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Blue Generation

SIAR RUGEY

Ladies BG-6220 Men’s BG-7220

Men's BG-7222 Ladies BG-6222

MOISTURE
WICKING

Cool Temp'moisture wicking polos treated with <= /| Scotchgard’
100% Polyester, 5 oz., Stain Release, Wrinkle Resistant, Men’s S-6XL, Ladies S-4XL

2 &

)

Tel 1-888-336-4687 Fax 1-888-744.7887 2011 Catalog

Available directly from
Blue Generation
NG
. : . & 5-STAR SUPFLIER J
" www.BlueGeneration.com 24/7 online ordering it
ey User Friendly Shop Cart  Inventory Availability ¢ Order/Shipping Confirmations e UPS Tracking * Specials ¢ Online Catalog

ASI 40653

Cool Temp is a Reg.TM
of M.Rubin & Sons

2 day Nationwide Delivery at UPS Ground Rates

Circle 10 on Free Info Card or visit www.stitches.com/freeinfo



American Apparel’

www.americanapparel.net/ wholesaleresources

Dov brings

the imprintable
T-shirt industry
5 NEW T-shirt

styles! ...

2011—
Unisex Power Washed T

Available Colors:

0‘“ \|
.. ¥

The Power Washed Tee has
amore open neckline, featuring
single needle cover stitch, and
aslightly more loose fitting body
than our original 2001 T-shirt.

]
'

Durable rib neckband.

Superior screen printing
results.

100% Fine Jersey Cotton
construction.

Fabric weight:
4.30z/yd? (146 g/ m2)

An enzyme wash
treatment that simulates
40 washes gives this
garment a unique feel.

XS/S/M/L/XL/XXL

More colors coming
Spring 2011!

DR401—
Drirelease T

Available Colors:

D WHITE 5 BLACK.

A patented Poly-Cotton blend
that utilizes the best features

of synthetic and natural fibers
to create a fabric thatis wicking,
fastdrying and environmentally
friendly.

Superior screen printing
results.

Poly-Cotton (85% Polyester/
15% Cotton) construction.

Fabric weight:
4.80z/yd? (162 g/ m2)

Drirelease is not treated with
any chemicals and feels like
natural fabric. Because all
features are builtinto the yarns,
the benefits of drirelease won't
wash or wear out.

XS/8/M/L/XL/XXL

drirelease’

RSA6402—
Loose Crew Summer T-Shirt

Available Colors:

HeAHER sreeL
Dwm sa0s | GV oo spunur  [sze] BLOE
oRest E suack

Unisex size —women
may prefer to order one size
smaller.

Greatscreen printing
results.

100% Sheer Jersey construction.

Fabric weight:
3.80z/yd? (129g/m?)

Same greatfitand feel as our
ultra-light, Sheer Jersey Short
Sleeve Summer T-Shirt, but with
amore relaxed neck opening.
Fits slimmer than our 2001.

XS/S/M/L

RSAVC402—
Unisex Viscose T

Available Colors:

summER orey
7520 PEAGH m,ps Uss2 | wonosr 5”%

Ifyou like this style,

see similar unisex styles
RSAVC400 Oversized
Viscose T and RSAVC401
Oversized Viscose Tank
on our website.

100% Viscose construction.

Fabric weight:
4.20z/yd? (142 g/ m?)

Alightweight classic T-shirt
insilky Viscose. Featuring a
narrow neckband. Extreme
heatnotrecommended. Wash
cold; lay flatto dry. Good
screen printing results.

XS/8/M/L

PL401—
Sublimation T

Available Colors:

D WHITE

Durable rib neckband.

Superior sublimation
results.

100% Polyester construction.

Fabric weight:
4.50z/yd? (153 g/m?)

Designed for sublimation,
this comfortable T-shirt
is made of 100% ring spun
polyester.

XS/S/M/L/XL/XXL

More colors coming
Spring 2011!
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Sweatshop Free | Made in Downtown LA

For more info, please contact us at csr@americanapparel.net

Tel +1(213)488-0226
Fax +1(213)488-0334

747 Warehouse St.

HQ Manufacturing  Los Angeles, CA 90021

American Apparel
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COVER STORY

28 The Stitches Power List

Stitches reveals its list of the most powerful people and
companies in the industry today. Ranked from 1to 56, everyone
on this list is influencing the direction the decorating industry will
take in 2011 and beyond.

BY ROBERT CAREY, JOAN CHAYKIN, SHANE DALE, JOE HALEY, ALEX PALMER,
NICOLE ROLLENDER, DANIEL WALSH AND ERICA YOUNG

FEATURES

54

58

62

Product Safety
The Price of Safety

Product-safety legislation has given US. businesses, including
decorators, a challenge - and an opportunity - to ensure the safety
of the goods they provide to consumers.

BY DANIEL WALSH

Multimedia Decoration
Stitch up the Big Screen

Layering embroidery over a large screen-printed design can mean a
nice profit for your shop. Learn how to make these types of designs
work for you.

BY THOMAS TRIMINGHAM

Mentor for

a Month

A Level Playing
Field

A hearing-impaired,
part-time decorator
needs help in a hurry
to dig himself out of
a financial ditch - and
stand toe-to-toe with
his competitors.

BY SHANE DALE
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We’re Tweeting

Stitches has entered the JOl n US On Locatlon
1 “Twiitter-verse’l Follow our . . : |
! Tieets' at wwwiwittercom/ tStnfc/ye.s Staff Writer Daniel Walsh -
! AS| Stitches to be one of the firstto  interviews some of the movers-and- @
1 learn about Stilches surveys, videos,  ghakerg on The Stitches Power List and

e 1 contests, webinars and more!

COLU M-NS i . . asks them some tough questions about
g where the decorating industry is headed in 2011. Go to
Stitches.com to listen to the podcasts.

NEW | 21 Technically Speaking 72 Ask an Expert
1 Add Shine to Your Designs By Kristine Shreve
' By Deborah Jones i

Can’'t Get Enough of
Stitches University?

Curious about the hottest apparel trends for
2011? Go to Stitches.com to read a “Stitches
University” online-exclusive article about
the top apparel and accessories trends.

1
1
1
| 24 Punching Sense ‘
' Tools of the Trade \
1
1

Get Podcasts on the Go

You can download lots of educational
MP3 files at Stitches.com — so you can
get valuable business-building tips while
you’re on the go. This month, download
an exclusive interview ASI editors conducted with Mlchael

] FIRST THiNés FIRST-

: 6 Contributors
1
: 10 From the Editor’s Desk

1 71 Coming Next Issue Your Bottom Line

In a recent poll on ASICentral.com, we asked industry
companies: How worried are you about complying
with product-safety regulations?

. 12 Reader Threads J. Fox. The actor and activist told his inspiring story of
' 14 Think Tank being diagnosed with Parkinson’s diseflse at29 —and
| ‘ ; offered his own methods for overcoming obstacles to con-
1 15 Ask Phil ! tinue a highly successful career. Plus, as keynote speaker
: 16 Look BOOK - - - e o ! for The AST Show. Orlmdo in]anua.ry, FO_X previewed his
. " talk by revealing his favorite promotional items.
1 27 SalesTalk '
|
I

68 B-to-B Classifieds
71 Advertiser Index

More than half of you (48%) are very concerned about
complying with product-safety 12%
regulations. However, an alarming Productsafety? That’s
52% aren’t too worried B A Lo

(or don’t care) about

Abou[ [he CDVef r coooTmmmmmmmEEEEEET l‘l prOdUCt_safety issues
Photography: Mark Pricskett + CORRECTION _ i related to the products
Design: Jim Lang ! Kataaro Custom Martial ! thev sell 48%
D\git\zin(g a/nd em?roidery by Cory Dean, Artwork : Arts Products is an : Y S d d 40% Very wo:ried
S 36907 . ) o L
ource tasi + llinois-based embroidery | Get educated: Turn Not too It's very costly
1 company. The company’s ! to page 54 to read “The worried. and a lot of
Stitches ENVIRONMENTAL STATEMENT. ! . » It’s a minor
By using eco-friendly paper, Stitches magazine has : name was Spe”ed : PI'ICC Of Safet}’ artlcle A : hassle.
saved the valuable resources below per year. 1 incorrectly in“The : about regulations that Inconvenience.
TREES ENERGY WATER SOLID WASTE : Amerlcan Dream” artlcle : affect a arel decorators
. . . .
22 Lo2mit G E 1 in the November issue. ! pp
Environmental impact estimate were madle Using the Environmental Defense Calculator 1 Contact: wwwikataaro.com
For more information visit www.papercalculatororg 1 1
_____________________ o ) 0 1 5 5 5 10 5 0 5 5 5 5 5 5 5 5 5 5 105 5 1 5 5 0 5 0 5 ) 0 s i

*Please recycle this magazine.
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contributors

Looking to add some major sparkle to your designs, but you’re wary
about using metallic thread? In this issue’s “Technically Speaking,”
DEBORAH JONES, owner of MyEmbroideryMentor.com, introduces
you to a new technique for achieving sparkle. “If you want to try a
new, stress-free method for adding sparkle to almost any design, con-
sider pairing Mylar with your embroidery work: The basic procedure
is as simple as stitching over a base of Mylar film,” she writes. Plus, Jones’ companion
video on Stitches.com shows you the entire process at an embroidery machine.

In this issue’s “Punching Sense,” BONNIE LANDSBERGER, owner

of Cannon Falls, MN-based Moonlight Design, teaches you how to
punch a solid base for your embroidery work with individual elements.
“To prepare your fabric surface for the least shock and distortion,

as well as to tack the fabric to the backing, you need to create a base
foundation for your design of sparsely set lines of run stitches across
the entire design area,” she writes. Plus, you can download the art that Landsberger
uses as her example at Stitches.com so you can practice digitizing it yourself, following
the instructions in this column.

As you learned last issue, Jerilee Auclair, owner of Black Eagle Designs
in Vancouver, WA, has passed her expert torch to Erich Campbell,
digitizer and e-commerce manager for Albuquerque, NM-based Black
Duck Inc. (asi/140730). Campbell will rotate the “Ask an Expert”
column with KRISTINE SHREVE, director of marketing for EnMart
and Ensign Emblem. This month, Shreve offers a thorough (and up-
to-date) thread primer that will satisfy newbies and experienced embroiderers alike.
“Consider the effect you want the thread to produce,” she writes. “For embroidery
that sparkles, metallic thread should produce the effect you want. If you want varia-
tions in color and shade, variegated thread may be the best choice.”

Interested in becoming a Stitches contributor? Please send an e-mail to nrollender@asicentralcom
and let us know what's on your mind.

Where to Find Us
THE MAGAZINE

SUBSCRIPTIONS: For a new subscription or change of address, please contact our circulation director by
phone at (847) 763-8202; toll free, (877) 6311027, fax, (847) 763-1890; online, wwwistitches.com/subscribe;
mail, Stitches Subscription Services, PO. Box 2197, Skokie, IL 60076.

LETTERS TO THE EDITOR
Send your letters to us:

Mail: Stitches, Letters to the Editor, 4800 Street Rd., Trevose, PA 19053
E-mail: nrollender@asicentralcom, subject line: Stitches, Letters to the Editor
Fax: (215) 953-3107, attn: Stitches, Letters to the Editor

Please include your name, job title, company and an e-mail address or phone number where we can
reach you.

ONLINE

Find recent articles, videos, podcasts and more at Stitches.com.

The Stitches Embroidery Business Insights e-newsletter drops every other Thursday, and the Stitches Small
Business e-newsletter drops the third Tuesday of every month. For subscription information, visit Stitches.
com.

WEBINARS
Be on the lookout for upcoming Stitches webinars. We'll post a schedule on Stitches.com/
UpcomingWebinars and announce them in our e-newsletters.

Stitches celebrates its 23 year in 2010.

6 DECEMBER 2010 ---stitches.com

STITCHE:S

Embroidery’s Voice & Vision

Publisher
Richard Fairfield, rfairfield@asicentralcom

Editor In Chief
Melinda Ligos, mligos@asicentral.com

Editor
Nicole Rollender, nrollender@asicentral.com

Managing Editors
Joe Haley, jhaley@asicentralcom
Joan Chaykin, jchaykin@asicentral.com

Senior Staff Writer
Dave Vagnoni, dvagnoni@asicentral.com

Staff Writer
Daniel Walsh, dwalsh@asicentral.com

Copy Editor
Kerry Boderman, kboderman@asicentral.com

Editorial Interns
Andraya Vantrease, avantrease@asicentralcom
Erica Young, eyoung@asicentralcom

Editorial Assistant
Carole Seymour, cseymour@asicentralcom

Contributing Writers
Robert Carey, Shane Dale, Tonia Cook

Kimbrough, Deborah Jones, Bonnie Landsberger,

Alex Palmer, Kristine Shreve, Alissa Tallman,
Thomas Trimingham

Creative Director
Jim Lang

Sr. Editorial Designers
Hillary Braubitz, Pierre Schnog

Editorial Designer
Monica Fisher

Editorial Photographer
Mark Pricskett

Chief Operating Officer
Vince Bucolo

Executive Director of Production
Haitham Barakat

Executive Director of Audience Development
& Analysis
Debra Brill

POSTMASTER: Send address
changes to STITCHES

PO. Box 2197

Skokie, IL 60076

@ BPA

wentowio®



Follow us on Facebook. n

Pantograms Manufacturing Company Inc.
serving the apparel decorating industry since 1967

FAMOUS FOR ITS EXCELLENCE
IN RELIABILITY AND VALUE.

Proudly owned and operated in the USA. The Meistergram name
stands for quality embroidery and monogramming equipment. The
pioneer in the industry offers single-head and multi-head (2 to 24
heads) embroidery machines at an exceptional value backed by |
Pantograms 40+ years of service, support and business training. Y >

£
Forte a0

EMBRODERY SUITE

PRO1500
15 Needle

Compact
Increase your productivity and earning potential Single
with the user-friendly Forté ID or PD digitizing, Head

") lettering and editing embroidery software
& SHSU4.=) 5 Nbgitlb Fouc Hbgi NE program. Convert your vector designs to stitches

using the optional DRAWings converter. \
" Ml Head Warranty |
st Experr ESP 97100 NET 1 % ]
'\ul‘ A 100 nET

uu l . WeAg'tls\r’thnth. As Designed By

NETWORKED MODULAR SYSTEMS,
THE OTHER MULTI-HEAD SOLUTION

00 0.0 6 0o
¢lolooo e e o

EXPERT ESP9100 NET MODULAR MULTI-HEAD
offer greater production speed (up to 1200 stitches per minute) and more
flexibility than traditional multi-head machines allowing you to embroider

X different jobs at the same time or mass production of one job, saving your
._,—:“M company valuable scheduling resources. Also during machine operation
FRSRRER. when one embroidery head stops, the others keep going, unlike traditional

' — N multi-head systems. ;“’
EXf’EﬁT 'ESP9160 NET Start with one machine and grow your investment with multiple ESP 9100’s @@Hﬂm

networked as a “Modular Multi-Head” system. The most productive, efficient On EXPERT ESP9100 NET1, NET2,

i and versatile embroidery system in the market today. NET4 and NET6-head systems
/ (*based on approved credit)

The DTG Vip_er was engine_ered f_rom the ground NUMBER ONE IN DIGITAL

up to offer higher speed prints with acute

accuracy (utilizing precise engineering solutions GARMENT PRINTERS.

that are unrivaled in this industry) and most Dlgltal’Garment Printers

importantly, white ink printing reliability!! Exclusive 4-2-1 Platen System - Print up to 4 identical or different designs at the same time!

o New Patented “WIMS” White Ink Management
System for reliable white ink prints

Ewow EA¥9100 NET

o DTG Exclusive Pressurized CMYK =
Ink System ‘ [’ﬁ
e Lowest ink cost ; > . ~ 08 . — ~ 1
e Prints up to 50+ garments per hour (R i IS 7, %
(less for dark garments with white ink) = - WA N 2 .
e Conveyor Platen drive system for super
accurate prints
e Exclusive 2 Year Warranty - Longest warranty / THE
in the digital garmt?nt prlnters“mdusnlrv Industry Exclusive “WIMS” / VM_JP ER
e Industry Largest Print Area 16" x 29 White Ink Management System Garment Printer
c . — 4
all today to learn more about building a T
profitable apparel decorating business. B rro l

4537 South Dale Mabry Hwy. Tampa, FL 33611

e 1-800-872-1555 T AT T
e Vl
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Join the Stitches Social Site

Join the more than 1,700 Stitches readers who are networking daily on the Stitches
magazine Social Site (www.stitchesmagsocialsite.com). Recently nominated for a Jesse
H. Neal Award for “Best

Advertising Specialty Institute

1 1

] 1

I 1

' '

1 1

I 1

1 ]

] !

] ]

1 1

1 1 .

: Use of Social Media,” -

- . X o H orman Cohn

' the Stitches Social Site is I .

L an active community of : Matthew Cohn

‘ 4 . ! q

! A social networking site for Stitches readers Stitches readers and other : President & CEO

! decorators who post photos 1 ¢ Moty M Andrews
i of their work, blog entries and videos. Most importantly, members network with | geh':i's"“'n\é'izfe'ﬁsﬁ:gt/ Sales
' . . . . . . ' b

i each other in live chats and in our many groups and forums, on topics from digi- 1+ o e
i tizing to mobile embroidery to sourcing products. What are you waiting for? Join | Ron Ball, MAS

) . !

i us online today! ! Associate Publisher
o1 50 B T S \ : Ed Koehler

Account Executives
Vince Deissroth, Jeannine Garrison, Cindi Mann, Barry Melito,

) . Phyllis Mutnick, Jim Padilla, CAS, Suzanne Rozick, Mary Sells
information about e

Get Ed u cated this new cel.‘ti.fication ' Stitches Editorial Advisory Board
program, visit www. Jim Auclair, Owner

For more ,

ASICentral.com/ FixYourStitch Embroidery Machine Repair
education. Erich Campbell, Digitizer/E-commerce Manager
ASI Launches Industry Certification — Black DuckIne
Samanta Cortes, Owner
PI'OQ ram Fashion Design Concepts Inc.

Ginny Fineberg, Owner and President
Sandpiper Embroidery

Geri Finio, Embroidery Artist
Studiol87.net

Jay Fishman, Owner

Wicked Stitch of the East

Steve Freeman, Owner

Qdigitizing.com

Joanna Grant, Director of Sales

Affinity Express

Wendy Gray, Director of Creative Services
Vantage Apparel

Colleen Hartigan, Vice President of Sales
Madeira USA Ltd.

Joyce Jagger, The Embroidery Coach

In such a competitive market, decorators, distributors and suppliers

need the skills to out-think, out-perform and out-service the competition.
That’s why ASI has launched the Advertising Specialty Institute Certification
Program, the industry’s most user-friendly program.

We offer hundreds of live and on-demand courses in a free, easy-to-track
digital platform. All courses are automatically tracked electronically via our
proprietary 5 =
online campus, so
participants can
easily access their
transcripts and

L Master Of TheEmbroideryTrainingResourceCenter.com
FeTmaInIng course ? Advertising Specialty PHITE) T ITECIi OV -
requirements. Inf ti Super Embroidery & Screen Printing Inc.

The ASI Certi- niormation Deborah Jones, Owner
. \ MyEmbroideryMentorcom
fication Program N\ /. Jimmy Lamb, Manager of Communication
offers two cer- : 65 L. ]950 > ~Sst. 1950 Sawgrass Technologies

Bonnie Landsberger, Owner and Digitizer
Moonlight Design

Fred Lebow, Director of Non-Wovens
Cotswold Industries

Ed Levy, President

Digitizedu Inc.

Howard Potter, CEO

A&P Master Images

Michael Savoia, Owner

Villa Savoia Inc.

Lee Romano Sequeria, Co-owner
Sparkle-Plenty.com

Andrew Shuman, General Manager
Rockland Embroidery Inc.

Don and Marty Stover, Co-owners
SEW YOUnique Custom Embroidery Inc.
Jane Swanzy, Owner

Swan Marketing LLC

Marie Zeffer, Owner

Sew Much Thread

Dana Zezzo, Vice President of Sales
Pro Towels Etc.

Gayle Zreliak, Founder and President
EnMart

tification levels:

BASI (Bachelor of Advertising Specialty Information) and MASI (Master of
Advertising Specialty Information). Both live and online ASI Education courses
qualify for BAST and MASI credit, and candidates must complete certification
within three years of beginning the program. Following defined guidelines,
courses taken at a past ASI Show, on ASI’s Online Learning Center, or com-
pleted at major industry events, such as NNEP, ISS Shows or the PPAI Expo, or
regional association conferences, will be eligible for transfer.

At ASICentralcom/education, watch
Timothy M. Andrews, president

and CEO of AS|, talk about the

new Advertising Specialty Institute
Certification Program. “This program’s
2 sole purpose is to elevate the level of
& [ NOW expertise and professionalism of all
members of the advertising specialty
industry,” he says.

www.asicontral.com/oducation
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Komet Creations is the home to many To order or for more informqﬁon
embroider friendly products. Our Original Lovie™ Toll Free: 877.566.3807

security blanket has been an American favorite Fax: 800.646.7415

since 1991. Komet Creations makes ordering - .
. 2 : Email: customercare@kometcreations.com
easy with the ability to mix and match products

to meet our low minimum order. www.KOMETCREATIONS.com
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from the editor’'s desk

Nicole Rollender
nrollender@asicentralcom

The future: That was the focus of a Stitches Editorial
Advisory Board meeting a few years ago in Long Beach, CA.
Stitches Publisher Rich Fairfield, AST Magazines Editor-in-
Chief Melinda Ligos and I met with board members to talk
about where they saw the commercial embroidery industry
headed — and what it needed to get there. One big theme was
apparent: students. Students at the college level must be able
to get educated in embroidery, digitizing and how to run a
successful decorating business. That’s key to the future success
of the industry as a whole.

That’s why this issue — where we unveil the first-ever,
annual Stirches Power List — is a great time for me to announce
that Stitches has been working with the Rhode Island School
of Design (RISD), the nation’s preeminent art and design
college, to launch an embroidery and digitizing program as
part of the school’s textiles department. We’ve been working
closely with Anais Missakian, department head/professor of
textiles at RISD, to get the program up and running: That
included working with Hirsch International to supply RISD
with a Tajima embroidery machine and digitizing software
at a substantial discount; Madeira USA is also providing a
six-month supply of embroidery thread and a discount on
backing, bobbins and other supplies.

In October, Rich and I visited RISD to see the newly installed
machine and the new digitizing lab set up with 18 workstations.
Stitches Power List member Joyce Jagger, owner of The Embroi-
dery Coach, was on hand to train RISD staff, technicians and
select seniors and graduate students in anticipation of embroi-
dery design courses being offered for the first time next summer.

Here’s what Anais has to say about the fledgling program:
“For several years, we've wanted to enhance our students’
understanding of the creative and technical possibilities that
embroidery has to offer. Until now, students have experimented
with sewing machines and hand techniques to create embroi-
dered and embellished effects. The RISD textile department
students and faculty are enthusiastic about experimenting
and exploring embroidery techniques to their full potential as
another form of expression.” We're excited about continuing to
work with RISD, and 2011 looks bright.

Thinking about the future is also why we decided to create
the Power List. It’s our way of acknowledging and honoring
the people who we think are the most powerful in the industry
today. This is not so much a historical list as it is a forward-
looking list, comprised of those industry heavyweights who'll
shape the future of the embroidery industry.

If you think there’s somebody who should be on next year’s
Power List, e-mail me at nrollender@asicentral.com, and let
me know who it is and why you think they’re impacting the
industry.

/(/WM fd
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We Asked You...

Who in the embroidery/
decorating industry has
influenced you the most and
why?

David Collin, Busy Bees
Embroidery, St. Louis, MO;
bzzybees@swbell.net: “Many
people have influenced me
in this industry with the
mechanics and shortcuts to
get jobs done, but Thomas
Moore Jr, owner of St. Louis-
based Strawberry Stitch Co, taught me so much
about the theory in digitizing, about what makes
what happen and why. Best lessons I've learned.”

Regina Cassidy, It Takes a
Stitch Custom Embroidery,
Arlington, VA; regina@
ittakesastitch.com: “My nomi-
nation is a group of people.

| think the biggest influence
early in my embroidery
career had to be some of
the wonderfully creative home embroiderers.
There were a few older (70 and above) women
locally who were using their Bernina software
to develop new techniques to sew out on their
sewing/embroidery machines. They were truly
inspiring. At a different time, they could have
taken their art form to a whole different level.
Art through embroidery isn't limited to those
who make money and a business from it. While
some see the home embroidery industry as a
threat, | see it as an opportunity for embroidery
to reach many more people. If not for the home
embroidery industry, | wouldn't have ended up
in commercial embroidery or known enough
about embroidery to be successful. It was a nice
‘kiddie pool to get my feet wet in, and | know
that I'm not alone in this path to a second career
that | love.”

Carolyn Milne, Computer
Craft Designs, Hillsboro,
OR; carolyn@spiritone.com:
“For me, it's Nancy Zieman of
Nancy’s Notions. When | got
my first embroidery machine,
| took one of her seminars
and was so inspired not

only to digitize but to explore the world of fiber
art and clothing. Watching her TV show, I'd get
inspired every week, and when Id get discour-
aged with a project, lo and behold, it seemed
she had my house bugged, as she would have a
TV show about the subject. Nancy has contrib-
uted years of sewing and embroidery knowl-
edge. When | saw her embroidery designs, | was
inspired to learn how to do that - and | have”
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reader threads : tips, tricks of the trade and feedback

kass MADE IN THE USA
We asked readers to share their
thoughts on Staff Writer Daniel The
Walsh’s article, “The American
Dream,” in the November issue of ‘
Stitches. e e Drea m
USA manufacturers continue

to find success at home,
What a great article! It excites T
me to see the potential for a C/"’
return to “made in America” B :
products of any kind. I person-
ally have nothing against buy-
ing from other countries, but
I firmly believe that we need
to support our local/national
economy first. I'd love to
see the trend toward quality
also improve. Way to go with : : :
the entrepreneurial Spil‘it of "ZE\"!II'ZZI'N,KM S the s o e e bt o o . 5y o oot on e e and Fir eade Polid L':.Z.msf‘.;lli!‘Lf..‘m'.:l‘l‘ZﬂLf ot masafame 1 on G bt o o
using the resources here to grow
our industries!

Loronda Schuler

Owner, Heav’n Sent Creations

operations are a whirl of acivity. Walk
through one of is factories and you'll scc W
» at work. Activ - 1

hum. People y-
where, sewing shirts and passing them on
runs down conveyor belts
ha cuting machine, and

much o groups demanding m:
USA products wh
pany, but the offsh

v nced s and s with i nes i
- calslogans onthem. “For cxample,in 2008, the ro
when President Obama

hat because its well
Rashid. When the

ndustry sabiliza- China for new factories and instead moved

e offshore movement in the

key moment may have

of U.S -made apparel

back on top et gam
This isn'tthe story of the poor souls who
ot lee hehind. Rather, i the sory of
- thos e few who saw a market

gap and chose to fll it

“wares. The upplcr exporss QUALITY OVER PRICE
o s ch s i d

n mer driver of the Canadian bobsled team
on cheap m\pul: from Chinaor Ko sarted Berformance Healteare Proucts
fe do a lot of exporting,” Rashid says.  which produces medical scrubs in Cullman,
ot of ot Japan. T

ducing T-shirts, sw
aprons, tote bags

NLY IN AMERICA
an clothing story sits in
Anaheim, CA, industrial
park When. masive. appare compr
like Han

acated
hore nthe 1990
opportunity and
when we saw the
USA product
last October, the hemorrhaging principals at
also grinded to the lowest annual turer, “There’s a shortage of product in the  Bayside line.
in the past decade, according to the U.S. marketplace. So it has created more of a  production abroad
Bu s

one calls us about price, Tay
price.

want good-quality
Performance skips
n by producing on

ve proft than patiotism that
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E “More USA-made apparel is a great way to
2= strengthen our country with more jobs and
Excellent article! Reading through g American prlde'”

it a thought came to mind: I find it
extremely disheartening that our apparel
suppliers don’t alert us decorators to the
fact that they have goods “made in the
USA.” We’ve been embroiderers since in USA” goods is established, the USA  U.S.-based companies to throw their
2003, added a direct-to-garment printer becomes the ultimate winner. Thanks, hats in the ring once again.

