
Novelty Textile Wins 
Major Case Over Fabric 
Design Copyright

More than one year after filing a copyright-infringement 
lawsuit over three different fabric designs, Novelty Textile 
has been awarded $650,000 in a jury verdict. 

The verdict is one of the largest monetary awards this 
year for a fashion copyright-infringement lawsuit in Los 
Angeles, said Scott Burroughs, one of the attorneys repre-
senting Novelty Textile.

The case, filed in U.S. District Court in Los Angeles on 
July 31, 2013, centered around three proprietary fabric de-
signs that Novelty Textile said it had developed and then 
were ordered by one of the defendants, Hot Shot HK, do-
ing business as Brat Star Inc. in New York. 

Novelty Textile, based in Vernon, Calif., and owned by 
James Son, claimed that Hot Shot HK placed purchase or-
ders for the fabrics and later canceled them only to have 
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By the beginning of the holiday shopping season, nor-
mally there would be no sign of any cargo-container ships 
moored beyond the port breakwater waiting in line for days 
to dock.

But this is no normal year for apparel importers unfor-
tunate enough to still be waiting for their holiday merchan-
dise to clear the ports of Los Angeles and Long Beach, 
which handle about 40 percent of all the cargo that is des-
tined for the United States.   

The protracted contract negotiations between the Inter-
national Longshore and Warehouse Union and the Pa-
cific Maritime Association, which employs the longshore 
workers at 29 West Coast ports, have stalled until Dec. 2.  
Charges of work slowdowns at the ports have continued. 

No Change on the 
Waterfront as Cargo 
Slowly Clears the Ports

By Deborah Belgum Senior Editor
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The Voice of the Industry for 69 years

made in america

The office of Dragon Crowd Garment Inc. President J 
Spencer is neat as a pin. His big, shiny desk has nothing but a 
brass “J,” a computer and a cell phone on it.

“I’m a simple guy,” said Spencer, an Oklahoma native 
from a town of about 20,000. “I have a hard time focusing if 
I don’t keep things neat and tidy.” 

 The rest of the office is just as clean, and the 49-year-old’s 
calm demeanor seems to fit perfectly in the quiet setting. But 
what the office represents—an international knitwear manu-
facturer with more than $100 million in sales last year—is 

anything but sparse.
Based in Ningbo, China, with U.S. headquarters in Cos-

ta Mesa, Calif., Dragon Crowd makes apparel for specialty 
stores and private labels for department stores such as the BP 
and Make + Model brands at Nordstrom. 

“We are, at our core, a knitwear manufacturer; that is our 
greatest level of expertise,” Spencer said. Knits may be the 
foundation of Dragon Crowd’s business, but the company 
also produces woven tops, pants, jeans and jackets for men 
and women. But despite such assertions, the company’s plans 
look more like a strategy for market domination. 

By Julie Gallego Contributing Writer

Dragon Crowd Garment: Connecting Asia to 
the U.S. Through Orange County

Interior of the Ron Robinson store in Santa Monica, Calif.

Terrence Chermak has been spending the better part of 
the last six months knee-deep in wool—specifically, black 
wool. 

The owner of Los Angeles–based Britannia Mills Ltd. 
is no stranger to wool, which is always part of his line of 
contemporary knits. 

But Chermak recently became enamored with the hard-
to-find wool of black sheep and has put together the supply 
chain necessary to process it and bring it to market as an eco-
friendly specialty product with its own natural beauty. 

According to Chermak, most of the world’s wool is 
white—or more accurately, a natural color, which makes 

the wool easier and more efficient to process and dye. The 
wool from black sheep—which actually ranges in color from 
black to gray to brown to a warm honey shade—is primarily 
sold within specialty markets. 

“[Black] wool is a cottage industry—expensive and very 
crafty,” Chermak said. “Fine [black] wool in commercial 
quantities doesn’t exist—with one exception,” he said. “I 
figured it out,” he said.

To produce commercial quantities of black wool, Cher-
mak had to overcome several hurdles, starting with find-
ing enough black sheep. Ranchers might have thousands of 
white sheep but just a few black sheep to help them quickly 
estimate the number of sheep in a field. “Scattered in a lot of 
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LA-Based Britannia Sees Bright Prospects in Black Sheep
By Alison A. Nieder Executive Editor

company profile

01,3,4,6,8,9.cover.indd   1 11/26/14   5:25:12 PM



6  CALIFORNIA APPAREL NEWS    november 28–december 4, 2014   apparelnews.net

Dragon Crowd does not just make clothes for retailers 
to sell. It actually turns the old manufacturer-to-store-floor 
model on its head. Instead of waiting for customer orders, 
Dragon Crowd—using its own textile mills, Asia-based fac-
tories and in-house design team—brings finished products 
to retailers such as PacSun, Oakley, Hurley, Scotch & 
Soda, Bloomingdale’s and BCBG, Spencer said.

