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Triple Aught Design recently implemented a new PLM system in the
cloud to help transition many operations in-house that it had
previously been outsourcing. Taking greater control over operations
such as technical design, sourcing and pattern making will enable
the hiking and adventure wear company to maintain a focus on
both style and innovation.

F rom everyday adventures to special operations, Triple Aught
Design provides apparel and equipment of the highest

quality and style available. “Our mission is to create legendary
apparel and equipment by blending innovation, classic design
and modern technology,” says CEO Brett Eisenberg.

To keep that balance between style and innovation, the com-
pany recently made the decision to bring in house operations
that had previously been outsourced — to include technical
design, sourcing, pattern making, prototyping and production
management. To effectively transition these functions, Triple
Aught Design (TAD) needed a product lifecycle management
(PLM) system that would allow it to increase control of its prod-
uct quality while managing its supply chain efficiently. Because
it was starting from scratch, the company was not held back by
siloed legacy systems or spreadsheets — and it knew it didn’t
want to head in that direction. 

But while it wanted more control, the company — which is
headquartered in the Dogpatch, a historical warehouse and fac-
tory district along San Francisco’s eastern waterfront — also did
not want to manage a PLM system in-house. “Our other key
business systems, including our ERP, were already operating
in the cloud, and we understood that a cloud implementation
of PLM would eliminate the need to hire more IT staff, divert
additional resources to IT overhead or pay for server purchase
and management,” says Eisenberg.

Thinking far forward, and anticipating the continuing fast
pace of its growth, TAD also realized that it would save a lot of
headaches further down the road if it began with a clean ERP-
PLM integration, which would save time, money, and reduce
risk in both the short and long term. 

To address these business challenges, TAD implemented Cen-
tric Software’s PLM system entirely in the cloud — the first of
Centric’s customers to do so — using Amazon Web Services.
Deployment in the cloud was a key factor in successfully com-
pleting the entire PLM project, from selection through deploy-
ment, in three months, and with fewer than two weeks of consulting
services, says implementation manager Gianni Donati. 

Also, because Centric 8 is configurable, vs. customizable, it
enabled TAD to meet its rapid implementation goals. “We were
able to make the changes we did need quickly with intuitive GUI
features such as drop-down lists, menus and dialog boxes,” he
says. “Within weeks of implementing, we began to experience
significant return on our PLM investment.”4

Triple Aught Design
San Francisco, Calif. | www.tripleaughtdesign.com

NOMINATED BY: Centric Software
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Since its PLM implementation two years ago, its newly cen-
tralized data — and greater accessibility to that data — have
produced a 10 percent increase in gross profit margin and a 50
percent increase in revenue — without additional headcount. 

Through PLM, TAD has standardized its data and processes,
from design to production, with organized locations for all related
data and information; it has eliminated data entry errors through
library management and the use of constrained data entry fields
afforded by the PLM system; and it can more efficiently track to
seasonal deadlines for apparel product lines.  

TAD now can control its material quality and supply chain more
productively, and because Centric’s PLM system has the ability to
integrate easily with TAD’s ERP system, its next focus will be to
further integrate these systems to gain ever greater control over
materials management. Already, TAD orders and organizes all
materials itself — a function that many other apparel makers out-
source — which is of great importance to a company whose obses-
sion with fine details is reflected in the name itself: triple aught,

or triple zero (000), refers to a high degree of precision, which
the company applies to both style and construction. 

Its PLM solution has also given the team control over the coor-
dination of those materials across collections and in individual
garments. “TAD’s outdoor apparel and equipment are known for
their very clean aesthetic,” says Eisenberg. “We use subdued
colors and color-matched palettes, and work to integrate these
features into the garment as unobtrusively as possible.” Its PLM
has given TAD the ability to make decisions on everything from
initial color chips to final quality selection in-house, to keep
control over that aesthetic and ensure it is executed properly. 

“The agile design combined with sourcing, production and
materials management that we’re getting from Centric 8 PLM in
the cloud is allowing us maintain a focus on the core of our busi-
ness — expanding our product line rapidly while creating prod-
ucts that appeal to the consumer,” concludes Eisenberg.

— Jordan K. Speer

Where do you go when your daughter
needs running shorts, a new lacrosse

jersey, a pair of soccer cleats or a softball
glove? If you live in Hillsboro, Oregon, you
might stop by Aries Apparel — or, if you
live anywhere in Oregon or southwest
Washington, you might just wait for Aries
Apparel to come to you. 

In March, the women’s specialty ath-
letic apparel, gear and accessory retailer hit
a milestone when it set up its 500th “pop
up” event store, this one at the JV Girls
Lacrosse Jamboree at Wilsonville High
School in Wilsonville, Ore. 

Founded in 2008 by Diana Marsden after
she identified a need for an athletic store
focused on females, Aries Apparel has carved
out a unique niche in the marketplace
not only by catering exclusively to women,
but also via the company’s unique mar-
keting approach of taking its store “to the
people” at events where athletes compete.
Aries targets volleyball, softball, basketball,
soccer, gymnastics, lacrosse, running events

and dance competitions with its pop-up
stores — more than 120 each year — and
through this strategy has gained a loyal fol-
lowing that extends far beyond the foot-
print of its two retail locations.

“We have a much wider geographic
customer base than most traditional brick-

and-mortar retailers because of the pop-
up stores, and this strategy will absolutely
help our future regional expansion,” says
Marsden, whose previous career was in
broadcasting sales and marketing. “Our
athlete-customers and their parents are
able to browse our merchandise while

Aries Apparel
Hillsboro, Ore. | www.ariesapparel.com

NOMINATED BY: Social Media Northwest | www.SocialMediaNW.com.edu

With its “pop up” event stores, Aries Apparel
has been able to gain a loyal following that
extends far outside the region of its two retail
locations. Recently, the company hit a
milestone with its 500th pop-up store.



As a manufacturer and distributor of basic
and fashion apparel for the printing, dec-

orating and promotional markets, Kavio!
knows the importance of a quality T-shirt.
The company — which sells its merchan-
dise online via retail and wholesale chan-
nels, and as private-label brands through
retailers such as JC Penney, Sears, K-Mart,
and Wal-Mart — operates its own state-of-
the-art manufacturing facility to ensure the
consistent high quality of each and every
garment. 

It takes the same exacting approach when
it comes to the IT systems that power its
business. Kavio! recently completed a tech-
nology overhaul, selecting a variety of solu-
tions aimed at streamlining and boosting
inventory, ordering, and accounting processes
— all of which were suffering because of
Kavio’s outdated business systems. 

During a multi-phase process, Kavio!
worked with business solutions provider
and SAP partner/reseller Softengine to
implement SAP’s Business One ERP solu-
tion, and integrate it with Softengine’s Busi-
ness One-Fashion One extension, an
apparel-specific product. Softengine also
helped Kavio! integrate the SAP solution
with an e-commerce platform from Magento. 

The result? Kavio! now has a fully inte-
grated solution that fulfills its manufactur-
ing and distribution requirements and
delivers a dependable e-commerce plat-
form that maximizes customer convenience.
The project also delivered on another of
Kavio!’s primary objectives: the complete
automation of its warehouse and inventory
allocation. 

It’s a far cry from the way Kavio! func-
tioned prior to the implementation project,
as COO Lisa Tran explains. 

“Our staff resorted to a cumbersome
copy-and-paste approach when entering
data in one system and then reentering that
data in another. For example, since we couldn’t
open multiple windows at one time, we had
to exit an invoice screen in order to open an
inventory screen. Also, it was not unusual
for the whole system to freeze, causing data
corruption issues that caused downtime and
required immediate attention,” she says. In
addition, the previous system provided only
limited reports, leaving Kavio!’s manage-
ment team with few tools to accurately ana-
lyze the business. “Our numbers were in a
constant state of flux and it took hours to
reconcile data from the disconnected busi-
ness systems,” Tran adds. 

Kavio!’s previous e-commerce program
was also outdated — it was slow, unreli-
able and lacked integration. “Our customers
want the ability to place orders quickly,
so we knew the time had come to upgrade

TOP INNOVATORS
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they are on site taking part in elite com-
petitions, and those girls are from all over
the region.”

The company’s pop-up stores account
for 15 percent of Aries annual sales and
they also generate a large percentage of the
company’s affinity shopping list and social
media following. 

Aries Apparel has built a loyal base by
serving the needs of female athletes, set-
ting up shop where girls play and also through
its sponsorship of more than 50 girls’ sports
teams, leagues and women’s organizations
including the Oregon Girls Youth Lacrosse
Association, the Salem Volleyball Club, the
Willamette United Soccer Club and the Port-
land Metro Softball Association. More than

85 percent of Aries Apparel’s 2012 business
was from repeat customers.

Marsden launched Aries after her own
difficulties finding sports apparel for her
two athletic daughters. “The world of ath-
letics has historically been about boys,
but Title IX changed that,” she says. Still,
she realized, while “girls of all ages were
playing sports year round, no retailer was
serving that marketplace.” Girls ran a
distant second to boys when it came to
attention from retailers. Plus, she adds,
“girls just shop differently from boys.”
Options for apparel and equipment for girls
and women were very minimal, particu-
larly when it came to female athletes who
play unique sports or are of uncommon

clothing sizes or who wanted to express
their style in a unique way. 

Aries Apparel carries some smaller, local
labels, as well as hundreds of national athletic
brands including Nike, Asics, adidas, Puma,
Danskin, Mizuno, Enell, Champion, Wilson,
Moving Comfort, Speedo, Under Armour,
Brooks and its own label, Aries Apparel.

Approximately 14 percent of Aries’ new,
in-store customers come from pop-up stores.
“In 2012, the store’s customer list grew
20 percent from pop-up stores alone,” says
Marsden.  Thanks to pop-up stores and
word-of-mouth, she says, Aries’ overall
customer base is constantly increasing. 

— Jordan K. Speer

Kavio!
Commerce, Calif. | www.kavio.com

NOMINATED BY: Softengine Inc. | www.softengine.com

After a technology overhaul, customers have a
drastically improved experience shopping
and ordering from Kavio!, which serves the
printing, decorating and promotional markets.
Internally, its new systems have automated
inventory tracking, streamlined order processing
and sped up report generation.
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the online customer experience or risk los-
ing them,” Tran explains. 

In addition, the abundance of manual
processes — staff took a hand count of inven-
tory in the warehouse and then entered that
number into an Excel spreadsheet — were
compromising inventory accuracy and track-
ing. And the system did not provide a way
to generate warnings or alerts to prevent
against insufficient inventory to fill orders,
or customers’ exceeding their credit limits.

Kavio!’s partnership with Softengine has
changed all of that. Today, Kavio! gets supe-
rior inventory management functionality
and quick and easy SKU generation from
the Matrix Manager component of SAP Busi-
ness One-Fashion One. Plus, its retail and
wholesale customers benefit from a hori-
zontal sizing and pricing “grid” that stream-
lines the ordering process. In addition, SAP
Business One-Fashion One offers an open-

to-sell/available-to-promise function that
is able to predict how much of a particular
item can be promised to customers at a future
date. This capability ensures that Kavio! can
meet a customer’s desired timeline for deliv-
ery of an item.

The completely integrated system also
means Kavio! staff members no longer have
to re-enter customer, inventory, sales orders,
payment, or current pricing information.
“When our customers place orders online,
all the order information flows instantly into
SAP Business One, updating the associated
customer, sales and inventory files. Then,
when that order is shipped, customers can
click on their tracking number to view cur-
rent status of their shipment,” Tran explains. 

The system also provides alert func-
tionality and approval procedures that give
Kavio! greater control over its business.
Another feature of the web-ordering pro-

cessing enables management to track the
number of online orders by posting date,
which can help Kavio! determine the impact
of specific marketing campaigns.

Overall, Tran says, Kavio!’s IT wish list
has been fulfilled. “Our new e-commerce
system has dramatically improved our cus-
tomers’ online shopping experience. Now,
they can often place orders in just minutes
and receive their shipments very quickly,”
she says. “For management, reports that
used to take two to three days to complete
now only take a few hours. Our warehouse
staff is having a much easier time pro-
cessing orders. And inventory tracking is
now fully automated and our counts are
accurate.” 

Now, Kavio! knows it has great high-
quality systems to match its high-quality
garments. 

— Amy Roach Partridge

S ince its launch in 1926, Haggar has
been ahead of the curve. The men’s

wear brand introduced the term “slacks”
in 1938; it was the first apparel company
to use EDI, the first to use bar codes, and
the first to advertise on TV. Haggar
invented the “Haggar Hanger,” which
allowed pants to be sold on hangers,
invented and patented the size strip, and
was one of the first national brands to
market and sell wrinkle-free cotton pants
and suit separates. 

And last year, Haggar Clothing Co.
became the first company to launch a
mainstream apparel brand committed
to using sustainable materials in 100
percent of its garments when it intro-
duced LK Life KhakiTM, an eco-friendly
lifestyle collection. The khakis that the
brand first launched with use a blend of
cotton and Repreve®, a recycled poly-
ester from Unifi, and the use of sus-
tainable materials continues with the
introduction of casual shirts, jackets and
other collection items.

In the fall, Haggar officially kicked off
the collection with a new ad campaign
that has attracted a customer about 12
years younger than Haggar’s traditional
customer with its multiple fits (slim,
straight and relaxed) and styles — and
its message of sustainability. “Today, LK
Life Khaki represents 15 percent of Hag-
gar’s total business and is still growing,”
says Tad Parnell, senior vice president
of sales. “We have seen the brand’s favor-
ability ratings soar as the customer has
continued to embrace the product and
the overall concept. What started as a
bottoms offering has grown into a full
top-to-bottom collection.”

The collection is “appropriate for all
age levels, but the 30-something has
really clicked with the quality and style
of the product, loves the fit options and
respects our stand on sustainability with
the fabrics that we use,” he says. 

Haggar’s use of sustainable materi-
als actually started two years prior to the
introduction of LK Life Khaki with the

Haggar Clothing Co.
Dallas, Texas | www.haggar.com

NOMINATED BY: Marketing Zen Group | www.marketingzen.com

Customers love the fact that each pair of Haggar’s
LK Life Khaki pants represents seven water bottles
rescued from landfills.
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Smart Fiber dress trousers of its core Haggar® brand, also made
with Repreve from Unifi. Nancy Dowling, vice president of design
and merchandising, says she started utilizing Repreve both because
of the sustainable nature of the fiber and its great hand and wear-
ability. “Its initial success in Haggar encouraged us to launch the
LK Life Khaki collection and commit to using a minimum of 30
percent to 40 percent sustainable materials within each garment,”
she says. The two brands combined have rescued 80 million water
bottles from landfills.

She’s quick to point out, though, that when LK Life Khaki was
introduced, the fact that it was born through the use of sustain-
able fibers was secondary. “Primarily it was a great-feeling, great-
fitting khaki that the customer loved and continues to love. We
continually get feedback from customers telling us that they loved
their first pair so much that they are buying second, third, and fourth
pairs. Now that we are going back and reminding them that they
are actually doing good by purchasing a product that rescues seven
water bottles from landfills — per pair — they love it even more.”

— Jordan K. Speer

Belevation/Circular Knit Services
Fort Mill, S.C. | www.belevation.com/www.circularknitservices.com

NOMINATED BY: Self

Belevation maternity wear is the unique offspring of its nearly
30-year-old parent, Circular Knit Services (CKS), a developer

of fine-gauge knits, founded by husband-and-wife team Thomas
and Susan Miles. The duo have been toiling away for years, armed
with CAD software and an arsenal of knitting, dyeing and fin-
ishing equipment, to develop specs for an endless number of fab-
ric designs, which they churn out in record time. CKS does not
knit piece-good yardage; it creates new design samples for its cus-
tomers.  

“Our client list has read like a ‘Who’s Who’ of leading apparel
retailers and brands,” says Tom. 

A few recent projects: 1) the execution of a collection of 20
28-cut polyester textures, dyed into an assortment of three fash-
ion colors and finished on premises at CKS for Milliken’s apparel
fabric division; and 2) the creation of a coordinated collection of
65 single-knit fabrics utilizing heather novelty yarns from Tus-
carora Yarns of Mt. Pleasant, N.C., over a single weekend  — how’s
that for quick response? — for presentation by Tuscarora Yarns
to Belk.  “This assortment would have taken a conventional mill
a year or more, at great expense,” says Tom. 

Circular Knit Services got its start filling a niche in creating
sample knit swatches, but in their nearly three decades of devel-
oping knit fabrics, the Miles’ also have become manufacturers in
their own right. 

Enter Belevation (the belly elevation innovation) which entered
the maternity wear marketplace in 2007. From its first garment —
a belly band — the company has expanded its feature-rich line
of maternity undergarments to include maternity briefs and boy
shorts and a mid-thigh pettipant, as well as yoga pants with 
a seamless four-way stretch support panel, sold via its own 
e-commerce site. To market its product, Belevation has put the
product into the hands of many a ‘mommy blogger,’ says Susan.  

Manufacturing its own seamless knitwear label has prompted
CKS to take on seamless development for other businesses. Here’s
another project: Recently, the pair put their skills and equipment
to service in executing a unique seamless team sport garment

developed for Chicago-based apparel company, Grit Gear. From
flat sketches provided by Grit Gear, Tom created an innovative
prototype for the athletic market. 

