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hochman’s new launch
Carole Hochman, one of the country’s most 
successful designers of women’s sleepwear, 
is poised, as the CEO and largest share-
holder of a newly reconfigured public com-
pany, to take on all challengers — including 
Komar, Inc., the company that bought her 
old company, the Carole Hochman Design 
Group, in 2010. She had continued working 
at Komar until resigning less than a year 
ago.

Naked Brand Group, Inc., a small pro-
ducer of men’s underwear, announced last 
month that it had hired Hochman, but an 
examination of documents filed recently 
with the Securities and Exchange 
Commission indicate that, in effect, it was 
Hochman who hired Naked.

The company’s founder and previous 
CEO, Joel Primus, remains as president, 
but now reports to her. And in a filing with 
the SEC on July 15, it was revealed that 

Carole Hochman now owns 9,467,167 
shares of stock in the company, represent-
ing 20.7% of the shares outstanding and has 
the rights to acquire “approximately 
9,409,333” additional shares, at a price of 
$0.075 (about half the current share price) 
upon meeting various conditions and 
restrictions. Her son David is now a com-
pany director and himself owns 2,715,980 
shares, representing 6.9% of the shares out-
standing.

Naked’s original four directors combined, 
including Primus, own about 26.5% of the 
shares outstanding.

In the June announcement of Hochman’s 
hiring, the company promised to “pursue an 
ambitious strategy to establish Naked as a 
global lifestyle brand offering innovative 
and luxurious inner, lounge, sleep and 
active wear to both men and women.”

But prior to Carole Hochman’s arrival as 
CEO, chairman and creative officer, 

Naked, which is listed on the OTC market, 
was exclusively a men’s underwear brand 
which posted sales for the year ended 
January 31, 2014 of just $639,107 with an 
outsize loss of $4,238,490. The year before, 
Naked lost $1,332,996 on sales of $566,508. 
The company has sold its men’s underwear 
in such stores as Nordstrom, Holt & 
Renfrew and Hudson Bay Company.

With Carole Hochman assuming the 
helm, and with the addition of two other 
industry veterans, Michael Flanagan as 
COO and CFO, and Carlos Serra as the 
VP of sales and merchandising, Naked was 
able to bring in a total of $7.3 million in new 
private placement financing, according to a 
company announcement in early July.

Flanagan’s 30 year career in the apparel 
industry began a Warnaco and included 
stints at Crystal Brands, where he served as 
internal audit manager, 13 years at Brooks 
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Brothers, where he served as CFO and 
SVP of finance and logistics, and several 
years where he served as both COO and 
CFO, first for Nat Nast and then for 
Summit Golf Brands.

Serra has 18 year’s experience in the inti-
mate apparel industry, after starting in the 
executive training program at Macy’s. 
Previously he was a vice president at both 
Calvin Klein and Giorgio Armani and prior 
to that a divisional sales vice president at 
Hanesbrands, Inc.

Naked plans to begin shipping women’s 
collections for spring 2015 and is expected 
to eventually offer women’s sleepwear and 
loungewear as well as underwear. On the 
men’s side the company plans to expand to 
loungewear and sleepwear. Eventually the 
company might even add clothing and 
home furnishings.

In addition to designing under her own 
name, Hochman has produced collections 
under such labels as Oscar de la Renta, 
Betsey Johnson, Ralph Lauren and Donna 
Karan, as well as private label collections 
for stores.

With the spring market just two weeks 
away in mid-July, Naked’s main web page, 
http://www.thenakedshop.com/, featured a 
male model in form fitting microfiber boxer 
brief that left little to the imagination. There 
were no women’s styles displayed and as no 
evidence there, at least, of Carole 
Hochman’s influence on the company.

regan leaves delta galil
Tim Regan is no longer at Delta Galil. He 
had served in different top level positions at 
the company since June, 2008 and had been 
a member of the executive management 
team, prior to his departure in mid-July.

Prior to working at Delta, Regan had 
been president at Pleasure State, a high end 
Australian intimates brand, and prior to 
that, vice president of global R & D/ 
Private Label at Vanity Fair.

I a text message to BODY Regan prom-

ised an update on his next projects “soon.”
An email message to Delta CEO Isaac 

Dabah, asking for a comment, had not been 
answered as we went to press.

intimacy sales continue to shrink
Sales (when measured in U.S. dollars) fell 
14.1% at the retail chain Intimacy in the first 
half of 2014, while at the international par-
ent company, Van de Velde, sales rose 
10.3%. The Belgium-based lingerie whole-
saler and retailer added, in a financial 

release, that at Intimacy “Due to the weak-
ening of the U.S. dollar against the euro the 
fall in euro is a little larger.” 22.7%, in fact.

In 2013 sales at Intimacy had fallen by over 
12% and by a similar amount in 2012 accord-
ing to earlier releases from its parent. Van 
de Velde took a stake in Intimacy in 2007 
and had expanded that to full management 
control and ownership of most of the com-
pany by mid-2012. All along Van de Velde 
promised that a combination of its own 
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retail expertise and increasing the percent-
age of Van de Velde’s own products (the 
company owns the Marie Jo, PrimaDonna 
and Andres Sarda brands) in the stores 
would turn things around. That has not 
happened. The percentage decline in sales 
at Intimacy accelerated in the first half of 
2014.

In its most recent report, Van de Velde 
noted, “The impact in the carrying value of 
the intangible assets with regard to Intimacy 
will be examined during the half-year clos-
ing. Based on the results of the first half of 
the year, there is a reasonable probability of 

an important impairment. This impairment 
is a non-cash charge and accordingly has no 
impact on the cash flow.”

Meanwhile, things at the rest of the com-
pany are doing much better. “Consolidated 
turnover at Van de Velde in the first half of 
2014 rose by 10.3% (from €97.0m to 
€106.9m).” the company reported. “On a 
like-for-like basis (including comparable 
deliveries), consolidated turnover is up 
9.1%. This turnover growth consists of the 
following components:

1. 13.8% growth in wholesale turnover:
a. This growth is driven by the very suc-

cessful launch of PrimaDonna Swim and 
the strong growth in lingerie. Follow-up 
orders in May and June were also higher 
than during the same period in the previous 

year. As a result, actual growth is much 
higher than the minimum growth of 8.0% 
stated earlier.

b. Pre-orders for the second half of the 
year are higher than the same period in the 
previous year. The rise is of course lower 
than in the first half of the year because of 
the absence of the swimwear factor.”

Van de Velde also cited additional positive 
factors in its sales growth. “In continental 
Europe retail turnover at Rigby & Peller 
rose by 12.6%, especially due to strong like-
for-like growth in Germany (18.9%). Retail’s 
footprint is increasingly concentrated on 
Northern Europe (openings in Denmark, 
franchising in the Netherlands, closures in 
France and Spain).”

