NEWSPAPER 2ND CLASS

arel

App

THE VOICE OF THE INDUSTRY FOR@YEARS

ARUN NEVADER / GETTY IMAGES

$3.99 VOLUME 81, NUMBER 3 MARCH 7, 2025

INDUSTRY FOCUS: SUSTAINABILITY

Identifying the Most-
Trustworthy Certifications
in Traceability

By Dorothy Crouch Contributing Writer

After decades of operating in a manner comparable to a se-
cret society, the fashion industry has finally begun to evolve.
Rather than employing gatekeeping tactics, veteran and
emerging designers, brands, manufacturers and contributors
across the supply chain now rely on increased discussions re-
garding best practices and a willingness to share information
that will benefit the entire business on a global scale.

It isn’t a perfect system but the apparel-business shift toward
becoming more open, and responsive to sustainable and consum-
er demands, has illustrated how the apparel industry is stronger
when businesses work together. The noticeable shift in a collab-
orative direction can be attributed to the evolution of apparel as
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TRADE-SHOW REPORT

Las Vegas Fashion Week
Features Fresh Offerings
in Apparel, Eco, Tech

By Kelli Freeman Contributing Writer

The energy was upbeat and optimistic as buyers at Las Vegas
Fashion Week (LVFW) looked for new ways to engage their cus-
tomers. Attendees were greeted with a wide selection to choose
from including a stream of events and educational programs.

MAGIC, Project and Sourcing at MAGIC by MMGNET
Group were held Feb. 10-12 at the Las Vegas Convention
Center. MAGIC featured new looks in women’s trend, young
contemporary and modern sportswear. Skate culture dominated
Project and MAGIC Men’s featured fashion trailblazers, while
sustainability was key at Sourcing.

The co-location between ANDMORE’s Las Vegas Ap-
parel (LVA) and Clarion Events’ Womenswear in Nevada
(WWIN) continued to flourish at The Expo at World Mar-
ket Center Feb. 9—12. Clarion also launched The Men’s Edit
at WWIN. Pre-qualified wholesalers and large-volume jew-
elry and accessory buyers enjoyed offerings at IFJAG, held
at the Embassy Suites Las Vegas Feb. 8—11.

Las Vegas Wrap page 8

INSIDE

Where fashion gets down to business®™

The Tiny Show on Tour L.A. ... page 2

Industry Focus: Technology ... page 10

Textile shows in L.A. report ... page 16

New locations, showrooms, brands, lines ... page 18
Resource Guide ... page 18

www.apparelnews.net



NEWS

Fashion for Good, Microfibre Consortium Aim for Breakthrough

Fashion for Good and The Microfibre
Consortium have released “Behind the Break:
Exploring Fibre Fragmentation,” a landmark
project they hope will advance the knowl-
edge needed to mitigate the root causes of
fiber-fragment pollution. The project brought
together major fashion brands including adi-
das and Levi Strauss & Co., with Under
Armour joining as a project partner.

Fiber fragmentation is a significant topic
of concern across the industry, with studies
highlighting the potential threat to ecosys-
tems and human health, underscoring the
need for the development of effective strate-
gies aimed at mitigating the negative impact
of fiber fragments.

In recent years, several domestic and
industrial mitigation efforts have been devel-
oped to capture fiber fragments before they
enter air, water and soil. However, the focus
lies in reducing fiber fragments from enter-
ing the environment downstream, rather than
tackling the problem at the source. The
“Behind the Break” project seeks to identify

JUMPEI / CANVA.COM

“Behind the Break: Exploring Fibre
Fragmentation,” a project by Fashion for Good
and The Microfibre Consortium with partners
from the fashion space, aims to solve the
challenges caused by fiber-fragment pollution.

the root causes of fiber fragmentation within
manufacturing processes, such as different
dye methods, focusing on cotton and poly-
ester knits.

The project includes various testing meth-
ods, leveraging the expertise of partners such
as Paradise Textiles, the fabric segment of
Alpine Group.

“We recognize that the future of the fash-
ion and textile industry hinges on our ability
to address challenges like fiber fragmentation
head-on,” said Lewis Shuler, head of innova-
tion at Alpine Group and Paradise Textiles.
“Our objective is to identify processes and
strategies that mitigate fiber pollution through
informed textile design and manufacturing
processes. We’re excited about continuing
this critical work and pioneering innovative
technologies that can reshape the industry for
the better.”

Project partners envision this initiative as
a movement that relies on ecological-solution
development as a catalyst for progress in the
fashion space.

“Our partnership with Fashion for Good
and The Microfibre Consortium is critical
because we’re not just aiming to reduce shed-
ding,” said Elsa Parente, co-CEO and CTO of
Positive Materials. “It’s about finding that
balance where environmental responsibility
drives innovation, not compromises it.”

—Christian Chensvold

Playtime to Take The Tiny Show on Tour to Los Angeles

Children’s fashion-and-lifestyle event
producer Playtime is launching The Tiny
Show on Tour, a traveling event that will
wander the world to meet the most promi-
nent markets. The Tiny Show on Tour will
come to Los Angeles for the August edition
of LA Kids Market at California Market
Center (CMC).

In a more-intimate format than Playtime
Paris and Playtime & Kid’s Hub New
York, while still maintaining the same val-
ues, the new experience will feature 30
international brands that are creative and
avant-garde. For West Coast buyers, this
new format offers a unique opportunity to

meet a selection of brands that are carefully
chosen by Playtime’s experts at a show
located close to home.

The children’s apparel market in America
is projected to grow at an annual rate of 1.46
percent between 2025 and 2029, according
to the show producer. Playtime is adapting
its expertise to meet the shifting needs of the
kids’ fashion-and-lifestyle market by offer-
ing brands and buyers a new annual meeting
for professionals within the sector.

Since 2007, Playtime & Kid’s Hub has
gathered top avant-garde brands, creatives
and international labels for fashion, life-
style and parenthood in the kids’ universe
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PLAYTIME

The Tiny Show Tour will arrive in Los Angeles
this summer during the CMC’s August market.

to become the world reference for profes-
sional trade shows and online platforms.
With shows twice a year and a business-to-
business marketplace accessible year-round,
Playtime & Kid’s Hub has installed itself
as the primary industry destination in Paris,
New York, Shanghai and through its online
resources. These resources are key for mar-
ket leaders from around the world as they
search for exclusivity, inspiration and con-
nections. —C.C.
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Inside the Industry

Dallas Market Center is bringing
together Apparel & Accessories Market
and Total Home & Gift Market, March
25-28. The combined market will offer an
efficient way to source trending apparel,
footwear and fashion accessories alongside
of top gift, home décor, holiday and life-
style brands. With an expansive selection
of new and in-demand products, buy-
ers can discover everything they need in
one location. “Bringing these two markets
together once a year creates an incredible
buying opportunity,” said Cindy Morris,
president and chief executive officer of
Dallas Market Center. “With apparel,
accessories, gift, and home décor all in
one place, buyers can easily explore trends
across multiple lifestyle categories and
discover the latest products in a convenient
marketplace.” Pre-registration, which is
the exclusive method to receive a FastPass
for quicker entry, is now available at dal-
lasmarketcenter.com.

The Port of Los Angeles recently
honored the 70™ anniversary of the
International Association of Ports and
Harbors (IAPH), recognizing the global
ports organization’s outstanding work for
seven decades on critical issues facing
ports around the world. The milestone
was celebrated at a Port of Los Angeles-
sponsored networking event during the
Trans-Pacific Maritime Conference
(TPM25), organized by S&P Global,
held at the Long Beach Convention
Center. TPM is an annual gathering
of senior-level professionals in the
global shipping and logistics industries.
Kicking off the Port’s networking event,
Port Executive Director Gene Seroka
noted the historical significance of the
IAPH tribute. Los Angeles’ Roosevelt
Hotel was the site of the first IJAPH
conference in 1955, the result of a U.S.-
Japan initiative to increase cooperation.

UNIFI, maker of REPREVE, has
released its 2024 Sustainability Snapshot,
which offers critical insights and trans-
parency into the company’s ongoing
efforts to provide more-sustainable
materials at scale and reduce reliance on
virgin goods. Highlights include reach-
ing the milestone of 950 million T-shirts
worth of textile-and-yarn waste recy-
cled to date, reinforcing the company’s
goal of processing the equivalent of
1.5 billion T-shirts by 2030. UNIFI has
also recycled 42 billion landfill-bound
plastic bottles to date. This past year
also saw the growth of REPREVE’s
textile-to-textile offerings to new levels
with the launch of REPREVE Takeback
staple fiber and Thermaloop insula-
tion, powered by REPREVE’s Textile
Takeback process. The latter received
two prestigious awards, including the
SEAL Sustainable Product Award and
Just Style Award for Circular Product
Launch.

YKK Corporation won the top prize
at the Orange Innovation Award 2024,
which aims to promote the development
of products and services in a variety
of industries and fields that help peo-
ple with dementia solve issues in their
daily lives and accomplish the things
they want to do. Awards are given to
user-friendly products and services that
have been developed with an emphasis
on the process of co-creation with people
with dementia. YKK has been champion-
ing a “participation-based development”
approach, where zippers that are easy for
anyone to open and close are developed
and improved through direct dialogue
with people with dementia who have
handled the products.
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Alycesaundral ~ Anthony Rubio Bad Pink Bad Sisters

Carlos Pineda Chavelis Playhouse

Cross Colours LA Danny Nguyen

Diana Couture Electric Circus NYC Giannina Azar

NYFW Powered By Art Hearts Fashion Showcases Emerging, Veteran Designers

Art Hearts Fashion returned to New York Fashion Week
at The Angel Orensanz Foundation with a Feb. 6-9 run,
delivering another vibrant celebration of diverse designers.

“Art Hearts Fashion started as a platform to merge fashion,
art and philanthropy,” said Erik Rosete, founder of Art Hearts
Fashion. “[It] has grown into a global movement that exceeds
anything I initially envisioned. What surprised me most is
how it’s become a true incubator for emerging designers,
while also attracting some of the biggest names in the indus-
try. The level of media attention, the community we’ve built
and the impact we’ve had on shaping fashion week experi-
ences in major cities have been beyond my expectations.”

The event featured California brands such as Cross

Colours, Kenneth Barlis, Kimia Arya, Maribel Julcahuanca
and Mister Triple X. It offered a dynamic mix of both estab-
lished and emerging talent from around the globe including
Bad Pink, Bad Sisters, Carlos Pineda, Chavelis Playhouse,
Danny Nguyen, Diana Couture, Electric Circus NYC,
Giannina Azar, Glaudi, Haus of Harleen, Herwin Cardoza,
Lena Mars, Matilda Couture, Milla Stone, Monday Blues
Studio, NIF Global x London School of Trends, Pia
Boltev, Rajeev Fernando, Raul Penaranda, Samuel Girtner,
Soid Studios and Tiffany Rae. The event also included chil-
drenswear from Alycesaundral, Mila Hoffman and Wanda
Beauchamp, in addition to a collection from pet-fashion
designer Anthony Rubio.

Rosete has ambitions for cultivating growth and influ-
ence with the production that he founded in 2011. “I want to
continue expanding Art Hearts Fashion as, not just an event,
but a lifestyle and cultural movement,” he said. “This means
elevating our experiences with larger-scale productions, more
strategic global partnerships, and integrating new technology
like AT and digital fashion.

