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A4 TECH/
REVOLUTIONAR
REVOLUTIONAR
 AS LOW AS 

$2.88

Grand Rapids, Michigan
(800) 968-7550
www.onestopinc.com

Frazier Sports
Waco,  Tx 76712
800-722-5124  Fax  254-776-9187

Frazier Sports Southeast
Duluth, GA  30096
800-255-8309  Fax  770-923-8288

SELECT STYLES AVAILABLE AT:



R
R
RY FABRICS/
RY PRICES/

888 464 3824  www.A4.com

CATIONIC FLEX
2-way Stretch Short Sleeve Performance Tee
N3213
 · 50% Hydrophylic, 40 Singles Cotton
 · Super soft, easy to print
 · Moisture Wicking, Odor Resistant, Stain-Resistant
 · Flat lock stitched for extra comfort and strength
as low as $3.88*

ZEPHYR NO-SNAG
Cooling Performance Crew
N3142
 · 100% Polyester Interlock
 · Moisture Wicking, Odor Resistant, Stain-Resistant
 · Ultra tight knit resists snagging
as low as $2.88*

FUSION COTTON
Fusion Cotton Short Sleeve Performance Tee
N3219
 · 50% Hydrophilic Cotton, 50% High Denier Spun Polyester
 · Moisture Wicking, Odor Resistant, Stain-Resistant
 · Cotton comfort
 · Polyester performance
as low as $3.88*

* PRICES LISTED ONLY AVAILABLE WHEN ORDERED DIRECTLY FROM A4.
OFFER DOES NOT INCLUDE FREE FREIGHT OR FASTBREAK. MINIMUM ORDER IS 120 PER STYLE/12 PER COLOR OR 60 PER STYLE/COLOR. 
$1.50 UPCHARGE ON SIZE 3XL. MENTION PROMO CODE ST1111 TO RECEIVE SPECIAL PRICING. ORDERS MUST SHIP BY 2/28/2011

FROM LEFT TO RIGHT /
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GILDAN.COM

New 5400B Youth Long Sleeve T-Shirt, Fleece Stadium Blanket and Athletic Socks for all!

54
00

B

Our 4.5oz Softstyle Collection now features Men’s and Ladies’ Long Sleeve T-Shirts (64400 
and 64400L) plus the all-new 3800L Ultra Cotton® Classic Fit Ladies’ Ring Spun Piqué Polo.
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Four great collegiate colors and four super hot heathers bring our palette to a cool 70 colors!

TENNESSEE
ORANGE GARNET AUBERGINE OLD GOLD HEATHER

MAROON
HEATHER

ROYAL
HEATHER
SAPPHIRE

HEATHER
IRISH GREEN

NEWSHADESC O L O R F U L  I N S P I R A T I O N  8  N E W  S H A D E S

NEWSTYLESM O R E  &  N E W  C O M P A N I O N  S T Y L E S

NEWCHOICESF A M I L Y  S O C K S  A N D  S O  M U C H  M O R E
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  COVER STORY

38  Your 2011 Growth Plan
We’ve got a roadmap 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).

BY DANIEL WALSH, ANDRAYA VANTREASE, SHANE DALE AND 

ERICA YOUNG

FEATURES
49  Success Stories

Smooth Operators
Want to know the secrets of decorators who started really 

small and ended up as million-dollar operations? We 

profile three profitable contract embroiderers who literally 

started with nothing and just followed the money.

BY ERICA YOUNG

53  Intellectual Property

Copyright Is Might
There are intellectual property battles raging over 

embroidery (and other digital artwork) – with stock design 

companies and individual embroiderers ending up the 

victims of piracy and of purchasing pirated designs. Learn 

what you need to know to stay above the fray.

BY DANIEL WALSH

56  Operations Makeover

Race to the Starting Line 
Just weeks before jumping from part-time decorator to 

full-time business operator, Jennifer Osborne didn’t have 

all of her systems and processes ready for prime time. 

But with an industry veteran’s advice and her own tireless 

eff ort, Osborne got Emages Embroidery where it needed 

to be as the doors opened.

BY ROBERT CAREY
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49

56

Your

We have a plan to help you revamp 

your business from top to bottom in 

2011. You’ll make improvements to your 

cash flow, decorated apparel sales, 

marketing eff orts, online customer 

service, operations, human resources 

(and more).

T
he marketplace changes constantly. Can your 

business change with it? You bet it can.

It’s 2011, and it’s time to create your plan to 

take your decorating company to the next level. In this 

special section, you’ll get top tips for getting your cash 

fl ow in order, getting deadbeat customers to pay and 

drumming up new business right now. Are you ready 

for some cutting-edge sales and marketing strategies 

that will help you make in-roads into new markets? 

Also, get ready to make the most of the Web to reel 

prospects in from across the U.S. We have tips for 

maximizing productivity in home-based businesses 

and contract shops. And, we have customer service 

and hiring tips from top business experts.

Read on to learn how successful decorators are 

keeping their businesses in the black this year.

Reporting done by Daniel Walsh, Andraya Vantrease, 

Shane Dale and Erica Young. In August, the Advertising 

Specialty Institute conducted a Wearables Sales Forecast 

survey of decorated apparel professionals. 

Research by Larry Basinait. 

2011
Growth

Plan

F

38

Roadmap to Success
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60 B-to-B Classifieds

63  Advertiser Index 

FIRST THINGS FIRST

BACK OF THE BOOK

NEW

stitches.com

Environmental impact estimate were made using the Environmental Defense Calculator. 

For more information visit www.papercalculator.org

*Please recycle this magazine.

Stitches ENVIRONMENTAL STATEMENT. 

By using eco-friendly paper, Stitches magazine has 

saved the valuable resources below per year.

TREES 

148

ENERGY 

102mil.
BTU

WATER 

53,847
gallons

GREENHOUSE 
GASES 

16,426
lbs of CO

2

SOLID WASTE 

8,910
pounds

1.11

COLUMNS

We’re Tweeting
Stitches has entered the 

“Twitter-verse”! Follow our 

“Tweets” at www.twitter.com/

ASI_Stitches to be one of the first to 

learn about Stitches surveys, videos, 

contests, webinars and more!

26 On the Art Side

High-End Project: 

Stitched Roman Shades

By Geri Finio

31 Step-by-Step

Diva (and Dude) Babies

By Marie Zinno

34 Technically 

Speaking

Peak Performance 

By Deborah Jones

64 Ask an Expert

By Erich Campbell

CORRECTION
In December’s “Power 

56” cover story, Madeira’s 

website was printed 

incorrectly; it should be: 

www.madeiramart.com

10 Contributors

14  From the Editor’s Desk

16  Reader Threads

17  Ask Phil

18  Think Tank

19 Look Book

36 Marketing Masters

37 Coming Next Issue

Join Us on Location
Stitches Staff Writer Daniel Walsh 
interviews business experts who share 
their top strategies for how decorat-
ing-business owners can expand and 
improve their fi rms in 2011. Go to Stitches.com to listen 
to the interviews. 

Can’t Get Enough of Stitches 
University?
Curious about how decorators are selling huge 
imprinted-apparel orders? Go to Stitches.com to read a 
“Stitches University” online-exclusive article highlighting 
fi ve case studies in which end-buyers had a precise 
apparel need (even if they weren’t sure what that apparel 
item should be) for a specifi c promotion, and how 
decorators rose to the challenge to make it happen.

Get Podcasts on the Go
You can download lots of educational 
MP3 fi les at Stitches.com – so you can 
get valuable business-building tips while 
you’re on the go. This month, download 
an exclusive interview that ASI editors, 
including Stitches Editor Nicole Rollender, conducted 
with former fi rst lady Laura Bush, who discussed her 
efforts on behalf of Afghanistan women and education, 
the importance of volunteering and the pleasures of 
private life. Plus, as keynote speaker for The ASI Show 
Dallas from February 16-18, and at the Women’s Sum-
mit on February 18, Bush previewed her talk by revealing 
her favorite promotional items. Visit www.asishow.com for 
information on her upcoming presentations. 

Your Bottom Line
In a recent poll on Stitches.com, we asked decorating 
companies: If a good employee makes a mistake that 
requires your company to replace garments, how do 
you handle the replacement costs?

Almost 95% of you stand by your 
good employees – covering the cost 
of damaged apparel. Get educated: 
Turn to page 38 to read our “Your 
2011 Growth Plan” special section 
– and learn the real costs of hiring 
a good employee (and when you 
should let someone go).

94.7%
My company pays 

as part of the cost of 

doing business.

5.3%
The employee 

pays.

About the Cover

Photography: Mark Pricskett

Design: Jim Lang

Digitizing and embroidery by 

Qdigitizing.com (asi/700501)

Visit Qdigitizing.com at 

The ASI Orlando Show on 

January 24-25 in Booth 222.



www.banaka.net
info@banaka.net

TEL: (888) 386-8686
FAX : (626) 363-8860

ASI
Orlando

Booth
#1024

ASI
Orlando

Booth
#1024

Micro-fiber Netbook Sleeve

Canvas Laptop Sleeve

600D Laptop Briefcase

Circle 76 on Free Info Card or visit www.stitches.com/freeinfo
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Everyone’s buying performance wear, and you guessed it, they want 
it embroidered. In this issue’s “Technically Speaking” on page 33, 
DEBORAH JONES, owner of MyEmbroideryMentor.com, helps you 
navigate one of the toughest embroidery styles for this stretchy, thin 
fabric: the outlined fi ll. “While performance apparel is fabulous next 
to the skin, what’s not so great is trying to embroider these wiggly, 

stretchy, thin fabrics,” she writes. “Unfortunately, many decorators resort to using a 
too-thick backing that destroys the garment’s appearance and comfort level.” Jones’ 
companion video on Stitches.com shows you how to embroider and fi nish performance 
wear to perfection.

In this issue’s “On the Art Side,” GERI FINIO, owner of Moorestown, 
NJ-based Studio 187, shows you step by step how she collaborated 
with an interior designer and a sewing professional to create a custom, 
machine-embroidered Roman shade for a client. Finio also offers insider 
tips for performing embroidery work on higher-end projects: “I adjust 
my tension completely by touch – this is where knowing how thread 

reacts to different fabrics is very helpful,” she writes. “I rarely use the same settings as 
a default for every project – it’s all determined individually based on visual and hand 
results during a test sewout.”
 

In this month’s “Ask an Expert” column, ERICH CAMPBELL, digitizer 
and e-commerce manager for Albuquerque, NM-based Black Duck Inc. 
(asi/140730), waxes poetic (and practical) on how to become a really 
skilled digitizer. “If you know of a master who does the sort of work you 
want to do, purchase their designs and watch them run, either on-screen 
or on-machine,” he writes. “Make measurements of their work, and 

watch how they interpret their subjects. You’ll fi nd that some rules tend to hold true for 
all digitizers: For areas thinner than 10 mm, such as the lines in most lettering, a satin 
stitch is the norm.” Be sure to read all of Campbell’s great tips on page 64.

Interested in becoming a Stitches contributor? Please send an e-mail to nrollender@asicentral.com and 

let us know what’s on your mind.

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) 631-1027; fax, (847) 763-1890; online, www.stitches.com/subscribe ; 

mail, Stitches Subscription Services, P.O. 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@asicentral.com, 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.

Where to Find Us

g

g

v

x

Stitches celebrates its 24th year in 2011.



More of everything
Choose from one of the industry’s deepest 
inventories, with over 60 leading brands 
and more than 1,400 styles, including 
our newest additons for 2011: Hilton 
Apparel, Liberty Bags and Rawlings. 
Add to that, our competitive pricing 
and unsurpassed customer service, 
and you have the ultimate resource 
for imprintable apparel. 

Less time 
waiting for it
Get what you need, when you
need it. We deliver to 35 states 
in one or two days.

Customized to sell
Use our online resources to 
create a custom website and 
watch your sales take off. And, 
our custom catalog is a simple 
and effective way to build the 
reputation of the most important 
brand name of all – yours.

ADVANTAGETHE

See the S&S advantage for yourself. For a copy of our exciting new 
2011 catalog, contact us at 800.523.2155 or ssactivewear.com.

Circle 44 on Free Info Card or visit www.stitches.com/freeinfo

asi/84358
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Join the Stitches Social Site
Join the 1,800 Stitches readers who are networking daily on the Stitches magazine 
Social Site, an active community of Stitches readers and other decorators who post 
photos of their work, blog entries and videos. The most recent blog, penned by 

Erich Campbell of Black Duck Inc., 
titled “Slaves to the Status Update: 
Pushing Toward Proactivity,” looks at 
working in a wired world. 

“When we are bombarded at every 
moment by a world of e-mails, text messages, Twitter and Facebook updates and 
more, we can fi nd ourselves simply wading in the stream of information, barely 
focusing on anything as the content fl ows by, let alone adding to the conversation,” 
he writes. To read the entire blog, go www.stitchesmagsocialsite.com.

Stitches

Get Educated

Classes Available Online

For more 

information about 

this new certification 

program, visit www.
asicentral.com/

education.

Working toward your BASI or MASI, 
but can’t get out of the offi ce? Then get 
on over to the ASI Education’s Online 
Learning Center, where you will fi nd 
a ton of courses that will help you in a 
number of disciplines, including: 

Avoid First-Year Pitfalls 
In this course, you’ll learn about 12 
of the most common rookie mistakes 
distributors make.

Wearables Crash Course 
In this course, you’ll learn about the top 
fi ve best-selling wearable categories, 
along with decorating and selling tips.

Business-Building Strategies: 
Inside Counselor’s SOI 2010 
Receive a summary of the top sales, 
marketing and operations strategies 
included in Counselor’s 2010 State of 
the Industry issue.

Improve Revenues and Margins 
With Green Products 
Companies across a variety of indus-
tries are buying green ad specialty 
items and apparel. But, to succeed in 
this niche, you need to be well-versed 
in green terminology, know what 
products to sell and how to pitch them 
to the right buyers.

Sell More Made-in-the-USA 
Products 
How can you tell if a product is really 
U.S.-made? What are the hottest 

markets to target? A panel of experts 
discusses how red-white-and-blue prod-
ucts can get you the green.

Cold-Calling Clinic: Get More 
Appointments Now 
Cold calling gives many sales reps the 
shivers. Nobody likes it, but in sales, it 
goes with the territory. In this course, 
we’ll show you how to warm up your 
cold calls and use cold calling as an 
important tool to take your selling skills 
to the next.

If you haven’t already done so, you can 
sign up and begin work toward your 
BASI and MASI at www.asicentral.com/
education.
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January is always touted as a time for 
new beginnings, resolutions and other fresh takes on your 
personal (lose those 10 holiday pounds!) and professional 
life (get 100 new clients in the first quarter!). Generally, I 
think resolutions are corny. You either are or you aren’t a 
workout buff or a business builder, right? 

The thing is, I’m a big believer in taking (smart) risks 
all year long in your personal and professional life. So, I 
challenge you (if you must resolve) to start 2011 boldly by 
taking a hard look at your business, setting new goals and 
deciding to work all year toward achieving them. 

Recently, I’ve seen a trend in reader letters asking me 
to put together business-building articles for shop owners 
who want to take their companies to the next level. One 
such heartfelt letter came from David Cyphers, co-owner 
of Embroidery By Raggedy Patty Ann with his wife Patty 
Ann: “Nicole, you have a very loyal following and we’d 
all so much appreciate it if you could write a complete, 
from beginning-to-end, simple workable plan for us. … 
For some of us, this could be the last ditch effort doing 
something to help pull ourselves out of this recession that 
we’re all in. This is very important.” 

This letter got me – meaning I really relate to that idea 
of putting it all out there in tough economies, taking that 
chance, throwing it all to the winds and jumping. We 
want to help you grow your business in ways you might 
not have expected in 2011, starting off with our annual 
“The Growth Issue.” We’ve packed it with ideas to help 
you revamp your decorating company this year, including 
a big “Your 2011 Growth Plan” cover story, chock full 
of ways to increase your cash flow, increase your sales, 
market your business, upgrade your software and find a 
new space for your business. 

Plus, you’ll meet three contract shop owners who 
started with literally nothing and grew their businesses 
into million-dollar powerhouses. And, yes, I get letters 
from people saying that they’d never take contract work, 
since just doing logos for promotional products distribu-
tors is plain selling out if you’re an embroidery purist. 
Guess what? I disagree. I challenge you to open your 
minds to contract work. You can be both artist and savvy 
businessperson looking for opportunities that will fuel 
your business growth. In this issue, we also debut a new 
article series, “Operations Makeover,” where our experts 
help a shop owner make some tough decisions: In this 
installment, we help a retail shop owner get ready to open 
her doors.

Here’s to a profitable – and daring – 2011!

Nicole Rollender

nrollender@asicentral.com

We Asked You ...

What area of your business are 

you going to really focus on 

improving in the first quarter?

David Collin, Busy Bees Embroi-

dery, Screen Printing & Promo-

tional Products, Kirkwood, MO; 

bzzybees@swbell.net: “Safety! 

“We’ll be facing a major overhaul, 

rearranging the machines, putting 

tons of stuff away and getting better organized. 

Tied with that on our priority list is to improve 

sales on our website.”

Geri Finio, Studio 187, Moore-

stown, NJ; geri@studio187.net: 

“My focus will be communicat-

ing the personal custom service 

I can offer that larger shops sim-

ply can’t. With all the technology 

available, it’s hard to get a live 

voice on the phone anymore and one of the keys 

to my success is personal communication – the 

actual embroiderer who’s doing the job talking 

with the customer. My customers know they’re 

welcome to call me, and I’m happy to discuss 

their project with them.” 

Carolyn Milne, Computer Craft 

Designs of Oregon, Hillsboro, 

OR; carolyn@spiritone.com: “Short 

answer: adding to my knowledge 

base and networking more by 

teaching and getting more expo-

sure. I plan to revise my digitized 

quilt patterns so I can upload the completed 

designs and patterns to my website and also 

continue to sell to local shops in my area. I teach 

quilting and will also use my designs and patterns 

for the classes. Teaching has doubled my sales so 

I also intend to take on more classes. My second 

goal is to perfect my photo-stitch designs to add 

that to my digitizing bucket.”

Michael Savoia, Villa Savoia 

Inc., West Hollywood, CA;  

villasavoiainc@gmail.com: 

“I’ve made plans to rework 

my workspace – the market is 

changing and I need to present 

a solid front of new samples that showcase that 

change: fewer pillows and more borders.

“I’ve also started making outside calls – my 

clientele is national and in the past few months 

I’ve been visiting potential clients in Washington 

D.C., New York City and San Francisco. I need to 

develop more clients as most of my clients are 

spending less.

“I’ve also hired a public relations professional. 

Media exposure in my business is essential – I’m a 

very small, focused shop and having help in this 

area is important. I’m also increasing the time my 

bookkeeper spends on my financials, so I can be 

less distracted by paperwork.”



Pennsylvania | California | Florida | Massachusetts | Michigan
800-523-2721 | www.BodekandRhodes.com

E X C L U S I V E  N A T I O N A L  W H O L E S A L E R

asi/40788

WELCOME TO THE NEXT LEVEL

S O F T E R  F A B R I C S .  G R E A T  F I T .  P R I C E D  R I G H T.

Circle 22 on Free Info Card or visit www.stitches.com/freeinfo
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reader threads             tips, tricks of the trade and feedback

Every article in the November Stitches 
was of interest to me, but “The Hopeful 
Nichepreneur” article in the “Mentor for 
a Month” series really stands out. I could 
substitute my name for the mentee, Rosa-
lie Hale-Richardson. Many of Rosalie’s 
issues are also mine. Mentor Joyce Jagger’s 
advice was spot on. I know I need to mar-
ket myself. I’ve tried to do a lot of craft 
shows and have enough different products 
to sell that might please the masses, but 
now I realize I need to find my niche and 
stick with it. 

On another note, I always look forward 
to the Stitches Golden Needle Awards cov-
erage. The creativity of the entries is unpar-
alleled. This year’s winner in the Embroi-
dery, Design of the Year, Artistic, Fashion 
category, “Vivid Butterfly and Bee” by 
Cory Dean and Emily Cheney of Emerald 
City Embroidery (asi/701536), is a design 
that sings to me. I can’t even fathom how 
it was digitized to produce such personality 
in the butterfly and bee. The bee’s eyes are 
so real and expressive, and the color layer-
ing is outstanding. This design is awesome! 
I can’t put the cover of Stitches down – I’m 
enjoying the bee too much! Congratula-
tions to these two thread artists!

Thank you for a fine publication that’s 
loaded with tips, tricks, educational tutor-
ing and advice to help embroiderers excel 
at their craft.

Diane Burrows
Stitch It Embroidery

Readers respond to December’s “Stitch up 
the Big Screen” article. We also asked: Are 
your customers asking you to combine embroi-
dery with other forms of decoration?

Yes, our customers are asking us to 
combine embroidery with other forms of 
decoration, and we’re also suggesting it to 
them. I’d estimate that we handle five to 
10 orders per month that have a combina-
tion of screen printing and embroidery on 

the same item. Typically, we do the screen 
printing first and then add embroidery or 
appliqué. Some orders require registration 
between the two media, but most are loose 
registration. 

Dan Okelberry
Sales/Design, Shirts101.com (asi/179638)

Excellent article. I love the idea of com-
bining screen printing, embroidery and 
rhinestones. My to-do list now includes 
finding a local screen printer who can help 
me produce this type of product.

Jane Swanzy
Swan Threads

Our customers haven’t increased their 
demand for multimedia to any great 
extent, but we’re seeing a steady increase 
in the complexity and the number of 
decorated areas per garment. Most of 
our requests have been for distressed 
appliqué over screen printing, some-
thing we’ve experimented with and have 
gotten comfortable turning out. We’re 
strong because we have all of our design 
and production capabilities, from raw art 
to digitizing to almost any kind of deco-

ration, under one roof. In our art depart-
ment, we come together, develop a plan of 
attack and consult with our skilled printers 
and machine operators to get everything 
aligned in the setup phase so that they run 
smoothly in production. 

