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top row: Diamond sponsor Marvin Padilla (Intrepid Investment Bankers); Publisher & CEO Anna Magzanyan (Los Angeles Business Journal); Honorees Sharleen Ernster (We are HAH); Angela Murphy (Dermalogica); Marisa Ritts (Tadashi Shoji & Associates, Inc.); Malindi Davies 
(Tamara Mellon); Anastasia Soare (Anastasia Beverly Hills); Taryn Sage Larock (Sage Larock); Adrienne Kramer (ProBeauty Partners); Emmanuel Rey (YUNI Beauty); Ron Chavers (Cosmetix West); Christa DePoe (Lime Crime); Diamond sponsor Martin Hughes (Moss Adams)
bottom row: Honorees Elyse Walker (towne by elysewalker); Jay Mangel (Crowe LLP); Gen Lawrence (MaCher); Sasha Plavsic (ILIA Beauty); Platinum sponsor Frances Mazur (Mazur Group)
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PUBLISHER’S LETTER

Welcome to the evolution of what was formerly known as the Los Angeles Business 
Journal’s annual Fashion Awards. This year, we expanded to include the ever-
growing beauty industry, rebranding our annual celebration as the Fashion & 

Beauty Awards.

Our celebration was held Thursday, November 29 at the LA Grand Hotel Downtown 
where we recognized the top apparel and beauty companies in our region that drive 
tremendous economic growth and make Southern California a major force in the fashion 
and beauty business.

The event brought together industry leaders and we recognized top brands and their 
accomplishments in retail, couture, e-commerce, cosmetics and much more.

In the following pages we hope to shed additional light on some of the brands and 
companies that make the modern worlds of fashion and beauty so successful.

 
The finalists and honorees featured in these pages played a key role, not only in 

the success of the apparel and beauty industries, but in the success of the Los Angeles 
economy as a whole. So, to all the great organizations and trendsetters profiled in this 
volume we say: Thank you!

Best regards,

Anna Magzanyan
Publisher & CEO

Visit www.crowe.com/disclosure for more information about Crowe LLP, its subsidiaries, and Crowe Global. © 2018 Crowe LLP. LO-19027-016A

Audit / Tax / Advisory / Risk / Performance

Crowe congratulates Jay Mangel 
for being nominated for the 2018 
Los Angeles Business Journal’s 
Fashion & Beauty Awards.

www.crowe.com
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A S S U R A N C E 

TA X  S E R V I C E S 

S T R AT E G Y  &  O P E R AT I O N S 

W E A LT H  M A N A G E M E N T

When you go above and beyond, the sun rises on boundless 
potential. We believe in the value of applauding your 
achievements—and the possibilities they inspire.

Congratulations to the nominees and winners of the Los Angeles 
Business Journal’s 2018 Fashion and Beauty Awards. 

RISE WITH THE WEST.

L O S  A N G E L E S , 
C A

6 : 4 7  A M
P S T

PA S S I O N 
R I S E S  I N 
T H E  W E S T

M
OSSADAM

S.COM
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RICHARD SAGHIAN
FASHION NOVA WINNER 

In just four years, Richard Saghian has 
morphed a small chain of SoCal based 
retail stores into FashionNova.com, 

one of the largest and fastest growing 
e-commerce platforms in the world.  
Fashion Nova specializes in ultra-fast 
fashion, offering affordable, trend-setting 
clothing and accessories from concept 
to consumer within days. Saghian pio-
neered numerous social media strategies 
to help Fashion Nova accumulate more 
than 16 million Instagram followers 
and disrupt the global retail sector. In 
2017, Fashion Nova was the fourth most 
Googled brand behind legendary fashion 
houses like Gucci, Louis Vuitton and 
Supreme, coming out ahead of Chanel. 
This is just the beginning as the Fash-
ion Nova platform recently moved into 
men’s apparel and is launching multiple 

retail verticals in the next two years. In addition, Saghian founded Fashion Nova Cares, 
a charitable advocacy group focused on women’s empowerment.

Saghian grew up helping out in the women’s retail stores his father owned. He 
opened his first Fashion Nova store at the Panorama Mall in 2006, and a few years later, 
when Saghian created an Instagram page to promote his store, the brand’s reach began to 
grow exponentially. Fashion Nova is currently one of the three companies on the West 
Coast to have a fully automated and cutting-edge facility of its scale. The retailer works 
with more than 1,000 product manufacturers and has the ability to develop new styles 
at record speeds. Once ready, the items are shot on models in its headquarters, and the 
finished product goes up on the site within a week. The company releases 600-1000 new 
pieces each week, most of which often sell out immediately. 

STACY PANAGAKIS
LIME CRIME WINNER

L ime Crime is an innovative cult-status 
cosmetics and hair color brand that 
has been revolutionizing makeup since 

2008. One of the first digitally native, 
direct-to-consumer beauty brands, Lime 
Crime is now a top digital leader thanks 
to its huge social influence (3.4 million 
Instagram followers and 1.1 million Face-
book). Lime Crime does beauty differ-
ently – designing trend-setting products, 
whimsical packaging and experiences 
to make people feel magical. The Lime 
Crime brand is a one-of-a-kind world 
where you can express yourself unapolo-
getically, experiment with all the colors 
of the rainbow. The company designs, 
manufactures and assembles its quality 
products right here in Los Angeles, using 
globally-sourced ingredients for high 
performance wear and high color pay-off. 

Lime Crime is a certified vegan and cruelty-free brand by both PETA and Leaping Bunny, 
its makeup and all of its ingredients are never tested on animals. After all, the brand likes 
to say that it is the makeup for unicorns. Lime Crime’s products can be found at Blooming-
dale’s, Riley Rose, Ulta.com, ASOS, Revolve, limecrime.com, and globally across the 
USA, Europe, Middle East, Russia and Australia.

Lime Crime has always been centered on empowerment, a trend today but a heritage 
for the brand from the beginning, empowering consumers to rebel in color and always be 
unapologetically themselves. Lime Crime has been able to continuously grow the business 
year over year. Despite the emergence of 20+ new brands entering the market, even over the 
past two years, Lime Crime has successfully maintained an 80% direct to consumer business 
enabling the genuine proximity to the consumer and speed to market many brands envy. 

KATIE ECHEVARRIA  
ROSEN KITCHENS

FABFITFUN FINALIST

FabFitFun is a lifestyle membership that 
inspires women to lead happier, healthier 
lives through product and brand discovery. 

Each season, the FabFitFun box delivers a 
curated collection of full-size products across 
beauty, fashion, wellness, fitness, home, 
technology and beyond. In addition to the 
box, FabFitFun members receive access to 
FabFitFunTV, a streaming video service offer-
ing on-demand wellness videos, daily lifestyle 
content, the FabFitFun online Community 
and year-round exclusive sales and shopping 
experiences. When FabFitFun launched the 
first box in 2013, there was nothing in the 
genre that looked at women holistically, and 
the company wanted to shake things up by 
bringing women various types of products, 
and ones they actually want, thanks to access 
to consumer insights through an engaged and 
responsive member base. 

SITA THOMPSON
SITA COUTURE FINALIST

SITA Couture is one of the hottest up 
and coming direct to consumer apparel 
companies in Los Angeles. The compa-

ny was founded February 2012 by former 
dancer and model, Sita Thompson. The 
line is inspired by Thompson’s unique life 
experience. She was raised on an organic 
farm with both Mexican and Native her-
itage. She learned to sew as a young girl, 
and at eleven years old started making her 
own patterns. At the age of seventeen, she 
moved to Paris to begin a career in fashion. 
She traveled around the world, spent seven 
years living in India, immersed herself with-
in various cultures, became fluent in several 
languages, and learned all about fabrics, 
design and beauty. Her unique life experi-
ence is infused into each style of the brand. 
Today, the line focuses on three aspects for 
the modern woman: comfort, versatility, 
and sensuality. Clients include women from 
all walks of life who want to feel as good as 
they look. 

CAT CHEN
SKYLAR FINALIST

After working at The Honest Company 
and her pregnancy, Cat Chen became 
a lot more aware of everything she put 

in and on her body. Perfume was no excep-
tion, especially since it stays on your skin, 
all day long. As she searched for a fragrance 
that did not contain allergens and harmful 
chemicals and smelled fresh and sophisticat-
ed, she couldn’t find one, which motivated 
her to create Skylar. In partnership with 
world-class perfumers and testing products 
in real life, Chen and the Skylar team cre-
ated a collection of natural perfumes that 
you can feel great about spritzing. The name 
Skylar was inspired by the qualities of a clear 
day - airy, natural, and beautiful, and the 
company has attracted investors including 
LA’s own Upfront Ventures, Amplify.LA, 
Brilliant Ventures and Serena Williams.

KRISTINA COLE
DOLLAR SHAVE CLUB FINALIST

In its ongoing mission to own the entire 
men’s bathroom, Dollar Shave Club 
(DSC) has expanded well beyond shaving 

to unveil multi-product grooming lines for 
skincare, hair styling, the shower, oral care 
and most recently, fragrances. This year DSC 
is making it even easier for its members to 
experience all of the products they love by 
giving members additional options when it 
comes to the frequency of their shipments 
and what they are getting in each box on 
a recurring basis. Members are now given 
the option to change the frequency from as 
often as once a month, to as flexible as every 
six months. As a member-first company, 
DSC wanted to create a more personalized 
shopping experience that truly prioritizes 
each member’s needs. Through its tongue-in-
cheek humor, hilarious ads and high-quality 
products, DSC has ultimately created a new 
standard for how brands connect with men 
and what men respond to when making pur-
chasing decisions. 

