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The sale
of a business is a
wrenching process.
But it will tell
you more about
your company-and
rhaps yourself-
than anything else
you'll ever do.
We know.
It just happened to
this magazine
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Is this any way

to run a $250 million
company?

Never!
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American
Apparel is
exploding,
and
sometimes

it appears

its !%under
might do
the same.

All id,

all the time—
is this any

toruna

)50 million
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H15 15 MoT vour typical CEO story,
But then this is most definitely not
rours typical CEO, Treler to the shiri-

l.'i-!- IWIakTL lZI'II:' SLOIVWILY, ﬂlu.ll'h’.‘-d'lﬂ\.'l -
dered dude with the hairy chest talking to his
ridam o a cell ]:ﬂ:l:l:lul. wihile errel g a Fli.-.'n'ir; I;H.-r
in MNew Yark City's Washingron Squeire Park. Pe.
nindically he stops o eat chicken and mashed po-
taboes froan o plastic deli iy parked next to a
WIONTHATY Hud:.'i.n__u !'E-F-Juir.h. It is his first and -_.'.r:}.'.'.
ably only meal of the day:

The CEQ—who actually answers to the title
senior partner—is probably fve-eight and might
top 12 pounds if his pockets were full of change.
With a tangle of brown hair and mutonchop
sidcburns that meander across his fice undil they
et his mastache, forming a seamless band of hair from noie
to naps, the M-year-old propriesor of one of the hottest brands
in fashion bears o strorg resemblance (o a young Gabe Eotter with
a whiff of Vincent Gallo, He is also commornly said to look like a
19705 pornegrapher, and that is the sort of comparison that makes
him wery, very nappy

He = Dov i.'h:rm.':."—'l'-shirl salesman, tastemakes, ladiss'
man, pied piper, ban vivani.

He & the founder of American Apparel and he is proudly
Canadian.

Today, on the first genuinely hot day of an otherwise mild start
to summer in Mew York City, Chamney is giddy, which by all ac-
eoaints is the norm. A tightly wound dervish of emergy, be sits
down, then quickly stands back up and strolks off o get some pri-

"hoiographs by Maomi Harris

He has
his store
manager

summon a
group of
workers he
feels don't
have quite
the right look
for sales.

Nothin
personal,

he'll tell

them;
| wouldn't
want my
sisters
working in
the stores.

vate time with his mom, returning a few minutes later to say, “She’s
such 2 Jewish mother, She still treats me like I'm 15"

“Look at this waffic!™ he says, taking in the legions of snedents,
towrists, and random Mew Yorkers crowding the strects aronnd the
park. st a few hundred yards from his company’s lagship siore
o Broadway, “[ bet we set a record today!™

Charney is in town, rather than in American Apparel's Los An-
geles headdquarters—a massive pink factory adorned with billow
Ing “Legalize LA" and “Industrial Revolution™ banmers—for a
couple of reasons. Onc, as he will gell amyone sho asks, is that *if
yoan are in the T-shirt basiness and you're not in Mew York in the
spring, youare an iiot,” Thas, he journeys east for a moath oF two.
Thes trip, thowugh, has another, larger purpose. Charney is tinkering
with his ssven New York retail stores, laying the groundwork for
up to 10 mons, This is but part of a bold plan to open the 100th
storc workhwide by next summer—there are currently 57 Ameri-
can Apparne 2ones, 29 of them in the United States—and an even
balder plan o have 1.006 shaps by 2008, Al this from a company
that had not ane retail store as recently as October 2003,

"We're going everywhere” Charney says. It takes him just four
months 1o open his stores, plain white boxes that the meticu-
lously managed American Appared image machine calls “com-
iy centers. A :rig smile pushes those hirsute checks P
under one of the many sets of giant aviatar sunglasses that al-
miast il'l'u'l.'_l" .;.1.!|.'Ir|'| hiﬁ !’.il:l,'.

“1 should fall on my face sosom and then [l slow down” he sayE,
" Bl boF e, 1R S0n.

