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THE VOICE OF THE INDUSTRY FOR 80 YEARS

Planning Swim Strategy for 
Year-Round Success in a 
Season-Specific Category

Consumers often associate swim and resort apparel with 
warmer weather, but the truth is that this category has become 
relevant during all seasons. Swim-industry professionals 
know that planning for the swim category requires strategiz-
ing throughout the entire year, whether planning designs and 
mapping out production or developing sales plans for market 
events and creating special activations to launch during trade-
show season. 

The specific niche of the swim business requires design-
ers, brands, buyers, suppliers and trade-show producers to 
hit the mark through a small window of opportunity that will 
captivate. Reaching consumers and securing their business 
for long-term loyalty season after season means that swim-
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For more than 40 years SwimShow has been the must-visit 
destination for conducting serious swim-category business 
in the United States. As its founder, Judy Stein continues to 
set the bar high with each edition. Stein’s show formula es-
tablished the standards for attracting a global audience to an 
alluring U.S.-based swim-industry trade event. She has also 
identified how to successfully evolve with a changing busi-
ness amid shifting demands from her exhibitors and attend-
ees—who want to learn how they can most effectively reach 
consumers. 

Newcomers and competitors have entered the swim-event 
space over the years, yet Stein has established SwimShow as 

Judy Stein Sets Swim-
Event Trends as the 
Category Evolves

By Dorothy Crouch Contributing Writer

By Dorothy Crouch Contributing Writer
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Earth Day 2025 at the California Market 
Center had a fresh look with Nexus Moda, 
an event presented by Showroom 316, on 
April 22. The event blended fashion, art and 
technology—a concept from producer Car-
men Harp and executive producers Marina 
Leight and Natashia Lunt. 

“The goal is for Nexus Moda to grow into 
an international organization that provides 
resources and mentorship to emerging talent 
and builds a bridge between fashion, art and 
technology from an ethical lens,” said Harp. 

Nexus Moda featured a roster of panel 
discussions covering topics such as “Build-
ing Consumer Trust Through Transparency 
& Ethical Practices,” “Algorithm vs Authen-
ticity,” “Building a Brand From the Ground 
Up & The Importance of Community,” and 
Denim Dudes’ trend presentation by Amy Le-
verton and Shannon Reddy. 

Artist installations featured works by Alex 
Casillas, Penny Gac, Madison Jewelinski, 
Amber Kollar, Shelby Stasenska and Laura 

Stewart.
The event shifted to runway presentations 

that highlighted the work of established de-
signers Natashia and Phlemuns in addition to 
fashion’s next generation. Nexus Moda’s stu-
dent fashion show featured designs from Luxi 
Deng and Nola Hill of ASU FIDM, Maya 

Peats of Otis College of Art and Design and 
Jay Tryon of Los Angeles Trade-Technical 
College. Tryon was selected by judges Jon-
noy Wujek, Poppy Liu and Mark Indelicato as 
the winner of Nexus Moda’s student runway 
competition and was awarded a business-and-
design mentorship from Nexus Moda and a 
six-month placement at Showroom 316.

Student upcycling-competition honors 
were awarded to David Parong of ASU FIDM 
for his piece “Nature’s Algorithm.” Competi-
tion judge Manny Jackson of Thread Hous 
Co selected Parong’s work, which will be 
exhibited at Showroom 316. The emerging 
designer also received a new home serger 
machine from Ace Sewing.

“Every step counts. Every choice counts,” 
noted Jackson. “Be mindful of the choices, 
and when you are mindful of the choices 
share those as well so we can focus on learn-
ing from one another versus bashings and 
beating up one another for the things we may 
do differently.”—Dorothy Crouch

Mothers Kimberly Lau and Linda Young 
are filling the gap between good intentions 
and real solutions by lessening textile waste 
going to landfills. “As moms, we were watch-
ing perfectly good clothes cycle through our 
kids’ closets and head straight for the trash,” 
said both Lau and Young, co-founders of 
Project ReWear.

