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TEXTILE TECHNOLOGY

Lenzing Announces Tencel
Carbon Zero During
Climate Week NYC

By Dorothy Crouch Managing Editor

Expanding on its commitment to cultivating a responsible
supply chain within the apparel industry, Lenzing announced
during Climate Week NYC that in September it launched
carbon-zero Tencel fibers. Climate Week NYC, which was
held Sept. 21-27, was the perfect opportunity for the Austria-
headquartered company to announce the latest advancement
in its long line of renewable, wood-based fibers, which will
see the calculation and offset of emissions from the process-
ing of this product, according to the guidelines of The Car-
bonNeutral Protocol.

Following the announcement, Florian Heubrandner, vice
president of global business management of textiles for Lenz-
ing, shared how the year-and-a-half-long path to carbon-zero
Tencel began.

= Lenzing page 13

TRADE EVENTS

Curve Connect Launches
to Afford a Virtual Home to
the Intimates Community

By Dorothy Crouch Managing Editor

Establishing a virtual space for the lingerie and intimate-
apparel category, events producer Comexposium Group
USA launched its Curve Connect event through a partner-
ship with event-software provider Grip for an online trade
exposition that was held Sept. 13-25. While the Curve brand
has enjoyed onsite shows in the United States, with events in
New York, Las Vegas and an inaugural Los Angeles edition
launched in February, its organizers began planning digital al-
ternatives early on in the first months of stateside COVID-19.
With 21 webinars produced since April, Curve has enjoyed
a lot of preparation to introduce Curve Connect as its new
virtual offering, allowing the intimates-event brand to expand
its reach to other regions including Japan, Brazil, Kenya and
Australia.
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“The platform we used is more suited for
matchmaking and networking. We were al-
lowing the brand reps to contact the buyers on
the platform,” Curve Chief Executive Officer
Raphael Camp said. “They have access to the
buyers directory and can reach out to them
and request meetings or chat with them. That
is what was different. It’s what I bet on, and it
was successful.”

As a software solution that focuses on
matchmaking powered through artificial in-
telligence, the London-based Grip focuses
on building relationships—a facet of industry
events that different groups within the apparel
business have been trying to reclaim through
their virtual events.

“This platform allowed us to broadcast a
lot of content. We produced almost 20 hours
of original content ourselves, from round-
tables to panels and webinars,” Camp said.
“We offered workshops for retailers as well,
to survive and do business during these diffi-
cult times. Different types of content curated
for retail, for marketing, Instagram, and of
course we had content about lingerie—fa-
mous influencers and trendsetters on the next-
year and three-years-from-now trends.”

Some of these segments included “Sourc-
ing and Sustainability: Redefining Values,”
“Return to Sexy!” and “Lingerie Shopping in
the Era of Black Lives Matter: How to Update
Your Brand or Boutique for the Time.” During
this time of social distancing and safe-shopping
guidelines, the event also afforded opportuni-
ties for attendees to learn how to fit bras dur-
ing this new atmosphere of selling lingerie by
featuring “Are You Ready to Reinvent Your
Bra-Fitting Business for 2020?,” “The Virtual
Fit School: ‘How to Survive and Thrive in This
New Time” and “A Lingerie Fitters Guide to
Addressing Breast Surgeries.”

TRADE EVENTS

llonia’s Matilda style

Another big moment off the virtual-trade-
show floor was the presentation of the NPD &
Curve Excellence Awards, which highlighted
the outstanding work of the industry’s vet-
eran retailers, beloved brand representatives
and innovative labels with the intimates-event
brand and market-research company collabo-
rating to celebrate changemakers within the
category.

“We organized the first-ever Curve Excel-
lence Awards in partnership with The NPD
Group, which awarded the best brands, and
on the Curve side we awarded the retail-
ers who did some charity projects and gave
back to the community and essential workers
in the area,” Camp said. “One of the top re-
tailers, Danny Koch of Town Shop in New
York City, received the lifetime achievement
award. He got his retail store from his parents,
who got it from their parents, so it’s a family
history of lingerie.”

A retailer who has attended Curve’s shows
over the course of her business’s 14-year his-
tory, Yvonne Khakzadi-Alicea, founder of
Granite Bay, Calif.’s Yves Lingerie, thought
the show afforded opportunities to bring to-
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View of CurveConnect platform

gether the intimates community. She empha-
sized that exhibitors must make the virtual-
show process easy by making certain their
line sheets, pictures, pricing and other per-
tinent information are available through the
platform. Khakzadi-Alicea, who specializes
in larger cup sizes, was approaching trends
cautiously as she placed orders, needing to fill
in and search for Fall and Holiday.

“I got together with Chantelle and Au-
bade. She sent me some samples. Dita Von
Teese is sending samples so I can look at
the line,” she said. “I am not taking a lot of
risk right now. I don’t think anybody is. I
went through 2008, the last time the market
fell. We have to be cautious. Loungewear,
sleepwear, but something that is special and
is okay in the mid-price point. You want to
offer a good product, but I don’t see someone
spending $500 on a top.”

Khakzadi-Alicea advised her peers to re-
main authentic to their clientele with pieces
that reflect their core customer base. While
she doesn’t feel that taking risks is wise at the
moment, investing in a single special piece to
see if it resonates with customers is a better
choice to freshen up inventory, yet she felt
there is a special part of selling intimates that
cannot be ignored.

On the exhibitor side, Eveden Senior Vice
President of North America Laurel Nash
saw trends in skin tones, pinks—particular-
ly a bright version of the hue—warm blues
and rose. She saw customers ordering their
bestsellers in new colors, allowing them to
remain with tried-and-trusted products while
refreshing their offerings safely.

“In general, our customers are buying
our bestsellers in new colors. The fit process
is very different than it has been before, so
customers trust the styles that they generally
know fit, and they are very interested in new
colors,” Nash said. “Ilonia is our strongest-
selling brand, and we have a bra called Matil-
da that has beautiful dot detailing on the top
cup. For this season we introduced hearts in-
stead of dots, so there were some nice, whim-
sical details there.”

Noting the seamless manner in which
Curve expanded on its educational webinar
offerings by providing panels throughout the
Curve Connect show, Nash recognized the
importance of members of the industry com-
ing together to learn from their peers. She felt
that the show was true to its name by con-
necting people within the industry during this
challenging time.

“Just what the name says, Curve Con-
nect,” Nash said. “It has helped connect the
lingerie community. Even if we’re not con-
necting physically on the platform, it’s helped
people realize that life is going to go on and
we can look forward together and we’re in
this together.”

