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MAGIC Mergers:

Advanstar Buys
Project and Pool

By DAVID LIPKE

NEW YORK — The MAGIC Marke l:]'l-] e just

absorbed two of its key competitors,
Advanstar Commumnications Inc., owner

of industry gant .-.[.u.'.. as scooped up

S

hl 10w, in separate

acquisitions that

bring into its fold two

relatively small but

fast-growing shows
jotloosi  San Buwkminan  SETVING the ptn-miurn.
umhm;ﬁrln and streetwear markets. The
Project deal closed on Aup. 19, with [hr_'t]'r'_u':-l
purchase following on Aug. 23.

“Our goal is to capitalize on the unigue
strengths of each event to create a seamless
and richer experience for our customers,” said : - .
Joe Loggia, president and CEO of Advanstar. ' -’ . . l
See HHE“: page 2 EI .
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Canadian neckwear entrepreneur finds gold in U.S. labels
By BRIAN DUNN

MONTREAL — How does 0 simall me

bevomse one of the fastest-growing compankes in Canada?

wear design [rm i Burlington, Outaria,

By importing, marketing and dismribunng same of the biggest names in
mens fashiogn—Tommy Hilfiger, Ted Baker, Tke Behar, Michae| Kors, Hart
Schafiner Mars, Mat Mast, Chip & Pepper, and Viconnes,

According to the June 2004, issue of Profil magazine, Throat Threads
Agparel was mnked 177 anong Canada’s Gslest-growing companies, with rev-
emue groswih up 107 peroent over tee past five pears,

In June this year, the firm cimbed so number 121, with revenue growth at
§oa peroent over the past five years. Sales were $12.2 million, up from $5.0 mil-
Bon in 2002 and $1.2 million in iggy jall figures have been convened from
Camadian dollars)

Throat Threads Apparel was staried in rggy &s Throat Threads Ties by Russ
Fearon, now in his carly forties, to fill 3 vwoid in tes for the casual market
Although he had no design experience, he developed his own bine of ties in the
basement of his parents' home. By the ened of Fearon's first year in business, be
was -|'|F|r|-r: o 7o retallers across the country,

Bust his business cha n|;nLr|:;|1'=.1l1r;||:!;u tile showing s lime at MAGIC in
1995. At the show, Fearon was determined o meet Menoym Mandelbaum,
WTiE rr::"F.l-.|'n-r|‘|4, thie workt's lampest et O ERTTY

The two clearly hit it off. because after 3 foendly chat Fearon became
!'h_'[h'|:|:u|'~. Canadian distributor and never boaloed back

[t was alsoat that poant st Fearon realized bos wlents were better sudted 1o

distriladion rather than d:ﬁlgﬂ ing, @ i B Was soan importing a il clistritwidine

neckwear from Tomony Hilfipes, Ted Baker and DENY. And alfier executives al

Hilfger notbeed thesr te sales taking off in Canada under Throat Threasds, they

hagsbed over distribution for thistr shiets, beles amd wnderaear

Maraat Threads provides a caomplete verbical solution to compandes outside
Canada, including masketing, sales, custonmer service, merchandising and
lerisiics with both majors and specialty retadlers.

* st I-I." b, WL I HAOOETIE® 3 SXRETiSIOn |'-I' ORI % I'll 1srness i Canada
wihere they can tap inio owr marketing ifrastrucnane and moanagernent flra
structure,” explained Fearon

With ties and accessories sewn up, the nest logical step for the company was
sportswear. It was at another trade show, the Cologne Fair in Germany, whese
Fearom noticed a briclcase with the Swiss Army logo. [ntrigued, he contacied
the president of the Morth Amencan operations of Vicormo, the parent com:-
pany of Swiss Ammy, about distibuting acoessones in Canada

Ag it turnod o, the company was about o lnanch 2 met’s spostesear colloction
&0 Feamon nabbed it for the Canadian market. Sinoe signing Viciorinox in zoom
Throat Threads was also handed the compamy's nesy line of traved gear o maroet in
Canacta, mnd it piciord up Mat Mast and its distimcive Boe of metmo bowfing shins

Sales next year? Fearon figures there are plenty of other opportunitics out
there. “1I'm f-'a1k1|'|g for sobid bramds to offer Canadian retatlers, | v to Bna frer

winat | betieve 1o be the best long-termn brands available, and [ will continue o

refine my vertical-solution business model™ W

Foeller's

Comtoued fram PagE 52
some racio ads. “Eut a lot of it is word-of mouth,”
e s

There are wery few mer's retailers left in the
Middlesomm market, .'.:.'Ih|'|.'|1:. has seen somie ven
erable names disappear from the landscape, such
a8 Green's Department Store and Kassel Bros,
Foeller's is arguahly the lust haldeat.

L the nuearby Calleris Crysial Bun mall these is
a .C. Penney, Filene's (soon io be bacy's), Scars
amwd Chmutonhetr’'s ast thiey weme g different oes-

come to Foellers,” he said. °1 can educate him
alout fine clothing and how it is made.”

And with his tailoring I:h1|.'L.|=||'|IJII|.|. e il i
cumstances ame |'.:-|'|||-'I:J-.'|1'| *Cine o oy custormers
1% i bedylmuilder, and when we figed him ina suit we
tonk the J3 ket [ kets o, aMered the sud and then
sewed thern back one You woeil fond that in a depart
men i store, 'We do real serbous alterations,”

Althouigh he new owms the bostness, Thanipaon
= sl the privmory ta(lor—as vell 28 salesrnan, buyer
and bookkeeper He has some help a couple al days
= weeek BiE prerty el epeisilla evemy ol an ilee

He has attended BAT.MAN, and thse Mo
."|F-|'|.1.r|"| Club of New York show 21 Russo's tn
Flenwand Beach s weonald ke to attersd MAGIC
il he can pry |'.i:|r|-.|-|r'u'.l.'u:, froam e store. *1 hawe
5|-:'|:|'r bt thew ddor’t understand the business, ™ e
sasd “So0 I'm here seven davs a weele ™

O of the people he beans on i Jolu Dinoe, wha
spent 20 years al Kassels It 15 now retired amd
works anly a landted number af hours at Foeller's
Dino called Thompeon “an excellent tablor and a
bopawnbch salesrman ®

Far Tharmnean. if'= sl im0 5 dav's werk " When
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