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aerie comps up 25% in first quarter

Aerie comp sales were up 25% for the quarter ended April 29, 2017.
This comes on top of a strong first quarter in 2016, when comp sales
for the brand were up 32% compared to the first three months of fiscal 2015.
“Aerie delivered another great quarter,” declared Jennifer Foyle,
global brand president of the division of American Eagle Outfitters
(AEO). “I’m pleased to report that this marks our 13th straight quarter of double-digit comp growth.”
Meanwhile comparable sales for the parent company as a whole
(which sells a range of men’s and women’s apparel in its other stores)
grew only 2% in the quarter, totaling $761.836 million compared
$749.416 million for the three months ended April 30, 2016. Net
income dropped to $25.236 million compared to $40.476 million.
AEO also revealed it is moving rather slowly on its oft stated plans
to significantly expand the number of Aerie locations. It opened two
and closed one lingerie store during the period, and asserted that
during the fiscal year as a whole it will open 15 new Aerie stores
while, at the same time, closing five to ten existing locations. As of
April 29 there were 103 standalone Aerie stores and 92 “Aerie side by
side” stores which are either part of AEO mainline or factory locations.
In the conference call to discuss the results, Foyle said “Aerie’s
digital business was especially strong this quarter, showing rapid
growth and accelerating from last year. This led to a 47% online
penetration in the first quarter, up from 35% last year. Our online
swim and bra shop were particularly strong, yet we also saw
strength across a broad range of categories.”
“We extended our swim collection this year adding new silhouettes, more fashion and additional fits, all of which have been
extremely well received by our customers both in-store and online.
Our new apparel collections led by Chill. Play. Move., posted very
strong results this quarter and we continue to see strengths in our
lightly lined bras and bralettes. We remain extremely excited by the
ongoing opportunity to grow and expand the Aerie brand.”
Foyle boasted annual sales for Aerie will eventually hit $1 billion,
explaining that the brand is now “not just about bras and undies,”
which she estimated will represent “roughly 60% of the business”
going forward. The rest, depending on the season, will be “swim
and/or the apparel categories.”
Discussing Aerie’s distribution (the number of which standalone
stores had dropped to just 91 in the second quarter last year, from 158
in the fourth quarter of 2011), Chad Kessler, global brand president,
AE Brand, noted “there is a lot of white space within the Aerie
world. Today, from a store portfolio prospective, we only have a 103
standalone Aerie stores, so where some people may say we are over
stored in AE, we are significantly under stored as it relates to Aerie.”
He continued, “So very small store base that we feel gives us an
(Continued on page 6)
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how we portray our brand from the outside,
it’s what happens on the inside and how,
everyday, this team lives by the DNA of our
brand. And without that, the customer
wouldn’t feel the impact. So there are so
many new ways we are looking out how to
excite the customer, using Aerie real at the
helm. And there are a lot of surprises on the
way. So we are really excited what this campaign is feeling.” — NM
A full transcript of the conference call can
be found here: https://seekingalpha.com/
article/4074125-american-eagle-outfittersaeo-ceo-jay-schottenstein-q1-2017-resultsearnings-call-transcript

opportunity to be extremely selective in
the locations and the markets we are not
in and we are not deeply penetrating
today. You couple that with the relationship we see between brick-and-mortar
retail presence and digital business that’s
driven by that, just to highlight what Jen
said, we think Aerie represents a large
growth opportunity for the company.”
Foyle praised Aerie’s new pop up store
in Soho, and discussed the brand’s “spectacular” Aerie Real promotional campaign. “I really would say that we own
vs q1 store comps -12%
the body positivity platform. It’s so interVictoria’s Secret and Pink comparable
esting to see what a global impact that’s
store sales in North America were 12%
having on just, you read the news and it’s
lower in the first quarter of 2017 than they
just this is a way of life today. And I
were in the same period last year.
(800) 888.1321
escante@escante.net
would say, even more so than bralettes,
However, Victoria’s Secret’s direct-towe claimed and we own.” She added,
consumer business dropped even more
tinue to grow double-digits, so obviously
“This is our brand DNA.”
this campaign is resonating. But what I love sharply, by over 20% (or $73.2 million) in the
“Our customer base grew 13% and we con- about the Aerie real campaign is, it’s not just
(Continued on page 7)

