more. We have
solids, yarn dyes, and textures in stretch and
non-stretch. ALL IN STOCK in Los Angeles
with low minimums. We also specialize in
PFD (Prepared For Garment dye) fabrics and
stocking woven fabrics is our niche. Please
visit us at LA Textile, California Market
Center, March 4-6.

Robert Kaufman

Fabrics

129 West 132nd St.

Los Angeles, CA 90061

(800) 877-2066

Fax: (310) 538-9235
info@robertkaufman.com
www.robertkaufman.com

Products and Services: Robert Kaufman Co.,
Inc. is an importer and converter with national
and international representation, stocking a
wide variety of printed, yarn-dyed, and solid
wovens and knits as well as denims. In busi-
ness for over 70 years, Robert Kaufman Fabrics
has been delivering the highest-quality service
to manufacturing clients in the U.S. and around
the world in a variety of markets, including
childrenswear, womenswear, contemporary,

juniors, men’s sportswear, maternity, uniforms,
special occasion, accessories, and home fash-
ions. In addition to an extensive catalog of
on-trend design collections released every
quarter, we offer domestic in-stock programs
with low minimums as well as customized
fabric design, development, and sourcing for
prints, yam-dyes, and solids. All fabrics are
available for sampling. We also drop ship for
customers with off-shore production needs.
Robert Kaufman Fabrics sells wholesale and
to the trade only.

Spirit Lace

Enterprise

1301 S. Main St., #232

Los Angeles, CA 90015

(213) 689-1999

info@spiritlace.com

www.spiritlace.com

1G: instagram.com/spirit_lace

Products and Services: Our fabrics and
textiles are carefully chosen from around the
world, mainly European and Asian regions.
We also help clients to design and develop
fabric patterns for an on-brand experience
with exclusivity offered. To design and develop
your own unique fabrics might take from three
weeks or more. We carry different types of
laces and embroideries such as Chantilly
lace, Alencon lace, all over embroideries with
or without beads, embroidered fabric with
3-dimensional appliques, handmade appli-
ques, tulles, trims, etc. We work with bridal
designers, haute couture fashion houses as
well as high-end ready-to-wear brands. Most
of our articles have sample yardage in stock
available for pick up or delivery. Our collection
is updated according to forecasting trends
every season. Visit us at the L.A. Textile show,
from March 46 at the California Market
Center, booth #500. Come say hi and get
inspired!

Tex Line Associates
Pte Ltd

73 Bukit Timah Road #01-01, Rex House,

SOISLISS

FRENCH LEAVERS LACE

WE ARE EXCITED TO
WELCOME OUR

NEW

WEST COAST SALES
MANAGER

JACQUELINE RUMOHR

213 688 9797

JACQUELINE.RUMOHR@SOLSTISS.COM

WWW.SOLSTISSLACE.COM

B"H

ional
Fabrics Inc.

3001 S. Main St., Los Angeles, CA 90007 « Ph: (213) 200-4957 « Fax: (213) 744-0940
info@rcfab.net « www.rcfab.net

- Importer, Domestic Converter

Fabrics in

Specializing in All Types o

Eco-Friendly, Garrrm;mal)&@brics, PFD/

cel « Yarn Dyes »

Stock

as Drop Shipments
Voile / Lawn « Chambray »

Velveteen

tainable,
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Singapore 229832

www.texline-global.com

Products and Services: Tex Line Pte Ltd
was established in 1982, after which it was
rebranded as TEX LINE ASSOCIATES GROUP in
1989 in Singapore. We are well recognized as
a one-stop sourcing supply chain and service
provider with tested, strong and reliable sourc-
ing capability. Our global presence is firmly
supported by offices in 11 countries backed
by a service team of 500 dedicated members
to provide a sustainable business partnership
with each and every business partner. Our ser-
vice encompasses a solid track record built on
commitment of on time delivery, a strict code
of conduct on social accountability, designing
of collections, fabrics, yam and accessories
development. Our complete supply-chain ser-
vices includes garment testing, costing and
negotiation, global sourcing flexibility, compli-
ance monitoring, quality assurance to export
documentation. We strive to meet the chal-
lenges of making procurement easier, faster,
cost effective and reliable for all our partners.