“Sustainability is also a major focus,” he added. “We’re
looking at ways to support designers who prioritize ethical
fashion. Beyond that, I'm passionate about expanding into
new cities, bringing Art Hearts to even more international
audiences and continuing to push boundaries in how fashion
is experienced.”—Christian Chensvold
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Source footwear, accessories, gift and lifestyle brands all in one
destination this April in Atlanta. From casual to formal and spring
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AMERICASMART
ANDM( )RE

AmericasMart.com/AprilBuyingWeek
@apparelmarkets | @americasmartatl

APPARELNEWS.NET MARCH 7, 2025

CALIFORNIA APPAREL NEWS 3


http://americasmart.com/aprilbuyingweek
https://www.orensanz.org/

INDUSTRY FOCUS: SUSTAINABILITY

What certifications are crucial to
supporting traceability commitments

in the apparel industry and why
do you value the standards of their

certifying organizations?

Sustainability Continued from page 1

an industry whose experts recognize that doing
the work to promote the greater good resonates
with customers. These insiders rely on certifica-
tions that prove their businesses remain true to
sustainable commitments through transparent
operations, which rely on traceability within the
supply chain. Employing audits to attain these
certifications keeps brands and their supply-
chain partners honest through providing insight
into their best practices and, at times, identify-
ing areas where they can improve.

These certifying organizations help brands
and designers commit to cleaning up the apparel
industry and aligning fashion with ethical sourc-
ing. Obtaining certification from a reputable
committee creates transparent supply chains,
which show the journey of a garment that is
traceable from farm to retail floor. It also builds
greater consumer trust that relies on assurances
of ecologically sound, socially beneficial prod-
ucts and goods that can help businesses avoid the
negative impacts of international trade conflicts.

California Apparel News asked experts in
apparel traceability: What certifications are
crucial to supporting traceability commitments
in the apparel industry and why do you value
the standards of their certifying organizations?

Daren Abney
Executive Director
U.S. Cotton Trust Protocol

The apparel industry is
embarking on a journey to-
ward greater responsibility
as consumers are increas-
ingly engaged, actively
seeking brands that have a
proven record. Traceability
empowers brands to dem-
onstrate their commitment
to positive change—moving beyond inten-
tions to highlight specific taken steps. This al-
lows consumers to recognize brands that align
with their values, driving further progress.

The U.S. Cotton Trust Protocol’s trace-
ability solution (PCMS) creates a transparen-
cy map that provides the authenticated origin
of U.S. Cotton and Protocol Cotton, along
with the names and locations of the Trust
Protocol mill and manufacturer members
that were involved in the production process,
into the finished products that are shipped to
the brand or retailer. As a result, brands and
retailers achieve visibility of each stage of
production, as well as validation of the origin
of the cotton fiber tracked into their products.

Kerry Bannigan
Managing Director, PUBLIC Foundation
Co-Founder, United Nations Fashion
and Lifestyle Network
Certifications such as
Fair Trade, GOTS,
SA8000 and OEKO-TEX
Standard 100 play an im-
portant role in advancing
traceability in the apparel
industry by setting base-
line protections for work-

ers’ rights, fair wages and safe working con-
ditions. While these frameworks create a
level of accountability, they are not guaran-
tees as no certification alone can eliminate
the risks of unethical supply-chain practices.

The strength of certifying organizations
lies in their independent standards and ability
to push for systemic reform, but they must
be complemented by corporate responsibil-
ity and worker-led initiatives. Valuing these
certifications means recognizing both their
strengths and limitations whilst ensuring they
are tools for progress. True traceability is not
just about labels; it requires rigorous enforce-
ment, continuous monitoring and a commit-
ment to centering workers’ rights.

Laura Beachy

Vice President of Global Marketing
and Communications

Thermore

At Thermore, certifica-
tions are an important as-
pect of our sustainability
efforts. Our company is
certified by GRS (Global
Recycled Standard) and
OEKO-TEX Standard 100,
and we recognize the im-
portance of certifications in
guaranteeing responsible sourcing, safe mate-
rials and ethical production processes.

The GRS certification ensures the use of
recycled materials while maintaining strict
environmental and social standards. The
OEKO-TEX Standard 100 guarantees that
our thermal insulation is free from harmful
substances, reinforcing consumer trust in our
products.

In today’s fashion and sport industries,
traceability is very important. Certifications
like GRS and OEKO-TEX reflect our com-
mitment to transparency, ethical practices
and environmental responsibility. At Ther-
more, we believe that sustainability starts
with accountability, and these certifications
are a key part of our mission.

Meredith Boyd
Chief Product Officer
UNIFI, makers of REPREVE

Certifications are crucial
to supporting traceability
commitments in the ap-
parel industry because
they build trust, validate
sustainability claims and
provide transparency
across the supply chain.
External certifications en-
sure that third-party organizations can verify
internal sustainability commitments, while
internal traceability measures add additional
layers of trust and accountability.

REPREVE empowers brands to meet their
sustainability goals with verified traceability,
driving consumer confidence and peace of
mind. As the only eco-performance fiber with
U-TRUST product verification, REPREVE
ensures transparency and traceability at ev-
ery stage. U-Trust is powered by our propri-
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etary FiberPrint tracer technology, which is
embedded into every strand of yarn, allowing
us to know the product’s recycled feedstock
origins.

In addition to U-TRUST verification,
REPREVE is certified by industry-leading
standards, including OEKO-TEX, GRS,
Scientific Certification Systems (SCS) and
OceanCycle, and is present within the Higg
Material Standards Index (MSI). These rig-
orous certifications reflect our commitment
to maintaining the highest sustainability and
traceability standards, making REPREVE
the premier eco-performance fiber for brands
and consumers alike.

Marco Bruno

Head of ESG Compliance & Health and
Safety

Oerlilon Luxury

At Oerlikon Riri and
Oerlikon Fineparts,
the two complementary
brands of the Oerlikon
Luxury business sector,
each certification serves
distinct strategic objec-
tives, reflecting the unique
characteristics of our com-
pany, products, processes and facilities. Ef-
fective traceability involves mapping the
journey of raw materials into finished prod-
ucts. For example, all the polyester we use is
GRS certified, sourced exclusively through
suppliers recognized by international indus-
try standards, and made entirely from 100
percent post-consumer recycled material.
However, our product range extends far be-
yond polyester, encompassing a variety of
organic, recycled and natural materials, as
well as metals and precious stones, and
achieving traceability throughout our exten-
sive product range requires more than a sin-
gle certification. That’s why we rely on a
combination of diverse certifications, includ-
ing Oeko-Tex for zippers and buttons, Global
Organic Textile Standard (GOTS) for organic
cotton, and the Responsible Jewellery Coun-
cil (RJC) certification for ethical extraction
and processing of metals and precious stones.

Since 2018, we have also adhered to the
‘Policy on Minerals from Conflict Zones,’
now aligned with Oerlikon’s guidelines, to
avoid minerals that may finance conflicts.
Beyond product-specific certifications, our
compliance with ISO 9001, 14001 and 45001
standards in all the Oerlikon Riri plants ex-
tends our transparency beyond sustainability
to include broader commitments to environ-
mental management, quality, health, and
safety. Our dedicated approach is exempli-
fied in our ‘Commitment to Sustainability,’
an annual document where we transparently
present our achievements in environmental,
economic and social domains. This resource
offers stakeholders a clear and honest view
into our sourcing policies, material traceabil-
ity and ongoing progress toward our sustain-
ability goals.

Katrina Caspelich
Chief Marketing Officer
Remake

Certifications are a vital
tool for ensuring brands
are truly committed to
transparency and sustain-
ability. But let’s be clear:
not all certifications are
created equal. Some are
simply buzzwords that can
mislead consumers and
contribute to greenwashing. One certification
that stands out as truly reliable is OEKO-
TEX. This certification focuses on ensuring
textiles are safe from harmful chemicals,
which is critical in an industry that often re-
lies on toxic dyes and finishes. OEKO-TEX
ensures that products certified under it meet
strict human and environmental safety stan-
dards. Most importantly, OEKO-TEX up-
dates its criteria annually to stay ahead of
scientific advancements and regulations.
Brands must retest their products to receive
the updated certification, ensuring the stan-
dard remains dynamic, relevant and reliable
for both brands and consumers.

Paola Corna

Chief Financial Officer, Sustainability
and Human Resources Manager

ACM

Our approach to certifi-
cations is shaped by di-
verse factors. Some are
determined by direct cus-
tomer and market de-
mands. Others reflect our
own voluntary initiatives
that support strategic com-
mercial goals and strength-
en our commitment to traceability, ensuring
precise batch monitoring and full compliance
throughout the entire supply chain. Many
companies meet certification requirements,
but ACM goes further, using these standards
as opportunities to set higher benchmarks and
drive continuous improvement toward trace-
ability and sustainability.

Achieving the ISO 14001 certification
in 2024 marked a significant milestone for
ACM. This accomplishment showcases de-
cades of forward-thinking practices, including
our water recirculation system established in
1992 and our dedication to renewable energy.
‘We have also integrated low-impact, traceable
recycled materials, all certified by the Global
Recycled Standard (GRS), throughout our
production chain. Additionally, our updated
Ethical Code, while not a third-party certifica-
tion, embodies our principles of transparency,
respect for people and responsibility toward
the environment, establishing clear guidelines
for responsible conduct in every professional
relationship. At ACM, certifications align
seamlessly with our Ethical Code, demon-
strating our unwavering dedication to trans-
parency, responsible practices and setting new
standards for the industry.
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Discover What's Next in Performance Fabrics

Join us at Functional Fabric Fair Spring 2025, the leading
textile tradeshow in North America, where innovation
meets opportunity in outdoor, lifestyle, and activewear
design. Experience tomorrow's trends today and uncover
the technologies and textures that will define the Spring
2026/2027 season. Gain early access to groundbreaking
products and insider knowledge that will shape the future
of our industry.

This trade-only event brings together designers, product
developers, buyers, materials managers and many more for
exclusive one-on-one conversations with industry leaders,
one-of-a-kind special events, and invaluable education
and training. Attend Functional Fabric Fair for unparalleled
opportunities to enhance your business strategy and stay
ahead in the market.

Day 0 Sustainability Workshop

Joinus on April 14th, one day before the exhibit hall opens at
the Day 0 Sustainability Workshop at Functional Fabric Fair,
where industry experts will explore key sustainability topics
with a practical, real-world approach. Throughout the day,
manufacturers will share insightful case studies, offering
tangible examples of sustainability in action. Attendees will LEARN MORE
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strategies to implement in their business strategies.
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Claudia de Witte
Textiles Sustainabhility Leader
Eastman

Certifications are essen-
tial for ensuring traceabili-
ty and sustainability in the
apparel industry, each serv-
ing a distinct role in verify-
ing responsible sourcing,
ethical production, and cir-
cularity

As a cellulosic-fibers
manufacturer, FSC (Forest Stewardship
Council) is fundamental for Eastman Naia,
guaranteeing that the wood pulp used in our
fibers comes from responsibly managed for-
ests. This certification supports biodiversity,
ethical forestry practices and supply-chain
transparency.

Beyond FSC, securing the GRS was a
major achievement for Eastman Naia, rein-
forcing our commitment to circularity. We
collaborated closely with Textile Exchange
to obtain GRS certification, ensuring that our
recycling processes meet the highest industry
standards. A significant milestone came in
June 2023, when Textile Exchange expanded
its Alternative Volume Reconciliation (VR2)
policy to include gasification, a key compo-
nent of Eastman’s carbon renewal technology.

