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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

NAUTICA APPAREL, INC.,

Opposer, Mark: GET NAUTI

v. Serial No. 78610037

MARTANNA LLC, Filed: April 15, 2005

Applicant.

OPPOSER’S FIFTEENTH NOTICE OF RELIANCE

PURSUANT TO 37 CFR §2.122§e)

TTAB

Please take notice that Opposer, Nautica Apparel, Inc., pursuant to 37 CFR §2.l22(e) is

hereby noticing its reliance on various excerpts from printed publications downloaded and

printed from Nexis. The excerpts are comprised of representative examples of English language

third party articles from the year 2000 that reference Opposer and/or Opposer’s goods and/or

services.

Each of the excerpts are relevant to the renown and fame of Opposer’s trademarks and of

Opposer and its services and products, use by Opposer of the mark and name NAUTICA, the

goods and services marketed and sold by Opposer, the channels of trade through which

Opposer’s goods and services are and have been, offered and sold, and the similarity of the

parties’ respective marks, goods and services, and the legal similarity in charmels of trade.

The excerpts are identified in the attached summary by date, name of publication, page,

and article headline. Copies of the excerpts are attached immediately following the summary.
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Dated: December 3, 2008 Respectfully submitted,

By: /Neil B. Friedman

Stephen L. Baker
Neil B. Friedman

BAKER & RANNELLS PA

575 Route 28, Suite 102

Raritan, NJ 08869

(908) 722-5640

Attorneys for Opposer,

Nautica Apparel, Inc.

CERTIFICATE OF MAILING

I hereby certify that on December 3, 2008 a true and complete copy of the foregoing

OPPOSER’S FIFTEENTH NOTICE OF RELIANCE was deposited with the United States

Postal Service with sufficient postage as First-class mail in an envelope addressed to:

Trademark Trial and Appeal Board
U.S. Patent and Trademark Office

P.O. Box 1451

Alexandria, VA 22313-1451

/Neil B. Friedman/

Neil B. Friedman

CERTIFICATE OF SERVICE

I hereby certify that a true and complete copy of the foregoing OPPOSER’S

FIFTEENTH NOTICE OF RELIANCE was forwarded by first class postage pre-paid mail by



depositing the same with the U.S. Postal Service on this 3rd day of December, 2008 to the

attorneys for the Applicant at the following address:

Howard G. Slavit, Esq.

Shannon H. Bates, Esq.

Saul Ewing LLP

2600 Virginia Avenue, NW

Suite 1000 — The Watergate

Washington, D.C. 20037

/Neil B. Friedman/

Neil B. Friedman
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January-March 2000 Third Party Articles

IE; 
Vwnter Where to Buy it; Pg.
2000 Sorts illustrated 216 Where to Bu It

Fashion misfits some teens

reject the pricey “cool”
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1/8/2000 The Columbus Disatch P. 9A Made a Mark in lndust

1/11/2000 Mala sia Nation; P. 3 Nautica focuses on success3
1/15/2000 Mala sia

Moses Men's wear in

Gulfport Celebrates 80 Years
in a business that has

1/20/2000 Tulsa World Oklahoma N/A men's bi, tall marketjj
1/20/2000 Constitution 5JQ Pakistani teen’s ra ers

1/27/2000 Detroit Free Press Features; P. 1D store at lakesideTj

Business. P. 1D

2/1/2000 House Beautiful 22; ISSN: 0018-6422 S le-Beat; Brief Article

2/4/2000 Connecticut Life; P. D1 Faux Fun on 6"‘ for 2000T —

people and subjects we've
written about recentl

Menswear designers

Knight Ridder/Tribune

News Service; San Jose
2/8/2000 Mercu News Lifest le that stretch

Knight Ridder/Tribune Fashion Week hits the

News Service; The streets; New York shows
2/9/2000 Kansas Cit Star Lifes le fuse low and hih couture

Charlotte Observer Culture*Crysta| Coats Cover Max Azria’s
2/9/2000 North Carolina Demse ; P. 2A lntriuin Urban Mix

clothing and wear what they

emphasize zipper frenzy,

The \firginian-Pilot Set Your Sights on Online
2/11/2000 Norfolk, VA

  

1/6/2000 The Post-Standard CNY‘ P D1 want

e ewear rane

-The Sun Herald (Biloxi,
1/18/2000 MS become a famil affair

1/28/2000 The Washinton Post St le; P. C02 An lndust ‘Firm of Tomm

- Postscript; A brief update on
2/7/2000 Star Tribune Business; P. 5D

chaos of colors and clothes

Gifts ' Dail Break, P E3     
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NAUTICA APPAREL, INC.

January-March 2000 Third Party Articles

At Ease men's wear shows

Mile Highways; Ed. blur lines between work and
2/13/2000 News Colorado Final; P. 45 la

2/16/2000 Coun , NJ Your Time; P. Y3 A.Rea| Ribbon Cuttin

2/17/2000 Mala sia exuisite look- Stylish accessories for
Boys’ Toys: Luxury,

sportswear and comfort

CanWest Global highlight New York fall
-2/22/2000 Communications Cor. St Ie; B5/Front fashions for men

Part C; Metropolitan; Gilmore finds job

Virginia Assembly '00; opportunities to assist
2/23/2000 The Washinton Times P. C3 'obless textile workers

2/24/2000 Statesman exas Lifest Ie; P. E1 What will SHE wearfor fall?

2/25/2000 Kansas N/A sho

-Pittsburg Post~Gazette Hurry up, Wait, Repeat 512/27/2000 Penns lvania Lifest le, P. G-14 Times

Section 6; Page 58;

Column 1; Magazine
2/27/2000 The New York "limes Desk R2 Me2

3/2000 Sorts Illustrated 1; P. 41 Sort S ices
Information access

Company, a Thomson

Corporation Company;

The Hearst Corporation; No. 3, Vol. 133; Pg. Ensemble Style; casual
3/1/2000 Esuire 172; ISSN: 0194-9539 men's clothin; Brief article

3/2/2000 NJ P. 1 Moorestown Mall

3/5/2000 Roue. Louisiana Peole; P. 7-K Colors1
-The Roanoke Times  She gets word out to bring3/5/2000 ir inia Vir inia. P. A1 ‘obs into southslde Virinia

3/6/2000 Dail Press Storefront mac Center12

3/17/2000 USA Toda Life; P. 8D demolished denim122
Section 6; Part 2; Page

85; Column 2; Men's
Fashions of the Times

3/19/2000 The New York ‘limes Ma azine The New Wave

  

 

 

   
  
   



NAUTICA APPAREL, INC.

January-March 2000 Third Party Articles

HFN The Weekly New Nautica Line to Target
Newspaper for the Home _ the Upstairs; china and

3/20/2000 Furnishin Network P. 48 a arel

3/23/2000 Waterloo. Ontario Lifest Ies; P. B11 bi er than ever13
3/26/2000 Jackson, MS Fashion Tab; P 14F Srin Fashion 2000j“
-Richmond Times —Investing a Class-Action3/30/2000 Disatch irinia Area/State, P. B-1 Effort

 
  

 

 
 

    



NAUTICA APPAREL. INC.

Apr — Jun 2000 Third Party Articles

If Publication IE2
4/1/2000 House Beautiful No.4.Vol.142; - - .44 Outdoor furniture

Stuff

   

 
 

 Providence Journal4/4/2000 Bulletin Rhode Island Lifebeat; no 14 E

4/7/2000 Post Hon Kon Peole; P. 24 as firm rides crest of wave
Bradenton Herald
The Gazette (Colorado Broncos checking out wide

4/10/2000 S rins Sorts receivers
4/13/2000 Knoxville News Sentinel S le;P.B4 Basketfuioffine

Vol.20;No.28;Pg.27;
4/14/2000 The Business Journal ISSN: 08951632 Smart Fashion
4/17/2000 The Advocate Peole: P. 1 C
-The Dallas Morning Big names furnish mass4/21/2000 News House & Garden a eal

- Annapolis Sail Season kicks4/23/2000 The Washinton Post Sorts; P. D 03 off Wednesda
HFN The Weekly

-Newspaper for the Home Pfaltzgraff launches Nautica
4/23/2000 Furnlshin Network P. 44 line at Tableto

-Saint Paul Pioneer Press Water leak closes 3M4/25/2000 Minnesota Business; on 2 C Head uarters
The State (Columbia, New Camden Beik Store

4/26/200 SC Business; P. B 6 oens for sneak review

- Permits sought for new outlet4/26/2000 Asbu Park Press B; P. 12 B mall

- Business; Pg. 11; Nike, Adidas sue Wal-Mart.4/27/2000 Chicao Tribune Zone: N Allee Fakes

— Arts & Entertainment, Babies look like a million4/30/2000 Pittsbur Post Gazette P. G 14 bucks

Florida Times Union Cell phones giving clothing
4/30/2000 Jacksonville, FL Lifes le; P. D 1 new techno touch

No.5,Vol 194 pg 126
5/1/2000 Redbook ISSN 0034 2106 The Beach: A cover-u sto
5/1/2000 Delane Reort  _ -

- Raid at flea market targets5/7/2000 St. Louis Post Disatch Metro, P. C 1 bous oods

Strategy: Nautica to Girls:
5/15/2000 Brandweek 284 words ‘Do ou cool-i '?
5/16/2000 The Caital Annaoiis

Anchorage Daily News

5/17/2000 Alaska Business; P. 1 E Lamonts' Doors sta oenO
The Baltimore Sun E Aain star of Star Class
The Independent Sailing: Walker left cursingLondon error of 'udment

5/21/2000 Tribune Real Estate; P. H 17

 
  

  
  

  

  
  

  
  

  
  
  

  
    
  

 
  
 

 

  
  

   
  Creative license   



NAUTICA APPAREL, INC.

 
    

Apr — Jun 2000 Third Party Articles

EH1 Publication -
Neighbors we; Pg. Music event to benefit aids

  

 
 

5/21/2000 The Miami Herald 35 W effort
Oklahoma Now! '

-Daily Oklahoman Lifestyles-People-
5/21/2000 Oklahoma Cit ,OK Culture-Fashion- .7 Fashion ool offers [en

The Augusta Chronicle Swimsuit; g. 0 06
-Edmonton Journal Cell phone dilemma5/23/2000 Alberta Livin; P. E 2 solved

Genesco stock soars with

Neighbors BC; Pg. Hotel Books fashion show,
5/25/2000 The Miami Herald 14MB a

 
  
    
  

  
 

No.6,V0l.133;pg.83; The Esquire Guide:0.94-9535
. Vo|.15,no.6;pg.10;

6/2000 Childrens Business ISSN: 0884-2280 Who's that Nautica Girl‘?
Community minded:

The Atlanta Journal Gwinnett Extra; Pg. 1 Discover Mills announces

Late City Final; pg.
6/8/2000 The New York Post 011 All for Nautica

The Hollywood Actors strike gets more
6/8/2000 reorter 352 words foundation from Unilever

Getting into the swim of
6/8/2000 Hamilton Sectator Fashion; n D 01 thins

The Times Union

Pg. 4; ISSN: 1041-

6/14/2000 Dail News Record 1119 And the nominees are...
Denver Westword

6/15/2000 Colorado Calendar Fashion Statement
Sun Sentinel (Ft. Your Business; It's better to be a contrary

6/15/2000 Lauderdale, FL P.18 investor

6/22/2000 The Denver Post  :What's our sign?
6/26/2000 Adweek 506 fl 

Fall previews promise

6/28/2000 The Kansas Ci Star

 
   

   

    
    

  
  

  
 

 

   
 
 

 
 

 

dressier. modern looks for
Lifes le men.

 
 

 

6/29/2000 The Virinian Pilot Business, P D 1 slow sales

Columbus Dispatch Couple Charged in sale of
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NAUTICA APPAREL, INC.

Apr — Jun 2000 Third Party Articles

  
 

 

  Publication IE@—IE1

Couple charged in sale ofColumbus Disatch News, P. 9 C
- Gorge presents steep6/30/2000 USA Toda Sorts; -- 16 C hurdles, fun 
  



A , NAUTICA APPAREL, INC.

Jul — Sept 2000 Third Party Articles

Ii Publication lg eadline
“I-

- H

2/2000 Sorts illustrated We've ot mail; on 18 We've ot mail
No. ,Vol.47; pg. 93;

7/1/2000 Pla bo ISSN:0032-1478 No Boies
7/5/2000 Tallahassee Democrat m Wear it Loud

Fashion Life; E 4

Guys: Here's how to reflect a

modern style without feeling
7/6/2000 The Ottawa Citizen .

- Men are finally stepping out7/13/2000 Tulsa World Oklahoma 577 words in sandals

absurd

Tie—ins: Fashiony DC Comics
7/17/2000 Brandweek 240 words Go Za!

Oxford Quarterl net u 20%

7/24/200 Global News Wire - Nautica Licence
P .2 B; ISSN: 0149-WWD Decisions, decisions

Feature: Cruise Travel

Xinhua General News Domestic News; becomes new vogue in Hong
7/29/2000 Serivce Economic Kon -

Great Falls Tribune Hot fall fashions scream, ‘l
7/30/2000 Great Falls, MT Parade; P. 6 P otta be me’
8/2/2000 Iowa Cit Press-Citizen Business; P. 8 A Goodfellaz oens

Business Snowba|l.com hosts two
8/3/2000 Business Wire Editors/Internet Writers online contests

The Post and Courier mgDress Code

— Vol.30,No.92;Pg.2; Nautica Europe projects8/7/2000 DNR ISSN: 1041-1119 sales of $50M b 2003

-Crain's Chicago .8/7/2000 Business P. 3 Deckin out the diaer set
Sun Sentinel (Fort What are the coolest kidsLauderdale wearin this fall?
St. Louis Post Dispatch

8/12/2000 Missouri Lifes le; - . 6 Calendar
Funky fall denim classic

Birmingham News takes a twist in time for
8/15/2000 Alabama Lifes Ie school

Sportswear looks make a3/17/2000 WWD slash
-The San Francisco8/23/2000 ‘Chronicle Home; P. 1/Z1 Fashion to Furniture
8/26/2000 Dail News New York  Weekend in New York
8/31/2000 Seattle Post lntelliencer Business, on D 1 27 Gottschalks oen toda

Features; Getting Face
9/2000 Texas Monthl Time; P. 159 Shannon Elizabeth
9/1/2000 The Holl ood Reorter 943 words This week toda

No.9,Vo|.15;Pg.32;
9/1/2000 Children's Business ISSN: 0884-2280
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NAUTICA APPAREL. INC.

Jul —— Sept 2000 Third Party Articles

Publication -IE1

Neighbors We; Pg. Ford Scouts seek 20 New
9/3/2000 The Miami Herald 23W Models
9/5/2000 Go back to class in st leIEHEEIIE:

Pg.5;lSSN:10410- Nautica sails across the
9/11/2000 Dail New Record 1119 ond

Sect.B;Pg.11; Col.1;

Style Desk; Fashion Fashion Week: one for the
9/12/2000 The New York Times Pae mone , two for the show

Pg.3;lSSN:1041-

9/15/2000 Dail News Record 1119 Starside at shows
9/15/2000 Chicao Sun Times Features; P. 43 A shar dressed man

Hartford Courant Cast away your cares in
9/16/2000 Connecticut Life: no D 1 st le

9/17/2000@ 355 Words
9/18/2000  —Part II; P. B 02 He's notjust a reader

Southern California

Living; Part E; Pg.1; Spring 2001 New York
9/18/2000 Los Angeles Times View Desk Collections
9/19/2000 The Houston chronicle - -

Fashion week brings out
9/21/2000 The Kansas Cit Star Lifest le desiners’ la ul side
9/2/32000 South Tame; .1

Tasty extension opened at

The Capital Retailers reinvent
9/24/2000 Annaolis, MD Business; P. B 1 themselves

Southern California

Living; Part E; Pg. 2; Ideas. trends, style and
9/26/2000 Los Aneles Times View Desk buzz

Hartford Courant Men's Fashion: Easing
9/27/2000 Connecticut) Life; Pg. D 3 into spring

Chattanooga Times
Free Press

9/28/2000 ennessee Lifes le: P. E 6 On Ta Toda

    
  
 
 

 
 
 

 

 

 
 

 
 

 
  
 

 

 

   
  

    
  



NAUTICA APPAREL, INC.

     

oct‘— Dec 2000 Third Party Articles

@_ Headline  
    
  

 
 

 

  
    

  
   

 

  
 

  

  
 

 

  

  
 
 

 

 
 
 

Section: Vol. 22: No. 6; Downtown Funky in New York,
10/4/2000 AsianWeek - - .14 New York
10/6/2000 Evenin News Edinburh Section: Business; P. 1 UNILEVER IN ARDEN SALE

CASUAL PASTIME. BUT THE '
BOYS IN THE BOOTH ARE

SECTION; All Editions; ARDEN. TAYLOR BRANDS
10/28/2000 The New York Post P. 021 SALE

SECTION; NEWS: Page
10/30/2000 Newsda A03

SECTION: No. 11, Vol.
11/1/2000 Children's Business 15; P. 16 FOR HER

Nautica focuses on menswear
11/3/2000 Retail Week SECTION: P . 4 In first UK outlet

SECTION: Home & THEIR COLLECTIONS AT THE

  

 
 
 

 
 

 
  

  
 
 

 

 
   

  

Section: No.10, Vol. 47;
10/1/2000 Pia bo - - 168 WHERE & HOW TO BUY

Section: No.4. Vol. 229:

The Capital (Annapolis,

10/12/2000 MD Section: sorts; - . D5 Americans did well in S dne
- SUNDAY STYLE

GUIDE:FUMBLE-FREE

FASHION; FOOTBALL'S A

LOOKING BEITER AND
10/13/2000 DaiI News Record Section: P. 4 BETTER.

SectIon:BRANDON, Pg. MacDiII BX where military shop,
10/21/2000 Tarn a Tribune Florida 5 talk

Knoxville News—Sentine| SECTION: Business; Pg.
10/27/2000 Tennessee B1 Chare raised for MCI directo

The San Francisco SECTION: DAILYDATEBOOK; P. B7 From Runwa to Dance Floor
Chattanooga Times Free SECTION: LIFESTYLE;

10/31/2000 Press Tennessee P. E6 On ta toda

DEMOCRACY In AMERICA;
SECTION: No. 5 Vol. ciothing worn by political

SECTION:No. 5. Vol.

11/1/2000 Cosmoolitan 229; P. 86 LIvIn'Ia Vida Loez; 'eweIr

FURNITURE FOCUSES ON
TRADITIONAL ENGLISH

LOOK;FIVE MAJOR
MANUFACTURERS UNVEIL

11/4/2000 The Wichita Ea Ie Garden FURNISHINGS MARKET

- SECTION: FASHION; Contemporary design recalls11/09/2000 The Houston Chronicle P. 1 movie Iamour
SECTlON:STREET; Pg.

11/10/2000 The Miami Herald 48MS DO IT FRIDAY NOVEMBER 10
  

  

  



NAUTICA APPAREL, INC.

     

Oct - Dec 2000 Third Party Articles

El Publication IE_
  

 

 

Sun-Sentinel (Fort SECTION: LIFESTYLE

11/16/2000 Lauderdale. FL P. 1E ORANGE BLOSSOMS

- SECTION. ARTS &Pittsburgh Post-Gazette ENTERTAINMENT Pg
11/19/2000 Penns lvania G~14 NO HEADLINE

_The Record (Bergen SECTION YOUR TIME; EARLY BIRDS GET THE BEST11/21/2000 Coun , NJ P Y1 BUY

-Las Vegas Review-Journal SMELL TEST: Following the11/26/2000 Nevada SECTION J; P. 1J Scent

11/13/2000 Newsweek SECTION: ASIA; P . 44 Destination Sho ers

  
  

 

 
 

  

_The Atlanta Journal and SECTION: Dixie Living;11/26/2000 Constitution P. 8M St Ie: SHOP TALK; Gen-now;
SECTION: FORTUNE

ADVISOR/PERSONAL

‘I1/27/2000 Fortune FORTUNE: P. 348 Meet John Varvatos

11/27/2000 Footwear News 0 CANDIE'S RIGHT ON TIME

- DENIM DISH: Olah |nc.'s11/30/2000 WWD SECTION: P.11 Denim Survival Guide

12/1/2000 Redbook Vol.195; - o 57 4 flaw-fixin dressesT
The Best Beauty Loot to Wrap

' or Receive; selection of

SECT|ON:No. 6, Vol. cosmetics and accessories for
12/2/2000 Cosmoolitan 229; P. 252 lft-ivln

SECTlON‘ADVERTlSlNG Here's what's new and

12/4/2000 SUPPLEMENT; P S14 noteworlh

 
 

   

 

 

 

  

  
 
 

 

 
 

 
  

  
 
 
   

 
 

  

   
 

WHEN THE COLD WINDS

12/10/2000 Cala Sun

Structure to Support its Rapid

GOING PLACES/KITTERY AND
FREEPORT. MAINE; OUTLET

12/20/2000 The Boston Globe SECTION: LIVING; P F7 TOWNS GREAT FOR SHOPPERS

SECTION: LIFESTYLE. HOWL AND THE NIGHTS
P. 54 TURN LONG ...... ..

Unilever Cosmetics

International Announces New

DISTRIBUTION:

12/14/2000 Business Wire Business Editors Exansion

12/15/2000 Nashville Business Journal 51: - - 3 laretin outh, urban markets

- SECTION: BUSINESS;12/16/2000 The Dallas Mornin News P. 1 F SHOPPING HAUL

_The San Francisco SECTION: DAILY12/19/2000 Chronicle DATEBOOK; P. E7 PERFUME ls SEXY AGAIN

Turkish Dail News —
Chattanooga Times Free SECTION: LIFESTYLE:

12/29/2000 The ‘Fumes of India TRAIL

 
 

 

PRESTIGE FRAGRANCE

SALES SOFTEN. BUT
12/8/2000 WWD SECTION: P. 1 STORES SEE YULE RALLY

Board~Leve| Executive

European Luxury Goods Group
SECTION! LVMH Buys U.S. Designer Donna

12/19/2000 CNN INTERNATIONAL NEWS:lNTERNATIONAL Karan

Garment firms assured of gov't
 
  Manila Bulletin SECTIN: P. NA su ort

   



Search - 1788 Results - Nautica Page 1 of4

Source: fle_Wi > Combined Sources > News, All (English, Full Text) L—-‘Ii
Terms: nautica and date(geq (1I1l2000) and leq (12/31/2000)) (Edit Search | Suggest Terms for My Search)

~F'Se|ect for FOCUSTM or Delivery
[3

Where to Buy It Sports Illustrated

Copyright 2000 Time Inc.

Sports Illustrated

Winter, 2000

SECTION: ;WHERE TO BUY 1T; Pg. 216

LENGTH: 1860 words

HEADLINE: Where to Buy It

BYLINE: Produced By Diane Smith, Assistant Editors M.J. Figei And Jennifer Stern

BODY:

LET'S GET PACIFIC

Pages 15-17: swimsuit by Bluepoint, at Everything But Water, www.evervthingbutwatencom, 888-796-
6661, at Canyon Beachwear, 800-863-6681, and at Jacobson‘s, 800-635-4770; board by Strong Current
Hawaii, www.stron currenthawaii.com, 808-637-3406. Page 18: (top to bottom) swimsuit by Onda de Mar,
 ,at Bikini Jungle, 305-672-8074, at Bikini Shop, 202-331-8372, and at Barely Visible
Bikinis, 770-319-9033; swimsuit by La Bianca, 800—BUY-SWIM, at Everything But Water,
www.eveggthingbutwater.com, 888-796-6661; swimsuit by Delflna, at Canyon Beachwear, 800-863-6681,
at Saks Fifth Avenue, and at Bergdorf Goodman. Page 20: (top, right) swimsuit by Roxy Quiksilver, 800-
576-4004, at Boardriders Clubs and surf shops nationwide; (bottom, left) swimsuit by Roxy Quiksilver,
800-576-4004, at Boardriders Clubs nationwide; jeans by Nautica; (bottom, right) swimsuit by Roxy
Quiksilver, 800-576-4004, at Boardriders Clubs nationwide.

SNAKE IN THE GARDEN

Pages 34-35: swimsuit by Gottex, 800-225-SWIM ext. 15, at Jerrie Shop, New York City, and at Daytons.
Pages 36-37: swimsuit by Calvin Klein, at Everything But Water, wwweverythingbutwater.corn, 888-796-
6661. Pages 38-39: swimsuit by Domanl, at Bellagio, Las Vegas, 702-693-7925, at Canyon Beachwear,
800-863-6681, and at Bergdorf Goodman, New York City. Page 40: swimsuit by OP, at Everything But
Water, www.everythingbutwater.com, 888-796-6661, and at Rich's Lazrus, New York City and California.
Page 41: swimsuit by Deifina, at Canyon Beachwear, 800-863-6681, at Bergdorf Goodman, New York City,
and at Saks Fifth Avenue, New York City. Pages 42-43: swimsuit by Domani, at Canyon Beachwear, 800-
863-6681, at Bergdorf Goodman, New York City, and at Everything But Water, 888-796-6661. Page 44:
swimsuit by Joelynian, at Barneys New York, at Karina Zabete, New York City, and at Theodore, Los
Angeies. Page 46: swimsuit by Rose Ferrer, at Jerrie Shop, New York City, and at Swimwear Collection,
Boca Raton, Fla. Page 50: swimsuit by Bazar de Christian Lacroix, Christian Lacroix boutiques, and at Saks
Fifth Avenue. Page 52: swimsuit by Rose Ferrer, at Saks Fifth Avenue and Great Shapes, New York City.
Page 53: swimsuit by Bluepoint, at Everything But Water,  tmm , 888-796-6661, at

. Canyon Beachwear, www.canyonbeachwear.com, 800-863-6681, and at Jacobson‘s, mvwJ ,
800-635-4770. Page 56: swimsuit by Salinas, Brazil, at La Jolla, Callf., 858-551-3845. Page 57: swimsuit
by Gottex, 800-225-SWIM ext. 26. Page 58: swimsuit by Ralph Lauren Swimwear.

ROOM & BOARD

Pages 60-61: swimsuit by Keny, at www.swimsuit-keny.com. Pages 62-63: swimsuit top by Roxy

.1ttp://www.1exis.com/research/retrieve'?_rn=088964c8fa705b92845078a502cec7d6&docnun1=1788&_fin... 6/23/2006



Search - 1788 Results - Nautica Page 2 of4

Quiksiiver, 800-576-4004, at Boardriders Clubs; swimsuit bottom by Xcei Wetsuits, 800-637-9235. Pages
64-65: swimsuit by Speedo, ,800-5-SPEEDO, at Speedo Authentic Fitness stores
nationwide. Pages 66-67: swimsuit by Mossimo, at Everything But Water, 888-796-6661, at Just Add
Water, 800-969-9283, and at Gone Bananas, 585-488-4900; board by Strong Current Hawaii,
 ,808-637-3406. Pages 68-69: swimsuit by Ritchie Swimwear, at Ritchie
Swimwear of Miami, ,800-220-SWIMO, and at Everything But Water, 888-796-
6661. Page 70: swimsuit by CHAIKEN, at Barneys New York, at Big Drop, New York City, and at Tracey
Ross, Los Angeles. Page 71: swimsuit by Piein Sud, at Piein Sud, New York City, 212-431-8800, Piein Sud
at Adventure Mail, Adventure, Fia.; hat by Stussy, at Stussy Store, New York City, Los Angeles and London.
Page 72: swimsuit by Calvin Klein Swimwear; board by Strong Current Hawaii,
 ,808-637-3406. Page 74: swimsuit by Calvin Klein Swimwear, at Saks Fifth
Avenue, and at Swim N Sport, Florida; jewelry by Melissa Beatty Designs, 212-679-4348, at Gallery of
Accessories, 502-753-3913. Page 76: swimsuit by OMO Norma Kamaii, www.omo-norma-ka a|l.com, 800-
8-KAMALI. Page 78: wet suit by Roxy by Quiksiiver, 800-576-4004, at Boardriders Clubs nationwide, and at
surf shops nationwide; thong by Gia V, wwwggia-v.com, 888-708-4943; board by Hawaiian Island
Creations, mv1._i_1ic_su_rf_;l1g .com, at Hawaiian Island Creations, Ala Moana Shopping Center, Honolulu, 808-
973-6780, and at Hawaiian Island Creations, Honolulu, 808-971-6715.

TUBULAR BELLE

Pages 82-89: swimsuit by Roxy Quiksiiver, 800-576-4004; boardshorts by Quiksiiver, at Boardriders Clubs
nationwide.

DEPTH CHARGES

Pages 90-91: swimsuit by Jamaican Style, at Diane's, 310-224-1900, at Tilly's, 949-475-5599, and at Ron
Jons, 321-799-8802. Page 93: swimsuit by Jean Paul Gaultier, at Beilagio, Las Vegas; hat by Patricia
Underwood. Pages 94-95: swimsuit by Free by Gottex, 800-223-SWIM ext. 13. Page 96: swimsuit by Free
by Gottex, 800-225-SWIM ext. 17, at Bloomingdales, New York City, 212-705-2000, and at Nelman
Marcus, Dallas, 214-363-8311. Page 98: swimsuit by Moschino Mare, at Jerrie Shop, Woodbury Village,
N.Y., and at Neiman Marcus, select stores nationwide. Page 99: bottom by Athena Collection, at Dillards
and at Foley's, 800-766-8466. Page 102: bottom by INCA for Stephanie Hirsch, at Katia, 713-621-1817,
and at Georgiana, 516-569-0786. Page 106: swimsuit by Liza Bruce, at Liza Bruce, New York City, London
and Los Angeles, 323-655-5012. Page 109: swimsuit by Randolph Duke Swim Couture, at Randolph Duke
Designs, 212-768-1730. Pages 110-111: swimsuit by Moonsplash Swim, at Moonsplash Swimwear, 305-
234-5656, at Atlanta Beachwear, 404-239-0612, and at Bikini Splash, 301-277-8939. Page 112: swimsuit
by Alberta Ferretti, at California Sunshine, Shrewsbury, N.J., 732-450-0550, at Bikini Jungle, Miami, and at
Waterlilies, Mill Valley, Calif.

MODEL BEHAVIOR

Pages 124 and 139: swimsuit by Piein Sud, at Piein Sud, New York City, 212-431-8800, at Untitled, New
York City, and at Saks Fifth Avenue. Page 126: swimsuit by Gottex, 800-225-SWIM ext. 16; shoes by
Stuart Weitzman, at Stuart Weitzman, New York City; pendant by Honora, 888-ZHONORA,
www.honora.com, and at Jacobson's, 800-635-4770. Pages 127: swimsuit by Piein Sud, at Piein Sud, New
York City, 212-431-8800, at Saks Fifth Avenue and at Barneys New York; shoes by Stuart Weitzman, at
Stuart Weitzman, New York City and Chicago. Page 130: swimsuit by Piein Sud, at Piein Sud, New York
City, 212-431-8800, at Piein Sud, Los Angeles and Florida. Page 132: swimsuit by Sauvage Swimwear,
858-514-8229, at Everything But Water,  wmL@ , 407-351-4069, at Gone Bananas,
858-888-8200; pendant by Honora, ,888-ZHONORA, at Jacobson's, 800-635-4770. Page
134: swimsuit by Sauvage Swimwear, 858-514-8229, at See the Sun, Fort Lauderdale, 954-779-2651;
shoes by Andre Assous Collection, at Lori's Designer Shoe, Chicago, 312-281-5655, at Monkees of the
Village, Winston-Salem, N.C., 336-722-4600, and at Knuth Shoes, Pepper Pike, Ohio, 216-831-9606. Page
138: swimsuit by Randolph Duke, at ULTIMO, Chicago and Dallas.

MAUI WOWEE
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Pages 156-157: swimsuit by Delfina swimwear, at Canyon Beachwear, Los Angeles, 800-863-6681, at
Bergdorf Goodman, New York City, and at Saks Fifth Avenue, New York City; shoes by SAYAN, at Dia Viola,
Los Angeles, and at Otto Tootsi Piohound, New York City, 877-62-SAYAN. Pages 158-159: swimsuit by
Norma Kamali, ,at OMO Norma Kamali, New York City, 800-8-KAMALI. Pages
160-161: swimsuit by Chanel, at Chanel boutiques and Nordstroms, selected stores. Pages 162-163:
swimsuit by INCA by Stephanie Hirsch, ,at Neiman Marcus, selected stores. Pages 164-
165: swimsuit by Letarte, at Canyon Beachwear, 800-863-6681, and at Barneys New York. Page 166:
swimsuit by Perth Amboy, TG-170, New York City, 212-995-8660. Page 167: swimsuit by Rosa Cha,
 ,888-ROSA-CHA, at Barneys New York. Page 168: swimsuit by INCA by Stephanie
Hirsch, .Page 170: swimsuit by Macarena Gutierrez, at Saks Fifth Avenue, New York

of California, 800-770-6858, at Lord &Taylor, New York City, 800-223-7440. Page 176: swimsuit by Malia
Mills, at Malia Mills, New York City and Los Angeles, www.maiiamllls.com, 800-685-3479.

RETRO FIT

Pages 178-191: All swimsuits are courtesy of William Doyle Galleries, New York City, and are not for sale.
LAS HORIZONS

Pages 192-193: swimsuit by Perth Amboy, TG-170, New York City, 212-995-8660. Pages 194-195:
swimsuit by Macarena Gutierrez, at Jerrie Shop, Cedarhurst, N.Y., 516-569-1144, at Pesca Shop, New York
City, 212-980-1901, and at Saks Fifth Avenue. Pages 196-197: swimsuit by Macarena Gutierrez, at Jerrie
Shop, Cedarhurst, N.Y., 516-569-1144, at Pesca Shop, New York City, 212-980-1901, and at Saks Fifth
Avenue; iBook by Apple, www.ag |e.com, 800-538-9696. Page 198: swimsuit by Studio by Donne, at Capri
at Bellagio, Las Vegas, 702-693-7925, at Everything But Water, www.everythingbutwater.com, 888-796-
6661, and at Flash Swimwear, 305-867-4022; Whale Ride-On by Intex Recreation Corp., at retailers
nationwide. Page 199: swimsuit by INCA by Stephanie Hirsch, www.incabag.com, at Barneys New York,
and at Neiman Marcus. Pages 200-201: swimsuit by Rose Cha, www.rosacha.com, 888-ROSA-CHA, at
Canyon Beachwear, 800-863-6681, and at Language, New York City, 212-431-5566. Page 202: swimsuit
by Charles Chang—Lima, at Stanley Korshak, 214-871-3500, at Barneys New York, and at Gitobet, 201-541-
7330. Page 204: swimsuit by Piein Sud, at Piein Sud, New York City, 212-431-8800, at Piein Sud at
Adventura Mall, Adventura, Fla. Page 206: swimsuit by Artesania by Keith Merl, www.artesaniainc.com,
973-292-3435, fax 973-292-3535; necklace by Ayala Bar for IsArt, LLC, at IsArt, 888-984-7278. Page 208:
swimsuit by Ralph Lauren Swimwear, at Neiman Marcus and Saks Fifth Avenue; belt by Len Wood‘s Indian
Territory Inc., www.indianterrito[y.com, 800-579-0860, 949-497-5747. Page 210: swimsuit by Giri Star
Swim, at Ron Jon Surf Shop, 714-769-4573, at Everything But Water, 888-796-6661, and at Molly Browns,
949-673-9004; sarong by Salinas for Pisces, 858-551-3844. Pages 212-213: swimsuit by Rygy for Vix
Swimwear, www.vixswimwear.com, 800-881-5868, at Diane's, 310-224-1900. Page 214: swimsuit by Rosa
Cha, www.rosacha.com, 888-ROSA-CHA, at Bergdorf Goodman, 800-218-4918, and at California Sunshine,
Brooklyn, N.Y., 718-376-0700.

WHERE TO BUY IT

Pages 216-217: swimsuit by Lisa Curran Swim, ,at Everything But Water,
www.everythin butwater.com, 888-796-6661, and at Canyon Beachwear, 800-863-6681.

ACCOMMODATIONS

SNAKE IN THE GARDEN: PANGOR LAUT RESORT IN PANGOR LAUT, MALAYSIA, 877-757-5288. ROOM &
BOARD: HILTON TURTLE BAY GOLF & TENNIS RESORT IN OAHU, HAWAII, 800-HILTONS. DEPTH CHARGES:
HOTEL VILLA DEL SOL IN ZIHAUTANEJO, MEXICO, 888-389-2645. MAUI WOWEE: HOTEL HANA MAUI IN
MAUI, HAWAII, 800-321-HANA. LAS HORIZONS: LAS ALAMANDAS RESORT IN JALISCO, MEXICO, 888-882-
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GRAPHIC: COLOR PHOTO: ROBERT ERDMANN, DANIELA SWIMSUIT BY Lisa Curran Swim ($ 120) MAKEUP
BY Ashley Ward for The Wall Group HAIR BY Kevin Murphy for Kusco Murphy at Artists Group. Management
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FASHION MISEITS SOME TEENS REJECT THE PRICEY 'COOL’ CLOTHING AND WEAR WHAT THEY WANT The
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HEADLINE: FASHION MISFITS SOME TEENS REJECT THE PRICEY ‘COOL’ CLOTHING AND WEAR WHAT
THEY WANT

BYLINE: Jeanne Albanese Staff writer

BODY:

On her first day in a new school, Becky Hooper felt stares and heard whispers.

Dressed in stretch jeans, a dress shirt and sneakers, she stood out from the crowd. She knew her clothes
caused the other girls to snicker.

She left, in tears.

That night, Hooper's morn took her shopping to cheer her up. Desperate to fit in, Hooper spent $75 - more
than she could afford - on baggy pants and a Tommy Hilfiger shirt.

The next day the same girls who snubbed her invited her into their group. She thought she wanted to be
like them.

Soon they tried to get her to smoke pot. They egged her into skipping school with them, and she got in
trouble.

"When I got home, I told my mom I wanted to be myself," says Hooper, a LaFayette senior who studies
fashion technology at Central Tech. "They weren't really what I wanted to be."

Hooper ditched the expensive clothes. Now she shops at Wal-Mart and doesn't care what anyone thinks.

“I think it's stupid," she says. "You should like somebody for who they are, not what they're wearing."

But for many teens, clothes are the firsi: clue to determining who's cool.

According to the Rand Youth Poll, teen-agers spent a record $105.1 billion in 1998, and girls spent the
biggest chunk of their change on clothing. Teens say friends and peers influence those fashion purchases
more than anything else. (According to Opinion Research Corp., in a survey conducted for Marshall's stores,
63 percent of teens say friends are the biggest influence on what they buy.)
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Central New York teens admit they judge one another on appearances long before getting to know the
person inside those FUBU jeans or that Kmart special sweat shirt.

Many also admit to dressing to fit in at some point in their lives, and they recognize the burden that young
people place upon each other to look good. They wouldn't dare shop at Wal-Mart for anything more than
socks or underwear. Teens who stand out from the crowd of tech vests and khakls are often excluded,
picked on or beaten up.

"You could be the ugliest, stankest, dirtiest person in the world," says Subira Dunn, a senior at Corcoran
and also a fashion student, "but be the nicest, sweetest and most generous, and nobody would care."

Vernon-Verona-Sherrill teacher Maureen Cavanagh says fitting in with peers ranks high on teens’ priority
lists. Clothing opens the door.

"Unfortunately, they'll just think a kid is cool if they see them wearing something cool," says Cavanagh, the
school's reading specialist. "They don't (consciously) say, "That‘s a cool shirt, therefore he's cool.’ Because
advertising presents kids who wear certain things as cool, they'll see a kid dressed a certain way and think
that's a cool way to be."

And if someone doesn't project the right image, teens make fun of one another.

"That's a definite," says Corcoran junior Shane Cox. "I do it."

Cox, 16, says he doesn't put up with bad dressers, unless they're his friends.

"Usually Ijudge by the way it looks," says Cox, wearing an Esco baseball shirt and jeans. "If it looks
messed up, they're just gone."

Tyisha Gaines, a junior at Nottingham, says a boy there came in one day with "Avirex," a brand of urban
sportswear popular in the hip-hop community, written in marker on his shirt. Kids laughed in his face.

But if it's a crime to look bad, it's a sin to look too good.

Henninger senior and fashion student Aryn Jackson, 18, often dresses to the nines in Nautica or Tommy
Hilfiger clothes. She wears skirts and heels to school and has her long hair and nails done to perfection. In
school, she says she has few friends.

"Most of the girls in school don't like me," she says, "(because of) the way I dress and the wayI walk. They
don't know me. They judge me because of the way I look and dress."

Pam Baidini-Dittman, who teaches fashion technology at Central Tech, sees fashion as a means for teens to
express themselves. It's also a measuring stick used to size one another up.

"Dress is terribly important to teen-agers," Baldini-Dittman says.

Despite the uniform image portrayed in Old Navy or Gap ads, many teens say they don't want to look alike.

Kallle MacDonald, a junior at Baldwinsviile, says in junior high she used to consider what others would think
of an outfit before she bought it. Not anymore. Now she sports a mixture of vintage and mainstream
clothes. She hates when someone buys something only she had.

Corcoran senior Jamie Carter used to follow the crowd blindly, too. She wore conservative, preppy clothes
even though she didn't really like them, and she had long hair. About a year ago she cut her hair and

radically changed her look. With spiky hair with blond streaks, a wrist full of plastic bracelets, jeans and
chunky shoes, kids at first called her a freak.
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"I'm just being myself finally," she says.

Jeff Hugunine, a senior at V—V-S, used to wear greasy, dirty jeans, band T—shirts, flannels and a grimy
baseball cap. Even his friends describe him as a dirtball.

When he turned 18 he inherited money from his father, who died when he was little. He ditched the Kmart
flannels for fleeces from Aeropostale and Abercrombie & Fitch. He bought a $75 pair of pants from
Abercrombie just because he had never seen pants that expensive.

"I've always wanted to dress this way," he says. "I never had the money."

Young people at several schools agree that many teens wear expensive brands such as Abercrombie just
because of the name. Many kids who can't afford it hate Abercrombie because of that. Still, many admit if
they could afford to pay $50 for a T-shirt, they'd shop there, too.

MacDonald thinks Abercrombie is overpriced and ridiculous. But after she saw Lauryn Hill, her favorite
recording artist, wearing an Abercrombie T-shirt, she had to have it. She couldn't afford it, but then she got
two for her birthday.

Basim Salaam admits he dresses to impress.

Salaam, a senior at Fowler, wears all brand names. Nautica, Polo, FUBU, Ecko - anything but Tommy. He
has 'l"imber|and boots in green, red, butter and tan to match his outfits. Looking good makes him feel good.
Why does he wear what he wears?

"To look cool," he says. "For the world, everybody."

Emily Murray, a junior at Corcoran, says she just feels better when she looks good. She estimates that she
spends about 75 percent of her $116 weekly paycheck on clothes.

"In my group, we're trying to impress the girls more than the guys because the girls are the ones opening
their mouths,“ says Murray, wearing a ribbed sweater, black flare pants and heels.

On Friday nights, Murray wouldn't dare show up at a party wearing the same clothes she wore to school
that day. When a hot new item comes out, she wants to be the first one wearing it, and she wants others
to notice that she had it first. Earlier this year, she paid $73 for a mohair sweater she and her friends

admired at Express. Murray admits the sweater wasn't worth it, but when she wore it to school, everyone
fussed over her.

"I had my moment," she says. "That $73 was worth my moment. I was so happy, you can't understand. It
was a great feeling."

What's the look?

Not much has changed on the teen fashion scene since fall. Cargo pants, pockets and vests are still the
rage.

In the spring, look for girls to sport nylon pants and shirts, crocheted sweaters, Capri pants in all lengths
and clothes with a Middle Eastern influence, according to Vanessa Giancamilli, communications specialist for
Kmart fashion. Woven, mesh, tube, backless and halter tops and tops with 10-inch sleeves and synthetic
skin prints, such as pony, cheetah and python, also will be hot. Look for embroidery on everything and the
hippie chick look to be in fashion.