Their mission is to make secondhand 
clothing second nature through their in-store 
initiative, The Landfill Project. Customers 
can shop stylish, gently loved pieces, track 
the exact poundage of waste saved and pose 
with the “garbage truck” display, snap a pic 
and get 10 percent off.

The Thousand Oaks, Calif., boutique 
opened in December 2024, and in just four 
months they’ve saved more than 1,000 
pounds of clothing from being thrown out. 
“1,000 pounds saved equals over 1.5 mil-
lion gallons of water, 24,000 pounds of CO2 
and serious eco impact.” Lau and Young ex-
plained.

“We realized families wanted to shop more 
sustainably, but the options were limited, 
scattered or felt like a compromise. Project 
ReWear was our way of creating something 
better: a joyful, community-powered hub 
where people could shop with purpose, see 
their impact and feel good doing it.

“At this stage we’re most passionate about 
showing people that small, everyday choic-
es—like buying secondhand—can create 
huge ripple effects,” said the duo.

Ninety percent of the inventory is pur-
chased from large thrift stores, often the fi-
nal stop before clothing is discarded or sent 
overseas. “We handpick every item for qual-
ity, condition and style. Due to overwhelming 
community support, we’ve begun accepting a 
small percentage of high-quality donations—
currently 10 percent. This hybrid model helps 
us stay financially sustainable and allows 
more people to contribute.”

Project ReWear currently carries cloth-
ing and accessories for infants through young 
adults. The goal of the co-founders is to offer 
pre-loved options for the whole family. In ad-
dition, they plan to launch the Project ReWear 
online shop in summer 2025.—Kelli Freeman
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Manny Jackson of Thread Haus Co (pictured 
left foreground) announces “Nature’s Algorithm” 
by David Parong of ASU FIDM as the winner of 
Nexus Moda’s student upcycling competition. 

In just four months, founders of Project ReWear 
Kimberly Lau and Linda Young have saved 
1,000 pounds of clothing, or over 1.5 million 
gallons of water and 24,000 pounds of CO2.

As the fashion industry shifts toward 
greater transparency, Digital Product 
Passports are becoming increasingly 
important. The Rudholm Group is at the 
forefront of supporting brands with the 
transition to DPPs through its innovative 
ShareLabel platform, which simplifies 
data management, ensuring accurate, real-
time tracking of product information and 
streamlining compliance with regulatory 
requirements. By acting now, brands can 
stay ahead of the curve, ensuring a smooth 
transition when new regulations take 
effect. “With legislation on the horizon, 
now is the time for textile brands to start 
engaging with Digital Product Passports,” 
said Kristoffer Schroeder, CTO at the 
Rudholm Group. “We see DPPs not just 
as a compliance requirement but as a 
strategic advantage, offering brands a 
way to build trust, enhance transparency 
and drive meaningful connections with 
consumers.”

The U.K.’s Cotton Lives On pro-
gram has announced the participation 
of leading denim brand Paige, which 
created a consumer-facing campaign 
encouraging the recycling of pre-loved 
jeans. Launched on Earth Day, the ini-
tiative was introduced through Paige’s 
retail stores. Continuing throughout 
2025, the PAIGE x CLO initiative invites 
consumers to turn their unwanted jeans 
into recycled-cotton insulating material 
used in mattresses for people at risk of 
homelessness. “We are thrilled for Paige 
to join our cotton-recycling program, 
said Andrea Samber, director, consumer 
marketing brand partnerships, Cotton 
Incorporated. “Earth Day was a perfect 
opportunity to highlight this initiative 
while encouraging Paige customers to 
join our efforts of keeping old cotton 
from landfills.”

At Pakistan’s leading textile‑indus-
try trade fair, Igatex, held April 24–26, 
Jeanologia presented its proposal for 
technological integration to drive 
modernization through automation, sus-
tainability and productivity.  With nearly 
two decades of presence in Pakistan, 
Jeanologia has helped transform the 
local production landscape by promot-
ing competitive models based on such 
cutting‑edge technologies as laser, ozone, 
e‑Flow and water‑recycling systems such 
as H2Zero. Designed to be accessible to 
both small and large corporations, these 
solutions have enabled more-sustainable 
and efficient denim production, reducing 
water consumption by up to 85 percent, 
minimizing chemical use and ensuring 
safer processes for workers. With 8.5 per-
cent of its GDP tied to textiles, Pakistan 
has established itself as a key node on the 
new global-manufacturing map.

