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EYE-POPPING COLORS, 
BOLD PATTERNS AND 
texture, texture, texture 
upped the eye-candy factor 
at June’s Showtime fabric 
market in High Point. 

The spring installment 
of the twice-yearly event 
sponsored by the Inter-
national Textile Market 
Association brought fabric 
buyers to Market Square, its 
tower, the Suites at Market 
Square and various outlying 
showrooms for three-and-a-
half days of textile nirvana. 
Amid the yards and yards of 
everything from leather to 
lamé, performance fabrics 
continued to wow market-
goers with their amazing 
combination of high style 
and durability.

While the spring show is 
not typically as big for the out-
door market due to its timing, 
performance fabric exhibitors 
reported brisk business. “It’s 
a good market for new busi-
ness prospects,” says Karen 
Williams, designer for Out-
dura. “We’re seeing smaller 
specialty-type companies, and 
we also see some of the job-
bers and a few of the smaller 
manufacturers.”

Indoor furniture shoppers 
also accounted for a good bit 
of the traffic for performance 
fabric, a lot of which feels 
and looks perfect for a living-

SHOWING
OUT

Color, texture and design are the stars at Showtime 
as outdoor fabrics become increasingly more versatile

M A R K E T  R E P O R T

by Jennifer  Bringle

Richloom’s Solarium introductions 
capitalized on the coastal trend with 
nautical stripes and prints.
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room sofa, only with the 
added bonus of cleanability. 

“We’ve had a couple of 
indoor manufacturers come 
by since the outdoor here 
has a more residential look 
with the color and texture,” 
says David Meeks, director 
of casual furniture, Outdura. 
“Someone in indoor looks to 
go outdoor with a fabric, and 
by the time you finish talking 
to them, they want to use it 
indoors, too.”

HOT HUES
Color continues to trend for 

the coming year, with vivid 
shades of everything from 
tropical coral and aqua to 
deep reds and greens popping 
up throughout the market. 

At Altizer, blues and 
greens took center stage, 
alongside popsicle-perfect 
shades of pink, red and 
orange for the company’s 
Alfresco performance line. 
The focus on bold color 
accented by rich texture is 
deliberate, a preview of sorts 
for their collaboration with 
respected textile designer 
Wesley Mancini, whose col-
lection for Altizer debuts at 
the fall Showtime market. 

“We focused a lot on color 
because we’re really excited 
about our Wesley Mancini 
line coming in December, so 
we’re doing colors to coordi-
nate with that,” says Megan 
Brewer, director of design, 
Altizer. “We also have a 
three-ply boucle we came up 
with to add to the textures 
that Wesley has coming in 
December.” 

The color story at Phifer 
also trended bold, with rich 
brick reds, plus tropical aqua, 
turquoise and lime, along 
with sophisticated black-and-
white patterns that offer a 
fresher take on neutrals. 

“One thing we’ve tried to 
achieve is brighter colors,” 
says Angela Maxwell, design 

coordinator, Phifer. “We’re 
still seeing bright colors 
with crisp contrast and pat-
terns, but something that’s 
long-lasting.”

Maxwell pointed to the 
all-important Millennials 
as drivers of some of the 
warmer, metallic hues – 
particularly grays – that also 
are growing in popularity. 

“Our new Natural Trea-
sures collection incorporates 
a rose gold, which reflects 
the trend of going warmer 
in fashion with rose gold in 
makeup and accessories,” she 

says. “We’ve seen a little turn 
to the more rosy neutrals. I 
think my generation, espe-
cially, we tend to wear a lot of 
rose gold jewelry and that’s 
reflected in the collection.”

Warm, bright colors also 
continue to be a hit for 
Outdura, which introduces 
its new collections once a 
year in the fall. The company 
reported that its coral-based 
collection from the December 
2015 market has been very 
popular.

“We’ve had such a great 
response with the new 

Flamingo,” Williams says. 
“That’s a tough color family 
to hit and not be too pink and 
fruity but be a livable color. 
When we pick brights, we 
take them outside because 
the brights inside might seem 
too bright, but the fabric has 
to be really bright outside be-
cause the color gets washed 
out with the light and the 
surrounding greenery.”