Trim, Accessories and
Branding

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, acces-
sories, interlining, display equipment, fabric
and product sourcing, website design, print-
ing, and promotional items. Fast services are
our first priority.

California Label

Products

13255 S. Broadway

Los Angeles, CA 90061

(310) 523-5800

Fax: (310) 523-5858

Contact: Tasha

info@californialabel.com

www.clp.global

Products and Services: California Label
Products has been servicing the apparel
industry for 20 years. Our In-House Art
Department can help develop your brand
identity with an updated look or provide you
with a quote on your existing items. We are
known for our woven labels, printed labels,
heat transfers, size tabs, RFID price tickets,
and custom hangtags; we also have a ser-
vice bureau with quick turn-around time and
great pricing. We are dedicated to setting the
highest standard of excellence in our indus-
try. Above all, we value quality, consistency,
and creating solutions that work for you.

Trimknit, Inc.

(818) 768-7878
Fax: (818) 768-1698

Peter@TrimKnit.com

trimknit.com

Products and Services: Trimknit, Inc.
specializes in manufacturing custom-knit
trim and fabric, all made proudly in the
U.S.A. The Sun Valley, Calif.-facility near
Burbank Airport has up-to-date comput-
erized knitting machines and finishing
equipment. Trimknit is a family owned
knitting company, established on the West
Coast by Mr. Krausz in 1982. His long years
of training in Europe and Canada made him
successful in his field and knowledgeable
in the trade from Coast to Coast. The com-
pany provides sampling, technical advice
to his customers that include children,
sports, athletic wear plus high end gar-
ment manufactures. Trimknit offers custom
color and pattern matching to meet your
specifications. Sampling of goods normally
takes 1-2 weeks depending on the yarn
availability or special colors to be dyed up.
Production takes about 2-3 weeks.

Sourcing
Fil and Needle

1515 Maple Ave. Ste 15

Los Angeles, CA, 90015

(213) 926 8979

info@filandneedle.com
www.filandneedle.com

Products and Services: Fil and Needle is a
Los Angeles-based, apparel manufacturing
company and design atelier, specifically
created to service the evolving needs
of the clothing industry. The company
strives to honor job creation within the
US.A. Founded and owned by industry
veteran, Cyrus Nazari, they cater to vari-
ous demands within the clothing industry,
supplying full-scale production to retailers
who produce their own brands; manufac-
turers who require their own unique styles;
individual start-up designers. They have a
diverse and highly skilled team of profes-
sionals, and provide services to small and
large companies alike from consultation
and concept development, to full comple-
tion with a strong focus on quality for all
production quantities.

Technology
hierrehi

International

8725 NW 18th Terrace, Suite 304

Doral, FL 33172

(305) 456-1082

Fax: (786) 454-4962
info@bierrebiusa.com

www.bierrebi.com

www.crystal-cut.it

Products and Services: bierrebi is the
premier partner for the automated cutting
of fabric for the garment and apparel
industries. It designs and manufactures
automatic machines that increase manu-
facturing efficiencies and reduce raw
material waste while improving product
quality and consistency. The company has
been operating globally for more than 50
years. The new AC line represents the lat-
est innovation, for the highest capacity and
productivity in tubular knit fabric cutting.
Industry 4.0 ready, it is geared for remote
assistance and, with its enhanced feeding

system and its user-friendly software, it
provides the most effective feeding of
many different fabric types. Contact us for
a complimentary consultation.

