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the sportswear international
product family

Sportswear International 
Magazine

The “crown jewel” of our product 
line. The globally distributed 
premiere B2B fashion magazine is
published six times per year. 
Each issue reaches more than 
30.000 readers worldwide and 
provides members of the fashion
community with in-depth
information.

-> See pages 1 to 8

Sportswear International 
Who’s Who

Published once a year,
Who’s Who – The Fashion 
Yearbook is the one and only 
fashion yearbook of its kind, 
that documents the year’s
hottest faces, facts, styles
and stories.

-> See pages 15-16

Sportswear International	 Sportswear International 
News for mature markets 	 Special for India 

With their special focus on national markets, these 
regionspecific editions complement Sportswear International’s 
global fashion information by providing essential, in-depth 
seasonal views. For mature markets Sportswear International 
publishes the German and Italian News. For India, together 
with an Indian publisher, Sportswear International publishes 
SI India, a magazine dedicated to the fast-growing market 
of India.
 

-> See pages 9-14

Sportswear International
Books

Our unique, comprehensively
detailed reference works
and coffee table books
include the yearly published
hardcover book OPEN - The
StoreBook, which focuses
on interior design and shop
fixtures and The Sports
Bible, an encyclopedia of the
activewear market.

-> See pages 17-18

Sportswear International
sportswearnet.com

Our up-to-the-minute industry
news and exclusive features 
are online 24/7. 
A bi-weekly newsletter
is e-mailed to thousands of 
online subscribers to keep 
them abreast of the latest 
fashion developments.

-> info@sportswearnet.com
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Sportswear International stands apart from other fashion magazines as the
only global industry publication that focuses on — and truly understands
— casual, contemporary style. Providing inside information, stunning
fashion shoots and invaluable insight into the workings and offerings of an
ever-changing industry, Sportswear International is THE must-read style
bible for anyone, anywhere who works in the casual fashion sector.  
From our permanent offices in Milan, Frankfurt, New York and Moscow, and  
with a team of global correspondents that spans from Hong Kong to London,  
Paris and Berlin, we bring international fashion and style news from the world’s
streets, catwalks, fairs and showrooms directly to our readers — giving them
the knowledge to make informed, business-boosting decisions and creative
choices. Bursting with trend reports, stories about the industry’s top shops

and most influential players and labels, along with directional photo shoots,
and in-depth coverage of specific markets and territories, Sportswear
International‘s six annual issues — presented in a new format and high
print quality — and yearly specialty supplements serve as must-have
tools for thousands of fashion insiders worldwide. Why? Because no other
magazine brings global fashion to them as well as we do. Founded in 1975
as a European trade publication for the emerging casual fashion market,
Sportswear International launched a separate North American edition five
years later. In 2002, the two titles merged into today’s single global edition to
better reflect fashion’s global identity. Now distributed on all six developed
continents, Sportswear International remains a truly powerful publication.
With over 30 years of reporting experience, it’s the only magazine of its kind.
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17% Industry 60% Retail / Wholesale

6% Sales Agencies, PR Agencies, Comm & Media Agencies
4% Media (TV, Print, Radio, Online 

3% Fashion Schools, Students
2% Model Agencies, Stylists, Photographers

1% Trade show/Event Organizations
7% Other
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readers
sportswear international

Sectors Sportswear International readers work in:
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Circulation:	 Print run	 30.000   copies	
	 Regularly distributed copies	 28.700* copies

Distribution worldwide:

*up to 5.000 additional copies bonus distribution at major trade shows all around the world.
For more information see page “publishing dates” showing the trade show distribution list

Southern Europe 17%

Germany/
Austria/
Switzerland 
21%Rest of Northern Europe 15%

Eastern Europe 5%

Source: Analysis of distribution data 8/2008

South America & Africa 4%

Europe 58%Asia 8%

North America 24%

Australia 6%

Categories SI readers
work with:
Jeanswear   	 58%
Casualwear	 47%
Streetwear	 42%
Accessories	 36%
Footwear	 31%
Activewear	 27%
New Luxury	 24%
Sneakers	 22%	
    

SI readers are decision-makers:
75% of SI readers within the retail sector are shop owners / shop managers / buyers.
63% of SI readers within the industry sector are company owners / directors / executive managers.

Of all Sportswear International readers...
... 80% leaf through one issue more than one time.
... 56% read all six issues that are published throughout the year.
... 38% spend more than 30 minutes reading a single issue.
... 32% read the entire magazine while 41% read selected sections.

Which statements apply to Sportswear International?
- SI is essential reading material 			   53%
- SI always informs readers about important fashion business and industry topics 	 69%
- SI is an important source for professional decisions / buying decisions 	 46%	

Source: Readers’ Survey 2007

Distribution in Europe:



contents and
categories
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correspondents
Emphasizing the “international” in Sportswear International, our team  
of style- and business-savvy reporters worldwide serve up detailed 
dispatches from fashion’s front lines. Whether they examine established 
style capitals or emerging and exotic places with unique and growing 
style scenes, our correspondents’ pieces inform readers on what’s hot 
and happening across the globe. 
labels
Our Labels section provides a carefully selected rundown of the world’s 
most promising (and often undiscovered) fashion talents. Here, you’ll find 
tomorrow’s style stars in the making and all the fresh, young directional 
brands and designers who are driving fashion forward. . 

p.o.s.
The section about all 
things retail. 
P.O.S. shows the world’s 
newest and most exciting 
multibrand and monobrand 
stores and features special 
retail-relevant reports.

feature
Offering a detailed overview of a particular market sector or important 
issue affecting the industry, our Feature stories zoom in on their given 
topics but also show the broader, global picture. From the burgeoning 
market for men’s accessories to fashion’s growing “green” movement,  
our Features cover a wide swath of subjects and analyze, inform and  
often predict exactly where things are headed. 
talk show
Take a panel of industry experts and have them share their learned 
opinions about some of the day’s most controversial issues: that’s Talk 
Show. There’s no fluffy chit-chat here. Instead, this  “show” offers pearls 
of wisdom from some of fashion’s most knowledgeable names. 
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50  sportswear international correspondents | berlin

>“The thing which stands out about Berlin is the fact that, given the
vast amount of art here, the number of artists has not only increased

but also changed in their conceptual approach. There is an amazing
repository of ‘contraband’ talent gathered together which to the rest of
the world had only existed in a void before,” said Aaron Rose, American
artist and erstwhile director of the influential New York-based Alleged
Gallery, last year about the importance of Berlin’s street art. And it’s true.
Berlin has gained a widely known reputation for this art form and as an
international attraction for art cognoscenti and the creative scene. The
streets of Kreuzberg, Friedrichshain and Berlin-Mitte are evolving into a
collage of graffiti, animation, painting, illustration and graphic art with
its own grassroots identity. Sprawling artwork swathed across walls and
subtly rendered art pieces well beyond carelessly smeared doodles are
hallmarks of the Berlin scene and its reputation as the most street-art-
attuned city is unparalleled. While a lot is possible in New York, London
and Paris, these cities also devote a large budget to sanitation, leaving
fewer rough, unkempt corners where street art best thrives. “Berlin is
poor and sexy, the most astonishing walls are found here and street
artists are flooding the city,” says Jochen Küpper, founder of Urban
Affairs, a street and urban art festival launched in 2008, explaining the
way artists do things in Germany’s capital. The first edition of this
festival organized by Küpper’s Riot Arts agency presented more than 40
artists. “We do exhibits at various locations. I don’t have a set gallery as
an urban art curator and am involved in public spaces and try to
facilitate getting art visible in our urban context,” says Küpper. His most
recent sandbox is the long defunct city pool in the Berlin-Wedding

neighborhood. Various guerrilla exhibitions show urban art in the nooks
and crannies of the swimming pool’s below-the-ground spaces. The
Urban Affairs Extended Version is set to take place in early July with a
broad selection of street artists being featured during Fashion Week. The
festival will then travel to Warsaw, Madrid, Paris and London in 2010.
Because of the large number of requests to be included, Riot Arts
chooses its artists itself so that the art market can be presented curated
works, and applications are piling up at the agency. Street art, which has
long been a part of established galleries, is now permeating the world of
unalloyed commerce: fashion, design and advertising. “I generally have
no problem with that because in the end sales is also part of it,” says
Küpper. “What is disturbing about the business side is that ad agencies
and large companies are picking up on it and work out guerilla marketing
strategies which are styled after the street art aesthetic and a normal art
appreciator is no longer able to tell if it is advertising or a piece of art.”
The increasing commercialization of street art and the collaboration with
the corporate world, frequently from the fashion and sportswear sector,
has been a hot and controversial topic in the art scene for some time
now. One example of the current controversy is the Urban Art Guide
launched in March and sponsored by Adidas. It’s the first mobile art
guide in the world with an accompanying website of the same name. The
virtual catalog provides users with regular updates, news, photos and
recommended tours emphasizing the history of the most recent artists
and their works. “This is not making things better for the actual artist
him- or herself. Artists who want to make money can’t give away their
identity because art made on the street is actually still illegal,” says one