Anna Johnson, Super Embroidery and Screen Printing (asi/700107)

last year, and we were not fully aware of from just one of the little guys. Anna Johnson
the “who and what” of “made in USA” Hal & Kathy Lockwood President, Super Embroidery and Screen
that are available to us. This recession has One Call Digital Designs LLC Printing (asi/700101)

brought an influx of unemployed people

into the decorated apparel world. With- It would be hard to have any more Ameri- I absolutely prefer items made in the

out some kind of notification, catalog or can job losses in the textile industry when  wonderful USA! As Americans, we each

other forms to educate us on what’s made  90% of apparel is already being made have a responsibility to support our

where, new decorators’ first instinct is to  overseas. So any tick would have to be an  country, meaning buying from American

go for price. uptick. companies that produce on American soil
I believe that heavily concentrated More USA-made apparel is a great that employ Americans! I love the fact

efforts on marketing from the suppliers way to strengthen our country with that there’s a trend of apparel suppliers

should be put forth at all trade shows. At more jobs and American pride. America bringing work back stateside. More than

these shows, we as decorators should be needs to bring back its industrial might that, wouldn’t it be great if instead of a

able to find material that would assist us that we’ve given away with free trade. “trend,” it became the norm?

in marketing “made in USA” products. The increase of foreign-made goods Sharon Russell

If a grassroots effort to market “made will help close the gap and enable more Owner/Operator, Amazing Threads 2 Sew

12 DECEMBER 2010 -~ stitches.com



oIERRA TEGCHNOLOGY GROUP

Your Complete Software Solutions Provider

hot ﬁx erO Creating Rhinestone, Rhinestud, Nailhead
and Sequin designs has never been so easy
— = Starting from an image or a graphic file,
; —— digitize your own designs with manual
and automatic features.
This application includes a full set of
creation tools, object properties
editing, a complete lettering system,
and a huge catalog of components.

Sequin, Rhinestone & more...

www.HotFixEra.com

Stitch era Universal Stitch era %

FREE Online Version. The revolution starts here Turn your ideas into stitch

(el )
“
-

Add even more flexibility
to Stitch Era Universal
with this complete
Digitizing Software!

. 44
g

S - S

unbeatetls FREE!

www.FreeSierraSoftware.com

Premium Software. Cutting Edge.
Superb Results. Need we say more?

. The most powerful and innovative

- advanced embroidery software in the

. world today, with features not available
| in other systems

’@.GE@ K"f

“w - - -

R I IH

Hot Fix Rhinestone &
Sequin Plug-in
available soon

www.EmbroideryOffice.com

{200 L

m Circle 46 on Free Info Card or visit www.stitches.com/freeinfo Technology Group



think tank = ask tne Editoriar Advisory Board

What'’s a trend that you think is going to shape the decorating

market in 20117

Erich Campbell, Black Duck
Inc. (asi/140730)

Customers are increasingly
looking for more complex,
multi-layered and multime-
dia designs. They’re looking
for more retail-inspired and fashion-driven
looks, combining printed, embroidered and
often applied elements like rhinestones and
nail heads in one design. That will be much
simpler for decorators to contend with than
it has been in previous years, as we’ve seen a
flourishing in new techniques and materials
to address this gap — especially in the heat-
applied graphics market. There are more
options for everything from standard one-
color prints to special effects to full-color
sublimation available at the fairly low cost
of a good heat press, cutter and/or sublima-
tion printer; or better yet, for those deco-
rators who don’t want to purchase extra
equipment, finished materials and prints
are available for use with a heat press.

Deborah Jones,
MyEmbroideryMentor.com
A trend will be continued
high visibility of ready-to-
wear embroidery design
work. This creates a demand
for embroidery, but it can also skew its per-
ceived value. Fortunately, the most recent
fashion trends have focused on menswear
and distressed styles, and styles accented
with bling. These have lower stitch counts
and the prices have been more in line with
what we as decorators like to see.

We can make the most of this trend by
showing our customers that we can design
custom creations that incorporate and go
beyond the embroidered fashions available
in retail stores. We should practice tech-
niques and focus on how to use these in a
practical and time-effective manner. This
applies across the spectrum, from casual to

14 DECEMBER 2010 --- stitches.com

“Look at the themes and colors carried
out in footwear, because it has the longest
production timeline and provides insight to

coming themes.”

Deborah Jones, MyEmbroideryMentorcom

bridal. No matter the niche, keep an eye on
the world of fashion for your inspiration in
the coming year. Hint: Look at the themes
and colors carried out in footwear, because
it has the longest production timeline and
provides insight to coming themes.

Howard Potter,

A & P Master Images

One trend we’re seeing is
the worn and distressed
look. We don’t struggle with
creating these looks for cus-
tomers because we have graphic designers
in-house who also digitize. Decorators who
don’t have designers readily available to
them might struggle with providing these
retail looks to their clients. A good solu-
tion for businesses on a budget is to hire
a recent college graduate with an associ-
ate’s or bachelor’ degree in graphic design.
Before hiring, give your candidate a test
to see if he or she can create an acceptable
design sample that would work for your
business.

Lee Romano Sequeira,
Sparkle Plenty Designs Inc.
(asi/88442)

Rhinestone and crystal
body tattoos are very hot
right now - everything
from pink ribbons for breast cancer aware-
ness to custom designs such as the Texas
Longhorn symbol, and everything in

between. Companies that want to adver-
tise their brands are using these tattoos
and similar crystal embellishments on skin,
paper, glasswear and phones.

Andy Shuman, Rockland
Embroidery Inc.

& (asi/734150)

< Overall, I believe things
will wend in a positive
direction. One trend, or
situation, that I strongly feel will continue
is challenging inventory levels. Decorators
will need to continue to expect inventory to
arrive to their facility from multiple loca-
tions and multiple vendors. They’ll need
to continue to prepare for back orders, and
when selling apparel programs, will need to
have their customers educated and prepared
to substitute styles. The word “prepare” is
key in these situations. If decorators don’t
take the proper steps in advance, inventory
issues can become very frustrating.

Jane Swanzy, Swan Threads
I'm seeing more and more
heat-press film products:
fun, innovative, creative
film/vinyl options that give
a decorator a lot of options,
especially for small-quantity orders. These
products can be used alone or combined
with embroidery and rhinestones to achieve
a really custom look. For me as a decorator,
this is exciting. &



aSk Ph || a Stitches' resident sourcing guru tracks down elusive itermns

Dear Phil,

I'm desperately looking for fleece baby blankets with
satin binding. | can find whip-stitched versions, but
I'd like satin binding, as | feel it's more appropriate for
baptismal keepsakes. - Denise

You’ll find some wonderful baby blankets with satin
binding at Terry Town (asi/90913); (800) 742-9793; www.
promotionalterry.com. The blankets come in baby blue, baby
pink and white, and are made from anti-pill microfleece.
Check out product KP1701-E, a super-soft blanket, and
product KP1705-E, a microfiber chenille blanket.

Dear Phil,
Do you have a resource for tri-color striped headbands
or sweatbands? - Pam

It looks to me like your answer is right in this supplier’s
name: Sports Solutions Inc. (#si/88876); (800)

features a snap placket and two Western-style chest
pockets that secure with a snap. Good luck!

Dear Phil,

I've been searching for a week looking for men’s 2XL-
Tall hooded sweatshirts in a 90/10 blend or 100%
cotton. I've looked at all the major suppliers and | can’t
find them. My customer has employees who work
outside in the winter weather. - Diane

I have good news for you, Diane! I found a
hooded sweatshirt in tall sizes at Corporate Image
Outfitters  (asi/46741);  (800)  959-4626;
corporateimageoutfitters.conz; product K217-TALL. This
Carhartt brand hoodie is 80% cotton/20% polyester
(that’s the highest cotton-to-polyester ratio I could
find) and features a zip mock neck, which is a rather

cool combo with the hood. It comes in gray, navy, dark
red, gold and black.

www.

Got a question
for Phil? if you cant
find what you're looking
for in the Embroiderers
Sourcing Guide, write to:
Stitches, Attn: Phil Stitch,
4800 Street Rd, Trevose,
PA19053. Or fax your
question to (215) 953-3107.
For the quickest response,
e-mail askphil@asicentral.
com. For RN inquiries,
visit wwwistitchescom

for the RN Database link.
Although I try my best, |
cant always answer every
reguest, so please continue
your search on your own.
Remember, if you contact
the companies | mention,
tell them you heard about
them herel!

257-4075; www.nosweatspecialties.com. Product
53-202 is an absorbent terrycloth sweatband
with three stripes, and your clients can choose
from 25 colors — including four neon hues —
for the stripes.

Dear Phil,

| can’'t remember ever seeing this request
in your column. We have a customer who
wants us to locate a source for bright yellow
Western-style shirts. We'd prefer a wholesale
outlet, of course, but at this point, anything
would help. - Kelly

This indeed is a tough one. Unfortunately,
I couldn’t find any suppliers that carry
bright yellow Western shirts, but, if your
customer is willing to improvise a little, I
have some options for you. First, check out
Printgear (asi/79570); (800) 763-7763; www.
printgear.com. This supplier carries yellow,
cotton button-down shirts (product 610)
with woodtone buttons that are definitely a
Western style. Also, try Carhartt Workwear
& Haws USA (asi/43861); (919) 267-3231;
www.hawsusa.com; product 56335. This
Ranchwear shirt comes in light yellow and

Essy:
g

Screans Printed Transfors

Custom Screen Printed Transfers

SHIRISAMEJDAY|

If ordered by 11 AM EST...

STAHLS’

TRANSFER EXPRESS. TransferExpress.com

We Print It. You Press It."™
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look book = your guide to what's hot, new and now

By Andraya Vantrease

hese days, shine and sparkle are where
—|_it’s at. “Colored metallic threads
are becoming a lot more interesting
to people,” says Kristine Shreve, direc-
tor of marketing for EnMart and Ensign

Emblem. “It doesn’t necessarily have to be
used as an accent anymore. We can make an

This falcon design by Erich Campbell,
digitizer and e-commerce manager for
Albuquergue, NM-based Black Duck Inc.
(asi/140730; circle 151 on Free Info Card), uses
colored metallic threads throughout the entire
embroidered piece.

16 DECEMBER 2010 -~ stitches.com
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entire design that’s metallic, yet not so
strong that it looks like you’re trying to
bling everything up.” EnMart carries more
than 15 colored metallic threads, including
bright colors like turquoise, pink, lavender,
red and copper. “Silver and gold metallic
threads have been left in the dust and color
is the craze,” Shreve says.
“Everyone is gravitat-
ing toward the shine,” says
Mark Wasson, president
of Gunold USA. “We have
25 products out at our
trade shows, but people
are heading straight for

matte thread types.”

do in stores.”

W
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It's a tough technique to master, since the acrylic thread requires
longer digitizing stitch lengths, but when done correctly, the
apparel can look like it's from a high-end retail collection. “People
see it at retail and don't know where to get it in the industry,” says
Mark Wasson, president of
Gunold USA. “We use the softer,
more muted colors with this
distressed technique, like they

Glitter thread
(1411) from Gunold
USA (circle 152 on

Free Info Card) is
available in gold,
silver, red, blue
and green. Of -
é.............'..CO........

NESS

the metallics.” The company is offering a
new glitter thread — a thinner, but shinier
metallic thread. “The thread was designed
to take the idea of glitter to a whole new
level, further than just using colored me-
tallic thread,” he says.

Wasson believes metallic thread really
is the next biggest thing, so Gunold has
begun offering classes for embroiderers
(taught by Deborah Jones, an embroidery
instructor, published author and inde-
pendent contractor for Gunold) to learn
the techniques and challenges associated
with using metallic threads to add drama
to designs.

9 P00 0 000NN OOORROOPOORROLRRROLRRORNRLOONOLRNOTS,

Distressed Appliqué Still Hot

The distressed look (as seen on Abercrombie & Fitch and Hollister
racks) is still on the fashion hot list, and has even made its way
into fall and winter gear and corporate attire. “It's great that this
fashion-forward trend can be applied to corporate logos and
other day-to-day embroidery jobs,” says Deborah Jones, owner of
MyEmbroideryMentor.com. “l train in how to translate artwork to
raw-edge appliqué and other distressed techniques using specific




What to Watch in Screen Prmtmg

or 2011, screen-printed designs

are migrating from front-center

placement to across-seam  and
wraparound locations — plus, buyers are
looking for even more fashion-forward
multimedia designs.

At retail, “Its common to see an allover,
water-based ink print layered with a foiled
embellishment, then topped with a textured
design from a high-density ink,” says Tom
Vann, owner of Big Rapids, MI-based
Tommy’s T-Shirt Factory. Tommy’s screen

prints the popular burnout patterns to create

- unique shirt designs and takes advantage of

¥ pure cotton shirts that disintegrate when
treated with burnout chemicals.

“We can screen print shoelace holes
on the side of a cotton shirt and
wash it so the print turns into actual

holes,” Vann says. “Then, we weave

laces through them, so we’ve got a slit on

the side of a shirt that’s laced tight through
holes we made with the burnout.”

A hot, new ink trend coming into the
market is glow-in-the-dark inks. “There
aren’t that many on the market yet, but

florescent green is pretty available because
phosphorus is naturally a green element,”

Vann says. “I've seen some of these new

inks in blue, magenta and more, and they
glow for hours, rather than minutes.
Next year, we’ll all be using them.”

Jessica Alba visits MTV's TRL at MTV Studios Times
Screen-printed gray tee from In Your Face Apparel Square in New York wearing a screen-printed T-shirt.

(asi/62494; circle 153 on Free Info Card).

< Screen-Printing Trends

cecscesscesseesseesseesseasscesscasscessscsscssscsssccssccssccsse ° Performance fabrics are all over the map right now, but they

: don't hold decoration very well because of their features (water
H Ot H U e: Teal » resistance, breathability and moisture-wicking). “We're seeing

.

0

Photo by Jamie McCarthy/Wirelmage .

. . . requests for more polyester, nylon and spandex, which are more
ften referred to as wintermint or blue spruce, teal is excellent ¢ i it to work with, but it's what people are wearing” says
for the winter season because it can be paired with equally  jon Solberger, owner of Chicago-based Clubhouse Designs
dramatic, saturated hues such as garnet and evergreen or neutrals (asi/700043). “It's not just the typical cotton anymore” that people
such as ivory and charcoal. Restaurants, home-improvement e want screen printed.
centers and landscaping services are perfect fits for the color, Phthalate free inks are the newest craze among health orga-
as they customarily implement blues and greens but are usually nizations because they're safer alternatives to the inks commonly
looking for something new to adopt. — Alissa Tallman used by screen printers. Phthalate is the chemical that binds the
ink and makes it smooth, so in order for the ink to flow properly,
the phthalate needs to be replaced with a similar chemical.
“Water-based is one way to go for having environmentally friendly
inks,” says Tom Vann, owner of Big Rapids, Ml-based Tommy’s
T-Shirt Factory.
©0000000000000000000000000000000000000000 °

ANDRAYA VANTREASE is an editorial intern for Stitches.
Contact: avantrease@asicentralcom.

As a jewel tone, teal is just a touch darker than Pantone’s
revered Lagoon, which was hailed as this year’s most popular

color in fashion. Combined with other saturated hues, teal is a
superb choice, not just for wearables, but also for use in logo
imprinting or embroidery.

stitches.com --- DECEMBER 2010 17
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American Apparel—HQ Manufacturing
747 Warehouse St. Tel +1(213)488-0226
Los Angeles, CA90021 Fax +1(213)488-0334

RSABR400—
Unisex Tri-Blend Rib Cardigan

Available Colors:

ATHLETIC R TR
! GREY l COFFEE  [7547 BLACK

Tri-Blend (50% Polyester/
25% Cotton / 25% Rayon)
construction.

Medium is approximately
293/8” (74.6cm) in total
length.

Dual front patch pockets. i

Superior screen
printing results.

Fabric weight: 3.7 0z/yd? =
(125g/m?)

XS/8/M/L /XL

Classic cardigan cut,
fits slim with V-neck
opening and 6-button
closure.

Sweatshop Free | Madein Downtown LA

BR100—
Kids Tri-Blend Rib Cardigan

Available Colors:

ATHLETIC TRI-
GREY 7547 BLACK

Tri-Blend (50% Polyester/
25% Cotton / 25% Rayon)
construction.

Size 4is approximately
167" (41.3 cm) in total
length.

Notintended
for sleepwear.

Unisex.

Superior screen
printing results.

Fabric weight: 3.7 oz/yd?
(125 g/m2).

2/4/6

Our ultra-soft and comfy
Tri-Blend cardigan, now
available for little ones.
Great for boys and girls!

www.americanapparel.net/
wholesaleresources

For more info, please contact
us at csr@americanapparel.net

asi/35297
American Apparel’
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look book

Style Tips: Prints

ashion is awash in prints this winter.

Take your pick from animal prints,

floral prints, stripes, tie-dye or even
polka dot — this trend is ubiquitous, from
runway to ready-to-wear.

David Schary, president of Two Lumps
of Sugar (ssi/92389), appreciates prints’
ability to introduce a sense of optimism
as the economy continues to mend itself.
“Prints are fun; they make people feel ‘up’
and good about things,” he says. He sug-
gests that prints in particular have done a
lot for wearables and other promotional
products by imbuing them with more
personality and hence enabling them to
become more effective sales tools.

Jenny Straub, new product development
coordinator for the Vitronic Promotional
Group (asi/93990), says that “products with
prints and patterns have broad appeal,” and
that their fashion flair offers greater lon-
gevity. Marty Seaborn, marketing manager
at Sun N Sand Accessories Inc. (asi/90142),
agrees. “From quilted prints to accented
bags with floral-print fabrics, a print is an
inexpensive way to enhance a product and
increase its user value,” he says.

Straub cites a wide variety of potential
clients for prints, including hair salons,
churches, financial institutions, charities
and art programs. Seaborn mentions
entertainment venues, suggesting
that they can incorporate the print
trend into sellable products such as
bags and hats, or as part of uniforms.

One of the best things about to-
day’s print trend is that you can mix
and match them to your heart’s con-
tent. Designers Thakoon Panichgul,
Dolce & Gabbana and Rag & Bone
included mixed prints in their fall
and winter 2010 lineups. Decorators
should consider offering print and
patterned items in a “collectible for-
mat.” By releasing the same product in
several different styles, end-users will want
one of each. - AT

The Vitronic Promotional Group (asi#/93990; circle 156
on Free Info Card) offers this women's purse (A207) in
numerous print styles, including leopard, polka dot and
stripes.

This striped messenger bag (0529-PKR-Tucs) from NUMO
(asi/74710; circle 157 on Free Info Card) has an edgy, urban
look.



NEWS BRIEFS

Broder Bros. Co. (asi//42090) has announced that it will be open-
ing a new distribution center in Denver. The 63500-square-foot
warehouse and showroom will be located at 9931 East 471 Avenue.

Dalco Athletic offers polyester full-color dye sublimation patches that
can be sewn down or heat applied. Shapes include circles, squares, rect-
angles, half-circles, long ovals, arched plackets, shields and a football.

EnMart has relocated its West Coast shipping facility to California.
The former EnMart West facility, based in Reno, NV, will retain limited
stock as a distribution hub for local customers.

Hirsch International is offering an oversize Tajima embroidery
hoop. The TFA-510X450 frame is made of high-impact plastic resin
and measures 18 inches wide by 20 inches long. It works best with
thicker fabrics and has a diagonal distance of 23%; inches.

In Your Face Apparel (asi/62494) has acquired Dallas-based
Collegetown Screen Printing. The Collegetown brand name has
been eliminated and the company’s equipment and staff have been
folded into In Your Face Apparel. Also, In Your Face has relocated its
Dallas corporate offices into a larger facility that brings together its
corporate offices, production and warehouse operations into one site.

SanMar (3si/84863) has appointed Russ Wenter and Phil Osborn to
the industrial laundry (IL) team.

800-473- 3548-
www.midwestpunch.com/
digitize@midwestpunch.com’

Stitch Designers (asi/741145) has launched a new website at: www.
stitchdesigners.com.

Towel Specialties (asi/91605) is now the exclusive provider of Board
Towelz to the decorated apparel industry.

Vantage Apparel (35/93390) has launched a corporate fan page on
Facebook at: www.facebook.com/vantageapparel.
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1 DECEMBER 2010 Jan. 23-25, Orlando 1
j Dec.3 Phoenix ASI Show 1
I Holiday Social at the Phoenix Zoo (800) 546-3300; www.asishow.com 1
I (480) 8891392 Jan. 3-7, Boston, Long Island, NJ,I
www.azppaorg Philadelphia, Baltimore
I Dec. 8, Austin, TX Advantages Roadshow 1
1 CAPPA Holiday Social (800) 546-3300; www.asishow.com 1
1 (830)980-9077 Jan. 21-23, | ong Beach, CA 1
1 wwwcappatexas.org ISS Show 1
1 Dec.8 Houston (800) 241-9034; wwwiissshowscom |
I Awards Dinner & Holiday Party Jan.17-21, Raleigh, Charlotte, 1
I (281) 238-4772; Atlanta, Nashville, Memphis 1
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The Most Advanced & User Friendly
Direct To Garment Printer In The Industry

Exclusive
4-2-1

« Patented New WIMS (White Ink Management Pallet System

System) for reliable white ink prints Print up to 4 identical
» Lowest Ink Cost * 2 Year Warranty or different designs

at the same time!

* Bulk Ink System ¢ Ram Air Ink Extraction
» APCP (Active Print Head Collision Protection)
* Process Color Vibrancy

The Fastest And Easiest
Way To Create Your Own m

ﬁ\ "]’
\ /
- J \ 41“

Custom Rhinestone Designs. rriNEsToNE MACHINES

CAMS 1 ', L, Py

High Speed 6 color automatic

Rhinestones or rhinestuds up to 6 colors and sizes
170 stones per minute to transfer paper

15.75 x 15.75 inch design area

One-touch start function for repeating last job
Easy to use LCD menu

Learn how we can help your business save time and earn more, call one of our toll-free numbers
for a 15-minute consultation on the best business strategy for you!

West of the Mississippi Toll Free 800-456-3727
East of the Mississippi Toll Free 877-793-3278
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technically speaking = rearn to stitch on difficutt fabrics

By Deborah Jones

Add Shine to Your Designs
Want a brand-new way to add pizzazz to your embroidery designs?
Try pairing embroidery with Mylar for a new take on shine.

hen you’re getting

ready to create a

stand-out  design
for the holidays or other spe-
cial occasion, you might hesi-
tate to use metallic threads
or other specialty products.
However, if you want to try
a new, stress-free method
for adding sparkle to almost
any design, consider pairing
Mylar with your embroidery
work. The basic procedure is
as simple as stitching over a

: Stitches.com/deborah

In the companion video
to “Technically Speaking,”
Deborah demonstrates
this embroidery-paired-
with-Mylar technique
from start to finish at her
embroidery machine.

General Mylar
Tips

Don’t dry-clean
garments that have
been embellished
using Mylar. The
garments can be
washed and dried
normally, but dry

on cool in a short
cycle. Eventually,
some of the sparkle
will diminish, but the
Mylar will remain
under the embroi-
dery, providing color
for the life of the
garment or item.

For this reason, it’s
best to use the Mylar
technique demon-
strated in this column
for items that aren’t
laundered frequently,
such as caps, back-
packs, holiday guest
towels and decorative
items.

?f"::)tu"s‘t‘::‘g’gcl'::’”‘?ts;‘ from which many helium gift balloons are made. Note about 65% of normal coverage. This RUGEILEES
. . . . . . |
metallic thread, visit that silver Mylar that has been printed with a different  will place the stitches farther apart and 3%;:‘”
the Stitches.com color doesn’t offer the desired shiny effect. allow the Mylar material to leave them
article archives and . . . i X K
read the January I buy most of my Mylar at big-box craft stores; it’s  at their normal density, helping to give the Mylar areas

2010 “Technically
Speaking” column,
“Be a Rock Star,” for
tips on using metallic
thread.

base of Mylar film. Let’s cover
some things you need to know
before you get started.

for Mylar

First, select a design that
would look great with a bit of shine
peeking through the stitches. It can
be an obvious theme, such as a metal-
lic paint job on an automobile design,
or to give a life-like, wet effect to a fish
design. Surprisingly, one of my favor-
ite Mylar creations used white Mylar
beneath an embroidered design of an
Arabian horse head.

Second, verify that the embroidery design you want
to pair with Mylar is suitable — it should have a sizeable
area of fill stitches. The embroidery-and-Mylar tech-
nique works best when you use it with fill-stitched areas,
rather than satin-stitched areas. Also, be sure to check
that you can buy the Mylar material in the color you
want. Mylar is available in many colors, but the most
readily available is silver, because Mylar is the material

usually in the gift-wrap department, packaged flat like

DEBORAH JONES has been involved in the computerized embroidery industry for the last 30 years. Recently, Jones has devoted
much of her time developing educational videos for embroiderers and writing the book, Machine Embroidery on Difficult Materials.

Contact: djones@ embroiderycoach.com

Designs Made

Some stock embroidery
designs have been espe-
cially created for use with
this Mylar technique.
The butterfly designs
featured here were cre-
ated for this technigue
by Great Notions (Www.
greatnotions.com).

you’ll select the right
material. In fact, you
may want to do your
first Mylar project
using a balloon to be absolutely certain
you have Mylar. Some packages actu-
ally say Mylar foil or Mylar tissue, but
many call it metallic foil.

Next, you’ll need to edit the fill-
stitched areas of your selected design.
Different software uses different ways
of expressing density values. The goal is
to use a density value that will produce

i

!

!

!

1

!

E

E tissue paper. Also, be sure that you
! don’t get a cellophane product, as
E this tears easily and doesn’t produce
! the same effect. Think balloons and
I

Tip

You can
find many
designs in
your library
where

you can
use Mylar
for added
dramatic
effect. For
example, a
simple sea-
shell design
works well
and it’s
equally
effective

a defined and neatly finished appearance. 3
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TACTICAL SERIES

yja:& Edit your design. e e———
Fill stitches are made T

up of rows of stitches. S X
Most designs edited for this embroi- o
dery-and-Mylar technique are quite
effective with about 65% of normal
density. You may want more Mylar
to peek through; if so, use about
50% density. For example, when
using white Mylar to create the
reflective effect of snow or ice, you
could use a 50% density value. [] Small Stitches Filter 00 mm
Before you begin editing, go P

Bl |

0JUI88.}/WI0D SBYONIS MMM 1ISIA 10 PJeD) OJU| 8814 UO | 8|oID) W

@ Ch Densit %
to the File Menu in your software, e ém * &
select “Save As” and give the design Outline Width o 100
a new name. This will ensure that = 00 mm

your original design will remain in
its original form. Select the areathat  some software allows you to set density by percentage
you want to tweak, and change the  value. Regardless of how your system defines density, for
density for that area. In some soft-  the Mylar technique, use a density setting that's about 65%
ware products, you may need to of normal density for a fill-stitch area.
first save the design in a wire-frame
format to effect this change. Be sure to check the stitch count before and after making your
density change. Your Mylar version should have fewer stitches.
The method described here is the preferred method, but if you aren't comfortable with
this level of editing, there’'s another way you can achieve this effect: You can enlarge a design
at the machine or in your software without changing the stitch count. The larger design,
stitching with the same number of stitches, will have the rows of fill stitches spread farther
apart, allowing the Mylar to show through.

(y) 328 Cut your Mylar. This piece should
be slightly larger than the fill area. In T

typical designs, the fill-stitch area sews
first, so you can simply position the Mylar over the
base material and start the machine. The first few
stitches will hold the Mylar in place. If you prefer,
you can lightly spray the reverse side of the Mylar
with embroidery spray adhesive. Stitch all of the fill
stitches.

Job Shirt with L

Denim Detail (5-72301)

Job Shirt with
Canvas Detail (5-72321)

N

-\
“1/4Zip Job Shirt

(5-72814) i
wh s\l

exclusively at

~ International, LLC

Your Warehouse®
Some designs have multiple
800-359-691 2 colors in fill stitches; you may
choose to add Mylar in specific
www.krollcorp.com Colors under each area

asi/65682
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STEP3

Remove the excess Mylar. The material pulls away
easily, and with just a bit of practice you can learn to

leave very little remaining attached to the edges of the embroi-
dery. Snip away any small bits before you apply any outline
stitching.

