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aerie opening 35 new stores
Sales of Aerie intimate apparel rose 26% in 
its fiscal fourth quarter, and rose 20% for the 
full year ended January 30, 2016.

The intimates division of American Eagle 
Outfitters also revealed plans to soon open 
35 new Aerie locations, a dramatic reversal 
for the company which has closed a net 61 of 
its lingerie stores since the end of its fourth 
quarter 2011, when it had 158. As of the end of 
its fourth quarter 2015 there were only 97.

Despite the smaller number of stores, the 
Aerie brand has been growing dramatically 
in recent quarters. Tests of smaller and rede-
signed Aerie stores have proved successful. 
But even more important, Aerie now realizes 
the importance of brick and mortar loca-
tions. During a conference call with financial 
analysts late last year, Aerie global brand 
president Jen Foyle revealed “We know that 
90% of our customers are acquired through 
brick and mortar stores.”

During that earlier call Foyle said Aerie 
was going to open 10 new stores in 2016, but 
in the March discussion with analysts she 
announced a the much greater expansion: 
“The financial of the new store [format] are 
very, very compelling. Based on the success, 
we plan to open 10 standalones and 25 side-

by-sides in new and under-penetrated mar-
kets.”

What makes Aerie’s newfound enthusiasm 
for brick and mortar particularly fascinating 
it that the brand has one of the youngest 
demographics in the lingerie business with a 
significant portion of its business coming 
from online sales. “We saw strong online traf-
fic, and consistent growth in our digital busi-
ness, with sales increasing over 40% in the 
fourth quarter,” said Foyle. Yet she has 
abruptly decided to open 35 new brick and 
mortar stores.

The sales gains for American Eagle as a 
whole, which also includes an extensive line 
of men’s and women’s apparel, were signifi-
cantly more modest than the lingerie divi-
sion; sales increased only 3% in the fourth 
quarter and 7% for the year.

In the fourth quarter, parent company 
American Eagle reported income from con-
tinuing operations of $81.7 million on sales of 
$1.106 billion compared to income of $70.1 
million on net revenue of $1. 072 billion in the 
quarter ended January 31, 2015.
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For the full year ended January 30, 2016, American Eagle reported 
income from continuing operations of $213.3 million on sales of $3.522 
billion, compared to income last year of $88.8 million on sales of 
$3.283 billion.

In describing her division’s results, Aerie president Foyle noted that 
the latest quarter marked “our seventh consecutive period for positive 
comps and earnings growth,” adding that “I am also extremely 
pleased to see positive store traffic, which clearly outpaced the mall. 
We grew our active customer base by over 12% for the year, as the 
result of great product, fresh marketing, and broader digital and store 
reach.”

“Our fourth-quarter holiday collections were well received by our 
customers. We saw positive comps nearly in all categories. Our major 
businesses, including bras, undies and apparel increased by over 30%; 
and new offerings such as bralettes, swim and sleep drove incremental 
business.”

Foyle said she was optimistic going forward as well. “As we enter 
spring, I feel really good about our assortment,” she said adding that 
spring merchandise “performed extremely well in January, and that 
momentum has continued into first quarter. Now looking at the year 
ahead, I would like to talk through our key focuses. From a product 
perspective, we will continue to drive innovation, and enhance our 
quality and design to maintain momentum. We will further develop 
novelty businesses and expand offerings to include new categories, as 
well as additional sizes and broader online assortments.”

“Financially, we will aim to further strengthen our margins. We will 
take advantage of cotton and product cost opportunities, reduce 
markdowns, and implement a more strategic approach to fabric and 
chase capabilities.

Next, digital and store growth are key to brand expansion and new 
customer acquisition. We see ongoing growth as we ramp up our 
digital marketing and broaden online offering, and more proactive in 
our customer outreach. Selective store growth is also key.”

Foyle also emphasized her reliance on the company’s advertising 
strategy which promotes images of “real” un-Photoshopped models. 
“Marketing is also a major priority, as we engage our customers in a 
unique way. The Aerie Real campaign is a point of differentiation, 
and has created a strong connection with young women. With grow-
ing increased, and increased customer engagement, media impres-
sions, specifically on the Aerie Real campaign, rose to 4 billion in 2015, 
up dramatically from last year. We put the Real concept at the center 
of everything we do. We will continue to build on this message, such 
as our current Strong, Beautiful Me campaign.”

Foyle listed some of the aspects of Aerie’s business which she 
expects to contributed to growth going forward including “a new fit 
category” launched in January and “novelty bralettes, that’s been a 
huge category for us.” She also noted “Lounge has been extremely 
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well, so our soft dressing categories, and we’ll 
continue to expand that.”

Speaking about Aerie’s brick and mortar 
experiments Foyle explained, “we’ve tested 
four smaller store formats that are highly suc-
cessful. We’re really pleased with the produc-
tivity we’re seeing, and we’re comping in 
smaller square footages in same malls, and 
the productivity is up roughly [60]% in those 
formats. So we’re excited to grow a smaller 
footprint.”

A complete transcript of the Aerie confer-
ence call can be found at http://www.thes-
treet.com/story/13481129/1/amern-eagle-out-

fitters-aeo-earnings-report-q4-2015-confer-
ence-call-transcript.html.

vs up 4% in february
Victoria’s Secret and Pink comparable store 
sales in the U.S. and Canada rose 4% in 
February. Meanwhile during the month, the 
company opened two new locations, raising 
the total in the U.S. to 992.

Parent company L Brands, which also 
includes Bath & Body Works, La Senza lin-
gerie stores, Henri Bendel and income from 
“700 additional non-company-owned loca-
tions worldwide,” reported “net sales of 
$849.3 million for the four-week period ended 
February 27, 2016, an increase of 5% com-
pared to net sales of $806.1 million for the 
four-week period ended February 28, 2015.”

For the first time in recent months L 

Brands did not provide separate sales results 
for its direct business. Instead it reported that 
the combined comparable store and direct 
sales for Victoria’s Secret and Pink stores in 
the U.S. and Canada had also risen 4% in 
February. In January it reported its North 
American comparable lingerie store sales had 
decreased by 4% while its direct business had 
risen by 21% versus the same month in 2015.

Amie Preston, chief investor relations offi-
cer, said the 4% increase at the North 
American Victoria’s Secret and Pink stores in 
February, was “driven by strength in panties, 
Pink bras and Pink apparel.” There are now 
128 Pink stores in the U.S. and nine in 
Canada, compared to 992 Victoria’s Secret 
stores here and 37 in Canada.

Preston noted that at those stores, 
“Merchandise margin dollars increased ver-
sus last year. The merchandise margin rate 
was down to last year. The decrease to last 
year was primarily driven by a decline in 
beauty as we reposition this category. In addi-
tion, margin rate was unfavorably impacted 
by FX in our Canadian business.”

Looking ahead, the investor relations offi-
cer said, “In March, we will continue our 
focus on spring break and delivering new 
fashion with our Body By Victoria launch 
and introduction of our new Pink push-up 
bralette.” She pointed out that “Easter is one 
week earlier than last year, and Easter Sunday 
shifts into March and out of April. We expect 
that this shift will have a negative impact to 
March comps of about 1 to 2 points, and 
therefore we expect March comps to be flat 
to up low single digits. We expect comps for 
the March/April time period combined will 
increase in the low-single digit range.”

As usual, L Brands did not disclose compa-
rable sales results for its La Senza Canada 
lingerie stores, but it did reveal that it had 
closed one in February, dropping the total to 
125. Over the past seven year, the company 
has closed more than half of the La Senza 
stores it operates in Canada. As of January 31, 
2009 there were 322 stores there. L Brands 
completed its takeover of La Senza in 2007.

delta galil 2015 sales up 5% 
Sales at Delta Galil rose 5% in 2015 to reach 
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$1.08 billion, but net income fell by 7% to 
$43.9 million.

