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vs, pink may stores sales down 2%
Victoria’s Secret and Pink May comparable store sales in North 
America fell by 2%. When combined with those stores’ direct busi-
ness the May decline was only 1%.

The drop last month follows a decline in April of 3% for Victoria’s 
Secret and Pink stores in North America, and flat store sales in 
March.

For parent company L Brands, which also includes Bath & Body 
Works, La Senza and Henri Bendel among other segments, “net 
sales increased 2% to $816.6 million for the four weeks ended May 28, 
2016, compared to net sales of $799.1 million for the four weeks 
ended May 30, 2015. Comparable sales for the four weeks ended 
May 28, 2016, were flat.”

L Brands also “reported net sales of $3.430 billion for the 17 weeks 
ended May 28, 2016, an increase of 4% compared to net sales of $3.311 
billion for the 17 weeks ended 
May 30, 2015. Comparable 
sales for the 17 weeks ended 
May 28, 2016, increased 2%.

In comments explaining the 
May Victoria’s Secret and Pink 
store results, Amie Preston, 
chief investor relations, noted 
“Strength in the Pink business 
was offset by declines in beauty 
and core lingerie bras.”

She added, “The May mer-
chandise margin rate was 
down significantly to last year 
primarily driven by a decline in 
beauty as we continue to repo-
sition this category and by the 
impact of exiting non-core busi-
nesses. May began with our 
new Dream Angels collection 
and Pink floral lace halter bra. 
May mid-month we transitioned into the T-shirt bra which will 
continue until the start of semi-annual sale.”

Speaking about L Brands as a whole, Preston declared, “we expect 
June comps to be up low single digit, which includes positive impact 
from the shift of the Sunday and Monday of Memorial Day weekend 
into June.”

naked sales rise, canadian business vanishes
Sales at Naked Brand Group rose 72.6% in the first quarter, but 
losses also rose by 40.3%.

Meanwhile, the company revealed a sudden disappearance in the 
last quarter of almost all of its Canadian sales, a troubling sign for a 
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company that was founded in Canada, and 
where 21.5% of its business originated during 
its fiscal year ended January 31, 2016.

Overall, for the three months ended April 
30, Naked reported a loss of $2.54 million on 
sales of $447,627 compared to a loss of $1.81 
million on sales of $259,366 during the same 
period the year before. “As of April 30 2016, 
the company had not yet achieved profitable 
operations, had incurred a net loss of 
$2,540,095 and had an accumulated deficit 
of $48,921,175 and expects to incur signifi-
cant further losses in the development of its 
business,” Naked stated in its quarterly fil-
ing.

Naked, which was incorporated in Canada 
in 2009, reported sales in that country of just 
$2,029 in the quarter ended January 31, 2016, 
less than 0.5% of its total for the three 
months. In the first quarter last year, Naked’s 
Canadian sales were $80,290 or 31.0% of its 
total.

In its filing Naked did not explain the 

evaporation of its Canadian business, but in 
its last two financial filings with the SEC (its 
annual report for last year and the most 
recent quarterly filing), the company no lon-
ger lists Hudson Bay and Holt Refrew (two 
large Canadian retailers) among the exam-
ples of prominent customers.

If the loss of its Canadian business turns 
out to be more than temporary, it would 
represent a significant setback for the firm. 
Naked reported Canadian sales of $213,443 
in its fiscal year ended January 31, 2015 (or 
38.3% of its total annual sales of $557,212) and 
$299,390 (or 21.5% of its annual sales of 
$1,389,414) for the full year ended January 31, 
2016.

In response to questions about the sales 
decline emailed by BODY to Naked presi-
dent Joel Primus, he answered, “We are 
always focused on customer satisfaction and 
are unable to provide the level of customer 
service we strive for until we open a ware-
house in Canada. This is a temporary situa-
tion and do expect to return to our Canada 
[customers]. The product is still available 
online in Canada through our retail partners 

such as Nordstrom, Hudson Bay, Amazon 
and Bare Necessities. We greatly value the 
patience our Canadian customers have 
shown during this transition.”

In its SEC filing, Naked reported that in 
the first quarter, overall “Net sales increased 
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significantly primarily as a result of our first 
shipments of women’s sleepwear, lounge-
wear and intimate apparel collections to 
select department store and specialty store 
accounts. Certain of these products were 
available direct to consumer through our 
ecommerce store (www.wearnaked.com) 
starting in August 2015 which sales increased 
by 250% to $105,000 from $30,000 in the 
quarter ended April 30, 2015. Also, we initi-
ated wholesale deliveries, including our first 
groups of women’s bras and underwear, 
starting in February 2016. Sales of our wom-
en’s products at new accounts such as 
Bloomingdale’s and Dillard’s stores have 
been strong. As a result, we have already 
received purchase orders and planning indi-
cations from these stores for additional 
inventory and styles and expect to expand 
our store footprint with these accounts dur-
ing 2016.”

The company also reported, “Sales of our 
men’s products continued to constitute the 
majority of our wholesale and ecommerce 
revenues. During the quarter ended April 
30, 2016, men’s products constituted 55% of 
total sales. While we expect sales of our 
women’s products to grow more rapidly 
than sales of our men’s products, we believe 
several factors will contribute to the ongoing 
expansion of our men’s business: 1) the 
reduction of suggested retail prices for our 
core men’s underwear products which we 
completed in May 2016; 2) the launch of the 
Wade x Naked collection expected in the 
Fall of 2016; and 3) the introduction of new 
underwear and loungewear products for 
men, including the recent launch of products 
such as Naked Shield™ and a Peruvian pima 
cotton loungewear collection. During the 
period, we also sold off some overstock of 
men’s inventory through new off sales chan-
nels. We also received a $250,000 purchase 
order in May 2016 for a product test of a 
single style of men’s underwear from major 
retail store chain. This order is expected to 
ship in August 2016 and, if the test is success-

ful, we believe this will represent a signifi-
cant opportunity for sales growth.”

some not exhibiting at ils
An important group of 10 intimates compa-
nies will not be exhibiting at the September 
International Lingerie Show (ILS), includ-
ing Dreamgirl, Coquette, Escanté, Mapalé 
(formerly Espiral), Fantasy, Elegant 
Moments, Hoss, Allure, Roma Costume 
and J. Valentine.

BODY confirmed the intention to not 
attend directly with the owners or executives 
of these firms, and in one case, Fantasy, the 
ILS itself.

Other key firms have confirmed to BODY 
that, as of June 8, they will be exhibiting at 
the show (September 12-14, at the Rio Hotel 
in Las Vegas). These include Music Legs, 
Oh La La Cheri, Julie France, Leg Avenue, 
Shirley of Hollywood, Magic Silk, Felina/
Jezebel, Carrie Amber/Seven ‘til Midnight 
and Electric Lingerie. In addition, ILS man-
agement provided a list of 132 brands in early 
June (including the names listed above), that 
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it claimed will be exhibiting.
The decision by some companies not to exhibit at the September 

show began to gel at a breakfast meeting held during the last ILS 
show on Tuesday, April 5th at which about 25 exhibiting brands 
were represented, according to many of those who were there. A key 
proposal at the meeting, organized with the help of Eric Ehrens, 
formerly the president of sales and major account sales representative 
at Dreamgirl and now a sales representative for that organization 
among others, was to discuss the creation of a new trade organiza-
tion, The Lingerie Industry Association (LIA).

A second item on the agenda was a discussion of the ILS. Several 
wholesalers at the meeting shared complaints, in particular about the 
September edition. The most urgent problems cited were claims 
about a lack of customers and poor order-writing.

Ehrens, who is taking the lead in organizing the LIA, told BODY 
that “the purpose of the organization is to put unity into the industry, 
not to kill the show.” He added that he has been acting as a central 
clearing house of information for wholesalers about the September 
show and he provided BODY lists of those brands that are planning 
to attend, not planning to attend, as well as those brands that are 
undecided. He emphasized that he wanted the LIA to include not 
only those not attending, but also those attending.

Ehrens said he is urging as many lingerie makers as possible to “join 
LIA no matter what,” and that the various needs of the future mem-
bers were his first concern. He concluded that his goal was to “unify 
the industry.”

The sales executive said he expects to incorporate the LIA in the 
next few days and will then be applying for tax exempt status. He 
expects to draw initial membership for the 25 companies who attend-
ed the breakfast in Las Vegas.

During the latter part of April and the month of May, it is clear 
from discussions with executives at the various brands involved that 
some who had already decided not to attend the September ILS, 
called other colleagues in the industry and made their intentions 
known. As Ehrens noted, “If the vendors want to influence one 
another...”

The situation is fluid, with more announcements expected in the 
coming days. One important exhibitor, René Rofé, who has taken a 
large booth at the ILS in the Miranda room for several years, wrote 
BODY on June 8, “We are undecided about the September show.” 
Pedram Labib, the CEO at Be Wicked wrote BODY, “We still do 
not know.”

In a response to a letter from Ehrens, sent to various wholesalers, 
outlining the positions taken by various brands in regards to the 
September ILS, show owner Jeff Yunis, and executives Michael 
Moreira and John Pace emailed a letter to exhibitors and buyers 
explaining, “a letter 
has gone out telling 
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the press and some exhibitors that a small 
number of exhibitors has decided to forgo 
attending the Sept. ILS show. In doing 
this, they have not only given up their prime 
booth locations, but perhaps the possibility 
of rejoining ILS when we move to our new 
location in April. (Negotiations are now in 
progress).”

