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Front
1 Loop and Strap
2 Rib room
3 Tummy tamer
4 Pooch smoother
5 Muffin top manager
6 Thigh slimmer
7 Convertible gusset
8 No roll or bulge

Back
  9 Bra-Bulge eliminator
10 Lumbar support and             
      smoother
11 Rear end pick me up
      and curve enhancer
12 Cellulite smoother

770-475-3045
www.JulieFrance.com
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triumph: new retail strategy
Some recent changes at the U.S. division of Triumph International, 
including a modification of its retail strategy, were confirmed in an 
email message from John Gorman, a company manager for North 
America.

Recently BODY received reports that Triumph had closed the 
company’s Canadian office, and Gorman confirmed the move. “We 
did indeed close [the] Canada office as I prefer the team in one place 
for efficiency, communication, etc.” The executive added that he has 
replaced Mario Pace, who had been VP of sales and marketing for 
the U.S.

In 2013 Triumph, as part of its increased focus on the U.S. market, 
opened two mono brand stores on Long Island in New York, one in 
the Roosevelt Fields mall, one in the Walt Whitman mall. At a 
Triumph event in July of 2013, company executives talked about the 
likelihood of additional retail stores, including one in SoHo in 
Manhattan. And then in December of that year, a mall in New 
Jersey, the Westfield Garden State Plaza, announced in a press 
release that Triumph would be opening a store there in March of 
2014. That store was never opened, and the only Manhattan location 
to open so far was a month-long pop up store, “House of Triumph,” 
which offered spa events and a sample sale. That location was active 
in August and September 2014.

“Retail is part of our overall strategy for the USA but I have altered 
the chronology,” Gorman wrote in his email message to BODY. “I 
prefer wholesale development first to enable consumers to find the 
brand as opposed to retail which is a narrower market penetration. 
We are in negotiations with a number of selected department stores 
here in the USA. We are also growing the specialty channel as we 
believe in the high importance of these.”

Another part of the Triumph retail strategy was its acquisition, at 
the end of 2012, of a “majority stake” in Journelle which was operat-
ing three stores in Manhattan. Claire Chambers, founder and CEO 
of Journelle, said at the time, “We trust that Triumph will profit from 
our market and consumer knowledge in one of the world’s most 
sophisticated fashion capitals. We have found a strong partner with 
whom we can set about to grow both our online and brick and mor-
tar business.” The company press release announcing the acquisition 
said the partnership would “drive the successful expansion of the 
Journelle business model across the U.S.” To date Journelle has not 
opened any additional stores, although it does operate an “atelier” 
within its Manhattan corporate office, where it offers various per-
sonal shopping services.

Worldwide, Triumph claims to operate “more than 2,000 stores in 
more than 120 countries” according to information on its website. 
— Nick Monjo

wolford: new ceo
Wolford AG, the hosiery and lingerie firm, has appointed Ashish 

5JANUARY 2015  •  BODY

news

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US







Sensarma CEO to start January 7th, 2015.
Sensarma has “over 30 years of experience 

in the apparel industry. He is a specialist in 
branded retailing with a global understand-
ing of consumer aspirations in the mid 
market and luxury segments, coupled with 
a deep knowledge of multi-distribution 
channels,” according to a company 
announcement. 

He previously worked at Mexx, Liz 
Claiborne and most recently at Vilebrequin, 
a luxury swim brand.

bernstein to qt
Q-T Intimates has hired 
Steven Bernstein as VP gen-
eral manager. He starts on 
January 5th, 2015. Previously 
he had served as general man-
ager of U.S. operations for 
Anita.

In an email message to 
BODY, Meryl Kutzin, VP 
production and merchandis-
ing, and one of the owners at 
Q-T, wrote, “We are excited to 
have Steve on board and even 
more excited to start 2015 off 
with a fresh outlook and 
ideas.”

triumph recall
Triumph International is 
recalling about 22,000 bras 
because of under wires that 
“penetrate the tape” that covers 
them. The company claims 
that the bras, which were 
priced in the $48 to $53 range, 
were only sold in Japan.

In an apology published on Triumph’s 
Japan website, the firm noted “we found 
that there is a possibility” of the wires caus-
ing “pain and discomfort” when they “hit 
directly to the skin.” 

The company asked that users immedi-
ately stop wearing the bras.

november sales at vs

Sales at comparable Victoria’s Secret stores 
in the U.S. and Canada rose 6% in 
November over the same month last year, 
while Victoria’s Secret direct sales dropped 
5%. Meanwhile, comparable store sales for 
the entirety of parent company L Brands, 
Inc., which also operates Bath & Body 
Works, La Senza and Henri Bendel stores, 
rose 8% for the four weeks ended November 
29, 2014.

(Altough the firm did not specifically note 
this information, it usually includes PINK 
store figures with Victoria’s Secret stores).

L reported overall “net sales of $1.078 bil-

lion for the four weeks ended November 29, 
2014, an increase of 9%, compared to net 
sales of $988.5 million for the four weeks 
ended November 30, 2013.” For the 43 
weeks ended November 29th, 2014 “The 
company reported net sales of $8.464 bil-
lion,” which was “an increase of 7% com-
pared to net sales of $7.944 billion for the 43 
weeks ended November 30, 2013. 
Comparable store sales increased 4 percent 

for the 43 weeks ended November 29, 2014.

komar moving 500 to jersey
“We are moving to 90 Hudson Street in 
Jersey City,” Charles Komar, CEO of 
Komar, Inc. the giant sleepwear, lounge-
wear and intimates firm, wrote BODY in 
an email message. According to published 
reports Komar currently employs almost 
500 workers at three Manhattan locations: 
183 Madison, 135 Madison and 16 East 34th 
Street.

“The decision to move was driven by the 
rising cost in New York City and our desire 

to create a special, inspiring 
and creative work place for our 
employees,” Komar added, not-
ing “We plan to move third 
quarter 2015.”

Komar will occupy the sev-
enth, eighth and ninth floors of 
a new building that sits on the 
very edge of the Hudson, 
directly across from 
Manhattan’s financial district. 
The new location provides 
about 159,000 square feet of 
space, about 9,000 more than 
the firm currently occupies.

According to a report in 
Crain’s, Komar received $37 
million in tax credits from the 
state of New Jersey in a ten 
year incentive package that 
reduces its rents to $10 per 
square foot. Without the incen-
tives, it said, the rents would 
have been “in the $30s per 
square foot.”

When asked if he plans to 
keep showrooms in the lingerie 
district in Manhattan, Komar 

answered, “I can confirm that we will have 
showrooms in Jersey City. We have not yet 
made a final decision if we will keep any 
space in New York City.”

On its website, Komar boasts “over 100 
lifestyle brands and licenses.” These include 
such names in sleepwear as Ralph Lauren, 
Donna Karan, Betsey Johnson and Oscar 
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de la Renta; and in intimates, Le Mystere, 
On Gossamer and Ellen Tracy.

According to Google Maps, while the 
distance by car to the new location from 183 
Madison is under six miles, estimated travel 
time is 24 to 28 minutes by auto and 37 min-
utes by PATH train.

changes at american apparel
American Apparel received a takeover offer 
in mid-December from an investor, shortly 
after the company terminated Dov Charney, 
its former CEO. Paula Schneider, an execu-
tive with experience as president or senior 

officer at Warnaco, Gores Group, BCBG 
Max Azria, and Laundry by Shelli Segal, 
has been named as the new CEO as of 
January 5th, 2015.

The Wall Street Journal reported a pri-
vate equity firm, Irving Place Capital, was 
considering an offer of $1.30 to $1.40 per 
share for American Apparel. Shares at the 
company had been trading between $.50 
and $.60 prior to Charney’s termination and 
had jumped to $1.12 by December 22nd.

“American Apparel has a unique and 
incredible story, and it’s exciting to become 
part of such an iconic brand,” said Schneider 
as part of the company announcement of 
her appointment. “My goal is to make 
American Apparel a better company, while 

staying true to its core values of quality and 
creativity and preserving its sweatshop-free, 
Made in USA manufacturing philosophy.”

The company’s statement noted that “Mr. 
Charney was suspended as president and 
CEO by the Board on June 18 for alleged 
misconduct and violations of company poli-
cy. Under terms of an agreement signed by 
Mr. Charney on July 9, a special committee 
of the Board oversaw an internal investiga-
tion conducted by FTI Consulting into the 
allegations against Mr. Charney. Based on 
this investigation, the special committee 
determined that it would not be appropri-
ate for Mr. Charney to be reinstated as 
CEO or an officer or employee of the 
Company. While under suspension as 
CEO, Mr. Charney had been serving as a 
consultant to the Company. This relation-
ship has now been terminated.”

During the years of his tenure, Chaney 
had experienced several allegations of sexu-
al harassment that were never proven. 
According to Reuters and other reports, 
Charney owned about 43% of the company 
shares as of July.

affinitas: a/w 2015
Affinitas, a lingerie firm offering a broad 
array of styles, previewed some of the new 
products, colors and size extensions it will 
be rolling out to customers for Autumn/
Winter 2015.