. Boys will continue to wear cargos, this time in nylon, shorts and drawstring pants. backpacks will stay
popular, as well as baseball has and fisherman hats. T-shirts will be a staple, possibly in prints,_as will
long—sleeved T5 with stripes and patterns, according to Frank Busceml, a communication specialist for
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men's fashion at Kmart.

What's the look?

Not much has changed on the teen fashion scene since fall. Cargo pants, pockets and vests are still the
rage.

In the spring, look for girls to sport nylon pans and shirts, crocheted sweaters, Capri pants in all lengths
and clothes with a Middle Eastern influence, according to Vanessa Giancamilil, communications specialist for
Kmart fashion. Woven, mesh, tube, backless and halter tops and tops with 10-inch sleeves and synthetic
skin prints, such as pony, cheetah and python, also will be hot. Look for embroidery on everything and the
hippie chick look to be in fashion.

Boys will continue to wear cargos, this time in nylon, shorts and drawstring pants. Backpacks will stay
popular, as well as baseball hats and fisherman hats. T-shirts will be a staple, possibly in prints, as will
long-sleeved T5 with stripes and patterns, according to Frank Buscemi, a communication specialist for
men's fashion at Kmart.

GRAPHIC: PHOTO; John Berry /Staff photographer; JEFF HUGUNINE, 18, of Verona can wear the clothes
he always wanted to; wear (above) after an inheritance made them more affordable. Below, he; shows the
style he used to wear: flannel shirts, ball cap and greasy; jeans. Even his friends described him as a
dirtball. Color.; Suzanne Dunn /Staff photographer; KALLIE MacDONALD (left) and Tyisha Gaines, students
in Central Tech's; fashion technology class, show off their socks. Gaines says kids roll; up their pants to
show off the labels. Color.; Tim Reese/Staff photographer; EMILY MURRAY, a fashion technology student at
Central Tech, paid $73; for this sweater just to impress her peers. Color.; Tim Reese/Staff Photographer;
JAMIE CARTER, a member of Central Tech's fashion technology ciass,; models her new funky look. She
stripped off her preppy uniform to be; true to herself. Color.; Suzanne Dunn/Staff photographer; BASIM
SALAAM, a senior at Fowler High School, has no qualms about why; he dresses the way he does. "To look
cool,‘' he says. "For the world; everybody." He wears all brand names, and has Timberland boots in; green,
red, butter and tan.
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TEXTILES GRADUATES HAVE MADE A MARK IN INDUSTRY Columbus Dispatch fohio) January 8,2000,
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HEADLINE: TEXTILES GRADUATES HAVE MADE A MARK IN INDUSTRY

BODY:

Success in retailing is largely because of a retailer's ability to provide appropriate merchandise for its
customers. Dispatch Business Reporter Debbie Gebolys' recent article "A tale of retail" covered interesting
aspects of the history of retailing in Columbus. It seems an appropriate time to highlight how graduates in
textiles and clothing at Ohio State University have contributed since 1927 to the success of fashion retailing‘
in Columbus, as well as nationwide. -

:ll

This program, part of the Department of Consumer -v‘ yC\ SU's College of HumanEcology, typically enrolls 250 to 300 undergradua ‘C, \ave contributed to thesuccess of retailers such as The Union, Madison's . J O'Neil's in Akron; Elder-
Beerman in Dayton and the May Company in Cleve

Our alumni are integral to the success of central Oi"-. \»press, Lane Bryant,
Structure, Victoria's Secret, Lerner NY, Abercrombie ‘ \auer, Splegel and TheLongaberger Co., through positions in buying, desigl Jrance and management.\ f(§ES5rM<(;\ Additionally, our alumni are contributing to the intern _y_.r, Macy's, Neiman Marcus,
Marshall Field's, Bloomingdale's, Liz Claiborne, Prada,‘ ,....-Iex, Land's End, Esprit,
Nautica, Calvin Klein, Armani and many others.

The contributions that our alumni make to these businesses stem from their optional courses in fashion and
interiors merchandising or product development and evaluation. In these courses, our_students gain a
comprehensive understanding of textile and apparel products, the people who buy and use them and the
processes by which the products and people are brought together.

Major coursework focuses on fashion merchandising, strategic merchandise planning, fashion-trend
analysis, ready-to- wear analysis, aesthetics and design, computer—aided design, social-psychological-
cultural aspects of dress, international trade, historic costume and textile science. In the 19405, the
department pioneered a required fieldwork experience for all majors. That requirement is maintained today,
and all students intern with fashion retail and design firms.

Our students‘ education also is enhanced by departmental resources that include the Michelle Lynn
Dauterman Computer-Assisted Design Laboratory and the Textiles and Materials Analysis Laboratory. And
many involved in central Ohio fashion know about our Historic Costume and Textiles Collection, with its
10,000 pieces, from 15th-century textiles to extensive holdings of 20th-century designer clothing.

Thanks to the Friends of the Collection, Schottenstein Stores and Value City, Lazarus, Marshall Field's, and
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a number of Fashion Group International members, the collection has become a community resource with
exhibitions throughout the year in the Snowden Galleries in the Geraldine Schottensteln wing of Campbell
Hall.

Finally, our national influence on fashion retailing is even more impressive when we consider the number of
doctorate graduates completing degrees with us since the doctorate program began in 1957. Our alumni
are now employed in fashion retailing and design programs across Ohio, including Bowling Green State
University, Kent State University, Ohio University, the University of Akron, Columbus College of Art and
Design and Ashland University. Additionally, our graduates are represented at a number of Big Ten
universities and many other internationally recognized colleges and universities across the country.

For nearly 75 years, graduates from the textiles and clothing program at Ohio State University have
contributed to the success of Columbus fashion retailers, as well as fashion retailers and manufacturers

across the nation. As we celebrate the new millennium, we at OSU continue our commitment to prepare our
students with a focus on the entire process necessary for success, from fashion product development to
retailing.

Marsha Dickson, associate professor

Department of Consumer and Textile Sciences

Ohio State University

Columbus

Eight other members of the department contributed to this letter.
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BYLINE: By Helena Fernz

BODY:

WHAT separates Nautica Eyewear from the other branded frames on the
market?

Ask Mr Richard Golding and he will tell you.

Golding, the 34-year-old regional manager of Marchon Eyewear Inc, is In
charge of the distribution and marketing of the Nautica Eyewear collection
in the Asia—Paclfic region.

He explained to Business Times that Marchon and Nautica Enterprises
signed a licensing agreement last year that gives it (Marchon) the
worldwide licence for both the sunglass and opthalmic eyewear collections.

Under the agreement, Marchon, the largest privately owned manufacturer
and distributor of eyewear in the US, manufactures, markets and
distributes eyewear for Nautica.

Nautica, by the way, is an international brand for men's, women's and
children's apparel as well as accessories and home furnishings and its
line of products are available at major department and specialty stores
worldwide.

Golding, who was recently in Petaling Jaya for the launch of the

introductory Nautica Eyewear collection says, "Nautica is a lifestyle
brand."

Elaboratlng, he continued, "You can take a design philosophy and
incorporate it in all aspects of life. On a global basis you can buy for
example Nautica casual clothing or you can buy Nautica suits.

"There is Nautica bedding and Nautica shoes, watches, fragrances and so

on and in fact there is a limited edition of a Nautica utility vehicle in
the US."

Golding returned to the subject of Nautica Eyewear.
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Marchon's regional manager said, "People wear frames for 16 to 18 hours

or more and Nautica Eyewear not only looks good, is easy to wear and has a

classic updated style but is also comfy."

Golding added, "Glasses (eyewear) are a wearable product and one thing

that makes Nautica very special are its sunglasses... our sunglass line is

designed around the sunglass lens.

"The Nautica lens has a polarislng filter which acts like a comb and

eliminates glare. The anti-reflectlve coating on the rear surface of the

lens minimises glare caused by light bouncing off the lens‘ underside.

Also, the rear surface of the lens is hydrophobic and this makes the

lens easy to clean.

Expanding on the "wearability theme" of Nautica, he proceeded to relate

how the Nautica philosophy came about.

Mr David Chu, the founder, designer and chief executive of Nautica, said

Golding, "is not a designer per se and by training is an architect".

Chu apparently found out that "he did not like math", which as an
architect he had to do and thus took a course at a fashion school in New

York.

As he enjoyed the course immensely, Chu created a line of men's

outerwear and that, said Golding, was "the start of Nautica".

"Chu designed clothing from a consumer's perspective," he added, "and

not so much from a design perspective."

His clothing and eyewear designs, said Golding, "are meant to be worn".

Nautica products are those that people are comfortable with, according

to Golding, and the inherent comfortabllity features found in other

Nautica items are present In its eyewear collection.

As for the classic updated look of Nautica products, Golding took a
brief trip down memory lane enthusiastically.

Chu, he said, designed a lot of his clothing based on what is known as
"classic American sportswear“.

"Think back to the movies of the 20s, 30s and 50s... of when Clark Gable

and Cary Grant were screen stars and when people ‘dressed up‘ but with a
casual elegance.

"Clothes at the time were designed to move around in and made for easy
movement.

"The Nautica lifestyle philosophy focuses on comfort, activity and ease
and Nautica Eyewear is designed to be comfortable and has a good fit."

Golding said that recently he had visited an optlcian in South Africa
and was told that of the 30 Nautica frames purchased, 15 had been sold
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within a month.

He said he had asked the opticlan what he had done to promote Nautica
frames.

"The optician answered, ‘Honestly, nothing. I just would take them and
show them to people. They tried them on, liked how the frames felt and
looked and bought them'."

"Isn't that great?" queried Golding jubllantly.

"Nautica is designing a product that looks good and wears well," he
stated.

Attesting to Nautica Eyewear's success is the fact that it is a brand
that is growing in popularity.

"In the US, Nautica is very strongly entrenched. In department stores
it's one of the top three (eyewear) brands and internationally, it's a
brand on the upswing," he said.

He foresees the UK, Australia, South Africa and Asian countries as being
strong potential markets.

As for the collection itself, Golding said, it was launched in the US
early this year.

Since then it has been introduced in the UK, Canada, Mexico, Italy,
South Africa and Australia.

Now it is "Asla's turn" to experience Nautica, he said. In the region,
the eyewear has been launched first in the Philippines, second in Hong
Kong and third in Singapore, before "arriving" in Malaysia.

Locally, Marchon is working with Specstasy Sdn Bhd to distribute the

Nautica Eyewear collection, featuring both sunglasses and opthalmic frames
that are priced from RM390 to RM790.

The introductory Nautica Eyewear collection, revealed Marchon's regional
manager, "has 10 sunglass and 17 opthalmic styles and with the variations
in colour there are 150 purchasing options altogether".

When asked whether Nautica prefers any particular materials for its
eyewear, he replied that it depends on the style of the frame.

"In order to properly carry out design you have to use different

compositions to get it (the design) right," he explained.

"In plastics we use zyl acetate, which is a high quality, hand—made
plastic that is a little bit soft. It can take on beautiful colours and is
malleable.

"In terms of metal, once again it all depends on the style and Nautica
uses a new metal called nibradol which is also a little bit soft, as well
as monel and titanium."
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Golding then spoke of Marchon's role in the provision of Nautica
Eyewear.

He said, "The one thing that makes us different from most other eyewear
companies is that we are a marketing company. Most of the other firms are
sales companies.

"We look at products from the consumers‘ perspective as well as the
shops‘ perspective... not from our perspective!

"Marchon," said Golding, "has been in operation for 17 years and service
is what makes us so strong."

“We focus largely on independent stores although chain stores carry our
products too."

He then described how Marchon caters to its clients.

"If an opticlan for instance calls our customer service department in
the US, the call is answered within four seconds as our phone lines are
linked up to a computer system.

"The optician's account pops up on the screen of the employee dealing
with the optician and all the information is there."

He added that Marchon's warehouses are conveyor-belted and bar coded and

"so we can track an order all the way through".

Should an optician call, wishing to change an order, Golding said, "we
know exactly where the products he/she ordered are" thus enabling changes
to be instituted rapidly.

"If you call Marchon (in the US) at 4 o'clock in the afternoon we can

have the frame delivered the next morning anywhere in the US."

A. speedy response but not surprising at all as Marchon is said to be the

second largest eyewear company in the world and this is more than

sufficient reason for Nautica to team up with It.

GRAPHIC: Picture — Golding models a pair of Nautica opthalmic glasses to emphasise its wearability
features.
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Star-ry launch of fashion eyewear range New Straits Times (Malaysia) January 15, 2000
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HEADLINE: Star-ry launch of fashion eyewear range

BODY:

FAST growing fashion brand name, Nautica has added eyewear products into

its collection. The products line was launched in Kuala Lumpur recently.

Local celebrities such as Maria Farida, Jasmin Hamid, Azhar Sulaiman,

Fly Guy and others showcased the eyewear range at the launch held at
Sunway Lagoon.

Nautica joined Marchon Eyewear of the United States and the licensing

agreement will give Marchon the worldwide go-ahead to both the sun and

opthalmlc eyewear collections.

The inaugural opthalmlc collection fuses streamlined shaping with
innovative features and materials to create modern classics in eyewear

design.

The inaugural product introduction also saw the birth of a sunglasses
collection that, according to the manufacturer, combines form, function
and fashion.

The shapes, sizes and functionality do not vary much from other branded
names that value art and practicality such as DKNY, Emporio Armani, Guess
and Fila just to name a few.

Nonetheless, the top of the range sunglasses that has polarised lenses
may appeal to those who wear sunglasses notjust for fashlon's sake but,
to protect the eyes from harmful rays.

The polarised lenses also enhance colour saturation and improve
visibility. This is particularly significant for drivers.

The Nautica Eyewear collection is synonymous with its other range of
fashion wear - contemporary, appealing and high fashion.

GRAPHIC: Picture — Checking them out guests taking a peek at what was in store during the launch.
Picture - Teen appeal the company intends to capture the younger market segment.
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BODY:

the winter-spring musical calendar flowers with fine pianists, viollnists and choirs. On the orchestral scene,
Yoei Levi's final season as music director of the Atlanta Symphony Orchestra contains two of the most
ambitious works of the year: Shostakovlch‘s "Babi Yar“ Symphony and Mahler's " Resurrection" Symphony.

Of the pianists, Murray Perahia -—- playing Bach's "Goldberg Variations" at Spivey Hall on Feb. 13 --- is the
big name, but the same hail also will play host to the gifted Norwegian pianist Leif Ove Andsnes on Jan. 23.

Georgia's own Robert McDuffie brings his lyrical violin to Georgia Tech's Ferst Center for the Arts on Jan. 25
and to Kennesaw State University on April 15. Lovers of plucked string instruments can't do better than

classical guitarist Eliot Fisk (Emory University, March 26) and lutenist Paul O'Dette, who performs at Embry
Hills United Methodist Church today and at the University of Georgia on Feb. 5.

Two choral events of more than usual note are the St. Patrick's Day concert of the Michael O'Nea| Singers,

featuring the premiere of an extended choral work by Irish composer Mary McAullffe, "Return to Old

Ireland," to a text by Walt Whitman; and the Meridian Chorale (March 12) performing "La Terra," a setting

of Vlrgil's "Georgics" by the Italian composer Francesco Malipiero, whose premiere was conducted by

Robert Shaw at Harvard University in 1947. The chorale will sing "La Terra" in April with the Glenn

Memorial Church Chancel Choir. Also recommended: the exquisite female vocal quartet Anonymous 4,
singing the luminous music of the Dark Ages at the Cathedral of St. Philip on May 9.

Emory University has two of the most interesting chamber concerts coming up. Pianist William Ransom will

accompany baritone John Hornor In Schubert's bleak and eiegiac song cycle "Die Winterreise" on Jan. 18

and ASO cellist Daniel Laufer in Beethoven's complete works for cello and piano on Feb. 13 and March 26.

For symphonic music with a lighter touch: Bobby McFerrin, chameleon vocalist, conductor and composer,

displays all those gifts with the ASO on Saturday.
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GRAPHIC: Photo

Exquisite sounds: The vocal quartet Anonymous 4 -~- from left, Susan Heilauer, Jacqueline Horner, Marsha
Genersky and Johanna Maria Rose --- bring medieval music to the Cathedral of St. Philip on May 9. /
CHRISTIAN STEINER / IPR
Photo

Her pajamas ($ 64) by Nautica; his robe ($ 49.50) and pajama bottoms ($ 30) by Tommy Hilfiger. All from
Rich's. /JEAN SHIFRIN / Staff
Photo

For the Bobby McFerrin concert with the Atlanta Symphony Orchestra (Saturday at Symphony Hall), we
recommend oysters (above) and champagne at Eno, the stylish new Midtown wine bar and restaurant that
has the whole town buzzing. / LOUIE FAVORITE / Staff
Graphic
MAKE A DAY OF IT

'RIGOLE'lTO': THE WARDROBE

After attending "Rigo|etto," an operatic tale of conquest and seduction, why not slip into something
seductive yourself for a night spent recalling Gilda's tragic love for the uncaring Duke of Mantua? Her
pajamas ($ 64) by Nautica; his robe ($ 49.50) and pajama bottoms ($ 30) by Tommy Hilfiger. All from
Rich's.

--- A. Scott Walton

Graphic
MAKE A DAY OF IT

BOBBY MCFERRIN AND THE ASO: THE MENU

If you found yourself stuck in the office eating Y2K pizza on New Year's Eve, now you deserve to fizz a
little. For the Bobby McFerrin concert with the Atlanta Symphony Orchestra (Saturday at Symphony Hall),
we recommend oysters (above) and champagne at Eno, the stylish new Midtown wine bar and restaurant
that has the whole town buzzing. Chef Jamie Adams, formerly of Veni Vidi Vici, serves the bivalves two
ways: on ice with a classic mignonette sauce or smoked over hickory wood with a dollop of lemon-garlic
butter and chives. With a glass of bubbly Veuve Clicquot or Schramsberg Blanc, you'll understand why
Mozart called it “The Magic Flute," why Blzet named it Symphony in C. Champagne, darling? 800 Peachtree
St. N.E. 404-685-3191.

--- Wendell Brock
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BODY:

A family—owned clothing store in Gulfport celebrating 80 years in business has found the only way to
compete with malls, outlet stores and mail-order catalogs.

"Our prices are better," said David Moses, who bought his father's share of Moses Men's Wear two weeks
ago. The 3,500-square-foot store stocks Levi's, Ralph Lauren, Nautica, Polo and other trendy, major

brands. Located just north of the railroad tracks on U.S. 49, the store is on a major thoroughfare but away
from the major shopping centers.

"We own the building," said Moses. "It keeps our overhead down."

The store was founded by Moses‘ great, great uncle, who came from Lebanon and initially sold work clothes

and dry goods. The family lived in the store until 1948.

David Moses owns the business in partnership with his uncle, Anneas, who will eventually sell his share to
David's cousin, Chase. The business employs six family members.

"This little store supports four families," said Kelly Moses, David's wife.

The store sits on a row of shops that once was the heart of Gulfport's business district. In recent years, the
city's retail center has shifted to U.S. 49 and Interstate 10.

Still, nearly 10,000 people work downtown, and expansions at the state port and Grand Casino encourage
more people to shop In the area, said Terese Speir, past president of the Gulfport Downtown Association
and the owner of Coast Books.

Speir said the Moses family works hard to keep the storefront attractive, and the family's reputation keeps
customers returning.
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"It's a enviable position to be in to have the location paid for," she added.

David, 42, began working at the store full-time in 1975. He is the buyer, and it's his judgement about what
will sell that fuels the selection of merchandise. The store relies on newspaper advertising to attract new
customers and will likely plan some special event this spring to commemorate the 80th year in business.

While the city's retail center has moved north, David Moses says the store can continue growing by offering
lower prices and by stocking the fashions that his customers want.

Said Moses, "We pay attention to who comes in the door."

**Patrick Peterson can be reached at 896-2343 or at pfpeterson@sunherald.com.

GRAPHIC: Photo;

PHOTOS BY JOHN FITZHUGH, THE SUN HERALD

Carrying on the family tradition at Moses Men's Wear in downtown Gulfport are, from right, Frank Moses;
his brother Anneas; Frank's son, David; Anneas' son, Chase; and David's sons Justin and Brian. The family
business has been in the same location for 80 years.

Daniel Genowa of Indianapolis looks at belts Monday at Moses Men's Wear in downtown Gulfport. The store
prides itself on having the latest fashion trends to satisfy teens as well as supplying work clothes for older
customers.
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Designers turn attention to men's big, tall market Tulsa World (Oklahoma) January 20, 2000
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Men's designer clothing is bigger than ever before.

Ralph Lauren, Nautica, Tommy Hilfiger and Perry Ellis are now making larger-sized clothes to meet the
needs of the changing men's marketplace. Finally, men who don't fit the mold don't have to settle on
wearing khakls and sport coats that are different from the ones pictured in men's fashion magazines.

These items have been modified, however, to incorporate such elements as larger buttons, longer zippers

and more belt loops, all details which are important to big and tall customers.

About 15 percent of all American men are big and tall. This includes men who wear sizes 1X to 6X, have a
waist measurement from 44 to 60 inches, inseams from 30 to 38 inches, tall sizes from XLT to 4XLT.
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Friends and strangers have answered Mahwash Hussain's prayers.

They brought Barbie dolls for her two little sisters, bath gel for her other sister and a vest for her brother.
They mailed checks she used to pay bills. She got a set of Nautica perfume and lotion, a luxury she would
never buy for herself.

"I didn't know what to say," Hussaln said. " 'Thank you‘ is such a small word. I couldn't find the words."

The donations began pouring in last month after readers learned of the responsibilities the 18-year-old has
taken on since her father's death in June. The family moved to America from Pakistan in 1989; Hussain's
mother speaks little English and does not drive.

Hussaln has been paying the bills with money friends donated to the family, scanning the classifieds for a
less expensive house to rent and trying to put the shuttered restaurant her father ran up for sale.

Readers were touched by her maturity and selflessness.

"I was very impressed with Mahwash's resilience and her positive attitude despite the tremendous odds she
and her family face," said Ali Raza, who is also Pakistani. "It is so easy to succumb to pressures and
become fatalistic or defeatist. It takes courage to roll with the punches and continue fighting. "

Tim Farley said reading about the Hussalns provided a charitable opportunity for his family. Last
Thanksgiving, Farley's parents gave him and his five siblings each $ 100 and a challenge to find someone
less fortunate to give the money to.

"My parents have always reminded us of our good fortune and showed us, by their example, the
importance of giving back to the community and giving thanks for our many gifts, the least of all material
gifts," Farley said. "We took their money, given to us for the purpose of donating it to someone less
fortunate, doubled that money as our own contribution to the cause, and happily searched for the right
person to give it to. We involved our whole family, including our three small children, in that search, and
stumbled across the article about Mahwash."
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The Farleys bought Pubiix gift certificates for the Hussains, then wrote a letter to ‘Fm Farley's parents

about their success in finding a worthy recipient for the donation.

North Springs High School, where Hussain is a senior, has served as the conduit for people who wanted to

help after reading about the family. Counselors are working with her to try to identify college scholarships,

and will work with her 16-year-old sister, Nazlsh, and a 13-year-old brother, Ali, when they get closer to

graduation.

A diligent student, Hussain dreams of going to Emory University, then to medical school.

She has also applied to Oxford College of Emory, Kennesaw State University and Georgia State University.

She knows that Georgia State is her most realistic hope.

"The main thing for me is to go to a good college," she said.

Carolyn Axt, who works in the North Springs High‘s front office, estimates between 20 and 30 people

contacted the school offering help for the Hussalns.

some sent checks, others called with job possibilities for Hussain's mother. Teachers and students also
donated to the family.

GRAPHIC: Photo

Singing siblings: Enjoying some of their holiday gifts, Gogash, 6, plays a miniature keyboard, while
Shahrish Hussain, 4, shares the microphone during a duet with her sister. /ALICIA HANSEN / Staff
Photo

Mapping her future: Mahwash Hussain, 18, who has helped manage the family's six—member household
since her father's death in June, reads over college applications. / ALICIA HANSEN / Staff
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More Ralph Lauren sweaters. More Tommy Hilfiger jeans. More Waterford crystal. Fewer shopping hassles.

That's what Hudson's executives are planning for the new Men's & Home store that will open Feb. 8 in
Lakeside Mall in Sterling Heights. -

It's the first such store for Hudson's, which has drastically outgrown its existing space at Lakeside. The new
store occupies the space formerly held by Crowley's, which closed last year.

"We're going to be able to serve our guests better in this community," says Hank Lorant, Hudson's regional
director, who provided a tour of the new store Wednesday. ''we'll provide a real men's store, and within
that expansion we'll have a better designer selection, a wider assortment of shoes and the largest men's
fragrance area in the state."

The home furnishings area also will be expanded, with a greater presence for linens, tabletop items and
cookware.

The new Men's & Home store increases Hudson's acreage at Lakeside by more than 50 percent. Taken

together, the existing store -- 206,000 square feet —— and the new one -- 115,000 square feet -- make the
Lakeside store the largest on Hudson's roster. It surpasses the upscale Somerset Collection store by 1,000
square feet.

Sterling Heights Mayor Richard Notte, on hand for the tour, grinned when he heard that.

Even in its unfinished state, with shelves and racks completely bare, the Men's & Home store is an
appealing space -- bright and airy, with the escalators in a central rotunda.

The home department is on the first floor, with linens and tabletop items in the front and Marketplace,
Hudson's version of a food court, in the back. There will be seating for 60 in the food area, as well as comfy
chairs tucked next to the escalators so that busy shoppers can rest, sip coffee and munch Frango mints.
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An expanded bridal registry, which allows couples to plan home decor and choose color schemes by

computer, will have its own secluded room just off the china department.

The men's department is upstairs, with large boutiques for Ralph Lauren, Tommy Hilfiger and Nautica.
New labels to be offered include Joseph Abboud, DKNY and Wilke-Rodriguez.

This floor has 24 large fitting rooms with three—way mirrors, including several in the shirt department, a
first for Hudson's.

Though this dua|—store concept is new to Hudson's, it is not new to metro Detroit. Jacobson's has operated

several dual stores. And Hudson's parent company operates dual Dayton's stores in the Ridgedale Center in

Minnetonka, Minn., a Minneapolis suburb.

Often, retailers try to talk up the concept by emphasizing the appeal of a separate store for men. But that's

only a byproduct, analysts say.

"It's always driven by a lack of space; it's not something one would plan," says Frederick Marx, a retail
anaiyst for Marx Layne & Co. in Farmington Hills. "Bul: this Investment speaks very well for how terrific

Hudson's is doing out in that area. That Lakeside operation is very strong."

Though the roomier aisles and larger selection at the Men's & Home store are likely to be a big draw, it's

always a risk to force shoppers to walk to a separate building instead of upstairs.

"But it's only a tvvo—minute walk," says Ertugrui Tuczu, executive vice president of store operations for
Hudson's, Dayton's and Marshall Field's. "If you have a stroller, it's easier than looking for an elevator."

Hudson's will move merchandise into the new store in a seven-hour marathon Feb. 6, using 900 workers

and 1,300 pieces of equipment. It will then open at 10 a.m. Feb. 8.

The existing store will be remodeled section by section, with more space for the cosmetics, lingerie, juniors

and misses‘ departments. That project is expected to finish in October.

HOLLY HANSON can be reached at 313-223-4525 or hflson@freepress.com.
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AN INDUSTRY TIRING OF TOMMY The Washington Post January 28, 2000, Friday, Final Edition
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HEADLINE: AN INDUSTRY TIRING OF TOMMY

BYLINE: Robin Givhan

BODY:

Who's feeling the chill? The temperature of the Tommy Hilfiger brand has plummeted by several degrees.
Hear that wheezing sound? That's hot air seeping out of a high~flying image. And understand this: Turning
stone cold in the fashion industry can be more exasperating than bankruptcy, which at least allows you to

cut your losses and move on.

The zenith of popularity is a precarious position. It is a perch from which a brand can seemingly do no
wrong, when it is both hot and cool and generating such deafening buzz that there is an assumption of
never-ending greatness.

And then, suddenly, the moment ends. The brand is lukewarm. Profitable but not hot. This is the state of
Tommy Hilfiger.

Is that cheering we hear? For even in an industry that thrives on hype and has an impressive tolerance for
self-indulgence, there are limits. There is a point at which a brand becomes irritatingly mammoth, and no
matter where one is or what one does, it is suffocatingly inescapable.

Trend trackers began noticing the cooling of the Hilfiger label about a year ago. "One of the telltale signs
that a brand is headed south . . . is that it starts increasing in popularity among 8- to 12-year-olds when it
had previously been popular with teens and young adults," says Irma Zandl, founder of the Zandl Group, a
market research firm. "That's generally a death knell for a brand."

Now, she says, surveys show that the trend leaders who made Hilfiger hot are buying the studiously
controversial Abercrombie & Fitch, FUBU and even the more conservative Nautica.

Meanwhile, Tommy Hilfiger has taken cowboy rock style as his new signature, with enough glitz to make a
show girl hyperventilate. The presentation of his spring 2000 line was a Vegas-style extravaganza that
overwhelmed the clothes--red, white and blue rodeo chic emblazoned with the pronouncement that
"Tommy Rocks."

And then there were the misfires of marketing, Zandl says. She cites the hyping of Hilfiger the personality,
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and the decision to move from celebrating rappers Coolio and Treach to sponsoring concerts by Britney
Spears, Jewel and the Rolling Stones. "Who cares about Jewel?" Zandl says. “The Stones are so boomer.
Those choices to me have been a really bizarre thing.“

Indeed, Wall Street has toned down its passion for Hilfiger. Analysts aren't as enthusiastically
recommending the stock. And this month the stock itself fell almost 18 percent as the company announced
that third-quarter earnings would fail to meet expectations due to lackluster retail sales. For the first time
since the company went public in 1992, it disappointed investors.

Hilfiger remains one of the top wholesalers for designer jeans, fragrances and children's sportswear.

"We believe that the business fundamentals are sound and the brand remains strong," said company
spokeswoman Catherine Fisher.

But perhaps more worrisome than the decline in Wall Street vigor is the loss of something less tangible. If a
collection doesn't sell, customer feedback can provide concrete reasons why: poor fit, bland colors, too
fancy, not fancy enough. Quite often, such flaws of production or design can be quickly fixed.

But when the heat dissipates, there's no easy answer.

A year ago Luigi Maramotti, head of the stalwart Italian clothing house Max Mara, surveyed a fashion
landscape dotted with white-hot commodities like Gucci and Fendi and made the observation that

sometimes it's to a company's advantage to simply maintain a slow, steady simmer. The reason, he said, is
anything that's bllsteringly hot quickly burns out or cools off.

Fashion magic comes in cycles that last about five years. Hilfiger hit his stride about 1995, when he won

awards from the Council of Fashion Designers of America and VH1. (Ticktock, ticktock. You do the math.)
How do you sustain the magic?

The company plans broader distribution of its Blue Label, the high-end runway line that was reserved for

flagship stores, along with new advertising and marketing campaigns aimed at energizing young
customers. -

Undoubtedly the company will try to use its fall 2000 menswear and womenswear shows in New York next
month to generate new excitement for the label.

Still, the brand initially gathered steam thanks to the serendipitous embrace of oversize Hilfiger togs by

rappers, not because of advertising agencies, trend consultants or distribution plans. Luck can be kind, but
it rarely arrives on demand.
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UNVEILING THE ALTERATIONS;PERRY ELLIS SHOWS OFF ITS NEW WOMEN'S COLLECTION ATA SHOW IN

MIAMI BEACH. Sun-Sentinel (Fort Lauderdale, FL) February 1, 2000, Tuesday,
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PERRY ELLIS SHOWS OFF ITS NEW WOMEN'S COLLECTION AT A SHOW IN MIAMI BEACH.
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BODY:

Perry Ellis International brought a little bit of Manhattan's Seventh Avenue madness to Miami Beach on

Monday night.

The Miami-based clothing manufacturer, formerly known as Supreme International, made its high—fashion

debut at The Raleigh hotel.

"We set out on the reinvention of the company, and we want people to see," said Pablo de Echevarria,

senior vice president of marketing.

Last March, the company paid $ 75 million to acquire the Perry Ellis trademark from the late designer's

estate. It changed the name of the company to focus on the brand, though it continues to produce clothing

brands including Munslngwear and John Henry. Now It's looking to expand that Perry Ellis trademark into

areas beyond its healthy men's fashion business.

The company is reintroducing a women's collection, which had been limited to a few coat lines since 1993.
It is also launching a Perry Ellis America jeans line.

The lines were introduced in Miami Beach, rather than Manhattan, to get some extra attention. Fashion

Week starts Thursday in New York, where top designers, including Calvin Klein, Nicole Miller, and Nautica,
debut their fall fashions with runway shows.

"We are a Florida company, and proud of it," said George Feldenkreis, Perry Ellis chairman and chief
executive. "We felt using Miami as a hook, especially with the weather, we can interest the fashion

industry."

The company expected editors and writers from about 200 publications, including GQ, Vogue, Details,
Maxim, Jane and Elle. Perry Ellis picked up many of the magazines’ expenses to get them here on the eve
of Fashion Week.

The show was on a plexiglass runway on top of the Raleigh hotel pool. As the show started, rain clouds
threatened. There was no Plan B. The show's producers were hoping if it rained, it would end quickly.

"We're just praying," said Jerry Kaye, the collection's designer. "We're expecting a fun, enjoyable party,
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(getting) away from the normal fashion show scene."

The Perry Ellis name did $ 1 billion in retail business last year, and it hopes to boost sales to $ 1.5 billion in
three years, Feldenkreis said. The company expects to spend $ 12 million in advertising this year, about
twice as much from a year ago.

Perry Ellis International has shown skill in reviving neglected brands, so it should do well with the Perry Ellis
trademark, said Chapman Co. analyst Harvey Robinson.

"They've taken brands doing absolutely nothing, such as Munsingwear, and done quite well with that," he
said.

Nevertheless, the stock is down about 30 percent since the company announced the trademark deal last
January. Perry Ellis, which trades as PERY on the Nasdaq, rose 78 cents to close at $ 11.41 onMonday.
Many clothing manufacturers had a weak 1999, because of factors including the closing of store chains such
as Uptons, Robinson said. David Altaner can be reached at da|taner@sun-sentinel.com or 954-356-4668.

GRAPHIC: PHOTOS 2, Staff photos/Robert Duyos; (color) Face time: Temple Spencer has her makeup
clone in preparation for modeling Perry Ellis's new women's fashions on Monday night in Miami Beach.;
(color) GETTING READY: Designer Jerry Kaye watches a rehearsal for Perry Ellis's show at The Raleigh, a
Miami Beach hotel.
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Fresh from the market, china patterns in Fashion's latest colors

1. Salad plate, $ 50. From Royal Worcester: 800-257-7189. 2. Villeroy 800-VILLEROY. 3. Lusterware plate,
$ 27. From Muirfield: 212-725-2522. 4,5); 70. Call 800-793-7106. 5. Lenox's Aquamarine salad plate, $ 32.
demitasse (not shown), 2); 200 for set. Call 800-884-7775. 7. Jewels Sa 8. Samoa dinner plate, $ 55.
Through Laliquez 800-993-2580. 9. Co 10. Charger, is 100. From Mottahedeh: 800-242-3050. 11.
Bernardaud's Laurier saucer and cup (not shown), $ 175 for set. Call 800-884-7775. 12. Tharaud's salad

plate, 2); 35. From Daum: 888-232-DAUM. 13. Hemisphere dinner plate, $ 80. Through Lalique: 800-993-
2580. 14. Salad plate, $ 14. From Muirfield: 212-725-2522. 15. Vieux Nyon dinner plate from Raynaud, $
88. Through Devine: 732-751-0500. 16. Roseraie tray, $ 428. From Bernardaud: 800-884-7775.

Brilliant thinking: Hang a colored glass pendant lamp over your table or string a number of them down a
hall

1. Opaque shade hangs under a transparent amber shell, $ 216. At Lee's Studio: 212-581-4400. 2. Karim

Rashid's lime green hourglass shade is enclosed within a clear glass bubble, $ 1,250. From George Kovacs:
718-628-5201. 3. Decennium pendant lamp, $ 20 (suspends from the Norrsken Cable System, $ 59), From

Ikea: 800-434-IKEA. 4. Mouth-blown shade hangs from a cast-aluminum bracket, 3; 1,200. From LucePlan:

800-208-7790. 5. Ron Rezek's orange shade orbits an opaque white cylinder, $ 230. At Highlights: 310-

450-5886. 6. Resolute's cone-shaped milk glass pendant lamp has a transparent aqua skirt, :3; 345. Call
206-343-9323.

Spread on a bed, draped on a sofa, or hung on a wall, quilts add color and warmth to a room

1. Monte Coleman uses a curlicue stitch to quilt his handmade silk-and-linen bed cover, from $ 1,600. Call

212-463-0085. 2. & 3. Cotton Madras Block quilt, $ 250; alternating strips of red-floral and white cotton
are sewn together in a matelasse—type pattern, $ 275. Both from Pine Cone Hill: 413-496-9700 or

www.pineconehill.com. 4. Nautica's Coastal Crew quilt in tones of blue, $ 100. Call 800-222-1628. 5.

Denyse Schmidt updates a traditional hand-quilted log-cabin pattern in sunny colored cottons, $ 2,850. Call

800-621-9017. 6. Blue toile bed cover, $ 303. From Traditions: 518-851-3975. 7. Ruby quilt backed in
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chambray blue, $ 225. From the Ralph Lauren Home Collection: 212-642-8700. 8. Tommy Hilfiger Home's

patchwork square quilt, $ 250. Call 800-237-0658. 9. Striped quilt based on a 17th-century Chinese

design; 3; 185. From Garnet Hill: 800-622-6216. All prices tire for queen size.
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The first chapter of a new era of fashion was written Thursday.

The 7th on Sixth Fashion Week (actually nine days) kicked up its shiny heels, inaugurating the first shows

of 2000 and ushering in the international fashion parade that will play out for the next few months.

Setting trends and styles for men's and women's ready-to-wear for Fall 2000

is the goal of this exercise, which, more often than not, resembles a birthday

party for thousands of spoiled, overindulged children.
But fun? You betcha.

Kenneth Cole began the festivities Thursday morning on a lively note with a
humorous short film that had fashion scribes chuckling even before their
eighth espresso. Cole's men's show stuck to a tamer color palette with dark

gray, navy, gunmetal and textured blacks. His hooded, mid-thigh-length parkas

and rubberized shirt jackets looked spiffy with flat-front slim pants. Urban

trawlers will appreciate his mock croc and faux snakeskin jackets that
flashed a not-so-subtle sheen.

His tailored clothing looked more relaxed than his previous fall collection
of massive-shouldered suit jackets. The silhouette is longer, slimmer and more

fitted. In short, perfectly streamlined for the new millennium.

Jason Bunin followed Cole with a bright, sassy collection that emphasized

luxury fabrics, especially cashmere and mohair. Bunin had a fun romp with
color, showing icy powder blue, eye-popping ocher, school bus yellow, juicy

melons and bursting turquoise. He mixed prints and textures to produce a

youthful collection that begs second glances.

On tap today: Everett Hall, R. Scott French, David Chu for Nautica, John
Varvatos and Max Azria for BCBG.

GRAPHIC: PHOTO: (color), ASSOCIATED PRESS; A GRAY QUILTED VEST with zipper and pockets over

charcoal gray pants were among Kenneth Cole's fall offerings shown in New York Thursday.
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The Twin Cities soon will have four outlet malls within a hour's drive.

About a quarter of the first phase of the Outlets at Albertville will open April 17. The rest of the 52

stores will debut in time for the official grand opening weekend, April 28-30.

Exterior construction Is nearly complete and many of the retail tenants are beginning interior

improvements, said Shane Bullough, owner ofJMJ Properties Inc, which developed the site.

The Muskegon, Mich.-based retail developer has declined to name the tenants of the 250,DDD-square-

foot complex at Interstate Hwy. 94 and County Rd. 19. But people familiar with the project said the stores

will include Brooks Brothers, Carter's Childrenswear, Eddie Bauer, Gap, Guess, Jones New York, Nautica,

Nike, Oshkosh B'Gosh, Polo/Ralph Lauren, Reebok, Tommy Hilfiger, Waterford Wedgwood China and
Wilsons The Leather Experts.

JMJ still plans a second phase of the Albertville outlets to open in 2001, Bullough said.

GRAPHIC: PHOTO
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Menswear designers emphasize zipper frenzy, chaos of colors and clothes that stretch San Jose Mercury
News February 8, 2000, Tuesday
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NEW YORK _ Men will have a zippy, colorful and comfortable wardrobe seven months from now if they fall
into step with the designers showing their fall 2000 collections here.

Zippers are everywhere from the fronts of jackets to pocket tops, circling pant legs and even on
turtlenecks, allowing men to zip up for cold weather or unzip down to the end of the shoulder if they're toowarm.

Some zippers are functional and occasionally paired with buttons to give two closing options, while others
seem purely decorative, especially when on only one leg of a pair of pants. Jason Bunin even has a "half &
half" sweater with zippers down the front and the back, connecting a baby blue side with a forest green
one. If you want the look in one color, you'll have to invest in two sweaters.

In addition to zippers, a few designers, such as Ron Chereskln and Paul La Fontaine for Claiborne, are using
Velcro closures on shirts and jackets. Most men's clothing is in traditional fall colors, including toast browns,
dark greens, muted dark reds, navy, black and grays, but many offer a shot of bright colors.

Gene Meyer uses peacock blue and an electric teal with black polka dots in his shirts and Chereskln adds an
iridescent finish to a royal blue zip-front shirt.

Pumpkin orange is a favorite with many designers, including Meyer, John Varvatos, La Fontaine, Sean John
and Jose Levy for Holland & Holland. Everett Hall manages to take vivid color and subdue it in a sportscoat
that combines cinnamon, olive, lavender and teal for a beautiful windowpane plaid.

R. Scott French combines color in interesting ways, such as a shirt with a plum front, one gray sleeve and
the back and other sleeve in black. French also uses color contrasting collars and cuffs.

stretch is the new mantra of many designers, who are adding a bit of spandex to their fabric blends. To

differentiate themselves from women's wear and stereotypes, you don't hear the word spandex or Lycra
used. Rather, designers such as French call it polyurethane.

Denim jeans and jackets, most with an injection of stretch, are everywhere. Jason Bunin's denim jeans
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have a copper—coated finish; Max Azria's BCBG line and Marc Buchanan's Pele Pele denims are top stitched;
and Marc Ecko uses paint and a blow torch to age denim jackets.

Oversize cargo pants continue, particularly in the collections aimed at urban youth, such as Nautica, Sean
John, Pele Pele and Avirex.

Chereskin's velvet drawstring pants with elasticized cuffs are a sophisticated version of cotton sweats,
although it's hard to tell if men are ready for another peacock revolution, where blue velvet suits such as
the one Meyer has for fall are common.

Joseph Abboud also offers up velvet suits, in tartan patterns and a velvet "travel pant" with two cargo
pockets on the side fronts. Also comfy are hand-knit sweaters such as those in the Nautica, Chereskin and
French collections.

Suits are primarily single—breasted with anywhere from one to five buttons. Most have high-peak lapels.
Dominant colors are traditional dark grays, navy and black, with a smattering of bold plaids and checks.

Although designers such as Cole and Abboud put shirts and ties with their suits, others like Hall and La
Fontaine put long-sleeve, silk, crew neck pullovers under jackets, reminiscent of the "Miami Vice" look of
years past. Abboud suggests knit turtlenecks as an alternative to his neckties.

Very new are fly fronts on many sportscoats and jackets, concealing buttons or zippers, resulting in a
minimalist look. The opposite of minimal are the patch pockets on some sportscoats.

There's nothing new about a black leather jacket, but that's not deterring designers from including at least
one and often several in their collections. There are military styles, straight shirt jacket styles and longer
three—quarter lengths.

Beyond black leather jackets and pants are color and metallic finishes. Kenneth Cole offers red and green
leather as well as gold and a black and white python print; Varvatos likes chocolate leather and olive
shearling; and Abboud uses a dark brown he calls chestnut in deerskin bomber and fly front jackets.

The Sean John collection from Sean "Puffy" Combs celebrated fur with fox fur hoods on nylon parkas and
leather jackets, sheared mink pants and a full-length, black sheared mink cape. Taking a bow at the end,
Combs wore a white nylon jacket with fox fur collar, a sleeveless T-shirt and white nylon pants with fox fur
side seams.

