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A Makeover for
Retail Fashion

By Katrice L. Mines
HAal™s “"HT™ m the [pshion
mdustry changes from one sei-
son (o the next. Huot, the T-5hin

has been a staple since 118 miro

o ihe

American
wardrobe | G5
and it just got another makeover, Karma

|"-..'-\.":;.::I'\. has tuken the tee from basic o

ducition
n the carly

high fashion with an urban feel

CDwned and operated by Antoineite

King and Edunrd Davis, Karma Designs

mirediiced their version of “the perfect

corture T=5hirt™ on the sales Moors ol

Mecy's in New York in Movember, ond s

in negolistions 1o launch the lme m ihe

pompany s South division

Buit, the popularity ol their first line, as
n team, didn't begin with depariment stone
chain
under wo

Since ihe collecuon’s launch jusi
ago, the two fashion
hnve |1.|r|,||.|-.l thae-|e

YVEATs
mdustry  veterans
wremndy designs into more than 70 |'u||||||,:||,,-.
around e country, Descnbed by them &
“inpovative collection of T-shirs,™ the line
was o derivalive of their voriant fashion
h.|..'|.;|__'ru-|||1l-.

“We were constantly being told that we
should combine his ha 'n.'|_!r-.-|:n|_| T |
deiirier and mine e 8 model o create &
fushionahle T=-Shir collection,” King says
“Bul, | wasn't even o fan of T-shirs |
alwavs thought they were just for bum-
ming around wuntil others (with design

backgrounds ) starfed to tell me that | could
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choose exactly what | wanted - the fabrics
and all - and make it something | waould
love 1o wear any time.”

ways, 15 to give women clothing that
makes them fecl pood aboul whom they
are a individuals.

s

to what
society os
gl
reveals. “Conceptualizing this line
has made me more observont.”

Inspired by King's sost mnd clurisma,
Davis developed the formi-fitting shirts
with unique color combinations, lusuri-
ously comfortable fabrics and strtegically
placed nest and distressing — a treatment
used 1o give fabrics a wom, nol-so-new
look. The cotton poly fabric is also put
through an especially elaboraie “hurnaoui™
process, cssentially lesving the maierial
see-tlroggh, King and Davis  Lumehed
thedr collection in July 2003, approsching
Macy's South about distribution early-on,
bt were put on hold by the chain

Gail Mutt, corporate director of
sppplier  diversaty-retnil for Federaed
Depanment Stores — the parent company
of Macy's and Bloomingdale's, looked m
the Karma collection and thoughn it inter-
esting, “but felt that it needed lintle more
development and wanted 1o get a sense of
how customers would respond.™

“We hecame aware of her line when
she was in the very early stages and since
then it has expanded, which is one of the
things. we had commented tn,” Nunt
explains, “So, when | was in Las Vegas in
Aungust, | shopped the line again, and we
mode an onder for our New York stores.
We will test it there and based on the
resulis expand into other markets some-
time in the near futire.”

While Karma T-Shirts wefe an instan
suceess with Atlania-area boutigues, it was
the response their line received a3t Project
Show — Las Viegas, an annual trade show

new designers 1o promote their collec-

s, that gave them an even more signif
ream advance,

W Pation, Co-owner of
e Re boutique in Atlanta,
ordered a selection of Karma tees for the
opening of her shop last year, and has
three in her own closct. The shirts, which
retail from 80 1o 5150, are designed in
five styles — tank tops, short-sleeved T-
shirte, long-sleeved T-shirts, thermals and

a veriation called the ringer.

“We thought that their shirts were cute
and we liked the quality and the feel of the
material,” Patton conlends. "Chir cus-
tomers like the shirts because they have a
mice fit. And | believe the sales have been
good because people see them in pds and
an television, Atlanta is one of those cities
where il people see you with it on; they
wanl it.”

King recalls, “1 was just geiting the
hang of things with the bouligues and
managing our imventory with them, when
I realized that getting our line into depan-
ment stores would be a whole other
ballpark. With boutigues. vou may be
doing & 52,000 order, while department
stores may have a 530,000 order every
twir f three montlhs.™

Linderstanding the opporiunily preseni-
ed by Karma's success with boutiques and
newfound favor with Macy's through its
supplier diversily initiative, King and
Eduard have already begun to expand the
line to inelude accessories and an upeom-
mg men's collecton. With showrooms in
Dallns, Texms amd Los Anpeles, where
everything is manufactured and printed,
the partners are involved in every fncet of
their company from maimtaining weekly
contmet with each retailer to King lending
her fisce o the print-ad campuign,

Sy difficuli w pet your product o
stores, as u minority retatler, but the chal-
lenge motivales me to go out and give the
elfort 200 percent,” King reveanls, I
believe that it helps our line and reputation
for stores 1w know that they have direct
contact with the owners.”

Karma shirts line the shelves of trendy
shops in Buckhead, Virginia Highlands,
Mid-town, Litile Five Pomts and Ailantic
Stution, curtailed 1o one store per anca of
the city us & meins of kecping the line
exclusive, King explains.

“We wani our shirts to be everywhene
but we also want 10 Keep thein spread out
0 that the stores can continue o sell the
prodduct a1 cerain price points.” she says

Nult, who has closely monitored the
company s evolution, belicves that the
product’s potential o do well is promising.

“They offer affordable fushion and it's
a brand of tops that compliments our exisi-
ing assanment but also brings something
different,” she savs. “The use of screens
and vATIOUS ITealments ks umique, and it's
something that doesn't just appeal 1o 8 jun-
ior customer but also 1o the contemporary
missy customer who could be 25, 35 or 55
years old.” AT
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