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the new frederick’s
Authentic Brands Group (ABG) completed its purchase of 
Frederick’s of Hollywood in early June, and revealed it had licensed 
the brand to Bendon for intimate apparel and swimwear. Frederick’s 
COO Bill Soncini told BODY that he will soon be leaving the com-
pany. And the retailer, which recently closed all of its stores and now 
is selling only online, under the direction of Bendon, has been work-
ing with some of its old suppliers to provide new product going for-
ward. More details on Frederick’s of Hollywood appear later in this 
section.

anita fires reps, plans web sales
Anita fired many of its independent sales representatives last week 
and is replacing them with an internal company sales force. The 
German-based lingerie firm will also soon begin to sell its products 
directly to consumers on its own website. These changes were con-
firmed by Joy Haizen, managing director of Anita International 
Corporation, in an emailed reply to questions from BODY.

Asked about reports that independent sales representatives Charlie 
Brown, Ann Locke, Jill Wenzel, Terry Lynch and Lisa Larson had 
been notified last week that they would no longer be handling Anita, 
Haizen replied, “Anita International has done some restructuring 
last week within our sales team.” She continued, “We have eliminated 
double coverage in certain territories and have moved now to be 
mainly with employed company reps who will be selling both our 
brands Anita and Rosa Faia in all categories including Care and 
Breast Forms, Lingerie, Active and Swim. We have nine sales reps 
throughout the USA to effectively service all of our retailers.”

As to selling its lingerie direct to consumers, a change the sources 
had told BODY would begin in June, the executive wrote, “Similar 
to many of our competitors, we do have future plans to launch a B2C 
website which will also be a platform for building community, educa-
tion, brand image and awareness. We have updated our store locator 
so we can continue drive end consumer business to our retailers.”

 
peekay stock offering

Peekay Boutiques, Inc. has registered with the SEC to sell shares to 
the public in an effort to reduce the enormous debt that has been a 
prominent factor in the company’s recurring losses. The filing in early 
May was in a preliminary form, with the share price and several other 
key figures and names left blank. And as of May 15 no underwriter 
had been found to handle the offering.

Meanwhile Peekay reported a loss of $4.2 million for 2014 (com-
pared to a loss of $2.6 million in 2013), as well as a loss of $486,272 for 
the quarter ended March 31st (compared with a loss of $88,593 for 
the same quarter in 2014).

With over $50 million in outstanding loans, Peekay’s annual “inter-
est expense” totaled $6.7 million in each of the last two years, a major 
contributor to its losses.

Over the past three years, investors used borrowed money to 
assemble the collection of 48 stores which specialize in sexual well-
ness products and lingerie — then took the company public in 
February, 2015. 

Two of the company loans, totaling $38.2, million come due on 
December 27, 2015. 

And while the company has received extensions in the past from its 
bankers, it stated that, “we do not have the resources necessary to pay 
this debt as it comes due. Our ability to continue our operations
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and execute our business plan is dependent 
on our ability to refinance this debt and/or 
to raise sufficient capital 
to pay this debt and 
other obligations as they 
come due (or are extend-
ed through a refinanc-
ing) and to provide suf-
ficient capital to operate 
our business as contem-
plated.”

In recent days, BODY 
has asked company 
executives and its attor-
ney if Peekay has finally 
found an underwriter 
for its crucial stock offer-
ing. As we went to press 
we had not received a 
response from the com-
pany and its attorney, 

Louis A. Bevilacqua, said he could supply 
“no comment” to questions about an under-
writer or the offering itself.

Clearly the success of the potential offer-
ing will be a key factor in the future of 

Peekay. In addition to the 
matter of its outstanding 
loans and their impact on 
the company’s bottom line, 
Peekay had announced, in 
an SEC filing several 
months ago, an aggressive 
plan to expand “at a rate of 
8-15 stores per year, resulting 
in 114 stores by the end of 
2019.” But the store open-
ings have a cost. In 2014 “the 
average investment required 
to open a typical new store 
was approximately 
$250,000,”  Peekay 
explained. “Our continued 
expansion places increased 
demands on our financial, 
managerial, operational, 

supply-chain and administrative resources.” 
In its most recent filings, Peekay did not 
repeat its intention to open a sizable number 
of stores this year. It opened six stores in 
2014, but just one so far this year.

Absent a successful stock offering, the 
most recent Peekay filing noted, “If we are 
unable to refinance our existing senior debt 
or raise equity capital we may have to cease 
operations and liquidate our assets and the 
holders of our equity may lose all or a sig-
nificant portion of the value of their equity.”

jolar-speck hires linda martin
Jolar-Speck, the Canadian distributor, has 
hired Linda Martin as its sales agent for 
British Columbia, Yukon and Northwest 
Territories.

Martin had previously worked as an inde-
pendent sales rep for Coquette for 17 years 
according to a source.

“Linda brings a wealth of experience and 
an outstanding reputation. She will be a 
great asset for us to bring and give you the 
best service possible with our Dreamgirl, 

news
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Espiral, AM:PM and Music Legs brands,” Jolar said in its announce-
ment.

Martin can be reached at 604-684-1952 or 1-877-684-1952 and by 
e-mail: info@lindamartinandco.com.

slimgirl cinch leggings
Slimgirl Shapewear, has found success with a new shaping and slim-
ming product that combines the benefits of a waist cincher with leg-
gings: Cinch Leggings.

Designed as a workout product, “The Cinch Leggings will make 
you sweat,” began, company owner Juliana McLemore. The product 
is “made with cotton and latex in the waist band, creating thermal 
heat and extra compression for the user. The Cinch leggings target 
the waist, lower abdomen and hip areas for those who wear it.” Even 
thought the product delivers “extra firm compression on the waist 
area,” she continued, it is “a very comfortable fit once it is put on.”

While there are many waist cinchers on the market admitted 
McLemore, “Our Cinch Leggings are different because they fit very 
high up under the bust just like an under bust waist girdle. Also, it is 
multi-functional — stylish and popular while extremely useful as a 
shaping garment. It provides great back support as well.”

Cinch Leggings are offered in black in sizes from S to 3XL. 
According to McLemore one of the most popular sizes and styles is 
#CNCLEG, size 2XL. “The Full Length sells out fast!” The prod-

(Continued on page 6)



uct is made in the company’s Colombian 
factory and is distributed from locations in 
Atlanta and London.

Asked about comparable solution prod-
ucts now on retailers’ shelves, McLemore 
claimed, “It is like no other product they 
carry. The Cinch Leggings are unique. Even 
if it is imitated no one can match the strength 
and precision of the design. I can honestly 
say consumers have described the Cinch 

Leggings with words like “Addictive,” 
“Amazing invention” and so on.”

She added, “Here we have leggings, that 
are high sellers, combined with firm body 
shaping effect. This is a great combo. In the 
past it was always an either-or dilemma. 
Why should you give up style just because 
you want firm control. We have solved that 
problem.”

Cinch Leggings are part of a larger collec-
tion of shaping and cinching products from 
the company, which can be seen at slim-
girlshapewear.com. Contact sales@slim-
girlshapewear.com or phone 404-793-6996.

sol lusso: pareos to curve
Sol Lusso is a beachwear firm, launched a 
few months ago, that will exhibit for the first 
time at the Las Vegas Curvexpo. The com-
pany is starting with scarves and pareos, but 
has plans to eventually move into “other 
products in swimwear and resort wear cat-
egories, for both men and women,” accord-
ing to president Irina Howard.

“For years I was dreaming about having an 
apparel business. Summer of 2014 was final-
ly a turning point, I finally realized that it is 
not only a dream, but a passion and there is 
no reason to sit back any-
more. After years of 
research and development 
I am very excited to see 
everything come together,” 
Howard told BODY. 
“Name of the brand was a 
very important part and it 
took some time to finally 
come up with it. I knew I 
wanted Lusso which 
means Luxury in Italian. It 
made sense because just 
like the word, which is 
beautiful flowy luxurious 
and Italian so are the prod-
ucts we have. I have to give 
credit to my supportive 
husband Nathan who 
came up with Sol which 
means Sun and I loved the 
pairing.”

To start, pareos are expected to retail 
between $89 and $149.

Sol Lusso is not the first apparel venture 
for Howard. “I’ve always been interested and 

passionate about fashion 
industry. I had a small dress 
export business I operated 
while putting myself 
through college. It was fun 
and exciting but it wasn’t 
going to scale the way I 
wanted. I always had my 
sites set on beachwear fash-
ion and nearly a decade later 
it’s happening.”

How will her new compa-
ny compete with all the 
other luxury beachwear 
brands in the market? “Sol 
Lusso brings high quality 
products with exclusive 
designs and stunning col-
ors, in line with current 
trends. Sol Lusso products 
are made in Italy and 
France. Customer service is 

our top priority. It takes years sometimes to 
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gain a new customers and only seconds to 
lose them.” Joining Howard in the venture is 
Tom Behringer, “a very talented and suc-
cessful businessman and a dear friend.” So 
far the company does not use independent 
sales reps, “but may consider it in the future.”