Première Vision set up at the Grand 
Quai du Port de Montréal April 22–23 
with over a hundred international 
exhibitors, close to 2,150 attendees 
and 38 speakers across 24 conferences. 
Organized in partnership with the mmode 
Cluster, this first event, which met with 
great success, saw the involvement of 
Tourisme Montréal and the Ministry of 
Tourism. Said Thierry Langlais, PV’s 
vice president of operations, “Première 
Vision Montréal brought together a con-
siderable number of visitors, all very 
enthusiastic about this new event in 
Canada. The success of this edition 
confirms for us the need to meet our 
markets, especially in the context of 
change and the geopolitical instability 
we are experiencing. We are already 
setting the date for 2026, and the agenda 
will be quickly confirmed.”

Inside the Industry

Two Moms. Too Much Waste. One Big Idea.

Nexus Moda Observes Earth Day With Eco-Fashion Leaders 
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industry professionals must create a nearly 
perfect formula.

California Apparel News asked swim-
industry insiders: What is the single most-
important piece of advice you feel is crucial 
for your associates, colleagues and peers 
to plan a successful swim strategy for the 
remainder of the year?

 
Laura Corna 
Sales Manager
ACM 

  We have a mantra 
we’ve been repeating 
t o  o u r s e l v e s  f o r 
years, and we believe 
it can be useful in any 
situation—whether 
it’s fashion, strategy 
or simply a way of 
approaching life: It’s 
the details that make 
the difference. When 
it comes to swim-

wear in particular, our goal is to create ac-
cessories that can combine style and perfor-
mance. A buckle, a clasp or a metallic accent 
can add real value to a swimsuit, elevating 
its perception and becoming distinctive style 
signatures. 

At the same time, given the particular 
stress a swimsuit is subjected to, it’s impor-
tant for us to ensure outstanding resistance to 
water, salt, chlorine and various weather con-
ditions. Our advice when designing swim-
wear is never to compromise on style and 
brand identity and always to ensure that value 
remains unchanged over time. That’s why we 
choose processes, coatings and treatments 
that can guarantee the swimsuit’s durability 
dive after dive.

 
Susan DeMusis
President
MIRACLEBRANDS
MIRACLESUIT l MAGICSUIT 
SWIM USA

  These are shifting 
sands, and it is incred-
ibly unclear what is to 
come. My golden 
rules I live by that 
keep me focused are: 
Stay true to your 
brand, and product al-
ways comes first . 
Also remember to 
deal with the chal-
lenges, but don’t be 

derailed. Focus on what matters most—the 
ultimate customer and creating her absolute 
best experience. If it’s safe and predictable, 
it’s time to go somewhere new. Good is never 
good enough; it has to be the best it can be.

Holly Harshman
Co-founder and Creative Director
VYB Swim

  Reduce foreign de-
pendence and capital-
ize on local manufac-
turing facilities. Con-
sidering a shift to 
American production 
using in-house dead-
stock fabrications can 
alleviate overseas dis-
ruptions and uncer-
tainties.

V Y B  S w i m  i s 
privileged to have the robust support of RAJ 
Swim, our manufacturing powerhouse in 
Southern California, equipped with a fully 
operational factory and warehouse. Our con-
tinued strategy of U.S. production ensures 
seamless construction, distribution and a sta-
ble flow of collection drops for summer and 
through the remainder of seasons.

Mitigating the impact and challenges 
posed by tariffs on goods from China em-
powers us to deliver exceptional styles con-
sistently while maintaining profitability and 
customer satisfaction.