The firm also explained “Retail turnover 
at Rigby & Peller in the United Kingdom 
rose by 9.1% (3.9% on a like-for-like basis) in 
local currency. Due to the strengthening of 
the UK pound against the euro the rise in 
euros is higher.” And it reported that “Retail 
turnover at the former Donker stores con-
tributes €2.4m (compared with €1.3m for 
April-June 2013). Turnover at the former 
Donker stores rose by 13.7% on a like-for-like 
basis.”

lejaby hires nonnis for u.s.
Maison Lejaby has hired Ivana Nonnis as 
manager of its U.S. operations. Previously 
she had operated her own showroom, rep-
resenting Marlies Dekkers and other 
brands, and prior to that she was CEO of 
La Perla North America.

upbra: adjustable cleavage
“The UpBra represents a huge jump in the 
evolution of the push up bra,” explained 
Mark Redenius, the inventor of its patented 
lifting ability. “Now with a simple pull of the 
adjustment straps, women can control how 
much — or how little — cleavage they are 
showing.”

This new bra is just launching, and the 
Upbra parent company is seeking a select 
group of retail partners to introduce the 
UpBra to their customers.

In video interview sequences on the 
Upbra website, women can be seen effort-
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lessly increasing the cleavage the UpBra 
provides - nearly instantly. The results are 
dramatic, and from the seemingly genuine 
reactions of the women modeling the bra, 
highly appreciated.

“The UpBra bra is the first fully adjustable 
push up bra,” explains Redenius. “It lets any 
woman get as much lift and cleavage as she 
wants. Now with this one bra you can 
spend the day in the office with a modest 
cleavage. Then when you are ready to go 
out to dinner date or dancing, you can 
increase your cleavage in literally one sec-
ond.”

The Upbra has been in development for 
nearly a decade. The first Upbra model to 
hit the market will be the “Convertible/
Strapless” Upbra Bra, designed for over a 
dozen strap settings, including strapless. 
The sizes offered are 32B-D, 
34A-D, 36A-D, and 38B-C in 
nude and black, with more col-
ors soon. The Convertible/
Strapless Upbra bra is launch-
ing with an initial manufactur-
er’s suggested retail price 
(MSRP) of $99.95, and is 
offered at an introductory 
wholesale price of $46.50.

With a collection of engag-
ing videos on their website 
that show a bra that seems to 
almost sell itself, Redenius 
emphasizes he wants to con-
trol the roll out carefully. “We 
are not looking to flood the 
market with this bra. We want 
every customer to be thrilled 
and every retail partner to love 
the bra, so we are looking to 
work with a select group of 
retailers who can explain this 
concept and introduce it to 
their customers. And we 
intend to protect this group of 
retail partners.”

Women praise the UpBra for several rea-
sons besides its adjustability. “they like the 
idea that their cleavage isnt foam pads 
inside the bra,” said Redenius. “They like 
the fact the cleavage is natural, it’s all them, 
and they are controlling it.”

Another competitive strength of the 
Upbra is as a strapless bra. “We realized 
early on that the Upbra would inherently be 
fantastic for the wedding and formal dress 
market, since the upward force does a fan-
tastic job of keeping the bra in place when 
worn strapless.” Redenius added “So on top 
of everything else it does, when it’s strap-
less, it holds you more firmly and with more 
stability than other bras.”

“One thing that surprised us” Redenius 
stated “was that every women I’ve talked 
with has told us us the UpBra is as comfort-
able or more comfortable than their other 
bras. That was actually a wonderful acci-
dent of design.”

While the UpBra is new, Redenius’ pres-
ence in the apparel industry is not. In 1992 
he developed Cooltan tan-through shirts 

and swimwear. “We created Cooltan to 
provide apparel that would not cause ugly 
tan lines — and at the same time provide a 
degree of protection from the sun similar to 
that of a medium level sun screen. And it 
was a hit from the start.”

The success of Cooltan has allowed the 
Upbra design team to fully perfect the func-
tion and styling without a rush to market. 
“As we saw how much women appreciated 
what Upbra was doing for them, it eventu-
ally became a labor of love and precision, so 
we decided to take the extra time to accom-
plish everything we wanted to do. “ When 
asked about their retail launch strategy 
Redenius said “Our idea is to establish the 
UpBra in a network of high quality stores 
across the country. It is made right here in 
California, so lets keep it special. We want 
the right stores. And we want to make sure 
our retail partners are as happy selling the 
Upbra and their customer are as happy 
wearing it as we are making it.

tc fine: ‘contemporary’ look
TC Fine, the shapewear brand 
from Cupid Foundations, Inc. has 
recently changed its logo and rede-
signed some of its marketing 
materials and hang tags. It is also 
introducing a “new sheer collec-
tion,” according to Eric Crawford, 
national sales manager at the com-
pany. The moves are improving 
results at stores he told BODY.

“We changed the look of our 
logo, cleaned up our packing” said 
Crawford, adding that the com-
pany is also “changing our fabrics 
to a more contemporary look and 
feel.”

Crawford said the TC brand is 
now shipping to an additional “five 
or six” Neiman Marcus stores, up 
from the 25 he told BODY he was 
shipping earlier this year. He also 
said the company’s Nordstrom 
business “improves.” Of the 
department stores he summa-
rized, “They are pleased and we 
are pleased.”

The new sheer fabrications the 
Cupid is using in some of its styles, 
Crawford continued, are providing “a more 
contemporary take on a sheer garment. 
That’s why we are expanding at Neiman’s.”

“We have a niche in the market as far as 
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the control level that we excel at. We’ve 
been consistent with our fit and function. 
We have a great reputation as to the func-
tionality of our product. We just needed a 
little bit of a face lift, and that is what we are 
going now.”

paris interfiliere down 5%
Eurovet’s Interfiliere Paris textile trade-
show reported a total of 10,501 visitors, a 
decrease of 5 percent from last year, though 
its “international presence” was stronger 
with more attendance from China, India, 
Mexico and Spain.

While France had the most in attendance 

at the Paris show — held July 5-7 alongside 
the Paris Mode City show at the expo space 
Porte de Versailles — other countries made 
a strong showing, including Italy, Germany, 
the United States, Russia and the 
Netherlands.

Eurovet reported a “quieter first day than 
usual” but said many in attendance partici-
pated in new forums, spaces and buyer 
guides tailored specifically for groups in 
attendance.

France-based brand Sofileta summed up 
many visitors’ impressions of the show, with 
representative Dominique Heuillard say-
ing, “business is calm with high-quality pro-
spective clients,” adding that many buyers 
“weren’t limited to intimates” and “were very 
focused on sportswear and activewear.”

                          —  Katherine Rautenberg

wood: new camo, colors
Wood Underwear is introducing custom 
camouflage prints for the fall/winter 2014 
season in five classic men’s undergarment 
styles made with premium, natural fabrics.

Men can choose to say no to boring styles 
and yes to Wood’s Liquid Camo, Digital 
Camo and Forest Camo custom designs, 
made from a blend of cotton, elastane and 
Tencel, a trade name for a type of lyocell, a 
cellulose fiber made from eucalyptus wood 
pulp that has moisture and microbial con-
trol properties.

