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aerie up 32% in q1
Aerie, the intimate apparel brand, reported 
a sales increase of 32% over the same quarter 
last year. Meanwhile, parent company 
American Eagle Outfitters, the retailer of 
men’s and women’s apparel, reported a 
combined sales increase of 7%.

For the quarter ended April 30, 2016, the 
company earned $40.5 million on combined 
sales of $749.4 million compared to $29.1 
million on sales of $699.5 million for the 
quarter ended May 2, 2015.

In the conference call to discuss the 
results, Aerie global brand president Jen 
Foyle said her division showed “strength 
across all our businesses.” The 32% growth 
in the latest quarter comes on top of a 26% 
rise its fourth quarter, and 20% overall 
growth for the brand in its last fiscal year.

Foyle credited the brand’s “Aerie Real,” 
advertising campaign, among other factors, 
in the growth. In response to a question 
about her successful bralette business, she 

boasted Aerie was “first and furious” in the 
category. She noted, however, that “cus-
tomers are always evolving,” and that the 
company was “nimble” and planned to keep 
up with changes.

peekay; q1 losses grow
First quarter sales at Peekay Boutiques, the 

chain that sells adult products and lingerie, 
dropped by $436,000, while its losses for 
the period rose from $486,000 last year to 
$889,000 for the first three months of this 
year.

The 47-store chain reported sales of 
$11.269 million for the period ended March 
31, 2016 compared to $11.705 million in the 
same period last year. The decline in sales 
and expanded losses came in what is sup-
posed to be one of the best times of year for 
the stores. “Significant portions of the com-
pany’s net revenue and operating income 
are realized during the first and fourth 
quarters of the fiscal year, corresponding to 
the Valentine Day and holiday shopping 
seasons, respectively,” Peekay admitted in 
its most recent SEC filing.

The firm reported the drop in sales was 
related, in part, to its exit from a line of 
unsuccessful private label adult products as 
well as DVDs. “Sales of our private label 
products declined $0.3 million for the three 
months ended March 31, 2016, as compared 
to the comparable period in 2015, as we fin-
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ish selling through the remaining products imported in 2013 and 
early 2014, while DVD sales were $0.2 million lower than 2015, as we 
discontinued distribution of DVDs in the third quarter of 2015. 
Total revenue, as adjusted for these assortment changes, would have 
increased by 0.8% over Q1 2015, which was the highest quarterly 
revenue in the company’s history.”

Peekay said in the quarterly filing that its “auditor has raised sub-
stantial doubt about our ability to continue as a going concern, relat-
ing that “During 2014 and 2015, we incurred net losses of $4.2 million 
and $46.7 million (including a $40.6 million goodwill impairment 
charge), respectively. Our net losses are largely a result of interest 
expense on the approximately $51 million of debt, which exceeds the 
operating profits generated through the operations of our business. 
Approximately $38.2 million in senior secured debt matured on 
February 15, 2016, and we do 
not have the resources neces-
sary to pay this debt and we 
have been unable to find 
replacement financing.”

The chain added that it is 
“currently operating under a 
Ninth Amendment [to its 
financing agreements] provid-
ing for certain forbearance 
treatment” with its lenders, and 
admitted, “we may be forced to 
file for bankruptcy and/or liqui-
date our assets if we are unable 
to meet the terms of the agree-
ment. Our ability to continue 
our operations and execute our 
business plan is dependent on 
our ability to refinance this 
debt and/or to raise sufficient 
capital to pay this debt and 
other obligations as they come due (or are extended through a refi-
nancing) and to provide sufficient capital to operate our business as 
contemplated. If we are unable to refinance our existing senior debt 
or raise equity capital we may have to cease operations and liquidate 
our assets and the holders of our equity may lose all or a significant 
portion of the value of their equity.”

vs stores down 3% in april
Comparable store sales in April at Victoria’s Secret and Pink shops 
in the U.S. and Canada declined 3%. For the combination of its 
comparable North American lingerie stores and its direct business, 
the decline in April was 1%.
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The 3% decline in April at the lingerie 
stores comes after the company reported flat 
sales at comparable Victoria’s Secret and 
Pink North American stores in March.

In addition, L Brands revealed in a charts 
accompanying its April sales release that it 
had “acquired” 26 Victoria’s Secret Beauty 
and Accessories (VSBA) stores from its out-
side partners. Up through the beginning of 
April, all these usually 1,000 square foot 
stores, which carry some Victoria’s Secret 
underwear but focus on the company’s fra-
grances, body care and accessories, had been 
owned by partners, not L Brands itself.

On its website, L Brands currently lists 34 
VSBA stores South America, 76 in the 

Middle East, 78 stores in Europe, 103 stores 
in Asia, 4 stores in Africa and 23 stores in 
Australia/Oceania. To date there has been 
no other public announcement about this 
acquisition, which took place in the last 
month or so, but an L Brands spokesperson, 
in response to questions from BODY, 
replied in an email, “You are correct that this 
is a shift. We will formerly and more fully 
announce the ownership on our earnings call 
later this month.” The company did not 
reveal the location of the VSBA stores that it 
acquired. Locations include both airports 
and malls throughout the world.

In announcing the April sales results, Amie 
Preston, chief investor relations officer 
declared of the combined monthly results, 
“Victoria’s Secret April comparable sales 
were down 1% to last year. Strength in the 

Pink business was offset by softness in core 
lingerie and beauty. The merchandise mar-
gin rate was down to last year primarily 
driven by a decline in beauty as we reposition 
this category and higher Secret Reward 
redemptions. In addition, margin rate was 
unfavorably impacted by FX in our Canada 
business.”

Preston noted, “In May we will focus on 
Mother’s Day and new fashion in our Pink 
floral lace halter.”

She added, speaking of L Brands as a 
whole, “we expect May comps to be roughly 
flat, which includes a negative impact from 
the shift of the Sunday and Monday of 
Memorial Day weekend into June.”

For parent company L Brands as a whole, 
which also includes Bath & Body Works, 
La Senza and Henri Bendel, the combined 
results showed flat April comparable store 
sales for its U.S., Canada and U.K. stores. A 
combination of that business and its com-
bined direct business in April showed a 1% 
increase over last year.

L Brands does not separately report the 
sales results for its company-owned La 
Senza lingerie stores in Canada, but it has 
been gradually reducing the number of loca-
tions in recent years. Between January 31, 
2015 and January 2, 2016 it reported in had 
closed 16 La Senza Canada lingerie stores, 
dropping the total to 130. Since then addi-
tional stores have been closed, reducing the 
total to 125 as of April 30. As of January 31, 
2009 the company had been operating 322 
La Senza stores and 1,043 Victoria’s Secret 
stores. Outside of North America partners 
currently operate 217 additional La Senza 
shops.

Despite the softness in sales for the North 
American lingerie stores in March and April, 
L Brands reported that comparable lingerie 
store sales in the first quarter of 2016 were up 
1%, due to a strong February. A combination 
of the comparable store lingerie sales in 
North America along with the direct linge-
rie business showed a 2% increase in the first 
quarter.

Total Victoria’s Secret and Pink store sales 
rose to $1.38 billion in the quarter compared 
to $1.35 billion in 2015. Total direct Victoria’s 
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Secret and Pink sales rose to $359.7 million 
from $338.3 million in the quarter.

L Brands reported that its company-wide 
“net sales increased 2% to $737.5 million for 
the four weeks ended April 30, 2016, com-
pared to net sales of $724.6 million for the 
four weeks ended May 2, 2015. Comparable 
sales for the four weeks ended April 30, 2016, 
increased 1%.”

“The company reported net sales of $2.614 
billion for the first quarter ended April 30, 
2016, an increase of 4% compared to sales of 
$2.512 billion for the quarter ended May 2, 
2015. Comparable sales for the first quarter 

ended April 30, 2016, increased 3%. The 
company expects to report adjusted first 
quarter earnings per share at the high end of 
its previous guidance of $0.50 to $0.55.”

escanté: strong april ils
“We want to bring the excitement back to ILS 
[the International Lingerie Show] and we feel 
very fortunate and appreciate the acceptance 
by our customers,” declared Deborah Herrera, 
president of sales at Escanté, when asked 
about her particularly busy booth at the most 
recent show in early April.

“Intimate apparel is a competitive market,” 
she continued. “There are many great linge-
rie companies out there. Escanté continues 
to strive to be a strong and proven player in 
the market. From the front office, design, 
production, shipping to our field teams we 

have all been working hard with renewed 
vigor and it is beginning to show.”

Asked to list some of the latest additions, 
Herrera began, “There are so many new and 
exciting things at Escanté. Our 2016 collec-
tion was inspired by body contouring straps, 
style lines that are up to trend and define the 
curves of a women’s body. Our New Fusions 
by Escanté, a mix and match collection of 
styles, are designed and inspired for a danc-
er’s movement. Escanté has always offered 
an explosion in color and design.”

“Escanté’s has many great selling styles 
from baby dolls, bedroom costumes and sets 
all at amazing price points.”

The company is also about to launch “our 
very first Holiday in a Box. A collection of 
amazing styles featuring jewels, pearls and 
perfectly designed to create new memories.”

Herrera emphasized that a significant part 
of the company’s recent success comes from 
catering to the changing needs of its retail-
ers. “Escanté is a company that has always 
considered our customers partners. From all 
areas of our country, our Canadian custom-
ers, our international customers and the on-
line and party companies. Each region, each 
type of business has their special wants and 
needs. We have been in the field, we have 
listened and will continue to strive to offer 
what our customers request. Listening and 
responding to these needs has been “key” to 
our recent successes. So for those that have 
not done business with Escanté for a while 
or for a customer looking for a new 
resource….let’s have a conversation. Let’s 
explore the ways we can help each other……
give us a call 800-888-1321.”

“We are looking forward to the upcoming 
markets,” continued the president of sales. 
“We hope customers will attend our show 
and schedule an appointment with us. We 
may even have a few surprises like we did in 
April,” she added, referring to a promotion 
at the recent ILS. “Congratulations to all 
those that won one of our Apple watches! It 
was a lot of fun for everyone.”

trueshapers: 2 new lines
TrueShapers, a shapewear leader with pres-
ence in more than 10 countries, is adding 
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two new collections called Seamless Tech: 
“Truly Invisible Look” and “Bodysuits, Body 
Slimmers & Firm Control.”

“The collections,” which include bodysuits 
and body slimmers offering firm control, 
“reflect a variety of new women’s shapewear 
and fashion trends,” wrote co-owner José 
Santos,” in an email to BODY. He predicted 
the group will become “a must have for 
casual and work wear,” adding the lines are 
“athletic-inspired and perfect for girls on the 
go this coming season.”

The new styles will be exhibited at the 
upcoming Curvexpo (July 31-August 2) in 
New York.

Santos first described the Seamless 
Tech: “Truly Invisible Look” group. “As 
you move around in a cloud of com-
pressed comfort, TrueShapers brings to 
the market a new way to shape your body 
with its re-engineered shaping panels to 
provide “high” control, great durability 
and to avoid lines under clothing for a 
completely invisible look. The truly invis-
ible pieces can be paired with just about 
anything, and they have special design 
with invisible “high” control support for a 
lightweight fit and targeted shaping 
under your favorite dress, skirt, pants, 
camis, even leggings.”

“For women’s who need consistent sup-
port and comfortably control whether 
they’re at the office, busy day, or enjoying 
a night out, this secretly smoothing invis-
ible look line, is a wardrobe essential.”

