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sales up yet aerie closes shops
Even though Aerie, the intimates division 
of American Eagle Outfitters (AEO), has 
been outperforming recently, its parent 
plans to close an additional 20 lingerie 
shops in 2015, continuing a process that, by 
the end of the year, will have cut the total 
number by about half since the end of 2011. 
At the end of that year there were 158 Aerie 
stores; by the end of 2015 there will be about 
81.

Sales at Aerie rose 13% in its fiscal fourth 
quarter, as well as 6% for the full year ended 
January 31, 2015. Meanwhile the parent 
company reported only a 2.6% rise in annual 
income to $88.787 million on lower sales of 
$3.283 billion compared to income of 
$82.983 million on sales of $3.306 billion for 
the year ended February 1, 2014.

“Aerie had an outstanding quarter com-
pleting a breakout year,” explained Roger 
Markfield, executive creative director at 
AEO. “While we saw a good strength 
across the business, some of the best cate-
gories were intimates, PJ’s and soft bot-
toms.” In another part of the conference call 
to discuss the most recent results, Markfield 
added, “Aerie has tremendous runway 
ahead, as a truly different and real intimates 
brand. I would like to end by thanking the 
entire team of AEO. Everyone came togeth-
er to end 2014 on a very positive note. We 
will all continue to work hard to see that 
momentum carry into the future.”

Despite the strong performance of its 
intimates, compared to its women’s and 
men’s apparel, AEO noted in its 2014 annu-
al report that Aerie represents a declining 
portion of the company’s overall business, 
only approximately 8% as of January 31, 2015, 
down from about 9% as of February 2, 2013. 
The company also confirmed it plans to 
close, in fiscal 2015, about 20 Aerie stores, 
dropping the total from 101 at the end of 
January, to about 81 by the end of this year. 
At the end of fiscal 2011 the company oper-
ated 158 Aerie stores, but closed 7 in 2012, 29 
in 2013 and 21 in fiscal 2014.

AEO sells its Aerie products on line and 

in some of its apparel stores in addition to 
its lingerie specialty shops. And the compa-
ny seems focused on generating profits from 
the lingerie by opening shop in shops and 
smaller side by side shops, even while 
decreasing the overall square footage devot-
ed to Aerie.

Simon Nankervis, EVP, global commer-
cial business, said in the conference call, 
“We doubled our side by side fleet last year. 
We doubled the square footage. We actu-
ally reduced the total square footage in 
Aerie.” But he added, “we were able to 
retain over 80% of the revenue on incremen-
tal profitability. So, we see the strategy 
being very, very profitable for the company 
and its something that we’re focused on 

expanding over the next two years.”
According to a chart provided to inves-

tors, the total amount of store selling space 
devoted to Aerie peaked at the end of 2011 at 
623,862 square feet, but has since dropped 
to 396,291 square feet as of the end of 
January.

Despite the continued pace of Aerie store 

closings this year, Mary Boland, chief 
administrative officer and CFO said, in the 
conference call, that the company is “really 
excited about the opportunity” it has with 
the brand, explaining, “There is certainly 
wide space for this customer that we see, we 
think that there is certainly opportunity 
leveraging the box, leveraging AE, they are 
big brands, they have a huge customer base 
and we speak to the same girl. So certainly 
by doing so, opening up the side by side 
stores, the shop within shop opportunities, 
we are seeing nice leverage on the square 
foot base there, reducing obviously the 
square foot where we had some bigger 
standalone stores.”

Boland continued, “We launched several 
product categories this year and one being 
that has been a huge success in bras, the 
Sunnie bra. That bra is winning over so 
many customers and we are thrilled and we 
are going to leverage that going forward. 
And then undies, those two categories are 
just amazing for us and certainly the roots of 
the business. But I think what we have seen 
going forward is there is opportunity in 
other categories. For instance in holiday, 
we leverage PJs and sleep, and also the gift-
ing category.”

A full transcript of the conference call can 
be found here: http://seekingalpha.com/
article/2974146-american-eagle-outfitters-
aeo-ceo-jay-schottenstein-on-q4-2014-re-
sults-earnings-call-transcript

store closings at frederick’s
The recent statement from its COO that 
Frederick’s of Hollywood is in the process 
of reducing the number of retail locations to 
around 60 is but one of several important 
changes that have occurred since the once 
publicly trade firm was taken private last 
May. A count of the stores listed on the 
company website indicate about 82 store 
are now in operation, down from 94 last 
May and 135 as of February, 2008.

In July, CEO Thomas Lynch left after 
about five and a half years at the company 
and after it had been announced he was 
going to remain with the firm for three years 
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after it was taken private.
In going private, Frederick’s was acquired 

by Harbinger Group Inc., which, at the 
time, was controlled by billionaire Philip 
Falcone. But at the end of 2014, Falcone 
announced he was leaving Harbinger, and 
not long after Harbinger disclosed in a 
SEC filing that “we changed the strategic 
direction of Frederick’s” saying this “was the 
direct result of the resignation of the 
Company’s CEO,” adding that the depar-
ture “triggered goodwill and intangibles 
impairment tests. The tests resulted in total 
impairments of $60.2 million to goodwill 

and the intangible assets.”
Bill Soncini, now COO at Frederick’s, 

reported the current store closings in a 
recent interview with The Wall Street 
Journal, adding that Great American 
Group is handling going-out-of-business 
sales at the locations that are being elimi-
nated, and that “These stores should have 
been closed years ago.” Soncini did not 
respond to telephone and email request for 
further clarification about all the changes 
and future direction.

Harbinger, now known as HRG Group 
Inc., is a large holding company which reg-
istered $5.96 billion in sales for the 12 
months ending September 30, 2014. 
Operations include insurance, capital asset 

management, consumer products and ener-
gy. Before it went private, for the 12 months 
ending July 27th, 2013, Frederick’s reported 
$86.5 million in sales.

monahan exits party king
Sean Monahan, founder and CEO of LRS 
Apparel, Ltd., has announced his “resigna-
tion from the day to day operations of the 
company effective 3/20/15.” The company 
includes both Raveware Lingerie and Party 
King Halloween apparel.

In an email to BODY, Monahan “cited 
family reasons as the main reason for his 
departure.” He added that “No replacement 
has been named at this time.” The executive 
formed the company “over five years ago.” 
Prior to LRS, Monahan had been a sales 
executive at Fantasy Lingerie.

ck spurs growth at pvh
PVH Corp. reported a dramatic rise in 
earnings for the year and fourth quarter 
ended February 1, 2015. And, in a confer-
ence call to discuss the results, CEO Manny 
Chirico spent much time discussing the 
contribution, over the past year and going 
forward, of the Calvin Klein brand and 
underwear.

PVH had earnings of $438.9 million on 
sales of $7.849 billion for the year, com-
pared to earnings of $143.4 million on sales 
of $7.806 billion for the 12 months ended 
February 2, 2014. In the fourth quarter the 
company earned $51.5 million on sales of 
$1.973 billion compared to a loss of $37.6 
million on sales of $1.954 billion for the 
same period last year.

In announcing the results the company 
noted that “Revenue in the Calvin Klein 
business for the quarter increased 6% on a 
constant currency basis (increased 2% on a 
GAAP basis) from $688 million in the prior 
year’s fourth quarter. Calvin Klein North 
America revenue increased 13%, driven by 
growth in the wholesale businesses, cou-
pled with square footage expansion in com-
pany-operated retail stores. The underwear 
business experienced strong momentum in 
the department store channel and helped 
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fuel the overall growth in the wholesale 
business.”

PVH reported the total earnings for the 
Calvin Klein segment of its business, before 
interest and taxes, for the most recent year 
were $344.3 million compared to 106.3 mil-
lion for the year ended February 2, 2014. 
Calvin Klein segment earnings (before 
interest and taxes) for the North American 
portion of its business last year were $225.5 
million compared to $167 million.

Total world wide net sales for the Calvin 
Klein segment were $2.859 billion (and 
$1.551 billion for North America) for the 
year ended February 1, 2015 compared to a 
total of $2.767 billion (and $1.473 billion in 
North America) the year before.

In the conference call, Chirico empha-
sized that the Calvin Klein growth is “really 
being driven by outsized performance of the 
underwear business.” He said that men’s 
underwear is the bigger factor, but added 
“women’s also coming on very strong and 
really enhancing the overall brand presenta-
tion has been a big winner for us.”

In reporting the results, PVH also revealed 
Calvin Klein, “North America retail compa-
rable store sales were relatively flat as a 
result of the highly promotional retail envi-
ronment during the holiday period. Calvin 
Klein International revenue decreased 2% 
on a constant currency basis (decreased 8% 
on a GAAP basis) compared to the prior 
year. Calvin Klein International retail com-
parable store sales declined 7%, as anticipat-
ed, largely due to a decrease in Asia result-
ing from the timing of the Chinese New 
Year, as the fourth quarter of fiscal 2014 did 
not include a Chinese New Year, while the 
fourth quarter of fiscal 2013 did.”

Looking ahead at the first quarter of 2015, 
Chirico explained in the conference call that 
in North America, comparable Calvin 
Klein store sales “are running on plan up 
low single digits. We are seeing strong sales 
in our domestic permanent population 
stores, while our stores located in interna-

tional tourist destinations like Miami, 
Orlando, New York and Las Vegas are 
feeling the pressure from the weaker inter-
national tourist traffic.”

Outside of the U.S., he noted, “significant 
improvement in our international sales 
trends. Retail comp store sales are running 
ahead of plan in the first quarter and trend-
ing up high single digits in Asia with par-
ticular strength in China and South East 
Asia. We are also seeing high single digit 
increases in our European businesses on a 
comp store basis, so both regions really are 
performing much stronger for us. In Europe 
the CK wholesale business continues to 
improve with our 2015 spring and fall order 
books, excluding Russia up about 10% over 
the prior year.”

During the conference call, Chirico spent 
time discussing techniques of promoting 
the flagship brand. “Our Calvin Klein jeans 
and underwear marketing initiatives have 
focused on reaching new consumers over 
the last 12 months. We have increasingly 
invested in and focused on our digital out-
reach through our #My Calvin Klein’s cam-
paign and our subsequent extension of that 
campaign with our spring 2015 Calvin Klein 
jeans and other wear campaign featuring 
Justin Bieber and Lara Stone which 
launched in January. We have seen a signifi-
cant increase in the number of fans since the 
launch and we have generated well over 30 
million fan interactions to-date.” He added 
that a Twitter campaign featuring Bieber 
helped to more than double web traffic at 
CalvinKlein.com, and create “over $350 mil-
lion of publicity value” for Calvin Klein 
underwear and jeans.

In discussing Calvin Klein underwear, 
Chirico pointed to “significantly improved 
and elevated packaging” and the launch of 
two global products, Intense Power and 
Air FX for spring 2015. Both “have seen very 
promising initial selling results.” The 
Intense Power featured Justin Bieber as its 
model and “has sold well at retail.” The Air 
FX line is performance underwear.