“With this new line, we are flipping the 
idea of camo on its head,” Wood Underwear 
founder Terresa Zimmerman said. “It’s a 
fresh, cheeky twist on a classic print — and 
it doesn’t hurt that the new collection is 
softer and more comfortable than ever. 
Using camouflage to stand out is just 
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another move to make men more aware of 
the underwear they put on. Less of an after-
thought, more of an active fashion state-
ment.”

Wood’s camo styles come in five silhou-
ettes: hip briefs, classic briefs, boxer briefs, 
biker briefs and trunks. The styles are simi-
lar to the company’s well-received Hermosa 
Beach Collection but without side seams 
for a cleaner print appearance and a super-
comfortable fit.

“We want guys to actively choose the 
style, fit, color and pattern that makes them 
look and feel their best, and not settle for 
bad, ugly underwear,” Zimmerman said. 
“No more passion-killers.”

Wood Underwear was founded in 
Hermosa Beach, California, in 2012 to pro-
vide comfortable, fashion-forward alterna-
tives to box-store underwear multipacks. 
Wholesale prices start at $8, and the camo 
line will begin shipping Aug. 1.

                           —Katherine Rautenberg

catazaro seeking u.s. reps
An interesting opportunity is emerging for 
manufacturer’s representatives in the U.S., 
in the form of Patrice Catanzaro, a French 
fetish designer who has recently created 
both lingerie and Halloween collections 
and is highly interested in expanding in this 
country. The company does not have any 
reps in America and its collections are so 
different they may well fit into the product 
assortments at many sales firms.

Before signing with reps, “We wanted to 
understand the U.S. market, first of all, to 
start making our place, implementing the 
brand, and overall understanding what the 
Americans like and their way of working,” a 
spokesperson told BODY in an email 
exchange. “Now we are ready and we think 
we fully understand our American clients 
needs and wishes. So, we will now begin to 
recruit representatives in U.S.A. We will 
attend the next International Lingerie 
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Show (ILS) in Las Vegas, and if some can-
didates are interested, they 
can make an appointment 
with us (please send an email 
to commercial@patricecatan-
zaro.info / Ms Olivia Bozzo / 
ILS Las Vegas booth 
202/204).”

Though he is based in 
Marseilles, France, Catanzaro 
has already expanded his 
brand in several other mar-
kets. “We are distributing our 
products all over Europe, and 
in Japan, Russia, the Middle 
East and, of course, the 
U.S.A. and Canada.” In the 
international markets, distrib-
utors “earn a lot of money by 
selling our brand.... Patrice 
Catanzaro is known world-
wide as a leader in the sexy 
chic and fetish market.” In this country, 
Catanzaro has already exhibited at trade 
shows for several years, including the ILS, 
for the past three years. “For three years we 
have strongly implemented the brand and 
we are beginning to be recognized in the 
U.S.A. The hardest work is already done.”

“The brand Patrice Catanzaro can easily 
be integrated into traditional lingerie stores, 
because of the qual-
ity and finishing of 
our collections, as 
well as the prices,” 
the spokesperson 
wrote. “Clients can 
create a sexy corner 
in their shop in 
order to present 
our collections. We 
remind you that we 
are a French 
designer and we 
produce all our col-
lections in France.”

At sexier lingerie 
shops, the brand 
fits “most naturally 
as possible. Our 
collections are 

signed and easily identifiable. We have our 
own style and our clients recognize 

Catanzaro items even 
when they are on the 
shelves. Our greatest 
strength is 
when the sales-
person takes his 
client in the 
dressing room 
and the client 
tries the item 
on. You can be 
sure that he/she 
will buy it, due 
to the perfect fit 
of our cre-
ations.”

As noted in an 
earlier article in 
BODY, retail-
ers who cur-
rently carry 

Patrice Catanzaro range from high 
end boutiques to fetish and S and M 
oriented stores to sexier retailers. Among 
many current customers are the following 
examples: Luxe Lingerie in Beverly Hills, 
Fetish Factory in Ft. Lauderdale, 
Fascinations, Bondesque in Lyn-Lake, 
MN, The Pleasure Chest, 
Spartacus in Oregon, Oregon 

E n t e r t a i n m e n t , 
W i c k e d 
Temptations in 
California, Pure 
Delish in California, 
Spice of Life in 
Florida, Susie’s 
Delights in 
California and 
Trystology, the 
recently re-named 
shop in Ventura and 
many others.

According to the 
Catanzaro source, 
current retailers “are 
very happy with our 
collections. And the 
biggest proof of it are 
the weekly restock-

ing orders we receive. Our collections are 
different and they are welcome in those stores 
as they are bringing some kind of exoticism 
that the U.S. market was waiting for.”

“We will be in the U.S. for next ILS in Las 
Vegas from 
September 14th 
to September 
18th in booth 
202/204. It is 
probably the 
best place to 
meet the team 
as we will pres-
ent all our col-
lections and we 
will take part in 
the fashion 
show.”

I n t e r e s t e d 
reps can contact 
Catanzaro at:

commercial@
patricecatanza-
ro.info

+33-4 91 09 14 72
http://www.patricecatanzaroofficial.com/
http://www.patricecatanzarofolies.com/

erica m: new packaging
Erica Young, the 
designer behind the 
Erica M hosiery 
brand, has created 
extensive new pack-
aging, moved her 
warehouse facility, 
created a new spring 
summer 2015 collec-
tion and may even be 
adding cat suits to her 
collection. These 
developments were 
detailed in a recent 
interview with 
BODY.

“We consulted with 
many of our key 
accounts from around 
the country to make 
sure our new packag-
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ing worked well with their 
specialty stores,” explained 
Young in an email message. 
“We have made our new ver-
tically orientated packaging 
even more elegant adding ele-
ments that we feel speak 
directly to who our customer 
is. We utilized our sensual 
imagery from our ad cam-
paigns so each style packag-
ing is unique and evokes dif-
ferent emotions according to 
the mood and style of each 
pose. To further showcase 
our seductive product pho-
tos, there is more imagery on 
the back, offering more view-
points of what the product 
looks like. In addition, there 
is a satin ribbon bow tied 
onto the top flap adding 
emphasis that each product is a gift you can 
give yourself or to others.”

Young continued about the new packag-
ing, noting that “Inside the outer sleeve, 
each hosiery is wrapped around a card with 
more imagery printed on one side with 
hopes that our customer will like to keep 
the card as a keepsake. We further explored 
this idea of including keepsakes in our 
bodysuit packaging by including a larger 
card where you can cut 
off the style information 
on the bottom so you are 
left with a modern pin-
up style card.”

“We have also moved 
our warehouse to a local 
facility,” the Brooklyn-
based designer contin-
ued. “Initially it was 
located in Indiana but it 
is now in Long Island, 
New York and our staff 
takes regular trips out 
there to make sure our 
quality is of the highest 
standards. We built a 
stronger infrastructure 
so we can ship quickly 
and efficiently to our 

customers and retailers 
as well. Furthermore, 
we needed more room 
for our expanding busi-
ness.”