Santos next described the “Bodysuits, 
Body Slimmers & Firm Control” collection. 
“Ready to stop feeling embarrassed about 
how you look.... Now you don’t have to wait 
through years of hard workouts to sculpt a 
perfect figure because you can experience 
curves, instantly as you softly control your 
silhouette with ultimate comfort. 
TrueShapers features shapewear that slims, 
shapes and controls the tummy, waistline, 
breast, hips and back while providing a fit 
with no visible lines under clothes. This new 

product line looks for an innovative way to 
offer women beautiful shapewear that is also 
comfortable.”

As the line adds additional silhouettes, it 
will focus on control garments that “in gen-
eral, balance high-compression and comfort, 
permit perfect fit, easy-clean, stay-cool and 
hypoallergenic design.”

An added benefit of TrueShapers high 
compression garments is that they “help pro-
vide extra support for the healing areas after 
a surgical procedure or it helps keep pres-
sure to shrink the skin back to its original 
size after having a baby.”

“Well known for its high-end classic and 
workout waist cinchers, corsets and trainers 

that feel like silky lingerie, TrueShapers will 
launch the new product lines “Truly Invisible 
Look” and “Bodysuits, Body Slimmers & 
Firm Control” at the upcoming Fall/Winter 
2016 at Curve Expo New York,” said Santos.

He concluded that his “intelligent shape-
wear brand aims to provide access to every 
woman anywhere in spite of their age, 
weight and body. TrueShapers products are 
made of unique and high resistant materials, 
called 3 Structure D and 3 Plus D, that are 
useful for enhance the beauty of women’s 

body and reveal their most sensually seduc-
tive curves.”

wedding day hosiery
With the June wedding season upon us, 
Glamory Hosiery has some legwear sugges-
tions for brides.

“There are several things to keep in mind 
when selecting a style of hosiery to wear,” for 
a wedding, company owner Timothy Gettler 
stated in an email to BODY. “First and fore-
most is what style works best with your 
gown silhouette and fabric. Wearing a form-
fitting dress? Opt for the added support, 
slimming effects and body-shaping of the 
Vital40. If you want to give your new spouse 

an added surprise during the removal of 
the garter (which you shouldn’t be wearing 
without hosiery anyway), consider thigh-
highs or stockings, such as the Comfort20 
thigh highs or the Dream20 stockings. 
These may also be the best choice for 
gowns with a dropped, or basque, waist, a 
style that may prohibit the sometimes obvi-
ous presence of a pantyhose waistband.”

“Stay away from opaque hosiery, as its 
less see-through appearance seems heavy 
and fails to really accentuate the lines of the 
leg,” Gettler continued. “The more popular 
choice is hosiery with a denier of 20 for a 
sleek, sexy look. The Comfort20 is avail-
able in white, champagne (ivory), and 
makeup. The Deluxe20 comes in makeup 
and champagne (ivory).”

The company president added that a 
bride, “Looking for a little sex appeal,” 
might choose to “Be bold and go for the 
glimmer with the Allure20 available in 
white or makeup that has a slight sparkle 
to then. All of those are thigh highs and 

perfect to wear without a garter belt and will 
stay in place and won’t roll down.”

“For our stockings that will need a garter 
belt, there is always the classic Perfect20 
which is available in white and makeup. The 
very sexy lace top styles of Luxury20 avail-
able in champagne (ivory) and makeup and 
the Dream20 available in champagne (ivory). 
The pantyhose selections are the Satin 
Matte20 available in makeup and for a little 
added sheen to your legs we have the Satin20 
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which is available in makeup and teint 
(nude).”

Finally, for the bride looking to be 
comfortable on her wedding day, 
Gettler emphasized that Glamory is 
the answer. “To avoid un-bride like 
fidgeting and tugging, get the right 
size, shape, and style of hosiery for 
your body. Our hosiery comes in six 
different sizes. A garter belt can also 
add a little bit of light support and 
cinching.” Contact Glamory Hosiery 
at 800 452-0145 or info@glamoryho-
siery.com.

squeem in david’s bridal
Squeem reported it now has two of its 
shapewear pieces in all of the David’s Bridal 
stores in North America, as well as online.

The move comes after an extensive “re-
branding” for the company last year, and a 

recent introduction into the online Lane 
Bryant and Cacique shops.

“Squeem products are available to David’s 
Bridal consumers in all 323 stores in the 
USA and in Canada and online at davidsb-
ridal.com,” claimed president Thiago Pasos. 

“David’s Bridal carries our two hero prod-
ucts: Perfect Waist, our signature waist 
cincher, in black and beige and our shaping 
vest, Miracle Vest, in black. Perfect Waist 
retails at $59.90 and Miracle Vest at $79.90.

Pasos emphasized, “These are regular, full 
retail prices. We strongly believe in fair com-
petitiveness with our distribution, across 

channels and markets: therefore our prod-
ucts will always retail at MSRP.”

“Sales have been incredibly strong with 
David’s Bridal since launch and through 
their “Bridal Christmas,” which runs from 
January through June: this trend confirms 

the natural fit between our product and 
brand and David’s Bridal.” He added, 
“We intend to become a long term part-
ner and vital part of their selling proposi-
tion, not limited to their bridal offering 
but also extended to social occasion and 
mother-of-the-bride. It is exciting and a 
privilege to be partnering with such a 
leading retailer: supporting David’s 
Bridal merchandising needs in the shape-
wear category reinforces our natural asso-
ciation with brides.”

wilderness dreams: good ils
Wilderness Dreams reported a successful 
experience at its first International Lingerie 
Show in April, and revealed plans for new 
and expanding lingerie collections to be 
introduced later this year.

(Continued from page 10) 
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The company specializes in camouflage 
lingerie, which it has been producing since 
2001.

“The ILS Show and our subsequent fol-
low-up have provided a good response from 
attendees toward the Wilderness Dreams 
products,” said owner Craig Zwilling. 
“Panties, babydolls, camisoles, and bras are 
some of the items that retailers have been 
initially placing in their stores. We are excit-
ed about these new relationships and are 
working toward setting up even more retail-
ers as Wilderness Dreams customers.”

“Our lingerie business is continuing to do 
well for our customers. We focus on provid-
ing opportunities for retailers to make 
Wilderness Dreams successful for them, 
including no minimum order requirements. 
This allows the retailers to achieve good 
inventory turns with the products, ultimate-
ly leading to more profitability for them.”

“Looking ahead,” Zwilling continued, “we 
recently signed two license agreements to 
bring two additional camo patterns to the 
Wilderness Dreams line. We are working to 
introduce these patterns later this year or in 
Spring 2017. More information to come as 
these product lines are developed.” While 
some companies generate their own camou-
flage patterns, this firm uses only authentic 
patterns used by hunters and other outdoor 
sports enthusiasts. Zwilling owns a related 
company, Weber’s Camo Leather.

“We are excited about some new products 
that we will introduce later this year. The 
lingerie line will be expanded to include 
new color accents to some of our proven 
winners, while continuing to use the fabu-
lous new material that we introduced last 
year.” Describing the upcoming additions, 
the executive said, “this fall we will intro-
duce a new trim color in our most popular 
lingerie styles. These will be extensions of 
existing, successful silhouettes. For 2017, 
we will expand both the product silhouettes 
and available camo patterns.”

An new category for the company will be 
a “line of soft, cozy pajamas that we expect 

will be well received. The initial pajama col-
lection this fall will include four pieces – 
shorts, pants, a tank top, and a Henley ¾ 
sleeve shirt. As with all of our products, the 
pieces will be mix-and-match so customers 
can make their perfect set. The pieces will 
be sold as separates, with each piece retail-
ing for $25-30. The material is a super-soft 
and comfy 60% cotton/40% poly blend. 
Mossy Oak Break-Up Country will be our 
first featured camo pattern in the pajama 
line, with a second pattern possibly being 
added yet this fall.”

Asked about upcoming trade events, 
Zwilling replied, “We do not have any 
shows planned through the summer and are 
working to finalize our 2017 trade show 
plans.” Contact sales executive Mary 
Gorghuber, who represented the line at 
ILS, at maryG@wildernessdreams.com, or 
(320) 762-2816.

curvation hosiery in stores
BL Intimates, the distributor of intimate 
apparel products in North America, has 
recently begun offering the Curvation line 
of hosiery to specialty stores in the U.S.

“This is a new initiative that we have 
embarked on,” declared account manager 
Sarah Goldenblatt, in answer to questions 
from BODY. “It has been three months 
since we expanded into specialty stores and 
it has been an exciting journey so far!”

“The assortment is broken down into four 
core groups: sheers, tights, specialty, and 
trouser socks,” she continued. “There are a 
total of 21 styles, some coming in multiple 
color-ways, and patterns. Each of these 
styles offers our customer a solution to her 
needs. Whether it be a body sculpting 
result, tummy smoothing effect, or simply 
comfort she’s looking for, we have it.” Retail 
prices range “from $4.99 to 14.99.”

According to Goldenblatt, “Our best sell-
ing items by category would be as follows: 
Trouser sock -9909521 – Solid Opaque 2 
pack Trouser sock; Tight -9903571 – 
Tummy Smoother control top Opaque 
Tight; Specialty- 9913060 – Legging; Sheer 
– 9903551 – 2 Pack Control Top Nylon/ 
Spandex.”
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The account manager noted, “There has been a very positive reac-
tion thus far. In fact, we continue to learn that many of these stores 
have been in search of that perfect full figure hosiery brand. 
Curvation just seems like a natural match for many of these retailers.”

“All of our reps are handling Curvation hosiery as well as Exquisite 
Form full bras and shapers, and should be contacted for any addi-
tional information.” One new rep on the team who is sells both 
brands is Jennie Nielsen, who is based in Los Angeles. She can be 
reached at jennie@ellusionslingerie.com or 626-644-5238.

Other reps include Joel Wolfson, who is based in Florida, and 
handles that territory with his company J2 Sales and Sourcing. He 
can be contacted at joel.wolfson77@gmail.com or 954-646-6924. 
Juan Carlos Rodriguez handles Puerto Rico. He can be contacted 
at Juan.Rodriguez-Negron@fotlinc.com or 787-672-2476. The 
Midwest region, which includes Illinois, Wisconsin, Minnesota, 
Ohio, Michigan, Iowa and Indiana, is represented by Chicago-
based Mary Ann Cirullo. She can be reached at olluric@comcast.net 
or 630-916-9330. Texas-based David Willingham handles the 
Southwest region, which includes Texas, Oklahoma, Arkansas, 
Louisiana, Mississippi and Kansas. Contact him at dwillinghamd@
aol.com or 972-242-0912. Thomas McLaughlin handles the New 
York area. He can be reached at 570-491-5091 or tmsales06@AOL.
COM.

“Curvation is a brand on a mission to prove that beauty is size-
neutral by supporting curvy women with fashionable, functional lin-
gerie and hosiery made for the majority in mind,” concluded 
Goldenblatt.

wood hires topliss
Wood Underwear hired Michael Topliss as its head of global sales. 
Previously Topliss has worked at several men’s underwear firms 
including UFM; Saxx, where he was general manager; and Pullin, 
where he led North American sales.

According to a statement from Wood, “Michael will lead revenue 
driving strategies and oversee a variety of sales related functions, 
including responsibility for expanding and strengthening the Wood 
sales network. He will also provide critical input to marketing, mer-
chandising and product development as it relates to driving the 
business forward. Michael will play a key role as part of the executive 
leadership at Wood.”