fmmg advising
Advisor to
Cortland Foundations
in its recent acquisition by
Rago Foundations, LLC
718-676-4444 · Nick@fmmg.com / Nick.Monjo@gmail.com
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quarter, to $286.5 million, down from $359.7 million in the first
quarter of 2016. Significantly, Victoria’s Secret discarded its
iconic print catalog last spring, and now relies (just like all of its
competitors) on its website and emails to reach consumers.
Sales for Victoria’s Secret’s and Pink’s combined businesses in
the thirteen weeks ended April 29, 2017 were $1.533 billion, down
$207.9 million from sales of $1.741 billion in the same period in
2016.
In addition to eliminating its print catalog last year, Victoria’s
Secret also exited swimwear and apparel, and did away with
certain discount coupons as well as a free panty program. The
head of the division left the company and several hundred
employees were laid off.
Sales for parent company L
Brands, which also owns Bath
& Beauty Works, La Senza
and Henri Bendel, were significantly impacted, dropping
from $2.614 billion in the first
quarter of 2016 to $2.437 billion in the first three months of
this year.
Shares at L Brands, which
reached $99.47 December
4th, 2015, before many of the
Compression and
changes were announced,
Post-Surgical by Wear Ease®
dropped to as low as $47.27 on
www.wearease.com
April 7, 2017.
866.251.0076
During the conference call
with analysts to discuss the latest results, CFO and EVP
Stuart Burgdoerfer rejected
the notion that any mistakes have been made. “So, in terms of the
significant changes that we made at Victoria’s Secret, are we
considering reversing or stepping back from any of those changes? The short answer is no. We feel very good about the decisions
that we made and that they are the right changes to drive focus
and accelerated growth for the business.”
He added, “we continue to feel that the elimination of the catalog at Victoria’s Secret was fundamentally an appropriate move
for the business in the day and age that we’re in. So that would be
the first major changes that we made and again, feel that, that
was a strong move.”
Referring to the “highly promotional offers” of Victoria’s Secret’s
past, including “dollars off bra and getting a free panty,” he said
the company has now “moved through 2016 and into ‘17,” and is
“contacting customers more than we were a few months ago
(Continued on page 8)
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through direct mail, but doing so in a brand
appropriate way and with a range of offers
that we believe are more compelling and
more interesting and not as brand damaging.”
Aerie (the intimates and swim brand from
American Eagle Outfitters) is the competitor that has provoked the most intense comparison to Victoria’s Secret because of its
strikingly better sales results. For the first
quarter of this year Aerie brand comp sales
were up 25% as opposed to the 12% decline
for Victoria’s Secret and Pink. And while
Victoria’s Secret decided to exit swim and
apparel in the past year, Aerie has, during

the same period, expanded aggressively in
both areas.
Bralettes were a big part of the sales
growth at Aerie over the past couple of
years, but now have become widely available
at many retailers, including Victoria’s Secret.
Commented Burgdoerfer, “In the first quarter of last year, the bralette business for
Victoria’s Secret lingerie was pretty small.

