Buyers Navigate
Changed Landscape

in Las Vegas

By Alison A. Nieder Executive Editor

LAS VEGAS—Buyers returning to Las Vegas for the
latest round of apparel, accessories and sourcing trade
shows found a different scene than last season. The
Feb. 16-18 run of the MAGIC Marketplace was splil be-
tween the Las Vegas Convention Center and the Manda-
lay Bay Convention Center, where MAGIC's menswear
offerings were located one floor up from the Project Glob-

al Trade Show.

Visitors to Mandalay Bay shopped the men’s lines
showing at MAGIC Menswear, Street, Premium and
S.L.A.T.E,, us well as the men's and women's lines at Proj-
ect and the men's and women's lines at Workroom, a new
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boutique show featuring upscale
contemporary brands.

Over at the Las Vegas Conven-
tion Center, MAGIC’s women’s
show, WWDMAGIC, took over
the Central Hall, with Pool-
tradeshow located at the back.
MAGIC's new footwear show,
FN Platform, and its garment and
fabric sourcing show, Sourcing at
MAGIC, were held in the conven-
tion center’s North Hall._

Buyers had plenty of other
venues to shop around, including
the Off-Price Specialist Show at
the Sands Expo & Convention
Center, MRket, Accessories the
Show, Moda Las Vegas, Curve
NV and Capsule at The Venetian,
ENK Vegas at The Bellagio, and
Women’s Wear in Nevada at the
Rio All-Suites Hotel.

“Last year, it was more con-
densed,” said retailer Naomi Loewe,
owner of Chelsea Enterprises Inc.,
a retail store in Honolulu. Loewe
shopped Moda Las Vegas, WWIN
and MAGIC but didn’t have time to
stop by Project this season.

Similarly, retailer Gaynell D.
Polts, owner of Dianne’s Decora-
tive Designs in Dallas, was rac-
ing between shows, making stops
at MAGIC, Moda Las Vegas and
Off-Price Specialist and trying to
find time to shop WWIN and ENK
Vegas, as well.

For veteran Los Angeles wom-
‘en’s retailer Diane Merrick, this

gallery at the MAGIC Marketplace.

show's separation of men's and
women's fashions made it the best-
organized MAGIC in memory. “I
did not have to walk through all of
the men’s stuff. 1 only need to look
at women's fashions, and it was all
right there at the convention center.”

Among the lines showing at
WWDMAGIC at the Las Vegas
Convention Center was Los Ange-
les—based Velvet Heart. The con-
temporary label is the brain child
of Moshe Tsabag, whose previous
labels include juniors brand Hot
Kiss and contemporary label Jak
& Rae. Tsabag recently brought Jak
& Rae designer Joe Pham in to de-
sign Velvet Heart, which has shifted
ils focus from denim to more of an
emphasis on silks and chambray
fabrics. Velvet Heart recently inked
its first licensing deal with New
York-based coat maker Comint
Apparel Group, which had held

TREND WATCH: Fashion Snoops created the trend

BACK TO BASICS: Christian Audigier
eschewed his typical embellished
branded aesthetic for his new line, The
Same Guy, which bowed at the Project
Global Trade Show.

the outerwear license for Hot Kiss.
At MAGIC, Velvet Heart was show-
ing its new coats, including styles in
fleece, wool and leather.

Tsabag said the first day of the
show was quite busy, with every

to the Central Hall for the latest run of the MAGIC Marketplace.

table in thé booth filled with buy-
ers reviewing the line.

“Stores are coming out with
more of a positive attitude,” he
said. “They feel confident in sitting
and wriling orders. At the end of
the day, I'm happy with the show.”

Over at the Mandalay Bay,
visitors to MAGIC Menswear
crowded the narrow aisles, perus-
ing the suits, ties and upscale ca-
sual offerings.

Scott O'Connor, sales repre-
sentative for Los Angeles—based
men’s suit label Suits America,
said suit buyers were replenishing
low inventories but were taking
a more-cautious stance when it
came (o price points.

“Last year, retailers were still
sitting on goods,” he said. “This
year, there's not much change in
fashion, but it’s gone conservative
and cheap.”

To accommodate buyers’ bud-
gets, Suits America has been im-
porting moderately priced suits in
wool for key customers.

At Project, marketing maven
Christian Audigier unveiled his lat-
est offering, The Same Guy, a line
of premium tees. The collection is a
departure from Audigier’s signature
emphasis on branding, such as his
namesake collection and Ed Hardy
line. The Same Guy features no
branding except for a tiny embroi-
dered patch at the hem.

“It’s a recession, and I decided
to do something completely differ-
ent,” Audigier said.

The Same Guy features more
than 40 bodies in 62 colors for men
and women. The garment-dyed col-
lection is made in Los Angeles from
Supima cotton and wholesales from
$13 for a tank top to $36 for fleece
hoodies and track jackets.

Audigier said the new collec-
tion is being ordered by his exist-
ing Ed Hardy and Christian Aud-
igier customers. “They know me
as a T-shirt maker, and they did a
lot of money with my brands be-
fore,” he said.