In the fourth quarter ended December 31, 
2015, the company reported a 3% increase in 
sales to $287.1 million, but net income fell 16% 
to $12.3 million. Delta has significant interna-
tional operations, including in Israel and 
Europe, as well as in the U.S.

Isaac Dabah, CEO of Delta Galil, declared 
in announcing the results, “Our 2015 perfor-
mance represented the sixth consecutive year 
of sales growth. We delivered a 10% increase 
in top-line in original currency.”

Dabah continued, “While 2015 was a chal-
lenging year for the global economy, we ben-
efited from our business model, which com-
bines a diverse blend of branded and private 
label products, an expanded global presence 
and a range of market segments. Among our 

key highlights during the year, we improved 
our performance at Delta USA and in the 
global upper market, and in addition, we 
acquired the P.J. Salvage brand. We expand-
ed our prominent portfolio of licensed brands 
with men’s and ladies underwear licenses for 
Columbia Sportswear, a sleepwear and inti-

mates license for Juicy 
Couture, and an exclu-
sive license for Puma 
sportswear brand prod-
ucts in Israel. All of these 
will contribute to our 
growth potential in 
future years.”

“Looking to the future, 
we have made several 
investments in the com-
pany to position us for 
long-term growth and 
enhance our shareholder 
value,” Dabah contin-
ued. “In 2015, we signifi-
cantly increased our cap-
ital expenditures to sup-
port and drive our global 
growth, adding a factory 
in Vietnam and a dye house in Egypt, while 
expanding our facilities with new headquar-
ters and showrooms in New York and Israel. 

These investments have positioned us to 
continue to innovate, add new customers and 
licenses, and expand our international scope.”

For 2016, Delta Galil predicted growth for 
both it sales and net income providing “finan-
cial guidance, excluding non-recurring items” 

and basing it “on current 
market conditions and cur-
rent exchange rate of $1.1 
per euro and 3.9NIS [New 
Israeli Shekels] per US$.”

The company stated that 
“Full-year 2016 sales are 
expected to range between 
$1,090 million-$1,110 mil-
lion, representing an 
increase of 1%-3% from 2015 
actual sales of $1,080.0 mil-
lion.” It added that “Full-
year 2016 net income is 
expected to range between 
$49.5 million-$52.0 million, 
representing an increase of 
2%-7% from 2015 actual net 
income of $48.5 million.”

ghiro: luxury italian brand
DSNews, the new marketing and distribu-
tion company headed by Russ Kelly, has just 

signed an agreement 
with the Italian luxury 
underwear firm, Trucco 
Tessile, to launch its 
Ghiro brand in the U.S.

To start, DSNews will 
focus on Ghiro’s “perma-
nent basic collection 
(both women and men) 
guaranteeing a re-order 
service and fine quality 
and 100% natural fabrics,” 
explained Kelly. “Then 
we will introduce, also, 
fashion seasonal collec-
tions with different 
styles, colors and laces.”

“DSNews is a facilita-
tor to brands selling in 
the U.S. knowing the 
importance of a brand 
having ‘awareness’ in the 

market,” continued Kelly. “DSNews will 
assist Ghiro in developing a full price, luxury 
position in the market at a price / value ratio 
that will challenge its primary competitors. 
Ghiro completes with Oscalito (Italy), 
Lisanza (Italy), Hanro (China/Switzerland), 
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Zimmerli (Switzerland).”
Once successful distribution has been 

achieved in the U.S., “we would like to extend 
our work to Canada and Mexico too.”

“Founded in 1867, Trucco Tessile has the 
oldest tradition of underwear production,” 
according to Kelly, who added that it is “a 
family owned and run company, now in its 5th 
generation.” The company’s brands have 
“never sold in USA, nor has it done private 
label business here, said the distributor. “We 
would like to introduce our brand in USA 
and seduce American customers with our 
own label.”

“Pricing will be attractive and competitive.” 
Women’s basic underwear tops are expected 
to retail for between $40 and $65, panties 
from $26 to $40. “Fashion tops” will retail for 
$60 to $100.

“All handmade in Italy, Ghiro is all about 
quality and the finest fabrics,” explained 

Kelly. “In Italian they say “Fibre Nobili.” 
Creating beautiful seasonal fashions and a 
very high quality line of never-out-of-stock 
ladies and mens underwear. We use natural 
fabrics (wool, cotton, silk) and we buy all the 
laces in Italy.” He emphasized that the inven-
tory will be stored in a DSNews facility in the 
U.S. to facilitate rapid delivery.

“Underwear is the first thing to touch your 
body in the morning so we want that experi-
ence to always be perfect. Made from 
Filoscozia cotton, one of the most valuable 
cottons used by brands like Zimmerli, 
Oscalito or Hanro (before China), the fabric 
is silky and light, worked in a such a way as to 
ensure a long-lasting life cycle. It offers maxi-
mum comfort and a comfortable fit.”

Besides Italy, key existing markets for 
Trucco Tessile include France, Belgium, 
Russia, Japan, Taiwan, Norway, UK, Spain 
and Portugal.

According to the distributor, “DSNews 
will provide a broad range of services to 
Ghiro. These will include market planning, 
sales representation, order management and 
warehousing oversight. In addition we will 

provide digital distribution of content and 
drop ship capabilities to various online desti-
nations including boutique and lifestyle sites, 
influential media sources including bloggers 
and affiliates as well as other online selling 
platforms.”

Kelly added that he is looking to set up a 
network of independent sales representatives. 
“DSNews has excellent opportunities for 
agents and showrooms. Agents programs 
have commission from 10% to 15%. Showrooms 
and agents can manage their accounts online 
through the DSNews portal. Never get 
caught not knowing if stock is on-hand, the 
DSNews portal provides real time inventory 
availability, order enter / status and drop ship 
capability.” Representatives are protected in 
the system, he continued. “Even when a store 
signs in and orders or drop ships to a cus-
tomer, the agent that is assigned to the 
account gets paid.”

DSNews will begin shipping Ghiro in 
May. “We expect to solidly position Ghiro as 
a high moderate-luxury underwear brand.” 

Contact Russ Kelly at (732) 800-0499 or 

(Continued from page 10) 
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russ@dropship.news.

panties from old t-shirts
La Vie en Orange, which launched in 2011, 
produces men’s and women’s underwear 
made from second-hand T-shirts.    

“Basically I am in it because there are so 
many T-shirts in the world,” explained Kori 
Jock the appropriately named company 
owner. “And everyone needs underwear.”

Using second-hand shirts means “fewer 
chemicals and dyes” entering the environ-
ment, a prime concern of Jock. She noted 
that she is able to create “one to three” pairs 
of underwear from each shirt, adding silk 
screened patterns or sayings to the pieces. 
Jock insisted that the T-shirts are well laun-
dered before use, adding 
that she does not use the 
area around the arm pits.

Jock gets her shirts from 
thrift stores, corporate 
campaigns with excess 
shirts to spare — even a 
local brewery with inven-
tory they did not need.

The underwear whole-
sales for $13 to $15 a pair 
and sell on the company’s 
own website as well as 
some specialty stores and 
gift shops, “mostly in the 
Midwest.” Panties on the 
company’s website retail 
for $28.

Jock ran the company as 
a “side gig” in the begin-
ning but has been at it full 
time for the past couple of years.

woven pear sox
Woven Pear was at Pool for the first time 
with its bright, colorful collection of wom-
en’s crew socks. The company launched last 
February and offers over 50 patterns, whole-
saling at $6 and designed to retail for 
$14.99.

The simple, bright patterns were a stand-

out in the sock category in Vegas in mid-
February where several shows with socks 
(Magic, Curve, Project, Accessories and 
more) were all going on at once.