This update was crucial, allowing our mo-
lecular recycling technology to be audited
under GRS. By breaking waste down into
molecular building blocks, we create high-
quality recycled materials, addressing textile-
waste challenges. These two certifications
are examples of how third-party standards
help manufacturers and brands drive industry
transformation and mainstream circularity.
By ensuring transparency and accountability,
certifications in general support the shift to-
ward more responsible and sustainable textile
production.

Dr. Cindy J. Lin

Chief Executive Officer

Hey Social Good, and Former U.S. EPA
Scientist and Policymaker

Certifications and third-
party vetting are now cru-
cial parts of the apparel in-
dustry. With both consum-
ers and apparel brands be-
coming more educated on
the impact of fashion on
people and the planet, the
desire for verified informa-
tion is extremely high. Furthermore, govern-
ment policies in the European Union, Canada
and critical fashion economies in the U.S.
(e.g., California, New York, Washington and
Oregon) are increasingly requiring better re-
porting and transparency that’s good for im-
pact and profit.

In such cases, not only should companies
seek out certifications that reflect the trace-
ability of their textiles, but they will need to
look for certifications or verifications of a
business’ supply chain decisions and activi-
ties. Specific examples of textile traceability
might include OEKO-TEX, GOTS, BLUE-
SIGN, Registration, Evaluation, Authoriza-
tion and Restriction of Chemicals (REACH).
Comprehensive review or vetting of a busi-
ness’ overall practices from sourcing to
transportation to retail may include B-Corp
Certification, the social-governance focused
Worldwide Responsible Accredited Produc-
tion (WRAP) and HSG’s Sustainability & So-

cial Good Assessment (adopted at all Informa
Markets fashion trade shows), which uses the
United Nation’s 17 Sustainable Development
Goals as a framework to evaluate apparel and
textile businesses’ sustainable practices.

The case for certifications is no longer just
about what’s good for environmental, social
and governance impact, but now critically
about establishing business resilience and
continued profitability. Buyers at all levels are
seeking out robust companies that are avail-
able for the long term because finding a new
vendor, manufacturer or apparel brand can
be time-consuming and costly. Working with
or buying from independently vetted apparel
businesses and their suppliers means having
the ability to create long-standing stability in
the market and credibility with consumers.

Steve McGullough
Event Director
Functional Fabric Fair

Having worked with
hundreds of brands over
the years, I’ve seen first-
hand how certifications
like GOTS, Oeko-Tex and
Bluesign have transformed
from nice-to-haves to abso-
lute necessities. These
aren’t just logos on a web-
site, they are the backbone of meaningful
traceability with their levels of standards and
verifications that cannot be replicated by in-
ternal brand claims.

The most impactful certifications like Re-
sponsible Wool Standard document the entire
journey from raw material to finished prod-
uct, maintain rigorous verification protocols
and continually evolve their standards as new
challenges emerge. These systems transform
vague sustainability promises into verifiable
facts.

We’re highlighting “Certifications: Which
Ones Matter?” at our 2025 Functional Fabric
Fair events because the landscape has become
overwhelming. Companies are suffering from
certification fatigue, unsure where to invest
their limited resources. Every single supplier
you’ll see at Functional Fabric Fair has been
thoroughly vetted to ensure they are sustain-
ability certified. This careful and curated se-
lection process isn’t an afterthought, it’s built
into everything we do from education to pro-
viding sourcing opportunities. Certifications
provide the transparency foundation our in-
dustry desperately needs.

Philippe Mignot
Project Manager
NextPrinting

At NextPrinting, our
mission is to minimize the
environmental impact of
garment production
through advanced digital
textile printing. We use cer-
tifications as a compass to
guide the selection of fab-
rics and fibers that meet the
highest standards of sustainability and trace-
ability, ensuring a certified standard from raw
material to finished product. Our approach
goes beyond printing, maintaining sustain-
ability standards throughout the entire pro-
duction chain. We start by selecting certified
yarns and weaves with a low environmental
impact, and prioritizing globally recognized
certifications such as GOTS, GRS and FSC.

Each certification addresses specific char-
acteristics of products, whether organic, re-
cycled or sourced from responsibly managed
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forests, offering a comprehensive approach
within the complex landscape of fabrics, fi-
bers and materials. By reducing water, energy
and chemical consumption compared to tradi-
tional methods, we demonstrate that innova-
tion and responsibility can work together. For
us, traceability means not only monitoring
materials but also providing brands and con-
sumers with a transparent and credible view
of every step in the production journey. As the
fashion industry evolves, we believe certifi-
cation standards must remain adaptable and
dynamic, ready to guide, regulate and inspire
meaningful change.

Ebru 0zkucuk Guler
Chief Sustainability Officer
RE&UP

Certifications are the
backbone of trust and
transparency in the apparel
industry. As chief sustain-
ability officer at RE&UP, |
see firsthand how essential
they are in ensuring trace-
ability, verifying recycled
content and building a truly

circular system.

For a company like ours, certifications like
GRS and RCS are crucial, providing third-
party validation that our recycled fibers meet
the highest industry standards. OEKO-TEX
and Bluesign address chemical safety and
responsible processing—both vital for con-
sumer trust and environmental responsibility.

What sets these standards apart is not just
the rigorous criteria but the credibility of the
certifying bodies. Organizations like Textile
Exchange, OEKO-TEX and Bluesign push
the industry forward, setting benchmarks that
hold brands, manufacturers and recyclers ac-
countable.

At RE&UP, we value these certifications
because they aren’t just checkboxes—they
validate our commitment to real, measur-
able impact. They support compliance with
upcoming EU regulations, help brands meet
sustainability goals and, most importantly,
give consumers confidence that the materials
they wear are truly part of a circular future.

Traceability isn’t just a requirement; it’s
the foundation for a better, more-responsible
textile industry.

Cheryl Smyre
Vice President, Advanced Materials
Parkdale Mills

Brands and retailers seek
full transparency and trust-
ed traceability. Without
verified and traceable
mechanisms, some certifi-
cations become meaning-
less.

Industry alignment does
not exist today, but it is
necessary. Significant effort is being made
to evaluate and consolidate certifications to
achieve a more-efficient, cost-effective and
trusted process in the global supply chain.

An example of gold-standard traceability
is the U.S. Cotton Trust Protocol, designed to
provide supply-chain transparency and quan-
tifiable sustainability metrics for U.S. cotton.
Brands and retailers can rely on the structure
established by USCTP and confidently partici-
pate in the program. Other existing cotton cer-
tifications do not provide verifiable data and,
therefore, cause great brand risk and exposure.

Regarding our CICLO technology, we
certainly understand the industry landscape
and therefore prioritized the development of

a proprietary tracer—ensuring verification at
all supply-chain stages.

We are committed to innovation, full trans-
parency and traceability. The industry must
support reliable programs that achieve these
pillars as we move into the next generation
of textiles.

Danielle Statham
Founder
FibreTrace

Certifications play an
important role in establish-
ing sustainability bench-
marks, but they have sig-
nificant limitations when it
comes to true traceability
and accountability. Many
certifications rely on paper-
based tracking or self-re-
ported data, which can be manipulated, misin-
terpreted or fail to provide full supply-chain
visibility. They also do not offer real-time
verification, nor do they prevent fiber substi-
tution further down the supply chain.

This is where FibreTrace goes beyond cer-
tification by providing physical and digital
traceability at the fiber level. Our patented
luminescent pigment technology embeds a
tamper-proof marker into fibers at the raw-
material stage, enabling real-time authentica-
tion at every stage of the supply chain. This
ensures that brands are not just meeting cer-
tification requirements but can actively prove
the origin, sustainability and integrity of their
fibers throughout production.

As regulations like the EU Digital Product
Passport take effect, brands that rely solely
on certifications risk falling behind. True ac-
countability requires continuous verification.
By combining certified processes with Fi-
breTrace’s real-time tracking technology, the
apparel industry can move beyond claims to
measurable, provable transparency.

Jimmy Summers

Vice President of Environment, Health
and Safety, and Chief Sustainability
Officer

Cone Denim

Cone Denim relies on a
portfolio approach to certi-
fied sustainable fibers. For
fiber-level certifications,
two key programs are the
U.S. Cotton Trust Protocol
and Better Cotton. As a
member of the U.S. Cotton
Trust Protocol, we have the
opportunity to support a system that provides
quantifiable and verifiable improvements at
the cotton farm. Better Cotton drives progress
in the sustainability of farmed cotton and the
well-being of growers. For end-to-end trace-
ability of recycled and organic fibers, all of
our mills are RCS and OCS certified, and we
are members of Textile Exchange.

All of these certifications and their related
organizations are doing important work to give
both credibility and verifiability to Cone Den-
im fabrics as we work to meet our sustainable
fiber uptake target of 100 percent by 2030.




INDUSTRY FOCUS: SUSTAINABILITY

TREND

What certifications are crucial to
supporting traceability commitments
in the apparel industry and why

do you value the standards of their

certifying organizations?

Andrea Venier
Managing Director

Officina39

The landscape of regula-
tions and certifications is
evolving rapidly, and, while
traceability is becoming
more important, the com-
plexity of standards can
sometimes create confusion.
Today, the industry is flood-
ed with multiple certifica-
tions, many of which are not fully understood
by end consumers. We believe the solution lies
in simplification and unification. Imagine a sce-
nario where the industry follows a clear, stan-
dardized guideline—something akin to an ISO
Standard for safer chemicals. This would not
only make compliance easier but also offer 100
percent transparency to consumers, empower-
ing them to make informed choices. Regula-
tions have undoubtedly helped us move toward
safer, more-reliable products, but we need to
ensure our communication is just as clear. Our
hope is to contribute to a more unified approach
that demystifies certifications and strengthens
trust across the value chain.

Eloise Vivolo
Chief Operations Manager
Vivolo

The topic of certifications
is always evolving; today’s
industry demands a dynam-
ic and responsive approach
to changes and advance-
ments in regulations and
processes. This is why Vi-
volo consistently stays up to
date with certifications.
Alongside our long list of third-party acknowl-
edgments, we are proud to add the OEKO-
TEX Leather Standard to our credentials.

It is challenging to single out one certifica-
tion as more important than the others. The
relevance of each depends on the times, the
objectives, and the partners we collaborate
with. What truly matters is that these certi-
fications, through varying standards, affirm
that our company operates with transparency
and integrity. This is the foundation we focus
on and where we continue to invest. While
certification names and labels may change,
our priority remains demonstrating that our
processes and materials align with principles
of environmental and social responsibility,
and good governance.

To reinforce this commitment, we are cur-
rently preparing our first sustainability report.
This report will be an opportunity to reflect
on the objectives Vivolo has achieved and
outline the goals we aim to reach in the com-
ing months and years. Certifications provide
an objective measure of our progress, but they
represent only a small, visible part of a much
larger commitment.

Huw Williams

Vice President, Innovation and Market
Development

The LYCRA Company

There are many certifica-
tions that trace textile prod-
ucts throughout the distri-
bution chain—which ones
are crucial depends mainly
on the products a particular
company buys or sells. At
The LYCRA Company, as
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we develop bio-derived LY CRA fiber, we have
secured USDA Bio-Preferred certification that
validates our fiber’s bio-based content through
carbon 14 testing, providing substantiation for
bio-based claims. In addition, ISCC Plus certi-
fication can help track and trace bio-based
products from raw-material producers all the
way through to brands and retailers. For recy-
cled products, having certifications such as
GRS or RCS are essential to transacting in that
space.