The trio added, “What does this mean for 

you? It means MORE BUSINESS FOR 
YOU!!! Hundreds and hundreds of buyers 
will still be coming to ILS. They will still be 
spending open-to-buys. Without some 
names they used to see, they will now spend 
those dollars with the companies who are at 
the show.”

“This is not life or death for ILS. It just 
presents us with a great new opportunity to 
grow the show in a new location and direc-
tion. We are going to make September a 
great show (for you). Help us do it.”

Yunis told BODY that he plans to move 
exhibitors from the Miranda room (the 
smaller room on the side where such brands 
as René Rofé and Leg Avenue and others 
have been located previously) all into the 
main room in September. He added that he 
and his team will be designing a new booth 
layout in the next few days.

Looking ahead to next March or April 
2017, the ILS has already suggested it 
might be moving to a new location. In addi-
tion it has been hinted that certain lingerie 
brands might seek alternative exhibition 
options next spring. But none of these plans 
are definite yet.

ils moving to new hotel
The International Lingerie Show (ILS) is 
moving its next spring show to a new hotel, 
and it has also changed the dates from late 
March to April 3-5, 2017. The name of the 
new hotel has not been officially announced.

Since the beginning of the millennium 
(including the upcoming exhibition 
September 12-14, 2016) the event has been at 
the Rio Hotel.

Meanwhile, the new layout for the upcom-
ing September show is beginning to take 
shape, but the final locations of many of the 
exhibitors had not been confirmed as we 
went to press.

Speaking about the spring 2017 event, 
ILS owner Jeff Yunis told BODY he is 
“hoping to hold off” revealing the new hotel 
location until September. “The floor plan 
will be similar to what we have. There will 
be a main aisle,” he said, and exhibitors will, 
in general, have the “same neighbors” and 
be located in the “same vicinity” within the 

12 JULY 2016  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

(Continued on page 13)

Are You receiving
BODY NEWS ALERTS?

Important news affecting
your business can happen
any time. BODY will send
you a free News Alert to
help keep you informed.
Make sure your server is 
not blocking your alerts! 

Send your email address to 
ted@bodymagazine.us

And make sure to include
bodynewsalert@bodymagazine.us

as one of your trusted
email addresses!

(Continued from page 11)

news



show space as they were at the Rio.
Yunis noted that the new hotel has “lots of 

restaurants, a 24 hour coffee shop and a great 
casino.” Hotel rooms at the new location are 
”nice” and “comparable” to those at the Rio, 
and he added that the “exhibitor space is 
closer to the hotel rooms than at the Rio.”

Booth space in April will have “two price 
structures.” For those exhibitors who will be 
at the ILS this September, Yunis plans to 
“hold prices close” to what they have been at 
the Rio. “For those who dropped out we will 
not be so kind,” he continued, referring to the 
ten firms that announced they were not 
exhibiting at the upcoming September show.

All exhibitors in September will be located 
in the one, main, Pavilion exhibition hall. 
Firms that were previously located in the 
smaller, Miranda room (including Leg 
Avenue and René Rofé) will be moved over. 
Companies such as Fashion Forms, Oh La 
La Cheri and Shirley of Hollywood are 
expected to remain on the main, central aisle 
of the show, in the same locations as before. 
Missing from the central aisle (and from the 
show altogether) will be such brands as 
Dreamgirl, Fantasy, Mapalé, Roma, 
Escanté, Allure, Coquette and Elegant 
Moments.

Sources told BODY that the companies 
that might move up to replace them on the 
central aisle include Felina, Be Wicked, Leg 
Avenue, Daisy Corset, X-Gen, Golyta and 
Starline. But these source, as well as at show 
management, could not confirm the exact 
layout of the main aisle as we went to press.

The show did provide a list of all the 
brands, in alphabetical order, that it expects 
as exhibitors in September. These include: 
A & R Naturelles - Eye Of Love, 
AdultShopping.com, Ajous USA, Ana’s 
Creations, Andrew Christian, Aussie 
Cossie, AVN Media Network, Baci 
Lingerie, Be Wicked!, Beauty & Ah Bee, 
Blue Orchid Exoticwear, Body Language 
Fashions, Bodyshotz, Bonitaz Corsets, 
Chaza Fashions, Chica Rica Bikini, Choice 
Supply, Clean Light Laboratories, Cocksox, 

Crave, Curvy Kate, Daisy Corsets, DBH 
Creations, Definitions, Double Dare 
Makeup, Dr Joel Kaplan, Dynashape 
Intima, Eden Lubrricants, Eldorado, 
Electric Distro, Electric Styles, Ellie Shoes, 
Entrenue, EPI 24 USA, Erotic Chocolates, 
Eurotique, EXES Lingerie, Fashion Forms, 
Femme Funn, Fever, Fleshlight 
Distribution, Floodline, Forplay, Funk 
Plus, Funworld, G World Intimates, 
Glamory Hosiery, Golyta, Gregg Homme, 
H.O.T. Lingerie By Shirley, Highest Heel, 
The Diamond Collection, Hillcock 
Enterprises, Hot Girl, Icy Hot Lingerie, 
Impulse Novelties, International Intimates, 
It’s The BomBomb, J Templeton, Jack 
Adams Group, Jackie G-String, Je’Taime, 
Jezebel, Felina, Buffalo, JK Lingerie, JL 
Intimates, Julie France By Euroskins, Junk 
Underjeans, Justin Sayne Leather, K Marie 

Intimates, Karo’s Shoes, Kixies Thigh 
Highs, Kookie Int’l, Kum Klean, Leg 
Avenue, Love Material Girl, Magic Silk, 
Magie’s, Main Street Loungewear, 
Malebasics, Marco Marco, MD Science 
Lab, Modamerica, Moonlight Serenade, 
Music Legs, Mystery House, Nalpac, 
Nearly Me Technologies, Ningbo Le 
Monde Import & Export, NuBra/ Bragel 
International, Oh La La Cheri, Oh Yes 
Fashion, Pampour Couture, Papi 
Underwear Pastease Nipple Pasties, Patrice 
Catanzaro, PHS International, Piasaa 
USA, Pleaser USA, Plesur Body Products, 
Popsi Lingerie, Power House, Prodipp 
Aps, Rago Foundations, Revel Books : 
Erotica & Sexuality, Rockstar Wigs, Romeo 
Whispers, Saramax Apparel Group, Sassy 
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Bikini, Seven ‘til Midnight, Sex Symbol, 
Sexsation, Shiri Zinn, Shirley Of 
Hollywood, Shots America, Snatch Match, 
Starline, Stiletto Touch, Switchblade 
Stiletto, Terilyn K Bridal, Tia Lyn, 
Touch of Fur, Tyes By Tara, U.S. 
Jaclean, Uberlube, VANDR 
Sleepwear, Vibratex, Vx Intimates, 
Western Fashion, X- Gen, Xposed 
Skinz Bikinis.

curvenv to mandalay bay
Curvexpo is moving in August to the 
women’s section of Project at the 
Mandalay Bay Hotel convention cen-
ter in Las Vegas according to several 
exhibitors who have been promised 
booths at the upcoming show.

The move was confirmed publicly by 
show management in early June. For 
the last two shows, in August 2015 and 
February 2016, the events had been 
held in the Central Hall of the Las 
Vegas Convention Center. 

Curve, which first partnered with 
Magic for its Las Vegas events last 
August, had held its shows prior to that in 
convention rooms at the Venetian Hotel. 
The upcoming event focuses on “mode lin-
gerie and swim,” and a list provided by 
Curve last month, before the move was 
announced, included doz-
ens of brands in both cate-
gories.

Many of the Curve exhibi-
tors interviewed by BODY 
in recent days were enthusi-
astic about the new venue. 
Women’s Project is com-
posed, generally, of exhibi-
tors offering apparel of a 
higher price than offered at 
Magic at the Las Vegas 
Convention Center. Last August many 
yoga and “athleisure” apparel makers were 
moved from the Convention Center to the 
Mandalay Bay and seemed at recent shows, 

generally, to be happy with the change.
While Mandalay Bay may not, previously, 

have been thought of as an appropriate 
venue for underwear and swim, shows there 
are home to many brands with products in 
those categories. For example, in the wom-
en’s Project at recent shows, BODY has 

noticed such intimates firms as Hanky 
Panky, For Love & Lemons and Cosabella.

In February, at the Mandalay Bay, BODY 
also found many other intimate apparel, 
swim and men’s underwear exhibitors 

(some we included in a photo report in our 
April issue). For example, exhibiting in the 
Pool section of the hall, were such compa-
nies as Sock it to Me, with men’s and 
women’s underwear; La Vie en Orange, 

with women’s underwear; Knitty Kitty with 
underwear and swimwear; Pyknic with 
swimwear; and Hipster G with lingerie.

Clustered in a cul-de-sac in the men’s area 
of Project was a section devoted exclusively 
to about 20 men’s underwear brands, 
including Saxx, Andrew Christian, 

Timoteo, Go Softwear, Supawear, Marco 
Marco, F.L.Y. Underwear, Freedom 
Reigns, Junk Under Jeans and more.

The main hall of the Mandalay Bay is 
also home to many large apparel firms, 
several of which have sections of their 
booths devoted to intimates, lounge and 
underwear. For example, brands such as 
Calvin Klein, Lacoste, Buffalo, Psycho 
Bunny and several others.

