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vs, pink oct. sales fall 1%
Victoria’s Secret and Pink comparable store 
sales in North America fell 1% in October 
and 2% in the fiscal third quarter ended 
October 29, 2016. When the direct business 
for both brands was added in, sales fell 2% in 
October and 1% in the third quarter.

Amie Preston, chief investor relations for 
parent company L Brands, explained 
“Strength in the Pink business and sport 
category was offset by declines in the exit of 
non go-forward swim and apparel and the 
lingerie business.”

She added, “The merchandise margin rate 
was down to last year, primarily due to a 
decline in beauty as we reposition this cate-
gory. In addition, margin rate was unfavor-
ably impacted by promotional events to drive 
trial in key categories and proactively man-
age inventory. Third quarter sales at sales at 
Victoria’s Secret increased 1% to $1.584 bil-
lion and comps decreased 1%. Comps exclud-

ing the non go-forward categories were up 
1%. Third quarter sales at Victoria’s Secret 
direct increased 4% to $298.2 million.”

Third quarter sales at the Victoria’s Secret 
and Pink stores in North America totaled 
$1.286 billion.

Meanwhile, parent company L Brands, 
which also includes Bath & Body Works, 
La Senza and Henri Bendel, recorded com-
bined sales of $2.581 billion in latest quarter, 
up from $2.482 billion in the quarter ended 
October 31, 2015.

Preston noted that at Victoria’s Secret, “In 
November we will focus on our new 
Beautiful Collection and holiday apparel in 
the Pink business.” She concluded that, com-
pany-wide, “we expect November comps to 
be up low single digits.”

Along with the financial data, L Brands 
reported that from January 30 through the 
end of the latest quarter, the company had 
opened 14 Victoria’s Secret stores in the U.S. 
and closed six, raising the total to 998. 
During the same period it opened five and 
closed one Pink stores bringing the total to 

132. There are 37 Victoria’s Secret and nine 
Pink stores in Canada. In Canada the com-
pany closed one La Senza store, dropping 
the total there to 125, and recently opened its 
first three La Senza stores in the U.S.

Internationally, during the first three quar-
ters, L Brands opened two Victoria’s Secret 
stores in the U.K. bringing the total there to 
14. One Pink store was added in that coun-
try, raising the total to three.

Various partners also operated, at the end 
of the latest quarter, 381 Victoria’s Secret 
Beauty & Accessories stores. And interna-
tional partners operate 21 Victoria’s Secret, 5 
Pink and 207 La Senza stores. — NM

wacoal sales, income up
For the six months ended September 30, at 
Wacoal International Corp., the U.S. divi-
sion, “overall sales” as well as operating 
income “on a local currency basis” both 
exceeded results for the same period last 
year.

For the American division of Tokyo-based 

news

(Continued on page 8)
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Wacoal Holdings Corp., the “negative effects of inventory controls 
conducted by our customers,” in this country, “were offset by the 
steady performance of sales (mostly of our core Wacoal brand prod-
ucts) at department stores in the United States, and sales from our 
e-commerce website also showed favorable performance.”

The results at the U.S. division were favorably impacted “due to 
the improvement in profits from sales resulting from containing 
m a n u f a c t u r i n g 
costs and the 
results of our 
efforts to control 
PR related 
expenses.” Despite 
the improved per-
formance in dol-
lars in this coun-
try, overall sales 
and operating 
income, “on a yen 
converted basis” 
both “largely fell 
below the results” 
for the same six 
months in 2015.

I n t e r e s t i n g l y , 
while Wacoal did 
not break out fig-
ures for the United 
States, it did pro-
vide a chart show-
ing that the com-
bined sales for 
Europe and North 
America for the six 
months ended September 30 fell to 15,910 million yen (about $152.2 
million) compared to 18,676 million yen for the same six month last 
year. Operating income plummeted for the combined regions to 
1,088 million yen (about $10.4 million) compared to 2,152 million yen 
in the six month of 2015.

For parent company Wacoal Holdings, which operates in many 
other territories around the world, including Japan, China and 
Europe, overall net sales were 102,412 million yen, (about $979 mil-
lion dollars at current conversion rates), a decrease of 3.1% as com-
pared to 105,715 million yen last year. Net income for the first half 
year was 9,200 million yen (about $88 million dollars), an increase of 
23.0% as compared to 7482 million yen last year.
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Explaining the overall picture, Wacoal 
reported sales for the six months “fell below 
the results for the corresponding period of 
the previous fiscal year due to a slowdown in 
our wholesale business of women’s inner-
wear products, mainly at department stores 
and general merchandise stores, despite the 
favorable performance of our directly man-
aged stores of Wacoal Corp., our core oper-
ating entity in our domestic [Japanese] busi-
ness. Further, while demand in the United 
States and Europe has been showing a 
recovery trend, sales from our overseas busi-
ness decreased due to the impact of the 
appreciation of the yen and poor sales trends 
in China. As a result, our group’s overall 
sales fell below the results for the corre-
sponding period of the previous fiscal year. 
In terms of profit, overall operating income 
largely fell below the results for the corre-
sponding period of the previous fiscal year 

due to an increase in sell-
ing, general and adminis-
trative expenses which 
resulted from our domes-
tic business and costs 
accrued in connection 
with the reorganization 
proceedings by a subsid-
iary located in France. 
Nevertheless, operating 
income still exceeded our 
initial plan. Income before 
income taxes and equity in 
net income of affiliated 
companies largely exceed-
ed the results for the cor-
responding period of the 
previous fiscal year as a 
result of gain on sales of 
property, plant and equip-
ment which was recorded 
during the first quarter of the current fiscal 
year.”

The company added, “With respect to 
Wacoal Europe, in the United Kingdom, 

although sales from specialty 
stores and sales through 
e-commerce websites 
showed favorable perfor-
mance, sales at department 
stores showed weak perfor-
mance. Demand in the 
Eurozone area showed a 
recovery since the summer 
with a steady trend.” The 
company continued that 
“sales in North America and 
Eurozone countries were 
inflated by the influence of 
the weak Sterling pound. As 
a result, total sales on a local 
currency basis (Sterling 
pound) exceeded the results 
for the corresponding period 
of the previous fiscal year, 
but sales on a yen converted 

basis fell largely below the results for the cor-
responding period of the previous fiscal year. 
With regard to profit, we recorded an oper-
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ating loss due to costs incurred for the reor-
ganization proceedings by our subsidiary.”

In China, “sales at department stores 
showed poor sales trend, and sales from 
third-party e-commerce websites also 
showed weak performance in contrast to the 
strong performance seen during the previ-
ous fiscal year. As a result, overall sales, 
which were also impacted by the temporary 
suspension of shop openings and the closure 
of underperforming shops for La Rosabelle, 
our brand targeting the middle-class market, 
fell below the results for the corresponding 
period of the previous fiscal year. In terms of 
profit, operating income largely fell below 
the results for the corresponding period of 
the previous fiscal year due to an increase in 
labor costs, in addition to decreased sales 
and a decline in the sales profit rate.

As a result of the above, overall sales and 
operating income, on a yen converted basis, 
attributable to our “Wacoal Business 
(Overseas)” segment both fell below the 
results for the corresponding period of the 
previous fiscal year.”

Finally, at the company’s Peach John 
brand, “sales from our domestic directly 
managed retail stores (mainly in existing 
shops) showed steady performance and sales 
through third-party e-commerce websites 
also largely expanded. Sales from our mail-
order catalogues, however, largely fell below 
the results for the corresponding period of 
the previous fiscal year due to the impact of a 
decrease in the number of existing custom-
ers and the poor performance in early spring, 
offsetting the higher number of users who 
visited our renovated website and the gradu-
al increase in new customers beginning in 
the summer. On the other hand, with respect 
to our overseas subsidiaries, our directly 
managed retail stores in Hong Kong per-
formed well, and sales in China also largely 
expanded. As a result of the above, overall 
sales and operating income attributable to 
our “Peach John Business” segment both fell 
below the results for the corresponding peri-
od of the previous fiscal year.” — NM

hanes innerwear sale +2%
Innerwear sales, the largest segment within 
Hanesbrands, Inc., rose 2.0% in the third 
quarter, while Activewear sales shrank by 
2.1%. Overall, company sales rose 10.7%, net 
income 7.2%.