“In the U.S. over the last six months our 
men’s and woman’s businesses have picked 
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up market share across the department 
store landscape. Average unit retails con-
tinue to be up about 10% year-over-year 
driven by full price selling of the new prod-
uct launches. Overall underwear sales are 
running up high single digits at retail in the 
first quarter.”

He also noted that “In Asia we continue to 
see great performance on the elevated Black 
Label product across both men’s and wom-
en’s. Our women’s bra business in Asia 
continues to outperform every other region 
and the Perfectly Fit collection for women 

is ranked as the number one or number two 
performing collection in all key Asian 
regions. Overall sales in the first quarter are 
running up high single digits at retails.”

The complete PVH conference call can be 
found at: http://seekingalpha.com/
article/3031746-pvh-pvh-ceo-manny-chirico-
o n - q 4 - 2 0 1 4 - r e s u l t s - e a r n i n g s - c a l l -
transcript?page=1

aerie for yellowberry
Aerie launched, at the end of March, Aerie 
for Yellowberry, a nine piece “collaborative 
bra collection for girls 11 to 15” announced 
the company, which is the intimates divi-
sion of American Eagle Outfitters.

Yellowberry, founded by Megan Grassell 

(now 19 years old), with a Kickstarter fund-
raising campaign in 2013, is an independent 
producer of bras for the same audience. It 
currently offers 28 bras on its own website.

The Aerie for Yellowberry collection is 
offered exclusively on the Aerie website. Six 
bras retail for $34.95 and three for $29.95. Six 
are 90% cotton and 10% spandex; the rest are 
82% nylon, 13% poly and 5% spandex and fea-
ture a racerback design. Solid, striped and 
polka dot versions are offered, in a range of 
soft colors. The bras are “Sized for our lil’ 
sisters!:” Youth S, Youth M, Youth L and 
Youth XL. All are lined and provide full 
coverage with no tags or clasps. The three 
styles are named Lil’ Sis, Fresh Picked and 
Freebird. Aerie informs that the bras are 
imported and should be hand washed.

“This is the perfect sisterhood for two 
brands, supporting the common belief that 
every girl should be confident and comfort-
able, embracing their real self,” declared 
Jennifer Foyle, Aerie brand president, at the 
launch. “Aerie is pleased to announce that 
proceeds from Aerie for Yellowberry will 
support the entrepreneurial spirit of Megan 
and Yellowberry and see that its message of 
positive body image continues to spread.”

Grassell announces, on her own 
Yellowberry website, her goal is to “build a 
bra that is unique and colorful, made for all 
girls who love and enjoy their youthful, yel-
low stages in life.” Elsewhere she explains 
that “Before a fruit is fully ripened, it is just a 
yellow berry.”

The bras on Yellowberry’s own site are all 
made in the U.S., retailing for $29.95 to 
$42.95. These bras are more elaborately 
designed and colored than those on the 
Aerie site.

While Yellowberry’s own products are cur-
rently only available in its own web store, the 
Aerie announcement stated, “Certain strate-
gic partnerships will make available new 
lines of product in the near future.”

sec docs: peek inside peekay
Peekay Boutiques, Inc., the adult chain that 
became a public company this February, 
expects to expand from its current fleet of 
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47 stores “at a rate of 8-15 stores per year, resulting in 114 stores by the 
end of 2019.” That information, including the fact that its sales rose 
to $39.449 million in fiscal 2013 (and $29.367 million for the first nine 
months of 2014) and much more can be gleaned from an examination 
of various documents recently filed with the SEC.

In 2013 the company reported a full year loss of $2.577 million, and 
for the first nine months of 2014, a loss of $2.704 million (compared 
with a loss of $1.932 million on similar sales of $29.138 million in the 
first nine months of 2013). For 2012 the company reported a loss of 
$910,000.

In its going public announcement in mid-February the company 
explained, “Christal’s Acquisition, a subsidiary of Peekay, completed 
its reverse merger with Peekay on December 31, 2014.” Shares in 
Peekay are held by a few investors, but are eventually expected to be 
quoted on the OTC Bulletin Board under the symbol PKAY.

Currently about 20 of the stores are in Washington (where its 
executive offices are located in Auburn), 14 in California and five in 
Texas with the rest in Tennessee, Oregon and Iowa. Peekay oper-
ates under a number of store names including: Lovers, A Touch of 
Romance, ConRev and Christal’s. The varied retail entities were 
consolidated into a single unit over the last few years, with the 
assembled chain taking on the Peekay corporate name earlier this 
year.

Lingerie makes up “approximately 17%” of sales, “including brands 
such as Dreamgirl, Coquette, Escante and Rene Rofe” according to 
the company. “54% of our sales” are in the area of “personal items,” a 
list which includes “massagers, vibrators,” under brand names “such 
as Jimmy Jane, Pipedream, We Vibe.” 29% of sales are “gift items” 
which the company said ”include personal lubricants, apothecary, 
candles, condoms and sensitizers and desensitizers.”

In discussing its plans to expand, Peekay noted in a 2014 filing that 
“in fiscal 2014, we will have opened 6 new stores with a seventh store 
under construction,” adding that during that year “the average invest-
ment required to open a typical new store was approximately 
$250,000. Our continued expansion places increased demands on 
our financial, managerial, operational, supply-chain and administra-
tive resources.”

Peekay admits “Our continued and future growth largely depends 
on our ability to implement our long-range strategic and financial 
plan and successfully open and operate new stores on a profitable 
basis.” But in assessing the various risk factors it faces it concedes, 
“We have a significant amount of indebtedness. As of September 30, 
2014, our total debt was approximately $52 million.” Much of the 
debt was incurred in purchases of stores as it assembled the chain.

Peekay explains, “Subject to the limits contained in our existing 
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debt instruments, we may be able to incur substantial additional 
debt from time to time to finance working capital, capital expendi-
tures, investments or acquisitions, or for other purposes. Due to the 
capital intensive nature of our business and our growth strategy, we 
expect that we will incur additional indebtedness in the future. If we 
do so, the risks related to our high level of debt could intensify. 
Specifically, our high level of debt could adversely affect our financial 
condition” in a variety of ways.

Peekay noted that $38 million of its debt “is under a credit facility 
that has a term expiring on December 27, 2015. Substantially all of 
our assets are pledged as collateral for outstanding borrowings 
under this credit facility. Outstanding borrowings under this facility 
and other unsecured notes bear interest at rates ranging from 9 to 
15%.” The company added, “We needed to obtain waivers from our 
secured lenders of our leverage ratio and minimum liquidity cove-
nants and will likely require additional waivers of covenants in the 
future. If our secured lenders do not provide such waivers and if we 
are unable to refinance our secured debt on terms favorable to us, we 
could default on such debt, which would have potentially material 
adverse consequences.”

“During the nine months ended September 30, 2014, we obtained 
(Continued on page 13)

news
(Continued from page 11) 



two covenant waivers through amendments 
to our financing agreements with our 
secured lenders, dated March 31, 2014 and 
September 30, 2014. We expect that we will 
need covenant waivers in future periods, 
and, on December 16, 2014, we received 
waivers of the leverage and minimum cash 
covenants for the quarters ended December 
31, 2014 and March 31, 2015. There can be no 
assurance that we will be able to obtain 
additional waivers.“

In discussing its operations, Peekay said it 
has 5,000 SKUs and buys from about 70 
vendors. Among its top 20 vendors, its larg-
est supplier accounts for 6.5% of its pur-
chases, the smallest, 1.3% of purchases.

In discussing the size of its overall market, 
Peekay noted that “While determining the 
total annual sales of sexual wellness prod-
ucts in the U.S. is difficult, in 2010 INSEAD 
valued the total market at $884.65 million. 
Recent surveys substantiate the strong 
demand among U.S. consumers for sexual 
wellness products and predict significant 
growth into the future. (INSEAD is busi-
ness school located in France, Singapore 
and Abu Dhabi).

Looking ahead, Peekay will consider addi-
tional acquisitions as part of its expansion 
efforts. “Our market is primarily made up of 
small, regional players and represents a sig-
nificant opportunity for expansion of store 
footprint through both greenfield store 
development in new markets and targeted 
acquisitions. Many regional and e com-
merce companies exist both domestically 
and internationally. Acquisitions would 
allow us to quickly expand our geographic 
footprint into new and adjacent markets.”

Peekay said it seeks “to locate stores pri-
marily in or near centers with major nation-
al brands and regional brands such as 
Target, Walgreens, TJ Maxx, Sally Beauty 
Supply, Starbucks and others,” and added 
that “We balance our store expansion 
between new and existing marketplaces. In 
our existing marketplaces, we add stores as 
necessary to provide additional coverage. In 

new marketplaces, we generally seek to 
expand in geographically contiguous areas 
to leverage our experience. We believe that 
our knowledge of local marketplaces is an 
important part of our success.”

In analyzing its own place in the market, 
Peekay stated, “Our major competitors for 
our lingerie, women’s wellness and sexual 
health products include Adam & Eve, Ann 
Summers, Pure Romance, Pleasure Chest, 
Kiss & Tell and Romantix. For our lingerie 
products, we also compete with traditional 
department stores such as Macy’s and 
Nordstrom and specialty stores such as 
Victoria Secret and Frederick’s of 
Hollywood. The online businesses of the 
aforementioned retailers as well as pure play 
e-commerce business such as Amazon are 
also competition. Our competitive advan-
tages are the quality and assortment of 
merchandise and services, our value propo-
sition, the quality of our customers’ shop-
ping experience brought about as the result 
of our knowledgeable and welcoming sales 
personnel and the convenience of our stores 
and website as a one-stop destination for 
lingerie, women’s wellness and sexual 
health products.”

The adult retailer revealed that “As part of 
our change in merchandising strategy to a 
“wellness” focus, we have discontinued our 
visual category, which constitutes video 
sales (a lower margin product not targeted 
at our key demographic).”

Lisa Berman is CEO and president of 
Peekay. Prior to starting at the retailer, she 
was CEO at Jimmyjane, and The Picture 
People, formerly a subsidiary of Hallmark 
Cards. In addition, earlier in her career she 
was an executive at Limited Stores, Pottery 
Barn, Guess, and Victoria’s Secret. Bob 
Patterson became the COO on December 
31, 2014. Prior to joining Christals 
Acquisition in October 2012, “Patterson 
spent four years as an operating partner for 
private equity with Blacksteet Capital, 
Parallel Investment Partners and MARS.”

48th peekay open in march
Peekay Boutiques, Inc., the adult products 
store that became a publicly trade company 
in February, opened its 48th retail location 

(and its 17th in California) in Valencia. The 
chain, which operates stores under various 
names including Lovers, ConRev, 
Christal’s and A Touch of Romance, used 
the latter name for this location.

The 2,200 square foot shop is at 26230 
Bouquet Canyon Road and will have its 
grand opening, “featuring giveaways, spe-
cial offers and informational sessions from 
product vendors,” on April 11, 2015 accord-
ing to the company announcement.