The move to Project has already resulted 
in certain brands, which might not have 
done so, returning or reconfirming with 
Curve, according to a survey by BODY.

While other brands are expected to be 
added by the time of the show, the follow-
ing names were included on a list provide 
to BODY by Curve in mid-May before the 
move was confirmed: Affinitas, 24th & 
Ocean, Agua Bendita, Airavata, Ale by 
Alessandra Ambrosio, Allizon Elizabeth 
Swimwear, Amoressa, Anita, Antigel, 
Antinea, B. Tempted, Badgley Mischka 

swim, Barefoot Dream, Becca by Rebecca 
Virtue, Bedhead, Bikini Lab, Body Glove, 
Chambres Lingerie, Buffalo, Chantelle, 
Claudette, Commando, Cosabella, 
Dalcosta Beachwear, Dynashape, Eidon, 

Elomi, Eprise, Epure, Eucalan, 
Fantasie, Fashion Forms, 
Felina, Flakisima, Fleur’t, 
Freya, Goddess, Gottex, Green 
Dragon, GSaints Swimwear, 
Hauty, Hobie, Honey B, Huit, 
iCollection, Isabelle Rose, 
Janzen, Julie France, Kenneth 
Cole, La Blanca, Laundry, 
Lauren Ralph Lauren, Leonisa, 
Lise Charmel, Luccas Beach 
and Fun, Luli Fama, Lulita, 

Magicsuit, Makastia, Manik, Marlies 
Dekkers, Jag, Lou, Maxine of Hollywood, 
Miraclesuit swim, Montelle, 
Muchachomalo, Nanette Lepore, Ocean 
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Couture, Palmarosa, Miel, Nubra, 
Paramour, Parfait, Pia Rossini, Profile 
Blush, Pink Lotus, Reebok swim, 
Samantha Chang, Sex or War, Skye swim, 
South Beach swim, Rago, Reaction, Rosa 
Faia, Sperry, Tia Lyn, Trina Turk, Yummie 
by Heather Thomson and Wacoal.

fashion forms busses
Fashion Forms, the intimate apparel solu-
tions products expert, is running ads on 75 
New York City buses in the 
“trendy” and “shopping areas” of 
Manhattan during the month 
of June, according to Erika 
Defibaugh, an account execu-
tive at OUTFRONT media, 
who arranged the advertising.

Ann Deal, the owner of 
Fashion Forms, called the cam-
paign “amazing,” describing it 
as “the latest and greatest from 
Fashion Forms.” All the buses 
carry the same images of the 
company’s “backless, strapless” 
adhesive bra worn by a model.

The June campaign is Fashion 
Forms’ first such promotion on 
buses in New York according 
to Defibaugh. But she told 
BODY the company has run 
similar promotions earlier this 
year, inside subway stations at 
Herald Square, the 59th Street 
subway station near 
Bloomingdale’s, and a station 
near the meat packing district 
in lower Manhattan. Those 
programs featured placards on the walls as 
opposed to ads on subway cars.

Defibaugh can be reached as (212) 297-
6564.

soma: first quarter sales rise
Comparable store sales at Soma rose half a 
percent in the first quarter, while sales 
dropped 4.2% for parent company Chico’s 
FAS (which also includes the brands 

Chico’s and White House Black Market).
Meanwhile, the company reiterated plans 

to open more Soma stores this year.
In the quarter ended April 30, Soma 

reported sales of $79.3 million, compared to 
$77.2 million for the 13 weeks ended May 2, 
2015. Soma’s sales represented 12.3 of 
Chico’s overall sales in the most recent 
quarter, compared to 11.1% in the same quar-
ter last year.

Net income for Chico’s in the quarter 
dropped to $31.8 million on sales of $643.0 
million compared to earnings of $32.5 mil-
lion on sales of $697.8 million in the same 
quarter in 2015.

In the conference call to discuss the 
results, Todd Vogensen, EVP, CFO stat-
ed, “We will open approximately 15 to 20 
new stores which will be primarily Soma 
stores.” Between January 30 and April 30 of 
this year the company also revealed it has 
already opened three new Soma stores, rais-
ing the total to 272, and one new Soma 
outlet, raising the total to 19.

In the conference call, Shelley Broader, 
Chico’s president and CEO, who joined the 

firm just over six months ago, explained 
that “The launch of our Enticing Bra, with 
none of the push but all of the up, was a 
tremendous success. It was our highest 
volume bra launch ever. Soma’s overall 
comparable sales were impacted by the 
challenging traffic environment, but impor-
tantly the brand was able to leverage their 
maintained margin rate as a percentage of 
sales versus last year. Soma’s Elevated 
Creative featuring more sensual imagery in 
print and on TV helped drive more traffic to 
our stores compared to the overall mall. 
The campaign also drove traffic online, 
reinforcing our view that customers are 

buying online even without trying 
the product on in our stores.”

Also commenting on the future of 
online sales at Soma, EVF, CFO 
Vogensen noted, “it continues to be 
true, probably always be true that 
Soma very much lends itself to 
online selling. Soma is a natural 
reorder point for customers, and 
with our latest bra launch we are 
even seeing that we’ve had a very big 
uptick over the most recent periods 
in customers that are making even 
that first purchase online. So I 
would think Soma would have our 
deepest online penetration really as 
we go forward. It’s just the nature of 
that business.

The comments by the Soma exec-
utives serve as interesting counter-
points to one by Aerie’s global brand 
president late last year. While the 
lingerie division of American Eagle 
Outfitters is also building its online 
sales, Jen Foyle noted that “We 
know that 90% of our customers are 

acquired through brick and mortar stores.” 
Not from the web.

There is one major difference between the 
two brands: while Soma focuses on “women 
who are 35 years old and over,” (according 
to the last Chico’s annual report), American 
Eagle claims, on its website, that its “cus-
tomer is between 15 and 25 years old.” 
Perhaps Aerie customers have more time to 
shop in brick and mortar stores than their 
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moms.
In the Chico’s conference call, Broader 

concluded about Soma, “During the quar-
ter, once again bras, swim and sleepwear 
were our strongest categories. Our pipeline 
of new bra launches will continue through-
out the year, and we’re introducing a new 
bra this summer which will be followed by 
several more major launches.”

oh la la cheri trade site
Oh La La Cheri, the Miami-based lingerie 
firm, is in the midst of an ambitious revamp-
ing of both its internal business manage-
ment software as well as several aspects of 
the web platform that retail-
ers use to interact with the 
company.

“When we launch the new 
website and systems in July, 
we will be able to react 
much faster and efficiently to 
all of the needs of our cus-
tomers, the retailers, the 
buyers. They will get their 
deliveries faster, they will 
get answers from us faster,” 
declared owner Nicolas 
Attard. “Overall, these 
changes should allow us, as 
a company, to continue our 
double-digit annual 
growth.”

At the heart of the change 
is new enterprise resource planning (ERP) 
software for the company. It allows Oh La 
La Cheri to share “not only live inventory 
information with customers, but much more 
than that.” Using the new web interface, 
“buyers will be able to place orders and see 
all aspects of their accounts including the 
status of deliveries and payments.”

The new platform will “increase turn-
around speed and reduce mistakes, as well 
as make our company easier for buyers to 
work with.”

According to Attard, “we are planning to 

distribute a lot of mar-
keting offers on the web-
site” to buyers, and the 
new system will become 
an important and more 
efficient way of commu-
nicating all types of 
information with cus-
tomers.

The new website will 
be a “heavy duty media 
center” with which to 
provide stores catalogs, 
images and videos. Oh 
La La Cheri is re-
designing the presenta-
tion of the graphics and 
company image, “and we 
are completely re-writ-
ing the description of all 

t h e 
styles.”

To raise the company pro-
file in the market, “We have 
hired a marketing agency 
that is helping make us more 
visible on all the search 
engines. We are partnering 
with bloggers and raising 
our profile on social media. 
We are looking to make Oh 
La La 
Cheri a real 
b r a n d , ” 
continued 
Attard.

While the 
c o m p a n y 
had its ori-

gins in the sexier side of the 
market, its owner empha-
sized, the brand is now 
“penetrating the main-
stream market very strong-
ly,” which is accelerating its 
growth. Meanwhile, the 
sexy side of the business 
continues to expand. 
“These new marketing 
efforts will further increase our visibility to 
all consumers and retailers.”

This summer Oh La La Cheri will be 

showing at the Curvexpo 
shows in New York and at 
the Mandalay Bay 
Convention Center in Las 
Vegas, as well as at the 
International Lingerie Show 
in September.

wear ease t
Wear Ease has reported 
increasing success with its 
Compression T, style 915, 
designed for those who need 
to manage swelling in their 
torso caused by lymphedema, 
edema or surgery.

“This T is specifically 
designed to provide compres-
sion for the entire torso and 
additional coverage for the 
upper chest, underarm area 
and back,” according to a 

company spokesperson. “Previous garments 
designed for lymphedema are normally bras 
with straps and do not offer the additional 
coverage needed in areas where lymph fluid 
tends to accumulate.”

“When a person steps into this garment 
they feel immediate relief from discomfort 
caused by swelling.”

