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rigby & peller sales drop 27.7% in half
Sales at Rigby & Peller, formerly the Intimacy chain in the U.S., fell 
by 27.7% in the first half of 2016, in part because of the closure of “loss 
making stores.”

But the chain’s losses appear to be accelerating, with even the 
remaining 12 locations suffering a “Decrease of retail turnover in the 
U.S. by 17.7% on comparable basis, both in local currency as well as 
in Euro” according to parent company Van de Velde. Last July 
BODY reported the chain was operating in 15 locations after closing 
one shop earlier that spring. For the first half of 2015, Van de Velde, 
had reported “A fall in retail turnover at Intimacy by 4.7% (10.3% on 
a like-for-like basis) in local cur-
rency.”

Meanwhile, Van de Velde as 
a whole reported a modest 
increase in combined sales in 
the first six months of this year. 
The company owns the 
PrimaDonna, Marie Jo and 
Andres Sarda lingerie and 
swim brands, as well as retail 
lingerie chains in Europe.

According to the company 
release, “Consolidated turn-
over of Van de Velde in the first 
half of 2016 rose by 0.4% (from 
€113.4m to €113.8m). On a like-
for-like basis (including compa-
rable season deliveries) consoli-
dated turnover is up 2.6%.” 
Despite the declines at Rigby 
& Peller, the company report-
ed “Growth of wholesale turnover of 5.8%. The growth continues 
both in lingerie as well as swimwear. Also pre-orders for the second 
half of the year are higher than the same period in the previous year.” 
In addition, Van de Velde noted “Growth of retail turnover in 
Europe on comparable basis at constant exchange rates by 5.3%, 
especially driven by growth on comparable basis in the Netherlands 
(7.6%) and the UK (5.5%). Taking into account exchange rate differ-
ences, growth on comparable basis is 1.2%. Total retail turnover in 
Europe declined by 3.9% due to closure of loss making stores and 
conversion of owned into franchised store.”

Van de Velde noted that the sales results are not yet audited and 
that complete financial results for the first half will be announced 
Wednesday August 31st.

The company confirmed that a new international retail director, 
Yan Aerts, will join the company on September 1. Aerts “worked for 
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more than 15 years for Mexx. He will be 
responsible for the further development of 
retail within Van de Velde, this in close col-
laboration with wholesale and all new chan-
nels.” He will also join the executive commit-
tee of Van de Velde. — NM.

soma urged to open 300 shops
An activist investor, Barington Capital 
Group, has been pushing the retailer Chico’s 
FAS to make several changes including 
increasing the number of its Soma lingerie 
stores by as many as 300 (to total close to 
600) over the next five years.

Barington, which currently owns about 
1.5% of the outstanding common stock of the 
Chico’s, is also urging shareholders to elect 

its own chairman, James Mitarotonda, as 
well as one other retail executive of its own 
choosing, to the retailer’s board of directors. 
Chico’s recommends two other executives, 
with the vote scheduled for later in July.

Other Barington suggestions include 
“improving merchandising and understand-
ing of the customer at each of” Chico’s 
brands, which also includes White House 
Black Market; “repurchasing common stock 
at current levels;” “improving the company’s 
executive compensation practices; and 
“reducing the company’s high overhead and 
advertising costs by at least $100 million.”

Chico’s has, in sharply worded responses, 
rejected Barington’s director nominees and 
many of its other suggestions.

In an extensive June presentation, 
Barington stated, “We believe Soma is still 
at an early stage in its growth trajectory with 
only 291 stores,” adding, “Most intimate 
brands target younger consumers, while 
Soma is the only new entrant that focuses 
on a more mature consumer.” Barington 
argued that this presents a “large opportu-
nity to convert customers who currently 
shop in department stores.”

“We believe that Soma needs a larger 
physical store footprint, in addition to an 
effective digital commerce presence, as the 
two work hand-in-hand to help a brand 
grow its customer base and sales,” Barington 
continued. “Based on our analysis of pub-
licly available information, we believe that 
the company should open 200-300 Soma 
stores over the next five years.”

“We believe that there are many attractive 
markets where Soma does not have a suffi-
cient physical presence. The company’s 
management told analysts in 2012 that it 
believed that Soma could open up to 600 
stores. While the company says that it now 
favors a more “disciplined store growth” 
strategy, it has not disclosed its revised store 
growth plans.”

To bolster its argument for Soma opening 
lingerie stores at a rapid pace, Barington 
devoted, in its presentation, a page under 
the headline “Victoria’s Secret Continues to 
Open More Stores than Soma.”

A close examination of this claim, howev-
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er, reveals Barinton’s claims to be mislead-
ing. We analyzed the annual reports and 
other SEC filings of both parent companies, 
L Brands and Chico’s FAS. What makes the 
comparison easy is that both companies 
ended each of the pertinent fiscal years on 
the same dates.

On the page in question, Barington pro-
vided a rough bar chart showing compara-
tive store totals for Soma and Victoria’s 
Secret for each of the four full years 2012 
through 2015. Barington stated on the page, 
“The largest player in the intimate apparel 
market is Victoria’s Secret, which has 1,118 

stores in the United States (nearly 4x as 
many as Soma) and continues to open new 
stores which are much larger than Soma 
stores.” Arrows are included to indicate 
Victoria’s Secret added stores at a faster rate 
than Soma over the four years. For its com-
parison, Barington combined both the store 
counts for Victoria’s Secret and its sister 
brand, Pink, which focuses on a younger 
customer.

According to the annual reports, as of the 
end of its fiscal year 2011 (January 28, 2012), L 
Brands reported it was operating a com-
bined 1017 “Victoria’s Secret Stores U.S.” 
(1002 Victoria’s Secret stores and 15 Pink 
stores). Thus from the start of fiscal 2012 
through the end of fiscal 2015 there was a net 
combined increase of 101 Victoria’s Secret 
and Pink stores.

Turning to Soma, Chico’s stated in its 
annual reports that at the end of fiscal 2011 it 
was operating 181 Soma stores. By the end of 
2015 it was operating 287 stores. Thus a net 
gain of 106 stores, or 4 more than the net 
gain in Victoria’s Secret and Pink stores 
combined.

Even though the Barington chart includes 
the full year 2012, Victoria’s Secret store 
numbers actually start to accelerate in fiscal 
2013. Measuring from the start of fiscal 2013, 
when it was operating 985 Victoria’s Secret 
and 34 Pink stores, through the end of fiscal 
2015, the number of net new stores was 99. 
At Soma there were 209 stores at the end of 
fiscal 2012 and 287 at the end of fiscal 2015, or 
a net increase of 78, or 21 less than the com-
bined Victoria’s Secret and Pink numbers.

But there is a big problem with lumping 
Victoria’s Secret and Pink numbers togeth-
er, especially when Barington’s aim is to 
provide advice to Soma’s management. That 
is because Pink focuses on a younger cus-
tomer — college-age women — than 
Victoria’s Secret. And a much younger cus-
tomer than Soma, which, as Barington itself 
points out in the presentation, focuses on 
women who are 35 and older. For a more 
accurate comparison, Barington should 
have focused solely on what L Brands has 
been doing with its Victoria’s Secret stores 
in the U.S. And that is a very different story.

