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Preface

The fabrics products industry
includes products of all types:
clothing, accessories, household
goods, industrial productsand
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 Mary Wingo of Roxwell Waterhouse
they have made them flourish

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

But to quote Lucille Balfy [ dZ20l ®@S Yy SHSNI 61 y1 SR 2y Al YR LQY I FN
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book will help you see what is and is not a great opportunity.

Beginning a business 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. Faskibetherin clothing,
accessories or household goodbangeat breakneck speed and can take a great deal of time just to
keep up with. Other busesses 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 pioductsentrepreneur can fall into many pitfalls: expanding too quickly, not exparglinckly

Sy2dzZaK: KIF@Ay3a (22 YdzOK LINRRdzOGX NY¥zyyAy3a 2dzi 2F A
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 badldkeir time and thoughtful

answers to my questions will make your transition into the business of fashion easier. | urge you to learn
from their example; both in what they did right and what they did wrong. Not only did they tell me

what worked for themn their business, they shared the mistakes they made and the most surprising
things they have learned. This is valuable information for any new entrepreneur.



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

Learn about business befou start one.

Study the fashiomnd fabric productsvorld.

{GF NI atz2gtes odzi R2y QG 06S FFNIYAR G2 €SFLI Fd |
Do plenty of market research before you invest in developing a product.

Customer service is key to ongoing business success.

=A =4 =4 =4 =4

. dzii R 2y Qliing tede.ZEhdh PEBON brings their own unique perspective and wisdom to these
interviews. Whether you want to start a business in casual wear, theatrical costuming, home decorating,
KAIK FlLaKA2y X OKAf RNBY Q& 6 S| NadgiselyosESNDODA &S 3ISH N (K

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 dynanand rewarding business.
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Interview with Matt Muraoka of Permute Clothing

In 2011,three creativestudentspooledtheir resourcegogetherto createPermuteClothing, a
funky streetwearcollection

What is the nameand contactinfo of your business?
PermuteClothing
ACHeaN G| QUGTHING COMPANY

STPLx MPLS// Minnesota
Website:http://permuteclothing.com/

Email: permuteclothing@gmail.com
Shop:http://permuteclothingltd. bigcartel.com/
Facebookhttps://www.facebook.cofpermuteclothingltd
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

PermuteClothingis run by Matt Muraoka,Max May & Mike Vernon.
How did you getinterestedin this area? :
Thethreeof ushavealwayshada fascinationwith
Fashion Streetwea®& Marketing/Advertisingand
foundthatmakingour own companycould best
meldthoseinterestsaswell asallow usto delve
into otherareasof creativity, suchascollaborating
with musicians& otherdesigners/artists.

When did you start?
We premigedourfirst line in Juneof 2011.

How do you promote your items?

)
: . CLOTH
We promoteourselvesrariousways, mostlywith a S

mixture of sponsoringevents musiciansand i
collaboratingwith otherdesigners/artists/creators.
We alsoadvertisevia socialmediaplatformsand

blogs.

Tell me about the processto getto this point,
what haveyou done?

In high schoolwe wereall apartof ascreen
printing classwherewe got very interestedn
printing clothing We alsoall hadaninterestin
streetfashion,andstreetwearthuscreatingour
own clothingcompanyseemederfect.We pooledtogetherextramoneywe hadandproduced
ourfirst line of clothes,which consistedf 3 designsandsincethen we'vekeptmakingmore
andmoreapparelheadweaandaccessories.

What mistakeshaveyou made?

We 6 madethe generakmallbusinessnistakesNoneof ushavestudiedbusinessandwe are
all still in college,sowe sortof haveto learnalot of thingson ourown, but we wouldn'thaveit
anyotherway.

What haveyou learned?
Startingandrunningyour own businesgrom nearlynothingis anincredibleamountof work, but
passiorandadrive for succesgantakeyou along way.

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

We'venoticedthat peoplereally enjoyour triple-trianglelogo, ités simple,but catcheghe eye. It
alsohasa lot of personameaningto thethreeof us.We go for afresh& forwardlook, andtry to
throw curveballsat our clientsby alwaystrying to haveanentirely differentlook, soalot of the
time reactionswe getare peoplebeingsurprisedby whatwe cameup with.



