





Hot Colors

ith an economic
turnaround upon
us, it’s time to

look toward the trends that
will spark apparel sales in
2010. As business begins to
perk up, optimism is even
spreading to the hot colors
for apparel this year. “As the
economy takes a positive turn
and moves away from darker
times, fashion leads the way
with brighter color as well as
exciting new fabrics and sil-
houettes to spark new sales,”
says Wendy Gray, director of

creative services for Vantage
Apparel (asi/93390).

What colors will be popu-
lar this year? The overall trend
will be toward brighter hues.
“We are seeing more bright
colors in not only fabric selec-
tions for our cut-and-sew, but
also in the decoration and
all-over print designs we have
been receiving or designing,”
says Michelle Swayze, market-
ing director for In Your Face
Apparel (asi/62494).

Counselor magazine spoke
with industry experts to put

Three Tricks For Trendy Color Sales

1. Get Trend Educated

“I think it’s important to know the fashion trends to be pre-
pared for that customer who does want to step outside the
box,” says Michelle Swayze, marketing director for In Your
Face Apparel (#5i/62494). “Being educated in advance could be
just the spark you need in that meeting to land your next great
project.”

2. Refresh Your Knowledge Often

Trends are always changing, season after season. “A great Web
site to reference, especially for future color trends, is www.
fashiontrendsetter.com,” says Jamie Henry, product develop-
ment associate for Boxercraft (as#/41325). “They have a whole
section dedicated to color trends from the past, present and
future.”

3. Coordinate Like A Pro

“You'll want your fashion storyboard to coordinate if you are
creating a branding campaign,” says Swayze. “Unless you’re
supporting a branding campaign about rainbows, or it is
their corporate colors, you might not want to offer yellow
and purple shirts in the same campaign. Stay in a similar or
compatible color wheel to select complementary pieces,” she
says. “It’s always good to offer neutrals to create a great color
palette.”

together a color forecast that
will help you guide your clients
in choosing the trendiest col-
ors, decoration techniques and
patterns that will make their
promotions relevant and wear-
able in 2010.

Turquoise And Blue Hues
“Beachy turquoise is going

to be a big color this year,”

says Catesby Jones, owner

and president of Peace Frogs
(asi/47432). Turquoise is a
bright shade, but it also feels
calm and tropical. The second
color Jones predicts is a beachy
blue. “It’s not a royal blue,”
he says, “but more like a
purplish blue.”

Gray also predicts that
shades of blue will be
popular in 2010. “Look
for electric blues,”
she says, “and, in the
fashion blue category,
bright royals and
more vibrant medium
shades of blue like
Vantage Apparel’s
Blueprint are strong
for both men’s and
women’s garments.”

New shades
of blue are also
expected in the fleece
and outerwear product
categories.

Hot Pink, Fuchsia And
Purple
Nothing says bright like hot

Available from Boxercraft (asi/41325);
(800) 914-7774; info@boxercraft.com

pink. “Pink is always a classic
in women’s wear,” says Gray.
“But, you'll find that they've
gone bolder and brighter for
2010.”

Gray suggests that dis-
tributors keep an eye out for
shades like berry pink, which is
right in line with the brighter
Pantone pink used for breast
cancer awareness programs
this year.

Cynthia Ng, director of
marketing, print media for
Boxercraft (asi/41325), advises
distributors to look to the
recent past for inspiration.
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1 back to the Bos for color “ Bright, vibrant colors such as

trends in 2010,” she says.

“Bright, vibrant colors such as fUChSia purple and aqua will be
fuchsia, purple and aqua will p Opul ar thlS y ear. ’ ,

be popular this year.”

CYNTHIA NG, BOXERCRAFT (ASI/41325)

The Green Scene

In 2008 and 2009, green
was a major color trend. The
green trend will shift a bit in
2010, with brighter shades
of green moving into the
forefront, as opposed to the
olives and hunters that had
been popular over the past

few years. Available from
“Fashion blues have more ZZ?Z:?;@;

staying power; fashion greens (800) 914-7774;

seem to cycle in and out info@boxercraft.

more quickly; but are always com

an important shade,” says

Gray. “This year’s greens are

definitely bolder and brighter,

and range from shamrock

shades to bright lime and

chartreuse.”

