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Petal Power
NEW YORK — After a relatively quiet week of bridal 

shows in New York, Vera Wang closed out the season 

on Friday with a breathtaking, imaginative collection 

of bridal gowns. Dramatic silhouettes and proportions 

with layered techniques and treated fabrics were key 

elements. Here, Wang’s column dress with tone-on-tone 

eyelet petal embroidery. For more on the season, 

see pages 6 and 7.
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See Wal-Mart, Page 14

Slowing Expansion Plan: 
Wal-Mart Cuts Openings, 
Tweaks Fashion Formula
By Katherine Bowers 

Wal-Mart announced plans Monday 
to adjust its growth model, scoring 

a hit with Wall Street.
The world’s largest retailer will slow 

the pace of U.S. expansion and spending 
next year as it seeks to improve returns 
and jump-start its stock price.

In another key shift, the company 
intends to halt a market saturation 
strategy in which giant supercenters 
— stores of at least 100,000 square 
feet or more — were built a mile apart, 
which cannibalized existing store sales 
and was unpopular with some investors.

Wal-Mart, which has been lagging 
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FASHION
Bridal designers are looking to rtw for inspiration, drawing on elements 
such as bows, pockets and high necklines to create more modern gowns.

GENERAL
Wal-Mart said expansion has become more expensive and it will scale 
back in the U.S. as it seeks to improve returns and boost its stock price.

Robert Lee Morris is evoking his old friend in two new lines: The Andy 
Warhol by Robert Lee Morris line and the Factory X collection.

Sharon Stone used scissors once belonging to Christian Dior to cut the 
ribbon on Dior’s new fl agship at Moscow’s GUM department store.

EYE: Talking with Ricky Lauren about her new book, “Ricky Lauren: Cui-
sine, Lifestyle and Legend of the Double RL Ranch,” due out this week.

TEXTILES: When designers, vendors and retailers come to the Los Angeles 
International Textile Show, they won’t fi nd too many basic fabrics.

The fashion industry is keeping a close eye on key Congressional races, 
as Democrats seek to tip the balance of power in the House and Senate.
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● SAKS CHANGES: Continuing to downsize its corporate office 
in Birmingham, Ala., in the wake of sell-offs, Saks Inc. said three 
executive vice presidents — Douglas E. Coltharp, chief financial 
officer; Kevin G. Wills, finance and chief accounting officer, and 
Charles J. Hansen, general counsel — will resign on May 4. At 
that time, Michael G. Archbold will become executive vice presi-
dent and chief financial officer, assuming responsibilities han-
dled by Coltharp and Wills. Archbold is currently chief financial 
and administrative officer for Saks Fifth Avenue Enterprises. A 
search for Hansen’s replacement is under way. Saks Inc. recently 
sold Parisian and its Southern Department Store Group to Belk 
Inc. and its Northern Department Store Group, consisting of 
Carson Pirie Scott, to the Bon-Ton Stores Inc., to focus on Saks 
Fifth Avenue Enterprises. Corporate executive functions are 
being folded into the Saks offices in Manhattan.

● ARMANI IPO A NO-GO: A Giorgio Armani SpA spokesman 
Monday denied an Italian press report suggesting the firm is 
preparing to list shares on the stock market. “Any meetings that 
we may be having with members of the financial community are 
simply part of our overall approach of providing information in 
an open and professional way to those who follow our sector as 
exemplified by the way in which we publish our annual report,” 
the spokesman said. The article, which ran in Monday’s Corriere 
Della Sera, said Armani has been in contact with both Morgan 
Stanley and Merrill Lynch regarding a stock market float. The 
paper cited unnamed sources valuing Armani between 3.5 bil-
lion euros, or $4.42 billion, and 5 billion euros, or $6.31 billion.
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Morris Evokes Warhol in Two Collections

The photos of Mariana Ximenes 
(left) and Melanie Doutey (right) 
were transposed in “Rising Stars,” 
page 18 of WWDFast, published 
Oct. 19. 

●          ●          ●
Bobbi Brown’s Bath scent is made 
by Firmenich. This was incorrect 
in a story on page 8, Friday.

Corrections

NEW YORK — Robert Lee 
Morris goes way back with 
Andy Warhol.

The 59-year-old jew-
eler is a Warhol devotee 
and even opened his fi rst 
retail venture in 1977 
— Artwear on 74th Street 
and Madison Avenue, 
near where Warhol was 
then planning on opening 
his Andy Mat restaurant 
— in hopes of hobnobbing 
with the artist. Although 
the restaurant never did 
open, Warhol eventually 
inducted Morris into his 
infamous clique, which in-
cluded Liza Minnelli and 
Stephen Sprouse. Now 
Morris is returning the 
favor by introducing two 
jewelry lines based on his mentor.

“Andy was a hero and a peer,” 
said Morris, who collaborated with 
the artist on covers of Interview 
magazine, which Warhol edited. “He 
would be so happy [that I’m doing 
this]. It’s a dream come true to him. 
He would always say, ‘I wish I had 
the time to make jewelry.’ He loved 
jewelry — he was a freak for it.”

The collections are divided by price 
and materials. The Andy Warhol by 
Robert Lee Morris line is made with 
silver and will retail for $60 to $900. 
Styles include famous Warhol icons 
like the dollar sign, Pop Art fl owers and logos such 
as Brillo. The Factory X collection will retail from 
$1,000 up to $10,000 and uses materials such as 18-
karat gold and diamonds, with an emphasis on one-
of-a-kind and limited-edition pieces.

Warhol-mania has crept into the fashion lexi-
con again. In addition to Barneys New York cele-
brating the artist in its holiday windows, the Andy 

Warhol Foundation for the Visual 
Arts has given out several licenses 
recently, including Seiko for fashion 
watches and Levi’s for jeans.

Inspiration for the jewelry collec-
tions was vast, according to Morris, 
who has not yet shown either to re-
tailers, although the fi rm is aiming 
for major department stores for the 
lower-priced line and upscale spe-
cialty stores for the higher-priced 
one. The collections are slated to 
bow at retail in February.

The Warhol collection is a de-
parture from the fl agship brand’s 

organic and earthy jewelry with hand-hammered 
hoop earrings and oxidized metal necklaces. But 
Morris, who often sells his wares on QVC, has pre-
viously dabbled in licenses. Robert Lee Morris, 
which is co-owned by M. Fabrikant & Sons and 
Clover Corp., also holds the jewelry licenses to 
Warner Bros. and DC Comics.

— S.C.

Andy Warhol by Robert Lee Morris necklace and cuff.

An Interview 
cover that Morris 

and Warhol 
collaborated on.

THE LONG-AWAITED SALE OF KATE SPADE 
LLC appears to be nearing fruition.

Industry sources indicated Monday that 
Spade could be fi nalizing a contract with Liz 
Claiborne Inc., with one minor 
issue left to be ironed out.

Spade, the New York-based 
accessories firm founded in 
1993 by husband-and-wife team 
Kate and Andy Spade, and two 
other partners, Pamela Bell 
and Elyce Arons, was put on 
the market by Neiman Marcus 
Group in September 2005.

Neiman Marcus acquired 
a 56 percent stake in Spade in 
1999 for $33.6 million from Alex 
Noel Inc. Texas Pacifi c Group 
and Warburg Pincus LLC, two 
equity fi rms, bought NMG for 
$5.1 billion in May 2005.

Industry sources have said 
the reasons for the drawn-out 
sale were that the brand had 
lost its design appeal and because of discussions 
over the Spades’ roll in the company under any 
new owner. Other sources said that Spade was 
not worth the reported $100 million asking price. 
However, in July a Spade spokeswoman told 

WWD, “The selling price has absolutely nothing 
to do with why that sale has not been fi nalized. 
This next move for Kate Spade is an important 
one, and they want to make sure it is in the best 

interest of the brands. Kate and 
Andy Spade and their partners 
are not in a hurry to negotiate 
the future of their company, but 
are only interested in the right 
strategic partners.”

VF Corp. and Accessory 
Network Group also were said 
to be looking at Spade earlier 
this year.

Kate Spade, a former fashion 
editor, became one of fashion’s 
darlings in the early Nineties 
with her signature utilitarian, 
but feminine, nylon bags bear-
ing the brand’s minimal black-
and-white logo. The company 
has since veered into myriad 
categories, including footwear, 
eyewear, fragrance, tabletop, 

stationery and a luxe line called Collect, featur-
ing exotic skins.

Spade has 19 Spade stores, one Jack Spade 
men’s store and four outlet stores.

— Sophia Chabbott

Liz Said Close to Acquiring Spade

Kate and 
Andy Spade

THE TIGER COMPANIES
NEW FALL COLLECTION READY FOR VIEWING

Join our Fashion of the Week to view
our newest and most fashionable items at 

Fashion@Tigerbutton.com

Tel: (212) 594-0570  Fax: (212) 695-0265  Website: www.tigerbutton.com
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MOSCOW — Following her fashion in-
stinct last Thursday, Sharon Stone hoist-
ed scissors that once belonged to coutu-
rier Christian Dior and helped cut the 
gray satin ribbon on Dior’s latest high-
profile flagship: a 3,650-square-foot unit 
in the GUM department store on Red 
Square here.

“Luxury is really booming” in Moscow, 
said Dior president Sidney Toledano, cit-
ing brisk sales over the weekend of fur 
coats, diamond jewelry and high-end 
handbags. “The market is becoming more 
and more sophisticated.”

