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MOST 
POWERFUL 
PEOPLE
AND 
COMPANIES  
IN THE 
INDUSTRY

1 Marty Lott  ± SanMar (asi/84863)  

2 Ted Stahl ± GroupeSTAHL 

3 Mike Ho!man  ± Gildan Activewear SRL 

4  Martin Kristiaman  ± Wilcom International  
PTY. Ltd. 

5  Paul Gallagher and Hitoshi Tajima ± Hirsch  
International/Tajima Industries Ltd. 

6   Mike Ernst and John Fryer ± Hanesbrands  
Imagewear Inc. (asi/59528) 

7  Tas Tsonis and Brian Goldberg ± Pulse  
Microsystems Ltd. 

8 Gerard Metrailler  ± Corel Corp. 

9   Tom Myers and Hank Harrell ± Broder Bros. Co. 
(asi/42090)

10  Dean F. Shulman ± Brother International  
Corp. 

11 Hajo Voeller ± Madeira USA Ltd. 

12 Mike Rhodes ± Bodek and Rhodes (asi/40788) 

13  Craig Mertens and Jay Busselle ± Digital Art  
Solutions (asi/14970) 

14 Dov Charney ± American Apparel (asi/35297) 

15 Mike Angel ± Melco 

16  Garry Hurvitz and Dominique  Au-Yeung ± Ash City 
USA (asi/37127) 

17  Tetsuji Yamaue and Bob Stone ± Barudan/Barudan 
America Inc. 

18  Je! Adams and Paul Rohr ± S&S Activewear 
(asi/84358) 

19 Ira Neaman ± Vantage Apparel (asi/93390) 

20  Anna Wintour ± Vogue 

21  Edward Staton ± Staton Corporate and Casual 
(asi/89380) 

22 George Westphal ± Dakota Collectibles 

23 Cotton  

24 Anthony Corsano  ± Anvil Knitwear (asi/36350) 

25 Dick Ward ± River's End Trading Co. (asi/82588) 

26  Jimmy Lamb ± Sawgrass Technologies 

27 Rick Mouty ± Pro!ill Holdings (asi/300152) 

28  Ray Titus ± EmbroidMe (asi/384000) 

29  Oil  

30  Gene Feil ± Dalco Athletic Lettering Co. 

31  Phil Rubin and Eric Rubin ± Blue Generation 
(asi/40653) 

32 Owen Dunne ± American & E!ird Inc. 

33 Scott Colman ± ColDesi Inc. 

34  Daniel Tsai and Jennifer Tsai ± Tri-Mountain/ 
Mountain Gear (asi/92125) 

35  Susan Ritchie, Arch Ritchie and Jennifer Cox ± 
National Network of Embroidery Professionals 
(asi/187622) 

36   Josh Peyser ± MV Sport/Weatherproof (asi/68318) 
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Stitches reveals its second-annual list of the most powerful 
people and companies in the industry today. Ranked from 1 to 75, 
everyone on this list is in!luencing the direction the decorating 
industry will take in 2012 and beyond.

By Nicole Rollender, Christopher Ruvo and Shane Dale

P
ower is in¯uence. 
Power is the ability to 
challenge the status quo 
and inspire growth and 
change. The decorating 

industry itself is a powerful force, as 
embellishment touches nearly every 
industry and product out there. 

Welcome to the second-annual 
Stitches Power 75, our ranking of 75 
industry heavyweights, those with 
the most in¯uence now ± and into 
next year ± over how companies 
operate and pro®t in the decorating 
marketplace.

Each person and company on 
this list is making an impact on 
how everyone in the industry oper-
ates ± and setting a go-to-market 
course for the industry as it heads 
into 2012. Turn the page to learn 
who the most powerful people in 
the industry are, and their plans for 
the future. Plus, new this year, we 
surveyed our Power 75 members to 
gauge their outlooks on 2012, ®nd 
out what their biggest challenges 
are and see where the best business 
opportunities lie. Check out their 
responses on page 48.

37 Thomas Moore Jr. ± Strawberry Stitch Co. 

38   John P. Colman ± Pantograms Manufacturing Co. 
Inc. 

39  Jens Petersson ± Cutter & Buck (asi/47965)  

40  Chris Waldick ± JCW Software LLC  

41 Chase Roh, Ph.D. ± AnaJet Inc. (asi/16000)  

42  Dale Call ± Virginia T's (asi/93917) 

43 Richard Hirsch ± Amann USA 

44  Gary Schultz ± Edwards Garment Co. (asi/51752)  

45  Razgo Lee ± Otto International (asi/75350)  

46  Ryan Moor ± Ryonet Corp.  

47 Joyce Jagger ± Embroidery Tips & More 

48   Lee Caroselli Barnes ± Balboa  
Threadworks Inc.

49  Smart Textiles   

50  Mark Venit and Jay Malanga ± Shopworks 

51 Mark Wasson ± Gunold USA 
52  Fran!ois Lesage and Jean-Fran!ois  Lesage ±  

House of Lesage  

53 Ed Levy ± Digitize4u Inc./EmbForum 

54  Niamh O'Connor ± Urban Threads 

55  Michael Robertson ± Specialty Graphic Imaging 
Association (SGIA)  

56  Christopher Bernat  ± Vapor Apparel (asi/93396)  

57 Steve Garnier ± Epilog Laser  

58  Fred Lebow ± Cotswold Industries  

59  Michael Savoia ± Villa Savoia Inc.  

60  Erich Campbell ± Black Duck Inc. (asi/140730) 

61 Deborah Jones ± MyEmbroideryMentor.com 
62  Akira Ikeda ± Mimaki Engineering  

63  Michael Perich ± Bernina of America  

64  Vasilis Thomaidis ± Compucon  

65   Randy Carr ± World Emblem International 
(asi/98264)  

66  Joanna Grant ± A"inity Express  

67 Eric Withaar ± Sportco Inc. (asi/88792)  

68  Jack Ma ± The Alibaba Group 
69  Kristine Shreve ± EnMart and Ensign Emblem 
70  Frank Ma ± Ricoma International Corp.  

71 Edgar Huber ± Lands' End (asi/250566)  

72 Michael Stuart  ± MS Designs Ltd.  

73 Jenny Hart ± Sublime Stitching 

74 Jay Fishman ± Wicked Stitch of the East  

75 Zu Yi Min ± Sheens Embroidery Machines  

This year's Power 75 is made up of the 
heads of the top machine, software, 
thread and apparel suppliers and other 
industry vendors; decorators and digitiz-
ers; industry educators and heads of 
trade associations; others outside the 
industry who we felt were important; and, 
of course, newcomers and Power 75 vet-
erans. On the following pages, you'll !ind 
the 1"75 rankings; rankings are partially 
based on a survey Stitches conducts, 
which asks the industry, the Power 75 
members themselves and the Stitches 
Editorial Advisory Board to rate whether 
each person on last year's list has gained 
or lost in!luence over the past 12 months. 
In addition, we added top apparel sup-
pliers from our !irst-ever Top 25 Apparel 
Suppliers List, which debuted in May 2011 
Stitches. All of these e#orts brought the 
list to the 75 people you see here. 

The Methodology
•
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For Marty Lott, spending his week-

end operating heavy machinery in 
SanMar's (asi/84863) newest distri-

bution facility in Robbinsville, NJ, is all in 
a day's work. Lott, who's been a hands-on 
leader since he founded SanMar 41 years 
ago, says he loves the operational side of 
the business, where he gets knee-deep in 
expanding the company's already huge 
reach across the U.S. ± and serving terribly 
happy customers.

ªI spent a weekend moving into our new 
facility,º Lott says. ªI worked 16 hours a day 
Thursday, Friday, Saturday and Sunday ± 
most of that time operating a pallet jack and 
moving products into a new warehouse. I 
thoroughly enjoyed it.º

After selling printed apparel in the early 
'70s, Lott decided to go into the blanks 

business. ªBack then, a few people in the 
country were selling T-shirts year-round, 
and the challenge with them was that, to 
put it bluntly, they weren't honest,º he says.

Lott, who is ASI's 2011 Person of the 
Year, founded SanMar in an effort to 
prove he could do things better than the 
competition after he placed what should 
have been a simple order of yellow 100% 
cotton Hanes tees from a company that's 
no longer in business. ªThey shot me 
some 50/50, some cotton, some Fruit 
of the Loom ± and none of the colors 
matched,º he says.

He called the company to inform it 
of the numerous errors. ªTheir answer 
was, `You're COD, we have your money, 
you've got the shirts, and the deal is over 
with,'º he says. ªI decided that, if that was 

Marty Lott  
SanMar (asi/84863 )

2. Ted Stahl, Executive 
Chairman and Founder
GroupeSTAHL
2010 Rank: 12

The head of the global group 
of companies under the 

GroupeSTAHL umbrella, Stahl 
transformed his family-owned, 
Midwestern die-cut letters and 
numbers business (founded 
by his grandfather, A.C. Stahl, 
in 1932) into a multinational 

supplier of apparel decorating systems and sup-
plies. Now, GroupeSTAHL is the largest interna-
tional manufacturer of heat-printing products 
and services that complement embroidery and 
screen printing, with 25,000 customers. Stahl has 
recognized that decorators want faster, easier 
and more pro!itable ways to imprint garments, so 
he introduced the CAD"PRINTZ line of full-color 
digital transfers, along with many other cutting-
edge, high-quality, a#ordable embellishment 
options. (Stahls' free online art-creation software, 
CadworxLive.com, now has 15,000 users.) In 
November, Brian Sukaruko#, former president of 

Customer-Focused CEO

1. Marty Lott, President
SanMar (asi/84863 )
2010 Rank: 3  See pro!ile above

For 40 years, Lott has headed up SanMar, the 
second-largest apparel seller in the market, 

and has raised its revenues by more than 25% 
over the past !ive years. Just one day after 
SanMar celebrated its anniversary, the supplier 
launched its mobile-enabled site, m.sanmar.com. 
(Decorators who download the free app can 
check prices and stock and browse products 
from their smartphones.) The announcement 
carried a message: At four decades old, SanMar 
hasn't stopped !inding new ways to serve its 
customers. Often cited as the apparel supplier 
of choice in the decorated apparel industry 
because of its top-notch customer services and 
deep breadth of inventory, the supplier's more 
than 4 million square feet of inventory houses 17 
retail and private apparel brands (with new prod-
ucts and brands always being added) ± 84% of 
the country can get goods the next day. And on 
top of that, the company has a heart, launching 
eco initiatives, green products and community-
outreach programs and adhering to its commit-
ment to social responsibility. 

Jokab Safety North America, was named CEO of 
GroupeSTAHL, with immediate goals to improve 
operational processes, and promote global devel-
opment of technology and product innovation. 