STREETS OF GOLD?
BERLIN IS AN INTERNATIONAL
HOTSPOT FOR STREET ART BUT IT’S
ALSO TORN BETWEEN THE WORLDS
OF ART AND COMMERCE. BY KARIN LEIBERG

E-correspondents-berlin(cb):xxxxxxxx  30.09.2009  16:36 Uhr  Seite 4

52  sportswear international feature | insider truth

Wer könnte besser über 
die Wahrheit innerhalb der
Modebranche sprechen als
Leute, die in der Modebranche
arbeiten? SI hat zehn
Brancheninsider als
Gastautoren gebeten, ihre
Wahrheit zu verschiedenen, 
viel diskutierten Themen
in Worte zu fassen. 

redaktion: sportswear team |  titelfoto: ryan michael kelly

Robust, langlebig, bequem. Hiermit hat man
Denim schon immer assoziiert. Seit 1975
arbeiten wir mit Over the Rainbow im Denim-
Handel, haben den Aufstieg der Jeans von der
Arbeitskleidung ins Premium-Segment
miterlebt. Innovative Jeans-Designer wie
Renzo Rosso, Adriano Goldschmied oder
Marithé und François Girbaud haben in all den
Jahren mit Stoffen, Näh- und Waschtechniken
experimentiert und die völlig neue Kategorie
„Premium Denim“ erschaffen. Ein Segment,
das auf Anhieb die verschiedensten Liebhaber
gefunden hat: Young Professionals wie
Babyboomer, Punkrocker und Streetwear-
Fans,  Kenner der Hipster-Mode. Premium
Denim ist somit in den letzten zehn Jahren
regelrecht zu einem Goldesel mutiert, der von
Händlern wie Produzenten (die kontinuierlich
ihre Produkte überarbeiten, um höhere
Gewinne zu erzielen und ihr modisches Profil
zu schärfen) gehegt und gepflegt wird. Das
Streben nach Innovation und Profit hat
allerdings einen unangenehmen Nebeneffekt,
der dem Goldesel zu schaffen macht: Mit dem
rasanten Preisanstieg schoss auch die Zahl
der Retouren und Reklamationen in die Höhe.
Der Grund: Die Produzenten setzen leichte
Stoffe ein, die sie mit hochgiftigen
Chemikalien waschen und bei der
sogenannten Harz behand lung quasi backen.
Das führt dazu, dass die edlen Jeans spröde
werden und leichter kaputt gehen – im Schritt,

Neue Jeansstoffe müssen rigoros auf ihre
Haltbarkeit geprüft werden – und zwar bevor
eine Jeans in Serie geht. Die Designer sollten
aufhören, superleichte Stoffe mit starken
Chemikalien zu behandeln und die
Harzbehandlung sorgfältiger überwachen. Nur
so kann die Reklamationsquote gesenkt
werden. Damit Einkäufer und Konsumenten
weiterhin viel Geld für diese Hosen ausgeben,
müssen die Produzenten jeden Zweifel an der
Qualität ausräumen. Ein Hinweisschild an
jeder Jeans, Denim könne mit der Zeit reißen,
reicht da nicht aus. Ein hoher
Qualitätsanspruch sollte selbstverständlich
sein und nicht nur Lippenbekenntnis der
Marketing-Abteilungen. Keine Frage – Jeans
bleiben uns natürlich erhalten, haben sie
doch schon den weiten Weg aus den
Goldminen in die Nachtclubs geschafft. Und
er ist auch noch zu retten, der Goldesel. Wir
müssen die Ursprünge des Denims mit den
Innovationen verbinden, die unsere Kunden zu
schätzen gelernt haben. Jeans müssen toll
aussehen und super sitzen, aber sie müssen
auch lange halten. Nur so wird man die
Kunden davon überzeugen können, dass sie
ihren Preis wert sind. Sollten gewisse
Markenunternehmen dagegen weiterhin die
Bedeutung von Qualitätsmanagement
kleinreden, wird das Ansehen des Premium-
Marktes auf ewig verloren sein und der
Goldesel anderswo grasen.

INSIDER
TRUTH

Daniel & Joel CARMAN
Inhaber, Over The Rainbow, Toronto, Kanada. 
„Der Goldesel, der da heißt Premium Denim”

an den Knien und am Hintern. Und zwar viel
häufiger und schneller als normale Jeans. Ein
echtes Problem für den Premium Denim-
Markt. Denn das hat dazu geführt, dass treue
Kunden, die sich daran gewöhnt haben, viel
Geld für Jeans auszugeben, an Haltbarkeit und
Qualität dieser Marken pro dukte zweifeln.
Dieses Zweifeln trifft nun zu sammen mit der
aktuellen Rezession, die jeden von uns stärker
als sonst nach dem (Nutz-)Wert eines Produkts
fragen lässt. Müssen die Leute ihr Geld jetzt
zusammenhalten, werden sie nur in Kleidung
investieren, die haltbar und robust ist. Sollte
der Goldesel also demnächst streiken, dann
allein deshalb, weil die Erwartungen der
Verbraucher nicht erfüllt werden. 

Premium Denim
mag zwar weiterhin
gut aussehen, aber
sein Ruf als
langlebiges Produkt
steht auf dem Spiel. 
Damit das nicht passiert, müssen
Denimproduzenten mehr Zeit und Ressourcen
in eine bessere Qualitätskontrolle investieren.

„Ein hoher Qualitätsanspruch sollte selbst -
verständlich sein und nicht nur Lippen -
bekenntnis der Marketing-Abteilungen.“

SAGEN SIE DIE WAHRHEIT!
Endlich mal die Wahrheit über das ein oder andere Thema der Branche 
zum Besten zu geben, brennt vielen unter den Nägeln. Deshalb hat SI
ein Leserforum eingerichtet, auf dem Sie Ihre Truth Story los werden können, 
die wir in angemessener Form veröffentlichen werden . 
Bitte mailen Sie uns Ihre Wahrheiten an: truth@sportswearnet.com  

D-feature TRUTH NEW (sk):xxxxxxxx  02.10.2009  8:23 Uhr  Seite 2

84  sportswear international fashion | labels

ARMED ANGELS

Sexy styles matched up with a
social conscience and
ecological sustainability–this
combination is offered by the
Cologne-based label Armed
Angels, which is backed by
Social Fashion Company. The
company was first launched by
Martin Höfeler and Anton
Jurina in March 2007 and by
September 2007 its first
collection was available in
stores. The brand emphasizes
T-shirts, tank tops, long shirts
and hoodies with a range of
different prints for guys and
gals and will be extended for
the coming season to include
dresses, skirts and summery
singlet dresses. All of the
merchandise bears the certified
Fair Trade label and is made
from 100% pesticide-free
cotton. In addition, €3 to €6 is
donated to social relief projects
for each article sold. The label
is marketed using the online
shop of the same name and as
of this past summer Armed
Angels has also been sold at
select eco, fashion and

Heavenly finds
A host of new labels soar over ‘the same old’ this season.

HYDEN YOO

Producing classic menswear
silhouettes with hipster
appeal, New York-based
designer Hyden Yoo says the
initial idea behind this line
was a slimmer-fitting shirt that
could be worn in and out of
the boardroom, so the first
thing he did was to trim the
hems of his shirts. The Gen
Art Fresh Faces finalist has
since ventured into bombers,
jackets, trousers and shorts
with increasingly solid results.
Accordingly, a stone cotton
zip-front mac with a
drawstring waist for spring
could become a modern
wardrobe classic, but there
are plenty of other options
from this upcoming designer
including jackets that come
with a shawl collar or notch
lapels with leather buttons
and dropped pockets or
trousers with wide, button-
down belt loops in a tapered
or straight fit. The
collection’s wholesale prices
are $15 to $160. (TY)

JESSE KAMM

“I am sweating like you
wouldn’t believe,” says Los
Angeles fashion-design
darling Jesse Kamm, who’s
spending a few months in a
Panamanian jungle,
chopping down grass, gazing
longingly at the ocean and
preparing to build an energy-
independent home with her
husband. When she’s not
figuring out the perfect spot
for the chicken coop and
goat shed, Kamm takes a rest
and draws sketches for her
highly coveted, limited
edition dresses, coats and
separates. Kamm claims that
her classic, elegant aesthetic
was passed down from her
artist parents. The simple
silhouettes she creates out of
silk or linen have been a hit
since her 2006 debut. In the
past, Kamm’s 16- to 20-piece
collections, wholesaling for
$100 to $600 and available at
stores including Henri
Bendel, LA’s Madison and
Colette in Paris, have
garnered media and celebrity

ASHER

Former Michael Kors, J. Crew
and Adam men’s designer
Marc David Leffman has
launched his own
contemporary menswear line
called Asher. Debuting in the
spring, the 30-piece
collection has substance in its
practical design, effortless
styling and approachable all-
American sportswear
aesthetic. Key pieces include
a breezy cotton/nylon zip-
front raincoat, mesh polos,
cashmere, baseball-inspired
cardigans with contrasting Y-
front plackets and some of
the season’s best cuffed
shorts with flap pockets in
ikat or engineer striped
prints. “In essence it has
preppy roots; it has very
classic American detailing,”
Leffman says. “Things that
are successful like J. Crew,
Abercrombie or Polo really
stay true to a lifestyle. For me,
it’s not really about building
the next fashion brand but
it’s more about building a
sustainable business and