Hanes CEO Gerald Evans Jr. pointed to 
“three different levers” that combined to 
drive the increase in sales, earnings and “a 
record level of cash flow from operations,” 
during the conference call to discuss the 
results. First, “our basics revenue increased 
9% organically driven by a 20% growth in 
men’s underwear as we gained market share 
and begin to flow in shipments of our new 
odor control innovation FreshIQ. Year-to-
date, our basics business is up 2% organically 
and we expect momentum to continue 
through the fourth quarter as our holiday 

promotions are in place and we begin to 
advertise behind FreshIQ.”

Evans added, “Global Champion for the 
quarter delivered low single digit organic 
revenue growth driven by low double-digit 
growth in the mass channel and strong dou-
ble-digit organic growth in Japan. And in 
terms of our U.S. online business, sales 
across all channels increased 17% in the quar-
ter.”

“The second lever of our business model 
that drove strong third quarter results was 
our acquisition strategy. We continued to 
generate significant synergies from our prior 
acquisitions including Hanes Europe, 
Knights Apparel and Maidenform, which 
continues to create synergies even three 
years after closing. For the full year, we 

(Continued from page 10) 
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remain on track to achieve our target of 
$40 million in acquisition synergies. We 
also benefited from the addition of 
Champion Europe and Pacific Brands. 
Both businesses drove revenue and 
operating profit results that exceeded 
our plan, further reinforcing our excite-
ment about these acquisitions.” Evans 
noted, “We remain on schedule with the 
integration planning and we’re confi-
dent in our ability to deliver over $125 
million in combined annual operating 
profit within three years.”

The third lever “was our cash genera-
tion strategy,” Evans explained, which 
“helped drive $337 million in cash flow 
from operations” in the quarter.

In the three months ended October 1, 
Hanes earned $173.9 million on sales of 
$1.76 billion, compared to $162.2 million on 
sales of $1.59 billion in the same quarter last 
year. Innerwear segment operating profit 

rose to $151.1 million on segment net sales of 
$688.3 million in the third quarter, com-
pared to $142.2 million on sales of $674.9 

million in the same three months in 2015.
Richard D. Moss, CFO, elaborated in 

the conference call, “Looking at our two 
largest segments, Innerwear sales 
increased 2% organically in the quarter. 
Our basics business was up 9% over last 
year, including a 20% increase in men’s 
underwear. This strong organic growth 
was driven by our various focus-on-the-
core sales initiatives, including increased 
marketing and promotion as well as the 
launch of FreshIQ, the first innovation in 
our core in over a decade. Year-to-date, 
our basics business is up 2% with the 
growth evenly balanced across all product 
categories. This is partially offset by the 
expected decline in intimates as we anni-
versaried the large pipe of Hanes Bras in 
last year’s third quarter.”

Looking ahead, Evans announced a “big 
launch behind” FreshIQ. “ We’ll do a com-
bination of TV and digital advertising. In 
fact, some of the digital efforts started two 

weeks ago. We’ll turn the TV on next week, 
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and along with that we’ll do a number of off-
shelf displays that’ll encourage trial and 
bonus packs and those kind of things to get 
the consumer to give it a try. This is a big 
launch for us. It goes across our core under-
wear and socks as well. We really haven’t 
done a launch like that since tagless tee over 
10 years ago and this really reaches a broad 
base of consumers. As we turn on the TV 
and we encourage that trial, this is a product 
that’s built on one of the biggest concerns of 
the consumer, and so as you offer them that 
odor elimination option, it creates a real 
reason for trial that we’re going to back up 
with great advertising and promotion packs. 
We get the trial and we tend to see the 
repeat. And, of course, we’re now launching 
it in one of the highest traffic periods of the 
year. So we would expect it to ramp up and 
get trial and repeat over the next few quar-
ters.” — NM

The complete conference call can be found 
here:  http://seekingalpha.com/
article/4016125-hanesbrands-hbi-q3-2016-re-
sults-earnings-call-transcript?page=1

altitude show rates, schedule
The new Altitude Intimates show, present-
ed by the Lingerie Industry Association 
(LIA), will feature both $2000 (5’ x 10’) and 
$4000 (10’ x 10’) booths, as well as hard walls 
included in the package. Significantly, the 
simple booth layout will mean “no drayage 
fee” for exhibitors, according to manage-
ment.

Confirmed exhibitors at the show include 
the ten original LIA members: Allure 
Lingerie, Coquette International, 
Dreamgirl International, Elegant Moments 
Lingerie, Escante, Fantasy Lingerie, Hoss 
International, J. Valentine, Mapalé by 
Espiral, Roma. At least two additional large 
lingerie firms have signaled they will also be 
showing, according to show management, 
but those companies had not confirmed 
their participation to BODY as we went to 
press.

The event at Planet Hollywood in Las 

Vegas will open with a two hour “buyer pre-
view” at 3pm on Sunday, April 2, the set-up 
day. That will be followed by a three hour 
cocktail party. On Monday, during the 
show, there will be two, hour-and-a-half-
long fashion shows. Breakfast and lunch will 
be served on Monday, as well as hors 
d’oeuvres and cocktails that night. Breakfast 
and lunch will be offered on Tuesday, the 
final day of the event.

“Each exhibitor will receive one room free 
for three nights (Saturday through 
Monday),” with the purchase of “a minimum 
10’ x 10’ booth,” according to the show. “To 
celebrate our inaugural show save 10% if you 

book by December 15th, 2016.” Corner spac-
es will be provided free on a first come first 
serve basis. And an additional 5% off will be 
granted to those companies that join the 
LIA.

According to Altitude, hotel rooms during 
the event “will be available for a special rate 
of $85 USD per night plus resort fee.” 
Contact Crystin Ehrens, LIA managing 
director, at crystin@lingerieindustryassocia-
tion.com or 1-631-446-4666.

Eric Ehrens of the show explained that the 
drayage fee would be eliminated so long as 
exhibitors used the booth spaces as provided 
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and did not need to bring in additional heavy pieces or structural 
elements. Exhibitors would, for example, be allowed to carry in their 
own apparel samples without extra charge, he said. — NM

peekay hires advisors
Peekay Boutiques, the adult novelties and intimates retailer, lost 
$1.624 million on sales of $9.548 million during the three months 
ended September 30, considerably less than the $2.266 million it lost 
in the same period last year on slightly higher sales of $9.684 million.

The 47-store chain, which carries a huge debt burden and has lost 
money for years, also hired, in November a team of advisors to help 
it sell parts or all of its businesses, or fashion some other type of finan-
cial restructuring which could include a bankruptcy.

Peekay blames its long string of losses ($4,558 million in the first 
nine months of this year; $46.7 million in 2015; $4.2 million in 2014; 
and $2.6 million in 2013) on interest expense on the huge amount of 
debt accumulated in assembling the chain. As of the end of the third 
quarter, short term debt totaled $50.916 million and accrued interest 
and loan fees, $10.776 million.

Peekay reported that on November 11 it entered into an investment 
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banking engagement agreement with SSG 
Advisors and Lake Street Capital Markets 
to advise it on the “sale of our business or 
some part(s)” of the company “and/or a 
restructuring of our balance sheet with 
existing stakeholders and lenders.” On the 
same date it also hired another firm, 
Traverse LLC, to also provide “certain 
restructuring consulting services” including 
“making available to the company a chief 
restructuring officer” as well as additional 
personnel to help in “its pursuit of restruc-
turing alternatives.”

During much of 2015 Peekay had been 
involved in an effort to raise several millions 
in a public stock offering, and had previ-
ously hired Lake Street as its underwriter in 
the effort. But the company had, apparently 
abandoned the attempt at the start of 2016, 
and Lake Street had not been mentioned in 
filings until the re-engagement a short time 
ago.

The latest filing refers to possible previous 
purchase offers Peekay has received for its 
business, and details new fees and commis-
sions to incentivise the advisors it has just 
hired.

Referring to its debt burden in the latest 
filing, Peekay noted “Approximately $38.2 
million in senior secured debt matured on 
February 15, 2016, and the company does 
not have the resources necessary to pay this 
debt and has not been able to raise the capi-
tal necessary or source refinancing to satisfy 
this obligation and is operating under a 
forbearance agreement. The ability of the 
company to continue its operations and 
execute its business plan is dependent on its 
ability to refinance this debt and/or to raise 
sufficient capital to pay this debt and other 
obligations as they come due (or are extend-
ed through a refinancing) and to provide 
sufficient capital to operate its business as 
contemplated. The company continues to 
explore options to refinance or restructure 
the debt, to raise additional equity capital 
through a private or public placement of 

securities, or to complete a strategic trans-
action. These factors raise substantial 
doubt about the company’s ability to con-
tinue as a going concern.” — NM

undie couture bralettes
Total Stockroom, parent company to 
Coobie bras, has been finding success with 
its new collection of Undie Couture lace 
bralettes. It already offers three styles and 
will be “adding more in the near future.”