From the start of fiscal 2012 through the 
end of fiscal 2015, L Brands increased the net 
number of Pink stores from 15 to 128, a net 
gain of 113, while at the same time decreasing 
the total number of Victoria’s Secret stores 
in the U.S. from 1002 to 990, a net drop of 12.

All the while Chico’s had net increase of 
106 in the number of Soma stores during the 
same time period. — NM

vs june store sales up 4%
Victoria’s Secret and Pink comparable store 
sales in North America rose by 4% in June, 
ending a two month slide in which stores 
sales fell 3% in April and 2% in May. When 
the direct business for the two brands is 
combined with the stores, June sales were 
up 6% over the same month last year.

Meanwhile, parent company L Brands 
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“reported net sales increased 7% to $1.296 billion for the five weeks 
ended July 2, 2016, compared to net sales of $1.207 billion for the five 
weeks ended July 4, 2015. Comparable sales for the five weeks ended 
July 2, 2016, increased 6%.” L Brands, which also includes Bath & 
Body Works, La Senza and Henri Bendel, now operates “3,038 
company-owned specialty stores in the United States, Canada, the 
United Kingdom and Greater China, and its brands are sold in more 
than 700 additional franchised locations worldwide.”

In explaining the June results for Victoria’s Secret and Pink, Amie 
Preston, chief investor relations officer stated “Semi-annual sale 
strength, particularly in the Pink and core lingerie business, was 
partially offset by softness in the non-core categories of swim and 

apparel. The merchan-
dise margin rate was 
down significantly to last 
year primarily due to 
increased penetration of 
clearance selling related 
to the semi-annual sale 
and a decline in beauty 
as we reposition this cat-
egory.”

“June was focused on 
semi-annual sale. As we 
transition out of semi-
annual sale in July, we 
will focus on new fash-
ion in our Body by 
Victoria collection fea-
turing our new lounge 
bra.”

 ”In Pink, we will focus 
on our Wear-Everywhere Bras.” (The latest “Twist-front Lounge Bra” 
currently sells for $42.50 on the Victoria’s Secret website. The newest 
“Wear Everywhere Super Push-Up” retails for $32.95 or two for $46).

Looking ahead, Preston noted that L Brands overall expects “July 
comps to be flat to down low-single digit.”

Since January 30th of this year, L Brands has opened six and closed 
four Victoria’s Secret stores, raising the total as of July 2 to 992. 
During the same period the company has opened two Pink stores, 
raising the total to 130, and closed one La Senza store in Canada, 
dropping the total there to 125.

L Brands overall “reported net sales of $4.727 billion for the 22 
weeks ended July 2, 2016, an increase of 5% compared to net sales of 
$4.518 billion for the 22 weeks ended July 4, 2015. Comparable sales 
for the 22 weeks ended July 2, 2016, increased 3%.”

(Continued from page 10) 
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ils: two dozen new exhibitors
The International Lingerie Show (ILS) is 
moving past the loss of eight prominent 
brands that announced they would not be 
attending its upcoming event in September, 
and show owner Jeff Yunis stated he 
“expects two dozen new exhibitors,” as well 
as the vast majority of those that usually 
attend.

Optimistic about the upcoming show 
September 12 through 14 at the Rio Hotel 
in Las Vegas, Yunis declared in an email 
message to BODY, “Not only is ILS alive 
and well. It is determined to remain the big-
gest and best market in the United States 
for sexy lingerie, clubwear, dancewear, biki-
nis, shoes and boots, fetishwear, and of 
course, oils, lotions and novelties of all 
kinds.”

As reported earlier in BODY, the 
September event will be the last at the Rio. 
A new hotel location will be officially 
announced during the September show. 
“Contracts for three years, beginning in 
April 2017, have been signed.”

Yunis noted that “All kinds of rumors (and 
untruths) have been spread about ILS hav-
ing problems and how many exhibitors will 
shun the show. The fact is, at every trade 
show, including ILS, a small percentage of 
vendors drop out after every show. Truth is, 
for the coming show, less exhibitors than 
normal have dropped out. ILS will offer 
buyers a full compliment of exhibitors, in 
every category, and all of the usual perks 
such as the cocktail party on Monday after 
the show, the fashion show with a sit down 
breakfast on Tuesday, and free breakfast, 
lunch and afternoon refreshments every 
day.”

He added that, “For the exhibitors, ILS 
has been going after some of the largest 
buyers in the country, inviting them person-
ally to visit ILS. Some are new to the show 
and some have not been there in a while.”

Discussing the new exhibitors, Yunis 
wrote, “The sales team at ILS has been 
busy and expects two dozen new exhibitors 
for attendees to see. Many, if not most of 
these companies will be new to the market 
and have not been seen at any other shows 
and many do not have road salesmen. This 
is why buyers come to national trade shows. 
To keep stores current and ahead of compe-
tition, they need “new.””

The trade show owner also made a special 
point of emphasizing the international 
nature of his event. “Buyers will come from 
too many countries to list here but generally 
they represent two dozen countries.” Some 
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that will be represented include Australia, 
Brazil, Canada, China, Denmark, England, 
Pakistan and Spain. — NM

silk & soul at curve
Colombia-based Sourcing y 
Diseño SAS will return to 
Curve in New York at the 
end of July with its women’s 
intimates label Silk & Soul. 
The company’s first Curve 
was in Vegas in February.

“We are a company born in 
2012 due to a need found in 
the market,” Adriana Tieck, 
and export executive, told 
BODY. She referred to a 
“lack of design and produc-
tion suppliers of fashion col-
lections for companies and 
brands. In 2015 we decided 
we wanted to create our 

own brands and that’s when Silk & Soul 
(women) and Okami (men) were born.”

On its wholesale Silk & Soul website the 
company displays collections of loungewear, 
sleepwear, bras and panties. The Okami site 
displays four groups: “Fun, Tech, Lounge 
and Basics,” and notes “Each collection has 

boxers, t-shirts and more.”
Tieck said the women’s col-

lection has an “Eclectic price 
range, as we use a lot of differ-
ent fabrics, so we have items 
that start at $7.50 and others 
at $60. So we have things in 
the better and bridge price 
categories.”

Although the label is new, 
Silk & Soul has already start-
ed retailing in North America. 
“We have a couple stores we 
are selling to in the U.S., like 
Sophisticated Pair and in 
Canada as well,” stated Tieck. 
The company has not yet 
started a private label busi-
ness here, “But we do have a 

project to do a joint venture with an 
American brand, however [we] cannot dis-
close any information about it at the 
moment.” The parent company already does 
private label in Colombia.

“We are coming to Curve to introduce the 
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brand to more doors and stores. We are 
focused more on boutiques, online retailers 
and specialty stores, but would love a 
chance to get a department store.”