While the company is open to taking on other seamless pro-
jects, Susan says it is limited in the type of seamless develop-
ment it can do because of the wide diameter of its one seamless
knitting machine, which is suitable for maternity wear and some
larger-width men’s athletic wear, for example, but not small-
size ladies’ underwear or athletic wear. Plus, the Miles’ are kept
busy around the clock as it is, just keeping up with the orders from
Belevation, and their own development work, she says. 

What’s next for the company? The two owners wouldn’t mind
merging their business with a larger organization, should the
opportunity arise, says Tom. Plans that fall into the pie-in-the-
sky category? “Taking a weekend off occasionally,” he says. “That
would be simply amazing!”

— Jordan K. Speer

After decades of developing knit fabric design samples, the owners of
Circular Knit Services launched a side business, Belevation, which
produces and sells maternity undergarments directly to consumers.
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In the world of music, rock stars are often
notorious for their over-the-top or bizarre

demands. Alice Cooper famously requested
an extra hotel suite kept at a very warm
temperature to accommodate his pet python,
and the Foo Fighters curiously asked for a
copy of tearjerker rom-com “The Note-
book” to be available while on the road for
the band’s 2011 world tour. 

“But just like a rock star is allowed to
say ‘I want only Stoli vodka and not Grey
Goose’ or ‘I want only brown M&Ms’
and they get that — they have to go out
and perform and deliver,” says Lee Gold-
enberg, vice president and CIO for John
Varvatos Enterprises, which has used Cooper
as a model in an ad campaign and whose
garments the Foo Fighters’ Dave Grohl has
worn to awards ceremonies. “It’s the same
thing here: we’re giving our employees the
rock star experience through IT and our
people are expected to deliver.”

The self-described “rock’n’roll brand,”
John Varvatos executes that brand identity
not only through its clothes but also in
stores, which are located in New York, Cal-
ifornia, Las Vegas and Florida. One of its
New York City locations on Bowery occu-
pies a space that formerly housed legendary
rock club CBGB, and the store recently
hosted an event that transformed the shop
back into a nightclub. “The cash wrap became
a bar and Vintage Trouble and blues man
Gary Clark, Jr., performed,” says Golden-
berg, who adds that the company planned
to live-stream a show featuring Cheap Trick
in April. “Now we have the infrastructure
to do this kind of thing.”

John Varvatos set about pursuing that
brand-driven infrastructure after it sepa-
rated from longtime parent company VF
Corp. in April 2012 — which Goldenberg
likens to “getting an amicable divorce”
— and although it was allowed to stay on
VF’s IT platforms during the transition, it
needed to migrate to its own systems even-
tually. That prompted Goldenberg’s four-
person IT team to investigate the best

solutions for the brand’s needs. “Since I
was starting completely from scratch as far
as our network goes, I didn’t need to be
concerned with prior investments in tech-
nology and good or bad decisions by peo-
ple in the past — supporting someone else’s
legacy,” he explains. “We were given the
opportunity to create our own legacy. In
this day and age, the cloud is the only
way to go. I didn’t want server farms to
develop here. I wanted very much to allow
people to work in an environment that was
as non-restrictive as we could allow, and
work anywhere, anytime, anyplace via VPN
on the Web and on any device.”

While with VF, John Varvatos used a
host of disparate IT systems, including RLM
for manufacturing and ordering process-
ing, and Goldenberg opted to stick with
the vendor, deploying a host of solutions,
including RLM Apparel Software, Fash-
ionManager ERP and the FashionManager
Financials. Aided by consulting firm Insight
Technologies, the brand went live in Jan-
uary 2013 on the RLM FashionManager
Cloud platform, with plans to implement
the RLM FashionManager PLM system
later this year. 

The brand moved aggressively with
its software schedule. “We’re not afraid
to take a risk,” Goldenberg says. “Either
give me a problem and I’ll find technol-
ogy to solve it, or give me technology and
I’ll find ways to use it to make the busi-
ness better.”

One of the biggest game-changers,
according to Goldenberg, is the new retail
package KWI, which interfaces almost
seamlessly with the RLM systems. “It’s
good retail software designed for the
branded apparel business,” he explains.
“Out of the box, they have mPOS capa-
bilities, which our stores use not only for
sales but also receiving transfers and ship-
ments.” In a future upgrade, the platform
will accommodate cash sales on mPOS.
“The trick is that you have to be able to
open a cash drawer with it,” says Gold-
enberg. “Not that we take a lot of cash.” 

One system that ties merchandising to
POS on the back end was written and fully
owned by KWI. “They’re very aggressive
on the development and innovation side,”
Goldenberg says. “They’re so willing to
work with customers to develop some
really cool [stuff].”4

John Varvatos
New York, N.Y. | www.johnvarvatos.com

NOMINATED BY: RLM Apparel Software | www.ronlynn.com

John Varvatos executes its rock’n’roll brand identity not only through its clothes and stores, but
also behind the scenes by giving its employees the IT they need to perform like rock stars.

http://www.ronlynn.com
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RLM’s rich built-in options at every step of the process helped
John Varvatos to design user-friendly interfaces that deliver the
level of detail its management needs. For example, says Gold-
enberg, he and the CFO needed a way to report gross profit
and loss — gross sales and cost of goods sold — by product
category in each of its two lines: Star USA and John Varvatos
Collection. “We needed to report these numbers for wholesale
and for retail, but there isn’t a single end-to-end system in the
world that does both,” explains Goldenberg. 

As a solution, his team created division, subdivision, and prod-
uct categories that match the corresponding department, class,
and sub-class numbers on the retail side. “We now have inter-
faces being built that bring this information back and forth on a
nightly basis. We can see the differences for example, in how
products are selling at Nordstrom versus how they sell in our
retail stores.”

The company already has benefitted from an increased level
of insight into selling trends. After opening a boutique in
Miami in the second week of April, John Varvatos discovered
that, contrary to expectations for a city where temperatures hover
in the mid-80s, leather goods were selling like hotcakes. Why?
As it turns out, the metropolis was chock full of tourists visiting
from South America, where April is a winter month. 

And the resilient cloud platform was tested late last year by
Superstorm Sandy and stood up to the challenge, says Golden-
berg. Although the company headquarters at 17th St. and Fifth
Ave. lost power for five days, the cloud servers, which are backed
up by Rackspace in Michigan, were up and running in no time.
In fact, Goldenberg was notified that the servers were online even
before power was restored to the office building, thanks to a pro-
gram written to alert designated personnel when the servers go
on- and offline. “Our workers who were stuck at home but
who had power could access the systems and get work done,”
he says. With the cloud platform, “we don’t ever really need to
come to work in the office.”

In order to improve its customer experience, John Varvatos
duplicated its corporate wireless network design in its boutiques.
It maintains a PCI-compliant company network in retail loca-
tions in addition to a separate visitor network. Vendors who visit
the office can access the guest network for wireless needs and
customers in store can surf the web, listen to music and chat. “It’s
frustrating to see people sitting in a meeting and taking notes
and then sending out notes afterward,” Goldenberg explains.
“The wireless network and cloud platform allow us to have instan-
taneous access to information so we can do things quickly. 

“We’re blessed that John gets to do the Fashion Star TV show,
but that means he’s in California for six weeks,” says Golden-
berg. “Now he’s better able to stay connected and current.”

—Jessica Binns
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Founded in 1991, regional apparel com-
pany DownEast Basics offers classic styles

and affordable fashions for women and girls
online and through a wholesale division
that supplies 52 stores — both mass retail-
ers and independent boutiques — in eight
western states. In 2005, the company devel-
oped its own private-label brand after dab-
bling in design for a bit, and operating in
multiple distribution channels made prod-
uct development that much more complex
and challenging. 

“We were working off spreadsheets and
relying on email for communications with
vendors, which was very inefficient,” says
Jonathan Freedman, DownEast Basics founder.
That manual process sometimes made it dif-
ficult for suppliers to execute samples on
time and on spec and keep production on
schedule. “PLM offers so much flexibility
and increases efficiency. It gives you a paper
trail for everything in one place, from color
and prints to orders and tech packs.”

The company had been casually inves-
tigating PLM options when it was approached
at the MAGIC tradeshow in Las Vegas.
“WFX got our attention because it’s very
affordable, very reasonable,” Freedman
says of the cloud-based fashion PLM soft-
ware. “We had to weigh the costs and decide:
is it worth taking the step to invest in this
type of system at such great expense?”

Because WFX charges per user, DownEast
Basics decided to “dip its toes in” and get
a few employees up and running on the
platform in early 2012. With initial positive
results, the company expanded to 23 licensed
seats, with about half of those going to some
of its suppliers. “We pay for the licenses for
our vendors, but charge them a fee,” Freed-
man explains. The company’s core suppli-
ers — about 80 percent of its total vendors
— are using WFX. “You kind of get hooked
as soon as you see the benefits,” he adds. 

While it would be ideal for all of the
company’s suppliers to be on the PLM
system, it may not make financial sense
for everyone. DownEast Basics pays for
the licenses on an annual basis, so those
fees could be challenging for small sup-
pliers, and for new vendors, “it’s best to
get a few orders under your belt first,”
Freedman adds.

WFX PLM has made a world of differ-
ence in the convenience it provides. “Now
we don’t have to look through emails to
dig for messages,” says Freedman. “We
reorder a lot of things like core staple items,
and for that, you can duplicate a past order
and it’s done.”

DownEast Basics also plans to update
other areas of technology throughout its
enterprise. Freedman says the company
will implement a new POS system this year,

because it has outgrown the platform it has
used since the 1990s. It’s also replacing the
warehouse management system for its two
Salt Lake City locations. 

— Jessica Binns

DownEast Basics
Salt Lake City, Utah | www.downeastbasics.com

NOMINATED BY: WFX (World Fashion Exchange) | www.wfxondemand.com

After dipping its toes into PLM with WFX,
which charges per user, DownEast Basics is
now using the system with 80 percent of its
vendor base.

B ig-box retailers such as Bob’s Stores thrive on offering a vast
variety of products to deal-hungry customers — and keeping

those products amply stocked and available. Bob’s Stores in par-
ticular relies on its selection of apparel and footwear — usually
about 20,000 pairs of shoes across 35 brands per store — to keep
shoppers coming back. 

But after 15 years of using an aging and limited replenishment
system, the 34-store chain found that it was becoming challeng-

ing to deliver on its brand promise of giving customers a reward-
ing shopping experience by offering the best selection of brands
at a good value. 

As Bob’s Stores searched for a new replenishment system,
the high cost to implement and maintain advanced software quickly
became an obstacle. The retailer, which serves six states in the
northeastern U.S., needed something that could grow along with
future needs. Victor D’Amato, assistant vice president of planning

Bob’s Stores
Meriden, Conn. | www.bobstores.com

NOMINATED BY: JustEnough Software | www.justenough.com
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and analysis for Bob’s Stores, says the retailer developed a clear
list of must-haves. The right solution would be “intelligently auto-
matic, while also providing us a superior level of control when we
require it,” he explains. “It must be powerful and flexible but
also user-friendly and intuitive.”

Eventually Bob’s Stores identified JustEnough’s demand planning
software as the right fit, with its forecasting capabilities and robust
inventory management reporting tools. The software is especially
useful for products whose selling patterns are “highly variable and
have less predictable sales or are slow movers that come alive when
the weather changes or they are promoted,” D’Amato says.

“JustEnough automatically reacts to trends but gives us the
option of setting the trend ourselves when we are aware of
external factors that the system would not predict,” he continues. 

Bob’s Stores implemented the software in 2010 and saw imme-
diate results. In one of its first post-implementation projects, the
retailer used the software to redistribute high-value inventory
within the supply chain, moving excess product — based on a
locations forecast — to a different location that was demonstrated
to be lacking in that category. 

“This allowed us to improve our customer service by reduc-
ing stock-outs and also reduced our receipts, an exceptional win
early on in the implementation,” says D’Amato. 

Indeed, the retailer has achieved its ROI and then some. Its
average store has reduced inventory ownership by about 16 per-
cent, and 9 percent more apparel and footwear assortments
have met established in-stock goals, D’Amato reports. What’s
more, Bob’s Stores now can maintain some safety stock in a
central location, versus in the back room of its stores.

With JustEnough in place, Bob’s Stores has embraced time-
based replenishment, which involves developing a weekly
future forecast and determining appropriate replenishment require-
ments for a specified number of future periods. “This would def-
initely facilitate ordering a regular cycle as opposed to front-loading
all at once,” D’Amato explains. “Our ordering patterns are dic-
tated mostly by customer rate of sale and our required service lev-
els and in-stock goals. We are mindful of the costs of transportation
but customer needs come first.”

— Jessica Binns

As one of the first major apparel retailers to embrace RFID
at the item level, Marks & Spencer (M&S) has long been

a technology innovator. The London-based retailer, in part-
nership with Avery Dennison RBIS, first embarked on an
item-level RFID pilot in its High Wycombe store back in
2003. Working closely together, the companies developed
RFID tags that fully integrate into a complete range of labels
and tickets specifically designed to suit Marks & Spencer’s
entire apparel merchandise mix. 

To date, Avery Dennison RBIS has supplied nearly 1 bil-
lion RFID tags to M&S with no data loss or duplication. Since
2011, M&S has been using Avery Dennison’s Gen2 tags.

Currently about 10 different tag formats are available,
but because M&S uses different color codes for each size
(to help customer choice), its complete RFID catalogue con-
tains more than 70 variations.4

Marks & Spencer
London, UK | www.marksandspencer.com

NOMINATED BY: Avery Dennison RBIS | www.rbis.averydennison.com

Marks & Spencer worked with Avery Dennison RBIS to develop RFID tags
that fully integrate into a complete range of labels and tickets specifically
designed to suit Marks & Spencer’s entire apparel merchandise mix. 

The forecasting and inventory management capabilities of its new demand
planning software from JustEnough have helped Bob’s Stores improve
customer service by reducing stockouts at the 34-store-chain.
Photo by jason Van B New York.

http://www.rbis.averydennison.com
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The driving force behind M&S’s early and continuing adop-
tion of RFID was a desire to improve customer service. “As one
of the leading retailers in the UK, M&S is focused on providing
an exceptional customer experience to the 20 million shoppers
who visit our stores each week,” says Kim Phillips, head of pack-
aging for M&S. 

Because product availability in-store and online is a key require-
ment for M&S customers, the company wanted to improve its
merchandise availability to boost the overall customer experience.
By ensuring that the right products in the right sizes are avail-
able when and where shoppers are searching for them, RFID tech-
nology has helped M&S achieve that goal. 

How does M&S’s item-level RFID tagging work? The com-
pany uses mobile readers — with read rates of up to 16,000
items per hour — to scan specific departments every weekday
morning, rotating so that each department is scanned once
every two to three weeks. Sales assistants scan inventory on the
sales floor and in the stock room, then the mobile device trans-
mits the completed scan via the store’s wireless network to a cen-
tral RFID database. The information is then used to automatically
overwrite the stock database for that store.

“The speed of the readers is very important because our large
stores may stock up to 20,000 items in a single department,” Phillips
notes. “Also important is the fact that the mobile scanner removes
duplicate reads, as items may be scanned some 50 times as a sales
assistant walks around a small rack.”

Essentially, RFID creates a new ‘truth’ for the stock position in
that store, Philips adds. This stock position is then used by all other
M&S systems to calculate the correct allocation of stock for that

store. “By establishing an accurate and visible stock position,
replenishment is more effective and the goods are available for
the customer when they want to make a purchase,” Phillips explains. 

The system is a far cry from M&S’s former method of track-
ing inventory. Previously, the retailer relied on optical scanners
— using barcodes to scan each item within centimeters of the
scanner, and scanning a maximum of 400-600 items per hour.
However, barcodes are not designed to support rapid cycle counts,
don’t provide any insight into manual restocking operations,
and are prone to human scanning errors.  

M&S’s foray into item-level RFID tagging for apparel has shown
positive ROI over the years — and has “stood the test of time such
as changes in technology,” Phillips says. So it’s not surprising that
the company is currently rolling out item-level tagging to all gen-
eral merchandise. M&S is also reviewing plans to use RFID across
the complete supply chain from garment vendors through dis-
tribution and into its stores.

“The benefits of using RFID throughout the supply chain include
greater visibility and accuracy of all stock at item level from the
time they leave the supplier through the distribution chain and
into stores,” Phillips explains. “It also includes the future oppor-
tunity to reduce costs of annual stock taking, plus defend against
the loss of margin associated with excessive markdowns, and
potentially theft and fraud. RFID also offers the opportunity for
a whole range of customer information services that help inte-
grate the multi-channel world into a seamless service.” 

— Amy Roach Partridge

R iver's End Trading Company, which celebrated 30 years in business last year, is a supplier
of apparel and accessories to the promotional products and ad specialty industries as well

as the imprinted sportswear and uniform markets. The company designs, sources and manu-
factures its own River's End private label and Page & Tuttle Golf Apparel brands, and is also a
distributor of top-name brands including Columbia, Brooks Brothers, PING, Gildan, Dri-Duck,
Lacoste, Jockey and Forsyth.

In 2009, River’s End acquired the rights to the Page & Tuttle
brand and the licenses for the Forsyth and Jockey brands for the
promotional products and retail golf industries. That same year,
it purchased a 130,000-square-foot decorating and distribution
center in Clarksville, Tenn., known as River's End South, a
state-of-the-art facility with more than 300 production embroi-
dery machine heads, where the company decorates the Page &
Tuttle, Jockey, Forsyth and Columbia brands.