Neckties are viewed with a sense of humor by a few designers who offer alternative ways to wear them.
Cole takes skinny black ties, pulls the knots down much the way men have loosened their ties for years and
puts them over white shirts unbuttoned at the collar, turning them into a casual fashion accessory.

Meyer takes his brightly colored print neckties and reverses the usual style by making the thinner part of
the tie visible as it hangs well below the wider front part, which is pulled up high.

In a more serious approach, in his tailored clothing, Cole's neckties are perfectly matched in color to shirts
and suits creating a monochromatic look. Abboud matches his ties to shirts in deep garnet and aubergine
that contrast with gray flannel chalk-stripe suits.

Vests, both knits and leather, are important sportswear accessories. Most are V~neck, but Meyer's U—neck
version offers an interesting alternative.

Several designers play around with neckpieces similar to dickeys. Meyer calls his a "turtle," and it's simply
the rolled neck without the rest of the garment. John Varvatos calls a similar piece a “neck warmer." Meyer
also shows ankle warmers, worn over jeans.

Formalwear isn't featured, but men who recognize red high-tops are no longer considered creative can still

htq)://www.lexis.com/researc11/retrieve‘?__1n=2f14ae12d9b045cfa375ebe091a90328&doonu1n=1632&_fn1t... 6/23/2006



Search - 1788 Results - Nautica Page 3 of 3

have a bit of fun at their next black tie event with French's "high-tech camouflage tuxedo trousers," which

are black trousers with black and white camouflage print side stripes.

(c) 2000, San Jose Mercury News (San Jose, Calif.).
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HEADLINE: Fashion Week hits the streets: New York shows fuse low and high couture

BYLINE: By Jackie White
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NEW YORK _ Saturday night came in cold and breezy. Week-old snow and ice still clung to the curbs,
requiring pedestrians wearing good shoes to make giant leaps to dry pavement. But nothing stopped about
1,000 people from climbing into the bleachers under the white tent at Bryant Park to see the Sean Jean
clothing collection, a popular hip-hop line known mostly for sweat shirts and low-slung jeans.

The show was part of the New York Fashion Week centered on a sprawling tent hoisted in the park behind
New York's Public Library. For the first four days of Fashion Week, coordinated by the Council of Fashion
Designers of America, menswear designers dominated the schedule from the elegantly casual Joseph
Abboud to a sporty Nautica with stretch jackets and turtleneck sweaters and youthful BCBG with quirky
colors and a handcrafted look.

The Sean Jean show would have attracted low-key attention save for the fact the line is owned by rap

performer Sean "Puffy" Combs. We're talking Combs, the frequent companion of Jennifer Lopez; Combs,
who has transformed himself into a high— fashion icon sporting heavy diamond jewelry and Versace clothes;
Combs, who was arrested recently on gun possession charges in a late-night club fracas.

So this night security was heavy, and a line of strapping guards dressed smartly in orange Polo Sport
parkas by Ralph Lauren guarded the main entrance.

Inside the venue, photographers fell over themselves getting to Tommy Hilfiger in the front row next to
"Mod Squad's" Peggy Lipton. Comedian Sandra Bernhard was there, along with Lil Kim in piled-high braids.
So were singer Luther Vandross, the NBA's Patrick Ewing of the Knlcks and Combs’ mother in a sweeping
cape.

The show started with music as diverse as the audience, segueing oddly enough from the Doors to Frank
Sinatra's love ballads to rap. And in the end, seeking perhaps to dispel a tough gun-toting image, Combs
took a runway bow as a family man with two small children In tow. Girlfriend Lopez, said to have a prior
commitment for "Saturday Night Live," was nowhere in sight.

But the aesthetic of the clothes was almost as interesting as the celebrity factor. It was a workingman's line

with denim hip-hugging jeans, big down denim vests, oversize down coats, shirt jackets and fireman's
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jumpsuits worn by models with tattoos. They were simple and austere. The models‘ moods were somber.

But in stark juxtaposition, the fashion line was suddenly gilded by a wannabe reflection of Combs’ own

personal style: diamond jewelry such as crosses and necklaces and rich furs, including a full—length red fox

stadium coat or a sweeping mink poncho.

Certainly it reflected in glaring terms the modern fusion of low and high couture, the combination of street

style with runway design. Ultimately Combs and his love life or legal problems seemed less important than

the commentary on how far fashion has drifted from the days of salons and into a solid bond with

entertainment and glitterati.

The following day, Hilfiger sought to reinvent his own image from the ego- driven rock 'n' roll meister of

last season into a classy preppy look for rich youths. His show featured cashmere sweater sets for men and

women, dozens of turtlenecks, posh textured fabrics and plaid tartan trousers and kllts. His show was a far

cry from the Madison Square Garden extravaganza last fall when a rock band leader yelled obscenities at

an inattentive audience and Hilfiger in jeans and a belt bearing the logo "Tommy Rocks" did a turn around

the runway with Naomi Campbell.

Gone this time were the metalllcs, flag pants and crystal fringe, replaced by pleated skirts and white leather

jackets. Hilfiger was so low-key himself, he managed only a quick wave as he jogged across the stageof

Roseland Theater. Although he clearly is seeking a pricey spot on which to roost, the clothes were pretty

and clever and likely to help sell his jeans and other lower—priced products.

As for celebrities, the list was down. Harry Connick Jr., actor William Baldwin and rock star Deborah Harry

settled quietly into front-row seats.

Abboud‘s show was one of his best because he managed to combine the casual attitude with a youthful hip

sensibility and classic elegance, no easy chore today. From overslzed tweeds and turtleneck sweaters, he
moved to pale gray pinstripe suits in both single three-button and double-breasted silhouettes. They were
worn with monochromatic shirts and ties, some in offbeat colors.

OK, so maybe the iridescent aubergine shirt and tie will not fly high in the heartland, but the grays on
grays have a good chance. And the metallic, alpacca and metal dinner jackets sure make a plain old tuxedo
seem a bit plain.

(c) 2000, The Kansas City Star.
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Fashion Week took a bulky, urban turn at the BCBG Max Azria show, but designer Yeohlee put it back on a
sophisticated, urbane track.

For Max Axria, it was all about coats and jackets, and jackets and coats. At the Yeohlee show, it was about
soft, feminine styles in earthy colors.

Fashion Week, which ends Friday, is the time more than 70 designers unveil their new looks. What you see
on the runway will influence what you buy this fall. The spring 2001 collections will be shown Sept. 8-15.

* BCBG Max Azrlaz Charlotte radio personality Sheri Lynch says she wears BCBG for dressier "rock 'n' roll''
events. People usually wear funky BCBG outfits when they want to be "seen." However, for his fall line,
designer Max Azria hid most of his clothes under coats and jackets in wool, fur, patent crocodile and
cashmere. Spectators got frustrating glimpses of models wearing chunky scarves with strapless dresses
and tall, leather stiletto boots with delicate tulle and chiffon. While some of the outerwear is divine - I loved
the gold distressed-leather coat - I really wanted to see what was underneath: the re-embroidered plaid
shirt, the twilight-printed halter, a felt, rosette plaid dress. Instead I got to admire the great accessories:
big, faux fur bags and sexy, stiletto boots.

Azria says this line was inspired by Wim Wenders' 1987 movie, "Wings of Desire." The beautiful, touching
film (three tissues for me) is about angels - clad in long, dark coats - who live among mere mortals in New
York City. (The Meg Ryan/Nicolas Cage movie "City of Angels" is based on "Wings of Desire.") The dark
coats could explain Azria's whole outerwear obsession. * Yeohlee: By contrast, I loved the colors in
Yeohiee's fail line: the chocolate brown skirt topped by a sheer, dusky lavender silk turtleneck; an iris
ombre knit turtleneck with slim pants in metallic Prussian blue, and the copper coat over a coal metallic
turtleneck and black cuffed (and cropped) pants.

The minimalist look was stylish with a loose, comfy feel not often seen on the runways. Earlier in the week,
Donna Karan seemed to have Prada and Gucci on her mind with her DKNY collection. The press material
said, "Polished is the message!" Karan showed lightweight, low-slung pleated skirts reminiscent of the ones

http://www.lexis.com/research/retrieve?_m=de269fe177221fSe53945617764219be&docnum=1616&_fmt... 6/23/2006



aearun - 1/an mesults - mauuca Page 2 of2

shown in Milan just a few months ago.

For the first four days of the week, menswear designers dominated the schedule, including sporty Nautica

with stretch jackets and turtleneck sweaters and youthful BCBG (for men) with quirky colors and a
handcrafted look.

NOTES: On Style Extra - N.Y. Fashion Week: Fall 2000 Collection * Max Azria hides his funky BCBG line

under coats, while Yeohlee quietly offers comfort without sacrificing style * The following correction

appeared on February 10, 2000 and refers to original tag no. 0002090025

CORRECTION-DATE: February 10, 2000

CORRECTION:

An article in Wednesday's Observer gave the incorrect publication date for Part I of a fall 2000 fashion week

roundup. The roundup will run on Feb. 20 in Sunday Living‘s Onstyle page.

GRAPHIC: Photo-3;

1. Photo by STUART RAMSON, Associated Press: BCBG Max Azria showed lots of outerwear, including this
silver leather coat over a printed silk charmeuse halter dress. 2. BCBG Max Azria paired a chunky wool

scarf with a sable silk chiffon re—embroidered tweedxstrapless dress. 3. A model wears a handknit fairisle
turtleneck and a wool tweed riding skirt from the DKNY collection.
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‘T15 THE season of cupids, chocolates, hearts and love. Ah, yes, the beloved Valentine's Day holiday is right
around the corner.

While some people display disdain toward this time of year, the majority eagerly await it with open arms.

Nevertheless, the day can get quite hectic, especially if you have a boyfriend or girlfriend.

So what are Hampton Roads teens going to buy each other for Valentine's Day?

"Maybe a shirt," said Erin Matthews, 15, a freshman at Western Branch High School. "And chocolates."

"A card that says how much I love him and a hug," said Casey Jeffcoate, 14, a freshman at Churchiand
High School. "I think presents from the heart are more meaningful than anything materialistic."

However, finding the perfect gift can be a challenge for some people. But in this technically advanced
world, your answers can be just a mouse-click away. Here is a list of items and Web sites where you're
bound to find that special something for that special someone:

Clothes and accessories:

For the "Dawson's Creek" lover:

www.ae.com

Get the duds from the store that clothes the Capeside pals weekly, American Eagle. (Note: Check out the

clearance section - up to 70 percent off).

For her: Shetland popover hooded sweater, $ 39.99
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For him: AE sleeve, striped hooded fleece, $ 19.99

For the skateboarder/snowboarder/surfer: www.pacsun.com

This Pacific Sunwear site boasts popular brands such as Roxy, Billabong and Hurley that are sure to suit.

For her: Pounding Heart long—sleeved tee, pink with heart-screened scene on back, Biliabong, $ 24.

For him: Kong Solid, adjustable black cargo belt, by Quiksilver, $ 10

Also check out: www.boo.com, www.nike.com, www.cyberetail.com

Beauty and vanity:

For the sophisticated: www.seghora.com

This site is overflowing with stuff for the bath, body and mind. With hot labels such as Anna Sui, Bloom,

Stiia and Hard Candy, finding something ought to be a snap. '

For her: "Girls Who Rock" Minl—Lip Gunk set, $ 25

For him: Hugo Eau de Toilette spray, 3.4 oz., $ 46

For the scent-conscious: www.fragrancenet.com

This site has tons of colognes and perfumes with a reasonable price tag. With smells like Nautica, Polo

Sport and Tommy Girl, you'll be able to find the perfect scent in no time.

For her: Cool Water for Women, by Davidoff, $ 35.63

For him: Tommy Hilfiger cologne, $ 41.16

Also check out: www.beautyjungle.com and www.eve.com

Candles and sweets:

For the chocohollc: www.godiva.com or www.hersheys.com

The Godiva site is full of yummy-looking boxes of chocolates. All are beautifully wrapped but rather
expensive.

For both: Valentine Truffle box, 16 pieces, truffles with classic and unique flavors like key lime, coconut,

espresso and dark chocolate. $ 28.

Give your Boo lots of hugs and kisses - Hershey's hugs and kisses, that is.

For both: Valentine Tower, a collection of Hershey's and Reese's mini candies. Happy Valentine's Day Rose
Card of solid milk chocolate and 12 Pot of Gold assorted truffles. $ 24.95 (Setback: It takes seven to 10

days for delivery, so you might want to opt for express shipping).

For the cookie-eating monster: 
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The world-famous cookie maker has delicious-looking edlbles for sale. Take your pick from chocolates,

flowers (the real ones) and, of course, cookies.

For both: Decadent Chocolate and 48 Nibbles - 48 cookies in an assortment of popular flavors and one
pound of chocolates. $ 42.

Flowers and the like:

For the traditionalist: www.1800flowers.com or www.greatflowers.com

Roses are red, violets are blue, get your Boo some flowers if you haven't another clue. What says love like

roses? Although rather prlcey, this site has a broad range of flower assortments, as well as balloons and
candy.

Prices: $ 29.99 to $ 79.99.

For that very special someone: www.zales.com

Show her you care with some very classy jewelry. Check out the $ 99 gift section for a slightly cheaper
alternative.

Other:

For the music lover: www.cdnow.com

Need a CD suited for your sweetie‘s taste? Look no further. Make a compilation CD at this cool site. $
19.95.

Cards:

For those with a fixed budget: www.bluemountaln.com, ,w_vLvy_._e_qreeti s.com,
www.hallmarl<.com

So whether you're one half of a couple or superbly single, have a happy Valentine's Day (and watch out for
Cupid's arrow).

Prisciila Khuanghlawn is a freshman at Churchland High School.

GRAPHIC: (Color Photo);

(Roses)
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Listen up, guys. It's time for some new threads.

Junk that navy blue blazer and slip into something in khaki moleskin, with cargo-style pockets. And forget
the oxford button-down. A slim turtleneck sweater is cooler. In lieu of a wool vest, try a zip-front version in

olive nylon. And trade your ordinary trousers for black waxed cotton pants.

That's what David Chu has in mind, anyway.

He's the designer for Nautica sportswear, and in the fall- winter collection he showed in New York recently,

he demonstrated plenty of ideas about how to update a man's attire.

"The barrier between wardrobes for work and play continues to blur, as bankers move into virtual offices

and snowboarding becomes a global industry," Chu said in his program notes.

Chu and many of the other designers who showed their fall lines last week are influenced by America's love

of sportswear, as well as the relaxation of traditional dress codes.

But the typical guy doesn't change his wardrobe much from season to season and is reluctant to try

anything too trendy. That means that most of what is presented on the runways in New York isn't going to

show up in the office in exactly the same way.

But a guy can wear a sweater rather than a shirt under his sport coat, if not from 9 to 5, then on the
weekend. And nylon drawstring pants worn with a zip-neck pullover sweater are a workable alternative to
jeans and a T-shirt.

The elements of a man's wardrobe haven't changed much in a century. He's still wearing the tailored

jackets, the trousers, shirts and ties that his father and grandfather wore. What's different lately is that a

man is free to mix those pieces up and wear them for a variety of occasions.

The other big change is that fabric innovation has changed the look, feel and texture of many traditional
items of clothing. Shiny materials like waxed cotton and nylon are being used for everyday clothing as well
as active sportswear. v
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If a man wants to add just one thing to update his fall wardrobe, he can do it with leather.

In nearly every collection, leather jackets, vests and pants were paraded. Donna Karan, in her DKNY
collection, showed black leather jackets and trench coats as well as styles in brown and oxblood. Also
presenting red leather jackets for men was Kenneth Cole. Metallic leather was used by Joseph Abboud in
bronze jackets and pants, by Max Azria in jackets for BCBG and by Tommy Hilfiger in white jackets.

Kenneth Cole printed some leather jackets with a python pattern in his "urban rocker" group, and Karan
lacquered it for high-gloss effect. Embossed leather is another technique, and Hilfiger wasn't shy about
embossing his initials as a pattern on pants and jackets. Marc Buchanan for Pelle Pelle also embossed big
logos on his leather jackets.

If leather isn't daring enough, how about fur? The material was ubiquitous in the men's collections.
Designers such as Karan used beaver to trim a double-breasted coat.

The most outrageous use of fur had to be in the Sean Jean collection from Sean "Puffy" Combs. Models
took to the runway in a full-length red fox coat, a black sheared mink cape and a silver fox bubble jacket. If
that wasn't outrageous enough, one poor model had to wear sheared mink pants. All the outfits were
accessorized with diamond jewelry from Fred Leighton.

While the only men who will be able to afford that kind of get—up and want to wear it will be music
millionaires like Combs, it certainly made a statement.

"Fur is the new embellishment," said Tom Julian, a trend analyst for Fallin McEiligott. "We‘re seeing mink,
fox, Persian lamb, shearling and faux fur, too."

For all the flash, not to be overlooked in the Sean Jean collection were the hip jeans wear and overalls that
stores such as Bloomingdale's are selling.

"The fit and look of (Sean Jean) jeans is perfect," said Kal Ruttenstein, the store's fashion director. "And
we're not just selling it to hip-hop kids or suburban kids. He's getting a big crossover customer."

So enough, already, you're saying. A man needs a suit now and then. Despite all the kooky stuff on the
runways, the traditional guy's needs were not completely overlooked.

Some of the best suits were shown by Joseph Abboud, who dresses such high-profile clients as Bryant
Gumbel. The television anchor was in the front row, nodding approval of such styles as a gray flannel
chalk-stripe suit with peak lapels.

Abboud also is a proponent of soft tailoring, meaning jackets that look structured but aren't confining or
uncomfortable. Abboud's styles often were unlined and less fitted than are traditional men's suit coats.

The trend to wearing shirts and ties in monochromatic color schemes continues. Abboud likes aubergine,
garnet and amethyst styles as an accent to gray suits.

Plaids, tweeds and herringbones are making something of a comeback, as Azria showed in his BCBG line.
He offered brown plaid zip-front bomberjackets and plaid flat-front pants and used plaid patterns in shirts,
as well.

Tartan plaid was a major theme for Hilfiger, who lined leather jackets in it and even created tartan _
patchwork pants. Hilfiger has gone back to his preppy roots, showing well~tailored cashmere blazers In
deep green over matching turtlenecks and such classics as flannel pea coats.

He said in his program notes that he had visited Scotland with his family last year and was inspired by the
country's beauty and traditions. The collection, he said, is "based on the things that I love and the clothes I
love to wear."
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And he's hoping his customers will agree.

Gimmicks liven show

You gotta have a gimmick, crooned Gypsy Rose Lee, and that's as true in fashion as it was in burlesque.
Menswearjust isn't as exciting on the runway as is women's fashion, so designers employed a few tricks.
To wit: ‘

* Midway through the Pelle Pelle show, a panther was trotted out on the runway. Nervous members of the
audience were relieved when the animal exited the stage. The presentation also featured a number of

hunky, bare-chested weightlifter—models.

* Designer Ron Chereskin announced an initiative with the Humane Society of New York and had models
stroll the catwalk with a dozen adoptable pets. All had homes by later that day.

* David Chu warmed the fashion crowd to his Nautica show on a cold winter's day with hot chocolate, hot

apple cider and such delectables as wild mushroom tartlets.

* Robert Comstock, an Idaho resident who is on the board of directors of the Peregrine Fund, teamed up
with 3M and Thinsulate Ultra Insulation for an expedition to the Altai Mountains, in western Mongolia.
There, they met native people who hunt with golden eagles and learned about the land, the native culture
and the ecology.

On the trip, Comstock and the other expeditioners wear-tested clothing he had designed. The adventure
was filmed, and Comstock debuted a video from the expedition at a reception at the Cornell Club.

INFOBOX

Trends at a glance

Here are some of the trends designers are proposing for fall—winter 2000.

* The man who likes colors other than black and gray will find an abundance of browns, olive greens and

burgundy to add to his wardrobe. In sportswear, orange is a hot color.

* Snowboard influences continue in pants with reinforced knees, bonded fabrics, reflective logos and cargo
pockets.

* Handknit wool sweaters have a chunky, knit-by-a-loved-one feel. Some have built-in scarves. DKNY did
asymmetrical Fair Isle patterns.

* Leather is hot, hot, hot. Blazers in cranberry leather, shirt jackets In suede and styles embossed with
crocodile effects were all over the runways. Zip-front jackets have a motocross inspiration.

NOTES:

NEW YORK COLLECTIONS 2000

Related color photo p.1S
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SEE END OF TEXT FOR INFOBOX

GRAPHIC: Color Photo (6)
The Claiborne Fall 2000 show featured this orange bias ribbed hand knit sweater and scarf. By Mark

Lennihan / Associated Press. FILE: MISSING - UNAVAILABLE
CAPTION: Joseph Abboud showed a charcoal- flannel chalk-stripe suit, garnet shirt with tie and black
leather cap-toe shoes during his fall 2000 show last weekend in New York City. By Stuart Ramson /
Associated Press. FILE: ARCHIVE

CAPTION: David Chu's Nautica line featured a khaki three-button moleskin sport coat over a green

pullover cotton sweater, olive nylon quilted zip—front vest and black waxed-cotton pants. By Stuart
Ramson / Associated Press. FILE: ARCHIVE

CAPTION: A show- stopper: Sean Jean's blond zippered knee-length fur cape over a khaki cowl- neck top
and matching pants. By Dan Lecca / Associated Press. FILE: ARCHIVE
CAPTION: Cole's collection includes this cherry~red leather car coat over a nylon stretch long-sleeve top
with sllrn black trousers. By Kathy Willens / Associated Press. FILE: ARCHIVE
CAPTION: Kenneth Cole's polyfill puff blazer with patch pockets, nylon stretch T—shirt and flat-front sheen
trousers. By Kathy Willens / Associated Press. FILE: ARCHIVE
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HEADLINE: A REAL RIBBON CUTTING

COLUMN: SHOP TALK

BYLINE: JOAN VERDON

BODY:

You can describe Mokuba, a fashionable new store in Manhattan's

garment district, with one word: ribbons.

But to describe the miles and miles of ribbons sold at Mokuba, you

need lots and lots of words. At least 43,000, to start. That's how many

varieties of ribbon are in stock at Mokuba, a Japanese ribbon

manufacturer that has opened its first U.S. showroom and store at 55 W.
55th St.. There are pleated taffeta ribbons, fake fur ribbons, fringed
leather ribbons, embroidered ribbons, beaded ribbons, velvet ribbons,

lace ribbons, plaid ribbons, polka—dot ribbons, all arranged, row by
row, spool by spool, in a gleaming, modern showroom.

Mokuba was started by Shoichi Watanabe, a Japanese ribbon designer
and wholesaler whose father was a weaver of kimono belts. Shoichi's

daughter, Keiko, took over the design and manufacturing ends of the
business in 1985 and has turned the company into the world's most

fashionable ribbon vendor. The company opened a Paris showroom in 1990

and began sending samples of its products to a select list of 1,000
French designers and journalists. Before too long, Mokuba's ribbons
began showing up on the fashion show runways.

Most of Mokuba's customers in Paris and at the company's other

stores in Canada, Japan, and Spain are designers looking for

inspiration, interior decorators looking for valances and pillow
trimmings, and costume and set designers. Those customers have already
flocked to the New York store, which opened Jan. 10, but you don't have
to be a designer or decorator to shop there. Anyone can walk into the
street-level store and buy a yard or two of ribbon. (A yard or mo of
almost any ribbon in the store would turn a plain gift box into a
package elegant enough to make any Martha Stewart wannabe insanely
jealous.)
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The store is shopper-friendly, with display cases designed so the

ribbons are easy to see and touch. Prices run from 35 cents a yard to

$ 58 a yard. And while this store could qualify as a museum of ribbon

art, there's no admission fee for those who just want to revel in rows
and rows of ribbons. (212) 869-8900.

Presidential markdowns

Woodbury Common outlet center in Central Valley, N.Y., likes to

stretch holiday weekends into four-day sell-abrations. The President's

Day weekend sales begin Friday and run through Monday, with many stores

using this weekend to clear out fall and winter merchandise.

Patagonia will offer 50 percent off on its outlet prices, with

windproof jackets marked down to $ 57. Nautica plans to sell goose down
jackets for $ 65, and Carter's Chlldrenswear will price all winter items
at $ 5 and $ 7. Bugle Boy children's clothing is promising a"clearance

blowout sa|e"with nothing priced over 5; 20.

CORRECTION-DATE: FEBRUARY 18, 2000

CORRECTION:

CORRECTION: The address for the Mokuba ribbonstore mentioned in Joan Verdon's ShopTa|kcolumn

Wednesday was incorrect. The correctaddress is 55 W. 39th St., New York City.
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HEADLINE: Stylish accessories for exquisite look

BYLINE: Compiled by Joyce Te

BODY:

THE sun's blistering. Its glare blinding. You reach for your sunnies
...Calvin Klein? Gucci? RayBan? The choice of eyewear in Malaysia!

It is no wonder fashion aficionados see eyeglasses as complements for

apparel. And while imported eyewear might range from RM400 to RM70O each,
those in the know realise that these prices are one of the lowest in the
world. ‘

Which accounts for the "a pair for each look" adage (at times even

sewing as hair bandsl).

Availability and affordability that placed that Cartier on your wrist.
The one that will be exchanged for a Tag for a session at the gym, and

after, a Patek Philippe for the dinner party.

While Malaysia has not attained shopping haven status in the
international shopping community, it is definitely on its way. Meanwhile,
we Malaysians are reaping the benefit of competition. Check out the latest
offerings.

GRAPHIC: Picture — Functional craft the self-winding Patek Philippe #5054 with moon phase, analog

date and power reserve indicator. Comes in polished gold or platinum case with hinged dust cover over
sapphire crystal back; or (right) opt for the art deco geometry in 18K gold (white or yellow), natural
mother of pearl and Top Wesselton diamonds fashion the Gondolo watch for ladies. Large square bezels are
diamonds-framed. Dials in choice of grey-toned mother of pearl with four diamond-set hour markers or 12
partitions of white mother of pearl. By Patek Philippe. Picture - Hinging on trend hand out and
assembled, virgin Italian acetate gives these chains a lustrous and lasting finish. Available in midnight black
or tortoise amber, Havana and dark. The Chain Collection by Calvin Klein Eyewear is available at major
optical stores nationwide. Picture - Rimless is chic virtually weightless, Alfred Dunhi|l's Unique eyewear
comes in resin temple frames in horn and palladium or tortolseshell and gold finish, or metal temples in
palladium or gold. At Alfred Dunhill stores in Suria KLCC, Star Hlll Centre and Sogo. Picture - Classic
ophthalmics the Nautica N7012 series for him and her. Below: Local celebrities brave the paparazzi
glare in Nautica's collection of sunglasses. Available at major optical stores nationwide. Picture - It's
trendy to be sporty the steel-framed Bonia watch for him and her. Tough enough for sports, tough
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enough for the corporate world. Sports inspired watches, just like 4x45, are the suits’ latest rave in the

concrete jungle. Available at Bonia boutiques and department store counters nationwide. Picture - Must-
have accessory for spring the Clinique Millennium 2000 watch in fresh cut colours. Reflecting the floral
prints of spring‘s sheer, soft fabrics, the watch is ultra feminine. Available at Clinique counters in Isetan,

Sogo, Jaya Jusco, Metrojaya and Super Komtar with purchase of any two Clinique products. Picture — Shape
of the millennium the cK1012 in 11 bronze/matte brown. Also in 31 iron/matte Havana and 16 raw

silver/matte black. cK Calvin Klein Eyewear at major optical stores nationwide.
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HEADLINE: Boys‘ Toys: Luxury, sportswear and comfort highlight New York fall fashions for men

BYLIN E: Valerie Fortney, Calgary Herald

BODY:

Are you man enough to wear pink? How about an oh-so luxurious, soft-to- the-touch mohair sweater? Or
maybe a diamond or silver necklace? If such traditionally feminine wardrobe pieces make you squirm, don't
worry. There's something for everyone when it comes to men's fashions this fall.

That was the message at the recent Men's and Women's Fall 2000 fashion week in New York, where the top

American -- and some European -— menswear designers showed their collections for Fall 2000.

The best way to describe the collections is a re-discovery of luxury, taking the looks and textures seen on
the women's runways and re-interpreting it for today's man. In this brave new world, sportswear rules, and
comfort is the name of the game. Stretch and microfibre have revolutionized the industry, changing the
way clothes move and feel. Stretch has found its way into sports shirts, pants and even sweaters. Details
are also key; you see it in the prolific use of zippers (not just for opening and closing, but also as
decorative detailing, such as asymmetrical zippers at the shoulder), and a wide array of inside and outside
pockets, to accommodate the high-tech gadgets that are so necessary to life in the 21st century.

Thanks to stretch fabrics and the growing popularity of sportswear, tailored clothing may also be stretched
beyond recognition. The overall look is more sporty and relaxed than we've ever seen before.

- Gene Meyer: This eye-popping collection included deep-blue velvet jeans (sounds strange, but looks great
on the right guy), robin's—egg-blue turtlenecks and U-neck sweater vests, worn layered over dress shirts in
a wide assortment of colours.

- Nautica: This was the first show of John Varvato's, the new designer for Nautica. Varvato, who cut his

teeth in the men's divisions of Ralph Lauren and Calvin Klein, demonstrated his expertise in the fine cut of
the suits, and his tweed and herringbone coats were a pleasant mix of the old reliable men's coat like dad
used to wear, but with luxury fabric and updated 21st Century details. Also, he had lots of zip- front vests,
wide-legged trousers in flannel and denim, and wonderfully spacious coats in fabrics like double—faced wool.

- Joseph Abboud: Cozy knits in warm spicy colours and cargo pants made for great sportswear, but only
the daring will jump at the green-tartaned velveteen suits. Abboud also went with luxurious pullovers made
of silk under jackets in place of the regular shirt, and eschewed neckties for knit turtlenecks.

T http://www.lexis.coIn/research/ret1‘ieve?_n1=c0d5c87c1d0O5e29e82b71769fcce1e7&docnum=]559&_fmt... 6/23/2006



Search - 1788 Results - Nautica Page 2 of 3

- Jason Bunnin: Winner of the Fashion Group Internationa|'s Rising Star award for menswear, Bunnin didn't
disappoint those who bestowed him with the recent honour. Stretch wool pants in cool pale hues, copper-

coated denim jeans and pinstriped suits in non-traditional colours made for a fun collection. The beauty was
in the details, such as zippers on waistbands and innovative closures on shirts and jackets.

- Maurie Malone: Plenty of jeans were in this collection, but there was little denim to be found. Leather, fur,
snakeskin and black sequins took the place of the traditional denim, with the cuts clean and trim. Coats
ranged from tweeds in earthy hues to colourful pony prints, and the "fiy-less" front trouser made several
appearances.

Emerging Themes:

- A great coat is a wardrobe necessity. Helmut Lang leads the way, with his coats cut lean and to the knee,
in fabrics such as black wool, camel leather and even fuchsia cashmere.

— Don't throw out the cargo pants, because they'll still be in for fall.

- Luxury fabrics -- cashmere, fuzzy mohair and lots of fur —— are not just for women.

- Leather, in a wide range of colours and textures, are big in pants, shirts and coats.

— Leather jackets come in a variety of lengths, from bombers and military styles to longer three-quarter
lengths.

— Vests, both knits and leather, are worn over sweaters and shirts.

- Zippers are everywhere, from jackets and shirts to pants, coats and even sweaters. Some use Velcro
closures, and another big trend is fly front closures, with plackets hiding the buttons or zippers on jackets,
pants and shirts.

- The single-breasted suit with high- peaked lapels is the new suit look.

- Shirts are matched in colour to suits, a big move away from bright coloured shirts offsetting the darkness
of a suit.

- Comfy, comfy -- the increasing use of stretch fibre, woven into wool and cotton suiting. It's even being
used in cashmere, which makes the clothes feel not only soft but moveable.

GRAPHIC: P Photo: Kathy Willens, Associated Press / Sean John: The label was created by Sean Combs,
A.K.A. Puff Daddy, rap star and boyfriend of actress Jennifer Lopez, who is also something of a fashion
designer. OK, he makes no bones about the fact he has a team of designers who bring his vision to life, but
he does know a thing or two about blue jeans. Little touches such as rhinestone or lynx fur cuffs made
them sparkle, and his hooded parkas in bright blue or red were fun. He also had sleek cashmere suits and
oversized fur coats.; Photo: Dan Lecca, Associated Press / Kenneth Cole: Quilted leather vests, generously
cut suits and turtlenecks in cashmere and mohair dominated the runway for Cole's fall collection. He also
threw in some wet- looking synthetics and, of course, lots of his signature leather in black and chocolate
brown. A bit of novelty came in his sport shirts with polyflll detailing on the elbows, and a reversible jacket,
matte black poly/rayon on one side, black PVC on the other.; Photo: Kathy Willens, Associated Press /
Michael Kors: In keeping with the luxury and '30s—style Uptown look of his women's collection, Kors threw
in lots of argyle sweaters, roomy wide-cut pants in luxury fabrics like cashmere, and smart wool coats. A
little bit retro, but some good classics nonethe|ess.; Photo: Knight—Ridder Newspapers / Lang: Always a
reliable source for Euro-style minimalist styling, Lang threw in many of the requisite black suits in his show
described as "continental tailor." Al|—black ensembles paired skinny trousers with soft-hued jersey tops. He
did shake things up a bit, though, with his monochromatic brighter suits in such surprising hues as fuchsia.
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Wednesday, Final Edition

Copyright 2000 News World Communications, Inc.
The Washington Times

February 23, 2000, Wednesday, Final Edition

SECTION: PART C; METROPOLITAN; VIRGINIA ASSEMBLY '00; Pg. C3

LENGTH: 1078 words

HEADLINE: Gilmore finds job opportunities to assist jobless textile workers

BYLINE: Stephen Dinan; THE WASHINGTON TIMES

BODY:

Gov. James S. Gilmore III yesterday announced new job opportunities and came forward with his own plan
to help workers after weeks of opposing Democrat-initiated plans to help newly unemployed textile workers
in Southside Virginia.

At an afternoon news conference, the governor stood with the chairman and CEO of Nautica Enterprises
Inc., the clothing manufacturing company, to announce Nautica will build a distribution plant outside of
Martlnsville, the area hardest hit by recent textile company closings. It will mean about 375 new jobs when
the site is up and running.

Mr. Gilmore also announced his own plan for those out of work, which increases unemployment benefits by
$36 a week for all workers in the state and lets them collect unemployment immediately after a company
files for bankruptcy, rather than making them wait a week.

Democrats had called Mr. Gilmore the major impediment to assisting textile workers. He had opposed a
House bill that would have increased benefits by $100 a week to those In 30 localities with the highest
unemployment rates, arguing it was unfair to direct money toward particular workers.

Yesterday, however, Delegate Bernie K. Day, Patrick Democrat, said he was "delighted on all fronts" with
the governor's proposal and happy the governor finally was on board. But he added he would have liked to
have seen higher benefits and wished the governor had addressed health care coverage for unemployed
workers.

The governor's bill will have an emergency clause, which means it can be applied retroactive to Nov. 28,
when the first wave of textile layoffs began.

=i=**

A House of Delegates committee narrowly endorsed legislation yesterday that could more than double the
$20 fee charged to Northern Virginians who must get their cars tested every two years for pollution
emissions.

The legislation, which would allow inspection stations to charge up to $50, was sent to the House floor on a
12-10 vote over objections of the Gilmore administration, which wants to keep the fee as it is.
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The bill's sponsor, Sen. Warren E. Barry, Fairfax Republican, said service stations and auto dealers who

conduct the tests are losing money because mechanics command a high wage and the testing equipment -
essentially a large treadmill that measures emissions at a variety of speeds - is expensive.

Mr. Barry said stations will stop offering the test if they continue to lose money, forcing the state to adopt a

system of centralized testing stations to meet federal air-pollution requirements, as is done in Maryland.

Centralized testing would lead to higher costs and waits of several hours to be tested, Mr. Barry said.

In fact, Maryland drivers pay a $12 fee, and the average wait time at an inspection station is six minutes,

according to the Maryland Motor Vehicle Administration.

Delegate Jack Reid, Henrico Republican, said he believes service stations are faring better than they claim
because the tests generate repair work when cars fail the tests.

***

Fourjudges, a former state senator and Mr. Gilmore‘s chief lawyer are the finaiists for a vacancy on the

Virginia Supreme Court, the chairman of a citizens‘ judicial advisory committee said yesterday.

In a letter to leaders of the General Assembly's new Republican majority, Richard Cullen also listed eight

finaiists for what could be as many as three openings on the Virginia Court of Appeals.

Mr. Cullen heads the bipartisan, 14-member Joint Judicial Advisory Committee, which the Republican
leadership appointed to interview candidates for the state's topjudgeships. In past years, when Democrats
controlled the legislature, lawmakers relied on bar associations for recommendations.

Mr. Cullen, a former federal prosecutor and state attorney general, said the advisory committee spent three
full days interviewing more than two dozen candidates. He said the process worked well.

The state's eight major bar associations still had their say, but their recommendations were filtered through
the outside panel instead of taken directly to the lawmakers.

The finaiists for the Supreme Court vacancy include Virginia Appeals Court Judges Rudolph Bumgardner III
of Staunton and Donald W. Lemons of Richmond. Circuit Judges Jean H. Clements of Loudoun County and

William H. Ledbetter Jr. of Spotsylvania also made the cut. Rounding out the list are former state Sen.
Wiley F. Mitchell Jr. of Virginia Beach and Gilmore counsel Walter S. Feiton Jr. of Williamsburg.

The opening on the state's highest court was created by the retirement of Justice A. Christian Compton,
who had been on the high court bench since 1974. The court has nine judges.

The finalists for the Virginia Court of Appeals include five circuit judges: Verbena M. Askew of Newport
News, John J. McGrath Jr. Harrisonburg, Michael P. Mcweeny of Fairfax, Margaret P. Spencer of Richmond
and Roy B. Willett of Roanoke. The others are former state Delegate G. Steven Agee of Salem, Virginia
Beach Commonwealth's Attorney Robert Humphreys and former Charlottesvllle City Council member
Thomas E. Albro.

The intermediate appeals court, which currently has lojudges, will lose Judge Sam W. Coleman III, whose
retirement takes effect Dec. 31. If either Judge Bumgardner or Judge Lemons wins the Supreme Court

appointment, that will create a second opening. A bill pending in the General Assembly would create an
11th seat on the court.

The candidates will now be interviewed by a joint legislative subcommittee of eight Republicans and seven
Democrats. Delegate William J. Howell, Stafford Republican and co-chairman of the House Courts of Justice
Committee, said that unless the subcommittee finds a reason to cut one or more of the finaiists, the entire
slate will be forwarded to the Republican caucus.
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The General Assembly is scheduled to elect the judges March 8, three days before the session's
adjournment.

=k=l=*

Legislation to allow voters to decide on a constitutional amendment guaranteeing Virginians‘ right to hunt
and fish cleared a Senate committee by one vote yesterday.

The Privileges and Elections Committee voted 7-6 to send the bill by Delegate Creigh Deeds, Bath
Democrat, to the Senate floor.

Delegate Leslie Byrne, Fairfax Democrat, said she has a problem with giving constitutional protection to a
hobby or sport, no matter how popular.

* This roundup is based in part on wire service reports.
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BYLINE: Mary Gottschalk

BODY:

NEW YORK —~ It you have sequins, feathers and leather in your closet, you're ready for fall. These were-
some of the hottest looks showcased at New York's fall 2000 fashion show. If you don't have feathers --

don't worry. Many of spring's strongest trends for women are continuing into fall, including color, floral
prints, appliques, soft fabrics and feminine cuts.

Shop wisely for spring and you'll have a head start on fall.

Here is a look at some specifics in women's clothing for fall 2000:

WILD THINGS. Animal prints are cyclical in fashion and constant In the wardrobes of many women. Name
an animal with a patterned skin and you'll find it reproduced in silk, chiffon, leather, other fabrics and
sometimes in real animal skin.

FUR.The shows also showcased the resurgence of fur. The Fur Information Council of America lists more
than 200 designers in the United States and Europe now using mink, fox, lamb, sheep, rabbit, beaver and
chinchilla. Sometimes they remain in natural colors and sometimes they are dyed in bright colors, making
them look more faux than real. There are full-length coats, short bomber jackets, capes, traditional stoles
like those popular In the '50s, cuffs, collars and boas.

What will SHE wear for fall?

BLACK is back, along with other favorite winter neutrals camel and ivory, but the color explosion that
pushed it out of the spring 2000 collections continues. Sometimes it's a shot of red against camel or black
and other times it's red with pink, pink with orange, green with turquoise or a strong chartreuse green.

TOPPING IT OFF. The two major trends for fall in tops are sweaters and blouses. Knits range from classic
turtlenecks from Ralph Lauren and Duke to handknlts from Oscar de la Renta. The surprise is the strong
resurgence of blouses, an item many women walked away from after tiring of the bowed blouse look.

BOTTOM LINE. Pants are cut narrow, straight or full to the ankle. Capris are almost non existent except in
the juniors area and only a few designers, such as Alfaro, Lepore and Duke, are cropping pants at the knee.

DRESS DOWN. For day, dresses include tunics, A-line, shifts, sheaths, knits and soft bias cuts. Lengths are
almost as wide ranging, from mini to maxi. Most hover at the knee or within an Inch or two in either
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direction.

DRESS UP. For evening it's a mix of understatement and glitz. Bill Blass pioneered and perfected the
combination and now it's prevalent throughout the collections. Take a pair of cashmere pants and add a
sequin top, or take a sequin and headed skirt and add a simple black turtleneck sweater. It's an elegant
look that allows women to have it both ways. Some of the most attractive are from Badgley Mischka. John
Bartlett helps evolve the look further by using supple, white leather you'd expect to find in a skirt or jacket
to create a long evening gown.

In terms of full-out glitz, the very best is Lauren's sequined jacket, camisole and gown replicating a Persian
carpet pattern on a bright red background. Miller's sequin camouflage tops and pants are also appealing,
but more sporty.

IT'S A WRAP. The most important coat for fall is cut full and meant to wrap, much like a favorite old
bathrobe. Most come with ties or belts, although a few are double-faced and meant to be worn hanging

straight and open. Solid colors are the norm, but de la Renta uses crewel embroidery, Lepore does hers in
plum velvet stripes and Bartlett does an interesting black wrap coat cut out in a cannabis pattern. While
coats are three—quarter to full length, jackets are short and fitted. Jackem that end at the waist are for the
very thin. Most women find them extremely unflattering, preferring jackets that hang below the hips to
create a slim look even on a not-so—sl|m figure.

Men will have a zippy, colorful and comfortable wardrobe seven months from now if they fall into step with
designers‘ fall 2000 collections .

Zippers are everywhere from the fronts of jackets to pocket tops, circling pant legs and even on
turtlenecks .

Designers also use color and leather and agree that turtlenecks are key, but then men go off in their own
direction. Here's a look at key trends for fall:

ZIP IT. Zippers are everywhere, on jackets, shirts, pants, coats and even sweaters. Some are functional,
replacing buttons as fasteners, but many are ornamental. More gimmicky are the Velcro closures used by a
few designers, including Ron Chereskin and Claiborne.

While zippers are highly visible, one of the strongest trends is fly front closures, with plackets hiding
zippers or buttons on the fronts of shirts and, most important, jackets and suits.

What will HE wear for fall?

SUITABLE. The most fashion forward suit for fall is single breasted with high peaked lapels. It's paired with
a shirt and necktie in the same color or close to it, creating a monochromatic look. It's striking, given that
many of these outfits are in black, navy or dark gray. Men used to white or blue shirts with patterned ties
may find it initially extreme, but should give it a try.

Also important in men's suits is something that's not really visible. It's stretch fiber woven in with wool,
cotton and even cashmere, resulting in a more comfortable feel.

SKIN GAME. Although fur was plentiful In the women's collections, it wasn't as much in the men's, where
leather is the favored skin. A leather jacket is deemed essential by most designers, although the actual
style varies from motorcycle to shirt to longer, coat styles. Black is the dominant color here, but some
designers offer color choices, such as red or green from Kenneth Cole, chocolate or olive from John
Varvatos and chestnut from Joseph Abboud.