Customers rely on these certifications to
ensure they are in fact receiving recycled prod-
ucts and, in the case of GRS, suppliers must
also meet strict social, labor, chemical and
environmental standards. Finally, certifica-
tions such as the STANDARD 100 by OEKO-
TEX and Material Health certificates from the
Cradle to Cradle Products Innovation Institute
help ensure product safety and transparency by
confirming product ingredients do not include
banned substances. Essentially, all of these cer-
tifications help build trust and provide verifica-
tion which are so important in today’s market
as brand owners look to ensure any claims are
fully substantiated.

Sherry Wood
Director of Merchandising and Design
Laguna Fabrics

Laguna Fabrics has im-
portant certifications and
partners with the highest
sustainable preferred yarn
suppliers that are crucial
for supporting traceability
commitments in the appar-
el industry. These certifica-
tions and fibers ensure our
brands about transparency, ethical sourcing
and environmental responsibility throughout
the supply chain.

Laguna has invested in GOTS, which en-
sures the organic status of the textiles from
raw-material sourcing to responsible manu-
facturing and labeling. It covers ecological
and social criteria, making it one of the most
recognized sustainability standards in the
fashion industry. GOTS certification is rigor-
ous, requiring independent third-party audits
to verify compliance, ensuring credibility in
organic textile claims. Lenzing fibers such
TENCEL Lyocell and TENCEL Modal are
regenerated cellulosic fibers known for their
natural comfort and environmentally respon-
sible closed-loop production process. Their
sustainable production means providing pref-
erably closed cycles in the pulp and fiber pro-
duction for chemicals, water and energy that
are all traceable.

Laguna also has partnership with Textile
Exchange, which is a non-profit organiza-
tion driving action on climate change across
the fashion and textile industry, in addition to
Higg Index, which measures the environmen-
tal and social impact of apparel production,
helps us take responsibility for our entire im-
pact, from materials to products, from carbon
emissions to working conditions. Laguna has
made these commitments to ensure our ma-
terials are responsibly made in the U.S., and
meet the environmental and ethical standards
for a greener future. ®

*Responses have been condensed.
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APRIL BUYING WEEK,
APRIL 1-4, 2625

COMBINING APPAREL, GIFT,
HOME, AND FORMAL MARKETS

This fall, shoppers will double down on styles that have grown in
popularity over the last year, including Western, and continue to
prioritize versatility in a stabilizing economy. For apparel, expect more
volume in tops and dresses, while slimmer-cut pants will rebound.

Across gift and home items, expect refined equestrian themes as well as
collections reflecting animals, florals, and botanicals. Plums, purples, and
earthy browns, alongside Color of the Year Mocha Mousse, will figure
prominently across all sourcing categories.

APPAREL
TRENDS

Boho styles and trim details
Volume blouses, dresses, cargo pants

Asymmetrical hems

Outdoor button ups and henleys

Leather and plush styles and accents

Midi Skirts

Tailored Pants

Denim styles Pistola

ACCESSORIES
TRENDS

Vintage and sculptural styles

Statement collars and Y necklaces

Modern gemstone rings and signet rings

Cuffs and bangles

Slouchy and oversized shoulder bags and totes
Top handle bags

Clutch styles

Minimalist crossbody bags

GIFT & HOME
TRENDS

Refined equestrian details

Exotic animal and botanical motifs
Angular furniture forms and bold lines
Statement and whimsical accent items
High-design game sets

Modern spirituality and wellness

Dark glam materials and metals Printworks

TRENDING COLORS

FIG SKIPPER MILKY WAX
BLUE BLUE YELLOW

AMERI%A%R/IEA\RT AprBuying Week, Aprl 14,2025,

NASTURITUM

for details.

Visit AmericasMart.com/AprilBuyingWeek
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LaS Vegas Wrap Continued from page 1

Las Vegas Apparel Aims
to Please

ANDMORE’s Las Vegas Apparel (LVA) and Womens-
wear in Nevada (WWIN) continued to build on the success
and collaboration of their co-located markets, bringing togeth-
er a diverse mix of brands for a third season at the Expo at
World Market Center held Feb. 9-12.

“We’re pivoting and evolving in real time,” said Caron
Stover, ANDMORE’s senior vice president of apparel. “We’re
listening to our buyers—what they need and are looking for
while attending market for WWIN and LVA. We’re just mak-
ing this as easy as possible for the buyer so they can come here
and write their orders. These aren’t just two separate shows in
one space.”

Oversized bohemian-chic brand GiGiO, which is based in
Los Angeles, featured a blue and créme three-quarter sleeve
midi-dress with adjustable straps and lace detail.

A multicolor satin leopard-print midi-dress with smock-
ing on the waist was the hot item at Los Angeles brand
glam.

WWIN Builds on Legacy,
Introduces The Men’s Edit

The third season of Womenswear in Nevada co-located
with ANDMORE'’s Las Vegas Apparel (LVA) continued to
grow its fashion ecosystem.

“We’re going to make a woman beautiful,” said Connie
Kye, owner and designer of IC Collection, which is made in
Los Angeles. Kye showcased her line of designs that range
from fashionable casual to dinner-wear items for Immediate to
Fall delivery. She was happy to show her asymmetrical jacket
with big-button detail in a new jacquard print with crew collar
and wide cuff sleeves.

Dexterous, which is made in Los Angeles, focused on
missy and contemporary looks for moms, but are comfortable
and sexy at the same time. Gearing up for the Fourth of July,
the brand’s representatives fielded orders for rayon and cot-
ton wide-leg yoga pants designed with hand-stamped stars and
hearts, fringe jackets and tank tops.

I Love Linen featured a distressed-denim six-button Sgt.
Pepper jacket with epaulets coupled with pants that included
camouflage details, and distressed-trim drawstring closure and
elastic waist.

Recognizing the expanding needs of buyers, WWIN
launched a new category; The Men’s Edit, with 45 men’s ex-
hibitors.

“We were approached by some men’s brands that were

TRADE-SHOW REPORT

GiGiO Easel

Junior and young-contemporary brand Timing is de-
signed in Los Angeles and exhibited its two-piece set in bold
geometric prints with an airy and breathable crinkle-textured
fabric.

The No. 1 seller at Easel from Vernon, Calif., is the 100
percent cotton mineral-wash cargo pant with relaxed fit. “It’s
so popular because it’s comfy, stylish loungewear that people

glam Timing
like to dress up with,” said Daye Pak, Easel’s show manager.
The Boutique Hub: Trend Talk provided insights for Bess
Fondrick who owns neverenoughcutestuff.com, an online
business based in Highlands Ranch, Colo. “I wanted some
help to improve and evolve. I felt like I needed more focus,”
said Fondrick. “That, combined with vendors being receptive
to a smaller entity like myself, are making a big difference.”

Dexterous | Love Linen

looking for a new home they could do business with; someone
that had the same ethos they wanted,” said Melissa K. Montes,
vice president of WWIN. “We were astonished to see what
the crossover was and how many attendees wanted to buy both
men’s and women’s.”

Bruce Banafsheha, president of Tiglio Inc., based in Los
Angeles, spearheaded the new venture with show manage-
ment. Notable men’s exhibitors included Luchiano Visconti;
Mezlan Shoes and Stacy Adams.

“They rolled out the red carpet. We wound up with more

IC Collection Luchiano Visconti

exhibitors than expected for this launch and have requests for
next season,” said Banafsheha. “Men’s brands that have great
in-stock programs that allow retail stores to stay in business
and have huge margins,” noted Banafsheha.

“I was pleasantly surprised because I come here with my
wife to purchase women’s. Half of our store is for women.
I saw The Edit in the events list and I thought it was inter-
esting. I was ready to check it out. It’s good,” said Gerhard
Bendl, owner at La Jolla, Calif.-based Custom Shirts of La
Jolla.

Bella & Company La Radiant

IFJAG Gives Back

The February 2025 edition of the International Fashion
Jewelry & Accessory Group (IFJAG), drew an exclusive and
vetted group of pre-qualified wholesalers and large-volume
buyers looking to write orders in the costume-jewelry and ac-
cessories categories.

New trends showcased for Spring and Fall 2025 included
mixed metal such as brass and gold- and silver-plated earrings,
and rings from New York-based La Radiant.

Los Angeles’ Bella & Company also offered brass pieces
within its array of necklaces.

Charms are popular this season, particularly for keychains
and purses, with Essence NY exhibiting these accessories in

Essence NY

brass, mesh, rhinestone, pearl, paper, glass and shells.

“This is the greatest place to buy goods for your store or
wholesale. It really is everybody in one place and it’s perfect
because it’s done here [in Las Vegas], Orlando and, now, Char-
lotte, N.C., and I can’t wait. I’ve never been there,” said Ken-
neth Bell, from jewelry wholesaler Kenneth Bell Imports,
located in Toronto.

Bell added that, for fall, he looks for bigger statement
pieces and bold color from brands like Ashville, N.C.-based
Relics Inc. The brand is manufactured in the Philippines
utilizing all-natural materials that are native to the region
including shell, coconut and wood to create handmade
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Relics Inc.

works of art.

While expressing his gratitude and excitement for the
launch of the upcoming Charlotte, N.C., show in May,
IFJAG Executive Director Don Valcourt humbly ac-
knowledged the recent natural disasters around the United
States.

“The organization and our board of directors agree, it’s time
to give back and pay it forward. We see it on TV; all the kids
suffering, the families and what these hospitals are trying to
do, so we are donating to St. Jude Children’s Research Hos-
pital and more. We owe it to give back to the community,”
said Valcourt.
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MAGIC Women'’s
Brands Showcase
Comfort and Style

Buyers from around the world came to
MAGIC Women’s to check out the latest
trends in women’s young contemporary,
modern sportswear and contemporary collec-
tions.

This year, MAGIC Women’s introduced
Contemporary at MAGIC, a new curated
community featuring an assortment of wom-
en’s apparel, footwear and accessories brands at contemporary
price points.

Trends included denim, naturals and neutrals, as well as
bold colors, linens, midi and babydoll dresses, feminine, com-
fortable pieces and loungewear.

“What keeps me coming back is the energy, the fashion—
of course—and the connections you make over the years,”
said Karen France, owner of Mainstream Boutique in Mor-
gan Hill, Calif.

San Diego-based lotus & luna, an accessories and ath-
leisure brand, offers goods handmade in Thailand by artisan
villagers. The top seller during the show was a relaxed-fit

Dusty Rose

DV Jeans Jade by Jane

wide-leg pant in 100 percent cotton.

Brands that boast Golden State roots saw demand for an ar-
ray of styles that ranged from California-cool pieces to embel-
lished apparel. Lake Elsinore, Calif.— based label Look Mode
is made in Milan, and sells casual looks in linen and cotton
with a bit of metallic shimmer.

A hot item by Lovelo, which is based and designed in
Los Angeles and Vernon, Calif., was the brand’s babydoll
minidress with floral print, ballon sleeve, smocking and
square necktie back.