River’s End Trading Company
Medina, Minn. | www.riversendtrading.com

NOMINATED BY: Self

Its newly developed patent-pending pocket embroidery device allows
River’s End to increase the ornamentation field on a pocket from a
maximum width of one inch to a maximum width of three inches.



When it comes to innovation, the company is no stranger to
approaching new challenges with a creative spark. It has devel-
oped multiple performance technologies for apparel fabrics,
with names including Cool Swing, Cool Elite, CoolMatrix, Dry-
Matrix and HeatMatrix. 

Recently, River’s End set about to solve a challenge related to
its embroidery operations: it sought to increase the ornamenta-
tion field on a pocket to accommodate a wider range of corpo-
rate logos and graphics. The resulting product is a patent-pending
pocket embroidery device, introduced in January of this year. 

“The device establishes a new industry standard,” says Tim
Klouda, president, “by creating a wider embroidery field on the
pocket of a woven shirt, and thereby enabling corporate logos to
be added where previously only monogramming and initialing
were possible.”

The device will be utilized on embroidery machines at the
Clarksville facility to enhance the precision and ease of pocket logo
embroidery on Brooks Brothers, Columbia and Page & Tuttle
apparel, among other brands.

The new technology expedites the production process and
greatly reduces service lead times over the conventional “embroi-

der, then sew-on” pocket technique, says Klouda. It works well
with corporate logos and graphics that are very intricate, which,
he says, were previously difficult to reproduce with traditional
embroidery techniques.

The new device is three times more effective than commer-
cially available clamping solutions in that it increases a pocket’s
ornamentation field from a maximum width of one inch to a max-
imum width of three inches.

“We are always seeking new techniques to enhance the
ornamentation of a garment, and this new pocket embroidery
device is truly a breakthrough innovation for the woven shirt mar-
ket,” said Klouda. “We’ve engineered a device that … allows for
much greater aesthetic creativity with logos, without compro-
mising quality.”

No longer will River’s End’s customer have to settle for tradi-
tional above-the-pocket embroidery for their larger logos. “With
the introduction of this device, our customers are provided with
a distinct new option. It’s refreshing to see the fine detail of a cor-
porate logo on a pocket; it makes you appreciate the aesthetic
value of that positioning,” he concludes.

— Jordan K. Speer

You might not think the peak of the recession was
an auspicious time to start a specialty sleepwear

business, but that’s just what Cool-jams did, launch-
ing in 2007 — at a time when a lot more folks than
usual may have been suffering from sleepless nights. 

Since its launch, Cool-jams has doubled sales
and profits every year, and at its current growth rate
expects to surpass $1 million in sales this year.
The company serves a niche in the $2.7 billion U.S.
sleepwear market, primarily targeting baby boomers,
both men and women, with a collection of quick-
drying anti-bacterial travel pajamas as well as paja-
mas for people who become overheated at night
due to a variety of causes including menopause,
warm climates, chemotherapy, cancer, anxiety, cer-
tain medications, obesity, thyroid problems, preg-
nancy, nursing and basic problems with
body-temperature regulation. Today, the company
sells its products primarily online and via small retail-
ers, but is in discussions with larger retailers and
expects to expand into that channel soon, both in
the United States and internationally. 

Cool-jams partnered with a company called
Garmatex to develop its proprietary fabric and the
technology behind it. “Cool-jams fabric is a spe-

cially designed poly microfiber that has been engi-
neered to feel like soft cotton but to have all the
attributes associated with the fastest-drying mate-
rial in the world,” says Anita Mahaffey, CEO. The
fabric also offers anti-odor and anti-bacterial con-
trol with the company’s proprietary antimicrobial
agent, Bact-Out®.

“The fabric also lasts six times longer than cot-
ton, maintains color-sharpness with minimal fade
and is a viable alternative to cotton in any applica-
tion where the inferior attributes of cotton have been
considered ‘the standard,’” says Mahaffey.

Interestingly, Cool-jams fabric was developed
initially for the Canadian armed forces after a request
from the military for a fabric that would look and
feel like cotton but would possess other charac-
teristics including antibacterial properties, wicking
ability, temperature regulation, quick-drying capa-
bility, antimicrobial longevity and effectiveness,
anti-pilling, washability and wearability. The tech-

Cool-jams
San Diego, CA | www.cool-jams.com

NOMINATED BY: Self

Eighty million baby boomers in the United States
alone are helping to drive demand for Cool-jams
quick-drying and cooling sleepwear collections,
including travel pajamas, and sleep wear for people
who suffer from night sweats.
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nology is proprietary, and the secret is locked
in a safe, says Mahaffey. “A decision was
made not to patent the Cool-jams fabric to
keep the secret safe.” 

Mahaffey can tell you that Cool-jams
fabric employs MST micro fiber technol-
ogy, which uses very fine fibers made into
long-strand fibers called filaments. Each
filament is less than one decitex in mea-
sure, finer than a strand of human hair. Five
to eight filaments, each filament having
slightly different performance capabilities,
are twisted together to form a fine thread.
“Due to the unique blend of filaments, and
their configuration within the thread, this
creates a greater surface area for moisture
to travel along the thread. These threads

are then knitted together in a specific
pattern which increases the speed of mois-
ture movement through the material,” she
says. 

Mahaffey attributes the company’s grow-
ing success both to its extensive product
development activities, which have pro-
duced what she says is the “best-wicking
product and most effective night-sweat
pajama solution” — and its high-touch cus-
tomer service, “a la Nordstrom,” which she
says produces a lot of happy customers
who, via word-of-mouth, “share the magic
of Cool-jams.” 

“We do not just sell pajamas, but rather
a way for people to be more comfortable
at night while sleeping. When you sleep

better, you perform and feel better,” she
says. The baby boomer market in the United
States alone is 80 million people, and Cool-
jams has recently begun to expand world-
wide, currently shipping product to 150
countries. It has also outsourced many busi-
ness functions such as internet advertising,
order fulfillment and web design so the
company can focus on expanding whole-
sale and retail sales and expanding its
collections of temperature-regulating bed-
ding, quick-drying travel pajamas and Cool-
jams loungewear.

With all that on tap, says Mahaffey, “we
expect dramatic growth in the next two
years.”

— Jordan K. Speer
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“Cool-jams fabric is a specially designed poly microfiber that
has been engineered to feel like soft cotton but to have all the
attributes associated with the fastest-drying material in the
world,” says Anita Mahaffey, CEO.

INTERSPORT Germany
Bern, Switzerland | www.intersport.com

NOMINATED BY: Setlog Corp. | www.setlog.com

Obtaining a seamless flow of information across the supply chain
and establishing a single point of truth for all involved part-

ners is a goal for many apparel companies. For INTERSPORT Ger-
many — part of the $14-billion buying cooperative The INTERSPORT
Holding Group, based in Bern, Switzerland — that goal has become
a reality, thanks to its partnership with Setlog, a provider of
web-based supply chain solutions.

“Today, we have instant transparency and total control over
all our supply chain processes because the optimized flow of goods
and information is synchronized. We enjoy accelerated lead times,
reduced processing costs and considerable cost savings,” explains
Jürgen Beier, head of logistics for INTERSPORT Germany. 

What makes the results of this partnership so impressive is the
scale on which INTERSPORT Germany operates. INTERSPORT
Germany offers a wide variety of products of sports apparel, sports
gear and exclusive labels, with product categories ranging from
outdoor jackets to ski equipment. The company’s diversified prod-
uct portfolio requires more than 50,000 different SKUs sourced
from more than 30 countries and 400 different suppliers. 

Given this diversity of products, normal “track-and-trace” sys-
tems could not provide the power and level of detail necessary to
manage the complexities of INTERSPORT Germany’s supply chain
and processes, notes Beier. Because information on the status of

goods in transit, demand, in-stock quantities, open customer orders,
and current sales figures are vital for INTERSPORT Germany
and its cooperative members, the company needed to create an
automated data exchange. Also, the company wanted to be sure
the new system would interface with its existing SAP solution. 

“It was of prime importance to us that all deliveries, shipments,
and documents were managed and executed in one system,” Beier

INTERSPORT’s diversified product portfolio including more than
50,000 different SKUs sourced from more than 30 countries and 400
different suppliers requires a seamless flow of information across the
supply chain.
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explains. “In the past, our supply chain management used dif-
ferent systems and we had too many information gaps between
SAP and the third-party systems of the forwarders and other logis-
tics providers we partnered with. Our daily supply-chain moni-
toring required considerable efforts.” 

To handle the complete digitization of its value chain, INTER-
SPORT Germany selected the cross-functional collaboration capa-
bilities of Setlog’s cloud-based supply chain management system,
OSCA, and has been using the platform since September 2012.
OSCA, which was specifically developed for the requirements of
global industries such as apparel, includes capabilities such as
complete visibility, transparency and control of containerization,
transportation management, and delivery planning — all of which
have been implemented by INTERSPORT Germany.

To accomplish INTERSPORT Germany’s mission of having a
seamless flow of information across the supply chain, Setlog devel-
oped and installed interfaces with INTERSPORT Germany’s main
logistics service providers and implemented a backward interface
to its SAP system. Workflow is now shared online between INTER-
SPORT Germany and its forwarders, carriers and various distri-
bution centers.

“All users are now supported by critical path and exception
management functionality, which has created a transparent and
predictable supply chain environment with real-time control.
INTERSPORT Germany maintains full visibility from order place-
ment to receipt at the DC and has achieved across-the-board lead
time reductions of a full week,” Beier explains. 

This increased visibility has given the company the ability to
intervene earlier in the process and make instant, best-case
decisions. As a result, INTERSPORT Germany has better opti-
mized the flow of goods into its DCs, a crucial component because
of the nature of its products. “Given our high level of seasonal-
ity, this is of prime importance to us and a major financial value
driver,” Beier says. 

The next step for INTERSPORT Germany is to bridge its
last process gap by using OSCA to connect with its key suppli-
ers. Like its sporty, adventurous customers, INTERSPORT
Germany won’t rest until it hits its ultimate goal: a perfect sup-
ply chain organization.

— Amy Roach Partridge

The promotional apparel industry is chang-
ing rapidly, shedding its “golf-shirt-with-

a corporate-logo” reputation and embracing
more fashion-forward looks and decora-
tion techniques. At the head of the move-
ment is Trimark Sportswear Group, a
developer and manufacturer of logoed
apparel for the Canadian and U.S. promo-
tional industries. 

The 35-year-old company, which was
recently purchased by promotional prod-
ucts company Polyconcept, sells a wide
variety of apparel such as polos, active
tops, woven shirts, fleece garments,
jackets, bathrobes, and bags and acces-
sories — all of which are designed
with decoration in mind. “Any of
our apparel can become a custom
piece by adding a logo, tagline or

slogan in multiple locations,” notes Will
Andrew, Trimark’s president. 

Trimark is known for the wide variety of
cutting-edge, in-house decoration tech-
niques it offers to customers — capabilities
such as true-edge transfer, embroidery,
embossing, debossing, screen print and
laser. In Canada, Trimark is now embark-
ing on an innovative, multi-phase tech-

nology project to make the decoration process
a more simple, seamless experience.

“We have been pushing the boundaries
on the artwork for our products, and now
we want to push the boundaries with tech-
nology by building a tool that better sup-
ports the flow of developing, proofing,
managing, and ordering artwork for our
customers,” Andrew explains.

Trimark Sportswear Group
Ontario, Canada | www.trimarksportswear.com

NOMINATED BY: FDM4 International Inc. | www.fdm4.com

With its ERP vendor, Trimark is
developing a fully customized
Decoration Module that interfaces with
its ERP system, allowing customers to
build a virtual garment online, fully load
it with decorations, view it from 
all angles — and then order it.



The first step was the development and
launch of Trimark’s proprietary 360 Virtual
Online Tool, which allows customers to go
online and build a complete 360 degree vir-
tual spec sample. Customers select the gar-
ment’s style and color and can then upload
decoration options and view the garment
from any angle to get a full visual of what
the final artwork will look like. 

But Trimark’s real innovation can be
seen in the second phase of the project,
which will link the products created in
the 360 tool to its back-end systems, greatly
streamlining the ordering process. “We
want to take our whole 360 virtual process
that is currently online, and have it inter-
face with our ERP system so that our cus-
tomers will have a simple and seamlessly
integrated system with which to order dec-
oration,” Andrew explains. 

Together with its Canadian ERP ven-
dor, Trimark is developing from the ground
up, a new, fully customized Decoration

Module to accomplish that goal for its Cana-
dian customers. “Our vision is to integrate
these systems,” Andrew notes. The deco-
ration module currently lies within Tri-
mark’s ERP system and gives Trimark
one place to store all the pertinent infor-
mation about specific decorations: the art-
work files, attributes and instructions; pricing
and cost information; as well as informa-
tion about the customer, their orders, and
the Trimark account executive responsible
for the account. The module will also act
as the order execution interface, so that cus-
tomers can select their garments and upload
their production-ready artwork using the
online tools, and then, once they are sat-
isfied with the product, place an order. 

This seamless process will streamline
the current procedures that Trimark (along
with the rest of the industry) currently uses.
Today, once a customer submits their art-
work, Trimark generates a ‘virtual’ — con-
verting the customer’s particular artwork,

based on its attributes, into a production-
ready file, which is then sent back to the
customer for approval. “So when we go to
do a re-order, we have to go back and man-
ually look through all that information
again,” Andrew notes. 

The new technology suite will speed up
the production processes, eliminate much
of that back-and-forth, and help Trimark
grow its business without having to grow
its staff. “We are trying to use technology
so that we can scale up decoration without
having to build up an army of people doing
all the manual work,” he notes.

“Our process today is internally stream-
lined and works, however it is not as seam-
less with customers on the front end.” he
adds. “Once we have our online tools inte-
grated with the Decoration Module and the
rest of our ERP, we will provide our cus-
tomers a simple way to order what they
want — high-quality garments that encom-
pass multiple decoration techniques.”

— Amy Roach Partridge

When it comes to dressing plus-sized men, Casual Male Retail
Group does not take a one-style-fits-all mentality. Its cus-

tomers are “defined by a physical size, not a demographic,” says
the company’s COO and CFO, Dennis Hernreich. “The mer-
chandise assortment is broad, and it appeals to young, old, con-
temporary, traditional and active men,” he explains. 

To better accommodate the varying needs of its diverse cus-
tomer base, Casual Male Retail Group recently launched Desti-
nation XL, a larger-footprint store focusing on a wider selection
of inventory and styles (see Apparel’s November 2012 cover
story for more on the new launch). The company is also in the
process of consolidating its 400-plus smaller stores into nearly 250
Destination XL stores, carrying everything from private-label
brands to high-end designers. 

Accomplishing its goal of making Destination XL, “the most
convenient one-stop shopping available to the larger male,” Hern-
reich says, necessitates an inventory mix that includes some 5,000
different styles, as well as complementary accessories such as
designer belts up to size 60, shoes up to size 17 with widths of
3E, and extra-large hats and sunglasses. The Destination XL
web site even has a home and living section with products designed
specifically for large men, including heavy-duty bicycles, seat belt
extenders, and XXL headphones, among other products. 

While this broad selection helps make Destination XL the
go-to brand for larger men, it provides its own set of challenges
when it comes to managing the supply chain. As Hernreich explains,
“We have a unique set of specs for every size we carry. Most fac-
tories don’t make these sizes, so that is a challenge. Everything
we sell has some unique properties associated with it because of

Casual Male Retail Group
Canton, Mass. | www.destinationxl.com
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Destination XL’s broad selection makes it the go-to brand for larger men,
but the unique specifications of the sizes it carries present challenges
for the retailer when it comes to managing the supply chain.
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our unique market.” For example, some products are designed
with stretchable materials that allow optimal fit, and many shirts
incorporate dry technology, he explains.

So Casual Male Retail Group relies on software provider NGC’s
Fashion PLM and Supply Chain Management/Global Sourcing
system to manage every aspect of its product design and pro-
duction process. The company first implemented the solution in
2005 and upgraded to the new version in 2010. 

“With the PLM solution from NGC, we are able to better man-
age all of the different segments of our businesses,” says Angela
Chew, senior vice president, global sourcing and product devel-
opment for Casual Male Retail Group. “A large portion of our pri-
vate-label business is sourced in-house through our global sourcing
and product development team; our technical design group cre-
ates all of the fits and tech packs; and costing and order tracking
information are all under one roof.” In addition, the solution has
helped Casual Male track all communications throughout the

design process and promotes increased collaboration within the
company and with its overseas vendors. “It gives management
the right tool to make the appropriate decisions,” Chew explains. 

The system’s transparency and ability to accommodate more
frequent and timely communications with suppliers has also brought
new efficiency to the design process, while enabling the retailer
to negotiate better pricing and higher-quality products, accord-
ing to Hernreich. “As a result of this increased visibility and col-
laboration, we can make sure we have the right styles and sizes
in the right stores at the right time,” he says. 

“NGC’s system has helped us to tighten our internal process
as well,” Chew adds. “Going through this implementation
allowed us to re-think and streamline our internal processes
and functions.”

