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WGSN talked to Rafael Jimenez of República Trading Company about his 
varied CV, the young men's market in the US and how his cultural 
background influences his work.

With a background in music television and publishing, 
Rafael Jimenez started his own label selling T-shirts 
from a knapsack in the barber's shops of uptown New 
York. Ten years on, the fall 2004 República Trading 
Company line boasts over 70 pieces of premium 
sportswear.

Jimenez was born, and currently resides, in 
Washington Heights in uptown Manhattan. He is a 
1996 graduate of New York University, where he 
earned a Bachelor of Science Degree in Mass Media 
and Communication

Jimenez is currently a consulting producer on 
Urban Latino TV and has worked on Teen People's Top 25 under 25; extensively
for MTV; The Brand Jordan Research Project for Nike; Russell Simmons One 
World Music Beat for syndication; and The Enyce/Fila En Italia EPK. He is also a
partner in Urban Latino Magazine a national publication targeted to Latino 
urban youth. 

Jimenez was national marketing manager for Big Life Records and director of 
promotion for DMC America, responsible for working with over 6,000 DJs in 23 
countries. DMC also published MixMag, and produced the World DJ 
Championships in England.

What is the history of the brand?

República started out unofficially as a T-shirt idea back in 1994. I did really well 
over the course of two summers selling 90 dozen shirts at $20 out of a knapsack in 
barber's shops uptown. In 1996 I decided it should be more than just a T-shirt idea. 
In a Spanish dictionary I came across the word República, which is the Spanish 
version of Republic. I loved the definition of it being inclusive not exclusive. I added 
Trading Company as I had no idea what it was going to turn into.

How would you describe the line now?

It's a real departure from the T-shirt design I sold out of a knapsack. The line now 
has over 70 styles, from woven shirts to knits to bottoms, jackets and hats: it's 
pretty extensive but it didn't happen overnight. We put out two catalogues and we 
were affiliated with a lifestyle web portal called www.platform.net, which was the 

Mission statement

• República's mission is to 
create classic and functional 
products of superior quality that 
reflect the diversity, lifestyle and 
rich cultural heritage of Latin 
Americans and people of 
multicultural/ethnic descent 
worldwide.

Rafael Jimenez

On e-commerce...

"The people that shop on the 
web are very fashion-forward 
and they will take the risk first 
before anyone else, so it's a 
great testing ground for 
product."

On the Latin American 
influence...

"Every season we use Latin 
American cultural icons in our 
line, but its not so heavy-
handed that someone would 
feel excluded. I am also 
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first to put us on the map in a global sense. We had a little shop with other 
tastemaker brands like Triple Five Soul. Our first order was from Russia for a 
sweatshirt then we started getting orders from Japan and Singapore. When the 
dotcom bubble burst www.platform.net was one of the losers so we brought our 
website internal and starting doing e-commerce on our own. The people that 
shop on the web are very fashion-forward and they will take the risk before 
anyone else so it's a great testing ground for product. 

How do you think Latin American culture influences your work?

By default, because I come from that. Every season we use Latin American 
cultural icons in our line, but its not so heavy-handed that someone would 
feel excluded. I am also influenced by a lot of other things. I'm a child of the hip 
hop generation: I grew up on Rappers Delight and the early hip hop scene as it 
was happening in my neighbourhood.

Do you target the Latino market? Who is you ideal consumer?

Our ideal consumer is 18-34 – my friends really. If you look at my friends there is a 
multi-ethnic demographic: they are black, white, Asian and Hispanic. When you 
hang around with a circle of multi-cultural friends they are open to anything new. 
They like going out and listening to salsa or they want to go out and check out a 
new underground hip hop club. This already makes them trendsetters within their 
own circles.

Do you think categorisations such as urban or Hispanic markets 
are false?

The census in the US really has to define what people are. Music has to be defined 
for sales purposes, as corporations need to find out what's going to sell in what 
category. Ethnicity obviously has a bearing on people's lives and categorisation 
exists, but there is a lot of overlap that can't be quantified within different cultures 
and by cultures.

How do you think the market has changed over the last few 
years? How do you think it will develop?