Geoff Hietpas 
Vice President of Apparel, Americas
Lycra

  Consumers care 
about durability and 
sustainability, so they 
seek swimwear that 
meets this need. A 
successful swim strat-
egy involves choos-
ing high-quality fab-
rics that deliver these 
benefits. Swimsuits 
are a very personal 
purchase, which is 

why it’s always a big win when you find a 
new suit with just the right color, fit and style 
that helps you feel happy and confident. 

We aim to help consumers feel that way 
for more than one season, which is why we 
developed LYCRA XTRA LIFE fiber. This 
elastic fiber creates durable swimwear that 
lasts up to 10 times longer than suits made 
with unprotected spandex. Later this year we 
will launch bio-derived LYCRA EcoMade fi-
ber made with 70 percent renewable content, 
a one-to-one replacement for virgin LYCRA 
fiber with the same performance benefits.

Syncletica Maestas and Aida Moreno 
Co-founders
Hola Swim

  Now more than 
ever our goal is to cre-
ate swimsuits that are 
mult ipurpose and 
timeless. As we move 
through the remainder 
of the year, we’re put-
ting a strong empha-
sis on designing piec-
es that are not only 
versatile but that also 
become staples in our 

customers’ wardrobes year-round.
We’re committed to longevity—creating 

clothing that is not disposable but meaningful 
additions to our past collections. Each piece 

is thoughtfully designed to complement what 
we’ve already built rather than just follow 
fleeting trends.

Our vision is beach to street: extending the 
value of every piece and stretching our cus-
tomers’ investment. Whether they’re loung-
ing by the water or heading out after sunset, 
our suits are made to move with the wearer—
effortlessly and stylishly.

Marc Merklen
Founder 
La Plage  

  The single most-
important piece of ad-
vice for planning a 
successful swim strat-
egy for the remainder 
of the year is to set 
clear, specific goals 
and create a struc-
tured training plan to 
achieve them. This 
includes assessing 
current abilities and 

identifying areas for improvement. 
Set smart goals and ensure they are specific, 

measurable, achievable—develop a very new 
piece that would become your bestseller—rel-
evant and timely. Embrace luminous hues and 
futuristic colors in your training gear to boost 
motivation and energy as you work toward 
your goals. Regularly track your progress and 
adjust your training plan as needed. 

Keep yourself motivated by celebrating 
small victories—don’t expect to blow up in the 
market instantly; keep creativity before num-
bers—and maintaining a positive mindset. 

By following these steps, you can effec-
tively plan and execute a successful swim 
strategy for the rest of the year. 

Philippe Mignot
Project Manager
NextPrinting

  The world of swim-
wear is intrinsically 
linked to a carefree 
spirit, imagination 
and positivity. The 
very nature of swim-
wear demands a high 
level of creativity and 
ingenuity. We believe 
that the ability to sur-
prise customers sea-
son after season, col-

lection after collection, is crucial for a brand 
operating in such a dynamic segment. Our 
digital fabric-printing technology enables 
endless possibilities and creative variations, 
not only on conventional synthetic and natu-
ral fabrics but also on technical and high-
performance materials.

This frees us from traditional constraints 
and allows us to reproduce on briefs, shorts, 
bikinis and any swimwear item and every 
fabric and texture our partners wish to exper-
iment with. From denim and leather effects 
enhanced by surface treatments that faithfully 
recreate their texture to shirting prints and 
any other pattern, we can imagine and create 
swimwear designed to surprise and stand out 
in any context.

Jena Nesbitt
Product Strategy Director
Pine Crest Fabrics Inc. 

  The most vital strat-
egy for swim success 
throughout the year is 
deeply understanding 
your customers’ prior-
ities and aligning your 
material sourcing ac-
cordingly. Whether 
they value perfor-
mance features like 
chlorine resistance, 
sustainability creden-

tials or innovative comfort technologies, part-
ner with trusted suppliers who can deliver 
these specific attributes without compromise. 

As more production returns stateside, 
those who’ve identified their customers’ hi-
erarchy of needs and secured the appropriate 
domestic material pipelines will navigate the 
increasing competition for U.S. manufactur-
ing capacity most successfully.