F o u n d e d  i n 
1 9 9 8  b y  C h i e f 
Executive Officer 
Edward Zhou in 
Ningbo  (where 
he was born and 
raised),  Dragon 
Crowd started as a 
production agency 
for retailers and 
apparel  brands. 
But  eventual ly, 
Zhou, now in his 
40s and living in 
Orange County, 
became dissatis-
fied with the qual-
ity of textiles he 
was getting from 
manufacturers and 
decided to buy his 
own factory, said 
D r a g o n  C r ow d 
Marketing Direc-
tor Jeff Marshall. 
The move allowed 
Zhou  comple t e 
control of custom-

er service and the supply chain that could deliver the quality 
garments he sought. 

But with the pressures of fast-fashion retailers such as 
H&M, Zara and Forever 21, department and specialty 
stores began having a hard time delivering trends to their 
customers quickly enough. 

That ,  according  to 
Spencer, who joined Drag-
on Crowd in 2012, is when 
things started to change. 

“Going into 2012 we 
started talking about what 
our customers were ask-
ing for: more innovation; 
style development; more 
design; more value input 
from the vendors in help-
ing them to source better 
products, develop better 
products and put better 
products out to the cus-
tomers,” Spencer said. 
“And that’s where we’re 
trying to respond in kind 
and become a much more vertically integrated organization 
so that we can provide all of those value-added services for 
the customer.”

 In the past, retailers “would have done more of their own 
market research and their own product development. They 
would have looked less to the manufacturer for concepts and 
ideas and just told the manufacturer, ‘I want this jean. Go 
make this. I want this woven top. Go find the fabric and 
make it exactly like this,’” he explained. “Now we’re bring-
ing them products, concepts, ideas and really putting togeth-
er a vision of what’s happening in the market today and in-
terpreting what we see coming down the pike for the future.  
In this office we like to say it’s innovation for inspiration. 
We innovate to inspire buyers and designers to be able to 
build the products that are right for their customers.”

Dragon Crowd’s model is fairly new, but it’s not the only 
one using it, said Frank Kaufman, Moss Adams LLP part-
ner focusing on the retail and apparel sectors.

Kaufman calls the shift “Asian Fusion.”
“‘Asian Fusion’ is more applicable to the apparel industry 

than to food these days,” he said.
“We are seeing a trend of foreign-owned U.S.-based com-

panies taking advantage of a vertical model to thrive. The 
U.S. side gets competitive pricing, timely delivery, financing 
terms and production flexibility. The Asia side gets a more 

secure and consistent order stream as well as enhanced stock 
value domestically. It is a compelling argument and why the 
strong will get stronger.” 

Part of Dragon Crowd’s strategy for keeping up with 
fast-fashion trends is to use three of its own brands to test 
the market. In addition to supplying retailers with in-house 
brands, Dragon Crowd also produces lines that comprise 
about 10 percent of its business. Those lines are:

• 3rd & Army, which Spencer describes as “a brand built 
for a semi-contemporary young man who is looking for an 
Americana type of look.” The line sells $69 shirts, jackets 
for about $90 and tees printed with the brand logo for about 
$20 at The Buckle and several other specialty retailers 
across the U.S.

• Colorfast, a casual contemporary knitwear line sold at 
Urban Outfitters and Bloomingdale’s, includes tees, tanks 
and hoodies selling from about $30 to $45, Spencer said. 
“We develop 100 to 200 new fabrications of knits every sin-
gle month. Colorfast is the brand we use to exploit that—to 
show the customer and say, ‘Look, this is what that looks 
like in this body style.’”

• Social Republic is a graphic tee line sold at Macy’s that 
Spencer said is meant to be a category killer. “It utilizes our 
abilities in knitwear, our expertise in being able to identify 
ways to reduce cost and build fabrications and still maintain 

company profile

Dragon Crowd Continued from page 1

INTERNATIONAL: Based in Ningbo, 
China, with U.S. headquarters in Costa 
Mesa, Calif., Dragon Crowd makes 
apparel for brands, specialty stores and 
department stores using its own textile 
mills, Asia-based factories and in-house 
design team.