8

JUNE 2017 • BODY

And now it’s running about 10% of the total.
So that’s where we’re on that business in
terms of growth and penetration. And as we
commented on earlier, we wouldn’t expect
that, that will get significantly larger than it
is today.”
He denied there is a “deemphasis,” on
bralettes and sports bras (which also had
been a major emphasis at the company), “but
rather, I would just say, an increased flow of
newness and compelling bra launches in the
constructed bra space that we believe will
improve the result in the constructed bra
space and get it back to the growth trajectory that we would expect.”
Burgdoerfer added, “With respect to driving unit growth and trial in bralettes and
sport bras, I mean, we were extremely
aggressive about that in the fall and into the
spring. And we’ve been successful in driving
a lot of unit growth in those two subsegments of the bra business. We would expect
that growth to moderate in the back half of
the year, still to be relevant and healthy and
those are important segments. But the constructed bra business continues to be the
substantial majority of the bra business for
us.”
Asked about average unit retail pricing,
which has been impacted recently,
Burgdoerfer asked in return, “Do we expect
to see stabilization in overall AURs as we
move through 2017? The answer to that is
absolutely yes. Given the growth that we
drove in the back half of ‘16 and the first part
of ‘17 in the bralette and sport bra businesses,
that will stabilize.” Other factors that will
lead to price stabilization: “Newness and
innovation and compelling bra launches in
the constructed space in the back half of the
year.”
One analyst who reports on L Brands,
Randal Konik at the investment bank
Jefferies, has claimed that Pink’s sales have
slowed significantly recently. A comment by
CFO and EVP Burgdoerfer during the call
appeared to confirm that notion. He said of
Pink, its “business does well north of $1,000
a foot.” Previously the company has published a significantly higher rate of sales. In
an investor presentation dated September
2016, posted on the L Brands website, the

company claimed, “Pink free-standing store
productivity is more than $1300 a square
foot.” BODY asked Amie Preston, chief
investor relations, at L Brands if, indeed,
sales had declined 30% at Pink. Her emailed
reply: “I think “well north of $1000 a foot” is
consistent with “more than $1300 a foot”.”
Maintaining a high rate of sales at Pink is
important for L Brands, especially since
Victoria’s Secret stores generate, according
to a previous investor presentation, only
(Continued on page 9)
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“about $800” a square foot.
Whatever the current rate of sales per foot
at Pink, Burgdoerfer stated “we believe that,
that business has the potential to literally
double in North America. And that’s a pretty bullish statement.” He added sales will
grow by adding “additional square footage.
As you know, many of our stores today don’t
have sufficient square footage to offer the full
assortment of Pink merchandise to our customers.”
As of April 29, L Brands was operating 133
Pink stores in the U.S., as well as eight in
Canada (after having closed one earlier this
year), and three in the U.K. Since the end of
January the company has opened two and
closed one Victoria’s Secret store in the
U.S., raising the total to 999. The firm
opened one additional Victoria’s Secret in
Canada since January, raising the total there
to 38.

L Brands operates 15
third business would be the
Victoria’s Secret stores in the
direct-to-consumer business
U.K. as well as 121 La Senza
in China which started back
shops in Canada and four in
in the fall and has been buildThe Revolutionary
the U.S.
ing month-on-month. And
No-Sew Alternative
Asked during the conferwe’re excited that we’ll move
To Reduce & Alter
Bra Band Sizes
ence call about China, where
to China next-day delivery
Victoria’s Secret opened two
for that business during the
full assortment stores in
summer, so good update
February, Martin Waters, - Fully Adjustable
there.”
se
sy To U
zes
Si
4
CEO and president, interna- - Ea
Waters said that “In terms
in
ble
- Availa
olors
Great C
3
&
tional operations, revealed,
of the patterns of demand
“We have four more stores in
and customer behavior that
the pipe for the balance of
we see, I would say that it’s
this year and then building to
more of the same in the sense
10 to 12 stores next year. So
that our replication model
very good progress there.” In Contact us today to learn more about our wholesale works in pretty much the
purchase information and becoming a retail partner!
addition to the lingerie RixieClip@gmail.com 715-313-4004 same way everywhere. What
stores, L Brands now owns
we find is bestsellers here
31 Victoria’s Secret Beauty and Accessory tend to be bestsellers there.” — NM
(VSBA) stores in China.
The full L Brands conference call tranThe first two full assortment stores have script can be found here: https://seekingalexperienced “good results, very strong cus- pha.com/article/4074511-l-brands-lbtomer reaction,” and “those VSBA stores, q 1 - 2 0 1 7 - r e s u l t s - e a r n i n g s - c a l l (Continued on page 10)
double-digit comps in the first quarter. Our