PERFECT FIT 8

sam@perfectfit.net

(415) 821-6300

Products and Services: PERFECT FIT 8 is
the Next Generation ERP Apparel Software
from AG Systems. Fast, reliable, no server
needed, no maintenance. The data is stored
in the cloud. Full desktop user interface. SQL
technology allows multiple integrations (i.e.
Shopify). Advanced dashboard with graphs.
Contact us for a demo now!

Finance

Milberg Factors

David M. Reza, SVP Western Region

(818) 649-8662

dreza@milfac.com
www.milbergfactors.com

Products and Services: Milberg Factors
offers a competitive menu of factoring,
financing, and receivables-management
products for entrepreneurial and middle-
market companies with more personalized
attention than larger institutional firms. A
senior associate of our firm manages every
client relationship. Our 80-year track record
in the factoring industry assures our clients
that they will enjoy a stable relationship sup-
ported by a mature and experienced staff.

Republic Business
Credit

www.republichc.com

Products and Services: Republic Business
Credit is an independently owned com-
mercial finance company headquartered in
New Orleans with regional offices in Chicago,
Houston, Nashville and Minneapolis. Offering
factoring, non-recourse factoring and ABL,
with seasonal over-advances, we focus on
tailoring finance solutions to fit our clients’
needs. At Republic, we are proud of our
can-do, flexible attitude and our emphasis
0N responsiveness.

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.

Fast

Reliable

PERFECT FIT

Flexible ERP Apparel Software

Run your business the way YOU want.
PERFECT FIT is built upon a fast and reliable cloud database.

Serving the apparel industry for 34 years.

Please contact us for an online demonstration.
www.perfectfit.net

415 821-6300

sam@perfectfit.net




TRADE SHOW REPORT

Liberty Works With New Schedule

and Other Changes

The 14th season of the Liberty
Fairs trade show was marked by
change when it ran Feb. 4-6 at the
Sands Expo Convention Center in
Las Vegas.

For the first time in five years, that
contemporary dual-gender trade show
ran solo as its sibling show, Agenda,
was on hiatus. The February Liberty
show also worked on a different sched-
ule. It started a day before the MAGIC
trade show, which ran Feb. 5-7.

Many Liberty vendors said that the
show enjoyed a major surge of buyer traffic
on Feb. 6, the last day of the show. Alfred
Davis, a co-founder of the T&A Showroom,
said that the traffic pattern was a surprise.
“My history of trade shows said that it’s
horrible on the last day. But this day was
packed,” he said.

His sprawling 2,500-square-foot section of
Liberty exhibited brands such as a resurgent
Ed Hardy, which experienced a plummet in
popularity shortly after the Great Recession.
T&A exhibited a preview of the once wildly
popular brand at Liberty in August 2019. For
the most recent show, it exhibited a wider se-
lection of the tattoo-inspired Ed Hardy along
with a stable of other brands including Le
Cruz, Oren Kash and Oublier Collective.

Brands exhibiting at the show ranged
from suiting from the Pal Zillieri label and
John Varvatos Signature Tailored, mo-
torcycle jackets from Schott NYC, denim
from Levi’s, Naked & Famous, Neuw
Denim and Railcar Fine Goods, as well as
streetwear from Billionaire Boys Club and
Defend Brooklyn.

Vendors also produced big activations
such as a coffee lounge put together by Calik
Denim, a custom-T-shirt station produced by
Jack & Jones and Re/Up screen-printing its
sustainable T-shirts. There also was a vintage
cash-and-carry section.

Retailers browsing the trade show looked
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Liberty partner Sharifa Murdock (second from left) at the
show

to parse trends. “There was a lot of discussion
about vintage clothing,” said Mark Werts,
founder of American Rag, an influential Los
Angeles retailer.

Jisook Lee of the Los Angeles—based bou-
tique Black Market said that designers have
been working with a wider palette of colors.
“There are a lot of bright colors and neons,”
she said.