DIRECT-TO-CONSUMER
FASHION

BEAUTY
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intrepidib.com  |  Mergers & Acquisitions  |  Capital Markets  |  Strategic Advisory

11755 Wilshire Blvd., 22nd Floor, Los Angeles, CA 90025   T 310.478.9000   F 310.478.9004   Member FINRA/SIPC

Delivering the Value of Our Clients’ Vision
Intrepid provides mergers and acquisitions and capital raising services to middle-market 
companies with industry dedicated teams across the Consumer Products & Services sectors.

Select Recent Transactions

Advisor to Blue Microphones Advisor to Native Advisor to Too Faced Cosmetics Advisor to DayMen Acquisition S.A.

Advisor to Loungefl y, Inc. Advisor to Lifted Research Group

has been acquired by

a portfolio company of 

Advisor to HUF Distribution Corp. Advisor to Marc Anthony 

has received an 
investment from

has been acquired by

a portfolio company of

has sold a majority stake to

in conjunction with Too Faced 
founders and senior management

has been acquired by

a portfolio company of

(NASDAQ: LOGI)

has been acquired by

assets of

have been sold to

(LSE:VTC)

has received an 
investment from

Advisor to Enaltus Advisor to Hybrid Apparel Advisor to M.L. Kishigo Advisor to Creative Recreation

a portfolio company of

has completed a 
recapitalization with

and concurrent investment in

Fox Head, Inc.

has been acquired by

a portfolio company of

has sold the brand

to

Kommonwealth, Inc. 
dba

has been acquired by

Consumer Sector-Focused Investment Banking

Beauty & Personal Care 

Steve Davis 
sdavis@intrepidib.com

Apparel & Retail 

Marvin Padilla
mpadilla@intrepidib.com

Commercial & 
Consumer Technology 

Gary Rabishaw
grabishaw@intrepidib.com

Toys & Giftware
Brian Levin

blevin@intrepidib.com
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TARYN SAGE LAROCK
SAGE LAROCK WINNER

Sage Larock offers women a modern 
image of luxury and clothing that is 
naturally beautiful both inside and 

out. The company creates its clothing 
entirely from sustainable, recycled or 
organic materials and produce ethi-
cally and locally in Los Angeles, using 
non-toxic and plant based dyes. Sage 
Larock currently produces swimwear and 
apparel, and is launching sustainable 
active wear and organic and plant dyed 
lingerie in 2019.

The Sage Larock brand is founded 
on the idea that locally Los Angeles 
produced sustainable fashion can be 
high quality and stylish, and that people 
should have the option of wearing cloth-
ing that was made in an ethical manner. 
Producing locally in Los Angeles allows 

the company to do just that, while showcasing the talented garment  workers of the 
Los Angeles region. Taryn Sage Larock started the line with the idea that it is possible 
to create sustainable, ethically and locally produced clothing that is also good quality 
and stylish at a reasonable price. The company is proud of its commitment to use only 
local and ethical manufacturing, sustainable and natural materials and dyes, and also 
its partnerships with key non-profits who are working to make the world a better place, 
and who we work with in an effort to raise awareness about global issues using fashion as 
a platform for social change. Sage Larock recently partnered with the organization Get 
Dressed Change the World, to use Sage Larock’s made-in-LA hemp dresses in a photo 
shoot with the last remaining male Northern White Rhinoceros left alive on the planet, 
in order to raise awareness about the poaching crisis in Africa. 

JANE WURWAND
DERMALOGICA WINNER

Dermalogica founder Jane Wurwand 
emigrated to the United States in 
1983, and knew that Los Angeles 

was the only place she wanted to start 
her skin care business. The health and 
fitness industry was booming, setting the 
stage for people to care about healthy 
skin, and the city fostered an energetic, 
entrepreneurial spirit, with technology 
innovators moving down from Silicon 
Valley and injectiwg a sense that any-
thing was possible. 

At that time, LA was one of only 
three main beauty manufacturing areas 
(others were New Jersey and Dallas), 
and offered the most opportunity for 
international expansion – a port to ship 
out of, international flights, and access 
to a diverse workforce, which Wurwand 
prioritized – she wanted a melting pot 

of ideas. Since the start, Los Angeles has been a key part of Dermalogica’s growth: local 
manufacturers support ongoing product innovation; Hollywood makeup artists became 
some of Dermalogica’s first fans, and introduced the brand to their celebrity clients; and 
the city continues to attract entrepreneurs and fresh ideas that energize the business. 
Taking a page from LA’s creative, entrepreneurial culture, Dermalogica has always placed 
an emphasis on innovation and fostering a sense of collaboration and iteration in the 
employee environment. Dermalogica has also made a point to give back to the city 
that built its success. For the past three years, Dermalogica has been the lead partner 
for Chrysalis’ Women’s Empowerment Program, a series of workshops in Los Angeles 
focused on empowering women with a purpose and a renewed sense of hope to achieve 
their goals. 

STACEY GOLDSTEIN
LOLA GETTS ACTIVE FINALIST

Lola Getts is an activewear brand  based  
in  Los Angeles that focuses exclusively  
on women size 14+. The company was 

developed with the knowledge that such 
women have often been underserved by 
the activewear market. Lola Getts under-
stands  that fit varies by size and needs to be 
researched and customized accordingly. This 
approach is why the brand is able to provide 
a perfect and comfortable fit for women of 
any size but have chosen to  focus  on the 
67% of women in the United States who 
wear a size 14+. From fit, style and quality, 
everything Lola Getts does is with the curvy  
woman in mind. The brand tests its design 
fits on a size 14/16 model so they are  made 
specifically for her proportions – no sizing 
on a size 4 and grading up. Only when the 
fit is perfect does it go into production. The 
brand manufactures in  Los Angeles, which  
enables it to get new product to market 
quickly.  

 
LELA BECKER and  

TIM KAEDING
MOTHER FINALIST

MOTHER was founded in 2010 by Lela 
Becker and Tim Kaeding. With exten-
sive denim backgrounds, they were 

determined to do it all differently. Now 
famous for its irreverent disposition, model 
cult following, and super-soft fabrics, the 
boutique made-in-L.A. brand is unique for 
its genius in keeping an indie spirit while 
still offering fits and washes that appeal to a 
wide range of people. Guided by spontaneity, 
MOTHER has grown into a lifestyle brand 
with four yearly collections expanding across 
denim, sportswear, outerwear and accessories. 
The brand evokes the memories and experi-
ences of growing up in California in the 70s – 
what you were wearing, what you were doing 
and who you were getting in trouble with. It 
reflects the freedom to be unfiltered, brazen 
and above all amusing. The name MOTHER 
plays off the idea of duality - it can be nur-
turing or a cuss. It evokes unconditional love 
and teenage rebellion all at the same time.

FRANCISCO GIMENEZ
ESALON FINALIST

ESalon is reinventing the way women 
color their hair by creating custom home 
hair color that’s made-to-order and 

shipped direct to their doors. eSalon deliv-
ers a personalized, one-on-one experience 
through a unique combination of human 
expertise and state-of-the-art technology. 
Color orders are formulated and dispensed 
on-demand in the Los Angeles headquarters. 
eSalon launched in 2010 and was founded by 
the team behind the pioneer price-compari-
son site PriceGrabber.com. Since launching, 
eSalon has shipped nearly six million orders, 
created over 165,000 unique color com-
binations, opened two Color Studios and 
launched starter kits in both CVS and Target. 
The company now has over 100 employees 
and a satellite office in London. In addition, 
eSalon has opened two Color Studios, one in 
El Segundo and one in Hollywood, where cli-
ents can come in for a color application and 
receive education to give them confidence to 
apply hair color at home. 

GREGG RENFREW
BEAUTYCOUNTER FINALIST

Gregg Renfrew started Beautycounter 
as a company devoted to progress. 
Decades of studies indicate that serious 

health issues (including but not limited to 
asthma, cancer, and infertility) are on the 
rise and are due in some part to our ongoing 
exposure to toxic chemicals – whether it’s 
in the shower, on our commute, while we 
eat lunch at a local restaurant, or when we 
clean our kitchens at home. There are more 
than 80,000 chemicals on the market today. 
Many don’t have any safety data. This is 
particularly true of those used in the skin 
care and beauty industry. Beautycounter is 
committed to a health and safety standard 
that goes well beyond what’s required by 
U.S. law: the company has prohibited the 
use of more than 1,500 questionable or 
harmful chemicals through “The Never 
List” all while ensuring its products perform 
and that they are as indulgent as any other 
luxe shampoo, lipstick, or oil in the market.

MADE IN CALIFORNIA
FASHION

BEAUTY
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GreenbergGlusker.com

Uniquely positioned to 
build your brand. 

Uniquely experienced 
to protect it.

Greenberg Glusker's long history of representing 
some of the most well-known celebrities and 
entertainment companies in the world has 
uniquely positioned us to understand the 

importance of building and protecting a brand. 
As companies are looking to stand out in the 
increasingly competitive consumer and retail 

sectors, we are able to leverage this expertise to 
help our clients with strategic partnerships, joint 
ventures, and endorsement and licensing deals.

That’s what makes us The Counsel You Keep.®

007-56_labj-fullpages20181210.indd   33 12/4/18   2:06 PM



34   LOS ANGELES BUSINESS JOURNAL – CUSTOM CONTENT       DECEMBER 10, 2018

JESSE KREIDER
ROSS ORGANIC FINALIST

Ross Organic, an Azelis Company, has 
become known as a leader in the sales 
of eco-friendly, natural, efficacious and 

value-added specialty ingredients for the 
cosmetic and personal care industries. Its 
suppliers are technology-driven organizations 
that are expert and ethical manufacturers of 
specialty raw materials. Ross Organic employs 
a team of technical sales professionals who 
work with marketers and formulators to help 
them develop new and improved cosmetic 
and personal care products. The compa-
ny  distributes its products from its NACD 
approved 40,000 sq. ft. facility in the Santa 
Fe Springs area of Los Angeles. Ross Organic 
has thirty-one years of experience selling into 
the cosmetic and personal care industries. 
This history gives the company a deep under-
standing of its customer base and has provid-
ed a solid foundation from which we operate 
its business today. The sales team places 
the highest value on long-term, sustainable 
growth. Ross looks to provide concepts, ideas 
and new technology and understand that the 
process takes great care and time.

