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vs dec. direct sales up 14%
Victoria’s Secret and Pink company owned, 
comparable store sales in the U.S. and 
Canada rose 8% in December. Year to date 
those stores were up 6%. Victoria’s Secret 
direct sales were up 14% in December and 
2% year to date.

Meanwhile, at parent company L Brands, 
Inc., which also includes Bath & Body 
Works, La Senza, Henri Bendel and related 
businesses, sales rose 9 percent for the five 
weeks ended January 2, 2016. Comparable 
store sales increased 8 percent.

For L Brands, where the fiscal year ends at 
the end of January, net sales were $2.415 bil-
lion for the five weeks ended January 2, 2016, 
compared to net sales of $2.207 billion for 
the five weeks ended Jan. 3, 2015.

“We delivered our best December ever,” 
declared Leslie Wexner, chairman and 
CEO. “Victoria’s Secret, PINK and Bath & 
Body Works are great brands with high 

emotional content, and our teams worked 
hard to deliver exceptional merchandise and 
experiences to our customers. We remain 
focused on execution and transitioning to 
spring with continued momentum.”

For the 48 weeks ended January 2, 2016 

the company reported net sales of $11.343 
billion, “an increase of 6 percent compared 
to net sales of $10.671 billion for the 48 
weeks ended January 3, 2015. Comparable 
store sales increased 6 percent for the 48 
weeks ended Jan. 2, 2016.”

In reporting its latest sales results, L 
Brands revealed that during the period 
between January 31, 2015 and January 2, 2016 
it had opened 12 Victoria’s Secret stores in 
the U.S. and closed 3, bringing the current 
total to 992. During the same period it 
opened 15 Pink stores in the U.S. and closed 
3, bringing the total to 127. Meanwhile in 
Canada, during the same time, it opened 6 
Victoria’s Secret stores, bringing the total to 
37; closed one Pink store dropping the total 
to 9; and opened one and closed 16 La 
Senza lingerie stores, dropping the total 
there to 130. In the U.K. during the same 
period, L Brands opened three Victoria’s 
Secret stores raising the total to 11. The 
number of Pink stores in the country 
remained unchanged at two.
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ruptcy early last year, Montelle was listed as 
one of the largest creditors, owed $1,313,319 
according to court filings at the time.

Smith attributed the strong growth on the 
branded side to “Consistency, fit, price. 
Stores love our brand because we offer excel-
lent quality, great fitting bras at an afford-
able price point. People are creatures of 
habit and once they find a bra that fits them 
they become loyal customers of that bra. 
Montelle has several key styles that remain in 
our line season after season – available year 
round in black and nude and offered every 
season in two to three fashion colors. Many 

stores have a list of customers they contact as 
soon as a new color arrives! Montelle prides 
itself on keeping all our basics styles in black 
and nude in stock year round. Stores can 
count on us to fill their special orders.”

“Much of our focus is on the smaller stores 
as this is where women go when they cannot 
find what they need at the bigger chain 
stores,” Smith continued. “Due to budget 
cuts many of the larger stores are no longer 
able to offer the personalized service that is 
so often needed when purchasing a bra. Our 
smaller retailers do a wonderful job of offer-
ing that personal touch and helping women 
find the size and style that is right for them. 
Many also do much to support their com-
munities and offer help to those that could 
otherwise not afford.”

Asked for some examples of retailers that 

carry the Montelle brand, Smith listed 
“Journelle, A La Mode, Laina Jane, 
Trousseau, Bellefleur, The Maddox Shop.”

Montelle has used “the Curve NY show 
since the beginning and have recently start-
ed attending the Curve Vegas show now as 
well,” the brand manager explained to 
BODY. “We are curious to see if there will 
be more crossover traffic from the Magic 
show this time since we are actually in the 
same hall as Magic instead of being in a 
separate hall at the back like we were in 
August. We are hopeful that Curve will look 
for ways to make the trade shows more 
appealing to buyers and offer more events 
and promotions.”

calida ceo sulzberger resigns
Felix Sulzberger, who has served for many 
years as the CEO of Calida Group (which 
also includes the Aubade lingerie line) has 
resigned and is being replaced by Reiner 
Pichler.

According to the company, Sulzberger is 
leaving “owing to differences of opinion with 
the board of directors and the main share-
holder about the Calida Group’s strategic 
focus.”

Calida has recently transformed itself from 
a company that was exclusively selling inti-
mates and underwear to a multi-line firm 
where those categories represent about half 
of it sales. Over the past couple of years, 
Calida took over the Lafuma Group, a pro-
ducer of surfing, skiing, climbing and other 
outdoor products.

While financial results for the full year 2015 
have not yet been released, for the first half 
net income at Calida dropped 86.5% to 
700,000 Swiss francs, CHF, (about 
$728,703) at current exchange rates) while 
sales fell 14.8% to 168.1 million CHF (about 
$175 million).

In the first half of 2014 the firm reported 
net income of 5.2 million Swiss francs (about 
$5.4 million) on sales of 197.4 million Swiss 
francs (about $205.5 million).

The company said the sharp declines in the 
first half of 2015 were largely caused by “cur-
rency movements, which had been primarily 
caused directly and indirectly by the aban-
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donment of the minimum exchange rate for 
the euro against the Swiss franc.” It added 
that according to its estimates, “adjusted for 
currency effects, the reduction in net sales 
was 4.8%.”

As it reported the results for the first half, 
the firm stated, “Considering these develop-
ments, the Calida Group’s working assump-
tion, as already announced in March this 
year, is that it will report a noticeably lower 
result for the current business year, but none-
theless still a very solid one.”

According to the company announcement, 
“Reiner Pichler is a proven expert with huge 

experience and a first class track record in 
the international clothing industry,” adding 
that “The 53-year-old German, who also 
holds Swiss citizenship, began his career at 
Hugo Boss AG, where he rose to become a 
member of the sales executive in Germany. 
From 1991 to 1994 he was managing director 
of sales for the D/A/CH region at Gruppo 
Finanziario Tessile, Turin/Germany (brands 
including Giorgio Armani and Valentino). 
Reiner Pichler then took over as CEO of the 
Holy Fashion Group, which employs 1,400 
people worldwide, operates in more than 
fifty countries and manages the Strellson, 
Joop! and Windsor brands. It also held the 
license for Tommy Hilfiger Tailored for 
Europe until 2012. At the start of 2014 
Pichler moved to become CEO of German 
fashion group s.Oliver.”

The company added that, “Felix 
Sulzberger, took over leadership of the 
Calida Group 14 years ago when the firm 
was in a difficult situation, and he developed 
it from a traditional production operation 
into a market-focused international clothing 
group. During his time in office, sales were 
tripled and the company consistently 
achieved above-average profitability as it 
pursued the goal of longterm value creation. 
Thanks to a clever acquisition policy and the 
establishment of its own store networks, the 
Group gained a broader strategic base and 
continued to develop successfully. Today the 
Group is well positioned in the market with 
a consistent multi-brand and multi-channel 
strategy as well as a strong leadership struc-
ture. Felix Sulzberger has done an outstand-
ing job,” says chairman of the board of direc-
tors Dr. Thomas Lustenberger.”

chasney beauty to usa
Chasney Beauty, a brand based in Hong 
Kong, is looking to expand its business in 
this country and will be at the New York 
Curvexpo show for the first time in February.

Although the company has private label 
customers here the brand is not currently 
sold in the U.S.

Chasney Beauty launched in Australia in 
1998 and has been selling in Europe for years 
and exhibiting at the French lingerie shows, 
where BODY first saw the line at the Salon 
International de la Lingerie in 2008. The 
company pictures both lingerie and swim-
wear on its website.

Chasney Beauty’s private label business is 
extensive. In response to questions emailed 
by BODY, Yan Lee explained that exhibit-
ing “our designs and top notch traditional 
tailoring techniques made a tremendous 
impression on visitors of the show. Since 
then private labels came to us for manufac-
turing. They are Japanese, French, 
Australian and British brands; recently we 
also made production for a U.S. brand.” She 
stated private label customers include 
Charlott’ Lingerie (a line based in France), 
Myla (a brand based in the UK), Fleur du 
Mal (the online firm based in New York), 
Wacoal, Peach John (the Japanese lingerie 
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line, owned by Wacoal), Asics and Ravijour 
(a Japanese brand).