Topliss declared, “Wood is building a strong brand DNA that 
embraces its uniqueness and also has wide appeal to a variety of 
consumers. There is a culture around the brand that is both palpable 
and contagious. I am excited to contribute to the company’s contin-
ued growth, especially as we enter this exciting chapter.”

Stated Wood founder Terresa Zimmerman, “It’s so exciting to 
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have Michael join me in leading Wood. He 
brings a deep blend of industry experience 
and proven success, directly relevant to our 
business. Michael has ‘been there done that’ 
so will be able to hit the ground running for 
us, ensuring we have strong representation 
at retail. And, importantly, Michael and I 
are united in our commitment to the suc-

cess of our store partners as vital to our own 
success.”

A current emphasis for Wood is both 
menswear retail locations and sporting 
goods stores.

shapeez: store education
Shapeez is expanding its multi-pronged 
effort to educate retailers about how to sell 
its shaping and slimming 
products as well as the 
larger issues of how to 
survive and grow in 
today’s rapidly changing 
retail environment.

The expanded pro-
grams include hands on 
visits, direct training of 
store personnel, as well as 
a soon-to-begin-filmed 
series of instructional vid-
eos for retailers.

All Shapeez products 
focus on a patented 
design that eliminates the 
look of bra bulges and 
back fat, while at the same 
time providing full bra 
support and slimming 
and shaping benefits for 
wearers.

“We started these instructional efforts 
because we realized that stores need help,” 
explained CFO David Berner, who co-
founded the company with designer and 
inventor Staci Berner nine years ago. “It’s 
not just knowing about how to sell our 
shaping garments. Some stores don’t know 
how to operate in this changing environ-
ment. And if you don’t adapt you are in big 
trouble.”

Shapeez is looking to show its retailers 
“how to use the internet and Facebook to 
build a community,” continued David 
Berner. How to reach consumers it their 
market in both new and traditional ways. 
“We explain how to hold in-store events, to 
engage with the community. How to man-
age your territory.”

On the basic level, Shapeez trains its 
stores on how to introduce its products to 
consumers, how to measure and fit them, 

and even how to instruct customers on put-
ting on its garments for the first time in the 
dressing room. Shapeez provides instruc-
tions on how to display and merchandise its 
products. And it supplies point of purchase 
posters and sales aids. “We are helping 
stores be more successful,” declared Berner.

The CFO added that the company now 
makes announcements to its own custom-

ers, the retail stores, 
though Facebook.

Kicking off the initiative, 
Shapeez Canadian sales 
director, Suzanne 
Barillari, recently began 
visiting stores in her terri-
tory. “It’s been a very suc-
cessful campaign,” said 
Berner. “She has been 
helping stores, hand hold-
ing them through the mea-
suring and fitting process, 
showing them how to 
handle all the issues that 
come up. They are so 
grateful. And it has result-
ed in significant sales 
increases.”

One of the most compel-
ling features of all Shapeez 
products is the unique siz-

ing system. A total of 36 bra sizes are offered 
(see their sizing chart here: http://www.
unbelievabra.com/sizing_guide.html), 
which do not conform to the conventional 
band and cup sizing system. The Shapeez 
system was invented by Staci Berner, spe-
cifically to provide a better fit for her bras. 
The system involves two simple measure-
ments: one around the upper chest and the 
other across one breast while wearing an 
unpadded, wired bra (see their website for a 
complete explanation).

“While the unique Shapeez design ele-
ments may take a little more time to explain,” 
said Berner, “they are also what wins over 
the consumer in the end, what makes the 
garments so comfortable. And why women 
keep coming back to Shapeez.”

“The training has already helped our 
retailers grow their business. The new vid-
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eos will allow us to reach even more of our 
stores with this information.” Berner said 
he expects to make the series available to 
retailers by the end of the summer.

ils: fashion show breakfast
The International Lingerie Show is plan-
ning a change in the fashion show portion 
of its next event, September 12 through 14, 
at the Rio Hotel in Las Vegas.

Instead of a nighttime display on Monday, 
the first day of the show, “The 
models will go table to table,” 
on Tuesday morning while buy-
ers enjoy a sit down breakfast, 
according to owner Jeff Yunis.

In previous years the show 
had presented an elaborate run-
way show, but switched to the 
new format at the last event in 
early April.

On Monday night there will 
be a “meet and greet” cocktail 
party, “with a bar and pretzels” 
and similar snacks.

Of the Tuesday morning 
show, Yunis noted, “This time 
the sound and music will be 
MUCH better and we will also 
have large video screens instead 
of the small stage.”

Show organizers, who have 
been working to improve the 
experience and turnout at the 
event, promised to announce 
additional changes in the near 
future.

vs expansion plans
In its 2015 annual report, as well as in a 
recent investor handout, L Brands, parent 
company to Victoria’s Secret, Pink and La 
Senza, revealed how it plans to grow its 
lingerie brands over the next year.

L Brands, which also owns Bath & Body 
Works and Henri Bendel, generated a total 
of $12.2 billion in sales last year, of which 
company-owned Victoria’s Secret and Pink 

stores in North America contributed $6.1 
billion and the direct business for those 
brands contributed $1.6 billion. (La Senza 
sales are listed separately and are lumped 
into an “other” category with Henri Bendel 
and other divisions, with the entire category 
sales totaling $510 million).

L Brands plans to increase the amount of 
Victoria’s Secret and Pink store square foot-
age by 4% in 2016. Perhaps the most signifi-
cant addition will be the opening, in 
November, of what is said by Vornado 
Realty Trust, “a 63,780 square foot flagship 
store” at 640 Fifth Avenue, between 51st 
and 52nd Streets in Manhattan, with 78 feet 

of frontage on Fifth Avenue and three sell-
ing levels.

Another aspect of the expansion will be 
the opening of “13 net new Victoria’s Secret 
stores primarily in the U.S.,” including the 
flagship in Manhattan. As of January 30, 
2016 there were 990 Victoria’s Secret stores 
in the U.S. and 37 in Canada. There were 
also 12 company-owned shops in the U.K.

An overall goal for the Victoria’s Secret 
and Pink stores is to increase the lingerie 

assortments in many stores. The company 
noted “about 800 stores do not carry the full 
lingerie assortment” in the bra, panty and 
sport categories.

This year L Brands is also planning to 
“right size Pink” noting that “about 550 
stores do not carry the full Pink assort-
ment.”

Pink, launched as a brand targeting 
younger girls in 2002, has been a particularly 
successful addition for the company. Pink is 
sold in Victoria’s Secret stores and in free-
standing Pink shops. While Victoria’s Secret 
stores, according to a chart in the invest-
ment handout, are generating about $850 

per square foot annually (with an 
average size of 8,000 square feet per 
store), Pink stores generate $1,300 
per square foot (with an average size 
of 3,400 square feet per store).

Said L Brands chairman and 
CEO Leslie Wexner in a letter 
appending the annual report, “Pink 
had an exceptional 2015. Truly 
“Olympic” performance across all 
categories of the brand and reach-
ing a milestone of more than $2.5 
billion in sales – doubling in size 
during the last five years.” He 
added, “We have been increasing 
square footage for Pink by expand-
ing existing lingerie stores and 
opening free-standing Pink stores … 
and the returns have been tremen-
dous … expansions are yielding 
returns of more than 25%.”

As of January 30 there were 128 
Pink stores in the U.S., 9 in Canada 
and 2 in the U.K. The company 
claimed that “Pink is the leading 
specialty collegiate brand – More 

than doubled sales in the last 5 years”
An interesting note is that as of January 

30, L Brands claimed that 99% of all of its 
full price stores that have been open a year 
or more are “cash flow positive on a after tax 
cash basis.” 2728 stores met that criteria; 
only 24 did not.

Overall, the company touts its “inventory 
discipline, lead-time reductions, open to 
buy and in-season agility” and its philosophy 
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of “test, read, react and chase” that have led 
to “increased sales and reduced markdowns.” 
Elsewhere in the annual report it stated, 
“We emphasize rapid turnover and take 
markdowns as required to keep merchan-
dise fresh and current.”

Another area of future growth for Victoria’s 
Secret is in the sports bra category. Wrote 
Wexner, “We are determined to lead the 
sport bra market.”

For L Brands as a whole, 
Wexner thinks he can come 
close to doubling its size. “As 
I said last year, best-in-world 
performance looks like $20 
billion plus in sales at a 20% 
operating income rate … and 
I know that with our brands 
and our people, we will 
reach our goal.”

Victoria’s Secret plans sig-
nificant expansion with its 
outside partners and interna-
tionally. In 2015 outside part-
ners “opened 83 net new 
Victoria’s Secret Beauty and 
Accessories stores [VSBA], 
bringing the total to 373.” 
This year, the company 
added, “Our partners plan to 
open 70 to 85 net new 
Victoria’s Secret Beauty and 
Accessories stores in 2016.” 
The VSBA stores are usual-
ly about 1000 square feet, are 
located in airports and malls 
and carry only limited 
amounts of lingerie.

In 2015 L Brands “opened 
four company-owned 
Victoria’s Secret full-assortment stores in the 
U.K., bringing the total in the U.K. to 14. In 
2016, we plan to open four additional 
Victoria’s Secret full-assortment stores and 
one Pink store in the U.K. Additionally, a 
partner opened three Victoria’s Secret full-
assortment stores and two Pink stores in the 

Middle East in 2015, bringing the total to 19. 
Our partners plan to open 14 to 20 more 
stores in 2016, including four to six Pink 
stores.”

An interesting trend for the company is the 
reduction of the number of suppliers from 
which it buys. “During 2015, we purchased 
merchandise from approximately 400 sup-
pliers located throughout the world. No 
supplier provided 10% or more of our mer-
chandise purchases.” Seven years ago L 
Brands had more than twice as many. 
“During 2008, we purchased merchandise 
from over 1,000 suppliers located through-

out the world,” it stated in that year’s annual 
report.

Another trend for L Brands is the modest 
reduction in the amount it is spending on 
advertising and catalogues. “Catalogue and 
advertising costs amounted to $502 million 
for 2008, $507 million for 2007 and $594 mil-

lion for 2006,” it noted in its 2008 annual 
report. In the 2015 annual report it stated, 
“Advertising and catalogue costs totaled 
$414 million for 2015, $436 million for 2014 
and $452 million for 2013.”

L Brands does not break out the amount 
spent on catalogues or the number it mails 
out. That used to be different. The company 
noted in the annual report for the year 1997, 
it had, for Victoria’s Secret, “mailed approxi-
mately 425 million catalogues.” Likewise in 
its 1999 annual report the company boasted 
of distributing “36 billion catalogue pages.”

The annual report stated of the company’s 
lingerie business, “We 
believe a large part of our 
success comes from frequent 
and innovative product 
launches, which include bra 
launches at Victoria’s Secret 
and La Senza.” The report 
added, “Our merchant, 
design and sourcing teams 
have a long history of bring-
ing innovative products to 
our customers. Additionally, 
we believe that our sourcing 
function (Mast Global) has a 
long and deep presence in 
the key sourcing markets 
including those in the U.S. 
and Asia, which helps us 
partner with the best manu-
facturers and get high-quali-
ty products quickly.”

triumph cartoon
Triumph, the giant 
Switzerland-based lingerie 
wholesaler and retailer has 
released another Disneyfied, 
animated short advertising 
film, this one aimed at recent 
mothers. The ad depicts a 
woman who reclaims her fig-

ure using one of the company’s bras.
A year ago the company produced the first 

installment of the cartoon, “Find The One.” 
In both films, three animated young women 
sing and dance around along with an ani-
mated frog, as they search for the perfect 
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bra. In the latest version, one of the women 
has a newborn. Both commercials end 

with the three cartoon characters dissolving 
into three human models, one of whom is 
the Sports Illustrated swimsuit model, 
Hannah Ferguson.

