
WGSN and Coloro 
Unlock Their Keys to 
Color

How does a garment begin in the mind of a fashion de-
signer? Does it start with shape or fabric? Many would say it 
begins with color. But the world of the marketplace is much 
greater than one designer’s imagination, which is why color 
trends are so important and have such a long gestation period. 

Recently, WGSN and its partner Coloro announced the 
2025 Colour of the Year. Named Future Dusk, the hue is de-
scribed as a “dark and moody shade between blue and purple.”

“It has a sense of mystery and escapism,” according to 
WGSN and Coloro, “and feeds into themes of transition—
whether it be moving from dark to light or dusk to dawn—
making it perfect for a period of immense change. Its sur-
real and otherworldly qualities align with the influence of the 

➥ WGSN/Coloro page 3

Two powerhouse institutions of higher learning—Arizona 
State University in Phoenix and the Fashion Institute of 
Design & Merchandising in downtown Los Angeles—have 
joined forces through ASU’s integration of FIDM to afford 
greater opportunities to apparel and fashion students. This in-
tegration allows the schools to align their support of students 
through ASU’s innovation and exposure to FIDM’s rich fash-
ion legacy. Through the new integration between the schools, 
which was unveiled in April, ASU’s fashion program has been 
renamed ASU FIDM, and FIDM will remain a separate entity.

FIDM now has a place among ASU’s creative concentra-
tions offered by the Herberger Institute for Design and the 
Arts, which had already expanded with the school’s renova-

ASU-FIDM Integration 
Blends Innovation With 
Deep Fashion Roots

By Christian Chensvold Associate Editor

By Dorothy Crouch Contributing Writer
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FUTURE DUSK
Whether it be moving from dark to light or dusk to dawn, the 2025 

Colour of the Year gives designers, such as Dior, the freedom to express 
their own visions of this period of immense change. Turn to page 3 for 

our exclusive interview with WGSN and Coloro.
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Santa Monica Place Brims With Pride Month in Retail Pop-up

Epson’s New HQ Heralds the Changes in the Way We Work

RETAIL
Inside the Industry

The last three years have instigated an era 
of change that is just beginning, but Epson 
has positioned itself—quite literally—with a 
fresh, new vantage point. In May, the global 
technology leader cut the ribbon on its new 
headquarters in Los Alamitos, Calif., amid 
a host of VIP attendees from the worlds of 
politics, commerce and environmental orga-
nizations. 

The 150,000-square-foot campus will 
serve as Epson’s headquarters for the U.S., 
Canada and Latin America and oversee oper-
ations for home, office, commercial and 

industrial printing, visual communications, 
wearables, robotics, micro devices, and man-
ufacturing. Over 80 percent of the workforce 
is part of an innovative hybrid program of 
remote working flexibility, with a six-day-
per-month in-office schedule. The campus 
also features a hoteling workspace system, 
greatly reducing the staff’s physical footprint. 

“The innovative Epson campus embodies 
the lessons we’ve gleaned from relocating dur-
ing a global pandemic,” said Epson America 
CEO Keith Kratzberg. “We’ve optimized the 
space to boost productivity and foster col-

laboration while prioritizing sustainability, 
community engagement and employee work-
life balance.” 

Highlights of the new facility also include 
a state-of-the-art Executive Briefing Center 
allows customers, partners and community 
members to interface with Epson technologies 
as well as conduct their own business. Epson 
also offers the facility for use by local busi-
nesses and nonprofits, with monthly activities 
for networking and community interaction. 

The campus’s two distinct buildings are 
connected by an architectural bridge to keep 
employees connected, while environmental 
features include rooftop solar panels that 
provide 100 percent of the company’s energy 
needs, reduced lighting requirements due to 
large windows and motion sensors, expan-
sive water conservation, and drought-tolerant 
landscaping throughout. 

“Our new headquarters is more than just 
a [structure],” said Kratzberg. “It represents 
a commitment to growth, innovation and 
excellence. With state-of-the-art facilities 
and cutting-edge technology, we are better 
equipped to deliver world-class products and 
services to our customers.”

—Christian Chensvold 

In honor of SaMo PRIDE month, Santa 
Monica Place opened its second annual 
Made With Pride Marketplace Pop-up. The 
boutique kicked off in Santa Monica, Calif., 
June 2 with a ribbon cutting to showcase 20 
handpicked LGBTQIA+-owned brands not 
normally found in a traditional retail setting. 

Hosted in partnership with Streetlet, an 
opportunity-matching and growth engine for 
small business owners and makers, the event 
provides unique products and services with 
a platform to share their stories, talents and 
creativity with a wider audience.  

This experience means everything to Ja-
pan-born Taka Onishi, who created the L.A.-
based Onishi. “I wanted to make a silky, 
breathable underwear line” said Onishi, who 
uses a blend of modal and spandex. The in-
side label reads, “Have a nice day, sexy.”  

Creating L.A.-based Fab Hatters was 
life changing for owner Fang, whose doctors 
had told her that she was going blind. Fang 
then took a trip around the world, stapled and 

glued souvenirs to her hat, and after receiv-
ing so many compliments created a whim-
sical line of unconventional fascinator hats 
inspired by drag queens and pop surrealism. 
“If it wasn’t for drag and drag queens, my life 

would be completely different. Who knows, I 
might still be blind,” said Fang, whose profits 
paid for nine experimental eye surgeries. Ce-
lebrities such as Katy Perry and Royalty are 
known to wear Fab Hatters. 

Zimbabwe-born Shongee blended her love 
of Barbie with her African roots to design a 
whole unisex look from clothing to hand-
beaded, weighted hats, jewelry and eyewear. 
“I feel comfort is confidence, and everyone 
should feel as comfortable and unique as they 
are,” said Shongee. 

L.A.-based Dapper Day demonstrates its 
love of vintage clothing with show-stopping 
pieces to “step out in style.” “It’s uplifting to 
be part of something that’s so visual because 
they’re [Santa Monica Place] not afraid to 
put us on display,” said Dapper Day design-
er Shawn Rios, whose pronouns are They, 
Them.  