The Compression T is offered in ivory and 
black and in sizes S, M, 
L, XL (misses) and 1X, 
2X 3X (women’s). “This 
garment is made of a dou-
ble layer of strong fabric, 
80% nylon and 20% span-
dex, and is constructed so 
that there is no seam con-
tact on the inside or out-
side of the body. All 
seams are enveloped 
inside the layers of the 
fabric.”

The T wholesales for 
$45.00, with an MSRP 
of $90. “But most shops 
mark it up 2.25,” accord-
ing to the spokesperson.

The garments is currently sold at retailers 
such as “Pretty In Pink, Aggressive Health, 

(Continued from page 15) 
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Ted Vayos, BODY: Please 
tell us a little about your-
self and your ladies’s retail 
business.

Shonda Stitt, My Lingerie 
Boutique:  We located in 
the heart of Ottawa’s Vic-
torian Main Street.    We 
chose our location in Kan-
sas part due to the level 
of support we received 
from the Ottawa Main 
Street Association and the 
prime downtown store 
front location close to the 
main downtown eater-
ies.  For the last 19 years 

I’ve worked 
for the city 
of Ottawa 
as the ad-
ministrative 
manager of 
the Ottawa 
M u n i c i p a l 
Auditorium. 
We opened 
out Linge-
rie Boutique 

on May 27, 2016 so we 
are brand new.  We chose 
Ottawa because there 
was a great need for an 
intimate apparel store 
specializing in bra fitting 
in a wide variety of sizes 
in our area.    Our com-
munity ranges from farm 
rural to college students 
to mature professionals.  
We are adding new inven-
tory each week and our 
sizes range from xsmall 
to 4 Xlarge and 28C to 
52I.  We will continue to 
add larger band and cup 

sizes as we go along as our 
goal is to be able to fit any 
woman who comes into 
our store. 
 
Ted: What makes your 
store special?

Shonda: We are the only 
specialty boutique to offer 
bra fitting and large size 
intimate apparel in Ot-
tawa and Franklin Coun-
ty.  Our goal is to getting 
women into comfortable 
bras that actually fit their 
bodies.  

Ted: What do you look for 
in a brand?

Shonda: Comfort, proper 
fit and affordability.   Our 
most popular sellers have 
come from Montelle, 
Blush, Affinitias, Parfait, 
Jezebel, Paramour, Va 
Bien, and Anita.   We re-
ally like and stand behind 

all the brands we sell.  We 
really appreciate the rep-
resentatives that have 
taken time out of their 
busy schedules to talk 
to us about their brands 
such as Pamela Sands 
who I met at the Atlan-
taMart in April.    She’s 
been a wonderful source 
of information and en-
couragement.    Also the 
Anita company has been 
very nice and helpful.  As 
for brands that have been 
a disappointment none 
really as they each have 
something that we were 
looking for.  For example, 
Jezebel while their bra 
line doesn’t fit as well as 
we’d like we love that they 
offer larger sized bridal 
wear and so do our clients 
so while they might lack 
in one area they make up 
for it in other areas.   We 
recently brought Anita 
and Rosa Faia into the 

retail profile: my lingerie boutique
Q&A with Shonda Stitt, president
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store for non underwire 
and sports bras and are 
excited to offer them to 
our customer base since 
they’ve been asking when 
we’ll have these items 
in stock.    We have quite 
a way to go before we 
are fully stocked and are 
still looking at different 
companies for shapewear 
and hosiery.    Its taking 
some time but we would 
rather take time and find 
the right companies that 
fit with our store then to 
rush into something that 
we aren’t proud to sell.  

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

Shonda: Being in the 
Midwest and since its 
summer time the going 
tend is wearing the coolest 
clothing possible which of 
course includes intimate 
apparel.    Also we have a 
large number of women 
who for some reason or 
another do not wear un-
derwire garments so we 
have adding non-under-

wire along with sports 
bras.    T-Shirt bras are 
also a big hit along with 
the convertible strapless.  

Ted: Describe your price 
points and size ranges.

Shonda: Our price point 
is between $32.00 and 
$109.00 with the aver-
age being approximately 
$48.00.  We wanted to 
keep our price point on 
the lower to middle range 
since we are mainly a ru-
ral/farming community 
but have noticed that if 
a customer likes the fit, 
style and is comfort-
able they’ll spend a little 
more then they normally 
would.  Right now  we’re 
still growing out inven-
tory so 28C is our smallest 
size and our largest is 52I 
which is a sports bra.  Our 
plans are to keep increas-
ing the range in size but 
midsummer.

Ted: What is your typical 
or average customer size?

Shonda: Since we are so 

new we really don’t have 
an average size but if I was 
pressed to give you one I’d 
say 36C but we are getting 
in request for smaller sizes 
such as 32A and then also 
some larger sizes. 

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

Shonda: Our average cos-
tumer has spent $70.00 
per visit.  

Ted: Describe your cus-
tomer. 

Shonda: Our customers 
range from teens, profes-
sional women and retiree’s 
so its run the gamut of all 
ages.

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

Shonda: Although we are 
a small community we 
have numerous new busi-
nesses coming into our 
area and other business 
expanding especially in 
the downtown area.

B
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fund raiser, which was renamed the H.U.G. 
(Help Us Give) gala in 1998, honors well-
respected, high-profile companies and indi-
viduals.” Reach them at www.thehuga-
ward.org, by email at IASC@frontiernet.
net or by phone at (845) 758-5752.

Learn more about Rusk Rehabilitation at 
http://nyulangone.org/locations/rusk-reha-
bilitation.

hanes: evans replacing noll
HanesBrands will elevate Gerald Evans Jr. 
to CEO with current CEO and chairman 
Richard Noll assuming the new role of 
executive chairman, both moves effective 
October 1, 2016.

Evans was appointed to the company’s 
board of directors immediately prior to the 
announcement, expanding the Hanes 
board to 11 members.

The company noted that “Noll and Evans 
each have held leadership positions at 
Hanes spanning more than 30 years and 
have guided the company to become the 
world’s largest basic apparel company in the 
nearly 10 years since its 2006 spinoff into an 
independent publicly traded company.”

Said Noll, “The past decade has been a 
phenomenal journey, and I am very proud 
of the amazing accomplishments of our 
65,000 employees. This is the perfect time 
to transition our leadership.”

glamory thigh highs
In a world where pantyhose seem to domi-
nate, one company argues that thigh high 
stockings deserve to be worn any time.

Thigh highs “are a unique undergarment, 
because they straddle both the world of 
exotic lingerie and the world of practical 
hosiery,” wrote Timothy Gettler, of 
Glamory Hosiery, in a recent email to 
BODY. “Thigh highs have a reputation for 
being super sexy and for only being worn in 
the bedroom. The truth is thigh highs 
should be worn during your work day or at 
parties, casual get-togethers, on weekends 
and on hot dates!”

“Thigh highs are very comfortable, fitted, 

sanitary, playful and obviously very sexy. 
First of all,” continued the executive, “with 
thigh highs there are no uncomfortable 
waistbands that cut into your waistline. In 
addition, thigh highs will not flatten your 
curves under fitted skirts, dresses or pants. 
High quality thigh highs like Glamory 
Hosiery stockings give legs a flawless finish 
and a shapely look. You can show the welt 
(band), or you can keep it a secret. Bottom 

line: thigh highs provide you with a great 
opportunity to express your individual per-
sonality in a world of business professional 
personas. Reveal your sassy personality and 
confidence.”

All Glamory thigh highs are fitted with 
silicone bands designed to keep the stock-
ing up no matter what the activity.

For evening wear, “thigh highs are the 
perfect topper to any ensemble you can cre-
ate.” Suggest styles include:

The Deluxe20 which “scream excitement 
with their bi-color red and black lace top. 
They are also available in all black and 
champagne. The bi-color lace tops are 
exclusive to Glamory Hosiery. Pair them 
with sexy mini-skirt to show off your legs 
and a glimpse if you dare of the lace top.”

The glamorous Couture20 thigh highs 
“are all about vintage and perfect for a night 
out with your sweetie. These thigh highs 
have a very sexy back-seam topped with a 

floral 6” band. These are perfect to wear 
with a short skirt so everyone can see the full 
gorgeousness of your legs.”

The Mesh thigh highs create “a look of 
timeless elegance. With fishnets, you are 
allowing tiny glimpses of bare skin. If you 
are truly daring, you can wear these to work 
with a power suit and really show off your 
sexy side.”

“The Comfort20 is a mix a femininity and 
sexuality. With a luxurious wide lace top, 
they stay in place securely with reassuring 
comfort, and come in black, make-up, red 
and white.”

While there are people who might argue 
thigh highs are not appropriate for work, 
Gettler is emphatic. “You can wear thigh 
highs whenever and however you want. 
They are sexy and fun while also being pro-
fessional. It’s all in how you style them!” He 
continued, “Not only will your legs look 
amazing but you’ll feel secretly sexy as you 
go about your day.” Recommended styles 
for work include:

The Allure20 which “has a minimal lace 
top band perfect for that form fitting pencil 
skirt. With the double silicone on the band 
they will stay up all day long without trou-
ble.” 

The company recommends pairing this 
style “with a knee-length skirt and a nice 
sweater or jacket” adding that the combina-
tion provides a “professional look that hides 
your secret sexy side.” This style is available 
in five different color styles “black, white, 
and make-up as well as contrasting black 
top with make-up and white top with make-
up.”