Silk & Soul is looking for sales contacts 
here. “We currently do not have a U.S. dis-
tributor, we are looking for a distributor or 
sales reps to help us widen our reach.”

Asked why retailers should consider her 
label Tieck replied, “We produce beautiful, 
comfortable garments for natural, original 
women. Women who know who they are 
and do not need to pretend they are some-
one else. Our garments let you be yourself. 
We are not afraid of trying new things,” she 
added. 

“We try to work with our clients. We are 
flexible in our production, because we want 
to work together, not just sell products.” 
Contact Adriana Tieck at export@dsourc-
ing.co.

lingerie firms at offprice
The Offprice Show (August 13-16) 
will again host a large number of 
intimate apparel, underwear and 
hosiery exhibitors. The event is held 
at the Sands Expo at the Venetian 
Hotel.

The show promises “prices at 
20-70% below wholesale for our 
buyers.”

Prominent among exhibiting 
companies are Carrie Amber, 
Felina, International Intimates, 
National Mill and Saramax. One 
prominent name not included on 
the show list as we went to press 
was Panties Plus (PPI Apparel 
Group). A spokesperson at the 
company confirmed the company, 
which has often taken several 
booths at the show, including last 
February, will not be there in 
August.

A complete list of exhibitors, included 
under the categories, “womens intimates” 

and “womens hosiery/ underwear,” in alpha-
betical order, is as follows: ABC Hosiery; 
Amiee Lynn; Carrie Amber Intimates; 
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Cotton Connection; Deals District; EHL 
Imports; Fashion Connections; For Bare 
Feet; Four Seasons Apparel; Gina Group; 
Haddad International; Hemisphere 
Worldwide Sales; Iberia 
Fashion; International Intimates 
(also known as René Rofé; K. 
Bell Socks; Lacy & Co; MRC 
Creations; National Mills 
(which also has the Carnival 
Creations brand); Nester 
Hosiery/Ballston Socks; New 
York Apparel; Piege (which also 
does business under the Felina 
and Jezebel labels); Renfro 
Corporation; Riviera Apparel 
Group; Saramax Apparel 
Group; Saroj International / 
Femina Lingerie; U.S. Hosiery; 
Uni Hosiery; Urban Fitz; 
Weinberg Hosiery; WK 
International; and Yelete Group. 
— NM

lingerie industry association
Plans for a trade group, the Lingerie 
Industry Association [LIA], are moving 
ahead, according to Eric Ehrens, who was, 
until recently, the president of sales and 
major account sales representative for 
Dreamgirl, and who still works in sales for 
that and other firms.

BODY described the LIA 
in an article in early June, 
and now Ehrens has added a 
few more details. In response 
to emailed questions, the 
sales executive wrote the 
organization will provide “a 
communication platform 
bringing unity and confor-
mity to our industry.” The 
purpose will be “1. To pro-
mote the common and mutual business 
interests of the lingerie industry member-
ship; 2. To encourage the most efficient and 
professional organization and administra-
tion of firms in the lingerie industry; 3. To 

conduct meetings, educational programs, 
including social activities for the benefit of 
its membership, and to collect and publish 
information about the lingerie industry; 4. 
To address legal and international trade 
issues as they affect the lingerie industry.”

Ehrens explained that “regular member-
ship” in the group will be open to “any cor-

poration, co-partnership, or individual 
maintaining a place of business in the 
United States, Canada or Mexico, and 
engaged in the manufacture, importation or 
distribution of lingerie products for general 
sale to retail distribution channels.”

He continued, “We expect the new corpo-
ration to be actively available for member-

ship by mid-July and at that time we will be 
publishing additional information.”

Plans for the LIA were first widely dis-
cussed at a breakfast meeting during the 
last International Lingerie Show in Las 

Vegas on April 5. Attending that meeting, 
organized with the help of Ehrens, were 
about 25 exhibiting lingerie brands.

Ehrens told BODY he expects to draw 
initial membership from those 25 compa-
nies, but hopes to eventually attract a much 
wider membership. No information on 
membership fees was provided.

Contact Ehrens at Eehrens@
EricEhrens.com or (631) 446-
4666. — NM

lemonaid pocket bras
Q-T Intimates has introduced 
Lemonaid, a new pocket bra col-
lection with an “inner pocket that 
can be used for a mastectomy pros-
thesis, keys, credit cards, tissues, 
or anything you could need a dis-
creet pocket for,” according to a 
company announcement.

“We chose the name “Lemonaid” 
based on the phrase “When life 
gives you lemons, make lemon-
ade”, explained Liz Marrell, cre-
ative director. “With Lemonaid, 
we wanted to encourage optimism 

and positivity in the face of life’s challenges 
and for that same positive message to reflect 
on the women who wear our pocket bras.”

According to the company, “these pocket 
bras are functional, yet pretty in design. We 
offer special features such as front closures, 
extenders, strap adjusters, Velcro closures, 
adjustable hook and eyes, and more. Each 

bra has been made with inner 
fabrics, laces, and elastics that 
are soft against the skin. 
Lemonaid offers molded, pad-
ded, and unpadded pocket 
bras for their customers per-
sonal preference.”

Declared Meryl Kutzin, VP 
merchandising, “This line of 
beautiful pocket bras makes 
what is sometimes a difficult 
experience, a bit easier and 

encouraging. We are very excited to be 
expanding our pocket bra collection.” Find 
all the Q-T collections at its New York 
showroom or on line at www.qtbras.com. 
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Call (212) 532-8930 or email mkutzin@
qtbras.com.

q-t and crème bralée
Q-T Intimates announced that its Crème 
Bralée Lingerie division has “now become a 
part of Q-T Intimates, along with the many 
other products under the Q-T umbrella,” 
according to a spokesperson.

Crème Bralée, which was created by the 
company as a separate entity some years ago, 
is a “sexy, fashion lingerie brand” focused on 
“women who have full-busted and/or full-
figured sizes.” Now the company plans to 
expand the brand into the “wider range of 
products that Q-T offers: 
fashion, essentials, shape-
wear, nursing, mastectomy 
and sports bras.”

“All brands of Q-T 
Intimates will continue to 
offer the same high quality 
lingerie, with an emphasis 
on fit, quality, and price,” 
continued the spokesper-
son. 

“Crème Bralée will now be 
sold on the Q-T Intimates 
website www.qtbras.com. 
All social media will remain 
under Q-T’s existing plat-
forms (Facebook, 
Instagram, and Twitter).”

glamory: 5 men’s hosiery lines
Glamory Hosiery owner Timothy Gettler 
made an interesting case for retailers to start 
selling his product to men, in a message 
emailed to BODY.

While his company offers a complete line 
of leg fashions for women, in an extremely 
wide range of sizes, it also contains five 
hosiery collections specifically designed for 
men. While Gettler acknowledged that his 
male customers include all types, “Many of 
the men who wear hosiery are not gay, 
freaks, cross-dressers or any other label you 

want to give them. They 
are the postal workers, 
mechanics, police offi-
cers, fireman, corporate 
executives to office 
workers and men in the 
medical field.”

