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new trade show planned
A new three day lingerie show is being 
planned, to launch in March 2018, operated 
by at least one of those who were involved 
with the recently shuttered International 
Lingerie Show (ILS), which closed at the 
start of this year.

The exact show name, dates, price, venue 
and the identity of all the backers behind the 
show had not been revealed as we went to 
press. But John Pace, who is serving as the 
lead contact and salesperson (and who was a 
key player at the ILS) told BODY more 
details will soon be announced.

A group of ten of the so called “sexy” linge-
rie firms, including some of the more promi-
nent players in that part of the business, 

pulled out of the September 2016 ILS and 
shortly thereafter announced the creation of 
a competing show, Altitude Intimates, to 
launch in the spring of 2017. These 10 compa-
nies own the Altitude show. In response, Jeff 
Yunis, the principal owner of the ILS, decid-
ed in late December to close his show and 
cancel the upcoming event, which had been 
scheduled for April, 2017. Meanwhile, the 
Altitude show, a two day event with about 
90 exhibitors, debuted that same month.

Jeff Yunis told BODY that he is not an 
owner of the new event, but is serving as a 
consultant. He added that he had sold the 
new show, for $1, the rights to use a reference 
to the ILS. That means the new event’s 
name may be appended with the words: “by 
the International Lingerie Show.”

Pace claimed he has already contacted “150 
to 200” potential exhibitors and that “every-

body’s response, other than one or two, has 
been absolutely tremendous.”

“I have a lot of people out there waiting for 
contracts.” Those contracts will go out as 
soon as the show details have been solidified.

Pace declared, “In a couple of years I will 
build it up to a couple of hundred exhibitors. 
I am so happy and pleased by how receptive 
people have been when I have contacted 
them. The reaction has been tremendous.”

Pace promised the new show will be “pro-
fessional and organized, something that they 
[the retailers] will be proud of.”

“We are going to concentrate 100% on the 
retailer,” he continued. There will be special 
promotions to help “minimize their expense,” 
as well as “a lot of advertising” and emails to 
keep the retailers and exhibitors informed. 
“There will be somebody within the team to 
contact the retailers on a regular basis,” he 
promised. “We are going to make sure the 
retailer is the number one priority. We are 
going to make sure the retailer is going to see 
new exhibitors so there is a reason to come.” 
Contact Pace at suitman2002@aol.com or 
by phone at (704) 662-8793. — NM

naked: loses $3.19m in quarter
Huge losses continued at Naked Brand 
Group in the quarter ended April 30, jump-
ing to $3.19 million, compared to a loss of 
$2.54 million for the same three months last 
year.

At the same time, sales rose by just 1.7%, to 
$455,160 from $447,627, as business at third 
party ecommerce sites increased dramatical-
ly, while department store sales were cut in 
half.

Naked, a public company, is close to merg-
ing with New Zealand-based Bendon 
Limited, a privately-held firm which claimed 
sales of about $100 million in 2016. The com-
bined entity is expected to continue as a 
public company later this year.

According to Naked’s quarterly financial 
statement, “Increases in sales from third-
party ecommerce sites and in sales to spe-
cialty and retail accounts were substantially 
offset by a decrease in sales to department 
store accounts.” Sales during the quarter to 
department sales “were approximately 
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$115,600 or 25.4% of total net sales, as compared to 53.6% [or about 
$240,000] during the same period in 2016. The reason for the 
decrease in department store sales is as a result of a reduction in sales 
to Nordstrom, due to the elimination of in-store inventory at 
Nordstrom stores. In addition, there was a reduction in sales to 
Bloomingdales and Soma as a result of initial bulk up orders of 
newly launched women’s products in the comparative period.”

Naked explained that “Net sales through our ecommerce store 
(www.wearnaked.com) were approximately $80,300 for the fiscal 
quarter ended April 30, 2017 compared to $89,800 in during the 
same period in 2016, a decrease of 10.6%. Sales through our ecom-
merce store accounted for approximately 17.6% of total net sales in 
2017 as compared to 20.1% of total net sales in 2016. The decrease in 
net sales during 2017 is mostly a result of larger ecommerce sales in 
the comparative period as a result of new product launches and 
related marketing efforts in that period.”

“Net sales through third party ecommerce sites increased to 
approximately $71,700 for the three months ended April 30, 2017 
compared to $19,100 in the three months ended April 30, 2016, an 
increase of 274.4%. Sales through these channels accounted for 
approximately 15.8% of total net sales in the first quarter of fiscal 2017 
as compared to 4.3% of total net sales in the first quarter of fiscal 
2016. This increase is attributable to new third-party ecommerce 
accounts added in fiscal 2017.”

The report noted that “Sales to retail and specialty store accounts 
constituted approximately $93,800, or 20.6% of total net sales in the 
three months ended April 30, 2017, as compared to $55,500, or 12.4% 
of total net sales in the three months ended April 30, 2016. Total 
sales to retail and specialty store sales increased by approximately 
69.1% over the comparative year, due to the addition of accounts.”

“During the fiscal quarter period ended April 30, 2017, we sold 
approximately $91,500 in out of season and overstock inventory 
through off price sales channels, compared to $42,300 in the three 
months ended April 30, 2016. Sales to these customers accounted for 
approximately 20.1% of total net sales in the current quarter, as com-
pared to 9.4% of total net sales in the comparative quarter in fiscal 
2017.”

“During the fiscal quarter ended April 30, 2017, men’s products 
constituted 40.6% of total sales and women’s products constituted 
59.4% of total sales.”

In the latest quarter, “gross margin was 22.2%, compared to 31.2%” 
in the same quarter last year. “The decrease in gross margin was 
primarily a result of the write off of excess raw materials in the cur-
rent period and as a result of an increased proportion of off-price 
sales in the current quarter. In addition, the decrease in gross mar-
gin was a result of the reversal of an inventory allowance in the 
comparative period ended April 30, 2016, as a result of the over 
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accrual of allowances in the prior year end.”
An interesting note is that despite the sizable loss for the quarter, 

as well as a recent, multi-million dollar infusion of cash from a stock 
offering, Naked has not been keeping up on its royalty payments to 
Dwyane Wade, the basketball star and its recently-named creative 
director. The company made a deal with Wade in 2015 to use his 
name on a collection of men’s and boy’s underwear and loungewear. 
Naked admitted that “At April 30, 2017, the company has not made 
all minimum royalty payments as they have become due and payable 
under the terms of the agreement, however as at April 30, 2017, the 
company has not been provided a notice of default by the other party 
to the agreement. If the other party provides such notice of default 
at a later date, this could affect the company’s ability to sell certain 
portions of its inventory on hand and on order.” Naked noted that in 
addition to payments not made as of April 30, it is also “committed 
to future minimum royalty payments” totalling $875,000 from 2018 
through January 31, 2020. — NM

triumph: sarmiento promoted, gorman out
Triumph announced key management changes in mid June for its 
organization on this continent, including the immediate exits of 
John Gorman, general manager North America and Isabelle Stahl, 
head of product management.

The Swiss-based international lingerie firm added, in a letter to 
personnel, “Tracey Sarmiento, former head of wholesale US/CA, is 
appointed commercial 
director North 
America effective 1 
June 2017. She will 
support the organiza-
tion as acting head of 
Triumph North 
America” and will 
serve as co-site leader 
with Isaac Aframian. 
The latter will “con-
tinue in his role as 
head of finance and 
operations and will be 
responsible for all 
administrational ser-
vices.”

The announcement 
declared, “We would 
like to thank John for 
his efforts in building up our North American division since 2014 
and for starting to put a Triumph footprint in the U.S.”
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It is interesting to consider that one of 
Gorman’s contributions was to actually help 
curtail the expansion of Triumph-owned 
stores in the U.S. At a press event in the 
summer of 2013, before Gorman took over, 
the company announced the impending 
opening of two Long Island, NY shops, one 
in the Roosevelt Field mall, the other in the 
Walt Whitman mall. “This Fall 2013, 
Triumph is making its debut within the US. 
This is a new phase in their path of interna-
tional expansion,” the company stated. At 
the July party company executives talked of 
an upcoming SoHo location as well as other 
stores around the country.

Another aspect of Triumph’s original plans 
for retail expansion involved Journelle, the 
New York City chain of which the company 
acquired a “majority stake” at the end of 2012. 
As it announced the deal, a company press 
release boasted Triumph’s involvement 
would “drive the successful expansion of the 

Journelle business model 
across the U.S.” And Claire 
Chambers, founder and 
CEO of Journelle, said “We 
have found a strong partner 
with whom we can set 
about to grow both our 
online and brick and mortar 
business.”