The Micro60 thigh highs are “both luxuri-
ous and warm for cold winter days or when 
you just want a darker hose when you have 
to dress up. They are made of the finest 
Italian thread. They will keep your legs 
warm and looking super sexy. These come 
in black or make-up.”

“The Vital40 thigh high is perfect for the 
long days at your workplace. The Vital40 
are specifically engineered to energize your 
legs and keep your legs felling fresh and 
invigorated.”

Contact Glamory Hosiery at 800 452-0145 
or info@glamoryhosiery.com.
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Ted Vayos, BODY: Please 
describe your store for our 
readers?

Melissa Jones, Sexology 
Institute and Boutique: I 
had been in practice as a 
clinical sexologist since 2010 
in the medical center of San 
Antonio, Texas. About a 
year ago I had a vision for 
opening a comprehensive 
sexology institute that would 
provide consultative services, 
educational events, retail and 
art all under one roof. The 
Southtown district of San 
Antonio is the perfect place 
for the Sexology Institute. 
It’s a tourist hot spot in the 
center of the art district and 
just a short walk down from 
the Alamo. The front of our 
institute is a beautiful old 
brick building with a hip, 
warm feel. Then you pass into 
the back half of the institute 
which houses our education 
center. Throughout, you’ll 
find a variety of high-end 
sexual intimacy devices, 
educational materials, spa 
products, apparel, original 
artwork, and our display of 
sexological artifacts.
 
Ted: What makes your store 
special?

Melissa: We are more than 
a “sex toy store”—so much 
more. Unlike most toy stores, 
we don’t carry low-end items 
and cheap lingerie. Our 
intimacy devices are the 
top of the line. Everything 
we carry are the best-made 
items. Our corsets are hand-
made european imports. 
And we provide personalized 
service. We’re also unique 
in that we have a dedicated 
events center on site that has 
classes each week and can be 
used by groups of up to 50 
people.

Ted: What do you look for in 
a brand?

Melissa: In addition to 
intimate apparel, we carry 
expensive sex toys, spa 
products such as lubes 
and lotions, and original 
artwork. Our best selling 
apparel brands are InBloom, 
Burleska, Mystique, Daisy 
Corsets. The best thing that a 
brand can do is back-up their 
products and replace them if 
we discover a weakness. 

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

Melissa: In San Antonio 
it’s all about dealing with 
the heat, especially in the 
summer. Many of our 
customers have curves and 
are looking for larger sizes 
and are excited to show off 
their apparel.

Ted: Describe your price 
points and size ranges.

Melissa: We retail our 
apparel for $40 at the low 
end and $200 at the high 
end. Our size offerings span 

the traditional range, and we 
sell well the high-end items 
that are in the XL+ range.

Ted: What is your typical or 
average customer size? 

Melissa: Our average 
customer is medium to large, 
but we sell all along the 
spectrum.

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

Melissa: On average, 
customers spend over $100 
per visit to the Sexology 
Institute. 

Ted: Describe your customer. 
base 

Melissa: Our customers 
are 80-90% female. Of our 
female customers 80% are 
in the age range of 25-55. 
Most are well-to-do and 
adventuresome.

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

Melissa: Because of the 
nature of our business, the 
Sexology Institute is unique, 
not only in San Antonio, but 
also in the entire US. We 
have become a destination 
for traveler everywhere. The 
ongoing interest in exploring 
female sexuality and pleasure 
drives women to come see 
what we have to offer and 
learn how they can expand 
their sexual knowledge 
and experience. Our retail 
offerings are just one part 
of what makes the Sexology 
Institute so special. We 
have only been open for six 
month, and as we continue 
to learn and grow we are 
continually discovering how 
to tailor events, classes, and 
offerings for our clients, and 
we’re confident that we’ll 
continue to do so in the 
future.

retail profile: sexology institute and boutique

Q&A with Melissa Jones, sexologist & executive director
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2016
july 6-8

AABCP Mastectomy
Summit & Expo
Omni Park West, 
Dallas, TX
(800) 892-1683 
AABCP.org

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

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

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

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

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

july 19-20
Premiere Vision
Pier 94, New York, N.Y.  
646-351-1942
premierevision.com

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

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

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

july 31-aug. 2
  Accessorie Circuit

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

july 31-aug. 2
  Moda

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

july 31-aug. 2
  Fame

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

fameshows.com

july 31-aug. 2
  Intermezzo Collection

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

july 31-aug. 3
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 1-5
Intimate Apparel 
Market Week 

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

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

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

aug. 8-9
Swim Collective
Hyatt Regency 
Huntington Beach 

Resort, California
swimcollective.com

aug 10-11
INDX Show
Cranmore Park
Solihull, UK

aug. 11-12
Active Collective
Hyatt Regency 
Huntington Beach 
Resort, California
activecollective.com

aug. 10-13
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444

aug. 13-16
Off Price
Sands Expo &
Convention Center, 
Las Vegas, NV
(262) 782-1600

aug. 15-17
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

aug. 15-17
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 15-17
Project

Mandalay Bay
Las Vegas, NV
(877) 554-4834
magiconline.com

aug. 15-17
Pool Show
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 15-17
Stitch 
Sands Expo Hall
Las Vegas, Nev. 
(212)-686-4412
fameshows.com

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

aug. 15-18
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-682-3475
wwinshow.com

aug. 21-23
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.
com

aug. 28-31
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA

event & show dates 2016
calendar
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(781) 326-9223
neacshow.com

aug. 31- sept. 3
  CPM Body & Beach

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

sept. 8-10
   Surf Expo Show

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

sept. 8-11
National Bridal Market 
Merchandise Mart
Chicago, IL 
(312) 527-7750
nationalbridalmarket.com

sept. 12- 14
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(704) 662 8793
spectrade.com

sept. 13-15
Premiere Vision Paris
premierevision.com

sept. 18-20
  Coterie 

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

sept. 18-20
  Fame

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

sept. 18-20
  Moda

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

sept. 18-20
  Accessories the Show

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

sept. 18-20
  Stitch

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

sept. 22
  Interfiliere New York 

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

sept. 21-23
  Vow

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

sept. 21-23
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

oct. 8-10
New York Bridal 
Pier 94
New York, NY 
(312) 527-7750

newyorkbridal.com

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

oct. 16-19
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

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

oct. 22-25
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

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

oct. 26-29
Dallas Apparel Market 
Dallas Market Center
Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 31-nov. 4
Intimate Apparel 
Market Week

nov. 8-10
Maredimoda Cannes
Cannes, France
 +39 031 4128637
maredimoda.com/cannes

dec. 5-8
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

jan. tba
  Moda

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

jan. tba
  Fame

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

jan. tba
  Accessorie Circuit

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

jan. tba
  Intermezzo Collections

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

jan. 9-11
HK International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China

212-838-8688
TdcTrade.com

jan. 10-17
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. 16-19
HKTDC Hong Kong 
Fashion Week 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. tba
Active Collective
Hyatt Regency
Huntington Beach, CA
activecollective.com

jan. tba
Premiere Vision
Pier 92, New York, N.Y.  
646-351-1942
premierevision.com

jan. 14-17
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

jan. 21-23
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. tba
Stylemax Spring
Chicago, IL

Not responsible for errors. Please check dates with shows before making plans. Got an intimate apparel industry event, and want to let people know? Send us the information for consideration in an upcoming calendar. 
Please include a contact phone number, email and web address, if available.  Send all submissions ATTN: BODY Calendar, 2826 Stillwell Ave., Brooklyn, NY 11224. Or, email  Ted Vayos at Ted@bodymagazine.us.
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Ted Vayos: Please tell us about your 
lingerie store?
Erica Windle:  A Sophisticated 
Pair is a specialty lingerie boutique 
in Burlington, NC which offers 
customers a “Judgment Free” space 
in which to discuss all of their in-
timate apparel needs.  We warmly 
welcome everyone who visits our 
shop and take a personal interest 
in who they are and what makes 
them happy and confident so that 
we can find the perfect products 
and services for them.  We believe 
customers are first and foremost 
people, not some dollar amount 
added to our profit, and we treat 
everyone with kindness, compas-
sion, and respect.  In fact, our bou-
tique stemmed from my personal 
desire to find a store which not 
only offered a range of bra sizes 
in a wide assortment of colors and 
styles, but that also offered the 
kind of quality customer service 
I found lacking in my own bra 
shopping experiences. Bra shop-
ping for me was like it is for most 
of the people who have never en-
joyed a positive fitting experience:  
a painful activity to be avoided at 
all costs.  Eventually, I was fitted 
properly by a knowledgeable, kind 
sales person, and the experience 
left such an imprint on me that de-
spite being a computer program-
mer fresh out of grad school, I be-
gan researching not only bra fitting 
techniques but also the fundamen-
tals of owning a small retail busi-

ness. After two years of research, I 
contemplated opening a storefront 
and approached my aunt and fa-
ther with my ideas. Together, we 
created A Sophisticated Pair, and 
in July, we will celebrate five years 
of operation. Because our opening 
budget was minuscule, location se-
lection was difficult.  A space near 
the highway was ideal because our 
town is centered between several 
larger cities, and being easily acces-
sible meant we could be a destina-
tion location for people across the 
state.  Ultimately, we found a small 
shopping center with an affordable 
rent not far from a larger assem-
blage of chain stores like Belk’s, 
Dillard’s, and Barnes & Noble. 
In 2013, we moved to another 
unit in the shopping center previ-
ously rented by a bridal store. Their 
opening budget allowed them to 
add lovely built-in features to the 
space like crown molding, wood 
floors, and track lightning, all of 
which we inherited for the price of 
paint.  In our first location, we opt-
ed for darker teal walls with white 
and black accents for a sensual, ro-
mantic feel; however, our original 
color palette mirrored many of my 
initial product and style choices:  I 
was trying to fit into the mold cre-
ated by other stores and hoping to 
recreate their success.  When we 
relocated, I injected personality 
into the space, splashing a vibrant, 
tropical green across the walls and 
accenting with purple on the fit-
ting rooms.  Even on the rainiest 
days, the shop feels energetic and 
refreshing, and people instantly 
lighten up when they visit.  Our 
product assortment initially fo-
cused on bras as I knew we wanted 
a good selection of styles and sizes 
for fitting, but we have expanded 
to include basic underwear, shape-
wear, sleepwear, bra-sized lingerie, 
hosiery, and even bust-friendly 
clothing.