3. Mike Ho!man, President
Gildan Activewear SRL
 2010 Rank: 7

The world's largest manu-
facturer of T-shirts, sports 

shirts and other casual apparel, 
Gildan sold 600 million T-shirts 
last year, and has at any given 
moment 150 million wholesale 
garments in inventory ready to 
ship. Ho#man, who directs U.S. 

operations, says the mill, with over 60% share in 
the U.S. screen-printing and embroidery chan-
nel, received the FUNDAHRSE Seal for Social 
Responsibility for the fourth straight year; gained 
the renewal of its stringent Oeko-Tex Standard 
100 certi!ication for its entire product line; and 
employs a rigorous Environmental Code of 
Practices in all its manufacturing centers. In addi-
tion to adding 12 new styles, Gildan is adding 28 
colors to its line for a total of 98. In 2010, Gildan's 
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sales were just above $1.3 billion, representing an 
increase of more than 30%, and per its third-
quarter earnings, the company is projecting 2011 
sales revenues in excess of $1.7 billion.

4. Martin Kristiaman, CEO
Wilcom International PTY. Ltd.
2010 Rank: 2

Kristiaman's industry vision 
includes continuing to 

increase decorators' com-
petitive multi-decorating and 
ªmass personalization, quantity 
oneº capabilities, while decreas-
ing their costs to produce that 
order. To that end, Wilcom con-

tinues to evolve its embroidery-related software 
(EmbroideryStudio, DecoStudio and TrueSizer) 
and software for the general custom decorator 
market, DecoNetwork, an online e-commerce 
solution for decorators who o!er embroidery, 
direct-to-garment printing or heat transfers. In 
January, Wilcom launched EmbroideryStudio 
e2 and DecoStudio e2, which incorporate a 
fully integrated CorelDRAW X5 and introduce 
a variety of practical embroidery design and 

production tools and additional multi-decoration 
techniques such as rhinestone and sequins. 
Wilcom has 250,000 software licenses in use 
worldwide, 120,000 of them in the U.S.

5. Paul Gallagher,  
President and CEO,
Hirsch International;
Hitoshi Tajima, President,
Tajima Industries Ltd.
2010 Rank: 1

With more than 500,000 
embroidery heads in 

operation in North America, 
Gallagher and Tajima fuel the 
35-year partnership between 
Hirsch and Tajima that has 
solidi"ied the companies' spot 
as the number-one embroi-
dery machine provider in 

the U.S. In addition, Hirsch, which has raised 
its revenues by 35% over 2010, continues to 
provide cutting-edge software and equipment 
for embroidery, screen printing, digital printing 
and laser printing. This year, Tajima released 

the TFMX#C1501S embroidery machine with the 
market's largest sewing "ield (21.5º by 23.5º) and a full 
line of shuttle-hook machines.

6. Mike Ernst, CEO; John 
Fryer, General Manager 
Hanesbrands Imagewear Inc. 
(asi/59528)
New

Under Ernst's and Fryer's leadership, Hanes-
brands reigns as a major supplier of T-shirts, 

sport shirts and "leecewear to the decorated 
apparel industry under the Hanes, Hanes Beefy-T, 
Champion and Outer Banks labels. Hanes, which 
has 55,000 employees in 25 countries, is a U.S. 
Environmental Protection Agency 2010 Energy Star 
Partner of the Year and ranks No. 91 on Newsweek 
magazine's Top 500 greenest U.S. company rank-
ings. In 2010, the company's global revenues were 
$4.3 billion, an increase of 11.2% over 2009.

the competition, I can compete. That's what got me on 
the track that I'm on today ± that one order of yellow 
shirts.º

And since SanMar's inception, accuracy has been 
Lott's number-one priority. ªOur business is based on 
the fact that our cus-
tomers know exactly 
what they want, they 
know exactly how many 
they want, and they 
know when they need 
it ± and if you can't take 
care of that value prop-
osition, you can't take 
care of the customer,º 
he says. ªThere are a 
tremendous number of 
people in our organization who are involved with getting 
that inventory accurate, because without that accuracy, 
we can't tell the customer the truth.º

While Lott admits that orders aren't always 100% 
accurate, he makes sure that SanMar does what's neces-
sary to make things right, every time. ªMy people make 
honest mistakes, but it's because we grabbed the wrong 
shirt, not because the inventory was incorrect,º he says. 
ªWhen we say we have it, we have it. We were the ®rst 

in the industry to develop systems that gave us inventory 
accuracy.º

Another key component to SanMar's success is that it 
is and always has been family owned and operated; Lott 
and his two sons run the show. ªI'm 62 now. Most peo-

ple my age are looking 
at what their exit strat-
egy is. My exit strategy 
is my sons,º he says. ªI 
can work as long as I 
want, and that gives me 
a different perspective, 
and it gives them a dif-
ferent perspective. Not 
being for sale makes a 
huge difference.º

Lott plans to be right 
in the middle of SanMar's operations in whatever role 
he plays ± from producing long-term growth strategies 
to operating pallet jacks. It's this hands-on approach 
that gives him a special relationship with his employees. 
ªWe've never laid anybody off,º he says. ªIf the economy 
is going down, we've found ways to keep people work-
ing. We take it a little more personally. That's a family 
perspective vs. the perspective of a publicly-held com-
pany.º ± Shane Dale

!We've never laid anybody 
o". If the economy is going 
down, we've found ways to 
keep people working.#
Marty Lott, SanMar (asi/84863)

Paul Gallagher
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D ov Charney is proud to 

announce that he's gone from 
street vendor and bootlegger 

to industry giant in 25 years. ªI love to 
wear my own garments and watch them 
be created and built,º says the Cana-
dian-born Charney, founder and CEO 
of American Apparel (asi/35297). ªI'm 
a manufacturer. I'm turned on by the 
industrial experience.º

Charney started selling T-shirts on 

the street in the mid-'80s as a teenager. 
ªI was supplying Hanes T-shirts that I 
was importing from the U.S. to Canada 
for my friends,º he says. ªI was a supplier 
of American T-shirts, which is why it's 
called American Apparel.º

Eventually, Charney was arrested for 
illegally distributing shirts as a street ven-
dor ± something that he enjoys publiciz-
ing. ªThe judgment against me is on the 
Internet at Dovcharney.com,º he says.

Dov Charney
American Apparel 
(asi/35297)

7. Tas Tsonis and Brian 
Goldberg, Co-CEOs
Pulse Microsystems Ltd.
2010 Rank: 10

A s a technological leader 
in apparel-decorating 

solutions, Pulse's software 
consistently receives 
Microsoft certi!ication, and in 
2011 received 15 patents, for 
embroidery software. Under 
Tsonis' and Goldberg's 30 
years of leadership, Pulse's 
products now span the 
apparel-embellishment spec-
trum. In addition to supplying 
the Tajima Pulse DG/ML by 
Pulse software that's used 
in more than 100 countries, 
Pulse in 2011 created design 
software for the two largest 
manufacturers of digital print-
ing equipment: Brother International and Kornit 
Digital. Pulse also introduced a tablet-based 
digital-printing solution, Expressions T-shirts 
Designer for Apple's iPad.

8. Gerard Metrailler,  
Senior Director, Product  
Management, Graphics
Corel Corp.
2010 Rank: 4

CorelDRAW remains the 
number-one graphics 

application in the apparel and 
garment space, with more than 
100 million users worldwide. In 
2011, Corel Corp. and partner 
Wilcom International released 
the latest versions of Wilcom 

DecoStudio e3 and Embroidery Studio e2 inte-
grated with CorelDRAW Graphics Suite x5. The 
enhancements, Metrailler stresses, are designed 
to improve e"iciencies in multi-decoration 
design, customer approvals and production.

9. Tom Myers, CEO; 
Hank Harrell, Executive 
Vice President of Sales and 
Marketing
Broder Bros. Co. (asi/42090 )
2010 Rank: 14

M yers heads up the 
largest Stitches Top 25 

Apparel Supplier !irm in the 
ad specialty industry, with 
net sales in 2010 up 21% at 
$368.7 million, thanks in part to 
Harrell's leadership. With eight 
distribution facilities, Broder is 
able to deliver next-day to 92% 

of the U.S. and carries 39 brands and more than 
1,400 products, including 165 new styles and 

!I'm like a virus."
Dov Charney, American Apparel

Bootlegger to Industry Giant
Tas Tsonis

Brian Goldberg

continued on page 33

continued on next page

Tom Myers
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than for commercial use. That technology 
innovation has allowed Brother's sewing and 
embroidery business to grow 20% in a mature 
market. Along with sewing and embroidery 
equipment (1.6 million units sold in the last three 
years), Brother o!ers garment and laser printers 
and laser and inkjet multifunction products, 
which include scanning, digitizing, lettering and 
monogramming software, thread accessories 
and downloadable embroidery designs. Shulman 
hints that in 2012 Brother will enter a brand-new 
sphere and will introduce features in products 
that have never been available on sewing or 
embroidery products before.

11. Hajo Voeller,  
President and CEO
Madeira USA Ltd.
2010 Rank: 16

With the most specialty 
threads (including rayon, 

metallics, wool and "ire-retar-
dant) available, Voeller ensured 
in 2011 that Madeira received 
the highest Oeko-Tex Certi"ica-
tion possible, along with other 
international certi"ications for 

eco-friendly practices. In addition, Madeira had a 
laser-like focus on improving its 24,000 custom-
ers' experience: revamping its educational web-
sites (Madeirausa.com and Exeebacking.com) 
and its e-commerce site (Madeiramart.com); 
adding a customer service center in Birmingham, 
AL, allowing the company to deliver product to 
89% of its customers in one day; and weekend 
customer service.

12. Mike Rhodes, President 
and CEO
Bodek and Rhodes (asi/40788 )
2010 Rank: 19

Bodek, which is number four 
on Stitches' Top Apparel 

Suppliers list, markets 38 
brands to the wholesale indus-
try (more than any other sup-
plier), with its "ive warehouses 
touting a 99.5% accuracy rating 
on getting customer orders 

right the "irst time. Under Rhodes' leadership, 
the supplier continues to enhance its e!orts in 
the areas of social responsibility, product safety 
and CPSIA compliance by hiring a new qual-
ity and safety expert. Rhodes leads his sta! in 
customer-focused e!orts, including o!ering 
the cloud-based Apparel Design Studio, which 
allows decorators and distributors (and their 
customers) to create ready-to-decorate artwork 
and advanced virtual samples (designs on sides, 
sleeves and backs of apparel).

Since then, Charney has been a self-described troublemaker in the industry. 
ªThey used to throw me out of trade shows when I was 20, 25, because I'd go meet 
with vendors in the hallways, but I wouldn't get a booth,º he says. ªI was a bootleg-
ger at industry shows. I was a complete nuisance.º

Then, Charney began to make his own T-shirts in 1989. ªWhen Hanes didn't 
want to work with me, I started manufacturing my own thing,º he says. And, while 
American Apparel has certainly changed the industry for the better since then, 
it's fair to say that Charney hasn't changed, even though he keeps raking in the 
accolades ± including being named 2004 Entrepreneur of the Year from Ernst & 
Young, ASI's Person of the Year in 2004, and one of the 100 Most Powerful People 
of Southern California by the Los Angeles Times.