Ray Goodman, founder of the Trash and
Vaudeville boutique in New York City,
shopped the show. The boutique was influ-
ential in shaping punk-rock style and enjoyed
the patronage of the stars of the first wave of
New York punk rockers in the late 1970s.
Goodman said that he had placed orders for
Schott leather jackets, Kennington Ltd. col-
lared shirts and Kangol hats, while mention-
ing that bondage-style pants were trending.

Attendance of buyers and vendors was
about even with the February 2019 show,
said Ronny Oppong, a Liberty sales manager.
About 325 brands participated in the Febru-
ary 2020 show and a bit under 3,000 attend-
ees walked the show.

He forecasted that Liberty’s August 2020
show will bring more change, but he didn’t de-
tail what changes would come. “We’re going to
be bringing a new experience to the Las Vegas
show,” he said. “There will be a bigger emphasis
on lifestyle as well as a platform for brands to
express their stories,” he said—Andrew Asch

IFJAG Allows Buyers to Focus on Business
Through Showroom-Style Setting

Hosted at the Embassy Suites Las Vegas
Feb. 2-5, the International Fashion Jewelry
& Accessory Group’s most-recent show at-
tracted buyers who were interested in serious
business without the hassle of competing for
the attention of buyers. Organized with the
hotel’s suites as showrooms, IFJAG saw buy-
ers such as Ann Barrios of the e-commerce
business Camille Oliver LL.C. The new
brand is focused on providing female work-
ing professionals ages 25 to 40 with simple,
chic jewelry that she could sell at a $65-$80
retail price point.

“This show I love. I love how it’s the nice
showroom vibe,” she said. “With a huge trade
show at the booths, you don’t always get the
attention that you need.”

En route from a trade event in Tuscon,
Ariz., Barrios was a first-time attendee at IF-
JAG. She preferred to search for mostly gold
jewelry that featured elements such as small
butterflies and celestial details including
stars and zodiac references. She also thought
trends in enamel would be a good fit for her
customers.

“Nothing too cutesy or girly,” she said.
“I am looking for more of the chic, simpler
looks—updated classics.”

Within the suite for B&R Accessories,
Inc., Amrita Ahluwalia was assisting her par-
ents showcasing the goods of the family-run
business. As the owner of Ten79LA, her own
12-year-old brand of accessories and jewelry

B&R Accessories, Inc.

that is handcrafted in India, Ahluwalia was
happy with the quality of buyer she met dur-
ing the show.

“The regulars are coming by,” she said.
“Everyone knows they have to do volume,
which is nice. They come in ready to do busi-
ness. This show is for volume buyers.”

In addition to B&R’s brooches and fashion
jewelry, Ahluwalia showcased new products
in tunics and vests that attracted buyers to the
suite. Explaining that she was impressed to
see buyers from every region of the United
States, Ahluwalia enjoyed the simplicity of
participating in the IFJAG show.

“This show is easy. The setup is simple,”
she said. “It’s no drama.”—D.C.

WWIN Attracts an Array of Buyers From

Bricks-and-Mortar to Social-Commerce Sites

Hosted at the Rio Convention Center for
its final show in the space, Womenswear In
Nevada saw business from buyers who value
personalized attention during its Feb. 3—6 run.
Before moving to the Caesars Forum for its
Aug. 17-20 edition, WWIN saw buyers inter-
ested in a range of women’s fashions including
modern updated, misses and contemporary for
consumers of every size, which was a big sell-
ing point for Ashley Ryckman, buyer for the
Facebook-based Ashley’s Chic Boutique.

“We sell mostly plus size for my Face-
book-based shop—plus sizes and higher-end,
quality pieces to bring into Spring,” she said.
“If you are looking for a target demographic
that is between the ages of 35 and 40 and up,
this is where you need to be. The fabrics and
the styles are a little more mature.”

During her visit, Ryckman was searching
for Immediates and pre-orders for Spring.
While she focuses on sizes 1X, 2X and 3X,
she also purchases lower sizes starting at
small. Visiting from Pennsylvania, Ryckman
felt her sweet spot for wholesale pricing fell
between $13 and $20, and she was excited to
see on-trend patterns.