192 DOVES 

192 Doves is yet another
premium denim line
originating from New York.
Apart from it, designer Sonja
Rubin also creates a fashion
and a accessories collection
called “by Sonja Rubin” and
runs her own New York store.
All denim styles for men and
women are made of
American, Italian and
Japanese denims and are
produced in Los Angeles. 192
Doves shows a small, but very
exquisite range of washed
and raw looks. So far the
focus lies on denim and
pants with innovative back
pocket cuts. For the near
future a line of tops is in the
pipeline. Jeans wholesale
between €71 and €130. (MG)

LNA

Lauren Alexander and April
Leight, both Southern
California natives who met in
the Hollywood social scene,
teamed up for this LA-based
brand known for its colorful,
flattering and wearable take
on men's undershirts. The
duo's designs are wholly
inspired by their lifestyles;
they share an affinity for
wearing their boyfriend’s tees
out to LA's hotspots. After
bonding over their fashion
backgrounds and the idea
that men’s tops weren't fitted
to flatter women, the LnA
concept was born. "We
wanted to design the perfect
basic, the new staple for every
woman’s wardrobe. Our goal
was to create the new lifestyle
T-shirt that mastered fit,
versatility, and color range,"
says Alexander. The men’s
and women’s lines include 30
pieces. Wholesale prices are
$27 for tees, $40 for
cardigans and $45 for
leggings. (MS)

E-fashion-labels 1+usa.qxd:xxxxxxxx  30.09.2009  15:52 Uhr  Seite 84
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shoots
Stunning, cutting-edge 
photography captures the 
season’s best clothes, 
styles and trends. 

last words
Famous fashion personalities 
share memories and secrets of 
their success in this personal, 
intimate interview.

profile
Here, our editorial 
spotlight shines on the 
world’s most fascinating 
companies and players.

samples
Our collection of interesting, 
odd or amusing bits and bytes 
from fashion’s forefront.

trends
In words and pictures, the Trends pages offer a 
crystal-ball view of next season’s most fashion-
forward offerings and reveal what colors, cuts and 
styles will be making waves in the months ahead.
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40  sportswear international p.o.s. | stores

MAISON MARTIN MARGIELA

Maximilianstraße 34, 80535 München. 
+ 49 (0)89 2421 1446, maisonmartinmargiela.com

Dass Martin Margiela irgendwann auch in Deutschland
einen Laden eröffnen würde, war zu erwarten. Dass der
erste Store auf deutschem Boden im März dieses Jahres
aber ausgerechnet im eher gediegenen München und
dann noch auf der noblen Maximilianstraße starten
würde, scheint ungewöhnlich – und das passt am Ende
doch wieder zum Stil des außergewöhnlichen belgi -
schen Designers. Um das Interior der 280 qm großen,
zweigeschossigen Fläche, die sich in einem neo -
gotischen Gebäude befindet, hat sich einmal mehr das
hauseigene Designbüro gekümmert und folgt auch hier
dem für die Maisons typischen Einsatz der Farbe Weiß.
Der Stuck im Erdgeschoss und die Kacheln einer ehe -
maligen Restaurant-Küche im Untergeschoss wurden
behutsam in die allgemeine Dekoration integriert.
Architektonische Details wie Türen, Stuck und Leisten
finden sich auf den rohen Wänden im Untergeschoss
wieder und stammen aus den ehemaligen Pariser
Geschäftsräumen des Maison Martin Margiela. Der
Boden variiert zwischen weißem Linoleum, geweißtem
Natur-Parkett oder weißem Kuhfell. Riesige Boxen aus
Plexi- und Spiegelglas schaffen im Untergeschoss zwei
Räume, die sich jeweils der Herren- bzw. der
Damenkollektion widmen. (SK)

D-pos-single margiela +odd molly(sk):xxxxxxxx  30.09.2009  16:14 Uhr  Seite 10

For A/W 09-10 sportswear and fashion brands at Pitti 
proposed heavy knits and tough leather styles for hard-boiled
guys. The girls get dressed in light colored outfits made of soft
materials. Research: Barbara Stockinger-Torelli, Photographer: Gabriele Galimberti

72  sportswear international fashion | trends FW 09-10

Cozy cuts

E-Fashion-Cozy Cuts.qxd:xxxxxxxx  30.09.2009  14:30 Uhr  Seite 72

DEAR THOM... 

146  sportswear international last words | thom browne

Thom Browne was born in 1965 in Allentown, Pennsylvania. In 2001 he launched his own label of
custom-made tailored suits that he created in his Manhattan atelier. In s/s 2004 he took his first step
into ready-to-wear. In November 2006, he relocated his exclusive shop from New York’s Meatpacking
District to Tribeca, where today clients can make appointments for custom-made pieces or buy ready
items such as suits, navy sport coats, shirts, ties and shoes. In 2006, Browne received the Menswear
Designer of the Year Award from the Council of Fashion Designers of America (CFDA), the Rising
Star Award for Menswear from Fashion Group International in 2005 as well as the runner-up prize
of CFDA Vogue Fund. Browne’s aesthetic is inspired by the late 1950s and early 1960s and that
period’s icons such as Steve McQueen and John F. Kennedy. Showing for the first time in Europe,
Browne recently presented his f/w 2009-10 menswear collection with hip and modern suits at a
fashion show-event at Pitti Uomo. Browne also designs Moncler’s new men’s collection “Gamme
Bleu,” which was unveiled in January during Men’s Fashion Week in Milan. Interview: Barbara
Stockinger-Torelli

Tell us about the real Thom Browne. 
I am difficult but not fussy. I like my shirts washed and dried. Not
pressed. And I never button down my button-down shirts either. 
If you weren’t a fashion designer, what would you like to be?
I cannot imagine anything else. But creating an environment has
always been an interest for me and is also very important. For
example, my store on Hudson Street in Tribeca was designed by
me with help from a good friend, architect David Biscaye. But down the line in
the future, I’d love to design furniture.  
Who is the most interesting upcoming brand or designer at the moment? 
I am sure there are many, but as I don’t really look at what others do or at
fashion magazines, I cannot name any.
Where do you get your inspiration?
I am never inspired by a certain person or a culture. It’s often the sensibility or
the intention behind what makes those things interesting that inspires me.
So, for example, an old man walking down the street on Lexington Avenue, who
looks great in his suit which he may have worn for 30 years.
What, in your eyes, is the fashion city number one at the moment?
Different cities are great for different reasons. Even though I like New York
and like living in New York, I cannot say that people dress all that interestingly.
I found that people, especially men in Tokyo, were very stylish. Italy is and has
always been very important for the fashion system. It comes from the history
and the location as well.  
What is the motto in your life? 
Be true to yourself. 
…and your motto in times of the economic crisis?
My emphasis has always been about quality so I intend to continue to do that.
I think that the consumer’s view on what is truly luxury will change. I think we
will see less interest in the obvious.  
What should the Thom Browne man look like?
He is a true individual full of confidence. Someone who can get dressed in five
minutes and look good naturally. Certainly I hope he would wear Thom
Browne, but it’s most important that he has his own style.  
Obama is President now. Do you think his presidency could have an impact on the
fashion world? 
I don’t know how he will influence the fashion world but I certainly think that
he will make some great changes for our country.  
Do you have a dream project–one that has not been realized yet or maybe is even
unrealizable? 
I hope to do many things in the future... I cannot pinpoint what exactly. 
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TRUE IDENTITY 
‘NOMEN EST OMEN’—A NAME CAN SHOW ONE’S DESTINY. BUT WHEN A 
DESIGNER BRANDS HIS OWN NAME, PROBLEMS CAN ENSUE SUCH AS FINANCIAL
DIFFICULTIES, LEGAL MATTERS AND COPYRIGHT. AS EARLY AS 1984, WHEN HALSTON
WAS FIRED FROM THE COMPANY THAT BORE HIS NAME, IT HAS BEEN CLEAR THAT
ISSUES OVER COPYRIGHT, TRADEMARK AND WHO OWNS—AND THUS CAN USE
—A NAME WERE PART OF THE FASHION LANDSCAPE. HERE, FOUR SIGNIFICANT
DESIGNERS’ PERSONAL EXPERIENCES IN SUCH MATTERS. BY MARIA CRISTINA PAVARINI

ELIO FIORUCCI: FROM SEXINESS TO TENDERNESS
This retailer is considered a guru in youth cultures and fashion market trends.
After opening his first store in 1967 in Milan’s central Galleria Passarella, he
launched his eponymous collection in 1970. Supporting revolutionary ideas in
fashion, he launched the monokini, clogs, Lycra stretch jeans, musclewarmers and
dance overalls in everyday fashion as well as colorful plastic shoes and
accessories. He became an international icon by opening stores worldwide,
including in London and New York. In 1990 he sold his brand to Edwin
International, the Japanese denim group, but remained art director of a huge store
near Piazza San Babila that welcomed 5,000 people a day. In 2003, after selling his
store to H&M Group, he separated from the Fiorucci brand and founded his new
brand, Love Therapy, which has been produced by Coin Group under a licensing
agreement since 2008. “The Love Therapy project is aligned to the pace and needs
of today’s marketplace, growing always more sophisticated and demanding,” says
Fiorucci. “Its mission is to design small collections made by new jeans, T-shirts
and new pieces to wear every day.” Its logo shows two colorful and playful dwarfs
and the overall mood is one of tenderness. Asked whether he would ever like to
buy back the brand with the two-angels logo that bears his surname, Fiorucci
says: “I wish I could buy it back but I can’t. It’s too expensive. In any case, the
Fiorucci brand of today doesn’t express my attitude anymore. Today I believe the
market needs more tenderness, cuddling and refinedness. It needs small little
objects and items that can make everyone feel beloved.”