“We are excited and eager to launch our 
line this fall. We look forward to meeting 
more retailers and forming relationships 
with them. It’s our desire to expand our line 
year after year and bring these exciting, col-
orful, exquisite fashions to market in just a 
few short months.”

shapeez: new bra, new site
July and August will be busy for Shapeez. 

The firm has embarked on several new initia-
tives, including the unveiling of its new 
website, the launch of an important new bra 
and the addition of a new event to its trade 
show schedule.

The new website, Shapeez.com, will 
replace the existing Unbelievabra.com, and 
will provide a host of new features. “It’s not 
just a website,” explained CFO David 
Berner. “It has a fully integrated back end 
that will make for a much more interactive 
and intuitive experience for the consumer.” 
3D videos will be provided for each product, 
as well as customer reviews. There will be a 
blog as well as Staci’s Tips from designer 
and founder Staci Berner. “Customers will 
now also have the opportunity to create their 
own accounts so they can see what they have 
ordered in the past and track the status of 
current orders.”

“The new version of our site will provide 
more information on our products than ever 
before and serve to elevate the image of the 
brand in the marketplace,” emphasized 
David Berner.

Buyers at the upcoming WWIN show at 
the Rio Hotel in Las Vegas (August 17-29) 
will soon be able see and order the latest 
Shapeez bra, the Demee, which will be on 
display at the event.

“The Demee is the first bra for Shapeez 
with a front closure,” Staci Berner told 
BODY when work on the new design was 
first announced. “It is a push-up with lift 
built into the foam. It is a cleavage bra that 
goes up to a double D.” The Demee, will be 
available in a bra/short style and features 
beautiful lace trim across the top. Overall, “it 
is the sexier side of Shapeez,” said Berner. 
“Our customers were asking for a sexier bra, 
that was more of a demi cup,” to complement 
the other Shapeez bras.

Overall, the company now offers a dozen 
bras, all based on a patented design that 
eliminates the look of bra bulges and back 
fat, while at the same time providing full bra 
support, slimming and shaping benefits.

In a move to make it easier for buyers to see 
and try on its products first hand, Shapeez is 
also expanding its regional trade show 
schedule. The company has been exhibiting 
at several trade shows in Canada, as well as 
the WWIN, for years. But it recently added 
the recent New England Apparel Club 
show near Boston, and is contemplating 
other regional U.S. events.

“It was the first time we did the show, and 
we got a great response,” said David Berner. 
“That’s why we are thinking of expanding our 
show schedule here. We find if we can get a 
store buyer or owner to try on one of our 
bras, we end up gaining a new customer.”

“It’s infectious,” added Staci Berner. “A 
buyer comes into the show booth, tries on one 
of our bras behind our changing screen, and 
comes out all excited. Another buyer sees her 
reaction and says ‘I want to try one on too!”

naked: dwyane wade license
Miami Heat basketball player Dwyane 
Wade has signed a licensing agreement with 
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Naked Brand Group, will join its advisory 
board and will serve as creative director for 
a collection of men’s and boy’s innerwear to 
launch in 2016.

The license with Wade is “worldwide and 
exclusive in the category of Innerwear 
(underwear, undershirts, loungewear, 
sleepwear and robes),” according to the 
company.

Naked also announced “One of Wade’s 
first initiatives with Naked will be to help 
launch Naked’s “Role Models” campaign 
during summer 2015. “We plan to build 
awareness and enthusiasm for Naked and 
our brand philosophy by sharing and cele-

brating the stories of men and women who 
live inspiring and authentic lives,” stated 
Joel Primus, founder and president of 
Naked.

Recently Panache, the UK-based lingerie 
firm, launched its own “Modeled by Role 
Models,” advertising campaign that fea-
tures six women who reveal their admirable 
life accomplishments and promote their 
causes while wearing underwear.

amia: waist trainer to curve
Amia, a shapewear and waist cincher pro-
ducer, will exhibit at the upcoming 
Curvexpo-Magic show in Las Vegas look-
ing to expand the number of retail stores 
carrying its products. It is the first trade 
show for the brand.

The company was founded in 2012 and “is 
designed in the U.S., sourced worldwide 
and manufactured in China,” explained 
president Ruben Soto in response to ques-
tions from BODY.

“Our waist trainers have been tested and 
refined over the years to produce the best 
results for customers as soon as they put 
them on. We have conducted fitting ses-
sions with women of different shapes and 
sizes to determine the proper fit. 
Additionally, the brand has been designed 
to fit a United States aesthetic. Many of the 
other waist trainers in the market are 
designed with a Latin American consumer 
in mind. Amia is likely to stand out in retail 
and connect with a U.S. customer com-
pared to other waist trainer brands.”

In a short span, Amia has “garnered atten-
tion in the press due to the benefits of the 
products. The results that our customers 
experience – and the high-profile celebrities 
who wear them – tend to create a buzz, not 
only for the products, but also the retailers 
who carry them. Our garments have been 
featured in Life & Style Weekly, People, 
USA Today, Fox News, US Magazine, 
and The Ellen DeGeneres Show,” Soto 
claimed.

While Amia has been selling well on its 
own website, so far its “primary retailers are 
HourglassAngel.com and Ricky’s NYC.”

There are ten Amia styles offered at its 
online store, amiashapewear.com. These 
include the Active Band Waist Trainer, 
retailing for $70; a waist cincher for $54; a 
shaping vest for $70; a thong shaper for $54; 
a panty shaper for $54; a corselette for $67; 
a bodysuit for $42; a mid-thigh bodysuit for 
$48; a control camisole for $42; and a high 
waisted panty for $42.

“Based on our own experience in the retail 
shapewear market, we saw the need for 
women of all body types to have access to 
comfortable shapers that meet their indi-
vidual goals,” wrote Soto. “Every garment 
in our collection has been carefully designed 
and tested to meet customers’ diverse range 
of shaping needs.”

The newest style in the collection is a 
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heavy duty waist trainer. “This is a durable, 
workout waist trainer designed to increase 
perspiration to maximize workouts. The 
latex core stimulates thermal activity in the 
midsection, so that customers sweat more 
with minimal effort. It also instantly slims 
the waistline by 2-3 inches and can be worn 
underneath regular clothing.”

Asked what sets Amia apart from the 
many shapeware choices in the market, 
Soto replied, “First is our unwavering atten-
tion to quality. Our products are built to 
produce the best-possible results for cus-
tomers and to endure regular use. Customer 
satisfaction is critical to us, and that ulti-
mately benefits retailers. Second, we employ 
an innovative approach to results-oriented 
products. Our fitting settings allow us to 
see the results of our products by having 
different women actually try them on and 
use them. We use these sessions as a tool to 

making our products better and providing 
retailers with accurate size charts for their 
customers. Finally, our brand is better posi-
tioned for the U.S. customer.”

To date Amia has not employed indepen-
dent sales representatives, however “we are 
exploring this option,” said Soto.

skimmies from jockey
While Jockey has offered a version of its 
Skimmies “slipshort” for several years now, 
it is increasing its promotional activity for 
the product with a series of online videos 
and illustrations. Skimmies provide extra 
coverage under skirts and prevent chafing 
and static cling.

In recent years many wholesalers have 
introduced products to address one or more 
of these issues. That Jockey is providing 
more support for Skimmies now might be a 
sign that consumer demand for the category 
is increasing.

Skimmies come in long and short as well 
as moisture wicking versions. One of the 

seven styles features lace trim, another is 
designed for girls.

Jockey employed actress Alyson Hannigan 
“(“How I Met Your Mother,” “Buffy the 
Vampire Slayer,” “American Pie”) to create a 
series of online videos” that humorously 
show the products in action. In the first 
film, “Flash Cycle,” which will go online 
June 17, “Alyson takes to the streets to inter-
cept real-life fashion obstacles and helps the 
potential victims avoid embarrassment and 
confidently step out in the latest summer 
styles.” Jockey promises three additional 
films later this summer.

Most of the Skimmies are composed of 
different combinations of nylon, spandex 
and cotton. One contains a mix of polyester, 
spandex and polypropylene. The shorts 
have a cotton gusset that runs down the 
inner thigh to prevent chafing. Four of the 
versions retail for $22 at the Jockey web 
store, two are offered for $20, and the girl’s 
version is $10.
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The Jockey website currently features illus-
trations that focus on the apparel challenges 
Skimmies are meant to address: a bike rider 
whose skirt is blowing up; a woman walking 
bow-legged to prevent chafing; a woman 
sweating while she exercises; and a woman 
pulling down the hem of her dress that has 
ridden up because of static cling.

rixieclip bra band reducer
While there are many bra extenders on the 
market, the key to the patented Rixie Clip is 
that it also allows users to reduce band size. 
As a result, this recent invention has been 
finding a growing list of customers.

Created by Dixie Telisak and Rick Acker a 
few years ago, the name of the bra extender 
is an amalgam of their two first names. “Rick 
and I developed this product to solve my 
own personal struggles in the bra world,” 
explained Telisak. “My options to shop from 
at department stores offered nothing near 
my small 28 bands size. Even searching 
online and at specialty stores, generally no 
one seemed to carry the 28 band size I was 
seeking. Did women who require a 28 band 
size become extinct?”