Erich Campbell
Black Duck Inc. (asi/140730)

It’s best to use sublimation instead of 
screen printing as the base for embroidery, 
because it’s smooth. We’ve done many 
quilt squares in sublimation of portraits 
that became the centers for full quilts. The 
borders were embroidered. Pretty classy.

David Collin
Busy Bees Embroidery, Screen Printing & 

Promotional Products

I’m constantly being asked to revise 
patterns to make them less labor-intense. 
More often than not, after I review the 
design and materials required, I’m filling 
space using a combination of techniques. 
The graphic contrast that appliqué brings 
to the fabric surface looks rich and is an 
efficient surface-area cover. I’ve inter-
preted a number of my patterns in ways 
to make them sell – the key to cash flow. 
Here’s a photo (above) of a pattern I’ve 
created using hand-guided techniques 
and custom-dyed chenille – interpreted 
in two economical options, one in appli-
qué with satin stitching and one in satin 
stitching with a pattern overlay.

Michael Savoia
Villa Savoia Inc.

Embroidery’s Voice & Vision                                                                          NOVEMBER 2010
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BlueGeneration®

For three generations our family has specialized in manufacturing and importing

wearing apparel. Family owned and operated for 67 years, we remain mindful of our

humble beginnings and operate with a distinctive "Family Touch".

Our most coveted recognition came from the Advertising Specialty Institute this past

year. We were voted "ASI Family Business of the Year"...and repeated as a “5 Star

Supplier”. Also, Eric was named once again to the "Power 50" list compiled by Counselor

Magazine.

Today Blue Generation is recognized as a leader in the Logo Ready Apparel industry.

Our totally vertical overseas facilities, employing over 2500 workers, controls production

from yarn spinning to the finished product.

Customer service and satisfaction are at the heart of our daily endeavors. Our state of

the art customer service center is acclaimed industry wide for experience and customer

satisfaction. We continually strive to deliver a better quality garment with superior value.

As always, our goal is to back up our dealers with deep inventories...at all costs!

Without question, we are most well known for our incomparable color and size selection.

60 color combinations for 2011...sizes up to 10XL...and Talls! We outfit the entire team

from "Top to Bottom"...in color coordinated knit and woven shirts, pants, shorts, aprons,

ties and outerwear. Our collections are designed to match the requirements of every job

"from the mailroom to the boardroom".

In 2011, your clients will love our New Shadow Stripe Polos...exciting New Classic Twill

Jackets, New Moisture Wicking Polos...plus our New Fine Line Peached Twill Shirt

collection. We've added lots of colors to many of our existing styles, including our new

fashion color this year "Mulberry"!

Every product in this catalog is designed and manufactured by Blue Generation.

We are fiercely protective of our quality and reputation, because it is under our family

name. This is not only our business, it is our family tradition.

Believe us when we say, we are grateful for every order entrusted to our care.

Please contact us to order our new expanded catalog...experience the Blue Generation

difference.

Phillip & Eric Rubin
M. Rubin & Sons

Valued Clients:

CEO Philip Rubin and

President Eric Rubin

receiving the ASI

“Family Business of Year”

Award.

Blue Generation

has again been voted

“5 Star Supplier” by

Advertising Specialty Institute

serving the promotional

products industry with over

22,000 members

Industry awards

ADVERTISEMENT



INTRODUCING OUR SOFT AND COMFORTABLE YARN DYED, EMBROIDERY 

FRIENDLY,  SHADOW STRIPED POLOS.  WRINKLE-RESISTANT INTERLOCK 

FABRIC. AVAILABLE IN AN ARRAY OF 7 BEAUTIFUL COLORS. PERFECT FOR 

ANY EVENT OR CASUAL DRESS ENVIRONMENT.

NEW!

ELEGANT SHADOW STRIPES

BG7211

BG6211

ADVERTISEMENT



ADVERTISEMENT

Our most popular knits and 
wovens with stain release  
in 25 matching colors.

BLUE GENERATION’S “SUPERBLEND” PIQUE POLOS IN BREATHABLE 

60/40 COTTON/POLY MESH FABRIC  SPECIALLY DEVELOPED FOR 

COMFORT AND EASY CARE. STAIN RELEASE AND WRINKLE RESISTANT,  

COLOR LOCK TECHNOLOGY RESISTS FADING. POLO COLLECTION 

AVAILABLE IN MEN’S AND LADIES, LONG AND SHORT SLEEVE, MEN’S 

WITH POCKETS, LADIES V-NECK STYLE AND YOUTH.

BG6204

BG7204

BG5204



FAVORED BY OUR CUSTOMERS FOR THEIR EXCEPTIONAL 

VERSATILITY , OUR LIGHTWEIGHT 65/35 POLY/ COTTON BLEND 

POPLIN SHIRTS OFFER THE PERFECT SOLUTION FOR ANY TASK. 

EASY CARE, STAIN RELEASE AND WRINKLE RESISTANT. AVAILABLE 

IN MEN’S AND LADIES, LONG AND SHORT SLEEVE, BIG AND TALL. 

CAMP SHIRTS ALSO AVAILABLE.

ADVERTISEMENT

BG6216

BG6216S BG7216S

BG7216



NEW!

MOISTURE MANAGEMENT

WICKING POLO

BG6223

BG7223

WE’VE ADDED A GREAT NEW STYLE TO OUR MOISTURE WICKING COLLECTION. KEEP COOL 

AND COMFORTABLE IN COOL-TEMP
TM MOISTURE WICKING POLOS WITH 3M SCOTCHGARD. 

STAIN RELEASE, WRINKLE RESISTANT AND EASY CARE. MEN’S AND LADIES IN 8 VIBRANT 

COLORS. ALSO AVAILABLE IN SOLID POLOS, T-SHIRTS,  2-TONE PIPED TRIM POLOS AND 

LONG SLEEVE PULLOVERS.

ADVERTISEMENT

COOL-TEMP IS A REG. TM OF M. RUBIN & SONS



ADVERTISEMENT

OUR PREMIUM  65/35 POLY/COTTON  TEFLON TREATED 

TWILLS ARE PROVEN WINNERS  AS A MOST DURABLE SHIRT.   

MEN’S AND LADIES LONG AND SHORT SLEEVE, BIG AND 

TALL SIZES.  13 BRILLIANT COLORS. SEE OUR MATCHING 

TEFLON TREATED PIQUES BG 7203/6203.

BG6217

BG7217

PERFECT FOR A MESSY JOB!

TEFLON TREATED TWILLS

TEFLON IS A REG. TM OF DUPONT



ADVERTISEMENT

POLAR FLEECE

NEW! 
CLASSIC TWILL 

JACKETS 

KEEP COZY AND  WARM IN BLUE GENERATION’S  

“POLAR-FACE” POLAR FLEECE. THE COLLECTION 

INCLUDES FULL ZIP FRONT JACKETS,  ½ ZIP PULL-

OVER AND VEST. INCREDIBLY SOFT AND VERSATILE 

9.6 OUNCE ANTI-PILLING POLAR FLEECE.  

BG-9951

NEW! CLASSIC TWILL 

JACKETS LIGHTWEIGHT, 

UNLINED TEFLON  TREATED 

TWILL JACKETS IN DISTINC-

TIVE MEN’S AND LADIES 

SILHOUETTES. AN INCREDIBLE 

SELECTION OF 11 COLORS AT 

AN IRRESISTIBLE PRICE.

CONTACT US FOR NEW 2011 CATALOG

TEL: 888-336-4687  FAX: 888-744-7887   E-MAIL INFO@BLUEGENERATION.COM 

WWW.BLUEGENERATION.COM
40653 62742 BLUE0006

BG6951

BG6922

BG9922
BG6922

BG9922
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Dear Phil,

I’m looking for long chef aprons in black –I need your 

help! – Jay

You can find an ankle-length black bib apron (2001882) 
with adjustable straps from Berghoff International 
(asi/40217); (727) 853-3355; www.berghoff-usa.com. Also 
try Two Lumps of Sugar (asi/92389); (212) 966-1303; 
www.twolumpsofsugar.com; this supplier carries dozens of 
coated aprons, including waist and bib styles in a vari-
ety of colors. Lastly, check out the black polyester chef 
apron (A16) from Country Line (asi/46764); (416) 740-
3711; www.countryline.ca.

 ...

Dear Phil,

I’m looking for pullover hoodies that have shoestrings 

in the placket. Thank you for your hard work looking 

for items for everyone and me. You’re so appreciated! 

– Virginia

Boy, do I have some suggestions for you! There are a 
handful of suppliers that carry pullover hoodies with 
lace-up plackets. Start by checking out Arrow Hockey 
and Sport (asi/68887); (800) 343-5216; www.arrowhockey.
com. It carries a 9.5-oz., heavyweight hoodie (TM-
ESTLH) in gray with a white shoelace. Also try Sportco 
(asi/88793); (630) 544-3520; www.sportcousa.com; it offers 
a lace-up hoodie (SA104) in a cotton/polyester blend. 
And if neither of those tickle your fancy, go to Game 
Sportswear (asi/55752); (914) 962-1701; www.gamesports
wear.com, where you can find a hockey hoodie (8200) 
with a large front pouch pocket that comes in several 
color combinations.

 ...

Dear Phil,

Is there a supplier that offers youth sizes in denim? – 

Georgianne 

Of course, we can’t forget the kids! Check out youth 
denim jackets at Apparelstar Inc. (asi/36539); (866) 
204-4042; www.apparelstarimports.com. They’re high-

Got a question 
for Phil? If you can’t 

find what you’re looking 

for in the Embroiderers 

Sourcing Guide, write to: 

Stitches, Attn: Phil Stitch, 

4800 Street Rd., Trevose, 

PA 19053. Or fax your 

question to (215) 953-3107. 

For the quickest response, 

e-mail askphil@asicentral.

com. For RN inquiries, 

visit www.stitches.com 

for the RN Database link. 

Although I try my best, I 

can’t always answer every 

request, so please continue 

your search on your own. 

Remember, if you contact 

the companies I mention, 

tell them you heard about 

them here! 

end retail-quality and come in several washes and 
sizes for a range of ages. For youth-size, short-sleeve 
denim shirts (RS 501 BD) in 29 colors, go to Tutti/
Bowlingwear.com (asi/92356); (800) 777-4284; www.2t2t.
com. Lastly, for some youth head-to-toe denim 
options, check out the bib overalls (KOV11906) with 
adjustable suspender straps from A Design N Time 
(asi/30264); (719) 347-0166; www.dntproducts.com. Any 
child will look adorable in these items!

 ...

Dear Phil,

Do you have any suggestions for argyle sweaters 

(not vests), with choices for men and women in a 

moderate price range? – Kate 

I found some argyle sweater styles that will keep your 
clients cozy and fashionable all season long. For a 
unisex, long-sleeve, button-down cardigan (77217) 
made of argyle wool, check out Hammacher Schlem-
mer (asi/59444); (866) 714-0530; www.hammacher.
com. You can also try Skins Game (asi/87629); (949) 
885-0143; www.skinsgameclothing.com. This supplier 
has a men’s long-sleeve argyle sweater (SP04) made 
of an acrylic/tencel/wool blend; it’s available in khaki 
and navy. 

 ...

Dear Phil,

Do you know any suppliers that carry made-in-the-

USA denim shirts? Please help! – Rick

It’s all about the denim these days! I found some great 
“born-in-the-USA” denim shirts available in men’s 
and women’s short- and long-sleeve styles. For a shirt  
(RS 500BD) with 29 color choices, go to  
Tutti/Bowlingwear.com (asi/92356); (800) 777-4284; 
www.2t2t.com. Two shirt styles (W11 and W13) 
with front pockets and flaps can be found at TYCA 
(asi/92370); (800) 522-5387; www.tyca.com. Another 
option is the 8-oz. 100% washed cotton denim shirt 
(women’s, 10419; men’s, 10068) available from Union 
Line/Graybear (asi/92508); (800) 632-2308; www.
unionmadeclothing.com.



Samanta Cortes, Fashion 

Design Concepts Inc.

Personalization is one of the 
industry’s rapidly growing 
market sectors. Make your 
buyers feel that they’re part 

of the creative process. That’s essential to 
growing that side of your business.

Steve Freeman, Qdigitzing.

com (asi/700501)

I’d tell embroiderers who 
want to revamp their busi-
nesses to first look at their 
marketing strategies and 

do a “gut check” on what they’re doing to 
market their firms. Even the most success-
ful shop is subject to the whims of cyclical 
business patterns. To combat downturns, 
a shop owner must be constantly building 
his brand. No business is too small for this 
concept. Marketing is where it’s at, so you 
need to constantly be promoting yourself 
and your services to keep top of mind.

Howard Potter,  

A & P Master Images

Embroiderers need to focus 
first on customer service 
and quality. These things go 
hand in hand. Think about 

the small things you can do to serve your 
customer better: When a client comes 
into your shop, do you keep her waiting? 
Don’t. Make her the center of your atten-
tion. When she places an order, give her an 
in-hand date and stick to it – or be early. 
One thing customers can’t stand is missed 
deadlines. Also, show your client around 
your shop and show her how you produce 
your product. Customers love when you 
take time out of your day to do that. 

Quality is the most important revamp 
you should look at in 2011. There are a 
lot of small ways to improve overall quality 

For embroiderers who want to revamp 
their businesses in 2011, what area would 
you tell them to focus on first? 

think tank  ask the Editorial Advisory Board
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that decorators often overlook. For exam-
ple, when you cut your backing, do you cut 
as close to the design as possible? Don’t 
ever leave loose threads. Don’t skimp 
on stitch count just to speed the job up. 
When you box the finished product, do 
you fold the items neatly and then label 
it with what’s inside in detail by size and 
item number? Again, try to make it a goal 
to get as many orders done one day ahead 
of the in-hand date. 

These all might be small things, but they 
add up to much bigger things. From my 
company’s experience in the past year, I can 
tell you this is how we’ve acquired and kept 
large clients, such as 12 local Home Depot 
stores, a Walmart distribution center and 
the American Heart Association, among 
others. So, pay attention to the smaller 
details. You’ll find that a lot of your com-
petitors don’t. 

Jane Swanzy, Swan Threads

Embroiderers should con-
sider how they can become 
more efficient and cost-
effective, and that means 
taking a look at their pro-
cesses. For example, invest-
ing in new equipment can 

save them time in the long run – and make 
them more money because they can pro-
duce larger quantities. Magnetic hoops are 
a good example of this. Hooping heavy gar-
ments is difficult and time-consuming for 
most decorators. With the magnetic hoop, 
the process takes a fraction of the time as 
regular hoops, so you can decorate more 
items in the same amount of time. Remem-
ber, more items going out your door means 
more money coming in your door. .

Send your question for the Stitches Editorial 

Advisory Board to nrollender@asicentral.com.

asi/35297
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C
lothing designer Jennifer 
Bryan has a dream job: She 
outfi ts the characters on the 

hit CW television series, The Vampire 
Diaries. How does she get started? 
“Once I get the script for the episode, 
I break it down character by character 
as to what they’re doing” and tailor 
each look to that character’s role in 
the episode, she says. To make things 
even more challenging, “We’ve got 
photo and stunt doubles, so even 
though you’re seeing only one out-
fi t, I probably have made fi ve to six 
duplicates of it,” she says. 

The Jamaican-born designer says 
she uses her embroidery and screen-
printing resources when she’s cre-
ating logoed and other decorated 
shirts, uniforms and “placeholder” 
garments for the show. “Look, 
you’re not going to fi nd a Mystic 
Falls historic T-shirt at J. Crew, so I 
work with outside embroiderers and 
screen printers,” Bryan says.

Bryan also incorporates other types 
of embellishment into her costuming 

work. “We’ve been using studding 
quite a bit, with metal 3-D pyra-
mids and dome studs,” she says. “I’ve 
moved away from the refl ective, shiny 
stuff because the palette for the show 
is dark. If I use the studs, I use oxi-
dized metals to achieve raised texture, 
but not necessarily all-out bling.” 

Bryan got her start on Broad-
way before working her way up to 
design for Martin Scorsese’s Good-
fellas, NBC’s Las Vegas, James Cam-
eron’s Dark Angel, plus Northshore, 
The Agency, Barbershop 2: Back in 
Business, G and Major Payne, among 
others. She often designs costumes 
from scratch, something she enjoys 
because it takes her back to her the-
ater beginnings. “For example, I just 
did an episode set in 1600s Bulgaria, 
where I needed to create a peasant 
costume,” she says. “When I start 
from scratch, research is so impor-
tant. I had to fi nd a trim that’s new in 
terms of durability, but distinctively 
like the embroidery trim from that 
time period.”

Want to help your clients pull off  this style? Pair this purple perfect-fit tee (T15ACD) 

from Boxercraft (asi/41325; circle 152 on Free Info Card) with a pair of their favorite 

jeans and boots, then top it off  with this plush leather jacket (LJ9665-0) from 

Ashlin BPG Marketing. (asi/37138; circle 153 on Free Info Card).  

Get the Look
When The Vampire 

Diaries actress Nina 

Dobrev “went to Austra-

lia this summer to do a 

promotion for the show, 

her female fans showed 

up wearing her ‘look,’ 

with a scoopneck T-shirt, 

a leather jacket with the 

sleeves pushed up, skinny 

jeans and boots,” says 

Jennifer Bryan, costume 

designer for the hit show. 
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The Vampire 

Diaries actress 

Nina Dobrev at 

the Lia Sophia 

Upfront Suite 

at The London 

Hotel in New 

York City.

Stitchers to the Stars

look book   your guide to what's hot, new and now 
By Andraya Vantrease
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look book

T
here was quite a stir in the 
embroidery world when Ameri-
can Idol judge Simon Cowell 

received a monogrammed handker-
chief as a parting gift from the show. 
And in recent seasons of the show, 
more contestants have been sporting 
embroidered, appliquéd and screen-
printed duds while they perform on 
stage. Making the most of embellish-
ments, glitz and glam is 2010’s run-
ner-up, Adam Lambert, who rocks 
out-there apparel during his perfor-
mances and in his music videos.

Jonny Cota, designer and founder 
of Los Angeles-based Skingraft, 
designed costumes for Lambert’s 
Glam Nation Tour, which began 
in June in Pennsylvania and ended 
in December in Los Angeles. Cota, 
who has designed costumes for Fer-
gie, Rihanna and Marilyn Manson, 
says that Lambert was interesting to 
work with because he was so open to 
new ideas. “Adam’s style differs from 
most of the artists out there,” says 
the 27-year-old Cota, who launched 
his career by designing costumes for 
performance art. “That’s because 
he’s very willing to take chances and 
to push his appearance to embel-
lished extremes. He’s quite visionary 
in that way.” 

Lambert, who sports a lot of dark 
colors, such as black, purple, green 

and blue, never leaves home with-
out his leather jacket. Cota designed 
several leather jackets for Lambert’s 
international tour, using a number 
of different techniques to achieve the 
fi nal look. “First, we hand-painted 
the stripes to give the leather an 
organic and worn feel,” Cota says. 
“We also sewed on numerous layers 
of intricately cut leather appliqué, 
all of which was hand-painted and 
antiqued. The entire jacket was cov-
ered in metal studs and small jewels, 
including Swarovski crystals. We fi n-
ished the piece by aging each indi-
vidual seam with a black mixture of 
paint and dye to give it an antiqued 
and aged look.”

Many Skingraft designs go hand-in-
hand with Lambert’s style. “He loves 
intricate leather designs and embel-
lishments,” Cota says. “Adam wanted 
something haunting and ghostly, but 
also something with a lot of structure 
and emboldened by color. His favor-
ite color at the time was blue, so he 
was very excited to incorporate it with 
more neutral colors like black and 
bone.”

Inside Info
“Adam Lambert’s personal style just 

so happens to match the current 

trend of big, bold shoulders, detailed 

embellishments and a formfitting 

silhouette,” says Jonny Cota, founder 

of Skingraft and costume designer 

for Lambert’s Glam Nation Tour.
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Glitz, Glam and 

Adam Lambert



DEVOTED TO        HELPING APPAREL DECORATORS ACHIEVE SUCCESS

®2

Start with one machine and grow your investment with multiple ESP 9100’s 
networked as a “Modular Multi-Head” system. The most productive, efficient 
and versatile embroidery system in the market today. 

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 
different jobs at the same time or mass production of one job, saving your 
company valuable scheduling resources. Also during machine operation 
when one embroidery head stops, the others keep going, unlike traditional 
multi-head systems. 

NETWORKED MODULAR SYSTEMS, 

THE OTHER MULTI-HEAD SOLUTION

$0*
DOWN

On EXPERT ESP9100 NET1, NET2,  
NET4 and NET6-head systems  
(*based on approved credit)

FAMOUS FOR ITS EXCELLENCE 

IN RELIABILITY AND VALUE.

NUMBER ONE IN DIGITAL 

GARMENT PRINTERS.

Toll-free  1-800-872-1555

The DTG Viper was engineered from the ground 
up to offer higher speed prints with acute  
accuracy (utilizing precise engineering solutions 
that are unrivaled in this industry) and most 
importantly, white ink printing reliability!!
s��.EW�0ATENTED�h7)-3v�7HITE�)NK�-ANAGEMENT� 

System for reliable white ink prints
s��$4'�%XCLUSIVE�0RESSURIZED�#-9+� 
)NK�3YSTEM
s��,OWEST�INK�COST
s��0RINTS�UP�TO�����GARMENTS�PER�HOUR� 

(less for dark garments with white ink)
s��#ONVEYOR�0LATEN�DRIVE�SYSTEM�FOR�SUPER� 

accurate prints
s��%XCLUSIVE���9EAR�7ARRANTY�
�,ONGEST�WARRANTY� 

in the digital garment printers industry
s��)NDUSTRY�,ARGEST�0RINT�!REA�����X���� Garment Printer

SERVICE,

EQUIPMENT

& SUPPORT

Industry Exclusive “WIMS” 
White Ink Management System

Call today to learn more about building a 
profitable apparel decorating business.