The lace bralettes come in “a size run of 
s/m/l that fits a range from 30A-42DD, 
available in basic neutrals like black, white 
and nude as well as an assortment of fun 
fashion colors like plum and hot pink,” 
according to Rae Atwood, sales director, 
wholesale accounts. She added that “The 
bralettes retail around $22.”

“Undie Couture is the sister brand to 
Coobie which means our colors and styles 
coincide! You can get a matching set even 
though they’re technically from different 
brands.”

Bralettes have proven to be a major sales 
engine for certain retailers. And Atwood 
confirmed their popularity. “Lace bralettes 
are on-trend right now and make a great 
layering piece whether you want it to show 
or not so much. They work for anyone 
wanting to combine style and comfort. Our 
younger customers definitely love them!”

“The comments we hear most often,” con-
tinued the sales director, “are about the 
amazing quality — especially for this price 
point — and how extremely soft the lace is. 
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Comfort and value are two things we take 
pride in with both Coobie and Undie 
Couture.”

adore me at lord & taylor
Adore Me, the online lingerie retailer, has 
begun selling its brand at Lord & Taylor’s 
Fifth Avenue Manhattan location as well as 
on LordandTaylor.com. Styles are priced at 
$39 to $49 for a bra and $11 for a panty.

“Partnering with Lord & Taylor is part of 
Adore Me’s growth strategy, which started 
with the opening of the Adore Me show-
room in our headquarters in NYC and with 
a collaboration with Nordstrom in June 
2016,” according to Morgan Hermand-
Waiche, Adore Me founder and CEO. 
“Although we’ve noticed the recent shift in 
customer behavior – women enjoy shop-
ping for lingerie online – there is still a very 
large audience who wants to try on the 
product before purchasing. Lord & Taylor 
is a fantastic ally in establishing Adore Me’s 
credibility in the fashion industry and open-
ing our brand to a new audience.”

nasty gal filing hurts firms 
When Nasty Gal, the prominent fashion 
retailer, filed for Chapter 11 bankruptcy 

protection last week, more than two dozen 
firms involved in intimate apparel were 
affected.

In all, the store, which was founded in 
2006, listed about “1,800 creditors, equity 
holders, and other parties-in-interest,” in its 
filing with the court in Los Angeles, where 
it is based. Nasty Gal has an extensive on-
line following as well as two brick-and-
mortar stores in California. And in a recent 
article, Forbes estimated its sales in 2015 
“surpassed $300 million.”

At this early stage, only a few companies 
have made claims as to exactly what they are 
owed, but Nasty Gal has filed a “Master 
Mailing List of Creditors” with the court. 
Several companies involved in intimate 
apparel and related product areas are men-
tioned, including Betsy Johnson, Bring It 
Up, Bristol Six, Commando, Fantasy 
Lingerie, Fleur Du Mal, For Love And 
Lemons, Grupo Espiral (which now uses 
the Mapalé) name, Indie Swimwear, 
Klauber Brothers, Kore Swim, Leg 
Avenue, Lolli Swim, Neva Nude, Oh La 
La Cheri, Pastease, Pretty Polly, Reebees 
Swimwear, Sensual (which uses a variety of 
names including Icy Hot and IHL), Timex 
Garments of Sri Lanka, Tori Praver 
Swimwear, Viva Usadaisy Swimwear, 
Western Fashion and Youmita.

In announcing the bankruptcy, Sheree 
Waterson, Nasty Gal CEO, declared, “Our 
decision to initiate a court-supervised 
restructuring will enable us to address our 
immediate liquidity issues, restructure our 
balance sheet and correct structural issues 
including reducing our high occupancy 
costs and restoring compliance with our 
debt covenants. We expect to maintain our 
high level of customer service and emerge 
stronger and even better able to deliver the 
product and experience that our customers 
expect and that we take pride in bringing to 
market.”

The company also reported it “has been 
exploring strategic partnerships with other 
strong brands and will continue to explore 
these options throughout the restructuring 
process. The company expects to attract a 
new equity partner or sponsor to take the 
company forward with a healthy balance 

sheet. However, with or without a strategic 
partner, the brand is expected to emerge 
from Chapter 11 and continue to serve its 
extensive and growing customer base.” It 
added that “customers and employees 
should see no changes in the day-to-day 
operations.” — NM

daisy corsets sales triple
Halloween costume sales “tripled” at Daisy 
Corsets this past fall, leading to plans to 
expand its collection from 165 outfits to 200 
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for 2017.
“Our corsets and costumes cater very well to 

the boutique retailer, who is 
demanding a quality product — 
something more unique than 
what is seen at big-box stores, and 
something that isn’t considered a 
‘toss-away’ outfit,” explained co-
owner Jennifer Reynolds.

Co-owner Mark Reynolds 
added “the growth has all been 
in the higher-end market, and 
our Lavish and Top Drawer 
costume lines address that very 
audience. We also put a strong 
focus on plus sizes, offering up 
to 6X on both collections. 
Another contributing factor is 
that we offer our entire cos-
tume collection year round, giv-
ing the retailers a lot more 
options for sales outside of just Halloween.” 

The executives noted that “some of the 
retailers that did exceptionally well with 
Daisy Corsets were new, and had previously 
never carried the line.”

The Maryland Heights, Missouri-based firm 
has been expanding its corset-based costume 
collection rapidly. 85 of its current costumes 
were introduced in 2016. Among the bestsellers 
were the pirate captain, as well 
as fairy tale and superhero-
inspired costumes “that draw 
from the most popular comic 
book and movie screen charac-
ters.” Daisy will show their cos-
tumes in booth 3427 at the 
New Orleans Halloween & 
Party Expo, January 14th-17th, 
2017.  Contact Sales@
DaisyCorsets.com, or call 314-
587-9218.

texco sports line
Texco, the intimate apparel 
component specialist, has 
introduced “its largest, most 

extensive sports collection to-date! Every 
product is a knockout for sports and exercise 
bras, but also pretty and on-trend to deliver a 
sure win in a wide variety of other applica-
tions.”

“Our line-up is creative and exciting,” con-
tinued Claudia Poppe, director of sales and 

marketing, USA. “We’ve got more colors 
and texture choices as well as fabrics with 
moisture wicking, UV blocking, anti-bacte-
rial, and water repellent properties.”

The line features new concepts and sensa-
tions and a range of band options. “Most of 
our new products are our signature Soft 
Edge,” Poppe explained. “But we’re also 
debuting other new options which are very 

fashionable.”
“Founded in 1969, Texco is a world leader 

in premium hook and eye manufacturing and 
innovative products for the intimate apparel 
industry. The Hong Kong-based company 
has the technology, experience and resources 
to handle special style and spacing require-

ments and worldwide delivery.”
To see the sports collection, con-

tact Poppe at 864-230-5319, or visit 
www.texco.com.hk. “Trust me, 
there are no bench warmers in this 
collection!”

post-surgical camisole
The Beth is the most popular post-
surgical camisole, designed for 
wearing after surgery, in the Wear 
Ease collection, and has proven to 
be a successful entry point for resell-
ers looking to try the company’s 
products.

The Beth “provides support and 
comfort after surgery and through-
out recovery,” according to Wear 
Ease. “It is packaged with a pair of 

detachable pouches to hold drains, and a 
pair of fiberfill breast forms. After surgery, 
while drains are in place, it can be challeng-
ing to find workable clothing solutions. 
Frequently women feel well enough to leave 
the house and resume aspects of their nor-
mal life. Having a camisole like the Beth, 
that can secure the drains, makes it possible 
for them to move around. The built-in band 

allows the flexible positioning of 
the drain pouches as well as an 
inner shelf bra to support remain-
ing breast/s.”

The target market for the Beth, 
according to the company, “is mas-
tectomy boutiques, DMEs and 
hospitals that market to women 
and healthcare professionals. The 
consumer for this product is any-
one who is going to have surgery 
for any type of breast procedure. 
This camisole can be worn after a 
wide range of surgical procedures 
and treatments including: mastec-
tomy, lumpectomy, breast augmen-
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tation, breast reduction, breast reconstruc-
tion and transition during recovery. Users 
like the support and adjustability of this 
camisole and the lightweight feel of the 
fabric (95% cotton and 5% spandex). Women 
love our unique styling that pro-
vides exceptional support. The 
combination of the built-in shelf 
bra and adjustable straps makes 
it especially easy to fit and com-
fortable to wear, and it does not 
show under clothing. This item 
is sometimes worn for up to 18 
months after surgery.”

