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2 Rib room
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6 Thigh slimmer
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8 No roll or bulge

Back
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10 Lumbar support and             
      smoother
11 Rear end pick me up
      and curve enhancer
12 Cellulite smoother

770-475-3045
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amoena has new owner
Amoena, a sizable Germany-based produc-
er of breast forms and pocketed lingerie and 
apparel used by women after mastectomy, 
has its third owner in eight years.

Halder Holdings, an investment firm 
based in Germany, along with senior man-
agement, acquired the firm from Granville, 
another investment group. In early 2007 the 
related entity Granville Baird Capital 
Partners purchased The Amoena Group 
for €102.25 million (about $128.2 million 
today) from the Danish medical devices 
company, Coloplast. The most recent sale 
price was not announced, but Halder stated 
Amoena’s sales for the 2012/2013 year were 
€71.5 million (about $89.6 million).

Amoena CEO Ronny Lemmens said in a 
letter sent to retailers, “With Halder we 
have a partner who shares our common 
vision for Amoena to continue to provide 
women with the very best choices for per-
formance, comfort and confidence. Next 
year, Amoena will celebrate its 40th anni-
versary, and we want to thank you for your 
contributions to the successes we’ve shared 
thus far. We all feel great pride being in the 
position to further grow together with you 
by creating meaningful, intimate moments 
for breast cancer survivors through our 
shared products and services.”

Halder states on its website that 
“Amoena’s silicone prosthetics define global 
market standards and are refined by con-
tinuous research. Key markets are Europe 
and North America. With a total staff of 
approx. 700, production sites are located in 
Raubling/Germany (prosthetics) and 
Heredia/Costa Rica (apparel). Amoena’s 
key strategic objective is an expansion of 
sales from functional sports- and leisure-
wear for the target group, particularly in 
North America.”

soma denies infringement
Chico’s FAS, the firm that owns the Soma 
lingerie brand and stores, asked a U.S. dis-
trict court in Florida in mid-November, for 
a declaratory judgment dismissing claims of 

patent infringement by Wink Intimates, a 
Canadian firm. Chico’s also asked the court 
to prohibit “defendants from making further 
claims of litigation against Chico’s for pat-
ent infringement” and to award “Chico’s its 
attorneys’ fees and costs.”

The suit centers on Soma’s “Oh My 
Gorgeous Cami Bras” and Wink’s 
“Combination Brassiere and Tank Top,” 
the latter invented and patented by Andrea 
T. Clair of Toronto, and Anastasios 
Koskinas, both of whom are also named in 
the court documents. In September 2013, an 
attorney for Wink sent a letter to attorneys 
for Chico’s stating that “it is clear that this 
bra infringes on one or more claims” of three 
Wink patents, and asked if Chico’s was 
“interested in discussing a license in order to 

continue selling your products which 
infringe on these patents.”

According to the documents filed on 
behalf of Soma, “Wink heavily promotes the 
“9to5 Bra,” sold under the Patents-in-Suit, 
that have been assigned and/or licensed by 
Defendants Clair and Koskinas, through-

out the United States,” adding that “the 
“9to5 Bra” has been “featured in” various 
U.S. publications and news outlets, such as 
MSNBC, The Wall Street Journal, Yahoo, 
the Houston Chronicle and others. 
Similarly, Defendant Wink’s website 
includes a scanned article from O The 
Oprah Magazine.”

The suit insisted that “Chico’s has not 
infringed, directly or indirectly, any valid 
claim of the Patents-in-Suit, and cannot 
therefore be liable for infringement,” adding 
that “No product made, used, sold or 
offered for sale by Chico’s infringes any 
valid claim of the Patents-in-Suit.”

As we went to press, calls seeking com-
ment from Wink’s attorney had not been 
returned.

delta names reznik top exec
Maurice Reznik, the former CEO of 
Maidenform and the architect of its sale to 
Hanes in 2013, was named to top executive 
positions at Delta Galil Industries, Ltd. 
Starting January 5, 2015, Reznik will become 
“CEO of women’s intimate apparel for 
USA and Great Britain and president of 
the company’s Delta Galil USA segment,” 
according to an announcement, made by 
the company after 5pm November 3rd, 
moments before the start of the annual 
H.U.G. Awards, a major industry charity 
event in Manhattan.

Most of those at party, which was more 
crowded than usual with intimates execu-
tives, and which Reznik attended, were not 
yet aware of the appointment. Asked by this 
reporter what he was doing these days, 
Reznik replied “I’m at Delta. There is a 
press release.” Asked what his position was, 
he gave an answer worded somewhat differ-
ently than the cumbersome title noted in the 
official announcement.

The Delta statement referred to Reznik’s 
work in “product innovation, especially in 
the specialized bra and shapewear catego-
ries, which are key segments that Delta 
Galil has targeted for growth.” Isaac Dabah, 
CEO of Delta added, “Maurice Reznik has 
an impressive track record of accomplish-
ment in the intimate apparel sector, and has 
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a solid understanding of how to deliver 
profitable growth and shareholder value. 
His appointment to our management team 
will provide Delta Galil USA with focused, 
experienced and effective leadership to take 
the business to the next level. Today’s 
announcement is part of our long-term 
strategy to drive significant growth at Delta 
Galil by adding talented executives in key 
positions, expanding in growth segments 
such as activewear, and streamlining our 
organizational structure globally.”

In the company release, Reznik declared, 
“I am so excited to join Delta Galil. The 
company has a well earned reputation in the 
industry for innovation, quality and perfor-
mance. I look forward to working with the 
Delta Galil team to grow the USA and 
Great Britain operation and realize the full 
potential of this business.”

Reznik was president, and later CEO, of 
Maidenform from 1998 to 2013. Prior to 

joining Maidenform, from 1994 to 1998, 
Reznik was president of Warner’s Intimate 
Apparel Group, North America, a division 
of Warnaco (now PVH). Earlier, he worked 
at VF Corporation and Sara Lee.

dyeing partner for clover
Angie Lau, CEO at Clover Group, a large 
Asian producer of intimate apparel, told 
BODY over tea in the lobby of the Pierre 
Hotel in November that she was close to 
announcing a U.S. partner for the new Go! 
Color bra dyeing process announced last 
summer at the Paris Mode City lingerie 
show.

Currently, various bra components are 
dyed separately, then assembled. The Go! 
Color process, which utilizes new machin-
ery, threads and dyes allows a producer to 
finish making a bra before coloring it. The 
technique speeds bra production by weeks, 
according to the company, and will allow 
wholesalers to make color decisions at the 
end of the cycle rather than at the begin-
ning.

Lau said she is in negotiations to license 
Go! Color to a single dye house in the U.S. 
to start, and has similar plans for the rest of 
the world, noting that she has applied for 
patents “globally.” Lau plans to name her 
U.S. partner “at the Femmy Awards” in 
February, 2015 where 3-D Intimate Apparel 
Ltd., a Clover division, is receiving the 
Innovation Award for the Go! Color pro-
cess.

While she noted that “all our customers 
know about it” (and these include the very 
biggest names in the lingerie world), “it will 
take at least six to nine months to get every-
thing ready and tested” before the process 
begins in the U.S. Lau explained that the 
development of Go! Color, which was 
sponsored by Clover, was initially complet-
ed about a year ago. “We made our own 
machines” to invent the process and submit 
patent claims, said Lau. The original equip-
ment, she smiled, was something of a make-
shift contraption, “a chitty chitty bang bang 
machine,” as she described it. Currently, 
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“We are actually in the process of working 
with Italian machine people,” to create full-
scale production equipment.

“We are choosing the right partner, one 
that believes in the technology,” noting that 
gearing up for the new dyeing process “is not 
a small investment.”

Once the Go! Color process is up and run-
ning, Lau envisions that goods will “come in 
unfinished” to the U.S. “and the dyeing will 
be done here.” After the bra has been dyed, 
“within two days I can ship it.” The process 
allows for very small dyeing runs, if desired, 
“minimum batches of 300 bras.”

And the bras can be different sizes. “All 
they have to do is make the bra in finished 
form and then decide what color that they 
want.” The process works with a wide vari-
ety of bra fabrics and materials, but Lau 
added, “we just need one kind of thread and 

I will supply the thread.”
Ideally, she pointed out, her big clients 

“would like to test the colors and then react” 
by placing large orders with the colors that 
tested the best.

“You are eliminating 30 to 60 days off that 
calendar. And you have the ability to test 
what the customer wants, the ability to pin-
point exactly what the customer wants and 
save time. It’s like you are next door with 
your dyeing facility”

The Clover CEO noted that the new pro-
cess is also “good for a lot of ongoing styles” 
where the producer changes only the color of 
the bra based on the latest fashion trends 
and season.

Lau provided an interview in which one of 
the Go! Color inventors, Nancy Chang, 
elaborated on the advantages of the new 
process. “In terms of the delivery time and the 
response to market changes we might be 
doing much better than other lingerie manu-
facturers in the future,” she stated. The pro-
cess incorporates shrinkage adjustments and 

also “will not generate a hard hand feel” when 
the products are dry. The process allows 
“various selections of fascinating colors.”

“Even though the customer is not sure 
about what color they want they can still 
place the order to us. When we finish produc-
ing the lingerie they confirm the color with us 
and we can deliver the products in about one 
week. In the past the clients had to determine 
which color to use, and we need two or three 
weeks to make pads and another three weeks 
for sewing. Which took around six weeks to 
finish. Now is takes only one or two weeks. 
In other words, nowadays, we are already 
ready when clients call us.”

“I am really looking forward to the response 
to this technology from the market. And I 
believe it would be a great success.”

new investor for lejaby
In a press release October 17, the French 
investment group Impala announced that it 
had made a significant investment in Maison 
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Lejaby and will partner with “existing 
shareholders” in moving the brand forward.

According to Impala, “This partnership 
strengthens the financial structure of the 
company, in order to support its develop-
ment and to accelerate its growth. The 
support of Impala enables Maison Lejaby 
to sustain and develop its brand project 
“French couture spirit in lingerie and swim-
wear,” to increase its international footprint, 
to build a strong brand image and develop 
its distribution network.”

The original Lejaby, founded in 1884 and 
once one of the largest French brands, with 
all its lingerie made in France, fell into 

decline and was put into liquidation at the 
end of 2011. A consortium of investors led by 
Alain Prost brought the brand back to life 
as Maison Lejaby in 2012.

Impala claimed sales for the brand now 
stand at 25 million euros (or about $31.8 mil-
lion at current exchange rates), with the 
lingerie and swimwear sold in “2500 stores 
and outlets” around the world.