Lee wrote that “U.S. stores may interest-
ed in CB due” to the following factors: 
“Selective import of exotic and sumptuous 
lace/embroideries from everywhere in the 
world” and tailoring methods that focus on 
“precise patterning and grading technique 
to ensure every single lingerie [piece is] not 
only functional” but “supportive and also 
very seductive.” She also emphasized the 

originality of the company’s lingerie and the 
fact that “innovative materials and creative 
ideas and designs are constantly poured 
into every collection.”

Chasney Beauty offers a wide range of 
styles. Lee said that wholesale prices can 
range from “$20 to $80 depending on mate-
rials used.”

In showing at Curve the company is look-
ing for both retail customers as well as pri-
vate label business. It it also looking into the 
possibility of both independent U.S. sales 
reps as well as a U.S. distributor, neither of 
which it has currently. Yan Lee’s email is 
yan@chasneybeauty.com.

juana de arco coming to u.s.
Juana De Arco is a casual intimate apparel 
and clothing company that has been in busi-
ness since 1998 out of Argentina, but has 
only been selling in the U.S. since 2014 and 
is now taking aggressive steps to expand 
here.

“Every single one of our garments is hand 
silk-screened with exclusive artwork creat-
ed by Mariana Cortes,” the company owner, 
explained Maral Arslanian, the company 
executive BODY first met at the Pool show 
in Las Vegas last August. “The process 
we’ve created doesn’t allow for repeated 
pieces. We print five meters of fabric per 
color and print. Different garments are cut 
from these combinations of prints and col-
ors that make that piece unique in the world 
and impossible to repeat!”

The brand will exhibit at its first Curvexpo 
show in New York in February, has exhib-
ited twice at the Pool show as well as the 
Coast and Surf Expo shows.

On the company website eight bra and 
nine panty styles are offered, each in a large 
variety of bright colors and prints and col-
ors. Juana De Arco also displays a collec-
tion of women’s nightgowns, muscle shirts, 
skirts, dresses, tanks, shirts, yoga pants, as 
well as a collection of children’s clothing. 
Overall Arslanian estimates that collection 
is comprised of “40% lingerie (including 
men’s boxers); 40% women’s lifewear; the 
rest is kids and home design Items.”
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Wholesale prices for the bras range from 
$16 to $32.50; panties range from $7.50 to 
$20; lifewear pieces $23.50 to $59; and chil-
dren’s items from $10 to $40. The company 
ships from a facility in Miami.

The line is expanding in 2016. 
“We have great new styles that 
we will be showcasing at Curve 
this year as well as a new web-
site which will include e-com-
merce.”

The company executive pro-
vided examples of where the 
brand is already selling includ-
ing “Wanderlust - Key West; 
Les Createurs - Wynwood; 
Red Pearl Yoga - Ft. Lauderdale; Linen 
Closet - Delray Beach; Norcross Patio & 
Gift - West Palm Beach; The Flying Lizard 
- North Miami; Eau Spa - Palm Beach; 
Love Shack Delray Beach; Ambu Yoga - 

Captiva; Wanderlista - Miami Beach; Viva 
Lola - Delray Beach; Pancitas - Aventura; 
Brickell & KB Moms - Key Biscayne; 
Lettie Gooch - Washington, DC; Allure - 
Hawaii; Tooth & Nail Trading - Louisiana; 

Kingfisher Road - California; Kitsch - 
California.”

Arslanian added, “Juana is now also div-
ing into the European market! This year we 
also plan on opening our third boutique in 
Japan - where we’ve been selling since 2005.”

“We are the next big thing!,” boasted the 
executive. “Juana de Arco is the line between 

artisanal and commercial. We’ve developed a 
process that can be successfully retailed as 
hand-made artwork on clothing - because 
this is what it is. We create garments that are 
one-of-a-kind, like the women that wear it!”

As the company expands in the U.S., “We 
are constantly looking for ambitious talent 
that can take on our very unique product!”

Arslanian can be emailed at arslanian.
maral@gmail.com.

amandev: new silk line
Amandev, a small, new luxury lingerie col-
lection based in New York, will make its 
“first presentation to the retail world” at the 
Salon International de la Lingerie in Paris 
later this month and then at the Curvexpo 
show in Manhattan in February.

The line, which launched last year, is 
designed and owned by 
Jacinta Hayne, who said that 
to date, “Amandev has been 
exclusive to private clients. 
Their feedback, “I don’t want 
to take it off.””

The company’s website lists 
seven styles, with retail prices 
starting at the “Babydoll 
Camisole” made of 100% 
washable sueded silk (in 
three colors, stone, carbon or 

pearl), for $275 and ranging up to a robe in 
the same fabric (available in the same three 
colors) for $506. Also offered are silk pants 
at $299, a 3/4 sleeve top at $308, a night-
dress at $334, and a negligee at $462. 

Wholesale prices start 
at $125.

For the upcoming 
shows, Amandev will 
offer “a few additional 
styles,” reported Hayne 
in an email in response 
to questions from 
BODY. “Specifically 
some gorgeous new 
robes, some additional 
colors and a few pieces 
for men. The men were 
getting envious of the 
touch of the fabric and 
wanted it against their 
own skin.”

“Sueded silk is the 
premier fabric for 
Amandev. However, 
we are also introduc-

ing some fine Japanese cottons to compli-
ment the range.”

The designer is looking to find “better end 
specialty stores with a keen eye for quality 
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and design,” adding “Luxury spas and resorts are also a target. This 
line sees itself as a beautiful gift from a lover or a piece that can take 

one back to that special place it was 
found.” To date the company has 
not used independent reps but is 
seeking them.

Hayne describes herself as 
“Australian, born of a mother dress-
maker and successful retailer,” not-
ing that she began her “working life 
with Vanity Fair Lingerie in 
Australia,” moving on to jobs on 
“feature films, commercials and 
with photographers in different 
capacities, as well as a fashion 
watch editor for Cleo Magazine for 
a short time. With always a passion 
for style and elegance” the designer 
moved to New York in 2000 to 
pursue her “own creative direction. 
Through several key events and 

connections to some excellent craftspeople, Amandev was born.”
Why should retailers be interested in Amandev? “Luxury in feel 

and quality, made in New York, 
timeless, easy care,” replied the 
designer, adding the collection 
“instills peace and sensuality in the 
wearer whilst feeling like royalty 
and looking like she just stepped 
off the red carpet.” She added that 
the designs “complement both 
petite and full figures.”

You can reach Hayne at jacin-
ta@amandev.com or by phone at 
(917) 660-7168.

feminine nursing bras
Q-T Intimates has introduced 
three new nursing bras with an 
emphasis on feminine styling. The 
designs are included in both the 
company’s Q-T and licensed La 
Leche League International 
Intimates collections.

“Gone are the days of utilitarian, solid, basic nursing bras,” 
declared Liz Marrell, design and creative director at the company. 
“Today’s nursing moms want to look and feel the way they always 
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have...feminine. This collection of nursing 
bras is designed with specially sourced laces 
and trims that are truly 
pretty. It also includes 
small details that make a 
difference, like picot elas-
tic, satin bows, and 
rosettes.”

Marrell added, howev-
er, that “as pretty, maybe 
even a little sexy, as these 
nursing bras are, function 
is not forgotten, with easy 
to use one-hand nursing 
buckles, built in slings, 
and comfort shoulder 
straps so she can nurse 
her baby with ease and in 
style.”

Two new bras are in the 
La Leche League 
International Intimates collection. The first 
is Mama Rose which the company describes 
as a wired nursing bra that includes Geo 

lace, a lightly padded bottom cup and nurs-
ing buckle with pull-down cup and elastic 
sling. It comes in black. The Love Dot 
wired nursing bra comes in grey with a pink 

dot. It is designed with 
corded lace, nursing buck-
le with pull-down cup and 
elastic sling.

Under the Q-T Intimates 
label, the company added 
Femme Fatale. This cut 
and sew lightly padded 
and wired nursing bra is 
also designed with a nurs-
ing buckle with pull-down 
cup and elastic sling. It is 
available in black and 
blush and a coordinating 
lace boy short is available.