It may sound clich!, but to Charney, American Apparel is a lifestyle, not a job. 
ªI don't really go into work each day,º he says. ªI just walk around with my cell 
phone in my factory, I work in hotel rooms, and I travel around the world. I'm con-
tinuously innovating. I'm like a virus. I try to keep getting stronger, and optimize 
operations and product lines that we're making for distributors and decorators.º

American Apparel recently underwent a shakeup in upper management, as Adrian 
Kowalewski, who moved from CFO to executive vice president of corporate strat-
egy in February, resigned in October to become CFO at Kellwood Company. John 
Lutrell, former executive vice president and CFO of Old Navy and Wet Seal Inc., 
took Kowalewski's place as American Apparel's CFO. ªAdrian was an amazing part 
of this company,º Charney says. ªHe's part of the alumni now, and this company 
wouldn't be what it is without him.º

In the meantime, American Apparel hasn't missed a beat. Charney has his com-
pany focused on producing ªmore and more retail-oriented products for the whole-
sale market,º such as collared shirts and cardigans. ªWe manufacture in the United 
States, we manufacture products that we love, and we manufacture products that 
our customers love,º he says. ªWe're very committed to that.º

The most important thing that this former street vendor and bootlegger from 
the Great White North has learned is that hard work and continued education 
never go out of style. ªCustomers want retail, consumer-oriented products,º Char-
ney says. ªThey're not willing to settle for second class like they did 20 years ago. 
Watch your quality. Watch your service. You've got to make sure you have the right 
colors and stay on top of the trends. You've got to work twice as hard to lift the 
same brick. That's what it's all about.º ± SD

two new brands (Ashworth 
and Hook & Tackle), in 2011. In 
addition to o!ering customers 
full-line distribution of some 
of the industry's most popular 
brands (Gildan, Anvil, Bella and 
Fruit of the Loom), the supplier 
launched the ªSelling What 
Sellsº educational series, which 

teaches how to sell 26 apparel categories.

10. Dean F. Shulman, Senior 
Vice President, Home 
Appliance and Industrial 
Products Division
Brother International Corp.
2010 Rank: 6

In the last "ive years, Shulman 
has positioned Brother as 

the technology leader in the 
home sewing and embroidery 
business, as well as introducing 
the Entrepreneur Pro PR1000e, 
the "irst 10-needle embroidery 
machine for hobbyists rather 

Charney from page 32

Hank Harrell
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F or Mike Angel, it's all about innovation 
through personalization.

Angel, who has been the vice president of 
sales and marketing for machine and software pro-
vider Melco since 2005, loves being at the forefront 
of new and improved decorating, digitizing and 
e-commerce processes. ªWe're always innovating 
and coming up with new and better ways to produce 
and decorate goods,º he says. ªMass personalization 
is the next big thing ± we've been pursuing it, and 
now it's becoming commonº in the industry.

Angel de®nes mass personalization as a decora-
tor's ability to make thousands of uniquely-deco-
rated products for its customers. ªThat's much dif-
ferent than contract decorated-apparel production, 

which could be thousands of the same item,º he says. 
ªWe've developed solutions so that thousands of 
individual pieces can be made. It's very exciting to be 
able to actually deliver and produce those products; 
that's what we're striving to do.º

This kind of individualized product offering is 
essential to satisfy customers who are used to get-
ting just about anything they want from online 
sources, Angel says. Melco offers that through 
LiveDesigner Fusion, which allows companies to 
incorporate Melco's personalization capabilities 
through their retail websites. ªMore and more 
technology, especially Internet technology, allows 
users to shop online, and it gives customers the 
ability to deliver ways to express themselves ± to 

15Mike Angel
Melco

13. Craig Mertens, Presi-
dent and CEO; Jay Busselle, 
General Manager
Digital Art Solutions (asi/14970)
2010 Rank: 20

Digital Art Solutions' President 
and CEO Mertens and 

General Manager Jay Busselle 
seemed to be everywhere in 2011 
± at all the major industry trade 
shows, its eight DAS Roadshows, 
and training more than 10,000 
companies on multi-decoration 
techniques. This year, Mertens 
added two new decorating 
processes, the Rhinestone 
Decal System and Stone Stencil 
Sequin System, to its already 
diverse product line of digital 
art content, graphics software 
(upgraded Smart Designer 
add-on graphics software for 
CorelDRAW X4 and X5), apparel 

decoration systems and training. DAS has had 
average annual growth of more than 10% over the 
last four years, and serves over 60,000 clients.

14. Dov Charney, CEO
American Apparel (asi/35297)
2010 Rank: 24  See pro!ile on page 32

15. Mike Angel, Vice  
President of Sales and 
Marketing
Melco
2010 Rank: 17  See pro!ile above

16. Garry Hurvitz, Owner; 
Dominique Au-Yeung, 
Executive Vice President
Ash City USA (asi/37127)
New

Known for its extremely fash-
ion-forward and eco-friendly 

styles, Ash City ranked number 
!ive on Stitches' Top 25 Apparel 
Suppliers list with $132.5 million 
in 2010. Led by Hurvitz, who 
spends more than half his time 
in Asia and educates the indus-
try about overseas manufactur-
ing and Au-Yeung, the company 
produces orders of polo shirts 
at 48-piece minimums in as 
little as three weeks through 
its EZECUSTOM program. With 
EZECUSTOM, decorators and 
their clients can use an online 
tool at Ash City's website to form 
thousands of di"erent looks.

17. Tetsuji Yamaue, CEO,
Barudan;
Bob Stone, Vice President,
Barudan America Inc.
2010 Rank: 11

Under Yamaue's and Stone's 
leadership, Barudan, which 

has eight o#ices worldwide and 
serves more than 100 countries, 
including factories in Japan, 
France and China, continues to 
provide customers with rugged, 
reliable embroidery equipment 
and award-winning customer 
service. Earlier this year, Barudan 
introduced its new X&Series multi-
head embroidery machines, 
which are designed to sew faster. 
Barudan builds networkable 
embroidery machines from 
one to 56 heads in nine-, 12- and 
15-needle con!igurations.

18. Je! Adams and Paul 
Rohr, principals
S&S Activewear (asi/84358)
New

Adams and Rohr lead S*S Activewear, which 
ranked fourth on Stitches' Top 25 Apparel 

Personalizing the World

Garry Hurvitz

Dominique  
Au-Yeung

Craig Mertens

Jay Busselle

Tetsuji Yamaue

Bob Stone
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Suppliers biggest-growth list ± 
its revenues rose 13% to $130 
million in 2010. In August, S&S 
partnered with InkSoft, allowing 
its customers to access InkSoft's 
online design tool, Design Studio, 
to download production-ready 
graphics and develop e-mail 
proposals of their designs to 
end-buyers. S&S o!ers decora-
tors a customizable website tool 
to display what's available in 
the imprintable apparel market 
to their clients. The supplier, 
which ships from a central 
location near Chicago, o!ers 60 
industry and retail brands and 
1,500 styles, including organic, 

recycled and sustainable products.

19. Ira Neaman, President
Vantage Apparel (asi/93390 )
2010 Rank: 13

The largest contract decora-
tor in the industry, ASI Five-

Star Supplier Vantage Apparel 
o!ers unmatched capabilities: 
embroidery, sequin embroidery, 
screen printing, digital printing, 
laser appliqu", laser-etching 
and reverse appliqu". Under 

apparel guru Neaman's leadership, the company 

constantly innovates in its decorating techniques, 
such as adding heat transfers to its mix and its new 
CTS (computer-to-screen) screen-printing machine, 
which eliminates screens.

20. Anna Wintour,  
Editor-in-Chief
Vogue
2010 Rank: 9

Wintour, who has been 
described by director RJ 

Cutler in his The September 
Issue documentary as the 
ªcommander of the $300-billion 
global fashion industry,º contin-
ues to reign as the most famous 
fashion journalist in the world, 

driving fashion trends by featuring new designers in 
Vogue, along with shaping 2011's nod toward allover 
prints, ethnic embellishments and wider-spread use 
of embroideries and appliqu"s on the runway.

21. Edward Staton, CEO
Staton Corporate and Casual 
(asi/89380 )
New

Celebrating its 30th anniversary in 2011, Staton 
is giving away a brand-new Chevrolet Camaro 

to a client. This fun approach to customer service 

is a key ingredient in how Staton has positioned 
his company; for example, the supplier's monthly 
online newsletter, Lea's Retail Corner, updates 
customers on fashion trends, and its marketing 
materials customers can use include branded-
apparel #lyers, videos and the chance to work with 
a Staton graphic artist to create ads, box stu!ers 
and e-blasts. Debuting on Stitches' Top 25 Apparel 
List at number eight with $117 million in 2010 
revenue, the company has four warehouses and 
serves 16,000-plus wholesale customers.

22. George Westphal,  
Co-Founder and CEO
Dakota Collectibles
New

Twin brothers George and Jerry Westphal, who 
were retail embroiderers, started Dakota Col-

lectibles Embroidery Design Center in 1988. The 
Westphals saw the need in the commercial and 
home embroidery marketplace for a supplier to 
provide a large variety of high-quality, reasonably 
priced stock designs. Now, Westphal drives the 
growth of a company that's the largest supplier of 
stock embroidery designs in the world. Featuring a 
design library with a diverse collection of 35 design 
family themes, Dakota has climbed to the top 
position in the stock design market by emphasizing 
customer service and speedy product delivery.

! When people have the abil-
ity to personalize, to custom-
ize and order a product to their 
liking, it increases the value of 
that product to them. "
Mike Angel, Melco

choose exactly the products they want,º he says. 
Angel, who has worked in the embellishment industry since 1998 

and was formerly the director of sales and marketing for Panto-
grams, has been at the forefront of software innovation since the 
last part of the 20th century. ªIn 1998, I was looking for a company 
that was developing its own Windows-based software. I used to sell 
the ®rst computer-based video editing software,º he says. Then, 
Angel says, when Pantograms was writing its own Windows-based 
embroidery software, he took a training position, and eight months 
later, got back into sales.

Today, Angel makes sure Melco remains on the cutting edge of 
apparel-decoration technology, offering, for instance, a series of 
machines that have a unique way to deliver thread, called Actifeed. 
ªThe machine actually feeds the thread out instead of the thread 
being pulled into the machine,º he says. ªThe machine stitches at 
very high speeds, and it eliminates the issue of thread tension.º

This reduces the training curve to consumers by 70% to 80%, 
Angel says. ªIt's the only machine like this. It's something we've pro-
moted, and it's really making a lot of sense to people,º he says.