Top-selling designs for Los Angeles’ Jade by Jane includ-
ed anything with a checkered print and the brand’s mesh maxi

Look Mode

lotus & luna Lovelo

dress-overlay animal print. DV Jeans was in Las Vegas from
Los Angeles to showcase denim pants and jackets bedazzled
with camouflage and multicolor rhinestones.

Dusty Rose, which is designed in Los Angeles, displayed
contemporary dresses in fabrications including lace, denim
and satin.

“Las Vegas continues to be the destination for the fashion
community to collaborate and spark innovation,” says Jordan
Rudow, vice president of MAGIC. “This season we diversi-
fied our offerings through a robust line-up of international ex-
hibitors and the introduction of new brands which made up
more than 22 percent of the show.”

Project and MAGIC
Men'’s Elevates
Streetwear and
Men’s

Denim and skate culture dominated

Project, as the show drew in buyers with a
skate park, simulated golf and several activi-

ties that set the mood for attendees to connect
with exhibitors.

Los Angeles’ Rock Revival celebrates its
20th anniversary this fall with men’s and women’s collections
that included the new fit, ‘Millie” high-rise wide-leg women’s
pant with inverted fleur-de-lis and badges on the inside pocket.

Merrill Golf, a brand made in Los Angeles and based in
Costa Mesa, Calif., makes 100 percent cotton T-shirts and
sweatshirts.

“I named the brand after my grandfather. I always wanted
to do it,” said Brandon Kawai, founder of Merrill Golf.

Costa Mesa, Calif.—based Memory Lane featured nostal-
gic and elevated streetwear that caters to everyone from young

7 For All Mankind

Memory Lane Merrill Golf

men to the brand’s loyal consumers. The label’s drawstring
flyer sweats and flame zip hoodie with rivets and rhinestones
resonated with buyers.

Verdict Still Out is a non-binary brand proudly made in
Atlanta, Ga., which was supported by the MMGNET Fash-
ion for Change (MFC) incubator program that celebrated bur-
geoning talent from underrepresented communities.

“Verdict makes elevated pieces that transfer between men
and women and the seasons,” said Jason Scott, creative direc-
tor at Verdict Still Out. The 100 percent-cotton denim snap set
features chaps-style pants with a snap that allows the style to

Rock Revival Verdict Still Out
transition into shorts for the summer, and a vest with attach-
able sleeves creating a trucker jacket for winter.

Los Angeles-based 7 For All Mankind displayed both its
men’s and women’s collections. The brand featured novelty
fashion pieces for women with wide-leg denim for Fall, and
miniskirts and jacket sets with pleats and embellishments for
Summer.

“Providing a variety of interactive offerings allows us to
engage with our audience on a deeper level while also educat-
ing on consumer trends in the market,” notes Edwina Kulego,
vice president of Project and International.

Problem Solving at
SOURCING at MAGIC

Sustainability continued to be the theme
for the participating global exhibitors and at-
tendees at SOURCING at MAGIC. SOURC-
ING partnered with Hey Social Good to host
a lounge and fashion-tech pitch space, and
featured a sustainability gallery that high-

lighted verified sustainable exhibitors that
included: Evteks, alec group, Lucky Textile
Mills, Private, Bermasi Fashion and GBS Trend.

“We always come here to see what’s going on in sourcing
because by sourcing you understand what’s going on in fash-
ion,” said Lucia Durban, from men’s resort wear brand Soloio,
which is based in Bogota, Colombia.

Los Angeles Apparel, which manufactures its goods in
L.A., just launched a hoodie line with drip-dye garments. “We
developed it with our own dye house; each piece is hand dipped
to create a nuevo—not quite woodland or camouflage—look,”
said Chris Wiggin, a buyer with Los Angeles Apparel.

SIDI exhibited as part of Portugal Sourcing. “This is our
first time here and we’re hoping to work with the U.S. Mar-
ket,” said Rosaria Barbosa Morais, commercial and fashion
designer at SIDI. They provide textiles from organic cotton,
recycled cotton and recycled polyester to European flex.

The Fashion Technology Hub featured the latest digital in-
novations in tools, machinery and devices to support progress
in the apparel industry. Tukatech, Aims360, QIMA and Aok-

aimirr

Fiteasy Hey Social Good

ing Technology Co., Ltd. showcased their latest advance-
ments to support the quickly evolving apparel business.

South Korea’s Style AI bridges the gap between the artistic
aspects of fashion development and technology by streamlin-
ing the design process. A user describes the desired silhouette
and the software brings it up on the screen. Different details can
be changed, such as adding sleeves or lengthening a garment,
changing colors and prints to get the exact preferred look.

First-time Sourcing exhibitor and Seattle-based company
aimirr may be the solution for online clothing brands that
need to solve the issue for customers who buy a product only
to find it does not fit. This Al-powered body measurement
and virtual-fitting app provides an avatar with contactless
body camera to scan and calculate body measurements, and
claims to provide 99 percent accuracy for the perfect fit in
under a minute.

Massachusetts Institute of Technology (MIT) col-
lege buddies Carl Justin Kamp and Yujun Wang developed
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Los Angeles Apparel

Samshek Inc. SIDI

Fiteasy, a 3D technology to reshape footwear manufactured
in Indianapolis, Ind. The app scans the feet to create a 3D foot
model that is sent to a 3D printer and takes approximately four
hours to make.

This is the seventh show in Sourcing for CAD patternmaker
Samshek Inc., based in New York and manufactured in Deli,
India. “We create multiverse designs starting from MOQS5,
everything from implementing sketch design to manufactur-
ing your product with production timelines in three to four
weeks,” Samshek co-founder Abhishek Bajaj.

“Our partnership with Hey Social Good led to the sustain-
ability gallery this season, highlighting over 30 verified sus-
tainable exhibiting brands at the show as well as sustainabil-
ity kiosks for attendees to learn more about the organizations
represented,” said Edwina Kulego, vice president of PROJ-
ECT & International. “We will continue to be the leading re-
source for the industry, offering an international and diverse
range of options for our guests to discover.” ®
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INDUSTRY FOCUS: TECHNOLOGY

What pressing fashion-industry issue
are you most concerned with, and is

there a specific technology solution
that can help solve it?

SPONSORED BY

TEXTIMAG™—ICL GROUP

The Fashion Industry Relies on Cutting-Edge Tech to Weather Cloudy Skies

By Dorothy Crouch Contributing Writer

Apparel-industry insiders have been pre-
paring for 2025 under a cloudy uncertainty
that offers few clear solutions for fashion
professionals. From supply-chain challenges,
tariff conflicts and transparency demands, the
clothing business has attempted to prepare
for rough seas ahead while recognizing the
only constant variable is change and build-
ing a strong stable of technology resources is
the best method of weathering these pressing
issues.

The current climate is generating great
uncertainty, but modern technology solutions
such as virtual reality, artificial and aug-
mented intelligence, blockchain, enterprise
resource planning, radio frequency identifica-
tion and cloud developments support greater
stability and peace of mind for brands and
their suppliers.

California Apparel News asked experts in
fashion technology: What pressing fashion-
industry issue are you most concerned with,
and is there a specific technology solution
that can help solve it?

Shahrooz Shawn Kohan
Chief Executive Officer
AIMS360

Brands often struggle to
maintain the right invento-
ry levels—producing too
much and creating waste or
too little and losing sales.
Delays in the supply chain
only make these problems
worse, leading to missed
deadlines, frustrated cus-
tomers and wasted opportunities.

By giving brands real-time visibility into
their inventory and automating processes like
order tracking and forecasting, we help them
stay ahead of demand and avoid overproduc-
tion or stockouts.

For an industry facing increasing pressure
to be more sustainable, having the right tech-
nology isn’t just helpful—it’s essential.

John Robinson

Senior Strategic Account Manager of
Apparel

Aptean

The fashion industry to-
day is achieving better
visibility and efficiency
across the supply chain.
Brands and manufacturers
are under constant pres-
sure to meet customer de-
mands for faster delivery,
ensure ethical and sus-
tainable sourcing, and keep costs in check.
Unfortunately, many businesses are still re-
lying on outdated or disconnected systems,
making it tough to get a clear view of sup-
plier performance, production timelines or

inventory flow.

Enterprise Resource Planning systems
built specifically for the apparel industry pro-
vide end-to-end visibility, giving real-time
insights into inventory levels, supplier met-
rics and production schedules. This empow-
ers businesses to make smarter decisions and
adapt quickly when disruptions arise.

Pairing an ERP with a Product Lifecycle
Management system takes it even further by
simplifying the design and development pro-
cess. PLM tools make it easier to collaborate
with suppliers and speed up time-to-market,
which is crucial in today’s industry.

When used together, ERP and PLM lay
the groundwork for a supply chain that’s not
just more efficient but also more transparent
and sustainable. Investing in these solutions
isn’t just about keeping up—it’s about stay-
ing ahead, building trust with customers and
positioning your brand to thrive in a rapidly
evolving industry.

Sergio Shmilovitch
Vice President of Strategy and

Corporate Development
Avery Dennison

From driving supply-
chain resilience and opera-
tional control to ensuring
data transparency and sus-
tainability, the challenges
facing the fashion industry
are substantial. But, so, too,
are the opportunities. With
a lack of visibility costing
the industry billions each year and eroding
trust between partners and consumers, con-
necting the physical to the digital has never
been so crucial.

A full-service portfolio of end-to-end sup-
ply-chain solutions is key to this and affords
greater control and visibility into manufactur-
ing and supply-chain data. This empowers
factories and brands to take a proactive ap-
proach and make more-informed decisions
that help reduce waste, minimize inventory
loss, boost profitability, and strengthen part-
ner and consumer trust.

Dan 0°Connell
Go-founder
BrandLah360

Over the last six months,
fashion companies—par-
ticularly those reliant upon
face-to-face interaction and
commerce—have been
forced to come up with
new and more-innovative
ways to do business.

Prior to the lockdown,
VR was generally used as a marketing gim-
mick rather than a serious sales channel.
However, closed wholesale showrooms and a
drop in shop footfall have rendered traditional
sales channels unviable. Many businesses
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have had to reinvent their operations with in-
credible speed in order to survive.

The fashion industry has changed on a
huge scale and will never be the same again.
What was an inevitable move to digital over
the next three to five years because of sustain-
ability, market forces and pressures on mar-
gins, has happened now because of COVID.

The future has arrived now and the compa-
nies that are investing in immersive technolo-
gies for this sudden cultural shift are the ones
who will prosper in this new world.

Paul F. Magel
President of the Application Solutions

Division
Computer Generated Solutions (CGS)

Among the fashion in-
dustry’s most pressing is-
sues is agility—the ability
to rapidly adapt to shifting
market forces and unex-
pected challenges.

This includes meeting
sustainability objectives as
fashion brands face mount-
ing regulatory pressure and consumer demand
to minimize environmental impact, from re-
ducing waste and emissions to adopting circu-
lar production practices. Achieving these goals
requires agile internal systems that can adapt to
shifts in sourcing, production and distribution.

Agility also means staying ahead of eco-
nomic uncertainties such as those posed by tar-
iffs. Tariffs have the potential to significantly
impact fashion supply chains, and preparation
is key for brands to navigate these challenges.
Enhancing supply-chain operational agility
can help businesses pivot quickly, capitalize on
changing market demands and potentially gain
market share from competitors.

