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naked to merge with bendon

Naked Brand Group, a U.S. publicly-traded company, and the 
much larger, New Zealand-based Bendon Limited have signed a 
letter of intent (LOI) to merge.

Listing benefits of the move, the companies noted, “Bendon would 
gain immediate access to the U.S. capital markets enabling it to 
further grow the business globally, both organically and through 
future strategic acquisitions.” Bendon might also be able to make 
use of the massive losses Naked has generated in recent years.

According to the announcement, “For the fiscal year ended 2016, 
Bendon generated approximately NZ $144 million (US $100 mil-
lion) in net sales.”

Meanwhile, sales at Naked for the year ended January 31, 2016, 
were just $1.39 million, and have risen only modestly in recent 
months. In a recent filing with the SEC, Naked reported “As of 
October 31, 2016, the company had not yet achieved profitable 
operations, had incurred a net loss of $8,204,475 and had an accu-
mulated deficit of $54,585,555.”

Industry veteran Carole Hochman joined Naked in early 2014, a 
move that persuaded investors to inject capital into the struggling 
firm. But since then the brand still failed to generate profitable 
results.

The LOI with Bendon provides that the Naked “would issue the 
holders of ordinary shares of Bendon an aggregate of 118,812,163 
shares of common stock of the company [Naked], subject to adjust-
ment, representing approximately 93.6% of the combined company.” 
The announcement also noted that Justin Davis-Rice, executive 
chairman of Bendon, “will join Naked’s board of directors, effective 
immediately. Concurrent with the completion of the proposed 
Merger, Ms. Hochman would retain a seat on the board of the com-
bined company.” The announcement added that after the merger, 
the board would also be comprised of “several additional members 
to be identified and nominated by Bendon.”

Davis-Rice of Bendon declared, “This is a transformative merger 
that will create a powerful creative, marketing, operational and 
capital markets platform. As a publicly traded company in the U.S., 
we expect to have an opportunity to accelerate our growth and 
strengthen our position as a global leader in intimate apparel, swim-
wear, innerwear fashion and lifestyle brands through both organic 
growth and strategic acquisitions. We are also delighted to partner 
with industry pioneer, Carole Hochman, who brings unrivaled 
experience to our company and whose expertise is expected to not 
only strengthen our existing brands but to provide us with an 
unprecedented opportunity to develop our sleepwear business, a 
product category that represents a significant growth opportunity.”

Eric Watson, executive chairman of Cullen Investments, Bendon’s 
majority shareholder, added, “This is an incredible opportunity for 
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Bendon to strengthen its leadership in the 
industry and drive the continued growth of 
the business as a consolidator of globally 
recognized brands.”

According to the announcement, “Bendon’s 
brands include Heidi Klum Intimates and 
Swimwear, Stella McCartney Lingerie and 
Swimwear, Bendon, Bendon Man, 
Davenport, Evollove, Fayreform, Hickory, 
Lovable (in Australia and New Zealand) 
and Pleasure State. Bendon’s brands are 
distributed globally through over 4,000 
doors across 34 countries, as well as through 
a growing network of 60 company-owned 
Bendon retail and outlet stores in Australia, 
New Zealand and Ireland.” Headquartered 
in Auckland, Bendon also has offices in 
Sydney, New York, London and Hong 
Kong.

The statement from the companies noted 
that Naked “has agreed to adhere to a no-

shop provision until the earlier of the date 
the Merger Agreement is executed or the 
LOI is terminated. If the Merger Agreement 
is not executed by February 10, 2017, or the 
Merger is not consummated within six 
months thereafter (each a “Merger 
Milestone”), the [Naked] will be required to 
issue to Bendon 2.5 million shares of com-
mon stock; provided, however, that the 
[Naked] shall not be required to issue 
Bendon such shares if Bendon’s action(s) or 
lack thereof has been the principal cause of 
or resulted in the failure of the parties to 
achieve a Merger Milestone.”

In a separate announcement, Naked said it 
was “selling 1,879,811 shares at a purchase 
price of $1.04 per share with gross proceeds 
to the company totaling $1.955 million.” It 
explained that “The proceeds from the offer-
ing will be used to provide working capital 
for general corporate purposes and to sup-
port Naked’s ongoing operations through 
the estimated time frame to completion of its 
proposed merger with Bendon Limited.” —
NM

yandy: brodeur new ceo
Yandy, the online retailer of “sexy” lingerie 
and other apparel, formally announced today 
that it had named a “tech and ecommerce 
veteran,” Thom Brodeur, as its new CEO. 
An upcoming management change had been 
rumored in recent months.

Chad Horstman, Yandy’s founder, and 
until recently its CEO, will continue with 
the company as a member of its board and a 
“co-owner.” LA-based private equity firm 
SPK Capital also holds a major stake in 
Yandy.

“As with most successful start-ups, the time 
comes when a business transitions into the 
next phase of its growth,” stated Horseman. 
“Following 10 years of rapid growth, we are 
fortunate to have reached that point, and 
couldn’t be more excited to have someone of 
Thom’s experience, passion and integrity 
leading Yandy through this next chapter.”

According to Yandy, “Brodeur brings over 
20 years of technology, digital marketing, 
media and ecommerce experience to Yandy, 
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having worked in start-up, scale-up and growth businesses such as 
GoDaddy, Marketwired, EmpowHER, Tallwave, Digital Air 
Strike, and Maria Shireen. In these roles, he has overseen a variety 
of functions ranging from brand development and marketing to 
operations, sales, strategic planning, and technology.”

Brodeur explained, “Yandy is an exciting business with impressive 
historical performance, but what lies ahead is what makes this 
opportunity truly 
i n t r i g u i n g . 
Having helped 
build memorable 
brands, innovative 
products and 
world-class teams, 
I believe Yandy is 
primed to become 
a household name, 
and our customers 
– present and 
future – are going 
to be in for a 
remarkable ride.”

Y a n d y . c o m 
launched in 2005, 
and in one press 
release in April, 
2016 noted it had 
sold “roughly 2.8 
million pieces of 
intimate apparel 
totaling over $75 
million in the last 
two years alone.” 
It claims to offer 
“over 30,000 products,” including a wide range of lingerie brands as 
well as private label bras and swimwear. — NM

yandy: more private label, stores
Yandy.com will continue to expand the number of apparel offerings 
under its own brand, and there is “a very real possibility,” it will open 
its first brick-and-mortar store within the next couple of years.

Thom Brodeur, the new-announced CEO, revealed these and 
other plans in an exclusive interview with BODY shortly after his 
appointment.

Yandy.com, which now claims to offer “over 30,000 products,” 
including a wide range of inexpensive, sexier lingerie labels, has 
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already sold some Yandy brand products for 
several years. For example, in early 2013 it 
launched Yandy Candy, a line of rave-
themed lingerie and clubwear. That same 
year the company introduced “Yandy exclu-
sive Swarovski crystal bikinis.” In early 2016 
the company added the “Yandy Bra 
Collection,” focusing on “everyday sexy” bras 
and panties as well as an “affordable collec-
tion of mix and match swimwear.” In 
September 2016 the company presented its 
first runway show of Yandy Halloween cos-
tumes during New York Fashion Week. 
And Brodeur is planning another Yandy 
runway show for the upcoming Fashion 
Week in February.

As it puts its name on more products, 
Brodeur said the company is going beyond 
just ordering up styles from contractors, but 
rather actively engaging his team in the 
design and creation. The newest “private 

label swim collection,” for 
example, has Yandy’s 
“DNA and fingerprints on 
it.” And he is excited about 
“starting to position” 
Yandy as “more of a fash-
ion brand” going forward.

The new CEO empha-
sized he is a “deep believer 
in the omni-channel strat-
egy,” of retailing, of which 
maintaining physical store 
locations is a key part. He 
noted that the first, poten-
tial store, located near the 
company’s home base in 
Scottsdale, would be 
more of “test” as opposed 
to a conventional “flag-
ship” location. “We would 
be dipping our toe into 
that space,” he said, but emphasized it would 
“lift the brand experience,” greatly if success-
ful.

While he is deeply committed to produc-

ing more “Yandy-made prod-
ucts,” Brodeur cautioned 
that the company will not 
range too far from its focus 
on “sexy intimate apparel.” 
He does “not want to lose 
that heritage,” but rather 
“take that heritage and layer 
it into other categories.” One 
future area of expansion for 
Yandy products will be 
“loungewear and sleepwear.”