But in the following years 
very little retail expansion 
took place. In early 2014 the 
Westfield Garden State 
Plaza shopping center 
announced a Triumph 
store would open in March, 
but that never occurred. 
For a little over a month in 
2014, from August 4 to 
September 10, a “House of Triumph” pop-up 
store opened (and then closed) in 
Manhattan’s Little Italy. In October of 2015, 
Chambers resigned as CEO just a single 
new Journelle store opened in Chicago

Today, although the company boasts on its 
UK website that there are 1,650 Triumph 

shops worldwide (down from 
over 2000 just a few years 
ago), the two Long Island 
shops are the only examples in 
the U.S. And there are still 
only three Journelle shops in 
New York and one in Chicago.

At the end of 2014 Gorman 
admitted, in a message to 
BODY, that the company had 
changed its mind about 
aggressive retail expansion 
here. “Retail is part of our over-
all strategy for the USA but I 
have altered the chronology,” 
he explained. “I prefer whole-
sale development first to 
enable consumers to find the 
brand as opposed to retail 

which is a narrower market penetration. We 
are in negotiations with a number of selected 
department stores here in the USA. We are 
also growing the specialty channel as we 
believe in the high importance of these.”

Another move made under Gorman’s 
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watch in North America was the closing of 
Triumph’s Canada office, which happened 
during 2014. “We did indeed close [the] 
Canada office as I prefer the team in one 
place for efficiency, communication, etc.” he 
told BODY.

Commenting on the exit of Stahl, the latest 
Triumph announcement noted she had been 
“responsible for all product and pricing deci-
sions,” and “left the company with immediate 
effect. Her duties will be newly distributed 
between the team until a final solution can 
be announced.” — NM

wolford owners plan to sell
The main shareholder group of Wolford, the 
high end, Austria-based lingerie, hosiery and 
apparel maker, announced its plans to sell its 
majority stake in the company. The terms of 
the sale, the size of the stake, nor the names 
of potential buyers were revealed.

The decision to sell 
comes after losses in sever-
al recent years, including a 
deficit of 6.19 million euros 
in fiscal 2016, and a pro-
jected “operating loss” of 
between 8.0 and 10.0 mil-
lion euros for the latest fis-
cal year, which ended April 
30, 2016. (The most recent 
loss translates to approxi-
mately $8.7 million to $10.9 
million at current exchange 
rates).

According to the brief 
statement June 9 from the 
company, “The main share-
holder group of Wolford 
AG, WMP Familien-
Privatstiftung, Sesam Privatstiftung and its 
subsidiary the “M. Erthal & Co.” 
Beteiligungsgesellschaft m.b.H., as well as 
related parties announced today the inten-
tion to sell their stake, which is a majority 
stake, in Wolford AG. To this end, the 

shareholders are starting a 
process, which is supported 
by Deloitte Financial Advisory 
GmbH, for the selection of 
interested parties. Wolford 
AG will join this selection pro-
cess. The purchase of the 
majority stake by a future core 
shareholder shall be combined 
with an equity financing trans-
action that shall strengthen 
the company’s liquidity on a 
long-term basis. The issue size 
has not yet been determined. 
Wolford is negotiating with 
the financing banks in order to 
secure the financing to meet 
the liquidity requirements up 
to that time.”

In North America (where according to 
recent records the company maintains 36 of 
its approximately 270 worldwide retail loca-
tions, as well as a wholesale business) sales 
for the most recent nine months fell to 
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€23.386 million (about $25 million) from 
€24.975 million in the previous nine months. 
EBIT (earnings before interest and taxes) 
fell to a loss of €1.276 million for the period, 
from a smaller loss of €415,000 in the prior 
year. Interestingly the average number of 
employees in North America rose from 98 to 
108 in the most recent nine months. The 
number of stores on the continent has 
remained unchanged from last year.

For the company as a whole, “Wolford-
owned retail stores reported a drop in reve-
nue of €5.46 million (-6.6 %), as did the 
wholesale business, where revenue was 
down by €3.48 million (-7.3%) compared to 

the first nine months of the previous financial 
year. In contrast, Wolford’s own online busi-
ness expanded once again with total revenue 
in the first nine months of 2016/17 at €0.43 
million or a 4.4 % rise from the prior-year 
level.”

In a letter to shareholders CEO Ashish 
Sensarma and COO and CFO Axel Dreher 
explained, “Mistakes were made in imple-
menting the measures to increase revenue. 
This particularly relates to the hasty reorga-
nization of goods management for the retail 
sector, which led to flawed demand plan-
ning and management of sales space. 
Together with changed delivery dates for 
the fall/winter collection, Wolford did not 
have a sufficient supply of products or too 
little new merchandise at the point of sale in 

the period May to October 2016. On the one 
hand, this resulted in a considerable decline 
in revenue. On the other hand, it led to 
costly post-production and significantly 
higher inventories.”

The executives listed steps to increase sales 
and profits, noting among other things that 
“The B2B online platform for wholesale 
customers which went live in September got 
off to a good start. In the meantime, it 
already handles 34 percent of customer 
orders. We believe this will lead to an opti-
mized service for our commercial clients as 
well as a significant rise in efficiency. 
However, efficiency enhancement will first 
become more perceptible in the medium-
term and bear fruit later than planned. 
Besides unplanned expenses will negatively 
impact our business results, for example 
provisions for a legal conflict with a former 
partner in Switzerland, or the risk provision 
for disputed claims against American cus-
toms authorities.”

They concluded, “In the light of the unsat-
isfactory revenue development and the losses 
expected in the current financial year, we will 
not be able to adhere to our ambitious 
medium-term planning, which is being cur-
rently subjected to a comprehensive over-
haul. In addition, we are now focusing on 
further stabilizing revenue and continuously 
reducing costs. The objective is to create the 
pre-requisites enabling our return to profit-
ability. At the same time, we are working on 
a sustainable financing structure with a cor-
responding long-term financing of assets.” 
— NM

ihl: tahari license
IHL Group signed a six year licensing 
agreement to produce Elie Tahari men’s, 
women’s and children’s sleepwear, intimates 
and underwear.

The deal provides “exclusive wholesale 
rights for these collections to all channels 
including department and specialty stores 
throughout North America.”

“This exciting new partnership represents 
an important step for IHL Group in our 
ongoing strategy of enhancing our global 
brand portfolio and further establishing our 
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presence within the intimates and sleep-
wear industry across all major channels,” 
declared Sami Souid, president.

According to IHL, which is also known 
as Icy Hot Lingerie, the Tahari line is 
“Launching to the trade in the August 2017 
market and positioned to hit stores in July 
2018.” The announcement noted “the full 
collection will feature women’s offerings 
such as luxurious, feminine and sophisticat-
ed bras, panties, and sleepwear with lace 
detailing and exclusive prints, as well as 
premium quality men’s undergarments in 
soft comfortable fine fabrications. First year 
sales projections for the collection are 
expected to exceed $10 million at whole-
sale.”

IHL is a division of USA Apparel Group, 
which also produces sportswear, outer-
wear, footwear, handbags and accessories, 
and licenses, according to its website, other 
brands including Catherine Malandrino, 
Adrienne Vittadini, Rafaella and Rocawear 
for those categories. Contact Souid at 
sami@ihlgroup.com.

felina adds new categories
Felina and its sister brand, Paramour, have 
expanded their range of product offerings, 
with new loungewear options from the for-
mer and a nursing bra collection from the 
latter.

Lounge and layering pieces recently 
added under the Felina label represented “a 
very organic transition for us,” explained 
Rob Gardner, VP sales. “Known for our 
fabrics and the high caliber quality that we 
offer in our foundations, it was a natural 
expansion to enhance our lifestyle brand 
and give our customers amazing design and 
quality at strategic retails.”

“Our line represents a sleep-to-street men-
tality, meaning it has a versatility that makes 
it truly comfortable loungewear, but also 
appropriate for stepping out of the house 
while wearing. Some of our retailers call seg-
ments of the line beach-to-bar and are utiliz-
ing styles as fashion-right swim cover-ups.”

The Paramour nursing bra collection was 
first shown to buyers during the November 
2016 market and is “launching in stores July 
2017.” Gardner said there are “five new sil-
houettes with initial offering. Each style 
offering its own unique technology and 
addressing the many needs and desires of the 
nursing moms. “

“The core collections are $45.00 MSRP 
along with a sleep bra at $32.00. Since this is 
our Paramour brand we have targeted 
extended sizing, with most silhouettes 
being: 36-42 C, D, DD, DDD / 36-40G.” 
He added the company is “also introducing 
32 and 34 band sizes later in the season. For 
easier SKU management our sleep bra will 
be S through XXL. Our initial introduction 
is a palette of neutrals, from light cosmetics 
to a mineral grey and are also offering our 

key black across all silhouettes.”
Gardner stated the nursing line “will have 

a presence in department stores, ecomm 
retailers, and specialty stores. This is our 
first foray into nursing. After steady increas-
es in building brand recognition for 
Paramour in the retail environment we felt 
the timing was right to extend our category 
offering in this brand. We had extensive 
internal and external surveys and testing to 
bring the latest in technology and fabrica-
tions along with the Paramour design aes-
thetics to this category.” — NM

wings side opening panties
Wings Intimates is a small, new collection 
of side opening panties that began selling to 
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the public in February.
CEO Azita Yaghoobian founded the firm 

on the premise that there are many situa-
tions in daily life where it is faster and far 
more convenient for women to change their 
underwear without having to remove much 
of their other clothing.