Angel also ensures Melco is considered a leader in industry 
education through webinars and its own social network, Mymel-
coworld.com. ªIt's a Bing-based social community, and it has about 

2,000 members from around the world,º he says.
It's the personalization angle ± Melco's slogan, after all, is ªPer-

sonalizing the Worldº ± that will allow Melco to always have a place 
in consumers' minds when they plan to purchase their next piece of 
decorating equipment or software, Angel believes. ªWhen people 
have the ability to personalize, to customize and order a product to 
their liking, it increases the value of that product to them, and the 
only limitation in the past was how to produce individual orders like 
that in mass quantities,º he says. ªWe felt that if we could bridge 
that gap, consumers would be drawn to that. And they are.º ± SD

Je# Adams

Paul Rohr
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G ene Feil learned early on how impor-

tant it was to follow his own business 
instincts.

ªI was selling sporting goods for a chain in 
Dallas,º recalls Feil, president of Dalco Athletic 
Lettering Co. ªThe owner died and his son 
came in, and his son and I disagreed on where 
the newest store location should be. So, I went 
out on my own because, realistically, the prob-
lem was I couldn't get anything lettered in town 
at the time.º

It didn't take long for Feil's decision to be vali-
dated. ªEight months later, they went out of busi-

ness,º he says. Soon thereafter in 1969, Feil created Dalco ± an acronym for Dew (his 
wife's name) Athletic Lettering Co. ± in his single-car garage. Today, Feil enjoys a multi-
million-dollar empire, a 30,000-plus-square-foot warehouse and 50 employees. ªI enjoy 
creating new products ± having the potential to do something new every day,º he says. 

Dalco revolutionized the decorated apparel industry with its water-jet cutting abil-
ity ± which Feil says is his company's biggest accomplishment. ªBack in the '80s, if 
you wanted to make a design for a customer, you had to go make a dye, you had to 
go get somebody to make it, you had to edit it and hope it was right and you had to 
start cutting it,º he says. 

Water-jet custom-cut lettering has, well, cut a massive amount of time, energy and 
stitching from that process. ªWe can take a design, create it and deliver it within a day 
or so,º Feil says.

Gene Feil
Dalco Athletic Lettering Co.
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23. Cotton 
New

Soaring costs of cotton, labor, electricity, oil, 
dyes and transportation are among decora-

tors' challenges in selling apparel this year. The 
good news is that cotton costs have retreated 
from their historic highs; December cotton 
futures were at $1.10/lb, a far cry from March's 
$2.29 price. Still, relative to the traditional level, 
cotton prices are still high. That reality, combined 
with double-dip recession fears, creates consid-
erable uncertainty about apparel prices in 2012 
± suppliers say it's di!icult to gauge which of 
their items' prices will increase, decrease or stay 
"lat. Suppliers contacted by ASI believe cotton 
prices will end up between 90 cents and $1.20 
per pound, maintaining a price position analo-
gous to gasoline, which peaked at a U.S. cost of 
roughly $4 per gallon in 2008, before steadying 
at around $3 the last 18 months. While most 
expect cotton prices to stay above $1 per pound 
for some time, suppliers anticipate promotional 
apparel price hikes in 2011 will be capped at 
around 15%. Market analysts estimate cotton 
production will increase approximately 10% in 
the 2011/2012 crop year ± this would result in the 
largest crop harvest ever recorded. However, 
while they predict a decrease in cotton prices, 
how big of a decrease is still up in the air. 

24. Anthony Corsano, CEO
Anvil Knitwear ( asi/36350)
New

Under Corsano's leadership, 
Anvil is making a global 

impact with environmentally 
friendly initiatives. Recently, 
the Organic Exchange ranked 
the mill sixth on a list measur-
ing brands and retailers that 
use the most organic cotton, 

and The Foundation for Social Change and the 
United Nations O!ice for Partnership recognized 
it as a leader in sustainability e#orts. Anvil carries 
eco styles made from certi"ied organic cotton 
and other eco-friendly materials. Corsano also 
developed a website (www.trackmyt.com) that 
chronicles the environmental impact of a T-shirt, 
from cottonseed to consumer. E#orts are paying 
o#: Disney gave Anvil a ªMost Sustainable Ven-
dorº award, and 2011 sales were up double-digits. 

25. Dick Ward, CEO  
and President
River's End Trading Co. 
(asi/82588)
New

Ward leads River's End, which ranked second 
on Stitches' Top 25 Apparel Suppliers 

biggest-growth list ± its revenues rose 17.7% 
to $93.2 million in 2010. In August, River's End 
announced the merge of its River's End and 
Page & Tuttle divisions to form a single catalog 

Decorated Apparel 
Game-Changer

and website destination for 
customers, including three 
new brands: Page & Tuttle, 
Jockey and Forsyth. River's 
End, which o#ers embroidery 
and screen-printing services, is 
known for its selection of retail 
brands, including Lacoste, 

Tommy Hil"iger and IZOD; its private-label brand 
contains more than 100 styles of sport shirts, 
jackets, "leece, T-shirts and more.

26. Jimmy Lamb,  
Education Manager,  
Consumer Division
Sawgrass Technologies
2010: 33

To be in the decorated-
apparel industry is to know 

Lamb, who has been a proli"ic 
industry educator for more 
than 20 years and deliv-
ers 50 seminars at industry 
shows a year. At Sawgrass, 
which provides digital printing 

solutions for customizing and personalizing 
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That followed a 2010 in which net sales ± $76.5 
million ± increased 8.2% over 2009. With a !ive-
year growth rate of 27%, 20,000 clients and a 
4.8-out-of-5 ASI Supplier rating, it's clear Mouty 
and his team of 40 sales reps, 151 production 
workers and 23 customer service employees are 
doing something very right. 

28. Ray Titus, CEO
EmbroidMe (asi/384000 )
2010 Rank: 5

The world's largest embroi-
dery franchise chain, with 

1,470 heads in operation, 
EmbroidMe under Titus' leader-
ship boasts nearly 10 straight 
years of growth since the 
company began, has operated 
400 retail locations since 2009 

in 12 countries and serves 400,000-plus clients. 
While having hundreds of retail locations has 
been a crucial element of EmbroidMe's success, 
o!ering products online is also an important part 
of the company's draw for end-buyers who want 
screen printing, garment printing, decorated 
apparel and uniforms, promotional products and 
personalized gifts. EmbroidMe o!ers extensive 
training for new franchisees, and 44 individuals 
have completed training in the last year.

29. Oil
New

Higher oil prices have a!ected the cost of syn-
thetic fabric production on outerwear, polos, 

and even basic layering pieces. As the cost of 
petroleum-based polyester yarn rose in the wake 
of crude-oil increases and growing demand, 
some polyester items started to cost more, too. 
Decorators paid 10%-15% more for polyester 
apparel in recent months. Then there are freight 
costs, which have been driven up by increasing 
fuel prices ± an approximate 30% increase in the 
per-gallon cost of gas between March 2010 and 
March 2011. In fact, shipping prices accelerated 
rapidly in recent months; one decorator, for 
example, was slapped with a $600 shipping 
charge not long after being quoted $293 for 
the same shipping. Polyester prices, already 
heightened, are also di"icult to predict, as they're 
contingent on demand and oil prices that are 
a!ected by market speculation and stability in 
notoriously unstable oil-producing countries. For 
now, decorators are weathering the storm as 
best they can, banking on a brighter 2012.

30. Gene Feil, President
Dalco Athletic Lettering Co.
New   See pro!ile on page 36

One of Dalco's watershed moments was when it demonstrated the ef®ciency of the 
water-cut process for a jacket that was used in a major feature ®lm in 1991. ªOne of 
our customers in Chicago had a set price to sell a jacket for the movie Backdraft, and 
he couldn't get them delivered in time,º Feil says. ªThere were more than 135,000 
stitches in the design. We created the parts, cut the parts, and when we were done, 
the customer was able to sell it and only do about 28,000 stitches on the item. So, it 

was a big wide-awake moment 
for them, and of course, it was 
interesting to see our stuff on all 
the crew. We were at a sporting 
goods show in Chicago when 
they were ®lming it, and we got 
to see the product.º

Dalco has made its mark in 
the decorated-apparel indus-
try many times, such as with 
the creation of StockStitch in 
the mid-'90s, which empowers 

embroiderers to pick from a series of style options, simply place precut letters on a 
piece of apparel, and let the automatic stitch ®le do the rest of the work.

One of Dalco's newest offerings is its dye-sublimation fabric printing, which 
allows for the creation of dye-sublimated letters. Dalco prepares ®nished dye-sub 
prints, customized or stock, on 100% poly-twill fabric. Applied by heat press or by 
sewing down the edges, the prints feature elaborate, full-color lettering, which sets 
the school, team or business apart from the crowd, says Mike Carter, Dalco's vice 
president of sales. ªGraphics and colors are only limited by what the customer sup-
plies or what we create for them,º he says. 

Ideas like StockStitch, water-jet cutters and other concepts that decorators have 
demanded have allowed Dalco to grow while many other industry players have 
come and gone ± just like Feil's former coworker in the sporting goods store. 
ªIf you present a product that people want, meaning our artists or customers or 
whomever, we try to ®gure out which way to make it, and then make it usable to 
others,º he says. ± SD

consumer products, Lamb instructs upward of 
4,000 people annually via his 40-plus webinars 
and other live training; more than 2,000 people 
have downloaded his e-book, The Complete 
Guide to Sublimation Printing Success. Also this 
year, Lamb perfected a multimedia decorating 
technique combining digitally printed fabric and 
appliqu# for a unique, time-saving look.

27. Rick Mouty, CEO
Pro!ill Holdings (TSC Apparel and 
Wear Magic) (asi/300152)
New

It was a busy year for Mouty 
and Pro&ill Holdings, whose 

subsidiaries include TSC 
Apparel (asi/90518) and Wear 
Magic (asi/95765). Pro&ill, 
ranked 10th on the Stitches 
Top 25 Apparel Suppliers 
list, generated double-digit 

revenue growth, acquired Houston-based All Star 
Activewear and expanded its lines of T-shirts, 
&leece, polos, wovens, outerwear and headwear. 

"I enjoy creating  
new products ±  
having the potential 
to do something new 
every day.#
Gene Feil, Dalco Athletic Lettering Co.
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31. Phil Rubin, CEO; 
Eric Rubin, President
Blue Generation (asi/40653 )
2010 Rank: 22

Blue Generation, which is 
best known for its incompa-

rable color and size selection, 
o!ered 60 color combinations 
for 2011, as well as sizes up to 
10XL and Talls. In 2011, the ASI 
Five-Star Supplier launched 
a new customer-focused 
website, which allows them to 
order online, check invento-
ries and shipping information 
and use marketing tools. The 
Rubins run a family-owned 
multinational company with 
production facilities in Egypt 
that handle all aspects of the 
apparel manufacturing process, 
from spinning thread to dyeing 

fabric. Since the supplier runs a totally verti-
cal operation, it's able to restock its inventories 
quickly and e"iciently.