In announcing the hire of 
its new CEO, the company 
noted he “brings over 20 
years of technology, digital 
marketing, media and ecom-
merce experience to Yandy, 
having worked in start-up, 
scale-up and growth busi-
nesses such as GoDaddy, 

Marketwired, EmpowHER, Tallwave, 
Digital Air Strike, and Maria Shireen.” — 
NM

10 FEBRUARY 2017  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

(Continued on page 12)

news
(Continued from page 8) 





altitude replacing ils show
All future iterations of The International 
Lingerie Show (ILS), the bi-annual Las 
Vegas trade event, were suddenly and 
permanently canceled at the start of the 
new year, and the new and competing 
Altitude Intimates announced its inten-
tion to try to “accommodate everybody” 
at its own upcoming event.

The Altitude show is scheduled to 
open with an evening party on April 2 
and run for the next two full days, April 
3 and 4 at Planet Hollywood. Executive 
director Eric Ehrens told BODY that a 
large number of prominent exhibitors 
were confirmed or likely for the show 
including Andrew Christian, Allure, Be 
Wicked, Body Language  Body Shots 
Cocksox, Coquette, Daisy Corset 
DBH Creations, Dreamgirl, Dynashape 
Intima, Eldorado, Elegant Moments, Ellie 

Shoes, Eros Veneziani, Escanté,  Fantasy, 
Felina / Jezebel, G World, Golyta, Gregg 
Homme, Highest Heel, Hoss International,  

Hustler/Electric Eel, J. Valentine,  Jack 
Adams, JL Intimates, Kixies, Leg 
Avenue, Mapalé/Espiral,  Magic Silk, 
Mainstreet, Minor Creations, Music 
Legs,  Oh La La Cheri,  Pastease, Patrice 
Catanzaro, Pleaser USA,  Popsi,  René 
Rofé/International Intimates,  Rock Star 
Wigs, Roma, Rounderwear, Seven ‘Til 
Midnight, Shirley of Hollywood, Starline 
/ Ravewear, Touch of Fur, Wilderness 
Dreams and X-Gen. 

Ehrens emphasized there may be some 
change to this list and that preference for 
position and space at the show was being 
given to those exhibitors who paid early.

Official word of the cancellation of the 
ILS was only sent to its exhibitors in the 
first days of 2017, so many wholesalers 
were suddenly thrust into the position of 
trying to arrange exhibits at the Altitude 
show. Ehrens emphasized he is trying “to 
find space for everybody,” adding that “if 
we have to we will cut back the owners 

booths,” referring to the original group of 
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ten founding wholesalers of the Altitude 
show.

Until late into December, Jeff Yunis, the 
owner of the ILS, had insisted his April 
show would go on as scheduled.

In his letter announcing the closing of the 
ILS, Yunis wrote, “Of course the new com-
petition was a major factor in my decision 
but, to tell the truth, at age 75, with many 
more things I want to do and places I want 
to visit and family considerations, the timing 
was right.”

Crystin Ehrens, managing director of the 
show, repeated that Altitude “has made it an 
urgent priority to expand and accommodate 
as many exhibitors as possible interested in 
exhibiting.” And Eric Ehrens admitted the 
show had originally planned for a relatively 
modest number of exhibitors for its first 
event (certainly not on the order of a hun-
dred or more) and had anticipated a period 
of coexistence with the ILS. In recent days 
Altitude show management has had to go 
back to the hotel to find more ballroom 
space and hotel rooms. He noted that while 
all the exhibition spaces will be located 
within Planet Hollywood, some exhibitors 
or buyers might be assigned hotel rooms in 
nearby venues.

According to Ehrens, Altitude Intimates is 
owned by ten companies, Allure Lingerie, 
Coquette International, Dreamgirl 
International, Elegant Moments Lingerie, 
Escante, Fantasy Lingerie, Mapalé by 
Espiral, Roma, Hoss International and J. 
Valentine. He added that under the original 
show plan, the first eight companies on this 
list were scheduled to take six 10’ x 10’ booths 
each, while the last two were allotted two 
booths each. Some of this might change due 
to the new circumstances.

Ehrens said he has been in recent contact 
with many of the prominent exhibitors at the 
former ILS and was confident that many 
would be moving to Altitude Intimates in 
April. He said that in addition to lingerie, 
shoe and apparel firms, he was also going to 
“try to accommodate” adult novelties at the 

new show. In general, while the situation is 
still in flux, it seems that the show is looking 
to include as many different exhibitors as 
possible, even if some will be taking smaller 
booth spaces than they otherwise might 
have. — NM

amoralle: ‘royal luxury’
Amoralle, a “royal luxury” lingerie and ready-
to-wear brand, originally based in Latvia, is 
looking to expand in the U.S., and plans an 
appearance at Curve New York in February.

The regal reference, which is one Amoralle 
uses to describe its designs on its website, is 
most appropriate. What set the line apart are 
the over-the-top exaggerations. Robes are 
hung with massive cascades of taffeta or chif-
fon silk, that often splash across the floor. 
Sleeves puff out to great volume, or hang 

way past the hands. Cuffs might be trimmed 
with white fox fur. And if bows are included 
they are always oversized, often fat, and 
nearly always go on forever and ever. The 
design strategy is the strict opposite of the 
timid suggestion: “Perhaps if we used a little 
less fabric we could bring the price down.”

Retail prices start at €47 (about $50 at cur-
rent exchange rates) for a garter belt in 
“black stretch jersey and decorated with 
feminine bows” that has a “lace-up closing at 
the back.” The most expensive piece in the 
lingerie group is €470.00 (about $501) for a 
“daring bodysuit with expressive truffle 
draperies and flirtatious silk bow,” in trans-
parent silk, lace, mesh and velvet.

Prices are higher in the large collection of 
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robes and gowns, where the “Queen Silk Robe” retails for €1,890 
(about $2014). This design includes three huge bows, a dripping 
train and the bodice trimmed with ostrich feathers.

Overall it is an extensive line, often using unexpected colors and 
materials. A particular emphasis is on the breasts, which frequently 
are covered with the most transparent of fabrics.

Amoralle, which currently offers women’s legwear, nightwear, lin-
gerie, loungewear, ready-to-wear, was launched by Inese Ozola in 
2008. On its website the company boasts Amoralle is “one of the 
most profitable lingerie and loungewear brands in Northern Europe. 
Presently there are 20 freestanding Amoralle stores and shop-in-
shops in locations such as Great Britain, Australia, Germany, 
Australia, France, Saudi Arabia, the Netherlands, Russia, the USA 
et. al.”

In the U.S., “We are selling to several of the retailers and we see 
that [the] USA market is very prominent. That is why we decided to 
start more intensive expansion in the market,” Lasma Butkane told 
BODY. Retailers here include Jolie Femme in San Marcos, 
California; the internet shop, Moi Soli (moisoli.com); and Birdies 
Panties in Kansas City.

“Philosophy wise, Amoralle is all about femininity, sensuality and 
self-confidence of a woman,” Butkane continued. “Talking about 

business matters, we are very flexible in terms of minimum orders, 
return policy and delivery terms. That allow a store to make more 
frequent, but not that extensive in terms of sum and pricing,” pur-
chases. “That, in turn, allows a potential partner to try and test new 
products without a financial risk.”

“We are looking for lingerie boutiques with a good geographic loca-
tion and high-end customers.” She added, “At the moment we are 
looking for a distributor in the USA market.” Contact Butkane at 
lasma@amoralle.com; skype: lasma_butkane. — NM

adina reay: dd+ market
Adina Reay, a new brand that is “very proud to be bringing the excit-
ing design, sensuality and covetable nature of luxury lingerie to the 
DD+ market,” will be coming to Curve New York for the first time 
in February.

“We love that we allow women sized DD to G to feel cool, modern 
and sexy in their underwear. We happily tell people we make DD+ 
lingerie that doesn’t look like DD+ lingerie!” explained founder 
Sharon Lake who, with her team, launched the brand in the U.K. in 
2015.

“We were incredibly proud to have been selected to debut at the 
opening of the Body Studio in Selfridges, London. They aimed to 
change the way women shopped for their bodies and our ethos was 
about challenging the luxury market by making beautifully seductive 
lingerie available to women of larger cup sizes, it was a very meaning-
ful start for us.”

“We have had a great start in the U.S. with Journelle and Bare 
Necessities stocking us from A/W16,” and Adina Reay is also selling 
to stores in The Netherlands, Germany as well as the U.K. “At 
Curve we hope that specialist independent stores visit our stand as 
we appreciate they have a great understanding of the customers 
emotional connect to lingerie.”

“Our range consists of bras, knickers, slips and suspenders which 
are the lowest, barest, sexiest styles available to the DD+ market yet 
engineered to be suitable for daily wear,” explained Lake. “Our price 
point is competitive with the luxury designer labels for smaller cup 
sizes, with prices for a balcony bra ranging from $135 to $195 and 
briefs starting at $60.”