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Patented

JUNE 2017 • BODY

9

news

(Continued from page 9)

transcript?page=1

naked nears bendon merger

Naked Brand Group’s sales for the year
ended January 31, 2017 rose 33% to $1,842,065
from $1,389,414 the year before. But it posted a substantial loss of $10,798,503, compared to a even larger deficit of $19,063,399
the year before.
The company also revealed big declines in
sales to certain important customers during
the latest year.
Meanwhile Naked appears to be moving
steadily towards its merger with the much
larger New Zealand underwear
firm, Bendon. Since announcing
the deal in December, the two
companies have amended three
times the letter of intent to join,
the latest change moving the date
by which the two shall have
entered into their agreement to
May 26.
In early April Naked announced
it had raised, in previous weeks,
$5.3 million in net proceeds (by
selling 2,189,052 shares of common stock at an average price of
$2.51). In announcing the latest
amendment, the companies
noted “$34 million in positive
adjustments to the net debt target for the anticipated combined
company’s balance sheet at the
close of the transaction. As contemplated
under the Amendment, the combined company would have total net debt of approximately $13 million upon transaction close,
with approximately $6 million in assets
under Naked, and $19 million in net debt
under Bendon. This compares to the previously contemplated total net debt of approximately $51 million, with $1 million in assets
under Naked and $52 million in debt under
Bendon.”
Naked CEO Carole Hochman emphasized in early April, “We are committed to
and diligently working toward completion
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of this merger.”
In announcing the deal, Bendon had
revealed that for the fiscal year ended 2016, it
“generated approximately NZ $144 million
(US $100 million) in net sales.” In its annual
report, Naked explained that “as a result of
the merger, current Bendon stockholders
along with Bendon’s affiliates are expected
to hold in excess of 90% of the combined
company’s outstanding ordinary shares
immediately following completion of the
merger.”
While there are several encouraging signs
for Naked, one troubling one is the dramatic
fall off in its Nordstrom business, an admitted “key customer.” In the year ended January
31, 2016 the store had generated approximately $569,660 in sales for Naked, while in

the latest fiscal year sales plummeted to only
about $221,049 according to percentages
provided in the annual report. The company
stated that the decline was “due to a reduction by Nordstrom in replenishment orders
due to the elimination by them of in-store
inventory.”
Naked, which was incorporated in
Canada, has also suffered other losses of key
customers recently, namely much of its
Canadian business. In the year ended
January 31, 2016 sales in that country totaled
$299,390, but withered to only $29,945 last
year. And, while in early financial reports
Naked used to list Hudson Bay and Holt

Refrew (two large Canadian retailers)
among examples of prominent customers, it
no longer does so in this annual report.
In the early months of 2016, when BODY
first asked about the decline in Canadian
sales, we were informed it was only a temporary situation. We emailed Naked president
Joel Primus and he replied, “We are always
focused on customer satisfaction and are
unable to provide the level of customer service we strive for until we open a warehouse
in Canada. This is a temporary situation and
do expect to return to our Canada [customers]. The product is still available online in
Canada through our retail partners such as
Nordstrom, Hudson Bay, Amazon and
Bare Necessities. We greatly value the
patience our Canadian customers have
shown during this transition.”
Another key customer in the year
ended January 31, 2017 was
Bloomingdales, which provide 14%
of net sales, or about $257,889. In its
year-end report Naked acknowledged
“Nordstrom
and
Bloomingdales are currently of key
importance to our business and our
results of operations, which would
be materially adversely affected if
these relationships ceased to exist or
are significantly reduced.”
Naked offered that it has been
adding “other key departments store
and specialty store accounts.”
Retailers it lists by name in the current report include: Dillard’s,
Amazon.com,
Soma.com,
SaksFifthAvenue.com, barenecessities.com,
hackberry.com, hisroom.com and freshpair.
com.
In the annual report Naked claims, “We do
not have any long-term agreements requiring us to use any manufacturer,” but it does
outline a close relationship with one in particular. “Our primary production partner
during fiscal 2017 has been TMS Fashion, a
wholly owned subsidiary of LuenThai
Holdings Limited, a Hong Kong Stock
Exchange-listed company. We began working with TMS and LuenThai in 2014 in an
effort to streamline and scale up our produc(Continued on page 11)