Several centuries ago, 
he pointed out, “Tights 
were once only for men. 
This was back before 
women were allowed to 
wear pants, or even 
show their legs. 
Thankfully times have 
changed, and women 
can now wear whatever 
they want... so why can’t 
men?”

“Men wear hosiery for 
style and 
support. 
Whether it’s under their 
trousers in the office or 
shorts while out doing every-
day things. They are made 
for the fashion forward guy 
that likes to dress on point 
and live the luxury lifestyle,” 
he contended, adding, 
“Glamory has designed 
hosiery for 
men and 
taken spe-
cial care to 
have it fit a 
man, just as 
with the 
w o m e n ’ s 

line, taken additional steps 
to ensure comfort.”

The five men’s styles are 
Classic20, the company’s 
sheerest hosiery at a 20 
denier, “perfect to wear 
under your trousers;” 
Support40, a semi-trans-
parent hosiery with a 40 
denier, designed with “sup-
porting properties” for those on their “feet all 
day;” Support70, a heavier weight tight 
“ideal for the colder times of the year or 

colder  c l imates ; ” 
Microman100, which pro-
vide warmth as well as com-
pression and is ideal for “the 
gym or a pick up game of 
basketball or running or 
cycling or any sports activity;” 
and Thermoman100, a foot-
less version of the 
Microman100, which include 
“flat seams, comfort gusset, 
reinforced panty and built in 
fly.” Contact Glamory 
Hosiery at 800 452-0145 or 
info@glamoryhosiery.com.

‘oriental victoria’s 
secret’ grows
Cosmo Lady, a large produc-
er and retailer of intimate 
apparel in China, that 

referred to itself as the “Oriental version of 
Victoria’s Secret,” has announced it “will 
venture to overseas markets to seek global 
business partners.”

The company seeks “collaboration with 
other well-known underwear brands,” and 
reported it had “gained the authorization 
from Walt Disney on several specially 
designed pairs of underwear,” in 2016. It also 

announced “It is the com-
pany’s ambition that in 
the future Cosmo Lady 
will hold an oriental ver-
sion of Victoria’s Secret 
fashion show in the 
United States.”

With sales of about 
$740 million in 2015, the 
firm is publicly traded on 
the Hong Kong 
exchange, and claimed 
that in China, “With 1,032 
retail stores newly opened 
in the year of 2015,” its 
distribution network is 
now “comprised of 8,050 
retail stores in more than 

330 cities. Cosmo Lady will continue its 
progressive expansion strategy of retail net-

(Continued from page 15) 
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work in five major types of locations includ-
ing commercial streets, residential neigh-
borhoods, transportation hubs, school 
zones and supermarkets, in addition to 
high-end retail network in malls, depart-
ment stores and shopping centers.”

By comparison, Victoria’s Secret’s parent, 
L Brands, reported sales of $12.2 billion in 
fiscal 2015. In all, as of the end of fiscal 2015, 
it was operating 990 Victoria’s Secret stores 
in the U.S., 128 Pink stores in the U.S., 37 
Victoria’s Secret stores in Canada, 9 Pink 
stores in Canada, 12 Victoria’s Secret stores 
in the U.K., 2 Pink stores in the U.K. and 
126 La Senza lingerie stores in Canada, for 
a total of 1304 company owned lingerie 
stores. 

In addition, at the end of 
fiscal 2015, partners 
around the world were 
operating 373 Victoria’s 
Secret Beauty and 
Accessories (VSBA) 
stores, 16 Victoria’s Secret 
stores, 3 Pink stores and 
221 La Senza lingerie 
stores. 

The company also oper-
ates almost 2,000 Bath & 
Body Works shops in the 
U.S. and Canada and 
with partners internation-
ally.

In May L Brands took 
over from partners in 
China, 26 of the VSBA 
stores, with plans to han-
dle the expansion there 
itself.

In its 2015 annual report, 
Cosmo Lady explained 
that, according to busi-
ness consultant Frost & 
Sullivan, the “China inti-
mate wear market is a 
highly fragmented market 
with over 3,000 market 

players. In 2015, the com-
pany and its subsidiaries 
(the “Group”) ranked num-
ber one in the overall China 
intimate wear market with 
a market share of 3.3%, as it 
targets the largest and fast-
est-growing mass market, 
which brings significant 
growth on consumer 
demand. Overlooking the 
whole market, the Group 
has become the largest 
branded intimate wear 
company in China in terms 
of total retail sales in the 
past few years. Considering 
each major product category of the overall 
China intimate wear market, the Group 
ranked number one in terms of bra, under-
pants, and sleepwear and loungewear and 

ranked the second in terms 
of retail sales of thermal 
clothes in 2015. Among all 
mass market players, the 
Group is the only leading 
market player, with a market 
share of 6.4% in terms of 
total retail sales of intimate 
wear mass market in 2015.”

In the Cosmo Lady annual 
report, the company stated 
it expected 2016 to be a 
“challenging year” adding, 
“the Group is of the view 
that those market partici-
pants with lower brand 
awareness and competitive-

ness in the China’s intimate wear industry 
will be further marginalized or eliminated 
amid the fierce competition. In such an 
opportunistic environment, to capture 

growth potential arising from 
market consolidation, the 
Group will continue to 
explore an opportunity for 
inorganic growth in the 
industry.” 

The domestic challenges are 
a reason “The Group would 
also consider to expand its 
footprint overseas and collab-
orating with other reputable 
intimate wear brands,” among 
a list of other options.

The company concluded, 
however, that “Despite the 
uncertainties surrounding 
China in 2016, the Group has 
equipped to combat the up-
coming challenges and prepared 
to further consolidate its leading 
position in the intimate wear 
market in China. In the longer 
term, the Group is optimistic on 
the prospects of the intimate 
wear industry in China backed 
by continuous urbanization, 
increase in consumers’ aware-
ness on quality and branded inti-
mate wear and rising population 
as a result of the new two-child 
policy in China.” — NM
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Investment Opportunities
The Following Businesses Are Looking For

 Buyers or Investors

  · Well Known, High End Brick and Mortar Lingerie Retailer

·  Profitable Sexy Intimates Retail Chain

 ·  Inventor Of Patented Intimate Apparel Product
 

 ·  Innovative and Patented New Bra System With Online Sales
 

 ·  Established Intimate Apparel Wholesaler

Contact Nick Monjo in confidence.

718-676-4444  ·  Nick@fmmg.com / Nick.Monjo@gmail.com

LIVE ELEGANT LOVE FOREVER
808-419-8715

www. evaeevae.com

Evae Evae
Luxury Lingerie Beverly Hills 
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Ted Vayos, BODY: Please 
tell us about your ladies’s 
retail business.