— Amy Roach Partridge

MAS Intimates, a division of MAS Hold-
ings, is the manufacturing force pro-

ducing lingerie and intimate apparel for
many of the world’s most recognized lin-
gerie brands, from Victoria’s Secret and lul-
ulemon athletica to H&M and Marks &
Spencer. With its customers distributed
around the globe, the Sri Lankan company
sought a technology solution to accelerate
communication with external partners and
increase visibility into — and reduce the
back-and-forth involved with — product
development, order management, plan-
ning, production and delivery. 

A longtime SAP Apparel and Footwear
software user, MAS Intimates has diligently
updated its systems over time with the aid
of technology partner attune Consulting.
In 2009, MAS added PLM, with high-
definition video conferencing and interac-
tive displays incorporated two years later.
“Once the foundation technologies for
product development and production were

complete, plug-in visibility projects such
as critical path reporting solutions were
launched to provide in-depth visibility of
our processes to our customers,” says Nathan
Sivagananathan, CEO, MAS Design. 

Since going live on the video confer-
encing platform, Sivagananathan says
the company has virtually eliminated wait
times for clarifications in product devel-
opment. What’s more, the Cisco high-def
video system, incorporating the Wolf Vision
camera, lets users see samples more pre-
cisely — showing 32 stitches per inch via

high-definition zoom. As a result, MAS’s
“first time right” percentage for samples
has improved accordingly. Today 10 per-
cent fewer samples need to be reworked,
and the goal is to reach 70 percent by the
end of 2014. “The 3D project was launched
to improve accuracy by reducing the rework
iterations in the product development
process,” Sivagananathan says.

Thanks to these platforms and the faster
approval cycles they enable, MAS has
trimmed its lead times and increased speed
to market. “Time savings are calculated

TOP INNOVATORS

The high-definition zoom of its new video-
conferencing system lets users see 32
stitches per inch. Since going live on the
platform, MAS Intimates has virtually
eliminated wait times for clarifications 
in product development.

MAS Holdings
Colombo, Sri Lanka | www.masholdings.com

NOMINATED BY: attune Consulting | www.attuneconsulting.com
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based on internal data entry reduction from
automation, reducing courier lead time and
fit comment document lead-time to cycle
to and from the customer for each stage of
the product development cycle,” explains
Sivagananathan. “We’ve achieved three
days savings per calendar with a goal of five
days savings by the end of 2013.”

MAS uses spin tables in conjunction
with Fast-Fit cameras to capture high-
resolution 360-degree videos of garments
on models and mannequins that are then
compressed and emailed to customers for
review prior to fit meetings. Like many
forward-thinking companies, MAS has
been using mobile applications for inter-
nal management purposes for the past
five years, and in 2011 the company
deployed tablets to help improve the speed

and accuracy of data input. Today, the
mobile and tablet apps tie into the SAP
and PLM systems to improve the avail-
ability of real-time information for better
decision-making.

Signaling its commitment to remaining
on the forefront of game-changing tech-
nology, in April MAS Holdings invested
$20 million in attune, which will merge with
cloud, mobile and web services provider
Sabre Technologies to strengthen its reach
and expertise in IT for fashion and lifestyle
brands. “Today's leading brands face a

highly competitive global market along with
a growing reliance on emerging digital tech-
nologies to drive operational efficiencies
and engage with consumers, partners
and other stakeholders across the value
chain,” says Mahesh Amalean, chairman,
MAS Holdings. “The time is right to cre-
ate a world-class IT solutions company ded-
icated to serving the needs of fashion and
lifestyle.”

— Jessica Binns
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“The 3D project was launched to improve
accuracy by reducing the rework iterations in
the product development process,” says
Nathan Sivagananthan, CEO, MAS Design. 

What do you get for someone who has everything? How
about the jacket that has everything the technology-driven

citizen of the future could desire?
That jacket doesn’t actually exist in saleable form yet but TEC-

Technology Enabled Clothing is working furiously to get its futur-
istic prototype, shown at the 2013 Consumer Electronics Show,
to market. Much like a concept car, TEC’s Jacket 2.0 is chock
full of innovative features, including 25 technology gadgets and
near-future devices ranging from built-in headphones and speak-
ers to conduct phone calls hands-free, to an LTE hub to enable
a Personal Area Network (PAN), to EvenHeat temperature-
regulating lining. 

Not surprising, bringing the TEC Jacket 2.0 to market involves
some considerable challenges, namely the weight of all the
technology that would go in the garment, and the steep costs asso-
ciated with that tech.  “We designed the jacket as a concept that
could be made real by 2015, and most of the technology already
exists, but it’s a little too bulky to be comfortable,” says Thom
O’Leary, chief implementation officer, SCOTTEVEST, TEC’s par-
ent company. 

Its trade secret Weight Management System, developed over
the past 13 years, aims to remedy the problem. “We have struc-
tured our pockets to distribute the weight of what is carried across
the shoulders, so the jackets don't make you lean to one side or
the other,” O’Leary explains. 

“Within two years we expect weight reduction of gadgets up
to 30 percent over the current generation. That plus our Weight

Management System structures add up to a very comfortable gar-
ment, even fully loaded. 

“The cost of all the tech is also a consideration,” continues
O’Leary, “but whenever you are creating an ‘ultimate’ product,
the cost needs to be secondary to the innovation.”

TEC is considering the potential of new “self-cleaning” fabrics
as the base for the Jacket 2.0. 

Because the garment is designed to be indispensable to the
wearer, whatever fabric is chosen must be light enough to be wear-

TEC-Technology Enabled Clothing
Ketchum, Idaho | www.TECclothing.com
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Much like a concept car, TEC’s Jacket 2.0 is chock full of innovative
features, including 25 technology gadgets and near-future devices
ranging from built-in headphones and speakers for hands-free phone
calls to an LTE hub that enables a Personal Area Network.
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able in warm weather but warm enough to insulate the wearer
sufficiently. “We've also been looking into a ‘neck cooler’ built
into the collar, since cooling that area of the body can have a
profound effect on overall body temperature,” says O’Leary.  

Because all of the tech needs to fit perfectly in its assigned pock-
ets, and must all work together seamlessly, TEC prioritizes pre-
cision manufacturing. “Easy access to wire routing is also important,
but we have a patent on that so we are a few steps ahead,” adds
O’Leary. 

The company currently holds one patent for its PAN, with
an additional patent pending that covers several unique pock-
eting features. The PAN allows wires to be routed through the
lining of the garment to create the headphone functionality and
power area, such as the battery pack in one pocket and devices
in other pockets. 

TEC's manufacturing partners are primarily in Asia, and
mostly in China.  The company is looking for new production
resources for trims, garment manufacturing and particularly for
help to source innovative materials and treatments such as nano
treatments.  

O’Leary estimates that the TEC Jacket 2.0 could retail for
more than $2,000 with all of the technology built in. What
kind of consumer is willing to invest that kind of money in a
jacket that’s not made from mink or cashmere? “Anyone who
wants to say (two decades from now when clothing like this is
the norm), ‘I've been wearing jackets like that for 20 years,’”
says O’Leary.  “This is a jacket for techno-dreamers, futurists
and unrepentant show-offs.”

— Jessica Binns

For anyone out there who’s ever tried to
build muscle on a bench press, you might

be familiar with the following scenario:
Gripping the bar, back on the bench, you
press your feet down into the floor in prepa-
ration to lift. The next move should be your
arms lifting the weight above your chest —
but it’s not. Instead, you slide backwards
along the bench, because there’s no trac-
tion between the bench and your shirt.
You’ve become a human handi-wipe. 

This common scenario makes for a less
efficient workout and one that is more prone
to injury and bad form. Fortunately for
weightlifters — and other athletes who deal
with slippage — apparel technology com-
pany Roizo has developed a new patent-
pending solution called Dual-Sided Non-Slip
(DSNS) Technology™, which features just
what it says: non-slip material on both the
outside and the inside of the apparel. 

The company’s first application of this
technology in the apparel market is its Roizo
Shirt™, which features a DSNS pad on the
back, and is targeted toward the fitness
community. DSNS Technology placed on
the back of a Roizo Shirt allows for an
increased coefficient of friction between the
wearer and workout surface, explains Stephen
Jass, COO of Roizo. That friction allows the
weightlifter to safely and efficiently assume

a position that allows energy from the legs
to be transferred to the upper body through
“kinetic linking.” 

“As the wearer pushes with his or her
legs … the shirt catches on the workout
bench, then the wearer’s skin. The result-
ing friction then allows for the transfer of
energy from the wearer’s legs to the lift,”
says Jass. “This means that DSNS tech-
nology increases the amount of weight you
can lift, repetitions you can do — and allows
for a safer workout.” 

In layman’s terms, wearing a Roizo Shirt
helps you stick to the bench. This means
that when you push with your legs, all of
the energy you are using goes toward the
intended lift, instead of into cleaning the
bench with your back. 

The performance benefits of the Roizo
Shirt are a hit with coaches around the
country, says Jass.  Athletic conditioning is
more effective, and can lead to performance
gains on the field. Also, by offering shirt
and DSNS pad color customization, Roizo
allows teams to match their school or team
colors.  

Weightlifting is just the beginning. “The
application of DSNS Technology expands
far beyond the Roizo Shirt,” says Jass.
Just a few other projects currently in the
works include a surfing rashguard with a

DSNS pad on the front to help stick to
the surf board and socks that will help ath-
letes stick in their shoes, or the elderly or
disabled reduce slip-and-falls. The com-
pany is also revamping its supply chain to
be entirely made-in-the-USA: manufac-
tured in Florida from fabric produced in
North Carolina.  

“Roizo has the ability to create a plu-
rality of performance-enhancing apparel
products in a variety of existing apparel
market niches including cycling, skating,
surfing and jogging,” says Jass. “Lifting is
only the beginning.” 

— Jordan K. Speer

Roizo
Boca Raton, Fla. | www.roizo.com

NOMINATED BY: Self

Wearing a Roizo Shirt helps a weightlifter stick
to the bench by creating friction between the
wearer and the workout surface.
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In today’s business climate, one might
be tempted to convert the saying “Go big,

or go home” to “Go paperless, or go home.”
Gone are the days of Excel spreadsheets,
mailing paper documents back and forth,
and deforesting the planet in the name of
“process.”

Fast-growing mid-size apparel com-
pany Charles Komar & Sons, based in New
York City, eagerly jumped on the paper-
less bandwagon when it signed with GT
Nexus, a provider of cloud-based global
supply chain management solutions, to
streamline sourcing operations with its 150
suppliers. “We needed an automated sup-
plier payment solution to keep pace with
the company’s growth,” explains Harry
Gaffney, CFO for Komar. “Traditional wire
transfer and letter of credit payment meth-
ods were not going to work.”  

Acquisitions are key to Komar’s rapid
growth, with more than 100 brands and
l icenses in i ts  port fol io.  As Komar
expanded it was able to add new divi-
sions and businesses onto the GT Nexus
system quickly and with minimal
resources, establishing a single plat-
form that lets users see what is truly
happening within each division.

The GT Nexus platform promotes
open account transactions and auto-
mated the process of capturing charge-
backs. Most impressive, however: thanks
to GT Nexus, Komar tripled its sourc-
ing volume without having to add a
single new employee. “We would have
never been able to grow from where
we were to where we are today with-
out the use of this trade settlement sys-
tem,” says Gaffney. 

The cloud-based platform benefits sup-
pliers as well. “Many of the factories have
viewed the financing option offered on
the platform as an additional line of credit,”
adds Gaffney. Komar also initiated an early
payment discount program to help sup-
pliers keep pace with growth. The GT
Nexus solution is connected directly into
customs to help Komar meet 10+2 secu-
rity requirements. 

Going forward, Komar has its sights on
additional technology projects. “We are
planning to introduce more shop floor car-
ton integrity into our supply chain so as
to reduce chargebacks and improve fill rates
for our customers,” says Gaffney. 

—Jessica Binns

Komar
New York, N.Y. | www.komarbrands.com
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Luxury retailer Saks Fifth Avenue knows that its discerning
customers expect first-rate service when shopping in the iconic

department store. In recent years, CEO Stephen Sadove has made
a concerted effort to rely less on discounts and promotions to
engage customers and more on adding value and delivering a
superlative experience. In early 2012, he announced an $85 mil-
lion to $95 million investment in technology to help Saks become
an omnichannel enterprise. “It’s a transformational time for every-
one playing in this space,” he said.

Indeed, Saks continues to transform the customer experience
by embracing technology that can improve and accelerate the
shopping process. Although the company’s technology team had
developed a customized clienteling platform based on Retali-
gent software, Saks realized it needed to leverage mobile tech-
nology to improve its clienteling offerings even further. 

Saks worked closely with technology services provider Ray-
mark, which acquired Retaligent, to customize its mobile clien-
teling solution. To ensure that its final platform met every customer
need, Saks assembled a task force of customer service associ-
ates, selling associates, store management, and IT staff to offer

Saks Fifth Avenue
New York, NY | www.saksfifthavenue.com

NOMINATED BY: Raymark | www.raymark.com

Using the new mobile clienteling platform from Raymark, Saks
associates are better equipped to up-sell and cross-sell, finding
customers whatever they need or want from anywhere within the
Saks enterprise.

http://www.raymark.com
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input alongside Raymark during the design and planning stages.
According to Windell Manuel, senior vice president of informa-
tion technology for Saks Fifth Avenue, these team members
provided critical insights and feedback, suggesting areas for improve-
ments and ideas for additional functionality that will be incorpo-
rated over time. 

The new mobile clienteling system includes details and images
from customers’ purchase history, wish lists and preferred com-
munication methods. Associates can leverage the system to tap
into information on total sales, sales plans, notes about customers,
product details, and methods to communicate both internally and
externally. Using the clienteling platform, which also is compat-
ible with Saks’ Windows-based POS, associates are better equipped
to up-sell and cross-sell, securing for customers whatever they
need or want from anywhere within the Saks enterprise. 

“The new mobile clienteling system will improve our ability to
communicate to, clientele with, and sell to our customers,” said
Manuel. “Our mission is to inspire customer confidence and style
with every Saks shopping experience, and mobile clienteling
will help us deliver on that promise.”

Saks embraced a bring-your-own-device (BYOD) approach to
device management, allowing employees to use their own per-
sonal smartphones and tablets, while also issuing devices to some
staff members. During the initial rollout in spring/summer 2013,

the platform will operate on iOS devices, with support for Android
smartphones and tablets planned for a later date.

On company-issued mobile POS devices, associates will be
able to access the clienteling system and assist customers with
checkout, but staff using personal devices will not have POS capa-
bilities due to magnetic stripe needs and PCI requirements, says
Manuel. “It is the intent of Saks to allow as much functionality
as possible to serve multiple purposes and meet the customer
needs,” he adds. “Data security is extremely important to Saks
Fifth Avenue and to our customers. Saks will require associates to
conform to our strict policies and software updates to ensure we
protect all customer data.”

Although the platform is fairly intuitive and easy to use, Saks
will host training sessions both digitally and live to coach its store
associates and ensure they fully understand all of the clienteling
system’s features and functionalities.

Saks has upgraded its wireless network over the years to
support the latest technology. The retailer recently expanded its
capabilities to allow customers to access the store Wi-Fi so they
can easily use the internet while shopping. The Saks network team
continuously monitors areas for improvement to adequately sup-
port customers’ mobile needs, says Manuel. 

— Jessica Binns

COBRA PUMA GOLF provides consumers with
innovative apparel and equipment designed to

help them look, feel and play their best on the golf
course. But until recently, the performance of
the company’s internal billing system could only
be described as sub-par. So COBRA PUMA GOLF
embarked on a collaborative partnership with out-
sourced billing solutions provider Billtrust to root
out inefficiencies that were costing valuable
time and money, and transform its billing oper-
ation into a valuable asset.

COBRA PUMA GOLF, which sells to a widely
dispersed customer base across North America,
was struggling with its labor-intensive method
for processing and delivering bills. Many aspects
of COBRA PUMA GOLF’s in-house billing sys-
tem — including the pulling, printing and sort-
ing of bills as well as repairing bill-processing
equipment and delivering bills to the post office

— required manual intervention. In addition,
many of COBRA PUMA GOLF ’s customers were
confused by the bill layout, which led to a large
number of billing inquiries and slowed down the
payment process. Stalling the process further yet
was the company’s process of sending bills through-
out North America from one central location,
which resulted in slow mail times.

In order to get the company’s billing opera-
tion back on course, COBRA PUMA GOLF  decided
to adopt a solution that would automate the billing
process. “We wanted a third-party solution that
would automatically process our billing files nightly
and could integrate with our existing SAP ERP
system,” notes Brian Good, senior manager of
credit and accounts receivable for COBRA PUMA
GOLF. “We explored a variety of different solu-
tions against criterion that included improve-
ments in cost reduction, internal productivity,
customer satisfaction and cash flow.”

After a comprehensive process — which included
COBRA PUMA GOLF first taking a deep dive

COBRA PUMA GOLF 
Carlsbad, Calif. | www.COBRAPUMAGOLF.com

NOMINATED BY: Billtrust | www.billtrust.com

PGA Tour Golfer, 2010 Rookie of the Year and Wells
Fargo Championship 2012 Winner Rickie Fowler is
pictured here in COBRA PUMA GOLF apparel.
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S ince its early days when it blazed new trails by being the first
apparel company to launch exclusively online, Bonobos has

been one of the darlings of the fashion world. The New York
City company fills a need in the men’s wear market by offering
great-fitting pants the way men want to shop (online! No malls!
No pressure! Free shipping!) and with a cheeky brand identity
(how many other companies have a “ninja manager” on their pay-
roll?). Social media has played a big role in Bonobos’s success,
with Facebook, Twitter, Pinterest and Instagram driving customer
engagement and sales.

