
Rise in 3D Allows the 
Technology to Support 
Fashion-Focused PLM

Auto companies use three-dimensional imaging when de-
signing cars, so it was only a matter of time before fashion 
companies made widespread use of 3D imaging, said Ashley 
Crowder, co-founder and chief executive officer of Vntana, 
a Los Angeles–based software company that focuses on mak-
ing 3D imaging scalable for e-commerce, social media and 
other ventures.

Vntana will soon bring 3D imaging to a fashion-focused 
product-lifecycle-management program. 

Recently, Vntana announced a partnership with PTC, a 
publicly traded Boston-based software company that makes 
PLM programs, Crowder said.

“3D is changing everything. 3D is enabling people to fully 
➥ 3D page 3

NYDJ has released its new ThighShaper technology to 
great response. A high-stretch compression panel helps slim 
and shape women’s thighs, running along the seam of the jean 
to compress evenly.

“It helps through the thigh area to just give you that ex-
tra bit of support, keeps the thighs from rubbing together and 
gives you a nice, wonderful feeling,” said Mark Peters, direc-
tor of consumer experience for NYDJ. “It’s just an amazing 
thing because she puts it on and she doesn’t really feel it. It 
just helps her legs, and she doesn’t even know what’s hap-
pening.”

“Part of what happens in our brand is that we’re listening to 
our clients,” Peters said. “We’re always evolving our technol-

NYDJ Debuts Shaping 
and Lifting Technology 
With ThighShaper Jean
By Noe Garcia Assistant Editor
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Virtually Cool
On May 8, Otis College of Art and Design hosted its 39th Annual Scholarship 

Benefit and Fashion Show as a virtual event named “Virtually Cool” for students 
to showcase their work created with mentors, such as the AG Jeans Stronger 

Together collection. Find additional styles on page 3.

TECHNOLOGY DENIM

By Andrew Asch Contributing Writer
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American Events, Inc. announced that 
The Materials Show, its semiannual bi-
coastal event, will return to an in-person mod-
el this August. The Northwest Materials 
Show will run Aug. 11–12 at Portland, Ore.’s 
Oregon Convention Center. The Northeast 
Materials Show will be hosted Aug. 18–19 
at the Hynes Convention Center in Boston 
for the first time. 

Producing its first on-site events since 
2019, American Events will again partner 
with Première Vision Sport to afford an ar-
ray of options for attendees who prefer a sim-
ple approach to sourcing and trends across 

categories. The collaborative effort, which 
expanded The Northwest Materials Show in 
Portland, Ore., launched in August 2019 and 
saw a 30 percent attendee increase over its 
February 2019 edition with a large focus on 
sustainable sourcing. 

In addition to its sourcing and network-
ing opportunities, The Materials Show and 
Première Vision Sport will host trend pre-
sentations by Peclers Paris aimed at guiding 
design decision-making through the next five 
years. Additional industry panels will cen-
ter on discussions regarding recovery in the 
wake of COVID-19.—Dorothy Crouch

Promoting its mission to combat fabric 
waste, the textile recycling and reuse non-
profit Fabscrap announced that it has secured 
partnerships with Philadelphia’s URBN and 
Seattle-headquartered Nordstrom, which 
includes major investments by the retailers. 
Initiatives include expanding from the New 
York City area and upgrading the company’s 
digital infrastructure. Fabscrap’s efforts in-
clude fabric sorting and redistribution of tex-
tile waste to divert these materials away from 
the landfill.

“This is such a great case study of an in-
dustry how an industry can self-correct, and 
we’re doing this in Philadelphia first, but it 
would be great to see a brand with headquar-
ters in L.A. take on the same leadership,” 
said Fabscrap founder and Chief Executive 
Officer Jessica Schreiber. “We’re excited to 
see how the industry is investing in its own 

future in this way.”
The New York City–based Fabscrap, 

which is led by Schreiber and co-founder and 
Creative Director Camille Tagle, has worked 
under the limitations of serving only the me-
tropolis’s five boroughs and parts of New 
Jersey with its textile-waste pickup from par-
ticipating businesses, then fabric sorting and 
resale and upcycling operations, yet demand 
has been growing from other areas.

“We have done a lot of reflecting on the 
work we did early on to make Fabscrap hap-
pen—carrying fabric up and down walkups 
and through the subways,” Tagle said. “To 
be at this moment now, with two very large 
brands choosing to take action and put their 
weight, support, and investment behind our 
mission, is incredible. It is very hopeful.”