According to Jacques Veyrat, chairman of 
Impala, “the investment of Impala aims at 
making Maison Lejaby a global brand in 
the upscale and luxury lingerie market, 
thanks to the expertise of the teams and the 
quality of products, relying on the centen-
nial heritage of the brand.”

Prost explained that “The know-how and 
the creativity of Maison Lejaby convinced 

Impala, conquered by the move upmarket, 
the products and the teams.” The announce-
ment also noted that “The shareholders of 
Maison Lejaby SA also appreciated the 
quality of the dialogue with the manage-
ment and the willingness of Impala, an 
industrial shareholder, to support the com-
pany in the long-term and to provide it with 
the wherewithal to accelerate its growth.“

Impala also made an investment in French 
underwear firm Pull-in in 2013.

vs slower in october
Victoria’s Secret direct sales in October 
dropped 7% compared to the same month 
last year, while Victoria’s Secret North 
American comp store sales for the month 
were “flat” compared to last year, indicating 
something of a slowdown on the lingerie 
side of parent company L Brands’ overall 
business. In each of the other nine months 
this year, Victoria’s Secret’s comp store sales 
have increased from 1% to 10% over the same 
month in the prior year; direct sales have 
been higher than the year before in six out of 
the 10 months.

Meanwhile, however, L Brands overall 
business was strong. Company-wide sales 
for the four weeks ended November 1, 2014 
were $700.0 million, “an increase of 3%, 
compared to net sales of $680.5 million for 
the four weeks ended November 2, 2013. 
Comparable store sales increased 3% for the 
four weeks ended November 1, 2014.” L 
Brands operates Bath & Body Works, La 
Senza and Henri Bendel, in addition to its 
Victoria’s Secret operations.

“The company reported net sales of $2.319 
billion for the 13 weeks ended November 1, 
2014, an increase of 7% compared to net 
sales of $2.171 billion for the 13 weeks ended 
November 2, 2013. Comparable store sales 
increased 5% for the 13 weeks ended 
November 1, 2014.”

“The company reported net sales of $7.385 
billion for the 39 weeks ended November 1, 
2014, an increase of 6% compared to net 
sales of $6.955 billion for the 39 weeks 
ended November 2, 2013. Comparable store 
sales increased 3% for the 39 weeks ended 
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November 1, 2014.”
Earnings for the third quarter will be 

announced November 19, but “As previ-
ously announced, the company now expects 
third quarter earnings per share between 
$0.38 and $0.40, versus its previous guid-
ance of $0.26 to $0.31 and last year’s result of 
$0.31. The company will provide fourth 
quarter earnings guidance when it reports 
third quarter earnings after the close of the 
market on November 19. “

While L Brands did not provide an expla-
nation for the flat sales at Victoria’s Secret 
stores in October, the company gave a par-
tial explanation of what happened with its 
catalog and internet businesses. “Total sales 

at Victoria’s Secret Direct, which are not 
included in comparable store sales, are esti-
mated to be down about 7%, driven by the 
exit of non-go-forward apparel merchan-
dise.” The company did not, however, 
address what happened in the month to its 
core intimates business in the category.

change at halloween expo
The Halloween Industry Association 
(HIA), a manufacturer-centric industry 
group, announced that it and Urban 
Expositions, a large show promoter, 
acquired the Halloween & Party Expo. 
The Expo had been operated as an limited 
liability corporation in recent years by mem-
bers of the Erwin family, owners of Erwin 
Distributing Co. Inc.

The HIA announcement noted that it and 
Urban would take “control following the 

2015 Halloween & Party Expo” in New 
Orleans February 6 through 9. It added 
that the show “is scheduled to stay in New 
Orleans through 2017,” and that “We look 
forward to a smooth transition of show 
management.”

According to Urban, under the new part-
nership with HIA, Urban “will be respon-
sible for managing all aspects of the event 
including sales, operations, marketing and 
promotion with guidance and expertise 
provided by the HIA. “Our membership is 
thrilled to have Urban Expositions as our 
partner for the Halloween & Party Expo. 
The HIA is passionate about the event and 
looks forward to its partnership with Urban 
Expositions, a company with a great deal of 
trade show knowledge and customer focus,” 
said Marc Beige, chairman of the HIA 
board and CEO of Rubies Costume 
Company. “This is an exciting opportunity 
for members to lead the premiere buying 
event with proceeds to fund industry initia-
tives.” Urban and HIA will focus their 
efforts on increasing awareness of the event, 
expanding the selection of the product mix 
and growing and expanding the show into 
an internationally recognized event for the 
Halloween industry.””

Doug Miller, president and partner of 
Urban Expositions, added, “Along with our 
partners at the HIA, our plans are to build 
upon the great success of the show that 
Jonathan and Walter Erwin have created 
and developed. We are very excited about 
this tremendous opportunity to work with 
the wonderful members of HIA.”

Jonathan Erwin, of the H&P Expo, 
LLC, said of the new arrangement, “The 
transfer of show ownership to the HIA and 
Urban partnership is a natural evolution for 
the show. We look forward to a smooth 
transition and to supporting and attending 
the show for years to come.”

After 2015, Future editions of the 
Halloween & Party Expo will continue 
take place in New Orleans with dates of: 
January 20 - 23, 2016 and January 14 - 17, 
2017.

Urban Expositions was launched in 1996 
with the semi-annual Philadelphia Gift 
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Show, and now, “through acquisitions and 
new show development,” it “currently owns, 
manages and produces 21 successful gift, 
decorative accessory, souvenir and resort 
merchandise trade shows throughout the 
United States,” according to the company.

bartling to oh la la cheri
Oh La La Cheri named Lisa Bartling as its 
marketing and brand director. Most recent-
ly she was the head buyer for intimates at 
the retailer Romantix, based in the Los 
Angeles area, and has now moved to Miami.

“We have admired Lisa’s work for years, 
especially during her time at Romantix 
where she did an amazing job growing the 
overall presence of lingerie on the shop 
floor,” said Tugdual Denis, vice president of 
sales at Oh La La Cheri. “We love her abil-
ity to address both the adult and main-
stream markets and her industry knowledge 
will be essential to accompany our compa-
ny’s growth. We have no doubt that Lisa 
will be a great addition to the team and I am 
looking forward to working with her on 
building our brand equity while offering 
creative marketing solutions to our retail-
ers.”

Bartling said she has, for some time, been 
“a big fan of the company,” adding that what 
makes the brand stand out is that “They 
have good designs. It is a very fashionable 
line, a fashion line in the adult market.” She 
emphasized that for a retailer, “They elevate 
the whole demographic,” and provide some-
thing special “to show off on your sales floor. 
They bring seasons to the store. It tells a 
story.”

Oh La La Cheri also allows “the every day 
girl, who might not have access to a lot of 
department stores” to see what is going on 
in the larger world of design. The brand 
“brings fashion to her.”

Bartling noted that her background in 
retail, that goes back almost a decade, will 
bring a new perspective to the lingerie and 
swim wholesaler. As a buyer she often 
would “wish companies would have done 

things differently,” adding that she knows 
what “the stores were lacking, what’s miss-
ing, what works, what doesn’t.”

Of the group she has just joined, Barling 
said, “It’s a very experienced and wonderful 
team” that “loves” the brand. The work envi-
ronment is both innovative and collabora-
tive and “The team puts in blood, sweat and 
tears.”

fit fully yours expands
Fit Fully Yours, a firm that has grown rap-
idly by specializing in attractive bras in the 
fuller cup sizes, has just launched a new 
group, the Gloria Collection.

The Gloria bras are “available now in two 
beautiful colors: pearl and graphite,” accord-
ing to Anna Gladysz who, with her hus-
band Paul, owns the firm. The shades 
“make a nice alternative to black,” she 
added.

Sizes for the new bra range from 30 to 44, 
cup sizes C to J. The full coverage bras have 
molded cups and under wire and “a double 
layered band for great support,” said 
Gladysz. The back “has triple hooks across 
all the sizes” and “there is nice lace on the 
side of the cup for a feminine and sophisti-
cated look.” To match the bra there are “two 
panty collections to choose from: thongs 
and boy shorts, with sizes ranging from S to 
XXXL”

In another development, the color “RED! 
Perfect for Christmas! has been added in 
the Elizabeth Collection,” reported 
Gladysz. The new color joins black, pearl 
and midnight blue for the bra. Sizes range 
from 30 to 40, A-H and 42B-G. “Yes, 40A” 
is included,” she said. The bra has molded 
cups and under wire, “as well as a double 
layered band for great support, fully adjust-
able, decorative straps and nice lace details.”

This bra also comes with two matching 
panty choices, thongs and boy short s in 
sizes ranging from S to XL.

sales up in 2014 at shapeez
“We’re having our best year ever,” declared 
David Berner, CFO at Shapeez, while 
explaining in detail which products led the 
way, and previewing upcoming releases 
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that he predicted will accelerate growth in 
2015.

Overall, Berner reported, “a 25% increase 
over last year” in sales, this on top of a sub-
stantial increase in 2013 over 2012.

Shapeez offers a number of different bras 
and shaping pieces, but all focus on a pat-
ented design that eliminates the look of bra 
bulges and back fat, while at the same time 
providing full bra support and slimming 
and shaping benefits.

Canada, one area that began 2014 slowly 
because of the harsh winter there, was a 
challenge. But Berner added, “the numbers 
are up for September, October and 
November” and should at least equal last 
year.

One major element to Shapeez’ sales 
growth this year was the Tankee Slip, 
which the company introduced at the end 
of 2013. “It has been a really big seller for 
us,” Berner said. Founder and designer 
Staci Berner describes the garment as 
“Our full-length bra and body shaping 
slip, which is designed to be worn under 
dresses and skirts. It combines a full-sup-
port under wire bra with tummy control 
that slims and smooths the entire torso. 
The slip extends to the knee area and is 
one of the only shaping slips on the mar-
ket that doesn’t roll up when worn 
throughout the day. As with all our gar-
ments, the slip eliminates bra lines and 
back bulges and is comfortable to wear 
because of its moisture wicking cool tex 
fabric.”