Eager to tap into the country’s burgeon-
ing wealth, European luxury brands are 
fortifying their presence in the Russian 
capital. And Dior is among the latest to 
start operating stores in Russia directly, 
rather than with a local partner. 
These include its eight-year-old 
unit on Stoleshnikov Pereulok in 
central Moscow, which will now be 
operated by a Dior subsidiary.

Toledano declined to give sales 
fi gures for the region but charac-
terized Russia and Eastern Europe 
as “one of the key markets” for 
Dior over the next three years, 
where sales are already on par 
with the best of western European 
countries. He hinted at additional 
openings in the next 18 months in 
Russia and neighboring republics.

He also stressed that Russians 
rank among Dior’s most important 
clientele worldwide, snapping up 
luxury goods in Paris, Saint-Tropez, 
Geneva and the United States. “And 
they will be traveling more and 
more,” Toledano predicted. “The 
look is so up-to-date when you go 
to restaurants in Moscow, you can’t 
believe it.” 

Dior feted its Red Square arriv-
al in lavish style, with a press con-
ference given by Bernard Arnault, 
chairman of LVMH Moët Hennessy 
Louis Vuitton, and a cocktail party 
in the store for about 600 VIPs, 
among them the ballet dancer Ilse 
Liepa and assorted Russian actors 
and television stars.

A dinner of beluga caviar and 
roasted lamb — washed down with 
Belvedere Vodka and vintage Dom 
Perignon — followed for 250 guests at 
Turandot, a gilt-encrusted new restau-
rant with a giant cupola. In specially de-
signed salons, models posed in couture 
dresses by John Galliano. Guests were 
also treated to a performance by the jazz 
singer Viktoria Tolstoy, the great-grand-
daughter of Russian writer Leo Tolstoy.

“We see how quickly the wealth of 
Russians grows,” Arnault told the Russian 
news agency Prime-Tass. “Not long ago 
Russia was in debt, but now it miracu-
lously restores its fi nancial position.”

Stone gave a press conference of her 
own at the Maly Theatre, which was rent-
ed specially for the event. “I am glad to 
get back to Russia. I cannot help admir-
ing the beauty of Russian women,” said 
the 48-year-old actress, in town to pro-
mote Dior’s Capture Totale and boost an 
already rosy beauty business.

“The brand acceptance and desirability is 
very strong among the Russians,” Toledano 
said, characterizing the company’s beauty 
business as number one in the market.

“Russia is a fragrance-oriented market 
with a deeply anchored gifting tradition,” 
said a Dior spokesman. “Makeup is also 
very strong,” he added, noting Russian 
women love novelties. “For a brand like 
Dior, [which is] capable of offering a range 
of sophisticated glamorous products with 
a sustained rate of innovation consistent 
with the brand, the success is huge.”

Skin care lags behind fragrance and 
makeup in the market, however, it’s 
“catching up rapidly,” the spokesman 
said. “Russian women read a lot and are 
[becoming] more and more educated 
about products.”

To be sure, Dior has a long and color-

ful history in Russia, stretching back to 
1959, when its founding couturier staged 
a series of high-profi le fashion shows in 
Moscow to promote new business agree-
ments there. Some 11,000 people took in 
the glamour, prompting a delegation of 
Moscow fashion houses to pay a visit to the 
Paris couture house and its lingerie manu-
facturer in Lyon.

But Dior’s retail presence in the 
Russian capital is far more recent. The 
first boutique, selling fragrances and 
accessories, opened in 1989. A Dior 
Parfums unit opened in GUM in 1994, fol-
lowed by the freestanding fashion bou-
tique on Stoleshnikov.

The new three-level store takes in-
spiration from Dior’s Avenue Montaigne 
fl agship in Paris, mixing 18th-century and 

modern elements. With its Louis XVI sofas, 
high molded ceilings and hardwood fl oors 
in a herringbone pattern, the space is rem-
iniscent of a grand Parisian apartment.

Shoppers entering from Red Square en-
counter a large video wall broadcasting the 
latest runway images, fl anked by displays of 
handbags and small leather goods, includ-
ing Dior’s latest volley, the My Dior bag.

A grand staircase in brushed stainless 
steel leads shoppers up to the shoe de-
partment and a large showcase for ready-
to-wear designed by Galliano, including 
gowns, furs and evening dresses, offset by 
breathtaking views of Moscow’s most icon-
ic landmarks.

Fine jewelry by Victoire de Castellane 
is in an adjacent room that refl ects the 
whimsical interior of the Dior jewelry 
unit on Paris’ Place Vendôme, with its 
pearl-gray walls, panther prints and bau-
bles displayed on tiny chairs.

A third level, which will be devoted to 
fragrances, skin care and makeup, complete 
with treatment rooms, is still being readied.

In an interview, Toledano said the 
Russian market had evolved rapidly. 
“Five years ago, they were looking only 
for brands,” he said. “Now, they’re looking 
out for very high-quality products. The so-
phistication is there, plus a lot of energy.”

Over the weekend, Toledano visited 
several museums, including the Pushkin, 
and was heartened to see them packed 
with young culture mavens. “In Moscow, 
you see buildings going up everywhere,” 
he said. “It’s hot.”

Toledano said operating Dior’s Russian 
business directly will allow the company to 
“further develop the market” and to meet 
the demanding service needs of its VIP cli-
ents. “We need to have our best people to 
serve these customers,” he added.

Dior had partnered for eight years 
with Jamilco, which still works with such 
brands as Hermès, Salvatore Ferragamo, 
Sonia Rykiel, Timberland, Naf Naf and 
Levi’s. But the industry trend is toward 
direct control.

Louis Vuitton entered the Russian re-
tail market with its own stores in 2003, 
and others have followed suit. Last April, 
Chanel stopped its contract with partner 
Mercury — the retailer for such brands as 

Gucci, Dolce & Gabbana and Ermenegildo 
Zegna — and opened a company-owned 
boutique on Stoleshnikov. Like Dior’s, the 
Chanel unit also gives watches and fi ne 
jewelry a prominent showcase. 

Swatch Group, also long associated with 
Jamilco, plans to open a directly operated 
Omega store here in about a month.

— With contributions from
Miles Socha, Paris, and

Brid Costello, London

Dior Takes Big Step With Red Square Flagship

Shop window

Inside the new Dior-owned 
Moscow fl agship.
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The ribbon-cutting, with Bernard and Hélène Arnault, Sharon Stone and Sidney Toledano.

A Dior window, with a refl ection of an iconic Red 
Square building.



NEW YORK — As a 
child, Ricky Lauren 
dreamed of being a 
cowgirl. She would 
sit at home on 
Saturday afternoons 

glued to the television set, watching 
her favorite heroes — Dale Evans, 
Roy Rogers, John Wayne — shoot 
’em up on the plains and ride off into 
the sunset. “I always wanted a big 
brother who was a cowboy,” the fresh-
faced blonde says, sitting in the posh 
Ralph Lauren offices in Midtown.

While she may not have been 
able to conjure up her fantasy 
sibling, Lauren did fi nally secure 
her own home on the range and 
the idyll to go with it. For the last 
24 years, she and her husband, 
Ralph, have owned Double RL 
Ranch, a sprawling compound 
in Ridgway, Colo. This week, she 
releases a book, “Ricky Lauren: 
Cuisine, Lifestyle and Legend of 
the Double RL Ranch” (Assouline), 
which is a love letter of sorts to the state, including serene photographs 
of expansive fi elds, vivid stories about the time she spends there and 
scores of recipes for Western-style cuisine. 

A devoted journal writer, Lauren has long recorded tidbits about her 
three children (Andrew, David and Dylan) and refl ections on the nature 
that surrounded her. “When something strong was in my mind, something 
I really wanted to say, I just would jot it down and start elaborating on 
it,” says the former English major. “I enjoyed it. I never thought I wrote 
anything too important until I read it a long time afterward.”

Lauren was raised in New York, the only daughter of Austrian 
immigrants. Her father grew up in Vienna around the time American 
novelist Zane Grey’s Western-themed books were in vogue, and Lauren 
credits her dad’s passion for them with igniting her own curiosity about 
cowboy culture. “I know children in Europe were fascinated by Grey’s 
stories of the American West, so in a way I had a little bit of that infecting 
me, too,” she says.

Of course, when she met Ralph over 40 years ago, she never dreamed their 
lives would become the picture of Americana that it is today. While they were 
dating, he would give Ricky tests, like which jean jacket she liked better in a 
store window and why. She contends he was only joking, but from then on her 
life became centered around things like grommets and contrast stitching. “But then he had to listen to me talk 
about Shakespeare and Chaucer, too,” she laughs.

The couple spent years collecting Native American rugs and pottery and eventually began looking for 
acreage to buy out West, fi nally coming across Double RL. “Toward the very early part of having the ranch, I 
remember Ralph telling me that he drove up the road and came around the corner and saw the mountains 
early in the morning,” Lauren recalls. “The sun was coming up, and he said it took his breath away.”

In the early part of their marriage, Lauren cooked all the meals for the family, and many recipes in the 
book are ones she’s collected from her mother and mother-in-law. They have of course been adapted, since 
these days the family is more health-conscious; for example, they now lay off butter and cream, and most 
nights the Laurens dine on fi sh or lean steak from the cattle they raise on the grounds. “Maybe for a treat,” she 
says, “we’ll do something that came from one of our mothers, like Wiener schnitzel.”

For the most part, the family keeps to themselves on the ranch, opting to spend time together rather than 
play host to a revolving cast of visitors. They horseback ride in the summer and fall, cross-country ski in the 
winter and shop nearby farmers markets for fruits and vegetables in the summer. When friends do come by, 
however, Lauren is the ultimate hostess.

