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NEW YORK — There’s nothing better for a chic, fashion-minded gal

than a traditional look that just happens to encapsulate a hot trend.

For spring, that means all things nautical, especially the peacoat. Here,

Cinzia Rocca’s chambray version worn with a lean skirt, both in cotton.

For more, see pages 6 and 7.
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Cinzia Rocca’s chambray version worn with a lean skirt, both in cotton.
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See French, Page11

LVMH v. Morgan Stanley:
Judges to Rule Jan. 12
In $118M Bias Lawsuit
By Miles Socha

PARIS — It’s up to the judges now — but
LVMH Moët Hennessy Louis Vuitton
appeared to come out ahead Monday in its
$118 million legal battle with investment
bank Morgan Stanley, which it claims was
pro-Gucci and anti-LVMH in its reports. 

Lawyers for LVMH were all smiles
Monday at the conclusion of the trial in its
bias suit against Morgan Stanley. At the
end of a marathon hearing at the
commercial court here, French prosecutor
Jean-Louis Lécué said he detected fault
and prejudice under French tort law. The
case is considered a first in France, and



By Luisa Zargani

MILAN — The luxury market
might be improving, but don’t
expect a full recovery until 2005.

That was the view of represen-
tatives from luxury goods firms
who met here for roundtable dis-
cussions Thursday and Friday
during the Milan Fashion Global
Summit. Executives said the geo-
political situation remains signif-
icantly unstable and a cause for
caution on the part of most com-
panies, even as they believe the
worst of the downturn in the lux-
ury market is behind them.

Meanwhile, industry execu-
tives said they are exploring new
markets and, once again, China
emerged as the most promising
geographical area. 

“China is the future,” said
Gucci president and chief execu-
tive officer Domenico De Sole in
a phone call from the Philippines.

“We’ve seen a dramatic
change, with Chinese tourists re-
placing the Japanese,” said De
Sole, who noted that business

will benefit from the fact that
people in Hong Kong and Macao
now have permission to travel in-
dividually rather than only in
groups. De Sole also cited South
Korea, Taiwan and Singapore as
important Asian markets for
Gucci. “Excluding Japan, in 10

Italian Execs Foresee
Luxe Revival in 2005

Prada expects its 2003 profits to grow 85 percent to $59 million,
or 50 million euros converted at current exchange, from $31.8
million, or 27 million euros, last year. Its forecast was incorrect
in a story on page 2, Monday.

Correction

By Scott Malone

NEW YORK — Setting the stage
for its exit from the fibers busi-
ness after nearly seven decades,
DuPont said Monday it has
reached an agreement to sell its
Invista unit to privately held
Koch Industries Inc. for $4.4 bil-
lion in cash.

When Invista is merged with
Koch’s KoSa polyester unit — a
likely move according to a
spokeswoman for the Wichita,
Kan.-based chemical maker —
the result will be a massive fiber
enterprise with revenues ex-
ceeding $9 billion.

DuPont, based in Wilming-
ton, Del., and inventor of nylon,
spandex and acrylic, said early
last year that it planned to sell
or spin off its textiles unit, and

the possibility of a sale to Koch
had been the topic of industry
speculation for months.

“We have more clarity than
we’ve had in some time, and I
think that’s good for us and our
customers,” Steve McCracken,
president and chief executive
officer of Invista, said in a
phone interview before board-
ing a plane to Wichita for his
first meeting with Koch officials.
“Koch Industries is obviously
committed or they wouldn’t be
writing the big check.”

Prior to resolving the deal
over the weekend, DuPont con-
ducted months of talks with exec-
utives at Koch (pronounced like
Coke). However, the talks had
been handled by top-level DuPont
officials, not the staff of Invista —
formerly known as DuPont Tex-

tiles & Interiors. That was out of
concern for objectivity and the
avoidance of conflicts of interest.

As a result, officials at Invista
and Koch said much remains to
be decided, including the me-
chanics of how the merger will
work, where Invista’s headquar-
ters will be and how the business-
es will be changed. Officials at the
two concerns on Monday began
talking about how to handle the
details of merging in the Invista
business. The deal is expected to
close in the first half of 2004.

“To the extent that regulatory
approval goes through and every-
thing is great, it will be combined
with the KoSa business,” said a
Koch spokeswoman. “It will re-
tain the name Invista and have
its own board of directors, but

DuPont to Sell Invista to Koch for $4.4B

By Eric Wilson

NEW YORK — Seventh on Sixth
is ready for its close-up.

The fashion show production
company confirmed on Monday
that Olympus, the camera com-
pany, will take over as the title
sponsor for its biannual collec-
tions held in New York’s Bryant
Park, replacing Mercedes-Benz,
which had been the title spon-
sor since 2001. This means that
the 7th on Sixth shows will be
called Olympus Fashion Week
beginning with the fall 2004 col-
lections, scheduled for Feb. 6-
13. This confirms a WWD report
from August.

Olympus is the third company
to hold the title sponsor position
since the shows formed in 1993,
first as an off-shoot of the Council
of Fashion Designers of America.
General Motors had been the
title sponsor of the shows for
three years beginning in 1998.

The intention of such spon-
sorships is to connect those
brands to the high-energy,
celebrity-infused fashion world
within the minds of consumers,
retailers and the press. IMG,
which acquired 7th on Sixth in
2001, has augmented the event’s
sponsorship roster in an effort
to capitalize on the value of the
7th on Sixth brand, as its most
recent edition in September fea-
tured 17 sponsors, including a
mobile phone company, a water
brand, an airline, a sunglasses
firm and the maker of a birth
control patch.

From Benz to Lens:
7th on Sixth Shows
Snap Up Olympus

GENERAL
FASHION: Buying a charming new coat is a rite of spring for any chic young
lady, and this season, flirty details, flattering shapes and cool colors abound.

LVMH Moët Hennessy Louis Vuitton lawyers were all smiles Monday at the
conclusion of the trial in its $118 million bias suit against Morgan Stanley.

TEXTILES: DuPont on Monday said it had reached an agreement to sell its
Invista fibers unit to privately held Koch Industries for $4.4 billion in cash.

EYE: An auction at the Yurmans’…Daphne Rubin-Vega’s voyage from
“Rent” to the Tropics…plus Chic of the Week.
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● FREE TRADE TRIO: The U.S. is expected to announce today that
it will begin negotiating separate bilateral free-trade agreements
with Peru, Colombia and Panama. All three countries are benefi-
ciaries of U.S. preferential programs, which give beneficiary
countries special access to the U.S. for a defined set of products,
but does not require them to open their markets to U.S. exports. A
free-trade agreement, on the other hand, is a two-way deal, and
ideally opens foreign markets to U.S. exports. U.S. Trade
Representative Robert Zoellick is expected to make the an-
nouncement in Miami, where he is attending a meeting of trade
ministers trying to advance a broader, more contentious Free
Trade Area of the Americas. The U.S. is at loggerheads with
Brazil over the scope of the FTAA, which aims to create a Western
Hemispheric trade zone encompassing 34 countries. Since the
collapse of global trade talks in Cancún, Mexico, in September,
Zoellick said the U.S. would pursue bilateral trade deals.

● TOMMY WATCH: Standard & Poor’s Ratings Services on
Monday placed its “BBB-minus” corporate credit and senior un-
secured debt ratings, as well as its preliminary “BBB-minus”
shelf registration rating, for Tommy Hilfiger U.S.A. Inc. on
CreditWatch with negative implications after the firm’s an-
nouncement it is discussing with Dillard’s the possibility of re-
ducing shipments to the store, its largest customer. S&P pointed
out that about $351 million in long-term debt was outstanding at
the apparel firm as of September 2003 but “there are no immedi-
ate liquidity issues as the company continues to maintain signif-
icant cash balances on hand and there are no near-term debt
maturities.” Dillard’s was responsible for about 13 percent of
Tommy Hilfiger’s 2003 sales, or about $240 million in revenue.

● OXFORD’S NEW SCHOLAR: Michael Setola has joined Oxford
Industries Inc. as president with responsibility for the firm’s three
men’s wear operations — Oxford Shirt Group, Lanier Clothes and
Oxford Slacks. As president, he succeeds and reports to J. Hicks
Lanier, who continues as chairman and chief executive, oversee-
ing the Atlanta-based firm’s women’s wear and Tommy Bahama
units as well as corporate and support functions. Setola, who will
make his offices in New York, was most recently ceo of Salant
Corp., engineering its 1999 exit from bankruptcy as well as its ac-
quisition earlier this year by Perry Ellis International. During the
fiscal year ended May 30, Oxford’s three men’s wear operations
were responsible for $455.5 million in sales, or 59.6 percent of the
company total, and $27.8 million in earnings before interest and
taxes, or 78.7 percent of the total. Oxford acquired Tommy
Bahama’s parent firm, Viewpoint International, in June.

In Brief
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NEW YORK — Andreas Kurz,
who stepped down as chief ex-
ecutive officer of Diesel USA
last summer, has joined Polo
Ralph Lauren Corp. as division
president, international licens-
ing, a new post.

Kurz will be responsible for
managing Polo’s licensed busi-
nesses in the Far East, Australia,
New Zealand and South and
Central America. In his role,
Kurz is expected to build upon
the momentum created with the
acquisition last February of the
Japanese license, which repre-

sents the largest Polo business
outside the U.S. Kurz reports to
Doug Williams, group president
of Polo.

Kurz had been ceo of Diesel
USA since January 2000. Prior
to that, he held senior posts at
Hugo Boss AG, including presi-
dent and ceo of Hugo Boss USA
from 1996 to 1998. During his 13-
year tenure at Boss AG, Kurz
also directed the international
sales in 84 markets, including
the Far East. Earlier, he was the
international sales director for
the Television Corp. of Japan.

Kurz Joins Polo Ralph Lauren

NEW YORK — Another major U.S.
textile mill has seen the light at
the end of the bankruptcy tunnel.

Galey & Lord Inc. on Friday
filed its reorganization plan and
disclosure agreement with the
U.S. Bankruptcy Court in
Manhattan, one day short of the
21-month mark since its filing. The
plan calls for the khaki and denim
mill, with headquarters in New
York and offices in Greensboro,
N.C., to emerge from Chapter 11
protection by Feb. 15, with its cred-
itors as its new owners.

“This is an important step for
our company and we are grateful
to our many loyal customers, ven-
dors and employees for the sup-
port they have given us,” chair-
man and chief executive officer
Arthur Wiener said in a state-
ment released Monday. “The
plan allows us to successfully
deleverage our balance sheet.”

Under the terms of the plan,

which is still subject to final ap-
provals, the holders of Galey’s
$300 million in secured debt
would exchange their notes for
cash, a $130 million secured note
and equity in the new company.

The plan includes a proposal
for Galey to sell its European
Klopman International business.

According to the disclosure
statement, for the fiscal year
ended last month, the company’s
preliminary results show net
sales of $439.1 million and a
$133.3 million net loss. Following
its emergence, Galey’s stock
would be canceled and it will
cease to report financial results
to the Securities and Exchange
Commission.

Galey filed during a five-
month wave of bankruptcies that
included Burlington Industries,
Malden Mills and Guilford Mills.
Those three companies have
since returned to solvency.

Galey & Lord File Exit Plan

LONDON — Since its launch in
June 2001, Pout has fast become a
one-stop makeup shop for girls
about town, and now that it’s set
to launch foundations, conceal-
ers, bronzers, illuminators, brush-
es, makeup bags and panties,
those girls need not go elsewhere. 

Pout’s new face collection in-
cludes six light foundations, all
oil-free. Shades in the line
range from Vanilla Cream to a
darker shade of Butterscotch.
There’s also a cream illumina-
tor that can be used either with
a foundation or on its own for a
natural shine. Both are priced
at $36.50 (22 pounds) and are
packaged in white and transpar-
ent pump tubes with Pout’s
trademark delicate lace detail.

Also in the face line are con-
cealers, which come in squeez-
able tubes in three shades —
Peek-a-boo, Hide & Seek and
Slap & Tickle — and are priced
at $21.50  (13 pounds). Shimmery
bronzers in three shades — Sun
Kissed, Sun Blushed and Sun
Drenched — are also new addi-
tions, priced at $33 (20 pounds).

Next up are candy-pink brush-
es made from either goat or pony
hair. There are nine in the collec-
tion, each designed to provide
perfect definition, precise appli-
cation and an even finish. The

most expensive in the line is the
powder brush at $66 (40 pounds).
There’s also a flat-shaped blush-
er brush and a foundation brush,
with a tapered end for easy

under-eye use. They retail for $41
(25 pounds) each. 

The large eye shadow brush
and blender brush are each
$26.50 (16 pounds) while the
small eye shadow brush and con-
cealer brush are priced at $23 (14
pounds). The angle brush, which
can be used on the lash line, is
$20 (12 pounds) and the brow/lash
comb is the cheapest in the line
at $8 (5 pounds).

Most of the brushes can be

used wet or dry and are purpose-
ly small enough to fit into Pout’s
other new product, makeup bags.

Designed as the perfect ac-
companiment to Pout makeup,
the leatherette makeup bags
come in two colors, metallic pink
and metallic khaki, with a con-
trasting bow and a matching
pocket mirror for touch-ups.
Priced at $22 (14 pounds), the
bags fasten by zip complete with
a hanging jingle bell.

Pout girls can also keep their
lip glosses in their panties.

The pink cotton panties with
white lace trim feature a lip-gloss
pocket adorned with a pink crys-
tal ‘P’ on the front, and Kylie
Minogue’s favorite bubblegum
shade of gloss, called Pop My
Bubble, is included. On the back,
Pout is spelled out in matching
pink crystals. Each panty is pack-
aged in an electric pink metallic
box and priced at $34 (20 pounds).

All products are currently
available in the U.K. at Pout in
Covent Garden and in Harvey
Nichols in Knightsbridge, Leeds,
Manchester and Edinburgh.
Panties and makeup bags are now
rolling out at Henri Bendel in
New York and Fred Segal Beauty
in Los Angeles. Brushes and foun-
dations will follow on Nov. 24. 

— Sarah Harris

Putting a Pout on Girls’ Faces

DALLAS — The Art Institute of
Dallas will give the Dallas
Fashion Incubator a much-need-
ed boost today when it presents
it with a $10,000 check at a cock-
tail party for supporters.

Plans for an incubator began
over a year ago, but the project
has moved slowly because it
lacked the nonprofit status criti-
cal to obtaining funding. That ap-
plication has now been made
and nonprofit tax status is ex-
pected shortly.

“We have a fashion design
program, and it’s been very suc-
cessful, but we hate to see the
fashion industry leave town or
move out,” said Paul McGuirck,
president of the Art Institute of
Dallas. “We decided to put our
money where our mouth is.”

The contribution will go to-
ward securing a retail space for
the Incubator in the Main Street
District downtown, said Kourtney

Penn, a board member who is as-
sistant director of the Downtown
Partnership, a group seeking to
reinvigorate the city center.

“The Fashion Incubator has

the power to help retail as well
as wholesale in Dallas,” said
John Clutts, chairman of the
Incubator’s board and the owner
of an eponymous talent agency.

The board is finalizing criteria
for admitting five to eight fashion
and accessories designers to the
Incubator. The goal is to enable
the fledgling entrepreneurs to
sell their wares in a retail space

with a shared workroom in back.
Organizers are unsure whether
applicants will be limited to resi-
dents of the city, region or state.

Plans call for enlisting indus-

try executives to offer advice and
give seminars on the nitty-gritty of
planning, sales and production.