4537 South Dale Mabry Hwy.          Tampa, FL 33611

www.pantograms.com

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 
0ANTOGRAMS�����YEARS�OF�SERVICE��SUPPORT�AND�BUSINESS�TRAINING�

PRO1504 - 15 Needle Four Head

PRO1500 
15 Needle 
Compact 
Single 
Head
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5 Year
Warranty
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lettering and editing embroidery software 
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As Designed By TOYOTA 

Exclusive 4-2-1 Platen System - Print up to 4 identical or different designs at the same time!

Follow us on Facebook.
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P
erformance wear is the latest craze 
because of its stretchy, smooth feel 
and highly technological features. 

With increased customer requests for 
performance wear, decorators are adapt-
ing to the polyester fabrics when adding 
logos and embellishments to the gar-
ments. Although these fabrics aren’t new 
to the industry, some decorators are fi nd-
ing it diffi cult to deal with the fl exibility 
of the fi bers.

Glenn O’Young, vice president of mar-
keting at Tri-Mountain/Mountain Gear 
(asi/92125), agrees that these fabrics are 
harder to decorate, but that it shouldn’t stop 
anyone from decorating them. “Embroider-
ers defi nitely need to take a look at a perfor-
mance garment and get a feel for how dif-
fi cult it is due to the stretch,” he says. “Most 
performance items are 100% poly – and not 
all polys behave the same. It comes down 
to the garment’s weight and the texture, so 
there are a lot of things that make decorat-
ing polys more of an art than a science.” 

O’Young suggests that decorators play 
around with different backings to mini-

mize puckering, or try heat transfers. 
“We’ve started to do a lot of heat trans-
fers on performance fabrics because it 
looks great,” he says. “And, you don’t deal 
with puckering. Wearers don’t feel the 
transfer against their skin, either. I think 
heat transfers are going to become a more 
common way to decorate performance 
items that are either poly or poly blends.”

Ronnie Alschuler, sales manager at 
Sierra Pacifi c Apparel (asi/87224), notes 
a few other decoration problems: “If an 
embroiderer doesn’t use the right needles 
on some of these treated fabrics, you’ll 
burst the fabrics. If you’re a screen printer 
and you use the wrong amount of heat on 
these polyester fabrics, you can shrink the 
garment tremendously.”

Most performance outerwear items are 
easier to decorate than the popular, thin, 
one-layer polos. “We really haven’t had 
much trouble with decorating outerwear 
with embroidery,” says Jessica Strain, 
marketing manager at Dri Duck Traders 
(asi/50835). “We’re also using laser burn-
ing and laser etching with our fl eece. With 
this technique, it doesn’t make a difference 
whether you have an undershirt on or not 
because it is soft. It’s also cost-effective, 
which makes a big difference” to buyers.

Decorations That Perform

With its water-repellent, 100% SoftCool performance-

fabric shell and fleece-lined body, the Starter (988) 

jacket is designed to suit athletes playing any sport. The 

jacket features contrast colorblocking on the sleeves 

and underarm and fashionable striping on the cuff s and 

bottom hem. Available from Tonix Corp. (asi/91440); circle 

154 on Free Info Card.

This long-sleeve mesh shirt (3405) is made from anti-pill, 

fade-free performance fabric with wicking properties 

and UV protection. Available from Vantage Apparel 

(asi/93390); circle 155 on Free Info Card.

Expert Decorator Tips
Heat transfers and laser etching work well on performance fabrics. “Heat transfers are a 

full-color option that works on mostly all colors and fabrics, but it isn’t as soft and pliable as 

etching,” says Rob Dubow, owner of St. Cloud, MN-based Dubow Textile Inc. (asi/700107). 

“Laser etching is a tone-on-tone decoration technique, working best on mid-color fabrics.” 

When it comes to cost, the two are about equal. “Actual time and labor costs are less 

for laser work than for heat transfers,” Dubow says. “However, startup costs for laser 

equipment are substantially more than for heat transfers.” 

Dubow also says not to rule out embroidery for performance fabrics. Of course, “The 

digitizing, backing and operator experience in handling can make or break the appear-

ance, but the same goes for heat transfers and laser etching,” he says.

Vantage Apparel (asi/93390; circle 155 on Free Info Card) off ers 

this lime mesh polo (2601) with colorful left-chest decoration 

for women who want to brighten up their wardrobe.
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Creation & Control 
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understand methods of making your embroidery run and look 
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creator Walter Floriani.   
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import, your profit!
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Walt’s newest educational technique, “The Self Teaching 

Method” will also be revealed to you in a step by step outline 

which will have you stitching like the Masters in no time.

Selling the Difference Is Marketing 101: 
You may have been selling embroidery or embellishment for 

years, but have you been selling the difference? Learn the 
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competition in today’s hostile embroidery industry. 

AND MORE!

This will be the most profitable three days you 
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It’s 
Not 
Easy 
Being 
Green.

Doing the right thing rarely is. 

The word sustainability has 

become an important part of 

our business as we strive to 

ensure that we are doing the 

right thing for our families, 

community and environment. 

When you choose our quality 

products, you help us realize 

our global commitment to 

sustainability. 

Embroidery Threads

www.robison-anton.com
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f you don’t carry patches and badges in your 
product line, you could be missing opportuni-
ties to tap a whole host of markets. Among these 

are police, fire, EMTs, motorcycle owners, truckers, 
surfers, skateboarders and snowboarders, says Rich 
“Dr. Patch” Soergel, president and creative director 
of Pacific Sportswear & Emblem Co. Soergel says 
Pacific Sportswear has even broken into the chil-
dren’s patch market.

However, the two most popular markets for 
patches seem to be cops and bikers. So why not com-
bine the two? “I did an order for a motorcycle club 
consisting of police officers,” says Erich Campbell, 
digitizer and e-commerce manager for Albuquerque, 
NM-based Black Duck Inc. (asi/140730). “This job 
consisted of custom, waving-banner top and bottom 
rocker patches with a large center patch of a skull 
sporting a cowboy hat.” The patches were custom-
shaped and satin-edged.

The only hiccup in the order process, from Campbell’s perspective, was that the offi-
cers wanted to do small runs and add to their order as new members entered the group. 
“So, we really couldn’t have the patches made traditionally,” he says. 

Campbell used an appliqué plotter to cut pressure-sensitive twill for the base before 
stitching the logo on the cut pieces. He also used a water-soluble backing so that any rem-

nants left after the initial removal 
of the backing could be easily 
melted away.

By the completion of the proj-
ect, Campbell’s crew had man-
aged to create a large overall 
design area with few stitches, 
while preserving the detailed and 
subtly dimensional look of the 
original artwork through the use 
of satin-stitch carving on the skull 
portion. 

One of the more interesting 
elements of the badge, according 
to Campbell, was the “99%” text 
in the middle of it, “denoting the 
oft-referenced literature stating 
that 99% of motorcycle riders are 
law-abiding citizens, and openly 
rejecting the ‘1%’ patches worn 
by the grittier segment of motor-
cycle clubs,” he says. – Shane Dale

The Coolest Patches

Patches, like this custom one from Black Duck Inc. (asi/140730; circle 

156 on Free Info Card) are big with motorcycle clubs due to their 

inherent need to identify themselves and their members.

Patches come in all shapes, sizes, colors 

and silhouettes. Custom patches available 

from Pacific Sportswear & Emblem Co. 

(circle 157 on Free Info Card).
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Charles River Apparel (asi/44620) has 

earned the 94th spot on Boston Business 

Journal’s “Area’s 100 Largest Private Compa-

nies” annual list.

Floriani Commercial Embroidery has intro-

duced Floriani Total Control with features 

that include custom thread charts, emboss 

lines, image fading, an inside-out text option, 

the ability to save designs as .jpgs, a trim 

button, and the ability to insert a needle 

change for quickly adding a color change to 

an element. 

Image Apparel Solutions (asi/62291) in 

Wheeling, IL has joined ASI as a supplier 

decorator member.

Imprintables Warehouse (asi/58475) has 

promoted Adam Yukish to national sales 

manager.

Pulse offers bar coding for Automating 

Embroidery Production at every level of 

Tajima DG/ML by Pulse software. 

SanMar (asi/84863) has hired Nick Esh-

kenazi to the newly created role of chief 

information officer.

Stahls’ ID Direct has introduced Cad-Cut 

Flock heat-transfer material that features 

a soft, suede-like texture that applies to 

uniforms and fashion wear. 

Wilcom International and Corel have 

announced the latest versions of Wilcom 

DecoStudio e2 and EmbroideryStudio e2 

integrated with CorelDRAW Graphics Suite 

X5. The enhancements to these versions 

have been explicitly designed to improve 

efficiency in multi-decoration design, cus-

tomer approvals and production. 

NEWS BRIEFS
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Over a century in the business 

has taught us a few things 

about what it takes to keep 

the customer satisfi ed. The 

fi nest quality, the best selection 

and outstanding service. With 

the fi nest global distribution 

network in the industry, we can 

serve our customers right were 

we are needed. 

Embroidery Threads

Nobody 

Does it 

Better.

www.robison-anton.com

ANDRAYA VANTREASE is an editorial intern for 

Stitches. Contact: avantrease@asicentral.com.

CALENDAR
Jan. 3-6, Marlboro, MA

New England Apparel Club Show

(781) 326-9223; www.neacshow.com

Jan. 3-7, Boston; Long Island, NY; New Jersey; 

Philadelphia; Baltimore

Advantages Roadshow

(800) 546-3300; www.asishow.com

Jan. 8-11, Oaks, PA

Philadelphia Gift Show

(678) 285-3976; www.philadelphiagift

show.com

Jan. 8-11, San Francisco

San Francisco International Gift Fair

(678) 285-3976; www.sfigf.com

Jan. 11-12, New York City

DIRECTION by Indigo, International Exhibition 

of Creative Textile Design

(646) 351-1942;  

www.directionshow.com 

Jan. 17-21, Raleigh, NC; Charlotte, NC; Atlanta; 

Nashville, TN; Memphis, TN

Advantages Roadshow

(800) 546-3300;  

www.asishow.com

Jan. 19, Atlanta

Stitches Roadshow

(800) 546-3300; www.asishow.com

Jan. 21-23, Long Beach, CA

ISS Show 

(800) 241-9034; www.issshows.com

Jan. 22-24, Orlando, FL

Orlando Gift Show

(678) 285-3976; www.orlandogiftshow.com

Jan. 23-25, Orlando, FL

ASI Show 

(800) 546-3300; www.asishow.com  

Jan. 29-Feb. 3, New York City

New York International Gift Fair

(914) 421-3200; www.nyigf.com

Jan. 31-Feb. 4, Seattle; Portland, OR; Sacra-

mento, CA; Concord, CA; San Jose, CA

Advantages Roadshow

(800) 546-3300;  

www.asishow.com
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By Geri Finio

The Team

Interior 

Designer: Beth 

Kelleher, owner, 

Moorestown, NJ-

based A Diff erent 

Color

Embroidery 

Artist: Geri Finio, 

owner, Moore-

stown, NJ-based 

Studio 187

Sewing Profes-

sional: Dana 

Schroll, owner, 

Moorestown, 

NJ-based Dana 

Schroll Interiors

Photography: Tom Sheckels, Sheckels Creations Photography

on the art side : a high-end project from start to finish

About the Project: 
Custom Roman Shades
Beth Kelleher, interior designer and owner of Moorestown, NJ-
based A Different Color, had a challenge: Her client wanted a 
unique, custom window treatment to match the theme of fam-
ily-heirloom furniture, which Kelleher had refi nished and reup-
holstered with updated fabrics. Kelleher found inspiration in a 
photograph of a hand-embroidered shade from the Van Gestel 
Clé home located in Malines, Belgium, and featured in Stephanie 
Hoppen’s The New Curtain Book. 

The client was drawn to the hand-embroidered shade in Hop-
pen’s book, so Kelleher suggested adding an embroidered Roman 
shade to draperies she had already designed. One challenge was 
keeping within the budget, since a hand-embroidered shade 
would be cost-prohibitive. That’s when Dana Schroll, owner of 
Moorestown, NJ-based Dana Schroll Interiors, suggested that she 
and Kelleher work with me, a skilled custom machine and hand 
embroiderer.

Custom window treatments present unexpected challenges 
such as assembly/construction details and, in this project, 
embroidery layout. We needed to ensure that the embroidery 
design remained the focal point whether the shade was up or 
down, so we had to really focus on proper design size and lay-
out. For an embroiderer to be a true partner in a higher-end 
design project such as this, understanding fabric hand, weight, 
density, thread, seam allowances and more are all required skills 
to ensure a beautiful outcome.
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Toll Free 800-456-3727  

www.mesadist.com
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Step 1:
We team up. I’ve known Schroll for 
more than 16 years, and she’s worked with 
Kelleher for many years doing window 
treatments/installation, upholstery and 
home accessories. When Kelleher brought 
Schroll on board for this particular project, 
she recommended that they include me, a 
skilled embroiderer, to execute the digi-
tizing and stitchery portion of this proj-
ect. We each bring a specific talent to this 
project: Kelleher’s talent is interior design; 
she can put together a room from start to 
finish with creative flair. Schroll can sew 
with detail and precision like no one else. 
And, I’ve blended my hand embroidery 
and computer skills to produce machine 
embroidery with a distinct, refined look.

Tip: I recommend all machine embroi-
derers learn basic hand-stitching techniques 
and familiarize themselves with the differ-
ent cultural styles and types of embroidery 
stitches. This will improve your embroi-
dery craftsmanship – and allow you to take 
on higher-end projects with ease. 

For example, with experience in hand 
embroidery, understanding digitizing 
becomes inherent. You’ll learn and under-
stand pathing, stitch direction, tension, 
fabric reaction and needle use with the 
exercise of hand embroidery. The moment 
you manually start stitching with needle 
and thread, you’re digitizing and embroi-
dering. If you’re new to digitizing, you’ll 
learn about programming needs, and then 
you can learn a digitizing program. When 
I watch a sewout of a design, I immediately 
recognize the skill of the digitizer by how 
the sewout is pathed; I can see the founda-
tion stitching (or underlay) and how it was 
programmed, and the overall use of density.

Step 2:
We select the design. A stock design called 
Mexican Tole Art from Great Notions 

(www.greatnotions.com) was perfect for the 
effect we wanted to achieve, since the ele-
ments in the design picked up on some of 
the natural motifs in the client’s area rug. 
We decided to tweak the design and select 
a color palette specific to the room.

Step 3:
We select the colors. Since the original 
stock design was programmed for seven 
colors, we were able choose a larger pal-
ette; we wanted the colors to be a gradi-
ent from one to the next. We referred 
to our inspiration photograph of the Van 
Gestel Clé home, and also to the existing 
colors in the client’s room. We started 
with a monochromatic palette of yellows 
and golds for the main design area, and 
then Kelleher introduced copper, green 
and red as accent colors – these accents 
became the treatment’s primary focal 
element. We actually laid the spools  
of thread directly on the drapery fabric 

to assist us in our color-compatibility 
decision.

Step 4:
We plot the design. Here’s the basic pro-
cess: Before programming your design for 
window shades, measure the width of your 
design area, or sew field. Next, measure 
your embroidery design dimensions care-
fully, keeping in mind the seam allowances 
that you’ll add later. Working with pencil 
and paper, use these variables to design 
your layout. It helps to print out the design 
and lay the printouts on fabric before 
embroidery to get a good visual.

Because of our project’s large window 
size (71 inches wide by 81 inches long), 
we wanted to manipulate the layout, fill-
ing empty space for added simplicity and 
flow. The design presented me with some 
sewing restrictions and scaling obstacles, 
based on the fabric width (54 inches wide). 
For example, when the shade was folded, 

on the art side
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digitizing/editing
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embroidery
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Required Skillsets
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Customer 

Review
“We were so 

excited when we 

saw the breadth 

of color and 

intricate detail 

of the custom 

embroidery. It’s 

the room’s con-

versation piece.”

on the art side

we wanted the embroidery to remain front 
and center. We also wanted each element 
of the design to look visually balanced, so 
I had to edit the design fi le by deleting 
some small elements and repositioning the 
center crosshatch for each hooping. We 
played with different colors until we hit on 
the right combination. 

Then, I further tweaked the design 
elements in the embroidery fi le (and 
machine settings) to accommodate the 
density, underlay, fabric and thread we 
had chosen. Always select the stabilizer 
and needles that best support your stitch 
count and layout, so the hand of your fab-
ric doesn’t change dramatically in the fi nal 
sewout. I prefer Costwold Industries’ No-
Show Mesh stabilizer in peach because it 
doesn’t show through. I used Isacord and 
ARC 40wt polyester with an 11 BP uni-

versal needle. Also, I adjust my tension 
completely by touch – this is where know-
ing how thread reacts to different fabrics 
is very helpful. I rarely use the same set-
tings as a default for every project – it’s all 
determined individually based on visual 
and hand results during a test sewout. 
(“Hand” is a term used to describe the 
drape or feel of fabric. With embroidery, 
I like to keep the hand of fabric intact as 
much as possible.)

Tip: Keep in mind the future launder-
ing and use of your product. Our drapes 
are dry-clean only, so all the materials we 
selected were compatible to that process.

Step 5: 
We prepare the fabric for stabilization 
and embroidery. We discussed assembly 
and the sewing process, as well as the fi n-
ished piece’s visual appeal. Since the overall 
width of this Roman shade was wider than 
the 54-inch fabric width, we decided to 
create two horizontal seams that could be 
concealed under the panel when they were 
rolled up, enabling the design to run across 
one width of fabric. We also had to raise 
the design’s center point to accommodate 
the bottom hem that we added later. Using 
a paper template, we marked the center 
point for each hooping. Then we visually 
reviewed the layout by printing out tem-
plates of the design and pinning them to 
the fabric. We re-pinned, replaced, rear-

The Pricing Question
I price my higher-end work based on the 

stitch count of the test and final sewouts, 

plus an hourly fee for consultation and 

editing the design. Kelleher bills hourly for 

working out the design of the treatment, 

including fabric selection, layout and 

color design, along with any meetings 

incurred with Schroll and me throughout 

the process. The client was supplied a bill 

that included the cost of the embroidery, 

the work room and fabrication costs, and 

the billed hours from Kelleher.

ranged and mirrored the designs until we 
were pleased with the look.

Step 6: 
We do a test sewout. In any project, 
always do a test sewout before the fi nal 
run. With embroidery, there’s no room for 
error – in this case, our shades had many 
yards rolled and covered on the table while 
the embroidery was running. That’s a lot 
of fabric to be responsible for, so we test-
sewed by wrapping the extra yardage in a 
waste fabric to avoid spoilage.

Tip: A test run of any embroidery design 
helps you confi rm that the colors work well 
with the fabric, and that the thread weight, 
needle type, density and tension setting 
are all appropriate for that project. This is 
the time to tweak any tension or machine 
settings, thread colors, layout and backing 
choice. For us, it also served as a fi nal guide 
to look at the visual balance of the embroi-
dery design and the window.

Step 7: 
We install the shades. We constructed 
the shade in three pieces, using Hanes 
Interlining; we also used Bella Note black-
out lining so the sun wouldn’t outshine 
the embroidery. Plus, we decided to have 
Schroll sew the take-up rings higher than 
usual, 12 inches up from the hem with 
6-inch vertical ring spacing, allowing the 
embroidery to be front and center when 
the shade is pulled up. Schroll sewed the 
vertical seams behind the panels to hide 
them and create the sewing fi eld for the 
embroidery in the center piece. Then, I 
embroidered the design’s center piece, 
locating it 8 inches from the bottom of 
the fabric edge to allow enough room 
for a 1½-inch double hem. We added the 
side sections after the embroidery sewed, 
completing the width to 71 inches. The 
embroidery fi lled the full 54 inches of the 
shade in the center.

(&3*� '*/*0
�PXOFS�PG�.PPSFTUPXO
�/+�based Stu-

dio 187, is a lifelong hand-embroiderer and sewing 

enthusiast. Contact: geri@studio187.net



step by step : learn to stitch profitable projects 

By Marie Zinno

U
nique custom gifts are 
the backbone of many 
embroidery businesses. 

Profitable items such as baby 
blankets, onesies (bodysuits), burp 
cloths and diaper bags are practi-
cal products used by all new par-
ents. With the help of five-month 
ultrasounds, most new parents 
know the sex of their baby ahead 
of the due date, so these products 
make perfect shower gifts. If you 
create a “theme” for your baby 
bundle package and incorporate 
as many different items as pos-
sible, you can sell lots of these. For 
example, you can display a leop-
ard- or safari-theme bundle and 
embellish all the individual items 
with personalized lettering.

Standard baby items such as 
onesies, blankets and diaper bags 
are available from a variety of 
suppliers. The products used in this article are avail-
able from S&S Activewear (asi/84358) and SanMar 
(asi/84863). My sales have increased due to the fact that 
my products are always in stock for last-minute gifts – 
and the quality will be consistent. 

A small home-based business can produce custom 
burp cloths that feature ribbon and fabric sewn on the 

bottom edge. The technique is simple but adds dimen-
sion when used on other items in the bundle. Appliqué 
is another quick way to add some punch with embroi-
dery, as the overall design can be larger and the stitch 
count is low. 