“Ricky always anticipates, before you even formulate it, your wishes and your desires,” says Françoise 
Labo, a confi dante since the Eighties. “She creates events, she proposes visits, runs, horse rides, motor trips, 
movie screenings, so that every single day becomes a special day.”

In other words, Lauren encourages her guests to fi nd the magic in the West she’s always seen. Or, as she 
puts it, “When you have an experience and you love it so much, what good is it if you have it all alone? If you 
can share it with people, then you enjoy it so much more.” 

— Emily Holt
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Ingredients:
1 cup unsalted butter
6 oz unsweetened chocolate
3 cups sugar
6 eggs
3 teaspoons vanilla extract
2 cups all-purpose fl our
1 1/2 teaspoons baking powder
pinch of salt
1 1/2 cups chopped walnuts

Frosting:
6 tablespoons unsalted butter
4 oz. unsweetened chocolate
2 oz. confectioners’ sugar
2 teaspoons vanilla extract 
rum or brandy, to taste
walnut halves

Directions:
1. Preheat oven to 375 degrees. Grease 
and fl our a 13x9x2-inch pan. Melt butter, 
chocolate and sugar in a double boiler.
2. In a small bowl, beat eggs with vanilla 
extract.
3. Sift together fl our, baking powder and 
salt. Add chocolate and egg mixtures and 
stir in walnuts.
4. Pour batter into prepared pan. Bake for 35 
to 40 minutes. Allow to cool before frosting.

Frosting: 
1. Melt butter and chocolate in a double 
boiler. Remove from heat.
2. Mix in all other ingredients, then spread 
evenly on cooled brownies.
3. Cut into squares and decorate with walnut 
halves. Refrigerate. Makes 24.

NANA’S BROWNIES

Ranch Dressing
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Dylan, Andrew, Ralph, Ricky and David Lauren on horseback.

Ricky Lauren

A patriotic winter place setting.

Colorado’s San Juan Mountains, 
photographed by Ricky Lauren.
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By Rosemary Feitelberg

NEW YORK — Looking beyond the trappings of traditional wed-
ding attire, several designers are kicking up the fashion quo-
tient in their bridal collections.

Last week’s bridal market packed plenty of options for fash-
ion-minded brides-to-be, from deconstructed dresses at Vera 
Wang to laundered gowns at Lela Rose. Aside from having room-
ier silhouettes designed to look dramatic from a variety of an-
gles, not just for the standard full-length portrait, some of Wang’s 
dresses are also convertibles — essentially two dresses in one.

“I’m trying to push them away [from traditional dresses] to get 
them to go forward,” Wang said of her customers. “Brides have to 
evolve from a fashion point of view — and why shouldn’t they?” 

The emphasis on more stylish dresses is more in step with 
brides who are jetting off to destination weddings, which con-
tinue to be a driving force in the $120 billion bridal industry. 
Many are more willing to spring for a designer dress since they 
are footing the bill for their weddings and often have more 
money to burn because they are tying the knot later in life. Even 
pets that follow the bride down the aisle now have dressier op-
tions. Hamptons Hound, the luxury pet accessories label, has 
introduced a bridal collection of hand-beaded leather collars. 

Women have faced their own fashion challenges in choosing 
wedding gowns, according to William Calvert, who has been sell-
ing customized gowns for years and is now pursuing wholesale.

“It’s either Cinderella or a slipdress,” he said. “But now 
more people are thinking, ‘I’m smart. I want something inter-
esting. I don’t want to look like Barbie.’”

Calvert introduced his line of wedding gowns at a cocktail party 
in his Hell’s Kitchen town house last week. The guest of honor was 
Oprah Winfrey’s niece Chrishaunda Lee Perez, who appears in the 
current issue of Town & Country Weddings in the gown Calvert de-
signed for her nuptials in the Bahamas. Her dress, which required 
55 yards of fabric and featured white chiffon over layers of ivory 
habotai and gold habotai, was among the dresses displayed. The 
average retail price of one of Calvert’s gowns is $10,000.

A newcomer to the wedding dress scene is Lela Rose, who 
approached the category from a ready-to-wear point of view.

“We wanted to have a totally different take on weddings,” she 
said, and did so by using unexpected fabrics such as laundered 
duchesse satin and muslin.

There are also touches like embroidered cotton silk voile and a 
kimono back with a bustle. The nine-piece collection, which whole-
sales from $1,800 to $4,500, will be sold initially in about 17 stores do-
mestically and internationally. Aside from naming the dresses after 
places where people get married, such as City Hall, The Estate and 
The Castle Dress, Rose will embroider the wearer’s wedding date in 
blue thread inside the dress and will ship it in a keepsake box.

JLM Couture president Joe Murphy said “body-conscious 
brides” are looking for more fi t-and-fl are styles and trumpet sil-
houettes. Longtime industry designer and retailer Anne Barge 
said, “Brides are reaching out for more unique, never-been-seen-
before, sophisticated gowns that make a fashion statement.”

As for how the business has changed in the past year, Angel 
Sanchez said, “There are so many choices, but not necessarily 
all of them are good. Many people are more or less doing the 
same thing. Last season, there was so much ornamentation that 
it looked too forced, too romantic. This season we have gone 
back to clean and simple dresses, but with fashion.”

Fashion-forward designer dresses are the big draw at Warren 
Barrón, a bridal store that opened in Dallas last month and carries 
such labels as Oscar de la Renta, Vera Wang, Carolina Herrera 
and Ulla Maja, according to the store’s co-owner, Elle Warren. As 
the former sales and marketing director for Angel Sanchez, she 
and Cecelia Flores-Barrón, a former Saks Fifth Avenue bridal 
executive, said they buy wedding dresses from much more of a 
fashion perspective than traditional bridal salons.

“Everyone gravitates toward fashion if you offer it to them,” 
said Warren, adding that 14 Angel Sanchez dresses were sold in 
the store’s fi rst month.

Warren pointed to Lela Rose and Angel Sanchez as last 
week’s bright spots. “Lela Rose was the one thing we saw that 
we couldn’t believe how much we loved,” she said. “It is ex-
traordinary. She used all sorts of unusual fabrics like muslin. 
It is very different and so beautiful. Lela is from Texas and we 
will have the exclusive for the collection in Dallas.”

Mark Ingram, owner of the Mark Ingram Bridal Atelier here, was 
talking up plans to launch Karl Lagerfeld’s bridal collection in the U.S. 
He expects the label to generate “hundreds of thousands” in sales.

Kleinfeld owner Ronnie Rothstein was talking dollars of another 
kind. He said some labels have raised prices to $4,500 from $2,500 to 
try to cover the expenses of staging runway shows or beefi ng up their 
ad budgets. The Fashion Calendar listed 32 bridal shows — four times 
the number of shows held fi ve years ago — and that excludes design-
ers who showed at the Waldorf-Astoria Hotel or the Essex House.

Yolanda Cellucci, owner of Yolanda’s of Boston, has also seen a 
jump in prices due to what vendors have told her are manufactur-
ing and material costs.

“In our salon, there are dresses that are $3,500, $4,500, $5,700 
and $6,900, and they are spending it,” Cellucci said. “Somehow 
girls fi nd a way to buy the dress they want.”

6
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Borrowed and Blue
Lela Rose Badgley 

Mischka

 Angel Sanchez

Elizabeth Fillmore
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Textile & Trade Report
WWD.COM

NEW YORK — At next week’s Los Angeles International Textile 
Show, multidimensional fabrics will be at the forefront for fall 
2007, along with rich textures such as burnouts, quilt-like jac-
quards and flashy metallics. As for color, expect mostly neutrals 
— browns, navy blues and a variety of black tones — and some 
that will be touched with gold or silver.

A Decorative Touch

Jakob Schlaepfer’s rayon, 
silk and polyester.

U.S. Silk’s silk 
and rayon.

Symphony 
Fabrics’ rayon 
and polyester.

Nipkow & 
Kobelt’s 

polyester.

Furpile’s acetate, 
polyester and wool.

Robert 
Kaufman’s 

cotton.

Silk Safari’s silk.

Bucol’s cotton, 
acetate and nylon.

Stylecrest’s 
polyester.

D&N Textiles’ acrylic, 
polyester, metallic 

and spandex.

PH
OT

OS
 B

Y 
TA

LA
YA

 C
EN

TE
NO

; S
TY

LE
D 

BY
 D

AN
IE

LA
 G

IL
BE

RT



Swarovski introduces CRYSTALLIZEDTM - Swarovski Elements, the new product brand for crystal components. WWW.CRYSTALLIZED.NET

TECHNOLOGICAL
TURNS LYRICAL

FROM THE FIRE IN
THE MIND’S EYE

LIGHT BLAZES
FAR BEYOND BRILLIANCE

AS CRYSTAL REACHES
ITS EXPONENTIAL POTENTIAL
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Textiles & Trade

By Khanh T.L. Tran

LOS ANGELES — Fashion designers, apparel manufac-
turers and retailers that make private label will be hard-
pressed to find anything basic at next week’s Los Angeles 
International Textile Show at the California Market 
Center here.

To gain the upper hand with lower-priced competi-
tors from China, exhibitors from the U.S., Canada and 
Europe said they are focusing on novel fabrics and add-
ing extra features, such as stain repellency, to give cus-
tomers more value. Still, others said that because it’s 
diffi cult to beat Chinese fi rms, they can join them by im-
porting more fabrics from China and offering full-ser-
vice packages where clients can have textiles cut and 
sewn into clothes at the same factory.