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

news

(Continued from page 10)

tion capabilities by leveraging a large, established manufacturing resource. We believe
this partnership allows us access to “best-inclass” fabrics, materials and manufacturing
techniques while reducing our need for
fixed overhead. Further, we sublet our principal office location in New York City from
Tellas, Inc., another wholly-owned subsidiary of LuenThai operating in the U.S. We
have additional manufacturing relationships for our women’s intimate apparel collections and expect to work with additional
manufacturers as we expand our product
offering.”
Other bits of information in the Naked
annual report include its monthly rent on
the 10th floor of 95 Madison ($18,000), the
number of employees as of January 31 (13 in
the United States, one in Canada), and
the number of shareholders as of April 26,
2017: 208. — NM

business. The updated bra not only
smoothes the back but now also smoothes
the side. What could be better? The previous version of the bra had been a brand’s
top selling bra since its original launch in
2010.”
“The updated Vanishing Back Bra,” she
continued, “was Soma’s most successful
launch in history, with the highest marked
sales volume and average sales per store
ever for the brand. The launch also brought
new customers, increased traffic, and
improved sales of other foundations.
Overall, bras, panties and dresses were the
strongest categories at Soma. However
loungewear, sleepwear and swim were
weaker as the brand continues to refine its
brands positioning and grow its customer

soma q1 comps rise .2%

Soma comparable sales rose .2% in the 13
weeks ended April 29, 2017, “which is
meaningful since Soma has comped positively for all but one quarter since the second quarter of 2009,” declared Shelley
Broader, president and CEO of parent
company, Chico’s FAS.
Total net sales at Soma for the quarter
were $80 million compared to $79 million
in the same quarter last year. Soma’s sales
represented about 13.8% of Chico’s total of
about $584 million in sales in the latest
quarter.
Meanwhile, comparable sales for all of
Chico’s combined (which also has divisions offering women’s apparel) declined
8.7%. Net income rose to $33.6 million on
lower sales of $583.7 million, compared to
income of $31.1 million on higher sales of
$643.0 million in the same quarter in 2016.
In the conference call with analysts to
discuss the financial results, Broader said
of her Soma division, “The updated
Vanishing Back Bra which was launched
in March brought new momentum to the

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

base. Looking ahead to summer, Soma’
next launch will be a new trend-right bra
that features softer support and a more natural style.”
Speaking during the conference call,
Todd Vogensen, Chico’s EVP and CFO,
added, “We continue to see positive comp
sales with Soma with only one negative
quarter and it was pretty modestly negative
in the last many years. Soma continues to
gain traction, particularly in the broad category which as you know is critically important to driving brand loyalty. Their new
customers are up. We’re seeing that, we
are.”
During the fiscal year ended January 30,
Soma opened eight new “frontline bou(Continued on page 12)
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tiques” and closed two, raising the total to
275. It also opened one “Soma outlet,” raising the total to 19. — NM
The full conference call transcript can be
found here: https://seekingalpha.com/
article/4076212-chicos-fas-chs-ceo-shelleybroader-q1-2017-results-earnings-call-transcript

tim regan vp at esp group

Tim Regan has joined ESP Group as vice
president of private label.
The firm, formerly know as
Esportia International, produces intimates, underwear
and sleepwear for men,
women and children under
its own in-house brands,
private labels and licensed
brands.
Regan has worked in
senior executive management positions at many
prominent firms in the
industry including Delta
Galil, Pleasure State and
Vanity Fair.
ESP maintains its corporate office and distribution
center near Los Angeles
and has a showroom at 358
5th Avenue in Manhattan. Manufacturing is
done in Thailand, China and Cambodia.
House brands include French Dressing
and Body and Soul. According to its website, ESP also produces “private label merchandise for Costco Wholesale under the
Hathaway brand, for BJ’S Wholesale under
Member’s Selection, and for Fred Meyer
under Michael Morgan and Great
Northwest. We also produce under license
English Laundry and Tailor Vintage underwear and loungewear for men, as well as
Catherine Malandrino loungewear and
sleepwear for women.” A recently signed
licensing deal is for Joe’s.
The phone number for the California
office is (626) 301-0280. — NM
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upbra: millions in sales