URBN will contribute to a Fabscrap ex-
pansion into the City of Brotherly Love with 

an on-site location that will serve the United 
States’ mid-Atlantic region, which includes 
Baltimore and Washington, D.C.

“What’s important about URBN tak-
ing this leadership it that high tides raise all 
ships. This expands service for all of the in-
dustry for the area,” Schreiber said. “Because 
we have plans to expand to the West Coast, 
this feels like an ideal way to learn what that 
could looks like, working in multiple loca-
tions and how different regions vary in their 
service needs and the fabric we receive.”

For its part, Nordstrom chose Fabscrap as 
a grant recipient to support the Philadelphia 
expansion. A fund-raising event on the re-
tailer’s website April 19–30 encouraged 
shoppers to donate to the Fabscrap mission. 
Nordstrom is also contributing to the devel-
opment of a customer-relationship-manage-
ment database that will serve as an upgrade 
for brands that contribute to Fabscrap and the 
organization’s administrators.  

“Now, a brand could log into their online 
profile and, in real time, see their diversion 
metrics, see what that diversion means in 
terms of CO

2
 savings, or equivalent trees 

planted, and see the percentage of their ma-
terial that is being reused versus recycled,” 
Schreiber said. 

While many of Fabscrap’s customers 
are fashion professionals, the organization 
does seek to educate outside the boundar-
ies of the industry by organizing presen-
tations at schools such as Philadelphia’s 
Drexel University and Thomas Jefferson 
University. Through Fabscrap’s daily work, 
its volunteers engage with fabrics and learn 
about the textiles. 

“Maybe they are not a company or en-
trepreneur. Maybe they are a home sewer 
who identifies with our mission,” Tagle ex-
plained. “Anyone can volunteer with us, and 
we give free fabric as a thank-you for their 
time. Here, they can experience the textile 
waste issue firsthand because they are sorting 
through it.”—D.C.
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The Materials Show Returns to On-site Events

Fabscrap Partners With URBN and Nordstrom, Eyes West Coast Expansion
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The Los Angeles Fashion District 
Business Improvement District has intro-
duced four new grant programs aimed at 
supporting the area’s small businesses and 
property owners who have been affected 
by the COVID-19 pandemic. Through 
SpaceConnect, $10,000 grants are be-
ing offered to incentivize independent 
retailers, arts-and-culture collectives, and 
casual-dining and personal-care busi-
nesses to lease ground-floor commercial 
space within the district’s BID boundar-
ies. #SmallBizLove is awarding creative-
service grants worth between $500 and 
$2,500. You Are Here is a rent-free pop-
up retail program that will afford vacant 
spaces to retail tenants in the area. Spruce 
It Up grants property owners and busi-
nesses up to $6,000 in matching grant 
funds for exterior improvements to their 
buildings. For additional information, visit 
fashiondistrict.org/econ-dev.

Atlanta Apparel has announced a 
surge in demand for leasing ahead of its 
June 2021 market. Scheduled for June 
9–12 at permanent showrooms and June 
9–11 at temporaries, the International 
Market Centers’ Atlanta Apparel mar-
ket is experiencing growth in showroom 
leasing with nearly 50 new, expanded, 
relocated or renewed locations that will 
open for next month’s event. The June 
Atlanta Apparel is slated to feature more 
than 2,500 lines with goods representing 
Holiday, Autumn/Winter 2021, Spring/
Summer Immediates, Game Day and 
accessories. “Showroom leasing has 
boomed since the start of the year,” said 
Caron Stover, IMC senior vice president 
of apparel. “Atlanta Apparel is keeping 
up its momentum with major updates to 
the permanent showroom collection.”

Denim brand Devil-Dog Dunga-
rees has announced the appointment of 
Zulu Williams as senior design director, 
a newly created role. A division of Gen-
eral Sportwear, Devil-Dog Dungarees 
brought Williams on board to oversee 
all design processes across the brand’s 
categories, including jeans, pants, 
shorts, T-shirts, hoodies, hats and ac-
cessories. Williams will work with Sean 
Connelly, vice president of merchandis-
ing and sales. “Zulu is an exceptionally 
dynamic leader with a proven track re-
cord of inspirational design, trend fore-
casting, leading design teams and brand 
building,” said David Rosenstock, exec-
utive vice president and owner at Gen-
eral Sportwear. “His unique creative 
abilities and retail experience will help 
us further build upon our early momen-
tum and achieve the ambitious goals we 
have set.” 