The company has exhibited at the 
Accessory show in New York, but a spokes-
person said Pool has been the best of their 
shows so far.

Some of the styles are pattern only, others 
incorporate patterns and two word phrases, 
one word on the sole of each foot: Foxy 
Lady, Party Time, Wild Thing. One of the 
best selling pattern-only styles features pine-
apples.

The company’s phone is 385-722-8227.

leg apparel camouflage
Leg Apparel has a just added a new 
Realtree licensed collection of camouflage 
men’s underwear, women’s leggings, ther-

mal fleece base layer under-
wear for both men and 
women, as well as accesso-
ries, jewelry, hats, and 
scarves.

Prices for the new collec-
tion have not been finalized 
yet, but Arthur Lavitt who 
was showing the line at 
Project in February, said 
leggings could retail for 
between $30 and $40.

Leg Apparel and parent 
company Amiee Lynn sell a 
broad range of products 
under additional brand 
names such as Fair 
Weather, Modern 
Heritage, 29Palms, Lake 
Shore Drive, Sweetcakes 
and Ransom Boyd.

Contact Lavitt at (212) 
268-4747, ext. 224 or Arthur@LegApparel.
com.

french fries swimwear
Pyknic, a T-shirt, sock and bikini brand was 
showing two new printed string bikinis: 
one with an all-over photo print of French 
fries, the other with an all-over print of 
macaroni and cheese. The new styles, which 
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were introduced just before Pool, are offered 
with matching socks.

The new bikinis join the company’s pep-
peroni pizza photo print bikini and sprinkles 
photo print bikini which have been in the 
collection for some time. The two piece suits 
wholesale for $32 the set, with a suggested 
retail of $64. The matching socks wholesale 
for $7 and retail for $14.

Pyknic launched in 2009 and has tried 
Magic and Agenda, but has settled on Pool. 
February was its 4th appearance at the 
show.

marco marco swimwear
Marco Morante, a costume designer, start-
ed Marco Marco as a men’s underwear 
brand two years ago, and at Project in 
February added swimwear retailing for $65 
to $75.

The underwear collection retail prices 
start at $28 and go on up to colorful leggings 
for men at $150.

The company sells on its own website as 
well as in about 40 stores internationally 
according to a spokesman. The company 
also is about to open its own mono brand 
store across the street from its Los Angeles 
office space.

They can be reached at (323) 451-5830 or 
daniel@marcomarco.net.

danny miami
Danny Miami is a new men’s underwear and 
swimwear brand that was exhibiting at the 
Project show in February. The brand, which 
launched last year in July, sells off its own 
website and was at the show looking to add 
stores.

In addition to Danny Miami (which is the 
name one of the owners uses), the company 
also offers the brand Gian Gianni (named 
for his partner) and Voi Toi.

The underwear is retailing at $24.99 on 
their website; the swimwear retails for $42.

sock it to me panty
Sock It To Me, a company we have written 
about before, was at the Pool show as well 
as Magic in February with a new collection 
of men’s and women’s underwear with pat-
terns that come from its large, existing col-

lection of socks.
The underwear, which launched in late 

November, is offered in a boxer brief for 
men and a low rise panty for women, both in 
eight patterns. 12 new patterns are sched-
uled to be added in July. Two of the current 
patterns overlap both the men’s and wom-
en’s underwear: Blamo (a pattern based on 
pop comics) and Planets. Bad Ass is the 
best-selling women’s pattern; a men’s version 
will be added in July.

On the company’s website women’s pant-
ies are retailing for $10 and men’s boxer 
briefs for $20.

One way the brand connects with consum-
ers is through an annual design contests 
where consumers submit their own pat-
terns. Contest winning designs are incorpo-
rated into the company’s line of socks. 
Interestingly, two of the eight underwear 

patterns in the initial launch originated as 
consumer contest winning sock patterns.

Intimate apparel stores are among the 
expected wholesale customers. Contact 
them at (503) 407-8986 or (503) 419-6428; 
carrie@sockittome.com or Michele@sockit-
tome.com

catanzaro at ils
French fetish designer Patrice Catanzaro 
returned to the International Lingerie Show 
in Las Vegas (April 4-6) with several new 
apparel and lingerie collections.

After exhibiting successfully at many of the 
recent ILS shows, the designer missed the 
last event, which began at the end of August, 
2015, due to a conflict with the Montreal 
Fetish Weekend, where he is one of the most 
prominent participants.
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According to a Catanzaro 
spokesperson, the designer is 
“currently working on a collec-
tion lingerie boudoir which will 
be ready in September. This 
collection is full of net, loops, 
lacing and superpositions of dif-
ferent fabrics. And again lots of 
net!” He is working on a new 
latex group, and she added, 
“For the ILS, Patrice will pres-
ent officially and exclusively his 
new collections: Tome 13 and 
volume 6 of “Les Ptites Folies” 
but also his new men’s collec-
tion.”

We asked Catanzaro to list and 
describe some of the pieces he 
would recommend to retailers 
here who want to try the line.

The list begins with the 
“Chloe” dress, described by his 
spokesperson as “an excellent choice for 
your best, beautiful night. Made of a sensu-
al Lycra,” the dress is composed of “three 
distinguished fabrics which enhance your 
female curves. Its sensuality is even more 

distinguished by the deep bare back. A 
leather like material forms a distinct collar 
neckline. Soft sparkling material is gathered 
from the top creating gentle folds which 
heighten the chest volume. The fabric is 
gathered again at a curvy cut waistline. The 

smooth Lycra is varied with a tight-
er stretchy netting on both sides of 
the waist, offering support and 
comfort while further distinguish-
ing the waist line of a feminine form. 
Falling just below the knee, this 
black and white dress will give you 
an elegant and sexy, chic style.” 
Many of the dresses are offered in 
sizes from SMALL to XXL.

Catanzaro also recommended his 
“Osisko” wet look dress, which “com-
bines transparency and elegance. 
This dress will be your instrument to 
bring out the star in you.” The dress 
incorporates “soft small of leather 
like lozenges that cascade and dan-
gle,” with netting, to create a look of 
“originality and sensuality. Falling 
just below the knee, its full length 
outlines the body curves. The front 
zipper permits opening and closing,” 
allowing the wearer to reveal as 
much as she wants.

“XI’AN” is an “asymmetric wet 
look dress inspired by Asia.” The 

kimono-like garment includes a “single long 
sleeve,” and combines “black and a metallic 
plum color wet look fabric.”

“XI’AN’s originality is even more distin-
guished with a long zipper running down 

the whole length of the 
dress. With two zipper 
slides running from the 
top and the bottom, it 
offers a multitude of dif-
ferent settings and open-
ings. This double open-
ing zipper adds an artis-
tic touch of playfulness 
and class-A trademark 
of Patrice Catanzaro.”

For men, the designer 
recommended retailers 
start by ordering his 
“Paul” collection of 
pants, tops and boxers. 
“This complete set 
styled for men is trade-
marked with a perforated 
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leather-like material specially designed by 
Catanzaro.” The pants are worn with a wet 
look top, which includes a “band of perfo-
rated leather material across the chest.”

“The wonderful boxer is equipped with 
three zipper slides. You can let your imagi-
nation run free,” declared the 
designer’s spokesperson. This 
set is manufactured in sizes 
from small to XXL.

In other news, Catanzaro 
has just started working with 
the AAPD distributorship in 
Hendon, Australia (7 Butler 
Drive, Hendon Common 
5014 SA Hendon) and has 
started retailing his collection 
at Adult Superstore (49 
Morphett Street Adelaide, SA 
5000).

yandy plus swim
Online retailer Yandy.com has 
expanded its offerings of plus 
size swimwear, noting in a 
statement that it “saw a hole in the market 
and rightly introduced” a collection to serve 
“curvy, full-figured shoppers” who have “lim-
ited options.”