Jones agrees, stating that

lime green and other bright

shades are going to be popular

this year. That is a distinct

move away from more neutral Black, White And Neutral fuchsia and lime green, cli-

greens that were mixed with Even though 2010 is the ‘ ents will still need neutral

browns and other tones. year of bright colors like tones to pair with these

Case Study: Unique Palette

“If you run into a customer who’s searching low minimums, quick turnaround times and
for a unique color or apparel item, don’t for- domestic manufacturing.”
get that it’s possible to have the item custom In Your Face Apparel did just that for
made for your client,” says Michelle Swayze, Nokia. Nokia’s campaign required striped,
marketing director for In Your Face Apparel eye-catching bright colors. In Your Face cus-
(as1/62494). “It may be that you need to PMS tom made the striped fabric to PMS match
dye to match the fabric or have custom-logo the striping colors for the branding campaign.
fabric made in a unique color. Either way, we Color was a huge factor, and the project went
are able to handle that kind of request with over without a hitch, thanks to custom dying.

pops of color. “Fashion has
not forgotten its favorite
staples of neutrals such

as black and beige, which
make great base palettes for
the hot new colors,” says
Swayze.

Ng agrees, saying that
clients will need distributors
to lead them not only to the
popular bright colors of 2010
but also to the traditional
shades that will always be
promotional staples. “Black
and white are timeless and
will remain a classic favorite
in 2010.”

Pair neutrals or whites
with bright colors to create a
trendy look in 20710.

Patterns

Patterns in 2010 seem to be
taking us back to the ’60s
and ’70s. “We are seeing a lot
of ’60s motifs,” says Jones.
“The ’60s patterns seem to
be doing very well, but prints
are more of a personalized
product.”

Another pattern that’s
making a big comeback this
year is tie-dye. “Tie-dye
is popular for 2010, and
our customers can choose
their hot colors for custom
dyeing,” says Ng. “We’re
introducing new tie-dye
patterns: spectrum, vintage
circle, peace sign, paw and
heart.”

Ng also expects to see
zebra print and buffalo plaid
patterns emerging as a trend
this year.
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Decoration Trends
Matching the right decora-
tion with these trendy colors
is essential for success. Jones
suggests decorating with
contrasting colors. “If you can
do matching colors that con-
trast, maybe utilize a larger
print with softer inks so it has
a faded look,” he says. “That’s
the way to go.”

Jones also suggests using
Chino-base inks with a soft
hand for a vintage/distressed
feel. He believes that the
trends point toward combin-
ing the '8os brights with mod-
ern prints. “It’s like retro with

with Boxercraft (asi/41325),
suggests that exciting new
prints are key. “People will
spend a little more to get a
garment that has a cutting-
edge print on it,” she says.
“The trend of tonal printing
on solid colors is also very
popular.”

Finally, when it comes
to accessories and accents,
Swayze predicts sparkle and
shimmer will be popular
decorating add-ons to pro-
motional purchases in 2010.
“Whether using fabrics with
a sheen or embellishing with
glitter, rhinestones or sequins

amodern print,” he says.
Jamie Henry, product
development associate

— making sure your piece has
extra flash or pizzazz is key,”
she says. *

® MARKETPLACE

This bright lime
green will appeal to
the trendy, but is also
recycled for those who
appreciate that type of
green. Moisture-man-
agement technology
makes it a comfortable
piece of fashion.

E This unisex turquoise
" “tree hugger” T-shirt
. ' comes with more than
Coordinate color ;
This cut-and-sew gar- trends with these :

E just a comfortable fit:
ment was custom dyed : shorts that perform on

Each purchase helps
Peace Frogs sup-

port charities like the
National Wildlife Fed-

eration.

A classic polo can be
turned stylish by tak-
ing advantage of an
exciting color like this
aloe hue.

Available from Branded
Apparel Designs (asi/41560);
(847) 564-3450; info@
brandedapparel.com

for Nokia as part of a the track and provide
recent campaign. comfort for lounging.

Available from In Your Face
Apparel (asi/62494); (866)
583-2800; sales@inyourface
apparel.com

Available from Boxercraft
(asi/41325); (800) 914-7774;
info@boxercraft.com

Available from Vantage
Apparel; (asi/93390);
(800)-221-0020; sales@
vantage.com

Available from Peace Frogs
(asi/47432); (800) 447-3223;
mail.order@peacefrogs.org
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® HOW TO SELL IT

Plus-Size Apparel

company event can likely
relate to that sentiment.
“Fifty percent of the popula-
tion is over a size 14, which
is a size large at retail,”

says Gabrielle Rohde, vice
president of Rohde Royce
(asi/83278). “Corporations
don’t have the luxury of out-
fitting only a portion of their
staff. What they do for one
they must do for all.”

(44 fyou’re a plus-size

I woman, you usually

dread the words, ‘trade

show uniform.” When you
hear that, it translates to ‘I
am going to be stuffed into
a shirt that is too tight,””
says Vanessa Keefe, director
of marketing, Charles River
Apparel (asi/44620).