With one edition of Curve Connect on the
books, Camp revealed that the virtual plat-
form would be open until late November.
While he foresees potential for the virtual
component to grow, remaining part of the
brand, he is also planning for next trade-
show season beginning with a Los Angeles
edition of the onsite version of Curve, with a
tentative event schedule planned for the first
weekend in March 2021. @

Inside the Industry

Nordstrom announced that it would
stop selling items made with animal fur
and exotic-animal skins by the end of
2021 throughout all of its nameplates
including its full-line Nordstrom stores,
e-commerce stores, off-price Nordstrom
Rack and Last Chance stores, said Teri
Bariquit, Nordstrom’s chief merchan-
dise officer.

Hohenstein, a Germany-based
research-services provider and found-
ing member of the textile-certification
organization OEKO-TEX, recently
announced the introduction of its new
Digital Fitting Lab. It will join Hohen-
stein’s patternmaking experience and
fit development with 3-D digital-design
technologies. An organization statement
said that its digital fitting lab could make
apparel production more efficient—cut
material waste, shorten development
times and develop more accurate fits.

GOAT Group, the Los Angeles—
headquartered online reseller, announced
that it closed a Series E founding round
of $100 million from D1 Capital Part-
ners. “As GOAT continues to grow its
core business and expand into new cat-
egories, it is rapidly emerging as one
of the best-positioned next-generation,
global e-commerce platforms,” said
Dan Sundheim, founder of D1 Capital
Partners. The funding will accelerate the
company’s growth across product cat-
egories, said Eddy Lu, the reseller’s co-
founder and chief executive officer. “We
will utilize this new round of funding to
capture the significant market opportuni-
ties in sneakers, apparel and additional
categories through technological innova-
tion and by building even greater scale
across our verticals,” Lu said.

Amazon announced a new program
for its upcoming Prime Day, which is
scheduled for Oct. 13—14. The Climate
Pledge Friendly program will make it
easier to identify sustainable products
in grocery, household, fashion, beauty
and electronic products, said Jeff Bezos,
Amazon’s founder and chief executive
officer. “With 18 external certification
programs and our own Compact by De-
sign certification, we’re incentivizing
selling partners to create sustainable
products that help protect the planet for
future generations,” Bezos said.

Macy’s Inc. announced that it will
be partnering with the Nashville, Tenn.—
based nonprofit Clothes4Souls in the
eighth annual “Buy a Coat and We’ll
Donate One” campaign. From Oct. 7 to
Oct. 11, the department-store giant will
ask its customers to buy a coat online
at macys.com. For every coat purchased
online, Macy’s will donate a new coat to
Clothes4Souls. Since 2013, the Macy’s
Clothes4Souls campaigns have distrib-
uted 270,000 new coats, according to a
Macy’s statement.

Gap Inc. recently announced plans
for holiday hiring. The new hiring ef-
forts will support a digitally led busi-
ness, according to a statement from the
San Francisco—headquartered retail gi-
ant. Gap Inc. is looking to fill jobs that
will include packing, assembling mer-
chandise and working with customers
through customer contact centers. Ad-
ditional staffing also will be sought out
for contactless services such as curbside
pickup. Gap Inc. will be hiring for its
in-person shops for its Old Navy, Gap,
Banana Republic, Athleta, Intermix and
Janie and Jack divisions as well.
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Clockwise from top left, Josh Kapelman, Edwina Kulego, Tim Moore and Syama Meagher

Liberty Fairs Panel Talks on the New
Normal of Omni-channel

During the past six months of the CO-
VID-19 pandemic, many businesses have
greatly accelerated rollouts of digital ser-
vices. A panel discussion produced by trade
show Liberty Fairs on Sept. 25 gave advice
on what fashion retailers need to do to pro-
duce successful omni-channel businesses.

Edwina Kulego, Liberty Fairs’ vice presi-
dent, moderated the Zoom panel discussion,
“How to Build a Successful Omni-channel
Fashion Brand.” Panelists included Josh
Kapelman, managing director of Hilldun
Corporation, a factoring-and-financial-
services company with offices in New York,
Los Angeles and London. Also speaking
were Tim Moore, Hilldun’s executive vice
president of business development, and
Syama Meagher, chief executive officer of
Scaling Retail, a Los Angeles-headquartered
retail consultancy.

Meagher said that there’s no going back
to the way of doing business pre-pandemic.

“The strategies that you bring in today are
not going to go away,” she said. “So, what-
ever it is that you invested in as a brand in
the last six months is going to be required
of you going forward as you continue to do
business. You can’t walk away from personal
shopping if that’s what you have been offer-
ing for the past six months.”

The panelists also advised not to throw
away the old business playbook when devel-
oping new business strategies. There’s still a
lot of opportunity for pre-digital strategies,
such as developing bricks-and-mortar stores
and even finding customers through direct
mail, Meagher said.

“When you look at marketing, it is a suite

of services. From a marketing standpoint,
digital to me is just one component,” she
said. “I’m a huge fan of direct mail, so when
you are thinking of advertising and market-
ing, please don’t just think of a digitally satu-
rated world—remember that most people are
working from home.”

Kapelman also advised companies to
develop as many means to work with their
customers as they can. “If COVID teaches us
anything, it teaches us that you need to have
a diversified business model. If you sell all
of your eggs from one basket, and that bas-
ket breaks, you are out of business,” Kapel-
man said. “As we look [at] what will come
through COVID, it’s all about finding new
ways to connect with your customer.”

It’s advice that Liberty Fairs is taking, Ku-
lego said. “We are working on a digital and
physical strategy for next year. We had con-
versations with buyers and our brands. They
all want to go back to the show. We miss in-
teraction,” she said. “Having drinks together.
Talking about things that are happening in
the industry. That is our new task, and we are
really excited about it.”

Digitalization has also been increasingly
important to companies’ back-office opera-
tions and logistics. Kulego asked Moore for
perspectives on outsourcing these crucial
tasks. He said that companies need to devel-
op a way for outsourced operations to work
in concert with the rest of a company.

“The biggest thing is control. You lose
control every time you outsource some-
thing,” Moore said. “Nobody does it the way
you need them to do it or with the timeliness
that you need them to do it.”—Andrew Asch

Informa Markets Fashion Unveils FIT Showcase

The COVID-19 shutdown inspired cel-
ebrated fashion designers to go online and
produce digital runway shows. Now, student
designers are following.