 
Jane Preston
Category Manager—Swim, Footwear, 

and Coastal Gift and Decor
Surf Expo

  Adaptability is ev-
erything. The swim-
wear market moves 
fast, shaped by evolv-
ing consumer behav-
ior, sustainability de-
mands and the pace of 
digital innovation. To 
s t ay  compe t i t i ve 
through the remainder 
of the year, brands 
and retailers need to 

remain flexible and laser focused on what 
their customers want right now.

That means leaning into customer-first 
innovation and staying sharp on trends, es-
pecially around sustainability. Eco-conscious 
shoppers are actively seeking swimwear 
made from recycled or low-impact materi-
als, so it’s essential to prioritize products that 
align with those values. At the same time, 
inclusivity—offering a broad range of sizes, 
styles and fits—is no longer optional. It’s a 
key factor in building brand loyalty and cap-
turing a wider market share.

Trade shows like Surf Expo are also cru-
cial to a strong swim strategy. They’re not 
just about visibility—they’re where ideas are 
exchanged, relationships are built and feed-
back is gathered in real time. These events 
help you keep your finger on the pulse of the 
industry, connect with buyers and position 
your brand for meaningful growth.

Lauren Quinn
Founder and Creative Director
Bromelia Swimwear

  Swim strategies are 
mapped out well be-
fore the ball drops on 
New Year’s Eve, but 
if the past few years 
have taught us any-
thing it’s that being 
able to pivot is just as 
important as plan-
ning. And sometimes, 
those pivots open the 

What is the single most-important piece of advice you feel is crucial for your associates, 
colleagues and peers to plan a successful swim strategy for the remainder of the year?
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door to something even better. 2025 is already 
proving to be an unpredictable ride, and build-
ing a smart swim strategy for the rest of the 
year means finding ways to increase exposure 
while keeping margins and production on 
track.

Back in 2020, Bromelia made a conscious 
decision to move production stateside—a de-
cision that not only aligned with our brand’s 
community-minded pillar but also gave us 
greater control over quality and efficiency. 
That forward-thinking move is serving us 
well now, helping us stay steady through 
global uncertainty.

The real key? Not reacting to every twist 
and turn but staying focused on the long 
game. So, while this moment may call for 
some tactical shifts, the real opportunity lies 
in planning beyond this season—making de-
cisions that strengthen our foundation not just 
for this summer but for many to come. The 
adjustments we make now will ease the chal-
lenges of the next decade of swim seasons.

Devon Ranger
Show Director
Collective Shows

  In today’s fast-
evolving swimwear 
market, the most criti-
cal strategy is to lean 
into purposeful dis-
covery and authentic 
connection, especially 
through curated, in-
person industry expe-
riences like Collective 
Shows. 

The landscape is 
more competitive than ever, and brands and 
retailers alike need more than just data—they 
need context, creativity, inspiration and con-
nection to stay ahead. While digital analytics 
are essential, they can’t replace the value that 
comes with seeing, feeling and trying new 
products in real life. Platforms like Collec-
tive Shows offer attendees the opportunity to 
do just that—see emerging trends on the run-
way, try products for themselves, forge key 
relationships with new and existing partners, 
and drive meaningful business in one concen-
trated setting. 

For retailers, our shows are about discov-
ering unique, breakout brands and exclusive 
product stories that will set their assortments 
apart. For brands, it’s about securing face time 
with the right buyers and aligning with part-
ners who share their vision. These high-value 
interactions provide the critical intelligence to 
adapt inventory, refine marketing and navi-
gate the dynamic swimwear and activewear 
market—this is where growth strategies for 
the remainder of the year are truly shaped.

Juliana Restrepo
Supply Chain Manager 
Zocca Corp.

  Brands must adapt 
by leveraging near-
shoring advantages, 
particularly in Latin 
America, to develop 
fast and flexible pro-
duction cycles. This 
approach  enab les 
brands to reduce risk 
by working with sup-
pliers that offer lower 
minimum order quan-

tities, allowing for improved cash flow and the 
ability to respond swiftly to market demand 
through quick replenishment times. In Colom-
bia, we have a strong swimwear industry with 
high-performance fabrics and flexible produc-
tion quantities. 