S0 WHAT 15 this Ameérican .'l.p;pu refd A company af basics buili
upon a foandation of stmple, plan-colored T-shirts, Tees were the
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first itemns Charmey produced when he set up shop in 1997 and still
account for the lions sheire of fhe business-—ut e e = :-.prl.':ld-

ing like & rash. Today Amserican Apparel makes socks, underwear,
awcatshirts, jackets, dresses, tank tops, pale shirts, baby clothes,
dog clothes, and, a8 of this summer, swirmwern The clothes have
na logos no ornamentation, nof a single flourish or bauhle; dif-
ferentiation comes from an armay af colors that pow includies -
oresoents and from slim and sexy cuts that attract young buyers
and allow the simple cotton garments to serve as something larg-
er—oore clements of a fashionable wardrobe,

Chamey, a Jew from Montreal imbaed with whai he calls “the
YWicldish hustle” has (orever been obscssed with T-shirts, As &
tecnager, he n'n:-n-‘_-::_ﬂi.r.-u;'\d that Cancdians were mi.'u.il:__u; out an the
hagher-guality, better-Mting Hanes T-shirts gald sauth of the bos-
der. 50 he'd make bus or train trips to nearky U5, towns, stock
g, retuirn hoane with shicts, and sall them ata premiom. At Tufts
University in Baston, he kept on selling, then quit school and fell
in with a guy who proposed they make T-shirts for wholesale. That
venture wis the seed of Amencan Apparel Charney knew he
cotld dn'-l.'lu]:l £ wltamate T-shart, Im.'hg p:.'k.q.'.l. U an unnagns-
ral fascimation with quality and cut, to things that the meajor in-
dustry players {which still tend to wiew the item os a disposable
basic) largely ipmored.

From American Apparel’s carlicst davs, Charney obsessively
sourced his cotton, To experiment with fit, he went to strip clubs.
Just as the clubs affer a diverse menu of women tosuit every letish,
s0 100 do they offer a diverse menu of body types—perfect for
stzing [-sharts meart o flatter women's bodies, Charmey also loves
io be ol wonmsa,

Amenican Apparel started as o sinictly wholesals operation,
selling 1o bands, museums, artists, designers—Dbasically anyane
who wanted to ;1rir.l (1] ]l.i:.',]l.-nll:l:lhl:.' kkank T-shirts Fven I!:H!.'n_.',
wholesale dominates { AA hag womse 60,000 individual accounts),
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which explaing why black and white stll make up mearly half of
all sales, From 540 million m X002, sakes have doubled or nearly
doubled every vear and are expected to top $250 million in 2005,
Wit ive sizes and an EVET- I il B |u'||,-||_4_- off coliors (the jersey
tee alone comdes 36, American .'|.|:||:un.'] hins meore tham 10N
SELs in ]'ll'i.llljl.l\. LLElE!

At the largest apparel-manufactuning faclity left in Ameri
ca, some 2000 Betory workers pick from teo million pounds
of fabric stored on-site, then cut, sew, and finish garments,
Posters, billboards, advertisements—they're all concerved and
'|'.-|'-|,'u'1|..||.'|.'|.'. i the faciory too, and soon a dye :-I.'l-:rp will be added.
Charney once pushed an image of AA a5 socially conscious amd
swealshop-free, but today he says the story is vertical integration.
While other companies have fled America to save money, he's
mmaking a killing by staying poi

fane Buckingham, president of the Intelligence Group (for-
meerly Youth Intelligence), whose Cassandra Report is the arbiter
of what's cool with America’s youth, savs that American Appand
is one of the mos! influential brands poing. Her group sureys two
sets of kids—tremclsetting early adapiers and maimstream boliow-
cri—i0 pet a sense of which brands are mvoving young people, It
WIS ORI ihe tremdseticrs that Armercan .’l.pp.ﬁr.-l First carme up
a few years back. Today the brand is prominent among both trend.
setters amd fodlowers st r.1|:||:||in|:: a difficult line, 1t A I'"'FI" un
every categony of cool—atting alongsade brands such as Mare [a-
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the entrepreneurial id

cobs and Diesel that are far more expensive and spend exponen-
tially more meney on marketing. Buckingham points 1o a con-
vergence of factors—the sexy imagery of American Apparel’s ad
campaigns, the relative inexpensiveness, the social consclousness,
and the fit. “Tt’s sort of what you want to feel,” Buckingham says.
"You want to feel sexy in a T-shirt that costs §12.°

