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new stores, ceo at fogal
The replacement of its CEO by a long time 
company executive were among several 
changes at Fogal, the Swiss hosiery firm, 
that were confirmed in an email message to 
BODY.

Doris Armellini, who has been a product 
director at the firm for over a decade, will 
start as CEO on February 1. She succeeds 
Franziska Gsell.

CMK Distinctive Brands handles distri-
bution and marketing services 
for the firm in the U.S. Fogal, 
which was founded in 1921, 
was purchased by an invest-
ment firm, Group Gaydoul, in 
2009. At the time of the acqui-
sition, Fogal operated 23 of its 
own stores and claimed to sell 
its products in high end retail-
ers in about 22 countries. In 
the years following its pur-
chase, Gaydoul, which owns 
the luxury brands Navyboot 
and Jet Set among a variety of 
other properties, nearly dou-
bled the number of Fogal 
retail shops. Recently Gaydoul 
has been adjusting its 
approach to the market as well 
as its store profile, and closed 
five larger Fogal stores. The 
total now stands at 35 — 10 in 
Switzerland and 25 in cities 
around the world. According 
to a source, Fogal is focusing 
on smaller shops in the future.

While there were once three 
Manhattan boutiques, a recent 
closure in Soho leaves just one in the U.S., 
a Fogal shop on Madison Avenue. (The 
brand is also sold here in Saks, Barney’s and 
a variety of other high end retail shops).

According to Gaydoul, its moves have 
resulted in a 3% rise in comparable store 
sales.

The company confirmed to BODY that it 
recently opened two stores in Moscow and 
plans to also open one this month in Hong 

Kong. In addition, Gaydoul confirmed that 
the company has expanded Fogal’s distribu-
tion in high end department stores in 
Europe and that EBITDA (earnings before 
interest, taxes, depreciation and amortiza-
tion) grew by 44% in the first nine months 
of 2014 compared to the same three quar-
ters in 2013.

the madame aime launch
Madame Aime, the luxury intimates brand 
introduced last summer, stands out as 
something of a test case as to the viability 
for bras retailing for $280 to $320 as well as 

the sustainability of the practice of actually 
making lingerie in France (as opposed to 
“designing” it there and producing it else-
where).

The brand, which has an interesting and 
far-reaching back story, introduced its sec-
ond collection, Autumn / Winter 2015 
(AW15) in Paris in January and will have it 
in February in New York at Curve. It had 
its first collection at shows last summer.

Madame Aime is produced in a former 
Lejaby factory, this one in Bourg-en-Bresse, 
near Lyon. “It currently employs 31 persons 
including 19 former Lejaby” employees 
CEO Maud Funaro told BODY. (Lejaby, 
founded in 1930 and once owned by 
Warnaco, was liquidated in 2011. Elements 
of the brand were later resurrected as La 
Maison Lejaby).

Madame Aime originated as a separate 
company, Monette Paris, which was found-
ed in 2012 by Assya Hiridjee, a co-founder 
and former CEO of the lingerie brand, 
Princesse Tam-Tam. Monette Paris went 

out of business early last year. 
And it too had utilized the for-
mer Lejaby factory in Bourg-
en-Bresse. After “Monette 
Paris went bankrupt in March 
2014, our company, 7 Fashion, 
took over its assets, namely the 
concept and all the creations of 
Monette Paris,” said Funaro. 
Madame Aime shares many of 
the original goals of Monette: 
“France designed and crafted 
products, high end, modern 
and feminine, and the aim of 
Madame Aime remains to pro-
pose pieces of lingerie con-
ceived as and meant to be asso-
ciated with essential ready-to-
wear pieces.”

When 7 Fashion stepped in, 
the original plan had been to 
continue under the Monette 
Paris name. But “because of a 
divergence of opinion regard-
ing the new start, 7 Fashion 
was forced to pursue the proj-
ect without its founders,” the 
company explained in a recent 

press release. Assya Hiridjee is not associ-
ated with the new label, said Funaro. The 
current brand name, Madame Aime “means 
“Madame loves” in French,” she added.

Of the decision to continue at the Bourg-
en-Bresse factor, Funaro claimed, “Having 
our own factory is key for us, as it enables us 
to be creative, reactive and qualitative at the 
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same time, which would be impossible oth-
erwise given the limited volumes we pro-
duce at the moment.”

While the goal of preserving jobs at a for-
mer Lejaby factory in France is an admira-
ble one, it obviously has a troubled history 
as a business strategy. After the original 
Lejaby failed at the end of 2011, the consor-
tium of investors, led by Alain Prost, that 
brought the brand back to life as Maison 
Lejaby in 2012, did so with a stated empha-
sis on preserving jobs at another one of the 
former Lejaby factories, this one at Rillieux-
la-Pape. This venture has also run into 

some challenges, and the firm let go 30% of 
its workforce at the factory at the end of 
2014. Another French investor group, 
Impala, also stepped in last fall, making a 
significant additional investment in Maison 
Lejaby and saying it would partner with 
“existing shareholders” in moving the brand 
forward.

Despite the obstacles, Madame Aime has 
already penetrated the U.S. market, point-
ed out Funaro. Elements of the Spring / 
Summer 2015 (SS15) collection will be avail-
able at Journelle in New York, Nancy 
Meyer in Seattle, Naked Princess in Beverly 
Hills, Jane’s Vanity in Portland and 
Boutique Blue in Milwaukee.

U.S. landed wholesale prices for “bras 

ranges from $100 to $130. Briefs cost $50-
$80, and large pieces such as bodysuits or 
petticoats range between $180 and $280,” 
said Funaro. In its description of the 
upcoming AW15 collection, suggested 
retail prices for its bras are listed at “between 
$280 and $320; bottoms between $150 and 
$210; bodysuits / babydolls between $450 
and $650, Ready-to-wear between $200 and 
$650.” The company’s agent in the U.S. is 
Ivana Nonnis.

Adrian Diaconu is the owner of 7 Fashion. 
According to Funaro he “has a background 
in robotics and holds various investments in 
this industry.” She said the lingerie brand 
now has two designers, working out of a 
Paris studio, one senior one assistant, “who 
have been with us since the very beginning: 
Sabine Besson and Dorothée Nadau. They 
both have a lingerie background and are 
true fashion lovers. Our studio is coordi-
nated by Nicole Bernardo, who works for 
us as a consultant.”

Funaro emphasized the company commit-
ment to expand beyond lingerie. “Madame 
Aime [has] ambitions to become a global 
brand and does not intend to limit its uni-
verse to silk, which was the case of Monette 
Paris. In the short run, we already extended 
our ready-to-wear and loungewear offer in 
AW15, and plan to develop a swimwear col-
lection for SS16.” A company description of 
the latest collection adds, “The AW15 col-
lection of Madame Aime is marked by two 
key novelties: The introduction of our daily 
and modern corsetry line, “Rue Monsieur”; 
The development of our loungewear and 
ready-to-wear offer.“

Asked about sales expectations for 2015, 
Funaro told BODY, “Our company, 7 
Fashion, has just delivered its first Madame 
Aime collection in December, but we are 
already present at very exclusive retailers, 
such as net-a-porter.com, or Journelle in 
NY. While it is hard to make a forecast for a 
first year of business, we expect a turnover 
around 0.8 M€ (about $945,000 at current 
conversion rates) in 2015.”