CARGO LOAD. Given all the advertising, one would think that cargo pants are already in every closet and
possibly on the wane given their prominence in the past couple of years. However, cargo pants are still
strong, particularly in the collections favored by urban youth, such as Nautica, Pele Pele and Sean John.
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KEY ADDITIONS. Man looking to update their wardrobes should consider adding a vest, turtlenecks or a
long neck scarf. None requires a major financial investment, but each is a good styie investment.

GRAPHIC: Chartreuse angora cardigan and a chartreuse-tipped fox vest, Nicole Miller//

Lacquer glazed calf leather jacket, Liz Claiborne//Gray quilted vest with zipper and pockets, Kenneth
Cole//Black pleated parka with hood, Daryl K

Halter top, Ralph Lauren//Black embroidered pony skin skirt with black embroidered sleeveless top, Oscar
de la Renta//Black and cream Iapin chevron trench coat, John Bartlett//Magenta fur-trimmed brocade
jacket, Vivienne Tam//Black cashmere cardigan with tan and black suede tiger applique trousers, Tommy
Hilfiger //Black three button suit of textured wool with faux pony skin vest, Kenneth Cole //Cherry red
leather car coat, Kenneth Cole//Cashmere turtleneck under a handknit cashmere cardigan, Marc
Jacobs //Black fox stole over a black silk charmeuse camisole and steel strech wool flannel tuxedo pants,
Michael Kors'
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to add new shop

A WHOLE NEW WORLD

FRAGRANCE WORLD

Shop

--- Anthony S. Bush/The Capital—Journal

"Fragrance has an effect on the mood."

--- RON OWENS,

owner of Fragrance World of Topeka

* Name of business: Fragrance World of Topeka

* Address: 3430 S.W. 6th

* Owners: Ron and Larita Owens

* Nature of business: Perfume oils, essential oils, massage oils, lotions, incense, nutritional products, skin
care products, candles, ethnic clothing and jewelry.

* Web site: www.fragranceworld.net.

By ANN MARIE BUSH

The Capital-Journal

The notion of owning a business has been right under Ron Owens’ nose.

That lifelong idea has led to success for Owens, owner of Fragrance World of Topeka, 3430 S.W 6th.
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Growing up in Little Rock, Ark., Owens and his brother shined shoes in a shoeshine parlor to keep
themselves dressed to the nines.

"Back in the day, when I was growing up, it was popular to dress up. We always wore nice suits and shirts.
I would make $50 a day shining shoes," he said. "I grew up around a business environment --- my mother
had a beauty salon. I knew that job (owning your own business) was better than trading dollars for hours."

Owens and his wife, Larita, decided to move to Topeka to be closer to Larita's family.

It proved to be a good move.

Owens, who also has a degree in respiratory therapy and worked at Stormont-Vail Regional Health Center
for eight years before accepting a job with Providence Medical Center in Kansas City, Kan., started his
business in the early 1990s.

The idea for his shop happened by accident, he said. The couple, whose religion is Islam, always has tried
to find items for personal use that don't contain toxins or alcohol.

"It was hard to find anything," Ron Owens said. "So we decided to make it a business."

Ron and Larita Owens set up shop in a beauty salon, which was next door to the shop they currently own.
The salon soon went out of business and the couple decided to take over the space and open up a small
store.

"A few months later this space opened up and we moved in here," Ron Owens said.

Now, more than five years later, the couple, along with their daughter, Na'tmah, will be opening a new
store the first week of March at 1501 S.W. 21st in the Washburn View strip mall.

"We've been looking at the location for a long time," Ron Owens said. "When it became available, we had to
jump on it."

The fact that the shop is near Washburn University was a great selling point for the Owenses. The shop also
will be near Health Food Mart.

"We hope they will complement us, and we will complement them," Ron Owens said. "A lot of people that
shop here have said they shop there, too."

Although the second fragrance shop will be smaller, it will carry a lot of the same products as Fragrance
World. The store on 6th Street carries domestic and designer incense; perfume oils; lotions that don't
contain mineral oil; candles, essential oils, an ethnic line of clothing, Including some from Nigeria and
Pakistan; ethnic and hemp jewelry; greeting cards; nutritional products; and various other personal care
items.

The most popular item the shop sells is Alba Botanical lotion, which can be scented with a perfume oil.
There are more than 150 scents to choose from, including C-K One, Drakkar, Cool Water, Chanel No. 5,
Hugo Boss and Nautica.

Ron Owens also said customers like the attention they get when they come to Fragrance World.

"Of course, we can't compete with the larger stores," he said. "When customers come here and ask for a
specification sheet on a product, we can show it to them. We consult with our customers. We were small at
first, but the community has been supportive. You have to help people in order for it to work for you.
Everything we have in here can improve health and state of mind.
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"Fragrance has an effect on the mood. Bad smells promote depression. Good smells promote a good state
of mind."

Na'imah Owens, who works full-time for her parents, will manage the new store.

"I really enjoy this," Na'imah Owens said. "I'm excited about the new store."

There are two part-timers who work at Fragrance World, however, more employees probably will be needed
for the new shop, Larita Owens said.

Ron Owens, who also has a multilevel marketing company next door to his first fragrance shop called the

Millionaire Training Center, is happy being a businessman. When asked if he is considering any more shops

or businesses he just smiled and said, "One day at a time. One day at a time."

GRAPHIC: Top: Ron Owens, front, owner of Fragrance World of Topeka, 3430 S.W. 6th, his wife, Larita,

left, and their daughter, Na'imah, are opening a second shop in the Washburn View strip mail, 1501 S.W.

21st. Above: Larita Owens added perfume oil to lotion.
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Unless you're a big celebrity, an influential journalist or a friend of the designer, you'll likely end up
standing In the back during some of the New York fashion shows.

In fact, you'll get a better look at some of the designer outfits just watching snippets on one of those
entertainment TV programs.

But the seasonal premieres, aside from the headaches of long waits and poor sight lines, have a sort of
magic in person, even if you're not seated up front with Ivana, Gwyneth and Julia.

More than 100 American designers held fall preview shows in New York City during General Motors Fashion
Week this month. It was impossible to attend them all because some were held at the same time and
some, such as DKNY and Ralph Lauren, were at distant locations at the same time.

I attended 52 shows, a lot for a print journalist. Most journalists attended little more than the shows of the
best—known designers. Many photojournalists attend nearly every show, lugging heavy equipment from tent
to tent and onto buses or taxis to capture images that were sent around the world.

The flrst shows were scheduled at 9 a.m., with one at the top of every hour until 9 p.m. and a handful
going on simultaneously at alternate sites. Bryant Park was the main setting, with shows rotating at one of
the four deluxe tented areas at the Manhattan site: The Avenue, The Pavilion, The Tent and, new this year,
The Studio.

Waiting was a fact of life. Invited guests, Including stylists and fashionistas, check in at tables and then
wait, sometimes a half—hour, to be admitted. Those with seating assignments are the first admitted. Those
without may be allowed to wait in a separate line for possible standing room. After seated guests enter,
others stand in the back and, if seats are still open before the show begins, grab one. Sometimes lucky
standers end up in a coveted front-row seat.

There's usually a show schedule at each seat. This "run of show" describes the clothes in the order they will
be presented, along with the names of models wearing them and production credits.

About 75 percent of the time, the seats also contained gifts from the designer, ranging from tapes, CD5,
chocolates and inexpensive jewelry to sunglasses, fragrances and beauty products. Nautica gave out golf
umbrellas, Rene Lezard handed out 35mm cameras in gray flannel bags, and Zang Toi placed a long-
stemmed white rose on each chair. Ralph Lauren and Hugo Boss gave out sunglasses.
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Seating consisted of rows of small chairs individually covered with white fabric to match the tent walls. Or,
if the designer chose black walls, chairs had black slip covers. Although most of the times chairs were on
risers theater-style, it was difficult to see the models‘ feet unless you were up close or very far away.

Most shows began more than 30 minutes late. A few, including Tommy Hilfiger and Custo, began about an
hour late. During the wait, people mingled and talked as recorded music played. some celebrity-watched.
Others argued over seating. A few knitted or read books.

Attendance varied widely, from fewer than 100 at morning shows and shows of lesserknown designers to
more than 500 at the most popular designers, including Hilfiger, Liz Claiborne, Oscar de la Renta and
Michael Kors.

When volunteer workers began to peel back plastic that covered the runway, everyone got seated and grew
quiet in anticipation. The lights dimmed, the preliminary music gave way to pulsating rhythms, and the
show began.

Models walked staring straight ahead, as if in a trance. They were totally expressionless ~ even when
protesters disrupted the show, as happened three times this year. Some journalists noted that there were
more exposed breasts and butt cheeks this year than any time in recent memory.

Makeup and hairstyles ranged from simple to sublime. Footwear was varied, from Manolo Blahnik heels to
Prada boots, or it was nowhere, as with Pierre Garroudi's barefooted models.

A bank of photographers and videographers were perched on risers at the end of the runway, their bird's-
eye view a necessity for a head-to-toe shot.

Some designers used elaborate staging and props. For example, Marc Buchanan used a live black panther
in his Pelle Pelle show, and Douglas Hannant incorporated a red runway. Others simply posted their name
or logo on the stage wall and bathed the runway in white spotlight.

Runway shapes and heights varied, depending on the effect the designer hoped to achieve. John Bartlett's
runway became a banquet tabletop beneath two huge crystal chandeliers. Eighteen tuxedoed men watched
as female models showed an array of stunning ensembles.

Shows ranged from 10 to 25 minutes, most between 15 and 20. Some designers showed more than 80
looks; others, using informal modeling in private club settings, showed fewer than 10.

In the runway shows, all the models took a final walk together in their last outfit. Then the designer, often
wearing sneakers, came onto the runway and saluted the applauding audience.

When the show was over, some journalists tried to get interviews backstage. Others made a mad dash to
the next site of the next show.

GRAPHIC: PHOTO, PHOTO: Jeff Christensen/Reuters: The Ralph Lauren fall 2000 show was; a must—see
for fashionistas - and a challenge, because it coincided with; Donna Karan's DKNYshow.
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Battery-operated with remote control — you flick the switch and wathc bro'bot go?

httg : [[www. nytimes.com

GRAPHIC: Photos: Smile! You have THE ORIGINAL BRO'BOT to do your thinking. The battery-operated

prodigy comes in a cotton jersey top, $13, and shorts, $9, by H & M. At H & M, Palisades Center, West
Nyack, N.Y. Its flesh-and-blood antecedent: Shawn Huang, in a nylon gabardlne top, $48, and shorts, $40,
from cK Calvin Klein Jeans Kids. Top at Macy's East. Shorts at Bloomingdale's, select stores.; THE BABE!
Guaranteed not to throw like a girl! Copper-plated, it is dressed in a shiny hooded top, $18, a matching
skirt, $20, from Rim Rocka. At Lester's, Brooklyn. Inmotion, Merrick, N.Y. Human prototype: Aniyah
Williams, who is waring a cotton sweater, $134, and linen pants, $98. At Dilily stores, (800)977~7736.;
WOBOT is a life-size, all-purpose android. Good at potsy and girl talk. Cotton dress, $90, from Anavini by
Vincete Velasquez. At Slatkin & Company, 131 East 70th Street. Saks Fifth Avenue, select stores. Molded
after: Chandler Riley Hecht, in a cotton dress, $115, from Anavini by Vincete Velasquez. At Saks Fifth
Avenue, select stores.; Reach new heights with POGO ROBO, an all-tin body with reinforced inner springs.
It arrives in a silk Italian flag shirt, $110, and shorts, $110, from Moschino Junior. At Moschino Boutique,
803 Madison Avenue, Modeled after: Aaron Karp, in a baseball jersey, $38, and shorts, $35, from Nautica
Boys. At Bloomingdale's, select stores. Lord &Taylor, select stores, Sneakers from OshKosh B'Gosh.;
Laminated tin with exposed circuitry (and math and soccer chips), ROB0 BRAIN comes in a cotton vest,
$46, pants, $42.50, and shirt, $32, by Tommy Hilfiger. At Macy's. Android manque: Ryan Dozier, who is
wearing a linen-cotton blazer, $58, vest, $18, shirt, $20, and pants, $22. At the Children's Place, 22 West
34th Street, or call (877) 752-2387.; CD3PO has a portable boom box and a sunny disposition. Cotton top,
$22, and denim shorts, $42, from CK Calvin Klein Jeans Kids. Top at Younkers, Des Moines, Shorts at
Bloomingdale's, select stores. Modeled after: Ecco Morgan, in a cotton blouse, $32, and capri pants, $40,
from DKNYKIDS. At Bloomingdale's. Grooming: Kendra Richards and Christophe Saluzzo for Cioutier.
Special effects makeup: Todd Tucker. Market editor: George Kotsiopouios. Additional digital artists: Chung
S. Yuem, Pete Raible. Production: Bob Self. (Michael Elins)
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Sporty Spices;From a quick-wicking cycling tank to a pair of funky plaid golfpants, spring's new crop of
athletic wear makes suiting up almost as much fun as playing SPORTS ILLUSTRATED FOR WOMEN March,

2000/Apri/, 2000

Copyright 2000 Time Inc.
SPORTS ILLUSTRATED FOR WOMEN

March, 2000/April, 2000
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LENGTH: 326 words

HEADLINE: Sporty Spices;

From a quicl<-wicking cycling tank to a pair of funky plaid golf pants, spring's new crop of athletic wear
makes suiting up almost as much fun as playing

BODY:

Cycling Janine Thompson, a member of the NBA's Miami Heat dance squad, rolls with a Bellwether Buddha
Tink—Tank ($ 45) and Cannondale Six-Panel Shorts (55 36), both made of wicking fabrics to keep the South
Florida heat at bay. Other cycling must-haves: Bell Envy Pro Helmet ($ 90); Briko Sprinter 1 Titanium Kit
Glasses ($ 119); Pearl Izumi Greptile Gloves ($ 40); Bellwether Coo|Max Socks (23,; 7); Sidi Genius 3 Lorica
Shoes (55 179); Cannondale R600 Bike ($ 1,359).

Running When she's leading the pack in a corporate 5K, Shana Willinsky stays dry in a wicking, lightweight
Moving Comfort T3 Mesh T-Back ($ 35) and MicroLite Shorts ($ 28).

Tennis Tennis whites have become tennis blues and aquas. To wit: Nike's Dri-Fit Sport Tank ($ 40) and
Side Slit Skirt ($ 44) worn by Inga Luksza, a former hurdler whose speed has opponents quaking in their
sneaks.

Golf Who says all golf duds have to be, well, duds? Not Heather Hattaway—-even though her favorite sport
is in-line skating, she digs the updated look of Sugar Mag's Sleeveless Jewel ($ 52) and Cool Capris ($ 95).
The perfect way to top it all off: Fringe Golf's Astro Turf Hat ($ 25).

Swimming The Nautica Outline Rib Suit ($ 72), made with durable Dupont Tactel nylon, adds spring to the
three-step of Michelle Rojohn (left), a 1999 national one-meter diving champion. The top of Tyr's
Reversible Tankini ($ 64) stays put, even on professional high-diver Joy Anderson (center), who takes the
plunge from 80-foot platforms. This Speedo Neotel< Top ($ 28) and Bottom ($ 30) will come in handy for
Joylyn Ballard (right), currently training for her first triathlon.

Where to find it: Bell: 800-456-BELL; Bellwether: 800-321-6198; Briko: 800-GO-BRIKO; Cannondale: B00-
BIKE-USA; Fringe Golf: 415-777—FORE; Moving Comfort: 800-763-6000; Nike: 800-806-NIKE; Nautica:
877-NAUTICA; Pearl Izumi: 800-328-8488; Sidi: 800-991-0070; Speedo: 800-5-SPEEDO; Sugar Mag:
248-594-9255; Tyr: 800-252-7378.

GRAPHIC: COLOR PHOTO: SIMKO, [T of C]; THREE COLOR PHOTOS: PHOTOGRAPHS BY SIMKO
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DON'T KNOW WHAT TO WEAR WHEN IT COMES TO CASUAL? AS THESE GROUPS OF L.A. MEN

DEMONSTRATE, SOMETIMES IT'S BEST TO PLAY TO TYPE.

These martial artists care more about freedom of movement than that of expression. As with their sparring
uniforms, these SIMPLE COTTON DRAWSTRING PANTS fit loosely and comfortably. But in crisp, heavy
cotton, they're flexible without being sloppy. From left: Pants by DKNY Pure ($ 125), Kenneth Cole ($ 79),
Michael Kors ($ 350), Nova USA by Tony Melillo ($ 109), Nautica by David Chu ($ 69), Louis Vuitton Cup
($ 250), Tommy Hilfiger ($ 50), and Matt Nye ($ 280).

BIG TIME OPERATOR SWING BAND, HOLLYWOOD

Why did the big band cross the road? Judging from the classic casual musician's uniform--NAVY WOOL
SPORT COAT, white cotton shirt, and appropriately hip dark-rinse Levi's——to get to a gig, we're guessing.
From left: Sport coat (:1; 1,025) and shirt ($ 215) by Ermenegildo Zegna; dark denim jeans ($ 54), here and
throughout, by Levi's; sport coat ($ 795) and shirt (:1; 135) by Corneliani; sport coat, part of suit ($ 798),
and shirt ($ 228) by Emporio Armani; sport coat and shirt by Salvatore Ferragamo; sport coat (:3; 1,295)
and shirt ($ 160) by Vestimenta; sport coat ($ 425) and shirt ($ 95) by Burberry; sport coat ($ 275) and
shirt ($ 40) by Geoffrey Beene; sport coat, part of suit ($ 1,450), and shirt (5); 155) by Paul Smith; sport
coat ($ 1,650) by d'Avenza; shirt ($ 50) by Tommy Hilfiger; sport coat ($ 2,700) and shirt ($ 275) by
Brionl.

DRIVERS FOR UNITED PARCEL SERVICE, WEST OLYMPIC BOULEVARD, LOS ANGELES

In their familiar dark-brown fatigues, the men of UPS are an army of drivers who are easily recognizable on
the street. Add a classic COTTON KHAKI EISENHOWER JACKET and you've updated the uniform without
losing the look of an enlisted man. From left: Jackets by John Bartlett ($ 625), Kenneth Cole ($ 138),
Tommy Hilfiger ($ 175), Canali ($ 725), Slates ($ 95), Triple XXX (3; 94), Polo by Ralph Lauren ($ 125),
Dickies ($ 35), DKNY ($_ 145), and Club Monaco ($ 129).
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Lord & Taylor opens to eager shoppers

By EILEEN SMITH

Courier-Post Staff MOORESTOWN

A fidgety Karen Michaluk waited 15 minutes for her sister outsidethe just—opened Lord & Taylor.

The extra time seemed almost too much to bear, as she adjustedthe clasp on the purse she was ready to

open throughout a full mornlngof shopping.

After all, Michaluk had been waiting months for the eagerlyanticipated specialty department store, which
drew thousandsof shoppers Wednesday on its first day of business in South Jersey.

"Now we have a reason to come to Moorestown Mal|," said Michaluk,who lives in Haddon Township.

Shoppers began to gather at 8 am. outside the mall entranceto the store, peering through big, sliding-
glass doors as staffersset up tables to sign up customers for charge cards.

By 9:30 a.m., there were so many would-be customers outsidethe store, Lord & Taylor CEO Marshall
Hilsberg decided to cut theribbon a half-hour early.

Inside the store, employees applauded politely.

Outside the store, customers cheered.

Edith Havilance of Laurel Springs accepted a long-stemmedred rose, Lord &Taylor’s trademark, from a
model in a pale blue eveninggown.

"I love the newness of the store, the elaborateness of it,"she said, surveying wide aisles of pink marble and
walls of ivorymoire.

Havilance was shopping for a birthday gift for her son—in-law-- "he wears only Polo" -- and was glad she
didn't have to travel toPhlladelphia to buy a shirt.

In an interview several days before the South Jersey opening,Hllsberg said Lord &Taylor remains
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committed to its store in thehlstoric Wanamaker building, although the store isn't yet profitable.

"We had a good Christmas in Philadelphia," he said. "Butit‘s difficult to make money because of the
building."

The newest and 79th Lord & Taylor occupies 120,000 square feeton two levels. Heralded as South Jersey's
first entry into higher-endretalling, the opening drew so many customers their cars filledthe usually
sparsely used lot on the west side of the mall.

At the adjacent East Gate shopping center, where traffic jamsare an hourly occurrence, parking was
uncharacteristically available.

Back at the mall, Evi Tremain of Delran shopped for an Easterdress for her daughter, Taylor.

"I'm happy to have another choice in stores," she said. "Iwant to see if they carry different brands of
dresses."

Although it doesn't carry clothes for juniors, housewaresor furniture, Lord & Taylor offers such upscale
children's Iinesas Ralph Lauren, Tommy Hilfiger and Nautica.

The chain promotes itself as "America's Dress Address,"and the overwhelmingly female press of shoppers
reflected that.

Lori Pentz of Mount Laurel gathered three outfits to choosefrom —~ one pink, one lavender, one blue.

"I need something pretty to wear to a wedding," she said.

Her friend, Sue Santangelo of Mount Laurel, examined racksof dresses, intent on using a 20—percent-off
coupon.

"This is a great store,“ she said. "And we hope this will bringother great stores to this mal|."

Owned by the Maryland-based Rouse Co., Moorestown Mall hassuffered from poor foot traffic since a fire
damaged the Strawbridge'sanchor on Dec. 23, 1992. The store was eventually razed, and a
newStrawbridge's opened in November.

Both new stores are owned by the May Co., a retail giant with headquartersin St. Louis. So far, 11 stores
have rented space in the new Lord &Taylor wing, including three retailers that are relocating fromother
parts of the mall.

But Wednesday morning, Michaluk was intent only on visitingLord &Tay|or. And she had to wait a bit
longer after her sister, MarianneO‘Donnell of Cinnaminson, pulled up in front of Lord & Taylor'smarble
facade with the familiar squiggly signature.

"It's going to take her a long time to find a parking place,"Michaluk said.
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IfJim Mayer had to pick one movie title for this year's spring fashion season, it would probably be "Men in
Black."Long a staple in fall and winter lines, black is now gaining a profile for men's spring casual wear,
said Mayer, of Mayer Co. Clothiers. "Black is definitely the color in a man's wardrobe today," he added.
"Black has become very important. If you put on some creme—colored shorts and a black (knit) shirt for a
party, you're making a look. Black is equal to or stronger than navy right now."But for men who want a
brighter look in their wardrobe, this spring's line of casual wear also features vibrantiy colored sports shirts
and conversational prints, said Mayer. "It's almost like a painting that they somehow wove into the shirt,"
Mayer said of this year's prints.

“The conversational prints are going to be very strong again this year," said Larry Allen of Carriages Fine
Clothiers. "For spring and summer, some of your more conservative guys have a tendency to step out a
little more." "This year, we're getting a lot of Hawaiian shirts," said Melanie Ruffin of McRae‘s. "The colors
are bright - bright yellow, bright red, bright orange, bright green - like a lime green." Allen sees a definite
south-of-the-border flavor in this spring's color palette. "One of the things that's driving that is the Latin
lnfluence," said Allen, adding that the trend is also expressing itself in looser designs for men's shirts.

The traditional Latin guayabera shirt has inspired a new generation of button-ups with square bottoms and
vented sides that can be worn untucked, Allen said. "You're seeing a resurgence in the button-up, short-
sleeved shirt, which used to be something more for older customers," said Allen. "They're putting a silk or
linen T-shirt under it."A|len also sees lightweight layering in this year's spring casuals, like crew neck,
short-sleeved shirts that fit nicely under a blazer. "Now, we're getting into the dressier casual. It used to be
just the cotton shorts, cotton pants and the knit polo shirt." "We're doing mock turtles and crew necks in
isle cotton and silk, and silk and cotton blends," Mayer said. "It's really sophisticated. It lends itself to being
worn with a black blazer. Some people are even taking suits and wearing sports shirts under them for a
casual look. For a little added pizazz, they're wearing the three-button sport coat with only the top button
buttoned.

"The cutting edge for spring would be (designer) Kenneth Cole," Mayer added. "His techno-stretch, flat-
front pants without pleats are very clean cut. He's also done a flat-front pant with just a single pieat.You're
seeing everything — plain fronts, single pleats, double pleats, triple pleats," Allen said. "It's all across the
board.We're still selling a lot of cargo shorts," said Ruffin. "And we're selling clam diggers; they're pans
that come down below the knee, like a male version of the women's capri pants.Tommy Bahama and
Nautica are doing some silk pants and Bermuda shorts," Mayer said. "The emphasis has really been on
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Bermuda shorts."To complete the ensemble, men are increasingly turning toward sandals for their casual

footwear, according to local merchants.

"Men's sandals are very big for summer - where the toes are enclosed, but it's a sandal style," Mayer said.
"We're also selling deck shoes by Sebago and boat shoes.We're seeing a greater interest in sandals," Allen
said. “We've also been selling croc-macs; it's a crocodile-embossed moccasin."At McRae's, Ruffin said that

open-toed sandals by Dr Marten are popular.

Both Mayer and Allen pointed to fabric quality as a primary fashion statement for the upcoming season —
and for all seasons. "There are a lot of techno-fabrics like tencel," Allen said. "Tencel has a silk hand to it,

but where some silk gets a little delicate, tencel takes a beating."

"For spring, the emphasis is on wonderful fabrics and weaves clone in classic styles," Mayer said. "If I had
to make just one statement, the statement would be that the styles are classic, but the fabrics are as new

as the 21st century."

GRAPHIC: Jim Mayer and Don Hansen model men's fashions (By John H. Williams)
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If Sherry Ramsey had her way, the whole country would know that people in Martinsville and Henry County
need jobs.

"I had this really good idea to put a quarter—page ad in the Wall Street Journal and USA Today," said
Ramsey, executive director of the Patrick Henry Development Council.

And then she realized that the cost of those two ads would eat up more than a quarter of her $ 250,000

budget. "It was a passing thought," she said with a laugh.

As head of the organization that markets Martinsviile and Henry County to business prospects, Ramsey has
been working long hours to fill the gaping holes left by Tultex Corp.'s recent bankruptcy and layoffs. More
than 3,300 of the region's residents have lost their jobs since September; of those, more than half used to
work for the apparel company. In December, the two localities posted the highest and second-highest
unemployment rates in the state - 19.6 percent and 11.6 percent, respectively.

Ramsey's faith in the region's ability to rebound remains unshaken. When she talks about bringing in new
industries and getting people back to work, she is relentlessly upbeat.

For decades, Martinsviile and Henry County have relied on the strength of textile and furniture
manufacturers. When those sectors boom, so does the region's economy. When they slump, jobs and taxes
evaporate.

Ramsey believes the sudden downfall of Tultex has given the region a much—needed shove, forcing it to
diversify its industrial base.

"In the future, this community will not rely on two industries any longer," Ramsey said. "We now know
what happens when you put your eggs in just two baskets."

But she acknowledges that it's difficult for people to look very far into the future when they can't make
ends meet in the present, and she doesn't want to encourage false optimism. She's turned down invitations
to speak to local business groups because she's afraid her audiences will get too excited about still-
tentative industrial prospects.
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"I've kept a real low profile over the last two months," she said. "You can't give people false hopes."

‘Bad news travels fast‘

The challenge Ramsey faces is illustrated in statistics that at times appear contradictory.

Martinsville and Henry County together ranked fifth in the state in job creation and eighth in new

investments last year, according to the Virginia Economic Development Partnership.

But those figures don't include jobs lost or businesses that have picked up and left. Although the Patrick
Henry Development Council counts 4,384 new jobs created since mid—1993, downsizings and plant closures
eliminated 5,452 jobs from the region, for a net loss of 1,068 jobs.

There might, however, be a bright side to the recent job cuts. In Ramsey's words, "Bad news travels fast."

Two announcements about new jobs came within a week of each other in late February. Trans World

Connections Ltd. had read about the region's high unemployment rate and decided it would be a good place

to expand its cable assembly operations; Nautica Enterprises Inc. saw an ad for the Tultex distribution

center in a trade magazine and decided to build its distribution facility in Henry County.

Together, the two announcements promise more than 400 new jobs.

Even local citizens have called Ramsey's office, offering the names of sisters or cousins or uncles who work

for out-of-state companies that are looking to expand.

The pace of work in Ramsey's office has changed drastically since 1995, when she joined the council as its

marketing director. Back then, neither Martinsville nor Henry County had many industrial sites available, so

few companies carne calling.

The city several years ago decided to open two new industrial parks: the 72~acre Rives Road Industrial
Park, with land donated to the city by the W.M. Bassett Furniture Co., and the 50-acre Clearview Business

Park, on land the city already owned. The total cost to the city was less than $ 2 million, City Manager Earl
Reynolds said.

Both parks are still vacant. The city has offered 50 free acres at Rives Road to any company that will invest
$ 30 million and hire at least 300 people. It also is constructing a shell building at Clearview that it will offer
at cost to a qualifying company.

Henry County also spent $ 3.5 million to expand its Patriot Centre at Beaver Creek industrial park, which is
where Nautica will build a 525,000-square-foot distribution center

The two localities together have more than 700 acres of land and more than 1.6 million square feet of

vacant building space available. ‘

Graded land and finished buildings are just what the region needs to boost its flagging economy, said Mark
Kilduff, executive director of the Virginia Economic Development Partnership. Few companies are willing to
wait while sites are prepared, and most won't even consider localities that don't have land ready
immediately.

Kilcluff has been closely watching Southside's recovery efforts. Last month, he told the region's_stal:e
legislators that local government and business officials need to take a stronger leadership role in
revitalization and promotional efforts.

"There's not a lot of understanding and support for the hard work localities must do in economic
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development," he said more recently.

Henry County Administrator Sid Clower said he called Kilduff after hearing those comments. "I can't speak
for the Southside region," Clower said. "But I would respectfully disagree with Mark on that." Clower said
schools and businesses have rallied behind recent development efforts.

Kilduff, whose agency provides about 80 percent of the new-business leads that come into Ramsey's office,
praised the region's marketing efforts. Martinsville last year received a $ 1 million loan from the state to
build a shell building, a fact that shows the state's confidence in the region, he said. Martinsville was one of
just four localities to get such a loan in 1999.

"The last thing we want to do is build a building somewhere that's going to be empty forever."

Turning a battleship

Manufacturing is king in Southside.

At the end of 1989, 59 percent of Martinsville and Henry County's jobs were in factories. By mid-1999, 48
percent of the region's jobs were in manufacturing. That compares to 12 percent statewide.

VEC economist William Mezger believes the region has one of the highest concentrations of manufacturing

jobs in the nation.

Most of those jobs are in two areas: furniture and textiles. There's an increasing emphasis on furniture as
the textile industry continues to decline because of overseas competition and mounting price pressures.

The furniture industry has enjoyed an unprecedented boom in recent years, as favorable interest rates and
high consumer confidence have encouraged more Americans to build and remodel homes.

American of Martinsville, which makes furniture for hotels and hospitals,

announced 200 new jobs early last year. About the same time, Stanley Furniture announced two
expansions that would create up to 475 jobs in the area.

The furniture industry has been a tremendous boon to the region, Ramsey said, but she's uneasy about its
economic dominance. Companies that make furniture and its components employ more than 7,000 people
in the two localities; four of the region's top 10 employers are furniture companies.

And despite the demise of Tultex, Pluma and other textile companies that have left the area in recent
years, the region continues to rely on textile jobs. The region's largest single employer is apparel maker VF
Knitwear, which employs more than 3,000 people.

As a result, the region's economic developers are seeking to bring new types of industries to the region.

"This community has greatly benefited from the manufacturing economy," said Amy Lampe, president of
the Partnership for Progress, a private, nonprofit organization that supports economic development in the
region. "But everyone is pretty much in agreement that we need to diversify our economy." In
December Martinsville launched a direct-mail campaign to plastics, food and metal-fabrication companies

touting the city's cheap water rates.

When nylon manufacturer DuPont left the region in 1998, Henry County sent out thousands of mailers with
Oh Henry! candy bars to attract new businesses. Ramsey is already talking about putting together another
direct-mail campaign.

National Catalog Corp. last year opened a $ 3 million, 250-employee call center in a Martinsville strip mall.
Less than six months later, the company opened a warehouse and customer service center in Henry County
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that was to employ 200 people. Other newcomers to the market include TWC's cable assembly facility,
which will employ 30 people at $ 6.20 an hour, and Nautica's distribution center, which will pay its

, estimated 375 employees 3; 8.50 an hour to start, comparable to Tultex wages.

The trick is to strike a balance between large employers and small ones, and between manufacturing and
other industries, Ramsey said. She has heard that some communities

don't want manufacturing jobs or textile companies - they only want "high-tech" companies. She thinks
that's short-sighted.

"High-tech could be high~tech furniture manufacturing. It could be high-tech textile manufacturing,"
Ramsey said. "High-tech is not just computer programmers."

The average age of workers in the Martin5vll|e—Henry County area is about 40, she said, and many of those
people have worked in factories all their lives.

"You have to think about your work force," she said. "We all want some of the big names that are up in
Northern Virginia. But these people know textiles. They're skilled."

But she recognizes the importance of attracting a wide variety of employers, and of being able to offer
residents technology—based jobs. It's the only way they'll be able to hold on to young workers, she said.
"We've got to prove to them that we're bringing in companies to keep all of them here," she said.

Clower agrees. “If you look at the growth in the state of Virginia and even nationally so much of it is in
technology-based businesses," he said. The county has been funneling money into work force development
and wants to open a high-tech hub at the Patriot Centre, where it would offer rent-free space and modern
infrastructure to technology-based businesses that will guarantee 50 high-paying jobs.

Additionally, Northern Virginia businessman Mark Warner last month announced a $ 7 million venture
capital fund‘ to jump start high-tech industries in Southside Virginia. Southside Rising, L.L.C., is expected to
offer financing to up to 20 start-ups in three years.

But local leaders recognize that the transformation won't happen overnight.

"It‘s like turning a battleship," said Reynolds, Martinsvi||e's city manager. "It just doesn't happen on a
dime.“

Megan Schnabel can be reached at 981-3140 or megans@roanoke.com

GRAPHIC: photo — ERIC BRADY THE ROANOKE TIMES. As head of the Patrick Henry Development Council,
Sherry Ramsey markets Martinsville and Henry County to businesses across the nation. 2. This empty
parking lot in Henry County soon will be filled when Nautica Enterprises Inc. moves in. The building will
become the temporary warehouse for Nautica while a distribution facility is being built. color. Graphic -
color chars by RT. 1. Southside jobs. 2. Announcement of new jobs and investments.
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Has it been a year already? To mark its first anniversary, the MacArthur Center in downtown Norfolk is

celebrating this weekend with giveaways, promotions and around-the-clock entertainment. The Center,

which features one million square feet of retail space - including the area's first Nordstrom and the region's

flagship Dillard's department store -has added 40 new stores and restaurants since its March 12 opening in
1999.

The Anniversary Extravaganza‘s grand prize giveaway of a family night out includes dinner for four at the
Rainforest Cafe and four tickets to the March 30 performance of Beauty and the Beast at Chrysler Hall.

Visitors can register at the Visitor's Information Center. Shoppers can also register for one of three

anniversary prize packages filled with gifts from MacArthur Center stores at the Customer Service Center.

Most of the center's shops and restaurants will also hold their own in-store giveaways, anniversary sales
and discounts, seminars, demonstrations, fashion shows, refreshments and free-gift-with- purchase offers

to get into the swing of things. A sample of the offerings for Saturday and Sunday:

* Win some of thousands of dollars in prizes throughout Dillard's and take a gander at costumes from The

Beauty and the Beast on the first floor.

* Indulge in complimentary makeovers and hand massages at Aveda or The Body Shop.

* Get your kids’ faces painted for free at Jeepers!

* Sample fresh fruit dipped in chocolate or try to win one of four $100 baskets at Godiva Chocolatier.

* Pose for a free sitting and 10-by—13-inch portrait from The Picture People.

* Enjoy jazz, ragtime, blues and swing music, or watch stilt walkers and costumed characters throughout
the center.

* Parking will be $1 all day, each day.

* Esprit will hold live in-store modeling, give away a free candle with every purchase and take 20 percent
off your entire purchase.

* Buy one cone, get one free at Haagen-Dazs.
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A * Live DJs for the weekend at Up Against the Wall and live modeling, DJ and refreshments at Limbo
Lounge.

* Free seminars at Talbots, Laura Ashley and Illuminations.

* Free "I Am Loved" buttons and free ring cleanings and inspections at Helzberg Diamonds.

Specials are subject to change. Complete anniversary event guides, listing 100 activities, and a
complimentary large MacArthur Center shopping bag can be picked up at the Customer Service Center.

EVEN MORE TO COME. The 1-year-old MacArthur Center is also making room for the following new tenants:

* Chili's Grill & Bar will open a 210- seat restaurant at MacArthur Center this fall. The casual,
neighborhood-style restaurant will offer an outdoor patio for 80 people. Specialties include fajitas, baby
back ribs, seasoned Big Mouth Burgers, the Awesome Blossom whole onion, Southwestern egg rolls and
lower-fat, lower-calorie items on the Guiltless Grill.

* Zie Spot, offering casual designer apparel for men and women, will open late summer. Apparel, footwear
and accessories from Polo Ralph Lauren, Tommy Hilfiger, Nautica, DKNY, Kenneth Cole, Jii Sander, Dolce &
Gabbana and more.

* Sports Zone, which carries more than a thousand styles of athletic and sporty shoes and apparel, will
open in April.

* Pretzel Twister, featuring hand-rolled soft pretzels, dips and specialty drinks, will open in April.

Shopping hours: 10 a.m.—9 p.m., Monday~Saturday; and noon to 6 p.m. Sunday. Visit
_w_ww.shopmacarthur.com for more Information.
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SHOESTRING SHOPPING GUIDE The Toronto Star March 13, 2000, Monday, Edition 1
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Hope you're enjoying the March break and the extra shopping time.

COOKSTOWN MANUFACTURER'S OUTLET MALL

We recently dropped into this mall to do some Nike shopping, and were delighted to see a number of new
stores. In addition to the established Black & Decker, Nike, Reebok, North Face and Jones New York, the
mall now offers:

Cadbury Factory Store, with a full line of products with branded merchandise, lots of chocolate and gift
baskets. Call (705) 458-4666.

Mattel Factory Outlet, with brand names and products including Fisher-Price, Tyco, Barbie, Hot Wheels.
Inventory includes new, excess, obsolete and damaged products at great savings. Call (705) 458-4144.

Time Factor by Timex, offering 35 to 50 per cent off the suggested retail price on Ironman Triathlon,
Expedition, Guess, Liz Claiborne, Timberland, Disney and Nautica brand watches. Call (705) 458-7064.

Baby's Room Warehouse, with cribs, furniture, bedding and accessories for the baby's room. Call (705)
458-8050.

The mall's March Break Sidewalk Event includes special events and savings.

LOCATION: Hwy 400 north to Hwy 89 and look for the water tower. Call (705)
458-1371. Web site: www.cookstownoutletma|l.net.
Wheelchair-accessible.

HOURS: Weekdays 10 a.m. to 9 p.m.; weekends and holidays 9 a.m. to 6
p.m.

VENTURE SUPERSTORE BANKRUPTCY SALE

The Loot Bag Express division remains open, but the rest of this toy store is bankrupt. Everything is 60 per
cent off, including brand name toys and kid's running shoes featuring Brooks and LA Gear.
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LOCATION: 145 West Beaver Creek Rd. (Highway 7 and Leslie St.), Unit 2,

Richmond Hill. Call (905) 709-4370.

HOURS: Monday to Friday 10 a.m. to 6 p.m., Thursday 10 a.m. to 7 p.m.,
Saturday 10 a.m. to 5 p.m., Sunday noon to 5 p.m.

MR. B's SPRING BREAK SALE

Lots of great products and accessories at this sale, which runs periodically throughout the year, including
Sassoon, L'OreaI, Sally Hansen and Vitabath cosmetic and bath products as well as active/workout wear at

up to 70 per cent off. Some clothing and toys as well - in short, a little of everything.

LOCATION: 1590 Matheson Blvd. E., Unit 16 (north of Eglinton Ave., east of

Dixie Rd.). Enter at rear. Call (905) 629-1500.

HOURS: March 15 to 25, Monday to Friday 11 a.m. to 8 p.m., Saturday and

Sunday 10 a.m. to 4 p.m.

Compiled by Cathie Mostowyk, Sharon Allan and Linda Sherman. Visit our Web site at
www.toronto.com/shoestrin , send e—mail to sa|lan@georgian.net or fax us your favourite finds at (416)
236-4781.
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If you're still wearing demure decorated denims, it's time to
get down and dirty.

The hottest new jeans are scientifically mistreated to look weathered
and worn, complete with deeply embedded brown, pink and green
dyes on the thighs, knees and seat that look like dirt, rust and
grass stains.

Top sportswear and denim manufacturers -- such as Fiorucci, Club
Monaco, the Gap, Levi's, Diesel and Structure —- are going to
new lengths to make denims (including shorts and jackets) look
old and dirty.

"There's nothing worse than a brand—new pair of jeans," says
Hampton Carney, spokesman for Abercrombie & Fitch, which is
extending the worn-jeans look into frayed T-shirts, twill shorts
and baseball caps. "You want a garment that looks like you've
owned it all your life."

Just two years ago, stiff jeans dyed dark blue were hot. So why
are jeans that look filthy so darned fashionable now?

"It's a combination of the vintage clothing craze, the desire

for individuality and the search for authenticity," explains
trend analyst Torn Julian. "And it goes with the messy bed-head
hairstyles so popular today."

These new jeans are first horribly abused: beaten, blasted, twisted
and dyed by machine, then scraped, whiskered and abraded (often
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by hand) for an uneven, worn-around-the—block look.

"It‘s amazing that people do this for a living: damage denim.

They're artists," says Devon Burt, creative director of Levi's

jeans, which is pushing vintage-look Levi's made, well, last week.

(Decades—old Levi's go for big bucks at vintage clothing stores.)

The trend has gone "way beyond just dirty denim," Burt says.

"It's personalization and customization, and it's been building
over the past year and a half. It's another way for people to

express their individuality."

The last time jeans were this individually injured was during
the mid-'80s slashed-denim craze.

"This is the new interpretation of that original punk idea,"
says Paul Witt of Diesel Jeans, whose dirty denim line (35 115-$ 140)
is worn by Hollywood hipsters Edward Furlong, Natasha Lyonne,
Clea Duvall, Elijah Wood, Christina Ricci, Rob Lowe, Jennifer

Lopez and Wes Bentley.

But the trend is already making powerful waves in the mainstream

market. Even Nautica, a more classic sportswear manufacturer,
is getting down with lawn-stained men's denims and will introduce
women's this fall ($ 59-$ 79).

Gap spokeswoman Anna Lonergan sheds light on the success of destroyed
denim. "People like the idea that each pair (ofjeans) is unique."

Well, yes, except everybody is buying the look.

"It's one of our best sellers," says Mark Silver, spokesman

for Structure, which sells distressed jeans and jackets. “It's
edgy without being too funky."

Perhaps that is why master jeans marketer Calvin Klein is entertaining
some unclean thoughts.

To hammer home the imperfection of his dirty denim, Klein ignored
genetically blessed supermodels and pretty-boy actors for his
ad campaign. His new role models are David Silveria of Korn, Joshua
Todd of Buckcherry, Moby, DJ Rap, Dolores O'Riordan of The Cranberries,
Lisa "Left Eye" Lopes of TLC, Macy Gray and Shaklra, rockers
who epitomize the edgy individualized quality of these pants.
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"These jeans are designed to look lived in and personal," Klein

says. "They are jeans with character, and they're sexy."

Not to worry, dirty denim devotees. The faux grass, rust and dirt

stains are forever. No way will a few careless washings by Mom

(or the maid) make these jeans look clean.