32. Owen Dunne, Director
Robison-Anton Division, American 
& E!ird Inc.
2010 Rank: 25

Dunne oversees the 
Robison-Anton division of 

American & E#ird, a leading 
threadmaker serving 10,000 
customers. Robison-Anton's 
newest product is Signature 
Fine Embroidery Thread for 
#ine-detail lettering. Dunne 

ensures his products are Oeko-Tex Certi#ied and 
made in the U.S. A&E's sales exceeded $300 
million last year; the company was set to be 
acquired in the fourth quarter of 2011 by KPS 
Capital Partners LP, a family of private equity 
funds with over $2.7 billion in assets. ªWe are 
impressed by KPS' commitment to manufactur-
ing excellence, which will enable us to continue 
to provide our customers with industry-leading 
products and superior service,º says A&E Chief 
Executive Fred Jackson.

33. Scott Colman, CEO
ColDesi Inc. 
2010 Rank: 18

Formerly SWF East, Colman 
renamed the company this 

year to ColDesi Inc., which as 
of 2011 became the exclusive 
North American importer of DTG 
direct-to-garment printers and 
CAMS automated rhinestone 
setters, and remains the eastern 

U.S. distributor of SWF embroidery machines. Under 
Colman's leadership, the company supplies 5,000 
customers with apparel-decorating equipment and 
suppliers and focuses on education by hosting #ive 
Apparel Decorating Extravaganzas annually.

34. Daniel Tsai, Owner;
Jennifer Tsai, Vice President
Tri-Mountain/Mountain Gear 
(asi/92125)
New

The Tsais lead a forward-
thinking company that 

ranks 11th on Stitches' list of 
top 25 apparel suppliers in the 
advertising specialty industry. 

46Ryan Moor
Ryonet Corp.

Punk Rock CEO

I n seven years, Ryan Moor went from a punk-rock guitarist who 
washed windows to make ends meet to the founder and CEO of Ryo-
net Corp., an online screen-printing equipment and supply company 

poised to generate $25 million in sales in 2011. Even more impressive, the 
still spiky-haired father of young twins is only 30 years old. However, the 
entrepreneur is quick to de¯ect praise from himself to his devoted team of 
75 employees, whose commitment to customer service is the engine pow-
ering the company's success. ªWe've gotten where we are because we're 
customer-centric and team-centric,º Moor says. ªIt's all come from being 
fanatical about our customers.º

Those efforts have paid off. Ryonet's projected revenue for 2011 marks 
a 25% increase over the prior year. The company estimates it has sold 
more than 25,000 screen-printing presses, 20,000 screen-printing pack-
ages and 40,000 educational DVDs in the U.S. In the last six years, Ryo-
net has taught over 4,000 people how to screen print in hands-on classes 
in Los Angeles, Washington state, Arkansas and New York. The num-
ber of people Ryonet has educated skyrockets when you consider that 
the company's online tutorial and tip videos are watched by millions; the 
business' YouTube channel (YouTube.com/user/Ryonet) had no fewer than 

Phil Rubin

Daniel Tsai

Eric Rubin
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In 2010, net sales increased to 
$61 million, a 20.6% spike over 
2009; 2011 will be up 15%-20% 
over 2010. Tri-Mountain contin-
ued the positive momentum in 
2011, launching 200 new prod-
ucts this year, including items 
in the popular Lilac Bloom line, 
which features trendy corpo-

rate casual attire for women. The company also 
deepened inventory and invested in technology 
upgrades that improved e!iciency.

35. Susan Ritchie, Arch 
Ritchie and Jennifer Cox, 
Co-Founders
National Network of Embroidery 
Professionals (NNEP) (asi/187622)
2010 Rank: 27

The Ohio-based trade 
association that's often the 

gateway for new embroiderers 
into the industry boasts more 
than 2,600 members; through 
its events, advice and logistical 
assistance, as well as member 
bene"its and savings, NNEP 
continues to be an asset to the 

commercial embroidery indus-
try. NNEP recently launched 
two online services: Supplier-
Finder.net, an online directory 
of industry suppliers' websites, 
and EmbWebsites.com, an 
a#ordable website solution for 
decorating businesses. The 
Ritchies and Cox answer more 
than 4,000 decorator ques-
tions a year, including pricing, 
embroidery-speci"ic techniques, 
product design, logo place-
ment, product sourcing and bid 
development.

36. Josh Peyser, President
MV Sport/Weatherproof 
(asi/68318)
New

Peyser has spearheaded 
growth at MV Sport/Weath-

erproof, whose net sales topped 
$60 million in 2010. Ranked 
12th on Stitches' list of leading 
apparel suppliers, MV Sport/

Weatherproof built on last year's success in 2011, 
with sales surging 10%. O#ering trendy windshirts, 
hoodies, vintage tees, piqu& polos and more, the 
supplier's line appeals to many audiences. Powered 
by an in-housing decorating setup with 240 embroi-
dery heads, 12 automatic screen-printing presses 
and a large domestic laser-cutting operation, MV 
Sport/Weatherproof recently added oversized 
printing machines. In 2012, MV Sport/Weatherproof 
is adding soft-shell jackets, fashion "leece styles, 
and fresh colors and patterns in its best-selling 
sweatshirt blanket.

37. Thomas Moore Jr.,  
President
Strawberry Stitch Co.
2010 Rank: 36

Moore is considered one of 
the most in"luential digitiz-

ers in the industry because 
of his punching work (he's 
won over 40 digitizing and 
design awards) and dedica-
tion to educating digitizers. 
Strawberry Stitch's Embroidery 
Design School teaches computer graphics with a 
decorated-apparel focus, combined with digitizing 
theory centered on Moore's widely-referenced 
manual, Digitizing 101 (Digitizing 210 debuts next 

!We've gotten where we are because we're  
customer-centric and team-centric. It's all come  

from being fanatical about our customers. "
Ryan Moor, Ryonet Corp.

5,700 subscribers and 4.9 million upload views as of press time.
Beyond delivering top-notch customer service, Ryonet's success 

has been spearheaded by robust marketing efforts and a concen-
trated focus on ®lling a niche ± that of being a one-stop online shop 
for screen-printing supplies, equipment and education. ªWe ®gured 
out how many customers equaled how many dollars, and we put a 
lot of energy into getting people to our website,º Moor says. He 
says search engine optimization, fueled in part by online videos and 
aggressive link swapping, helped ramp up Ryonet's sales. He also 
credits word-of-mouth marketing with vaulting the company from 
one plateau to the next. The positive talk often comes from custom-
ers who are satis®ed with the products and service they get from 
Ryonet and attracted to the company's fun, youthful culture. 

Indeed, while Moor no longer plays rock shows, he and his team 
keep the company vibe rock 'n' roll. ªWe hire cool screen printers, 
people who were in bands,º Moor says. ªThe energy is attractive to 
a lot of customers. People ¯ock to it.º That energy was evident at 
a recent Imprinted Sportswear Show. The Ryonet booth featured a 
live guitarist, blaring AC/DC tunes and $10,000 worth of giveaways 

that were tossed out to attendees. ªSomething like that can be just 
as much fun as playing a concert,º says Moor, some of whose online 
videos are, for customers' pleasure, irreverently comedic.

Music and screen printing are inextricably twined in Moor's life. 
He started screen printing to make T-shirts for his band. Eventu-
ally, he started building screen-printing press kits and selling them 
on eBay. Early success encouraged Moor to launch a website ± Silk-
screeningsupplies.com (the same he runs today) ± and hire a buddy 
to help him. In 2004, with his band hitting a ªrough patchº while on 
tour and orders pouring in from the website, Moor had an epiph-
any. ªAt that point, my passion changed from music to building a 
business,º he says.

Moor has turned that passion into reality with the help of a 
staff he can barely go a sentence without complimenting. Amped 
by a cool company culture and commitment to great service and 
products, Ryonet's sail is poised to catch wind for a long time 
to come. ªIt's just been amazing to be part of helping our cus-
tomers grow, and we're thankful to them every day,º Moor says.  
± Christopher Ruvo

Jennifer Tsai

Susan Ritchie

Arch Ritchie

Jennifer Cox
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month). He recently launched Tees 4 Tuition (www.
ts4tuition.com), a college sales initiative tapping 
the campus apparel market, mentoring college 
students and providing tuition to sales reps. Moore 
has a client base of 12,000 and works with manu-
facturers Williams-Sonoma, Pottery Barn, Chambers 
Bedding, Eddie Bauer and Lands' End.

38. John P. Colman, CEO 
and President
Pantograms Manufacturing Co. 
Inc.
New

Under Colman's 30-plus years 
of leadership, Pantograms 

has become a leading equip-
ment supplier to the garment 
embellishment industry. The 
company carries top brands ± 
everything from Expert and 
Meistergram embroidery 

machines to DTG direct-to-garment printers and 
Colman's proprietary Fort! Lettering, Editing 
and Digitizing software products. This year, 
Pantograms introduced the Digital Heat FX 
department, which carries Drucktech heat-press 
equipment, Graphtec line cutters and Forever 
digital transfer application papers. Through its 
Embroidery Academy, Pantograms has trained 
thousands of commercial embroiderers. 

39. Jens Petersson, CEO
Cutter & Buck (asi/47965 ) 
New

Petersson drove Cutter & 
Buck's 9.3% year-over-year 

sales growth in 2010. Sales were 
up in all channels this year, 
positioning Cutter & Buck to 
pass last year's $55 million tally. 
In 2011, the corporate and life-
style wear company expanded 

its apparel programs and moved to a new Web 
architecture (www.cbcorporate.com). The Seattle-
based supplier will embrace its regional heritage 
with a new brand identity: ªGenuine Spirit of the 
Paci"ic Northwest,º introducing a denim-based 
fashion line and unveiling a modernized logo. Cut-
ter & Buck serves 3,500 clients and ranks 13th on 
Stitches' Top 25 Apparel Suppliers list.

40. Chris Waldick, Founder 
and President
JCW Software LLC
2010 Rank: 23

Waldick's company created 
FastManager, which has 

become the most-used business-
management software for small 
and mid-size decorators. With 
technology lowering the barriers 
to entry into this business each 

54Niamh O'Connor
Urban Threads 

Embroidery's `Evil Genius'

N iamh O'Connor's job title ± 
art director/evil genius ± is 
quirky, playfully dark and 

irreverent. 
Those same adjectives apply to 

the refreshingly offbeat embroidery 
designs O'Connor and her team cre-
ate at Urban Threads, a division of 
Embroidery Library Inc. From skulls 
and gothic-styled aces of spades to 
haunted castles, monsters and ghosts, 
the designs are an intentional departure 
from what's found in traditional stock 
libraries. O'Connor is among those 
leading the way in creating designs that 
appeal to an alternative sensibility that 
many feel has long been underserved. 

ªIt really spans ages,º O'Connor says 
of the 10,000-plus hand and machine 
embroiderers using Urban Threads' 
designs. ªEveryone from young, hip 
moms to people in their sixties tell me 
they've been looking for these kinds of 
designs for years and are so glad to have 
found them.º Having such an expansive 
customer demographic has helped fuel 
growth each year since Urban Threads 
was founded in 2008. Plus, O'Connor 
and her team have generated custom-
ers by encouraging crafters and artists 
to explore the potential in embroidery. 
ªWe've worked hard to capture the 
imagination of the growing DIY com-
munity, and to offer fresh designs in 
tune with today's contemporary trends 
and fashions,º O'Connor says. 