With the average age of first time mothers 
in the U.S. now at least 26 and rising (accord-
ing to babycenter.com), it might seem hard 
to imagine a cartoon motivating this audi-
ence to purchase a bra. But it is certain that 
Triumph has spent a fortune in the effort.

According to a company release, in addi-
tion to Ferguson, the animation is “support-
ed by a theatrical gut-busting soundtrack 
from Tony award-winning 
American musical theater com-
poser, Jason Robert Brown and 
a professional orchestra and 
choir.” In addition, “the lead 
vocals were also performed by 
acclaimed Broadway singers, J. 
Elaine Marcos, Ta’rea Campbell, 
Betsy Wolfe and Leslie Kritzer 
to add a touch of magical drama.”

The cartoon features Triumph’s 
latest offering, Magic Boost and 
“the range of three bras - Push-
Up, Lift-Up and Shape-Up.” 
Find the promotion here:

http://www.multivu.com/play-
ers/uk/7801951-hannah-ferguson-
stars-find-the-one-again/

https://www.youtube.com/
watch?v=J01qRmBbmIs

delta galil q1 sales rise 2%
Delta Galil sales rose 2% while net income 
fell 12% in the first quarter.

For the three months ended March 31, 
2016 the company earned $7.9 million on 
sales of $256.7 million compared to $8.9 mil-
lion on sales of $252.8 million in the same 
quarter last year.

As it reported the quarter, Delta also reaf-
firmed its 2016 financial guidance noting 
“full-year sales expected to range between 

$1,090 million-$1,110 million, rising 1%-3% 
from 2015 actual sales. Full-year 2016 diluted 
EPS is expected to range between $1.93-
$2.02, representing an increase of 2%-7% 
from 2015 actual EPS of $1.88.”

“Our 2016 first quarter results were in line 
with expectations,” declared CEO Isaac 
Dabah, “reflecting a moderate top-line 
growth and a double-digit increase in oper-
ating profit before the effect of hedging. 
During the quarter, we began to benefit 
from investments made in 2015 to improve 
our business, as we saw a significant increase 
in Delta U.S.A.’s operating profit and mean-
ingful improvements in our global upper 
market performance resulting from efficien-
cies in our owned factories.”

“Our diverse blend of business segments, 
product categories and an expanded global 

presence, along with our strategic efforts to 
grow in areas such as branded products, 
continue to drive both growth momentum 
and balance,” Dabah continued. “We were 
pleased with the successful launch of the 
Puma brand license in Israel during the 
quarter, and will continue to expand our 
prominent portfolio of licensed brands by 
pursuing additional strategic acquisitions.”

wacoal america sales rise
Wacoal America sales in the fiscal year 
ended March 31, 2016 “exceeded” the previ-
ous year, while “operating income on a local 

currency basis fell” because of “an increase in 
selling, general and administrative expenses 
which resulted from increased labor costs, 
while we controlled PR related costs.”

Despite this, Japan-based parent Wacoal 
Holdings Corp., noted that operating 
income for Wacoal America “on a yen con-
verted basis exceeded the results for the 
previous fiscal year due to the depreciated 
yen.” Wacoal does not break out separately 
its exact figures for the U.S.

Wacoal Holdings itself reported a com-
bined increase in sales of 5.8% and a 32.2% 
increase in net income. The company, which 
operates in China and other parts of Asia, 
Europe, Australia and Israel, as well as the 
U.S., reported a profit of 11,159 millions of 
yen (about $102 million, at current exchange 
rates) on sales of 202,917 millions of yen 

(about $1.86 billion) in its most 
recent year, compared to net income 
of 8,444 millions of yen on sales of 
191,765 millions of yen in the year 
ended March 31, 2015.

Wacoal’s intimate apparel brands 
include Eveden and b.tempt’d 
among several others.

“In the United States, Wacoal 
America, Inc. made efforts to 
improve profits by expanding its 
share in the high-end market and 
through enhancing sales of our “b.
tempt’d” brand products,” the com-
pany stated in its annual report. 
“Despite inventory control at depart-
ment stores in the United States, 
overall sales exceeded the results for 
the previous fiscal year as a result of 

strong performance of our core Wacoal 
brand products and favorable results of our 
sales from e-commerce websites and of our 
exports to surrounding countries (Canada).”

Four years ago Wacoal made a dramatic 
move into the European market when it 
purchased Eveden (which also owns the 
Freya, Fantasie, Goddess and Huit brands). 
In the report the company stated, “With 
respect to Wacoal Europe, we made efforts 
to promote our Wacoal portfolio brands’ 
recognition and to expand sales of the 
Wacoal brand across Europe and Australia. 
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With regard to sales, sales in the United 
States and Australia were strong, while 
sales in the United Kingdom remained 
unchanged from the previous fiscal year. 
However, consumer spending in the 
Eurozone area did not show recovery due 
to an unstable political and economic atmo-
sphere. Therefore, sales in the Eurozone 
area fell significantly below the results for 
the previous fiscal year, due 
to the impact of the weak 
performance of our Huit 
brand products, in addition 
to the poor performance 
overall, particularly in 
France. As a result, total 
sales on a local currency 
basis fell below the results 
for the previous fiscal year, 
but sales on a yen converted 
basis remained unchanged 
from the previous fiscal 
year. With regard to profit, 
operating income largely 
fell below the results for the 
previous fiscal year as a 
result of decreased sales and 
an increase in purchase 
costs due to the apprecia-
tion of the dollar.”

Wacoal Holdings also discussed its over-
all predictions for the rest of the year ahead. 
“In our domestic business, while we cope 
with the downsizing of existing distribution 
channels and promote streamlining of orga-
nization, human recourses and inventory, 
we will initiate infrastructure development 
to place our directly managed stores and 
e-commerce websites at the core of future 
customer contact. In addition, we will 
review our business infrastructure allocated 
separately for each business division and 
make efforts to achieve efficient resources 
allocation. In our overseas business, we will 
work to stabilize profits in the United 
States, Europe and China, the three largest 
markets in the world, and thereby establish 
a stable management structure. We will 
make efforts to enhance competitiveness by 
promoting collaboration among group 
companies. In addition to our aim to stabi-

lize our production base in the ASEAN 
region in the early phase, for which we have 
already taken initiatives, we will enhance 
the production capability of Lecien.” There 
are various Lecien divisions across Asia.

Wacoal noted that “Our overseas business 
is and will always be our group’s biggest 
growth engine. An accurate understanding 
of the social environment and consumers’ 
needs in each country and region and the 
establishment of community-based product 

and marketing strategies will 
be essential for us. In addi-
tion to expanding sales in 
emerging markets, we will 
work to enhance our brand 
recognition in the United 
States, to enhance our man-
agement system for our busi-
ness in Europe, and to fur-
ther improve profitability for 
our business in China, and 
work to build a stable man-
agement structure in these 
three largest markets in the 
world.”

“We are also facing chal-
lenges in an increasingly dif-
ficult external environment 
for manufacturing due to 

increasing salaries in Asian countries and 
risks from the procurement of raw materi-
als. We will strengthen the collaboration 
among group companies to extend our 
global supply chain and to enable the 
improvement of product competitiveness 
and a stable supply.”

hanes buys pacific brands
HanesBrands has “entered into a definitive 
agreement to acquire Pacific Brands 
Limited, the leading underwear and inti-
mate apparel company in Australia.”

If the $800 million cash bid for the pub-
licly traded firm is successful, the acquisi-
tion will mark “Hanes’ sixth in the past three 
years and would add Australia and New 
Zealand to the list of countries where the 
company holds the No. 1 or No. 2 market 
share position for underwear, intimate 
apparel or hosiery. The countries include 
the United States, Canada, Mexico, Brazil, 

France, Germany, Italy, Spain, and South 
Africa.”

While the purchase agreement has been 
unanimously approved by the boards of 
directors of both companies, Hanes noted 
the acquisition, which it hopes to close in 
the third quarter of this year, must still be 
approved by Pacific shareholders. It also 
could be contested by other potential 
acquirers.

Just last month Hanes entered into “a 
definitive purchase agreement to acquire 
Champion Europe, which owns the trade-
mark for the Champion brand in Europe, 
the Middle East and Africa.” In 2013 it com-
pleted its acquisition of Maidenform, and 
executives have spoken frequently about 
doing deals in conference calls with ana-
lysts.

Hanes boasted that “Pacific Brands’ portfo-
lio includes Bonds, Australia’s no. 1 men’s and 
women’s underwear basics brand and Berlei, 
the country’s leading premium bra brand.

In announcing the deal, Hanes projected 
“that under its ownership publicly traded 
Pacific Brands (ASX: PBG) would have 
calendar 2016 net sales in its core underwear 
and Sheridan businesses of approximately 
AUD800 million (US$600 million) and 
adjusted operating profit of AUD75 million 
(US$56 million). The Melbourne-based 
company, which has a June fiscal year end, 
sells primarily in Australia with some distri-
bution in New Zealand, the United 
Kingdom and Asia.”

Hanes added that the “all-cash transaction 
is expected to be immediately accretive to 
adjusted earnings per share and deliver an 
after-tax internal rate of return in the mid-
teens. It is projected to deliver full benefits 
within three years, attaining adjusted oper-
ating profit of approximately US$100 mil-
lion, contributing approximately US$0.25 
to Hanes’ adjusted EPS.”

Richard Noll, chairman and CEO at 
Hanes, declared “Pacific Brands is a natural 
addition to the HanesBrands portfolio with 
its strong market-leading brands that will 
be complemented by our global supply 
chain. In the span of 10 years, we have trans-
formed the company through acquisitions 
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and our Innovate-to-Elevate initiatives. We 
have tripled operating profits and expanded 
from a $4 billion company concentrated in 
the United States to a $7 billion global 
underwear and activewear powerhouse 
spanning the Americas, Europe and Asia-
Pacific. This foundation will serve as a cata-
lyst for even further growth and value cre-
ation for the foreseeable 
future.”

Hanes stated that it will 
keep only those parts of 
Pacific which fit. “Hanes 
intends to divest the Tontine 
pillow business and Dunlop 
Flooring business, which 
Hanes does not consider part 
of Pacific Brands’ core. 
Combined, they account for 
12 percent of sales and operat-
ing profit (excluding corporate overhead allo-
cation). Hanes is not including sales and prof-
its for those businesses in its long-term projec-
tions.” Discussing Pacific, Hanes added, “Of 
the core business, underwear accounts for 
three-fourths of sales and includes underwear, 
bras, socks, hosiery, babywear and outerwear. 
The underwear group is successfully execut-
ing growth strategies to reshape its wholesale 
business, expand distribution, and increase 
retail and online sales. The group operates 
more than 150 company retail stores and retail-
er shop-in-shops.”