In the plus size swimwear section of the 
company’s website, 18 styles are displayed, 
with suits ranging in size up to 3x. One 
piece suits are retailed at $45.95, while the 
the tops and bottoms of the two-piece sets 
are retailed separately at 
$25.95 each.

“Online retailers haven’t 
traditionally gone after the 
plus demographic when it 
comes to swim, especially 
the fashionable swim mar-
ket,” stated CEO, Chad 
Horstman. “While we 
already offer a great selec-
tion of products for plus, we 
wanted to round out our 
offerings by incorporating this great new 
swim line.”

“We wanted to bring in plus swim but we 
wanted to make sure it aligned with our 
fashion-centric customers. This line does 
that.”

mapalé lingerie price drop
Mapalé, which is now the new name for the 
Espiral and AM:PM brands, is off to a 
strong start in 2016, the first year of its re-
branding.

According to co-owner Angela Escobar, 
buyers are “loving the lingerie collection” 
and one big reason is that a recent shift in 
currency exchange rates has allowed the 
company to cut prices on some of its linge-
rie styles by up to 20%. “Prices are better this 
year, and that has brought in a whole new 
wave of retail customers.”

The price reductions were made possible 

because of the lower cost of some lingerie 
components, especially those produced in 

Colombia, where Mapalé apparel is made.
On the resort and swim side of the busi-

ness, material costs did not go down, so 
prices are similar to last year. Sales are up, 
however, said Escobar, because of the 
strong reaction to 2016 designs as well as 
the popularity of the company’s “mix and 
match” program for its swimwear collec-
tion. 

“Our mix and match approach allows con-
sumers to create their own special 
looks. It also allows the stores to buy 
exactly what they want. Stores can 
also present our collection in differ-
ent ways so it looks like they have 
something new every week,” conclud-
ed Escobar.

 
urban intimates name
Seven year old Urban Intimates 
Lingerie has changed its corporate 
name to UI Global Brands, LLC.

“The UI Global Brands name 
emphasizes our new overall direction 
as a company,” explained Psyche 
Terry, founder and CEO. “Through 
our carefully selected portfolio of 
quality brands that includes apparel 
and skincare solutions, we provide a 

superior experience for our customers.”
According to the company, its “Vogue 

Couture lingerie line of feminine, seductive, 
and beautiful apparel [is] available in hun-
dreds of stores across the country and 
online” including “Walmart, select Macy’s 
stores, and online collections at jcpenney.
com, macys.com, and wal-mart.com.” The 
company’s “natural spa skincare products, 

Urban Hydration can be found 
online and in stores across the 
country, including The 
Exchange and Macy’s 
Backstage.”

“Psyche created Urban 
Intimates to provide lingerie and 
bras that would flatter her curves 
without sacrificing fashion and 
fit,” noted a spokesperson. “UI 
Global Brands, LLC is certified 
as an MBE [minority business 

enterprise] and a woman-owned business, 
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with a mission to promote positive images 
for women by providing fashion and func-
tion that enhances beauty from the inside-
out.” Contact Terry at 877-500-1967.

q-t intimates sports bras
In its latest collections, Q-T Intimates offers 
two types of sport bras: low impact and high 
impact.

Liz Marrell, design and creative director 
explained the composition and structure 
that permits the company’s sports bras to 
perform at the different levels. “In order to 
allow the wearer to do high impact sports, 
the wearer is very active and moving a lot so, 
FIT is key: A tighter fit around the body 
(sometimes we’ll grade down a half size to 
make it tighter).” These bras are made with 
“compressed cups with less stretch in the 
fabrics and padding” and “short stretch 
straps, which are sometimes stabilized.”

Q-T’s “All Star” high impact bra is lightly 
padded with compression cups and cut and 
sew construction. It is made with “cushioned 

s h o u l d e r 
straps and 
center front 
gore,” “wide 
hole breath-
able spandex 
mix sports 
mesh” and a 
“wide, plush 
elastic band 
for support.” 
The bra is 
available up to G cup. Marrell recommends 
it for “medium to high impact activities.”

Another of Q-T’s bras recommended for 
“medium to high impact activities” is the 
“Super Mom” from its La Leche League 
International Intimates division. This sports 
nursing bra is wireless, with cut and sew 
construction and compression cups. It is 
made of a cotton/poly/spandex mix, with 
“breathable, waffle mesh side panels,” “cot-
ton nursing frame” and a 
“wide, plush elastic band 
for support.” It is avail-
able in sizes small to XL 
and in black, white, grey 
and purple with fuchsia.

Marrell explained that 
a different approach is 
utilized for the compa-
ny’s low impact sports 
bras. “For low impact 
sports, the wearer is not 
moving at such a high 
rate, so COMFORT is 
key: a normal fit is effi-
cient [with] soft interior 
fabrics and trims.”

For “low to medium 
impact activities” Marrell recommends 
Q-T’s “Spirit Within” bra, which is lightly 
padded with cotton lining and medium 
compressed cups. The bra comes with 
nylon/spandex “breathable mesh wings,” 
“cushioned shoulder straps,” and a “color 
piping design.” The bra comes in black and 
white and in sizes small to 2X.

pvh sales, profits rise
Sales at PVH Corp. rose 2% in the fiscal 
fourth quarter ended January 31, 2016, but 

declined for the full year by 3.1%. Meanwhile 
net income rose substantially for both the 
final quarter and full year.

The company earned $134.2 million on 
sales of $2.01 billion compared to earnings of 
$51.5 million on sales of $1.97 billion in the 
fourth quarter ended February 1, 2015. For 
the full year 2015 the company earned $572.4 
million on sales of $7.61 billion compared to 
earnings in fiscal 2014 of $438.9 million on 
sales of $7.85 billion.

The PVH results were 
negatively impacted by cur-
rency exchange rates and it 
made extensive used of non-
GAAP (non-generally 
accepted accounting princi-
ples) calculations in present-
ing its results. It noted in 
the fourth quarter, “revenue 
increased 7% on a constant 
currency basis (increased 2% 
on a GAAP basis to $2.11 
billion) compared to the 
prior year’s fourth quarter 
revenue of $2.07 billion.”

During last year PVH 
noted it “repaid $350 million 
of debt and repurchased 

$126 million of stock.”
Chairman and CEO Emanuel Chirico 

declared of the fourth quarter, “Our Calvin 
Klein business was a highlight, as investments 
we made over the last few years continued to 
generate solid results, and we saw strength 
across all regions where we operate. Our 
Tommy Hilfiger business also saw positive 
momentum in its international markets, high-
lighting the power of the brand. Lastly, our 
Heritage Brands business pro

(Continued from page 15) 
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Ted Vayos, BODY: Please 
describe your men’s store for 
our readers?

Neil Chamberlain, Graffitti: 
Graffitti is located in the 
heart of Key West Florida 
on bustling Duval Street.   
Graffitti started as a store 
catering to gay men and has 
evolved into a store that car-
ries clothing for all men, as 
well as unique clothes and 
accessories you won’t find 
elsewhere.   While our core 
business is swimwear and 
underwear, we also carry 
throwback items such as 
Pan Am bags, shirts from 
defunct Key West businesses 
such as The Monster, Boca 
Chica Lounge, Atlantic 
Shores and others as well.   
We carry many major la-
bels such as Diesel, Speedo, 
RVCA, Marco Marco, as 
well as our own Graffitti line 
of swimwear.

Ted: When did you open 
this business?

Neil: The store opened in 
1987 and is currently under 
its third ownership.   Our 
current owner took over in 
July of 2015.

Ted: Why did you choose to 
open a business in this loca-
tion?