Following its impressive rapid success, Bonobos expanded its
footprint in 2012 by inking a deal with Nordstrom to have its
apparel carried by the national retailer in store and online, and
opening its own retail outlets in New York City, Boston, San Fran-
cisco, Chicago and Washington, D.C., with plans to open three
more locations this year. These Guideshops serve as a product
showroom that’s accessible via appointment only because some
men, after all, do actually want to touch, feel and try on clothes
before committing to a purchase. 

“Guideshop customers tend to have double the average
order value than the online customer, which Bonobos attributes
to the high-touch, personalized service,” says Kaitlyn Axelrod,

public relations manager for Bonobos. “In addition, the time period
between their first and second purchase is shorter for those who
came in to the Guideshop.” 

As with many successful startups, the usual growing pains
quickly set in, and overnight it seemed that Excel and Quickbooks
could no longer handle the company’s enterprise needs. Karl
Schroeder, director of finance and operations for Bonobos, spear-
headed the search for an ERP platform — a process that had some
“fits and starts,” he says — and the company chose Simparel in
June 2012.4

Bonobos
New York, N.Y. | www.bonobos.com

NOMINATED BY: Simparel | www.simparel.com

Having turned tradition on its head when it launched as the first
online-only apparel company, Bonobos is blazing trails again by
opening stores that don’t sell anything. Bonobos’ new “Guideshops”
are brick-and-mortar showrooms where customers can touch, feel
and try on clothes before ordering them online.  

into its own current costs to root out key
inefficiencies it wanted to correct —the com-
pany decided to partner with Billtrust. The
New Jersey-based provider offered the
advanced automated billing capabilities it
was seeking.

In addition, Billtrust offered many of the
key functionalities Good and his team required,
including multiple print and mail locations
(Billtrust operates seven print and mail facil-
ities across North America and mails six days
a week); a range of paper and electronic pay-
ment channels (Billtrust supports bill deliv-
ery by U.S. mail, e-mail, fax, and various
online payment channels); and security
requirements, which included being PCI
Level 1 Compliant and SAS 70 Certified.

Since partnering with Billtrust in April
2010 to overhaul its billing processes, COBRA
PUMA GOLF has recouped a 30 percent
cost savings, significantly improving its bot-
tom line. “Billtrust’s automated billing solu-
tion has met all the key objectives established
by COBRA PUMA GOLF. It transformed

COBRA PUMA GOLF’s billing process into
a highly efficient, advanced business func-
tion,” Good says. 

As part of the transformation process,
COBRA PUMA GOLF redesigned its invoices
and statements to be easier to read and
understand. And to provide customers with
a personal contact for their billing ques-
tions, COBRA PUMA GOLF dynamically
placed the name of a dedicated represen-
tative on each bill. Further, the company
now offers its customers an online tool to
access their bills 24/7. “As a result, we have
a more satisfied customer base and have
reduced the number of billing-related calls
that come into the accounts receivable team,”
Good says. 

COBRA PUMA GOLF has also reduced
its days sales outstanding (DSO) by 10 days,
greatly boosting cash flow. Several factors
combined to help make that happen: First,
mail times were improved by nearly two
days on average because Billtrust mails bills
six days a week from print and mail loca-

tions across North America. (Before out-
sourcing the process, the company was send-
ing bills only five days a week from one single
location.) Second, the new bill design resulted
in fewer calls and disputes. Third, with the
electronic billing option, COBRA PUMA
GOLF’s customers could access their bills
the day after they were generated. And lastly,
the billing transformation allowed the com-
pany to reallocate some resources toward
collections.

The last factor that makes this outsourced
billing partnership a hole-in-one for COBRA
PUMA GOLF is that it helps further the com-
pany’s corporate mission around sustain-
ability. Migrating customers to electronic
payment has helped to cut down on paper
use. In addition, the company is using per-
sonalized messaging tools now available
with the new billing process to support
the launch of eco-friendly initiatives such
as its new shoe boxes. 

— Amy Roach Partridge



TOP INNOVATORS

“We did a ‘soft launch’ during January/February, rolling out
Simparel alongside Microsoft Dynamics SL for style management,
purchase orders, wholesale order management, and accounting,”
Schroeder says. “Flexibility was a key consideration for us in select-
ing an ERP solution, not only to accommodate our current oper-
ations but also as our business grows over the coming years.”

Bonobos integrated Simparel with Magento, its e-commerce
platform, and with both of its warehouses. “We considered a vari-
ety of ERP providers but have limited internal tech resources, so
it was important to us to get a system that didn't require tremen-
dous customization to implement,” Schroeder explains. 

Simparel already is making a difference for Bonobos. The
system automatically generates UPC numbers in just a few
steps, replacing what previously was a manual and error-prone
process. “Our fall wholesale orders were quickly imported into
Simparel, and the aggregation of product demand across all cus-
tomers was sent to our sourcing/production team,” Schroeder
says. “All of this was completed in a matter of hours, whereas pre-

viously such orders only lived in Excel and had to be tabulated
manually, another tedious manual process which would have taken
several days and been highly error-prone.”

Despite the successful deployment, Schroeder sees room for
improvement. “Over the coming months we'll be enhancing the
integrations in place between Simparel and our warehouses,
strengthening our inventory management capabilities, and lever-
aging Simparel’s flexibility to implement some features that will
make our end users’ daily responsibilities more efficient and scal-
able,” he adds.

Bonobos has steadily added more product lines over the
years and now sells everything from outerwear and swimwear
to pocket squares and shoes. The company will continue to
work on expanding its assortment of better-fitting men’s clothes.
“Our shirt assortment is a big focus, along with our ‘Made in Amer-
ica’ travel jeans,” says Axelrod.

— Jessica Binns

Here’s a scenario familiar to many mid-size apparel compa-
nies: to design, develop, and manufacture your garments,

you must either develop the capabilities in-house; struggle to find
a factory willing to produce the small quantities you desire; or bite
the bullet and produce more than you need in order to work
with the larger, more cost-effective overseas manufacturers. None
of the three solutions are ideal.   

Enter Clothier Design Source (CDS). The development com-
pany, based in St Paul, Minn., has built a thriving business by offer-
ing that missing component in the garment industry: a place where
smaller thriving firms can go for apparel design, development, and
manufacturing that caters to their needs. “CDS creates a choice
for many clothing brand owners that otherwise is not there —
allowing them to grow incrementally, avoiding risk and major
inventory waste,” explains CDS founder Mindy Martell.

Because many of the large U.S. and overseas factories require
that companies place minimum orders starting at a quantity of
1,000 or 5,000 pieces, smaller companies are forced to swallow the
cost — and unwanted inventory — in order to produce their
garments. “I saw this huge demand for what I call a stepping-
stone quantity,” Martell explains. “If a company doesn’t have
the need for 1,000 or 5,000 units, and wants to make 200 pieces
instead, there has been no place for them to go.” 

By filling that niche, CDS helps companies cut production costs
and rids them of heaps of unwanted goods. In addition, Martell
adds, CDS customers get the benefit of being able to market test
a product at a smaller quantity, without the worry of extra,

unusable inventory. CDS also takes a unique approach in help-
ing its clients bring their goods to market in a way that suits
their growing businesses. Instead of simply taking purchase orders,
CDS works in partnership with its customers on all aspects of
apparel production — helping them turn that first initial sketch
into an actual garment sitting on a retail shelf. 

“A lot of customers come to me after wasting several years and
thousands of dollars trying to get a product to market because they
didn’t really know how to navigate the industry,” Martell says.
“We approach clients differently. We ask them, ‘What is your end
goal? Where are you at right now?’ And then we formulate a plan
for them based on those answers.”

Part of the process is CDS’ four-step approach that Martell
crafted based on her experience working in both domestic pro-

Clothier Design Source
St. Paul, Minn. | www.clothierdesignsource.com
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Clothier Design Source offers a place where smaller firms can go for
apparel design, development and manufacturing without having to
order large quantities of unwanted inventory.
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duction and global product development before striking out on
her own. “We work with customers from start to finish in a sim-
ple, four-step process: design, prototype, tech design, manufac-
ture,” Martell explains. 

By offering all four services, Martell has developed a one-stop-
shop approach that has helped CDS double growth each year since
its founding six years ago. The company now employs 10 full-time
staff members and some 30 subcontractors, all engaged in the var-
ious stages of apparel design and production. CDS also manu-
factures thousands of garments each year in its Minnesota factory,
helping to fill the growing demand for made-in-America fashion.
And if producing locally is not the best choice for its customers,
CDS works with its overseas manufacturing partners to find the
right fit for overseas production.  

The company — which specializes in the high-stretch knit,
activewear, medical garment, and children’s boutique areas of
apparel — recently launched a virtual prototyping service as well,
which will help to reduce development time for its customers. The
virtual prototyping tool uses actual simulations of garment pat-
tern, fabric properties, and model measurements to ensure a real-
life approximation of the look and fit for the garment. 

The 3D prototyping makes the development process much
more streamlined because CDS can now offer fit sessions via the
Internet. “As we analyze with the client, we can make revisions
within minutes. Customers can play around with options —
let’s try that in blue or with a floral print — and see the results
instantly,” Martell says. The tool eliminates the need to cut, sew
and fit products before costly revisions are made, helping to bring
CDS’ average development time to just seven weeks (plus six
weeks for manufacturing). “What used to take 14 weeks and
involved several real prototypes and in-person meetings will now
take less than half that time to get a product ready for mass pro-
duction,” she adds.

Many CDS clients are also using the virtual prototyping for
marketing purposes. Because the images are so life-like, they
can be used in lieu of photographs, saving the companies both
time and expenses.

While virtual prototyping is not new for the industry, its
availability to mid-size firms is, notes Martell. And, it fits in nicely
with CDS’ overall mission of leveling the playing field for small-
and mid-size apparel companies.  

— Amy Roach Partridge

Pepe Jeans London was founded in Great
Britain in 1973 by three brothers who picked

the brand name “Pepe” because it was short,
simple and easy to pronounce. In the 40 years
since its inception, the brand has grown from
a small operation into a $500 million global
enterprise headquartered in Spain. 

Pepe Jeans’ network of distributors had
mushroomed to approximately 1,200 over the
years, and in 2010, the brand realized that its
approach to the sales process needed an over-
haul. The outdated process involved editing
a paper version of the latest collection cata-
log that was then given out to distributors at
the launch of each new line. But as soon as
Pepe Jeans made any changes to the collec-
tion, the printed catalog copy became obso-
lete, and to stay current with the collection,
distributors had to review an updated Excel
spreadsheet that the brand emailed out weekly.
And when they were ready to place an order,
a distributor had to check the printed catalog
and accompanying weekly updates, fill out a
separate Excel file, and then send that back
to Pepe Jeans.

To help keep things simple — in the spirit
of its brand name — Pepe Jeans, with tech-
nical support from Creads Media, created a
sales tool application for Web and iPad in-
house that brought the unwieldy process
into the digital arena. Pilar Suárez Lacalle, sales
tool app manager, says that her two-person
team caucused with other departments to gain
valuable input for the app’s creation. “One per-
son from the IT department joined us to give
additional technical support,” she adds. “The
design department also gave an important con-
tribution, providing the details for each gar-
ment as well as double checking the digital
images. The sales department actively partic-
ipated by providing a database with the specifics
of all the garments, and they currently check
and/or modify when needed the information
related to each of them.”

The user-friendly sales tool, which launched
in March 2011, gives distributors a central repos-
itory for all the data on the latest collection.4

Pepe Jeans London
Madrid, Spain | www.pepejeans.com
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Pepe Jeans London has developed its own user-friendly
sales app that allows dealers to access a central data
repository of all the latest collections. 
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F it matters for garments of all kinds, but it’s especially important
for apparel that active athletes wear in recreation and compe-

tition. When New Zealand activewear brand Icebreaker launched
in 1994, the market mainly revolved around synthetic fabrics, and
founder Jeremy Moon shook things up by introducing a base layer
tee created entirely from soft merino wool. Today the company
has expanded from that basic tee to include underwear, outer-
wear, socks, accessories and a range of mid-layer
garments for activities ranging from hiking and
running to snow sports and leisure. But since its
inception, Icebreaker hadn’t updated the fit of
its apparel, and consumer bodies — as well as
its consumer base — have changed considerably
over time.

Icebreaker invested $200,000 in a partnership
with apparel fit expert Alvanon to conduct a com-
prehensive reevaluation of fit for both its men’s
and women’s collections that included fit assess-
ment, block development and grading develop-
ment. The company was particularly interested
in the breadth of consumer data that Alvanon
has collected, in addition to its expertise in fit
form manufacturing. “We acquired the AlvaIn-
sight tool which provided the Alvanon database
of consumers representing the target demo-
graphic and the competitive market environment to develop the
optimum fit standard and tools,” says Elisabeta Talvan, product
development director for Icebreaker. 

From start to finish, the project took 18 months to complete,
with the goal of implementing the fit updates into the most cur-
rent season possible to start reaping the benefits. The project aimed

to produce garments that offer greater ease of
movement, would not bunch under the arms,
and would be consistent in body length and
width so customers could confidently pur-
chase the same size in the same styles from one
season to the next. Eleven team members —
seven Icebreaker staff and four contractors who
assisted with project management and pattern

grading — were involved with the fit update. Icebreaker recruited
40 women from the United States, Europe and New Zealand to
try on the new size medium blocks — mostly base layers and pants
— to confirm the revised fit, and the same number and cross-sec-
tion of men to evaluate size large. Though the women all identi-
fied themselves as wearing a size medium, they all had different

Icebreaker
Wellington, New Zealand | www.icebreaker.com

NOMINATED BY: Alvanon Inc. | www.alvanon.com

From its first base layer tee created entirely from
soft merino wool, Icebreaker has expanded its
offerings to include a wide range of garments for
active athletes. Recently, it updated the fit of its
entire collection.

Users can see images of every available
garment, zoom in on specific details, and
click to view color options. What’s more,
each user can access customized informa-
tion such as price details and notes. When
they’re ready to order, distributors sim-
ply select the garments they desire and the
application saves them to “Favorites,” a
functionality that Suárez says was sug-
gested during beta testing. The applica-
tion generates a PDF document with all of
the Favorites that is then transmitted to
Pepe Jeans. 

“Sales Tool helped in smoothing the
entire process by integrating in a single tool

a series of steps,” explains Suárez. “Before
the introduction of the app, a catalogue
update would have taken about one week
or more to be communicated to all the dis-
tributors, while today every update is instan-
taneously transmitted through the app.”   

Pepe Jeans listens closely to distribu-
tors’ feedback and has incorporated many
user suggestions, such as a filter to view
the last modifications in the collections.
“They always suggest new ways to have a
more personalized tool,” Suárez says. “And
although the scope of this tool is to improve
the sales process, it generated a visible
increase in distributors’ orders.”

Next, the brand will focus on improv-
ing the store associates’ experience. “We
are planning to build a new in-house tool
to be used by Pepe Jeans shop assistants,”
reports Suárez. “The idea is to have an app
where employees can have access to the
company’s communications, training mate-
rials and all kinds of content they may need
in their daily work.

“We are now at the early stage of this
new innovation but our ambition is to achieve
the same success as the sales tool,” she
adds.

— Jessica Binns

http://www.alvanon.com
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shapes, proportions and body types. Testing confirmed that the
updated fit was more successful across a greater variety of body
types. “We also validated the Icebreaker layering system in graded
block fit sessions to ensure that pieces worked well with one another
since consumers layer on multiple Icebreaker items,” Talvan adds.

Alvanon provided the detailed consumer analysis based on
specifications that Icebreaker provided, and AlvaBlock special-
ists reviewed Icebreaker fabrics to better understand how to design
with circular knit merino wool. Alvanon’s team worked with
Icebreaker technical designer Jessie Tillson to create fit blocks
reflecting the Icebreaker layering system for the core sizes, and
once approved, they executed the graded blocks.

Icebreaker’s complete collection of men’s and women’s apparel
styles for Fall/Winter 2013 was created with the updated fit sys-

tem, and some styles already have been sold in New Zealand and
Australia. “We have received great feedback from customers at
our Icebreaker Touchlab retail locations,” Talvan says. By offering
better-fitting apparel, Icebreaker should see higher customer sat-
isfaction, reduced returned merchandise, greater full price sales
and fewer markdowns.

Although this round of updates was limited to adult apparel,
Icebreaker is evaluating the benefits of revising the fit of its chil-
dren’s garments in the future.

— Jessica Binns

“Every Pair of Jeans Has a Story.” That’s
the motto of All American Clothing,

but at this company, it’s not just a slogan.
All American Clothing is one of a handful
of jeans companies worldwide that allows
its customers to trace their jeans all the way
back to the farmers who grew the cotton
they were constructed from. And All Amer-
ican jeans are 100 percent Made-in-the-
USA, with every step of the process — from
growing the cotton, to spinning it into yarn,
weaving the yarn into denim and sewing
the final product — taking place in the
United States. 

Each pair of All American jeans comes
with a 'Certificate of Authenticity' that
includes a traceability number, says Logan
Beam, the company’s director of market-
ing and communications. A customer can
enter the traceability number on his or her
pair of jeans into the company’s website
to discover details about the farmers and
mill involved in the production of that spe-
cific pair. 