A child of the new media gen-
eration, 26-year-old O'Connor is 
a leader among decorators when it 
comes to capitalizing on the market-

ing power of social media, blogging and 
online video. As of press time, Urban 
Threads' Facebook page (Facebook.com/
urbanthreadsembroidery) had nearly 7,500 
followers. The ªStitchpunkº blog on 
Urbanthreads.com covers a variety of 
topics, including a piece called ªUrban 
Entrepreneurs,º which features ªstitchy 
sellers of any kind who have decided to 
take the plunge (with the help of some 
Urban Threads designs) and start their 
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year, embroiderers and screen printers are able to 
enter the marketplace; FastManager now has over 
2,500 users, more than double from 1,200 last year. 
The company upgraded FastManager in 2011, with 
a planned April 2012 release of all-new FastManager 
5 and a move toward housing most, if not all, data 
on the Web and compatibility with mobile devices.

41. Chase Roh, Ph.D., 
Founder and Board Member
AnaJet Inc. (asi/16000 )
2010 Rank: 32

Roh founded the 27th-fastest-
growing private company in 

the U.S. With 3,000 customers, 
it holds the largest market share 
in direct-to-garment printers in 
America and recently expanded 
into 45 countries. This year, 
Anajet released the lightning-fast 

mPower printer, which prints a 12ºx 10º light shirt 
graphic in about 16 seconds. Earlier in 2011, Chicago 
Growth Partners, an investment capital !irm, made a 
substantial investment in AnaJet, intending to con-
tinue the company's growth, which has exceeded 
30% for the past four years. Roh oversaw the capital 
due diligence and the vetting and installation of a 
new CEO, Greg Nathanson. 

42. Dale Call, CEO
Virginia T's (asi/93917)
New

C all leads an apparel supplier 
with a 27-year history that 

carries a wide range of apparel 
types from about 60 brands, 
including Gildan, Hanes, Reebok 
and Mossy Oak. In 2010, net 
sales for the Petersburg, VA-
based company topped $51.7 mil-

lion, a 3.6% increase over 2009. Backed up by three 
warehouses, Call heads a workforce that serves  
10,000 clients. Virginia T's ranks 15th on Stitches' list 
of the top 25 apparel suppliers.

43. Richard Hirsch,  
Managing Director
Amann USA
New

Hirsch leads a company 
whose share of the polyes-

ter embroidery thread market 
stands at an impressive 60%. 
Amann laid the foundation for 
attaining that majority when it 
introduced the !irst polyester 
thread capable of doing high-

quality work in 1987. Due to innovations Amann 
spearheaded under Hirsch, polyester thread 
accounts for a 60% share of the marketplace. 

own small biz,º O'Connor says. The 
online tutorials Urban Threads creates 
appeal to a crafty, alternative audience. 
ªWe've shown everything from creat-
ing boots out of an old sweater to teach-
ing people how to use their machines 
to make steampunk accessories,º says 
O'Connor, referring to a neo-Victorian 
aesthetic that has 
inspired a subculture.  

Terms like ªsteam-
punkº and abstract 
skull art may make 
some uncomfort-
able, though Urban 
Threads' designs are 
more akin to Tim 
Burton-esque anima-
tion than they are the 
genuinely macabre. 
O'Connor is heart-
ened when Urban 
Threads helps inspire 
embroiderers who initially may balk at a 
piece that features, say, the Grim Reaper. 
ªSomeone from a traditional embroidery 
background may not be into skulls, but 
it's exciting when you see them accept 
those styles and get interested in trying 
something different,º O'Connor says. 

While O'Connor is a trendsetter in 
the embroidery world now, the self-
described ªkid who was always drawing 
and bleaching designs into my jeansº 
knew nothing about the medium until 
her internship at Embroidery Library 
a few years ago. ªI was studying illus-
tration and took the internship because 
I'd get to draw every day,º she says. 

ªWhen I got here, I 
was fascinated by this 
whole new world.º  

After graduating 
art school, O'Connor 
worked for Embroi-
dery Library full-
time. She discovered 
there was a dearth of 
the type of designs 
she wanted to stitch 
on her clothes ± 

such as gothic skulls and steampunk 
art. Only six months into her ®rst 
job, she pitched the concept of Urban 
Threads to Embroidery Library Presi-
dent Debra Mundinger, who gave the 
green light. Since then, O'Connor has 
led Urban Threads' charge to push 
the boundaries of embroidery and its 
applications. ªFrom ®ne-art pieces 
using machine embroidery to involving 
our customers in community support 
to pushing the boundaries of fashion, 
we're constantly reevaluating where 
machine embroidery can be used in a 
wide range of styles, communities and 
industries,º O'Connor says. ± CR

!Everyone from young, hip moms 
to people in their sixties tell me 
they've been looking for these kinds 
of designs for years and are so glad to 
have found them. "
Niamh O©Connor, Urban Threads
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44. Gary Schultz, CEO
Edwards Garment Co. (asi/51752)
New

Schultz heads an apparel sup-
plier with 12,000-plus clients, 

40 sales reps, 80 production 
employees, 20 customer service 
workers and two warehouses. 
His leadership drove Edwards' 
8.4% sales increase in 2010, 
when the Kalamazoo, MI-based 

supplier netted $47.8 million; sales are up 15% 
year-over-year. Ranked 17th on Stitches' list of top 
25 apparel suppliers, Edwards is a leader in career, 
casual and uniform apparel. Schultz educates deco-
rators on product design and construction and on 
various market opportunities, including lodging and 
hospitality. In business since 1867, Edwards' new 
products include a men's high performance polo, a 
women's V-neck sweater and a women's soft-touch 
blended polo. 

45. Razgo Lee, President
Otto International ( asi/75350)
New

Lee leads ªAmerica's largest cap source,º a 
supplier with a dizzying array of cap styles, 

from !lat-bills with !lipped fronts to military-style 
caps and !ive and six panel hats featuring a host 

of embellishments (which Otto decorates). Otto 
also supplies jersey knit T-shirts and piqu" knit 
sports shirts. In 2010, Otto's net sales increased 
2% to $25.5 million. Lee oversees !ive sales reps, 
22 production workers and 67 customer service 
employees who power a company with over 
30,000 customers. Ranked 22 on Stitches' list of 
top 25 apparel suppliers, Otto won a bronze in 
the caps/headwear category of the 2011 Promo 
Marketing Supplier Excellence Awards.

46. Ryan Moor, CEO
Ryonet Corp.
New  See pro!ile on page 38

47. Joyce Jagger, Owner
Embroidery Tips & More 
2010 Rank: 28

Embroidery Tips & More, 
Jagger's busy training and 

consulting !irm for embroidery 
business owners, includes onsite 
and phone consultation for 
embroidery businesses of all 
sizes, a resource-packed website 
(featuring more than 200 how-to 

videos), numerous DVD series, monthly webinars 
and live phone chats, e-newsletters and a blog 
(EmbroideryBusinessSuccess.com). Jagger, who 

has 250 students at any one time, estimates she 
has trained more than 2,500 decorator business 
owners. She will launch a new, advanced training 
site called EmbroideryExpertsAcademy.com and 
has recently been instrumental in incorporating 
embroidery into Rhode Island School of Design's 
Textile Department. 

48. Lee Caroselli Barnes, 
Owner
Balboa Threadworks Inc.
2010 Rank: 41

Besides being recognized as 
one of the industry's top 

digitizers, since 1987 Caroselli's 
company has amassed 50,000 
clients who purchase Balboa's 
stock embroidery designs 
that now incorporate graphics 
and bling, digitizing software 

and training services. Recognizing the trend of 
embroiderers and graphic artists embracing 
each others' disciplines, Caroselli introduced low-
contrast backgrounds to complement embroidery 
designs. In the near future, Balboa will unveil a 
franchise online storefront for clients to use for 
their businesses, and Caroselli is penning a book 
on digitizing.

56Christopher Bernat
Vapor Apparel (asi/93396)

Always Going Greener

!We've grown through the Lehman Brothers collapse, 
through the real estate bubble, and we were one of the 20 
fastest-growing companies in South Carolina last ye ar. "
Christopher Bernat, Vapor Apparel (asi/93396)

A northeastern transplant who grew up 
in New Jersey, Christopher Bernat has 
made himself at home in the South. Ber-

nat, chief revenue of®ce and co-founder of Vapor 
Apparel (asi/93396), has lived in South Carolina 
for about 12 years. 

Bernat and his business partner, Jackson Bur-
nett, founded Vapor Apparel seven years ago, but 
they've only been in the wholesale market for the 

last two. ªJackson and I were both working in 
the digital-print space,º he says. ªHe spent a lot 
of time in the apparel and yarn business, so we 
started making performance apparel engineered 
speci®cally for sublimation printing, which is a 
pretty fast-growing digital print solution in the 
marketplace.º

Bernat says this sublimation-speci®c apparel 
is ªparticularly powerfulº in the wholesale arena 
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49. Smart Textiles
New

Smart textiles go beyond the ABCs of perfor-
mance apparel, which traditionally refers to 

features such as wicking ability or antibacterial 
qualities. A new generation of wearable technol-
ogy is unfolding with innovations in microelec-
tronics that can power devices, monitor health 
or light up the wearer. MC10, a Cambridge, MA 
company, has created ªconformal electronics 
platformsº ± highly !lexible, bendable electronics 
like wiring, microchips and electrodes that can 
be embedded, for example, in a spandex shirt. 
In May, four students from Denmark's Aalborg 
University won the Future Textiles International 
Prize Competition 2011 for their smart textile 
project, Powertex: a nano-powered material 
that automatically charges mobile phones and 
computers when the devices are placed on 
the fabric. Philips Research is leading a team of 
institutes and companies via a project called 
PLACE-it. These researchers have explored 
the use of lightweight, !lexible optoelectronics 
systems that could, for example, integrate light 
therapy into a baby's blanket or create illuminat-
ing jackets to safeguard children while cycling or 
walking in the dark.

50. Mark Venit, Chairman; 
Jay Malanga, President
Shopworks
 2010 Rank: 35

ShopWorks is primarily 
known for its industry-

speci!ic OnSite software that 
handles marketing, pricing, 
sales, administration, account-
ing and !inance. Venit and 
Malanga's other products 
include OrdersLink, a Web-
based order-status application; 
and PromoStores, a Web-
based e-commerce system to 
streamline order ful!illment. 
The team is working on o"er-
ing touch-screen interfaces 
and adapting their products 
to mobile devices. Currently, 
the !irm serves more than 600 
decorators, manufacturers 

and distributors ± with revenues ranging from 
$300,000 to $100 million ± and adds about 40 
more annually. Venit also recently released a 
book: The Business of T-shirts.