The private Art Institute col-
lege offers courses in fine art
and interior and graphic design,
among other subjects. Its faculty
and students have created a
logo and Web site for the Incu-
bator: Dallasfi.org.

— Holly Haber

Dallas Fashion Incubator Receives Grant

NEW YORK — Oscar de la Renta
pulled in $2 million during his
spring trunk show at Bergdorf
Goodman, with a collection that’s
been well received by the media,
retailers and, now, customers.

Though de la Renta didn’t
break his record — last fall was
$2.3 million — the figure is still
hefty considering spring mer-
chandise tends to be less expen-
sive than fall goods. For example,
the most expensive single item
from the spring line was a $13,000
black point d’esprit embroidered
strapless dress, compared with
the $23,000 taupe satin embroi-
dered coat with sable trim that
was the priciest dud from fall.

The trunk show ran Nov. 3-8

and spilled over into the follow-
ing week while customers con-
firmed their orders. On Nov. 6, de
la Renta hosted a cocktail party
on Bergdorf ’s fourth floor where
models sashayed around the
room in the collection and guests
sipped on mojitos and tapped
their feet to live Latin music.
Those who were there even got a
taste of de la Renta’s singing
voice when the designer grabbed
the microphone and sang a few
notes of “Guantanamera” before
heading off to dinner at 66.

“While the collection was tra-
ditional, it was still very much a
young collection,” said Robert
Burke, vice president and senior
fashion director at Bergdorf ’s.

“The customers ranged from the
mid- to late 20s and up — it had
a really nice cross section of
women. Anything with color and
print did especially well. This
collection had everything going
for it.”

The best-selling look was the
turquoise cashmere and Lycra
spandex polo shirt with an aqua
paisley cotton and sateen tiered
skirt, which retails for $2,200.
Other top sellers included a sun-
flower sweater set with a match-
ing cotton twill embroidered skirt
for $4,400; a melon cotton and
silk shantung full-skirted dress
for $3,500, and the pink hibiscus
crinkled chiffon gown for $5,800.

— Joshua Greene

Oscar Trunk Show Nets $2M

IN FLUX: The art magazine being
developed at Condé Nast is on the
back burner — at least for now. While
the title will undergo another round of
focus groups and its fate has not been
sealed, the small group of freelancers
working on its development at James
Truman’s incubator were informed last
week that prototype work was being
placed on hold temporarily.

Although the art world is heating
up again, and the first round of focus
groups was said to have gone well,
there is concern at Condé Nast about
how to fit that sort of magazine into
the company’s corporate culture. Most
Condé titles have circulations of more
than 700,000, while an art magazine,
a source close to the company said,
would probably have a maximum
circulation of 300,000. The company
is also doing a heavy push on Cargo,
the men’s offshoot of Lucky, which
will have an initial circulation of
300,000. A few industry observers
also noted that the company’s
international division had recently
pulled out of a partnership with the
Tate Gallery in London to produce
its magazine. Condé Nast is owned
by Advance Publications, owner of
WWD. — Jacob Bernstein

BELT-TIGHTENING: Forbes has
apparently run out of Fabergé eggs to
sell, so it's back to good old-
fashioned cutbacks. The beleaguered
old-school business magazine —
which hasn't been this thin since the
Reagan Administration — began
laying off staff again Friday and
hadn't finished as of Monday, sources

close to the company said.
Employees weren't told who, or how
many of their colleagues, would be
leaving. A Forbes spokeswoman
insisted the real number was only
four — although given the
magazine’s shrunken staff, any cuts
would be significant.

The sources added that the
company would also be closing
some of its once-lucrative
investment newsletters imminently.
“Absolutely not,” said the
spokeswoman. “This is normal
business. This is by no means like
last year or the year before,” when
Forbes, the magazine, was wracked
by layoffs and Forbes, the family,
sold off a $35 million chunk of its
collection of historical documents
and Fabergé eggs. — Greg Lindsay

YOUTH MOVEMENT: Time Inc.
grouped four of its faster-growing,
younger-skewing magazines into a
new “Growth Markets Group” on
Monday after a chain reaction of
appointments bumped Sports
Illustrated’s publisher into Time Inc.’s
corporate sales — affecting more
than $500 million in ad sales.

SI’s Fabio Freyre became a group
vice president in corporate sales and
marketing, and was replaced by
Dave Morris, who was publisher of
Entertainment Weekly. He was
replaced by Paul Caine, who was
publisher at Teen People, where
the job is open for the moment.

EW’s general manager, Cathy
O'Brien, is now group publisher of
Growth Markets, i.e. Teen People,
People en Español, Time for Kids
and SI for Kids. “We really want to
put ourselves in the best position
to grow these magazines,” O’Brien
said. — G.L.

MEMO PAD

BEAUTY BEAT

Pout’s new collection.

“The Fashion Incubator has the
power to help retail as well as
wholesale in Dallas.”— John Clutts, Dallas Fashion Incubator
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With only seven minutes
left in the silent auction,
Sybil Yurman rushed from
Ross Bleckner’s meditation
on poppies to Peter Halley’s
peaceful color fields to

Toland Grinnell’s crystal-studded bone
and on to the other lots on display at the
Ingrao Gallery. After all, Sybil and David
Yurman had commissioned the artwork,
all musings on the notion of time, to
benefit ACRIA. “I’m on a mission,” Sybil
cried, snapping up work to fill the
company’s new 6,400-square-foot office.

Later at Mr. Chow, guests including
Serena Boardman, Rena Sindi, Nina
Griscom and Helen and Tim Schifter, as
well as Bleckner, Grinnell and Halley,
celebrated the Yurmans’ various
victories at a dinner hosted by W. 

Over on Fifth Avenue, Coco and Arie
Kopelman hosted a party to show off
Chanel’s latest fine jewelry Collection
Privée in the Chanel Suite high above the
57th Street boutique. To make it a special
night, the Kopelmans and Venetian
Heritage flew in Michel Roth, the chef of
the Ritz Hotel in Paris. “This is the last
party that we’re going to hold in this
space,” Arie told a captivated audience
that included Olivia Chantecaille, Jamee
Gregory, Muffie Miller and Mary
McFadden, adding that once the store was
gutted, the floor would be used for retail. 

A troupe of ballerinas clad in black
bodysuits showed off the jewelry,
taunting guests with baubles on their
fingers, wrists and necks. Though she
was ashamed to be carrying a clutch
made by another brand, Bettina Zilkha
felt secure in her devotion to Chanel.
“The dress is Chanel, the earrings are
Chanel, even the scent is Chanel,”
Zilkha giddily exclaimed.

eye®

The stars of Hollywood and
Seventh Avenue
converged at the Beverly

Hilton hotel on Friday to
honor Nicole Kidman with the
18th Annual American
Cinemateque Award, and all the
attention left the actress feeling a
tad overwhelmed. 

“I feel a little ridiculous,
and I’m slightly
embarrassed,” she said,
laughing. “I wish I were at
home playing Scrabble.”

Anna Wintour, Zac
Posen, Naomi Watts, Natalie
Portman, Chloë Sevigny,
Adrien Brody, Sydney
Pollack and Harvey
Weinstein filed in to fete
the star.

Tom Ford, one of the
evening’s co-chairs, had
no plans to discuss his
own employment
situation, preferring to
focus on Kidman.

“I have no comment on
anything tonight other than
Nicole, whom I love,” said Ford. “For a fashion
designer, she is physically incredible, obviously, but also
incredible are her character, strength and intelligence. It
sounds like a line, but I’m really not kidding.”

As director Baz Luhrmann put it, “She just brings
life into a room, whether she’s filming or having a
cup of tea. And she wears a killer frock.”

NEW YORK — When Daphne
Rubin-Vega, who is currently
starring in Nilo Cruz’s “Anna in
the Tropics” on Broadway,
arrives for a late lunch at Noche
in Midtown, she’s carrying a
painted cane she bought in
Mexico, which begs the
question of whether or not she
took a well-wisher’s advice to
heart and actually broke a leg.

But there have been no
injured parties at the Royale
Theater, despite the highly
charged nature of the play,
which won this year’s Pulitzer
Prize and examines the
emotions unleashed when a
lector begins reading “Anna Karenina” at a cigar factory in Florida in 1929.

Rather, the cane is a gift for a sculptor and former employer, who would be
attending that evening’s performance — serving as her assistant was Rubin-
Vega’s last day job (she’d also worked at the makeup counter at Patricia Field)
— and is a symbol of how far the actress has come since she originated the
role of Mimi in the musical, “Rent,” in 1996. “I was doing this Latino comedy
show at Caroline’s. I’d come out in a fur coat and say, ‘People usually get on
my case about the fur. They’ll say, ‘Lady, do you know how many animals you
killed for the fur?’ And then I’d say, ‘Lady, do you know how many animals I
f***ed for this fur?’ So it was really bad stuff like that. Really bad.” It was
while she was performing there that Rubin-Vega got a call from her agent, who
asked if she’d like to audition for a rock musical based on “La Bohème.”

“My father, being the incredible opera aficionado that he is, and me,
being in a very rebellious state at that time, I said, ‘Yeah I’ll audition,’”
Rubin-Vega says. “I could kill a lot of birds with one stone: I could piss my
dad off, I could take off work, I could maybe quit this awful experience I was
having telling bad jokes.” 

And the rest, as they say, is history. “Rent” was an enormous success,
and the actress has been working steadily since in projects as varied as the
trashy cult film, “Wild Things,” the recent revival of “The Rocky Horror
Picture Show” and Suzan-Lori Parks’ most recent play, “F*****g A.” She
also collaborated with Cruz on the play, “Two Sisters and a Piano,” so she
was especially excited about the prospects for “Anna in the Tropics.”

“I was watching CNN, and the ticker was going across the screen saying
that Nilo had won the Pulitzer,” Rubin-Vega recalls. “And I told my agent,
‘There’s just no way on God’s green earth that I’m not auditioning for this.’” 

Not to begrudge any of her previous theater experiences, but Rubin-Vega
finds this new production incredibly satisfying. “Whether we like it or not, we’re
making history. We’re in a Broadway play by a Latino who won a Pulitzer,”
Rubin-Vega explains. “It ain’t just the paycheck, if you know what I mean.”

And while she’s basking in the glory of a positive New York Times review,
Rubin-Vega hasn’t let her music slip away from her — she gets antsy when
she doesn’t jam with her band and will perform at the Cutting Room on Dec.
1. But she’s about to begin concentrating on another project: finding a new
home for her boa constrictor, Desiderata, which she fell in love with on the
set of a movie called “Skeleton Woman” and which her husband brought
back from the set in his cargo pants pocket. “I’m thinking we want to have
kids soon, so it’s time to see if there are any boa lovers out there,” she says.
“Snakes get really bad press, but she’s the most sweetheart snake.

“But enough about my snake. Now people are going to think I’m a weirdo.”
— Marshall Heyman

Fine Time
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NEW YORK — Buying a charming new coat is 
a rite of spring for any chic young lady. 

And this time around, there are plenty 
of flirty details, flattering shapes 

and crisp colors to choose from.
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Nine West’s cotton, nylon and Lycra spandex coat and stretch pants.Nine West’s cotton, nylon and Lycra spandex coat and stretch pants.
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By Greg Lindsay and Karyn Monget

NEW YORK — The novelty of the world’s top models strutting down a catwalk in
sexy lingerie in prime time hasn’t worn off after four years.

That’s because Victoria’s Secret, the $3.59 billion retail phenomenon, never ceases to
push the envelope a little bit further. At a time when Britney Spears and Christina
Aguilera flaunt their sexuality as pop stars, and “Sex and The City” crosses generations,
Victoria’s Secret keeps ahead of the pack with a steady stream of cutting-edge lingerie in its 1,014
stores, its “Very Sexy” marketing campaigns and its annual fashion show.

This year was no exception.
Billed as the “sexiest night” on TV, “The Victoria’s Secret Fashion Show” is scheduled to

air Wednesday on CBS at 10 p.m., after the kids are tucked away in bed. The live onstage af-
fair was staged Thursday at the New York State Armory in Manhattan.

Victoria’s Secret is upping the ante for its second season on CBS. The ratings
for last year’s show dropped from 12.4 million to 10.4 million after going head to
head with the finale of “The Bachelor.” Those numbers were good enough for
44th place that week.

The show, which was presented as an entertainment vehicle similar to a
Broadway musical with a Cabaret-style vignette, was laced with live performances
by Sting, Mary J. Blige and Eve. There also was a side show of celebrity guests that
included P. Diddy, Denzel Washington, Damon Dash, Chris Noth, Ahmad Rashad
and Tommy Lee.

It cost $6.5 million, up from the $5 million and $6 million spent on the last two
shows, respectively.

“It’s the most expensive fashion production in the world, it’s the most-watched
fashion show in the world and it’s the only fashion brand that has its own network
television special,” said Ed Razek, Victoria’s Secret chief creative officer. “How
do you top yourself? Well, that is the job, isn’t it? The sets and the costumes have
to get bigger every year. You don’t want to repeat yourself.”

But there are still only so many scantily clad combinations to send down
the runway. The show exploded into national consciousness four years
ago as an Internet phenomenon — the 1999 streaming-video show
crashed under the weight of the traffic — and has settled into being a reg-
ular feature of the November sweeps period.

That’s why the cost of a 30-second spot actually declined this year to
around $150,000, one media buyer said, down from the $160,000 to $170,000
per spot ABC charged in 2001. The network couldn’t ask for much more after
taking a pounding from the “Bachelor” last year, especially in the coveted 18
to 34 demographic.

CBS declined to comment on both the price of spots and about this year’s ad-
vertisers. Last year’s mix skewed heavily toward movies and other categories not
aimed specifically at the men, the result of about a 50-50 male-female split in the au-
dience, Razek said.

“The notion that it was the 44th most-watched show of the week was negative spin,”
Razek said. “The fact is, an enormous amount of 18 to 34s watch it and it draws big
numbers overall. If it was an infomercial,” as some of the show’s critics have claimed,
“then CBS wouldn’t broadcast it and major sponsors wouldn’t advertise on it.”

The biggest advertiser is Victoria’s Secret itself, which bought five spots last
year and will air another five on Thursday. While Victoria’s Secret executives
are vague about the show’s exact return on investment (chief executive offi-
cer Grace Nichols said two years ago that the 2001 broadcast boosted store
sales by about $10 million), it’s still a marketing home run for the brand,
even if it’s one with gradually diminishing returns.

“There’s a direct correlation [to a boost in sales] in terms of kicking
off the holiday season with a major piece of momentum,” Razek said.
“This is very efficiently spent marketing dollars.”

Victoria’s Secret took no chances this year and staged two fashion
shows, one in the afternoon and one in the evening, to get the per-
fect cut for TV. Officials decided to make the extra effort, as well as
additional spending for the multimillion-dollar extravaganza, fol-
lowing last year’s fur protest from the People for the Ethical
Treatment of Animals. PETA was protesting Brazilian model Gisele
Bündchen’s contract to promote Blackglama mink.

This year’s show went uninterrupted, giving lingerie voyeurs a
gander at what trend direction the innerwear specialist is taking
with its merchandise and marketing message. Surprisingly, unlike
other Victoria’s Secret shows, which focused on overly endowed fig-
ures, this year’s rendition offered girlie looks with lots of bras and
panties for the young, contemporary set.