What is your most popular product?
We'vedoneembroideredhats,posterspatchessweatshirtst-shirtsand somemoreapparel
basedproductsput our sweatshirtsandembroideredatshavebeenthe mostpopularthusfar, or
atleasthavesold out the fastest possiblydueto the fact thatwe arefrom Minnesotaandits cold
for nearlyhalftheyear.

What advicewould you give to peoplethinking of entering this area?
Be preparedo work hardandneverloseyour passiorfor whatyou'redoing. At theendof the
daythat'swhatwill keepyou going.

What's surprised you about this?
It's surprisingto seehow muchpeople aredownto supportyou doing somethingon your own,
andat the sametime neverbuy anything.

What kind of clients do you have?

We havea prettysolid following of clientelein our native Twin Citiesareain Minnesotaput this
yearwe'vemademovesto popularizeourselveslsewhereaswell. We'veshippedclothingout to
citiesin California, Texas,New York, PennsylvaniaMassachusett$;lorida,andmanymore
domesticallyandhavebeentrying to makea namefor ourselvesnternationally.We'vehadsdes
in FranceandHolland.| think ités safeto saythatour clientelecoversa wide rangeof people.

What features/expansiorare you planning?

We recentlydroppeda newwebsite andthat wasa goalwe hadfor the summer,but otherthan
thatwe just planto expandour companyby creatingmoreandmoreclothing,andspreadingour
namein a moreubiquitousmannerbeyondthe Midwest.

Anything else?
Checkout our newwebsite!http://permuteclothing.com/



http://permuteclothing.com/

Interview with Victoria Behrendsof SensoryBugs®

a:

‘ $ ' ‘.

A gifted visionarytherapist,Victoria Behrendshasdeveloped comprehensiveherapyand
productline usedto treat clientswith SensoryProcessingDisorder.Her storyis truly inspiring
and remarkable--read on.

What is the name and contactinfo of your business?
SensoryBugs®t sensoryprocessingbugs.com

As acraniosacratherapistwith specializedsensoy Processindpisordertraining, | work often
with manyclientswho mayhavePTSD,ADD/ADHD, andphysicalor emotionatrauma-- not
justthosewho may haveSPD.As partof treatment) developanindividual Strategyanda
SensoryDiet. A SensonyDiet is a planof specificactivitiesandexperienceshatatherapistor
parentcanuseto balancea child, teenor adult'snervoussystemandsensoryprocessinglt may
includea combinationof organizing,calmingor alertingactivitieswith anindividualized
programor "diet" of tactile, visual, vestibularsupportwith a badkup of proprioceptive
movement.

Calmingand/orstimulatingactivitiesarechoserfor the SensoryDiet, dependingpnthe
assessmerdf the child or adultby anoccupationatherapist craniosacratherapistor other
therapistqualified in SPD.With manypele, sensoryawareness the answerto self-regulating
pain,traumaandstress The SensoryDiet helpsin thoseneedsaswell asin SPDandother
disorderdnvolving sensoryintegration.


http://sensoryprocessingbugs.com/

Theobjectiveis to helpthe child or adulthave improvedselfreguhtion, be morefocusedhave
moreskill andbe moreadaptivein responseo their environmentThe SensoryDiet canbe
further enhancedvith anewawarenessf the sensedy fully enjoyingnatureandeveryday
sensoryexperiencesT hat'swhereSensoryBugs&omesin andthat'swhy my productline hasa
beautifulbugtheme becauseét is amusingto clients,especiallychildren,andbecauset is a nice
connectiorto nature.

Thesensoryproductghat| developedrom my own practiceandfor othertherapistsandpatients
camefrom thebugtheme.

How did you getinterestedin this area?

In my work as a craniosaal therapist] found peoplewerestrugglingwith sensoryprocessing
disorderswhoseneeddor resolutionandsupportwerenot beingmet.l developedny products
usingleadingedgetechnologyandresearchn theseareas.