Informa Markets Fashion, the producer
of the trade shows MAGIC, Project, Co-
terie and other major industry events, an-
nounced Sept. 30 that it would give a digital
stage to student designers in the FIT Future
of Fashion 2020 Showcase. The showcase is
available through dedicated hubs at Coterie’s
and the Children’s Club’s digital market-
places.

These showcases are exhibiting the col-
lections of 75 student designers from the
Fashion Institute of Technology, based in

New York City. The showcases run across
five categories: sportswear, special occasion,
knitwear, intimate apparel and childrenswear.
The exhibits have been curated by Colleen
Sherin, president of Coterie; Danelle Brown,
Children’s Club event director; and Tommy
Fazio, the fashion director of NuOrder, In-
forma’s technology partner.

“Our retail community is especially eager
this season for innovation in design and new-
ness, and our partnership with FIT is the
perfect way to take our goal of powering-
up brand and product discovery to the next
level by giving retailers a peek into the true
future of fashion—the next generation of de-
signers,” Walsh said.—A.A.
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n Saturday, Septem-
ber 5, 2020, Howard
M. Leeds, loving hus-
band, wonderful father
of two sons and an extraordinary
grandfather passed away at age of
84. Howard was born on October
14, 1935 in The Bronx, New York.

Born to Jack and Bertha
Lefkowitz, Howard was the young-
est to brother, Stanley Lefkowitz,
and, sister;, Helene Sussman. In
1957, Howard graduated from
NYU and served his Country as
Sergeant in the Army and later got
a job as a Sales Executive at Grace
Taylor Dress Company.

Howard M. Lefkowitz changed
his name to Howard M. Leeds in
1959. Despite his love for New
York, he ventured west to Southern
California in 1964 where he started
Howard Leeds & Associates to rep-
resent dress and sportswear manu-
factures for 13 western states.

Known as the ‘schmatta guy,’
Howard was an apparel industry
executive with over 50 years of in-
dustry experience. As the President
of Global Sourcing Group, his scope
of work included international sales,
representation and private label
product development. Throughout
his career Howard worked with and
represented both domestic and in-
ternational companies. He was the
President and CEO of Singapore
American Trading Corp., where
he began his career as a specialist
in the women’s blouse and dress
sectors. This was followed by more
than eight years working as a sales
agent of Pakistani and Chinese fac-
tories. He then went on to become
the CEO of 1G Apparel, with facto-
ries in Mexico and the Far East. He
ended his career as the President of
Global Sourcing Group, LLC., and
retired in 2014 after his last business
trip to Hong Kong.

Teaching was one way of giving
back to his community. Howard
was a member of the UCLA facul-
ty where he taught “How to Start a

In Memoriam

Howard M. Leeds, 1935-2020

Garment Business” at the University
Extension Program for the Graduate
School of Marketing for six years.

For Howard philanthropy start-
ed at a young age, he began rais-
ing money for the Red Cross in
grade school. He went on to sit
on many boards, supporting them,
and raising money throughout
the years. As former President of
the Fashion Industries Guild of
Cedars-Sinai, (1983-1985) he raised
money to build the Duke Becker
Building at Cedars-Sinai Medical
Center and was a member of the
Executive Board from 1967-2017.
Throughout his term, through his
dedication and devotion, it was pos-
sible for the Guild to raise a record
amount of funds for Cedars-Sinai
Medical Center. In October 2017,
Howard was awarded for his 50
years of dedication in the Fashion
Industries Guild. Even toward the
end, Howard raised money to in-
stall a new sound system and pur-
chase an upgraded television for the
residents of the Los Angeles Jewish
Home.

Howard was a people person,
storyteller, and great joke teller. His
smile and laughter were contiguous
as well as his warmth, kind-hearted-
ness, and compassionate spirit. He
had a strong passion for golf and ski-
ing and loved passing time by watch-
ing football, baseball, and basketball
games.

Howard was a magnificent human
being worthy of love, care, respect,
and admiration. He will be greatly
missed for his unique personality,
wit, and loving generous nature.

Howard is survived by the love
of his life and wife, Elena Leeds;
sister, Helene Sussman; sons,
Jeffrey (Maresha), Scott (Erin);
and grandchildren, Ben and Alex.
As well as nieces, Ann Steinberger
(David), Carol Lefkowitz Somerville
(Mark), Ellen Lefkowitz Rosenfeld
(Marty), and his nephews, Jan
Sussman (Patty Timsawat), Dana
(Jill) and Andy (Jennifer) Gold.
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QYISH JEANS

Boyish Jeans Celebrates the Century-
Long Evolution of the ‘Boyish Look’

Under the title Guardians of Nature, with
a campaign shot along the striking yet chal-
lenging natural rocky seaside landscape of
Zapallar, Chile, Jordan Nodarse’s Boyish
Jeans unveiled its Fall/Winter 2020 styles,
which celebrate the women of the 1920s who
were pioneers in looks that were—boyish. As
women began the 1920s a century ago, many
reveled in the victory of suffrage through the
19th amendment to the United States Consti-
tution.

Pieces in the Los Angeles brand’s most-
recent collection feature oversized silhouettes
that don’t restrict, offering freedom through
more-comfortable cuts in addition to utili-
tarian features and functional pockets. The
Maxwell trench, The Clancy paperbag-pleat-
ed chino and The Troy utility coverall speak

to the journey that boyish looks have enjoyed
over the last 100 years. Neutral tones include
blush, sand, hunter green and robin-egg blue.
Denim is offered in black and charcoal-gray
in mid and light washes.

Celebrating women’s empowerment was
not the only focus of Boyish Jeans for its Fall/
Winter 2020 collection. Guardians of Nature
was produced using sustainable fabrics that
relied on more-ecologically sound and cru-
elty-free manufacturing processes. Available
through Boyish.com, the collection features
new responsibly made fabrics including the
Authentic Rigid, Authentic Comfort Stretch,
Zero-Waste Knits and the Super Eco Rigid,
which relies on 83 percent recycled materi-
als including Refibra Lyocell.—Dorothy
Crouch
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Making a Thoughtful Statement

With Fashion

By Nick Verreos Contributing Writer

2020 has been a doozy of a year—from
the COVID-19 pandemic to politics, race
relations, horrendous fires, tropical storms
and scorching temperatures. These issues
throughout the year have affected all of us.
Throughout most of history and especially
during trying times, fashion has traditionally
played a dual role.

For many, elements within our wardrobes

L.A.-based Emmy Award—winning costume
designer Perry Meek, who never met a rhine-
stone and paillette he did not like, has face
masks with bedazzled politically conscious
messages that can be programmed through a
cell phone.