According to its recent SEC filings, linge-
rie makes up “approximately 17%” of sales 
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overall, and in recent years “the average 
investment required to open a typical new 
store was approximately $250,000.”

exquisite form expands
Exquisite Form, a venerable Vanity Fair 
brand that has been around since the 1940’s, 
strengthened and consolidated its position 
with U.S. retailers over the past year, and 
will soon be offering additional styles and a 
new shapewear segment.

Key to the resurgence was the takeover, in 
early in 2014, of the distribution and market-
ing of the line by BL Intimates, the firm 
that has been and continues to handle those 
duties in Canada. BL Intimates, a joint 
venture of Fruit of the Loom and Lamour 
Hosiery since 1998, operates full service 
distribution centers in both Montreal and 
Valdese, NC.

“Our partners are very happy to have the 
brand back and core styles unchanged,” 
explained Sarah Goldenblatt, account man-
ager. “The Exquisite lady is loyal and tradi-

tional. Continuing to serve her means never 
straying from our brand commitment of fit, 
durability and quality.” According to the 
executive, Exquisite Form “is now selling 
through over 800 stores” in North America. 
“Every member of the team, from produc-

tion to in-store sales associates, is excited 
and pleased to be selling the brand again.”

Exquisite Form is already sold in a “net-
work of 100 independent boutiques across 
the country,” Goldenblatt continued, not-
ing that “our key brick and mortar partners” 
are Sears and Boscov’s. “The brand also 
sells via catalogue and online partners at 
Amerimark, Full Beauty Brands and 
National Wholesalers.”

In addition accelerating deliveries and 
building inventories of the existing lines, 
Exquisite Form is now also adding new 
styles. “We have two new and very exciting 
launches occurring in Fall 2015. We will be 
adding a Plush Lined Comfort Bra to the 
collection and Exquisite Form is expanding 
into shapewear! We are very excited about 
the shapewear expansion. This is an oppor-
tunity to further service our customers 
needs and to expand the business with our 
retailers. The Exquisite Form Everyday 
Shapewear Collection will offer the same 
full coverage of our Exquisite Form bra line 
while offering an all day, easy to wear, qual-
ity garment. A collection specifically 
designed for the lady who is looking to 
‘Celebrate Her Shape, Not to Change It.’”

Contact Sarah Goldenblatt at 
SGoldenblatt@blintimates.com and toll 
free at 877-270-2731 x 118.

nightlift: new sleep bra
One exhibitor that provoked a good deal of 
interest and conversation at the recent 
Curvexpo in New York was NightLift, 
showing a bra, babydoll and bra-camisole, 
all specifically designed by a plastic surgeon 
to provide maximum support for the breasts 
during sleep.

NightLift first went on sale to the public 
in December, 2014, and the New York 
Curvexpo in February was the first time the 
product had been exhibited at a trade show.

Randal Haworth, MD, FACS, who has 
maintained a private practice in Beverly 
Hills for 20 years, was on hand to explain 
and demonstrate the advantages of the bra. 
He was joined by partner Martin Terzian 
who is in charge of the sales effort and 
working with retailers and representatives.

In its sales documents, NightLift 

describes itself as “the first and only sleep-
wear collection specifically designed to pro-
tect the breasts and décolletage during 
sleep. It does this by helping prevent breast 
sagging and drooping over time by keeping 
the breasts perfectly immobile (but always 
in total comfort).”

Dr. Haworth told BODY at Curve that 
his invention, which required 47 prototypes 
to perfect, is a “bra for each breast as 
opposed to a bra for both breasts.”

According to the company’s description, 
“In his years of private practice, Dr. 
Haworth observed that his patients who 
were wearing a bra to bed had firmer, 
perkier breasts and smoother, less wrinkled 

décolletages than those who were not. Yet 
looking at traditional bras, he realized they 
did not offer the correct kind of support if 
the wearer is lying down.”

Thus, according to the surgeon, the so-
called sleep bras currently on the market do 
not provide sufficient function. Rather such 
a bra has “just tags on it that say sleep bra.”

According to NightLift, Dr. Haworth’s 
“first goal was to deconstruct conventional 
notions about brassiere technology and re-
envision the bra from the ground up. He 
understood that an effective night bra needs 
to support the breasts from the sides and 
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not from below. Adding to his challenge, 
Haworth was determined to provide this 
unique support without 
the help of a uncomfort-
ably constricting under 
wire or overly compres-
sive material as seen in 
many modern sports 
bras. He wanted this 
revolutionary garment 
to be like a second skin, 
comfortable and seduc-
tively appealing.”

According to the com-
pany, “Cooper’s liga-
ments, connective tis-
sue, and even the skin 
itself are what hold the 
breasts in position. 
These tissues are like 
rubber bands in that 
once they stretch out, 
there’s little anyone can 
do aside from surgery to 
tighten and elevate the 
breasts back to their original youthful 
appearance. So the key to keeping breasts at 
their best with a smooth décolletage is to 
prevent stretching and drooping in the first 
place.”

“Though brassiere design has been per-
fected over the decades,” the statement con-
tinues, “its basic function is to provide verti-
cal support which solely protects the breast 
from gravity’s downward pull while in an 
upright position. Unfortunately, it does 
very little to protect the breasts when the 
wearer is lying down when gravitational 
stress is lateral (i.e. side to side).”

According to NightLift, “Back sleeping 
nude means that a woman with a C cup or 
larger will have her breasts fall outward and 
sideways into her armpits. While wearing a 
regular bra is better than nothing, stretch-
ing and splaying are still going to occur.” In 
addition, “side sleeping nude means that the 
top breast on a woman with a C cup or 
larger will sag and compress [the] bottom 

one while etching deep wrinkles into the 
décolletage. While wearing a regular bra 
offers some support, the breasts will still 
stretch and distort and wrinkle the décolle-
tage.”

Wearing NightLift “sleep support lingerie 
while sleeping on your back means that 

even those with a C cup 
or larger will have each 
breast supported individ-
ually – firmly in place but 
in maximum comfort too 
– so that neither will move 
or stretch.’”

Moreover, the company 
explains, “Side sleeping in 
NightLift sleep support 
lingerie means that even 
for those with a C cup or 
larger, each breast will 
stay separate and in place 
without distortion or cre-
ating deep, unattractive 
creases in the décolle-
tage.”

As Dr. Haworth sum-
marized at Curvexpo, 
“just because they are 
going to sleep their 

breasts are not going to 
sleep.”

He emphasized that his 
bras “have no under wire. 
They do not rely on bind-
ing or compressive tech-
nology. He added that he 
believes that “under wire 
is a cheat”when it is used 
in bra design. His sales 
literature claims 
NightLift is “nothing less 
than a total reinvention of 
bra functionality as a 
solution for sag preven-
tion.”

On the NightLift web-
site, bra styles retail for 
$98, and are available in 
black, cream and lace ver-
sions. A babydoll with 
lace cups retails for $128, 
and a black camisole design is also $128. A 

matching floral lace thong retails for $18 
and a seamless boy short in either cream or 
black is $18.

Sales manager Terzian can be reached at 
(212) 203-1680 or martint@pacificgrp.com.

wood expands lounge
Wood Underwear has again expanded its 
product line, now adding “super comfy 
lounge/sleepwear” with pockets and draw-
strings.

According to the company announce-
ment, the new additions “came directly from 
consumer input.” Founder, Terresa 
Zimmerman explained, “We received such 
great store and customer response to our 
loungewear line. When people are excited 
about a product, they want to be part of it. 
For us, that meant a lot of input on ‘the next 
thing’ we should do. And the overwhelming 
response was “add pockets please.” We had 
to make that a priority. We’ve found our 
customers ‘live’ in their Wood lounge pants 
and shorts and want to be able to do more 
in them.”

The new loungewear for FW15 comes “in 
the luxurious feeling modal and tencel 
blend fabrics we’re becoming known for. 
Orange contrast stitching adds a bit of flare, 

and matches the orange 
drawstring. We’ll intro-
duce the short and the 
long pant in 4 color-
ways: black, our custom 
forest ‘camo’ and our stri-
ated midnight and pur-
ple. Sizes S-XXL.”

According to the 
Hermosa Beach, 
California-based firm, 
retail pricing for the new 
loungewear starts at 
$48.

coobie color
Bras in lollipop red, mar-
garita green, periwinkle, 
sea foam, Bahama blue, 
pomegranate, endive, 
mocha and peony....and 
dozens more shades. 
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“We offer a crazy amount of color choices,” 
admitted Adam Slater, owner of Total 
Stockroom, explaining one of the key sell-
ing points of his Coobie intimates line. All 
these hues allow retailers “to satisfy their 
customers’ needs.”

An extensive collection of seamless bras is 
at the core of the Coobie brand. There are 
scoop neck, v-neck, cleavage, bandeau, 
comfort, fusion and sport bras, many with 
added variations such as lace detailing, flo-
ral or other patterns and removable straps. 
While many competitors offer just a handful 
of shades per style, at Coobie some silhou-
ettes are available in over 50 colors as well as 
other variations such as zebra and leopard 
prints, polka dots, stripes, tie dye patterns.

Slater said that while a typical store might 
not carry the entire color assortment for any 
of the bras at any given time, Coobie will 
always have available colors and variations 
their customers have never seen. This 
means a store will always have, with Coobie, 
an instant resource of fresh items to tempt 
customers.

Coobie is constantly adding and changing 
its color palate. 
Addressing consumers, 
Slater boasted, “You 
can get what you want.” 
People seek out cloth-
ing “that they are happy 
with. That makes them 
feel good.” And he 
believes providing an 
extraordinary variety of 
colors is an immediate 
way to provide happi-
ness. Retailers, he 
added, can bring in “an 
entire new color story 
and look like a hero.”

The philosophy of 
offering a wide variety 
of colors extends to the 
other intimates the 
company offers includ-
ing leggings, camisoles, 

panties, boy shorts, hip-
sters, thongs, slips and 
lounge pants.

In addition to its Coobie 
brand, Total Stockroom 
offers some additional inti-
mates under its Undie 
Couture label. Also under 
the company umbrella are 
Chilly Jilly wraps, blan-
kets, gloves and lounge 
pants; Envy hosiery and 
leggings; Invisibelt belts 
and Boob-eze nipple con-
cealers.

Finally, Slater noted that 
his company recently 
acquired a firm that pro-
duces a range of colorful 
headbands: Violet Love by 
Rebecca Michaels.

baci: new styles at ils
Baci Lingerie and Envy Menswear were 
both in booth 203 at the recent International 
Lingerie Show in Las Vegas at the end of 
March with many new styles.

New designs from Baci’s While Label line 
include “daring boudoir-style items like 
waspies, garter belts, night dresses, and 
more,” according to a company announce-

ment. Helle Panzieri, interna-
tional sales director, 
explained, “The juxtaposition 
of romance and sensuality in 
the design of the new White 
Label release really points to 
the spirit of Baci Lingerie. 
Baci strives to create beauti-
ful, evocative pieces that 
inspire women to express 
every part of themselves.”