Any plus-size woman
who’s been outfitted for a

The Women'’s Cottonwood jacket features cotton quarry washed Canyon
Cloth, a contrast cotton twill body and hood lining, adjustable snap
cuffs, zip closure and inside cell-phone pocket. Comes in rose and mocha,
in sizes up to 3XL.

Available from DRI DUCK Traders Inc. (asi/50835); (866) 852-8222;
tanderson@driducktraders.com

Selling Plus Sizes: Dos And

Don’ts

1. DO ensure that styles are long enough to skim just below
the hip and have a finished hem so they can be worn tucked or

untucked.

2. DON’T use terms like “overweight,

” «

obese” or “big” to

describe clients or anybody who may be wearing the apparel
you provide. Though these words might seem harmless and
commonly used descriptors, they can hurt. Focus on the ter-

minology “extended sizes.”

3. DO study suppliers’ charts and understand the tendencies
in fit for the suppliers you work with. Compare suppliers’
measurements to one another to get a better grasp of sizing.

4. DON’T insinuate or directly say that a person needs a
larger size. If you are afraid a person has the wrong size, gently
reinforce the need for measurements, explaining that these
items are not always sized like retail garments.

And, men in the plus sizes
don’t have it much easier. But,
what makes plus sizes in the
corporate apparel industry
so challenging? When asked
what the challenges in selling
plus-size apparel are, Rohde
pointed to inventory. “Selling
plus sizes is not a challenge,”
she says. “It’s a joy to offer the
sizes people are looking for.
The challenge is for suppliers
to offer it.”

Rohde explains that men
and women who wear larger
sizes know what size they
wear — just like everyone else,
they buy clothing all the time.
“The problem arises when
suppliers in our industry
change the rules as to what
constitutes a plus size,” Rohde

says. “There have been many
women’s size XXL made by
adding the same amount that
was added to an L to make

it an XL. That just doesn’t
work. The grade rules have to
change.”

What’s A Plus Size?

The definition of plus size
from supplier to supplier cre-
ates a sales challenge for many
industry distributors. Add on
cultural differences inherent
in importing, and distributors
trying to find plus sizes can
sometimes feel like they’re on
awild goose chase.

“One of the biggest prob-
lems,” Rohde says, “has been
the fact that Asian factories
have great difficulty relating
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to American ‘plus’ sizes. The
largest size (2XL) carried in
Shanghai department stores
equates to about an American
size 10.”

Rohde suggests that sup-
pliers and distributors ensure
that clothing has been tried
on plus-size fit models.
“Proper fit is important no
matter what size a garment
is,” says Jessica Strain, sales
and marketing administra-
tor for DRI DUCK Traders
Inc. (asi/50835). “DRI DUCK
spends hours measuring and
testing each jacket size to
ensure that an accurately
sized jacket is produced,” she
says. “A fit model is always
used when testing the size of
ajacket, as it is impossible to
tell the true fit of a garment
until it is on the body.”

Selecting the perfect gar-
ment for everyone on the
team is another challenge.
“One of the biggest challenges
of selling plus-size apparel
in the corporate market is
having coordinating pieces
available for men and women
in extended sizes,” says Strain.
“Many times a plus-size
woman will have to select a
men’s jacket because women’s
sizes are not available.”

This is not the case with
DRI DUCK’s line that offers
ladies’ sizes up to 3XL and
men’s up to 4XL. In fact, all
the suppliers whose products
are featured in the Market-
place section of this article
offer companion styles avail-
able in plus sizes. Before
choosing a supplier, it’s impor-

tant to investigate their ability
to fit all of your customers.

The Right Fit

According to the apparel
experts, the key to selling
plus-size apparel lies in fit.
Even if products are tested on
fit models and sized as accu-
rately as possible, the reality
is, when any of us walks into
aretail store we have to try
on different cuts and styles,
because some styles just don’t
fit as well as others.

To illustrate the point, con-
sider the women’s body types
of “hourglass” and “pear.”

A woman with an hourglass
figure is broader in the bust
and hips with a smaller waist.
Her bust and hips tend to be
proportional. A woman with
a pear-shaped figure, on the
other hand, has a smaller bust
and wider hips (yes, like a
pear). When the woman with
an hourglass figure orders a
fitted shirt in her size, it will
likely fit because she is pro-
portional.

The woman with the pear
figure likely has shirts that
are a much smaller size than
the pants she wears, and if
she orders the top in her shirt
size, it will not close around
her hips. If she orders a top
that will fit in her hips, she
will likely have to cope with
the fact that the top of the
garment is baggy and does not
flatter her bust area.