Whatever the tactic, textile producers and sales agents 
said it is crucial to rise above the competition and offer 
something for next fall and winter at the three-day expo 
starting Monday that customers can’t fi nd anywhere else.

“Everyone’s tight with their money,” said Jeanne 
Brosseau, merchandiser for Montreal’s Telio, which 
will be making its fi fth appearance at the trade event. 
“You’ve just got to fi nd that special item.”

For companies that continue to produce fabrics do-
mestically, the high-end market is key to survival. One 
example is Los Angeles’ Design Knit, which shifted tack 
to focus on the high-end market with blends of cash-
mere, bamboo and silk.

“We changed our strategy from being basic to fashion 
fi ve years ago when we saw the effect of China on our 
business,” said Shala Tabassi, a principal of Design Knit.

Founded 21 years ago and catering exclusively to 
U.S. customers, Design Knit has been increasing the 
variety of its cashmere blends. In addition to offering 
cashmere mixed with rayon, the company also has cash-
mere blended with micromodal. Also, it expanded its 
cashmere portfolio from a single jersey to more than 10 
styles ranging from single and doubleknits to thermal 
and pointelle weaves. The emphasis on fashion helped 

boost business by 20 percent in the last year. Tabassi de-
clined to disclose exact sales fi gures.

Montreal-based Manoir Inc. also began moving into 
what it calls “enhanced basics” when its sales dropped 
due to escalating competition from China, said sales 
manager Patrick Regan. Although sales at the 35-year-
old company have been fl at, there have been signs of 
growth in the last three months, he said.

To maintain that momentum, Manoir, which knits, 
dyes and fi nishes its fabric in Canada and specializes 
in organic fi bers and better-grade cotton like Giza and 
Supima, aims to expand its business in the U.S., par-
ticularly in California. Customers include Lululemon, 
Puma and Tommy Hilfi ger in Canada. Making its third 
consecutive appearance at the show, Manoir will unveil 
a micromodal and supima cotton blend. Customers are 
searching for fabrics with a soft hand, Regan said.

“A lot comes down to the hand and feel of the prod-
uct,” he said.

One product that is gaining popularity is Tencel, 
which not only has an eco-friendly image because it is 
made of wood pulp but also shows durability in wash-
ings. After introducing plain Tencel last summer, Telio 
will debut a Tencel and wool blend.

“That’s what we’re really hoping to bank with,” 
Brosseau said, adding that Telio also will exhibit leopard-
spot prints with colorful backgrounds, fake furs printed 
with foil, smaller geometric patterns and plaid prints.

Increased foreign competition hasn’t been the only 
challenge facing mills. Material costs continue to rise, as 
well. On Sept. 25, by the pound, cotton cost 55.40 cents, 
wool totaled $2.57 and polyester fi lament was 82 cents. 
Those prices refl ected increases of 12 percent for cotton, 
8 percent for wool and 14 percent for polyester fi lament 
from a year ago. Over the same period, however, the price 
of a barrel of crude oil decreased 6 percent to $60.55. 

“Usually the most expensive thing in making a garment 
is the fabric,” said Maria Cervantes, a sales representa-
tive in the Los Angeles offi ce of New York-based Malibu 
Textiles. “It’s not the cutting and the sewing and the trim.”

Though Chinese companies have become popular 
sources of textiles, European mills strive to hold their 
own by setting trends.

“They are the innovators, the Europeans,” said John 
Malone, president of a textile company bearing his 
name in New York.

Representing Malhia Kent, Setarium and eight other 
lines from France and Italy, Malone offers high-quality 
tweed, tulle and lamé, as well as his own beaded lace 
line called Lily. He said he noticed a trend for lamé and 
techy fabrics that have stretch and a slick metallic look. 
Tweed, which was big two years ago, is also making a 
comeback for next fall and winter.

“The last two seasons, I couldn’t give it away,” Malone 
said.

Malibu Textiles said it saw a surge in demand for lace 
and crochet. To get lower prices for its customers, some 
of which are junior clothing manufacturers that can’t af-
ford to pay top dollar for superior lace, the company is 
increasing its use of imported fabrics from China.

Malibu’s Cervantes said that three years ago 95 per-
cent of the company’s stock was made in the U.S. Now, 
70 percent of the products are domestic and 30 percent 
are imports.

L.A. Show Vendors Focus on Higher Quality

A trend area at the 
L.A. International 
Textile Show.

prints: vintage looks • florals • novelties • geometrics • tropicals
L.A. SHOWROOM
& HEADQUARTERS
129 W. 132nd St.
800.877.2066
N.Y.C. SHOWROOM
Textile Arts Marketing
40 W. 37th St. #802
212.868.9040
L.A. TEXTILE SHOW
ROOM PH 29

stretch: yarn dyes, poplin prints, corduroy prints, denim & twill
prints; cottons: seersucker, lawn prints, yarn dyes, voiles, denim,
canvas, corduroy, flannel solids & prints, velveteens; linens &
micro suedes too!

www.robertkaufman.com
Intl. sales & shipping
Custom design, dyeing
& printing available
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By Ross Tucker

NEW YORK — Dow Fiber Solutions is looking 
to draw the apparel industry’s attention to its 
XLA stretch fi ber with a new, multipurpose 
showroom.

Dow hired architect Thierry Peltrault to 
transform the 2,500-square-foot space at 1411 
Broadway, in the heart of the Garment District, 
into a venue that would showcase XLA and 
make a larger statement about its commit-
ment to the industry. Peltrault recently headed 
Cartier’s design team for the merchandising 
and bottle design of the Must de Cartier Pour 
Homme fragrance.

The showroom, a $1.5 million investment, 
opened Oct. 11 and has a fabric library, con-
cept gallery, meeting room and even a bar.

“Putting the showroom in place has been a 
natural next step for us to communicate to the 
industry that we’re serious about our business 

and serving them in the heart of the industry, 
and doing so in a credible way,” said Brad 
Miller, global commercial director for DFS.

Miller expects the showroom to be used 
to highlight innovations for the use of XLA, 
which was introduced in 2002 and targeted to 
the denim market. XLA has since been incor-
porated into the ready-to-wear, swimwear, in-
timate apparel and workwear markets.

“We have sought to fi nd signifi cant oppor-
tunities where traditional stretch fi bers can-
not be used, such as non-iron with stretch or a 
chlorine-proof swimsuit,” Miller said. 

He said the showroom will allow DFS to 
serve designers and customers faster and in a 
more comfortable setting. The company plans 
to use the space to hold customer events for 
particular apparel segments and will be the 
site of regular trend seminars.

“This will help us position the product and 
penetrate brands in the current markets that 
we’re looking to serve more quickly,” he said, 
adding that the showroom should also become 
an incubator for new ideas. “We can begin 
building our pipeline with this.”

Dow Fiber Opens Garment District Showroom

A meeting 
area in the 
new XLA 
showroom.

By Kristi Ellis

WASHINGTON — The fashion indus-
try is keeping a close eye on two dozen 
tight Congressional races in an election 
year that has Democrats threatening to 
tip the balance of power in the House 
and Senate.

Contests in Ohio, Pennsylvania, Ken tucky, 
Tennessee, Washington and Connecticut 
have the attention of retailers and appar-
el manufacturers, while a few key races 
in the Carolinas and Georgia are being 
closely watched by the textile industry.

Ohio — home to industry heavy-
weights Federated Department Stores, 
Limited Brands Inc. and Procter & 
Gamble — is a key area of focus for ex-
ecutives and corporate and industry as-
sociation political action committees. 
Retailers and apparel fi rms have con-
centrated their political contributions in 
Ohio this two-year election cycle as pro-
business, pro-trade Republican incum-
bents fi nd themselves in tight contests. 
The impact of the Bush administration’s 
trade policies on U.S. manufacturing 
jobs, which have been in a long-term 
decline, and a lawmaker’s vote on trade 
deals are signifi cant factors in races 
around the country.

Rep. Sherrod Brown (D., Ohio) has 
mounted a formidable challenge on an 
antitrade platform against Sen. Mike 
DeWine, the Republican incumbent. 
Brown, stressing Ohio has lost 195,000 
manufacturing jobs since 2001, has run TV 
campaign ads condemning DeWine’s “yes” 
votes on the Central American Free Trade 
Agreement, the North American Free 
Trade Agreement and granting China per-
manent normal trade relations status.

J.C. Penney Co., Sears Holdings 

Corp., Target Corp., Wal-Mart Stores 
Inc., Limited Brands, Gap Inc. and P&G, 
all proponents of free trade, have com-
bined to give $34,000 to DeWine in the 
2005-2006 election cycle, according to 
Federal Election Commission records.

The fashion industry is also contrib-
uting heavily to Rep. Deborah Pryce’s 
campaign in Ohio. Pryce, fi rst elected 
to the House in 1992, is part of the GOP 
leadership there, and is in a neck-and-
neck race with Democrat Mary Jo Kilroy, 
a Franklin County commissioner.

Underscoring the importance of the 
Ohio races, Leslie H. Wexner, chairman 
and chief executive offi cer of Limited 
Brands, and his wife, Abigail, hosted a 
fund-raising event for Pryce and Ohio 
Victory 2006 (a state party get-out-the 
vote effort) at their home in New Albany 
at the end of September, an event that 
was attended by President Bush, ac-
cording to George Rasley, director of 
communications for Pryce’s reelection 
campaign. The event netted $650,000 for 
Pryce’s reelection campaign, he said.