In addition to both the new 
and returning bestsellers from 
the White Label group, the 
company’s women’s groups 
on display at the show includ-
ed After Dark Hosiery by 
Baci, Masq and Dreams bed-
room costumes and hosiery.

Envy Menswear’s new male 
model, Ajdin Sefer, was in 

attendance at the ILS dis-
playing new items from the 
line. Panzieri, who is also 
international sales director 
for the men’s collections, 
said, “We were thrilled to 
bring Ajdin to Vegas for 
his ILS debut as “Mr. 
Envy.” Attendees had the 
opportunity to view the 
new items on a fit model in 
person, the very person fea-
tured on the box! The 
presence of “Mr. Envy” 
himself only reinforced the 
quality and sex appeal 
depicted in the product 
imagery, and we look for-
ward to the opportunity to 
further educate customers 
about these new styles.”

According to the compa-
ny, Envy”showcase 11 new SKUs of styldish, 
comfortable, well-made male intimate wear, 
the first release of new styles to include 
everyday underwear, fashion intimates, and, 
down the line, sexy costumes.”

The new Envy Menswear is available 
from Xgen Products.

To make an appointment with Helle 
Panzieri, email info@envymenswear.com, 
or call 877-450-9436.

polidan buys ufm
Underwear For Men (UFM), a recent 
start-up offering two styles of men’s sup-
portive underwear, has a new owner, John 
Polidan.

Polidan, Inc., a Jacksonville, Florida 
based firm recently announced the pur-
chase, which actually occurred in 
December, 2014. “Eric Schifone launched 
the company in November 2012 in Nashua, 
NH via three Kickstarter campaigns in 
2012-2013,” Polidan wrote BODY in an 
email response to questions.

After inventing the concept in 2012, 
Schifone launched the first website in 2013. 
“We have made quite a significant invest-
ment in the site since December 2014,” 
when he took over operations, explained 
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Polidan. “We also re-launched on Amazon 
in December 2014 and we are very proud of 
our 100% seller rating + high reviews.”

According to Polidan, 
the first style was The 
Boxer Brief which 
“became available in 
early 2013 followed by 
The Brief in early 2014.” 
To date, the product 
has not been offered in 
many channels. 
“Currently the product 
is only sold via Amazon 
and the www.
ufmunderwear web-
site,” wrote Polidan, 
adding “We are plan-
ning to expand distribu-
tion later in 2015.”

Polidan emphasized 
that a key aspect of the 
new underwear is the 
unique drawstring 
technology “of the 
UFM system [that] allows the user to adjust 
the support to their own preference and 
does not lose integrity.” He added that an 
additional benefit is that the underwear 
“does not utilize elastic to provide the sup-
port. As we all know, elastic loses its integ-
rity beginning with the first wash, and the 
support provided with normal support 
underwear degrades quickly.”

The UFM briefs are offered on the com-
pany website in black only, in sizes medium, 
large, X-large and XX-large. The retail 
price is $14.95. The boxer briefs come in the 
same sizes, but with the added colors gray 
and red. The retail price is $19.95. Polidan 
noted, “We will be offering larger sizes 
beginning in the 3Q15.”

UFM underwear provides benefits to cus-
tomers in several separate niches. In the 
sports category, Polidan said his underwear 
is “Excellent as a jockstrap or compression 
shorts replacement. Much more comfort-
able and modest than a jockstrap and much 

better support and isolation than compres-
sion shorts.”

The company also targets “men whose 
career requires an extensive amount of 
walking such as military, construction, 
medical, delivery, warehousing, police, fire-
men and many others. The comfort, sup-
port, anti-chafing, breathability and mois-

ture wicking benefits are key 
as so many testimonials 
attest to.”

When he bought the com-
pany, Polidan said he was 
not fully aware the under-
wear provided various health 
benefits. “But as we interact 
with our customer base, we 
realize that this segment is 
under served and growing 
rapidly.” One area UFM tar-
gets is “Post surgical or medi-
cal conditions requiring 
good support – After surgery 
in the groin area such as 
prostate, vasectomy or oth-
ers, doctors recommend 
wearing an undergarment 
with the best possible sup-
port. Historically this was a 

jockstrap. UFM’s have been now identified 
as the perfect solution for all of their bene-
fits especially the adjust-
ability. UFM’s are also 
popular with hydrocele 
patients.”

Polidan continued that 
“older men have scrotal 
sag issues that become 
very uncomfortable. I 
have received numerous 
testimonials from seniors 
saying how UFM’s pat-
ented support systems 
have changed their life. 
(The reviews from these 
folks are quite heart-
warming and humorous).” 
In addition, “Men with 
incontinence issues have 
also discovered that 
UFM’s patent pending 
support system works 

great with both Depends and Prevail male 
guards disposable products. The draw-
string is the perfect containment systems for 
these disposables. These individuals no lon-
ger have to subject themselves to the indig-
nity of having to wear Adult “Pull-ups”.”

shapeez expands marketing
Shapeez is in now completing a series of 
information videos designed to show, on 
attractive models, how their bras and shap-
ing garments look from all angles and in a 
variety of poses and activities. This comes 
as the company is in the midst of upgrading 
its already highly detailed website.

Shapeez products focus on a patented 
design that eliminates the look of bra bulges 
and back fat, while at the same time provid-
ing full bra support and slimming and shap-
ing benefits for wearers.

David Berner, CFO explained to BODY 
that, among other uses, the company will 
provide the new videos to its many retail 
customers to show on the display screens in 
the selling areas of their stores. The videos 
will also be used on the new version of the 
company’s website, to allow customers to 
become more acquainted with Shapeez 
products and how they look in action.

A sample of some of the videos can be 
found here:

Ultimate: https://vimeo.
com/122031023

Tankee Slip: https://
vimeo.com/121923509

Shortee: https://vimeo.
com/122026761

Future videos will also 
include interviews with the 
company’s founder and 
product inventor, Staci 
Berner, explaining the vari-
ous product benefits. “We 
are often asked if we have 
videos of our products, and 
now we do,” said David 
Berner.

The upgrades to the 
Shapeez website will raise 
the company’s profile and 
help generate a more 
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Ted Vayos, BODY: Describe 
your store for our readers.

Kathleen Bazazi:  We are lo-
cated inside Mass General 
Hospital in Boston. The loca-
tion is the Yawkey 
Building 9 th floor, 
on the same floor as 
the breast surgeons . 
We specialize in in-
timate apparel and 
products to help 
with the physical 
side effects of cancer 
treatment. I started 
at Mass General in 
2004 and managed 
The Hair Care. I 
work under the um-
brella of the ladies 
visiting committee. 
This is a wonder-
ful group of Ladies 
who provide many 
great services here at 
MGH. I asked if we 
could open a Boutique and car-
ry the many products and ser-
vices that a patient would need 
or want going through   treat-
ment. The Ladies were happy 
to open the Boutique.  We also 
have a Cancer Center in Dan-
vers Ma and opened a Boutique 
there. We provide Mastectomy 

fittings and have a great selec-
tion of bras and prosthesis to 
help with any symmetry issues.

Ted: What makes your store 
special?

Kathleen: Images is spe-
cial Boutique that makes a 
client feel comfortable to 
shop.     Some products could 
not found in other stores. We 
have a highly trained profes-
sional staff to help minimize 
appearance issues after breast 
surgeries. A certified fitter will 
help with all options pertaining 
to each individual. We also car-
ry intimate apparel Anita, Wa-
coal, Rosa Fia , Rhonda Shear 
and Hanky Panky .

   
Ted: What do you look for in 
a brand?

Kathleen: Our swim wear is 
Anita and Amoena . I have 
a great post surgical bra that 
Noonie Chabner Designed and 
it is made with great options for 

the patient leaving after sur-
gery. I think American breast 
Care has a great post surgical 
or radiation bra it is style 110 
and comes in a great size and 
color selection. Another great 
product is a shirt Piper Gore 
designed not only is it pretty 
it zips up the front to make it 
easy to get dressed post surgery.

Ted: Describe the popular 
styles or trends in your store.

Kathleen: Fun colors and styles 
are in.  People want options 
and are liking molded cups that 
fit properly and  give a lift that 
fits comfortably.  Hanky Panky 
is another popular must have. 

Ted: Describe your price points 
and size ranges.

Kathleen: Our prices range 
from $ 22.00 to $78 approxi-
mately.

Ted: What is your typical or av-
erage customer size? 

Kathleen: A typical customer is 
wearing anywhere from a 32a 
to a 46 dd . Size and style range 
from one client to the next.

Ted: What does your average 
customer spend per visit to 
your store? 

Kathleen: The average cus-
tomer spends $50 or more 
depending on what they are 
buying.  A typical customer is 
a professional woman who not 
only wants to look good but 
fit comfortably in what she is 
wearing.

Ted: Describe your customer. 

Kathleen: Our custom-
er base is diverse with 
all different needs. We 
have many brands styles 
and sizes for this rea-
son. Most clients need 
help to decide proper fit 
and style and our staff is 
very happy to help.

Ted: What has impact-
ed your business the 
most over the past year? 

Kathleen:  Our busi-
ness is always growing. 
I   think that our repu-
tation for the product 
selection and customer 
service keeps our old 
clients coming back and 
our new clients happy. 

I am fortunate to work in an 
industry that is always grow-
ing with great product de-
signs. At  the same time I feel 
rewarded with helping others 
and giving women some great 
options through a difficult time 
in their life.

retail profile: images boutique mgh

B

Q&A with Kathleen Bazazi, buyer & manager
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informed consumer, continued the CFO. 
The website will also soon have still photos 
of all products, shot from front and back, 
“and the nice thing is that all of the images 
will have full zoom capability,” added Berner. 
“So that customers will be able to zoom in on 
the lace and examine other product details.” 
Other features will allow consumers to view 
their order histories, track shipments and 
store credit card and shipping information 
to make ordering easier.

“There will be all new sorting and search-
ing capabilities,” said the CFO, as well as 
more customer testimonials for each prod-
uct, and more before and after photos. The 
site is being streamlined as well, “so that all 
you need is a few clicks to find the info you 
want.”

Other sections that will eventually be 
added will include “feeds from Pinterest,” 
company announcements, trade show pho-
tos and a blog from founder Staci Berner. 
“We plan to roll out the various new features 
over time,” explained Berner, with the aim to 
keep the site fresh and ever-changing for 
customers.

In another company development, David 
Berner revealed that all Shapeez product 
now have UPC codes, designed to make 
ordering easier for vendors. He added that 
the company has now fully integrated an 
EDI ordering system with Von Maur, one of 
its department store customers.

parfait: ‘heavy metal’
“Heavy metal” is the theme of Parfait’s new 
Autumn/Winter 2015 collection. The full-
busted bra specialist is sister brand to 
Affinitas.