The Pride Marketplace Pop-up will be 
open each Friday, Saturday and Sunday in 
June.—Kelli Freeman 
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PANGAIA, the purpose-driven 
materials-science brand, has expanded 
its Motion collection to include a new 
capsule collection for men plus addi-
tional colorways for women. Motion 
is the brands most bio-based offer-
ing to date, made with 99.99 percent 
plant-based EVO nylon and 30 per-
cent plant-based creora spandex from 
Hyosung. The activewear has an 
updated look and is designed to feel like 
a second skin. “We are thrilled to see 
such a fabulous reaction to PANGAIA’s 
Motion collection,” said Claire O’Neill, 
Hyosung’s European marketing man-
ager. “It is a testimony to the fact that 
consumers are making more-sustain-
able choices when it comes to their 
apparel purchases. We look forward to 
our continued collaboration with such 
an innovative and passionate brand 
whose aim is to give back to the planet 
more than it takes.”

Santa Monica College’s Fashion 
Design and Merchandising department 
will present its annual student fashion 
show, LA Mode 2023, on June 16 
at 7 p.m. in the CPC Courtyard on 
its Southern California campus. The 
Magenta Carpet begins at 5 with spon-
sor giveaways, a live DJ and goodie-bag 
tables, and the show will feature an 
eclectic mix of casual, club, evening 
and avant-garde capsule collections 
showcasing each designer’s vision. The 
event will also include LA Mode’s 
annual Style and Substance Award, 
which this year will honor alumnus 
Cimmi Cumes, product design manager 
at Mattel, Inc., and a Fashion Advisory 
Board member who has spearheaded 
an intern partnership providing training 
and opportunities for SMC students at 
Mattel. The school’s rapidly growing 
fashion program is attracting industry 
attention around the world. 

Cottonworks will host a workshop 
entitled “Textile Fundamentals” in San 
Francisco June 27–28. The beginner-
level workshop will cover the basics 
of textile processing, including fiber, 
yarn, knitting, weaving, dyeing and 
finishing. Special focus will be paid 
to the relationship between each step 
in the process and its effect on the 
final product. Cottonworks is Cotton 
Inc.’s industry resource for profession-
als in the apparel and textile industries, 
helping forge expertise in every stage 
of the product-development and mar-
keting process through comprehensive 
resources including data research, mar-
ket and trend analysis, webinars, and 
informative videos. Workshops require 
registration, which is free. 

CIT Commercial Services, a subsid-
iary of First Citizens Bank, has promoted 
Marc Heller to the position of vice chair-
man and Michael Hudgens to the role 
of CIT Commercial Services president, 
with full responsibility for everyday 
operations. Heller has been a leader in 
commercial financing for more than half 
a century. Since joining CIT in 2004, he 
has played an integral part in helping CIT 
become a nationwide leader in factoring, 
credit protection, accounts-receivable 
management and lending services to 
consumer-product companies, manufac-
turers, dealers, importers and resellers. 
Hudgens has spent 35 years with CIT 
Commercial Services, and, as president, 
his previous managing-director role will 
expand to include oversight of all CIT 
Commercial Services leaders and exec-
utives with primary responsibility for 
business growth. 

Inside the Industry
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L.A.-based Dapper Day demonstrates its love of 
vintage clothing with show-stopping pieces to 
“step out in style.”

Over 80 percent of the workforce is part of an 
innovative hybrid program of remote working 
flexibility, with a six-day-per-month in-office 
schedule.
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second space age, giving Future Dusk a celestial appeal. As 
science and technology accelerate the space economy, com-
mercial opportunities are coming to the forefront. From space 
tourism to the rise of asteroid mining, the industry that is 
slated to mint the world’s first trillionaire is rapidly evolving.”

Fascinated by how Future Dusk was selected, the Califor-
nia Apparel News reached out to Urangoo Samba,  head of 
color for WGSN, and Caroline Guilbert, head of creative con-
tent for Coloro, to learn more about how one color is selected 
from a pool of 1.6 million.

CAN: How does the selection process begin, how far in 
advance, and how many people are involved?

US: The selection process consists of all of the WGSN and 
Coloro key forecasters from various regions across the world 
getting together at a workshop to present research and find-
ings. We then take the insights we gained during the work-
shop to look at which of these key colors stands out by being 
the most versatile and relevant across all industries to become 
the Colour of the Year. 

CG: We usually work on selecting colors a bit more 
than two years ahead of time. All colors for the season 
are worked on first, and then the key colors emerge. The 
Colour of the Year arises as one hue is identified as most 
relevant throughout all categories.

CAN: What are your primary sources, and how many col-
or candidates become “finalists”?

US: Our Global Colour Forecast aligns with WGSN’s 
STEPIC index, which analyzes trends in Society, Technol-
ogy, the Environment, Politics, Industry and Creativity. 
Our methodology ensures that the colors and palettes on 
the report truly reflect the STEPIC drivers, innovations and 
behaviors that will shape the year. We choose 50 colors 
for the season, and five get selected to become key colors. 
The colors in the seasonal palette are chosen to work co-
hesively together, with attention to head-to-toe styling, key 
seasonal color stories and unique color combinations that 
inspire creativity. 

CG: At the initial stages, our team of trend experts looks at 
current trends from art, cultural events, cinematography, mu-
sic and technology. We then fine-tune to the movements that 
will feed into the big ideas identified by the STEPIC frame-

work. We also take into consideration our clients’ feedback 
and changes in the way they work with color.

CAN: Are you ever “wrong” by some metric? After all, 
fashion is fickle.

US: A great example of colors coming to the market with 
force from our forecasting is the Colour of the Year for 2023, 
Digital Lavender. We first started tracking this color in 2021 
and have seen it gain momentum throughout the seasons on 
the catwalk and retail level, with it now hitting its full po-
tential. Digital Lavender started in the youth sector and then 
moved into the premium sector and new category areas.

CAN: Fashion consists of so many changing elements. 
What is the role of color in fashion? What does it say about 
society as trends come and go? 