Another standout for the company t1n 
2014 was the Sportee, which was intro-
duced in mid-2013. “Our customers had 
been calling for a sports bra, and we saw 
the need in the market for one that is fash-
ion forward and is comfortable to wear,” 
Staci Berner said. “The Sportee minimiz-
es bounce during your workouts or favor-
ite sports, eliminates the unflattering “uni-
boob” look you get with many sports bras 
and, of course, smooths out the back. It 
features under wire molded foam cups 

and a breathable mesh back.”
A key factor that has allowed Shapeez to 

continue to grow is the unflagging strength 
of its very first bra, the Ultimate. “It’s still 
our number one seller, even though it has 
been in the line since 2005,” said Staci 
Berner. The garment offers molded under 
wire cups that “shape and support the 
breasts with light foam padding.” The wear-
er “instantly looks thinner because there are 
no elastic bands to alter her back with 
bulges. She instantly has more self confi-
dence to wear even the tightest clothing.”

Soon to be released, and expected to keep 
the sales growing in 2015, is the Demee 
Long and Demee Short push up bras, “This 
is the sexy side of Shapeez coming through,” 
said Staci Berner. Samples of the Demee 

have already arrived and the company is 
planning to start showing the bra and tak-
ing orders at the upcoming WWIN show in 
February in Las Vegas. “This is a beautiful, 
elegant and sexy bra,” Berner continued. 
“We had not moved into the sexy space 
before.” Photos will be available soon (and 
will be included in an upcoming issue of 
BODY), but she described the bra as “a 
sexy push up bra that also keeps the back 
smooth and the tummy slim. “The Demee 
Short will be Shapeez’ first bra with a front 
closure which customers have been asking 
for.”

To go along with the Demee bras, 
Shapeez is also planning to introduce a few 
styles of matching panties., a first for the 
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company. “We listen to what our customers 
are saying. And we keep innovating and 
improving on our original concept,” con-
cluded Berner.

swim is key for am:pm
Anticipating “a great year for swim,” 
AM:PM, the resort wear brand from 
Espiral is, for the second year in a row, dra-
matically expanding the number of bathing 
suits it is offering. The label is also moving 
up the release of its catalog to February to 
get product to consumers earlier.

In 2014, AM:PM, offered “around 30 
styles” said Angela Escobar, who co-owns 
of the brands along with husband Pablo 
Tobon. For 2015 there will be about 50 
swim suits. While swim was originally con-
sidered a complement 
to the resort line, it is 
“actually becoming 
the leader for the 
whole collection,” she 
said.

Espiral is focused 
on sexy lingerie, 
sleepwear, dance 
wear and club wear, 
while AM:PM is a 
somewhat more 
reserved label, which 
includes dresses and 
sportswear. It is 
designed to take a 
woman on a seaside 
vacation from “beach 
to bistro.”

“We were not really 
focusing on swim at 
the beginning,” 
Escobar admitted, recounting the creation 
of AM:PM. But that started to change last 
year. AM:PM doubled the number of 
swimsuits, from about 15 in 2013 to about 30 
in 2014. “And sales continued to grow. We 
realized we needed to pay more attention” 
to the category. The designer added that 
stylistically 2015 is also “big jump from any-

thing we have offered 
before. The quality. The 
attention to detail. It is 
more fashion forward. 
More in line with what a 
fashion buyer wants.”

Wholesale prices for the 
swim suits will remain in the 
range of about $13 to $27 for 
two piece suits (which make 
up the majority) and about 
$20 for “a one piece or 
monokini.” All suits are 
available in three sizes, 
small, medium and large.

The recent photo shoot 
for the 2015 AM:PM collec-
tion at the Hard Rock 
Hotel Riviera Maya in 
Puerto Aventuras, Mexico 
was particularly successful according to the 
designer. The location provided the “perfect 

scenery” and an ideal backdrop 
to showcase the “glamorous and 
captivating style that AM:PM is 
known for.”

The AM:PM collection will 
be available to stores much ear-
lier next year. The catalog, 
which in 2014 was published at 
the end of March, will go into 
the mail in February 2015. The 
moves should allow “spring 
breakers to actually buy the col-
lection” for their 2015 holiday, 
said Escobar.

After skipping the Surf Expo 
for the past two years, AM:PM 
is planning to attend the event 
January 8 to 10, 2015 in Orlando. 
It will also attend the Paris lin-
gerie and swim show later in 
the month.

knock out: 5th anniversary
Knock out!, the company which launched 
with its patented “Smart Panties,” cele-
brates a its five year anniversary in 
December. Since its founding the company 
has added several new solutions products 
and placed its intimates in hundreds of 
stores in the U.S. and around the world.

Knock out!, which uti-
lizes “American innova-
tion and an American 
workforce” began with 
“patented natural cotton 
technologies” that were 
originally contained in six 
panty styles in nude, the 
company remembered in a 
celebratory release.

“Despite the lackluster 
economy during the early 
years, Knock out! has 
grown rapidly because we 
are offering a solution 
women want - a solution 
that is comfortable, versa-
tile and attractive,” stated 
Angela Newnam, founder 
and CEO. “Our custom-

ers are working out, laughing, living and 
knowing they are “Ready for Anything” – 
white pants and all!”

Noting that “over 90% of new companies” 
fail in their first five years, Newnam credits 
Knock out!’s success to innovation, “indus-
try know how” and “strong credit to 
Lorraine Chambers,” the company’s vice 
president of sales and marketing since 2011. 
“I had a product, and Lorraine knew how to 
bring it to market. She hired reps, and we 
had our Curve debut in August of 2011. 
Together our team is building a brand with 
strong customer loyalty.”

From the start, retailers perceived that 
Knock was filling a void in the marketplace. 
IC London, in Charlotte North Carolina, 
was the first store to buy the brand and 
continues to carry the full Knock out! line. 
“We started with the six original styles and 
have added every item as they’ve grown,” 
stated the store’s Shelly Domenech. “We 
serve a diverse customer base, needing 
everything from thongs to briefs, from extra 
smalls to plus sizes. Knock out! has a style 
for every body type and size – and my cus-
tomers love that they are pretty and func-
tional at the same time. With 22 years in the 
business, I have seen a lot of lines. Knock 
out! is our #1 selling panty brand – they ship 
quickly, regardless of the order size, they 
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There are another two new panties in the 
same fabric. One is the Seamless Cheeky 
Style Panty (item #9076) with soft lace trim 
and ruching. It wholesales for $4 with a 
suggested retail of $8 to $10. The other is 
the Seamless Bikini Style Panty (item 
#9077) with soft lace trim, with the same 
pricing. Yet another new item is the Coobie 
Seamless Tie-Dyed collection which fea-
tures the same Scoopneck and V Neck 
styles but all “individually custom tie-dyed 
in the USA. Each one is unique.” These 
wholesale for $9 to $10.

In addition, many of the other styles in the 
collection have added at least a few new 
shades.

fantasy: jericho promotion
Fantasy Lingerie reported “tremendous 
success with its participation in EMG’s 
nationwide radio promotion for author 
Ginger Jamison’s new romance novel, 
Jericho. The campaign, spanned “10 Nielsen 
Audio rated U.S. markets” and “featured a 
Fantasy Lingerie shopping spree as its 
grand prize,” according to the firm.

“We were thrilled to provide the grand 
prize in EMG’s 10-market 
radio campaign to promote 
Ginger Jamison’s new 
novel. The opportunity to 
reach millions of people as 
they listen to their favorite 
stations throughout the day 
was very attractive,” said 
Leilani Whitney, managing 
director for Fantasy 
Lingerie. “Response has 
been extremely favorable. 
We congratulate each mar-
ket’s winner and thank 
everyone who participated. 
We’re always excited to 
bring Fantasy into every-
one’s life.”

“The romance novel tells 
the story of a single mother 
with a pained past who falls 

in love with a war injured Marine during 
her shift as a night nurse at Jericho Military 
Hospital. A moving and seductive tale 
about the power of love and sensuality, 
“Jericho’s” storyline is in keeping with 
Fantasy Lingerie’s com-
mitment to helping peo-
ple experience the joys 
and surprises a little 
romance can bring into 
one’s life,” the firm 
explained. And the 
Fantasy Lingerie shop-
ping spree grand prize at 
the end of the contest 
“was the perfect give-
away in EMG’s radio 
campaign.”

As part of EMG’s 
“Jericho” book promo-
tion, Fantasy Lingerie 
reached more than 5.4 
million listeners and 
social media users in the 
markets of San 
Francisco, San Diego, 
Dallas, Jacksonville, Jackson, MS, Kansas 
City, Philadelphia, and Baltimore.

new laundry license
In a second try in two years, Perry Ellis 
International, Inc. has entered into a licens-

ing agreement with 
Undergirl under 
which that company 
will “design and dis-
tribute intimates 
including shape-wear, 
sleepwear, lounge-
wear and robes under 
the Laundry by Shelli 
Segal brand in the 
United States and 
Canada.”

Undergirl (a division 
of Underboss 
Productions, LLC) 
plans to launch the 
Laundry by Shelli 
Segal intimates collec-
tion in “better depart-
ment stores” and such 

online stores as barenecessities.com and 
figleaves.com, in Fall 2015.

In August 2012, PEI Licensing, a subsid-
iary of Perry Ellis International, had 
announced it licensed Laundry by Shelli 

Segal to Vayola, a division 
of The Kersheh Group, “to 
design, manufacture and 
distribute sleepwear, robes 
and loungewear.” The 
expectation then was that 
product would launch “for 
the fall 2013 season and be 
available within current 
Laundry by Shelli Segal 
channels of distribution, 
such as Neiman Marcus, 
Saks, Nordstrom and Lord 
& Taylor.” Kersheh recently 
exited that deal, according 
to a source close to the situ-
ation, allowing the 
Undergirl agreement to 
move forward.

“The success of the 
Laundry brand is driven by 

our capability to offer sophisticated styling 
across our product offerings. We welcome 
Undergirl’s partnership to enhance the 
brand’s lifestyle portfolio, and are delighted 
with the potential this collaboration offers 
in bringing further expansion to our global 
reach,” declared Oscar Feldenkreis, presi-
dent and chief operating officer of PEI, in 
announcing the new agreement.

“After many years of focusing on organic 
growth, Undergirl has recently collaborat-
ed with  leading entertainment properties 
such as Warner Bros, 20th Century Fox 
and Live Nation.  We are excited to add 
such a modern, lively, fashion-forward 
brand like Laundry by Shelli Segal as a part 
of our expanding, sophisticated and con-
temporary Intimates and Sleepwear offer-
ings,” remarked Undergirl’s Creative 
Director, David Cohen.

