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Preface  

 

The fabrics products industry 

includes products of all types: 

clothing, accessories, household 

goods, industrial products, and 

artisan crafts. The fabric product 

industry is over a trillion dollar 

yearly market internationally. 

This guide was compiled to 

explore the entrepreneurial 

business end of such a huge, 

largely unnoticed market. 

This book is series of interviews 

with people from all aspects of 

the fashion and textile business. 

In it you will read how they 

began their businesses and how 

they have made them flourish 

through hard work, marketing and sometimes just plain old good luck. 

But to quote Lucille Ball, ά[ǳŎƪΚ Χ LΩǾŜ ƴŜǾŜǊ ōŀƴƪŜŘ ƻƴ ƛǘ ŀƴŘ LΩƳ ŀŦǊŀƛŘ ƻŦ ǇŜƻǇƭŜ ǿƘƻ ŘƻΦ [ǳŎƪ ǘƻ ƳŜ ƛǎ 

something else: hard work - ŀƴŘ ǊŜŀƭƛȊƛƴƎ ǿƘŀǘ ƻǇǇƻǊǘǳƴƛǘȅ ƛǎ ŀƴŘ ǿƘŀǘ ƛǎƴΩǘΦέ The interviews in this 

book will help you see what is and is not a great opportunity. 

Beginning a business is a daunting task, and a business in the arts can be even more difficult. Fashion 

and textiles may be one of the most difficult businesses to break into. Fashions, whether in clothing, 

accessories or household goods, change at breakneck speed and can take a great deal of time just to 

keep up with. Other businesses may not take nearly the amount of time or ongoing research. 

Our interviews often stress the need for education and the guidance of a mentor. Without guidance, a 

fabric products entrepreneur can fall into many pitfalls: expanding too quickly, not expanding quickly 

ŜƴƻǳƎƘΣ ƘŀǾƛƴƎ ǘƻƻ ƳǳŎƘ ǇǊƻŘǳŎǘΣ ǊǳƴƴƛƴƎ ƻǳǘ ƻŦ ƛƴǾŜƴǘƻǊȅΣ ǿƻǊƪƛƴƎ ǿƛǘƘ ǇŜƻǇƭŜ ǿƘƻ ŘƻƴΩǘ ǎǳǇǇƻǊǘ 

your vision, trying to do it all alone and hiring unscrupulous subcontractors. 

I would like to thank the over fifty men and women featured in this book. Their time and thoughtful 

answers to my questions will make your transition into the business of fashion easier. I urge you to learn 

from their example ς both in what they did right and what they did wrong. Not only did they tell me 

what worked for them in their business, they shared the mistakes they made and the most surprising 

things they have learned. This is valuable information for any new entrepreneur. 

Mary Wingo of Roxwell Waterhouse 



 

If I could summarize their wisdom into a few sentences, they would be: 

¶ Learn about business before you start one. 

¶ Study the fashion and fabric products world. 

¶ {ǘŀǊǘ ǎƭƻǿƭȅΣ ōǳǘ ŘƻƴΩǘ ōŜ ŀŦǊŀƛŘ ǘƻ ƭŜŀǇ ŀǘ ŀƴ ŜȄŎŜƭƭŜƴǘ ƻǇǇƻǊǘǳƴƛǘȅΦ 

¶ Do plenty of market research before you invest in developing a product. 

¶ Customer service is key to ongoing business success. 

.ǳǘ ŘƻƴΩǘ ǎǘƻǇ ǊŜŀding there. Each person brings their own unique perspective and wisdom to these 

interviews. Whether you want to start a business in casual wear, theatrical costuming, home decorating, 

ƘƛƎƘ ŦŀǎƘƛƻƴΣ ŎƘƛƭŘǊŜƴΩǎ ǿŜŀǊ ƻǊ ŜȄŜǊŎƛǎŜ ƎŜŀǊ ǘƘŜǊŜ ƛǎ ǎƻƳŜƻƴŜ ƘŜǊŜ ǘƻ advise you. 

You can learn what forms of promotion work for each of these businesses, the importance of inventory 

control and how critical it is to make sure you surround yourself with the people who share your vision 

and your drive to succeed in this dynamic and rewarding business. 