Neil: Duval Street is the 
heart of Key West and the 
economic center of Key 
West.   We are located right 
in the center of Duval.  This 
area is also in the middle of 
what we refer to as the “pink 
triangle” where many of the 
LGBT businesses are lo-
cated.

Ted: What makes your store 
special?

Neil: Our store carries 
unique items that you won’t 
find everywhere such as 
wooden watches, wooden 
sunglasses, stainless steel 
wallets, Pam Am memora-
bilia, seatbelt style belts, as 
well as many other unique 
items. 

Ted: What do you look 
for in an men’s underwear, 
swimwear and apparel? 

Neil: We keep up with the 
trends and look for the lat-
est designs.  It’s important to 
keep our inventory updated 
and current.

Ted: What brands 
are important to your 
store? 

Neil: Our best brands 
are Diesel, RVCA 
and our own Graffitti 
line.

Ted: What brands 
have disappointed 
you as a retailer? 

Neil: I wouldn’t say 
any brands have dis-
appointed, but we 
have dropped a few 
lines due to conflicts 

with them selling to other 
retailers nearby.   We try to 
stay unique in the commu-
nity.   Since taking over the 
store, we have brought in 
Nasty Pig, Marco Marco, 
Stardom, Freedom Reigns, 
and a few others. 

Ted: Describe popular styles 
or trends in your area.   

Neil: Key West is unique in 
that we have a very laid back 
lifestyle.   Labels aren’t as 
important here nor are spe-
cific trends.   With that be-
ing said, a good percentage 
of our customers are tour-
ists and they are more brand 
conscious.   We try to have 
cutting edge styles and the 
latest items from our ven-
dors.

Ted: Describe your price 
points and size ranges.

Neil: We carry sizes from 
small through 2XL.   Some 
items such as fitted swim-
wear we only carry as large 
as XL.  We carry higher end 
products so our pricing is 
moderate. 

Ted: What is your typical or 
average customer size?

Neil: Our sizing hasn’t 
changed in the last year.  We 
sell predominantly medium 
and large sizes.

Ted: What does your aver-
age customer spend per visit 
to your store?  

Neil: Our average spend is 
about $70 per customer.

Ted: Describe your customer 
base.

Neil: Our customers are pre-
dominantly male, usually in 
the 20 – 60 age bracket.  A 
few women do purchase Pan 
Am bags, and unisex wood 
watches.
  
Ted: What has impacted 
your business the most this 
year?

Neil: Our business depends 
on tourism so when tour-
ism is down, our business 
reflects that.   A mild win-
ter this year has slowed our 
tourist season down a little, 
but every year, our off sea-
son (summer) actually gets 
a little better.   Most people 
think Key West would be 
too hot in the summer but 
in reality, it’s never hit 100 
degrees in Key West so our 
summers are not as hot as 
people think.   Key West is 
a small island surrounded 
by cooling waters to keep 
our temperatures lower than 
mainland South Florida all 
summer long.     That same 
ocean keeps us warmer than 
mainland Florida in the 
winter.   Temperatures from 
day to night usually only 
fluctuate 10 degrees. 

retail profile: graffitti

Q&A with Neil Chamberlain, owner
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Ted Vayos, BODY: Please 
describe your store for our 
readers?

Soraya Garfield: We’re lo-
cated in Foothill Village 
Utah that is known for all 
their high end boutiques 
that carry item’s that can’t be 
found anywhere else in the 
state.   We chose this loca-
tion because it’s very close to 
Park City, Federal Heights 
and the Avenue’s which are 
just a few of the swanky lit-
tle neighborhoods that sur-
round us.   We got into the 
lingerie business because we 
found a product that needed 
to be shared with all women.

Ted: what makes your store 
special?

Soraya: BraBar|Boutique 
is special because we are 
one of a kind.   We are the 
only boutique that carries 
the marlies|dekkers brand.   
We are also the only bou-
tique in Utah that has an 
educated staff and we spe-

cialize in fittings.   
We don’t only 
size you but we 
share our knowl-
edge of why a bra 
is or isn’t the right 
fit and what you 
need to look for 
in a good bra.  We 
also do bra|parties 
for bachelorette, 
bday, GNO etc.   
We have trunk 
shows with other 
boutiques.   We 
pay very close at-
tention to the 
ambiance that we 
provide.   We al-
ways have fresh 
flowers, candles, 

great music and stay 
on top of all the trends.  We 
are also very personable with 
our clients.  We’ve been ex-
plained as “Very Empower-
ing for women” by author 
Dr. Christian Northrup.

Ted: What do you look for 
in a brand? 

Soraya: Because our # 1 
brand is quality and comfort 
that is what we look for in 
all of our products that we 
carry.  That is the reason we 
don’t have many brands in 
the store.   Our main line is 
marlies|dekkers.  
  We have added NightLift 
that has proven to be very 
comfortable, sexy and good 
for you.  We always say “you 
don’t have to compromise 
comfort for style” when you 
shop with us.   Being com-
fortable is just as important 
as looking good.

Ted: Describe popular styles 
or trends in your area.   

Soraya: The bra’s with the 

straps that can 
be shown as an 
extra accessory 
has become 
very popular.

Ted: Describe 
your price 
points and size 
ranges.

Soraya: We 
have sizes the 
range from 32-
42 cup A-G.   
Price Bra’s start 
at $98.

Ted: What is 
your typical or 
average cus-
tomer size?

Soraya: 34-36D have always 
been our most popular size 
but this year I have had A 
LOT of 36E-F.

Ted: What point of sale sys-
tem do you use in the store? 

Soraya:  We use Light 
Speed.   I wouldn’t recom-
mend it.

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

Soraya: Our 
average ticket 
is $250.

Ted: Describe 
your customer 
base.

Soraya: Our 
customer base 
is mostly wom-
en.   Ages 30-
50.

  
Ted: What has impacted 
your business the most this 
year?

Soraya: We have lots of word 
of mouth because it is hard 
for women to find a great 
fitting, comfortable, beauti-
ful bra.   Our NightLift has 
brought plastic surgeons my 
way because it’s a great bra 
for post-op.  If you come in 
once, you’re hooked.

retail profile: brabar boutique

Q&A with Soraya Garf ield, director of purchasing
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event report
Curve Las Vegas, February 2016
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The Curve lingerie show in Las 
Vegas (February 16, 17 and 18) 
was held in the central hall of the 
Convention Center, with open access 
to the rest of the Magic show.
  “The open space was incredibly 
welcoming and brought in new types 

of buyers,” noted show management 
in a statement after the event. “In 
this format, exhibitors were able to 
meet with individuals interested in 
expanding their product line with in-
timate apparel products in addition 
to the already-established list of inti-

mate apparel buyers.” Over the next 
four pages we present photos of the 
buyers and exhibitors we discovered 
doing business during the show.
  The next Curve lingerie and swim 
show in Vegas will be held August 
15-17 at the Convention Center.
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Jason Amirmajdi of Le Bra, Heather Rubio of Fashion Forms 
and Christopher St. James of Luxe Lingerie.

Cassie Massiah of Nenas Boutique, Jan Swan of Julie France and
 April Heath of Le’Chic Couture.

Leslie Meeker and Kelly Breslau of 
The Fine Art of Romance.

Erin Sue of Lace.

Yvonne Samson of Personal Touch, Clancy Shak of Cosabella, Cherry Yin and 
Charlotte Cho of Personal Touch.

Samantha Avezzano and Fred Wells of Triumph with Misa 
Helbling and Dan Muccia of Allure.

Robin Murphy of Truleyors and Eric 
Crawford of Cupid Intimates.

Aejaie Sellers of Sweet Forbidden, Cassie Weaver 
and Alexa Fernandes of Rago.

Justin and Steve Chernoff of Rago.

Amber Debraak and Josh Porter of Romantix.

Lissann Jones of Intimates Plus with 
Adriana Tieck of Silk & Soul.