After being perforated by stitches,
Mylar tears away cleanly. Before
you apply any border, trim the

small pieces that remain for a

clean finish.

Your finished

stitches. The outlines provide a clean finish.

Finish the design. Stitch any outlines and detail

design will
have plenty
of sparkle
and shine
that will
stay for the
life of the
garment or
item you've
decorated.

COTTONLFRU/TING:

e
PR S Ay

A Circle 16 on Free Info Card or visit www.stitches.com/freeinfo

DIGITIZING & GRAPHICS

your answer to
Embroidery Digitizing Software

,fur MAC's
‘ } g
Pore

McStitch

We support both brands in USA

the software works on pc computers also

asi/71092

For more details please visit
www.mestitchusa.com

For distributorship please contact

' \ MIDSOUTH

\“ DIGITIZING & GRAPHICS
/ X 120 Greene 774 Road. Paragould, AR 72450
N ¢ ' 888-447-3992 or 870-239-9563
/7o) A www.midsouthdigitizing.net
) ] orders@midsouthdigitizing.net

A Circle 34 on Free Info Card or visit www.stitches.com/freeinfo
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PUNCNING SeNSe = counsel and how-tos from a digitizing veteran

By Bonnie Landsberger

Tools of the Trade
What’s a design without a good foundation? Learn to punch a solid base
for your embroidery work with individual elements.

ind down the year by sharpening your digitizing skills. It

makes sense that every good design starts with a strong

base. To prepare your fabric surface for the least shock
and distortion, as well as to tack the fabric to the backing, you need
to create a base foundation for your design using sparsely set lines
of run stitches across the entire design area. However, many designs
don’t allow for a freestyle stabilizing base. For example, this holiday
ornament design has about the same amount of open areas as it does
elements, and many of those elements will be sewn with line stitches,
leaving no opportunity to hide all of the base underlay.

{:} You can add stitches under various elements to assure proper col-
iﬂtrf::ft'c\?o”l]rself umn widths, densities and structure just prior to when each element
Download the art for this  is sewn. However, if you create elements throughout your design like
holiday ornamentdesign s hyt don’t use a base foundation, the fabric could buckle, causing

at Stitches.com so you k . . .

can practice digitizing unsightly puckers around the design or a distorted design. So, the
it yourself, following best solution is to punch some of the elements in a balanced way; if
the instructions in this . 77
column. And, e-mail you choose the right path, the first elements you punch can stabilize
nrollender@asicentral. the area enough to act as a base foundation.

com with your best

punching tips. BONNIE LANDSBERGER is owner of Cannon Falls, MN-based Moonlight Design.

Contact: moonltdesign@aol.com.

112:48 Map a Path to ‘
Speed Up Punching

E After you download the artwork
i for this one-color ornament at
| Stitches.com, print and study it
i and then decide which elements
E will work best as the first stitches
! to stabilize the fabric. Choose
1 elements set far apart to avoid
| setting down too many stitches
i in one area before you have suf-
E ficiently tacked down most of the
1 design area. Highlight the stitches
1
1
1
1
1
1
:

Draw directional arrows of the first stitches
to sew on a printout of the image, and jot
down reminders about any changes you'll
need to make. Even if you find reasons
£ FORE later to divert from your first plan, your
QUTLINE notes will shorten your decision-making
time while you're digitizing. | prefer my
printout to be the actual size of the design,
as it helps me to retain perspective and
accuracy. For example, I've added some
of my planning notes, including that I'll
start at the center, securing the design first
in somewhat of a vertical direction that
returns to the center, where some of the
horizontal lines will begin to sew.

m —

that will sew first, or mark the art-
work with arrows or other sym-
bols, so you can refer to this print-
out and remain focused while
you're punching. This ornament
design has lines that must be digi-
tized in a running stitch, so these
will work very well as a base foun-
dation if some of the lines sew in
the beginning of the design.
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11328 Establish a Base Foundation
The general rule for any design path is to work the stitching from the center to the \

outside in an effort to gradually shock the fabric. Many designs make this difficult to follow, but if
you observe the rule as closely as possible you'll stress the fabric the least. When you're creating
the foundation, it's not always necessary to tack the entire design area before beginning larger
elements, as long as you've secured a good portion around the larger elements that sew first.
As shown in this example, the design’s lower elements will sew first, so the very top area hasn't
been secured completely yet (this can wait until the sewing returns to the above-center portion
of the design).

Be sure to travel along the exact center of the columns that will later be covered with a satin
stitch, because if these stitches sew too close to the edge of the column, there’s a chance the
fabric will slightly shift during sewing (this causes travel stitches to pop out beyond the satin
stitches). By using a short stitch length, pop-outs are less likely to occur, and when fabrics require
a long stitch length, your travel stitches should be covered as soon as possible during the run.

Starting at center, using a stitch length of 2 mm, | punched the lines in the direction indicated on
my mapped path. Then, | traveled down past the center axis along the right side, where it'll later be
covered by a satin column that I've planned to widen while digitizing and by employing automatic

compensation. Moving in a downward direction, | punched the horizontal lines in the lower area,
except for the one that will be used to travel to the three elements. This has created an acceptable

foundation for the lower elements, and because the top area has received some stabilization, less
stress will occur at the top while these three lower elements sew.

design, so it might work well for the right element to sew first, followed by
the center and then the left elements. However, in an effort to secure the
area in a balanced manner, | chose the center element to sew first because
its underlay will aid in stabilizing the fabric between the travel stitches at
the right and center elements; the right element will sew second, followed
by the left, while traveling to each with a running stitch along the horizontal
line below the elements.

To finish, move upward along the left with a running stitch and punch the
remaining line elements and then the top section, completing the top column
outlines before returning back near the center, filling in any remaining elements. |
followed my mapped plan to sew the center scalloped element last, because now
there’s a nice grid established for the four teardrops and two scalloped elements.
The travel stitches punched at the center of the final column outline allow the
satin stitches to complete without additional underlay. Test-sew and make any
adjustments such as widening columns, if necessary, to compensate for push and
pull of the fabric being sewn.

11328 Digitize the Remaining Elements
At this point in the digitizing process, there are stabilizing stitches at the right side of the
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salesTALK = case studies in decorated apparel success

By Daniel Walsh

NICHEPRENEURS

Where the Real Martial Artists Go

pened. Back in the late 1990s and early 2000s, Tom Katch
was a full-time construction manager who also ran an eBay
business that sold antiques and collectibles. He noticed a demand
for martial arts belts, too, so he worked them into his
online offerings. Then in 2002, he was laid off from
his job.

"Today, about as far as he could get from where he
started, Katch runs an embroidery business. Go figure. “It’s
always been a dream of mine to have some sort of business,”
he says. “I was the kid who made a fortune selling candy in
school. After I lost my construction manager job, I did have
some other job offers. However, I figured this was the time
to take the leap.”

Katch had never designed or embroidered a martial arts
belt before, but he saw an opportunity there. In his former
life, the belts he had acquired and sold through his eBay
business had returned good profit margins — and he saw
there really was a demand for something more than the
cheap belts sold through department stores and most martial arts
shops. “Professional martial artists wanted better-quality belts,” he
says. “And, they wanted them embroidered in Japanese, Chinese
and Korean characters with their names, martial arts schools or
associations. And I just started saying, ‘Yes, yes, I can.””

Katch started with imported belts, but quickly found that wasn’t
going to work. He searched for an embroiderer and found one

J oliet, IL-based Kataaro Custom Martial Arts just sort of hap-

NICHEPRENEURS

in Brad Smith. “The belt quality wasn’t good enough with the
imports, so we figured out how to make a quality belt,” Katch says.
Smith eventually went back to work full-time as a pipe fitter, leav-
ing Katch without an embroiderer again.

So Katch taught himself how to embroider. He bought a Tajima
1501c, basically a newer version of the model he learned on
with Smith, and went to work on his own designs. He used
stock designs when he could, but found they weren’t always
trustworthy. After all, he was often dealing with characters in
the Japanese, Chinese and Korean languages. So once again,
he had to learn how to do it himself. “None of it’s perfect, so
I have to know the language structure; I have to know the

strokes,” he says.

Now, Katch contracts out to various artisans around the
country who make the belts. “We’re striving to do every-
thing made-in-the-USA,” he says. “We give the artisans

a living wage. They have a flexible lifestyle. They love

what they do.” But it’s not just an ideological bent.

Rather, it’s a way to work his niche. He gets and keeps
his customers with quality, not the cheapest price

Katch gets most of his business through word of mouth and the
company’s website, www.kataaro.com. “I don’t want to advertise,
in a sense, because I can’t grow any faster than I’'m growing,” he
says. At least, not without going into debt — something he generally
avoids. The result is a solid business model, he says, and if it ain’t
broke, Katch doesn’t plan to fix it.

Small-Town Decorator-of-all-Trades

anagement Awards sits on the
M main drag, between downtown
Paris, TX, a town of about 25,000
people, and a nearby strip mall. Paris sits
about 100 miles outside of Dallas, and is the
sort of place that, unless you’ve heard of the
award-winning 1984 movie named after the
town, you probably haven’t heard of.
Without a huge population, there’s not a
lot of room for true specialists. “In a small
town, everyone does a bit of everything,”
says owner Steve Glover. So his primarily
screen-printing shop does embroidery. Plus
silk screening and vinyl. He throws in some
promotional products. And just for good

measure, the shop even does trophies and
plaques, going the sand-carving route or
taking a laser to it.

Glover didn’t start the business this way
20yearsago, but over time, it evolved in that
direction. Customers would ask Glover if he
could perform a service he didn’t offer yet.
After a while of fielding requests, Glover
basically figured he and his staff should
probably learn new decorating techniques,
rather than rejecting potential clients. “We
thought we were smart enough to learn this
on our own,” says Glover, who runs a three-
person shop. His daughter, Amanda Justice,
handles the screen printing. Operator Jan

Easthouse runs the embroidery machines.
He focuses on trophies, plaques and pro-
motional products. Sand carving and laser
imprinting the engravings may seem a bit
out there, but Glover learned how to do it
in order to add that aspect to his business.

It’s a flexible decorating business, but it’s
the type of approach needed in a small town
that doesn’t have enough of a concentrated
population to have too many specialized
areas of operation. “You never know what
that person’s going to want when they walk
in the door,” Glover says. &

DANIEL WALSH is a staff writer for Stitches. Contact:
dwalsh@asicentralcom.
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The

Power

List

By Robert Carey, Joan Chaykin, Shane Dale, Joe Haley,
Alex Palmer, Nicole Rollender, Daniel Walsh and Erica Young

THE POWER 56

Paul Gallagher and Hitoshi Tajima - Hirsch International/
Tajima Industries Ltd.

Martin Kristiaman - Wilcom International Pty. Ltd.

Marty Lott - SanMar

Gerard Metrailler - Corel Corp.

Ray Titus - EmbroidMe

Dean F. Shulman - Brother International Corp.

Glenn Chamandy - Gildan Activewear

Pang Shiu Keung - Lee Shun Computer Embroidery
Anna Wintour - Vogue

10. Tas Tsonis and Brian Goldberg - Pulse Microsystems Ltd.
11. Tetsuji Yamaue and Bob Stone - Barudan

12. Ted Stahl - GroupeSTAHL

13. IraNeaman - Vantage Apparel

14. Tom Myers - Broder Bros. Co.

OENAUAWN
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15.
16.
17.
18.
19.

20.

21.

22.
23.
24.

25.
26.

27.

Stitches reveals its list of the most
powerful people and companies in the
industry today. Ranked from 1to 56,
everyone on this list is influencing the
direction the decorating industry will
take in 2011 and beyond.

Francois Lesage - House of Lesage

Hajo Voeller - Madeira USA Ltd.

Mike Angel - Melco

Scott Colman - SWF East

Mike Rhodes - Bodek and Rhodes

Craig Mertens - Digital Art Solutions
Zahoor Kareem - CafePress

Phil Rubin and Eric Rubin - Blue Generation
Chris Waldick - FastManager SMS

Dov Charney, Tom Casey and Marty Bailey -
American Apparel

Owen Dunne - American & Efird Inc.
Robert Kronenberger - American Needle

Susan Ritchie, Arch Ritchie and Jennifer Cox -
National Network of Embroidery Professionals



ower is a force that’s keenly felt — it reverberates, as pow-
erful people influence companies, industries, regions, even
whole countries. The decorating industry itself is a power-
tul force, as imprinting touches nearly every other industry — and

product — out there.

Welcome to the Stitches Power List, our
first-annual ranking of 56 industry heavy-
weights, those with the most influence
now — and into next year — over how busi-
ness is conducted in the decorating mar-
ketplace. They’re the people everyone in
the industry knows —and wants to emulate.
The ones who challenge the status quo
and are a force for driving growth — the
innovators who develop new and exciting
decorating and digitizing techniques; the
thinkers who bring new equipment, soft-
ware and apparel products to market; the

mentors who continue to develop raw tal-
ent; the stellar businesspeople who drive
profits and revenues to their companies;
and even people who work at companies
that don’t operate in the industry at all,
but impact it nonetheless.

Each person and company on this list is
making an impact on how everyone in the
industry operates — and they’re setting a go-
to-market course for the industry as it heads
into 2011. Turn the page to learn who these
most powerful people in the industry are,
and their plans for the future.

THE METHODOLOGY

The first step in considering possible can-
didates for the Stitches Power List was a
solicitation of nominations. In that effort, we
received more than 50 potential names for
this list. We then also considered the heads
of the top machine, software, thread and
apparel suppliers, along with other industry
vendors, plus others outside of the industry
who we felt were important.

Each of these people were then mea-
sured on areas such as awards won, how
successful the company they work at
has been, how much that company has
invested in the industry, how many times
the person has been mentioned or guoted
in Stitches magazine, and how many times
the person’s name popped up on Google
searches. These ranking brought the list to
the 56 you see here.

Mark D. Lange, Ph.D. - National Cotton Council of America
Abdus Salam Murshedy - Envoy Group
Martin Favre - Bernina of America

Darin Anderson - Embroiderycom

Eileen Roche - Designs in Machine Embroidery

Michael Robertson - Specialty Graphic Imaging Association
Deborah Jones - MyEmbroideryMentorcom

Christopher Bernat - Vapor Apparel

Randy Carr - World Emblem International
Kristine Shreve - EnMart and Ensign Emblem

28. Joyce Jagger - The Embroidery Coach 43.

29. Cory Dean and Emily Cheney - Artwork Source 44.

30. Ray Materson - Sins and Needles 45,

31. Michael Savoia - Villa Savoia Inc. 46. Michael Stuart - MS Designs Ltd.
32. Chase Roh, Ph.D. - AnaJet Inc. 47.

33. Jimmy Lamb - Sawgrass Technologies 48.

34. Vasilis Thomaidis - Compucon 49.

35. Mark Venit and Jay Malanga - ShopWorks 50.

36. Thomas Moore Jr. - Strawberry Stitch Co. 51.

37. JohnLynch - Lynka Promotional Solutions 52. Joanna Grant - Affinity Express
38. Jack Ma - The Alibaba Group 53.

39. Akira lkeda - Mimaki Engineering 54.

40. Fred Lebow - Cotswold Industries 55. Jenny Hart - Sublime Stitching
41. Lee Caroselli - Balboa Threadworks 56. Nick Coe - Land's End

42. Steve Garnier - Epilog Laser

stitches.com -- DECEMBER 2010 29



1. PAUL GALLAGHER and HITOSHI TAJIMA

2222 S//TCHES POWER LIST

_________________

{  FUNFACT: |
i Paul Gallagher |
i was hired to be i
i Hirsch's chief |
' problem-solver. ,:

President and CEO, Hirsch International; President, Tajima Industries Ltd. e —— o

Paul Gallagher

Why they’re on the list: One out of
every two customers in the embroidery
industry is a Hirsch International cus-
tomer. Founded in 1968, the company has
more than 4 million sewing- and embroi-
dery-machine users worldwide. For 35
years, Hirsch has been the exclusive U.S.
distributor of Tajima-brand embroidery
machines from Nagoya, Japan-based
Tajima Industries Ltd.

In 1944, Hitoshi Tajima founded Tokai
Industrial Sewing Machine Co. Ltd., which
broke into the embroidery industry in 1964
and has since produced more than 3,000
types of embroidery machines with one to
56 heads. Today, Tajima Industries Ltd.,
which is widely accepted as the world’s
leading developer and manufacturer of top-
quality, advanced embroidery systems, dis-
tributes Tajima embroidery equipment to
more than 100 countries.

Backstory: Gallagher left a job in New
York City to take over at Hirsch on Sep-
tember 11,2001 — which he has always seen
as “an omen” of sorts — in order to be the
company’s chief problem-solver. “I was
really the fix-it guy,” he says. “What I’ve
always done in my career is fix and grow
companies in a wide range of industries,
from tow trucks to lithium batteries.”

30 DECEMBER 2010 --stitches.com

Gallagher was brought in because Hirsch,
a publicly traded company at the time, ran
into financial trouble in the late *90s. “We
had a successful turnaround to making the
company more customer-centric,” he says.
“Over the next several years, we diversified
from the legacy business of embroidery to
decorated apparel. That’s when we added
screen printing, laser and other products.
The common theme was always best-in-
class, top-quality products to our clients in
North America.”

After the financial collapse and economic
downturn of 2008, Hirsch saw its stock
decline significantly, which led to it drop-
ping out of the public sector and becoming
a private company once again. “When we
saw the downturn in the financial markets
and in the economy, we saw quite a decrease
in capital spending by our customer base,”
Gallagher says.

Hirsch went private on October 29,
2009 — a step in the right direction, accord-
ing to Gallagher. “If there was a silver lin-
ing in the cloud of the economy, for us it
was that it devastated the stock price to the
point where it allowed us to go private,” he
says. “The real advantage is now there are
no outside shareholders and we can totally
focus on our customers.”

Leading the way: Gallagher says Hirsch
has held a leadership position in the deco-
rated-apparel industry since its inception.
“Our relationship with Tajima, the tech-
nology leader in embroidery, allowed us to
gain a significant market share of embroi-
dery growth in the ’80s and ’90s,” he says.
“Tajima was — and is — the dominant market
brand, and the result of that was a significant
amount of customers we have to this day.”
In 2005, Tajima America Corp., headed up
by Kenji Tajima, and Tajima Manufacturing
Inc. opened the new Rancho Dominguez,
CA-based headquarters to offer compre-
hensive parts and services support, along
with machine assembly, to the Americas.

Now, Hirsch’s extensive product line

includes embroidery machines, screen-
printing equipment, direct-to-garment
printers, textile lasers and companion
multi-level DG/ML by Pulse software.
Some of Hirsch’s newer products include
Tajima DG/ML by Pulse Version 2010
software, SEIT Single-Head Laser and
Tajima Shuttlehook. Hirsch also provides
a range of decorated-apparel training, from
embroidery machines and digital products
to software and application.

Personalization prospers: Gallagher
says the strongest trend that Hirsch and
"Tajima are seeing in the retail and end-mar-
ketplaces is personalized products. “People
are spending money on this,” he says.
“And, the personalization runs the gamut
from team sports logos to individual mono-
grams. Whether it’s uniforms or corporate
logo wear, that business is very strong.”

Following that, in 1994, the Japan-based
"Tokai Industrial Sewing Machine Co. Ltd.
"Technical Center was established to design
and develop new products, including new
operator-friendly machines with low vibra-
tion and super-low noise.

Looking ahead: “The newer decorating
technologies — digital printing on apparel,
more sophisticated laser etching and cut-
ting — really kind of change the direction of
the embroidery industry a litde bit,” Gal-
lagher says. “The transition we made five
years ago was to say, ‘We’re not going to be
focused on just embroidery; we’re focusing
on embroidery and other types of decora-
tion on apparel.” ” That all-inclusive atti-
tude reflects the desires of Hirsch’s custom-
ers, Gallagher says. “The transition I see is
that our customers who had been focused
on one technology — embroidery — are now
focused on offering their clients multiple
technologies,” he says.

Predictions: “Everyone tightened up
the last couple years, but we’re seeing a real
hunger and thirst for technology now and
ways to be more efficient,” Gallagher says.

— Shane Dale and Nicole Rollender



2. MARTIN KRISTIAMAN

CEO, Wilcom International Pty. Ltd.

Why he’s on the list: For more than 30
years, Wilcom International’s technol-
ogy has helped decorators personalize
garments. And, Wilcom is Kristiaman’s
first and only employer; he joined the
company in 1980, one week after earn-
ing his bachelor’s degree in industrial and
mechanical engineering. “Our school had
installed a numerically-controlled milling
machine, and I selected a project where
you could see 3-D graphic simulations
on a large green graphic screen,” he says.
“The idea of graphic simulation then was
like having a new iPad today. My profes-
sor introduced me to Wilcom founders
Robert Pongrass and Bill Wilson, and 1
became their first staff member. I learned
programming on the job, and found that
software was an exciting tool to solve
real-life problems.”

In the mid-1990s, Kristiaman earned
his MBA and switched to the commer-
cial side of the business, building business
with clients and OEM partners in Japan,
the U.S. and Europe. He became Wilcom
COO in August 2001, and CEO in 2004.

About Wilcom: In 2007, the firm
became Corel Corp.’s strategic partner
for collaboration in decorated apparel,

__________

particularly for embroi-
dery. The following year,
Wilcom released Embroi-
deryStudio and DecoStu-
dio el and el.5, seamlessly
integrating Corel DRAW, '\
plus combining embroi-
dery effects and specialized printing
techniques to allow for new decorating
ideas. In 2009, the firm released Deco-
Network, an e-commerce solution and
online design tool suitable for embroi-
dery, direct-to-garment printing, heat
transfers and other imprinting possi-
bilities. Wilcom has 200,000 software
licenses in use worldwide; 100,000 of
them in the U.S. There are 70 employees
located throughout Australia, Europe,
Asia and the U.S.

The aesthetic side of the industry:
The multi-decoration systems that com-
bine embroidery, sequins, rhinestones
and other bling, plus garment printing
and other types of printing, will result in
an abundance of new decorating ideas.
To allow embroidery shops to mix and
match techniques any way they can
think of (with consistently high quality),
“We’ve opened the technology between
Corel’s development team and ours to an
unprecedented level, and we’ll continue
in that direction,” Kristiaman says.

Going hand-in-hand with the bal-
looning number of decorating ideas is
the ability to do “mass customization,
quantity one,” Kristiaman says. Over
time, consumers have gotten comfortable
using the Internet to help themselves in
banking, airline and hotel booking, cre-
ating photo albums and more. So, “Con-
sumers naturally are gravitating toward

e m e E e, —————-—

FUNFACT:
Martin Kristiaman
has worked for one
company and one
company only:
Wilcom International.

&
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Listen to interviews
with Power List
members

___________
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1

i the idea of personalizing

! their apparel before they

¢ buy, and they can do that

i through the Web and

! then place the order with

£ new online decorating
business models,” he says.

“It’s becoming a reality.”

The business side of the industry:
New decorating ideas and unbounded,
online personalization require more
sophisticated business software. “Deco-
Network was designed specifically for help-
ing shops operate more efficiently in pro-
cessing one-off orders, getting approval,
managing small-batch production, manag-
ing supplies, handling payments and man-
aging shipping,” Kristiaman says. “These
tools will continue to improve over the
next few years, especially as the growth
in online retailing accelerates. There will
be a need for lower overhead, yet a wider
reach in sales, so that embroidery firms can
deliver opportunities at an affordable price
but still be profitable.”

The most interesting aspect of
the industry: End-buyers increasingly
want apparel and accessories personal-
ized to the point that they don’t have to
wear anything that’s the same as anyone
else — and the ability to actually do this
is becoming a viable business model.
“After 30 years of dreaming about it, this
paradigm shift is probably more excit-
ing than anything else that’s happened
before,” Kristiaman says. “Even bet-
ter for the entire industry is that small
orders are best fulfilled locally, not from
overseas. So with advancing technology,
businesses of any size can compete and
thrive.” — Robert Carey
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3.MARTY LOTT

President, SanMar (asi/84863)

Why he’s on the
list: Lott is the most
popular kid at school,
a veritable decorating
industry BMOC. The
head of supplier San-
Mar is loved by all, and
it shows with the many
awards and accolades he has received. Lott
has been named to the Counselor magazine
Power 50 four years running, claiming the
title of number one in 2008 and number
two in 2009. He is often cited in industry
publications and sits on panels to discuss
customer service and leadership issues.
And, lead he does. Lott has guided San-
Mar for four decades, snatching up awards
and accolades everywhere. In the last four
years, the supplier has snagged 80% of
the Counselor Distributor Choice Awards
for apparel and was named Supplier of the
Year in 2007. Consistently in the Counselor
"Top 40, SanMar was Wearables magazine’s

...........

FUNFACT:
Marty Lott didn’'t earn
a salary during his first
seven years working
for SanMar.

Reader’s Choice Award
winner in its apparel design
contest earlier this year.
And it’s been a finalist in
the Counselor Best Places To Work contest
two years running.

Awards aside, SanMar also delivers. Its
six warehouse locations ensure that decora-
tors receive apparel in a timely manner —
84% of the country can get goods the next
day. The 3.25 million square feet of inven-
tory houses 17 retail and private apparel
brands. And on top of that, the company
has a heart, launching eco initiatives, green
products, community outreach programs
and adhering to being a socially respon-
sible business. It has attained an ASI 5-Star
Supplier rating and had over half a million
product clicks in ESP last year.

Soothsayer: Moving forward into a new
year, like many, Lott sees positive signs
ahead. “I am cautiously optimistic,” he
says. “The economy’s continued slow gains

e ————————

................... ot

__________

should lead to growth and
the opportunities that pro-
vides.” 2011 is also a land-
mark year for the company.
“A high point will be celebrating SanMar’s
40" anniversary,” Lott says.

Still feeling it: After 40 years in the
business (the first seven of which he never
earned a salary) Lott is still driven by the
people he spends his time with. “The
opportunity to work with my sons and the
fantastic team at SanMar,” is what Lott says
excites him most. “For 40 years, we’ve faced
many challenges, but I love this industry
and am excited and challenged every day.”

Making connections: Lott believes that
over the next five years, technology will
continue to creep into the way we do busi-
ness. “It’ll firmly remain a people business,
but forms of communication will evolve
with social media,” he says. “And back-end
supplier/decorator computer systems will
interact seamlessly.” — Foe Haley

P ——
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4. GERARD METRAILLER

Senior Director, Product Management Graphics, Corel Corp.

Why he’s on the list: CorelDRAW is the
number-one graphics application in the
apparel and garment space. “We know from
our research — and from walking around the

at other decorating industry
events — that Core] DRAW is
on almost everyone’s comput-
ers,” says Metrailler, who is responsible for devel-
oping and maintaining Corel’s worldwide graphics
product strategy. He drives global strategy and
development, and executes initiatives for Corel’s
chief graphics products: CorelDRAW Graphics Suite, Corel
DESIGNER Technical Suite, and Corel Painter. The Graphics
Suite product is used widely for print, direct-to-garment print-
ing and Web work, while a strategic partnership since 2007 with
Wilcom International has resulted in strong embroidery-focused
products as well, including Wilcom EmbroideryStudio el.5 for
multi-decoration.
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show floor at ISS Shows and ,----------

FUN FACT:
Gerard Metrailler
speaks fluent French,
German and English.

.....................

Industry direction: Metrailler, who speaks fluent French,
German and English, sees the budding multi-decoration envi-
ronment expanding. “People aren’t doing just one thing, such
as just embroidery, or just screen printing, in their shops any-

----------- . more,” he says. “They’re moving into many

different artwork and decoration outputs on all
types of products.”

Product evolution: “Our core products must
allow decorators to create the graphics they
want with ease, but also with the highest qual-
ity,” Metrailler says. “They need to be able to get
the image thats in their head into the world of
embroidery, printing or any other medium.”

The most exciting aspect of this industry: “I'm amazed at
the outstanding quality of graphics that we’re seeing — the sheer
creativity that’s found across every medium and in every combi-
nation,” Metrailler says, citing the uptick in direct-to-garment
designs as a base layer, with embroidery sewn on top of it. - RC



5. RAY TITUS

CEO, EmbroidMe (asi/384000)

Why he’s on the list: As the world’s larg-
est embroidery franchise chain, EmbroidMe,
founded by Titus, boasts 10 straight years
of growth since the company began and is
spreading across the globe quickly, currently
operating in 15 countries.