She added that current plans call for shift-
ing at least a small part of production out-
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side of France. “For our SS15 collection, 
100% of our collection is made in France,” 
said Funaro. “For our AW15 collection, all 
the lingerie will be manufactured in France 
in our factory, as well as most of the knit-
wear and ready-to-wear. Few ready-to-wear 
and knitwear pieces will probably be made 
elsewhere in the European Union.”

“The U.S. is a key market for us, as we are 
convinced that there is room for a new 
French high-end and creative brand like 
ours,” Funaro told BODY. “To match the 
expectations of U.S. customers, we extend-

ed our product range with two specific D 
and E cups bra shapes and a very new 
loungewear offer. Our sales team is very 
active in the U.S. and we already are in 
contact with the key buyers there, including 
top department stores. And of course 
Madame Aime will be present at the next 
Curve NY edition!”

The brand is already retailing on its own 
website and opening its own shops “is in our 
minds, probably in 2-3 years from now.”

shirley’s new uk distributor
Shirley of Hollywood has a new, exclusive 
distribution agreement with Alterego for 
the UK and Ireland. Previously Shirley was 

distributed exclusively by Veritus UK 
Limited in the UK.

In its announcement Shirley wrote it 
“anticipates that Alterego will bring fresh 
excitement and professionalism to the mer-
chandising of its collections in the UK and 
Ireland, and feels that the Shirley of 
Hollywood collections will be a great com-
pliment to the European brands Alterego 
currently represents.”

On its website, Alterego lists the brands 
Avanua, Ballerina, Bassaya, Beauty Night, 
Control Body, Corin, Gabriella, Gracya, 
Irall, Me Seduce, Passion, Provocative, 
Roza, VIPA, Wolbar.

On its website in early January, Veritus 
listed several of the Shirley brands as well as 
two other independent companies: Allure 
and Bracli.

knock out! ‘sky’
Knock out! is introducing the “Sky 
Collection” of three sky blue panty and two 
sleepwear styles for end of February delivery.

In annoucing the new collection, a com-
pany spokesperson explained, “While bright 
colors catch the eye, cool calm colors relax 
the mind and cool soft cottons relax the 
body. Knock out!, known for its cotton 
technologies is on trend as it introduces 
Sky. The Sky Collection emphasizes the 
cooler softer side of the blue color palette. 
They are not alone in their decision as ready 
to wear designers are filling the runways 
with the cooler softer side of blue this sea-
son.”

Carline Dean, the owner of Lace Affaire 
in Westport, CT, is very excited about the 
new Sky Collection. “I love it when Knock 
out! introduces a new color. It brings cus-
tomers to my door. I have many customers 
who started with Knock out! panties and 
moved into the Knock out! sleepwear based 
on the overall comfort and performance of 
their panties. Sky blue is perfect for this 
demographic.”

All Knock out! products for both men and 
women are cotton featuring patented No 
Trace technology.

“When stores think of technology and 
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based on volume: Up to 500 units/ $24 per 
unit; 501-1000 units/ $23 per unit; Over 1000 
units/ $22 per unit.”

According to Gallagher, friends and pro-
spective customers “love the bumbrella. 
The first thing they say is…’Wow, that’s so 
simple…I wish I thought of that’. They 
think it’s simply brilliant, which is humbling 
because I was just trying to create I product 
to address a problem. I imagined this new 
concept would be well received by others 
because there was a clear void in the market 
for a functional, comfortable and cute 

undergarment! The next question I hear is, 
‘Where can I get one, I need that.’ Everyone 
has been so supportive of the idea. People 
love the name! Everyone instantly identifies 
with the nuisance of wearing shapewear 
and granny slips and really appreciate the 
idea of a more modern take on the dated 
half slip. Many women have also comment-
ed on how hard it is to even find a slip in 
stores so they’re really excited about this 
new option. My first retail account can 
hardly wait to stock the product. She thinks 
it will ‘Fly off the shelf, It’s so fresh and 
new.’”

Gallagher believes her new invention is a 
better alternative to what is available. “In a 
market saturated with shapewear and few 
easy to wear products, the unique bum-

brella pantyslip fills a niche, making dress-
ing a breeze! The bumbrella offers a com-
fortable, daily wear alternative to constrict-
ing shapewear and bulky “granny” half slips. 
Its smoothing, non-compressive conceal-
ment is the perfect base layer solution for 
embarrassing wardrobe problems includ-
ing see-through, clingy skirts and dresses. 
Its innovative design anchors the garment 
with a shared waistband, preventing the 
annoying twist, turn and ride up commonly 
associated with half slips. Its mid-thigh 
length is ideal for all hemlines. Fashioned 
from a lightweight, luxury fabric, the bum-
brella has an imperceptible, barely-there 
feeling. It’s destined to become a favorite 
wardrobe staple.”

There are important health benefits asso-
ciated with her invention according to 
Gallagher. “It’s a healthier alternative to 
wearing shape wear slips on a daily basis. 
Chronic overuse of compressive/tight gar-
ments has caused an increased incidence in 
women’s health issues. The bumbrella is a 
perfect daily wear underpinning since it is 
non-compressive. It simply smooths and 
makes you look better in your clothes. It 
doesn’t squish and squeeze the body creat-
ing bulges where they didn’t exist before. It 
enhances a women’s natural figure. It ‘s very 
liberating. Women no longer need to strug-
gle to get in and out of the garment.”

In addition, Gallagher noted, “It’s also 
and attractive, modern design that they 
won’t be embarrassed to be seen in it by 
their significant other. Long gone are the 
days of slipping into the bathroom to 
remove an offensive garment! Easy to get 
on and off. The fabric is light and cool, per-
fect for warmer climates, keeping the wear-
er comfortable all day long. The mini-slip 
length is prefect for all hemlines. The conve-
nience of the attached panty makes dressing 
easier and banishes VPL. Women can now 
look good and feel good in their skirts and 
dresses.” She added that “Women can actu-
ally feel naked, without looking naked. I 
think it gives a natural, “bum-believable” 
shape to a women’s body.”

One retailer that has already ordered 
bumbrella is The Wandering Wardrobe/
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Small Box. “The Small Box is an innovative new urban retail con-
cept in downtown Cleveland’s thriving warehouse district. This 
development includes retail shops inside shipping containers. It’s a 
fun way to bring more retail options to the downtown area. The 
Wandering Wardrobe is a mobile boutique truck that roams the 
streets of Cleveland much like a food truck. This is a rapidly grow-
ing segment in retail.”

