facts & stats

Negotiate like you MEAN IT
Even though so many inventive parents are launching unique products and managing fun kids boutiques
in the children’s market, many women aren’t comfortable dealing with negotiations, even when
something they really want is on the line. Settling for less than you’re worth –even in a down
economy- is a big mistake. In fact, it might even cost you the job.
“The bad economy might be the current excuse, but I believe most under
pricing occurs because many women just aren’t comfortable with
negotiating,” says Vickie Milazzo, owner of Vickie Milazzo Institute,
an education company and professional association of
5,000 members. “Women can and do negotiate all
the time outside the workplace

Never let them
see you as a commodity.
After all, commodities are easy to obtain
and easy to replace. And that’s certainly not how
you want to be perceived, whether you’re an employee, a
leader or an entrepreneur. Do everything you can to ensure
that you aren’t seen as interchangeable or dispensable. “Do
what you need to do to stand out. Get in the middle of
everything and bring new ideas to the table. Build
relationships. If you’re able to make yourself invaluable and
leverage the things that make you unique, you’ll also make
yourself impossible to replace. And when that happens, you’ll
be in control of your own price.”
Distinguish ambition from greed. Prior to launching yourself
into a negotiation, it’s a good idea to take a step back and ask
yourself why you’re working toward this particular goal. “It’s
very important to distinguish ambition from greed. Wanting
more money isn’t a bad thing in and of itself, but it can get you
into trouble if your quest for cash mires you deeper in a
commitment you’re not passionate about or causes you to
ignore opportunities that might be ideally suited to your
strengths and interests. Always make sure you’re negotiating
for the right reasons.”
Be your own number one fan. To a certain extent, women
are actually wired to nurture and care for others and to put the
good of the whole over our own personal interests. With
humility, make sure that you’re keeping your name, your
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accomplishments
and your skill set in front of
everyone. “Consider that
announcing your accomplishments
validates the investments others have made in
you. Your boss or client, for example, wants to know
that she bet on a winner when she hired you.”
Ask for everything at the beginning of the negotiation.
This can also be a difficult strategy for women to adopt. We
don’t want to come on too strong or appear to be overly
aggressive, so we don’t put all of our cards on the table at the
beginning of negotiations. We tell ourselves that we’ll get the
other person used to the idea gradually. But especially in
business, adding on as you go along generally isn’t a good
idea because it makes you appear unfair. “If, for example, you
tell a prospect your consulting fee is $150 per hour and his
reply is, ‘That’s very reasonable,’ you can’t jump in and say,
‘Well, but what I really want is $175 per hour.’ Think through
what you want before you sit down to negotiate. Prepare the
list of points you must have and the points you’re willing to give
up. Remember that some people do keep score, so being able
to track what you really need helps you let the other party win
points as you score big.”
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Even in a Tough
Economy

-with spouses, with kids, with teachers, with friends- and we can do it
in a professional setting, too. It’s just a matter of changing the
way you think about asking for money.”
If you’re ready to stop sitting back and
start negotiating like you mean it, read
on for nine of Vickie’s triedand-true tips.

Ask for more
than you think you
can get. Remember
the old adage: nothing
risked, nothing gained.
“If this sounds like greed,
it’s not. Asking for more
than you think you can get is
part of being a strong negotiator.
You have to be your own advocate.”
Appear detached -even when you’re not.
Unfortunately, many people won’t hesitate to exploit
a weakness if you let them see it. If, despite your best
efforts, you’re unable to banish your emotions, make an effort
to appear detached. “I remember an especially pivotal day for
my own business. I was sitting with a potential client, and I was
scared that he wouldn’t hire me. Then I realized that if he said
no, there were a million more prospects out there. This insight
gave me the ability to detach when negotiating. One prospect
wouldn’t make or break my business, but entering into bad deals
because I was too caught up in making a deal certainly would.”
Negotiate with the person, not the power. Don’t make the
mistake of assuming that your bargaining power is weak just
because you’re at a lower level in a company’s hierarchy or
because your business is smaller than theirs. “Remember that
ultimately, you’re talking to another human being. Try not to
become so awed by rank or position that you forget that. I
have learned that everything is negotiable, so if you have
something to offer, go ahead and negotiate.”