Backstory: Running a successful franchis-
ing company comes naturally to Titus, who
wrote an eighth-grade school paper on how to start a franchise
company. He worked with his family at printing company Minute-
man Press until the age of 23, when he stepped away to start his
own sign company, SIGNARAMA. The success of the franchise
and his passion for embroidered goods spurred Titus to found
EmbroidMe in 2000. Within four years it had opened its 200
store, and in 2007 Titus was honored with the Counselor Interna-
tional Person of the Year award. Titus says that EmbroidMe con-
tinues to grow rapidly in spite of the slow economy, and with more
than 400 retail locations, “We’re in a position that once we see a
trend or an opportunity, we can act very quickly.”

Outside-the-box is the new normal: Titus advises that
growth will come to those decorators who innovate. “It’s not

6. DEAN F.SHULMAN

Senior Vice President, Brother International Corp.

Why he’s on the list: Shulman, who has a
degree in biology from Washington Uni-
versity in St. Louis, has worn many hats in
the industry, especially in his 25 years with
Brother, where he has worked as a marketing
director, parts supervisor and website creator.
He became Brother’s first director of mar-
keting in 1986, and oversaw the company’s
expansion into printers and multifunctional technology. “My big-
gest contribution in the *90s was the ability to recognize the cell
phone market and the home office,” he says, adding that Brother’s
P-Touch desktop labeler was one of the most important results of
his contributions. Nearly five years ago, Brother asked Shulman to
reinvent its sewing and embroidery business.

Brother Backstory: Along with sewing and embroidery
equipment (used by 4 million people worldwide), Brother
offers garment and laser printers, digitizing, lettering and
monogramming software, thread accessories and downloadable
embroidery designs. Brother created the very first 10-needle,
home-based embroidery machine with a camera built into the
nose, which allows users to scan and display a hoop’s contents,

business as usual anymore,” he says. “We can’t take any cus-
tomers or industries for granted; we have to continue to look
for new ways to market, promote and build our businesses.” He
gives the example of a recent agreement one of EmbroidMe’s
franchisees made with a college to serve as its onsite producer
of embroidered goods. “Rather than just setting up a company
store or doing something online, we actually negotiated the
contract where we’d have space on the campus and be able to
produce the work right at the facility,” Titus says. “That’s that
kind of thinking we need we build and grow with ad specialties
and promotional products.”

International rising: “The international side of the business is a
huge growth area,” Titus says. “There are decorating trends com-
ing from everywhere, from Australia to Italy to you-name-it.”

Online and brick-and-mortar are both important: While
having hundreds of retail locations serving local needs is a cru-
cial element of EmbroidMe’s success, offering products online is
an important part of the company’s draw. “Our franchisees have a
very diversified marketing approach,” Titus says. “Yes, they’re in
the local market where they get walk-in or call-in traffic, but they
also have a great online presence.” — Alex Palmer

and the world’s first scanning feature built into a sewing and
embroidery machine (the Quattro 6000D). Brother’s Sewing &
Embroidery Division has seen a 12% growth in sales in each of
the last two years.

Deep impact: From its inexpensive sewing supplies stocked at
Walmart to its embroidery machines that cost five figures, Shul-
man says one of Brother’s primary goals is to turn decorated
apparel from a hardware industry into a fashion industry. “We did
that early on by aligning ourselves with Project Runway, (we’re actu-
ally integrated into the show),” he says.

Shulman says the recent awards that Brother won for product
innovation — particularly those from Consumer Reports and Con-
sumer Digest — have enhanced Brother’s visibility. “It’s amazing how
many people use those two vehicles to do their buying decisions,”
he says.

New trends: Shulman says the typical cycle in which decorators
bought new high-end embroidery equipment used to be five years.
"Today, it’s about 18 months. He also sees the overall industrial mar-
ket continuing to be brought down to the consumer level. “So, in
the digital printing area, most of those machines are $20,000 to
$30,000,” he says. — SD
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7. GLENN CHAMANDY

President and CEO, Gildan Activewear

Why he’s on the list: Glenn Chamandy founded Gildan with
his brother, Gregory, in 1984 and has since devoted himself to
developing it into an international leader of quality branded
basic apparel. Holding the position of president and COO until
2004, he took over as president and CEO that year.

Full speed ahead: Gildan saw strong growth in 2010, report-
ing record quarterly results in August, with net sales for the first
nine months of the fiscal year up 28% from the same period the
year before. In spite of the current uncertain economic environment, including signif-
icant inflation in cotton and other raw materials, Chamandy says that Gildan is “con-
tinuing to implement its strategic plan and proceeding with all of its capital expendi-
ture projects for capacity expansion, cost reduction and service improvement.” These
capital investments include a new state-of-the-art textile facility in Honduras and the
expansion and automation of Gildan’s distribution center in Eden, NC.

Softstyle: As far as products, Gildan is transitioning to a new Softstyle yarn that
Chamandy describes as delivering a “soft feel and great value while improving the
printability and fabric performance after wash. We’ve also added three new collegiate
colors to an already great palette.”

Growing fast: While North America continues to be a crucial market for Gildan,
it has been expanding rapidly overseas, particularly in the Latin America and Asia-
Pacific region, and China especially. In October, the Montreal Gazette quoted Cha-
mandy expressing the belief that the company would double in size within the next
five years. “That’s a low-cost, high-volume production platform for building market
share in the Asia-Pacific region, and we’re planning to expand that,” Chamandy
said at a meeting of nonprofit business association Cercle finance et placement du
Quebec. — AP

8. PANG SHIU
KEUNG

Director, Lee Shun Computer
Embroidery

Why he’s on the list: Keung heads a Chi-
nese embroidery factory based in Hong
Kong and Shenzhen that has provided
embroidery work for many of the world’s
largest retailers, including Old Navy, Gap,
Abercrombie and Fitch, American Eagle
Outfitters, Nike and Disney.

Working for the big guys: Lee Shun
Computer Embroidery is anonymous to
most, like many Chinese manufacturers
that toil in the shadows producing wares for
American retailers. More than 400 people
work the production line, which operates
24 hours a day using a variety of machines.
The focus is computer embroidery.

Overseas options: With more embroi-
dery work being outsourced to Asia every
year, Lee Shun has a key role to play as a
preferred option of major North American
retailers. Keung overseas a model that’s in
high demand for these companies, and that
business model’s future could have a signifi-
cant effect on the industry. — Daniel Walsh

9. ANNA WINTOUR

Editor-in-Chief, Vogue

Why she’s on the list: Styles change fre-
quently, but two things are constant for Lon-
don-born Wintour: her bob hairstyle, which
she has sported since she was 15 (she’s 61 now),
and her dedication to the bible of all fashion
magazines, Vogue. In an interview on 60 Min-
utes, designer Karl Lagerfeld called her the
most famous fashion journalist in the world.
R.J Cutler, director of The September Issue, a movie about Vogue
and its leader, wrote on The Huffington Post that he “observed Anna
Wintour day-in and day-out as she single-handedly commanded
the $300-billion global fashion industry. In a business where last
week’s fashion shows are already old news, she has been at the top
of her field.”

Indeed, the iconic Wintour, who’s the alleged inspiration
for the title character in The Devil Wears Prada and who has a
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variety of tough nicknames including Nuclear Wintour, is the
voice of fashion and has earned the respect of fashion design-
ers around the world. She has the power to make or break a
designer and has been credited with changing young unknowns
into some of the most sought-after names in the industry.

Ripple effect: In an interview with Barbara Walters, Wintour
said that the mood of the country affects fashion, and a person can
glean the trends and mood of the world by reading Vogue. Win-
tour’s massive influence isn’t limited to the runways of New York,
Paris and Milan. Colors, fabrics, embroideries and embellish-
ments are just some of collateral fashion extras that end up mak-
ing their way into the apparel and accessory landscapes of retail
outlets across the nation. And, in 2010, Vogue featured all types
of embellishments (chiefly embroidery, appliqué and beading) on
the designer apparel and accessories in its glossy pages, reigniting
consumer interest in stitched garments. — foan Chaykin



10. TAS TSONIS and BRIAN GOLDBERG

Co-CEOs, Pulse Microsystems Ltd.

Why they’re on the list:
Since the 1980s, Pulse
— led by its co-CEOs -
has invested heavily in
research and development
for its art-generation and
apparel-embellishment
software and owns 13
patents, including method and system for automatically deriving
stippling stitch designs in embroidery patterns. “One thing I never
worry about is the technology,” Tsonis says. “Innovation will con-
tinue because our people are motivated to make their products bet-
ter and simpler.”

Past and future: Pulse has a 20-year relationship with Tajima;
impressively, the Tajima DG/ML by Pulse Version 2010 has
received the Certified by Microsoft designation for its compat-
ibility with Microsoft Vista and Windows 7, and has 38 new fonts

plus productivity enhancers such as multiple core processing that
reduces stitching time by 33% on a 20,000-stitch design. Pulse
supplies 15 brands to home embroidery enthusiasts, and owns
AnntheGran, an online community of home users that Pulse
recently upgraded. The firm has more than 20,000 professional
embroidery firms and 300,000 home-based users.

Getting custom: TSonis sees mass customization as a key trend,
and he and Goldberg are focused on automating that process both
for embroidery and printing. “We’ve automated a lot of factories
for this, but the lifeblood of this industry really is the mom-and-pop
entrepreneurs,” he says. “They’ll always need to make a few T-shirts
for local organizations, and easy-to-use software and high-quality
machines are what they need. We spend a lot of time working on
the quality of fonts to satisfy those who only do lettering, all the way
up to the major names in this business. We also create our products
so that a small shop only has to buy what it needs at that moment,
but can add on in the future with no compatibility problems.” — RC

1. TETSUJI YAMAUE and BOB STONE

CEO, Barudan; Vice President of Sales, Barudan America Inc.

Why they’re on the list:
Barudan led the way for
the embroidery indus-
try in Japan, building the
first industrial embroidery
machine 51 years ago. The
embroidery machine man-
ufacturer has eight offices
worldwide and serves more than 100 countries, including factories
in Japan, France and China. Barudan builds embroidery machines
from one to 56 heads in nine-, 12- and 15-needle configurations.

Backstory: Barudan’s founder, Yoshio Shibata, invented the
automatic color-change system in 1972, which got the ball rolling
for Barudan’s popularity — but it was his high-speed, multi-head
embroidery machine creation in 1977 that caused sales to sky-
rocket, Stone says. This success lead to the establishment of Baru-
dan America Inc. in Solon, OH, in 1985.

What decorators want: “Today, there are two types of deco-
rators: established and startups,” Stone says. “Both markets are
entirely different in what they want and what they expect. In most
cases, the established decorators started with a reputable machine
and understand that to get a quality product, they can’t cut corners.
The established embroiderers know the importance of service,
tech support, parts availability and, most of all, the end product
— the quality of the embroidery. Those decorators are the easiest

to sell to; they’ve paid their dues, so to speak, and know what they
want and need.”

On the other hand, the startups are a growing part of the indus-
try, which is vital to Barudan’s success, Stone says — but too many of
them are focused on price instead of the end product. “I do about
a dozen or so trade shows a year, and the newbies make up a large
part of the attendees,” he says. “Often, they don’t know what ques-
tions to ask. They fail to ask about warranty, parts availability, ser-
vice and support or resale value.”

The good news, Stone says, is Barudan focuses on educating cus-
tomers about machines, software and the overall decorating indus-
try. “The bottom line is, we need the startups to become estab-
lished decorators,” he says. “If we service newbies to the best of our
ability, they become very loyal customers. As they grow, they buy
more machines, software, parts and supplies.”

Looking ahead: Barudan has a few new machine updates com-
ing out in the first quarter of 2011, Stone says. “Of course, stitch
quality is of the utmost importance,” he says. “The generation of
sewing head that we currently produce has been around in some
form since 1996. We've tweaked it to make it better, stronger and
quieter. Most folks probably aren’t aware that Barudan embroidery
machines are still hand-built and assembled, not much differently
than the way Mr. Shibata did it 50 years ago.”

On a positive note, smaller shops are beginning to buy machines
again, Stone says. — SD
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12. TED STAHL

Executive Chairman of the Board, GroupeSTAHL

Why he’s on the list: The head of the global
{ group of companies under the GroupeS TAHL
umbrella, Stahl transformed his family-owned,
Midwestern die-cut letters and numbers busi-
ness (founded by his grandfather, A.C. Stahl,
in 1932) into a multinational supplier of
apparel decorating systems and supplies. Now,

: GroupeSTAHL is the largest international
manufacturer of heat presses and CADCUT materials. It has intro-
duced a number of patented decorating technologies to the indus-
try, including Thermo-FILM for athletic jersey personalization and
Water]Jet technology for custom-cutting twill. It also launched the
industry’s first free online art creation software (CadworxLive.com).
GroupeSTAHL has educated thousands through the industry’s lon-
gest-running traveling seminar workshop program.

Staying power: Stahl says his group of companies has been
able to remain at the top of the decorated apparel manufac-
turing business for nearly 80 years by constantly adapting to
its decorating customers’ changing needs. For example, “The
computerized WaterJet technology that we pioneered was
developed to enable the cutting of twill materials without fray-
ing and is symbolic of the answer to the demand from custom-

13.

RANEAMAN

President, Vantage Apparel (asi/93390)

/

Why he’s on the
list: When Neaman
talks, people listen.
That’s why the vener-

industry and has

ables  magazine

won - .
numerous Counselor Dis-
tributor Choice and Wear-
Design

ers to provide custom-cut logos in any quantity,” he says. “Our
custom-cutting division today is still answering that demand,
using a wide variety of cutting methods including water jet, laser
cutting and blade cutting.”

On the other hand, Thermo-FILM, which was introduced
40 years ago, is still a top product in the industry, according to
Stahl. Part of the reason for that is its “green” aspect, since it’s
manufactured with no PVC (used to make vinyl), which was the
predominant choice for letters and numbers back then. “Today,
it’s hard to find any place in the world that isn’t using it in some
form, since it’s available not only in die cuts, but also by the roll
for cutting,” he says. Based on all of GroupeSTAHLs advance-
ments in the sports industry, Stahl will be inducted into the
National Sporting Goods Association Hall of Fame in May.

Looking ahead: “Decorating methods that are faster, bet-
ter and cheaper, whether that’s digital transfer production,
improved direct-to-garment printing, improved laser transfer
papers or improved cuttable materials,” Stahl says. “More and
more businesses will offer digital design decorating services.
Everyone will have access to the same technologies. It'll be the
people who turn those technologies into custom apparel sales

who’ll be leading the way.” — SD

_____________________

says. “The low point will be

if the dollar weakens.”
While  everyone

been riding a wild ride the

FUNFACT:
Ira Neaman has been
on the Counselor

has

able head of Vantage
Apparel is a driving
force in the apparel
world. For five years
he’s been named to the Counselor Power 50,
that’s on top of being named the Counselor
Person of the Year in 2003. In addition, his
hands-on training and education sessions
at industry trade shows are a must-attend
for anyone serious about selling branded
apparel. It’s no wonder he’s sought out by
editors and writers looking for comments
on everything apparel-related.

Aside from his personal accolades, the
company Neaman helms is annually in
the top 40 in revenues in the ad specialty
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Awards. Vantage also has
attained the coveted 5-Star
Supplier rating in ESP,
where it also had nearly
62,000 product clicks last
year. The company can
be a one-stop shop for apparel purchasers,
as it offers cutting-edge decoration, with
1,250 embroidery heads plus digital print-
ers, laser cutters, screen-print machines
and more.

Highs and lows: “The high point in
2011 will be when the shortage/speculation
of cotton ends, the price of cotton starts fall-
ing and the mills and factories can acquire
cotton and fabric at lower costs,” Neaman

Power 50 list for five
years, and was the
Counselor Person of
the Year in 2003.

___________

idea that the end is in sight
is appealing to Neaman.
“That we have the promise
of a slow, steady economic
growth excites me,” he says.

Crystal ball: “There will always be
something new due to technology and
lifestyle, with elements borrowed from the
past,” Neaman says. As for new innova-
tions, “Mobile apps will get significantly
faster with more touch screens and more
common use of voice recognition,” he
says, and believes that future challenges
include the continued shortage of skilled
workers. — 7H

\
1
1
1
1
[
1
|
i last two to three years, the
1
1
1
1
1
1
[
[}
y



14. TOM MYERS

CEO, Broder Bros. Co. (asi/42090)

Why he’s on the list: Myers heads the larg-
est Counselor Top 40 apparel supplier firm in
the ad specialty industry. He is a perennial
member of the Counselor Power 50 list, rank-
ing in the top 10 in three out of the last four

reach 80% of the U.S. with next-day shipping. Its i
2.5 million square feet of inventory includes 35 |
brands and 800 different products, and continues i
to grow. “We're offering full lines from our major |
suppliers,” Myers says. “We’re introducing Ash- |
worth — the best ‘off course’ golf brand — to com- :
plement adidas — the best ‘on course’ golf brand.”
In 2009, the company had 421,000 ESP product clicks.

2011 in a nutshell: To get the economy rolling businesses
need to hire, although Myers sees gridlock ahead. “As buyers
and sellers of apparel, we’re going to be on a roller coaster,”
he says. “Talk about high points and low points — I'd not be
surprised to see price increases in early 2011 and price reduc-

A

15. FRAN(;OIS LESAGE

Embroiderer and Founder, House of Lesage

lWﬂ} “‘ | Why he’s on the list:

Lesage is regarded by
many as the greatest liv-
ing embroiderer. Now
in his 80s, Lesage’s hand
" embroidery has been
prized in France’s haute

__________

years.
With  eight distribution g
facilities, Broder is able to

FUNFACT: i
Actor Charlie Sheen !
is a fan of the Devon |

& Jones IslaCamp |
shirt carried by i
Broder Bros. Co. '

J/

£
................... ot

in the late 1940s by travel-
ing to the U.S. to open a
shop on Hollywood’s Sun-
set Strip. His embroidered
designs adorned such famed
beauties as Ava Gardnerand ~___ s
Marlene Dietrich and were

&

stitches.com

Listen to interviews
with Power List
members

tions by late 2011, once the impact of additional acres being
devoted to producing cotton is understood in the marketplace.
The prices of polyester and every other apparel fiber will be
following cotton — both up and down. Interestingly, the price of
apparel won’t scare off customers, although there will be grum-
bling about high prices.”

s, Challenges abound: “The biggest challenge
over the next five years will be keeping up with the
demand,” Myers says. “The market for decorated
basic apparel continues to grow. The embroidered
segment is growing faster. New technologies and
new apparel styles are allowing family-operated
business to produce great-looking stuff.

“One challenge is dealing with the low capac-
ity utilization of decorating equipment. Contract
decorators need to price more competitively and serve customers
better to avoid living in a land of too many machines chasing too
few orders.”

His favorite industry-related Tweet: “It was from my sister-
in-law, who lives in Hollywood: ‘I just saw Charlie Sheen buy a
Devon & Jones Isla Camp shirt in Malibu.” ” Myers says. — 7H

_____________________

FUNFACT:
The designs of
Francois Lesage, the
“king of embroidery,”
once adorned Ava
Gardner and Marlene
Dietrich.

1

1

i

E Likewise, his work has

{ been at the center of

i exhibitions in New York,

¢ Tokyo and Los Angeles.

{ The first family of

" embroidery: Lesage’s fam-
ily has been in the embroi-

e e E e ——————-—

couture for decades.
Flfty years at the top: Lesage has been
called the “king of embroidery” and “the
last embroiderer,” but whatever you call
him, if you’re in the embroidery scene,
you should know him. He began his trade

in demand among designers such as Yves
St. Laurent and Christian Lacroix. Today,
France’s top designers still seek Lesage’s
work. Chanel acquired his fashion house,
Lesage Paris, eight years ago, and new
designs continue to emerge from there.

dery trade since the 1800s, and that may con-
tinue for many more years, though perhaps
not in France. Lesage’s son, Jean-Francois,
has opened the House of Lesage in Madras,
India, where a great deal of the world’s
embroidery work has migrated. — DIV
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16. HAJO VOELLER

President and CEO, Madeira USA Ltd.
Why he’s on the list: President of Madeira

USA for seven years, Voeller was selected

% | due to his years of previous

2 "31 executive experience in sales /’
and marketing. Voeller con-
tinually has his fingers on
the pulse of the industry, and
believes that increased reaction time will be the
most critical trend for embroiderers in the near
future: “The ability to react sooner and faster to
the requests of your customers will be the dif-
ferentiator between businesses that are ahead of
the pack and those that are trailing behind,” he
says. “You’ll see this, again, in the specialization that will enable
some companies to offer either small or big quantities of goods
in record time.”

17. MIKE ANGEL

Vice President of Sales and Marketing, Melco

Why he’s on the list: Angel, who has been
in the decorated apparel industry for 12
years, joined Melco in February 2005. He
was previously the director of sales and

marketing for Pantograms from 1998 to
2005.

1

the industry’s first digi- 1
tizing technology (currently DesignShop v9 !
Desktop Digitizing Software), was founded in 1
1972 as a subsidiary of Oerlikon; it has more i
than 100,000 clients. The company offers a |
variety of embroidery equipment, including E
AMAYA XTS commercial modular single- '\
head machines and networkable multi-heads,
and the MelcoJet G2 direct-to-garment printer.
Award winner: Melco was recently awarded an International
Trade Award by the U.S. Department of Commerce for open-
ing new international markets. “Melco benefited from trade
conferences, market research and matchmaking services pro-
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to oversee Madeira Germany’s U.S. division

_____________________

FUNFACT:
Thanks to a function
on Madeira's website,
embroiderers can
actually calculate the
cost of a thread break.

Melco, which created ,------------

.........................

Backstory: With the most specialty threads on the market,
Madeira estimates that its thread is used by one-third of all embroi-
derers. The company recently added Frosted Matt thread and its

Automated Frame System and plastic film frames,
\ designed for badge and emblem creation. On its
{ website, www.madeiraart.com, the company contin-
¢ ues to add new, interactive features, including a func-
E ton that allows an embroiderer to calculate the cost
i of athread break.

i Specialization rising: Voeller expects that in
i 2011, embroiderers will continue “to purchase
i goods based on specific orders, rather than invest-
</ ingininventory. P'm a big believer in really target-

ing your markets, and I also see specialization as
a key for running a business successfully in the coming year,” he
says. “Specialization will be a key to survival, as decorating compa-
nies target their work to certain customer groups.” — AP

vided through the Denver U.S. Export Assistance Center and
overseas commercial specialists of the U.S. Commercial Ser-
vice,” Angel says.

Keeping a high profile: Melco has several big-name cli-
ents, including Disney, Williams-Sonoma, New Balance and
ZAZZLE. “Big brands like Disney want to meet the demands of

------------- . their customers, and a big part of the demand

FUNFACT:
Melco has big-name
clients like Disney,
Williams-Sonoma, New
Balance and ZAZZLE.

is personalization,” Angel says. Melco is very
focused on helping companies offer mass per-
sonalization via its LiveDesign Fusion e-com-
merce personalization configurator and Per-
sonalization API software as a service.
Predictions: “Mass personalization is the
A future,” says Angel, who notes that Melco
trains its users on its own campus, www.mel-
countversity.com. “Internet retail sales will continue to play an
important role in the decorated apparel industry. With that said,
the capability to offer decorated apparel online, and produce
and deliver personalized products on demand, is the key to suc-
cess in the next five years and beyond.” — SD



18.S5COTT COLMAN

President and Founder, SWF East

Why he’s on the list:
‘Ml Since founding SWF

y East in 1999, Colman
quickly guided the
embroidery  equip-
ment manufacturer to
being a leader in its
& market category with
its additional product lines of direct-to-gar-
ment printers, screen-printing equipment
and digitizing software. He had worked
in the industry for 10 years before found-
ing SWE including at the production shop
Uniform Nametape and serving as the gen-
eral manager at Pantograms.

RN

Take a deep breath: Colman is upbeat
about the near future. He predicts that
“2011 will be a breath of fresh air,” after
two very challenging years. “Many of our
customers are feeling the upswing start-
ing to happen in the industry,” he says. “As
consumer spending seems to gain some
confidence, things are normalizing, which
helps people’s confidence in investing.”

Direct and customized: Colman
expects direct-to-garment printing to sig-
nificantly evolve over the next few years.
“All decorators who want to be viable in
this marketplace will need to address the
concept of mass personalization, and the

direct-to-garment printing concept is the
horse that will be ridden into this arena,” he
says. Another shift those in the embroidered
apparel industry will want to watch out for
is mass customization. He sees this not only
in terms of personalized goods, but also
“custom prints that are digital and variable
in size, color and data.”

The future: In 2011, SWF East will be
introducing a new line of heat presses to the
market made by the company Drucktech.
Colman predicts that this full line of fea-
ture-rich presses “will change the way the
market looks at heat presses,” but that’s all
he’ll say about it for now. — AP

19. MIKE RHODES

President, Bodek and Rhodes (asi/40788)

& Why he’s on the list: Counselor magazine
¥ Top 40 supplier Bodek and Rhodes is a

stalwart apparel company —

five warehouses, 37 brands, !

in ESP last year. Rhodes, a second-generation

.....................

was also named the Counselor Supplier Rep of the Year in 2007.
Customers come first: “Customers have told our sales folks
that they’re upbeat and are feeling a lot of activity

\ from their customers,” Rhodes says. However, he

them in their daily efforts. “We’re rolling out a lot

1 1
socially responsible and ¢ does offer one caveat: “Cotton costs could throw
CPSIA-compliant; it’s no i FUNFACT: i a wet towel on the market if costs continue to
wonder that so many deco- ! Bodek and Rhodes | increase and cause prices to increase too high.”
rators turn to it for blank | poasts five warehouses And, staying true to Bodek’s focus on its clients,
goods. In fact, it had 182,000 product clicks i and 37 brands. i Rhodes says the company will continue to aid
1 1
i i

family member, is regularly named to the

Counselor Power 50 list and is highly regarded ~o__________

as a person with influence among his indus-
try peers. That clout comes from steering the third-largest
apparel supplier in the U.S.

The customer-minded supplier added personnel when others
were cutting staff (noting that a loss in staff affects clients) and it
has bulked up its customer service tools, adding free custom web-
site designs and a virtual apparel-design studio.

In addition, Bodek and Rhodes has a dedicated staff, including
industry educator and Counselor Hot List member Marc Held, who

of Web offerings and new technology to help our

_________ -« customers grow their business,” he says. “Our new

products for 2011 are exciting and are led by the
addition of Next Level Apparel.”

Looking ahead: “We expect there will be consolidation at
all levels of the supply chain, from manufacturer to decorator,”
Rhodes says. “Technology will continue to help our industry be
more productive and profitable. The decorated-apparel industry is
strong and will remain strong. We don’t expect any challenges that
will be difficult for the industry to overcome — our industry is filled
with entrepreneurs who’ve always adapted and succeeded.”- 7H
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20. CRAIG MERTENS

President and CEO, Digital Art Solutions (asi/74970)

Why he’s on the list: Brother-and-sister
duo Craig Mertens and Nicole Mertens
have been in the decorated-apparel industry
since 1982, and they’ve been busy. Founded
in 1999, their company, Digital Art Solu-
tions (which acquired Smart Design Inc.)
has experienced an average annual growth
of more than 10% over the last three years.
The diverse product line includes digital art content, graphics
software (Smart Designer add-on graphics software for Corel-
DRAW) and apparel decoration systems. “We’ve introduced
more than 20 new products and services to the industry, includ-
ing two decorating processes in our Rhinestone System and
SmartGarment Printing System,” says Craig, who notes that his
U.S. client base exceeds 60,000 users.

High points for the industry in 2011: Direct-to-garment and

rhinestone systems. “Since 2007, rhinestoning has grown like crazy
and it’s becoming a standard thing in everyone’s decorating sys-
tems,” Craig says. “You used to have to buy transfers to do this,
but now you can do it yourself with a vinyl cutter, materials and
the software.”

Other trends driving growth: As decoration processes have
gotten more complex, people have relied more on stock artwork
and productivity software, which plays to the firm’s strength. “Dig-
ital printing has gotten more complicated, so shops need better
tools to produce patterns for that,” Craig says.