Alexis Schoenberg, Brook-
lyn Fox:  In 2008 I opened 
Brooklyn Fox Lingerie in 
Williamsburg Brooklyn. 
At the time it was an 
burgeoning artist’s com-
munity but the neighbor-
hood had just been re-
zoned to allow residential 
development and several 
high rises were slated to 
be built in the coming 
years Thus, I expected to 
serve a massive customer 
base. At the time the bou-
tique was located in a 400 
sq ft space with no stor-
age area- which outgrew. 
I served the women of 
Williamsburg with bras, 
bottoms and chemises 
I focused on fashion as 
opposed to basics and 
aimed to become a des-
tination for women who 
appreciated a well curated 
selection of hard to find 
fashion pieces. In 2015 I 

moved my Williamsburg 
location a block away to 
an 800 sq ft space and 
opened a second location 
in the Cobble Hill sec-
tion of Brooklyn.  With 
additional space and a 
basement with storage I 
expanded my categories 
to include swim and ma-
ternity. 

Ted: What makes your 
store special?

Alexis:  Brook-
lyn Fox Lin-
gerie is dis-
tinguished by 
a well curated 
a s s o r t m e n t , 
and expert bra 
fitters who 
are trained 
for months in 
fit. I also have 
aimed to create 
a relaxed lux-
ury experience 
which focuses 
on the custom-
er service as a 

priority.

Ted: What do 
you look for in a 
brand?

Alexis: I fo-
cus on brands 
that have the 
trifecta -excep-
tional quality/
fit, innovative 
designs that 
are on trend 
and a reason-
able price point. 
Chantelle, Sim-
one Perele, Clo, 
Lou, L’agent, 
Bordelle are all 

staples. I’ve recently been 
very impressed by Ch-
antelle’s updated styles 
and their decision to of-
fer larger cup sizes. I was 
worried that the tried and 
true styles that were be-
ing discontinued would 
be replaced by styles of 
lesser quality and disap-
pointing visual appeal but 
they want above and be-

yond.  The new styles are 
modern, sexy and beauti-
ful with the same great 
fit. Both the customers 
and staff are excited and 
impressed.  I source my 
brands at CurveNY as 
well as through social me-
dia where I find emerging 
brands who are approach-
ing design in innovative 
ways.   I don’t want to 
mention by name which 
brand has disappointed 
me the most, but I’ll re-
veal that is was a French 
boutique brand that was 
bought out by a larger 
company. It want from be-
ing our best selling brand 
to one that is barely rep-
resented at Brooklyn Fox. 
The designs under the 
new ownership flopped. 
This was an incredible 
blow for me as this ‘on 
trend’ boutique-brand is 
precisely the style I aim 
to carry.  Obviously after 
acquiring a brand, there 
must be a large appeal to 
capture department store 

retail profile: brooklyn fox
Q&A with Alexis Schoenberg, president
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contracts. We 
all know these 
stores lean to-
ward the more 
simplistic de-
signs but the 
payoff is mas-
sive - so from 
that perspective 
I can under-
stand that ven-
dors are chasing 
the dollar and 
‘dumbing down’ 
designs.   While 
I’m primary fo-
cused on fash-
ion bra sets, an 
expansion to 
maternity and 
swim has been fruitful. I 
am testing out activewear 
but I really don’t want to 
dilute my brand so the 
verdict is still out on ac-
tivewear. 

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

Alexis: My customer is 
absolutely uninterested in 
padded bras so my core 
selection is unpadded 

lace, mesh and microfi-
ber bras.  This is fantastic 
because it aligns with my 
personal taste. The young-
er customer almost exclu-
sively purchases bralettes. 
I’ll note that we do carry 
some padded t shirt bras 
but this is not our core se-
lection. 

Ted: Describe your price 
points and size ranges.

Alexis: My size range 
runs from a structured 

A cup (and 
bralettes that 
accommodate 
A cups) to H 
cup. I don’t have 
many utilitarian 
bras that exceed 
$150. But of 
course I can not 
resist bringing 
in those sexy 
but impractical 
items or special 
fine lace pieces 
that well exceed 
$150 and right-
fully so. 

Ted: What is 
your typical or 
average custom-

er size.  Have you noticed 
any specific sizing chang-
es from 2015 to 2016? 

Alexis: Average size in the 
past year has been con-
sistent,   but since open-
ing in 2008 I see a trend 
toward larger cup sizes. 
Now the typical customer 
size is 34D compared to 
34B/34C which was most 
common size in 2008. 

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

Alexis: The av-
erage customer 
will spend any-
where from 
$150-400 per 
visit. Brooklyn 
Fox is located 
in an area with 
diverse demo-
graphics so there 
are customers 
with very differ-
ent budgets who 
visit us. I try to 
cater to both 
demographics 
without com-
promising qual-

ity. 

Ted: Describe 
your customer 
base.

Alexis: Female 
20-35 who 
works in an ar-
tistic field and 
is buying linge-
rie as a luxury 
purchase.

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

Alexis: Though this is 
probably not applicable 
to most boutiques- I am 
in a unique neighborhood 
where the median age of 
my community is 25-35. 
They are reaching an age 
that is common to start 
a family so a lot of preg-
nant customers.   Now I 
am really diving deep into 
the maternity market to 
accommodate the com-
ing of age of these young 
ladies. 
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2016
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

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. 1-5
Intimate Apparel 
Market Week 

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. 11-12
Active Collective
Hyatt Regency 

Huntington Beach 
Resort, California
activecollective.com

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

aug. 13-16
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

event & show dates 2016
calendar
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sept. 8-10
   Surf Expo Show

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

sept. 8-11
National Bridal Market 
Merchandise Mart
Chicago, IL 
(312) 527-7750
nationalbridalmarket.com

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

sept. 13-15
Premiere Vision Paris
premierevision.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. 22
  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

oct. 8-10
New York Bridal 
Pier 94
New York, NY 
(312) 527-7750
newyorkbridal.com

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

shanghai-mode-lingerie

oct. 16-19
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

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

oct. 22-25
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

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

oct. 26-29
Dallas Apparel Market 
Dallas Market Center
Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 31-nov. 4
Intimate Apparel 
Market Week

nov. 8-10
Maredimoda Cannes
Cannes, France
 +39 031 4128637
maredimoda.com/cannes

dec. 5-8
International 

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

jan. tba
  Moda

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

jan. tba
  Fame

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

jan. tba
  Accessorie Circuit

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

jan. tba
  Intermezzo Collections

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

jan. 9-11
HK International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 10-17
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. 16-19
HKTDC Hong Kong 
Fashion Week 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. tba
Active Collective
Hyatt Regency
Huntington Beach, CA
activecollective.com

jan. tba
Premiere Vision
Pier 92, New York, N.Y.  
646-351-1942
premierevision.com

jan. 14-17
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

jan. 21-23
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

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

jan. tba
Project NYC
Pier 94 
New York, NY
(877) 554-4834

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 tell us about your 
ladies’s retail business.

