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victoria’s secret -17% in june
Victoria’s Secret and Pink comparable store 
sales in North America fell 12% in June, with 
the company insisting that almost all of the 
decline was due to “the exit of the swim and 
apparel categories.”

When the results for those brands’ direct 
sales were combined with the store comps, 
the decline in June was 17%. This indicates a 
huge (but unspecified) drop in the direct 
business. Such was the case in the first quar-
ter of 2017 when the Victoria’s Secret and 
Pink’s store business fell 10% but the brands’ 
direct business fell by over 20%, pushing the 
combined store and direct business down to 
a decline of 12%.

In the quarter ended April 29, 2017 

Victoria’s Secret and Pink North American 
store sales fell from $1.381 billion to $1.247 
billion, while direct sales fell from $360 mil-
lion to $286 million. Direct sales in the quar-
ter were only about 19% of the $1.533 billion 
sales total for Victoria’s Secret and Pink.

A key factor in the ongoing, disproportion-
ately large declines in the direct business is 
that in 2016 Victoria’s Secret gave up one of 
the key advantages it had had in the direct 
arena when it stopped publishing and mail-
ing a print catalog. At that point it became 
just another firm competing for attention on 
the internet.

On a positive note, Amie Preston, chief 
investor relations officer at parent company 
L Brands, noted that at Victoria’s Secret 
“The merchandise margin rate was up to last 
year driven by improvement in the lingerie 
business related to less aggressive semi-

annual sale pricing and the impact of exiting 
non-core business last year.”

L Brands as a whole, which also includes 
Bath & Body Works, La Senza lingerie and 
Henri Bendel, “reported net sales decreased 
6 percent to $1.213 billion for the five weeks 
ended July 1, 2017, compared to net sales of 
$1.296 billion for the five weeks ended July 2, 
2016. Comparable sales for the five weeks 
ended July 1, 2017, decreased 9 percent.” In 
addition, “The company reported net sales of 
$4.424 billion for the 22 weeks ended July 1, 
2017, a decrease of 6 percent compared to net 
sales of $4.727 billion for the 22 weeks ended 
July 2, 2016. Comparable sales for the 22 
weeks ended July 1, 2017, decreased 9 per-
cent.”

Concluding remarks, Preston said of 
upcoming results, “We expect July total com-
pany comps to be down mid-single digits, 
which includes a negative impact from the 
exit of swim and apparel of about 4 points.”

She added that at Victoria’s Secret, “In July 
we will focus on delivering new fashion with 
our T-shirt bra. In Pink, we will focus on our 
Wear Everywhere bras.” — NM

underwear big on amazon
A new One Click Retail (OCR) report 
shows not only that Amazon is taking a ever 
bigger bite out of clothing sales, but that 
underwear now represents two of its four 
top performing apparel categories.

In 2016 the total online and in-store apparel 
market grew by just 3% to a value of $200 
billion, according to the eCommerce data 
measurement and sales analytics firm. 
Meanwhile, Amazon’s share of that market 
jumped by 25%, year over year, to total $3.4 
billion.

Women’s intimate apparel came in second 
of all Amazon’s “top performing apparel cat-
egories,” in the OCR survey, with an esti-
mated $250 million in sales. Men’s under-
wear came in fourth with $165 million in 
sales. (Men’s bottoms, at $375 million was 
first and women’s denim at $170 million was 
third).

OCR reported that Amazon.com’s top five 
apparel items in 2016 were Hanes men’s 
crew socks ($1.25 million in sales); Dickies 
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men’s crew socks ($1.15 million); Hanes men’s boxer briefs ($1.10 mil-
lion); Hanes men’s ankle socks ($900,000) and Hanes men’s crew 
socks ($850,000).

A similar situation exists with Amazon.ca in Canada where, year-
to-date, the top selling items are (in descending order), Calvin Klein 
women’s thongs, men’s jeans, Hanes men’s boxers and a Hanes 
men’s T-shirt. In another interesting note, OCR reported the fastest 
growing apparel item so far in 2017 in Canada is a three pack of 
men’s Calvin Klein stretch boxers, followed by Ray-ban sunglasses, 
a Scout’s boy’s shirt and a dispenser of Braza “body / dressing” Flash 
Tape.

The report concluded, “In both the U.S. and U.K., the men’s 
underwear category is performing highly on Amazon, however, 
Americans clearly prefer Hanes whereas Calvin Klein is the undis-
puted favorite in the UK. For the past 25 years, Calvin Klein’s signa-
ture logoed underwear have been popular among men and women 
due to its combination of timeless black and white advertising with 
monochromic designs and of course, good quality cotton. Recently, 
however, the brand’s smart social media campaigns have catapulted 
its underwear collection into a new realm of prominence (which can 
be seen in our data).” The full report can be found here: http://one-
clickretail.com/amazon-effect-apparel/ — NM

‘new’ ils advances
A new name, “The New International Lingerie Show” (NILS), and 
a location, the Westgate Hotel in Las Vegas, have been announced 
for a trade show planned to debut next spring. BODY had reported 
the event last month.

A further measure of the seriousness of the planners is that they 
have begun running paid advertising in the trade.

Still not finalized are the show dates and prices. As we revealed last 
month, John Pace is the lead contact and salesperson, but the rest of 
the ownership and full management structure still have not been 
publicly disclosed. Jeff Yunis, the principal owner of the original 
International Lingerie Show (ILS), has insisted he is not behind the 
new event, but is only serving as a consultant. He told BODY that 
he sold the new show, for $1, the rights to use a reference to the ILS.

The NILS, which had considered, for a time, the name “Climax by 
International Lingerie Show,” will focus on the makers of sexier and 
less expensive intimates and costumes, as well as adult products. 
Such was the case with the original ILS, where Pace was a key 
salesperson.

He explained, in a letter to BODY, “We chose this hotel because 
the rooms, exhibition area and restaurants equal anything on the 
strip at much lower costs that we will be able to pass along to both 
exhibitors and attendees.” The location was formerly the Las Vegas 
Hilton.
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Pace added, “This new show will focus on offering an affordable 
option to both industry retailers and manufacturers. Room rates will 
be far lower than now being offered and exhibitors will find the 
show far more profitable than those lingerie shows now in Las 
Vegas.”

One obvious show 
competitor next 
spring could well be 
Altitude Intimates, 
which is planning to 
hold its third event in 
April 2018, at a hotel 
on the Vegas strip. 
Altitude is owned by 
ten lingerie and cos-
tume companies 
which had formerly 
exhibited at the 
ILS).

For its two day 
show this coming 
September, Altitude 
is offering exhibitors 
hard wall booths, 
among other ameni-
ties, but has prices that are higher than what had been offered by the 
ILS in the past. For example, for its September, 2017 show, its second 
event, Altitude is offering a 50 square foot booth for $3500, a 100 
square foot booth for $4900 and a 200 square foot booth for $9500 
according to an official contract supplied to BODY.

Booth prices for the three day NILS in April, are expected to be 
somewhat less, but they had not been finalized as we went to press.

Speaking about the NILS next spring, Pace stated, “Of course there 
will be a party, lots of good food, a chance to meet with fellow buyers 
and exhibitors and seminars that will aid both buyers and sellers.” 
Contact him at suitman2002@aol.com or (704) 662-8793. — NM

altitude show signs major brands
The Altitude Intimates show has signed contracts for about 40 lin-
gerie companies for its upcoming show, September 25 and 26, 
according to executive director Eric Ehrens.

The event, to be held at the Paris Hotel in Las Vegas, also has 
commitments from a number of adult products wholesalers. And 
Ehrens expects “many more” exhibitors of both varieties to come 
aboard over the next three months.

“I think it will be very successful,” he told BODY. “Most of big 
guys have big booths.”
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The show, which was held 
at Planet Hollywood last 
April, is moving to a single, 
large room at the Paris 
Hotel. Adult product exhibi-
tors will be located at the 
back, in a semi-partitioned 
area entitled the “Sexy 
Studio.”

A significant change for the 
upcoming Altitude is higher 
booth prices. A 50 square 
foot booth is now $3500, a 
100 square foot booth is 
$4900 and a 200 square foot 
booth is $9500. In addition, 
unlike in April, booth cost does not include 
hotel rooms.

For the April event, a 50 square foot booth 
had been $2000, a 100 square foot booth had 
been $4000 and a 200 square foot booth 
$7500 according to show contracts reviewed 

by BODY. For the April event, 
exhibitors with 100 or 200 
square foot booths had received 
a free hotel room for three 
nights.