9ƴƧƻȅ ǘƘŜ ƛƴǘŜǊǾƛŜǿǎΣ ƭŜŀǊƴ ŀǎ ƳǳŎƘ ŀǎ ǇƻǎǎƛōƭŜ ŀƴŘ LΩƭƭ ǎŜŜ ȅƻǳ ƻƴ ǘƘŜ ǊǳƴǿŀȅǎΗ 

  



 

 

 

Interview with  Matt  Muraoka of Permute Clothing  

 

In  2011, three creative students pooled their resources together to create Permute Clothing, a 

funky streetwear collection 

What is the name and contact info of your business? 
Permute Clothing 

A CHæNGING CLOTHING COMPANY 

STPL x MPLS // Minnesota 

Website: http://permuteclothing.com/ 

Email: permuteclothing@gmail.com 

Shop: http://permuteclothingltd.bigcartel.com/ 

Facebook: https://www.facebook.com/permuteclothingltd 

Blog: http://permuteclothing.tumblr.com/ 

Twitter: @PrmtClthngLtd 

http://permuteclothing.com/
mailto:permuteclothing@gmail.com
http://permuteclothingltd.bigcartel.com/
https://www.facebook.com/permuteclothingltd
http://permuteclothing.tumblr.com/


 

Instagram: @permuteclothing 

Permute Clothing is run by Matt Muraoka, Max May & Mike Vernon. 

How did you get interested in this area? 

The three of us have always had a fascination with 

Fashion, Streetwear & Marketing/Advertising, and 

found that making our own company could best 

meld those interests as well as allow us to delve 

into other areas of creativity, such as collaborating 

with musicians & other designers/artists. 

When did you start? 

We premiered our first line in June of 2011. 

How do you promote your items? 

We promote ourselves various ways, mostly with a 

mixture of sponsoring events, musicians, and 

collaborating with other designers/artists/creators. 

We also advertise via social media platforms and 

blogs. 

Tell me about the process to get to this point, 

what have you done? 

In high school we were all a part of a screen-

printing class where we got very interested in 

printing clothing. We also all had an interest in 

street fashion, and streetwear, thus creating our 

own clothing company seemed perfect. We pooled together extra money we had and produced 

our first line of clothes, which consisted of 3 designs, and since then we've kept making more 

and more apparel, headwear and accessories. 

What mistakes have you made? 

Weôve made the general small business mistakes. None of us have studied business, and we are 

all still in college, so we sort of have to learn a lot of things on our own, but we wouldn't have it 

any other way. 

What have you learned? 

Starting and running your own business from nearly nothing is an incredible amount of work, but 

passion and a drive for success can take you a long way. 

What's the reaction to your product or product line like? 

We've noticed that people really enjoy our triple-triangle logo, itôs simple, but catches the eye. It 

also has a lot of personal meaning to the three of us. We go for a fresh & forward look, and try to 

throw curveballs at our clients by always trying to have an entirely different look, so a lot of the 

time reactions we get are people being surprised by what we came up with. 



 

What is your most popular product? 

We've done embroidered hats, posters, patches, sweatshirts, t-shirts and some more apparel 

based products, but our sweatshirts and embroidered hats have been the most popular thus far, or 

at least have sold out the fastest, possibly due to the fact that we are from Minnesota and its cold 

for nearly half the year. 

What advice would you give to people thinking  of entering this area? 

Be prepared to work hard and never lose your passion for what you're doing. At the end of the 

day that's what will  keep you going. 

What's surprised you about this? 

It's surprising to see how much people are down to support you doing something on your own, 

and at the same time never buy anything. 

What kind of clients do you have? 

We have a pretty solid following of clientele in our native Twin Cities area in Minnesota, but this 

year we've made moves to popularize ourselves elsewhere as well. We've shipped clothing out to 

cities in California, Texas, New York, Pennsylvania, Massachusetts, Florida, and many more 

domestically, and have been trying to make a name for ourselves internationally. We've had sales 

in France and Holland. I think itôs safe to say that our clientele covers a wide range of people. 

What features/expansion are you planning? 

We recently dropped a new website, and that was a goal we had for the summer, but other than 

that we just plan to expand our company by creating more and more clothing, and spreading our 

name in a more ubiquitous manner beyond the Midwest. 