Following a U.S. Department of 
Labor Wage and Hour Division in-
vestigation, a Los Angeles garment 
contractor has been ordered to pay back 
wages and penalties. Sew Nice Inc., 
which produces apparel for Anna Bella, 
a manufacturer whose clients include 
Fashion Nova, violated the Fair Labor 
Standards Act by paying some employ-
ees a piece rate and failing to pay over-
time when they worked more than 40 
hours in a workweek. Recordkeeping-
requirement violations were discovered 
as the contractor failed to record all 
wages paid to some workers who were 
paid in cash, in addition to its failure 
to maintain accurate records of all em-
ployee hours and payroll for months. 
Ten employees will recover $5,846 in 
back wages. The contractor will also 
pay $3,485 in penalties.

Inside the Industry

American Events, Inc. announced The Materials 
Show will return to an on-site format in August.

Textile-circularity nonprofit Fabscrap has 
secured partnerships with retailers URBN 
and Nordstrom, whose investments support 
the creation of a Philadelphia location for the 
fabric-upcycle organization.
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After waiting for more than a year, Otis College of Art 
and Design hosted “Virtually Cool,” the school’s 39th An-
nual Scholarship Benefit and Fashion Show on May 8. 
Under the theme of “One World,” the event showcased the 
work of juniors and seniors with more than a dozen mentors 
and projects.

“It was a special moment on Saturday when ‘Virtually 
Cool’ gave our students an opportunity to finally, after a 
year and a half of working remotely, showcase their work 
to the world,” said Jill Zeleznik, chair of the Fashion De-
partment. “This past year, our students persevered and 
never gave up on their goals and aspirations to accomplish 
the impossible.”

It was the first time the show was held free of charge, but 
guests were encouraged throughout the program to contribute 
financially to support students. 

“This event specifically raised money for scholarships 
for our first-generation students, who comprise 30 percent 
of our undergrad and graduate student body,” said Charles 

Hirschhorn, president of Otis. “Because of generous support-
ers during the fashion show and scholarship benefit on May 
8, we raised enough money to fund more than 50 first-gener-
ation scholarships, providing these students with the financial 
support they need to attend Otis.”

Ruth Carter’s Tribal Origins had students create “original, 
contemporary eveningwear based on the style, color, ele-
ments or techniques of three African tribes and the sensibility 
of Afrofuturism. The Academy Award–winning costume de-
signer’s influence was found in bright colors and bold designs 
that exuded elegance and modernity.

Vivienne Hu’s Secret Garden had a calming yet vibrant 
look with garden-inspired dresses. Rife with leafy prints and 
a neutral tone, the look made good on the project’s goal of 
prompting students to create a “soft” collection.

The mentors and projects showcased during “Virtu-
ally Cool” included B. Akerlund, stylist, with Brave 
New World; Doreen Brennan, vice president of design at 
BCBG/Manhattan Beachwear, with A New Dawn; Mari-

sol Gerona Bradford, ’93 BFA and vice president of de-
sign and development at Universal Brand Development, 
with Just In Time; Ruth Carter, costume designer, with 
Tribal Origins; Amy Enuke, design director for women’s 
young contemporary at Guess, with Living Colors; Hen-
riette Ernst, executive vice president of design at ALC, 
and Amy Adams, senior designer at ALC, with You Do 
You; Davora Lindner, creative director and co-founder of 
Prairie Underground, with We Are Here; Vivienne Hu, 
designer and founder of VHNY, with Secret Garden; Da-
vid Meister, designer and founder of David Meister, with 
One For All; Sandy Oh, ’05 BFA and head designer of 
men’s and women’s at AG Jeans, and Yul Ku, CEO of 
AG Jeans, with Stronger Together; Deborah Sabet, design 
director of men’s at Vince, and Arthur Thammavong, ’14 
BFA and designer at Vince, with Inclusive Vision; Jona-
than Simkhai, owner of Jonathan Simkhai, with The End-
less Shore; and Michelle Watson, founder and designer of 
MICHI, with All For One.—Noe Garcia

replace physical prototypes, which saves  on 
costs. It decreases carbon footprints. It speeds 
up time to market,” Crowder said. “A lot of 
brands have started designing in 3D. The 
problem is that those files are way too big and 
not easily shared. They don’t meet the stan-
dards for web, mobile and social media.”

