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Hale Bob Expanding y
Apparel Line, | ‘
Adding Accessories % / |

By Erin Barajas N :
MANUFACTURING EDITOR . '3 |
Contemporary brand Hale Bob is making strides to- 3
ward the coveted lifestyle-brand distinction by expanding %'
beyond its sexy tops and skirts. The rapidly growing Ver-
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Hale Bob, which launched in the United States in 2001, 3 v,
has been on a growth track for several years, doubling its = )
sales of S8 million in 2004 to $16 million in 2005. ! =

“We hope to reach $20 million this year,” said Daniel | ;"
Bohbot, the brand’s owner/designer who originally start- E . -
ed the line in France in 2000 but was guided to the Unit-
ed States by brother Marc, founder of Bisou Bisou. .
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Rock T-Shirt Goes : . /
Mainstream—and _ ’
Gets Fashionable | ! ~

By Andrew Asch
RETAR. EDITOR

) S

When Dell Furano started in the concert merchandise
business more than 30 years ago, some of the coolest musi-
cians in the San Francisco Bay Area mocked the idea of sell-
ing T-shirts at their concerts.
It was pandering to their audience, they complained.
Man, have times changed. (i
The bohemian fear of selling out seems to have sub-
sided. Musicians are increasingly buying into the merchan-
dise market today, and their timing is good.
‘The concert T-shirt, once a staple of high school parking
lots, has become a high-fashion statement in the most ex- -2
clusive retail neighborhoods. The explosion of rock mer- : &
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