December, 2017

H.U.G.
Awards

contents
DECEMBER 2017

53

ANDRES SARDA

33

TC SHAPEWEAR

46

FELINA

photo reports
men’s
club
shapewear
active
sleepwear
lingerie

17
32
33
37
40
43

47

columns
news
finance
calendar

4
29
30

IMPUDIQUE

features

retail profile: adore me
event report: hug awards
retail profile: hustler hollywood
interview: christopher scharff on the internet

20
22
24
26

Publisher, Editor-in-Chief

Nick Monjo

Nick@FMMG.com
nick.monjo@gmail.com
Associate Publisher
Ted Vayos
Tvayos@gmail.com
Photography
Nick Monjo

BODY Magazine No. 179

is published by Fashion Market Magazine Group,
2820 Stillwell Ave., Brooklyn, N.Y., 11224. www.bodymagazine.us
Ph. (718) 676-4444.
Fax (718) 449-1481
© 2017. All Rights Reserved.
No part of this magazine may be reproduced without
the consent of the publisher.
Subscription for 12 issues is $69. International is $189.
E-mail all inquiries to: nick.monjo@gmail.com
Most photography provided by manufacturers.
All letters to the editor, or news to report,
should be addressed to Ted Vayos
Advertising Inquiries: (718) 676-4444,
or e-mail: nick@fmmg.com.
postmaster: Send address changes to
BODY Magazine, 2820 Stillwell Avenue, Brooklyn, NY, 11224
ON THE COVER
Daisy Corsets
Sales@DaisyCorsets.com
(314) 587-9218
December, 2017

1328 Union Hill Road
Alpharetta, GA 30004 USA
vp@euroskins.com | 770-475-3045

euroskins.com

H.U.G.
Awards

Models: Event Model Group, PaintedFaces Models, MMG Models, Sharlet
Grier Model Management, Stars Models,
Sweet Dreams, APM Models, Unique
Talent Management, Thompson Models,
Images Management, Ikon, Drew Felton,
Cover Girl Agency, Mars, Choice.

Opportunities Available
These Firms Seeking Investors

·
·
·

New Listing - Unique Intimates Firm

Revolutionary Bra With Proven Internet Sales
Established, Profitable Intimates Brand

fmmg advisors

Market Conditions Are Ideal For Investment
Contact Nick Monjo in confidence.

718-676-4444 · Nick@fmmg.com

news

scharff exits dreamgirl

Christopher Scharff has resigned as CEO of
DG Brands, the owner of the Dreamgirl and
other brands. He has been replaced as CEO
by Barry Revzen, an executive of China
Partytime Culture Holdings Limited, a public company on the Hong Kong exchange.
Scharff originally acquired Dreamgirl
about 14 years ago from Patricia Fischer,
then built the company into a prominent
player in sexy costumes and lingerie. About
18 months ago Scharff completed the sale of
his company to a principal of China
Partytime, a maker of costumes, wigs and
intimate apparel. After selling the company,
Scharff remained as CEO of DG Brands.

Revzen told BODY that he was originally
a co-founder of China Partytime who then
sold his half of the company, years before it
then went public in 2015. Revzen then
remained as an employee of the firm.
In an email to “friends and colleagues” on
November 13, Scharff explained, “The intent
of Dreamgirl’s new owners, and my intent as
well, was for me to continue to shepherd the
company over a period lasting up to three
years and last week, the parent company and
I decided to part ways due to divergent leadership interests.”
Scharff added, “Fortunately, I am leaving
the organization in the hands of a very strong
leadership team and am extremely optimistic
about DG Brands’ future prospects. I must
tell you that I feel an amazing sense of excitement as I start this new chapter in my life. As
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I look to the future, I am dedicated to making it positive and productive, although I
will keenly miss the people and the stellar
creativity and high-quality work we produced at Dreamgirl.”
Revzen told BODY, “People should know
Christopher Scharff was a great guy, well
loved. We all feel a lot for him. He has moved
on. It is all good.”
Alma Canjura, EVP and COO of DG
Brands added, “We are saddened to see the
departure of Christopher as he has revolutionized the company under his leadership
and dedication to the company for the past
14 years, but we know he will go on to do
great things. Although this will be a large
change for the organization, Dreamgirl has
many exciting moments ahead with the
launch of our newest lingerie and costume
collections in the coming months.”
The DG statement said of Scharff, “Under
his direction, he helped expand the company
to be sold in over 2,000 retailer accounts
worldwide and create an earning of $30 million in annual sales.”
It added that prior to his joining DG
Brands, Scharff was the vice president for the
BCBG Max Azria International Group and
vice president international for the Movado
Group, as well as an executive at Lanz, Inc., a
business founded by his father in 1938.
In his email note, Scharff said, without
providing detail, he was going to “start a new
venture – one which I have been contemplating for past the year or two.” He added that,
among other things, he would also “Devote
more time to our family real estate holdings
and become more actively involved both
organizationally and philanthropically in
helping the homeless in the Venice Beach
area of Los Angeles. My family has been
actively involved in Venice Beach for more
than half a century and I hope to find a way
to help others and honor the legacy of my
father in the process. Engage in some important family planning matters which are pressing, but I have not had time to do. Consult
with several private equity firms to turnaround some apparel brands. Help out my
friends at Altitude however they would like.”
— NM
(Continued on page 6)
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more exhibitors for nils

Several additional exhibitors have signed on for the New
International Lingerie Show (NILS), which will hold its return
event March 12 through 14 at the Westgate Hotel in Las Vegas.
According to show management, “New commitments have been
received from Starline, Wilderness Dreams, Minor Creations,
MaleBasics, Terilyn K Bridal, Evolution Divaz, Envy by Alexis,
Romeo Whispers, Je T’aime, Pride USA, Tantriss / Umie and
more.” The managers added that the two independent representatives will have booths. “Jennie Nielsen representing Curvy Kate and
a few of her other lines;” and “Wells Apparel Group will be representing Escante, iCollection, Honeydew, Bluebella and Triumph.”
Those newly signed exhibitors will join those who were previously
announced including, “Daisy Corsets, Forplay, Dynashape,
Glamory Hosiery, Andrew Christian, Felina/Jezebel. Mainstreet
Loungewear, Eurotique and JL Intimates.”
NILS also announced it has made progress in attracting retailers
for the upcoming show. “In the past week over 100 new buyer preregistrations have occurred on the NILS website, representing over
267 store locations around the
country. Three of the largest
industry retailers have also preregistered to attend in March.
Buyers are really excited about
the event and it is continuing to
catch on with the vendors now
signing for exhibit space.”
According to John Pace, who is
leading the sales effort,
“Everything is going great and the
vendors have been so kind and
supportive. Now that they know
we are serious and committed to
two shows per year, they are getting serious too.”
Contact Pace at 704-662-8793,
john@ilsshow.com or www.ilsshow.com. — NM

victoria’s secret, pink comps -4% in october

Comparable sales at Victoria’s Secret and Pink company-owned
stores in North America fell 4% in October. But when the direct
sales for those brands is included, the combined total rose 1% over
last October.
While it is heartening to see a positive comp sales number for
Victoria’s Secret and Pink, after ten straight months of negative
(Continued on page 7)
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numbers, it should be noted that October’s 1% increase comes
after a 2% decline last October.
In November 2016 Victoria’s Secret and Pink reported a 5%
increase in comp sales for company-owned stores and direct sales
in North America. But that was followed by a 4% decline in
December, a 10% decline in January 2017, a 16% decline in
February, a 13% decline in March, a 12% decline in April, a 14%
decline in May, a 17% decline June, a 10% decline in July, a 7%
decline in August and a 5% decline in September 2017.
As expected, for
the entire third
quarter
ended
October 28, 2017,
Victoria’s Secret
and Pink reported
a decline in total
income. Sales at
company-owned
Victoria’s Secret
and Pink companyowned stores in
North America fell
from $1.2859 billion
to $1.2430 billion.
Direct sales for the two labels fell from $298.2 million in the quarter ended October 29, 2016 to $295.9 million in the last three
months.
Parent company L Brands, which also owns the La Senza lingerie brand, Bath & Body Works and Henri Bendel, saw its
combined sales for the quarter rise to $2.6178 billion in the latest
quarter, from $2.5810 billion a year ago.
Amie Preston, chief investor relations officer explained that
“Victoria’s Secret October comparable sales were up 1% as
growth in the Pink and beauty businesses was partially offset by
about a 2 point impact of exiting swim and apparel and a decline
in the lingerie business. The merchandise margin rate was down
to last year driven by our quarter-end shrink results. Absent the
shrink impact, the merchandise margin rate would have been
about flat to last year in October.”
She added that “Third quarter sales at Victoria’s Secret
decreased 3% to $1.539 billion and comps decreased 4%. The
negative impact of exiting swim and apparel was about 2 points.”
Looking ahead, Preston reported, “In November we will focus
on our Dream Angels collection and holiday apparel in the Pink
business.” Talking about L Brands, she added, “expect November
total company comps to be about flat. We expect the exit of swim
(Continued on page 8)
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and apparel to negatively impact total company comps in November by about 1 point.”
Many other retailers in the North America
faced with sales declines have responded with
sharp cuts in the number of their stores this
year. But L Brands has actually increased the
number of its lingerie stores here by one, raising the total to 1304. In the time between
January 28 and October 28, 2017, L Brands
opened three U.S. Victoria’s Secrets and closed
eight, lowering the number to 993; added two
Victoria’s Secrets in Canada, raising the number there to 39; opened seven Pink stores in the
U.S. and closed one, raising the total to 139;
closed two Pink stores in Canada, dropping
the total to seven; opened one La Senza store
in the U.S., raising the total to five; and opened one La Senza store in
Canada and closed two, dropping the total to 121. — NM