The selection of embroidery designs on the market 
today is endless. Guide your customers to a few catego-

Diva (and Dude) Babies
Create a lucrative niche for yourself by offering top-quality baby 

bundles that customers can have personalized and give away as 

stunning gift packages.

Tip: Hooping 
Help
Children’s wear can 

be difficult to find the 

center and to hoop 

successfully. There are 

many hooping aids 

on the market, but 

one of the simplest 

and most foolproof is 

the Children’s Perfect 

Placement Kit. The kit 

contains 16 templates 

for a variety of items 

in a range of sizes: 

baby through youth 

XL, target stickers and 

two embroidery fonts. 

(The Children’s Perfect 

Placement Kit is avail-

able from Designs in 

Machine Embroidery 

magazine; www.dzgns.

com; (888) 739-0555; 

circle 151 on Free Info 

Card.
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Create an Appliqué for Baby Items

1 Create an embroidered appliqué design with embroidery 
software. Select a generous size (3 inches was used for this 

project). Insert the text or monogram into the center of the 
appliqué shape. The design in the sample is a “layered” mono-
gram style. Digitize the large initial to stitch after the heart 
appliqué is complete. Use two contrasting thread colors. Save 
your design to the computer.
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2 Use a no-show mesh cutaway back-
ing for the stabilizer on the onesie 

and knit bib. 

3 Select an interesting print 
fabric for the appliqué. Iron on 

a fusible interfacing to the wrong 
side of the appliqué fabric; this step 
keeps the fabric from fraying when 
laundered.

4 Use the appropriate template 
form from the Children’s Per-

fect Placement Kit. Mark all items 
with the target stickers (burp cloth, 
blanket and onesie templates were 
used for this project).

5Hoop your item centered in the 
embroidery hoop and remove the 

target sticker.

6 Embroider the appliqué heart 
design. The first color will stitch the 

placement stitch. 
7 Follow these directions for the 

remaining items. Alternate the 
lettering and fabric colors to add 
interest.

8Iron on soft fusible interfacing 
to the wrong side of the bobbin 

stitches for all baby and children’ 
clothing.

Lay the fabric square on top of the 
outline. The second color will “tack” 
down the fabric square.

Remove the hoop from the machine 
and trim the excess fabric around the 
heart shape.

Replace the hoop to the machine and 
complete the stain stitch and text. When you’re 

creating a baby 
bundle gift, it’s 
important to 
embroider the 
designs or lettering 
in the appropriate 
area.
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step by step

ries of designs and fonts for each theme. The majority of the public 
is overwhelmed with choices; don’t place your catalog of 10,000 
embroidery designs on the counter. Print out a selection of designs 
and fonts and organize them in a binder. Sew out a few samples and 
use these in your display area along side of a diaper bag, blanket 
and other products.

Adding appliqué designs to baby items is a relatively simple 
process. Most embroidery software has an icon for appliqué 
shapes. There will generally be three separate color stops for 
each design, regardless of the shape. The first color is a run 
stitch, which shows you where to place the fabric. The second 
color is the tack down, which will attach the appliqué fabric to 
the item. You’ll need to remove the hoop from the machine and 
trim around the design. Don’t unhoop the item. Replace the 
hoop to the machine and finish the satin-stitch color. At the 
computer, you’ll need to merge the name or monogram to the 
inside of the appliqué design (to see the steps turn to page 32). 
Add the personalization at the very end of the design after the 
satin stitch is complete. To use the “layered” lettering, as in the 

sample for Anna, select two different colors of thread. Use a 
light color as the base with a large initial and sew the top letter-
ing in a darker thread.

When you’re creating a baby bundle gift, it’s important to 
embroider the designs or lettering in the appropriate area. When 
embroidering a group of identical items, the monogram or 
embroidery design should be placed in the exact same location. 
The Children’s Perfect Placement Kit can help with this: Choose 
the labeled template and position it on top of the garment; then 
place a “target” sticker in the center hole of the template. (A tar-
get sticker is included in the kit and has a crosshair in the center.) 
Remove the template and hoop the item with the target sticker 
still in place. The target sticker will enable you to line up the 
crosshair with the centering lines of the embroidery hoop.  .
MARIE ZINNO is the author of Machine Embroidery for Babies and Tots and 

Machine Embroidered Monograms for the Home. She also teaches embroi-

dery events across the country and runs her commercial embroidery busi-

ness, Sew Creative Embroidery, in Canton, OH. Contact: www.sewcreativeemb.

com; mariezinno@gmail.com.
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6 Panel, Garmet Washed Cotton Twill
Adjustable Tuck Strap with Slide Closure

Closure Matches Back Panels
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One Size Fits Most
Pre-curved Visor

BKT-400

Plaid Twill Bucket
One Size Fits Most
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technically speaking : learn to stitch on difficult fabrics 

By Deborah Jones

W
hile performance apparel feels fabulous next to the skin, what’s not so great is trying to 

embroider these wiggly, stretchy, thin fabrics. Unfortunately, many decorators resort 

to using a too-thick backing that destroys the garment’s appearance and comfort level. 

One of the most challenging embroidery styles for this stretchy fabric is the outlined fill, which 

is covered in this column. Even very experienced digitizers have nightmares about getting out-

lines to hit the mark on fill areas. Without the proper densities and underlay stitches, you get 

wrinkles, pooching and poor registration on performance fabrics. 

Most performance fabrics stretch more horizontally than vertically. This gives you the first clue 

about how to approach this unique material. The stitch direction of the underlay and top stitch-

ing should use gentle angles for ideal stabilization. .

Peak Performance
Achieving impeccable outlined fills on thin, wiggly performance fabrics is a tough 

challenge, but it can be done with the proper programming and stabilizing.

Stitches.com/deborah

Performance fabrics need 

a little tender loving care. 

In the companion video 

to “Technically Speaking,” 

Deborah shows you how 

to embroider and finish 

performance wear to 

perfection.

STEP 1

Soft Fusible 
Sources
Two choices for the 

soft fusible covering 

for the back of embroi-

dery:

s�$PWFS�5IF�#BDL
�

available from www.

gunold.com

s�5FOEFS�5PVDI�CZ�

Sulky, available at 

JoAnn’s Fabrics and 

$SBGUT�TUPSFT�BOE�TFX-

ing machine stores 

that carry Sulky 

products

DEBORAH JONES has been involved in the computerized embroidery industry for the last 30 years. Recently, she has 

devoted much of her time to developing educational videos for embroiderers and writing the book, Machine Embroidery 

on Difficult Materials. Contact: djones@embroiderycoach.com

Program your design. Since the outline fill is one of the most daunting embroidery style for this 

fabric type, digitizing veteran Ian Perry of Bakersfield, CA-based imprimeo stepped in to share the 

pattern fill settings he used for this particular design: 

s�6OEFSMBZ�BU����EFHSFFT�	[FSP�CFJOH�BU���P�DMPDL
�

s�4UJUDI�MFOHUI������NN

s�4UJUDI�TQBDJOH����	����MJOFT�QFS�NN


s�5PQ�ŢJMM�TUJUDI�BOHMF�BU����EFHSFFT�PŇ���P�DMPDL��"U�BO�BOHMF�PG����EFHSFFT
�UIF�TUFJM�TUJUDI�XPVME�QVMM�BQBSU�UIF�ŢJMM�

s�'JMM�TUJUDI�MFOHUI������NN

s�'JMM�TUJUDI�TQBDJOH������	ŢJWF�MJOFT�QFS�NN


h0SJHJOBMMZ
�NZ�BOHMF�XBT�TMJHIUMZ�PŇ�IPSJ[POUBM�BOE�NZ�TUJUDI�MFOHUI�XBT���NN�n�UIF�BCTPMVUF�XPSTU�TFUUJOHT�

GPS�UIJT�GBCSJD
v�1FSSZ�TBZT��h"GUFS�TFFJOH�XIBU�*�XBT�XPSLJOH�XJUI
�*�ŢJHVSFE�UIBU�DMPTFS�UP�WFSUJDBM�	MFTT�ŢMFY
�BOE�B�

TIPSUFS�TUJUDI�MFOHUI�	MFTT�QVMM
�XPVME�XPSL�CFUUFS�v�"T�IF�EJE�TFWFSBM�TFXPVUT
�1FSSZ�BMTP�OPUJDFE�UIBU�CFDBVTF�UIF�

QFSGPSNBODF�GBCSJD�XBT�RVJUF�ŢJOF
�JU�UFOEFE�UP�QVTI�B�MPU��h5P�DPNQFOTBUF�GPS�UIJT
�*�MPXFSFE�UIF�EFOTJUZ�PG�UIF�

top stitching and added a bit more to the underlay,” he says.

5IJT�JMMVTUSBUFT�BO�JNQFDDBCMZ�MBJE�FEHF�

XBML�VOEFSMBZ�MBJE�OFYU�UP�B�SFDUBOHVMBS�

fill. Digitized by Ian Perry, the edge-walk 

was placed in preparation for a steil stitch 

CPSEFS��	*G�ZPV�BSFO�U�GBNJMJBS�XJUI�UIF�UFSN�

hTUFJM
v�JU�T�B�TBUJO�TUJUDI�PG�FWFO�XJEUI�


)FSF�T�UIF�ŢJOBM�TUFJM�PVUMJOF�UIBU�

lies perfectly along the edge of 

the fill area.

5IJT�TIPXT�UIF�SFMBUJWF�

angles of the fills.

Tip
Purchase a test 

garment made 

of a performance 

fabric to build 

your skills – it’s 

almost inevitable 

that your clients 

will be asking you 

to embroiderer 

this garment type 

more frequently.
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STEP 3

STEP 4

STEP 5

STEP 2

Select your needle. Your needle selection can also 

impact your embroidery quality on this finicky fabric. 

Of course, you’ll use a light ballpoint, and I suggest using a fine 

blade size, such as a size 70/10. Most embroiderers keep size 75/11 

light ballpoint needles in their machines, but this slight change in 

blade size may produce better quality, especially on smaller ele-

ments such as lettering.

Stabilize your garment. Another key to achieving 

a top-notch stitched result is your stabilizer choice. 

I’ve seen some embroidery by a large manufacturer of perfor-

mance apparel done with multiple layers of heavy cutaway sta-

bilizer. I’ve also seen manufacturers use seemingly no stabilizer 

for a very small logo. My choice, and the one that I used in this 

example, is a fusible no-show polymesh. Some embroiderers use 

spray adhesive to adhere standard no-show polymesh stabilizer 

to the fabric, but in my experience, nothing substitutes for the 

bond achieved by using a fusible version of this super-stable 

lightweight stabilizer. 

Performance fabrics are a bit heat-sensitive, so use care when 

applying. Fusible polymesh products have a low-melt adhesive, 

so keep your heat setting low to avoid damaging the fabric. 

Remember that you’ll be taking an extra step to fuse the stabi-

lizer in the embroidery area on the reverse side of the garment, 

but the bond greatly reduces fabric shifting. 

Round the corners of the fusible stabilizer to prevent lifting so it’ll remain 

adhered for the life of the garment.

Hoop your garment. When hooping, make sure that 

you get the fabric perfectly straight. You can use the 

knit’s fine lines as a reference. This is a fabric type that you may 

want to mark for straightness as it lies flat on the table. To mark 

for straightness, I use a piece of masking or painter’s tape. If the 

tape appears straight after the hoop has been inserted into the 

machine, remove the tape and embroider. If not, remove the hoop 

and re-hoop.

The tape serves as a guide for straightness during hooping and may be 

reused on multiple garments.

Sew out and complete your design. When your embroidery has been completed, gently pull the fused stabilizer away from 

the fabric and trim close to the embroidery as usual, leaving a margin of about ¼ inch. This margin helps prevent a sunken 

appearance. 

To further stabilize the embroidery for the life of the garment and to also make this activewear more comfortable for the wearer, it’s a 

nice touch to add a soft fusible covering to the back of the embroidery. Cut a piece of a suitable fusible (see the “Soft Fusible Sources” box 

for recommended products) slightly larger than the embroidery, rounding the corners. Rounded corners help ensure that the backing 

won’t lift. These products have a low-melt adhesive, so remember to keep the heat low when you’re applying it.

Without the proper densities 
and underlay stitches, you get 
wrinkles, pooching and poor 
registration on performance 
fabrics.
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marketing masters : smart ways to create business buzz 

By Daniel Walsh

W
omen make up 51% of the U.S. popula-
tion. So, if you know how to market to 
them, you essentially know how to market 

to the majority of your potential buyers. It’s easy to 
fall into the trap of marketing a certain way to women: 
Choose pink. Choose glamour. Throw in some teddy 
bears or flowers. But that’s a big mistake. 

“I think, like with other marketing, you have to 
understand your audience,” says Holly Buchanan, 
who runs Buchanan Marketing in Richmond, VA, 
and co-authored the book, The Soccer Mommy Myth. 
“That’s where a lot of it goes wrong.” Here are some 
top tips to ensure your marketing efforts stay on the 
right track.

Remember, pink isn’t a marketing solution 
– it’s just a color. This traditional “girl’s color” 
doesn’t sell like it once did. “Please don’t rely on 
pink,” says Yvonne DiVita, who wrote Dick*less Mar-
keting: Smart Marketing to Women Online, and runs 
Lipsticking.com, a website devoted to marketing 
to women online. “Don’t rely on stuffed animals. 
Women are so over that. The reality is pink doesn’t 

What Women Want
If you’re thinking pink, you’re wrong. Smart decorating-business owners 

know the ins and outs of gearing their marketing efforts to female buyers. 

Case Study: Master Networker
Known in industry social circles as “The Queen Bee” and 

on Twitter as “LogoLady,” the chatty Barbara Dail, owner of 

Yorba Linda, CA-based The Creative Solution (asi/170768), 

didn’t sell her first order of promotional products until she 

was 50. She’s definitely making up for lost time. “It hasn’t 

always been easy for me, although on my first day, I got 

a $1,000 order before noon,” she says, just as she was expecting confirma-

tion on a $50,000 order. “But I’m very active in the industry and I know a 

lot of people.” 

Dail has helped build up Coffee Talk, the popular industry networking club, 

to more than 150 members. She’s found a social niche through Facebook and 

Twitter, where she discusses just about anything, save politics. And she’s orga-

nized extensive industry support for Operation Gratitude, a nonprofit that 

sends care packages to soldiers in Iraq and Afghanistan. “We’ve sent T-shirts, 

food, stadium cups, notepads, even stuffed animals,” she says. “No one in the 

industry has ever turned me down. We’ve sent 600,000 packages.”

Of course, not all women have reached the networking heights that 

Dail has, but they’re apparently following her lead. Stitches’ sister maga-

zine, Counselor, recently did an Entrepreneur Study that found that 89% of 

women who own businesses in the industry believe they take full advan-

tage of networking to grow their companies. What’s more, the majority 

(52%) feel strongly about their networking skills, compared to 44% of men. 

– Dave Vagnoni

sell.” Focus on how your products and services can 
help your female clients achieve their personal and 
professional goals.

Have a woman on your marketing and sales 
team. Starting with the marketing process, “It’s 
important to get women involved,” says Buchanan, 
who recommends having a woman on your market-
ing and sales team. You can also regularly survey your 
female clients on how your marketing messages come 
across to them.  

Understand that men and women view the 
world – and advertising – differently. “There’s been 
research showing that men and women have very dif-
ferent preferences,” Buchanan says. For example, men 
may respond well to seeing high activity and motion 
in an advertisement, or they may go for the sleek look 
of a new car. “The car commercials, it’s the cool car 
zipping around,” Buchanan says. “If you see a person, 
it’s usually a hand on the steering wheel. And it’s a 
man’s hand.” 

Women respond and look for something very dif-
ferent. “A lot of times, women just want to know how 
things work,” Buchanan says. “A lot of times, they try 
to do these cool product shots, but women want to see 
how real people interact with a product.” That means 
explanations and, yes, real people. 

You can shoot videos in your shop where you try 
advertising approaches that would appeal to men or 
women, and then show them to focus groups – you’ll 
probably get a lot of valuable feedback on how to show 
your decorating processes and finished products.

Recognize that social media can drive a con-
versation with women. Social media such as blogs, 
Facebook and Twitter can obviously be used as mar-
keting tools, but more than anything, they’re a means 
of conversation – a more personal conversation than 
the one-way means of traditional advertising. So use 
them. “Women talk,” says DiVita, who adds that if 
you post a message on social media, you’ll likely find 
it passed along many times by women who want to 
share something they’ve heard. 

Avoid the “focus group of one.” Consider this 
a corollary to the rule of getting women involved: It 
can’t just be your sister or your wife! “Beware of the 
focus group of one, which means don’t go home and 
ask your wife for her opinion,” says Buchanan, who 
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recommends assembling a larger group of 
women of different ages and backgrounds 
to give you feedback on your products, 
services and advertising efforts.

Offer something authentic. These 
days, people are used to mass market-
ing and slick ads – and quite often, they 
outright reject advertising messages that 
are too slick. Realize that “Women want 
that authenticity,” Buchanan says. “They 
have a B.S. meter that’s really fi ne-tuned. 
You’re better off having a real person talk-
ing about the product.” Or, fi lm a video or 
record a podcast of yourself talking about 
the services you offer and how you’ve 
helped your clients achieve their goals.

Don’t forget that there’s marketing 
without technology, too. There’s some-
thing to be said for a personal connection. 
“The very best thing you can do is create 
an offl ine, in-person event,” DiVita says. 
“When I published my book, I organized 
an evening of pampering.” She invited 100 

friends, and 65 showed up – they were 
women who specialized in or sold makeup, 
yoga, jewelry, massage and lingerie. 

“It was like a little exhibit,” says DiVita, 
who says her target audience got pam-
pered, socialized and had a memorable 
night. If you hold an open house at your 
decorating business for your clients and 
prospects, it’s a great opportunity for them 
to chat, see your machines in action, view 
samples and generally walk away with a 
great impression of you. 

Know that age matters. While most 
women look for products that can improve 
their lives, save them time or help them 
help their friends, the ages of the women 
you’re marketing to do count. For exam-
ple, “When you’re looking at marketing 
to women age 30 and under, you need to 
really engage them,” DiVita says. That 
means marketing to them in a way that 
makes them feel involved with you, such 
as with social media. 

Women of different ages look for differ-
ent features in the same product or service. 
Consider the example of a car commercial: 
“Younger women like to see sleek cars, 
because they want to be in them,” DiVita 
says. “But baby boomer-aged women want 
to see a car’s safety features.” 

Show a success story. “The one thing 
women love is to see their sisters suc-
ceed,” DiVita says. “What we really want 
to know is how the woman next door did 
what she did.” So show and tell your audi-
ence. If you embroidered logoed apparel 
for a local businesswoman’s giveaway cam-
paign and it helped her skyrocket her sales, 
people want to know. If you have a female 
employee who’s doing amazing work, 
spotlight her. If you’re a female business 
owner who overcame great odds and suc-
ceeded in building a great decorating fi rm, 
let people know. .
DANIEL WALSH is a staff  writer for Stitches. Contact: 

dwalsh@asicentral.com.
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Slick Is Living the American Dream
In the November issue, Slick hid within the AST 

Sportswear (asi/30244) headquarters photo on 

page 52 in our “The American Dream” article. Debbi 

Scheufler of Scheufler Enterprises Inc. was cho-

sen at random from a grand total of 27 responses. 

As this issue’s winner, Debbi will receive Madeira 

USA’s gift certificate. Keep your eyes peeled for the 

industry’s favorite game of hide and seek!

By Nicole Rollender

Needle Patrol 
Our friend Slick (an embroidery machine needle) 

has hidden himself somewhere in this issue. He 

might be in an editorial photo, graphic or text – he’s 

not in an advertisement. If you find the needle, send 

us a note that says, “I found the January needle 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, 4800 

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 January needle are due by Janu-

ary 31. From the correct responses, we’ll randomly 

select one winner who’ll receive a $100 gift certifi-

cate, courtesy of                          Laconia, NH. Please 

submit only one entry per drawing. We’ll announce 

the winner in the March/April issue.

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

The Big Machine Issue
  Ready to invest in your busi-

ness this year? We cover the 
newest single-heads, multi-
heads, digital printers, 
screen-printing equip-
ment, heat presses and 
more – with real user 
reviews. Plus, we share 
the results of our exclu-
sive equipment survey.

Straight-up 
Swimwear
  We go on loca-

tion in Florida to shoot 
2011’s hottest swimwear. 
Plus, we’ll give you the 
skinny on who’s really buy-
ing decorated swimwear, 

along with top-secret embroi-
dery tips from industry veterans.

Prison Embroidery
 Learn why the use 

of commercial embroidery 
machines in U.S. prisons 
is such a hot-button issue 
right now: great rehabilita-
tion tactic or competition 
for local shops? We get the 
answers.

Plus …
  How to pair embroidery 

with rhinestones
  How to master compensation 

when punching

LEARN IT LIVE!
Public relations is a powerful marketing tool – and there are more mediums than 

ever for a decorator to choose from when communicating messages. Learn what 

PR buzz can do for your business in “Become a Public Relations Machine: Generate 

Buzz for Your Business” at The ASI Show Orlando (Sunday, January 23, 2:45 p.m.). 

Among the tactics you will learn is how to use social media marketing.

➠



Your

We have a plan to help you revamp 

your business from top to bottom in 

2011. You’ll make improvements to your 

cash flow, decorated apparel sales, 

marketing eff orts, online customer 

service, operations, human resources 

(and more).

T
he marketplace changes constantly. Can your 
business change with it? You bet it can.