Contact Marrell at (212) 
532-8930 x311 or lizm@
qtbras.com.

nightlift expands across u.s.
NightLift, the bra and lingerie collection 
created by a plastic surgeon to protect the 
breasts during sleep, has amassed an impres-
sive collection of articles and endorsements 
from a variety of publications, shows and 
websites, ranging from Glamour to The 
Doctors talk show to the Huffington Post.

At the same time it has been adding retail-
ers to the growing list 
of stores that carry the 
brand.

The collection, 
which includes bras, 
babydolls and a bra 
camisole (as well a 
coordinating under-
wear), first went on 
sale to consumers on 
its own website at the 
end of 2014 and was 
first exhibited to the 
trade at the New York 
Curvexpo show last 
February. Since then 
articles and discus-
sions have appeared in 
the outlets noted 
above as well as US 

Weekly, ET, the Daily Mail in the U.K., 
Extra, OK Weekly, Radar online, She 
Knows, Hype Magazine, the Star and oth-
ers.

“While observing countless patients during 
my twenty years of private practice, I saw the 
necessity to find a solution to the cause of 
women’s sagging breasts and wrinkling 
decolletage,” explained NightLift’s inventor, 
Dr. Randal Haworth. “After performing 
over 2,000 breast surgeries, I realized tradi-
tional bras did not offer the necessary sup-
port for my patients when they were lying 
down. The explanation is simple - tradition-

al bras provide vital vertical 
support (from below) when 
you’re upright, but not the 
necessary lateral support 
(side-to-side) when you’re 
on your back. I was deter-
mined to create a very com-
fortable night bra that pro-
vided the necessary lateral 
support to counter the 
effects of gravity and keep 
breasts at their best. The 
challenge was to provide 
this support without the 
use of uncomfortable and 
constricting conventional 
underwire or overly com-
pressive material, as seen in 
many sports bras. This rev-
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olutionary garment had to be like a second 
skin, natural and appealing.”

Dr. Haworth explained that he “teamed 
up with some of the best technical engineers 
in women’s foundation-wear to create 

NightLift, the first and only line of dedicat-
ed sleep support lingerie to preserve the 
beauty of a woman’s breasts and decolletage 
- and to even perhaps avoid 
breast-lift surgery altogether. 
Our patented support technol-
ogy B.U.S.T. [the acronym for 
his patented Bilateral Uplift 
Support Technology] keeps 
breasts perfectly in place with 
total comfort. Now, each breast 
has its own dedicated bra and 
no longer has to share support 
with its neighbor!”

In explaining the challenge to 
create his new sleep bra, Dr. 
Haworth stated, “Cooper’s liga-
ments, connective tissue, and 
even the skin itself are what 
hold the breast in position. 
These tissues are like rubber 
bands, in that once they stretch 
out, there is little that anyone 
can do aside from surgery to 
tighten and elevate the breasts 
back to their original youthful 
appearance. So, the key to 
keeping breasts at their best 
and with a smooth decolletage 
is to prevent stretching and drooping in the 
first place. That is, to protect tissue from 
gravity’s downward pull, not only in the 
recumbent position (on the back), but also 
when side sleeping.”

He continued, “Though brassiere design 

has been improved over the decades, the 
conventional bra’s basic function is to pro-
vide vertical support only while standing, 
not lying down. In other words, this only 
protects the breast from gravity’s down-
ward pull. Unfortunately, it does very little 

to protect the 
breasts when 
the wearer is 
lying down 
and gravita-
tional stress is 
lateral (i.e., 
side-to-side).”

According to 
the doctor, the 
NightLift bra 

helps prevent sagging, loss of fullness and 
creasing between the breasts all without the 
use of underwires or elastic compression. 

The result is a “super comfortable” garment 
that is also “feminine and sexy” and can be 
worn not only during sleep, but also during 
the day.

Interviewed by BODY at Curvexpo last 
year, Dr. Haworth pointed out that the 

other, so-called sleep bras currently on the 
market, do not provide sufficient function. 
Rather such a bra has “just tags on it that 
say sleep bra.”

As it enters its second year in the market, 
goals for NightLift now include expanding 
its network of better intimate apparel stores 
across the U.S. as well as adding indepen-
dent sales representatives.

A brand spokesperson noted that 
NightLift offers a variety of benefits for 
retailers. It “introduces a new category for 
added sales,” and “increases sales without 
competing with existing business.” In addi-
tion, the brand offers the “opportunity for 
multiple and repeat sales,” and “builds cus-
tomer relations and loyalty.” For informa-
tion contact Sales@nightlift.com.

affinitas fall/winter ‘16
The Affinitas Intimates Fall/Winter 
2016 collection brings to mind “crisp 
Autumn days and romantic eve-
nings in,” according to a company 
spokesperson who noted the addi-
tions include “Three new groups 
and two re-colors.”

The collection is “available in a size 
range from 30A to 38DDDD,” and 
“select styles will begin hitting retail-
ers worldwide as early as July 2016 in 
a price range of $12.00 - $69.00.”

“Claire leads the new groups with a 
push-up bra, unlined wire bra, thong 
and bikini in moody aubergine and 
wistful Victorian rose, featuring scal-
loped stretch lace over stretch stain,” 
explained the Affinitas executive. 
“Black satin bra straps and bow 
details add a playful pop of contrast.”

“Menswear-inspired Milly intro-
duces a balconet bra, unlined wire 
bra, Brazilian thong and bikini in 
black, featuring striped mesh accent-
ed by stretch lace paneling. Soft pink 
bows add a subtle feminine touch.”

“Available in nightshadow blue or bright 
purple, Valerie offers a sporty yet playful 
collection in dotted stretch mesh with geo-
metric patterned, eyelash lace trim. The 
group comes available in four silhouettes: a 
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push-up bra, Brazilian thong, hipster and 
new unlined racer-back bra.”

Among the existing collections that have 
been re-colored, “The best selling, not-so-
basic group Nicole returns for fall in a new 
graphite color way, available in the everyday 
wear T-shirt bra, plunge push-up bra, 
Brazilian thong and hipster silhouettes. 
Pearl also expands color ways for fall, unveil-
ing a strapless bra, Brazilian thong and bikini 
in black and a romantic European nude.”

Los Angeles-based Affinitas boasts that it is 
“A press and celebrity favorite,” noting it has 
been feature on or in “The TODAY Show, 
E! News, Oprah, Glamour, People 
Stylewatch, Cosmopolitan, Brides, Shape, 
Redbook, Woman’s Day, Life & Style, The 
New York Post, and many more. The 
Affinitas brand counts fans including Jennifer 
Love Hewitt, Ashley Tisdale and super-
model Irina Shayk, as well as top fashion, 
celebrity and wardrobe stylists worldwide.”

fit fully yours: new colors
There are several new bra color 
offerings from Fit Fully Yours, as 
the company prepares to exhibit at 
the upcoming Curvexpo in 
February.

First, there are new additions to 
“our very popular Nicole Lace 
Collection,” explained Anna 
Gladysz. One, graphite and fuch-
sia, “could be great as a Valentine’s 
gift.” The second is a chocolate 
and turquoise combination.

The Nicole Lace Collection, 
“perfect for full busted womens,” 
comes in “size range 32-44, C-J.” 
She added there is “additional side 
support lining in the cup added – 
sizes G, H, I, and J.” The bras 
come with “fully adjustable and 
decorative straps” and are offered 
with matching tangas and bikinis.

There is also a new color-way in 
the Gloria Collection with the arrival of a 
mocha and black lace combo. Gloria is 
“now available in four stunning colors: 

pearl, graphite (nice alter-
native for black), rasp-
berry and mocha with 
black lace.” The sizes for 
Gloria are 30-44, C-J. 
This full-busted design 
comes with “elegant lace 
on the side of the cups, 
triple hook at the back” 
and is matched with 
thongs and boy shorts.

urban intimates
As it heads into 2016, 
Urban Intimates is “creat-
ing an entire collection 
specific for our boutique 
customers. We are focus-
ing attention to detail and 
fit and fashion,” according 
to company executive Vontoba Terry.