Sizes range from misses: XS, 
S, M, L and XL; and women’s: 
1X, 2X, 3X and 4X. The Beth is 
offered in white.

Wholesale price for style 903, 
the camisole with a pair of drain 
tube pouches, is $34. Wholesale 
price for style 904, the camisole 
with a pair of drain tube pouch-
es and a pair of fiberfill forms, is 
$38. Volume discounts are avail-
able. “This item may be covered by insur-
ance or Medicare,” according to Wear Ease.

lady gaga on vs fashion show
Lady Gaga, as well as Bruno Mars and The 
Weeknd, will all perform on The Victoria’s 
Secret Fashion Show, filming for the first 
time in Paris, to be broadcast Monday, 
December 5 (10:00-11:00 PM, ET/PT) on 
CBS.

The company claims “The world’s most-
watched fashion show will be seen in more 
than 190 countries. Merging fashion, fanta-
sy and entertainment, the lingerie runway 
show will include pink carpet interviews, 
model profiles and a behind-the-scenes look 
at the making of the show in the City of 
Lights. The all-star line-up of Victoria’s 
Secret Angels will include returning favor-
ites Adriana Lima, Alessandra Ambrosio, 
Lily Aldridge, Elsa Hosk, Jasmine Tookes 
(who will be wearing the $3 million Bright 
Night Fantasy Bra), Josephine Skriver, 

Lais Ribeiro, Martha Hunt, Romee Strijd, 
Sara Sampaio, Stella Maxwell and Taylor 
Hill, as well as 37 of the world’s best known 
runway stars including Karlie Kloss, Bella 
and Gigi Hadid.”

detla sales +4%, income +31%
Delta Galil sales in the third quarter rose 
4% while net income rocketed 31% as the 

company completed the acquisition, from 
VF, of the three brands 7 For All Mankind, 
Splendid and Ella Moss.

For the three months 
ended September 30th, 
the company earned $17.7 
million on sales of 296.6 
million, compared to 
$13.4 million on sales of 
$284.6 million in the 
same quarter last year.

“We are happy with the 
completion of the acqui-
sition of Premium 
Brands, and believe it 
will be a significant long-
term growth engine,” 
declared CEO Isaac 
Dabah. “The acquisition 
will contribute to our 
diversification and will 
help introduce new cate-
gories and new custom-

ers. The company continues to focus on 
attaining overall double digit EBIT growth 
in 2017 and beyond.”

“Importantly, through this new business 
segment, we are growing our product offer-
ing and entering new categories, which is 
enabling us to reach new customers as well 
as strengthen our relations with existing 
ones – all while expanding our global reach.”

Dabah continued, “Our third 
quarter results demonstrate the 
strength of our business model, 
which is built on a diverse portfolio 
of branded and private label prod-
ucts, an expanding global presence, 
and a range of market segments 
that, together, provide both growth 
momentum and balance. We saw a 
strong contribution from our recent 
addition,” of the new brands 
acquired this year from VF. 

He added that “despite the 
expected soft U.S. market, we 
experienced strong growth in 
Europe and Israel.”

“During the quarter, we focused 
on consolidating Premium Brands 
into our business, while taking 
important measures and imple-

menting the necessary efficiencies to both 
streamline and strengthen the brands to 

best position them for 
growth.” 

”Also during the quarter, 
we appointed retail and 
fashion leader Paula 
Schneider, who is renowned 
for building profitable busi-
nesses and improving effi-
ciencies for contemporary 
brands, to oversee this busi-
ness and execute our ambi-
tious goals for these brands.”

“Looking ahead, in addition 
to maximizing the benefits of 
this new acquisition, we expect 
our new Vietnamese factory to 
contribute to our growth 
beginning in 2017, and we are 
on track to open our new seam-
free and cut and sew factories 
in the fourth quarter.”
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Ted Vayos, BODY:  When did 
you open your business?  

Christina Karakoutis, Tina’s 
Closet:  I opened my business 
in Feb 1987.

Ted: Where is your store 
located?  Why did you open a 
business in this area?

Christina: Tina’s Closet is 
located just about ½ hour west 
of Chicago in down town, 
Lisle, Illinois.  Many travelers 
can commute to Tina’s Closet 
because we are located a block 
from the train station. Tina’s 
Closet is a boutique filled with 
Bras and panties for all ages, 
from a first bra purchased to 
Great Grandma’s needs.   We 
carry sports bras, mastectomy 
as well as everyday bras, 
with or without wires to fill 
everyone’s needs. Starting out 
with only 750 sq ft in 1987, 
Tina’s Closet expanded to over 
3400 sq ft and is still growing. 
We carry sexy lingerie, night 
gowns, swimwear, cruise 
wear, sportswear and jewelry.  
Though 3 women’s shops 
closed in down town Lisle, I 
saw opportunity because I was 
filling a niche of customizing 
bras for women who couldn’t 
wear off the shelf sizes, me 
included.  The lost art of fitting 

bras and helping women find 
a perfect fit was much needed. 
I knew I decided to opening 
shop in this town to utilize 
all parking spaces.  Since I 
started customizing my own 
bras twelve years prior, I had 
help hundreds of women 
eliminate Bra Woe challenges 
while working in a maternity 
shop.   Over the years those 
same customers returned to 
be sized by me personally. 
Although they were no longer 
pregnant they loved the 
support and comfort of the 
bras. Those same customers 
also made me promise to let 
them know where I go if I quit 
my job. I had a list of over 300 
customers when I opened my 
business 30 years ago.   Many 
of them are still visiting Tina’s 
Closet along with daughters, 
Granddaughters and Great 
Granddaughters. 

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

Christina: When customers 
arrive to Tina’s Closet, 
Window displays show 
customers an assortment 
of merchandise which they 
will find in the shop. Having 
three store fronts with four 
windows per store, Tina’s 
Closet is able to display 
different merchandise and 
categories in the separate 
window.  The key categories 
that Tina’s Closet carries are 
of course bras along with 
panties, shape wear, swimwear, 
cruise wear, seasonal clothing, 
sportswear, lingerie, sandals, 
jewelry, handbags, scarves, 
robes and slippers. Though I 

opened my shop carrying bras 
and swimwear, over the years, 
my shop carried a variety of 
merchandise from over 300 
manufacturers.  My store 
colors are black, white, pink 
and burgundy. I have white 
slat walls so the merchandise 
can stand out.  I also selected 
ladder system for heavier 
clothing items and to carry 
extra stock during my busy 
seasons because the slat walls 
are limited to the weight they 
can accommodate. This gives 
me the ability to change the 
look in the shop so it doesn’t 
become stale to the customers 
view. My fitting rooms are 
painted in a soft pink. I have 
two areas of fitting rooms in 
the shop. One area of 9 fitting 
rooms is close to the bra room. 
This area is entered through 
a short hallway and private. 
Each room is enclosed with 
a burgundy brocade curtain 
which is easily accessible 
but also provides privacy for 
each individual customer 
while changing. Each fitting 
room is supplied with a 
stool, two hooks and a long 
mirror. Behind the swimwear 
department I have a sewing 
room with 3 sewing machines 
set up and several seamstresses 
available to do while you 
wait alterations. During our 
peek season, customers may 
have to come back to pick 
up their alterations or have 
them shipped.       Alterations 
are always complete with-in 
a week. 

Ted: What makes your store 
special?

Christina: Working in retail 

before opening my own 
business,  I learned firsthand 
that you have to have 
something for every age. That 
is what makes me different 
from Victoria Secret. They 
originally opened shop geared 
for the men.   Most women 
never returned what they 
husbands bought in fear of 
hurting their feelings.   Today 
women work hard for their 
money and don’t want to waste 
it by holding onto something 
that doesn’t fit.  Even the 
employees at Victoria Secret 
can’t sell 60 year old women a 
pair of bikini’s or thongs if she 
is looking for briefs.  Knowing 
your customers allows you to 
know what you need to look 
for in fashion and accessories.  
Since, the buying isn’t on 
the sales floor they really 
don’t know what age and 
types of customers are not 
making purchases so money 
is leaving the stores.   This is 
what gives me the edge plus 
15 minute training videos 
do not take the place of a 
seasoned fitter with over 40 
years of experience. With the 
little spare cash women have 
today, what they purchase has 
got to fit comfortable and last. 
With college students not 
finding jobs and still living 
at home Mom and Dads are 
providing the essentials. This 
means if they are paying they 
are going to make sure that 
the breasts are supported 
properly. If Victoria Secret 
bras don’t meet those needs 
they will purchase the right 
stuff elsewhere.