If the above paragraph
made your head hurt a little
bit, just imagine being in the
shoes of that woman as she

A Touchy Issue: Extra Costs

“There is usually an additional cost for sizes larger than XL
due to the product taking much more fabric to build than the
smaller sizes,” says Howard Headden, vice president of sales
for Ash City (asi/37127).

‘While this may seem like a reasonable, standard practice,
many plus-size clients want to know why a size XS costs the
same as a size XL, but a size 2XL incurs an additional charge.
The reason behind the extra charge requires more than a little
explanation, but it has to do with the length that fabric is cut
to and an inability to cut a complete pattern from one piece
of fabric.

It just so happens that XL garments “just” fit on one length
of fabric; thus there is a great deal of waste when cutting gar-
ments X XL and larger. Logical or not, this extra charge can
make plus-size employees feel singled out during the ordering
process, especially if the client balks at the extra charge pub-
licly, and thus is something distributors need to consider and
handle tactfully.

If you sense your client might charge those employees
for the overage or single them out, you might share with the
client the benefits of employees being happy with garments —
namely that they will wear them outside of work and provide
additional exposure for the client’s logo. If the employee feels
bad about the purchase, even if the fit is perfect, they won’t

want to wear the gar. ment.

tries to order from an indus-
try supplier. The last thing
she wants is to try the gar-
ment on and find out that it
will not fit her properly. Then,
she either has to swallow her
pride and ask for another
garment, or find some way
to make it work that likely
involves being uncomfortable
the entire time she’s wearing
it. So, how can we mitigate
this circumstance?

Two ways: education and
fittings.

DRI DUCK, for example,
offers a Sales and Marketing

Guide with detailed product
specs and descriptions for each
garment. This is where the
education piece comes into
play. Many men and women
don’t know how to take proper
measurements to match up

to the measurements in the
catalog. You can educate the
people in an office by sitting
them all down together (not
just those who are larger sizes)
and showing them with a tape
measure the proper way to
measure for a good fit. Then,
leave a few tape measures so
each person can do it on their
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own time, in private if they
prefer. After they've taken their
measurements, be available

to answer questions such as,

“I don’t fit exactly into one of
these size designations, what
should I do?”

Ultimately the key to
being a successful provider of
plus-size garments is to make
your purchaser comfortable
with the items they’re buy-
ing. Offering men and women
a chance to try on garments
is probably the best way to
ensure that they will order
a garment that fits. “There
should be no challenges if you
bring in sizing samples prior to
taking an order,” says Howard
Headden, vice president of
sales for Ash City (asi/37127).

This ultra-flattering women’s

V-neck faux-wrap top retains
its shape, resists wrinkles and
shrinkage and is machine-
washable. Comes in sizes up
to §XL.

Available from Rohde Royce
(asi/83278); (866) 583-2800;
grr@inyourfaceapparel.com

“There should be no challenges if you bring in
sizing samples prior to taking an order.

HOWARD HEADDEN, ASH CITY (ASI/37127) ’ ,

The key to holding a fitting
for your customers is to bring a
size run that includes as many
sizes as possible. There’s noth-
ing more frustrating for some-
one who wears a plus size being
offered a M or L to try on to see
what size they are. That would
be like offering a woman who
often wears a size XS a 2XL
shirt to see what size she needs.

The comfortable Port
Authority Silk Touch Sport
Shirt is wrinkle- and shrink-
resistant and has a silky; soft
hand. Comes in men’s sizes
XS-10XL.

Available from SanMar (asi/84863);
(800) 346-3369; sales@sanmar.com

The more sizes you can
offer, especially in the plus-
size range, the more likely
each person will be able to
find the size that they prefer.
If you are providing fitted
products, there might not be
a size that fits each body type
perfectly, at which point con-
sidering flexible ways to wear
the garments will help every

This fitted jacket features

a reverse-coil-zipper front
opening, head-to-head zip-
pers to provide upper-body
ventilation and a water-resis-
tant outer shell with easy-care
fabric technology. Comes in
sizes XS-3XL.

Available from Ash City (asi/37127);
(905) 787-2650; customerservice@
ashcity.com

size feel comfortable.

A final note on comfort:
“It’s important for distribu-
tors to make their client
comfortable,” Headden says.
“Discussing plus-size apparel
can be a sensitive subject for
men and women, which is why
offering a companion piece in
extended sizes takes the pres-
sure off the end-user.” *

® MARKETPLACE

This jacket features cotton
quarry washed Boulder Cloth,
rib knit cuffs and waistband

with spandex and an inside
cell-phone pocket. Available
in a variety of colors, in sizes
up to 6XL and 3XLT.

Available from DRI DUCK Traders Inc.
(asi/50835); (866) 852-8222;
tanderson@driducktraders.com
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