When did you start?
2007,herein North SanDiego. SensoryBugs®asbeenup for almosttwo years.

How do you promote your items?
Mostly from my two websitessensoryprocessjbugs.comandcraniosacraltherapies.ccand
from word of mouthin my own practice.

Tell me about the processto getto this point, what haveyou done?

| 6 dorelotsof research personabndprofessionalfo determinewhich of my ideasweremost
effectivein therapywith peopleAND, of coursefinding my wonderfulsmallsewingstaff. |
spentoverayearof finding just theright fabricsandnotionsto meetour designgor sensory
processingroductsanddevelopingandgoingthroughthe applicationprocesdor the
trademark-SensoryBugs®.

What mistakeshaveyou made?
Becausd haveanactiveHealthpracticeandama "onemanband"l oftencan'tspreadmyselfto
furtherpromot, developandmanufacturghe SensoryBugs®roductline.

What haveyou learned?
It's a hugejob to startfrom scratchdesigningdevelopingandmanufacturingl spenttime
finding greatpeopleandhigh quality materialsaswell.

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

PeopleLOVE thebugthemei adultsandkids alike, andtheyenjoythewhimsicaldesignandthe
fabricsandfidgetsusedi it's all very playful andtheyopenup to the possibilitiesof expression
with FidgetsBugHooplas

What is your most popular product?
It's probablya tossup betweerthe Caterpilar CrawlandPlay Set,andthe Dragonflyand
LadyBugweightedlap blankets.


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

What advicewould you giveto
peoplethinking of entering
this area?

Know how muchtimeto set
asideto createa productline and
try to makeit afull timejobin
thebeginning.

What's surprised you about
this?

How muchfun adultsandteens
havewith the SensoryBugs®
line--theygetsuchakick out of
theml

What kind of clientsdo you
have?

All kinds,all agesdifferent
attitudesdifferenthealth
concerns.

What features/expansiorare you planning?

I'd like to createsomeguestspeakingormatswithin the "traditional system'to getthe most
importantinformationout thereaboutSPDandotherrelateddisordersincluding ADD/ADHD,
PTSDi asfar asthe supportandimprovementghat canbe madeby occupationatherapists,
parents,craniosacralherapiststeacherdeyondcurrenttreatmentSomeof thesesmaller
productsareneededn the homeandsmalloffice settings-clinics rely onthe big equipment
whichis only availableduring presetappointmerg within the hospitalor clinic environmentand
moretime thanthatis neededo makechangesn the sensoryprocessingystem.

Anything else?

Justto furtherclarify, a SensoryDiet is a planof specificactivitiesandexperienceshata
therapistor parentusesto help balancea child, teenor adult'snervoussystemandsensory
processinglt mayincludea combinationof organizing,calmingor alertingactivitieswith an
individualizedprogramor "diet" of tactile, visualandvestibularsupportwith a backupof
proprioceptivemovement.

Calmingand/orstimulatingactivitiesare choserfor the SensoryDiet, dependingpnthe
assessmertf the child or adultby anoccupationatherapistor othertherapistqualified in SPD.
With manypeople sensoryawareness the answerto selfregulatingpain, trauma,stressand
the SensoryDiet helpsin thoseneedsaswell aswith otherdisordersanvolving sensory
processing.

The objectiveis to helpthe child or adult haveimprovedselfregulation be morefocusedhave
moreskill andbe moreadaptivein responséo the environmentThe SensoryDiet canbe further



enhancedavith anewawarenessf the sensedy fully enjoyingnature andeverydy sensory
experiences.....witleadingedgetherapiesandSensoryBugs®.

Thanksso muchfor this opportunityto be a partof this Blog!



Interview with R.J. Diaz of Industry Portage

RJ Diaz hasa veryinterestingtake with designand textiles--luxury interiors and productsfor
the condruction andindustrial sector.

What is the nameand contactinfo of your business?
IndustryPortageCo.

ridiaz@industryportage.com

(814)401-1472

How did you getinterestedin this area?
| wantedto establishmy own businesshatwould be anoutletfor my creativity basedon my
educationn architectureandexperiencan the luxury interiorsrenovationindustryin New York

City.