“Everything cheetah and timeless pieces,
as well. I am loving all the Pantone colors for
Spring. They are all classy,” she said. “What
we typically do is a little more basic and then
edge it up with a kimono or a vest and ac-
cessories. I am looking for color but not su-
per crazy in your face. Cheetah is the new
black—everything animal print.”

Shopping for her clientele, whom she de-
scribes as “church ladies,” Refine Me! owner
Denise Wilson was in town from Everett,
Wash. As the owner of the 10-year-old busi-

ness, Wilson visits the show twice a year for
wholesale price points averaging $150 and
enjoys meeting her trusted vendors to enjoy
face time and examine pieces in person.

“The vendors here are very accommodat-
ing. I could do lady clothes elsewhere, but
this show is relaxed, it’s fun,” she said. “I
love the meet-and-greet, which I did in Au-
gust. It was so nice to meet some of the other
people to find out what they do and how they
would fit into my store.”

At the Fashion Express booth, Jenny Yu,
owner of the 6-year-old Dallas-based line, and
her sales representative Jane Lubarsky were
selling a style founded on Southwestern de-
sign. While the pieces relay a sense of the style
particular to the region, buyers found that the
garments were versatile enough to suit their
clientele throughout the United States.

“We have our own designer to create the
styles. No one has this style,” Yu said. “We
always make it different through our prints
and colors. Dusters are popular as are pon-
chos and jackets.”—Dorothy Crouch

ECONOMY

LAEDC Continued from page 2

boost from companies looking for new fac-
tories. Daniel Antonio, founder of the Los
Angeles—headquartered Dirtymilk label, had
taken his manufacturing to Los Angeles after
a few years of making it in China.

“We’re not going back to China. We were
victims of the trade war,” he said of Dirty-
milk. “Then, next thing you know, you have
this outbreak. It’s affecting a lot of people.”

However, manufacturing in Los Angeles
may not be for brands who need to keep their
prices low. Antonio estimates that manufac-
turing footwear such as sandals in Los An-
geles costs him 60 percent more than it does
in China. However, he gains advantages by
manufacturing domestically, being able to
control production and not having to wait for
shipping times to receive product.

“If they weren’t already here, they’re not
coming here. They’re looking for other places

overseas,” Antonio said. “Vietnam is a major
factor right now. A lot of people are talking
about Pakistan and Turkey.”

Jeff Van Sinderen, an equities analyst with
B. Riley FBR, forecasted that the coronavirus
outbreak will spike and then disappear like
previous outbreaks of disease in China. “Usu-
ally, they tend to peak in February and ramp
down in March. Then, we should be heading
back to normal,” he said.

First-quarter earnings will be hurt by the
outbreak, but there could be a rally after the
outbreak is curbed. There could be pent-up
demand for goods. “It’s still cold in much of
the U.S.,” Van Sinderen said.

“We live in a buy-now, wear-now world,
and spring merchandise sales are not likely
to peak until the weather broadly warms up,”
he said. “It would have been worse if this
happened later in the year. Warmer weather
would come and spring/summer goods would
not be optimally stocked in stores.”
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JORDAN TREY

FASHION

During New York Fashion Week, Los
Angeles—based designer Kenneth Nicholson
revealed a mixture of elements inspired by
popular culture, politics and digital public
spaces, in addition to current and historical
events in his Autumn/Winter 2020-21 col-
lection named “From Grandma’s Couch.”

At the Feb. 5 show, Nicholson used fab-
rics that evoked a sense of comfort while
incorporating draping methods that transi-
tioned his feeling into adulthood, all while
remaining true to the collection’s name.
Hound’s-tooth pieces created using a latch-
hook approach showed the designer’s abil-
ity to convey a true sense of the show’s
theme.