Urban Intimates, which was founded in 
2009, focuses on loungewear, active appar-
el, bridal intimates, bras, foundations, day-
wear and shapewear.

“Our new and improved collection is full of 
European Fashion Trends underlined with 
classic yet couture details,” added Terry.

Urban Intimates is under the creative 
control of design director Donna Leiper, 
and is produced in China. Wholesale prices 

start at $25 and the MSRP’s 
are in the $50 to $90 range. 
Cup sizes range from 34B to 
42G.

In addition to the inti-
mates, “We also make a very 
classic line of giftable skin 
care called Urban 
Hydration,” said Terry.

According to Psyche 
Terry, Urban Intimates 
came into being “when my 
husband, Vontoba and I 
experienced quite a few 
“growing pains.” Once giv-
ing birth to my children, I 
began to notice a change in 
my cup size – It doubled!!!! 
It was indeed time to shop 
for lingerie. I wanted to 

maintain a positive confidence level, and 
feel good about the changes I was experi-
encing with my body. And after being mar-
ried for over a decade, it was the perfect 
time to put a little more spice in our rela-
tionship. Subsequently, we began search-
ing for sexier lingerie. Surprisingly, we 
didn’t discover any lingerie that had the 

look of high-end fashion 
along with comfortable 
design, and appealing 
value. Then, there was an 
“aaah-haaa” moment. So, 
we decided to create our 
own line of alluring linge-
rie designs that were rea-
sonably priced for those 
hard-to-find bra sizes, and 
lingerie fitting sizes 8-3x.”

Contact Vontoaba Terry 
at vontoba@gmail.com.

zoë ayla
Zoë Ayla is a new swim-
wear, activewear, inti-
mates and dress label from 
E-Retail Society Ventures. 
“All our products are 
designed in Montreal and 

Hong Kong and manufactured in China,” 
according to Quinn Roukema, business 
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development director
“Lead designer/merchandiser is Zoë Ayla 

herself,” explained Roukema, adding the 
parent company “has a family of brands in 
the beauty/fashion/accessories categories 
under its wing and has been successfully 
distributing these for 
several years from its 
offices and warehous-
es in Hong Kong, 
Montreal and New 
York.”

“Most of our styles 
come in both regular 
and plus-sizes to 
accommodate the 
entire women’s sizing 
spectrum. Our cup 
sizes range from 34B 
to 40G.” Wholesale 
price points for the 
line “vary per product/
category but average 
out to around the $20 
mark,” and “retail 
price points, again, 
vary per product/category but in summary 
are set at price points that make for a very 
competitive value for money.”

Asked to describe some of the bestsellers, 
Roukema described the 
ZA-NEO balconette 
bikini set, which comes in 
a plus version as well. 
“This is one of our best-
selling products and 
stands out due to its 
incredibly soft and bendy 
fabric made out of a mix 
of neoprene, nylon and 
spandex. This design 
comes in many prints and 
colors and allows for a 
great mix and match of 
tops and bottoms.”

Also popular is the com-
pany’s activewear. “The 
entire line is made out of a 

fantastic fabric composed 
of 96% polyamide and 4% 
spandex. This line has 
been received very well by 
our customers for its fit, 
look and great soft fabric 
that makes for a very com-
fortable workout.” 
Roukema added that inti-
mates style #55-B-1 – 

seamless 
laser cut 
u n d e r -
wear “is 
p r a i s e d 
over and 
over for 
i t s 
i n c r e d i -
ble feel 
and com-
fortable 
fit,” and style #51-T-1 
T-shirt bra “which comes in 
a wide range of colors and 
fabrics and is simply the 
most beautiful and well-fit-
ting bra most customers 
have ever seen and worn.”

Contact Roukema at 
quinn@eretailsociety.com

knicker luxe
Knicker Luxe, the 

A u s t r a l i a n 
u n d e r w e a r 
brand, has 
expanded its 
collection for 
2016 and will 
return to the 
Curvexpo show 
(first appear-
ance, August 
2014 in Las 
Vegas), in 
February in 
New York.

The compa-
ny’s new 
“Magnetic Collection will be 
online from Friday 23 January,” 

co-founder and brand direc-
tor Sophie Higgins told 
BODY. “It offers a wider 
selection of knicker styles 
and for the first time we’re 
introducing a cotton and 
lace bralette, camisoles and 
lounge tees, together with 
our signature fragrance.” 
This collection will also be 
shown at Curve.

“We believe that real lux-
ury lies in the freedom to 
be ourselves and at the 
heart of our brand, we cel-
ebrate a woman’s individu-
ality,” said the executive. 
“We create knickers that 
are so comfortable that 
they allow a woman to do 
just that – be herself. 
These are knickers that let 

you be you. Our fabrication also sets us 
apart. Not only is it cotton, it’s a luxury light-
weight Pima cotton fabric with spandex 
that wears like a second skin. And then 
there’s our size range; we are an underwear 
brand for women of all shapes, so naturally 
our knickers need to be too! All our styles 
are available in sizes XS – 4XL.”

Wholesale prices are between $14 and $25 
in U.S. dollars.

Higgins said the 
brand “is already 
stocked by several spe-
cialty boutiques on the 
West Coast” of this 
country, adding 
“Knicker Luxe is con-
tinuing to grow it’s 
retail presence in the 
USA.” The company 
also sells to American 
consumers from its 
online store. “Our 
major markets are cur-
rently Australia and 
the USA but we’re see-
ing a continued growth 
in online sales to the 

U.K. and New Zealand.” Contact Higgins 
at sophie@knickerluxe.com.
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 In 2005, Staci Berner created 
a unique bra that provided full 
support while at the same time 
eliminated the look of bra bulg-
es and back fat. It also offered 
slimming and shaping benefits.
  Starting with this patented 
concept, Staci and co-founder, 
David Berner, launched Shap-
eez, the company that now 
includes a dozen different bras 
and shaping pieces. For this 
interview, BODY publisher 
Nick Monjo asked the designer 
about the company philosophy 
and plans for the future.

NICK MONJO: You have 
told us, in the past, that you 
don’t introduce new 
products just to add 
something to your 
line: you want to make 
sure you are contribut-
ing something original 
and important to the 
market. Can you elab-
orate on this point for 
us? And please explain 
how this philosophy 
has contributed to the 
success of Shapeez.

STACI BERNER: 
We have been suc-
cessful because of the 
quality, uniqueness 
and because we offer 
products that solve 
many issues women have 
with their bodies.

MONJO: Besides the desire 
to make unique contribu-
tions, what are the other key 
elements to your brand iden-
tity and philosophy?

BERNER: I design products 
that do not solve one prob-
lem and create another. Many 

shapers on the market fix one 
problem but they may leave 
bulges in another. Not Shap-
eez. When it comes to my 
designs, I am extremely detail 
oriented and so it may take 
longer for Shapeez to launch 
a new product, however I 
never rush into production 
unless I am 100% confident 
in the end result which means 
I have tested everything to 
make sure it is seamless and 
comfortable and that the 
product does what it was de-
signed to do.

MONJO: That being said, 
will there be more new prod-

ucts from Shapeez in the fu-
ture? In 2016?

BERNER: We will be work-
ing on a matching panty line 
to match our bra line.

MONJO: Aside from any 
potential new product intro-
ductions, what are you other 
goals and plans for Shapeez 
in 2016 and beyond? What 

are the key initiatives for this 
year?

BERNER: We are actively 
seeking new reps in the U.S. 
and Canada and will add 
more trade shows.

MONJO: The market keeps 
changing; in your opinion, 
what are the three most im-
portant TRENDS in the 
OVERALL intimate apparel 
and bra market in the last 
year or so?

BERNER: I never follow 
trends. I create only additions 
to the Shapeez line that I 

would want to wear.

MONJO: What surprised 
you most about the bra mar-
ket in 2015?

BERNER: I don’t follow 
trends or pay attention to 
the market. I simply keep 
producing problem solv-
ing innerwear garments that 
women love.

MONJO: I know there is 
quite a range of applications 
for your garments, from the 
average citizen, to police 
women wearing Shapeez un-
der their uniforms, to post 
surgical patients looking for 
more support, to restaurant 
and club owners who have 
made Shapeez part of their 
uniform). What kinds of re-
tailers have been successful 
with Shapeez — and why?

