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By Ross Tucker

THE DENIM INDUSTRY HAS SHRUGGED
off the recession and is showing stronger

as a wardrobe staple, an item with higher
perceived value due to its versatility and du-
rability They may have been willing to trade
down on price, but they certaloly weren't
willing to trade out.

Sales of women's jeans In the US. rose
6.2 percent to $8.52 billion for the 12 months
through March 31 compared with sales of $8.02
hillion, a 46 percent increase, during the same
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Brands and denim specialty retail-
ers are seeing clear signs of a rebound.
Leah Eckelberger, owner of Boston's Jean
Therapy, offers her store to advertising
agencies, magazines or financial institutions
1o host private shopping events for their cli-
onts. Those events dried up 14 months ago,
but have started to come back recently

“in the last three months, we've definitely
seen the retum of that and IU's been amazing™
said Eckelberper “That, to me, is a sure sign
that things are a lot botter than they were.”

Lady Fuller, owner of the Blues Jean Bar,
a chain of seven stores in Chicago, Dallas,
Denver, San Francisco and Santa Monica,
Calif, described 2008 as “hideous” and the
first half of 2009 as “rough.”

However, the difficulties forced her to
reexamine her business and adapt in order
to survive. Fuller started carrying the major
ity of her stores” 40 or so brands on consign-
ment, & move she credits with holping keep
the business affoal. She alto made a con
certed effort (0 make sure her selection of
brands dida't look anything like the mix of
fered at local department stores. Fuller and
many other denim boutiques were burned
when those neuborim dqnnnuu stores

lashed prices on Labels in

order to dump inventory, manlzlbeltlom

look prohibitively expensive
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“Wo went and found smaller veadors that were less known and more
interesting to our customers.” said Puller
"""‘""m:“""‘:#:””lz “lgml:*m U.S. WOMEN'S JEANS SALES BY DOLLAR

Fuller also said customers have come oat of the recession looking for T VOLUME
more from their purchases,

1 think people are very conscious sbout where they spend their money and

you figure
1t oul. We just have o stay on top of it and we're harder. NCTE D3H A FOR TV 1] WM TR MV 2011 OVCE THE WD G
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the downturn.
“The jegring bas been our low rise, bool-cul jean of the late Nineties,”

Eckelborger
Eckelberger said the popalarity of the style helped eoorgize customers
also change the way people think about denim,

lutely” said Blil “It definitely 1ook some of your [traditional] denim sales
away because this became such an item ™

Predictably, brands have flooded the market with their version of the
legging and it appears the style has staying power

“The denim legling category is 20 strong that it's just one of those ele-
meuts that's boen sdded to everybody's jeans line,” ssid Tolles. “That's not
# transitionsl Kind of thing like the boyfriend. That had a specific ook for

FOLLOWING THE MONEY

The denim industry's appeal is capturing the attention of the financial and
investment community, particularly in the premivum segment. Many smaller
premium labels were forced out of the market by the recession, but those
that had a solid footing beneath them heading into the storm have become

e T U.S. WOMEN’S MARKET
In March 2008, former Reebok chief executive officer Paul Fireman . .

partnered his Fireman Capital Partners private equity firm with Webster
Capital to invest in Hudson Jeans. The size of the investment was report-
edly upward of $30 million and resulted in the installation of a board re-
sponsible for helping develop the brand into a global lifestyle label

The latest investment came in February when Star Avenue Capital LLC
acquired a majority interested in Los Angeles-based J Brand in a deal
said to be valued in excess of $50 million. Star Avenue was established in
early 2009 as a three-way partnership between Slar's management, private
equity firm Irving Place Capital — a key investor in operations such as
Aéropostale, Seven For All Mankind, Stuart Weitzman and The Vitamin
Shoppe — and entertainment powerhouse Creative Artists Agency,

As part of the deal, J Brand welcomed former Jones Apparel Group Ine.
cen Peter Boneparth as its chairman,

“It's a segment of the market I think has some real staying power and some
upside potential, as well,” Boneparth said of the premium denim segment.
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By the Numbers: Men’s

By David Lipke
GUYS ARE BUYING FEWER JEANS THESE DAYS BUT PAYING SLIGHTLY
stable over the past year

more for them, keeping overall men's denim sales
For the 12 months ended in March, total sales were $5.4 billion, up slightly
from $5.39 billion the to NPD Group data. Unit sales

previous year, according
dipped 33 percent to 227 3 million palres of jeans, but the average price
1

resilient, even as total men's sportswear sales de-
billion for the year ended in March.

economy improves, men are shelling cut more for their indigo. Men's.
mmmummnmamwv percent 1o 5238 billion. as

those mmnmmmuum»mmmmm
over $30 expanded by 5.3 percent to §7
AL VF Corp.’s jeanswear whlei Wrangler and Lee, sales de-

clined 4 percent in 2000, on top of an 8 percent drop In 2008, but the company be-
lieves it continues to grow market share, as competitors suffered larger declines

Boot fits are strong sellers at Wrangler, which i des two mass

Kim said.
times together™

Stretch offerings are a big component of Hudson's men's line, with 70 to 80
percent of sales in stretch styles. While skinny fits tend to get the most editorial
attention these days, straight legs are still the best-selling style at Hudson, fol-

munmaurmm we've bad great success with. It's
profile-enhancing and it really enbances the shape and form of the wearer,” said
Kevin Carrigan, global creative director for Calvin Klein Jeans.
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this fall, nknmmmmwmsommmm
“We're putting that on quick response for this fall” uummm;
i Jeans business at Warnaco. “We've had a nice bump
in sales from Body last fall and it's & sign that If you offer the right design and
wliv.lhmwbrlmqhwhn"
At Seven For All Mankind. another VF Corp -owned brand. the men's business
hup“&dmnhh&lmmmu&mmmd

contemporary sportswear coalition.

brand suffored an extended slide last year, with overall brand sales
uu‘ucmdn»m-u
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eculive officer Peter Kim.

mise on that quality.”

$180 to $190 range
The Hudson men

lowed by a boot fit.

“Tt depends on geography and channel,” Kim added.
there’s a balance between a relaxed boot and the straight leg. In specialty stores,
you see more straight leg. The skinny is a much smaller piece of our business for

the fashion consumer.”

sisted price pressure from retail-
ers, said president and chiefl ex-

“Stores are always asking for
lower prices, but we've stayed
true to our pricing structure,” Kim
said. “We use the best mills in Italy
and Japan and make everything in
LA, and we don't want to compro

Hudson men's denim retails for
$170 to $260, with the bulk in the

's business is
WISSALISAE on track to comprise 10 to 15 per-
cent of sales this year, up from less than five percent in 2009,

“It's tracking extremely well,” Kim said. “Our current pace is to triple our
men’s business this year We've made a conscious decision to take the men’s busi-
ness a lot more seriously.”

The Los Angeles-based brand got a major cash infusion from investment firms
Fireman Capital Partners and Webster Capital last year. Its men's denim is now
available in Neiman Marcus, Saks Fifth Avenue, Nordstrom, Bloomingdale’s
and Bergdorf Goodman, as well as more than 250 independent specialty store
accounts like American Rag, E Street Denim and Mario’s, The company has
partnered with several of its retailers in recent months to create promotional
parties with DJs and cocktails, including events with Barneys New York and
MNational Jeans Co.

“We understand times are tough and we want to help our stores as much
as possible, whether that’s events or negotiating about terms and payments,”
*The key is communication and getting through these challenging

“In depariment stores,