Asked to define the key selling points to her label, Lake replied with 
a list: “Design: we make DD to G lingerie look modern, edgy and 
delicate. Fit/Design: our bras feature slimmer straps and a more 
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revealing silhouette yet are cleverly engi-
neered to support. Our G cups are wholly 
representative of our DD cups. We are 
incredibly sensitive in our grading. If a 
design does not work as beautifully in both 
our smallest and largest size it does not get 
past fit stage. Indulgence: we offer touches 
previously unavailable in the DD+ market 
such as satin-lined cups and a hand-crafted 
feel.”

Lake added that “One of the most com-
mon lingerie complaints from women with 
DD+ chests is a feeling of a disconnect 
between the variety of product available to 
their size as opposed to women with small-
er cup sizes. We offer edge, excitement and 
sexiness, which is the perfect compliment to 
the existing lingerie wardrobe of most 
retailer’s DD+ customers.”

Asked about her background in the linge-
rie business, Lake provided a broad answer: 
“Adina Reay brings together several experts 
in the lingerie industry, with backgrounds 
in design, pattern cutting, garment technol-
ogy, sales and produc-
tion. With over 100 years 
experience working for 
some of the U.K.’s most 
respected department 
stores, as well as within 
the luxury market for 
England’s most famous 
designer labels, we felt 
passionately that there 
was an opportunity to set 
a new bench mark in 
indulgence and luxury 
within the DD+ market.”

For the upcoming mar-
ket and shows, Lake 
noted, “We’re offering 
some exciting new color 
updates to our Pru and Sam collections... 
Expect moody, mystic hues of raisin and 
green. By popular demand we have expand-
ed our best-selling Fran collection to 
include a slip and suspender belt. Finally, 

we will be introducing Kate, our new style 
crush, which displays a dazzlingly seductive 
neckline and intricate guipure on silk over-
lay.”

In a follow-up email after this article was 
originally published, Lake added some info. 
“My father is a bespoke tailor who later set 
up a manufacturing plant producing high-
end menswear. He instilled a real apprecia-
tion of quality and fit as well as an under-
standing of production. I have 25 years 
experience as FD and then MD within the 
hospitality industry and so I’m very cus-
tomer/service focused. The team have 
worked in design, pattern cutting, garment 
technology, sales and production for Agent 
Provocateur, Versace, Charnos, Lepel, Ted 
Baker, House of Fraser, Debenhams, 
Marks & Spencer, John Lewis, Sarah Lee 
Cotaulds.”

Adina Reay does not have a U.S. distribu-
tor, but is interested in finding one. Lake 
can be contacted at slake@adinareay.com. 
— NM

royce adds colors
Royce has added several new colorways to 
its extensive collection of wire-free materni-
ty and nursing bras.

The Florence nursing bra 
now comes in cream and 
aubergine or deep teal with 
pink trim. “Ultra-supportive 
and cotton-lined for com-
fort,” according to the com-
pany, “Florence is also gor-
geously feminine, with eye-
lash lace trim, satin straps 
and a choice of matching 
mini brief or Brazilian.” This 
bra is available “from size 32 
back and available up to an 
H cup.”

In addition, “the bestsell-
ing Blossom bra is now 
available in Candy Blossom, 
a delicious candy pink and 

cream stripe option. Designed with inge-
nious ruching at the center front that allows 
the fit and appearance to be adjusted from a 
crop-top style to a plunge neckline, this 
innovative style supports growing breasts 

beautifully by offering three cup sizes in one 
bra, and is just right for nursing once baby 
is born.” This bra is also “available in origi-
nal black and white spot colorway. From 
size 32 back and available up to a G/GG/H 
fitting.”

The new bras join a wide variety of other 
wire-free designs at Royce. The Poppy 
T-shirt style, nursing bra “in coral pink 
offers soft-cup styling with vintage inspired 
floral print and comes with matching briefs. 
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Another T-shirt style, Pollyanna’s caramel 
dot print disappears under clothing while 
its molded foam cups provide all the com-
fort and support that nursing mums need. 
Structured cups are ideal for women with a 
fuller bust, and the Charlotte nursing bra, 
available in black, white and skin tone, is a 
great choice. The mesh top cup makes it 
stylish as well as practical, and it comes with 
easy-release drop up clips like all Royce 
nursing bras. The black colorway is avail-
able in KK and L cups.”

sheergilt looking to expand
Sheergilt, a brand that has been selling 
intimates on its own website and 
to private label customers, is now 
looking to expand its sales to 
retailers. As part of that process it 
will be showing a Curve in 
February in New York.

“We created Sheergilt in 2014 as 
a private label lingerie brand for 
luxury boutique hotels,” 
Genevieve Stanziale, designer 
and co-founder, told BODY. 
Co-founder is Kim Nguyen. 
“Curvexpo will be our first pre-
sentation to U.S. retailers.”

“Our product categories include 
daywear and foundation. Retail 
prices range from $29-$89 USD.” 
The line is available “in sizes 
S/M/L (32A-38C).”

“We envision Sheergilt as a truly luxury 
American lingerie brand,” Stanziale contin-
ued. “Sheergilt lingerie merges comfort 
with daily luxury by combining airy modern 
fabrics with delicate lace and amazing fit. 
All of our styles are created to mix and 
match to simplify life for the modern con-
sumer. Similar fabrics and design details 
are carried throughout each collection.”

“We believe that women today are looking 
for effortless modernity. The Sheergilt 
brand combines the beauty and tradition of 
European lace with sheer modern fabrics. 
Comfort and fit are always our first consid-

eration but must never be sacrificed for 
modern style and design. Similar fabrics 
and details are carried throughout the col-
lection, giving consumers the ability to mix 
and match all of the pieces.” She added that 
“In addition to the styles on our website, we 
will introduce three new collections (12 new 
styles) at Curvexpo NY.”

The two founders created the new line 
“after many years of experience in the inti-
mate apparel and fashion industry. For the 
past six years, Kim has run a successful uni-
form company, creating custom uniforms 
for luxury boutique hotels. Genevieve spent 
12 years designing private label lingerie for 
nearly 100 brands around the world through 
an intimate apparel manufacturer based in 
Hong Kong.”

“We are able to offer low minimums and 
are aiming at both department stores and 
boutiques/specialty stores,” concluded 
Stanziale, adding that the company is “cur-
rently looking for independent sales reps in 
the US.” Contact her at genevieve@sheer-
gilt.com. — NM

fit fully yours colors
Fit Fully Yours, the lingerie firm that spe-
cializes in full cup bras, continues to expand 
its offerings, most recently adding new col-
or-ways to two of its most popular lines.

In the Nicole Collection (style B2271) the 

company has introduced an ivory and baby 
blue combination. “This absolutely stun-
ning three-part construction with under-
wired cups lifts and rounds your bust,” 
explained Anna Gladysz, who with her 
husband Paul, owns the company. “Side 
support panels added for sizes F through J 
help position breasts towards front and 
center. Nicole is not only a fabulously femi-
nine bra, but also delivers all day comfort in 
sheer style.”

Nicole is produced in sizes 32-44, C-J cup. 
Two matching bottoms are offered, a bikini 
S-XXXL and tanga XS-XXL. Two other 
color combinations are available: chocolate 
/ turquoise; and graphite / fuchsia.

Fit Fully Yours has also added a pink ver-
sion to its Maxine collection (style B1012). 

“This bra is designed for 
women with heavy breasts. 
This collection provides not 
only great support and com-
fort, but also amazing shape 
and lift. Cups dip lower at the 
center so you can still wear your 
favorite V-neck outfits without 
worrying about spill outs. The 
new color is very vibrant and 
fun. It will go great under any 
color of clothing, yet not be 
boring or dull.”

The bra is offered in sizes 
30-46, D-J cups. Matching 
briefs are provided in sizes 
ranging S-XXXXXL. Other 
color versions include black, 
bilberry, dark teal, fawn, 
mocha, red and violet.

gatta hosiery finds stores
Gatta Hosiery has already made inroads 

with some retailers in the western part of 
the U.S., and its distributor is now plan-
ning to exhibit for the first time at the 
upcoming Curve show in New York.

“The brand Gatta, owned by Ferax Sp. 
z.o.o, is a well known and established 
European (Polish) hosiery brand,” explained 
Sophie Mkrtchyan, who, with her husband, 
own Gatta Hosiery USA LLC, the distri-
bution organization working exclusively 
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with the label.
The producer “was established in 1993, 

originally specializing in various types of 
hosiery (tights, stockings, leggings). In 
recent years, they have expanded their prod-
uct lines to include women’s apparel, inti-
mate apparel (underwear, bras etc...), medi-
cal hosiery lines, bodywear, sportswear. 
They’ve also added men’s specialty line as 
well as children’s. The product list designed 
and manufactured by Gatta grows and 
expands with every season,” she added in an 
email message to BODY.