The industry in five years: Most shops will want online content
delivery for Web stores and other purposes, so Digital Art Solu-
tions will eventually distribute content via the cloud rather than
CDs and DVDs. “This will require us to reconfigure our delivery
method, and make both capital investments and training invest-
ments to adapt,” Craig says. — RC

21. /AHOOR KAREEM

CEO, CafePress (asi/43167)

Why he’s on the list: Under Kareem’s direction,
CafePress has led the way in the T-shirt revolution,
providing custom designs on T-shirts on a wide-scale
format (and largely online) before most others got in
on the act. It boasts a user-created catalog of 250 mil-
lion unique shirts and other products, and the website
averages 11 million unique visits per month. The com-
pany is tied in to a network of thousands of indepen-
dent decorating shops.

Why it matters: Aside from the virtual CafePress
shop, which includes an online storefront, the firm also
provides website hosting, order management, fulfill-
ment, payment processing and customer service. More
than anything, though, CafePress offers a voice for the
connected and disconnected alike.

Artist outlet: CafePress allows its users to create and
sell a wide variety of products on the Web, making it
easy for artists to sell their own wares without having to
physically set up a brick-and-mortar operation. Because
of that, over 2.5 million independent shops have been
opened on CafePress since its founding in 1999.

The challenge in 2011: “The economy will con-
tinue to be a challenge and we believe it will force
a new breed of competition,” Kareem says. “As
entrepreneurs, this is an exciting prospect for Cafe-
Press.”- JH
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22. PHIL RUBIN and ERIC RUBIN

CEO; President, Blue Generation (asi/40653)
Why they’re on the list: The

Rubins run a multinational com-
pany with production facilities in
Egypt that handle all aspects of
the apparel manufacturing process.
They earned the title of Counselor
magazine Supplier Family Business
of the Year in 2009.

Retail to manufacturing: What began as a retail venture has morphed
into a successful and growing promotional division that recently broke into
the Counselor Top 40. The company’s success can be attributed to many things,
including being on the leading edge of the women’s apparel trend and reducing
its production cycle by 60 days. The company has weathered the poor economy
and is now seeing significant growth. “Our sales are up double digits this year
and we foresee that this will continue into 2011,” Eric says. “The biggest chal-
lenge the industry will face is rising prices overseas on every level — raw materi-
als, labor and shipping. Maintaining inventory levels will also be a challenge due
to the current turmoil in the textile markets.”

Everything but the kitchen sink: Blue Generation touts a comprehen-
sive business. “Our operation is totally vertical, from spinning the thread to
dying the fabric to manufacturing the finished product,” says Eric. “This
also includes producing our own labels, hangtags, buttons and thread. This
result is total quality control of the end product. In addition, we stock mil-
lions of dollars of dyed fabric and finished garments overseas in a warehouse
the size of a football field.” — 7H



23. CHRIS WALDICK

Founder and President, FastManager SMS

1! Why he’s on the
b list: In 2000, five
years after starting a
" | screen-printing firm,

g Waldick created what
! has become the most-
| used  business-man-
" agement software for
small decorators, with more than 1,200
users. Revenue growth for the company
has been more than 25% each year since
2007, and 20% of new business comes
from shops that were using competing
products, says Waldick, who’s a member
of the Embellished Activewear Standards
Initiative.

Trends causing the firm to evolve its
products: With technology lowering the
barriers to entry into this business each year,
“Smaller shops are definitely going to grow
over the next couple of years and fuel this
business,” Waldick predicts. For instance,
it used to be that shops had complicated
pricing systems, but with today’s technol-
ogy allowing new decorating processes
and faster turnarounds, the software needs
updated pricing engines that acknowledge
this reality.

Also, “more point-of-sale opportunities,
having multiple physical and online stores,
interacting across the Web to transfer data
— all of this will affect our products,” Wal-

dick says. “We’re moving toward having
most data reside on the Web, and people
accessing it from whichever devices they’re
using at that moment. We must see how
mobile technologies will be used and how
our products will need to work on all of
them.”

On keeping the right focus: “This
economy has given us many new customer
opportunities,” Waldick says. “Our bread
and butter is a network applicadon, so
we don’t get completely caught up on the
newest, bright shiny objects and what they
might be able to do in the future. We stay
focused on what people are doing today,
and making those things easier.”— RC

24. DOV CHARNEY, TOM CASEY and MARTY BAILEY

CEO; President; Operations Manager, American Apparel (asi/35297)

Why they’re on
" the list: American
Apparel is biggest
clothing  manufac-
turer based exclusively
in the U.S. Charney
~—) founded the company
& in 1989 and dove into
the  custom-apparel
business. Bailey joined in 2002 and tripled
American Apparel’s production by remak-
ing its operations model.
Still standing: American Apparel took
a hard hit when the global recession hit
just as the company was expanding into
retail, opening more than 285 stores over
the past six years. Stocks tanked, credit
lines dried up, controversies arose and
naysayers gleefully predicted the demise
of the controversial Charney and his

Dov Charney

company.

But American Apparel is still standing.
Its British lender came through with new
credit terms, billionaire Ron Burkle bought

_______________________________

FUN FACT:
American Apparel is the largest
clothing manufacturer based
exclusively in the U.S.

e m e ————
R p—

into the company and stocks rebounded.
Meanwhile, Charney and Bailey haven’t
faltered in their stance on domestic manu-
facturing. The company’s ability to survive
can serve as an example for others consid-
ering domestic manufacturing.

A-team: Charney gets most of the public-
ity as the company’s controversial and out-

spoken young founder and visionary, and it’s
his ideas and willingness to allow a creative
workplace that enabled the vibrant Ameri-
can Apparel brand to flourish. But if not for
Bailey’s skillful operations management, the
company might still be just another niche
designer instead of the big operation it is
today. The two men balance and comple-
ment each other, and they both recognize
the need to embrace change in the market-
place. “You've got to be versatile,” Bailey
says. “You've got to get out of the paradigm
of, “This is what we do, and this is how we do
it.” It has to be about what we need.”

With the addition of former Block-
buster CFO Casey as American Apparel’s
president, Charney and Bailey are once
again hearing and responding to changing
demands by bringing in a financial guru to
fill a perceived gap at the company. - DI
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25. OWEN DUNNE

Director, Robison-Anton Division, i
American & Efird Inc. :
Why he’s on the list: Dunne i
oversees the Robison-Anton |
division of American & Efird, i
widely considered to be the |
number-two threadmaker in |
the industry. He has worked i
with American & Efird since |
1996, when the company !
acquired Threads USA. i

Ups and downs: For Dunne, the high points of |
the past year include the industry’s growing ability i
to stay stylish with its “ability to reproduce fashion |
trends in small embroidery business.” On the other |
hand, he says, “Consumer concern over hazardous i

content in products is growing. What are we most
excited about? This concern of hazardous content
is driving consumers to pay particular attention to
the materials going into a decorated-apparel prod-

ct.” He says Robison-Anton is well-positioned
to allay these concerns: “Our North American
customers can rest assured that the embroidery
threads they’re receiving are Oeko-Tex Certified
and made in the U.S.”

Looking local: The global reach of American &
Efird and its Robison-Anton division is balanced by a
strong focus on local markets. “As this market seeks to
reproduce — and in some instances, create — new fash-
ion trends, thread suppliers must be ready,” Dunne
says. He cites two trends for 2011: “Going finer and
more detailed in logo, and going heavier and more
-AP

unique with decorative embellishments.”

27.SUSAN RITCHIE, ARCH
RITCHIE and JENNIFER COX

Co-founders, National Network of Embroidery
Professionals (NNEP) (asi/187622)

Why they’re on the list: The Ohio-based trade associa-
tion boasts more than 1,600 members; through its events,
advice and logistical assistance, as well as member benefits
and savings, NNEP continues to be an asset to the com-
mercial embroidery industry.

Backstory: After years running an expanding commer-
cial embroidery business, Susan and Arch Ritchie, along
with their daughter Jennifer Cox, created NNEP in 1996.

Made in America: Susan expects to see an increas-
ing demand for American-made garments in the coming
year: “As consumers become more and more aware of the
major loss of manufacturing within this country due to
the overseas market, there will be an increased commit-
ment to products manufactured within the States,” she
says. “The cost difference will always be a factor, but with
time this will begin to close, making USA products more
competitive.”

New technology: Further in the future, Cox says that,
“What’s next depends on what new technologies bring to
the table. Digital garment printing was only the thing of
someone’s imagination less than a decade ago. Combining
digital garment printing with complex embroidery is still
in its infancy. There’s so much possibility there — I think

some exciting things will come from that front over the next five years.”
Fashion forward: Fashion will play a role for embroiderers who have a spe-
cialty niche, according to Susan. “They’ll want to have the ability to produce
multiple application options for their customers,”
tomer may prove to be a market that needs to be considered more aggressively
by the garment suppliers.”

she says. “The tween cus-

- AP

26.ROBERT KRONENBERGER

CEO, American Needle

Why he’s on the list: Kronenberger’s family-
owned company was the first to sell embroi-

can Needle won a high-profile Supreme
Court case against the National Football

/&”‘\ League this year that will shape the business
of professional sports (and maybe the sports-
apparel business).

ChangIng American fashion: American Needle was just

another hat company until it revolutionized men’s fashion in 1946

42 DECEMBER 2010 ---stitches.com

by introducing the first retail baseball cap embroidered with a team
logo. That first run of Chicago Cubs hats sold out in one day, and
American Needle kept producing them. “At the time, there was
no competition,” Kronenberger says. Sixty-four years later, the cap
is firmly entrenched as part of American fashion and has spread
to countries where baseball isn’t even played. American Needle
remains a part of it but has expanded to other apparel.

“The most important case in sports history”: Kronenberger
showed the same kind of vision as his forebears when he gave
the go-ahead to take the NFL to court over its move to exclu-



28. JOYCE JAGGER

Owner, The Embroidery Coach

Why she’s on the list: Embroi-
dery Tips & More, Jagger’s busy
Binghampton, NY-based training
and consulting firm for embroidery
business owners, includes onsite and
phone consultation for embroidery
businesses of all sizes, a resource-
packed website (featuring more
than 150 videos and a tip of the day that she e-mails to
her students, as she prefers to call her clients), monthly
webinars and live phone chats, e-newsletters, blogs, and
now a just-published book that’s already generating a lot
of buzz: The Truth About Embroidery Business Success. Jag-
ger, who has 90 students at any one time, estimates she
has trained more than 500 decorator business owners.

High-profile job: Jagger, who started her own
embroidery business in 1978 and sold the 36-head com-
pany in 1998, has recently been helping to incorpo-
rate embroidery into Rhode Island School of Design’s
(RISD) Textile Department. “I've been working with
Anais Missakian, head of RISD’s textile department, and
Stitches Editor Nicole Rollender, to add embroidery and
digitizing to the curriculum,” she says. “This is an excit-
ing assignment for me. At this point, there are 14 senior
and graduate students who are eager to learn embroi-
dery and digitizing, and it makes me happy to be the one
to teach them.”

Happy New Year: Jagger says that based on feed-
back from her clients, sales in decorated apparel are
going strong in fourth-quarter 2010. “They’re a lot
busier and are making more sales this year than they
were last year,” she says. “It’s going to keep on increas-
ing. This is supposed to be a ‘down economy,” but if
you offer high-quality products and excellent customer
service, you’re going to stay busy. I'm looking forward
to 2011 — I have more students joining me at this time
than I have in the past few years. Embroidery business
owners are hungry for information.” — 7C

29. CORY DEAN and
EMILY CHENEY

Digitizers, Artwork Source (asi/36907)

Why they’re on the list: This
Tacoma, WA-based digitizing firm
is a 24/7 operation with a staff that
includes 80 digitizers and 40 vec-
torizers. Dean, who started the
company, took a $25,000 loan from
his parents and grew the digitizing
company to more than $10 million

in revenue in a very short time.

Dean says his company experienced 10% growth in 2009 and plowed
$500,000 into a new website. Just about 17% of Artwork Source’s revenue
comes from outside of the U.S., “so going global is part of our way of life,”
he says. “We just completed a new building overseas.”

Star Digitizer Cheney works on complicated projects and trains the
company’s customer service staff. “I like working in this industry because
there’s always something new to learn,” she says, “and there’s a challeng-
ing element of creative problem solving when digitizing for embroidery
— especially with some of our photographic-style designs.” For its top-
notch digitizing efforts, Artwork Source has won digitizing and design
awards from Stitches, Impressions, Printwear and Corel/Pro magazines.

Going global: Dean sees three production models: One is to only use
overseas labor from China or India. “These aren’t a good fit for most
people since communications, billing and security can be risky,” he says.
“Then there’s the purely American model, but it’s difficult to create
the infrastructure needed to offer top quality using only U.S. staff and
resources. Lastly, there’s the hybrid system that we use, which we’ve found
combines the best of both worlds and allows us to offer the best service.”

Changes: Dean sees a change in the way people shop. “More people
want products that appeal exactly to their personal style,” he says. “They
don’t want to compromise by accepting an item that was one of 100,000
pieces run overseas. Companies like CafePress, NikeID and Zazzle will
continue to grow at breakneck pace as they cater to those specific tastes.
Machine companies will sell a lot of one-head machines and almost no
12-heads. And, the fastest-growing decorating companies will be the
ones that sell one-off items at a high price and use technology to organize
it with little labor.” — 7C

sive licensing in 2000. Ten years later, the case went before the
Supreme Court in what Sports Wustrated called “the most impor-
tant case in sports history.” At stake in professional sports was a
de facto anti-trust exemption for the NFL and other pro sports
leagues that would have drastically remade the way several billion-
dollar pro sports businesses do business. American Needle won a
stunning 9-0 victory.

But that case isn’t over, as it’s headed back to the district court
level for further rulings on other parts of the case that could
similarly remake the sports-apparel business. If American Nee-
dle wins at the lower level, sports apparel businesses could have
dozens of new markets to do business in, because they’ll be able
to more freely do work for individual professional clubs. Kro-
nenberger isn’t backing down after one win. - DIV
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30.RAY MATERSON

Embroiderer, Social Activist and Author of Sins and Needles

Why he’s on the list:
Materson was
ing a 15-year prison
sentence in Connecti-

S€rv-

cut for armed rob-
bery when he started
learning to machine-
embroider. It changed
his life, and Sins and Needles, the book he
wrote about his experience, has a high-
enough profile that it could prompt state
prisons to take a closer look at embroidery.

From addict to artist: Materson was
convicted in 1987 of armed robbery and
kidnapping after he carjacked and robbed
someone for cash to feed his cocaine
addiction. He spent over seven years in
jail before making parole in 1995. While

in prison, he reflected on his life; one good
memory was of his grandmother embroi-
dering on the front porch. He picked up
embroidery by handcrafting a hoop from
a food container and unraveling socks to
use for thread.

"Today, Materson sells his embroidery as
art, sometimes working on commission,
and is a case worker for the Community
Justice Project, a Vermont-based organiza-
tion that helps children of prison inmates
and ex-cons. He also speaks publicly about
the role that prison and embroidery played
in turning around his life, and some say
he’s an example for how embroidery can
be used to help rehabilitate felons.

London calling: After his book

was published, Materson drew a good

_________________________

FUNFACT:

Ray Materson spent
eight years in prison,
where embroidery turned
his life around.

\ 7’
....................... ot

S
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amount of publicity from mainstream
media, but strangely enough, U.S. pris-
ons didn’t come calling. Rather, Materson
heard from a British organization that
promotes embroidery for prisoners. He
thinks both artistic embroidery and mech-
anized embroidery-machine shops can
help inmates. “I think any jobs in prison
is a good thing,” Materson says. But it’s
the handcrafting that prompts thought
and introspection, and this is what he pro-
motes most. - DWW

31. MICHAEL SAVOIA

Owner, Villa Savoia Inc.

Why he’s on the list: Savoia creates trend-
setting embroidery and appliqué work for the
interior-design industry. The
Hollywood, CA-based busi-
ness owner has worked with

_________________________

FUNFACT:

says. “Pictures are great, but they don’t really connect the way a
personal sales presentation can. Embellished fabric is like candy to
interior designers, and seeing the work up close
makes it have great impact.”

top interior designers such as
Michael K. Smith, Thomas
Pheasant and French master
Jean-Francois Lesage. His creations have been
featured in popular magazines such as Architec-
tural Digest and Interior Design. His prized pillows,
linens and curtains are showcased in the homes of

celebrities and other well-known locations, like Frank Lloyd Wrights

Hollyhock House in Los Angeles.

Traveling man: “I’ve started traveling to major cities across the
country to visit clients and potential clients in their offices,” Savoia
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Michael Savoia’s pillows,
linens and curtains are
showcased in the homes of
celebrities and Frank Lloyd
Wright’s Hollyhock House.

Gaining attention: One of Savoia’s goals is
getting noticed by both clients and the media.
“I'm currently interviewing public relations spe-
cialists who can help get my work in the public’s
eye,” he says. “My goals include creating more
business; reaching out to college students to
show them the potential of embroidery in the
fashion, interior design and textile curriculum;

and to promote embroidery by organizing a traveling exhibit of the

work of Jean-Francois Lesage — who’s the creative head of perhaps

one of the most important decorative arts embroidery companies in
the world.” - 7C



32. CHASE ROH, PHD.

President, CEO and Founder, AnalJet Inc. (asi/16000) B

Why he’s on the list:
Roh is CEO of the
27%-fastest-growing
private company in
the U.S. AnaJet has
grown at an annual
\ rate of nearly triple-

s : digit percentages
during the last three years. With 3,000
U.S.-based customers, it holds the larg-
est market share in direct-to-garment
printers in America, and it is the primary
supplier of direct-to-garment printers to
decorators and distributors.

Wind at its back: AnaJet’s growth rate
was in the triple digits until the October
2008 financial crisis — but the company
has still grown at “healthy double-digit
rates” since then, according to Roh. “Our
direct-to-garment printing is a highly
demanded new class of equipment,” he
says. “Despite the recession, most of

our customers are doing
well, and they’re order-
ing both the printers and

supplies.”
Knowledge is power:
AnaJet has taken full ~TTTTTTIIIAAS

advantage of the recent direct-to-garment
explosion, largely because it has taken the
time to pass on knowledge about the print-
ers to promotional product distributors,
Roh says. “When many promotional prod-
uct distributors came to us a few years ago,
most did not have any printing or produc-
tion experience,” he says. “We developed
the proper training and support programs
for digital apparel printing for both decora-
tors and distributors.”

Looking ahead: Roh says Anajet is
expanding its engineering and market-
ing departments to help clients expand
their businesses, as well as beefing up its
online efforts with webinars, social media

...........

FUNFACT:
Analet is the 27"-fastest-
growing private company
inthe US.

........... -

&
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with Power List
members

______________

and streaming videos.
Higher-speed printers
are forthcoming, too.
And the company will
continue its growth,
Roh says, since the
decorated-apparel business isn’t typically
impacted by general business cycles. “We
expect that the apparel-decoration industry
will do well in 2011, even if the economic
recovery continues to be weak,” he says.
The power of social media: Roh
expects the role of social media in the
industry, including Facebook and Twitter,
to expand. “Our most effective Tweet was
soliciting visitors to come to our booth at
the recent SGIA Expo — the turnout was
tremendous,” he says. “Using social media
these days helps our customers stay current
with what’s new at AnaJet, and also with
current events and news within the deco-

rated apparel industry.” — SD

A —
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33. JIMMY LAMB

Manager of Communication, Sawgrass Technologies

Why he’s on the list: Lamb, author of The

Embroidery Business Survival Guide, is one of

known and entertaining
educators, hosting at least
80-plus seminars a year
at trade shows and other
events. “My philosophy is,
in order to properly educate, you have to get
their attention, and part of that is entertain-
ing them. If you have a little bit of fun, you’re more likely to be
engaged and educated,” he says.

Lamb has worked in top marketing roles for other industry com-
panies, including Hirsch International. In a former life, he ran a
successful embroidery shop with his wife.

Knowledge is power: Sawgrass has been an innovator of sub-
limation inks and supplies, and has many high-visibility sublima-
tion customers, such as Dell. Lamb says Sawgrass is constantly
refining its inks and drivers for its printers, but a big part of the
sublimation movement is educating the public. “Especially with

the industry’s most well- ,---=======---

i FUNFACT: ‘i
i Jimmy Lamb hostsat |
' least 80-plus seminars E
i a year at trade shows i
: and other events. !

embroiderers, they don’t really know what sublimation is,” he
says. “We're really trying to educate people that there’s a lot of

""""" . inexpensive digital technology they can bring into

their shops.”

Predictions: Many of the more successful deco-
rators are performing multiple applications under
one roof to attract more customers, Lamb says. “If
they want to add digital heat transfers or sublima-
tion, some of them are very low-cost to bring in,
and it gives them a whole new layer of things to
offer their customers,” he says. “It’s far easier to sell to an exist-
ing customer than to acquire a new customer.”

In terms of overall economic success in this industry, Lamb says
he knows people who are extremely busy and people who aren’t.
“I’ve always said that true entrepreneurs will always be OK,” he
says. “They look at what the current market condition is and
adjust. Others twiddle their thumbs right out of business. Micro-
soft, Burger King, Hilton — they were all started during a reces-
sion. Those are important lessons. Things aren’t going to go back
to where they were; they'll just go in a different direction.”— SD
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34.VASILIS THOMAIDIS

President and CEO, Compucon

Why he’s on the list: Since 1982,
the Greece-based firm has produced
a variety of embroidery and laser-
engraving software under its own
brand as well as OEM brands. Its
products cover each level of the indus-

‘ try: the home market, entry-level pro-
/B fessional shops and large shops; 5,000
systems are installed worldwide.

“My driving force has always been combining the two
fields that I love — software and electronic design — to
develop exciting new products and solutions,” Thomaidis
says. “This was the reason I went into the business 27 years
ago, and it is still what drives me. Developing a solution
that will help your customers do their work in an easier,
faster and cheaper way is very fulfilling.

How the firm is adapting: Compucon, which has $4.7
million in annual revenue despite the slow economy, has
steadily grown its overall position in the apparel-decorat-
ing industry, but not always in the same segments. We’ve
been moving more of our focus toward emerging markets
as the industry shifts more globally and new opportuni-
ties come up, Thomaidis says. He notes the merging of
embroidery and printing, and as such, is delivering free
tools to integrate with graphic software packages.

Home is where the money is: Thomaidis says pro-
fessional segments haven’t been investing as much in
new hardware and software, and there will be further
emphasis on consumer-oriented applications and solu-
tions. As a result, he says, “Households will further
move into customized apparel decorating. The evolu-
tion of tablet-style computers will be an important fac-
tor in this growth; they'll become another household
appliance. So, software solutions especially adapted to

35.MARK VENIT and
JAY MALANGA

Chairman; President, ShopWorks

Why they’re on the list: In 1995, Malanga’s JAM
Grafx formed a new company with Venit’s Apparel
Graphics Institute, a leading management/mar-
keting consultant within the industry. Renamed
ShopWorks, the firm released OnSite in 1998; this
industry-specific software handles marketing, pric-
ing, sales, administration, accounting and finance.
Later products include OrdersLink, a Web-based
order-status application; and PromoStores, a Web-
based e-commerce system to streamline order fulfillment. The firm
serves more than 600 decorators, manufacturers and distributors — with
revenues ranging from $300,000 to $100 million — and adds about 40
more annually. Venit just completed a book titled, The Business of T-shirts:
An insider’s roadmap to successfully selling and marketing decorated apparel.

2011 outlook: Even in slow economic periods, Venit says, decorat-
ing remains in demand because companies want and need different ways
to present their logo, design or message. “Decorated apparel’s place
in Western society is locked in — it’s ubiquitous,” he says. “Its use for
company uniforms or as identification and as a morale-builder among
members or participants has held up. The athletic sector is always pretty
stable, too. Buyers occasionally trade down one level, but that’s the excep-
tion. And in this current economic cycle, that possibility is behind us.”

Next-generation products: “People don’t have to be locked down
to a desktop or weighed down by a laptop — they can walk the produc-
tion floor with an iPad to record and access information, scan barcodes
and more,” Malanga says. “We're adapting our products to the touch-
screen interfaces, t0o.”

Major challenges: Malanga says distinctions between embroider-
ers, screen printers and advertising specialty distributors are disap-
pearing, and that ShopWorks must strive to deliver benefits for these
changing businesses. “We keep our products customer-driven by
actively soliciting their input; that will be even more important in five

Jay Malanga

them must be developed.” - RC years,” he says. — RC

36. THOMAS MOORE JR.

President, Strawberry Stitch Co.

Why he’s on the list: Moore is regularly
cited as one of the most influential digitiz-
ers in the industry because of his precise
punching work (he has taken home more
~ than 40 digitizing and design awards) and
his dedication to educating new and expe-
rienced digitizers. St. Louis-based Straw-
' berry Stitch opened its Embroidery Design
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School in 2000, naming Moore as its director and focusing on
teaching computer graphics with a decorated-apparel focus,
combined with digitizing theory centered around Moore’s
widely-referenced manual, Digitizing 101 (Digitizing 210 will
be out next month).

While growing Strawberry Stitch to be a Wilcom dealer and
a Corel DRAW 'Training Partner and moving all of the Embroi-
dery Design School’s curriculum to a Web-based instructional



37. JOHN LYNCH

Owner, Lynka Promotional Solutions

Why he’s on the list: Lynka, which Lynch
co-founded in 1992, is one of Europe’s top
promotional products companies and has
earned more than 40 international awards
for the quality of its printing and embroi-
dery. Poland-based Lynka’s success can
partly be attributed to its branding as a full-
: service “one-stop shop” where buyers can
purchase decorated and customized products.

Growing wildly: In its early years, the Polish market was key
to Lynka’s success. By 2005, the company was firmly immersed
in the German market, and moved on to add Austria and Ger-
many. Poland’s entry into the European Union opened new
markets, and now Lynka does business in 22 European coun-
tries. In 2009, despite the global recession, the company grew its
export sales by 25%, thanks to significant growth in the Scan-
dinavia market as well as the “Benelux countries” of Belgium,
Netherlands and Luxembourg. Lynka is now selling in most EU
nations, including far-flung regions like Malta and Ireland.

Europe catches up: “It’s like North America in the 1990s,
where blank goods were sold, and it was the distributor’s prob-
lem to decorate the product,” Lynch says. “More and more
players are ‘seeing the light,” and starting to offer decoration
services, but having started so late, they’re running into plenty
of difficulties. It has been my assertion for many years now that
suppliers who don’t adjust to this reality will be left in the dust.
Fortunately, in our sector, there are very few players who realize
this, and we are moving as fast as we can to build systems and
capacity to support our continued growth. I think this is our
number-one competitive advantage.” — AP

platform, Moore has evolved as an industry consultant. He has a
client base of 9,000 and works with such manufacturers as Wil-
liams-Sonoma, Pottery Barn, Pottery Barn Kids, Chambers Bed-
ding, Eddie Bauer, Land’s End, Radio Cap, Vanity Fair, North
Face, American Identity and Real Polo.

Continuing education: “For a long time, education in this
industry was a hearsay, pass-along, artisan-type trade knowledge,”
Moore says. “But as the industry went away from that and become
more about mass production, it didn’t keep up with the education

38. JACK MA

Chairman and CEO, The Alibaba Group
Why he’s on the list: The Alibaba Group

oversees the world’s biggest product-sourcing
website, targeted toward small manufacturers
and based in Hangzhou, China. Alibaba.com
had 39.9 million registered users and 6.3 mil-
lion suppliers as of June 30, up from 3.6 mil-
lion and 832,815 on March 31, respectively.
Crashing the American market: The
Alibaba Group pushed into the American market in 2009 with a
$30 million marketing campaign. Companies like Walmart and
Procter & Gamble use its services -~ ~""""TTTTmTomIm om0 N
to purchase goods. Some suspect FUNFACT:
The Alibaba Group may even In 2007, The Alibaba

try to compete with Amazon and | 5 ST
Bav. thouch M d 1 Group’s $1.7 billion initial
eBay, thoug a and company ! )
say otherwise. For now, Ma, a for- | public offer on the Hong
mer English teacher, may be con- 1 Kong Stock Exchange
i was the biggest Internet

tent to continue opening channels
to Asian factories for suppliers in | company'’s offering since
Google went public

the promotional products market,
including embroiderers. three years earlier.
Exponential growth: Going '\ ‘
from English teacher to CEO
of a massive company might seem an unlikely rise, but Ma has
made it. The rise has been rapid, too. The Alibaba Group only
came into existence in 1999. In 2007, its $1.7 billion initial pub-
lic offer on the Hong Kong Stock Exchange was the biggest
Internet company’s offering since Google went public three
years earlier. — AP

S

required in the typical production facilities of other products.”