“Earthy, metal-inspired hues are seen 
throughout three new ranges as well as six 
new recolors,” according to a spoksperson. 
Shades range from “pewter and black/silver 
to java and charcoal. Available in a size range 
of 28D – 40K (dependent on style), collec-
tions begin hitting retailers worldwide as 
early as June 2015 in a price range of $14.00 - 

$69.00.”
“Leading the new collections is Ellie, tak-

ing a walk on the wild side with a zebra print 
contour plunge bra, unlined wire bra, bikini 
and hipster in pewter or black/European 
nude,” continued the spokesperson. “Two-
piece Marrianne offers an unlined wire bra 
and hipster set in black/silver, featuring play-
ful stretch dot mesh paneling and elegant 
two-toned lace. Destiny rounds out the new 
collections, offering four silhouettes on 
stretch woven satin with scalloped lace over-

lay in romantic-hued cassis.”
Continuing into the fall from Parfait’s pre-

viously existing collection, “everyday-wear 
Carole returns in navy blue, while Elena’s 
two-piece set expands into a sophisticated 
black/nude. Modal-fabricated Tess returns 
for fall in smoky charcoal. Best-selling Jeanie 
introduces a brand new silhouette for 
Parfait, the unlined wire bra, as well as 

expands to offer new color-way java.”
The Parfait collections are designed “to 

elegantly embrace and enhance the full bust 
line,” according to the firm, with silhouettes 
that range from “bras and briefs to bustiers 
and best-selling babydolls, sized D-G cup 
with select styles up to K.”

psycho bunny for women
The Apparel Partnership Group (APG), 
which launched a licensed collection of 
Psycho Bunny men’s underwear, loungewear 
and apparel early last year is now expanding 
its offerings to include a women’s collection 
that “consists of a few small capsules of both 
intimates and loungewear,” according to 
Matthew Healy, president and CEO.

We first saw the women’s line at Project in 
February in the Psycho Bunny booth, the 
event marking the “soft launch” of that collec-
tion.  

Founders Robert Godley and Robert 
Goldman launched Psycho Bunny in 2005 as 
a line of ties (now $110 on the company web-
site), and then expanded the label to include 
men’s and boy’s shirts, socks, hats, scarves, 
hoodies and caps. The men’s underwear and 
loungewear has already made its way into 
department stores and their web stores as 
well as “a pretty extensive better store follow-
ing” according to Healy. The APG owner 
has a lengthy background in the industry, 
with 15 years at Calvin Klein and stints at 
Kenneth Cole, Tommy Hilfiger and most 
recently at the men’s division of Delta Galil.

 The women’s offering was included as part 
of the original licensing deal, and Healy 
emphasized Psycho Bunny is “a great brand 
for women’s intimates” as well as active and 
lounge. Eventually the “women’s piece could 
be bigger” than the men’s side of the business 
he added.

 While he calls the roll out of the women’s 
group a “work in progress” Healy told 
BODY, “Our strategy is to piggy back the 
distribution we currently enjoy with our 
men’s collection in department stores, spe-
cialty stores/chains and e-commerce.” 

Contact Healy at 212-302-7722 or at: 
mhealy@apparelpartnership.com.
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Ted Vayos, BODY: Describe your 
retail bsuiness for our readers.

Lolita Street:  My bra boutique is 
not a brick and mortar business. I 
host private events for my clients. 
Where I sell end-to-end prod-
ucts: hosiery, shapewear, sleepwear, 
loungewear, maternity and sports 
bras. Each event is a unique ex-
perience tailored to the choice of 
discussion topics made from the 
following categories: Bra Fitting, 
Bridal, Shapewear, and Corsetry.
Each attendee leaves the event 
having learned something new 
and what should be considered 
when looking for and choosing 
their undergarments, which we 
call foundation garments. Women 
come to these events wanting to 
know their correct bra size, but 
my clients leave with solutions in 
other areas as well. My clients are 
not only shopping for bras and 
panties, they are looking for solu-
tions.  Most of my customers have 
been underserved by the lingerie 
industry. The common concerns 
customers find solutions to at our 
events range from: they are larger 
than the widely available B-D 
cups; they are looking for a back-
less option for a party dress; they 
want to know how to avoid panty 
lines; they want shapewear, for ev-
eryday and special occasions; they 
are first time moms; they want to 

understand the options available as 
they age; and they are active and 
need supportive sports bras.  

Ted: What makes your business 
special?

Lolita: In my opinion, the lin-
gerie industry does a very good 
job of selling sexy. Women need 
solutions. We all have different 
needs. However, many companies 
are marketing sex appeal and not 
solutions.  I am a solutions-based 
business. I go to my customers. I 
meet with them where they are 
most comfortable; in their homes. 
I strive to educate our custom-
ers on the best garments for their 
body-type. Discovering the proper 
solutions for one’s body-type is 
liberating. My customers look and 
feel better when I leave. 
   
Ted: What do you look for in a 
brand?

Lolita: I hand pick each item. If I 
wouldn’t wear it, I wont suggest it 
for my customers. I look at fabric 
composition and overall construc-
tion. I’m mostly concerned with 
price, fit, and function. I fit cus-
tomers based on their body-type 
(short torso, long torso, broad 
shoulders, small back etc.). Bras 
range in size from 32B-44K. We 
look for styles, shapes and solu-
tions across that broad range.   I 
really love Tia Lyn. Her brand 
is stylish and very good quality. 
Her garments look great on both 
small/petite framed and plus-sized 
customers. She has items that you 
want to show off. They transition 
easily from fashion separates worn 
with a blazer or skirt to being sexy 
in the bedroom.  I like the idea of 
lingerie worn as “outerwear.” I was 
drawn to Affinitas/Parfait because 
of size (up to 44K), style, and price 
point. The $40 price point for most 
of their bras is hard to beat. The 

brand appeals to those that may 
be intimidated by the idea of bra 
fitting. Some women just assume 
that there is nothing attractive in 
their size or if it exist its not afford-
able.  I was officially introduced to 
Affinitas/Parfait at Curve Show 
August 2013. I immediately rec-
ognized Charlotte. I’d purchased 
the high waist brief and balconet 
in Red for myself the previous 
year.  Affinitas/Parfait has helped 
me achieved my goals because the 
wholesale price for the garments 
are low and the styles appeal to a 
broad demographic and spectrum 
of women. In addition, the MSPP 
program has allowed my company 
to stock more items across a wide 
range of sizes. Customers are able 
to see the quality of the garments. 
It’s truly helped in marketing 
styles that have a universal appeal 
like Charlotte.  Body Hush is an 
amazing contemporary shapewear 
brand.   Their products are stun-
ning. Shapewear doesn’t have to 
be ugly, old fashioned, or uncom-
fortable.  Body Hush uses cutting 
edge designs, styles and patented 
materials. They’ve manage to cre-
ate a body shaper that could eas-
ily double as a bodycon dress.   I 
absolutely love their body shap-
ing slips and camis. Bravo! Berlei 
is the sports bra brand that I love. 
They use patented technology that 
controls the bounce without com-
pressing the breast. Great colors 
and fit.  Cake Lingerie has great 
solutions for pregnant and nursing 
moms.  It’s a contemporary brand 
with stylist bra’s the modern mom.

Ted: Describe the popular styles or 
trends in your store.

Lolita: Our most popular styles are 
contemporary, functional, and sexy. 
Most of my clients have a large 
bust and small backs. They tend 
to want “sexy supportive” styles. 
They tend to need more coverage. 

Some clients prefer soft cups and 
others prefer molded or structured 
cups. Bras that are “comfortable,” 
provide support and proper cov-
erage are the most popular. Bras 
with deep cups, multiple seams, 
moderately sized center gores sell 
well. High-waist (with and with-
out garters/mild compression) and 
cheeky panties are also popular.  A 
good deal of my clients did not 
think there were options beyond 
DD or DDD. My more conserva-
tive clients like solid colors that are 
an alternative to blacks and nudes. 
Dark blues, purples, browns and 
golds have been selling well. 

Ted: Describe your price points 
and size ranges.

Lolita: $15-$150. I sell braless 
solutions shapewear, bras, panties, 
hosiery and sleepwear.

Ted: What is your typical or aver-
age customer size? 

Lolita: Small Backs with a large 
bust; I’ve expanded my range to 
accommodate customers that have 
large cups and large backs up to 
44K.  32DD- 34G, 38E, 38F, are 
also popular, I have a few styles 
that go up to 44K. 

Ted: What does your average cus-
tomer spend per visit to your store? 

Lolita: The average amount spent 
is approximately $175 per pur-
chase.

Ted: Describe your customer. 

Lolita: Female: Women that are 
underserved by traditional retail-
ers. Women that do not wear sizes 
between 34B-38DD. Women that 
don’t know much about proper 
garments by fit. Average age var-
ies depending on brand or product 
line. 

retail profile: lolita mademoiselle

B

Q&A with Lolita Street, president
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adam & eve: best month ever
In February, Adamandeve.com, the parent 
company of Adam & Eve retail shops, 
claimed “the stores’ best sales month on 
record.”

Of course Valentine’s Day gifting always 
helps to make every February a strong 
month for the chain, but this year “A key 
contributor for the stores’ 
success was the launch of the 
“50 Shades of Grey” movie 
on Valentine’s Day,” accord-
ing to Dave Keegan, director 
of franchising for the stores. 
“The movie had a positive 
effect on many customers’ 
views on sexual health and 
wellness, and, in turn, sexual 
desires.”

According to Keegan, 
“Total sales were up 28% 
over 2014. Stores that have 
been open less than three 
years were up 32% in sales, 
and stores that have been 
open more than 3 years saw a 
15% increase in sales. In fact, 
37 stores had their best month 
ever this February.”

Currently there are 62 Adam 
& Eve stores in the U.S. and 
“plans for 10 additional stores 
in the coming year,” according 
to a company spokesperson.

gilly hicks dead?
While not surprising, it seems that the Gilly 
Hicks lingerie brand is now officially dead. 
Joanne Crevoiserat, EVP and CFO at parent 
company Abercrombie & Fitch Co., speak-
ing recently on the conference call to dis-
cuss Q4 2014 results, said, “we decided 
during the quarter that we would wind 
down that business in 2015.”

An email sent to the Abercrombie investor 
relations office seeking further clarification 
on the wind down had not been answered as 
we went to press.

Abercrombie had announced at the end of 
2013 it would soon be closing all its brick 
and mortar intimates stores, which once 
numbered 28 worldwide, but had said in an 
earnings report in early 2014 that the brand 
would “continue to be sold via Hollister Co. 
stores and through the Gilly Hicks website.”

All the stores were, indeed, shuttered by 

early 2014. But now searches directed to 
GillyHicks.com automatically arrive on a 
page at Hollisterco.com that proclaims, 
“The bras & undies you love are available 
right here.” The few offerings there are 
heavily discounted.  

2 former ck execs to naked
Naked Brand Group Inc., added two key 
former Calvin Klein executives to is board 
of directors earlier this year. One is Martha 
Olson, former group president of Calvin 
Klein Underwear Global; the other is Paul 

Hayes, a CPA who served as CFO for the 
Europe region of The Warnaco Group. 
There Hayes led “the commercial finance 
and accounting team for the $500 million 
Calvin Klein brand business.”