When did you start?
| foundedindustryPortagein 2010.

How do you promote your items?

| amactiveon www.facebook.com/IndustryPortageww.pinterest.com/IndustryPortage
www.twitter.com/IndustryPortagevww.IndustryPortage.wordpress.cand
www.IndustryPortage.tubir.com



mailto:rjdiaz@industryportage.com
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However,my biggestasseis my monthly newslettemvhich goesout to over 800 people.

Tell me about the processto getto this point, what haveyou done?
Almost all of the copywriting, photographywebsitedesignand
marketinghasbeendoneby me

What mistakeshaveyou made?
| havenot beenvery carefulin analyzingor optimizing my SEOand
implementingstrategiego increasesales.

| havealsomademistakesn establishinganaffiliate marketing
programandusingotherwebsitesasretail outlets that did not produce
anysalesin exchangdor my efforts.

What haveyou learned?
| havelearnedo networkwith peersandusesocialmediato establishmy brand.

What's the reaction to your product or product line like?
In generalthereactionhasbeengreat.l do haveanoccasionatustomemwho doesnotreadthe
productdimensionsarefullyandis disappointedvith the product.

What is your most popular product?
Theblack canvas/tasuedeOvernighterDuffel

What advicewould you give to peoplethinking of entering this area?
Be preparedo work long andhardat whatyou love. Be flexible andcelebratesverysmall
victory.

What's surprised you about this?
I'm surprisedby the very positivereactionto my productsandhow relativelyfew actona
purchase.

What kind of clients do you have?
Theyaremostlypeoplein the architectureandconstructionindustry.

What features/expansiorare you planning?

An updatedduffel designbasedon the bestselling CanvasOvernighterawork bagspecificto
architectsanddesignersa motorcyclist/cyclistbackpackdesign,a new Doppkit design,anew
briefcasedesign,moreupcycledproductsandcontinuingmy customdesignprogram.

Anything else?
My passionis functionaldesignandthe work thatwasproducedoy the mid-centuy masterof
furniture,art, andarchitecture.



Interview with Daniel Burch and Lisa Silverman of Nadiflow

Daniel and Lisa foundedNadiflow asa high enddesignersolution for yogawearfor men,and
later women.

What is the nameand contactinfo of your business?
DanielBurchandLisa Silverman

Nadiflow

daniel@nadiflow.com

lisa@nadiflow.com

www.nadiflow.com

3109W. 50thSt.,#125

Minneapolis,MN 55410

Tel: 1.877.801.2023

How did you getinterestedin this area?


mailto:daniel@nadiflow.com
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Our intereststartedwith the desireto providea betteryogapantfor men.We wantedto provide
pantsthatweren'tjust sweatpants,but rathera pantthat could moveandstretchwith the
demand®f yoga.We alsostartel awomen'syogaline with anemphasi®n responsibldabrics
aswell.

When did you start?
We formedNadiflow in 2010.

How do you promote your items?

We promoteNadiflow throughour website,socialmedia,
online advertising print ads,yogafestivals,andgreen
fairs. We alsolike to sponsoreventsthatpromotehealthy
andactivelife styles.

Tell me about the processto getto this point, what
haveyou done?What mistakeshaveyou made?

Our biggestmistakehasbeento underestimatéhe
amountof work thatgoesinto building a businessWe
alsotried consignmentvhenwe startedandthatwasnot
productivefor us. The otherthing thatwe grewto
appreciatavasoutsourcingareasvherewe lacked
expertise That'shuge!

What haveyou learned?

We'velearnedo believein our productandvision. ey
Anotherhugething is thatwe'velearnedo set . %‘&
boundarieslt's easyto work constantlyon a business -
whenfirst starting,andthatisn't good.You needto be willing to putin long hoursandbetotally
dedicatedbut the passiorthat comeswith runningyour own businescaneasilyovertakeyour
entirelife. Thebestthing is setasidetime for yourself,andstick to it.