51. Mark Wasson, President
Gunold USA
New

The ªgo-toº embroidery sup-
ply source for Lands' End, 

New Era, Polo and even the 
Boy Scouts, Gunold USA has 
introduced many products 
that have become industry 
standards. Those include Sulky 
rayon embroidery thread, the 

!irst embroidery spray adhesive, the original 
self-adhesive stabilizer and Solvy, the landmark 
water-soluble embroidery topping for which 
Gunold gained a trademark under Wasson's 
leadership. The company also o"ers Sulky rayon 
and other specialty threads and backings, along 
with Sierra Stitch Era digitizing software. Through 
the ªLearn and Touchº education series initiated 
under Wasson, Gunold, partnering with industry 
educators such as Deborah Jones, has trained 
hundreds of embroiderers nationally.

because there's no minimum order and no 
limitation on color in the graphics. ªSo, we 
basically sell mass-customized performance 
apparel,º he says.

And while this Clemson graduate tends to 
bleed orange, Bernat has pushed his business 
toward green territory. ªAll of our facilities 
in North America and our main corporate 
of®ces are in a LEED-certi®ed building, 
which veri®es that the building is green,º he 
says. ªLight sources and the removal of bad 
materials are ways you get points, and we 
have low-water-use facilities.º

Vapor Apparel's fastest-growing line is its 
apparel made of recycled plastic. ªWe have a 
strategic partnership with a company called 
Uni®, which has a yarn that's 50% recycled 
that we put into our performance gar-
ments,º he says. ªOur inks are also green. 
Sublimation inks are aqueous, or water-
based. We also buy recycled transfer paper. 
We're always adding to our layer of green.º

Bernat is all about convincing his clients 
that green is the way to go ± not just for 

the environment, but for the sake of cor-
porate image. ªIf corporate customers can 
say, `We're out®tting ourselves in recycled 
clothing,' it can help develop their own 
green strategy,º he says. 

By capitalizing on the eco-friendly 
trend, Vapor Apparel has bucked the 
American recession and increased sales by 
25% this year compared to 2010. ªWe've 
grown through the Lehman Brothers col-
lapse, through the real estate bubble, and 
we were one of the 20 fastest-growing 
companies in South Carolina last year,º 
he says. ªI'm sure we're going to make 
that 20 list again with this year's growth. 
We've grown from two to 25 employees 
in seven years.º

In the past year, Vapor Apparel added an 
allover-print program, expanded its wom-
en's line, and won two awards in the digital 
print division at the Imprinted Sportswear 
Show in Fort Worth, TX. ªWhat I really 
like is that the guy who won ®rst place and 
had some great promotional content was 

actually using a Vapor Apparel blank, so 
we kind of ran the category anyway,º Ber-
nat says.

But Bernat's biggest success in the past 
year also happens to be his biggest pas-
sion ± preserving the environment. ªAt 
the end of the day, I make clothes that are 
made out of petroleum-based materials,º 
he says. ªI'm not going to pretend that's 
not the case, but we do it as sustainably as 
possible.º

The Garden State transplant is deter-
mined to make his family's future a happy 
and healthy one. ªI've got kids. I live in a 
beautiful place. I see what happens when 
things go wrong. The BP oil spill drove 
me nuts,º he says. ªWe have a factory in 
Colombia, the 10th-greenest country on 
the planet according to the Yale Environ-
mental Performance Index. Over 70% of 
Colombia's entire power grid is renewable 
energy. If we can get to, say, 10% around 
here, we'd be doing wingdings. That, to us, 
is a comprehensive green strategy.º ± SD

Mark Venit

Jay Malanga
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Joanna Grant and her husband founded Af®nity 
Express because ± well, it just made a lot of sense.

ªWe had an embroidery company, and we were 
doing embroidery for a client that also had digitizing in-
house, as did we, but we weren't supporting that area,º 
says Grant, who's also Af®nity's vice president of graphic 
production and support services. ªThey came to us one 
day and said they were being crushed in one area of the 
business: They could sew everything they needed to sew, 
but couldn't get anything on the shelves in time because 
of the backlog in the digitizing area.º

So, the company asked Grant if Af®nity could start 
hammering out designs for them. She explained that this 
was easier said than done. ªWe said, `You can't just switch 
on digitizing on that level by snapping your ®ngers,' º she 
says. ªSo, they said, `Why don't we explore a partnership 

whereby we build a digitizing unit? This problem isn't 
just going to go away.' º

That partnership was formed in 1992, and it led to 
what Grant believes to be the ®rst-ever outsourced digi-
tizing model. ªWe brought people to North America, 
trained them for a year and sent them back overseas,º 
she says. ªWe had just a handful of people at that point, 
and it's just taken off since then. We've since grown and 
have numerous digitizers, artists and designers.º Af®nity 
now has two facilities: one in Manila, Philippines, and a 
bigger one in India. ªWe're running at just under 1,000 
employees,º Grant says.

At the end of 2006, Ayala Corp., the Philippines' old-
est business house (founded in 1834) acquired Af®nity 
Express. ªIt's been a wonderful change. They're very sup-
portive of our growth plans,º Grant says. ªThey want to 

66 Joanna Grant
A!inity Express

One-Stop Solutions Provider

52. Fran"ois Lesage and 
Jean-Fran"ois Lesage, 
Founders
House of Lesage
2010 Rank: 15

Fran!ois Lesage is often 
regarded as the greatest liv-

ing embroiderer. Now in his 80s, 
Lesage's hand-embroidery has 
been prized in France's haute 
couture for decades. He's been 
called the ªking of embroideryº 
and ªthe last embroiderer.º 
France's top designers still seek 
Lesage's work; Chanel acquired 
his fashion house, Lesage Paris, 
nine years ago, and new designs 
continue to emerge from there. 
Lesage's family has been in the 
trade since the 1800s, and his 
son, Jean-Fran!ois, opened the 
House of Lesage in Madras, 
India, where much of the world's 

embroidery work has migrated. The world's only 
retail Lesage store is located in Paris.

53. Ed Levy, President
Digitize4u Inc./EmbForum;  
Director of Software Products, 
Hirsch International
New

Not only has digitizing guru 
Levy trained thousands 

of embroiderers and digitizers; 
he started the "irst and largest 
online, independent professional 
industry group for embroidery 
software users (that just cele-
brated its 10th year). Among the 

"irst to use webinars and other video-based training 
to educate decorators and digitizers, Levy, an 
expert in specialized techniques like 3#D foam, appli-
qu$, multimedia and small lettering, extends his 
in"luence by routinely penning informative articles 
for leading industry publications. Throw in his role 
as director of software for Hirsch International, and 
you have a man whose positive guidance reverber-
ates to all corners of the embroidery world.

54. Niamh O'Connor, Art 
Director
Urban Threads
New   See pro!ile on page 40

55. Michael Robertson, 
President and CEO
Specialty Graphic Imaging  
Association (SGIA)
2010 Rank: 49

SGIA has experienced dra-
matic change, driven by the 

introduction of digital imaging 
and other technologies. Robert-
son realizes the success of his 
members isn't based on a single 
technology, but on their ability to 
serve clients. In the last year, SGIA 

emerged as the leading association for wide-format 
digital imaging and specialty imaging applications. 
SGIA represents 3,000-plus companies and 15,000 
imaging professionals. In 2011, its membership grew 
± and now incorporates companies with no prior 
print background. The SGIA Expo was recognized 
by Trade Show Executive's Gold 100 Awards as the 
trade show with the `most dramatic growth' among 
the 100 largest trade shows in 2010.

56. Christopher Bernat, 
Chief Revenue O!icer and 
Co-Founder
Vapor Apparel (asi/93396)
2010 Rank: 51   See pro!ile on page 42 

Fran"ois Lesage

Jean- Fran"ois 
Lesage
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see us succeed and will do everything they can to see us get there. 
And that's helped us step up into markets that, as a player, you have 
to be very strong in.º

That support has led to Af®nity becoming a multidimensional 
company that satis®es much more than apparel needs. ªBecause 
we have a very wide range of skill sets, we can apply those skills 
to whatever our customers require,º Grant says. ªI may be asked 
to be a digitizer for a cap company. Then, they'll learn that we're 
also a marketing company, and we'll sell them brochures. We'll 
do the pre-press type of work.º 

Grant says the marketing programs Af®nity creates are par-
ticularly successful. ªWe do e-mail blasts, website development, 
and different ad types, such as banner ads, social media ads and 
higher-end Flash ads,º she says. ªThat's where our biggest growth 
is at this point in time.º

Af®nity's sales are projected to far surpass those of 2010 because 
of its constant ªevolution,º according to Grant. ªTo be staying still 
in this day and age for us or for anyone is a mistake,º she says. 
ªWe've really moved into other areas because very like-minded 
designers can handle a wide range of capabilities.º

With the roller-coaster economy and ªthe stresses on every-
body globally for the most economically viable solutions across 
the board, there's resulting pricing pressure and competition right 

now,º Grant says. ªBut for many years, it's been a great ride. We've 
enjoyed it immensely.º

And it all began as a simple, common-sense partnership nearly 
20 years ago. ªIt was kind of an unmet need that we had and our 
clients had, and we took it from there,º she says. ªIt's been a lot of 
fun, I must say.º ± SD

57. Steve Garnier, CEO
Epilog Laser
2010 Rank: 42

Epilog Laser has led the way in providing CO2 
laser-engraving systems to everyone from busi-

nesses to home craftsmen since 1988. Garnier has 
spearheaded the innovation and sales e!orts that 
have enabled Epilog to build a client list of nearly 
30,000 in Europe and the U.S. Epilog continued 
its record-breaking sales success of recent years 
in 2011, selling more units in August than any 
previous August and moving a record number of 
systems in a single week in September. Innovation 
continued apace too; Epilog secured a patent for its 
Waveguide laser tubes, the core component of the 
company's heralded laser system. 

58. Fred Lebow,  
Consultant and Developer
Nonwovens, Cotswold Industries
2010 Rank: 40

Considered the guru of 
stabilizers for the embroi-

dery industry, 30-year veteran 
Lebow's most recent success 
was with Cotswold's new Eco 
Stick, a biodegradable tearaway 
stabilizer that's been received 
enthusiastically in the market. 

Lebow, who has worked with Cotswold for 20-plus 

years developing its entire line of stabilizers, is so 
well-known in the industry as an educator and the 
to-go-to person for stabilizer help that his name 
has almost become synonymous with backings.

59. Michael Savoia, Owner
Villa Savoia Inc.
2010 Rank: 31

Savoia is well-known for using 
hand-guided and computer-

ized embroidery techniques to 
create trendsetting embroidery 
and appliqu" work for the high-
end interior design industry. In 
2011, the Hollywood, CA-based 
trendsetter, whose Fortuny 

pillows are sold exclusively in New York and Venice, 
Italy showrooms, branched out into hands-on 
mentoring, guest-teaching an embroidery class at 
the Rhode Island School of Design. 