The new collection for 
spring, summer 2015, 
includes many innova-
tions. “We will debut 
sheer and opaque 
hosiery styles. Some are 
multi colored to 
further expand on 
the types of 
hosiery we offer 
and take advan-
tage of new mate-
rials and machin-
ery used to manu-
facture high quali-
ty bodywear prod-
ucts. We are also 

experimenting with cat suits.” The 
new collection will debut “at Curve 
New York on August 3rd, 4th, and 
5th Booth #320,” she stated and will 
also be shown at Capsule Show NY, 
September 12th, 13th, and 14th at 299 
South Street in Manhattan.

felicia strapless bras
Fit Fully Yours has introduced its new 

“Felicia Strapless Collection,” 
a spokesperson told BODY.

“This bra is doing absolute-
ly amazing in all stores. 
Available in two colors, nude 
and white its is perfect for 
bridal. This bra offers great 
coverage, silicon around the 
cup for better grip and adjust-
able trim across the cup” to 
provide for the added “possi-
bility of changing the position 
of the straps depending on 
the top you wear.”

The bras also feature a 
small crystal detail at the cen-
ter. Sizes range from 30 to 42, 
in D to G cups.

Canada-based Fit Fully 
Yours specializes in comfort-

able, attractive lingerie with a wide array of 
cup sizes.

coobie hires allison
Writer and onetime television host Julia 
Allison has signed on as a spokesperson for 
Coobie Seamless Bras, the comfortable 
stretch-fabric sports bra introduced just 
over a year ago.

Allison, who wrote about dating, society 
and fashion for publications like Elle, 

Cosmopol i tan, 
New York 
Magazines and 
Newsweek and 
hosted Bravo’s 
r e l a t i o n s h i p 
advice show 
“Miss Advised,” 
reached out to 
Coobie after 
becoming enam-
ored of the brand 
through her yoga 
studio in San 
Francisco. As a 
brand ambassa-
dor, Allison will 
promote Coobie 
through social 
media posts in 

which she will wear Coobie apparel every 
single day for a month, highlighting the 
ways women can incorporate the brand into 
their fitness and day-to-day wardrobes.

Coobie Seamless Bras are available in 
small (28A to 32D), medium (32A to 36D) 
and large (38A to 42D) sizes in a nylon-lycra 
blend with adjustable racerback straps. The 
bras retail for $20 to $24 and can be pur-
chased at wholesale.

In addition to its seamless line, Coobie is 
also known for its comfortable, affordable 
bandeau tops, racerback tanks, camis, yoga 
pants and plus-size bras, available at spe-
cialty stores, boutiques and through the 
brand’s website.   —  Katherine Rautenberg

new glitter
Golyta International, the parent company 

to iCollection, Tia Lyn, and HAUTY, just 
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Ted Vayos, BODY: De-
scribe your store for our 
readers.

Cristy Beckman:  But-
tercups is strategically lo-
cated in a busy shopping 
center in Middletown, 
which is Delaware’s fast-
est growing town. Fami-
lies are moving here from 
Pennsylvania, New Jersey 
and Maryland to reap the 
benefits of new housing, 
low property taxes, and 
no sales tax on anything. 
Family members can easi-
ly commute to larger cities 
for work, and then return 
for a small town feel. In 
addition to a grocery store, 
a liquor store, and a party 
store in our shopping cen-
ter, I am right next door 
to a Saladworks and close 
to a Tutoring Center, 
Pretzel Boys, Starbucks 
and a Nutrition Center…
all great attractions for 
women!  An added bonus 
to our location is that my 
storefront gets sun all day 
long, which helps empha-
size the cheerful, bright 
interior I envisioned. 
The concept for our store 
started with the design of 
our logo that contains a 
custom illustration of two 
beautiful buttercups above 
the word Buttercups in a 
classy blue.   It is perfect!   
We integrated the brand 
throughout the boutique 
by painting the walls yel-
low with the exception 
of two cobalt blue accent 
walls.   One of these blue 
walls was hand stenciled 
by a local artisan in a 
striking damask print and 
is the perfect backdrop for 
our logo and sales coun-
ter. We found the beau-
tiful ivory furniture at a 

charming store at one of 
Delaware’s beaches. We 
even carried our color sto-
ry to all the fabrics select-
ed for the dressing rooms 
and for an oversized otto-
man in the center of the 
store, which happens to 
be a favorite place for cus-
tomers to relax. Lighting 
in the shop is mainly from 
chandeliers including one 
beautiful blue chandelier 
in the center with hand-
made fabric shades.  The 
boutique is exactly how I 
dreamed it would be! 
Buttercups is proud to 
offer beautiful, well-con-
structed bras from a num-
ber of popular brands. 
Additionally, we stock 
super soft loungewear, 
cup-sized swimwear and 
sexy evening wear.  All 
items are available in ev-
ery woman’s size. 

Ted: What makes your 
store special?

Cristy: Before opening 
Buttercups, I had a ca-
reer in hospitality sales.  I 
worked for a global ho-
tel company and one of 
my responsibilities was 
to develop relationships 
with our customers at 
every level. I have imple-
mented many of the same 
techniques at Buttercups. 
When a customer enters 
our front door, we go to 
them to greet them with a 
smile and welcome them 
to our store. We accom-
pany our customers to 
an item and help them 
find their size, instead of 
merely pointing to it.  We 
offer assistance in the fit-
ting rooms as needed, and 
listen patiently as custom-
ers tell us about their ex-

periences and what they 
are looking for today. 

Ted: What do you look for 
in a brand?

Cristy: When select-
ing merchandise for my 
boutique, I gravitate to-
wards sturdy construction, 
beautiful yet comfortable 
fabrics, and nicely fitted 
pieces. I like to offer rel-
evant pieces, as well.  For 
example, the long bra 
is a relatively new piece 
and some have not seen 
it before coming into our 
store.  I really enjoy bring-
ing new fashion ideas to 

my town. At Buttercups, 
a lot of our customers are 
experiencing a well-con-
structed bra for the first 
time, and generally tend 
to buy nude colors. When 
they return they will ex-
plore the colors and pat-
terns.  This spring our Jane 
& Bleecker loungewear 
has been doing really well.  
The soft fabrics and com-
fortable look are perfect 
for the beach or poolside 
at home.  Loungewear 
will always be a big seller, 
as well as Hanky Panky 
and a few “after midnight” 
items like chemises and 
corsets. It is so much fun 