“Wings Intimates is a fresh, new and inno-
vative idea in women’s underwear, and a 
necessary item in every woman’s wardrobe,” 
she told BODY.

“During the winters of my college years on 
Long Island, I remember struggling to 
change in my car, when going from classes 
out to the city for a night 
on the town and always 
thought there has to be an 
easier way than this,” she 
writes on the company 
website. “Later on, as a 
mother, undergoing a 
c-section delivery of my 
twins and a long and diffi-
cult recovery period, one 
of the hardest tasks for me 
was bending down. There 
were times I would ask my 
husband to change my 
undies for me to avoid the 
agony of bending down. I 
remember thinking again, 
there must be a better way. 
Then, watching my daughter go through 
her teenage years, at times needing a quick 
change of panties at school or at a sports 
event, I couldn’t help but think… I wish 
there was an easier way than having to take 
everything off just to change her underwear.”

The Wings panties utilize a W shaped 
metal clip on either side. According to com-
pany directions, “The best way to put on 
your Wings is to unfasten one side, wrap it 
around one leg” and then fasten it. “Then 
unfasten the other side and repeat on other 
leg.” The process can be accomplished while 
standing and while wearing other clothes. 
One user comments on the company web-
site: “I used to be shy changing my under-

wear in the locker room. Now, I can hook 
on a fresh pair and unhook the bottom pair 
off.”

Currently the collection is only sold on the 
company’s website, where three thongs, 
three bikinis and a Brazilian cut panty style 
are offered. Colors available are white, 
black, pink or red, depending upon the style, 
and retail prices range from $24 to $38. “Our 
wholesale prices range from $13 to $19.” 
Small, medium and large sizes are offered.

Lace styles are 85% nylon, 15% spandex and 
cotton styles are 95% cotton, 5% spandex. “In 
addition to our current collection, we will 
have an all cotton line and a microfiber line 
at the show in August,” said Yaghoobian, 
referring to the upcoming Curve show in 
New York. “We are also adding XL and 

XXL to our sizes. We will 
also showcase our line of 
panties with expandable 
waist line.” Some of the new 
styles will offer a “fuller cut.”

“Our target market is the 
millennials who make up 21% 
of overall consumer discre-
tionary purchases in the 
U.S.,” continued the design-
er. “We have a robust social 
media and online advertising 
campaigns on an ongoing 
basis.” Contact Wings 
Intimates at info@wingsinti-
mates.com or (516)852-2929. 
— NM

justin jean pajamas
Justin Jean Pajamas is a new collection of 
sleep and loungewear created by Lauren 
Raja. Colorful, matching styles are provided 
for both adult women and young girls from 
approximately two to 12.

The brand began selling to the public, 
“October 10, 2016. Exactly two years after 
losing my wonderful husband, Justin,” the 
designer told BODY. That tragedy, as well 
as a grandmother, motivated her to quit her 
former job as a middle school math teacher 
and begin a new career designed, in part, to 
honor the two.

Pajamas and nightdresses currently on the 
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company’s website retail for $67 to $69 for 
adult styles and $38 to $39 for the kids 
styles. An adult booty short is $39. All the 
styles feature three rows of ruffles across 
the back. Moving forward, Raja noted, 
retail prices will “range from $36-$85 for 
children and adult sets.” Wholesale pric-
es will “range from $18 to $42.”

In the short time the company has 
been in business, Raja has been selling 
mainly off of her own website and 
Amazon, as well as at a single retail 
shop, Savioni in New Hope, PA “where 
I have a full display and have sold a little 
over 150 pairs since I began in November 
2016. I have not tried to sell to other 
stores, yet,” she continued. “I guess you 
can say I am not in other stores by 
choice. I am still rather small and look-
ing forward to meeting with potential 
buyers at Curve expo this August. It is 
also important to note that between 
Amazon and www.justinjeanpjs.com, I 
have sold over 1,000 sets in less than a 
year (October through June) with little 
marketing, mostly word of mouth and 
positive reviews.”

For the show and upcoming markets, “All 
styles will be available in most prints on the 
website, as well as new 
prints for F/W 2017 and 
S/S 2018,” said the 
designer. The “Fall/
Winter theme is based 
around men’s dress shirt/
suit prints (Think pin-
stripes, hounds tooth, 
and polka dots.) All paja-
mas include a copy of our 
story, as well as a coordi-
nating bow scrunchie 
(hair tie). Fabric is 95% 
rayon 5% spandex.”

“F/W 17-18 will be avail-
able to ship by no later 
than September 1st, and 
will all come in the 
“Brooklyn” (two piece 

long sleeve/pants).”
“I currently have limited inventory in stock 

for all nightdresses and S/S pajama sets and 
would be happy to provide a sample, free of 
charge, to potential buyers before the show 
in August. I can also take small wholesale 
orders for immediate delivery.”

Raja added that her Fall/Winter collec-
tion was “inspired by my husband’s favorite 
clothing. He always dressed to impress! 

The pinstripe print will 
come in this season’s favored 
colors of bright red, gold, 
white and black. This will 
be our festive holiday print 
that is versatile enough to 
wear all winter long. 
Available in children’s and 
women’s sizes. (Justin had 
this crazy pinstripe suit that 
was so out of his comfort 
zone, but when he wore it, 
everyone complimented.)”

“The oversized hounds 
tooth print is a monochro-
matic royal purple, which 
will also be available in 
women’s and children’s 
sizes. This print was my hus-

band’s favorite dress shirt print. Lastly, the 
polka dot print - a white base with an ador-
able pastel rainbow of polka dots to symbol-
ize hope, love and unity in our world. This 
will be available in newborn-women’s XXL. 
(Justin wore colorful polka dot socks with 
his suits every day on his commute to NYC 

for work.) S/S 2018 samples will also be 
available to order, for February delivery, 
in the season’s trendiest prints and includ-
ing solid colors.”

Asked why retailers should consider the 
collection, Raja replied, “1) I stand by my 
brand and am a woman of my word. The 
quality of Justin Jean PJ’s is impeccable. 
It took me one year to perfect my designs 
and no corners were cut. I was raised by a 
dressmaker (Jean), my Italian maternal 
grandmother. Anything named after her 
MUST be perfect and if for some reason 
it isn’t, I will make it right at all costs.”

“2) I am in this because it’s my passion 
first, not to fill my bank account. The love 
and thought that has gone into every 
detail is immeasurable. I want to grow 
my brand awareness and meaning, pro-
vide the most up-to-date fashion at a rea-
sonable price, build relationships with 
buyers in all capacities, and most impor-
tantly, be able to honor my late husband 

and grandmother for many years to come.”
“3) Justin Jean Pajamas are unique and 

have an inspiring back story and meaning. 
My story and symbolism (ruffles, heart on 
sleeve) is a great way for stores to engage 
conversation with their customers, and 
e n c o u r a g e  a l l  t o 
#ROCKTHERUFFLES.” (She 
explained the latter is “a campaign I created 
to encourage women and girls to live their 
lives with authenticity, integrity, and pas-
sion (the reason for the three ruffles) - and to 
wear their heart on their sleeve, always.”)

Raja concluded that “Boutiques will love 
all of our styles. I have been told by many 
that they bought my pajamas as gifts for a 
special person in their life. My pajamas are 
happy and cheerful. They will instantly 
brighten someone’s day. (The whole reason 
I created them.) The best way to describe 
my brand in three words would be: fun, 
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comfortable, inspiring.” Contact Raja at 
info@justinjeanpjs.com — NM

the appeal of camouflage
“Why would my customers be interested 
camouflage?” This is a question that many a 
retailer of intimate apparel might well ask. 
And the surprising answer is of particular 
importance to one wholesaler in the busi-
ness.

Wilderness Dreams, which launched in 
2001, produces an extensive collection of lin-
gerie, underwear, sleepwear, loungewear 
and activewear for both men and women. 
And its sales representatives are 
asked the above question during 
sales visits and at trade shows all 
the time.

One interesting way to illustrate 
the potential appeal of camou-
flage patterns on lingerie or 
underwear, is to take a look at 
how many Americans are, or have 
been, touched by camo at some 
point in their lives.

“The number of women hunt-
ers, target shooters and gun own-
ers has dramatically increased,” 
according to a recent article from 
the NRA. “In 2001 there were 1.8 
million registered female hunters 
in the U.S., but by 2013 that num-
ber almost doubled to 3.3 million.” 
And those numbers have contin-
ued to build since then.

There are also a host of other 
activities, pastimes and profes-
sions that often put millions of 
Americans into camo. For exam-
ple, in 2014, the Veterans 
Administration estimated there 
were “22 million military veterans in the U.S. 
population.” According to a U.S. Fish and 
Wildlife Service study, one fifth of all 
Americans (or nearly 70 million) are identi-
fied as birdwatchers. And a recent American 
Camper Report showed that ”40.1 million 

Americans, or 14 percent of the US popula-
tion over age six,” go camping.