ROMEO GIGLI: ME, MYSELF AND I
Returning to fashion at the beginning of 2009, Italian designer Romeo Gigli

presented his new collection called Io, Ipse Idem in Paris. Mixing Italian
and Latin, the collection’s name expresses the creative and talented

attitude that has guided him through the years despite difficulties:
“Always the same me, but never quite the same” is the meaning of his new

brand. He debuted in fashion by launching his ethereal, feminine, fairy-
like and sophisticated Romeo Gigli collection in 1986 and the following

year opened his showroom in Corso Como 10. In 1999 Tonino Perna’s
Ittierre Holding (later IT Holding) acquired a majority share in the brand

with the aim to expand it worldwide. In spring 2004, IT Holding withdrew
from Gigli Srl. Since then the use of the Romeo Gigli brand ceased to have

any connection with the fashion designer it was named after. “An ill-
considered brand policy shortly brought my brand and my own image to

be ruined,” he says. In 2004 the case was brought to court, where still
different lawsuits are pending. The Io Ipse Idem collection embodies

Gigli’s eclecticism, new vision and expresses both his ideal and actual
personal revenge: “I have been living this period with a revenge spirit. It

gave me the consciousness that I would have won against IT Holding—not
only in the court but also as a designer who could no longer express

himself within a world that didn’t belong to him anymore.” Gigli’s new
business is managed through the Italian IP Investimenti e Partecipazioni

company, whose CEO is Catherine Vautrin, who previously worked for Louis
Vuitton and Pucci. “My best game has started again,” says the designer.
“Fashion is my life and I could not accept the idea to stop at that point.”

ANDREW MACKENZIE: FROM HEAVEN TO HELL AND BACK
Welsh designer Andrew MacKenzie launched his small, eponymous

jeanswear collection in 1996 with the support of Gild, a small Rimini-based
company. At the end of the 1990s the brand became successful thanks to

MacKenzie’s bold, extravagant and eccentric style mixes and presented
during Milan Men’s Fashion Week. MacKenzie’s jeanswear line was also

strongly recognizable for the “AMK” acronym printed on the back of its
models. After his f/w 2005-06 collection, Mackenzie decided to leave Gild

because of the company’s illegal behavior. From 2005 on, the designer could
not use his name anymore, nor design the collection that bore his name.

Starting from s/s 2006, though, he started collaborating with Sinv Holding
to produce his own AMK-Against My Killer brand. “The sensation I felt in

those years gave me a greater energy to continue doing my work,” he says.
“The birth of Against My Killer was my reason of rebirth from a design and
stylistic point of view. Sinv gave me comfort and security even though they
could not use my full name on the collection. Despite all that they decided

to believe in me as a designer.” He adds, “Obviously it was not a pleasant
sensation seeing advertising of my name and brand with a totally different

image from what I had built up after so many years of hard work.” In October
2007 Italian company Einstein Progetti & Prodotti bought the brand with
the aim of getting Mackenzie back on board and re-creating the brand’s

characteristic DNA both in terms of design and retail distribution.
“After this experience I learnt that hard work pays off and believing 

in what you’re doing is your future,” says the designer, who adds that the
business has changed over the years. “A designer cannot simply focus on

creating an image, but has to clearly focus his attention on what the market
needs,” he explains. Thus the new Andrew Mackenzie collection 

has a down-to-earth and more mature approach to market. 
The Against My Killer collection, which is owned by MacKenzie, might soon

be acquired by Einstein as well. It has already acquired the license to
produce it and distribute it and has an option to buy it within 2009.

ADRIANO GOLDSCHMIED: IN NAME ONLY
Another designer who has departed from a brand bearing his name is legendary denim
designer Adriano Goldschmied, whose career has spanned several continents and
nearly four decades. The founder of jeans incubator the Genius Group, which eventually
gave birth to Diesel and Replay, Goldschmied had already cemented his reputation as a
master of jeanswear when he approached Yul Ku, CEO of Los Angeles–based Koos
Manufacturing, in 1999 about creating an eponymous line of denim that replicated
vintage looks. The AG Adriano Goldschmied brand launched the following year. In
September 2004, Goldschmied dissolved the partnership and sold his trademark to
Koos, which continues to produce and distribute the line without him. In February 2005,
Goldschmied unveiled a new high-end denim and sportswear line, GoldSign. “The
reaction that I had from the designer stores is amazing and brings the jeans business to
a new frontier,” he said after the launch. “The title of the line is ‘Luxury Goods and Rare
Denims’ and it is really happening.” In September 2007, Jerome Dahan’s Citizens of
Humanity acquired GoldSign and Laundry Atelier, its laboratory and laundry facility, and
named Goldschmied as a partner and executive vice president of product development. 
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> MOON SUK – STRADDLING 
THE WORLDS OF PERFORMANCE, 
ART AND FASHION
She would never ever cut off her long hair, because
“hair is like an antenna.” “But I often wear hats to
keep my hair manageable,” says Moon Suk, who
has dedicated her life to creative pursuits as an
opera singer, painter, poet, model and performance
artist. This reflects the viewpoint of the artist on
fashion which she feels embodies a cycle: “What
you eat is eventually excreted from your body and
the garments you wear show on the outside what
you look like inside.” That amounts to nothing less
than Asian philosophy–after all, she is from Korea.
In 1989 she moved to Karlsruhe to study voice and
since 1999 she has lived with her two sons in
Berlin–reason enough to celebrate her 20 years in
Germany and 10 years in Berlin in the photo
exhibition “Ich bin eine Koreanerin” (I am Korean)
in April in Berlin (see flyer below). Fashion and
clothing are not at the center of her creative work,
but nevertheless are one integral component of it.
This was true of her work as a director for
performances by the artistic group Pandora and
it’s also true for the appearances she makes today
that combine singing, acting, action and costumes.
This is precisely what makes her projects
interesting, because she takes a different
perspective on clothing which is sometimes
dramatic, sometimes humorous or ironic and
provocative, whether it involves a bondage outfit
for a vocal performance or decorating one of her
hats with a large plastic flower. “The people are
delighted when they see that and start laughing.
It’s just great to produce reactions like that
through clothing,” she says. The outfit she created
especially for SI is also supposed to have the same
effect: it’s a wedding dress made of mouse traps.
“Marriage is something of a trap,” she laughs.
Others have discovered her understanding of
fashion, too. She is a muse for hat designer Fiona
Bennett and is the MC for the awards ceremony of
the newcomer competition Create Europe. In
private she wears clothes by Berlin designers and
labels such as Skoda or Just Mariot. Her motto is:
“Try everything.” There is only one thing she won’t
do: admit her age. “I was born on March 8, World
Women’s Day” is all she’ll say. moonsuk.de
Photo wedding dress: Lars Kroupa
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HOW
SHE
WON 
THE WAR
photos: Francesco Brigida | styling: Carlotta Dell’Oro
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KRISTJANA WILLIAMS, FOUNDER,
BEYOND THE VALLEY, LONDON, UK
Semi DIY products are hot at the
moment. We’ve noticed a surge for
anything that you can assemble and
finish off yourself, such as sewing
your own quilted rabbits and knitting
your own monsters, or making your
own cardboard side table–these are
all examples of products we offer at
Beyond the Valley. In general,
customers give more thought before
they purchase anything and buy an
eclectic mix of things, skipping
coffee and instead getting more
creative with how they spend their
money. They pick key pieces that can
dress and sharpen up an outfit in
stylish way. To comment on the retail
arena as a whole, the Primarks of
this world will continue to do well for
now, and the charity chain Oxfam
has seen a high rise in shoppers
lately. If you are a high-end retailer
you really need to have a point of
difference to survive.

LINDSAY BUSCHER,
OWNER, URBAN CHIC,
WASHINGTON DC, USA
Hot items right now are our
maxi and one-shoulder strap
dresses. We have found that
our customers are still
shopping but have been
buying for specific events. It
seems that people are
shopping with an agenda
rather than just buying
something because it is
“cute”–they have to LOVE it
and have an event sometime
soon that they can wear their
new outfit to. 

