
What advancements 
and innovations within 
denim make you hopeful 
for the future of the 
industry, and how will 
these contributions create 
progress in the category?

As one of the textiles that boasts the deepest roots and richest 
global history, denim has been an influential component of 
popular culture and fashion for centuries. Through war and 
peace, formal events and casual affairs, travel adventures 
and remaining close to home, the beginning of life and the 
end, denim has been everywhere. The impact of denim has 
contributed to the elements that defined the contributions of 
different generations within music, art, politics and cultural 
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Denim Forward, Inc., has unveiled its new plant, which 
it says is the world’s first Urban Factory, a finishing facility 
that implements revolutionary technologies that transform 
the textile-production model to an on-demand and fully 
sustainable process.

Using advanced manufacturing and transformational 
technologies, DenimFWD serves as an implementation 
company to create a more-sustainable denim industry that is 
also closer to the consumer. The Urban Factory is intended 
to be a digital-finishing center with a variety of solutions for 
on-demand production.

DenimFWD Opens 
‘World’s First Urban 
Factory’

By Dorothy Crouch Managing Editor

By Tyler Shultz Assistant Editor
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Denim Trailblazers
Since its inception, Boyish Jeans has prioritized sustainability. The 

Los Angeles brand is celebrating denim’s eco evolution with its Green 
Pioneer Spring 2022 collection. See page 15 for more styles.
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SUPPLY-CHAIN TECHNOLOGY



Messe Frankfurt’s Texworld New York 
City and Apparel Sourcing New York 
City’s virtual editions allowed exhibitors 
and attendees to conduct business and 
join educational programming Jan. 25–27. 
Artificial-intelligence matchmaking for 
suppliers and attendees afforded connection 
opportunities, with educational programming 
produced through Textile Talks and the 
Lenzing Seminar Series. 

“Not only does Texworld give industry 

leaders the opportunity to reach professionals 
across the market, but it also serves as 
a platform—especially in this virtual 
climate—for us to connect, collaborate 
and further conversations about a variety 
of relevant and extremely necessary topics 
from entrepreneurial industry game-
changers to innovative technologies and 
developments that are helping to evolve the 
eco-consciousness of the industry,” said 
Tricia Carey, director of global business 

development of denim and Americas at the 
Lenzing Group.

On the first day, as part of the Lenzing 
S e m i n a r  S e r i e s ,  K e r r y  B a n n i g a n , 
executive director of the Fashion Impact 
Fund, moderated a roundtable session 
titled “Women Social Entrepreneurs—
Transforming Fashion for People & Planet” 
to discuss a component of sustainability that 
is, at times, overlooked.

“Messe Frankfurt/Texworld and Apparel 
Sourcing NYC gave us a platform through 
their educational series with Lenzing to 
spotlight our Conscious Fashion Campaign: 
New York program honorees; showcasing 
women social entrepreneurs advocating for 
a new paradigm in the fashion sector and 
trailblazing solutions, systems and strategies 
that are addressing the critical issues of our 
time,” explained Bannigan.

—Dorothy Crouch 

After its first in-person event in July 
2021, Première Vision New York returned 
to the Center415 event space on Fifth 
Avenue in New York City Jan. 18–19. The 
two-day event brought over 1,000 attendees 
to showcase and shop the latest styles for 
Spring/Summer 2023. PVNY featured 
over 110 exhibitors from 17 countries—an 
increase from the 64 exhibitors that appeared 
during the July event.

Exhibitors at the show were grouped 
into sections including fabrics, leathers, 
accessories and designs with a separate section 
dedicated to the latest in manufacturing, 
yarns and knitwear. The event also featured 
a section for Smart Creation, a platform 
founded in 2015 that showcases design 
innovations that make the apparel industry 
more sustainable and ethical.

Attending PVNY and exhibiting for the 
first time in the U.S. was Natural Fibers, 
a Lithuanian company that specializes 
in growing and processing raw hemp to 
produce high-quality fibers and yarns. 
Gabriele Bernotaite, head of sales at Natural 
Fiber, said it was great to see the number of 

American brands interested in offering more-
sustainable products to their clients.

“We were pleasantly surprised with the 
mix of people visiting the exhibition and 
managed to have a lot of great conversations 
with brands ranging from athletic to luxury to 
producing home textiles, discussing how they 
can start using hemp fiber in their production. 

A lot of people were surprised by the 
versatility and softness of fabrics with hemp,” 
Bernotaite said. “Our aim was to better 
understand the American market through 
networking and also introduce people to the 
qualities of hemp fiber like it being carbon 
neutral, antibacterial and grown without any 
additional watering or pesticides.”

Through a partnership of Première 
Vision and the Fashion Manufacturing 
Initiative, a program led by the Council of 
Fashion Designers of America, visitors to 
the New York show were able to see local 
manufacturing solutions and products. 
The initiative was created to help grow 
and elevate garment production in New 
York City by connecting designers to local 
manufacturers.

The event also offered the opportunity for 
attendees to purchase the Première Vision 
Color Range, which offers key information 
for the Spring/Summer ’23 season including 
upcoming trends. The Color Range is 
developed together with Première Vision’s 
partners during international meetings.

—Tyler Shultz 
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Sustainable-chemical-solutions 
provider Archroma has announced 
the launch of EARTH SOFT, a new 
softening system for textile and fashion 
applications. The new system is based 
on Archroma’s latest innovation, Siligen 
EH1, a vegan silicone softener with 
35 percent plant-based active content. 
Siligen EH1 is the latest addition in plant-
based innovations by Archroma, which 
has also developed EarthColors dyes and 
Appretan NTR binders as alternatives to 
manufacturers looking for eco-friendlier 
ingredients. The new EARTH SOFT 
system also includes a Hydroperm 
wicking agent to boost hydrophilic 
properties. Siligen EH1 is ideally suited 
for shirts, underwear, sportswear, towels 
and bed sheets, among other uses. It 
is suitable for both woven and knitted 
pieces and can be applied through a 
padding process as well as through an 
exhaust process.

Polygiene AB has announced, 
through its subsidiary, United Kingdom–
based Addmaster, that it has acquired 
U.K.-based SteriTouch from Radical 
Materials Limited. The move will 
significantly increase the Sweden-based 
company’s antimicrobial additives 
offerings for plastics, coatings and 
paints. The acquisition of SteriTouch 
is a 100 percent synergy deal in which 
Polygiene will provide the customers 
and incorporate them into Addmaster’s 
production setup. “The acquisition of 
SteriTouch is fully in line with our 
new growth strategy, and the obvious 
synergies with Biomaster’s antimicrobial 
business makes this a very welcome 
addition to the group,” said Ulrika Björk, 
CEO of Polygiene. 

Gordon Brothers, a global advisory 
and investment firm, has made a majority 
investment in fashion and lifestyle brand 
Nicole Miller. Founded by Nicole Miller 
in 1982, the brand has grown to become 
one of the leading names in fashion and 
includes womenswear collections and 
has previously partnered with prominent 
licensees in a variety of other product 
categories. The investment firm’s 
immediate focus will be partnering 
with Nicole Miller licensees to build 
the brand’s e-commerce presence. “We 
are excited to continue the incredible 
momentum Nicole Miller and her team 
have built to grow with current and new 
partners. We see tremendous opportunity 
in product extensions and territory 
expansion,” said Tobias Nanda, president 
of brands at Gordon Brothers. Miller will 
continue her work with the company as 
chief creative officer and as a member of 
the board of directors.

Dolce & Gabbana has officially 
announced that it will discontinue the 
use of animal fur in all of its products 
starting this year. The Italian luxury brand 
has been endorsed by both the Humane 
Society of the U.S. and the Humane 
Society International for its efforts to 
remove animal-fur products. Dolce & 
Gabbana said it will collaborate with 
master furriers to instead create eco-fur 
garments and accessories with a variety 
of faux-fur alternatives. The fur industry 
has long been criticized by animal-rights 
activists, especially in recent years, as 
sustainable faux-fur options are becoming 
more commonplace in the industry. In 
addition to the ethical concerns regarding 
fur products, climate-change scientists 
have said that fur production is estimated 
to have a negative climate impact five 
times that of wool production.

Inside the Industry

Texworld New York City panels such as the Kerry 
Bannigan-led “Women Social Entrepreneurs—
Transforming Fashion for People & Planet” 
brought together experts in sustainability and 
ethics, which have become a greater focal point 
for the textile and apparel industries.
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Première Vision New York returned to the 
Center415 event space for a two-day event 
featuring over 110 exhibitors from 17 countries.
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PVNY Returns to New York to Showcase Spring/Summer ’23

Texworld NYC’s Virtual Shift Focuses on Sustainability

https://lp.aptean.com/California-Apparel-News-LP-AID4182.html?utm_source=vendor&utm_medium=landing-page&utm_campaign=XERP-NA-DA-2022-02-11-California_Apparel_News_Demo_Request&utm_content=button


Dedicated to outdoor and active apparel, 

the NEW Spring Portland edition will 

feature innovative textiles and color trends 

for the Spring 2023/2024 season alongside 

expert-led talks focusing on the sustainable 

future of the textile industry.

The fair is open – free of charge – to 

verified designers, product, purchasing 

or material managers looking to source 

fabrics and accessories for outdoor, 

sportive performance and lifestyle apparel.

LEARN MORE & 
register AT:
functionalfabricfair22.com/CAN

APRIL 4-5, 2022
OREGON CONVENTION CENTER

http://functionalfabricfair22.com/CAN
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The plant is located in City of Industry, 
Calif., and helps bring a portion of the 
production process back to the United States. 
Chief Executive Officer Carlos Arias said the 
idea for the plant had been brewing for some 
time but that the timing was perfect now as 
retailers are beginning to change how they do 
business in a digital age and as consumers are 
changing how they shop for products. 

D e n i m F W D  h a s  p a r t n e r e d  w i t h 
Jeanologia, a sustainable-textile-solutions 
provider, to integrate Jeanologia technologies 
at the Urban Factory. Jeanologia states that 
over 35 percent of the 5 billion pairs of jeans 
produced worldwide every year are made 
using Jeanologia technologies. Arias, who 
was previously CEO at Jeanologia, said the 
partnership between the two companies was 
a natural progression after working together 
for so long and being a customer three times. 
He said he understood that the technologies 
developed by Jeanologia had extraordinary 
potential to transform the industry.

Some of the Jeanologia technologies 
used at the Urban Factory include laser, G2 
Ozone, e-Flow, SmartBox, ColorBox, EIM 
and H2Zero, the first water-treatment and 
recycling system that allows the reuse of 
water for up to 30 days as opposed to having 
every wash load taken to a treatment facility 
and then dumped. DenimFWD’s Urban 
Factory is able to produce up to 5,000 jeans 
and 4,000 T-shirts a day in a sustainable and 
efficient manner because of the integrated 
Jeanologia technologies. The company noted 
the benefits the Urban Factory brings to the 
textile industry: being eco-friendly, scalable, 
agile and digital, in addition to having a 
neutral cost and connecting designers, 
producers and consumers.

Through the shift to a more on-demand 
production process, the Urban Factory allows 
for a more-sustainable production process. 
Retailers need the option to hold inventory 
or postpone decisions until they can see what 
customers are shopping for to get the right 
products manufactured.

Arias used a denim wall as an example, 
stating that retailers need to project months 
in advance the styles customers will be 
shopping in that upcoming season. The Urban 
Factory allows retailers to fully stock their 
denim walls but also gives them the option to 
wait and see what is selling or trending better 
and, in turn, stock more of the products their 
customers want.