“Anyone who appreciates the outdoors 
seems to appreciate Wilderness Dreams 
items,” Craig Zwilling, the company owner, 
told BODY. “However, if they are out-
doorsy and into hunting they love our prod-
ucts even more! Many females are hunters. 
However, those that are not hunters, but 
have significant others who are, also enjoy 
the camo product as a way to support and be 
part of their significant others’ hobbies.”

How has the involvement in outdoor activ-
ities impacted his business? “The interest in 
Wilderness Dreams products is growing. 
Part of the appeal is with the licensed camo; 
consumers also like Wilderness Dreams 
because of the comfort and fit of the prod-
ucts. Outdoor activities encompasses so 

many things in addition to hunting, such as 
hiking, biking, running, and boarding. 
These are all activities in which more and 
more women are getting involved. With that 
being said, I believe there is this growing 
populace that is not aware of Wilderness 

Dreams products, so the opportunity 
becomes even greater!”

A particular appeal of the Wilderness 
Dreams is that they use actual, licensed 
camo patterns. We asked how important 
this is to the outdoor enthusiast. “Great 
question! You hear different responses to 
this. To some very avid huntresses it is a very 
important part of their equipment when they 
are out. Overall, we find that many outdoor 
enthusiasts see the camo patterns as fashion. 
Wilderness Dreams use of licensed camo 
makes it a bonus and even “cooler” to own.”

Zwilling added, “Our men’s line is designed 
for lounging around: comfort, soft and cool. 
This includes pants and shorts in their favor-
ite Mossy Oak Break Up and Mossy Oak 
Shadow Grass Blades patterns. Our men’s 
boxers are made with a soft, silky material, 

are loose fitting and printed in 
Mossy Oak Break Up. Our men’s 
line has been a great ‘add on’ to the 
women’s line and provides retailers 
an opportunity to offer licensed 
camo products in this category.”

moreira: sexy in miami
Michael Moreira is planning Sexy in 
Miami, a consumer event described 
as a “fashion weekend,” to be held 
February 10 and 11, 2018 at the Mana 
Wynwood Convention Center in 
the Miami Design District.

Moreira, who was president of the 
recently closed International 
Lingerie Show (ILS), told BODY 
he is looking to sell booths to about 
75 vendors in the lingerie, swim, 
dancewear, shoe and junior dress 
categories (at $2000 for a ten foot by 
ten foot space.)

The event will hold hourly fashion 
shows, each lasting “15 to 20 min-
utes,” as well as feature “four bands 
each day plus DJs.” There will be 
food trucks, complimentary wine, 

gift bags, and coupons for show specials, he 
said. Tickets are $20 if purchased in advance, 
$25 at the door.

Moreira emphasized the show dates are “in 
the high season” for Miami. “All the snow 
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birds are here,” he continued, noting the 
event will be held just before Valentine’s 
Day and “the beginning of the buying sea-
son for swimwear,” as well as a few days 
prior to two major annual events: the 
Coconut Grove Art Festival and the Miami 
International Boat Show.

Moreira said he has a “target goal of 
14,000 attendees over two days,” and prom-
ised “heavy marketing” to bring in consum-
ers. He is planning to have a local radio 
station “doing a remote from the show.” He 
is also providing discount rates at two 
hotels, “one high end, the other a lower 
priced” location. Contact him at 786-525-
4505 or sexyinmiamifw@gmail.com. — 
NM

catanzaro: larger sizes
Patrice Catanzaro, the Marseille-based 
fetish designer of apparel and lingerie, has 
recently expanded the production of larger 
sizes across many part of his collection.

“We always did different sizes and made to 
order for our clients in our workshop,” 
declared Samira Afogbe, a 
spokesperson. “But following 
many client requests we decid-
ed last April to democratize our 
standards sizes from XS to 
4XL as regular sizes.”

The collections included in 
the new size offerings are 
TOME 14 and ROUND 14 as 
well as the designer’s Basic col-
lection. “5/6/7XL are available 
upon demand,” Afogbe added. 
“All the sizes are possible to 
make.”

In addition, the company also 
has long offered a custom 
design service which can pro-
vide special sizes, designs, col-
ors or fabrics. “Retailers can 
propose this service to their 
customers. There is extra cost 
and the delivery time is depen-
dent on the design and the 

availability of the fabrics.” The cost of the 
custom service varies greatly depending on 
the styles involved and what is requested.

 noble mount looks to expand
Noble Mount is an established men’s and 
women’s apparel collection, including sleep-
wear, loungewear, underwear and inti-
mates, looking to expand its wholesale busi-
ness.

Based in Preston, Washington, and open 
since 2005, the company sells on Amazon 
and its own website. “We will be bringing 
an entirely new collection for Spring/
Summer 2018 to the Curve expo” in August 
owner Shabbir Sharaf told BODY. “We are 
working on an entire line of sleep and 
lounge silhouettes like pajama sets, robes, 
chemises, pants, shorts, etc. in new fabric 
collections like 100% Silk, 100% cotton dou-
ble layer fabric, velvet, crushed velvet, linen 
and bamboo. Our main focus in 2018 is clas-
sic silhouettes in new fabrics.”

Retail prices for collection range from $72 
for cotton pajama sets up to $253 for pure 
silk. “Depending on the collection, fabric 
and styles, the wholesale prices will range 
from $20 for lounge shorts and pants to $40 
for a cotton pajama set to $150 for 100% silk 

pajamas.”
On the company website the firm explains, 

“Our first item was a 2pk pair of premium 
cotton lounge pants, which got great 
reviews from customers for its relaxed fit 
and 100% cotton fabric which was breath-
able and soft. Since then, we have expanded 
into a complete line of clothing, handbags, 
jewelry, scarves and much more in the pipe-
line.” The firm also notes, “To make sure 
our customers do not have to wait long, we 
have partnered with Amazon to ship all our 
products from their warehouses.”

Sharaf admitted the company has not sold 
its products in other stores to date. “This is 
the first time we are bringing our collection 
to the rest of the channel. For the past 12 
years, we have been focused on growing our 
direct to consumer business.” He added, 
“We are looking to start slow with key bou-
tiques and department stores with focus on 
building brand identity.” As part of the 
strategy, “We are looking for independent 
sales reps in key metropolitan areas across 
the U.S.”

Asked what sets his company apart, the 
owner explained, “Since we started in 2005, 
we have had our intense focus on premium 
fabrics and quality of craftsmanship. We 

have incorporated a ton of direct 
feedback from our customers and 
refined our fit and construction to 
offer items that our customers 
want and not what the designers 
choose to design. Our pricing is 
very accessible and we want to 
keep it that way. We focus on 
some of the core things that our 
customers will always want — 
fabric quality, fit, fresh prints and 
affordable pricing — we believe 
that is always going to be a win-
ning combination.”

Over the years, Noble Mount 
has built up an extensive interna-
tional following. “Apart from the 
U.S., we sell in Canada, UK, 
Germany, France, Italy and 
Spain. We plan to introduce our 
line in China in 2018.” Contact 
Sharaf at wholesale@noble-
mount.com. — NM
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fmmg advising
Advisor to

 Cortland Foundations
in its recent acquisition by 

Rago Foundations, LLC
 
718-676-4444  ·  Nick@fmmg.com / Nick.Monjo@gmail.com



fmmg advising
Are You Looking for an INVESTOR
or BUYER for Your Apparel Firm?
Our Clients Are Currently Seeking:

 · An Established Intimate Apparel Wholesaler
  · An Intimates Firm With B2C Internet Customers

 ·  A Kids Sock or Sleepwear Firm With Licenses
 

 · A Men’s Sleep, Lounge or Underwear Company
 

 · Patented Bra or Apparel Inventions· A Men’s Internet Underwear Retailer· Any Other Interesting Opportunities

Contact Nick Monjo in confidence.
718-676-4444  ·  Nick@fmmg.com / Nick.Monjo@gmail.com
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Ted Vayos, BODY: What 
has happened to your 
business since we last 
published you?

Christine A. Guarino, A 
World of Pink:  Two years 
ago we added additional 
space because of the dire 
need for breast surgery 
aftercare. It was time for 
us to expand in order to 
best service the women of 
Suffolk and Nassau coun-
ties, and to even reach the 
women of the five bor-
oughs and Manhattan. 
Since we were last pub-
lished, we have created a 
way to limit if not elimi-
nate out of pocket expens-
es for women while still 
having the highest quality 
bras and prostheses. We 
do this through a system 
of billing most major in-
surance companies and 
by manufacturing our 
own brand line through 
established vendors who 
have a firm understanding 
of what A World of Pink 
is about and whose mis-
sion to help women aligns 
with our own.

Ted: What makes your 
store special?