“We have eliminated the fash-
ion show and seminars for the 
September show,” Ehrens con-
tinued, noting these extra fea-
tures will return for the event in 
April, 2018. Altitude in 
September will again feature 
hard wall booths, and will be 
offering, for the first time, slat 
and grid arrangements for the 
walls. There will be no drayage 
fees in September, he stated.

Exhibitors already contracted 
to be at the next show, accord-
ing to a list sent to BODY by 

Ehrens at the end of June included: “Glamory 
Hosiery, Ellie Shoes, J. Valentine, Pastease, 
Gregg Homme, Andrew Christian, Neva 
Nude, Music Legs, Magic Silk, iCollection, 
Dynashape Intima, Be Wicked, Patrice 
Catanzaro, Burleska, Fever/Smiffy’s, Just 

Sexy Lingerie, X-Gen Products, Rene Rofe, 
Shirley of Hollywood, Roma Costumes, 
Fantasy Lingerie, Allure Lingerie, Elegant 
Moments, Coquette International, Escante, 
Mapalé Lingerie, Dreamgirl International/
High-Jinx, Seven til Midnight, Oh La La 
Cherie, Leg Avenue, Hoss International, 
Starline/Ravewear, Forplay, Felina USA, 
Popsi Lingerie, Shame Lingerie, Sportsheets, 
Uber Lube, Hustler Lingerie, Satisfier, 
Shibari Wands, Synergy Erotic Novelties, 
Holiday Products, Williams Trading Co., 
MD Science, Eldorado, Entrenue.” The direc-
tor said additional exhibitors were in the pro-
cess of signing on, but BODY had not 
received those names as we went to publica-
tion. Contact Ehrens at: eric@lingerieindus-
tryassociation.com or (631) 446-4666. — NM

bravissimo turns to u.s.
Bravissimo, a 28-location lingerie chain in 
the U.K., has just launched its first web store 
targeted specifically at the American con-
sumer, and has revealed a desire “to open 
more than one shop in the U.S.”
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The company, which describes itself as 
“dedicated to supporting and celebrating big 
boobed women,” generates “the vast majori-
ty” of its sales from lingerie, but also offers 
swimwear and other apparel, according to 
Amy Reddington, a brand executive.

“Our search for the perfect initial location 
will begin on the East Coast, and then, after 
that, we hope to open shops where there is 
the most customer demand, as we have done 
in the U.K.,” Reddington emailed BODY in 
response to questions. “We have currently no 
plans to open a distribution center in the 
U.S., as our operations are still in the very 
early stages over there.”

The executive noted “There are deliber-
ately as few differences as possible between 
our U.S. and U.K. websites. We have had to 
edit the prices, of course, and have made 
slight tweaks in terms of language, but we 
have tried to keep any differences minimal.”

Bravissimo offers a wide range of bra 
brands, ranging in size from D through L 
cups, as well as “bra-sized swimwear in D-K 
cup and a unique range of clothing designed 
to fit and flatter our customers,” according to 
its website announcement. In addition, “our 
own brand of lingerie and swimwear is avail-
able online and in our stores,” stated 
Reddington. “All our clothing is also our 
own brand, as well as our strappy tops which 
have integral bras in them.”

The company was launched in 1995 by 

Sarah Tremellen and a friend (who was 
bought out early on) and today claims sales 
in “excess of $60 million,” according to the 
announcement. “Over the years, the compa-
ny has received hundreds of requests from its 
American customers to bring Bravissimo to 
the U.S.A. and the launch of its U.S. web-
site is the first step in a big journey to set up 
a full U.S. operation with a store to follow.”

Tremellen stated, in announcing her plans 
for the U.S., “Finding a choice of bras, swim-
wear and clothes that fit properly, set in an 
environment that is inclusive and celebra-
tory, can be life-changing for women [with] 
bigger boobs. That might sound dramatic, 
but we hear from women all the time who 
tell us that finding Bravissimo has trans-
formed the way they feel about themselves. 
Our aim is to provide our customers with a 
wide choice of lovely lingerie, swimwear and 
clothing and an environment to inspire them 
to feel fantastic. We know that the choice of 
bras available in bigger cup sizes is limited in 
the U.S., and that there are many, many 
women in the U.S. who are D cup or above, 
so we are very excited to be bringing 
Bravissimo to the big boobed women of the 
U.S.A. Our U.S. website is only the begin-
ning - we can’t wait to get to know our 
American customers better and we plan to 
open our first store in the U.S.A. as soon as 
we can.” — NM

nubra educating customers
The managers at NuBra, a company that 
has specialized in adhesive bras for the past 
15 years, emphasize the vital imporance of 
educating both retailers and consumers 
about the unique properties of their product.

“It is extremely important because proper 
preparation, wear and care will help extend 
the life of the adhesive greatly and maximize 
the benefit of wearing NuBra,” declared 
Daren Peng.

The process begins with the retailer. “We 
recommend them to watch the full video and 
try one on using the samples that we provide 
if possible,” he said, referring to a detailed 
presentation, available online (https://www.
y o u t u b e . c o m / e m b e d /
xtjuIjOJkAk?autoplay=1).
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“This will help them sell/recommend 
NuBra by sharing their personal experience 
in areas from choosing the right size to how 
to prepare, wear and care for the NuBra.”

In addition to showing consumers how to 
properly put on a NuBra, there are several 
steps that should be taken to extend the life 
of the bra and the increase the satisfaction 
of the wearer. 

“The most important part before putting 
on a NuBra,” said Peng, “is to clean the 
entire chest area with a non-moisturizing 
soap then dry the entire area just before put-
ting on a NuBra and do not apply lotion, 
moisturizer, oil, powder in the same area. 
The adhesive will become ineffective once it 
gets in contact with the above mentioned 
products. Therefore, it is equally important 
that the fingers should be free from moistur-
izer, lotion, oil, powder or water while han-
dling NuBra for the same reason.”

After removing a NuBra additional steps 
should be taken. “To extend the life of the 
adhesive, we recommended that the adhe-
sive side of the bra cups is washed with 
NuBra Cleanser or a non-moisturizing liq-
uid soap then air dry it to reactivate the 
adhesive after each use. It is also important 
to store the bra cups in the case that came 
with the product after they are completely 
dried to avoid picking up dust and lint 
around them.”

Peng added that consumers should not 
use “alcohol or any harsh cleanser to clean 
the adhesive surface,” or “submerge the fab-
ric/foam bra cups into water.” In addition 
he said one should not use a hair dryer or 
“paper towels to dry the adhesive.”

“When in doubt please contact our cus-
tomer service at info@bragel.com or call 
909-598-8808 during our normal business 
hours.”

Peng concluded, “We will soon release a 
video about women of different sizes and 
shapes wearing NuBra as well as a video 
demonstrating why NuBra is great for 
everyday wear.”

luminoglow comes to u.s.
LuminoGlow, a high quality glow in the 
dark lingerie line, is, for the first time, bring-
ing its collection to retailers across the U.S.

Launched in 2009 in Australia, 
LuminoGlow has established retail mar-
kets in that country and in Europe, but has 
focused on direct to consumer sales else-
where in the world. Founder Jan Hawley 
(who owns the brand with James Sutton) 
expects that to change soon. “Stats from the 
LG website indicate clearly that the major-
ity of the people who currently buy our 
products online come from the U.S.A. 
Without doubt the U.S. online public has 
already embraced our product concept 
which is the reason we now want to reach 
retailers and really expand our brand.”

“We are looking to start slow with key 

boutiques and department stores with 
focus on building brand identity. As part of 
the strategy we are looking for independent 
sales reps in key metropolitan areas across 
the U.S.”

The lingerie, which is usually soft white, is 
composed of two fabrics. The lace, which 
glows a soft green in the dark, “is made up 
of 30% polyester, 60% polyamide and 10% 
elastane which gives it just the right amount 
of stretch and support,” she continued. “The 
accompanying non-glowing Italian fabric 
we use feels so soft against the skin, like tis-
sue and it is 70% polyester and 21% elastane 
and is a woven stretch crepe fabric. Those 
in the know will immediately recognized it 
as being the holy grail of lingerie fabrics. 
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Combined together these two fabrics have 
made a simply stunning lingerie collection 
that not only looks feminine but feels soft to 
touch and against the skin.”