US: Up to 90 percent of snap judgments made about prod-
ucts can be based on color alone, so having the right color 
strategy for your collection is vital. We offer seasonal, annual 

and long-term color palettes in order to help. The seasonal 
palette should bring newness, annual colors are supporting 
shades, and the long-term colors are there to serve core prod-
ucts. During times of uncertainty, and to help meet sustain-
ability goals, investment in long-term colors is key. 

CG: Color can make or break a product. It is a key differen-
tiating factor and catalyst of growth, innovation and sustainabil-
ity for brands. And, of course, color needs to be selected based 
on a specific context—style, material, usage, etc.—in order to 
be successful. Brands adopt colors that are projected to gain 
widespread popularity, drawing on the reliable trend insights 
provided by WGSN. This approach to design is economi-
cally mindful, enhancing the chances of success for products 
set to enter the market. By avoiding the production of items 
that would fail to attract interest, it minimizes waste and inef-
ficiency. The need for newness requires color trends to adapt to 
consumer demand, but, with sustainability in mind, recent color 
trends have shown the rise of long-term color approaches that 
are affecting the way designers build their palettes. ●
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tion of the Herald Examiner building in downtown Los An-
geles. This historic building was updated to accommodate the 
latest and emerging technologies that support student excel-
lence in the cultural and creative fields. 

Innovation aligns with a fashion legacy

Since its 2017 launch, the fashion program at ASU has 
been led by Director of Fashion Dennita Sewell. Its program 
offers a Bachelor of Arts degree in fashion that supports an 
enriching catalog of courses that cultivate skills in areas such 
as patternmaking, digital patternmaking, technical design, 
garment construction, merchandising, supply-chain manage-
ment, retail management and branding. 

“The philosophy behind our program is bridging in a re-
search university and all the things that ASU as a school fo-
cused on innovation brings to a concept of a fashion program, 
but also it was very important to me from the beginning that 
our students have a connection to industry,” Sewell said. “I 
didn’t want to start the program unless I thought they could 
get jobs.” 

FIDM’s legacy is rooted in a 54-year history that began in 
1969 when the institute’s current Chief Executive Officer and 
President Toni Hohberg opened the school in the Los Angeles 
Fashion District, which affords access to the world’s enter-
tainment capital and the influence of Hollywood. The region 
has grown from its glamorous roots to also serve as a center of 
additional categories such as swim and surf, streetwear, vegan 
fashion and sustainability. 

“We are the capital of streetwear and athleisurewear. It 
gives all the students an opportunity to explore that part of 
the world and all of the emerging brands, and people who 
are doing multi-brand, which is really exciting,” said Barbara 
Bundy, FIDM’s vice president of education. 

Expanding educational opportunities

To ensure the ASU program would position students to 
grow into professionals who embody skill sets that are attrac-
tive to apparel-industry employers while also arming them 

with the tools necessary to forge their own paths, Sewell 
sought the guidance of trusted industry institutions. It is 
ASU’s spirit of working with legacy organizations that have 
deep roots within the industry that made its FIDM integration 
a solid next step in its fashion expansion. 

“One of the first things I did was go to CFDA [Council 
of Fashion Designers of America] and talk to them about the 
industry directions that they saw. Then, we had 90 students in 
the first year. We had 270 by the following year,” explained 
Sewell, who now leads a program that reported more than 500 
students majoring or minoring in fashion by spring 2023. “It 
was a tsunami response with students transferring from all dif-
ferent types of programs because it was what they wanted to 
do in the first place.” 

In addition to ASU’s resources to ensure students re-
main at the forefront of innovation that will shape the fash-
ion and apparel industries, the school is a recipient of a 
grant stemming from Arizona’s New Economy Initiative. 
According to Sewell, these funds will be devoted to career 
development for students who are pursuing their degrees, 
in addition to adult learners who want to fortify their skill 
sets. 

“It’s a multipronged initiative to purchase equipment that 
will advance manufacturing, innovation and the Arizona 
economy,” Sewell explained. “We have a couple of grants 
through the New Economy Initiative—and one is for the fash-
ion program directly. We have support for purchasing innova-
tive software and equipment. We were also a part of the train-
ing program that was the career catalyst, and it’s all under the 
New Economy Initiative umbrella.” 

FIDM students will gain access to the benefits and degree 
programs that ASU offers, including the freedom to choose 
coursework or minor areas of study outside the boundaries 
of fashion. They will also be able to study in Phoenix or Los 
Angeles, and ASU students will benefit greatly from access to 
a global fashion capital.

“[The integration] gives ASU students access to one of 
the great fashion capitals of the world, in Los Angeles—also, 
fashion as it relates to the entertainment industry, retail in-
dustry, brand sector, manufacturing and design,” Bundy said. 
“It’s all right here. Those students will have the opportunity 
to work with this industry here, and it gives our students a 
chance to collaborate with students who started their pro-
grams in Phoenix.” ●

Arizona State University and the Fashion Institute of Design & Merchandising have integrated, which will enrich fashion education and 
support opportunities for the students of these respected institutions.

ASU-FIDM  Continued from page 1

WGSN/Coloro Continued from page 1

Future Dusk, the WGSN and Coloro 2025 Colour of the Year, is 
described as a “dark and moody shade between blue and purple.”
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The recent integration of Arizona State University and 
the Fashion Institute of Design & Merchandising (see 
story, pages 1, 3) makes the institutions like two garments in 
the same ensemble—and in more ways than one. Both are 
devoted to nurturing the next generation of fashion talent, 
who will enter the creative marketplace at a time of tremen-
dous change and uncertainty. 

In fact, Uncertainty was the title of ASU’s student fash-
ion show, which took place on April 8 at the Scottsdale 
Fashion Square in collaboration with Margaret Merritt 
Productions. There, 14 students graduating with a B.A. in 
fashion from the Herberger Institute of Design and the 
Arts showcased their capstone collections to a crowd of 
attendees that filled the center’s Palm Court and expansive 
mezzanines. 