Failing to find an accessory that would 
allow her to tighten her bra, the two partners 
began developing various prototypes. After 
many months, “We eventually incorporated 
different aspects from different trials and 
ideas combined into a single product that 
worked well with a comfortable fit and 
wasn’t noticeable beneath clothing. The 
Rixie Clip design was born.” Since then the 
company has trademarked the name and has 
been issued U.S. patent #US8408964. 
International patents are currently pending. 
In 2012 the company has been selling one 
two-hook version to customers. Since then 
they have sold the product all around the 
world and have expanded to offer four differ-
ent sizes.

Versions are now available with either 2 
hooks or 3 hooks and with either 1/2 inch or 
3/4 inch spacing between the hooks. All the 

Rixie Clips retail for $9.95 or $24.95 for a 
pack of three on the company’s website. 
Black, white and nude versions are offered.

Telisak explained that “Rixie Clip’s revolu-
tionary design can help you tighten your bra 
bands by up to two inches within minutes. 
Finally there is now a way to get an afford-
able custom fit from your bras in almost an 
instant, but without leaving any permanent 
alterations like traditional custom bra altera-
tions leave you with. Rixie Clip is easy to use 
with its fully adjustable capabilities and can 
be changed to meet your fitting needs as 
often as you like! Even better, Rixie Clip is 
dual purposed and can also be used as an 
extender to enlarge your band size giving 
you a wider range of fitting sizes for that 
perfect fit you have always dreamed of.”

The designer told BODY that customer 

feedback has been “a key factor” in the com-
pany’s adding improvements to the product. 
“Taking all of this information in account 
over time from hundreds of women around 
the globe, we made changes to Rixie Clip.” 
She added, “We base our product around 
the customer and their needs, and are always 
happy to hear any suggestions they may have 
for any possible future improvements to 
Rixie Clip.” Contact Rixie Clip at rixieclip@
gmail.com or (715) 313-4004.

re-branding for squeem
Squeem, the Orlando-based shapewear 
firm, is in the midst of an extensive re-brand-
ing which includes new products, more 
glamorous photography, a redesigned web-
site and a commitment to repositioning the 
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brand and finding new channels of distribu-
tion.

Directing the changes are Thiago Pasos, 
who was recently elevated to CEO at the 
company, and Mario Pace, formerly of 
Triumph, who is the new vice president of 
sales and marketing.

“We are taking the brand and our target 
consumers through this re-branding jour-
ney for the reasons most brands typically 
and pro-actively decide to re-brand: to seize 
the opportunity of attracting and appealing 
in a meaningful way to new markets and 

new segments of consumers, showing them 
the rich history and heritage of the brand, 
its warm, sensual and feminine personality 
and its product excellence,” stated Pasos.

“History and heritage are the foundation-
al pillars of our strategy going forward: they 
legitimate our authority in curve creating 
shape wear,” continued the CEO, in answer 
to a series of questions emailed by BODY. 
“With our Brazilian roots, we embrace 
curves, we celebrate the “glorious curva-
ceousness” in every woman, whatever her 
shape or size is. We believe the world 
would be a more sensual place, if women 
embraced their natural curves.”

Pasos listed three elements in the new 
strategy. The first is to take “the brand into 
a more sensual, glamorous dimension, and 

is the first step to establish the brand as a 
premium shape wear brand. The second 
important direction is product extension: 
we have just launched a new segment of 
products, available from June 2015, combin-
ing our superior waist fit and compression 
with shaping properties on the thigh and 
rear area. More products are in develop-
ment and will be launched in the market for 
Spring 2016. With regular product injec-
tions, we wish to offer our target consumers 
a fully rounded, high compression product 
offering, delivering on our curve creating 
promise.”

“The third strategic initiative,” he contin-
ued, “is our commercial strategy: we are 
engaging in increasing our penetration with 
the channels we are currently servicing with 
a broader product offering and new market-
ing assets and initiatives coming from our 
re-branding, while exploring new segments, 
through which we can engage new consum-
ers.”

For fall 2015 the company launched a cam-
paign which asked the consumer, “Can you 
Handle it?” Photographs by Miles Alridge 
provided “New rich brand and product 
imagery, reflecting our brand personality.” 
Pasos added, “Behind-the-scenes videos 
and other marketing assets are now being 
distributed through partner platforms and 
digital outlets.”

Utilizing the new photos, the firm rede-
signed its website. “The new www.squeem.
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com was launched in June 2015: it showcases 
the new, glamorous and sophisticated brand 
look and feel, our rich heritage and our 
iconic products. We’re now improving 
mobile users experience and will be soon live 
with an enticing, mobile site.”

The company offers a notably focused 
group of products. “The Squeem collection 
is centered around two hero products, 
Perfect Waist, our iconic waist cincher, and 
Miracle Vest, our classic shaping vest: each 
available in two colors, black and beige, and 
each available in a wide array of sizes, from 
XS up to 5XL,” explained the CEO. “We’ve 
just launched (June 2015) two new styles: 
Sexy Body and Sensual Curves, a body 
shaper and body suit respectively, each avail-
able in two colors, black and beige, and in 
sizes ranging from S to 2XL.”

Suggested retail prices range from $59.90 
for the Perfect Waist, to $79.90 for the 
Miracle Vest, to $99 for the Sexy Body, and 
$109 for Sensual Curves. “With our product 
excellence and our unique technology, we 
are positioned in the better segment of the 
shapewear market.”

“Our development team is currently work-
ing on two new products which will be 
launched in Spring 2016: these will be a fur-
ther range extension and a consolidation of 
our curve creating product offering.”

Squeem is sold through a wide range of 
retail outlets including apparel boutiques, 
plus size shops, bridal shops, lingerie shops 
and online retailers. “Our strategy is to con-
solidate our presence in the better, bridge 
and high end points of sale, across most of 
the distribution channels and markets in the 
US,” stated Pasos. “Our pillars, once again, 
are product excellence and, as we speak, a 
richer brand experience though our 
relaunched brand platform. Our growth will 
come through all growing segments and 
tiers of the market, where consumers are 
funneling their needs for high performance, 
shape shifting products.”

“We’re opening more doors on a daily 
basis, and are constantly offering our prod-

ucts to new consumers, as demand for high 
compression, curve creating shape wear 
keeps growing.”

When asked about his pricing strategy, 
Pasos replied, “We work closely with our 
partner retailers to maintain a fair competi-
tive environment and for the most times they 
understand the value behind it. We strongly 
believe the commitment to maintaining 
price points across channels and doors adds 
value to the perception of the brand by cus-
tomers and is a long term winning strategy.

new ‘designer collection’
Oh La La Cheri has created The Designer 
Collection, which incorporates and replaces 
its existing Boutique and Curves divisions. 
The move is meant to emphasize that its 
customers are hungry for the latest and best 
in lingerie fashion, no matter what size they 
happen to be.

“Our plus business on fire,” explained 
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designer and owner Nicolas Attard. “And 
by combining our regular size and plus size 
styles into a single collection we are moving 
in the direction the market is evolving. 
There is less and less difference between the 
standard and plus product and design. 
Ours is a sexy, edgy, trendy customer no 
matter what her size is. Whether she is a 
size 2 or a size 18 she wants the latest 
designer fashions. She doesn’t want to be 
categorized as a “plus” customer if she hap-
pens to be bigger.”

“Plus,” he concluded, “is now truly part of 
the DNA of our company.”

In another re-branding move, Oh La La 
Cheri “has re-worked its logo to give it a 

softer touch 
yet in line 
with the 
DNA of the 
company.”

T h e 
M i a m i -
based firm 
has been 
s h o w i n g 
T h e 
D e s i g n e r 
Collection to retailers “and we have already 
had a tremendous reaction, from both large 
and small companies.”

The creation of The Designer Collection 
comes at a time when several other positive 
trends have come together for the company. 
“Our business is already up 102% over last 
year,” declared Attard. In addition to the 

growth in plus, the company has benefited 
from its recent investments in the areas of 
warehousing, customer service and product 
fulfillment allowing them to claim “a 92% 
fulfillment rate because of a massive plan-
ning effort the company had started in 2013-
2014.”

Oh La La Cheri has also significantly 
moved up the schedule of its new collec-
tions. “2016 Fall Winter Holiday has already 
been photographed and is off to production 
to be in stock in August,” Attard explained. 
“We are getting the catalogs printed and 
will have them out and in the mail soon.”

Oh La La Cheri will also soon announce 
plans for re-branding other parts of its line 
”to be in line with The Designer Collection.”

plié returning to the u.s.
Plié, a Brazilian shapewear brand, will be at 
the upcoming Curvexpo in New York, 
looking to re-establish itself in the U.S. 
market.

“Plié is one of the brands produced by the 
Highstil Group of companies,” according 
to Elemar de Souza Cruz, a marketing and 
exports executive for the line. “Founded in 
1969, Highstil started out making knitted 
garments of all kinds and are currently 
involved in spinning, weaving, knitting, cir-
cular knitting, sewing and fabric dyeing as 
well as mens fashion retailing.” Plié was 
launched in 2000.

In the U.S., the brand has “sold to retail-
ers in the past, but not at present,” wrote de 
Souza Cruz in an email exchange with 
BODY. “At this stage, we are interested in 
a distributor for the U.S. market.”