Digital supply-chain solutions seamlessly
integrate end-to-end visibility and predictive
analytics, empowering brands to mitigate un-
foreseen disruptions, meet sustainability goals
and align with consumer preferences. For ex-
ample, with real-time tracking and demand
planning, fashion brands can produce only
what’s needed, in turn reducing waste while
ensuring timely delivery. Similarly, tools that
centralize design, sourcing and production
workflows improve collaboration and effi-
ciency across the entire supply chain.

Pam Peale

Vice President of Global Sales and U.S.
PLM Operations

DeSL

Greenwashing is an im-
portant topic of concern
that has negatively impact-
ed the industry. It is critical
that brands are not only
pursuing sustainable prac-
tices but also authentically
messaging their efforts.
Consumers want to know

the truth about where their clothes come from
and how they are made. This growing de-
mand, paired with stricter regulations and cor-
porate initiatives, make it increasingly more
important to have full visibility over one’s
own supply chain.

Technology partners can provide the tools
to address these challenges and enable respon-
sible decision-making during the design and
development process. For example, leveraging
a PLM system with a full-featured fabric-mate-
rials library allows brands to monitor the com-
position and recyclability of materials during
the design phase. The bill of materials can pre-
cisely calculate recycled versus non-recycled
fibers, helping teams gain deeper insights into
the true sustainability of each product.

In addition, supply-relationship manage-
ment with factory inspection and audit tools
ensure a healthy supply chain and improved
compliance. With detailed sustainability data
managed within PLM, reporting is made eas-
ier and more accurate. It is important to dis-
cuss sustainability and compliance, but it is
of even greater importance that brands have a
path and the tools to reach those goals.

Petersen Zhu
Co-founder and Chief Executive Officer
DigitBridge

The fashion industry’s
most pressing issue is the
shift from traditional
wholesale models to a fully
digital, omni-channel strat-
egy. It’s not just direct-to-
consumer businesses going
digital, B2B buyers also
expect the same conve-
nience as modern consumers. This digital
transformation requires seamless integration
between online and offline channels while
maintaining efficient, agile DTC operations.
However, outdated on-premises software sys-
tems struggle to keep up with the need for re-
al-time data synchronization, leaving brands
vulnerable to inefficiencies, delays and mis-
communications that can impact revenue and
erode buyers’ trust.

Wholesale fashion brands should embrace
modern, native, cloud-based architecture to
stay competitive. Robust digital solutions
that consolidate sales-channel integration,
streamline inventory operation and ensure
frictionless order management are essential.
Without them, brands risk losing competitive
ground and struggle to meet expectations of
today’s buyers or consumers.
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technology solution that can help solve it?
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Micol Gamba
Product Marketing Director
EFl

Sustainability came out
loud and proud as a trend
in the last years. The way
EFI Reggiani wants to fa-
cilitate this trend is
through truly sustainable
solutions: Nowadays the
topic is serious and, walk-
ing the talk is crucial to
emerge from the crowd.

Also, operational efficiency is a more and
more compelling requirement. In this context,
software and workflow automatization are
the next technology enabler that will help our
customers grow. Our new proprietary end-
to-end digital printing workflow powered by
Inédit boosts productivity and production ca-
pabilities for digital textile-print operations.

Tirsa Parrish
Co-founder and Managing Partner
Fashion Index

The lack of transparency
in the fashion supply chain
often leads to issues like
waste, unethical labor prac-
tices and challenges in en-
suring sustainable opera-
tions. This is especially
problematic for smaller
businesses. The solution is
technology that highlights Al-driven optimi-
zation and blockchain technology to enhance
transparency and foster trust between busi-
nesses and consumers while keeping the com-
panies competitive.

Al-powered tools can help businesses op-
timize design, development and production. It
reduces time and waste and predicts demand
more accurately. These technologies are bene-
ficial for promoting circular fashion by accel-
erating innovation and recycling, upcycling or
repurposing materials. Blockchain provides
end-to-end visibility across the supply chain.
For example, each step in production—from
sourcing sustainable materials to manufactur-
ing and distribution—can be recorded in an
immutable ledger, a record-keeping system
where the data entered can’t be altered, tam-
pered with or deleted. This allows brands to
prove their sustainability claims and consum-
ers to make more informed decisions.

Ana Friedlander

Industry and Solution Strategy Director
for North America Fashion Retail

Infor

Financial resilience, par-
ticularly in navigating eco-
nomic volatility while
maintaining profitability
and sustainability is a chal-
lenge. Rising production
costs, inflation and shifting
consumer spending patterns
have created significant
challenges in the face of economic uncertainty.
Equally pressing is the need for supply-chain
resilience and transparency as brands navigate
disruptions caused by geopolitical tensions,
raw-material shortages and tightening regula-
tions on sustainability and ethical practices.

Al-powered supply-chain optimization
tools offer a robust solution to address these
challenges. By providing real-time visibility
into supply-chain operations and leveraging
predictive analytics, Al can identify potential
risks, forecast transportation delays and ana-
lyze market demand. These capabilities allow
fashion brands to make proactive decisions,
minimize inefficiencies and reduce financial
losses caused by overproduction or inventory
shortages. This level of operational agility
directly supports profitability and long-term
financial health.

Simultaneously, blockchain technology
is driving supply-chain transparency by en-
abling end-to-end traceability of materials.
By tracking the journey from raw-material
sourcing to finished product, blockchain en-
sures ethical sourcing, compliance with envi-
ronmental standards and greater accountabil-
ity. This level of transparency not only meets
regulatory demands but also fosters trust with
consumers who increasingly prioritize sus-
tainability and ethical practices.

By integrating these advanced technolo-
gies, fashion brands can reduce waste, opti-
mize costs and meet evolving market expec-
tations for efficiency and transparency. This
strategic approach positions companies for
sustainable growth, ensuring they remain
competitive in an unpredictable economic and
regulatory landscape.

Scott Pearson
Vice President of Sales and Marketing
Jesta

With ongoing challenges
related to the supply chain
and the uncertainty of geo-
political implications, the
apparel industry faces chal-
lenges like unpredictable
demand, increasing sourc-
ing challenges, inefficient
inventory management and
outdated trend forecasting. These lead to
overproduction, markdowns stockouts and
lost profits. Compounding this is the growing
demand for hyper-personalized, quickly de-
livered products. Al-driven solutions are rev-
olutionizing the industry. By analyzing prod-
uct attributes and clustering them with cus-
tomer personas, brands can create highly tar-
geted assortments. Gone are the days of rely-
ing solely on A, B and C store categorizations.
Today, customer-centric assortments ensure
the right stock is in the right place, aligned
with seasonal needs and strategic goals.

Al adoption progresses through three stag-
es: predictive, prescriptive and automated.
The predictive phase analyzes historical data
to forecast trends. In the prescriptive phase,
systems offer actionable recommendations—
like optimal assortments and replenishment
plans—while user feedback ensures trust
and confidence. The automated phase deliv-
ers maximum efficiency, with Al managing
inventory and replenishment independently
while adhering to user-defined constraints
such as budgets and stock levels supported by
oversight protocols.

These advancements deliver tangible
benefits: reduced stockouts, fewer lost sales,
improved inventory turnover and increased
gross margin return on investment. With en-
hanced efficiency and precision, brands can
boost sales and revenue, setting new bench-
marks for customer-centric excellence in an
increasingly competitive market.
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Alison Bringé
Chief Marketing Officer
Launchmetrics

Entering 2025 against a
backdrop of economic un-
certainty, fashion brands
face a critical challenge—
amplifying their reach and
driving ROJ, all while opti-
mizing resources. In this
climate, data-driven deci-
sions are no longer a luxu-
ry—they’re the backbone of success, ensur-
ing brands invest in the right channels and
voices to make every campaign hit its mark.

To stay ahead, investing in advanced met-
rics tools that deliver real-time insights into
brand and industry performance will be es-
sential.

Leonard Marano
President of the Americas
Lectra

The fashion industry to-
day is faced with the task of
credibly aligning sustain-
ability and profitability. In
the wake of increasingly
strict environmental regu-
lations around traceability,
carbon-footprint reduction
and ethical production,
brands are under immense pressure to adapt
quickly and achieve the delicate balance of
econogy.

Econogy—where ecology meets economy
at the intersection of technology and sustain-
ability—is transforming the industry, en-
abling companies to leverage advanced tech-
nology like artificial intelligence. Al helps
brands streamline supply chains, optimize
inventory management and predict consumer
demand while reducing waste and improving
efficiency.

Al-powered analytics can identify areas
for improvement in sustainability practices,
offering brands actionable insights to enhance
their operations and meet regulatory require-
ments. This technology empowers companies
to build consumer trust, align with evolving
expectations, and maintain profitability in a
competitive landscape.

By integrating Al into their operations,
brands can navigate regulatory challenges,
foster transparency and drive innovation. As
we get deeper into 2025, the adoption of Al-
driven solutions will be critical for success in
the rapidly evolving fashion landscape.

Chris Benner
Master Industry Principal
NetSuite

A pressing issue in the
fashion industry is effec-
tively managing demand
forecasting amid fluctuating
customer expectations,
competitive pressures and
supply-chain challenges. Al
is emerging as a powerful
tool to enhance decision-
making and improve operational efficiency. It
can analyze large data sets—including sales
history, market trends and even social-media
sentiment—to predict future demand.

NetSuite has been integrating Al and ma-
chine learning into its offerings to tackle this
issue. This advanced forecasting system goes

beyond simple statistical models, recogniz-
ing complex correlations between products,
customer behavior and external factors like
weather or economic shifts. The result is a
proactive approach to inventory management.
Businesses can optimize stock levels, reduc-
ing excess inventory and minimizing costs
while ensuring products are available when
customers want them.

Chris AKkrimi
General Manager of B2B
NuORDER hy Lightspeed

Retailers and brands are
honed in on enhancing the
customer experience, curat-
ing the right assortments
and increasing sell-through.
All of these rely heavily on
data, but many companies
lack the time and resources
to drive impactful change.
Product data—the item-level details required
to make, purchase and sell products—is essen-
tial but costly and time-consuming to collect.
Brands and retailers spend significant resourc-
es maintaining this information, yet millions of
overlapping data points from style numbers to
classifications and enrichments, must still be
processed. What results is a tedious, cumber-
some workflow that slows down order writing
and merchandising.

Integrations, standardization and Al solu-
tions are essential for tackling these complex
data challenges, reducing costs and improv-
ing scalability and speed-to-market. Al adop-
tion in the fashion industry is growing rapidly,
but it depends on clean, consolidated data.

Preston Plowman
Co-founder and Chief Executive Officer
Onbrand

The imposition of tariffs
on China poses a signifi-
cant and immediate threat
to fashion brands heavily
reliant on Chinese manu-
facturing. For those with
most—or all—of their pro-
duction tied to China, the
resulting cost increases
could be devastating. Many brands won’t be
able to absorb the added expenses or pass
them along to customers.

For brands that don’t own their product
data—Tlike pattern files and specs—the situa-
tion becomes even worse. If that data is con-
trolled by their factories, they’ll be unable
to pivot quickly to new suppliers. How will
they retrieve their files to start production
elsewhere? Without this intellectual property,
brands are left stranded, unable to produce
their own products. It’s a critical failure and
entirely preventable.

We’ve worked with brands to retrieve
product data from factories, digitize and
centralize it in our platform, and begin dual
sourcing so they’re ready if disruptions occur.
By putting all product data in one accessible
place, our customers have been able to take
control of their supply chains and respond to
challenges with agility.