The students included Sarah Abdallah, James Burrie, 
Elisia Cabrera, Madalyn Cunningham, Val Grula, Wanchuan 
Lin, Liz Lockard, Diana Corrales Noris, Marissa Pallares, 
Flor Paredes, Katrina Remaley, Heidi Stierli, Ying Tan and 
Madison Watson. Each was tasked with designing, pattern-
ing, constructing and fitting each of their looks based on 
original concepts. The collections showed a wide spectrum 
of individual aesthetics and skills, including such techniques 
as textile printing, embroidery, quilting, crocheting and felt-
ing, as well as the use of advanced technologies such as 3D 
printing and laser cutting. 

Meanwhile, on March 31 at FIDM, future talent show-
cased their visions at the college’s DEBUT Runway Show, 
an annual event featuring designs of 11 graduating students 
from the Advanced Study Fashion Design Program. Produced 

and filmed at the Cooper Design Space in downtown Los 
Angeles, the DEBUT Runway Show is a culmination of nine 
months of intensive research, advanced fashion construction 
and collection development led by Fashion Design co-chairs 
Nick Verreos and David Paul. 

The select group of students included Isabella Andrade 
Prada, Olivia Leigh Paris, Evan Brewster, Hye Rin Lee, Monica 
Nakatani, Cyncir Foxxi Pollard, Keagan Roberson, Steven 
Sweet Ruth, Max Tran, Jacob Yadidi and Alexander Ziemba. 
They were each chosen for their unique talents and academic 
achievements and were taken through formal interviews and 
portfolio reviews. The show premiered on YouTube, and 
attendees included Los Angeles–based designers, stylists, 
industry partners, FIDM students, staff, faculty and the greater 
Los Angeles community.—Christian Chensvold 

Fashion Graduates From ASU, FIDM Showcased Their Talents at Spring Shows
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ACTIVEWEAR

TRADE-SHOW REPORT

Making activewear in a luxurious hand is Daniella Mizra-
hi’s mission, and the founder of Yella Activewear continues 
to raise the bar on the standards for her Los Angeles–based 
brand. While Mizrahi is driven to manufacture exquisite ac-
tivewear, developing her brand has been more of a journey. 

“I went through a two-year process of finding the right 
fabrics and found a family-owned and -operated supplier in 
Italy,” said Mizrahi. “They have been doing just technical 
fabrics for the last 60 years. They are pretty advanced in what 
they are producing. The second element was always having 
been inspired by movement and physical activity as a way of 
feeling with an added layer of how we approach our mental 
health and mental well-being.”

Mizrahi was also inspired by her father, Ovadia, who hails 
from Israel and is a former professional soccer player. Now 
in his 70s, Ovadia remains extremely active, which continues 
to influence Daniella. As a child, Mizrahi’s father would often 
encourage his children to move quickly by using the Arabic 
word yallah, a command meaning “let’s go.” The brand’s 
moniker is also a play on the second half of the founder’s 
name. 

“I’ve always been inspired by how my father approached 
[mental wellness] and how he inspired me to approach physi-
cal wellness,” Mizrahi said. “That is something I want to share 
with people. I want to give people specific activewear that 
they feel confident and move and feel good in.”

Launched in 2019, the line is created using luxurious fab-
rics made at family-run businesses in Italy and Portugal. Man-
ufacturing of Yella’s goods takes place throughout different 
regions of Europe, including Italy. 

“We go mostly across Europe, and 60 percent is made in 
Italy from start to finish. We have some made in Romania, 
Portugal and Turkey. Sometimes you have to branch out a 
little bit depending on what you’re making, so it is an Italian-
owned factory that has places in Slovenia or Croatia,” Mizrahi 
explained. “We have a new collection coming out at the end 
of the summer, and that is fully made in Italy.” 

Yella’s Polyamide collection includes knits and wovens. 
Knit pieces are made in Italy with temperature-regulating, 
moisture-wicking, breathable, soft and feature-sculpting 

properties. The Portugal-manufactured wovens are breath-
able and sweat wicking to keep the body feeling cool. Both 
the polyamide knits and wovens resist the typical culprits that 
age clothing such as washing, sunscreen and heat, which can 
cause bleeding and pilling. 

Aligning activewear with sustainability is often difficult, 
and Mizrahi approaches ecological mindfulness through her 
sourcing and development. Mizrahi’s ecologically informed 
mindset relies on remaining intentional regarding her manu-
facturing partners and the quantities she produces.  

“It’s sustainability from the perspective of where things 
are made, our quantities and the factories that we use—being 
very intentional about what we’re making and what purpose 
it serves. We try to source items that we know how they are 
made and who the supplier is,” said Mizrahi.

Many of the Yella pieces also rely on bio-based fabrics 
whose raw materials are derived from non-petroleum sources. 
By sourcing fabrics whose origins stem from less-harmful 
materials, Mizrahi is making progress toward more-respon-
sible activewear.

“We source this very specific fabric that is not made from 
plastic at all,” Mizrahi said. “The raw material is a castor 
bean. You use less water, and you don’t need as many finish-
ings on the actual fabric because it’s already embedded as a 

natural resource.”
By the end of summer 2023, Yella will unveil its new col-

lection, which will explore new colorways and a fresh, eco-
friendlier fabric, Explosive Amni Dense, which is 58 percent 
polyamide with enhanced biodegradability in addition to 42 
percent Lycra. The second-skin Explosive Amni Dense with 
a UPF 50+ is an eco-sustainable polyamide and boasts en-
hanced biodegradability. While Mizrahi is anticipating the 
new collection’s release, she noted that there is an expansion 
on the Yella horizon. 

“We’re trying to develop modest activewear,” Mizrahi re-
vealed. “We want to provide high-end, high-quality active-
wear, which we feel is very much missing from that space. 
It’s been overlooked.”

Yella Activewear is made in sizes S–XL with retail price 
points at $98–$178 for leggings, $65–$118 for sports bras and 
$55–$78 for tops. The brand is available via e-commerce at 
yella-activewear.com and through Wolf & Badger, while it 
cultivates its bricks-and-mortar presence with retailers such 
as Neighborhood Goods in Austin, Texas.