wacoal net income in first half down 19.2%

Sales at Japan-based Wacoal Holding Corporation dipped 0.4%

8
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while net income fell 19.2% for the six months
ended September 30, 2017. Meanwhile, however, sales rose 9.7% for the firm’s combined
European and North American division compared to the same period last year.
Wacoal as a whole earned 7,437 million yen
(about $65.1 million at current exchange rates)
on sales of 101,976 million yen (about $892.0 million) in the last two quarters, compared to net
income of 9,200 million yen (about $80.5 million) on sales of 102,412 million yen (about
$896.1 million) in the six months ended
September 30, 2016.
Sales in the combined territories of Europe
and North America (the company does not
break down income from the two continents any
further) were 17,458 million yen (about $152.8
million) in the latest six months, representing
17.1% of the company’s total sales for the period.
During the six months from April 1, 2016
through September 30, 2016 sales in those territories were 15,910
million yen (about $139.2 million), representing 15.5% of Wacoal’s
total sales in the period.
While noting problems in its home Japanese market, Wacoal
(Continued on page 9)
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reported “strong growth was seen in the
overseas markets: stable consumer spending
in the United States as the employment
environment remained favorable; improvement in the consumer sentiment in Europe
due to a decline in political risks; and a positive trend of retails sales maintained in
China, where its economy recovered from
recession.” The company added, “In our
overseas business, we are implementing our
initiatives to pursue business collaboration
among Europe and America and Asian
countries, strengthen our ability to respond
to the e-commerce market, and improve
product quality and cost competitiveness in
China and ASEAN-member countries
where our product supply bases are located.”
The Wacoal earnings report continued,
“Overall sales on a local currency basis from
Wacoal International Corp. (U.S.) were
driven by the high sales growth achieved
through our e-commerce website and third-

party e-commerce websites. Further, an
increase in the number of department stores
handling Wacoal brand products during the
first quarter of the current fiscal year resulted
in new product delivery, which contributed
to the overall sales with an increase of 8%
from the corresponding period of the previous fiscal year. Selling, general and administrative expenses, such as costs related to
product listing advertisements and website
renewal, increased in connection with our
initiatives to strengthen e-commerce sales.
However, operating income on a local currency basis increased by 33% as compared to
operating income for the corresponding
period of the previous fiscal year due to a
greater percentage of products sold at full
price and an increase in the percentage of
sales from our own e-commerce website, as
well as an increase in revenue which resulted
in decreasing percentage of manufacturing
overhead as to cost.”
“While sales on a local currency basis for
Wacoal Europe fell below such sales for the
corresponding period of the previous fiscal
year due to the effect of loss of sales that

could have been recorded from the brands
which were liquidated in France, orders
received from our major business partners in
the United Kingdom, North Europe and
Germany were steady in connection with the
expansion of services on our website for
retailers (B2B), and sales through third-party e-commerce websites in the United States
were also strong. Also, in our underwear
business, sales of our plus-size brand “elomi”
brands increased by 24% as compared to
such sales for the corresponding period of
the previous fiscal year, and continued to
achieve high growth, while sales of our
“Wacoal” brand products also expanded.
Sales of our swimwear products under
“Fantasie” and “Freya” were also strong during the second quarter of the current fiscal
year due to the summer heat wave, and overall sales increased by 5% as compared to such
sales for the corresponding period of the
previous fiscal year. Operating income
improved over budget as a result of the
absence of the non-recurring expenses relat(Continued on page 10)
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ed to the liquidation proceedings for our French
subsidiary which we
recorded during the corresponding period of the previous fiscal year.” — NM

soma comps -1.7%

Comparable sales at Soma
fell 1.7% in the third quarter,
marking the second quarterly decline in a row for the
brand. For the 39 weeks
ended October 28, 2017
sales were down 1.1%.
Up until the last two quarters, the lingerie
division of Chico’s FAS had enjoyed a
lengthy, almost unbroken string of positive
sales comps dating back (with one negative
exception in the third quarter of 2015) to the
second quarter of 2009.
Sales at the Soma division were $72.462
million during the thirteen
weeks ended October 28,
2017, compared to $74.320
million during the same period in 2016. During the first
three quarters of this year,
Soma sales totaled $244.699
million,
compared
to
$247.134 million in the 39
weeks ended October 29,
2016.
For parent company
Chico’s, third quarter earnings fell to $16.690 million on
lower sales of $532.287 million, compared to net income
of $23.598 million on sales of
$596.912 million in the same
three months last year.
In the first nine months of
this year Chico’s earned
$73.025 million on sales of
$1.695 billion compared to
$77.721 million on sales of
$1.876 billion in the first three
quarters of 2016. In addition
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to Soma the company owns the White
House Black Market and Chico’s brands
and stores.
The company noted that for the firm as a
whole, “Results for the third quarter include
the unfavorable impact of hurricanes Harvey,
Irma and Maria...of approximately $5.0 million after-tax, or $0.04 per diluted share.”
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Said Shelley Broader, CEO
and president of Chico’s, “We
remain focused on driving top
line growth and are making
important
improvements
across our brands, including
the expansion of special sizes,
the broadening of omni-channel engagement and the creation of alternative sales channels to fuel growth.
In the conference call with
analysts to discuss the results,
Broader added, “For Soma,
we did see a nice post hurricane improvement in traffic
and sales trends. As with
Chico’s, we saw an improved
customer response to our holiday floor set.
Casual sleepwear, basic foundation bras
and panties were our best performers this
quarter. We underperformed in loungewear and in the Vanishing Back Balconet,
which we launched as an extension of our
highly successful vanishing-back bra franchise. Unfortunately, this particular bra was not differentiated
enough to drive increased sales.”
She added, “Mary van Praag, our
new brand president and her team
are focused on merchandise
improvement and enhancing our
core franchise with an emphasis on
solutions which have always differentiated the brand and where
Soma has historically excelled.
These solutions include vanishingback bra, vanishing-edge and cool
night sleepwear. PJ sets and separates will also be a focus, particularly heading into the holiday season. We are working to make gift
giving easy with casual sleepwear
emphasized in stores and online.”
As it released its financial data,
Chico’s included information on
its store counts. In the time
between July 29 and October 28,
2017 Soma closed two “frontline
boutiques” reducing the total num(Continued on page 11)
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ber of locations to 271. During the same
period the company continued to maintain
19 Soma “outlets.” — NM
The complete conference call transcript
can be found here: https://seekingalpha.
com/article/4126801-chicos-fas-chs-ceo-shelley-broader-q3-2017-results-earnings-calltranscript?page=1

oh la la cheri expands

Oh La La Cheri is expanding its offerings
for 2018, adding a new “capsule loungewear”
group, growing its recently introduced Real
Lingerie line, and adding updated and higher priced bridal pieces to its new Kaviar
label.
In an interview with BODY, owner and
lead designer Nicolas Attard explained the
new loungewear group will contain 20 to 25
pieces, wholesaling from $10 to $25. “The
group includes robes, rompers, boy shorts,
pants in modal and light jersey.” He added