TODD SHEA
AWARE PRODUCTS | LA FINALIST

Aware’s LA heritage dates back to 
1974 when two successful hairstylists, 
immersed in the world of celebrity and 

interacting with their clients on a daily 
basis, saw an opportunity to make a differ-
ence. The company has grown since then, 
with the help of some of the sharpest, most 
inspiring people in the industry. Aware is a 
strategic partner for everything from trend 
insights and ingredient research to develop-
ment and manufacturing of award-winning 
products. The company works with brands 
every step of the way, applying creativity, 
technical knowledge, current on-trend 
insights, and efficient facilities to bring new 
product ideas and innovations to life. Aware 
shares brands’ vision to craft high-perfor-
mance skin, hair, bath, and body products 
that satisfy consumer needs and differentiate 
the brands with whom Aware works. Aware 
is made up of innovators, they are formu-
lators, and they are creators. The team “is 
Aware,” and thrives on creating greatness.

SUPPLIER OF THE YEAR

ANGELO GHAILIAN
ASTROLOGIE CALIFORNIA/AJG, INC. FINALIST

Astrologie, the Los Angeles-based 
full-package apparel production com-
pany, provides its customers with trend-

right design, unsurpassed quality, competitive 
pricing, dependability and speed to the 
market. 

Astrologie was founded in 2003 by 
Angelo Ghailian, a Los Angeles native with 
an MBA from USC, who brings two gener-
ations’ worth of know-how, solid overseas 
connections, and a dedication to keeping 
all parts of the process from design to man-
ufacture – domestic whenever possible. 
Astrologie has grown from a cut-and-sew 
manufacturing operation, supplying other 
manufacturers who sold to retail stores, to its 
position today – a vertically integrated, com-
plete package garment-production company. 
Throughout these 15 years, Astrologie has 
become very proficient manufacturing, sourc-
ing and designing women’s clothing. Astrol-
ogie’s specialty is fashion novelty tops with 
a California feel with athleisure and dresses 
becoming key growing items.

GARY GARFIELD
CALIFORNIA LABEL PRODUCTS FINALIST

California Label Products provides 
labels and tags for product branding and 
identification to customers around the 

globe. CLP is a trusted supplier for compa-
nies across a variety of industries including 
apparel/footwear, logistics/shipping, and 
food/beverage. Headquartered in Los Ange-
les, the California Label Products company 
is proud to provide production facilities 
in both the U.S. and Asia. CLP’s large 
warehouses allow the company to deliver 
outstanding savings on stock label products. 
The company’s sales, design, and customer 
service teams are ready to help you with any 
industry brand’s next label project.

RON CHAVERS
COSMETIX WEST WINNER

R
on Chavers started Cosmetix West after a professional 
lifetime in the beauty industry with the goal to find suppliers 
who as he says, “did business the way I would’ve done it 
if I had run their companies.” As it turned out, Chavers 

found that there were few suppliers willing to meet the standards 
he expected. Which of course presented him with a golden 
opportunity. There was a hole in the market for a cosmetics 
contract manufacturer ready, willing and able to focus obsessively 
on quality and customer service as their prime directive. 

Quality is what sets Cosmetix West apart. Quality formulation, 
quality products, quality control, quality process, quality people 
and concierge-level service. The company motto is “good enough 
isn’t.”  No one on this extraordinarily dedicated team would ever 
think to utter the words “good enough.” Cosmetix West is also 
known as the manufacturer that looks to nurture growing brands.  
Unlike the competition, Chavers has always been willing to offer 
lower minimums with the same quality and service to smaller 
customers.  As a result, Cosmetix West is now home to some of the 
industry’s greatest success stories.

There are now many companies on sale in Sephora, Nordstrom, Ulta and beyond who were helped by 
Cosmetix West during their growth years and continue to manufacture with Cosmetix West because of the 
customer service and quality. That “hole” Chavers noticed 20 years ago has been filled and Cosmetix West is now 
one of the West Coast’s finest beauty and personal-care contract manufacturers. 

BEAUTY

FASHION BEAUTY
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CENTER FOR A COMPETITIVE WORKFORCE
Connecting LA Industry and Community Colleges

The Center for a Competitive Workforce (CCW)
connects you with colleges, to streamline the
process for hiring and give you the first look at
our region’s highest performing students. Find
diverse candidates with the right skills for 
your open positions, or select trainees who 
will develop into high performers.  

One call gets the ball rolling.
 
Start the conversation with Jessica Ku Kim, 
Workforce Development Director at LAEDC,  
a partner in CCW.  
jessica.kim@laedc.org | 213-236-4835 
or Richard Verches, Executive Director of CCW, 
verches@competitiveworkforce.la

Find top talent from community colleges for  
fashion and graphic design positions.

This year, the LA
region’s community
colleges are awarding
550 certificates and
degrees across 
graphic design
and fashion design, 
with many more in 
related disciplines.

CCW is funded as a Strong Workforce 
Project of the California Community 
College Chancellor’s OfficeVisit www. laedc.org/ccw to find out more

LA’s got talent. 
Take advantage  
of our region’s  
community colleges.

Cerritos College
Citrus College
Compton College
East Los Angeles College
El Camino College
Glendale College
Long Beach City College
Los Angeles City College
Los Angeles Harbor College
Los Angeles Mission College
Los Angeles Pierce College
Los Angeles Southwest College
Los Angeles Trade Tech
Los Angeles Valley College
Mt. San Antonio College
Pasadena City College
Rio Hondo College
Santa Monica College
West Los Angeles College

550

GREAT TALENT IS  
ALWAYS IN FASHION.
If you’re hiring positions in Fashion and Design,  
you’re not alone. This year, about 630 middle-skill  
positions will need to be filled in LA.

A partnership with community colleges gives you an edge —  
a direct pipeline for the diverse talent you need.

CCW_Fashion_FINAL.indd   1 12/3/18   1:43 PM
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JAY MANGEL
CROWE LLP WINNER

Jay Mangel is general audit practice 
partner with Crowe LLP, the public 
accounting, consulting and  

     technology firm that changed its name 
earlier this year from Crowe Horwath. 
Mangel specializes in the manufacturing 
and distribution industries, with a subspe-
cialty in the finance sector. His areas of 
expertise include import/export, manufac-
turing and assisting clients with financing 
from asset-based lenders. He has worked 
with entrepreneurial ventures as well 
as mature companies, and spearheaded 
teams with respect to sales, mergers and 
acquisitions and liquidations of business-
es. He has been with the company since 
2008. Mangel is a member of the Ameri-
can Institute of Certified Public Accoun-
tants and the California State Society of 

Certified Public Accountants. He is a past president of the City of Hope Chapter Apparel 
Industries Group and the Textile Professional Club. 

Under Megel’s leadership, Crowe combines deep industry and specialized expertise 
with innovation. By listening to its clients, Crowe learns about their businesses and the 
challenges they face. The dedicated teams strive to deliver exceptional client service while 
upholding core values and strong professional standards. The company invests in tomor-
row because they know smart decisions build lasting value for their clients, people, and 
profession. Mangel also serves as Crowe’s local office managing partner in Los Angeles and 
Orange County. He specializes in working with manufacturing and distribution companies. 
He has 30 years of experience providing clients with assistance in the areas of specialty 
lending and financing; mergers and acquisitions; import and export accounting strategies; 
and business ventures and liquidations. 

ADRIENNE KRAMER
PROBEAUTY PARTNERS WINNER

ProBeauty Partners represents emerg-
ing independent beauty brands to 
the retail and e-tail marketplace.  

With an eye for brands that can tell a 
story while fulfilling a need in the mar-
ket, ProBeauty Partners curates lines 
that become successes. The brands are 
all something that each team member 
would want to use. While there are many 
companies that can sell a line to a retail-
er, ProBeauty Partners is the true partner 
to these brands that have an idea and 
don’t know how to bring it to fruition. 
The company helps them find resources 
as well as chart the financial path so they 
know what they need to be successful.  
In addition, ProBeauty helps them craft 
the language and presentations to retail-
ers so that the brands’ stories will be so 
compelling the buyer must take them!  

And then ProBeauty aids in supporting the brand in stores by employing brand ambassa-
dors to train staff and promote the line in each door.  

Many of the brand partners are found in LA based retailers like dermstore, and 
gypsy05 or national chains with an LA presence like Neiman Marcus and credo beauty.  
ProBeauty partners with promotional companies like Fab Fit Fun or leverages Paco-
ima-based contract manufacturers like Cosmetic Enterprises and LA-based packaging 
companies like Landsberg.  Employing various freelancers who write copy, create sales, 
offer new partnerships and open doors for over 15 companies, ProBeauty Partners creates 
programs and revenue for its clients. 

TANYA VINER
BUCHALTER FINALIST

Tanya Viner’s practice at the Buchalter 
law firm focuses on mergers and acqui-
sitions, representing both the buyer and 

seller in large complex transactions ranging 
from the sale of closely-held family businesses 
to transactions in excess of a billion dollars. 
In addition to her mergers and acquisitions 
practice, Viner provides day-to-day coun-
seling on a broad range of transactional 
and governance matters advising emerging 
growth companies on formation, venture 
capital financing, licensing, and employment 
issues, often acting as outside general counsel, 
and trusted advisor throughout every aspect 
of growth. Viner advises clients on matters in 
nearly every major business sector, including 
consumer product, apparel and textiles, food 
and beverage, technology, beauty, financial 
services, manufacturing, and retail. Viner’s 
clients appreciate her practical approach in 
offering both legal and business advice to 
ensure their goals are met and the deal gets 
done.