NEW SHOPPING HABITS
OBVIOUSLY THE ECONOMIC
CRISIS HAS HAD A DEEP IMPACT
ON THE FASHION BUSINESS.
NEVERTHELESS, NOT EVERYONE
REFUSES TO BUY NEW FROCKS.
WE EVEN KNOW ABOUT A NEW
TYPE OF CONSUMERS, THE SO-
CALLED RECESSIONISTAS. SO
WHAT IS HOT AT THE POS NOW?
IF PEOPLE HAVE LESS MONEY,
WHAT ARE THEY BUYING?

RYAN HUBER, 
CREATIVE DIRECTOR, 
CONTEXT
(CONTEXTCLOTHING.COM), 
MADISON, WISCONSIN, USA
I’m wearing our bestselling low price
point ($44) accessory by a brand new
company called The Hill-Side. 
This bandana, made from Japanese
chambray with a selvage edge, is a
timeless accessory for both men and
women, and just exploded in
popularity this season. 
We cannot keep them in stock. 

PHIL KOH, 
OWNER/BUYER, 
FOOTAGE, SYDNEY,
AUSTRALIA
Utility wear with a point of
difference is hot right now. 
The truth is, people need basics
all the time and they will hunt
down basics or “recession-
proof” gear that will most likely
communicate value for money.
The client is less likely to feel
bad about making a purchase if
the item purchased is a good
staple addition to the
wardrobe.  I've noticed a trend
toward good utility basics with
a slight twist, be it jeans,
jackets or shoes. Brands today
need to wow the intended
audience with basics that
feature something special, e.g.
quirky detailing, without
eroding the clean basic appeal
of the product. Even in slow
times like these, people still
want to shop and the client
today is a more informed
shopper who demands only the
best product quality and
service. As a retailer, you now
have to work twice as hard.

CLAUDIO ANTONIOLI, OWNER, ANTONIOLI, MILAN, ITALY
Despite the crisis, my boutique registered a double-digit
sales increase. It might seem strange, but who steps into my
store and buys here is looking for exclusive, unique and, if I
may say, fabulous items. This is the result of a research that
distinguishes our boutique worldwide. Balmain, Rick Owens
and Ann Demeulemeester are among our bestselling brands
at the moment. In addition, for every product category we
sell the most special pieces, practically single-exemplar
items. This indicates that our customer wants to distinguish
himself/herself.

MARTIN SUNDBERG, 
CO-OWNER, GRANDPA,
STOCKHOLM, SWEDEN
Since Grandpa offers vintage as
well as new collections from
different designers, what’s hot
in-store is secondhand clothing.
Customers who prefer to buy
new clothes tend to go for
classic pieces with lasting,
timeless value. In terms of
labels that do particularly well,
two favorites are the Swedish
label Velour and Smiley Vintage–
a label that offers re-made,
unique vintage dresses. People
are also buying accessories. 
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publishing dates first half

#229 

Space due:
April 23, 2010

Material due:
May 7, 2010 

January 13, 2010 Fall / Winter 2010 / 2011
European Sportswear Collections
Trends and Brands:  
Sportswear, Streetwear,  
Jeanswear and New Luxury.
Retail Report

Project / Capsule / Collective / Blue	 New York
Designers & Agents	 Los Angeles
Bright	 Frankfurt/Main
White Homme	 Milan
Bread & Butter / Premium / Jam	 Berlin
Mercedes-Benz Fashion Week	 Berlin
Who‘s Next	 Paris
ASR	 San Diego
Munich Fabric Start / Bluezone	 Munich
The WSA Show	 Las Vegas
CPD	 Dusseldorf
Ispo	 Munich
Premiere Vision	 Paris
CPH Vision / Terminal 2 / Gallery	 Copenhagen
Pure / Margin / The Park	 London
Mercedes-Benz Fashion Week	 New York
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#231 June 02, 2010

February 12, 2010 Space due:
January 04, 2010

Material due:
January 15, 2010

Space due:
November 27, 2009

Material due:
December 11, 2009

Denim by Première Vision	 Paris
Pitti Immagine Uomo	 Florence 
Pitti W_Woman Precollection	 Florence
White Homme	 Milan	

Mercedes-Benz Fashion Week	 New York
Project / Magic / Pool 	 Las Vegas 
Enk Vegas / Capsule	 Las Vegas
CPM	 Moscow
Milano Unica	 Milan 
Milano Moda Donna / White	 Milan
Designers & Agents / Coterie	 New York
GDS / GLS	 Dusseldorf
Fashion Week Moscow	 Moscow
Designers & Agents	 Los Angeles
Premiere Vision Moscow	 Moscow
Micam / Mipel	 Milan

Winter 2011
Sportswear Collections   
Spotlight Catwalk
Footwear Trends  Winter 2011

Fall / Winter 2010 / 2011
American Sportswear Collections
Trends and Brands:  
Sportswear, Streetwear, Jeanswear,  
New Luxury and Footwear.
Global Branding
Retail Report
Focus on Fabrics Summer 2011 
Accessories
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Spring / Summer 2011
European Sportswear Collections
Trends and Brands:  
Sportswear, Streetwear, Jeanswear  
and New Luxury.
Retail Report

Bread & Butter / Premium / Jam	 Berlin		
Mercedes-Benz Fashion Week	 Berlin	
Outdoor Trade Fair	 Friedrichshafen
Bright 	 Frankfurt/Main	
Modefabriek	 Amsterdam
CPD 	 Dusseldorf	
Project / Capsule / Collective / Blue	 New York	
CPH Vision / Terminal 2 / Gallery 	 Copenhagen	
WSA Show	 Las Vegas	
Desiners & Agents	 Los Angeles

publishing dates second half

#232

Space due:
October 29, 2010

Material due:
November 12, 2010 

June 18, 2010

#233

#234 December 10, 2010

August 20, 2010 Space due:
July 09, 2010

Material due:
July 23, 2010

Space due:
May 07, 2010

Material due:
May 21, 2010

Pitti Immagine Uomo	 Florence
Pitti W_Woman Precollection	 Florence
Hip Hop	 Tokyo 
São Paulo Fashion Week	 São Paulo		

Project / Pool / Magic 	 Las Vegas 
Capsule / Enk Vegas	 Las Vegas
Class Tradeshow	 Santa Monica
ASR	 San Diego
Munich Fabric Start / Bluezone	 Munich
CPM	 Moscow
Milano Unica	 Milan
Mercedes-Benz Fashion Week	 New York
GDS / GLS	 Dusseldorf
Premiere Vision	 Paris
Micam / Mipel	 Milan
Designers & Agents	 New York
Milano Moda Donna / White	 Milan
Designers & Agents	 Los Angeles
Premiere Vision Moscow	 Moscow

Summer 2011
Sportswear Collections 
Spotlight Catwalk
Footwear Trends 2011

Spring / Summer 2011
American Sportswear Collections
Trends and Brands:  
Sportswear, Streetwear, Jeanswear,  
New Luxury and Footwear.
Global Branding
Retail Report
Focus on Fabrics Winter 2011 / 2012
Accessories
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Sportswear International News editions boast a new look. Larger in format. Up-to-date in graphics. Sustainable in production. 
Focused in content. The new Sportswear International News editions reflect the new Sportswear International Magazine 
but focuses on one’s own backyard. With six editions focusing on the German market preceding the trade fairs in Berlin, 
Dusseldorf, Frankfurt, Friedrichshafen and Munich, Sportswear International News Germany is a prime informational tool 
and an ideal media platform in Germany’s thriving fashion market.
Circulation: 
15.000 copies
Distribution:
- German-speaking readers of Sportswear International 
- major German trade shows (see below)
- prominent and trendsetting shops and showrooms in Germany

sportswear international
20 10sportswear international media kit
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#1/2010
Denim & Street

Space due: Dec 18, 2009
Material due: Dec 30, 2009

January 15, 2010 Trends Autumn / Winter 2010: 
Jeans / Streetwear /  
Upper Sportwear /New Luxury 
Preview Trade shows

Bread & Butter / Premium / Jam	 Berlin
Mercedes-Benz Fashion Week 	 Berlin
Bright	 Frankfurt/Main	  
CPD	 Dusseldorf

#2/2010
Sport & Street

Space due: Jan 08, 2010
Material due: Jan 15, 2010

January 29, 2010 Key Looks Winter 2010  
Focus: Trends Sportsfashion Winter 2010 
Trade show reports
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#3/2010
Season’s Best

Space due: Feb 12, 2010
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Micam / Mipel	 Milan

#5/20010
Sport & Street
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Trade show reports
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Space due: June 18, 2010
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Trends Summer 2011:  
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Upper Sportswear / New Luxury 
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Bright	 Frankfurt/Main	
CPD	 Dusseldorf

#6/2010
Season’s Best
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Focus: Store Design  
Season’s Best (Order Report Summer 2011) 

GDS 	 Dusseldorf	  
Micam / Mipel 	 Milan
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		  Southern Europe			 
		  Laura Pianazza, p +39 02 80620 504, f +39 02 80620 333, pianazza@sportswearnet.com

advertising services		  Kristine Pfützner, p +49 69 7595 2662, f +49 69 7595 2660, services@sportswearnet.com 

send printing material to:	 Sportswear International, Mainzer Landstraße 251, 60326 Frankfurt/Main, Germany	
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All rates shown are exclusive of value added tax. All space 
orders are subject to our General Terms and Conditions. 
Valid as of October 2009. Contents are subject to change.