With the exception of several models such as Tyra Banks and Naomi
Campbell, a host of petite models strolled down the catwalk in whimsi-
cal items that had Gen-X and Gen-Y appeal. Models included Mini
Anden, Oluchi, Carmen Kass, Adriana Lima, Frankie Rayder, Karolina
Kurkova, Michelle Alves, Alessandra Ambrosio, Lindsay Frimodt, Deanna
Miller, Isabeli Fontana and Leticia Birkheuer.

It appeared to be a clear-cut message that Pink, a subbrand launched
by Victoria’s Secret in 2002 and aimed at 15- to 22-year-olds with smaller
proportions, is clicking at the chain. Pink was introduced to 15 stores, ex-
panded to more than 50 doors last spring and is expected to be rolled out
to another 150 to 200 doors in 2004.

While cleavage remained a key focus, anything that decorated the
derriere was key with novelty thongs — and garters were a big idea.

This year’s show outdid all the others in terms of glitz and a media
feeding frenzy. The shows began in 1996 at the Plaza Hotel, moved to
Wall Street in 1998, the Cannes Film Festival in 2000, Bryant Park in
2001 and the New York State Armory in 2002.
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Victoria’s Secret
Ups the Ante

Clockwise from left:

Carmen Kass models allover

stretch lace boy-cut briefs;

the derriere was a focal

point of the show; Naomi

Campbell shows off an

ornate lace-up bra and

string bikini, and Heidi

Klum wears the much

publicized $11 million

diamond bra and panties.
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ANCIENT SPIRIT

In a region named Riebeek Kasteel outside of Cape Town, South Africa,
fashion design is giving impoverished women an opportunity to

make a living.
Lizel Olckers, a native South African, decided to turn her love of

handmade clothing into a business and launched the Ancient Spirit
line of crocheted apparel on Women’s Day in 1998. The line is entirely
handmade by women, who, in the past, would have been forced to work in
the fields or as housekeepers for low wages.

“After apartheid was lifted, I said, ‘Hang on, everything we do we need to
reexamine,’” said Olckers, who is in her late 30s. “I suddenly felt that in my early
20s because nothing was the way we thought it was. For me, to do something that
doesn’t have a social upliftment component to it seems to be a waste of time.”

Since the women are now able to work at their own pace and dictate
their schedules, many feel an improved sense of self-worth, according to
Olckers, who noted that she now employs about 60 women, compared
with the five with which she started — all of whom still work for her.

In addition, several women who were unable to write their names or
read their weekly order sheets have banded together to take courses in read-
ing and writing and are now able to read their orders and sign off on them.

The collection includes accessories such as mohair ponchos and linen
and acrylic shawls, as well as tube dresses and dusters. Colors range from
solid pastels to stripes of bright rainbow shades. Overall, the line whole-
sales for about $43 to $130.

Now that the production side of the business is set up, Olckers is focus-
ing on growing the project by expanding distribution throughout North
America and Europe. About a year ago, Olckers’ friend, Larainne Kaplan,
moved to Vancouver and set up a North American office for Ancient

Spirit. Now, in addition to Kaplan’s work out of Vancouver,
the line is being wholesaled through the Leila Ross
Sales showroom at the Newmart in Los Angeles and
The Downtown Showroom in New York.

The line is distributed to about 30 specialty stores
in the U.S. and Canada, and is also available in Europe and
Japan. The main challenge, Olckers said, is to be the bridge
between the needs of women living in rural South Africa and
the demands of a U.S. retailer.

“I understand the store in New York needs their summer
line at a certain date, but I also understand that the daughter
of the woman in the field that’s making the stuff got sick, or it
rained for two weeks and it was difficult to leave the vil-
lage because there was no transportation.”

But it’s clear Olckers is up to the challenge and
she speaks about Ancient Spirit’s long-term goals.
Olckers said she prides herself on never hav-
ing turned down a woman looking for work
and hopes the concept of employing women

on their own terms could be rolled out to other
indigenous crafts in South Africa, such as pot-
tery, beadwork, masks and home accessories.

SUSAN GREEN

On the cover of the most recent Bergdorf Goodman magazine, nestled between
the lapels of an elaborately beaded Etro jacket, is an equally handcrafted

necklace by Susan Green.
Although there’s no credit for the jewelry, the line is currently sold in the

Artisans department at Bergdorf Goodman and at about 25 special-
ty retailers around the world, including the U.S., London,
Saudi Arabia and Mexico. Green’s work comes straight out
of her Santa Fe studio from the hands of her four full-
time workers, as well as several other contractors in
the area.

Though she has been designing her signa-
ture style for almost 30 years, most pieces are
one-of-a-kind, something that’s equally
important to her and her customers. Her
clients, she said, range in their professions
from stockbrokers to artists, but they all
share an appreciation for merchandise
with an artistic slant.

Wholesale prices are from $250 to $1,300.
Her trademark includes a custom-designed

metal clasp that twists into place and lies con-
toured around the back of the neck. The clasps
are hand-wrapped using metal, silk and rayon
threads. The latter two are hand-dyed by Green.

“The wrapping I do was on the first piece I made
and I still do it,” said Green. “If you saw the first pieces,
they look like they’re from another time and place, but
you can’t quite put your finger on where. They were more
primitive looking, like someone dug them up.”

To achieve the line’s sense of exoticism, Green counts on
several contacts around the world that act as materials scouts.
“I have a young man who was in the Peace Corps in West Africa, and he goes to

Morocco and other places,” said Green. “He doesn’t just do cities though, he goes off
the beaten path and gets wonderful things. Then there’s an older Chinese man that gets
me great old stones that are beautiful and have an age to them. They’ll buy it and bring
it to me and see if I like it.”

Most recently, Green expanded into hand-beaded belts and said her next step is to
link up with a fashion designer to supply her accessories for a runway show. She said
she likes working with clothing designers and often creates necklaces to merchan-
dise with collections.

“I will go into an Alexander McQueen store and it’s delicious to me,” said Green.
“I want my work to be in places that reach people because I love to do it and I love

to have a good showcase for my work.”

ELSON & CO.

From Kathmandu to you. 
In a nutshell, that’s the route taken

by Elson & Co. rugs. The New York-based
company sells hand-knotted Nepalese
rugs and recently collaborated with nine
designers, including Narciso Rodriguez,
Oscar de la Renta, Carolina Herrera and
Yeohlee, on two fund-raising projects for
cancer.

Each designer created a rug that
became part of Elson & Co.’s most re-
cent collection called Fashion
Underfoot. Elson & Co. is donating 10
percent of the sale of each rug to the
Ovarian Cancer Research Fund and
the Council of Fashion Designers of
America’s Fashion Targets Breast
Cancer initiative.

After working with Oscar de la
Renta on Fashion Underfoot, Elson and de la Renta decided to enter

into a licensing agreement to produce rugs under the Oscar de la Renta
label. The deal is currently in the final stages of negotiation.

All rugs in the Fashion Underfoot collection, as well as those in
Elson’s other lines, are handmade by Tibetans living in Nepal. To cre-

ate the rugs, artisans employ an old Tibetan weaving process using the
highly durable wool from high-altitude sheep. Average turnaround time

for a rug is between 12 and 15 weeks and a 6- by 9-foot size runs from
$4,500 to $5,900 retail.

The company was established in San Francisco about six years ago, but
relocated to New York last year. Currently, the rugs are available at elson-

company.com, ABC Carpet & Home in New York and various designer show-
rooms across the country.

After studying East Asian philosophy and Buddhism in college, Diane
Elson left her native Cincinnati for a four-week trek in the Himalayas in 1993.
While looking for a Tibetan prayer rug for a souvenir, Elson learned that
many of the antique rugs and artifacts were likely stolen from monasteries
and other sacred locales, so she decided to have one custom-made. This, in
essence, became the rough outline for what was later to become Elson & Co.

“My parents thought I was crazy going to Nepal in the first place,” said
Elson. “But I felt so strongly about it. I also feel really strongly about the
people who work in the carpet houses and know what their lives are like.”

ZONDA NELLIS

Designer Zonda Nellis, who started her namesake label 20 years
ago, knows a thing or two about fabric.

Not only does she work closely with European mills to devel-
op her own fabrics, but Nellis continually offers handwoven
tweed day suits made by looms in her Vancouver studio.

Nellis began designing clothes in high school, when she made
15 prom dresses for her friends. The interest in design led her to
Vancouver’s Emily Carr Institute of Art and Design, but she left when
she realized there wasn’t a textile program. From that point, the de-
signer taught herself to make hand-painted and handwoven textiles.

“I didn’t have formal [fashion] training, which I think was good,”
said Nellis. “I wasn’t all caught up with having to do stuff in a certain
way. I wanted to make clothing out of the fabrics that I had
made and I approached it that way.”

Shortly after launching her line, Zonda Nellis was
picked up by Saks Fifth Avenue in San Francisco.
Today, however, the only department store she sells to
is Saks in Saudi Arabia. Instead, Nellis focuses on
her specialty store business, which includes about 25
to 30 accounts across the U.S., Canada and Europe.

Several years ago, Nellis added eveningwear to her
label made of fabrics, developed with European mills,
that run as high as $50 to $150 a yard.

“In Europe, it’s interesting, because the mills
are very respectful of small producers like me,”
said Nellis. “They like small people that do real-
ly interesting things. In America, it seems to be the
dollar value of your company.”

Wholesale prices for the handwoven tweed suits
run from $1,000 to $1,500, while the eveningwear
starts at $995.

NEW YORK — As mass production continues to dominate the apparel industry, several companies have bucked the trend by offering handmade merchandise.
Here’s a look at four firms specializing in the custom-made tradition in product areas such as apparel, accessories and carpets. By Joshua Greene

Handmade Tales

Left: An Ancient Spirit mohair poncho; above right, a

tube dress with shawl worn as a scarf.

At right: A hand-loomed suit, and one 

of Nellis’ newer eveningwear pieces.

An Oscar de la Renta-designed rug.

Ready-to-Wear Report
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Turquoise necklace

with pendant from

Susan Green.
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Continued from page one
the judgment will be closely fol-
lowed by the entire luxury sec-
tor and Wall Street watchdogs. 

Lécué’s opinion isn’t binding,
and Morgan Stanley said it felt
confident in the robustness of
its defense. Its lawyers said
LVMH didn’t produce any evi-
dence of harm or wrongdoing
and characterized its suit as op-
portunistic, capitalizing on New
York Attorney General Eliot
Spitzer’s investigations into im-
proprieties on Wall Street.

Five judges, who listened to
more than six hours of testimo-
ny, are slated to deliver their de-
cision — and award any dam-
ages — when they reconvene
Jan. 12 in the same courtroom.
In the interim, counsel for each
side will meet with judges in
private in the coming weeks to
answer additional questions.

The judges also will rule on
Morgan Stanley’s counterclaim
for $11.8 million for procedures
it considers abusive. 

LVMH accuses Claire Kent,
Morgan Stanley’s chief luxury
goods analyst, of waging a pro-
Gucci, anti-LVMH campaign in
her reports and in the media
over a period covering 1999
through 2002. The investment
bank is a longtime adviser to
Gucci Group, LVMH’s arch rival. 

The prosecutor, in his fur-
trimmed robe, sat apart from
the five judges at his own bench
and explained the law and the
background of the case to them.
It was unclear before the trial
whether Lécué would offer an
opinion on the evidence, but
some considered authoritative
his view of fault and prejudice
on the part of Morgan Stanley.

LVMH declined all comment
on Monday’s hearing and Lécué’s
declaration, but the French
group was visibly contented upon
hearing his opinion, and also en-
couraged by the judges’ line of
questioning, which suggested
they found merit in some of
LVMH’s arguments.

While Lécué suggested LVMH
didn’t provide enough evidence
to show exactly how much
Morgan Stanley’s opinions dent-
ed its stock price, he did say he
understood how its image, vital
in the luxury goods sector, could
have been damaged.

Asked about the prosecutor’s
opinion, Morgan Stanley lawyer
Bruno Quentin shrugged it off,
noting that Lécué did not find
evidence of penal conduct and
dismissed the idea that, simply
“because LVMH is such a big
company, they can’t possibly be
wrong.”

LVMH was the first to enter
its plea. Lawyer Georges Terrier,
of Jeantet & Associates, reiterat-
ed arguments and cited familiar
evidence from the original writ,
filed last fall. But he amplified
them. In speeches dripping with
incredulity, Terrier character-
ized Morgan Stanley’s campaign
to denigrate LVMH as “premedi-
tated,” “systematic” and even
“perverse.”

He first set out to establish
Kent as an analyst with enor-
mous stature in the industry —
and Morgan Stanley as a key
ally of Gucci that took it public
in 1995, helped it fend off a hos-
tile takeover by LVMH by ally-
ing with French titan François
Pinault and then advised it on

acquisitions to create a multi-
brand group to rival LVMH.

Much of LVMH’s case hinged
on what it alleged were false
declarations in boilerplate
statements attached to Kent’s
reports. LVMH said Morgan
Stanley mentioned that it had a
director in common with the
French group 95 times and that
the investment bank was seek-
ing business from LVMH some
37 times.

Terrier told the judges that
Morgan Stanley failed to men-
tion its business relations with
Gucci until the French group
tabled its lawsuit last fall.
During the question-and-answer
session, one of the judges de-
manded to see a copy of a boil-
erplate — an operation that was
closely scrutinized by large
teams of black-robed lawyers for
each side.

LVMH’s case extends beyond
Kent’s writings into the media. A
case in point was a declaration by
Michael Zaoui, Morgan Stanley’s
managing director and head of
mergers and acquisitions, in a
Financial Times article that
LVMH’s gearing was 37 percent,
compared with a net cash pile of
some 1.5 billion euros for Gucci.

LVMH said its gearing was ac-
tually 28 percent, a fact Morgan
Stanley attributed to a delay be-
fore the Financial Times pub-
lished Zaoui’s comments, in
which time LVMH’s gearing had
changed.

The French group also took
issue with a Kent e-mail alert
warning that Standard & Poor’s
could change its rating on
LVMH’s debt — which never
came to pass. “It’s inexcusable,”
Terrier hissed.

LVMH also lambasted Morgan
Stanley for characterizing its
cash-cow Louis Vuitton brand as
“reaching maturity,” for assert-
ing that LVMH was more suscep-
tible than Gucci to yen weakness
and for praising Gucci Group
management’s ability to create a
second star brand in Yves Saint
Laurent, despite delaying prof-

itability targets. On the latter
point, Terrier gushed that he
could almost “feel the love”
when Kent wrote about Gucci
management.

Bringing its grievance up to
date in the wake of Domenico De
Sole’s and Tom Ford’s decisions
to step down as Gucci Group’s
chief executive and creative di-
rector, respectively, next April,
LVMH took Kent to task for re-
maining silent on the risk of their
departure until mid-October.

Terrier ended his arguments
by describing the damages
LVMH seeks as paltry compared
with the loss of 2.7 billion euros
($3.19 billion at today’s ex-
change rate) in the group’s mar-
ket capitalization. Kent, Terrier
said, once urged in one of her
reports that LVMH’s market cap
should be cut by 10 percent. 

Meanwhile, Morgan Stanley
waged a tag-team defense be-
tween Quentin and Philippe
Nouel, both with the Paris firm,
Gide Loyrette Nouel. The crux of
their argument was that LVMH
had nary a shred of evidence to
demonstrate that it suffered a
loss and that the firm only
launched the suit to grab head-
lines and seek vengeance against
an ally of its rival.

Nouel, demonstrating healthy
incredulity in his own right, told
the court that LVMH constructed
its case based on a few sentences
out of a handful of reports. Fur-
thermore, Nouel reiterated that
LVMH truncated and manipulat-
ed Kent’s writings to construct a
false impression of bias.