What's the reaction to your product or product line like?
Sofar it hasbeenoverwhelminglypositive.We feelthata keyto our successs to offer high
guality productsso we researchtestandevaluateeachitem beforeit goesinto our productline.

What is your most popular product?

We haveseveraproductghat standout. Our men'spantsmadeby Verve arehugelypopular.
Our BasicYogaPantfor women,madefrom supersoft rayon,area hugehit with yoga
instructorsandstudentsWe alsohavea hardtime keepingour recycledSari Mat bagsand
lavendereyepillows in stock.

What advicewould you give to peoplethinking of entering this area?
Theapparebusinesss very competitive.You haveto be extremelypassionatenddedicated.
Controlling costis hugeandpromotingyour businesss key.

What's surprised you about this?



How muchwe didn't know.

Betweenus,we havea lot of experiencen manufacturingmarketingandsalesBut we are
learningmoreandmoreall thetime.

What kind of clients do you have?
We havecustomer®f all agesandfrom all overtheworld. Yogapractitionerspeoplewho do

Pilates,runnersgevenclimbers.

What features/expansiorare you planning? QAnything else?
We wantto addnewdesigngor menandwomen.



Interview with Alexandra Weiss

AlexandraWeissdesignsversatileand colorful "Bow Top" dresseghat conformsto the
client's bodystyleand mood

What is the nameand contactinfo of your business?
AlexandraWeiss
http://shop.alexandraweissdesign.com/
Instagram@alexandrawess
Facebookacebook.com/alexandraweissdesign
websiteshop.alexandraweissdesign.com

blog alexandraweissdesign.com/category/blog/

How did you getinterestedin this area?
It's something've alwaysknown|'ve wantedto do. | usedto love to drawpeopleandcomeup
with storiesandoutfits for them.| took aturnaround8 yearsold ard decided wantedto be
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Presidenbf the United Statedor awhile, but realizedl wasn'tmuchinto politics andmoreinto
doodlingminiskirtsandfound myselfbackon track.

When did you start?

| startedmy companyin May of 2011.1 wastraining for
the NYC marathonyunningwith Teamin Trainingto
raisemoneyfor the LeukemiaandLymphomaSociety.|
designecdh totebagwith a customscreemrintedimage
andsoldthemfor the cause.

How do you promote your items?

| mostly promotemy itemsusingsocialmediaFacebook
andTwitter-aswell asword of mouth.I've alsomadesales
throughnetworkingeventsandlocal outdoormarketsl
alsohavea blog for peopleto readwheretheycangetto
know me and my purposeandhopefullysay,iOhshe's
prettyfunny, I'd like to buy herclothes.Also | would like
herto be my newbestfriend. And of coursel'm happyto
oblige.

Tell me about the processto getto this point, what
haveyou done?

Forthe'BridgeandBow Project’,| startedwith aconcept.
| hadanideafor a garmenthatwasbothwell-madeandmulti-functionalsothatthe customer
cangetthe mostbangfor their buck.| sketchedutthe concepicreateda patternandseweda
proto-andthenworkedwith a sampleroomto producethefull line. After thatit wasall about
promotingthe garmentsisingany meangpossible.

What mistakeshaveyou made?

Not makingenoughmistakes!Going forward| wantto takemorerisks-createtoo much
inventory,createriskier designsright now I'm focusedon gettingmy productout there and
playingit safe.I'm hopingin the futureto havethe luxury of taking morerisksto really takethe
line asfar asit cango.

What haveyou learned?
I've learnedot aboutmy custometwho sheis, whereshegoes,whatis shereading,whather
interestsare.. It's beenhelpful in creatingfuture productsfor her.

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

Thereactionto the producthasbeengreatpeoplelove the bright colorsandthe multi-functional
aspecbf it. It's agarmentthatworksfor your needsatherthanjust whatyou seeonthe hanger.
It looksgreaton all differentshapesndsizesof peoplebecaussgou cantie the shirt however
worksbestfor you.

What is your most popular product?