“When you don’t have to produce a 
massive amount of inventory that goes to 
waste, that, by itself, is important,” Arias 
said. “Just by the way our industry has placed 
more importance on sustainability, the 
newest technologies by themselves are top of 
the line, which help the Urban Factory have a 

significantly decreased footprint.”
Through the partnership with Jeanologia, 

the Urban Factory is the home for the first 
active Handman in the United States, which 
allows for automated laser technology to 
achieve fast and scalable production. The 
Handman is the latest laser technology from 
Jeanologia and features two lasers and a 
robot cabinet that automates the production 
process and allows for a faster and more-
efficient process. 

“A normal system has a person spinning 
the mannequin so the laser can burn it, but 
when it spins, the machine can’t be operated 
so a laser doesn’t hit an operator. With the 
Handman, the two lasers work together at 
the same time with no worry of hitting an 
operator. It’s extremely efficient with high 
automation that allows one operator to handle 
the whole production system.”

The Urban Factory also includes the 
latest technologies and products from 
Kornit Digital, a provider of digital-printing 
solutions. Included among the technologies 
are the Kornit Atlas MAX system as well 
as the Kornit Presto MAX system, the latest 
digital-printing system from Kornit and the 
first system that allows for white printing on 
dark-colored fabrics.

Arias explained that the first DenimFWD 
Urban Factory is just a preview of how it can 
impact the apparel industry. The goal for the 
company is to set up clear business models 
that help support its customers and become 
a complementary tool in its customers’ 
toolbox.

“What we’re creating is just a showcase 
of what’s possible in the U.S., and our 
hope is that this will be a model that will be 
replicated across the U.S. The capacities we 
have in an Urban Factory are small by design 
so the hope is we will be able to integrate 
solutions. We’re hoping this new model, 
which allows for sustainable product to be 
produced quickly and accurately, is going to 
be part of the future of the industry,” Arias 
said. ●

SUPPLY-CHAIN TECHNOLOGY

DenimFWD’s Urban Factory is home to the first Handman in the U.S. The Handman by Jeanologia 
automates the laser-technology process and allows one operator to handle the whole production system.
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DenimFWD Continued from page 1

DenimFWD has partnered with Jeanologia to 
integrate various technologies at the Urban 
Factory. Jeanologia said over 35 percent of 
the jeans made worldwide every year use its 
technologies.

J. W.   T E X T I L E    S A L E S
REPRESENTING:

J. W.   T E X T I L E    S A L E S
818.613.2385

JWTS@yahoo.com
www.jwts-eclat.com

ECLAT TEXTILES
PERFORMANCE KNITS
Leading provider of 
circular knits to higher end 
athleisure and active wear 
brands. Los Angeles stock 
program for domestic 
production. Heather 
Moss Jersey, Interlocks, 
TENCEL and many more 
performance knit options 
to choose from.

REX FABRICS
ACTIVE TEXTILES

LOS ANGELES STOCK
Rex Fabrics is a converter 
located in Los Angeles.  
We offer a large selection 
of stock fabrics for yoga, 
sport, swim, gymnastics, 
and dance. Minimum order 
quantity is only 5 yards 
per color. Excellent color 
selection and color cards 
available upon request.

VICTORYTEX
PERFORMANCE 

WOVENS
Victory is a woven 
converter based in Taiwan.  
Excellent source for stretch 
and non- stretch woven.  
Minimum order quantity 
is 3,000 per fabric / 1,000 
yards per color).

VISIT US AT: 
MAGIC SOURCING - LAS VEGAS  FEB. 13–16

Performance and Active Fabrics

vectorapparelprojects.com                       (213)746-4668

Our carefully cultivated team 
and vertically integrated factory 
allow for an atmosphere of care, 
collaboration, and partnership.

We're carrying on the long 
tradition of USA made goods. 
An ethically structuAn ethically structured supply 

chain and worker's rights 
are our foundation. 

We specialize in earth-friendly materials and low waste 
manufacturing techniques. Craft a unique journey for 

your brand while telling a sustainable story.

Contact us to learn more about creating your custom strategy.

WELCOME TO
MINDFUL 

MANUFACTURING 
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http://www.jwts-eclat.com
http://vectorapparelprojects.com
http://vectorapparelprojects.com


http://designknit.com
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movements. Its role is constantly changing, and its evolution 
is fascinating. 

At the crossroads of another shift in denim culture, now 
defined by technological advancements and sustainable 
efforts, California Apparel News asked denim experts: 
What advancements and innovations within denim make 
you hopeful for the future of the industry, and how will these 
contributions create progress in the category?

Beyza Abaykan
Founder and Chief Executive Officer
HMS Washing

 HMS—Hand Made Stone—is 
ecologically groundbreaking on 
three fronts: water, durability and 
carbon footprint. Stonewashing 
can unfortunately consume a 
large amount of water through its 
p r o c e s s .  W e  a t  B a y t e c h 
[Sustainable Teechnologies] are 
able to reduce HMS consumption. 
HMS reduces water use in the 
washing process by 20 percent. It 
also does not require any rinsing 

steps as opposed to three rinsing cycles for pumice. Not only 
does it reduce water use but also leaves little to no sludge, 
resulting in cleaner water as the outcome of the process.

HMS is also vastly more durable than pumice, with 
stones constructed using upcycled pumice and biopolymers, 
which last 60 to 100 times longer than pumice. This allows 
businesses to have a stock of stones that last longer and rely 
less on the supply chain.

With 60 to 100 times more durability, a business’s 
shipment needs—and therefore its carbon footprint—are 
decreased by 60 to 100 times that of pumice. Carbon footprint 
and shipments are reduced, decreasing transportation costs 
while also being more sustainable.

At Baytech/HMS, we are providing patented eco-friendly 
stones to garment producers and processors including denim, 
non-denim and knits for trials all around the world. 

Sarah Ahmed
Co-founder and Chief Creative Officer
DL1961

 DL1961 is a leader in denim 
innovation and environmental 
consciousness that aims to 
combat the denim industry’s 
continued greenwashing and lack 
of transparency when it comes to 
sustainability practices. Denim 
m a n u f a c t u r i n g  c a n  b e  a n 
environmentally harmful process, 
but each day more and more 
b rands  a re  commi t t ing  to 
sustainability and circularity in 

order to lessen the industry’s impact on the planet for future 
generations. 

Using less than 10 gallons of water for each pair of DL1961 
jeans, which are produced at our vertically integrated, self-
powered facility, we use botanic fibers, organic and certified 
cotton, clean dyes, and energy-efficient machinery to preserve 
resources. Any resource we can preserve or carbon footprint 
we can reduce, we are committed to finding a way.

The next step of course is to communicate this commitment 
to the customer. If the customer is not aware that the brands 
they are investing in are harming the environment through 
their manufacturing processes, how will they ever know 
that brands like DL1961 are working to protect it? We must 
all work together to be innovative and impactful in our 
sustainability practices to protect the integrity of our business, 
industry and, ultimately, the environment.

Carlos Arias
Chief Executive Officer
DenimFWD

 I am most hopeful about the 
implementation of technology 
that allows denim-jeans finishing 
to be done by eliminating stones, 
e l i m i n a t i n g  p o t a s s i u m 
permanganate and significantly 
reducing the amount of water 
used in traditional processing 
while at the same time achieving 
beautiful products that are highly 
replicable in an on-demand 
environment. I am also excited 

about the advances in digital tools that allow the elimination 
of waste in the product-development stage and allow for cost 
reductions and time savings in this important area.

Our collective efforts to make the denim industry more 
sustainable will be rewarded by consumers who are demanding 
a new approach to how we produce their beloved jeans. 
Technology has advanced to the point where we can make a big 
difference in reducing the environmental footprint of denim, 
and I believe that when you know better you do better!

Lemi Arkis 
Founder and Partner
Reynas Lable

 In the world today, more than 6 
billion jeans are produced, and to 
produce them an intensive 
cu l t iva t ion  o f  co t ton  and 
substances that have a strong 
environmental and social impact 
on everything around us are used. 
Today, many steps have been 
taken in the right direction at the 
production level by companies in 
the supply chain. Much has been 
invested in research and the 

production of new technologies that allow conscious and 
sustainable production, limiting the use of water and polluting 
products, and creating new natural fibers that are recycled and 
biodegradable.

We all need to produce better and exactly to the consumer’s 
need because overproduction in the fashion industry is still a 
sore point and creates a problem of disposal and pollution. 
Even at the level of accessories, great steps have been taken 
in the direction of conscious production.

At Reynas Lable, our primary preference is the materials 
obtained from the recycling of tons of consumer waste. In 
particular, we have detailed studies on felt and fabrics 
produced with polyester fibers recycled from PET bottles 
collected from the sea. We also produce PU BIO-Based 
by reusing plant-fiber waste generated in the agricultural 
industry. This unique product contains 43 percent sugarcane, 
hemp and corn, and is OCS certified.

Producing innovation, but in a sustainable and conscientious 
way, is the only solution for the future of our industry.

Egemen Bilge
Head of Business Innovation
ISKO Denim

 The future of denim lies with a 
ful ly circular  management 
system. ISKO’s approach to 
circularity considers a future 
where no virgin material is 
needed to produce beautiful, 
durable and high-performing 
woven fabrics. To do this, we are 
removing the reliance on fossil 
fuels and virgin materials, using 
only renewable energy plus 
reusing and recycling materials 

already in circulation. ISKO keeps pioneering sustainable 
fashion, most recently developing R-TWO50+—an exclusive 
yarn-spinning technology that uses a minimum of 50 percent 
Global Recycled Standard–certified recycled materials, 

reducing carbon emissions by as much as 45 percent and 
water usage by as much as 65 percent. 

We also continue to push responsible innovation within the 
industry. One of the key methods in our circularity-system 
approach is thermochemical postconsumer-textile separation 
through The Green Machine as our first investment in this 
technology for poly/cotton-blended textiles. It uses an 
innovative and ultra-efficient hydrothermal treatment method 
that decomposes cotton into cellulose powders, enabling the 
separation of polyester fibers from blended fabrics.

Alberto Candiani
President and Owner
Candiani Denim

 T h e  i m p a c t  o f  j e a n s 
manufacturing has to decrease 
significantly if we want to keep 
this industry sustainable—
financially and environmentally. 
That should start with the fiber, 
with cotton and its farming, 
adopting regenerative agricultural 
practices. 

The improvements should 
continue with text i les  and 
manufacturing, with a strong 

focus on water savings and contamination, smart materials 
and denim fabrics, and pairs of jeans that can provide smart 
end-of-life solutions, from recycling to compost.

Tricia Carey
Director Global Business Development
Lenzing

 The denim industry thrives on 
advancements and innovations 
within resale, indigo application, 
and collaborations that will lead 
to a lower environmental impact 
and social improvements. With 
the durability and heritage of the 
denim market, resale platforms 
keep quality denim in circulation 
longer. Less production, while 
satisfying the need for consumers 
to try new styles, is the way 

forward and is demonstrated by Boyish’s Consignment Shop 
and Levi’s Secondhand.

There is a range of innovations with indigo application 
including our TENCEL Modal with indigo-color technology 
where we add indigo pigment into the fiber-production 
process, reducing water and chemical and energy impacts. 
Looking at indigo from the inside out with fiber rather than 
yarn from the outside in is a new lens to the way indigo has 
been applied for decades. We have to work differently. 