JANKI LALANI GANDHI
LINCOLN INTERNATIONAL FINALIST

Janki Lalani Gandhi joined Lincoln Inter-
national in 2016 to build the firm’s con-
sumer group practice in fashion,  

     accessories and beauty. Gandhi has been 
on a fast-track to promotion throughout her 
investment banking career and is notably 
one of the youngest Managing Directors ever 
hired by Lincoln International. With invest-
ment banking continuing to be a male-domi-
nated industry, she is one of a limited number 
of female Managing Directors on a global 
scale. Gandhi advises clients on middle 
market mergers and acquisitions, leveraged 
buyouts, recapitalizations and valuations. She 
is primarily focused on sell-side M&A for 
growth companies in the consumer industry. 
Through her experience, she has nurtured 
longstanding, strong relationships with the 
investor community. She has significant 
experience in the branded consumer products 
sector, with a focus on apparel and accesso-
ries, specialty retail/DTC/ecommerce, and 
personal care segments. 

MICHAEL GARCIA
DELOITTE FINALIST

M ichael Garcia leads the health and 
beauty group at Deloitte Corporate 
Finance (DCF).  At DCF, Garcia focuses 

first and foremost on forming long lasting and 
meaningful relationships with entrepreneurs 
and executives, being there as a sounding 
board, connector, and advocate. While Gar-
cia’s ultimate business is investment banking, 
where he advises companies when raising 
capital or selling to a private equity group, 
his number one goal is forming relationships. 
To that end, Garcia invests a significant 
amount of time with companies well ahead 
of any transaction.  He provides value during 
this period by giving business advice, making 
connections, and hosting a variety of fun but 
productive events. Deloitte as a whole is a 
powerhouse in the beauty arena – not only 
in the U.S., but also in Europe, Asia, and 
around the globe.  

MARK RIEDEL
CONKLE, KREMER & ENGEL FINALIST

Mark Riedel of Conkle, Kremer & Engel 
is a business lawyer, with a focus on 
brand protection, trademark, copy-

right and unfair competition litigation.  He 
also regularly advises clients on trademark 
prosecution, advertising, regulatory com-
pliance and distribution issues.  He is a 
leader in anti-diversion, anti-counterfeiting 
and anti-piracy efforts within the beauty 
industry.  Riedel helped co-found The 
Beauty Industry Fund, a non-profit trade 
association dedicated to the eradication of 
product diversion, decoding and piracy.  He 
has been an active member of the Personal 
Care Products Council for over 14 years and 
has participated in other beauty industry 
trade initiatives. Riedel has always strived to 
obtain justice for his clients and colleagues, 
and those around him in the beauty indus-
try. This effort has taken many forms over 
the years.  In its simplest form, Riedel has 
sought to support his clients, co-workers and 
colleagues in their professional pursuits.  

SERVICE PROVIDER OF THE YEAR
FASHION

BEAUTY
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Thank you to Los Angeles Business Journal 

Elyse Walker 
Retailer of the Year
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ELYSE WALKER
TOWNE BY ELYSEWALKER WINNER

Over the years, Elyse Walker has built 
a reputation as a sharp stylist and 
buyer with an eye for color and pro-

portion. Walker grew up in retail, working 
from age 14 in her parents’ Capretto shoe 
stores in Scarsdale, N.Y., and Manhattan. 
After graduating from Columbia Univer-
sity (with a degree in applied mathemat-
ics), she opened her own Capretto bou-
tique on Madison Avenue in 1987. Then 
in 1995, her husband’s job brought them 
to the West Coast, where they settled in 
Pacific Palisades. Recognizing the need 
for a high-end store on the Westside, she 
opened her 800-square-foot boutique on 
Antioch Street in 1999, selling clothing 
by L.A. labels such as William B, Katay-
one Adeli and Velvet.

The 900 square foot store has since 
quadrupled in size and now spans nearly an entire block carrying the most noteworthy and 
fashion-forward designs in an inviting atmosphere. In 2012, Walker merged her e-com-
merce business with ForwardForward.com to create ForwardbyElyseWalker.com. Walker 
serves as the fashion director of the luxury shopping site, bringing her edgy and directional 
personal style to fashion-obsessed shoppers looking for risky, fashion-forward pieces right 
off the runways. In August of 2016, after sixteen years, Walker opened her second store 
in Newport Beach’s Lido Marina Village. Most recently, she opened the doors to the first 
towne by elysewalker store at Palisades Village (a second location will open in December at 
The Glen Centre).  

JOHN FRIERSON
FRED SEGAL FINALIST

Fred Segal is an iconic L.A. brand known 
globally for its authentic southern Cal-
ifornia laid back luxury. Over the past 

five decades the brand has evolved to be 
more than just a retailer, it is a cultural staple 
embodying the unique style of Los Angeles. 
Fred Segal opened its eponymous doors in 
1961, debuting designer denim as a lifestyle 
concept that instantly secured the brand as 
an integral part of the Los Angeles scene 
and celebrity culture. A unique retailer that 
specializes in the free-spirited mixology of 
Southern California laid-back luxe, Fred 
Segal has discovered and launched some of 
the most beloved fashion and lifestyle brands 
throughout the decades. Today, Fred Segal, 
which is owned by Evolution Media Capital, 
offers a curated and refreshing selection of 
new brands together with food and pop cul-
ture experiences. In addition to its flagship 
location in West Hollywood, the brand has 
expanded to LAX’s International Terminal. 

THE LEVINE FAMILY
M.FREDRIC FINALIST

W ith 35 years in business, M.Fredric 
continues to be at the forefront of the 
chic boutiques in Southern California. 

Since entering the retail apparel market in 
1980, the company has evolved from carrying 
Moderate Junior apparel to Better Con-
temporary Apparel for the family, offering 
customers a luxury department store feel in a 
boutique environment. Frequented by celeb-
rities, wardrobe stylists and sophisticated 
shoppers, M.Fredric is constantly evolving to 
offer staff an ever-changing dynamic envi-
ronment and clients an exciting experience 
seven days a week. The company was found-
ed in 1979 by the Levine family. A dynamic 
brother and sister duo, Fred and Mardi, built 
the company from the ground up – later 
joined by Fred’s wife, Lisa. The trio continues 
to run the company to this day. 

RETAILER OF THE YEAR

Congratulations to Janki Gandhi, Lincoln International 
Managing Director, for her nomination as a  

Service Provider of the Year. 

Janki continually delivers strategic advisory and 
thoughtful execution to help leading fashion and  

beauty investors and executives succeed.

Real Connection. True Perspective.
Connect with Janki at lincolninternational.com/janki-gandhi

FASHION
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CONTRACT MANUFACTURING
HAIR CARE • SKIN CARE • BATH • BODY • OTC

818.206.6700  I  awareproducts.com

Beauty is the science
of attraction.
We’ve devoted our lives
to understanding it.
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SHARLEEN ERNSTER
WE ARE HAH WINNER

After 20+ years working in execu-
tive roles at leading global fashion 
brands, including Victoria’s Secret 

and Guess, Sharleen Ernster left the 
corporate world and founded her own 
brand, HAH (as in ‘Hot-As-Hell.’) 
HAH was born three years ago out of 
Ernster’s desire to create ethically-made 
and eco-conscious product, and redefine 
sexy for her daughters and the next gen-
eration of women. HAH is a brand that 
uniquely celebrates sexy intimate apparel 
and swimwear that is also good to the 
consumer, comfortable and thoughtful to 
the planet.  Ernster was inspired by her 
daughters – she wanted to set an exam-
ple that they too can create something 
from nothing. Ernster also felt a great 
responsibility to take better care of the 

planet in the process.  
The company’s mantra is to make intimate pieces that endure time and trends to 

reduce the amount of waste in the fashion industry (often cited as the second most 
wasteful industry in the world) with communities that they empower – not only the 
women that wear HAH but also those that make HAH to reduce their impact on the 
planet.  Finally, she wanted her daughters to feel comfortable with their bodies and 
demonstrate that beauty comes in a variety of shapes and sizes. In short, HAH offers 
beauty built to last, that’s easy on you and the planet – naturally sexy while celebrating 
natural curves.

EMMANUEL REY & SUZANNE DAWSON
YUNI BEAUTY WINNER

Founded by husband and wife team 
and beauty industry veterans Emman-
uel Rey and Suzanne Dawson, YUNI 

creates healthy, natural skincare and 
body products that save time, enhance 
performance, and relieve stress so that 
active people who pursue life with 
passion can do more, live more, and 
find more joy in every moment. That’s 
why YUNI’s active beauty products are 
designed to be convenient, portable, and 
formulated to maximize performance. 
YUNI’s natural skin, body, hair, and 
aroma products are crafted with cus-
tom-blended plant-based fragrances and 
unique textures. YUNI’s green beauty 
philosophy inspires the brand to cre-
ate natural products that help sustain 
the health of the environment as they 
enhance every moment of your life. 

Yoga plays a significant role in the spirit and philosophies behind YUNI and its 
products. After leaving Aveda, which he was instrumental in developing into a natural, 
sustainable and profitable brand in North America, and where he had met Dawson, Rey 
chose to focus on personal growth and intensified his long-standing passion for yoga and 
became certified as an Ashtanga yoga teacher. Meanwhile, Dawson reconnected with 
Yoga that had been part of her early childhood, as a way to create more balance in her 
life. Her powerful example quickly converted her husband to the practice and culmi-
nated in their Ashtanga Yoga teacher certification. As it is for her husband, YUNI is a 
beautiful reflection of Dawson’s mindful values, her history in the beauty business and 
her passion for living a full and active life.