“Affinitas Intimates leads us into a dark 
romance this Fall with the introduction of 
their Autumn/Winter 2015 range,” explained 
a spokesperson. “Four new collections are 
introduced in bewitching hues from Dark 
Indigo and Plum to Deep Wisteria and 
Nightshadow Blue, along with exciting 
new style and color way debuts from exist-
ing best-sellers.” The company offers linge-
rie in sizes ranging from 30A up to 
38DDDD (which is a new size addition for 
2015). Some styles from the fall collection 
will begin shipping to retailers in June. 
Prices range from $12.00 to $69.00.

The new DDDD sizing is available in 
three new styles: Juliette’s Unlined Wire 
Bra, Carrie’s Contour Bra and Alexa’s 
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event report
2014 International Halloween Show    
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The 2014 International Halloween Show was held in 
New York City on December 9 -11,  2014 at three lo-
cations 1115 Broadway, 230 Fifth Ave and 121 West 
20th Street.  The number of sexy costume exhibitors at 
this event has narrowed to Leg Avenue, Dreamgirl, 
Music Legs, Party King, Starline and Smiffy’s.  Music 

Legs introduced their “wet look” costume collection at 
show adding a brand new fabrication to the line up 
for 2015.  These costumes have a latex like finish with-
out all the discomfort.  The colors and prints of the “wet 
look” fabrics really pop and feel nice against your skin.  
Party King introduced the brand new Cincher and 

Lifter costume collection.  These are two solution based 
products that expand their shapewear costume range 
into a lower price points.  The boned cincher targets the 
waistline while blending nicely into their costumes.  
The Lifter enhances the bust line with a hidden pad-
ding inside the costume.  - Ted Vayos

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Stitch Azintime, Amoura Leigh of Gothic Renaissance; Oriana Fernadez, Claudia Tublin 
of Halloween Adventure NYC;  Marni Feldman and Wendy Winberry of Leg Avenue.

Mark Behar of 
Smiffy’s.

Keith and Judy Zauder of Leg Avenue.

Eric Ehrens of Dreamgirl and 
Michael Moreira of Spectrade.

Michael Moreira of Spectrade 
with Amy Tsai of Leg Avenue.

Kim Deal of Erwin Distributing and 
Amy Tsai of Leg Avenue.

Joseph Tok of Music Legs with Michelle Silipino, Megan Ribinsky, Adrianna Howard and Emily 
McLaughlin of Spirit of Halloween.

Sean Monahan of Party King, Matthew Peirce, Adrianna Howard and Megan 
Ribinsky of Spirit of Halloween.

John Campbell and Scott Morris of Morris Cos-
tumes with Kim Dean of Erwin Distributing.

David Davutoglu of Starline, Phil Young of Party King, Jenna 
Soueck of Spirit of Halloween and Sean Monahan of Party King.

Katie Stephan, Bob Humphrey, Rick Barton, Dotty Zolper of Buyseasons with 
Ellen Renger of Ellie Shoes.

Ken Smith and David Miles
 of Variety Wholesalers.

Patty Gatto of Delicious and 
Kimberly Buehrie of Music Legs.



Ted Vayos, BODY: Describe 
your store for our readers.

Tamara Woodard:  My 
unique boutique is in Peter-
borough NH with a shabby 
chic flair.   The location is 
on a corner with large win-
dows that no passer by can 
ignore. It’s a small walkable 
town with a river that runs 
through it.   With painted 
chairs hanging on the wall 
displaying chemises, panties 
hung on stair banisters and 
matching sets looking great 
in an antique armour.   Sexy 
undergarments hanging on 
old wood shutters and dis-
tressed dresses for hard to 
hang items.   The dressing 
rooms are spacious with soft 
lighting and fun victorian 
mirrors. Antique lace cur-
tains are hung in the side 
windows to make a homey 
look. Two comfy chairs and 
old Life magazines for our 
men in waiting. 

Ted: What makes your store 
special?

Tamara: Great customer 
service,   special ordering on 
a daily basis. We carry many 
companies, styles and sizes. 
We are open 7 days a week 
and offer extended hours 
before or after normal hours 
with appointment.   Bra fit-
ting is made easy and as com-
fortable as possible.  Listen-
ing to issues and concerns 
that our customers may have 
is a very important factor. I 
want every women to walk 
out of my store feeling good 
about her purchase and feel-
ing confident.  My customer 
walks out of my store know-
ing a lot more than when she 

walked in.  I pride myself on 
how many return customers 
and how many referrals are 
sent.  I love women who take 
the time to send me thank 
you cards.
   
Ted: What do you look for in 
a brand?

Tamara: I look for qual-
ity, comfort and great fit.   I 
look for eye catching colors 
and soft stretchy lace. Wa-
coal, Chantelle, Grenier and 
Fit Fully Yours have a great 
understanding of variation 
of sizes and fit and what a 
full figure women needs. 
Blush, Montelle and Felina 
know their fashion and col-
ors. Huit and Btempt’d are 
great for the smaller bands 
and cups and no shortage on 
color.   Anita and Amoena 
has no shortage of style or 
sizes. Hanky Panky, eberjey 
and fleurt make the great-
est bralettes and matching 
panties. Spanx, Body Hush 
and Wacoal are three of my 
favorite shape wear compa-
nies.   I also carry Arianne 
dresses and camisoles excel-
lent styles for all ages. Lysse 
dresses, tops and pants great 
shape wear products.   Kay-
anna, Wildbleu, Eberjey, 
Blush and Cats Pajamas are 
some of our sleepwear com-
panies.

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

Tamara: My customer wants 
comfortable, fashionable 
looks that can be dressed up 
or dressed down.  I have a lot 
of women that travel and do 
yoga.

Ted: Describe your price 
points and size ranges.

Tamara: Price ranges from 
$40.00 - $80.00  Size range 
is 32AA - 44H and clothes 
size S - XL or 4 - 16

Ted: What is your typical or 
average customer size? 

Tamara: I would say the av-
erage size would be medium, 
4-8.

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

Tamara: $65.00-$150.00

Ted: Describe your customer. 

Tamara: My customer base 
is female ages 30 - 80’s they 
want good support, com-

fort and pretty, in that exact 
order. These women have 
been on a mission to find 
that perfect fitting bra.  She 
wants to stop wearing that 
uncomfortable wire poking , 
or non wire bra that has no 
side support.

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

Tamara: I have had more 
call for maternity bras than 
in past years.   Mastectomy 
bras are on the rise and these 
women want to look and feel 
pretty.   Our boutique has 
expanded to carrying more 
loungewear, slips, hosiery 
and  women’s clothing.   We 
want to be a one stop shop-
ping experience.

retail profile: underneath it all

B

Q&A with Tamara Woodard, president
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Unlined Wire Bra.
The company’s Juliette group offers a 

four-silhouette collection for 2015, “available 
in romantic Violet or muted Nightshadow 
Blue. The range features lace overlay on 
stretch woven satin with subtle cage detail 
on select styles.”

Affinitas’ Molly group “offers a Contour 
Bra, Triangle Bra, Thong and Hipster in 
enchanting Plum or Teal, marked by a play-
ful dot motif on stretch mesh overlay with 
lace embroidery.”

The spokesperson added that “Ski bun-
nies this season will want to be clad in 
Greta, a four-piece Dark Indigo collection 

featuring a cheeky fair isle motif perfect for 
aprés-ski. Smoothing things out is Carrie, 
offering an everyday Contour Bra, Plunge 
Push Up Bra, Bikini and Thong in bold 
Deep Wisteria or European Nude fabricat-
ed from smooth lightweight microfiber.”

An existing collection, Allison, will offer 
three new silhouettes for 2015: “a Y-Back 
Front Closure Bra, Wireless Bra and Super 
Push Up Bra in European Nude or Black.” 
The Wireless Bra in the Nicole group is 
now paired with a new Bikini cut.

The Nadia group, which was launched 
for Spring/Summer 2015, “returns for Fall 
with its contrast Contour Bra and Bikini 
set in Tango Red/Black, while Alexa 
expands its five-piece lace collection into 
Black.”

“The novelty Cupcake Panty by Affinitas 
also returns for Fall,” according to the 
spokesperson. It is “available in 3-pack Low 
Rise Thongs, Hipsters, or Bikinis. On the 
prowl, Thongs come available in Animal 
Print Brown/Pink/Purple, while the 
Hipster offers a tropical color scheme of 
Flamingo Pink/Blue/Turquoise. The 
Bikini set is offered in wardrobe staple 
Beige/White/Black as well as Purple/
Fuchsia Rose/Lilac.”

blackspade expansion
Blackspade, a brand from a leading Turkish 
maker of underwear and other apparel, 
launched in the U.S. in February 2014 and 
has already sold into a wide variety of stores. 
Expectations are high for further expansion 
in 2015.

