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SHIFTING LANDSCAPE

Made in America Gains
In New Sourcing World

By ARTHUR FRIEDMAN

NEW YORK — Textile and apparel sourcing is rein-
venting itself once again.

As the global economic malaise continues, fash-
ion brands are blazing new paths in the supply chain,
including what firms say is an increasing emphasis
on Made in America. Other key planks in the new
sourcing structure include China Plus strategies,
greater quality and innovation control, improved
quick-response methods, risk-aversion management
and increased emphasis on sustainability and green
production processes.

These issues at the heart of the sector were in the
spotlight at a series of major trade shows this month
in Manhattan — Premiére Vision Preview, Spinexpo,
Texworld USA and the International Apparel
Sourcing Show.

Europe’s economic woes were central at PV
Preview, where Philippe Pasquet, chief executive of-
ficer of Premiére Vision, said, “We have many new-
comers and people returning after several seasons,
mostly companies from Europe and Asia looking to
invest more in the American market. The European
market is tough right now, especially southern
Europe. Companies are suffering a bit because of low
demand in some countries, but they are willing to in-
vest in new products. The U.S. market still has many
question marks, but is better than the other mature
markets, Europe and Japan.”

Pasquet added that while the euro-dollar currency
exchange rate is helpful right now for European fab-
ric firms looking to export, “it’s impossible to base an
export strategy on the exchange rate, because we don’t
know how it will be in the coming months. It’s so un-
predictable.”

Ioana Banu, director of sales at Liberty Art
Fabrics North America, showing at PV Preview, said,
“Business has been growing so fast ever since we

SEE PAGE 6

New Orleans’ Retail Rebirth

By REBECCA KLEINMAN

NEW ORLEANS — Its newspaper business may be
struggling, but New Orleans’ retail scene is thriving.

The influx of national and independent stores is
part of a post-Hurricane Katrina push that has pub-
lications from Forbes to Parenting singing the city’s
praises for start-ups, quality of life and job and in-
come growth.

“There’s a collective sense to build a new New
Orleans that’s far better than the pre-storm version,”
said Michael Hecht, chief executive officer and
president of Greater New Orleans Inc., a regional
economic development alliance, comparing the
Louisiana capital to Miami and New York after their
respective dark periods of cocaine cowboys and pre-
Giuliani era crime.

New industries like biomedicine, sustainability
and digital media are driving a brain gain of young
professionals who also are attracted by the city’s
affordable housing and culture — from live music
to world-class cuisine. Whereas the city lagged be-
hind by 25 percent nationally in start-ups before
2005 when Katrina hit, it has more than rebounded
to 30 percent ahead, according to Hecht. Tourism is
back on track, too. The New Orleans Convention &
Visitors Bureau (CVB) reports last year brought 8.75
million visitors, a huge leap from 2006’s 3.7 million
and more in line with 2004’s 10.1 million. One of
the most telling comebacks regarding rampant new
and renovated hospitality is the downtown Hyatt
Regency, which reopened its $275 million redesign
with nearly 1,200 rooms in October, after being shut-
tered from storm damage.

SEE PAGE 12
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Global Sourcing Takes New Directions

{Continued from page one}

opened our own office,” referring to
Liberty deciding to create a corporate of-
fice instead of agents to represent its fab-
ric sales in the U.S. in spring 2011.

Banu said sales are coming mostly
from key customers, because “we’ve
been able to offer them the attention
that they desperately wanted that an
agent could not give,” adding that, “It
doesn’t hurt that prints seem to be huge
right now.” Liberty has developed a
strong business with Nike in its foot-
wear and apparel divisions, and has
added four people to the New York staff
in sales and customer service.

Karine Van Tassel, founder and orga-
nizer of Spinexpo, said exhibitors were
not focused on any specific trend “but
rather a more thorough research for
reliable products and suppliers with a
no-risk attitude and diversification in
their choices.

“Cotton companies are doing well be-
cause the prices are getting back to nor-
mal as compared to last year,” Van Tassel
said. “Woolens are still on trend, al-
though U.S. buyers are not keen on hairy
yarns or supercrisp and twisted products,
but are looking for items that are com-
fortable and pleasant to the touch.”

A broad view of global sourcing could
be found in the booths and seminars
at Texworld and the Apparel Sourcing
Show, from the 10 U.S. mills featured
in the Lenzing Pavilion to the array of
suppliers and mills from countries that
included China, Turkey, South Korea,
Spain, Taiwan and Mauritius.

Gail Strickler, assistant U.S. trade
representative for textiles and apparel,
noted in a panel discussion on “Sourcing
Hot Spots” that “duty savings for U.S.
free-trade agreements and trade prefer-
ence programs can be significant and are
important opportunities. These include
the countries of the Central America
Free Trade Agreement, North American
Free Trade Agreement, Haiti, Peru,
Colombia and the sub-Saharan countries
of the African Growth & Opportunity Act.