“Our retail prices range any-
where from $12 all the way to $65 
and up, depending on the prod-
uct type.”

Mkrtchyan said the brand has 
been well received since the 
launch, but she is looking to 
accelerate the process. “We do 
have several small retailers in the 
U.S. already carrying our prod-
ucts, such as Savvy Lingerie and 
Rockin’ Bettie in Las Vegas, as 
well as Marni’s Fashion in 
Glendale, CA and Balizza USA 
in Beverly Hills. We are hoping 
that exhibiting at the Curve NY 
show will give other retailers/
buyers an opportunity to get 
familiar with the Gatta brand, 
the quality of their products and 
hopefully give us a chance at their own 
stores.”

In Europe, “Gatta is primarily sold in 
Poland by the parent company. Gatta 
Hosiery USA LLC, as the extension of 
Gatta on the western market, sells Gatta 
merchandise in U.S., but we do accept 
orders from all over the world on our web-
site, Gattahosiery.com. In fact, we have suc-
cessfully sold in such countries as Australia, 
France, Germany, Switzerland, Greece and 
Canada.”

Asked to explain why U.S. retailers should 
consider the brand, Mkrtchyan stated “First 

and foremost is the quality of the products, 
including the packaging. Everything from 
step one to production is done at their fac-
tory in Poland, and nowhere else. Then the 
innovative and modern designs, added vari-
ety with every season, as well as their top of 
the line classic designs which are manufac-
tured throughout the year.” She added, 
“Gatta grows and expands with every sea-
son, introducing new and innovative design 
ideas to their consumers, at the same time 
delivering beauty and comfort, durability 
and versatility, following newest contempo-
rary fashion trends to interest and capture 
the consumers. All of this is backed by their 
unprecedented standards for uniqueness of 
their designer’s craftsmanship and high qual-
ity that the Gatta brand stands behind.”

“It’s new, it’s fresh, it’s high quality, it’s dif-
ferent and innovative. We call it “for ladies of 
all ages”, meaning we have products that 
would interest consumers of all ages. The 
brand has been around for over 20 years, it’s 
well established in Europe and gets better 
and better with every new collection. We 
promise to provide best customer service 
and experience, and we stand firmly behind 
our promises.” Contact Gatta at sophie@
gattahosiery.com or by phone at (844) 780-
8800. — NM

larry garland dies
The founder and CEO of Eldorado Trading 

Company, Larry Garland, has died. 
Eldorado is a prominent distributor of inti-
mate apparel and adult novelties.

According to the company, Garland start-
ed the firm in the early 1970’s. “Eldorado 
Trading began in a home basement origi-
nally working with Native American jewel-
ry. The business transitioned into the smoke 
shop market, then into pleasure products 
and the adult industry.” —NM

padded men’s briefs
ROunderwear is finding success in the men’s 
underwear market with a surprising innova-
tion: padded buttocks.

Two styles from the company pad “the butt 
area to make it look fuller and rounder than 
in reality,” explained Dora O’Rorke, vice 

president of sales. “It is unlike any-
thing else offered in the marketplace. 
If you look at the ROunderbum pads 
you will notice they taper down 
around the edges, so even when worn 
with tight clothing like leggings, they 
are not visible. It is also important 
that our product is smooth and con-
touring to the body. Our competition 
may be trying to enhance parts of the 
body like ROunderbum, but we are 
doing it comfortably without anyone 
knowing it.”

The company, which uses the extra 
capital “O” in its name to emphasize 
the additions its products provide, 
works “with what mother nature gave 
you to enhance areas of the body that 
our customers wish to improve.  Our 

customers can look the way they want to 
look without unnecessary cosmetic surgeries 
or spending hundreds of hours in the gym.” 

ROunderwear sells two styles of foam 
enhanced men’s underwear, JC01N, the pad-
ded boxer brief ; and JC02N, the padded 
trunk. Both are offered in small, medium, 
large and X-large, and are composed of 93% 
cotton, 7% elastane. Wholesale price is $10 
with a suggested retail of $25.   

The underwear is available in black, gray 
and white, “as well as seasonal fashion colors 
and prints.” The top selling color and style is 
the padded trunk in black. 
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O’Rorke noted that the padding is 
removed for washing. Contact her at (727) 
422-4833 or dora@rounderwear.com.

sarafina dreams plans wholesale
Sarafina Dreams is an intimates label that is 
just now making the transition from custom 
designs sold on Etsy to an expanded pro-
duction model.

“I have been on Etsy since 2010 originally 
selling vintage lingerie,” Janet Mastaler told 
BODY, adding “I do not sell to retailers at 
this time, as the focus has been to build the 
brand. But am currently developing a 
wholesale line as I am frequently contacted 
with inquiries. The time has come.”

“What sets us apart at this point and what 
has been a draw in our shop is that we make 
each gown custom to order so the customer 
is able to choose the bust size and the 
length. This gives that customer who has 
always had her gowns way too long or the 
tall woman who never has a gown touch the 
floor, the chance to have it made just for her. 
Another plus, in my eyes, is that my pieces 
are always designed towards the romantic 
and are classic sweeping silhouettes. The 
wholesale line, of course, would have to be 
standard sizing vs custom but the look of 
the brand will stay true to that aesthetic.”

“In the three years since Sarafina Dreams 
launched,” Mastaler continued, “I have sold 
to 47 countries. An amazing bonus from 
selling online. I meet such interesting peo-
ple and have been a key part in many cele-
brations through my lingerie.”

Sarafina Dreams focuses on “sleepwear 
and lounge wear, nightgowns, robes and 
pajama’s and the retail pricing ranges from 
$98 to $325.”

“Shops have been interested in Sarafina 
Dreams because it’s different. I constantly 
shop every level of boutique and department 
store and rarely find much of a difference in 
assortment or styling. I feel that is a downfall 
of production that I am committed to avoid.”

“The wholesale line is currently in the 
sampling stage,” the designer continued. 

“The plan is to be strategically placed so 
that it is not found everywhere. I’m not 
looking to become Victoria’s Secret but to 
keep it somewhat exclusive. It’s my baby 
and is very special to me.”

“The 2017 Sarafina Dreams “Reign” collec-
tion is currently being added to the Etsy shop. 
[See photo in the Lingerie section, February 
BODY]. It showcases new laces, satins and 
new colors. Typically once a photo shoot is 
completed I will add the styles as they come 
out of editing, a piece at a time so it’s easier 
than all at once. The next collection of sum-

mer cottons is being shot the end of March.”
Mastaler stated she has a extensive back-

ground in retail, including as “a buyer, mer-
chandiser and heavily in operations. Having 
experience with large department stores I 
have worked in all areas, men’s, dresses, chil-
dren’s, home decor, etc., but my passion lies in 
intimate apparel.” She added that she does not 
have a sales team in place currently, but when 
the line is ready “I will be looking for intimate 
apparel veterans in key cities to show the line. 
I loved when I was a buyer and still have very 
fond memories of the reps I worked with. It’s 
a really fun side of the business. Until I do 
reach that stage I would be the person to 
contact and will be very happy to accommo-
date.” Contact her at (954) 213-4228 or serafi-
nadreams@ymail.com. — NM

hop lun: big plans for dorina
Hop Lun, the producer behind such brands 
as 6ixty 8ight, Scandale and Marie Meili, as 
well as a huge private label lingerie and 
swimwear operation, has great expecta-
tions in the U.S. market for its latest brand 
acquisition, Dorina.

That brand, an extensive collection of 
some 300 items, including “high quality, 
affordable” foundations, nursing bras, 
sports bras and swimwear, was launched by 
industry giant Triumph in 1968 and 
acquired by Hop Lun at the start of 2016. 
Hop Lun itself has become a leading sup-
plier to the industry since its founding in 
1992, claiming, for example, on its Linkedin 
page, to employ 28,000 people around the 
world in the production of lingerie and 
swimwear.

“Dorina is brand new to the U.S. and is 
getting great feedback already!” Marina 
Bekker, sales manager, told BODY. “We 
are currently sold in Meijer, Fred Meyer, 
JCP (dot com but moving to brick and 
mortar hopefully soon), and Zulily. With a 
handful of interested big box and depart-
ment store buyers who are currently work-
ing on getting us on their floor.”

In a Dorina “brand book” supplied by 
Bekker, “regular” bras are described as 
retailing for “€10-20” (about $10.75 to $21.50 
at current exchange rates), “curves” bras, 
“€17-25,” (about $18.27 to $26.87) and “all 
bottoms, €7-12,” (about $7.53 to $12.90). 
She added that most of the line is ”about 
$16-24 with a bit higher on plus.”