60. Erich Campbell, 
Digitizer/E-commerce 
Manager
Black Duck Inc. (asi/140730)
New

Campbell has established himself as a leading 
digitizer, winning numerous awards for his 

punching work. His growing industry in#luence is 

compounded by oft-updated 
educational Black Duck Inc. and 
On Links and Needles blogs 
that have won rave reviews, and 
an insightful bi-monthly column 
in Stitches. A true Renaissance 
man with a passion for technol-
ogy, Campbell is a leader among 

decorators in religiously using social media to 
generate business, and in designing, maintaining 
and leveraging e-commerce capabilities (building 
wildly successful online company stores for Black 
Duck clients) to spur greater pro#its.

61. Deborah Jones, Owner
MyEmbroideryMentor.com
2010 Rank: 50

Jones is an embroidery 
author, educator and 

sought-after lecturer with more 
than 30 years of experience 
working with computerized 
embroidery techniques for 
apparel and accessories. This 
year, as part of her extensive 

e!orts to teach embroiderers through in-person 
classes, Jones launched, with Gunold USA, a 
program that o!ers a certi#icate of pro#iciency in 
embroidery for those who complete her inter-
active embroidery education sessions. Jones' 
articles, 25,000-subscriber newsletter, and private 
consulting, videos and seminars earned her a 

! To be staying still in this 
day and age for us or for 
anyone is a mistake. We've 
really moved into other areas 
because very like-minded 
designers can handle a wide 
range of capabilities. "
Joanna Grant, A$inity Express
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Floriani Lifetime Achievement Award. She'll be 
the headline speaker on embroidery topics at 
2012 Imprinted Sportswear Shows.

62. Akira Ikeda, President
Mimaki Engineering
2010 Rank: 39

Ikeda spearheads a company at the forefront of 
providing high-speed inkjet printers and cutting 

plotters to the decorating industry. This year, 
Mimaki increased consolidated employees from 
842 to 889, grew sales by an estimated 10% and 
introduced a number of new products, including 
new printers, like the UJF!3042, and the TP250 
textile pigment ink, which allows print service 
providers to eliminate steaming and washing in the 
"inishing process, reducing pollution.

63. Michael Perich, Interim 
President/CFO
Bernina of America
2010 Rank: 45

Bernina, which estimates several hundred 
thousand of its machines are running in 

U.S. businesses, o#ers sewing and embroidery 
machines, sergers and embroidery software and 
has grown consistently since its 1969 inception. 
Replacing President Martin Favre, Perich's hopes 
to expand the company's reach to the industry's 
next generation. The company launched a blog 
to provide a forum for sewers, embroiderers and 
quilters to connect, share ideas and get expert 
insight; www.WeAllSew.com o#ers tutorials, 
product information and stitching ideas. In 2011, 
Bernina released 4,000 B 830 LE embroidery 
machines, and its latest Bernina 5 Series includes 
higher-end embroidery and sewing features.

64. Vasilis Thomaidis, 
President and CEO
Compucon
2010 Rank: 34

Since 1982, Thomaidis' 
Greece-based "irm has pro-

duced a variety of embroidery 
and laser-engraving software 
under its own brand as well as 
OEM brands. Over 5,000 Com-
pucon systems are installed in 
more than 60 countries. The 

systems combine digital technology and image 
processing, automated design and production 
(CAD/CAM), design of electronic systems and 
arti"icial intelligence, to create state-of-the-art solu-
tions. Compucon began work on lasers to serve 
the needs of embroiderers in 1999, but has since 
expanded to develop and distribute complete 
laser systems for di#erent industries, including 
leather manufacturing, promotional products, 
advertising material producers, furniture decorat-
ing processes and more.

65. Randy Carr, CEO
World Emblem International 
(asi/98264 )
2010 Rank: 53

When Carr took over World 
Emblem International 12 

years ago, it was a local embroi-
dery company. Now, it's an 
international company with hun-
dreds of employees whose core 
customer base is in patches and 
industrial uniforms. This year, 

World Emblem opened manufacturing facilities in 
Toronto, Canada and Lawrenceville, GA. To its o#er-
ings, Carr's company added print emblems and 
re"lective striping on apparel. Additionally, World 
Emblem developed a website for its Name Badges 
International division, which allows users to design 
their own badges for free, manage designs and 
place orders online. Carr says the site is a valuable 
tool for resellers in the advertising specialty world.

66. Joanna Grant, Vice Pres-
ident of Graphic Production 
and Support Services
A!inity Express
2010 Rank: 52   See pro!ile on page 44

67. Eric Withaar, President
Sportco (asi/88792)
New

Ever since founding Sportco in 
1989, Withaar has been at the 

heart of building the company 
into a thriving apparel/decorating 
provider with more than 5,000 
clients and average annual sales 
revenue gains of 15% to 20% over 
the last "ive years. In 2011, Sportco, 

which o#ers embroidery, screen printing laser 
cutting/etching, and chenille patches, acquired the 
Gabrielle Rhode Royce, GabiSport and Rohde Royce 
for Men labels of Rhode Royce Inc.; expanded its 
sales force; and launched a new website that features 
online ordering and a tool that enables customers to 
design graphics and stock designs online.

68. Jack Ma, Chairman  
and CEO
The Alibaba Group
2010 Rank: 38

The Alibaba Group oversees 
the world's largest product-

sourcing website, targeted 
toward small manufacturers 
and based in Hangzhou, China. 
Alibaba.com had 39.9 million 
registered users and 3.6 million 
suppliers in June 2010 ± those 
numbers soared to 68.9 million 

users in 240 countries and regions and 9.2 mil-

lion suppliers as of March 31.
Despite U.S.-based decorators' proclivity to 

purchase goods stateside, many turn to Ma's 
network to source hard-to-"ind embroidery sup-
plies. Alibaba.com's total "irst-half 2011 revenue 
increased 22% year-over-year to $485.5 million. At 
the 8th Entrepreneur Summit in September, Ma 
said the Alibaba Group aimed to do $156.5 billion 
in transactions in 2012 in China.

69. Kristine Shreve,  
Director of Marketing
EnMart and Ensign Emblem
2010 Rank: 54

A tireless blogger and Web 
networker, Shreve continues 

to be among the pack leaders 
when it comes to industry pro-
fessionals who use social media 
to forge relationships that lead to 
business opportunity. With her 
ability to disseminate informa-

tion about embroidery, sublimation and badges, 
Shreve educates thousands while increasing aware-
ness for EnMart, which o#ers machine embroidery 
and sublimation supplies to commercial decorators, 
and Ensign Emblem, which o#ers garment decora-
tion solutions for the industrial uniform and rental 
garment industry. In the last year, her widely-read 
blog DecQuorum on Stitches.com has addressed 
a variety of topics, from emblems to taking your 
business online and capturing media attention.

70. Frank Ma, CEO and 
President
Ricoma International Corp.
New

Shenzhen, China-based Ricoma International 
Corp. is a manufacturer of commercial embroi-

dery machines and attachments, garment printers 
and laser-engraving and cutting equipment, and 
with the help of a huge international network of 
facilities and distributors, the Ricoma brand is 
gaining a global presence. The company has more 
than 1,000 U.S.-based customers, with $15 million in 
U.S. revenues. Overall, the company's embroidery 
machine and software sales are up 30% over last 
year, and Ma wants to continue to expand Ricoma's 
presence in North America.

71. Edgar Huber, President
Lands' End (asi/250566 )
2010 Rank: 56

In August, Huber was appointed president, taking 
over for Nick Coen of Lands' End, which has a 

massive retail outlet for decorated apparel. Most 
recently available !igures show that the company's 
out!itters division, which works with more than 
100,000 B-to-B customers, embroidered and/or 
monogrammed more than 6 million units in 2010. 
That's a point of concern for embroiderers, for 
whom Lands' End's powerful decorating arm, with 
access to a huge audience, presents a powerful 
competitor. Indeed, the direction Huber, a former 
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Liz Claiborne and L'Oreal executive, decides to take 
Lands' End could have signi!icant impact on the 
embroidery industry in the years to come.

72. Michael Stuart, Owner
MS Designs Ltd.
2010 Rank: 46

Since 1981, Stuart's New York City-based !irm has 
been bringing haute couture hand and machine 

embroidery to the center of the fashion world. Stuart's 
work has been worn by A-list 
celebrities from Jennifer Lopez to 
Julianne Moore, and he has cre-
ated pieces for top designers Cal-
vin Klein and Oscar de la Renta. 
Sort of a man-behind-the-curtain 
for top designers, Stuart's team 
creates full hand-embroidered 

pieces, such as skirts and tops, which are incorporated 
into iconic designers' collections every year. 

73. Jenny Hart, Founder 
and Owner
Sublime Stitching
2010 Rank: 55

Bridging the gap between 
embroidery, high art and 

alternative fashion, Hart is a 

stitching luminary whose work has been used 
by rock bands like the Flaming Lips and featured 
everywhere from Vogue to The New York Times. 
This year, Hart relocated her business from Austin, 
TX to Los Angeles and expanded her pattern cat-
alog and o"erings. In September, her embroidery 
artwork was featured in a solo show at Galerie LJ 
in Paris, and hip clothier ModCloth named a dress 
after her. Hart publishes books about embroidery 
and teaches stitching classes.

74. Jay Fishman, Owner 
and Digitizer
Wicked Stitch of the East
New

For years, Fishman has 
not only digitized innova-

tive designs; he has trained 
hundreds of embroiderers 
and digitizers on everything 
from sales, software use 
and machine repair to the 
art of creating ornamental 
techniques using specialized 

manual machines. A go-to source for specialty 
clothing manufacturers for complex digitizing 
designs, Fishman also works on collaborative 
projects with artists and interior designers ± a 
creative e"ort that has included partnering with 
book publishers to produce six project books.

75. Xu Yi Min, CEO
Sheens Embroidery Machines
New

Based in Zhejiang, China, 
Zhejiang Sheen Electro-

magnetic Manufacturing Co. 
Ltd. manufactures Sheens 
brand computerized embroi-
dery machines up to 120 
heads and sequin, cording 
and chain stitch attachments 

chie!ly for the Chinese and South Asian com-
mercial embroidery market, and boasts sales of 
$200 million (RNB). Its GG758 line of embroidery 
machines has been awarded 19 patents. In addi-
tion, Sheens has expanded into 20 countries and 
regions. Currently not selling into the U.S. market, 
Xu Yi Min would like to expand sales in the North 
American market. 

NICOLE ROLLENDER is editor; CHRISTOPHER 
RUVO is a sta" writer; and SHANE DALE is a con-
tributing writer. Contact: nrollender@asicentral.com 
and cruvo@asicentral.com.

PEAK SEASONS
RUSH JOBS

...happen.
TECHNICAL DELAYS

VACATIONS

Always Creating. Always Moving.            Call 877.838.1698  //  www.Af® nityExpress.com/ASI

the GRAPHIC 
DESIGN experts

Af® nity Express keeps your business moving. 
Offering the highest quality, most reliable 
embroidery digitizing, as well as a complete
range of design solutions, including vector 
artwork and image editing. Af® nity Express is a 
trusted partner for your production design needs.

You still need to deliver. 
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