Christine: What makes 
our store special is our 
quality items that are spe-
cifically detailed to the 
needs of mastectomy pa-
tients. We proudly carry 
several items that repre-
sent causes that are very 
important to us, such as 
bras whose proceeds ben-
efit the Carol M. Baldwin 
Breast Cancer Research 
Fund and Remember 
Betty. But what makes 
us the most special is our 
staff who come in every 
day and spend their time 
helping women by offer-
ing a service that is sec-
ond-to-none.

Ted: What do you look 
for in a brand?

Christine: Quality, com-
fort, and cost are of the 
utmost importance when 
bringing in new merchan-
dise. We pride ourselves 
on offering items that are 
as beautiful as they are 
supportive and function-
al. There are 2.9 million 
survivors in the United 
States; they deserve items 
that fit into their insur-
ance coverage plans. Many 
of the larger vendors that 
manufacture products do 
not understand the finan-
cial limitations for cancer 
patients, as well as the 
insurance allowance for 
each individual woman. 
This has been a big prob-
lem in hospital care sys-
tems that have established 

boutiques. Being a du-
rable medical equipment 
company that specialized 
in mastectomy allows us 
to specifically gear our 
products, inventory, and 
state-of-the-art billing 
system towards the reality 
of healthcare today. We 
have the ability to build 
the reputation of smaller 
brands that have not been 
able to breakthrough to 
hospitals, surgeons, and, 
ultimately, patients every-
where. I travel to trade-
shows across the country 
to explore new items to 
bring into my stores and 
offer my patients, but I do 
so with the strictest eye 
for quality and a business-
like mind for negotiat-
ing price in order to best 
serve my patients. Hav-
ing a 501(c)(3) portion 
of our business allows us 
to work with companies 
that are willing to donate 
their end-of-year surplus 
to women who are under 
or uninsured and need 
these items. We work 
with major hospital sys-
tems, companies who are 
willing to participate in 
this type of giveback of-
ten benefit by becoming 
our go-to resource when 
ordering stock. A World 
of Pink has changed its 
business plan to adapt 
to what we have learned 
about manufacturing, 
the fashion industry, and 
healthcare. You don’t 
need a big-name com-
pany to build aftercare in 
this country—you need a 
company that is going to 

work with you to change 
the industry. Once the 
needs of the patients are 
met, along with A World 
of Pink’s turnkey opera-
tion, joining forces with 
a major healthcare system 
or department store is in-
evitable.

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

Christine: Due to the in-
creased removal of lym-
phatic nodes, bras that are 
cut a little deeper under 
the arm are desirable. Ad-
justable straps, and bras 
that offer a lower cut in 
the front are becoming 
more and more popular 
as surgeries are advancing 
with each new healthcare 
development. Smooth, 
seamless cups are much 
more desirable due to the 
fact that we are seeing 
more and more survivors 
within the 15-39 year 
old age range and that 
women wearing tight-
fitting clothing is never 
going out of style. This is 
also because, at A World 
of Pink, we are creating 
natural-appearing sym-
metry, and so there is no 
need to hide behind big-
ger clothing, and seam-
less bras are constantly in 
demand. Of course, this 
industry also includes 
every generation of sur-
vivors, and older women 
who are in need are look-
ing for front-closure bras 
that are easier to put on 
and off with limited range 

retail profile: a world of pink

Q&A with Christine A. Guarino, RDH, CMF, CFm
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of motion. Finding a bal-
ance between style, form, 
and function is a must 
when ensuring every pa-
tient who comes in our 
doors leaves with some-
thing that makes them 
feel beautiful, comfort-
able, and like themselves 
again.  One of the biggest 
concerns we have faced 
in this industry is the un-
fortunate lack of options 
available to women of 
color who come to see us 
wearing white prostheses 
and who tell us they were 
informed that “this is the 
only option you have.” We 
have successfully manu-
factured full prostheses 
and shapers to match the 
skin tone of every woman 
who comes through our 
door. Women of color are 
consistently underserved 
in healthcare, and we are 
changing that by show-
ing them that there are, in 
fact, options available to 
you to match your natural 
skin tone!

Ted: Describe your price 
points and size ranges.

Christine: All of the bras 
offered at A World of 
Pink range between $40 
and $65, and we no size 
is out of our reach. We 
are in search of a superior 
quality vendor that offers 
plus size bras. We are even 
with the Medicare cost of 
prostheses, but for those 
women who wish to pur-
chase an additional breast 
prosthetic we are able to 
offer a discounted price 
thanks to our incredible 
manufacturing system. 

Ted: What is your typical 
or average customer size?  

C h r i s t i n e : 
Our average 
customer size 
is 40C. This 
is an increase 
from what it 
was in 2015, 
and is due to 
the fact that 
women have 
larger backs 
as a result of 
the removal 
of one of both 
breasts and 
the overcom-
pensation of 
back muscle 
when women 
do not wear 
breast forms.

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

Christine: We do not 
charge a copay for our pa-
tient visits. We verify each 
patient’s insurance prior 
to their appointment and 
discuss any out-of-pocket 
expenses (if there are any 
at all) with the patient so 
they can make the ulti-
mate decision of what, if 
any, they want to spend. 
With the countless differ-
ent types of insurance cov-
erage plans and the mul-
titude of companies that 
we are able to bill directly, 
there is no average spend-
ing to be said about each 
visit, though most women 
leave their appointment 
with us without spend-
ing a dollar. If they have a 
need or a desire for addi-
tional bras outside of their 
coverage options—which 
happens often—we dis-
count our items and offer 
coupons to help them save 
even more.

Ted: Describe your cus-
tomer base.

Helena: We see women 
as young as 15 and as old 
as 98, most of whom are 
breast cancer survivors, 
but also those who have 
had breast augmentation 
or reduction, or who have 
natural breasts and are 
simply seeking a better fit 
bra. Everyone is welcome 
at A World of Pink, be-
cause every woman de-
serves to feel beautiful 
and comfortable in their 
own skin.

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

Christine: We are chang-
ing breast aftercare in this 
country. A World of Pink 
has finally reached a place 
where it is ready to ex-
plode. We have designed 
a turnkey operation that is 
affordable, profitable, and 
has the ability to change 
the lives of not only the 
women that we help, but 
also each and every indi-
vidual in their family. We 
are able to educate the 

reality of breast cancer 
for generations to come. 
Fine turning this delicate 
balance to create success 
where others have failed 
has been a major turning 
point for this company, 
and being able to sustain 
while billing insurance has 
been tremendous. We are 
always searching for new 
doctor referrals, sending 
out our information to 
those who need it most, 
and are on the cusp of our 
next great milestone.

Ted:  What have you 
drawn attention to your 
business?

Christine: We focus on 
creating events that draw 
attention to the need of 
aftercare in this country. 
This is a women-driven 
business; women tell oth-
er women about a busi-
ness that is dedicated to 
changing their lives. A 
World of Pink is about 
the women and about 
the survivors... everything 
else comes full-circle after 
that.
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2017
july 8-10

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

july 11-12
Swim Collective
Hyatt Regency 
Huntington Beach 
Resort, California
swimcollective.com

july 11-18
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

july 16-18
MRket
Javits Center
New York, NY 
(212) 686-4412 
ubmfashion.com

july 16-18
Project
Jacob Javits Center
New York, NY
ubmfashion.com

july 17-18
Active Collective
Hyatt Regency 
Huntington 
Beach Resort, CA
activewearcollective.com

july 17-19
Capsule Men's 
New York, NY
(212) 206-8310

capsuleshow.com

july 17-19
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 2401
TexworldUSA.com

july 17-19
Apparel Sourcing USA
Jacob K. Javits 
Convention Center
New York, N.Y.
770-984-8016 ext. 2401
apparelsourcingshow.com

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

july 22-25
SwimShow
Convention Center
Miami Beach, Fla.  
(305) 596-7889
swimshow.com