“Retail and warehousing are impor-
tant sectors of the Ohio economy and 
Congresswoman Pryce has been very 
supportive of federal policies, which 
would advance employment in this in-
dustry and encourage location in Central 
Ohio,” Rasley said, noting the Wexners 
have been longtime Pryce supporters.

Rasley said Pryce is an advocate of 
the retail industry and pointed to se-
curing $120 million in funding in fi s-
cal year 2006 for improvements to the 
Rickenbacker International Airport, a 
multimodal cargo airport, charter pas-
senger terminal, U.S. Foreign Trade 
Zone and industrial park, warehousing 
and distribution hub near Columbus.

“Brown clearly has a difference of 
opinion with the majority of retailers on 
trade issues,” said Paul Kelly, 
senior vice president, federal 
and state government affairs 
at the Retail Industry Leaders 
Association, which counts Wal-
Mart among its members. “He 
would be one more vote in 
the Senate for things we don’t 
like: protectionist provisions 
and stricter mandates on busi-
nesses relating to employee 
benefi ts.”

As for Pryce potentially los-
ing her seat, Stephen Lamar, 
senior vice president of the 
American Apparel & Footwear 
Association, said, “You would lose an im-
portant pro-business, pro-trade…voice 
and a leader who is trying to implement 
a strong agenda.”

In the Southeast, textile executives 
and trade groups are closely watching two 
competitive races where voting records 
on trade agreements are a factor.

In one, Rep. Robin Hayes, the 
Republican incumbent and scion of the 
Cannon textile family, is in a tough cam-
paign against Democratic challenger 
Larry Kissell, a former textile employ-
ee, who blames the loss of jobs in North 
Carolina’s textile industry on a shift to 
foreign production.

Kissell, now a teacher, has attacked 
Hayes for changing his vote last year 
from “no” to “yes”  in favor of CAFTA, 
which squeaked through the House by 
two votes, after Speaker Dennis Hastert 
pressured him.

“Certainly, jobs and economic de-
velopment are a top issue in the 8th 
Congressional district and Robin has said 

all along the reason he voted 
for CAFTA was because the 
administration gave him the 

assurance they would try to curb textile 
imports from China,” said Carolyn Hern, 
communications director for Hayes. “The 
U.S.-China textile agreement covering 34 
categories was a win for the industry.”

She also noted that several textile 
companies, including International 
Textile Group, which has two plants in 
Hayes’ district, were in favor of CAFTA. 
Hern said Hayes is addressing the job 
losses in North Carolina and his district 
with voters by emphasizing the impor-
tance of economic development proj-
ects, which he has been instrumental in 
bringing to his district, and retraining 
for displaced workers.

“Hayes is a leader on textile is-
sues,” said Cass Johnson, president 
of the National Council of Textile 
Organizations. “He knows how to pull 
the levers and make things happen on 
textiles like no one else I’ve ever seen, 
and he’s a real asset to the industry be-
cause of his knowledge of Capitol Hill 
and his ties to the administration.”

Incumbent Republican Sen. Mike 
DeWine (left) and Democratic 

Rep. Sherrod Brown (above) are 
in a tight race in Ohio.

Election ’06: Key Races Grab Industry Attention
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January 23 - 25, 2007
Penn Plaza Pavilion & Hotel Pennsylvania
33rd St. at 7th Avenue
New York, NY

Experience the entire fabric spectrum balancing superior quality with exceptional pricing

Exquisite fabrics
Fashion forward accessories

  Trend forecasting seminars and much more...

Register Now!
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By Melissa Drier

HAMBURG, Germany — German beauty distributor Albrecht & 
Dill Cosmetics GmbH has opened a freestanding store here called 
Sahling — Best of Beauty.

While A&D Cosmetics has made its name wholesaling traditional 
premium beauty brands, it also operates in-store boutiques in depart-
ment and specialty stores around Germany.

The firm’s first stand-alone 
store, a cozy, 430-square-foot space, 
is located in the tony Levantehaus 
shopping passage. Outfi tted like 
an old-fashioned apothecary, it 

spotlights the entire A&D Cosmetics portfolio, namely Annick Goutal, 
Lalique, Floris, Maître Parfumeur et Gantier, Penhaligon’s, Caron, T. 
LeClerc, Erno Laszlo, Orlane, Ingrid Millet and Parks.

Sahling is an expanded version of A&D Cosmetics’ shop-in-shops, 
the fi rst of which was opened two years ago at KaDeWe, the depart-
ment store in Berlin.

A&D Cosmetics now has more than 15 in-store shops in Germany, 
in department and specialty stores including Alsterhaus, Hamburg; 
Ludwig Beck, Munich; Galeries Lafayette, Berlin, and Breuninger, 
Stuttgart, as well as perfumeries such as Pieper in Krefeld and 
Goldkopf in Cologne. All share the signature apothecary look, 
though in different shapes and sizes.

Philipp Sahling, 31, managing director of A&D Cosmetics, said 
that after 18 months, the shop-in-shops’ “turnover is where we want 
it to be.” With the spaces’ positive impact on image and sales, “we 
thought, Why not open a little store?” he said.

“But the main point is that we have 12 brands, and with this inte-
rior design concept, we can sell skin care, makeup and perfume all 
in one place. All the various segments are working, for we wouldn’t 
have done this if only Annick Goutal had functioned.”

Sahling expects the Hamburg store to generate about 250,000 
euros, or $313,616 at current exchange, in its fi rst year. Negotiations 
are already under way for stores in other major German cities.

With distribution rights for Germany, Austria and Switzerland, 
A&D Cosmetics generates annual sales in the double-digit millions 
in euros, according to Sahling. It is a subsidiary of the 200-year-old 
Hanseatic trading company Albrecht & Dill, which primarily deals 
in cocoa and coffee. The company got into the cosmetics business in 
1977, when it acquired the distribution rights for Chanel in Germany.

When asked if there was room for more under the A&D Cosmetics 
umbrella, Sahling said, “We’ve said no to about 50 brands in the last fi ve 
years. Everything we touch must suit each other. But yes, we’re care-
fully looking for other brands,” he acknowledged, “but only in areas 
where we’re not active, like hair care, men’s [or] shaving accessories. 
Our brands need to have tradition, a story, credibility.” The Parks can-
dle range was the most recent addition to the A&D Cosmetics family.

“Our brands are not in stores like Douglas, Kaufhof and Karstadt,” 
he noted. “We don’t want a broad distribution for our brands, but 
we must generate turnover, which is another reason why our own 
[Sahling] shops make sense,” he asserted. “We prefer fewer but more-
exclusive points of sale. What we’re doing takes longer than giving the 
brand to more stores, but we think it’s healthier in the long run.”

Hurley Dazzles Trafalgar Square
LONDON — Elizabeth Hurley lit up London Thurs-
day as part of the Estée Lauder Cos.’ 2006 Global 
Lighting Initiative for Breast Cancer Awareness.

The Estée Lauder spokeswoman gave Nelson’s 
Column in Trafalgar Square a hot-pink makeover 
as part of the event, which is part of the company’s 
drive to raise awareness about the disease.

“It’s unlikely that anyone in this room hasn’t 
been affected by breast cancer in some way,” 
Hurley told a crowd of journalists and retailers 
in the Trafalgar Hotel overlooking the bustling 
square. Hurley went on to highlight the advan-
tages of early detection in the fi ght against breast 
cancer and the benefi ts of a low-fat diet for women 
who have suffered from the disease, a regime that 
may also have preventative effects, she said.

Hurley had earlier signed copies of Pink Ribbon Diaries in Harrods, 
which are sold to benefi t the Breast Cancer Research Foundation.

— Brid Costello

Albrecht & Dill Opens German ShopJETTING IN: So 
much for those 
tight budgets 
at Time Inc. 
While most 

editors and publishers attending the American 
Magazine Conference at the Arizona Biltmore Resort 
& Spa shuttled in by commercial fl ights, the Time 
Inc. brigade — including chief executive Ann Moore; 
People group editor Martha Nelson; Ed Lewis, chairman 
and founder of Essence, and several major Time Inc. 
advertising clients — breezed in on a private jet. 
And just to rub it in, they landed at 3:45 Sunday 
afternoon, 15 minutes before AMC conference chair 
Christie Hefner took the stage to welcome attendees.

During the opening panel, People assistant 
managing editor Jess Cagle grilled Food Network 
impresario Rachael Ray about how she keeps her 
brand motoring across both TV and print platforms. 
While Ray has grown into a multiplatform brand 
similar to another crafty media mogul, Martha 
Stewart, the perky chef insisted she’s not modeling 
her empire after Stewart. “I never have. I can’t 
make coffee. I can’t bake. I’m not crafty.”

After Ray’s interview, Ad Age passed out its A-list 
awards, where Vogue earned two top nods: Anna 
Wintour was named editor of the year and Vogue 
was named to the A-list (Wintour was not on hand 
to accept either honor). While such accolades are 
honorable, Ad Age made a boo-boo in its two-page 
profi le of the editor. The magazine incorrectly 
identifi ed the Wintour-esque character played by Meryl 
Streep in “The Devil Wears Prada” as Amanda Priestly. 
The character’s name is actually Miranda Priestly. 
Even more ironic is that “The Devil Wears Prada” was 
the in-fl ight movie on the America West fl ight the 
article’s author and several top magazine executives 
took from New York to Phoenix on Saturday morning.