Plié offers a wide variety of styles, many of 
which will be on display at the Curve booth 
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in August. Examples are the “High-Waist 
Shorts ref. 50070” with a suggested U.S. 
retail price of $60; “Hot Pants ref. 50083,” at 
$45; “Power Pants ref. 50105,” at $50; and 
the “Slip Dress ref. 50422” at $55.

“The Plié concept of wearing 
shapewear all day was devel-
oped in Brazil where the hot 
weather played an important 
part,” explained de Souza Cruz. 
“All Plié products are made in 
tubular machines of the latest 
generation that produces gar-
ments with a different combina-
tion of yarns and stitches. The 
possibility of changing elasticity 
in different parts of a single 
piece, promotes a balanced, con-
stant compression in accordance 
with the functionality of each 
model. The water-absorbent 
treatment facilitates perspira-
tion, decreasing the feeling of 
warmth and keeping the skin 
dryer and ventilated, as it pre-
vents moisture to get directly in 
contact with the body. 
Furthermore, the pieces have 
100% cotton gusset and are 
made with soft microfiber and 
Lycra Beatury, therefore do not 
lose elasticity nor compression, even after 
being used several times.”

kisskill returning to curve
Kisskill, the Melbourne-based lingerie firm, 
has been expanding gradually in the U.S. 

since its launch in 2013. And the firm, with 
its exotic and luxurious collection, returns 
to Curvexpo in New York in August with 
several new styles.

“We have new pieces that we will be show-
ing,” owner/designer Jane Carrodus told 
BODY, referring to the upcoming exhibi-
tion. “Our collection has evolved from the 

first two which were entirely new pieces, to 
now keeping our best selling styles with top 
ups of new fashion pieces. I’m excited about 
the new pieces we are showing. Our sea-
sons are opposite in Australia, so we tend 
not to design for seasons and concentrate 

on collection 
capsules.”

The regular 
retail price for 
bras on the 
Kisskill web-
site ranges 
from about 
$80 to $140. 
Panties range 

from $30 to $70; a lace dress is $270; paja-
mas are $230-$250; robes are $180 to $200; 
and a cami set is $150. While all these prices 
are in Australian dollars, Carrodus pointed 
out that they are similar to the expected 
U.S. retail prices when the importing costs 
are considered.

Though the firm is new, North America is 
an important market. “Our distri-
bution in the U.S. has been steadily 
growing with every Curve show we 
have attended. We are in a mixture 
of online only, such as Revolve 
Clothing, The Enclosed and small 
boutiques across the U.S. such as 
La Femme Dangereuse, Top 
Drawer Lingerie, Femme by 
Ashley, Jenette Bras and Naked 
Princess, to name a few.”

Online sales to consumers first 
pointed the way to this country. 
“After Australia, the USA is our 
second largest customer base 
online. 25% of our online orders are 
international and the US market is 
the biggest contributor at 17%, fol-
lowed by the UK then Canada.” 
Retailers in Canada include Honey 
Gifts, Tease Exotics and Kallone.

Curve has been the prime vehicle 
for Kisskill’s expansion here. “We 
have been exhibiting in NYC since 
2013 but 2015 was our first February 
show. We have done three August 
Curve shows.” The designer added 
that she tried the Paris show in 

January 2014, but said “our main clients 
from that show were out of Asia hence we 
will continue to show at Curve to focus on 
the USA customer base.”

Even though the company is headquar-
tered there, Australia, surprisingly, has 
been a challenge. “The Australian lingerie 
boutique landscape is very different to our 
aesthetic, therefore there isn’t a big pool of 
boutiques outside of department stores for 
us to be ranged in. We have been very selec-
tive with stores and have launched our 
product in 12 boutiques across Australia 
such as Wild Orchid, Passionfruit, Kitty K 
and Velvet Jayne,” she continued. “There is 
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a gap in the Australian market for designer 
lingerie and therefore we are concentrating 
in growing our own network of stores 
including our online presence. We have 
opened our flagship store on Chapel Street 
in Melbourne which one of Australia’s bou-
tique shopping destinations. Our expansion 
strategy for the next 2-5 years is concentrat-
ing on the east coast of Australia opening 2 
to 3 stores.”

To date Kisskill has 
not used outside 
agents for its interna-
tional sales, but 
Carrodus added, “We 
are, however, reach-
ing a point where are 
interested in finding 
distributors in the 
U.S., Asia and the 
Middle East. For now 
the sales team can be 
reached at kiss-
andtell@kisskill.com.
au.

On her website, the 
designer explains how 
she arrived at the com-
pany name. “Kisskill is 
a metamorphosis of 
two concepts. Kiss represents the feminine 
side of a woman’s personality and sexuality 
and embracing the soft side of being a 
woman. Kill references the allure of a 
woman - the strong, independent and domi-
nant side. She has a killer instinct she uses to 
empower herself and create an air of mystery 
to her personality. She wants to be loved 
but also desired as a sexual being. She is 
comfortable with her sexuality and who she 
is behind closed doors. Kill represents her 
use of sexuality to conjure an emotion lead-
ing to ultimately, killer sex appeal.”

dominique: new front close bra
Dominique Intimates is now shipping its 
new racer back front close bra, and owner 
Michael Chernoff reported, “We are very 

excited as the initial feedback from our 
retailers has been extraordinary.”

“Talia is our first entry into the world of 
front closure styles,” he continued. “This is a 
new direction that is largely based on need. 
Creating a scaleable front closure bra was 
very challenging for both myself and our 
designers. As the cup size increases, addi-
tional structure is needed to avoid the 
dreaded “flop over and fail.” Our solution 
was to couple the racer back with the front 
closure which provided the perfect frame-
work to make a very supportive front clo-

sure style. I am thrilled 
with the results. In addi-
tion, the racer back is 
super for back smooth-
ing. It also makes the 
style incredibly comfort-
able. Makes a great 
addition to the everyday 
collection.”

The Talia has a sug-
gested retail price of 
$49, and is available in 
cup sizes B through F, 
band sizes 32 to 42. “We 
tend to add new sizes 
after the initial launch 
once we get some feed-
back from our retailers.”

Dominique currently 
offers 34 styles overall “to 
accommodate all women 

no matter their size – from petite to full fig-
ure,” according to Chernoff. “We cover 
bands 30 through 52, and cup sizes A 
through I. Dominique suggested retail pric-
es range from $29-$79.” On the company 
website examples from four categories are 
shown: everyday (of which 13 bras and 
matching bottoms are shown); bridal (of 
which 10 bridal bras and corsets are shown); 
active (of which two sports bras are dis-
played); and shapewear (of which two shap-
ing briefs and a control body suit are 
shown).

“We consider Dominique Intimates a col-
lection of replenishable fashion basics,” said 
Chernoff. “Dominique designers have one 
mandate: produce beautiful lingerie pieces 
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that function as well as they fit. Our lingerie 
and bridal collections are basically ALL top 
selling styles, all in stock, and available for 
drop shipment and fulfillment whenever 
needed. Our orders generally ship the same 
day and we are fanatical about our customer 
service.”

“Dominique was 
designed as a bou-
tique brand with a 
special emphasis on 
retail service,” he 
continued. “We 
offer fulfillment and 
drop shipping ser-
vices and have no 
minimum order 
size. As the brand 
has grown and 
flourished, we have 
continually upgrad-
ed our services and 
our technological 
c a p a b i l i t i e s . 
Currently, we are 
working with some 
of the largest retail-
ers all while increas-
ing and improving 
our already stellar small store services. 
Service is in our brand DNA and we con-
sider it to be a pillar upon which this success 

story is built. Our retailers 
have come to expect it of 
us, and we expect it of 
ourselves. “

Chernoff described his 
family’s long history in lin-
gerie. “My family has been 
manufacturing intimate 
apparel since 1945. Both 
my father and his father 
before him were highly 
successful in the industry. 
Some of my fondest child-
hood memories revolve 
around going to work 
with my dad. I was fasci-
nated by the huge rolls of 
fabric stacked liked logs. 
Watching the cutting and 
sewing processes. The 
seemingly endless lectures 
on doing things the “right 
way.” I was hooked! In terms of knowledge 
and understanding, you could say that man-
ufacturing intimate apparel is in my blood. 
Both my father and grandfather really loved 

the business and it all rubbed off 
of me. I love it too!”

The Dominique brand was 
launched in 2002 
when “I noticed 
what seemed to be a 
void in the market-
place for high quali-
ty branded mer-
chandise at a fair 
and reasonable 
price point. 
Further, in my opin-
ion, the brands in 
general were not 
servicing their 
smaller retailers 
properly. Thus the 
Dominique brand 
was born. 
Dominique is a 
brand that was built 
from my family’s 

endless knowledge and expertise to create 
top quality foundations at a competitive 
price point. A brand focused on fit, quality, 

value, and most importantly, 
top level service for our cus-
tomers.”

In other recent news, 
Dominique redesigned its 
website in late 2014, and 
exhibited for the first time at 
the New York Curvexpo 
show in February. “Due to 
the overwhelming positive 
response we received at that 
show, we do plan on continu-
ing to show at this venue,” 
said Chernoff.