retail profile: buttercups of delaware
Q&A with Cristy Beckman, owner
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to help our customers en-
joy their shopping experi-
ence.  
Anita has been our best-
selling brand since we 
opened.  My sales repre-
sentative Joyce Rylander, 
came to my store before 
we opened and sat down 
with me to review her cat-
alogs.  Joyce knows that 
the more I understand 
about her products as a 
retailer, the better I will be 
at selling them. As a result 
of this, by the end of this 
summer Buttercups will 
offer all aspects of Anita 
including fashion, sports, 
maternity, mastectomy, 
and comfort.  We also of-
fer cup-sized swimwear, 
bridal pieces (Betsey 
Johnson), first bras for 
young girls (Royce), and 
lots of loungewear ( Jane 
& Bleecker and Carol 
Hochman)! Months be-
fore I opened my doors, I 
traveled to NYC to meet 
several leaders in the lin-
gerie industry. I wanted to 
see their designs, feel their 
fabrics first hand and es-
tablish relationships with 
their sales reps.  I thor-
oughly enjoyed seeing 
all the exciting lingerie 
that would be launched 
later this year.  One of the 
main goals for Butter-
cups is to carry plus sizes 
so that women can come 

to my boutique and walk 
out with something that 
day. To my disappoint-
ment, not all of the sales 
representatives that I met 
embraced the plus-sized 
market and simply didn’t 
carry it, or didn’t feel it 
was as important as I do. 
I want every woman to be 
able to feel and look beau-
tiful in the skin she is in. 
I made a second trip to 
NYC to attend CURVE. 
As a small boutique pre-
paring to open its doors, 
I needed to order lots of 
items to fill out my inven-
tory. Unfortunately, I was 
told that the sales rep of 
several of the brands that 
I wanted to order was too 
busy with larger accounts 
and I was turned away. 

Thankfully, I was able to 
place orders from several 
other brands and I hap-
pily sell their products 
today while enjoying ex-
cellent customer service 
from their sales reps. I be-
lieve things have a way of 
working out if you are able 
to learn from your experi-
ences and are determined 
to succeed. 

Ted: Describe your price 
points and size ranges.

Cristy:   We sell lace top-
pers from $14 and bras 
from $56-$98. We offer 
baby dolls from $72-$99 
and bathing suits up to 
$110.  We carry XS – 
XXL, A cup – I cup, and 
bands up to 50.  

Each of one of our cus-
tomers is an individual 
person, with their own 
beautiful body, no matter 
how small or how large.  
Some come with curves, 
some come with none, but 
you’ll find when you treat 
everyone with the same 
care and respect, they will 
be customers forever.  

Ted: What does the aver-
age customer spend per 
visit?

Cristy: The average cus-
tomers spends about $90-
$140 per visit.

Ted: Describe your cus-
tomer. 

Cristy: Our customers are 
98% female.  We do have 
a few husbands that ven-
ture in to make purchases 
for their partners, and we 
all remark how sexy that 
is! Our female audience 
ranges from 11-80 in age. 
Buying a girl her first bra 
is a lot of fun, and this is 
a much nicer environment 
than some of the typical 
options.  I have noticed 
a lot of women in their 
mid 40s bringing in their 
mothers to have their 
breasts lifted, and the 
daughters end up in a new 
bra as well. B
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launched a new packaged lingerie line, Glitter, Justin Lam told 
BODY. The collection can be seen at the upcoming International 
Lingerie Show, and will be ready to ship by the end of September.

Glitter “features more than 70 unique styles of ready-to-wear linge-
rie with retail price points ranging from $15 to $25,” according to a 
company source. “The line will expand rapidly to over 250 styles.”

Lam added, “We feel that the market is ripe for a better packaged 
brand of lingerie that can deliver extreme value to retailers while not 
sacrificing quality to consumers.”

The company emphasized that “extreme value pricing” sets Glitter 
“apart from other packaged collections,” and is achieved by “leverag-
ing the company’s core strengths in design and manufacturing...to 
deliver a high level of quality in product design and workmanship 
while significantly reducing its suggested retail prices.”

“We have the unique advantage of having over 20 years of manu-
facturing experience which not only helps us to significantly reduce 
our production costs, but also maintain quality in the garments that 
our retailers demand,” said Lam.

ana grant: symphony
Ana Grant has just introduced a new lingerie collection, 

Symphony. “We are using an intricate embroidered layered lace for 
this sophisticated, stylish yet comfortable group,” Norine Richards, 
vice president sales, reported to BODY. “With three bra styles and 
a size range from A32 through DD36 along with three panty styles 
ranging from S through XL, this collection has a vast appeal.”

The brand puts an emphasis on fit, explained Richards, and the 
new collection has achieved the desired results “after months of 
adjusting and many ‘test drives’ with our fit specialists and design-
ers.” Ana Grant does not retail to consumers and “remains true to 
our retailers by being exclusive to the specialty store industry.”

elila: new bra & shaper
Elila is introducing at the upcoming Curvexpo show in New 

York, a new “Leopard Lace Underwire Bra” and a matching 
“Leopard Lace and Microfiber Control Shaper” owner Ellen 
Jacobson told BODY.

The bra, style 2211, offers firm support and full coverage and is 
designed for “everyday” use. According to Jacobson, the bra feature 
“animal patterned lace, a four piece cup, full cup sling, V shaped 
centerfront band, side cup support panels [and a] high power back.” 
It is available in black, nude and mocha, in sizes 34 - 46 E/DD, F, 
G, H, I, J, K. The bra has a wholesale price of $23 and a suggested 
retail of $51. The matching control shaper, style 8203, offers medium 
support and full coverage and is also designed for “everyday” use. It 
offers a “high waist, control front, butt lifting, brief shaper [and] 
animal patterned lace panels,” according to Jacobson and comes in 
black, nude and mocha, and in sizes large, XL, 2XL, 3XL, 4XL, 
5XL, 6XL, 7XL and 8XL. The wholesale price is $32 and the sug-
gested retail, $71.

(Continued from page 17) 
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Ted Vayos, BODY: Describe 
your store for our readers.

Marie Bosconi:  We are lo-
cated in Stony Brook, New 
York. Our location is just 
minutes away from Smith 
Haven Mall, one of Long 
Island’s most popular malls. 
Our store is in Coventry 
Commons which is a shop-
ping center in which the 
retailers range from Vita-
min Shoppe to Starbucks 
to Beach Bum Tanning and 
Cactus Salon. We chose to 
open in this location not 
only because it is located 
next to such popular and 
well known stores but be-
cause we felt it was a large 
enough space to accommo-
date the inventory that we 
wanted to bring in. We did 
not just want to solely carry 
swimsuits. We wanted Love-
ly Lady Lumps to be a one 
stop shop for our customers 
whether they are going to 
the beach or the pool or on 
vacation. We carry flip-flops 
for both women and men, 
goggles, swim accessories, 
towels, beach bags and much 
more so we recognized the 
advantage of having a large 
space. In addition, we really 
wanted our customers to be 
able to shop comfortably and 
having more space allows us 

to display our products in an 
extremely shoppable way. 

Ted: What makes your store 
special?