Our printer uses customer-friendly frequency-modulated halftone 
printing procedure (FM-halftone).

Trim size: 260 x 340mm (10.2”x13.4”) 

1/1 page
full bleed

260 x 340 mm 
(10.2”x13.4”)
 
+5 mm (0.2”) bleed 
extra on all sides

1/2 page vertical
full bleed

130 x 340 mm
(5.12”x13.4”)

+5 mm (0.2”) bleed extra 
on all sides

1/2 page horizontal 
full bleed

260 x 170 mm
(10.2”x6.69”)

+5 mm (0.2”) bleed extra 
on all sides

2/1 Junior page	
full bleed

328 x 216 mm
(12.91”x8.5”)

+5 mm (0.2”) bleed extra 
on all sides

1/1 Junior page		
full bleed

164 x 216 mm
(6.49”x8.5”)

+5 mm (0.2”) bleed extra 
on all sides



sportswear international
news italy

#1/2010
Pitti Special

Jan 04, 2010 Season‘s Opener Fall / Winter 2010
Menswear, Womenswear, Denim, 
Sportswear, Upper Sportswear,  
New Luxury, Footwear

Pitti Immagine Uomo	   Florence	  
Pitti W_Woman Precollection	   Florence
White Homme	   Milan
Bread & Butter	   Berlin
Milano Unica	   Milan
White / Touch / Neozone / Cloud9	  Milan
Milano Moda Donna	   Milan
	

#2/2010
Pitti Special 

Space due: 
May 14, 2010

Material due: 
May 21, 2010

June 09, 2010 Pitti Immagine Uomo/Woman	   Florence
Pitti W_Woman Precollection	   Florence 
White Homme	   Milan
Bread & Butter	   Berlin
Milano Moda Donna	   Milan
Milano Unica	   Milan	
White / Touch / Neozone / Cloud9	  Milan

Season‘s Opener Summer 2011
Menswear, Womenswear, Denim, 
Sportswear, Upper Sportswear,  
New Luxury, Footwear

issues	 publishing dates	    advertising dates	     trade show distribution                                                            main topics

20 10sportswear international media kit

Space due: 
November 27, 2009

Material due: 
December 10, 2009

page 11

Content and dates are subject to change.

Sportswear International News editions boast a new look: Larger in format. Up-to-date in graphics. Sustainable in production. 
Focused in content. The new Sportswear International News editions reflect the new Sportswear International Magazine but 
focuses on one’s own backyard. Published twice a year to coincide with the all-important Pitti Immagine Uomo trade show 
in Florence, the bilingual (Italian/English) Sportswear International News Italy covers Italy’s sportswear market in depth. 
Like its German counterpart, it is a prime informational tool and an ideal media platform in Italy’s fashion scene.

Circulation: 
15.000 copies

Distribution:
- strictly Italian readership
- major Italian trade shows (see below)
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basic 	 1/1 page, 4 colors			   e   5.900
	 Junior page, 4 color s                                                                                                                      	 e   5.000
	 1/2 page, 4 colors 			   e   4.200

covers	 Inside Frontcover	                   	 e   7.400
	 Inside Backcover 	                   	 e   7.100
	 Outside Backcover	                   	 e   8.000
	
promotions	 Rates including design, layout, setting copy and print	 2/1 pages 	 e   8.500
 		  4/1 pages 	 e	15.600

premium positions	 Additional charges for fixed positions + 15%.

	 No right of withdrawal for cover pages, fixed positions and promotions.
	 No discounts will be given for promotions.

inserts, supplements,	 On request
special advertising 	

color	 Colors include only basic colors of the European chart DIN 16 539 for offset litho. 
	 Color sequence: CMYK. Fifth color on request.

printing material	 Digital data material on CD or by FTP / ISDN-Transfer, ISOwebcoated plus adequate proofs.

agency commission	 15%

discounts	 4 pages:     10% 	 8 pages:     20% 	 12 pages:     30%

combination	 On request
news + specials

printing / screen	 Web-fed Offset, 70er grid, Density max 300%
	
payment terms	 3% advance payment, 30 days net

cancellation policy	 For all regular ads four weeks before publishing date. Agreements concluded for the full year 	
	 must be honored to their full extent. With confirmed page position, cancellation not possible. 

advertising director	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com

advertising sales	 Northern Europe
		  Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com

		  Southern Europe			 
		  Laura Pianazza, p +39 02 80620 504, f +39 02 80620 333, pianazza@sportswearnet.com
	  

advertising services		  Kristine Pfützner, p +49 69 7595 2662, f +49 69 7595 2660, services@sportswearnet.com

send printing material to:	 Sportswear International, Mainzer Landstraße 251, 60326 Frankfurt/Main, Germany	
All rates shown are exclusive of value added tax. All space 
orders are subject to our General Terms and Conditions. 
Valid as of October 2009. Contents are subject to change.

Our printer uses customer-friendly frequency-modulated halftone 
printing procedure (FM-halftone).

Trim size: 260 x 340mm (10.2”x13.4”) 

1/1 page
full bleed

260 x 340 mm 
(10.2”x13.4”)
 
+5 mm (0.2”) bleed 
extra on all sides

1/2 page vertical
full bleed

130 x 340 mm
(5.12”x13.4”)

+5 mm (0.2”) bleed extra 
on all sides

1/2 page horizontal 
full bleed

260 x 170 mm
(10.2”x6.69”)

+5 mm (0.2”) bleed extra 
on all sides

2/1 Junior page	
full bleed

328 x 216 mm
(12.91”x8.5”)

+5 mm (0.2”) bleed extra 
on all sides

1/1 Junior page		
full bleed

164 x 216 mm
(6.49”x8.5”)

+5 mm (0.2”) bleed extra 
on all sides
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sportswear international
india

Sportswear International India presents the most exciting trends and events from this steadily 
growing global fashion market, making it a sound source of news and inspiration for both fashion 
producers and retailers. Cutting-edge photography is mixed with the hottest fashion, while 
stimulating articles keep readers up to speed with fairs and markets, brands and designers.  
With its large format and high production values, it also provides an unparalleled environment  
for your marketing needs.

Circulation: 
20.000 copies

Distribution:
- retailers in major Indian cities
- selected newsstands in major Indian cities
- major fashion trade shows and events in India

India #1/2010	 January 15, 2010	 Space  due: Dec 30, 2009	 India Fashion Forum 2010	 Mumbai	
		  Material due: Jan 05, 2010
		

India #2/2010	 May 15, 2010	 Space  due: April 30, 2010	 Business of Fashion Fair 	 Delhi	
		  Material due: May 05, 2010	 National Garment Fair	 Mumbai 
			   Images EGMIF Fashion Fair	 Kolkata

India #3/2010	 July 15, 2010	 Space  due: June 30, 2010	 India Retail Forum 2010	 Mumbai
		  Material due: July 05, 2010

India #4/2010	 October 15, 2010	 Space  due: Sep 30, 2010
		  Material due: Oct 05, 2010
			 

issues	 publishing dates	 advertising dates	 trade show distribution	

page 13

Content and dates are subject to change.
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basic	 Full page, 4-color	 e  2.500
	 Double spread, 4-color	 e  4.000
	
covers	 Inside front cover	 e  3.000
	 Inside back cover	 e  3.000
	 Outside back cover	                  e  5.000
	
promotions	 On request
 			 
premium positions	 Additional charges for fixed positions: +15%

	 No right of withdrawal for cover pages, fixed positions and promotions.
	 No discounts will be given for promotions.

insert, supplements	 On request
special advertising

color	 Color sequence: CMYK, Fifth color on request

printing material	 Macintosh or PC format files, on CD.

agency commission	 15%

discounts	 4 pages:     10% 	 8 pages:     20%	 12 pages:    30%

printing process/screen	 Sheet fed, Density 175%, 300 dpi

cancellation policy	 For all regular ads eight weeks before publishing date. Agreements concluded for the full year 	
	 must be honored to their full extent. With confirmed page position, cancellation not possible. 

advertising director	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com

advertising sales	 Northern Europe 
	 Mainzer Landstraße 251, 60326 Frankfurt/M, Germany
	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com

	 Southern Europe
	 Piazza Pio XI 1, 20123 Milan, Italy	  
	 Laura Pianazza, p +39 02 80620 504, +39 02 80620 333, pianazza@sportswearnet.com

	 USA 
	 580 Broadway, Suite 701, New York, NY 10012, USA
	 Constantine Floris, p +1 212 925 1240, f +1 212 925 4795, floris@sportswearnet.com

	 India:
		  Images Multimedia Pvt. Ltd., S-21, Okhla Industrial Area, Phase-II, New Delhi – 110 020, India
		  Sandipan Singh, p +91 9313290693, f +91 11 40525000, sandipan@imagesfashion.com

send printing material to:	 Sportswear International, Mainzer Landstraße 251, 60326 Frankfurt/Main, Germany 
All space orders are subject to our General Terms and Conditions. Valid as of October 2009. Contents are subject to change.