Ted: What do you look for in 
a brand?  

retail profile: tina’s closet

Q&A with Christina Karakourtis, president

20 DECEMBER 2016  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US



Christina:  I look for shapers 
and girdles that fill the needs 
of my customer’s request. In 
swimwear I order everything 
from 1/piece to bikinis to 
tankini’s in sizes 6 to 26 to 
accommodate teenagers to 
90 year olds that take water 
aerobics. When purchasing 
new lines,  I start out with 
small orders in the most 
popular selling sizes to see 
how our customers like the 
styles, comfort and fit of the 
garments before placing a full 
order. If you can’t sell it after a 
few tries then it’s probably not 
a good fit for your business.  I 
listen to what the customer 
is saying since they are 
purchasing the garments and 
take notes. 

Ted: Do you sell mastectomy 
or maternity bras?

Christina: Of course and I 
also sell regular bras and sew 
pockets if customers want 
something other than what is 
available.

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

Christina: Wacoal, All the 
Eveden brands, Royce, Bali, 

Playtex, Curvy Couture, 
Curvy Kate, Fit Fully Yours, 
Panache, Anita, Miracle 
Suit, Robby Len, Chantelle, 
Carnival, Dominique, Body 
Hush, Rago, Champion and 
many, many, more.  With each 
bra purchase we educate our 
customers on the importance 
of hand washing their 
purchase with Forever New 
Wash that I have tested myself 
to give lingerie not only extend 
life but also extended comfort. 
I also recommend to my 
swimwear customers on the 
importance of using Splash 
chlorine remover that helps 
to neutralize and help extend 
the life of the suit.  I have 
merchandise for every size, 
body type and age friendly.

Ted: Where do you like to 
shop for your merchandise?

Christina: Once I purchase 
my regular everyday stock I 
can place a fill in order. I also 
visit the merchandise mart to 
check out new lines as well 
as seeing new color trends.  I 
also make it a point to either 
have my reps send new styles 
in my most popular selling 
sizes so that I can evaluate the 
fit of the new style.  When I 
fall behind in ordering I then 
schedule a trip to see the new 

lines and fashion 
trends by attend-
ing one of the big 
shows like Las Ve-
gas, New York or 
Florida. Just lately 
I started to get 
my loyal employ-
ees involved to let 
them experience 
the other of side 
of the business.

Ted: What brands 
have disappointed 
you as a retailer?

Christina: Le 
Mystere is one that stands 
out the most. They became a 
brand over night when they 
first came into the market. 
They were featured on Oprah 
and got their bras in front of 
the audience anyway they 
could.  They sold to anyone 
that had an address. They 
failed to start a good relation-
ship with retailers so I just 
didn’t bother. They just want 
to sell bras and didn’t think 
about what bra shops brought 
to the table when it comes to 
a perfect fitting bra. After all, 
if fitting bras was that easy, 
businesses wouldn’t be going 
out of business selling a neces-
sity. Some of the manufactur-
ers today are worried about 
their bottom line because the 
Ma and Pop shops that didn’t 
make it through the reces-
sion.  Many of these same 
manufacturers are struggling 
because of the business clos-
ings and think that they can 
run a store and manufacturer 
at the same time.  I found if 
you’re not invested in what 
you sell and don’t have a plan 
or offer any kind of customer 
service that will keep the cus-
tomers coming back and giv-
ing you the business instead 
of your competition than you 
just may not succeed.  Today 

the statistic shows that 85% 
of women are still wearing the 
wrong size bra. There is still a 
lack of information for the bra 
shopping consumer that is es-
sential to have as repeat busi-
ness.  This is due to the lack 
of customer service experience 
and I don’t mean just saying 
‘hi can I help you’ to a custom-
er. Tina’s Closet lasted dur-
ing the recession because our 
fitting concept and customer 
service which was developed 
before I opened my own busi-
ness and duplicated with each 
fit and fitter.   Let me give you 
an example:  Let’s say you see 
someone with a tape measure 
around their neck. Just be-
cause you wear a tape measure 
doesn’t mean you really know 
how to use it to help your cus-
tomers because there is more 
to fitting than measuring with 
it.  50% of my customers don’t 
wear the size they are mea-
sured.  

Ted: What could these 
companies do to improve? 

Christina: First of all, you 
don’t send people out into the 
world to fail and that is just 
what happens if the business 
that is not mentored. New 
business owners should have 
experience working under a 
successful business owner in 
their field. Knowing how to 
buy, what sizes needed, how 
to address the different is-
sues customers experience and 
educating the customers on 
how to have a better relation-
ship with their product and of 
course I can go on and on and 
on about this subject.  I was 
fortunate to practice my craft 
on someone else’s dime.  I was 
able to learn and better myself 
my changing the things that 
didn’t work by finding a solu-
tion that did work. Opening a 
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business to make money be-
cause you think they will come 
doesn’t always work that way. 
With the internet not giving 
that one on one personalized 
customer service they are not 
competition if you do your job 
the right way.  I actually wrote 
a book on how to open a busi-
ness successfully called ’Keys 
to opening a Successful Busi-
ness.’ It will help struggling 
entrepreneurs as well as those 
who have a dream of becom-
ing an entrepreneur. 

Ted: Have you brought any 
new products or brands into 
your store recently? 

Christina: Yes I always try to 
freshen up the floor displays 
with outfits  like sun dresses 
swimsuit cover ups and cruise 
wear during the holidays for 
travelers, sportswear and ac-
cessories.  I carry items that I 
know women would add onto 
their sale. As far as bras no, 
I just don’t have the space to 
introduce new lines.  Though 
I need more stock because I 
continue to grow my customer 

base, I just don’t 
have the sq foot-
age to accommodate 
the inventory.  I am 
looking to possibly 
expand for the third 
time in 30 years.  I 
originally started in 
750 sq ft, and then 
moved to a 1200 
sq ft unit. The third 
time I moved I ac-
quired 3400 sq ft and 
will be looking for at 
least 4200 sq ft for 
the next move. 

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

Christina: The trend 
that my customers 
look for is a perfect 

fit.  New customers are always 
given several styles by differ-
ent manufacturer to determine 
what feels and looks the best.  
Though t-Shirt bras have been 
strong since they were intro-
duced, the larger the breast get 
the more constructed the cup 
is needed. Not only because 
they are more comfortable, 
but because they minimize 
the breast.

Ted: Describe your price 
points and size ranges.

Christina: Sizes range from 
28 to 54 A to N cup and I 
don’t carry bras over $100.00 
and they start at $35.00. The 
swimwear sizes range from 
size 6 to 26W and 28F to 
42 G cup and also particular 
brands that make 30GG to 
38JJ cup and start at $60.00 
to just under $300.00 and 
our customer service as 
one customer pointed out 
is priceless! Swimwear is 
also customized to fit the 
customers when needed.

Ted: What is your typical or 
average customer size.   

Christina: 34G to 36G in bras 
and size 12 and 14 or large in 
clothing and many 1x to 3x in 
women’s.   

Ted: Have you noticed any 
specific sizing changes from 
2015 to 2016?

Christina: Women have gone 
up a size in bras and clothing 
this past year.

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

Joy: My local customers will 
spend about $200.00 per visit 
because they have access to 
Tina’s Closet. Then I have 
customers who live far and 
can’t get back for a year or so 
that will stock up and spend 
about $1000.00 or more.  

Ted: Describe your customer.

Christina: Though we have 
women of all ages from their 
first bra to 90 year olds the 
majority are baby boomers. 
Our customers have grown 
with us and now we are 
servicing their daughters and 
some grand-daughters.  We 
always have new clients that 
found us through word of 
mouth from friends and co-
workers. Today media, BBB, 
Yelp etc. also play a big part 
of bring customers that are 
searching for specialty Bra 
shops that provide alteration 
service and professional 
fittings.      

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

Christina: Actually, this year 
has been very good for my 

business.  My business is up 
from last year. Word of mouth 
from happy customers has 
allowed Tina’s Closet to grow 
from 750 sq ft to over 3400 
sq ft over the past 30 years.  
Though we don’t see every 
customer back every year do to 
on line shopping or trying to 
help them-selves at the mall 
they do end up coming back 
when they changed and can’t 
figure out which way to go.   I 
understand that many of my 
customers travel hours to shop 
at Tina’s Closet and just can’t 
make it in for a sizing until 
they can’t stand there ill fitting 
bras anymore.  I am seeing a 
trend of customers returning 
for in-store help and guidance 
more often than not.

