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ON FASHION

If you have reasonable doubt that 
your own clothes will survive a 
few dozen wash cycles, there’s a 

new kid on the block that wants to 
change the way you think your t-shirt 
should hold up. The embroidered lion 
at the bottom of the t-shirt says it all:  
fierce, determined and committed 
to quality in a mass-manufactured 
world of poor fabrics and cheap 
screen print solutions.

Shaun Burkowski, known by his 
moniker Shaun B, is the founder, 
visionary, and able spokesman 
behind Vintage Limited Clothing , a 
Baltimore and Atlanta-based urban 
apparel brand that is breaking out 
with limited edition t-shirts and a 
strong focus on products that pass 
the test of time and the rigors of 
customary wear. Along with his 
partner Eric Nine, who represents 
the Atlanta area, he hopes that even 
in this present economic downturn, 
there are st i l l  style -conscious 
consumers left who yearn for a 
product that hold up longer than 
the market trends that make them. 

This is no Von Dutch, Affliction, 
Ed Hardy, or any number of fly-by-
night, take-the-money-and-run 
schemes in which label recognition 
far exceeds actual quality. The 
name Vintage Limited Clothing was 
selected with serious forethought 
to longevity, a nod to the golden 
days when collectible tennis shoes 
were a hobby, and churning out big 
profit was something your daddy 
did (and I don’t mean Puffy).

“Since the anti-commercialism 
movement is pretty much what the 
underground is formulated around, 
it’s only fitting that our products 
share that same niche market,” said 
Shaun B. “Small audiences mean 
greater attention to detail and less 
attention to the bottom line.”

Shaun B is no newcomer to the 
urban terrain where he’s staging 
h is  c lo th ing coup d ’état.  The 
Parkville, Md., resident is a long-
time underground music producer, 
having done spots for MTV’s “Road 

Rules” while producing a variety of 
tracks for unsigned hip hop artists. 
His album “SOTSA” was named a 
compilation album of the year by 
sphereofhiphop.com when it was 
released in 2004, and he’s worked 
with artists who’ve played with 
everyone from P.O.D. and Cypress 
Hill to James Brown. 

While he could be accused of 
jumping on the same train, Shaun 
B claims that his engine pushes 
along a different track.  After three 
years of intensive textile research 
in domestic and overseas markets, 
Shaun B believed he could create 
top-notch t-shirts heavier than your 
average cotton variety so you don’t 
accidentally catch your skin color 
seeping through the print. 

He eventual ly  int roduced a 
first series offered up in three 
basic colors for men and two art 
prints in May, 2007. The result has 
been hand-stitched “works of art” 
made from premium fabrics, with 
raglans featuring the Vintage name 
emblazoned on the chest in a classic 
cursive script with embroidered 
logos.  A graphic designer and artist 
by trade, Nine is the force behind 
the two designs toasting the graffiti 
movement. Subsequent products 
have included a wool/poly blend 
baseball cap and a limited run black 
hoodie with a silver foil filigreed 
lion’s head, compliments of Nine as 
well. All shirts are pressed in limited 
runs and are hand numbered on the 
tags to ensure that the customer is 
getting his money’s worth. In the 
past, Shaun B, true to his roots, 
has even run promotions in which 
every order received a limited mix 
tape CD he produced. 

Vintage Clothing Limited might 
best be described as a new clothing 
line combined with a critique of 
pop culture.  If there is one thing 
the hip hop genre does better 
than all other genres combined, 
it is cornering luxury markets. Big 
chains, baggy pants, triple-X t-shirts, 
cars, even alcohol have translated 

into big bucks for those enterprising 
individuals lucky enough to grab at 
it early on. Yet, Shaun B thinks that 
stereotypes about hip hop fail to 
identify themselves as easily when 
it comes to the reality and reach of 
the genre.

“I think at one time, maybe in 
the late ‘80s and ‘90s, you could 
tell if someone was hip hop by 
their labels,” he said.  “If you saw 
someone wearing an Ecko shirt, or 
a FUBU jacket, or Rocawear jeans, 
then you automatically associated 
them with hip hop. Nowadays, hip 
hop is part of a larger culture, and 
because of that, it encompasses 
much more than a certain look.”

The two-man operation also 
means there is no art department 
to draw up the designs. It only 
makes sense that the guys with 
their ears closest to the streets the 
underground rages beneath are 
the ones who make the decisions. 
It starts with Nine brainstorming an 
idea and handing it over to Shaun 
B. The two then pore over logistics, 
including colors, cost and materials, 
subjecting each potential shirt to 
severe scrutiny long before any 
artwork. It gives the guys the kind 
of freedom and pace that larger 
companies might not have. Some 
of the newer designs have actually 
been around for some time before 
they were produced.

Yet in an economy where survival 
is more important than ever, how 
does a start-up like Vintage remain 
viable? 

“Fashion is probably hit the hardest 
because it’s not a necessity. Guys 
like us take a beating because our 
profit margins are so small and our 
consumer base is a tiny fraction 
of the big box retail chains who 
themselves take a beating as well,” 
Shaun B. said. “I’ve seen a lot of 
companies go out of business. It’s 
all about being smart with your 
finances and not cutting yourself 
short when you need it the most.”

For now Shaun B continues selling 
from his website and managing 
a handful of accounts. He does 
all the shipping from his home 
and personally runs each order 
to the local post office.  No big 
distribution contracts here.  This 
past year, he even had a retailer as 
far away as Russia put in an order 
for a few hundred shirts. Time will 
tell if the loyal and finicky crowd 
he’s marketing to becomes more 
mainstream, a problem which 
would in all likelihood require him 
to rethink a sales strategy that keeps 
runs from a few hundred ballooning 
into requests for a few hundred 
thousand. A happy predicament 
for sure.

For more information visit 
www.vintagelimited.com
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