Founded in 1996, Undergirl has expanded 
its licensed offerings in recent years. Brands 
include DC Comics, Sesame Street, 
Deadmaus, Ghostbusters, My Little Pony, 
Looney Tunes and Scooby Doo.
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Other labels include Underboss under-
wear for men, Scaredy-Kat, Backseat by 
Undergirl, Kid-Wonder and Side A Boxers

The underwear is carried by a wide range 
of retailers including such stores as Urban 
Outfitters, Hot Topic, Think Geek, 
Spencer’s and Patricia Field.

baci names winners
Baci Lingerie announced the top three win-
ners of its “Dreams Retail Display Contest,” 
and at the same time released “Volume 3” of 
its Dreams role playing costumes.

Retailer Déjà Vu Love Boutique 
Stratosphere took first place, followed by 
Hush Canada and Fantasy Gifts, and each 
received “fun prizes for their store and staff, 
simultaneously increasing brand awareness 
and driving sales with 
dynamic in-store retail dis-
plays,” according to Baci 
Lingerie.

“The Baci Lingerie 
Dreams Retail Display 
Contest was the perfect 
way to celebrate the newest 
release of our bestselling 
costume line, a collection of 
ensembles that encourage 
fantasy and playfulness,” 
stated Helle Panzieri, sales 
director for Baci Lingerie, 
in the announcement. 
“Participating retailers did 
an excellent job of captur-
ing the mood and spirit of 
Dreams by Baci. Great 
work to all of the stores that 
entered, and congrats to 
our winners!”

“Preparing for Halloween is one of our 
most rewarding seasons, and social media 
promotion is a creative way to engage and 
support our customers with fun incentives,” 
continue Andy Green, president of Xgen 
Products. For the contest, retailers were 
asked to “submit photos of their most cre-
ative in-store displays inspired by the evoca-

tive backdrops featured in Dreams product 
images,” according to Baci. “Entries were 
posted to the Dreams Retail Display 
Contest app on the Baci Lingerie Facebook 
page, where votes were tallied to determine 
the winners.”

Dreams Volume 3, a 12 SKU collection, is 
currently in stock and available to order. 
The U.S. source for Baci Lingerie is Xgen 
Products, available through reps or at 877-
450-9436 and www.xgenproducts.com.

first nasty gal shop
Nasty Gal, the online store that offers a 
wide range of apparel from dresses to coats 
(as well as an extensive collection of swim-
wear and lingerie), has just opened its first 
retail location at 8115 Melrose Avenue in 
Hollywood.

“We’ve been having a dialogue with our 
gal for eight years this month and to cele-
brate that, we’re taking the conversation 
offline,” said Sophia Amoruso, Nasty Gal 

founder and CEO.
According to the 

firm, “the brick and 
mortar store offers a 
curated selection of 
apparel, shoes, inti-
mates, accessories, 
tech and gifting, as 
well as exclusive vin-
tage pieces that Nasty 
Gal is known for.” The 
3,500 square foot loca-
tions was designed by 
architect Rafael de 
Cardenas and “takes 
inspiration from con-
cert stages with reflec-
tive surfaces and open, 
cage-like structures 
that suggest both 
exhibitionism and pri-

vacy.” The store also includes a shoe salon, 
magazine library and live cactus garden, as 
well as five fit rooms.

Amoruso “realized how important it is for 
herself and the Nasty Gal brand to engage 
with customers in real time,” according to a 
company statement..

“We are engineering shareable moments, 

both visual and experiential, into our 
stores,” Amoruso added. “We are creating 
real-life social media by engaging the com-
munity we have built purely online. Where 
that goes is truly limitless.”

dream lounge: jockey license
Dream Lounge has the Jockey license for a 
collection of men’s and women’s thermal, 
and showed the new collection, which is 
scheduled to be in stores next fall, during 
the November 2014 market.

Dream Lounge was founded in 2011 by 
two Russell-Newman alumnae, Paula 
Pereira, who had been president of that 
firm’s Willow Creek division, and Jenna 
Lowe, who had been director of marketing 
for the parent company. The Dream 
Lounge is both a loungewear blog, com-
menting on various aspect of the market, as 
well as a creator of sleepwear for “leading 
apparel providers” and owner of three of its 
own labels, White Orchid, Good Night 
Kiss and Cool Girl.

“We are thrilled to introduce our partner-
ship with Dream Lounge,” said Milou 
Gwyn, VP of licensing at Jockey. “Their 
mission to ‘shake up sleepwear’ is aligned 
with Jockey’s commitment to continue pro-
viding on-trend product with the latest in 
apparel technology. We are excited to lever-
age their proven industry success for 
Jockey’s thermal business.”

joe’s intimates
In late May, Onis Design Group signed a 
licensing agreement with Joe’s Jeans to 
produce a collection of intimates and 
loungewear under the Joe’s Intimates label. 
Holiday styles have already been delivered 
to stores.

In an exclusive interview with BODY, 
Onis CEO Jon Lewis recounted, “We were 
able to show at August market, Project, and 
Coterie while shipping on time for the Joe’s 
store launch at the end of October. We feel 
no one in the category could have accom-
plished what we have in such a short win-
dow.” He added that spring 2015 designs 
are on schedule for 1/25 delivery.

Onis itself opened in October 2013, but 
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Lewis has worked in the intimate apparel 
and swim market for years, most recently at 
D2 Brands (a division of Delta Galil), and 
before that at Christina Swimwear. He also 
worked at Sara Lee and Warnaco earlier in 
his career.

“We have the license for all inner-wear 
categories,” Lewis explained, but added he 
is “focusing on bras, daywear, a multiple 
price pant program, and lounge.” There are 
“7-10 bra styles in the collection, 5-6 different 
daywear collections with three to five styles 
each, three fabrications in our multiple pant 
program with two to three styles in each, 
and an expansive loungewear collection.”

“Delicate unlined bras for spring are key 
components,” the CEO continued, “along 
with luxe fabrics in daywear featured in ele-
gant camis and chemise. Loungewear key 
silhouettes are hoodies and lounge pants in 
luxe fabrics, then elegant lace, mesh, and 
chiffon in uniquely interpreted classic sleep-
wear styles as well.”

According to the Onis description, “The 
Holiday 2014 Collection offers lingerie in 
four different capsules: Natasha, Nadia, 
Ella, and Emma. Natasha features black 
European mesh lace and is sophisticated 
and romantic. Nadia features European 
lace in black, red, and pale grey for a flirty 
and feminine look. Ella is designed with a 
black mesh fabric and includes gorgeous 
eyelash lace, resulting in a modern yet deli-
cate appearance. Emma features a super 
soft modal fabric and comes in black, white, 
heather grey, and a delicate floral print.”

Wholesale pricing in “The multiple price 
pant program is roughly $5, daywear ranges 
from $12-$30, bras $16-$28, and lounge $20-
$45,” Lewis said. Retail prices in the 
“Multiple price pant program is $12 each, or 3 
for $30. Daywear ranges from $26 to $68, 
bras $36 to $62, and lounge $42- $98. Bras 
are sized 32-36 A, B, C, D, CC with all other 
categories XS, S, M, L.” Fabrications include 
“European lace and mesh, luxe viscose, cot-
ton micro modal, cotton spandex, along with 
other luxe fabrics like cashmere, etc.”

“By design, our first brick and mortar 
stores are for Joe’s Jeans stores this fall, 
along with their on line site,” said Lewis. 
“We will also be on line with Nordstrom 
and Von Maur for holiday, and then expand-
ing to other retailers in spring 2015.” Joe’s 
operates 14 full price stores and 20 outlet 
stores located in several states across the 
U.S., with on in Canada.

Lewis told BODY he took the Joe’s 
license because “Their aesthetic is unique to 
the category and much needed. 
Contemporary is driving the business and 
there are few branded entities in our space 
that deliver on their look. The price/value is 
exceptional and our ability to shorten the 
development cycle allows us to give the buy-
ers and consumers innovative, trend-rele-
vant product.”

Looking ahead, Lewis is planning “An 
expanded line for Joe’s as we design for fall 
2015,” and he added, “we are in negotiations 
for our next license in the contemporary 
space.”

jerry leigh: dickies girl
Jerry Leigh of California, a firm that pro-
duces apparel for a wide range of stores 
under many licensed labels, has become “the 
exclusive licensee for Dickies Girl juniors’ 
apparel,” according to brand owner 
Williamson-Dickie Manufacturing Co. 
Products will include “work and fashion 
tops, bottoms, and outerwear; plus juniors’ 
underwear, sleepwear, and loungewear.”

“The juniors’ category is important to 
Dickies because we’re able to provide a 
versatile apparel solution with on-trend fit 
and style offerings to meet consumer needs, 
be it on-the-job in the service industry or for 
every day wearing occasions,” declared 
Dickies SVP of licensing and marketing 
Michael Penn. “Jerry Leigh has over 50 
years of high-level design, manufacturing, 
and retail experience in the apparel indus-
try. We’re excited to have them strengthen 
our juniors’ replenishment programs while 
re-establishing the brand in juniors’ season-
al fashion.”

Jerry Leigh lists almost two dozen top 

stores as customers on its website, ranging 
from Walmart, Kmart, Old Navy and 
Kohl’s to Nordstrom, Neiman Marcus and 
Bloomingdales. Headquartered in Los 
Angeles, the firm also has offices in New 
York and Orlando. Manufacturing opera-
tions are located in Guatemala and 
Shanghai. Jerry Leigh licenses include 
Disney, Marvel, Paul Frank, Hello Kitty 
and others.

$2 million bras selling well?
Sales must be good for $2 million bras. 
Otherwise, why did Victoria’s Secret make 
two of them for its upcoming televised fash-
ion show December 9th?

“For the first time ever, there will be two 
Victoria’s Secret Angels, Adriana Lima and 
Alessandra Ambrosio, wearing the bras and 
body pieces on the runway” during the show 
according to the firm. The “Dream Angels 
Fantasy Bras” were designed for Victoria 
Secret by jeweler Mouawad. The bras “are 
adorned with over 16,000 handset precious 
gems, including rubies, diamonds, and sap-
phires. Accompanying the bras are body 
pieces of fine gemstones strung together 
with 18K gold.”

mgf sourcing to sycamore
L Brands, parent to Victoria’s Secret, 
announced that it “and certain of its affili-
ates have entered into an agreement to sell 
all of its remaining interest in MGF 
Sourcing Holdings to Sycamore Partners 
for $85 million, subject to customary terms 
and conditions. The sale is expected to 
close in the first quarter of 2015. MGF 
Sourcing Holdings owns and operates the 
third-party sourcing business in which [L 
Brands] sold a majority interest in October 
of 2011.”