“From a practical standpoint, we look
at agreements like CAFTA and NAFTA
— I think people forget that the U.S. is
actually the third-largest exporter of
yarns and fabrics in the world — as an
extension of Made in America,” said
Strickler. She added that when the
Obama administration balances ex-
panding international trade, such as the
Trans-Pacific Partnership being negoti-
ated now, with creating jobs at home,
“we certainly do look at making sure
that we figure out strategies that help us
to preserve and create those opportuni-
ties. We know we’re not going to be the
best at everything, but we know there
are things that we're really damn good
at in this country, and we want to make
sure that in creating these kinds of sup-
ply chains and networks that we offer
manufacturers a globally competitive
way to take advantage of that.”

As for a reinvigorated Made in
America movement, Strickler said,
“There is a certain amount of apparel
we can and should be making in this
country, because we can make it in a
matter of days, giving us quick response
and test-marketing abilities. We have
yarn spinners in this country that have
the most sophisticated equipment in the
world and that are paying 4.4 cents per
kilowatt hour of electricity. That’s glob-
ally competitive.”

Those U.S. yarn spinners and knitters
said interest in more domestic manufac-
turing is high, and some new business is
coming their way.

Brian Meck, president of Fessler USA,
said, “We’re doing a lot of fabric devel-
opment in response to our customers’
requests for new fabrics, new yarns and
new constructions and finishes. As a U.S.
manufacturer, it’s one of our advantages
when people want things to replenish
their lines and keep them updated and be
innovative every season. We can handle
that and turn that very quickly. When it
goes back to just basic items, and focusing
on making the same things over and over
again, we’re not as competitive.”

Thereis a certain
amount of apparel
we can and should be

makingin [the US. |;

— GAIL STRICKLER,
ASSISTANT USTR

Linda Corby, a sales representative
for Texollini, a circular knitting mill spe-
cializing in stretch fabrics based in Long
Beach, Calif., said the company’s busi-
ness has been steady and the interest in
Made in America is there, “but the big
players have not committed yet.

“It’s just a matter of time before they
enter the market, too,” Corby said. “It’s
becoming a necessity, because people
are finding it’s not as easy to do busi-
ness in China anymore, and manufac-
turing in the U.S. can be done and it has
its advantages.”

Brad Perry, a sales representative for
Tuscarora Yarns, based in Mt. Pleasant,
N.C., said the company is receiving a
lot of inquiries from manufacturers
that have not had a U.S. sourcing pres-
ence and are seriously exploring bring-
ing some production back to the States.
Perry said business is good with estab-
lished accounts, and that exports, partic-
ularly to Central America, now account

for about 75 percent of sales.

David Sasso, vice president of inter-
national sales at Buhler Quality Yarns
Corp., said the revival of interest in
Made in the USA “is definitely real,
but the real question is: Is it sustain-
able and how will it evolve?” He noted
that there is already a niche in sourcing
for Made in the Americas, where goods
are produced in places such as Central
America, Mexico, Canada, Colombia and
Peru, using U.S. yarns and fabrics.

The trend areas
at Premiere
Vision Preview...

Sasso added that the domestic indus-
try has to be careful while it pursues in-
creased business.

“The U.S. manufacturers that are left
have to make good products,” he said.
“We can always cheapen the product,
but then we’re not going to compete. I
want U.S. manufacturers to be desirable
and trusted.”

Felise Lowenstein Erdal, whose sales
firm Yarn Mavens Inc. was representing
Chinese high-end yarn importer Yarn &
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David Sasso of Buhler
Quality Yarns and Tricia
|1 Carey of Lenzing Fibers.

Colors at Spinexpo, said her company
knits for American brands in Suzhou,
China, but also sells to U.S. knitters and
sees that as a growing business.

“I truly believe we’re going to see
a renaissance of U.S. manufacturing,”
Erdal said. “I never thought I'd live to
see the day that U.S. manufacturing
would be revived, to see the full cycle
be completed, but it makes sense in to-
day’s world.”

Beth Hofer, senior manager for cus-
tomer relations and educational resourc-
es for the Stoll Fashion & Technology
Center, a three-year-old facility the
German machine manufacturer set up
on West 39th Street in Manhattan, said,
“The timing is right because we see peo-
ple who have a vision come into our fa-
cility. We have new designers coming in
and saying, ‘We want to make it here and
support the industry here. We don’t want
to make it over there.””

Many acknowledged that even with
all the talk of more firms producing in
the U.S., China remains the largest sup-
plier by far.

Rick Helfenbein, president of Luen
Thai USA, which runs a Supply Chain
City in China, said, “The reality is
that a China Plus Two strategy” where
China production is supplemented by
two other key suppliers, “is probably

what works today. In the last two years,
China’s market share has just dipped
a few percentage points. The exodus
from China is just not happening for the
time being. China might decline a little
bit, but their productivity is so incred-
ibly high. Until the productivity in the
other countries in Asia, like Cambodia
or Bangladesh, improves, China will
continue to be the dominant player in
global sourcing.”

An area that has consensus agreement
is the growing acceptance of sustainable
products and practices in the industry.
Among the developments and products
highlighted at the shows were:

W Italy’s Newlife launched its recycled
polyester fiber in the U.S. Manufactured
from postconsumer plastic bottles, the
yarns are produced in Italy and certi-
fied for their sustainability factors by
several agencies.