Under Triumph the brand was sold 
“Europe wide. It was sold in the Middle 
East and Israel, as well. It is now rolling out 
worldwide,” said Bekker. In the brand book 
the Dorina customer is described thusly: 
“She’s 30+ and wants lingerie that’s reliable; 
She wants appealing lingerie that’s afford-
able.”

According to Bekker, a key selling point 
for Dorina is that most of the collection is 
part of a never out of stock program “so you 
can place orders year round and it’d [be] 
delivered within 10 days! We offer both 
missy and plus in bra and panties (of all sil-
houettes), sleepwear, shapewear, nursing, 
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minimizers, comfort, sports bras, active 
wear, swimwear, and cover ups. All with 
both trendy and fashion oriented collections, 
tested and perfected fit, and a big heart. We 
want to make sure that every woman finds 
herself feeling not only comfortable but 
beautiful, as well, in her lingerie.”

“Hop Lun is very dedicated to Dorina as it’s 
newest brand. Being the apple of Hop Lun’s 
eye, Dorina is backed significantly financially 
and emotionally as well as being given the 
best design and marketing team J,” the sales 
manager wrote in an email response the ques-
tions. “We had a great roll out as a wholesale 
brand at this stage, into multi-branded retail-
ers as well as ecomm, and are planning to 
grow exponentially especially since we offer 
our never out of stock program – an entire 
catalog of styles that I house right here in 
L.A. and will be replenished weekly so that 
buyers, big or small, can order in season with-
out minimums.”

“We are targeting multi branded retailers 
like JCP, Kohl’s, Amazon. Mass market is 
our goal, however we do have many boutique 
and small chains that love our product and 
are seeing healthy sell throughs – so can’t help 
but to come back for more.”

While Hop Lun has used its brands to drive 
private label programs in the U.S. in the past, 
Bekker insisted, “No private label solution at 
the moment. We feel the brand offers a lot as 
a stand alone: an impressive selection of style, 
quality, fit, functionality all at a great price. 
For every age, shape and style.”

Asked about the relationship between 
Marie Meili, a brand that has long been in the 
Hop Lun stable, and Dorina, the sales man-
ager replied, “It was a merge – Dorina repre-
sented this amazing fit, quality and function-
ality but wanted to only be a basic. Marie 
Meili is a Paris/ France inspired brand with 
very beautiful and trendy designs, lace, silhou-
ettes. However it was lacking in all the things 
Dorina had. We blended the expertise of 
Dorina of fit and functionality, and merged it 
with the vision of Marie Meili, backed with 
the support of the giant that is Hop Lun. 

This helps us to offer such a variety, all under 
the same notion that ‘We fit your world.’ 
Every woman – no matter age, shape, race, 
size- wants the same thing : beauty, comfort, 
function, style, affordability, quality. Dorina 
provides all.” Contact Bekker at (212) 219-2210 
or marina.bekker@hoplun.com. — NM

new luxury maternity
Mayana Genevière is a new luxury materni-
ty undergarment collection, already selling 
in Canadian stores, that will be showing for 
the first time at Curve in New York.

“We sell what we like to call transition - 
meaning in can work for the many stages of 
a woman’s life,” Nadine Woods, the founder 
and CEO told BODY. “We have a strong 
focus of recovery built into every garment, 
yet undetectable. We satisfy the under ser-
viced maternity segment of the 4th trimes-
ter addressing the very basic needs of 
women at that time. We sell bras with 
undetectable nursing capability, shape wear 
and control bottoms.”

Mayana Genevière launched last year, and 
Woods admitted, “I had no fashion back-
ground prior to starting this line. I have a 
background in communication (media, PR 
and corporate).”

The collection of just over a dozen pieces 
includes a bralette retailing, on the compa-
ny website, for $88, as well as a “Lace Soft 
Cup Wire & Nursing Bra” at $116 and a 
wireless version for $110. The firm also 
offers other bra styles, a bodysuit ($168), 
panties and an “All-In-One Waist Corset 
Shapewear” piece for $120. All the styles 
shown on the site are in black.

Asked to explain what sets her line apart, 
Woods explained, “We have created the 
only bra that can be used for nursing with-
out a clasp with our patented ALUXTRA 
Clasp-Free Technology. We are able to 
transcend age based on the needs of women 
at the many different stages. We have cre-
ated a line that satisfies the needs of women 
in recovery without compromising on style.”

She said Mayana Genevière should appeal 
to retailers “Because our brand allows you 
to sell to the young women looking for a 
supportive bralette to layer, a nursing mom 
who doesn’t want to compromise on style 

for function or the mature woman looking 
for sexy yet comfortable foundational piec-
es. The line is extremely versatile.”

“Our retail strategy is to enter the U.S. 
market to work with stores that appreciate 
our value add and can recognize the oppor-
tunity our line provides to the customer,” 
Woods continued. “We are currently aiming 
at boutiques to start and are exploring the 
department store direction once our main 
styles are well-known.”

On the company website, a small number 
of stocklists are provided including 
Beestung Lingerie De Femme, Carry 
Maternity, Early Bird & Worm, Evymama 
and Tryst Lingerie all in Toronto; Coup de 
Foudre Lingerie in Aurora, Ontario; and 
Lavender Lingerie and Sheer Essentials in 
British Columbia.

“We are excited to expand into the U.S. 
this year as we have great demand for the 
product through our online store.” Woods 
added, “We are looking for independent 
sales reps in the U.S.”

In the near future, “We are introducing a 
nude option to our essential Opulence 
Collection and a molded cup with a firmer 
control bottom.” Addressing upcoming 
Curve visitors she added, “Our ALUXTRA 
technology changes the game in the indus-
try. Come check us out. We have a lot of to 
be proud of - Canadian made, ethically 
produced, conscious sourcing, we carry a 
wide variety of sizes, we are a versatile 
brand that appeals to women of all ages and 
stages of life!” (Contact Woods at info@
mayanageneviere.com). — NM
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Ted Vayos, BODY: Please 
tell us about your intimate 
apparel specilaty store.

Tatyana Ponomareva, Bra 
Spectrum:  Bra Spectrum 
“Dedicated to the science 
and art of fitting Bras”, 
is a new, European influ-
enced lingerie boutique 
providing high quality 
lingerie in a wide array 
of styles, sizes and price 
points, with exceptional 
customer service.  Women 
are increasingly looking 
for lingerie that is special, 
that looks and feels good, 
made from cotton or cer-
tified natural fabric inte-
grating fiber leavers lace 
and Lycra embroidered 
Darquer Lace. Bra Spec-
trum is a 1,400 square 
foot store in a three story 
grey granite 1920 build-
ing located on Philadel-
phia’s historic main line at 
842 West Lancaster Av-
enue, Bryn Mawr 19010; 
to the right of the historic 
Bryn Mawr Theater and 

walking distance from the 
Bryn Mawr SEPTA train 
station.  The surround-
ing retailers have been in 
business a very long time, 
an indication of healthy 
sales volumes.  The upscale 
lingerie boutique will sell 
over 12 brands of intimate 
apparel, including bridal, 
at mid-range and high 
price points.   Addition-
ally Bra Spectrum sells 
Laima Chocolate made 
in Riga Latvia 
since 1870 and 
Rose Valley Bul-
garian Oils. 
Bra Spectrum 
is a division of 
Valens Capi-
tal Group, Inc. 
and Tatyana 
Ponomaeva is 
the founder and 
CEO.  Valens 
Group (whole-
sale lingerie dis-
tributor) was es-
tablished in 2013 
and Bra Spec-
trum opened 

in 2016. Bra 
Spectrum’s mer-
chandise must 
meet four cri-
teria: It should 
fit well, wear 
well, look good 
and feel great.  
The knowledge 
of merchandise 
that meets these 
criteria is derived 
from Tatyana’s 
wholesale Valens 
Lingerie and 
Valens Group.  
“Fitting for un-
derwear is not 
just about num-

bers and measurements – 
it is about geometry and 
engineering as well. We 
fit our clients with a style 
that is well-cut for their 
body type because lingerie 
must stay in place to de-
liver unsurpassed fit.” says 
Tatyana, who graduated 
from Moscow Power En-
gineering Institute, Russia 
with a Masters of Engi-
neering in Nuclear Engi-

neering and from Strayer 
University with a MBA in 
Acquisition Management.  

Ted: What makes your 
store special?