BERNER: Shapeez retailer 
focus over the last 4 years 
has been the upscale women’s 
clothing boutique. We’ve 

found that our prod-
uct works amazingly 
well for the clothing 
retailer because #1, 
it’s a great up-sale, #2, 
it gives the customer 
and instant slimming 
effect and #3, once on 
body, Shapeez sells 
itself !

MONJO: What 
would you say to a re-
tailer who has not yet 
tried Shapeez in her 
(or his) store? What 
kinds of success sto-
ries have you heard?

BERNER: When we 
work with potential retailers 
at our trade shows, we actu-
ally take the time to fit them 
into their own Shapeez. Once 
they get it on themselves, we 
really do not have to “sell” the 
product to them. They fall in 
love with it. It helps them 
actually sell more when the 
owner and sales people are 
wearing it in their store.

interview:  
Staci Berner, Shapeez Designer and Co-Founder 
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2016
feb. 7-11

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

feb. 13-15
Dessous Wallau
Wallau, Germany
dessous.muveo.de

feb. 14-16
Bodyfashion Tradefair 
Almere, Nederland
bodyfashion-nederland.nl

feb. 14-17
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 15-17
Mrket VG
Sands Expo/Palazzo
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

feb. 15-17
  Accessories the Show

Sands Expo/Palazzo
Las Vegas, NV
(212)-686-4412
Accessoriestheshow.com

feb. 15-18
WWIN 
The Rio Hotel 
Las Vegas, NV

(702)-682-3475
wwinshow.com

feb. 16-18
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

feb. 16-18
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 16-18
Platform
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 16-18
Project
Mandalay Bay & Las 
Vegas Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 16-18
POOL
Mandalay Bay & Las 
Vegas Convention Centers
Las Vegas, NV
(818) 593-5000

   magiconline.com

feb. 17-18
INDX Show
Cranmore Park
Solihull, UK
indxshow.co.uk

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

feb. 21-23
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 21-23
CURVENY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

feb. 22-24
  Moda

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

feb. 22-24
  Fame

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

feb. 22-24
  Coterie 

Javits Center

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

feb. 22-24
  Stitch

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

feb. 22-24
  Accessories the Show

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

feb. 23-26
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
cpm-moscow.com

feb. 28-march 1
  Supreme Body & Beach

Munchen, Germany
munichfashioncompany.com

feb. 28-march 2
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

event & show dates 2016
calendar
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march 2-4
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

march 15-16
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667
Interfiliere.com

march 16-18
National Bridal Market 
Chicago, IL 
(312) 527-4141
nationalbridalmarket.com

march 30-april 2
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

april 2-5
Stylemax Spring
Chicago, IL
The Merchandise mart                                                
(312) 527-7750
stylemaxonline.com

april 3-5
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

april 4-6
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(704) 662 8793  
spectrade.com

april. 7-9
  Vow

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

april 16-18
New York 
International Bridal
Pier 92, New York 
(800) 677-62578
nationalbridalmarket.com

april 17-20
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

april 28-may 1
Michigan International 
Women's Show 
(800) 849-0248
southernshows.com/wde

may. 2-4
  Moda

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

may. 2-4
  Fame

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

may. 2-4
  Accessories Circuit

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

may. 2-4
  Intermezzo Collection

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

june 8-11
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

june 21-23
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

june 26-28
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

july 9-11
Interfiliere Lyon
Eurexpo Lyon
Lyon, France
+33(0)1 47 56 32 32 
interfiliere.com

july 12-19
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

july 16-19
SwimShow
Convention Center
Miami Beach, Fla.  
(305) 596-7889
swimshow.com

july 17-19
Mrket VG
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

july 17-19
Project
New York, NY
(877) 554-4834
magiconline.com

july 19-20
Premiere Vision
Pier 92, New York, N.Y.  
646-351-1942
premierevision.com

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

july 31-aug. 2
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

july 31-aug. 1
LingeriePro 
Antwerp, Belgium
lingeriepro.be

july 31-aug. 2
  Accessorie Circuit

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

july 31-aug. 2
  Fame

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

july 31-aug. 2
  Intermezzo Collection

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

july 31-aug. 2
  Moda

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

july 31-aug. 2
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 6-8
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 7-9
Stylemax Spring
Chicago, IL
The Merchandise mart                                           
(312) 527-7750
Stylemaxonline.com

aug. 7-9
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084

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

Pamela McKinzie:  Anna 
Bella Fine Lingerie is lo-
cated in The Plaza at Wind-
ward in Alpharetta, Georgia, 
a northern suburb of At-
lanta.  The growing areas of 
Roswell, Alpharetta, Johns 
Creek, Milton and Cum-
ming have long needed a 
community bra fit destina-
tion and Anna Bella is de-
lighted to bring this service 
to these communities.  The 
decision to open was made 
after approximately 1 year of 
researching the industry and 
the areas to be served.  Al-
pharetta is central to many of 
the affluent northern suburbs 
of Atlanta, and the shop-
ping complex we selected 
is easily accessible from all.  
For those who travel from 
outside the area, our close 
proximity to GA400 makes 
us a convenient destination 
for those not familiar with 
the area. After selecting the 
location, the next step was to 
achieve the desired look and 
feel of the store. The color 

palette was chosen to make 
the intimates the primary 
focus rather than compet-
ing with them.  Light colors, 
airy flower arrangements, 
special lighting and chrome 
accents add to a light and 
warm environment.  Framed 
pictures and banners aide 
in informing customers of 
product offerings.  Fitting 
rooms are private and well 
appointment with plenty of 
space for associates to assist 
in the try on process.  Our 
product categories include 
bras, panties, sports bras, 
loungewear, playwear, bridal, 
hosiery, wardrobe solutions, 
and scent lines (bubble bath, 
perfume, etc.) 
  
Ted: What makes your busi-
ness special?

Pamela: The focus of Anna 
Bella is to encourage con-
fidence in the women we 
serve.  Whether in a relation-
ship or single, when a wom-
an feels confident in herself, 
this positive force permeates 
throughout her life!  This 
is the driving force behind 
Anna Bella.  Anna Bella is 

best known for ex-
ceptional service.  
Our employees 
serve as partners 
with customers in 
their quest to se-
lect intimates best 
suited to their taste 
and style.  Our 
goal is to have ev-
ery customer leave 
our store confident 
in their selections 
and extremely sat-
isfied with their 
shopping experi-
ence.   It is com-
monplace to see 
customers hugging 
their fitters when 

they leave Anna Bella.  We 
don’t see ourselves as a store 
- - but rather as a valued part 
of the community through 
empowering their women.
   
Ted: What do you look for in 
a brand?

Pamela: Our best selling 
styles are those 
reflecting qual-
ity and good 
taste.  Our top 
selling supplier 
for full busted 
bras is Empre-
inte, as custom-
ers appreciate 
the exceptional 
fit and quality of 
materials used in 
it’s construction.  
For those with 
average bust, the 
unique styles of-
fered by Aubade, 
Simone Perele, 
Lise Charmel & 
Blush are very 
well received.   
Bridal customers 
enjoy the elegant 
& romantic feel 

of Jonquil paired with brid-
al bustiers by VaBien, Pa-
nache and LeMystere.  For 
loungewear, the comfort-
able &  fashionable styles 
of Eberjey are extremely 
popular.  We are delighted to 
have customers that visit on 
a regular basis to check out 
new arrivals.  It is therefore 
imperative that we continu-
ally expand our product of-
ferings to continue to engage 
the interests of our custom-
ers.    Offering unique lines 
helps set us apart from the 
typical department stores.  
Maison Close and Aubade 
offer fun and sexy additions 
to an intimates wardrobe.
Besides intimates, we offer 
a wonderful range of scent 
by Margot Elena featur-
ing bubble bath, perfume, 
crèmes, sachets and shower 
gels.  These personal items 
are wonderful gift items 
to make the purchase even 
more special.  And speaking 
of gifts, SAXX men’s under-

retail profile: anna bella fine lingerie
Q&A with Pamela McKinzie, president
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wear is another huge favorite 
among our customers.  