Anything else? 

Check out our new website! http://permuteclothing.com/ 

  

http://permuteclothing.com/


 

Interview with Victoria  Behrends of SensoryBugs®  

 

 

A gifted visionary therapist, Victoria Behrends has developed a comprehensive therapy and 

product line used to treat clients with Sensory Processing Disorder. Her story is truly inspiring 

and remarkable---read on. 

What is the name and contact info of your business? 

SensoryBugs® at sensoryprocessingbugs.com 

As a craniosacral therapist with specialized Sensory Processing Disorder training, I work often 

with many clients who may have PTSD, ADD/ADHD, and physical or emotional trauma -- not 

just those who may have SPD. As part of treatment, I develop an Individual Strategy and a 

Sensory Diet. A Sensory Diet is a plan of specific activities and experiences that a therapist or 

parent can use to balance a child, teen or adult's nervous system and sensory processing. It may 

include a combination of organizing, calming or alerting activities with an individualized 

program or "diet" of tactile, visual, vestibular support with a backup of proprioceptive 

movement. 

Calming and/or stimulating activities are chosen for the Sensory Diet, depending on the 

assessment of the child or adult by an occupational therapist, craniosacral therapist or other 

therapist qualified in SPD. With many people, sensory awareness is the answer to self-regulating 

pain, trauma and stress. The Sensory Diet helps in those needs as well as in SPD and other 

disorders involving sensory integration. 

http://sensoryprocessingbugs.com/


 

The objective is to help the child or adult have improved self-regulation, be more focused, have 

more skill and be more adaptive in response to their environment. The Sensory Diet can be 

further enhanced with a new awareness of the senses by fully enjoying nature and everyday 

sensory experiences. That's where SensoryBugs® comes in and that's why my product line has a 

beautiful bug theme, because it is amusing to clients, especially children, and because it is a nice 

connection to nature. 

The sensory products that I developed from my own practice and for other therapists and patients 

came from the bug theme. 

How did you get interested in this area? 

In my work as a craniosacral therapist, I found people were struggling with sensory processing 

disorders whose needs for resolution and support were not being met. I developed my products 

using leading edge technology and research in these areas. 

When did you start? 
2007, here in North San Diego. SensoryBugs® has been up for almost two years. 

How do you promote your items? 

Mostly from my two websites, sensoryprocessingbugs.com, and craniosacraltherapies.com and 

from word of mouth in my own practice. 

Tell me about the process to get to this point, what have you done? 

Iôve done lots of research, personal and professional, to determine which of my ideas were most 

effective in therapy with people AND, of course finding my wonderful small sewing staff. I 

spent over a year of finding just the right fabrics and notions to meet our designs for sensory 

processing products, and developing and going through the application process for the 

trademark--SensoryBugs®. 

What mistakes have you made? 

Because I have an active Health practice and am a "one-man band" I often can't spread myself to 

further promote, develop and manufacture the SensoryBugs® product line. 

What have you learned? 

It's a huge job to start from scratch, designing, developing and manufacturing. I spent time 

finding great people and high quality materials as well. 

What's the reaction to your product or product line like? 

People LOVE the bug theme ï adults and kids alike, and they enjoy the whimsical design and the 

fabrics and fidgets used ï it's all very playful and they open up to the possibilities of expression 

with Fidgets Bug Hooplas. 

What is your most popular product? 

It's probably a toss-up between the Caterpillar Crawl and Play Set, and the Dragonfly and 

LadyBug weighted lap blankets. 

http://sensoryprocessingbugs.com/
http://craniosacraltherapies.com/


 

What advice would you give to 

people thinking  of entering 

this area? 
Know how much time to set 

aside to create a product line and 

try to make it a full time job in 

the beginning. 

What's surprised you about 

this? 

How much fun adults and teens 

have with the SensoryBugs® 

line--they get such a kick out of 

them! 

What kind of clients do you 

have? 
All  kinds, all ages, different 

attitudes, different health 

concerns. 

What features/expansion are you planning? 
I'd like to create some guest-speaking formats within the "traditional system" to get the most 

important information out there about SPD and other related disorders including ADD/ADHD, 

PTSD ï as far as the support and improvements that can be made by occupational therapists, 

parents, craniosacral therapists, teachers beyond current treatment. Some of these smaller 

products are needed in the home and small office settings--clinics rely on the big equipment 

which is only available during preset appointments within the hospital or clinic environment, and 

more time than that is needed to make changes in the sensory processing system. 