Single Page
full bleed

250 x 315 mm 
(9.84” x 12.4”)
 
+5 mm (0.2”) bleed 
extra on all sides

Double Page
full bleed

500 x 315 mm
(19.68” x 12.4”)

+5 mm (0.2”) bleed 
extra on all sides

Double Page 
non-bleed

490 x 305 mm
(19.29” x 12”)

1/2 Page horizontal	 non-bleed: 240 x 152,5 mm ( 9.44” x 6”)		
	 bleed: 250 x 157,5 mm (9.84” x 6.2”) 
	 +5 mm (0.2”) bleed extra on all sides 
1/2 Page vertical	 non-bleed: 120 x 305 mm (4.72” x 12”)		
	 bleed: 125 x 315 mm (4.92” x 12.4”) 
	 +5 mm (0.2”) bleed extra on all sides

Single Page
non-bleed

240 x 305 mm
(9.44” x 12”)

Trim size: 250 x 315 mm (9.84” x 12.4”)

page 14
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faces/brands/trends 
who’s who 2009 
the fashion yearbook
by sportswear
international
stores/buyers/cities/trade shows/business/models/looks

yearbook
sportswear
international

®

Who or what were the most important faces, the most talked-about events, the hottest stories, the best brands 
and the world’s most spectacular new stores? What were the hot topics affecting the fashion community? What 
impressed us most in 2010? Who’s Who 2010, the high quality hardcover yearbook, provides the answers on more 
than 200 pages with a flood of breathtaking pictures. We present the year 2010 with all its trends, key news stories 
and emotions, completed with numerous best-of rankings.
This look back at the year will be supplemented by the official annual announcement of the SIFA (Sportswear 
International Fashion Award) winners. This yearly prize is selected by SI together with a international retail jury to 
the best of the best in the categories fashion, denim, sport/street, sneakers, footwear and newcomer.

Circulation: 
20.000 copies

Distribution:
- subscribers of Sportswear International worldwide
- selected VIP recipients in the fashion community
- selected shops and showrooms in the denim, sportswear and new luxury segment
- book stores specialized in fashion, art and design
- major trade shows worldwide (see below)

Who’s Who
2010

Space due:
October 15, 2010

Material due:
October 22, 2010

November 19, 2010 Bread & Butter / Premium / Jam	 Berlin		
Mercedes-Benz Fashion Week	 Berlin	
Bright 	 Frankfurt/Main	
Modefabriek 	 Amsterdam
Who‘s Next	 Paris	
Project / Capsule / Collective / Blue	 New York	
CPH Vision / Terminal 2 / Gallery 	 Copenhagen	
Ispo	 Munich	
CPM 	     Moscow 
Outdoor Trade Fair	     Friedrichshafen 
Pitti Immagine Uomo	     Florence	

issue	 publishing date	 advertising dates	 trade show distribution (all relevant trade shows esp.:)

who’s who 2010
page 15

Content and dates are subject to change.



Single Page
full bleed

270 x 270 mm 
(10.6” x 10.6”)
 
+5 mm (0.2”) bleed extra 
on all sides

Double Page 
full bleed

540 x 270 mm
(21.3” x 10.6”)

+5 mm (0.2”) bleed extra 
on all sides

Double Page 
non-bleed

530 x 260 mm
(20.86” x 10.2”)

Single Page
non-bleed

260 x 260 mm
(10.2” x 10.2”)

basic rate	 1/1 page, 4-color	 $ 14.300
	 2/1 pages, 4-color	 $ 28.500

promotions	 On request
	
premium positions	 1st third of magazine, plus 10% surcharge on basic price. Others on request.

inserts, supplements,	 On request
special advertising		

color	 Colors include only basic colors of the European chart DIN 16 539 for offset litho.
	 Color sequence: cyan, black, magenta, yellow. Fifth color on request.

printing material	 Macintosh or PC format files, on CD or by ISDN transfer, plus adequate proofs.

agency commission	 15%

discounts	 4 pages:     10% 	 8 pages:     20% 	 12 pages:     30%

combination	 On request
news + specials	

printing process	 Sheet fed, Offset

screen	 Density: 300%, 300dpi

payment terms	 3% advance payment discount, 30 days net.

cancellation policy	 For all regular ads eight weeks before publishing date. Agreements concluded for the full year 	
	 must be honored to their full extent. With confirmed page position, cancellation not possible. 

advertising director	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com	

advertising sales	 Northern Europe			 
	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com
	  
	 Southern Europe 
	 Laura Pianazza, p +39 02 80620 504,  f +39 02 80620 333, pianazza@sportswearnet.com	
	  
	 USA 
	 Constantine Floris, p +1 212 925 1240, f +1 212 925 4795, floris@sportswearnet.com

 
advertising services		  Kristine Pfützner, p +49 69 7595 2662,  f +49 69 7595 2660, services@sportswearnet.com
		

send printing material to:	 Sportswear  International, Mainzer Landstraße 251, 60326 Frankfurt/Main, Germany

Trim size: 270 x 270mm (10.6” x 10.6”)

All rates shown are exclusive of value added tax. All space 
orders are subject to our General Terms and Conditions. Valid 
as of October 2009. Contents are subject to change. 
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OPEN - The StoreBook

OPEN - The StoreBook 	
Volume IV

Space  due: 
November 05, 2010

Material due: 
November 19, 2010

December 22, 2010 Bread & Butter / Premium / Jam	 Berlin		
Mercedes-Benz Fashion Week	 Berlin	
Bright 	 Frankfurt/Main	
Modefabriek 	 Amsterdam
Who‘s Next	 Paris	
Project / Capsule / Collective / Blue	 New York	
CPH Vision / Terminal 2 / Gallery 	 Copenhagen	
Ispo	 Munich	
CPM 	     Moscow 
Outdoor Trade Fair	     Friedrichshafen 
Pitti Immagine Uomo	     Florence 
Euroshop	     Dusseldorf

edition	 publishing date	 advertising dates	 trade show distribution (all relevant trade shows esp.:)	

20 10sportswear international media kitpage 17

OPEN – this oversized coffee table-style book focuses on the crème de la crème of contemporary retail store design in 
the last year and features visually driven portraits of outstanding new multi- and monobrand stores across the globe. 
OPEN – The StoreBook contains over 250 full-color and high-quality photographs of store interiors and provides on 
more than 200 pages valuable information about their locations, brand assortments, size, opening dates, architects 
and interior designers. OPEN is THE must-have publication and it’s also a perfect medium for you to present your 
ideas about professional store design to Sportswear International‘s global audience. 

Circulation: 
20.000 copies

Distribution:
- VIP mail out to famous architects, fashion designers, interior designers, shop fitters, booth builders,  
   retail merchandisers and selected recepients of global fashion brands
- key retailers and selected showrooms worldwide
- specialized book stores worldwide
- special distribution at major shop and interior design trade shows as well as at selected fashion trade shows

Content and dates are subject to change.



OPEN - The Store Book	 1/1 page, 4-color	 $    	8.200
	 2/1 pages, 4-color	 $  	16.300
				  
premium positions	 Additional charges for fixed positions  +15%

	 No right of withdrawal for cover pages, fixed positions and promotions.
	 No discounts will be given for promotions
			 
inserts, supplements,	 On request
special advertising
	
color	 Colors include only basic colors of the European chart DIN 16 539 for offset litho.
	 Color sequence: CMYK. Fifth color on request.

printing material	 Macintosh or PC format files, on cd or by ISDN transfer, plus adequate proofs.

agency commission	 15%

discounts	 4 pages:     10% 	 8 pages:     20%	 12 pages:    30%

printing process	 Sheet fed

screen	 Density: 300%, 300 dpi

payment terms	 3% advance payment, 30 days net

cancellation policy	 For all regular ads eight weeks before publishing date. Agreements concluded for the full year 	
	 must be honored to their full extent. With confirmed page position, cancellation not possible. 

advertising director	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com	

advertising sales	 Northern Europe			 
	 Pierre D’Aveta, p +49 69 7595 2664, f +49 69 7595 2660, daveta@sportswearnet.com
	  
	 Southern Europe 
	 Laura Pianazza, p +39 02 80620 504,  f +39 02 80620 333, pianazza@sportswearnet.com	
	  
	 USA 
	 Constantine Floris, p +1 212 925 1240, f +1 212 925 4795, floris@sportswearnet.com

 
advertising services		  Kristine Pfützner, p +49 69 7595 2662,  f +49 69 7595 2660, services@sportswearnet.com
		
send printing material to:	 Sportswear  International, Mainzer Landstraße 251, 60326 Frankfurt/Main, Germany

All rates shown are exclusive of value added tax. All space 
orders are subject to our General Terms and Conditions. Valid 
as of October 2009. Contents are subject to change.
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Single Page
full bleed