 
Ted: What makes your store spe-
cial?
Erica: Up until recently, I tried to 
imitate what other successful bou-
tiques did, or what I imagined they 
did based off their Ted interviews. 
Much like our paint color switch, 
I realized this was my business, 
and I had to do things my way. 
We break the rules, we trust our 
instincts, and we do what feels 
right even if others disagree.  We 
are always evolving and always lis-
tening, but we also know who we 
are and what makes our custom-
ers keep returning year after year.  
When I said earlier how I wanted 
to help people feel confident after 
a fitting, I was not limiting that to 
only people who visit our store.  I 
want to educate everyone, so I 
started our blog which not only re-
views products and offers fit advice 
but also discusses the backend of 
retail management and entrepre-
neurship.  We do care about oth-
ers and do want to help, even if we 
get nothing out of it.  That is what 
makes us special. 

Ted: What do you look for in a 
brand?
Erica: When I am evaluating a 
new brand, I utilize several crite-
ria to ensure they will be a good 
fit for the store.  First, the prod-
uct has to be good.  Since bras 
are our primary business, I have 
meticulous standards for evaluat-
ing the fit, and if my instinct tells 
me it won’t work, I trust it. While 
not necessarily a requirement, I 
prefer working with brands offer-
ing something unique or different, 
especially if the products fill gaps 
in our existing inventory.  For ex-
ample, our successful partnership 
with Polish brand Comexim arose 
because of the need for bras with 
narrow underwires and deep, pro-
jected cups.  Their generous altera-

tions policy and ability to custom-
ize pieces for a nominal fee allows 
us to bridge the gap between where 
the classic designs falls short and 
what the customer needs. When I 
am looking at new brands, I prefer 
flexibility with terms agreements 
and minimum opening points.  I 
have to balance my budget care-
fully, particularly if we are gam-
bling on something new, and the 
extra breathing room of having 30 
days to pay can impact my decision 
as much as the amount required to 
order.  Ideally, I also enjoy work-
ing with companies who are not 
competing with their retailers by 
selling direct to the consumer, and 
I loathe seeing any of the manu-
facturers we carry on flash sale 
sites like Zulily. Our store focuses 
on high quality products we can 
confidently recommend, and when 
customers see those same items 
discounted, especially steeply, they 
question whether our pricing is 
legitimate or inflated beyond the 
worth of the garment.  Any brand 
that causes me to lose the trust 
of a consumer will not last long 
in our shop.  Because I can never 
afford to attend tradeshows, I rely 
mostly on email and phone cor-
respondence for my buying plans, 
and I appreciate companies that 
send samples and schedule phone 
appointments to go through their 
lines.  My first and only time at 
Curves was exhilarating but over-
whelming, and the show felt like a 
whirlwind of pretty bras followed 
by “Do you want to write that or-
der now?”.  While I enjoyed every-
thing immensely, I found the qui-
eter, one-on-one time I had with 
sales reps later helped me to make 
the most informed decisions.  As 
far as brand disappointment, we 
have our share of ups and downs.  
However, Curvy Kate has prob-
ably been the worst offender for 
us.  We had non-stop issues with 

retail profile: a sophisticated pair
Q&A with Erica Windle, owner
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fulfillment during our first year as 
well as steep discounting.  A cus-
tomer could go to Bra Stop and 
find Curvy Kate bras at a few dol-
lars above the wholesale cost.  We 
found the brand attracted show-
rooming customers who wanted to 
try the bras in store only to pur-
chase online.  When I spoke with 
Steve Hudson at Curves, he vowed 
to correct the problem, but Curvy 
Kate is still discounted across the 
net.  I do not want to be a busi-
ness whose model is price-based 
competition as I would rather fo-
cus on the value of the services we 
offer customers.  A few months 
ago, I revisited their designs, but 
their marketing campaign has 
committed several social media 
blunders, such as questioning Ariel 
Winter’s breast reduction decision 
and plagiarizing Bras & Body Im-
age’s posts, that left me feeling like 
their new brand identity was not 
consistent with the kind of body 
positivity we promote in the shop. 
On the whole, we have been for-
tunate in our experiences. Pamela 
Sand quickly resolves any issue 
and is always available to answer 
questions, and Debbie Sesty of 
Wacoal provides the best product 
recommendations for the brand.  
We have a similarly good relation-
ship with Lauren Tyus of Natori, 
Jacquelyn Thompson of Panache, 
Lauren Bartley of Yummie Tum-
mie among many others.  In some 
cases, a quality sales person revived 
our relationship with a brand, in-
cluding Johanna Summerfield of 
Le Mystere and Jessica Haynes of 
Tutti Rouge. Both ladies listened 
to our concerns and provided 
excellent recommendations and 
timely shipping on orders to show 
much they value our relationship. 
In addition to the standard lingerie 
product categories, we also carry 
bust-friendly clothing, includ-
ing sharply tailored button-front 
shirts from Polish company Urkye 
and gorgeous dresses from Patri-
cia McCaw of Bolero Beachwear.  
Our primary customer base wears 

DD+ cup and often struggles to 
find clothing which fits.  As a re-
sult, we wanted to offer high qual-
ity, versatile pieces in the store to 
help them feel more confident in 
their clothes.  

Ted:  Describe the popular styles or 
trends in your store.
Erica:  Because we are in a south-
ern climate, clothing is thinner, and 
customers are always searching for 
the best t-shirt bras. They account 
for over 60% of our total sales in 
the store despite being a challeng-
ing garment to ensure a perfect fit. 
We are seeing an evolution of our 
existing customer, many of whom 
started with basic t-shirt bras but 
who warmed to something new 
and different. These bra savvy con-
sumers want unique colors, inter-
esting design details, and improved 
fits to complement their existing 
t-shirt bra wardrobe.  Finally, we 
also have a strong customer base 
of women of color who absolutely 
need flesh-tone alternatives for 
their bras.  Humans are created in 
a beautiful range of skin tones, but 
the lingerie market seems content 
with upholding the longstand-
ing black and beige (or worse yet, 
“nude”) pairing.  Consumers are 
craving bras available in more basic 
neutral colors in a range of styles 
rather than settling for something 
too light or too dark.

Ted: Describe your price points 
and size ranges.
Erica: We are in a middle class 
area and receive referrals from local 
chain stores like Soma, Lane Bry-
ant, and Catherine’s.  Depending 
on size, bra prices range from $32 
to $78 with an average cost of $58.  
For sizing, we can order anything 
from UK 28AA to 56J, including 
some UK K-L cups, but we focus 
in the store on 28-46 bands in UK 
B-K cups with each band size fea-
turing a cup size range reflective of 
our current sales figures. 

Ted: What is your typical or aver-

age customer size.  Have you no-
ticed any specific sizing changes 
from 2015 to 2016? 
Erica: Our best-selling sizes cen-
ter iOur best-selling sizes center 
in the UK 34-36 F-G range al-
though we experienced tremen-
dous growth in other areas. We 
can barely keep 40-46 bands and 
GG+ cups in stock lately, and 
our requests for smaller cup sizes 
across all the bands, particularly 
in wireless bras, has also grown. 
Finally, we have seen more women 
we cannot help because they need 
sizes higher than a UK K, and our 
manufacturers fall short in meet-
ing demand.  Consequently, I 
have been referring them to Polish 
manufacturer Ewa Michalak for 
custom pieces.

Ted: Do you like your point of sale 
system? What does your average 
customer spend per visit?
Erica: We use Quickbooks Point 
of Sale and are fairly happy with 
it.  I understand there will be limi-
tations on what can be realistically 
offered to customers, and I think 
QBPOS manages to provide an 
easy to use terminal with excellent 
built-in analysis programs, cus-
tomer loyalty tracking, and inven-
tory ordering.  I have contemplat-
ed switching to Shopify’s program 
as a way of integrating our online 
store and in-store sales together, 
but for now, QBPOS has been a 
good match for our store.  On av-
erage customers spend $140 in a 
visit to the shop but we often see 
customers picking up something 
new every few months, which 
helps maintain consistent sales 
across the year.

Ted: Describe your customer. 
Erica: Our customer base is any-
one who needs help finding the 
right support garments for his/her 
body and lifestyle.  We work with 
both men and women of all ages to 
overcome the challenges of finding 
a bra that fits. 