the line will focus on unique prints. “Every
day wear. Fashion that is sensual, young,
trendy. For the girl who wants something
cool, comfortable.”
Attard said the aim was also to provide a
mother “with something for her daughter
that is fashionable, but not a $150 robe for an
18 year old girl.” Delivery for this group starts
in January.
The designer said the idea to move his
bridal pieces under the Kaviar label he created earlier this year, came with the realization that his customers will “pay more for
something different, something that provides an alternative. That is clean and creative. They will spend more for exceptional
things.”
This new Kaviar bridal line is composed of
“eight groups of curated pieces that are different and breathtaking,” said Attard.
Wholesale prices range from $17 to $30.
Earlier this year, when he created his Real
Lingerie collection, Attard said he was aiming to sell it to mainstream lingerie and
apparel stores. “It is sensual without showing at lot. Pieces can go to work and go to
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school.”
But in addition to selling into the mainstream, “the reaction has been strong in the
adult stores as well.” He said he has seen a
parallel trend where his sexier lingerie has
been gaining ground in more conservative,
mainstream stores. — NM

daisy’s corset dresses
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Daisy Corsets continues to expand with the
debut of a new Corset Dress collection.
In a crowded field, in a few short years,
Daisy Corsets has risen to prominence due
to the quality of its products and an overriding commitment to innovation. “We have
had huge success with our corsets in the lingerie industry, especially the plus size market,” explained co-owner Jennifer Reynolds.
“We want to take our core product, a corset,
and implement that into other apparel markets that can benefit from having built-in
shapewear in their garments.”
For its latest launch, Daisy Corsets is offering over 100 Corset Dress styles, all available
is sizes small through 6x. According to the
(Continued on page 13)
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company, all are “fully boned corset dresses,
most using steel boning. What does this
mean for retailers and consumers? No more
separate shapewear pieces needed to wear
underneath your dresses! Daisy Corsets
new dresses are just as functional as they are
stylish. They will cinch you in and smooth
you out, all in one garment. This is revolutionary in the apparel industry and Daisy
Corsets plans to focus on further expansion
of their new dress line in the anticipation of
it’s great success.”
The target markets for the new collection
are the bridal, prom and other special occasion markets.
Daisy Corsets has already demonstrated
its ability to leverage its expertise with corsets into successful businesses, having previously introduced collections of corset oriented costumes, as well as a swimwear..
To meet the immediate needs of its customers, Daisy Corsets maintains an inventory of “over 500 corset styles in stock at
their warehouse” in St Louis, MO. Contact
Jennifer@DaisyCorsets.com or (314) 5879218.

this year alone] and had an accumulated
deficit of $61,993,318 and expects to incur
significant further losses in the development
of its business.” In its last fiscal year Naked
reported just $1.84 million in sales, with a
loss of $10.8 million.
The proposed merger with Bendon,
which said it generates about $100 million
in annual sales, was announced in January
of 2017. According to the plan as outlined
then, Naked shareholders would own
about 7% of the shares of the resulting entity, with Bendon shareholders owning the
rest. The plan is for the newly formed firm
to continue as a public company.
Naked’s latest SEC filing, which was
signed by Carole Hochman, stated in full:
“On October 20, 2017, Mr. David Hochman

and Mr. Andrew Kaplan advised Naked
Brand Group Inc. (the “Company”) that
each would resign as a member of the
Board of Directors of the Company, effective immediately. Messrs. Hochman’s and
Kaplan’s resignations were not the result of
any disagreement with the Company on any
matter relating to the Company’s operations, policies or practices.” — NM

adore me to refund $1.3 million

AdoreMe Inc. has agreed to return over $1.3
million to customers to settle Federal Trade
Commission (FTC) charges that it
deceived shoppers who enrolled in a “VIP”
membership program offering discounts
and other benefits, and made it hard for
(Continued on page 14)

david hochman exits naked

David Hochman has resigned as a director
of Naked Brand Group Inc. No reason was
provided. He is the son of CEO Carole
Hochman.
Naked, a public company, is apparently
close to completing a merger with the much
larger, privately-held, New Zealand-based
Bendon Limited.
In early 2014, David Hochman, working
with his mother and other investors,
announced they taken over Naked, a small
producer of men’s underwear. As of June,
2014, David had become a company director and owned about 6.9% of the company’s
then outstanding shares.
The takeover did not turn out well. In a
recent filing Naked admitted that “as of July
31, 2017, the company had not yet achieved
profitable operations, had incurred a net
loss of $4,813,735 [in the first six months of
DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US
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them to cancel their memberships or receive
refunds.
The FTC noted that the “membership
program cost $39.95 per month – unless, in
the first five days of each month, a member
bought something or clicked an online button to “skip” buying that
month. The company’s
website stated, “If you do
not make a purchase or
skip the month by the 5th,
you’ll be charged a $39.95
store credit that can be
used anytime to buy anything on Adore Me.”
But, according to the
FTC complaint, “despite
explicit promises that consumers would be able to
use their store credits “anytime,” from at least May
2015 to May 2016, AdoreMe
took
unused
credit
amounts away from consumers who canceled their
memberships or initiated
chargebacks with financial institutions to
dispute their transactions with the company.
Despite discontinuing this practice in May
2016, the company has not made full refunds
to all affected consumers.”
The FTC stated Adore Me “is charged
with violating the FTC Act by misrepresenting its store credit policy, and the
Restore Online Shoppers Confidence Act
by failing to provide consumers with a simple mechanism to stop recurring charges.
The FTC alleges that for several years the
company made it hard to cancel memberships, including by limiting how consumers
could submit cancellation requests, understaffing its customer service department,
and putting consumers through drawn-out
cancellation request processes. Under the
settlement order, the company is prohibited
from making misrepresentations in the sale
of any good or service with a negative-option
feature, and failing to provide a simple way

Total Comfort
Total Control
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for consumers to avoid being charged and to
immediately stop any recurring charges.”
The commission added that “AdoreMe is
also barred from representing that any negative-option feature is being offered on a free,
trial, no obligation, reduced, or discounted
basis, without clearly disclosing costs and
how consumers can avoid charges. In addition, the company must promptly send consumers confirmations of their orders with
similar disclosures, without
any upsells, additional product or service offers, or other
advertising or marketing. The
order also prohibits the company from using customers’
billing information to obtain
payments without first obtaining their express informed
consent in a manner prescribed in the order.”
The FTC concluded that
“The order requires AdoreMe
to notify and provide refunds
of forfeited store credit to eligible customers, and imposes a
$1,378,654 judgment that will
be used to pay refunds to consumers under the order.” The
full complaint can be found
here: https://www.ftc.gov/system/files/documents/cases/adoreme_complaint.pdf. — NM

delta q3 sales +15%, net -18%

Sales at Delta Galil rose 15% in the third
quarter while net income fell 18%. For the
first nine months sales are up 24% while
income is down 13%.

For the three months ending September 30,
the company earned $14.4 million on sales of
$340.3 million compared to a profit of $17.7
million on sales of $296.6 million in the same
period a year ago.
As it released the quarterly results, Delta
Galil reaffirmed that for the full year 2017 “sales
are expected to range between $1,330 million-$1,370 million, representing an increase of
13%-16% from 2016 actual sales of $1,179 million.”
CEO Isaac Dabah declared, “We are very
pleased with our third quarter results, which
reflect our balanced and diversified mix of busi(Continued on page 15)
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nesses, products and markets. We delivered a
strong quarter in our global upper market,
Schiesser and recently acquired, Delta Galil
Premium Brands, segments.”
In the summer of 2016 the company signed a
$120 million deal to purchase apparel brands,
including 7 for All Mankind, Splendid and
Ella Moss, from VF Corporation’s
Contemporary Brands Coalition.
Dabah admitted that during the latest quarter, “we did see softer sales in the U.S. resulting from the hurricane’s impact and port closures, as well as big launches of club programs
which were not anniversaried from last year.
However, we remained focused on centralizing and consolidating several manufacturing
capabilities and store locations to promote
greater efficiency, teamwork and more agile
decision-making. And we expect to begin
benefiting from these efforts, as well as expansion into Asian and Latin American markets,
and initiatives to enhance the performance of
Delta Galil Premium Brands beginning in
2018 and beyond.”
“Looking ahead, we will continue to grow
organically, with a focus on our international
and e-commerce businesses, while we will also
continue to pursue the right strategic acquisition opportunities. We currently have a strong
balance sheet, and we remain committed to
investing in new products and resources to
drive sustained profitable growth and longterm shareholder value.”
In discussing the latest quarter, the company noted “The sales increase reflected a full
period of results from Delta Galil Premium
Brands (DGPB), as well as strength in the
Global Upper Market, Schiesser and Delta
Israel, while sales of Delta USA were impacted by hurricanes. Excluding DGPB, sales
increased by 2% compared to the third quarter
of 2016. For the first nine months of 2017, sales
rose 24% to $996.4 million, compared to
$802.8 million in the first nine months of 2016.
Excluding DGPB, sales for the nine-month
period increased by 3% compared to the first
nine months of 2016.” — NM