Vntana’s algorithms compress 3D im-
ages, which are giant digital files. Its service 
attracted the attention of PTC and led the 
technology company to pitch Vntana on a 
collaboration. “PTC knows that 3D impacts 
the entire product life cycle. From designs 
to manufacturing to sales and marketing, 
enabling 3D at scale was a major priority 
for them. This integration allowed them to 
quickly integrate the 3D solution and allow 
brands to access 3D for the entire retail value 
chain,” Crowder said.  

Fashion is ready for 3D imaging, said Bill Brewster, 
senior vice president and general manager of PTC’s retail 
business unit. “Accelerated by the COVID-19 pandemic, 
e-commerce has quickly become the dominant mode of re-
tail at the same time that supply-chain disruption created an 
acute need for remote visual collaboration, forcing brands 
and retailers of all sizes to rapidly increase their use of 3D 
assets for design, development, and digital engagement and 
sales,” Brewster said.

PTC has been developing a focus on the fashion market in 
the past few years. In 2019, it acquired Onshape, a software-
as-a-service development platform that offered computer-aided 
design software with data-management and collaboration tools.

3D imaging and related fields of augmented reality and 

virtual reality are new frontiers for fashion. Digital retailers 
and those creating content are monitoring new developments 
in the field, said Aaron Levant, CEO of NTWRK, a Los 
Angeles–headquartered content and e-commerce company. 
He also was the founder of the Agenda trade show, focused 
on streetwear and fashion.

“We’re going to see disruption with all of these new 
emerging technologies with fashion and retail,” Levant said. 
“It will change the omni-channel experience.” 

3D imaging has been growing in prominence. Earlier this 
year, Snap, the parent company of the Snapchat messaging 
app, acquired the British artificial-intelligence company Ariel 
AI, whose AR technology can insert a 3D model of a human 
into a camera’s view in real time.

The fashion world has seen a surge in experimenta-

tion with 3D images and virtual runway 
shows. During Milan Fashion Week 
in September 2020, the Moschino fash-
ion house produced a virtual show for its 
Spring/Summer 2021 season. It webcast a 
video in which marionettes made by Jim 
Henson’s Creature Shop walked a virtual 
runway. Prada, Balmain and Balenciaga 
also produced virtual fashion shows for 
their Spring/Summer ’21 collections.

Manufacturing is another frontier where 
3D imaging has been making advances. 
Designers have manufactured jewelry, 
clothing and footwear with 3D printing. 
With this new technology, 3D product de-
signs can be electronically transferred and 
downloaded. 3D printers can print on mate-
rials such as metal, compared to traditional 
manufacturing where tools have to be cre-
ated to develop molds that could make 

items such as jewelry and accessories. Also, advanced clothing 
printers can be fed fabric and an electronic 3D file, which can 
be used to make a dress or a blazer, said Jonah Myerberg, chief 
technology officer of Desktop Metal, a Boston-area company 
whose customers use 3D printing to make jewelry. 

He said that 3D printing would cut down on shipping times 
as well as expand the potential of how designers work with 
manufacturers. Designers no longer have to confine their plans 
around traditional manufacturing constraints, he said. Rather, 
3D gives the designer the ability to build an item directly from 
a digital product. “You no longer have to ship the finished 
product. If they prefer, customers can buy designs directly and 
have them shipped so they can print themselves,” Myerberg 
said. “3D printing offers the economics and efficiency that we 
need to reshore manufacturing in the U.S.A.” ●

ALC MICHI Ruth CarterJonathan Simkhai Prairie Underground Vince Vivienne Hu

With 3D technology surging for apparel-related applications, Vntana has created software that can be 
integrated into PLM solutions, lending manufacturers the ability to compress large files, save on time and 
costs, and reduce their carbon footprints.

3D Continued from page 1

Otis ‘Virtually Cool’ Event Mentors and Supports Students
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TRADE EVENTS

DENIM

Intent on expanding its reach to all regions of the globe, 
denim-industry event producer Kingpins announced its first 
Kingpins24 Flash Australia edition, which will be hosted 
June 23–24 to celebrate the Australian corner of the denim 
industry and its supply chain. Key touchpoints of the event 
will be how Australia’s position in the Asia-Pacific region ties 
in with influences from Asia. 

The announcement was made following another successful 
edition of Kingpins24, which was hosted April 20–22, with the 
final day of the event coinciding with Earth Day. This event’s 
programming served an ecologically sound movement. 

“We were happy to release [our ‘2021 Sustainability 
Report’] in conjunction with Earth Day, and it focuses 
on our 2025 goals,” said Kevin Reardon, vice president 
of merchandising and product design at North Carolina’s 
Cone Denim, regarding a recently released Elevate 
Textiles report. “It gives you an update as to where we 
are with that, and we’re proud to say that we are well on 
our way to meet or exceed the goals that we set forth for 
2025.”