When Sycamore purchased 51% of MGF, 
Leslie Wexner, chairman and CEO of L 
Brands, noted that the deal “enables our 
Limited Brands [now L Brands] team to 
continue our focus on our strategic priori-
ties – growing our intimate apparel, beauty 
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and personal care retail brands.” The sales of 
its remaining stake in MGF coincides with 
L Brands’ exit from certain apparel catego-
ries at Victoria’s Secret.

Sycamore describes MGF Sourcing as 
“one of the largest apparel sourcing, manu-
facturing, and supply chain companies in the 
world...with more than 40 years of experi-
ence and over 700 skilled associates world-
wide “

At the time of the 2011 transaction, L 
Brands noted that it planned to “retain 100 
percent ownership of its separate sourcing 
operation for their intimate apparel and per-
sonal care/beauty businesses.”

inbar schwartz to delta
Inbar Schwartz, an executive with extensive 
experience in business development and 
mergers and acquisitions, was recently 
named vice president director for business 
development at Delta Galil. She is the first 
addition to the “Executive Management” 
team at Delta since Tim Regan left in mid-
year.

Schwartz is a graduate of Columbia 
University and Harvard Law School, spent 
eight years as an attorney in Cravath, Swaine 
& Moore and Debevoise & Plimpton in the 
areas of mergers and acquisitions and pri-
vate equity. Most recently she worked at 
Tene Growth Capital since 2007 as a senior 
vice president where she was responsible for 
“executing transactions, growing companies 
and exiting companies. Inbar currently sits 
on the board of Fishman Thermo 
Technologies,” according to Delta.

Isaac Dabah, Delta Galil’s CEO, has 
noted on several recent occasions that he is 
interested in growing the company through 
one or more significant acquisitions.

catanzaro to launch ‘tome 12’
Patrice Catanzaro, the French fetish design-
er, discussed his new collection, Tome 12, 
scheduled to launch at the upcoming Salon 
International de la Lingerie in Paris, January 
24 through 26.

“In Tome 12 there will be many nice sur-
prises,” the designer told BODY. “This col-
lection will be a showcase of our know-how. 
Tome 12 will be deeply creative, and each 
theme will be developed. It will include cre-
ations with a very ‘haute couture’ orientation, 
long dresses, very structured blazers. A 
theme on X-men will also be developed and 
of course another fetish theme. It will include 
short and long dresses, sets, corsets, and 
many other things as usual.”

Catanzaro explained that “The inspiration 
for collection Tome 12 is Fantastic, Super 
Heroes. We’ve been working on the idea to 
make everybody feel unique. The main ten-
dency is overall to new materials and fabrics 
that we developed ourselves, tattoo fabrics, 
laser perforations”

The designer discussed his history with 
trade shows. “I first took part to Salon 
International de la Lingerie in 1994, at that 
time we were considered as aliens. Our 
booth was at the far end of the show, not 
visible at all. If they could have placed us in 
the restrooms, they would have done it! We 
had to fight to bring fetishism out of the 
ghetto where it was. Fortunately, things 
have changed since then.” In addition to the 
January Paris show, Catanzaro plans to 
attend “ILS in Las Vegas, Erofame in 
Hannover, and we also intend to go to other 
shows all over the world according to the 
opportunities. We are studying shows every-
where to know which ones could suit us.”

In other news, Catanzaro launched a new 
website in mid-November. “It has been cre-
ated to replace the previous one and to adapt 
to our new collections. It’s not totally fin-
ished yet, we are working on translations 
and referencing of resellers all over the 
world. This website is interesting because it 
gathers 5 different worlds, each collection 
has its own universe. When clicking on a col-
lection, you’re redirected to a completely dif-
ferent world.

Here is the link to this website: www.patri-
cecatanzaro.com.”

The latest site joins two other business to 
business website and launched in mid year, 
“one for Patrice Catanzaro, and one for Les 
P’tites Folies by Patrice Catanzaro.” He 
added that “They are very efficient and gen-

erate daily extraordinary orders. These web-
sites are the umbilical cord between our cli-
ents and us. They can discover our collec-
tions in real time, place their orders, check 
their account and do whatever they need 
24/24 and 7/7. It’s also a solution to reduce 
the effect of time difference. Here are the 
links :

www.patricecatanzaroofficial.com and 
www.patricecatanzarofolies.com.”

Catanzaro said he launched the “display 
website” to “allow the public to discover our 
collections and universe, and to allow them 
to easily find our brands resellers in their 
area.” The “B to B websites, we developed 
them for our clients, in order to make orders 
easier, to show availability of items, to give 
them an easy access to their accounts, invoic-
es, and all useful informations. We also com-
municate through our blog, which is widely 
followed by our fans and people who are 
willing to discover our world. Here is the 
link to our blog: www.patricecatanzaro-leb-
log.com.”

hanes q3: sales up, income down
HanesBrands reported 5% lower income of 
$118.9 million on 17% higher sales of $1.40 bil-
lion for its third quarter ended September 30, 
compared to income of $125.3 million on sales 
of $1.20 billion for the same period last year.

For the first nine months, income rose to 
$315.1 million on sales of $3.80 billion, com-
pared to income of $298.2 million on sales of 
$3.34 billion in 2013.

“Our business continues to perform very 
well, particularly in an uncertain consumer 
environment,” Hanes chairman and CEO 
Richard Noll said in explaining the results. 
“We have delivered more earnings in the first 
three quarters of 2014 than we did all of last 
year. Our Innovate-to-Elevate strategy, glob-
al self-owned supply chain, and acquisitions 
continue to generate shareholder value and 
give us confidence in our potential for many 
years to come.”

Recent Hanes acquisitions include 
Maidenform in 2013 and DBApparel earlier 
this year, and the company noted that in 
terms of net sales, “Maidenform contributed 
$115 million in the third quarter, and 
DBApparel contributed $81 million.”
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Ted Vayos, BODY: Describe your 
store for our readers.

Karen Przybylski:  We are in a 
small strip mall, hidden from the 
view of the many drivers that 
travel right past us every day. New 
customers usually call to get exact 
directions, and then tell us they 
know right where we are.  My 
Aunt decided to open another 
store in the suburbs when many 
of our customers moved out this 
way.  A large contributing factor 
was free parking in the lot just a 
few yards from our front door.  
The wheelchair ramp makes it ac-
cessible to everyone.  Most of the 
Metro Detroit area can get to us 
within about 20 minutes.  This lo-
cation proved to be a good choice 
when we had to close our Down-
town Detroit store in 2000.  We 
carry bras, girdles, waist cinchers, 
garter belts, slips, panties, long 
gowns, baby dolls, stockings and 
panty hose.  We try to carry what 
women can’t find in the depart-
ment or chain stores.

Ted: What makes your store spe-
cial?

Karen: What makes us special 
is…we are a specialty store.  All 
employees are trained fitters in 
bras and girdles.  When someone 
new starts to work here, it is usual-
ly 4 to 6 months before I let them 
be on their own to fit a customer.  
There are far too many places that 
act like they know what they are 
doing, and don’t!  Our most expe-
rienced fitter began working for us 
in 1959, another for 30 years, one 
for almost 20 and the newest has 
been with us about 8 months.  The 
ladies are also trained in teaching 
customers how to hand wash their 
bras and girdles to get the most 
wear out of their garments. 
   
Ted: What do you look for in a 
brand?
Karen: When it comes to brands 

we carry, most important is how it 
fits and what is the range of sizes.  
Next is the value for the custom-
er.  Is it worth what we will need 
charge for it?  If the answer is no, I 
tend to stay away from it.  I guess 
we would be considered low end 
to moderate.  There is a place in 
this world for bras that are $75.00 
and more, but the average woman 
with a full bust needs more than 
1 or 2 bras, and they should not 
have to go into hock to get them! 
Our main companies for bras are 
Eveden, Elila, Dominique and 
Cortland.  For girdles I would say 
that Rago, Cortland and VaBien 
are our main wholesalers.  For lin-
gerie, Shirley, Intimate Attitudes, 
Sante and Dixie Belle have been 
with us for many, many years.   I 
am looking forward to carrying 
a new company called Tia Lyn 
which I found at the Las Vegas 
Curve show.  They have lingerie 
designed for a fuller bust, which 
we desperately need!  I am also 
looking forward to getting a few 
more styles from Panache and try-
ing a few bras from Curvy Kate.

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

Karen: Quite a few of our custom-
ers have been shopping at chain 
stores that carry mostly padded 
bras. When we inform them that 
padding is designed to make the 
bust size look fuller, it comes as a 
big surprise to most.  Once they 
get into the correct size, they agree 
they don’t need the padding.  We 
also sell quite a few strapless bras.  
Weddings, Prom, Homecoming 
and basic summer dresses all need 
a good fitting strapless bra.  I’m 
always looking for new compa-
nies that make full sized and full 
busted short and long line strap-
less bras.

Ted: Describe your price points 
and size ranges.

Karen: We carry bras in cup sizes 
B thru N and back sizes 30 to 56. 
Average bra price on bigger sizes 
is about $50.00.  Although not all 
back sizes come in all cup sizes, I 
try to be aware of any companies 
that have even more extended siz-
es.  In girdles we have Small thru 
10X and can order some styles up 
to a 15X. The pull-on styles are 
anywhere from $30.00 to $55.00.  
Zipper girdles are a few dollars 
more.  In lingerie, we go up to a 
3X with some styles in 4X and 5X 
and slips up to size 52.

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

Karen: Our average customer 
wears a 42J bra (American sizing) 
and a 3X girdle.  So, about a size 
18 or 20 dress.

Ted: What is your average cus-
tomer spend per visit? 

Karen: Our average customer 
spends about $85.00-$90.00.  That 
is 2 bras or a bra and girdle.  Some 
will come in once a year and stock 
up and some will come in every 2 
months and get 1 piece.

Ted: Describe your customer. 

Karen: We have customers rang-
ing in age from 10 to into their 
90’s.  We have a few that are over 
100! We have so many families 
that will come in with at least 3 

generations all together. Most of 
our customers are women, but, 
we do have men that come in to 
get a bra or some lingerie for their 
ladies.  We also have quite a few 
longtime customers that are cross-
dressers.  A little bit of everything!