Ted: What has impacted your busi-
ness the most over the past year?
Erica:  In late 2014, I became seri-
ously ill and was hospitalized, and 
for the next six months, I faced an 
uphill battle to stay healthy and 
keep our doors open.  Without 
my physical presence, our shop 
cannot open, meaning long bouts 
of chronic illness are devastat-
ing physically, emotionally, and 
financially.  In February 2015, we 
opened a total of eleven days. The 
prolonged period of store closures 
and inconsistent hours torpedoed 
sales, and we considered whether 
A Sophisticated Pair had a viable 
future.  However, we persevered to 
overcome the obstacles before us 
and started this year fresh, deter-
mined, and ready to continue our 
goals.  The result has been a hearty 
growth rate and a growing cus-
tomer base, but chronic illness set 
the entire plan of the store back by 
over a year.  The experience taught 
me valuable lessons about putting 
yourself first and finding a balance 
between small business ownership 
and your life as a person.  I real-
ized the store cannot be all things 
to all people, and I came into this 
year with a solid plan on how to 
improve our buying decisions but 
also how to accept some custom-
ers may not find what they need at 
our store.  After all, my reasoning 
for starting the store came from a 
place of wanting to help, and I al-
lowed myself to be swept up in the 
need to satisfy every customer de-
mand that came my way.  To fail 
was devastating, but to please ev-
eryone was crippling us with dead 
inventory that could have been 
allocated to the sizes and styles 
which are the most successful.  I 
learned the longer we have been 
open that there is a difference be-
tween an idealistic business model 
and a sustainable business model.  
Finding the right balance between 
aiding customers and keeping the 
doors open is something I continue 
to strive for every day.
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sales, income up at pvh
Sales and income rose dramatically at PVH 
Corp. in its first fiscal quarter of 2015. The 
company is parent to such brands ad Calvin 
Klein and Tommy Hilfiger and four years 
ago purchased Warnaco.

In the thirteen weeks ended May 1, 2016 
PVH earned $231.6 million on sales of $1.918 
billion compared to $114.1 million on sales of 
$1.879 billion in the same quarter last year.

“We are very pleased with our first-quarter 
results which exceeded our 
expectations despite the chal-
lenging global environment 
and the difficult retail market in 
the US,” declared Emanuel 
Chirico, chairman and CEO, at 
the start of the conference call 
to discuss the results. “Overall 
we had a terrific quarter with 
revenues increasing 3% on a 
constant currency basis while 
earnings per share grew 33% 
on a constant currency basis.”

He added, “The momentum 
in the quarter was primarily led 
by the strength of our Calvin 
Klein and Tommy Hilfiger 
international businesses. Our 
European and China businesses 
continued to be our healthiest 
markets while Hong Kong and 
Brazil are under pressure. From 
a macro perspective, the U.S. 
market continues to be the most 
difficult and volatile market we 
operate in. Despite that, our 
U.S. wholesale businesses are 
running ahead of plan and the 
prior year actual results. However, our US 
retail businesses are seeing weaker traffic and 
higher promotional trends.”

Speaking about his North American Hilfiger 
business, Chirico complained, “our US retail 
business continues to be under pressure driv-
en by the weakness in traffic and consumer 
spending. Comp store sales declined 10% in 
the first quarter and we have not seen any 
improvement in second-quarter sales trends 
and we are not forecasting for this trend to 
improve for the balance of the year.”

Turning to the company’s Calvin Klein retail 
business he added, “the U.S. remains chal-

lenging with international tourist traffic and 
spending under the same pressure as we are 
seeing in our Hilfiger U.S. business. Retail 
comp trends continued to decelerate into May 
and we are not planning for this sales trend to 
improve for the balance of the year.”

In response to a question about average unit 
retail prices (AUR), Chirico explained, “The 
underwear business is very strong on the 
women’s side. Men’s has always been a high 
AUR so clearly we are not seeing 25% 
increases in men’s AUR because we were the 
highest AUR in the category to begin with. 
But it is very healthy and holding together.”

The PVH executive is optimistic about the 
growth of his underwear business. “The 
underwear business, how big can it be? The 
growth opportunity is women’s. Women’s 
overall for us is about 40% of our underwear 
business. The women’s market is five times 
the size of the men’s market so clearly there 
is a huge opportunity for us in women’s here 
in North America. In men’s, the opportunity 
here in North America continues to be the 
channel diversification that is somewhat 
going on. Calvin Klein is a department store 
brand from Nordstrom’s to Macy’s. Those are 

our key large accounts, Bloomingdale’s.”
“As you think about it with the growth of 

pure plays, it is opening us up to a newer 
consumer and we are capturing that market 
share be it in on Amazon or urbanoutfitters.
com. So really the channel play there in the 
United States is important for us as we move 
forward as well.”

“Internationally it is just all white space. We 
have huge opportunity in Europe to continue 
to grow that business as the brand continues to 
expand there both in men’s and women’s. And 
in Asia which is a direct retail play for us, we 
continue to see strong comp store sales perfor-

mance there and I think both men’s and 
women’s can continue to grow. So I 
think the underwear business could 
continue to grow in the mid to high 
single digits for an extended period of 
time.”

Chirico added an interesting note 
about how he views department stores 
in relation to his own company’s online 
selling efforts. “One of the things that 
we talked about three, four years ago is 
they wanted us from an e-commerce 
point of view, from a dot-com point of 
view. They wanted us to help drive 
traffic to their sites. So we made the 
decision in North America not to com-
pete directly with them on line. And by 
that I mean is I think competitors who-
ever they are, have much bigger direct 
e-commerce sites than we have. We 
have made the strategic decision to 
partner with our department store cus-
tomers to really expand their e-com-
merce businesses to make investments 
on their platforms that our brands are 
well-positioned not only in their brick 
and mortar stores but also in their 
e-commerce sites. And obviously we 
are seeing outsized growth with that 

channel of distribution be it Macys.com or 
LordandTaylor.com.”

Turning to discuss his Amazon business, 
Chirico emphasized, “It is an opportunity. We 
try to have different merchandising strategies 
for both players, it is not the same perfor-
mance. Obviously the fashion quotient at 
Macy’s is much stronger, much deeper.”

A complete transcript of the conference call 
can be found here: http://seekingalpha.com/
article/3978096-pvhs-pvh-ceo-emanuel-
chirico-q1-2016-results-earnings-call-tran-
script
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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 
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Ted Vayos, BODY: Please 
tell us about your retail 
business.

Lori Hall, Day Dreams & 
Night Things:  My busi-
ness is located in a peace-
ful rural community.  If 
my signs weren’t up and 
someone drove by, they 
would want to live there.  
It is the perfect setting 
to handle and entertain 
a crowd.  Day Dreams & 
Night Things has plenty 
of room for parties but is 
still  intimate and private 
for our couples. 

Ted: How did you get 
started in this industry?

Lori Hall:  I got started 
in this industry due to a 
rebellious streak late in 
1992 doing adult/linge-
rie home parties. It was 
the best thing I ever did. 
I recognized a need after 
talking to my friends and 
realizing my own experi-
ences had been negative. 
The businesses that sold 
the same items that I sold 

20 yrs ago seemed dirty 
and male oriented or of-
fered little for the aver-
age every day woman’s 
figure, wants and needs.  I 
couldn’t keep up with the 
demand of hosting parties 
and with a business relo-
cation in 1996 I opened 
my first store front  in 
Gallipolis Ohio, October 
21, 1996 after doing Lin-
gerie/adult home party’s 
for 4 years.   

Ted: Why did you choose 
to open a business at this 
location?

Lori: I moved to my new 
location after 15 yrs in a 
plaza to one of my house 
rentals.  I wanted some 
place intimate, quiet, and 
very private for my cus-
tomer’s to experience total 
comfort, and something 
memorable.  

Ted: How has the internet 
affected your retail busi-
ness?

Lori: I feel the internet 

has hurt all 
types of busi-
nesses in all 
i n d u s t r i e s .  
Social inter-
action is be-
coming a  lost 
skill. Knowing 
the customer 
and her or his 
needs is im-
portant in our 
industry.  An 
honest sales 
person can 
save a shopper 
a lot of disap-
pointment and 
should.  

Ted: Describe 
your store for our readers.

Lori: This is going to be 
a fun question to answer.  
I am not only a lingerie 
store, I am considered an 
adult shop, head shop and 
a herbal shop. So I have 
many different rooms for 
the different needs of the 
store. Day Dreams has a 
special room for the ro-
mantics, the hippies, the 
fetishists, the pranksters, 
even those who haven’t 
come out of the closet yet.  
Gallipolis one stop shop 
for all woman’s needs.

Ted: What makes your 
store special?

Lori:  Unlike so many 
businesses today my busi-
ness is driven by a genuine 
desire to help and please 
our customers.  Our first 
priority is our customers. 
I offer value for the dol-
lar and sincere help. You 
are greeted with a smile, a 
kind word, and no preju-
dice.  I know that my cus-
tomer’s know, I care.  

Ted: What do you look for 
in a brand?

Lori: When considering 
“brands” I focus on the 
customer’s request and 
needs.  I look for the best 
products to accommodate 
the customers.  I listen to 
each customers and order 
new products weekly to 
make sure all customers 
are given the best service 
possible. Often enough 
their needs are met by 
Dreamgirls, Fantasy, Leg 
Avenue, Hustler, and 
Shirley of Hollywood.   