vs, pink q3 comps down 4%

Victoria’s Secret and Pink comparable store
and direct sales in North America fell 4% in

the 13 weeks ended October 28, and were
down 11% for the first 39 weeks of the fiscal
year.
Total sales for Victoria’s Secret and Pink
stores in North America fell from $1.286
billion in the third quarter last year to $1.243
billion this year. Meanwhile, sales in the
first three quarters fell from $4.136 billion in
2016 to $3.841 billion for the first 39 weeks of
fiscal 2017.
Victoria’s Secret and Pink direct sales
were $295.9 million in the latest quarter,
compared to $298.2 million in the third
quarter last year. Direct sales for the brands
in the first 39 weeks of fiscal 2016 were
$1.056 billion compared to $878 million during the same period this year.
The company explained that “For the
third quarter ended October 28, 2017, the
exit of the swim and apparel categories had
a negative impact of about two percentage
points to both total company and Victoria’s
Secret comparable sales.”
Parent company L Brands net income in
the third quarter fell sharply to $85.985 million on
slightly higher sales of
$2.618 billion compared to
a profit of $121.640 million
on sales of $2.581 for the
thirteen weeks ended
October 29, 2016. L
Brands also owns Bath &
Body Works, La Senza
and Henri Bendel.
In the conference call
with analysts, Jan Singer,
CEO of Victoria’s Secret
lingerie discussed the
progress made in the third
quarter. “We are focused
and continue to be focused
on the core of the business,
our best act which is bras and bras balancing our portfolio with choices on sexy.
Unlined, lightly-lined and push-up are all in
the portfolio. The strength of the core is
constructing bras with benefits, balanced
with fashion and emotional content and
that’s working for us. In Q3, we launched
Illusion. Illusion is a constructed bra that
comes in three choices.” She noted the new

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

bra offers “sexy smoothing and it has high
emotional content. The bra exceeded unit
launch and continues to sustain at a higher
rate than our previously constructed bra
launches. It’s working and we will stay on
that offense. In addition, in the bra category, Dream Angels, a very important portfolio for us, has been up double-digits on
three constructed bras as well, romance,
lace, embellishment, all working. We are
going to continue to offer her choices in the
bra category.”
Singer noted that the company is “resetting” its pantie programs explaining that
“we’re very excited to see the progress on
this reset already happening.” She said there
has been progress in the sleep category
where there are two initiatives. “One we’ve
been testing for six months in the Mix-andMatch and one that we do every year called
Packaged Goods. Mix-and-Match is an
incremental business. It has rolled to the
chain and it is working. We are excited that
she can make her own solutions of sleepwear. She’s attaching it to
bras in the box as well as
panties, and we are seeing a
high penetration of new customers. In addition, in Sleep,
we have a Sexy Sleep business which is 100% on trend.”
She claimed, “It’s been up
double-digits for us in the last
quarter and we see that continuing as we head into holiday and spring.”
Singer moved on to sport,
stating that it is a “growth
driver for us, up double-digits as well. The base business
is also growing and it’s a new
customer. The anchor to that
in Q3 was the launch of the
Angel Max Bra. The Angel Max Bra
launch was strong. In the first single day did
more than our best sport bra launch did in
one full week. We continue to see that
build. It’s attaching to tights, multiple
tights and tops. A very simple sport construct, a new customer, and we’re excited to
see that business continue to grow.”
(Continued on page 16)
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news
(Continued from page 15)

Elsewhere in the call, Singer said the
store’s “loyalty program, Angel Card, has
been reactivated and reengaged and we’re
seeing momentum in that space.”
Asked about Victoria’s Secret’s latest promotional efforts, Singer explained, “first and
foremost, our job is to protect the core and
strengthen the core of the business. We feel
good about that and the margins are strong
there. We have brand accretive promotions
which enable us to do three things. Number
one, introduce the new customer to the
store and the new product; I feel good about
that. Number two, we are reengaging with
customers we haven’t seen in about 12
months. That feels also very strong. We’ve
had great success there. And we will always
surprise and delight an existing customer,
things like giving her a lip product when she
tries an Illusion bra, feels good for both of us
and the customer. That is what we’re talking
about when we are talking about promotions. We are doing both direct mail and
digital. Direct mail has a very strong flow
through for us. She’s spending time with
that piece and she’s coming in.”
Discussing competition in the marketplace, Singer emphasized some of Victoria’s
Secret’s key strengths. “What I love about
our business is, we have a 1,000 stores and a
strong digital flagship store. We are able to
offer choices for her. Coming into the store
and being fit for a bra is a unique experience
with – I think we have five bra associates
per store that have an average tenure of 10
years. So having that engagement and having been a person that did that for three
months, eight hours a day, six days a week,
there is nothing that can replace that
engagement with the customer.” — NM
The complete conference call transcript
can be found here: https://seekingalpha.
com/article/4125508-l-brands-lb-q3-2017-results-earnings-call-transcript

“The mock turtleneck is back….from the
70’s! Perfect base layer with the long underwear collection…or on it’s own. Hot!,” stated Wood’s Terresa Zimmerman. “Once
seen on stars like Steve McQueen and
Michael Caine, the mock turtle is being
worn under suits, sport coats and vests, oh
and as regular thermal underwear too.”
“The perfect extra thermal layer when you
need it, without all the bulk...and very fashionable. Along with the three button hen-

ley, the mock turtle is perfect for the layered
look in fashion at the moment. Always
ready knits, no iron polish, total comfort...
and with serious cool factor.”
The collection includes a long underwear
bottom, long sleeve crew and mock turtle
and all are offered in “our most popular charcoal heather in our luxurious modal/cotton
blend fabric.”
Call for price and availability. (310) 339-4355.
Order through your local rep or NuOrder.
B

wood mock turtleneck

Wood Underwear is shipping a new long
underwear collection that includes a mock
turtleneck.
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wood underwear •
(310) 339-4355 • Terresa@woodunderwear.com

men

patrice catanzaro ·
commercial@patricecatanzaro.info

wilderness dreams · (320) 762-2816

· maryg@wildernessdreams.com

retail profile: adore me
Q&A with Morgan Hermand-Waiche, CEO
10. Instead of having plussize women purchasing
lingerie at niche brands,
Adore Me constitutes as a
one stop shop for women
of all sizes, from petite to
plus.

Ted Vayos, BODY Magazine: When I last interviewed you for BODY
Magazine the sales at
Adore Me in 2014 were
$15.5 million. What were
the company’s sales in
2015 and in 2016? What
key factors contributed to
the way Adore Me performed over this period?
Morgan Hermand-Waiche,
Adore Me: Adore Me has
experienced a massive
growth since 2014: Our
revenue has multiplied
by more than five-folds from $15.5 in 2014 to a
whopping $84M in 2016
- and we are currently on
track to reach over $100M
in 2017. Our fast-paced
growth is due to several
key innovations Adore Me
has introduced to the U.S.
lingerie market.
First, Adore Me’s main innovation is that compared
to our competitors, Adore
Me is inclusive. While
67% of the U.S. retail market is plus-size (according
to Bloomberg), the main
player has historically
made women feel sidelined
by not offering above a size
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Second, Adore Me is fastfashion: While other players in the market launch
collections 4 times a year,
Adore Me launches a new
collection of 40-60 designs
every single month.
Third, Adore Me is offering these added values
while cutting prices by
more than half and offering affordable fashion. By
avoiding the high costs
of prime retail locations
in addition to working
without any middleman Adore Me can cut prices
by more than half compared to competitors.
Our fast-paced growth has
made us recognized in the
industry: Adore Me has
been has been ranked three
times on Crain’s
Fast 50 list and
ranked as #55
on Silicon Alley 2015 Top
100. Adore Me
has also been
highlighted
as one of the
fastest-growing
retailers in the
U.S. - ranked
three times on
the Inc. 500 list
of the fastestgrowing private
companies in
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America, including the #2
fastest growing retail company in the U.S. in 2015.

featured in Vogue and is
available in sizes XS to
4XL.

Ted: What are Adore Me’s
sales figures so far in 2017?
What do you think Adore
Me sales will reach in
2017?

Also during 2016, Adore
Me entered the plus-size
swimwear market, estimated at $4.4B, with the
same inclusive sensibility
as with lingerie - becoming the first not plus-size
niche brand to create plussize swimwear that is fashion-worthy.

