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SPIEWAK
SINCE 1904: HOUSE OF THE GOLDEN FLEEGE



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, |. 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.



THE SPIEWAK FAMILY



HOUSE OF THE GOLDEN FLEECE

BROOKLYN FACTORY PHOTOGRAPH | 1917

ISAAC CUTTING LEATHER OPPOSITE SON PHOTOGRAPH | 1917
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BY 1917, ISAAG 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.



BRANDING

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

HANGTAGS FROM LEFT T0 RIGHT | 1949, 2006, 1954, 1969, 1960, 2009, 1959, 1938, 1976



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 Il 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.”



ADVERTISING

GIRLS WANTED NEW YORK TIMES ADVERTISEMENT | 1927

FALL TRENDS J.C. PENNEY ADVERTISEMENT | ¢. 1940



DO YOU MIND ESQUIRE MAGAZINE ADVERTISEMENT | ¢. 1960



ADVERTISING

FAMILY VICE MAGAZINE ADVERTISEMENT | 2004

WHAT’S THE BIG IDEA SPORTS ILLUSTRATED ADVERTISEMENT | 7960
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ADVERTISING

SMART STYLES MACY'S COUNTER CARD | 7946

FLYING MAN FADER MAGAZINE ADVERTISEMENT | 2007
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ADVERTISING

ARMY & NAVY SURPLUS MAGAZINE ADVERTISEMENT | 7957

FLIGHT DECK U.S.A. ANSOM MAGAZINE ADVERTISEMENT | 1989
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MAKERS OF SHEEP-LINED CLOTHING WHOLESALER ADVERTISEMENT | ¢. 1930
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ADVERTISING

YOU CAN RELAX HOLIDAY MAGAZINE ADVERTISEMENT | 7960

ANCHORS AWEIGH TRADE SHOW MAILER | 7965
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ADVERTISING

GARY COOPER PROMOTIONAL POSTER | 7935

SURE YOU KNOW ME NEW YORK DAILY NEWS ADVERTISEMENT | 1954

30



MEN’S SHEEP-LINED COATS ADVERTISEMENT | 7926
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ADVERTISING

IN PEACE OR WAR NACY'S COUNTER CARD | 7945

RIN TIN TIN JACKET BOYS' OUTFITTER MAGAZINE ADVERTISEMENT | 1957
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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.



CATALOGS

OUTDOOR GARMENTS CATALOG | 7930

LEADERS CATALOG | 7978
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CATALOGS

GOLDEN FLEECE CATALOG | 1940

FLIGHT DECK U.S.A. CATALOG | 7997
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CATALOGS

TRAINS CATALOG | 2009

PIPES CATALOG | 1977
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CATALOGS

SPECIAL EDITION CATALOG | 2008

THE GOLD STANDARD CATALOG | 7956
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CATALOGS

(TOP TO BOTTOM) THE RIGHT MOVE CATALOG | 7968, IN THE CLOUDS CATALOG | 1957

(TOP T0 BOTTOM) CONEY ISLAND CATALOG | 2009, METROPOLIS CATALOG | 2006
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CATALOGS

CAPTAIN CATALOG | 7952

OUTERWEAR FOR REAL PEOPLE CATALOG | 1998
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CATALOGS

THE MOST EXCITING LINE CATALOG | 7960

FROST KING CATALOG | 1970
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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.



MEDIA

COMPLEX MAGAZINE | 2001

NORDSTROM CATALOG | 2008
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PLAYBOY MAGAZINE | 1963
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MEDIA

NEW YORK TIMES NEWSPAPER | 7960

OUTSIDE MAGAZINE | 2003
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MEDIA

XRAY MAGAZINE | 2005

SPORTSWEAR INTERNATIONAL MAGAZINE | 7999
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MEDIA

NEW YORK TIMES NEWSPAPER | 1963

MEN'S WEAR MAGAZINE MAGAZINE | 1964

62



MEDIA

ANTENNA MAGAZINE | 2008

BARNEY'S CATALOG | 2006
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MEDIA

CARGO MAGAZINE | 2003

FLIGHT JACKET MAGAZINE | 1992
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SPORTS ILLUSTRATED MAGAZINE | 1959
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MEDIA

EVENT FLYERS
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FRONT AND BACK COVER RULEVILLE PLANT BLUEPRINT DETAIL | 7956
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