BUSINESS PROFILE

L’AGENCE

Founded in 2008, the LA-based women’s ready-to-wear label L’Agence provides a versatile wardrobe for the female jetsetter, combining Los Angeles’ effortlessness with Parisian elegance. Denim is the brand’s bestselling category. Producing 11 collections a year, L’Agence is available in 300 doors, including Intermix, Bergdorf Goodman, Barneys New York, Saks Fifth Avenue and Nordstrom. L’Agence is currently partnering with distributors to expand its footprint in Europe, Russia and the Middle East, enhancing its e-commerce presence and its brick-and-mortar business through its flagship in Melrose Avenue, LA, and retail partnerships. WeAr interviewed the company’s CEO, Jeff Rudes, who joined L’Agence in 2017, having previously co-founded J Brand and seen it grow into an international powerhouse before selling it in 2012. 

Which markets and product categories are the most important for you?
L’Agence is a global brand with retailers in the US, Canada, Asia, Australia, the UK and the Middle East. Denim, blouses, dresses, jumpsuits, leather and blazers are key.  

Are there special materials/techniques that you are using?
In denim, we have partnered with European mills for an exclusive denim blend that allows us to create a feminine, sexy and sophisticated skinny jean. For the rest of the collection, we have sourced our silk from a vertical source that allows us to expand our silk offering in various weaves. 

What makes your products a creative highlight?
We center our lifestyle around the French jean pairing back to each of our categories.

Please explain why L'Agence is so attractive for you, given your successful history with J Brand. 
Product first. The label has a strong identity and its potential as a lifestyle brand is endless.

[bookmark: _GoBack]How important is the brand's Los Angeles location Los Angeles for your business strategy?
LA is a recognized fashion hub for [the kind of] products we offer.
www.lagencefashion.com 