That’s one of the reasons that Moore has dedicated so much
time and effort to educating the industry. “What I saw was this
big void in education, which reflects pricing and demand for
products,” he says.

Predictions: “I see some manufacturing coming back state-
side,” Moore says. “I also see some new techniques as far as mul-
timedia, including combinations of rhinestone embroidery that
are progressing.” — SD

stitches.com - DECEMBER 2010 47



2222 S//TCHES POWER LIST

39. AKIRA IKEDA

President, Mimaki Engineering

Why he’s on the list: Ikeda’s leadership S
helped Mi'maki become a pub.licly. listed E FUNFACT:
company in March 2007. Mimaki spe- ' . .

cializes in high-speed inkjet printers and | Mimaki's products have
cutting plotters for the decorating indus- 1 b_een used to crea.te
try. On the industrial side, it’s an industry E vibrant bus graphics
leader in flatbed inkjet and cutting plotters, |  and Japanese wall

and in its software: ProfileMasterIl (which advertisements.
allows users to reproduce exact colors) and v

FineCut 7 for Core] DRAW and Hlustrator.

On the textile and apparel side, Mimaki offers RasterLink Pro5 TA, which
includes image paneling and color-replacement function, and TxLink for
digital textile printing.

Italian fashion leaders: Ikeda has overseen the spread of Mimaki’s textile
printers into some of the most fashion-forward places in the world, includ-
ing Milan, Italy, and northeast France. In fact, more than half of the textile
printers in these regions are Mimaki-made.

Signs of the times: Mimaki prides itself on creating printers and inks
that allow for some of the top illuminated signs and shop banners in the
industry. For example, its JV4-130 printer, along with aqueous pigment ink
and white cloth, was responsible for a series of wall advertisements inside a
Japanese store, and a combination of its JV3-130S printer, solvent ink, vinyl
matte and lamination film was used to create some vibrant bus graphics.

Looking ahead: Ikeda says Mimaki’s overseas sales have greatly sur-
passed its U.S sales recently, and its next step is to expand into the Asian
regions, including a manufacturing and sales subsidiary in China. Mimaki
also plans to introduce a series of new machines for the sign-graphics mar-
ket that will improve upon image quality. — SD

D

40.FRED LEBOW

Consultant and Developer, Cotswold
Industries

Why he’s on the list: Con-
sidered the guru of stabilizers
for the embroidery industry,
Lebow’s most recent success
was with the new Eco Stick, a
biodegradable tearaway stabi-
lizer that’s been received enthu-
siastically in the market. He is
frequently tapped as a speaker for events, including
the Imprinted Sportswear Show, NNEP Show and
Hands-on Sewing School, among others.

Going green: Lebow has been developing innova-
tions for the sewn-products market for more than 30
years. He’s worked with Cotswold for 20-plus years,
developing its entire line of stabilizers. With the suc-
cess of the Eco Stick, Lebow sees the environmentally
friendly trend continuing. “Hopefully, we won’t have
a choice,” he says. “You’ll be seeing a lot more recy-
cled products. With stabilizers and the screen-print-
ing industry, if they’re going to stay in this country, it
has to be more green than it is.”

Go-to man for stabilizers: Lebow is well-known
as an educator and the person to go to when one
needs help with stabilizers. In the industry, his name
has almost become synonymous with stabilizers ...
better-known in some corners than the company

itself. — AP

A1. LEE CAROSELLI

Co-Owner, Balboa Threadworks

iy’ Why she’s on the list: A well-
; respected industry educator, embroi-

derer and digitizer, Caroselli turned e

Caroselli favorite is a
‘design of Christ from a
16®-century painting by

heads with her one-of-a-kind Elvis Presley
stamp design (yes, that one). She created the
design with only six colors, “when people
didn’t believe we could blend thread colors
on a commercial machine,” says Caroselli,
whose Palm Desert, CA-based Balboa Threadworks has become
synonymous with true embroidery artistry. Her design style has
permeated the industry in her work, and in her students’ work; it’s
also evident in second-generation designs found on Great Notions,
Dakota Collectibles and other stock design websites.

Jesus is a favorite: In addition to the Elvis design, another
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the Italian artist Guido Reni. “This design is run at shows that I
attend, and the response has been strongly positive,” she says.

Diversity matters: “If embroiderers aren’t learning to digi-
tize, they’re learning how to communicate with their digitizers
in order to control the quality of their designs, and their bottom
line,” she says. “Diversifying our products has led to the mar-
riage of embroidery and graphics.” She expects the next decade
to show what can happen given a longer marriage between those
two. “We’ll see every form of graphic mixed with the elegance
of embroidery designs and then finished with dashes of bling,”
she says. — 7C



42.STEVE GARNIER

CEO, Epilog Laser

Why he’s on the list: Epilog has 27,000 clients in
Europe and the U.S. and saw record-breaking laser
equipment sales the last two years, thanks to the Zing
16 Laser, Zing 24 Laser upgrade, and Zing 24 Rotary
Attachment. Garnier is the man driving the train.

Lasers and clothes: Many decorators might not be
aware of the CO2 and fiber laser-engraving embellish-
ment method, but Epilog has brought it to the deco-
rated-apparel industry. “Fabric is becoming a very pop-
ular material for laser applications,” says Mike Dean,
Epilog’s vice president of sales and marketing. “Because
the laser is computer-controlled, users can dictate
exactly how much speed and power is being given to
the laser. You can literally etch away the tiniest layer of
fabric to expose a contrast between the engraving and
original material. Additionally, because the laser is so
precise, our customers often use the laser for cutting pat-
terns and materials for appliqués and other embroidery-
related projects. Anything from tackle twill to leather to
microfleece can be processed easily with a laser.”

Work for this man: Epilog has made the Denver
Business Fournal’s Best Places to Work list in three of
the last four years (#5 in 2007, #7 in 2008 and #4 in
2009), and has been nominated for 2010, as well. It also
won the 2009 Bronze Quill Award for Media Relations/
Campaign Management and was named one of the
Fastest-Growing Companies in Colorado by Colorado-
BIZ magazine. — SD

43.MARK D. LANGE, PHD.

President and CEO, National Cotton Council of
America

i Why he’s on the list: Lange heads up the organiza-
i tion that understands more about this key ingredient
: in the apparel industry than any other group, track-
i ing key data to provide to companies and growers
i nationwide.

: Cotton cost: Today’s cotton prices are the highest
i they’ve been since the Civil War. Acreage devoted to
! cotton has declined in the U.S. and abroad; demand
i declined for two years and then burst upward in 2010. The supply and
i demand issue is straight out of Economics 101, but it’s still “incredible,”
i Lange says. “The strength of the price reflects a real concern about the
i scarcity of the fiber.”

The man with his finger on the pulse  _---c-cocmmoaoaaol .
o(fi the c((i)tton iridllisill’y has the li(norfl— 4 FUNFACT:
edge and crystal ball to see what lies Though today’s cotton

ahead. “Right now the futures prices
for the 2011 crop is below what the cur-
rent future prices are,” Lange says. Cur-
rently prices are about $1.35 to $1.45
per pound, and he’s anticipating it to be
around 97 cents to 98 cents within a full
year. That reduced price will certainly
trickle down to the cost of finished goods.

The upshot: Lange believes that the next harvest cycle could be posi-
tive. However, it won’t be until the crop is being processed that people
in this industry can breathe a bit easier, he says with a degree of cautious
optimism. — 7H

i prices are the highest

i they’ve been since the

. Civil War, Lange predicts
i they're going to start

g falling soon.

A 7/
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44. ABDUS SALAM MURSHEDY

President, Bangladesh Garment Manufacturers and Exporter Association; Managing Director, Envoy Group

Why he’s on the list: Murshedy heads the most influential trade
group in Bangladesh, the source of an increasingly large pro-
portion of the world’s apparel and embroidery = ,~7777777777777TTTTmmos N
production. He also started the Envoy Group, a ! FUNFACT:
multi-business conglomerate with more than a i Murshedy is a soccer star,
dozen garment houses. ' playing and serving as
Athlete turned businessman: Murshedy i captain for Bangladesh's

A center of the apparel world: With Bangladesh becoming
more of a power in apparel production, Murshedy’s role as head
of BGMEA could become that much more sig-
nificant due to recent unrest by workers seeking
better wages and working conditions. Nearly 3
million workers are employed by Bangladesh’s
more than 4,000 garment factories. That com-
prises about 40% of the nation’s industrial work-
force, which should give a sense of how prevalent
the industry is there. Most people work more
than 10 hours a day and as many as 15, often for
the monthly minimum wage of $25. Murshedy
could have a central role in steering the course of a major source
of embroidery production. — DWW

gained fame as a soccer player, playing and serv- 1 oo e Ha aven set
ing as captain for the national team and setting .
the single-season mark for

the single-season mark for most goals scored in

Bangladesh’s national soccer league. He started most goals scored.
the Envoy Group in 1984 and expanded it well
beyond apparel, going into information technology, freight, real
estate, banking and health care.

e o
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45. MARTIN FAVRE

President, Bernina of America

Why he’s on the list: Favre led the way on key acqui-
sitions of embroidery-related companies for Bernina,
and he’s the man behind the Embroidery Software
Protection Coalition’s crackdown on design piracy.

Big spender: Favre was the man at the top when
Bernina acquired Oklahoma Embroidery Supplies and
Designs in 1997 and Quilters’ Resource Inc. in 2001.
Considering he came to Bernina as an export market-
ing manager with a directive to grow market share in
the Americas, these acquisitions fit in well. Of course,
by the time they came around, he’d been promoted to
Bernina of America’s president.

The anti-pirate: Favre headed the Embroidery
Software Protection Coalition, a multi-company
coalition that aggressively went after people accused
of using stock designs without permission. The
approach was controversial, as people who claimed
they didn’t know they’d bought designs without copy-
right received letters threatening lawsuits, but some
felt a crackdown on piracy of intellectual property was
long overdue. After some negative publicity, the ESPC
faded away, but Bernina remains front-and-center in
the debate on copyrights. And, Bernina also owns
Great Notions, one of the industry’s largest and most
popular stock-design firms. — DIV
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46. MICHAEL STUART

Owner, MS Designs Ltd.

Why he’s on the list: Stuart studied architectural draft-
ing in college, but due to a recession, couldn’t find a job.
So, he joined a New York-based embroidery firm as a
designer. “Instead of skyscrapers, I was drawing elaborate
embroidery — my architecture,” says Stuart, who bought
the firm in 1981. His work has been worn by A-list celeb-
rities from Jennifer Lopez to Julianne Moore, and he has
created pieces for top designers like Calvin Klein and
Oscar de la Renta, bringing haute couture hand and machine embroidery to
the center of the fashion world.

Coming out of hibernation: Stuart expects the industry’s recovery to be
in full swing next year. “The period of hibernation is coming to a close,”
he says. “Most designers cut back budgets so drastically that decoration and
embroidery took a backseat to bread-and-butter looks that kept their compa-
nies afloat.” But now things seem to be shifting: “There is a vibe,” Stuart says.
“It is easy to detect, as there has been no heartbeat at all for most of ’09 and
’10. That vibe is from the survivors!”

Embellishment returns: “Embellishment has and will always be cyclical,”
says Stuart, advising that embroiderers be on the lookout for a return to this
style in the coming years. “When most have forgotten what others had done
years ago, they do it again. My experience is that it takes seven years to go
around.”

Keep it simple: Stuart expects simplicity to be the coming trend. “Clean,
simple looks,” he says. “And for the bigger boys, lots of work in the fabric,
but not shiny or glitz. Kind of like Calvin being designed by Valentino.” — AP

47.DARIN ANDERSEN

CEO, Embroidery.com

Why he’s on the list: A tech-savvy young-
ster, Andersen began digitizing in the late
’80s for Thread Images, his father’s embroi-
dery business. He realized the potential of a
graphical interface to the Internet and after
trying various methods, he eventually cre-
g 2ted an automated system that could securely
. 5 collect payment information and make the
designs available in a download center. “The entire system had to
be written from scratch,” he says. “With the automation, individ-
ual designs could be offered at a price that home and commercial
embroiderers were willing to pay. We approached independent
digitizers who had small, attractive collections.”

Embroidery hub: In 1999, Andersen acquired the domain
name Embroidery.com, and grew his business into a mas-
sively successful online center — it contains more than 85,000
designs being accessed by 195,000 registered users. Through
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the Embroidery.com portal, more than $6 million in royalties
has been paid to embroidery designers and $32,000 raised for
charity. In addition, Andersen oversees a prominent education
center on the site that provides over 600 hours of live, online
e-classes, a public library of over 300 step-by-step projects and
150 instructional video segments.

Predictions: Andersen says there will be greater reliance
upon online resources that assist each stage of the apparel order-
ing, production, and customization and accounting processes.
“Locally installed software applications such as QuickBooks
will give way to powerful online subscription-based services
that are easy to set up and integrate the company’s website,” he
says. “Customers will have greater control. Businesses large and
small will benefit from these services by greatly reducing the
overhead. However, with these advancements comes the chal-
lenge of fostering and maintaining personal relationships with
customers.” — 7C



48.EILEEN ROCHE

Editor and Publisher, Designs in Machine
Embroidery

Why she’s on the list: Roche is an in-
demand educator, the author of Con-
temporary Machine Embroidered Quilts
and  Contemporary Machine Embroi-
dered Fashions, and a regular guest on
‘ f PBS TV’s Sewing With Nancy, Sew
\ h _ Much Fun, Martha’s Sewing Room and
WEREEE HGT Vs Sew Much More.

Combination of services: Roche attributes her suc-
cess to hard work and a great team of employees. Look-
ing ahead, she predicts finding “competent, inspired and
dependable” workers will be a challenge, as will maintain-
ing clients. “Companies that are willing to offer a combi-
nation of services such as large production runs and small
custom jobs will fare best,” she says. “Smaller companies
will outsource large jobs while focusing on smaller, profit-
able jobs in-house.”

Edgier embroidery: Roche sees easy-to-incorporate
mixed-media techniques on the forefront of 2011’ new
innovations in the decorating industry. “I also think more
fashionistas will be seeking one-of-a-kind garments, such
as edgier embroidery with radical densities, raw-edge
appliqué and cut work,” she says. Still, the same chal-
lenge remains: “delivering unique finishes while making a
profit.” — Erica Young
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49. MICHAEL ROBERTSON

President and CEO, Specialty Graphic Imaging
Association (SGIA)

Why he’s on the list: Robertson has been president
and CEO of SGIA since 2001 and part of the orga-
nization since 1982. SGIA is the only international

ik

l’ ) h :
- ‘ \%

f,‘ e ! ) association for specialty imaging and provides ser-
_ "’ vices such as the extensive SGIA Information Net-
k*. work and portals that offer members the latest news
=474 and research on the industry.
-\ ‘

A diverse marketplace: SGIA represents a
diverse group of garment decorators, but most fall into one of two camps:
“On one hand, we have the more traditional garment decorators, where
screen-printing is the predominate technology and their business model
has changed little over the years,” Robertson says. “On the other hand,
marketing companies are employing garment-decoration technologies to
create a product suited to their market channels.” Having both sectors,
Robertson says, “adds new competition and presents a challenge for those
unwilling to adjust with the times.”

Looking ahead: Robertson anticipates a slowly improving economy
in 2011, with good opportunities available for decorators who seize the
moment. “North American-based garment decorators who are on top of
their game will benefit from a rapidly changing marketplace, and custom-
ers will benefit from regional production for some applications,” he says.
And while he anticipates that both screen-printing and digital-imaging
technologies will be valued for some time to come, he also expects “to see
more combined solutions where digital imaging and screen printing are
used in tandem or in combination. This opens new creative options while
maximizing production capability.” — 4P

50. DEBORAH JONES

Owner, MyEmbroideryMentor.com

accessories and apparel. Jones” -
private consulting, videos and
seminars through MyEm-
broideryMentor.com and her

1
1
1
1
:
1
articles have earned her a Flo- |
1
1
1
1
1
1
1
1

riani Lifetime Achievement Award for embroidery
education.
Fresh faces: Jones plays a key role in educat-
ing new embroiderers, and she expresses particu-
lar pleasure at seeing individuals from a variety of

backgrounds entering the industry, which she expects will continue
through 2011. “I'm most excited to see continuing growth of new

Why she’s on the list: For more than 30
years, Jones has worked with computerized
embroidery techniques for a vast range of preserve the integrity of the art of embroidery.”

_____________________

1

1

|

1
Jones’ favorite Tweet !
announced that Simon |
Cowell received a !
monogrammed scarf i
from Americanidol. |
1

1

embroidery businesses,” she says. “Veteran embroiderers should
embrace the opportunity to mentor newer embroiderers to help

s, Vivavariety: In the longer term, Jones antici-
pates more crossings of styles and methods in
embroidery. “Bold is in at the present time, so
we will probably swing toward softer effects,”
she says. “Distressed embroidery and other
decorating methods show no signs of slowing
down. Bling, the polar opposite, will also remain
popular.”

Most memorable Tweet: Jones’ favorite:
“The Tweet announcing that Simon Cowell
received a monogrammed scarf as a departure gift from Ameri-
can Idol.”— AP

FUNFACT:
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51. CHRISTOPHER BERNAT

Chief Revenue Officer and Co-Founder, Vapor Apparel
(asi/93396)

W W Why he’s on the list: Bernat and his partner,
‘ ‘ Jackson Burnett, started Vapor Apparel six years
ago. Its the first company to develop perfor-
mance-apparel garments in an array of styles,
colors and fabrics specifically for the sublimation
process.
3 Risk and reaction: Bernat and his team have
S8 always had a good vision of the macro trends in
the marketplace, and have focused their attention on customization.
“But next year will be about managing risk and maximizing reaction
time. It'll be good for those who deliver value to customers, and tough
for others who don’t,” he says. “We’re excited about our new ‘Zero
Decorated Inventory’ model that

.....................

we’re launching for several major :l FUNFACT: \:
sp;:cialty reta.ilerj. We like to win on i Vapor Apparel is the first E
value, not price. i :

Industry growth: Bernat echoes i Cg;:)?:]:;g:aeve;; !
The New York Times Columnist | © app i
Thomas Friedman when he says i garments _SPeC.Iflca"y for E
the world is quickly getting flatter, | sublimation. }

which will challenge conventional
sales models. “More and more customers will demand to buy from
manufacturers through the Internet, which is here to stay,” Bernat
says. “We’ll see massive growth for the digital printing industry as
consumables go down in price and customization enters its next stage
of adoption in society.” As for new innovations? “Who knows!” he
says. “If you focus on value creation, the business will grow.” — EY’

52. JOANNA GRANT

Vice President of Graphic Production and
Support Services, Affinity Express

Why she’s on the list: After build-
ing its expertise in advertising since its
founding in 2000, Affinity Express has
| become a comprehensive resource for
digitizing, graphics and multimedia
services for advertising and market-
ing; it serves decorators, distributors
and suppliers alike. “We didn’t want to
offer a product that decorators liked but other industry
players wouldn’t be interested in,” Grant says. The firm’s
business is trending steeply in the right direction: Sales
volume is “way above what we had predicted for 2010,”
she says.

Ever-evolving: In the graphics world, the true product
is knowledgeable, intuitive and quick service. As a result,
“We’re always moving forward from a training standpoint,”
Grant says. “We serve those who don’t have the in-house
capacity to do certain things, which means being able to
handle whatever their needs are. So we make sure to have the
most up-to-date and useful techniques from Wilcom, Adobe
and the other digitizing software firms.”

Five years from now: People will develop new ways to
decorate, requiring Affinity to become capable of accommo-
dating those techniques, according to Grant. For instance,
rhinestones hit the big time about three years ago, and “We
had to become proficient at applying the techniques for lay-
ing out stones,” she says. — RC

53. RANDY CARR

CEO, World Emblem International (asi/98264)
Why he’s on the

expects to continue

servicing World

to buy the transfers and order the gar-

list: Carr took over
the business 11 years
ago, and grew it from
a small, local embroi-
derer to an interna-
tional company with
some 700 employees
in eight locations. World Emblem Inter-
national has had a busy 2010, rolling out
new products, including 3-D Doming and
"Trimax transfers, and acquiring French dis-
tributor Imatel in June of this year.
Expanding the customer base: Carr

4
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Emblem’s core customer base for industrial
uniforms and patches, but he sees possibili-
ties for higher-end options, as well. “I've
seen a lot more people getting away from
the traditional emblem look and going for
the name badge, hospitality style,” he says.
“More people are getting away from rental
clothing and more into purchasing their
own clothing, but need to identify them-
selves with a removable piece of identifica-
tion.”

Boosting flexibility: The company’s
new Trimax transfers allow customers

ments separately, applying the transfers
as needed. “They don’t have to supply the
money for inventory of garments already
being printed, but they still get the econo-
mies of scale by buying the transfers all
in one spot,” Carr says. World Emblem
has added to that by putting more focus
on training its sales force. “We put a lot
more money into training our employees
to be team leaders, our team leaders to be
managers and our managers to be execu-
tives, and I think that brought us a lot of
dividends,” Carr says. — AP



54. KRISTINE SHREVE

Director of Marketing, EnMart and Ensign Emblem

Why she’s on the list: Shreve is at the forefront
of the embroidery industry’s push into modern
Internet marketing and communications, leading
a new way of connecting with and maintaining
customers.

Fresh eyes: Shreve approaches her marketing
role with the sensibility of someone who under-
stands the modern Internet, and that sensibility
may make her a model for other companies. She has blogged for years
and has four personal blogs that she updates with varying frequency,
so she understands the dynamics of online social media. That means
she gets the distinction between using Twitter and Facebook to broad-
cast to thousands of people about what you ate for breakfast vs. using
them to more personally target several hundred people who you can
get to know. “My feeling is, I don’t want 5,000 followers on Twitter,
because you can’t connect with 5,000 people,” Shreve says. “I want it
to be enough that we can have discussions. We don’t want to have so
many that it’s just faceless masses.”

A modern girl in an old world: Shreve’s blogging and use of social
media has helped give embroidery and sublimation supplies company
EnMart, a relatively young firm and subsidiary of Ensign Emblem,
a more personal contact with its customers. That was starkly at odds
with many people she would come across at Ensign and in the indus-
try. “People in this industry haven’t picked up on social networking or
even the Internet,” Shreve says. “I needed to figure out a way to talk
to people.” — DWW

56.NICK COE S

/ FUNFACT:
Land’s End offers
decorated apparel,
desk accessories,

President, Land’s End (asi/250566)
i pens, bags and

Why he’s on the list: Coe leads catalog and

retail giant Land’s End, which offers a mas-

sive retail outlet for decorated apparel.
Expanding into promotional products:

Coe made waves last year when Land’s End golf items.to
announced it was expanding its promotional the _ad specialty
product offerings. As an ASI-listed distribu- industry.

tor, Land’s End had offered decorated apparel
for years, but has now expanded into other product categories such as
desk accessories, pens, bags and golf items.

Going mainstream: Land’s End has something many embroi-
dery companies don’t: An easy outlet to a vast purchasing audience.
How Coe directs that over the next few years could have a dramatic
impact on the embroidery industry, either co-opting North American
embroiderers or forcing more work overseas. The company is a mas-
sive competitor, and Coe is the key man behind that. - DIV

55. JENNY HART

Artist and Owner, Sublime Stitching

Why she’s on the list: Hart’s embroi-
dery and artwork have appeared pretty
much everywhere. Her shop in Austin,
TX, has become widely known for its
work despite beginning as a one-per-
- son startup.

“This ain’t your grandma’s
“ embroidery”: That phrase tops Sub-
lime Stitching’s website, and it’s definitely true. Hart was
an artist long before she took up embroidery, and she’s
brought to the trade an edginess that differentiates her
from her peers and helped her cross into the mainstream.
While many toyed with teddy bears and flowers, she was
stitching designs of tattoos, rock stars and technology. “I
just didn’t want bunnies
and teddy bears,” Hart
“Because there are

_____________________

says.
so many notions of what
traditional embroidery is,
I liked even more bringing
in designs of taxis, pinups,
Las Vegas and things like
that.” Her work has graced
publications as varied as S __________________. 4

The New York Times, Roll-

ing Stone, Vogue and Spin and in collaborations with bands
such as The Flaming Lips and The Decemberists.

The It Girl: There’s a certain “It Girl” quality to Hart.
Maybe it’s because she’s young or outside the norm. Maybe
it’s because many hold her in high regard as an artist and
hand-embroiderer long before they talk about her busi-
ness. Perhaps it has something to do with her role in the
Austin Craft Mafia, a collaborative of independent start-
up businesses that has spawned offshoots in other cities
to promote and support the businesses within them. Or it
could be the high-profile spat she initiated with Minne-
apolis-based Urban Threads and Embroidery Library in
2009, questioning whether they stole her designs, before
backing off that claim.

Though in some ways Hart stands at the fringe of the
embroidery industry, she’s at the center of conversation,
and considering the quality of her designs and the pure
artistic talent she possesses, that’s where she belongs. — DIV

FUNFACT:
Jenny Hart got her
start stitching designs
of tattoos, rock stars
and technology, not
flowers and bunnies.

I ——
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Product-safety legislation has given US.
businesses, including decorators, a challenge
- and an opportunity - to ensure the safety
of the goods they provide to consumers.

By Daniel Walsh

f you make, sell or decorate chil-
g dren’s products, you might want to
read this.

This February, the federal government
will begin enforcing safety standards on
the Consumer Product Safety Improve-
ment Act (CPSIA). The law, passed
in 2008, calls for stricter standards on
lead content in children’s products and
requires testing to prove that products
meet those standards. “It had very tough
new requirements,” says Rick Locker, an
attorney representing various children’s
product groups, including the Toy Indus-
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try Association and Juvenile Products
Manufacturers Association. “It’s for prod-
ucts designed and intended primarily for
children 12 and under.” Producers and
sellers of children’s products must ensure
that an independent laboratory tests each
product to guarantee its lead content
meets new federal standards, and all prod-
ucts must have labeling and documenta-
tion to support this. Penalties for non-
compliance can run in the millions.

For those in the decorated-apparel
industry, this law applies to a few things,
but not everything. Most textiles are

The CPSIA has had a clear impact on decorators when it comes
to apparel imprints. Under the rules, rhinestones and crystals
are now basically off-limits for children’s products because their
lead content is too high to meet federal standards.

exempt, as the likelihood of them includ-
ing lead is low. However, if that fabric is
treated in a number of ways, such as screen
printing, that exemption disappears. Using
metallic threads or appliqué, zippers or fas-
teners also brings the law into play, so that
means it could apply to decorators.
Embroiderers and other decorators
can easily become educated about the
law and its requirements. Among other
concerns, decorators need to learn about
using rhinestones, which contain lead,
and purchasing certain types of apparel
and accessories, which can have lead sub-



strates found in fabric treatments. “We’re
very likely to see some price increases as a
direct result of this legislation,” says Deb-
orah Jones, owner of MyEmbroideryMen-
tor.com. “That’s not necessarily saying it’s
a bad thing, because it provides safety —
but at a cost.”

THIS LAW’S STORY
Naturally, the law wasn’t passed with just
the apparel industry in mind.

When Congress passed the CPSIA in
2008, Democrats had just retaken control
of Congress two years earlier, and they
reacted to six years of government deregu-
lation by stepping up regulation in several
sectors. During that same time period,
product safety was at the forefront of a
lot of people’s minds. A spate of product
recalls in 2007 included Chinese-made
toys and other children’s products that
were found to have high levels of lead and
other toxins in them. In addition, Chinese-
made baby formula tainted with the indus-
trial toxin melamine sickened more than
50,000 babies, killing at least four.

Scrutiny on consumer-safety regulators
was already increasing when, in November
2007, the Washington Post reported that the
last two chairpersons on the federal com-
mission tasked with regulating consumer
safety had taken dozens of trips at the
expense of the companies they regulated.
Six weeks after that report, the House of
Representatives passed the CPSIA, which
regulated the levels of toxic substances like
lead and phthalates in children’s products;
the Senate followed three months later.
Thus, the consumer product safety era in
American business was born. “Congress
was angry, and that anger came out in a bill
that has enforced numerous responsibili-
ties on an agency that wasn’t prepared for it
or staffed for it,” says Rick Brenner, CEO
of supplier Prime Line (a5i/79530).