It’s 2011, and it’s time to create your plan to 
take your decorating company to the next level. In this 
special section, you’ll get top tips for getting your cash 
fl ow in order, getting deadbeat customers to pay and 
drumming up new business right now. Are you ready 
for some cutting-edge sales and marketing strategies 
that will help you make in-roads into new markets? 
Also, get ready to make the most of the Web to reel 
prospects in from across the U.S. We have tips for 
maximizing productivity in home-based businesses 
and contract shops. And, we have customer service 
and hiring tips from top business experts.

Read on to learn how successful decorators are 
keeping their businesses in the black this year.

Reporting done by Daniel Walsh, Andraya Vantrease, 

Shane Dale and Erica Young. In August, the Advertising 

Specialty Institute conducted a Wearables Sales Forecast 

survey of decorated apparel professionals. 

Research by Larry Basinait. 

I
n a perfect world, customers would 
be thrilled to give you 100% payment 
upfront for every transaction.
But since we live in an imperfect world, 

Dan Holzer, co-owner of Oakland, CA-
based Forward Printing Inc., says decora-
tors need to temper their expectations, but 
still collect some money upfront. “We do 
a 50% deposit down and request the full 
balance when the job’s complete,” he says, 
adding that requesting a 100% deposit for 
online orders just isn’t feasible. “But it’s silly 
not to take a deposit because it binds the 
customer to the job and doesn’t give them 
the chance to cancel the order,” he says.

Ron Lykens, president of DuBois, PA-
based Xtreme Wear Printing, asks for 50% 
down on certain orders, depending upon 
the amount of business he’s done with that 
customer. “If you ask for 100% upfront, I 
think that shows cash fl ow problems,” he 
says. “What I’d do is either get 50% down, 
or I’d get their credit card info as a deposit 
– then check that the card checks out before 
you fulfi ll the order. That leads into setting 
up your accounts receivable policy. If you 
take your customer’s credit card informa-
tion before you fulfi ll the order, you can 
also ask the client to sign a form authoriz-
ing you to hit the card for specifi c use.”

So, when should you collect entire pay-
ment on an order? Lykens uses the anal-
ogy of auto mechanics who expect 100% 
payment at the time of the completion of 
repairs. “We have a Ford dealership we’ve 
been doing business with for years. I have 
to pay for my vehicle when I pick it up for 
service, no question,” he says.

2011
Growth

Plan

Financials

Get Your Cash 
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You’ll have a better chance of collecting 
100% upfront by allowing customers to use 
credit cards to pay for their transactions, 
says Paul Gallagher, president and CEO 
of Hirsch International. “We see more and 
more transactions with people using credit 
cards,” he says. “You give them the fl exibil-
ity to choose, and that way you’re getting 
paid almost immediately, and they’re not 
looking at writing a check.”

Electronic payments will also boost 
your cash fl ow, says Scott Gingold, mar-
keting expert and owner of Confi dential 
Counselor. “A check may take a week to 

TACKLE OUTSTANDING BALANCES

Ron Lykens, president of DuBois, PA-based Xtreme Wear Printing, applies the follow-

ing strategy to clients who are late on their payments:

s� Immediately after an invoice due date: Pick 

up the phone or send an e-mail. At this point, 

it should be a friendly message – almost a 

way to expand the relationship – but you’ll 

make a point as well.

s��60 days: Call or e-mail the client again and 

remind them that they’re past due.

s��90 days: With true deadbeat clients, phone 

messages and e-mails simply won’t work. 

Don’t be afraid to show up on their doorstep 

asking for payment to inform them that their payment is required soon to avoid 

further action.

s��120 days: Send them a letter informing them that their account will be sent to 

collections in 30 days. Nobody wants to incur the extra cost of legal representa-

tion, but a simple lawyer’s note can go a long way toward receiving at least a 

piece of what is owed to you.

s�150 days: Turn them over to collections.

If you’re hurting and need cash from unpaid orders right away, Scott Gingold, 

marketing expert and owner of Confidential Counselor, suggests targeting custom-

ers who are most likely to pay first, regardless of the outstanding dollar amount. “If 

Tom owes you $20,000 and Bill owes you $5,000, but you know that Bill will drop 

you a check in the mail today, go after where you can get the money quickly, and 

then start cleaning up the rest of it,” he says. “Once you have some money coming 

in, it takes some of the heat and pressure off  of you.”

get there vs. a deposit to your bank elec-
tronically,” he says.

Gingold agrees that, whatever terms on 
which decorators decide, they must make 
their clients 100% aware of them. “Don’t 
just stamp it on the invoice. When you 
meet with a client or on the phone, say, 
‘This is what my payment terms are,’ ” 
he says. 

With that said, Gingold does recog-
nize that exceptions to the rule will arise. 
“You have to have a policy, but you have 
to be fl exible and go case-by-case, abso-
lutely,” he says. “When somebody says 
to you, ‘We don’t do that,’ the next ques-
tion should be, ‘Can we compromise?’ 
Just because it’s the policy doesn’t mean it 
can’t be changed.” – Shane Dale 
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T
he most important measure to take in an effort to acquire 
new business right away is to get on the phone. Make calls 
to new contacts, old contacts, people you meet at a Chamber 

of Commerce dinner. Get in touch with people and start talking. 
Mike Emoff, CEO of Shumsky (asi/326300), says decorators can’t 

just sit around and wait for new business to come their way. That 
strategy, or lack thereof, simply won’t work right now. “One of the 
very first things that a decorator has to do is understand that it’s time 
not to be reactive, but proactive,” Emoff says. 

That means taking a step that’s so simple that many decorating 
business owners and sales reps don’t even think about it: contacting 
former customers. “Within every business, decorators have ex-cus-
tomers that they haven’t contacted in a while,” Emoff says. “That 
would be the first place that I’d start.

“I’d go to the reps that have those accounts and say, ‘Let’s start 
with people we had a relationship with.’ That’s the quickest way to 
bolster orders. To me, that’s pretty obvious, but I think for a lot of 
people, it’s not so obvious.” 

To get new business now, decorators also need to change their 
mindset and outlook on the market. Decorators have to approach 
business right now with a view that customers want to buy, says 
Scott Gingold, owner of consulting firm Confidential Counselor. 

“The first thing they have to do is have that mindset,” he says. 
“You’ve got to be upbeat and give people a reason to do business 
with you. You’ve got to stop making excuses and get out there. 
Right now, I guarantee there are companies out there still buying.”

The next step in the hunt for new business is to get your best 
advocates to work for you. Paul Conant, founder of Paul Conant 

Consulting, says one of the best ways to get an immediate sales 
uptick is to institute a referral program where your top clients are 
motivated to give you new leads. “This is the least expensive and 
least intrusive way to increase your business,” he says. “You can 
offer an incentive to your customers and entice them to help you 
get referral business.”

It’s important to note that 84% of sales in the United States are a 
result of word-of-mouth advertising, according to Conant. “If you 
can structure your product or service referral as advice between 
friends and families, then you’ll win the business,” he says. – SD

Business-Building Strategies

Get New Business Now

T
here’s definitely a certain time in 
your company’s life when you know 
it’s time to expand, says Paul Galla-

gher, president and CEO of Hirsch Inter-
national. “You know it’s time when your 
business is humming and you can do a con-
trolled expansion where you can do more 
of what you’re doing well or add new tech-
nologies,” he says. “You’re not going to fix 
problems by expanding, but you are going 
to create opportunity.”

You know it’s time to grow if your cus-
tomers keep asking you for services that you 
don’t presently provide, says Scott Gingold, 
marketing expert and owner of Confiden-

tial Counselor. Take an embroidery-only 
decorator, for example. “They know it’s the 
right time if enough of their embroidery 
customers say to them, ‘Do you do screen 
printing as well?’ ” he says. “If your custom-
ers haven’t been asking for screen printing, 
for example, it’d be wise to do some polling 
of your existing base and ask, ‘If we offered 
these services, is it something you’d be 
interested in?’ before you expand.”

Here are three of the most popular 
ways that decorators choose to grow their 
company:

1. Acquisitions. Gingold says that 
growing just for the sake of growing isn’t 

a smart business move, and acquiring 
another company isn’t always going to be 
an improvement. That’s why decorators 
should ask themselves some tough ques-
tions before they pull the trigger on an 
acquisition. “Theoretically, you’re going 
to pick up clients of the company you’re 
acquiring, but if the client base matches 
somewhat evenly, what have you really 
bought?” he says. “What do you really 
get out of this acquisition? What are you 
really buying? The number one priority in 
the case of business is to be more profit-
able and get better. How does that match 
up with your life plan?”

Plan for Expansion
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Gallagher also warns decorators about busi-
nesses that may seem a little too eager to be bought 
out by you. “A lot of times, that business is in need 
of a lot of investment, and the equipment is really 
old,” he says. “So, if you’re buying that business, 
you can be faced with those acquisition costs.”

2. Add additional decorating methods. An 
attractive alternative to acquiring another com-
pany could be to simply add the 
additional embellishment meth-
ods that your clients continue to 
ask you about, according to Gal-
lagher. “If you’re on top of your 
game with your existing busi-
ness and you feel you’re ready 
to expand or grow, you need to 
really judge acquiring a busi-
ness against just expanding your 
business and maybe acquiring 
new equipment and a person to 
run the equipment, or gain the 
expertise yourself,” he says. 

Dean Shulman, senior vice 
president of Brother International Corp., says 
decorators should have the customers in place 
for that new decorating method before buying 
additional equipment and hiring more employ-
ees. “Some people will go out and get the equip-
ment, and then they’ll start to look for custom-
ers, which is a growing trend, especially with the 
Internet,” he says. “The key is to make sure that, 
as always, you have that customer base.”

In fact, in this economy, adding in-demand 
embellishment methods may be essential to small 
and/or struggling decorators, Gallagher says. “It 
seems that we have a long list of customers that 
really did well in 2010 – seen their business up 
20% to 40% – and that’s a lot of times because 
they’ve stepped up and added new technolo-
gies,” he says. “We know an embroiderer that 

added digital printing, which 
opened additional doors for 
them. Businesses that are doing 
everything the same old way, 
they don’t seem to be grow-
ing, and you can almost predict 
they’re not going to be around 
that long.”

3. Team up with non-com-
petitors. Additional online 
storefronts can be a great 
way to expand your business 
online, Shulman says. “You 
can have four to fi ve different 
storefronts in which none of 

them are yours, but you can acquire customers 
through profi t-sharing with these other compa-
nies that have other businesses,” he says. “Say to 
them, ‘If you offer custom T-shirts, we’ll do the 
back end for you and we’ll do the fulfi llment.’ 
That’s an easy way to fi nd fi ve, six or seven 
times the customers you already have, especially 
because most of those companies have an estab-
lished customer base.” – SD

T
here’s no magic formula to boost-
ing the size of your apparel orders 
– but an old standby, which Erich 

Campbell, digitizer and e-commerce 
manager for Albuquerque, NM-based 
Black Duck Inc. (asi/140730), calls the 
“Do you want fries with that?” strategy, 
can still be effective.

“If your customer wants a quote on 
shirts, also quote them a cap,” he says. 
“Or, even further diversify by showing 
them a sampling of ad specialty prod-

ucts when they buy apparel. Make clients 
aware of what you can do, and volunteer 
some quoted prices. You may be surprised 
how unaware your customer is of your 
capabilities.”

You may also be able to enhance cer-
tain orders by providing customers with 
higher-quantity estimates. For example, 
if a customer requests his minimum 
36-piece order, Dan Holzer, co-owner 
of Oakland, CA-based Forward Printing 
Inc., will inform his customers of the cost 

of a 48- or 60-piece order, as well. “The 
48-piece order is slightly more expensive 
but way more worth it to the customers 
for the amount of money they’re spend-
ing,” he says. “If 36 pieces is $120 and 48 
is $140, the customer can see the value, 
but for us it’s just as profi table because 
it takes the same amount of time to do 
the job.”

Along those same lines, decorators can 
voluntarily show customers how they can 
save money on a per-piece basis, Holzer 

THE TOP 6 LIST

Here are the six most-

requested decorating 

services:

1. Embroidery (64%)

2. Screen printing (56%)

3. Heat transfers (21%)

4.  Vinyl cut letters and 

designs (21%)

5.  Sublimation (17%)

6.  Direct-to-garment 

printing (14%)

DIGITAL PRINTING:

THE NEXT HOT 
THING
The next logical step for 

decorators who want to 

diversify their embellishment 

off erings is to add direct-

to-garment printing, which 

can be off ered in a mixed-

media combination with 

embroidery, according to 

Paul Gallagher, president and 

CEO of Hirsch International. 

“That’s the hot expansion,” 

he says. “What people are 

doing now is embellishing 

prints further with embroi-

dery. So now, you have this 

3-D kind of decorating, rather 

than say, embroidery and 

rhinestones.”

This kind of multimedia 

is called “print and stitch” 

by Brother, according to 

Dean Shulman, senior 

vice president of Brother 

International Corp., who 

adds that the popularity of 

custom T-shirts is one big 

reason for the trend. “The 

reason garment print-

ing is becoming so big is 

because people want cus-

tom messages,” he says. 

“Personalization is really 

where it’s at.”

Sales

Increase Decorated Apparel Orders

Expansion from page 40
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says. “Maybe the customer has a budget 
of $300, but if they can scrape together 
another $40 somewhere and get 72 pieces, 
which is 50% more than 48 pieces, that’s 
another great way to upsell,” he says.

Doug Clemons, director of marketing for 
AnaJet Inc. (asi/16000), says his company 
advises its decorating clients to include a 

sampling of their other capabilities with 
completed orders. “We have several suc-
cessful customers that, with every order 
of an embroidered polo shirt, include 
the same graphic design produced in 
a short-run – one or two pieces – on 
a very low-cost sample T-shirt,” he 

says. “This is done strictly to showcase 
another service that the decorator can 
provide for the consumer. The minimal 
cost of the sample T-shirt is insignifi -
cant compared to the potential upside 
of obtaining a highly profi table short-
run order in the future.” – SD

SELLING TIPS FOR 
TRENDY ITEMS
Dan Holzer, co-owner of Oakland, CA-based 

Forward Printing Inc., off ers selling tips for 

four of the hottest trends in the decorated 

apparel industry today:

1. Trend: Soft distressed prints. “Learn how 

to print water base and print it well,” he 

says. “It can be marked up because not 

every other printer is doing it. It’s a specialty 

service right now.”

2. Trend: Off  placements. “Mark up your off  

placements or suggest moving a standard 

placement to an off  placement,” Holzer says. 

“Off  placements can be marked up because 

they’re a little tougher to print well.”

3. Trend: Distressed garments. “If you see an 

order come through with some distressed 

art and the customer is asking for a finer 

ring-spun cotton shirt, off er them a dis-

tressed, destroyed or burnout shirt,” he says. 

“The cost of the garment is higher; therefore, 

you should be able to take a higher margin.”

4. Trend: Jumbo, oversized and all-over 

prints. “Invest in the equipment to be able to 

do this, mark up the service and take higher 

margins,” Holzer says.

Shirts to Sell

63% and 53%
Percent of respondents 

who believe that 

T-shirt and polo sales 

will increase in the 

next 12 months. 
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U
pselling is when you sell two of an 
item instead of the original one 
the customer wanted, or you sell 

that customer a higher-end model. For 
example, if a customer wants 1,000 budget-
priced T-shirts to give to participants in a 
charity marathon, so you show him how 
a better-quality shirt could bring a better 
return on investment. The customer then 
buys the higher-end product. 

Jimmy Lamb, communications manager 
for Sawgrass Technologies, advises decora-
tors to always have three price and quality 
levels of products available: “Good, better 
and best,” as he puts it. The “good” is the 
base level product to sell to a cash-strapped 
buyer. The “better” is an upgraded version 
that most people will buy. The “best” is the 
premium version, such as a brand name, 
with a premium cost. 

Cross-selling would be selling add-on 
items to an initial sale. For example, for 
the customer who wanted 1,000 T-shirts 
for the charity marathon participants, you 
could offer that same customer embroi-
dered hats to give to the top 100 fi nishers 
in the race. “Cross-selling is about fi nding 

those other products and services to offer 
and profi ling these people and their needs,” 
Lamb says. 

In each case, making that sale is an exer-
cise similar to walking a tightrope. If you 
push too hard, you can turn off the cus-
tomer. “It’s a matter of thinking what can 
I do and what can I sell to this person?” 
Lamb says. “Are there comparable prod-
ucts you can sell regarding this marketing 
effort? You want to fi nd a way to pick your 
client’s brain, without annoying them, on 
what they need. A lot of times they need 
something else, and they’re getting it 
somewhere else,” so you need to be able to 
pick up that extra work. – Daniel Walsh

Quick Lesson: How to Upsell and Cross-Sell

PICK THE RIGHT TIME TO PITCH
To turn that “what if” into an actual sale, the first thing to do is actually try upselling or 

cross-selling your customers. “You can’t be successful upselling or cross-selling if you 

don’t attempt it,” says Shari Altman, who runs Altman Dedicated Direct, a marketing 

company near Winston-Salem, NC. “It’s getting over that fear and realizing you have 

something valuable to off er.” 

Of course, you need to choose the right time in your conversation with a client. That 

right time is when you know what your customer wants. “Certainly when 

someone has made a decision to buy something, they’ve obviously crossed 

the line to say they’re in a buying mood,” says Craig Harrison, a Berkeley, 

CA-based trainer and sales expert. “However, you have to be attentive 

to signs of resistance. Sometimes showing does more than telling, 

oftentimes putting an item next to another.” 

While doing that, however, you still need to keep the initial need 

in mind, as well as the products that you’re off ering in the upsell or 

cross-sell. “There’s nothing worse,” Harrison says, “than 

selling someone something, but not addressing the ini-

tial marketing need.” So, recognize the decorating need, 

and what the client wants to achieve with the decorated 

merchandise, and then see what else you can off er.

1. Service jobs: “Decorators who work 

with firefighters, race car drivers and other 

groups that require special fire-resistant 

thread and backing are very important,” 

says Jane Swanzy, owner of Houston-

based Swan Threads. Since fire-resistant 

thread and backing are expensive upfront, 

not as many decorators target those 

groups, making it the ultimate niche 

market. “Law enforcement and military 

also fall into this category because of their 

special apparel requirements.”

2. Bridal: Wedding dresses and veils are 

just a start to the items you can deco-

rate for the bridal market. Lots of items, 

including ring-bearer pillows, garter belts 

and aisle runners, can be embroidered 

and customized for that special day. 

“You can decorate tote bags for the 

women involved to carry everything 

they need from planning the wedding to 

their makeup for the day of the event,” 

Swanzy says. “Embroidered hankies for 

the bride to give to her mother and her 

new mother-in-law are a big hit and a nice 

profit item. She also suggests decorating 

the pews with monogrammed bows of 

the bride and groom’s new initials. “The 

options are just endless,” she says.

3. Horse shows and rodeos: Swanzy 

and Anna Johnson, president of Phoenix-

based Super Embroidery and Screen 

Printing (asi/700101), both agree that 

horse shows and similar events are 

another popular niche market. “Embroi-

dery and rhinestones are used exten-

sively by horse/rodeo people for their 

shirts, jackets and pants,” Swanzy says. 

“Horse blankets can be embroidered and 

are used as awards at a lot of the com-

petitions. Decorated bags and totes for 

carrying equipment and supplies are also 

popular.” And, because so many of these 

shows are run by volunteers, there’s a 

huge market for apparel and accessories 

for the people putting on and working 

the event. – Andraya Vantrease

TOP MARKETS 
BUYING DECORATED 

APPAREL

3 NICHE MARKETS FOR 
DECORATED APPAREL

1. Education/schools

2. Associations/clubs

3. Manufacturing

4. Non-profit

5. Health care

6. Retail
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I
n 2011, marketing is a key buzzword – decorators should be 
focusing early in the year on creating their marketing plans. 
Here are some smart strategies for reaching your target pros-

pects and customers.
Follow your dollars. “My children are enrolled 

in a local preschool where we pay thousands of 
dollars a year for school and camp,” says John 
Zalepka, president of Freehold, NJ-based Corpo-
rate Brand Inc. (asi/168854). “I couldn’t help but 
notice all of the imprinted T-shirts and bags I saw 
coming home. It wasn’t long before I was printing 
their stuff.” 

The key is to focus your marketing attention 
immediately on companies and businesses you 
know are buying decorated apparel and other 
merchandise. So, when you see local businesses 
using decorated apparel or marketing their prod-
ucts and services in local media, those are the 
companies you should be targeting.

Get organized. To effectively market to tar-
geted audiences, decorators fi rst need to get their 
lists and systems in good shape. The response 
rate on a targeted mailing or promotion will only 
get better as you clean up and confi rm the infor-
mation in any list you’re using. 

“Coordinate, consolidate and clarify your many lists,” says Mar-
sha Londe, owner of Tango Partners. “Identify your groups by 
business, title or information that allows you to sort and target your 
audience. Once you’re organized, continually update. Then, you 
don’t have to go through this process again.

“Don’t send a mailing without fi rst confi rming or correcting your 
contact information,” Londe says. “If you miss the intended recipi-
ent, you’ve wasted time and money, and missed an opportunity.”

Coordinate a targeted mail campaign. “Coordinate the 
product with the message and determine your packaging,” 
Londe says. “The most important element is that the product 

they select has to have a reason or a purpose. It 
has to complement or coordinate the messaging. 
Who’s the audience, what are the objectives, and 
what’s the budget and time frame?” 

Fill the pipeline. Londe suggests that decorators 
plan out all of their 2011 marketing efforts now. 
The reason? To fi ll your sales lead pipeline in case 
you run into a slow time. “Suddenly there can be 
lull in sales, and you don’t have anything in place 
because you haven’t planned,” Londe says. “If you 
plan ahead, come July or August, which is a really 
typically slow time, you can gear up for the holidays. 
When you’re going through your Christmas list the 
January before, then you have one step out of the 
way. It’s organizing, sitting down with your team, 
and making a plan of what you’re going to do.”