Some designers are bringing this message
along with their fashions through organiza-
tions such as Fashion Our Future 2020.

can be stabilizing features of our
daily lives. Think of the comfy
sweatshirt that never lets you
down or the dress that, no mat-
ter how you are feeling, will al-
ways give you a boost. Yet, at the
same time throughout difficult
periods, fashion has played the
role of voicing the zeitgeist of
the era. It seems that right now,
more-thoughtful fashion is back
in style. Exploring how some de-
signers and brands are navigating
this moment without losing their
design DNA and becoming lost
in the message can provide an
important lesson for all of us.

Whether it is politics or race
relations, some brands have
landed on thoughtful or thought-
provoking imagery within their
fashion brands and allowed their
collections to deliver a directive.
But this is where things can get
tricky and the authenticity of the
statement becomes of utmost im-
portance.

Because social media has
grown to become so important
in the marketing, selling and
promotion of fashion, it is un-
derstandable that many designers
and brands have decided to attach
themselves to the latest cause or
movement in order to further
their brands’ identity. And while
you can’t blame a company for
trying to keep its name in the
limelight, if the message is not
authentic, then today’s social-

DAVID PAUL

media army, with a keen eye
on social correctness, will chew
you up and spit you out like last
season’s rejects. Time and time
again, we have witnessed brands
being decimated by Twitter and Instagram
followers as they attempted to post about
inclusivity and diversity only to be revealed
as not being quite so thoughtful in their own
business practices.

With some designers, it has become part
of their DNA to be social advocates with
their designs. Case in point: Christian Si-
riano. Christian is known for his all-inclusive
collections and was one of the very first ap-
parel companies to transition his entire work-
room into creating thousands of masks at
the beginning of the COVID-19 pandemic
instead of continuing to design glamorous
gowns. Recently, during New York Fashion
Week, he showed dresses entirely covered in
the word “Vote,” with matching face masks.
No one batted an eyelash because it did not
seem forced—just the opposite, it was almost
expected of him to create these politically
conscious designs, albeit in gown form.

Just because you may be a “glam-only”
designer does not mean you cannot be so-
cially and politically thoughtful. Southern
California designer Natalia Fedner, known
for her sexy custom, sequined-mesh designs
worn by A-list celebrities, has some fabulous
face masks that display the word “Vote,” and,
yes, they are made in sequined mesh. The

pre-show.

A custom Nikolaki Swarovski crystal “Vote” jersey draped
top with bias-cut silk skirt by Nick Verreos and David Paul,
which appeared on KTLA's “Countdown to the Emmys” live

Founded by Abrima Erwiah, co-creator of
Studio 189, and actor Rosario Dawson, FOF
was created with the hope of bringing aware-
ness to voting through fashion. Its creative di-
rector, Virgil Abloh, of Off-White and Louis
Vuitton menswear, have brought in many
fashion designers, including Marc Jacobs and
Brandon Maxwell, to create items especially
for Fashion Our Future in the hopes of raising
voter awareness.

In these times, it is important for fashion
to be involved and not just by a single sup-
portive post on social media. Fashion and
what one wears always send a message.
Sometimes it is obvious and other times it is
circuitous, but now more than ever it is es-
sential for designers to be genuine and con-
sistent in the messaging and directive. With
some designers, this is easier to accomplish
than it is for others. Being careful not to let
the message overtake the brand’s style iden-
tity can be a hurdle that is hard to overcome.
People might remember the message and not
the brand and, ultimately, whether that mes-
sage aligns with the designer’s true identity.
For fashion designers, mixing strong of-the-
moment statements with style can be a com-
fortable or tricky road to navigate. My advice
is that if it comes naturally—be thoughtful! ®
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Checking In

Refer to them as checkered or plaid—regardless of the
style name, these patterns relay a sense of comfort con-
nected to visions of warm lumberjack flannels worn during
the fall or more-formal designs that conjure memories of a
lovely Sunday brunch with friends.

TEXTILE TRENDS

Philips Boyne Corporation

Pontex S.PA.

R.C. International Fabrics Inc.

Pontex S.PA.

Philips Boyne Corporation

R.C. International Fabrics Inc.

Robert Kaufman Fabrics

Philips Boyne Corporation

Robert Kaufman Fabrics

Philips Boyne Corporation

Make Mine Stripes

Texture takes over on striped pieces, with textiles yielding ma-
terials that include stripes of different sizes—with thin pin overlays
on thicker lines of a complementary color or designs that would
perfectly match a day on the coast in Martha’s Vineyard, in addi-
tion to those that conjure images of the Baja California surf set.

Ledatex S.R.L. Philips Boyne Corporation Cinergy Textiles, Inc.
Cinergy Textiles, Inc. Philips Boyne Corporation Ledatex S.R.L.
Ledatex S.R.L. R.C. International Fabrics Inc. Cinergy Textiles, Inc.
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TEXTILE TRENDS

Tempting
Textures

Rich fabrics in ribbed offer-
ings, bouclé pieces and twills
afford foundations for creating

Not J

Updated approaches to lace see the traditional
textile blended with colorful stripes, embroidered
details and mod patterns that blend this delicate
material with a 1960s-era sensibility.

ust Dainty

classic styles in jackets and

trousers or avantgarde pieces.  Texollini

Textilia S.A.S.

Cinergy Textiles, Inc. Cinergy Textiles, Inc. Tessilgodi

Le Tinte Le Tinte Pontex

Le Tinte Tessilgodi Texollini

K.G.S Lace Cinergy Textiles, Inc. Solstiss
K.G.S Lace R.C. International Fabrics Inc.  Solstiss
La Lame, Inc. Cinergy Textiles, Inc. Spirit Lace
K.G.S Lace La Lame, Inc. Spirit Lace

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

VISIT robertkaufman.com/finishedpackage
TO LEARN ABOUT OUR
FINISHED PACKAGE CAPABILITIES!

VIEW THE COMPLETE
LINE ON OUR WEBSITE.

CONTACT US AT:
INFO@ROBERTKAUFMAN.COM
800.877.2066

swatchandstitch.com O/'obcmk«;wtmumm prics @OO @robertkaufman

From invoice factoring to asset-based lending, our business
is taking care of your business.