Parent company Narkonteks claims it is 
“Turkey’s leading producer for ‘’next to skin 
products’’ [such] as underwear, thermal 
wear, shapewear and loungewear for ladies, 
men’s and kids,” and also produces ‘’techni-
cal textile products” developed with proper-
ties such as fire resistance, high-visibility, 
ark-resistance, skin-dry. The company was 
established in 2005, employs 500, and has a 
production capacity of 40,000 pieces per 
day. It offers several brands in the many 
countries in which it sells.

The Blackspade brand was launched in 
2007 “and within very short time period the 
brand has been distributed to more than 
650 private shops and department stores 
across Turkey,” according to a company 
spokesperson. It is also sold in more than 20 
countries.

”Silver,” Blackspade’s men’s collection, is 
one of the company’s best selling groups. It 
is a “fashion forward collection with sporty 
and comfortable styles,” according to a 
spokesperson. The men’s underwear whole-
sales from $8.80 to $18 with a manufactur-
er’s suggested retail price of $19.50 to $40. A 
wide range of sizes are offered, from S to 
XXL. Styles come with a silver waistband 
and the Blackspade logo.

Examples of some of the retailers that 
have already bought the Blackspade brand 

news
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include Bella Ragazza in Iowa, Otto 
Brooklyn, Jazee Bra (also in Brooklyn) and 
The Dain Shoppe in New Jersey. Store 
owner Wendy Klein from Bella Ragazza 
said of the brand, “Super soft and comfy. 
Once you put this on you’ll be sold!”

In addition to its branded activity, 
Narkonteks also has an extensive private 
label division. According to a spokesperson, 
“The company works as a strategic partner 
for many renowned prestigious companies/
brands from various markets and segments 
for next to skin products and attempts gov-
ernmental tenders like police, army knitted 
uniforms with work-wear and safety-
wear companies across Europe.”

“The company’s lean organization, fully 
computerized management skills and 
the production aided by the latest tech-
nology are the main characteristics that 
lead the premium quality backed with 
Oeko-Tex 100 certification and BSCI 
verification. This well organized infra-
structure” benefits its partners.” 
Narkonteks provides “Shorter lead times 
(between 6-8 weeks),” a “high level of 
service in terms of quality and delivery,” 
and “flexibility to produce smaller order 
quantities for various styles.”

“Customers benefit from such organi-
zation by reducing their inventory, 
increasing their service levels and 
decreasing the costs.”

2nd hauty collection
Golyta, parent company to a number of 
intimates brands, has released the 2015 
Hauty collection. The sexy, strappy 
brand was originally launched in 2014.

Boasting of a “very successful 2014 
campaign,” a company spokesperson 
explained “The new styles continue to 
push the envelope on design and will 
delight customers who are looking for 
originality and edginess in their lingerie.”

“This year’s theme draws upon unique 
patterns that further elevate the signa-
ture Hauty look. Expertly laid strap 

designs are again showcased in cage look 
bras, lingerie and panties. The new catalog 
will be available in early January, and prod-
ucts start shipping at the end of that month,” 
the spokesperson continued.

In addition to Hauty, Los Angeles-based 
Golyta sells into a variety of intimates mar-
kets with its brands iCollection, Tia Lyn, 
Glitter and iBasic Intima. The company 
claims “a deep history in apparel design and 
manufacturing that dates back three gener-
ations.” Its products are sold across the 
U.S. and in “over 30 countries.”

daisy: premium corsets
We paid a lot of attention to our retailers 
that clearly wanted a higher quality prod-
uct,” said Daisy Corsets owner Mark 

Reynolds, in explaining the key reason 2014 
turned out to be his company’s “strongest 
year yet.”

Not long ago, in response to complaints 
from retailers about problems they were 
experiencing from certain “low-end corsets” 
from other makers, Daisy created two “pre-
mium” collections, “Lavish” and “Top 
Drawer.” Reynolds continued, “In a market 
where a number of manufacturers are sacri-
ficing quality to drive down their costs as 
much as possible, Daisy instead focused on 
designing and producing premium corsets.” 
Both new lines received “immediate acclaim 
from retailers and consumers alike, and the 
brand quickly become synonymous with 
high-end corsets at exceptionally competi-
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tive price points. As a result of “record sales 
in 2014,” Daisy has doubled the number of 
styles in both Lavish and Top Drawer, and 
has added “numerous personnel to their 
team to handle the demand.”

“Currently Daisy Corsets offers over 150 
styles from these two collections, ranging 
from solid-color basic corsets, to stunningly 
intricate designs featuring hand-beading 
and rhinestone embellishments,” according 
to a spokesperson. “Considering the ever-
increasing popularity of corsets being worn 
as outerwear just as often as bedroom wear, 

it is no surprise to see Daisy Corsets being 
marketed by a broader range of retailers 
than simply lingerie stores. Fashion and 
bridal stores have taken on the Lavish and 
Top Drawer lines with amazing success. 
Also of note is that all Lavish and Top 
Drawer are available in sizes S-6X, and run 
true to size.”

For Halloween 2014 Daisy’s, for the first 
time, introduced costumes in the Lavish 
and Top Drawer collections, “which were 
also met with exceptionally strong sales, 
rave reviews and virtually all production 
runs being completely sold-out.” As a result, 
there will be a “big expansion of Top 
Drawer and Lavish costumes for the 2015 
Halloween season.”

Corsets from the Lavish collection range 

in price from $24-$39, while the fully steel-
boned corsets in the Top Drawer collection 
range in price from $39-$79. Contact Daisy 
Corsets at 314-587-9218 or by email at 
Sales@DaisyCorsets.com.

knock out! & work out
In 2014, over 58.8 million people utilize 
gyms each year and the industry is growing 
according to the Bureau of Labor Statistics. 
How does this affect underwear?

“Women invest in high tech workout 
clothes and even wear them as their every-
day attire,” began a spokesperson from inti-
mates producer, Knock out! in response. 
“How can women take care of their lady 
parts as they perspire their way into being 
fit? Knock out has the secret for fresh dry 
comfort. Doctor recommended, soft, sexy, 
and sophisticated these are pretty panties 
with benefits. From workout to white pants 
the Knock out patented Supima cotton 
panties wick away their worries.”

Angela Newnam, founder, of Knock out! 
started her company to solve her personal 
challenge of staying fit while feeling com-
fortable, fresh and dry. “With three active 
children, running carpool, and managing a 
household she discovered her work out 
clothing was high tech but her underwear 
was not up to the task. Angela started a 
retail shopping challenge to find a panty for 
busy women trying to stay in shape. She 
could not find a perfect panty that could do 
the job. Always up to a challenge, Angela 
declared she would solve the problem. Her 
first decision was that cotton was the per-
fect fabric and Supima Cotton was even 
better because of its softness and that it is 
American grown. After one and a half years 
of research and development, patented No 
Trace Technology was ready to ship and 
help women stay fresh, dry, and comfort-
able 24/7.”

According to the spokesperson, “The 
Knock out! classic thong is the favorite for 
many at the gym. It is Supima cotton with 
8% spandex for the extra hug to stay in 
place. All of the Knock out panties have the 
patented Supima cotton liner which is 100% 
breathable, with quick action wick dry 
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fibers, and odor absorbing molecules – 
Perfect for a workout and for the rest of the 
day. The panties range in size from XS to 
3X and retail $19.00 to $34.00 and are avail-
able in nine styles plus two control top pant-
ies.”

Today Knock out is a multi-faceted com-
pany that manufactures in the United States 
and caters to both women and men in many 
classifications.

red carpet inspiration
Every time a female celebrity steps on to the 
red carpet wearing a dress that reveals 
almost too much, there is one woman who 
celebrates, no matter what the event or who 
designed the garment. That woman is Ann 
Deal, the owner of Fashion Forms.

Whether it is Kate Hudson or Charlize 
Theron, who both wore dresses with deeply 
plunging necklines to attend this year’s 
Oscars. Or Rihanna, in a black dress with a 

dramatically open neck-
line at the Grammy 
Awards. Or model 
Candice Swanepoel, in a 
short white dress that dis-
played much of her torso, 
at a party following last 
year’s Victoria’s Secret 
fashion show, Ann Deal is 
happy. If it is backless, 
strapless, plunges down 
to there or is nearly trans-
parent, the Fashion 
Forms proprietor knows 
that one or more of her 
lingerie solutions prod-
ucts would be the ideal 
solution to provide strate-
gic coverage or hold such 
garments in place.

And whatever the celeb-
rity ceremony, Deal is 
often watching. And if 
revealing dresses predominate, “I know we 
are going to have a good year,” she told 
BODY.

2014 has been one of 
those years.

In her career, Ann 
Deal has been a seller of 
other people’s lingerie 
as well as a store buyer, 
and has been making 
her own lingerie prod-
ucts since the late 
1980’s. But Fashion 
Forms itself was found-
ed in 1993, and, in one 
story the first products 
were, at least partially, 
inspired by what Deal 
saw as necessary acces-
sories to what she was 
seeing on the red car-
pet.