Send out e-newsletters or e-mail specials.
Marketing efforts right now should be designed to 
keep you on your best customers’ and prospects’ 
radar. One of the best ways to do that consistently 
is to send out electronic newsletters on a regular 

basis – either weekly or monthly, but no less frequent. This will 
keep your company top-of-mind with clients and it also gives you 
an outlet to prove your marketing and promotion expertise. 

Position yourself as an expert within your organizations. 
Make a point right now to brand yourself and your company as 
an expert – in whatever area your clients need an expert for. If 
you call on the manufacturing sector, then immerse yourself in 
that business and create a brand for your business around safety, 
for example. – SD

Perform a Technology Upgrade

Marketing & Online

Build That Business Buzz

D
ecorators should take a hard look at 
the technology aspect of their busi-
nesses in 2011 – both online and off. 

Here are three key areas that you can start 
planning to revamp right away.

1. Revamp your website. An important 
part of marketing your business is to be able 
to cast a wide net on the Web, and attract 
the right customers and prospects, starting 

with your company website. The new year 
is a great time to consider what results your 
website is getting and what results you want 
it to get for your business.

For example, you don’t necessarily need 
a hugely high-tech website with lots of ani-
mation or Flash features, says Jimmy Lamb, 
communications manager for Sawgrass 
Technologies. “If it’s purely an information-

based website, you don’t want to invest a lot 
of money,” he says. “What I ask people is, 
‘What’s your function for the website?’ If 
you’re going to have information only, you 
could conceivably do that on Facebook.”

Doug Clemons, director of marketing for 
AnaJet Inc. (asi/16000), says decorators who 
are looking for more than an info-only site 
should look at how existing online apparel 

Mark and Lisa Wright, owner 

of Flowery Branch, GA-

based Wright Creations, use 

the space on their vehicles 

productively. They sold their 

Monte Carlo and bought a 

Dodge Ram pickup truck; 

then, they put signs advertis-

ing Wright Creations on the 

sides and back of the truck. 

“If you’re sitting in traff ic, you 

might as well be advertis-

ing,” Wright says. “I actually 

sat at a red light and had 

someone sitting in the car 

next to me, and they called 

me and asked for a quote,” 

Wright says.

SMART 
ADVERTISING 

TIP

LEARN IT LIVE!
Learn how to monitor and manage your busi-

ness so that you can maximize your profits and 

minimize unwelcome surprises in “10 Secrets 

to Maximizing Profits” at the The ASI Show 
Orlando (Sunday, January 23, 2:45 p.m.). You’ll 

learn when you should fire certain customers, 

if your gross margins or right and if you’ll have 

enough cash next month.

➠

continued on page 46
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printing leaders attract and conduct their 
business. Based on that info, they should 
research website-building providers such 
as Zazzle.com and Cafepress.com, which 
allow users to easily create custom sites.

However, if you decide you want to add an 
e-commerce function to your site, Clemons 
points to many third-party Web applications 
that allow decorators to integrate a garment 
design e-commerce application into their 
existing sites. “Design applications such as 
No-refresh.com, Productsdesigner.com and 
Rsktech.com can allow decorators to very 
quickly enter the online e-commerce fi eld 
and offer a fulfi lling design and purchase 
experience for their customers,” he says.

2. Upgrade your software. Software 
upgrades are another constant techno-
logical consideration for decorators. Erich 
Campbell, digitizer and e-commerce man-
ager for Albuquerque, NM-based Black 
Duck Inc. (asi/140730), says your business 
management, artwork, digitizing and other 
embroidery-specifi c software should prob-
ably be updated or upgraded once a year, 
and at least every other year. He adds that 
decorators should sign up for their software 
vendor’s newsletter to be aware of possible 
money-saving software upgrade deals.

However, Lamb cautions decorators 
to calculate the profi tability of a potential 
software upgrade before pulling the trigger. 
“What is the ROI on an upgrade, and will 
you use it?” he says.

But sometimes, software does become 
outdated, at which time Lamb says deco-
rators either need to upgrade or switch to 
a different brand. “As things get older, a 
lot of companies don’t offer support after 
a certain point,” he says. “Try to fi nd out 
what’s new and evaluate it to see the benefi t, 
but always stay current as to what’s being 
supported. If you have a good product, stick 
with it. If you have a bad product, a neces-
sary upgrade is a good chance to switch.”

3. Work social media. Use social sites, 
such as Twitter and Facebook to com-
municate your messages to prospects and 
clients. With Facebook pages especially, 
Lamb says that decorators can build an 
online community where they interact with 
their “friends.” As an example, “an indus-
try friend of mine, who’s with a large towel 
supplier, does Facebook really well,” Lamb 
says. “He doesn’t try to make it a corporate 
message; he just tries to document where 
he’s at and what he’s doing. For example, 
he’ll post a picture of him and his young 

Scott Gingold, marketing expert and 

owner of Confidential Counselor, sug-

gests the following strategies for dealing 

with online competitors:

1. Learn your competition’s strengths 

and weaknesses. “Discover what they’re 

doing right or better than you, and in-

corporate it into your own off erings,” he 

says. “If an online competitor is cleaning 

your clock, find out their weaknesses 

and capitalize on them, but do it in a 

professional manner.”

2. Don’t obsess. “Once you’ve thorough-

ly reviewed your primary competitors, 

move on,” he says. “If you keep focusing 

on them, you’ll lose sight of your own 

business. Make certain that you’re maxi-

mizing what you really off er.”

3. Don’t try to beat them on cost. “If 

you try to sell on price to beat a com-

petitor, eventually you’ll lose,” he says. 

“There will always be someone out there 

cheaper than you.”

4. Play nice. “Don’t speak ill of your on-

line competitors. It only makes you look 

weak and small,” he says. 

EDGE OUT ONLINE 
COMPETITORS

CUSTOMER SERVICE ON THE WEB

Jordan, MN-based Thread Logic’s business model is clean, simple 

and easy. Clients visit the company’s website (www.thread-logic.

com), where Founder and President Jeff  Taxdahl off ers about 350 

wearables, including polos, sweatshirts, jackets and hats; clients 

select their products and upload their logos to be digitized and 

embroidered. Taxdahl even provides free logo evaluation, to ensure 

the artwork will work for embroidery (30% of those uploads turn 

into orders). Then, in seven to 10 business days, customers receive 

their decorated apparel order.

Thread Logic serves about 3,000 customer accounts located 

across the U.S.; in fact, the business cranked out 70,000 deco-

rated pieces in 2009. Taxdahl, who’s somewhat of a Web wizard, 

designed his online business model to allow customers to easily 

serve themselves 24/7. Here are his top tips for creating a successful 

online business model.

Off er a flat price point. Typically, embroiderers charge custom-

ers by stitch count; however, Thread Logic has a set rate for all 

logo sizes, colors and stitches. “Not many people know how many 

stitches are in their logo, so we’ve built a model on a flat price point,” 

Taxdahl says. “We present to customers, ‘This is what it costs to put 

your logo on shirt A, on shirt B and on shirt C, and so forth.’ ”

Off er a simplified quantity discount. Most quantity discounts 

only apply when the order is all the same product, all the same 

color. “At Thread Logic, we don’t care what you’re getting,” Taxdahl 

says. “We’re going to consider everything in your order – no matter 

what it is – toward the quantity discount. I just want your order.”

Off er free logo evaluation. Not every logo transfers well to em-

broidery, so being able to find out whether yours will transfer before 

ordering helps to avoid unnecessary purchases and production 

costs. “Customers can send us their logo and we’ll tell them how 

well it transfers to embroidery for free,” Taxdahl says. “That gives us 

a chance to engage with that customer before they ever spend a 

dime. They can feel us out from our response and decide whether 

or not they want to do business with us.” 

And remember, “A website isn’t a ‘build-it-and-they-will-come’ 

proposition,” Taxdahl says. “An online model is about marketing. 

When you talk about the Internet, you think technology, but really, 

to be successful, it requires a marketing skill set.” – AV

stitches.com 

Listen to an interview 

with industry veteran 

Jimmy Lamb

Technology Upgrade from page 45
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daughter on the beach lying on the company’s new beach towel. 
Images tell a story really well.”

Remember, though, if you create a company Facebook fan page, 
you have to update it frequently in order to generate business, 

Lamb says. “It’s got to be interactive, and you have to do it every 
day,” he says. “Invite everyone you know to become fans. Give 
your customers a reason to be on your Facebook site. Put images 
of some of the latest hot new products out there.” – SD

W
hile the real estate market has 
certainly hit tough times over the 
past few years, it’s also provid-

ing unprecedented opportunities for busi-
nesses looking for new retail and produc-
tion spaces. Between low mortgage rates on 
purchases and landlords practically begging 
for tenants to fi ll rental spaces, this can be 
a great time to consider moving. In fact, 
when Chicago-based Tip-Top Branding 
(asi/344851) moved offi ces last year, it saved 
$25,000 a year in rent in the process.

A commercial real estate agent tipped off 
Brad Akers, president of Tip-Top, to the 
deal and he decided that the savings were 
too good to pass up.

If you decide to make the leap from 
home to retail, consider your long-term 
goals. Could you continue to grow your 

business and up production in your home-
based facility, or do you need to go to retail? 
Some decorators choose to keep their shops 
home-based, but add a separate building on 
their property to house extra equipment. 
“If you intend to have a retail sales area or 
showroom, make sure the front-end space 
you pick can allow for proper, uncluttered 
displays of all your wares and comfortably 
sized aisles for clients,” says Erich Camp-
bell, digitizer and e-commerce manager 
for Albuquerque, NM-based Black Duck 
Inc. (asi/140730). “And as far as production 
areas go, make sure you have a space that’s 
big enough to house your machines, and 
also allows you to comfortably move boxes 
of stock along the production line. Give 
operators a little elbow room and make 
sure that your storage areas are accessible.” 

If your budget doesn’t currently afford you 
the dream workspace you envision, Camp-
bell suggests perfecting the production side 
of things fi rst. “You can come up with cre-
ative, space-saving ways to show your wares 
if you have a smaller showroom area,” he 
says. “Get your production space right fi rst, 
and unless your shop is retail style and you 
count on walk-in or drive by business stay 
away from the big storefronts.” – AV

Operations

Choose the Right Business Space

What’s key in a contract embroidery shop is to have enough work coming in from ad spe-

cialty distributors and other “middle-man” type of entities. Unlike other embroidery shops 

that sell decorated apparel to end-users (and can charge for the decoration services and the 

garments), contract shops decorate garments that are provided to them – meaning they 

can only charge for the decoration services. Ultimately, that means a contract shop owner 

needs to have a large, repeat client base. So how do you do it? 

Acquire adequate equipment to provide a wide range of services. “You need to plan,” 

says Bruce Perryman, who runs Embroidery Unlimited in Tempe, AZ. “So, you need to have 

the right amount and variety of equipment.” For example, Perryman has nine machines of 

six types to eff ectively hit the array of possibilities, ranging from a single-head embroidery 

machine to a laser bridge. 

Carefully target lucrative prospects. Louisville, KY-based Stitch Designers Inc. 

(asi/741145) maintains and controls its growth by scouting out prospective clients before 

pitching services to them. Jeremy Judah, the company’s director of marketing, uses data on 

prospects that’s stored in ASI’s CreditConnect program – to gauge who might make a logical 

and profitable client. Judah recommends that contract shops look for distributor clients 

serving various industries. “What helps us is we’re spread out,” Judah says. And, Perryman 

used to stick to the same group of clients who proved to be reliable both for business and 

payment. Now, he looks further. “The economy aff ected so many people that our select 

group of people was less select,” Perryman says. “So we cast our net a little wider.” – DW

MAINTAIN CONTRACT ACTIVITY

For every startup, there are seemingly 

obvious mistakes that business owners 

either fail to understand or decide to 

overlook – so here are two mistakes to 

avoid in the first year.

1. Mixing personal and business 

finances. Too many small-business own-

ers dip into personal accounts to cover 

business costs or slap down their business 

credit card to buy a new couch for their liv-

ing room. For embroiderers working out of 

their homes and funding the entire startup 

themselves, it may seem fine to mix 

finances, since they’re likely coming from 

the same pool. But don’t do it, experts say. 

Why? It makes tracking finances (i.e., sepa-

rating personal and business expenses) 

down the road a nightmare. 

2. Not knowing when to quit. For 

many startup embroiderers, the off ice 

is often tucked away in a corner of 

the house. That means work is always 

accessible and often a gnawing pres-

ence that’s hard to ignore. But it’s impor-

tant to shut off  the computer and step 

away from the home off ice at the end 

of the workday, experts say. To do that, 

set time limits for working after-hours at 

home. – Erica Young

TWO STARTUP 
MISTAKES TO AVOID
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Human Resources

Hire the Smart Way

H
iring the right sales, production and support people to help 
you grow your decorating business might seem like a leap 
of faith, but it doesn’t have to be. There are some key ways 

you can ensure that you’re hiring the best possible person for the 
job – especially now as the market is fl ooded with a lot of job appli-
cants. “Instead of just hiring a body, you need to choose a good per-
son who’s truly going to be an asset to your company,” says Danon 
Middleton, COO of Tango Partners. 

Of course, decorators must tailor that experience to the appro-
priate position. “If it’s internal staff that supports the drop-ship 
order process in your company, you want to fi nd someone who’s 
had organizational-type jobs, is good on a computer and has good 
communication skills for when they’re 
processing the order,” she says. “But if 
you’re looking for someone to do prod-
uct sourcing or digitizing, you really want 
someone with specifi c experience and a 
little creative fl air.”

If you’re looking for a new employee 
right away – particularly in the sales or 
production area – and can’t fi nd anyone 
with industry experience, Middleton rec-
ommends looking for job candidates who 
are profi cient in the retail industry. “If 
someone’s involved in that atmosphere, 
they tend to catch on a little quicker to 
this market,” she says. 

Before they begin the hiring process, 
Middleton recommends decorators come 
up with three key characteristics that are 
important for their new employees to 
possess. The nature of those characteris-
tics will depend upon the personal wishes 
of the employer and the position to be 
fi lled. “That’s a key thing when you look 
at all the résumés on Monster.com or 
wherever,” she says. “Look for three key 
components, and if you don’t see those 
three key things on their résumé, toss it.”

Ken Thoreson, president of Acumen 
Management Group, recommends a very 
detailed approach for hiring new employ-
ees that can be implemented very quickly. 
“For each job position in the company, 
you need to defi ne the ideal profi le for 
each employee,” he says. “This would be 

the top-fi ve past work experiences that you 
think are required to be successful.”

Once decorators decide on those fi ve 
essential pieces of prior work experience, 
Thoreson takes the process even a step 
further than Middleton, suggesting that 
they come up with  fi ve characteristics 
they desire in a new employee. “Describe 
the type of person you’re looking for – 
attention to detail, strong communication 
skills, etc.,” he says.

Based upon both sets of top-fi ve crite-
ria, Thoreson says employers should post 
a help-wanted advertisement on online ser-
vices like Monster.com and Careerbuilder.
com, along with industry newsletters. “You 
need to advertise every 60 days, whether 
you’re hiring or not,” he says.

During the interview process, Linda 
Neumann, CEO of Brilliant Marketing 
Ideas Inc. (asi/146083), says employers 
must ask technical, industry-related ques-
tions – in fact, she suggests giving those 
types of questions higher priority than 
questions regarding character. “Offhand, 
just ask them about the things that are 
sometimes misunderstood, like pricing 
situations or other industry questions,” 
she says.

QUICK HIRES
While time may be short, Ken Thoreson, 

president of Acumen Management Group, 

emphasizes that decorators should make 

time to interview multiple candidates, which 

can often be done in a matter of days. He 

recommends decorators with the ability to 

do so interview a minimum of five people for 

each position, and have three people from the 

company interview each candidate. 

“Each interviewer must understand they 

need to take the emotion out of hiring,” he 

says. “The first step is to hold a telephone 

interview, and see if they can qualify based 

upon your top-five list. Each person should 

have a scorecard to rate each of the inter-

viewees. The scorecard should be made 

up of the two top-five lists.” Thoreson then 

recommends that each candidate be scored 

on a scale of one to five – one being worst, 

five being best – for each category.

And, remember, business owners are tak-

ing risks every time they hire someone. How 

do you know that a person is trustworthy and 

responsible and can do their job? “You don’t,” 

says John Horne, president of Stitch Design-

ers Inc. (asi/741145) in Louisville, KY. “I go to 

my employees and ask if they know anyone 

who they think can do the work and enjoy it. 

Word of mouth is where I’d start.” Businesses 

can also use profiling companies or staff ing 

firms to add science to the hiring process 

and weed out the unqualified applicants who 

would show up because of an ad in the paper.
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I
f you rewound a decade or two, you’d find Rob Dubow sell-
ing pool tables and juke boxes. You’d find Andy Shuman 
hitting the books (and the bar) as a junior in college. And, 
you’d find John Horne crunching numbers as a financial 
consultant.

But now, Dubow, Shuman and Horne are sporting million-
dollar smiles, and it’s not due to expensive cosmetic-dentistry 
work – it’s because their contract decorating businesses each 
gross at least $1 million in annual revenue. Read on to learn their 
secrets of success.

Smooth

Operators

SUCCESS STORIES

Want to know the secrets of decorators who started small and ended up as 

million-dollar operations? Meet three profitable contract embroiderers, who 

literally began with nothing and just followed the money.

By Erica Young
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success stories

STITCH DESIGNERS
John Horne started off in the banking 
industry, fi nancing equipment for busi-
nesses in all types of industries. “It ran the 
gamut from ice cream machines for conve-
nience stores to towing vessels for the Mis-
sissippi River,” Horne says. Then, his life 
took a twist into thread.

“In 1984, an embroiderer came to me 
for a loan and I fi nanced three two-head 
machines for him,” says Horne, who devel-
oped a rapport with the customer that, over 
time, fed Horne’s interest in the decorating 
business. Finally, Horne decided to take 
the entrepreneurial leap and start his own 
embroidery fi rm.

“The thing was that no one in Louis-
ville did embroidery when I was looking 
to launch my business,” Horne says. “So I 

knew if I established myself as the one-and-
only, I could have a future in this business.” 
Just to be sure, he talked to local screen 
printers to see if they’d do business with 
him if he bought an embroidery machine. 
The consensus was positive, so a year later, 
Horne leased a $32,000, six-head Barudan 
machine and got a bank loan for operating 
capital. “The machine was pretty straight-
forward, so I fi gured out pretty quickly 
how to run it,” says Horne, whose business, 
Stitch Designers (asi/741145), recently cel-
ebrated its 25th anniversary. “For years I 
had the confi dence to sell, so I knew I had 
the confi dence to start my own company.”

EARLY DAYS

Coincidentally, as Horne was launch-
ing his business, his next-door neighbor 
– a glass glazer who was on strike – was 
looking for new opportunities, so Horne 
recruited him as Stitch Designers’ fi rst 
employee. “I taught him how to run the 
machine so I could go out and round up 
clients,” Horne says. 

The duo got their lucky break in 1986, 
when a screen printer hired Horne to run 
200 polo shirts for Churchill Downs. This 
contract job got Horne thinking about sell-
ing wearables and other promotional items, 
in addition to servicing his existing clients. 
He joined ASI as a distributor member, and 
decided to open an offi ce in Manhattan, 

where commission-based reps could bring 
in more sales and access bigger clients.

Unfortunately, the introduction of 
NAFTA in 1994 forced Horne to change 
his plans. “Our bread-and-butter compa-
nies started using overseas sources at prices 
that were a fraction of our cost,” he says. “I 
wasn’t making money with my Manhattan 
sales force, and shut it down.”

At this juncture, Horne knew he couldn’t 
market his services to end-users without a 
strong sales force. “I decided to add more 
embroidery machines and establish Stitch 
Designers as strictly a decorating company 
that offered decorating services to adver-
tising specialty distributors and other sim-
ilar clients,” he says. Luckily, his numerous 
connections from his years as a distributor 
allowed him to keep his new contract busi-
ness afl oat, and it also gave him insight as 
to what distributor customers expect from 
a decorator.

Once Horne decided to focus on being 
a contract shop, he realized that hitting 
the million-dollar mark wasn’t going to 
be easy. “If you’re selling clothing in addi-
tion to the decoration, it’s not so very hard 
to hit $1 million,” he says. “But it’s hard if 
it’s all embroidery.” And, he says, he real-
ized how important it was for his team to 
work closely with their distributor clients 
to make sure the end-buyer’s artwork trans-
lates correctly into embroidery. 

SIX STEPS TO BECOMING A TOP CONTRACT SHOP

1. Educate distributors. Invite distributors to come to your shop to see 

how decorating processes are actually done. Show them an art file that’s 

been digitized, and how that design is then embroidered onto a garment. 

You could also record simple informational videos and post them on your 

website or YouTube page. 

2. Get client feedback. Besides hosting facility tours, you could also 

conduct an annual survey to learn directly from your distributor clients 

how to better serve them. “We send out a survey to every company in our 

database,” says Andy Shuman, general manager for Rockland Embroidery 

(asi/734150) in Topton, PA. “We even send it to the customers we know had 

a challenging experience.” 

3. School your clients in artwork requirements. Distributors aren’t 

always aware that art for embroidery cannot come as very low-res files, 

such as a .tiff  or .bmp, since that often results in lower-quality embroidery. Or, 

for a very detailed logo, you may have diff iculty interpreting an extensively 

detailed design. Creating a clear, concise artwork-requirements document 

outlining these specifics can help smooth out the process. Give it to your 

clients and post it on your website. 