Never talk
off the record. When
you’re negotiating for something
you want, make sure you only go public
with information you’re comfortable with the other party
knowing. “Never tip your hand. If you let others know that you’ll
settle for something, you risk ending up with that instead of
with what you really want -or worse, even less.”
Never let yourself be bullied. Women who aren’t used to
negotiating are especially susceptible to being intimidated by a
show of force -but even veteran businesswomen can be taken
aback by unexpected aggression or resistance. “If you find
yourself in this situation, remind yourself that you are dealing
with another human being and that you have something
valuable to offer. Don’t be afraid to demand respect. And if you
consistently don’t get it, well, it might be time to rethink
whether you want to work with the other party in the first
place.”
One final note. You might be thinking, times really are tough
and money really is in short supply. So no matter how great a
negotiator I might be, does it really matter if the money just
isn’t there? “Yes, times are difficult for many right now and
your odds of getting what you want at work might not be as
high as they were five years ago. But why give up before you
even start? What’s to be gained from that? I believe it’s better
to ask and not receive than to not ask and to meekly settle for
less than you deserve.”
— Vickie L. Milazzo, RN, MSN, JD
is author of Wicked Success is
Inside Every Woman. From a
shotgun house in New Orleans to
owner of a $16 million business,
Vicki’s innovative success
strategies earned her a place on
the Inc. list of Top 10
Entrepreneurs and Inc. Top 5,000
Fastest-Growing Companies in
America. WickedSuccess.com.
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focal point