Gallagher’s marketing plan calls for selling bumbrella exclusively 
through retail stores. “However, the product will be available for a 
limited time online for the launch beginning mid-March at www.
wearbumbrella.com until significant retail distribution is secured. If 
however, prior to this time, a national retail account picks up the 
line, online retail sales will not be available.”

fajas diseños d’prada
Fajas Diseños D’Prada is filling demands in the solutions market for 
“post-surgical care, postpartum wear, and daily-wear compression 
garments for men and women utilizing the utmost innovative tech-
nology, design, and quality,” according to a company spokesperson.

Fajas Diseños D’Prada, which originated in Colombia, now has 
“an extensive network of distributors in various countries,” and offers 
a wide range of designs to meet a variety of conditions. “We design 

(Continued on page 18)
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and develop products according to market needs with the highest 
standards and demands; guarantying comfort with each and every 
one of our garments. Fajas Diseños D’Prada is recognized by con-
sumers for its attainability due to high quality textures and our dif-
ferentiated service.”

According to the spokesperson, “Our number one priority is the 
satisfaction of all of our customers. Our policy is to provide quality 
products through innovation and continuous improvement.”

The fabrications set the company apart. According to the source, 
“Our major feature is the softness in the fabric, as all garments are 
VivelTex certified; a combination vitamin E, seaweed, and ginkgo 
biloba. The combination of these ingredients helps moisturize and 
reaffirm the skin, enhancing 
results for a more sculpted and 
slim figure and also helping skin 
heal following surgical proce-
dures. All garments are fully 
lined in soft, elastic and com-
pression fabric, in addition to 
its technical specifications. 
Hypoallergenic fabrics with 
multiple benefits provide the 
ideal amount of compression to 
accelerate the recovery of swol-
len tissues; consequence of sur-
gical procedures. Utilizing the 
latest technology and design 
innovation, Fajas Diseños 
D’Prada garments are able to 
help decrease swollenness and 
edemas caused by traumatic 
and surgical procedures as well 
as helping correct body posture 
and transform your body. Fajas Diseños D’Prada provides patients 
and daily wear users with comfort and relief for longer time periods.”

The spokesperson emphasized that “Fajas Diseños D’Prada is 
unique in the market for the VivelTex certification, which means it is 
a fact that vitamin E, seaweed, and ginkgo biloba properties are in 
each and every one of our garments. Our garment aroma speaks to 
this. All of our garments are able to provide an even amount of com-
pression; helping the elimination of body fluids and decreasing fat 
cell accumulation. It is a hypoallergenic fabric with multiple benefits, 
avoiding skin burns and irritations, nor creating auxiliary tourni-
quets, among others. Our garment is able to create an incredible 
feeling of softness thanks to its skin-soft like inner lining in Lycra; 
avoiding skin burns and irritations. The cool fabrics and refreshing 
textures are like no other.”

 TOLL FREE 1.855.448.6934  |   WWW.ANAGRANT.COM



The company executive noted that vita-
min E helps “protect cells from damage,” is 
“effective for healing types of skin sores and 
reduce scarring,” is an antioxidant that 
“helps regenerate skin” and is “great for 
aging skin, improves skin elasticity.” 
Seaweed “contains vitamins A, E, and C,” 
as well as “minerals such as zinc, selenium, 
and potassium.” It “helps to eliminate fat 
and reduce in size” and “may also enhance 
the texture of the skin.”

Finally, the source claimed, ginkgo biloba 
“serves as an anti-inflammatory agent,” pro-
viding “anti-allergenic properties,” as well as 
helping in “skin rejuvenation, creating a 
firmer skin tone,” and helping to “improve 
skin sores (depending on the damage).”

Thus, the combination of these elements 
in VivelTex, allows users “to wear the gar-
ments through longer periods of time, gen-
erating long-lasting results following surgi-
cal procedures, and also providing long-

lasting weight loss and body sculpting 
results. It is necessary because even through 
long hours of use, once the garments are 
taken off users are able to experience soft 
skin without irritation or burning sensation.”

According to the company, Fajas Diseños 
D’Prada garments are useful in a wide 
range of situations that include “postpar-
tum, body sculpting and daily wear” as a 
“figure enhancer.” The company’s garments 
are “designed specifically to emphasize ele-
gance, control, and comfort.” Both high and 
medium compression garments are offered 
and many provide “double abdominal rein-
forcement for a flatter stomach” and can 
help correct posture, “enhances figure, espe-
cially hips and breasts,” can act as a “but-
tocks lifter,” as well as providing “cellulite 
control,” and help to “eliminate body fluids” 
and aid in “decreasing fat cells accumulation 
(cellulite appearance reduction).”

As special occasion wear, the company’s 
garments provide “inner skin-soft like tex-
ture [that] allows comfort and control,” as 
well flat seams that work well under cloth-
ing and colors that work for a “all skin types.”

The company garments that are “designed 
specifically for post-surgical procedures” are 
“fully lined with cool spandex and flat seams 
to avoid stripping of the skin” and “contrib-
ute to decreased tissue inflammation,” 
“improve the adhesion of the skin to the 
muscle,” reduce “pain and improve skin 
healing in the injured tissue” and help “cor-
rect body posture helping to reduce back 
pain.” In addition, these garments provide 
“compression levels” that help “eliminate 
body fluids.”

The company provides both an English 
speaking line: 401-743-4196 and a Spanish 
speaking line: 401-726-6162. Company 
emails include: sales@misfajas.com and 
sales@mygirdles.com.

ana grant: new sizes
Ana Grant, the moderately-priced Canadian 
brand that launched in the U.S. last year, 
has just expanded its size range of its Daisy 
T-shirt bra to include DD, DDD and G. It 
has also expanded sizing on its strapless, 
Symphony bra to DDD.
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The production company behind the Ana 
Grant collection has been making bras in 
the private label market for 50 years accord-
ing to owner Pablo Zimmerman. And pro-
ducing stylish lingerie with great fit and 
pricing is the specialty. Ana Grant designs 
its own cups to have a uniquely firm fit, with 
light padding. “It doesn’t go into produc-
tion until the fit is perfect,” emphasized the 
owner.

Ana Grant uses fabrics with a very smooth, 
jacquard lace effect that does not show 
through clothing. Bras are available in 
black, white and nude, with additional col-
ors planned for the future. The company 
produces a wide range of styles to appeal to 
buyers of a range of tastes and ages.

Unlike so many companies today, Ana 
Grant does not sell directly to consumers. 
“We do not retail. That is the job of the 
retailers. We make great bras. That’s our 
job.” Zimmerman added, “we do not sell 
internet discounters. If a consumer buys a 

bra at your store they will have to come back 
to you to buy more. We also will protect the 
territory of our retailers and will not sell a 
neighboring retailer.”

Wholesale prices for Ana Grant bras are 
in the $14 to $19 range according to 
Zimmerman. For example, the padded 
T-shirt bra wholesales for $13.92, the mold-
ed, padded, strapless bra wholesales for 
$18.72.

Zimmerman told BODY he sees “Ana 
Grant as a great wardrobe staple,” a bra that 
is reliable and provides great value. “Turn 
around time on an order is 7 to 10 days. We 
want our customers to be able to order as 
they need and know they will get goods 
quickly.”