EMMA GREDE
GOOD AMERICAN FINALIST

In late 2016, Khloe Kardashian and Emma 
Grede launched a denim line called Good 
American. It was an immediate hit not 

just because it had a Kardashian’s name 
attached to it, but also because it launched 
in a 00-24 size range right off the bat. It also 
reflected inclusiveness with a diverse group of 
women modeling the designs. According to 
the brand, it was the most successful denim 
launch of all time, bringing in $1 million in 
one day. Grede and Kardashian both believed 
that there was something missing in the pre-
mium denim space for the woman with the 
curvier shape and hence the launch of the 
Good American label. The company started 
out with the online only business model and 
is now also available at Nordstrom and other 
high-end department stores. In a two-year 
period, the company has grown from a start-
up to a brand that has revenues north of $30 
million. 

JACLYN JONES
JACLYN JONES USA FINALIST

When Jaclyn Jones started creating 
her brand, she wanted to tackle 
the biggest complaint in the luxury 

footwear market – the lack of practicality in 
stiff, mass-produced European-made shoes. 
Understanding what a comfortable pair of 
shoes can do for a woman’s confidence, she 
made it her mission to make the most luxu-
rious shoes possible – incorporating comfort, 
fashion, and premium materials. Examining 
the current landscape of brands occupying 
the luxury footwear space, Jones realized that 
the industry is vastly dominated by a few 
powerhouse fashion corporations headed by 
male designers or owners. It all clicked into 
place – these shoes were so uncomfortable 
because they were designed by someone who 
never had to wear them. Jaclyn Jones USA 
insoles have 4mm foam padding which is two 
three times thicker than the industry average. 
Jones knows how important it is that her 
favorite, stylish heels are beyond just that – 
and are extremely wearable in her busy life.

JEN ATKIN
OUAI HAIRCARE FINALIST

Created by celebrity stylist Jen Atkin, 
OUAI Haircare was designed to nourish 
hair health and bring out its natural 

beauty. The company is about realistic hair 
goals that users of the products can actually 
achieve. OUAI Haircare created easy-to-
use products in luxury packaging so “you’re 
always ready for that selfie situation.” The 
shampoos and conditioners are sulfate-free 
and employ smart keratin to repair and 
improve hair strength. Even OUAI’s styling 
products are designed to nourish hair and 
bring out its natural beauty. With OUAI, 
Atkin wanted to create a “breath of fresh 
hair” – a line for real life, for real women, fea-
turing luxury products that are simple, afford-
able, and classic. The brand is very much on 
the rise, with its roll-out into all Sephora US 
doors, its international expansion, the launch 
of its new Dry Shampoo Foam, its entry into 
the body and fragrance categories, its sur-
passing 500,000 Instagram followers, and its 
imminent move into its own headquarters.  

JOE CLOYES and  
GREG GONZALEZ

YOUTH TO THE PEOPLE FINALIST

Founders and cousins Joe Cloyes and 
Greg Gonzalez started Youth To The Peo-
ple in 2015 with the idea that products 

you put on your skin should be as whole, 
clean, and packed with nutrients as the 
green juice you drink. Cloyes and Gonzalez 
were mentored by their grandmother, a sin-
gle, working mother of seven who started a 
botanical-driven skincare line in the 1970s. 
The two cousins set out to pave a modern 
road between superfoods and science, using 
cold pressed extracts and small batches that 
ensure quality and effectiveness. The brand is 
fueled by research, a modern California spirit, 
an unabashed skin-care-for-all philosophy 
and its founders’ own drive to innovate. From 
its downtown home, Youth To The People 
holds firm to its indie-brand roots, unafraid of 
speaking its mind and unwilling to compro-
mise their one hundred percent vegan skin-
care with parabens, animal testing, sulfates, 
phthalates, dimethicone, or mineral oil. 

RISING BRAND OF THE YEAR
FASHION

BEAUTY
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STEVEN HIRSH
COOPER DESIGN SPACE WINNER

Cooper Design Space has done the 
community a tremendous service by 
stepping up with its fashion district 

space, fitted to LA’s creative lifestyles. 
The building was born in 1927 to suit 
LA’s fashion designers and manufac-
turers. During the 40s and 50s, Cooper 
refashioned itself to shine as LA’s pre-
mier address for fashion industry show-
rooms – before there was a California 
Mart or a New Mart. The Cooper build-
ing pioneered the terrain again during 
the 80s as one of America’s first discount 
retail centers, a model for today’s out-
let malls. And in the 90s, the Cooper 
building anted up for the fashion district, 
working to persuade the LA city coun-
cil to establish the city’s first business 
improvement district.

Today, renovated as Cooper Design Space, the building at the corner of 9th and Los 
Angeles streets is at it again as home base for LA creatives. The building hosts a space 
that embraces cross-pollination among LA lifestyle businesses in fashion, media arts and 
publishing. a space that encourages fluidity across functions by offering studio, office and 
showroom in a single location. The building hosts a space that embraces cross-pollina-
tion among LA lifestyle businesses in fashion, media arts and publishing. a space that 
encourages fluidity across functions by offering studio, office and showroom in a single 
location.

DEREK HYDON
MACHER  WINNER

MaCher, founded in 
Australia in 1983, 
is a certified B Cor-

poration, part of a global 
movement of more than 
2,700 certified businesses 
that meet rigorous stan-
dards for social, work-
force and environmental 
performance. MaCher 
continually reinvents 
and improves the impact 
of giving on behalf of 
industry powerhouses in 
Health & Beauty, Retail, 

Direct Selling, Travel, Wine & Spirits and e-Commerce.
MaCher’s global team of over 60 professionals, custom design and manufacture 

bespoke products, gifts with purchase, corporate gifting, premium packaging, private 
label, and promotional items. By partnering with clients, MaCher uncovers previously 
unseen opportunities and develop strategies that minimize costs, increase sales, and 
reduce waste. MaCher’s purpose is to provide the best workplace, positively influence 
others while caring for our environment, so MaCher’s team members tend to be thought-
ful people who deliver exceptional results, sustainably. Many of MaCher’s clients report 
significant changes to reduce the environmental impact of their products. MaCher is 
well respected for always doing things with true integrity and has numerous examples of 
helping its clients advance their social impact through helping clients improve many of 
their CSR initiatives. MaCher’s true hidden value is that it delivers measurable impact 
every day, across verified areas of competency around Governance, Workforce, Commu-
nity and the Environment.  In 2016, MaCher became a signatory to the United Nations 
Global Compact and in 2018 deepened their commitment by becoming a participant. 
Also, MaCher remains committed to the 17 UN Sustainable Development Goals 
(SDGs), and has advanced programs to be most impactful. Furthermore, the company 
has operated its US business operations as net carbon neutral since 2008.

BLAKE MYCOSKIE
TOMS SHOES FINALIST

A simple idea has grown into a global 
movement: TOMS Shoes has provid-
ed over 60 million pairs of shoes to 

children since 2006, TOMS Eyewear has 
restored sight to over 400,000 since 2011 
and TOMS Roasting Company has helped 
provide over 335,000 weeks of safe water 
since launching in 2014. In 2015, TOMS 
Bag Collection was founded with the mis-
sion to help provide training for skilled 
birth attendants and distribute birth kits 
containing items that help a woman safely 
deliver her baby. TOMS humble beginnings 
happened unintentionally. While travel-
ing in Argentina in 2006, Blake Mycoskie 
witnessed the hardships faced by children 
growing up without shoes. His solution to 
the problem was simple, yet revolutionary: 
to create a for-profit business that was sus-
tainable and not reliant on donations. His 
vision soon turned into the simple business 
idea that provided the powerful foundation 
for TOMS.

ED HANDLER
COHN HANDLER STURM FINALIST

Ed Handler is a founding shareholder of 
Cohn Handler Sturm. He is recognized 
as an expert in apparel accounting and 

has established a practice specialty in the 
area of family owned business and inventory 
and receivable financing. Ed is active in 
numerous civic and charitable organizations 
and currently serves on the Board of Direc-
tors and Executive Board of the California 
Fashion Association. Handler has been with 
the firm since its inception in 1980. Handler 
has previously chaired The Apparel Industry 
Group for the California State Society of 
CPAs, and is presently a member and apparel 
resource for the National Conference of CPA 
Practitioners. He is active in numerous civic 
and charitable organizations and annually 
guest lectures at FIDM. Handler received his 
Bachelor’s Degree from UCLA in 1976. He 
is currently on the Board of Directors of the 
California Fashion Association and a past 
President of the Apparel Industries Group for 
the City of Hope.

KARISSA BODNAR
THRIVE CAUSEMETICS INC. FINALIST

Thrive Causemetics was born out of a 
friendship. Makeup artist and product 
developer, Karissa Bodnar lost her dear 

friend Kristy to cancer at just 24 years 
old. Kristy’s compassionate and vivacious 
spirit inspired Bodnar to establish Thrive 
Causemetics, a beauty brand and philosophy 
that goes beyond skin deep by empowering 
women. Thrive’s mission is “beauty with 
a purpose” in that for every product a cus-
tomer purchases, one is donated to help a 
woman thrive. As a company, Thrive part-
ners up with several non-profit organizations 
such as DWC, American Cancer Society, 
Strengths United, and others.  As employ-
ees, Thrive is reminded every day of how its 
contribution makes an impact on women’s 
lives. The company does not only drive a 
strong philanthropic mission but it push-
es the boundaries for more inclusive and 
diverse products for women of color.