“Our wholesale prices range from $10 - $17 
and we typically offer sizes small, medium 
and large. We will wait for feedback from 
U.S. retailers to understand if we should 
add XL to our size range.”

“The collection is made up of bras, thongs, 
a scanty lace body piece, suspenders and a 
lace cuff, all priced very fairly,” continued the 
founder. “The collection is 
currently available in soft 
white however when the 
lights are off and the lace is 
glowing, the soft lace swirls 
change to a mix of soft 
white and green which 
looks heavenly especially 
over the fabulous contours 
of the body.”

Hawley emphasized the 
glowing fabric is safe. “We 
obtained an Oeko-Tex 
Safety Certificate, which is 
a worldwide consistent 
independent testing and 
certification system for 
raw, semi-finished and fin-
ished textile products. It 
tests all sorts of chemicals 
even if they are not yet legally regulated. So 
our customers can be assured they are wear-
ing safe and sexy lingerie!”

She added the “glow effect will last literally 
for years,” so long as it is laundered by hand 
in warm water, “drip dry in the shade and no 
ironing (that’s the best part!).” The founder’s 
personal lingerie, “still glows as brilliantly 
today as it did three years ago and will, with-
out doubt, go on for even longer.”

“Selling into U.S. stores will be the first 
time that LuminoGlow has created instore 
packaging in high gloss, hang cell boxes for 
individual garments. Same as the hang tag, 
the boxes will have the ‘how to make it glow’ 
instructions printed on the box so customers 

can make the most of their glowing pur-
chase! LG doesn’t have plans at this stage to 
sell bra/brief sets. All pieces are currently 
sold as separates. “

Asked which lingerie styles retailers might 
try first, Hawley suggested, “At present our 
best seller is the Scarlett Bra and the Stella 
thong. However with the new release of the 
Teddy, the Suspenders/stockings and the 
naughty fingerless lace glove, that could all 
change!”

From the beginning, LuminoGlow proved 
to be a highly promotable product. In its 
first year in business, “The U.K. Daily Mail 
did a casual story on LuminoGlow with 
accompanying photos just prior to 

Halloween,” remembered 
Hawley. “The online article 
attracted heaps of attention 
and it went viral. For the 
month of November in 2009 
the LuminoGlow website 
received over 2.5 million hits 
(and crashed a few times).”

Asked about similar prod-
ucts in the market, the owner 
replied, “Nobody else has 
such fantastic quality lace that 
glows in the dark. Naturally, 
it’s Italian made and the 
Italians have had generations 
of producing the best, most 
stylish of products! Our soft 
glow in the dark lace is no 
exception! We’re aware that 
there are some cheap imita-

tion paint-on attempts, however they don’t 
compare with the longevity, softness, style or 
quality of our products. Our pricing is very 
accessible and we want to keep it that way. 
We focus on some of the core things that our 
customers will always want — fabric quality 
and a very sexy look when the lights are 
turned out— we believe that is always going 
to be a winning combination.” Contact 
LuminoGlow Lingerie at info@lumino-
glow.com and 011 61 427 537 879. — NM

rounderbum women
ROunderbum, the underwear line that has 
established itself in the men’s market with a 
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variety of styles that enhance the male 
physique, is bringing a similarly-themed 
collection for women to the U.S. mar-
ket.

The new tops contour and shape, and 
some of the women’s bottoms are 
designed with removable pads. Other 
bottoms provide lift and shaping with-
out padding. All, according to Dora 
O’Rorke, vice president of sales, utilize 
ROunderbum’s unique and subtle 
approach. “It is unlike anything else 
offered in the marketplace. If you look at 
the ROunderbum pads you will notice 
they taper down around the edges, so 
even when worn with tight clothing like 
leggings, they are not visible. It is also 
important that our product is smooth 
and contouring to the body. Our com-
petition may be trying to enhance parts of 
the body like ROunderbum, but we are 

doing it comfortably without anyone know-
ing it.”

Style #JD03 is an “elegant padded high 

panty,” that “adds volume. The high-rise 
design increases gluteal volume, while 
hidden seams make it impossible to 
notice the padding,” according to 
O’Rorke. “The ROunderbum patented 
padded technology is undetectable under 
clothing. Conservative and elegant, this 
panty is specially intended for those ladies 
who prefer a more traditional appear-
ance.” The pads are removable.

Style #JD06 is a padded, low-rise biki-
ni “that adds to gluteal volume, with the 
same hidden seams that make it impossi-
ble to notice the padding.” The pads are 
removable.

Style #JD07, the Lift Boyshort, “lifts, 
rounds and shapes the buttocks without 
padding. The hidden seams technology 
create the lifting effect. It was designed 
for those who prefer a more subtle and 
discreet change.”

Style #RWT01, the Seamless Bra Top, 
is a “seamless compression top, comfort-

able for any time wear. It is knitted for 
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uplifting shape and comfort and is designed 
to eliminate bra lines.”

Style #RWT02, the Seamless 
Compression Tank Top “smooths and 
shapes while being very comfortable. The 
cross back helps posture and the garment 
eliminates bulges.”

Style #RWT03, the Seamless 
Compression Short Sleeve Top, “has slight-
ly longer sleeves to shape and smooth the 
upper arms to the elbows.”

Contact O’Rorke at (727) 422-4833 or 
dora@rounderwear.com.

parfait ss 2018
Parfait launched its Spring/Summer 2018 
intimates collection with a variety of new 
styles, including its entry into the activewear 
market with its first ever sports bra.

Band sizes for the new bras range from 28 

to 44, with cups ranging from A to K, and 
bottoms ranging in size from XS to 4XL 
(with sizes varying by style). New silhouettes 
include a Wire-Free Soft Cup Bralette for 
D-G cups.

In the Adriana group there are “two brand 
new silhouettes for D-G cups in an all-over 
stretch lace: a pretty Wire-Free Unlined 
Babydoll and a supportive Wire-Free 
Longline Bralette with adjustable straps, 
equally perfect for sleeping or lounging,” 
according to the company announcement. 
“A matching lace bikini rounds out the col-
lection. Adriana is available in pearl white, 
sky blue or black.”

“Minimalist Emma offers a Plunge Molded 
Bra (C-G) alongside a Wire-Free Padded 
Bra (A-DD), both featuring a plunge neck-
line, adjustable straps and a seamless fit. A 
matching hipster completes this collection of 
sleek, everyday essentials offered in bare or 
black.”

“Successfully merging femininity with hints 
of sporty styling, Romina features an 
Unlined Wire Bra with three-part cups and 

a flirty balconette neckline (D-H), and a 
matching hipster brief. Stylish, active-
inspired accents like a supportive contrast 
band and mesh paneling enhance the micro-
fiber collection, available in quartz pink, 
Mediterranean blue or black.”

“Parfait’s first foray into active wear,” is 
revealed in an “ultra-supportive sports bra 
designed for C-G cups. This stylish sports 
bra is ready for spring and summer in color-
blocked infinity blue, claret red and black, 
featuring moisture-wicking foam cups lined 
in quick-dry mesh, breathable mesh inserts, 
hidden underwire, padded straps, and a 
wide elastic underband, guaranteeing supe-
rior comfort and support for low and medi-
um-impact workouts.”

The Aline group includes “a seamless, 
Wire-Free Contour Bra (D-G) to its collec-
tion of elevated-essentials, effectively offer-
ing the perfect wireless bra for shape, sup-
port and comfort in wardrobe-staple 
European nude or black.”
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“Cult-favorite Charlotte returns for SS18 
with the best-selling Padded Bra (C-H), 
bikini and high waist brief, offered this sea-
son in true nude. The perfect underpinning 
for blushing brides, Elissa returns for 
Spring with a Low-Back Bustier (B-F) 
available in pearl white, European nude or 
black. Additional color extensions include 
Marion in pink parfait, Sandrine in a 
punchy wild pink, and Tess in a new T-Shirt 
bra silhouette in bare.”

The Parfait Panty group includes “a super 
soft modal and scalloped lace “So Essential” 
collection and all-over stretch lace “So 
Glam” collection. Each comes available in 
hipster, bikini and thong silhouettes, sold 
individually or in sets of three. A palette of 
pretty hues sees sky blue/ivory, wild pink/
ivory, bare and black offered in the 
Essentials collection, while lemonade, 
Mediterranean blue, bare and black are 

offered in the Glam collec-
tion. The existing “So 
Lovely” collection also 
returns for Spring, adding 
new color quartz pink to its 
range of smooth microfiber 
thongs, bikinis and hip-
sters.”

coconut grove
From its start in 1985, 
Coconut Grove Intimates 
has grown from a small 
family business to a major 
division of a public compa-
ny (iFabric Corp.) on the 
Toronto stock exchange.