Looking ahead, the compa-
ny plans to offer additional 
styles for 2016 in each of the 
categories, bridal, everyday 
and activewear.

raf over to curve
Raf Over, a shapewear pro-
ducer established over a 

decade ago, and with some private label 
business in the U.S. already, will exhibit at 
its first trade show outside of Colombia, the 
upcoming Curvexpo in New York, in 
August.

“Since 2013, Raf Over reached the USA 
through direct clients and working under 

the modality of full-
package where Raf 
Over manufactures the 
slimming bodies and/
or girdles and places 
the brand and image of 
the buyer,” explained 
Andrés Felipe Guarín, 
commercial manager. 
He operates the com-
pany with his father, 
founder and general 
manager Rubén Darío 
Guarín, who has 20 
years of experience in 
the industry, and sis-
ter, Diana Guarín, 
who designs the prod-
ucts.

The company offers 
an extensive line, displaying on its website 11 
shapewear styles, 22 control styles, nine 
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seamless styles and four men’s styles. In 
response to questions from BODY, Andrés 
Guarín provided suggested 
U.S. retail prices for its top 
four products: The “Latex 
Workout Waist Cincher,” 
style 4010, at $32; the 
“Braless & Boyshort Panty 
Latex Body Shaper,” style 
2210, at $15.60; the “Lace 
Boyshort Panty Body 
Shaper,” style 261, at $15.60; 
and the “Seamless Waist 
Cincher with Boyshort 
Panty,” style 604, at $16.60.”

“Today, Raf Over has posi-
tioned within Colombia as a 
leading shapewear company 
that has always been at the 
forefront in the creation and 
production of slimming bodies and control 
girdles, seeking to offer the highest stan-
dards of quality and comfort. In fact, Raf 

Over currently manufactures 85% of its raw 
materials,” claimed Guarín, so that it has “a 
continuous monitoring of its production 
process from the very beginning to the end. 
Actually, Raf Over is in charge of weaving, 

dyeing, cutting, tailoring, pol-
ishing, and packaging its prod-
ucts.”

To date, the Raf Over brand 
has not been widely offered to 
U.S. retailers, but the company 
is now looking to change that. 
“A retailer should be interested 
in Raf Over as opposed to 
other brands in the market due 
to the top quality of our prod-
ucts given the permanent moni-
toring throughout all the pro-
duction process which is made 
completely in-house, the great 
variety of styles that our com-
pany offers based on fulfilling 
the needs and demands that 

customers ask for, the competitiveness of our 
prices, and the smart seamless garments 
which provide benefits to the body as they 
put pressure in key areas of it in order to 
shape it.”

frederick’s of hollywood update
Authentic Brand Group (ABG) plans to “launch 
a new brand vision” for Frederick’s of Hollywood, 
the retailer it purchased in June for $22.5 million 
(less a possible increment due to inventory defi-
ciencies). 

In addition to continuing to operate as an 
online retailer of lingerie and related items, 
ABG plans to offer the brand in other retail 
channels, “expand product categories and 
drive distribution across department stores 
and specialty retailers in key markets includ-
ing North America, Europe, Asia, South 
America and Latin America.” ABG’s plans 
for the brand were revealed shortly after it 
completed its purchase.

Assisting in the creation of the new 
Frederick’s will be Bendon, the New 
Zealand-based lingerie producer, which will 
continue to operate the web store, and now 
holds the license for intimate apparel and 
swimwear. Licensees for other categories 
have not been announced.

According to ABG’s announcement, “The 
product design aesthetic will be led by inti-
mate apparel, which will set the tone for 
other tent pole categories, including beauty, 
fragrance and personal care.”

At the time of the Frederick’s bankruptcy 
filing in mid-April, court filings revealed that 
about 40 intimate apparel firms were includ-
ed among the approximately 6500 creditors. 
Since then, several firms have filed claims 
with the court. Longray Intimates (a firm 
affiliated with Lingerie International Co 
Ltd. of China), filed a claim for $ 2,429,397.43 
(which was $63,264.47 more than was origi-
nally reported in April). Wonder Form, 
which had been on the list of creditors with 
no amount specified, filed a claim under the 
name Jerry Petriello, for $408,710.96. That 
amount makes it one of the largest creditors 
among intimates makers. 

Other new claims registered were for 
$12,731.42 by Brooklyn-based hosiery 
maker Vanea; $20,160 by Pacific Group NY, 
Llc.; $192,924.30 by Q-T Foundations; 
$169,612.67 by Angel Intimates; $20,975.75 
by Cortland Foundations; and $30,179.60 by 
Neotex International.
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2015
july 4-6

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

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

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

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

aug. 2-4
  Accessorie Circuit

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

aug 2-4
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  

(212) 993-8585
curvexpo.com

aug. 2-4
  Fame

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

aug. 2-4
  Intermezzo Collection

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

aug.2-4
  Moda

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

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

aug. 8-10
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

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

aug. 9-11
Moda UK Lingerie & 
Swimwear
NEC Birmingham
07718 780881
www.moda-uk.co.uk

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

aug. 13-14
Swim Collective
Long Beach Convention 
Center
California
swimcollective.com

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

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

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

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

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

aug. 17-18
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

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

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

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

sept. 2-5
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
kasch@igedo.com
www.cpm-moscow.com

sept. 10-12
   Surf Expo Show

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

sept. 15-17
Lingerie Expo 
Crocus Expo, Pavilion 3
Moscow, Russia
+7 (495) 935 8100
www.lingerie-expo.com

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

sept. 16-18
  Vow

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

sept. 19-21
  Fashion Coterie 

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

sept. 19-21
  Fame

Javits Center

event & show dates 2015-2016
calendar
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New York, NY
(212)-686-6821
fameshows.com

sept. 21
  Interfiliere New York 

Altman Building
135 W 18th St.
New York, NY
(212)-993-8595
interfiliere.com

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

oct. 10-12
New York 
International Bridal
Pier 94, New York 
(800) 677-62578
nationalbridalmarket.com

oct. 12-13
Shanghai Mode 
Lingerie
Shanghai Conv. Center
Shanghai, China
+852 2815 0667
shanghai-mode-lingerie

oct. 18-20
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.
com

oct. 18-21
The ABC Kids Show
Las Vegas, Convention
Center, NV 
(210)-691-4848
theabcshow.com

oct. 21-24
Dallas Market Center 

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

oct. 24-27
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

nov. 3-4 
Dubai Int'l Licensing 
Dubai Int'l Convention 
Center, Dubai, AE.
www.index.ae

nov. 3-5
Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637
maredimoda.com/
cannes

dec. 8-10
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

2016
jan. tba
  Fame

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

jan. tba
  Moda

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

jan. tba
  Accessorie Circuit

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

jan. tba
  Intermezzo Collection

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

jan. 11-13
HK International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 14-16
   Surf Expo Show

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

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

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

jan tba
Texworld USA
Jacob K. Javits 
Convention Center

New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

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

jan. 18-21
HKTDC Hong Kong 
Fashion Week 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 22-25
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.
com

jan. 27-30
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

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

jan. 23-25
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

feb. 7-11
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

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

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

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

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

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

feb. tba
Platform
Las Vegas Convention 
Centers
Las Vegas, NV

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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victoria’s secret may comps +5%
Victoria’s Secret May comparable store 
sales in North America increased 5%, while 
the online and catalog direct business for 
the brand decreased by 3% compared to the 
same month last year.

In announcing the May results, parent com-
pany L Brands also revealed that the closings 
at La Senza, its lingerie store chain in Canada, 
are continuing at a brisk past. 
Since the start of February it 
has closed 12 of the shops, 
dropping the total in that coun-
try to 133 as of the end of May.

Amie Preston, chief investor 
relations officer at L Brands, 
explained the decline in the 
Victoria’s Secret direct busi-
ness, claiming, as we have 
heard in similar statements 
before, that “mid-teens growth 
in core categories was more 
than offset by the exit of appar-
el.”

For L as a whole, “net sales 
increased 5% to $799.1 million 
for the four weeks ended May 
30, 2015, compared to net 
sales of $763.6 million for the 
four weeks ended May 31, 
2014,” according to the com-
pany sales release. 
“Comparable store sales for 
the four weeks ended May 30, 
2015, increased 5%.” The 
firm’s other brands and stores 
include PINK, Bath & Body Works and Henri 
Bendel.

L reported overall “net sales of $3.311 bil-
lion for the 17 weeks ended May 30, 2015, an 
increase of 5% compared to sales of $3.155 
billion for the 17 weeks ended May 31, 2014. 
Comparable store sales for the 17 weeks 
ended May 30, 2015, increased 5%.”

In remarks explaining the May numbers, 
Preston said that at Victoria’s Secret stores in 
North America (which includes Pink but not 
La Senza) the “merchandise margin rate 
increased versus last year.” She added, “May 
began with our new and improved Bombshell 

Collection and our Pink racer back bralette. 
May mid-month, we transitioned to our 
Multi-Way Collection which will continue 
until the start of our semi-annual sale in mid-
June, the timing of which is comparable to 
last year.”