Then, most attendees gathered on the Squaw 
Peak Lawn for a buffet of Mexican fare and free-
fl owing margaritas. And what conference would be 
a hit without drinks in the bar? During the welcome 
reception, Niche Media founder Jason Binn did the 
publisher hustle and recruited Hearst Magazines 
president Cathleen Black and executive vice president 
Michael Clinton, Readers Digest chairman Tom Ryder, 

Men’s Health editor Dave Zinczenko, Playboy editorial 
director Chris Napolitano and a host of journalists to 
join him for an after-hours drink in one of the hotel’s 
private dining rooms. The group ate, drank and 
laughed in wide-eyed awe (and confusion) of Binn’s 
overcharged personality as he patted backs and 
kissed the cheeks of his attendees, propelling Black  
to call Binn during a toast a “force of nature.” (Binn 
is also a force of exuberance — his bill for the private 
affair totaled close to $5,000.) — Stephanie D. Smith

GROWING THE BRAND: Another In Style book, “Instant 
Style: Your Season-By-Season Guide for Work and 
Weekend,” hits the shelves this week — the fi fth 
one since 2003. Meanwhile, detangling instyle.com 
from AOL control in July seems to have paid off in 
terms of both traffi c and advertising. (AOL still sells 
about 20 percent of instyle.com’s ad inventory.) 
Media Metrix traffi c numbers for the fi rst half of 
2006 show instyle.com’s monthly unique visitor 
fi gures beating those of its nearest competitor, 
Style.com, with approximately 1.2 million, versus 
about 650,000 for its Condé Nast-owned rival.

New features on the Web site are taking the idea of 
shopping the pages one step further: The new “Where 
Can I fi nd?” is an upscale version of its Look for Less, 
a long-standing feature where editors fi nd cheaper 
versions of celebrity outfi ts. Now, “Where Can I fi nd?” 
will provide an online link to sites where readers can 
buy the actual products trotted out by celebs (or their 
stylists), including Katie Holmes’ locket (presumably 
sans the prominently displayed photos of Suri). The 
magazine does not get a cut on the sales from the 
feature, though it hasn’t ruled out the possibility for the 
future, said Amy Keohane, vice president of instyle.com. 

In an attempt to ride the wave of interest in 
online video advertising, In Style also has been 
offering its advertisers one-month exclusives on 
pre-roll segments on “How To” videos on the site. 
In the latest, Ken Pavés, of the Jessica Simpson 
confi dences and hair extensions, has extended his 
own ubiquity with a vaguely hypnotic video on the 
site on how to get the perfect blowout. Keohane, 
of course, emphasized content over commerce: “If 
you build it and there’s a consumer engagement, 
that’s when the advertiser wants it.” — Irin Carmon
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Philipp Sahling inside his fi rm’s new store, Sahling — Best of Beauty.

Elizabeth Hurley 
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Nelson’s Column.



WWDMediaWorldwide®

SPECIAL ISSUE

WWD’s Post-CEO Summit wrap-up is an invaluable transcript of the invitation-only event attended 
by 200 of the most powerful faces in fashion and retail. Packed with critical insight and information 
executives need to move their business forward, this highly anticipated special issue is saved and 
studied by the entire industry.

Ensure your VIP presence among the leaders who mold the fashion world.

Section II: November 15    Close: October 30
For more information on advertising, contact Ralph Erardy, senior vp, group publisher at 
212.630.4589, or your WWD sales representative. For information on attending call 866.211.1628 WWD Style Starts Here™

WWD/DNR CEO Summit
Meeting of the Minds.

Terry J. Lundgren
Chairman, President and CEO

Federated Department Stores Inc. 

Brendan Hoffman

President and CEO
Neiman Marcus Direct

Other Speakers Include: Elie Tahari: Chairman and CEO; Elie Tahari LTD | Arthur C. Martinez: Chairman and CEO Emeritus, 
Sears, Roebuck and Co. | Adrienne Ma: President, Joyce Boutique Ltd. | Chris Anderson: Author of The Long Tail: Why the Future of
 Business is Selling Less of More | Susan McGalla: President and Chief Merchandising Offi cer, American EagleBrand, American Eagle Outfi tters Inc.

Gela Nash-Taylor

Co-Founder and Co-Designer
Juicy Couture Inc.

Maureen Chiquet

President and COO
Chanel Inc.

Ross Levinsohn

President
Fox Interactive Media

John Fleming

Executive Vice President and CMO
Wal-Mart Stores

Donatella Versace

Vice Chairman & Creative Director
 Gianni Versace SpA

Stephen I. Sadove

CEO
Saks Inc.

Tony Hsieh

CEO
Zappos.com Inc. 

Tom Doctoroff
CEO, Greater China

JWT



WWD.COM
14 WWD, TUESDAY, OCTOBER 24, 2006

Wal-Mart to Ease U.S. Expansion
Continued from page one
in apparel, will also remove the trendy Metro 7 line from 
some stores after getting a mixed reception.

“For the past several years, our company goal was 8 
percent annual square footage growth,” said Wal-Mart 
vice chairman John Menzer, speaking Monday during the 
company’s annual two-day presentation to Wall Street 
analysts in Teaneck, N.J. “We believe now because of the 
company’s size…this level would be diffi cult to achieve in 
future years.”

Wal-Mart, which has more than 6,500 stores in 15 coun-
tries and reported sales of $312 billion last year, said it 
would grow square footage by 7 percent in the U.S. and 10 
percent abroad in the next year. It plans to build 305 to 330 
stores in the U.S. Of those, 265 to 270 will be supercenters.

Capital expenditures for building and remodeling 
stores will only grow 2 to 4 percent next year, compared 
with about $18 billion in 2006, which was a 15 to 20 per-
cent rise over the previous year, chief fi nancial offi cer Tom 
Schoewe told analysts. 

“We can still grow very rapidly, but what you’re going 
to sense is a lot more concern about capital effi ciency,” 
he said.

Wal-Mart shares, which have mostly been stuck at less 
than $50 for years, jumped $1.91, or 3.87 percent, to close 
at $51.28 in New York Stock Exchange trading, the highest 
level in about 20 months.

Propelled by optimism about earnings reports, cheap-
er gas and Wal-Mart, the Dow Jones Industrial Average 
jumped 115 points, or 0.95 percent, to close at a record 
12,116.91, breaching the 12,100 mark for the fi rst time 
after crossing 12,000 just last week. Several retail stocks 
traded heavily, with teen specialty retailer Abercrombie 
& Fitch up $3.97, or 5.29 percent, to close at $78.99. Shares 
of Pacifi c Sunwear jumped 95 cents, or 5.85 percent, to 
$17.18, after Bank of America upgraded the company’s 
stock on the anticipation of a turnaround under new lead-
ership. Shares of Gap Inc. also rose by 76 cents, or 3.94 
percent, to close at $20.06.

The Standard & Poor’s 500 index increased 8.42, or 0.62 
percent, to 1,377.02, and the Nasdaq composite index was 
up 13.26, or 0.57 percent, to 2,355.56.

Wal-Mart’s projected “lower square footage growth 
should benefi t comps over time,’’ Lazard Capital ana-
lyst Todd Slater said in a research note, as he raised the 
stock’s target price to $59 from $54. “The decrease in U.S. 
square footage growth not only serves to enhance ROIC 
[return on invested capital], but should also decrease can-
nibalization and benefi t future productivity.”

Wal-Mart said it will be selective about building new 
stores and place more emphasis on getting better perfor-
mance from existing units. Comparable-store sales have 
been sluggish — in the low-single digits and lagging rival 
Target Stores — in recent quarters. In September, Wal-
Mart reported a 1.3 percent sales increase in stores open 
at least a year — at the low end of its projection.

The U.S. business is tracking 1 percent up this month, 
said Eduardo Castro-Wright, president and chief executive 
offi cer of Wal-Mart U.S. “Certainly we’re not pleased with 
that, but we believe we have a lot of progress in place and 
we feel very good about our prospects for holiday,” he said.

Women’s apparel, in particular, has been underperform-
ing. Skinny jeans and the Metro 7 line, which the retailer 

has ambitiously expanded after initial success, did not con-
nect with many customers.

“We expanded it too far,” said Claire Watts, executive 
vice president in charge of product development, apparel 
and home, referring to Metro 7. “There are still 800 to 900 
stores where it worked and is still working.”

Wal-Mart is clearing out skinny jeans from some stores, 
along with Metro 7, but the fashion miscues will contin-
ue to affect softline sales into the fourth quarter, Castro-
Wright said. 

“With our lead times, it’s hard to get the volume in ba-
sics to make up for” fashion misses, he added.

Wal-Mart has been tinkering with its apparel business as 
it tries to convince more affl uent and style-conscious women 
to purchase its apparel. The retailer has run ads in Vogue, 
staged Manhattan runway shows and opened a New York 
trend offi ce. This fall, Wal-Mart teams seem to have gotten 
ahead of customers’ acceptance of trends. Despite mistakes, 
the company does not appear to be backing off apparel.

Slides shown during the presentation to analysts 
listed apparel as one of fi ve “power categories” for the 
Bentonville, Ark.-based retailer, along with electronics, 
home décor, fresh food and health-wellness.

The company is testing a new supercenter layout that 
shifts the location of women’s apparel. In older stores, the 
merchandise runs along the front of the store, parallel to the 
cash register. The new scheme would create an “H”, with 
men’s and women’s wear as the two sides, running in narrow 
bands from front to back. Jewelry, accessories and intimates 
fi ll in the space between men’s and women’s wear.

Apparel isn’t the only thing shifting. A committee of top 
company offi cers, including Wal-Mart president and ceo H. 
Lee Scott, vetted each of 1,300 U.S. new store projects and ap-
proved only those that would produce the highest returns.