Throughout, according 
to a company spokesper-
son, “the goal has been to make the most of 
a woman’s intimate apparel wardrobe by 
giving her innovative options of high quality 
design at affordable prices.”

“The worldwide response to our prod-
ucts, including our patented Backless 

Strapless Combo Wing 
Bra, have contributed to our 
success. The company ser-
vices hundreds of customers 
worldwide and warehouses 
“just in time” inventory in 
multiple locations situated 
in Canada, the U.S. and the 
U.K. As a global business, 
Coconut Grove Intimates 
identifies new trends and 
relevant product ideas to 
put us at a market advan-
tage.”

Currently, Coconut Grove 
offers “over 50 products to 
select from based on your 
styling needs. Coconut 
Grove is home of The 

Natural brand and holds the license for 
Maidenform Solution Bra and Accessories 
and Maidenform Sleepwear.”

“As new fashions emerge, where it is mak-
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ing it harder and harder for consumers to 
find solutions that are comfortable, 
Coconut Grove Intimates offers a variety of 
full adhesive bra styles to complement these 
new trends. All of Coconut Grove adhesive 
bras are re-usable and can be hand washed 
to prolong bra life.” The company’s adhe-
sive bras “range in sizes A-D as well as cup 
sizes from 32A-38D with most styles coming 
in both nude and black.”

Key styles include M2240, The Natural 
bra, “The perfect bra for natural support 
and lift that is virtually invisible. Super 
smooth to the touch, this bra is 
known for its thin seamless cups 
coated with silicone gel adhesive 
for a comfortable fit along with a 
front clasp that gives an extra lift 
you were searching for in a solu-
tions bra. The Natural bra is re-
adjustable and can be washed for 
extended wear.” It comes in 
nude, in sizes A, B, C and D.

Style M2239, The Adhesive 
Clip bra, “brings light support 
and lift to the wearer and can be 
adjusted to the comfort or look 
you wish to achieve. The 
Adhesive Clip bra has seamless 
cups with silicone gel adhesive 
along with a fabric overlay on the 
outside which provides a little 
bit of padding to the fit. The 
front clasp allows you to adjust 
each cup and gives you the subtle 
lift you were searching for in a 
solutions bra. Wear all your 
backless, strapless, low-cut, or 
sheer fabric fashions with confi-
dence.” The bra is offered in sizes 
A, B, C and D in nude and black.

Style M2289, the Invisible Adhesive bra, 
is “one of Coconut Grove’s original adhesive 
favorites. Constructed of smooth fabric 
with silicone gel adhesive that forms per-
fectly to your body, this adhesive bra is a 
great standard, no fuss product that is re-
adjustable without having to move cups 

individually.” It is available in sizes A, B, C 
and D in nude and black.

Style M2279, the Adhesive Lite bra, “pro-
vides the coverage and shape you desire 
with any backless, strapless or low-cut fash-
ion. The bra is constructed of form fitting 
cups that give medium support with an 
underwire. The unique quality of the 
Adhesive Lite bra is that it allows larger cup 
sizes to use this product.” Available in sizes 
ranging from 32A-38D, it “provides the wear-
er with accessories including a clear halter 
strap for added support. Size: 2-7, color: nude 
and black.”

In addition to its many branded products, 
Coconut Grove is also “a leader in private 
label programs,” having worked with such 

companies as “Boux Avenue, Rigby & Pellar, 
Figleaves, and Marks and Spencer.”

camouflage cellulite
The Camouflage Cellulite Body Liner is new 
“high waist, nylon, and spandex hosiery that 
smooths cellulite, firms the flabby areas and 
slims your silhouette,” according to the com-

pany website. It spent two years in design and 
is just starting to sell to consumers.

The liner “was launched in 2015 out of 
frustration with my cellulite,” owner 
Jacqueline Brown, a newcomer to the 
industry, told BODY. “Seeing the cellulite 
through my lined slacks tugged at my self-
esteem and limited my clothing options for 
years. After trying several products on the 
market, I was unable to find a product that 
did what I need it to do.”

“I created the product based on my body 
challenges,” she continued, then worked 
“with my manufacturer to create the prod-
uct. Next, asked a group of women of differ-
ent shape, sizes, ethnicity, and age to try my 
product and provide feedback. The women 

tried my product and provided 
feedback. I listened, analyzed their 
feedback, and tweaked the prod-
uct as necessary.”

One style of body liner is cur-
rently offered, which stretches 
from under the bust all the way to 
the ankles. Sizes are small, medi-
um, large and extra large, in black, 
white and beige. Later this sum-
mer two new styles will be avail-
able, one that comes to above the 
knee, the other that is footed. 
Additional colors, such as navy 
and charcoal, are contemplated. 
The U.S.-made product retails for 
$25 and Brown said the “wholesale 
price is $18 a pair.”

The body liner is not yet available 
in any stores but will begin to retail 
on Amazon “as of 20 July.” Brown 
will exhibit at the New York Curve 
show in August, and can be 
reached at jacqueline@camou-
flagecellulite.com.

“Currently, I do not have an inde-
pendent sales reps,” concluded 

Brown. “However, I am interested in talk-
ing with” them.

rubie’s acquires buyseasons
Rubie’s Costume Company acquired 
BuySeasons, a large fulfillment firm in the 
costume and party categories, located in 
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New Berlin, Wisconsin, at the end of June.
“BuySeasons will now allow Rubie’s to 

offer the leading fulfillment operation to our 
wholesale customers,” said Howard Beige, 
executive vice president of the Rubie’s. “We 
are extremely pleased to finally be able to 
offer a state of the  art fulfillment solution for 
our customers.”

Giuseppe Soccodato, global chief finan-

cial officer at Rubie’s added, “I am very 
excited with the thought of joining together 
two of the leading companies in the 
Halloween and party industry. This is sure 
to expand the range and variety of products 
available in the market while providing a 
best in class delivery system to the consum-
er.”

Rubie’s claimed in its announcement that 
it “is the world’s largest designer, manufac-
turer and distributor of costumes, accesso-
ries and holiday products with offices in 15 
countries. Rubie’s is also a major licensee 

for leading studios such as Warner Bros., 
Disney, Marvel, Lucasfilm, Nickelodeon 
and many others.” The company was found-
ed in 1951. BuySeasons was founded in 
1999.

wood adds windowpanes
Wood Underwear has added three new 
windowpane prints in jewel tones on grey 
grounding for Spring/Summer 2018. The 
designs are featured on five men’s styles.

“A man in a suit…just amazing. I love 
going to markets where men dress to the 
nines. Seeing men in suits, ties, hats, wing-
tips is nothing less than inspiring,” declared 
Terresa Zimmerman, founder of Wood. “As 
homage to those well dressed men…that 
we’d love to see more and more of…we 
designed a range of suiting inspired win-
dowpane prints. We’ve used a masculine 
color palette, one that also gives our stores 
great merchandising opportunities with the 
rest of our line.”

According to a company announcement, 
the “Blitz, Crosscut and Junction prints 
take a page straight out of men’s classics to 
launch them into a very modern spring 
basic. Every collection should have it. Worn 
by dukes and Hollywood kings, gangsters, 
basketball stars and the who’s who of musi-
cal talent, throughout the decades, window-
pane prints are on the scene…and often set 
the scene. It’s a bold statement – a man 
staking a claim he’s his own man.”

Contact Zimmerman for pricing at (310) 
339.4355 or info@woodunderwear.com.

21AUGUST 2017  •  BODY

news

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

(Continued from page 20) 

These Firms Seeking
 Investors/Partners

· Revolutionary Bra With Proven Internet Sales

  · Established, Profitable Intimates Brand  

· Profitable Men’s Underwear, Loungewear Line 

· Profitable Online Intimates Retailer

· Profitable Retail Stores, Multiple Locations

 fmmg advisors
Market Conditions Are Ideal  For Investment

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

fmmg advising
Advisor to

 Cortland Foundations
in its recent acquisition by 

Rago Foundations, LLC
 
718-676-4444  ·  Nick@fmmg.com / Nick.Monjo@gmail.com
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Ted Vayos, BODY: Please 
tell us about your intimate 
apparel specialty store.