Laundry by
Shelli Segal

Visions of Sugar Plum
Create Memories
-written by Janet Muniz

T

he sugar plum is a legendary symbol of everything
sweet and delectable. And so it is with Sugar Plum
NY, Inc., a New York City-based childrenswear
company offering a delicious selection of girls special
occasion dresses. From chic, sophisticated looks to
whimsical, flirty and fun dresses, Sugar Plum NY is known
for fine quality, novelty fabrications, unique and distinctive
styling as well as excellent value.
Sugar Plum designs and manufactures three signature
brands, including Dorissa, Sugar Plum, and Little Miss,
offered for girls 12 months through size 16. The company
continues to grow and expand, recently
adding the Laundry by Shelli Segal
license, owned by Perry Ellis
International, to its product offerings.
Sugar Plum’s classic special occasion,
updated-traditional party dresses, floral
cotton prints, Communion and juniorinspired dresses are offered in
fabrications such as shantung, organza,
chiffon, taffeta, flocked velvet, satin and sequined lace in
rich colors like burgundy, teal, pewter, black and plum.
Sweet and delectable, indeed.
“As an owner of Sugar Plum since 1985, I’ve enjoyed
working with the finest team,” says president Michael
Fallas. “All of us work closely together to ensure the best
possible, stylish girls dresses are delivered to the retailers’
selling floor.”
Michael tells us more about his company’s well-known
identity, what drives its success through the current
economy and plans for 2012.
Designed in the USA. Our collection and samples
are designed in-house to allow our designer to work more
closely with our sample makers. This ensures quick results
and allows for immediate revisions or adjustments.
Although it’s an added expense, we find this hands-on
approach much more effective, timely and worthwhile,
especially because it involves our entire team -sales as
well as production/technical- from the very beginning of
line development.
Making Our Dresses is Extremely Unique. We
make sure that each dress in every brand stands on its
own, with an individual identity. The collection is based on
novelty fabrics and trims, intriguing embellishments and an
eye-catching color palette appropriate to any given season.
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There’s the Perfect Dress for Any Occasion.
Interestingly enough, although all of our brands are special
occasion dresses, each has a distinct difference, which
allows us to offer all of our accounts a variety of looks that
will fill their needs.
Dorissa, our more contemporary and updated dress
collection, lets our designer, Sandra Tahar, think outside
the box a bit more when designing this line. She reinterprets the tradition of the Dorissa party dress -a brand
that many people have a dear association with- and puts
her own updated spin on it. Sugar Plum is slightly more
traditional in nature, yet it still has our
special flair and touch. Little Miss
features a mix of classic traditional,
with a bit more sizzle.
We Know Our Brand. We know
who we are, the niche we fill in special
occasion wear, and what customers
expect from us. We know it’s most
important that the consumer be drawn
to our attractive, appealing dresses; that they are very
pleased with the price; and finally, that they recognize the
brand for its integrity and tradition. As a result, we always
deliver quality, novelty styling and value.
A Pretty Picture. Our dresses are frequently featured
in themed fashion spreads of children’s trade media. We
support our retailers’ advertising programs and are often
featured in their Holiday and Spring catalogs. We
participate in many buying offices’ market look books, and
our website, www.SugarPlumFashions.com, gives both our
buyers and consumers a taste and feel for our collections.
We also plan to join Facebook and use social media to
promote future collections.
Passion for Doing Business. We do everything in
our power to ensure our retail partners are successful with
our product, offering terrific and unique styling at very fair
price points, so that they in turn, can offer their customers
excellent value while still enjoying a healthy margin. Our
accounts enjoy the respect we show them as well as the
close working relationships we have. They choose to
continue to do business with us.
As a company, we have always maintained the
highest level of customer satisfaction in our product. Our
excellent reputation over the last 26 years is something we
take great pride in and have worked very hard to achieve.
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Sugar Plum NY recently acquired the
Laundry by Shelli Segal license,
owned by Perry Ellis International,
for girl’s dresses. Set to début at the
January edition of ENK Children’s
Club, Booth 1624, the Fall/Holiday ‘12
line includes girls 7-16 dresses with
an abbreviated offering in 4-6x, and
emphasizes novelty trims and
techniques, 3D surface interest and
unique embellishments on knits as
well as woven fabrications, with
comfort being a key factor. “We are
thrilled with this new opportunity and
believe that Laundry-Girls will be a
fresh, exciting and successful addition
to the retailer’s dress department,”
says vice president of sales Carol
Meyerson. “Laundry dresses offer a
modern twist to a chic, contemporary
look, while maintaining age
appropriate styling. Our dresses will
definitely turn heads and make a
fashion statement.” Look for design
influences in concept, mood, fabrics
and color palette from the women’s
Laundry line; for fall, think ponte knit,
shimmer crinkle, chiffon, gabardine,
jersey, boucle and modal in black,
metallic, charcoal, houndstooth,
wedgewood blue, sapphire, ivory,
plum and all-over multi print. Holiday
collections include iridescent chiffon,
lace w/sequins, sequin jacquard,
glitter mesh, smocking and soutach in
cobalt blue, black, gold, silver and
fuchsia. For additional information or
to set up an appointment, please
contact Carol at 212.842.4122 or
carolm@sugarplumfashions.com.
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global report