“We’re looking to more in-store partnerships and retailers, 
building out our wholesale,” Mizrahi explained. “Eventu-
ally, in the next three to five years, we’ll try to open our own 
bricks-and-mortar boutique in the L.A. area.” ●

Technology and textiles con-
vened in Atlanta May 10–12 for 
the Techtextil North America 
and Texprocess Americas 
shows, which drew over 350 
exhibitors from 30 countries 
plus thousands of attendees 
representing the entire textile 
supply chain. This unified edi-
tion of Techtextil North America 
and Texprocess Americas cre-
ated a powerful environment 
for business development, with 
innovations, products and tech-
nologies on full display. 

The 2023 edition offered 
more features than ever before, 
including the Symposium ses-
sions, Tech Talks, Tech Zone, 
and Career and Training Center, as well 
as the first-ever Innovation Awards in the 
Americas for technical textiles, nonwo-
vens and the sewn-product industries. The 
three-day colocated exhibitions highlighted 
advancements and industry trends in tex-
tile design and manufacturing, supply-chain 
optimization, and workforce development.

“The reason we are here is to interact 
with new clientele,” said Justin Hershoran 
of Aptean. “We actually see great results 
from this show. Every time we have done it, 
it leads to solid sales for us. It’s not just the 
marketing, it’s the real dollars that come in 
as a result.”

Attendees were also pleased. “This is one 
of the nicest shows I’ve been to in years,” 
said Alan Brant of Himiesa. “It has a very 
professional air to it, and its displays are 

nicely done. This is an A-plus show.”
The Symposium dove into such timely 

topics as supply-chain evolution, manufac-
turing innovation and sustainability. “More 
than ever, these conversations are about 
real solutions,” said Jennifer Guarino of the 
Industrial Sewing and Innovation Center. 
“I thought the discussions were very inspir-
ing and very challenging, which is exactly 
what we need at Texprocess Americas.” 

The Career and Training Center, a new fea-
ture, combined professional development with 
practical training, with representatives sharing 
valuable resources related to the industry’s 
career landscape. Hands-on training was con-
ducted by Sewn Products Equipment and 
Suppliers of the Americas association mem-
bers Merrow Sewing Machine Company 
and ISAIC.—Christian Chensvold

By Dorothy Crouch Contributing Writer

Daniella Mizrahi, founder of Yella Activewear, feels the difference is in the details when setting apart her brand from others in this 
category, as she focuses on second-skin textiles, protective pieces and sustainable options.

The three-day-long Techtextil North America and Texprocess 
Americas highlighted advancements and industry trends in 
textile design and manufacturing, supply-chain optimization, 
and workforce development.
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Yella Activewear Encourages Movement Through Luxurious Fabrics

Colocated Shows Highlight Advancements, 
Trends in Textile Design, Manufacturing

Apparel News Group
The New Mart
127 E. Ninth St., Ste. 212
Los Angeles, CA 90015 
www.apparelnews.net

Call for special rates 
and information: 
213-627-3737

June 30
Cover: Swim
Swim New Resources
Industry Focus: Denim
Textile Trends including Swim Feature
Technology

Swim-Surf Advertorial
Denim Advertorial
Textile Advertorial
Technology Advertorial

Bonus Distribution
SwimShow Miami
La Plage Miami
Miami Swim Week by Art Hearts
Destination Miami
Texworld New York, Apparel Sourcing New York
Première Vison New York
New York Fabric Show
PREFACE New York
Functional Fabric Fair New York
Kingpins New York
Los Angeles Fabric Show
Texworld Los Angeles

Industry Focus: Denim and Advertorial. 
Secure Space Now. 
The California Apparel News reaches 
more than 50,000 brands, buyers, 
retailers, e-tailers and decision-makers 
in all categories of B2B fashion- and 
apparel-related industries. 

This issue will feature our Industry 
Focus: Denim editorial coverage.

Join us in this conversation.  

Key nationwide tradeshow  
distribution listed below,   
including Kingpins New York!



Discover a better market experience, where you can explore top brands and  
get treated with unmatched hospitality and personal connections in a comfortable,  
curated setting.  In addition to sought-after young contemporary and accessories  

brands, you’ll find unique gift and lifestyle items in our permanent showrooms  
for even more options. Come see what the buzz is about and put  

Las Vegas Apparel on your list for sourcing this August.

LAS VEGAS APPAREL 
August 6–9, 2023

Details at LasVegas-Apparel.com

#shoplva  |  @apparelmarkets
Dates are subject to change.   |   © 2023  International Market Centers, LLC

MARKET, REDEFINED.

http://lasvegas-apparel.com
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June 13 + 14, 2023 | Huntington Beach, CA

NEW for 2023: Runway Show at Swim Collective! 
June 13 during our Sunset Reception 

 
Apply to attend as a retailer, exhibitor or media at swimcollective.com

Los Angeles–headquartered 3D infrastruc-
ture platform VNTANA has partnered with 
Tokyo-founded fastener manufacturer YKK 
on the development of the YKK Trim Cre-
ator. This 3D trim-configurator technology 
offers an efficient trim-design process to in-
dustry professionals, easing communications 
between designers and buyers. 

“As we constantly evolve to provide the 
best service for customers, we are laser fo-
cused on speed, quality and sustainability,” 
said Takayuki Kato, vice president of YKK 
Corporation’s global marketing group. “Digi-
talization through a tool like the YKK Trim 
Creator helps us achieve all three.”

Designers are able to specify their de-
sired fastener characteristics and generate 
3D designs in real time. The simulation 
presents designs with the desired sizes, col-
ors and sliders. These designs are tagged 
with YKK codes, which allow buyers to 
easily identify order numbers, while 3D-
model URLs can be generated to share the 
design. Designers are also able to apply 
changes according to customer feedback 
prior to manufacturing. 

“It immediately displays the design in 
3D, which improves visualization, reduces 
the need for customers to request physical 
samples, speeds up the design process, and 
decreases waste and the need for shipping 
samples around the world,” said Kato.