“Underwear has a three-year compound 
annual sales growth rate of 7 percent. The 
company’s biggest underwear brand is the 
fast-growing Bonds, an iconic century-old 
brand that holds the No. 1 market share for 
men’s underwear, women’s underwear, chil-
dren’s underwear, babywear and socks, as 
well as the No. 3 position in bras. In addi-
tion, the Berlei brand of premium bras sold 
in department stores is No. 2 in overall bra 
market share and No.1 in sports bras.”

“Bonds sales have increased 40 percent 
since 2013. In the first half of fiscal 2016, 
retail sales at Bonds stores increased 39 
percent, driven by store openings and 22 
percent comparable-store sales growth.”

“The acquisition is expected to result in 
significant savings through the use of 
Hanes’ large-scale, low-cost global supply 
chain. Pacific Brands sources the signifi-
cant majority of its underwear and intimate 
apparel production from third-party manu-
facturers, while Hanes relies primarily on 
company-owned manufacturing. The 
acquisition also would add to Hanes’ global 
product design, development and innova-
tion capabilities that span the Americas, 
Europe and the Pacific Rim.”

“The Sheridan business, which accounts 
for a quarter of the core business, has bene-
fited from newly combined infrastructure 
with the Underwear group. Sheridan mar-
kets luxury linens, towels, bedding accesso-
ries, and loungewear in the retail and 
wholesale channels and has recently 
launched babywear.”

naked: big loss but sales rise
Naked Brand Group sales rose to $1,389,414 
for the year ended January 31, 2016, a 149% 
increase from $557,212 the year before.

Meanwhile, the company posted another 
huge loss for the year, $19.1 million, com-
pared to a loss of $21.1 million for the year 
ended January 31, 2015. It added, in its 
annual report, that it anticipates “generat-
ing losses for at least the next 12 months,” as 
it attempts to expand its business.

Sleepwear expert Carole Hochman joined 
the public company in June of 2014, bring-
ing in cash of her own, additional investors 
and a new management team. One of those 
new executives, CFO and COO Michael 
Flanagan, resigned abruptly in March.

Naked pointed out that the sales increase 
of $832,202 in fiscal 2016 (the year ended this 

January 31) came “primarily as a result of the 
launch of our redesigned and expanded 2015 
men’s collection in the first quarter of fiscal 
2016, resulting in large initial bulk up orders 
and increased replenishment sales to 
Nordstrom and other stores.”

Elsewhere in the annual report, however, 
it revealed a growing and lopsided depen-
dence on Nordstrom, noting that last year 
the store “accounted for 41% of our sales” up 
from “28% of our sales” the year before. 
“Nordstrom is currently of key importance 

to our business and our results 
of operations, which would be 
materially adversely affected if 
this relationship ceased.”

In explaining its most recent 
results, Naked reported 
“financing and accretion charg-
es of $7,255,347” rose from 
$2,425,697 in the year ended 
January 31, 2015. In addition, 
“operating expenses” rose to 
$11,726,989, up from $6,690,553 

the year earlier.
The report pictured the rapid creation of a 

large, expensive company now hoping to 
achieve a sales volume to match its new size. 
Several interesting tidbits are also provided.

In a section discussing its factor, Capital 
Business Credit, the Naked report revealed 
the depth of Carole Hochman’s devotion to 
her new venture. “At January 31, 2016, an 
amount of $527,711 was owing under the 
terms of the factoring agreement, for 
advances made, net of repayments of such 
advances through the collection of factored 
receivables. Ms. Hochman entered into a 
guaranty in favor of the factor pursuant to 
which Ms. Hochman guaranteed repay-
ment of our indebtedness and performance 
of our obligations under the factoring 
agreement. Ms. Hochman also provided 
side collateral of $500,000 to support a por-
tion of the borrowings.”

Naked reported that its “primary produc-
tion partner during 2016 has been TMS 
Fashion, a wholly owned subsidiary of 
LuenThai Holdings Limited, a Hong 
Kong Stock Exchange listed company with 
2015 revenues of over $1.1 billion. We began 
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working with TMS and LuenThai in 2014 
in an effort to streamline and scale up our 
production capabilities for current and 
future products by leveraging a large, prov-
en manufacturing resource. We believe this 
partnership allows us access to the best in 
class fabrics, materials and manufacturing 
techniques while reducing our need for 
fixed overhead. Further, we sublet our prin-
cipal office location in New York City from 
Tellas, Inc., another wholly-owned subsid-
iary of LuenThai operating in the U.S.” The 
company stated it had “additional manufac-
turing relationships for our women’s inti-
mate apparel collections and expect to work 
with additional manufacturers as we expand 
to include additional products and product 
categories.”

Naked described its expensive endorse-
ment deal signed in June, 2015 with basket-
ball player Dwyane 
Wade in the annual 
report, but also listed as 
a “risk factor” the possi-
bility that it might not 
be able to sign others. “If 
we are unable to obtain 
or maintain our endorse-
ments by professional 
athletes and celebrities, 
our ability to market and 
sell our products may be 
harmed. An important 
element of our market-
ing strategy may be to 
obtain endorsements 
from prominent athletes 
and celebrities, which 
contribute to the image of our brands.”

The annual report also contained this 
vague general plan for the company that 
first started with men’s underwear. “The 
U.S. innerwear market, which is the core 
focus of our current commercial strategy, 
represented an estimated $23.1 billion in 
retail sales in the twelve-month period 
ended March 2015 according to data from 
NPD Group, Inc. Our expansion into the 

women’s sleepwear and intimate apparel 
market is a key part of our growth strategy 
given that these market segments represent 
$17.8 billion, or over 77% of the overall inner-
wear market according to the NPD Group 
data. Daywear products that address con-
sumer demand for versatile “athleisure” 
apparel – similar to several in our Fall 2015 
women’s collection – have been the fastest 
growing segment of the women’s market. 
Our ability to attract women customers for 
the Naked brand is also very important to 
our effort to penetrate the men’s $4.3 billion 
U.S. innerwear market since a number of 
consumer research reports show that 
women purchase as much as 50% of men’s 
underwear for their husbands, boyfriends or 
sons.”

loveday returns to curve
Luisa Loveday of Loveday London is 
returning to the Curvexpo show in New 
York (July 31 through August 2), and told 
BODY, in answer to emailed questions, 

that she is already selling 
to several retailers here and 
that the majority of her 
web traffic is from the U.S.

“We have exhibited at 
trade shows seasonally in 
Paris and London since 
our launch, and did the 
Curve NYC show for the 
first time in February 2016. 
It was such a success that 
we simply had to return for 
the SS17 show in August!,” 
the designer wrote.

The intimates collection 
was launched in 2014 and 
is designed in London and 
manufactured in the U.K.

“I gained a 1st class honors degree in 
design management before working with 
brand development at Fleur of England and 
then moving to Coco de Mer where I 
headed up the in-house design and brand 
development team. Loveday London was 
born out of a desire to create fiercely femi-
nine and provocative lingerie which still 
maintained a fashion edge.”

Wholesale prices, in landed U.S. dollars, 

for the luxury collection “range from $35 to 
$650.”

The line features unusual combinations of 
leather and lace. On the company website, 
for example, the “Arielle Ouvert Contour 
Babydoll,” is retailing for £290, (about $421 
at current conversion rates). The breast are 
revealed through the open top of this 
design, composed of “Italian lambskin 
leather panels” and “luxury, corded, ivory 
lace,” according to the company descrip-
tion. “Fastened all the way down the back 
with a hook and eye strip, this garment 
allows for adjustment to provide the perfect 
contouring shape.”

The “Goddess Demi Cup Bra,” retailing 
at £185 (about $269) on the site, is built on 
an “Italian lambskin leather frame and fea-
tures beaded scalloped lace cups which add 
glimmering sparkle to your assets. 
Prominent leather straps add the edge to 
this romantic design.” The “Amoria Boudoir 
Gown,” retailing for £495 (about $719), 
combines “panels of luxury French eyelash 
lace [which] are placed from the waist up, 
whilst the main body is formed from trans-
parent barely-there silk tulle.”

On the website the company explains, 
“Loveday London has been created to 
enhance every aspect of the boudoir experi-
ence; from fiercely-feminine lingerie, allur-
ing scents and candles, to glamorous 
loungewear and deeply sumptuous quilts 
and pillows.”

Loveday told BODY, “We have had a 
strong American following since our launch, 
gaining Alla Prima (San Francisco), Footsie 
(Santa Monica) and La Petit Coquette 
(New York) to name a few of our USA 
stockists. Over half of our web traffic is from 
USA, so for us to exhibit at Curve was a 
natural progression. We now have 35 stock-
ists across 12 countries including Bahrain, 
Canada, China, France, Hong Kong, 
Netherlands, Russia, Saudi Arabia, Spain, 
Sweden, Switzerland, UK and USA.” Asked 
about her retail plans the designer added, 
“We have been stocked by Selfridges London 
since our launch in 2014 - so we are hoping to 
find a home in the American equivalent, as 
well as finding those specialty stores that 
really fall in love with the brand.
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event report
The Future of Fashion Runway Show 2016
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Every year the Fashion Institute of Technology 
(FIT) holds a very special runway show called 
The Future of Fashion. The following pages 
showcase the intimate apparel portion of this 
fashion show which covers five different design 

specializations including knitwear, sportswear, 
intimates, special occasion and children’s wear.  
This professionally produced event was held in 
New York City on May 5, 2016 at FIT.  All of 
the fashions on the runway were hand picked 

by a panel of key fashion and media profession-
als.  The Future of Fashion is an important part 
of the industry. We encourage you to reach out to 
these young designers and show your support for 
their unique work. 
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designer: Amberg Younghans
email: amberlyounghans@gmail.com

designer: Yohely Salazar
email: yohy.sal@gmail.com

phone: 413-883-7932

designer: Cara Smith
email: carasmithfashion@gmail.com

designer: Rachel LeBlanc
email: rachelleblanc@gmail.com

phone: 203-525-9699

designer: Jenny Berntsen
email:  jenberntsen.2012@gmail.com phone: 

401-239-6073

designer: Anton Hoernfeldt
email: anton@ahornfeldt.com

phone: 323-602-7181

designer: Valerie Lopez
 email: valerielopez3243@gmail.com

designer: Stephanie Ali
email: stephanie_ali@fitnyc.edu
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designer: Diana Betances
email: info@dianabetances.com

phone: 347-935-1870

designer: Rebecca Victor
email: rebeccavictor2@gmail.com

phone: 917-865-7247

designer: Eun-Chong Kim
email: eunchong_kim@fitnyc.edu

designer: Brithany Beltran
email: blbeltran1025@gmail.com

phone: 862 371 8974

designer: Katherine Eberle
email: katie.e.eberle@gmail.com

designer: Alicia Scinto
email: aliciamscinto@gmail.com

phone: 516-987-1582

designer: Alexandra Mitchell
email: alexandraalliemitchell@gmail.com

designer: Valerie Lopez
email: valerielopez3243@gmail.com
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designer: Alicia Scinto
email: aliciamscinto@gmail.com

phone: 516-987-1582

designer: Maria Coleirodesigner: Samantha Simione
email: samantha.simione1@gmail.com, 

phone: 732-535-1283

designer; Valerie Lopez
 email: valerielopez3243@gmail.com

designer: Dayra Galarza
email: galarzadayra@gmail.com

phone: 352-562-6131

designer: Amberg Younghans
email: amberlyounghans@gmail.com

designer: Emily Katz designer: Laura Leong
email: laura_leong@fitnyc.edu

phone: 408-761-8572



2016
june 8-11

Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-744

june 12-15
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

june 21-23
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

june 26-28
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

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

event & show dates 2016
calendar
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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
(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. 20
  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

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 a 
little about yourself and 
your ladies’s retail business 
for our readers?