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

july. 28-30
MMC Dessous Paradies 
Schkeuditz, Germany
mmc-dessousparadies.de

july 30- aug 2
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada

(800) 421-4511
asdonline.com

aug. 1-4
Intimate Apparel 
Market Week 

aug. 5-7
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 6-8
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

aug. 6-8
LingeriePro 
Antwerp, Belgium
lingeriepro.be

aug. 6-8
  Accessorie Circuit

Javits Center
New York, NY
ubmfashion.com

aug. 6-8
  Moda

Javits Center
New York, NY

aug. 6-8
  Fame

Javits Center
New York, NY
ubmfashion.com

aug. 6-8
  Intermezzo Collection

Show Piers 
New York, NY
ubmfashion.com

aug. 6-8
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

aug 9-10
INDX Show
Cranmore Park 
Exhibition Centre
Solihull, UK
0121 713 4453
indxshow.co.uk

aug. 9-12
Dallas Market Center 
2100 Stemmons 

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

aug. 12-15
Off Price
Sands Expo &
Convention Center, 
Las Vegas, NV
(262) 782-1600

aug. 14-16
Accessories the Show 

Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16
Capsule 
Sand's Expo Center

event & show dates 2017
calendar
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Las Vegas, NV
(212) 206-8310
capsuleshow.com

aug. 14-16
  Coeur

Mandalay Bay
Las Vegas, NV
(323) 851-7306
coeurshow.com

aug. 14-16
CURVENV 
Mandalay Bay
Las Vegas, NV
(212) 993-8585
curvexpo.com

aug. 14-16
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
ubmfashion.com

aug. 14-16
Project
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16
Pool Show
Mandalay Bay
Las Vegas, NV

aug. 14-16
Stitch 
Mandalay Bay
Las Vegas, NV 
ubmfashion.com

aug. 14-16
The Tents 
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16
MRket
Mandalay Bay
Las Vegas, NV 

ubmfashion.com

aug. 14-17
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-682-3475
wwinshow.com

aug. 20-22
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

aug. 22-24
Stylemax Spring
Chicago, IL
The Merchandise mart                                           
(312) 527-7750
Stylemaxonline.com

aug. 26-28
Trendz
Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

aug. 27-29
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

August 27-29
The Knot Couture
World Market 
Center Pavillom
495 Grand Central 
Parkway, Las Vegas, NV
(212) 515-3563 
coutureshow.com

aug. 30- sept. 2
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
kasch@igedo.com

www.cpm-moscow.com

sept. 3-4
   London Edge

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

sept. 7-9
   Surf Expo Show

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

sept. 10-12
The Harrogate Bridal 
Harrogate Intl. Centre 
North Yorkshire, UK
01423 500500
theharrogatebridalshow.
co.uk

sept. 12-14
   Vow

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

sept 13-14
Old Dominion 
Fashion Exhibitors
Virginia Beach Resort 
& Conference Center
800-468-2722
odfe.org

sept. 16-18
Capsule 
Pier 94
New York, NY
(212) 206-8310
capsuleshow.com

sept. 17-19
  Coterie 

Javits Center
Piers 92/94
New York, NY

ubmfashion.com

sept. 17-19
  SOURCING 

Javits Center
Piers 92/94
New York, NY
ubmfashion.com

sept. 17-19
  Fame

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Moda

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Pool Trade Show

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Accessories the Show

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Stitch

Javits Center
New York, NY
ubmfashion.com

sept. 18-21
Texworld
Parc des Expositions 
Paris Le Bourget
 +33 (0)1 55 26 89 89
texworld.
fr.messefrankfurt.com

sept. 19-21
Premiere Vision Paris
Parc des Expositions 
Paris, France
+33 (0)1 70 38 70 00

premierevision.com

sept. 24-26
Trendz West
Bradenton 
Convention Center
Palmetto, FL
(305) 718 4320
www.trendzshow.com

sept. 24-27
National Bridal Market 
theMART
Chicago, IL 
(312) 527-4141
nationalbridalmarket.com

sept. 25-26
Altitude
Paris Hotel & Casino
Las Vegas, NV
(631) 446-4666
altitudeshow.com

sept. 25-29
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

sept. 27-28
  Interfiliere New York 

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

oct. 2-4
LA Textile 
California Market Center
Los Angeles, CA
110 East 9th Street 
 (213) 630-1701
californiamarketcenter.
com

oct. 10-11
Shanghai Mode 
Lingerie
Shanghai Conv. Center

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

Bruce Prescott, Zoe & Co.:  
Zoë & Co.’s Rhode Island 
location opened in 2001 in 
the heart of historic down-
town Westerly, a New Eng-
land resort destination of 
quaint shops, lovely parks, 
and seven miles of beaches. 
In 2008, Zoë & Co. opened 
a second store in downtown 
Concord, New Hampshire, a 
hub of community activities, 
commerce, politics, and en-
tertainment, overseen by the 
gleaming gold dome of the 
Capitol Building. We love 
vibrant, active downtowns!  
We invest in brick and mor-
tar stores, rather than online 
business, because we believe 
in supporting the communi-
ties in which we are located. 
Our employees are commu-
nity members, many with 
families and children in the 
local school systems, who 
contribute to the local econ-
omy and are invested in help-
ing their towns thrive. We 

sponsor local sports teams, 
volunteer at local events, 
and provide assistance to 
community organizations 
which promote the wel-
fare of women and families 
in our locales.  Finding the 
perfect fit is our passion, and 
it requires a personal touch. 
When our clients come into 
our boutique-style shops for 
a fitting, we are able to help 
them find basics, luxury bras, 
special occasion bras, and 
much more! Our stock room 
is packed with over 230 sizes 
of bras from over 40 compa-
nies. We carry strapless and 
longline bras, cup and band 
sized swimwear, sport bras, 
bralettes, shapewear, lingerie 
(racy, demure, and every-
thing in between!), as well 
as breast forms, post-surgi-
cal bras, trans/cross gender 
products, maternity and 
nursing bras, corsets, panties 
and thongs, sleepwear, acces-
sories, and hosiery. 

Ted: What makes your store 
special?

Bruce: Outstanding, 
knowledgeable cus-
tomer service is what 
makes our store ex-
ceptional. Finding a 
customer’s size is only 
the starting point. 
Knowing the numer-
ous factors that affect 
fit and knowing our 
stock is part of our 
rigorous training pro-
cess. Our fitters know 
which styles work best 
with different types 
of breast tissue and 
body types/frames, 
so we can meet each 

customer’s unique needs. 
Since we carry bras in over 
230 sizes from more than 40 
companies, we can help our 
clients find just what they 
are looking for!

Ted: What do you look for 
in a brand?

Bruce: We look for quality 
brands that provide a wide 
range of cup and band sizes. 
Brands most important to 
our store are Eveden, Pa-
nache, Anita, Royce, Par-
fait, Fitfully Yours, Wacoal, 
Chantelle, Empreinte, and 
Huit—each brand is special 
in its own way and fills a 
niche that others can’t. Just 
as each woman is a differ-
ent fit, each bra company is 
unique, and we appreciate 
the differences that make 
them special.  We sell mas-
tectomy bras and breast 
forms, as well as post-surgi-
cal products and transition-
al/cross gender products. We 
have a wide variety of nurs-
ing bras, and have recently 

begun carrying the Cake 
brand, which is quite popu-
lar! We carry strapless and 
longline bras, cup and band 
sized swimwear, sport bras, 
bralettes, shapewear, lingerie 
(racy, demure, and every-
thing in between!), as well as 
breast forms, post-surgical 
bras, transitional/cross gen-
der products, maternity and 
nursing bras, corsets, pant-
ies/thongs, sleepwear, acces-
sories, and hosiery. 

Ted: What have brands done 
to disappoint you?

Bruce: One thing we find 
disappointing/frustrating is 
when companies we work 
with choose, shortsightedly, 
to sell their products on-
line at lower prices than we 
can offer. Brick and mortar 
stores are the key to intro-
ducing customers to brands 
and styles they love—love, 
because fitters have worked 
with them to find just the 
right size and fit. Most cus-
tomers going online would 
not know what size or style 

retail profile: zoe & co

Q&A with Bruce Prescott, Owner
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to order without the help of 
a fitter, and might never con-
sider searching for certain 
brands/styles on their own. 
Fitters encourage customers 
to try styles they might oth-
erwise overlook—hand sell-
ing bras is what helps cus-
tomers find and fall in love 
with just the right style/size 
for them. If those customers 
happen to search a compa-
ny’s website for bras they’ve 
purchased in our store, they 
aren’t going to consider the 
expenses we must pay (fit-
ter’s salary, fixtures, heat and 
electricity, insurance, etc.) 
which are factored into the 
cost of a bra at our shop. 
They simply see that, by go-
ing directly to the company, 
they can now get the bra we 
helped them find for less 
money. We make one sale, 
and the company then gets 
all the future sales from that 
customer online. Some com-
panies see this as an easy way 
to make a few extra dollars, 
but undercutting the brick 
and mortar stores that help 
build a following for their 
brand makes it not only un-
profitable, but unpalatable, 

for us to continue working 
with them. In the long run, 
such companies must recog-
nize and respect the fact that 
working in partnership with 
brick and mortar stores is 
what ensures the continued 
promotion and success of 
their products. 

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

Bruce: When we talk about 
trends, one thing to remem-
ber is that what is universally 
popular for all women is 
finding a bra that fits! That 
being said, bralettes are the 
rage right now, as are cup and 
band sized bras with bralette 
styling. Bras with conversion 
to racerback options are also 
highly sought after. Wed-
ding boudoir photography is 
a trend that brings in women 
looking for beautiful lingerie 
styles that reflect their per-
sonality—corsets, chemises, 
lace, leather—it’s a great op-
portunity to explore! 

Ted: Describe your price 
points and size ranges.

Bruce: Our bras run from 
under $30 to over $300, with 
the average price of a bra be-
ing somewhere from $65 to 
$85.  We carry bands from 
28 inches to 56 inches, and 
cup sizes from AAA to KK. 
The average customer spends 
about $200 per visit.
 
Ted: What is your typical or 
average customer size?  