Anything else? 

Just to further clarify, a Sensory Diet is a plan of specific activities and experiences that a 

therapist or parent uses to help balance a child, teen or adult's nervous system and sensory 

processing. It may include a combination of organizing, calming or alerting activities with an 

individualized program or "diet" of tactile, visual and vestibular support with a backup of 

proprioceptive movement. 

Calming and/or stimulating activities are chosen for the Sensory Diet, depending on the 

assessment of the child or adult by an occupational therapist or other therapist qualified in SPD. 

With many people, sensory awareness is the answer to self-regulating pain, trauma, stress and 

the Sensory Diet helps in those needs as well as with other disorders involving sensory 

processing. 

The objective is to help the child or adult have improved self-regulation, be more focused, have 

more skill and be more adaptive in response to the environment. The Sensory Diet can be further 



 

enhanced with a new awareness of the senses by fully enjoying nature and everyday sensory 

experiences.....with leading edge therapies and SensoryBugs®. 

Thanks so much for this opportunity to be a part of this Blog!  



 

Interview with  R.J. Diaz of Industry  Portage  
 

 

RJ Diaz has a very interesting take with design and textiles---luxury interiors and products for 

the construction and industrial sector. 

What is the name and contact info of your business? 

Industry Portage Co. 

rjdiaz@industryportage.com 

(814) 401-1472 

How did you get interested in this area? 

I wanted to establish my own business that would be an outlet for my creativity based on my 

education in architecture and experience in the luxury interiors renovation industry in New York 

City. 

When did you start? 

I founded Industry Portage in 2010. 

How do you promote your items? 

I am active on www.facebook.com/IndustryPortage, www.pinterest.com/IndustryPortage, 

www.twitter.com/IndustryPortage, www.IndustryPortage.wordpress.com and 

www.IndustryPortage.tumblr.com. 

mailto:rjdiaz@industryportage.com
http://www.facebook.com/IndustryPortage
http://www.pinterest.com/IndustryPortage
http://www.twitter.com/IndustryPortage
http://www.industryportage.wordpress.com/
http://www.industryportage.tumblr.com/


 

However, my biggest asset is my monthly newsletter which goes out to over 800 people. 

Tell me about the process to get to this point, what have you done? 

Almost all of the copywriting, photography, website design and 

marketing has been done by me. 

What mistakes have you made? 

I have not been very careful in analyzing or optimizing my SEO and 

implementing strategies to increase sales. 

I have also made mistakes in establishing an affiliate marketing 

program and using other websites as retail outlets that did not produce 

any sales in exchange for my efforts. 

What have you learned? 

I have learned to network with peers and use social media to establish my brand. 

What's the reaction to your product or product line like? 

In general, the reaction has been great. I do have an occasional customer who does not read the 

product dimensions carefully and is disappointed with the product. 

What is your most popular product? 

The black canvas/tan suede Overnighter Duffel 

What advice would you give to people thinking  of entering this area? 

Be prepared to work long and hard at what you love. Be flexible and celebrate every small 

victory. 

What's surprised you about this? 

I'm surprised by the very positive reaction to my products and how relatively few act on a 

purchase. 

What kind of clients do you have? 

They are mostly people in the architecture and construction industry. 

What features/expansion are you planning? 

An updated duffel design based on the best-selling Canvas Overnighter, a work bag specific to 

architects and designers, a motorcyclist/cyclist backpack design, a new Dopp kit design, a new 

briefcase design, more upcycled products and continuing my custom design program. 

Anything else? 

My passion is functional design and the work that was produced by the mid-century masters of 

furniture, art, and architecture. 

  



 

Interview with  Daniel Burch and Lisa Silverman of Nadiflow  

 

 

Daniel and Lisa founded Nadiflow as a high end designer solution for yoga wear for men, and 

later women. 

What is the name and contact info of your business? 