If your brand relies heavily on Chinese
manufacturing and you don’t fully own and
control your product data, you’re at serious
risk.
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Yazan Malkosh
Founder and Chief Executive Officer
swatchbook

Currently some of the
most pressing issues are
addressing traceability,
transparency and material
origin for products. We
clearly observe a signifi-
cant wave of regulation
emerging that is influenced
by regulatory bodies and
the consumer market. This challenge poses a
major obstacle in terms of data collection,
data analysis and data presentation to the
manufacturer, designer and consumer. It will
entail multiple challenges that have already
begun to impact various processes within the
industry, such as:

* Tracking material origin down to the
fiber level for textiles and the hide level for
leathers;

* Providing comprehensive manufacturing
and processing data for each stage of produc-
tion for these materials, including materials
used and factory conditions;

* Providing all these data at the earliest

stage of design, development and sourcing;

* Incorporating it into bills of material as
early as the design stage; and

* Providing a user-friendly way to digest
these data for consumers.

We need to delve deeper into one or two
tiers lower to address the fundamental needs
of material production. Topics related to sus-
tainability are highly sensitive and, in some
cases, subjective. In our opinion, complete
transparency is essential to provide consum-
ers with the necessary data to make informed
purchasing decisions.

Oya Barlas Bingul

ICL Specialty Minerals | Senior
Manager, Business Development &
Marketing

TextiMagy

One of the fashion indus-
try’s ongoing challenges is
reducing its environmental
footprint—not just in man-
ufacturing but throughout a
garment’s lifecycle. While
strides have been made in
sourcing sustainable mate-
rials, the post-purchase im-
pact—frequent washing, premature disposal,
and excessive water and energy consump-
tion—continues to strain natural resources.

Magnesium-based odor adsorption tech-
nology from TextiMag presents a meaningful
solution. Sourced from the mineral-rich Dead
Sea, the pure magnesium used in TextiMag
is traceable to its origin, offering brands and
consumers’ confidence in its authenticity.

Tim Hogan
Fashion and Luxury Photographer
Timothy Hogan Studio

One of the most pressing
issues in the fashion indus-
try is the cycle of dispos-
able content—imagery that
is quickly produced, quick-
ly consumed and quickly
forgotten. While fashion
thrives on reinvention, the
industry has become in-
creasingly driven by short-term trends rather
than lasting impact.

As a commercial photographer and direc-
tor, I believe brands need to shift their focus
toward intentional, well-crafted visuals that
command attention and reinforce their identi-
ty beyond fleeting aesthetics. Instead of chas-
ing content volume, brands should invest in
work that is strategically designed to make a
lasting impression.

The right tools—such as high-speed cin-
ematography and motion control—allow

for a higher level of precision and storytell-
ing that create an immersive experience rather
than just another quick-scroll image. This ap-
proach doesn’t reject innovation; it refines it,
ensuring that fashion visuals don’t just follow
trends but define them.

Ultimately, fashion is about desire, and de-
sire isn’t created through volume—it’s creat-
ed through craftsmanship, artistry and a deep-
er connection to the audience. The brands that
recognize this will be the ones that stand apart
in an industry that too often prioritizes speed
over substance. ®

*Responses have been edited for clarity
and space.
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TRADE-SHOW REPORT

LA Textile at the CMC featured an array of international and domestic sourcing resources, design-
trend exhibitions and educational opportunities for attendees. Pictured from left, trends in textiles,
fresh concepts exhibited on the show floor, TEG booth and Spirit Lace booth.

Textile Shows in L.A. Draw Attendees
Interested in Quality, Education

By Dorothy Crouch Contributing Writer

Fashion professionals and emerging de-
signers discovered new trends in textiles, no-
tions, accessories, supply chain and produc-
tion in downtown Los Angeles Feb. 25-27
during LA Textile at the California Market
Center (CMC) and the Los Angeles Fabric
Show at the New Mart. The shows featured
exhibitors representing global sourcing op-
tions, in addition to seminars that outlined
fresh and trusted solutions to address current
challenges facing the apparel industry.

LA Textile connects attendees with
high-caliber options

LA Textile at the CMC kicked off its 32
year with a Feb. 25-27 run where quality, sus-
tainability and education drew attendees from
around the world. During a seminar with The
Evans Group (TEG) founder and CEO,
Jennifer Evans, attendees learned about the
important—but often overlooked details of
design, development and production.

“Quality control is hands down the big-
gest factor that makes production good or
not,” said Evans, who has worked with
Christian Siriano, Hudson Denim, Nike and
Vera Wang. “There are many things that can
come up in production that are unique with
each style: the way fabrics react, the different
threads that you’re using, challenging aspects
of the construction or if there was oil on the
machine.”

Dalena Vasquez, founder of pet-lifestyle
brand WowWow, attended the TEG session
to learn more about scaling her brand of pet
and pet-parent apparel. The label also blends
Los Angeles culture with Vasquez’s Mexican
American background.

“My brand is trying to bring elevated
products to pets and parents with a little more
cultural relevance,” Vasquez said. “If you’re
a starting or merging brand be open minded.
Connecting and networking are so essential.”

At the Spirit Lace booth, Claudia Favela
fielded attendee interest in fabrics from the
Los Angeles company for elevated designs
and formalwear. Attendees who were inter-
ested in Favela’s offerings visited from Hon-
duras, L.A., Orange County, San Diego and
Massachusetts for finer textiles.

“We do everything that is couture and
bright,” Favela said. “Before, [the trend was]
3D flowers. Now, the big flower patterns
have been selling out.”

Attendees from Ontario; British Colum-
bia; New York; Palm Springs, Calif.; Phoe-
nix, Park City, Utah; and Costa Rica visited
the Asher Fabric Concepts booth for do-
mestic and sustainable offerings from the Los
Angeles-based company.

“Besides strengthening our relationships
with existing accounts, the show allows us
to find new accounts and expand our existing
business,” said Steve Peritz, sales executive.

City representatives from the LA Sanita-
tion Department of Public Works showed
their support at the event with a booth repre-
senting the Industrial Waste Management Di-
vision and the city’s work on the Los Angeles

Textile Recovery Project.

“We, as a city, were there to show support
and interest to divert textile waste from the
city. We want to be a part of it and support
the industry regarding the issue,” said Mari-
am Panasyan, environmental engineering as-
sociate. “It was also important to discuss the
legislation that just passed—SB 707. Many
brands wanted to learn about it more and
what it’s all about.”

The division’s messaging and efforts reso-
nated with attendees, according to Karina
Afework, associate environmental engineer.

“We’re putting funds to investigate and
run our pilot projects,” Afework said. “Peo-
ple wanted to know how to get involved. A
lot of people wanted to know if we could take
their scraps and were happy to see that L.A.
cares.”

An intimate experience at Los Angeles
Fabric Show

The New Mart welcomed the Los Ange-
les Fabric Show Feb. 26-27 with an easy-
to-navigate show featuring exhibitors from
across the supply chain. Show founder Su-
san Power offered a schedule of seminars
such as “How to Build a Strong Relationship
with Your Supply Chain,” presented by Dani
Vasic, Anna Esposito and Yahel Engelberg
of Lefty Productions, and “Costing Your
Garments” with Anna Livermore, CEO of
V.Mora.

First-time attendee Alline Atkinson Beu-
tler of ARDEN’S LOVE QUILTS visited
the show from Traverse City, Mich., as she
searched for resources to scale her business,
which she named after her mother who taught
her to quilt. ARDEN’S LOVE QUILTS spe-
cializes in quilts, and quilted and non-quilted
apparel.

“It was a smaller scale and a little less
intimidating,” Atkinson Beutler said regard-
ing the show. “I really appreciated seeing
all the different fabric lines and new trends.
I’ve never been to this type of show but have
been to quilt-specific shows before. I really
enjoyed it.”

Atkinson Beutler noticed trends in “vi-
brant florals,” linen, soft pastels and lighter
colors.

“Being able to go somewhere to see so
many different fabric lines all at once and
see and touch their samples of different fab-
rics,” Atkinson Beutler said. “I was paying
attention to the other people who were going
around from vendor to vendor.” ®

The Los Angeles Fabric Show’s intimate
atmosphere created an environment for
attendees to easily discover potential sourcing
partners such as (pictured from left) Gordon
Fabrics Ltd. and Noveltex.
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https://saepwldbb.cc.rs6.net/tn.jsp?f=001WHLVet2muym8eYU2tqgMlUBLPRcSwH9cS7p2HRqp0RxgvZIjX4G8v-JY0o02Vysfsrpz5kHNTeYpWVWaG_W0mzp8IdIYvINX6W1-uwW64SKX06Gzyx-xY13tpdq0-FzEsrJg4IQqLHb-GT3vAHeVnA==&c=HTmW_uP-D2DwCYbyc074LHKG7NVSCcEUE1xVFFX4LnKJ8GooHztXCw==&ch=GY96EeEG50DvtrKm6CF7F8-Yg9skIoJIBUUMW4SYwig9f9JeRbixxg==
http://republicbc.com

WHERE SEWN PRODUCTS MEET
AND SOLUTIONS EMERGE

Experience impactful education, innovations
from hundreds of exhibitors, and unlimited
networking.

Join the premier event for sewn products,
designed for manufacturers and innovators
in apparel, footwear, home furnishings, and
more.

texp r0CessS
Register now for the 2025 AMERICAS

Edition of Texprocess Americas!

MAY 6 - 8, 2025
ATLANTA, GEORGIA
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NEW LOCATIONS, SHOWROOMS, BRANDS, LINES