Olson “will advise [Naked] on category 
expansion and growth,” according to the 
announcement. Said Olson of the post, 

“Based on my experience at 
Calvin Klein, Warnaco and in 
the global underwear industry, I 
see enormous opportunities for 
the Naked brand. I look forward 
to sharing my experiences and 
contributing to the future direc-
tion and success of this exciting 
brand.”

Naked’s profile of Olson noted 
that she “has a proven track 
record over her 30 year career of 
growing global, iconic brands 
such as Calvin Klein Underwear 
and Ralph Lauren Intimates while 
delivering superior shareholder 
returns. As a Warnaco Corporate 
Officer and the Group President 
of Calvin Klein Underwear 
Global and the Heritage Brands 
(Speedo, Chaps and Core 
Intimates Divisions), the busi-
nesses she had responsibility for 
grew to $1.4B and contributed 
70% of Warnaco’s operating 
income. Calvin Klein Underwear 
revenue grew at an annualized 

compound rate of 8%. She has strong global 
expertise in general management, operations, 
commercial execution and marketing across 
a wide range of industries.”

Carole Hochman, CEO and chief creative 
officer of Naked said of the appointment, 
“Martha’s distinguished global expertise in 
fashion and consumer lifestyle brands, her 
inspiring leadership, and passion for the 
industry are powerful additions to Naked’s 
board. We are so excited to start working 
with her closely and benefiting from her 
unique talents.”
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delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

According to a company spokesperson, 
“the deal will expand Delta Galil’s global 
market reach and its leadership in intimate 
apparel, particularly in branded products. 
With the addition of Schiesser, Delta Galil 
will have total sales of approximately $900 
million and its branded business will grow 
to about 47% of sales from some 33% at 
present. The transaction is expected to be 
accretive to Delta Galil’s earnings per share 
beginning in 2012.”

In addition to the Schiesser brands, Delta 
Galil will receive at closing estimated work-
ing capital of approximately €40 million 
(approximately $53 million), and Schiesser’s 
cash on hand at closing is estimated at 
about €11 million (approximately $14.6 mil-
lion). Delta Galil is financing the transac-
tion with internally generated resources 
including cash and equivalents.

The Delta spokesperson claimed that 
“Schiesser has the #1 brand awareness in 
the underwear category in Germany, and 
holds the top market share in the men’s seg-
ment and solid shares in the women’s and 
children’s segments. The company has been 
known for quality products since 1875 and 
had sales of 132 million euros (approxi-
mately $184 million) in 2011. By category, 
Schiesser’s sales consist of approximately 
60% men’s, 25% women’s and 15% chil-
dren’s. Its products are primarily sold under 
the Schiesser brand, as well as Schiesser-
Uncover, a youth-oriented line, and 
Schiesser-Revival, a trendy retro collection. 
Retail channels include department stores, 
specialty stores, and increasingly company-
owned retail stores. In addition to Germany, 
which remains the strongest economy in 

Europe, key markets for Schiesser brands 
include Belgium, Netherlands, Switzerland, 
Austria and Italy, and the company has 
targeted Russia and Eastern Europe for 
potential expansion. Its Schiesser-Revival 
brand is sold in some high fashion specialty 
retailers in selected US markets.”

“Some 75% of Schiesser’s sales are in 
Germany. In addition to its own retail and 
outlet stores, Schiesser sells to all major 
German department stores and about 5,000 
specialty stores in Germany and other 
European markets. Wholesale business 
accounts for approximately 70% of 
Schiesser’s total sales, with retail at 30%.”

Isaac Dabah, CEO of Delta Galil 
Industries, declared at the time of the 
announcement, “This is an important trans-
action that will allow us to make solid 
progress against many of our strategic goals 
and will drive fur-
ther shareholder 
value. It enables us 
to grow the brand-
ed side of Delta 
Galil’s business by 
adding the top 
underwear brand 
in Germany, with 
a reputation for 
quality established 
over 137 years. 
The combination 
with Schiesser also 
expands our global 
reach with a solid 
position in 
Germany – the 
most vibrant mar-
ket in Europe – 
and a base for 
expansion in other 
potentially lucra-
tive markets. 
Following the 
acquisition, about 

40% of our sales will come from Europe, up 
from 24% now, and the potential for future 
growth is exciting. Our men’s category will 
grow to 23% of our sales from roughly 13%. 
The acquired business is also well diversi-
fied across various retail segments and 
Schiesser’s own stores.”

“The financial benefits to Delta Galil are 
also very significant,” Dabah continued. 
“Schiesser’s core business has been consis-
tently profitable and the combination will 
be accretive to Delta Galil’s earnings. 
Schiesser has an efficient supply chain 
structure and an extremely loyal and stable 
customer base. Schiesser’s brand portfolio 
and operations are a perfect fit with the 
business model that we have applied suc-
cessfully in Israel, and we are excited about 
extending this model to a much larger 
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2015
april 12-14

FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

april 18-20
New York 
International Bridal
Pier 94, New York 
(800) 677-62578
nationalbridalmarket.com

april 27-29
  Accessorie Circuit

Javits Center
New York, NY
(212)-759-8055
enkshows.com

april 27-29
  Fame

Javits Center
New York, NY
(212)-686-6821
fameshows.com

april 27-29
  Intermezzo Collections 

Piers 92/94 NYC
New York, NY
(212)-759-8055
enkshows.com

april 30-may 3
Michigan International 
Women's Show 
(800) 849-0248
southernshows.com/wde

may 3-5
Off Price

New York, NY
(262) 782-1600
offpriceshow.com

june 3-6
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

june 9-11
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

june 21-23
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

july 4-6
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

july 7-14
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

july 18-21
SwimShow & 
Lingerie Show
Miami Beach 
Convention Center
Miami Beach, Fla.  

(305) 596-7889
swimshow.com

july 21-23
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

aug. 2-4
  Accessorie Circuit

Javits Center
New York, NY
(212)-759-8055
enkshows.com

aug 2-4
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

aug. 2-4
  Fame

Javits Center
New York, NY
(212)-686-6821
fameshows.com

aug. 2-4
  Intermezzo Collection

Show Piers 
New York, NY
(212)-759-8055
enkshows.com

aug.2-4
  Moda

Javits Center
New York, NY
(212)-686-4412

modamanhattan.com

aug. 2-5
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 8-10
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 9-11
Stylemax Spring
Chicago, IL
The Merchandise mart                                           
(312) 527-7750
Stylemaxonline.com

aug. 9-11
Moda UK Lingerie & 
Swimwear
NEC Birmingham
07718 780881
www.moda-uk.co.uk

aug. 12-15
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

aug. 13-14
Swim Collective
Long Beach Convention 
Center
California
swimcollective.com

aug. 15-18
 Off Price
Sands Expo &
Convention Center, 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

aug. 17-19
ENK Las Vegas 
Mandalay Bay
Las Vegas, NV
(646)-841-1446
enkshows.com

aug. 17-19
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 17-19
Project
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 17-19
Pool Show
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 17-19
Stitch 
Sands Expo Hall
Las Vegas, Nev. 
(212)-686-4412
fameshows.com

event & show dates 2015
calendar
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aug. 17-18
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

aug. 17-20
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

aug. 23-25
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.
com

aug. 31- sept. 2
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

sept. 2-5
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
kasch@igedo.com
www.cpm-moscow.com

sept. 10-12
   Surf Expo Show

Orange County 
Convention Center
Orlando, FL.
1-(800)-947-SURF

sept. 15-17
Lingerie Expo 
Crocus Expo, Pavilion 3
Moscow, Russia

+7 (495) 935 8100
www.lingerie-expo.com

sept. 16-18
Atlanta Gift Show
Atlanta Mart
Atlanta, GA
(404)-659-0105
sullivangift.com

sept. 16-18
  Vow

Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

sept. 19-21
  Fashion Coterie 

Javits Center
Piers 92/94
New York, NY
(212)-759-8055
enkshows.com

sept. 19-21
  Fame

Javits Center
New York, NY
(212)-686-6821
fameshows.com

sept. 21
  Interfiliere

82 Mercer Street
New York, NY
(212) 993-8585
Interfiliere.com

sept. 27-30
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

oct. 10-12
New York 
International Bridal
Pier 94, New York 

(800) 677-62578
nationalbridalmarket.com

oct. 12-13
Shanghai Mode 
Lingerie
Shanghai Conv. Center
Shanghai, China
+852 2815 0667
shanghai-mode-lingerie

oct. 18-20
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.
com

oct. 18-21
The ABC Kids Show
Las Vegas, Convention
Center, NV 
(210)-691-4848
theabcshow.com

oct. 21-24
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 24-27
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

nov. 3-4 
Dubai Int'l Licensing 
Dubai Int'l Convention 
Center, Dubai, AE.
www.index.ae

nov. 3-5
Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637

maredimoda.com/
cannes

dec. 8-10
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

jan. tba
  Fame

Javits Center
New York, NY
(212)-686-4412
fameshows.com

jan. tba
  Moda

Javits Center
New York, NY
(212)-686-4412
modamanhattan.com

jan. tba
  Accessorie Circuit

Javits Center
New York, NY
(212)-759-8055
enkshows.com

jan. tba
  Intermezzo Collection

Show Piers 
New York, NY
(212)-759-8055
enkshows.com

jan. 14-16
   Surf Expo Show

Orange County 
Convention Center
Orlando, FL.
1-(800)-947-SURF.
www.surfexpo.com

jan. 11-13
HK International 

Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 12-19
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. tba
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

jan tba
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

jan. tba
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

jan. 27-30
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

jan. tba
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 

Not responsible for errors. Please check dates with shows before making plans. Got an intimate apparel industry event, and want to let people know? Send us the information for consideration in an upcoming calendar. 
Please include a contact phone number, email and web address, if available.  Send all submissions ATTN: BODY Calendar, 2826 Stillwell Ave., Brooklyn, NY 11224. Or, email  Ted Vayos at Ted@fmmg.com.

31DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US APRIL 2015  •  BODY



fo
ga

l a
t c

m
k 

•
 (7

32
) 5

44
-3

67
8 

•
  C

in
dy

@
CM

KD
ist

in
ct

iv
eB

ra
nd

s.
co

m



pa
tri

ce
 ca

ta
nz

ar
o 
· co

m
m

er
ci

al
@

pa
tri

ce
ca

ta
nz

ar
o.

in
fo

   
ph

ot
o:

 n
at

h-
sa

ku
ra

hosiery



Ted Vayos, BODY: Describe your 
retail bsuiness for our readers.