Daniel Burch and Lisa Silverman 

Nadiflow 

daniel@nadiflow.com 

lisa@nadiflow.com 

www.nadiflow.com 

3109 W. 50th St., #125 

Minneapolis, MN 55410 

Tel: 1.877.801.2023 

How did you get interested in this area? 

mailto:daniel@nadiflow.com
mailto:lisa@nadiflow.com
http://www.nadiflow.com/


 

Our interest started with the desire to provide a better yoga pant for men. We wanted to provide 

pants that weren't just sweat pants, but rather a pant that could move and stretch with the 

demands of yoga. We also started a women's yoga line with an emphasis on responsible fabrics 

as well. 

When did you start? 

We formed Nadiflow in 2010. 

How do you promote your items? 

We promote Nadiflow through our website, social media, 

online advertising, print ads, yoga festivals, and green 

fairs. We also like to sponsor events that promote healthy 

and active life styles. 

Tell me about the process to get to this point, what 

have you done? What mistakes have you made? 
Our biggest mistake has been to underestimate the 

amount of work that goes into building a business. We 

also tried consignment when we started and that was not 

productive for us. The other thing that we grew to 

appreciate was outsourcing areas where we lacked 

expertise. That's huge! 

What have you learned? 

We've learned to believe in our product and vision. 

Another huge thing is that we've learned to set 

boundaries. It's easy to work constantly on a business 

when first starting, and that isn't good. You need to be willing  to put in long hours and be totally 

dedicated, but the passion that comes with running your own business can easily overtake your 

entire life. The best thing is set aside time for yourself, and stick to it. 

What's the reaction to your product or product line lik e? 

So far it has been overwhelmingly positive. We feel that a key to our success is to offer high 

quality products so we research, test and evaluate each item before it goes into our product line. 

What is your most popular product? 

We have several products that stand out. Our men's pants made by Verve are hugely popular. 

Our Basic Yoga Pant for women, made from super soft rayon, are a huge hit with yoga 

instructors and students. We also have a hard time keeping our recycled Sari Mat bags and 

lavender eye pillows in stock. 

What advice would you give to people thinking  of entering this area? 

The apparel business is very competitive. You have to be extremely passionate and dedicated. 

Controlling cost is huge and promoting your business is key. 

What's surprised you about this? 



 

How much we didn't know. 

Between us, we have a lot of experience in manufacturing, marketing and sales. But we are 

learning more and more all the time. 

What kind of clients do you have? 

We have customers of all ages and from all over the world. Yoga practitioners, people who do 

Pilates, runners, even climbers. 

What features/expansion are you planning? ΟAnything else? 

We want to add new designs for men and women. 

  



 

Interview with  Alexandra Weiss  

 

 

Alexandra Weiss designs versatile and colorful  "Bow Top" dresses that conforms to the 

client's body style and mood 

What is the name and contact info of your business? 

Alexandra Weiss 

http://shop.alexandraweissdesign.com/ 

Instagram @alexandraweiss3 

Facebook facebook.com/alexandraweissdesign 

website shop.alexandraweissdesign.com 

blog alexandraweissdesign.com/category/blog/ 

How did you get interested in this area? 

It's something I've always known I've wanted to do. I used to love to draw people and come up 

with stories and outfits for them. I took a turn around 8 years old and decided I wanted to be 

http://shop.alexandraweissdesign.com/
http://www.facebook.com/alexandraweissdesign
http://shop.alexandraweissdesign.com/
http://alexandraweissdesign.com/category/blog/


 

President of the United States for a while, but realized I wasn't much into politics and more into 

doodling miniskirts and found myself back on track. 

When did you start? 

I started my company in May of 2011. I was training for 

the NYC marathon, running with Team in Training to 

raise money for the Leukemia and Lymphoma Society. I 

designed a tote bag with a custom screen printed image 

and sold them for the cause. 

How do you promote your items? 

I mostly promote my items using social media-Facebook 

and Twitter-as well as word of mouth. I've also made sales 

through networking events and local outdoor markets. I 

also have a blog for people to read where they can get to 

know me and my purpose and hopefully say, ñOh she's 

pretty funny, I'd like to buy her clothes. Also I would like 

her to be my new best friend.ò And of course I'm happy to 

oblige. 

Tell me about the process to get to this point, what 

have you done? 
For the 'Bridge and Bow Project', I started with a concept. 