OSHER NETKIN
ARTNATURALS FINALIST

At artnaturals, the company believes that 
everyone should experience the incred-
ible benefits of natural ingredients per-

fected by nature. So the company strives to 
help people discover the difference of using 
only the best essential oils combined with 
the latest essential oil diffuser technology for 
any aromatherapy practice. Osher Netkin 
started the Los Angeles-based artnaturals to 
advance his career, although the main reason 
was that he cared deeply about an honest 
living, animals, and the environment. In 
short, artnaturals as a company has always 
believed that beauty treatments should stem 
from the purest forms of nature. Netkin and 
his team gathered the finest ingredients and 
extracts from around the world to handcraft 
health-conscious essentials for the skin, hair 
and body, mind and spirit. All of artnaturals’ 
products are BPA-free, cruelty-free, and 
eco-friendly. The aim is to offer high-quality 
items at an affordable price to enhance the 
well-being of customers.

SOCIAL RESPONSIBILITY
FASHION

BEAUTY
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ADRIANO GOLDSCHMIED
AG JEANS FINALIST

AG was launched in 2000 by Yul Ku, a 
pioneer in the denim industry. While its 
DNA is rooted in denim, AG’s evolution 

from an exclusively premium denim brand 
to a contemporary lifestyle brand began in 
2008 when Samuel Ku, son of Yul Ku, took 
over as the brand’s Creative Director. Since 
then, Samuel and the AG design team have 
focused their efforts on seamlessly integrating 
complete collections that reflect the true 
sensibility of the brand: Chic. Sophisticated. 
Classic. From the initial stages of concept 
and design, to cutting, sewing, laundering, 
finishing and shipping, AG’s vertically 
integrated manufacturing facilities unite 
our design expertise with manufacturing 
ingenuity—truly unparalleled in the fashion 
industry. AG believes in being socially active 
and responsible. Whether it’s the Ozone 
Technology and use of eco-conscious fibers, 
or its partnership with the non-profit chari-
ty:water, AG is a brand committed to making 
a difference.

JERRY LORENZO
FEAR OF GOD FINALIST

In less than six years, Fear Of God has 
gone from an emerging label that special-
ized in longline tees and side-zip hoodies 

to a legitimate trendsetting force in the 
fashion industry. The brand’s founder and 
designer, Jerry Lorenzo, helped push his 
label to the center of the menswear universe 
via a multi-level market attack that includes 
his main Fear Of God collection, F.O.G. (a 
lower-priced line sold exclusively at PacSun 
stores across America), hard-to-find vintage 
rock band tees adorned with the Fear Of 
God logo. Due to the brand’s ever-growing 
popularity among rappers, athletes, pop 
stars, and any other category of famous 
person, it won’t be long before a hoodie or a 
pair of pants winds up on the right person, 
gets paparazzi snapped, and flies off store 
shelves—even at the high-end prices the 
brand is known for. Fear of God has truly 
become an unstoppable force!

SHANNON and  
GLENN DELLIMORE

GLAMGLOW FINALIST

Co-Founders Shannon and Glenn Delli-
more started GLAMGLOW by accident 
when an actor friend confided that he 

could not find a product to make his skin 
camera ready in minutes, a product that 
could instantly refine pores, diminish visible 
imperfections, reduce fine lines and produc-
ing a noticeable glow that lasted for days. 
With no background in skincare, the Delli-
mores set out to create a unique treatment 
for their friends. Extensive research led them 
to the world’s finest active ingredients and 
they created a revolutionary formula that 
exceeded all expectations. A year later, their 
product was known as Hollywood’s “magic 
mud” and was used on studio sets and sound 
stages. Over the last eight years, GLAM-
GLOW has grown from a conversation into 
an incredible success story. GLAMGLOW 
has won countless beauty awards, including 
numerous prestigious CEW Awards including 
Best Indie Brand. 

DAVID OLSEN 
COS BAR FINALIST

S ince its foundation in Aspen in 1976, 
Cos Bar is designed for a sophisticated 
and discerning audience, with a careful-

ly curated array of the world’s best beauty 
brands. It all started with Lily Garfield, Cos 
Bar founder. A longtime resident of Aspen, 
she was alarmed to find that despite the 
high altitude, harsh weather and strong 
sun, there were few skincare products 
available to combat the vigorous climate 
of the Rockies. She immediately set out to 
create a beauty boutique that would become 
synonymous with quality, personally select-
ing skincare and makeup from the world’s 
finest, most prestigious collections. Today, 
David Olsen is the CEO of Cos Bar, leading 
the luxury specialty beauty retailer, now 
recognized for disrupting the luxury beauty 
industry with its unique and engaging sales 
experience focused on the needs of the 
client and its carefully curated array of the 
world’s best beauty brands.

BRAND OF THE YEAR

TADASHI SHOJI
TADASHI SHOJI & ASSOCIATES, INC. WINNER

Tadashi Shoji is an American fashion 
designer. He is the head designer for 
his company, Tadashi Shoji. Born 

and raised in Sendai, Japan, he began 
painting and drawing at a young age. A 
fortuitous meeting at a Tokyo art gallery 
led to a position assisting Japan’s leading 
contemporary artist, Jiro Takamatsu. 
Shoji worked for three years in Takamat-
su’s studio making conceptual art. Sens-
ing the political unrest brewing in Japan 
and encouraged by opportunity abroad, 
he moved to the United States where he 
discovered fashion design. He went on to 
work with famed costume designer Bill 
Whitten, followed by the iconic Richard 
Blackwell. Shoji later set out on his own, 
launching his namesake label in 1982. 
With his intellect as an artist and his 
acumen for business, he pioneered a new 

category of eveningwear. He paired stretch fabrics with fluid silhouettes and combined 
couture dressmaking techniques with skillful engineering, making it possible for pieces to 
be mass-produced—and accessible.

Tadashi Shoji is emerging as a leading lifestyle brand among consumers. His collec-
tions grace the New York Fashion Week runways each season and his internationally 
acclaimed brand continues to thrive. In addition to successful ready-to-wear and kid’s 
collections, the brand offers shapewear, intimates, leather handbags, and fragrance. The 
brand’s recently debuted affordable luxury bridal collection is swiftly gaining popularity 
for both its versatility and rich assortment of pieces. Women worldwide seek out Tadashi 
Shoji’s new designs for their impeccable fit, trademark ease, and modern sense of fem-
ininity. The brand is carried in over 700 major department and specialty stores world-
wide, with signature boutiques in the United States, China, and the Middle East.

ANASTASIA SOARE
ANASTASIA BEVERLY HILLS WINNER

Romanian-born beauty entrepre-
neur Anastasia Soare launched her 
namesake brand with a Beverly Hills 

flagship salon in 1997 and the company’s 
first product line in 2000. Rooted in the 
sacred geometry of the Golden Ratio, 
ABH creates prestige cosmetics for a pas-
sionate prosumer audience.

Soare was first to introduce brow 
shaping and products based on her 
patented Golden Ratio Eyebrow Shap-
ing Method, and is widely credited for 
fueling the multi-million dollar business 
that surrounds the category. Popularized 
through customer relationships with 
some of the world’s most recognizable 
faces, the “brow revolution” she ignited 
has become a landmark contribution to 
beauty history. In 2014, ABH debuted 
its new color makeup line on Instagram, 

cultivating a relationship with customers focused on product education, artistry, and 
responsiveness in delivering the “ultimate polished look” for which the brand is known. 
ABH has received industry-wide recognition for digital innovation and numerous 
accolades for products such as cult-classics Brow Wiz, Contour Kit, and Liquid Lipstick. 
ABH products are now available at anastasiabeverlyhills.com, Dillard’s, Macy’s, Nord-
strom, Sephora, ULTA, and select retailers in over 25 countries. Soare continues to 
push boundaries today, expanding beyond the brow category with the company’s leading 
prestige cosmetics line. Her capacity for driving growth through innovation and orga-
nizational focus on customers has become a hallmark of her leadership and the ABH 
brand. Soare’s gift as an artist and entrepreneur is complemented by an ease and grace 
with customers with whom she connects daily in video tutorials and personal appearanc-
es around the world. Her audience spans the globe and comprises those who rely on the 
ABH vision of individual beauty to amplify their own.

FASHION

BEAUTY
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TAMARA MELLON
TAMARA MELLON WINNER

T
amara Mellon co-founded Jimmy Choo in 1996. Today, she’s still 
obsessed with shoes, but not the traditional way of doing things. So 
she started over. The Tamara Mellon brand is Mellon’s reboot (pun 
intended). She’s redefining luxury and doing what she does best: 

designing shoes and breaking rules. Mellon has been around the block 
more than once (in killer heels). She knows what women need, and what 
they want. Tamara Mellon shoes are designed for women, by women. As 
Mellon likes to day, these shoes are for leaning in, climbing ladders, and 
shattering ceilings.

In an effort to provide the highest quality at affordable prices, Mellon 
refuses to price her shoes at six times what it costs to make them. She 
has forged relationships with family-run factories in Italy that have made 
the best quality luxury shoes for decades. And they won’t strain wearers 
bodies or their bank accounts. No caveats or markups – just time-honored 
craftsmanship at direct-to-women prices. Tamara Mellon makes shoes that 
age slowly and get to customers quickly, and they apply the same standard 
of craftsmanship to their customer experience. Down the road if your shoes 
need some love, the brand’s complimentary Cobbler Concierge service will 
make them like new, direct from customers’ doorsteps.