Christine Guarino:  I chose to 
open a business in Suffolk Plas-
tic Surgeons, P.C. because I rec-
ognized the desperate need on 
Long Island for women who have 
undergone reconstruction due 
to breast cancer. Asymmetry is 
something that all women suffer 
from, even the best surgeons can-
not create complete balance when 
women go through breast recon-
struction. Partnering with Suffolk 
Plastic Surgeons enables me to 
put the finishing touches on the 
outstanding work that these sur-
geons have done for these wom-
en, creating balance and beauty 
while promoting healing hearts.  
A World of Pink provides sup-
portive bras to all women for all 
kinds of breast surgeries, as well 
as prosthesis for balancing and 
options for women who choose 
to not undergo reconstruction 
following a single or double mas-
tectomy. A prosthesis can offer a 
bridge before they choose to go 
with a more permanent solution 
down the road.When entering 
the World of Pink offices, we en-
courage an atmosphere of com-
fort and support. We have our 
products on display so women can 
see their possible options before 
starting their fitting appointment. 

We have a television screen that 
displays our wide product line, as 
well as before and after photos.
 
Ted: What makes your business 
special?

Christine: A World of Pink is the 
only mastectomy boutique lo-
cated in a plastic surgeon’s office 
on Long Island. We also cater to 
women who undergo breast aug-
mentation and who need properly 
fitted bras for the best support 
during recovery and longevity. 
Mass manufactured bras do not 
comfortably fit and support breast 
implants.  As a dental hygienist 
with 22 years of experience, I have 
witnessed many of my patients 
who suffer from the side effects 
of chemotherapy and radiation. I 
am able to incorporate this expe-
rience into my new venture in A 
World of Pink, offering an overall 
compassionate healing environ-
ment.
   
Ted: What do you look for in a 
brand?

Christine: For intimate apparel, 
I look for a good supporting, top 
quality bra that’s both sexy and 
functional. I have many vendors 
that I have undergarments that I 
truly love, such as ones by Anita, 
Ameona, Ana Grant, Triumph, 
Fit Fully Yours & Kris Line.  
Anita has absolutely unbelievable 
prosthesis. My patients truly feel 
naturally whole thanks to their 
innovative, compassionate servic-
es and line.  I recently came across 
American Breast Care (ABC), 
which is a United States-based 
manufacturer that has wonderful 
products for breast aftercare that 
expands beyond just lingerie, and 
am looking forward to bringing 
them into A World of Pink! This 
is a great option as well for people 
who want to support an Ameri-

can company.

Ted: Describe the popular styles 
or trends in your store.

Christine: The BRCA Gene has 
brought many young women to 
A World of Pink. They are young, 
courageous and are still look-
ing for popular, sexy and trendy 
bras, as well as athletic garments 
that will support them for years 
to come. These women are prob-
ably some of the most incredible 
women I have come across as they 
take the necessary steps to sup-
port their health and decrease the 
lifetime risk of developing breast 
cancer.That being said, with so 
many young women coming 
through our doors, we strive to 
keep up with the latest trends in 
undergarments and provide ones 
that meet these fashion state-
ments while keeping the integrity 
of a well-fitting, supportive bra.

Ted: Describe your price points 
and size ranges.

Christine: My price points range 
from $50 - $95 for bras, and $200 
- $250 for prosthesis.

Ted: What is your typical or aver-
age customer size? 

Christine: While we offer any size 
for any woman, we typically see 
an average size of 36 C-D, 38 C-
D-E & 40-42 C-D.

Ted: What does your average 
customer spend per visit to your 
store? 

Christine: We try to keep our 
products affordable, yet on aver-
age a customer who is coming in 
for an appointment and to shop 
will spend between $200 and 
$500. They often return for more!

Ted: Describe your customer. 

Christine: We see women of all 
ages, from a wide variety of life-
styles, which makes A World 
of Pink all that more exciting—
there is no threshold for the type 
of woman who can benefit from 
the services and products we offer. 
Women will often refer their fam-
ily   members with various breast 
procedures who will immediately 
like our Facebook and visit our 
website, which is the biggest com-
pliment A World of Pink can get! 
After all, breasts are universal… 
they are the first signs of woman-
hood.

Ted: What has impacted your 
business the most over the past 
year? 

Christine:  Being that we are a 
new company who just opened 
our doors in January, each day is 
a new exciting part of our journey. 
We have grown tremendously 
very quickly due to the growing 
need on Long Island for a new 
generation of breast care. The out-
standing support I have received 
from Suffolk Plastic Surgeons, 
P.C. as well as other hospitals 
across Long Island has not only 
shown the care doctors have for 
their patients, but also shows the 
passion our community has for 
supporting women who are going 
through one of the most difficult 
transitions they can face. Addi-
tionally, the surgeons and their 
staff who have reached out and 
opened their doors for A World 
of Pink’s education has had the 
most profound impact on me 
personally, and I cannot thank 
everyone enough for their endless 
support. A World of Pink is truly 
a dream come true, for myself and 
each patient who experiences our 
mission: to achieve beauty, bal-
ance and healing hearts.

retail profile: a world of pink

B

Q&A with Christine A. Guarino, RDH, CMF, Cfm

34 APRIL 2015  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US



swim 
am

:p
m

 •
 (8

88
) 4

02
-0

01
2 

•
 W

W
W

.A
M

PM
W

EA
R.

CO
M

 •
 S

A
LE

S@
A

M
PM

W
EA

R.
CO

M



SW
IM

W
EA

R 
BY

  d
ai

sy
 co

rs
et

 •
 (3

14
) 5

87
-9

21
8 

•
 S

AL
ES

@
DA

IS
YC

O
RS

ET
S.

CO
M



clubwear
pa

tri
ce

 ca
ta

nz
ar

o 
· co

m
m

er
ci

al
@

pa
tri

ce
ca

ta
nz

ar
o.

in
fo

   
ph

ot
o:

 n
at

h-
sa

ku
ra



es
pi

ra
l •

 (9
54

) 4
30

-3
62

4•
A

D
M

IN
@

ES
PI

RA
LL

IN
G

ER
IE

.C
O

M



sn
oa

 a
t c

m
k 

•
 (7

32
) 5

44
-3

67
8 

•
  C

in
dy

@
CM

KD
ist

in
ct

iv
eB

ra
nd

s.
co

m
sleepwear



Ted Vayos, BODY: Describe your 
store for our readers.

Ashley Miranda:  After 6 years in 
a very discreet location in Sylmar, 
CA. we felt that Adult Factory Out-
let was not getting the exposure that 
a store of this caliber deserved. We 
chose to relocate to an easily acces-
sible location, right off the freeway. 
This was a dramatic increase to our 
foot traffic. We gained exposure 
from both sides of our business, as 
we are on a major street and the 210 
Freeway is in our backyard. Between 
the freeway and Foothill Blvd. com-
muters there are more than 300,000 
vehicles that pass us every day. So 
to all you “passer-buyers,” be sure to 
keep an eye out for sexy savings on 
our seasonal banners.  We’ve gotten 
great feedback on our new location 
from our customers, both new and 
old. We sell everything from Linge-
rie, Hosieries, and Sexy Costumes 
to Adult Toys, Movies, Lubricants, 
and Enhancers. When you first 
walk-in, don’t be overwhelmed with 
all that you see, our friendly associ-
ates are always there to guide you. 
Upon entrance you will find our 
lingerie department, with dozens of 
mannequins and body-forms dis-
playing our newest and best-selling 
pieces. Throughout the rest of the 
store we have over 20,000 different 
items to shop from.

Ted: What makes your store special?

Ashley Miranda: Seedy, dimly lit 

store with an unapproachable male 
behind the cash wrap… is definitely 
not what you’ll find here. Our thor-
oughly trained staff strives to pro-
vide exceptional service, giving each 
customer a truly memorable, yet 
informative shopping experience. 
If you don’t believe us, just take a 
look at our high ratings and reviews 
on Yelp! Adult Factory Outlet is 
not only the largest adult boutique 
around, but we offer a greater selec-
tion than most of our competitors. 
Whether you’re a novice, intermedi-
ate, or advanced shopper, we have a 
lot of something for everybody.  We 
are the ultimate in intimates.  

Ted: What do you look for in a 
brand?

Ashley Miranda: Providing our cus-
tomers with high-quality and up 
to date styles, while not breaking 
the bank is important to us. There 
are tons of lingerie brands knock-
ing on our doors hoping we carry 
their lines, but when we vet these 
brands they must meet our criteria 
in order to make the cut. When a 
customer is dissatisfied with a prod-
uct they don’t call the manufactur-
ers, they go back to the retailers, 
therefore we are accountable for 
what we sale, and that is exactly why 
we are picky about what we carry. 
We want our customers to leave 
feeling young, confident, sexy and 
still have money to get their hair 
and nails done (wink). Our go-to 
brands are Dreamgirl, Shirley of 
Hollywood, Escante, Leg Avenue, 
Oh la la Cheri, BeWicked, iCol-
lection, and last but most certainly 
not least, Music Legs.  Music Legs 
is not only one of our favorites, but 
it is our primary source for hosiery.  
Catering to every style and size is 
imperative, and that is why we have 
to give the outstanding review to… 
drum-roll please… Dreamgirl and 
Fantasy Lingerie! Both of these 
brands get a big kudos for carry-
ing beautiful, high-quality, afford-
able pieces, and not just for a size 

2, but for full-figured women. Our 
newest collections are from Baci, 
Fantasy Lingerie, and Excite for 
men. Here’s a tip to all you women 
that look forward to dressing up for 
Halloween, we turn our entire store 
into a huge costume outlet, so be 
sure to stop by with your hunny and 
shop our gorgeous male and female 
costume selections. Brands include, 
Dreamgirl, Leg Avenue, Forplay, 
Music Legs, and BeWicked. We 
also carry a large selection of adult 
novelties from lotions and potions 
to things that go buzz in the night. 
Meeooow…

Ted: Describe the popular styles or 
trends in your store. 

Ashley Miranda: Needless to say, 
Baby-dolls, Teddy’s, and Body 
Stockings are always in demand, I 
think most lingerie retailers can at-
test to that. But being that we are 
located in the Los Angeles area, I 
think it’s a given that our custom-
ers are nothing but hip and trendy. 
Even our more mature customers 
are up with the times. One of the 
most popular trends is the high-low 
dresses and skirts, Fantasy Linge-
rie made a few great pieces with 
the same cut. These pieces are now 
available in our store, we’ll see you 
there.

Ted: Describe your price points and 
size ranges.

Ashley Miranda: Our lingerie price 
points range from $4.99 to $99.99. 
Our inventory includes sizes X-
Small through 3x/4x. Attention all 
full figured women, we are selective 
with the brands we bring in so they 
are sure to flatter your sexy curves. 
So even if you have a Tummy, you 
can still look Yummy! Now, if you’re 
talkin’ price points for all of our 
merchandise, it ranges anywhere 
from $.99 to over $400! Although 
you would store these items in your 
dresser too, some of these items 
aren’t meant to be worn.

Ted: What is your typical or average 
customer size? What does the aver-
age customer spend per visit?

Ashley Miranda: We’re pretty well 
rounded here, but our average size 
customer is medium to large for 
both men and women. But that 
doesn’t stop us from carrying full 
size runs of each style. We don’t 
discriminate; our customers come 
in all shapes and sizes.  Our aver-
age transaction value is roughly $45. 
Most of our clients come in with a 
budget of $20-$30, but can’t resist 
our naughty selection and leave 
with all sorts of goodies.