For Victoria’s Secret’s direct business, “the 
May merchandise margin rate was up signifi-
cantly to last year driven by the mix into core 

merchandise categories.” Preston added that 
“as we mentioned in our earnings call, we are 
shortening our semi-annual sale in the direct 
channel by two weeks this year which we 
expect will negatively impact June sales but 
positively impact the merchandise margin 
rate.”

tefron, clover joint venture
Scant details have emerged about a joint 
venture that Tefron Ltd. and Clover Group 
International Limited agreed to back in 
June, 2014. Shortly after the signing, both 
companies had declined to answer ques-

tions from BODY about the alliance.
Tefron, a public company based in Israel 

that produces intimate apparel and active 
wear, revealed in its most recent annual 
report that “the parties will work to estab-
lish a jointly owned company, in equal 
shares, in Hong Kong, whose main goal is 
designing, developing, manufacturing and 
selling bras made by the seamless technol-

ogy as well as other apparel 
products made by this technolo-
gy.”

Angie Lau, the head of pri-
vately held Clover, had dis-
closed, in an interview with 
BODY last year, the name of the 
new company: Seeds Tefron 
Global Limited. Records in 
Hong Kong indicate it was 
incorporated in that city on July 
11, 2014.

The alliance seeks to utilize 
Tefron’s “knowledge and experi-
ence” in “developing and manu-
facturing products using the 
seamless technology, and in con-
junction with the knowledge and 
experience of Clover which is 
considered to be a leading com-
pany in the field of developing 
and manufacturing of bras.” 
Both firms produce intimate 
apparel for some of the largest 
brands in the business.

tefron q1 sale rise, loss dips
Tefron Ltd., reported a first quarter 2015 
loss of $262,000 on rising sales of 
$24,669,000, which compares with a loss of 
$789,000 on sales of $22,029,000 in the 
three months ended March 31, 2014.

This follows a string of losses in the past 
three years for the intimate apparel maker. 
Tefron lost $800,000 on sales of $93,915,000 
for the full year 2014. It also reported a loss 
of $3,433,000 on sales of $82,912,000 in 
2013; and a loss of $458,000 on sales of 
$98,963,000 in 2012.
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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: Please describe your 
store for our readers?

Roylin Downs:  I love this 
beautiful Spanish Court-
yard called The El Jardin 
Courtyard in Downtown 
Ventura.  I was drawn to it 
when I was first looking for 
a location, because it was 
beautiful and discrete.  It’s 
also located in the heard 
of Ventura, where I live.  I 
originally was just look-
ing for a private space to 
have a “sensual products” 
store.   With the discrete 
upstairs location, it was 
perfect for the living room 
setting and the private, by 
appointment shop I had 
designed.   Within 2 years 
of opening, however, I 
decided that we needed a 
store that was open 7 days 
a week.  I would look down 
into the courtyard from my 
office in the store, and see 
this tiny little shop space 
that had been available for 

9 months, and 
thought, I think 
I’m supposed to 
open a lingerie 
shop there!  We 
have had both 
locations ever 
since.  In devel-
oping the lin-
gerie shop, we 
carried the same 
theme of “em-
powering wom-
en to own their 
sexuality” that 
we had in the 
sensual products 
shop, and built 
our lingerie 
buying around 
that.  While the 
lingerie shop 
carries some 
sensual prod-
ucts, we tend 

to carry only a limited 
amount downstairs.   The 
focus of the lingerie is 
“sexy”!   However, sexy 
can mean something dif-
ferent to each person, so 
we focus on fabrics that 
feel sensuous, and shapes 
that are flatter to all body 
types.   We do very well 
with crotchless panties and 
open bralettes, sheer dress-
es that could be worn as 
lingerie, as well as high end 
bras with sexy detailing, 
like Marlies Dekkers.  We 
also focus on silk cami-
sole and boy short sets, silk 
chemises, lace chemises, 
and loungewear and robes 
that you love to touch be-
cause the fabrics are yum-
my!  Being that we have 
both a lingerie and sensual 
products location, we do 
also carry things that cou-
ples could use together, like 
massage oils, massage oil 
candles, books, lubricants, 

and bedroom play items.
 
Ted: What makes your 
store special?

Roylin: Our store is spe-
cial because we carry a 
unique selection of lingerie 
that is both high end, and 
moderately priced, focus-
ing on styles, fabrics and 
brands that make a woman 
feel sexy.  We try to carry 
products that no one else 
in Ventura or Santa Bar-
bara Counties carry, and 
bring in brands from the 
US, England, France and 
all over the world!   Our 
customers appreciate the 
private shopping environ-
ment, and the way that the 
staff makes them feel.  Be-
ing that most  women are 
wearing the wrong size 
bra, we like to make sure 
our customers are fitted 
properly, and we carry a 
large size range to insure 
our customers can get the 
bra they need to be com-
fortable.   We 
currently carry 
from 32A to 
40E, and are 
looking to ex-
pand to the 
lower size range 
as well as high-
er.

Ted: What do 
you look for in a 
brand?

Roylin: As I 
mentioned, we 
look for linge-
rie that makes 
women feel 
sexy!   Whether 
it’s the style, 
the fabric, or 
the brand, we 

look for quality products 
that women feel confident 
and  comfortable  in. For 
example, Marlies Dekkers 
bras make women feel 
confident and sexy, wheth-
er my customer is a 32A or 
a 36F. Only Hearts Cou-
cou Collection, with their 
bralettes, Baby dolls, and 
crotchless panties have 
been very popular. Hanky 
Panky is another line that 
we carry, however we carry 
their After Midnight Col-
lection.   These pieces are 
very pretty, feminine and 
yet, downright sexy.   My 
customers love them.  Tia 
Lyn is also a brand we love, 
because the Plus size mar-
ket is very popular in our 
community and there are 
very few designers that do 
this well.  Tia Lyn not only 
designs amazing Plus size 
lingerie, her sizes run from 
S-3! And on the “comfort” 
side, we buy PJ Salvage 
and PJ Luxe collections in 
modal fabrics, for loung-

retail profile: trystology
Q&A with Roylin Downs, president
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ing.    One of our most 
popular uber sexy brands 
is Patrice Catanzaro from 
France.   We not only buy 
their bra and panty sets, but 
have reordered 3x the sheer 
dress which fits size 0 to 16 
and looks amazing wheth-
er as a dress with a liner, or 
a lingerie piece.   A recent 
addition to our brands is 
the Bracli Pearl Thong, 
with not only the original 
panty, but  the new Bra-
cli G and Teddy.   Some-
thing that differentiates us 
from the competition 
is we carry Christine of 
Vancouver Silk chemises 
and robes.  These are truly 
special silk pieces our cus-
tomers appreciate.   Inter-
estingly, on the lower end 
we have started carrying 
the Hauty Collection, and 
have done very well with 
it. One of the challenging 
things over the past 4 years 
has been trying to find 
the same high end quality 
lingerie in Plus sizing.   It 
has only been recently that 
we’ve been able to get truly 
nice pieces for Plus size 
women in the same high 
end quality that we have 
in regular sizing.   Hanky 
Panky, Tia Lyn and Ohlala 

Cheri, as well 
as iCollection 
are now of-
fering quality 
pieces.   An-
other  chal-
lenge has been 
losing brands, 
like Mary 
Green, who 
did very well 
for us, as well 
as Dollhouse 
Betty, whose 
designs we 
selected were 
perfect for 
our custom-
ers.   While 
they aren’t out 
of business, 
they stopped 
their whole-
sale side of 
their business, 

which was hard to lose, 
as there are few designers 
with  such unique designs. 
On the sensual products 
side of the business, we 
are very selective and only 
carry products that are 
body safe and have no vul-
gar packaging.  This limits 
us to more boutique style 
products.   While most 
companies, us included, 
carry Lelo, also carry Je 
Joue, Jimmyjane, Leaf, 
Fun Factory, Njoy,   and 
we bring in specialty items 
from London by Shiri 
Zinn, and high end bed-
room play items by Frau-
lein Kink.

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

Roylin: Because we are not 
a traditional bra and panty 
store, we tend to have cli-
ents looking for special 
occasion lingerie, whether 
that be bridal, or a  ren-
dezvous.   The trends have 
tended to be in the ability 
to carry high end Plus siz-
ing, which I am so grateful 
that we are getting more 
and more options.

Ted: Describe your price 
points and size ranges.

Roylin: Originally we 
started out with only high-
er end, which is an area 
we’re comfortable with due 
to the quality.  Bras in the 
$78-110 range, and pant-
ies from $20-68, though 
the Bracli pieces are $80 
& $90 for panties!   Our 
chemises range from $78-
$300 depending on the 
designer.  We have recently 
added some lower prices 
points.   Hauty, which we 
sell for $24-50 for the ted-
dy and chemise styles and 
Ohlala Cheri, which has 
$8 panties, and $24 bras, 
have been nice additions 
for the buyer who wants 
something cute and stylish, 
but inexpensive. For our 
mainstream brands like 
Hanky Panky, Only Hearts 
and PJ Salvage & PJ Luxe, 
we carry the S-XL.   Pa-
trice Catanzaro runs XS 
through XXL, and brands 
like Tia Lyn and Ohlala 
Cherie carry sizing from S 
through 3 or 4.  In bras we 
carry 32A through 40E in 
the Marlies Dekkers, and 
through 36E in most other 
brands.