Bruce: We carry over 230 
bra sizes, and we see the full 
range of sizes that women 
come in, from petite to vo-
luptuous. Our average-sized 
customer is anyone who rec-
ognizes that they deserve to 
be in a bra that fits!

Ted: What does your average 
customer spend per visit? 

Bruce: The average customer 
spends about $200 per visit.

Ted: Describe your customer 
base.

Bruce: We have a very wide 
customer base, ranging from 
girls in their preteens to 

women in their nineties. We 
work with people of all gen-
ders, including those who are 
transitioning (male to female 
and female to male), and we 
work with clients who have 
specific needs, i.e., breast 
cancer, mastectomy, aug-
mentation, reconstruction, 
reduction, nursing, arthritis/
physical or mobility issues, 
etc. Our customer base is 
diverse, and we love working 
with them!

Ted: What have you done to 
improve your business?

Bruce: As always, we strive 
to maintain the rigorous 
training and continuing edu-
cation of our bra fitters, who 
attend workshops on fitting 
women with breast cancer, 
share knowledge about best 
styles for specific customer 
needs, talk with La Leche 
consultants and work with 
organizations which support 
LGBTQ+ and transgender 
people in order to provide 
informed, welcoming, and 
compassionate service for all 
our clients.
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Ted Vayos, BODY: Please 
tell us about your four 
specialty stores.

Helena Stuart, Only 
Hearts:  We are an inti-
mate design and manu-
facturing company that 
has been producing in 
NYC since the very be-
ginning. We started our 
business in 1978, and that 
same year we opened our 
first store on the UWS 
of Manhattan. 22 years 
ago we opened our Santa 
Monica, LA, location on 
Montana Ave. We chose 
that neighborhood be-
cause the clientele most 
closely resembled our 
UWS customer. Early on 
we understood we had a 
bi-coastal customer.  Our 
shop in Rome was the 
third and we opened that 
to meet the needs of our 
international clientele. 
In 2000, we opened our 
second NYC location 
in Nolita. This is differ-
ent demographic than 
our other locations but 
we have such a strong 

following of downtown 
girls, and this allows us 
to be closer to her. Our 
online shop was the last 
to launch and unlike our 
multi-brand brick and 
mortar shops, our website 
carries Only Hearts prod-
uct exclusively.  We trade-
marked a shop for the 
shameless romantic* and 
I have held true to that 
aesthetic. We sell sleep-
wear, robes, loungewear. 
In daywear, we sell bras 
(not padded), undies, ca-
mis, chemises, bodysuits. 
Jewelry, scarves, small 
heart shaped gifts, slip-
pers, and a bit of hosiery 
round out our assortment.

Ted: What makes your 
store special?

Helena: We created fash-
ion’s first “Inner Outer-
wear” ™ collection, and 
revolutionized under gar-
ment dressing to come 
out and be seen. Our 
stores not only carry our 
own designs but an amaz-
ing selection 
of upscale 
brands. We 
are constant-
ly building 
on our clas-
sic pieces 
p r o p o s i n g 
new colors 
to our clients 
in addition 
to re-imag-
ining time-
less silhou-
ettes in fresh 
new fabrics. 
In addition 

to quality lingerie, we also 
stock a variety of heart-
themed keepsakes. This 
includes everything from 
matches to paintings 
to jewelry to glassware. 
There is always a sur-
prise to discover at Only 
hearts!

Ted: What do you look 
for in a brand?

Helena: In addition to 
our namesake brand, in 
intimate apparel we also 
carry Christine, Helen 
Sanchez, Maison de Pap-
pillon, Stella McCarthy, 
Heidi Klum, Mimi Holi-
day, Huit, Le Mystere, Ya 
Living, Salua, La Costa 
Del Allgodon, Bedhead, 
Priamo, and Love+Grace. 
We look for quality, fit, 
and most importantly 
how does it feel.   Our 
own brand is sustainably 
produced without com-
promising on the qual-
ity and uniqueness of the 
materials used, we stock 
other brands that place a 

high value on quality fit 
and fabrics. We diligently 
shop Curve New York 
and Salon de Lingerie in 
Paris for brands to carry 
in our shops. Comfort 
is most important to us. 

retail profile: only hearts

Q&A with Helena Stuart, President and Founder
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We want each piece our 
shoppers get from us to 
became a staple in their 
wardrobe, not just a pret-
ty piece for special occa-
sions.

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

Helena: For the West 
Coast, navy sells almost 
as much as black, which is 
surprising, and in shades 
of nude, they tend to 
go for more blush/pink 
tones. Color preference 
has a lot to do with skin 
tone: People tend to have 
a little more glow out 
west, so they feel more 
comfortable, and perhaps 
even look better, in bright 
colors or pastels. In N.Y. 
(and the East Coast), 
where bright and sunny 
is not necessarily the 
mood year-round, black 
is king.   Once the sun 
returns, we start to sell 
summer whites.   When 
it comes to trends, out 
west people want sexier, 
less basic bras and have 
been fans of the soft 
cup bralettes we do for 
years. We started making 
bralettes from the very 
beginning, but  the uptick 
in demand for bralettes 
on the east coast has re-
ally been strong the last 
year months.

Ted: Describe your price 
points and size ranges.

Helena: We’re in the bet-
ter to luxury price range 
with some our thongs 
starting at $25 and silk ki-
monos going up to $500. 
Our sizes typically range 
from extra small (30-32) 
to large (38) with some 

styles offered in plus sizes.
 
Ted: What is your typical 
or average customer size?  

Helena: The average size 
of the customer depends 
on the location. On the 
UWS and in Santa Mon-
ica we sell smalls and me-
diums equally, and in our 
Nolita location we sell ex-
tra small and small most 
often.  Online medium is 
our best-selling size.

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

Helena: It widely varies 
between store location, 
but on average $230.

Ted: Describe your cus-
tomer base.

Helena: We are worn by 
mothers, daughters, and 
today even the grand-
mothers who began wear-
ing Only Hearts in their 
20s. Our woman is always 
sexy, but never vulgar. 

She values comfort and 
quality, and isn’t afraid to 
wear innerwear as outer-
wear. Celebrities are also 
a fans of Only Hearts. 
Amy Schumer recently 
stopped into our Upper 
Westside boutique and 
left with several purchas-
es. Our pieces are worn by 
Kendall Jenner, Gigi and 
Bella Hadid, Kim and 
Khloe Kardashian, and 
Emily Ratajkowski.  Our 
long time clients include 
Gwyneth Paltrow,   Scar-
lett Johansson, Kate 
Hudson, Glenn Close, 
Laura Linney, Sally Field, 
Jennifer Aniston, Court-
ney Cox, and Kate Moss.

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

Helena: We all know the 
global economy has been 
challenging, but we can 
happily say that as of Feb-
ruary 2017 our numbers 
have been consistently in-
creasing. We’ve narrowed 
our vendors to provide a 

more curated shopping 
experience. Customer 
service is of the utmost 
importance and our 
dedication is reflected in 
our rising sales. I’m very 
grateful for the support 
of our long term manag-
ers whose work ethic and 
passion have contributed 
to our success.

Ted: What have you done 
to improve your business?

Helena: As the retail 
landscape has changed 
towards a digital focus, we 
have targeted influencers 
and bloggers to maintain 
brand awareness. Social 
media is a major selling 
point as our Instagram 
and Facebook allows us 
to maintain contact with 
our customer. We’re very 
lucky to be based in New 
York, this allows maga-
zine editors to easily pull 
our product for editorial 
shoots. The press images 
this provides undeniably 
helps our business. 
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wacoal annual sales fell 7%
Although Wacoal sales in the U.S. “remained 
unchanged from the previous fiscal year,” for the 
company as a whole they decreased 
7.0% worldwide. Meanwhile the 
Japan-based firm’s net income for 
the 12 months ended March 31, 2017 
rose 1.2%.

Wacoal does not reveal exact sales 
figures for the U.S. But it did report 
that combined sales for Europe and 
North America dropped sharply in its 
latest fiscal year to 29,633 million 
yen (about $271 million at today’s 
exchange rates) from 34,338 million 
yen (about $314 million) in the fiscal 
year ended March 31, 2016.

As a whole, the international inti-
mates and apparel company earned 
12,648 million yen (about $115 mil-
lion) on sales of 195,881 million yen 
(about $1.788 billion) compared to 
11,472 million yen (about $105 mil-
lion) on sales of 202,917 million yen 
(about $1.852 billion) for the fiscal 
year ended March 31, 2016.

“With respect to Wacoal America, 
Inc., deparment-store sales on a local 
currency basis were weak due to the 
shifting focus in the retail environ-
ment in the United States from phys-
ical store sales to e-commerce sales, a trend that 
has become more prominent,” the company 
reported. “On the other hand, overall sales on a 
local currency basis remained unchanged from 
the previous fiscal year, as sales from our own 
e-commerce website increased significantly and 
sales of our products through e-commerce web-
sites managed by department stores and other 
companies grew substantially.”