Since its launch, the 
company has accumu-
lated 14 patents and 18 
trademarks for a wide 

variety of solutions products including the 
Original Water Push Up Bra, Body 
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Sculpting Backless, Strapless Bra and 
Adhesive Bra. The company says its prod-
ucts are now sold in more than 9,000 stores 
worldwide.

Solutions products are, for the most part, 
meant not to be seen. And, although neces-
sary, nipple covers, breast padding, tape to 
hold a dress in place, adhesive bras and the 
like were long considered items just too 
embarrassing to be discussed in public. But 
Fashion Form has been, especially recent 
years, aggressively pushing back against 
this stigma. For one, the company has been 
running full page, and sometimes two page 
spread ads, for its products in such con-
sumer publications as OK!, InStyle, Star. 
(And it is no coincidence that those maga-
zines happen to fill their editorial pages 
with celebrities wearing challenging appar-
el).

Fashion Forms’ advertising images have 
become increasingly glamorous. In recent 
years the firm has used striking blond mod-
els in both its advertising and its point of 
purchase displays. And the latest series of 
images almost look as if they were taken 
back stage at one of those celebrity awards 
events that Deal favors so much.

The connection with the red carpet does 
not stop there. The Fashion Forms founder 
told BODY that her company participates 
in various awards events by placing samples 
of its products in celebrity gift bags and by 
providing products to the fashion stylists 
who help put together the fashion looks. In 
addition, on more than one occasion, Deal 
told BODY, the new challenges of a par-
ticular celebrity outfit has inspired the cre-
ation of yet another, new Fashion Forms 
solution product.

During one interview with Deal at a trade 
show, another connection to the celebrity 
events revealed itself. A retailer, who had 
been listening, volunteered that she had cre-
ated a display in her own store which fea-
tured magazine photos of celebrities at 
events in which each photo was matched 
with one or more of the Fashion Forms 

products designed to 
hold together that partic-
ular kind of garment.

The retailer explained 
that having Fashion 
Forms products in her 
dress store, and having a 
pictorial display of how 
various product could be 
used, greatly helped in 
selling her evening 
clothes.

Deal told us that many 
other retailers use this 
technique, and noted 
that this idea is behind 
many of the photos used 
in her advertising cam-
paigns and the point of 
purchase displays that 
Fashion Forms itself 
designs. A similar example can be found in 
one of the tag lines often used in her recent 
ads: “Every Wonder What’s Under?” it asks.

Sales in 2014 at the company have been 

“amazing” according to 
Deal, and she has a similar 
forecast for 2015. She attri-
butes this, in part, to the 
convergence between 
revealing fashion styles and 
the solutions provided by 
her products. And she gives 
a large measure of credit to 
the large amount of advertis-
ing she has done to promote 
the connection.

“We are telling the story of 
what the products do,” Deal 
explained, noting that the 
better customers under-
stand how her products can 
help, the more she sells. 
“And we are trying to be 
glamorous because that is 
our customer.”

erica m.: s/s 2015
Erica Young, the hosiery designer behind 
the Erica M. hosiery brand, recently intro-
duced a Spring/Summer 2015 group that 
further expands her collection. The new 
styles are included in a new look book.

For 2015 the designer is offering her first 
catsuit, “The Naomi,” which combines a 
dense background “basket weave lace pat-
tern” which covers the garment from neck 
to ankle. On top of that pattern are thicker 
bands and lines. “Each line is strategically 
placed to enhance a woman’s figure and cor-
responds with the detailing of a motocross 
uniform” and are “engineered, to create an 
alluring silhouette.” Another catsuit photo-
graphed recently in BODY featured the 
pattern of angel wings on the back.

Also in the newest grouping is “The Azza” 
panty hose, which includes silhouettes of 
horses and displays “a Spanish influence in 
(the) garter-belt detailing and lattice pat-
terning. It is available in two color ways, 
black/black and nude/black, both of which 
are striking and graphic to the eye and soft 
on the body,” according to a description in 
the look book.

Another new hosiery style is Donna, 
which features the silhouette of a girl sitting 
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astride a fence. “Extremely soft to the touch, 
the Donna is a bold Erica M. basic. With 
sportish faux garters and heel details, this 
pair will make you feel exceptionally 
coquettish,” explains the look book.

Erica M. hosiery has sold to a wide range 
of specialty stores and the designer told 
BODY “that Nordstrom.com will carry a 
selection of my hosiery styles along with all 
of my bodysuit styles this winter.”

Shelly Domenech, owner of I C London, 
the lingerie retailer in Laguna Beach, CA, 
is a big fan. “After 35 years in the retail linge-
rie/body wear business it is nice to see 
someone with a truly fresh idea and a strong 
new point of view,” she wrote BODY in an 
email message. “Erica M.’s eye-catching 
photos, packaging and presentation make it 
a proud addition to my product mix. The 
bodysuits are especially good for us as they 
are an on-trend crossover item that is sexy 
yet wearable (i.e. just novel enough to catch 

the customer’s interest and also offer good 
value). Many customers need only to see the 
promo/packaging photo of the Hanako 
bodysuit to say ‘I’ll take it.’ We already have 
customers curious about what Erica will 
think of next and eager to see SS15 allover 
catsuit.”

Domenech added, “As the only full-range 
lingerie shop in our small town we offer an 
edited selection of basics but also like to 
keep things interesting by bringing in 
slightly more unusual items now and then. 
Erica M. is a perfect fit for us – soft, stretchy, 
sexy, sporty, innerwear/outerwear.”

Eric Young told BODY she is “confirmed 
to show at Curve and Salon International 
De La Lingerie in the beginning of next 
year,” and promised “there are some exciting 
things in the pipeline!”

q-t intimates: 10% off sale
The holiday of romantic love and sweet 
sensations, Valentine’s Day is known for 
giving thoughtful cards, lavish flowers, and 
dreamy presents for that special someone. 
Celebrate love with a gorgeous set of inti-
mates from Q-T Intimates and Crème 
Bralée Intimates. For the month of 
February, Q-T Intimates and Crème Bralée 
Lingerie are offering a special promotion to 
retailers: 10% off any 10 pieces of our red, 
pink, or sexy styles.

Operating since 1945, Q-T Intimates, 
located at 152 Madison Avenue, is busy 
planning their Summer and Fall 2015 lines. 
The success of the recent launch of their 
Holiday 2014 line gave a dramatic rise to 
new accounts that all wanted to carry the 
Crème Bralée line. Sales manager Chris 
Zogas commented, “response to our social 
media and redesigned web sites have been 
very good and sales have increased signifi-
cantly. Our design team just returned from 
a month in Asia and have been busy design-
ing our new collection for 2015. We are 
excited to see the new looks to come for 
Q-T and Crème Bralée.”

Vice president of merchandising Meryl 
Kutzin added, “we are looking forward to 
be showing at Curve Las Vegas for the first 
time in February and think it will be a good 
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show for us. We are anxious to meet many 
of the accounts from the west that we don’t 
get to see in NY.”

To place an order with the special promo-
tion contact Orders@qtbras.com or Chris 
Zogas at czogas@qtbras.com.

janira expands in the u.s.
Janira, the Barcelona-made shapewear 
brand that, in recent years, has been expand-
ing in the world market, is now taking 
aggressive steps to build its market share in 
the U.S.

“All the markets Janira entered received 
the product exceptionally,” a spokesperson 
told BODY, adding that the international 
expansion plan began less than six years 
ago, and has already made significant 
inroads in North America. “Janira is cur-
rently the number one shapewear brand in 
Quebec,” she claimed.

Founded 63 years ago, Janira is marketed 
by Manent Casanovas S.A., a Spanish com-
pany specializing in panties, hosiery and 
shapewear.

According to the company spokesperson, 
one of the things that set Janira apart is that 
it “offers premium 100% cotton baby terry 
lined gussets in all pant-
ies” which the company 
claims provide a number 
of benefits.

“Cotton is hypoaller-
genic, which means that 
this terry cloth protects 
us and at the same time 
helps us prevent allergies 
on the delicate skin of 
our intimate areas,” the 
spokesperson noted. “It 
protects us from humidi-
ty. Cotton’s absorbent 
properties make humidi-
ty evaporate much faster 
to help us feel more com-
fortable. It offers better 
breathability to our inti-
mate areas avoiding the 

accumulation of humidity and heat which 
can cause discomfort and infections (yeast 
or bacteria). No chemical agents are used in 

the cotton’s manufacturing process thus 
making cotton a healthier product and 
more environmentally friendly.”

The spokesperson con-
tinued noting that the 
Janira product, “regu-
lates the vaginal pH. Our 
skin normally has a pH of 
5.5 but several factors can 
alter this (medicines, 
contraceptive pills, etc.). 
Cotton terry cloth helps 
keep a well-balanced ph 
which in turns protects 
us from infections and 
reduces odor.”

Janira also claims to be 
the “inventor of the tanga 
effect,” which the spokes-
person explained, pro-
vides “Tanga and briefs 
all in one! The true tanga 
effect: all the comfort of 

briefs with a thong’s invisibility under cloth-
ing. Gently rounds your bottom while 
smoothing your skin. The fabric and special 
edging-free finishes used mean there’s no 
chance of any visible marks.”