According to the executive, “The reaction 
from customers has been great. They love 
the fit, love the fabric! Our bras are extreme-
ly comfortable! Great fit means comfort.”

Zimmerman noted that Ana Grant’s 
recent introduction to the market should be 
perceived as a plus. “This is a new line that 
is not on every street corner. Retailers have 
to be unique these days.” He pointed out 
that specialty stores that carry brands that 
are widely available and heavily discounted 
will find they are fitting customers in one 
bra and then seeing 
them “go elsewhere to 
buy it 60% off. We are 
not retailing Ana 
Grant. If the customers 
like the product they 
will have to go back to 
the retailer that sold it 
to them. We also pro-
tect their territories so 
that the line will remain 
exclusive to them. We 
value our customers,” 
he concluded. Just as 
“retailers will come to 
value Ana Grant.”

Zimmerman listed 
additional benefits to 
carrying his brand. 
Retailers “pay less for 
the product and make 
more money. We provide greater margins 
and more profit to the retailer.”

With the launch in the U.S. progressing 
well, “We are bringing in bigger inventory 
this year, especially in the styles that sold 
early last year. Our product is very afford-

able, quality is not limited 
to price here. You can 
match our product next to 
bras at twice the price and 
see our quality levels 
shine.”

texco expands
Texco Hook & Eye Tape 
Ltd. has been expanding 
its business with American 
intimates wholesalers and 
as a result recently opened 
a branch office in this 
country.

The Hong Kong-based 
company was “founded in 
1969, manufacturing hook 
and eye bra closures,” 
according to Claudia 
Poppe, director sales and 

marketing, who now heads up the office 
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here. “In 2009 we were licensed to manufac-
ture what is our signature product, i.e. Soft 
Edge hook and eye. The unique manufac-
turing technology provides extra softness 
and comfort for the wearer.”

Texco encompasses several divisions. One 
part is “Texcon Enterprises Limited, a lead-
ing manufacturer of warp knitted fabrics 
providing high quality nylon and polyester 
half tricot and double tricot fabrics for the 
lingerie industry. The China based factory is 
100% owned and operated by Texco.” Yet 
another division is “Well Source Industries 
Limited a specialized dyeing factory with the 
expertise in dyeing nylon and polyester fab-
rics. Based in China, Well Source is also 
100% owned and operated by Texco.” Poppe 

continued, noting that “Texco Industrial 
(Thailand) Limited, established in 2009, 
also 100% owned and operated by Texco and 
manufactures hook and eye bra closures.”

The new sales director explained the ben-
efits of the U.S. office, which was opened in 
2013. “By having a local office we are closer 
to our clients. Manufacturing and dyeing 
our own fabrics (which we also use for our 
hook and eye) gives us the flexibility to offer 
minimum order quantities suited for our 
customers’ businesses, which is one impor-
tant factor to provide solutions that satisfy 

our customers’ individual requirements. 
Increasing the efficiency of our dyeing and 
finishing processes are other key factors for 
our clients.” The contact number for the 
new Greenville, SC office is 864-230-5319.

new body hush gold
The Body Hush shapewear line has just 
added “two new styles this season: “The 
Must Have It 
Panty” and the 
“ U n d e r w i r e d 
S h a p e - S u i t , ” 
according to 
Jimena Rosas, 
president and 
founder of the 
brand.

The two new 
styles are part of 
the company’s 
Body Hush 
Gold collection. 
Rosas explained 
the primary 
a d v a n t a g e s : 
“Shapewear is 
finally made 
pretty! This firm 
control and femi-
nine collection is 
made in Italy and features a modern shiny 
design and a soft, silky yarn. It also smells 
good!” She added that “Body Hush Gold 
has revolutionized the way shapewear is 
sold in stores. Our unique color hanger 
system and visuals that we use give a fantas-
tic hanger appeal to the product as never 
done in shapewear. Even customers that 
were not looking for shapewear want to buy 
Body Hush!”

Rosas said the key 
customers for the 
collection are 
“women 30-65 years 
old. Our Gold cus-
tomer tends to be 
more conservative 
and [are] looking for 
basic seamless 
shapewear for com-
fort and functional-

ity.” She added, “We have stepped up our 
research to create seamless basic shapewear 
as elegant and feminine as ever done before.”

Within the Gold collection, “our number 
one best sellers, because of their incompa-
rable fit,” continued Rosas, are “The Wonder 
Panty” and the “Super-Power Slimmer.” 
These are the bread and butter business of 
our retailers.” In addition, she continued, 

“Our ”Ultimate Shaping Tank” has been 
extremely successful as it is an ideal layering 
piece with its feminine lace trim.”

A retailer who has had success with the 
collection is Sheara Cohn, owner of the 
Mi-Lady Corset Shop in Jenkintown, PA. 
“We were very excited to be one of the first 
retailers to carry Body Hush Gold. After 
anxiously awaiting its arrival, we were not 
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disappointed. We describe Body Hush 
Gold to our clients as everyday shapewear 
that actually does what it’s supposed to do. 
It wears well and washes well, and that 
results in repeat purchases. We all layer, so 
why not wear a tank that actually does 
something to enhance our figures? The 
stay-put tanks smooth out our problem 
areas and practically eliminate the dreaded 
back bulge, while the high waisted briefs 
and thigh slimmers create a smooth, toned 
look in everything from a great pair of jeans, 
to slinkiest of dresses.”

Rosas explained the success of the Gold 
Collection. “The different elements that we 
have combined in this collection allowed us 
to create an incredibly functional but beau-
tiful product with a phenomenal fit and a 
great appeal which has made this collection 
our biggest hit!!”

parfait f/w 2015
Parfait, the full bust lingerie brand, has 
added new colors and styles to its Autumn/
Winter 2015 collection. “Earthy, metal-
inspired hues are seen throughout three 
new ranges as well as six 
new recolors, ranging 
from pewter and black/
silver to Java and char-
coal,” according to a 
spokesperson.

The Parfait styles are 
available in sizes ranging 
from 28D – 40K (with 
some sizes dependent on 
style). The collection will 
ship to retailers world-
wide starting in early 
June 2015, with prices 
ranging from $14 to $69.

“Leading the new col-
lections is Ellie, taking a 
walk on the wild side 
with a zebra print con-
tour plunge bra, unlined 
wire bra, bikini and hip-
ster in pewter or black/

European nude,” contin-
ued the spokesperson. 
“Two-piece Marrianne 
offers an unlined wire bra 
and hipster set in black/
silver, featuring playful 
stretch dot mesh paneling 
and elegant two-toned 
lace. Destiny rounds out 
the new collections, offer-
ing four silhouettes on 
stretch woven satin with 
scalloped lace overlay in 
romantic-hued cassis.”

Several existing styles 
are back. “Everyday-wear 
Carole returns in navy 
blue, while Elena’s two-
piece set expands into a 
sophisticated black/nude. 
Modal-fabricated Tess 
returns for fall in smoky 
charcoal. Best-selling Jeanie introduces a 
brand new silhouette for Parfait, the unlined 
wire bra, as well as expands to offer new 
color way Java.”

tankee back neckline
Shapeez has improved one of its best-selling 
styles, the Tankee Long. “We dropped the 

back neckline by a few 
inches,” company design-
er and founder Staci 
Berner told BODY. 
“This was requested by 
many of our Tankee lov-
ers.”