Morgan: Unfortunately,
we don’t disclose this yet.
However, we are on par to
reach over $100M in 2017.
Ted: What new product
categories have you added
to Adore Me since 2014?
Please include when they
were added.
Morgan: Over the years,
the product categories
have multiplied and the
size range has extended but the value proposition
has stayed the same.
In 2016, we developed
our product category to
include activewear and
athleisure. The new activewear collection has been

In addition to plus-size
swimwear, loungewear and
activewear in 2016, Adore
Me has extended its product categories to also include maternity bras.
Ted: Do you plan on adding any new product categories in 2017-2018?
Morgan: The goal has always been to disrupt the
US lingerie industry to the
core. With an exponential
revenue record, the goal
is to continue at the same
pace. We will look into ad-
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ditional product categories,
new countries, retail opportunities, etc.
Ted: In 2014 your company had around 80 employees between your US and
overseas offices in Bucharest Romania. How many
people do you have working for you today? What
percentage of your team is
in the US? What role does
each of these offices play
for the company?
Morgan: The growth has
reflected in our team: in
2014, we had a total of 51
employees across Europe
and the U.S. A month ago,
we reached a total of 150
employees, which constitutes almost triple in manpower since 2014.
We’re able to stay ahead
of the tech-curve by creating an online shopping
experience with stronger
performing metrics than
e-commerce
standards,
which has had a rapid success in appealing to techsavvy millennials. Being
a tech-savvy e-commerce
company is a priority at
Adore Me, therefore half
of the team is devoted to
UX and IT, and based in
Romania. All other operations such as design, supply chain, marketing etc. is
based in NYC.
Ted: Adore Me advertising
campaigns have been popping up all over New York
City. What new marketing
strategies have you used
to promote Adore Me offline?
Morgan: Adore Me has
taken several offline initiatives: in early 2017, Adore

Me rolled out
an offline campaign to advertise on national
TV, on NYC
yellow cabs and
subway cars in
New York and
Chicago.
Most recently,
we did a marketing takeover
in one of the
busiest hubs in
New York – the
Herald Square
subway station,
right below the Victoria’s
Secret flagship, showcasing the contrast between
old-school lingerie marketing and the raw, authentic, millennial voice
of Adore Me. To amplify
this offline campaign, all
posts on Adore Me’s social
media platforms during 5
days were solely dedicated
towards this campaign.call
or email.
Ted: You moved Adore Me
for a third time in 2017.
The new Adore Me New
York office has an actual
showroom. Retailers like
Nordstrom and Lord &
Taylors have started to
carry Adore Me in the US.
Do you have plans to further expand your wholesale
business?
Morgan: Yes, at our New
York HQ, we have a byappointment showroom
where our customers are
welcomed to come in and
receive a personalized, free,
45-minute one-on-one experience with our lingerie
stylist. Our stylist will assist with finding the right
styles, take measurements
and guide them to find
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their perfect fit.
Retail partnerships is a way
for Adore Me to cater to
even more women in the
US and Canada. By being
present at selected department stores, Adore Me
can reach women who still
purchase lingerie offline.
We’ve partnered up with
a few selected department
stores – Lord & Taylor and
Nordstrom in the U.S., and
Hudson’s Bay in Canada.
We’re always looking to
business opportunities that
can expand our business to
be able to cater more women across the country.
Ted: Last year Adore Me
opened a pop-up shop in
New York City and now
your team is currently fitting consumers in the New
York showroom. Do you
have plans to open brick
and mortar stores?
Morgan: In February earlier this year, right in time
for Valentine’s Day, Adore
Me hosted a 1-day popup at the iconic World
Trade Center’s Oculus.
Rather than a 4-wall store,
the pop-up was centered
in the middle of one of

NYC’s busiest transportation hubs, and designed as
a 360-experience set. The
set featured a live, 9-hourlong fashion photoshoot,
as well as a 16-feet-wide
selfie wall for visitors to
engage with. The pop-up
didn’t have any merchandize sold on site; instead,
the set featured a freebie
giveaway station with discount coupons that could
only be applied online. The
visitors were encouraged to
engage with the brand offline, and go on a shopping
spree online, when they’re
already at home.
We constantly look for new
innovative offline ideas!
Ted: Your currently selling
Adore Me in the US and
Canada. Do you have future plans to expand your
online sales beyond the
borders of North America?
Morgan: Yes - regarding
future plans, Adore Me
is planning to broaden its
international reach. We’re
currently
strengthening
our stance in Canada and
we launched Adore Me in
Australia earlier this year.
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event report
The annual H.U.G. awards event was
held November 1, 2017 to honor two
industry firms and raise money for
pediatric hospital programs.
Jockey International received one
of the awards, accepted by Mark Fedyk, president North America wholesaling and licensing, chief merchan-

Victoria Vandagriff of Delta Galil and Honoree Mark
Fedyk of Jockey International.

H.U.G. Awards 2017

dising officer. Lenzing Fibers received
the other award, which was accepted
by Tricia Carey, director of global
business development.
The annual gala, which starts with
a cocktail reception and photos and
is followed by dinner and the awards
presentation, was held, as it has been

Malvina Hoxha and Honoree Tricia Carey of Lenzing Fibers, with
Emcee Lisa Cusimano of Jockey’s Everday Hero’s Campaign.

Norma Reinhardt Mascarotti, Janet Peters, Camille Block, Roslyn Harte, Clelia
Parisi and Angela Vega of Project Help US Give.

Christa DuBeau, Maureen Putlak, Lisa Cusimano, Leah Steger, Alannah
Olson, Janis Ashmus of Jockey International.

John Brody and Honoree Mark Fedyk of
Jockey International.
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in recent past years, at the 230 Fifth
Penthouse at 230 Fifth Avenue in
Manhattan. The event is sponsored by
Project Help Us Give, Inc. to benefit
Rusk Rehabilitation’s pediatric programs and other children’s services
at Hassenfeld Children’s Hospital at
NYU Langone Health.

Robert Vatalie of Wacoal and Seth
Morris of Komar Company.
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Ann Deal and Becky Harmon
of Fashion Forms.

Walter Costello of Macra Lace with Honoree
Tricia Carey of Lenzing Fibers.

Maurice Reznik and Victoria
Vandagriff of Delta Galil.

Victor and Angela Vega with Norma Reinhardt
Mascarotti of Project Help US Give.

Tom Richardson of Cupid Foundations/TC Fine, Becky Harmon of Fashion Forms,
Mary and David Welsch of Cupid Foundations/TC Fine.
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Jenny Wu, Abby Lopez, Becky Niese, Rachel Nall, Kellie Miller
and Becky Harmon of Fashion Forms.

Russell Giarratana of Wacoal with Victor Vega.

Robert Vatalie with the Wacoal team.

Marion Pradler Sentucq and
Raphael Camp of Curvexpo.

Chris Candee and Suzanne Dawson from Kohls with
Seth Morris of Komar Company.

Jennifer Murer from Tianhai Lace and
JP Brogan of Billion.

Maurice Reznik of Delta Galil with
JP Brogan of Billion.

Victor Vega with Robert Vatalie of Wacoal.

Kenneth R. Mulligan of Kenneth NY, Malvina Hoxha of Lenzing, Dana Davis of Mara
Hoffman, Ericka Gutierrez Garcia of Lenzing, Celine DeCarlo of Mara Hoffman, Carol
Gross of Darlington, Honeree Tricia Carey of Lenzing and Tim Carey.
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Carissa Krause, Christa DuBeau, Maureen
Putlak of Jockey International.

Kate Parkin of Rusk and Camille Block.

Dani Thur, Laetitia Lecigne, Erica Rendall, Lauren Weissman
and Kristina Lock of Jockey International.

Honoree Mark Fedyk with the Jockey International team.
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retail profile: hustler hollywood
Q&A with Larry Flynt, owner

apparel, accessories, gifts, sensual
and personal care,
novelties, DVDs,
and BDSM.
Ted: What makes
your stores special?

Ted Vayos, BODY Magazine: Please describe your
chain of adult retail stores.
Larry Flynt, Hustler Hollywood: HUSTLER Hollywood is a leader in cultivating an upscale, sexy
shopping experience. The
store’s tasteful, bright and
sophisticated design provides customers with a
wide variety of merchandise to choose from. We
provide the customer with
a fun shopping experience
where they can purchase
women’s and men’s apparel, jewelry, lingerie, candles
and home products as well
as an upscale selection of
novelties.
Ted: How many stores
does your company have
selling intimates?
Larry: 23 locations and
counting!

Diego, Tacoma, West Covina, Fresno, Phoenix, San
Jose, Bakersfield, Las Vegas, San Antonio, Nashville, St. Louis, Oklahoma
City, Lexington, Monroe,
Cincinnati, New Orleans,
Ft. Lauderdale, St. Augustine, and West Palm
Beach.
Ted: When did you open
this business?
Larry: Our flagship store
opened on the Sunset
Strip in 1998.
Ted: Do you have
an online retail
platform?