One of Janira’s products that incoporates 
the tanga effect is “Silueta,” style number 
31053, which provides “effective shapewear 
while remaining virtually invisible under 
your clothing.” The spokesperson contin-
ued, “The shaping garment that lets you 
drop up to a dress size. Get a waspish waist 
and keep your tummy under control with 
this corset-type, tanga effect garment that is 
totally invisible. Ideal for wearing under 
tight dresses, it is designed and manufac-
tured using the latest technology to make 
you feel shapely and sexy without scrimping 
on comfort.”

Silueta is designed with a “rubberized top 
seam to keep shaper in place” and features a 
gusset of “hypoallergenic cotton terry cloth.”

elila: new shapewear
Elila, the lingerie brand that focuses on the 
full figure woman, is scheduled to deliver 
two new shapewear pieces to stores in mid-
March. The Leopard Highwaist 
Shapewear and Leopard Highwaist Long 
Leg Shapewear, which both feature the 
animal pattern in the lace, range in size from 
medium to 5XL, and offer “boning to pre-
vent rolling,” as well as “butt-lifting action.”

“We created classic shapewear for the plus 
size woman,” explained owner Ellen 
Jacobson, noting the styles were shown at 
the last Curvexpo show. Of what is avail-
able from other vendors in the market, she 
noted, “There are quite a few for average 
sizes but after 1X the offering becomes very 
limited.”

The high waist shaper wholesales for $34, 
and the suggested retail is between $75 and 
$85. The long leg version wholesales for $36 
with a suggested retail price of between $80 
and $90. Both pieces are offered in black, 
nude or mocha, and are designed to match 
existing bras in the Elila collection.

Examples of retailers that currently carry 
Elila include, according to Jacobson, Lady 
Grace, Creative Woman, Ann’s Bra & 
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Lingerie, A Fitting Place, Linda’s, 
Herroom, OneStopPlus, BiggerBras and 
Breakoutbras.

Naama Laufer, a spokesperson for the 
firm, emphasized in an email message to 
BODY that “one of the pillars of Elila is 
construction...classically designed lingerie. 
The shapewear collection continues to 
build on that pillar. Many customers were 
looking for shapewear that worked WITH 
their curves, rather than shapewear that 
was simply “tighter” lingerie. Everything 
from the boning to the material made that 
happen in a smooth fashion that got the job 
done.”

Added Jacobson, “Elila is an attitude and 
an aspiration to be the best “you” you can be.”

wood: bigger sizes
Wood Underwear, LLC, has added “XXL 
sizes” to “select styles and colors” in its exist-
ing line of men’s under garments, including 
boxer briefs and loungewear and in such 
colors as black, heather grey and navy.”

“We’ve spoken with retailers about their 
needs and adding an XXL in bottoms is 
important to them,” explained founder 
Terresa Zimmerman. “We’re excited to be 
able to do it and look forward to seeing the 
result at retail.”

According to a company statement, the 

new size is “offered exclusively to retailers 
while supplies last. If sales go well, the com-
pany plans to carry the size on an ongoing 
basis and expand it to the rest of its offer-
ing.”

catanzaro: valentine’s box
Patrice Catanzaro has created a special 
promotion for Valentine’s Day and reports 
strong sales for 
its latest collec-
tion.

Tome 11 from 
the French fetish 
designer has 
been a “great 
success,” he told 
BODY.

 “And three 
best sellers stand 
out clearly. For 
sure our 
u n a v o i d a b l e 
“ S w e e t y 
Catsuit,” which 
this year is sold 
mostly in red,” 
was one of the 
best. “Our dress-
es “Maiwenn” 
and “Arzela” also 
met with a very good reception. The best 
sales continue to be our small, chic sexy 
dresses. They are easy to wear during the 
day or in the evening at a private diner.”

The designer added that “The trend of the 
new collection is much more visual. We 
went up a notch in the creation and the 
imaginary. Customers want to dream and 
become a different character by wearing our 
designs. Our creations are means of evasion 
for unforgettable 
m o m e n t s . 
Customers are also 
i n c r e a s i n g l y 
demanding in the 
area of quality and 
finishes. Our desire 
is always to excite 
the senses.”

For the Valentine’s 
Day, Catanzaro has 

created “a little box for both ladies and gen-
tlemen. Inside they will find a g-string for 
HER and underwear for HIM, accompa-
nied by a pair of handcuffs which will make 
them more inseparable lovers.”

2(x)ist men’s socks
2(X)IST has entered a license agreement 
for men’s socks with United Legwear 

Company, LLC. The hosiery, including 
“men’s performance and lifestyle athletic 
socks as well as everyday essentials in prints 
and patterns,” is scheduled to be in stores 
for fall 2015.

Socks in the collection are expected to 
retail for $10 to $22 and will be sold “at bet-
ter department and specialty stores, and 
online at 2XIST.com” according to a com-
pany announcement.
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In mid 2014 Fersten Worldwide, 
a leading supplier of decorated 
women’s and men’s apparel, out-
erwear and headwear for the 
promotional market, purchased 
the Body Hush brand of shape-
wear. Body associate publisher 
Ted Vayos interviewed founder 
Mitchell Fersten about this take-
over as well as future plans for 
the brand.

TED VAYOS: Tell us about your 
company and areas of expertise.

MITCHELL FERSTEN: Bet-
ter known as FW, we are the 
leading supplier of decorated 
outerwear, apparel and headwear 
to the corporate markets in the 
United States and Canada with 
products sold globally. We op-
erate a state of the art domestic 
decoration department which 
operates 24 / 7 to fulfill our cus-
tomer requirements with 30+ 
decoration techniques. And we 
have a corporate fulfillment and 
distribution operation with three 
warehouses across North Amer-
ica to service our extensive net-
work of loyal customers and both 
small and large programs

VAYOS: I understand the com-
pany has just completed a move 
of its corporate headquarters. 
How many employees does Fer-
sten Worldwide currently em-
ploy? Why did you move?

FERSTEN: Our Canadian 
corporate head office and dis-
tribution center moved to a sig-
nificantly larger facility to better 
service our global customers and 
growing needs. The new facility 
has been strategically planned for 
greater efficiency for domestic 
production, fulfillment and faster 
distribution. We moved because 
we outgrew our previous location 

and we are strategically prepar-
ing for projected growth and 
business expansion requirements. 
FW employs approximately 100 
hardworking and passionate 
people at its corporate head of-
fice plus about another 25 sales 
representatives across North 
America. FW ships over 400,000 
units per month of our products

VAYOS: How did you get in-
volved with the Body Hush 
brand?

FERSTEN: A good friend in-
troduced me to Jimena Arm-
strong who is the founder and 
president of Body Hush. We 
talked about the future of Body 
Hush (its strengths and chal-
lenges) and what was required 
to take this incredible brand to 
the next levels. It was a natural 
fit as FW was very interested in 
developing compression fabrics 
and compression and shapewear 
garments for sport and leisure 
which was part of the natu-
ral synergy. Jimena and I have 
a great partnership as we have 
complementary strength with 
common vision for the future of 
Body Hush.

VAYOS: What made you want 
to take ownership of this com-
pany?

FERSTEN: Exciting growth 
potential on the global market. 
A ton of opportunity to further 
develop the Body Hush brand.

VAYOS: What percentage of 
Fersten Worldwide is the Body 
Hush division?

FERSTEN: It has only been 
about six months so Body Hush 
is still a relatively small percent-
age of FW. But with its exciting 

and excellent growth potential 
we hope in the next year or two 
both organizations will continue 
to aggressively grow together in 
the market while creating natural 
synergies and further strength-
ening each brand and the entire 
organization. Give us a year or 
so and you will see what Body 
Hush can do in the market. It’s 
just the beginning and already 
the response from customers has 
been excellent. Let’s mark our 
calendars and do a follow up next 
year this time.

VAYOS: How is running the day 
to day operations of a shapewear 
company different from your 
other businesses?

FERSTEN: It’s all about lead-
ership and clear vision. There is 
no question that there are differ-
ent challenges with a shapewear 
company but we have the best 
staff in the industry and we are 
ready for aggressive growth and 
increased awareness and expo-
sure of the Body Hush brand.

VAYOS: What changes have you 
made to the line since you pur-
chased it?

FERSTEN: As our customers 
know and have experienced first-
hand, the Body Hush product is 
of great quality, excellent com-
pression and most important the 
right fit. From an overall product 
perspective (including fabric, 
compression and fit), Body Hush 
is second to none. To date most 
of our improvements have been 
through our supply chain, inven-
tory management and customer 
service which is quickly adjust-
ing to handle the growth and 
our increased market share. Body 
Hush was good in all these ar-
eas of the business but now we 

have focused on making further 
improvements and raising our 
standards of performance for all 
customers to experience and ap-
preciate. Also, our organization 
makes social compliance and 
social responsibility a top prior-
ity and you can feel comfortable 
knowing that the company as 
whole and each garment from 
Body Hush is of the highest 
standard as we are global citizens 
looking to do our share to take 
care of the environment.