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

Berner noted that the 
lowering of the back 
neckline has not resulted 
in any change in price. 
“It has slowly replaced the 

old version. The Tankee 
version of our 
Unbelievabra was intro-
duced in 2009 for tank 
tops with cut in style 
backs and lower back 
necklines so that the bra 
would be seamless under 
these kinds of tops and 
dresses. The Tankee 
comes in the same 37 
sizes.” The Tankee long 
is available in black and 
nude “and has the same 
back smoothing and 
tummy slimming prop-
erties all of our other 
long styles have.”

Shapeez will be show-
ing at the upcoming 
WWIN Show at the 
Rio Hotel in Las 

Vegas, February 16-19, in booth 2300 in the 
Amazon Room.

news
(Continued from page 21) 
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intimacy sales drop again
The Intimacy chain of lingerie shops in the 
U.S. continue to be a drag on the otherwise 
positive results for Belgian parent company 
Van de Velde. In reporting its company-wide 
2014 results it acknowledged “A fall in 
retail turnover at Intimacy by 16.7% (12.0% 
on a like-for-like basis) in local currency.”

Van de Velde added that “The turnaround at 
Intimacy remained elusive in 
the second half of 2014. Any 
additional impact on the carry-
ing value of the intangible 
assets with regard to Intimacy 
(after the impairment at half-
year) will be examined during 
the year-end closing.” In 
reporting its results for the first 
half of 2014, the company said 
that an “impairment test” of 
the value of the Intimacy chain 
indicated a significant decrease 
since it began to acquire the 
retailer, in stages, in 2007.

The lingerie conglomerate 
stated in the current report 
that it “acquired the remain-
ing 15% of Intimacy shares 
from the Nethero family in 
early 2015 and now has a 
100% shareholding in 
Intimacy.”

Meanwhile the firm, which 
owns the PrimaDonna, Marie 
Jo and Andres Sarda brands, 
as well as lingerie retail 
chains across Europe, reported an overall 
7.2% gain in “annual” sales during the year, 
and a “consolidated turnover” rise of “8.8% 
in 2014 (from €182.4m to €198.5m).”

The company added that “On a like-for-
like basis (including comparable deliveries) 
consolidated turnover is up 7.2%,” based in 
part on a “9.7% growth in wholesale turn-
over. This growth is driven by the very suc-
cessful launch of PrimaDonna Swim and 
the strong growth in lingerie.”

Despite the decline at Intimacy, Van de 
Velde reported that “In continental Europe 

retail turnover rose by 20.6%, especially 
due to strong like-for-like growth in 
Germany (14.8%) and the Netherlands 
(14.1%). Furthermore, the one-time Donker 
stores are included over 12 months in 2014 
versus 9 months in 2013.” In addition, 
“Retail turnover at Rigby & Peller in the 
United Kingdom rose by 6.9% (1.8% on a 
like-for-like basis) in local currency. The 

strengthening of the UK pound against the 
euro means the rise in euros is higher.”

Complete fiscal results for 2014 will be 
announced on February 24, 2015 the com-
pany stated.

Last September, in reporting its results for 
the first half of 2014, Van de Velde had 
made special note of the accounting losses 
it expects from “IMPAIRMENT OF 
GOODWILL AND INTANGIBLE 
ASSETS WITH INDEFINITE USEFUL 
LIFE” that it is recording because of the 
declines at Intimacy. “As previously 

announced, the profitability of Intimacy 
suffered from a further turnover decrease. 
In 2013 Intimacy’s consolidated EBITDA 
(including the margin on Van de Velde 
brands sold through Intimacy) was slightly 
positive, but this was no longer the case in 
the first half of 2014. The targets set for 
2014 were not achieved and Intimacy’s 
performance also fell short of the targets set 

when the majority stake was 
acquired in 2010. The targets set 
when the majority stake was 
acquired were the basis for the 
valuation of goodwill and other 
intangible assets in accordance 
with IFRS [International 
Financial Reporting Standards] 
in 2010. The valuation was US$ 
42.8m or € 31.4m for 100% of 
the shares. An interim impair-
ment test was conducted in 
response to a number of impair-
ment indicators (including the 
non-achievement of the 2014 
targets). This test indicates an 
impairment of US$ 22.1m or € 
16.3m. A revised version of the 
business plan with lower turn-
over and EBITDA forecasts was 
used as a basis for the impair-
ment test. A new evaluation of 
the business plan will be done on 
a regular basis. This impairment 
is purely an accounting measure 
representing a non-cash charge.”

agent provocateur sales up
Agent Provocateur sales rose 36% for its fiscal 
year ended March 29, 2014, from “£39m to 
£53.1m” (or from about $59 million to about $80 
million at current conversion rates) according to 
a company release. “For the second year in suc-
cession, EBITDA increased by over 50% year on 
year, growing from £6.2m to £9.6m” (about $9.4 
million to about $14.5 million).

3i, a UK-based investment company with 
almost $20 billion in assets under management, 
bought a controlling interest (reported at the time 
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delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

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

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

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

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

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

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

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

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

finance
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2015
feb. 6-9

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

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

feb. 10-12
Lingerie Expo 
Crocus Expo, Pavilion 1
Moscow, Russia
+7 (495) 935-73-50
www.lingerie-expo.com

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

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

feb. 16-17
CURVENV
Sands Expo Hall
Las Vegas, Nev. 
(212) 993-8585
curvexpo.com

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

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

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

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

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

feb. 17-19
POOL
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV

(818) 593-5000
   magiconline.com

feb. 19-21
Project
Jacob Javits Center
New York, NY
(818) 593-5000
magiconline.com

feb. 21-23
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

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

feb. 23-25
  Fame

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

feb. 23-25
  Moda

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

feb. 23-25
  Fashion Coterie 

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

feb. 24-27
  CPM Body & Beach

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

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

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

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

march 18-19
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667  
Interfiliere.com

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

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

nationalbridalmarket.com

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

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

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

april 27-29
  Accessorie Circuit

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

april 27-29
  Intermezzo Collections 

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

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

may 4-6

event & show dates 2015
calendar
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  Fame
Javits Center
New York, NY
(212)-686-6821
fameshows.com

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

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

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

july 4-6
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

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

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

july 21-23
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

aug 2-4
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

aug. 2-5
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 9-11
Stylemax Spring
Chicago, IL
The Merchandise mart                                           
(312) 527-7750
Stylemaxonline.com

aug. 10-12
Moda UK Lingerie & 
Swimwear
NEC Birmingham
07718 780881
www.moda-uk.co.uk

aug. 12-13
Swim Collective
Long Beach 
Convention Center
California
swimcollective.com

aug. 12-15
Dallas Market Center 
2100 Stemmons 

Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

aug. 15-18
 Off Price
Sands Expo &
Convention Center, 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

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

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

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

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

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

aug. 17-18
CURVENV 
Sands Expo Hall
Las Vegas, Nev. 
(212) 993-8585
curvexpo.com

aug. 17-20
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

aug. 31- sept. 2
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

aug. tba
  Accessorie Circuit

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

aug. tba
  Intermezzo Collection

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

aug. tba
  Fame

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

aug.tba
  Moda

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

modamanhattan.com

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

sept. 10-12
   Surf Expo Show

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

sept. 16-18
Atlanta Gift Show
Atlanta Mart
Atlanta, GA
(404)-659-0105
sullivangift.com

sept. 16-18
  Vow

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

sept. 27-30
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

sept. tba
  Fashion Coterie 

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

sept. tba
  Fame

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

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

Mary & Robert Resnick:  
We decided to locate our 
store in Westlake Vil-
lage, California, in the 
Westlake Plaza Shop-
ping Center. The Plaza 
itself has been the retail 
cornerstone of the neigh-
borhood for many years. 