Additional features for the men’s and
women’s garments connected the audi-

Keeping Fashion i in the Famﬂy at Kenneth Nicholson’s NYFW Presentation
1

ence with inspirations from vintage home-
decorating elements including textures
that resembled carpeting, as well as from
tchotchkes and details that could be found on
a drapery valence. Nicholson remained true
to the apparel by incorporating often over-
looked elements such as allowing tailor’s
tacks to remain in garments that were shown
on the runway.

Connecting with his childhood, Nichol-
son’s group of models included Harper Wat-
ters, who is a soloist for the Houston Bal-
let and has become a notable figure on the
fashion scene. While the designer is proud
of his Southwestern heritage, he consistently
finds inspiration in the natural beauty of Los
Angeles in addition to the city’s media-and-
entertainment culture.—Dorothy Crouch

TRADE SHOW REPORT
Outdoor + Snow Show’s Inaugural Event Blends Two Segments

During its Jan. 29-31 run at the Colorado Convention As a snow-and-outdoor industry vet-
Center in Denver, Outdoor Retailer’s Outdoor + Snow eran, Mammoth Mountain Ski Area,
Show saw attendees from the outdoor and snow-sports indus-  LLC Director of Retail Administration
tries who were searching for the latest products in apparel for ~ Nicole Corsaro was pleased with the ar-
these closely related segments. This was the first edition of the ~ ray of goods that the single show pre-
Emerald Expositions—produced show to be produced follow-  sented.
ing the announcement of a merger between Outdoor Retailer “It was great. It is impressive to see
with its Winter Market and Snow Show events. Show pro- how many vendors attend and are there
ducers reported more than 25,500 total attendees. and how much product assortment there

For SEED Peoples Market President and Chief Executive  is and the visibility of what you get to
Officer Shaheen Sadeghi, whose business won the Outdoor  see—new, fresh and different is always The show also provided an op-
Retailer Innovation Award in the retail category, the new  nice,” she said. “It’s good because it’s portunity to gauge the trends that
show model made sense, as sellers in the industry search for  not all snow specific, it’s much more diverse. You get to see ~ were being set by luxury brands in the category. “It’s always
methods to remain relevant. everything from Pendleton to the 686 snowboard brand.” interesting to see what the higher brands are doing, as they are

“I’m looking for simplification. I am looking for curation,” For buyers such as Corsaro, performance is priority, yet she  usually the most fashion forward,” she said. “When you take
he said. “At every show, people are a lot more focused. Most ~ was intrigued by how her segment of the industry compares to  the Bogner and Toni Sailers, it was great to see that alongside
retailers are shrinking their footprint by becoming more cu-  other outdoor categories. As one of the top snow-sports desti- ~ what is trending in that mid-range, SoCal surf-brand world.”
rated and selective.” nations in the United States, Mammoth must remain ahead of —D.C.

trends in the category.

“Each year, the Southern Cali-
fornia surf brands all follow the
same color palette; snow tends to
trend a little bit behind in the fash-
ion world,” she explained. “It’s in-
teresting to see who is innovative,
what’s new, what they come out
with, and what can we introduce
that is fun and different.”

OUTDOOR RETAILER

Continental
IS Now Part
of Republic

Together our growth finance solutions support your
brand’s success.

* Non-Recourse Factoring ¢ Factoring Line of Credit
* Asset Based Lending » Seasonal Overadvances

CONTINENTAL

BUSINESS CREDIT

866.722.4987 + REPUBLICBC.COM « CONTACT@REPUBLICBC.COM
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PROFESSIONAL SERVICES & RESOURCE SECTION

ACCOUNTING SERVICES
HOVIK M. KHALOIAN

ACCOUNTING » AUDITING C I ‘ k

TAXATION SERVICES FOR THE APPAREL INDUSTRY

TEL: 818.244.7200
HOVIK@HMEKCPA.NET

FULL PACKAGE SERVICE

SWIRWELR FLEIDNED

M FULLT é |
= LUTE T

AETIVEWEAR T\,’ﬂ
|

LA Swim/Active Sample Room NOW OPEN!