Ted: What changes have you 
made to draw attention to 
your business?  What have 
you done to improve your 
business?

Christina: Being in a 
down town area, traffic is 
abundance so the shop stands 
out beautiful and everyone 
knows about Tina’s Closet. 
I haven’t made any changes 
to the business since we 
expanded the last time. I keep 
the windows displays fresh 
and keep my name out there 
by offering my customers 
rewards to recommending 
Tina’s Closet which I started 
from when I first opened my 
doors including a Bra club 
which also rewards customers 
for their loyalty. I have been 
thinking of expanding and 
may change within the 
next few years due to the 
millenniums. First have to 
figure them out, LOL.   The 
only change we’ve made is 
hiring another employee to 
help service the increase in 
business.  
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event report
Interfiliére New York 2016
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The 4th edition of Interfilière New 
York was presented on September 
22nd at The Tunnel, an event space 
on 11th Avenue in Manhattan. Show 
organizer Eurovet boasted the show 
“was a tremendous success, attracting 
500 visitors (a 30% increase com-

pared to 2015) from a multitude of 
companies,” who came to “ meet face-
to-face with a select group of top 40 
international mills. The new location 
at The Tunnel, formerly a railroad 
freight terminal and nightclub, and 
which is now a part of the West Chel-

sea Historic District, allowed for the 
show to be conducted in a historically 
rich as well as a cohesive and aesthetic 
setting.”  Over the next five pages we 
present photographs of the textile 
suppliers meeting with some of the of 
intimate apparel and swimwear firms.
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Ellyn Seymour of Simplex Knitting, Paula Hollenbeck
 and Claire Hollenbeck of Bond.

Pierre-Nicolas Hurstel and Marion Pradier 
Sentucq of Eurovet Americas.

Isabella Rakowski and Kristine Deer of K Deer.

Esperanza Manas of P. Jamas and Walter 
Costello of Macra Lace.

Claudia Poppe of Texco Hook & Eye Tape, Janet & Joel Murphy of Sweetie Bee, 
Maggie Cheng and Keith Leung of Texco Hook & Eye Tape.

Nick Pongees of Pongees with Marie 
Mangeot of Eurovet Americas.

Megan Santamaria of Aerie with Claudia 
Poppe of Texco Hook & Eye Tape.

Claudia Lomele of Colette & Sebastian, Joel Scholack of 
Kewalram and Khalil Colette of Colette & Sebastian.

Carolina Azcarate of Pintarena, Judith Miklos of Ritex2002
 and Claudia Restrepo of Pintarena.

Stephania Stefanakou of Anesi and 
Carolina Vargas of Protela Sa.

Alexandra Perez and Melissa Denaro of Nude Swim with Adeline 
Hone of Qingyuan Wanjiali Knitting, Dyeing & Printing.
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A. Silver of The Hannah Group and Vladimir 
Vasilev of Simplex Knitting.

Tyler Lee, Furio Annovazzi and Federica Annovazzi of Iluna, Hope 
Schwartz of HanesBrands and Lisa Alvarez of Iluna.

John Meredith, Andy Blab, Michelle Schlegel, Enya McNiece and Jack Krieger of Invista.
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Diane Raulston of Dr Fashion and 
Fatih Budak of Bischoff Roja.

Martina Guerra of Liberty Art Fabrics with Janis Steedly, Kristin Watkins 
and Glenda Barton of Mary & Grace Fine Children’s Clothing.

Kevin Lin of Bebe Cotton Knitting, Angela White of Beehive Clothing, Karen Jensen 
of Beehive Clothing, Harch Hong of Bebe Cotton Knitting.

Zoya Rutskaya-Sebek of Chanty and Alisa Gore of Alisa Nicole Swimwear.

Nicole Taylor of Enthehouse, To Yeung Wong of Best Pacific 
Textile and Jacqueline Hook of Tenaz Athletics.

Michelle Schlegel and Dianne Lober of Invista, Karina Kissner of Victoria’s Secret, Senthil Lingamoorthy
 of Lbrands, Christine Lam, Doug Farmer and Pattie Ficorilli of Invista.

Lola Deleurme and Shirley 
Bolden of Lola Studio.



25DECEMBER 2016  •  BODYDAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Irene Legaspi and Emily Suess of Soma Intimates.

Brooke Kuhlmann, Chad Lawrence, Crystal Orraca, Eric Pang and Alyson Schwartz of Mission 
with Robert Allan Wiener, Yanqing Huang and To Yeung Wong of Best Pacific Textile.

Judith Miklos of Ritex2002 with Amira Amro and 
Laura Toiede of Ldbak Fashion.

Pamela Bosques of Natori, Clelia Parisi of Macra 
Lace and Kimberly Rice of Natori.

Anna Tong and Marguerite 
La Fiura of Omni Apparel.

Mariangela Gonzalez of Maria Goga with Kina Liqing Lee, Eric Yaohao Wu 
and Robin Zhongqiang Tong of Golden Horizon Industry.

Dionesia Dunn of Msaddee and Jean Laurent
 Perrin of Les Tissages Perrin.

Mei-Huei (joy) Chiang and Lin-Hsi (Nancy) 
Chen of Wing Win Enterprises.

Marina Murray of Encajes North America with Yuki Okamoto, Elise 
Schliffka and Morgan Ovens of Natori.

Kimberly Dorczuk and Betsey Rittenhouse of of Jofit with Glen 
Schneer and Adrian Carstens of La Lame.

Clelia Parisi of Macra Lace, Lauren Schwab of Negative Underwear, Walter 
Costello of Macra Lace and Marissa Vosper of Negative Underwear.

Rachel Brand of Butter Shoes and 
Camille Block.
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Andy Blab of Invista and Joyce Baran of JBD.

Markus Regenstein of Penn Textile Solutions, Lauren Rials, Natalie 
Weirtz and Jessica Brenner of Spanx.

Jack Yin of GuangZhou Huar Garment, Valerie Yurchanka, Michelle
 Clark and Cheryl Shi of Underboss Productions.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Steve Chernoff of Rago with
 Camille Block.

Megan Quinn Albert and Amber Watts of Anthropologie 
with Ken Kai Wilson Lace.

Maria Montoya of Lab Apparel and 
Berenice Fernandez of Fariel.

Julissa Alburquerque and Eligija 
Stravinskaite of Eli and Julie.

Mary Yu, Jenny Berntsen and Joanna Das of Dana-Co,  Andrea 
Bora of Brugnoli and Jamie Kraemer of Dana-Co.

Olivia Cooley, Jessica Pfister, Christina Lord, Bruce 
Getz and Linda Fernandez of Komar.

Melinda Miller and Rachel McCubbins
 of Fruit of the Loom.

JP Brogan of Billion Rise Knitting with 
Ann Sulky of Bravado Designs.

Natalia Shaw of Britannia Textil, Viviane Arnold Klein of What Comes Next, 
Betsy Campos and Carmen Garcia of Coral Coast Swimwear.

Hendrik Morris and Amber Tolliver of Liberte.

Linda Kestel of Victoria’s Secret 
Pink and Tina Wilson.
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Claudia Poppe of Texco Hook & Eye Tape and 
Dionesia Dunn of Msaddee.

Patricia Boucquemont of Billion Design, Erika Boom and John Keeler of 
Fitmama and Laurie Szumowska of Billion Design.

Orit Beitner of Museum Medical Inst. in the La Lame booth.

Lauren Marsiglio and Helen Huang of Dana-
Co at Macra Lace.

Cyrielle and Paul Bongarzone.

Nelle Horsley and Sally Bergesen of 
Oiselle Running Company.

Ramona Dunlap and Shante 
Timberlake of Rd Style.

Sabine Kullartz of Miss Cover and Greet 
Flement of Liebaert.

Mario Pace of Squeem, Jos Berry of Concepts Paris 
and Thiago Pasos of Squeem.

Yanfei Chen of Jiaxing Huayan Elastic,  Elizabeth Hill of Calvin Klein, Grismar Bueno of Calvin Klein; Huisong Ji of Jiaxing Huayan Elastic; Xiaoli Xu
 Jiaxing Huayan Elastic; D’ Aliza Cabrera, Jeremy Freeze,  Lauren Giambalvo and Dawn Glover-Nicholson of PVH/Calvin Klein.

Jacqueline Mcleod and Elaine Carson 
of Coquette International.

Melissa Featherstone and Janey Leong 
of Essential Brands.

Katinka Somers and Andrea Nettle of 
We Are Handsome.

Felicia Wolf and Cameron 
Watkins of Anassa.