My mostpopularproductis the '‘BridgeandBow Top'in blueberry.The coloris electrifyingeven
justonthehangersoit drawspeopleto it. Onceit's on you-it makesyour skin pop...inagreat
way.

What advicewould you give to peoplethinking of entering this area?

Theadvicel would give to peoplethinking of enteringthis areais-think aboutthe big picture.
While havingthe passiontalent,drive, andmeando startaline areall very important,knowing
whereyou wantyour line to endup is mostof the battle. Figureout marketingstrateyies,take
everyopportunitythat comesyour way, andlistento people'dfeedback.

What's surprised you about this?

Whenl startedmy line-1 thoughtthe hardespartwould be developingandproducingmy pieces.
| realizedonly afterthatit wasactuallygetting your itemsoutto the customerthatwasandhas
beenthe mostchallenging.

What kind of clients do you have?
Currently,mostof my clientsarelocatliving in the New York Tri-StateArea. Theyaretrendy
working womenwho wantwell-madepieceswithout spendinganarmandaleg.

What features/expansiorare you planning?

Right now, I'm working ona newtote program.l'd like to takethe screerprintedtotesfurther
andexpandontheamountof imaged offer. I'm alsolearninghow to screemrint myselfsothat
| canhavemoreof a handin the tote makingprocess|ower my cost,andaddmorelove into my
product.



Interview with Teju Owoye of Tusodo

Teju OwoyecreatedSarfini, a versatiletravel fabric accessoryhat is usedasboth clothing
and blanketsfor chilly travels.

What is the nameand contactinfo of your business?

My businessTusodo,is atravelaccessorgompanyfocusedon creatingfashionableand
functionalproductsfor the modernjet setter.You canreachusat info@tusodo.conor onour
websiteat www.sarfini.com

How did you getinterestedin this area?

| spentthe lastsix yearsof my careertravelingfor meetingsandevents| struggledto find
fashionableand functionalproductsfor my trips. Onaflight from New York to SanDiego,| was
extremelyfrustratedoy how cold it wasonthe plane.l hadonly packeda smallscarfto save
spacen my carryon; it did absolutelynothingto keepmewarm! Also, | really did notwantto
useanyof theitchy airline blankets.
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| decidedto createthe Sarfini, which is the ultimatetravelaccessorySarfiniis Tusodo'dirst
product.The Sarfiniis versatileyou canwearit asa shawl,blanket,or scarf.lt is lightweight,
packable andstylish. The Sarfiniwasdesignedo flatter your body, sothatyou look like a jet
setterwhenyou walk off of a plane.Now, | traveleverywheravith my Sarfini!

When did you start?

| startedTusodoaboutoneyearago,while working
atmy day job. Overthelastyear,we havebeen
focusedon building our teamandfinalizing our
products We havealsospenta lot of time overthe
lastyeardoinguserinterviewsandfocusgroups.
We havelearnedso muchfrom talking with
fabulousmodernjet seters,who live for adventure
andstyle. »

How do you promote your items?

We promoteour itemsby leveragingvarioussocial
mediaoutletssuchasTwitter, Facebook,
InstagramandPinterestWe truly believein

our productsandtheyeducateandengage
travelersin airports,taxi lines,andsubwaysYou
cannotbeatthe powerof makinga meaningful
connectiorwith aconsumethroughconversation.

Tell me about the processto getto this point, what haveyou done?
Patienceperseverancgndnetworkinghavehelpedusgetto this point. In the beginning,l spent
alot of time sewingprototypeswhich | would showto potentialconsumersEventhoughthe
prototypesvereextremelyrudimentary| wasableto getalot of strongconstructivefeedback
thathelpedmeto improveeachversionof the product.

| alsorelied on experts,ncluding my fashiondesignconsultanto help me navigatetechnical
nuancesndthe productionprocessl think thatwhenyou arestartinga businessit is so
importantto focuson building a teamof skilled individualsthat provideexpertise You cannot
do everything,andthereis no way thatyou will be goodat everything!Ask for help,andtalk to
your consumersll thetime.

What mistakeshaveyou made?