Appaman Arrives at
Harvey Nichols Hong Kong

Harald and Lynn Husum, founders of kid’s wear brand
Appaman, recently returned from the retail launch of the
brand at Harvey Nichols Hong Kong. Appaman joins
Tommy Hilfiger and Ralph Lauren as one of the only
American export brands available in the children’s
department at the luxury fashion landmark destination
where leading trends and an exclusive selection of
international brands have made Harvey Nichols the place
to be for all fashion lovers in Hong Kong. Also famous for
its personalized shopping service, Harvey Nichols has a
total of 12 stores worldwide.
To launch the line at Harvey Nichols, the Appaman team
wrapped a tram and double-decker city buses in the Fall
2011 ad campaign ads, so images could move all over
Hong Kong. Bus stations were draped in Appaman ads,
too. The Appaman/Harvey Nichols collaboration is the
second of its kind in Hong Kong; the first retail outlet is in
the popular shopping area of Central Hong Kong in the
Man Yee Building.
Appaman is inspired by and named after a childhood
companion of Harald Husum. While growing up in Norway,
he befriended a corduroy ape named Appaman, sharing
many fantastic adventures together. “Appaman reflects the
whimsical spirit of those youthful times and celebrates the
unbreakable bond between a boy and his ape,” the
company says. Appaman makes children’s apparel and
accessories for sizes six months to 10 years.
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Appaman has a unique Scandinavian perspective on
Ameripop iconic imagery. Harald, who’s also the designer,
finds inspiration on the streets of Brooklyn, NY and with
the help of his advertising and graphic design background,
translates it into signature clothing, continuously delivering
collections that fuse today’s silhouettes with a child’s
sensibility. The collections highlight Appaman’s unique
design spin on the trends -cool and kid-appropriate.
Launched in the summer of 2003, Appaman has grown at
a steady pace, adding to the collection every season,
expanding with fun pieces and exploring new lines. The
company is committed to customer service, garment
quality and to giving back to the community. Appaman
recently donated backpacks to World Vision USA’s
SchoolTools project, which provides backpacks filled with
school supplies to families in low-income areas.
Appaman’s successful expansion into Hong Kong and
greater China is the result of a partnership with El-Mariti
Concepts Limited, creating a retail platform true to the
brand’s identity. El-Mariti focuses on the consumer
products industry in greater China and is the sole
distributor of Appaman there. “We’ve devised a lifestyle
that consumers cannot get enough of. Our signature style
is in-fashion but not too trendy, as those are the brands
that rise as quickly as they fall.”
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up close

Jewel of the Style –

PINK PEWTER CORE VALUES

Operate an honest,
ethical business
Create a family environment with
employees and customers
Be passionate in everything we do
Be energetic and exciting
Keep raising the bar of success
See beauty and inspiration
everywhere
Do more with less
Be humble

F

our years ago, hair stylist Mireya Villarreal decides to
start a company that makes hair accessories from her
own creative point of view, to complement a variety of
haircuts and personalities. “We struggled to think of a
business name for weeks and weeks,” she says, adding that
the word “pink” had to be part of it. “We must have gone
through 10 sheets of paper writing down ideas. During this
process, my daughter -about six years old at the time- kept
coming into the room asking if she could use the computer,
pronouncing it ‘pewter.’” So, there it is -the aha moment that
inspires the name Pink Pewter.
Today, Mireya designs beautiful hair accessories and
more, as the well-established Pink Pewter brand is continually
expanding. “We provide high style without the high price,”
designing wearable things for children “without losing sight of
the timelessness and innocence that makes children’s fashion
unforgettable.” The new scarf collection for fall can be worn in
so many ways that the wearer can personalize the look based
on their own style. “It screams ‘Pink Pewter,’” Mireya says.
“We only stand behind a design that we truly believe in and
aligns with our consumer base perfectly.”
Knowing who the fans are is something the company
works passionately on, staying on top of the latest fashion
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trends and fleshing out the Pink Pewter persona as youthful and
invigorated. The staff leverages a select network of public
relations contacts who are deeply entrenched in celebrity
circles, which in turn gets product in front of famous people
who align with the brand. Pink Pewter frequently participates in
event sponsorship and charity red carpet events. “We don’t just
participate in gifting or seeding alone, we go to the events
ourselves and interact with the stars and their fans on a
personal level.” This celebrity-driven marketing helps to
maintain a growing fan base. “People relate to celebrities and
align themselves with the values of their favorite role models,”
Mireya explains.”The celebrity aspect of our marketing not only
helps drive credibility to our brand, but more importantly helps
our customers sell through the product at point of sale. We
invest and share with our customers all assets we have that
help sell through.”
This philosophy is part of the reason Pink Pewter is
thriving in the current economy. Keeping flexible –and realalso helps. Mireya says, “Let your ego take a rest. We are able
to grow significantly in a down market because we adjust to
the marketplace conditions quickly, which is a standard
practice of ours. Managing costs without impacting the
customer experience is the key for us.”
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Valuable Insight – and it’s Free!