250 x 360 mm 
(9.8”x14.2”)
 
+5 mm (0.2”) bleed extra
on all sides

Double Page 
full bleed

500 x 360 mm
(19.7”x14.2”)

+5 mm (0.2”) bleed extra
on all sides

page 18

Trim size: 250 x 360mm (9.8”x14.2”)



1. “Advertising order”, in the sense of the following General Terms and Condi
tions, refers to the agreement to publish one or more than one advertisement 
of an advertiser or other space buyer in a printed publication for purposes of 
circulation.
2. In the event of doubt, advertisements are to be requisitioned for publication 
within one year after the conclusion of the contract. If the right to requisition 
individual advertisements is granted under the terms of a transaction, then the 
order must be carried out within a period of one year from the publication of the 
first advertisement, insofar as the first advertisement is requisitioned and pub
lished within the time period designated in Clause 1.
3. The prices of the advertisements are consequent on the Publisher’s 
Advertising Rate Card in effect at the time the contract is concluded. If the 
advertisement rate should change after the conclusion of the contract, the 
Publisher is entitled to charge the price in effect according to the price list 
valid at the time of publication; this does not apply to business transactions 
with non-traders, insofar as no more than 4 months have elapsed between 
the conclusion of the contract and the time of publication. 
Advertising agencies and advertising agents are prohibited from passing on 
the agent’s fees granted by the Publisher wholly or in part to their clients.
4. If an order should not be carried out owing to circumstances for which the 
Publisher is not responsible, then the Advertiser must reimburse the Publish
er for the difference between the discount granted and that corresponding to 
the actual sales, regardless of any further legal obligations. No claims on the 
part of the Advertiser shall ensue if, owing to force majeure (e.g., war, mobil
ization, labour dispute or other unforeseeable events), the publication of the 
magazine should be diminished or delayed, or should cease altogether.
5. In the calculation of quantities ordered, millimetres of text lines shall be 
converted into millimetres of advertisement corresponding to the price.
6. Orders for advertisements and advertising supplements which are placed 
with the declared intention of being published only in specific issues, in 
specific editions or in specific places in the publication, must be submitted 
to the Publisher early enough that the Advertiser can be informed before 
the closing date if the order cannot be executed in this manner. Rubricated 
advertisements shall be printed in the respective column, and do not require 
an express agreement to this effect.
7. Text advertisements are advertisements having at least two sides border
ing on text and not on other advertisements.
The Publisher is entitled to mark with the word “Advertisement” those adver
tisements whose editorial design is such that they are not readily recogniz
able as advertisements.
8. The Publisher reserves the right to refuse advertising orders - including 
individual requisitions under the terms of a transaction - and advertising 
supplement orders on the basis of their technical form or their origin, in 
accordance with uniform, objectively justified principles; the same applies if 
the contents violate laws or official regulations, or if the publication is unac
ceptable to the Publisher. This also applies to orders placed with agencies, 
receiving offices or representatives.
Advertising supplement orders are not binding for the Publisher until a 
sample of the advertising supplement has been submitted and approved. 
Advertising supplements which in form or appearance give the reader the 
impression that they are an integral part of the newspaper or magazine, or 
which contain outside advertising, shall not be accepted.The Advertiser will 
be informed immediately if an order is refused.

9. The Advertiser is responsible for the punctual delivery of the advertising copy 
and reliable printing data or the advertising supplements. The Publisher guar
antees the quality of printing customary for the assigned publication within the 
limits set by the printing data.
10. If the print of the advertisement is completely or partially illegible or false 
or is incompletely printed, the Advertiser may claim a correct substitute adver
tisement, or a price reduction to the extent that the purpose of the advertise
ment has been impaired. If the Publisher should exceed a reasonable period of 
time set for the publication of the substitute advertisement or if it should once 
again be incorrect, then the Advertiser has the right to a price reduction or a 
cancellation of the order.
Indemnity claims from positive breach of obligation, negligence in contracting 
and tort are excluded – especially in the case of orders placed by telephone; 
indemnity claims from impossibility of performance and default are restricted 
to the replacement of the foreseeable loss and, in the amount, to the remunera
tion to be paid for the advertisement or advertising supplement in question. This 
does not apply to premeditation and gross negligence on the part of the Publish
er, its legal representatives and its vicarious agents. A liability of the Publisher 
for damages owing to the lack of warranted qualities remains unaffected.
Furthermore, the Publisher is not liable for gross negligence of vicarious agents 
in commercial business transactions; in the remaining cases, the liability 
towards merchants for gross negligence is restricted in its extent to the fore
seeable damage up to the amount of the remuneration for the advertisement 
in question.
Complaints must be put forward within 4 weeks of receiving the invoice and 
receipt – unless the defects are not obvious.
11. Proofs shall be delivered only when expressly requested. The Advertiser 
shall bear the responsibility for the correctness of the returned proofs. The 
Publisher shall take into account all error corrections of which it shall be 
informed within the period set at the time of forwarding the proofs.
12. If no specific size is stipulated, the actual print size customary for the type 
of advertisement will be used as a basis for invoicing.
13. In the event that the Advertiser does not make an advance payment, the 
invoice will be sent immediately, if possible, however, 14 days after the publi
cation of the advertisement.
The invoice is to be paid within the period evident from the price list, beginning 
from the time of receipt of the invoice, unless, in individual cases, another 
method of payment has been agreed upon or an advance payment has been 
made. Any discounts for advance payment shall be granted in accordance 
with the price list.
14. In the event of default, the Publisher shall charge, with the reservation of 
further rights, interest for default in the amount of 5 % above the respective 
basic Bank Rate of the German Bundesbank. In the event of default, the Pub
lisher may postpone the further execution of the current order until payment 
and request advance payment for the remaining advertisements.
If there is reasonable doubt regarding the Advertiser’s ability to pay, the Publish
er is entitled, even during the term of the transaction, to make the publication 
of further advertisements dependent upon advance payment of the amount 
charged and settlement of unpaid bills, regardless of previously agreed terms 
of payment.
15. Upon request, the Publisher shall deliver a specimen of the advertise
ment with the invoice. Depending on the type and size of the advertisement, 
the specimens shall be delivered as clippings, entire pages or entire issues. 

If a specimen can no longer be procured, a legally binding certification from 
the Publisher regarding the publication and distribution of the advertisement 
shall serve as a substitute.
16. The Advertiser shall bear the costs for the production of ordered printing 
data and drawings, and for considerable changes in previously determined ver
sions, which the Advertiser may request or be responsible for.
17. In the case of a transaction involving several advertisements, a claim to 
a reduction in price may result from a reduction in the circulation if the total 
average circulation in the insertion year beginning with the first advertisement 
is less than the average amount stated in the price list or otherwise, or – if no 
circulation amount is stated – is less than the average circulation of issues sold 
(for trade journals, this can also be the average number actually distributed) in 
the previous calendar year. A reduction in circulation shall grant the right to a 
price reduction only if it amounts to
20 % for a circulation of up to  50.000
15 % for a circulation of up to 100.000
10 % for a circulation of up to 500.000
5 % for a circulation of more than 500.000.
Claims to price reductions are excluded, however, if the Publisher has informed 
the Advertiser in due time of the drop in circulation and has offered the Adver
tiser the choice of withdrawing from the contract.
18. In the case of keyed advertisements, the Publisher shall take as much 
care in handling and punctually passing on the replies as would a respon
sible businessman. Registered and express letters will only be forwarded by 
ordinary post.
The replies to keyed advertisements shall be kept for 4 weeks. Replies which 
are not collected within this period shall be destroyed. The Publisher shall 
return valuable documents without being obligated to do so.
The publisher can be garanted the right in a specific contract to open incom
ing offers as a representative on behalf of, and in declared interests, of the 
customer. Letters which exceed the permissible DIN A4 size, as well as goods, 
books, catalogues and packages, will be excluded from onward transmission 
and will not be accepted. 
Any acceptance or onward transmission can, however, be agreed by way of 
exception if the customer bears the charges/costs incurred as a result.
19. Printing data shall be returned to the Advertiser only if expressly requested. 
The obligation to save them shall end three months after the order has expired.
20. Discount credit notes and supplementary discount charges shall principally 
not take place until the end of the insertion year.
21. Placement confirmations are only conditionally valid and may be changed 
for technical reasons. In such cases, the Publisher may not be made liable.
22. The place of fulfilment is the principal place of business of the Publisher.
The place of jurisdiction for legal proceedings involving business transactions 
with merchants, bodies corporate or special assets is the principal place of 
business of the Publisher. Insofar as claims of the Publisher are not put forward 
by collection procedure, the place of jurisdiction for non-traders shall be deter
mined according to their place of residence.
It shall be agreed that the place of jurisdiction shall be the principal place 
of business of the Publisher if the place of residence or customary place of 
abode of the Advertiser, including non-traders, is unknown at the time that 
the legal proceedings are instituted or if the Advertiser’s place of residence 
or customary place of abode should be moved outside the purview of the law 
after closing the contract.

general terms and conditions
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