Nick Larosa at Skinnies 
Instant Lifts.
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Mona Goldberg of Blackspade and Whitney 
Shingleton of Retort Lingerie.

Sarah Carter DW Schmitt Global, Adam Neilson of Sheer Essentials with Annette Smith 
of Montelle Intimates and Michelle Miller of Sheer Essentials.

Jan Swan of Julie France and Benta Fries of Silhouette.
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Kathleen Daese of Pluto and Julia 
Hann of Alice Rae Shop.

Melanie Woods, Theresa Antretter and Colleen Ruby of Anita.

Emily Glaeser of EG Lux, Kiley Pianalto and 
Daniel Sasfai of FiFi’s Boutique.

Bridget Dahl-Hunter of Bedhead Pajamas with 
Melanie Notch of Zappos.

Ambar Ileana of Rizo Alfaro with Connie 
Schmitt of DW Schmitt Global.

Tara Wyatt of Tumbleweeds Music Shop, Kelly Perry of Manta Collection, 
Janeane Marie of Manta Collection and Christa Weil of Indigo.

Sarah Carter of DW Schmitt Global, Annette Smith of Montelle 
Intimates, Sherri Smith and Jolee Barry of Suelto.

Jennie Nielsen of Curvy Kate with Brian Klein, Angelica Klein, Sarah Spaulding and Evan 
Schroder of Northwest Bras.

Ana Bimanand and Adrine Bimanand 
of Adorn Les Dessous.

Ronda Chowaiki of Ronda’s Closet, Penilopee
 Larosa at Skinnies Instant Lifts.
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Frances Prado and Joann Farrar
 of Hanging Secrets.

Tim Gettler of Glamory Hosiery and 
Meghan Cox of Curve.

Pilar Calvo of My Camila with Jaime Marulanda, Tatiana 
Prada and Andres Guarin of Raf Over.

Alicia Blackman of Salon Essence and 
Steve Chernoff of Rago.

Mona Goldberg of Blackspade with Hilary White and 
Martin Nakatani of Understuff.

Sandra Jones of Lise Charmel with 
Marisa Leigh of Boudoir.

Josh Walkenhorst of Walkenhorsts and 
Vincent De Paul of Blackspade.

Liliana Perez and Elena Serna of Fajas Myd.

Debra Caselli of Calla Lily 
Fine Linens.

Jason Amirmajdi of Le Bra, Zia Islam of Tragic Kiss 
and Christopher St. James of Luxe Lingerie.

Yeret, Leor Dangor, Daniel Dangor and Aviv Ziv of Only Fashion 123.

Yvonne Ramirez, Nicole Dineen and Alvaro Quezada-
Ortiz of Caesars Entertainment.

Samantha Avezzano of Triumph, Julia Hann of Alice Rae Shop, 
Betty and Fred Wells of Wells Intimates.

Carlos Serra of Naked Brands with Pierre-Nicolas 
Hurstel of Curvexpo. 

Ana Maria Vargas and Luis Fonseca 
of Siluet Shapewear.
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Maria Elsom of Archive Bridal, Heather Rubio and Danielle Whitford 
of Fashion Forms with Paulette Khoury of Archive Bridal.

Tiffany Dorsey of Sugaz Kouture, Jan Swan of Julie France and Harold Dorsey.

Kate Springmeyer of French Theft Lingerie, Samantha Chang, Adrienne 
Podolsky of French Theft Lingerie.
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Adriana Tieck of Silk & Soul 
working with a customer.

Crystal Bradley of Jazme Couture, Richard and Carmen Molina of Strap N’ 
Guard with Stacy Lawrence of Jaz Me Couture.

Aerin Nicole and Lindsey Sims of KP 
Womenswear by Kickee Pants.

Tony Lam of Golyta with Misong Kim and 
Sonia Kim of Sonia Lingerie.

Andrea Hausmann of Coco Haus with Steve Chernoff, Rago model and Alexa Fernandes of Rago.

Annette Smith of Montelle with Linda and Robert 
Romps of UP Bras that Fit.

Allison Ponte of KM Hudson, Theresa Antretter of Anita 
and Chelsea Girard of KM Hudson.

Loyd Moore and Kathleen Baxley of Mere Basics.

April Spring of Foxers, Ray Snow and Sharon 
Meador of 52 Weeks of Romance.

Jane Alvarado of Amazon and Stewart 
Kawamura of Dynashape Intima.



event report
Does Project Hate Men’s Underwear?
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For many years it has seemed that some of the furthest 
booths from the main entrance of the Magic show were 
given to the men’s underwear wholesalers. Some buyers 
and sellers have referred to this area as the “Gay Way” in 
the past. This year the men’s underwear section at Proj-
ect (February 16-18 at the Mandalay Bay Convention 
Center) was more difficult to find than ever. The two 
aisles were isolated between a back wall, on one side, and 
high white curtains on the other.  At one end of the aisles 

was a wall. At the other end, at the narrow access point  
to the rest of the Project show, was a placard and two 
large banners that proclaimed, not “Men’s Underwear,” 
but  “Loungewear.”  High above, where one would expect 
to see the giant aisle numbers, present throughout most 
of the show, there was nothing. Upon first arriving and 
exploring Project and the related shows for almost two 
hours, this reporter was convinced the men’s section was 
no longer a part of the show. This was confirmed by a girl 

at one of the information booths who declared: “This time 
the men’s underwear is spread out around the show.” We 
persisted, however, and finally located the area. Exhibi-
tors here reported many fewer buyers than usual and later 
one wholesaler told BODY that a group of 18 brands met 
with show management to complain. More than one ex-
hibitor told us their new name for the section was “The 
Gay Ghetto.” Happily, once we arrived we were able to 
take a number of photos of exhibitors and buyers.
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Elido Duke Garza of Citizen Clothing, Joel Ramirez of Freedom Reigns, Isaiah Carter of Citizen Clothing, 
Sael Castro and Curtis Stallard of Freedom Reigns.

Mike Cerka and Rob Thomson of MyPackage.

Mark Fergenbaum of F.L.Y. Underwear 
with Craig Kaiser of Torso.

 Mamadou Camara of Minaz 
Apparels.

Chase Ross, Chris Psaila, Daniel Hensen and David Lewis of 
Marco Marco with their models.

Garrett Lee, Timoteo Ocampo and Marus 
Cigaral of Timoteo - Cellblock13.

Jamil Nacif, Dora O’rorke and Graciela Tapia of Rounderwear.

Matt Miller of Jack Adams.

Teresa Oquendo and Paula Alazte 
of Unico Interior.

Voitoi Giangianni - Rey Yero of Danny Miami and Danny 
Miami with the Project Show Management.

Barbie Smith of Jack Adams.
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Kevin Cooney of Love Zone working with Freedom Reigns.

Tim Bartels of Saxx, Elton Salinas, Alan Sussman and Scott Salinas of Eltons.

Mimi Aguiler of Gregg Homme.
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Sam Charlamov of Freedom Reigns.

Paula Alazte of Unico with Mosies Colin and 
Lizbeth Chavez of 2Clovek.

Rachel Zylstra of Apac Sale, Jamie Olguin of Mysale Group 
and Mark Fergenbaum of F.L.Y. Underwear.

The Marco Marco model with Daniel 
Henson of Marco Marco.

 Melcksedeque Damascena of Brashhh, Dmytro Osadchyi of Kingston Lounge Now, Jason Hoeung of 
2eros/supawear with Evan Hughes and James Warner of Brick and Mortar.

Ajdin Sefer and Greg Olvera of Go Softwear.

Sami Tarrab and Pedro Diaz of Pistol Pete with Wendy Williams of Andra Group. Kevin Turner and Dom LaBelle of Nutz and Boltz with Piyarat Lai of Junk Underjeans.