DIVERSE MIX: Knits may be the foundation of Dragon Crowd’s business, but the company also 
produces woven tops, pants, jeans and jackets for men and women. 
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Andy Spade is getting into the pajama 
game.

Spade, the co-founder of the Kate Spade 
fashion label, started Sleepy Jones, an 
independent New York–based sleep and 
loungewear company geared toward men 
and women, last year. On Nov. 20, he held a 
grand opening for a 650-square-foot Sleepy 
Jones boutique at 1318 Montana Ave. in 
Santa Monica, Calif. It is a couple of store-
fronts down from the Aero Theatre, a pop-
ular cinema that has been screening films 
since 1940. Another Sleepy Jones boutique 
opened in New York recently.

Chad Buri, co-founder and chief operat-
ing officer of Sleepy Jones, said the label 
was started because he and his partners, 
Spade and Anthony Sperduti, felt that pa-
jamas could make a comeback. They noted 
that in the past men lounged around their 
homes and studios in pajamas, and with the 
right fabrics and proper sizing they felt that 
sales for pajamas could increase. Sleepy 
Jones has been sold at Barneys New York, 
Nordstrom’s e-commerce site, and leading 
boutiques such as Stag and Unionmade.

“There is no reason to think of pajamas 
as something only to be worn to bed,” Buri 
said. “It’s something nice and comfortable 
to be wearing around the house.”

The label also makes artist-edition paja-
mas. Mike Mills, an artist and filmmaker, 
made a graphic of sleeping pills for the la-
bel, which are printed on the pajamas. Other 
prints on pajamas are the more conventional 
black watch plaid, stripes and a plain gray. 
Pants retail around $140. Shirts retail around 

$150. The label also designs robes, men’s 
boxer shorts and women’s panties as well as 
T-shirts.—Andrew Asch

the look to provide a product to 
big-box retailers that meets their 
quality needs, their design aes-
thetic and their pricing.” Social 
Republic T-shirts boasting giraffes 
dressed like singer Pharrell Wil-
liams in his signature oversized 
hat and rapper chains, an ostrich 
in a bowler hat, and a winged pig 
retail for about $24 each.

Propping up Dragon Crowd 
are 2,500 employees, four offices, 
three factories and three fabric 
mills. Plans for a fourth factory 
and a research-and-development 
department are underway for 
2015, Spencer said. 

Expanding with R&D

“There’s a lot of exciting things that are 
happening,” he said. “We’re focused intent-
ly on the innovation side of what we do and 
on building out our capacity.” 

In January the new factory—and consol-
idation of other operations in China—will 
increase the number of employees to around 
3,200, Spencer said. “On the top floor we’re 
going to put in 30 knitting machines so that 
we can continuously kick out fabric from 
that facility.” 

The new factory and knitting facility will 
accommodate a research-and-development 
department that Spencer is especially ex-
cited about.

“If you look at some of the largest com-
panies in the world—the Pfizers, the Glaxo-
SmithKlines—they spend 5, 10, 15 percent 
of their annual revenue on R&D,” he said. 
“While we’re never going to do that, there’s 
lessons to be learned from that. So we’re fo-
cusing intently on that department—taking 
it out of the specific business units within 

our organization and creating a unit that’s 
not gauged on driving topline revenue but 
that’s gauged on the innovation that they 
provide, which I think is a unique thing in 
this industry.”

Spencer expects the research-and-devel-
opment effort to focus on adapting new tech-
nologies for synthetics that could be used in 
the burgeoning “athleisure” category.

 “All of the athleisure wear—going from 
gym to street—it’s crushing the denim mar-
ket now,” Spencer said. “It’s comfortable, 
but it’s all synthetic-based, so we’re focused 
intently on how can we take some of these 
things that are happening in the cotton-
based market and develop those in the active 
market in synthetic fibers.”

For all of Spencer’s optimism, he said 
Dragon Crowd is mindful of its place in 
the sector—even with revenue projected to 
triple by 2019. 

“We’re not a huge business; we’re a 
large business,” he said, “but we have some 
pretty-aggressive growth plans over the next 
five years.”  ●

retail

Andy Spade, left, and Chad Buri

Sleepy Jones Opens 
in Santa Monica

3RD & ARMY: One of Dragon Crowd’s three in-house 
brands, 3rd & Army is described as “a brand built for 
a semi-contemporary young man who is looking for an 
Americana type of look.” 
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