A trusted provider to the apparel
industry for nearly a half-century,
Goodman Capital Finance has
expanded to offer more specialty
lending services in more industries
than ever before. Just give us a call
whenever you could use a helping
hand. We have the creative funding
and quick decisions your business

needs to thrive and prosper. 3010 LBJ Freeway

Suite 540
Dallas, TX 75234
(877) 446-6362

Over $10 billion since inception. GoodmanCapitalFinance.com
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TEXTILE TRENDS

Something to
Talk About

Meant to be seen and discussed, new trends in
unique patterns include produce-themed designs
showing avocados, potted herbs, peppers wearing
sunglasses and tomatoes with faces; animals includ-
ing roosters and dogs; and travel themes with cacti,
airplanes, sailboats, palm trees and under-the-sea set-

I'T

tings.
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 Kalimo / Studio Lab K Pontex S.PA. Robert Kaufman Fabrics

Narrow Laces, PVC Leather,
Spacers, Power Mesh, Microfiber
Knits, Metallic Tulle and Laces,
\ Foil, Glitter, Flock, Embossing,
. L}:’l’-’-‘- LS  Burnout Prints on Mesh, Tricot
2 N and Velvets, Novelty Elastic
S ROV Trims: Metallic, Sheer Ruffles,

Lace, Prints and Rhinestones
Sustainable Options

Available

IBLE
.;:.ki-h" {f?.

Pontex S.PA. Robert Kaufman Fabrics Pontex S.PA.

La Lame, Inc.

215 W. 40th Street 5th Floor, New York, NY 10018
Tel: 212-921-9770 Fax: 212-921-8167

-wr Please Contact glenschneer@lalame.com
www.lalame.com

Congratulations on 75 years!
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Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Robert Kaufman Fabrics

Pontex S.PA.

Robert Kaufman Fabrics




TEXTILE TRENDS

'Tis the
Season

Staying home has never been reason enough to stop cel-
ebrating, and holiday patterns in sparkling zigzags, glisten-
ing sequins and glittery pieces set a tone for an uplifting end
of the year, while velvets round out the collection for rich

warmth.

Cinergy Textiles, Inc.

Cinergy Textiles, Inc.

Ledatex S.R.L.

Ledatex S.R.L.

Gipitex

Ledatex

Cinergy Textiles, Inc.

Ledatex S.R.L.

Label, Thread, Elastic, Zipper & Accessories

Cinergy Textiles, Inc.

Ledatex S.R.L.

Spirit Lace

Ledatex S.R.L.

DIRECTORY

Cinergy Textiles, Inc.
(213) 748-4400
www.cinergytextiles.com
Gipitex / Renovazio

(213) 424-2288
WWW.renovazio.com
Global Denim

+52 (55) 53-58-49-09
www.globaldenim.com.mx/en
K.G.S Lace / Fabrik Union
(310) 954-7882
kriskent@fabrikunion.com
Kalimo / Studio Lab K
(213) 628-3953

www. kalimo.com.br

La Lame, Inc.

(212) 921-9770
www.lalame.com

Le Tinte / Renovazio
(213) 424-2288
WWW.renovazio.com

Tessitura

Ledatex S.R.L. / Fabrik Union
(310) 954-7882
kriskent@fabrikunion.com
Orta Anadolu

+90 (212) 315-3200
ortaanadolu.com

Philips Boyne Corporation
(631) 755-1230
www.philipsboyne.com
Pontex S.PA. / Fabrik Union
(310) 954-7882
kriskent@fabrikunion.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

Cinergy Textiles, Inc.

Spirit Lace

(213) 689-1999
www.spiritlace.com
Tessilgodi / Renovazio
(213) 424-2288

WWww. renovazio.com
Tessitura / Renovazio
(213) 424-2288
www.renovazio.com
Texollini

(310) 537-3400
www.texollini.com

Textilia S.A.S. / Fabrik Union
(310) 954-7882
kriskent@fabrikunion.com

Spirit Lace

Enterprise

Featured at the Oscar and
Emmy Awards red carpet
events, celebrity weddings
and performances

* Lace
* Embroidery
* Appliqué and more

Innovative designs
In-house customization

1301 S. Main St.#232
Los Angeles, CA 90015
+1-213-689-1999
www.spiritlace.com
instagram.com/spirit_lace

Join us on our virtual
show hosted by

LA Textile!

Spirit Lace’s time slot:
Fri., Oct. 9
1:00-1:30p.m. PDT

Register today on
californiamarketcenter.com
to watch our live show.
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Desirable
Denim

TEXTILE TRENDS

A blend of the rugged and chic, denim yields an al-
lure rooted in a willingness to rebel while remaining styl-
ish with this season’s traditional jeans in mid-wash or
darker, with grays and black in addition to snow white

and cream.
Cinergy Textiles, Inc. Global Denim
Global Denim Orta Anadolu Global Denim
Orta Anadolu Global Denim Orta Anadolu
Orta Anadolu Orta Anadolu Global Denim
Orta Anadolu Orta Anadolu Orta Anadolu

Beyond the

Over the last several seasons, tie-dye pieces
have carved out a place as an enduring design
rather than a retro trend from the past as fresh ap-

. proaches rely on bright pastel hues and deep neon
I e - ye re n with large designs and updated patterns.

Kalimo / Studio Lab K

Kalimo / Studio Lab K

Kalimo / Studio Lab K

Kalimo / Studio Lab K Robert Kaufman Fabrics

Kalimo / Studio Lab K

Kalimo / Studio Lab K Kalimo / Studio Lab K
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Whether classic florals in soft orange, blush and

B reathta ki ng cornflower blue that hearken back to the 19th century or

Blossoms

prints that place deep purple and cyan blooms in a fan-
tastic dreamlike setting, flowery materials take textiles to
another world in a different era.

Gipitex

Kalimo / Studio Lab K Robert Kaufman Fabrics Robert Kaufman Fabrics
Robert Kaufman Fabrics Kalimo / Studio Lab K Robert Kaufman Fabrics
Kalimo / Studio Lab K Robert Kaufman Fabrics Robert Kaufman Fabrics
Robert Kaufman Fabrics Robert Kaufman Fabrics Robert Kaufman Fabrics
Robert Kaufman Fabrics Robert Kaufman Fabrics Robert Kaufman Fabrics
Robert Kaufman Fabrics Robert Kaufman Fabrics Kalimo / Studio Lab K



LenZ"]g Continued from page 1

“It all starts with the raw material, dissolved wood pulp,
which we source from a low-carbon-footprint location,” he
said. “Next, we only produce Tencel Carbon Zero in our Aus-
trian production sites where we have the lowest carbon foot-
print in our entire group. We’ve made additional investments
in energy efficiency and green energy to avoid carbon emis-
sions wherever we can.”