WHIN HE'S 1N 8iw vork, Chamey rises late in his corporate apart-
vl Ly pically around noon, despite the fact that he schedules all of
Idea.'_r"s appuinlrrh:nh for 11:30 to 12:30, He has no assistant, car
ries no organizer, and rarely checks his voice mail You can send
hiimm an {'-maiJ.'l.rlLd& B il L".'l.'l:l!uulh.' ;J.-'.knl.mlﬂ]Ec.-:rr o can
just show up around noon on the corner of Houston and Orchard,
where hie lives and eneroains above the Lower East Side shop he
congiders American Appare's prototype store. Soon enoaghs, he will
appear, carrying a tall Lucite ghss of instant cofee ke spooned into
some o= lemperature water on his way out the door,

Today he starts with Ricky, a contractor who does odd jobs for
the Bew York stores, everything from small renovations to deliv-
ering supplice. Taking over a table in 4 nearby pizea joint, Char
ney tells Ricky that he needs a few good men o oversee all facets
of maintenance for what will soon be a $50 million operation in
Mew York alone. “Right now there's a fight 1o win top-notch T-
shirts, amd we'ne going to win, Charney says, nagging ar his tight
Vemeck, " This is very valuable whas we're talking about™

2 e SR imofs JE

Photogmohs by Misha Graveno

Leaving Ricky with an offfer to join up full-time, he heads
across the street 10 the store, fielding cell phone calls while pick-
ing at problems. This display looks awful—put « swimsuit cn i
We're out of mediimn—tiat shouldn't happen. Wiy aren't we os-
ing this space? It's costing rme money, He grabs a ime-green polo
and puts it on over his T-shirt, “Something's wrang with the col-
lar,” he tells a kid who, like most everyone on the floor, has some
version of a dark scruffy hipster haircut. “Get me Siori” he says, re-
ferring to an American Apparel designer summaned from Mon-
treal fo address these sors cnt'cr.i.'lc.':.'l'hn::r' will maks notes, take
same Polaroids, and FedPx the changes to 1A where a revised
garment will go back into production tomornow,

In the basement of the store, it's a manic enterprise—boxes
are unpacked, shirts are folded, 4 guy is taping up tiny plastic bags
that Chamey plans to stuff with “link: upderwears”™ The bags, he
explains, save money because they incresse density on the foor.
[nitially, men’s briefs strugghed. But since being bagged and placed
in bins near entrances, they've become a bestseller. That's found
money—ihe underwears are made from fabnc scraps.

"I think if we can get snother $400,000 out of this space, we'ne
golden,” Chamey sy of the hasement storeroom, “This stose is
a profotype store there should be nothing wrong. What we're do-
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i is getting this one nght and then we spread it [ike an infection.”
It's that easy, he believes. Get ane store perfect and the next 999
necd only fodlow directions,

Chamey's phone nings. & it doss every 20 or 30 secancds, “Yeah,
akay,” he says mto o headset. “Empine State Building? Put your of-
fer m and let's tnlk next week™ The Mew York landmark, i seems,
has a retadl space he's eyeing. “It's what, 250 for 2,000 square feet?
It's & sweet deal, Let's put the gun n his mouth and make the deal.
You make that deal and 1I.1:r|.1'rt' the 'I:li-t;‘ d=in town. Charney is
also shopping Tribeca, Midtown, Murray Hill, Rockefeller Cen-
teer, Ehe ma rrian’s aned tq.' the Garden, and ssveral locations near the
Time Wamer Center at Columbus Circle. If you ane a pedestrian

in Mew York, you will see

American Apparel [ This being
Charney’s
designers

Mew York real estate, however,
will s

its a slow, tedious prooess,
miade more so by competition
"
on a napkin
and fax it

“Bank of America keeps
knocking me off” Charney
savs, e bath want the same
gine he—3,000) squarne feet—
amnl guess what? They've got
better credit.”

Between calls, Charney mi-
croamamages. Take dowir those
phates get rid of these baves
Why are these Fargers here! We
rezd a nice litrle Epson preetter.
He hias his store manager sum-
mon a group of workers he
feels don't have quite the right
loank Por sales; he plans o reas.

sign them to claaning, stocking, amnd maintenance. Mothing per-
somal, he'll 12l them; Twouldn't want my sisters working in the
siores. He asks for new lighting—rveferring to bulbs by price and
product number—harangnes a kid for wearing a skullcap, and
then has an epiphany: “1 want quicker transfers between stores,
Let's get something smadl—mayhe 3 moped! Get a kid to just ride
it from store to store. Some kids get off on that—living off ex-
haust! A customer could wait while this yahoo gets on his bike and
et his ass over here,”

He remembers that he's .1u:|1pm:d tocall & reporten from the
Chicago Tribuwe and so an interview breaks out midmeeting as
sweeping and folding go on around him. The salespeople, reas-
signed, basically, for being unattractive, sit and wait for the meet-
iy W coTlimue.