The Pink Pewter Experience

Pink Pewter’s commitment to the core values of the brand
allows the staff to engage in all the new ways to connect with
consumers. “Social media is a large part of our strategy, and
for the most part - it’s free to participate,” Mireya says. “All of
our campaigns launch comprehensively -email, blog,
Facebook, Twitter- with a consistent experience and message.
We’ve actually had our fans choose colors for our ‘Jordan’
style belts, and produced the color they voted for most.”
Active participation in social media gives Pink Pewter
valuable insight into its most passionate consumers, and the
staff has a better understanding of how broad a demographic
the product appeals to. As a result, the company is
transforming the brand to appeal to a more tween/teen market.
“We began as a children’s brand, but found that our styles
stand out in a young contemporary category. In order for us to
maintain market share in the children/tween and teen/women
market, we have to mature the brand look/feel slightly.”
In August of 2011, the company soft-launched a tween/teen
apparel line set to ship this month. “We have five pieces that
are selling at trade shows only,” Mireya says. “Our apparel
focuses on trendy shirts and contemporary dresses … it’s
funky. This year, we plan to start expanding into this category.”

Mireya says the company is expanding its selection to
enhance the brand experience. “Our brand is expanding into
other accessories such as belts, scarves, bracelets and
jewelry to complete the experience,” she says. “The key is to
have each item complement the other -accessorize an
accessory if you will.”
So, there it is -another aha moment that inspires the world of
Pink Pewter.
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showtime

WSA NOW POWERED BY ENK

WSA is a comprehensive footwear and related accessories show held twice yearly in Las Vegas, NV, attracting thousands of
participants and exhibitors who represent the footwear manufacturing industry. WSA is now ENKWSA, an ENK International
trade event focused on footwear, handbags and related accessories. ENK International is a leading tradeshow organization
serving the upscale fashion marketplace, including the children’s, accessories and footwear categories. Founded in 1981 by
Elyse N. Kroll, the company conducts 25 events per year; 16 are held in New York City, four in Las Vegas, four in Milan, Italy
and one in Beijing, China. ENK events are attended by retailers representing both specialty and department stores from around
the world. It represents over 10,000 domestic and international exhibiting companies, 150,000 domestic and international buyers
and press yearly at over one million net square feet of exhibit space.

AMERICASMART ATLANTA

BUBBLE LONDON 2012

Robert D. Schuler is the new AMC officer in charge of all
housing services across all AmericasMart Atlanta markets
and the AMCmanaged
LIGHTFAIR
International
trade show, according to Jeffrey L. Portman, Sr., president
and chief operating officer of AmericasMart Atlanta and
its AMC, Inc. parent entity. Mr. Schuler, who joined
AmericasMart in June 2010, directs the operation of The
Atlanta Convention Center at AmericasMart, which
secures and services conventions, conferences,
meetings and special events staged in the 7.2 millionsquare-foot exhibit halls, theatres and public spaces
during non-market periods. His responsibilities now
expand to encompass the provision of housing services
to AmericasMart market attendees, who annually occupy
as many as 247,000 Atlanta hotel rooms, and to
attendees of LIGHTFAIR International, which is staged
annually as the world’s largest architectural and
commercial lighting trade show and conference in
alternating east and west coast venues.