While Heubrandner explains that the process begins with
Lenzing’s wood-pulp sources, he reveals that the company
cannot reach carbon zero alone. Due to the potential for en-
vironmental impacts along the supply chain from individual
partners, Lenzing relies on partnerships with its suppliers and
ecologically focused solutions providers.

“We’ve collaborated successfully with suppliers to make
sure they reduce the carbon footprint of their products. All
these measures result in a carbon footprint that is 65 percent
to 80 percent lower than generic lyocell or modal fibers,” he
said. “The [small] carbon footprint that is still left we compen-
sate for with offsetting credits from Natural Capital Part-
ners. There is a roadmap in place to make sure we become
better every year and reduce the offsetting part step by step.
Natural Capital Partners verifies our progress in that respect.”

On Sept. 22, the same day that Lenzing made its announce-
ment, Heubrandner participated in a webinar called “Action
Toward Climate Change.” The panel included an introduction
by Annemarie Hou, executive director of the United Nations
Office for Partnerships, and moderation by Kerry Bannigan,
executive producer of the SDG Media Zone and founder of
the Conscious Fashion Campaign. Heubrandner was joined
by fellow panelists Lewis Perkins, executive director of the
Apparel Impact Institute, and Jad Finck, vice president of
innovation and sustainability at the San Francisco-headquar-
tered Allbirds, which is a Lenzing partner.

“We try to use the lowest carbon materials possible and
the lowest carbon processes possible,” Fink explained during
the webinar. “That is a great area where we can work with
an important partner of ours, Lenzing, to use a lot of Tencel
Lyocell. It’s the fundamental product for our entire tree plat-
form—a very low-carbon product, amazing environmental
footprint. That is why we’re excited today to be talking about
their new initiatives.”

The benefit of Lenzing’s partnerships with companies such

TEXTILE TECHNOLOGY

Lenzing fibers

as Allbirds who share its ideals and sustainable vision is also
beneficial for the fiber producer in its quest to become carbon
neutral. Working with like-minded brands affords greater vis-
ibility to Lenzing’s mission in addition to creating a responsi-
ble-apparel community.

“We need partners like Allbirds to help share the ‘burden’
that comes with these targets and commitments. Becoming
carbon neutral involves heavy financial investments and time
from our people,” Heubrandner said while noting the impor-
tance of his colleagues across different Lenzing departments.
“By paying a [little] bit more for our most sustainable prod-
ucts, our partners help advance the industry. Of course, we
know that cost competitiveness is particularly important these
days, and that’s why we make sure that Tencel Carbon Zero
is available at very reasonable prices.”

While Lenzing has long emphasized its commitment to
sustainable fiber sourcing over the course of its 80 years in
business, consumer awareness is continuing to shift toward
examining the impact of the products they buy, including ap-
parel. During its “Global Consumer Perception Survey on
Sustainable Raw Materials in Fashion and Home Textiles”
survey, which was conducted in early 2020, Lenzing discov-
ered that respondents are engaging actively in furthering their
education regarding a product’s sustainability prior to pur-
chase, in addition to placing the most trust in brands whose
ingredient lists and origins are transparent. This change to-
ward a more-conscientious consumer has accelerated over the
course of the year.

“What we are learning, particularly in the last six months,

Lenzing fibers

is that we see a real shift within the apparel-and-footwear in-
dustry as individuals are questioning their relationship to ma-
terials and products and questioning their values as it relates
to the planet as a whole and also consumption and produc-
tion,” Perkins said.

With a goal to reduce its specific greenhouse-gas emis-
sions by 50 percent by 2030, Lenzing believes its introduc-
tion of a carbon-zero product will facilitate its arrival at this
goal. While Lenzing notes that it is the first wood-based fiber
manufacturer in the industry with approved Science Based
Targets, Heubrandner sees this latest product as reaching be-
yond those guidelines.

“I think it will help us because Tencel Carbon Zero goes
beyond the Science Based Targets,” he said. “Also, it makes
our sustainability leadership and commitment even more prom-
inent and will motivate us to offer more and more products in a
carbon neutral way and turn our sites more sustainable faster.”

Adhering to an approach rooted in “progress, not perfec-
tion,” Heubrandner sees hope as brands that are committing to
United Nations Sustainable Development Goals continue to
receive increasing acknowledgment for their efforts. As a per-
sonal observation, he often recognizes these brands as sources
for “cool” approaches to design and branding, sentiments he
feels are shared by many consumers.

“I think the current crisis has shown us that we can all make
a contribution. Every ton of CO, that gets avoided counts,”
Heubrandner said. “Also, consumers start paying more atten-
tion to these initiatives as they understand the environmental
impact that the fashion industry has on our planet.” ®

RUDHOLM GROUP

SUSTAINABLE PACKAGING
& GARMENT ACCESSORIES

The Rudholm Group is happy to offer GRS Certified
care-content labels & barcode stickers made in America.

Rudholm’s standards: SAC | Oeko-Tex | Bluesign®
FSC® | GRS Certified.

For more information or to see our latest
Eco Collection, please contact RUDHOLM USA.

TELEPHONE: +1 347-828-2790

or email dennis.lau@rudholm-usa.com

RUDHOLM GROUP

LOS ANGELES | NEW YORK CITY

www.rudholm-usa.com
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C mergy
| cxiiles,
Inc.
Get Inspired!

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

One Roll Minimum.

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

Go Beyond
the News and
Behind the
Scenes

The editors and writers of
California Apparel News
are blogging at
ApparelNews.net

ApparelNews

Apparel News Group
The New Mart

127 E. Ninth St., Ste. 806
Los Angeles, CA 90015
www.apparelnews.net
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Handbags
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Men’s Luxury Leather Goods and
Accessories

WRK

Contemporary Men'’s Collection

SHARON KOSHET SALES

Suite C401

Lana Collection

Crystal-Embellished, Slogan
Loungewear and Masks
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Suite C502

Cotton Kids'

Girls’ and Boys’ Collection With
Unique Embroideries and
Appliqués, Size Infant to 10
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Suite C545
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New Dress Line From Shade
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Cover-ups for Women and Kids