But Audigier said the new col-
lection is also helping him open
up new accounts, including con-
temporary boutiques such as Los
Angeles—based Lisa Kline.

“This morning, my first early
bird was Lisa Kline,” Audigier
said on opening day. “She said,
*Finally, Christian, I can get some-
thing from you."" @
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LAS VEGAS—Ruyers relurning to Las Vegns for the latest round of apparel, accessories and sourcing,
tride shews found a different seeme than lest season, The Feb 16-18 run of the MAGIC Marketplaee
wns split between the Los Vegas Comvention Center ond the Mondaloy Bay Convention Center,
whers MAGIC's menswear offerings were loested one floor up from the Project Global Trade Show,

Visitors to Mandalny Boy shopped the men's lines showing ot MAGIC Menswenr, Strect, Premium
and & LoAT. E., as well as the men's and women's lines ot Project and the men's and women's fines o
Wowrkroam, a new bouticpee show featuring upseale contemporry brands,

e at the Las Vegas Comvention Center, MAGIC s women's show, WWDMAGIC, took over the
Central Hall, with Pooltradeshow koeated ot the hack. MAGIC's new foobwenr show, FN Platform,
and its gnrment and {abric sourcing show, Scarcing st MAGIC, were held in the convention cenier’s
Morth Hall.

Buyvers hed plenty of other venues to shop armound, including the Off-Price Specinlist Show ot the
Sands Expo & Convention Center, MBket, Avcessories the Show, Modn Las Vegns, Curve
WV und Capsuale ot The Venctinn, ENK Vegas ai The Bellagio, and Women's Wenr in Newndn
al the Rio All-Snites Hotel.

“Last veur, it was more eondensed,” said retailer Mpomi Lioews, cvner of Chelses Enterprises Ine., o
el store in Honolulw Loews shopped Modo Las Vegas, WWTH and MAGIC but didn’ hove time to
stop by Project this sonson.

Similarly, retuiler Gavnell [ Potts, owner of Dinnne's Decorative Designs in Dallas, vwis rocing
between shows, making stops st MAGIC, Moda Las Vegas and Off-Price Specinlist and bryving to find
time to shop WWIN and ENK Vegas, as well.

For veteran Los Angeles women's retailer Dinne Merrick, this show's separation of men's and women's
fashions made it the best-organized MAGIC in memory. “T did not have towalk through all of the men’s
stuff. T only need to Iook ot woamen's fashions, and it was all right there ol the convention center.”

Amemg the fines showing al WWIMAGIT ut the Las Vegas Conventinn Center was Los Angeles—hased
Velvet Hear. The comtemporary abel is the hrain child nf Meoshe Trabog, whese previnus labels
nclude: juniors brind Hot Kiss und enntemnporary lbel Ink & Rae Tashog reeontly brought Jak &
e dresigrer oo Pham in 1 design Vel Feart, which has shifled its les fmm denim (o mone ol un
emphusic nn silks and chambny: lahries. Vel Heart recently inked its fiest fieensing doul with Mew
Yok -basad eoot muker Comint Apprel Group, which had held the oterear fioenss e Hol Kiss,
AUBAGIC, Velurt Heart was shivwing ils new eoats, including stvles in flocee, wool ond leat her.

“Tanbuay said the firs day of the shew wies quite busy, with every tible i the bonth lled with huyers
reviewing bhe i ' '
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writing nrders. A the end of the day, 1'm happy with the show*
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O at the Manduloy Buy, visitors to MAGIC Menswear erowded the narrow aisles, perusing the suits,
ties and upscale casual offerings,

Seott O'Connor, seles epresentative for Los Angeles=based men's suil labol Suits Americs, said suil
buyers were replenishing low inventories but wore teking o more=cautious stance when it came to prics
points.

"Last vear, retuibers were still sitting on goods,™ be said. “This vear, there's not much chunge in fashion,
bt it's gone conservative and cheap,”

To seeommedate buyers” budgets, Suits America his been Importing moderstely priced suits in wool for
key customers.

At Project, marketing moven Christian Audigier unveiled his latest offering, The Same Guy, a line of
premium tees. The collection is a departure from Audigier's signsture emphasis on branding, such as his
namesake collection und Ed Hardy line. The Same Guy features no branding except fora tiny
embroidered poteh of the hem.

"It's a recession, und [ decided to do something completely different,” Audigier said,

The Sume Guy features mom than 40 bodies in 62 colors for men and women. The garment-dyed
eofllection ks made in Los Angeles from Suplima cotton and whelesales from 13 for e tank top o 856
for fleece hoodies und trock jockets,

Audigher said the new collection is being ordered by his existing Ed Hordy und Chirstian Andigier
customers. “Thay know me a5 a T-shirt maker, and they did a ot of momey with my brands before,™ ha
s,

But Audigier said the new eollection iz also halping him open uwp new socounts, including contemporary
borutiques such as Los Angoles-based Lisa Kline,

*This marming, my first early bird was Liss Kline,” Audigior said on opening day, *She said, 'Finally,
Christian, 1 can get something from you,™
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