Tina Omer, Aphrodite’s 
Closet: Aphrodite’s Closet 
is nestled in the “crook” of 
an L-shaped shopping cen-
ter at the edge of Wind-
crest and San Antonio, TX. 
The floor plan is long and 
narrow, but wide enough 
to move around comfort-
ably without knocking into 
displays and inventory.  
Opened in 2012, our origi-
nal goal was to offer regular 
and plus sized lingerie to a 
demographic that didn’t feel 
comfortable shopping for 
intimates in a big box store 
but, wanted some place sexy 
and inviting without being 
over the top in price. While 
we still offer ample sup-
ply of lingerie, we listened 
to our clients’ needs and 
shifted our focus to helping 
them find a well-fitting bra. 
Our core inventory is bras, 
panties, and lingerie and we 
are in the process of adding 
to our private label bath and 
body line.

Ted: What makes your store 

special?

Tina: Aphrodite’s Closet’s 
passion is educating clients 
about proper bra fit based 
on the unique shape of their 
breast. We take the time to 
discuss and explain all as-
pects of a fitting, including 
a woman’s breast shape, the 
importance of a firm band, 
how a bra should be put on 
and how it should be worn. 
We also tell a client why a 
particular cut does or does 
not work for them. We lis-
ten to their fit issues with 
their current bras, explain 
what and why those issues 
are arising, and help them 
make better choices in a 
supportive bra.

Ted: What do you look for 
in a brand?

Tina: The most impor-
tant thing I look for in any 

brand is product knowledge 
outside of how something 
looks and the canned sales 
pitch. If the person repre-
senting the line does not 
know the line, I have a hard 
time conveying the value of 
the product to the customer. 
If a rep cannot answer a few 
key questions about their 
product, I won’t carry them.  
I also want the product I of-
fer to not be so mainstream 
that it could be purchased 
anywhere, so many “popu-
lar brands” (bras) that one 
can find in big box stores, 
we do not carry.  I like rela-
tively unknown brands or 
smaller companies because 
they tend to be cutting edge 
about fit over aesthetics but 
still make a gorgeous, sup-
portive garment. 

Ted: Do you sell maternity 
or mastectomy bras?

Tina: I do not have a large 
demand for mastectomy or 
maternity bras, but I will 
and have ordered those 
items on demand.

Ted: List some of the brands 
that are important to your 
store.

Tina:   I have two lingerie 
companies I’ve been order-
ing regularly from. One is 
Escante. Their customer 
service is amazing, their 
price points are great and 
their warehouse is located 
less than 20 minutes from 
me so I can pick up an “on 
the fly” order in less than 
24 hours. I love that conve-
nience.  There’s also Dream-
girl, who I am so happy to 
have Stacy Singleton as my 
rep. She’s knowledgeable 
about the product, she will 
bring me samples to look 
over if I ask, and their ship-
ping is lightning fast. For a 
“higher than average” price 
point, the quality of their 
product is worth every dol-
lar.  Hands-down my two 
favorite bra suppliers are 
both from Poland.  

Ted: Where do you like to 

retail profile: aphrodite’s closet

Q&A with Tina Omer, owner

26 AUGUST  2017  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Key Brands
Bonitaz

Dreamgirl
Elila

Escante
Glamory

iCollection
Kixie’s



shop for your merchandise?

Tina: I’m an internet jock-
ey! If my wholesalers have 
an online presence I prefer 
to shop that way.  If there 
are any problems or issues, I 
call or email.

Ted: Have any brands disap-
pointed you? 

Tina: One particular brand 
disappointed me sorely at 
the first International Lin-
gerie Show (2015) I ever 
attended. They left me sit-
ting in the booth while they 
fawned over someone who 
came in who I can only 
assume was from a larger 
retailer. They literally sat 
me down, handed me line 
sheets, looked up, saw this 
“heavy hitter” come in and 
I instantly became an after-
thought. They got up and 
left me sitting at the table 
and it didn’t dawn on me 
until about 15 minutes later 
that I had been blown off. 
I’m going to maintain my 
professional courtesy and 
refrain from calling them 
out. I will say this much - 
small businesses are just as 
important as large business-

es and reps at shows should 
treat everyone the same, 
regardless of the commis-
sion they anticipate mak-
ing. Shows should be about 
building relationships over 
time and not just focusing 
on the next large order.  At 
Curve in 2016, an Interna-
tional bra company refused 
to give me information at a 
booth because I “didn’t have 
an appointment.” I couldn’t 
stop thinking how I had 
spent all this time away from 
my business (closing during 
the event) and expense to 
get to the event only to be 
turned away by a 
potential suppli-
er. They weren’t 
busy so it wasn’t 
like they couldn’t 
give me 5 min-
utes. It was hor-
rible. Needless 
to say, because of 
their off-putting 
and exclusion-
ary attitude, their 
brand will never 
be represented 
in my establish-
ment, either.  
Small businesses 
sometimes grow 
into big busi-

nesses and they 
remember the 
ones who were 
courteous and 
helped them 
along the way.

Ted: What could 
these companies 
do to improve? 

Tina: Custom-
er service. Be 
free with their 
wholesale in-
formation when 
requested at 
their trade show 
booth, treat ev-

eryone like they are the 
most important customer 
at that moment. Bra sellers: 
Know your product. Know 
the shape breast that your 
brand caters to, know the 
basic shape of the wire that’s 
used for your styles. There’s 
a lot of pretty bras and 
that would be great if they 
were nothing more than a 
fashion garment.  Be small 
business friendly and con-
sider your minimums when 
“romancing” a new potential 
boutique/retail store. 

Ted: Have you brought any 

new products or brands into 
your store recently?

Tina: I have a few Polish 
bra brands I’m looking at 
as I’d like to add one more 
supplier.  I’m also looking at 
adding an intimate’s laun-
dry soap as well.

Ted: Do you carry other 
products?

Tina: I carry Dreamgirl, 
Escante, ICollection, Kix-
ie’s, Glamory Hosiery, Bo-
nitaz, Elila. They all offer a 
quality product at fair price 
point and offer exceptional 
service.

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

Tina: For plus-sized clients, 
babydolls are very popular, 
as are open back babydolls 
with a bikini bottom. Not 
everyone likes a g-string.  
For standard sized clients- 
body hugging chemises are 
always a well moving item.  
Underwire bras are making 
a “comeback” with larger 
volume women, as I am of-
fering them sizes that they 
never knew existed that lift 

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US 27AUGUST 2017  •  BODY



and support in ways they 
never thought they could 
have.

Ted: Describe your price 
points and size ranges.

Tina: Panties range from 
$6-$38 and offer Small 
to 10X, depending on the 
brand.  Intimates/sleep-
wear: $18-$54, Bras $36-
$115. Intimates and sleep-
wear: Small-6x, Bras: Band 
sizes 26-60 and UK cup 
sizes A-P. We specialize in 
ordering the client what 
they need in lieu of a lot 
of inventory that they have 
to settle on.  Where many 
retailers charge more for 
larger sizes, all sizes of a 
particular style number are 
priced the same, whether 
it’s a small or a 4x. 

Ted: What is your typical or 
average customer size?  

Tina: Plus size has always 
dominated our re-order 

spreadsheet.  Most sizes 
sold in-store are usually 1x 
to a 3x, but our demand for 
4x has increased in 2017. I 
don’t think the customer 
themselves have  physically 
expanded in size, I believe 
they are buying sizes that 
in many places are just not 
available. They are more 
comfortable purchasing a 
size that we do not shun nor 
penalize with higher prices. 
Our customer base knows 
that no matter what size 
they are at any given time, 
they will always be treated 
with the utmost respect and 
if a larger size is suggested 
it’s never in a condescend-
ing or defeating way. 

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

Tina: Our average customer 
spending per visit is $75-
$108

Ted: Describe your custom-

er base.

Tina: Aphrodite’s Closet 
customer base is mostly 
women in the average range 
of 35-55 in the $40-80K 
salary range. They are usu-
ally in the small band-large 
cup category, usually 30-36 
bands in the  UK GG-J size 
range and then UK 36-48 
KK-M. They are mainly 
women who have been 
squeezed into an ill-fitting 
bra for years by big box 
stores who offer a very small 
percentage of the 200+ 
bra sizes that are available 
worldwide and very limited 
knowledge of how a bra 
should fit. More and more 
men are finding the bou-
tique through independent 
research for their female 
counterparts in their quest 
in helping them find a well-
fitting bra.