By combining data-driven channel plan-
ning with smart sourcing strategies, brands 
can create an approach to customer engage-
ment that integrates all communication chan-
nels to create a unified experience.

Judy Stein
Executive Director
SwimShow

  We’re nearly half-
way through the year, 
and while the swim-
and-resort  market 
week in Miami is just 
approaching, there’s 
certainly a checklist 
that brands and indus-
try colleagues should 
consider. As we all 
gear up to present the 
2026 collections of 

early Resort and Spring—presenting them in 
their best light so they stand out among the 
rest is crucial. Photographing the collections 
for your consumer seems like common sense, 
but it isn’t always the case. 

This means if your brand is focused on 
a consumer who is mature or middle-aged, 
show that person in the models with whom 
you work. Be sure every part of your team—
photographers, hair, makeup artists and mod-
els—all understand who you’re trying to 
reach so your campaign photos represent your 
brand to the fullest extent. 

Another integral part of the checklist is 
how you sare going to show your collection. 
At SwimShow, we constantly look for brands 
that get creative with branded signage, using 
unique hangers to display every look, and that 
each collection tells a story and is cohesive. 

Lastly, stay in touch with your buyers. 
They want to know you care about how your 
collection is performing in-store. Send them 
a note on their birthday or a piece from your 
collection that reminds you of them. Emo-
tional connections go a long way. Also, make 
your appointments early. Buyers are very 
busy during market week, so try to provide 
look books, campaigns and invitations at least 
a month in advance of the show. ●

Responses have been edited for clarity and 
space.

What is the single most-
important piece of 

advice you feel is crucial 
for your associates, 
colleagues and peers 
to plan a successful 

swim strategy for the 
remainder of the year?
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an integral presence on the calendar. California Apparel News 
spoke with Stein as she looks forward to how the swim cat-
egory’s transition unfolds as an apparel segment across sea-
sons—rather than a summer and holiday business—and the 
influence of these changes on SwimShow’s evolution.

CAN: What are you most excited about for SwimShow 
in 2025?

JS: We are excited to continue celebrating the new collec-
tions in swimwear but also in accessories, resort, cruise and 
ready-to-wear collections. The industry has shifted in so many 
ways, and we find offering a multitude of categories that fit 
well alongside swimwear has been a winning success for the 
exhibitors and retailers at SwimShow. 

For 2025, we’re seeing trends evolve and classic styles 
become prominent fixtures in collections from Australia, 
Canada, Colombia, the U.K., Italy, Brazil, Greece, the 
British Virgin Islands, Indonesia, Peru and, of course, the 
American brands. We’re excited for a variety of new part-
nerships this season and to be hosting SwimTalks, a se-
ries of compelling conversations, panel discussions, trend 

seminars and more right on the SwimShow floor. 
 
CAN: Why did you decide to expand by adding an Octo-

ber 2025 show?
JS: We’ve had a big demand from our exhibitors to pro-

duce a show in the fall in South Florida. While the summer 
show during Miami Swim Week is typically focused on or-
ders shipping Early Resort/Spring, we believe developing an 
October show will leave room for buyers who are visiting to 
shop a mix of Summer and even Immediates. 

Adding a new show simply continues to celebrate the in-
dustry and traditional retail methods, which are lately over-
looked and being shifted in various directions. The truth is 
that consumers want an in-store experience, so we’re simply 
helping the industry pivot with the times. 

  
CAN: What should attendees expect from the October 

2025 show?
JS: We expect October to be a curated show that helps 

buyers discover new brands and meet with veteran exhibitors 
with ease. During the summer, it’s an extremely busy show 
and time of year during that particular market week. 

Miami Swim Week has become a staple since we’ve held 
SwimShow in the summer for so many years, and, with that, 

Miami sees an influx of programming from mass D2C brands, 
but our trade-show model will always celebrate the brands 
that are ready to be at retail. 

We’ve always held events for buyers and brands to come 
together, but lately we have elevated the experience with edu-
cation, having experts, editors and buyers sit on panels, and 
this is something we’re truly seeing as a win for our show and 
its attendees.