“I am astonished by LVMH’s
imagination, and if they really
believe what they are claiming, I
would strongly advise them to
change professions,” Nouel said,
describing the court battle as an
offshoot of the personal war be-
tween Pinault and LVMH chair-
man Bernard Arnault. “This is
the principle reason why I stand
before you today,” he said. 

Taking a page out of LVMH’s
legal handbook, Nouel also cited
media reports and other invest-
ment firms to underline that
Kent’s opinions on LVMH were
hardly conspicuous. For exam-
ple, he said many equity analysts
also shared Kent’s optimism
about Ford’s and De Sole’s turn-
around efforts at YSL.

“LVMH was not able to pro-
vide any evidence, not one factu-
al element to justify the 100 mil-
lion euros,” Quentin said during
his remarks to outline the rea-
sons for Morgan Stanley’s coun-
terclaim. “They had to prove that
Morgan Stanley really wished to
soil LVMH’s reputation, which
they did not do.”

Quentin stressed that LVMH
never contacted Morgan Stanley
to contest any of its reports for
more than three years. For ex-
ample, he noted that LVMH
never demanded a correction
for Zaoui’s comments about its
debt situation.

“LVMH didn’t go directly to
the commercial court because
they knew they didn’t have a
chance,” Quentin said. “It was
only after the Spitzer case that
they made up their artificial
case.” He accused LVMH of “ma-
nipulating the court,” adding that
“I don’t know of any victims that
are as consenting as LVMH.”

— With contributions from
Emilie Marsh

French Judges to Rule Jan. 12

Continued from page 2
years, the area, which now ac-
counts for 16 percent of luxury
goods sales in the world, will ac-
count for 30 percent of sales, pro-
pelled by China,” said De Sole.

Tod’s chief Diego Della
Valle, who is planning to open
two boutiques in China next
year, said “nobody can afford to
ignore Asia and China.”

Unlike many Italians who fear
competition from China and its
low-cost labor, Della Valle sees
the country as an “opportunity”
that should not be missed. “We
must move quickly and act now
before costs increase there; we
should set the foundations for
when the Chinese will really
travel extensively,” he said. Della
Valle urged his Italian peers and
the government to set up joint
ventures, to present the “Made in
Italy” lifestyle to the Chinese,
and to bank on tourism as a vehi-
cle to attract Chinese business.

“We should connect the two
worlds and sell our know-how in-
stead of waiting for [China] to

‘steal’ it,” he said. “I think it
would be a good idea to organize
an exhibition to present our
Made in Italy products, and trade
know-how and experience.”

Excluding China, Della Valle
said Asia accounts for 8 percent
of Tod’s sales and is growing at a
35 percent rate per year. 

Della Valle and De Sole said
Asians love quality, labels and
items that are recognizable sta-
tus-symbols, thus making it easi-
er for Italian luxury goods
groups to gain and maintain a
foothold in that market. De Sole
said accessories, in particular,
are bestsellers in Asia.  

“Attraction to luxury in the
East starts earlier [in age], but
our bestsellers — the monogram
bags, which account for more
than half of our sales — are the
same all over the world,” said
Yves Carcelle, president of Louis
Vuitton, who was attending a con-
ference in Italy for the first time
Thursday, indicating his group’s
ever-growing interest and pres-
ence in the country.

Luxe Rebound Seen

FORD DRIVES L.A.: As co-chair for the
American Cinematheque gala
honoring Nicole Kidman on Friday,
Tom Ford couldn’t have found
himself in better company if he
does intend to pursue a post-Gucci
career in Hollywood. Harvey
Weinstein was squeezing through
the crowd to talk to him, and
heavies Sydney Pollack, Robert
Benton, Kevin Huvane and Mike
Medavoy all mingled among the
fashion flock. On Ford’s arm that
evening was Hollywood royalty Rita
Wilson, who quipped, “I only go out
with guys named Tom.” She said
before the designer exits Gucci,
something that’s going to make her
“cry like you wouldn’t believe,” she
plans to “buy everything I can from
the next two collections. And if you
think I’m joking, I’m not. I am going
to covet all my Gucci and YSL.”

“Good for her,” Ford replied.
But Naomi Watts sensed it was only
the beginning. “I think he’s such a
talented man I want to know what
he’s going to do next. I don’t feel
like I’ve seen the last of him, that’s
for sure.”

(For more on the Cinematheque
gala, see page 4).

STAR DESIGN: She’s been a fashion
icon in her own right, posing for
Armani, Celine, L’Oréal and Donna
Karan ad campaigns, but now Milla
Jovovich is turning the tables. The
actress, who just wrapped the
sequel to “Resident Evil,” is
launching her own fashion line, in
collaboration with former model
Carmen Hawk. Jovovich has yet to
name it, but she’s leaning toward
Jovovich Hawk, according to a
source close to the actress, who
will soon begin shooting an action
flick called “Ultraviolet” in
Shanghai. For the first season,
Jovovich plans to sell her romantic
confections — all cut from vintage
fabrics — to three to five stores.
The styles range from form-fitting
cocktail dresses in bright prints to
flirty Fifties-inspired skirts. 

BULLISH ON MARRIAGE: Word from
Madrid has it that Carolina Herrera
Jr. and acclaimed Spanish
bullfighter Miguel Báez Litri will tie
the knot this spring. Carolina Herrera

Sr. and Reinaldo Herrera were in
Madrid last week staying at Hotel
Ritz, in what many local wags said
was a meet-and-greet between the
four parents, who had never met.
The Spanish press also reported the
newlyweds-to-be had an exchange
of gifts — a diamond ring for her
and a gold Rolex for him. The
relatively elusive pair, Carolina and
Miki (as he’s known in Spain) aren’t
confirming the engagement quite
yet, but talk has them getting
hitched this spring at the Litri
family’s white-washed bull ranch
outside of Seville in southern Spain.
For those who don’t follow Spanish
bullfighting, Litri is the 35-year-old
retired matador known in that
country as being one of the sport’s
sexiest participants. 

EAST VILLAGE RENOVATION: Part of
the reason so many guests caught
an intimate performance by Rufus
Wainwright and Suzanne Vega on
Tuesday night in the East Village
was to support Witness, a charity
that donates video and digital
cameras to human rights groups
around the world to enable them to
better broadcast their causes to a
global audience. But another
reason was to check out two
amazing locations on a generally
unassuming block of First Street.

The first was the revitalized Chez
es Saada, a big fashion haunt of the
late Nineties that hasn’t seen much
action in recent years. Alina Slonim
has renovated the entire space with
custom-painted furniture, discreet
lighting fixtures that cast intricate
lace shadows along the walls and an
entire room outfitted with curtains
that once hung in the late Holly
Solomon’s dining room. After tasting
a few highlights of the restaurant’s
new menu — infused with touches
from Israeli specialties — guests
then moved to artist Izhar Patkin’s
studio for the performance in an
apartment that contained several
outdoor courtyards, subterranean
galleries and never seemed to end.
The whole place was done up with
candles and pillows on the ground,
plus a large fire roaring outside.

“I felt like I was in the middle of
a harem,” Wainwright said. “And I
was the concubine.”

Fashion Scoops

Bernard Arnault
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HAPPY RETURNS: Three Japanese
apparel makers generated ample
bottom-line increases during the
first half of 2003 and even
managed small gains in sales.

The Onward Kashiyama Group
enjoyed a 38.1 percent rise in net
profits for the first half ended Aug.
31 to $30.8 million as operating
profits ascended 13.6 percent to
$83.2 million. Sales were up 1
percent to $1.15 billion compared
with the same period of a year ago.  

Dollar figures were converted at
the current exchange rate as the
group reported net profits of 3.39
billion yen and operating profits of
9.16 billion yen on sales of 126.77
billion yen. 

While sales of women’s wear
increased 4.3 percent to $621.6
million, or 53.9 percent of revenues,
men’s wear sales descended 6.6
percent to $315.6 million, or 27.4
percent of sales. Children’s wear
logged an 11.1 percent gain to
$36.6 million in the half.

For the full year, the group
projects net income of $118.2
million and $2.45 billion in sales.

For the six months ended Sept.
30, The World Group registered a
153.9 percent increase in net income
to $19.5 million, or 2.15 billion yen.
Sales of the group, composed of 14
subsidiary companies, increased 4.9
percent to $998.3 million, or 109.81
billion yen. 

Net income is expected to reach
$63.6 million and sales, $2.15
billion, for the full year. 

In the half ended June 30,
The Sanyo Shokai Group’s net
profits rose 7.4 percent to $16.4

million, or 1.81 billion yen, while
operating profits rose 2 percent to
$31.9 million, or 3.51 billion
yen, and sales increased 2
percent to $576.1 million, or
63.38 billion yen, on a
consolidated basis. — Koji Hirano

MARCHING IN: The U.K.-based
French Connection opened its first
store in Hong Kong last week, a
3,000-square-foot shop in Festival
Walk, a popular shopping mall in
Kowloon Tong. The company plans
to open another four stores in Hong
Kong over the next two years
through a joint venture with local
retail outfit IT. The new store is a
50-50 deal between French
Connection and IT. 

Neil Williams, French
Connection’s chief operating officer,
said the company is expecting
monthly sales of $74.78, or 580
Hong Kong dollars, per square foot.
The store should benefit from
increased mainland tourism in Hong
Kong and also from the city’s
resurgent economy. Retail sales here
have increased for the last two
months in a row.

Williams said the label is looking
to open stores in other popular
shopping centers here, including the
upscale Pacific Place mall in
Admiralty and Times Square, a
popular mall in Causeway Bay.

French Connection has other
joint venture agreements and
stores in the region, including
locations in Taiwan, Singapore,
Malaysia and Japan. According to
Williams, the rest of China is
next. “If Hong Kong works, at
some stage, depending on how
the progress goes, we will also
look to have stores in China,” he
said. — Constance Haisma-Kwok

ASIA WATCH

Continued from page 2
IMG also produces fashion

weeks around the world under
different title sponsors, includ-
ing Mercedes-Benz Shows LA,
Mercedes Asia Fashion Weeks in
Singapore and Lakme Fashion
Week in India.

Rebranding the New York
event will be another challenge
for the organization, which has
been facing its first competition
from alternate fashion show ven-
ues in recent seasons, both in
New York and Los Angeles. The
combination of other venues and
designers who show off-site on
their own tends to complicate
the distinction of an Olympus
Fashion Week from a New York
fashion week, from 7th on Sixth
or even the CFDA, which many
guests mistakenly believe is still
involved in the production.

However, Fern Mallis, execu-
tive director of 7th on Sixth and a
vice president at IMG, said the
connection of the camera compa-
ny to the event was a natural be-
cause of the number of profes-
sional photographers — about
600 to 800 — who register to cover
the event each season. Also,
Olympus plans to be more aggres-
sive in its external promotion of
its relationship to 7th on Sixth,
incorporating the runway shows
into its consumer advertising
campaigns and marketing pro-
gram, as well as a new charity ini-
tiative being developed for 2004.
That’s something that Mercedes
tended to avoid, although the

company recently signed Giorgio
Armani to design a car.

Also, whereas Mercedes’ in-
troduction of new cars at the
tent each season drew only
passing interest from the major-
ity of the fashion press who
probably couldn’t afford even an
introductory coupe, the chang-
ing nature of fashion photogra-
phy with the introduction of dig-
ital imaging is something that is
being widely studied by industry
publications, a process in which
Olympus, as a camera maker, is
directly involved.

When Olympus joined the ros-
ter of fashion week sponsors in
September, the company made its
presence widely known with on-
site marketing executives and a
publicist highlighting its various
activities, including unusual
treats for the generally maligned
photo crews, such as shuttle
buses to off-site shows, lockers,
snacks, cocktails and back rubs.
The company also used the event
to showcase a new product
launch, the Olympus E-1, a digital
camera with interchangeable
lenses.

“Olympus is a sponsorship
that is so appropriate and fit-
ting,” Mallis said. “They did such
a nice job in their inaugural sea-
son in pampering and spoiling
the photographers, who are a
critical part of the success of
these weeks.”

Olympus signed a three-and-
a-half-year deal as title sponsor.
Olympus officials would not dis-

close their investment, although
Martin Lee, vice president of
marketing for the consumer
products group of Olympus
America, said the company’s
marketing budget was increased
this year by 70 percent to $50
million to primarily cover two
new sponsorship opportunities
— the fashion shows and the
U.S. Open tennis tournament.

“We’re a company that firmly
stands behind the design of our
product,” Lee said.

Mallis portrayed the change
from Mercedes to Olympus, and
General Motors prior to that, as
reflective of the nature of corpo-
rate sponsorship.

“Companies don’t make those
decisions for 10 or 15 years out,”
she said. “The climate is chang-
ing landscape, reflective of the
economic environment and how
things change in the industry.”

Seventh on Sixth also an-
nounced its venue lineup for the
February shows on Monday, in-
cluding four spaces designed to be
constructed within Bryant Park.

The largest, the Tent, is an all-
black space with a capacity for
1,250 people, renting for $42,000.
The Promenade is an all-white
space seating more than 800 and
costing $36,000. A new Studio
Noir will be introduced as a
black space with a raised central
runway and seating for 476, cost-
ing $26,000. The smallest space
will again be the Atelier, an all-
white venue seating 260 people
and renting for $16,500.

Olympus to Sponsor Shows
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NEW YORK — Robin Burns, presi-
dent and chief executive of
Intimate Beauty Corp., and Jay H.
Baker, philanthropist and retired
president of Kohl’s Department
Stores, have been named to the
board of directors of the Fashion
Institute of Technology.

Burns is also chairman of
Cosmetic Executive Women, and is
on the board and executive commit-
tee of the Cosmetics, Toiletry and
Fragrance Association. She also
serves on the board of S.C. Johnson
Wax and Sons.

In 2001, Baker and his wife, Patty,

gave $10 million to FIT for its capital
campaign and to help fund the schol-
arship endowment. It was the largest
single contribution in FIT’s history.
In 2000, the Bakers established the
Robert J. Suslow Scholarship Fund
at FIT in honor of their friend, the
late Suslow, former ceo of Saks Fifth
Avenue and former president of
Calvin Klein. Baker, under whose
leadership from 1996 to 2000 Kohl’s
grew into a $5 billion corporation,
sits on the board of Kohl’s, Briggs &
Stratton Corp., the Wharton School
and the Philharmonic Center for the
Arts in Naples, Fla.

FIT Adds Two to Board

LOS ANGELES — Skechers USA Inc.
continues to step out.

The Manhattan Beach, Calif.-based
footwear company has signed a
swimwear licensing agreement with
Christina America Inc., licensee for
XOXO swimwear.

Under the deal, Christina America
will design, distribute and market the
Skechers Beach swimsuit line for
women’s and juniors’. The single col-
lection will feature mostly separates
crafted in a young, sporty vibe, for
those “youthful in mind and body,” ac-
cording to Christina America presi-
dent Joey Schwebel.

Available in women’s sizes 2 to 16
and juniors’ 0 to 13, the cruise 2005
line will ship next September to de-
partment stores and specialty
swimwear chains, with first-year sales

expected to surpass $6 million.
Also bowing is the Skechers Beach

sandals line, available for late spring
2004 in leather, canvas, jelly and terry
cloth styles. 

The additions are the latest in a
string of licensing deals for Skechers.
Also in the works is a junior sports-
wear line, Somethin’ Else from
Skechers, and  branded apparel for its
Michelle K unit.