Ted: What do you look for
in a Lingerie, Dancerwear,
Clubwear, Fetish, Steam
Punk, Goth, Costume,
Shoesand hosiery brands?
Larry: For us, the most
important thing is quality. As long as a piece is
high quality and fashionable, we’ll purchase it.
We also look for items
that come in an extensive
range of sizes so we can
fit as many body types as
possible. And in all areas,
we really try to focus on
unique looks that aren’t
available in every shop.
We of course have staple
items like black panties
and fishnet hosiery, but we
like to highlight the items
that are really unique.
Ted: List some of the
brands that are important
to your store. Which of
these brands deserves an
outstanding review from

Larry: We do!
Shop www.hust le r ho l l y wo o d .
com

Ted: Where are they located?

Ted: What are
some key product categories at
Hustler Hollywood?

Larry: Los Angeles, San

Larry: Lingerie,
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Larry:
Our
stores are brightly lit and well
designed,
our
merchandise is
sophisticated and
high end, and our
employees are educated,
warm and friendly. Our
ever-expanding chain offers customers a bright,
refreshing alternative to
the seedy adult bookstore.
While initially met with
some trepidation from a
few communities, everyone has come to realize
that sex doesn’t need to
be relegated to the back
alleys or to “other side of
the tracks”. Done well—
which is the only way the
Flynts know how to do
things -- a store catering

to romance and pleasure
adds to the fundamental
character of a city.
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you?
Larry: Pleaser USA supplies all of our shoes and
has been a fantastic partner in growing our business. They provide great
customer service, ship
quickly and accurately,
keep us abreast of trends,
and constantly analyze
our ordering patterns to
develop individual recommendations for the best
new styles for each of our
markets.
Ted: Where do you like to
shop for your merchandise?
Larry: We look at trade
publications and go to
trade shows like most
businesses do, but in addition, we do a lot of sourcing for custom-made and
private label products so
that our offerings really
stand out from our competitors. We also review
mainstream fashion publications and sites to make
sure our product offerings
reflect the fabrics, colors,
and trends that are popular
at any given moment.
Ted: Have you brought any

new products or
brands into your
store recently?
Larry:
Right
now our focus is
on Halloween so
many of our new
items are mix and
match pieces like
tops,
bottoms,
masks,
gloves,
and jewelry pieces that allow customers to create
one of a kind costume looks.
Ted: Do you carry other
products besides those
listed above?
Larry:
We also offer
items like massage lotions,
fragrances, bath products,
couples’ games, and bachelorette party items.
Ted: Describe the popular styles or trends in your
stores.
Larry: Since we have
stores in so many different
parts of the country, there’s
not just one area to consider when talking trends,
but some of the consistent
ones are strappy lingerie
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looks, glitter, feathers, sequins, and lace. 2 piece
outfits (crop top/short) in
satin or velvet, rhinestone
fishnets, and thigh high
socks and boots are also
always popular with our
customers.
Ted: What does your average customer spend per
visit to your stores?
Larry: Average transaction trends between $50$75.
Ted: Describe your customer base.
Larry: The majority of our
clientele are middle-aged
women and couples, but as
our brand grows,
we see younger
individuals and
a more diverse
demographic
shopping in our
stores. We aim to
have something
for everyone, and
people from all
walks of life are
welcome to shop
at
HUSTLER
Hollywood. We’re
confident
everyone can find
something they

love.
Ted: What has impacted
your businesses the most
over the past year?
Larry: We have benefitted
greatly from expanding
our HUSTLER branded
clothing and lingerie selections to include new
styles of sexy dresses, tops,
skirts, catsuits, lingerie,
hosiery, fetish apparel,
men’s underwear, and casual apparel and accessories for men and women.
We’ve also added more
fashion jewelry and shoes
so that we can outfit our
customers from head to
toe. Focusing on our brand
has allowed us to attract
people who may not have
shopped with us before
or realized that we have
much more to offer than
just magazines and DVDs.
Ted: What have you done
to draw attention to your
new business?
Larry: We are always striving to elevate our brand.
We aim to be a destination
for customers to be educated and encouraged to
explore their sensuality.
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interview:

Christopher Scharff Discusses The Impact Of The Internet

The rise of the internet as a retail selling
platform presents a host of challenges
and opportunities for both wholesalers
and retailers of all types of intimate
apparel and related products. In this
interview BODY publisher Nick
Monjo questioned former DG Brands
CEO Christopher Scharff, shortly
before he left the firm, about how his
company had addressed some of these
issues. While Scharff discussed solutions
that appled specifically to DG Brands,
his answers will be of interest to many
firms producing and selling a wide
variety of different merchandise.

experience across all sales channels.
Retailers who have a question about
these new policies are asked to call
their DG sales representative.

MONJO: You have stated unequivocally that DG Brands will not be
retailing Dreamgirl products directly
to consumers. Can you explain and
expand a bit on this.

a retailer per se but rather a search
engine that displays a lot of information on products and pricing. DG
is taking control of this channel for
proper brand positioning and for
price control in an effort to protect all
retailers and maintain MAP. DG is
doing this for the health of the brand
and for the health of the business.
By taking control of listings, DG can

MONJO: Dreamgirl lingerie, costumes and apparel are currently available in physical stores and online. You
had announced a number of policies
to change and improve the way these
products are sold. Can you summarize the three or four ways things will
change for the retailers involved?
SCHARFF: DG Brands will be
implementing a new Minimum
Advertised Pricing (MAP) policy and
Authorized Reseller Program.
First, we recognize that our high
quality DG retailers invest time and
resources to deliver an outstanding customer experience through
knowledgeable staff and compelling
merchandising. In support and to
reinforce our retailers efforts, DG
Brands is establishing policies to help
allow DG Retailers to earn the profits and margins necessary to maintain
a high level of customer service.
This new Minimum Advertised
Price Policy and Authorized Reseller
program is designed to promote
retailer success by stabilizing online
pricing. This will be accomplished by
controlling the distribution and access
to DG Brands products and maintain
a consistent elevated DG Brands
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Christopher Scharff
SCHARFF: DG Brands is NOT
trying to be a retailer. It does not own
retail stores and it does NOT have
its own retail site. However, DG will
be starting to take control of third
party sites like Amazon. People need
to remember that Amazon is not
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do a better job enhancing its catalogue of items to reinforce the image,
integrity of the brand and pricing to
reinforce its retail partners.
Amazon and other third party sites
are too important of a channel not to
be on it. We need to change everyone’s
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perception of Amazon. Amazon is not
a retailer but primarily:
Amazon is a search engine and is
a place where algorithms make decisions and not people. If price is up
from every other sell then Amazon’s
price would rise. DG doing business
with Amazon is actually good for the
entire customer base and there is a lot
of data to prove this. Research shows
that a product catalogue on Amazon
lifts online sales in general as long as
the listings are well done and the DG
product is well exposed. Our interests
are to grow the business overall and
protect our most valuable retailers
and this means it is time for DG to
clean up its distribution and manage
margins to protect our most valuable
retailers.
A lot of costume brands in the
costume industry have already
started doing this and so have a lot of
novelty brands in the adult industry;
however, DG is the first in the exotic
lingerie segment to take this action.
Finally, we are implementing
MAP policy in order to stop erosion
and we acknowledge that cleaning up
pricing on the internet and especially
with third party sites will not be easy.
We cannot flip a switch and clean
everything up immediately but each
quarter, the results of these efforts
will become more and more visible.
Beginning with Collection 2018,
we will take immediate control over
brand new styles and will be enforcing MAP with all DG Authorized
resellers.
“DG Brands understands more
than anyone how the industry and
retail environment as a whole have
evolved over the last decade. Brands
must take complete ownership of
their presence in the online channel
to restore integrity in merchandising,
pricing and consumer confidence.
DG Brands is ahead of the curve
when it comes to online channel
management,” said Alex Brandstetter,
senior consultant with Marketplace
Ignition, the firm hired to help drive