During a question-and-answer session with Andrew Olah, 
Kingpins founder, and Vivian Wang, the brand’s managing 

director, The Lycra Company Sustainability Director Jean 
Hegedus unveiled the Wilmington, Del., company’s new of-
fering. Hegedus introduced the brand’s first performance fi-
bers made from 100 percent textile waste as part of the com-
pany’s efforts to increase circularity. These new CoolMax and 
ThermoLite EcoMade Fibers yield the same performance as 
virgin polyester.

“Looking at this technology, at the chip production, using 
textile waste versus polyester chips from virgin, what we see 
is that there is more than a 25 percent reduction in carbon 
emissions,” Hegedus said. “The energy is lower. It’s about 40 
percent of the cumulative energy if you were using virgin and 
about a 10 percent reduction in water usage.”

For Olah, the steps toward sustainability illustrated 
throughout the event’s program were extremely promising. 

“We are making incredible progress in the quality of the 
stuff that is being produced,” Olah said. “I am really proud of 
that, and I am really proud of our industry for all the amazing 
work that is being done on the environment with one rollout 
after another.”—Dorothy Crouch

ogy to fit her needs—that’s why we’ve been around 18 years 
and are still leading in the field.”

This willingness to listen to NYDJ customers led to the 
innovation of the ThighShaper Straight Crop Jeans. When 
they went online just 
a few weeks ago, they 
immediately sold out, 
Peters said.

Available in optic 
white, a light denim 
wash, black rinse and 
topaz blue, the jeans 
cost $99 retail at nydj.
com. With classic five-
pocket styling, zip-fly 
and button closures, 
the jeans align with 
NYDJ’s inclusive mis-
sion and are available 
in regular, petite and 
plus sizes from 00 to 
18.

“It feels great 
bringing it to life,” 
said Estelle Dahan, 
head designer for NYDJ. “It feels even better to see the cus-
tomer grabbing it and buying all three or four washes. She’s 
not only buying one, she’s buying the denim one, the black 
one, the white one and the colored one.”

Although only currently available in a crop style, Peters 
said he anticipates the ThighShaper technology will eventu-
ally expand to other styles.

“Estelle and her team are all phenomenal women who are 
out there designing for women, and I think a huge thing about 

our brand is that they understand because they’re consumers 
as well,” Peters said.

Unlike traditional jeans, which can constrict and reshape 
parts of the body, NYDJ is committed to letting women’s bod-
ies take center stage.

“We’re not about changing you if you’re a size 22 or if 
you’re a size 00,” Peters said. “We’re just trying to make ev-

ery woman feel amazingly comfortable and really just let her 
body, her curves, be accentuated.”

Upon its launch in 2003, NYDJ sought to fill a market gap 
by designing jeans that would “make every woman feel com-
fortable and confident.”

“It’s important to us to always hold to our mission state-
ment that as we evolve the brand and give her more options 
we always listen to her and want her to feel comfortable,” 
Peters said. ●

Available in four washes, the ThighShaper crop jean provides extra compression support to the thighs, 
preventing them from rubbing together. An immediate hit, the NYDJ (Not Your Daughter’s Jeans) 
ThighShaper sold out in only a matter of days. 

NYDJ Continued from page 1
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Kingpins Announces Kingpins24 Flash Australia With a Commitment to Eco Goals

Paul Van Doren, 90, Vans Founder

After starting Van Doren Rubber Company in 1966 with his 
brother James, and partners Gordon Lee, and Serge Delia, in 
Anaheim, Calif., Paul Van Doren shortened the company name 
to Vans.

The Kingpins24 Earth Day event included many sustainability-
focused panels such as a discussion featuring (clockwise from 
top left): Vivian Wang, Kingpins managing director; Andrew Olah, 
Kingpins founder; and Jean Hegedus, sustainability director at 
The Lycra Company.

Paul Van Doren, co-founder of Vans, one of the world’s 
most recognized California and skate-lifestyle brands, passed 
away on May 6 at home, surrounded by family.