At the beginning,we spenta lot of time holding onto designconceptghatwerenot working out.
Often, you getstuckin the "this is theway that our productshouldbe” rut. If consumergannot
useit, scrapit right away! For example we wantedto include hiddenmagneticin thefirst design
of the Sarfini. Whenwe testedit, we found out thatthe magneticsverestickingto the metal
hardwareon people'duggage Evenworse,the magnetsvould rip the fabric overtime. We kept
trying to makeit work for afew months,until we realizedthatit wasjust time to moveonto
anotherconcept.



What haveyou learned?

| usedto think thatthe saying"Romewasn'tbuilt overnight"wascliché. However,it is sotrue-
especiallywhenit comesto building a businessYou haveto be patientwith the procesof
building your businessl havealsolearnedthatit is importantto over communicatevhen
working whencontractorsandsuppliers.Setyour expectation®verthe phone,andvery quickly
follow up with anemailoutlining whatyou discussedThis will savetime andeliminate
confusionin thelong run.

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

We havereceiveda lot of positivefeedbackandsupport!Creatingthe Sarfiniwasa collaborative
effort. Wereallyreliedon consumerso helpusshapethe product.We aresoexcitedto see
peoplewearingit andloving it!

What is your most popular product?
Right now, the Sarfiniis our only product.We will beintroducingotherproductsby winter
2014.

What advicewould you giveto peoplethinking of entering this area?

For anyoneinterestedn startinga productline, | would recommendeadingTheLeanStartupby
Eric RiesandTheArt of Startby Guy Kawasaki.Thereis a misconceptiongspeciallyin the
fashionindustry,that startinga productline is anextremelycostlyventure.

Thesebooksprovidedetailsandinsighton howto effectivelybuild prototypesandgetfeedback
from usersto createa productandbusinessvithout wastinga lot of time andmoney.

| would alsorecommendinding at leastthreetrustedadvisorsandmentorswho arealready
whereyou would like to bein 3-5 years.Theywill helpyou avoid mistakesandgive you
valuableinsightandfeedbackhroughouthe startup process.

What's surprised you about this?
Everydayis a surprisellt is amazinghow manythingsyou learneachday.

| amalsosurprisedat how difficult it canbeto find manufacturerandwholesalersn the U.S.

What kind of clients do you have?

Our consumeis the moden femalejet setter.Shetravelsfor businesandpleasureSheloves
adventureandcanbe foundvolunteeringin CostaRica, but shefindstime to relaxonthebeach
andenjoyanexcitingdayof zip lining in thejungle. Sheknowsthattravelis anelegant
adventureEverythingthat shebringson atrip is anexpressiorof her personabtyle andethos.

What features/expansiorare you planning?
Longterm,we areplanningon launchingadditionalproductsncluding handbagsindluggage It
is still abit in the future, but we arealreadymakingplans!

For additionalinformation,contactTeju Owoyeat towoye @tusodo.com
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Interview with Rebeccaand Paul Connor Stephanisof Cover and Connect

Inspired by the 2010World Cup in SouthAfrica, Rebeccaand Connor Stephaniscreateda
stylish sleevearm coversinspiring national pride

What is the nameand contactinfo of your business?
CoverandConnect.

Founded/Introducelly PaulandRebeccétephanis
Currently4 employees? co-foundersand?2 interns

Contactinfo:
Facebookttp://www.facebook.com/CoverAndConnect
Twitter http://twitter.com/coverandconnect
Websitehttp://www.coverandconnect.com

Phone+1 9199268377

How did you getinterestedin this area? When did you start?

We becamadnterestedn this conceptwhenPaulandl traveledto SouthAfrica shortlybefore
World Cup2010. While there,we witnessedhetremendoudan spirit amongthe spectatorand
wereparticularlyinterestedn the manywaysthat peoplehadsoughtto expresgheir national
pride.

Our cousinshadcreatedanarmsleevecoverto providesomecomfortagairst the colder
temperatureg SouthAfrica while enablingthe spectatorso weartheir jerseysunencumbered
by jackets/sweatshirtgtc.
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