4. Keep the lines of communication open. Communicate with your 

distributor clients throughout the production process – share updates that 

they can pass along to end-buyers. Also, be sure to ask for signed proofs 

before you begin imprinting. 

5. Become a real decorating resource. In order to be a full-service 

decorating consultant, pay attention to trends, be creative and off er advice. 

“The market is moving toward fashion,” Shuman says. “So we’re doing a bit 

more of what you’d see in stores, like the distressed look.” 

6. Recognize the importance of trust. As a contract decorator, your 

distributor trusts you not to approach his end-buyers – so building and keep-

ing that trust is essential. “I want loyal customers who send me continuous 

work,” says Rob Dubow, owner of Dubow Textile (asi/700107) in St. Cloud, 

MN. “That’s why focusing on them and providing a quality product every 

time is so important.”

ABOUT STITCH 
DESIGNERS  (asi/741145)

President: John Horne

Location: Louisville, KY

Company Founded: 1985

Million-Dollar Years: 1988 to present

Specialty: Contract embroidery/screen print-

ing; digitizing

Secret to Success: “Treating others as I’d 

want to be treated,” Horne says. “That includes 

my employees, customers and vendors.”

2010: $1.5 million in revenue

LEARN IT LIVE!
Want to take your sales to the next level? Want to know how superstar 

salespeople do it? Then don’t miss “The Next Level: Strategies to Become a 

Sales Superstar” at The ASI Show Orlando (Sunday, January 23, 4:00 p.m.). 

This interactive presentation, delivered by top sales trainer George Ludwig, 

will give you actionable insights into how the best salespeople operate. 

➠
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MAKING IT FLY 

As a contract shop, Horne and his team 
began getting jobs of all sizes from hun-
dreds of customers each month, instead of 
large jobs from a couple of clients. “I bought 
several lists of screen printers, embroider-
ers, promotional product distributors and 
sporting goods stores,” Horne says. “I must 
have had a total of 20,000 fax numbers.” In 
order to market his services, Horne send 
out a mass fax blast offering free digitiz-
ing for an embroidery order of 36 pieces 
or more. “The offer was unique, and it 
resulted in tons of new business from all 
across the country,” he says. 

Not long after, unsolicited faxes were 
punishable by law, so Horne turned to 
e-mail blasts, then e-mail video blasts, 
direct phone calls and exhibiting at trade 
shows. “I realized you have to do a combi-
nation of these things to stay visible in the 
market,” he says.

In addition to working with distributors, 
Horne does work for some big names and 
brands. For example, he’s been embroider-
ing items for Jimmy Buffett’s Margarita-
ville for the last 14 years, and must have at 
least 100 versions of the logo. And, that’s in 
addition to Tommy Hilfi ger, Nautica, Polo, 
Timberland and the Queen of England – 
these are all contacts he initially made dur-
ing his time as a distributor. 

Horne attributes Stitch Designers’ 
growth to his staff and creative market-
ing. On average, his employees have been 
with him for nine years, which translates 
to a consistent product and fast service. 
Stitch Designers now houses 300 embroi-
dery heads on 18 Happy machines in a 
37,000-square-foot facility, and its pri-
mary customers are advertising specialty 
distributors, screen printers, document 
printers, uniform companies, sporting 
goods retailers and other smaller embroi-
derers. With more than 1,000 orders a 
month shipped to 47 states, Horne says 
precision is key. “I always promise my cus-
tomers that we’re going to do the work 
fast, we’re going to get it right and we’re 
going to make them look good to their 
clients,” he says. 

One of Horne’s embroidery highlights 
came in 1986, when the Kentucky Derby 
asked him to embroider its fi rst lush 554-
rose blanket. “They came to me and said, 
‘We hear you’re the best embroiderer in 
town,’ ” Horne says. “The funny part is that 
I know they came to me because I was the 
only embroiderer in town.” However, this 
particular project has come full circle for 
Horne, since he was fi rst asked to embroi-
der the blanket just one year after he started 
the business, and has been doing so every 
year since. 

ROCKLAND 
EMBROIDERY INC.
In the one-traffi c-light town of Topton, 
PA, sits a 20,000-square-foot building 
with 50-plus employees, 255 embroidery 
heads and six screen-printing presses. 
This is the home of Rockland Embroidery 
(asi/734150), a contract embroidery shop 
that grossed more than $4 million in rev-
enue last year.

General Manager Andy Shuman got 
his start in the business in 1998, when he 
was still a college student. “I knew David 
Schlier, the company’s founder and presi-
dent,” Shuman says. Although Schlier 
didn’t start Rockland Embroidery until 
1991, he had been an integral part of the 
industry since 1969. With that many years 
in the business, he’d taken part in differ-
ent projects for a slew of clients, from local 
schools to giants such as Nike and Nautica. 
Simply put, Schlier knew a lot of manu-
facturers that were producing products for 
big-name accounts.

But when those large companies began 
to outsource most of their work overseas, 
Rockland Embroidery focused on pro-
viding contract decorating to advertising 
specialty distributors, retail resellers and 
manufacturers – and did so in large num-
bers even before Shuman came aboard. 
“Rockland has always been a volume-
based decorator, and we’ve branded our-
selves as a supplier of contract decorat-
ing,” he says. “We rely on this to provide 
us with the volume needed to keep the 
facility running.”

Although Shuman’s team has done work 
for high-profi le clients such as MTV, Presi-
dent Bush and Sean John (rapper P. Diddy’s 
clothing line), their main focus is on their 
most loyal customer. “We cater to distribu-
tors’ needs to help them serve their clients,” 
Shuman says. “We don’t compete against 
them at all – we work with them.”

THE BREAD AND BUTTER

Rockland Embroidery’s success is due to 
the company’s focus on providing contract 
embroidery and screen-printing services 
– in addition to several other imprinting 
options – to distributors. “Ninety-nine 
percent of our accounts are repeat clients, 
because we’ve established ourselves as our 
distributor customers’ contract-decorating 
partner,” Shuman says. “We’ve grown our 
client base by sticking to this strategy con-
sistently for many years.”

Rockland Embroidery offers a slew of 
decorating services, from embroidery and 
screen printing to garment transfers and 
PVC emblem development. “At the outset, 

ABOUT ROCKLAND 
EMBROIDERY  (asi/734150)

General Manager: Andy Shuman

Location: Topton, PA

Company Founded: 1991

Million-Dollar Years: 1995 to present

Specialty: Contract embroidery/screen printing 

on apparel; imprinting promotional products

Secret to Success: “Find a niche market,” 

Shuman says. “And, excel at it.”

2010: $4 million in revenue
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we weren’t screen printers,” Shuman says. 
“We evolved into printing eight years ago, 
when we moved into a shop three times the 
original size.” Rockland Embroidery also 
expanded into laser cutting, etching and 
rhinestone application in order to be a full-
service decorator.

To market its services, Rockland Embroi-
dery initially produced samples of its most 
attractive logo work – one example is the 
stork from the Vlasic pickle commercials. 
Shuman’s team would send a sample to pro-
spective distributor customers, along with 
a handwritten letter. “We still use mailer 
promotions,” Shuman says. “But as we’ve 
grown, we’ve incorporated e-mail blasts 
and trade show exhibitions. We put a very 
strong effort into branding our company 
within the promotional products industry 
by using a mix of marketing techniques.”

Shuman says the key to his fi rm’s mar-
keting success is getting in the door with 
one sales rep, and then having that rep 
communicate to colleagues about Rockland 
Embroidery’s work. “Word-of-mouth is 
vital to our client base growth, and high-
volume contract decorating is not always an 
easy job,” he says. “That’s why we’re always 
striving to achieve better customer service.”

“The challenge with the resulting growth 
isn’t getting the sales itself, but keeping 
those clients and sales profi table,” he says.

DUBOW TEXTILE INC.
The third time’s a charm, right? This say-
ing defi nitely holds true for Rob Dubow, 
since St. Cloud, MN-based Dubow Textile 
(asi/700107) is his third – and most success-
ful – business. “First, I owned a movie-and-
VCR rental chain in the early 1980s, since 
most people rented instead of purchas-
ing,” he says. Dubow and his friend, who 
had opened multiple stores together over a 
period of six years, sold the business to a 
competitor. Then, Dubow got involved in 
the amusement business; he owned video 
games, pool tables and juke boxes that he 
placed in bars and bowling alleys. In 1990, 
he sold that business to yet another com-
petitor and was on the prowl for another 
business opportunity. “I knew the previ-

ous owner of an embroidery business who 
was looking to get out of the industry, so in 
1991, I decided to purchase it,” he says.

With this new business, Dubow, who 
knew nothing about embroidery, had to 
dive in headfi rst and learn from doing. 
When he had to present revenue projec-
tions to his bank, he used some informa-
tion he received from the previous owner, 
and quickly guessed at what the business 
could do. “I also used the knowledge I 
gained from my previous businesses, and it 
worked,” he says. 

Dubow’s commitment to quality and 
expertise fueled the growth of his embroi-
dery business. After starting in a converted 
garage with three employees, he moved to 
a 3,500-square-foot production facility and 
doubled the company’s embroidery heads 
to 48. “Then in 1994 we built the current 
22,000-square-foot facility,” he says. “And 
then three years ago purchased the building 
next door, which is about 6,500 square feet.” 

A FOCUS ON WORKFLOW

Dubow attributes his company’s growth 
to three things: diversifi cation of services, 
from embroidery to dye sublimation to ful-
fi llment for his distributor clients; technol-
ogy, which gives his customers the ability 
to track their orders online; and seasoned, 
dedicated staffers. By marrying these key 
elements, Dubow has transformed his busi-
ness into one of the largest contract decora-
tors in the upper Midwest, with more than 
60 employees who run two shifts on 130 
embroidery heads.

Dubow’s team relies on a simple but 
well-honed workfl ow system. Many years 
ago, Dubow initiated a visual process fl ow-
chart, where each step of an order was 
written on a yellow sticky note and posted 
chronologically onto a 10-foot-by-8-foot 
wall. “Any time we had a question about 
the next step, or a process took multiple 
directions at the same time, we used a pink 
sticky note to identify that disconnect,” he 
says. This worked as a learning exercise for 
his staff, since once the order was complete 
(and the wall was covered entirely), they 
collectively deliberated how to remove 

each pink sticky note. 
Dubow Textile has moved this type of 

process fl ow chart into its own computer 
system, which it purchased and launched 
in 1996. The goal of this process, whether 
on a large wall or a software program, is to 
recognize problems, acknowledge why they 
happened and prevent their repetition. 

Dubow strongly believes in being part-
ners with his distributor customers. “If we 
can make our customers look better to their 
customers, it solidifi es the relationship and 
everyone wins,” he says. “It’s important 
for our distributor customers to know all 
we have to offer so that they can then sell 
the creativity to their customers. By doing 
this, the end-client ends up with an original 
product, with a higher perceived value and 
a higher bottom line.”.
ERICA YOUNG is a contributing writer for Stitches.

ABOUT DUBOW TEXTILE 
INC.  (asi/700107)

Owner: Rob Dubow

Location: St. Cloud, MN

Company Founded: 1991

Million-Dollar Years: 1994 to present

Specialty: Contract embroidering/screen 

printing; digital printing; laser appliqué; dye 

sublimation; heat transfers

Secret to Success: “Diversification of services, 

technology and a dedicated staff ,” Dubow 

says. “Above all, a lot of hard work.”

2010: $3.75 million in revenue
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A
bout two years ago, Leah Paley’s friend ordered a 
design off eBay and asked Paley to embroider it for her. 
The friend knew nothing about 
embroidery, Paley says, but she 
knew that Paley, a mother of 

seven living in Virginia, had fallen in love 
with embroidery back in 2001. Paley said 
she’d produce the embroidery and figured 
that was the end of it.

A year later, Paley’s friend got a letter 
informing her that she’d purchased a design 
that had been pirated and sold in violation 
of its copyright. The friend could either pay a fee of several hun-
dred dollars or face a lawsuit. “The thing was so bizarre,” Paley 
says. “She doesn’t even own an embroidery machine.” The friend 
contacted the Texas Attorney General’s Office complaining about 
harassment, because the letter originated in Texas. (Like others 

who received such letters, she declined to be interviewed for this 
story.) As Paley learned more about it, she was amazed to find other 

embroiderers had received such threats. 
“To threaten little old ladies and stuff for 
purchasing a $5 design on eBay?” Paley 
says. “Just tell them it’s an illegal design and 
not to use it.”

Settlement demand letters like these 
have become commonplace in the world 
of digital artwork over the last few years. 
Whether it’s embroidery designs or stock 
photos, big companies and lone individu-

als have learned not only that these letters get results, but that 
they may be the best way to crack down on copyright abuse and 
digital piracy. “The word has gotten out that settlement demand 
letters work,” says Matthew Chan, a Georgia businessman and 
author who successfully fought such an effort by Getty Images 

Might 
Makes

Copyright

There are intellectual 

property battles raging 

over embroidery (and other 

digital artwork) – with both 

stock design companies 

and individual embroiderers 

ending up the victims of 

piracy and of purchasing 

pirated designs. Learn what 

you need to know to stay 

above the fray.

By Daniel Walsh

“Check to make sure 
the people you’re 
doing the work for are 
truly licensed to use a 
copyrighted image.”
Ed Levy, Digitize4U

intellectual property
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and subsequently launched the website 
www.extortionletterinfo.com. “It’s not just 
stock photos or embroidery. They scare 
people. They just work.” 

Companies such as Getty Images and 
Masterfi le Stock Photos have used settle-
ment demand letters to go after people they 
believed were taking images meant for per-
sonal use and then reselling them to others 
at profi t.

In the embroidery world, no company 
has led that charge like Bernina, which owns 
several embroidery and sewing-related 
companies, including Great Notions, an 
online catalog of digital designs. Bernina 
organized the short-lived Embroidery Soft-
ware Protection Coalition (ESPC), a group 
of several companies that went after alleged 
copyright abusers in 2005 and 2006. The 
proliferation of pirated designs around the 
Internet, often sold on sites such as eBay 
and Etsy, has defl ated profi ts for companies 
that produce and sell them legitimately. 
“Today, you fi nd free designs all over the 
Internet,” says Martin Favre, president of 
Bernina USA. “It’s getting more diffi cult to 
make money off this business.”

While it’s simple to observe that digital 
piracy is rampant, crafting a solution isn’t 
nearly as simple. Many who received settle-
ment demands claimed to have purchased 
designs innocently – and not knowing 
about the copyright issues – without plans 
to profi t from them. They say that those 
issuing these settlement demands are prac-
ticing “extortion.” Those who profi ted by 

knowingly selling pirated designs often got 
away and continue to do so. Amid outcries, 
the ESPC collapsed. Now, even Bernina, 
which accused others of piracy, faces similar 
claims that it stole others’ designs.

THE NITTY-GRITTY

Here’s how simple it is to pirate someone’s 
copyrighted image: Go to your local news-
paper’s website. Right-click on any photo 
you see. Save it to your computer’s hard 
drive. Then, post the photo on your com-
pany website. That’s it! 

As an embroiderer, you could buy or 
download a design and then sell it to others. 
Or you could buy a design, stitch it and then 
sell it. Maybe you’ll cross over into promo-
tional products and sell them wide-scale, 
perhaps reproducing them for shirts and 
selling them as distributors do. All these are 
potential copyright violations if you don’t 
have permission to use the copyrighted 
designs. “In the home market, it’s clear: You 
cannot use a design for anything but your 
own personal use,” Favre says. “You cannot 
put it on a sweatshirt. You can’t put it on a 
hat. You don’t have the right to do it.”

The latter, of course, has become ram-
pant in embroidery and digitizing circles. 
People see a design, and they realize they 
have the artistic talent to craft it and share – 
or sell – it. So people did it. Many saw noth-
ing wrong with it. After all, it was their craft 
work, even if the design wasn’t. In an online 
culture where people are used to obtaining 
free information, that sentiment comes nat-

urally to many. “One of the things I argue 
is once you put something on a website, 
there’s an implicit consent that you can use 
it,” says Mike Meadors, who runs a fabrics 
business in Colorado and hosts a website 
called Tabberone’s Trademark & Copyright 
Abusers Hall of Shame (www.tabberone.com). 
Whether others disagree or not, that mind-
set is common online. “There’s no control,” 
says Ed Levy, owner of Digitize4U, a digi-
tizing and embroidery company based in 
Montoursville, PA. “Companies that pirate 
software are often based in other countries. 
They’re pretty much untouchable because 
their servers are in China or other countries 
where you can’t touch them.” 

As media companies began losing more 
money, they began looking for a solution. 
They found it in a program called Pic-
Scout. Developed in 2002, PicScout can 
scroll across the Web searching images. 
It can then crosscheck the images against 
a database of images belonging to the cli-
ent. If there’s a match, the ownership of the 
Web domain can be checked in a worldwide 
registry, such as the one run by the Inter-
net Corporation for Assigned Names and 
Numbers. An automatic notifi cation can be 
sent to the company whose copyright may 
have been violated, which can then auto-
matically trigger a letter to be sent to the 
person accused of using the digital artwork 
in question. PicScout made available the 
means for tracking copyright violators and 
pursuing payments from them, and most of 
it could all be done through automation.

PLAY IT SAFE WITH COPYRIGHTS

With pirated designs proliferating around the Internet, it’s very easy 

to unknowingly use a pirated design or have someone use it on your 

behalf, such as a Web developer building your website. However, avoid-

ing use of those images is in some ways just as easy. “Check to make 

sure the people you’re doing the work for are truly licensed to use a 

copyrighted image,” says Ed Levy, owner of Digitize4U, a Montoursville, 

PA-based embroidery and digitizing firm. That means requesting docu-

ments showing the person who provided the image either created it or 

has a contract to reproduce it. 

Levy learned the hard way to ensure that he had that documentation. 

In 1996, authorities raided his business because it didn’t ensure it had a 

sublicense. Charges were eventually dropped because there was clearly 

no intent to abuse copyright, Levy says. 

If you receive letters from someone claiming you misused a copyright, 

make sure to check that the letters are legitimate. In recent months, at 

least one apparent scam has proliferated in the form of a settlement 

demand letter ostensibly written by a female lawyer from Texas, but that 

clearly using spellings of words consistent with Great Britain, not the U.S. 

Oscar Michelen, an attorney and instructor at New York Law School 

who has handled numerous digital copyright cases involving settle-

ment demand letters, says many such letters have questionable legal 

standing. He says many people simply outlast their pursuers by ignoring 

them, but that comes after quite a bit of pressure, including sending 

debt collectors to secure settlements from alleged copyright infring-

ers. “They’ll find your phone number and e-mail and step up contact,” 

Michelen says. “They’ll send it to a lawyer. If you’re willing to hold on 

through all of that, you’ll get through.” But if you have the image in ques-

tion on a website somewhere, there’s one other key step. “We advise all 

our clients to just take it down,” Michelen says. “Even if you’re right, just 

take it down.”
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Bernina caught on and formed the ESPC 
with some of its subsidiaries and outside 
companies, including Tacony Corp. and 
Pulse Microsystems Ltd. The ESPC sent 
out numerous settlement demand letters. 
“One of our customers got one of those 
letters from the embroidery coalition,” 
says Angie Sims, a moderator of a popular 
online sewing forum who used to work for 
a Brother dealer in Nashville, TN. “She 
didn’t contact an attorney. She just con-
tacted the embroidery coalition and sent 
them $300.” 

Meadors, who has received and success-
fully fought similar demands from compa-
nies claiming he infringed copyrights, said 
that’s a common response. “Most people 
would rather pay the $300 fine, as the 
ESPC calls it,” he says. “It’s basically copy-

right extortion.” Such sentiments hurt the 
ESPC. For every person selling pirated 
designs online, there were others who 
claimed to be innocent crafters. “We got 
badmouthed many, many times over for 
being a big corporation going after these 
65-year-old women,” Favre says.

In 2006, the Electronic Frontier Foun-
dation (EFF), a nonprofit group protect-
ing digital rights, stepped in to fight the 
ESPC on behalf of embroiderers. “We 
got involved in a specific nuance of this,” 
says Corynne McSherry, an attorney 
with EFF. “Our clients were involved in 
a Yahoo! group formed to talk about this. 
The ESPC found out about this and tried 
to subpoena identities of the people in the 
group.” McSherry says the ESPC had filed 
the lawsuit against numerous John Does. 

Then they went to the Internet service 
provider to secure the identities for the 
lawsuit, since “Before you can get some-
one’s identity, you have to show you have a 
legitimate suit,” McSherry says. 

The ESPC eventually collapsed due to 
bad publicity from its efforts, Favre says, 
but the message got out. Embroiderers 
and digitizers shared news of the lawsuit 
threats on online messaging boards. Even 
those who faced accusations of digital 
piracy recognized something needed to be 
done. “These people need to be put out of 
business because this is obviously piracy,” 
Meadors says. “What the ESPC was doing 
is going after innocent people for very 
mundane things and threatening people 
with lawsuits.”

TABLES HAVE TURNED

George P. Riddick III can be different 
things to different people. Copyright 
expert, businessman, copyright extortion-
ist, shakedown artist – again, it all depends 
on who you ask. He has a company called 
Imageline that he says pioneered clip art in 
the early 1990s, and he claims copyrights 
on the vast collections of digital clip art he 
says his company developed during that 
time, and he has followed the example of 
Getty and the ESPC by using PicScout and 
threats of litigation that come with settle-
ment offers. He has sued or threatened to 
sue various companies and individuals for 
violations of copyrights he claims. “We 
started researching the embroidery design 
industry as a new market for us and were 
blown away by the amount of copyright 
infringement,” Riddick says.