TRENDSETTER OF THE YEAR

CONGRATULATIONS

TAMMY CHATKIN
EVP Global Search

as a 2018 winner for the
Los Angeles Business Journal’s

Fashion Awards

24|Seven Recruits
Top Talent for

the Creative Economy

www.24seventalent.com

“Congratulations to the Offero Team for being a nominee  
for the 2018 Los Angeles Business Journals  

Fashion and Beauty Awards”

Authentic Craftsmanship Meets Innovative Design 
Signature Anti-Theft Handbags 

www.offerohandbags.com

FASHION
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SASHA PLAVSIC
ILIA WINNER

B
orn in Vancouver and raised in a rural, ocean-side setting just outside the 
city, Sasha Plavsic has always been close to nature. Her younger brother 
and now business partner, Zac, suffered from acute asthma and allergies as a 
young child but went on to compete in sailing in the 2008 and 2012 Olympic 

Games. Sasha’s interests fell into design, studying Typography in London and New 
York. She found herself in Los Angeles in 2006 and spent several years working 
as a branding executive within the fashion and beauty industries. After moving 
home to Vancouver for a brief sabbatical, her mother encouraged her to read the 
ingredient list on her favorite lip balm. She was shocked to discover many of the 
ingredients were not safe, and it’s something she used daily. The challenge was set 
to re-create her favorite lip balm so that it would be safe, effective and natural. 
And so the story of ILIA begins.

ILIA is now considered the industry leader in Clean Color for Clean Beauty, 
and Plavsic is being labeled as the pioneer who pushed this forward and broke 
away from the ideologies of natural and organic. She is the founder and lead in the 
company and figured out how to formulate clean over the years for performance 
driven product that are safe and work. ILIA is also the first clean color brand with 
a full assortment to launch with a full bay presentation in Sephora next year.  

TRENDSETTER OF THE YEAR
BEAUTY
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The United States Fashion Industry 
Association (USFIA) has released 
the fifth annual Fashion Industry 

Benchmarking Study, a survey of executives 
from nearly 30 leading fashion brands, 
retailers, importers, and wholesalers, 
including some of the largest brands and 
retailers in the country.

Conducted in conjunction with Dr. Sheng 
Lu, Associate Professor in the University of 
Delaware Department of Fashion & Apparel 
Studies, the survey asked respondents about 
the business outlook, sourcing practices, 
utilization of Free Trade Agreements and 
preference programs, and views on trade 
policy.

For the second year in a row, “protectionist 
trade policy agenda in the United States” 
is ranked the top challenge for the U.S. 
fashion industry. More than 60 percent of 
respondents rank this issue among their top 

five business challenges, with more than one-
third ranking it either #1 or #2, far exceeding 
concerns about other issues on the list. From 
2014-2016, respondents consistently ranked 
trade protectionism between #8 and #11.

Related, the pressure of “increasing 
production or sourcing cost” is returning 
this year; 54 percent of executives rank cost 
among their top five business challenges in 
2018, a notable increase from 34 percent in 
2017. There are two possible explanations: 
cost could be rising in absolute terms, and 
the intensified trade tensions caused by the 
protectionist trade policy agenda may force 
companies to switch to more expensive 
sourcing destinations, reported Dr. Lu.

Despite concerns about trade policy and 
cost, executives are more confident about the 
five-year outlook for the U.S. fashion industry 
in 2018 than they were a year ago, although 
confidence has not fully recovered to the 
level seen in 2015 and 2016. In addition, 
100 percent of respondents say they plan to 
hire more employees in the next five years, 
compared with 80-85 percent in previous 
studies; market analysts, data scientists, 
sustainability/compliance related specialists 
or managers, and supply chain specialists are 
expected to be the most in-demand.

The survey was conducted between April 
2018 and May 2018. In terms of business size, 

76 percent of respondents have more than 
1,000 employees, including 64 percent with 
more than 3,000 employees; this suggests 
the findings well reflect the views of the 
most influential players in the U.S. fashion 
industry.

Dr. Sheng Lu is an Associate Professor in the 
Department of Fashion and Apparel Studies 
at the University of Delaware. With over 60 
publications in academic and trade journals, 
Dr. Lu’s research focuses on the economic 
and business aspects of the textile and apparel 
industry, including international trade, trade 
policy and the governance of global apparel value 
chain. The United States Fashion Industry 
Association (USFIA) is dedicated to fashion 
made possible by global trade. USFIA represents 
brands, retailers, importers, and wholesalers 

based in the United States and doing business 
globally. Founded in 1989, USFIA works 
to eliminate tariff and non-tariff barriers that 
impede the fashion industry’s ability to trade 
freely and create jobs in the United States. 
Headquartered in Washington, D.C., USFIA 

is the voice of the fashion industry in front of 
the U.S. government as well as international 
governments and stakeholders.  With constant, 
two-way communication, USFIA staff and 
counsel serve as the eyes and ears of our members 
in Washington and around the world, enabling 
them to stay ahead of the regulatory challenges of 
today and tomorrow. Through our publications, 
educational events, and networking opportunities, 
USFIA also connects with key stakeholders across 
the value chain including U.S. and international 
service providers, suppliers, and industry groups.

USFIA Releases Fifth Fashion Industry  
Benchmarking Study
Findings show U.S. industry 
executives remain most 
concerned about the impact 
of trade protectionism, but 
overall optimism, hiring 
plans up

For the second year in a row, “protectionist trade 
policy agenda in the United States” is ranked the  

top challenge for the U.S. fashion industry. 

Today’s beauty consumers seek natural, 
environmentally safe choices that produce 
results comparable to those with artificial 

ingredients. To meet this demand, three 
distinct trends will help shape the beauty 
market:

NEW TEXTURES AND  
SENSATIONS

Transformation is the name of the game for 
customers — particularly Millennials — who 
crave something new. Beauty creators must 
provide options for customers willing to take 
chances on unusual products.

Some new beauty products change from gel 
to powder or from powder to cream. To add 
extra layers of interest to products makes jelly 
masks in jars and color-changing foams.

While beauty brands offer these products in 
take-home form, spas can offer them in-house. 
This lets spas cater to customers who want nat-
ural beauty products and lets customers sample 
products they might not otherwise purchase.

WATER ALTERNATIVES
Most of us take water for granted, but nat-

ural beauty products are turning this common 
substance into a skincare luxury.

Some beauty brands are combining gem-
stones with water to offer mineral- and ener-
gy-based solutions to audiences who are eager 
for natural options. Others have created a 
fermented skin care niche, with ingredients 
like apple cider vinegar and rice wine to create 

smoother skin, and fruit- and floral-based prod-
ucts as freshwater alternatives.

Natural beauty consumers love the purity of 
water-based products, but they also understand 
the importance of water conservation. There-
fore, companies are transforming traditionally 
water-based products into soothing serums and 
sprays, textured masks, and overnight creams.

These water-mimicking products include 
hydrating and toning watermelon water, anti-
microbial and antifungal coconut water, and 
anti-inflammatory cactus water. These sustain-
able offerings are perfect for spas that serve 
eco-conscious clients and let brands build sus-
tainability into their stories.

ANTIPOLLUTION
Eco-conscious consumers are often con-

cerned with reducing pollution on their skin, 
not just in the air and water.

So they’ll seek products containing Marru-
bium vulgare (horehound), which protects the 
skin against environmental damage, and gar-
den cress sprout, which guards the skin against 
pollutants to fight visible signs of aging. Other 
ingredients help remove heavy metals from 
the skin. These products are perfect for beauty 
consumers living in urban settings or working 
in pollution-heavy fields.

The more advanced our society becomes, 
the more interest in natural skincare solutions. 
Spas, beauty creators, and other industry 
influencers who get ahead of these trends may 
enjoy a competitive advantage.

This article was written by Warren Becker, a 
member of the Professional Beauty Association 
and chief operating officer of Cosmetic Solutions, 
recognized worldwide as a leader in the formulation 
and manufacture of turnkey private label skin 
care and personal care products. Cosmetic 
Solutions‘ natural, scientifically proven offerings are 
used by renowned skin care leaders and physicians, 

established cosmetic brands and up-and-coming 
entrepreneurs to help customers achieve results. 
Becker holds an MBA in International Business 
from the University of Miami and has partnered in 
the success of hundreds of health and beauty brands.

Learn more about the Professional Beauty 
Association at probeauty.org.

Three Skincare Trends to Watch 
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Activewear or athleisure wear has been 
grabbing the apparel spotlight for the last 
several years, shadowing the all American 

classic, denim blue jeans. Denim designers and 
manufacturers took note that U.S. consumers 
— even the most fashionable ones — like the 
comfort of activewear and followed suit. Their 
efforts have paid off with a 9 percent increase 
in sales of women’s jeans in the year ending 
July 2018 compared to year ago, according to 
ongoing apparel research by The NPD Group. 

“Jeans have always offered form, fashion, 
and function but now they are offering the 
comfort today’s consumers want,” said Marshal 
Cohen, NPD chief industry advisor.  “It’s a 
win-win for consumers, jeans manufacturers, 
and retailers.”

The $16.4 billion U.S. jeans market grew 
sales 5 percent in the year ending July 2018 
over same period last year, reports NPD. 
Both classic and new jean styles played an 
important role in growing the jeans category, 
particularly women’s jeans.  

Skinny jeans, which have been around 
for quite a while, are still the number one 
selling women’s jeans with sales of this style 
up 6 percent over year ago and accounting 
for nearly 40 percent of women’s jean 
sales. Although skinny jeans may sound 
anything but comfortable, new materials 

have added stretch and comfort while still 
looking like jeans versus jeggings, a stretch 
pant-denim hybrid. According to fashionistas 
and fashion journalists, the more fashion-
forward style jeans, like high-waisted, 
straight-leg jeans, which many are calling 
the new generation of “mom jeans,” cropped 
flares, ultra-cuff, and denim sweatpants — ala 
athleisure wear — are more popular with teens 
and young adults.    