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

Tina: The biggest impact 
on my business the in the 
past year has been our cus-
tomer loyalty, their referrals 
and surprisingly, employees 
from  big box stores refer-
ring us who would rather 
help someone find a bra that 
fits instead of just making a 
sale.   I also think that being 
able to come into a lingerie 
boutique that is beautifully 
decorated but not over the 
top, no frills, gives visitors a 
sense of comfort and know-
ing that the person who 
greets them at the door is 
the same person who does 
fittings, assists with inti-
mate wear purchases and 
owns the boutique. We also 
strive to create relationships 
and trust with our custom-
er base which in turn has 

made the referrals come 
from them more easily.  We 
also treat everyone, no mat-
ter their size or budget, with 
the same care and respect as 
the next person. We know 
a lot of our customers not 
only by first and last name, 
but we are familiar with 
many aspects of their lives 
on a community driven lev-
el as well. 

Ted: What have you done to 
draw attention to your new 
business?

Tina: Advertising can be 
a big chunk of a business’s 
budget, and as a small busi-
ness, we rely solely on word 
of mouth and it’s been 
very successful in growing 
the business for the past 
5 years. We feel if you of-
fer an outstanding product, 
have excellent knowledge 
of that product and the ser-
vices you offer, and can do 
it with a smile, it really have 
a positive effect on busi-
ness. Listening to our cus-
tomer base telling us that 
going to a big box store is 
very impersonal and they 
never know who’s going to 
help them each time they 
visit encourages us to know 
our returning customers by 
name- and with the help of 
keeping track via personal 
profile- sometimes by bra 
size! We strive to make the 
“bra shopping experience” 
not only a necessity, but a 
fun, relaxing one without 
the stress.  We want our cli-
ents who walk in the door 
believing that there isn’t a 
bra made for them, leaving 
no longer thinking there is 
something wrong with their 
body and that finding a bra 
that fits is not an unattain-
able dream.  
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wolford ceo resigns
Wolford’s CEO has resigned as of the end of 
July, this following a huge loss in its 
2015/2016 year, smaller losses in 
2012/13 and 2013/14, and the 
recent decision by the firm’s main 
shareholder group to seek a buyer 
for its majority stake in the com-
pany.

Wolford also announced that its 
banks have extended its lines of 
credit “up until June 30, 2018 as 
well as [having been] granted 
bridge financing of up to € 10 mil-
lion to cover its peak seasonal 
liquidity requirements,” thus secur-
ing financing “for the current 
financial year (May 2017 – April 
2018).”

The company announced Ashish 
Sensarma, CEO since January 
2015, is leaving July 31, and that 
Axel Dreher, the current deputy 
CEO “will also assume manage-
ment responsibility for strategy, 
marketing and sales as of August 1, 
2017,” as well as “continue to carry 
out his duties as COO.” In addi-
tion, Brigitte Kurz, the current 
director of the finance department, 
has been named CFO and “will 
also be in charge of human resources, IT, legal 
affairs and investor relations.”

The high end, Austria-based lingerie, hosiery 
and apparel maker, reported a deficit of 6.19 
million euros in fiscal 2016, and a projected 
“operating loss” of between 8.0 and 10.0 mil-
lion euros for the latest fiscal year, which 
ended April 30, 2016. (The most recent loss 
translates to approximately $8.7 million to 
$10.9 million at current exchange rates). The 
company recently announced earlier this 
month that it was postponing ”the presenta-
tion of the annual financial statements and 
consolidated financial statements and the 
annual results press conference” from July 14, 
2017 to August 24, 2017.

Wolfed explained that “Ashish Sensarma 
will remain with the company in an advisory 
capacity in the upcoming months with respect 
to the process of addressing potential inves-
tors, which is already underway.”

According to a brief statement June 9, “The 

main shareholder group of Wolford AG, WMP 
Familien-Privatstiftung, Sesam Privatstiftung 
and its subsidiary the “M. Erthal & Co.” 
Beteiligungsgesellschaft m.b.H., as well as 
related parties announced today the intention 
to sell their stake, which is a majority stake, in 

Wolford AG. To this end, the shareholders are 
starting a process, which is supported by 
Deloitte Financial Advisory GmbH, for the 
selection of interested parties. Wolford AG 
will join this selection process. The purchase 
of the majority stake by a future core share-
holder shall be combined with an equity 
financing transaction that shall strengthen the 
company’s liquidity on a long-term basis. The 
issue size has not yet been determined. 
Wolford is negotiating with the financing 
banks in order to secure the financing to meet 
the liquidity requirements up to that time.”

In North America (where according to recent 
records the company maintains 36 of its 
approximately 270 worldwide retail locations, 
as well as a wholesale business) sales for the 
most recent nine months fell to €23.386 mil-
lion (about $25 million) from €24.975 mil-
lion in the previous nine months. EBIT (earn-
ings before interest and taxes) fell to a loss of 

€1.276 million for the period, from a smaller 
loss of €415,000 in the prior year. Interestingly 
the average number of employees in North 
America rose from 98 to 108 in the most 
recent nine months. The number of stores on 
the continent has remained unchanged from 

last year.
For the company as a whole, 

“Wolford-owned retail stores report-
ed a drop in revenue of €5.46 million 
(-6.6 %), as did the wholesale busi-
ness, where revenue was down by 
€3.48 million (-7.3%) compared to 
the first nine months of the previous 
financial year. In contrast, Wolford’s 
own online business expanded once 
again with total revenue in the first 
nine months of 2016/17 at €0.43 
million or a 4.4 % rise from the prior-
year level.” — NM

ifabrics sales, profits up
iFabric Corp. net income for the first 
three months of 2017 jumped to 
$483,959 in Canadian dollars (CD), 
compared to a loss of $323,867 
(CD) in the first quarter of 2016. 
Sales also rose dramatically, from 
$3,072,027 (CD) for the quarter 
ended March 31, 2016, to $4,255,192 
(CD) for the same period this year.

For the six months ended March 
31, iFabric earned $360,672 (CD) 
on sales of $7,357,311 (CD) com-
pared to a loss of $282,471 (CD) on 

sales of $6,401,037 (CD) during the same 
period a year ago.

The firm, publicly traded on the Toronto 
exchange, has two main divisions, Coconut 
Grove Intimates, which had its beginnings in 
1985, and Intelligent Fabrics Technologies 
(North America) Inc. The former produces 
intimate apparel and Maidenform Solution 
Bras and accessories, which include a collec-
tion of adhesive bras. Coconut Grove also 
supplies intimates under private label for a 
number of prominent retailers.

Launched in 2008, Intelligent Fabrics, 
according to the company website, “is devel-
oping a wide range of products focused on 
the improved safety and well being of the 
wearer and user of fabrics across a wide 
range of market segments including medical, 
health care, sports and athletic, military, con-
sumer and corporate apparel, bedding, linens 
and other market categories.”
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2017
aug. 1-4

Intimate Apparel 
Market Week 

aug. 5-7
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 6-8
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

aug. 6-8
LingeriePro 
Antwerp, Belgium
lingeriepro.be

aug. 6-8
  Accessorie Circuit

Javits Center
New York, NY
ubmfashion.com

aug. 6-8
  Moda

Javits Center
New York, NY

aug. 6-8
  Fame

Javits Center
New York, NY
ubmfashion.com

aug. 6-8
  Intermezzo Collection

Show Piers 
New York, NY
ubmfashion.com

aug. 6-8
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

aug 9-10
INDX Show
Cranmore Park 
Exhibition Centre
Solihull, UK
0121 713 4453
indxshow.co.uk

aug. 9-12
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

aug. 12-15
Off Price
Sands Expo &
Convention Center, 
Las Vegas, NV
(262) 782-1600

aug. 14-16
Accessories the Show 

Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16
Capsule 
Sand's Expo Center
Las Vegas, NV
(212) 206-8310
capsuleshow.com

aug. 14-16
  Coeur

Mandalay Bay
Las Vegas, NV

(323) 851-7306
coeurshow.com

aug. 14-16
CURVENV 
Mandalay Bay
Las Vegas, NV
(212) 993-8585
curvexpo.com

aug. 14-16
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
ubmfashion.com

aug. 14-16
Project
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16
Pool Show
Mandalay Bay
Las Vegas, NV