Ted Vayos, BODY: 
Please tell us about your 
ladies’s retail business.

Naomi Fitzpatrick, Ma-
rie Angelique Bra and 
Lingerie:  Our store 
is nestled in a shopping 
plaza  within the  heart 
of O’Fallon, MO.   We 
chose this location be-

cause it is in an area 
surrounded by other 
shopping; including 2 
women’s clothing bou-
tiques, a  spa, bank and 
grocery store.  The plaza 
is easily accessed from 
a highly travelled road 
and  major highways. 
Our shop has a vin-
tage/classy elegant feel 
with an inviting atmo-
sphere for women shop-
ping for themselves, 
husbands shopping for 
their wives or moms 
bringing their teenage 
daughter in for their 
first fitting. We special-
ize in bra fitting and 
educating women on 
the importance of wear-
ing a properly fit un-
dergarment.  We focus 
on teaching women to 

dress from 
the inside 
out  because 
the proper 
foundations 
can truly  in-
fluence the 
way a woman 
looks and 
feel about an 
outfit.  Our 
products in-
clude primar-
ily bras and 
panties  but 
we also car-
ry  shape-
wear,  sleep-
wear, bra 
acces sor i e s 
and recently 
added swim 
into our 
product mix.

Ted: What 
makes your 
store special?

N a o m i :  
W h a t 
makes  our 
store special 
is the per-
s o n a l i z e d 
service that 
we offer. We 
listen to our 
clients and 
do our best 
to address 
any concerns 
they may 
have regard-
ing  shop-
ping for inti-
mate apparel.  
We realize 
that every 
woman has a 
unique body 
type and style so we 
concentrate on finding 
the best fit and style for 
each woman that walks 
through our door.   We 
are bra fitting special-
ist specializing in fitting 
those women that have 
had trouble finding well 
fitted bras.  We want to 
make shopping for inti-
mate apparel stress free 
and a wonderful memo-
rable  shopping experi-
ence.

Ted: What do you look 
for in a brand?

Naomi: We look for 
good construction, qual-
ity  material, and com-
fort.  

Ted: List some of the 
brands that are impor-
tant to your store. 

Naomi: Currently we 
carry PrimaDonna, 
Chantelle, Le Mystere, 
Curvy Kate, Panache, 
Eberjey, Blush, Fantasie, 
Elomi, Freya, Goddess 
and Va Bien are a few. 

Ted: Which of these 
brands deserves an out-
standing review from 
you?

Naomi: Primadon-
na, Elomi and Va Bien.  
Primadonna  brand is 
one of our clients fa-
vorites as well as Elo-
mi.  Va Bien has become 
one  of  the favorites of 
our brides.  

retail profile: marie angelique bra and lingerie

Q&A with Naomi Fitzpatrick, president
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Ted: Have you brought 
any new products or 
brands into your store 
recently?

Naomi:  Yes, we re-
cently added Chantelle 
, Natori and Le Mys-
tere.  These brands were 
highly requested by our 
clients and we are excit-
ed to have them in our 
product mix. 

Ted: Do you carry other 
products besides inti-
mates apparel?

Naomi:  Yes, we carry 
Illume candles and 
lotions; bra accesso-
ries, hosiery, and SOAK 
lingerie wash.

Ted: Have any brands 
disappointed you as a 
retailer?

Naomi:  We choose our 
brands very carefully be-
fore bringing them into 
our boutique. So far we 
have not been disap-
pointed with any of the 
brands. 

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

Naomi: Our most popu-
lar style are T-shirt bras. 
However we are notic-
ing a trend in lacier low 
plunge sexy bras and 
have received requests 
for bralettes.

Ted: Describe your price 
points and size ranges.

Naomi: Our  price 
points range from $45 
- $200. We believe that 
all women deserve beau-
tiful lingerie this is why 
we carry an extended 

range of bra band sizes 
ranging from 28-54, and 
cup sizes A -N. 

Ted: What is your typi-
cal or average customer 
size?  

Naomi: Our average 
customer size is 36DD.

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

Naomi Customers spend 
~ $75 - $125 per visit.

Ted: Describe your cus-
tomer base.

Naomi: We service 
women of all ages but 
more commonly age 25-
85.   Recently we  have 
noticed that more 
mothers are bringing 
their pre-teen daughters 
in to get a professional 

fitting.  We also have 
quite a few men shop-
ping for their wives and 
seeking shopping as-
sistance which is one of 
the services we provide.  

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

Naomi: Although 
we  moved to a smaller 
location this year,our 
business continues 
to grow.  We weren’t ex-
actly sure  what impact 
the move would have on 
the business, but our cli-
ents are loyal and con-
tinue to support us by 
coming back and refer-
ring their friends. The 
support that is shown 
through our community, 
loyal and new clients, 
makes us realize that the 
service that we offer is 
valued. 

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US 29DECEMBER 2016  •  BODY

B



2016
dec. 5-8

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

2017
jan. 7-9

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

jan. 8-10
  Accessorie Circuit

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

jan. 8-10
  Intermezzo Collections

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

jan. 8-10
  Fame

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

jan. 8-10
  Moda

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

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

jan. 13-14
Active Collective West
Hyatt Regency
Huntington Beach, CA
activewearcollective.com

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

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

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

jan. 17-18
Premiere Vision
Pier 94, New York, N.Y.  
646-351-1942
premierevision.com

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

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

jan. 23-25
Project NYC
Pier 94 
New York, NY
(877) 554-4834
magiconline.com

jan. 23-25
Mrket VG
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

jan. 23-25
Project
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

jan 23-25
Texworld USA

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

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

jan. 26-27
Active Collective East
Metropolitan Pavilion
New York, NY
activewearcollective.com

jan. 26-28
   Surf Expo Show

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

jan. 27-29
MMC Dessous Paradies 
Schkeuditz, Germany
mmc-dessousparadies.de

jan. 29-30
LingeriePro 
Antwerp, Belgium
lingeriepro.be

jan. 29-31

event & show dates 2016
calendar
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FMNC Show
San Meteo, CA
(415) 328-1221 
fashionmarketnorcal.com

jan. 30 - feb. 5
Intimate Apparel 
Market Week

feb. 5-9
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. 11-13
Dessous Wallau
Wallau, Germany
dessous.muveo.de

feb. 15-16
INDX Show
Cranmore Park
Solihull, UK
indxshow.co.uk

feb. 18-20
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

feb. 19-22
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 19-21
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 20-23
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
cpm-moscow.com

feb. 20-23
WWIN 
The Rio Hotel 
Las Vegas, NV
(702)-682-3475
wwinshow.com

feb. 21-23
Mrket VG
Mandalay Bay 
Convention Center
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

feb. 21-23
  Accessories the Show

Mandalay Bay 
Convention Center
Las Vegas, NV
(212)-686-4412
Accessoriestheshow.com

feb. 21-23
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

feb. 21-23
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 21-23
Platform
Las Vegas 
Convention Centers
Las Vegas, NV

(818) 593-5000
magiconline.com

feb. 21-23
Project
Mandalay Bay 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 21-23
POOL
Mandalay Bay 
Convention Centers
Las Vegas, NV
(818) 593-5000

   magiconline.com

feb. 21-23
SOURCING
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 26-march 1
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

feb. 27-march 1
  Moda

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

feb. 27-march 1
  Fame

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

feb. 27-march 1
  Coterie 

Javits Center
Piers 92/94
New York, NY
NY (212)-600-3000
CA (310)-445-4200
enkshows.com

feb. 27-march 1
  Stitch

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

feb. 27-march 1
  Accessories the Show

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

feb. 27-march 1
CURVE NY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

march 5-7
  Supreme Body&Beach

Munchen, Germany
munichfashioncompany.com

march 7-8
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667
Interfiliere.com

march 8-10
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000

americasmart.com

march 19-March 22
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

march 19-21
National Bridal Market 
Chicago, IL 
(312) 527-4141
nationalbridalmarket.com

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

march 25-27
Trendz
Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

april 2-5
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

april 1-4
Stylemax Spring
Chicago, IL
The Merchandise mart                                                
(312) 527-7750
stylemaxonline.com

april 3-5
Las Vegas 
International 

Not responsible for errors. Please check dates with shows before making plans. Got an intimate apparel industry event, and want to let people know? Send us the information for consideration in an upcoming calendar. 
Please include a contact phone number, email and web address, if available.  Send all submissions ATTN: BODY Calendar, 2826 Stillwell Ave., Brooklyn, NY 11224. Or, email  Ted Vayos at Ted@bodymagazine.us.
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income falls 22% at vs
Victoria’s Secret and Pink North American 
operating income fell 22% in the third quarter 
to $163.9 million (down from $210.9 million 
in the same period last year), as sales rose to 
$1.584 billion, compared to $1.568 billion. 
Comparable store sales for the two brands in 
the U.S. and Canada decreased 2% in the 
three months ended October 29, 2016, com-
pared to the same quarter last year. When the 
direct business is added in, the 
decline was only 1%.