Sharon Winningham:  We 
are a family owned lingerie 
boutique located approxi-
mately half way between 
Nashville and Knoxville 
Tennessee.  Cookeville is 
a college town, home of 
Tennessee Technological 
University and is located 
in Putnam county which 
is the hub of the entire 
Upper Cumberland Re-
gion.  My daughters and 
I started this business in 
January of this year.  We 
are located in a small strip 
complex that has both 
retail and health service 
offices.  We are located 
on one of the main roads 
through our city and sit 
just in front of a Walmart 
Super Center.  We chose 
this location because I am 
a retired real estate ap-
praiser and I know the area 
very well.  I owned a resi-
dential real estate business 
for 8 years and have been 
an appraiser 17 years.  I 
was ready for a change and 
wanted to do something 
with my daughters as we 
believe that family is ev-
erything.  We decided on a 

lingerie store and quickly 
put things into motion to 
make our dream happen.  
Fortunately with my real 
estate background and 
connections we were able 
to find a good location  
quickly and get started on 
our build out.  For the past 
17 years I have analyzed 
data and written reports.  I 
did the same for our new 
endeavor.  My research 
quickly revealed that we 
had very limited choices 
for lingerie and shapewear 
in our area.  Our boutique 
offers basic lingerie, some 
sexy items, maternity 
items, shapewear, acces-
sories, and a few sleepwear 
items.   We haven’t been in 
business long enough to 
know what if any impact 
the internet will have on 
our business.   However 
coming from someone 

who has lived here  most 
of my life;  having an ac-
tual brick and mortar store 
to look in and try things 
on is very appealing in 
comparison to ordering 
and hoping something 
fits. 
 
Ted: What makes your 
store special?

Sharon: I would have to 
say what makes us most 
special is the fact that we 
are located in a town that 
is the center or hub of all 
the surrounding counties, 
all of which are more ru-
ral than our county.   Now 
that means that we pull 
people in from all those 
counties for shopping, 
dining, medical services, 
etc.  In all those surround-
ing ten or so counties, we 
are the ONLY lingerie 

boutique, with the excep-
tion of a couple of adult 
toy stores which offer a 
few items of lingerie.  

Ted: What do you look for 
in a brand?

Sharon: As I mentioned, 
we are a new (very new) 
store.  We have only been 
open for a week so we 
are most definitely in the 
learning stages.  First and 
foremost I look for qual-
ity and effectiveness but 
beauty is also very impor-
tant.  We have been very 
limited in the brands that 
we were able to carry  due 
to the lack of response 
from many companies we 
wanted to talk to.  I was 
shocked at how many 
companies simply did not 
return emails or phone 
calls even though their 

retail profile: la rae lingerie
Q&A with Sharon Winningham, owner
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information was posted as 
the contact for those in-
terested in retailing their 
product lines.   Luckily I 
had read an article prior 
to opening our store, by a 
lady who had also opened 
a lingerie store and she 
warned that this is com-
mon.  Still…when it hap-
pens to you, it is surpris-
ing.  Fortunately I found 
Tom Dorsey and Tatyana 
Ponomareva with Valens 
Lingerie and Melinda 
Gross with Melinda G 
maternity.  Both of these 
companies are an ab-
solute pleasure to work 
with.   Tom and Tatyana 
helped us with shapewear 
and intimate wear.  Me-
linda helped with all our 
maternity needs, even go-
ing so far as to print post 
cards for our boutique 
showing what types of 
maternity items we carry 
for us to share with local 
doctor’s offices.    Both 
of these companies went 
above and beyond to help 
us.  We were also recent-
ly  contacted by Pamela 
Sands who has been very 

helpful and I am sure she 
will be an asset as well as a 
great teacher!

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

Sharon: In a market where 
the consumer has had to 
drive an hour or more to 
try on lingerie or order 
online and hope for the 
best, I am really not sure 

yet what will be most 
popular.  I am excited to 
see and learn!

Ted: Describe your price 
points and size ranges.

Sharon: We are trying 
to keep the average bra 
price between $30.00 and 
$75.00 to start, keeping in 
mind that  we will respond 
to our customer’s requests/
needs, adjusting our offer-

ings accordingly.  As far as 
sizes go, we are trying to 
offer larger cup and band 
sizes than what would be 
considered typical.  We 
also offer extended sizes 
in our robes and pengiors 
sized  up to  6X.

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

Sharon: We have only 
been open a week but so 
far our average is approxi-
mately $50.00

Ted: Describe your cus-
tomer. 

Sharon: Since we are the 
only lingerie boutique, we 
are hoping to pull every-
one.  So far we have had an 
equal mixture of men and 
women, both in the 20-55 
age range.  We have how-
ever,  had a few in the 60-
80 year age range.  We are 
fortunate to have some-
what cornered the mar-
ket but that also means 
we must provide a wider 
range of product styles. B
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peekay: bankruptcy possible
Peekay Boutiques, Inc. posted a huge loss 
for 2015, following smaller losses in 2014 
and 2013. While much of last year’s loss 
was due to a massive goodwill impairment 
charge, the company’s annual report also 
included mentions of the possibility of a 
bankruptcy filing as well as the recent clos-
ing of one of its stores.

Peekay, a public company which operates 
shops selling adult products 
and lingerie, has also appar-
ently lost the services of the 
underwriter which it had hoped 
would be able to raise tens of 
millions in a public stock offer-
ing.

The store that was closed at 
the end of February, reducing 
the chain to 47, had been locat-
ed in Santa Monica.

In the annual report Peekay 
admitted, “At December 31, 
2015, we recorded a $40.6 mil-
lion goodwill impairment 
charge, resulting from our 
inability to raise additional 
capital or refinance our senior 
loan facility, which matured on 
February 15, 2016.” During 
much of 2015 the company had 
said it was hoping to raise as 
much as $50 million (an 
amount it eventually lowered 
to at least $25 million) from the 
offering. And late last fall 
reported it had found an under-
writer to accomplish the task, 
Lake Street Capital Markets. However, when 
BODY contacted Lake Street in March an 
unidentified person who answered the phone 
stated, after consulting with others in the 
office, “it does not appear that we are engaged 
by that firm” (Peekay) any longer. And in the 
annual report, released in April, no mention is 
made of Lake Street. And little is said of the 
likelihood of a successful stock offering.

For the year, Peekay’s sales rose to $41.417 
million, up from $39.625 million in 2014, 
while its net loss rose to $46.691 million, up 
from a loss of $4.182 million the year before. 

Cost of goods sold rose to $14.825 million 
from $13.740 million in 2014.

In 2013 and 2014 the company had net 
losses of $2,577,263 and $4,181,890, respec-
tively.

The annual report notes in the “risk factors” 
segment “We are currently operating under a 
Forbearance Agreement with our lenders, but 
we may be forced to file for bankruptcy and/
or liquidate our assets if we are unable to 
meet the terms of the agreement.” In recent 
years Peekay has struggled with interest 
expenses on loans taken on as the chain of 

stores was assembled. The company had 
interested expense of $6.9 million and $6.6 
million in 2015 and 2014 respectively. Over 
the past several months its lenders have been 
patient, allowing various forbearances and 
extensions on the loans, but their patience 
seems to be running out.

In the annual report, Peekay noted “On 
February 26, 2016, we and certain of the 
Company’s senior secured lenders, who we 
refer to as the Consenting Term A Lenders, 
entered into the Forbearance and Ninth 
Amendment Agreement, which we refer to as 
the Ninth Amendment. The Ninth Amendment 

further amends the financing agreement as 
described below.”

“Under the Ninth Amendment, among other 
things, we and our subsidiaries, who we refer 
to as the Loan Parties, agreed (a) that on or 
before February 29, 2016, we would grant to 
the Consenting Term A Lenders warrants to 
purchase up to an aggregate of 2.5% of the 
common shares of our company on a fully 
diluted basis and (b) to enter into a non-
binding term sheet with respect to a Step Two 
Restructuring Transaction by March 15, 
2016, which we refer to as the Step Two 

Restructuring Term Sheet. A Step 
Two Restructuring Transaction is 
generally defined in the Ninth 
Amendment as an out-of-court 
restructuring on terms and condi-
tions acceptable to the Consenting 
Term A Lenders or a per-arranged 
Chapter 11 bankruptcy on terms and 
conditions acceptable to the 
Consenting Term A Lenders.”

There has been no bankruptcy fil-
ing as of yet, and Peekay’s lenders 
have continued to extend deadlines 
and terms to give the company more 
time to solve its problems. While the 
lenders seem to want to avoid a 
bankruptcy, the are definitely push-
ing harder for Peekay to either repay 
the loans in full, find a buyer for the 
company at an acceptable price or 
complete the public stock offering. 
The latter possibility seems far less 
likely than it did several months ago.

The annual report noted unless the 
loans have been repaid or restruc-
tured “in a manner acceptable to the 
Consenting Term A Lenders” by the 
“outside date of July 31, 2016, the 

company must deliver the membership inter-
ests of Christals Acquisition, LLC to the col-
lateral agent of for further distribution to the 
Term A Lenders and Term B Lenders in a 
manner consistent with the Financing 
Agreement.” The report stated Peekay 
“expects” to come up with a satisfactory 
restructuring but will “comply with this 
requirement” if it does not. Some of the lend-
ers “provided partial seller financing associ-
ated with the acquisition of the Peekay and 
Christals stores” when the chain was assem-
bled.
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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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event report
International Lingerie Show April 2016
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The April International Lingerie Show (April 4-6, 
2016) at the Rio Hotel in Las Vegas  featured a new 
fashion show format, and attracted several new ex-
hibitors. Instead of a runway presentation, on Monday 
night, the first day of the event, models wearing lingerie 
displayed their wares table side, while buyers and exhibi-
tors enjoyed a plated,  sit-down dinner.
   For the next ILS in mid-September, the modeling will 

be in the same format, but will be done during a Tuesday 
morning breakfast on the second day of the show. Mon-
day night will feature a cocktail party.
   The April show received positive reviews from all but a 
few exhibitors. And no one could complain that the right 
retailers were not in attendance. We met buyers from a 
multitude of stores including: Karnation, Peekay 
Boutiques, Fascinations, Deja Vu, Cindies,  

Lingerie SuperStores, Forever Sexy, Naughty 
But Nice Lingerie, Lady C Leather, Love Stuff, 
Romantix, Evangeline’s, LC Distributors, The 
Lovenest, Adam & Eve, Temptations, Lace.
com, Yandy.com, Castle Megastore, The Lion’s 
Den and many more. 
   Over the next eight pages we picture some of 
the buyers and exhibitors who were at the show.
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Bonnie Wills of Erotic Cabaret Boutique, Heather Rubio of 
Fashion Forms and Brittany Stewart of Fashion Forms.

In the Music Legs booth, Michel Joanisse of Jolar Speck, Joseph Tok of Music Legs, 
Lisa Barrie of Essentials Lingerie and Martine Joanisse of Jolar Speck.

Priscilla McCall and Lisa Jerrell of C&S Distributing 
with Sarah Konkel of Oh La La Cheri.

Debra Ordway of Trendy Boutique and 
Jennifer Reynolds of Daisy Corsets.