“The gross profit rate improved because dis-
counts were decreased by our pricing policy and 
also due to a higher ratio of e-commerce sales. 
However, operating income on a local currency 
basis fell below the operating income for the 
previous fiscal year due to increases of expenses 
associated with strengthening of e-commerce 
sales, increases of labor costs in healthcare costs 
as a result of increases in medical insurance 
premiums, and impact of expenses from closure 
of our directly managed outlet stores that were 
underperforming”

“With respect to sales on a local currency basis 

for Wacoal Europe, sales at department stores in 
the United Kingdom were steady and e-com-
merce sales in the North America were strong.” 
The Wacoal Europe division included such 
brands as Elomi, Fantasie, Freya, Leia and 
Goddess when it came to the parent company 

when it acquired Eveden Group in 2012.
The company also reported that “sales from 

our plus-size brand “Elomi” greatly exceeded 
sales for the previous fiscal year in various coun-
tries including Europe, North America and 
Australia. Although sales were significantly and 
negatively impacted by the “Huit” brand, which 
business was liquidated, overall sales exceeded 
the overall sales for the previous fiscal year due 
to the currency appreciation in non-British 
Pound markets. In terms of operating income on 
a local currency basis, although gross profit 
increased due to increased sales, our overall 
operating income largely fell below the operat-
ing income for the previous fiscal year due to the 
impact of expenses related to the liquidation 
proceedings for our French subsidiary and 
increased expenses under IT-related invest-
ments.”

Looking at its fiscal year, which began April 1, 
2017, the company explained, “Because the 

domestic [Japanese] economy is anticipated to 
make only a mild recovery due to improvement 
in the employment environment, the manage-
ment environment surrounding our group will 
remain difficult, as consumers will very likely 
continue to be budget-conscious and a number of 

large-scale retail stores will withdraw 
from the market. Also, as our overseas 
business might be affected by the trade 
and financial policies to be adopted by 
the new government of the United 
States, political situations in European 
countries, as well as economic circum-
stances in China and other Asian coun-
tries, the prospects for our overseas 
business will remain uncertain.”

“In our overseas business, we are 
planning to pursue business collabora-
tion between Europe and the United 
States and to establish system infra-
structure that enables sharing of infor-
mation on product planning and pro-
duction management, aiming for the 
development of highly competitive 
products and decreases in procurement 
lead time.”

Wacoal forecasted net sales for the 
current fiscal year of “200,000 million 
yen (an increase of 2.1% as compared 
to the previous fiscal year)” as well as 
“net income attributable to Wacoal 
Holdings Corp.: 9,000 million yen (a 
decrease of 28.1% as compared to the 
previous fiscal year).” — NM

tefron sales jump in q1
Tefron Ltd.’s sales jumped dramatically in 
the first quarter of 2017, and the company 
registered a small profit compared to a siz-
able loss in the first three months of 2016.

For the three months ended March 31, the firm 
reported net income of $80,000 on sales of 
$33.106 million compared to a loss of $1.184 
million on sales of $26.607 million for the same 
period last year.

Tefron produces, according to information on 
its website, intimate apparel for women and 
underwear for men, as well as shapewear for 
women, and activewear and casual attire for men 
and women. 

Tefron claims “a global reputation for technologi-
cal superiority, as well as strategic partnerships and 
customer relationships with market leaders in fash-
ion, athletics and wearable tech.”
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Ted Vayos interviewed Fran-
cesca Flemming, who recently 
joined her family’s bra business, 
Royce Lingerie

VAYOS: When did you join the 
company?

FLEMING: I joined in Janu-
ary this year (2017) after five 
months exploring South and 
Central America. I needed to get 
the travel bug out of my system 
before committing fully to the 
family business.

VAYOS: When did the company 
open?

FLEMING: Royce was founded 
in the summer of 1991.

VAYOS: Who started the busi-
ness?

FLEMING: My parents, Bob 
and Jane Fleming, started the 
business at my family home in 
the English countryside. Mum 
trained as a designer at college 
and had spent many years work-
ing for other larger bra manufac-
turers in England. As a young 
girl, I remember huge sheets of 
card in the back room, that she 
would draw bra patterns on with 
very sharp pencils. I couldn’t be-
lieve how precise she had to be 
when cutting out the patterns by 
hand! There are so many pieces 
that go into our garments – it’s 
incredible! Times have changed 
now, but the precision and com-
plexity of the wire free bra design 
remains.

VAYOS: What products did the 
company start out manufactur-
ing?

FLEMING: The first bras Royce 
manufactured were for nursing 
moms. We continue to make 
great quality nursing and mater-
nity bras to this day, so you can 
imagine how much knowledge, 
care and expertise goes into each 

garment.

VAYOS: Where were the prod-
ucts originally made?

FLEMING: In the dining room 
at home! A woman called Sue 
came to help out with the sewing 
and she continues to make our 
samples to this day – 26 years 
later.

VAYOS: Where are they made 
today?

FLEMING: Today the fashion 
industry has changed so much 
– it’s just not feasible to manu-
facture such large quantities at 
home in the UK. The bras are 
now manufactured in two differ-
ent factories in China. We go out 
to visit the factories at least twice 
a year and have strong relation-
ships with them.

VAYOS: Why did the company 
decide to make wire free bras?

FLEMING: This is simply be-
cause my mom was good at it, 
and not many other people were. 
It was a niche path to go down 
and my parents wanted to make 
Royce the experts in wire free 
lingerie, which it now is!

VAYOS: How has the compa-
nies product line expanded and 
evolved over the years that fol-
lowed?

FLEMING: Every bra that 
Royce has ever produced has 
been wire free. With time, the 
brand has evolved and we now 
create a bra for every woman for 
every stage of her life. ‘My first 
bra’ is, as one would expect, de-
signed for young girls when they 
start to develop breasts. We then 
have a beautiful range of every-
day wire free bras, whether they 
are molded, padded designs or 
traditional ‘cut and sew’ bras. 
Something which we also excel 
in is lingerie for women after 
they have undergone surgery. 

Our Silver Post Surgery bra is 
made from a technical fabric 
which is thermo regulating and 
anti bacterial. In addition to this, 
we have a range of bras with cot-
ton lining as standard, which can 
be used as a pocket for a prosthe-
sis. Whilst the styles and techni-
calities have continued to evolve, 
the quality of the product has 
never been compromised.

VAYOS: How many different 
categories does your company 
currently make products today?

FLEMING: We have five differ-
ent categories. These are: Every-
day; Teen/Junior; Nursing and 
Maternity; Post-Surgery; Sport.

VAYOS: How has each of these 
categories evolved in the past 
year?

FLEMING: Royce is constantly 
evolving and our design team are 
always researching new fabrics 
and ideas. Over the past year, we 
have introduced some amazing 
new teen bras. Black & Blush is 
a gorgeous molded starter two 
pack which is totally smooth and 
seam free. We’ve introduced a 
fun and vibrant new color to our 
classic sports bra – Impact Free 
in Coral. It looks great and is 
perfect for women with a larger 
bust. In fact, we think it’s the 
only wire free sports bra to go up 
to a K cup.
     Supreme Comfort is revolu-
tionary, too, and something we’re 
all very proud of. This seam free, 
nude t-shirt bra has been de-
scribed as a second skin. It’s so 
incredibly comfortable and sup-
portive – you’d never believe that 
it doesn’t contain a wire.

VAYOS: How will these prod-
ucts evolve further in the year 
ahead?

FLEMING: We have some real-
ly exciting products in the pipe-
line. The athleisure trend is here 
to stay and we are keen to intro-

duce something new and excit-
ing to our sports range. Watch 
this space. We’re not only focus-
ing on new products. We listen 
to our customers and develop 
existing styles by expanding the 
size ranges, and introducing new 
colorways.

VAYOS: Which products are 
performing the best for Royce 
Lingerie in the US?

FLEMING: For us, our every-
day molded bra Maisie is doing 
really well in the US. It comes in 
three different colors and creates 
a beautiful shape. The matching 
briefs with a satin trim are an 
added bonus.

VAYOS: How many stores is 
Royce Lingerie currently being 
sold in the US and around the 
world?

FLEMING: We currently have 
some 166 accounts in the US.

VAYOS: What are your top sell-
ing colors in the US?

FLEMING: Nude, nude and 
nude! Many of our products are 
really popular, but if there’s one 
color trend which stands out in 
the US, that’s nude!

VAYOS: How would you de-
scribe the Royce Lingerie fit to 
the US customer?

FLEMING: With Royce, it’s 
not a case of one size fits all. We 
believe that customers should 
take time to get the fit right and 
no two women are the same. Our 
‘cut and sew’ bras such as Grace 
create more of a traditional 
shape, whereas the molded bras 
such as Maisie or Georgia are a 
much more rounded silhouette.

VAYOS: How can US retailers 
get in touch with your company?

FLEMING: Contact us direct at 
sales@royce-lingerie.co.uk.

interview:  
Francesca Fleming Talks About Her Family’s Royce Lingerie
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