aug. 14-16
Stitch 
Mandalay Bay
Las Vegas, NV 
ubmfashion.com

aug. 14-16
The Tents 
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16
MRket
Mandalay Bay
Las Vegas, NV 
ubmfashion.com

aug. 14-17
WWIN 

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

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

aug. 22-24
Stylemax Spring
Chicago, IL
The Merchandise mart                                           
(312) 527-7750
Stylemaxonline.com

aug. 26-28
Trendz

Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

aug. 27-29
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

August 27-29
The Knot Couture
World Market 
Center Pavillom
495 Grand Central 
Parkway, Las Vegas, NV

event & show dates 2017
calendar
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(212) 515-3563 
coutureshow.com

aug. 30- sept. 2
  CPM Body & Beach

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

sept. 3-4
   London Edge

Business Design Centre 
Upper Street, London
+44 (0) 116 289 8249
londonedge.com

sept. 7-9
   Surf Expo Show

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

sept. 10-12
The Harrogate Bridal 
Harrogate Intl. Centre 
North Yorkshire, UK
01423 500500
theharrogatebridalshow.
co.uk

sept. 12-14
   Vow

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

sept 13-14
Old Dominion 
Fashion Exhibitors
Virginia Beach Resort 
& Conference Center
800-468-2722
odfe.org

sept. 16-18
Capsule 
Pier 94
New York, NY

(212) 206-8310
capsuleshow.com

sept. 17-19
  Coterie 

Javits Center
Piers 92/94
New York, NY
ubmfashion.com

sept. 17-19
  SOURCING 

Javits Center
Piers 92/94
New York, NY
ubmfashion.com

sept. 17-19
  Fame

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Moda

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Pool Trade Show

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Accessories the Show

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Stitch

Javits Center
New York, NY
ubmfashion.com

sept. 18-21
Texworld
Parc des Expositions 
Paris Le Bourget
 +33 (0)1 55 26 89 89

texworld.
fr.messefrankfurt.com

sept. 19-21
Premiere Vision Paris
Parc des Expositions 
Paris, France
+33 (0)1 70 38 70 00
premierevision.com

sept. 24-26
Trendz West
Bradenton 
Convention Center
Palmetto, FL
(305) 718 4320
www.trendzshow.com

sept. 24-27
National Bridal Market 
theMART
Chicago, IL 
(312) 527-4141
nationalbridalmarket.com

sept. 25-26
Altitude Intimates
Paris Hotel & Casino
Las Vegas, NV
(631) 446-4666
altitudeshow.com

sept. 25-29
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

sept. 27-28
  Interfiliere New York 

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

oct. 2-4
LA Textile 
California Market Center
Los Angeles, CA
110 East 9th Street 

 (213) 630-1701
californiamarketcenter.
com

oct. 9-10
Capsule 
California Market Center
Los Angeles, CA
(212) 206-8310
capsuleshow.com

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

oct. 15-17
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

oct. 15-18
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

oct. 17-19
Boulevard Prêt-à-Sale
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 2401
boulevardpretasale.com

oct. 17-19
The ABC Kids Show
Las Vegas, Convention
Center, NV 
(210)-691-4848
theabcshow.com

oct. 21-24
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              

(312) 527-7750
Stylemaxonline.com

oct. 25-28
Dallas Apparel Market 
Dallas Market Center
Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 28-30
Trendz
Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

oct. 30-nov. 3
Intimate Apparel 
Market Week

nov. 8-9
Old Dominion 
Fashion Exhibitors
Virginia Beach Resort 
& Conference Center
800-468-2722
odfe.org

nov. 7-9
Maredimoda Cannes
Cannes, France
 +39 031 4128637
maredimoda.com/cannes

dec. 4-7
International 
Halloween Show 
(IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

jan. tba
Trendz
Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

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: Where 
are your stores located? 

Tanda Jarest, Opulence 
of Southern Pines: Opu-
lence of Southern Pines 
& DUXIANA have two 
convenient locations in 
North Carolina, at the 
Mews, located in His-
toric Downtown South-
ern Pines, 280 NW Broad 
Street and at Cameron 
Village, located in Ra-
leigh, 400 Daniels Street. 
You may also shop on-
line:  www.OpulenceOf-
SouthernPines.com. 

Ted: When did you open 
this business?

Tanda: 1997, The main 
store is housed within 
a 1940s gas station, and 
has undergone a historic 
renovation that keeps the 
flavor of the past while 
displaying contemporary 
bedding and other com-
fort items for the home.   
The second location was 

opened in 
Cary, NC 
2004 and 
then moved 
to Raleigh, 
NC 2013.

Ted: Why did 
you choose to 
open a busi-
ness in this 
area?

Tanda: My 
husband was 
an active duty 
Army Officer 
at the time,  I 
was a travel-

ing sales rep for many of 
these lines that you can 
see in the stores today.   
We moved to NC from 
NY and found that there 
were very few boutiques 
here.  We decided to open 
our first retail store.

Ted: Please include a 
physical description and 
a list of the key product 
categories. 

Tanda: Our   unique se-
lection of luxury items 
for the home as well as 
our exquisite sleepwear 
and loungewear offerings 
has made the designer 
bedding and bath shop 
a favorite destination for 
residents and visitors for 
20 years.   Also featured 
in both locations is the 
Swedish bed manufac-
turer DUXIANA.

Ted: What makes your 
store special?

Tanda: We pride our-
selves in our customer 
service both in store and 
online.  The sales staff at 
both locations is the most 
knowledgeable and expe-
rienced that you will find.  
They are certain to assist 
customers in finding their 
perfect size and style.  We 
have such an assortment 
that whether a customer 
is looking for something 
comfy, casual, pretty or 
sexy, we can meet their 
needs.

Ted: What do you look 
for in an sleepwear, robes 
and linens?

Tanda: Comfort, style 
and durability.

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

Tanda: Some of our most 
popular lines 
are Cosabella, 
Hanro, Ad-
diction, Na-
ked Princess, 
Eberjey, Bare-
foot Dreams, 
Saxx, Love 
& Grace, 
PJ Harlow, 
Hanky Panky, 
and Butter 
to mention a 
few.     Every 
single brand 
carried in my 
stores deserve 
outstanding 

reviews, otherwise they 
wouldn’t be here.   I per-
sonally try every brand 
before it reaches the sales 
floor.

Ted: Where do you like to 
shop for your merchan-
dise?  

Tanda: The New York 

retail profile: opulence of southern pines

Q&A with Tanda L. Jarest, president
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Addiction

Barefoot Dreams
Butter

Cosabella
Duxiana
Eberjey

Hanky Panky
Hanro

Love & Grace
Naked Princess

PJ Harlow
Saxx



markets,   NY Gift and 
Curve NY.

Ted: Have any brands dis-
appointed you?  How?

Tanda: Yes, in over twenty 
years of business, only 
two.  One brand, whom I 
had been doing business 
with for almost 12 years, 
was sold to other indi-
viduals and the quality 
diminished so badly that 
I had to stop purchas-
ing from them.   Another 
brand that I thought I had 
a great relationship with 
for many years, sold the 
line to a new store open-
ing only a few doors down 
from me, that was very 
disappointing.  

Ted: What could these 
companies do to improve?

Tanda: Never skimp on 
quality and still charge 
the same prices, discern-
ing customers expect only 
the very best.   Stay true 
to your retail partners,   
understand that territory 
protection is important to 
a retailer.  Splitting a line 
does not make a manu-
facturer any more money, 

usually ends up in losing 
both accounts.

Ted: Have you brought 
any new products or 
brands into your store re-
cently?

Tanda: In an effort to cul-
tivate a younger customer 
with maybe not as much 
expendable income, we 
just brought in a lower 
price point for the en-
tire family called Boody.   
We hope this will get the 
younger folks through the 
front door.   We are also 
designing our own bam-
boo collection with a new 
designer which allows 
us to pick the colors and 
styles, they are all small 
batch, hand dyed and the 
quality is amazing!

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

Tanda: We are a bed and 
bath store.   We sell the 
finest Egyptian cotton 
sheets and towels, down 
products, as well as per-
sonal and home fragranc-
es.

Ted: Describe 
popular styles 
or trends in 
your area.

Tanda: Lin-
en and cot-
ton…..100%!  
In our hot 
Carolina cli-
mate these 
two are key.

Ted: Describe 
your price 
points and size 
ranges.