New units that would draw 50 percent or more of their 
sales from existing stores were placed at the bottom of the 
list, said Schoewe, who has until recently defended a satu-
ration strategy that clusters new doors around stores with 
more than $100 million in annual sales. Wal-Mart executives 
have argued in favor of market saturation, saying that it al-
lowed the company to take market share from competitors 
and to alleviate crowding at high-volume supercenters.

Now Wal-Mart is investigating ways those stores can 
better handle customer load, particularly at checkout. 
Executives have also swapped out plans for 195,000-
square-foot stores for a 176,000-square-foot model 
“where we believe we can get similar volumes in a small-
er box, therefore higher ROI [return on investment]” 
Schoewe said.

In 2007, the company will build 50 stores in disadvan-
taged zones, defi ned as sites that are environmentally con-
taminated, vacant or in areas where there is high unem-
ployment.

Wal-Mart has been struggling with reputation chal-
lenges and community resistance to its expansion. At the 
analyst meeting, Wake-Up Wal-Mart, an opposition group 
funded by the Union of Food and Commercial Workers, 
handed out letters to analysts alleging the company’s pub-
lic image was hurting its performance. 

Wal-Mart staged its own media event, unveiling a eco-
friendly retail exhibit in partnership with MTV at the MTV 
TRL store in Times Square.

— With contributions from Jeanine Poggi

By Kristi Ellis

WASHINGTON — Democrats are pushing for a mini-
mum-wage increase state by state, after failing to secure 
a federal wage hike in Congress this year.

Sen. Edward Kennedy (D., Mass.), former senator and 
vice presidential candidate John Ed wards and state orga-
nizers urged approval of minimum-wage initiatives on bal-
lots Nov. 7 in Arizona, Colorado, Montana, Mis souri, Nevada 
and Ohio, in a conference call with reporters Monday.

Proponents of the increases, including organized labor 
and community and religious groups, hope the hot-button 
minimum-wage proposals will boost voter turnout and help 
tilt the balance in key Democratic races. There are 23 states 
as well as the District of Colombia that currently have a 
minimum wage above the federally mandated $5.15 an hour, 
according to the National Conference of State Legislatures.

The minimum-wage measures include an increase to 
$6.85 from $5.15 in Ohio and Colorado, $6.75 from $5.15 
in Arizona, $6.50 from $5.15 in Missouri, and $6.15 from 
$5.15 in Nevada and Montana.

“The reason we began these ballot initiatives in these 
states is because the Republican leadership in Congress 
thwarted the will of the American people,” in helping to 
vote down efforts in the House and Senate to pass a mini-
mum-wage increase this summer, said Edwards, who has 
traveled around the country this year to build a grassroots 
campaign for the state ballot initiatives. “This is the kind of 

work from the ground up that takes place when Congress 
does not meet its responsibility.”

Edwards said he is optimistic the ballot measures 
will pass in all six states.

Democrats are threatening to take control of the House 
or Senate in the midterm elections and trying to mobilize 
voters in key states and districts around the country, while 
jump-starting efforts in Congress to address the minimum 
wage again.

The House approved GOP-backed legislation in July 
linking a $2.10 increase in the minimum wage to $7.25 
to a permanent cut in inheritance taxes for multimil-
lionaires and other tax breaks, but Senate Democrats 
defeated the bill in August, largely due to the tax cuts for 
the wealthy that Republican leaders insisted on includ-
ing in the package.

Kennedy, a longtime advocate of increasing the min-
imum wage, said Monday he would try to quickly push 
a bill in the Senate if Democrats take control. Kennedy 
would become chairman of the Health, Education, Labor 
& Pension committee with a Democratic majority.

“For me, personally, if we recapture the Senate, I hope 
to get the minimum-wage [increase] out right away,” said 
Kennedy. “That would be our fi rst order of business.”

Rep. Nancy Pelosi (D., Calif.), the leading Democrat 
in the House who is likely to become speaker if her party 
wins the majority, has pledged to make a minimum-wage 
increase a top priority.

Democrats Seek State-Mandated Minimum Wage 

NEW YORK  — “Isn’t this the most uncon-
ventional benefit you have ever been to?” 
asked Cynthia Rowley, who chaired the P.S. 1 
Contemporary Art Center 30th Anniversary 
Homecoming Gala Sunday. “P.S. 1 has never 
had a benefit, so I kept saying that we can’t just 
have a rubber-chicken benefit.”

The sold-out, homecoming-themed event 
raised about $500,000 for P.S. 1. Guests wore 
carnation corsages and boutonnieres handed 
out at the door, and big spenders had their pic-
tures taken in homecoming outfi ts that Rowley 
designed. 

“I love the theme and getting to dress up,” said 
curator Yvonne Force 
Villareal, who donned 
a glowing wrist cor-
sage made by her hus-
band, Leo. “I’ve been 
to every prom since I 
was a freshman, but 
I always went with 
quarterbacks. This is 
my homecoming date 
with an artist.”

Rachel Feinstein, 
on the other hand, 
didn’t go to her high 
school homecom-
ing. “Like a typical 
artist, I was not ap-
preciated in high school,” she lamented. A lot 
has changed, the fashion darling noted. “That 
Cynthia is so involved with this shows how dif-
ferent the art world is today,” said Feinstein, 
who wore a Cynthia Rowley dress to the fete. “I 
wish people had dressed me when I was 21.” 

The evening’s dress code of “homecoming 
attire” confused Mayor Michael Bloomberg, 
so he “came as a chaperone” in a blazer over 
a sweater and khaki pants. “We have this 
great museum just across the Queensborough 
Bridge,” the mayor said. “This is the next great 
community, and it has P.S. 1.”

A self-described “goody-two-shoes in high 
school,” Rowley planned every high school-
inspired detail, from designing capes for the 
prom queen and king down to hiring the ca-
terers who did her wedding to sculptor Bill 
Powers. “The only thing I forgot to get was kegs 
of beer,” said the designer. 

She did plan a slew of performing art, which 
ran throughout the entire dinner. Beginning 
with Ann Magnuson and ending with Rufus 
Wainwright, a series of artists saluted the New 
York club life of the Seventies and Eighties, 
with nods to drag culture and neo-burlesque 
performances. As P.S. 1 director Alanna Heiss 
proclaimed, the audience was half artists and 
half art lovers — “lovers of art or lovers of art-
ists” — the latter of which raised Upper East 
Side eyebrows during the racier bits. 

— Whitney Beckett

Rowley Channels Prom
For P.S. 1 Fund-raiser
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NATIONAL MARKETPLACE

Search For Space In Garment Center
Showroom/Office/Retail - no fee

www.midcomre.com
Or Call Paul 212 947-5500 X 100

Showrooms & Lofts
BWAY      7TH AVE      SIDE STREETS

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

Showroom sublet - 36th & 5th
2500 Ft Showroom - Fully Built

Prime Manhattan Jon 212-268-8043
Search- www.manhattanoffices.com

CAD-GRAPHICS-FABRIC PRINTING
U4ia-Photoshp-Illustr: 212 679 6400

www.sanodesignworks.com

PATTERN/SAMPLES
Reliable. High quality. Low cost. Fast
work. Small/ Lrg  production 212-629-4808

PATTERNS, SAMPLES,
PRODUCTIONS

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

PATTERNS, SAMPLES,
PRODUCTIONS

Full service shop to the trade.
Fine fast work. 212-869-2699.

PRODUCTION IN CHINA
HK office w/ factory. Woven, t-shirts

& sweaters. Basic to complicated styles.
Samples to prod’n w/ excellent coordina -

tion. Call Ms. Yeung: 212-268-5882

FASHION RESUMES
Staff Thru Executive-Wholesale/Retail

Free Evaluation - Lifetime Updates
GILBERT CAREER RESUMES

(800)967-3846  amex/mc/visa
fashionresumes.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

ASSOC BUYER TO  $65K
NYC. Excel OTB, Kiwi At.

Jobs@TheFashioNetwork.com

BERNARDO
SALES EXECUTIVE

A Leading Ladies Outerwear Company
seeks a Sales Executive. Candidates must
have a minimum of 5 years experience
working with Department and Specialty
Stores. A Great opportunity to join a
stellar team. Compensation level relative
to Experience. Please fax or email to:

212 594-3999
diane615@bernardo-usa.com

TEXTILE CONVERTER (w/ garment pkg. exp)
We are looking for a highly motivated detail oriented production person
to track goods from order placement to delivery. Daily communication
w/ overseas suppliers. Computer literate, good follow-up skills.
Knowledge of textile skills a +. Challenging support position in a
friendly busy work environment. Excellent benefits! Salary BOE.

Please email resumes to: fabricwithstyle@yahoo.com
 or fax to 212-226-1786.

BRAND MANAGER
Are you a seasoned Brand Manager

with a flair for creative and innovative
ways to market an exciting product?

The Colibri Group is looking for a dy-
namic Brand manager for our Precious
Ladies Jewelry line to bring a new vision
to the line and create brand objectives
and strategies that will improve brand
quality and positive brand associations.
This Brand Manager will define the
brand DNA, provide direction as it re-
lates to distribution channel, product
design and marketing materials to
maximize growth. Requirements: BA/BS
in marketing or related field. 3-5 years
experience in the jewelry industry and
knowledge of precious jewelry preferred.
Please submit your resume and salary
requirements to:

The Colibri Group, 100 Niantic Avenue
Providence, RI 02907
Fax: (401) 946-0390

E-mail: recruiter@colibri.com

BUYER
Fast paced buying office seeks hard
working Junior Buyer to shop the

wholesale market. Email resumes to:
barbnyla@aol.com

CUT & SEW KNITS
*Senior TD                                      $110K
*Prod’n Coord                                   $65K
*TD Sweaters                              $65-85K

ToddWayne1@aol.com 212-947-3400

Design Assistant
Importing Sweaters & Cut/Sew Knits.
Seeking new fresh starter right after
college. Fax Resume to: 212-391-5800.