the initiative.
“What sets DG Brands apart
from its competitors has always been
quality, consistency and innovative
business initiatives. In addition to
controlling pricing and market distribution, DG Brands aims to elevate
its online brand presence through
new digital merchandising across all
major marketplaces and e-trailers,”
said Christopher Scharff recently at
the Altitude Show in Las Vegas in
September.”
MONJO: How will your new MAP
policies affect your existing retailers?
SCHARFF: MAP policies will stop
price erosion from impacting retailer’s profits and protect the retailer’s
investments in DG Brand products.
These MAP policies are for the purpose of nurturing growth of our retail
partners who are competing on customer service, shopping environment
and value while abandoning those
retailers wishing to erode pricing.
MONJO: Can you explain, briefly,
the transition you see from “showrooming” to “webrooming” ? How
will this apply to Dreamgirl and its
products?
SCHARFF: A retail environment
where a brand owner does not take
control of their product and pricing online results in a phenomenon
knowns as “showrooming.”
Most consumers now research
products online on the internet or on
the web and this helps to form their
purchase decision. By taking better
control of third party search engines
including imagery and listings, DG
will be able to better represent its
products online in the ecommerce
space thereby enhancing the likelihood that consumers will form a
favorable impression of DG products.
Often, this may result in a consumer making a trip to the retailer to
see the physical product; yet, without
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any type of MAP policy or Authorized Reseller Policy, the consumer is
likely to then buy the product online
or wherever he or she can find the
product at the best price. This has at
times resulted in the phenomenon
of “showrooming” where the bricks
and mortar retailer loses the sale to a
cheaper internet rival.
However, when a brand succeeds
in coupling the above phenomenon
with a MAP policy and an Effective
Authorized Reseller Policy, one can
bring about the effect of “webrooming” which means that the consumer
researches the product online and
then goes to the store to see the
physical product. However, because
there is an effective MAP policy and
Authorized Reseller Policy in effect,
the consumer will arrive at the store
and then see that the article that
they like is for sale at the bricks and
mortar retailer at relatively the same
price as online and then just buys
the product in the store after having
engaged in “webrooming” by forming their purchase decision online
and then purchasing the product at
the retailer owing to a uniform and
stringent MAP policy.
MONJO: Can you explain, briefly,
how you protect the Dreamgirl images, which you point out are often
stolen by unscrupulous wholesalers
and used to portray their own styles?
SCHARFF: Dreamgirl has over the
past year been employing more and
more resources to research and report
any instances of copyright infringement or trademark infringement
on third party sites. In addition to
employing one internal staff member
full time and an outside attorney to
get third party marketplace sites to
remove any instances of stolen DG
images, DG is also participating in a
number of beta testing programs of
market place cites such as the new
(Continued on page 28
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Brand Registry program at Amazon.
Each day, DG Brands Copyright
Enforcement Division removes
hundreds of third party listings
which infringe on its copyrights and
trademarks.

including Dreamgirl, are involved
in private label production for large
retailers. What are the protections
that can be provided to smaller retailers, too small to get involved in such
programs.

MONJO: You have often expressed
concerns that companies outside the
U.S. have an open and inexpensive
pathway to sell their lingerie and
costumes directly to U.S. consumers. Why is this a problem? Is there
something being done about it?

SCHARFF: The most important
protection is to make sure that each
channel has product exclusive to
this channel and that each retailer is
treated fairly and on the same level
playing field. While a large retailer
may have sourced some exclusive
product, they can avoid being undercut by rivals because they have a SKU
which is exclusive to their company.
Similarly, DG is implementing an
authorized MAP program and Authorized Retailer program in support
of smaller retailers (who place orders
too small to support having a SKU
exclusive to them) by making sure
that all retailers are on a level playing
field and not being undercut in terms
of pricing by another retailer that
carries the same SKU.

SCHARFF: Yes, part of the problem
for years has been that even a small
independent reseller on a third party
site operating from Asia in a poor
country like Bangladesh or a fast
growing economy like China has an
advantage to sell cheaply into the
United States and third party sites
like Amazon or eBay or Alibaba
make it so easy.
First, because the reseller is outside of the United States they are not
bound by its laws and often engage in
intellectual property theft by stealing
another brand’s copyrighted images.
Additionally, when this reseller
ships their item to a consumer in the
U.S. who made a purchase through a
third party platform, he or she may
ship the product through the post
office. Because of international postal
conventions, half the cost of postage from Asia to the United States
is subsidized. While a manufacturer
may need to pay a duty of 15% of the
value of the item into the U.S., no
duty is assessed on small shipments
under a few hundred dollars into the
U.S. Therefore, an Asian reseller with
a lower cost structure can sell directly
into the U.S. and have a real postal
rate and duty rate advantage while
not incurring the cost of intellectual property and as a result unfairly
compete with U.S. retailers and the
brands which they carry.
MONJO: Many larger companies,

MONJO: Dreamgirl and parent
company DG Brands, as a large producer of lingerie and costumes, have
been affected by many of the changes
in the market. Do you want to comment on any other of the forces at
work?
SCHARFF: There are stronger global
forces at work buffeting the market
and causing a storm of changes in our
industry. To summarize these forces,
let’s recap some of what we discussed.
The disruption of the internet. The
internet has served to disrupt whole
industries and we have already talked
about the detrimental effects of price
erosion created by the transparency
of third party retail sites. The implementation of Minimum Advertised
Pricing and an Authorized Retail
program are Dreamgirl’s response to
the disruption created by the internet
as it relates to price erosion.
The second major change is the

force of globalization. We used to
talk about the effects of globalization
as mills closed through the South of
the United States and in Europe and
all moved to Asia.
This trend increased speed as more
and more companies created global
supply chains and moved apparel
factories to lower wage countries. The
net effect was the moving of entire
supply chains offshore out of the
Americas entirely and to Asia.
The third major shift involves
what we discussed above in that in
the past five years, the disruption of
the internet has collided with the
forces of globalization to accelerate the shift towards disrupting the
traditional manner of retailing with
the explosion of third party retail
sites like Amazon where one Chinese
person in a little store in Chinese
province can retail to a consumer in
New Jersey using a third party site
which provided a method to communicate, handle payments, handle
shipping thereby disrupting the
supply chains in place and by using someone’s intellectual property
and advantageous duty and shipping
rates, retail a product directly to the
consumer and undercut the entire
wholesale and retail structure.
The culmination of the above
forces is creating a “perfect storm”
of profound change in the lingerie
market which will profoundly affects
manufacturers, workers, wholesalers,
retailers along with employees and
owners alike.
Clearly, there will be winners and
losers as a result of all of the forces
driving change but it is too early to
tell who will be the ultimate winners will be although by implementing a MAP policy and Authorized
Retailer Program, DG Brands is
trying to make sure that its retailers are properly protected from these
forces of change and are well armed to
make profitable sales of DG Brands
“Dreamgirl” merchandise.
B

finance
hanes q3 sales -5.2%

Hanes Innerwear segment sales in the third
quarter fell 5.2%, while segment
operating profit fell 4.7%. For the
nine months ended September
30, 2017 sales for the division
were down 4.4% and operating
profit was down 6.4%, compared
to the 39 weeks ended October 1,
2016.
Meanwhile Hanesbrands a
whole, which also includes
Activewear and International
divisions, reported net income of
$203.4 million on sales of $1.799
billion in the third quarter, both up
from net income of $173.9 million
on sales of $1.761 billion during
the same three months in 2016.
The company noted that
Innerwear sales and profits “were
lower than expected as a result of
a particularly challenging backto-school retail season for the
apparel sector. The company
maintained market share in
basics, while online sales, including those through traditional
retailer websites, increased by
more than 20 percent.”
In the conference call with analysts to discuss the quarter, CEO Gerald
Evans Jr. explained, “With over 30% of our
sales outside of the U.S., across more than
90 different countries, we are truly a global
company. So let me take a minute to discuss
our business performance by global product
category. For the quarter, global Activewear,
which represents roughly 40% of our sales,
increased 5% over last year while global
Innerwear sales declined roughly 60 basis
points. Regionally we saw similar trends
between product categories. International
sales were stronger than expected, driven
by double-digit Champion growth in both
Europe and Asia, as well as solid growth in
Innerwear sales in Australia, Mexico, Brazil
and Argentina. This was partially offset by
weaker than expected Innerwear and
Activewear sales in the U.S. as continued
declines in the overall apparel category and
poor traffic trends resulted in broad based

weakness at retail during the back-to-school
season. Nonetheless, in the quarter, we held
share in basics and saw improving POS
trends within our bra business at certain key
accounts in spite of the challenging market
environment.”