I had an idea for a garment that was both well-made and multi-functional so that the customer 

can get the most bang for their buck. I sketched out the concept-created a pattern and sewed a 

proto-and then worked with a sample room to produce the full line. After that-it was all about 

promoting the garments using any means possible. 

What mistakes have you made? 

Not making enough mistakes! Going forward I want to take more risks-create too much 

inventory, create riskier designs-right now I'm focused on getting my product out there and 

playing it safe. I'm hoping in the future to have the luxury of taking more risks to really take the 

line as far as it can go. 

What have you learned? 

I've learned lot about my customer-who she is, where she goes, what is she reading, what her 

interests are... It's been helpful in creating future products for her. 

What's the reaction to your product or product line like? 
The reaction to the product has been great-people love the bright colors and the multi-functional 

aspect of it. It's a garment that works for your needs rather than just what you see on the hanger. 

It looks great on all different shapes and sizes of people because you can tie the shirt however 

works best for you. 

What is your most popular product? 



 

My most popular product is the 'Bridge and Bow Top' in blueberry. The color is electrifying even 

just on the hanger so it draws people to it. Once it's on you-it makes your skin pop...in a great 

way. 

What advice would you give to people thinking  of entering this area? 

The advice I would give to people thinking of entering this area is-think about the big picture. 

While having the passion, talent, drive, and means to start a line are all very important, knowing 

where you want your line to end up is most of the battle. Figure out marketing strategies, take 

every opportunity that comes your way, and listen to people's feedback. 

What's surprised you about this? 

When I started my line-I thought the hardest part would be developing and producing my pieces. 

I realized only after that it was actually getting your items out to the customer that was and has 

been the most challenging. 

What kind of clients do you have? 
Currently, most of my clients are local-living in the New York Tri-State Area. They are trendy 

working women who want well-made pieces without spending an arm and a leg. 

What features/expansion are you planning? 

Right now, I'm working on a new tote program. I'd like to take the screen printed totes further 

and expand on the amount of images I offer. I'm also learning how to screen print myself so that 

I can have more of a hand in the tote making process, lower my cost, and add more love into my 

product. 

  



 

Interview with  Teju Owoye of Tusodo  

 

 

Teju Owoye created Sarfini, a versatile travel fabric accessory that is used as both clothing 

and blankets for chilly travels. 

What is the name and contact info of your business? 

My business, Tusodo, is a travel accessory company focused on creating fashionable and 

functional products for the modern jet setter. You can reach us at info@tusodo.com or on our 

website at www.sarfini.com  

How did you get interested in this area? 
I spent the last six years of my career traveling for meetings and events. I struggled to find 

fashionable and functional products for my trips. On a flight from New York to San Diego, I was 

extremely frustrated by how cold it was on the plane. I had only packed a small scarf to save 

space in my carry on; it did absolutely nothing to keep me warm! Also, I really did not want to 

use any of the itchy airline blankets. 

mailto:info@tusodo.com
http://www.sarfini.com/


 

I decided to create the Sarfini, which is the ultimate travel accessory. Sarfini is Tusodo's first 

product. The Sarfini is versatile-you can wear it as a shawl, blanket, or scarf. It is lightweight, 

packable, and stylish. The Sarfini was designed to flatter your body, so that you look like a jet 

setter when you walk off of a plane. Now, I travel everywhere with my Sarfini! 

When did you start? 

I started Tusodo about one year ago, while working 

at my day job. Over the last year, we have been 

focused on building our team and finalizing our 

products. We have also spent a lot of time over the 

last year doing user interviews and focus groups. 

We have learned so much from talking with 

fabulous modern jet setters, who live for adventure 

and style.  

How do you promote your items? 

We promote our items by leveraging various social 

media outlets such as Twitter, Facebook, 

Instagram, and Pinterest. We truly believe in 

experiential marketing. Our team constantly wears 

our products, and they educate and engage 

travelers in airports, taxi lines, and subways. You 

cannot beat the power of making a meaningful 

connection with a consumer through conversation. 

Tell me about the process to get to this point, what have you done? 
Patience, perseverance, and networking have helped us get to this point. In the beginning, I spent 

a lot of time sewing prototypes, which I would show to potential consumers. Even though the 

prototypes were extremely rudimentary, I was able to get a lot of strong constructive feedback 

that helped me to improve each version of the product. 