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

Lori: Dreamgirl and Fan-
tasy are sold far more in 
Day Dreams.  The selec-
tions cover the variety of 
tastes of our customers 
with good price points 
behind them.  

Ted:  Where do you like 
to shop for your merchan-
dise?

Lori: I have several dif-
ferent wholesalers that I 
have accumulated over the 
years and through travels.  
I frequently visit similar 
businesses to compare and 
discuss different products 
to improve my selection. 

Ted: Have any brands 
disappointed you as a re-
tailer?

Lori: I don’t feel that it 
would be fair to answer 
this question. I have been 
so careful in my selections 
of merchandise and not 
committed too much be-

retail profile: day dreams & night things
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fore I knew enough and 
have avoided disappoint-
ments. 

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

Lori: New products that 
is a under statement.  I 
love looking for new 
product for my store daily.  
Change is exciting. When 
a customer asks I try to 
deliver.   

Ted: Describe popular 
styles or trends in your 
store. 

Lori: I cant say that we 
have any one popular 
style or trend. Our area 
has such a cross section of 
demographics.  I can say 
that most of the time our 
customer’s are looking for 
styles that are simple and 
fun.  We are a bunch of 
rednecks and free spirited 

people. 

Ted: De-
scribe your 
price points 
and size 
ranges.

Lori: My 
price point 
is very im-
portant in a 
low income 
area where 
b u s i n e s s e s 
are laying 
off and clos-
ing.  We keep 
prices as 
low as pos-
sible.  Day Dreams’ prices 
are comparable or better 
than the local department 
stores and the internet. 
For example, a bustier can 
be as low as $12.95, a long 
gown w/robe $22.95. We 
also carry costumes for 
role play as low as $19.95. 
I love to search the web 
for sales and close outs 

and I also do 
special orders 
for those who 
ask.  As  for 
our custom-
ers sizes Day 
Dreams is the 
only store in 
the area that 
carries up to 
6x. We know 
every woman 
wants to feel 
beautiful.

Ted: What 
is your typi-
cal or aver-
age customer 
size?

Lori: I do 
not focus on 
a certain size. 
What is the 
so called av-
erage woman 
size? I believe 
that everyone 
is beautiful, 

no matter their size or sex, 
XS to 6X. We are here for 
every person who walks in 
our store. 

Ted: Have you noticed 
any specific sizing chang-
es from 2015 to 2016?

Lori:  No, I haven’t no-
ticed a change in sizing 
of our customers.  Day 
Dreams is known for the 
variety of sizes.  I used 
to be a size 3, I am now 
a beautiful size 12/14 and 
I embrace that.  My cus-
tomers enjoy knowing a 
fuller figure woman is as 
beautiful as a petite wom-
an.  Over the past 20 yrs a 
lot of our customers have 
blossomed from a size 3 to 
a fuller figure woman.

Ted: What does the aver-
age customer spend per 
visit to your store?

Lori: Well I have never 
had an average customer 
walk through our door.  
It doesn’t matter if they 
spend $1.95 or $195. They 
are greeted with the same 
smile and service.  I ap-
preciate each and every 
one of my customers and 
hope they have come to 
appreciate us. 

Ted: Describe your cus-

tomer. 

Lori: Well thats an easy 
question.  It depends on 
the time of day.  Our older 
man usually shops in the 
morning and early after 
noon. Afternoon till the 
kids get home from school 
are our ladies. Then eve-
nings are our couples and 
fun loving people.  There 
is something in my store 
for anyone and everyone, 
18 years and older with an 
ID.  

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

Lori: This was a really 
hard question to answer.  
The only impact that I can 
think of is that 18 to 20 
years ago I saw all these 
babies born and  watched 
them grow up.  It is hard 
seeing them as adults and 
shopping for products in 
my store. Now the parents 
are shopping one day and 
then the next day their 
children are shopping. I 
have to be more careful 
now a days maintaining 
everyone’s privacy. Con-
fidentiality is paramount 
for my customers living in 
such a small community.
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Ted Vayos, BODY: Please 
tell us a little about your-
self and your ladies’s retail 
business.

Betty deLeon, Uptown 
Gypsy:  Uptown Gyp-
sy started because the 
owner, Betty deLeon and 
her small “Gypsy” staff, 
believes that every body 
deserves to be celebrat-
ed. We wanted to create 
a judgement-free, low-
pressure environment 
in San Antonio where 
people of all sizes could 
find properly fitted linge-
rie for their unique body 
types. This dream became 
a reality in 2012 with the 
launch of Uptown Gypsy. 
Since then we have ex-
perimented with a few 
areas before finding our 
home inside the eclec-
tic, small-business ori-
ented Wonderland of the 
Americas Mall. Today, at 
2100 sq ft Uptown Gypsy 
is the largest corset store 
in San Antonio. We cater 

to a diverse population 
including women, drag 
artists, and anyone who 
wants to feel beautiful and 
accentuate their curves 
with feminine, high qual-
ity corsets, lingerie, and 
waist trainers.  Like all 
small businesses, Uptown 
Gypsy struggles to com-
pete with online vendors. 
We pride ourselves on the 
personal care we are able 
to provide each customer 
and we maintain that this 
paired with 
our highly 
individual-
ized fitting 
process is 
what sets us 
apart from 
our online 
competitors. 
You can find 
our online 
gallery at 
w w w . u p -
towngypsy.
com, how-
ever due to 
the variables 

in our product siz-
ing, we prefer to do 
the bulk of our sales 
in person.

Ted: What makes 
your store special?

Betty: Uptown Gyp-
sy is a small business 
which strives to cre-
ate a safe, comfort-
able space for people 
of all sizes to shop 
for quality intimate 
apparel. Every Up-
town Gypsy cus-
tomer is a star, and 
our highly trained 

fashion consultants work 
enthusiastically to find a 
perfect fit for each of our 
clients’ unique body and 
style.

Ted: What do you look 
for in a brand?

Betty: Every product at 
Uptown Gypsy is care-
fully researched and hand 
selected by our experi-
enced buyer team. We 

only carry brands that 
are trendy, durable, and 
affordable. We are con-
stantly bringing in new 
brands to keep our store 
fresh and fashionable, 
but some of our current 
favorites include Ann 
Chery, Verox, Escante’, 
and Be Wicked. Our top 
selling U.S. brand is Dai-
sy Corsets, their broad 
selection insures that we 
have something in stock 
for every occasion! We 
recently expanded our 
selection of erotic sen-
sual adventure products, 
and we also maintain a 
small selection of bath 
and beauty products in-
cluding cult-classics such 
as Hemp Seed lotion, 
Coochy body products, 
and Miracle Oil.
  
Ted: Describe the popu-
lar styles or trends in your 
store.

Betty: San Antonio is a 
culturally rich city with 
Spanish influences, sev-

retail profile: uptown gypsy
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eral military bases, and 
an active LGBTQ com-
munity. Uptown Gypsy is 
committed to celebrating 
every customer’s lifestyle 
and we welcome these 
and other diverse person-
alities.

Ted: Describe your price 
points and size ranges.

Betty: Uptown Gypsy 
was founded on the prin-
ciple that every person 
should be able to afford 
outfits that make them 
feel beautiful. As such, 
our buyers only select 
products that are afford-
able and long-lasting. 
Our hosiery start at just 
$3, our corsets are as low 
as $30, and our name-
brand waist trainers start 
at less than $60. Our 
sizes range from XS to 
6X in select styles, and if 
you don’t find your size 
on our racks we happily 
offer special orders when 
available at no extra cost 
to the consumer.

Ted: What is your typical 
or average customer size?

Betty: Uptown Gypsy 

truly caters to every body. 
We carry feminine lin-
gerie with sizes ranging 
from XS to 6XL. We 
are proud to be LGBTQ 
friendly and we enjoy 
working with people of 
all sizes and all walks of 
life. Our staff especially 
enjoys working with 
singers, dancers, drag art-
ists, and other entertain-
ers to create stunning 
performance outfits.

Ted: What does your av-
erage customer spend per 

visit to your store? 

Betty: The average Up-
town Gypsy customer 
spends around $30 - $60 
per visit. This varies de-
pending on whether our 
customer is searching for 
a single staple piece or an 
entire accessorized outfit.

Ted: Describe your cus-
tomer. 

Betty: Our customers 
are drag artists, doctors, 
cosmetologists, teachers, 

wai t resses . 
They are 
Generation 
X, retired, 
or in col-
lege. Our 
c u s t o m e r s 
are just look-
ing for a fun 
corset for 
the club to-
night or they 
are piecing 
together an 
outfit for 
a unique 
t h e m e d 

wedding, for renaissance 
festival, or for a big per-
formance they have com-
ing up. They are all ages, 
all sizes, from all corners 
of the world, from every 
walk of life, and they are 
by far our favorite part of 
the job!

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

Betty: Last year Uptown 
Gypsy upgraded from a 
modest 400 sq ft little 
shop to a 2100+ sq ft mall 
store, which gave us lots of 
room to grow!  The new, 
roomier digs allowed us to 
expand our staff, and our 
new Gypsy family mem-
bers brought many fresh 
ideas. Most importantly, 
we shifted our focus from 
‘casual and intimate ap-
parel’ to becoming ‘San 
Antonio’s #1 corset store.’ 
We are grateful for the 
opportunities we’ve had 
during the last year and 
we look forward to many 
more!
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