GRAPHIC: PHOTO, Color, Gap; PHOTO, Color, Abercromble & Fitch; PHOTO, Color; Get hip: Lisa Lopes of

TLC models Calvin Klein jeans. ‘These jeans are designed to look lived in,‘ Klein says. At left, frayed cargo

shorts by Abercrombie & Fitch have a story to sell, er, tell. Old and new: Jeans by the Gap run $54. ‘People

like the idea that each pair (ofjeans) is unique.’
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HEADLINE: The New Wave

BODY:

These free-spirited beach boys ride the big kahuna of casual summer style.

h_ttp:[[www.nytimes.com

GRAPHIC: Photo: From left: Hooded cotton sweater vest, $128, from cK, and "dirty denim" shorts, $88,

from cK Calvin Klein Jeans. At Bloomingdale's. Thermal cotton shirt, $25. At Gap stores nationwide. Hat
from Ocean Pacific. Leather jacket, $1,176, silver-studded sleeveless cotton shirt, $392, and cotton—blend
pants, $377, by Dolce & Gabbana. Jacket and pants at Dolce & Gabbana Boutique, 825 Madison Avenue;
Bal Harbour, Fla.; and Houston. Shirt at Saks Fifth Avenue. Floral cotton shirt, $155, from Theory. At
Bergdorf Goodman. Saks Fifth Avenue. Worn over a cotton-blend knit shirt, $85, from Theory. At Bergdorf
Goodman. Drawstring cotton pants, $25. At Gap stores nationwide. Distressed-leather jacket, $450, from
Claiborne Menswear. For stores, call (800) 581-7272. Cotton shirt, $22, and cotton carpenter pants, $38.
At Old Navy nationwide. Sleeveless denim jacket, $78, cotton logo T-shirt, $28, and cotton shorts, $39. All
from Nautica Jeans Company. At Lord & Taylor, New York City. Jacket and T-shirt also at Bloomingdale's.
Hooded nylon-blend shirt, $48, from Chereskin Sport. At Stern's. Cotton T-shirt, $10. At Target, Queens,
and Westbury, N.Y. Cotton cargo shorts, $48. At Banana Republic, selected stores.; Tie-dyed cotton T-shirt,
$48, from Polo Jeans Company Ralph Lauren. At Bloomingdale's. Polo Jeans Company nationwide.; From
left: Nylon board shorts, $48, from Polo Jeans Company Ralph Lauren. At Polo Jeans Company nationwide.
Swirl—print nylon surfer shorts, $426. At Versace, 647 Fifth Avenue, and nationwide. Tiki-print nylon surfer
shorts, $20. At Old Navy nationwide.; From left: Embroidered cotton shirt, $76, from Claiborne Menswear.
At Marshall Field's, Chicago. Frayed cotton shorts, $58, from Nautica Jeans Company. At Lord &Tayior,
New York City. Tie-dyed cotton shirt, $145, from Theory. At Bergdorf Goodman. Saks Fifth Avenue.; From
left: Cotton pullover, $33. At Structure, 7 West 34th Street. Screen-print cotton T-shirt, $10. At Target,
Queens.; From left: Color-blocked cotton shirt, $190, cotton tank top, $125, and waxed cotton
clamdiggers, $135, from Rowley by Cynthia Rowley. At Cynthia Rowley, 112 Wooster Street. Sleeveless
glazed—cotton shirt, $240, and lace-up cotton canvas pants, $340, by John Bartlett. At Bergdorf Goodman.
Zip—front nylon-blend vest, $175, and nylon track pants, $250, from Boss Hugo Boss. For stores, call (800)
484-6267.; From left: Washed cotton jersey T-shirt, $170. At Marc Jacobs, 163 Mercer Street. Silk and
cotton shirt, $252, by Sandy Dafil,._At Barneys New York. Sleeveless cotton shirt, $65. At DKNY, 655
Madison Avenue. Cotton shirt, $200, by Etro. At Etro, 720 Madison Avenue. Jeffrey Atlanta, New York, 449
West 14th Street. Cotton top, $70. At Helmut Lang, 80 Greene Street. Cashmere knit top, $495, by
Clements Ribeiro. At Jeffrey Atlanta, New York.; Tiki-print nylon surfer shorts, $20. At Old Navy
nationwide.; Grooming by Maralyn S. for Profile L.A. Models: Scott Jackson, Jeremy King, Greg Knudsen,
James Leishman, Micah Miller, Jed Morouse, Chris Panther, Jonathan Paskowitz, Joshua Paskowitz, Dave
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Pinto," Chris Redding. Woman: Brighdie.; From left: Cotton-blend top, $195, and cotton shorts, $160, from
Richard Edwards. At Jeffrey Atlanta, New York, 449 West 14th Street. Viscose top, $29, from Perry Ellis,

and cotton shorts, $49, from Perry Cottons by Perry Ellis. At Macy's East. Viscose top, $105, and cotton

twill shorts, $155, by Sandy Dalal. Shirt at Saks Fifth Avenue. Shorts at Camouflage, 141 Eighth Avenue.

Sunglasses from Proksch at Robert Marc Opticians. Sneakers from Hogan. Cotton-blend top, $60, and

cotton pants, $90. At DKNY, 655 Madison Avenue. Sneakers from DKNY.; From left: Tie-dyed cotton

sweater, $98, and nylon—blend shorts, $70, by Tommy Hilfiger. At Macy's East. Sweater also at

Bloomingdale's. Sunglasses from Morgenthai Frederics. Batik-print cotton shirt, $70, and cotton shorts,

$60, by Tommy Hilfiger. For the shirt, call (800) 888-8802. Shorts at Macy's East. Sunglasses from Oliver

Peoples. Sandals from Kenneth Cole Reaction. On her: Man's nylon-blend shirt, $48, from Kenneth Cole

Reaction. Man's board shorts, $48, by Kenneth Cole. For stores, call (800) 536-2653.; Cotton-blend knit

top with attached wooden bead necklace, $110, by John Scher. At Jeffrey Atlanta, New York, 449 West

14th Street. Nylon shorts, $30. At Structure, 7 West 34th Street. (Randall Bachner)
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HFN REPORT-Following its successful downstairs tabletop launch last year, Nautica is targeting upstairs
china departments with a new collection called Nautica Island Shores Tableware. The collection will be
made by Pfaltzgraff.

Unlike the original launch of Nautica‘s Bermuda Tableware and Signature Tableware collections, which are
also made by Pfaltzgraff and sell in upscale department stores, the new line has a suggested retail price of
$ 50 for a five-piece place setting and is therefore slated for the upstairs.

The collection will be shown at the New York Tabletop Show next month and ship to select doors July 1.

“Nautica has already established itself in the housewares department with our successful lines such as
Bermuda, Arctic White and Signature Stripe," said Ruth Anapol, senior vice president, licensing, Nautica
International. "Island Shores is the natural next step for us in this market. We are not targeting a different
customer; we are answering a different need of our customer."

Consumers responded positively to Nautica‘s original launch, which reached retail shelves in the spring of
1999. "Nautica is doing very well -- 25 to 30 percent over projections," said Anapol. "We're very happy
with the way tabletop is working for us."

According to Roger Gendron, a senior account manager at NPD HomeTrak, Nautica was one of the top
introductions in department stores’ housewares dinnerware departments in 1999.

Nautica‘s casual appeal in the housewares department will work equally well in the china department,
according to Anapol.

"The Nautica lifestyle embraces casual living. It is a casual, relaxed approach to living that does not ignore
the Nautica customer's need for special, more design-oriented pieces -- whether that is in apparel or the
home collection," she said. "We are marketing to the customer in the casual china department who wants
something a little more special for everyday.“

http://www.lexis.com/research/ret1'ieve?_n1=7e4ee489227fe706971 56cd0cdf41846&docnu1n=1408&__fmt... 6/23/2006



Search - 1788 Results — Nautica Page 2 of 2

The design theme behind Island Shores corresponds with that of Nautica apparel. "Nautica is very much
destination-oriented —- these themes appeal to the customer on some emotional level. Our Bermuda
collection is evocative of a certain period in history —- carefree, gentrlfled, refined. Island Shores was
created to evoke a similar feeling, but a little more exotic because of a bolder color palette and floral

pattern," said Anapol.

The collection will be manufactured in Japan and will be available in three solid colors: khaki, aqua and
moss green. A coordinating pattern features a woodblock daisy design on a khaki background. There will
also be a collection of dark wood accessories, including chargers, bowls and coordinating flatware. A five-

piece place setting will consist of a cup, saucer, rice bowl, salad plate and dinner plate. The pieces will also
be sold open stock.

According to Pfaltzgraff, textural glass and modern metal accents will be a part of the collection, along with
plastic-handled and frosted stalnless—steel flatware that have suggested retail prices of $ 35.50 for a five-
piece place setting.
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Men's designer clothing is bigger than ever before.

Ralph Lauren, Nautica, Tommy Hilfiger and Perry Ellis are now making larger-sized clothes to meet the
needs of the changing men's marketplace. Finally, men who don't fit the mould don't have to settle on
wearing khakis and sport coats that are different from the ones pictured in men's fashion magazines.

These items have been modified, however, to incorporate such elements as larger buttons, longer zippers
and more belt loops, all details which are important to big and tall customers.

About 15 per cent of all American men are big and tall. This includes men who wear sizes 1X to 6X, have a
waist measurement from 44 to 60 inches, lnseams from 30 to 38 inches, tall sizes from XLT to 4XLT. The
big and tall market is a $5.5 billion industry, according information provided by REPP Premier Big &Tall.
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Shoes are just shoes, right guys? Well, almost

By Gary Pettus/Clarion-Ledger Staff Writer

Which of these is least likely to alter its course: (a) the Mississippi River, (b) the Great Wall of China, (c)
men's shoe styles.

If you chose "c,“ then you probably are a man, are married to one, or sell shoes to them.

"Men's shoes just don't change a ton," said Garner Hickman, salesman for Great Scott, a men's clothing
store in Jackson.

"We're seeing more buckles, maybe."

There's a least one other earth-shattering upheaval within this fashion domain: squarer, or boxier, toes.
Not they weren't boxy to start with.

Living dangerously, men and their feet are.

"The toe is not as pointed this season," said Billy Neville, owner of the Rogue, another men's clothing store
in Jackson.

"But styles really don't change much. Men's dress shoes are very functional and understated.

"This year, you can say that they have a little thicker sole, a little more of a lift, a thicker heel. A little more
of a statement than in the past."

Among the brands helping men write those statements are Kenneth Cole, Johnston & Murphy (J St M),
Mezlan, Stacey Adams, Georgie Brutuini, Marco Vlcci and Salvadore Ferragamo.

"We also have a new line, Paraboot," Neville said. “It‘s a French shoe and probably the finest shoe we've
everhad in the store. Beautiful premium leather. All hand—made."

If there is a big color in men's shoes this spring, it is black, Neville said. Other colors to look for: cream,
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bone, medium-light brown, chocolate brown and cognac.

In a hark back to yesteryear, you'll also see color combinations, or two-tones, along with combinations of
textures.

"You'll see black and white mixtures and wovens mixed with leathers," said Darrell Wilson of Jackson, a

ward robe stylist.

"Men's shoes are either going to be all braided or partially braided.

"Skins are also big: alligator, moccasin. Men's shoes are even coming in microfibers, which are as
comfortable as everything. They're shaped to fit your foot and they're easy to clean.

"I believe that men should always invest in a wonderful pair of shoes, because that's one of the few
elements that can make an outfit for a male.

"You can buy a good, basic suit and make it look brand new every time you wear it with a great tie, a good-
looking belt and a wonderful pair of shoes."

So much for dress shoes. Casual and sports shoe wear doesn't change much either, but there are some
points of interest this season.

"Men's sandals are going to be tremendous," Wilson said.

At Great Scott, a new line is afoot: Havana Joe. "It's a very comfortable shoe: clogs and sandals for men,“
Hickman said.

H. S. Trask and Cole—Hann also remain popular names in the casual line.

For those who prefer something more rugged on their dogs, there's more good news.

"There is an outdoor shoe, which is cut lower than the hiking boot, with a the bubble-gum sole," said Bruce
Williams, assistant manager at Marty's Store For Men in Jackson.

"It will come in a suede, red, navy, brown, black. Brand names include Nautica and Tommy Hilfiger.

"As for tennis shoes, the most popular brands in our store are the Jordans, Air Max, Reboks, Tommy
Hilfiger, Fila, Perry Ellis and others."

Footnote: socks. "You're seeing a lot of color in socks, but in muted tones," Neville said.

"Earth tones in interesting, intricate patterns."

Among the brand names in socks ls Panthereila, Hickman said. "You're still going to see a lot of the lighter
colors this year, matching the lighter trousers, such as off—white, ecru and light gray."

Socks, like shoes, should always speak to a man's fashion conscience. But they should never be loud.

"Socks should truly be an accessory instead of a statement," Neville said.

"The only statement they should make is about good taste."

Brian Albert Broom/The Clarion-Ledger

Bold, woven patterns from Mezian and saddle-colored NUBUC loafers by Alden will set the trend this year in
men's footwear and cotton dress socks are expected to be the standard says Michael Potts of Great Scott.
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The economic debates among the young investors sounded more like a noisy boardroom than a seventh-

grade classroom at Manchester Middle School in Chesterfield County.

Christi Bell encouraged her group to choose shares in Johnson & Johnson because the company has a

steady reputation as a blue chip stock, she said. But, under the advice of Christi's dad, she and her
classmates chose Time Warner, instead.

Amy Stamp and her group got a tip from a stockbroker to select stock from Home Depot and Intel Corp.,

she said. The group decided to go with Home Depot because the value of technology stocks had been

falling after recent hacker attacks on the industry, she said.

Jon Trammeli and his group never second-guessed their stock choice, ExxonMobil Co. After all, spring break

is approaching, which means people will want to travel and they will need to fill their gas tanks before they

leave on their trips, he said.

The stocks that Jon, Amy, Christi and their classmates selected will become part of a hypothetical portfolio
the class will monitor through Salomon Smith Barney's Young Investors Network. Developing the portfolio

is the final lesson in a financial literacy program sponsored by the brokerage firm.

Manchester Middle School is one of 50 schools nationwide that participated last week in the program called

Take Your Parents to School Day. Each year, Salomon Smith Barney accepts only the first 50 schools that

register for the program. Robinson Secondary School in Fairfax also participated.

"We want to educate children about investing," said Linda K. Lau, a financial consultant with Salomon

Smith Barney. "We want to make sure the children know about the stock market, how to invest their
money, how to save their money and understand the concept of money."

The program curriculum introduces financial concepts, such as investing in the stock market, to pupils in
the fifth through ninth grades. The program also includes a contest that gives pupils the chance to win
shares of stock.

Carolyn Schott, a pre-algebra teacher at Manchester, said the program helps pupils understand the real-
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world applications of the skills they learn in her class. The financial lessons also force pupils to work with

percents, fractions, decimals and graphs, skills that pupils must learn as part of the math Standards of
Learning, she said. Four of Schott's five classes took part in the program.

Salomon Smith Barney provides participating classes with workbooks and curriculum guides for the

teachers. The teachers spend about three days introducing their pupils to basic financial concepts. Then a

financial consultant from Salomon Smith Barney conducts a final lesson and explains the stock market

contest to the pupils. Salomon Smith Barney encourages parents to attend all of the lessons, Lau said.

"We want the parents to work with the children . . . so when they go home they can continue to educate
their children on the economic concepts," Lau said. "These are things parents should continue to highlight
with their children on how to manage money."

For the contest, the pupils compile a hypothetical portfolio by choosing five stocks from a list provided by
Salomon Smith Barney. The pupils choose from companies including Nautica, Coca-Cola, McDonald's, The

Gap and America Online, and they base their choices on information they collect about the stocks on the
list. Each school can submit three class portfolios.

Classes track the performance of their stocks for 12 weeks. The portfolio with the highest percentage
increase wins the contest. Each pupil in the winning class will receive a share of Citigroup stock, currently
worth about $ 61. Salomon Smith Barney is a subsidiary of Citigroup.

Salomon Smith Barney developed the program in 1997 and conducted pilot projects in New York, Boston
and Chicago the following year. In 1999, the company launched the national program and accepted its first
group of 50 schools. Salomon Smith Barney worked with Merging Business & Academics, an educational
consulting firm in New York, to develop the curriculum.

Salomon Smith Barney will announce the winner of its stock market contest at the end of May.

"No one in my family has ever Invested anything and I really didn't know all that much about the stock
market, so I thought this would be a really good chance for me to learn," said 12-year-old Amy Stamp. "I
think that I'll eventually buy a stock. This program has made me more knowledggable about it."
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for carefree summer days in the open air

A special durable finish and drainable cushions make Laneventure's woven rattan Morris chair and footstool
from its Avignon Collection ideal for outdoor use. Chair, $ 1,625; footstool, $ 500. Call 828-328-2271.

A custom-built 77-inch-long mahogany bench by Brennan. Edwards from DelGreco & Co. in semi-gloss
paint recalls Edwardian England. Through designers; $ 11,400. Call 888-343-7285.

Barlow Tyrle‘s contemporary Drummond Collection teak dining table, which is 73 1/2 inches in diameter
(also available in 59 inches), can be paired with a convenient Lazy Susan. Table, $ 2,599; Lazy Susan, $
599. Call 800-451-7467.

Luxury yachts were designer Kipp Stewart's inspiration for Summit's stacking dining armchairs in polished
stainless. steel and plantation teak; $ 1,411. Call 831-375-7811.

Gandia B|asco's sleek chaise longue from DelGreco & Co. has an anodized aluminum flame and broad lroko
wood slats. Through designers; $ 2,125. Call 888-343-7285

Tropitone's 44 1/2-Inch-high wide-slatted barstoolfrom the Melrose Collection comes in plantation. grown
teak and has a distinctive forward. angled look; $ 750. Call 949-951-2010.

A green 48-inch-diameter Cadogen metal table with a powder, coated finish and an umbrella hole is based
on an antique French design; $ 340 at Anthropologle. Call 800-309-2500.

Smith & Hawken offers a classic 78-inch-long Lutyens-inspired bench in black steel with a powder, coated
finish; $ 1,150. Call 800-776-3336. '

Low and roomy, the barrel—shaped, teak open-arm’ Olympus lounge chair from Sutherland has a cushion
covered in one of its Perennials fabrics; $ 1,800. Call 800-717-TEAK.

The St. Maxime chair from Janus et Cie' s Loom Collection is made of polymer resin-strengthened woven
paper over an aluminum frame; with woven-braid detailing, $ 580. Call 800-24-JANUS.
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A handsome and generously proportioned traditional 58-inch-long teak bench from Lexington's Nautica
Home Collection; $ 1,240. Call 800-LEX-INFO.

Vinyl tubing wrapped over a powder-coated aluminum frame gives a translucent quality to Brown Jordan's
Streamline lounge chair and ottoman. Armchair, $ 1,999; ottoman, $ 599. Call 800-743-4252, x221.

The horseshoe chair from Bradford Stewart‘ 5 Poolside Aluminum Collection has a satin. black powder.
coated finish; $ 750. Call 510-835-1365.

Low and comfortable with water, resistant acrylic fabric—covered cushions, Giati's Palazzio arm chair in
plantation-grown teak welcomes lounging; $ 3,514. Call 805-965-6535.

Massimo, a stainless-steel-and—i:eak line from Royal Botania, comprises a 109 inch by 39 inch dining table
and coordinating flexible chairs. Table, $ 3,900; armchair, $ 595; side chair, $ 495. Through Henry Hall
Designs. Call 800-367-9150.

Part of a modular system, Munder Skiles's 40-inch-square mahogany Amish table has hooks to attach
another square or demilune table; $ 2,900. Call 212-717-0150.

Inspired by mid-century designs, Brown Jordan's aluminum. framed Futura armchair is Resinweave, a
synthetic with the look of natural wicker; $ 599. Call 800-743-4252, x221.

The bold, minimalistic contemporary Fusion chaise longue from Brown Jordan consists of Resinweave over
an aluminum frame; $ 1,899. Call 800-743-4252, X221.
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Cold, hard facts of life, death

You've told your loved ones a million times where to find your will, your health—care directive, the durable
power of attorney and other documents. But will they remember you put them in the third drawer of the
guest closet? A more unforgettable place is the freezer or the refrigerator, says the Funeral Consumers
Alliance, which is selling a $ 10 packet including a plastic pouch and an Edward Gorey-designed refrigerator
magnet that says "Matters of Life and Death Inside." To order, call (800) 765-0107.

E-mails send grave thoughts

And here's a way to make sure you really get in the last word.

FinalThoughts.com is a Web site devoted to making "planning for the inevitable less scary," founder Todd
Krim told Wired magazine.

You register, obviously, before you kick the bucket. You prepare a bunch of messages to send to your
friends and family members ("Don't forget to walk the dog," "Stay away from fried foods," "I want you to
know I always despised you").

Then, after you die, when a designated "Guardian Angel“ informs the site that you're gone, the messages
are dispatched electronically. Krim told Wired that he's hoping to make the site "a full-service death portal,"
offering caskets, links to genealogy sites and all manner of related material.

Fake fashions fit for needy

The raid of a fashion-conscious clothing store in St. Louis ended happily with a donation to the poor in
Southeast Asia.

More than 24,000 pieces of fake~label clothing, seized by officers from a store Jan. 19, were donated
through the World Vision organization to the needy of Cambodia.

The items include more than 9,000 shirts, 5,000 pairs of pants, 5,000 hats and nearly 1,000 coats, all with
exclusive names like Fubu, Tommy Hilfiger, Nike, Polo and Nautica.

They have the labels, authorities said, but they are not authentic.

“Instead of destroying the counterfeit items, the legitimate manufacturers decided to let them benefit some
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people," police Lt. Steve Harmon, commander of the crimes against property division, said last week.

Shoes shape the feet

If the shoe doesn't fit, don't wear it. The belief that shoes will adapt (or become broken ln) to fit a foot is a
myth, the American Academy of Orthopaedic Surgeons says. The reality is that feet try to adapt to fit the
shoe. People who constantly wear shoes that don't fit properly can develop a variety of problems, ranging
from bunions to arthritis.

Women turn on to work out

Here's something, we're told, most women do: watch TV while working out.

That's what a poll conducted for Shape magazine says. But although 56 percent of women like watching
celebrities In action while they are in action, it's not necessarily out of desire to look like a star. Fifty-eight
percent of women say they exercise purely to relieve stress.

Compiled by Jim Seavor from reports by the Associated Press, Knight Ridder Newspapers, San Francisco
Chronicle.
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Designer David Chu didn't like what he saw when he went out shopping, so he started his own clothing
company - Nautica.

"I started my own company because I didn't understand why functional clothes for men had to be boring,"
says David, whose company had a turnover of US$ 1.1 billion (Hl<$ 8.5 billion) last year. "Everything was
either beige or navy and I thought bright colours should be worn by men, too."

So David set out to design men's clothes that were functional, timeless and yet interesting - and Nautica
was born. "I love boating and snorkelling, which I do in the Caribbean and Ijust love the

water and the lifestyle associated with the beach," he says.

"Nautica means ship in Latin."

Although David lives in New York, he comes to Hong Kong four to five times a year where he has two
offices. He was in town recently for the launch of Nautica's eyewear collection which, he says, combines
style and function. With a growing business empire - David will soon be launching the Nautica fragrance
line and home furnishings.

As a menswear designer, David favours clothes that are simple. "I like simply proportioned clothes with
colour combinations and functionalised details . . . I haven't worn a tie for a year." But he says personal
tastes are constantly evolving. "We get to a certain age where we settle down to a certain sense of style
and personal taste level. But I still keep an open mind to new ideas. Fashion is about being young and
progressive."

And as the chief executive and designer of Nautica, David says the biggest challenge for him is not to lose
the fun he gets from his job.

"I really enjoy what I'm doing right now and still get excited about the business," he adds.

GRAPHIC: David Chu and Nautica's summer look.
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EDITOR'S NOTE: Herald business writer Steve Hollister, back from Mexico where he covered the Ports of
Tampa Bay trade mission by officials from the ports of Tampa Bay, St. Petersburg and Manatee, makes his
last report today. He draws some similarities and differences between the two regions and the Port of
Manatee and Yucatan‘s Port Progreso.

For all the differences between Manatee County and the Mexican state of Yucatan, it is the similarities in
growth patterns that have led to increased local interest in doing business with the Gulf of Mexico
neighbors.

After years of serving mainly as the host to its Mayan Indian ruins and as a springboard to the
Cancun/Cozumel tourist areas, Yucatan is widely considered to be a leader in Mexico's economic growth.

Yucatan has been put on the international trade map by embracing new transportation routes and industrial
growth through an enthusiastic government and a population that has rolled up its collective sleeves.

In Yucatan, business such as The Gap, Nautica, Coca-Cola, Kraft Foods, Trane and Tommy Hilfiger have
found a home.

Often called a "sister country" by Mexicans living outside of the region because of its differences in culture,
the Mayan Indian-dominated Yucatan historically has played second fiddle to the remainder of the country.
Mayan citizens occasionally found themselves at odds with other states during periods of the country's
history, although civil unrest has been a thing of the past for more than 60 years.

Today, with the global economy taking hold and the years of divisiveness seemingly behind it, Yucatan is
building power stations, carving six-lane highways to important destinations and taking advantage of its
resources.

"I think it's an excellent place to do business," said Michael Perez, director of maritime marketing for Port
Manatee. "Obviously, there are a lot of other corporations that feel the same way."
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With plenty of electricity and water —- the state uses only 4 percent of its capacity -~ free trade-driven
maquiladoras are popping up everywhere. Mainly large manufacturing facilities, maquiiadoras produce
everything from brand name clothing to computer software.

Port Progreso, built on the end of a bridge and causeway system that extends more than three miles out
into the Gulf of Mexico, is in the process of completing a $120 million expansion project to handle the
importing and exporting needs of the growing economy.

Once completed, the "break water" port will be able to welcome eight large ships at once, including two
cruise ships and a ferry boat cruise ship, according to Augustin Arroyo Toledo, the port's executive director.
Cruises on the Regal Empress between Port Manatee and the wind-swept Mexican port are scheduled to
begin this fall.

As that work continues, some 500 miles away Port Manatee has begun seagrass mitigation work in
preparation for what is expected to be more than $80 million in improvements that include new cruise and
cargo facilities.

The difference, however, is in the time line. Port Manatee's plans are spread out for years to come with
regulatory checks and Manatee County Port Authority approvals frequently required before work on a new
phase can commence.

At Port Progreso, the mammoth task of dredging new channels out of a limestone bay bottom and creating
more than 125 acres of land where there was once 15 feet of bay water will take only 16 months. And as
the acreage is created through the project's completion in September, buildings and storage facilities are
quickly constructed.

Progress is evident throughout Yucatan. Gov. Victor Cervera Pacheco was anxious to show off the new
Kahua International Airport, which is scheduled to open this month, to the Ports of Tampa Bay contingent
during its trade mission.

Through its efforts, Yucatan also has become the second leading handler of grain in Mexico, moving 1.4
million tons per year and trailing only Mexico City, which must feed 23 million people every day.

Based in part on the opportunities opened by the North American Free Trade Agreement signed in 1995,
Yucatan exports six million pieces of clothing per year, 1.8 million pieces of fine handicraft and 1.5 million
pieces of furniture and wood items, according to the Mexican Ministry of Trade and Industrial Promotion.
On the production side, the agriculture and fishing industries annually turn out 8,000 metric tons of fruits
and vegetables, 4,000 metric tons of orange juice concentrate, 16,000 metric tons of honey, 12,000 metric
tons of fish and 5,000 metric tons of sisal fibers and cordage used for textile, decoration and sack
packaging.

"This is going to be a very good place for business for someone who wants to invest here,“ said Arturo
Lopez Alonzo, the director of industrial development for Yucatan. "We are increasing our trade more than
50 percent per year."

By comparison, Manatee County produced 49,590 metric tons of oranges, tangerines and grapefruit during
the 1997-98 growing season. It also produces 3,300 metric tons of fish annually and harvests 1.1 million
cubic feet of wood products, according to the Manatee County Extension Service.

In Manatee County and Yucatan, tourism is a critical component of the respective economies‘ long-term
health. And while both areas pride themselves on their pristine beaches and ecotourism, Yucatan also
boasts dozens of Mayan sites remaining from between the first and eighth centuries that are incredibly well
preserved.

In Merida, the capital of Yucatan and home to nearly a million people, the tourism industry is spurring
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dminvestment newicityfstreets, hotelswand ForGeorge-ill/il'liamson_, the chiefflexecutive ofhcer of”
Port Tampa and a traveler to Merlda for the past 15 years, the change has been striking.

"It is more than you can imagine," said Williamson. "It used to be pretty third world with one-lane roads, a
lot of flooding and things like that. I think iE gone from that to being first world in just a few short years.
There's even ESPN on the TV at the hotel."

Tour groups constantly shuttle in and out of packed Holiday Inn and Hyatt hotels in downtown Merida on

their way to day tours of ruins or trips to Progreso for some sand and sun. Nearby, workers move forward
on construction of upscale hotels. State officials hope to have more than 7,500 hotel rooms in the near
future.

Not unlike the Tampa Bay area, tourism also may serve as the bait to vacationing business leaders who
might discover that the area has more to offer than just a good margarita and air conditioned tour bus
rides.

"They could go down there on vacation, see the infrastructure and what the business community is like and
could very well decide to put an operation down there," said Perez.

NOTES: Sidebar: Mayan settlement shows strength of purpose, fragility of long-term plans

GRAPHIC: Color photos, Steve Holllster, The Herald: Augustin Arroyo Toledo, executive director of Port

Progreso, explains the port's expansion project to Ports of Tampa Bay trade mission members.<American

and European tourists, fresh from family vacations and spring break excursions in Cancun, Cozumel and

other Yucatan Peninsula destinations, wait for flights out of Cancun‘s airport.<Color illustration of proposed
Yucatan port, special to the Heraid<Co|or photo, Tom O'Neill, The Herald: Port Manatee
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Broncos checking out wide receivers The Gazette (Colorado Springs) April 10, 2000, Monday
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DENVER _ Looking at the 2000 class of receivers is kind of like gazing around the room at a Dennis
Rodman party. There is seemingly someone for everyone.

No position is deeper than receiver heading into this weekend's NFL draft. And no position has such an
eclectic mix of styles and personalities.

The head of the class is Florida State's game-breaking Peter Warrick, who traded in last season's Heisman
Trophy for some nifty Nautica and Polo shirts on special discount at Dillard's. He'll be gone before the fifth
pick, and when he goes, 30 defensive coordinators will scrambling to look at their team's schedule, hoping
Warrick's new team isn't on it.

It's a few picks later that things will get curious. As many as a dozen receivers will be chosen in the first
two rounds. The Broncos, at No. 10 and with a hankering for someone to team with - and, with luck,
outshine - Ed Mccaffrey and Rod Smith, may be the team to get things rolling.

Maybe. But only a couple of receivers beyond Warrick are deemed worthy of a top—15 pick. One is 6-foot-5,
225-pound Plaxico Burress, who has been living life recently like he's, well, Dennis Rodman - skipping
interviews for basketball games, shuttling about in limousines and spending money he doesn't have just
yet. Draft watchers question his hands, not the body part you want criticized if you're a receiver. But
Burress just may be this year's version of Warren Sapp or Randy Moss, superstars who fell amid questions
of character and talent into an unsuspecting team's lucky arms. If he slides, it won't be much further thanDenver.

The other top-15 talent is Florida's Travis Taylor (6-1, 195), who surely has whiplash from climbing the
mock draft charts so quickly in recent weeks. He's wowing draftniks with his athleticism, if not his
production. Same goes with 6-2, 215~pound Jerry Porter. Six months ago he was a West Virginia safety;
today he's a first-round shoe-in at receiver.

There's the aw-shuckish Sylvester Morris, whose only scholarship offer came from tiny Jackson State. Now
he's considered a rare combo of size (6-3, 205) and speed (4.5 40) worthy of a mid-first round pick.

"We all catch the same kind of balls, run the same kind of routes," Morris says. "The others might have had
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l more exposure coming out ofihigh school. But they treat me just like one of the guys. The only difference is
that they sometimes played each other, and they talk about that."

If Denver shies away from a receiver in Round One - and because the Broncos have a habit of not
addressing their major need in the first round, it's possible - the team will certainly look for help in the
second. They might choose between R. Jay Soward and Danny Farmer, the oddest couple since Oscar and
Felix (Felix, by the way, is not Sylvester Morris‘ middle name, though it should be).

Soward has a fast—talking, look—at-me bravado. He admits he rarely attended his Southern California
classes, instead daydreaming of winning the Heisman Trophy he had pictured over his bed.

"I've heard I have a horrible image, that I'm a gang~banger or a thug," says Soward, the fastest player in
the draft, whose combination of small size (5-9, 172) and brashness will carry him to the second round,
where a team might get very lucky. Or very annoyed.

UCLA's Farmer is the anti-Soward, a Mccaffrey clone with all the flamboyancy of a pharmacist.

"I really concentrate on route running and getting open," says Farmer, part deep-threat (23 plays over 40
yards, and a 19-yard per catch career average), part lanky possession receiver. "I just like catching balls,
especially in clutch situations."

Don't like any of them? There's plenty more. Try Arizona's Dennis Northcutt, who had better stats than
Soward and Farmer in the Pac-10. Or Georgia Tech's Dez White, Texas‘ Kwame Cavil, Southern Mississippi's
Todd Pinkston and Florida's Darrell Jackson. Like their receiver brethren, they're all going places. In a
hurry, come Saturday.

(c) 2000, The Gazette (Colorado Springs, Colo.).

Visit GT Online, the World Wide Web site of The Gazette, atL@ 
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Basketful of finery; Casual, sophisticated clothing replace Easter frills on all but the youngest Knoxville
News~SentineI (Tennessee) April 13, 2000, Thursday
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Frilly, —- even fussy -- dresses, hats, lacy socks and black patent Mary Janes will never go out of style for
little girls at Easter.

Parents who dress their daughter on weekdays in the latest trends -- like cargo pants, T-shirts and flares --
still want them to wear traditionally feminine looks for that important Sunday.

Easter and spring dress fashions for young girls are sweet looks with embroidery and smacking, according
to Tracy Mitchell, executive editor of Children's Business, a monthly trade magazine serving the children's
retail industry. Older girls in the 8 to 10 age range want long sheath dresses, perhaps with a sophisticated
sheer overlay or jacket. The colors for the season are light pastels, particularly pink, lilac, pale blue and
butteryyellow, for the younger girls. Bright pastels like apple or celery green, sunflower yellow and hot
pink are the choice of older "tween-age" girls.

Black or white patent leather shoes may be just fine for your little girl, but older girls will probably want
big, wedge-heeled sandals to complete their Easter look.

The dress-down casual movement, which has revolutionized how we dress for work and church, has
affected how little boys dress on Easter Sunday. Not so long ago, coats and ties were purchased for boys to
wear. The youngest guys may have even worn short pants. That's rare these days.

"Dad wants son to look more like him," says Mitchell. Which means khaki pants, button—down or golf shirts
are worn to church.

That's probably why so many stores like Old Navy and the Gap offer baby and children's clothes in petite
replicas of adult clothing.

Labels like Christian Lacroix, Tommy Hilfiger, Ralph Lauren, Donna Karen and Nautica have tapped in to
this parental desire to dress children as an extension of their personal style by selling children's chic at
designer prices. All that parental interest in fashion breeds style-conscious children, often at an early age.

"We are seeing it more and more," says Mitchell. "The parents come in with four- and five—year-olds and
they have battles over what to wear. Even five— and six-year—olds know what they want to wear."

Mitchell calls this "aging-up."
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"The child has the desire to look older, but clothing manufacturers have to draw that line to determine what
is appropriate," she says.

Helen Connor, manager and buyer for Crenshaw Children's Shop, has seen the business change since she
started in children's retail in 1973.

"It is a change," says Connor. "They are getting older looks for a younger child."

Connor says all the young girls want to look like "rock stars."

"They just want to look older. They want to look like teenagers," she says.

While babies and toddlers are still wearing traditional dresses in sweet pastels with smocking and
appliques, the older girls want long, form—fitting sheath dresses, she says.

Bright colors are popular with tweens, and even black, says Connor.

"We used to never even look at black; now we have some," she says.

Crenshaw's is a traditional shop that still sells sport coats and ties for little boys, but at Easter, she says,
most parents opt to buy sweater vests with a golf shirt and pants.

Connor says the dressiest dresses and the spiffiest suits for children are often reserved for weddings.

"It has changed a whole lot," she says. "I see that at my church. They don't dress up like they used to. I
don't know if we are going to go back (to dressing up). I kind of wish we would."

Rebecca Simmons can be contacted by calling 342-6426 or by e-mail at simmonsb@knews.com.

GRAPHIC: (Color) Alex King models a traditional Easter look for little boys. His navy blazer, yellow vest
and white pants are by T.F.W. Trading Co., and his yellow and royal print tie is by U.R.IT., all from
Proffitt's. (Color) Easter bonnets will never go out of fashion. Six—year-old Breann Powell, left, wears her
straw bonnet with a lilac linen and cotton dress trimmed in beige lace from Good Lad of Philadelphia. Her
straw purse is decorated with lilac flowers by Dover Kidz. Ten-year-old Grace Boutwell, right, wears a pale
yellow polyester and cotton dress by Biscotti. The bodice is decorated with satin flowers, covered in tulle
with tulle cap sleeves. Her purse is a pale yellow patent leather frame bag with faux pearl handle. Both girls
are wearing T-strap shoes by Mollie Munro. Both girls are wearing clothing and accessories from Dillard's.
(Color) Megan Chang, left, is ready for an egg hunt in a sleeveless, vivid yellow cotton and microfiber
waffle~cloth empire waist dress with embroidered daises at the ne
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The Antigua Group Inc.:

Antigua provides men's and women's logoed apparel and outerwear for all major sports, colleges and
universities as well as for corporations and special events. The company sells its goods to retail outlets,
team shops and specialty stores as opposed to directly to the customer.

Chat with Ron McPherson, president

Greatest strengths: "Antigua‘s people and its customer service ability. When you're brand new, you don't
have product differentiation, necessarily, unless you've invented something nobody else has. Our product
differentiation was to oulservlce (the competitlon)."

Biggest obstacle: "As a small company, we're competing against literally billion-dollar corporations. (Polo,
Tommy Hilfiger, Nike and Nautica are some examples.) What happens is they have a much, much stronger
brand identity and brand power. You end up, in some cases, with not objection to your product but
indifference: ‘I'm already dealing with x major guy or y major guy.'”

Biggest mistake: "We overestimated our ability to sell women's fashion; and obviously with that
overestimation, we had far too much ladies inventory, and the marketplace wasn't receptive. During that
same time frame we experimented with accessories and offered a men's and women's belt program, and it
was something that was born of optimism, but not born of due diligence."

Key to financial success: "Treating each day and each order with a lot of reverence. Every order is
important. Deliver every order as completely as possible. Keep the company lean from the standpoint of
being very efficient."

How technology Improves business: "Technology has been very important to Antigua. In 1997, we
automated our sales force, creating a system that allowed our sales people to place orders on their laptop
computers, view inventories on a realtime basis and electronically transfer orders. Each representative is
viewing what we really have on our shelves, so the customer is buying inventory that's real and getting 100
percent deliveries."
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Greatest ongoing challenge: "Continual training and recruitment of our field sales representatives. As a
smaller company in this industry, we're very much dependent upon the sales person in the field to convey
the appropriate messages to present our product in the appropriate way. It's incumbent on us as a
company to continue to train and recruit quality sales people."

Keys to customer service: "The keys are the convenience to the customer to initially place orders,
convenience to find out the status of their orders and obviously the ability to deliver the customer's orders
in the time frame that was initially promised."
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Water Wear *** Added structure makes popular tankini more wearable for more women this season The
Advocate (Baton Rouge, Louisiana) April 17, 2000, Monday
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It's back and it's better.

The tankini, that combination of tank top and bikini bottom that took the swimsuit world by storm last year,
is continuing its stronghold on the market.

"They took last season's suits and they made them more wearable for everyone," said Vickie Thompson of
Pampo's. "Last year, they were just a tank top, and they lacked structure. It could be very unflattering and
a lot of the 30—p|us crowd couldn't wear them because there was no support in them.

"This year, they put some structure in them. They've added underwires and padding, so they're more
wearable for a larger market. "In fun stripes and geometric patterns as well as lots of bright colors, the
tankini shows no signs of slowing down, said Thompson and McRae's Ric Swafford.

Some manufacturers have taken a cue from the popular mix-and-match idea, seen mostly in the bikini
market, and thrown the tankini into the game.

Kmart's Kathy Ireland Mix and Match Collection allows women to combine tops and bottoms of all shapes
and sizes, including the tankini.

In addition to a classic bikini bottom, Ireland's label gives women the option of pairing a tankini top with a
bikini brief bottom with a higher waist or boy-short bottoms.

The collection includes black, blue, fuchsia and canary yellow, along with a variety of prints from gingham
to ombre patterns.

The tankini, however, is not the only game in town when it comes to causing a commotion in the ocean.

Like the tankini, the bandeau top appeared on the scene last year and is back "new and Improved" for2000.

"There's lots of interest in the bandeau top this year because they've added structure to it, too, and that
makes it more flattering," said Thompson.
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Dffcforurse,the/traditional bikini remains a big seller, Thompson said, and the mix-and-match options allow
a number of looks by combining different tops and bottoms.

McRae's Swafford also noted that several higher-end lines, like Nautica, Tommy Hilfiger and Polo, are
showing one-piece suits.

"They have an athletic look," said Swafford, adding that suits are coming in solid colors as well as stripes.

Colors and prints are bright, with pinks proving a big hit, said Swafford.

Thompson agreed, adding that light blue, khaki, black, royal blue, gray, silver and white u some as solid
colors, others mixed u are some of the hottest colors for suits. Prints, from classic Hawaiian splashes of
color, to watercolor washes of soft hues, also offer options in color.

New on the beach is the reversible suit.

"It's a classic bikini with an underwire top and on one side it might be striped with pink, burgundy and red
with bright piping and on the opposite side it has a floral print in the same colors. So you can mix and
match it on your own,“ said Thompson.

Kmart also reports the return of the skirted bottom, a retro look for today that first surfaced in the 19505.
It's making its comeback in floral prints and bright colors.

The Kathy Ireland collection also includes a one—piece suit in a camisole style.

Details, such as mesh inserts and textured fabrics, add interest to both one- and two-piece suits,
Thompson said.

The favorite coverup for spring is the sheer sarong, which Is tied at the waist, the retailers agreed.

"We also have a sarong-type thing that you step into and you can tie it at the chest or drop it to the waist,"said Swafford.

Guys also are going for color when it comes to picking out their swimwear, said Swafford.

"I think the tropical look is what's going to be big," he said.

Bright suits with splashes of tropical flowers are "selling out as fast as we can get them," Swafford said.
"Anything with a floral."

Hawaiian shirts also are going to remain popular, he predicted.

GRAPHIC: Color photos of: Robin Saxon modeling a tankini with a Hawaiian print from Pampo's;

Shameka Holden, Kalli Fontenot, Courtney White, Kiersten Gautreau, Charles Kay Jr., Jennifer Marque and
Kristie Vincent and Richard McCorke| wearing suits from McRae's; Maryann Chatagnier wearing a bandanna
print suit from Pampo's; Lori England wearing a pink suit from Pampo's (By Derrick E. Wilson); B.W. photos
of: Robin Saxon wearing a tankini top and a bottom with a boy-cut leg; Lori England and Maryann
Chatagnier wearing suits from Pampo's (By Patrick Dennis); Kathy Ireland wearing a skirt bottom swimsuit
from her swimwear line for Kmart; Kathy Ireland wearing a bubble gum pink camisole-style suit (PP)
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HIGH POINT, N.C. - Would you be enticed to buy an ornate metal bed if it came from the new HemingwayParis Collection?

Would you feel that you could create a more homey retreat if author and HGTV personality Chris Casson
Madden had her name on a furniture collection?

Have you been waiting for the relaxed lifestyle of Tommy Bahama clothing to be translated into island—style
home furnishings?

American furniture manufacturers are betting you'll answer yes to these questions and won't mind paying
more to have a famous name or brand attached to home furnishings.

Licensing, a deal in which a manufacturer agrees to pay a person, place or company 2 to 12 percent of
wholesale value to piggyback on a weli—known name, is transforming the home furnishings industry. The
licensee can veto the designs the company creates, but industry sources say this rarely happens.