Finally, the range of industry collaborations will propel the 
denim industry forward, from the Transformers Foundation as 
the voice of the denim supply chain to the Ellen MacArthur 
Foundation’s Jeans Redesign campaign bringing competitors 
together for a declaration of change. We support circularity 
collaborations for REFIBRA technology with Accelerating 
Circularity and The Circle Book as well as brand partnerships 
like Kings of Indigo, Closed and Triarchy. It is only together 
that we can achieve more during these evolutionary times. 

Industry Focus: Denim Continued from page 1

What advancements and innovations within denim make you hopeful for the future 
of the industry, and how will these contributions create progress in the category?
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Brent Crossland
Founder
5Loc Cotton, LLC

 Let’s begin with the cotton 
farm. Prescriptive input farming 
and the adoption of soil-health 
improvement practices are 
changing the perception of cotton 
and thus denim at the consumer 
level. The cotton-farming sector 
is proving that farming can 
ac tua l l y  be  an  answer  t o 
environmental concerns rather 
t h a n  a  p r o b l e m .  I n  t h e 
manufacturing sector, advances 

in natural indigo and a cleaner indigo-dyeing process are very 
encouraging. We are also heartened by the new “zero to very 
little water” practice and reduction in harmful discharge. And, 
of course, we are making great strides with “end of life” for 
denim reusing and recycling. These are very important 
benefits for the consuming public, and we see a great deal to 
be invigorated about for the future of denim.   

Zennure Danisman
Marketing and Washing Manager 
ORTA

 We envision a denim future 
beyond a circular economy to a 
world of infinite possibilities. 
Collaboration is enabled in every 
step of the design and production 
process from the farmer to the 
designer, the fabric mill to the 
f a s h i o n i s t a .  W h e r e  e c o 
technology helps is using fewer 
natural resources while creating 
more abundance, and where 
denim leads fashion is in climate 

action and building a waste-free denim ecosystem that enables 
a longer, healthier life for us and the planet. 

We are always looking at how we are using less to create 
new products. With every product we create, we push new 
horizons beyond sustainable, circular and upcycled toward 
creating regenerative denim that gives back more than it 
takes. We believe in the innovation of comfortable stretch 
toward a biodegradable future. Engineered to revolutionize 
the future of stretch denim in the industry, our Torque fabric 
family is a groundbreaking comfort stretch story created from 
biodegradable mono fibers.

We are also focusing on digitalization. ORTA shares 
LCA—Life Cycle Assessment—data with its consumers 
for five years through QR codes. We are also sharing the 
fiber origin of our products via QR codes for the last three 
collections. 

As a next step in digitalization, we launched the industry-
first VR denim journey. This journey immerses you in a 3D 
world of travel, stories and fabric possibilities in a gaming, 
zenfulness experience that takes you on a sensory emotional 
scenic tour of ORTA’s origins and earth-derived fabric-and-
dye inspirations.

That’s why we like to say, “Welcome to the metadenimverse 
of ORTA.” The idea that you are looking at the metaverse is 
both physical and virtual, and denim has a role in it. You can 
experience your denim in real life with the physical garments, 
and you can experience your denim in the virtual world with 
our VR journey. 

Alberto de Conti
Head of Marketing and Fashion Division
Rudolf Group

 From the perspective of the 
manufac turer  of  chemica l 
auxiliaries for denim and textiles 
at large, three areas definitely 
make us hopeful for the future of 
the industry. Those areas are 
critical to the identification and 
adoption of chemistry that can be 
used as ingredients during true 
circular design.

T h e  f i r s t  i s  r e g a r d i n g 
auxiliaries manufactured from 

bio-carbon from either vegetal sources or organic waste. 
This is where the chemical industry pushes the boundaries 
of R&D and introduces product propositions from natural 
sources that do not compete with human and/or animal 
nutrition. Particularly relevant are those solutions made out of 
natural waste that is a by-product of human food and animal 
feed. One example at RUDOLF is RUCO-DRY BIO CGR, 
delivering water repellency for textiles from vegetal waste.

Additionally, regarding auxiliaries manufactured through 
chemical recycling, another progressive horizon in textile 
chemistry is the depolymerization of plastic waste for the 
synthesis of other molecules that can be used for a greener 
and more sustainable world. Rudolf has renewed its genuine 
commitment to the environment through the launch of the 
CYCLE-LOGIC brand and product family. CYCLE-LOGIC 
captures tremendous technical innovation and pioneers a 
new path— the upcycling of post-consumer, disposable 
and nonreturnable plastics such as PET plastic bottles into 
valuable textile chemistry.

Finally, in denim-finishing auxiliaries from renewable 
resources,  due to the increasing cost—and soon, 
unavailability—of crude oil, it is very urgent for all players 
in the textile supply chain to start thinking of renewable 
raw materials that are alternatives to the petrochemicals 
currently used. RUDOLF has shown the way by introducing 
the OFFUEL product series, a progressive array of chemical 
auxiliaries for denim finishing consisting, by at least 90 
percent, of alternatives to crude oil and/or components based 
on recycled materials. 

Ebru Debbag
Executive Director Sales and Marketing 
Soorty

 Denim is a social connector, 
global storyteller and mirror of 
contemporary culture enhanced 
with technology, scientific 
progress, beauty and an icon of 
hope for a better future.

A d v a n c e m e n t s  t h a t  a r e 
becoming common practices 
include supply-chain integration, 
unexpected collaborations, 
recycling and reusing waste, 
extracting fewer natural resources 

with advanced water-consumption-elimination technologies, 
and regeneration at the fiber stage. The business model is 
changing to be service oriented with consumers becoming 
part of the supply chain. Sustainable collections are being 
replaced by mindsets. 

Soorty defines a more meaningful business by using 
science-based targets as well as placing human needs at the 
core such as our SOCI organic cotton, Zero Stone, Laser Art 
finishing, education through Future Possibilities online and 
Space-D hub in New York City, Seasonless collections, and 
the first digital denim garment developed with The Fabricant 
four years ago. Life-cycle analysis helps redefine the design 
stage. The farm-to-closet path where we define problems 
leads to new advancements and solutions. In the near future, 
we will see progress at scale becoming the norm. 

Anatt Finkler
Creative Director 
Global Denim

 First off, I think the future 
should be circular, and it’s all 
about recirculating materials 
b a c k  i n t o  t h e  s u p p l y 
chain. For this, I am most hopeful 
for all recycling techniques and 
creating denim with recycled-
c o n t e n t  m a t e r i a l .  T h i s 
initiative is being carried on by 
mills today and on a larger scale 
with companies that are getting to 
recycle all kinds of textiles and 

fiber, turning them back into yarn, which is a bright light at 
the end of the tunnel not only for denim but for fashion in 
general. 

The use of digital tools like virtual showrooms 
and 3D modeling, with software to visualize how materials 
act, move and react, is and will continue to allow avoiding 
sample waste, reducing unwanted inventory and speeding 
production.

In order to succeed and thrive as an industry, we need to 
first be mindful of the resources we use, so I’m hopeful that 
the latest advances in technologies for finishing and dyeing 
are allowing us to save water, energy, use cleaner chemicals 
and avoid much waste, ensuring the future of the industry and 
its ability to continue to grow. 

Trinidad Garcia III
Founder 
Trinidad3 Jeans

 T h e  r o o m  f o r  d e n i m 
advancement is  the human 
element. It starts at the farm level 
with connecting cotton farmers 
with developers and designers 
and ultimately with the consumer. 
Keeping transparency open and 
the carbon footprint low is the 
resu l t  o f  th i s  connec t ion . 
Advancements  in  l aundry 
technology such as lasers and 
ozone washes are saving critical 

water and creating safer environments for the worker.
The ability to make a positive impact on people’s lives 

through denim is what I’m most hopeful about. This year 
we are expanding our Adaptive-jean program, releasing a 
women’s collection and developing a streetwear capsule 
to show creativity and inspire the veteran and fashion 
communities. [We’re] getting back to work and producing 
jeans here in the United States responsibly!

Lucie Germser
Founder of SPHYNX
Founder of The Women in Denim 

 For me, the most important 
innovation is not about the fabric 
itself but more about those who 
make it.

With The Women in Denim 
we  a re  r a i s ing  awareness 
about female workers’ living 
wages. This is the main theme 
of our next talk, which will take 
place during the next Bluezone 
international denim trade show. 
You will discover that paying 

your employees better can bring many more benefits than you 
expected. We, people from the denim industry, all know that 
this is one of the most important things that has to be changed. 
Improved. Innovated. And we are working hard on it. Step 
by step, things will change. After this huge sustainability 
race, The Women in Denim is expecting denim professionals 
to consider this massive fact, and we can’t wait to see the 
factory that will proudly announce, “We now pay our workers 
decently.”
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What advancements and innovations within denim make you hopeful for the future 
of the industry, and how will these contributions create progress in the category?
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Paolo Gnutti
Chief Executive Officer
PG

 Our duty and task is to offer, to 
the market and consequently to 
t h e  f i n a l  c o n s u m e r ,  a n 
increasingly ethical product, 
where sustainability is not just a 
word but a natural, conscientious 
process.

For many years now we have 
been investing in innovation in 
order to drastically reduce the 
waste in our supply chain and to 
reuse them in production.

Today, our collection is more than 80 percent recycled, 
and we are investing many resources in the study and 
development of biotechnological indigo, the new method that 
is based on the creation of bacteria that replicate the synthesis 
of the color indigo. It will be a necessary step toward a more 
ethical product.

Adriano Goldschmied
Founder
House of Gold

 Recently we’ve had incredible 
acceleration in the speed of 
innovation and new technologies. 
COVID forced the industry to go 
even faster. Climate change does 
not give discounts. The urgency 
of radical change to bring the 
textile and apparel business to no 
impact is clear. 

T h e  E l l e n  M c A r t h u r 
Foundation’s Jean Redesign 
guide has a dramatic impact on 

improvements that designers can bring about but also has a 
lot of influence in the industry. Circularity is the subject of 
these times. The jean has to be more durable, biodegradable 
and ready for recycling. With fibers, there is a revolution in 
progress. Cotton will give way to cellulosic fibers like Tencel 
and natural fibers like hemp.

Indigo is a very critical issue. Chemical indigo products 
from oil are toxic. The future will be in biotechnology to 
produce indigo with the fermentation of sugar cane. Huue, 
a startup in San Francisco, is leading the research in this 
direction.

Sip-Italy, an Italian machines manufacturer, is changing an 
industry that has been basically the same for 150 years. It is 
about automation, robots and artificial intelligence. 

In laundry, a lot of progress such as laser, nanotechnology, 
water recycling and ozone are changing a very dirty industry. 
A good example is Wiser Wash, which uses no stones and 
very little chemicals and water.

Digitalization is a real change for good. COVID made this 
an obligation. The future is digital fabric sourcing, digital 
design, digital samples and digital showrooms. We will 
produce only what is sold. In traceability, blockchain will 
make it possible. We are able to control the entire process 
starting from the farms all the way through the processes up 
to the time the goods are in the store.

Going local will bring production closer to the consumer, 
saving CO

2 
emissions and giving work and potential to local 

industry.

Juan Carlos Gordillo
Denim Designer

 Fortunately there are real 
advances in the denim industry. 
One of these important advances 
in research and the creation of 
denim fabric is the Dry Indigo 
process by Tejidos Royo. This 
process is a revolution in the 
denim scene because it provides 
65 percent water savings in the 
process and is 100 percent 
biodegradable. It received the 
European Business Award for the 

Environment (EBAE) 2020–2021 for turning denim fabric 
into a 100 percent ecological product.