With an average income 
of $142,000 per year, 
within a three mile radius, 
we found it to be condu-
cive to a high end lingerie 
boutique. Within the im-
mediate area there are sev-
eral high end hotels which 
contribute to a constant 
flow of visitors who love 
to shop at unique stores 
that are different from the 
typical department stores. 
In addition to this, Les 
Boudoirs is surrounded 
by female based stores 
that add to the customers 
that come in to our store. 
There are several restau-
rants in the Plaza that 
allow people to browse 
while waiting for their 
table to become available. 
Our key products include 
intimate apparel that has 
a wide range of cup and 
band sizes from small to 
large. We carry all forms 

of accessories to aid in the 
customers intimate pur-
chases, including hose and 
jewelry, as well as products 
to add to a sensual mood.

Ted: What makes your 
store special?

Mary & Robert: Our 
store is special in so many 
ways. Besides its luxurious 
surroundings each guest is 
given personalized fitting 
and attention. Our aim 
is to help the client feel 
comfortable from the mo-
ment they enter our door-
way. We offer to close our 
doors for private shopping 
and special events as well 
as offer in-home appoint-
ments. Our store is not 
crowed with racks of lin-
gerie which can become 
overwhelming to some 
shoppers. Our displays are 
more European in design 

and thereby give way to 
personalized attention to 
our customers. The bou-
tique was created to give 
an aura of calmness and 
relaxation. 
   
Ted: What do you look for 
in a brand?

Mary & Robert: We look 
for consistency of fit, 
quality of materials and, 
of course, construction 
of our lingerie. Another 
aspect that I have found 
extremely important is 
the help from representa-
tives of the lines we carry. 
I’ve been lucky enough 
to be given direction and 
aid from what I consider 
some of the best. The 
Wells Group, led by Fred 
Wells, has made purchas-
ing an experience that 
has been pleasurable. He 
carries several lines and 

stands by each of them. 
Sandra Jones, from Les 
Charmel, has taught me 
so much about consis-
tency of sizing and the 
importance of the cor-
rect style cup for each 
woman and the quality 
of lace. Vanessa Binot, 
from Absolutely Linge-
rie, has shown me how 
to find the very best in 
fabric regardless of the 
price from low to high 
end. I can honestly say 
the aid of great ven-
dor representatives has 
made our store greater 
than it would have been 
on its own. We carry 
Lelo products as well 
as jewelry, candles and 
creams. The addition of 
Lelo has been an added 

retail profile: les boudoirs
Q&A with Mary & Robert Resnick, Co-owners
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benefit to our store in-
come flow.
Ted: Describe the popu-
lar styles or trends in 
your store.

Mary & Robert: Popular 
styles or trends in our 
area have been a push 
towards larger cup sizes. 
Push-up bras and higher 
end lingerie seem to be 
the direction the area is 
going towards. A large 
request for bathing suit 
separates, with larger cup 
sizes, is what I’ve found 
to be in demand.

Ted: Describe your price 
points and size ranges.

Mary & Robert: Our 
price points range from 
$30 to $1,500 for prod-
ucts such as Commando 
to La Perla. Sizes range 
from 30 to 40 bands and 
cup sizes from ‘A’ through 
‘H.’

Ted: What is your typical 
or average customer size? 

Mary & Robert:  The 
typical size in our area 

seems to be 32-D though 
36-DDD.

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

Mary & Robert: The av-
erage customer spends 
approximately $500 per 
purchase in our store.

Ted: Describe your cus-
tomer. 

Mary & Robert: Our 
typical customer base is 
from the upper middle 
class person who lives 
within 20 minutes of our 
location. Approximately 
25% of customers visiting 
the store are men from 
the ages of 35 through 
70 years of age. Approxi-
mately 75% of our clients 
are females from the age 
of 35 though 65.

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

Mary & Robert:  Since 
ours is a new business 
we’re still figuring out 
what has the biggest 
impact on our custom-
ers. The feedback we’ve 
received indicates its the 
excellent customer service 
received from our staff. 
We’ve found that Trunk 
Shows have helped at-
tract new customers as 
well as bringing back ex-
isting clients. Advertising 
in selected magazines has 
also helped bring people 
into our store. In addi-
tion, we get referrals from 
local physicians offices 
which has helped create 
a base of clientele. I have 
found that all of these 
merchandising tech-
niques has helped make 
our store successful. Our 
store is the result of the 
right location, exquisite 
design and layout, an ex-
perienced staff, helpful 
vendor representatives, 
quality products and hard 
work.

B
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Ted Vayos, BODY: Describe 
your store.

Maria Macias: We are located 
in the heart of midtown Eliza-
beth New Jersey, which is an 
active and thriving retail com-
munity.  Our current store is a 
small location which reflects a 
sassy, yet elegant style.  We sell 
primarily women’s compression 
garments and health and beauty 
accessory products.  We are con-
veniently accessible via public 
transportation as the Elizabeth 
Broad Street train station is lo-
cated directly across the street 
from our location, which con-
nects to New York and Newark 
Penn Station.  We choose to 
open in this location because of 
the potential of the local market 
and it’s accessibility to public 
transportation.  The store itself 
follows a traditional back to 
front layout with our products 
on display throughout the full 
length of the store.  Customers 
get a very good idea of what we 
offer just by perusing the front 
retail area.  Our key products are 
women’s high quality compres-
sion garments, of which we offer 
the largest in-store selection in 
the Tri-State area. 

Ted: What makes your store 

special?

Maria: Unparal-
leled customer 
service and selec-
tion is the core of 
our business mod-
el coupled with 
carrying only mid 
to the very best 
quality brands on 
the market.  Every 
single individual 
who enters our 
store is treated as 
a unique customer 
whose needs and 
desires are attend-

ed to by our staff with unwaver-
ing attention. Our associates are 
trained to know and understand 
the wide variety of garments we 
carry and how they best fit each 
customer’s requirements.  In-
deed, we consider our associates 
“shape wear specialist”, and not 
just salespeople.

Ted: What do you look for in a 
brand?