Marie Bosconi: What makes 
our store special is that we are 
not and will not ever cater to 
just one body type. We carry 
items from size 2-32 and 
from A-Cup to I-Cup and 
we also intend on expanding 
those ranges as well. We are 
a very customer based store 
which to us is providing the 
utmost amount of great cus-
tomer service possible. Our 
expert stylists work one-on-
one with our customers and 
really get to know them and 
know exactly what they are 
looking for. Whether the 
customer is looking for a 
swimsuit to camouflage their 
tummy or minimize their 
“lovely lady lumps”, we are 
here to help them feel com-
fortable and provide them 
with what they need.  

Ted: What do you look for in 
a brand?

Marie Bosconi:  We look for 
brands whose products are of 
great quality, are unique and 
do the job that needs to be 
done. For example, we want 
bandeau style tops that a 
woman will not have to fidg-
et with all day because they 
feel like it might fall down.  
Seafolly Australia – which 
is a fabulous brand – car-
ries a top called the “God-
dess top” which is our most 
popular top in the store right 
now. The quality and fit are 
phenomenal – even my DD 
and DDD Cup women can 
comfortably wear a bandeau 
which women with that size 
bust will know is extremely 
hard to find. Vix by Paula 

Hermanny is another brand 
that we love – it is able to fit 
an A-Cup woman and give 
her the bust she wants and 
its able to fit a DD woman 
and hold her up and mini-
mize her where she wants. 
Anita is also one of my fa-
vorite brands that really ca-
ters to the larger cup women 
and the fit on the suits are 
fantastic. Magicsuit is our 
most popular one piece and 
tankini brand which right 
now only carries a few styles 
in plus size. We would love if 
they would create more plus 
sizes which we feel would 
cater to the other 50% of 
women with larger cup sizes. 

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

Marie Bosconi:   As always, 
bandeaus are extremely 
popular for women so that 
they can avoid tan lines but 
another style that is in right 
now is fringe and flounce 
tops. We find that anything 
unique is something that the 
customers in our area are re-
ally looking for and we pro-
vide them with brands such 
as Beach Bunny and Luli 
Fama who have designs and 
suits that are extremely dif-
ferent than other brands you 
might find elsewhere. 

Ted: Describe your price 
points and size ranges.

Marie Bosconi:  Our sizes 
range from 2-32 and A-Cup 
to I-Cup but we are working 
to expand that and get big-
ger sizes because we see that 
there is a real demand for 
it and we truly want every 
woman to be able to come 
into our store and find what 
they are looking for and 
what they need. Our price 

points are a reflection of the 
quality that we carry and 
the customer service that we 
provide. Our customer ser-
vice, we believe is top notch 
and the brands that we carry 
match that sentiment. The 
price points are in the me-
dium to high range but they 
are products that you will 
be able to wear for years to 
come. 

Ted: What is your typical or 
average customer size? 

Marie Bosconi: Our average 
customer size is the average 
woman. Every woman is dif-
ferent and they all have dif-
ferent body needs. No two 
women are alike – which 
is why no matter what size 
they are – it does not matter 
– we will find a swimsuit to 
fit their needs. 

Ted: What does the average 
customer spend per visit?

Marie Bosconi: It really de-
pends on what they are look-
ing for and no matter what 
we will be able to accom-
modate them and find what 
they want and need in their 
preferred price range. 

Ted: Describe your customer. 

Marie Bosconi: Our custom-
er base ranges from a young 
woman coming in with her 
mother looking for her first 
bikini to contemporary and 
misses. We have a small se-
lection of men’s swimsuits 
as well as kids. We also have 
our Tutto Bianco collection 
which is our custom curated 
“all white swimsuit” collec-
tion for not only the bride 
but for the woman who just 
loves a white swimsuit. 

retail profile: lovely lady lumps
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Q&A with Marie Bosconi, owner
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Ted Vayos, BODY: Describe 
your store for our readers.

Nicole Prehn:  Sugarbums sells 
intimate apparel, swimwear 
and loungewear from dozens 
of iconic manufactures such as 
La Perla, Cosabella and Eber-
jey. Our store, very quickly, has 
become a place where our cus-
tomers feel they can hang out. 
It’s a comfortable experience for 
both men and women in a cat-
egory that can be anything but 
comfortable, especially for men. 
Our customers come to us for 
gifts, to mark special occasions, 
and also for professional advice 
and fittings for day to day. They 
always feel welcome and special 
here. I was looking for a place 
that offered great lingerie op-
tions across a range of brands, 
similar to a Sephora in cosmet-
ics, and just wasn’t finding it. 
Sugarbums provides that for 
people – brands people love and 
a great range of choices.  Boise is 
our home market. However, we 
weren’t really planning to open a 
physical store here. Downtown 
Boise is booming and when 
we learned of a great location, 
that fit well with our vision, we 
jumped at the chance to serve 
the Boise market. It’s been a 
great decision.  We started Sug-
arbums earlier this year with our 
ecommerce site, which allowed 

us to establish relationships 
with the brands we wanted to 
carry, although our plan has al-
ways been to build a company 
based on a brick & mortar ex-
perience. Our strategy is to roll 
out across the US with stores 
in upscale lifestyle centers. The 
ecommerce integration is so 
important, since it gives people 
an opportunity to see what we 
have to offer before they come 
down to the store. We’re creat-
ing a place where a man can be 
comfortable shopping for a spe-
cial gift, and where women can 
enjoy the process of discovery 
without the intimidating feel 
of an overly feminine environ-
ment. Our store is modern and 
sophisticated and we do our 
best to provide unparalleled 
customer service.

Ted: What makes your store 
special?

Nicole: Sugarbums is a combi-
nation of comfort and sophisti-
cation. Ours is a welcoming en-
vironment for men and women. 
We have a broader selection of 
top brands than most stores and 
we carry full size runs across in-
timate apparel, swimwear and 
loungewear. We’ve done a lot of 
research, in customer service, in 
merchandising and in creating 
a great experience. We worked 

with Design Packaging, Inc. out 
of Scottsdale to create beautiful 
packaging, from our shopping 
bags to our gift boxes with wax 
seal. We’re serious about the 
substance of our offering and 
brand experience.
   
Ted: What do you look for in a 
brand?

Nicole: Great, consistent quality 
paired with great value for our 
customers. Some of our favorite 
and best-selling brands include 
Cosabella, Ellie Moss, Splen-
did, Eberjey, Wood Underwear, 
SAXX, Hanro, Hanky Panky, 
Oye, Zimmerli and others. We 
also look for brands to enable us 
to offer a wide range of prices. 
We have bras from $40 up to 
$500 and panties from $20 to 
$200.

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

Nicole: We have a full offering 
of Lounge and Swim wear. Our 
loungewear has really taken 
off. We’ve sold a ton of Wood 
loungewear for men. Wood 
Underwear has an incredible 
price point. The brand is fun. 
It’s not intimidating. The feel 
is luxurious, and it’s a great 
value.  Swimwear has been re-
ally big for us since our recent 
store opening as well. The com-

bination of swim, intimates 
and loungewear for both men 
and women, I think, has been 
our magic.  The mix of brands, 
styles and a broad range of price 
points and good value has been 
a huge selling point for our cus-
tomers. 