With sales of mass market-branded
footwear slumping, Skechers’ new di-
rections are timely, especially since
the company posted a third-quarter
loss of $5.9 million, or 15 cents a
share, for the period ended Sept. 30,
compared with a profit of $14.1 mil-
lion, or 35 cents a share a year earlier.
Sales fell 15 percent to $221.8, down
from $261.1 million.

Skechers in Swimwear Deal
NEW YORK — Diminished gross margins and
an expected sales decline slashed Marisa
Christina Inc.’s third-quarter profits, forcing
the firm to revise its guidance downward.

For the three months ended Sept. 30, the
New York-based better apparel and sweater
marketer said net income slumped 42.2 per-
cent to $1.1 million, or 15 cents a diluted share,
from $1.9 million, or 26 cents, a year ago.

As forecast, net sales for the quarter dipped
1.7 percent to $10.3 million from $10.5 million
a year ago, and selling, general and adminis-
trative costs decreased 210 basis points to 22.1
percent of sales. However, that was more than
offset by a 400 basis-point reduction in gross
margin to 37.9 percent of sales. 

“The third-quarter sales were in line with
our projections and so were our planned sav-

ings in overhead,” said chairman Michael
Lerner in a statement. “Unfortunately, our
gross margin was adversely affected by an
extremely difficult retail environment and a
variety of other factors. We expect such diffi-
culties to continue to negatively impact the
fourth quarter. We have therefore lowered
our expectations for operating profit for 2003
at this time, to the possibility of breaking
even or a small loss for the year.”

Overall, for the first nine months of the
fiscal year, Marisa Christina reported an 87.9
percent fall in net income to $92,000, or 1
cent a diluted share. That compares with
last year’s earnings of $758,000, or 10 cents.
Net sales for the period fell 8.2 percent to
$18.4 million from $20.1 million a year ago.

— Dan Burrows

Marisa Christina Inc. Suffers Shortfall

NEW YORK — Increasing competition from
private labels and brands continued to
erode results at Donnkenny Inc., ultimately
pushing the company to a loss for the third
quarter.   

For the three months ended Sept. 30, the
New York-based women’s sportswear and
coat manufacturer posted a loss of $386,000,
or 9 cents a diluted share, compared with
net income of $1.6 million, or 36 cents, in
last year’s quarter.

Sales for the period plunged 23.6 percent
to $23.4 million compared with $30.7 million
last year.

According to the company, a depressed
retail environment, sagging consumer confi-
dence and price reductions were key factors
contributing to the sales decline.

The company said it believes recent ac-

quisitions and continued cost reduction ef-
forts will drive future growth.

Daniel Levy, chairman and chief executive
officer, said in a statement, “Both of our acqui-
sitions, Bill Blass Coats and Robyn Meredith,
are performing as expected and combined
with our continuing expense reduction initia-
tives, should contribute substantially to our
fourth quarter and future performance.”

For the year to date, losses narrowed sig-
nificantly to $1.9 million, or 43 cents a dilut-
ed share, as opposed to $27.2 million, or
$6.22 a share, last year, when the firm real-
ized a $28.7 million effect from a change in
accounting principle.

Sales for the nine months were down 22.3
percent to $60.2 million from $77.5 million
last year.

— Ross Tucker

Donnkenny Sees Loss in Qtr.
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By Kristi Ellis

WASHINGTON — Don Foote has been the gov-
ernment’s consummate numbers man, institu-
tional memory and keeper of the facts for
nearly 30 years.

His career, which spans eight administra-
tions, came to an abrupt halt last month, when
Foote announced he was leaving his position
as director of the agreements division at the
Commerce Department’s Office of Textiles &
Apparel, to take care of his elderly mother.

In many respects, Foote’s career paralleled
the history of the textile and apparel import
control program, which his office has adminis-
tered since its inception. At the end of 2004, the
role of the office is expected to diminish great-
ly as all quotas on textiles and apparel are lift-
ed under a World Trade Organization mandate.

But Foote won’t be there to witness what
many textile industry veterans claim is a
windfall for China and a death knell for the
domestic textile manufacturing base. To a
man charged with protecting the domestic ap-
parel and textile industry from “too many im-
ports,” the phaseout of quotas controlling
those imports ran counter to his mission.

“The idea is we are in the business of mak-
ing sure, in my view of the mission, the textile
and apparel industries have time to adjust to
the consistent competition from the outside
world in imports,” Foote said. “The purpose
of the program is to prevent market disrup-
tion and to prevent overwhelming import
growth from destroying these industries too
prematurely.”

Over the years, Foote has refused to dis-
cuss policy publicly or predict the future of
global commerce and the domestic textile in-
dustry. However, that all changed at 5:00 p.m.
— and not a minute before — on Halloween
night when Foote left his cramped office at
Commerce, turned in his keys, hung up his
civil service hat, crossed into the private sec-
tor and broke his silence.

When he joined the Commerce Department
in 1965 under then-president Lyndon B.
Johnson, imports of apparel and textiles stood
at 1.7 billion square meters equivalent. Today,
they stand at 41.1 billion SME for the year
ended August.

Foote didn’t join OTEXA, the administra-
tive arm of the multi-agency Committee for
the Implementation of Textile Agreements,
until 1974.

During his tenure, he advised in the negotiation
and renegotiation of at least 1,000 textile bilateral
agreements with countries around the world. He
counts among his major achievements, the “White
Paper” talks in 1979, in which he assisted in renegoti-
ating existing bilateral agreements and limiting import
growth with the three major suppliers at the time,
Hong Kong, South Korea and Taiwan, in response to
an outcry from the domestic textile industry, which
claimed it was being pummeled by surges in imports
from the three countries.

He said the other major accomplishment was the
renegotiation of China’s bilateral textile agreement in

1997, which greatly expanded the apparel and textile
products covered by quotas that were eventually rolled
over into the WTO upon China’s entry.

Foote advised lead textile negotiators during the ne-
gotiations and created the tables and proposals used to
negotiate quota levels and achieve U.S. goals. It was a
tough balancing act, and it was often up to Foote to cre-
ate a proposal with quota limits and growth rates that
was acceptable to the domestic industry, as well as to
the country with which the U.S. was negotiating. Later,
he also had to balance the interests of importers.

In the mid-Eighties, U.S. apparel manufacturers and
retailers began to shift production offshore in a quest

for lower labor costs, and imports started to
grow substantially. As the importing base in
the U.S. grew, importers began lobbying to
minimize and eliminate quota restraints.

Administrations and lawmakers have grap-
pled with striking a balance between import-
ing interests and the domestic textile indus-
try ever since. One importer veteran who has
worked with Foote for years claimed Foote
saw himself as the protector of the domestic
textile industry, although he was not hostile
to importers.

“Sometimes I would have disagreed with
where he put his emphasis, but at least he
talked to people,” said Julia Hughes, vice pres-
ident of international trade at the U.S.
Association of Importers of Textiles &
Apparel. “He knew what to emphasize [in par-
ticular the monthly import data] in a way that
supported what he saw as his position to pro-
tect the industry.”

Augustine Tantillo, Washington coordinator
for the American Manufacturing Trade Action
Coalition, who at one time served in the gov-
ernment as Foote’s superior in his position as
deputy assistant secretary of commerce for
textiles, apparel and consumer goods, said
Foote’s mission was to administer the import
control program.

“Don took seriously the fact that the deci-
sion he made affected hundreds of thousands
of workers,” said Tantillo. “For that reason, he
was enormously conscious of ensuring the pro-
gram was administered correctly.”

Charles Bremer, vice president of internation-
al trade at the American Textile Manufacturers
Institute, said Foote was “Horatio at the bridge.”

“There were always people trying to abro-
gate responsibilities and get out of obligations
in agreements and he would say you can’t do it,”
said Bremer. “You couldn’t snooker Don Foote.”

Foote does not deny that his mission was to
administer the import control program in a
way that would give domestic manufacturers
time to adjust.

“We were not supposed to shut off the flow
of imports,” Foote said. “We were supposed to
limit the flow of imports so the industry could
adjust and survive.”

But the task has proven to be elusive. The
beleaguered textile industry has had a difficult
time “adjusting” to the onslaught of imports.
During his tenure, the U.S. domestic apparel
and textile manufacturing base has shrunk dra-
matically from over 2 million in the 1970s to a

combined employment today of 729,000, he said.
“Jobs have decreased dramatically given the massive

growth in imports by my measure,” Foote said.
Manufacturing losses have become a political hot

potato for the Bush administration, which is currently
considering a request from a coalition of textile and
fiber groups to impose quotas on textile and apparel
imports from China under a safeguard action.

Foote has stayed out of the fray and on the sidelines
during the heated debates, but he set that policy aside
when he became a private citizen.

According to Foote: “China will dominate the textile
and apparel picture and push out virtually everyone,” if
the current historical import trends continue, the
phaseout of quotas on apparel and textiles stays on
track and no other action takes place.

Foote said China has already proven it can domi-
nate apparel and textile trade in a quota-free environ-
ment based on the surges in imports over the past
year in categories where quotas were removed. He
also concurred with the domestic industry’s predic-
tion that China will take over 70 percent of the U.S.
apparel and textile import market in a few short years
if the trade is not restrained.

If China does assume such power, “the textile indus-
try is doomed,” said Foote.

That position would rankle importers who claim the
textile industry’s prolonged downturn is due to its fail-
ure to restructure and compete globally and cannot be
attributable to imports from China.

Perhaps Foote’s philosophy at 62 has helped him
weather the storm and accept the successes and disap-
pointments. He moved from being a young idealist who
served in the Peace Corps in Guatemala to being a real-
ist who learned “you don’t have control over what you
think you have.”

“You understand what you can do and what you can’t
do,” he said. “You have to be a realist.”

Don Foote: 30 Years Tracking Trade

“[If current import trends continue] China
will dominate the textile and apparel
picture and push out virtually everyone.”— Don Foote
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TOKYO — For shoppers looking for garments with
odor-control properties, textile maker Nisshinbo
Industries Inc. has a silver lining.

The Osaka-based company has devel-
oped a new nanotechnology that allows it
to insert silver particles into fabrics, to
give an antibacterial and deodorizing ef-
fect. The company has developed a cellu-
losic fiber impregnated with silver parti-
cles as fine as four nanometers across.
Because the fibers are impregnated with
the particles, the company contends that
fabrics made from them will not lose the
silver content — and its germ retardant
properties — in the wash.

A nanometer is one-billionth of a meter.
While there are other silver fabrics on the market,

Nisshinbo said they feature silver powder on their

surfaces, where they are more susceptible to washing
off. The company also noted that its technology does
not use a binder to attach the silver to the fabric.

Binders can affect a fabric’s hand.
Nisshinbo said silver was traditionally

known to possess antibacterial qualities,
which is one reason that silver eating and
serving utensils were prized.

The presence of bacteria in fabric is a
common reason for garments to smell funny.

The company plans to produce and sell
about 1 million linear meters of silver-im-
planted woven and knit fabrics per year,
beginning with the spring 2004 season. It

will target the silver fabrics at numerous categories
including uniforms, casual wear, shirts, bedding,
nightwear, innerwear, polo shirts and handkerchiefs.

— Tsukasa Furukawa

Nisshinbo Says Silver Yarn Reduces Odors

LAB
CHECK
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By Scott Malone

NEW YORK — As the apparel industry ramps up
for the end of quotas in 2005, U.S. imports of
Chinese-made products are growing at explosive
rates that are expected to continue to accelerate.

Low-cost Chinese manufacturers are proving
themselves to be formidable competitors in most
categories of apparel. But it’s 7,233 miles from
Hong Kong — home of one of the major deep-
water ports from which Chinese goods depart —
to Los Angeles — where many of the imported
garments destined for U.S. retailers land.

China also has to import most of the raw mate-
rials that it needs to make garments, from petrole-
um for synthetic fibers to wool and cotton. China’s
cotton imports since January 2002 have risen from
almost zero to a projection of more than 4 million
bales this year, according to a study recently re-
leased by Cotton Incorporated.

Likewise, for the first nine months of this year,
Chinese exports of textiles and apparel to the U.S.
rose 71.5 percent on a volume basis, to 5.97 billion
square meters equivalent of products valued at
$8.73 billion, according to the most current data
available from the Commerce Department.

That leaves the ocean carriers that ply the
trans-Pacific routes working to boost their capaci-
ty in the China trade. An organization composed
of those carriers recently said its members intend
to try to raise their rates again next year, a move
the Transpacific Stabilization Agreement said was
justified by rising demand.

The Oakland, Calif.-based carrier, American
President Lines, over the next 12 months plans to
significantly boost its capacity on China routes.

“For the second half of this year, we are boost-
ing hull capacity by 10 percent on our main lines,
both the Asia-Europe and trans-Pacific trades,”
said an APL spokesman. “We’re going to increase
it 12 percent more next year.”

Currently, the carrier has the capacity to move
37,500 cargo containers in a given week. Each 20-
foot container, known as a TEU in the trade, is
large enough to hold 1,865 boxes of sneakers.

APL currently includes China stops in 10 of its
12 routes from Asia to North America. The
spokesman said the carrier also is working to
boost the number of ports of call in China it hits.

Brian Moore, director of apparel sales at
Madison, N.J.-based Maersk-Sealand Inc., said
boosting service from inland China is another pri-
ority for carriers. In recent decades, Chinese
manufacturers had concentrated in the Pearl
River Delta near Hong Kong and Yangtze River
Delta near Shanghai.

“The push is on by the [Chinese] government to
move people away from the ports to try to get in-
dustries inland,” Moore said.

That push is seen as an effort by Beijing to gen-
erate more employment in rural areas of inland
farming, particularly as the country continues to
privatize the state-owned operations that once
employed millions.

Because of the lack of ready employment in in-
land cities and rural areas in China’s northern
and western regions, importers report that wages
in those areas also can be lower — a key concern
of many in this cost-cutting environment.

“We have offices in places that I’ve never been
to and that most people have never heard of,” said
Moore, adding the company now has 37 offices in

China. It opened its first China
office in 1994.

Moore said the key hurdle
that manufacturers face in try-
ing to move their factories in-
land is the lack of infrastructure,
such as quality highways con-
necting inland points to ports.

“There’s been improvement,
dramatic improvement, in the
last five or six years, but it still
has a way to go,” Moore said.
“That’s what will send the peo-
ple away from the water, away
from the ports and major cities,
once that’s improved.”
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By John Zarocostas
GENEVA — The economies of most major nations are becoming ever
more dependent on the fast and free flow of goods. Yet trade remains
vulnerable to terrorist attacks on major ports or shipping systems,
which could cost the U.S. and world economy tens of billions of dol-
lars in losses, according to private and public sector experts.

Following the Sept. 11, 2001 attacks, transportation experts
began to warn that the millions of cargo containers traveling be-
tween world ports could be easily used to smuggle weapons of
mass destruction. They have sketched out fears of a possible
nightmarish scenario in which a report that such a weapon was
headed to an unspecified U.S. port could lead to a shutdown of
all ports, bringing billions of dollars in trade to a grinding halt.

Security experts have said the just-in-time distribution model
that many U.S. companies rely on, coupled with an extensive use
of imported goods, means that the closure of any or all major
U.S. ports for a significant period of time could bring commerce
to a grinding halt.

Sten Bertelsen, vice president, trade assurance, at SGS group,
a Swiss verification, testing and certification services firm, said
the world economy has become critically dependent on how
quickly and cost-efficiently goods move across the globe, espe-
cially as companies continue to adopt lean manufacturing, quick
response and make-to-order strategies.