As Charney explains to the reporter, the whole sweatshop-free,
made-in- Amerfica thing is no longer aselling poine—"i1 like a
sexy girl who keeps telling you shie's sexy; it's nauseating™—but
will abways form the core of American Apparel’s success, It gives
thie cormparm’ a vastly shorter supply chasn that allows Bor imime-
diate response 1o trends as well as the ability 10 cut off an item
that is ‘\:::'lE[!.'lrillﬂ o shelwes, With rnp-h.r-n':,' MEARAZCTRERT amnd
Bactories half a warkd away, the Gap can't da that.

"We're a fantasy,” he savs, chuckling. "American Appare] is
make-believe. We can do whatever the F— we want”

M THE woRDs of American .-'|.p-|un'l'1 “comlend adviser., Alexan-
dra Spunt—hired on a whim after she interviewed Charney for
an alternative weekly newspaper in Montreal—Charney ™ has no
miner monalogee,” He will sy whatever is on his mind, haowever
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the entrepreneurial id

bizarre, infuriating. or prurkent, to anyone, from the hameess
guy arguing with a parking meter in front of the Orchard Street
ssore 1o his top executives to journalists. Mow that he's successful
and & brand name in his own right (at least in appare] circles),
Chamey has begun to acquire the slight taint of perversion, some-
thing he doesn't entirely discourage. {Sexuality, afier all, is the pri-
mary component of his company’s advertising.) As it pertains to
him, the taint is partly understandable and not entirely deserved.
He appreciates women, doesn't believe in marriage or monogamy,
and ian't sshamed 1o acknowledge consensual sexual relationships
with employees of his company.

“Peaple think bacause | talk
about hot ass that I'msome soet
of pervert,” he says, fast walking
up Houston Strest en route 1o
the Broadway store. “Hot to me
is intriguing, tastermaking, Just
because my bnguage is collo-
quial, people misintenpret me”

His ayle does, however,
make him an easy arget for
critics, and also opens a door 1o
the sort of problems exeoutives
across America—who go out of
thir way o project vanilla—
dread. A few weeks after our lase
meeting, a former employee
filed a Lawsuit leveling sexual harassment charges against Charney,
and though he vehemently dendes the accusation, it's Iikely to
haent him for some time.

Oin the other hand. it's hard to wee the company's sales heing af-
fected. Much of American Apparel’s sucoess in projecting an im-
age of cool must be attributed to a branding image originating
with Charney’s wild, wacky, hypersexual persona and extending
oat to the highly targeted advertisements—provocative low-fi
snapshot photographs of men and maosthy women in various states
of undress, in some cases wearing only, say, American Apparel
socks, The ads, which appear exclusively on urban billboards or
i small-circulation hipster magazines like Vice and frdex, are of-
ten compared with a controversial Cabvin Klein ad canpalgn of
the "90s. But unlike Klein's ads, which were highly styled setups
shot by top photographers, these are authentic smapshots pho-
tographed by everyone from Chamey to, literally, the summer in-
terns. They feature not modets but regular people—employees,
friendds, Diov himsclf (his bare ass is the star of one), and especial-
Iy girks Drow meets on the sireet.

Strolling up the Bowery, Charney checks out every woman
who walks by. Spotting a beguiling, bosomy girl ina tight Ameri-
can Appare] T-shirt, he smirks. “See—I'm keeping America beau-
tifull™ In rare moments of weekness, he appears 1o be sensitive to
some of the jabs be's taken in the media, bot he is unashamed of
his ongoing pursuit of models and, importantly, salespeople. He's
recently come to the realization that one reason his store—which,
it should be noted, break their own resords regularly—are not as
successhul as he'd like & that the makeup of the Aoor staff is just a
bt off. “"Owur cast isn't quite right yet,” he explains. "You know houw
lan Schrager hires his staff at the hotels? He uses a casting com-
pany. Because that's what it is—casting! You can't have all Mary
Anns on Gilligan’s Bslend—you nesd Ginger!”