Another notable trend: 
nautical blue-and-white pair-
ings, from new collections in 
Richloom’s Solarium line to 
a variety of sophisticated new 
patterns in Para’s tailor-made 
program. 

Known for its fashion-
forward takes on color and 
design, Sunbrella introduced 
five new color stories this mar-
ket, offering a diverse palette 
that easily transitions between 
indoor and outdoor spaces. 

The offering includes 
Serenity, a neutral palette of 
beiges, grays and a soft green; 
Storm, an aptly-named group 
of gray shades; Citron, which 
introduces bright citrus and 
papaya accent colors; deeply 
saturated greens in Juniper 
and rich reds, melon and 
coral in Bordeaux.

M A R K E T  R E P O R T
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Influences from its indoor division showed up 
in the rich textures used in outdoor fabrics at 
Robert Allen.

A rich palette of deep reds, melon and coral make a bold statement 
in Sunbrella’s Bordeaux color story.

Para presented nautical blue-and-white with a 
sophisticated touch inspired by the company’s 
European design sense.



FINISHING TOUCH
This market, the relation-

ship between color and 
texture became even more 
intertwined with fabric 
producers using both inter-
changeably to create visual 
and tactile interest. And the 
performance fabric industry 
is leading the charge with 
products that fit easily in both 
indoor and outdoor realms.

Sunbrella mixed subtle 
color and texture to pump 
up its neutral body cloth 
introduction. 

“For our open line collec-
tion, we’re trying to introduce 
new ‘plains’ that are no 
longer plain; body cloths with 
more surface interest and 
color variation,” says Emily 
Cosgrove, design manager, 
Glen Raven, parent company 
of Sunbrella. “Flat-weave 
heathered yarn gives it that 
surface interest.”

Phifer also played with the 
relationship between color 
and texture to create more 
depth in fabrics such as its 

Hob Nob introduction, which 
uses different colored yarns 
to create a variegated look.

“It’s not a solid, so it gives 
a lot of texture and you can 
use it as coordinating fabric,” 
Phifer’s Maxwell says. “It’s 
another way we can achieve 
texture by using two colors.”

As performance fabric pro-
ducers continue to innovate, 
the use of texture – some-
thing once only available 
in indoor fabrics – grows 
exponentially. It’s yet another 
example of the blending of 
indoor and outdoor spaces.

“Everybody’s still very 
interested in texture,” says 
Jeff Jimison, national sales 
manager, Para. “It gives you 
the flexibility to translate your 
indoor with your outdoor 
décor. I don’t see any slowing 
down in that trend; it con-
tinues to evolve and become 
more sophisticated.” 

Rich reds were among the color choices at Phifer, which also used 
the hue to create a textured look in its Hob Nob fabric (center). 
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Outdura’s Flamingo collection, with its bright, tropical palette, 
has been a big hit for the company. 

Vivid tropical hues made a 
splash for Altizer’s Alfresco 

line this market.
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TREND SPOTTING
by Jennifer  Bringle
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IN A WORLD OF SEEM-
INGLY ENDLESS POSSI-
bilities when it comes to 
fabric color and textures, two 
companies have developed 
presentation tools that will 
make your customers feel 
as if they, themselves, are 
at market.

Tired of lugging heavy 
books of fabric that were 
hard to open in the middle 
and even harder to see the 
cloth itself, Sunbrella will re-
lease a handy Shift book that 
includes 41 SKUs and folds 
back into an easel display. It 
will be available in Septem-
ber. Meanwhile, after a suc-
cessful first year of its Color 
Box tool, Phifer is all set to 
build on the concept. Both 
ideas equal ease of display 
and organization.

“We wanted to come up 
with a tool that’s more user-
friendly in the retail space, 
and with it being a smaller 
collection of only 41 SKUs, 
we had the flexibility to 
design it the way we wanted,” 
says Emily Cosgrove, design 
manager, Glen Raven, parent 
company of Sunbrella.

The new Shift line boasts 
myriad ways to mix and 
match, a quality that’s easily 
displayed in the new book.