Luiz Bayt and Kara McGee of Adam & Eve, Sarah Konkel of Oh La La 
Cheri and Heather Frazier of Adam & Eve.

Timothy Gettler and Delilah Carr of Glamory Hosiery with 
Francecha and Patty Hambrick of Teddy Bare.

Bobbie Shishido and Keri Birchby of Fascinations with 
Lindsey Edmonds of Daisy Corsets.

Charlsanne Miskell of Double C’s with 
Mary Gorghuber of Wilderness Dreams.

Susan Agan of Peekay Boutiques with 
Nicolas Attard of Oh La La Cheri.

Manleen Sawhney of Flirt, David Briones of Music Legs
 and Deep Sawhney of Lady Love.

Julie France model, Michelle Meyer of Karnation
 and Rodrigo Cano of Julie France.

David Briones of Music Legs, Herminia Cervantes 
and Charlie Olmos of Pokey’s Planet.
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Debbie Ahearn and Debbie Rojas of 
Lingerie SuperStores.

Lindsey Edmonds of Daisy Corsets and 
Bonnie Wills of Erotic Cabaret Boutique.

David Goldman and Hollister Kinnaman of Skitzo Kitty 
with Cheryl Paradis of Mapale by Espiral.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Sherry Ahrenholtz and Sarah Latham 
of LC Distributors.

Timothy Gettler and Delilah Carr of Glamory Hosiery 
with Amy Schoff of Dick & Jane.

In the Mapale by Espiral booth, Martine Joanisse of Jolar Speck, Lois Kelly and 
Carolyn Syme of The Lovenest with Linda Martin of Mapale by Espiral.

Eric Wexler of Best Kept Secret and Mark Rosenfeld 
of Patrice Catanzaro.

Greg Gubner of Excite Online Services, Elvira and Gerrard 
Giummarra of Excite Logistics Pty.

Pauline Burgos of GQ Associates, Hazel Kragulac of Music Legs, Jessica 
Johanns of GQ Associates and Pat Tarailo of Music Legs.

Rhonda Webb of Mapale by Espiral, Laura and Robert Gerner of Lingerie and Things 
with Carl Marino of Venus Lace.

Susan Wade of Adam & Eve,  Jim Hoyt of Mapale by Espiral, Angela 
Madison and Katie Woodward of Adam & Eve.

Lolita Wolf and Hilton Flax of Purple Passion 
with Kali Morgan of KDM Enterprises.

Genesis Maria Fernanda of Dansking, Linda Suib of 
Oh La La Cheri and Ma Carina Ramos of Dansking.

Gay Sullivan of The Bazaar, Ginger Harrison of 
Dreamgirl and Gail Fisher of The Bazaar.
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Deborah Chausse and Teri Burge of 
Evangeline’s.

The Rago model, Alexa Fernandes of Rago, Shawn Dresser and 
Amanda Macias of Dare Wear Fashions.

Marielle Giacobbe and Mark Rosenfeld of Patrice Catazaro with Kathy Norton and MaryKay 
Beacom of Oregon Entertainment and Charlotte Catanzaro of Patrice Catanzaro.

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

Elizabeth Pitts and Jimi Egizi of Barnett 
Adult Superstore.

Delilah Carr of Glamory Hosiery, Sandra Alcala  and 
Montserrat Navarro of Jacky’s Collection.

Areil Lawrence and Amy Gonzalez of Love Shack Boutique with 
Lindsey Edmonds of Daisy Corsets.

Roberto Romero of Love Boutique and 
Freddy Arce of Andrew Christian.

Pilar Quintana and Jeff Watton of Yandy.

Ed Azemas of Panda Bear and Linda 
Suib of Oh La La Cheri.

CJ and Chiraza of Chaza Fashions with Kismet Pfeiffer and Ruth Johnson of Private 
Lives with Rio of Ultimate Fantasies by Rio.

Jason Edrick and Heather George
 of Halloween Mart.

Amber Kaloha, Megan Swartz, Evie Savage and Joe Binno of Deja Vu.

Danny Gibson, Lauren Van Deusen and Gary 
Sunshine of The Lions Den.

Lipaz of All That Natural with Yossi 
Rudomin of Electrique Boutique.
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Sharon Caleca of Xsentuals and Lindsay 
Edmonds of Daisy Corsets.

Kitty Knight and Kairy Sarabia of 
Temptations.

Keith Zauder of Leg Avenue, Erin Sue, Kalie Sharpe and  
Daniel Freedman of Lace.com.
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Tzigane Salinas of TZ Fashions, Se Hun Park and 
Sean Lee of Oh Yes Fashion.

Josh Porter of Romantix, Olga Lucia Oggioni Isaco  International, 
Karina Roman of Isaco  International and Amber DeBraak of Romantix.

Pat Jagos of In The Groove with
 Tia Lyn of Golyta.

Jill Cataldo of Lovejoys and Zia 
Islam of Tragic Kiss.

Jessica Casas of Black Widow Boutique, Amy Tsai of Leg Avenue 
and Shawn Sparta of Black Widow Boutique.

Joel Kaminsky of Good Vibrations, Ginny Wells of Wells Intimates, Mark 
Franks of Castle Megastore and Fred Wells of Wells Intimates.

Jinae Spencer of Madame Ravish and Kara 
Oguschewitz of Moonlight Serenade.

Sarah Snow, Nagalah Garza and Chase 
Miles of Pibs Exchange.

Bridgette Park and Yoona Oh of Forever 21.

Dusty Flynt of Jimmy Flynt’s Sexy Gifts with Liz Vaca
 and Manuel Da Campo of Leg Avenue.

Tia Lyn with Chris and Charlsanne Miskell 
of Double C’s Boutique.

Chris Finlay of Sexy Rosa Tijuana and Brittany 
Stewart of Fashion Forms.
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Kristi Church and Debbie Ahearn of Lingerie SuperStores, Robb 
MuCullough of Music Legs and Tina Rojas of Lingerie SuperStores.

Jeff Yunis and Michael Moreira of the International Lingerie Show with Marcus and 
Peter Horea of Coquette International.

Jennifer Reynolds, the Daisy Corsets model and 
Lindsey Edmonds of Daisy Corsets.

Caroline Joanisse of Jolar Speck, Rudy Brunet of Mapale Lingerie, Martine Joanisse of Jolar Speck, Lois Kelly of The 
Lovenest, Michel Joanisse of Jolar Speck and Carolyn Syme of The Lovenest.

Aleck Sebastian and Crystal Curiel of Simply Seductive, Pablo Tobon of Mapale by 
Espiral, Betty Curiel and Manny Ferretiz of Simply Seductive.

Rena Peterson of Mapale by Espiral, Tammy
 Hoffman and Lisa Yox of Hushhh.

Pat Tarallo of Music Legs and Aubry 
Crain of Assets4play.

Courtney Wooten of Kalli’s Love Stuff, Jim Hoye of Mapale by Espiral, Jessi Smith, Michael Winner 
and Deidra Howard of of Kalli’s Love Stuff.

Christine Longette of Brazen Bras, Timothy Gettler of Glamory Hosiery,  Angela Longette 
of Brazen Bras, Delilah Carr of Glamory Hosiery and Taylor Nanthachack of Brazen Bras.

Freddy Arce of Andrew Christian, Elisabeth Tillemans of Fantasy Gifts, 
Christopher Yoo and Chris Sapienza of Andrew Christian.

Greg Gant and Jennifer Searfino of Cindies, Linda Suib of Music Legs, 
Melissa Kent and Geoff Lou of Cindies.
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Donna Castillo and Sabrina Sease of Teaz N Pleaz with Melissa 
Vargas of Mapale by Espiral.

Melissa Kent and Greg Gant of Cindies, Linda Suib of Dreamgirl, 
Geoff Lou and Jennifer Searfino of Cindies.

Katie Winterhalter, Bobbie Shishido and Keri 
Birchby of Fascinations.
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Victor McGregor with Stitch Azintime
 of Gothic Renaissance.

Teresa Weaver of Karnation, Samuel Robert of Oh La La 
Cheri and Michelle Meyer of Karnation.

Patrick McGrath of For Lovers Only, Ted Bernstein 
and Magda Fanous of Magie’s.

Rick and Sheilia Villata of Moorpark Party Shop and 
Marc Salls of Star Costume.

Eric Ehrens and Bob Keyes.

Sharon Dallas and Robert Miller of 
Naughty But Nice Lingerie.

Christy Blumberg, LaMont Berryman and Alycia 
Berryman of Romeo Whispers.

Savannah Bitz of LSMT, Sarah Konkel of Oh La La 
Cheri and Michelle Johnson of LSMT.

Rebeca of Via Intima with the Espiral Model and 
Alejandro Leal of Via Intima.

Amber DeBraak of Romantix and 
Mark Behar of Fever.

At the Music Legs booth, Sherri Thomason 
and Kathy Randazzo of Fantasy Gifts.

Darshell Mangiameli and Geralyn Cecola of ATI with 
Rudy Brunet of Mapale by Espiral.



41JUNE 2016  •  BODYDAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Jennifer Reynolds of Daisy Corsets with Amber Griffith and 
Sarah Shew of Kiss Me Novelties & Lingerie.

Nicolas Attard and Tristan Renard  of Oh La La Cheri 
with Richard Harris of Blue Moon.

Sabrina Sease and Donna Castillo of Teaz N Pleaz 
with Samantha Ear of Music Legs.

Tami Gardner of Adam & Eve, Samuel Robert of 
Oh La La Cheri and Kari Peters of Adam & Eve.

Mimi Aguilar of Gregg Homme with Patricia Velez 
and Stephanie Hernandez of Forever Sexy.

Aude Catazaro and Todd Alexander of 
Impulse Exotic Fashions.

Helen Goncalves of Metro Boutique and 
Janice Brumer of Music Legs.

Marc Kristel of G World Collections with 
Dusty Armon of House of Shoes.

Chris Griffith of Kiss Me Novelties & lingerie 
with Lindsey Edmonds of Daisy Corsets.

Greg Gubner of Excite Online Services, Elvira and Gerrard Giummarra of Excite Logistics 
Pty with Angela Escobar and Pablo Tobon of Mapale by Espiral.

Linda Suib and Nicolas Attard of Oh La La Cheri with Heather 
Williams and Georgina Graves of LoveWorks.

Debra Salls of Star Costume, David Briones of Music Legs and 
Aidee Andrade Farias of Star Costumes.

Amber DeBraak of Romantix, Sarah Konkel of Oh 
La La Cheri and Josh Porter of Romantix.

John Wiltgen and Robb MuCullough of 
Starline.

Tara Stravinsky and Katy 
Hamann of Tyes By Tara.

Mark Behar of Fever and David 
Schnider of Nolan Heimann.
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JoJo Allison Miller of Adam & Eve, Eduardo Kuri of Escante 
and Wendi Manley of Adam & Eve.

Sarah Konkel of Oh La La Cheri, Nicole Samson of 
Hustler and Nicolas Attard of Oh La La Cheri.

Keith Henry, Lourdes Morvant of Sinsations with 
Mary Gorghuber of Wilderness Dreams.
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Rudy Brunet of Mapale by Espiral 
and Christopher Scharff of Dreamgirl.

Gabriela Lavigne and Madeline Cote 
of Exes Lingerie.

Peter Horea of Coquette, Susan Agan and George
 Williams of Peekay Boutiques.