Maria:  First and foremost we 
select only good to very high 
quality shape wear brands that 
offer real value to our customers.  
Equally important are brands 
that crafts their garments with 
the appropriate type of fabric 
that offers the correct level of 
comfort and compression.  One 
such brand that is of tremen-
dous importance to our store 
is Fajas Disenos di Prada.  This 
is a brand that combines out-
standing quality and comfort 
due to the meticulous crafts-
manship and materials used in 
their manufacture.  What also 
makes Fajas Diseno stand out 
above the rest is their emphasis 
on a luxurious style that looks 
as good as it functions which is 
very attractive to our customers.  
Honestly, we haven’t encoun-

tered any brands that have dis-
appointed us as we’ve been very 
careful in our selection of busi-
ness partners. We have indeed 
brought new products into our 
store recently, but, in fact, we are 
always looking for innovative 
and quality brands that carry 
the potential to expand our cus-
tomer base and work directly 
with us as business partners.  
Besides shapewear, we carry a 
large selection of creams, gels, 
and health and beauty prod-
ucts that compliment our main 
product line and create a com-
plete body shaping experience.

Ted: What are the latest trends?

Maria: Currently, the most pop-
ular styles are waist cinchers, gar-
ments with adjustable bra straps, 
panty style and topless garments.

Ted: Describe your price points 
and size ranges.

Maria: We have a fairly wide 
price range that reflects the high 
level of selection in our store. 
Our prices range anywhere 
from $35.00 for our mid-range 
line up to $230.00 for our top-
of-the line products.  We offer 
every available size that can be 
found on the market, from xxx 
small to 8x (yes 8x!) extra large.  
We can even custom order gar-
ments directly from the manu-
facturer to fit any particular size 
requirement.

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

Maria: TOur customers spend 
on average of approximately 
$150.00 per visit.

Ted: Describe your customer. 

Maria: Our customer base is 

comprised primarily of female 
clientele (approx. 85%), al-
though we have seen a steady 
increase in male clientele over 
the past few years, and we carry 
a solid selection of  men’s gar-
ments to suit their needs as well. 
The ages of our customers varies 
widely, from 20 to 55 years old, 
with the majority of our clients 
in the 30-45 year age range.

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

Maria: We’ve seen a definite 
increase in demand for our 
shape wear brands over the 
past year, and I believe one of 
the most driving factors has 
been an increase in the overall 
consciousness of the general 
public’s attitude towards per-
sonal appearance and sense of 
well-being. This is particularly 
true of women in the workplace.  
Now, more than ever, women 
are entering more influential 
and higher positions of employ-
ment and status, and the desire 
to look your best and feel con-
fident is of utmost importance 
when maintaining a level of 
professionalism and success.  
We believe that shape wear can 
be an important component of 
reaching one’s goals of a posi-
tive self-image, coupled with a 
healthy lifestyle, both mentally 
and physically.  Women tell us 
our shape wear gives them the 
edge that they need to keep 
them on track with their per-
sonal lifestyles, and serves as a 
motivating factor in continuing 
on a path of self-improvement.  
When individuals see the im-
mediate and real results from 
wearing our shape wear, an 
entirely new attitude emerges 
that positively impacts their ev-
eryday outlook on life and what 
they can accomplish.

retail profile: the pink room shapewear
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Ted Vayos, BODY: Describe 
your store for our readers.

Kathleen Hendrickson:  
Imagine standing in the 
parking lot of a car dealer-
ship. The garage structured 
building sits there behind a 
connected rectangular sec-
tion of wraparound display 
windows begging for the 
passerby’s attention. Cur-
rently only showing off 
the intricate features on 
next year’s model car, I saw 
this section of the building 
pleading for a bigger pur-
pose—a purpose that sells 
more than cars. As a glass 
shelf displays glistening 
jewelry store in department 
stores, I saw this car dealer-
ship section of the building 
to be prop to my envisioned 
hair salon hopeful that it will 
display the confidence and 
the beauty of everyone who 
walks through the entrance. 
It was in that moment that I 
knew this car dealership can 
be transformed into a salon 
where anyone who enters in-
side can transpire into a gem. 

Ted: What makes your store 
special?

Kathleen People wonder 
what makes my store so 
special. In reality, my store 
is quite ordinary actually. 
What makes it special or 

better yet— exceptional, is 
the beautiful, diverse people 
who come through my door. 
It’s them who inspire me. 
It’s because of my custom-
ers believing in my service 
and putting their confidence 
in my knowledge, skills and 
abilities that my store devel-
oped so specially. My em-
ployees, my customers and I 
work as a team and continue 
to get back up after falling 
down. The growth of my 
store still amazes me to this 
day; I’m in awestruck that 
it’s grown into an exception-
al one-stop shop. 
   
Ted: What do you look for in 
a brand?

Kathleen: I look for bras that 
promise to provide ultimate 
support, maximum comfort, 
and utmost quality. I like to 
sell bras that give women a 
huge sigh followed with an 
ah-hah! One bra in particu-
lar that almost never fails to 
give the sigh of relief is the 
Panache Sports Bra. This 
bra exceeds expectations, 
places on my top seller list, 
and has made many of my 
customers turn into repeat 
customers. Another bra in 
particular that is fantastic is 
Rebecca made by Fantasie. 
It has a spacer material that 
many appreciate due to the 
fact that it helps even out 
the bust and minimize im-
perfections. Additionally, the 
brand Grenier is top selling. 
The thick strap and the abil-
ity to delicately hug the tis-
sue really contribute to great 
success in fittings. On the 
mastectomy side, Amoena, 
Anita and ABC deserve an 
outstanding review from 
me. These companies con-
tinuously keep up with the 

demand of colors. The styles 
and colors make for both a 
fun bra and a fun fitting ex-
perience. Women are no lon-
ger limited to the basic nude, 
boring bra. These companies 
allow women to taste the 
nectar of fancy and enjoy-
ment while bringing color 
and sweetness back into their 
lives.  There isn’t a brand that 
has disappointed me for the 
simple reason that all brands 
fit differently. In my experi-
ence, fitting brands to busts 
is like a puzzle. It’s all about 
matching the right features 
of the bra to the right neces-
sities of the bust.  Being a 
certified fitter takes years of 
practice. It’s a skill to master 
fitting considerably different 
busts with the correct bra out 
of the thousands hanging in 
inventory. However, once the 
skills are learned and the de-
sign or fit of the bras become 
more familiar, any good fitter 
knows that all brands are in 
some way perfect for some-
one out there. Like I said, 
it’s about getting the pieces 
to fit. I recently brought in 
brands Curvy Kate, Curvy 
Couture, Fit for You, and 
Triumph. I’m assured that 
these distinctive brands are 
moving forward in the right 
direction with bras that ap-
peal to people. These bras—
among all the others in my 
store will offer good feelings 
and solutions to problems. 
Besides intimate apparel, I 
also carry mastectomy bras, 
mastectomy swimwear, reg-
ular swimwear, prostheses, 
wigs, and a wide selection 
of hats. Wigs alone make up 
50% of my business. Wigs ‘n 
More holds the largest col-
lection on the East Coast 
with hundreds of wigs in 
inventory at all times. I tell 

my customers to look at 
the styles before the colors. 
When they find the style 
they like, I order their de-
sired color in if I don’t have 
it in inventory. We do both 
medical, fashion, and partial 
fits for women, children and 
sometimes men.