Tatyana: Bra Spectrum 
is a very peaceful and re-
laxing looking boutique, 
which makes it inviting 
for clients to shop (Origi-
nal 1920 hardwood floors, 

retail profile: bra spectrum

Q&A with Tatyana Ponomareva, CEO
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three oversized changing 
rooms, hardwood ceilings, 
craftsmen cabinetry, LED 
warm lighting and Persian 
hand tied rugs). 
Bra Spectrum sells over 
15 brands of intimate ap-
parel, including bridal, at 
mid-range and high price 
points, Laima Chocolate 
made in Riga Latvia since 
1870 and Rose Valley 
Bulgarian Oils.  We pro-
fessionally fit clients mea-
suring in centimeters for 
precise sizing.  Our clients 
consistently comment 
that their new bras deliver 
the Holy Grail - wearing 
a bra and not even know-
ing they have it on.

Ted: What do you look for 
in a brand?

Tatyana: All apparel ma-
terial components must be 
certified in order to assure 
that our products promote 
women’s health.  Addi-
tionally product fit and 
ascetics are paramount.  

Ted: Do you sell mastec-
tomy or maternity bras?

Tatyana: In 2017 we will 
be add mastectomy and 
maternity bras made in 
Latvia by Tonus Elast.

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

Tatyana: Nikol Djumon, 
Ivette Bridal, Corin, Lise 
Charmel, Leilieve by 
Manicardi and Sermija.

Ted: Have you brought 
any new products or 
brands into your store re-
cently? 

Tatyana: We re-
cently added Lise 
Charmel.

Ted: Do you carry 
other products? 

Tatyana: JADEA 
100% cotton paja-
mas and Fashion-
aco hosiery.

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

Tatyana: We at-
tend Curve New 
York and purchase 
the majority of our prod-
uct from Valens Lingerie 
wholesale distribution 
company. 

Ted: Have any brands 
disappointed you as a re-
tailer?  How could they 
improve?

Tatyana: We do not carry 
any brands that could dis-
appoint our clients.  All 
the manufactures that Va-
lens Lingerie sells work 
closely with their staff and 
annually improve their 
product offerings based 
on feedback from national 
clients.

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

Tatyana: Extensive of-
ferings of push-up, dou-
ble-push-up, demi cup, 
spacers, strapless, gradu-
ated cup, plunge, contour 
bras, minimizers, con-
vertible, racer-back, front 
closure, 90% cotton bras 
and briefs, ninety percent 
of bras are 100% cotton 
lined, bridal trousseau 
lingerie, and hosiery from 

Italy.  All materials are 
European Union sourced 
and manufactures are cer-
tified adhering to strict 
country codes. 

Ted: Describe your price 
points and size ranges.

Tatyana: Bras $21.00 to 
$185.00, Briefs $10.00 to 
$106.00, Corsets $80.00 
to $280.00, Robes $80.00 
to $360.00, Pajamas 
$50.00 to $250.00, Band 
sizes from 30 to 52 and 
cup size from AA to K.  
Small to 5XL 

Ted: What is your typical 
or average customer size?  

Tatyana: Average cup 
size is 34 to 38 DD to 40 
DDD. Bra Spectrum car-
ries only quality products 
from cup sizes AA to K 
and band sizes 30 to 52, 
there will be a bra for ev-
ery woman.

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

Tatyana: Bra Spectrum’s 
average customer spend is 
$175.00.

Ted: Describe your cus-
tomer base.

Tatyana: Three key 
groups:
Women 25-64+ with 
a household income of 
$75,000 to $145,000, 
Women 18-34 (Victoria’s 
Secrets target clients). 
Brides (support, romance, 
vails and accessories). 
Within four miles of Bra 
Spectrum there 195,000 
females 18 to 64, aver-
age household income 
$95,000 and average age 
39 and 18,000 female stu-
dents from colleges and 
universities.

Ted: What have you done 
to draw attention to your 
new business?

Tatyana: We have adver-
tised through Bryn Mawr 
Theater, distributed 7,000 
flyers locally, creation of 
informational website, 
cross promotion with 6 
bridal shops, custom dress 
shop and 10 local off the 
rack dress shops and for-
mal opening - wine tast-
ing event with local win-
ery. 
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2017
jan. 30 - feb. 3

Intimate Apparel 
Market Week

jan. 31-Feb. 2
Trendz West
Bradenton Convention 
Center
Palmetto, FL
(305) 718 4320
www.trendzshow.com

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

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

feb. 12-13
   London Edge

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

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

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

feb. 19-22

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

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

feb. 20-22
Capsule 
Sands Expo Center
Las Vegas, NV 
(212) 206-8310
capsuleshow.com

feb. 20-23
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
cpm-moscow.com

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

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

feb. 21-23
Mrket VG
Mandalay Bay 

Convention Center
Las Vegas, NV
www.ubmfashion.com

feb. 21-23
  Accessories the Show

Mandalay Bay 
Convention Center
Las Vegas, NV
www.ubmfashion.com

feb. 21-23
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
www.ubmfashion.com

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

feb. 21-23
Project
Mandalay Bay 
Convention Centers
Las Vegas, NV
www.ubmfashion.com

feb. 21-23
Stitch
Mandalay Bay 
Convention Centers
Las Vegas, NV

   www.ubmfashion.com

feb. 21-23
  Accessories the Show

Mandalay Bay 
Convention Center
Las Vegas, NV
www.ubmfashion.com

feb. 21-23
SOURCING
Las Vegas 
Convention Centers
Las Vegas, NV
www.ubmfashion.com

feb. 24-26
Capsule 
Skylight Clarkson Sq
New York, NY
(212) 206-8310
capsuleshow.com

feb. 26-march 1
Neac Show
Royal Plaza Trade 
Center & Hotel

Mariboro, MA
(781) 326-9223
neacshow.com

feb. 27-march 1
  Moda

Javits Center
New York, NY
www.ubmfashion.com

feb. 27-march 1
  Fame

Javits Center
New York, NY
www.ubmfashion.com

feb. 27-march 1
  Coterie 

Javits Center

event & show dates 2017
calendar
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Piers 92/94
New York, NY
www.ubmfashion.com

feb. 27-march 1
Stitch
Javits Center
New York, NY
www.ubmfashion.com

feb. 27-march 1
  Accessories the Show

Javits Center
New York, NY
www.ubmfashion.com

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

march 5-7
  Supreme Body&Beach

MTC World of Fashion
Munich, Germany
munichfashioncompany.com

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

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

march 13-14
Capsule 
California Market Center 
Los Angeles CA 
(212) 206-8310

capsuleshow.com

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

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

march 21-23
Boulevard Prêt-à-Sale
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 2401
boulevardpretasale.com

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

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

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

april 1-4
Stylemax Spring

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

april 2-4
Altitude Intimates  
Las Vegas, Nev.
Planet Hollywood 
Resort & Casino
(631) 446-4666  
www.altitudeshow.com

april. 4-6
  Vow

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

april 23-25
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

may 1-5
Intimate Apparel 
Market Week

may tba
  Moda

Javits Center
New York, NY
www.ubmfashion.com

may. tba
  Fame

Javits Center
New York, NY
www.ubmfashion.com

may. tba
  Accessories Circuit

Javits Center
New York, NY
www.ubmfashion.com

may. tba
  Intermezzo Collection

Javits Center 
New York, NY
www.ubmfashion.com

may. 2-4
Trendz West
Bradenton Area 
Convention Center
One Haben Boulevard
Palmetto, FL
(305) 718-4320
trendzshow.com

may 4-7
Michigan International 
Women's Show 
(800) 849-0248
southernshows.com/wde

may 23-25
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(888) 644-2022
licensingexpo.com

june 11-14
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

june 14-17
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

june 25-27
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

july 26-28
AABCP Breast Care
Summit & Expo
New Orleans, LA
(800) 892-1683 
AABCP.org

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

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

july 11-18
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
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 2401
TexworldUSA.com

july 17-19
Apparel Sourcing USA
Jacob K. Javits 
Convention Center
New York, N.Y.  

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: Please 
tell us about your men’s 
boutique.

Lori Deak, The Pride Fac-
tory:  Pride Factory, which 
opened its doors in 1996, 
has been a staple of the 
South Florida gay commu-
nity for 21 years.  Located 
at 850 NE 13th Street in 
Fort Lauderdale, Pride 
Factory is just outside the 
Wilton Manors area.  As 
Fort Lauderdale’s gay com-
munity continued to grow, 
it became apparent there 
was a need for a store our 
community could call their 
own.  South Florida’s gay 
men have very high ex-
pectations. Pride Factory 
delivers with 8,300 square 
feet of the latest fashions in 
clothing, underwear, swim-
wear, and athletic wear.  
Additionally, customers 
will find a vast array of jew-
elry, shoes, sandals, bags, 
and hats, many of which 
are also available at Pride-
Factory.com.

Ted: What makes your 
store special?

Lori: Pride Factory pro-
vides a unique shopping 
experience to everyone 
who passes through its 
doors.   The store offers a 
large selection of exclusive 
brands, allowing custom-
ers to find everything they 
want in one shopping loca-
tion.  Pride Factory’s staff 
is committed to providing 
friendly service to each and 
every customer.