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

Pamela: We opened our 
doors in July 2014, excited 
to provide excellent service 
& superior products to the 
women of our communities.    
The full busted community 
has fully embraced hav-
ing a local destination able 
to deliver solutions to their 
unique needs.   The trend 
we have been delighted to 
see is that our customers 
are excited to move toward 
a wider range in intimates, 
so we quickly expanded our 
offerings of unique sensual, 
romantic and feminine inti-
mates.  Our customers have 
been thrilled to explore new 
products that enhance their 
best assets and boost their 
level of confidence. Another 
trend is boudoir photog-
raphy.  Anna Bella works 
closely with several photog-
raphers in the area to ensure 
the shoot is reflective of the 
taste and mood of the client.  
Brides are a large segment of 
this business, however it is 
fantastic to see a wider age 
range who are excited with 
their boudoir shoots.

Ted: Describe your price 

points and size ranges.

Pamela: Anna Bella believes 
that women of every eco-
nomic sector should have 
the opportunity to indulge 
themselves in lovely inti-
mates.  For that reason, we 
offer exclusive pieces for 
those that want the very best.  
We also offer a variety of op-
tions for those on tight bud-
gets.   Our bra sizes range 
from A - K cups in band 
widths of 28-44. 

Ted: What is your typical or 
average customer size? 

Pamela: Our customer base 
is very diversified with each 
presenting their own specific 
needs.  A typical customer 
size would be either a 32E, 
30F, 32F, or 32G, however 
Anna Bella is dedicated to 
meeting the needs of those 
outside the typical range.  

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

Pamela: With our operations 
of only 1 year, we see gaps in 
the average amount spent.  
Many of our customer are 
regular visitors who spend 
larger amounts compared 
to customers who have just 
discovered Anna Bella and a 

new world of 
bra sizing.  

Ted: Describe 
your customer. 

Pamela: Our 
customer base 
is 95% wom-
en in an age 
range of 22-
60.  The area 
supports fam-
ilies of execu-
tives working 
in the Atlanta 
and Buckhead 
area, with ex-
cellent public 
schools and a 
thriving real 
estate market.  
C u s t o m e r s 
expect a high 
level of personal assistance 
and are not disappointed 
when visiting Anna Bella.  
Although the area is very 
style conscious, the neigh-
boring areas boast horse 
farms and ladies enjoying 
a variety of outdoor sports.  
The Anna Bella customer 
enjoys the beautiful fash-
ion styles in lingerie, but 
also wants comfortable and 
practical items such as sports 
bras.We also want to meet 
the needs of the men of the 
area.  We offer Wish Lists to 
assist  husbands / boyfriends 

looking for that 
special gift.  And for 
our male customers 
who seek to em-
brace their feminine 
side, Anna Bella of-
fers a friendly and 
helpful environ-
ment.

Ted: What has im-
pacted your busi-
ness the most over 
the past year? 

Pamela:  In opening 
a new business, we 
understood that the 
most important fac-
tor in success is not 

only in the quality products 
offered but in being discov-
ered in our communities.  
There are so many avenues to 
select from in marketing & 
advertising, but for building 
a solid base, we knew that 
customer referrals would be 
key.   We have utilized lo-
cal media sources to gain 
exposure, but are delighted 
that our largest source of 
new customers apart from 
location is word of mouth.  
This reinforces to our team 
that providing the best in 
customer care brings long 
lasting benefits. Another 
factor that has impacted us 
this year has been in build-
ing brand loyalty.  When 
presented with choices of 
products, customers typi-
cally elect those of higher 
quality.  The level of satisfac-
tion in product has definitely 
created customers that are 
brand loyal and look forward 
to new options within that 
brand line. This first year of 
operation has opened our 
eyes to the unique and di-
versified needs of our com-
munity.  We are so pleased to 
be a part of our communities 
and look forward to serving 
them for years to come!
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rigby & peller sales fall 9.7%
Sales in 2015 at the U.S. Rigby & Peller 
stores (formerly this was the Intimacy 
chain) fell by “9.7% (9.8% on a like-for-
like basis)” as measured in dollars, accord-
ing to parent company Van de Velde. “Due 
to the strengthening of the American dollar 
against the euro the retail turnover in euro 
was up 8.1%.”

Meanwhile, annual sales for 
Belgium-based Van de Velde 
as a whole rose 5.7%, from 
198.4 million euros in 2014 
(about $215.4 million at 
today’s exchange rates) to 
209.0 million euros (about 
$226.0 million) in 2015. The 
company noted that “Growth 
has continued in all areas: lin-
gerie, beachwear and stayers.”

“In Europe retail turnover 
rose on a like-for-like basis by 
5.8%, thanks to a like-for-like 
growth in Germany (7.1%) 
and the Netherlands (5.7%).”

Complete financial results 
for the company will be 
released February 24.

Last September the Intimacy 
stores were “re-branded as 
Rigby & Peller,” as the move 
was described by the company, 
and during the year the num-
ber of stores was reduced to a 
net 14. At one point in the past, 
the number of Intimacy stores 
in the U.S. had approached 20.

Van de Velde, which owns both lingerie 
stores in Europe and major brands, including 
Rigby & Peller, PrimaDonna and Marie Jo, 
has revealed in its financial reporting that 
sales had been declining for years at Intimacy 
and finally reached a point at the end of 2014 
where the division was actually losing money. 
“At Intimacy we cannot allow the cash drain 
experienced in 2014 to continue,” said Lucas 
Laureys, chairman of the board, in a state-
ment that opened the latest annual report.

Rigby & Peller launched in London in 1939 
and had seven stores in the UK when Van de 

Velde acquired an 87% stake in 2011. The 
Belgian company quickly and profitably expand-
ed the chain. On its website the company stated 
last year there were 41 boutiques including nine 
in London as well as locations in Germany, 
Spain, Denmark, Hong Kong and China.

tefron posts $1.2 million loss
For the three months ended September 30, 
2015 Tefron reported a loss of $1,216,000 
compared with a loss of just $26,000 during 
the same period last year. Sales in the quar-

ter were $20.8 million compared to $21.5 
million in the quarter in 2014. The Israeli 
public company is a seamless specialist that 
produces intimate and other apparel.

For the first nine months of its fiscal year, 
Tefron posted a loss of $2.5 million on sales 
of $68.2 million compared to a loss of $1.0 
million on sales of $68.1 million for the same 
period in 2014.

For the entire year in 2014 the company 
reported a loss of $800,000 on sales of $93.9 
million. Previously Tefron had a loss of $3.4 
million on sales of $82.9 million in 2013; and 

a loss of $458,000 on sales of $99.0 million 
in 2012.

riverside invest in marena
The Riverside Company “has invested in 
The Marena Group, a manufacturer of 
medical-grade compression garments, 
shapewear, and activewear sold to plastic 
surgery centers, hospitals, medical provid-
ers, patients, and consumers,” according to 
the private equity firm.

Marena is based in Georgia and has attend-
ed recent trade shows, including 
Magic and Curvexpo, in efforts to 
launch a new shapewear collection, 
Vera Vasi.

According to a statement from 
Riverside, “Marena’s compression 
garments are used by plastic surgery 
patients for post-surgical applica-
tions, and by consumers,” adding 
that the firm has “over 50 interna-
tional distributors selling into nearly 
80 countries.”

“Riverside intends to work with 
Marena’s existing management to 
expand the company through increased 
sales and marketing, international 
growth, widening its customer base, 
new product development, and enter-
ing new markets. Marena’s existing 
management team will continue lead-
ing the company and CEO Vera 
Watkins will remain in place.”

Riverside claimed it “has deep 
experience in healthcare, having 
made more than 80 investments in 
the sector. The firm has successfully 
invested in numerous medical prod-
uct companies, including medical 

brace and support specialists FLA Orthopedics 
and Orliman (Spain).”

schottenstein remains ceo
American Eagle Outfitters, parent company 
to the Aerie lingerie brand, announced Jay 
Schottenstein will continue as CEO. He had 
served as interim CEO since January of 
2014. Schottenstein has served as chairman 
of the company since March 1992, and pre-
viously held the role of CEO from March 
1992 until December 2002.
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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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Ted Vayos, BODY: De-
scribe your retail business 
for our readers.