Italian labels Silvian Heach Kids and Il Gufo, both new to
Bubble London, will be bringing a taste of the “sweet life”
Italian style to the forthcoming autumn/winter Bubble
London childrenswear tradeshow, taking place in January.
“We’re delighted to have Silvian Heach Kids and Il Gufo
join us at Bubble London this season,” says event director
Lindsay Hoyes. “With so many great domestic and
international brands under one roof, Bubble London really
does showcase the best of the dynamic children’s market.”
Launched in Italy in 2008,
Silvian Heach Kids heads to its
first UK tradeshow with elegant
and original clothing for children
from six months to 16 years.
Il Gufo’s beautiful, luxurious
children’s clothing is developed
with a philosophy of “children dressed as children.”
Craftsmanship and attention to detail is evident in unique
and stylish pieces for children from one month to 14 years.
Both brands are joining a host of new and established
UK and international names showing some of the coolest,
most innovative and highly sought after products for kids.

Check our Calendar for 2012 trade show information.
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NEW YORK INTERNATIONAL GIFT FAIR® 2012
100 Days of Design, a new initiative of New York
International Gift Fair® (NYIGF), includes a collaborative
blog, an Accent on Design® Awards retrospective and atmarket design-focused seminars, author appearances and
networking events. As the main component, the blog
encourages industry participation and is promoted through
NYIGF marketing and social media channels.
“We’re inviting the NYIGF community, as well as the
design industry at large, to share their perspectives,
knowledge and experiences,” says NYIGF director and
GLM senior vice president Dorothy Belshaw about the
new blog.
This campaign supports the company’s Focus
Forward 2013 strategic plan to evolve into the defining

marketplace for fashion-forward and design-driven home,
gift and lifestyle resources.
A series of “Market Readiness” webinars are
being offered to exhibitors participating in the
winter 2012 edition, produced jointly by NYIGF
and Right Angle Strategies -a business strategy
and coaching consultancy lead by gift and home
industry veterans Stu Teller and Laura Blunt.
The series includes pre- and post-show webinars,
and 15-minute business consultations during NYIGF.
“How to Manage Orders and Leads Generated” will be
lead by Eric Dean of Whereoware.com on February 9,
and offers tips for maximizing post-show leads through the
NYIGF Online Catalog Gallery. RightAngleStrategies.com.

KIND + JUGEND 2011

Kind + Jugend 2011, which took place in Cologne, Germany
in September, set new records for exhibitors and visitors. For
the first time, more than 21,000 trade visitors from 106 countries
took advantage of this international business platform to gain
a comprehensive overview of the trends and new products from
the global children’s outfitting sector. The number of exhibiting
companies was also higher than ever before: a total of 940
suppliers from 41 countries presented their product ranges.
Also for the first time ever, Armani Junior, HUGO BOSS,
Junior Gaultier, Simonetta, Paul Smith Junior and Lacoste
were brought together on the catwalk by Koelnmesse and the
fashion and lifestyle magazine Luna. In the show, 30 child
models displayed the six high-end fashion labels and their trends
for the spring/summer 2012 season at the Kids’ Fashion
Show. “The atmosphere was unequalled,” says the owner of a
Düsseldorf children’s boutique. “I’ve never before seen fashion
labels of such high quality participating together in a show.”
“Thanks to growth of more than 15 percent, we’ve been
able to write a new chapter in the success story of the world’s

largest trade fair for children’s outfitting,” says Gerald Böse,
CEO of Koelnmesse GmbH. “A total of 72 percent of the
visitors came from abroad, and the corresponding figure for
exhibitors was 80 percent. These are not figures you see
every day in the trade fair business.”
A total of 87 percent of the visitors say they were satisfied
with their success in achieving their goals at the fair. There were
significant increases in the number of visitors from Russia, Brazil,
Mexico, Japan and Korea, as well as a number of other countries.
A sure sign of the significance of Kind + Jugend as an
international meeting point for the sector was the renewed
increase in the number of participants representing important
international associations such as the Baby Product
Association (BPA) from the UK, the Spanish Association for
Childhood Products (ASEPRI) and Children’s Fashion Europe
(CFE). In addition, the trade fair days in Cologne were used to
publicize a new European industrial association, the
European Nursery Products Confederation (ENPC) led by
its founding president Jean Claude Jacomin.
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