The SGS official cited a World Bank study that found the wel-
fare of the world economy declined by $75 billion a year for
every 1 percent increase in the costs of trade from programs to
tighten border security.

Another study concluded that every day spent in customs adds
nearly 1 percent to the cost of goods, he said.

A senior U.S. official who spoke on condition of anonymity
said that a national U.S. risk assessment would not be completed
before 2005.

According to U.S. Congressional estimates, the U.S. relies on
ocean transport for “95 percent of cargo tonnage that moves in
and out of the country.”

In September, Admiral Thomas Collins of the Coast Guard,
part of the Department of Homeland Security, told a Senate
hearing on transport security that his agency has “completed
port security assessments at 13 of the 55 most significant military
and economic ports in the U.S. and will complete the assess-
ments of all 55 ports by the end of calendar year 2004.”

At the same hearings, U.S. Customs Commissioner Robert
Bonner said sea-container inspections have increased from 2
percent prior to 2001 to 5.2 percent of the estimated 7 million
that arrive in the U.S. each year. 

Bonner said it would be counterproductive and “damaging to
the U.S. economy to inspect 100 percent of the sea containers or
the 11 million trucks that arrive in the U.S. each year.”

Instead, he emphasized, “we must use some risk-management
techniques to identify and screen the relatively few high-risk ship-
ments out of the virtually millions of virtually no-risk shipments.”

Collins said: “A terrorist incident against our maritime trans-
portation system would have a devastating and long-lasting impact
on global shipping, international trade and the world economy.”

He noted that as part of a recent port security training exercise,
the government ran a simulation showing that a maritime terrorist
act would “cost up to $58 billion in economic loss to the U.S.”

According to a U.N. study, that simulation assumed that all
U.S. ports were closed for eight days, and that it took three
months to clear out the resulting cargo backlog.

A recent study by the Rand Corp. on the issue of cargo securi-
ty said it “is clearly an accident waiting to happen.”

The Rand study said one of the challenges is that a cargo con-
tainer changes many hands, causing multiple parties to be re-
sponsible for the same container.

“The real origin of the container can be hidden from officials
at the destination, helped by corrupt officials at intermediate
ports who are willing to falsify documentation,” the study said.

Claude Mandil, chief of the 30-nation International Energy
Agency, which includes the U.S., said energy transport is the
weak link in the heightened post-Sept. 11 attacks security setting,
and has become a more important and strategic concern.

“What is unthinkable now needs to be thought,” Mandil told a
forum hosted by the Geneva Center for Security Policy.

Energy transport, the IEA executive director said, is suscepti-
ble to natural and planned disasters.

TRADE PARLEY TODAY: Preparations for the end of the
World Trade Organization quota system — which is due
to expire in 409 days — will be the key topic at a semi-
nar in New York today. The 15th annual Textiles &
Apparel Trade & Transportation Conference, held by the
U.S. Association of Importers of Textiles & Apparel and
the American Import Shippers Association, runs from
8:30 a.m.-2 p.m. at Manhattan’s Chelsea Piers.

Speakers from the apparel and shipping industries, as
well as the government, will address what’s likely to hap-

pen when the WTO nations drop quotas in 2005, and
what U.S. companies need to do to prepare for that event.

Among those expected to present are Janet Labuda,
director of the textile enforcement and operations divi-
sion of the Bureau of Customs & Border Protection;
Peter McGrath, president of J.C. Penney Purchasing
Corp.; Carlos Arias, executive vice president of the
Guatemalan apparel manufacturer Koramsa, and Brian
McNamara, principal investment officer in the global
manufacturing services department of the International
Finance Corp., a unit of the World Bank.

Former U.S. Senator and NBA star Bill Bradley is to
give the lunch talk.

SHIPPING NOTES

Vulnerable Ports: An Economic Risk

Carriers Boosting China Service
American President Lines is boosting its capacity on China routes.American President Lines is boosting its capacity on China routes.
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Perfect
Past 
NEW YORK — What an original idea. As more and more European mills continue to open up
their extensive archives, designers are flocking to check out the impressive finds, which
include pieces dating as far back as the late 18th century. Especially noteworthy are the
prints, many featuring bold colors and vivid patterns that were created using techniques —
such as hand-wood-blocking and -dyeing — that are rarely used in today’s fast-paced, high-
demand fashion world. Among those to open archive doors are Bucol and Bianchini Férier,
which have been silk sources for the haute couture runways for decades. At Bianchini Férier,
looks date as far back as 1820. Ratti, known for its graphic and colorful designs, touts a
number of fabrics used by Gianfranco Ferré when he designed for Christian Dior in the
Nineties. At Mantero, designers can browse through the 10,000-plus book library, which
includes looks from British neckwear manufacturer Holliday & Brown, recently tapped for
Prada’s fall 2003 collections. Also of note are Liberty’s early 1900s colorful wood-block
prints, which at the time were produced just up the river from William Morris’ printworks
just outside London. — Daniela Gilbert

Komar, 1978

A look from Ratti’s 1993 collection, which

was seen on the Dior runway in 1995.

Bucol, 1904

Bianchini Férier, 1954

Mantero, 1945
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Liberty, early 1900sClerici Tessuto, 1993
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"Everyone would love 
to leave this planet 

better than 
they found it."

Mahinder Singh, retired, born 1936, India

"I think it’s a universal language everyone understands."

A universal thought deserves a universal word. Ingeo™ fibers. Ingredients from the earth. Made from annually
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comforts while respecting our fellow man. We’re changing clothing and fashion while leaving the bigger world
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[will] be a wholly owned Koch
subsidiary.”

KoSa currently has its own
board, headed by chairman Bill
Caffey, who also sits on Koch’s
corporate board. The spokes-
woman said that the initial plan
was for substantially all of
Invista’s 18,000 employees in 50
countries to be offered posts
with the new company.

According to market sources,
KoSa, headed by ceo George
Gregory, has annual revenues of
about $3 billion. Invista had
sales of $6.3 billion last year and
reported an aftertax operating
income of $216 million. Through
the first nine months of this
year, Invista’s sales were up 11.8
percent, though the unit report-

ed a $1.03 billion aftertax oper-
ating loss.

In a statement, Koch chair-
man and ceo Charles G. Koch
said, “This acquisition is an ex-
cellent fit with our capabilities
and vision for long-term
growth.”

Merging the Invista unit with
KoSa would produce a company
with a strong presence in the
three major synthetic fibers:
polyester, nylon and spandex.
Through the late Nineties,
DuPont — once well known for
its Dacron polyester brand —
spun off much of its polyester
business into joint ventures,
which minimized its presence in
that business. It retained a
small specialty branded poly-
ester business, offering products

such as Coolmax.
Invista executives said being

able to offer large quantities of
the three fibers might prove ad-
vantageous.

“Customers eventually will
have the last word, but we will
now have a complete offering
and leverage the total offering
with our customers,” said Bill
Ghitis, president of global ap-
parel at Invista.

On a conference call with
reporters, DuPont chairman
and ceo Charles O. Holliday

called the deal “a bittersweet
milestone.”

A DuPont scientist invented
nylon in 1935 and the company
introduced its first commercial
product made from the fiber —
fake silk stockings — at the 1939
World’s Fair in New York. The
company also invented spandex
and acrylic and is largely credit-
ed with creating the synthetic
fiber business.

DuPont customers and com-
petitors said they were waiting
to see what Invista operations
would look like under the new
ownership.

“I basically view [the deal]
as a continuing consolidation
in the American textile busi-
ness and I think we have to
have a wait-and-see approach
as to what type of a company is
going to emerge,” said Ed
Moskowitz, president of the
New York converter, Fabrictex.

“I hope for everybody’s sake it
remains similar to the DuPont
of old.”

For its history in the fiber
business, he said, DuPont and
Invista “had a very good market-
ing organization, very good
brand awareness and spent a lot
of money in that area. I think it’s
important for them to continue
that brand awareness and mar-
keting growth.”

Bill Girrier, vice president of
sales at the Fall River, Mass.,
U.S. headquarters of Radici-
Spandex Corp., said, “They’re a
definite market maker. I’m cu-
rious to see at which level
they’re going to be leading the
industry in the future. DuPont

has done a tremendous job over
the last 40 to 50 years in creat-
ing markets and reinventing
old ones.”

Invista executives said they
believed there would be an ad-
vantage in being part of a pri-
vately owned company, which
saves them the pressure of
managing the business to meet
Wall Street’s quarterly expecta-
tions. They noted that the cycli-
cal nature of the textile indus-
try in general — and the loom-
ing uncertainties the textile
and apparel trade faces with
the impending end of quotas in
2005 — makes being able to
take a long-term perspective
advantageous.

In recent years, DuPont exec-
utives have made clear they
were not satisfied with the
growth rates of the textile unit,
which prompted the decision to
spin it off. However, they noted

on conference calls with finan-
cial analysts and the media that
the parent and its former unit
would continue to do business
with one another after the deal
is consummated.

They also said DuPont will
retain pension responsibility
for retired workers from the
textile unit, as well as pension
benefits already earned by cur-
rent employees.

Holliday said the company
planned to use the proceeds of
the transaction primarily to pay
down debt and not for future ac-
quisitions. DuPont shares
closed at $39.73, off 46 cents, in
Monday’s trading on the New
York Stock Exchange.

Continued from page 2

“I hope for everybody’s sake it remains
similar to the DuPont of old.”

— Ed Moskowitz, Fabrictex

Textiles & Trade

Koch Paying $4.4B for Invista

Bill Ghitis of Invista said,

“We will now have a

complete offering.”

“Koch Industries is obviously

committed or they wouldn’t be

writing the big check,” said

Invista’s Steve McCracken.

NOTICE OF AUCTION PROCEDURES AND SALE HEARING

PLEASE TAKE NOTICE that on October 10, 2003, the above-captioned debtors and debtors in possession (the "Debtors") filed
their Motion for Order (A) Approving Sale Procedures, (B) Approving Buyer's Breakup Fee and Expense Reimbursement; (C)
Approving Form and Manner of Notice; (D) Scheduling A Hearing to Consider the Sale of Substantially All of the Debtors' Assets;
and (E) Granting Related Relief (the "Sale Procedures Motion") with the United States Bankruptcy Court for the District of Delaware
(the "Bankruptcy Court").  All parties that may be interested in submitting a bid and taking part in an Auction (as defined below) for
(a) substantially all of the Debtors' assets, or (b) one or more of (i) the Debtors' entire denim business line or any particular sub-
stantial asset(s) associated therewith (the "Denim Line"), (ii) the Debtors' entire Jacquards' business line or any particular sub-
stantial asset(s) associated therewith (the "Jacquards' Line"), (iii) the Debtors' entire Carlisle finishing business or any particular
substantial asset(s) associated therewith (the "Carlisle Line"), and/or (iv) particular surplus assets (the "Surplus Assets"), must read
carefully the Bidding Procedures as outlined in the Sale Procedures Order (as defined below).

PLEASE TAKE NOTICE that on November 10, 2003, the Bankruptcy Court entered an order approving the Sale Procedures
Motion and scheduled a hearing to consider approval of the sale of substantially all of the Debtors' assets, or one or more of
the Denim Line, the Jacquards' Line, the Carlisle Line and/or the Surplus Assets, for February 9, 2004 at 11:30a.m. (prevailing
Eastern Time).  You may obtain a copy of the asset purchase agreement (the "Agreement") between the Debtors and WL Ross
& Co. LLC ("WL Ross") for the proposed sale of substantially all of the Debtors' assets to WL Ross, the "stalking horse" bidder,
from the docket in these cases (docket # 222) or by making a written request to the undersigned counsel for the Debtors.

Only those parties that submit Qualified Bids may participate in the Auction (as defined below); if you are interested in deter-
mining how to submit such a Qualified Bid, you must comply with the terms of the Sale Procedures as referenced in the Order
granting the Sale Procedures Motion (the "Sale Procedures Order").  Any party in interest wishing to receive a complete set of
the Agreement (without schedules), the Sale Procedures Motion and the Sale Procedures Order may do so free of charge upon
request of the Debtors' counsel (jbarry@ycst.com).

Any party that wishes to take part in this process and submit a bid for the Assets must submit its competing bid prior to January 23,
2004, at 11:59 p.m. (Eastern Time) (the "Bid Deadline") to:  (a) the Debtors, 804 Green Valley Road, Suite 300, P.O. Box 26540,
Greensboro, NC 27415-6540, Attention: Neil W. Koonce, General Counsel, facsimile (336) 379-6568 -- With copies to:  Paul, Weiss,
Rifkind, Wharton & Garrison LLP, 1285 Avenue of the Americas, New York, N.Y. 10019, Attention: Kenneth M. Schneider and
Andrew N. Rosenberg, Facsimile: (212) 373-2122 and Young Conaway Stargatt & Taylor LLP, The Brandywine Building, 1000 West
Street, 17th Floor, P.O. Box 391, Wilmington, DE 19899-0391, Attention: Pauline Morgan, Facsimile: (302) 571-1253; (b) WL Ross
& Co. LLC, Manhattan Tower, 101 East 52nd Street, New York, NY 10022, Attention: Wilbur L. Ross, Facsimile: (212) 317-4891 -
With a copy to: Stroock & Stroock & Lavan, 180 Maiden Lane, New York, NY 10038-2696, Attention: Lewis Kruger, Facsimile: (212)
806-1230, counsel to the Buyer; (c) Wachtell, Lipton, Rosen & Katz, 51 West 52nd Street, New York, NY 10019, Attention: Richard
D. Feintuch, Facsimile: (212) 403-2248, counsel for the Debtors' prepetition bank group; (d) King & Spalding LLP, 1185 Avenue of
the Americas, New York, NY 10036, Attention: Barry Seidel, Facsimile: (212) 556-2222, counsel to Prudential; (e) Dechert LLP, 30
Rockefeller Plaza, New York, NY 10112, Attention: Glenn E. Siegel, Facsimile: (212) 698- 3599, counsel to the Bond Trustee; (f)
Jones Day Reavis & Pogue, 222 East 41st Street, New York, NY 10017-6702, Attention: Paul D. Leake, Facsimile: (212) 755-7306,
counsel to the Bond Committee; and (g) Hahn & Hessen LLP, 488 Madison Avenue, New York, NY 10022, Attention:  Mark
Indelicato, Facsimile: (212) 478-7400 and Cozen & O'Connor, Chase Manhattan Center, Suite 1400, 1201 North Market Street,
Wilmington. DE 19801, Attention: Mark E. Felger, Facsimile: (302) 295-2013, counsel to the Official Committee.

If a Qualified Bid (other than Buyer's) is received by the Bid Deadline, an auction (the "Auction") with respect to a Sale
Transaction shall take place on January 29, 2004, at 9:30 a.m. (Eastern Time) at the offices of Paul, Weiss, Rifkind, Wharton
& Garrison LLP.  If, however, no such Qualified Bid is received by the Bid Deadline, then the Auction will not be held, Buyer will
be the Successful Bidder, the Agreement will be the Successful Bid, and, at the February 9, 2004 Sale Hearing, the Debtors
will seek approval of and authority to consummate the Sale Transaction contemplated by the Agreement.