Ted: Describe your price points 
and size ranges.

Nicole: We have a full range of 
sizes and price points across our 
brands.

Ted: Describe your customer?

Nicole: Our customers, both 
men and women over a wide 
age range, are discriminating 
and sophisticated. 

Ted: What has impacted your 
intimate apparel business the 
most since you opened?

Nicole:  At launch, we sponsored 
an Academy Awards gift tent. 
The pre-event PR caused so 
much traffic to our new website 
that we crashed and were shut 
down. We had to scramble and 
become IT experts before we 
were ready. That event had the 
biggest single impact on our 
company to date and, like a lot 
of things in life, was both good 
and bad.

retail profile: sugarbums of boise
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Q&A with Nicole Prehn, founder
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2014
aug. 3-5

Accessorie Circuit/ 
Intermezzo Collections 
Javits Center
New York, NY
(212)-759-8055
enkshows.com

aug 3-5
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

aug. 3-5
  Fame

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

aug. 3-6
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

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

aug. 10-12
Moda UK Lingerie & 

Swimwear
NEC Birmingham
07718 780881
www.moda-uk.co.uk

aug. 11-13
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

aug. 13-16
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

aug. 17-20
 Off Price
Sands Expo &
Convention Center, 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

aug. 18-20
ENK Las Vegas 
Mandalay Bay
Las Vegas, NV
(646)-841-1446
enkshows.com

aug. 18-20
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 18-20
Project
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 18-20
Pool Show
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 18-19
Stitch 
Sands Expo Hall
Las Vegas, Nev. 
(212)-686-4412
fameshows.com

aug. 18-19
CURVENV 
Sands Expo Hall
Las Vegas, Nev. 
(212) 993-8585
curvexpo.com

aug. 18-21
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

sept. 3-6
  CPM Body & Beach

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

sept. 4-6
   Surf Expo Show

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

sept. 7-10
The ABC Kids Show
Las Vegas, Convention
Center, NV 
(210)-691-4848
theabcshow.com

sept. 14-16
  Fashion Coterie 

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

sept. 14-16
  Fame

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

sept. 15-17
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

sept. 15-18
Lingerie Expo 
Crocus Expo, Pavilion 3
Moscow, Russia
+7 (495) 935 8100
www.lingerie-expo.com

sept. 16-18
Vow:  New World of 
Bridal
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

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

sept. 21-23
  Fame

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

sept. 28-oct.1
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

oct. 18-20
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

oct. 20-22
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.
com

event & show dates 2014-2015
calendar
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oct. 20-21
Shanghai Mode 
Lingerie
Shanghai Conv. Center
Shanghai, China
+852 2815 0667
shanghai-mode-lingerie

oct. 22-25
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 27-28 
Dubai Int'l Licensing 
Dubai Int'l Convention 
Center, Dubai, AE.
www.index.ae

nov. 11-13
Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637
maredimoda.com/
cannes

dec. 9-11
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(865) 439-0500
hiaonline.org

2015
jan. tba
  Fame

Javits Center
New York, NY
(212)-686-6821
fameshows.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. 12-14
Hong Kong 
International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 6-13
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. 8-10
   Surf Expo Show

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

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

jan. tba
Project NYC
(818) 593-5000
Pier 94 

New York, NY
magiconline.com

jan. tba
Dallas Market Center 
(214) 744-7444
dallasmarketcenter.com

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

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

feb. 6-9
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.
com

feb. tba
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. tba
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

feb. tba
Moda UK Lingerie & 
Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084

www.moda-uk.co.uk

feb. tba
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. tba
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

feb. tba
CURVENV
Sands Expo Hall
Las Vegas, Nev. 
(212) 993-8585
curvexpo.com

feb. tba
MAGIC
Las Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. tba
Platform
Las Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. tba
ENK Las Vegas 
Mandalay Bay
Las Vegas, NV
(646)-841-1446
enkshows.com

feb. tba
Project
Mandalay Bay & Las 

Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. tba
POOL
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000

   magiconline.com

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

feb. tba
  Fame

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

feb. tba
  Fashion Coterie 

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

feb. tba
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
www.cpm-moscow.com

march tba
ASD Show Las Vegas 
Convention Center and 
Sands Expo
Las Vegas, NV

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.
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victoria’s secret up in june
“Victoria’s Secret stores North America 
June comparable store sales increased 3% 
driven by increases in lingerie and Pink” 
while June sales at Victoria’s Secret direct 
rose 6% over the same month last year, 
according to Amie Preston, chief investor 
relastions, at parent company L Brands.

The Victoria’s Secret portion of L did bet-
ter than the company as a whole where 
comparable store sales increased just “2 
percent for the five weeks 
ended July 5, 2014,” accord-
ing to the company’s June 
sales release. L Brands also 
owns Bath & Body Works, La 
Senza and Henri Bendel and 
its brands are sold in about 
600 franchised locations 
around the world.

Overall, the firm reported 
“net sales of $1.176 billion for 
the five weeks ended July 5, 
2014, an increase of 7 percent, 
compared to net sales of 
$1.101 billion for the five 
weeks ended July 6, 2013.” It 
also reported “net sales of 
$4.331 billion for the 22 
weeks ended July 5, 2014, an 
increase of 6 percent com-
pared to sales of $4.106 bil-
lion for the 22 weeks ended 
July 6, 2013. Comparable 
store sales increased 2 percent 
for the 22 weeks ended July 5, 
2014.”

Preston, in remarks about 
the June sales release, said that at Victoria’s 
Secret direct “go-forward core category 
sales” which refer to bras and other intimate 
apparel, “increased in the mid-teens” in 
June, but those gains were offset by a huge 
drop in “non-go-forward apparel merchan-
dise” where “sales decreased by roughly 
30%.” Last month the company announced 
it would be eliminating a significant of the 

apparel it has offered for years in its direct 
channel.

Preston explained that at Victoria’s Secret 
stores “the merchandise margin rate was up 
slightly to last year” for the five weeks, 
adding that at Victoria’s Secret direct “the 
June merchandise margin rate was down 
significantly to last year, driven by increased 
promotions in apparel.”

Looking ahead, Preston said Victoria’s 
Secret stores in July “will focus on our Very 

Sexy collection in lingerie. In Pink, we will 
be transitioning at the end of the month to 
focus on back to school.”

“In closing, we expect a low single digit 
comp increase for the total company in 
July.”

la senza uk in admiistration
Marnixheath Limited, which controls the 

La Senza lingerie chain of 55 stores in the 
UK, has been placed into administration, a 
legal status similar to bankruptcy. La Senza 
operations in other parts of the world are 
controlled by L Brands and are unaffected 
by the move.

PwC reported that Robert Moran, Mike 
Jervis and Stuart Maddison of PwC have 
been appointed as joint administrators of 
Marnixheath Limited” at the beginning of 
July. Marnixheath also operates three 

Pinkberry outlets in the UK, and 
the company in total employed 
752 across England, Wales and 
Scotland.