The New Mart

127 E. Ninth St.
newmart.net

NEW LOCATION

M GROUP SHOWROOM
Suite 1210

NEW LINES

5 SEASONS SHOWROOM
Suite 400
Splendid

RAE SHOWROOM
Suite 400
Letter to Juliet

CHANTAL ACCESSORIES
Suite 509
Penh Lenh

CORINA COLLECTIONS
Suite 705
Montestruque

JOKEN STYLE

Suite 808

Agua Bendita Swim & Resort

Badgley Mischka Swim &
Activewear

ESQ

Kuumba

Monica Nera

LA RUE SHOWROOM
Suite 904
Shu Shop

BARBARA JAMES SHOWROOM
Suite 907
Find Me Now

THE LANDA SHOWROOM
Suite 1001

Mododoc

Morrison

ROBERT ARUJ, INC.
Suite 1101
Tusk Leather Goods

WBC SHOWROOM
Suite 1101

Hello Nite

Imperial

Please

TEMPORARY SHOWROOMS
FOR OCTOBER MARKET

UTE AND JIM SHOWROOM
Suite 503

JULIE VANDERVERT
Suite 605

DAVID GALAN HANDBAGS
Suite 705

MSQUARE CLOTHING
Suite 706

SHWRM LLC
Suite 711

TRINA TURK
Suite 1103

FASHIONING SPACE
Suite 1206

Cooper Design Space

860 S. Los Angeles St.
cooperdesignspace.com

NEW SHOWROOM

SALES PRODUCERS INC.
Suite 209

Cool and Interesting
Design Design

Dune Jewelry

Lula‘n’ Lee/Vibe
Marmalade Of London
Maya J

MeMoi

PUREfactory Naturals
Tickled Pink

NEW LINES

BUTIK

Suite 328

By Charlotte
Carou

Cherly DuFault
Curious Creatures
Eklexic

Girlscrew

Luv AJ

SEAMLESS SHOWROOM
415

AUGUST SHOWROOM
Suite 422

Girl & the Sun

Kivari

Place Nationale

Sun Becomes Her

Tori Paver

Winston White

THE NEW WEST

503

At Dawn

Cotton Citizen

Hammies

| Stole My Boyfriends Shirt

NEW SHOWROOM

BROTHERS & SISTERS
SHOWROOM

633

Avenue Montaigne
Crush

Go>Go Silk

Gold Hawk

SWTR

Yigal Azrouél

Resource Guide

Textiles

Asher Fabric

Concepts

950 . Boyle Ave.

Los Angeles, CA 90023

(323) 268-1218

Fax: (323) 268-2737
sales@asherconcepts.com
www.asherconcepts.com

Products and Services: In 1991, Asher
Fabric Concepts, based in Los Angeles,
transformed the apparel industry by offering
cutting-edge, high quality, “Made in USA”
knits for the contemporary fashion, athletic,
and yoga markets. Since then, the com-
pany has become internationally known for
its in-house system of vertically integrated
machines that manufacture premium quality,
knitted fabrications with and without span-
dex. Asher Fabric Concepts provides fabric
development, knitting, dyeing, and finishing
in addition to fabric print design and printing
capabilities based on each customer’s needs.
The company differentiates itself from the
competition by offering proprietary textiles
and by continually updating and innovating
every aspect of textile design and produc-
tion. After years of working with the best
brands in the apparel industry, Asher Fabric
Concepts saw a need for quality sublimation
printing. Asher Fabrics is thrilled to now offer
in-house sublimation printing to their clients.
With an in-house design team, new prints are
constantly added to its collection, and color
stories are updated seasonally.

Cinergy Textiles, Inc.

1422 Griffith Ave.

Los Angeles, CA 90021

(213) 748-4400

Fax: (213) 748-3400

cinergytextiles @aol.com
www.cinergytextiles.com

Products and Services: For over 25 years,
Cinergy Textiles has been specializing in
stock and order-based programs consist-
ing of hundreds of solid and novelty knits,
wovens, and linings. Our product line pro-
vides piece goods for all apparel markets,
including children’s, juniors, contemporary,
activewear, uniforms, and special occasions.
QOur fabrics are imported from Asia and
stocked in Los Angeles. We have a one-
roll stock minimum. Orders are generally
processed on the same day and ship out
within one or two business days, depending
on the size of the order and availability of the
particular style ordered.

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

La Lame, Inc.

(212) 921-9770

www.lalame.com

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

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 intemational representation, stocking a wide
variety of printed, yam-dyed, and solid wovens
and knits as well as denims. In busingss 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 child-
renswear, womenswear, contemporary, juniors,
men's sportswear, matemity, uniforms, special
occasion, accessories, and home fashions. In
addtion 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

1301 S. Main St., #232

Los Angeles, CA 90015

(213) 689-1999

info@spiritlace.com

www.spiritlace.com

Products and Services: Our fabrics and
textiles are carefully chosen from around

the world, mainly European and Oriental
regions. We carry different types of laces
and embroideries such as Chantilly lace,
Alengon lace, Venice lace, all over embroi-
deries with or without beads, embroidered
fabric with 3-dimensional appliques, hand-
made appliques, tulles, trims, etc. We work
with bridal designers and haute couture
fashion brands across the country. Most
of our articles are in stock at the California
Market Center. In-stock items require no
delivery turn time. We help customers to
arrange either p/u or delivery; others might
vary from three weeks to nine weeks (not
including shipping time). Our collection is
updated according to forecasting trends
every season. More than 20 years of experi-
ence. Join us for our virtual show hosted by
LA Textile. Spirit Lace’s time slot: Fri., Oct.
9, 1:00-1:30 p.m. PST. Register today at
www.californiamarketcenter.com to watch.

3A Products of

America

1006 S. San Pedro St.

Los Angeles, CA 90015

(213) 749-0103

www.us3a.com

Contact: Wayne Jung

Products and Services: 3A Products of
America is a symbol of quality, serving you
since 1975. Send your samples to us. We
will help you save money. Custom orders
to meet your needs: snaps, knitted elastic,
zippers, webbing, buckles, and buttons

with your logo. We offer threads, labels,
accessories, interlining, display equipment,
fabric and product sourcing, website
design, printing, and promotional items.
Fast services are our first priority.