“It will be a great tool for 
all sales associates on every 
level,” according to Greg 
Voorhis, design director, Glen 
Raven. “Shift speaks to not 
just a shift in color direc-
tion but also pattern shifts, 
mixing traditional style with 
contemporary in an updated 
color palette that includes a 
wide range from saturated 

ultra-brights to menswear-
influenced grays to bright 
white.” More reason than 
ever to help clients in their 
decision-making process.

Speaking of which, Phifer 
Senior Designer Monica 

Thornton has tweaked her 
Color Box idea to make it 
even easier for clients. The 
current box contains color 
themes and coordinates Geo-
bella and Phifertex fabrics 
both separately and together. 

Its 6X6 color cards are highly 
usable and easy to pin up.

The next iteration will 
divide the two, so custom-
ers can take the cushion or 
the sling fabric in separate 
sleeves. Thus, they can 
choose between a split box 
and a full box.

The Color Box helps clients 
stay organized and on trend, 
especially overseas. “Our Chi-
nese customers love it because 
they don’t have an eye for the 
U.S. market, and they know 
they can look through this box 
and it appeals to the U.S.”

Further, the colors that get 
sampled at least 30 times go 
into stock. So Phifer uses the 
box to know what to continue 
to keep in the collection.

“It has been a great color 
tool,” Thornton says. “We’ve 
been on the phone with 
customers and they say, 
‘Wait! Let me get my box!’ It’s 
certainly been more helpful 
and informative for them. 
The representatives feel very 
professional using it.”

Thornton hatched the idea 
out of frustration that often 
fabric can be an afterthought, 
because people get so busy 
and overwhelmed. “They 
just run out of time, and then 
they just want to finish and 
settle for the first idea,” she 
says. “They abandon the fun 
and the wow because it’s too 
large of a project. You can 
go through this and find 
anything.”

Phifer Sales Representa-
tive Joan Worthy puts it the 
best: “Monica makes our 
job so easy. This box is 
idiot-proof.”  
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SHOWTIME TREND 
SPOTTERS GOT THE 
inside scoop on the latest 
fabric fashion and function 
during the “Market Watch: 
What’s New in Furniture, 
Fabric and the Fusion of 
Fashion into the Home” 
session, hosted by Cindy 
Hodnett, upholstery and 
fabrics editor of Casual Living 
sister publication Furniture/
Today, as well as the editor in 
chief of Designers Today.

Hodnett identified some big 
fabric trends, citing the con-
tinuation of blues and greens 
as hot colors, especially with 
Baby Boomers. Gray is the 

top choice for Millennials, 
particularly city dwellers. 

“One of the aspects of 
urban environments is the 
modern, clean, contemporary 
lines of furniture frames, so 
gray is a natural companion 
to that look,” Hodnett says.   

Sharing insights from the 
recent Proposte fabric fair in 
Como, Italy, Hodnett identi-
fied geometric patterns as a 
continuing trend.

“These patterns offer a 
visual interest and counter-
point to the clean lines of con-
temporary frames,” she says. 

Another existing trend that 
continues to grow is the blend-

ing of indoor and outdoor 
spaces, particularly through 
the use of performance fabrics 
indoors. Hodnett pointed to 
advances in performance 
fabrics that fuel the trend.

“Textile mills who tradi-
tionally only offered outdoor 
fabrics are now offering in-
door style,” she says. “Retail-
ers who said they’d never put 
a performance fabric in the 
store are now carrying these 
fabrics. There’s still an educa-
tion process going on, so it’s a 
category with potential.”

Hodnett also stressed the 
growing popularity of the 
outdoor room, and the will-

ingness of consumers 
to invest money in their 
al fresco spaces. 

“During the 1950s and 
’60s, the living room was the 
center for entertainment, 
and living room furniture 
was a status symbol,” she 
says. “Now, the outdoor room 
is where people entertain, 
and outdoor furniture has 
become the status symbol.”  

On-trend greens and blues 
by Sunbrella.

NEW TOOLS FOR THE TRADE
by Waynette  Goodson

Phifer will expand on 
its Color Box (shown) by 
offering it in two separate sleeves: 
Geobella or Phifertex.

Sunbrella’s Shift Collection is easily displayed in a book that folds 
back like an easle. Then clients can flip through front to back.