Upbra, the company that holds seven patents for user-adjustable lift and cleavage
bras, is adding new styles and recording
striking sales results.
For the past two years, the bras have been
sold exclusively at the company’s own website, where they have generated millions of
dollars in sales to consumers around the
world. (The privately held company does
not release exact sales figures).
The original Upbra bra, which began
retailing in 2015, started shipping with convertible and strapless styles. “A few weeks
from now we will start shipping T Shirt
Upbra bras. The lifting system can be adapted for all
sorts of bra styles, and that’s
exactly what we’ll be doing
during the next two years” coowner Mark Redenius told
BODY.
All of the Upbra bras utilize
two straps hidden underneath
the cups, which the wearer
can use to adjust the amount
of lift and cleavage she wants.
42D,” Redenius explained. The Convertible
A unique feature of the bras is
and T-Shirt bras retail for $74 and the
that the wearer can easily reStrapless for $79.
adjust her lift and cleavage
“There is lot of interest out there for bras
during the day, without
that promise cleavage. Folks in the industry
removing or
are looking at a lot of stick-on
changing
bras and movable-cup bras,
the appearLuxury Lingerie Beverly Hills and in pictures it can be hard
ance of the bra.
to tell the difference between
“The Upbra bra is the
those bras and Upbra bras
first fully adjustable cleavbecause they all seem to give
age and lift bra,” said
cleavage to C and D cup
Redenius. “It lets any
girls. The difference is that
woman select the lift and
Upbra bras will do the same
cleavage she wants. With
for A, B, DD and DDD cup
this one bra you can spend
girls as it will for C and D
the day in the office with a
cups.”
modest cleavage, then
Redenius explained that
when you are ready to go
“movable cup bras have been
out to a dinner date or
LIVE ELEGANT LOVE FOREVER
around since the 1930’s.
808-419-8715
dancing, you can increase
When you move the cups
www. evaeevae.com
your cleavage in literally 5
closer together all you get is a
seconds.”
bra with cups close together. The videos
Currently the bras are offered in sizes 32A
look interesting but they are still just bras
through 36DD and 38D, and will go up to
(Continued on page 13)
40D later this year. “In 2018 we will add

Evae Evae
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with the cups closer together. Upbra bras
are designed to force movement of the mass
of breasts to fill the upper region of the bra
cups and get closer together at the cleavage
area. All while wearing a normal looking
bra that doesn’t move or change its outer
appearance. Since the bra is normal looking, so is the woman’s appearance — i.e.
balanced, and normally spaced. Upbra bras
use leverage all around the torso to keep the
bra in place, next to the body, while moving
as much of the breast as possible up (lift)
and over (cleavage). The result is that a
woman with A cup breasts gets cleavage
and lift.”
“Moving from A cups into the bigger cup
sizes, the Upbra bra uses the same leverage
to transition from providing cleavage for
smaller cup sizes to providing lift for larger
cup sizes. The stick-on bras are obviously
lift-less, and the moving cup bras are no different than any other bras when it comes to
lift. The Upbra patents are all about leveraging the body to move the breasts to
where you want them to go. If someone
with DD cups wants them to go up (in a
bra that fits properly), leverage is the only
way to make that happen.”

compared to a profit of €696,000 in the
prior year.
In North America, where the company
maintains 36 retail locations as well as a
wholesale business, sales for the most recent
nine months fell to €23.386 million (about
$25 million) from €24.975 million in the
previous nine months. EBIT (earnings
before interest and taxes) fell to a loss of
€1.276 million for the period, from a smaller
loss of €415,000 in the prior year.
Interestingly the average number of employees in North America rose from 98 to 108 in
the most recent nine months. The number
of stores on the continent has remained
unchanged from last year.
For the company as a whole, “Wolfordowned retail stores reported a drop in reve-

nue of €5.46 million (-6.6 %), as did the
wholesale business, where revenue was
down by €3.48 million (-7.3%) compared to
the first nine months of the previous financial year. In contrast, Wolford’s own online
business expanded once again with total
revenue in the first nine months of 2016/17 at
€0.43 million or a 4.4 % rise from the prioryear level.”
In a letter to shareholders CEO Ashish
Sensarma and COO and CFO Axel Dreher
explained, “Mistakes were made in implementing the measures to increase revenue.
This particularly relates to the hasty reorganization of goods management for the retail
sector, which led to flawed demand plan(Continued on page 14)