Ted: What is your typical 
or average customer size? 

Roylin: It’s hard to say that 
we have an average or typi-
cal size.   We sell a lot of 
smalls, but we have large 
and Plus size customers as 
well.   We like to say that 
“Sexy comes in all sizes!”

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

Roylin: A typical customer 
spends approx. $125-150 
per visit.

Ted: Describe your cus-
tomer. 

Roylin: Being that we 

design the store to be 
non-vulgar and targeted 
towards women, our cus-
tomer base is  predomi-
nantly  women.   Wheth-
er  in the lingerie shop, or 
the sensual products store, 
we have more women 
shopping, and our custom-
er base is mainly women 
over 30.   I’m sure this is 
due to our higher  price 
points, however we are see-
ing younger women com-
ing in for our lower  price 
point lines.

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

Roylin: Having  emerged 
from a lawsuit where we 
were compelled to change 
our company name, it’s 
been an interesting ex-
perience.   Having started 
out naming the company 
Kama Sutra Closet, it was 
a name that we developed 
and loved, however in ago-
nizing over what the new 
company name would be, 
I feel as though we’ve de-
veloped a brand that more 
accurately reflects who we 
are and what we do.   A 
Tryst is a meeting for lov-
ers.   Ology is the science 
of a subject.   I like to say 
we “provide tools for in-
dividuals to meet with 
their lover, even if their 
lover is themselves”.  Hav-
ing changed the company 
name, there has been an 
opportunity to redefine 
“who we are”.  That’s rep-
resented in the store layout, 
product mix, and how  we 
present things online.  We 
have a new website, which 
is a blessing and curse.  We 
have made mistakes with 
it, and we now have an 
opportunity to fix it and 
make it even better.   It’s 
been an incredible oppor-
tunity for reinvention, and 
we are hopefully making 
the most of it!
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Ted: Please describe your 
store for our readers.

Sara Prudhomme:  I am 
located in an outdoor 
shopping plaza in  a high 
end community. Our 
shopping center has an-
chors such as a bank, that 
draw in lots of customers.  
I am also on an intersec-
tion of two main streets, 
which are very easy in giv-
ing directions.   Location 
is very important.  My key 
products are bras, shape-
wear, sleep and lounge-
wear. Bridal intimates and 
accessories are very im-
portant. Robes and slip-
pers are also important.   
I try to stay focused on 
these main items, that way 
I will never disappoint a 
customer when they are 
shopping for these items.

Ted: What makes your 
store special?

Sara: We only use experi-
enced friendly profession-
al   fitters and sell brand 
names that offer quality to 

keep our customers com-
ing back.

Ted: What do you look for 
in a brand?

Sara: A reputable prod-
uct name means a lot in 
purchasing a bra.  Quality, 
workmanship, design, fab-
ric and fit are some impor-
tant factors. These brands 
are very important in my 
store and in alphabetical 
order are: Affinitas, Anita, 
Chantelle, Elomi, Empri-
ente, Fantasie, Fit Fully 
Yours, Grenier, Lejaby, 
Marie Jo, Montelle, Pas-
sionata, Piege, Spanx and 
Wacoal. For outstanding 
reviews, I choose Fit Fully 
Yours. I sell lots of Fit 
Fully Yours Bras.  Almost 
every client has one. The 
company itself is great to 
work with, delivery only 
takes a day, stock always 
seem to be available, nice 
not to have to wait for a 
back order,
They always have new 
colors available,   they do 
not discontinue the basic 

bras that customer need 
to repeat on. They give 
free shipping on some 
shipments, free personal-
ized paper gift bags for 
customers.   During the 
holidays a free gift for the 
customer.   They always 
send us pens and writing 
pads with re-orders.   It 
is always a nice surprise 
to open up the packag-
es. Very nice staff.   Paul 
and Anna, are a pleasure 
to work with. We both 
help each other.  I can-
not think of a brand that 
has disappointed me as a 
retailer.  My latest product 
I brought into my store is 
Affinitas, seems to be sell-
ing good, a very good price 
point, pretty fashion bras.  
I also do a large amount of 
shapewear.  Spanx, Body-
wrap, Squeem - waist 
cinchers, are the best for 
loosing inches off waist 
line, Shapeez are also very 
good.  No back-fat, con-
trol cami with built in bra.

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

Sara: The T-shirt bra in 
neutral is still the big-
gest seller, than black and 
a colored one. Strapless 
bras- Spring southern 
vacations, weddings, and 
special occasions. Sport 
bras.   After this winter 
getting back to the gym 
and getting fit, seems 
to be on everyone’s list.  
Minimizing sizes are sell-
ing more than padded 
bras. Then requests for a 
pretty black lacy bra, full 

or demi cup, and perhaps 
a colored one.

Ted: Describe your price 
points and size ranges.

Sara: Bras start at $55.00 
– $190.00 and fitting sizes 
for 30C to 44G, including 
some H cups.

Ted: What is your typical 
or average customer size? 

Sara: Typical average cus-
tomer sizes vary. I seem to 
sell lots of D cups and up 
to G and sometimes H’s.
They usually have a small-
er band size and larger 
cup size.   Lots of 32, 34, 
36, and 38’s.

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

Sara: Average sale is 
100.00 per customer.

Ted: Describe your cus-
tomer. 

Sara: My customers range 
from 18 to 85 yrs of age, 
mostly females.   Average 
customer probably is 40 
– 65.  So I have to carry 
a large range of sizes and 
fits.

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

Sara: My location, being 
a border city,   has   many 
cross border shoppers.     
On line shopping, and the 
unstable economy plays a 
large role in my sales.

retail profile: your finest things lingerie
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Ted: Please describe your 
store for our readers?

Hilton Flax:  In the be-
ginning I started sell-
ing fetish art. I did not 
have a store, and would 
vend at shows. Many of 
my friends made leather 
and insisted I take their 
products to the shows 
on consignment. I would 
have 2 booths, one for art 
and one for leather. The 
leather products always 
sold, but never the art. 
I finally gave up the art 
and began selling leath-
er products. I lived in a 
large mixed use loft in 
Chelsea NYC. I started 
selling Fetish clothes, 
BDSM toys and sex toys 
by appointment out of 
my loft. I would often 
go to my Post Office on 
18th street and one day 
a small store was for rent 
on 16th street. It was 
about 300 sq. feet. It was 
March 10th and I signed 
the lease and sent out a 
mailing (no email at that 
time) for my grand open-
ing April 1st. I was com-
mitted. So April 1st 1992 
my first store opened to 
the public. Many people 
sent me flowers, I put 

them in the window and 
of course many locals 
stopped in thinking a 
florist had opened. Sur-
prise, surprise when they 
saw it was a fetish store. 
After four years, a small 
one bedroom apt behind 
the store became avail-
able and I added that to 
the store. My first big 
expansion!  I then added 
more products includ-
ing corsets, boots, shoes, 
books, magazines and 
of course expanded the 
clothing and BDSM sex 
toys.   Later on I again 
needed to expand and 
in Sept 2001 I was for-
tunate to buy DV8 a 
mens leather boutique 
in Chelsea. I also was 
able to move into their 
retail space which was 
many times larger than 
my store on 16th Street.   
I now also have a work-
shop where I make a lot 
of leather items, cuffs, 
collars, harnesses. We 
carry men’s and women’s 
leather, latex and PVC 
clothing, many corsets, 
boots, shoes, toys, books, 
magazines.

Ted: What makes your 
store special?

Hilton: We are very dis-
creet, never talk about 
our customers no matter 
how famous or infamous 
they are.  We are located 
in a safe, easy to get to 
neighborhood. Lots of 
trains, busses and cabs all 
nearby.
We are a short walk 
to the Empire State 
building, Penn Station 
and  Greenwich Village. 
Our neighborhood has 

lots of fine restaurants. 
All of our staff are all very 
knowledgeable about the 
products we sell, and we 
make our customers feel 
very welcome. We want 
our customers to feel at 
home. We also have a 
comfortable front foyer 
where you can chill.

Ted: What do you look 
for in a brand?

Hilton: Quality is very 
important and so is pric-
ing. With clothing we 
always want to carry up 
to 3x or 4x. So we like 
brands that make larger 
sizes. With boots and 
shoes we like to carry 
up to size 14 sometimes 
we even have sizes to 
16. Probably half of our 
high heels are sold to 

men. Some of the more 
popular brands that we 
carry are: Latex clothing: 
Klawtex, Polymorphe. 
Fetish Clothing: Patrice 
Catanzaro, Lip Service, 
Noir Handmade, Gregg 
Homme. Shoes and 
boots we carry Pleaser 
and Karos Shoes. We 
carry Leg Avenue, Allure 
and Coquette. We also 
get sex toys from dis-
tributors including: Wil-
liams Trading, Sex Toy 
Distributing, Entrenue, 
Eldorado and East Coast 
News.  We have a local 
guy who makes most of 
our leather toys, plus I 
make a lot of stuff. For 
fun, I buy plush teddy 
bears and outfit them 
with collars, cuffs and 
harnesses that I make.
We have lots of local 

retail profile: purple passion nyc
Q&A with Hilton Flax, president
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crafts people who make 
products for us, includ-
ing someone who only 
makes sized opera gloves 
in leather, PVC and 
spandex.  We are now ex-
panding our lingerie line 
to include Forplay.