Van Doren founded the Van Doren Rubber Company 
with his brother, Jim, and their partners, Gordon Lee and 
Serge Delia, in Anaheim, Calif., in 1966. Vans issued the fol-
lowing statement: 

“It is with a heavy heart that Vans announces the passing 
of our co-founder, Paul Van Doren. Paul was not just an en-
trepreneur; he was an innovator. The Van Doren Rubber Com-
pany was the culmination of a lifetime of experimentation and 
hard work in the shoe industry. Like Paul, from the first day of 
business, Vans was uniquely innovative. When the first Vans 
store opened, there were no stand-alone retail stores just for 
sneakers. Paul’s bold experiments in product design, distribu-
tion and marketing, along with his knack for numbers and a 
genius for efficiency turned Paul’s family shoe business into 
an all-American success story. Discovered in the late ’60s by 
surfers, then skateboarders and made famous in the film ‘Fast 
Times at Ridgemont High,’ Vans is now a globally recognized 

brand, synonymous the world over with the creative spirit of 
Southern California. Not a bad legacy for a blue-collar kid 
who didn’t finish high school. We send our love and strength 
to the Van Doren family and the countless Vans Family mem-
bers who have brought Paul’s legacy to life.”

In his memoir released just days before his passing, “Au-
thentic: A Memoir by the Founder of Vans,” Van Doren wrote 
about how his birth in Braintree, Mass., as a Great Depression –
era baby influenced his life and work ethic. He wrote about his 
commitment to quality and crafting the best shoes. 

“My idea was to make the best shoe with the best materials 
and workmanship. Making shoes is an art. I never wanted to 
make second-rate anything, and when it came to shoes, vulca-
nized rubber was synonymous with quality.”

According to widespread Vans’ lore, the first Vans shop, 
in Anaheim, Calif., sold men’s shoes for $4.49 and women’s 
shoes for $2.29. Van Doren ran Vans for the company’s first 
10 years prior to handing over the management role to his 
brother. The company was eventually sold to the VF Corpo-
ration in 2004.—Noe Garcia
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http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/8926/ 1/1

* PRODUCTION MANAGER *
High End Con tem po rary women’s man u fac tur ing com‐ 
pany is look ing for a PRO DUC TION MAN AGER Must
have ex pe ri ence work ing with con trac tors and have do‐ 
mes tic and off shore ex pe ri ence. Can di date must have a
sense of ur gency to meet pro duc tion dead lines.
Re quire ments/du ties in clude but not lim ited to: 
* Ex pe ri ence with gar ments rang ing from gar ment dye
to leather to up cy cling 
* Have gar ment con struc tion knowl edge 
* Ne go ti ate cost ing with ven dors and con trac tors 
* Man age pre-pro duc tion to post-pro duc tion cal en dar 
* Sched ule and al lo cate re sources to meet pro duc tion
dead lines 
* Have ex cel lent com mu ni ca tion skills 
* Have a min i mum of 5 years ex pe ri ence work ing in
the ap parel in dus try
Send re sume to: jobs@ bur ning torc hinc. com
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* CUSTOMER SERVICE *
We are look ing for a highly mo ti vated and ex pe ri enced
cus tomer ser vice rep re sen ta tive with knowl edge of EDI
and Aims pro grams; ex pe ri ence with ma jor de part ment
stores a plus. 
Email your re sume to: info@ lat igou sa. com

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.

7/18/2019

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

*WE BUY ALL FABRICS AND GARMENTS
WE BUY ALL FAB RICS AND GAR MENTS. No lot 
too small or large. In clud ing sam ple room 
in ven to ries. Silks, Woolens, Denim, Knits, Prints, 
Solids Ap parel and home fur nish ing fab rics. 
We also buy ladies', men's & chil dren's 
gar ments. Con tact: Michael 
STONE HAR BOR (323) 277-2777

7/18/2019

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

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

Resources

5/12/2021

http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/8923/ 1/1

SALES MANAGER / GERENTE DE VENTAS
We're look ing for a Sales Man ager to join our team in
DOWN TOWN, Los An ge les. 
In ter est & knowl edge of FAB RICS.
• Ex e cute the Group's strate gies. 
• Re spon si ble for sales plan ning and able to achieve
set goals. 
• Fa mil iar to Cal i for nia Cus tomer Base and ac tively  
per form ac tion plan. 
• Eng lish and Span ish speak ing.
Send CV to mer cadeo12_gt@ pm. me
----- 
Bus camos un Ger ente de Ven tas para unirse a nue stro
equipo en DOWN TOWN, Los Ánge les. 
In terés y conocimiento en TELAS.
• Eje cu tar las es trate gias del Grupo. 
• Re spon s able de la plan i fi cación de ven tas y ca paz de
lo grar los ob je tivos es table ci dos. 
• Fa mil iar izado con la Base de Clientes de Cal i for nia y
re alizar ac ti va mente el plan de tra bajo. 
• Habla in gles y español.
En viar CV a mer cadeo12_gt@ pm. me