Buy a pair of All American jeans and
you might learn, for example, that seven
producers contributed 8,414 pounds of cot-
ton to the production run that produced
your jeans, which represented 6.81 percent
of the overall blend. You might find that
some of that cotton comes from Dean’s
Farm in Lubbock County, Texas, which was

founded in 1947, and now uses GMO cot-
ton, which has allowed for less tillage
and a decrease in diesel consumption. You’ll
learn that 50 percent of the farm’s cotton
acreage receives supplemental irrigation,
that it uses advanced irrigation methods,
and how it has reduced its water usage by
shifting from furrow to drip irrigation. 

“The company`s traceability technol-
ogy ultimately helps show their customers
the jobs they are supporting,” says Beam.
“Our overall mission is to offer a USA-
made product at an affordable price in order
to help create and sustain American jobs,”
he says.  

All American Clothing got its start in
2002, after founder Lawson Nickol, at the
time a sales manager for a U.S. jeans man-
ufacturer, happened upon a pair of jeans
at a retail store with his company’s brand
name on it and a label that read “Made in
Mexico.” That his company was now out-
sourcing beyond U.S. borders was a sur-
prise to Nickol, and not a welcome one.
And there wasn’t a cotton-pickin’ thing he
could do about it. 

Or was there? Nickol soon resigned,
and decided to start his own Made-in-the-
USA jeans business. “The first several years
were tough,” says Nickol, who says his fam-
ily survived on “savings, taking financial
risks and working long hours.” 

That hard work has paid off. The com-
pany today produces thousands of jeans
annually while “continuing to provide Amer-
icans with jobs,” he says. 

Beam adds: “The company is growing
rapidly in an industry that has lost 84 per-
cent of its jobs since 1990, according to the
U.S. Bureau of Labor Statistics. We recently
purchased a factory and will create up to
65 new jobs.”

If you take into account all of the Amer-
ican workers involved in the supply chain
of the company’s product, says Beam, “the
traceability technology system ultimately
supports more than 11,000 American farm-
ers and workers.”

— Jordan K. Speer

All American Clothing Co.
Arcanum, Ohio | www.allamericanclothing.com
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Customers can trace their All American
Clothing jeans to the source to learn about
the U.S. farmers who grew the cotton they
were made from.



Today, one of the largest department stores  in
the United States is providing customers of

one of its premium private-label brands the
opportunity to take a look behind — no pun
intended — their jeans to learn the full story of
the cotton that went into producing the jeans
they hold in their hands. By simply scanning the
QR code on the hangtag, a shopper can trace
the cotton used to make that very pair back to
the farms that produced it, viewing the names

and faces of the farmers that own and work
the land and learning about the history of the
farms, their location, the various cotton grow-
ing practices they employ and how those have
changed over the years. 

The traceability program is made possible by
Guatemala-based Denimatrix and its relatively
new owner, PCCA, or, Plains Cotton Cooper-
ative Association, based in Lubbock, Texas.
PCCA’s acquisition of Denimatrix created the

American Denimatrix
Lubbock, Texas | www.denimatrix.com
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As the saying goes, everything is bigger in Texas, and that applies
to University of Texas’s bookstore, too. University Co-op is the

most profitable college store in the country, selling Longhorns
apparel and accessories in addition to books and other wares in
eight physical locations, on its e-commerce site and via new mobile
applications for iPhone and Android. In 2012, University Co-op
sold $12 million in apparel alone.

University Co-op partnered with Digby to implement its Local-
point product, which helps engage directly with its customers by
establishing virtual perimeters or “geofences” around its locations
in order to push rich messages, announcements and offers to con-
sumers once they enter the geofence, while inside the store and
when they leave. Localpoint measures consumer engagement,
in real-time, via web-style analytics for each store, giving Uni-
versity Co-op valuable insights about its customers to serve them
better in the future.

“We utilize check-in campaigns either by store or across all
store locations for customers who have downloaded the app,”
says Brian Jewell, vice president, marketing for University Co-op.
These campaigns promote limited-time discounts and sales, and
push notifications alert users to events and special offers. The
mobile website also features the current ad campaign product
in the What’s Hot category, Jewell adds. With Localpoint, the
store can send unique time- and location-sensitive “Deal of the
Day” when and where it’s most logical for Longhorns fans to
receive them.

“There is no question we see more activity in our main Austin
location when we promote via m-commerce than we do in our
four branch city locations,” explains Jewell. “We know the num-
ber of check-ins, views and eventual sales from a check-in.”

Currently, University Co-op tracks app engagement via orders
placed either on the mobile site only or through either the iPhone
or Android app, says Jewell. Roughly 20 percent of University Co-
op’s total website traffic came through a mobile device in 2012,
which Jewell says is a “small percentage.” 

University Co-op is still learning what its customers want when
they shop. “What we know so far is that they do want to check
in for specials, would like them frequently, but not to be over-
whelmed,” adds Jewell. “And the best results have been when a
special is tied to an event or holiday.”

Digby turned out to be the perfect partner for University Co-
op. “The ability to stay local in Austin with a partner that knows
about our store and what we do for the UT community were impor-
tant factors in our decision,” Jewell explains. “Digby brought to
our m-commerce solution an industry leader for app development
and especially in the last year or so for geomarketing.” 

— Jessica Binns

University Co-op
Austin, Texas | www.universitycoop.com

NOMINATED BY: Digby | www.digby.com

University of Texas’ University Co-op is already the most profitable
college store in the country, and it expects “geofences” to increase
traffic to its stores by increasing customer engagement with localized
discounts, sales and other alerts.
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only completely vertical farm-to-factory apparel business in the
Western Hemisphere, according to American Denimatrix mar-
keting and sales director Wilson Avalos. 

Back in 2009, when the Great Recession was full steam
ahead, Denimatrix’ factory wasn’t. Previously producing 700,000
units per week — denim bottoms primarily for U.S. mass retail-
ers at the lower end of the market — the company found itself
struggling to get the business it needed, and inventory began to
pile up.  

Meanwhile, over at PCCA, the farmer-owned co-op of almost
10,000 members was looking to extend its supply chain further,
to apparel manufacturing.  The goal of PCCA, whose members
together grow more than one-third of the cotton produced in
the United States, is to make sure that their cotton is being traded
at the best price possible. Formed in the 1950s, the group had
found success since the mid-70s in converting some cotton into
fabric itself; manufacturing would allow the group to own the
entire supply chain — and its story.

It was a perfect match, and a partnership was born. PCCA
acquired Denimatrix and a portion of the capacity (200,000 units
per week) at the Guatemala facility. Cotton is grown in the United
States (primarily in Texas, Oklahoma and Kansas), woven into
denim fabric in Texas and manufactured into jeans in Guatemala.
The organization produces more cotton than it converts to fab-
ric, and more fabric than its converts to jeans, so it continues to
sell cotton and fabric directly to the market as well (see Innova-
tor Award winner All-American Clothing).

“We ship a lot of cotton to China, Bangladesh, Turkey, Italy,
Mexico, Colombia, the United States — all over the world. But
once we sell that bale of cotton, the ability to track where it is com-
ing from is lost,” says Avalos. “But with our vertical farm, our infra-
structure, we are able to tie the American farmer to the end pair
of jeans, and that has a lot of value. People are growing more inter-
ested in sustainability and tracing their products to the source so
that they understand who’s involved in producing what they con-
sume, the conditions they labor under and the way things are pro-
duced.  We’ve seen this with products like orange juice for a while
— a picture of the orange grove farmer is on the carton. Now we
can enable this traceability with apparel.” 

For U.S. brands and retailers that manufacture a huge vol-
ume of denim jeans, American Denimatrix’s traceability pro-
gram offers an opportunity to create a premiere brand that is unique
from its other collections. And with options for finishing, includ-
ing waterless and chemical-free processes, an eco-conscious mes-
sage can be added to the brand. 

Additionally, notes Avalos, the carbon footprint of all of the
denim produced by Denimatrix has been significantly reduced.
“Today, only 40 percent of our cotton acreage uses artificial irri-
gation, with 60 percent grown in ‘dryland’ — meaning that we
depend on Mother Nature. Those that do irrigate use 35 percent
less water than they used to. Our farmers have also reduced
pesticide use by 60 percent in the past 20 years. There’s been an
increasing awareness from our farmers and our customers that we
need to take care of our land,” he says. 

— Jordan K. Speer

Cars Land, a new and exciting three-dimensional re-creation of
“Radiator Springs” from the Disney•Pixar film “Cars,” opened

in June 2012 at Disney California Adventure, and it’s difficult to
tell who’s more excited — Cast Members or Guests.

“The costumes created for Cars Land really do tell the Cars
story, stitch by stitch,” says Clare Gee, project manager, cos-
tume design and development.  “Typically, Cast Members
regard their Disney costumes with an eye on functionality, but
because of the partnership with Pixar, the whole process of cre-
ating costumes was taken to a new level,” Gee explained.

“We shared the costume designs in great detail with our Cast
Members, pointing out how elements of the story are being reflected
in the costumes themselves,” said Gee. “As a result, the Cast Mem-
bers understand how they fit into the overall story and they have
embraced the costumes completely.

“While everyone worked diligently to investigate new fab-
rics, trims and vendors for better garment performance, we kept
the integrity of the story by keeping the designs true to the time
period,” Gee added. “Some of the technical features included new

Walt Disney Parks & Resorts, Creative Entertainment
Anaheim, Calif. | www.disney.com
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Costumes for Cars Land, a 3D re-creation of “Radiator Springs” from
the film “Cars,” were specially designed to bring the story to life for
both Cast Members and Guests.
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textured emblems, performance fabrics with subtle stretch for com-
fort and design interest, and sublimated fabrics and venting to
reduce layers and add breathability.” 

What costumes can you see at Cars Land? At the Radiator Springs
Racers auto racing attraction, costumes are designed to look like
Lightning McQueen’s pit crew from the Cars film — if they were
human. The bright, red, yellow and black costumes reflect a rac-
ing pit crew of the 1950’s. “Checkerboard trims and racing patches
give the costumes a prominent place in the landscape and empha-
size how details make stories come alive,” Gee shared. 

“The epaulets are similar to those worn by today’s race car
drivers — more like a race car driver than a pit crew. The epaulets
functioned as handles so the drivers could be pulled out of their
cars in case of an accident,” said Matt Davidson, senior cos-
tume designer.  

Even the costumes at merchandise locations are integrated
into the story, with shirts at Radiator Springs Curios and Ramone’s
House of Body Art inspired by the bold retro-graphics of the
Cars films. 

While Cars Land costumes are designed to “evoke nostalgic
connections to our past,” there is another aspect of innovation
being used with costumes at Disney that is tied to the future. Behind
the scenes, the Walt Disney Parks and Resorts Creative Cos-
tuming organization manages more than two million operational
and entertainment garments in the United States. Cast Mem-
bers “shop” from more than 40 locations to select garments in

their assigned size and style from the issue floor.  To better
manage this high churn of costumes, the company has replaced
its barcode tracking system with one that is RFID based. 

“Garments are scanned as they are issued to each Cast Mem-
ber, scanned again upon their return, and multiple times during
the laundry process, to maintain inventory control of this tremen-
dous volume,” says Suzanne Davison, costuming project man-
ager. Prior to the implementation of RFID, a barcode sewn into
each garment had to be located manually to be read with a bar-
code scanner.  Today, each transaction is equipped with RFID
technology and multiple garments can be read in seconds, with-
out visual confirmation of the tag. 

Time savings have been tremendous across the supply chain.
Cast Members can now issue their garments at self-serve coun-
ters with a transaction time of less than 10 seconds. Multi-antenna
portals allow hundreds of garments to be read instantaneously,
whether on rolling racks or in bins, as they move from one loca-
tion to another.  

The time savings has also allowed the organization to count its
physical inventory at costuming locations more frequently — from
once a year to four times annually.  As part of its migration to RFID,
Disney developed a mobile inventory cart capable of reading hun-
dreds of RFID tags per second, which it can use to inventory a
location with more than 100,000 garments in less than two hours.

— Jordan K. Speer

Known for its stylish vintage and retro fashions and accessories and “Be
the Buyer” customer engagement initiatives, e-commerce retailer Mod-

Cloth maintains a loyal following of devoted fans. It was Inc. maga-
zine’s fastest-growing U.S. retailer in 2010, and the company closed 2012
with 50 percent growth, offering goods from more than 1,200 designers
and shipping 1.2 million orders in those 12 months. Last year, ModCloth’s
smartphone traffic doubled and visits from tablet-using shoppers tripled.
To say that business is going well would be an understatement.

But keeping pace with that astonishing growth and success can be
a challenge. The company established a presence on the West Coast,
opening offices in San Francisco and Los Angeles after operating
solely out of its Pittsburgh headquarters for many years, and expand-
ing payroll from 100 employees in 2010 to roughly 400 this year. 

Like many fast-growing and data-driven companies, ModCloth
wanted to transition away from creating reports in Excel and migrate
to a more robust platform with richer features. The brand needed a
way to create and send reports at all levels of the company to aid in the
critical decision-making processes. 

After trialing the free edition of Pentaho reporting software, two years
ago ModCloth decided to implement the enterprise edition for greater

ModCloth
Pittsburgh, Pa. | www.modcloth.com

NOMINATED BY: Pentaho Corp. | www.pentaho.com

Pentaho’s reporting software is helping ModCloth to improve the
speed and quality of the decisions it makes, also helping it get
a closer look at customer trends by collecting social media
data such as loves, shares and reviews.
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support and advanced reporting features and capabilities. The
company integrated Pentaho with its mySQL data warehouse to
provide reports to the enterprise.

“Our merchandising team uses the system to monitor what
products are in inventory, what is selling, and why products are
being returned,” says Shawn Davis, vice president of analytics for
ModCloth. “By giving more users exposure to reports and access
to our data, we have been able to improve the speed and quality
of the decisions we are making.” About 200 employees — half
of the company — use the reporting software, he adds. 

Now the buying, merchandising, finance and planning teams
at ModCloth can create reports for key decision-making processes.

ModCloth also uses the analytics software to take a closer look
at customer trends by collecting data on loves, shares, and reviews
— not only on its own website but also through its substantial
social presence on platforms including Twitter, Facebook, YouTube,
Instagram, and Pinterest — which offer insights into different mar-
kets based on customer feedback.

“[ModCloth is] a company that seeks not only to have a
data-driven budget but a self-served culture, [and] Pentaho Report-
ing has helped us create reports at all areas of the company to
make fundamental business decisions," adds Kuntal Malia, ana-
lytics lead for ModCloth.

— Jessica Binns

Business must be booming at outdoor
apparel maker and retailer Patagonia,

which undertook a significant warehouse
expansion and makeover at its Reno, Nev.,
distribution facility. Top of mind for the
company were sustainable practices and
design, the latter of which is reflected in
the LEED-certified 171,000 square-foot
building. 

Indeed, Patagonia's updated facility
received the distinction of being the first pri-
vate company in the United States to receive
incentives for its Gold level Leadership in
Energy and Environmental Design certifi-
cation from the U.S. Green Building Coun-
cil. Patagonia already is reaping the benefits,
with 47 percent savings in energy costs and
a 42 percent reduction in water usage. 

Patagonia carried that conscious design
mentality into overhauling its warehouse
operations, too. The company upgraded to
Manhattan Associates’ Warehouse Man-
agement System, implementing a slot-
ting optimization solution to improve material
handling efficiency and flexibility that elim-
inated manual handling and order sorting. 

When a factory ships product to Patag-
onia, the contract manufacturer notifies the
company via email or fax. That information
is entered into the Patagonia’s system, which
creates bar coded labels in advance of the
shipment’s arrival. On the arrival dock,
shipment cases are unloaded onto extend-
able conveyors and put on pallets in the

receiving area. Next, barcode labels are
applied to the cases and scanned to match
the contents of the carton to the pallet. 

Pallet loads are put away into space-
conserving aisle racking in a reserve stor-
age area, each of which can hold up to three
cases. A lift truck operator scans a bar code
label on the case and on the rack to con-
firm the storage location in the WMS. Ship-
ments inspected by Patagonia at the factory
are immediately available for order fulfill-
ment with the help of WMS. A small sam-
pling of product from shipments that weren’t
inspected at the factory is diverted to the
quality assurance area. That inventory is
designated as unavailable in the WMS until
the sample clears inspection. 

Once inventory has been allocated, orders
are released into the WMS, and order pick-
ers receive pick labels to be applied to each
unit that’s picked. These units are placed
on a conveyor, and full case orders are picked
from the reserve storage area and delivered
directly to the shipping area by a lift truck.
Items are delivered to a tilt tray sortation
system. Prior to induction, an overhead
scanner reads a barcode on a picking label.
Once the item is inducted into the tilt
tray sortation system, it is dropped into an
assigned packing chute where all the items
for that order will be packed. Although the
units for an individual order may come from
several picking areas, one packer is respon-
sible for organizing that order. 

Each packing station is served by three
chutes. A packer scans a barcode for an
order as well as a pick label that accom-
panies the items in the chute. After all of
the units for an order have been scanned,
the packer scans a bar code label to end the
order, at which point the system prints a
shipping label, and if necessary, a content
label, for the carton. Once the shipping
labels have been applied to a shipping car-
ton or mailing pouch, they are moved to
a takeaway conveyor and weighed on an
inline scale. Finally, when the system knows
how the package is going to be shipped,
a pop-up diverter on the shipping sorter
sends it to another conveyor that will deliver
it to the right shipping area for carton or
parcel shipping.