When done right, this combination of furniture and accessory licenses creates a "iifestyle" the consumer
thinks he can achieve by buying matching furniture and accessories.

A variety of famous brands entered the competition at the International Home Furnishings Market,
whichended last week. This twlce—yearly event attracts 70,000 buyers, manufacturers, sales
representatives and interior designers. The products they order determine what consumers see in stores six
months later, although manufacturers are reducing the lead time on some collections.

Manufacturers are hoping they can repeat the success of Thomasvi|le's Hemingway Collection, a
blockbuster license with Ernest Hemingway's children that is expected to generate $ 100 million in retail
sales during its first year. This figure is unprecedented in the company's 96-year history, according to Jim
Adams, Thomasvil|e's chief marketing officer and senior vice president.

"The reason licensing is so hot is that it offers a way to extend one's brand and to differentiate your product
from the pack," says Bob Skotnicki, president of Global Licensing, who spoke to reporters at a breakfast
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during the recent High Pointrn-arket. 0

Mr. Skotnicki says consumers already are predisposed to buying clothing brands they recognize, such as
Nautica and Ralph Lauren Polo. (Mr. Lauren was one of the first to enter home furnishing licensing with
Henredon, an upscale manufacturer. Lexington carries the Nautica line.)

The success of the Hemingway venture encouraged Thomasville to follow last year's four "Papa" themes -
Key West, Kenya, Ketchum and Havana - with Paris this market.

"The collection has been an enormous success," says Mitch Scott, vice president of customer services and
corporate communications at Thomasville. In its first year, he says, Hemingway will outsell the best year of
the company's top~selling collection, Collector's Cherry. '

"Ernest Hemingway was and continues to be a legend," Mr. Scott says. “We have captured something rare
in our industry, the ability to combine romance and emotion in home furnishings."

Hemingway's Paris. Thomasville describes the Hemingway French theme as "sophisticated Parisian." The
36—piece collection of case goods and upholstery is an eclectic combination inspired by antiques and French
modernism of the 19205 and '30s. Hallmarks include art deco inspiration, hand-painted finishes and silveraccents.

The designers have created pieces tied to some association with the author's life and lifestyle in Paris. None
of them, however, is a reproduction or adaptation of what Mr. Hemingway and his then-wife, Hadley
Richardson Hemingway, owned. But, if Mr. Scott is right, consumers don't want accuracy, they want
romance. And Thomasville has romanced the brand by sprinkling references to famous friends of Mr.
Hemingway such as Man Ray, Ezra Pound, James Joyce, Gertrude Stein and Alice B. Toklas.

Paris trips all the triggers with some of the most innovative and exciting designs we saw at this
conservative market. The Le Monde cocktail table ($ 3,000) features a globe in the middle of a round table
and is adapted from a photograph of a 19205 apartment. The Odeon corner book stack (35 770) with rattan
peel detail allows eight shelves of book storage in a small corner space. The Tatie metal bed ($ 2,600
queen and $ 3,000 king) is named after his wife's nickname for him. The four—poster bed is gracefully
ornamented with French motifs and metal scrollwork in an aged bronze finish.

And, of course, there are bars. The 84-inch-tall L'Etoi|le bar features a painted Paris street scene and opens
to reveal six drawers and three shelves for displaying glasses and bar ware ($ 3,000). The very French
Bertain bar cart ($ 1,800), a four—tier cart with two drawers and a tiny ribbonlike brass gallery rail, is the
epitome of elegance.

Chris Madden Collection. Bassett has teamed with Chris Madden, who is considered an accessible author,
editor and television host. Her comfortable collection is inspired by her new book, Getaways (Ciarkson
Potter, $ 35). The book and the collection continue the Madden philosophy that we each need to find the
special place that offers us a sense of sanctuary.

The "getaways lifestyle" takes ideas from Ms. Madden's homes, as well as the experience she gained
designing furniture and creating escapes for celebrity clients such as Oprah Winfrey, Katie Couric and Toni
Morrison. Bassett describes the collection as "reflective of the relaxed European traditional style with subtle
Asian influences."

"I wanted to show how a getaway can be in a second home or a sanctuary in your own home," Ms. Madden
says. "A getaway is really what feeds your soul."

The collection of upholstery and case goods has three getaway personalities - Village, West Indies Cottage
and Manor House. But no matter what the theme, Ms. Madden emphasizes practicality. The map table, with
side drawers, was created in three sizes. The ottoman was inspired by a kilim-covered version she found at
the Salvation Army, but this one has a flip-up top for storage and casters so it can be moved easily.
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Although some of the pieces look much like other furniture you will see in the marketplace, a few items
stand out. The Bassett customer profile is a woman 25 to 54 years old with a household income of $ 62,000
who lives in a $ 100,000 house. The collection promises to give a high-end look without the high price.
Some of the most interesting pieces In the collection include the chinoiserle Cathay secretary ($ 1,499)
inspired by one Ms. Madden saw in France, the Colette writing desk ($ 500) that is based on an antique in
her home, and a matching chair ($ 250). Other pieces are the Elysse chair ($ 699 to $ 999) and ottoman ($
349 to $ 499).

The Chris Madden Collection was test-marketed in Greensboro, N.C., and will be in stores before the end of
April.

Tommy Bahama. The licensing mania doesn't have to be based on a real person. It also can be what the
industry calls co-branding, putting two brands together to create a more powerful entity. That's what
Lexington has done with its new Tommy Bahama Collection, a 57—piece collection priced at the upper end of
the company's line.

Tommy Bahama, a sophisticated casual apparel line worn by golfers Peter Jacobsen, Russ Cochran and
Gary Mccord, is known for comfortable clothing such as deck shorts, doub|e~pleated plantation pants and
vintage-inspired island print shirts. The product line is sold in specialty stores throughout the country and
four national department stores. One of two retail—only stores is In Fort Lauderdale. The company also
operates four restauranm/retail stores.

Lexington obviously wants to tap into Tommy's customer base - well-heeled men and women ages 25 to 60
who embrace a relaxed island lifestyle.

Bob Emfield, Lucio Dalia Gasperina and Tony Margolis created Tommy's mythical character after they spent
getaway time in Bonita on Florida's Gulf Coast.

"We would look at each other and say, "Let's forget about going back,‘ " Mr. Margolis says. "We invented
Tommy because he never had to go back. If he ran out of money, he would go into his closet, sell an old
shirt and buy some more beer."

This "life is one long weekend" philosophy easily translated into a tropically inspired furniture line that
features vintage-inspired designs that are softened with louvers, cane, rattan and leather wrappings.

"It has got to have the look, style and finish attributed to what we have accomplished in our stores and
restaurants," Mr. Emfield says, noting that they asked Lexington to change only a few finishes.

Like Tommy, the colors are soft, laid-back and relaxed. Fabrics feature interesting motifs such as a dragon
fly design used on dining chairs and stylized palm trees. The most interesting pieces are a metal and rattan
bed with palm tree flnials ($ 1,200) and a 7-foot-tall wardrobe with a louvered front that mimics plantation
shutters ($ 2,500).

Don't expect the licensing mania to end soon. Furniture Today, an industry trade publication, reports that
six more brands will debut in the fall market. For more information, see www.lexington.com.

Distributed by Knight Ridder/Tribune Information Services.

GRAPHIC: PHOTO(S): 1. (Bassett) The Chris Madden Collection includes the Manchester chair (540-629-
6000 or www.bassettfurniturecom). 2. (Lexington) The Tommy Bahama collection by Lexington is themed
to capture an island-getaway look ($ 950 for the love seat, 33 450 for the cocktail table, $ 395 for the end
table; see www.lexington.com). 3. (Thomasville) Hemingway's Paris collection includes the L'Etoille bar

with handpalnted Paris street scene. It has six drawers and three shelves for displaying bar were (about $
3,000; 1-800-225-0265 or www.thomasvi|le.com). ; LOCATION NOTE: Photos #1 and #3 were not sent to
the library for archiving.
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Annapolis Sail Season Kicks Off Wednesday The Washington Post April 23, 2000, Sunday, Hnal Edition
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Sailing season opens with a bang on Chesapeake Bay this week as Annapolis Yacht Club's popular
Wednesday Night series resumes with 100 or more competitors, followed by the National Offshore One-
Design regatta Friday through Sunday in Annapolis with more than 200 entries, co-hosted by AYC and
Sailing World magazine.

Meantime, eight big offshore race boats leave Key West, Fia., today, bound for Baltimore and next
weekend's Waterfront Festival in the Inner Harbor.

The fleet includes Baltimore businessman George Collins's Chessie, with many of the crew that sailed on a
boat of his by the same name in the last Whitbread ‘Round-the-World Race.

The boats should arrive in Baltimore by Friday. The race originally was to start in Havana but that plan was
squelched by the State Department in light of the Elian Gonzalez controversy.

Annapolis plays host to one of the world's most prestigious regattas when the Star World Championships
are held May 14-19, with Nautica as sponsor and Annapolis Yacht Club as host.

Up to 120 Star boats are expected, including many of the top Olympic and professional sailors in the world.

Closer to home, racing resumed on the Potomac this month with the Potomac River Sailing Association's
Sunday series.

The schedule expands with the Albacore Wednesday night series starting May 3 and the Penguin Thursday
night series May 4. For details, call Washington Sailing Marina, 703-548-9027.
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NEW YORK-Attempting to build on the success of Nautica's downstairs tabletop line that debuted a year
ago, Pfaltzgraff is unveiling an upstairs Nautica collection at this month's New York Spring Tabletop Show.

Island Shores is bathed in aqua, sand and moss. A coordinating pattern features a woodblock daisy design
on a khaki background. Manufactured in Japan, the line features wood, textured glass and modern metal
accent pieces. The dinner and salad plates are coupe—shaped, and the rice bowls and mugs substantial. A
five-piece place setting will feature a cup, saucer, rice bowl, salad plate and dinner plate, with a price tag of
$ 50. The dinner plate, salad plate, rice bowl and a mug will also be sold open-stock in solid colors. The
collection of dark wood accessories will include charges, bowls and coordinated flatware.

Pfaltzgraff will target department and specialty stores with the products, which will be ready to ship in July.

Cappuccino is Pfaltzgraff's other important focus at the Show. Taking inspiration from the warm and
relaxing aura surrounding coffee and coffeehouses, the collection builds around the white and tan of milk
blending with espresso. The two colors alternate positions, and dimensional bands add texture. The plates
are slightly oversized, and the mug, soup/cereal bowl and serving pieces are uniquely shaped for a distinct
look.

The stoneware pattern, produced in York -- Pfa|tzgraff's Pennsylvania headquarters —- uses the Contempo
band shape. The dinner plate is 11 inches, and the mugs and bowls are also larger than usual. A place
setting is made up of a mug, salad plate, dinner plate and soup/cereal bowl, with a suggested retail price of
$ 35.75. The accessory assortment is made up of an oval serving bowl, a 5-quart serving bowl, a
pasta/dinner bowl, a round platter, salt and pepper shakers, a sugar bowl and creamer and a buffet plate.

Additional accessory pieces round out the collection. These include a handcrafted woven oval tray, a metal
serving tray, a lighting piece of a glass shade with a metal stand, and a cooler and iced beverage
glassware.

The collection is scheduled to ship in July.
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WATER LEAK CLOSES 3M HEADQUARTERS Saint Paul Pioneer Press (Minnesota) April 25, 2000 Tuesday
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Operations at 3M Co.'s main headquarters building in Maplewood are expected to be back to normal today
after a water leak forced the company to close the 14—story structure early Monday.

The problem, discovered at 7:30 a.m., began on the 11th floor of the building and affected the floors below
it. About 1,200 employees work in the building, though staffing may have been down Monday because of
the Easter holiday, a spokeswoman said.

Some employees were sent home, and others moved to different buildings as the water was cleaned up and
computer systems were checked, said Laura Sutton, 3M spokeswoman. No damage estimate was
immediately available.
Carlson shows increase in sales:

Carlson Cos., the privately held Minnetonka-based travel and hospitality concern, said its sales for
company~owned businesses totaled $9.8 billion in 1999, up from $7.8 billion for 1998. Total sales at all
Carlson-related brands, including franchised operations, were $31.4 billion in 1999, up from $22 billion the
previous year. The company said more than 50 percent of its total branded sales came from outside the
U.S., up from less than 5 percent five years ago. The company did not release net income figures.
Stockwalk has marketing deals with insurer:

Golden Valley-based onllne brokerage Stockwalk.com that it has signed marketing agreements with two
units of St. Paul—based Minnesota Life Insurance Co. The insurer's brokerage subsidiary, Ascend Financial
Services, and the company's individual business unit will market Stockwalk's private-label online trading
service to banks, credit unions and savings and loans. The service allows financial institutions to offer
online trading under their own names. Stockwalk develops and maintains the sites and processes the
trades.

Imation forms data-storage team:

Imation Corp. said it has assembled a team of software engineers to focus on developing data storage
products, which accounted for most of the Oakdale-based company's growth last year. Company
spokesman Jason Thunstrom would not disclose the number of engineers but said it was a "large" amount.
The company also develops color management and imaging products. Imation will report first-quarter
earnings today.

Stores open at Aibertville outlet center:
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The First this month at Outlets at Albertville, a 250,000-square-foot outlet
center at the intersection of I-94 and Minnesota 19, according to JMJ Properties, the Muskegon, Mich.-
based developer of the project. Among the 49 outlet stores and two restaurants at the new center are
Nautica, Brooks Brothers, Adidas, Nike, Rockport, Tommy Hilfiger and three Casual Corner stores.
Construction on a second phase totaling 50,000 square feet is planned to begin later this year.
Names:

Brookdale Plastics, Plymouth, promoted Steve Eichten to chief financial officer. The company hired Lisa
Mazzitelio as controller and Brian Cerar as manufacturing engineer. Blue Chip Broadcasting said Steve
Woodbury, former station manager of KFAN-AM, joined the company as vice president and general
manager of Blue Chlp's Twin Cities market business. The Cincinnati-based company expects to close on its
previously announced purchase of KARP—FM next month.
Dividends:

The board of Vadnais Heights-based H.B. Fuller approved an increase in its quarterly dividend to 21 cents
per share, up from 20.5 cents, payable May 12 to shareholders of record May 1.

LOAD-DATE: January 29, 2002

Source: News & Business > Combined Sources > News, All (English, Full Text)
Terms: nautica and date(geq (1I1l2000) and leq (12/31/2000)) (Edit Search | Suggest Terms for M §a_ar_<;11_)View: Full

DatelTime: Friday, June 23, 2005 - 9:54 AM EDT

L - .N - ,3, About Lexisbjexis I Terms & Conditionsexm exls §_qp_yright Q 2006 LexisNexls, a division of Reed Elsevler Inc. All rights reserved.

http://www.1exis.com/research/retrieve?__1n=704846257dfe45fO750d2f312604a401&docnum=1275&_fmt... 6/23/2006



Search - 1788 Results - Nautica

Source: Nfls_i > > News, All (English, Full Text) L73
Terms: nautica and date(geq (1I1l2000) and leq (12/31/2000)) ( | guggesi Terms for My Search)

«FSelect for FOCUS” or Delivery
El
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Belk's new Camden store has wider aisles and several guest service centers, both elements the retailer is
including in its newer stores.

The service centers allow customers to make purchases, buy gift certificates, have items gift-wrapped or
shipped and make credit payments in one spot.

On Tuesday, construction workers and store employees were doing the finishing touches on the store.

Camden Belk will have Its grand opening May 3, but the Charlotte-based department-store chain previewed
its Camden store for media representatives Tuesday morning.

Belk is relocating its original Camden store from a 47,000 square-foot building at 1140 Broad St. in
downtown Camden to a former Wal—Mart at the Springdale Shopping Plaza. The new 52,000-square-foot
location has been transformed inside and out.

"The only thing left was the concrete floor and the steel roof," store manager Bill Kutz said. The floors now

are covered in light colored porcelain tiles, the lighting is bright and the display fixtures are made of light
toned wood.

The new Camden store is one of six projects Belk is completing in South Carolina.

The Dutch Square Mall store is undergoing renovations for about $3 million. In March, Belk opened a
180,000—square-foot store in The Citadel Mail In Charleston. The other projects include expansions in Hilton
Head, Anderson and Aiken.

The core of the Camden store is the bright, mirrored make-up and fragrance departments. Those

http://www.lexis.com/research/retrieve?__m==7O4846257dfe45f07SOd2f31?.604a4O1&docnu1n=1273 &__fn1t... 6/23/2006



Search — 1788 Results - Nautica

departments are flanked by accessories and the shoe departments.

Shoppers in Camden will find expanded offerings in just about every department.

In the cosmetics department, Fashion Fair for African—Americans joins brands such as Estee Lauder,
Clinique and Lancome.

Women's clothing has offerings from Tommy Hilfiger, California Ivy and Belk's New Directions shop,
featuring clothing from John Paul Richard and Clio.

The store also will have Tommy Hilfiger and Nautica for children.

The shoe department has lines such as Steve Madden and Born for women and Kenneth Cole, Reaction and
Cole Haan for men. Some of the brands have not been offered before in Columbia stores, said John Hering,
vice president and regional store manager.

Shoppers in Camden had been traveling to Myrtle Beach, Columbia and Charlotte locations, he said. "With
the expanded lines, we hope to keep those shoppers in Kershaw County," Hering said.

While the Camden store is smaller than others in Columbia, the available space is being used efficiently.

The store doesn't have a lot of back—room office or storage space. Instead, there will be daily deliveries and
efforts will focus on displaying merchandise on the floor, said Bob Cashion, vice president of sales and
promotion.

Wall space is being used to display clothing from floor to ceiling, Hering said. Some display fixtures can be
used for more than one type of item, he said. Hering showed a case with small plastic bins to be used for
sunglasses in summer and gloves in winter.

Belk returned to the Columbia market in September 1998, and began operating stores at Dutch Square
Mall, Columbiana Centre and Richland Fashion Mail after acquiring the former J.B. White stores from
Dillard's Inc.

New Belk in Camden

* Location: Springdaie Shopping Plaza, 1671 Springdaie Drive, Camden. (803) 432-7641

* Hours: Monday through Saturday 10 a.m. to 9 p.m. Sunday from 1:30 to 6 p.m.

* Manager: Bill Kutz

* Employees: 53

* Size: 52,000 square feet

* The company: Belk of Springdaie Plaza is one of 47 stores in the Belk Central Division. Belk, the nation's
largest privately held department store, operates more than 200 stores in 13 Southeastern and Mid-Atlantic
states. The company has headquarters in Charlotte.

Maurice Thomas covers small business, retailing and commercial real estate. He can be reached at (803)
771-8570, by fax at (803) 771-8480, or e—mail at mtthomas@thestate.com

NOTES: Info Box: ‘New Beck in Camden,‘ at end of article.

GRAPHIC: PHOTO: BW;

Belk vice president and regional store manager John Hering prepares for the new store in Camden. The
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store is in the Springdale Shopping Plaza on Springdale Drive. KIM KIM FOSTER, THE STATE
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Permits sought for new outlet mall Asbury Park Press April 26, 2000 Wednesday
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STAFFORD - The operator of the Circle Factory Outlets In Wall has obtained applications for permits to open
a similar retail operation in the former Caidor building in the township.

"It is all pretty much preliminary at this point, but they seem pretty excited about moving forward with it,"
said Robert Gaestel, township construction official.

The new tenants may not be what most people consider a typical mail, but it is what building department
employees consider a covered mail, Gaestel said.

According to Gaestel, the stores in the complex would be a Dress Barn, Famous Footwear, Carter's
Children, Kay-Bee Toys, Kitchen Collection, The Brass Company Store, L'Eggs Outlet, Totes and
Sunglasses, Nautica, Samsonite, Jones New York and Van Heusen, with room for an additional store.

Because the operator - National Factory Stores of Roseland — will be using the space for retail sales, it will
not have to go before the Planning Board. Instead, it will have to get construction permits to subdivide the
inside of the building that is in the Stafford Square Mall, Route 72, according to Gaestel.

The township has yet to receive any permit applications, said Gaestel, noting that he is waiting for more
specific plans for the mall.

Safety items such as pull stations, which can be activated during a fire, as well as standpipes, which are
iii<e indoor fire hydrants, and smoke detectors are necessary to meet building codes, he said.

Gaestel speculates that he may have more detailed architectural plans for the project within two weeks.

After operating under Chapter 11 bankruptcy protection for four years, Caidor announced last year it was
closing all 145 of its department stores.
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NIKE, ADIDAS SUE WAL-MART, ALLEGE FAKES Chicago Tribune April 27, 2000 Thursday, CHICAGO SPORTS
FINAL EDITION
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A unit of German sportswear giant Adidas joined forces with archrival Nike and filed suit on Wednesday
against Wal-Mart, the world's biggest retailer, for allegedly selling counterfeit Nike and Adidas branded T-
shirts at its wholesale club stores.

Adidas America Inc., its parent Adidas-Salomon AG , Adidas International BV of the Netherlands, and Nike
Inc. have filed suit against Wal-Mart Stores Inc. in Federal District Court in New York, claiming that the
discount retailer has been selling several styles of counterfeit Adidas and Nike T-shirts at its "Sam's Club"
wholesale club stores.

Nike also alleged that Wal—Mart has been selling other counterfeit Nike products at Sam's Club.

A spokesman for Bentonville, Ark.—based Wal-Mart said it takes the allegations seriously but had not been
notified by any of the plaintiffs of complaints about counterfeit goods or of the lawsuit itself.

"We would never knowingly sell merchandise that was not 100 percent genuine," Wal-Mart spokesman Les
Copeland said.

Adidas and Nike become the fifth and sixth major sportswear companies to sue Wal—Mart for selling
counterfeits in the last two years, the two companies said in a statement.

In 1998, Tommy Hilfiger brought two actions against Wal-Mart for selling counterfeit goods in Sam's Club,
in Wal-Mart stores, and on Wal-Mart Online. Wal-Mart paid out an unprecedented $6.4 million to settle
those lawsuits.

In November 1998, Polo Ralph Lauren, Nautica and Fubu lodged similar claims for counterfeit sales against
Wal-Mart.

Wal-Mart recently settled the Polo and Nautica claims by paying $565,000, while Fubu‘s claims are still
pending.
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Rock-a—bye baby on the tree top

When the wind blows, the cradle will rock

When the bough breaks, the cradle will fall

And down will come baby, dressed to the nines in designer togs that might have cost more than Mommy's
hospital stay.

OK, so the original lullaby didn't end that way. And we may be exaggerating just a smidgen. But this is a
new day, and clothes for babies have grown beyond $ 5, cotton "one-sies" to a new level in style and price.

True, there has always been stylish and expensive baby garb as long as there have been people who could
afford them. Satin jumpers, cashmere buntings and custom-designed clothes go back centuries. But with
the continuing trend away from minimalist toward maximalist in high fashion, the trick|e—down of the super
stylish in America is extending beyond teens and children to infants and toddlers.

"Ours might be a little bit more expensive, but parents like their kids to be a little bit different and stand

out," says Lynne Bingham, owner of Lullaby Landing in Mt. Lebanon. The 16-year—o|d shop at 299 Beverly
Road offers "high-end, upscale clothing for kids" that can be handed down multiple times and that stands
apart from competitors, she says.

The store has a colorful array of clothes for infants and toddlers, from whimsical play outfits and miniature
Coogi sweaters to exclusive lines by French designers such as Catamini and Marese.

In fact, about 25 percent of Lullaby Landing clothes are European, Bingham says.

And much of it is the infant equivalent of designer chic, a miniature in look and price of what adults wear.
For example, a canary doub|e—breasted, reversible peacoat in velvet velour with matching overalls and a
white "one-sie" T-shirt by Marese is $ 169.

Merchants say parents have traditionally spent a lot of money on clothing for their children -- especially
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babies -9 which shows no sign of abating.

Some stores cater to parents who like the latest trends. GapKids stores in Shadyside, Monroeville Mall,
Ross Park Mall and the Pittsburgh International Airport carry moderately priced layered looks, fiorals and
Embroidery-embellished looks for girls and plaids, deep colors and drawstring-waisted denim shorts foroys.

At Kidsburgh stores at 211 Fifth Ave. and 416 Smithfield St., Downtown, there are trendy animal prints,
tie—dye pieces and even capri jeans with embroidered or fringe detailing, as well as lines by Ralph Lauren,
Tommy Hilfiger and Nautica in their trademark colors.

But Jane Runnette Byrnes, owner of Tots and Tweeds, S4248 Walnut St., Shadyside, has a different
approach.

"We don't go with any of the trends," she said. "We just go with classic quality. We keep our babies in plain
colors: white, pink, blue. I think babies should look like babies. I think you should see the child, not the
clothes, although I do like to sell clothes. You should see the child, and the clothes should look good.“

Tots and Tweeds, established in 1952, is in a former house. It's cozy and intimate, with the perfect
ambience for shopping for baby clothes.

And there are plenty in those basic colors Byrnes talks about, plus pale yellows and greens. There are soft
terry-footed coveralls for girls and boys (3; 31~$ 42) by France—based Petit Bateau. Higher up the price line,
there's a lovely blue—and-white striped cord dress with a pique collar and old—fashioned rickrack trim ($ 68)
and a boy's sky blue linen sailor suit with lined shorts ($ 77), both by Katie & Co.

Even the trend of helping a charitable cause has caught on with some lines of baby clothes. At Saks Fifth
Avenue, Downtown, some proceeds from the Psketti line, which includes ruffled cotton capri pants with
matching ruffled tank tops in yellow, pink and lavender ($ 31.90), benefit the In One Ear Foundation for
hearing-impaired children who have received cochlear implants.

For spring and summer, Saks also has brilliantly colored swimwear by Lauren, Gottex and DKNY; pretty
cotton sleeveless dresses emblazoned with flowers or cherries ($ 29.90) by Plum Pudding Ltd.; floral, satin-
textured polyester shifts by Un Deux Trois ($ 15.90); and skorts, capris and fuchsia sundresses in bright
colors with white island motifs ($ 38) by DKNY.

With the rapid growth in Internet shopping, Bingham has carved out a niche in the cybermarket. Six years
ago, she launched www.stork.com to offer baby clothes and gifts through another business venture, The
Stork Delivers.

During the e-business's first two years, there was only one order. But Bingham remained hopeful and
revamped the site. Now, the cybersite‘s baby gift baskets with themes such as Y2K, Little Sport, Corporate
Supreme, Botanical Gardens and Gingham and Giggles are popular among FedEx, Mercedes-Benz, Price
Waterhouse and other corporate clients who order by fax, toll-free telephone calls or right off the Internet.

"Specialty stores are a dying breed unless they find their niche," Bingham says. "Internet is not a threat to
the upscale customer looking for the ‘cut above’ or exclusive. They need something tangible, and they need
to be catered to. Computers don't caterl"

GRAPHIC: PHOTO 4, Photo: Steve Mellon/Post-Gazette: A white bucket hat with chin strap; by Carole
Amper ($ 12) and A.J. Morgan sunglasses with 400 UV protection ($ 10); protect a child from the sun. Frog
print, lined boys‘ cotton trunks by Cruz; Kids are 3; 23 (all at Tots and Tweeds, Shadyside).; Photo: Left: A
boy's brightly colored outfit, including shirt, pants and; jacket, by the French company Marese is
exclusively at Lullaby Landing, Mt.; Lebanon ($ 149 for the outflt).; Photo: Below: For fun in the sun: his-
or—hers red cotton bucket hat by Carole; Amper ($ 14) and a nylon-cotton— Lycra striped bathing suit by
Florence; Eiseman ($ 48).; Photo: For dressler occasions: a striped oxford shirt ($ 22), cotton vest; ($ 26)
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andlneplin jacket ($ 48) and pants ($ 26, all at Baby Gap).
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Cell phones giving clothes new techno touch Florida Times-Union (Jacksonville, FL) April 30, 2000 Sunday,

Copyright 2000 The Florida Times—Union

Florida Times—Union (Jacksonville, FL)

April 30, 2000 Sunday, City Edition

SECTION: LIFESTYLE; Pg. D—1

LENGTH: 733 words

HEADLINE: Cell phones giving clothes new techno touch

BYLINE: Jean Patteson, Knight-Tribune News Service

BODY:

One—third of Americans -— more than 90 million -- now own cellular phones. Which raises the question:
When the phones are not actually in use, where are they carried?

Many women, needless to say, carry their cell phones in their handbags -- along with the zillion other
supposed essentials they never leave home without. In fact, a great many handbags now are made with
specially sized, easily accessible compartments designed specifically for cell phones.

But men -- aside from a liberated, bag—carrying minority -- are left wondering what to do with their phones
when they're not actually talking on them. Some men clip their phones to their belts, some stuff them into
their briefcases, others simply hold them in their hands —- hoping, no doubt, for an incoming call to justify
the phone's being there.

But if men can hold the line until the fall, their problem will be solved. Many of next fall's jackets, coats and
even sweaters are being designed with special cell-phone pockets.

The pockets -- deep and narrow to hold cell phones snugly —— will be featured on the inside of business suits
by Brooks Brothers, on the outside of casual denim suits by Ron Chereskin, as a detachable option on
jackets by Nautica and on the sleeves of sweaters by Wllke Rodriguez.

‘Techno clothes are all the rage in Europe. Most of the major manufacturers are doing utilitarian concepts.
It's part of the urban-cool look,‘ said Tom Julian, a New York trend analyst who recently visited fashion
centers in London, Stockholm and Amsterdam.

At first, the pockets that were part of the techno-utilitarian look were more decorative than functional. But

before long, designers started shaping and sizing the pockets for specific purposes -- to accommodate the

usual wallets, pens and passports, but also tekkie gizmos such as electronic organizers, CD players and cell
phones.

This fall, the techno trend will hit America, Julian predicted -- complete with high-tech fabrics, utilitarian
details such as drawstring and Velcro closures, and specialty pockets. Certainly, when the American

menswear designers presented their fall collections on the runways of New York last February, many
featured specialty pockets -- especially on the heavier jackets and coats.

Cell phones have become part of today's lifestyle, said David Chu, designer of the popular Nautica
menswear line. ‘It just makes sense to design functional clothing that works with today's lifestyles,‘ he said.
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'7 That fijnctionai design ihETiTdés pockets for all the electronic gadgem that are as essential today as pens
and diaries were a couple of decades ago.

Many coats and jackets in the fall Nautica line will feature cell phone pockets —- either built into the
garment or as detachable, Velcro-backed pouches. Nautica also will offer men's shoulder bags and
backpacks with detachable cell-phone cases.

Similar offerings will be made by trendy lines such as Tommy Hilfiger, Kenneth Cole, CK Calvin Klein, Ron
Chereskin and Slates. The new, youth~oriented Levi Strauss brand, L2, is even putting cell-phone poci<ets
in its jeans.

‘When we design, we think about all the things the young, hip youth carry today, and we accommodate it,‘
said Thom Masat, L2's design director.

Some designers have jumped the gun and already are providing cell-phone pockets. You'll find them in
Hugo Boss suit coats and Banana Republic trench coats, on the sleeves of Wilke Rodriguez linen jackets, on
the sides of shorts by Daniel Cremieux, and in tuxedo jackets by Fubu.

Cell-phone pockets are a new feature being offered with special-order suits and sport coats from Hartmarx
and Hickey—Freeman, said John Siegei, owner of Siegei's Clothing Co. in the Orlando area.

Customers aren't walking into the store and asking for suits with cell-phone pockets, Siegel said. ‘They're
still trying to figure out which cell phones to buy.‘ But if the pockets are offered as an option in special-
order suits, customers usually want them, he said.

When a cell-phone pocket is a featured detail on the outside of a jacket, it gives the garment a ‘cool,
updated look,‘ said Howard Goidfarb, a spokesman for designer Ron ‘Chereskin. '

‘And it's also very practical,‘ Goidfarb said. ‘I love it because I'm always needing my cell phone or Palm
Pilot. These days, we can't live without those things close at hand.‘

GRAPHIC: Photo: KRT13B FASH TECHNO OR FASH_TE Knight-Tribune News Service Men wondering what
to do with their cell phones soon will have several fashionable options, including shoulder bags and
backpacks with detachable phone cases.

LOAD-DATE: July 07, 2000

Source: News 8. Business > Combi ed Sources > News, All (English, Full Text)
Terms: nautica and dateigeq (1l1l2ODD) and leq (12I31l200D)) Edit Search | §_gg est Terms forM Search)View: Full

Dateffime: Friday, June 23, 2005 - 9:49 AM EDT

‘«‘47i‘ 031 ~ . - .,i. About LexisNexis | Terms & Conditions
@ I-exl5Nexl5J Copyright 6:) 2006 LexisNexis, a division of Reed Elsevier Inc. All rights reserved.

http://www.lexis.com/research/retrieve?_1n=ef5bt78d1e0dda7831ee5b97158a51d6&docr1um=1234&;fmt... 6/23/2006



Search - 1788 Results - Nautica Page 1 of_7_

Source: Ne_m._; > Combined Sources > News, All (English, Full Text) [3
Terms: nautica and date(geq (1/1/2000) and leq (12/31/2000)) Edit Search | E_3uggesi Terms for My Search)

~FSelect for FOCUSTM or Delivery

[3
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LENGTH: 267 words

HEADLINE: THE BEACH: A COVER-UP STORY; Brief Article

BODY:

REDBOOK'S FASHION TEAM TRIED ON MORE THAN 600 COVER-UPS AND SWIMSUITS. ON THESE EIGHT

PAGES, SEXY STYLES GUARANTEED TO FIT YOUR BODY AND BUDGET.

SLEEK SARONG (This page) A lightweight, easy-to-pack pareo transforms your swimsuit into a glamorous
style statement. Tie on the side for a slim silhouette. sarong, Sisley by United Colors of Benetton, $ 34;
bikini, Bachata Italian Swimwear by Obabash, $ 145. BEAT-THE-HEAT HOODIE (Opposite page) Pink is a
hot summer hue, and you'll keep a cool head with a light (in color and weight) hooded jacket. Windbreaker,
AX Armani Exchange, $ 115; strapless bathing suit, Nautica, $ 80.

RAVISHING ROBE (This page) To stave off chills after a clay in the sun, cuddle up in a long cashmere robe.

Cashmere robe, F.A.L. by Jeffrey Grub, $ 330. (Opposite page, clockwise from top left) SEXY SWEATER A
sheer sweater provides warmth while still letting your suit peek through. Hooded sweater, French

Connection, $ 62; tank suit, Nautica, $ 70. Fl_IRTY SHIRT Seamless, frayed, and not too clingy, a casual
cotton top will make you feel comfy and confident about beach-walking in your bikini. Top, Bachata Italian

Swimwear by Obabash, $ 62; two-piece with boy—cut brief, Delfina, $ 190. DO-EVERYTHING DRESS

Appropriate for running errands but super over your suit, too, a slipdress is the ultimate go—any-where

garment. slipdress, Sisley by United Colors of Benetton, $ 138. MUST—HAVE MINI A wrap skirt hides your

bottom and complements any suit or summer top. Wrap skirt, Sisley by United Color of Benetton, $ 48;

drawstring tube top, Banana Republic, $ 38..
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THIS IS THE FULL TEXT: COPYRIGHT 2000 Informed Communications, Inc. Subscription: $ 265.00 per
year. Published weekly. 149 5th Avenue, New York, NY 10010.

BODY:

Apparel marketer Nautica International is eager to capitalize on the revamp the company has undertaken.
"Product—wise, we're focusing on newness. We started to update the product with new fabrication and
silhouettes, making it look more modem," said marketing head Dee Slattery. NI also is moving into new
categories a la the launch of a new women's jeans line in the fall.

In addition, NI plans to boost its advertising and promotion activities. "We're looking to rev up the
advertising. We're branching out with our message, targeting from teens to men in their 505," Slattery
said. NI has a number of promotions coming, including the Nautica sailing championship later this month
(to be tied in with an ESPN broadcast of the event) and an outdoor enthusiast music/sport festival in
Oregon in July. "We have five or six (events) on the docket this year. We're extending our message to the
sports enthusiasts," said Slattery. And NI is stepping up its licensing activity (e.g., Unilever will be
relaunching the Nautica fragrance later this year).
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RAID AT FLEA MARKET TARGETS BOGUS GOODS; OFFICIALS ALSO QUESTION VENDORS ON IMMIGRA7'ION
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OFFICIALS ALSO QUESTION VENDORS ON IMMIGRATION STATUS;
NO ARRESTS ARE MADE

BYLINE: Valerie Schremp; Of The Post-Dispatch

BODY:

At a flea market in Pagedale on Saturday investigators seized thousands of pieces of counterfeit clothing
and merchandise that, if legitimate, would be worth 3; 10 million.

But the real value of the Fubu, Tommy Hilfinger, Nautica and other brand names of jeans, hats, shirts, and
watches is about half that, said St. Louis police Lt. Steve Harmon, commander of the Crimes Against
Property Division.

This raid is part of a continuing effort to stem the flow of counterfeit merchandise.

Officers with the FBI, the Immigration and Naturalization Service and the St. Louis, Pagedale and St. Louis

County police departments raided the Frison Flea Market, 7025 St. Charles Rock Road, about 10:30 a.m. to
the surprise of customer --and vendors.

"What‘s going on?" asked one man as police in vests and agents in FBI jackets swiftly rolled out crime
scene tape around some vendors‘ booths.

"Mark McGwire is in here or something," one man said into a cell phone as he saw the television
cameramen and reporters who had been invited along.

As a police officer from Pagedale stood in front of a booth displaying Tommy Hilfingerjerseys and T-shirts,

vendor Byong Jeong paced and smoked a cigarette. Jeong, 65, an immigrant from Korea, and his wife,

Yong, 63, have had a booth at Frison's for three years, he said.

"This is not copy. This is all Tommy Sport," he said, holding up his shirts. "Somebody come here, I buy that
from them.“

When a reporter asked him again whether the merchandise was real, he said, "Not sure. I don't know. I

don't understand. It's an English problem."

Officers made no arrests, but they detained several vendors, including the Jeongs, to check their
immigration status. Other vendors were from Somalia and India.
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One investigator, Joseph Kadash, represents Dooney & Bourke, the company best known for making
leather purses with a duck insignia. He has worked on hundreds of such raids, many in the Los Angeles
area. What some might consider attacks on the livelihood of immigrants, Kadash described as an effort to
put a dent in what is a worldwide, $ 300 billion counterfeit merchandise industry.

"Everybody they owed money just got stlffed today," he said. “You've annoyed some mid-level wholesalers
in Chicago and other cities. On the larger scale of things, this is destructive to the businesses in general."

Those businesses are ones who pay for their trademark and have a legal stake in keeping it from being
abused, he said.

Kadash and other investigators pointed out several examples of how these vendors in Pagedale abused the
trademarks - a real merchant would not staple price tags to clothing, said Kadash, fingering a child-sized
pair of fake Tommy Hilfiger jeans.

"Nobody uses staples - because whoops, bleeding, there's a $ 100 million lawsuit."

True labels are sewn into the seams because they are put there when the clothing is manufactured, not
after the clothing arrives in the United States, he said. Each manufacturer also will have its own registration
number. If several different jackets have the same registration number on the label, but the brand names
on the outside are different ones like Polo, Nautica, Fubu, or Phat Farm, then you can be certain the labels
were added after the jackets made it through customs.

Some signs are a little more obvious — one table sold Fubu T-shirts for $ 5, but the Fubu logo was silk-
screened on Fruit of the Loom-brand shirts. One pair of,Tommy Hilfiger jeans had an inside label that was
discolored blue when it went through a washing process, but the Tommy Hilfinger label sewn inside was
bright white.

And nobody spell-checked the label on one pair of jeans, which said, "Sean John demin collection."

In all, officials seized merchandise from about 30 booths and will check the immigration status of 18
vendors. Arrest warrants will be issued and charges filed according to how much counterfeit merchandise

the vendors had in their booths. Selling 100 fake items is a class D felony, p unishable up to 5 years in
prison.

Investigators closed the entire flea market on Saturday. It will be back in business today —without the
suspect booths.

For now, officials were satisfied by the size of the raid: the last large one in the St. Louis area was at

Discount Fashions, at 1408 North Kingshighway. If the clothing seized in that raid had been authentic, it
would be worth up to $ 5 million. Last week, police raided a store in Sikeston, Mo., and got merchandise
that, if real, would have been worth more than $ 20 million.

At least one vendor was happy about Saturday's interruptions. Chris Ounian, 29, was watching a friend's

booth, which sold odds and ends such as strapping tape, toys, lighters, and miniature cans of WD-40.

"I don't have any reason to be worried," he said. "If they'll be out of business tomorrow, my sales will

skyrocket."

How to spot fake brand-name merchandise:

* Check how the labels are sewn. If they are sewn outside the seam, they most likely are fake. Labels

meant to be sewn in one place are sewn in another; for example, a tag with vertical flaps on either side
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that was meant to be sewn inside a shirt collar has instead been sewn onto the waistband of a pair of
jeans.

* Check the colors of the labels. If the clothing's dye has bled, discoloring interior tags, any other, bright
white label probably was added later.

* Check to see that labels match. Be sure the label on the outside of the clothing matches the one inside. A
Nautica logo could be silk-screened onto a Fruit of the Loom T-shirt.

* Check the registration number. It usually is on the inside tag and behind the letters "RN." Every brand
name has a specific registration number. If different brand garments have the same registration number or
none at all, they are probably fake.

* Check frills, ornaments, and accessories. Buckles on watches or belts are often similar to each other,
even if their leather components or watch-faces are labeled with different brand names. Some brand names

don't even make particular pieces of merchandise: for example, Tommy Hilfiger doesn't make watches, but
some vendors will try to sell them.

GRAPHIC: PHOTO Color Photo by LAURIE SKRIVAN / POST-DISPATCH - "We can do this here or at the

police station," Pagedale Detective Art Tullock said Saturday as he wrote down names of merchants

detained in a raid at the Frison Flea Market, 7025 St. Charles Rock Road. The raid, conducted by national
and local police and immigration officials, targeted the sale of counterfeit goods.
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HEADLINE: Strategy: Nautica to Girls: ‘Do You Cool-ify?'

BYLINE: By Sandra Dolbow

BODY:

Nautica Girls, looking to connect more closely with ‘tween girls, is linking with Girls Life magazine for a

10-city back-to—schooi mall tour that will empower kids by encouraging them to create their own cool
clothes.

Nautica, whose seafaring- inspired lines have long found admirers among adults and young boys, is
reaching further to girls under a new licensing pact with Hampton Industries, New York.

The Nautica Smart Girl Tour 2000, which runs July-August, kicks off at Miami's Dadeland Mall and ends at

Macy's in New York's Herald Square, with stops in the Caroiinas, Georgia and Minnesota along the way.

Events include a fashion show where local girls can participate and get wardrobe advice from Girls Life
staffers. Also on tap: live deejays, celebrity visits and

$35 gift packs offering a pair of jeans and a denim customization kit. Nautica Girls is also working with
retailers to provide 10% discounts on clothing purchases.

Newspaper, radio, direct mail drops and ads in Girls Life will support, along with efforts on Nautica's and

retail partners‘ Web sites. Nauticakids.com will launch a SmartGirl page next month to promote the tour.

Renegade Marketing Group, New York, is the promo agency.

In addition to showcasing its colorful fail clothing, Hampton will seek attendee feedback to incorporate into

upcoming lines. Hampton acquired the license to Nautica Girls this spring giving it rights to produce and
distribute all Nautica kidswear.

The goal is to get these young girls to identify with Nautica's denim-friendly, casual lifestyle clothing and

to "cool-ify" the brand, said Robert Reid, president of Nautica Children. J
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BYLINE: By NOI MAHONEY Business Writer

BODY:

Annapolis has long been known for its nautical character.

Now it also boasts a Nautica one.

The New York City-based sportswear giant is the title sponsor of the 2000 Star Class World Championship,
which kicked off Saturday with a ceremony on City Dock.

Nautica International Inc. has emblazoned its special event logo on dozens of banners and flags around
Annapolis and Eastport, across boat hulls and sails and race buoys.

Karl von Schwarz, commodore of the Annapolis Yacht Club, which is hosting the race, said Nautica and the
races are a good match.