VAYOS: What type of fill rates 
and delivery dates can retailers 
expect from a company like Fer-
sten Worldwide?

FERSTEN: With our increased 
inventory and fulfillment capa-
bilities in our new distribution 
center which opened in De-
cember 2014, our goal is to fill 
at least 98% of our orders daily. 
If there are back orders, we will 
have a ship date or offer a viable 
substitute to satisfy our customer 
needs in meeting their day to day 
expectations.

VAYOS: How many collections 
and styles will be offered in the 
2015 line? Have you made any 
changes to the 2014 collections? 
Have you changed any of the 
wholesale price points? How 
many new products will you be 
introducing?

FERSTEN: For 2015 there 
will be five collections (Gold, 
Glamour, Every Day, Urban and 
Sheer) – the fabrics and prod-
ucts are beautiful and the fit is 
unbelievable. I can only ask that 
you keep an open mind in giving 
the Body Hush styles a try and 
let me know your thoughts…I 
am confident that you will be 

interview:  
Mitchell Fersten Talks About His Acquistion of Body Hush
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2015
jan. 4-6
  Fame

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

jan. 4-6
  Moda

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

jan. 5-7
  Accessorie Circuit

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

jan. 5-7
  Intermezzo Collection

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

jan. 6-13
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. 12-14
HK International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 8-10
   Surf Expo Show

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

jan. 15-16
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

jan 19-21
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
www.TexworldUSA.com

jan. 19-21
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

jan. 21-24
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

jan. 24-26
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. 31-feb. 2
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

feb. 6-9
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

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

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

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

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

feb. 16-19
WWIN 
The Rio Hotel 

Las Vegas, Nev.
(702)-270-4651 
spectrade.com

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

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

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

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

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

   magiconline.com

feb. 21-23
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

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

feb. 23-25
  Fame

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

feb. 23-25
  Moda

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

feb. 23-25
  Fashion Coterie 

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

feb. 24-27
  CPM Body & Beach

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

march 1-5
ASD Show Las Vegas 
Convention Center and 
Sands Expo

event & show dates 2015
calendar
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Las Vegas, NV
asdonline.com

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

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

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

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

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

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

march 30-april 1
Hong Kong Interfiliere 

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

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

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

may 4-6
  Fame

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

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

may tba
Intermezzo Collections 

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

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

june 9-11
Licensing Expo 
Mandalay Bay 
Convention Center

Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

july 5-7
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

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

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

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

aug. tba
  Accessorie Circuit

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

aug. tba
  Intermezzo Collection

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

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

aug. tba
  Fame

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

aug.tba
  Moda

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

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

aug. tba
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

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

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

aug. tba
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

aug. 12-15
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

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

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

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

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

aug. 17-19
Pool Show
Mandalay Bay

Not responsible for errors. Please check dates with shows before making plans. Got an intimate apparel industry event, and want to let people know? Send us the information for consideration in an upcoming calendar. 
Please include a contact phone number, email and web address, if available.  Send all submissions ATTN: BODY Calendar, 2826 Stillwell Ave., Brooklyn, NY 11224. Or, email  Ted Vayos at Ted@fmmg.com.
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soma going strong
Soma Intimates recorded its “22nd consec-
utive quarter of positive” comparable store 
sales,” expects to open a net 31 new stores 
by the end of this year and “19 to 22” in 
2015, and is projecting to eventually have 
open “600 plus” Soma stores. This informa-
tion came from executives at parent com-
pany Chico’s FAS, Inc. as they commented 
on the firm’s third quarter 2014 financial 
results.

Chico’s, the retail group which also owns 
the brands White House|Black Market 
(WH|BM) and Boston Proper, 
reported income for the 13 
weeks ended November 1, 
2014 of $26,463,000 on high-
er sales of $418,230,000, 
compared to a loss for the 
same quarter last year of 
$28,479,000 on sales of 
$415,819,000.

As a whole, Chico’s has 
been expanding the number of 
its stores, which totaled 1,557 
as of November 1st, of which 
263 were Soma full price 
stores and 17 were Soma out-
let stores.

Currently Soma is doing 
considerably better than the 
rest of the company. In its 
most recent filing with the 
SEC, Chico’s noted that the 
“Soma Intimates brand expe-
rienced a mid-single digit 
comparable sales increase 
compared to a high-single 
digit increase in last year’s 
year-to-date period.” 
Meanwhile, at the rest of the company, 
“The Chico’s brand experienced a decrease 
of slightly less than 1% in comparable sales 
compared to a mid-single digit decrease in 
last year’s year-to-date period,” and “The 
WH|BM brand’s comparable sales 
decreased 4.0% following a 2.5% increase 
in last year’s year-to-date period.” At 
Boston Proper “net sales decreased $4.5 

million , during the current year-to-date 
period as compared to last year, primarily 
reflecting decreased customer demand.”

In the conference call to discuss the third 
quarter results, Chico’s CEO Dave Dyer 
boasted, “Soma continues to strengthen its 
position as the bra destination for women 
35 and over.” He continued, “The recently 
launched Love Soma Rewards loyalty pro-
gram is delivering on the key goal of 
increasing shopping frequency. Our cus-
tomers have been redeeming their earn 
rewards at an impressive rate. Soma contin-

ues to see strength in the sleepwear and 
loungewear categories which bodes well as 
we enter the holiday gift giving period. 
Additionally I would like to highlight two 
recent boutique openings one at Tysons 
Corner in Virginia, the other at Downtown 
Summerlin in Las Vegas. Early reads in 
both locations have been very positive indi-
cating that Soma is very much at home in 

these A-malls. As you have heard there are 
many exciting things going at Soma as the 
brand continues to build on its positive 
momentum.”

The complete conference call transcript 
can be found here: http://seekingalpha.com/
article/2710905-chicos-fas-chs-ceo-dave-
dyer-on-q3-2014-results-earnings-call-tran-
script

hilfiger signs nadal
The Tommy Hilfiger Group, a subsidiary 

of PVH Corp. has signed tennis star Rafael 
Nadal as its “global brand ambas-
sador for the Tommy Hilfiger 
underwear and Tommy Hilfiger 
Tailored collections beginning in 
Fall 2015,” according to a com-
pany statement.

“Rafael Nadal has been a long-
time personal friend and support-
er of our brand, and I’m continu-
ously inspired by his dedication 
and passion for his sport,” said 
Tommy Hilfiger. “This exclusive 
partnership brings one of the 
greatest athletes of this genera-
tion into our Tommy family. 
Rafael embodies an effortless 
sense of style that exemplifies 
and reflects our brand spirit – he’s 
confident, fun and cool.”

“I’ve always admired Tommy 
Hilfiger’s cool, all-American 
designs which are sophisticated 
and easy to wear, and I’m excit-
ed to be partnering with the 
brand,” said Rafael Nadal, the 
14-time Grand Slam winner.

PVH also owns and markets the 
Calvin Klein brand worldwide, and now 
owns the Warner’s and Olga intimates brands 
as a result of its recent acquisition of 
Warnaco. Other company owned brands 
include Van Heusen, IZOD and ARROW. 
Some of its licensed brands include Speedo, 
Geoffrey Beene, Kenneth Cole, Michael 
Kors, Sean John, Chaps, DKNY, Ike Behar 
and John Varvatos.
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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: Describe 
your store for our readers.

Alexandra Munter:  Love 
and Lace is located in Tempe, 
AZ in a well-known shop-
ping center. We like to say 
that we are a hidden gem in 
the backside of the complex, 
making Love and Lace ideal 
for private appointments and 
parties- our specialty. Addi-
tionally, our location provides 
for a very comfortable lingerie 
shopping experience for all 
customers. You feel as if you 
are almost in your own closet 
or best friend’s house picking 
out your intimates. We are 
also located next door to Ex-
press MiE, a dance fitness stu-
dio, that emphasizes the same 
“love your body”, “embrace 
your beauty” philosophies as 
we do, thus making for a syn-
ergistic neighbor. 
   Our store is around 750 
square feet stocked with linge-
rie, workout gear, sports bras, 
panties, hosiery, shapewear, 
shawls, beauty products and 
accessories. We focus on ca-
tering to the everyday woman 
while having something for 
everyone. 

Ted: What makes your store 
special?

Alexandra: Love and Lace is 

unique because we aim to cre-
ate a space where anyone can 
feel comfortable in their own 
skin. We encourage diversity 
and appreciate every body- 
with her unique shape and 
size. We believe that every-
one is beautiful and facilitate 
the expression of this beauty 
through intimate apparel. We 
appreciate that not everyone is 
the same and carry a wide va-
riety of products to fulfill any 
goal of self-expression. 
   
Ted: What do you look for in 
a brand?