The YKK Trim Creator promotes a sus-
tainable process by reducing the need for 
physical zipper samples, which decreases 
waste and shipping costs. These benefits sup-
port standardization, supply-chain efficiency, 
reduced costs and an optimized sales pro-
cess. These benefits also decrease the carbon 

footprint of each design and promote greater 
fashion sustainability. 

The May 17 launch of this technology fol-
lows a 2022 YKK survey through which cus-
tomers reported the need for a digital tool that 
would allow them to customize a finished 
zipper according to size, material, function 
and color. Respondents also wanted the abil-
ity to correctly identify item descriptions and 
codes for customized zipper designs.

 “So many designers and brands lose valu-
able time using legacy, analog tactics such as 
catalogs and item samples for product selec-
tion,” said Chief Executive Officer and co-
founder of VNTANA Ashley Crowder. “The 
YKK Trim Creator is an example of how VN-
TANA’s software can provide the back-end 
infrastructure needed to improve the digital 
design process to make it functional and ef-
fective for brands.”—Dorothy Crouch 

The Fabric Shows is weaving its way 
back to Los Angeles. Producer Susan Power 
has announced that the next edition will be at 
The New Mart July 25–26.

Los Angeles is the newest addition to 
a growing list of cities where The Fabric 
Shows take place, including Dallas, Miami, 
New York and San Francisco. “The Fabric 
Shows focus on the needs of our attendees 
and buyers,” said Power. “We understand 
their busy schedules, so we are traveling to 
meet them on either the East or West Coast 
this July, since New York and Los Angeles 
have the largest concentration of textile buy-
ers and apparel and home-products designers 
in the United States.” 

The Los Angeles Fabric Show will feature 
North American exhibitors from the U.S. and 
Canada. In addition to domestic production, 
many exhibitors have in-stock and made-to-
order fabrics imported from around the world. 
“Many of our exhibitors also ship from their 
production plants in the Americas, Europe 
and Asia directly to their clients’ manufactur-
ing facilities throughout the world,” explained 

Power. “Our exhibitors have already done the 
work sourcing the materials that buyers want, 
making it easy for show attendees to find what 
they need in the quantities they want and with 
quick delivery.” 

A key component of the show is the 
popular resource center, where attendees can 
ask questions, network and find resources 
that best fit their needs. The Los Angeles 
Fabric Show will also offer a seminar pro-
gram, and both the resource center and 
seminars are especially helpful for startups 
and emerging designers. The Fabric Shows’ 
slogan is: “Everyone needs small quantities 
sometimes.” 

Last fall, at the first Atlanta Fabric Show, 
for example, attendees included buyers from 
Dillard’s, Disney and Sid Mashburn. 
Attendees to the new Los Angeles Fabric 
Show are expected to include the same 
broad range of buyers including well-known 
brands, private-label producers, uniform pro-
ducers, costumers, retail fabric stores and 
other sewn-product producers.

—Christian Chensvold

TECHNOLOGY TRADE SHOWS

YKK-VNTANA Collaboration Yields 
3D Trim Configurator

Los Angeles Fabric Show to Debut With 
a Diverse Roster of Exhibitors, Buyers

The YKK Trim Creator, a product of a 
partnership between YKK and VNTANA, 
helps the Tokyo-founded fastener company 
serve customers through speed, quality and 
sustainability.

Like The Fabric Shows’ other events, the new Los Angeles show is expected to include well-known 
brands, private-label producers, uniform producers, costumers, retail fabric stores and other sewn-
product producers.
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MADE TO BE ACTIVE
Sourcing Fabrics

Functional Fabric Fair Summer— powered by PERFORMANCE 

DAYS® is an intimate sourcing event staged in July during New 

York’s Fashion Market Week, where fashion and athletic apparel 

designers come together to source high-performance functional 

textiles, trim, and accessories and to learn how to see beauty in 

functionality.

LEARN MORE fffsummer2023.com CaliforniaApparelNews

Functional Fabric Fair— powered by 
PERFORMANCE DAYS® believes that 
particularly the sportswear industry plays an 
important role in preserving the planet and 
protecting the outdoors which we design our 
products for.

For us this role consists in the following 
main actions: Supporting development of 
sustainable materials, setting sustainability 
standards, educating the entire supply 
chain and providing a more sustainable 
event for the industry.

http://fffsummer2023.com/CaliforniaApparelNews
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The Fabric Shows

NY+LA
July 2023

New York Fabric Show
New Yorker Hotel

Mon / Tues - July 17 & 18

Los Angeles Fabric Show
New Mart

Tues / Wed - July 25 & 26

Dallas . Miami . San Francisco
additional dates & locations to be announced

TheFabricShows.com / @TheFabricShows

Apparel News Group
The New Mart
127 E. Ninth St., Ste. 212
Los Angeles, CA 90015 
www.apparelnews.net

Call for special rates 
and information: 
213-627-3737
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Textile Advertorial
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SwimShow Miami
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Swim Week Miami 
2023 Issue. 
Secure Space Now. 
Reach a massive, global 
audience of B2B executives, 
retailers, e-tailers, buyers, 
decision-makers and 
influencers during Miami 
Swim Week, with ad 
placement in the California 
Apparel News.

California Market Center
110 E. Ninth St.
cmcdtla.com

NEW SHOWROOMS

MILIO MILANO 
SUITE C219
Milio Milano 
Women’s

BESTSELLER / VERO MODA
SUITE C221
Vero Moda
Contemporary women’s

NIGHTDAY BY ZHU 
SUITE C250
Nightday by Zhu 
Designer men’s and women’s

MODERN THREAD 
SUITE C449
Modern Thread 
Contemporary knitwear

ELISA JOHNSON
SUITE C480
Elisa Johnson
Contemporary eyewear

RYLEE + CRU COLLECTIVE 
SUITE C591
Noralee 
Vintage-inspired childrenswear
Quincy Mae 
Easy-to-wear infantwear
Rylee + Cru 
Unique and artistic infantwear, 

childdrenswear, women’s

ZUTTER 
SUITE C625/627
Zutter 
Graphic tees

NEW BRANDS

FERN LIBERSON & CO 
SUITE 410
Storm LA

THE STYLE ROOM BY SANDRA 
LOULAKIS 

SUITE C476
Allyrose Designs
By Vinnik 
Inclusive luxury lifestyle brand
Free 2 Be
Furious Fur 
Ethical, vegan, luxe faux fur
Timmy Woods 
Designer handbags