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

Karen: What has really impacted 
our business in the last year or two 
is how many people are getting fed 
up with stores that carry bras but 
don’t have anyone that can really 
help you.  They tell them the wrong 
size because they don’t know what 
they’re doing.  It benefits us, but 
the customers end up spending 
money on something that doesn’t 
fit correctly.  Another thing is that 
busts are getting fuller so much 
younger.  Some of our most popu-
lar sizes among the pre-teens are 
32DDD and 32G.  They are com-
ing in younger, thinner and bigger 
busted.  Even if a customer doesn’t 
buy from us, we’re always willing to 
tell them what size they should be 
wearing.  For our fuller busted cus-
tomers, we explain the difference 
between American and British 
cup sizing.  Keeping customers in-
formed about not putting their cell 
phone in their bra for the health of 
their breasts is another thing that 
has really changed in the last few 
years. The bottom line is….we care 
about our customers !

retail profile: tina-marie shop

B

Q&A with Karen Przybylski, president
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Ted Vayos, BODY: Describe 
your business to the BODY 
Magazine readers.

Britt Cruikshank:  La Sil-
houette Lingerie evolved out 
of my frustration with Cin-
cinnati’s lack of luxury Euro-
pean lingerie shops and the 
brands that I grew up with, 
along with my genuine pas-
sion for helping women feel 
good about themselves from 
the inside out. I opened La 
Silhouette Lingerie in 2007 
to bring a piece of Europe 
to the Midwest in Madeira, 
Ohio. I grew up shopping 
the quant boutiques com-
mon in Sweden and the rest 
of Europe that feature qual-
ity products and a high level 
of hospitality.

I designed our new expand-
ed store to help people feel 
like they are stepping off 
the streets of Paris and into 
a sanctuary of high-quality, 
luxurious lingerie. The bou-
tique is decorated with a 
bit of my Swedish heritage 
to make customers feel at 
home and comfortable. The 
chandeliers along with a few 
pieces of furniture are from 

the homes of my mother and 
grandmother. All this add up 
to a wonderful location for 
celebrations: bridal showers, 
anniversaries, couples, and 
birthdays. 

La Silhouette is not just 
about shopping, but also ex-
periencing the personalized 
attention to detail in an inti-
mate setting. We pride our-
selves on creating a non-in-
timidating atmosphere with 
stock our customers want 
including new, hard-to-find 
and exclusive brands. We 
carry the latest fashion in 
bras, panties and matching 
sets, gowns, robes, lounge-
wear, nightwear, shapewear, 
hosiery, bridal trousseau’s, 
swimwear, and accessories. 
Shoppers will find the store 
full of items from sizes 30A 
through 44H, XS through 
XL and from designers in-
cluding Prima Donna, Marie 
Jo, La Perla, Jane Woolrich, 
Verena, Francis Smiley, Fe-

raud, Roesch, , Pluto, Oscar 
de la Renta, and Hanky Pan-
ky. We are also an exclusive 
dealer of Wolford fashions: 
sweaters, tops, skirts, dresses, 
hosiery.

Through the years I have 
found that American wom-
en often struggle with feel-
ing feminine and sexy, which 
is something a European 
women is proud of. My store 
is all about helping women 
feel good from the inside 
out starting with properly 
fitting undergarments. We 
strive to not only create a 
special shopping experience, 
but also a personal relation-
ship with each client. It is 
important to sell, but to me 
it is more important to build 
the trust with women and 
even their significant other. 
This has always been the key 
to my success

I am driven by the values I 
learned as a child and great 

hospitality is one of those. 
Anyone who walks into the 
store will not only be greet-
ed by amazing lingerie, but 
also a warm cup of coffee or 
tea, cookies, good conversa-
tion and scents of the fresh 
seasonal flowers I buy each 
week. 

Madeira is a quant part 
of Cincinnati with lots of 
friendly pedestrian traf-
fic and is a perfect place for 
a store like La Silhouette. 
We are dedicated to helping 
all women feel good about 
themselves. I have even re-
ceived training to assist post 
breast surgery patients and 
in prosthesis fitting. As a 
company we are dedicated 
to serving the community, 
which includes supporting 
several local organizations 
like Lighthouse, the Lindner 
Center of Hope, Kinderwelt, 
Dress for Success, County 
Day School and Pink Rib-
bon. 

retail profile: la silhouette
Q&A with Britt Cruikshank, president
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event report
H.U.G Awards 2014 in New York    
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H.U.G. Awards were presented Tues-
day, November 4 to Komar, Inc and 
Kohl’s Department Store. The Intimate 
Apparel Square Club (IASC) hosts 
the annual event which raises money 
for Rusk Rehabilitation’s pediatric 

programs and other children’s services 
at NYU Langone Medical Center’s 
Hassenfeld Children’s Hospital. To date, 
the H.U.G. Gala has raised nearly $6 
million for Rusk pediatric rehabilitation 
and Tisch.  Charlie Komar, presi-

dent and CEO of Komar, and Nancy 
Feldman, EVP/GMM - women’s and 
intimate apparel, at Kohl’s, accepted the 
awards on behalf of their companies. The 
event was held, as it was last year, at the 
230 Fifth Penthouse in Manhattan.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Honoree Charlie Komar and Leah 
Komar Harris.

Angela Vega, attendee, Clelia Parisi of Macra lace and Rosa Chamides.

Honorees, Charlie Komar-President & CEO 
of Komar Inc. and Nancy Feldman-EVP & 

GMM of Kohl’s Department Stores.

Victor Vega of Wacoal, Walter Costello of Macra Lace, Janet 
Peters and Artie Nathan.

Michael DePrisco-President of IASC,  Honoree Charlie 
Komar and Dr. Steven Flanagan of Rusk.

Susan Harris, Laura Vasquez, Lana Todorovich, Nancy Feldman, Bertha Lopez and 
Sue Jaeger of Kohl’s Department Stores.

Toni Florin, Honoree Nancy Feldman and Pauline Feldman.

Lesley Fetting, Mary Vogt, Nancy Feldman and Robert Patterson of Kohl’s 
Department Stores.

Rob Hamilton, Sandra Davidoff, Julie Morbit, Kara McDonald, Jackie Lorenz, Jim Post and 
Kim Pohan of Mainstream.

Claudia Vasquez, Bertha Lopez, Sue Jaeger, Lana Todokovich and 
Laura Vazquez of Kohl’s Department Stores.
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Honoree Nancy Feldman with Les Hall.

Tom Richardson with Marilyn  and David Welsch of
Cupid Foundations.

Megan Strong, Rena Sukhov, Carie Sumida and Cheryl Rietner
of Rusk Rehabilitation - Pediatrics.
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John Brody and Sue Quinn of Jockey.

 Michael De Prisco and Norma Reinhardt  
Mascarotti of IASC.

 Greg Holland, Dee and Harry Gaffney of Komar.

Millie Aleman and Christen Pierce
of Cupid Foundations.

 Gary Hughes of IASC, Lisa Patin of Kohl’s with Jennifer Bosworth, Christine Lukasevicz 
and Annabelle Jimenez of TJX.

Yossi Nasser and Glen Silver of Gelmart.

Sue Jaeger of Global Brand Group, Kristina Wandschneider of
Kohl’s and Dan Bowe of PVH.

Jim Post and Rob Hamilton of Mainstream with 
Marianne Stone of Kohl’s

Ralph Spina and Randy Samson 
of  Ralph Lauren.

Michael Gilbert, Carol Williams and Robert Patterson of 
Kohl’s Department Stores.

Michael DePrisco of IASC and 
Ann Deal of Fashion Forms.

Angela and Victor Vega.
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Kristina Tobolic and Sarah Hagland of Kohl’s.

Suzanne Dawson, DMM and Kristina 
Wandschneider, buyer at Kohl’s.

Debbie Long Gedney of Komar with Ed Skuller of Wacoal.

Lisa Patin, Brenda Erlich, Christa Archual-Nie, Diane Allen all of Kohl’s with 
Donna Nadeau of Komar Inc.

Ellen Jacobson, Natalia Stegaru, Naama Laufer and Theresa Gaudet
all of Elila.

Javier Carrerras, Mike Gueli and Dioni Strickland 
of J.P. Morgan Chase.

Vinny Galterio of Lingtex and 
Debbie Pirozzi.

James Harris, Meagan Brown, Leah Komar Harris and 
Gerald Harris, COO of Komar.

 Justin and Steve Chernoff of Rago.

Roslyn Harte with Debby Long 
Gedney of Komar.

Maurice Reznik of Delta Galil and 
Honoree Charlie Komar.

 Stan Herman and Walter Costello.

Walter Costello of Macra Lace with Jessica 
Pfister of Komar.

 Carole Hochman of Naked Brand Group and 
Victor Vega of Wacoal.

 Kim Pohan of Mainstream and 
Pierre-Nicolas Hurstel of Curvexpo.
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then learn it only goes up 
to a D cup.  It’s also im-
portant that I can source 
styles which are able to be 
easily replenished and of 
which top-up orders can 
be made.  I’m not a fan 
of having to indent-order 
several seasons in advance; 
I always struggle with 
that, so prefer to take the 
easy route of replenishable 
styles. The selling price is 
also important, because 
my customers are often on 
a budget and looking for 
value and quality. I’m not 
looking for the most high-
end gear.  My customers 
are mainly into everyday, 
practical items which will 
survive many cycles in the 
washing machine, so these 
are important characteris-
tics of the brands I stock.  
Because I’m based in New 
Zealand and can’t get to 
wholesale trade shows 
very often, I also really ap-
preciate when a potential 
supplier sends me a sam-
ple to touch and see in real 
life.  For the sake of their 
postage (sending things 
to New Zealand can be 
expensive!) I quickly be-
come a very loyal retailer, 
and will favor those sup-
pliers rather than the ones 
who only share PDF files 
via email.  The interac-
tion with the supplier is 
also very important to me, 
perhaps even a little more 
important than the styles 
themselves. The supplier-
retailer relationship builds 
up over time, and develops 
as styles come and go.  I 
have one supplier (QT In-
timates in USA) whom I 
have dealt with for many 
years.  We have a little 
banter and chat via our 
messages, and although 
we have never met in real 
life, we have developed 
a great relationship.  My 
contact there makes me 
feel like an important re-
tailer, even though I’m 
so far away, and probably 

only doing a fraction of 
trade compared to his 
other stores. Ray Rich-
mond and his company 
QT Intimates deserves 
great kudos – they meet so 
many of my most critical 
criteria of having a fun-
damental range of prod-
ucts for maternity and 
breastfeeding.  It is be-
cause of this company that 
Breastmates has become 
well-known for the QT 
Intimates line of Sports 
Nursing Bras, which have 
been one of my key sell-
ing products for many 
years.  I do get disappoint-
ed when suppliers don’t 
provide professionally 
modeled images for their 
products. Sometimes they 
only provide a sketch or a 
flat-lay image.  This just 
means extra work for me, 
as I then have to commis-
sion a photo shoot before 
I can load their product 
on my website and start 
selling them.  It can also 
be disappointing when a 
supplier has a great prod-
uct, which might be a key 
seller for my store, but 
then they discontinue it 
without much prior noti-
fication. I do carry a large 
range of other products 
at Breastmates beside in-
timates and swimwear. I 
also provide a great selec-
tion of maternity clothes, 
breastfeeding clothes, 
breast pumps and related 
baby feeding products.
Ted: Describe the popu-
lar styles or trends in your 
store.