Ted: Describe your customer. 

Ashley Miranda: The majority of 
our clientele are women primar-
ily because of our female friendly 
atmosphere. We have customers 
of all ages, just recently we had a 
lovely couple come in for lubricants 
and enhancement pills to keep the 
passion in high gear; they both left 
feeling 80 years young. Our young-
est customers are 18 and there are 
an abundance of them as we are 
right next to Mission College and 
a few high schools. Rest assured 
mothers, we card every one of those 
youngsters, and if they aren’t 18 we 
send ‘em packing.

Ted: What else can you tell us about 
your business?

Ashley Miranda:  Here at Adult 
Factory Outlet we go above and 
beyond for our customers.  Look-
ing for something out of stock? No 
problem, we can have your specific 
needs ordered in minutes and de-
livered next day. We always have 
special offers, sales, FREE monthly 
raffles, and online coupons for our 
shoppers on a budget.  “Like” us on 
Facebook or “Follow” us on Twitter 
to receive 10% off your entire pur-
chase. 

retail profile: adult factory outlet
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Q&A with Ashley Miranda, product specialist & assistant manager
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Las Vegas Curvexpo held a two day event 
at the Venetian Hotel February 16 and 17, 
2015, and BODY was there to photograph 
the exhibitors and store buyers in atten-
dance. The February show was the last for 
Curve at the Venetian. August 17, 18 and 
19, 2015 it moves to the Convention Cen-

ter in a new alliance with UBM Advan-
star/MAGIC. CURVENV@MAGIC, as 
they are calling the new event, is designed 
to bring together lingerie, swimwear and 
related vendors from both shows in a 
separate exhibition space that will be both 
“accessible and connected” to the rest of 

Magic at the Convention Center. “Jointly-
owned” by Eurovet and UBM Advanstar, 
CURVENV@MAGIC promised, at the 
time of its announcement, 250 brands, in-
cluding swim vendors that have previously 
shown at Magic, and “more than 20,000 
square feet” of exhibition space.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Jason Amirmajdi of Le Bra Lingerie, Stacey Gossman of the Gig Show-
room and Christopher St. James of Luxe Lingerie.

Rose Nassanian of Tres Jolie, Gihan Gabor and Claire Mason of Joes Intimates a division of the Onis 
Design Group with their model.

Jolee Barry and Sherri Smith of Suelto Boutique with Fred 
Wells of the Wells Apparel Group in the Aubade booth.

Deena Goodman, Meryl Kutzin and Steven Bernstein of QT Intimates with Lanita Hardaway and 
Victor Omotunde of STF Global.

Mindy McCreery of Oregon Entertainment, Terresa Zimmerman and Joan Perry of Wood 
Underwear with MaryKay Taketa of Oregon Entertainment and the Wood Underwear model.

Rachel and Fred Kassar of Charmelle 28.

Marcia Shally of Affinitas with Susan
 Pionter of Panttease.

Michelle Strandberg and Michelle Miller of Sheer Essentials Lingerie and 
Swimwear With Steven Bernstein of QT Intimates.

Becky Harmon, Ann Deal, Heather Rubio and Valerie Koehler of Fashion Forms.
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Marcia Shally of Affinitas with Jacque 
Brashear of the Bust Stop.

Judith Carroll and Britta Spilsbury of Enchantress Boutique with Meryl 
Kutzin of QT Intimates.

Brittney Fonseca of Nubra; Chelsea Buettner, Jenny Buettner, Chloe Campbell and a model from Shibue Couture; 
Tara Barry and Grace Shih of Nubra.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Ivan Ferrer of Gisela and Josee 
Cote of Curvexpo.

Meryl Kutzin of QT Intimates with Sarah 
Wizemann of Lille Boutique.

Leslie Meeker of The Fine Art of Romance, Terry Lynch of 
Affinitas and Kelly Breslau of The Fine Art of Romance.

Haley Trivoli of the Laura’s Corset Shoppe, Cynthia Adams of 
Affinitas, Vida Avari of Laura’s Corset Shoppe.

Juan and Michele Jimenez of Michele’s with Norma Rodriguez of Body Slim, the  KJ Couture model, Janine Escobar of KJ Couture, 
Kimberly Gapol of KJ Couture, Elisabeth Sanchez of Michele’s.

Wink Wells of Black Spade, Chad Zahn and Wendy Klein of Bella Ragazza with 
Mona Goldberg of Black Spade.

Cherry Yin and Yvonne Samson of Personal Touch Lingerie, Lauren Depew and Lauren 
Bartley of Yummie, Charlotte Cho of Personal Touch Lingerie.

Veronica Wabukawo of Sister Bridal Shop, Kim Johnson of Bustdd,  Meryl Kutzin of QT 
Intimates and Laura Johnson of Bustdd.
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Jenny Buettner of Shibue Couture with 
Leticia Martinez of Dahlia Boutique.

Sarah Konkel of Oh La La Cheri with Lynell Bernadina and Edward 
Geerman of Sextasy Aruba.

Victoria Bartle of TLC Lingerie, Cynthia Adams of Affinitas and 
Linda Cetrone Levy of TLC Lingerie.

Ken and Dawn Mumaw of 
Hourglass Lingerie.

Lili Varbanova of Miel Sisters and Salua 
Lingerie and Nadja Bandelier of Be by Nadja.

Morgan Pratt of Fullbeauty Brands, Patty Barrington of Affinitas 
and Aggie Sahlaras of Fullbeauty Brands.

Joan Perry of Oh La La Cheri with Stephanie Bugni and 
Susan Mcmahon of Donna Bella Lingerie.

Marcia Shally of Affinitas with Robert Dunham 
and Leann Vollmers of Scandalous.

Terri and Josephine Frazier of South Bay Boobology with 
Valerie Koehler of Fashion Forms.

Scott Jablonow and Susan Pionter of Panttease with Josee Cote of Curvexpo.

Elisabeth Sanchez of Michele’s, Deena Goodman of QT Intimates, Michele Jimenez 
of Michele’s with Steve Bernstein of QT intimates.

Wink Wells of Wells Intimates representing Aubade with 
Hilary White and Martin Nakatani of Understuff.

Shelley Chadwick of Chadwicks of London 
Boutique with Mona Goldberg of Black Spade.

Louise Schmidt of Lace by Louise and 
Cynthia Adams of Affinitas.



44 APRIL 2015 •  BODY

Lauren Graham with Marcia Shally of Affinitas and Audrey 
Thomas of Sock Shop and Shoe.

Fabiano Vanzuita of Ascensus Trading and associates.

Merissa Ghezzi, Shayleen Hillary and Amanda Waldron 
of Zappos.com

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Irene Kibreab of Nightlift, Soraya Garfield of Brabar Boutique, Vina 
Barden the Nightlift model and Donia Abraham of Nightlift.

Kirk Kokoska of Bluestar Resort & Golf, Josee Cote of Curvexpo and 
Alexandre Glaser of Carmen Von Glaser.

Meryl Kutzin and Steve Bernstein of QT Intimates; Brenda Coulter of Intimate Designs; Deena Goodman of 
QT Intimates and Chris Coulter of Intimate Designs.

The intimate apparel team from the Fashion Institute of Technology - Diane Demers, Kate Tobin, Avni 
Panchal, Tal Otremski and Samantha Burns.

Susan Leonard, Courtney Leonard, Lindsey Leonard and Krisi Perez of Shore.

Lisa Omodt of Compliments with Chelsea Buettner and Jenny Buettner of 
Shibue Couture and their model.

Deena Goodman of QT Intimates 
and Amanda Thompson of De-

lightfully Vixen.

Heidi Daulmer of HMD, Elizabeth Schulz of Commitments and 
Daniel Gendron of Wacoal.

Menazuri Vigil and Tracey Miller of Blue 
Boutique.
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Priscilla Codinach and Houman Salem of Argyle with Sarah 
Konkel of Oh La La Cheri.

Mona Goldberg of Black Spade, Cathleen Boitano of Bella 
and Ginny Wells of Wells Intimates.

Salvador Nogueda of Tandor for Men with Vincent DePaul of Black 
Spade.

Louise Schmidt of Lace by Louise with 
Steve Bernstein of QT Intimates.

Rosemarie Jutras of Waldorf Astoria with Jenny Jenny 
Buettner of Shibue Couture.

Mimi Desmond of Camouflage with Wink Wells 
of Wells Intimates.

Hikaru Takahashi of Belle Forme with Sarah 
Konkel of Oh La La Cheri.

Amber Debraak of Romantix and Josh Porter of Romantix with a 
lingerie model.

Ardie Ferry of Classie Lassie with Valerie 
Koehler of Fashion Forms.

Marcia Shally of Affinitas, Wendy Klein and Chad Zahn of Bella 
Ragazza.

Francisco and Milagros Pardo of La Revoltosa with Meryl 
Kutzin of QT Intimates.

Fred Wells of Wells intimates with Katrina 
Anderson of Bravo Boutique.

Doug Macinnis of Cupid Intimates, Michele and Juan 
Jimenez of Michele’s.

Yubio Fierro of Crystal Lune, Terry Lynch of Affinitas and 
Maria Fierro of Crystal Lune.

Terresa Zimmerman of Wood Underwear, Stephanie Bugni of Donna Bella Lingerie, 
Joan Perry of Wood Underwear and Susan McMahon of Donna Bella Lingerie.
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Steven Lien and Nicholas Cruz of Underu4men with Carley Pulford and 
Amelie Mongrain of Moho Living - Tush Skivvies.

Cindy Hawthorn of Queen of Hearts, Claire Mason and Gihan Gabor of the Onis Design 
Group with Barbara Hockema of Queen of Hearts.

Becky Harmon and Ann Deal of Fashion Forms with 
Willy Mrasek of Felina.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Fred Wells of Wells Intimates with 
Claudia Anghel of La Belle Louve.

Debra Caselli of Calla Lily with Wink Wells of Wells 
Intimates.

Yubia Fierro and Maria Fierro of Crystal Lune, Gihan Gabor and Claire Mason of Onis Design Group.

Anthony Coombs of Splendies with Sarah 
Konkel of Oh la la Cheri.

Terresa Zimmerman of Wood Underwear,  Josee Cote of Curvexpo, Greg Aghamanoukian 
of Men Essential and Raad Ghantous of Ghantous Associates.

Mary Wood of Next to Me, Steve Bernstein, Meryl Kutzin and 
Deena Goodman of QT Intimates.

Damien Craft and Vivian Henein 
of Four Seasons.

Ellen Stephens of Heavenly Blue 
Fine Lingerie with Lili Varbanova 
of Miel Sisters and Salua Lingerie.

Maggie Han of Seamless 
Thread.

Kinsey and Travis Tolley of Exes and Ohs 
Intimates.

Lynne Gilbert of Marigot.

Jennifer Edgar of Eucalan.

Jill Carrade in the jKnix booth with 
an associate.
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