Foll gampls davkiapment & grodecnes aarsice o Chos ard USA

CONTACT US HOWY

SOVERENEM Say iR, | S5Privatwlabeel com | G281 1IT-1044

ErvdpBida et tassl cam & At yBs sar atedist oo

MODEL SERVICES

MDDE@gew

*Real Models for Real Clothes for Real People &7

PRO FIT MODELS

ALL SIZES AVAILABLE

TEAMRAGE@RAGEMODELS.COM
818.225.0526

FIT | 5 PRINT MERCLAL | RUNWAY
EMODELS.COM

SEWING MACHINE / SUPPLIES
il -
ACE SEWING |y |7y}

MACHINE INC==" ~.

= Al Kinads of sewing machines

214 E. 8th 5t
Los Angeles CA 90014 = Sewing notions & thread
Fashion Design Supplies

Te' {21 3] 622-8345 : Diress Formes, rulers, bools

Fax (213) 622-0142 = Pattern & Marking paper

Acesewing_cﬁm = Salety pins, hook & eves
= Elastic, velero, hanger lape
= Cutling room supplies

An affordable advertising platform
to secure new clients in the apparel

industry. Call to confirm that you
qualify for these special categories
and rates.

* Place your services in front of new clients in the
apparel industry.

* Your advertising is published in our weekly print
newspaper and online at www.apparelnews.net,
reaching a nationwide audience.

* Distribution includes fashion buildings and
trade-show booth drops too.

* Qualifying business categories have just been
added!

* Call now to see if you qualify and to get rates.

Call now for Professional Services &
Resource Section rates at:

Terry Martinez
(213) 627-3737 x213

CLASSIFIEDS

www.classifieds.apparelnews.net

P 213-627-3737 Ext. 280

www.apparelnews.net

Johs Available Jobhs Available Buy, Sell & Trade

PRODUCTION PATTERNMAKER
Well-established San Fernando Valley name-brand ap-
parel manufacturer is seeking a Production Pattern-
maker. Position requires at least seven years pattemn
experience along with proven leadership and manager-
ial skills. Computer knowledge is a must, and experi-
ence with Tukatech system is a plus. If you are detail-
minded and team-oriented with excellent communication
skills, we would like to hear from you. We offer a com-
petiive salary, comprehensive benefit package, and
growth opportunity.

Email your resume to apparelfashions@gmail.com

SPEC WRITER

Seeking team player to be responsible for writing speci-
fication sheets, and creating line sheets in our Produc-
tion Design Department. Candidates must have min. 1
yr exp. and be proficient in PC applications. Must be
detail-oriented, and possess the ability to work well un-
der pressure. Garment construction knowledge a must.
Email resumes to: HR@swatfame.com

WE'RE HIRING!
Open Positions:
CUSTOMER SERVICE ASSOCIATE
ASSISTANT ACCOUNT MANAGER
Come join our dynamic Team!
@molly_bracken_officiel, wwmw.mollybracken.com
Email: justine@mollybracken.com

ROUTER/ALLOCATER

City of Industry clothing company seeks a highly quali-
fied ROUTER/ALLOCATER. Candidates must have 3+
years of experience, knowledge of EDI, BlueCherry,
warehouse operations, inventory management, picking,
packing, labeling and must be able to meet and/or beat
deadiines.

Please email resume to: HR@1Igroup.com.

WE BUY ALL FABRICS & GARMENTS
Excess rolls, lots, sample yardage, small to large qty’s.
ALL FABRICS! fabricmerchants.com
Steve 818-219-3002 or Fabric Merchants 323-267-0010
Email: steve@fabricmerchants.com

*WE BUY ALL FABRICS AND GARMENTS
WE BUY ALL FABRICS AND GARMENTS. No lot
too small or large. Including sample room
inventories. Silks, Woolens, Denim, Knits, Prints,
Solids Apparel and home fumishing fabrics.