SYLVIA GILL CHILDRENSWEAR 
SUITE C501
Paper Flowers / Sweet Soul 
Tween novelty tops 

ELOISA & MIA SHOWROOM 
SUITE C508
The Table Tyke 
Place mats for little ones

IN PLAY SHOWROOM 
SUITE C537
Miki Miette 
Infantwear, childrenswear and 

accessories

SHAYNA MASINO SALES 
SUITE C540
Maniere 
Infantwear, childrenswear 

KEIKI SHOWROOM 
SUITE C544
Bella & Lace 
Ethically made girls’ fashion from 

Australia
Bellabubear 
Loungewear and pajamas for 

babies, kids and adults

THE GLITTER BOX SHOWROOM 
SUITE C568
Ce Ce Co 
Childrenswear and accessories

RANDEE’S SHOWROOM 
SUITE C579
Roshambo Eyewear

NICKY ROSE KIDS 
SUITE C580
Little Olin 
Girls’
Mini Molly Bracken 
Girls’
Prince Peter 
Girls’ tee line
Rockets of Awesome 
Boys’ and girls’

JULIE SMITH KIDS 
SUITE C590
Mayoral Shoes 
European-made shoes infant to teen

The New Mart
127 E. Ninth St.
newmart.net

NEW SHOWROOMS

ASHLEY MICHAELSEN INC–
AMPR CREATIVES

Suite 203

TELL THE TRUTH
Suite 212
Luxury fashion apparel

NEW TEMPORARY 
LOCATION

CHANTAL ACCESSORIES
Suite 1006 (formerly Suite 509)

ENGEL’S SHOWROOM
Suite 1006 (formerly Suite 509)

EXCLUSIVE-MARKET ONLY

10ELEVEN
Suite 135
Simkhai

CHARLIE GORRILLA SHOWROOM
Suite 503
Blue Revival
Maude Vivante
Susana Monaco

TINA KAHN ACCESSORIES
Suite 605
Escape From Paris
Justin Gregory NYC
Paper Lace
Tara Gasparian

ARDDUN AGENCY
Suite 608
Alemais
ByTimo
CLEA
Faithful Kitri
The Brand

JUICY COUTURE
Suite 611
525 Sweaters

CO-OP
Suite 706

DAVID GALAN LEATHER
Suite 715

MIRIANA OJEDA
Suite 715
Alquema

BEA GORMAN SALES
Suite 1003
Eleven Stitch
Gerties
North Star Base
Zsiska Jewelry

JV & ASSOCIATES
Suite 1003
Cut Loose
Kleen
Multiples
Shana
Slim-Sation
Vine Street

XCVI
Suite 1003
Twigs Jewels
Wearables

NEW LINES

10ELEVEN
Suite 135
Leset

STEVE LEVINSON
Suite 706
Necessities

SUE GOODMAN SHOWROOM
Suite 909
AMJ
Oliver Logan

CHANTAL ACCESSORIES
Suite 1006
Harper James

ROBERT ARUJ SHOWROOM
Suite 1101
Jewel by Badgley Mishka
Ricki Dessigns USA
VEEV
Visona Italy

VALERIE HAMBAS
Suite 1108
Modzori Shoes

LYNN GIRARD SHOWROOM
Suite 1203
Alpine Cashmere

NEW SHOWROOMS AND LINES
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* LOOKING FOR FULL-TIME ASSOCIATE
DESIGNER FOR MODODOC *

* 5+ years min. of design and/or product development
experience in the women’s apparel industry.
* Must be able to do technical sketches and CADs.
* Strong knowledge of Adobe Photoshop and Illustrator.
* Knowledge with garment proto fittings on fit model.
* Able to multitask and pivot when needed.
*Has understanding of fabrications & sewing
construction for knits & wovens.
* Import development experience preferred.
* Work with Design Director on market and trend
research.
* Stay on top of development calendar to ensure on
time photo sample delivery.
* Works on creating initial tech packs for proto
development phase leading to salesmen samples, and
is familiar with creating tech packs using excel.
* Participate in fittings by calling out fit corrections to
ensure design intent is properly executed.
* Preparing samples and sales tools for shipping to
sales team (Joor, lookbooks, color card, etc.).
Email resume to: emily@mododoc.com

Trade Show
Functional Fabric Fair 
Summer—powered by 
PERFORMANCE DAYS® 
www.fffsummer2023.com/CaliforniaApparelNews 
Functional Fabric Fair Summer—powered by 
PERFORMANCE DAYS® is an intimate sourcing 
event staged on July 18–19 at the Javits Center 
in New York City. The event takes place during 
New York’s Fashion Market Week, where fashion 
and athletic-apparel designers come together to 
source high-performance functional textiles, trim, 
and accessories and to learn how to see beauty in 
functionality. 

IFJAG 
info@ifjag.com
www.ifjag.com
IFJAG trade shows feature fashion jewelry and acces-
sories from around the world from 120 manufacturers 
or direct importers with exclusive designs to a unique 
venue of private showrooms that offer buyers a pro-
fessional environment. The upcoming Las Vegas show 

runs Aug. 5–8 at the Embassy Suites hotel. Visitors 
will have plenty of time to shop and can preregister 
at the website. IFJAG welcomes new exhibitors who 
would like to participate in the show. IFJAG offers 
buyers complimentary lunch and local-transportation 
reimbursement.

Las Vegas Apparel
www.LasVegas-Apparel.com 
International Market Centers, producer of Atlanta 
Apparel, presents Las Vegas Apparel. Buyers and 
exhibitors can come together Aug. 6–9 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 show 
organizers are extending the hospitality you know 
and love all the way to Las Vegas.