Franny: Down here in 
New Zealand, black is al-
ways a very popular colour 
for lingerie and swimwear, 
and nude is fashionable 
for bras in summer when 
people are wearing lighter 
garments. If I stock a black 
nursing bra with a little 
bit of colored trim on the 
straps or the elastic, that’s 
a very popular variation 

on basic black which my 
customers seem to love. 
I find it more difficult to 
sell patterned, floral, or 
bright-colored items, as 
my customers prefer to 
stick with black.   

Ted: Describe your price 
points and size ranges.

Franny: Because my cus-
tomers are new moth-
ers who are often cutting 
back to one income in 
the household, they are 
very conscious of their 
spending, and may view 
lingerie as a luxury item 
rather than as a necessity.  
So they might stick to the 
more basic styles, or they 
might buy a lacy bra as 
a treat.  Prices of around 
$40 - $60 for a nursing 
bra are standard.  If there 
are beautifully designed 
nursing bras priced at over 
$60, they will be more dif-
ficult to sell.  Size ranges 
are 32A to 42H, though 
most orders come through 
for 36DD-38F.

Ted: What is your typical 
or average customer size? 

Franny: 38DD

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

Franny: $70

Ted: Describe your cus-

tomer. 

Franny: My customers are 
pregnant women and new 
mothers.  And often hus-
bands or parents who are 
buying gifts for the preg-
nant woman in their lives.

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

Franny: The biggest impact 
on Breastmates over the 
past year has been branch-
ing out to reach the Aus-
tralian market through the 
www.breastmates.com.au 
website, which had been 
a goal for the past three 
years.   We are now able to 
reach Australian custom-
ers while running every-
thing here from our New 
Zealand headquarters.To 
give an idea of the scale 
of potential growth with 
this growing Australian 
connection, here in New 
Zealand there are about 
60,000 babies born per year, 
while Australia has about 
300,000.  We’ve also been 
busy creating a fun and ac-
tive Facebook page (www.
facebook.com/breastmates) 
where I and my staff can in-
teract with customers on a 
more personal and informal 
manner – mainly by taking 
a light-hearted approach to 
the challenges of mother-
hood, along with carefully 
curated product place-
ment advertorials.

27DECEMBER  2014  •  BODYDAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US



je
t s

et
 fr

om
 o

h 
la

 la
 ch

er
i  ·

 (8
66

)-5
48

-2
92

9 
ex

t. 
30

2/
30

4 
 •

 sa
ra

h@
oh

la
la

ch
er

i.c
om



clubweares
pi

ra
l •

 (9
54

) 4
30

-3
62

4•
A

D
M

IN
@

ES
PI

RA
LL

IN
G

ER
IE

.C
O

M



2014
dec. 9-11

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

2015
jan. 4-6
  Fame

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

jan. 5-7
  Accessorie Circuit

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

jan. 5-7
  Intermezzo Collection

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

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

jan. 12-14
Hong Kong 
International 
Licensing Show 

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

jan. 8-10
   Surf Expo Show

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

jan. 15-16
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

jan 19-21
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
www.TexworldUSA.com

jan. 19-21
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

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

jan. 24-26
Interfiliere & Salon 

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

jan. 31-feb. 2
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

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

feb. 1-5
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. 15-17
Moda UK Lingerie & 
Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 15-18
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 16-17
CURVENV
Sands Expo Hall
Las Vegas, Nev. 

(212) 993-8585
curvexpo.com

feb. 16-19
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

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

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

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

feb. 17-19
Project
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 17-19
POOL
Mandalay Bay & Las 

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

   magiconline.com

feb. 21-23
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

feb. 22-24
CURVENY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

feb. 23-25
  Fame

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

feb. 23-25
  Fashion Coterie 

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

feb. 24-27
  CPM Body & Beach

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

march 1-5
ASD Show Las Vegas 
Convention Center and 
Sands Expo
Las Vegas, NV
asdonline.com

event & show dates 2014-2015
calendar

30 DECEMBER 2014  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US



march 8-9
Essentially Women's 
Focus on the Future 
Rosen Plaza 
Orlando, Florida
(800) 988-4484
essentiallywomen.com

march 13-15
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

march 21-24
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

march 22-24
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

march 25-28
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

march 30-april 1
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

march 30-april 1
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre

852 2815 0667  
Interfiliere.com

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

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

may 4-6
  Fame

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

may 3-5
Off Price
New York, NY
(262) 782-1600
offpriceshow.com

may tba
Intermezzo Collections 

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

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

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

licensingexpo.com

july 5-7
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

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

july 18-21
SwimShow & 
Lingerie Show
Miami Beach 
Convention Center
Miami Beach, Fla.  
(305) 596-7889
swimshow.com

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

aug. tba
  Accessorie Circuit

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

aug. tba
  Intermezzo Collection

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

aug tba
CURVENY 

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

aug. tba
  Fame

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

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

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

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

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

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

aug. 12-15

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

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

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

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

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

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

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

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

Marcin Luc:  We decided to 
open up the store in Green-
point for two reasons. First 
of all we used to live here for 
many years and the neigh-
borhood is very close to our 
hearts. Secondly there was 
no lingerie boutique in our 
area at all. We wanted to give 
women a nice store 
where they can get all 
the intimate apparel 
without a trip to a mall. 
We are a small 600SF 
boutique with interior 
kept in the theme of 
50s with appropriate 
music for that decade 
playing in a back-
ground, which makes 
the store one of a kind. 
Our helpful and always 
smiling staff will help 
you choose from ev-
eryday bra and panties 
to hot and sexy corsets, 
chemises and sets to 
spice up your night life.

Ted: What makes your 
store special?

Marcin: What makes us 
special? That’s easy. Our 
monthly parties!!! Every 
month we throw a party for 
our clients. We bring in the 
DJ, hot models (male and 
female) dancing in a window 
display to present our linge-
rie, snacks, champagne and 
tons of fun. Not only there 
is no cover charge, but on 
top of all that we prepare for 
our guests, we always prepare 
special discounts or raffles.
   
Ted: What do you look for in 
a brand?

Marcin: First of all we look 
for comfort. All the product 
we sell have to be comfortable 
for our clients. You wouldn’t 
want to buy something that 
doesn’t fit you well or doesn’t 
sit comfortable on your skin. 
Durability and finish are also 
very important for us, since 
we want our products to be 
well made that will last you 
good amount of time. We 

very often choose European 
brands like Triumph (our fa-
vorite), Nikol Djumon and 
Kinga to name a few. We 
received a great feedback 
from our clients and decided 
to go this direction. We re-
cently brought well known 
Commando as per request 
of many our clients. In addi-
tion to lingerie, we also offer 
cosmetics (anti-aging, make 
up, everyday care) and well 
as vintage jewelry.

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

Marcin: Our best sellers are 
always corsets and chemises 
so I guess we have a very ac-
tive clientele. Our store also 
turned out to be a favorite 
boutique of seniors coming 
for regular everyday use cot-
ton underwear.

Ted: Describe your price 
points and size ranges.

Marcin: In terms of price 
point we don’t go over $40-
50 per item, with exception 
of corsets really. Everything 
else is very affordable while 
delivering great quality at 
the same time. We have all 
typical sizes as well as certain 
items in plus size.

Ted: What is your typical or 
average customer size? 

Marcin: Our clients are all 
over the board, we can’t re-
ally specify what size is a 
best seller, but I can tell 
you which is not. XS and S 

we sell much less then M,L 
and XL which we constantly 
have to order.

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

Marcin: Normally client 
leave $50-$150 per visit and 
it usually 3-5 items bought.

Ted: Describe your 
customer. 

Marcin Definitely 
mostly women, most 
in their 30s. Those are 
the once we see the 
most. Of course we 
do get the whole va-
riety of women in our 
store starting from 
your highs school and 
college girls to mature 
women as well as se-
niors. Every women 
deserves to look and 
feel beautiful and that’s 
how we want them all 
to feel in our boutique.

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

Marcin: Well, since we’re 
a fairly new place (opened 
end of 2013) we don’t really 
have anything to compare to 
yet. However we see a slow 
steady increase in revenue. 
There are of course good 
and bad months, thank god 
for Christmas coming soon, 
but we’re coming a full circle 
next month and will be cel-
ebrating our 1 year anniver-
sary on black Friday.

retail profile: von tease boutique

B

Q&A with Marcin Luc, president
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hanes still hungry for more
HanesBrands is still hungry to devour more 
companies, even after buying DBApparel 
for $528 million earlier this year and 
Maidenform for $583 million in 2013.

HanesBrands chairman and CEO Richard 
Noll, in a conference call at the end of 
October with Wall Street analysts to discuss 
the company’s third quarter financial 
results, (see story in BODY) repeatedly 
mentioned his desire to expand the compa-
ny through acquisitions.

Of course Noll also expects organic 
growth from Hanes’ existing 
businesses, but as he sees it, 
the vertical supply chain 
Hanes now possesses is so 
profitable and efficient com-
pared to what else is out there, 
buying businesses and run-
ning their products through 
the Hanes production system 
will be an winning strategy far 
into the future. It is interesting 
to note that Noll is specifical-
ly targeting companies, and 
there are many out there, that 
long ago sold off — or never 
even owned — their own pro-
duction facilities.

“Our organization is execut-
ing very, very well,” Noll 
boasted. “Our marketing 
teams are connecting with our 
consumers, our sales teams 
are working well with retail-
ers, our supply chain teams 
continue to increase efficien-
cy, our IT and administrative 
teams are digitizing processes 
and our entire organization is effectively 
integrating acquisitions. This superb execu-
tion has led to EPS doubling in just 2 years 
and it supports our belief that we can con-
tinue increasing earnings at double-digit 
rates for many years to come.”