This innovation gives me hope because it is developed 
by a company that also believes in transparency. There is no 
such thing as sustainable fashion, but there are, more or less, 
responsible products, a consequence of the work and effort 
of companies oriented to create an ethical and transparent 
industry. This is thanks to the people who make companies 
transparent to create innovations that will change the industry 
and obviously our world with honesty and not just nice 
marketing campaigns. I am honored to share that my next 
capsule collections will be made with Black Dry Indigo by 
Tejidos Royo.

Ben Kotler
Sales Director
Dear John Denim

 With consumer awareness and 
the rising number of fashion-
conscious shoppers, one word 
comes to mind—sustainability. 
Becoming part of a community 
that cares about our environment 
and human rights is essential to 
the future of the denim industry. 
Dear John Denim has been and 
continues working to further 
apply newer advancements and 
practices. For example, our 

products are made in factories that employ fair-wage practices 
and provide safe and clean work places for their employees. 

New denim fabrics and wash treatments continue to drive 
the innovations within the denim community. Starting with 
2022, we are expanding our sustainability program by using 
biodegradable fibers such as Tencel Lyocell and REPREVE 
blends. We are working with our suppliers on securing 
recycled materials to incorporate into our new fabrications. 
Advancements such as ozone machine washing are allowing 
companies to be able to attain a higher level of control over 
factors such as water, waste, and chemical and recycling 
management.

We have also been implementing several new wash 
techniques including ozone machine washing, which allows 
us to be more eco-friendly by using less water. Solvent-
spinning processes have more than a 90 percent recovery of 
solvents used for washing and dyeing, and our wash-and-dye 
houses recycle and filter all water used to process our denim 
and twill garments. 

We also ensure that the factories we use to produce our 
products are 100 percent compliant with international human-
rights and wage standards. 

As a fashion staple, denim is a leading fashion category. 
Sustainability and eco-consciousness will contribute to the 
denim industry’s growth, leading the path to move toward 
a future with companies that are more transparent and 
environmentally responsible. Being able to implement these 
new techniques will slowly start to clean the manufacturing 
process.

Susan Lee
Founder
Wilder Los Angeles

 What is great design? Really 
great design is very thorough. 
Really great design is working 
with the product both on the 
surface and beneath the surface. 
It means well designed inside and 
out. And in the past few years, the 
definition of a well-designed 
product  has  become more 
complex.  

It is an exciting time in the 
denim industry. We are in a time 

of shift in global consciousness, a time when we are actively 

evolving our culture to protect planet Earth. Sustainability has 
connected us in the denim field to work together for a much 
bigger goal. We are holding ourselves accountable and raising 
the platform in the industry to help protect the Earth. 

I always say that sustainability is a journey and not an 
end goal. The denim industry is on this journey together as a 
collective. We now have more advancements in sustainable 
materials such as organic and biodegradable cotton, 
recycled as well as biodegradable polyester, and other more 
natural cellulose fibers such as hemp and bamboo being 
incorporated into product. Also, liquid indigos and natural 
dyes are replacing older powder and chemical dyes for a 
more-sustainable approach to finishing fabrics. In wash, laser 
techniques as well as advances in washes that use very little 
water are making sustainability within denim linear from start 
to finish.  

Again, sustainability is not an end goal. Sustainability is a 
journey, and it is such a pleasure to be a part of this journey 
with the denim industry. We are raising the platform in which 
we make jeans. My hope is that sooner than later we do not 
have a choice to be sustainable in making jeans. Eventually, 
there will be no other option. There will only be all-sustainable 
options.

Steve Maggard
President 
Cone Denim 

 We are excited by the passion 
and commitment we see within 
t h e  d e n i m  i n d u s t r y  f o r 
sustainability, transparency and 
traceability throughout the global 
supply chain, and Cone Denim is 
proud to lead the way with many 
initiatives. We’re focused on a 
sustainable future. The steps we 
take, the investments we make, 
are focused on lowering our 
impact on the environment and 

conserving Earth’s natural resources, from the sourcing of 
raw materials to our manufacturing processes and our final 
products.  

It all starts with fiber—from eco-friendly fibers like hemp 
and Tencel to responsibly sourced cotton including BCI- and 
OCS-certified organic cotton. And as the first denim mill to 
partner with Oritain, the leading product and supply-chain 
traceability specialists, we use forensic science to verify the 
origin of our cotton fiber.    

Cone is proud to be the first denim mill to have its Science 
Based Targets and commitment to 1.5 degrees C approved. To 
further advance our actions, we’ve committed to the UN’s 
Sustainable Development Goals and are actively participating 
in the UN Global Compact and CEO Water Mandate. An 
important part of Cone’s commitment to reducing water usage 
is installing a new, state-of-the-art, Zero-Liquid Discharge 
wastewater treatment system with customized ultra filtration 
and a reverse-osmosis system that recycles 90 percent of the 
water used during denim manufacturing—saving over 140 
million gallons of water per year.

Another step we’re taking toward water conservation is the 
introduction of our Ozone Flash Finish, which uses 85 percent 
less water compared to conventional finishing methods. In 
addition to significant water savings, this eco-efficient ozone 
technology uses less energy, fewer chemicals and allows us 
to engineer fabrics with an affinity for laser and eco garment-
washing techniques. 

Cone Denim is committed to driving sustainable leadership 
and collaborating with like-minded partners and customers to 
enact true progress.

What advancements and 
innovations within denim 
make you hopeful for the 
future of the industry, 
and how will these 
contributions create 
progress in the category?
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Romain Narcy
Board Member of Innovation and Strategy
Blue Matters

 On the fabric side, lower-
impact indigo-dye techniques 
appeared, and their usage is 
spreading not only because 
environmental concerns gained in 
momentum but because the cost 
of water and energy have been 
skyrocketing starting in 2021. 
These costs are expected to 
continuously increase for years to 
come, so we are hopeful that will 
lead to a change in our sector.

Artificial eco stones combined with chemicals that are 
able to replace pumice stones are spreading on the market; 
therefore, there is hope that toxic indigo sludge will diminish 
and the export of containers of pumice stones from Turkey to 
producing countries decreases, reducing the carbon footprint.

More-affordable solutions for water recycling are now 
available on the market, such as Vatek’s combination of 
chemical/biologic/MBBR/ultra filtration/reverse osmosis. 

On one hand, certain monsters appeared on the market 
with ultra-fast fashion concepts and questionable production 
practices. On the other hand, technical solutions in hardware 
and software appeared that give the denim sector new 
possibilities to produce, such as on-demand manufacturing 
and custom-made jeans.

Anne Oudard
Denim Designer

 One of my main focuses of the 
past few years has been to 
drastically reduce the plastic and 
fossil fuel–based products in the 
jeans that I design. Lately I’ve 
worked with the French brand 
Patine on stretch jeans made 
of Candiani’s Coreva denim. It’s 
made of a natural rubber, plant-
based stretch fiber, and this is a 
huge breakthrough for stretch 
denim. 

I’m also quite fascinated by bio-based indigo pigment. 
Synthetic indigo is derived from fossil fuel. Unfortunately, 
natural indigo isn’t really a sustainable solution. I was totally 
astounded when I found out about lab-grown indigo, produced 
by sugar-fed bacteria. I am very hopeful that, in a near future, 
this will become the standard way of making indigo pigment. 

Another project that is bringing me a lot of excitement is 
a research study I am conducting with Ani Wells of Simply 
Suzette. We are discussing with international denim mills 
and spinners how to understand the roadblocks and solutions 
for radical transparency in cotton sourcing. We hear a lot of 
very inspiring stories, and I can’t wait to share them in the 
next months. It’s only when you have a clear comprehension 
of a system that you can bring solutions to improve it.

On a more global scale, I am very happy to see organizations 
working on legislation to hold brands accountable for their 
social and environmental impact. The Fashion Act in New 
York is very inspiring, as is the huge work of Re/Make. In 
Europe, a few countries have due-diligence laws in place, and 
a global one is being discussed in the European parliament. 
This could have a massive impact on fashion brands’ sourcing 
policies worldwide—for the better!

Ebru Ozaydin
Strategic Marketing Director of Denim, Wovens and 
Ready-to-Wear 
The Lycra Company

 Conscious consumerism and 
environmental stewardship have 
become significantly important 
during COVID-19. I am proud of 
the holistic approach across the 
denim value chain where we’re 
interconnected, supporting and 
learning from each other on 
technologically advanced, low-
impact, resource-saving yet 
aesthetically pleasing products.

This multistage structure 
includes becoming fully traceable through blockchain 
technologies to support farm-to-fashion transparency; using 
regenerated, recycled, renewable sources to close the loop; 
implementing 360-degree clean-chemical innovations within 
fabric production and garment washing to lower water and 
energy consumption; adhering to a holistic approach with 
collaborations to offer united solutions for multi-tier concerns 
for faster implementation; automating source management, 
smart manufacturing and creating new skill sets; support 
of institutes and foundations that research and set tangible 
standards; and certification bodies to measure and monitor 
progress, providing constant data to avoid greenwashing.

Finally, the emerging trend of the startup brands that offer 
circular solutions with full transparency and share their impact 
of ingredients and practices in manufacturing is all about 
more mindful fashion across all value chains—including the 
consumer.

Carlo Parisatto
Chief Marketing Officer and Commercial Director
Cadica Group

 The last Cadica denim items 
presented in the new SS23 
collection are created with a 
strong sense of responsibility, 
with fewer products but richer 
details and ideas. The whole 
collection is targeted for unisex 
and no-gender styles that will 
reduce waste  and samples 
production. Mixing natural 
materials, organic fibers, recycled 
collections and wastes, our 

mission is to give creative but sustainable and workable 
suggestions for our fashion customers and partners.

That’s why the Cadica collection can be considered 100 
percent circular. Each catalog has the ethical-choice solution 
with detailed technical information about the companies’ and 
materials’ certifications.

We have worked with particular attention on the new 
ethical-choice items: felts coming from the careful recycling 
of plastic combined with cool screen prints in the total 
preservation of nature; soluble accessories that disappear 
in water; and elegance and style emerging from bioplastics 
and biodegradable resins. We have created 100 percent 
biodegradable and compostable labels, trying to give them 
a strong design that can be perfect also for active and tech 
brands.

Cadica fixed a specific sustainable aim for each SDG of 
the UN Agenda 2030. We try to suggest to our customers and 
sector to choose the ethical way, and we give them an idea of 
the production processes that aim to recycle and reuse their 
wastes, choosing alternative materials, whether organic and 
natural or biodegradable. 

Change can be possible when all the systems gain access 
to the circular economy, which is now only available to 
some because of the high cost of the required investment. 
If the sector receives real economic and political help it will 
be able to create new production systems, provide training, 
and develop strong and extended change. In that way the 
final products will have lower prices without renouncing the 
ethical solution.

Francesca Polato
Marketing and Communication Manager
Berto

 Denim has always been a 
cotton-made fabric. Most denim 
fabrics are principally made of 
cotton. Nowadays the industry is 
doing some advancement using 
fibers different from cotton to 
produce denim. Natural fibers 
such as hemp, linen, cellulosic 
f ibers and synthetic f ibers 
sustainably produced are more 
sustainable than cotton. Using 
more and more of these fibers 

will help the industry become more innovative and respectful 
of people and the environment.