CAN: What is one industry-wide challenge faced by the 
trade-show business that you have overcome?

JS: While we market our show as a swim-focused trade 
show, this segment now comes with several other categories, 
and, with that, there are a lot of brands on the market. We take 
our time to review each and every brand and collection—new 
exhibitors must send samples for our review. We want to see 
the quality of the fabric, construction, composition, crafts-
manship, execution, design and branding. 

The biggest challenge is deciphering the new brands that are 
ready to not only receive orders but also present well to buyers, 
make appointments and deliver orders. Some brands just think 
that if they show up the buyers will come—and it’s simply not 
the case. It’s a science, and, if it’s mastered, it leads to great suc-
cess of many brands that have been with us for years. ●

SWIM

Judy Stein   Continued from page 1

Miami Beach Convention Center May 31 — June 2, 2025

T. 305.596.7889 info@swimshow.com swimshow.com #SeeYouAtSwimShow
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Judy Stein On Stage at 
SwimShow 2024
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For more than 40 years Judy Stein’s SwimShow has served as the destination for serious buyers to get down to business with the industry’s most sought-after labels.

http://swimshow.com


Jobs Available

For classified information, 
contact at 213-627-3737 or 

terry@apparelnews.net

Fiber
LYCRA
LYCRA.com
Many consumers have size anxiety, 
especially when it comes to shopping 
for swimwear that they will actually 
want to wear! The LYCRA Company 
took on that challenge and deliv-
ered a fiber that is simply a game 
changer. The LYCRA® ADAPTIV fiber 
creates great fitting, size-inclusive 
garments that move with the wearer 
effortlessly. Now this innovation is 
available for swimwear — LYCRA® 
ADAPTIV XTRA LIFE fiber- providing 
all that dynamic stretch, plus added 
resistance to aggressive swim envi-
ronments. Your swimwear deserves 
LYCRA® ADAPTIV XTRA LIFE fiber. To 
learn more visit LYCRA.com

Finance
White Oak 
Commercial 
Finance, LLC
www. whiteoaksf.com
White Oak Commercial Finance, LLC 
(WOCF), formerly Capital Business 
Credit/Capital Factors, is a global 
f inancial products and services 
company providing credit facilities 
to middlemarket companies between 
$1 million and $30 million. WOCF’s 
so lu t ions  inc lude  asset-based 
lending, full-service factoring, invoice 
discounting, supply-chain financing, 
inventory financing, U.S. import/ 
export financing, trade credit-risk 
management, accountreceivables 
m a n a g e m e n t ,  a n d  c r e d i t  a n d 

collections support. WOCF is an 
affiliate of White Oak Global Advisors, 
LLC, and its institutional clients. 

Swimwear
Magicsuit
miraclebrands@swimusa.com
miraclesuit.com/collections/mag-
icsuit
@magicsuitswim
All over shaping on your terms. So 
comfortable and always chic, with 
Magicsuit you will forget all about 
the great support until you see your 
reflection. Magicsuit utilizes soft 
shaping fabric, cleverly designed with 
a versatile and stylish twist. With 
modern draped silhouettes smooth 
and slim, these suits seamlessly tran-
sition from beach to bistro. Modern 
suits, fluid swim tops, chic dresses 

and fun rompers designed with an eye 
towards trend make it easy to look 
and feel your best. Build your look, 
the confidence is built in. It’s magic.

Miraclesuit
miraclebrands@swimusa.com
www.miraclesuit.com
@miraclesuitswim
For over 30 years, Miraclesuit has 
been the trusted leader in shaping 
swimwear, helping women worldwide 
to feel sleek and sculpted. Our sig-
nature hourglass silhouette is more 
than a look—it’s a transformation. 
Designed with proprietary slimming 
Miratex fabric and strategic drap-
ing that camouflages and highlights 
in all the right places, Miraclesuit 
instantly enhances your figure. Our 
swimwear inspires freedom and con-

fidence, allowing you to live life to the 
fullest and focus on what truly mat-
ters. Discover your Miracle at www.
miraclesuit.com.