Eric Boisvert of Gregg Homme.



event report
Intimate Apparel All Over Las Vegas 
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Curvexpo and Magic recently moved to bring all wom-
en’s underwear, intimate apparel and swimwear exhibi-
tors together in one place at the Las Vegas Convention 
Center. The result is depicted in the adjoining photo report.
  However, as always seems to be the case in Las Vegas, 
some intimate apparel wholesalers end up scattered all 
over the town when show season arrives. 

  One reason for the wide dispersal is that certain whole-
salers have long occupied a particular spot and refuse to 
budge. (An example is P.J. Salvage, with a large booth 
front and center of the Convention Center, far from the 
Curvexpo section). Conversely, some underwear firms 
are at a different show because they exhibit a line within 
the booth space of their licensors (for example Felina at the 

Buffalo booth at Project). Other wholesalers have found 
success by making a point of being where their underwear 
competition is not (for example, Wood at Mrket). And fi-
nally, many lingerie companies have found occasional or 
even permanent home at the Off Price Show at the Sands 
Convention Center. On this page we present photos of 
some intimate apparel firms at the “rest” of the shows. 
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Pool - Eli Smith and Meggan 
Cole-Sisto of Sock It To Me.

Project - Rob Gardner and Robert Zarabi of Felina.

WWIN - Sharon Lamb of Sharon’s of Hyde Park, Staci Berner 
and Suzanne Barillari of Shapeez.

Pool - Kori Jock of La Vie En Orange

Project - Zeynep Erbay of Ballonet Socks.

The Collective - David Gonzales of DGA Tess.

Offprice - Jennifer Scirica and Barry Gussoff 
of Just One - Secret Lace.

Project - Matt Healy of Psycho Bunny. Magic - Leonard and Eunice 
Oh of Leto Collection.

Pool - Malachi Pearson of BlankGeneration.

Mrket - Terresa Zimmerman 
of Wood Underwear.

The Collective - Arthur Lavitt of Leg Apparel.



2016
april 2-5

Stylemax Spring
Chicago, IL
The Merchandise mart                                                
(312) 527-7750
stylemaxonline.com

april 3-5
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

april 4-6
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(704) 662 8793  
spectrade.com

april. 7-9
  Vow

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

april 16-18
New York 
International Bridal
Pier 92, New York 
(800) 677-62578
nationalbridalmarket.com

april 17-20
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

april 28-may 1
Michigan International 
Women's Show 
(800) 849-0248
southernshows.com/wde

may 2-3
Off Price
Gotham Hall NYC
Manhattan, NY
(262) 782-1600
offpriceshow.com

may 2-4
  Moda

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

may. 2-4
  Fame

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

may. 2-4
  Accessories Circuit

Javits Center
New York, NY
NY (212)-600-3000
CA (310)-445-4200
enkshows.com

may. 2-4
  Intermezzo Collection

Javits Center 
New York, NY
NY (212)-600-3000
CA (310)-445-4200

june 8-11
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-744

june 12-15
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

june 21-23
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

june 26-28
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

july 6-8
AABCP Mastectomy
Summit & Expo
Omni Park West, 
Dallas, TX
(800) 892-1683 
AABCP.org

july 9-11
Interfiliere Lyon
Eurexpo Lyon
Lyon, France
+33(0)1 47 56 32 32 
interfiliere.com

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

july 16-19
SwimShow
Convention Center
Miami Beach, Fla.  
(305) 596-7889
swimshow.com

july 17-19
Mrket VG
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

july 17-19
Project
New York, NY
(877) 554-4834
magiconline.com

july 19-20
Premiere Vision
Pier 92, New York, N.Y.  
646-351-1942
premierevision.com

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

july 31-aug. 2
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

july 31-aug. 1
LingeriePro 
Antwerp, Belgium
lingeriepro.be

event & show dates 2016
calendar
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july 31-aug. 2
  Accessorie Circuit

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

july 31-aug. 2
  Moda

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

july 31-aug. 2
  Fame

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

july 31-aug. 2
  Intermezzo Collection

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

july 31-aug. 3
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 6-8
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 7-9
Stylemax Spring
Chicago, IL
The Merchandise mart                                           
(312) 527-7750
Stylemaxonline.com

aug. 7-9
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

aug. 8-9
Swim Collective
Hyatt Regency 
Huntington Beach 
Resort, California
swimcollective.com

aug 10-11
INDX Show
Cranmore Park
Solihull, UK

aug. 10-13
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444

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

aug. 15-17
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

aug. 15-17
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 15-17
Project
Mandalay Bay
Las Vegas, NV
(877) 554-4834
magiconline.com

aug. 15-17
Pool Show
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 15-17
Stitch 
Sands Expo Hall
Las Vegas, Nev. 
(212)-686-4412
fameshows.com

aug. 15-17
Mrket VG
Sands Expo
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

aug. 15-18
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-682-3475
wwinshow.com

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

aug. 28-31
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

aug. 31- sept. 3
  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. 12- 14
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(704) 662 8793
spectrade.com

sept. 18-20
  Coterie 

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

sept. 18-20
  Fame

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

sept. 18-20
  Moda

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

sept. 18-20
  Accessories the Show

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

sept. 18-20
  Stitch

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

sept. 20
  Interfiliere New York 

Altman Building
135 W 18th St.
New York, NY
(212)-993-8595
interfiliere.com

sept. 21-23
  Vow

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

sept. 21-23
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

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

oct. 8-11
New York 
International Bridal
Pier 92, New York 
(800) 677-62578
nationalbridalmarket.com

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

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@bodymagazine.us.
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Ted Vayos, BODY: Please 
describe your two stores 
for our readers?

Cynthia Dunn, Mys-
tique Lingerie:  Mystique 
Lingerie located in the 
suburbs of Katy, TX was 
first established in 2007 
as a boutique specializing 
in proper bra fittings. In 
2014 when the founder 
and owner of 7 years re-
tired, Cynthia Dunn and 
Beverly Passmore (current 
employees) were eager 
to pursue their dream of 
owning a boutique, es-
pecially one that benefits 
so many people that have 
difficulty finding their 
true bra size.  In 2015 
the owners seized anoth-
er great opportunity by 
opening a second location 
in the Rice Village area of 
Houston. Although the 
demographics are differ-
ent from the Katy loca-
tion, it has been most 
intriguing to hone in on 
the needs of a new neigh-
borhood. Both Boutiques 
have recently been re-
modeled and modernized 

to give the customer a 
more enjoyable and relax-
ing shopping experience.

Ted: What makes your 
store special?

Cynthia: One thing that 
sets our store apart from 
other bra specialty stores 
is the wide range of sizes 
and variety of brands to 
choose from.  Our in-
ventory consists of over 
40 distinctive lines with 
sizes ranging from 28A to 
50M. In addition to spe-
cializing in professional, 
personalized bra fittings 
we also carry a wide range 
of shape wear, PJ’s, lounge 
wear, bridal bustiers and 
elegant lingerie. We also 
provide free bra altera-
tions when a little tweak-
ing is needed to achieve 
that perfect fit. The per-
fect fit is important to 
us. Our experienced staff 
takes great pride in assist-
ing each individual with 
the quality time needed to 
find the perfect fit.   

Ted: What do you look for 

in a brand?

Cynthia: When shop-
ping for lingerie the main 
focus is to procure qual-
ity lingerie that is unique 
to our cliental.  It is also 
important to obtain bras 
and shapewear that are 
supportive and that will 
boost overall confidence 
in the individual. Impor-
tant brands are Conturel-

le, Prima Donna, Simone 
Perele, Fitfully Yours, 
Elomi and Natori, just to 
name a few. 

Ted: Where do you like to 
shop for your merchan-
dise? Which brands have 
disappointed you as a re-
tailer?