The law’s impact has taken a while to
sort out. Congress enacted broad direc-
tives, and the Consumer Product Safety

Commission (CPSC) is still determining
some of the rules. Just this past August,
the CPSC finally released the criteria
and process for labs to become federally
accredited third-party testers of products
and their components. A week later, the
agency released its long-awaited definition
of what qualifies as a children’s product.
Spanning 65 pages, the document summa-
rized at the end, “... a children’s product
means a consumer product designed or
intended primarily for children 12 years
of age or younger.” The CPSC enacted a
stay that delayed enforcement from going
into effect until Feb. 10, 2011, because not
enough labs had been accredited to handle
testing. Without another stay, the grace
period will end that day.

APPAREL LIMITATIONS
This was supposed to be a law about toys.
Baby formula. Lead. That’s what many
thought, particularly in the apparel indus-
try, where most of the products are simply
cloth. But it does apply, at least theoreti-
cally. Zippers can have lead. Buttons can be
swallowed by a small child ... theoretically.
Some embroiderers have responded by
ruling out certain items they may have once

used for decoration on children’s clothing
because of their content. “In the apparel
industry, the biggest impact was no more
bling,” says Jennifer Taggart, an environ-
mental and consumer products attorney
who writes the blog, The Smart Mama.
com. (See the “Decoration Safety” sidebar for
the impact on apparel decoration techniques.)
Barbara Dail is one of those embroiderers.
The Creative Solution, a Yorba Linda, CA-
based company that she co-owns, avoids
rhinestones in products for young chil-
dren. “Instead of decorating with rhine-
stones, which we can use for products for
high-school kids, we have to use rhinestuds
for the younger kids because of the lead
content,” Dail says. Her staff even goes
so far as to avoid rhinestones with middle
school-age children, Dail says. She simply
doesn’t want to take any chances.

With so much in the law left up to the
CPSC to interpret, some firms simply
chose to quit the kidswear business. “We
had some customers whose children’s lines
were just a small part of their business, and
they just said, ‘We’re not going to deal
with it,” ” says Mindy Anastos, a spokes-
person for L.A. T Sportswear (asi/65948),
which sells a popular line of children’s

DECORATION SAFETY

The Consumer Product Safety Improvement Act (CPSIA) has had a clear impact on decorators and
promotional products distributors when it comes to apparel imprints.

Under the rules, rhinestones and crystals are now basically off-limits for children’s products
because their lead content is too high to meet federal standards. Some decorators are using plastic
replicas to do the job in their place. Jennifer Taggart, an environmental and consumer-products
lawyer, says she had one client who lost $30000 worth of inventory when the new rules went into
effect, essentially nixing the sale of hats with rhinestones to the young girls for whom they were

designed.

Embroidery falls under the category of textiles, says D. Fenton, executive director of compliance
at the Quality Certification Alliance. Different threads are treated in different ways. Natural fibers such
as cotton, silk, wool, hemp, flax and linen don't need to be tested. “Depending on the fiber content,

embroidery should be exempt,” he says.

Inks must be certified as lead-free and shouldn't contain phthalates, Fenton says. Inks in the CMYK
ink scale - cyan, magenta, yellow and key (or black) - have been shown to be lead-free, Taggart
says. Other color prints are not, and typically require third-party testing before they're used in screen
printing. Plastisol content must be no higher than the limit for lead in paints and coatings (plastisol is
found in some screen-print inks, though not in water-based inks).
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stry, the biggest impact

Jennifer Taggart, environmental and consumer products attorney

clothing called Rabbit Skins. Other com-
panies that were considering whether to
start children’s lines chose not to because
CPSIA compliance seemed a hassle to
comply with, she adds. The result has been
some lost business for L.A. T, but Anastos
says that hasn’t stopped others from court-
ing the children’s apparel market. “Mostly
other companies have stepped in to try to
fill that void, so obviously we’re trying to
go after them,” she says.

At LA, T, company leaders have sim-
ply built the costs of compliance into their
estimates. Short-term, the impact was sig-
nificant because it took time and up-front
costs to do what’s necessary to comply,
Anastos says. But long-term, it’s viewed
as a minor impact to the company. L.A. T
has tried to get ahead of the regulations by
initiating testing for lead, phthalates and
other toxins early enough to ensure that
everything meets federal standards.

“The law says there’s no mandatory test,
but everything must meet the standards,”
Anastos says. “In our mind, we want to
make sure that L.A. T products meet the
standard. A lot of people are nervous about
the law, so we want to do all the things we
need to do to put their minds at ease. I

56 DECEMBER 2010 ---stitches.com

think a lot of people felt overwhelmed by
the regulations, the interpretation. Now,
people have settled back. They realize
the reality of the situation where the law
is here to stay, so people are working on
complying.”

THE IMPRINTED-PRODUCTS
CONUNDRUM
Picture this: A black backpack is imported
to the U.S. Upon arrival, it’s blank, with
no design on it. A company could imprint
it with a police department’s logo so the
department could give the backpacks to its
officers. Or, the company could imprint it
with a Hannah Montana logo. “When it
comes into the country as a blank, unim-
printed bag, its not a children’s prod-
uct,” Brenner says. “Depending on what
I imprint upon it, it becomes a children’s
product.” Some, like Brenner, say the item
is no more or less safe if it has an adult’s or
child’s design upon it. Their thinking is if
the bag or toy or other product has unsafe
levels of lead in it, it should be deemed
unsafe regardless.

But the law wasn’t designed that way.
“Our industry flies under the radar of
most regulators,” Stone says. On the sur-

face, perhaps it seemed simple that baby
formula and toys were for kids, regard-
less. But a pen becomes a children’s prod-
uct once you put a child’s design upon it.
The fact that any of Prime Line’s products
could become a children’s item means the
company tests every single product that
comes in, regardless of whether or not it’s
supposedly been tested previously by the
original manufacturer.

Brenner says he doesn’t want to take any
chances.

CRITICISM ALL AROUND

Anne Northup missed her chance to vote
on the CPSIA when the former Repub-
lican congresswoman was swept out of
Congress by the Democratic tide in the
2006 congressional elections. Four years
later, she looks at the law from the angle
of someone now tasked with interpreting
it, as a member of the newly expanded
five-member CPSC board. She says she
sees the need for some regulation, but
she thinks the law is poorly designed, set-
ting arbitrary limits without being able to
determine potential risks.

“Certainly there’s a danger there,” Nor-
thup says. “Lead for young children is seri-
ous. If it’s absorbed, it can cause serious
problems. The law, unfortunately, doesn’t
allow CPSC to evaluate whether there’s
a risk.” If there’s lead in the product or
one of several other components, such as
phthalates (a plasticizer) it has to meet
the standards, even if some say there’s no
apparent danger. “The law did not give us
a lot of leeway to make a risk analysis, and
I'm surprised we have not taken steps to
offer more flexibility,” Northup says. She
worries the law will put some companies
out of business.

Some say the lack of flexibility is cost-
ing them money. Rick Woldenberg, chair-
man of Illinois-based Learning Resources
Inc. (LRI), wrote the CPSC with formal
comment on a regulation proposal, dub-



“We had some customers whose children’s
lines were just a small part of their business,
and they just said, ‘We’re not going to deal with

it.”

Mindy Anastos, L.A. T Sportswear (asi/65948)

bing it “The End of (Business) Life As We
Know It.” The parentheses are his. He
anticipates this to cost us about $15 mil-
lion annually, and that’s just the amount of
additional time and testing needed to com-
ply,” says Larry Lynn, the compliance and
quality director at LRI, which produces
educational toys and other products. The
company increased its oversight team from
two to six for LRI and a sister company,
which combined have about 180 employ-
ees. “In 25 years, we’ve had one recall, for
130 parts, for which we actually recovered
every single component,” Lynn says. “Now
here we’ve taken what’s always worked and

turned it into this $15 million operation to
prove what we’ve always known. We’re not
trying to escape responsibility. We’re just
trying to do it in a reasonable manner that
doesn’t make you go broke.”

Others say the law doesn’t go far
enough. “I view it as being rather tepid,”
says Tom Myers, CEO of apparel supplier
Broder Bros. Co. (asi/42090). He says
producing safe products is part of busi-
ness, and companies need to design sys-
tems that ensure that. His company had
already done so, long before the CPSIA
passed, because his customers demanded
it. “We have standards which are higher

THE CPSIA: A PRIMER

Manufacturers, suppliers, decorators and distributors based in the USS. are responsible for compli-
ance with the Consumer Product Safety Improvement Act (CPSIA). Here are some of the basics you

need to know.

1. Penalties: The law carries penalties from $5000 to $100000 per violation, such as a failure
to report possible product hazards to the Consumer Product Safety Commission (CPSC) in a timely
fashion. Criminal penalties are increased to up to five years. Also, the CPSC must approve any solu-

tion to a recall.

2. Testing: Affected manufacturers must provide a “General Conformity Certificate” stating that
the product complies with federal safety rules. It must list the date and location of manufacturing
and testing, contact information for obtaining records to back this up, and each relevant rule and

standard.

3. Lead: Children’s products can't have more than 300 parts per million of lead. The general
limit is scheduled to drop to 100 ppm on August 14, 2011, but the CPSC could decide that limit isn't
feasible. The lead content limit for paints and coatings is 90 ppm.

4. Third-party testing: Beginning February 10, 2011, manufacturers must test all children’s prod-
ucts at an accredited independent testing lab and issue a certificate based on the testing that indi-
cates the product meets all CPSC standards. A list of accredited testers can be viewed online at www.
cpsc.gov/cgi-bin/labsearch. (Many companies are already testing.) This tenet had been stayed until
the CPSC resolved the definition of a children’s product and requirements for testers, both of which
were determined in August. The CPSC held a comment period in September for the third-party
requirements, and the standards won't be finalized until after the comment period has concluded.

For more information, visit www.cpsc.gov/about/cpsia/cpsia.htmi.

than CPSIA standards,” he says. “People
who buy from us include Federated Stores
and Walmart. They already have a higher
level of sensitivity to issues like this than
the promotional products industry.”

Myers remembers very clearly the dis-
covery of melamine in some baby formula
just two years ago. If a company would do
that to meet a quote, he says, it’s not unrea-
sonable for federal regulators and compa-
nies to want to make sure it doesn’t happen
again. He recalls dealing with one Chinese
company that had agreed to allow inspec-
tion of its factory. The inspectors showed
up a few days early and were told they had
picked the wrong day. “We said, we have
to be able to inspect it whenever we want,
not give you time to unchain the orphans,”
Myers says.

WHAT’S NEXT FOR DECORATORS
The CPSC has initiated a stay on the
children’s product testing regulations tak-
ing effect until the criteria for third-party
testers is finalized. At press time, it was
set for completion by November 19, three
months from the date of the release of the
third-party testers’ criteria.

So the question is, what’s next. Compa-
nies like Broder have initiated means of
tracking an item’s path from manufacture
to sale, and the necessary tests are in place.
“You need to be able to control your supply
chain,” Stone says.

Some companies are “looking for a ‘get
out of jail free card,’ ” Stone says, instead
of embracing compliance. They need to
accept that there’s no escape from a law
that’s not going away, certainly not during
an election year.

Beyond that, Myers says, a client deserves
to know beyond a shadow of a doubt that a
product is safe. “It’s stuff people should be
doing anyhow,” he says. “People should be
doing more of this.” &

Daniel Walsh is a staff writer for Stitches. Contact:
dwalsh@asicentralcom
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Big SCreen

Layering embroidery over a large screen-printed design can
mean a nice profit for your shop. Learn how to make these
types of designs work for you.

By Thomas Trimingham

This T-shirt was printed
by Rick Roth, president
and CEO of Mirror
Image Inc, a Pawtucket,
RI-based screen-printing
distributorship, as a
fundraising shirt for
the MusicMakers Relief
Foundation (www.
musicrmakerorg),
which raises funds for
musicians from the
South. Henry Bernstein
of Hirsch International
en created a felt guitar
2, which was
the printed
n, and then layered

rnational,
Hauppauge, NY.

ultimedia decoration has exploded in

retail, and is now becoming a staple

look in the promotional apparel sector

for many style-conscious buyers. True,
the left-chest embroidered logo and the

standard center-front, screen-printed T-shirt design =4 }

aren’t going away, but now decorators need to expand "o (]

their capabilities to include mixed-media looks. One of

the more popular looks at retail and in the imprinted

apparel sector is a large, splashy screen-printed design

that’s accented with embroidery or other embellishments.
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“Oversize printing that takes up a lot
of the garment really has customers talk-
ing,” says Maurice Chalonec, president
of Boston-based RCSilk. “Larger, printed

pieces can command a higher price point,

and fewer printers can handle this style of
printing, so it can be less competitive.”
Competitive is the key word here — when
a decorator, whether an embroiderer or
screen printer, starts combining two or
more imprinting methods, it raises impor-
tant questions about artwork formats, pro-
duction and pricing. “It takes more work
to sell a special effect than it used to,” says
Tom Vann, owner of Big Rapids, MI-based
Tommy’s T-Shirt Factory. “One of the best
ways to do itis to create your own spin on it
and then label it yourself. This takes more

BACKGROUND ELEMENT
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D }.
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work to develop something like a football
look with a texture and then giving it a
name (like “FTball look”), but in the end
you can charge more for it this way than
just adding embroidery, rhinestones or glit-
ter to a print.”

FOREGROUND ELEMENT

Figure 1. The background image is created intentionally in a style that will complement the embroidery in the foreground.

MULTIMEDIA ARTWORK
In multimedia decoration that combines

screen-printing ink and thread, the screen-
printed portion is usually printed first, and
then the embroidery is sewn on top of the
print (embroidery tends to create a more
uneven surface). So, for example, if you use

a lightweight, screen-printed background
print to create a foundation for the embroi-
dery to pop off of, you effectively set off
your embroidery work (see Figure I).

There are some definite art setup guide-
lines that you should follow to get the best

results when you’re combining print and
embroidery, including:

1. Create your artwork with sig-
nificant allowance for the embroidery
placement. Consider using a laser to initi-
ate the start point of the embroidery, since

GET STARTED WITH SCREEN PRINTING

Here’s a three-question, screen-printing primer for embroiderers who
are on the fence about whether or not to add printing to their shops.

1. What is it? Screen printing is considered a stencil-printing process.
Johnny Shell, vice president of technical services for the Specialty Graphics
Imaging Association, explains the process: ‘A woven mesh is tightly stretched
over a frame and coated with a light-sensitive liquid material, called emulsion.
Once dry, it's water-soluble; however, when the emulsion is exposed to light, it
hardens to form an impermeable stencil. A film positive with the image to be
printed is created. The clear areas of the film allow light to pass through and
harden the emulsion. Opaque areas of the film that represent the image block
light from the emulsion, which stays water-soluble in those areas. After expo-
sure, the stencil is washed and the unexposed emulsion washes away, leaving
the open mesh to allow ink to pass through. A rubber squeegee is used to
push ink through these open areas onto the printing substrate.”

2. What equipment do you need? Chris Thomas, spokesperson for Atlas
Screen Supply Co, advises shoppers to insist on three things when buying

screen-printing equipment. First, he stresses the importance of a quality expo-
sure unit. "An exposure unit should have at least six high-output bulbs with a
vacuum-blanket top,” he says. “Second, select a four-color press with micro-
registration. This allows you to move screens very slightly, making adjustments
so that multiple colors come together in a way that the image looks right.” Last,
he suggests a conveyor drier, noting that many decorators settle for just a flash
drier, which only halfway dries the ink between screens. “This is where designs
get bent, because plastisol ink has to reach 320 degrees to cure and be wash-
fast,” he says. “You should have a flash drier and a conveyor drier.”

3. What type of apparel and fabrics work best? Screen-print inks
are versatile enough to work on a wide variety of fabrics. “Plastisol is the
most popular ink system in use and is used on cotton, cotton/poly blends,
polyester and nylon,” Shell says. “Special inks and/or additives are needed
for polyesters and nylon, so check with your supplier.” In addition, there are
water-based inks (which provide a softer hand and don't carry phthalates
like plastisol). - Tonia Cook Kimbrough
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achieving exact placement can be difficult.

2. Create your screen-printed art-
work as a broken, distressed or washed-
out print. This way, both the ink and the
fabric surface will be easier to hoop for
embroidery and your garment will be less
likely to show the pressure of the hoop in
the final product.

3. Simplify or lighten up the cover-
age of embroidery stitches so the thread

azzz MULTIMEDIA DESIGNS

accents won’t be too heavy.

One particular concern for decorators in
the art stage of multimedia development
is that the screen-printed backdrop image
shouldn’t be too heavy a print. While some
of this is a production issue, an equal por-
tion of it can be handled at the art stage.
If you intend to accent a solid printed area
with embroidery, it can be useful to break
that image down with a filter that makes

Distressed Background With Final Design
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Figure 3. The final design is mocked up with the graphics and embroidery in place to show the client.
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the image look worn out (see Figure 2).
This solves two issues at once: 1) Breaking
the image’s solid areas apart allows for the
print to be lighter, making it less likely to
show the hooping and stitching process in
the final garment; 2) a distressed or worn-
looking image tends to be more forgiving if
everything isn’t aligned as perfectly in the
final design (see Figure 3).

“The effect works better if the embroi-
dery location is less critical, or it takes an
extremely proficient decorator to make it
line up perfectly,” says Greg Gaardbo, an
industry consultant and owner of Arlington
Heights, IL-based Shockwaves Promo-
tional Apparel.

PRODUCTION CONCERNS

When you’re creating a multimedia look
with screen printing and embroidery, you
should be concerned with what type of inks
will be printed onto the garment. Gaardbo
has a strong preference: “Water-based inks
— and this means discharge inks on dark
garments — are the best choice because
they won’t create a surface that’s difficult
to stitch or heat press,” he says. “Plastisol
inks will sometimes show a mark from the
hooping process if the inks are too heavy
and, while they can work, they aren’t my
ideal choice.”

The additional advantage that water-
based printing has over standard inks is
that it won’t re-melt if you use a heat press
to apply rhinestones or sequins to the
printed design. “One of the most popular
trends right now is to apply sequins over a
screen-printed background on a garment,”
Gaardbo says.

While this style of water-based printing
has its advantages, it’s moderately more
problematic, and not every screen printer
can consistently execute it properly. If your
forte is embroidery, it’s a good idea to dis-
cuss the challenges of using different types
of inks with the printer you've chosen to
execute the work before you embroider it
(if you’re printing and embroidering the



garments, do some test prints with differ-
ent types of inks).

Remember that just because a screen
printer has successfully printed standard
inks, he may not have the proper equip-
ment, inks or production knowledge to
print discharge inks. The best method for
choosing a printer is to ask for some exam-
ples of his work using this style of printing,

“Oversize printing
that takes up a lot of
the garment really has
customers talking.”
Maurice Chalonec, RCSilk

so you’ll know they can print your artwork
correctly on the garment. Shockwaves has a
showroom that features a variety of effects
so contractors can see what the company’s
capabilities are (see Figure 4).

Another big factor in multimedia produc-
tion is the weight and fabric style of the gar-
ment you're going to print and embroider.
Some garments aren’t able to be discharge
printed, meaning that you wouldn’t even
be able to use water-based inks. Discharge
printing is the process where the garment
dye is released as it’s cured, allowing the
shirt to lighten up in the printed areas and

Figure 4. An experienced
screen printer will have some
dramatic samples to show how
he can handle special effects
and water-based printing.

letting the ink color
become prominent. In
some garments the dye
in the shirt isn’t reactive
with the discharge ink,
or the shirt color isn’t
predictable upon print-
ing, so the end result
won’t be acceptable.
And, very lightweight
garments will require
specific embroidery sta-
bilizers to result in top-
notch stitching. “Many |
embroiderers use tear-
away backings, but for
these types of garments
they have to hold the stitches well enough if
the fabric is loosely woven,” Gaardbo says.

PRICING CONCERNS

Pricing and selling multimedia work is
often difficult for decorators, since they’re
leery of charging more for these garments.
However, when you’re dealing with clients
who want this type of decoration to pro-
mote their team, business, organization or
event, you'll usually find that they under-

THAT'S NOT ALL

Want to add some unusual screen-printing effects to your designs? Here are four to consider:

1. Gel. This is popular for boys’ shirts and is commonly used to augment prints with splatters on
them or water, or to create a gloss on an area of a design. A large deposit of ink is typically required
and the gel is sometimes colored; glitter can also be added.

2. Crackle. Special additives can be used with pigments to create an ink that will crack and look
worn-out on the finished garment. This effect is very popular with the rise of the “distressed” trend.

3.Suede. An ink additive can make an ink feel fuzzy to the touch and have a soft suede-like
appearance that's perfect for leather-looking prints or different themes that need a texture. Blue
suede in a pattern can create an excellent denim look.

4. High density. Though this isn't as common, it's still a popular look to have accent areas on the
shirt that have a raised appearance with sharp edges and clean lines. A high-density ink is printed
through a bigger mesh to create a print that can be stacked up to look as if it's raised off of the

garment.

i LEARN IT LIVE!

Embroidery and screen printing are top decora-
tion techniques, but they’re not the only ones.
In “Decoration Techniques Decoded: Discover

the Hottest Tools and Trends” at The ASI Show
Orlando (Sunday, January 23, 2:45 p.m.), you'll
learn about four other decoration processes that
will help you make the sale every time.

stand more elaborate work costs more —

and are willing to pay for it.

When you're presenting the types of
more elaborate decoration work you do
to clients, it makes sense for you to have
a good variety of samples so they can see
the uniqueness and quality of the work you
offer. Then, you might want to walk the cli-
ent through the actual artwork and deco-
ration process, whether it’s verbally, with
a video or showing actual machinery in
action. It isn’t uncommon for multimedia
garments with all-over screen printing and
embroidery to cost more than $20 each,
depending on the wholesale cost of the gar-
ment; you can also recommend the client
order an appropriate volume. One final tip:
It may not be enough to cover the print-
ing and then the embroidery without add-
ing a little extra, because the setup for the
embroidery will be slower than for straight
embroidery jobs. 3
THOMAS TRIMINGHAM has more than 19 years of
experience in screen printing as an award-winning

artist, separator and industry consultant. Contact:
ttrimingharm@yahoo.corm
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mentor for a Month = a veteran guides a newbie to success

By Shane Dale

A Level Playing Field

A hearing-impaired, part-time decorator needs help in a
hurry to dig himself out of a financial ditch - and stand
toe-to-toe with his competitors.

Meet the Mentee

rank Allnutt, owner of Big Frank Sports in Martinsburg,

WYV, began his part-time decorating business in 2005 as a
sporting goods detailer. He switched to apparel decoration in
late 2006. His specialty — he has a Tajima Neo II single-head
machine — is uniforms for sports tournaments, especially soft-
ball. “At this point, I'm mostly doing screen printing, but in
November and December, the screen-printing market tends to
slow down,” he says. “So, I'm doing full dye-sublimation uni-
forms along with screen printing. We also do caps.”

Allnutt has been deaf for most of his life. “I was actually born deaf in one ear with
hearing in the other,” he says, “but at the age of seven, I went deaf in the other ear.”

At first, this disability didn’t impede the progress of Allnutt’s decorating business. “A
lot of people placed orders online, so that helped a lot,” he says, “but once uniforms
started rolling out, I got more and more phone calls, and consequently, more rejections.”

Allnutt’s other part-time job — which used to be his full-time position until he began
his decorating company — is as a high-school health teacher in the mornings. “I’ve been
in education for 13 years,” he says. “I currently have that job, and I have my benefits,
which is good. So, if the decorating business doesn’t fly, I can always go back to teaching

full-time. But my ultimate goal is to leave teaching and run my own business.”

Week One

Consider your financial and
marketing goals for your
business.

Step 1: Determine your short-term business
goals.

Step 2: Determine your medium-term goals.
Step 3: Determine your long-term goals.

The Challenge

During Steve Freeman, owner of Qdigi-
tizing.com and Syntax Digital Solutions
(asi/700501) in Cave Creek, AZ, and All-
nutt’s initial conversation, Freeman dis-
covered that Allnutt’s part-time decorating
business was losing more money than it
was bringing in. “Frank didn’t have a firm
grip on where his finances were with the
company,” Freeman says. “I told Frank
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that one of his goals was to become prof-
itable, and so we need to know what the
starting point is.”

Once Allnutt spoke to an accountant
per Freeman’s request, he realized how far
behind he was. “It was eye-opening pretty
much, the money that I lost in the past
couple of years,” he says.

The Mentor’s Take

Freeman told Allnutt that he had to quickly
begin to make a profit in his decorating
business if he ever dreamed of leaving
behind his teaching position to decorate
full-time. “Part of the problem is there’s
just not enough revenue, even if he were
profitable, to support a full-time job,”
Freeman says. “It’s just not enough money
to sustain his lifestyle.”

gy Sy gy gy gy ——
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Want to Get Educated? i
Visit ASI Education’s Online Learning Center |
at www.asicentral.com/onlinelearning to )
register as a student. You'll be able to take )
“Steps to Selling Success” and our other on- i
demand courses. E

___________________________________

MY GOALS

1. Expand my local presence to
get more orders from local cli-
ents. "Approximately 99% of our
business is out-of-state uniform and
T-shirt sales, with embroidery only
for uniform ball caps,” Allnutt says.
“So, | want to expand into my local
market, which is a little bit outside
my comfort zone.”

2. Determine ways to overcome
initial rejection when customers
discover I’'m deaf. Some of Allnutts
struggles are due to potential cus-
tomers” unwillingness to work with
someone whos hearing-impaired,
he says. “It is a challenge. It's not like
they can pick up the phone and call
me, and sometimes it takes a life-
time responding. | call a potential
customer, they say, ‘Hello,” and after
five hellos' | start talking and they
hang up.”

3. Begin to market myself more
effectively. “‘My business is by word
of mouth,” he says. “We have a web-
site, but we're not collecting orders
like we used to”

Freeman wanted to start focusing on
two things: “We have to analyze why
Frank isn’t making a profit, and then put
together short-, medium- and long-term
goals.”

The Result
Freeman and Allnutt decided upon an
outline for goals for the short-term (the



next six months), medium-term (six to
12 months) and long-term (beyond 12
months):

1. Short-term: Allnutt actually had
decorating jobs lined up through the next
month, so his goal was to keep doing what
he was doing while ramping up his mar-
keting efforts with Freeman’s help, and
break even (at the very least) during this
time span.

2. Medium-term: “My mid-term goal
is to find jobs and make them a little bit
more spread out so they’re not rushed
each week and I don’t get burned out,”
Allnutt says.

Freeman was hoping for a bit more
here, but since the point of the exercise
was to get Allnutt thinking ahead, it would
suffice. “That’s not really a business goal
so much as an operational plan, which
are two totally different things,” Freeman
says, “but I can live with that for now.”

3. Long-term: “My long-term goal is to
quit the part-time teaching job, but also to
increase business revenue by at least 20%
in one year, if possible,” Allnutt says. Free-
man says that’s a bit ambitious, but again,
progress is the most important thing, espe-
cially since, to this point, Allnutt hadn’t
thought much about the current and future
profitability of his business. “I think at the
end of the year he’ll be going down the
right track and we’ll be able to have a con-
versation to get him the rest of the way,”
Freeman says.

Freeman also told Allnutt that he had to
factor in his time spent decorating when
gauging the profitability of his business
going forward. “He’s not making money
right now, so short-term is to get to a
break-even point, mid-term is to make a
profit and long-term is to retire from
teaching,” Freeman says.

Week Twe

Create a business plan, iden-
tify target markets and choose
items to give prospects.

Step 1: Write a general business plan.

Step 2: Figure out three local businesses
youd like to sell to.

Step 3: Decide on one or two promotional
items youd like to leave with potential cus-
tomers when you meet with them.

The Challenge

After Allnutt laid out his goals for the near
and more distant future, his next step was
to put together a solid business plan that he
could use as a guide to successfully market
his business.

Also, Allnutt admitted that he had
become somewhat discouraged in trying
to contact local businesses for possible
decoration orders — not because he’s deaf,
but because he believes that, with many
local companies, other prominent decora-
tors had beaten him to the punch. “That’s
something we need to discuss,” he says. “I
need to know how to market in the area
that one person pretty much dominates.”

The Mentor’s Take

Freeman gave Allnutt a “homework
assignment” this week to create a general
business plan that he can have on paper
and follow. The main question that Free-
man said Allnutt needed to ask himself was:
What do I want to accomplish?