Another very important advancement and innovation is 
the research and development of recycling technologies. The 
industry is making great strides in terms of recycling of raw 
materials, semifinished and finished products. We think that 
this will contribute a lot to the progress of the category, letting 
it become more circular and self sustainable.

José Royo
Sales Director and Board Member
Tejidos Royo

 Sustainability and circularity 
are accelerating innovation and 
imposing themselves in the face 
of  a  rea l i ty  tha t  demands 
responsibility from us in order to 
build a more committed denim 
industry. Factors such as the 
r e d u c t i o n  o f  r e s o u r c e s ; 
consumption of water, energy 
and chemicals; transparency and 
traceability throughout the value 
chain; and the reuse of waste are 

changing the way denim is produced.
Our motto is to manufacture better with less. We make 

fabrics with values. Minimizing resources in the production 
process is key to our business strategy. We use low-impact 
raw materials such as Tencel, BCI cotton, Refibra and 
recycled cotton. 

In eco design, we propose products that are oriented toward 
environmental improvement at all stages, from the conceptual 
stage to delivery to the customer. This allows us to extend 
their useful life and increase the subsequent recycling of their 
components into recycled and recyclable products.

All of our denim production is dyed with our pioneering 
Dry Indigo and Dry Black technology, which is unique 
in the world by completely eliminating water in the indigo 
yarn-dyeing process—sustainable innovation using audited 
technology.

We use pre- and post-consumer waste to create new 
fabrics, achieving the same quality as new denim. Our 2030 
goal is to have 100 percent of our products contain recycled 
components. We also recycle all of our industrial waste, 
which is sorted for reuse, and we make a closed loop of our 
cotton waste, collaborating with a Valencian company, KM 
0, that takes our scraps and carves them to make new yarn for 
our recycled items.

Betting on new technologies that minimize environmental 
impact to preserve and improve the health of the planet, 
guaranteeing labor rights by prioritizing transparency 
throughout the life cycle, and establishing a circular economy 
are the value criteria to make the denim industry sustainable.

Miguel Sanchez
Director of the Board
Transformers Foundation

 Denim is a fashion pioneer in 
the development and adoption of 
progress ive  mater ia ls  and 
technologies. Success is not just 
t he  number  o f  new ideas 
constantly explored by the 
different supply-chain players but 
also the combination of efforts 
and collaborations all along the 
manufacturing process, from 
concept design to final garment 
delivered to market. 

This positive collaboration is possible thanks to the fact that 
the main targets are shared by the different participating tiers, 
namely: reduction of operational health and safety issues for 
operators, a decrease in environmental stress, the prevention 

What advancements and 
innovations within denim 
make you hopeful for the 
future of the industry, 
and how will these 
contributions create 
progress in the category?
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of classified chemical substances present in final articles at 
the end-consumer level, a focus on a spiral economy, limiting 
overproduction, and keeping the “denim spirit” by increasing 
the options for new styles.

Advancements can be found in materials through adoption 
of naturally available CEL fibers; mechanically PCW recycled 
cotton, PET polyester and elastanes; chemical conversion of 
textile waste into performant man-made cellulosic fibers; and 
bio-generated or compostable synthetic polymers. 

Chemicals should shift toward biosynthetic products from 
natural materials, including waste; bio-generated products 
from naturally available materials; and stopping the use of 
by-products and residues from different industries through 
clever-chemistry concepts. 

The application of dyes and chemicals of warp and 
fabric should rely on processes, such as those based in foam 
application, particularly in the field of fabric finishing and 
garment processing; compact dyeing and reduction of multi-
box application systems; colored MMCF fiber in dope form; 
and the improved appearance of fabrics through ozone. 

In garment processing and finishing, the focus should be 
on mechanical and energy-based processes with lasers for 
engraving motifs, plasma for used-look effects, dry enzymes, 
abrasive materials from natural or biosynthetic origin, and 
equipment with embedded abrasive panels.

The historical nonconformist character of denim is 
nowadays represented by high-level technical innovation, the 
continuous search for better options to minimize biosphere 
impact and a self-commitment to positive change. 

Holly Sanders
Founder and Designer
Angela Denim

 Dye technologies are my 
favorite right now. Natural indigo 
i s  hard  on  resources ,  and 
conventional synthetic dyes 
poison so many people in the 
world, robbing communities of 
the opportunities to eat and drink 
from their rivers. People like 
Tammy Hsu and Michelle Tzu 
from Huue are growing indigo 
dye using E. coli bacteria! 

It’s such a cool metaphor for 
indigo, using a bacterium we think of as icky and using it 
to grow beautiful indigo dye. This direction, when adopted 
across the spectrum of denim products, will improve human 
lives, but on an influential perspective denim represents 
freedom, and I don’t think it can be a symbol for American 
freedom if it’s robbing people of their livelihoods. Any 
advancement in the denim industry helps to solidify denim as 
a symbol of the American spirit it has always represented. I’m 
excited to use more life-friendly dye and dye processes for my 
jeans. The science of denim is so cool, and the opportunity for 
job growth in this field is something I look forward to.

Mike Simko
Global Marketing Director
Hyosung

 It is a dynamic time for denim. 
Susta inabi l i ty  has  made a 
significant impact on denim 
innovation, which will continue. 
R e c y c l e d ,  b i o - b a s e d  a n d 
recyclable materials, waterless 
dyes ,  and  new separa t ion 
technologies have led to an eco-
friendlier denim market. 

Circularity is top of mind, 
and denim brands and mills are 
following the Ellen MacArthur 

Foundation’s Jeans Redesign guidelines for recyclable 
denim. Jeans Redesign’s standards are meant to create 
jeans that are both more durable and easier to separate and 
recycle. Denim must be made with a minimum of 98 percent 
cellulosic material, leaving 2 percent of the content for 
stretch or synthetic material—a challenge for Jeans Redesign 
participants as consumers are accustomed to high stretch and 
comfort. 

Brands want denim that stretches by more than 50 percent 
with a maximum of 5 percent growth. Conventional spandex 
alone will provide stretch, but the recovery won’t live up to the 
standard. The typical solution has been to mix polyester with 
the spandex, creating a dual core that can more effectively 
bounce back; however, this added polyester content means 
that synthetic yarns make up 12 to 16 percent of a finished 
garment, preventing denim from meeting the 98 percent 
threshold for Jeans Redesign requirements.

Hyosung helps denim brands and mills fit program 
criteria with creora 3D Max spandex, which delivers a 
high-performance stretch denim with the required recovery. 
This yarn technology replaces the synthetic dual core, with 
a 2 percent spandex content allowing stretch denim to be 
recycled.

We’ve also helped denim brands finally introduce jeans 
made with fully recycled materials with our GRS-certified 100 
percent recycled creora regen spandex, while our bio-based 
creora spandex replaces 30 percent of chemicals with a dent-
corn product, so when the corn is growing it consumes carbon 
dioxide, thus reducing greenhouse gases, all documented in 
SAC’s HIGG index. 

Amanda Starling
The Business of Denim Chair
Executive Director, Industry Relations and Career 
Center
Special Projects Chair
International Manufacturing and Product 
Development Chair
Fashion Institute of Design & Merchandising

 I don’t believe there is any one 
advancement or innovation in the 
denim industry that affects the 
movement forward. It is the 
overall change within the entire 
p r o c e s s  t h a t  i s  t h e  t r u e 
advancement. The denim industry 
has become one of the most 
forward and innovative industries 
in today’s fashion world. With a 
desire to combine creative design 
with cutting-edge technology we 

are moving toward a model that is embedded in the everyday 
business of blue to green. The signature indigo world is 
moving toward being the leader by using inventive sources 
that blend with cellulose fibers, making unique yarns into 
state-of-the-art textiles that bring a new dimension to 
performance and consumer value. 

The continual agricultural changes to enrich the land and 
brands moving toward forward-thinking construction methods 
reduce consumption while others use creative developments 
in the wet and dry processes. With all these changes, we 
provide an educational focus on post-consumer use and reuse 
to open the opportunity for change in the denim world.

The true excitement comes from seeing an industry 
work together toward achieving the same goal—to enrich 
the developments in all stages of the process from farming, 
equipment, design, sourcing, production, consumer education 
and post-consumer use where an entire specialized industry 
moves together as one unit toward a more circular model—
and understanding that not all companies can be complete in 
all steps but that each one can start with a step and add more 
steps along the way to eventually change the carbon footprint. 
The change in the business model is the real key to the future 
of denim. 

Katie Tague
Vice President of Denim Marketing and Sales 
Artistic Milliners PVT LTD

 I think greenwashing has been 
and cont inues  to  be  a  b ig 
challenge because a few bad 
apples can end up tarnishing the 
entire industry’s credibility. It’s 
vital to act in good faith, but no 
one should have to make anyone 
just take it on faith. Instead, show 
initiatives transparently—take 
concrete, quantifiable actions that 
can be  t raced.  I  th ink the 
advancements using technologies 

such as blockchain are what make me most hopeful. The 
fashion value chain is so complex, and the fragmentation of 
the industry can make things opaque and transparency 
difficult. Without this ability to back up claims of sustainability 
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or better practices, it’s hard to have confidence that these 
changes are really happening in our industry. That’s why it’s 
our ambition to have complete traceability from farm to 
fashion and why we worked with Retraced. By launching an 
easy-to-use interface that makes full traceability accessible in 
our products, we know we are lending further credibility 
through our Milliner Cotton Initiative.

We really hope to make it the gold standard for our 
fellow suppliers and brand partners, hopefully helping us all 
to navigate the sustainability journey with more agility and 
contribute to the industry being more transparent.

Adam Taubenfligel
Creative Director and Co-founder
Triarchy

 Our brands ask us, “How much 
water are you wearing?” because 
we want to always remind 
customers how much water goes 
into making our day-to-day 
clothes and then go on to explain 
how we reduce that  water 
c o n s u m p t i o n  b y  u s i n g 
t e c h n o l o g i e s  t h a t  m i m i c 
t radi t ional  denim-washing 
techniques in more-responsible 
ways. Beyond water use, plastics 

use in fashion has got to go, and Candiani’s Coreva technology 
is what excites us now. The advancement in being able to 
substitute plastic for natural rubber and still deliver a 
comfortable pair of stretch jeans is the future of stretch denim, 
and it’s an innovation we are proud to be a part of. 

Alice Tonello
Marketing, Research and Development
Tonello

 At Tonello, to meet the present 
and future needs of the industry, 
we have developed the Laundry 
(R)evo lu t ion .  Th i s  i s  t he 
sophisticated fruit of a radically 
new concept in garment-finishing 
processes. It is, in effect, a 
revolution, based on three clear 
words:  simple,  digital  and 
automatic. 

Simple, thanks to just two 
technologies—THE Laser and 

the All-in-One System—we can manage the entire finishing 
cycle both efficiently and flexibly, reducing waste and 
optimizing resources. 

Digital, thanks to Metro, the innovative software for 
managing and operating the entire laundry, optimizing the 
processes, and ensuring unparalleled transparency, traceability 
and flexibility. 

Automatic, because everything is done with a few 
machines, which minimizes manual labor and therefore error, 
ensuring efficiency and safety at the highest levels.

The result is a garment treated responsibly and with 
consumption reduced to a minimum, since the combination of 
the various technologies that are part of Laundry (R) evolution 
allows for maximum optimization of process times and 
use of resources. What is more, the reduction, or even the 
discontinuing, of the use of hazardous chemicals is a decisive 
step toward an all-around wholesomeness of the industry.