Only a Qualified Bidder who has submitted a Qualified Bid will be eligible to participate at the Auction.  Only the authorized rep-
resentatives of each of the Qualified Bidders, the Official Committee, the Debtors' prepetition bank and insurance company
lenders, the Bond Committee, the Indenture Trustee, the Proposed Buyer, and the Debtors shall be permitted to attend the
Auction.   At the Auction, Qualified Bidders will be permitted to increase their bids.  The bidding at the Auction shall start at the
purchase price stated in the highest or otherwise best Qualified Bid as disclosed to all Qualified Bidders prior to commence-
ment of the Auction and, with respect to Qualified Bids for substantially all of the Debtors' Assets, will continue in increments of
at least $500,000.  The Proposed Buyer shall be entitled, in its sole and absolute discretion, to make a revised offer following
such highest or otherwise best Qualified Bid.  The Proposed Buyer shall be entitled to credit bid the amount of the Breakup Fee
($1.8 million)  and Expense Reimbursement (assumed for overbid purposes only to equal $500,000) in connection with any
such revised offer made by Proposed Buyer.  The Proposed Buyer shall not be required to submit a Good Faith Deposit under
these Sale Procedures in connection with any such revised offer.  The highest or otherwise best Qualified Bid shall be deter-
mined by the Debtors in their discretion, after consultation with the Creditor Stakeholders.

At the Sale Hearing, the Debtors shall present the results of the Auction together with the Successful Bid(s) to the Bankruptcy
Court for approval.  If the Successful Bidder(s) fails to close the Sale Transaction(s) contemplated by their Successful Bid(s),
then, without notice to any other party or further Court order, the Debtors shall be authorized, but not required, to close wit h the
Qualified Bidder(s) that submitted the Next Highest Bid(s).

If you seek to object to the sale of the Debtors' assets, you must file and serve your objection on or before February 2, 2004
at 4:00 p.m. (prevailing Eastern Time).  Such Objections must be filed with the Bankruptcy Court for the District of Delaware
and served on the parties designated to receive bids in the Sale Procedures Order.  If any party fails to timely file and serve an
objection, the Bankruptcy Court may disregard such objection.

Dated: Wilmington, Delaware 
November 10, 2003

YOUNG CONAWAY STARGATT & TAYLOR, LLP
/s/ Joseph M. Barry         
Pauline K. Morgan (No. 3650)
Joseph M. Barry (No. 4221)
The Brandywine Building
1000 West Street, 17th Floor
Wilmington, DE  19899
Telephone:  (302) 571-6600
Fax:  (302) 571-1253

- and -

PAUL, WEISS, RIFKIND, WHARTON & GARRISON LLP
Andrew N. Rosenberg
Brian S. Hermann
Erica G. Weinberger
1285 Avenue of the Americas
New York, New York 10019-6064
Telephone:  (212) 373-3000
Facsimile:   (212) 757-3990

Counsel for the Debtors and Debtors in Possession
1 Capitalized terms used and not otherwise defined herein shall have the meanings ascribed to them in the Sale
Procedures.  In the event of an inconsistency between this notice and the Sale Procedures, the Sale Procedures shall govern.
2 The "Creditor Stakeholders," as used herein, means, collectively, the Debtors' prepetition bank and insurance lenders,
the Indenture Trustee, the Bond Committee, and the Official Committee.

In re:

CONE MILLS CORPORATION, et al.,

Debtors.

x

:

:

:

x

Chapter 11

Case No. 03-12944 (MFW) 

(Jointly Administered)

IN THE UNITED STATES BANKRUPTCY COURT
FOR THE DISTRICT OF DELAWARE
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Technology In Depth

For more information, contact Tia Potter, Director Technology and Financial Services, or your WWD sales representative.

WWDMediaWorldwide®

Technology is an integral part of every business - and never more 
so in the fashion, retail and beauty industries.

For the first time, WWD is providing the industry with quarterly in-depth 
technology sections, each of which will be filled with valuable information 

and statistics on the latest technology that can increase productivity, efficiency 
and profitability - from top-of-mind issues and interviews with industry 

executives to case studies and current research.

2004 Section II Dates:
January 7

Close: December 15

May 12
Close: April 28

September 1
Close: August 16

November 10
Close: October 27
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CLOSEOUTS WANTED
We buy any fabrics, even remnants,

buttons, beads and trims. 212-243-4913
OFF-PRICE SWIMWEAR FABRICS

NEEDED IMMEDIATELY
Prints/Textures/Specialty - 500 yds. & Up

Call Anica @ 212-819-9373

TOP DOLLAR FOR
RETURNS,IR’S OR

CLOSEOUTS
WALT  ADAMS INC

T:800-996-4469 F: 800-540-2784
buy@waltadams.com

Velour-Fleece
French Terry Lycra+reg

Drake Fabrics
718-389-8902

Bryant Pk Duplex 1100, 2000, 4500 FT.
20 Ft Ceilings - Great Windows/Views

SoHo-Sublet Penthouse 2000 FT
Prime Manhattan Jon 212-268-8043
Search-www.manhattanoffices.com

GARMENT CENTER REAL ESTATE
For ALL office & loft SPACES

500-20,000 SQ.FT
Under Market Sublets - NO FEE!

525 7th Avenue Shared Shwrm Own Ent

212-947-5500
Paul, Mike, Larry, Don, Jerry or Steve

Showrooms & Lofts
BWAY      7TH AVE      SIDE STREETS

Great ’New’ Office Space Avail
ADAMS & CO. 212-679-5500

Space Wish #6
I wish I wasn’t in a dump. For classier

space, call  Allan Gallaway
Bernstein R.E.    212-594-1414 Ext 251

141 West 36th Street
Office Space available for Sub Lease.

3000sq. ft. Below Market Rate.
Immediate Occupancy.

Email:  RealEstate@Knothe.com

Top Quality Contractor
Leather & Textile, Cut & Sew. Jackets
& Pants. Any Size Lots. Elizabeth, NJ.

Contact Steve or Joe @ 908-820-0547

ALLSTAR TKG & WAREHOUSE
Import/Export, Dist., GOH & Cartons
We Label & Ship - US Customs Whse

Master/Visa  718-945-3500   all-startrucking.com

PATTERN/SAMPLES
Reliable. High quality. Low cost. Fast
work. Custom-made Bridalwr 212-629-4808

PATTERNS, SAMPLES,
PRODUCTIONS

All lines,Any styles. Fine Fast Service.
Call Sherry 212-719-0622.

PATTERNS/SAMPLES
PRODUCTION

Samples & patterns. Full service shop
to the trade. Fine fast work.

212-869-2699

FINANCING
If you have confirmed orders,

but are short of money....CALL US!
Poonam @ (212) 398-9393

Owner Must Relocate...
VERY PROFITABLE  women’s wear

store. 20% + growth yearly since
opening in 1999. Plus, baby store next
door opened July 2002, also growing.
Park Slope. Please call (212) 739-6661

Shanghai, China
LIFETIME OPPORTUNITY!

Western Managed Textile Buying Office
for Sale. Currently selling worldwide
in the U.S.A. Wal-Mart, JCP, Sears.

516-425-6600 / elan@hkstar.com

RESUMES THAT WORK! SINCE 1970
Updating/Phone Interviews

PROFESSIONAL RESUMES, INC.
60 E 42nd Street, NYC 10165
(212)697-1282/(800)221-4425

www.resumesforfashion.com

Account Exec. & Sales Asst.
Growing Eyewear co. seeks bright,
highly motivated people for selling to
department and specialty stores. You
thrive on challenges & want a break-
out opportunity. Must be computer
literate & proficient with sales plans.
Must analyze business at store level.
3 years exp.required with sales a plus. 
Fax resume to: 212-868-9808 or email

sales@corinnemccormack.com

Admin                              Since 1967

W-I-N-S-T-O-N
APPAREL STAFFING

DESIGN*SALES*MERCH
ADMIN*TECH*PRODUCTION

(212)557-5000                 F: (212)986-8437

"ANALYZE THIS"
All levels - Retail Analysts, Retail Plan-
ners, Buyers, POS Planners.......30-90K

"ON THE MARKS"
call 212-986-7329 or fax 212-986-7708

APPAREL JOBS
1)Artists: Boy-Girls-Jrs        2) Spec Technicians
3)Production Mgrs-knits 4)Planners & Analysts
Call (212) 643-8090  or  fax:  643-8127 (agcy)

ART DIRECTOR/
GRAPHIC ARTIST

Luxury jewelry brand seeks very creative,
full time person with experience in up
scale marketing. Responsibilities include,
but not limited to: conceptualize and
design print advertising campaigns,
art direct photo shoots, design small
space ads, create and produce a high
volume of direct mail projects including
invitations, product mailers. Ability to
handle deadline driven and fast paced
environment. Please forward resumes:

Box #1135
7 West 34th Street

New York, NY 10001

ASSISTANT DESIGNER
Major dress Co. seeks organized indi-
vidual to work directly with Designer
in fast paced atmosphere. Must have
1-2 yrs. experience. Knowledge of fabric
and trim market. Help run sampleroom,
keep track of sample cuts, cost garments,
be efficient, enthusiastic & able to handle
varied duties. Computer literate.

Please fax resume attention Laura:
(212) 869-1835 or

Email: lauraf@jh.starlo.com

ASSISTANT TO
TECHNICAL MGR.

NEO-CONCEPT,  Major high-end
Private Label Knitwear Manufacturer,
has an opportunity in their NYC Office
for an assistant to the Technical Mer-
chandise Manager. Must have strong
organizational skills, speak/write/read
Chinese, be able to handle multi-
tasking, and can work in fast paced
team oriented environment. Some knit
background is great but not critical.
Must be computer literate. Key respon-
sibilities will be to follow up with over-
seas factories in HK and China. Fax
resume to: 212-391-1307 Attn: Glenda.

Assistant to VP Sales
Exciting opportunity for experienced,
energetic, personable individual with
strong communication & excel skills.
Attention to details and follow up are

key. Fax or email resume & coverpage
to: CHRISTINA SWIMWEAR

212-764-8860 or renee@christina.ca

ASST DESIGNER
For men’s outerwear company. Must
be hard working, aggressive and have
2-3 years experience. Must have Web
PDM exp. Fax resumes to 212-403-0801

CAD/TECH DESIGNER - Major Intimate
Apparel Co. seeks a creative individual
w/minimum 5 years exp. Must be profi-
cient in Illustrator. Fax/E-mail resume:

212-686-1338 / jcee411@aol.com

CHILDRENS DESIGNER (2)  $$$$$
Must be creative to work for mass mkt
childrenswear co. (1) Girls 4-14 (2) Boys 2-7
Fax Resume Attn Carla 201-894-1186

or email Cdeberry@karlyn.com
KARLYN FASHION RECRUITERS

CLERICAL ASSISTANT 
Highly detailed clerical asst needed

for fast paced children’s dress co.
Must have computer knowl, including
excel & a desire to grow. Fax resume

Attn: Fran Giuffre  212-244-6794

DATA ENTRY OPERATOR
Must have some knowledge of the
GARPAC Apparel System.  Candidate
must be able to handle high volume
of work in a busy office.  Overseas
production experience preferred.

Fax res w/sal reqs to 646-674-9339

Design

ASSISTANT DESIGNER
Leading better separates co. seeks the
"Too Good To Be True" organized, moti-
vated, creative firecracker willing to do
whatever it takes! Must have drawing
skills, spec, sketch, technical packages,
embroidery layouts; Computer skills a
plus. 2-3 years experience a must. Please
Fax resumes to Natasha: 212-302-3872

DESIGNER-3+ yrs designing Toddler-
6x Girls hi-fashion sportswr w/a Jun-
ior look/all phases/MAC nec. $70-80K
Les Richards Agcy (212) 221-0870

DESIGNER $75K++
Girls 4-16. Licensed. Branded.

FASHION NETWORK 201-503-1060/Fax 1070

DESIGNER - Freelance
Contemporary Knitwear Co. seeks
creative individual with strong back-
ground in better knitwear. Please Fax
or E-mail resumes to:

415-440-5045 / ana@portollc.com

DESIGNER
Seeking outerwear Designer for all
men’s leather and textile outerwear.
Must be Web PDM literate and have

minimum 5 years exp in Urban/
Outerwear. Please fax resume to

212-403-0801

DESIGNER - SOCKS
Seeking an experienced (4+ years) and
talented sock designer for growing
company. Knowledge of yarns, con-
struction, market trends, important.
Experience with computer sock graph-
ing is required. Proficiency in Illustra-
tor, Point Carre or any other sock
graphing software a must. Please send
resume Attn: Design 212-251-0076.

DESIGNER
Sportswear co. seeks an experienced
designer for updated missy line. Must
be on trends, have fresh ideas, a good
color sense and meets deadlines. Great
opportunity. Fax resume: 212-391-1530

DIGITIZER GERBER $$$$
Better Bridge Manufacturer

MayJessilyn@aol.com Call 212-947-3400

FABRIC COORDINATOR
We are a womens private label apparel
company seeking an experienced and
energetic individual skills to work in
our growing fabric department. Min.
3 - 5 years fabric sourcing experience.
Some travel required. Merchandising
background is a plus. Good computer
skills required.
Please fax your resume to: 212-382-2421

Attn: Anne

GRAPHIC ARTIST
Boys illustrator to draw conversational
elements for Sleepwear Co. Must have
Exc drawing ability in Illustrator &
Photoshop on Mac. Proficient in
different line art styles. Min 3 yrs exp.

 Fax resume to 212-279-2590

GRAPHIC DESIGNER/ARTIST $70K
Young Men Urbanwear

SusieJessilyn@aol.com Call 212-947-3400

GRAPHIC DESIGNER to $50K
 Young mens.  Hang w/Old Navy,Gap, A&F
             Jennifer *Just Mgmt* 800-544-5878

Jennifer@justmgt.com

"ON THE MARKS"
PRODUCTION ASST..................30-35K
PRODUCTION MGRS.................50-70K
TECHNICAL DESIGN................50-80K
DESIGNERS (All Areas).............40-80K
GRAPHIC DESIGNERS.............40-75K

Reception, Admin Asst, Temp & Perm Avail
call 212-986-7329 or fax 212-986-7708

PATTERNMAKER

Asst. Patternmaker
Must have Bachelor’s degree in
Patternmaking. Must be able to finish
off patterns, make facings, cutter’s
musts, etc. Please fax resume to:

212-244-6384

PATTERNMAKER
Women’s designer company seeks
a highly skilled production pattern
maker with experience in sportswear
and suiting. Evening gown exp. a plus.

Fax resume with salary request to:
212-764-6646

PATTERN/PRODUCT DEVEL OPMENT
to $45K.PA loc. Sewing/pattern develop, exp

               Allen*Just Mgmt* 800-544-5878
Allen@justmgt.com

Prod’n. Patternmaker Asst.
Children’s Wear Co. seeks person for all
aspects of production patternmaking,
including entry (digitizing), grading &
marking. Specs involved. Lectra system.
NJ location. Fax resume: 732-775-8089

PROD’N PATTMKR $70K
Runway Designer

ToddWayne1@aol.com Call 212-947-3400

PRODUCT DEVELOP.
ASSOCIATE

Wanted for mens/boys swim-wear and
wovens importer for execution of product
packages communication skills with
overseas factories essential. 3 years exp.
required. Fax resume to 212-695-1050

Production Assistant
LONG ISLAND LOCATION

MAXX NEW YORK , leading mfr. of
Designer Handbags, seeks responsible,
extremely organized, detail oriented
individual to assist Product Development
Mgr. and handle administrative duties
in Jericho office. Fashion/Accessories
& computer background a must. Fax
resumes to Andrea at: 516-933-0278

Production Assistant
Private label importer seeks detail
oriented individual with two years
experience in Knits and Wovens. Must
be proficient in Excel and Word. Good
organizational and communication
skills and the ability to multi task.
Salary range 30-35K. Email resume to:

HR@wenlockfashions.com

Production Coordinator
Sportswear Company seeks organized
and highly detail oriented individual
with strong sense of color and knowl-
edge of any phases of production from
design to final product. Responsibili-
ties include tracking and approval of
fabric quality, lab dips, costing, and
quota knowledge shipping, ticketing
and excellent. Communication skills
with overseas factories. 3+ years expe-
rience required. Fluent English &
Chinese. Fax resume to: 212-221-3726

Production Coordinator
Walmart + CTL Exp.