“Victoria’s Secret business con-
tinues to face headwinds related 
to changes we implemented in 
the business earlier this year,” 
declared Stuart Burgdoerfer, EVP 
and CFO of parent company L 
Brands. Those changes included 
the exit of swimwear and some 
apparel, the elimination of the 
print catalog, the ending of cer-
tain discount promotions as well 
as staff reductions numbering in 
the hundreds. He added that the 
results also reflected the “pres-
sure related to our investment in 
China, the Victoria’s Secret Fifth 
Avenue flagship store, higher net 
non-operating expense principal-
ly interest and FX.”

In the conference call to discuss 
financial results, he added, “The 
changes we’ve made within the 
Victoria’s Secret business were 
proactive, delivered changes that 
will result in a more streamlined and effi-
cient organization and will accelerate 
growth in our four categories. We made 
progress in the quarter on the implementa-
tion of these changes combining our store 
and product channels clearing through mer-
chandise in the exited categories of swim 
and apparel and making changes to our 
promotional approach.”

Burgdoerfer insisted the company is 
“pleased with our results in the sport and 
bralette categories within the broad busi-
ness. We drove a lot of unit volume growth, 

a lot of trial in those segments.” And he 
denied there were problems with the brands’ 
structured bras. “Actually we don’t have a 
point of view,” he said to one analyst, “that 
the core bra business at Victoria’s is getting 
worse by any stretch. I would say what our 
guidance reflects and, again, this is dynamic 
and we manage it week to week and month-
to-month, is the balance between driving 
trial and volume between these two new 
categories of bras that we’ve talked a lot 
about, sport bras and bralettes, and balancing 
that trial and margin pressure, margin rate 

pressure with growth in those categories.”
He added, however, that “in terms of 

change in promotional strategy and where 
are we in that journey, I would say we’re 
still relatively early in that journey. So we 
have made some clear decisions to elimi-
nate or reduce broad-based promotions like 
the free panty and $10 offer broad promo-
tion that drove a lot of activity in the history 
of the business.”  — NM

soma comps up 0.4%
Comparable store sales at Soma rose 0.4% 

in the three months ended October 29th, the 
29th increase in the last 30 quarters for the 
lingerie division of Chico’s FAS. The retail-
er also confirmed it still plans to open eight 
or nine new lingerie stores this year.

Soma net sales for the thirteen weeks rose 
to $74.320 million, up from $72.349 mil-
lion for the quarter ended October 31, 2015. 

“Soma drove higher operating margin rate 
and operating income through the expansion 
of merchandise margin rate and SG&A lever-
age,” explained Chico’s CEO Shelley 
Broader in the most recent conference call 

with analysts. “Building on Soma’s 
regular flow of new bras, the brand 
launched three in the third quarter, 
the memorable, the sport, and the 
bralette. The memorable drove sales 
volume for bras with its smooth 
memory foam that contours to the 
body for a natural shape.”

“The sport bra showed great early 
success but we have more work to do 
to broaden that offering. Early indi-
cations for the bralette are positive as 
the product was only set in stores at 
the end of October. Overall, bras, 
panties, dressy sleepwear and casual 
sets performed well. However, the 
fashion side of the business contin-
ued to be lacking as Soma refines its 
brand positioning and navigates 
weaker apparel traffic patterns.”

“Soma’s holiday collection fea-
tures sexier and more elevated styles 
with more sparkle, sheer and lace 
details including trend-right lace 
bralettes, plunge style and a cheeky 
panty collection. Soma will also 

offer many gifting options such as plush 
robes, slippers and pajama sets. I continue to 
be bullish on our opportunity in intimates 
and view this as an exciting growth vehicle 
for the company. We are seeing many posi-
tive trends, so we’re testing and learning 
from them to refine Soma’s model to deliver 
stronger growth. While we’re pleased with 
the consistency of Soma’s positive comps, we 
clearly expect more of the brand and of the 
future. We look forward to sharing more detail 
on these strategies in the coming months as 
we formulate our plans.” — NM
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Ted Vayos, BODY: De-
scribe your specialty 
lingerie retail store.

Zsofia Mezey, Zsofia’s 
Fine Lingerie:  We are 
located in the up and 
coming Dallas Design 
District. Surrounded 
by art galleries It has 
a very creative energy, 
and we love being here. 
Lots of new businesses 
are moving here includ-
ing high-end restau-
rants, not to mention 
the second Virgin Ho-
tel just broke ground. 
We are super thrilled 
to be in such exciting 
neighborhood. Opened 

last summer, our store 
focuses in bra fittings, 
bridal undergarments 
and loungewear. 

Ted: What makes your 
store special?

Zsofia:  We are not your 
typical lingerie store or 
retail store for that mat-
ter. Imagine being in 
an industrial area, you 
open the doors and step 
into a beautiful lingerie 
paradise, and you forget 
that you are in Dallas, 
it’s quite avant garde. 
We have created a very 
private environment 
for our lingerie loving 

clients, where they can 
feel free and just want 
to hang out. The feeling 
of a cozy lingerie closet 
with all the good stuff. 
We have a little atelier 
in the back where we 
do small alterations and 
are currently working 
on designing our pri-
vate label. 

Ted: What do you look 
for in an intimate ap-
parel brand?

Zsofia: What we look 
for in Fit, quality, con-
sistency, and innova-
tion. 

Ted: What brands are 
your clients favorite?

Zsofia: We love Lise 
Charmel, the quality 
and look is superb, its 
truly hard not to buy 
it once you try it on. 

Its classic and visually 
pleasing. Stella basic 
does really well because 
of the fit, details and 
price-point.  KissKill 
is another favorite of 
our clients, their design 
is fresh and innova-
tive, great quality and 
price-point. Addition-
ally, we like to intro-
duce innovative brands 
that tastefully push the 
boundaries of linge-
rie by bringing excit-
ing styles or new color 
combinations such as 
MarliesDekkers, Mimi 
Holiday and Fleur du 
Mal to our boutique 
seasonally. We strictly 
specialize in intimates 
and loungewear, though 
we might expand to 
swimwear next year. 

Ted: Describe popular 
styles or trends in your 
area.

retail profile: zsofia’s fine lingerie
Q&A with Zsof ia Mezey, owner
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Zsofia: Dallas women 
are very stylish, they 
know their brands and 
trends. But playful and 
luxurious is on every-
one’s list when they 
come in. Recently, edgy 
lingerie sets with strap 
detailing have been high 
on everyone’s radar, but 
the classic lace cup is al-
ways a hit as well. And 
not to mention every-
one needs a good t-shirt 
bra fort every day use. 

Ted: Describe your price 
points. 

Zsofia:  We try to stay in 
the $60- $190 per bra, 
and under $300 per set. 

Ted: What are your size 
ranges?

Zsofia: We carry band 
sizes 30-38 and cup 
sizes A-G. Additional 
sizes are available for 
special order only. 

Ted:  What is your typi-
cal or average customer 
size.   

Zsofia: Most of our cli-
ents are in the 32 and 
34 bands, but cup sizes 
range. We all come in 
different shapes and 
sizes. Dallas women 
take care of themselves 
and love their curves. 

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

Zsofia: Our average 
transitions are around 
$300, but it depends per 
client, of course. 

Ted: Describe your cus-
tomer base.

Zsofia: Most of our 
clients are the lingerie 
lover kind; Women be-
tween the ages of 25-
65. They are women 
who care about what 
they wear under their 
clothing to achieve 
the optimal silhouette 
and know the impor-
tance of well-fitting 
and well-made linge-
rie. Additionally, we get 
some bridal clientele 
who want something 
extra for their wedding 
night and honeymoon. 
Thoughtful men also 
come in gift shopping 

for their significant 
other on events such as 
anniversaries or birth-
days. 

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

Zsofia: Most of our 
business is generated 
from word of mouth, 
so our clients have been 
our driving force to suc-
cess this past year. 

Ted: What changes 
have been made to draw 
attention to the store 
and improve sales?

Zsofia: We try to be in-
volved with our com-
munity, organizations 
and charities, anything 
that supports and em-
powers women. along 
with networking with 
local businesses to help 
get the word out. 
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