What makes us hopeful for the future of the industry also 
comes through technological innovations that totally overturn 
the beliefs we have had up until now. One example is O-Zone, 
our new static cabinet developed in collaboration with 
Candiani Denim that, using only ozone, allows us to obtain 
unique and customizable aesthetic effects such as localized 
discolorations and lightenings through an innovative, 
sustainable, responsible process.

With O-Zone, we opened the path to a new way ozone can 
be applied. In fact, it allows us to get completely new and 
sustainable washing effects and discolorations, representing a 
huge evolution in denim treatment.

Jason Trotzuk
President and Creative Director
Fidelity Design House Ltd.

 The re  have  been  many 
advancements and innovations 
throughout the last 20 years in 
d e n i m ,  p r i m a r i l y  i n  t h e 
advancement and technology of 
secondary yarns and the contents 
of denim, allowing performance 
and comfort in the wearing 
experience. I have devoted my 
professional career and design 
expertise in the denim industry for 
over the last 25 years and have 

seen great advancements in the wearability, sustainability and 
relevance of denim. We have seen the addition of secondary 
yarns such as Tencel, polyester and other branded and non-
branded stretch components to enhance the denim-wear 
experience. Most recently, denim has now taken on a whole 
new chapter, leading the way in advancements in waterless, 
reusable, recycled and sustainable components and practices 
that keep denim relevant and true to its origin and roots as the 
fabric and voice of the people for generation after generation.

With all the change in fashion over the last 70 years, 
blue jeans have remained an icon, and it is impossible not to 
recognize and appreciate and pay homage to the legacy that is 
denim. The advancements in fabric over the last 20 years and 
the technological, environmental advancements have kept blue 
jeans relevant and true to its origins as a generational compass. 
Personally, the most exciting thing to see is this new generation 
being introduced to denim in ways that revive the old standards 
and early traditions of denim and authenticity and the sourcing 
from thrift shop and recycled, reused and renewed.

I love denim and designing denim. It has never lied to me 
and has always been true to its origins and continues to be 
the guiding light and fabric of our generation and those that 
came before, and will come in the future. It is the one and only 
constant clothing that remains cool and credible and the voice 
of the people that chronicles our life stories.

Aydan Tüzün
Executive Director of Sales and Marketing
Naveena Denim

 Recent advancements and in-
novations within denim are giv-
ing a lot of reasons to have hope 
because the whole industry is 
having to rethink how jeans are 
made. 

The pandemic shed light on 
the fragility of today’s fashion in-
dustry and the risks it faces in the 
long term if it does not change. 
More than ever, consumers are 
focused on what their products 

are made of, where they were made and who made them.
We need to move from linear to circular models, and circu-

larity calls for a fundamental change starting with design all 
the way through a product’s lifecycle.

At Naveena, we continuously invest in technologies that 
help the industry adopt the circular business model.

Our Holistic Denim line brings together several low-impact 
materials and processes. The low-impact materials we are using 
include organic or post-consumer waste (PCW) cotton, Tencel, 
CiCLO or Lycra Ecomade. Hemp is also an important sustain-
able fiber as it grows two to three times faster than cotton, has 
no need for pesticides and requires 70 percent less water. Addi-
tionally, it gives antibacterial properties to the product.

Our Horizon process combines Ecolean and Aqualter dye-
ing and H2NO finishing and saves 80 percent more water, 50 
percent more steam and 50 percent more energy than conven-
tional processes. 

Our Self-Fit jeans fit two sizes up and down. They are ad-
aptable to any silhouette with excellent shape retention and 
recovery. This means fewer product returns, lower restocking 
expenses and better inventory management for the environ-
ment. It also means lower carbon emissions from transporta-
tion and more-durable, long-wear garments.

Dualistic fabrics provide comfortable and long-lasting gar-
ments with easy mechanical stretch, very low bagging and 

sagging, good dry wicking, a natural aesthetic and hand feel 
with minimal shine on the fabric surface, and very low fabric 
shrinkage leading to reduced fabric consumption per garment.

Vivian Wang
Managing Director
Kingpins Show

 Kingpins  has  long been 
committed to making the denim 
i n d u s t r y  s u s t a i n a b l e  a n d 
responsible. 

The UN 2030 Agenda for 
Sustainable Development and its 
Sustainable Development Goals 
was a rallying cry for many in 
the denim industry, including the 
Kingpins Show. 

B e f o r e  t h e  C O V I D - 1 9 
pandemic, we began encouraging 

all of our exhibitors to establish and adopt standards for 
corporate social responsibility, chemical usage and the 
environment. We were pleased to see that many denim 
companies shared our commitment and had set their own 
2030 sustainability goals. They had already begun to work 
on elevating their factories and their products with a focus 
on sustainability initiatives such as saving water, waste and 
energy and getting their factories certified. 

As we emerge from the pandemic and prepare to return to 
hosting in-person trade shows, we see that many in the industry 
continue to pursue these ambitious sustainability goals. These 
efforts will help the industry continue to shed its reputation 
as one of the most chemically intensive industries on earth. 
Through new innovations and new technologies, denim makers 
are proving that this can be a responsible industry that continues 
to strive to develop best practices for people and planet. 

Central to this is a commitment to transparency—
from sharing data to educating consumers to exchanging 
experiences both good and bad throughout the supply chain. 

I am encouraged by the work I see many in the denim 
community doing, and it gives me so much hope that together 
we can provide a better future for the next generation. 

Ani Wells
Founder and Director
Simply Suzette

 I am in full belief that the 
denim industry is constantly 
improving by making machinery 
more efficient, or innovating 
traceable processes and materials 
that reduce our pollution and 
carbon footprint. But, the most 
exciting advancement that makes 
m e  m o s t  h o p e f u l  f o r  t h e 
industry’s future is holistic 
thinking. It might not be a bright 
new shiny machine, but with a 

holistic approach to creating denim with a low environmental 
impact and positive social impact I believe we will start to see 
everyone in the supply chain pushing from all sides to create 
a fair and just industry. 

A more tangible innovation that makes me excited for the 
future is the digitized product-development process. I think 
3D design can play a significant role in mitigating textile 
waste—from 3D design through sampling all the way to 
publishing a 3D prototype to gauge consumer interest, launch 
preorders and get consumer feedback. There is so much you 
can do to avoid creating products that end up wasted. 3D 
denim design, specifically, is becoming ultra realistic, which 
makes me so hopeful! ●

What advancements and innovations within denim make you hopeful for the future 
of the industry, and how will these contributions create progress in the category?

Industry Focus: Denim Continued from page 13
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Not long ago a major apparel 
company was sued over 
a trademark dispute. The 
attorney representing the 

company was incompetent, and you 
can probably guess what happened 
next. “The company wound up with a 
default judgment against it for several 
million dollars,” says Nick Rozansky,“ all 
because the company had the wrong 
counsel at the worst possible time.”

Rozansky fixed the problem for the 
company, but it “took a gargantuan 
effort and cost 
the company a 
fortune to get 
there.” The veteran 
attorney, along with 
colleague Mark 
Brutzkus, merged 
their practices into 
the firm of Stubbs 
Alderton & Markiles, 
significantly 
growing the law 
firm’s apparel and 
consumer-product 
practices. 

Rozansky and 
Brutzkus bring 
decades of experience representing 
apparel and textile clients. “SA&M has 
an incredible group of talent in the 
partner and associate ranks,” says 
Rozansky. “This is a firm that truly only 
gets the best people.” 

His longtime colleague Mark 
Brutzkus says, “SA&M is a business 
law firm with expansive corporate, 
public-securities, M&A, litigation, 
privacy, and intellectual-property 
practices that focuses on the 
representation of venture-backed 
emerging growth companies, 
middle-market public companies, 
large technology companies, 
entertainment and digital media 
companies, investors, venture 
capital funds, investment bankers, 
and underwriters.” Brutzkus further 
adds, “the move to SA&M gives Nick 
and me the opportunity to broaden 
the legal services we can provide 
to our clients as SA&M provides us 
greater resources in the corporate 
transactional and M&A universe.” 

Whether a company is just starting 
up, enforcing its IP rights, or looking to 
do a deal to sell the business, SA&M 
has the depth of knowledge needed to 
help. “With respect to apparel, fashion, 
and consumer-product companies, 
we have extensive understanding and 
unparalleled contacts in all aspects of 
the industry, from sourcing to retail, 
across the globe,” says Rozansky. 

Legal counsel at this level of 
expertise shouldn’t be viewed as a 
luxury but rather something mandatory. 
“We’re here to advise and assist,” says 
Rozansky, “not only to get companies 
out of difficult situations, but help them 
avoid trouble in the first place.” 

Adds Brutzkus, “Nick Rozansky and 
I allow SA&M to expand its footprint 
in the consumer-product category, 
and we will continue to represent and 
guide companies in their growth from 
formation through eventual sale or 
transition.” 

The early stages of a new venture 
are fueled by enthusiasm, but there 
are traps for the unwary. “One thing 
I always tell startups is to have good 
corporate documents and agreements 
so if there is great success, or bumps 
along the way, the rules of the road are 
laid out for the owners. That is really 
the best litigation-avoidance strategy 
there is,” says Rozansky. “You spend 
a little bit more on the front end, but 
that’s because on the back end you’d 
end up paying ten times more in 
litigation costs.” 

Fights in the fashion industry can be 
very contentious. Common disputes 
involve chargebacks, copyright and 
trademark infringement, poor-quality 
goods, late deliveries, and much 
much more. Brutzkus and Rozansky 
bring years of experience prosecuting, 
defending, and settling these disputes.  

“A major area of friction is between 
manufacturers and their showrooms,” 
explains Rozansky. “Showrooms are 
essential to build sales and brand 
awareness.” As a showroom helps 
a manufacturer grow, it often sees 
the manufacturer want to leave for a 
bigger showroom at some point or 
bring in-house salespeople to generate 
“house accounts.” But Rozansky 
cautions that “there are major traps for 
the manufacturer exiting a showroom 
relationship as showrooms are 
protected by a statute with very sharp 
teeth.”  

Which is why you need a law 
firm with expertise in apparel and 
textiles. Since its inception in 2002, 
Stubbs Alderton & Markiles, LLP, has 
taken a long-term approach to client 
relationships, partnering with them all 
along the evolutionary path from idea 
to exit—or anything else their future 
holds.

Apparel Industry Veterans Join 
Legal Powerhouse SA&M

ADVERTISEMENT

Mark Brutzkus
mbrutzkus@stubbsalderton.com
(818) 444-6315

Nicholas A. Rozansky
nrozansky@stubbsalderton.com
(818) 444-6316

Mark Brutzkus Nick Rozansky

Drawing inspiration for denim from the 
United States’ Old West culture is a common 
practice, but this season Boyish Jeans puts 
a feminine twist on the old cowboys’ jeans 
club. While the roots of Western culture 
were established long ago, the new pioneers 
of Boyish celebrate sustainability while 
relying on silhouettes that create updated 
frontier fashions. 

For its Spring 2022 collection, Boyish 
took notes from films such as “Under 
Western Skies” and “The Good, the Bad and 
the Ugly,” which featured one of the leading 
men of Old Hollywood’s interpretation 
of cowboy life—Clint Eastwood. While 
country legend Johnny Cash also inspired 
the line, the brand channeled icon Dolly 
Parton when developing the collection’s 
puff sleeves, floral prints, and a color 
palette that relies on rich tones and pastel 
hues. Silhouettes in Boyish’s denim afford 
relaxed wide legs, affording comfort for 
modern cowfolk who prefer current fashion 
trends over completing chores on the ranch 
or living life on the farm. 