Trade Shows/ 
Events
Miami Swim 
Week Powered 
by Art Hearts 
Fashion
www.artheartsfashion.com/miami-
swim-week/
Miami Swim Week Powered by Art 
Hearts Fashion arrives May 29–June 
1 at Eden Roc Miami Beach and the 
Miami Beach Botanical Gardens. Art 
Hearts Fashion is the leading plat-

form dedicated to bringing innovative 
designers and artists to the forefront 
of fashion week. The coast-to-coast 
contemporary events get the most 
renowned designers and the sharpest 
up-and-coming emerging designers to 
the runway in New York, Los Angeles, 
Miami and Las Vegas.

SwimShow
www.swimshow.com
SwimShow, the premier trade show 
dedicated to the swimwear industry, 
takes place May 31–June 2, 2025 
at the Miami Beach Convention 
Center in Miami Beach, Fla. With 
more than three decades of exper-
tise, SwimShow is recognized as the 
global tradeshow where the very best 
gather to network, exhibit and pur-
chase next year’s trends. Held every 

July, SwimShow is the largest of its 
kind in the world and attracts more 
than 7,500 buyers, manufacturers, 
designers, corporate personnel, 
press, bloggers, influencers, fashion 
consultants, stylists, VIPs and other 
fashion industry leaders from over 
60 countries to showcase brands 
and create business opportunities. 
SwimShow is planned and executed 
with the utmost needs of swim-
wear buyers anticipating the trends, 
debuting new designers each year 
and producing an all-encompassing 
trade show that is second to none.
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WE BUY ALL FABRICS & GARMENTS
Ex cess rolls, lots, sam ple yardage, small to large qty's.
ALL FAB RICS! fab ricmer chants.com  
Steve 818-219-3002 or Fab ric Mer chants 323-267-0010
Email: steve@ fab ricm erch ants. com

* PRODUCT DEVELOPMENT, SHIPPING DEPT. &
ACCOUNTING DEPT. *

Well established garment manufacturer based in LA
downtown area is looking for following positions. We are
a clothing manufacture for Men’s, Women’s, Missy, and
Kids clothing. Need Garment Industry experience.
Salary 60,000.00 – 70,000.00 depending on
experience. Monday through Friday.
- PRODUCT DEVELOPMENT-
* Style Development, Tech Pack set up, style order
package set up
* Customer communication Service
* TNA, WIP set up with Approval records
* Problem solving to correction
- SHIPPING DEPARTMENT-
* Shipping experience 3-4 years clothing manufacture.
EDI experience. Excel experience A MUST. Able to
create formulas.
- ACCOUNTING DEPARTMENT-
* Experience with General Accounting procedures, with
specialty in A/R.
Resumes need to be emailed at:
hr@4goldengreen.com
Attn: Rosa Garcia

www.apparelnews.net/classifieds P (213) 627-3737 
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Buy, Sell & Trade

PROFESSIONAL SERVICES & RESOURCES SECTION

 Contact Terry Martinez at (213) 627-3737
or terry@apparelnews.net
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Secure 
space NOW 
for brand 
expansion in 
our next issue 
coming soon.
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50,000 brands, buyers 
and decision-makers 
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REVOLUTIONIZING
TEXTILES. AGAIN.

Since its invention, nylon has transformed industries and 
lifestyles. It’s adoption into parachutes, even helped save lives. 
It's time for nylon to have an impact again. TACTEL® EcoMade 
fiber is built to wick moisture, provide unparalleled 
breathability, and dry eight-times faster than cotton. Silky to 
the touch, it is the perfect choice for swimwear, sportswear 
and even lingerie. And, now it’s made from 50% pre-consumer 
waste — which makes it better for the planet, too. All while 
providing the same superior color uniformity and performance 
the industry expects.

The nylon the world depends on, 
now in a fiber the planet deserves.

Introducing TACTEL® EcoMade fiber. Silky resilience. 
Made from 50% pre-consumer waste.

http://LYCRA.com