I also relied on experts, including my fashion design consultant to help me navigate technical 

nuances and the production process. I think that when you are starting a business, it is so 

important to focus on building a team of skilled individuals that provide expertise. You cannot 

do everything, and there is no way that you will  be good at everything! Ask for help, and talk to 

your consumers all the time. 

What mistakes have you made? 

At the beginning, we spent a lot of time holding onto design concepts that were not working out. 

Often, you get stuck in the "this is the way that our product should be" rut. If consumers cannot 

use it, scrap it right away! For example, we wanted to include hidden magnetic in the first design 

of the Sarfini. When we tested it, we found out that the magnetics were sticking to the metal 

hardware on people's luggage. Even worse, the magnets would rip the fabric over time. We kept 

trying to make it work for a few months, until we realized that it was just time to move on to 

another concept. 



 

What have you learned? 
I used to think that the saying "Rome wasn't built overnight" was cliché. However, it is so true- 

especially when it comes to building a business. You have to be patient with the process of 

building your business. I have also learned that it is important to over communicate when 

working when contractors and suppliers. Set your expectations over the phone, and very quickly 

follow up with an email outlining what you discussed. This will  save time and eliminate 

confusion in the long run. 

What's the reaction to your product or product line like? 

We have received a lot of positive feedback and support! Creating the Sarfini was a collaborative 

effort. We really relied on consumers to help us shape the product. We are so excited to see 

people wearing it and loving it!  

What is your most popular product? 

Right now, the Sarfini is our only product. We will  be introducing other products by winter 

2014. 

What advice would you give to people thinking  of entering this area? 
For anyone interested in starting a product line, I would recommend reading The Lean Startup by 

Eric Ries and The Art of Start by Guy Kawasaki. There is a misconception, especially in the 

fashion industry, that starting a product line is an extremely costly venture.  

These books provide details and insight on how to effectively build prototypes and get feedback 

from users to create a product and business without wasting a lot of time and money. 

I would also recommend finding at least three trusted advisors and mentors who are already 

where you would like to be in 3-5 years. They will  help you avoid mistakes and give you 

valuable insight and feedback throughout the start-up process. 

What's surprised you about this? 

Every day is a surprise! It is amazing how many things you learn each day. 

I am also surprised at how difficult  it can be to find manufacturers and wholesalers in the U.S. 

What kind of clients do you have? 

Our consumer is the modern female jet setter. She travels for business and pleasure. She loves 

adventure and can be found volunteering in Costa Rica, but she finds time to relax on the beach 

and enjoy an exciting day of zip lining in the jungle. She knows that travel is an elegant 

adventure. Everything that she brings on a trip is an expression of her personal style and ethos. 

What features/expansion are you planning? 

Long term, we are planning on launching additional products including handbags and luggage. It 

is still a bit in the future, but we are already making plans! 

For additional information, contact Teju Owoye at towoye@tusodo.com 
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Interview with  Rebecca and Paul Connor Stephanis of Cover and Connect  

 

Inspired by the 2010 World Cup in South Africa, Rebecca and Connor Stephanis created a 

stylish sleeve arm covers inspiring national pride  

What is the name and contact info of your business? 

Cover and Connect. 

Founded/Introduced by Paul and Rebecca Stephanis 

Currently 4 employees, 2 co-founders and 2 interns 

Contact info: 

Facebook http://www.facebook.com/CoverAndConnect 

Twitter http://twitter.com/coverandconnect 

Website http://www.coverandconnect.com 

Phone +1 919 926 8377 

How did you get interested in this area? When did you start? 
We became interested in this concept when Paul and I traveled to South Africa shortly before 

World Cup 2010. While there, we witnessed the tremendous fan spirit among the spectators and 

were particularly interested in the many ways that people had sought to express their national 

pride. 

Our cousins had created an arm sleeve cover to provide some comfort against the colder 

temperatures in South Africa while enabling the spectators to wear their jerseys unencumbered 

by jackets/sweatshirts, etc. 

http://www.facebook.com/CoverAndConnect
http://twitter.com/coverandconnect
http://www.coverandconnect.com/













































































































































































