The Collective Shows
www.collectiveshows.com 
The Collective Shows are the premier B2B markets 
featuring top and emerging designers from the 
swimwear and activewear industries. The newly 

reimagined shows feature all-new displays and 
immersive experiences for retailers to not only see 
but also feel and try products from exhibiting brands. 
The new format truly supports brand storytelling and 
the ability to share the heritage and lineage of the 
textiles behind the products visitors are experiencing. 
Register now for Swim Collective June 13–14 at 
the Paséa Hotel and Spa, Huntington Beach, Calif. 
Active Collective California Aug. 22–23 at the Paséa 
Hotel and Spa, Huntington Beach,  Calif. Active 
Collective+Swim Collective New York Aug. 16–17 
at the Metropolitan Pavilion, New York.

The Fabric Shows 
TheFabricShows.com 
The Fabric Shows feature American and European 
textile & trim collections with Global Production 
including Made in USA. Exhibiting companies have 
low minimums, produce to order and many have 
in-stock programs. Attendees include designers/
manufacturers of sewn products (apparel, home, 
other), private-label producers, event /party 
planners, and retail fabric stores. The shows takes 
place in New York twice a year (January and July) 
and in several other cities once a year. Scheduled 
upcoming shows are the New York Fabric Show 
running July 17–18 at the New Yorker Hotel, the 

Los Angeles Fabric Show running July 25–26 at 
The New Mart, and the San Francisco Fabric Show 
running Nov. 19–20 at the San Francisco Hilton 
Financial District. 

Trim, Accessories
and Branding
J.N. Zippers & Supplies 
Corp.
DBA ZPRZ Company
380 Swift Avenue, Unit #5
South San Francisco, CA 94080
Sales Dept. (650) 871-8838 
info@jnzipper.com
Founded in America in 1990, J.N. Zippers & Supplies 
Corporation serves the industry with a California-
based corporate office and warehouse with China 
factory customization for garment, bag, acces-
sory, and industrial manufacturers worldwide. Quick 
sampling from our warehouse stock of high-quality 
zippers, pulls, bag and apparel hardware that are 
ITS, SGS, Oeko-Tex, ISO9001:2000 safety tested and 
standards compliant. Our staff is ready to assist you 
with choosing the best zipper configuration suited 
to your product. We offer private branding on pulls, 
hardware and labels. Our warehouse also stocks 

elastics, tapes, cords, labels and workroom supply 
for spot delivery. Turn to the experts at J.N. Zippers 
& Supplies Corp., and the in-stock division of ZPRZ 
Company, to provide you with the best combination 
of quality, price and service

Finance
Moss Adams
www.mossadams.com
Moss Adams is a fully integrated professional 
services firm dedicated to assisting clients with 
growing, managing, and protecting prosperity. With 
more than 4,400 professionals across more than 
30 locations in the West and beyond, we work with 
many of the world’s most innovative companies 
and leaders. Our strength in the middle market 
enables us to advise clients at all intervals of 
development—from start up to rapid growth and 
expansion to transition.

This listing is provided as a free service to 
our advertisers. We regret that we cannot be 

responsible for any errors or omissions within the 
Resource Guide.

7/18/2019
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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
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* SEEKING PFD FABRIC SALESPERSON FOR
LOS ANGELES GARMENT DYE HOUSE!! *

*Looking for a highly motivated Salesperson with
customer leads, who can introduce us to existing
customers who utilize Garment Reactive Dye.
*Enjoy a lucrative commission on our exclusive referral
program!!
For more information, Call: (323)267-1377 or
Email: amqualitywash@gmail.com

* SALES MANAGERS *
NewIdea Garment Group is a garment manufacturer
based in China, we have global sourcing based and
strong supply chain with an annual sales of a hundred
million dollars. We are looking for some professional
experienced garment trade/wholesale sales to join our
team.
Please send resume to: aguirreche@sxnewidea.com

* APPAREL SAMPLE MAKER NEEDED *
Montebello, CA
Full-Time
Benefits Offered
- Medical Insurance
- Dental Insurance
- Vision Insurance
- 401K
- Paid Time Off
Compensation
$16 to $18 per hour
Experienced Garment Sample Maker Needed
· At least 5 years’ experience with sewing sample
making (primarily knits)
· Must be experienced with all machines: single needle,
Overlock, Cover Stitch, button holes. Multi needle and/or
Flatlock a plus.
· Full time position, on site - Monday – Friday
Please email resumes to:
dmedina@selfesteemclothing.com or
Call:(323) 889-4300 ext. 274

* PRODUCT DEVELOPMENT *
Well established garment manufacturer based in LA
downtown area is looking for following position. We are
a clothing manufacture for Men’s, Women’s, Missy, and
Kids clothing. Need Garment Industry experience.
Salary 60,000.00 – 70,000.00 depending on
experience.
Monday through Friday.
All Resumes are to be sent to: HR Department
Attn: Rosa Garcia Email: hr@4goldengreen.com

* TRIM BUYER *
Well established garment manufacturer based in LA
downtown area is looking for following position. We are
a clothing manufacture for Men’s, Women’s, Missy, and
Kids clothing. Need Garment Industry experience.
Salary 50,000.00 – 70,000.00 depending on
experience.
Monday through Friday.
All Resumes are to be sent to: HR Department
Attn: Rosa Garcia Email: hr@4goldengreen.com

PROFESSIONAL SERVICES & RESOURCE SECTION

 Contact Terry Martinez at (213) 627-3737
or terry@apparelnews.net

PROFESSIONAL SERVICES & RESOURCE SECTION
MODELING SERVICES



Assurance, tax, and consulting offered through Moss Adams LLP. ISO/IEC 27001 services offered through Moss Adams Certifications LLC. 
Investment advisory offered through Moss Adams Wealth Advisors LLC. ©2023 Moss Adams LLP

To look forward and rise to the challenges ahead requires welcoming 
change with optimism. It’s how Moss Adams uplifts more than 280 

apparel companies nationwide to strategically plan for, and go, where 
they want to be next. Discover how our industry-focused advisory 

solutions can help elevate your business performance.

MOSSADAMS.COM/UPWARD

A C C O U N T I N G  –  C O N S U LT I N G  –  W E A LT H  M A N A G E M E N T

UPWARD

http://mossadams.com/upward
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