Jill Cataldo, The Bra 
Boudoir:  The Bra Bou-
doir is located “down 
the shore”. We are in 
the southernmost coun-
ty (Cape May) of the 
state of New Jersey, just 
a few miles from the 
Wildwoods beach & 
boardwalk. We opened
in 2013, just 3 short 
months after attending 
a bra fitting workshop 
in NYC at the Curve 
expo. I knew what I 
learned that day could 
change women’s lives 

and that I was 
perfect for the 
job!

Ted: What 
makes your store 
special?

Jill:  Our clients 
make The Bra 
Boudoir what 
it is today. Each 
woman and her 
breasts are like 
snowflakes, each 
one beautiful, 
unique and no 
two the same. 
She has a life story to 
go with them! We try to 
make each client feel at 

ease in our boudoir by 
starting with a consul-
tation that leads to the 
actual fitting. We have 
found she retains more 
of the info we are giv-
ing her while relaxed 
and dressed. We explain 
what to expect during 
the fitting itself, many 
have no clue what is
about to happen or 
worse have heard a bad 
story from someone 
else.

Ted: What do you look 
for in a brand?

Jill: Quality & recogni-
tion is a brand recruit-
ing must. However, I’ve 
learned the hard way 
that bigger isn’t always 
better. I now only buy 
from brands that treat 

me, the gal with the 
purchase power, as a real 
person with feelings, 

hopes, and big dreams. I 
look for brands with fair 
minimum opening or-
ders, no hidden agendas 
(no minimum but we 
need you to buy at least 
12 of each), easy reor-
ders, and those compa-
nies who clearly look 
out for us the retailers. 
I’m quickly dropping 
brands that are more 
concerned with their 
30 page rule book than 
their clients. To the 
manufacturers: If you 
are trying to figure out 
the “missing link” in 
your bottom line, it’s 
us, the TRAINED & 
QUALIFIED bra fit-
ters. In today’s new cli-
ent centric market it’s 
crucial to do more to 
keep us around. I al-
most sunk my own ship 

in the beginning by 
trusting careless reps to 
guide my early orders. I 

retail profile: the bra boudoir
Q&A with Jill Cataldo, “ The Bra Ma”
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give 5 stars to the team 
at Golyta International, 
Tony Lam knows how 
to treat his clients big 
and small. Tia Lyn of 
Tia Lyn Lingerie has 
been a rock of knowl-
edge and support unlike 
any other to myself and 
my boutique. For quick 
orders and larger size 
ranges I give the gold to 
Elila. Fitfully Yours is 
fast, client friendly, and 
gives adorable socks 
with purchase. Mon-
telle Intimates bras are 
fantastic for petites, 
Curvy Couture is also 
one of our faves for over 
D cup. Julie of France 
created their own geo 
tag system that sends 
sales on their site to the 
closest store instead of 
them, hello that’s what 
I’m talking about! Ana 
Ono Intimates, a gor-
geous line for post 
mastectomy, has hon-
ored us by allowing us 
to be the first boutique 
to carry the collec-
tion in store. I’ve been 
disappointed lately by 
Panache’s availability. 

Eveden never has time 
to visit my store which 
makes me sad because I 
built my entire business 
model based on what 
I was taught by their 
workshop at Curve 
NYC. A brand is only 
as good as it’s team and 
great teams are hard 
to find so I try to keep 
a very open mind and 
not judge our vendors 
too harshly for their 
shortcomings although 

the back and forth with 
back orders and cata-
logue preorders etc. is 
a nightmare when you 
have promised a client a 
bra, accepted payment, 
and can no longer get it 
for them. We are proud 
to announce we have 
recently added Glamo-
ry hosiery, Wilderness 
Dreams Lingerie, and 
Tragic Kiss.
  
Ted: Describe the pop-

ular styles 
or trends in 
your store.

Jill: Comfort 
is the long 
lasting style 
here at the 
Jersey Shore 
and the big-
gest trend I 
see is “life 
after the D 
cup” Wom-
en here are 
amazed at 
finding out 
they are not 
so limited 

anymore in not only 
size range but style and 
quality. Pretty bras for 
large breasts yay!

Ted: Describe your price 
points and size ranges.

Jill: Our price points 
are $22-$90 per bra and 
our lingerie ranges from 
$25-$450. G cup and 
above is queen when it 
comes to bra sales and 
anything over a medium 
with support and cover-
age for problem areas 
sells well in lingerie.

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

Jill: We went by ap-
pointment a few 
months ago and it has 
raised our ADS by 
30%. Now the average 
spends about $150. We 
charge a service fee that 
is returned if the client 
INVESTS in 3 bras or 
more. This has worked 
very well for us.
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delta bets on vf brands
Delta Galil Industries, Ltd. signed a “defin-
itive agreement” to purchase the ”premium” 
brands in VF Corporation’s Contemporary 
Brands Coalition (CBC) for $120 million, 
according to the companies. The labels 
include 7 for All Mankind, Splendid and 
Ella Moss.

Delta is betting it can reverse the sharp slide 
in both sales and earnings for those labels, 
and believes it will benefit 
from lowering the overall pro-
portion of its business in inti-
mate apparel, as well as 
increasing the proportion of its 
sales in the branded and upper 
tier sectors of the market.

VF’s chairman and CEO Eric 
Wiseman explained, “Earlier 
this year we said that we are 
taking a focused and proactive 
look at the composition of our 
business portfolio to ensure 
that we are well positioned to 
maximize VF’s growth and 
return to our shareholders. This 
announcement illustrates that 
our work as active portfolio 
managers is progressing.”

The VF announcement noted 
the transaction “which is 
expected to close in the third 
quarter of this year, is subject 
to various regulatory approvals 
and other customary closing 
conditions that must be accom-
plished in order for a closing to 
occur. The selling price is $120 
million, subject to various working capital 
adjustments.”

To explain in detail why it is making the 
acquisition, Delta posted an extensive presen-
tation on its website, emphasizing that the 
purchase will “increase Delta’s branded port-
folio from 53%” branded (versus 47% private 
label) to 65% branded and just 35% private 
label after the takeover. Delta boasted that 
brands in the acquisition are “leading premi-
um brands” that will provide the company 
with “pricing power/high margins” and 
“expand Delta’s diversification.” Delta also 

noted that the acquisition will expand the 
proportion of its business in the “upper tier” 
of the market from 41% to 55%, and the pro-
portion of its business in North America from 
58% to 62%.

Conversely, the reason VF has decided to 
part with 7 for All Mankind, Splendid and 
Ella Moss is obvious from the Delta presenta-
tion which shows both sales and earnings for 
the CBC brands plummeting since 2011. In 
that year combined sales for the three brands 
peaked at $485 million and earnings before 
interest, taxes, depreciation, and amortization 

(EBITDA) were $62 million. The next year 
sales dropped to $446 million but EBITDA 
rose to $74 million. Thereafter the slide con-
tinued in earnest, with sales and earnings 
falling steadily each year. For 2016 Delta 
stated combined sales are expected to be $300 
million and EBITDA to be just $10 million.