As a green pioneer, Boyish—which 
can be found at Boyish.com—walks the 

walk by working with Carbonfund.org to 
purchase carbon offsets for the Sidrapong 
Hydroelectric Power Station in Darjeeling, 
India, to combat the small amounts that the 
Los Angeles denim brand produces along 
the supply chain. Boyish also partners with 
1% for the Planet to promote sustainability 
and equality. For its knits pieces, Boyish is 
utilizing 100 percent natural materials that 
rely on organic OCS-certified cotton and 
Refibra x Tencel Lyocell. 

When creating its denim, Boyish relies 
on a number of sustainable options. Its 
Super Eco Rigid denim is created from 
83 percent recycled materials including 
Refibra Lyocell. The Boyish Authentic 
Rigid denim uses OCS-certified organic 
cotton blended with Tencel  Lyocell. 
As a brand that uses 2 percent or less 
of petroleum fibers, Boyish created its 
Authentic Comfort Stretch denim, using 
OCS-certified organic cotton, Tencel 
Lyocell and also incorporated Roica 
recycled elastane. Through its sustainable 
commitments, Boyish now only uses 
recycled elastane in every comfort-stretch 
denim fabric.—Dorothy Crouch 

DENIM FASHION

Flashing Back, Boyish Unveils the Spirit 
of the Green Pioneer for Spring 2022
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Denim 
Lightens 
Up

Tie-Dye Treatments

Summer 
Days

From darker-hued blue 
jeans to summer-hued styles, 
this season’s denim isn’t 
taking itself too seriously as 
the goal to be out and about 
while having fun remains the 
most important trend of the 
2022 Summer season.  

The lasting power of fabrics in tie-dye remains well 
into 2022 as these patterns go beyond those styles of the 
past. Bright applications add excitement to prints, while 
colorful tie-dye patterns are rich and dreamy.

Around the corner, the fashion set is ready for bright, sunny 
days that lend themselves to wearing optimistic florals and picnic-
inspired gingham appropriate for outings such as a beachside 
brunch with friends or a family cookout.

It’s the most wonderful time of the year when the fashionable crowd prepares to 
emerge from a wintry cocoon of cozy pieces in rich textures and deep colors by taking 
stock of trends that are meant to be seen during the summer season. This season’s 
styles afford a great deal of optimism in addition to inviting designs that speak to the 
joie de vivre that this warmer time of year promotes.

TEXTILE TRENDS
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Summer Fabrics Beckon 
With a Lust for Life
By Dorothy Crouch Managing Editor
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100% woven Egyptian cotton. Made in Japan. More than 3 million 
yards in stock. Ask for it by name:  Superba,® Corona,® Ultimo.®  

Low minimums. Special orders welcome.
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Shirting. 
It’s not just for shirts anymore.

Stocked in NYC for U.S.-based manufacturers

We are now carrying wide goods in 
addition to our Japanese textiles!
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Alluring Lace
Blending gentle details with alluring attraction, trends in 

lace arrive in summer styles with romantic hues in lilac, sky 
blue and blush, while other approaches draw attention with 
colors in red, black and marigold. 

KBC Fashion Robert Kaufman Fabrics KBC Fashion

Bennet Silks

Robert Kaufman Fabrics KBC Fashion KBC Fashion

KBC Fashion Fabric Selection Inc. Robert Kaufman Fabrics

Developing a Pattern
The Summer season’s patterns make a statement by 

sending messages that relay a sense of chic style, a fun-
loving nature, quirky fashion sense or sharp trendsetter 
established through bright colors, abstract designs and 
seasonal prints. 
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KBC Fashion

Welcome 
Back, Retro

Earthy tones, abstract patterns and floral 
prints revisit influences from the 1970s in styles 
reminiscent of the mid-decade years as trendsetters 
prepared for summer and young adults embrace the 
mantra of “school’s out for summer.” 
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Fashion Flora
Stepping out for summer, this season’s florals are seeing an array of blooms from different 

corners of the globe updated in attention-grabbing neon and joyful, bright colors, while more-
traditional mainstays remain as tried-and-true favorites. 

http://robertkaufman.com
http://us3a.com
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Resort Ready
As fashionable travelers prepare to embark on summer 

getaways or simply relax by enjoying local offerings, they 
are packing their tropical-inspired best, featuring a variety 
of warmer-weather flowers such as tulips, lilies, lotus and 
peonies.
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Antik Dantel / KMS Group LLC, (704) 724-2269, www.antikdantel.com.tr
Bennet Silks, (323) 376-9615, www.johnchristophertextiles.com
Cinergy Textiles, Inc., (213) 748-4400, www.cinergytextiles.com 
Confetti Fabrics, (704) 724-2269, www.confettitextile.com
D&N Textiles, (310) 503-6927, michael@DNTextiles.com
EBI Fabrics Corporation, (213) 765-0900, www.ebifabrics.com
Fabric Selection Inc., (213) 747-6297, www.fabricselection.com
Fahrenheit Textiles by Pine Crest Fabrics Inc., (844) 827-4206,                     

www.pinecrestfabrics.com
Guarisco Fabrics/LK Textiles, (323) 578-4203, www.guarisco.it/en/
ISKO Textiles, (213) 622-3996, www.iskodenim.com
KBC Fashion/LK Textiles, (323) 578-4203, www.kbc.de
La Lame, Inc., (212) 921-9770, www.lalame.com
Philips-Boyne Corporation, (631) 755-1230, www.philipsboyne.com
Pine Crest Fabrics Inc., (844) 827-4206, www.pinecrestfabrics.com 
Robert Kaufman Fabrics, (800) 877-2066, www.robertkaufman.com 
Solid Stone Fabrics, (276) 634-0115, www.solidstonefabrics.com
Solstiss, (212) 719-9194, www.solstiss.com
Texollini, (310) 537-3400, www.texollini.com
Tiss et Teint, (323) 376-9615, www.johnchristophertextiles.com
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College student Journey Carter has the usual 
concerns of an 18-year-old student such as 
maintaining her studies and planning for a bright 
future, yet the freshman at historically Black 
university Prairie View A&M University in Prairie 
View, Texas, is also a fashion entrepreneur and 
owner of The Journey Collection brand. Carter’s 
fashion story began six years ago when she wanted 
to become an entrepreneur, inspired by her mother, 
Dr. Holly Carter. 

The young Los Angeles–raised designer’s 
mission was to spread a message of encouraging 
people to embrace the qualities that make them 
different, unique and, even, a bit weird. 

“This generation deals a lot with mental health. It 
all goes back to self-esteem and understanding that 
everyone is beautiful in their own way,” Carter said. 
“Once you embrace it, you start to see the authentic 
you come out, and that is where you have people like Virgil 
[Abloh]. It’s where you have people like Beyoncé and tons 
of designers.”

A business that began years ago with Carter’s hair-
accessory designs, which are still sold today, now includes 
a full line of apparel. During 2020, amid the challenges of 
the pandemic, Carter developed the Different by Journey 
Collection. The brand now includes beanies, trucker hats, 
face masks, T-shirts, crew-neck sweatshirts, hoodies and 
sweatpants. Products feature Carter’s unique designs, many 
of which promote the word “Different” and messaging 
“Always Do You” and “Stay True to Yoself.”

“The business becomes a lot sometimes with school and 
everything. Designing clothes and coming up with new ideas 
is my escape,” Carter explained. “My main goal is to spread 
love. I really want to spread love. If that is the only thing that I 
ever do, it is fine. I just want someone to be able to put on my 
hoodie and have the comfort.”

Carter creates with a keen ability to tie together seemingly 
small details to develop pieces that speak to building the 
mental wellness of her clientele. Pieces are sized S–XL with 

price points beginning at $20 for hats and $75 for a hoodie. 
The brand is sold online at thejourneycollection.net and at 
select retail pop-up partners. 

Recently, Carter’s mindful design process led her to 
create the We Are Not The Same, or WRNTS, collection. 
In addition to the slogan, the pieces also feature stars to 
promote everyone’s innate ability to shine.

“My stars represent you embracing who you are and 
understanding that you’re a light in any situation,” explained 
Carter. “Everyone shines brightly. Everyone is a star.” 

Designed with a launch timed for February’s Black 
History Month, the collection’s hoodies and sweatpants 
are featured in gray, cinnamon, cream and black. Made in 
100 percent cotton, they afford a soft hand. Trucker hats 
were designed in green and white, red and white, green and 
yellow, and black and white. There is also a beanie design 
in black and white. 

“It wasn’t just me putting stuff together. I was like, ‘I am 
going to put that detail there because that is right above the 
heart.’ If the heart is different, the ‘We Are Not The Same’ is 
placed over your heart and you can really be authentic because 

everyone’s love is different. The hoodie feels comforting, 
too,” Carter said. “The hood is big, so you can wrap yourself 
in your own love and wrap yourself in who you are. I am 
super intentional with everything that I do.”

This month, Carter will also be enjoying her Different by 
Journey Collection pop-up location at the Beverly Center 
located in Los Angeles’ Beverly Grove neighborhood. Open 
since the fall, the bricks-and-mortar location has inspired 
Carter to envision additional on-site locations as she works to 
secure partnerships with different centers while maintaining 
the brand’s e-commerce business. At the close of February 
and the end of Black History Month, the pop-up shop will end 
its Beverly Center run. 

As for the future of the brand, Carter is working on her 
next collection, named the Love Line. The designer hopes to 
release the collection on her 19th birthday, June 17. 

“It’s my segue into really turning The Journey Collection 
to the mental-health-awareness platform,” Carter noted. 
“Spreading love, talking about things that people aren’t really 
comfortable with saying because sometimes people feel 
stupid for thinking certain things.” ●

MANUFACTURING

Different by the Journey Collection Celebrates Black History Month With WRNTS

Journey Carter of The Journey Collection is on a mission to provide an environment in which differences are embraced. Part of her brand’s 
expansion includes pop-up shops, such as a location at the Beverly Center.
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By Dorothy Crouch Managing Editor

https://utib.org.tr/en/default
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Resource Guide
Trade Shows
Curve Los Angeles
www.curve-losangeles.com/
Curve is expanding to the West Coast and partnering with LA Market 
Week. From March 7–9 Curve LA will feature 40+ exhibitors 
presenting their Fall/Winter 2022 collections of  Lingerie, Swimwear, 
Loungewear, and Accessories in a loft-like setting at the Cooper Design 
Space in downtown LA. In addition to shopping, buyers will have 
ample opportunities to eat, drink and network with intimate apparel 
and fashion buyers during complimentary breakfast and happy hours. 
Discounted accommodations at the Hoxton and Freehand hotels will 
be available to all attendees, plus an invitation-only welcome party 
is planned.   

Texprocess Americas 
texprocessam.link/98b
Early-bird registration is now open for Texprocess Americas, the 
largest sewn products and technology tradeshow in the Americas. 
Once again co-located with Techtextil North America, North America’s 
only dedicated show for technical textiles and nonwovens, the event 
will bring together the entire supply chain for the textile industry. 
Discover new products, exciting technology, groundbreaking materials, 
and advanced solutions from hundreds of exhibitors from around the 
world, and access exclusive educational opportunities led by industry 
experts. Make your plans now to join the industry for three days of 
education, networking, and business development. Come and see for 
yourself, May 17–19, 2022, in Atlanta. 