Desiree Gonsalves of Wonderful World and 
Rozita Yazditabar of Felina.

Joseph Tok of Music Legs and Hrant 
Kapriellian of Canadex.

Anthony Stefano of Dreamgirl and 
Neil Fersht of Shirley of Hollywood.

Peter Horea of Coquette, George Makar of Allure Leather, Eric Ehrens 
and Marcus Horea of Coquette.

Jayne Owens of Crazy Sexy Hot and James of BedTyme 
Stories with Kirk Schlobohm of Shirley of Hollywood.

David Chie and the Marco Marco 
model Murray Swanby.

Mary Gorghuber of Wilderness Dreams with Michael Wherley 
and Sarah Plummer of ViVid Playground.

Christopher St James of Luxe Lingerie with 
Charlotte Catanzaro of Patrice Catazaro.

Lulu Flores of JL Intimates and Ashley 
Prentice of Lady C Leather.

Jennie Nielsen of Curvy Kate.

Mark Rosenfeld of Patrice Catanzaro, Rachel 
Starr and Aude Catazaro of Patrice Catanzaro.
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Ted Vayos, BODY: Where 
are your headquarters, buy-
ing office and distribution 
center based?

Orit Hashay, Brayola:  
Brayola is headquartered in 
Tel Aviv with an office in 
New York serving as a buy-
ing office, as well as a distri-
bution center in Connecti-
cut that works with direct 
dropship and marketplace 
vendors and a Customer 
Service team in England. 

Ted: Why did you open 
Brayola in 2013?

Orit:  I founded Bray-
ola to take the pain out of 
bra shopping. When I was 
pregnant with my first child, 
I quickly realized how frus-
trating it was to shop for a 
new bra and I hated the in-
store fitting experience. 

Ted: How did you get start-
ed in the online market-
place?

Orit:  After spending 15 
years as a software devel-
oper, holding a position as 
an investment manager at 
Carmel Ventures and a suc-
cessful e-commerce startup 
called Mit4Mit, a market-
place for wedding, I made 

it my mission to solve this 
bra shopping experience 
for millions of women ev-
erywhere, and especially for 
women who generally have 
a hard time finding their 
size in stores or online. 

Ted: Do you have any other 
businesses?

Orit:  Currently, I am fo-
cused on building Brayola 
into the largest marketplace 
for bra shopping -- I want 
people to buy as many bras 
as they buy shoes. 

Ted: What key product cat-
egories are sold on  Brayola?

Orit: Our key product cat-
egories include bras, bra 
and panty sets, lingerie and 
shapewear. We do plan to 
expand into more categories 
in the next three months. 

Ted: How is Brayola differ-
ent than the other online 
competition?   

Orit: Brayola uses crowd-
sourced data from millions 
of women about the best 
bra styles and brands to 
match shoppers with the 
perfect bra for any occasion. 
Unlike online competitors 
who are exploring verti-
cal integration (designing, 
sourcing and manufactur-
ing) and smarter size charts 
to solve the “fit” problem, 
our proprietary algorithm 
has allowed us to see return 
rates as low as 8%, which is 
incredibly low for this ver-
tical. Brayola is also a huge 
proponent for body diversi-
ty and you can see from our 
inventory selection that we 
cater to women of all sizes.

Ted: What do you look for 

in a brand?

Orit: The most important 
factors we look for when 
choosing our featured 
brands are comfort and 
style. Some of our favorites 
are: Elomi, Maidenform, 
Olga, Le Mystere, Panache, 
Goddess, Bali, Chantelle 
and Vanity Fair, among 
others.

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

Orit:  These brands have 
received standing ovations 
from millions of women, so 
naturally, we are huge fans 
too.
 
Ted: Where do you like to 
shop for your merchandise?   

Orit: It all depends on our 
customers’ top picks.

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

Orit: We have an ample 
selection and new models 
come in every week.

Ted: Do you carry oth-
er products besides 
those listed above ? 

Orit: Yes, many more. 

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

Orit: We pride ourselves on 
carrying a large selection of 
plus-size bras and unique 
fits that are often difficult 
to find at typical lingerie 
stores. 

Ted: Describe your price 

points and size ranges.

Orit: Brayola has bras rang-
ing from $15 to $200 with 
band sizes ranging from 
28-58 and cup sizes A-N. It 
also features a comprehen-
sive selection of bras from 
mass to luxury brands.

Ted: What is your typical 
customer size? 

Orit: We have more full-
busted customers but we 
service all sizes and have 
not seen any specific sizing 
changes in the last year. 

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

Orit:  About $70.00

Ted: Describe your cus-
tomer. 

Orit: Our customer base 
consists of women 28+ who 
live in the United States.

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

Orit: Before 2015, Brayola 
only recommended bras to 
women, but shoppers would 
have to make their purchase 
elsewhere. We’ve seen a big 
shift in direct-to-consumer 
commerce and realized that 
we had a huge opportunity 
to optimize our recommen-
dation engine for a more 
personalized shopping ex-
perience. The moment we 
switched on the ability for 
shoppers to buy from Bray-
ola.com, we’ve seen our 
sales spike and it’s growing 
50% month over month. 
We’re projecting to triple 
last year’s revenue. 

retail profile: brayola
Q&A with Orit Hashay,  Founder & CEO
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Ted Vayos, BODY Maga-
zine: Please tell us a little 
about yourself and your 
men’s retail business for 
our readers?

Maya Villette, Mod-
ern Man: My store is in 
Baxter Village located in 
Baxter, MN.  I have al-
ways loved fashion since 
working in retail stores 
throughout my life. I 
love styling and find-
ing items for friends and 
family. I get a big kick 
out of showing some-
one how great they look 
in clothing they would 
never have picked out for 
themselves. I opened the 
store on April 4th, 2016.  
I choose Baxter Vil-
lage because of the other 
great specialty shops 
already there. There is 
a woman’s boutique, a 
flower store, and eye-
wear store right next to 
my location. It is a great 
fit to have something for 
everyone. You can come 
and leave with outfits 
and accessories for every-
one in the family without 
driving all around town.  
I do most of my buying 
and style selections on-
line which helps making 
sure I can keep up on the 
latest fashions and ideas 
for the store. I also have 

a Facebook page that 
has brought in people 
to check out the store. 
I am looking to have a 
bigger internet presence 
in the future whether it 
be through a blog and/
or website to talk about 
styles and/or what’s new 
in the fashion world for 
men.  Key Product Cat-
egories: Dress Shirts, 
Dress Pants, Dress 
Shorts, Polos, Sweat-
ers, Ties, Casual shorts, 
Swim Trunks, Tanks, 
Casual button down 
shirts, T-shirts, Jeans, 
Linen Pants, Sweatshirts, 
SweatPants, Sunglasses, 
Hats, Novelty Tees and 
Underwear.
 
Ted: What makes your 
store special?

Maya: I bring a unique 
variety of men’s styles to 
the Brainerd Lakes Area. 
I want to make sure there 

is something for every-
one.  I want to make sure 
I have clothing for every-
one.  I make sure you will 
leave the store happy and 
confident. When you feel 
good about the clothes it 
shows in your body lan-
guage and stature. I like 
being able to give some-
one a boost and show 
them different ways they 
can style themselves 
whether its casual or for-
mal, regardless your size.

Ted: What do you look 
for in a brand?

Maya: The most im-
portant thing in men’s 
underwear, sleepwear, 
swimwear, activewear, 
and sock brands is com-
fort.  If you are not com-
fortable you won’t ever 
wear it.  The material the 
clothes are made from 
is a large aspect of this. 
I always want to make 

sure the clothing is com-
fortable.  When opening 
this store my vision is to 
make men feel and look 
great in what they wear. 
The lines I have chosen 
have been doing that: 
Tailorbyrd which is one 
of my formal lines. The 
button down shirts have 
such intricate detail and 
the slacks are comfy yet 
classy. I carry the tailored 
shirts which are true to 
size and are amazing. I 
just received their little 
boys line and its just as 
great as the mens as far as 
comfort and fit. The Toad 
and Company has ca-
sual shirts, button down 
shirts, shorts, and pants. 
They are great for hiking, 
sitting around a camp-
fire or just running er-
rands around town. You 
will look and feel great in 
this casual line.  Buffalo 
Jeans is also a great line if 
your looking for a com-

retail profile: modern man

Q&A with Maya Villette, owner
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fy trendy jean. A huge 
seller in my store due 
to the material and how 
they are made. They can 
be worn casually or for 
work. They are versatile 
and have been a really big 
hit.  Burnside Dual pur-
pose shorts are also a big 
seller. They look stylish 
and great for golf, tennis, 
or running around town.  
You don’t have to worry 
about getting wet! You 
can use them as swim 
trunks without compro-
mising the shorts.  I carry 
two great underwear 
lines: Wood Underwear 
and 2UNDR. They both 
are great brands and men 
seem to love the styles. 
Word from some of the 
men that have come in 
is they are preferred by 
men due to the com-
fort level is not matched 
by any other brands.  I 
have recently received a 
children’s line of cloth-
ing: Appaman and Wes 
& Willy.  They are great 
for styling the little men 
in your life.  They are fun 
lines your little guy will 
love. 
I just ordered a couple 
new lines of Prana and 
True Grit, which will be 
a great addition. Plus, I 
have teen lines coming 
in so any age range can 

come and 
find a great 
outfit.  I do 
most of my 
shopping for 
lines through 
markets I at-
tend, as well 
as my own 
research. It 
also helps to 
have a few 
men and 
boys in my 
life who let 
me know 
what feels 
and looks 
good. They 
are my little focus group 
to making sure I am 
finding the right things.  
The men and women I’ve 
worked with have been 
so helpful, kind, knowl-
edgeable, and great to 
work without issues. I 
have no complaints at 
all.  Other products that 
have come in recently is 
Southern Tide and Mavi 
Jeans which are also great 
lines.

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

Maya: The Brainerd 
Lakes Area is a diverse 
area for styles and trends. 
You can go from a casual 

jean and tee, to slacks 
and a button down, to 
golf wear, beach war, and 
anywhere in between. 
It is quite a spread of 
styles so I always need to 
make sure I am servicing 
all those styles to fit the 
need of the area. Variety 
is key.

Ted: Describe your price 
points and size ranges.

Maya: My price point 
range is anywhere from 
$18 to $90 depending 
on the article of clothing.  
I carry a variety of sizes 
from Small to 3XXL, 
which includes Talls.

Ted: What is your typical 
or average cus-
tomer size? 

Maya: For only 
being open for 
a month and 
a half, I would 
say my sizes 
have varied 
in what prod-
uct is being 
bought. There 
hasn’t been one 
typical size its 
been across the 
board.

Ted: What 
does your aver-

age customer spend per 
visit to your store? 

Maya: I would say the 
average person spends 
about $100 as of right 
now. I am sure that will 
change once Summer 
really gets rolling in the 
area. We are a large tour-
ist area in the summer 
and fall. This will change 
the flow of business and 
I am really excited to see 
what it brings.

Ted: Describe your cus-
tomer. 

Maya: The main cus-
tomer base is Men, but 
I have also had a female 
base come in looking for 
the men and boys in their 
life.
It is a wide variety of ages 
from college students to 
fathers and grandfathers.

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

Maya:  I have only been 
open a month and a half 
so the impact right now 
is getting the word out 
about the opening of the 
store. You will just have 
to check back in a year 
to see how the store is 
thriving!

B
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