CALIFORNIA MARKET
CENTER

110 E. Ninth St.
www.californiamarketcenter.com

NEW SHOWROOMS

MOD REF

Suite C235

Minimalist, contemporary lifestyle
brand

GRADE & GATHER -

Suite C255

Contemporary, natural fabric
clothing

MZ WALLACE

Suite C263

Contemporary, New York-based
handbag collection

SALROSA

Suite C405

Sustainable, artisan, block-printed
clothing

NEW BRANDS

BEREK

Suite C401-

Elevated, art-driven women’s
apparel

FAYAH

Suite C401-

Luxe, ecofriendly women’s
athleisure & streetwear

LEDREIS

Suite C401

Contemporary, LA-based women’s
clothing

MICHELE BUSCH
Suite C401-
Trend-driven women’s jewelry

COLOR ME COTTON

Suite C410

California-lifestyle, women’s cotton
clothing

PRAIRIE COTTON
Suite C410
Women'’s cotton knitwear

TERRA - SJ APPAREL
Suite C410
Premium women’s apparel

KLEEN

Suite C434

Women’s California lifestyle
clothing

TRADE CLOTH BY
PASSEMENTRIE

Suite C434

Artisan-made, textile-driven
clothing

Lady Liberty Building

843 S. Los Angeles St.
www.ladylibertybuilding.com

NEW SHOWROOMS

S.A.M. SHOWROOM
Suite 301

Bhanuni by Jyoti
Colmar

IN/ ONE

L’AGENCE

Road To Nowhere
HYJAKK COLLECTIONS
Suite 401

Jack gomme

Sula Clothing

Work of Fiction

CALLEEN CORDERO
Suite 401
Calleen Cordero

NEW LINES

A.C COLLECTIVE SHOWROOM
Suite 300
Schutz

THE BAR SHOWROOM
Suite 401

Quyenn Bags

Quyenn Knits
Samantha Eng

THE GLOBE/ O MARCHE
SHOWROOM

Suite 401

Louise Micha

Maison Lurex

Mia Fratino

THE NEW MART

127 E. Ninth St.
newmart.net

NEW TENANTS

LORETTA KENDRICK
Suite 702

Caite

Esqualo

eyebobs

Kyla Seo

Love Kyla

GLOBAL APPAREL RESOURCES
Suite 1000

WEDRESS
Suite 1006

JOAH BROWN
Suite 1104

NEW LOCATIONS

CAROL HERZOG
Suite 702

AMB Designs
Planet by Lauren G

CURATED GOODS
Suite 702

APOIL Cashmere
Care by Me

Helen Kaminski
Rose and Rose

JANELLE MOORE SALES
Suite 702

Accessorizit

BMR

Luna Lili

Marcia Moran

Marlyn Schifk

Nakamol

EXCLUSIVES

10ELEVEN

Suite 135

Derek Lam 10 Crosby
Helmut Lang

Simkhai

Vince Shoes

BEA GORMAN SALES
Suite 608

Elemente Clemente
Gerties/Eleven Stitch
Zsiska

HOLLY DELANEY
Suite 608

Angie

Nostalgia

Moksha Imports
Virgin River Naturals

JULIE VANDERVERT
Suite 608

Cut Loose

Multiples

Olivia by Habitat
Shana

Shannon Passero
Slim-sation

Vine Street

RONI ARTEAGA
Suite 608

Charlie B

Threads 4 Thought
Wearables

XCVI

NEETU MALIK
Suite 611
Cynthia Ashby
mSquare Clothing

NINA PEREZ
Suite 611
Fabulous

Gabby Isabella
Masai Copenhagen
Spanner

Vero Lino

CRAYOLA SISTERS
Suite 613

Market of Stars
Paper Lace

Tara Gasparian

SANDY COOPER
Suite 613

Bryn Walker
Pacific Cotton

STEVEN LEVINSON
Suite 613

| Love Linen

Pure Fit

Yaza

CHARLIE GORRILLA SHOWROOM
Suite 1007

Bishop + Young

Blue Revival

Hancock

Six/Fifty

LYSSE

Suite 1108

NEW LINES

HASSON COSTA
Suite 700
Cartolina

Florez

Jasmine Elaine
Lost and Wander
Made in Studio
PDPAOLA

WAYF

ROBERT ARUJ SHOWROOM
Suite 708

Future Brands

The Koff Label

Saint G

SUE GOODMAN SHOWROOM
Suite 909

Lavender Brown

People of Leisure

RD Style

Second Skin

IMPULSE MODA
Suite 1003
Nouvelle Silk 95 Five

FASHIONLINK
Suite 1011
Nina Von C

JOYCE CHRISTENSEN SALES
Suite 1110
Sno Skins

Print

save 50%!
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Fashion District

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.

Finance
Republic Business
Credit

www.republichc.com

Republic Business Credit is a nationally
recognized commercial finance company
supporting the working capital requirements of
companies nationwide, including private equity
and entrepreneurial - businesses. Republic
provides asset-based lending, ledgered lines
of credit, traditional factoring, ecommerce and
Fast AR Funding. Republic partners with its
clients to provide up to $15 million in senior
credit facilities to rapidly growing businesses,
startups  and  companies  experiencing
recoverable distress. Republic is recognized
by the Secured Finance Network as one of the
[argest finance companies in the United States.
Republic is proud to be headquartered in New
Orleans with additional offices in Chicago, Los
Angeles and Houston. Republic is a wholly
owned subsidiary of Renasant Bank.

White Oak
Commercial Finance,
LLC

www. whiteoaksf.com

White Oak Commercial Finance, LLC (WOCF),
formerly Capital Business Credit/Capital
Factors, is a global financial products and
services company providing credit facilities to
middlemarket companies between $1 million
and $30 million. WOCF’s solutions include
asset-based lending, full-service factoring,
invoice discounting, supply-chain financing,
inventory financing, U.S. import/ export
financing, trade credit-risk management,
accounts-receivables management, and
credit and collections support. WOCF is an
affiliate of White Oak Global Advisors, LLC,
and its institutional clients.

Suppliers
Bridgewater Moss
Design

www.bridgewatermoss.com

Bridgewater Moss Design is a full service
design firm with 25 plus years experience
incontemporary prints—fashion, home,
contract, active sports, seasonal, and
paper—creating exclusive designs for manu-
facturers and retailers. Bridgewater Moss
Design welcomes the opportunity to earn

Fabric Merchants

www.fabricmerchants.com

Fabric Merchants is a leading wholesale
fabric supplier based in Los Angeles. lts
customers benefit from the tens of thousands
of yards brought into its warehouse weekly.
The company imports better designer fabrics
from Europe and delivers fashion apparel
fabric basics and trending seasonal prints on
a daily basis. Fabric Merchants inventory is
constantly changing and is fashion focused,
ensuring that it delivers current and next
season's desired fabrics to the market. The
company supplies fabric stores and services
many designers and manufacturers on its
wholesale website where customers can
shop for fabrics in 5-, 10-, and 15-yard cuts
as well as larger quantities on all. Fabric
Merchants has been delivering one-of-a-kind
fabrics to customers for 25 years and prides
itself on excellent customer service and fast
shipping times. Located just minutes east of
DTLA in Boyle Heights with free parking. Open
Mon.—Fri., 9 a.m. to 5 p.m.

Naia™ from Eastman

naia.eastman.com

At Eastman, sustainable textiles belong
to everyone. That's why the company has
crafted Naia™ Renew, the circular fiber
produced from 60 percent sustainable wood
pulp and 40 percent GRS-certified recycled
waste material. Naia™ Renew filament yarmn
transforms into luxuriously drapey fabrics
that are comfortable and conveniently easy
to care for, while this staple fiber creates
eco-conscious blends that are supremely
soft, quick drying and reduce pilling, giving
designers the versatility to create sustain-
able, stylish clothing without compromise.
Naia™ from Eastman is the ultimate name
in fashion apparel, offering differentiated
fiber solutions for brands looking to innovate
in their next collection.

Technology
TextiMag™

wwwicl-industrialproducts.com/products/textimag/
TextiMag™, developed by ICL Group, is
an innovative magnesium-based odor-
management finishing technology sourced
sustainably from the Dead Sea. Unlike tra-
ditional chemical treatments, TextiMag™
naturally neutralizes odours without harm-
ful residues, enhancing fabric performance
while minimizing environmental impact. Ideal
for activewear, socks, and intimate wear.
TextiMag™ enhances fabric durability and
keeps garments fresh and comfortable. For
brands and manufacturers seeking high-
performance, environmentally responsible
solutions, TextiMag™ is the future of textile
finishing. Come and see TextiMag™ at The
Functional Fabric Fair in Portland, booth
number is 1703, for appointments please
reach out to Justin Shemonsky, email: justin.
shemonsky@icl-group.com.

Trade Shows

Atlanta Apparel

www.Atlanta-Apparel.com

Atlanta Apparel is the largest apparel market
on the East Coast, offering thousands of
womens, mens, and childrens apparel and
accessories lines all together in one loca-
tion at one time. Seven markets throughout
the year feature an expansive—and grow-
ing—product mix, including contemporary,

bags, and more showcased in permanent
showrooms and temporary exhibition booths.
Upcoming apparel shows include April Buying
Week, taking place April 1-4, which will
combine Atlanta Apparel, Formal Markets
(April 1-3) and Spring Market (Gift 4+ Home,
April 1-4) for one comprehensive, cross-
category sourcing and shopping experience.
Details and 2025 market schedule at www.
Atlanta-Apparel.com.

Functional Fabric

Fair Fall —powered
by PERFORMANCE
DAYS®

www.fffspring25.com/californiaapparelnews
Discover What's Next in Performance Fabrics!
Functional Fabric Fair Spring is the premier
North American textile tradeshow for out-
door, lifestyle, and activewear design. It will
take place from April 14-16 at the Oregon
Convention Center in Portland, Ore. Explore
cutting-edge trends and technologies shap-
ing Spring and Summer 2026/2027. Connect
with 270 plus carefully curated exhibitors
through special events, expert-led educa-
tion, and much more! Day 0 Sustainability
Workshop on April 14 is one day before the
exhibit hall opens; learn about real-world
sustainability solutions with case studies
and interactive discussions. Gain actionable
strategies to drive sustainable innovation in
your business.

IFJAG

info@ifjag.com

www.ifiag.com

IFJAG trade shows feature fashion jewelry and
accessories from around the world with over
100 manufacturers or direct importers showing
exclusive designs to IFJAG's unique venue
of private showrooms which offer buyers a
professional environment. Announcing the new
IFJAG show in Charlotte, N.C. at the Embassy
Suites, May 7-9, 2025. Preregister at the IFJAG
website. Buyers are offered complimentary
lunch and local transportation reimbursement.

Texprocess Americas

www.texprocess-americas.us.messefrankfurt.
com/atlanta/en.html

Texprocess Americas, the largest sewn
products and technology trade show in the
Americas, is 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 edu-
cational 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 6-8, in Atlanta.

This listing is provided as a free service to
our advertisers. We regret that we cannot
be responsible for any errors or omissions
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PROFESSIONAL SERVIGES & RESOURCES SECTION

MODELING SERVICES

Rage

“Real Models for Real Clothes for I{f;l People &" Contact Terry Mart|nez at (2 ]_ 3) 62 7_3 737
FIT MODELS or terry@apparelnews.net

ALL SIZES AVAILABLE

818.225.0526 Apparel

FIT| SHOWROOM | TRADE SHOWS | PRINT | COMMERCIAL | RUNWAY
WWW.RAGEMODELS.COM

CLASSIFIEDS

www.apparelnews.net/classifieds P (213) 627-3737

Buy, Sell & Trade

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

Jobhs Available

* FULL-TIME GRADER/CUTTER *

Cut Loose, a womenswear manufacturer in San
Francisco, is looking to hire an experienced full-ime
grader/cutter to join the product development
department. This position will be responsible for grading,
cutting, and the sample fabric.

If interested please contact  Chryssa  at
cgiannaros@cutloose.com

* PART-TIME PATTERNMAKER *
Cut Loose, a womenswear manufacturer in San
Francisco, is looking to hire an experienced part-time
pattern maker- preferably with Gerber experience to join
the product development department.
Responsibiliies include but not limited to:
* Developing 1st pattemns from sketches, existing blocks
and/or physical samples.
* See styles through fitting, grading and spec approval
process to Production Ready
If interested please contact ~Chryssa  at
cgiannaros@cutloose.com

For Classified
information, contact at
213-627-3737 or
terry@apparelnews.net

Apparel

CLASSIFIEDS
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‘ ’ THE NEW MART: WHERE FASHION BEGINS
The Premier West Coast Wholesale Apparel Destination

STEVE MADDEN

APRICOT

Il =

Grace & Mila
_fu/u\/\\

For the ultimate buyer experience, spend the day among our 100 permanent showrooms
and shop the COMPLETE COLLECTIONS of more than 500 world-class fashion brands.

» Parking adjacent to building = O
» 24/7/365 days of on-site security
» Open daily throughout the year =
» Generous buyer amenities Zmis 213-627-0671

Scan to learn more about
The New Mart's fashion brands

Call our leasing office to learn
about our “move-in” specials



http://newmart.net
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