Riddick says he only goes after people 
distributing Imageline’s copyrights for 
money. One of those targets is Bernina, 
which he accuses of using his clip art with-
out permission. “They take the artwork,” 
Riddick says. “They modify it. They then 

turn around and license it.” After he con-
tacted Bernina dealers to tell them they 
were violating his copyrights by selling 
the designs, some got scared, so in August 
Bernina sued Riddick and his companies.

Riddick’s critics say his operation – and 
his copyright claims – are very question-
able. Many say Riddick makes a living 
today primarily through such lawsuits. 
As of press time, one could go to Image-
line’s website, www.imageline2.com, and 
see the message, “Major website upgrade 
coming in November 2009!” The phone 
number listed on the website has been dis-
connected. “We haven’t used or updated 
that website or phone number in years,” 
Riddick says. “We’re making some orga-
nizational changes.” Riddick declines to 
specify what those changes are, but says 
they’ll be revealed in 2011.

As of press time, the Bernina-Imageline 
case was still open in a federal court in Illi-
nois. U.S. District Judge Milton I. Shadur 
has already invalidated some of Riddick’s 
copyright claims. “Riddick’s mass registra-
tion of clip art does not give protection to 
the individual pieces of clip art in the col-
lection,” says Oscar Michelen, an attorney 
and New York Law School instructor who 
has handled numerous digital copyright 
cases, including one for Riddick. A fed-
eral judge in New York ruled similarly in 
an unrelated case in May, and the rulings 
could become precedents in other cases. 

Riddick has fought the judge’s ruling 
and initially represented himself in the 
case. “I probably know the copyright laws 
of the U.S. better than most people and 
most lawyers,” Riddick says. Shadur dis-
agreed and ordered him to hire an attor-
ney, according to court documents, saying 
that copyright law “doesn’t seem to work 
the way you seem to think it does.” .
DANIEL WALSH is a staff writer for Stitches. Contact: 

dwalsh@asicentral.com.

“What the ESPC was doing is going after 
innocent people for very mundane things 
and threatening people with lawsuits.”
Mike Meadors, 

Tabberone’s Trademark & Copyright Abuse Hall of Shame

“We started 
researching the 
embroidery design 
industry as a new 
market for us and 
were blown away by 
the amount of copy-
right infringement.”
George P. Riddick III, Imageline



A
s of January 1, Jennifer Osborne is the proprietor of a 
full-time shop called Emages Embroidery in Owens-
boro, KY, a small city about 100 miles from Louis-
ville. Up until then, she worked in a doctor’s office 
full time, and did digitizing and embroidery jobs after 

business hours and on weekends.
In her 450-square-foot storefront space on a busy street in 

town, her mother interacts with customers and shows samples 
of Osborne’s digitizing work and decorating on blankets, fleece 
vests, polos, book bags, cosmetic bags, spa wraps, towels, cozies, 
key fobs and baby items. A few miles away, Osborne’s home has 
a computer loaded with Melco’s DesignShop software, a single-

head Tajima Neo, and lots of supplies and her garment inventory 
(“The store would be too cramped if I had the machinery and 
garments there,” she says). She uses her space at home to do all 
her own digitizing, marking, hooping and trimming.

Her goal: “I want to make at least $30,000 in revenue for this 
year, because I could live off that amount,” Osborne says. “The 
shop rent is just $500 a month and the other expenses are quite 
low in this region.” She made $11,000 last year as a part-time 
operation, though it could have been more if she didn’t keep her 
prices down to ensure that she gets business. “A lot of soccer 
teams come to me, and I have a lot of walk-ins for small orders,” 
she says. “I also do digitizing work for a mainly screen-printing 
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Just several weeks before jumping from part-time decorator to full-time 

business operator, Jennifer Osborne didn’t have all of her systems and 

processes ready for prime time. But with an industry veteran’s advice and 

her own tireless effort, Osborne got Emages Embroidery where it needed 

to be as the doors opened.

By Robert Carey

Photography: Brad Luppino

Raceto the Starting Line

OPERATIONS MAKEOVER

Jennifer Osborne 

opened her 

Owensboro, KY-based 

retail shop, Emages 

Embroidery, on 

January 1.
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fi rm – they give me a good amount of 
business.”

But to make a reasonable living, she 
knew in the weeks before leaving her 
full-time offi ce job that she’d have to 
land more clients through dedicated sales 
and marketing efforts. As of October 15, 
though, she had no one doing sales and 
her online presence was barely passable. 
“I just had no time to do any of that – 
some nights I was getting very little sleep 
between working at the doctor’s offi ce 
and then fi lling orders at home,” she says. 
Then again, Osborne knew she’d have no 
other source of income besides Emages 
Embroidery come January 1, 2011, so 
something had to give.

A VETERAN’S ANALYSIS 

At Louisville, KY-based Stitch Design-
ers (asi/741145), owner and President 
John Horne has grown the business from 
six heads to 300 heads housed in 37,000 
square feet over the past two decades, 
and now employs 30 people. Looking at 
Emages Embroidery’s physical layout, 
Horne notes that “It’s not the best situ-
ation that she can’t have her machines 
in the store,” he says. “If she likes the 
location and no larger spaces are available 

nearby, she can get by with it for now. But 
she should be on the lookout for vacancies 
in larger storefronts.” 

Regarding Osborne’s priorities as Janu-
ary 1 approached, Horne adds that “she 
should spend most of her time selling,” 
he says. “It would be a much better use of 
her time to use a contract shop for larger 
orders; she can’t afford to spend all that 
time running the machine herself. She 
could offer the digitizing free for orders of 
more than 12 pieces and then send most 
of those larger orders to a contract shop. 
This will give her an advantage over other 
small shops.” 

Horne cautions that Osborne’s contrac-
tor shouldn’t be located in the immediate 
area, because there’s a chance that the 
contractor would eventually approach her 
clients directly. When narrowing down 
contractors, “Ask for testimonials from 
clients of similar size and orders, and make 
sure the shop can turn things around in 
three to fi ve business days,” he says.

When it comes to pricing, Horne 
advises that Osborne mark up each item by 
at least 33%, and then add onto that the 
embroidery charge. “It’s an industry rule 
of thumb,” he says. “Besides, once people 
get used to low prices, it’s incredibly hard 

to raise them to get to the profi tability you 
need.” As for pricing orders she’ll contract 
out: “Just get the contractor’s price list and 
build out your retail prices from that.”

Lastly, Horne wants Osborne to add 
one or more catalogs to her website that’s 
currently housed on another site (www.jill 
dasilva.com/emages/products_03.html), which 
would allow her to sell over the phone 
with the prospect looking at items on the 
site. Then she could use social media to 
drive people to her improved site. 

ABOUT THE 

EXPERT
John Horne, 

President, Stitch 

Designers (asi/741145)

www.stitchdesigners.

com

Over the last 25 years, 

John Horne has 

grown his business considerably. His multi-

million-dollar company, contract embroidery 

shop Stitch Designers (asi/741145), started as a 

promotional products and apparel distributor 

in 1986; then, taking the plunge into decorat-

ing, Horne added six embroidery heads in 

1991. By 2001, the business boasted 150 heads, 

and has now impressively doubled that to 

300 heads. The company is housed in a huge 

37,000-square-foot space in Louisville, KY, and 

employs four customer-service representatives, 

two digitizers, an off ice manager, a marketing 

manager and a controller; on the production 

side, there are between 15 to 20 people at any 

given time.

Osborne’s mother, Jean Harris, helps out with customers in the shop’s busy showroom.

Osborne’s tasks between October 

15 and December 15: 

1. Find a contract shop.

2.  Find new prospects and start selling 

more aggressively.

3.  Contact an apparel supplier to help 

her develop a website that will act 

as a sales tool.

4.  Determine a new pricing structure 

and stick to it.



OPERATIONS MAKEOVER

THE MIDTERM REPORT

By the middle of November, Osborne had 
acted on a few things: She strengthened 
the quality of the product photography on 
her own website, and linked that site to a 
customized presence she has on a website 
hosted by apparel supplier Tri-Mountain/
Mountain Gear (asi/92125) containing 
its extensive wearables catalog. She also 
created a Facebook page (Emages Embroi-
dery Inc.) and quickly gained 70 fans. 

As for the sales effort, “I tried to get a 
friend to do some sales for me, and I’d 
pay her a commission,” Osborne says. 
“But then she had a death in the family, 
and since then I haven’t been able to fi nd 

the time to meet with her to train her 
in everything she’d need to know.” As a 
result, Osborne started making phone calls 
herself during her 30-minute lunch break 
at her offi ce job “to try to get some bids in 
places such as the local Toyota plant,” she 
says. “I know they order a lot of shirts, so 
I’m trying to get in on their next round of 
ordering.”

In the search for a contractor, Osborne 
reached out to a former colleague and 
mentor who has his own decorating shop 
in Macon, GA. Though that shop is quite 
far from her own, “All I have to do is ship 
the raw goods to him and he’ll take it from 
there,” she says. “I’m very comfortable 
with this new situation, so I’ll go out and 
focus on getting some larger orders now.”

Going forward, though, she wonders if 
it is appropriate to ask for money up front 
to procure the items and other materials 
needed to complete a sizable job. Abso-
lutely, Horne says. “You certainly wouldn’t 
be out of line to request some sort of pre-
payment,” he says. “Asking for the money 
to purchase the goods is a cost of doing 
business that a customer should have no 
problem incurring – that shouldn’t come 
out of your pocket. If you’re direct in your 
approach, you won’t come across as needy. 
Remember, though, to help a customer 

make all of his decisions on what he wants, 
and then ask for the deposit last. Be ready 
to negotiate the amount, but start at 50%, 
minimum. If there’s resistance to that, 
ask how much he had in mind – and then 
think hard before taking on that order.” 

THE FINAL REPORT

By mid-December, Emages Embroidery 
was much further along toward being a 
legitimate full-time operation than it was 
just eight weeks before. The fi rm’s website 
and social-media presence has improved, 
and Osborne’s sales efforts have brought 
some good opportunities. She got on the 
phone and contacted several local busi-
nesses besides the Toyota plant, such as 
a few horse stables, plus the local electric 
company and the water district. “If I got 
the purchasing manager’s voicemail, I 
explained who I was and what I can offer, 
and I’m following up with samples of my 
work,” she says. 

What’s more, an employee at the local 
college who worked with Osborne two 
decades ago remembered her during one 
call, “and she immediately brought in one 
of the college’s logoed shirts to see if I can 
do some variations for different depart-
ments,” Osborne says. “Until now, it never 
hit me to think about all the contacts I 
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Stitches: What’s been the biggest challenge in your business?

Osborne: Not having enough time. I was working full-time at a doctor’s off ice, although now I’m only 

part-time there. Still, trying to find new customers, build a website and do the production for my exist-

ing business leaves me little time to sleep. 

Stitches: What’s been your biggest business surprise?

Osborne: As I’ve focused harder on getting new clients, I’ve come to realize how many contacts I 

have in all walks of life. There are so many people I can contact who at least know my name. That’s 

reassuring.  

Stitches: What’s one thing you’d do diff erently?

Osborne: I’d have a slightly larger storefront so that I can have my machine and my computer there. 

Right now those are a few miles away, at home.

Stitches: Where do you want to see your company in two years? 

Osborne: My goal for 2011 is to get to $30,000 in sales; I think I can do that. And, I have a good con-

tractor in place to support me as I grow. But I might need to train a salesperson in order to get past 

that number – and then I’d have time to fulfill a lot of that business rather than contract it out. 

“I just did a baby’s 
down blanket with 
initials and birth 
date, and I charged 
twice as much as I 
would have in the 
past.”
Jennifer Osborne, Emages 

Embroidery

By the Numbers: 

Emages Embroidery

2010 Revenue 

Embroidery: $9,000

Digitizing: $2,000

Total: $11,000

2010 Expenses 

Store rent/insurance/utilities: 

$6,000

Total: $6,000

 Profit: $5,000

Hemmed In: Jennifer Osborne



have in all walks of life, and inquire with 
them to see if they could use my services. 
It’s exciting.”

Even with that said, what Osborne has 
learned in the past few months is that 
while she is adept at selling, “I really do 
like the production end of things.” So the 
idea of hiring a salesperson in the near 
future is very much alive. Another thing 
she learned is the limits of her production 
capacity: Osborne spent one entire week-
end, from Friday night until early morning 
Monday, fulfilling an order for 185 deco-
rated fleece vests on her machine. “Even 
though it went pretty smoothly – I didn’t 
lose any garments to mistakes or tension 
issues – it knocked me flat,” she says. “I 
worked 14 hours each day, and then slept 
just four hours on Sunday night.” Having 
a contractor to whom she can outsource 
feels even better to her now.

On the other hand, Osborne calculated 
that she earned $48 per hour on that vest 
order, proving that she’s made positive 
strides with her pricing strategies. “Hon-
estly, I didn’t even mark up those garments 
as much as I should have, because that’s a 
recurring order,” she says. “But on one-off 
orders, I’ve changed my prices without 

a single customer saying anything. I just 
did a baby’s down blanket with initials and 
birth date, and I charged twice as much as 
I would have in the past.”

So as 2011 opens, Osborne is confident 
that Emages Embroidery will earn more 
than the $30,000 needed for her to earn 
a reasonable living. “Between my own 
embroidery jobs, digitizing projects, and 
embroidery jobs I do for a local screen-
printing company, I made almost $6,000 
in November,” she says. “That’s kind of 
shocking to me.”

NEXT STEPS

Horne is happy with Osborne’s progress, 
but feels that she can push her efforts even 
further as she formally opens her doors 
on January 1. To enhance her marketing 
efforts, Osborne should investigate the 
Constant Contact (www.constantcontact.com) 
software product to manage her e-mail 
marketing programs; it offers services 
starting at $15 per month and has a new 
“share” feature, where e-mail recipients 
can virally market her message to others. 
“This type of effort could bring a lot of 
response for Emages,” Horne says. “Jen-
nifer just needs to make sure she gets back 

to everyone who expresses interest in her 
business in a very timely manner – within 
24 to 48 hours.” 

Osborne should also work on going 
even deeper into her local area to mine for 
prospects and other business partners by 
joining the chamber of commerce, attend-
ing networking functions and sponsoring 
local events, “which really help to increase 
exposure at a low cost,” Horne says.

Finally, Osborne needs to really under-
stand – and teach any new sales rep – that 
“in order to have opportunities to bid on 
jobs, you must be in the mind of your 
potential customer precisely when they 
have a need,” Horne says. “You might not 
get their business in your first attempt to 
talk with them, but persistence pays off – 
at some point they’ll call you for a quote 
or sample. But find the right balance. If 
you call people too much, they might get 
annoyed; if you don’t call enough, they 
won’t remember you.” Horne’s parting 
advice to Osborne is to plan out her 2011 
communications strategy, with approxi-
mate contact dates and the specific types 
of messages or promotions she wants to 
disseminate with each contact. .
ROBERT CAREY is a contributing writer to Stitches.
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“She could offer 
the digitizing free 
for orders of more 
than 12 pieces and 
then send most of 
those larger orders 
to a contract shop. 
This will give her 
an advantage over 
other small shops.” 
John Horne, Stitch Designers 

(asi/741145)For now, Osborne houses her embroidery machine and software at her home.
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Great Quality

Exceptional Service

Toll Free: 888 827 7074
Phone: 651 773 7027
Fax: 651 777 7087

designs@shamrockthread.com

Tired of your Digitizing Dollars Going  
Overseas!! Give Us a Call, We’re Easy 

to Work With; Easy to Understand

Located in St. Paul, MN
www.shamrockthread.com
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TEXTILE & APPAREL MILLS, INC.

1-888-466-7008
phoenixtextilemills@frontier.com

P.O. Box 169 Middlebourne, WV 26149

Your Private Label, 
Phoenix Label or  
No Label

Call for Catalog

Phoenix Owned 
U.S.A. Factories - 
We Knit, Dye,  
Cut, Sew

Large Selection of 
Styles and Colors

Excellent Quality–Low Cost
Direct from MFR Pricing

pizzazzwear.com/v14

Scan to 
view our 
video
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ask an expert  your most pressing business dilemmas solved 

Q I’m learning to digitize and I understand what 
the different stitch types are, but I just don’t 

always know when and where to use them. I can fill 
areas with stitches, but they just don’t look the way 
I want them to. How do I get started interpreting 
art into stitches, and how do I do more than just 
filling spaces with thread?

A Though I can’t teach you everything there is to 
know about interpreting images into embroidery 

in a single page, I can give you some very good tips to 
help you see the world in stitches. My first recommen-
dation to any digitizer starting out, whether they’re 
asking about stitch densities, pathing or even artistic 
interpretation, is to analyze the designs of other great 
digitizers. If you know of a master who does the sort 
of work you want to do, purchase their designs and 
watch them run, either on-screen or on-machine. 
Make measurements of their work, and watch how 
they interpret their subjects. You’ll find that some 
rules tend to hold true for all digitizers: 
For areas thinner than 10 mm, such 
as the lines in most lettering, a satin 
stitch is the norm. For areas wider than 
that, split satins or fill stitches are often 
called into play. For lines thinner than 
1 mm, running stitches fit the bill.   

Once you’ve internalized these 
guidelines, you’ll begin to see how the masters devi-
ate from the rules, or add to them. Some digitizers 
use curved fills to show the volume of an object; 
some use different stitch angles to change the color 
that thread appears, altering the angle so the thread 
reflects the brightest light. Some digitizers fill wide 
spaces by overlapping many satin-stitch columns 
instead of going to the usual fill stitch. The truth is 
that there is no one completely right way to inter-
pret a logo.

Practice by envisioning things in stitches when 
you have a moment to let your mind wander – look 
at a logo on a billboard and see how you’d form the 
lettering and images; see the cars in front of you bro-
ken up into body panels, complete with fill stitches 
in different directions to show the way the light 
plays across the surfaces; break buildings into seg-
ments, and think how railings would be perfect satin 
stitches, or cables hanging over the street would be 
running stitches in your embroidered scene. Try to 
make the world into stitches before your eyes. Keep 

stitches on your mind, and when the time comes to 
interpret them, half of your decisions will be made.

When it comes to venturing beyond the safe haven 
of simply filling all the objects in your source artwork 
with stitches, however, you need to allow yourself the 
license to get creative. Sometimes you have to digitize 
the lines that aren’t there – fill an animal’s coat with 
stitches that follow the direction fur grows; construct a 
seemingly flat bird’s wing of many satin-stitch “feath-
ers”; or carve a silhouette of a person into a single-color 
sculpture, complete with arms, legs, clothing, a face 
and hair as separate segments of satin and fill stitches. 

Though not all customers will want this artistic 
treatment, you’ll often find that though a logo or 
image is given to you in a flat form, the beauty of a 
well-executed and naturally 3-D embroidered inter-
pretation isn’t lost on most consumers. Once you 
start thinking of your source image as the jumping-
off point for the eventual embroidered artwork you’ll 

create, you’ll be free to make something truly special. 
Moreover, once you help your customers understand 
that digitizing is an act of artistic interpretation, they’ll 
more likely respect changes that must be made, such 
as thickening overly thin lines or increasing the size of 
impossibly small lettering, in order to translate their 
artwork into stitches.

Own embroidery as your medium, know the proper-
ties of thread and how it interacts with fabric, know the 
way light plays on its surface, and soon enough, you 
won’t just render images slavishly into embroidered 
shadows of themselves. You’ll create designs that are 
both suited to thread and bring out the best of the 
source image’s essential qualities. .
ERICH CAMPBELL is a 10-year, award-winning embroidery digi-

tizer with experience in designing, implementing and maintain-

ing e-commerce websites. A long-time technology fan, ad-hoc IT 

staffer and constantly-connected Internet dweller, Campbell is in 

the process of adding social media to the marketing arsenal of 

Albuquerque, NM-based Black Duck Inc. (asi/140730). Contact: 

ecampbell@blackduckinc.com.

Got a decorator 
dilemma?  E-mail your 

question to nrollender@

asicentral.com. 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.

By Erich Campbell

Looking  

Forward
In the next issue 

we’re going to 

give you a subli-

mation primer.

See you next 

month!

Practice by envisioning things in 
stitches when you have a moment to 
let your mind wander – look at a logo 
on a billboard and see how you’d 
form the lettering and images.



NEW! Your full color

heat transfer and sign

graphics just got a boost!

Imprintables Warehouse

introduces the VS-300 - the

only 30” print/cut machine to

print metallic and white inks.

For equipment information and a

free sample of your custom graphic, 

call us at 800.347.0068 today or visit

LPSULQWDEOHV�FRP�WR�¿QG�RXW�PRUH�

NEW! Try using your smart phone

now. Scan the bar code below to

watch the VS-300 in action! 

Want to see the VS-300 in person? Visit booth 1117 at ISS Long Beach or go

to imprintables.com/events for a list of all the shows we will attend this year!

VersaCAMM VS-300

Circle 27 on Free Info Card or visit www.stitches.com/freeinfo

asi/58475



T A K E  A  C L O S E R  L O O K  A T  O U R  S T A I N - R E S I S T A N T  S P O R T  S H I R T S .  Each JERZEES® 

SpotShieldTM sport shirt is constructed with an innovative stain-resistance treatment that protects the fabric from 

water and most oil-based liquids, but doesn’t interfere with the decorating surface. It not only resists most stains, 

but the 50/50 cotton/polyester fabric also resists fading and shrinking, which will keep your clients looking clean 

and sharp even on the messiest of days. SpotShieldTM technology provides long-lasting stain protection through 

numerous washes, so they look newer, longer — now is the time to experience JERZEES® SpotShieldTM sport shirts.

©2009 Russell Brands, LLC

JERZEES.com  /  800.321.1138
asi/84257

Circle 31 on Free Info Card or visit www.stitches.com/freeinfo