Alexandra: We first look at 
whether or not a brand carries 
a FULL range of sizes, includ-
ing plus size. Beauty comes in 
all shapes and sizes and we 
specifically look for pieces that 
have adjustable features, flat-
tering materials and a variety 
of colors. We currently carry 
Seven ‘til Midnight, Coquette, 
Nippies, Elegant Moments, 
Julie France, Rago Shapwear, 
Pink Lipstick Sweat, Dream-
girl and Shawl Dawls. We 
also carry accessories such as 
Soakwash and lingerie wash 
bags. Additionally, we offer 
Allure Lingerie as a special 
order option and online. We 
acknowledge there are times 
when women might want to 
wear clothes, so we offer the 
cutest and most comfortable 
Love and Lace tank tops, T-
shirts and merchandise in very 
flattering styles and colors. 

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

Alexandra: Cute and func-
tional sports bras have been a 
huge hit with the active com-
munity in our area. We find 
that women are looking for 
alternatives to the traditional 

boring work out gear and 
want to feel sexy, even when 
breaking a sweat! Not to men-
tion, our push up sports bra is 
a comfortable replacement for 
an everyday traditional bra.  
Another trend is creative, well 
fitting lingerie styles. Women 
nowadays seem to be looking 
for something more or differ-
ent. They want color and cool 
prints or creative lace detail-
ing. Furthermore, they want 
the piece to fit well. We are 
finding more customers with 
an awareness of lingerie ad-
justability and functionality 
that are looking for pieces that 
cater to their specific body. 

Ted: Describe your price 
points and size ranges.

Alexandra: Love and Lace 
carries size S-2X in store and 
has the capability to special 
order up to 4x. We focus on 
pieces that are flattering for 
many different body shapes 
and sizes. Our price points are 
very affordable, ranging from 
$25-100 for lingerie. 

Ted: What is your typical or 
average customer size? 

Alexandra: Our average cus-
tomer size ranges greatly. We 
notice that because we pro-
mote the Personal Appoint-
ment service, many of our 
customers have had issues in 
the past finding pieces that fit 
them perfectly. We are proud 
to say that we have yet to have 
a customer that we cannot fit 
happily in a fabulous piece! 

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

Alexandra: The average cus-
tomer spends around $50-

$100 per visit and returns to 
the boutique on a fairly regu-
lar basis. Our customers love 
checking back to see what 
new styles arrive from week to 
week. 

Ted: Describe your customer. 

Alexandra: Our customer base 
is anyone who is on their path 
to embracing their inner beau-
ty. We notice that loving your-
self and your body has no age, 
gender or demographic limits. 
By offering a welcoming retail 
environment and private Per-
sonal Appointment, we get a 
wide range of customers who 
might not otherwise branch 
out to try on lingerie. 

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

Alexandra: Love and Lace is a 
positive, uplifting atmosphere 
for women. We cater to our 
customers through Personal 
Appointments, Private Par-
ties and Events. Our Personal 
Appointments are a private 
shopping experience where 
the customer receives a one 
on one appointment with an 
Expert Lingerie Stylist to pick 
out her pieces. Through the 
Stylist’s expertise and product 
knowledge, the customer has 
an extremely successful shop-
ping trip- The Ultimate Lin-
gerie Shopping Experience. 
We also offer special ordering 
during the appointment to tru-
ly meet any and all of the cus-
tomer’s needs. Weekly events 
in store and around town cre-
ate fabulous opportunities for 
our customers to enjoy a fun 
night with their girl friends. 
All in all, Love and Lace is the 
place to Embrace Your Beau-
ty-inside and out!

retail profile: love and lace

B

Q&A with Alexandra Munter, president
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Ted Vayos, BODY: Describe 
your store for our readers.

Carolyn Boyd:  Posh Lin-
gerie is located in a beauti-
ful outdoor, upscale mall in 
the greater Portland area 
called Bridgeport Village.  
We chose this particular 
mall because of the unique 
stores in it that include some 
chain stores such as Banana 
Republic, Crate and Barrel, 
White House Black Market, 
Coldwater Creek, Anthro-
pology and more and many 
local stores as well, that en-
courage people to shop local.  
Posh Lingerie brings to the 
mall the only lingerie store 
in the area. We specialize 
in carrying many European 
Bra Brands such as Aubade, 
Fantasie, Freya, Simone 
Perele, Chantelle, Panache 
and Marlies Dekkers and 
sleepwear brands like, Os-
car de la Renta, PJ Salvage, 
Bordelle, Fleur of England, 
Mary Green and Ophelia 
King.  We pride ourselves in 
getting women of all shapes 

and sizes into the right size 
of bra.  We carry a size range 
of a 28A to a 44H. In sleep-
wear we have from an X-
small to a 3X.  Our customer 
service is second to none and 
we stand behind the quality 
of the products we sell.  Our 
sales staff is well-trained and 
make the chore of shopping 
for bras and lingerie a plea-
surable experience.

Ted: What makes your store 
special?

Carolyn: We pride our-
selves at Posh at providing 
customer service that goes 
above and beyond what the 
customer will find anywhere 
else, a great size range in the 
products we sell and Quality 
that is second to none.  Our 
attention to detail sets us 
apart in the market.
   
Ted: What do you look for in 
a brand?

Carolyn: I am constantly 
looking for new exciting 
brands and styles to carry 
that few stores in our area 
would have.  I definitely look 
for good quality and great 
fitting products.  I have al-
ways found that Fantasie, 
Freya, Simone Perele and 
Aubade consistently provide 
this for Posh.  I especially 
love Aubade because of the 
fantastic fit and the beautiful 
fabric and laces they embel-
lish with.  My parents owned 
fabric stores so I grew up 
working with and appreci-
ating beautiful fabrics and 
lace.  I also sew so of course 
I can tell whether something 
is made well or not. For new 
basics we are trying Fitfully 
yours and Fine Lines.  They 

both provide a great size 
range and a moderate price 
with good quality.  I love 
Mary Green, Fleur of Eng-
land, Bordelle and Linda 
Hartman for good quality 
silks and cutting edge and 
classic styling.

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

Carolyn: We, at Posh Lin-
gerie, are seeing a trend of 
women moving more to-
wards seamed bras versus 
the more common moulded 
styles that many American 
brands seem to carry.  We are 
having a great response to 
getting women to make the 
shift over to a better fitting 
alternative.

Ted: Describe your price 
points and size ranges.

Carolyn: Our price range in 
bras is from $35 to $165 and 
panties from $10 to $100.  
Our sleepwear ranges in 
price from $30 to $550.  The 
size range at Posh Lingerie is 
28A to a 44H in bras and X-
small to a 3X in panties and 
sleepwear.

Ted: What is your typical or 
average customer size? 

Carolyn: I would say our av-
erage bra customer is a 32E 
or 34D-E but we also sell a 
lot of F cups and up.  Our 
main sleepwear size is a me-
dium.

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

Carolyn: Our average sale is 
$105.

Ted: Describe your customer.
 
Carolyn: Our target market 
is generally women from 
age 30-60.  We have started 
targeting men by offering a 
Gift-Valet™ lingerie service 
so that if they order from us 
by 2:00 we will deliver linge-
rie to them as a gift, wrapped 
and ready by 6:00.  We hope 
this increases our male clien-
tele.  

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

Carolyn:  I believe we have 
most been impacted by hav-
ing more in-store events 
to bring in new customers.  
Being a small business we 
don’t have the huge advertis-
ing budget that some have 
so we have to be smart in 
the advertising we do have.  
We do some digital market-
ing and have a great repeat 
customer base that talk to 
their friends.  By having in-
formal wine events it enables 
customers to bring in their 
friends to be fitted and we 
gain a new customer one by 
one.   We have seen a 30% 
increase this year by becom-
ing more pro-active in host-
ing events in our store and 
in the community.  We also 
have a huge email base that 
I have obtained by paying 
my employees one dollar for 
each email they are able to 
get into the computer from 
the customer. 
  This gives them great in-
centive to increase our email 
base, which we use on a regu-
lar basis to send out event no-
tices.  Facebook has also been 
a great tool for us!

retail profile: posh lingerie

B

Q&A with Carolyn Boyd, president
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Rodrigo Cano, of Julie 
France and the Retailers 
Protected Council, contrib-
uted this opinion piece.
 

The sustainability of the market 
ecosystem depends on each 
component operating in sym-
biosis with one another to keep 
the marketplace thriving as a 
whole. Manufacturers, retailers, 
and consumers are all vital 
parts to a healthy retail supply 
chain. When just one part of 
the ecosystem is in jeopardy, 
a chain reaction resonates 
throughout the environment. 
This forces the remaining 
components to either adapt or 
to be eliminated. When one 
aspect of the supply chain is 
depleted, conflict rises among 
the remaining pieces; this leads 
to a clash of paradigms. Today’s 
market is undergoing a sharp 
shift in retail paradigms, which 
causes significant mutation to 
the supply chain. 
   A number of manufacturers 
are circumventing retailers by 
selling directly to consumers via 
the brands website. Retailers, 
who are integral components 
of the supply chain, are being 
bypassed. Brands typically 
have lower overhead costs than 
retailers and can offer steep dis-
counts along with free shipping 
and free returns. This greatly 
stifles the competitive edge of 
retail stores. Brand behavior 
such as this nearly forces con-
sumers to purchase from them; 
why would you buy a product 
from a store when you can find 
it online for half the price? 