Goodman Capital

Finance

3010 LBJ Freeway, Suite 540

Dallas, TX 75234

Bret Schuch

(972) 241-3297

Fax: (972) 243-6285

Toll-free (877) 4-GOODMAN
www.goodmanct.com

Products and Services: As one of the oldest
privately held factoring companies in the US,
Goodman Capital Finance, now in their 48th year
of operation, provides recourse and nonrecourse
invoice factoring as well as asset-based lend-
ing facilities for businesses with monthly sales
volumes of $50,000 to $10 millon. - Services
include invoice and cash posting, credit and col-
lection service, and cash advances on invoices
upon shipment. Due to Goodman's relatively
small size and centralized-management philos-
ophy, its clients often deal directly with company
management/ownership. Its size also enables it
to provide flexible arrangements and quick deci-
sions. Goodman Capital Finance now operates
as a division of Independent Bank (Memphis,
Tenn.), which has routinely been recognized
as one of the Southeast's highest-rated inde-
pendent banks in terms of customer approval
ratings and capital soundness. Goodman’s
capital structure and access to low-cost capital
provide them with a notable advantage in offer-
ing low-cost solutions to its many current and
prospective clients.

Merchant Financial
Group

www.merchantfinancial.com

Products and Services: Merchant
Financial Group, located near the gar-
ment center in downtown L.A., offers
non-recourse  factoring, assetbased
loans, inventory financing, purchase-order
financing, letters of credit, and revolv-
ing lines of credit against other tangible
assets, such as commercial real estate,
trademarks, and royalty income. Our local
management team offers quick responses,
hands-on personalized service, and the
flexibility to meet all our clients’ needs.
Established in 1985, Merchant Financial
Group has become a leader in the industry,
satisfying the needs of growing businesses.
Merchant services the entire United States,
with offices domestically in Los Angeles,
Fort Lauderdale, and New York.

Milberg Factors,

Inc.

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 supported
by a mature and experienced staff.

Republic Business
Credit

www.republichc.com

Products and Services: Republic Business
Credit is an independently owned commer-
cial 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 empha-
Sis on responsiveness.

Kornit Digital

480 S Dean Street

Englewood, NJ 07088

Isaiah Jackson

(201) 608-5750

Kdam-info@*kornit.com

www.Kornit.com

Products and Services: Komit Digital is the
leading provider for digital textile printing solu-
tions. Komit's innovative printing technology
enables businesses to succeed in web-to-
print, on-demand, and mass customization
concepts. We offer a complete line of direct-
to-garment printing solutions that range from
commercial to mass production level. Offices
in Europe, Asia, and North America.

Dallas Market
Center

www.dallasmarketcenter.com
Products and Services: The Dallas Apparel

& Accessories Market is held five times
each year at the Dallas Market Center.
Located in one of the country’s fastest-
growing regions, the Dallas Market Center
brings together thousands of manufac-
turers and key retailers in an elevated
trade-show environment. Featuring 500
permanent showrooms and over 1,000
temporary booths, including expanded con-
temporary lines and resources, the Dallas
Market Center is where inspiration starts.
Upcoming events include the Apparel &
Accessories Market on Oct. 20-23.

The New Mart

127 E. Ninth St.

Los Angeles, CA 90015

(213) 627-0671

Fax: (213) 627-1187

www.newmart.net

Products and Services: In the heart of Los
Angeles’ Fashion District is the landmark
New Mart Building. The showrooms of The
New Mart represent the most exclusive
and coveted contemporary lines from an
international array of designers and manu-
facturers. The New Mart is unique in both
architecture and style. The intimate set-
ting creates a user-friendly experience for
visitors. Each of its glass-fronted, uniquely
designed showrooms provides a buying
adventure that cannot be experienced at
any other showroom destination. The New
Mart is open year-round to the wholesale
trade only and we host over 100 show-
rooms that carry over 500 collections.

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.

PROFESSIONAL SERVICES & RESOURCE SECTION

FULL-PACKAGE MANUFACTURER

ALEJANDRA’S FASHION, INC.

We are a full-package clothing manufacturer with
a fully compliant factery offering:
* Development = Production » Cutting = Sewing
* Finishing » Low MOQ » Competitive prices
* Located near DTLA
Contact us today:
Alejandra'’s Fashion Inc.
Julio@alejondrasfashion.com
(323) 240-0595
www.alejandrasfashion.com

MANUFACTURING

MODEL SERVICES

Pacific Athletic Wear

I CONTRACT APPAREL MANUFACTURING |

CPMT SEWING « SCREENPRINTING
DYE SUB - EMBROIDERY

LASER CUTTING « PATTERN MAKING

Athletcs S Miitary-Tactical £ Activewear

Medical £ Co D

76,000 sf facility in Garden Grove, CA
wiww, PacificaAthleticWear.com

(714) 751-8006 x209

rate £ Fashion

PRIVATE LABEL

& insured m

facturer

LA FULLY ki =

FULL F'ACKAGE SERVICE
SWIWWERE O FALHIONED ACTIVEWE AR I‘Tﬂ'}’

=7 smwran U 1

QEM Service fer all categories (NEW)

Tull xample develzprent & productan ssrsice in L& & Chinag

SEWING MACHINE / SUPPLIES

N .
ACE SEWING [z | '

J -

MACHINE INC=~ - ~.

i

= Al Kinads of sewing machines

214 E. Bth 5t.
Los Angeles CGA 50014 = Sewing notions & thread
. = Fashion Design Supplics

TE[ [21 3} 522'8345 L] ]f;l'-.---‘ fl:rl'lll'u.:’lﬂ.rr‘-.llu.l.|\
Fax (213) 622-0142
Acesewing.com

« Pattern & Marking paper
- .‘\ili{'llt |:|i.|n.._ sk & e

* Elastic, velerns, hanger tape
= Cutting roam supplies

MODELS g

“Real Maodels for Real Clothes for Itu_al People &

PRO FIT MODELS

ALL SIZES AVAILABLE

TEAMRAGE®@RAGEMODELS.COM
818.225.0526

FIT| SHOWROOM | TRADE SHOWS | PRINT | COMMERCIAL

WWW.RAGEMODELS.COM

RLMWAY

Call now for
Professional Services &
Resource Section
rates at:

(213) 627-3737

CLASSIFIEDS

www.classifieds.apparelnews.net

Buy, Sell & Trade

P 213-627-3737

Buy, Sell & Trade

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

www.classifieds.apparelnews.net

*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

www.apparelnews.net

For best results
hyperlink your ad

ApparelNews

APPARELNEWS.NET OCTOBER 2,2020 CALIFORNIA APPAREL NEWS 15



The Future
of Fashion
is Digital

STREAMLINED. SUSTAINABLE. ON DEMAND.

The Kornit Presto is the only single-step industrial
solution for on-demand, wide-format, pigment printing.
Spend less time printing and more time creating custom
designs with integrated pretreatment, fabric softening,
curing, and drying. Join the eco-conscious textile
revolution with the Kornit Presto!

A/
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