
“It all began in 1997 at Cafe Lulu, in downtown San Diego,” explains 
Alphanumeric’s creative director, Alyasha Owerka-Moore. “A bunch us of 
were meeting with regards to putting together a documentary, and Mike 
Alesko of International News approached me with an idea that he and I 
had been bouncing around prior to leaving New York. The concept was an 
all-encompassing youth lifestyle brand that also focused on self-education 
(meaning, the personal pursuit of knowledge, be it institutional or other).”
	 The concept worked, and when A# launched in 1998 it was an instant 
success. With a tight logo, a clean ad campaign, a solid and diverse team 
and a product line that was ahead of its time (selvedge denim, for example) 
the brand enjoyed rapid growth and set, rather than followed, the trends.
	 “We wanted to provide a complete range of apparel, from socks to 
outerwear and everything in between,” says Alyasha. “A brand that could 
sell denim and legitimate technical outerwear at the same time, all the while 
trying to make a statement as opposed to insulting the intelligence of the 
consumer or forcing branding down their throats. We wanted to prove that 
kids in general have more than one interest.”
	 A# crossed the boundaries and appealed to the kid that was into 
skating, snowboarding, surfing, BMX, import tuning, etc....and vice-versa. 
Instead of targeting a specific genre, they realized that not everything is 
always so black and white. The original crew who came out of those early 
meetings consisted of people like Mirko Mangum, Damon Morris, Salema 
Masekela, Omar Quiambao, Saviour Sanquiche, Asaud Auguste, Lisa Tsuida 

and Mike “Mikey Irons” Alzona. Although most of the early heads moved on 
after the company disbanded, Mirko and Alyasha recently reassembled a 
few of the key players to bring it back to life.
	 “Mirko and I ran into each other at Magic last summer,” Alyasha 
recalls. “Interestingly enough, several people had mentioned to both of us at 
different times during the show that they thought it would be good timing for 
Alphanumeric to make a re-appearance in the market. Later, we connected 
back in SD, sat down and decided we could and should do it. Mirko was 
the original sales manager when we first launched. Mark Cruz was one of 
the DJs we sponsored back then and is now the art director. Danny Reyes 
interned for us and is now the senior designer. Danny Wallace was the first 
Am we sponsored and is presently the team manager.”
	 Immediately, A# has re-introduced a full range of cut and sew pieces 
to the marketplace, with hopefully more products to follow down the road. 
For those of us who remember the A# aesthetic, it’s good to see them back 
in action. Working with a skeleton crew and a shoestring budget will limit the 
growth on the snow side of things for now, but Alyasha expresses that their 
hearts are in the right place. 
	 “We really, really want to launch an outerwear program, but at pres-
ent we don’t have the budget to build a snow team (with pros at least). 
However, we have been building some new outerwear samples.”

Check out www.alphanumericbrand.com for more info. 
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Few brands have an “E! True Hollywood” 
rise and fall style story like Alphanumeric 
does. From their humble beginnings as 
a creative group of like-minded individuals 
who built a brand based on originality, 
they evolved into a multi-million dollar 
apparel powerhouse that got too big 
to for its own good and eventually fell 
to pieces. It’s often said that all good 
things must come to an end, but in 
Alphanumeric’s case, their good thing 
now has a brand new start. 