Apparel Staffing, Ltd.    Fax (212) 302-1161

Production Manager
High profile designer house seeks a
detailed, organized person with 5 years
exp.. garment construction & fabric
knowledge a must. Fax: 212-398-7765

Production/Spec
Jr co seeks organized indiv. to do
spec/prod work in Brooklyn. Respon.
include specing, ordering fabric &
maintaining prod schedule. Comp
skills nec.  Fax  resume: 212-213-9869

SALES EXECUTIVE 
Leading childrens wear manufacturer
seeks energetic and motivated account
executive for it’s dept store license
division. Ideal candidate will have a
minimum of three years experience
selling the upstairs and mid tier
markets with an understanding of
character licenses. This is a career
opportunity.

Fax resume in confidence to
212-967-8108  Att DM

Seamstress/Sewers
Couture House seeks professional
Seamstress / Sewers experienced in
couture suits and Gowns. English speak-
ing preferred.   Pls call 212-869-3844.

SEAMSTRESS/TAILOR
Fusha Design Inc., based in N.Y.C.
Fashion District, seeks seamstress/tailor
(FT/PT) Minnimum 5 years experience.
For more info all Cindy at: 212-564-7741

Sewer/Samplehand
10 years experience working in high-
end women’s designer house a must.
Fax resume to: 212-398-7765

SPEC TECHS, SPEC TECHS, SPEC TECHS 
I NEED SPECH TECHS

SusieJessilyn@aol.com Call 212-947- 3400

SR. DESIGNER $90K
Young Mens Urbanwear

SusieJessilyn@aol.com Call 212-947-3400

SR DRESS DESIGNER $120K 
Better to Bridge Market

Daywear to Evening Wear Dresses
SusieJessilyn@aol.com Call 212-947-3400

Star of India Fashions
Increasing demand has created excit-
ing opportunities in our New York
office for the following positions:

DESIGNERS:
• Junior & Missy moderate.

SALES EXECUTIVES:
•Missy/Plus Dresses & Sportswear.
•Girls 7-16.
Must have significant dept & chain
store contacts.
Fax or e-mail resume to: 212-921-7697 /
VISHI.ARYA@SOIFASHIONS.NET

Tailoring Expert
Ladies apparel company seeking expe-
rienced technical manager for jackets
to live overseas. Must have full range
of from making a pattern, fitting,
draping, sewing etc. to delivering a
perfect product. Good communication
skills also required.

Please fax resume to:  212-382-2421
Attn: Shelley

T.D. Mgr Menswear...................................$100K+
T.D. Foundation, Lingerie/Swimwear...$45-70K
T.D. Jeanswear Bottoms..........................$75-80K
T.D. Outerwear..........................................$80-90K
T.D. Woven Bottoms......................................$80K
T.D. Related Separates..................................$75K
T.D. Wovens/Tops......................................$65-75K

Careerwear Dresses. Better Designer
ToddWayne1@aol.com Call 212-947-3400

TECH DESIGNER - Sweaters
Est’d. private label Sweater Co. seeks
highly motivated professional with 3-5
years experience. Qualified candidate
must have knowledge of technical
sweater specs, grading & flat sketching.
Position requires ability to manage all
technical communication with overseas
office. Computer knowledge and CAD
experience required. Please Fax resume
with salary history to: 212-764-2970

TECHNICIANS
WOVEN & KNITS

For missy customers, at least three
years experience required.

Please send resume with salary history
to Fax: (212) 395-9311, Attn. Jerry or

Email: Edward@valentinostudio.com

Textile Artists
Seeking exp. photoshop freelance
textile artists. Call 212-244-1426

TEXTILE CONVERTER ASST.
Must be computer lit. Good communi-
cation skills nec. Follow-up w/
salespeople, buyers & vendors. Prep
S/D, L/D’s, S/Samples.
Fax resume to 212-695-7548  attn RD

SALES REP WTD.
Est’d Jr. line mfr. seeks

 Sales Reps. w/ the
following qualifications:
- Denim/Woven Bottoms
Rep. w/ national brand
sourcing experience.
- 5+ yrs. exp. rep. w/

 significant Department &
Chain store contacts.

 eliaskim@dmbmla.com or
Fax: (323) 981-1601

ACCOUNT EXECUTIVE
Gianfranco Ferre’-Red Label
Plus size division of leading Italian
design house seeking account executive
for NY showroom. Candidate must have
5+ years experience in the plus size
market, existing relationships with Major
Dept./ Specialty stores, and be a
motivated self-starter with excellent
communication skills.

Fax resume: 212-581-6756

Cecile & Jeanne
A European leader in fashion jewelry,
is seeking exceptional, highly motivated
sales associates for full and part-time
floor positions at its exclusive Manhattan
boutiques. The ideal candidate will have
a minimum of 3 yrs. sales experience in
fashion retail, high-end preferred and
have excellent customer communication
skills. Compensation includes base salary
and incentive bonus plus employee dis-
counts on jewelry.
Please fax resumes to: (212) 595-5097

Children’s Wear
High-end French children’s line seeks
energetic Sales Reps for East Coast,
NY based. Must have at least 2 years
experience with high-end dept. stores
& specialty boutiques. Strong follow-up
skills a must. Great benefits package.

Fax resume to: 212 706 9532

Children’s Wear
Well est’d. NJ Based Wholesaler seeks
exp’d. Salesperson. Excellent opportunity
for right candidate. Fax resume/account
list in confidence to: 201-553-1960
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PARIS — It probably weighs in
at a kilo, or 2.2 pounds, and con-
tains as many words as Samuel
Richardson’s inconceivably long
18th-century epistolary novel,
“Clarissa.” Yet, alarmingly, Swiss
curator Hans Ulrich Obrist calls
his opus, “Interviews, Volume 1,”
just the beginning.

It is the first phase of a spraw-
ling project that its creator calls
“an infinite conversation.”
“There are probably 4,000 pages
of interview transcripts,” says the
fast-talking Obrist, curator at the
Musée d’art Moderne de la Ville
de Paris. He continues to gather
more weekly, as each interview,
he says, “triggers” the inspiration
for more. Undertaken as a side-
line to his primary activity of cu-
rating and teaching, “Interviews”
is a compendium of the “daily
conversations” he has had with
friends and collaborators over
the past decade.

His interviewees include, nat-
urally enough, famous contempo-
rary artists Matthew Barney,
Gilbert & George and Maurizio
Cattelan, as well as trend-setting
architects Rem Koolhaas and
Zaha Hadid. But among the
dozens of other alphabetized en-
tries are influential artists from
previous generations, such as
Vito Acconci, and esoteric Euro-

pean intellectuals.
Who in the wider world knew,

for example, that the 1968 Milan
Triennial organized by Giancarlo
De Carlo, “Large Numbers,” was
a legendary moment for contem-
porary thinkers about architec-
ture and urbanism? Well, it was.
An interview with Italian archi-
tect Stefano Boeri, the recently
appointed editor in chief of
Domus, signals the event’s im-
portance. An interested reader
can then go to Obrist’s interview
with De Carlo to find him talking
about his inspiration, Japanese
architect Arata Isozaki, who is
also interviewed in volume 1.

The book functions as an un-
structured but complex re-
search archive that lets read-
ers “click” through relevant
“links” from chapter to chap-
ter, surfing through post-war
intellectual history.

“Everyone can choose his or
her own path through the book,”
explains Obrist. “The connections
between people are not drafted.
You don’t read it in a linear way.”

It’s doubtful that many could,
given Obrist’s intellectual
breadth. After all, he is the one
commonality, like a human
search engine uniquely able to
navigate the entire Web.

When Obrist began recording

these conversations in coffee
shops, restaurants, planes,
trains and automobiles, he didn’t
plan to publish the interviews. A
decade into the project, he real-
ized their potential value.

“The question was what to do
with the interviews,” says Obrist,
adding that Francesco Bonami,
curator of the last Venice Bien-
nale (another collaborator and
interviewee) connected him
with Pitti Immagine,
who funded the pub-
lication of volume
1. “We decided to
publish the in-
terviews as they
were recorded.”

The book is a
long way from
the art history
tomes of old-fash-
ioned curators, but
it accurately demon-
strates the role Obrist sees
for himself in today’s art world.
“J.G. Ballard [the novelist who is
yet another interviewee] defined
a curator as a junction-maker,”
says Obrist. “It’s about triggering
dialogues and collaborations —
building communities.”

Obrist’s New York community
will turn out for him today when
Pitti Immagine launches his
book at the Dia Center for

Contemporary Art.
Matthew Barney will

introduce the happen-
ing, which also includes a

“conversation” between two
puppets representing artists
Philippe Parreno and Rirkrit
Tiravanija, yet more inter-
viewees and collaborators.

What finally sets “Interviews”
apart from standard journalistic
interviews is the depth of
Obrist’s relationship with his
subjects. He talked to Mexican
artist Gabriel Orozco for 10
years, for example, before they
finally arrived at the all-impor-

tant interview. Previous at-
tempts to record or film a dia-
logue failed, recalls Obrist, be-
cause the artist was never com-
fortable with having his voice
mechanically reproduced.

Finally, Obrist began scrib-
bling notes, which magically al-
lowed the elusive interview to
occur.

“That gave it exactly the right
pace,” says Obrist. “I’m not
working on a deadline. This is
more about pastime than dead-
line. It’s about waiting for the
right moment.”

— Kevin West

An Endless Series of Conversations

&
People

Arts

Hans Ulrich
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ACCOUNT EXECUTIVE - NEW YORK
As a leading manufacturer of active wear,

we are launching a powerful collection
of Loungewear in January 2004. Our focus is on the high

volume mid-tier Department Stores where our
New York Laundry line of active wear is currently sold.

Minimum 5 years experience
Sleepwear/Loungewear connections required

E-mal: Theresa@martinstuartltd.com
Fax: 305-836-8203

CORPORATE APPAREL/UNIFORMS
Sales Positions Available 

NYSE listed company, located in California, has sales positions available
throughout the United States in the exciting & growing Corporate Apparel
Uniform Industry. The successful candidate must have at least 3-5 years
experience in selling Business-to-Business apparel programs. Experience
in selling Corporate Apparel or Uniform Apparel programs to major Fortune
500 customers is advantageous. We require a 4 year degree from an
accredited college or university.
We are entering this lucrative market on 2 fronts. We will have a
catalog of corporate casual and tailored apparel that will be carried in-stock
and will be offered to a variety of industries/customers and we will custom
design and manufacture apparel programs for those customers who want
their own identity.
Come join our company and be part of a new and exciting business
venture!!. Our benefit package, salary and commission structures are very
attractive and competitive. We are an Equal Opportunity Employer.

Please send resume and contact information to:
elware@tmw.com

Ref: Corp Apparel Sales

SALES REPRESENTATIVES
Well established LA based Jr./Missy manufacturer is
looking for highly motivated sales team.

The Company is well-known for Jr. resources for over
8 yrs and has significant volume in product
development with specialty chain stores.

Individual must have accounts and firm relationship
with major dept. stores and/or specialty chains.

Send resume and salary history to (323) 846-9500, Attn: H.R.

DESIGN ASSISTANT
Established Legwear Company seeks
bright, energetic, efficient, design
assistant to act as liaison between
design, manufacturers, and quality
assurance, establishing and managing
approval archives for product and
color on a seasonal basis. Also, respon-
sible for maintaining design room and
product library and assisting in
preparing presentation boards. Must
have good eye for color and design
detail, strong communication skills
and terrific follow through.

Fax resume to: 212-629-8150

Est’d. Missy Shirt Co. with a designer
label, is ready to expand into Petite &
Plus Size market. This is a great oppor-
tunity for a person with a following in
Special Sizes. 5 years exp and serious
relationships w/retailers a must. Reply to:

Box#M 1134
c/o Fairchild Publications
7 West  34th Street, 4th Fl

New York, NY 10001

EXCITING OPPORTUNITY
Domestic/Import Contemporary Sweater
Co seeks experienced salesperson. Must
be organized, detail-oriented and self-
motivated. Minimum 3 years experi-
ence.  Room for growth.  Fax resume to:

212-768-2102  ATT: Kim Famoso

FAST GROWING LINE 
7th Ave Designer Sportswear Company
seeks experienced salespeople to grow
its expanding collections. Candidates
should have min. 5 years designer level
experience. Fax resumes to 509-757-7814

GREAT OPPORTUNITY
Join a successful women’s apparel Co.

On the rise and here to stay

LAUNCH   DEPT. STORE LABEL
Sales pro with established relation-
ships with Dept. Stores. Collection ca-
ters to the contemporary/updated mis-
sy mkt better to moderate price points

PRIVATE LABEL SALES
pro with established relationships with
Specialty, Chain, and Dept. Stores &
Catalogs. Catering from moderate to
Bridge price points. If your first priori-
ties are your career and making
money Fax resume to: 212-768-7773,
e-mail DBillett@NYC.RR.com Salary
& commission. Great work environ-
ment with excellent benefits.

Retail Sales
Madison Avenue Salon
Looking for high-end sales professional with
minimum 3 years retail experience. Must be
motivated and customer service oriented.
Luxury eveningwear customer following a
plus.   Salary/Commission/Benefits

Email resume:hotjob01@hotmail.com

Sales Associates
LA PERLA

Strong retail and mgmt. skills for NY
stores. Please fax resume to Sarah @

(212) 459-3413

SALES REP./ACCT. EXEC.
Est’d LA based Jr. (Budget/Moderate)
cut & sew garment mfr. w/ 15 yrs. history
seeks a strong exp’d NY based Sales
Rep w/ significant Dept. & Chain store
contacts to work from our NY showroom.
Serious candidates must be highly
motivated, organized & have a min. of
5 yrs. exp. Pls. fax or email resumes to:
(213) 765-0305 or bexzro@yahoo.com

ADLER LEATHER
COATS & JACKETS
established since 1955

IN STOCK YEAR ROUND
ESTABLISHED N.Y.C. SHOWROOM

NEW HIGH-END LABEL
Seeking Reps for

East Coast & Southeast
Must Have Dept. Store Following

Fax resume to:
Roger Marshall, V.P. Sales
818-361-9659

Fashion Jewelry Line
Well-established New York/Hong Kong
based Co. is, for the first time, seeking
U.S. Professional Rep(s). Must possess
strong Dept. & Specialty Store contacts.

Fax resume to 212-564-8811 or
E-mail to Ronald@joannshe.com

***APPAREL EMPLOYERS ***
Do you need exp’d DESIGNERS, PRODUC-

TION, ACCOUNTING, TECHNICAL etc. staff?
**CALL 973-564-9236  Jaral Fashion Agcy.**
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Today’s no-iron cotton isn’t afraid of the red-eye. Buy it for what it does. Buy it for what
it doesn’t do. Cotton. The fabric of our lives®. www.cottoninc.com