In a statement, PwC noted 
“The La Senza UK store portfo-
lio was acquired in 2012, but 
has experienced very difficult 
trading conditions. This has 
resulted in the company being 
placed into administration, 
despite sustained efforts to 
make the businesses more com-
mercially viable.”

Moran, one of the administra-
tors from PwC explained, “The 
challenging conditions in the 
UK high street are well docu-
mented. Like many other retail-
ers, La Senza has been hit hard 
by the difficult economic envi-
ronment and a slowdown in 
consumer spending.”

“The administrators are con-
tinuing to trade the businesses 
as normal for the time being 
whilst discussions take place 

with interested parties in respect of a sale. 
We welcome any approaches to purchase all 
or part of the store portfolio. There are no 
immediate plans to close any stores and the 
administrators shall continue to assess the 
trading strategy over the coming days and 
weeks. “Staff have been –and will continue 
to be paid for their work.” 

finance
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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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Ted Vayos, BODY: De-
scribe your store for our 
readers.

Sarah & Michael Wiener:  
Trousseau was created in 
1999 as a 1,500 square 
foot destination location 
bridal accessories store 
with a lingerie add-on, 
designed to expand and 
maintain sales volume 
during seasonal trend-
ing. To be convenient to 
Northern Virginia, Wash-
ington DC and Southern 
Maryland; the Trousseau 

location is situated at the 
nexus of six major travel 
routes, with convenient 
parking and forty plus feet 
of solid window frontage. 
Near three bridal shops, 
Trousseau quickly gath-
ered success in the bridal 
arena. As the demand for 
quality lingerie and bra 
fitting services increased 
due to a void for the prod-
uct in the general area, 
Trousseau evolved and in 
2007, expanded to 3,000 
square feet with 8 dress-
ing rooms.  Trousseau 

presents the individual 
experience of an indepen-
dent shop with the polish 
of a chain store.  With a 
comfortable living room 
feel, Trousseau offers lin-
gerie, foundations, sleep-
wear, hosiery, bath and 
body products, costume 
jewelry and bridal acces-
sories. As we are attuned 
to the American style of 
shopping, all product is 
attractively displayed on 
the sales floor with very 
little back stock.

Ted: What makes your 
store special?

Sarah & Michael: Trous-
seau is a solution based, 
visually dynamic, service 
oriented lingerie store 
with significant depth 
and breadth of inven-
tory, stocking over 160 
bra sizes with more than 
4,500 bras on the floor at 
any one time and compli-
mentary alterations. Our 
mission is to solve prob-
lems and make women 
feel more confident, com-

fortable and beautiful. The 
lingerie industry is about 
intimate relationships. In 
recognition of the impor-
tance of those personal 
relationships, our staff is 
diverse and empathetic, 
compassionate and caring 
with a sense of humor. We 
place great value on prod-
uct knowledge, perpetual 
education and training, 
both in house and with 
our vendors.  In Novem-
ber of 2010, Trousseau 
experienced 100% smoke 
damage loss due to a fire 
in our shopping center. 
Completely restocking 
the store after the fire, 
on a four-week timeline 
with ten years of product 
knowledge and product 
development, fine-tuned 
both our vendor relation-
ships and the solution 
based product offering of 
Trousseau.

Ted: What do you look for 
in a brand?

Sarah & Michael:   With 
regard to selecting prod-

uct, we re-
quire qual-
ity, fit, style, 
value and size 
range. Turn-
ing over $800 
per square 
foot, our sales 
floor real es-
tate is pre-
cious. Product 
offerings must 
make sense. 
At Trousseau, 
we all work 
as a team in 
order to pro-
vide great 
service. We 
consider our 

retail profile: trousseau dedicated to the art of romance

Q&A with Sarah & Michael Wiener, owners
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vendors to be 
an extension 
of our team. 
We place great 
value on these 
relationships. 
A vendor must 
be reliable, 
consistent, re-
sponsive and 
c o m m i t t e d , 
with a dem-
onstrated his-
tory of smooth 
supply chain 
to indepen-
dents in order 
for our team to 
properly ser-
vice our clientele. With 
today’s global market, 
we understand that some 
supply chain issues are 
inevitable. How a vendor 
helps us to work through 
their issues can make the 
difference between main-
taining or compromising 
our customer relation-
ships. Today’s retail cus-
tomer demands instant 
satisfaction. Most will 
tolerate a delay if they are 
given a realistic idea of 
what to expect. Accurate 
and timely communica-
tion is vital. We can’t work 
with information that we 
don’t have.   Strong ven-
dor personal presence 
with the staff equates to 
strong vendor represen-
tation on the sales floor.  
To their credit, Chantelle 
and Empriente have cre-
ated a particularly syner-
gistic relationship with 
Trousseau through their 
dedication and support.  
As more and more wom-
en become educated and 
begin to wear the correct 
bra size and appreciate 
quality product, enlight-
ened manufacturers are 
listening and responding 
with greater options. We 
are excited and gratified 
to see great product evo-
lution based on vendor/
client interaction and 

collaboration.

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

Sarah & Michael: Draw-
ing a large part of its 
population from Gov-
ernment, Military and 
Technology Industries, 
the Washington DC 
metro area is not particu-
larly trendy. Inspired ba-
sics and more classically 
beautiful pieces define 
the larger body of our 
collection.

Ted: Describe your price 
points and size ranges.

Sarah & Michael: Our 
price range is moderate to 
luxury. Our size range is 
28AA to 56N, XS to 3X. 
Our client base exceed-
ing 50,000 is diverse and 
mutigenerational, from 
preteen to senior citizens 
with a concentration in 
the 30 to 50 year old age 
range.  Our top 10 bra 
sizes include: 32F, 32E, 
34F, 34E, 36F, 36E, 32D, 
34D, 34G & 32G.
 
Ted: What does the aver-
age customer spend per 
visit?

Sarah & Michael: As we 
strive to create long-term 

relationships with our 
customers, and appreci-
ate their referrals, we en-
courage our customers to 
spend what is right for 
them.

Ted: What else can you 
tell us about your busi-
ness? 

Sarah & Michael Wie-
ner: Located in what may 
well be the strongest local 
economy in the United 
States due to the Gov-
ernment, Military and 
Technology Industries, 
Trousseau achieved 9% 
growth last year, selling 
20,665 bras and bustiers 
in 2013, accounting for 
approximately half of our 
annual revenue. 

Trousseau is a single lo-
cation brick and mortar 
store. Although we ship 
worldwide to service our 
clientele, we do not sell 
online, and we do not 
have sales. We recognize 
that today’s consumer 
can be demanding, mor-
ally flexible and unforgiv-
ing with the Internet and 
Yelp! at their fingertips. 
Celebrating our 15th an-
niversary in September, 
we know that we make 
or break our reputation 
every moment, of every 
day, with every customer 
that walks in the door. So 
we accept life on stage, 
strive to consistently give 
our best service, and take 
great pride in the differ-
ence we make in people’s 
lives everyday.
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