Designer

Asst Hat Designer
High-end NY hat design co. seeks cre-
ative, organized individ to help design
women’s, mens, bridge line hats, hair
acc & belts. Must have 1-2 yrs hat/acc
design & RTW exp., technical knowledge
of hat patterns, felt/straw, cut/sew, knit
& fur hats. Fax/email resume & $ req
F: 212-674-1769  E: rose@eugeniakim.com

Designer - Dancewear
West. PA Dancewear Co seeks exp’d
designer. Gerber Sys. 1st pattern /
grading a must. Reply to:

Box#M 1039
c/o Fairchild Classified

750 Third Avenue, 5th Fl
New York, NY 10017

DESIGNER - JUNIOR TOPS 
Growing co. seeks exp’d junior woven

& knit tops designer. Must be on top of
latest trends. Heavy flat sketching on
Adobe Illustrator to construct product
packs for overseas office. Able to multi

task and manage assts. in fast paced
environment. E-mail resume to:

gene@wingsmfg.com

DESIGNERS
*Designer - Sweater/Knit               $60K
*Designer - Denim Women (2) $90-120K
*Designer - Denim Girls            $70-90K
*Designer Assoc- Menswear          $55K
Trends, Color, Fashion, Fabric & Trim

Illustrator/Photoshop. PDM
KwanJessilyn@aol.com   212-947-3400

Graphic Designer $45-65K
Apparel company seeks talented indi-
vidual to create marketing & graphic
content for advertising, catalogs,
packaging, photo-retouching, etc. Detail
oriented and organized. the ability to
work with a team under tight deadlines
is essential. Proficient in MAC, Adobe
Illustrator/Photoshop. Fun & fast-paced.

Email: jimm@bonbebeworld.com

STORE MANAGER / LOGISTICS /
FASHION DIRECTOR / SALES &
DESIGN/ PRODUCTION ASSTS
Growing Cashmere Co. seeks
dedicated staff. Must be detail 
oriented, organized & reliable team
players. Salary commensurate

with ability. Please e-mail resume
to: sacointl@aol.com

HEAD DESIGNER
Urban sportswear Co. seeks a talented
head designer. Must be proficient
hand/ computer flat sketch and style
drawings to design full collection of
Youngmen’s & Jr. tech pkge. Analyze
fashion mkt trends & apply to design
according to color and fabric by
following brand concept. Communi-
cate with vendors. Samples develop &
approve. Travel overseas for develop-
ing for samples. Req. BA or equiv;
5+yrs related experience.
Send resume to: Maxy Trading Corp.
350 Gotham Pkwy, Carlstadt, NJ 07072

MANAGER
OPERATIONS

Fast Growing women’s sportswear
company seeking responsible and
hardworking individual. Must multi-
task. Duties include overseeing import,
shipping, logistics, customer service
and credit. Min. 3 yrs of experience.
LIC location. Email cover letter and
resume to Leah at : 

leahh@provencelook.com
or fax to 212-730-7872

Patternmaker/Asst Designer
Handbags

Experienced in sewing first sample
for overseas production.

Salary commensurate with experience.
Call 914-420-4136 / Fax 201-784-3242

PATTERNMAKER
Jonden Knit Sportwear Co. seeks exp.

person, Bklyn warehouse. Gerber
skills a plus. Fax: (718) 369-4927.

Patternmaker

Sr. Patternmaker/Draper
High End Luxury Company seeks
highly skilled and experienced pattern
maker/ draper for couture gowns, dresses
and ready to wear. Minimum 10 yrs of
couture experience required.

Please fax or email resume to
646.304.5674 or HR.Fashion@gmail.com

PRODUCTION ASST
Busy import apparel co seeks detail
oriented person. Must be comp lit, effi-
cient and organized. Fax 212-695-7548

Production Coordinator
Eric Javits Inc.

Fast paced better handbag co. located in
LIC seeks person w/ min 3-5yrs exp to
support all phases of overseas produc-
tion. Prod development and sourcing
exp a plus. Key responsibilities incl
developing specs, measuring/evaluating
samples, recording of all styling
changes and communicating them to
factories. Computer proficiency/strong
organizational and follow up skills a
must. Email resume w/ salary req to:

ProdCoordLIC@aol.com

PRODUCTION
Ladies garment importer needs
detailed oriented production person,
computer literate. Excellent growth
opportunity!

Fax resume: 212-921-8369

*Production---Production*
Assistants-Coordinators-Managers

Many Jobs-Excellent Salaries
Call (212) 643-8090 Fax (212) 643-8127 (AGCY)

Receptionist/
Customer Service

Immediate opening! Apparel co seeks
hard worker for busy NY showroom.
Must be energetic & highly motivated!
Become part of our talented team. Fax
resume: 516-621-2251 Attn: Mel or
E-mail: mprice@raffilineauomo.com

SAMPLECUTTER/
PATTERNMAKER

Experienced in custom clothing.
Call Ron at:  (212) 317-1418 or
Fax resume to: (212) 832-4849

Samplemaker/Fitter
Experienced in couture cocktail and

evening wear, for NY showroom.
Please call Ron at (212) 317-1418 or

Fax (212) 832-4849

Technical Designer
JR Tech Designer 

Major Denim Sportswear CO seeks
Tech Designer w/ min 5 yrs exp & Jr
Tech Designer w/ min 1 yr exp who are
expert in spec & fit. Knowledge of gar-
ment construction and computer liter-
ate. Wal-Mart exp a plus. Excellent
Benefits,401K, Competitive Sal. Email
resume: appareljobs@eurekamail.net

DIRECTOR OF SALES - DRESSES
A.B.S., a leader in contemporary/designer clothing seeks a
dynamic, highly motivated and dedicated individual to join
our dress division. Candidate will be responsible for managing
a team of sales executives, as well as, direct sales responsibility
for key accounts. Individual must be challenged to open up
new businesses, build existing businesses and re-build and
strengthen relationships within the marketplace. Established
relationships with Better/Contemporary Department stores
and Specialty retailers a must. Minimum of 3-5 years sales
experience required.

Fax resume to: Attn: Human Resources
(213) 891-2812 or email: hr@absstyle.com

E/O/E

Jr./Missy Wovens
Dynamic F/T Salesperson wanted for
Women’s Jr./Updated Missy Import line.
Must have est’d. relationships with Dept.
& Specialty Chain Stores. Minimum 5
years experience. Fax/E-mail resumes to:
212-840-9739 / nkochhar@aol.com

NICOLE MILLER
Looking for Reps nationwide to promote
unique fashion line of wireless phone
cases. Please call: (631) 273-7302 x138

Fax: (516) 908-7668 or Email resume to:
ron.malhotra@malsha.com

SALES EXECUTIVE
Lisa International

Experienced Sales Exec. to sell ladies
Sportswear, Sweaters &Knits. Min 5 yr exp.
Please send resume to:  fax S. Sadaka at

212.302.5184 or email
S.Sadaka@lisainternationalinc.com

SALES
Leading Jr. Knit & Sweater Importer
seeks a motivated, dedicated individual
with 5-7 years experience in Jr. Market
to join our Sales Team. Must be chal-
lenged to opening up new business, as
well as building up est’d. business. Solid
relationships w/Dept. & Specialty Stores
req’d. Fax resume to: 212-840-0487

SALESPERSON WTD.
MORRIS COUNTY, NJ LOCATION

Better women’s apparel with
specialty store focus. Travel a must,
experience a must, flexible hours.

Please fax resume to: (973) 884-4495
or E-mail: snoskins@aol.com

SALES PROFESSIONAL
Los Angeles based company Kinara
seeks exp’d skincare Sales Rep to
launch its wholesale distribution.

Please fax resume to (626) 683-3243
or E-mail: Christine@kinaraspa.com

SALES REP
Trimming Co. seeks rep with a follow-
ing. Must be personable, energetic &
organized. Salary+Comm. Fax resume:

212-564-0090

RETAIL SALES AND
MANAGEMENT

OPPORTUNITIES
bebe, a leading retailer in women’s
apparel is seeking candidates for
Management and Sales Positions at its
New York City 5th Ave, 3rd Ave, and
AOL Time Warner locations.

Candidates should demonstrate excep-
tional customer service with strong
communication and interpersonal skills,
along with a polished and professional
demeanor.

Management positions require previous
specialty retail management experience
with proven success in sales leadership,
people development, retail operations
and the ability to lead change.

Sales positions require passion and
knowledge of current fashion trends,
an understanding of who the bebe client
is, and the ability to develop a lasting
relationship with her.

In addition to an excellent compensation
package, we offer a team-oriented
environment with career growth
opportunities.

Please e-mail resume to:
Cmutchnick@bebe.com

or fax at: 813-289-6112

DESIGNER; SR. LEVEL
Dresses, Sportswear, special occasion,
suits. From concept through production.
Import experience India/China contacts.

Will travel / shop Europe.
Seeking Full-Time employment.
Call: 845-496-6750 or 914-261-0397



Comfortable. Sexy. No wonder more people are attracted to
cotton every day. And night. www.cottoninc.com

eye-catching

AMERICA’S COTTON PRODUCERS AND IMPORTERS. ® Registered Service Mark/Trademark of Cotton Incorporated. © Cotton Incorporated, 2006.