"The Star Class represents the pinnacle of onedeslgn sailing competition,“ he said. "Nautica's presence
enables the club and the class to create an event of excellence which will be memorable and successful for

sailors, sponsors and the community."

Dee Fiattery, director of marketing for Nautica International, said the company has a longstand

ing relationship with sailing __just like Anna

polls.

It didn't hurt that the sailing fans fit Nautica's demographics: males in their mid—20s to 405, professionals
and sailors.

Nautica spent about $ 100,000 to become the title sponsor, a marketing move that the com

pany tied in to a new line of clothing.

Ms. Fiattery herself spent almost a year preparing forthe races, making monthly visits to the city and
planning each shop and restaurant where Nautica's logo would be placed.

Ms. Fiattery also organized Nautica's advertising blitz, including full-page color ads in The Capital.

"A world championship is a pretty special thing; it would have been crazy to pass up this opportunity," Ms.
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Flattery said.

It's giving her company a unique opportunity to showcase its designs and talent.

Nautica even created a Nautica Star Class collection just for this event.

To get the public interested in its products, Nautica held a party at the Annapolis Yacht Club on Thursday,
in which models wearing the latest clothing collection and merchandise walked among the crowd. Nautica
is also working with Hecht's at Annapolis Mall, which started selling the special line of clothing.

In addition, Nautica designed an exclusive collection of clothing for the 2000 Star Class World Charn

pionships themselves. Everyone from the event staff, to race judges to the 100-plus volunteers, as well as
on-air ESPN talent will be wearing the new collection.

"Having all the people wearing the same logo is about brand imag

lng and consistency," Ms. Flattery said. "All the signage around Anna

polls and all the uniforms have the same logo."

The Star Class races are the last races before the Olympics.

The weeklong sailing regatta will determine the final six slots from the top finishing nations to sail in
September's Sydney Olympics. Competition within the class is intense, with 125 teams from 28 nations
scheduled to compete aboard the 22-foot-long Star Class sailboats.

Nautica International is a fashion and lifestyle company with prod

ucts including men's, women's and children's sportswear. The com

pany also designs accessories and home furnishings.
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Shannon Pitka and her fellow employees at Lamonts Apparel in Northway Mall were delivered good news
Tuesday afternoon.

They won't have to search for new jobs later this year.

Fresno, Calif.~based Gottschalks completed its 3; 20.1 million purchase of Lamonts Apparel stores, vowing
to take over Lamonts‘ seven Alaska stores and keep all employees.

Expressions of relief filled the women's apparel department.

"Just having ourjobs secured is good enough," Pitka said.

Mall managers also were delighted that a federal bankruptcy judge had accepted Gottschalks' bid to buy
out the Lamonts chain.

"The last thing I needed right now was that store closing," said Bill Gee, who handles the leasing for the
struggling University Center mall in Anchorage.

Last January, Kirkland, Wash.—based Lamonts filed for Chapter 11 bankruptcy protection after months of
slipping sales and cost overruns throughout the chain, which has 38 stores in four states. Gottschalks will

acquire all the stores except one in Washington.

While Lamonts agreed a few weeks ago to be purchased by Gottschalks, another company tried to scoop up
the Lamonts chain. ‘

Oregon-based Troutman Investment, owner of the Troutman's Emporium chain in the Northwest, submitted
its bid last week.

But Tuesday, the judge decided Gottschalks was the best match. Lamonts‘ creditors should be reimbursed

40 to 50 percent under the deal, the company reported.

Lamonts will continue its liquidation sale until mid—July. At that time, Gottschalks will close the stores, stock

them with fresh merchandise and reopen in late August or early September, said Fred Bentelspacher, vice
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marketingflior fiottschaiks.

While Bentelspacher couldn't name another city the size of Anchorage where Gottschalks runs three stores,
he said the company has every intention of keeping them open. It also will run the stores in Wasilla,
Soldotna, Fairbanks and Juneau.

"The Alaska market is the second-strongest market Lamonts is in," he said. "But I would be lying if I said
we didn't have a little concern about coming up there."

The distance can be intimidating, he said, but "we're going to make it work."

Gottschalks is a more upscale store than Lamonts, selling apparel, cosmetics, shoes and housewares,
including brands like Polo Ralph Lauren, Tommy Hilfiger, Nautica and Liz Claiborne.

"We‘re a very promotional and heavily branded store," Bentelspacher said.

Lamonts shoppers are happy the stores are staying open, but some hope Gottschalks isn't out of their price
range.

"It will be fine as long as their prices are similar to Lamonts," said Bobbi Cusack at Northway Mall on
Tuesday.

The Lamonts purchase is the largest acquisition Gottschalks has undertaken in its 95 years, increasing its
total stores from 62 to 99 in seven western states. -

Gottschalks executives hope the deal will help double the chain's annual sales during the next five years,
from $ 568 million to $ 1 billion, Bentelspacher said.

qReporter Tony Hopfinger can be reached at 257-4344 or mgpfinger@_adn.com.
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A "RUSH of blood to the head" left Ian Walker almost dancing in rage as he let fly with a torrent of self-

criticism on the dock after the fourth race of the Nautica Star World Championships here.

Walker had recovered from a poor first leg, in which he had rounded the mark in 56th place out of the 111

remaining entries, to be sixth at the end of the second upwind leg.

He then saw a gap opening up as the Italian Federico Strocchi turned wide ahead of him and Walker tried
to sneak inside. But he misjudged the strength of an adverse tide and he hit the mark. After a penalty turn

he was 10th, then he slipped to 13th on the downwind leg and to complete the misery a bad reading of the

final leg pushedhim further down to 18th.

"We nearly had it salvaged until I had brain failure," Walker said afterwards. "I had too much time to think

about it and changed my mind. It was a rush of blood to the head on my part. Perhaps I was taking too

high a risk because I want to win.“

There were no such problems for the Canadian Ross MacDonald, who was second to the Italian who led
from start to finish, Roberto Benamati, but who lies 35th overall. MacDonald is also second in the overall

standings, to the American double Olympic medallist Mark Reynolds as Gavin Brady slipped to third overall.
He was buried in the back half of the fleet for most of the race, only recovering to 52nd at the end.
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Former world champion Star Class sailor Mark Reynolds has shown on the Chesapeake Bay this week why
he has been selected to sail for the United States for the fourth time in the Olympics this fall in Sydney,
Australia.

After five days of racing, the Californian was at the front of the fleet of 112 racing yachts in the Nautica
2000 Star Class World Championship when lack of wind delayed the final race yesterday.

With an international of array world champions and Olympic medalists against him, Reynolds, world Star
Class champion in 1995, has produced the form that clinched him and partner Magnus Liljedahl, from
Miami, the Sydney slot against 15 U.S. teams In a San Francisco Bay sail—off last month.

Reynolds won a gold medal in Spain in 1992, a silver medal in South Korea 1988 and was sixth in
Savannah in 1996.

The week—long regatta — the first time the Star Class world championship has been held on the Chesapeake

Bay since 1951 - will decide the final six national slots for the Sydney Olympics, where Star Class sailors
from 17 countries will compete for medals.

In second place yesterday were the Canadian pair of RossMacdonald and Kai Bjorn.

One surprise has been Annapolis resident Gavin Brady, a veteran of big-boat racing who has shown an

impressive turn of speed in his 22-foot two-man racer.

Brady was a tactician aboard Chessie Racing, Baltimorean George Collins‘ entry into the 1997-98 Whitbread

Round The World Race, and a strategist with Paul Cayard's Americaone campaign for the America's Cup in
his native Auckland, New Zealand.

Currently lying third in the world championship here, Brady and Kiwi crewmate Jamie Gale have secured a

slot for New Zealand in Sydney, although they have been sailing the Star Class only for three months.

"The hard thing for us was early this week, when we were trying to sail conservatively," he said. "To be
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assured of an Olympic spot, we just needed to be In the top 20. Now we are seeing just how well we can
do. We feel very relaxed."

The Nautica 2000 regatta, which has attracted teams from 28 countries, has been supported by the

Baltimore-Washington coalition hoping to become host to the 2012 Olympics.

"It demonstrates that the Baltimore~Washlngton area can put on a Olympic—caliber event," said Jim Capron,

co-chairman of the regatta and one of two U.S. sailing judges selected for Sydney.
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Would you be enticed to buy an ornate metal bed if it came from the new Hemingway Paris Collection?

Would you feel like you could create a more homey retreat if author and HGTV personality Chris Casson
Madden had her name on a furniture collection?

Have you been waiting for the relaxed lifestyle of Tommy Bahama clothing to be translated into island-style
home furnishings?

American furniture manufacturers are betting you'll answer yes to these questions and won't mind paying
more to have a famous name or brand attached to your home furnishings.

Licensing, a deal where a manufacturer agrees to pay a person, place or company 2 percent to 12 percent

of wholesale shipments to piggyback on their well—known name, is transforming the home furnishings
industry into a clone of the brand-happy clothing industry. The licensee can veto the designs the company
creates, but industry sources say this rarely happens.

When done right, this combination of furniture and accessory licenses creates a "iifestyle“ the consumer
thinks he can achieve by buying the furniture and accessories.

During the past four years, licensing has gone from a novelty to a competitive strategy. Retail sales of
licensed furniture are $4.7 billion. But there's still room to grow -- that's only about 10 percent of furniture
sales compared to a 25 percent share in the apparel industry.

A variety of famous brands entered the competition at the International Home Furnishings Market last
month at High Point, N.C. Some 70,000 buyers, manufacturers, sales representatives and interior designers
attend this event each spring and fall, and the products they order determine what you will see in the
stores six months later (although manufacturers are reducing the lead time on some collections).

Manufacturers are hoping they can repeat the success of Thomasvllle's Hemingway Collection, a
blockbuster license with Ernest Hemingway's children that is expected to generate $100 million In retail

sales in its first year. This figure is unprecedented in the company's 96-year history, according to Jim
Adams, Thomasvil|e's chief marketing officer and senior vice president.

"The reason licensing is so hot is that it offers a way to differentiate your product from the pack,“ said
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Bob Skotnicki, president of Global Licensing in Hickory,7|)l.C.Z

Skotnicki said consumers are already predisposed to buying clothing brands they recognize, such as

Nautica and Ralph Lauren Polo. (Lauren was one of the first to enter home furnishing licensing with

upscale manufacturer Henredon. Lexington carries the Nautica line.)

The success of the Hemingway venture has encouraged Thomasville to follow last year's four "Papa"
themes -- Key West, Kenya, Ketchum and Havana ~- with Paris this market.

"The collection has been an enormous success,'' said Mitch Scott, a Thomasville vice president. In its first

year, he says Hemingway will outsell the best year of the company's top-selling collection, Collector's
Cherry.

"Ernest Hemingway was and continues to be a legend," Scott said. "We have captured something rare in
our industry, the ability to combine romance and emotion in home furnishings."

Hemingway's Paris

Thomasville is describing the Hemingway French theme as "sophisticated Parisian."

The 36-piece collection of case goods and upholstery is an eclectic combination that was inspired by
antiques and French modernism of the 1920s and 19305. Hallmarks include art deco inspiration, hand-
palnted finishes and silver accents.

The designers have created pieces tied to some association with the author's life and lifestyle in Paris. None
of them, however, is a reproduction or adaptation of what Hemingway and his then-wife, Hadley
Richardson Hemingway, owned.

But, if Scott is right, consumers don't want accuracy, they want romance. And Thomasville has romanced
the brand by sprinkling references to famous friends of Hemingway such as Man Ray, Ezra Pound, James
Joyce, Gertrude Stein and Alice B. Toklas.

Paris trips all the triggers with some of the most innovative and exciting designs we saw at this
conservative market. The Le Monde cocktail table (suggested retail $3,000) features a globe in the middle
of a round table and is adapted from a photograph of a 19205 apartment. The Odeon corner book stack
($770) with rattan peel detail allows eight shelves of book storage in a small corner space.

The Tatie metal bed ($2,600 queen and $3,000 king) is named after Hadley's nickname for Ernest. The
four-poster bed is gracefully ornamented with French motifs and metal scrollwork in an aged bronze finish.

And, of course, there are bars. The 84-inch tall L'Etoi|e Bar features a painted Paris street scene and opens
to reveal six drawers and three shelves for displaying glasses and bar ware ($4,300).

The very French, Bertain bar cart ($1,800) is a four-tier cart with two drawers and a tiny ribbonlike brass
gallery rail and is the epitome of elegance.

Chris Madden Collection

Bassett has teamed with Chris Madden, who has earned a reputation as an accessible author, editor and
television host. Her column, Interiors by Design, appears regularly in Homescape.

Madden's comfortable collection is inspired by her new book, "Getaways" (clarkson Potter, $35). The book
and the collection continue the Madden philosophy that we all need to find our special place that offers us a
sense of sanctuary.

The "getaways lifestyle" takes ideas from Madden's homes, as well as the experience she gained designing
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furniture and creating lescapesmforlher Celebrity clients, inclrding Oprah Winfrey,Nl<atie Couric and Toni
Morrison. Bassett describes the collection as "reflective of the relaxed European traditional style with subtle
Asian influences."

"I wanted to show how a getaway can be in a second home or a sanctuary in your own home,“ Madden
said. "A getaway is really what feeds your soul."

The collection of upholstery and case goods has three getaway personalities -- Village, West Indies Cottage
and Manor House.

But no matter what the theme, Madden emphasized practicality. The map table, with side drawers, was
created in three different sizes. The ottoman was inspired by a kilim-covered version she found at the
Salvation Army, but this one has a flip-up top for storage and casters so it can be moved easily.

Although some of the pieces look like much else you will see in the marketplace, there are a few that stand
out. The Bassett customer profile is a woman, age 25-54, with a household income of $62,000 who lives in
a $100,000 home, and the collection promises to give her a higher-end look for a lower price.

Some of the most interesting pieces in the collection Include the chlnolserie Cathay secretary inspired by
one Madden saw in France ($1,499), the Colette writing desk ($500) that is based on an antique in her
home and a matching chair ($250).

The Elysse chair ($699-$999) and ottoman ($349-$499) offer a great look for the price.

The Chris Madden Collection was test marketed in Greensboro, N.C., and will be in stores this month.

Tommy Bahama

The licensing mania doesn't have to be based on a real person. It can also be what the industry calls co-
branding, putting two brands together to create a more powerful entity.

That's what Lexington has done with its new Tommy Bahama Collection, a 57—piece collection priced at the
upper end of the company's line.

Tommy Bahama, a sophisticated casual apparel line worn by golfers Peter Jacobsen, Russ Cochran and
Gary McCord, is known for comfy clothing such as deck shorts, double-pleated plantation pants and
vintage-inspired island print shirts. The product line is sold in specialty stores throughout the country and
four national department stores, including Robinsons-May.

Lexington obviously wants to tap into Tommy's customer base -- well-heeled men and women age 25-60
who embrace a relaxed island lifestyle.

Bob Emfield, Lucio Dalia Gasperina and Tony Margoiis created Tommy's mythical character after they spent
getaway time In Bonita on Florida's Gulf Coast.

"We would look at each other and say, ‘Let's forget about going back,‘ " Margoiis said. "We invented
Tommy because he never had to go back. If he ran out of money, he would go into his closet, sell an old
shirt and buy some more beer.“

This "life is one long weekend" philosophy easily translated into a tropically inspired furniture line that
features vintage-inspired designs that are softened with louvers, cane, rattan and leather wrappings.

"It has got to have the look, style and finish attributed to what we have accomplished in our stores and
restaurants," Ernfield said, noting they only asked Lexington to change a few finishes.

Like Tommy, the colors are soft, laid-back and relaxed. Fabrics feature interesting motifs, such as the
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H dragonfly design onldining chairs and trees.

The most interesting pieces are a metal and rattan bed with palm tree finials ($1,200), a 7—foot-tall
wardrobe with a louvered front that mimics plantation shutters ($2,500) and the Beachcomber cocktail
table made from woven lampakanai with leather and brass accents ($1,150).

Don't expect all this licensing mania to end soon. Furniture Today, an industry trade publication, reports six
more brands will debut in the fall market.

Top Trends

[] English class

Furniture manufacturers continue to explore Europe, landing this time in England. Classic 18th-century
styles are pared down to suit casual lifestyles.

[] Curves ahead

On chests or tables, sofas or armoires, gentle curves create sensual silhouettes.

[] Better by the bunch.

Bunchlng tables, popular in the 19605 and '70s, are back as a flexible alternative to the large cocktail table.

[] Chinoiserie

Ornate Chinese designs hand-painted on European furniture -~ the rage in the 18th century —— are back,
too, marrying Asian pieces with 18th-century European styling.

[] French accent.

Designers say "oui, oui" to the graceful lines of glamorous French furnishings from the 1930s and '40s.

[] Benched.

Elegant benches are everywhere, especially at the foot of the bed.

[] Big and bold.

Houses are larger, and furniture, like Century's 90-inch armoire, is growing to match the scale of bigger

rooms with higher ceilings.

[] Look back.

Watch your back side —- the backs of sofas, chairs and etageres, that is. Dressmaker-detail furnishings look

good from behind when "floating" in large rooms.

[] Dark mood.

Furniture finishes have warmed to coffee tones.

[] Fly buys

Dragonflies are carved into furniture, woven into fabrics, sharing the spotlight with another hallmark of the
tropics —— palm trees.
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Fashion Rocks, an event to benefit LIFEbeat, The Music Industry Fights AIDS, will be held May 28 at The
Raleigh Hotel, 1775 Collins Ave.

The event is being dedicated to Peter Freedman, the manager of the rock-'n'-roll band LIVE, who died at
age 39 from complications from pneumonia and a staph infection.

The performance will begin at 8 p.m. for general admission ticket holders and 7 p.m. for VIP ticket holders.
Emcee Pauly Shore will kick off the show at 9 p.m. and Veruca Salt will perform at 10 p.m. as models show
off the latest Nautica looks on a runway over the Raleigh pool. South Beach disc jockey Mark Leverithal

will provide the soundtrack.

A surprise appearance by a multiplatinum rock band is expected. The festivities will continue through 1
a.m. until the official after-party begins at G-Spot.

The benefit is being presented by Global Venture Partners in association with Tanqueray and Ocean Drive
Magazine.

General admission tickets are $25; VIP tickets are $75.

For more information, call 305-531-7406.
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Fashion pool offers plenty Dally Oklahoman (Oklahoma City, OK) May 21, 2000, Sunday
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HEADLINE: Fashion pool offers plenty

BYLINE: Linda Miller, Fashion Editor

BODY:

NO itsy-bitsy teenie-weenie yellow polka-dot bikini in your
future?

Luckily, swimwear choices are plentiful. As women sort though
the racks for that perfect-fitting suit, they're finding

midriff—covering tank inis (a tank top with a brief bottom),
athletic-inspired tanks, high—necks, bandeaus, boy-leg bottoms and

halter tops, and romantic styles with lingerie straps and sheer
details.

The tankini caught women's attention last year, and it continues
to be one of the summer's hottest hits. It offers the comfort and

feel of a two-piece but with a generously cut brief and more

coverage for those less-than-perfect abs.

"This year, we will feature a slightly longer top that still

keeps that alluring feel of a bikini," said Linda Chan, brand
manager for Jantzen.

Although the tankini's appeal seems to span all ages, it's a

lightweight compared to figure-enhancing suits that offer bust

support, nip the waist, lift the bottom and flatten the stomach.

These suits are becoming more popular - and more plentiful - as

baby boomers demand suits that fit their body types.

One of the first to recognize the need for figure-flattering
suits was Carol Wlor, who introduced her Slimsuit in 1992. It comes

with a tape measure to prove that wearers can actually see a
measurable difference.

Other wearer—friendly suits include Lands’ End's new collection

with Slendertex, Miracle suit, Jantzen Suits Me, Rox anne Signature
Collection and Shapers, JCPenney's private label.

For those who prefer two-piece suits but need a different size
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on top than bottom, shopping has never been easier. Many swimwear
lines, including Kathy Ireland's Mix and Match Collection at Kmart,
rely on the convenience of separates - individual tops and bottoms
- conveniently sold in different sizes and styles.

As is often the case, this year's swimwear trends mimic

ready-to-wear — bright colors, glamour, animal prints, lace and
denim.

With so many choices, maybe the swimsuit shopping ordeal won't
be so traumatic. Now if the stores would just soften that harsh
fluorescent lighting in the dressing rooms.

GRAPHIC: Photo 1: Summer's coolest looks: black-and~white striped tankini bottom and belted silver-and-
black tank. Both from T.J. Maxx. Models from Harrison Gers Modeling Agency. Photos taken at Waterford
Marriott Hotel. Photo 2: In-your-face yellow bikini by Nautica, from Dillard's. Photo 3: Fuchsia tankini with
shirred V-bottom by Athena, from Dillard's. Photo 4: The snakeskin trend extends to swimwear. Bikini and
cover-up by Gottex, from Ruth Meyers Inc.
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BUYER'S GUIDE The Augusta Chronicle (Georgia) May 21, 2000 Sunday
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Here's where you can buy the swimwear by manufacturers in this section:

* Liz Claiborne swimwear is available at Dillard's, Rich's and Macy's department stores. Styles and colors
vary at each location.

* Sirena swimwear is carried by Dillard's, Belk, Macy's and Rich's and other department stores. Phone:
(800) 765-7675.

* Ocean Pacific (Op) suits are available at J.C. Penney, Macy's, Rich's, Dillard's, Belk, Sports Authority and
The Body Shop. Styles and colors vary by location.

2* Tommy Bahama swimwear is sold at Nieman Marcus, Saks Fifth Avenue and Nordstrom department
stores and at resorts, hotels, spas and pro shops. Phone: (800) 647-8688. Web site: tommybahama.com

* Kathy Ireland swimwear is available only at Kmart stores. Phone: (800) 866-0086. Web site: l<mart.com.

* T.J. Maxx is at 3412 Wrightsboro Road, 737-6507. Colors and styles may vary among T.J. Maxx stores
nationwide. Phone: (800) ZTJ-MAXX (285-6299). Web site tjmaxx.com

* The Body Shop is in Augusta Mall, 3450 Wrightsboro Road. Phone: 738-2808.

* Old Navy is at 219 Robert C. Daniel Parkway in Augusta Exchange shopping center, 733-4350. Suits also
can be ordered by phone - (800) OLD-NAW (653-6289) - or from the online swim shop at
www.oldnavy.com.

GRAPHIC: 1. JENNIFER BRUNO/STAFF

Above, Alison Varner watches a shot by Mitch Marchman on the fairway at Forest Hills. She's wearing a
dark—green tankini with white trim and tropical flowers by Beach Lingo ($49.99, The Body Shop).
2. Danielle May wears a multicolored Op bikini (style name Gypsy Passport, $66) as she imitates Isaac
Scott's pose at Python Gym.

3. Elizabeth Gregory, on Jim Hoiton's boat at Lake Springs, wears a black one-piece suit with ruffle trim
($29.99, T.J. Maxx).

4. Natalie McDaniel wears a red and navy two-piece tank suit by Nautica ($80, Dillard's) at Augusta
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Aquatics Center.

5. Ms. Varner wears a two-piece floral~print suit with halter—strap top and skirt-style swim shorts by
Westbound Beach ($60, Dillard's).

6. Ms. May wears a bright-red floral bikini with bandeau top ($ 29.99, 7. Ms. Gregory gets a hit at Lake
Oimstead stadium wearing an orange floral string bikini by Op (style no. B31272, suggested retail $54; $
49.99 at The Body Shop). Third baseman Brady Williams acts as catcher.

8. Ms. May wears a stretch denim triangle bikini with cuffed short bottom detailed with stitching and rivets
by 0P ($70)-
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Cellphone dilemma solved: New clothes will have pockets for must-have gadgets Edmonton Journal
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HEADLINE: Cellphone dilemma solved: New clothes will have pockets for must-have gadgets

SOURCE: Orlando Sentinel

BYLINE: Jean Patteson

BODY:

Millions of North Americans now own cellular phones. Which raises the question: When the phones are not
actually in use, where are they carried?

Many women, needless to say, carry their cellphones in their handbags -- along with the zillion other
supposed essentials they never leave home without. In fact, a great many handbags now are made with
specially sized, easily accessible compartments designed specifically for cellphones.

But men -— aside from a liberated, bag-carrying minority -- are left wondering what to do with their phones
when they're not actually talking on them. Some men clip their phones to their belts, some stuff them into
their briefcases, others simply hold them in their hands ~— hoping, no doubt, for an incoming call to justify
the phone's being there.

But if men can hold the line until the fall, their problem will be solved. Many of next fall's jackets, coats and
even sweaters are being designed with special cellphone pockets.

The pockets -- deep and narrow to hold cellphones snugly -- will be featured on the inside of business suits
by Brooks Brothers, on the outside of casual denim suits by Ron Chereskin, as a detachable option on
jackets by Nautica, and on the sleeves of sweaters by Wilke Rodriguez.

"Techno clothes are all the rage in Europe. Most of the major manufacturers are doing utilitarian concepts.
It's part of the urban-cool look," said Tom Julian, a New York trend analyst.

At first, the pockets that were part of the techno-utilitarian look were more decorative than functional. But

before long, designers started shaping and sizing the pockets for specific purposes -- to accommodate the
usual wallets, pens and passports, but also tekkie gizmos such as electronic organizers, CD players and
cellphones.

Cellphones have become part of today's lifestyle, said David Chu, designer of the popular Nautica
menswear line. "It just makes sense to design functional clothing that works with today's lifestyles," he
said.
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Many coats and jackets in the fall Nautica line will feature cellphone pockets -— either built into the
garment or as detachable, Velcro-backed pouches. Nautica also will offer men's shoulder bags and
backpacks with detachable cellphone cases.

Similar offerings will be made by trendy lines such as Tommy Hilfiger, Kenneth Cole, CK Calvin Klein, Ron
Chereskin and Slates. The new, youth-oriented Levi Strauss brand, L2, is even putting cellphone pockets in
its jeans.

Some designers have jumped the gun and already are providing cellphone pockets. You'll find them in Hugo
Boss suit coats and Banana Republic trench coats, on the sleeves of Wi|l<e Rodriguez linen jackets, on the
sides of shorts by Daniel Cremleux, and in tuxedo jackets by Fubu.

GRAPHIC: Photo: Knight Ridder-Tribune; Designers have solutions to the problem of how to carry a
cellphone.

LOAD-DATE: March 26, 2002

Source: News & Busigess > Combined Sources > News, All (English, Full Text) Ci}
Terms: nautica and date(geq (1/1I2000) and leq (12I31I2000)) (Edit Search | guggest Terms for My Search)

\fiew: Full

Daleffime: Thursday. June 22, 2006 - 6:32 PM EDT

L - N ~ E, About LexisNexis | Terms Bl Conditionsems eX'S' (_2gp_yrlght ©_ 2006 LexisNexls, a division of Reed Elsevler Inc. All rights reserved.

http://www.Iexis.oom/research/retrieve?_m=658b7cf9c70d3ae9fefc132b35a64cc7&docnu1n=] O96&_fints... 6/22/2006



Search - 1788 Results - Nautica Page ] ofg

Source: l£\~_sLE.32sissss._ > Combined Sources > News, All (English, Full Text) II}
Terms: nautica and date(geq (1I1l2000) and Ieq (12l3'lI2000)) (Edit Search | figggesl Terms for My Search)

~FSelect for FOCUST“ or Delivery
El

GENESCO STOCK SOARS WITH EARNINGS The Tennessean May 24, 2000 Wednesday
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By GETAHN WARD

STAFF WRITER

Shares of Genesco Inc. yesterday rose 12% after the Nashville-based company exceeded first-quarter
earnings expectations.

Genesco also said that it is selling its leather tanning and finishing operations to focus on the core business
of retail and the marketing of branded footwear.

For the first quarter that ended on April 29, the company reported net earnings of $6 million or 25 cents a
share vs. $4.1 million or 16 cents for last year's first quarter.

On average, eight analysts polled by First Call/Thomson Financial had expected earnings of 19 cents a
share for the recent quarter.

Genesco shares yesterday hit a 52-week high of $16.31, before ending the day at $15.81, up $1.75.

The company said it expects to take a $2 million-$3 million after-tax charge to its second—quarter earnings.
The after-tax charge is related to the sale of the Volunteer Leather Co. operations to Red Wing, Minn.-
based S.B. Foot Tanning Co.

"The expected divestiture of the leather business allows us to be more focused on our core competencies,"
said Ben T. Harris, Genesco‘s chairman and CEO.

Genesco said it expects a net cash flow between $5 million to $6 million from the transaction.

Sales from the leather business were nearly $5 million for the recent quarter that ended on April 29, down
from nearly $5.3 million for the year-earlier flrst quarter. The unit posted a pretax loss of $279,000 vs.
pretax earnings of $200,000 for last year's period.

With plans in Milan, Tenn., and Whitehall, Mich., the leather business accounted for 4% of Genesco‘s net

sales last year. The Milan operation employs 75 people, and will remain open. The unit's tanned leather
products are sold mainly to military boot makers.
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Overall, Genesco's net sales for the recent quarter rose 17% to $151 million from $129 million a year ago.

Company officials attributed the increase to strong performance of Genesco's stores, led by a 47% increase
for its Journeys footwear chain for teens.

The company yesterday raised its sales growth target to about 15% to 20% annually, compared to the
previous 10% to 15%.

Genesco operates 724 U.S. footwear retail stores including Journeys, Johnston & Murphy and Jarman and
sells wholesale footwear under the Johnston & Murphy, Dockers and Nautica brands.

Getahn Ward covers public companies for The Tennessean. He can be reached at 726-5968 or
gward@tennessean.com

GRAPHIC: CHART BY HYANGSOOK LEE; STAFF
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Fashion Rocks, an event to benefit LIFEbeat, The Music Industry Fights AIDS, will be Sunday at the Raleigh
Hotel, 1775 Collins Ave.

The event is being dedicated to Peter Freedman, manager of the rock—and-roll band Live, who died at 39

from complications from pneumonia and a staph infection.

The show begins at 8 p.m. for general admission ticket holders and at 7 p.m. for VIP ticket holders. Emcee

Pauly Shore will kick off the evening at 9 p.m. and Veruca Salt will perform at 10 p.m. as models show off —
the latest Nautica looks on a runway over the Raleigh pool. South Beach disc jockey Mark Leventhal will

provide the soundtrack.

The evening also includes a wrap party for the new film In the Shadows, starring Cuba Gooding Jr.,

Matthew Modlne, James Caan and Joey Lauren Adams. VIP guests will mingle with stars at a private

reception catered by South Beach restaurants Joia, Tantra, The Strand and Bambu.

A surprise appearance by a multiplatinum rock-and-roll band is expected.

The festivities will continue through 1 a.m. until the official after-party begins at G-Spot.

The benefit is being presented by Global Venture Partners in association with Tanqueray and Ocean Drive
Magazine.

General admission tickets are $25; VIP tickets are $75.

For more information, call 305-531-7406.
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AH, THE BEACH—-surf, sand, and surprisingly bad clothing. We don't know why but somehow it's possible

for a man who has impeccable taste in business attire to think that a pair of knee~|ength Jams in a
psychofloral print and a pair of drugstore-bought sunglasses that'll make him look like an off-duty member
of CHiPs are the perfect accompaniments to that newly bought Benz CL500 and the beach house in Watch
Hill. Now, listen, we know the beach can be a little anxiety, inducing, particularly if you've laid off the Tae—
Bo for a while, but trust us——you're not going to deflect attention away from what a season of osso bucco

can do to your body by looking like Bozo the Clown on holiday. The trick (and it isn't really a trick; you can
and should apply this to most everything) is to keep it simple. A well-proportioned pair of swim trunks,
sunglasses that both complement your face and keep you from getting cast as an acting coach in The Ray
Charles Story, and some sunscreen that'l| keep the phrase "Oh, yes, sir, the oncology ward is down the hall
to the right" a figment of your imagination are really all you need when sitting poolside on Kauai (that, and

probably another zombie).

Swim trunks The best swimwear, not unlike nature or a wino, strives for balance. On one end of the

spectrum lie surfer's trunks, with an exaggerated length that makes them the aquatic equivalent of
knickers. On the other end: bikini briefs, which leave nothing to the imagination, in a particularly

frightening way. The swim trunks shown here follow a Zen—like middle path. By using a classic cut that's
been updated with new fabrics and colors, they're not so long that you'll look like an extra from The
Endless Summer, nor so formfitting that you'll be sporting a banana hammock.

a. Not all yellows are created equal. Taxicabs are yellow-—so are Ferrari 350 Modena Spiders. Bathing suits
at Kmart are yellow-—so is this one. Nylon trunks ($ 144) by Prada Sport. b. Gray might not be your first
idea for a swimsuit, but think how nice it'll look with that stainless-steel diving watch you have. (You don't
have one? Go take a look at some of the latest offerings on page 32.) Polyester trunks ($ 175) by Louis
Vuitton. c. These trunks steal from the best of surf-wear tradition by including a drawstring waistband.

Mind you, that doesn't give you the right to break out the seashell necklace and the rope bracelet. Nylon
trunks ($ 118) by Emporio Armani. cl. of course, boys on the longboard aren't the only inspiration for
bathing suits; this one takes its cues from running shorts and other athletic apparel. Nylon trunks ($ 110)
by Etro. e. The classic uniform. Yes, it'll make you look more like a lifeguard, but-—and this is important--it
won't make you any more able to save that guy caught in the riptide. Nylon trunks ($ 37) by Birdwell.

a. All black and all business—-you can pretend you're a Navy SEAL. Nylon trunks ($ 190) by Tom Ford for
Gucci. b. Wear shorts like these a bit lower on the waist--though not so low that you look like a plumber.
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Cotton-and-nylon trunks ($ 32) by Nautica. C. A flat waistband (as on this pair) prohibits blousing. Cotton-
and-nylon trunks ($ 100) by Zegna Sport. d. This suit is equally fit for catching a wave or, with a cotton
sweater, a couple dozen Wellfleets for dinner. Cotton trunks by Michael Kors. e. Dream of strapping a board
to the top of a '55 Chevy Nomad? Wear these. Nylon trunks ($ 40), Polo by Ralph Lauren. f. If your tastes
tend toward the varsity look, check out this suit with the sporty racing stripes. Nylon trunks ($ 150) by
Salvatore Ferragamo. g. Beefy nylon fabric makes this suit more rugged (and less see-through). Nylon
trunks ($ 300) by Hermes. ‘

1. Yeah, we've heard it all before. "I don't need sunscreen." "I don't burn." "Just a little 30-weight and I'm
fine." Keep it up and you'll be hearing stuff like "biopsy," "malignant," and "melanoma." SPF 15 sun swipes
($ 28), SPF 15 ultrasensitive body block ($ 22), and SPF 30 solar—defense booster ($ 30) by Dermalogica.
SPF 30 sunscreen lotion ($ 15) by Biotherm.

2. Does the su n‘s warm glow bring you that much closer to Mother Earth and her glory? Ol<ey—dokey, star
child, then you'll be a big fan of these products, which are made out of wa|nut—shell extract, oil of nutmeg,
and other eco—friendly materials. SPF 15 daily light guard ($ 17), self-tanning cream ($ 17), and SPF 15 lip
saver ($ 8) by Aveda. Summer vacation self tanner ($ 18) and SPF 15 sunscreen ($ 17) by Origins.

3. For those of you who are hell-bent on looking more like George Hamilton than even George Hamilton
(you know who you are), we offer these heliophilic sunscreens that are sure to get you more bronzed than
a pair of baby shoes. SPF 4 protective bronzing mist ($ 29) and SPF 23 oil-free sun-shelter lotion ($ 25) by
Chanel. SPF 25 lotion for the body ($ 19) and SPF 15 oil-free sun spray ($ 19) by Estee Lauder.

4. Any physical activity beyond waving the cabana boy over for a refill requires these products, which have
more-sporting characteristics, like enhanced moisturizing and water resistance. SPF 20 oil-free sunblock ($
25) and SPF 30 ultralight oil-free sunblock ($ 6) by Peter Thomas Roth. SPF 24 waterproof sun protection
($ 20) by Brandt. Klaus Heidegger's SPF 30 water-resistant skin protector ($ 29) by Kieh|'s.

"ButI always lose sunglasses ...“ We know, it's hard. Here's a suggestion: Don't. A well—made pair of
shades will protect your eyes from harmful UV radiation far better than those bought at a checkout line
(which have all the protectiveness of Saran Wrap darkened with a Magic Marker and have all the
styllshness of a militia). The sunglasses we've assembled here are hybrids. Designers have taken the
plastic wraparounds of the Easy Rider era and blended them with the metal frames of aviators. The result is

somewhere between Peter Fonda and Steve McQueen, which, you have to admit, isn't really a bad place to
be.

a. Without getting too sci-fi, these frames update the traditional sunglass shape. Sunglasses ($ 119) by
Ray-Ban. b. For comfort and durability (and just because it's different), these frames are made out of

rubber. Sunglasses ($ 130) by Emporio Armani. c. vaguely military, these frames look like what you would
have bought at the PX in Nha Trang. Sunglasses ($ 220) by Ralph Lauren Eyewear. d. Avoid the Aristotle
Onassis effect: Wear appropriately sized sunglasses like these. Sunglasses ($ 200) by Calvin Klein. is. with
these wraparounds with their futuristic cutout sides, you'll feel as if you're in The Matrix II Sunglasses ($
159) by Web. f. Steel often projects a cooler, more modern image than other materials. Sunglasses ($ 160)
by Nautica. g. Tortoiseshell frames are less The Matrix, more The Talented Mr. Ripley. Sunglasses (:1; 185),

Carrera Sunglasses by Safilo. h. Know this: wider-looking frame, slimmer—looking face. Sunglasses ($ 180)
by Gucci Eyewear.
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HEADLINE: Who's that Nautica Girl?

HIGHLIGHT:

Nautica Girls‘ fall 2000 line is being produced by Hampton Industries "Girls' Life" magazine is involved in

interactive publicity

BODY:

NAUTICA GIRLS IS JOINING FORCES WITH GIRLS‘ LIFE, a leading consumer publication for today's ‘tween

girl, to launch "Nautica SmartGirl," a unique, interactive publicity event slated for the 2000 Back-to-School
season. Embracing the spirit of youth, empowerment and individuality, the event centers around a ten-city
U.S. mall tour to kick off this July in Miami and wrap up late August in New York City. Young girls are
invited to come out for a day of fun and fashion, and to take to the catwalk to model looks from the
Nautica Girls fall collection, produced by Hampton Industries. The runway spectacle will be accompanied
by live D35, celebrity guests and promotional gift giveaways. Each participating girl will receive a savings
certificate to put toward the purchase of the latest Nautica Girls fashions for the new school year, along
with a gift package featuring a "denim customization kit" that includes decorative studs and gems, which
young girls can use to embellish and personalize their denim wear. A comprehensive online offering, direct
marketing effort and strategic advertising campaign will lend additional promotional support to the
upcoming Nautica SmartGiri program.

photo omittedcopyright 2000 Fairchild Publications, Inc., a subsidiary of Advance Publications,
Inc.Copyright 2000 Fairchild Publications, Inc., a subsidiary of Advance Publications, Inc.187
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Community-minded: Discover Mills announces contributions The Atlanta Journal and Constitution June 7,
2000, Wednesday,
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HEADLINE: Community-minded: Discover Mills announces contributions

BYLINE: Don Fernandez, Staff

SOURCE: AJC

BODY:

Eschewing a traditional groundbreaking, Discover Mills officials took a moment Tuesday to detail what the
retail complex will contribute to the community aside from another shopping fix.

The Mills Corp., which is developing the project, announced a donation of B 1/2 acres of green space near
the site to Gwinnett County. A benevolent agency also received aid and the promise of a continuing
partnership.

Annandale Village, an organization that provides developmentally disabled adults with vocational training
and skills, received $ 25,000 from Discover Mills.

The money will be used to help fund the facility and expand the Sheltered Workshop, which helps the
nearly 100 residents at Annandale Village learn job skills and secure employment with local businesses.

"We wanted to help a charity that gave back to the community more than it took in," said Erick Collazo,
vice president and development director for the Mills Corp. "We felt Annandale Village was a great benefit."

The gift extends beyond cash.

Discover Mills will also hire Annandale Village residents to work in service capacities at the shopping
complex once it opens in fall 2001.

The partnership was welcome news to Chuck Lotz, chairman of the board of directors at Annandale Village.

"It's absolutely fabulous," he said. "I have to hand it to Discover Mills. We're looking forward to a long—term

partnership."

The 136-acre Annandale Village complex is in Suwanee off Satellite Boulevard and Ga. 316.

The first four tenants for the shopping center were announced two weeks ago, and little else was revealed

about the retail list at the ceremony.

Bass Pro Shops Outdoor World, F.Y.E. For Your Entertainment, Jillian's and Off 5th-Saks Fifth Avenue Outlet
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are the first takers for space. Nearly 200 tenants, entertainment venues and theme restaurants will be part
of the complex. Typical merchants at other Mills locations include outlets for Nautica and Banana Republic
as well as Bed Bath & Beyond.

As retailers have bombarded the company with interest in the shopping center, any qualms that Gwlnnett
was already saturated with shopping have been dismissed.

“This one is a little different in that it's relatively close to Gwlnnett Place and the Mall of Georgia," said Jim

Dausch, senior executive vice president of development for the Mills Corp. "A lot of people thought we'd
have problems getting merchants. But that hasn't been a problem. I'd take a site like this anytime."

Discover Mills will be the first shopping center in the country to be branded with a corporate sponsorship.

Executives from the credit card company were also on hand at the ceremony to meet and greet the
community.

Construction costs for the project are expected to total $ 170 million. Discover Mills is expected to generate

nearly :5 300 million in sales during its first year and provide 29,000 jobs during its first 10 years of
operation.

GRAPHIC: Map
GWINNE'l‘l"S NEXT MALL

Map of Gwinnett County pinpoints the location of the future site of Discover Mills; inset map of metro

Atlanta pinpoints the area shown in the larger map./ ROB SMOAK/ Staff
Photo

Announcement ceremony: Discover Mills officials spoke Tuesday about plans for charitable community

partnerships./ T. LEVITTE BAGWELLI Staff
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ALL FOR NAUTICA The New York Post June 8, 2000, Thursday
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LENGTH: 54 words

HEADLINE: ALL FOR NAUTICA

BODY:

GRAPHIC: Hot young actresses Shannon Elizabeth (left) and Jill Hennesy turn jeans queens for a day as
they help the Nautica Jeans Co. launch its fall line of denim-based fashion here last night. Shannon's
starring in the upcoming flick "Scary Movie," while Jill's still winning raves on "Law & Order." Dave
Allocca/DMI
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Actors strike gets more foundation from Unilever The Hollywood Reporter June 08, 2000
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HEADLINE: Actors strike gets more foundation from Unilever

BYLINE: David Robb

DATELINE: The cosmetics branch of one of the world's largest advertisers

BODY:

Unilever _ has signed an interim agreement that will allow it to produce commercials using union talent
during the ongoing actors strike, SAG sources said Wednesday.

SAG and AFl'RA announced last week that a "major cosmetic advertiser began producing all of their
commercials starting this week under an interim agreement," but the unions refused to identify the
company.

The unions claim that more than 1,400 companies have signed their interim agreements but have only
identified two: the firms that are producing the presidential campaign ads for Vice President Al Gore and
Texas Gov. George W. Bush.

Union officials said they are reluctant to identify companies that sign their interim pacts because they don't
want them to be harassed by the ad industry, which has urged companies not to sign the interim
agreements.

On Wednesday, however, SAG sources said that Uniiever's cosmetic branch had signed the interim pact.

Unilever is a huge company with numerous divisions. It makes Lipton tea, Dove soap, Ragu sauces, Breyers
ice cream, Suave shampoo and Calvin Klein cosmetics. On Tuesday, Unilever bought the Bestfoods
company for $20.3 billion.

On March 7, Unilever announced that it had created a new company, Unilever Cosmetics International,
which comprises two distinct product lines: Calvin Klein Cosmetics and a new unit called Unilever Prestige,
which will market fragrances and cosmetics under the Nautica brand name. Unilever also makes perfumes
and cosmetics through the Elizabeth Arden Co.