Cynthia: At this point 
we have not learned all 

retail profile: mystique lingerie
Q&A with Cynthia Dunn, owner
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the ins and outs of shop-
ping for inventory.  We 
have been to Dallas and 
Vegas markets and found 
those to be most helpful 
to see the new lines.  It is 
extremely helpful to have 
the Vendors come to us 
and show their new prod-
uct lines. This provides a 
much more relaxing and 
convenient experience. It 
also allows us as new buy-
ers, the opportunity to 
take our time in making 
proper selections that are 
not only beneficial to our 
business but our cliental.
Of course, there are com-
panies that fall short in 
various ways. We choose 
not to name those com-
panies. However, when 
the lines of communica-
tion from both parties 
remain open, problems 
can be easily and quickly 
resolved.

Ted:  Do you carry other 
products besides those 
listed above?

Cynthia: Yes we carry 
many other brands; by 
doing this it enables us 
to meet the needs of our 
clients. It also gives us the 
opportunity to try new 
lines and discover what 
works best in the areas 

that we specialize in.

Ted: Describe the popu-
lar styles or trends in your 
store.

Cynthia: In the Katy loca-
tion the average customer 
is more likely to buy 
smooth, full coverage bras 
in basic nude or black.  
For the fuller busted la-
dies the three part cup 
bras are most popular be-
cause of the support they 
provide.  We have worked 
diligently to add more 
color in our store and to 
include matching pant-
ies to make the lingerie 
ensemble complete. Our 
customer base has been 
very receptive and has en-
joyed the variety that add-
ing color allows.  

Ted: Describe your price 
points and size ranges.

Cynthia: The size range of 
bras that we carry is 28A 
to 50K, Panties XS-3XL 
and Sleepwear XS-XL. 
The average price of our 
bras is $52 to $79.  Al-
though that is the aver-
age price, we do carry 
lines that are priced in 
the $100-$150 range. We 
strive to meet the needs of 
all our clientele.  

Ted: What is your typical 
or average customer size? 

Cynthia: The typical aver-
age size for our customers 
is 30E to 36G. We do fit 
many larger band widths 
40 -44. The specific siz-
ing changes that we have 
noticed are that the band 
width is getting smaller 
and the cup size larger.

Ted: What point of sale 
system do you use at your 
business and are you hap-
py with it? 

Cynthia: The point of 
sale that we use is Quick-
Books Point of Sale 12.0 
Multi Store Level. 

Ted: What does your av-
erage customer spend per 
visit to your store? 

Cynthia: The average cus-
tomer spends $150.

Ted: Describe your cus-
tomer. 

Cynthia: Our customer 
base is primarily females 
ranging in age from 16 
years to 80+ years old.  We 
make shopping for males 
easier by keeping the la-

dies sizes on file as well as 
their favorite items on a 
wish list. This has worked 
very well for us and men 
appreciate the help our 
staff provide to them in 
picking out that special 
gift.

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

Cynthia: Our business 
has been impacted by a 
team that strives to as-
sist and meet the needs 
of the customers.  In this 
profession it is common 
for bra specialist to fit you 
in what they know is tried 
and true for one’s body 
shape and type, instead of 
listening to the customer 
and meeting their needs. 
Our staff strive to make 
each customers experi-
ence a pleasant experience 
and for them to leave with 
the perfect bra for them.
The second impact has 
been adding more vari-
ety, color, sizes and styles 
of bras into our inventory.  
Women enjoy looking and 
feeling great about their 
appearance and starting 
with a beautiful bra and 
panty set that fits properly 
is the beginning of that 
experience.

B
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duced a notable improvement in profitability.”
PVH discussed the fourth quarter results 

of its various components, starting with its 
Calvin Klein business. Revenue “for the 
quarter increased 21% on a constant currency 
basis (increased 15% on a GAAP basis) from 
$703 million in the prior year’s fourth quar-
ter. Calvin Klein North America revenue 
increased 22% on a constant currency basis 
(increased 18% on a GAAP basis) compared 
to $389 million in the fourth quarter of 2014 
primarily driven by growth of 
over 20% in the North America 
wholesale business due in 
large part to continued 
strength in underwear. 
Revenue growth in the North 
America retail business was 
due principally to square foot-
age expansion in Company-
operated stores, including the 
conversion of IZOD stores to 
Calvin Klein Accessory and 
Calvin Klein Underwear 
stores, coupled with a 4% 
increase in comparable store 
sales as compared to the prior 
year’s fourth quarter, despite 
the continued decline in traffic 
and consumer spending trends 
in Calvin Klein’s U.S. stores 
located in international tourist 
locations.”

The company added, “Calvin 
Klein International revenue 
increased 21% on a constant 
currency basis (increased 10% 
on a GAAP basis) from $314 
million in the prior year’s fourth quarter, 
including a retail comparable store sales 
increase of 6%. The increase was driven by 
strong growth in Europe and China, par-
tially due to the benefit of the Chinese New 
Year.”

“Earnings before interest and taxes for the 
quarter was $101 million on a GAAP basis 
compared to $74 million in the prior year’s 

fourth quarter. The increase was principally 
driven by the earnings increase on a non-
GAAP basis,” the company concluded, 
“combined with a reduction in Warnaco 
integration and restructuring costs com-
pared to the prior year’s fourth quarter.”

Revenue in the quarter for the company’s 
Tommy Hilfiger business “increased 5% on a 
constant currency basis (decreased 2% on a 
GAAP basis) from $919 million in the prior 
year’s fourth quarter. Tommy Hilfiger 
North America revenue increased 1% on a 
constant currency basis (decreased 1% on a 
GAAP basis) compared to $443 million in 
the fourth quarter of 2014, as growth in the 
wholesale business was mostly offset by soft-

ness in the retail business. North America 
retail comparable store sales declined 7% 
compared to the prior year’s fourth quarter, 
driven by continued weakness in traffic and 
consumer spending trends in Tommy 
Hilfiger’s U.S. stores located in internation-
al tourist locations, which represent a sig-
nificant portion of the business.”

PVH explained that “Tommy Hilfiger 

International revenue increased 8% on a 
constant currency basis (decreased 2% on a 
GAAP basis) from $476 million in the prior 
year’s fourth quarter, driven by continued 
strong performance in most European mar-
kets, including a 10% increase in retail com-
parable store sales and healthy growth in the 
wholesale business on a constant currency 
basis for the region.”

For the Hilfiger business, “Earnings before 
interest and taxes for the quarter was $83 
million on a GAAP basis compared to $118 
million in the prior year’s fourth quarter. The 
decrease was principally driven by the earn-
ings decrease on a non-GAAP basis.”

Chirico added more details about the com-
pany’s Calvin Klein brand during 
the analyst conference call to discuss 
the quarter. “Our men’s division 
grew its market share and continued 
to hold the number one market posi-
tion across U.S. department stores. 
Women’s also posted stellar results 
with a 20% year-over-year increase 
driven by new specialty store and 
ecommerce distribution, growth in 
panties and our focus on better bra 
fits, as well as the exceptional 
response to our modern cotton 
assortment, which is a casual alter-
native to our core lingerie business. 
Importantly, our modern product 
line is increasing our engagement 
with a younger consumer, which we 
believe will create loyalty over the 
long term as the younger consumer 
graduates in the future to our more 
elevated product categories and our 
more elevated product offerings.”

Chirico also revealed, “The Calvin 
Klein underwear business is by its 
nature one of the highest margin 
businesses we have from a profit-

ability point of view. Our underwear busi-
ness in general is one of our highest operat-
ing margin businesses, so I would not antici-
pate significant margin expansion in those 
businesses but I would expect continued top 
line growth in those businesses which are 
margin-rich, so I think as they grow faster 
than the core, I think you’ll see margins 
improve.”
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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 

finance
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  (Continued on page 26) 
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