For best results 
hyperlink your ad

www.apparelnews.net/classif ieds

Buy, Sell & Trade

Alejandra’s Fashion Inc.
(323) 240-0595   
alejandrasfashioninc@gmail.com
www.alejandrasfashion.com
Products and Services: Alejandra’s fashion organization has provided the best factory direct 
apparel solutions for various recognized brands such as Nordstrom, Abercrombie & Fitch, Macy’s, 
Target and Walmart. The 25,000 square foot Vernon-Calif. facility offers full package and semi full 
package services including cutting, sewing, finishing and logistics. Alejandra’s works with corpo-
rate clients to convey the most astounding quality clothing and customer satisfaction delivering 
100 percent American labor. With a production capacity of 35,000 items per weekly, Alejandra’s 
Fashion has a wide range of experience with simple through high-end garments.

Asher Fabric Concepts
www.asherconcepts.com
Products and Services: In 1991, Asher Fabric Concepts, based in Los Angeles, trans-
formed the apparel industry by offering cutting-edge, high quality, “Made in U.S.A” knits for 
the contemporary fashion, swimwear, sportswear, sweater knits and loungewear markets. 
Since then, the company has become internationally known for its in-house system of 
vertically integrated machines that manufacture premium quality, knitted fabrications 
with and without spandex. 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 production. 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.

Kornit Digital
480 S. Dean Street, Englewood, NJ 07088
Contact: Mandy Liu, (201) 608-5758, Mandy.Liu@kornit.com
www.Kornit.com
Products and Services: Kornit Digital is the leading provider for digital textile printing 
solutions. Kornit’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. 
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* FULL CHARGE BOOKKEEPER *
ABOUT US: 
We are a high-end mens fash ion la bel lo cated in
Down town LA. We are look ing for a new team mate to
join our team.
RE QUIRE MENTS: 
* Man age all ac count ing-re lated is sues and all ser vices
for every client ac count as signed to you 
Pay roll 
* Tax prepa ra tion 
* In voice pro cess ing 
* Record keep ing, pro duce monthly cash flow, bal ance
sheet, and profit-loss state ments 
* Ac count re ceiv ables &amp; payables 
* Pro cess ing over seas pay ments &amp; check ing for
ac cu racy 
* Up dat ing ac counts with fac tor/bank 
* Credit card rec on cil i a tion 
* Pro cess ing in voices &amp; pay ments in quick books 
* Pro cess ing com mis sions 
* Sub mit art work for reg is tra tion
QUAL I FI CA TIONS:  
* Bach e lor’s de gree in Ac count ing or As so ci ates  
De gree plus pro fes sional ex pe ri ence 
* A min i mum of 2+ years of pro fes sional ac count ing  
ex pe ri ence 
* 1+ year of book keep ing ex pe ri ence
* Strong com mu ni ca tion skills, both ver bal and writ ten 
* Ex cel lent com puter skills: MS Of fice and Quick books
is re quired 
* Ex pe ri ence in AIM S360 highly pre ferred 
* Re tail, whole sale, and e-com merce ex pe ri ence is  
pre ferred.
Email re sume to: hr@ bar abas men. com

5/13/2021

http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/8927/ 1/1

GRAPHIC ARTIST
Job De scrip tion: Graph ics Artist 
Sta tus: 5-6 Month Tem po rary Pro ject 
Salary: +$25/Hr. Open to Ne go ti a tions DOE
Hours: Flex i ble, Mon-Fri 8hrs/day Prefer ably in Of fice 
Re spon si bil i ties: De velop fin ished screen-printed por tion
of the line for monthly mar ket of fer ings. Re search mar‐ 
ket trends specif i cally for screen print ing and nov elty
em bell ish ments. Ex e cutes pro jects i.e. CADS, spe cial
screen pro jects, and mis cel la neous graph ics needed by
the De sign As sis tants, De signer, and/or Sales. Con fer
with De sign ers to cre ate new graphic de signs for the
JRs Di vi sion.
Qual i fi ca tions: Abil ity to gen er ate and di rectly trans late
graphic de sign con cepts into well-de fined and de tail-ori‐ 
ented cre ative so lu tions
Du ties: 
1. Re search and De vel op ment of graphic art work and
tex tiles. 
2. Cre ates high qual ity graph ics that SE de mands in a
timely fash ion. 
3. Im age and con cept re search. 
4. Col lect fonts. 
5. Color sep a ra tions. 
6. Or ga nize all com puter files and back-up all art work
on disks. Erase all un-needed files to op ti mize com puter
per for mance.
Sub mit your re sumes to:  
mi martinez@ sel fest eemc loth ing. com