SAG sources would not say which Unilever cosmetic line is producing commercials under the unions‘ Interim
agreements.

The unions, meanwhile, picketed the Mattel toy company's annual shareholders‘ meeting in El Segundo,
Ca|if., on Wednesday.

Several high-profile union members _ including actor Elliott Gould _ were allowed inside to address the

meeting, while outside on the picket line, striking actors chanted: "Barbie is a scab employer."
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About 75 strikers also plcketed a commercial for Pringles potato chips that was shooting Wednesday at a
home on Rossmore Avenue in Los Angeles.
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Getting into the swim of things; Take the plunge into swimwear with lots of styles to choose from Hamilton
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BYLINE: Kellie Ann Zupet

BODY:

Imagine you are one of the chosen few to compete on the new television adventure, Survivor. You look

forward to spending a few weeks secluded on a tropical island with only your determination and wits to
keep you alive.

You are alone except for your fellow Castaways, a fair sized television crew and a couple of million cable
subscribers.

How will you single yourself out as the lone survivor, defying the odds and garnering the million dollar (that

is US dollars) prize?

Your experience as a Navy Seal will not save you from being axed by a tribal council and banished from the

isle, nor will your skill as a fisherman or even your ability to make a shelter out of beetle dung.

Perhaps the one thing that can get you a little closer to the cash is your fabulous swimsuit.

After all, the viewing public can be easily swayed by bright colours or hold prints and a matching sarong will

work as a pretty spiffy hammock in a pinch.

Spaghetti strapped, strapless, or sporty, there is just no denying the bikini bathing suit is the swimwear
that will be turning heads this season.

At the designer collections there was no shortage of Amazon-like models strutting down the catwalk in itsy
bitsy bright bikinis.

A few designers were so enthused over the skimpy swimwear they sent models onto the runway with bikini

tops and either shorts, skirts or jeans on the bottom, indicating that, in their opinion, this was perfectly
acceptable day to disco wear.

If the message from the catwalk is that the bikini is hotter than ever and we had all better work on our

tans, then the underlying theme was that brilliant colours and interesting shapes serve to make bathing

suits look as good at the pool bar as they would if they ever actually hit the surf.
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All great news if you are under 25 and have Kate Moss ringing you for diet tips.

However, for those who would rather be abducted by terrorists than put on a bikini, there is also some
rather good news.

Even though the bikini rules the waves, designers realize many of their customers are not comfortable
without more coverage.

They have, therefore, used the same fun, bright, colours, punchy prints and modern interesting shapes to
create alternatives. Deeply v'd one-piece suits with matching sarongs have as much sex appeal as a bikini
and more coverage.

Tankini's are still swimming along in popularity with the addition of longer triangle tops to give them a fresh
new look, and boykini's and sport style one piece suits continue to win favour with consumers. The

swimwear industry has also learned to take figure concerns seriously. They have developed gel bra tops for
numerous swimsuits to take the place of some less natural looking padded cups and have begun using the
slimming effects of stretch fabrics to smooth out troublesome tummies.

Splashing out on a bathing suit doesn't have to leave you drowning in debt. Prices range from the low two-
figures for something cheap and cheerful to the high three-figures for a suit with a designer label.

Fabulous floral prints, bold stripes and eye—catching patterns can all be had in various price ranges. The
trick is to shop well and be sure to go through the typical change room torture until you find a suit that
really thrills.

Spending an entire afternoon combing the shops for a perfect swimsuit and emerging with ego, body image
and self confidence in tact, now, that is the test of a real survivor.

Kellie Ann Zupet is a freelance fashion writer

GRAPHIC: Photo: Scott Gardner, the Hamilton Spectator/Models From Vogue Models and Talent/Photos
Taken at the Loffts; Strapless, string or sporty, bikinis will be turning heads on the beach this summer. This
OP string bikini sells for $124.95.; Photo: Photos by Scott Gardner, the Hamilton Spectator; Bikini Village
tangerine floral one piece suit is $89.95. Matching sarong skirt is $39.95.; Photo: Photos by Scott Gardner,
the Hamilton Spectator; Nautica triangle top bikini is $149.95; Photo: Photos by Scott Gardner, the
Hamilton Spectator; Baltex lemon-lime tube top bikini is $39.99. All bathing suits shown are available at
Bikini Village.
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Clothing firms in deal The Times Union (Albany, NY) June 14, 2000, Wednesday,
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HEADLINE: Clothing firms in deal

BYLINE: --; Dow Jones News Service

BODY:

NEW YORK -- Apparel maker Phillips-Van Heusen Corp. said Tuesday it agreed to license the Arrow brand of
dress shirts from Ciuett American Corp. and acquire Ciuett's Ciuett Designer Group unit for an undisclosed
amount. Phillips-Van Heusen, based in New York, makes and sells apparel and footwear under such brands
as Van Heusen, GH Bass and Izod. It had revenue of $ 1.27 billion in the year ended Jan. 30.

Privately held Ciuett American, which is also New York based, designs, makes and markets Gold Toe brand

socks and licensed apparel brands in the United States that include Nautica and Jockey.

Ciuett Designer, which is the licensee for Kenneth Cole dress shirts, generates $ 100 million to $ 110
million in annual sales, Phillips-Van Heusen said.

The deal is scheduled to close next month.
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FRAUGHT WITH TALENT. HERE, A SNAPSHOT OF WHO'S WHO IN MEN'S WEAR FOR THE NIGHT; Brief
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Men's Wear Designer of The Year

Kenneth Cole

AGE: 46

KNOWN FOR: Building a brand from the ground up. He turned a successful footwear/accessory brand into

one of the biggest forces in men's apparel, translating some of fashion's favorite trends into wearable,

salable sportswear. Resurrected the $ 595 suit.

WHAT'S NEXT? Kenneth Cole will sign a license by year's end for men's and women's fragrances as well as

unlisted.com, a new young men's line. Two new retail stores are set to open this year: Rockefeller Center in

fall 2000, Philadelphia in August. His new Manhattan showroom will open on 11th Avenue in July.

Marc Jacobs

AGE: 37

KNOWN FOR: Classic, preppie sportswear with a rock-and—roll flair. The quintessential downtown designer
has gone decidedly international, with dual designing duties for his own label and his much-heralded work
for Louis Vuitton.

WHAT'S NEXT? Jacobs will launch men's and women's underwear for fall 2000. His men's wear flagship

store on Bleecker Street in Manhattan will open in September during the collections, and new stores in San

Francisco and L.A. open this summer.

Helmut Lang
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AGE: 43

KNOWN FOR: Stark, ultra-utilitarian clothes. "Fashion should be elegant," Lang has said, "but it shouldn't
lose a sense of the eccentric." The Austrian designer sold a 51 percent stake of his house to Prada Group a
year ago, which Lang refers to as "the perfect partner."

WHAT'S NEXT? Patrizio Bertelli, Prada Group's chief, said he plans to open freestanding Helmut Lang
stores, launch accessories collections, cut licenses and boost the designer's ad budget substantially.

International Award

Jean Paul Gaultier

AGE: 48

KNOWN FOR: French fashion peacock. Irreverent, sexy men's and women's sporswear and couture. His
signature striped sailor look is recognized worldwide and his relationship with pop music was cemented
when he designed the cone bra and other costumes for Madonna's 1990 world tour.

WHAT'S NEXT? Gaultier is preparing for his Paris couture show and currently location scouting for a store
site in Manhattan, with plans to open by 2001.

Miuccia Prada

AGE: 53

KNOWN FOR: Being the touchstone for the minimalism style movement. She's the unlikely fashion icon, shy
and unassuming. Prada takes simple, utilitarian style and creates a revolution in everything from molded-

sole shoes to plnstriped suits.

WHAT'S NEXT? In October, Prada will launch a skincare line packaged in single-dose units, expected to

generate $ 10 million at retail in its first year. Prada will open new stores next year in the U.S. —- Soho and

Los Angeles -- adding to the current 11 Prada, Miu Miu and Prada Sport stores here. Will launch prescriptive
eyewear later this year.

Jil Sander

AGE: 57 KNOWN FOR:

Sophisticated minimalism. The cerebral German designer recently resigned as chairman and chief designer

of the fashion house she founded more than two decades ago, citing irreconcilable differences with Prada

chief Patrizio Bertelli, majority owner of Sander's company.

WHAT'S NEXT? That's the question on everyone's lips.

Perry Ellis Award for Men's Wear

Jason Bunin

AGE: 31

KNOWN FOR: Taking chances with his bold, sexy, colorful sportswear. Winner of the Fashion Group

International "Menswear Rising Star Award" and widely considered to be a designer to watch.

WHAT'S NEXT? Bunin is exploring business possibilities with investors and will add a small women's
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grouping for spring/surrimer; He has a new relatiovnship with accessories designer Rafe Totengco,
who will design accessories for Bunin's upcoming runway show.

John Varvatos

AGE: 44

KNOWN FOR: Fusing Old World styling, utilitarian function and the most luxurious fabrics for a

contemporary collection that provides a big sartorial bang for the buck. After nearly two decades working
behind the scenes at America's premier fashion houses -~ Ralph Lauren, Calvin Klein and Nautica --
Varvatos burst onto the men's wear scene in February with his first eponymous men's wear collection.

WHAT'S NEXT? Varvatos will open his flrst retail store, at 149 Mercer Street, in September. Future business
plans have a wait—and-see approach as Varvatos is eager to ship his flrst season: "We're making sure
everything is right and we are executing it correctly, and then we'll go from there."

Sean "Puffy" Combs

AGE: 30

KNOWN FOR: Sampling. The same technique that brought him notoriety in the music industry has spurred
his Sean John line. A little bit Fubu, a dash of Fendi and a nod to Tammy define his over-the—top fall
collection, heavy on leather, fur and sex appeal. Mr. Jennifer Lopez.

WHAT'S NEXT? Puff Daddy launches his children's line, Sean John Shorties, this fall; women's‘ is slated to
launch for fall 2001. Also scheduled to launch men's underwear, hosiery and loungewear for holiday.
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These new designs are really trashy.
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BODY:

The latest designs from the top fashion houses are trashy. And we're not talking about the current

collection of see—through slip/dresses hanging off of slutty—|ooking models.

These really are trash. Some of the fashion world's most elite designers have forgotten all about silk and

sequins, turning instead to garbage to create their trendy attire. The results will be displayed for the benefit
of fashion lovers and recycling junkies alike at this weekend's Fashions From Trash show at the Denver
Pavilions.

The featured attire, which ranges from evening gowns to everyday wear, was made by students with the

help of Oscar de la Renta, Tommy Hilfiger, Vera Wang, Nautica and other prominent designers as part of

the Master Apprentice Collection. The program pairs aspiring designers with professionals to make eco-

friendly clothing out of Ecospun, a fiber created from recycled soda and water bottles.

These funky fashions aren't for sale, though; the purpose of the show is to encourage people to recycle and

to buy products made from recycled materials, says Sloan Clark, who's handling the event's public relations
from New York City.

EcoSpun was introduced in 1994 by Wellman Inc., a nationwide recycler that reportedly has been able to

save around three billion plastic bottles from landfills by using them to make the fiber, which is then used

to make a number of products, including carpet, home furnishings and clothing. Denver is one of five cities

chosen to host the Fashions From Trash show (which premiered four years ago) because of the success of

Denver Recycles and because Mayor Wellington Webb has declared June Recycling Month. (Visitors who

bring four plastic soda or water bottles to the Pavilions between 11 a.m. and 2 p.m. will get a free T-shirt

made from Ecospun.)

"I was surprised, but these are top—quallty fashions," says Charlotte Pitt, a spokeswoman for the Denver

event. "They're high—class, modern designer clothes."

And trashy!

Fashions From Trash
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For information, call Denver Recycles at 303-640-1678
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IT'S B!:‘l"7ER TO BE A CONTRARY INVESTOR Sun-Sentinel (Fort Lauderdale, FL) June 19, 2000, Monday,

Copyright 2000 Sun~Sentinel Company
Sun-Sentinel (Fort Lauderdale, FL)

June 19, 2000, Monday, Broward Metro EDITION

SECTION: YOUR BUSINESS, Pg. 18

LENGTH: 321 words

HEADLINE: IT'S BETTER TO BE A CONTRARY INVESTOR

BYLINE: Julius Westhelmer, The Baltimore Sun

BODY:

Are you often swayed by the crowd when investing in the stock market?

"Objectivity is a tender, fragile reed in the face of prevailing Wall Street winds," says the Hulbert Financial
Digest, "and to keep from being swept away, determine your ‘exit strategy‘ before buying any stock."

The article advises investors to be contrarians, adding, “at the exact bottom of the 1973-74 bear market,

with the average stock down over half and the average P/E ratio at seven times earnings, bullish advisers
were a rare breed and hard to find. The majority is often wrong, especially at market~turning points."

What's hot; what's not \

Do initial public offerings tempt you? Be careful. The June issue of Working Woman says, "Hype aside, ‘hot’
new issues aren't always what they seem. Ninety percent of hot deals go to big institutions, and the
remaining IPOs offered to individuals are the riskiest of all. Rule of thumb: You probably don't want any IPO
you can get shares of."

After being bounced around in this wild market, many investors are looking for conservative growth stocks.
The American Association of Individual Investors Journal lists these choices: Sara Lee Corp., J.C. Penney

Inc., Texas Utilities Co., Allstate Corp., Host Marriott Corp., Office Depot Inc. and Sears, Roebuck & Co.

"Consumers must pay a premium for branded apparel, but investors can buy shares of clothing
manufacturers at steep discounts," says Forbes. Under "Out of Fashion," the article lism Jones Apparel
Group Inc., Liz Claiborne Inc., Nautica Enterprises Inc., Polo Ralph Lauren Corp. and Tommy Hilfiger Corp.

Talk about money

"Talk over your finances with your future spouse," says Financial Perspectives. "Financial conflicts -— not low
income -- are the major cause of divorce. Be honest about your debts, spending habits and how household
money will be managed."

—- Julius Westhelmer, The Baltimore Sun
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WHAT'S YOUR SIGN? The Denver Post June 22, 2000 Thursday

Copyright 2000 The Denver Post

All Rights Reserved
The Denver Post

June 22, 2000 Thursday 2D EDITION

SECTION: SCN; Pg. E—O1

LENGTH: 550 words

HEADLINE: WHAT'S YOUR SIGN?

BYLINE: By Suzanne Brown, Denver Post Staff Writer, FASHION,

BODY:

Most women will tell you that shopping for a bathing suit is among the worst experiences they endure in

the name of style and fashion.

Sure, we appreciate what manufacturers have done to make suits that flatten our tummies, hide our hips

and give our breasts a boost. But what if you just can't see yourself wearing a suit with a skirt or a built-
in bra?

We propose a new way of selecting swimwear. Choose a suit according to your poolside lifestyle and stop

worrying about your figure. Highlighted are three such styles for summer 2000.The Flirt

She's friendly to everyone from the little kids to the ladies who do laps. Her summer days revolve around

the pool. She has a wardrobe of swimsuits and likes mix and match pieces to get extra mileage from
them.

Suit: Itsy bitsy bikinis, polka dots optional; triangle top bikini, bandeau bikini, string bikini, boy shorts.

Labels — Anne Cole, La Bianca, Ralph Lauren, Surfside Separates, Sideout, Tommy Hilfiger. Styling —

Charming prints in checks, Hawaiian and tropical motifs, details like ties, ruffles, skirts.

Accessories: Floral-trimmed flip-flops, muies, triangle scarves, ponytail holders, a shiny tote or straw bag.

Coverup: A little scarf to tie around the hips, skirt, sheer swimdress.

Props: Pool floats, swim rings, teenage boys.

Beverage: Anything bubbly.

Tan: Gets a little sunburned, butjust on her nose and shoulders.Snake Charmer

You won't find her getting near the water. It would ruin her hair and makeup. She can't be bothered with

sports any more strenuous than a little poolside gossip with friends.

Suit: Reptile print bikini, metallic tank suit with cutouts, one-shoulder maillot, halter two-piece. Labels -
bebe, Calvin Klein, Gucci, Moschlno, Norma Kamali. Styling - snakeskin and animal prints, gold and silver,
rich colors as well as black and white, mesh inserts and Brazilian-cut bottoms, which offer more coverage

http://www.1exis.com/researcll/retrieve‘?_1n=028791f773fddcbld12ce17c3d13 0O9c&docnum=926&_fmts... 6/22/2006



Search - 1788 Results — Nautica Page 2 of2

than a thong but less thanla bikini.

Accessories: Oversized aviator sunglasses, high-heeled mules, head wraps, gold bangle bracelets,

oversized hoop earrings, ankle bracelet, a purse.

Coverup: A spritz of Gucci Rush.

Props: French Vogue, cell phone.

Beverage: Something dry, like a martini.

Tan: St. Tropez-she's never given up aspirations of being the Bain de Solell model.

The Player

This woman is ready for the summer games to begin. She's up for any water sport and will compete on
sand volleyball courts, too. Her suits have to fit well and allow her to perform at her peak.

Suit: Two-piece with bra top and fu|l—cut bikini bottoms, boy shorts or lace-front board shorts, tankini,
racer-back tanksuit with quick—dry shorts. Labels - Mossimo, Nautica, Nike, Polo Sport, Speedo. Styling -
bright colors (especially red, white and blue), stripes, Hawaiian prints, functional fabrics and details such
as shelf bras for support.

Accessories: Wraparound shades, baseball cap, bucket hat, sport sandals.

Coverup: T-shirt from favorite college intramural team.

Props: Volleyball, Frisbee—playing Labrador retriever, knee brace.

Beverage: Gator-Ade.

Tan: Wears a strong sunblock, but in the heat of competition, sometimes forgets to reapply it.

GRAPHIC: PHOTOS: Photographer: Craig Walker; Stylist: Heather Krafft; Model: Jackie/Donna Baldwin;
Location: The Breakers Citrus string bikini, 3; 64; matching skirt, $ 59, from Everything but Water. Python
print bikini, $ 90, from Everything but Water; IBC reptile print hat, $ 38; Nine West aviator glasses, $ 32;
Anne Klein gold hoops, $ 18; bracelets, $ 20; Chinese Laundry sandals, $ 40; python print handbag, $ 39,
all from Foley's. Mossimo color—blocked sport top, 3; 39; Mossimo boy shorts, $ 49, from Everything but
Water; American flag baseball hat, $ 32; Fossil wraparound sunglasses, $ 28; Tommy Hilfiger sport
sandals, $ 39; all from Foley's.
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hotline ADWEEK June 26, 2000

Copyright 2000 A/S/M Communications, Inc.

Used with permission from Adweek
ADWEEK

June 26, 2000 New England Edition
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HEADLINE: hotline

DATELINE: BOSTON

BODY:

A Bullhorn Parts With Deutsch Boston

Following the end of its three-month contract with Deutsch Boston, creative placement site Bullhorn.com,

Boston, has parted with the eight-person outpost and launched a review. Pitching the $3—5 million account

are Holland Mark Edmund Ingalls, the team of Connelly & Partners and Blue 22, all Boston, Philip Johnson

Associates, Cambridge, Mass., and possibly others. A decision is expected to be reached in mid-July.

A Toth Develops Ads for Nautica Jeans, Fragrance

Toth Brand Imaging has developed two new campaigns for Nautica. Print ads to promote the launch of the

New York company's women's jeans feature actress Shannon Elizabeth, who portrayed exchange student

Nadia in American Pie, as well as other models, at a homecoming. Shot by Noe Dewitt, ads from the agency

in Concord, Mass.,will debut in the August issues of Cosmopolitan, Elle, Harper's Bazaar, InSty|e, Marie

Claire and Vogue. The agency has also developed ads to support the upcoming launch of a new Nautica

scent, Latitude Longitude.

A Reebok Launches Campaign Tied to Shaft

Reebok has paired up with Paramount Pictures to link its Reebok Classic shoes to the current remake of

Shaft. Print ads shot by photographer Bert Stern show Samuel L. Jackson as the hip investigator wearing a

trench coat and sneakers. Copy reads "shaftclassic. In theaters this summer." Ads recently broke in

publications such as Code, Teen People, Talk and Vibe. The New York office of London-based Bartle Bogie
Hegarty developed the Classic campaign.

A Bozell Kamstra Asks ‘What Is Tyco Doing Today?‘

Bozell Kamstra has launched a television and print-based branding campaign for Tyco International, Exeter,

N.H. The shop in Danvers, Mass., has developed ads focusing on the client's five areas of expertise:
healthcare, fire and security services, flow control, electronics and telecommunications. In a series ofTV
commercials and print spreads, each focused on a different market niche, a question is asked and

answered: "What is Tyco doing today? Working in your world."

A Hotllne Roundup

Woolf Associates, Boston, appointed former Ocean Spray Cranberries chief operating officer Kevin Murphy
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as its CEO. He replaces Larry Moulter, who left last month for a post as chief marketing officer at Mirror
Image Internet, Woburn, Mass CGN Marketing & Creative Services, Boston, appointed former Wallwork
Curry Sandler pros Mark Bappe as senior art director and Jay Courtney as senior copywriter Loislaw.com,
Van Buren, Ark.,which provides lawyers, judges, law students, corporate legal departments and consumers
with legal research materials via a Web browser, has announced that it will use Andover, Mass.—based
Engage Business Media Services to sell advertising for its site Joe Burnieika, a partner in recently
defunct shops McKay Communications and Harborside Communications, has taken on a position as
managing director of public relations at Devine & Pearson, Quincy, Mass.
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Fall previews promise dressier, modern looks for men The Kansas City Star June 25', 2000, Wednesday

Copyright 2000 Knight Ridder/Tribune News Service

Knight Ridder/Tribune News Service

The Kansas City Star

June 28, 2000, Wednesday

SECTION: LIFESTYLE

KR-ACC-N0: K4917

LENGTH: 1182 words

HEADLINE: Fall previews promise dressier, modern looks for men

BYLINE: By Jackie White

BODY:

Independence Day barbecues are yet to come, but the fall wardrobe that an up-to-date kind of guy needs

to stay looking up to date surfaced months ago from the men's clothing industry.

Turtleneck sweaters, dress-up-or-dress-down suits, miles of leathers and zip-front jackets were among the
ideas pitched by designers and manufacturers at their New York runway shows. Luxe fabrics, a palette of

new colors (red leather anyone?) and even sweater sets for guys were in the mix.

Overall they endorsed mostly understandable garments. The message is that, depending on how men put

clothing together, most can reflect a modern style without feeling slightly absurd.

But will industry ideas translate to the Heartland?

Never mind that red leather or bright orange knits may not make the plains. You will see many versions

and modifications of the designer vision, some area retailers agree if you're making a shopping list.

The ongoing breakdown of the corporate uniform continues to spawn an explosion of ideas for business

wear. Certainly, casual isn't going away soon, and the industry (and employers) are encouraging men to

show up at the office in something dressier than what they wear for trimming the shrubs. Perhaps, if given
options, men will put more effort into looking polished.

"It's an ongoing education process," says Scott Baskin, president of the Chicago-based Mark Shale Stores.
"Men know something is different. They're not exactly sure what to do."

Styles that play multiple roles are front and center. People are talking about the so-called "flexible" suit,
often with smaller lapels, a bit of built-in stretch for comfort, a soft crepe texture and sometimes, though
not obligatory, flat front trousers.

"People are more dressed," contends New York trend tracker Tom Julian, with Fallon McElligott advertising
agency.

"We're seeing the return of the suit, but in a modern way," he says, referring to the new suit with a soft
unstructured silhouettes, often worn with sweaters or tieless shirts. They turned up in many collections
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including those of Joseph Abboud, Kenneth cone (in black) and Roynaldfchereskinflin denim.)

In the same vein the "soft dress shirt" that can be worn with or without a tie is also a big category, says
Todd Epperley, a sportswear buyer with Halls specialty store in Kansas City.

Vests as a third piece for business casual will have a presence at JC Penney Co., says Stephanie Brown,
public relations spokeswoman.

The casual clothing trend has pushed knits to the forefront. Make way for sweaters, sweater sets, zippered
jackets, mufflers that swing across the neck and even caps.

In runway shows high neck and mock turtlenecks and even pullover crew necks were on the block for
wearing by themselves or under suits, sport jackets, leather jackets.

Sweater sets with cardigans and especially zip-front matching knits emerged from the likes of Hilfiger and
Chereskin.

Turtlenecks may get a boost from the film "Shaft." Most labels including Claiborne (Liz Claiborne) for Men,

Joseph Abboud, Kenneth Cole and Ron Chereskin offered a vast array in several colors.

Epperley says his younger fashion-conscious customers will wear the turtlenecks, but more conservative

men are most comfortable with a lighter mock. (It won't interfere with double chins.) And he will order
some sweater sets.

"Turtlenecks really depend on the person wearing it," says Spiro Arvanltakls, president of Peter's Clothiers

and Jack Henry in Kansas City. "But it has to be the right weight. Those that are heavy are not doing well."

Baskin expects to do especially well with pullover sweaters with jewel necklines, because they are so

versatile. Arvanitakis says his best sellers include pullovers in a cashmere, silk and wool, available in 30

colors. And he says men have grown tired of khaki pants for business casual, so he is offering upscale
trousers in luxe fabrics.

But even as men are searching for a formula for dress—casual days, some also are investing in conventional
dress suits and more formal shirts with French cuffs.

"The IBM suit is never going to come back as it was before," Arvanitakis says, "... but men are excited

about beautiful suits when they're not obligatory."

In the color arena, black was abundant on the runways (Kenneth Cole showed mostly black) and remains

high-priority, but color emerged in earthy shades such as brown, tan and green as well as slate blue, gray
and even bits of orange, red and, yes, aubergine or plum. (Abboud showed aubergine velvet evening

wear.)

Halls’ Epperley says color is moving up slowly against black with consumers who want to add a lighter,
brighter touch. And the future may well be even more Technicolor, considering that Prada, the influential
Italian house, showed very little black for fall.

JC Penney also expects color to be important in shades including deep red, hunter green and moss green.

As for leather, skins were high-priority in the fashion arena in every label. Joseph Abboud showed tan
blazers. Kenneth Cole offered a red leather thigh~length coat along with numerous black coats and blazers.

Michael Kors made a strong point with red leatherjacket and sweater. JC Penney is touting all kinds of
skins.

Will they be plentiful in the Midwest? Absolutely.
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They'll be popular as blazers for work orlleisureu. -Buutfldress outerwear has the greatest strength, Baskin
says. "Our winters seem to be getting warmer," says Baskin, who lives in Chicago. "Leathers are the right

weight for the weather.“

Will Heartland fellows embrace leather pants? Maybe so. Maybe not. Halls Plaza will have some, Epperley

says. "Too Hollywood," says Arvanitakis at Peter's.

And JC Penney will have suede shirts, jackets and even shirts, Brown says.

Some other likely hits and misses:

_Plaids made a strong showing in designer shows. Tommy Hilfiger preppie collection shouted tartans. And

the familiar Burberry plaid is also reaping the benefit of a giant-sized revival.

And on Midwestern streets, Epperley says Halls will carry some plaid pants and the Burberry rain jackets.

But some people think they are still too reminiscent of golf clothes from the 19705. And Baskin thinks men
are not quite ready. He says sometimes new ideas have to play out with women before men are
comfortable wearing them.

_Zlp-front jackets in high-tech fabrics as well as knits were everywhere in the designer shows. Nautica's
version had a clean, space~age image.

The verdict for closer to home is yes, yes, yes.

"Anything that can be worn as a jacket replacement, anything that adds a piece to an outfit for business
casual, will do well,“ Baskin says.

_And finally, high-tech utility fashion with bullt—in pockets and bags for toting high-tech toys are clearly the
future and will come soon to a store near you. Then consider Helmut Lang's high-tech coats with padded

collars that resemble neck supporters you carry on airplanes. Epperley says Halls will carry Helmut Lang.

So there.

(c) 2000, The Kansas City Star.

Visit The Star Web edition on the World Wide Web at h_ttp:[[www.kcstar.com[

JOURNAL-CODE: KC
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ADS IN MALLS HELP PROP SLOW SALES The Virginian—Pilot (Norfolk, VA) June 29, 2000, Thursday,

Copyright 2000 Landmark Communications, Inc.

The Virginian-Pilot (Norfolk, VA)

June 29, 2000, Thursday, FINAL EDITION
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HEADLINE: ADS IN MALLS HELP PROP SLOW SALES

BYLINE: BY JENNIFER GOLDBLATT, STAFF WRITER; BY JENNIFER GOLDBLATT, STAFF WRITER

BODY:

THE NEWEST TENANTS AT AREA MALLS - and the malls‘ newest income stream — can be spotted just

standing around near the food courts, storefronts, entrances and movie theaters.

Coming soon to Lynnhaven Mall and MacArthur Center: advertising panels, about the size of those on bus
stop shelters, featuring ads for everything from cars by Ford Motor Co. to khakis by Banana Republic.

For the malls, the so-called Mallscape program provides a steady stream of revenue at a time when retail
sales are soft and shares in the real estate investment trusts that own them have slumped. For the

advertisers, the panels are a chance to capture the 190 million people who shop at malls each month while
they're armed with the means to spend.

French manufacturer JCDecaux, which operates the program, is adopting the Mall-Scape model from the
bus shelters, newspaper stands and telephone kiosks it has installed in the streets and airports of 23
countries.

JCDecaux is targeting some of the nation's top markets and properties whose marketing areas have
significant concentrations of household Incomes of $ 50,000. Since JCDecaux began Mali-Scape in 1998, it
has signed 15-year exclusive contracts with three REITs with a local presence: Simon Property Group, the
world's largest shopping mall developer and owner/manager of Lynnhaven and Chesapeake Square malls;
Taubman Centers, owner of MacArthur Center; and Urban Retail Properties, which manages Military Circle
Mall.

The backlit spaces are leased to advertisers for $ 1,000 per face per month. The malls get 40 percent of the
advertising revenue. JCDecaux designs the structures, sells the ads and keeps staff on site for daily
cleaning, weekly poster changes and maintenance.

JCDecaux‘s Bill Wardell, senior vice president of marketing and sales, says the company has booked "well
over $ 12 million" worth of ads for brands that include Excite.com, Hershey Foods Corp., Swatch and
Nautica. The company also is in talks with some department stores, he said. Studies at test sites show
that 83 percent of shoppers recalled the ads, he said.

Taubman plans to install the program in all 28 of its properties.
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"It becomes an advertising tool Zforiour retailers so that they can announce new store openings, promotions
or new lines of merchandise," said Denise Anton, senior vice president of operations for Taubman.

At Lynnhaven, installation of the 30 structures began last week.

"For the retailer, to get their message to the consumer just before the purchase is critical to closing the

loop in an advertising program," said Ken Volk, vice president of business development for Simon Property
Group.

Simon plans to install the panels in 126 of the 255 properties it owns or manages, although Chesapeake

Square is not scheduled for them. Simon also is teaming up with Turner Broadcasting System Inc. for a
mall-based media network.

Simon also joined with Time Inc. to create 5 magazine, which mixes articles about mail events and ads
from tenants with articles from Time's magazines.

Hype about e-commerce competition has overshadowed the stocks of RE1Ts, which own 9 percent of malls,
in recent years.

"The Internet hype is kind of dying down, but I think developers are looking at properties in every way they
can — as ad vehicles, as portals for the Internet — to maximize their profitability," said Malachy Kavanaugh,
of the International Council of Shopping Centers.

GRAPHIC: Color photo;

MARTIN SMITH-RODDEN/The Virginian-Pilot;

The ad panels, shown above in Virginia Beach's Lynnhaven Mail, are leased to advertisers for $ 1,000 per
month by JCDecaux, the company that maintains the kiosks. The mall gets 40 percent of the advertising
revenue.;

Graphic;
THE LOCAL IMPACT;

Installation of 30 ad panels began last week at Lynnhaven Mall. MacArthur Center will also get them. As
retail sales slump, the ads give mails a source of steady revenue.
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COUPLE CHARGED IN SALE OF COUNTERFEIT CLOTHES Columbus Dispatch (Ohio) June 29, 2000, Thursday

Copyright 2000 The Columbus Dispatch
Columbus Dispatch (Ohio)

June 29, 2000, Thursday

SECTION: NEWS, Pg. 9C

LENGTH: 430 words

HEADLINE: COUPLE CHARGED IN SALE OF COUNTERFEIT CLOTHES

BYLINE: Dean Narciso, Dispatch Police Reporter

BODY:

An East Side couple was surprised to learn they had been indicted this week for allegedly peddling
counterfeit clothing and accessories.

"The counterfeit clothes have been in the market for years and years. Everybody had them," Raymond

Lewis said. "People go to New York or Chicago and they bring it back."

Lewis, 48, and his wife, Betty Lewis, 46, of 1010 5. 22nd St., each were charged with one felony count of
trafficking in counterfeit trademark merchandise.

They told a reporter yesterday that they sold the shirts, jackets and hats from booths at two flea markets
but that they didn't know it was is illegal.

When he started his business about six years ago, Lewis said, "People told me that's what they sold out
there." He said he was instructed on how to acquire a cheap inventory of brand-name knockoffs.

"Everybody knew it, even the customers knew that. It wasn't no big deal until they made a big deal out of
it," Mr. Lewis said, referring to federal agents who raided his booths in December 1997.

Lewis said at least 40 other vendors at the two Columbus flea markets were raided. He thought that would
be the end of the matter.

Prosecutors said it took 2 1/2 years to gather evidence and build a case against the couple.

The Lewises’ business, Dress One Fashion, operates out of the Livingston Court Flea Market, 3575 E.
Livingston Ave., and Westland Indoor Flea Market, 4170 W. Broad St. The flea markets were not the target
of investigations.

Mr. Lewis said he had worked his way off welfare and was supporting a daughter and granddaughter with
his booths. The raid set him back thousands of dollars.

"They've got the clothes, maybe $ 3,000 of merchandise, my price," he said.

Lewis and his wife are accused of selling clothing bearing counterfeit labels of such brands as Disney, Fila,
Nautica and Nike.
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' '”FBI agents working undércoverwpurchased the items to accumulate evidence to charge theflcouple,
according to the U.S. attorney's office.

If convicted, the Lewises each could face a maximum penalty of 10 years prison and $ 2 million fine.

The investigation is continuing, targeting the wholesalers who sold the merchandise to vendors, according
to U.S. Attorney Sharon J. Zealey's office.

Since the raid, Mr. Lewis said, he has sold only legitimate merchandise and wonders why the other vendors
have not been charged. "How can they confiscate from 40 people and we're the only one's indicted?" he
said.

Prosecutors said more indictments are possible, but that the Lewises operated larger booths than other
vendors.
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Gorge presents steep hurdles, fun USA TODAYJune 30, 2000, Friday,
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USA TODAY

June 30, 2000, Friday, FINAL EDITION
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HEADLINE: Gorge presents steep hurdles, fun

BYLINE: Sal Ruibal

DATELINE: HOOD RIVER, Ore.

BODY:

HOOD RIVER, Ore. -- The Columbia River Gorge is a steeply carved,
half-mile deep trough that forms about 100 miles of the border

between Oregon and Washington.

The Gorge used to be a frothing whitewater freeway for timber
headed 60 miles downstream to Portland.

Today, it is thick with the raw materials of adventure sports:

fast water, steep trails, heart-stopping vistas and cappuccino
on every corner.

The timber business is almost dead, but the funky rallhead of

Hood River still is the thumping heart of the region. The town

of 6,000 will host the Gorge Games Outdoors World Championships
on July 8-15.

Look north from bustling Oak Street, and you'll see windsurfers

skimming the whipped—up waves on the Columbia.

Turn to the southwest and see peletons of tricked-out mountain

bikes climbing Highway 35, headed for the world-class singletrack

that rings nearby and near—perfect Mount Hood.

Look over your shoulder and watch high—stepping runners stride

up the long stairvvays that lead to million-dollar homes on the
ridge line overlooking the Gorge.
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Look around at the cacophony of outdoors gear shops, sidewalk
java sippers, Birkenstocked-filled art galleries and vegetarian
pizza joints.

Hood River today looks like Boulder back in 1973 or Moab in '85.

"I discovered the Gorge after moving to Seattle last November,"
says champion ultra—endurance cyclist John Stamstad, who will
compete in the solo 24-hour mountain bike event. "My girlfriend
and I snowshoed to the top of Mount St. Helens a few weeks ago
and I was just in heaven.

"The adventure sport possibilities are limitless, which means
my weekends will be pretty busy for the next decade." _

Although the event will receive network TV coverage on NBC, these
aren't your son's X Games.

There will be lnline skating downtown, but the real action will

be in the chilly water and the technical singletrack that separates
the wannabes from the Zen masters.

The Gorge means big girls and boys with expensive toys, dropping
their kayaks down 30-foot waterfalls and their mountain bikes

off 40-foot singletrack whoop—de-doops.

The hottest high-tech gadget here isn't a Palm Pilot: Columbia

cool is having a special pager that beeps when the wind and waves

are high at your favorite windsurfing spot.

Gorge Games competitions will be held in climbing, kayak, kite

sports, mountain bike, off-road triathlon, outrigger canoe, 49er

sailing, trail running and windsurfing.

The sponsor list reads like a wealthy slacker's shopping list:

Nautica clothing, Paul Mitchell hair products, Irish Spring soap,

Dagger kayaks, North Sails, DaKine surfing gear and Niterider

bike lights.

Subaru really didn't need to sponsor the Gorge Games. There already

are more Outbacks in Oregon than Flats in Florence, Italy. Paul
Hogan could run for governor, mate.

The Gorge Games have been around since 1997, but as a regional
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competition for hot-shot locals andfweekencl warriors. ‘the shiny,
new national edition of the festival still is about working-stiff

participation, though.

Real-world athletes can get involved through citizen-level competitive

events or in hands-on clinics taught by top adventure-sports athletes.

"Outdoors sports lovers are doers," Gorge Games founder Peggy

Lalor says. "They love to watch, but they want their chance to
compete, too."

Lalor, a former world-class windsurfer, says there have been a

few cases where weekend warriors wowed the pros with some stunning
performances.

For adventure athletes seeking some advice from the top jocks,
clinics are available for all skill levels. Kids‘ clinics are

scheduled in kayaking, mountain biking, windsurfing and inline
skating.

Don't worry if you can't get your Volkswagen Microbus all the

way to Oregon: NBC will broadcast highlights from the Gorge Games

on Sept. 3 and Sept. 10 as a warm-up for the Olympics.

For more information, go to gorgegames.com.

Great Outdoors vs. Gorge Games

Location, location

Great Outdoors: Aptly named Lake Placid, N.Y., home of

bobsleds and clamp wool.

Gorge Games: Aptly named Columbia River Gorge, home of
windsurfing and Gore-Tex.

Competitions and dates

Great Outdoors: 20 events, July 20-23.

Gorge Games: 17 events, July 8-15.

Signature event
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Great Outdoors: Fly fishing in theAusab|e River.

Gorge Games: Windsurfing in the Columbia River.

Endurance event

Great Outdoors: Timber competitors participate in three

grueling contests, including the Underhand Chop and the Standing
Chop. Men finish with the Single Buck and the female competitors
round out the competition with the Axe Throw. The competitor with
the lowest time wins.

Gorge Games: 24-Hour Mountain Bike Race. Solo riders and

relay teams race from noon to noon on a rugged 12-mile course.
Rider with most laps wins.

Most unusual event

Great Outdoors: Two-board Jigger climbers race to the top
of a pole without spikes or straps, using only an axe and two
boards. Ascent is accomplished by chopping a notch, sticking a

board in it, then standing on that board to chop the next notch.

Gorge Games: Kite Board Racers launch large kites while

floating in the river, then use the kite as a sail as they traverse
the water on wakeboards.

Charity project

Great Outdoors: Project Homesafe, a nationwide gun safety

and lock distribution program.

Gorge Games: ‘Leave No Trace, responsible outdoor recreation
through education, research and partnerships.

Prize money

Great Outdoors: $ 270,000.

Gorge Games: $ 100,000.

On television

Great Outdoors: 17.5 hours on ESPN, ESPNZ, July 27~-Aug.
4.

Page 4 of 5
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Gorge Games: 2 hours on NBC, Sept. 3 and Sept. 10.

GRAPHIC: PHOTO, B/W, Greg Ely for USA TODAY

LOAD-DATE: July 01, 2000

Source: News & Business > Combined Sources > News, All (English, Full Text) L’;-J
Terms: nautica and date(geq (1l1I2000) and leq (12/31/2000)) (Edit Search | Suggest Terms for My Search)

View: Full

Date/Time: Thursday. June 22,2005 - 5:56 PM EDT

Le I N X-SE, About LexlsNegis | Terms & ConditionsX S e I Cogyfight Q 2006 LexlsNexIs, a dlvlsion of Reed Elsevler Inc. All rights reserved.

http://www.1exis.oom/research/retrieve‘?_m=ecf9b4b5be40f48efa05b.'25a2309cc8a&docnum=886&_fintst... 6/22/2006



Search - 1788 Results - Nautica Page 1 of2

Source: News 8. Business > Combined Sources > Nevvs,—Ai| (English: Fun Text) El A
Terms: nautica and date(geq (1l1I2000) and leq (‘i2I31I2D00)) ( | §_uggesl Terms for My Search)

~FSelect for FOCUST" or Delivery

El

We've Got Mail SPORTS ILLUSTRATED FOR WOMEN July, 2000 / August, 2000

Copyright 2000 Time Inc.
SPORTS ILLUSTRATED FOR WOMEN

+ View Related Top_lg§

July, 2000 / August, 2000

SECTION: WE'VE GOT MAIL; Pg. 18

LENGTH: 368 words

HEADLINE: We've Got Mail

BODY:

We gave you 20 pages of superstars in suits last issue, but you asked for more. Enjoy!

I was eagerly anticipating SPORTS ILLUSTRATED FOR WOMEN'S swimsuit issue, but what a letdown! I want
beefcake, dammit! Where were my 3-D glasses? I applaud you for trying, but next time, hook me up!

TANYA EDWARDS Brooklyn

How about a seductive man, with barely a thing on, gracing the cover of SI FOR WOMEN? I want to see

scantily clad men as pure sex objects! CARI WEBER Grand Rapids

SI FOR WOMEN is a great idea. But how about some eguality? Those baggy swimsuits on the men do
nothing for most women. The guys get half-naked females in bathing suits in SI and we get baggy shorts.
Come on, let's see some Speedosi DARLENE TAYLOR Long Beach, Calif.

About the swimsuit issue--lose the chicks! If memory serves, not many men appear in the swimsuit edition

of the other gender's SI. JANIE HAINEY Oklahoma City

I like how you featured suits for different sizes and body types in your swimsuit issue. Is there any chance
you could highlight stores that cater to women with similar needs? I need a longer inseam, because I am
5'10" and have trouble finding pants that are long enough for me. AMANDA CROWE Boston

Edit Note: Try gap.com, jcrew.com, bananarepubilc.com and lucy.com—-all of which have great tal|~sized
pants.

Why doesn't your swimsuit body-types section include big waists and big hips? I'm not heavy, but I don't
have the body of a twentysomethlng, either. What about the thlrty— to fortysomethings who are very
active? LINDA NEUTEL Memphis

I really like the red-and—white Nautica swimsuit on page 31. Could you tell me where I can purchase it and
. how much it costs? CRYSTAL PRUITT Tyler, Texas

Edit Note: Call 877-NAUTICA to find the Outline Rib Suit, which retails for $ 72.

Just when I was thinking we finally had a great sports magazine for women, you come out with a swimsuit
issue. What a disappointment. Exactly what does the swimsuit issue have to do with sports? SUSAN BAIRD
Weston, Conn.

http://www.lexis.com/research/retrieve?_m=d097232b51b3 7f6878 8b7b80a91760a2&docnun1=878&_fmt... 6/2?./2006



Search - 1788 Results ~ Nautica Page 2 of2

Write on! You can E—maiI us at letters@siforwomen.com or drop us a line at SPORTS ILLUSTRATED FOR

WOMEN, 135 W. 50th St., New York, N.Y. 10020-1393. For subscription Info, call 800-950-5150.

GRAPHIC: COLOR PHOTO: SHERYL NIELDS, YOUR CALL Should we ask Pittsburgh Steeler Plaxico Burress

to put on his hat next year?
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