— Jessica Binns

Patagonia
Ventura, Calif. | www.patagonia.com

NOMINATED BY: Manhattan Associates | www.manh.com

Sustainable practices and design led the way
in Patagonia’s warehouse expansion, which
included an overhaul in warehouse
operations.
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As the country’s oldest clothing retailer, Brooks Brothers knows
a thing or two about innovation. After all, you cannot survive

in apparel retail for 195 years without being able to effectively
introduce new products, ideas and processes — to your customers,
and within your own organization.  

So when the New York-headquartered global retailer real-
ized it was struggling to keep up with the rapid changes in both
U.S. and international product safety regulations, it turned to an
innovative web-based materials quality and compliance man-
agement solution from TEXbase, a provider of product integrity
management software solutions. The solution simplifies and auto-
mates materials management, testing and compliance in an easy-
to-use, web-based system.

The objective for Brooks Brothers was to streamline materials
management, provide consistent performance testing, and imple-
ment a system for global compliance management to enhance col-
laboration with testing labs and vendors.

“With the increasingly complex demands of product safety and
regulatory bodies both in our home and international markets, we
needed a solution that could manage all of our product testing,
compliance, and aspects of our fabric development,” explains
Joe Dixon, senior vice president, sourcing for Brooks Brothers. “We
wanted to spread this workload across our overseas offices and
our New York head office and being web-based, TEXbase was
an ideal vehicle. We also needed seamless integration with our
PLM system to enable data to be entered only once.”

The system needed to have a strong management platform
to support the broad range of compliance management require-
ments Brooks Brothers must deal with, including the Consumer
Product Safety Improvement Act (CPSIA), California’s Proposi-
tion 65, and various rules regarding restricted substances and con-

flict materials. And, Brooks Brothers wanted to easily communi-
cate compliance requirement information to its internal and exter-
nal partners; centralize, organize and track all of its global materials
component testing data and compliance documents; and give its
regional offices around the globe accessibility and visibility to test-
ing data and compliance documentation.  

Through its adoption of the platform, Brooks Brothers has
achieved those myriad goals, says Dixon.  “TEXbase has helped
Brooks Brothers to unify disparate sources of data into one cen-
tral system that spans the complete lifecycle, from raw materials
to finished product compliance. The system allows us to collab-
orate with garment makers, mills and labs for standardized test-
ing protocols, quality testing and compliance documentation,” he
says. That documentation process has also been streamlined by
TEXbase’s ability to automatically generate Certificates of Com-
pliance for Brooks Brothers. 

“We also now have the ability to make available different tem-
plates — based on our protocols — for compliance, seasonal
and global testing, that our labs can access. They can also add test
results directly into Brooks Brothers’ database,” Dixon adds. “And,
if problems do arise, all documentation for a certain product is
accessible in one ‘file’ almost instantly.” The ability to manage
testing data by exception with TEXbase’s auto evaluation and failed
report notification capabilities is another major benefit for Dixon
and his team. 

Brooks Brothers and TEXbase are also collaborating to inte-
grate the compliance management platform with the Brooks Broth-
ers PLM system, which will streamline the product development
automation and collaboration process, and will result in one
version of the data.  

— Amy Roach Partridge

Brooks Brothers
New York, N.Y. | www.brooksbrothers.com

NOMINATED BY: TEXbase | www.texbase.com
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Evy of California designs branded children’s wear including Hello
Kitty, Mickey Mouse, Disney Princess and other characters

for top-tier retailers including Walmart, Target, Sears, Kmart, The
Children’s Place and Macy’s, churning out nearly 30 million units
a year. With annual growth ranging between 20 percent to 30 per-
cent, Evy has to keep close tabs on a diverse and rapidly growing
sourcing mix. 

When considering new suppliers, Evy weighs several factors
such as environmental impact, product safety, turnaround time,
access to materials, specialized experience, and even employee
rights — key concerns in light of Evy’s public commitment to both
ethical sourcing and social responsibility.

Garments belonging to the same coordinate group often end
up being manufactured in different countries because of each sup-
plier’s area of expertise and other factors such as import duties. In
these cases, it’s imperative that colors match exactly despite being
created under slightly different conditions. What’s more, fabric’s
yarn size, stitch count and stretchability must be consistent regard-
less of country of origin, which, needless to say, can create
sourcing challenges. Evy’s production volumes range from 20,000
to 100,000 units per style. Mistakes are not an option. 

To manage its complex, rapidly growing business, Evy imple-
mented NGC’s Global Enterprise Suite, a fully integrated plat-
form that features best-of-breed solutions for fashion PLM, supply
chain management (SCM) and global sourcing and ERP. “We have
used NGC solutions for years, and each year we keep expanding
our business to utilize more of NGC's software," says Kurt Krieser,
CEO and president of Evy of California. This year many of Evy’s
suppliers will start entering production information directly
from the factory, as well as images of their work, enabling Evy to
create exception reports that identify what hasn’t been completed,

and also reject incorrect work without incurring the delay or expense
of shipping physical samples.

Evy established a goal of trimming the turn time for a third of
its Asian production to 100 days from about 170 days. By com-
mitting later to purchasing goods, Evy’s customers will have more
accurate forecasts and can reduce their overall costs. Achieving
this goal may require Evy to stockpile yarn, gray goods or even
unornamented garments to enable it to respond more quickly to
orders and will also involve collecting much more detailed data
and specifications in the system during the design phase, so that
production can begin two to four weeks sooner. 

As part of this initiative, Evy is using even more features of
NGC’s PLM. “We are now specifying all the components at the
design level, rather than the production level, so that when we
design a garment, more of the details are defined early on in the
production cycle,” says Krieser. “By doing this, we will be able
to tell our suppliers what we need from them much faster, and
this allows us to respond much more quickly to fulfilling the order.”

— Jessica Binns

Evy of California
Los Angeles, Calif. | www.evy.com

NOMINATED BY: NGC | www.ngcsoftware.com

To achieve its goal of trimming Asian production from 170 days to
100, Evy of California may have to stockpile yarn, gray goods or even
unornamented garments to enable it to respond more quickly to orders.

From its humble beginnings in its 
quest to develop a sports compression

T-shirt to its position today as a market-
leading athletic apparel empire, Under
Armour has been on a wild ride since its
inception in 1996. Since its founding,
Under Armour has achieved phenom-
enal growth and currently operates more
than 40 retail and factory-direct stores

in the United States. Both its whole-
sale and retail operations are served by
distribution centers in Baltimore, Md.
Long Beach, Calif.; and Tilburg, The
Netherlands. 

While such explosive growth is a con-
siderable achievement, it also makes for
considerable difficulties when it comes to
managing distribution operations. The

company outgrew the warehouse man-
agement system and manual processes it
had been using to manage its footwear
and athletic apparel distribution centers
for 10 years. And its tremendous growth
also underscored the need for improved
inventory visibility and enhanced vendor
communication to help prepare Under
Armour for continued future growth. 

Under Armour
Baltimore, Md. | www.underarmour.com

NOMINATED BY: Manhattan Associates | www.manh.com
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“We were simply bursting at the seams
and had to upgrade our information sys-
tems," says Eric Olsson, director of distri-
bution systems for Under Armour. “Not
only were we challenged to keep pace with
our current distribution levels, we had to
scale for the future growth we expect.”

In addition, Under Armour’s customers
began expecting more value added services,
and its distribution solution couldn’t handle
directives such as customized hanging, tick-
eting and floor-ready packaging. “We had
to do everything manually,” Olsson notes.

So Under Armour turned to a suite of
solutions from Manhattan Associates, which
has helped the retailer replace manual
processes with automated ones; achieve
more accurate picking, packing and ship-
ping; eliminate overtime expenses; and bet-
ter position itself for future growth. The
company selected Manhattan Associates'
Warehouse Management solution (WMS)
to manage processes in its footwear and
apparel DCs, and leveraged Manhattan’s
Slotting Optimization to help make smart
decisions about product placement in the
distribution centers. It also implemented
Manhattan’s Extended Enterprise Man-

agement (EEM) to provide automatic inven-
tory updates that the company can com-
municate to its vendor network.

Thanks to the WMS, Under Armour’s
warehouse personnel are now equipped
with reliable, faster procedures that facili-
tate efficient workflow. As a result, the com-
pany has reduced the need for overtime
while improving the overall accuracy of its
warehouse efforts — and reducing costs.
In the first September (typically the com-
pany’s busiest sales month) after deploy-
ing the Manhattan WMS, Under Armour
achieved record levels of product shipments
while recording zero overtime expenses for
the first time ever. 

The WMS has also helped Under Armour
speed up its processes. “In our old system,
some transactions — such as waving, clos-
ing manifests, and LTL trailer load clos-
ing —were incredibly slow to complete.
Now they are practically instantaneous,”
Olsson says. 

With the Manhattan EEM solution, Under
Armour has been able to gain even more
visibility into its inventory and enhance
communication with vendors. The com-
pany has used EEM to direct ship more than

15 million units so far, and credits the mod-
ule with giving it the ability to make accu-
rate commitments to its customers. “Extended
Enterprise Management has enabled us to
deliver on our available-to-promise with
customers,” Olsson explains. “With auto-
matic updates, we can know exactly what
we have available and when it will ship.”

As the last piece of Under Armour’s dis-
tribution upgrade, Manhattan’s Slotting
Optimization solution has helped the com-
pany improve its inventory accuracy and
functionality. Under Armour uses the solu-
tion to optimize inventory slotting, and has
been able to make smarter decisions about
what product should be placed where based
on demand. “We’ve allocated ‘golden zones’
in our warehouse where highest demand
items are stored based on seasonality,” Ols-
son notes.

With its revamped warehouse systems
and processes, Under Armour is now well
equipped to meet its goal of growing its
business to a multi-billion-dollar market
position. 

— Amy Roach Partridge

Astark contrast from Mexico’s large maquiladoras industry,
upstart brand MAAUAD takes the complete opposite approach

to designing apparel by offering intimately customized shirts
directly to consumers. Launched in October 2011 after 12 months
of product and business development, the company, owned
by Camisas Finas de Hidalgo, operates in direct response to
Mexico’s difficult department store culture, which burdens sup-
pliers with costs while stifling creativity. 

Many Mexican chains demand wholesale prices that
benefit the store’s profits while hurting suppliers, says creative
director Mariana Maauad, and even the discounts and pro-
motions that stores offer come at the suppliers’ expense. Depart-
ment stores also set time and delivery conditions, leaving little
room for flexibility. “Most of all, they limit the collections
and designer’s creativity to selling the products which they
consider are going to be the best sellers with the most profit,”
Maauad explains. “They just play it safe, leaving fashion,
creativity and risk on the side.”4

MAAUAD
Pachuca, Hidalgo, Mexico | www.maauad.com

NOMINATED BY: CEDETEX | www.sell123.org/company/Mexico/652463.htm

MAAUAD offers home visits to customers to jumpstart the design process
for their customized shirts. Garments range from $90 to $230, depending
on fabric selection.
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Many Mexican chains demand wholesale prices that benefit
the store’s profits while hurting suppliers, says creative
director Mariana Maauad, and even the discounts and
promotions that stores offer come at the suppliers’ expense.

MAAUAD offers customized shirts for men, and staff visit cus-
tomers in their homes to jumpstart the design process by ascer-
taining the client’s specific needs and preferences. Customers can
also log onto MAAUAD’s website to play designer at their leisure
and get a better sense of how each customization appears. Gar-
ments range from $90 to $230, depending on the customer’s
fabric selection. Clients can choose from approximately 200 printed
and yarn-dyed fabrics, which MAAUAD buys in small quanti-
ties in order to refresh its options quarterly. Most fabrics are 100
percent cotton, but the brand includes linen and LYCRA® as well.
And from front plackets to back yokes and cuffs to collars, MAAUAD
can customize each shirt as much or as little as the client desires. 

The brand plans to build on its success by launching apparel
for women and expanding its products for men. “We are already
making guayaberas, which is a traditional Mexican and Cuban
dress shirt for special occasions,” Maauad says. “We are in the

product development process for making made-to-measure casual
men’s jackets and pants. Also, cufflinks — which is the big sur-
prise for next season.” Taking the locally-made, small-batch con-
cept even further, MAAUAD is collaborating with brand Fábrica
Social to create ties, bow ties and handkerchiefs that are hand-
embroidered by Mexican artisans.

MAAUAD is a small operation, employing two cutters, five sew-
ers, three pattern-makers, two designers, one buyer, and two work-
ers who manage ironing, packaging and quality control. The company
did about $200,000 in sales for 2012, according to Maauad.

The Maauad family has been in the apparel manufacturing
business since 1949, specializing in large-production men´s shirts
and other garments. MAAUAD is its first high-end, luxury made-
to-measure product brand. 

— Jessica Binns

In a world where many companies pay lip service to the idea of corporate social
responsibility, Indigenous was founded 13 years ago on the idea that clothing can

be both fashionable and fair trade. With a global scalable network of 1,500 artisan
knitters primarily in South America, Indigenous promotes comfortable, stylish apparel
made from organic, natural and environmentally-friendly fibers by workers paid a
living wage. The brand maintains an e-commerce platform but also sells its fash-
ions through more than 500 boutique and retail partners. 

To help bring its message to consumers, the brand worked with retailers to launch
a campaign educating shoppers about how Indigenous makes a difference. Under
the umbrella of “Our World. Our Worth,” in early 2013 the brand started shipping
all garments with a Fair Trace Tool hang tag and QR code that connects the purchaser
to the artisans who make Indigenous fashion through video and voice-response sur-
veys of their working conditions and social progress. 

“In today’s world, the importance of building an emotional connection with
your customer is greater than ever,” says Matt Reynolds, who co-founded Indige-
nous along with Scott Leonard. “At Indigenous, we had such an emotional story, but
needed to find ways for our retailers to simply share this story with their customers.
Our digital tool kit, new hang tag and POS signage has helped us develop a
deeper, emotional bond with our end consumer.”

The Indigenous POS rack separator simply but effectively conveys the rich social
and environmental story behind the brand without taking up too much valuable space
on the sales floor.  Hanging on the clothing rack between brands, each separator
includes an image of one of Indigenous’s artisans and clear messaging about the

INDIGENOUS Fair Trade + Organic
Santa Rosa, Calif. | www.indigenous.com

NOMINATED BY: Self

Indigenous’ new “Our World. Our Worth”
campaign to educate shoppers includes a Fair
Trace Tool hang tag and QR code, and POS rack
separators that tell the story of the artisans who
produce the company’s stylish apparel.
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brand’s social and environmental commitment. Made from 100
percent bamboo, the sign is offered free of charge to boutique cus-
tomers who order $2,500 worth of merchandise.

Scannable QR codes on the brand’s new hang tags enable
smartphone-wielding customers to see where garments originate
and how fibers were developed, to meet the artisans who hand-
make them and to learn about Indigenous’s positive social impact,
explains Reynolds. “We are hoping that by sharing the beauty of
what goes into our fashion as well as the beauty of our eco-chic
styling, we will encourage even more fashionistas to become pas-
sionistas about buying only fashion that is good for people and
planet,” he adds. “The Fair Trace Tool is our solution to educat-
ing the customer about how and where their clothes are made,
bringing transparency to the fashion industry.”

Busy, multi-tasking boutique owners don’t have a lot of extra
time to invest in digital and direct marketing campaigns, so Indige-
nous needed to come up with a creative way to encourage these

small business owners to help spread the brand’s message. The
digital toolkit is a simple, turn-key solution that helps retailers
while also helping INDIGENOUS. It gives shop owners quick and
easy access to Indigenous’s latest seasonal art-ready files, pre-for-
matted blogs, tweets, print advertisements and Facebook posts.
“The retailer can download and plug our digital tools into their
own Facebook, Twitter, Pinterest and blog accounts without hav-
ing to spend their valuable time formatting, programming, and
writing,” Reynolds says. “The Indigenous digital toolkit has
benefited our retailers by helping them to share the buzz of Indige-
nous, introduce our brand to their own community, and run
successful, professional local advertisements.”

Indigenous also works with industry influencers, hosting a
series of events, tweet-ups, blogger gatherings and more at major
fashion shows to promote greater discussion of fair trade issues. 

—Jessica Binns

A tlanta-based T-shirt company Alternative Apparel is all about
comfort. Its casual, eco-friendly apparel is designed to com-

plement a laid-back, environmentally friendly and sporty lifestyle.
So the company’s discomfort with its ERP system didn’t sit well
at all. “Our old system could no longer meet the needs of our
growing company and put limitations on our ability to service the
unique needs of our customers in each channel,” recalls Teka Long,
vice president of operations, Alternative Apparel. 

As product sales continued to increase, it was clear that
Alternative Apparel needed to update its technology system. “This
change was paramount for continued success, innovation and
growth,” Long says.

As part of the fast-paced world of fashion, Alternative Apparel
needed the ability to quickly respond to shifts in demand and cus-
tomer preference. It also wanted an ERP system from a vendor
that understood the industry-specific functionality the company
sought. It accomplished both of those goals by selecting Infor’s
M3, a comprehensive ERP solution designed specifically for the
fashion market. The flexibility of M3 accommodates for detailed
specifications such as size, color or style, and provides instant con-
nectivity to essential data, which has enabled Alternative Apparel
to consolidate production, supply chain, warehousing, distribu-
tion and financial processes into one unified system.