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

Functional Fabric Fair—powered 
by PERFORMANCE DAYS®
www.functionalfabricfair22.com/CAN
FUNCTIONAL FABRIC FAIR PORTLAND—powered by PERFORMANCE 
DAYS® returns to Portland, April 4-5, for the first Spring Edition of 
this popular sourcing event! Dedicated to outdoor and active apparel, 
the Spring Portland edition will feature innovative textiles and color 
trends for the Spring 2023/2024 season alongside expert-led talks 
focusing on the sustainable future of the textile industry. The Fair is 
open – free of charge – to verified designers, product, purchasing or 
material manager. Register today to gain access to this can’t miss 
sourcing event!

J.W. Textile Sales
(818) 613-2385
JWTS@yahoo.com
www.jwts-eclat.com
Jay Wetherald has been in the textile industry for over 30 years, 
specializing in fabrics for activewear, athleisure, performance, yoga, 
swimwear, gymnastics and dancewear. J.W. Textiles represents Eclat 
Textiles, Rex Fabrics and Victorytex, which include a wide range knits, 
stretch wovens and non-stretch wovens in solid, novelty, prints and 
foils. Reach out for an appointment.  Visit us at the Sourcing@Magic 
Show in Las Vegas.

Philips-Boyne Corp.
135 Rome St.
Farmingdale, NY 11735
(631) 755-1230
Fax: (631) 755-1259
sales@philipsboyne.com
www.philipsboyne.com
Philips-Boyne Corp. offers high-quality shirtings and fabric. The 
majority of the line consists of long-staple Egyptian cotton that is 
woven and finished in Japan. Styles range from classic stripes, 
checks, and solids to novelties, Oxfords, dobbies, voiles, Swiss dots, 
seersuckers, ginghams, flannels, and more. Exclusive broadcloth 
qualities: Ultimo, Corona, and Superba. Knowledgeable customer-
service team, immediate shipping, and highest-quality textiles. 
Philips-Boyne serves everyone from at-home sewers and custom 
shirt-makers to couture designers and branded corporations.

Robert Kaufman Fabrics
129 West 132nd St.
Los Angeles, CA 90061
(800) 877-2066
Fax: (310) 538-9235
info@robertkaufman.com
www.robertkaufman.com
Robert Kaufman Co., Inc. is an importer and converter with national 
and international representation, stocking a wide variety of printed, 
yarn-dyed, and solid wovens and knits, denims as well as a growing 
offering of sustainable and eco-friendly fabrics. In business for 
nearly 80 years, Robert Kaufman Fabrics has been delivering the 
highest-quality service to manufacturing clients in the U.S. and 
around the world in a variety of markets, including childrenswear, 
womenswear, contemporary, juniors, men’s sportswear, maternity, 
uniforms, accessories, and home fashions. In addition to an extensive 
catalog of on-trend design collections released every quarter, we offer 
domestic in-stock programs with low minimums as well as customized 
fabric design, development, and sourcing for prints, yarn-dyes, and 
solids, including digital printing capabilities. All fabrics are available for 
sampling. We also drop ship for customers with off-shore production 
needs. We also offer a Finished Package Program - we can help you 
create your product, from the development stage all the way up to the 
finished production. Robert Kaufman Fabrics sells wholesale and to 
the trade only.

Uludag Textile Exporters’ 
Association—UTIB
www.utib.org.tr
Uludag Textile Exporters’ Association—UTIB—is organizing a 
Turkish national exhibition with participation of 13 companies at the 
upcoming LA Textile Show, Feb. 23-25, 2022. The fair will feature 
clothing fabrics, accessories as well as cultural exhibits. Participating 
companies through UTIB are Confetti Tekstil, Erkan Tekstil, Ipeker 
Tekstil, Kimteks Tekstil, Kotonteks Tekstil, Lale Mefrusat, Larma 
Tekstil, Moripek Tekstil, Özkay Giyim, Özel Tekstil, Reisoglu Iplik, Sahsa 
Tekstil and Seçen Tekstil, The UTIB companies will introduce Turkish 
design power, sustainable products, production and service quality.

Technology
Exenta from Aptean
(212) 279-5800
www.exentago.com/
Exenta from Aptean is the pioneer in global, cutting-edge, 
transformative ERP, PLM platform and Shopfloor Control solutions. 
The company’s management software is designed specifically for the 
fashion, apparel, footwear, accessory and home goods industries. It is 
positioned to be a single solution partner for brands and manufacturers 
in every stage of business maturity. Exenta from Aptean’s flexible 
fashion management software technologies deliver 24/7 service to 
over 40,000 customers in nine industries.

Kornit Digital
480 S. Dean Street
Englewood, NJ 07088
Contact: Mandy Liu, (201) 608-5758
Mandy.Liu@kornit.com
www.Kornit.com
Kornit Digital is writing the operating system for sustainable, 
on-demand, digital fashion and textiles with end-to-end solutions 
including digital printing systems, inks, consumables, and an 
entire global ecosystem that manages workflows and fulfillment. 
Headquartered in Israel with offices in the USA, Europe, and Asia 
Pacific.

Trim, Accessories and 
Branding
3A Products of America
1006 S. San Pedro St.
Los Angeles, CA 90015
Contact: Wayne Jung
(213) 749-0103
www.us3a.com
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.

Sourcing
Vector Apparel Projects
213.746.4668
info@vectorapparelprojects.com
Vector Apparel Projects was born out of a desire to return to the strong 
roots of community-based American manufacturing. As the local 
industry and skilled apparel labor pool started to vanish, company 
founder, Dana Weinstein, anticipated the need to offer high quality, 
specialized manufacturing. Since 2013, Dana has cultivated a thriving 
team of like-minded staff and partners and built a unique training 
model to hone the skills required to manufacture domestically. Vector 
Apparel Projects offers full package and hybrid package production 
plans that may include fabric and trim sourcing, sample development, 
custom pattern work, fittings, fabric management, forecasting and 
scaling, and collaborative time and action calendars. Manufacturing 
services include cutting, marking and grading, sewing, finishing, 
labeling, tagging, full inspection, packing, embroidery, screen-printing, 
garment dye and wash. The Los Angeles–based company prides itself 
on ethical business practices, careful attention to detail, and high 
quality manufacturing.  They strive to achieve lasting partnerships built 
for long-term growth through longstanding relationships with many 
local mills and vendors.

Legal
Stubbs Alderton & Markiles, LLP 
(SA&M)
Mark Brutzkus, Partner
(818) 444-6315
www.stubbsalderton.com
Stubbs Alderton & Markiles (SA&M) attorneys have notable experience 
representing consumer-products companies in corporate, intellectual 
property, sourcing, and litigation matters. SA&M lawyers work 
with private and public venture-backed, emerging growth, middle-
market apparel and fashion, beauty care, home furnishing, food, 
and electronics companies, as well as investors, venture capitalists, 
investment bankers, and underwriters requiring legal counsel to 
help navigate the consumer products’ rapidly changing and highly 
competitive landscape. Our No. 1 objective is to help our clients 
operating in this space to succeed, whether it be scaling growth, 
overcoming seemingly impossible obstacles, or bringing or fending off 
lawsuits that protect or threaten their brands.

Fashion
Las Vegas Apparel
www.LasVegas-Apparel.com
International Market Centers, producer of Atlanta Apparel, presents 
Las Vegas Apparel. Buyers and exhibitors can come together Feb. 
12–15 in sunny Las Vegas at the Expo at World Market Center 
Las Vegas to do business in our industry’s growing categories of 
young contemporary, accessories, and more, plus buyers can visit 
gift showrooms on campus for even more buying options. Get an 
exclusive look at apparel’s new home on the West Coast where 
we’ll be extending the hospitality you know and love all the way to 
Las Vegas. 

The New Mart
127 E. Ninth St.
Los Angeles, CA 90015
(213) 627-0671
Fax: (213) 627-1187
www.newmart.net
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 manufacturers. The New Mart is unique in both architecture and 
style. The intimate setting 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 showrooms that carry over 500 collections.

Coming 
Soon
Reach 50,000 buyers and 
decision-makers in the 
apparel-related industries. 

California Apparel News 
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http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/9090/ 1/1

* SAMPLE SEWERS *
Large Cloth ing Mfg in City of In dus try is seek ing sam ple
sew ers with exp. sewing kids wear. Must be able to
sew full gar ments from sketches.  
Send re sume to: rvasquez@ swa tfam e. com

2/9/2022

http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/9094/ 1/1

* PRODUCTION PATTERNMAKER, SALES
ASSISTANT & SPEC WRITER/TECH DESIGNER *
Trixxi Cloth ing Com pany – Open Po si tions 
PRO DUC TION PAT TERN MAKER: for fast-paced
kids/ju niors sports wear and dresses. 
SALES AS SIS TANT: to sup port sales team with  
re ports, line sheets, sam ples lo gis tics etc. 
SPEC WRITER/TECH DE SIGNER: with min 2+ yrs
exp in QC; tech packs; com ments to fac to ries. Salary
DOE.  
Please send re sumes to: job stcci@ gmail. com or  
call (323) 585-4200

2/2/2022

http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/9091/ 1/1

* CUSTOMER SERVICE REPRESENTATIVE *
Full Time cus tomer ser vice pro fes sional to man age all
ar eas of cus tomer ser vice, as well as or der pro cess ing,
re turns pro cess ing, and ba sic web site sup port and re‐ 
port ing. Com pen sa tion is com men su rate with in dus try
rate and ex pe ri ence. Ide ally can di date should have: 
• 1-2 years cus tomer ser vice ex pe ri ence (phone or on‐ 
line) 
• Strong ver bal and writ ten com mu ni ca tion skills. Bilin‐ 
gual in Eng lish and Span ish.
• Knowl edge of Mi crosoft Prod ucts (Word, Ex cel, Out‐ 
look) 
• Knowl edge of Joor and fash ion man u fac tur ing. 
Ap ply: ca reers@ pro ject soci alt. com

www.apparelnews.netwww.apparelnews.net/classifieds P 213-627-3737 
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The New Mart
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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

www.apparelnews.net/classifieds

Jobs Available Jobs Available Space for Lease

Buy, Sell & Trade

8/3/2021

http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/8987/ 1/1

* CREATIVE/SHOWROOM SPACE AVAILABLE! *
900 sq. ft to 4500 sq. ft. 
For leas ing, please con tact: 
Ju lianne Jef fries Leas ing Man ager 
ju lianne. jef frie s@ inv esto rshq. com 
714-654-7393 
Coop erde sign space.com

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

For classified information, 
call 213-627-3737 or 

email terry@apparelnews.net
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http://dev.apparelnews.www.clients.ellingtoncms.com/classifieds/print-preview/9089/ 1/1

* PRODUCTION PATTERNMAKER & SALES
ASSISTANT *

Trixxi Cloth ing Com pany – Open Po si tions 
PRO DUC TION PAT TERN MAKER: for fast-paced
kids/ju niors sports wear and dresses. 
SALES AS SIS TANT: to sup port sales team with re‐ 
ports, line sheets, etc. 
Salary DOE. Please send re sumes to:  
job stcci@ gmail. com or call (323) 585-4200.



See and feel the Kornit di�erence, and 
how sustainable, on-demand production 
can grow your fashion business in 2022.

JOIN US AT 
KORNIT SHOWCASE DAY
2/23 LOS ANGELES, CA
3/10 ENGLEWOOD, NJ

SCAN TO RSVP

Sustainable, On-Demand
Fashion Manufacturing
For the garment, apparel and home textile industries

http://www.Kornit.com
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