The move by Delta, which itself was pro-
jecting sales in 2016 before the deal of about 
$1.1 billion, will decrease the proportion of 
its business devoted to underwear and inti-
mate apparel since all three newcomers are 
primarily denim and sportswear labels. 7 for 
All Mankind is described by Delta as “a 

global leader” in the “premium denim mar-
ket,” with a presence in a variety of other 
categories. The Splendid brand operates in 
the categories of “T-shirts, dress, sweaters, 
jackets and bottoms, athleisure, swim and 
accessories,” and kid’s apparel according to 
Delta. Ella Moss produces apparel for women 
in girls in many of the same categories.

Moving forward, however, Delta does plan 
to “leverage the new brands to grow our busi-
ness in men’s and ladies intimate apparel and 
active wear,” according to its presentation. 
Other “initial plans” include “improve prod-

uct offering by introducing more life-
style products and increasing core 
programs, grow men’s category in 
Splendid, continue to develop the 
strong e-commerce business” as well 
as “integrate the European business 
into Delta, improve sourcing, close 
under-performing stores, reduce oper-
ating costs” and take advantage of 
“synergies” with Delta Galil USA and 
Schiesser, the German underwear 
company it bought in 2013.

tefron losses continue
Tefron Ltd., the intimate apparel 
producer, reported a loss of $1.184 
million on sales of $26.6 million for 
the quarter ended March 31, 2016.

For the same three months in 2015 
the Israel-based firm reported a 
smaller loss, only $262,000 on sales 
of $24.7 million.

Tefron’s most recent quarterly loss 
comes after annual losses of $3.9 
million on sales of $93.1 million in 
2015; $800,000 in 2014 on sales of 
$93.9 million in 2014; and $3.4 mil-
lion on sales of $82.9 million in 

2013.
Tefron works with a variety of brands and 

claims on its website “a global reputation 
for technological superiority, as well as 
strategic partnerships and customer rela-
tionships with market leaders in fashion, 
athletics and wearable tech.” A company 
press release from 2010 claimed customers 
then included “Hanes Brands Industries, 
Reebok, Patagonia, Lululemon Athletica, 
GAP, Calvin Klein, Wal-Mart, Victoria’s 
Secret.”
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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: Please 
tell us a little about your-
self and your ladies’s re-
tail business.

Amanda Wilson-Pa-
tel, Kalon & Compnay:  
Kalon & Company is an 
intimate apparel bou-
tique located on Highway 
802 which is a busy thor-
oughfare.  It is situated 
just before the entrance 
to the Marine Corps Re-
cruiting Depot of Par-
ris Island.  We are in the 
Bi-Lo shopping center 
which contains a large 
grocery store, eateries, a 
tanning salon, and a Ma-
rine Corps store which 
serves the new Marines 
and their visiting fami-
lies with Marine Corps 
items.  Our boutique 
has been open since June 
2016 and prior to that I 
was an educator in the 
local schools of Beaufort 
County.  The decision to 
open this store was due 
in part to the desire to try 
something new as a career 

for myself.  Fur-
ther, I noted that 
the town of Beau-
fort really does not 
have a store that 
caters to intimate 
apparel as well as 
proper bra fittings 
in a comfortable 
atmosphere for the 
women of the city 
of Beaufort.  The 
surrounding neigh-
borhoods are a mix 
of newer hous-
ing developments 
as well as older 
ones.  There are a 
number of schools 

close to the store loca-
tion and many shopping 
centers.  As the store is 
on a busy highway, traf-
fic is not cumbersome 
and our location is ideal 
as it is on the main road 
between Fripp Island 
and Hilton Head Island 
which are popular tour-

ist and vacation spots.  
Our boutique’s trade-
mark is its exquisite col-
lection of cutting-edge, 
upscale and classy linge-
rie; this includes corsets 
and bustiers, girly bras, 
camisoles, panties, robes 
and loungewear. We also 
carry a sexy-hot and ad-
dictive underwear line for 
men.

Ted: What makes your 
store special?

Amanda: Kalon and 
Company is a unique 
store as it provides in-
timate apparel for both 
women and men, but also 
we have a private and 
comfortable space where 
women can get exact bra 
fittings without the awk-
wardness that can come 
with such an intimate and 
personal time.  Ladies 
who come to us for the 

fittings are quickly put at 
ease and given personal 
attention with an almost 
sister-like shopping ex-
perience.  The styles of 
our apparel items are chic 
and playful with a bohe-
mian flare.  These items 
give ladies that feeling 
of beauty and comfort 
which makes their daily 
outlook that much more 
positive.

Ted: What do you look 
for in a brand?

Amanda: When select-
ing apparel for our bou-
tique we consider many 
factors including quality, 
cost and our customers. 
There are many brands 
important to our store 
including Saxx, Curvy 
Kate, Blush, Montelle, 
and many others. Our 
most favorite line in the 
store is Curvy Kate. The 

retail profile: kalon & company
Q&A with Amanda Wilson-Patel, president
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quality and style is unlike 
any other...we are a bit 
obsessed!
  
Ted: Describe the popu-
lar styles or trends in your 
store.

Amanda: Popular styles 
of clothing in our area 
have a variety of rang-
es.  Since we are a very 
popular beach and tour-
ist location, some styles 
are very Southern beach 
comfort wear.  With a 
number of high end pop-
ular restaurants, clothing 
styles for those venues 
are fashionable with a 
flirty flare.  Our daily and 
evening wear items are 
designed to satisfy that 
fashion style.  Downtown 
shops offer clothing that 
is simple but bohemian in 
trend.  Our intimate ap-
parel compliments those 
outer styles and trends.

Ted: Describe your price 
points and size ranges.

Amanda: We are proud 
to fit women of all sizes 

at moderate affordable 
prices. 

Ted: What is your typical 
or average customer size?

Amanda: Our typical av-
erage size customer may 
be a size 8 to size 10, but 
a many of our items, es-
pecially bras will fit a va-
riety of sizes and we are 
particularly fond of our 
Curvy Kate. 

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

Amanda: Our custom-
ers may spend on aver-
age $200 on the items we 
offer.  We offer not only 
items for the individual, 
but also gift items for 
family, friends and brides 
as well as for the men in 
our lives.

Ted: Describe your cus-

tomer. 

Amanda: Our customer 
base is designed mostly 
for women ranging in 
age from older teen to the 
mature women who visit 
our area and those who 
live here.  We offer a few 
items for the men in our 
lives, most specifically the 
popular SAXX under-
wear for men in their late 
teens and beyond.

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

Amanda: Beaufort has al-
ways been greatly and fa-
vorably impacted by tour-
ism.  There are so many 
popular places to visit and 
stay in this town.  Due to 
continuous Marine gradu-
ations, our popular town 
has a flow of visitors year 
round rather than during 
only summer months.  The 
highest volume of tour-
ists visiting are during the 
spring months through 
the early fall months with 
many fun activities for all 
ages to enjoy and partici-
pate in.

B
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Ted Vayos, BODY: Please  
describe your retail busi-
ness to our readers.