The fit of jeans, regardless of style, is a 
personal thing, which is among the reasons 
why only one in six pair of women’s jeans 
are purchased online. If consumers know the 
brand and style of jean that fits them they 
feel confident in purchasing online or buying 
at retail without trying them on. Those who 
want to try a new brand or style typically want 
to try them on first since brands and styles fit 
differently. 

“Let’s face it, we all have our favorite pairs 
of jeans,” says Cohen. “The well-worn jeans 
we turn to like an old friend who envelop us 
with familiarity and relaxation; our work jeans, 
a step up from our well-worn jeans; and our 
fancy, special event jeans.  Jeans will never go 
out of style. They are an American classic.”  

Information for this article was provided by the 
NPD Group.

Athleisure Wear and Denim Can Co-Exist

It’s easier than 
ever to fi nd 
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By DAINA BETH SOLOMON  
Staff Reporter

Dante Cardenas packages his 
oregano, sage, beets, and radishes 
in Vernon, but just a few years ago 

he ran his business, E.D. Produce Inc., 
out of a low-slung warehouse in the Arts 
District. He sold the 9,900-square-foot 
space in 2014, once he realized its value had 
quadrupled over the $1 million dollars he 
paid for it just a few years previously. 

“It’s better for me to have something 

that I can leave for the future, perhaps to 
my children,” Cardenas said in Spanish. 
“Now, I have no thoughts of moving. We’re 
doing very well here.”

The property value is not likely to mul-
tiply as it did in the Arts District, but there 
are other benefits to fleeing the hubbub 
of the fast-developing downtown neigh-
borhood, with its apartments, offices, and 
eateries. His was among several companies 
that have taken flight to industrial centers 
in Vernon, Commerce, the City of Industry, 
and South Los Angeles. 

“The location became challenging,” said 
Jae Yoo, a senior vice president at CBRE 
who marketed Cardenas’ warehouse. “It’s 
not only because the trucks have to compete 
against people walking on the streets, which 
becomes a danger and a liability. What 
they’re doing is thinking about the future.”

As property owners look ahead, many 
are landing fat paychecks from developers 
keen on razing or redeveloping old ware-
houses, while lessees are finding themselves 

Arts District industrial property owners sold on big paydays

Please see REAL ESTATE page 51

New Roots: 
Dante Cardenas 
at E.D. Produce 

in Vernon.
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By GARRETT REIM Staff Reporter

Bot Home Automation 
Inc., maker of a video cam-
era-rigged doorbell called Ring, 
last week raised a $109 million 
Series D round and said it is 
aiming for an initial public of-
fering before the end of the year.

The Santa Monica firm has 
come a long way since Chief Executive Jamie 
Siminoff pitched the product on ABC reality TV 
contest “Shark Tank” and subsequently rejected a 
tight-fisted investment deal from one of the show’s 

Ringer Makes 
D Series Noise
TECHNOLOGY: Bot Home’s 
$109 million feeds IPO buzz.

Please see TECHNOLOGY page 12

By HENRY MEIER Staff Reporter

As Snap Inc. moves closer to an expected initial 
public offering this spring, the Venice photo-shar-
ing company is going through a rite of passage: de-
fending itself against a slew of legal actions. 

Lawsuits filed in the last sixth months include 
an array of complaints targeting the company be-
hind the popular Snapchat app, including claims 
that parts of the tech unicorn’s underlying product 
infringe on patent holders’ intellectual property as 
well as allegations from a former executive that 

Snap Decisions
INVESTMENT: Will tech giant
fight suits to clear IPO path?

By GARRETT REIM Staff Reporter

Cloud Constellation Corp. has a far-
flung idea.

As businesses and governments consid-
er ways to protect data in light of increased 
cyberattacks and surveillance, the startup is 
offering them a chance to put their informa-

tion out of reach by 
storing it on servers 
within satellites or-
biting the Earth.

While its system 
has yet to leave the 
ground, the compa-
ny received a boost last month from Palo Alto 
commercial satellite manufacturer SSL, which 
has agreed to build Cloud Constellation’s sat-
ellites and invested, along with other backers, 
an undisclosed sum in the Westwood company. 

Cloud Constellation is projecting it will be able 
to launch its constellation of 14 low Earth-or-
biting satellites by the first quarter of 2019.

“The advantage (of our system) is that the 
data that you are transmitting has no relationship 
or no exposure to the public networks,” said Cliff 
Beek, the company’s president. “There are leaks 
inside the network that we call the internet.”

Cloud Constellation is not alone in its  
pursuit of a space-based data storage and 

Firm’s Data Storage Plan Out of This World
INTERNET: Startups look to 
satellites for higher security.

Monthly cost  
to store 3 terabytes  

of data in space.

$5,000 

M A I L  T O :

Green 
In Bag

Siminoff

LARRY BUSACCA/GETTY IMAGES 

Targeted Tech: Snap Inc.’s Evan Spiegel.

Please see INTERNET page 51 Please see INVESTMENT page 52
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Awards 
season means 
increased 
ad spending 
across 
platforms.12 BANKING

Steven Sugarman’s exit from Banc of California 
opens up prime Santa Monica real estate.

REAL ESTATE
Plans for two residential towers to be built at 
the L.A. Times site begin to take shape.3

A game-Changing Commercial 
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CALIFORNIA FASHION ASSOCIATION

Congratulates

California Fashion Association supports industry events and honors those who support CFA’s efforts.

CFA applauds your leadership in the industries you serve.

Los Angeles Business Journal
2017 Fashion Awards 

CFA Member Nominees, Finalists* and Winners**

Allison Beal, StyleSaint 
Brad Shapiro, Hybrid Promotions LLC 
Bruce Gifford, Naked Cashmere * 
Darrin Beer, CIT Commercial Services * 
Douglas Evans, YMA Fashion Scholarship Fund** 
Frank Kaufman, Moss Adams ** 
Houman Salem, Argyle Company **
Ilse Metchek, California Fashion Foundation *
Jarrod Purdon, UPS *

Kevin Sullivan, Wells Fargo Capital Finance**

Michael Rosen, Velvet

Mitchell Quaranta, Swat Fame 

Ram Sareen, Tukatech Inc. **

Robert Erza, Freeman Freeman & Smiley *

Staci Jennifer Riordan, Loyola Law School

Sydnee Breuer, Rosenthal & Rosenthal 

Tammy Chatkin-Newman, 24 Seven, Inc. **

20171211_CFA.indd   1 11/20/2017   5:00:06 PM

Angelo Ghailian, Astrologie California/AJG, Inc.    

Martin Hughes, Moss Adams, LLP                                               

Chewy Jang, Kid’s Dream                                          

Michael Garcia, Deloitte *                                                                 

Ed Handler, Cohn Handler Sturm, LLP *                    

Sharleen Ernster, We Are HAH **                                                                     

Elizabeth Sbardellati, Greenberg Glusker, LLP        

Steven Hirsh, Cooper Design Space **          

Gary Garfield, California Label Products*               

Tammy Chatkin-Newman, 24 Seven, Inc. 

Ilse Metchek, California Fashion Association         

Tanya Viner, Buchalter Nemer, LLP *

Jay Mangel, Crowe LLP **                                          

Vlady Cornateanu, Addiction/PDC-Canton Fair

Lisa Collier, NYDJ Apparel, Inc.                                                                                                                                            

Los Angeles Business Journal
2018 Fashion & Beauty Awards
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AT THE EVENT

5

1 Diamond sponsor Martin Hughes 
(Moss Adams), Diamond sponsor 
Marvin Padilla (Intrepid Investment 
Bankers), Alex Sturm (Cohn Handler 
Sturm)

2 Platinum sponsor Ilse Metchek 
(California Fashion Association)

3 Honoree Sharleen Ernster (We Are 
HAH)

4 Platinum sponsor Frances Mazur 
(Mazur Group)

5 Platinum sponsor Julia Haye 
(Greenberg Glusker)

6 Honoree Marisa Ritts (Tadashi Shoji 
& Associates, Inc.)

7 Diamond sponsor Michael Rosen 
(Intrepid Investment Bankers), Marquita 
R. Davis (Los Angeles Fashion Week)

8 Finalists Greg Gonzalez, Jamie 
Somphanthabansouk, Alexandra 
Cloyes, Joe Cloyes (Youth to the 
People)

9 Honoree Anastasia Soare (Anastasia 
Beverly Hills), Anna Magzanyan (Los 
Angeles Business Journal)

10 Honoree Elyse Walker (towne by 
elysewalker)

AT THE EVENT
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1 Kathi Mangel, Honoree Jay Mangel 
(Crowe LLP)

2 Nominee Jen Podany (Bluestone 
Sunshields), Tony Gonzales (Bluestone 
Sunshields)

3 Nominee Stephi Maron (Blushington)

4 Lori Ghailian, Finalist Angelo 
Ghailian (Astrologie California/AJG, 
Inc.)

5 Nominee Maile Pachecho 
(beGlammed)

6 Nominee Anna Marie Dobbins 
(Offero Handbags)

7 Scott Duffy (SITA Couture), 
Nominee Sita Thompson (SITA 
Couture), Giovanna Brasfield (Hensel 
Phelps Construction)

8 Finalist Todd Shea (Aware Products 
LA), Maria Gonzalez (Aware 
Products LA)

9 Andre Key (CKey Beauty), Nominee 
Crystal Key (CKey Beauty)

10 Finalists Ali Witwit, Lissa Clarke, 
Jesse Kreider (Ross Organic)

11 Honoree Emmanuel Rey (YUNI 
Beauty), Michelle Olsen (MN04 
Consulting), Finalist David Olsen (Cos 
Bar)

12 Nominee Melissa Haloossim (Skin 
Thesis)

13 Finalist Janki Lalani Gandhi (Lincoln 
International), Tunisha Collure (Wells 
Fargo), Ashumi Shippee, Brian Little 
(Duff & Phelps)
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