Crooks, a guest writer for MR 
Magazine, shares his retail 
experience: “I’m a very ‘small 
fish’ in this world of retailing…
vendors are selling direct online 
with their own sites at an 

amazing pace. Customers were 
coming in the store to find 
their style, size, and items they 
wanted, then going directly to 
the vendor’s website to order 
the items online…To get back 
in a growth mode, I’ve tried 
everything: investing in search 
engine optimization, attend-
ing the Internet conferences, 
paying $500 a month for blog 
writing, all to no avail.” Many 
retailers, both online and brick-

 ‐and- ‐mortar, are feeling this 
exact struggle and frustration. 
This trend permeates through 
mom- ‐and- ‐pop retail stores 
as well as the large retail store 
chains. 

   It is clear that consumers are 
changing the way they shop, 
where they shop, and how they 
shop. Walt Burton, a business 
blogger, writes, “A long- ‐term 
change in consumer behav-
ior has dramatically reduced 
store traffic, as consumers are 
electing to shop and browse 
merchandise from home or 
their mobile devices rather than 
entering the retail store.” Bur-
ton goes on to say “as evidence, 

the average number of stores 
visited per shopping trip to the 
mall has dropped from 5 stores 
in 2007 to 3 stores today…” 
Malls are becoming abandoned, 
leaving behind ghosts of what 
they once were. Seph Lawless, 
photographer, artist, and au-
thor, captures the bleak story of 
the American Shopping Mall. 
Deterioration, abandonment, 
and neglect shower the empty 
malls as consumers continue to 
shop directly from the brand. 
In addition to competing with 
manufacturer websites and 
mobile apps, retailers may soon 
face another challenge: the Fire 
Phone from Amazon. Paul 
Saffo, technology forecaster 
and opinion writer for CNN.
com, explains: “A crucial feature 
in the Fire Phone is Amazon’s 
Firefly technology, which turns 
the phone to a one- ‐touch in-
formation source for anything 
that can be viewed with the 
phone’s many many cameras. 
   You see a cool jacket on an 
actor in a movie – capture the 
image and Amazon will find it 
for sale… Or, next time you are 
at your favorite suburban mall, 
snap a picture of a product in 
a physical store and Amazon 
will offer it to you for less. This 
may be the most diabolically 
disruptive aspect of the Fire 
Phone…This will drive retailers 
crazy.” Technology that allows 
brands to cannibalize other 
areas of the supply chain is 
another challenge for retailers. 
In essence, such technologies 
effectively turn the retail stores 

opinion:  
Closed For Business: The Story of Struggling Retail Stores 

JANUARY  2015  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US60

(Continued on page 61) 

Rodrigo Cano of Julie France and the Retailers Protected Council



of the world into nothing more 
than a place to ‘try before you 
buy’. Technology is moving at 
an exponential rate; as stated 
earlier, retailers must learn to 
adapt or be eliminated. 
   Unfortunately, many stores 
do not - ‐or cannot- ‐ adapt 
and are forced to close their 
doors. Stores are closing across 
the nation at a brisk pace. Just 
think, how many retail shops 
in your hometown have now 
gone out of business? How 
many retailers are left in your 

downtown districts compared 
to 10 years ago? Shopping is 
becoming increasingly more 
digitalized, and the conve-
nience of buying directly from 
brand websites comes at the 
expense of our favorite retailers. 
James T. And Karla L. Murray 
from Store Front: The Disap-
pearing Face of New York 
(www.jamesandkarlamurray.
com) depicts the gloomy end-
ing of New York retailers. The 
run down, forsaken shops were 
once thriving and successful. 
   Images such as these are a 
dreary foreshadow to what the 
future of retail may hold if the 
supply chain is not rebalanced. 

McIntyre and Hess, writers for 
24/7 Wall Street, say: “The rise 
in store closings is a prominent 
sign of their struggles. Weak-
ened companies cannot afford 
the real estate and personnel 
costs that go along with sup-
porting hundreds of unprofit-
able locations. The clearest 
proof of the problem was Radio 
Shack’s recent decision to close 
more than 1,000 stores.” 
   Even the big name retailers 
are at risk. Other large- ‐scale 
retailers closing multiple loca-
tions include Sears, Barnes and 
Noble, Office Depot, Staples, 
and Toys ‘R Us. This is the 
reality of today: manufactur-

ers are breaching supply chain 
boundaries, retail stores are 
struggling, and the future of 
retail is at a crossroads. Brands 
are increasing their consumer 
market share more and more 
as time goes on, leaving less 
for retail stores. Families are 
left to pick up the pieces of a 
broken business, and communi-
ties continue to board up retail 
locations almost daily. 
   Manufacturer- ‐to- ‐con-
sumer sales, along with rapidly 
developing technology, are 
drastically changing the supply 
chain- ‐- ‐leaving the retail 
industry hanging in a state of 
peril. B
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pleasantly surprised as compared 
to the shapewear you have been 
selling. Body Hush is the next 
generation of shapewear! Check us 
out online at www.bodyhush.com
   We have made some minor im-
provements to our current col-
lections as we are always working 
hard to improve and make the 
Body Hush product better and 
better. We appreciate and value 
comments from our customers, 
so please don’t hesitate if you 
want to send me a note (mitch-
ell@bodyhush.com). Our goal is 
to be the best shapewear brand 
in the industry and we can only 
successfully do this with our cus-
tomer’s constructive comments 
and recommendations.

VAYOS: What is your target 
audience for Body Hush? If the 
collections are targeting differ-
ent demographics please explain 
each separately.

FERSTEN: Each collection has 
a target audience and focus as 
follows: 
Body Hush Gold:
-- Demographic: Women 30-65 

years old. Our Gold customer 
tends to be more conservative 
and is looking for basic seamless 
shapewear for comfort and func-
tionality.
-- Main advantages: We have 
stepped up our research to create 
seamless basic Shapewear as el-
egant and feminine as ever done 
before. Made in Italy with shiny 
soft yarns and a signature scent.
-- Sales Success: Key best-selling 
shapes are the Wonder Panty 
and the Super-Power slimmer, 
these are the bread and butter 
business of our retailers as well as 
our Ultimate Shaping tank has 
been extremely successful as it 
is an ideal layering piece with its 
feminine lace trim.

Body Hush Glamour:
-- Demographic: Women 28-55 
years old. Our Glamour custom-
er is modern and has a very good 
fashion sense, she loves these 
Shapewear pieces as they do not 
compromise her style and she 
can still feel really sexy.
-- Main advantages: Our seam-
free fusing technology has re-
defined Shapewear and we have 
been able to use sleeker and light-
er fabrics that are invisible under 
clothing but still provide an ex-
cellent fit and great compression.

-- Sales Success: The high con-
tent of LYCRA Beauty being 
used in these styles provide a 
firm control while its satin touch 
makes it feel light and glamor-
ous. Our Slenderizing Slip is the 
#1 Best-seller in both lingerie 
and RTW retailers. The great 
hanger appeal and the innovative 
color hanger concept that this 
product line offers, has been ex-
tremely well received by consum-
ers and has highly contributed to 
its continued success.

Body Hush 365:
-- Demographic: Women 25-45 
years old. Our Everyday control 
panty customer does not want to 
feel that she is wearing Shape-
wear and she also wants to be 
comfortable. Our medium-firm 
control level gives her that Ev-
eryday extra confidence boost 
that she needs.
-- Main advantages: The magic 
behind these panties is its ad-
ditional support panels and fin-
ishes are completely seam-free 
and invisible on the outside. It’s 
feather-light fabric makes it look 
and feel just like a panty!

-- Sales Success: This panty col-
lection has been very success-
ful with customers regardless of 

their age or body shape and with 
its competitive pricing we have 
been able to satisfy a wide-range 
of customers and generate a large 
repeat business for retailers.

Body Hush Urban:
-- Demographic: Women 28-55 
years old. Our Urban collection 
customer is the modern multi-
tasking woman who wants to 
be comfortable while doing ev-
erything that she has going on 
in her day while wanting to feel 
confident with her body image.
-- Main advantages: Seamless 
technologies provide a 360 de-
gree of control on strategic parts 
of the body while providing cos-
metic advantages to the skin.
-- Sales Success: The Medium/
Firm hold for these styles to-
gether with its cotton-feel Sup-
plex fabric allow these styles to 
have an impeccable fit while 
being extremely comfortable. 
Seamless outerwear pieces have 
never been made so easy to wear!
Contact info:  

(a) Marketing: Cristina, Email 
- cristinad@fersten.com, Phone 
1-800-565-7462 x170, 
(b) Customers: Jimena, Email - 
jimenar@bodyhush.com, Phone 
1-800-565-7462 x118

Mitchell Fersten
(Continued from page 29) 
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