Patrick & Lara Jagos, In 
the Groove:  Groove is 
Gilbert, Arizona’s only 
lingerie and intimate gift 
store. Groove sells beauti-
ful lingerie, intimate toys, 
massage oils, bachelorette 
goodies, books, games, 
and romantic gifts of all 
kinds. Groove occupies a 
4,000 square-foot, free-
standing building on Gil-
bert road just north of 
downtown Gilbert and 
approximately one mile 
south of Interstate US-
60. Groove’s proximity 
to the many great down-
town Gilbert restaurants 
makes Groove a perfect 
shopping destination for 
before or after a roman-
tic dinner or relaxing la-
dies lunch. Groove’s close 
access to the interstate 
US-60 makes Groove a 
convenient destination for 
shoppers in Mesa, Gil-
bert, Chandler, Apache 
Junction, Queen Creek, 
San Tan Valley and Gold 

Canyon.  We de-
signed Groove 
with an urban con-
temporary look to 
make the spacious 
store feel warm 
and welcoming. 
The store interior 
belongs in a hip, 
cool shop in Soho. 
Groove just hap-
pens to be in Gil-
bert, Arizona in-
stead. The beautiful 
wood floors, muted 
interior colors, exposed 
brick, black galvanized 
pipe fixtures and warm 
wood tone accents provide 
a calm and almost homey 
feel to the store. Large 
store-front windows pro-
vide ample natural light 
during the day and views 
of the store interior in 
the evenings. Several of 
the exposed-brick inte-
rior walls were decorated 
by tattoo and graffiti art-
ists and that art provides 
an interesting backdrop 
for Groove guests as they 
shop.  The lingerie selec-
tion at Groove is diverse 
with designs ranging 

from demure 
to devilishly 
sexy. Sizing 
at Groove 
provides sexy 
s e l e c t i o n s 
for everyone 
from petite 
to curvy and 
p l u s - s i z e . 
Groove offers 
styles in sizes 
from Small 
to 5X. New 
lingerie ar-
rives weekly 

and Groove’s selection 
includes varieties of baby-
dolls, corsets, bustiers, 
teddies, garters, panties 
and boyshorts, stockings, 
bras, robes, gowns and 
bedroom costumes. The 
intimacy toy selection at 
Groove is a carefully-cu-
rated collection of the best 
toys available. The lotions, 
massage oils, personal lu-
bricants and massage can-
dles at Groove are sure to 
please. Groove’s bachelor-
ette gifts are hilarious and 
entertaining. Groove’s 
product assortment makes 
it an ideal shopping des-
tination for almost any 
occasion including birth-
days, anniversaries, wed-
dings, and holiday gifting.

Ted: When did you open 
this business?

Patrick & Lara:  We 
opened our business on 
October 22, 2015.

Ted: How did you get 
started in this industry?

Patrick:  I ran Fascina-
tions chain of stores for 

almost 20 years.  Prior to 
my tenure at Fascinations 
I was an indentured slave/
general manager at Castle 
Megastore.

Ted: Why did you choose 
to open a business in this 
location?

Patrick & Lara: The loca-
tion was primarily select-
ed because the area was 
underserved. There were 
no lingerie and intimate 
gift stores in Gilbert, Ari-
zona. Other factors that 
motivated us to choose 
this location included the 
look of the building, traffic 
counts, ease of access and 
parking and the proximity 
to Gilbert’s entertainment 
district and to Interstate 
US60.

Ted: How has the internet 
affected your retail busi-
ness?

Patrick & Lara: The in-
ternet has impacted all re-
tailers. The internet is just 
part of the equation of 
opening a retail business 
today. We use the Groove 

retail profile: in the groove
Q&A with Patrick & Lara Jagos, owners
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website www.inthegroove.
com as a way to intro-
duce the store to potential 
shoppers.

Ted: What makes your 
store special?

Patrick & Lara: Groove’s 
unique look and atmo-
sphere are central to 
making it a special place 
to shop. Some Groove 
guests have expressed 
that Groove is been the 
most beautiful store that 
they have ever seen. We 
wanted Groove to have 
a cool, relaxed and really 
chill feel for our guests. 
The name Groove is taken 
from jazz artists in the 
1930s that used the term 
as a sexual euphemism for 
a cleft of a woman’s vagi-
na. We wanted to embody 
the cool, relaxed tones and 
attitude conveyed by a lot 
of 1930s jazz artists and 
their music.  

Ted: What do you look for 
in a brand?

Patrick & Lara: When se-
lecting lingerie for Groove 
we look for cuts that have 
unique touches or embel-
lishments, but still adhere 
to classic silhouette styl-

ing. Our guests 
are not looking 
for the latest, 
cutting-edge 
Euro designs. 
Groove guests 
want cute, sexy, 
well-made lin-
gerie with rea-
sonable pric-
ing. Groove 
stresses that 
we are size-
inclusive and 
lines that offer 
quality, well-
designed styles in plus-
sizes are preferred. 

Ted: List some of the 
brands that are important 
to your store. Which of 
these brands deserves an 
outstanding review from 
you?

Patrick & Lara: Some of 
Groove’s favorite brands 
include OhLaLa Cheri, 
Popsi, Coquette, Rene 
Rofe, and Escante.

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

Patrick & Lara: Gilbert 
is a conservative, family-
centric suburb of Phoe-
nix. As such many Groove 

guests tend to prefer more 
conservative stylings in 
the bedroom. That’s not to 
say that Gilbert isn’t wild 
and crazy at times. Gil-
bert peeps know how to 
get their Groove on but, 
overall we cater to a con-
servative clientele. 

Ted: Describe your price 
points and size ranges.

Patrick & Lara: Groove 
pricing is moderate and 
reasonable and Groove 
sizing is as inclusive as 
possible from petite to 
plus.

Ted: What is your typical 
or average customer size?

Patrick & Lara: Groove’s 
guests are real-world-
sized. Our typical guest 
wears a size 12 dress, but 
our guests, like those of 
many retailers, represent 
all sizes.

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

Patrick & Lara: Groove 
guests spend a little more 
than $60 per visit. That 
is an average ticket at 
Groove.

Ted: Describe your cus-
tomer. 

Patrick & Lara: Groove’s 
guests are 80%+ female. 
The average Groove cus-
tomer is 34 years old and 
she lives within five miles 
of the store. That ratio 
changes some at holiday 
time and over Valentine’s 
Day.

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

Patrick & Lara: Simply 
being new is impactful. 
Groove is a new business 
and a new brand that is 
working toward establish-
ing its identity. Groove 
has yet to develop any 
real brand recognition 
and has only a small, al-
beit loyal, brand following. 
Being new is challenging 
and that can be particu-
larly true in this industry.  
Many potential Groove 
guests have pre-existing 
perceptions of what an 
adult lingerie store expe-
rience may be like. They 
are pleasantly surprised by 
their experience at Groove 
as evidenced by Groove 
reviews on YELP, Face-
book and Google. 
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