Ted: What do you look for 
in a brand?

Lori: Pride Factory search-
es the globe for unique 
underwear, swimwear, and 
fashion at affordable prices.  
Many of the brands and 
styles are exclusively avail-
able at Pride Factory.

Ted: Which of these brands 
deserves an outstanding re-
view from you?  Why?

Lori: Pride Factory carries 
many of the gay commu-
nity’s most popular brands, 
including Addicted, Roun-
derbum Underwear, Bul-
lywear Athletic, Harvest 
Label Bags and Italgem 
Jewelry, many of which are 
exclusive to Pride Factory.  
Rounderbum answers a 
man’s need for specialty 
shapewear. Bullywear is su-
perb gym wear designed by 
guys who understand the 

athletic crowd.   Quality, 
colorful backpacks, laptop 
and sling packs from Har-
vest Label are extremely 
popular.

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

Lori: One of the latest ad-
ditions to Pride Factory, is 
stainless steel jewelry from 
Italgem Jewelry, a large 
jewelry line featuring neck-
laces, bracelets, earrings 
and rings.  Many of their 
products include leather 
accents for a unique, one-
of-a-kind look.

Ted: Do you carry other 
products? 

Lori: Pride Factory also of-
fers a unique  selection of 
birthday, get well, romance, 
and union greeting cards.

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

Lori: Pride Factory attends 
all the major trade shows 
- Magic, Project, Liberty, 
Agenda, Miami Swimwear, 
Surf Expo, as well as refer-
rals from current vendors.

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

Lori: While some styles 
from different brands did 
not perform as well as we 
had hoped, there is no 
brand we were disappoint-

retail profile: the pride factory

Q&A with Lori Deak, vice president and buyer
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ROunderbum
Bullywear Athletic
Harvest Label Bags

Italgem Jewelry



ed with as a whole.

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

Lori: The warmer tem-
peratures of South Florida 
create a casual atmosphere 
where many people opt for 
shorts, sandals and light-
weight shirts and tanks.   
Customers find these 
products, as well as stylish 
swimwear and underwear, 
at Pride Factory.

Ted: Describe your price 
points and size ranges.

Lori: Pride Factory offers 
our customers a wide range 
of prices in all departments, 
sure to please every budget.  
Most of our products are 
available in small, medium, 
large and extra-large.

Ted: What is your typical 
or average customer size?  

Lori: The most common 
size purchased at Pride 
Factory for many years is 
medium.  While small used 

to be our second most pop-
ular size, large has recently 
moved into second place.

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

Lori: Every customer at 
Pride Factory is unique.  
The store measures service 
provided and customer sat-

isfaction with their shop-
ping experience, as op-
posed to relying on dollars 
spent.

Ted: Describe your cus-
tomer base.

Lori: The current customer 
base is 95% male, ranging 
in age from mid 20’s to 55 
plus.  

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

Lori:  Staying current with 
fashion trends and offering 
exciting new products al-
lows Pride Factory to both 
attract new customers and 
satisfy existing customers.   
The expansion of the un-
derwear department pro-
vides the opportunity for 
Pride Factory to address 
customers’ requests for ad-
ditional brands and cloth-
ing categories, including 
shapewear (Rounderbum) 
and fetishwear (CellBlock 
13, PetitQ, MalePower).

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

Lori: Pride Factory is com-
mitted to providing South 
Florida’s gay community 
with great service and im-
proving upon that every 
day.  
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vs december store comps -4%
December comparable sales for Victoria’s 
Secret and Pink stores in the U.S. and 
Canada were down 4%. For the first 11 
month of their fiscal year through December 
(their full year runs through January 2017), 
sales were down 1%.

When the direct business for those brands 
is included, sales were down 4% in 
December and were flat through the end of 
2016.

Meanwhile, at parent company 
L Brands, “December comps 
decreased 1%,” according to 
chief investor relations officer 
Amie Preston. She added that 
“Total L Brands sales for the five 
weeks ended December 31, 2016 
were $2.438 billion, a 1% 
increase over sales of $2.415 bil-
lion for the five weeks ended 
January 2, 2016.” The company 
also owns Bath & Body Works, 
La Senza and Henri Bendel.

Speaking about the combined 
store and direct sales at Victoria’s 
Secret and Pink in the U.S. and 
Canada, Preston stated, “Strength 
in the Pink business was offset by 
declines in the exited categories 
of swim and apparel and the lin-
gerie business.” She added, 
“Comparable sales excluding the 
non go-forward categories were 
down 1% to last year.”

For the two brands, “The mer-
chandise margin rate was down signifi-
cantly to last year, primarily due to promo-
tional events to drive traffic and to proac-
tively manage inventory. In addition, mar-
gin rate was unfavorably impacted by a 
decline in beauty as we reposition this cat-
egory.”

Looking to 2017 she said, “January will 
begin with a continuation of our semi-
annual sale. At the end of the month we will 
focus on Valentine’s Day,” adding, “We 
expect comps for the total company in 
January to be about flat.”

The company released a chart showing 
that in the 11 months through December 31, 
2016 it had opened 17 and closed six 
Victoria’s Secret stores in the U.S., raising 
the total to 1,001. It also opened six and 
closed one Pink store in the U.S., raising the 
total to 133. During the same period the 
company maintained 37 Victoria’s Secret 
and nine Pink stores in Canada. There are 
four new La Senza stores in the U.S., and L 
closed one of those stores in Canada, drop-
ping the total there to 125.

During 2016 the company opened three 

Victoria’s Secret stores in the U.K., raising 
the total to 15, as well as opening one Pink 
store, raising the total there to three. — NM

tefron q3 sales jump
Tefron Ltd. sales rose dramatically in its 
third quarter ended September 30, 2016, 
and the company reported a much smaller 
loss compared to the same quarter in its 
previous year.

The firm lost $210,000 on sales of $24.783 
million compared to a loss of $1.216 mil-
lion on sales of $20.797 million for the 

three months ended September 30, 2015. 
For the first nine months of 2016, Tefron 
reported a loss of just $119,000 on sales of 
$90.273 million compared to a loss of 
$2.515 million on lower sales of $68.229 
million in the first three quarters of 2015.

Tefron’s improving results comes after a 
loss of $3.9 million on sales of $93.1 mil-
lion in 2015; a loss of $800,000 on sales of 
$93.9 million in 2014; and a loss of $3.4 
million on sales of $82.9 million in 2013.

Tefron produces, according to information 
on its website, intimate apparel for women 

and underwear for men, as well as 
shapewear for women, and active-
wear and casual attire for men and 
woman. In images on its site, men’s 
underwear with the Calvin Klein 
logo can be seen as well as a bra 
with the Victoria’s Secret logo.

Tefron claims “a global reputa-
tion for technological superiority, 
as well as strategic partnerships 
and customer relationships with 
market leaders in fashion, athletics 
and wearable tech.” A company 
press release from 2010 claimed 
customers then included “Hanes 
Brands Industries, Reebok, 
Patagonia, Lululemon Athletica, 
GAP, Calvin Klein, Wal-Mart, 
Victoria’s Secret.” — NM

etam sales flat
2016 sales at Etam Développement, 
the France-based intimates retailer, 
dropped by 0.3% to 1.29 billion 
euros (about $1.38 billion at cur-
rent exchange rates).

According to a company release, “In Q4 
2016, the Group net sales amounted to 
€367.9 million, including a negative cur-
rency effect of €5.1 million mainly due to 
the depreciation of the yuan against euro. 
Net sales increased by 5.9 % compared to 
the fourth quarter of 2015. Like-for-like and 
at constant exchange rates, net sales 
increased by 5 %.”

According to the company, at the end of 
2016 it had 3,906 points of sales, including 
988 in Europe, 2,596 in China and 322 
international franchises.
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event report
New Orleans Halloween Show 2017 
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The Halloween & Party Expo was held on January 14-
17, 2017 at the Ernest N. Morial Convention Center.  The 
New Orleans show had over 350 companies exhibiting this 
year with Halloween retailers from around the world shop-
ping the latest and greatest for 2017.   Unless you have been 
living under a rock for the past decade you know what sexy 
costumes are and how they have transformed this industry.  
Sexy costume companies are often also producers of  lingerie, 
(although there have been some exceptions).  And the very 

best were exhibiting at this show including Music Legs, 
Dreamgirl, Leg Avenue, Daisy Corsets, Roma, Starline, 
Forplay, and Smiffy’s. Their importance to the show led to 
some very unexpected changes to the floor plan this year.  The 
entrance of the show is usually filled with more traditional 
Halloween costume companies.  Sexy costume brands, in the 
past, were placed at the very back of the show.  This year, to 
my surprise, a large and brand new booth for Music Legs sat 
at the immediate right of the entrance!  Close by, to the left 

of the entrance, was Dreamgirl’s huge booth decorated with 
amazing billboard-sized images! Forum Novelties moved 
over into the position that their parent company Rubie’s had 
held in the front since the trade show started, with the huge 
Rubie’s booth not far behind it. 
     Overall retailers spoke cautiously about the year ahead, 
spooked by a Tuesday Halloween in November. But, as these 
pages will show, there was no shortage of retail support at the 
sexy costume booths. - Ted Vayos
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Steve La Rosa of Halloween Megastores, Stephanie Dow of Daisy Corsets 
and Danny Merk of Halloween Megastores.