Tanda: Our 
price points 
range from 
mid range 
to very high 
end.  We have 
c a s h m e r e 
robes upwards 
of $750.   
Many of our 
silk chemises 
and robes are 
in the $175 
range while a 
lot of the cot-
tons and bam-
boos are more 
m o d e r a t e l y 
priced.

Ted: What is your typical 
or average customer size?  

Tanda: Funny you should 
ask,   that changes every 
year.   The sizes we were 
short on from the previ-
ous year,  I order more of 
the next year and we end 
up with an over abun-
dance!  We joke about it!

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

Tanda: Our average ap-
parel ticket is $300.   The 
average ticket becomes 
much higher if we also 
consider the customer 
that is purchasing linens 
or a DUXIANA bed.

Ted: Describe your cus-
tomer base.

Tanda: Our customer 
base is typically female 
age 35-50.

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

Tanda: The influx of man-

ufacturers selling online 
has had a major impact 
on my business and not 
in a good way.  When the 
manufacturers sell online, 
they really have an edge 
over us brick and mortar 
stores.   We are the rea-
son their product is even 
known, we are the face of 
their brand.   We are the 
reason shoppers can feel, 
touch and fall in love with 
their brand.   We work 
very hard to close the sale 
and not lose it to online 
manufacturers.

Ted:   What have you done 
to improve your business?  

Tanda: We have increased 
our advertising dollars 
and are really concentrat-
ing on getting ourselves 
front and center with so-
cial media.  We are also 
having special events at 
the stores almost month-
ly.   Our shave events and 
trunk shows are always a 
huge success and really 
pull customers into the 
stores. Our sales staff is 
doing a lot of clienteling 
these days, much more 
than before.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US 33AUGUST 2017  •  BODY

B



tc 
sh

ap
ew

ea
r B

Y c
up

id
 • 

 (4
04

) 6
25

-5
21

5 
 •

  e
cr

aw
fo

rd
@

cs
ha

pe
.co

m



ra
go

 •
 (

71
8)

 7
28

-8
43

6 
•

  i
nf

o@
ra

go
sh

ap
ew

ea
r.c

om

shapewear



 sh
ap

ee
z  

•
 (8

77
) 3

60
-84

26
 •

  S
TA

CI
B@

SH
AP

EE
Z.

CO
M



eu
ro

sk
in

s  
•

 (8
00

) 2
22

-0
02

6 
• 

 V
P@

EU
RO

SK
IN

S.
C

O
M



Ted Vayos, BODY: Please 
tell us about your mas-
tectomy and compression 
boutique.

Theresa Hadley, Pink Rib-
bon Boutique: Our store 
is located right on Route 
13 in Smyrna DE 19977.  
We are an Amoena Shop 
and Shop.  Our décor is 
in keeping with the other 
Amoena shops, but we 
insisted on keeping a hint 
of our prior Victorian 
look.  We kept the client 
waiting area very warm 
and inviting with lots of 
color.  Our clients have 
always complimented on 
our warm atmosphere.  
We did not want to lose 
that, when redecorating 
our store.  Our key prod-
uct categories are: breast 
forms, mastectomy bras, 
pocketed lingerie, pock-
eted leisure wear, pock-

eted active 
wear 
compression 
sleeves, com-
pression stock-
ings, custom 
compression 
g a r m e n t s , 
Non elastin 
compression 
wraps.

Ted: What 
makes your 
store special?

Theresa: Our 
store has a 
special warm 
atmosphere 
and we pride 
ourselves, on 
p r o v i d i n g 
the most in-

novative products, in the 
latest fashion styles and 
colors.  Most importantly, 
we provide superior cus-
tomer service to all of our 
clients.  We exist solely 
to serve their individual 
needs, wherever they may 
be in their journey.  The-
resa Hadley, founder and 
owner, is a 22 year breast 
cancer survivor.  She has 
walked the journey that 
her clients are now taking, 
and understands from a 
personal view point, what 
they are going through.  
She first opened Reflec-
tions of Symmetry in 
Frederick MD. In 1996, 
one year after her breast 
cancer experience.  This 
business grew to five loca-
tions in western Maryland 
and West VA. In 2002 
Reflections of Symme-

try was sold to Antietam 
Health Services, and The-
resa was hired as a con-
sultant for one year.  She 
then moved to DE and 
worked at Union Hospital 
as a physician Liaisan, for 
three years.  Pink Ribbon 
Boutique was established 
in 2007, and has grown 
and prospered until the 
present day.  Kim Little-
ton, Theresa’s daughter 
joined the team in 2015 
as office manager, to assist 
in taking the business to 
the next level.   We feel we 
have a special edge on the 
market, with our history 
over the past 22 years, 
and our firm commitment 
to superior products and 
customer service.

Ted: What do you look 
for in a brand?

Theresa:Since 
we are an 
Amoena shop 
and shop, we 
carry a lot 
of Amoena 
p r o d u c t s .  
Over the 
past 22 years, 
our owner 
has tried 
many differ-
ent brands.  
We have al-
ways felt that 
Amoena had 
the superior 
products, and 
have been a 
loyal bou-
tique for 22 
years.  We 
also have used 

Almost U bras for our in-
surance bras, and have 
been very happy with the 
quality of a value priced 
bra.  They have the edge 
on this market.  We also 
like Anita bras, however 
they are a bit pricy for 
our rural area.  There are 
not choices for managed 
care claims. We also like 
some Jodee bras, as well 
as American Breast Care.  
All companies need to 

retail profile: pink ribbon boutique

Q&A with Theresa Hadley, founder & owner
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Almost U

American Breast-
Care

Amoena
Anita International

Jodee
Sigvarius



have more choices for 
managed care patients.  
These ladies are going 
through the same experi-
ence as those with great 
insurance, and deserve a 
pretty bra as well.  I feel 
all companies that provide 
these products, should of-
fer special discounts on 
some pretty bras for this 
population. We started 
doing compression pa-
tients several years ago for 
upper extremity, and have 
now grown this business 
to include upper, lower, 
and custom garments.  We 
are certified with all of the 
major manufacturers, and 
have grown this business 
to include many male pa-
tients as well as the ladies.

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

Theresa: Some popular 
trends in the mastectomy 
industry is the pocketed 
clothing lines.  Women 
love the fact that they 
can wear beautiful cloth-
ing and sleepwear that 
accommodate their form, 
without wearing a bra.  It 
is very liberating for them.  
There are now many 

new bra styles, 
from seamless 
to lightly pad-
ded or molded 
cups.  This gives 
our clients many 
more choices for 
their lifestyle, 
and clothing 
choices.

Ted: Describe 
your price points 
and size ranges.

Theresa: Our 
price points 
range from 
$34.00 to $75.00 for bras. 
Prices for forms range 
from $208.00 to $400.00 
Our sizes range from 
34AA to 52DDD.

Ted: What is your typical 
or average customer size?  

Theresa: In our area the 
average client size would 
be approximately 38C-
48DD.

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

Theresa: The average visit 
is around $500.00 for 
breast forms and bras for 

unilateral patient.

Ted: Describe your cus-
tomer base.

Theresa: Our customer 
base is diverse.  The aver-
age age is 50 and up for 
the breast care, although 
we do see a lot of lumpec-
tomy and reconstruction 
patients that are younger. 
This client base is all fe-
male. The average age 
span for the compression 
client is from 25-85 both 
men and women.

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

Theresa: The 
biggest impact 
for our business 
the last year, 
was an increase 
in physician re-
ferrals, that is 
a direct result 
of marketing 
directly to the 
physicians.  The 
second largest 
impact was an 
increase in the 
male compres-
sion clients that 
have been re-

ferred to us. 

Ted: What have you done 
to make your business 
more efficent?  

Theresa: The best thing 
that has made our busi-
ness more efficient and 
running like a well oiled 
machine, is my daughter 
Kim joining our team.  
She previously worked 
as billing manager for an 
O&P company.  She will 
eventually take over as 
the CEO of Pink Ribbon 
Boutique, and is the per-
fect person, to take this 
business that is already 
successful, with a rich 
history of great products, 
compassion, empathy, and 
customer satisfaction,  to 
the next level of expertise 
and performance. 

Ted: What new changes 
have you made to your 
business?

Theresa: Many of the 
changes made are already 
listed above but, we have 
also hired a new member 
to our team with a back-
round in the insurance 
industry.  
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