At the bottom end of the market the Target and Kmarts of the world are all 
competing and everyone is squeezing their vendors even more. People are 
beginning to tire of getting squeezed so they have to trade up. People are now 
trying to seek products where they can have better margins.

Another reason why the market is changing is it is also getting older. All the 
kids that grew up on hip hop are now in their 30s – they have jobs and the 
policy of the club is they can't wear sneakers and jeans and hoodies any 
more they have to wear a shirt. 

That's part of it but media has a part to play too. When you see Jay-Z in a video 
wearing a dress shirt, all of a sudden it's cool to wear a dress shirt but they are 
going to wear it their own way. It's definitely trending up and the influences are 
coming from a couple of different places.

influenced by a lot of other 
things. I'm a child of the hip hop 
generation: I grew up on 
Rappers Delight and the early 
hip hop scene as it was 
happening in my 
neighbourhood."

On changing market...

"All the kids that grew up on hip 
hop, like myself, are now in their 
30s – they have jobs. The policy 
of the club is they can't wear 
sneakers and jeans and 
hoodies any more: they have to 
wear a shirt. That's part of it but 
media has a part to play too. 
When you see Jay-Z in a video 
wearing a dress shirt all of a 
sudden its cool to wear a dress 
shirt…"

Click here for Trend Flash! 
French cuffs

Key trends:

●     Nicer fabrications
●     Slimmer silhouettes 
●     Denim goes back to basics
●     Luxury fabrics and classic 
silhouettes reinterpreted
●     T-shirt prints simplified
●     T-shirt graphics also on 
wovens 
●     Che Guevara returns as a 
fashion icon
●     Military is reinterpreted
●     Uptown/downtown styling

Key stockists:
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Do you think celebrity endorsement is still as important?

There are two schools of thought. If you're like FUBU, you attach a celebrity to a 
product and it is going to do well – and that obviously works for them. I also think 
there are a lot of other lines that succeed without that, such as Seven Jeans or 
Paper Denim & Cloth. Celebrities wind up wearing them because they find out 
about them not because they are given $100,000 to be in the ad campaign. It 
works organically and it works on a larger scale.

Where do you get your inspiration?

I personally get a lot of my inspiration from the subway and from New York 
City – more the subway than the city, because it is such a cross-section. If 
you go to Wall Street, chances are you are only going to see suits, if you go 
uptown you are only going to see people wearing Rocawear: at least on the 
subway you see it all. You see the kid wearing the hip hop gear, you see the suit. I 
always spot trends on the subway, I spotted newsboy caps on the subway, I 
spotted camouflage on the subway.

Key trends for the fall/winter 2004/05

●     Nicer fabrications: "People are tired of spending money on goods that you 
wash once and you can't wear again." 
●     Slimmer silhouettes 
●     Denim goes back to basics
●     Luxury fabrics and classic silhouettes reinterpreted
●     T-shirt prints simplified

Upper tier, better department 
stores and speciality stores in 
the US. República is actively 
seeking European 
distribution.

●     Bloomingdale's, NY
●     Prohibit, NY
●     Probus, NY
●     Fred Segal, LA 
●     True, San Francisco
●     Shoe Gallery, Miami
●     True Grit, Santa Barbara

Links

www.republica
trading.com
www.urbanlatino.com
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●     T-shirt graphics also on wovens 
●     Che Guevara returns as a fashion icon: "Che has been a fashion icon since 
the early 80s. His popularity comes and goes but he is big now because there is a 
lot of turmoil in the world. Revolutionary stuff comes up a lot when there is war. We 
always have certain pieces in the line that have a certain historical significance: 
whether he's liked or disliked he is part of our history and you have to showcase 
that."
●     Military is reinterpreted, colour palette of camo browns and greens remains
●     Uptown/downtown, mixing tailored with non-tailored looks 

Key pieces:
●     Reversible cashmere hoodie
●     Bulletproof shirt
●     Executive tracksuit – pinstripe velour with tuxedo satin side taping, trouser zip 
fly, snaps, bootcut bottoms ($208 for whole suit)
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