We also buy ladies', men's & children's
garments. Contact: Michael
STONE HARBOR (323) 277-2777

Real Estate

IN HOUSE APPAREL SALES/DESIGNER
Experienced fashion industry rep needed for manufac-
turer to seek out new business and oversee current
clients. Will be responsible for wholesale sales & de-
signing for Juniors\Women's RTW/Kids. Must have exp.
in knits and wovens — tops, bottoms, and dresses.
Please email resume and current clientele list with
references to: info@trinhnology.com

ROUTER/ALLOCATER

City of Industry clothing company seeks a highly quali-
fied ROUTER/ALLOCATER. Candidates must have 3+
years of experience, knowledge of EDI, BlueCherry,
warehouse operations, inventory management, picking,
packing, labeling and must be able to meet and/or beat
deadiines.

Please email resume to: HR@1Igroup.com.

1ST THROUGH PRODUCTION PATTERNMAKER
We have an immediate opening for a 1st through Pro-
duction Pattemmaker with a minimum of 8 years’ expe-
rience. Must have experience in Sleepwear and Day-
wear in both woven and knit fabrics. Must be a fast
pace pattern maker with experience in Accu Mark -
Gerber PDS version 85 or higher. Must be detail-ori-
ented, able to work independently, and have good com-
munication & organizational skills.

Submit resumes and inquires to: eluna@mgtind.com.

PATTERN DEPARTMENT ASSISTANT - WOMEN'S
SLEEPWEAR

Women's sleepwear fiim has immediate entry level

opening for an assistant to our Pattern Department. Ap-

plicant must be proficient in Photoshop, Excel and Pow-

erpoint. Knowledge of lllustrator and garment construc-

tion is a plus. Must be detail oriented and able to work

in a fast pace environment, possess outstanding com-

munication and organizational skills.

Submit resumes and inquires to eluna@mgtind.com

To place a Classified Ad Call Jeffery
213-627-3737 Ext. 280 or
jeffery@apparelnews.net

SALES PERSON
EXPERIENCED SALES PERSON FOR MISSY AND
PLUS SIZE, MUST BE KNOWLEDGEABLE WITH
JCP, KOHLS, MAURICES, PRIVATE LABELS,
COSTCO, SAMS CLUB AND ETC STORES.
EMAIL TO: SUSAN.BUDDE28@GMAIL.COM

FOR LEASE

CREATIVE OFFICE SPACE
LA FASHION DISTRICT
213-627-3754

SPACE FOR LEASE
*In newly renovated Anjac Fashion Buildings in
the heart of Downtown Fashion District In-
dustrial, retail and office space also available
throughout the San Fernando Valley. Retall
and office space also available just south of
Downtown. 213-626-5321 or email info@anjac.net

FOR LEASE
* Warehouse plus office,
* High Dock loading,
* Good North Vernon location
* 17,600sq 87 cents per foot available immediately
Please call mike at 213-308-4733

To place a Classified Ad Call Jeffery
213-627-3737 Ext. 280 or
jeffery@apparelnews.net
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DESIGN KNI e

INNOVATIVE
DESIGN &
HIGH QUALITY
KNIT FABRICS MADE
WITH
SUSTAINABILITY
IN MIND

THE FABRIC SOURCE
FOR YOUR
GROWING BRAND

SUPIMA

wOSLD'S FisEst coTTons Noensee

SILK BLENDS TENCEL™ Lyocell TENCEL™ Modal TENCEL™ x REFIBRA ™ SUPIMA COTTON ORGANIC COTTON
LINEN BLENDS MELANGE RAYOMN SWEATER KNITS WOOL BLENDS TRI-BLENDS ECOLIFE® RECYCLED COTTON BLENDS

WWW.DESIGNKNIT.COM PHONE: 213-742-1234






