


since 1904: house of the golden fleece



The lasT hundred years have seen numerous iconic brands born out of the 
industrial and complex past of the United States. Through both war and peace, 
the lows and highs of America have mirrored the woeful missteps and meteoric 
successes of the American fashion scene. 

Isaac Spiewak is a compelling example of one such success. Mr. Spiewak grew up 
in a turbulent Warsaw, Poland, fled to America in 1903 and created a small family-
run garment house in Brooklyn New York in 1904 with his family by his side.

Over a century after its founding, I. Spiewak & Sons, Inc., under the leadership of 
Isaac’s great grandson, has grown into one of the premier names in fashion and 
workwear. The authentic Spiewak industrial line has been trusted by the soldiers of 
WWI and WWII and is currently worn with pride by thousands of police, fire and 
EMS agencies around the globe.

The authenticity and integrity of its designs have also earned Spiewak iconic status 
as a classic brand (considered by many to be America’s best kept secret), with a 
growing loyal following at cutting-edge boutiques and retailers across America and 
around the globe.

Looking back, it is fitting that the Golden Fleeced Flying Ram – from Greek 
mythology’s “Quest for the Golden Fleece”, was chosen as a symbol of Isaac 
Spiewak’s journey, his company, and what has developed into an enduring and 
growing legacy. 

The following is a brief tour of the House of the Golden Fleece as seen from the 
images and photos themselves, pulled from historical archives kept in their 53 
year-old factory in Ruleville, Mississippi. 
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The spiewak family photograph | 1907

house of the golden fleece
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isaac cuTTing leaTher opposiTe son photograph | 1917

house of the golden fleece

brooklyn facTory photograph | 1917



by 1917, isaac spiewak’s handmade sheepskin vesT was in sufficient demand 
around New York for him to establish a small sun-lit manufacturing room in 
Brooklyn; the House of the Golden Fleece was born. Playing off the idea of 
the sheepskin used, the moniker “Golden Fleece” was first branded in 1919. 
As his brothers entered into the various facets of the outerwear business, 
the Spiewaks developed different — and sometimes competing — lines and 
companies to capitalize on prevailing trends and emerging market segments. 
Among the companies and brands the Spiewaks created are names such as 
Prince Jason, Bronco Manufacturing, Ram Manufacturing, Trappings, and Flight 
Deck USA.

The fickle nature of fashion has seen many of these labels and firms fade 
into obscurity; the remainder were consolidated in the 1990’s under the two 
principal brands: Spiewak and Golden Fleece. While Golden Fleece is typically 
attached to special domestic production and limited edition garments, Spiewak 
has endured over the years as the prevailing name for the main uniform and 
fashion lines of the original House of the Golden Fleece.
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labels from left to right:    roW 1  |  1943, 1954, 2004, 1998, 2006, 2004    roW 2  | 1977, 1969, 1988, 1983, 1923, 1952 roW 3 | 1958, 1954, 2009, 1996, 2008, 1964    roW 4 | 1985, 2006, 1958, 1956, 1965, 1998

branding
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hangTags from left to right | 1949, 2006, 1964, 1969, 1960, 2009, 1959, 1938, 1976

branding

12



This brief glimpse through Spiewak’s advertising history offers an amusing and 
enlightening journey through a drastically changing American landscape. From 
WWI and the Great Depression, early ads illustrate how Spiewak survived by 
streamlining and adapting new production methods to produce a jacket at the 
astonishing price of $1.50.

Later ads illustrate how after the ensuing post-World War II boom, the US was 
left with an excess of wartime bomber and parka jackets to sell to consumers, 
creating the first army-navy shops and forever altering American post-war fashion. 

More recent ads, born in the age of the Internet and the multiplicities of consumer 
demographics, de-emphasize the “price value” of the jackets and instead promote 
the “lifestyle values” of the brand and its product – highlighting themes such as 
New York City, heritage, and sophisticated youthfulness.

Whatever the advertising message, Isaac Spiewak always emphasized integrity 
of product and innovation of design, now known simply as Spiewak’s “tradition of 
innovation.”
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16
girls wanTed neW York times advertisement | 1927 fall Trends J.c. penneY advertisement | c. 1940

advertising



18
do you mind esquire magazine advertisement | c. 1960



20
family vice magazine advertisement | 2004 whaT’s The big idea sports illustrated advertisement | 1960

advertising



22
flying man fader magazine advertisement | 2007

advertising

smarT sTyles macY’s counter card | 1946



24
flighT deck u.s.a. ansom magazine advertisement | 1989

advertising

army & navy surplus magazine advertisement | 1951
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makers of sheep-lined cloThing Wholesaler advertisement | c. 1930
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advertising

anchors aweigh trade shoW mailer | 1965you can relax holidaY magazine advertisement | 1960
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advertising

sure you know me neW York dailY neWs advertisement | 1954gary cooper promotional poster | 1935
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men’s sheep-lined coaTs advertisement | 1926
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advertising

rin Tin Tin jackeT boYs’ outfitter magazine advertisement | 1957in peace or war macY’s counter card | 1945



Thanks To The early foresighT of isaac spiewak, many of I. Spiewak & Sons’ 
catalogs survive to this day in the company’s archival collection. From the first 
leather bound illustrated collection of 1930 — a 20-pound flip book with still-
supple sheepskins and lambs’ wool pasted inside — to the intricate computer 
designed, photographed and printed books of today, each catalog stands on its 
own merit exemplifying a particular time and place bound together by the ever-
present Golden Fleece icon.
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38

catalogs

leaders catalog | 1978ouTdoor garmenTs catalog | 1930



40
flighT deck u.s.a. catalog | 1991golden fleece catalog | 1940

catalogs



42
pipes catalog | 1977Trains catalog | 2009

catalogs
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The gold sTandard catalog | 1956special ediTion catalog | 2008

catalogs



46
(top to bottom) coney island catalog | 2009,  meTropolis catalog | 2006(top to bottom) The righT move catalog | 1968,  in The clouds catalog | 1957

catalogs
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ouTerwear for real people catalog | 1998capTain catalog | 1952

catalogs
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frosT king catalog | 1970The mosT exciTing line catalog | 1960

catalogs



a brand cannoT be self-defined. Popular culture is integral to creating and 
reshaping its identity. The countless artists, personalities, stylists, directors, 
and consumers that have worn Spiewak’s products have enriched the brand 
and contributed to its constant evolution. Creative product placement of 
Spiewak by the media and retailers plays an active role in enhancing The 
House That Isaac Built.
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54
nordsTrom catalog | 2008complex magazine | 2001

media



56
playboy magazine | 1963



58
ouTside magazine | 2003new york Times neWspaper | 1960

media
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sporTswear inTernaTional magazine | 1999xray magazine | 2005

media



62
men’s wear magazine magazine | 1964new york Times neWspaper | 1963

media



64
barney’s catalog | 2006anTenna magazine | 2008

media



flighT jackeT magazine | 1992cargo magazine | 2003

media
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68
sporTs illusTraTed magazine | 1959



70
evenT flyers

media



fronT and back cover ruleville plant blueprint detail  | 1956