Evans added that the Innerwear declines
in the U.S. were not focused on “one gender
or the other.”
CFO Richard Moss added during the conference call, “we experienced weaker than
expected market trends within the U.S. And
this was apparent in our Innerwear and
Activewear segment results. Innerwear
sales declined from last year as online sales
growth of over 20% was more than offset
by pressure within brick and mortar. Backto-school trends broadly across retail channels were softer than expected, driven by
weak traffic and continued declines in the
overall apparel category.”
“We were certainly disappointed that
Innerwear sales did not progress as we were
expecting in the quarter as a result of these
market pressures,” Moss continued.
“However, we were able to hold that share
in basics and we saw improving POS trends

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

within our bra business at certain key
accounts. Innerwear’s operating margin
increased 10 basis points over last year as
Booster savings more than offset the declining sales volume. In Latin America, sales
increased over 15% in constant currency,
driven by positive Innerwear POS
trends in Mexico, the relaunch of
Maidenform in Argentina and
Innerwear sales in Brazil.”
Asked whether competitors might
now be lowering prices to gain
marketshare in the innerwear space,
Evans replied, “it’s early in the
holiday season yet. But from what
we’ve seen, pricing’s been fairly
stable in the core categories. This is
a period of time where you do have
some promotion activities around
the holiday period. And certainly
we will be engaged in some of that,
but nothing out of the ordinary.”
He added that “As we begin to
see the settling out of the U.S. retail
challenges,” there will be “more
and more stability out of our U.S.
Innerwear business,” with growth
moving towards “1% to 2% and
hopefully move us to the higher
end of that range over time.”
Evans continued, referring to the
company’s acquisition last year of
Pacific Brands Limited, a leading
underwear and intimate apparel
firm in Australia. “On the Innerwear
side, we saw very solid results in Australia
which is our acquisition. It’s a year old, and
it’s doing very well. It was a higher growth
business when we bought it in the mid-single-digit kind of growth rate. And they’re
continuing to perform as their combination
of driving their own direct-to-consumer
business, both through their own stores and
online, and a wholesale business, and it’s a
very nice growth model.”
Discussing other international business, he
stated that in “Latin America we’ve seen
nice solid performance behind our Innerwear
businesses across those regions as well, and
we’ve got opportunity to both expand from
a share position, but also into adjacent categories in Latin America. So you see we’ve
got a nice balance of Activewear expansion
in key markets as well as we’ve got some
nice growth coming out of Innerwear in
some of other markets.”
B
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calendar
event & show dates 2017-2018
2017
dec. 4-7

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

2018
jan. 6-8

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

jan. 7-9

Accessorie Circuit
The Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Accessories the Show
The Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Intermezzo Collections
The Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Fame
Javits Center
New York, NY
ubmfashion.com

jan. 7-9
Moda

30

Javits Center
New York, NY
ubmfashion.com

jan. 9-16

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

jan. 11-12

Swim & Active
Collective West
Anaheim Conv. Center
Anaheim, CA
activewearcollective.com

jan. 12-15

Halloween
& Party Expo
New Orleans
(877) 347-3976

halloweenpartyexpo.com

jan 14-17

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

jan. 15-18

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

jan. 16-17

Premiere Vision
Pier 94, New York, N.Y.
646-351-1942
premierevision.com
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jan. 20-22

Interfiliere Paris
Porte De Versailles,
Paris, France
+33(0)1 47 56 32 32
eurovet.com

jan. 20-22

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

jan. 21-23

Project NYC
Pier 94
New York, NY
ubmfashion.com

jan. 25-27

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

jan. 26-28

MMC Dessous Paradies
Schkeuditz, Germany
mmc-dessousparadies.de

jan. 28-29

LingeriePro
Antwerp, Belgium
info@lingeriepro.be
lingeriepro.be

jan. 28-30

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

jan. 28-30

FMNC Show
San Meteo, CA
(415) 328-1221

fashionmarketnorcal.com

jan. tba

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

jan. 21-23

MRket
Javits Center
New York, NY
ubmfashion.com

jan 22-24

Texworld USA
Jacob K. Javits
Convention Center
New York, N.Y.
(678) 732-2401
TexworldUSA.com

jan. 24-25

Active Collective East
Metropolitan Pavilion
New York, NY
activewearcollective.com

jan. 24-27

Dallas Market Center
2100 Stemmons
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com
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feb. 3-5

Dessous Wallau
Messecenter
Rhein-Main
Wallau, Germany
dessous.muveo.de

feb. 4-9

Intimate Apparel
Market Week

feb. 4-8

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

feb. tba

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

feb. 10-13

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

feb. 11-14

SOURCING
Las Vegas
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
Capsule

Sands Expo Center

Las Vegas NV
(212) 206-8310
capsuleshow.com

feb. 12-14

Curve Las Vegas
Las Vegas
Convention Centers
Las Vegas, NV
(212) 993-8585
eurovet.com

feb. 12-14

MAGIC
Las Vegas
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14

Platform
Las Vegas
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14

Project
Mandalay Bay

Convention Centers

Las Vegas, NV
ubmfashion.com

feb. 12-14

Pool
Mandalay Bay

Convention Centers

Las Vegas, NV
ubmfashion.com

feb. 12-14

Stitch
Mandalay Bay

Convention Centers

Las Vegas, NV
ubmfashion.com

feb. 12-14

The Collective
Mandalay Bay
Convention Center
Las Vegas, NV
ubmfashion.com

feb. 12-14

The Tents
Mandalay Bay
Convention Center
Las Vegas, NV
ubmfashion.com

feb. 12-15

WWIN
The Rio Hotel

Las Vegas, NV
(702)-682-3475
wwinshow.com

feb. 17-19

Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

feb. 18-20

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

feb. 18-20

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

feb. 19-22

CPM Body & Beach
Expocentre Fairgrounds
Moscow, Russia
cpm-moscow.com

feb. 24-26
Capsule
Pier 94

New York, NY
(212) 206-8310
capsuleshow.com

feb. 21-22

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

feb. 25-27

Supreme Body&Beach
MTC World of Fashion
Munich, Germany

munichfashioncompany.com

feb. 26-28

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

feb. 26-28

Moda
Javits Center
New York, NY

feb. 26-28

Fame
Javits Center
New York, NY
ubmfashion.com

feb. 26-28

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

march tba

Interfiliere
Hong Kong
Hong Kong Convention
& Exibition Centre
852 2815 0667
eurovet.com

march 7-9

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

march 11-14

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

march 12-14

The New International
Lingerie Show

Westgate Las Vegas
Resort and Casino

Las Vegas NV
(704) 662-8793

march 18-20

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

march 21-24

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

march tba

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

april 2-4

Altitude Intimates
Las Vegas, Nev.
Planet Hollywood
Resort & Casino
(631) 446-4666
www.altitudeshow.com

april 7-10

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

april 10-12

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

april 15-18

Neac Show
Royal Plaza Trade
Center & Hotel

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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daisy corset • (314) 587-9218 • SALES@DAISYCORSETS.COM

clubwear

tc shapewear BY cupid •
(404) 625-5215 • ecrawford@cshape.com

shapewear

euroskins •
(800) 222-0026 • VP@EUROSKINS.COM

rago

• (718) 728-8436 • info@ragoshapewear.com

shapeez •

(877) 360-8426

•
STACIB@SHAPEEZ.COM

wilderness dreams · (320) 762-2816

active

·
maryg@wildernessdreams.com

strike • (626) 371-1980 • may@carrieamber.com

shapeez •

(877) 360-8426

•

STACIB@SHAPEEZ.COM

wilderness dreams

sleepwear
· (320) 762-2816 · maryg@wildernessdreams.com

exquisite form • (514) 858-9254 X 224 • SBRONK@BLINTIMATES.COM

felina

• (412) 841-7216 RobG@felinausa.com

mod

FROM

parfait

· (562) 213-0604 · sales@affinitas.com

lingerie

primadonna
(800) 838-4901 • inge.vanhecke@sales.vandevelde.eu

patrice catanzaro

·
commercial@patricecatanzaro.info

jezebel

• (412) 841-7216 RobG@felinausa.com

impudique · charlotte catanzaro ·
commercial@impudiquedecatanzaro.com

·

00 33 (0) 491 091 470

luminoglow
• +61 427 537 879 • jan@luminoglow.com

fit fully yours

· (888) 544-6190 X 226 · paul@ffygarment.com

escanté

· (800) 888-1321 • escante@escante.net style 23801H F

nubra

• (909) 598-8808 • daren@bragel.com

exquisite form • (514) 858-9254 X 224 • SBRONK@BLINTIMATES.COM

andres sarda

• (800) 838-4901 • inge.vanhecke@sales.vandevelde.eu

dreamgirl

· (800) 622-5686 · CustomerService@DGBrands.com

oh la la cheri ·
(866) 548-2929 x 302/304 • sarah@ohlalacheri.com

wilderness dreams

· (320) 762-2816 · maryg@wildernessdreams.com

valens lingerie

• (888) 982-8949 • info@valenslingerie.com

rounderbum ·
(727) 344 0208

· dora@rounderwear.com

daisy corset • (314) 587-9218 • SALES@DAISYCORSETS.COM

coobie • (704) 439-1299 • INFO@TOTALSTOCKROOM.COM

mary young • (647) 290-9413 • INFO@MARYYOUNG.CA