Going with a unified approach was the right fit for Alterna-
tive Apparel, Long notes. “From an efficiency standpoint, it was
vital for us to centralize our operational processes for our B2B and
B2C business into one system. M3 allows us to service all cus-
tomers and have visibility across the organization into our sup-
ply chain with the most up-to-date information,” she explains.   

Since deploying the M3 system nearly two years ago, Alter-
native Apparel has racked up a host of benefits and improvements.
Foremost on the list is greater accuracy and speed, due largely to
the new system’s “pick and pass” approach to running the
warehouse. While warehouse workers used to pick an entire order,
they now pick items only in their aisle, and then pass the order
along to another picker in the next aisle. Each worker becomes an
expert in their specific section of the warehouse, which means they
are faster and more accurate pickers. And order packaging is nearly
complete by the time all items are picked using this method. The
pick-and-pass approach is also more suitable for Alternative
Apparel’s varying inventory of more than 8,000 SKUs. 

Alternative Apparel has also gained instant access to real-time
data through M3. “We can now instantly locate each piece of inven-
tory using the system’s real-time consolidated database,” Long
says. By eliminating out-of-date paper records, Alternative Apparel

Alternative Apparel’s casual, eco-friendly apparel is designed to
complement a laid-back, environmentally friendly and sporty lifestyle.

Alternative Apparel
Atlanta, Ga. | www.alternativeapparel.com

NOMINATED BY: Infor | www.infor.com/
industries/fashion



Rasta Imposta has put many a Bob Marley
lookalike on the street with its Rasta Hat,

the original creation that launched the com-
pany 20 years ago and became its signature
item. Building on the success of the original
hat and its sewn-in dreadlocks, founder Robert
Berman continued to launch funny hat designs
that became popular on ski slopes and were
often featured in the press. 

From there, the transformation from
headwear manufacturer to costume designer
was natural; a costume collection was intro-
duced in 1998. Today, Rasta Imposta offers
humorous costumes for kids and adults of
all ages, including licensed branded cos-
tumes ranging from the Campbell’s soup
can and a package of Skittles to the Grate-
ful Dead bear and the Chiquita banana. 

Like many apparel companies that start
small and scale up — the company has tripled
revenues from $5 million to $20 million in
the past nine years — Rasta began by cre-
ating patterns and markers by hand. Pat-
tern blocks were stored on hangers on clothing
racks, which occupied a lot of space at the
company’s facility. 

As the company grew, the inefficiency of
its manual processes became more of a drag
on resources and was hindering design and
development; additionally, costs associated
with the manual processes were eating into
the bottom line. For example, sending its
large and heavy cardboard pattern pieces to

China was expensive, said Amy Pendola,
designer. From a quality perspective, there
was another drawback to the cardboard block
patterns. As she explains, “When you’re
tracing around something so many times,
you eventually start to lose some of it, and
the pattern starts to change.”

Rasta Imposta sought a solution that
would eliminate many of its manual processes.
It selected  Optitex PDS, which has enabled
the company to completely change how it
creates and submits patterns to its off-
shore manufacturers. 

Today, designers use PDS to digitize and
print patterns that were previously hand
drafted.  Digital files are exported to Adobe
Illustrator, and tech packs that include both
.PDS and .AI files are created and emailed
to its factories for counter sample produc-
tion. If the costume includes graphics —
which most do — the graphics team creates
designs from the files for sublimation onto
a sample that is created in house and sent
to the factory. 

The software has dramatically reduced
design-to-development cycle time, elimi-
nating manual processes, enabling design-
ers to easily work from the digital library
of stored patterns and speeding up com-

Rasta Imposta
Runnemede, N.J. | www.rastaimposta.com

NOMINATED BY: Optitex | www.optitex.com
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Rasta Imposta has drastically reduced the
design-to-development time of its costumes by
converting from a manual to a digital pattern
creation process.

delivers accurate, easily accessible inventory knowledge, and the
company estimates savings of between $80,000 and $90,000 annu-
ally on inventory adjustments because stock levels are exact and
readily available when an order is placed. 

Because M3 delivers an end-to-end solution for all of Alter-
native Apparel’s business processes, company leaders also now
have greater visibility into operations to make better, more informed
decisions for the business. 

And with greater visibility into production and the warehouse,
managers can view pending orders and group them appropriately
to ensure fulfillment is performed in the most efficient manner.
Scheduled pick-up dates are also easy to view so orders can be
expedited or withheld without the possibility of a late shipment.

Over the past two years, three of Alternative Apparel’s four dis-
tribution channels have experienced volume growth of approxi-
mately 10 percent, but staff hours have increased by only 1 percent
to 2 percent due to the company’s use of M3. 

Clearly, Alternative Apparel has gotten comfortable with M3.
And it plans to continue the partnership by upgrading to the
latest version in the near future. The new iteration of M3 will allow
Alternative Apparel to automatically separate items based on
packaging requirements. It will also give managers the ability to
reserve inventory without physically moving it in the warehouse,
ensuring that proper stock levels are maintained for seasonal shifts
in demand.

— Amy Roach Partridge
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munication with its offshore manufactur-
ing partners. 

“Patterns used to take weeks to get
to China; now they take minutes,” says
Lisa Denham, director of creative expan-
sion. “The company can produce more
because everyone can work faster. Nine
years ago, when I started working here,
we had 300 costumes in our line. Now we
have more than 1,400.” 

And because of the ease of altering the
digital pattern vs. a cardboard pattern, Rasta
Imposta has moved away from a one-size-
fits-all mentality, with many of its costumes

now manufactured in multiple sizes. 
Use of OptiTex also has freed up ware-

house space. An off-site digital archive has
eliminated the need to store racks upon
racks of physical patterns at its facility.

Next up? Rasta Imposta has been test-
ing the Optitex 3D solution for use with
its more unconventional 3D oversized
polyfoam creations — costumes of over-
sized bananas, hot dogs, penguins and
turkeys, for example — that obscure the
actual form of the body and sometimes
extend above the head. 

“These designs are less fashion ori-

ented and more sculptural, and we have
to approach them more like a sculptor
would,” says Pendola. Currently, the devel-
opment process of a 3D costume is very
manual, and involves wrapping, creas-
ing and folding paper around a body form
to create the shape. “It’s more like origami
than fabric draping,” says Pendola. 

“At some point we’d like to be able
to use the 3D solution to develop the pat-
terns, but we are still in the discovery
phase,” she says.  

— Jordan K. Speer

D epending on your geographic location,
you might have heard someone say,

“If you don’t like the weather, just a
wait a few hours.” Lately, that seems true
no matter where you live. Today’s unpre-
dictable weather patterns, which can
change from day to day — let alone hour
to hour — are making it difficult to know
what to wear when you get dressed in the
morning. 

For workers who toil in the outdoors,
the quick-changing weather conditions can
be an even bigger hurdle. “Ensuring the
wearer’s daily comfort with the ability to
customize outerwear by adding or shed-
ding layers is more important than ever,”
says Paul Giannola, senior designer.   

Enter System 365, an outerwear collec-
tion consisting of eight styles. Designed to
keep the wearer comfortable year round,
System 365’s outer shells and liners were
all developed to zip into each other, allow-
ing the consumer to create the perfect out-
erwear solution for his or her particular
climate or job function. (The collection sys-
tem also is available in several pre-assem-
bled system options.) 

“Each of the styles that comprise Sys-
tem 365 are innovative, performance-dri-
ven and unique by either or both the
fabrication and functional details, which
vary by style,” says Giannola. 

System 365 all-weather shells are 100
percent Tactel Nylon, waterproof and breath-
able and feature inside zippers that let
the wearer add any System 365 liner for
warmth. Reflective piping keeps the wearer
visible at night and elastic cuffs with adjustable
hook-and-loop closures keep drafts out.
Shells also have secure zipped pockets with
protective storm flaps and front closures,
snap-close cellphone pockets and concealed
hoods and removable sleeves.

Fleece liners come as vests or jackets
and are water-repellant and pill-resis-
tant, and their tricot-lined pockets will keep
your hands warm. The mid-weight jacket
liners are made of a wind- and water-resis-
tant FusionTec fabric — a breathable poly-
ester outer layer permanently bonded to
a moisture-wicking, brushed polyester
inside, or a double abrasion resistant Tac-
tel Nylon shell. Liners are ventilated in back
for breathability, and stretch for comfort. 

As a major supplier of rugged work-
wear, uniforms, outerwear, safety apparel
and anything else you need to outfit your
workers for America’s toughest jobs, Ara-
mark maintains a focus on continual
improvement and innovation in the func-
tion and style of the apparel it produces,
says Giannola.

“System 365 was developed to be worn
alone or interchangeably layered to accom-
modate the needs of each customer, regard-
less of climate or job function,” he says.
“There are an infinite number of combi-
nations that can be created — our cus-
tomers are only limited by their needs and
imagination!”

— Jordan K. Speer

System 365 is designed to keep the wearer
comfortable year round with its collection of
shells and liners that all zip into each other.

Aramark
Norwell, Mass. | www.shoparamark.com

NOMINATED BY: Self
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Women purchasing bathing suits hope
not to grow too much from season to

season. But for swimwear companies like
San Diego-based ViX Swimwear, seasonal
growth is not only desirable — it’s essen-
tial. In this regard, ViX has been extremely
successful. 

The company, which is named for the
Brazilian beach city of Vitoria where founder
Paula Hermanny grew up, is known for
its luxury bathing suits and use of cutting-
edge materials such as resin in addition
to tortoiseshell, leather and gold detail-
ing. The ViX collections also include flowy
beach cover-ups, dresses and sarongs,
as well as hats, bags and sandals. The com-
pany’s designs have been spotted on mod-
els, actresses, and celebrities and featured
in the coveted Sports Illustrated Swimsuit
Editions.

With its fast-growth track, however, ViX
found it was lacking the back-end system
it needed to support its rapid expansion.
“The system we were using was not robust
enough for the company that we had
become,” says Greta Binette, ViX opera-
tions manager. Most glaring was the lack
of allocation capabilities in the previous
system — which meant it was hard for ViX
to ensure, when it came time to ship orders,
that it still had the required inventory in
stock to fill those orders. 

“We had expanded into department
stores including Nordstrom, Blooming-
dales, Saks Fifth Avenue, and Neiman Mar-
cus, and we were receiving more, and larger,
orders. So we needed a system in place to
ensure that we reserved the necessary units
for those orders, and could meet the needs
of our customers,” Binette explains. 

In addition, ViX sought a solution that
could help it meet the varying needs of its
diverse distribution channels — which
include large department stores and swim
retailers such as Everything But Water and
Diane’s Beachwear, as well as small spe-
cialty boutiques, e-commerce sites includ-
ing Amazon and Zappos, plus ViX’s own

web site. “We needed a solution that could
give us the capability to store each of our
retailers’ unique requirements so we could
fulfill orders correctly,” Binette notes. 

ViX found the right fit in Computer Gen-
erated Solutions’ (CGS) BlueCherry, a com-
prehensive end-to-end business solution
designed specifically for the apparel, footwear
and accessories industry. Since the 2010
implementation, the software has deliv-
ered improved supply chain operations and
on-time deliveries while also positioning
ViX for exponential multi-channel growth.
The implementation included integrated
EDI, financials, robust reporting capabili-
ties and automation.

Today, ViX’s allocation woes are a thing
of the past. “BlueCherry has provided us
the allocation capabilities we were so sorely
missing,” Binette says. The company also
likes the scalability that BlueCherry offers,
and the fact that CGS is currently devel-
oping best practices that ViX stands to ben-
efit from as it continues to grow, she adds. 

BlueCherry’s robust reporting capabil-
ities have also been a big benefit for ViX,
freeing its employees of the need to hunt
down information. 

“Instead of chasing data, we are able
to focus on building our brand while 
BlueCherry delivers all the data we need
right to us,” Binette explains. The solution
provides reports and key performance indi-
cators that give ViX greater visibility to what
is happening in its supply chain and how
that will affect orders. Two reports in par-
ticular have been especially beneficial. “The
available-to-sell report gives our sales reps
visibility to what units from the collec-
tions are still available to sell; and the no-
ship report gives us visibility to units ordered
past the available number so we can proac-
tively reach out to our accounts to adjust
delivery expectations,” Binette explains. 

The visibility brought about through
BlueCherry’s reporting capabilities also
allows ViX to capitalize on demand, and
ship and deliver on time, Binette notes. “We

can see and plan our business differently
because we know what we need in stock.
Our supply chain is no longer crippled due
to the visibility that the BC reporting gives
to us,” she says. 

In addition, the solution seamlessly inte-
grates ViX’s EDI transactions, which has
been a major timesaver. Instead of rely-
ing on a third-party to handle EDI trans-
actions, ViX can now do it all in-house —
which has helped the company recover time
in its ship window that was being eaten up
waiting on a middleman. 

Next up, ViX is eyeing possible solutions
from CGS that will help the company cap-
italize on its growing e-commerce busi-
ness. “E-commerce is an important channel
for ViX and we are exploring the ways that
BlueCherry could integrate into our e-com-
merce business and optimize those processes
as well.”

— Amy Roach Partridge

ViX Swimwear
San Diego, Calif. | www.vixswimwear.com

NOMINATED BY: Computer Generated Solutions | www.cgsinc.com

ViX Swimwear’s luxury bathing suits are
known for their use of cutting-edge materials
such as resin, tortoiseshell and leather. 
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L ife is good was founded in 1994 on the
power of optimism, which it has been

spreading ever since through its upbeat
products and through its Life is good Kids
Foundation — to date it has raised nearly
$10 million for kids in need. Brothers Bert
and John Jacobs launched their business in
1994 with a t-shirt sporting the stick figure
‘Jake,’ and today that iconic smiley face fig-
ure and his dog, Rocket, adorn every-
thing from coffee mugs to dog toys. 

Focused on looking at the bright side
and making good things happen, Life is
good has targeted its giving efforts toward
bringing relief to underprivileged kids. One
of the fundraisers for its Kids Foundation is
the annual Life is good Festival, a two-day,
fun-filled celebration featuring nationally
known musical talent and hands-on games
and other activities for kids. Life is good also
works to break the cycle of poverty, violence
and illness through Playmakers, a program
that educates people to help kids overcome
these obstacles through the power of play. 

In February, the company made the
remarkable announcement that it will now
donate 10 percent of its net profits to its
Life is good Kids Foundation, and in con-
cert with this news called on its “commu-
nity of optimists” to share something good
in their day or to be the good that happens
to somebody else on Facebook and Twit-
ter using #PositivePurpose. 

Profits — for the company and the kids
helped by its foundation — may be get-
ting a little boost from behind the scenes,
where the hurdles to using data efficiently
and effectively are being knocked down
through the use of improved technology

that is allowing the company’s very small
IT department to better support a large
network with multiple integrations, includ-
ing a distribution facility in Hudson, N.H.,
two offices in Boston and seven Life is good
retail stores.  

“We have a limited budget across all
of our business units and try to spend it
as responsibly as possible,” says Kevin
Scheeler, director of technology. “One of
our challenges is being able to use our data
for each season to make better decisions
for future seasons. We struggle with being
able to consolidate our data across various
systems so it’s easily accessible and ready
to use in a timely manner,” he says.

Life is good made huge strides toward
this goal when it implemented SAP AFS
five years ago, over a 24-week period, using
an out-of-the-box solution by attune Con-
sulting. At the time of the implementation,
the company also automated its warehouse
by implementing a conveyor control sys-
tem and hand-held scanners to track all
inventory movement within the warehouse.  

“Our biggest gain with SAP is the abil-
ity to promise inventory to our customers
and [let them know] when it would be avail-
able, or if we are sold out. With automat-
ing and integrating our warehouse into
SAP, we were able to gain efficiencies in
handling more orders with the same num-
ber of employees and with greater accu-
racy,” says Scheeler. SAP also integrates
with other systems including the company’s
online, B2B and shipping software.  

Now that it has a handle on inventory
and order management, Life is good has
turned its attention to product develop-

ment, and has just begun the discovery
phase of its implementation of Yunique
PLM for graphics, design, tech design, sourc-
ing and quality management. 

“The benefits of the system were imme-
diately apparent to the team so there’s a
lot of enthusiasm surrounding this project,”
says Scheeler. “Currently we are using iso-
lated spreadsheets and tracking systems
that will soon be replaced by a transparent
database that bridges all departments.”

The IT team is expecting its new PLM
to make reporting a breeze, improving accu-
racy and timeliness by eliminating the man-
ual manipulation of data in spreadsheets.
“Improved communication, and thus pro-
ductivity, with our vendor partners should
follow after they adopt the system,” says
Scheeler, who adds: “Fortunately for us,
our key vendors have used PLM systems
for their other customers so the imple-
mentation of Yunique PLM should be fairly
seamless.”

— Jordan K. Speer      

Life is good 
Boston, Mass. | www.lifeisgood.com

NOMINATED BY: Gerber Yunique Solutions | www.gerbertechnology.com

Net profits from the Life is good Festival go
to the company’s Kids Foundation which
serves underprivileged children. The two-day
event is fun for the whole family.

Editor’s Note: If you are interested in nominating an apparel retailer, brand or manufacturer for the 
2014 Innovator Award program, please contact Jordan Speer at jspeer@apparelmag.com.