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

Hilton: We are located in 
Manhattan so we have 
a very mixed clientele. 
Straight and LGBTQ, 
locals and tourists. We 
are a destination store 
for tourists and they al-
ways tell us that there is 
no store like ours back 
home. Many times peo-
ple see stuff on the Web 
and then want that sex 
toy or leather toy they 
saw. Our store man-
ager, Lolita Wolf, and I 
are constantly reviewing 
toys, researching prod-
ucts. Distributors are 
also a good source for 
new products. We read 
the trade papers to see 
trends and of course we 
learn from our customers 

to see what they want. 
Currently latex clothing 
is getting more popular 
plus we sell a lot of exotic 
masks. Steel-boned cor-
sets are also very popular 
and we have over 400 in 
stock.

Ted: Describe your price 
points and size ranges.

Hilton: We are very fo-
cused on sizes. We don’t 
like the one size fits all 
clothing as that is re-
ally not true for most 
people. We like clothing 
sized X-small thru 4x. 
We have a huge selec-
tion of corsets sized 18” 
to 48.” We have a broad 
customer base and their 
sizes really do cover that 
whole spectrum. We like 
to have most price points 
covered both in clothing 
and in toys. So if you’re 
looking for a sex toy or a 
mask for $10 or $300 we 
try to have that.

Ted: What is your typical 
or average customer size? 

Hilton: I wish there was 

a typical average size. We 
get very small people siz-
es X-small and then we 
get larger people size 3X 
or even larger. They are 
always so happy when 
they see we not only have 
clothes, corsets, to fit 
them but they also have 
a choice.

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

Hilton: Some days the 
average could be $30; 
other days $200 or more.
We don’t really have an 
average. I wish we did 
but it’s very variable. 
Some days it’s cold and 
everyone is buying cloth-
ing; some days when it’s 
hot, all they want is a 
cheap vibrator.

Ted: Describe your cus-
tomer. 

Hilton: We have all ages 
and genders. Straight, 
gay, lesbian, queer and 
trans. Single people and 
couples.   Many of our 
customers are visiting a 

sex shop for the first time 
and are always pleasantly 
surprised at how wel-
come we make them feel 
and how “normal/natu-
ral” it feels to talk about 
their intimate needs. We 
also cater to the hard core 
fetishist.

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

Hilton: Over the years I 
have noticed how people 
are more knowledgeable 
with regards to sex prod-
ucts. With the advent of 
the Internet, people can 
quickly and easily learn 
and research about prod-
ucts. We also give work-
shops to help customers 
better explore their sexu-
ality. Out workshops are 
focused on Fetish and 
BDSM topics. We en-
courage people to play, 
but to always keep safety 
in mind. Fifty Shades 
of Grey also brought in 
many new customers. I 
always remind people 
that we all started some-
where. So if 50 Shades 
is their starting point, so 
be it. We are very care-
ful to explain how the 
products work, try find-
ing out the customers’ 
needs and what would 
best suit them. My staff 
does not work on com-
mission so we don’t push 
products unnecessarily.   
We are always honest 
when helping customers 
choose clothing, toys. etc 
. My best source for ad-
vertising is our customer. 
If they are happy, they 
will tell their friends, etc 
and this is why I believe 
we have been in business 
over 24 years in New 
York City. Finally, one 
last thing, I really enjoy 
going to work.  I love the 
fashion, the toys and the 
customer interaction. 

B
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Ted: Please describe your 
store for our readers?

Alyssia Hylton  As an 
NSU Alumni we wanted 
to be close to North-
eastern State University 
on the booming North 
End of Tahlequah as 
well as within walking 
distance to great places 
to eat so when this lo-
cation became avail-
able we couldn’t resist! 
The exterior of the store 
has beautiful original 
wooden details and after 
a complete renovation 
of the interior we ended 
up with a final product 
that is warm and invit-

ing. We carry extremely 
comfortable Mavi jeans, 
Wood underwear, shirts 
of all styles, Bedstu shoes, 
Martin Dingman belts...
anything to make a man 
in Tahlequah the best 
dressed in any room.

Ted: What makes your 
store special?

Alyssia: We are the 
ONLY men’s clothing 
store in Tahlequah, OK 
and we concentrate on 
comfort just as much as 
style so every single brand 
feels awesome. Guys can 
get just about everything 
they need in one place. 

Boulevard is also owned 
by a female which puts 
a unique perspective on 
how we dress men.

Ted: What do you look 
for in a men’s brand?

Alyssia: One of the brands 
that really stands out for 
us is Wood Underwear 
because of the comfort, 
moisture wicking proper-
ties and amazing custom-
er service. They also offer 
a variety of colors and 
sizes so everyone is hap-
py. We recently expanded 
to their shirt and lounge 
wear lines 
which have 
done outstand-
ing as well!  
Swimwear is a 
new item for 
us and South-
ern Marsh has 
been keeping 
us stocked with 
the most hand-
some colors 
and patterns. 
I really like 
swimwear that 
can double as shorts for 
the versatility and con-
venience. Washed red 
and seersucker have been 
our top sellers so far and 
we have only just begun! 
We can’t seem to keep 
our Mavi Jeans imported 
from Turkey in stock ei-
ther.  Guys aren’t used 
to having a jean that you 
can wash any way you 
please while also feeling 
comparable to sweat-
pants. They stretch and 
we absolutely love them. 
Great shoes are always 
important and BedStu 
has created the most 
comfortable, handmade 

shoes with naturally 
tanned leather that is not 
covered in synthetic coat-
ings. Guys have become 
very expressive with their 
sock fashion and Sock it 
to me Inc. carries such a 
huge line of crazy, funky, 
cool socks that it will take 
forever to stock them all 
but that is our goal!  One 
of our new brands that 
we just brought into the 
store is Two Guys Bow-
ties out of Tulsa, Okla-
homa.  Their wooden 
bowties are handmade 
and crafted from their 
home and shipped indi-

vidually to us.  They also 
make outstanding beard 
oil and tiny beard combs 
that keeps our customers 
coming back for more.  
All of our brands keep us 
very happy.  They seem to 
keep us at the top of their 
priority list which makes 
us feel even better and we 
always look forward to 
meeting with them re-
garding reorders.

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

Alyssia: Guys are really 
making an attempt to 

retail profile: boulevard
Q&A with Alyssia Hylton, owner
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dress up while remain-
ing comfortable and we 
are so excited to be the 
place they turn to. We try 
to carry a variety so that 
not everyone looks the 
same in a small town. We 
also try to be original, so 
we teamed up with Nova 
Screen Printing to pro-
duce several original de-
signs that are all printed 
on the softest triblend 
shirts. We are selling 
them faster than we can 
come up with new ideas! 
Natural skincare prod-
ucts and beard care is be-
coming more of a priority 
for men as well. We have 
over 20 different prod-
ucts to choose from with 
companies like Grave 
Before Shave, Bulldog 
Skincare and EveryMan 
Jack. 

Ted: Describe your price 
points and size ranges.

Alyssia: We purposefully 
have a wide range of price 
points and sizes so that 
we can cater to just about 
anyone. Not being able to 
shop somewhere because 
of financial limitations 
or size restrictions is not 
something we like for our 

clients to encounter.

Ted: What is your typical 
or average customer size? 

Alyssia: We always run 
out of mediums first as 
well as 32-34 waist size 
in pants but as we have 
been stocking more 2xl 
shirts and waist sizes up 
to a 42 our order process 
is tilting towards more 
athletic builds. The great 
thing is that if we don’t 
have your size we will 
special order it for you at 
no extra cost.

Ted: What does your av-

erage customer spend per 
visit to your store? 

Alyssia: Since we have 
such a wide variety of 
prices the average cus-
tomer spends anywhere 
between $15-$150. We 
have prices to fit any 
budget whether you are 
buying a small gift to let 
someone know you were 
thinking of them or an 
entire new wardrobe.

Ted: Describe your cus-
tomer. 

Alyssia: We have such 
a diverse customer base 

that we thought would 
be mostly men but it has 
surprised us how many 
women shop here for 
their significant others 
and for themselves! With 
Northeastern State Uni-
versity just up the street 
we get the privilege of 
dressing our college guys 
and professors who have 
really liked the southern 
and casual styles such 
as Southern Marsh and 
Rowdy Gentlemen. 

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

Alyssia:  The support of 
our local community has 
been overwhelming and 
is the best thing any busi-
ness owner could ever ask 
for. Trying something 
new like a certain prod-
uct or a different form of 
advertising is always a lit-
tle scary but if you just go 
with your gut and do it 
regardless of what others 
are doing, it really pays 
off. Social media has also 
had a very big impact and 
is the best way for us to 
reach our clients. It seems 
the better we become at 
it the more results we see 
and we can keep in touch 
with our clients to see 
what’s trending. B
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