Kim Hickson & Lisa 
Hamill:  In 1947, Eliza-
beth “Betty” Harp opened 
the first Harp’s on Chene 
Street, in Detroit with 
$500.00 of borrowed cash. 
Her uncanny sense for 
style  and knack for mak-
ing women feel beautiful 
was a recipe for success.   
Throughout the years, she 
owned stores in Ham-
tramck, Ferndale, Warren 
and finally, Birmingham. 
Mrs. Harp fit genera-
tions of mothers, daugh-
ters and  granddaugh-
ters  six days a week until 
her death in 2010. Today. 
Harp’s Lingerie, is family 
run with the help of her 
sons and  granddaughters.   
We  specialize in fitting 
bras and undergarments 
and carry an extensive, 

in-stock inventory.  Bras 
range in size from 30-54 
around & cup sizes A-N. 
Our inventory is the larg-
est in the state of Michi-
gan.  We specifically work 
with all shapes and sizes, 
brides, mothers to be, 
and women with problem 
areas they want to  cam-
ouflage. Anything you 
need for un-
der clothing, 
you can find at 
Harp’s.     Per-
sonal consul-
tations and 
excellent cus-
tomer service 
will provide 
you with the 
proper fit.   
Hard to fit siz-
es are our spe-
cialty. 
  
Ted: What 
makes your 
business spe-

cial?

Kim & Lisa: Personal fit-
tings  and excellent cus-
tomer service sets us 
apart from average linge-
rie stores. Everyone who 
walks in our store is per-
sonally greeted and  re-
ceives one-on-one service.  
Our repeat business is a 

testament to this impec-
cable service.  Our exten-
sive inventory allows us to 
find the perfect fit for all 
shapes and sizes. 

Ted: What do you look for 
in a brand?

Kim & Lisa: First 
and foremost, we look for 
a good fit whether its a bra 
or undergarment , that will 
be supportive while giving 
a great shape.  We look for 
things that are pretty, and 
fit... not an easy task. We 
carry and extensive in-
ventory of shapewear and 
girdles, but are finding 
that   favorite styles often 
get discontinued.   Chan-
telle and Simone Perele 
make a few nice shape-
wear pieces. We carry 
bras from Simone Perele, 
Chantelle, Fantasie, Ani-
ta, Wacoal, Elomi, Elila, 
Freya, Cossabella, Pri-
ma Donna, Dominique, 
Royce, Goddess, Fayre-
form, Montelle, Cortland, 
B. Tmptd., Rosa Faia and 
more.  In shapers we carry 
Rago, VaBien Curves. we 
have recently added Prim-

retail profile: harp’s lingerie
Q&A with Kim Hickson & Lisa Hamill, grand daughters
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ma Donna, style Madison, 
to our inventory and it is 
a very good fitting bra.  
Brands that disappoint are 
the ones that offer on-line 
discounts and “door-bust-
er sales,” making it very 
hard for small retailers to 
compete.   We are  con-
stantly on the look out 
for new vendors.  A great 
way to get a product in our 
store is to offer samples of 
their best selling bra and 
let our staff try it out--we 
are the best critics.  If our 
staff doesn’t like the fit, 
it won’t get sold. We also 
carry sleepwear and acces-
sories.

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

Kim & Lisa: Anything 
that fits and gives a wom-
en a good up-lift is popu-
lar.   Nylons are coming 
back. Textured tights are 
big.  Women still like sexy 
underwear and the “gran-
ny panty,” in Michigan 
has not taken off.  Any bra 
that minimizes back fat 
is also a plus. Dresses are 
getting harder to fit with 
a bra, due to the various 
cutouts and low fronts or 
backs. To offer a solution, 
we have been  successful-
ly selling  Fashion Form’s, 

Body sculpting U plunge 
Backless Strapless bra, 
Nu  Bra, and Braza bust 
tape. 

Ted: Describe your price 
points and size ranges.

Kim & Lisa: Bras range 
from 50.00 to 100.00 each 
30-54 around and AA-N 
cup.

Ted: What is your typical 
or average customer size? 

Kim & Lisa: In our store 
the average bra is a 36 DD 
.  We are noticing women 

are getting fuller i n the 
bust.

Ted: What point of sale 
system do you use at your 
business and are you happy 
with it? What does your 
average customer spend 
per visit to your store? 
What type of advertising 
do you use to bring cus-
tomers into the store?

Kim & Lisa: We use   
Counterpoint as our   
POS.   Up until 2010 we 
did everything by hand.   
The computer system has 
allowed us to track our 

inventory and 
sales and has 
provide a wealth 
of information.   
We are able to 
keep   a record 
of customer 
sales as well as 
any notes that 
may be perti-
nent   to a cer-
tain customer. 
When it comes 
to advertising, 
word of mouth 
is still our best 
advertiser.   It is 
not uncommon 
for a woman to 

come in for a fitting and 
the next weekend her girl-
friends come in.   We are 
trending toward using the 
internet more, but still 
use print.  Average sale is 
about 130.00

Ted: Describe your cus-
tomer. 

Kim & Lisa: We fit all 
women in all shapes , sizes 
and ages.

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

Kim & Lisa:  On the posi-
tive side, the   trend day 
time TV  or  celebrities to 
spotlight shapewear   has 
really drawn in customers 
who want to look like their 
favorite celebrity.    These 
customers probably would 
not have stopped in if not 
for trying to find what 
their favorite celebrity is 
wearing.  On the opposite 
end of the spectrum, in-
ternet sales have allowed 
customers to come and 
to be fit and then leave to 
buy the product on line, 
sometimes at a discounted 
price. 
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Ted: Please describe your 
bridal store for our readers?

Nicolas Busnel: Maison 
Close opened the doors of 
the first flagship store in 
Soho, NY, this past October. 
The trendy and chic style 
of that neighborhood was 
perfect for the brand to in-
troduce an art of living and 
loving “a la Française”. New 
York had chosen Maison 
Close from the very begin-
ning. Nicolas Busnel want-
ed to offer a frame to Mai-
son Close, a quiet, intimate, 
precious space, different 
from classic retail venues, 
personal and free. Instilled 
with his incandescent sig-
nature style, this Parisian 
boudoir electrified by the 
post-industrial New York 
atmosphere offers a décor 
combining modernity and 
refinement. Maison Close 
promises more than shop-
ping: an experience. And in 
this exceptional setting, the 
designer can finally tell you 
the story of each collection, 
and it is up to you to write 

the next chapter…

Ted: How did you get start-
ed in the industry?

Nicolas: I was asked to cre-
ate sexy lingerie from his 
clients, lingerie that would 
be qualitative and comfort-
able for daily wear, while 
being playful and sensual. 
The request came from a 
need to feel sexy without 
turning to unpractical cos-
tumes.

Ted: When did Maison 
Close open it’s lingerie 
business?

Nicolas: 2006.

Ted: Why did you choose to 
open a business at this loca-
tion?

Nicolas: Soho felt like the 
right place to be: Maison 
Close was welcomed with 
open arms in the US 7 years 
ago and has retained an 
excellent relationship with 
this market. The location 

we found was exactly where 
we imagined our first flag-
ship store to be.

Ted: what makes your store 
special?

Nicolas: This store is so spe-
cial and dear to our hearts! 
It has the Maison Close 
vibe, with a strong imprint 
from our designer. From the 
wall-paper to the drawers’ 
knobs, taking in massage 
candle scents and fresh gor-
geous red roses. We’ve put 
together a haven of posh 
purple and espresso hues, in 
the comfort of a sexy / rebel 
/ rock ‘n roll space and in-
tegrated the original bricks 
and pipes to our outline.  
Feel free to swing by and 
enjoy a ristretto, seated on 
our chaise while she tries 
on fantastic lace or jet bead 
cuffs ;)

Ted: Do you carry other 
brands/products besides 
Maison Close? 

Nicolas: Not at the moment, 
but if we were to carry other 
brands the items would be 
complementary or in part-
nership. Think Photogra-
phers’ magazines, accesso-
ries, fragrances etc…

Ted: Describe popular styles 
or trends in your area.   