The makeup of AA's staff is & mad science that is hard to

Protograph by Maomi Hars

teach—or even explain. Right new, Charmey feels there's no ane
here he can trust to di it and so be's interviewing staff himself—
hundreds of prospective workers a week., “1 made a mistake with
these stores,” he says. "1 didn't do it myself and it's wrong. So
I've bad to let people go and there's nothing 1 hate more than
having to get rid of kids. It breaks their hearts. But you know
what? It affects sales. Should garment workers at my factory suf-
fer because we f— up the casting?

“What I'm looking for is style—that's not something you can
teach a persoa. You have it or you doa't. Let's say one girl has an
acne problem bur good sivle, while another one is beautiful but

heas no style. U'm picking acne!”

THE NExus oF Dov Charney's
T-shirt revolution is a trio of
monolithic pink buildings just
off Alameds Boaulevard, inan
industrial section of down-
town Los Angeles that would
CHlLSE YU dverage bourst o
rall wp the windows and lock
the doors. Over seven floors of
the main building, Marty Bai-
ley, Charney’s VP of opera-
tians, monitors a framic b
efficient vertically integrared
production that starts with

Bad Dag meassive rolls of fabric and ends

Fg Ry, with finished garments in the

* Yol Ehu: !:h.ndl : course of a few hours. Arriving
o problem American on the scene in 3002, Hﬂi]ﬂ'
Apparel stones am found 2 small company that

“h;w didn’t know how to be big.
MMM'EI ',u:ﬂ Sales were booming and Char-
ESpECial sbout e ney—who has a 50% partner
'l"""-m“ﬂ;:"'ﬂ"“‘“ (whom he declines to discuss
L :h':"ln'f at length} but manages Amer-

ican Apparel exactly as he sces
fit—was running ot of Angers
b stick into @ dike on the verge of collapse.

Charney admiits be was in trowble. I called up a gy | trust and
asked, “Who's the best out there at organizing a factory?” He said
Marty. 5o [ called him on a Saturday and said, 'Dude, my name's
Dovand I need help. He started Monday; that's the way [ operate”

Bailey wrned the American Apparel factory into the finely
tuned machine it is woday: 2,000 workers chumning out a million
garments a week, lexible enoagh to turn a late-night sketch into
an actual garment for sale in stores within five days. How? Most
prominently, Bailey osganized the sewers info teams that can be
adapted 1o create any of the garments in AA' line. They are self-
policing and are paid based on their speed of production—hourly
wiges never dip below 38 and can go as high a5 318 during par-
ticularly fecund periods. Within months, the factory went from
30,000 garments a day to 90,000, Where once there were 1,000
SEUs, today there are L0000, “T don's think you'll find another
shop in the world that does 10,000 5KUs on one floor,” Bailey says.

*I think if you're going 1o be a successfial manufacturer in the
LIS, vou bave o have quality, which we do, a focused markes,
wiich we do, and you have to tum product quickly—which we
da,” Bailey continues. ™ Il we decide to have an entirely new de-



sign in stones by the weekend"—and Charney’s roving designers
have been known to sketch on a napkin and fax the drawing to
Bailey—"if I have fabric in-house, 1 can be shipping by Friday”

Walking past his tearmns of sewers, mast of them Mexican and
nearly all wearing masks 1o avoid the inhalation of tiny cotion
fibers, Bailey says that he can do $400 million in sales and 200
stores without expanding at all. He knows that Charney is a run-
away freight train and that he has no choice but to hang on.

“Dov i the visionary and the passion, He's the motivator and
sometimes he's the ches clown.” He smiles. "0mne thang 1 always sy
about Do [ doat’t doubt ham."

A rEW pars after I retum from LA, | ring
Charney to see what he's been up to. When |
remind him that I"ve just comne from the fac-
tory, he laoghs. *I don't think it's my company
anymore. | mean, as an entrepreneur, the
macro—] have no idea how it's holding up” He
means the operation, the burzing, whirring,
cluttering, hitting-on-all-cylimders production
that is churning out a million garments a weel.
Yo get the sense that he's in awe of this erea-
ture he begat, a T-shirt-pirping hustler who
started a revolution by accdent. “That's why |
like werking in the stores,” he contimees. ™ The
myicra | can handle™

At that, the phone clicks, “Hold on,” he s
Talking to Charney, in person or on the phone,
15:an exercke in patience and stamina, Marty Bai-
Jey rold me thar Charmsey answers his phone every
i it rimgs, no miatter how important the meet-
ing. When Charney clicks back over, he doesn’y
apologize. In his management style, this is nor-
mal—conversations are constantly internspt-
oll—und s he's & masier of picking Back up on
his bxst thoughs.