Joseph Tok of Music Legs, Linda Burgett of Goodwill and 
David Briones of Music Legs.

Heidi Lane of Goodwill, Joan Perry of Music Legs and 
Glenna Stanley of Goodwill.

Brent Nixon of Music Legs and Ryan 
Schoel of The Costume Shoppe.

Donna Petracca, Crystal Ehrens, Eric Ehrens and Susan Feldman of Dreamgirl.

Christopher Scharff of Dreamgirl, Thom Brodeur of Yandy, Pilar Quintana of Yandy, Kimberly 
Dillon of Dreamgirl, Tiffany Cartigiano of Dreamgirl and Jeff Watton of Yandy.

Mark Reynolds of Daisy Corsets with Yossi Rudomin of 
Electric Boutique and the Daisy Corsets model.

Mark Davis of Calaveras Coffin, Amy Tsai of Leg Avenue 
and Rae Davis of Calaveras Coffin.

Martine Joanisse of Music Legs with Kim 
Larocque of Crazy Halloween.

Teri Ann Burge and Deborah Chausse 
of Evangeline’s.

Nancy Cox of Acme Costumes with 
Fred Pittella of Forum Novelties.
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Lindsey Edmonds of Daisy Corsets, Debra Peterson and 
Erica Ruof of Fairvilla.

Stephen Smith of Halloween Bootique, Dale Dillon of Dreamgirl, Jordan Trumbetta of 
Halloween Bootique and Edward Stafford of Halloween Bootique.

Brian and Sue Allen of Costume Gallery with 
Colleen McNamee of Hearts & Roses.
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Cindy Seiler of Monsters R.I.P. and 
Howard Titlebaum of Dreamgirl.

Manuel Da Campo of Leg Avenue with Christina Short 
and Tinamarie Trizzino of Cititrends.

Patricia McMillan of Dreamgirl, Nikki Gauley of Landco, Lena Mariani 
of Landco and Martine Joanisse of Dreamgirl.

Stephane Dow of Daisy Corsets, Marty Lacy of Lakewood 
Costumes and  Dori Hayden of Lakewood Costumes.

Charlie Santilena of Seeing Red, Emma Angel of 
Angels and Andy Andreou of Angels.

Stephen Borasi of Goodwill, Mike Fox of Bauer Pacific Imports and 
David Briones of Music Legs.

Chico Bennani of Burleska, Evie Myatt of Echoes of Time, Maria and David Skelton of 
Burleska with Cathy Debolt of Echoes of Time.

Claudin Tublin of Halloween Adventure NYC, Chrissy Grieco of Eurotique, Stitch 
Azintime of Gothic Renaissance and Peter Greico of Eurotique.

Rena Peterson of Dreamgirl,  Desiree Gonsalves of 
Wonderful World and Sue Dressler of Dreamgirl.

Kenneth and Jean Mosteller of the Old Mill Mercan-
tile with Robb McCullough of Music Legs.
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Mark Reynolds of Daisy Corsets with 
Mike Konja of Adam & Eve.

Gay Sullivan and Gail Fisher of The Bazaar with Lindsey 
Edmonds of Daisy Corsets.

Candice Lucio of Leg Avenue, Patty Delnay of Faery Nice Things and 
Dulce Gonzalez of Faery Nice Things.

D. Nachnani of Harygul’s Halloween Planet 
and John Everett of Forum Novelties.

Bright Ryan and Jeanne Ryan with Jamie Featheringill of 
Wicked Chamber.

John Reger of Rockstar Wigs, Patrick Patrick of Marine Specialties, 
Nicholas Patrick of Marine Specialties.

Danny Gurganus of Danny’s Trix and Kix, Harrieta White of 
Kashi, Darlene of Danny’s Trix and Kix.

Desiree Gonsalves of Wonderful World with Sue 
Dressler of Dreamgirl.

Bob (Da Man) and Laura Bridges (Da Boss) of 
Halloween & More.

Toni Hams-Linduski of Goodwill, David Briones of Music 
Legs and Teresa Briski of Goodwill.

Marc Salls of Star Costume, Irene Shaffa of Underwraps with Debra Salls, 
Jennifer Salls and James Calls of Star Costume.

Karen Dirk of Halloween Universe, Krishna Sethuraman of 
Halloween Universe and Brent Nixon of Dreamgirl.

Mark Brett of Boland, Jan Willem Tuitel of Boland, Jeff Gray 
of Faux Real and Julia Brett of Boland.

John Sagum of Music Legs with Jim Berg and Judy 
Berg of Twin Cities Magic and Costumes.
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Laura Pinder and Nancy Pinder of Home Fabrics 
with Rena Peterson and Sue Dressler of Music Legs.

Erin Boles of Glitz & Go, David Briones of Music Legs 
and Brittany Phillips of Glitz & Go.

Stephanie Dow of Daisy Corsets with Glenn 
Mehterian of Cool Kat Party Supplies.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Michael Smitas, Kiko Smitas, Irene Smitas, Julie Smitas of Abrakadabra 
and Ginger Harrison of Dreamgirl.

John Campbell of Morris Sales and Donna 
Petracca of Dreamgirl.

Leticia Cazares of Leg Avenue, Jay Boot and 
Martha Asten of Cliff ’s Variety Store.

Jerry Sykes of The Costume Buyer, Daisy Corsets model and 
Erik Johnsen of The Costumer.

Deb Fritts and Kelly Taylor of Sasswear.

Mimi Desmond and Kelly 
Trebbe of Camouflage.

Lori Bogner of Nola Spaces and Lindsey 
Edmonds of Daisy Corsets.

Lily Li of J. Templeton.

Pilar Quintana of Yandy with Steve 
Marsili of Smiffy’s.

Lindsey Edmonds of Daisy Corsets 
and Cece McFarland of A to Z 

Theatrical Supply.

Maxine Andrews of Smiffy’s and Tammy 
Borde of Chocolate Walrus.

Music Legs model Dreamgirl model
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The 12th Annual International Hallow-
een Show was held on December 5-8, 
2016.  This trade show was spread out 
over several buildings around Manhat-
tan.  The two main venues were in the 
Halloween Tower at 1115 Broadway 
and a showroom building at 230 Fifth 
Avenue. This year sexy costume compa-

nies including Dreamgirl, Leg Avenue, 
Music Legs, Roma and Starline exhib-
ited their new costume and accessory 
collections for 2017 Halloween. These 
firms, which also make lingerie,  con-
tinue to transform the look, fit and feel 
of the Halloween industry. Retailers in-
cluding Spirit, Costume Box, La Casa 

de los Trucos, Costume Supercenter, 
Itzaparty!, Alin Party, BJ’s Wholesale 
Club, Diddams, Buyseasons, Hallow-
een Adventure, Nobbies, Party City, 
Fun.com, Erwin Distribution, Party 
Club of America and many others came 
to look at what the sexy costume indus-
try had to offer. - Ted Vayos

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

David Briones of Music Legs with Gillian Fillman 
of Spirit Halloween.

 Narbeh Sahaghian, Susan Feldman and Tiffany Cartigiano of Dreamgirl 
with  Suzanne Brown of Spirit Halloween.

Wayne Copoloff of HM Smallwares, Jorge Torres of La Casa de los Trucos 
and Alesia Poynter of Forplay.

Alan Breeden and Sahand Fard of Roma Confidential.

Steve Green of ITZAPARTY/PFA with Christen 
and Angela Tinsley of Tinsley Transfers.

Erik Mandell of Costume SuperCenter, Amy Tsai of Leg Avenue, Jodi 
Lewis of Costume SuperCenter and Manuel Da Campo of Leg Avenue.

Nikki Yeaman and Roma Burke of the Costume Box with 
Vanessa Tyson-Hernandez of Starline/Party King.

In the Rubies Showroom, Marc Lazich, Sean Monahan, Diana Clemeazquez and Roberta Lara.

Ellen Renger and Leslie Gaylor of Ellie Shoes.

Carol Ricketts of JSA Fashions.
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