Ted: Describe your price 
points and size ranges.

Kathleen: The average price 
point of my bras range from 
$60-75.  I carry sizes starting 
at 28AA and ending at 50L. 

Ted: What is your typical or 
average customer size? 

Kathleen: The average cus-
tomer is 36-44DD and the 
average age is 35-65. 

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

Kathleen: The change in 
insurance has impacted my 
business over the past year, 
particularly on the medi-
cal side.  With Obama Care 
becoming more prevalent, I 
am seeing more products not 
being covered for women 
through their plans.  The 
higher deductibles and co-
pays are preventing women 
from receiving the products 
that are necessary for com-
fort and self-esteem.  This is 
very disheartening, but we 
do the best we can to accom-
modate their needs.   Every 
woman who walks through 
our doors in need of any 
product will always leave 
with something whether 
they have insurance or not.  
We’ve experienced customer 
appreciation with tears of joy 
and a number of hugs.

retail profile: wigs ‘n more
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music legs predictions
Joseph Tok, owner of Music Legs, the linge-
rie, hosiery and costume company, revealed 
to BODY some of the new styles he has 
added for Halloween and shared his predic-
tion about what costumes he expects to be 
best sellers this year.

A particularly interesting introduction is a 
new “wet look product” that shows up in 
many of the new Music Legs costumes. The 
new fabrication is used in a wide range of 
silhouettes including basics, booty shorts, 
leggings, teddies and body suits. The wet 
look styles will also feature new packaging to 
set them apart, and pieces in the collection 
will start at about $20 wholesale.

Tok said he expects skeleton style wet look 
costumes to do particularly well. Women’s 
versions carry the style numbers 70661, 
70790 and 70791. The men’s skeleton is style 

76630.
The Music Legs owner also pointed to a 

new leopard print, orange prison jumpsuit, 
available in both men’s and women’s ver-
sions. Other recommended wet look styles 
include a catsuit in pink and purple (style 
70642) and a long sleeve harlequin style 
(#70623).

Other recommended styles for Halloween 
2015 include a firewoman outfit, including a 
high waist skirt in red and gold; a “pretty and 
proper French maid” (style 70645) in black 
and white that comes with a feather duster 
and hat; and “day of the dead costumes” 
(70625 with halter top, #70626, off the 
shoulder). Tok emphasized that he expects, 
overall, “day of the dead” costumes to be 
“very big” for the company this year.

Last year’s number one seller for the com-
pany, a nun costume (style 70627) will be 
offered again, said Tok. Also expected to be 
strong, his pirate (#70522), red riding hood 
(#70441) and flapper costumes.

A new category for the company will be 
“wet look capes,” the owner continued. For 

women there is a harlequin cape, a devil cap, 
a bat cape, a tiger cape, a bunny cape, a cat 
cape and a unicorn cape. For men there will 
be devil and bat capes. The capes wholesale 
in the $9 to $12 range. Music Legs is also 
adding a “high waisted school girl with 
sleeves,” regular size, style 25086; plus size, 
25086Q.

osp now fullbeauty brands
OSP Group, which focuses on plus size 
apparel, including lingerie and underwear, 
has changed its name to Fullbeauty Brands.

“After more than 100 years building the #1 
direct to consumer market leader for plus 
size fashion and living, we have made the 
decision to transition from OSP Group to 
Fullbeauty Brands,” said Paul Tarvin, CEO. 

bieber in calvin klein ads
Calvin Klein, Inc. has hired Justin Bieber, 
along with Dutch model Lara Stone, for its 
spring 2015 underwear and jeans “global 
multi-media advertising campaign.”
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as an 80% interest for £60m — or $91 million at 
today’s exchange rates) in the lingerie firm in 
2007. Last summer, press reports said 3i had 
hired Goldman Sachs to explore the possibility 
of a sale of Agent Provocateur, with suggestions 
that the price could go as high as 200 million 
pounds (approximately $336 million).

According to the company release, the expand-
ed sales and earnings were due to “Performance 
driven by robust LFL sales [comparable store 
sales], an acceleration of global store openings, 
continued online success and the launch of the 
diffusion range, L ’Agent by Agent Provocateur.”

Agent Provocateur listed some key statistics 
including “LFL sales ahead of last year by 7% on 
a constant FX basis” and the fact that “Online 
sales increased by 30% year on year.”

The company pointed out that during its fiscal 
year, “Boutiques were opened in Paris (3 stores), 
Cannes, Strasbourg, Toronto, Shanghai, 

Beijing, Mexico City, Atlanta, Perth and 
Brisbane, as well as new franchise stores in 
Moscow, Antwerp, Bucharest, Kuala Lumpur, 
Jakarta and Almaty.”

The company explained that in the period 
since the end of its fiscal year, from April through 
December, 2014 “additional boutiques have been 
opened in Cheng du, Los Angeles, San 
Francisco, Las Vegas, New York, Toronto (2 
stores), Berlin, Macao, Sydney (2 stores), 
Melbourne, Beijing, Calgary and Adelaide 
together with further franchise openings in St 
Petersburg, Istanbul and Seoul. The boutique in 
Sydney was Agent Provocateur’s 100th store 
opening.” 

In addition, “New boutiques in Long Island, 
Dallas and New Jersey are on track to open in 
late 2014 and early 2015. Beyond these locations 
the business has committed plans for further 
expansion in 2015 across the US, EMEA and 
Asia Pacific.”

In addition to launching its first L ’Agent by 
Agent Provocateur boutique in New York late 
last year, the company has “two stores planned 
for London and Los Angeles” in 2015.

According to Garry Hogarth, CEO, “Agent 

Provocateur delivered good results in the year to 
the end of March 2014,” adding, “Since March 
we have continued to perform well with our 
focus on international expansion and our 100th 
store opening in December.”

By the end of 2014, Agent Provocateur had, 
according to the company, “100 stores located in 
more than 29 countries around the world includ-
ing the UK, USA , France, Germany , Spain, 
Italy, Denmark, Austria, Switzerland, Czech 
Republic, Slovenia, Russia, Turkey, Dubai, 
Qatar, Lebanon, Malaysia, Poland, South Korea, 
Canada, The Netherlands, Belgium, Ukraine, 
Indonesia, Kazakhstan, Mexico, Romania and 
Australia.” 

vs store sales up in december
December sales at Victoria’s Secret stores 
in the U.S. and Canada rose 3% in 
December 2014 when compared to the 
same month in 2013. Meanwhile, Victoria’s 
Secret direct sales dropped 1%.

As a whole, parent company L Brands, Inc., 
which also owns the PINK, Bath & Body 
Works, La Senza and Henri Bendel stores and 
brands, did better during the period.

finance
(Continued from page 29) 
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