Nicolas: Definitely triangle 
bras and bodysuits. We ex-
cel in creating both, and 
our clientele is very keen on 
such pieces. They are drap-
ing the body without forc-
ing it into a different shape, 
they feel like a second skin 
and allow for complete 
comfort and ease the mind 
into a different mood.

Ted: Describe your price 
points and size ranges.

Nicolas: We have made it 
easy for our beloved clients: 
most our items go S, M, L 
or XL, allowing for all types 
of morphologies to find 
the perfect fit. Our under-
wire bras range from 32B 
to 36DD. As far as prices 
go, a bra and thong set can 
go from $130 to $295. Our 
bodysuits range from $125 
to $260, Catsuits from $170 
o $390 and dresses from 
$155 to $195.

Ted: What is your typical or 
average customer size?

Nicolas: Size US 4 and 6, for 
Bras: 32B / 32D and 36D.

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

Nicolas: Usually around 
$250 average, and that can 
be for several accessories, or 
a full set etc…

Ted: Describe your custom-
er base.

Nicolas: Since we’re talk-
ing brick and mortar store, 
our boutique has been see-
ing about 60% ladies and 
40% gentlemen (and that 
includes couples). Interest-
ingly, our website is more 
gentlemen based, quite the 
opposite in numbers actu-
ally. The demographics fol-
low a wide range (average 
30-50), and because of our 
affordable prices, we’re hap-
py to notice a large portion 
of young ladies and gents in 
their 20’s as well!

retail profile: maison close nyc

Q&A with Nicolas Busnel, founder & designer
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Ted Vayos, BODY: Describe 
your retail business for our 
readers.

Suzan Tabar:  I live in 
Brentwood and since I 
needed to be on top of my 
business 7 days a week and 
with LA traffic it only made 
sense to stay in the neigh-
borhood. There is more 
competition not just other 
lingerie stores opening, but 
even clothing stores, facial 
stores, workout stores and 
beauty supplies that carry 
lingerie. Nowadays cloth-
ing stores carry under wear, 
bras and shapewear to sell 
the dress. Workout places   
carry underwear like Han-
ky Panky for point of sale 
in their businesses and the 
facial stores sell sleepwears 
and robes because they do 
not have enough clients. 
Beauty supplies stores now 
carry Hanky Panky to make 
a buck. So by doing this, it 
takes away business from a 
genuine lingerie store. It is 
up to the manufactures and 
their representatives like 
Hanky Panky and Cosa-
bella’s not to sell to every-
body who wants to carry 
their underwear. It starts 
with underwear and slowly 
to boyshort, then bra’s and 
shapewear and then sleep-
wear.
    

Ted: What makes your 
business special?

Suzan: I have carried and 
maintained most of my 
lines like Wacoal, Chan-
telle, Hanky Panky, Cosa-
bella, Commando, Cal-
vin Klein and much more 
brands for the past nine 
years. I have been loyal to 
my brands as my custom-
ers have been loyal to me. 
I host special events such as 
bridal showers, girls day out 
at the store by inviting loyal 
customer to special events 
offering discounts, goodie 
bags, champagne and food.
   
Ted: What do you look for 
in an intimate and swim-
wear apparel brand?

Suzan: I no longer carry 
swim wear. I emphasize on 
the fit, because 90% of my 
clients come to me for fit-
ting. I have studied, learned 
and mastered the art of fit-
ting.  I don’t sell a bra just 
to sell the bra, if it doesn’t 
fit you I will tell you not to 
buy it.  I believe in being 
upfront and honest with 
my clients, because they 
trust my judgment and 
they know I am going to 
make sure they get the best 
fit.

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

Suzan: Wacoal, Chantelle, 
Cosabella, Hanky Panky, 
Calvin Klein, Carole Ho-
chman, Eberjay, Kenan, 
Jonquil, Pjamas and Pj 
Harlow. 

Ted: Which of these brands 
deserves an outstanding re-

view from you? 

Suzan: Chantelle, Wacoal, 
Mimi Holiday, Comman-
do, Carole Hochman and 
On gossamer.

Ted: Have any brands dis-
appointed you as a retailer?  

Suzan: I love Hanky Pan-
ky brand but they have no 
sense of loyalty. 

Ted: What type of issues 
have you had with your 
suppliers? 

Suzan: The first issue is 
that the wholesalers ap-
prove beauty supplies, 

clothing stores, workout 
stores and more to carry 
lingerie. Within one mile 
area around my store there 
are seven (7) other stores 
who carry Hanky Panky. 
I am really disappointed 
with their business deci-
sion, since they sell the 
same items on line such as 
Gilt and other websites for 
lower prices. The internet 
problem is not only with 
Hanky Panky, some other 
brands such as Wacoal and 
Chantelle sell their items 
to Marshalls or Ross store 
at discounted prices. I have 
spoke to the heads of these 
companies, Wacoal has 
made some improvements 
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such as opening their own 
outlet stores and selling 
their discontinued items at 
their own stores, but I still 
find some Chantelle’s and 
Jonquil’s at these stores. 

Ted: What could these 
companies do to improve? 

Suzan: These companies 
should offer the same lower 
prices to boutiques as they 
offer to Ross or Marshalls. 
We could pass down the 
savings to our custom-
ers. Our customers would 
be happy with the savings 
and will keep them com-
ing back.  Some of these 
companies have a lot of un-
necessary overhead. They 
should not have minimum 
orders after you have been 
an established store, so they 
can have more frequent 
orders. They need to cut 
down production on fash-
ion items. Companies ship-
ping outside US need to 
ship and deliver goods fast-
er or must look into having 
a distribution center in the 
US too. Federal express and 
UPS charges are very im-
portant in small businesses; 
companies should look into 
packing items in smaller, 
lighter weight boxes to 
bring down freight charges. 
Bra company’s ship bras 
with hangers and that 
costs money in freight and 

most hangers get 
disposed, because 
it is not recyclable. 
The same goes for 
Sleepwear items, 
hangers are heavy 
and add to ship-
ping costs.Some 
companies do not 
hand tag on their 
underwear or sleep-
wear. They need to 
have barcode, size, 
style and color on 
items.  Also, when it 
says made in France, 
made in Italy, made 
in … does not mean 
made in China. The 
quality of goods is no lon-
ger the same. Numbers of 
companies no longer have 
sales reps or show rooms in 
the West coast. If you need 
to see the line it is either 
NY or Las Vegas. 

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

Suzan: In the past year 
my store has gone through 
some changes. I added eve-
ning and some clothing to 
my store thinking of wed-
dings and proms but that 
was a mistake. Evening 
wear is not a good fit for my 
store. I have added Roser 
Samon – Promise line and 
recently MarieJo and Wa-
coal European Line.

Ted: Do you carry other 
products besides intimates 
apparel?   

Suzan: Not anymore.

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

Suzan: The moms and old-
er ladies like basic bras that 
fit and some fashion colors 
and styles but the younger 
generations like the pad-
ded, bumped up bras like 
the Victoria Secret looks. 

Ted: Describe your price 
points and size ranges.

Suzan: Bras start at $38.00 
to $140.00 Panties range 
from $12.00 and up. Sleep-

wear $46.00 and 
up. 

Ted: What is your 
typical or average 
customer size? 

Suzan: I carry 
from size 32AA 
to 44H. The aver-
age is about 32D, 
32DD, 34B, 34C, 
34D, 34DD, 36C, 
36DD.

Ted: What does 
your average cus-
tomer spend per 

visit to your store? 

Suzan: The average cus-
tomer spends about $80 to 
$150 per visit. Some over 
average customers spend 
$200 and up and some ex-
ceptional customers could 
spend $400 and up.  

Ted: Describe your cus-
tomer. 

Suzan: 90% of my clients 
are females just because 
they need fitting. Ages are 
from 12 years old train-
ing bra to 97 year old. My 
male clients are usually for 
special occasion and when 
their wives send them to 
pick up a specific item. 

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

Suzan: In the past seven 
years as the economy has 
revolved so has consumer 
spending. The internet has 
not been friendly to small 
business. The convenience 
of online shopping has re-
duced number of people 
physically going to stores. 
The LA traffic, the 405 
Fwy constructions, the Ar-
cher school construction 
said to begin soon and the 
frequent Presidential visit 
to our neighborhood has 
been quite challenging.
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