5/13/2021
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JUNIOR ASSOCIATE DESIGNER
Job De scrip tion: Ju niors As so ci ate De signer
Sta tus: Full Time
Salary: +$25/Hr. Open to Ne go ti a tions DOE
Hours: Mon-Fri 8hrs, Oc ca sional Sat ur days
Re spon si bil i ties: As sist in the foun da tional de vel op ment
and ex e cu tion of the line from start to fin ish, in clud ing
co or di na tion of in-house sam ple de vel op ment, CADs,
line sheets.
Du ties:
1. Co or di nate and track sales sam ples for key  
ac counts.
2. En sure that sam ples are cor rectly pro duced, tagged,
and cus tomer-ready.
3. Co or di nate and track fab ric de vel op ment with do mes‐ 
tic and over seas ven dors.
4. As sist with line sheet de vel op ment, CADs, re col or ing,
art de vel op ment.
5. Man age de vel op ment tech packs for cost ing and
pre-pro duc tion, in clud ing check ing trim / fab ric codes for
ac cu racy.
6. Ad di tional re spon si bil i ties and tasks as re quested by
the De sign Di rec tor.
Qual i fi ca tions: Pro fi ciency in Adobe Il lus tra tor and Adobe
Pho to shop. Strong abil ity to un der stand dead lines and
keen sense of ur gency. Abil ity to multi-task and strong
at ten tion to de tail. Knowl edge of col ors and fab rics.
Sub mit your re sumes to:  
mi martinez@ sel fest eemc loth ing. com

5/13/2021

http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/8929/ 1/1

PRODUCTION COORDINATOR
Job De scrip tion: Pro duc tion Co or di na tor
Sta tus: Ex empt Full Time
Salary: +55K Open to Ne go ti a tions DOE
Re spon si bil i ties: Man age and di rect work flow for as‐ 
signed fac to ries. Com mu ni cate, ne go ti ate and de fine
Im port pro cess ing needs with fac to ries. Re view and  
ver ify all fin ish ing con tracts.
Track ing and mon i tor ing flow of lab dips. An a lyze and
ver ify stan dards to/from fac to ries/sup pli ers; is sue ap‐ 
provals, com ments, and re sub mits. Re view pro duc tion
swatches and ver ify matches ap proval. Up date con trol
log. Co or di nate and en sure com plete and up-to-date
data by style (by cus tomer) for Tech Pack ages.
Track ing and mon i tor ing of screens—re view art‐ 
work/strike-offs and ver ify matches ap proval. En sure
ship ment/re ceipt by sup plier. Is sue ap provals and re sub‐ 
mits. Ver ify record of Re ceipt of fi nal T.O.P. Up date con‐ 
trol log.
Main te nance and Record keep ing—mon i tor files to en‐ 
sure up dated Fac tory/Sup plier in for ma tion such as, Lab
Dips; Screen/Strike offs; Emails; Ship ping doc u‐ 
ments/Pack ag ing lists; Tech Pack Ex cel Spread sheet
and Re cap Log.
Send your Re sumes to:  
mi martinez@ sel fest eemc loth ing. com
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Apparel News Group
127 E. Ninth St., Ste. 806
Los Angeles, CA 90079 
www.apparelnews.net

Reach 50,000 buyers 
with highest quality 
reporting and the 
greatest outreach to the 
marketplace

June 11
Cover: Fashion
Industry Voices—Fashion
Retail
Technology
Finance
Supply Chain
New Lines and Showrooms

Finance Advertorial
Fashion District Advertorial
Fashion Advertorial
Supply Chain 
Sustainability Advertorial
Technology Advertorial
Made in America Advertorial
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WE ENABLE DIGITAL FASHION
Discover the key trends that are fueling the 
fashion industry’s rapid change and the 
new opportunities in digital textile printing.

• Stay ahead of the curve and print on any 
material, any way you want

• No le�over inventory
• Grow and expand your business with 

on-demand production

Learn more at: kornit.com

FROM
ZERO TO

Go digital and wow your clients with 
more options, faster than ever before.

http://kornit.com
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