“If you’re targeting local businesses,
what do you want to get from them? You
need to understand what you want to try
to get out of a business before you walk
into it.” Freeman says. “If you want to sell
a bank 10,000 T-shirts for Breast Cancer
Awareness Week, that’s different than try-
ing to sell 1,000 shirts to a bar and grill.”

Freeman also impressed upon Allnutt
the importance of having a promotional
item available as a leave-behind for each
client that he visits face-to-face. The prod-
uct needs to fully demonstrate his decorat-
ing abilities, be tailored to that particular
company and, most importantly, be useful,
according to Freeman.

“The number-one trick to a giveaway
product is to give them something they’ll
use,” Freeman says. “You want to do your
very best to give something that your
customers will use. And, don’t put your
name and number on it so big and ugly
that somebody doesn’t want to use it. You

should just put your name and number
on the bottom-right corner. If it’s big and
clear enough to give your phone num-
ber, that’s all you need, and the rest of it
should be devoted to looking nice.”

Freeman reminded Allnutt to care-
tully consider the costs of certain leave-
behinds before deciding upon the items.
“If you come into a bar and you have a
T-shirt embellished with their logo on
it, what’s your cost involved with that?”
he asked Allnutt. “I know you don’t do
digitizing, so you’re going to have a
digitizing cost. Are you up to that for
roughly $30?”

"
Meet the Mentor

Steve Freeman, owner of Qdigitizing.com
(asi/700501) and Syntax Digital Solutions
in Cave Creek, AZ, has been in the com-
mercial embroidery industry since 1989.
His previous positions included owner
and operator of Tempe Embroidery
Company, a 60-head contract embroi-
dery operation, and TClI Programming,
one of the first Internet-based contract
digitizing firms.

After he sold Tempe Embroidery, Free-
man was hired as technical embroidery
manager for Ashworth Inc. where he was
responsible for improving the efficiency
of a 600-head commercial embroidery
operation. After Ashworth, Freeman was
hired by Zazzlecom to build an embroi-
dery and digitizing department.

As co-owner of Qdigitizing.com for the
last several years, Freeman is responsible
for all of its US-based operations, includ-
ing business development, marketing,
customer service and product quality. He
enjoys programming custom database
applications for the imprinted apparel
industry in his spare time.
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mentor for a month

The Result

Allnutt put together a business plan that
targets three types of customers, and he
decided upon the following strategies for
each one:

1. Local small businesses (specifically,
local bars and pet-related stores)

* Make phone calls to see if these com-
panies currently use anyone for their
decorated-apparel needs.

* Make a follow-up appointment with
a face-to-face presentation, at which
time free samples will be provided.

2. Local sports organizations

® Show up at a local league game and
make an introduction to whoever runs
the program.

* Put together a package presentation to
bid on next year’s services.

* Compose a fundraising package that
includes a percentage of proceeds
donated to the league or organization.

3. Deaf schools across America

* Make initial contact with the school’s
purchasing agent or athletic director.

* Ask to be placed on the bid list.

* Explain the advantages of working
with Big Frank Sports.

Freeman approved of the result of All-
nutt’s homework assignment. “I think this
is a really good start,” he says. “The only
thing I would ask is: Have you made any
specific targets for yourself? Have you
specifically targeted anybody yet?” Allnutt
said he hadn’t made it this far, so Freeman
declared this to be Allnutt’s homework
assignment for the following week.

As for leave-behinds, Allnutt was con-
sidering sublimated coasters for bars and
mouse pads in the shape of animals for
veterinary clinics and grooming/board-
ing stores. The only problem? “I haven’t
been able to find a mouse pad that I can
sublimate or decorate in the shape of an
animal,” he says.

Freeman told Allnutt that there are defi-
nitely animal-shape mouse pads out there
and to continue to search for them online
or in ESP, as he thought it was a fantastic
idea. “Everybody uses computers nowa-
days, and if you can do a mouse pad with
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THINKING-AHEAD TIP

One big marketing area in which deco-
rators come up a bit short, according
to Freeman, is in forgetting to bring an
appropriate leave-behind, as well as a
verbal backup plan, when soliciting busi-
nesses that may be hesitant to sacrifice
some of their time to talk to the decora-
tor. “Say I'm the owner of a bar and grill,
and | have a waitstaff of 10 people,” Free-
man says. “What are you going to have
in your hands with you when you arrive,
what are you going to leave behind, and
what are you going to say when | say, ‘|
don’t have time to talk to you'? You have
to plan that out up front.”

your name and number on it as a sample,
people will use it,” Freeman says, adding
that most mouse pads are very inexpensive,
which is a huge bonus.

Wek Three

Devise an in-person market-

ing strategy that will level the
playing field with full-hearing
decorators, begin to do one
thing to market yourself every
day, and identify five prospects
by name.

Step 1: Figure out the best times to meet
face-to-face with prospective clients.

Step 2: Come up with at least one thing
you can do every day to get your name out
there.

Step 3: Specifically target five local busi-
nesses to which you can sell your products.

The Challenge
After the previous week’s exercise, Allnutt
decided that he wanted to take advantage
of the local bar scene. “There are a lot of
bars around here. You never know how
many you're going to find by just driving
around,” he says. “There’s one bar specifi-
cally that I'm looking at. They have special
occasions — Mardi Gras, dart tournaments
— so I’'m looking at that one. They have
more potential because they host events.”
The problem is that it’s often difficult

for Allnutt to communicate with people
when there is a lot of background noise
going on — such as at a bar in the evenings
— as his inability to hear makes it difficult
for him to tell just how loudly he needs
to speak.

“I can read lips very well, but with a bar,
I’d have to go early in the evening when
it’s not so loud,” Allnutt says. “At night-
time, it might be a little bit more challeng-
ing. I'll ask if we can talk in the office or
another place with less background noise.
Sometimes it works, sometimes it doesn’t.
They normally say, “Can you call me and
make another appointment?’ or ‘We’re not
interested right now.” ”

And while Allnutt now takes advantage
of a video service that includes a sign lan-
guage interpreter to help him make phone
calls, he admits that it’s still a chore to make
cold calls and that he can’t always begin a
conversation before the person on the
other end gives up on him and disconnects.

The Mentor’s Take

Freeman told Allnutt not to get discour-
aged about cold-calling difficulties, as all
decorators struggle with it. “You could
make 100 phone calls and get 98 rejections,
whether you’re deaf or not,” Freeman says.
“Cold-calling is rough.

“If I were you, I would go to the places
that you frequent as a customer,” Freeman
advised Allnutt. “So, if every week you
go with your buddies to watch a football
game at a sports bar, that’s the bar you go
to first. If you go to a local print store,
that’s where you make your first call. You
want to try to avoid the discouragement of
pure cold-calling.”

Freeman also encouraged Allnutt to
come up with five such businesses that he
could contact — and determine a time to
meet with them in which background noise
wouldn’t be a significant factor. “You need
to put yourself in a marketing mode every
single day,” Freeman says. “Ask yourself,
‘What am I going to do today to increase
my sales?’ So, you want to try your best to
go into a friendly environment first. They
don’t have to be close friendlies; they can



be casual friendlies. Just start someplace
where you have a foot in the door. Then,
when you exhaust your friendlies, go into

the cold-calling.”

The Result

Allnutt met Freeman’s goal of at least one
contact per day by calling three bars and
two vet/grooming companies.

Allnutt was rejected almost right away
by the bars — one manager simply said he
wasn't interested, and the others said they
were satisfied with their current decorators
— but he did receive an invite to make a pre-
sentation the following week at both of the
pet-related companies. “With them, they
were more open to my work because I was
offering an overnight bag with the compa-
ny’s name embroidered on it,” he says.

Freeman told Allnutt that this was a
great result. “That’s a 40% return on your
calls. If you have that kind of interest on all
your calls, you and I would never need to
have a conversation again,” he says.

But the next step, according to Freeman,
is closing a sale during the presentation.
“The art of sales is to close the deal, even
if it’s small,” he says. “Try to get something
out of it. Don’t be too pushy, but convert-
ing a prospect to a buying customer is what
it’s all about. You need to be prepared to
show someone the products they’re going
to want.”

As far as making face-to-face business
stops, Allnutt drove by one particular bar
of interest to him, but decided not to drop
in. “I drove by in the afternoon and there
was only one car parked there,” he says.

Freeman noted, however, that afternoons
could be the perfect time for Allnutt — or
any decorator — to meet with this type of
prospect. “Iypically, the manager is the
first person who gets there and sets up for
the evening rush,” Freeman says. “You may
find that’s the person you want to speak to.
I come from the restaurant world. Some-
times they’re very busy during their prep
times and don’t want to be bothered. You
don’t want to go in when there are a dozen
cars there because the bar’s going be busy
and they’re going to be busy making money.

THINKING-AHEAD TIP
Decorators who have enough business
to keep them busy through the next
month may decide to put marketing on
the back burner until things slow down.
Freeman says this is a gigantic mistake.
“You have to advertise and market dur-
ing your busy times so when the slow
times hit, you'll have some business
then,” he says. “That’s why, if you go into
a store right now, they’re always selling
for next season, not the current season.
When you're looking to the future, don’t
get stuck in the present. Keep your eyes
fixed on the horizon.”

You want them in the spending-money, not
the making-money, frame of mind.”

The Ultimate Wrap-Up

The fact is that, from a financial stand-
point, things looked very murky for All-
nutt’s decorating business heading into the
mentoring process. Now, Allnutt says he
understands the importance of constantly

marketing and selling himself, rather than
waiting for business to pick up.

“One thing Steve said is you have to do
something every day to market your busi-
ness,” Allnutt says. “You have to go get the
business. Normally I've let it come to me,
but now I have to go getit.”

Freeman told Allnutt that he was thrilled
to hear him say that. “You’re doing all the
right things for your short-term goal, and
you're headed down the right path for your
mid- and long-term goals,” Freeman says.
“You can’t give up. No one’s going to do
it for you, so even on those days that you
don’t feel like marketing, you still have to
market. And if you don’t do it today, you
need to double it tomorrow. There’s no
such thing as luck when it comes to mar-
keting. It’s all about hard work.”

Another big piece of marketing advice
that Freeman gave Allnutt is the impor-
tance of following up with customers,
whether through phone or e-mail. Allnutt
put this into practice at the very end of
the mentoring process with a prospective
customer at a deaf school in Washington
D.C. “I sent an e-mail trying to find out
who the contact person was,” Allnutt says.
“I finally contacted that person, called
him back after we talked, and we got to
talking about what he needed. He said,
‘Write down an informal proposal, what
you are going to sell and so forth,” and
that one sheet would be fine. So, I went
from following up to being told to submit
a proposal.”

“Well, what do you know? It works,”
Freeman responded happily, while
reminding Allnutt to remain aggressive.
“If he asked you for a proposal, he is now
giving you permission to contact him.
That means it’s entirely incumbent upon
you to be as persistent as can be without
making a pest out of yourself. There’s
nothing wrong with one call per week.

“There’s no such thing as luck when it comes
to marketing. It’s all about hard work.”
Steve Freeman, Qdigitizing.com (asi/700507)

You don’t call more than one time a week
from this point going forward — one call,
one e-mail, nothing more than that, and
if they don’t get back to you within four
weeks, they probably aren’t going to.
But now, it’s up to you to not fall off the
radar. That’s the way this process works.”
At a minimum, Freeman advised Allnutt
that he needed to double his business in
the long run if he was going to be success-
ful. “One of the most important things
is that Frank wasn’t really aware of his
financial situation before, and now he’s
painfully aware,” Freeman says. “So, it’s a
little bleak, but he has all the right pieces
in place. If he just works it and he works it
hard and smart, he’ll be OK. But he has to
have his heart in it.” 3
SHANE DALE is a contributing writer for Stitches.
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supply and wearables vendors

» Find new products and services to set you apart from the
competition

» Discover new ways to grow your business through advertising
specialty products — (each Stitches Roadshow is co-located
with the ASI Advantages Roadshow)

« Participate in in-depth education from Stitches University to
take your business to the next level

» Network with other decorators and suppliers to gain new
ideas and learn best practices

All decorators are invited 2
to attend for FREE! >
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2011 Schedule

January 19 e Atlanta, GA

Hilton Atlanta Northeast
5993 Peachtree Industrial Blvd.
Norcross, GA 30092
770-447-4747

March 11 ¢ St. Louis, MO

Hilton St. Louis Airport
10330 Natural Bridge Road
St. Louis, MO 63134
314-426-5500

May 3 e Denver, CO

Crowne Plaza Denver Int’l Airport
15500 East 40th Avenue
Denver, CO 80239
303-371-9494
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APPAREL

HnH Apparel Inc.

ASI#61132
RN # 132774 A

Manufacturer of blank t-shirts and Polos

in popular colors. Specalizing in Custom
kzbel and large volume Orders.

v hnhapparel.com

info@hnhapparal.com

office 310-860-6240
Fax 310-285-2302

RS No. 148

Phoenix Label or
No Label

Call for Catalog

Phoenix Owned
U.S.A. Factories -
We Khnit, Dye,
Cut, Sew

Large Selection of
Styles and Colors
Excellent Quality—Low Cost

Direct from MFR Pricing

PHOENIX

TEXTILE & APPAREL MILLS, INC.

1-888-466-7008
phoenixtextilemills @frontier.com
P.O. Box 169 Middlebourne, WV 26149

Your Private Label,

CUSTOM PATCHES & PINS

Custom embroidered patches
Factory Direct

A\ iemblem.com
800-438-4285

PATCHES,COINS

AND DOG TAGS @

RS No. 117

DIGITIZING
$29 $39 = $49
Simple Complex Very Complex

$59 and up for jacketbacks
Call Stan at 704-548-2434 or
email to art4@southerndigitizing.com

CUSTOM PATCHES

e Guaranteed Quality * Wholesale Pricing
* Reliable Delivery
¢ In Stock US Flags and Blanks

PATCH SUPPLY INC
(800) 851-7096 fax (800)851-7097
e-mail: sales@patchsupply.com

RS No. 149

Make an Impression

To advertise in Stitches
contact: Cindi Mann

(215) 953-3304

cmnann@asicentral.com
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A ArtServ.cesA
& :
Online Solutlons"

Digitizing Factorv H

Embroidery Digitizing
US$ 3-5 per 1,000 Stitches

EDIGIT%{ Digital Graphix-
FACTORY Factory

%'Artwork Set Up,

1 Vectorizing Services
1 File Mampulatlon

ooty S =% Eflash Factor

&Z Web design, Programming,
Flash Introduction, Animation
Powerpoint Presentation

EContact Us

05 www.digitizingfactory.com
' www.designcommunicator.com |
: digitize@digitizingfactory.co.th |
t
: Quality, Price, Delivery and Passion! |

RS No. 136

RS No. 110
DIGITIZING
MADE
IN
AMERICA
Great Quality

Custom |\ Digitizing  Exceptional Service

Tired of your Digitizing Dollars Going
Opverseas!! Give Us a Call, We’re Easy

to Work With; Easy to Understand

Toll Free: 888 827 7074
Phone: 651 773 7027
Fax: 651777 7087

designs@shamrockthread.com
www.shamrockthread.com
Located in St. Paul, MN
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8-24 HOURS Turn-Around GUARANTEED |

Now you can enjoy the best of the three worlds

Top quality
Unbeatable price and
Best customer service

4

Min. USS15.00 (up to 5000 stitches) wil® - I BN

www.ideasplus.biz - sales@ideasplus.biz

iR 1-877-877-2700

ﬁ IDEAS PLUS*
DIGITIZING 'S

675 Brea Canyon Rd. Suite 8. Walnut,

CA 91789 —= U.S. Based Company
RS No. 133
LOW PRICE - 1 DAY TURNAROUND - ASI - SAGE
&

ExpressDigitizing.Com

arl(,t‘xprt-ssdlgnumg com p
T§ASYLING %ﬂ @@m

QUALITY GUARANTEE - BEST SERVICE

ExpressVector.Com

art@expressvector.com

slg;[s @ @comi SEPARTON
H@ &) 25 F e
5 %i‘ |

LINE ART oesion
REE QUO
24 HOURS TURNAROUND

RS No. 132

N ORISIS 2%

WE HA E,THE SOLUTIONY!

@ 11 uuw megh
X 1000 St 9 y dtgtflge

(415) 418 3604 &
WEWILL GLABLY EXCEED YOUR EXPECTA

\ TOP QUALITY SERVICE (
WWW,.STITCHUS.COM é%

RS No. 99

K

DIGITIZING

RUSH
DIGITIZING

www.rushdigitizing.com
order@rushdigitizing.com

$2.99

Per 1K stitches

We have the best on-line
control system!

The best choice!
Embroidery Digitizing Service

RS No. 134

DIGITIZING at
S 1/ 1000 stitches

24 hours turnaround

dollarldigitizi. ng@gmail. com

for more info: WWwW. Sgl lllt com
Stitch Braphic Interchange 0@

RS No. 141

LABELS & EMBLEMS

DJSLABELS.COM

Printed Labels, Woven Labels,
Hang Tags, Stickers

(800) 967-2323

Stitches reader service numbers

Black Duck Inc. 151 ..o 16
GUNOIA 152t 16
In Your face Apparel 153........ccccceieiieeiieennne 17
NUMO 157 .o 18

Vitronic Promotional Group 156...........c.cc..... 18

EMBROIDERY EQUIPMENT

WANTED
USED EMBROIDERY MACHINES
VARIOUS MAKES AND MODELS

TAJIMAS WANTED
SINGLE HEADS

MULTIHEADS

CHL, INC.
3229 Cherry Lane
FT. WORTH, TX 76116
TEL: (817) 560-0390
FAX: (817) 244-5865
E-mail: chlinc@att.net

RS No.106

RS No. 77

= SEW ON STICK ON IRON ON

Minimum Order: 75 labels
Fast Manufacturing ® Excellent Prices

FREE Introduction Pack

Includes: Samples, Order Forms & Coupons

T 1-800-944-4696

R
ACCEPTED

RS No. 125

Reserve
Your Adspace

TODAY!

To advertise in Stitches
contact: Cindi Mann

(215) 953-3304

cmann@asicentralcom

_____________________________________________

MERCHANDISE

— BLANKETS, TOWELS, <1
Bis & BURPCLOTHS

7

We manufacture a variety of baby blankets,
towels and bibs for the embroidery trade...
<> [)’d[vy Blanketss
@ Hooded Towel Sets+
»Bibs & I }'ltr;u'/u[/:s-!-

7 . o .
A\ O nummMmunis, (’lllL'L‘ response.
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1-800-783-8555
GA@EN LANE
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MERCHANDISE

Manufacturing Quality
Leather Goods
For Over 25 Years

+ Custom products and private labeling

1JM-3502
*Jacket

« In-house decoration services

ing and y
« Direct from the manufacturer

Call Toll Free Now!
1-877-625-71230
sarahfashion@msn.com
Toll free fax: 1-877-698-8384

(» stax mrnlu)

www.asisupplier.com/68595

www.crib-blankets.com

WHOLESALE EMBROIDERY
= Quality
Crib Blankets!

and other fine baby items
made in USA
exclusively for embroiderers.

1-800-426-3373

Monograms of Distinction
Middlebury, CT

RS No. 144
SUPPLIES

GUNOLD’S YOUR
ONE STOP SHOP
FOR EMBROIDERY
SUPPLIES

1-800-432-3781

WWW.GUNOLD.COM
24HOURS/7DAYS A WEEK

,
@ rem‘zaz‘e YOURSELF
WITH OUR g Lﬁ

RS No. 145
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Three Cord

WHOLESALE EMBROIDERY
& SCREEN PRINTING
1-866-445-2673
www.threecord.com

RS No. 116

Save More

Artwork, Digitizing & Marketing Materials

Count on Affinity Express for graphic solutions that will
transform your business and make you more profitable!

800-plus design and digitizing professionals
to handle high volumes at any time of the year.

Proven results for hundreds of industry-leading

suppliers to give you peace of mind.

Expertise in more than 30 software programs.

Proprietary order management technology and
the flexibility to integrate with your systems.

Sew-outs for every digitizing order and
free digital swatches to ensure quality.

24-hour or less turn times and 24/7 support.

The industry’s only complete design resource,
we can meet all your design needs.

Affinity Express Basic

a new and more cost-effective option for those times when price is crucial or for spec work.
Save 62% on artwork and 38% on digitizing compared to the Affinity Express Premium service!

For more information or a complete list of Affinity Express

products and services, please call (847) 930-3209

or log on to www.affinityexpress.com

stitches.com
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Make an Impression

To advertise in Stitches
contact: Cindi Mann

(215) 953-3304

cmann@asicentral.com
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Coming Next Issue
What's coming up in January 2011 Stitches

By Nicole Rollender

The Growth Issue

B We've got a blueprint to

help you revamp your business
from top to bottom in 2011.
You’ll make improvements in
operations, customer service and
human resources (and more)!

Decorator Beware

B There are intellectual
property battles raging over
embroidery (and other graph-
ics designs) — with both stock
design companies and individual
embroiderers ending up the
victims of piracy and unwittingly
purchasing pirated designs.
Learn what you need to know to
stay above the fray.

“I Hit $1 Million

This Year!”

B Wantto

know the -

\//

secrets of -

decorators

who started small and ended up
being ultra-successful? We profile
these profitable embroiderers,
charting their growth and sharing
their challenges, lessons learned
and top tips.

Plus...
B How to market to women
B How to work with contract
decorators

And much, much more!

=
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Needle Patrol ¢ E !
Our friend Slick (@an embroidery machine needle) ,
has hidden himself somewhere in this issue. He H
might be in an editorial photo, graphic or text - he's |
not in an advertisement. If you find the needle, send H
us a note that says, “l found the December needle E
on page XX," along with your name, company, !
address and phone number (or e-mail address) so '
we can contact you if you're the winner, and mail or !

fax it to us at Stitches, Attn: Needle Patrol, 4300 !

:
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

Street Rd., Trevose, PA 19053; fax: (215) 953-3107.
Also, tell us a little about your business. No phone
calls please; you must respond in writing. Hurry!
Responses for the December needle are due by
December 30. From the correct responses, we'll
randomly select one winner who'l receiye a $100
gift certificate, courtesy of iVIAtE.Id/ Laconia,
NH. Please submit only one entry per drawing. We'll
announce the winner in the February issue.

Slick’s Standing Up Straight !
In the September/October issue, Slick hid near the |
bar graph image in our “The Inventory Crisis” on H
page 58. Marianne Myrick of Myrick Specialties |
was chosen at random from a grand total of 56 i
responses. As this issue’s winner, Marianne wil i
receive Madeira USAs gift certificate. Keep your '
eyes peeled for the industry’s favorite game of !
hide and seek! !
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ask an ex pe ('t = your most pressing business dilemmas solved
By Kristine Shreve

%

L
AA

Got a decorator
dilemma? E-mail your
question to nrollender@
asicentralcom. We'll
request your permission
to print your question and
our expert's response in
Stitches. Note: Unfortu-
nately, we're unable to
answer each individual
question.

. Looking !
. Forward !
¢ In the next issue |
were going to E
talk about how to
choose the best E
stitch types for |
i different types of
designs. ;

See you then!

I'm a relatively new embroiderer — and

frankly, I’'m a little intimidated by all the
thread choices out there. I'm looking for a quick
thread primer. Can you help?

There are four important thread terms you should

know up front: weight, tenacity, denier and elas-
ticity. Thread weight is based on the thread’s length,
not on its heaviness. The weight of the thread is deter-
mined by how many kilometers in thread length it takes
to equal 1 kilogram in thread weight. For example, if a
thread is designated as “40 weight” it’s because 40 kilo-
meters of the thread will weigh 1 kilogram. The higher
the weight number, the lighter the thread. Weight also
roughly translates into how many stitches it’ll take to
cover the area that you’re embroidering.

Tenacity essentially equals breaking strength; a
higher-tenacity thread will be less likely to break easily.
Denier measures a thread’s fineness, so a higher-denier
thread will be thicker and stronger than a thread that
has a lower denier. Elasticity measures the amount of
stretching a given thread will withstand; a higher elas-
ticity means the thread will have the ability to with-
stand a great amounter of stretching.

Most embroiderers are familiar with the fact that
there are two main types of machine embroidery
thread: rayon and polyester. Rayon was, for years, the
standard by which other embroidery threads were
judged, particularly when it came to shine. It’s still
the thread of choice for many people, and is gaining
increasing popularity with those who are interested
in “green” embroidery; however, this is a bit mislead-
ing since, strictly speaking, rayon isn’t a natural fiber.
Rayon is created from naturally occurring cellulose,
but requires a great deal of processing to become rayon
fiber. Generally, it’s classified as a manufactured fiber.

Rayon also has a reliable shine, but isn’t known for
being colorfast or wash-fast. The color of rayon thread
can be bleached, and rayon thread colors can run when
washed in extremely hot water or with harsh deter-
gents. In general, it’s best to treat any embroidery done
with rayon thread as fragile. A good rule of thumb is
that if the embroidery you’re sewing is going to be sub-
jected to an everyday wash, or undergo an industrial
wash, rayon may not be the wisest choice.

Polyester is a manmade fiber, and is primarily known
for its strength, colorfastness and ability to withstand
frequent washings. Some polyester thread brands are
becoming known for their shine, which rivals that of
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rayon. The secret to the increased shine of certain
brands of polyester thread is trilobal polyester fibers.
These fibers are triangular in shape, rather than round.
The triangular shape increases the refraction of light
when it hits the fibers; this creates the vibrant shine.

Cotton is a natural fiber, so it’s a good choice if
you’re interested in creating “green” embroidered
goods. Cotton thread is soft and relatively durable. It
doesn’t offer the same sheen as rayon thread nor is it
as strong as polyester thread. The quality of cotton
machine embroidery may also be a concern to you, as
low-quality cotton thread may be linty and cause prob-
lems with your embroidery machine.

Regardless of whether you prefer cotton, rayon or
polyester thread, do some investigation before choos-
ing a brand and type of thread. Get a sample of the
thread brand you’re investigating and run it in your

== The secret to the increased
shine of certain brands of
polyester thread is trilobal
polyester fibers.

machine. Keep track of breaks or birdnesting and other
thread problems. Take note of how much time it takes
to run a standard design. Ask these questions: Do you
have to slow down the machine for the thread to run
its best? Do you spend a lot of time rethreading your
machine after thread breaks? Then after you’ve gath-
ered this data, look at the color and sheen of the thread.
Finally, keep in mind that saving money on the original
purchase price doesn’t really save you money if you lose
production time.

Another thing to consider is the effect you want

the thread to produce. For embroidery that sparkles,
metallic thread should give the desired effect. If you
want variations in color and shade, variegated thread
may be the best choice. Color-changing embroidery
thread can be a unique decoration for garments that
will spend a lot of time in the sun. &
KRISTINE SHREVE is director of marketing for EnMart and Ensign
Emblem, and regularly writes about embroidery, sublimation,
decoration, social media and business. Besides her DecQuorum
blog on Stitches.com, she also writes for the EmbroideryTalk Blog
at http//blogmyenmartcom and the SubliStuff blog at www.subli
stuffcom. Contact: kristine.shreve@myenmart.com.
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Thinking about Direct to Garment?
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Introducing Roland’s VS300 and Solutions Opaque
Exclusively from Imprintables Warehouse

Need a Way to Print Full Color Logos in House?

If you're looking for a way to print full color logos in house and have
been considering a direct to garment system, make sure you consider
the Roland VS300 first. When used in combination with Solutions
Opaque, the industry’s leading print/cut media for garment decoration,
you can create logos for application on ANY item, including performance
wear, nylon, bags, leather and much more! Plus, you can also print full
color signs, decals, banners and other profit boosting items.

Already Own a Solvent or Eco-Solvent Printer?

Solutions Opaque can be used with any solvent or eco-solvent printer.
Perfect for use on performance and moisture wicking apparel. If you can
put it under a heat press, you can embellish it with Solutions Opaque.

. Amazing stretch and rebound

Soft hand finish

Universal adhesive heat applies to almost any garment
Vibrant colors and excellent durability

Works on light and dark fabrics

Request your FREE applied and unapplied samples of Solutions Opaque
and see for yourself. Call 800-347-0068 or visit imprintables.com today.
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West of the Mississippi - (800) 456-3727 or visit www.swfmesa.com
East of the Mississippi - (877) 793-3278 or visit www.swfeast.com
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