B Thermore, a Milan-based maker of
thermal insulation for apparel with op-
erations in Europe, the U.S. and Asia,
presenting its new TMK line that fea-
tures 50 percent post-consumer recy-
cled polyester fibers, and its enhanced
Rinnova product, with a content of 100
percent postconsumer recycled fibers.
The company claims that each jacket
made with Rinnova saves enough ener-
gy to power a compact fluorescent light-

son, including:

outerwear.

friendly yarns and metallics.

PV Preview Trends

Sabine le Chatelier, deputy fashion director of Premiéere Vision, offered a
wide range of fabric trends she feels will be important for the fall 2013 sea-

B Feel it: Fabrics adopt body and weight while remaining supple. Knits continue
their evolution into more structured, yet not stiff, tailored items.
B Rainbows: Multicolored pieces and riskier hues, even for pants, jackets and

B Look and feel: Weaves and patterns with neater, more clearly defined contours,
and more subtle washed and washed-out finishings.
B Substance matters: From reversible fabrics and weatherproof materials to eco-

B Back in time: More ornamentation and decorations, even in pants and skirts,
and more opulent outerwear and graphic patterns.

B New hybrids: Cozy wools with performance fabrics, naturals with synthetics,
double-faced fabrics and prints with patterns.

[ TS

Brian Meck of
Fessler USA.

bulb for more than 200 hours.

B Kate Lewis, deputy program manager
for the U.S. Department of Agriculture,
gave a presentation on how compa-
nies like Lenzing and DuPont’s Sorona
fiber can obtain certification as part of
the USDA BioPreferred program that
encourages government agencies and
contractors to purchase products that
are biobased or made from significant
amounts of biobased materials.

B D. Craig White, head of retail and
brand marketing in the Americas for
apparel for Huntsman Textile Effects,
explained the company’s enzyme-based
Gentle Power Bleach that requires no
sodium hydroxide, less water and less
time. The peroxide bleach system al-
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lows for low temperature bleaching of
textiles at 65 degrees Celcius, and at
a neutral pH range. By lowering the
treatment and rinsing temperature con-
siderably, savings in water and energy
consumption of up to 40 percent are
possible, White noted.

B Meadowbrook Inventions, a
Bernardsville, N.J.-based manufacturer
of precision-cut particle colorants and
sequins, demonstrating its Angelina
Fibers that create luminescent effects
not possible with metallic filament yarns.
Roberta Ruschmann, an executive at the
company, explained that Angelina fibers
— optical and technical special effect fi-
bers — are manufactured in many forms
for a variety of applications.

THE FIBER PRICE SHEET

THE LASTTUESDAY OF EVERY MONTH, WWD PUBLISHES THE CURRENT, MONTH-AGO AND YEAR-AGO
FIBER PRICES. PRICES LISTED REFLECT THE COST OF ONE POUND OF FIBER OR, IN THE CASE OF
CRUDE OIL, ONE BARREL.

PRICE ON

FIBER 07/30/12

COTTON 66 CENTS
WOOL $5.06

POLYESTER STAPLE 79 CENTS

POLYESTER FILAMENT 68 CENTS
MAY SYNTHETIC PPI 124.7
CRUDE OIL $90.13

PRICE ON PRICE ON
06/25/12 07/25/11
66.8 CENTS $1.22
$5.08 $6.01
83.5 CENTS 92.5 CENTS
72.5 CENTS 81 CENTS
123.6 112.7
$79.76 $99.87

*THE WOOL PRICE IS BASED ON THE AVERAGE PRICE FOR THE WEEK ENDED JULY 27 OF 11 DIFFERENT THICKNESSES OF FIBER, RANGING FROM
18 MICRONS TO 30 MICRONS, ACCORDING TO THE WOOLMARK CO. INFORMATION ON COTTON AND POLYESTER PRICING IS PROVIDED BY THE
CONSULTING FIRM DEWITT & CO. THE SYNTHETIC-FIBER PRODUCER INDEX, OR PPI, IS COMPILED BY THE BUREAU OF LABOR STATISTICS AND
REFLECTS THE OVERALL CHANGE IN ALL SYNTHETIC-FIBER PRICES. IT IS NOT A PRICE IN DOLLARS BUT A MEASUREMENT OF HOW PRICES HAVE
CHANGED SINCE 1982, WHICH HAD A PPI OF 100. OIL PRICES REFLECT LAST WEEK'S CLOSING PRICE ON THE NEW YORK MERCANTILE EXCHANGE

OF FUTURE CONTRACTS FOR LIGHT, SWEET CRUDE OIL TO BE DELIVERED NEXT MONTH.
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THE SAGE GROUP LLC
SAGE PARTNERS SECURITIES, LLC
MEMBER: SIPC/FINRA

HAS COMPLETED A RECAPITALIZATION

THE SAGE GROUP INITIATED THE TRANSACTION
AND ACTED AS EXCLUSIVE FINANCIAL ADVISOR
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