I had just read a Mew York Tirnes article that largely praised the
retail stores but took exception with what the repocter felt was an
unpecessary flaunting of sex; in particular, she quentioned the use
of porn magazine covers as decoration sutside the dressing rooms.
[ sk L_.Ium:}' what he thinks.

“The peanwt gallery i so hard on the big boys,” he says. “When
vou make it, expect them to be all over you—hang on a second.”

He clicks over, then back.

“Sexuality’s been tied into fashion since Paris in the 1600s—
I'm writing a position paper about this now. There were draw-
ings of womien in eorsets hundreds of years before the telephone.
But niow there's this sex phobia. It'sa waste of time—just a second,
I'en sosry.”

Hiolding again.

“People are the cash registers. I don't think sweatshop-free sells
garments—it just makes good garments—hang on...”

“There was a time briefly when 1 saw *Look, we're sweatshop-
ﬁ'ﬂ'—;m.ﬂhmuu.. 1

The twiddling of fingers. ..

“The market is democratic, It's not for nothing that our stores
are tracking huge mambers [s it because people are seduced by this
false tribalism? Pardon me”

Hl.ﬂrlinﬁ_ g,

Without
running one
commercial,

n
rel has
ifeced the
u
popuilac

or at least

that se‘gment
a lace
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Hictimeier=

“Your can't argue that Levi's knows jeans amymore. I's all out-
goirced. Our shirts are better bocawse we make them. They're bet-
ter because they're not made in a sweatshop, It's gourmet quality,
like the Colombian goy who makes coffee from his own hand-
picked beans—l= right back.”

Twiddling of fingers.

“Wie don't have branding on the shirts; it's not a status symbol,
There's something to the branding but [ think people buy them be-
cause they're good. Think of the [ast time you went to Dolee and
Gl Didd you really find something you like? Honestly? More
like, it was a pleasant experience—had a good walk, thanks for the
coffee, bat. .. Excuse me

He clicks over again.

“Listen, the Ourd magazines aren't gonna be
there forever. In fact, we're dready taking them
down.” He chuckles. "We're putting up Playgirl
nstead just to F— with people”

oNE aFTERR0ON, | ind myself ganding on the
codner oulside of the Lower East Side store,
waiting for Charney to come back from his
apartment. He had excused himself for 10 min-
wtes to take a shower, but he left with yet an-
other young, messy-haired female employee,
and the 10 minuces had now becomse 300 1 de-
gide to watch prople shop, The stose & can
stamly busy and nearly everyone who enters
oomes out with a bag. What's more, even the
peophe who don't stop, who are merely passing
by, soem o take notice. | hear a gird explain to
her boyiriend that the ads “use only real mod-
els."while another points out to a pal that “these
guys make greal quality T-shirts” Someone else
talks about *made in L.A.—no sweatshops.”

Amazing Without running ene commer-
cial, having advertised exactly ance in a mag-
arine with a circulation over 100,000, American Apparel has
infected the populace with its message—or at least that segment
of the populace that matiers.

A videotape loops in the store VCR, Charney waxdng over and
over on the American Apparel way. Meathy, 3 set of photos ac-
cemts a girl’s plumg behind, clad in a pair of very shon shorts,

It's one thing on the Lower East Side or in Echo Park, but
will this sort of propaganda work in Louisville, or even on the
Upper West Side?

Chnmerhu na daoubt. Hc'l.ll'iﬂc.h:pﬂ.ndunti] hiz cach runs aut
and then hell boreow some mare. “Wherever there are yousg peo-
ple with a ttle creativity and a Bttbe money; e says, “we'll be there.”

With a few exceptions, his stores are iracking 10 times the rent.
Crin Bryoaslway, hie jusst hacd his Grst $30,000 obay,

"It's sickening money, man, We're minting money,

Aned Charney & having the time of his life,

"Give me the chance of gomg to Harvard or bang there when
Cosorghe started and I wamit o be there making 33 an hour sweep-
i their floors, Or Apple when Steve [obs staned it

“Maybe I'm delusional bus that’s what [ think American Ap-
p'i.l'd -EIII 'E
Ity Divare 1 a New York Ciy-baced wrifer who has sontribisiad @0 Bolling
Saooe, Outside, mad Travel + Lewuare, mumonyg otfaer mapasimes, Ths oA
firs siory for Inc,
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