Speaking of Hanes’ production capabili-
ties, Noll emphasized “it’s our vertically 
integrated company-owned supply chain 

that is truly the foundation of our business 
model. It is what enables Innovate-to-
Elevate. It enhances margin through ongo-
ing offering efficiencies and it represents 
the leverage point for creating value with 
acquisitions. By driving more and more 
volume through our supply chain with 
acquisitions, we can generate substantial 
cost synergies, and therefore, create signifi-
cant opportunity for margin improvement. 
We saw this with Gear for Sports and we’re 
seeing it with Maidenform, and we expect 
to see it with DBA and all of our future 

acquisitions.”
Again and again in the call, Noll empha-

sized his company’s “core competency in 
acquisition integration.” And in answer to a 
question about what kinds of acquisitions 
Hanes might consider, Noll replied, “we 
have very strict criteria that guide our 
acquisition thinking, one being in our core 
categories and the second one is being able 

to leverage that global supply chain where 
we can create a lot of value for our share-
holders. And when you think about the 
types of companies, domestically and glob-
ally, that are in our core categories, that 
actually, over the last decade or so, got out 
of their supply chains, we believe we’ve got 
a lot of opportunity to continue to create 
value through acquisitions for many years. 
And it’s why it’s become one of, not the 
only, but just one of our strategic initiatives 
to create value and we think we’re doing it 
well.”

In answer to a question about 
opportunities in Europe, Noll 
explained that there are many 
brands that do well in certain 
countries but not in others, even 
though consumers across the 
board “are looking for the same 
types of things in innerwear 
products in a lot of those coun-
tries as they are in United States, 
Mexico, Canada or Brazil.” His 
acquisition strategy will suc-
ceed in Europe because “we’re 
going to be able to get scale 
advantages by driving Innovate-
to-Elevate platform innovation 
across as well as leveraging our 
global supply chain. So I think 
from our perspective, acquisi-
tions work extremely well in 
this. You can buy strong #1 or 
#2 positions, plug them into 
your global platforms and sup-
ply chain and really create a lot 
of shareholder value.

Noll pointed to Germany where 
Hanes has “a strong position in 

hosiery, [but] we don’t necessarily have a 
strong position in men’s underwear or even 
women’s intimate apparel. We’ve got efforts 
to drive organic growth there. But an acqui-
sition in that market might not be out of the 
question from a long-term prospect.” He 
cautioned, however, that “I’m not saying that 
we’re focused on any target there today,” 
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delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

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

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

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

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

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

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

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

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

Asked about possible acquisitions in Asia, 
Noll reponded, “we don’t necessarily have 
anything that prioritizes one acquisition 
over another after that. So we don’t -- we’re 
not prioritizing Europe over Asia or domes-
tic or Innerwear over Activewear. Once 
things get -- through that screen, we look at 
all of the opportunities we’d have. And 
when a deal looks right for us and for the 
other side and we can make a deal that’s 
going to be in interest of our shareholders, 
we’ll go ahead and do so. So there’s no real 
sub-prioritization. So Asia, we’ve done 
some acquisitions there, some small acqui-
sitions over time. It’s either not off of our 
radar screen nor is it the next highest prior-
ity either. It’s just in the mix.”

The complete transcript of the conference 
call can be found here:

http://seekingalpha.com/article/2613895-
hanesbrands-hbi-ceo-richard-noll-on-
q 3 - 2 0 1 4 - r e s u l t s - e a r n i n g s - c a l l -
transcript?page=4&p=qanda&l=last

wacoal: ‘poor performance’
Wacoal’s worldwide sales fell 2.4% for the 
six months ended September 30, but net 
income rose 1.5%. The Japan-based firm, 
which does 83% of its business in Asia, 
noted that in the U.S., “sales at department 
stores, which are our major clients, 
remained unchanged” from the same period 
last year, but admitted “Sales from our 
b.tempt’d brand, featuring simple design, 
showed poor performance,” as did its 
Eveden products.

Overall, operations in the U.S. resulted in 
“operating income [that] exceeded the 
results for the corresponding period of the 
previous fiscal year due to an increase in net 
sales and the effects of weak yen.”

Worldwide, for the first half of Wacoal’s 
fiscal year (which ends March 31, 2015), 
the company recorded net income of 6,530 

million yen (about $56 million in current 
exchange rates) on sales of 96,190 million 
yen (about $849.1 million), compared to net 
income of 6,435 million yen ($56.8 million) 
on sales of 98,518 million yen ($868.7 mil-
lion) the year before.

Wacoal reported that in the first six 
months of its fiscal year it did 17.3%, or 
approximately $146.9 million of its sales in 
all of Europe and North America combined. 
This is an increase from the same period in 
2013, when those territories contributed 
15.6% to Wacoal’s overall sales. (The com-
pany does not break out separate figures for 
North America and Europe).

Referring to its U.S. business, the compa-
ny reported it was helped in the first half by 
“the strong performance of our T-shirt bra 
products since their launch in the spring. In 
addition, internet sales and sales from our 
business in surrounding countries showed 
strong performance, and as a result, overall 
sales on a local currency basis exceeded the 
results for the corresponding period of the 
previous fiscal year.”

Wacoal acknowledged some difficulties 
with Eveden, the brand it purchased in 2012. 
“With respect to Wacoal Eveden Limited, 
while sales in the United Kingdom remained 
unchanged from the previous fiscal year as a 
result of expanding sales channels for our 
Wacoal brand products, sales in other 
European countries in general performed 
poorly partially due to destabilization in 
Ukraine and the Middle East. Especially in 
France, while sales of swimwear products 
performed as initially planned, sales of our 
fashion products showed weak performance. 
In addition, sales from department stores in 
the United States showed poor performance 
due to the weak dollar, poor retail environ-
ment and a change of MD by certain clients. 
As a result, sales on a local currency basis 
fell below the results for the corresponding 
period of the previous fiscal year, but sales 
on a yen converted basis largely exceeded 
the results for the corresponding period of 
the previous fiscal year due to the sharp 
depreciation of the yen. In terms of profit, 
operating income largely fell below the 
results for the corresponding period of the 

previous fiscal year as a result of a decline 
in sales profit resulting from decreased 
sales, and of costs incurred in connection 
with changes in our system of business in 
Europe.”

Finally, as reported earlier, Wacoal 
acknowledged that the Federal Trade 
Commission (FTC) in the U.S. had issued a 
challenge that “advertising claims of some 
products lacked appropriate substantiation” 
and that “On September 29th, Wacoal 
America and FTC staff reached a tentative 
agreement that limits certain advertising 
claims and requires Wacoal America to 
issue refunds for such products to purchas-
ers in the amount of $1.3 million.”

In its own press release on that date the 
FTC used more pointed language: 
“Specifically, the company made false and 
unsubstantiated claims that wearing iPants 
would: substantially reduce cellulite; cause 
a substantial reduction in the wearer’s thigh 
measurements; and destroy fat cells, result-
ing in substantial slimming. The complaint 
alleges that these claims are not true or 
substantiated by scientific evidence, and 
therefore also violate the FTC Act.”

Q3 sales, income up at delta
Still on target to surpass $1 billion in sales, 
for the first time in a fiscal year, Delta Galil 
reported rising income of $13.8 million on 
higher sales of $267.2 million for the quar-
ter ended September 30. This compares to 
income of $12.7 million on sales of $257.2 
million for the same period last year.

Sales and income were also up for the first 
nine months of the year. The company report-
ed income of $32.9 million on sales of $754.5 
million, compared to income of $28.2 million 
on sales of $718.8 million in 2013.

CEO Isaac Dabah declared, “Our strong 
results for 2014 to-date have put the com-
pany firmly on track for a year of record 
sales and earnings, including our first full 
year of $1 billion-plus in sales.  To continue 
our strong growth momentum we are pursu-
ing a number of strategic initiatives, with a 
goal of significantly increasing our sales 
over the next five years through both organ-
ic means and acquisitions.”

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

B

(Continued on page 38) 

60 DECEMBER  2014  •  BODY

finance
(Continued from page 42) 



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

Willis Domingo:  Body 
Body is an online retailer 
that can be described as 
carrying everything sexy 
for the stylish trendy 
woman. From the sleek 
website design through 
our exclusive products 
and unique brands im-
ported from Paris and 
Amsterdam, everything 
about Body Body speaks 
high end. Our product 
categories include active-
wear, sexy lingerie, pant-
ies, open cup bras, dresses, 
clubwear, erotic jewelry, 
erotic novelties, lotions 
and our own famous line 
of bikinis. We have car-
ried fine women’s prod-
ucts for online shoppers 
since 1998.

Ted: What 
makes your store 
special?

Willis: Body 
Body occupies a 
unique upscale 
niche among 
women’s lingerie 
and sexy product 
online retailers. 
Our products 
are masterfully 
designed and 
exhibit careful 
high end crafts-
manship and 
superb materials 
including fine 
Belgian lace and 
gold and silver includ-
ing solid sterling silver. 
Everything about Body 
Body is meant to make a 
woman feel luxurious and 
just a little aristocratic in 
expressing her sexuality.  
   
Ted: What do you look for 
in a brand?

Willis: Our flagship 
brands are our own Bet-
ter Than Nude Lingerie 
and Domingo Bikinis. We 
also carry Sylvie Mon-

thule, Rimba, Oh la La 
Cheri and Fearless & Fun. 
Our offerings also include 
familiar brands such as 
Forplay, Minor Creations, 
Seven ‘til Midnight, Ta-
tiana, Cal Exotics and 
Rene Rofe. We look for 
originality, high style and 
cutting edge contempora-
neity in lingerie brands.

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

Willis: Our best sellers 
are sexy bras and 
panties including 
open cup bras. We 
are more successful 
with daring, cut-
ting edge styles over 
more traditional lin-
gerie. Our sales in 
dancer wear are also 
brisk.

Ted: Describe your 
price points and size 
ranges.

Willis: Our prices 

range from $12.95 to less 
than $100.00 for linge-
rie. Sizes range from XS 
through Diva (3X).

Ted: What is your typical 
or average customer size? 

Willis: We don’t really 
have a typical customer 
size. Most of our lingerie 
orders fall into the S-XL 
range.

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

Willis: Lingerie orders 
typically range from $30-
$150. Combined orders 
with non-lingerie items 
can be much higher.

Ted: Describe your cus-
tomer. 

Willis: The end users of 
our products are females 
between ages 22 and 54. 
Because lingerie is a gift 
item we have several male 
customers as well.
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