wolford: €8-10 million loss

“Wolford anticipates an operating loss
between EUR -8.0 million and EUR -10.0
million,” according to the firm. This translates to a loss of approximately $8.7 million
to $10.9 million at current exchange rates
for its fiscal year which began in May, 2016.
In its last fiscal full year, ended April 30,
2016, the Austrian hosiery, lingerie and
apparel producer reported a loss of €6.189
million (about $6.7 million) on worldwide
sales of €164.4 million (about $179 million).
In the first nine months of this fiscal year,
the company’s sales dropped from €128.713
million (about $140 million) for the period
that began in May, 2015, to €119.054 million (about $129 million). In the period, the
company ran up a huge loss of €5.666 million (about $6.2 million) for the nine months
DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

JUNE 2017 • BODY

13

news
(Continued from page 13)

ning and management of sales space.
Together with changed delivery dates for
the fall/winter collection, Wolford did not
have a sufficient supply of products or too
little new merchandise at the point of sale in
the period May to October 2016. On the one
hand, this resulted in a considerable decline
in revenue. On the other hand, it led to
costly post-production and significantly
higher inventories.”
The executives listed steps to increase sales
and profts, noting among other things that
“The B2B online platform for wholesale
customers which went live in September got
off to a good start. In the meantime, it
already handles 34 percent of customer
orders. We believe this will lead to an optimized service for our commercial clients as
well as a significant rise in efficiency.
However, efficiency enhancement will first
become more perceptible in the mediumterm and bear fruit later than planned.
Besides unplanned expenses will negatively
impact our business results, for example
provisions for a legal conflict with a former
partner in Switzerland, or the risk provision
for disputed claims against American customs authorities.”
They concluded, “In the light of the unsatisfactory revenue development and the losses
expected in the current financial year, we will
not be able to adhere to our ambitious
medium-term planning, which is being currently subjected to a comprehensive overhaul. In addition, we are now focusing on
further stabilizing revenue and continuously
reducing costs. The objective is to create the
pre-requisites enabling our return to profitability. At the same time, we are working on
a sustainable financing structure with a corresponding long-term financing of assets.”
— NM

nubra ramping up marketing

While many new adhesive bras have recently
entered the market, the NuBra has been
available for 15 years. And now the company

14

JUNE 2017 • BODY

is expanding its digital marketing programs,
making its bras an even stronger choice for
retailers.
“NuBra has been a forward looking company from the start,” according to a spokesperson. “As exemplified by how we were first
to market with our handmade in the U.S.
products. We use high quality materials and
take care of the details while other brands
resort to gimmicks that require you to adjust
strings or change bra placements to get the
look customers want. Our bra was designed
to meet the highest standards of stylists
working with celebrities who want to have a
natural look and the confidence that the bra
will not fail. With NuBra all you do is stick
and snap to look good.”
NuBra is a strapless, backless adhesive bra

brands you will need to worry about quality,
actual fit, and durability.”
“In order to support our resellers and promote our brand broadly,” the spokesperson
continued, “we are making an investment to
ramp-up our digital marketing efforts over
the next six months, reinforcing the message
that your NuBra can be a daily option in
your foundation rotation. We know that a
majority of our target audience likes to
actively engage with brands digitally and we
want to be there with them, sharing new
styles, looks, and how-to’s.”
While some customers may have considered the NuBra only for special occasions or
special outfits, the makers have found that a
growing number of women consider it a
comfortable all day, every day bra.
“Customers also need to know that with
NuBra they can easily transition between
activities. Just put it on in the morning to go
to work and when you change to go out for
the evening, you still have the comfort and
confidence that NuBra’s supportive and
shape enhancing design provides.”
As NuBra expands its digital efforts in the
upcoming weeks, it invites its “partners to
actively share content from @NuBraUSA
on Instagram and on Facebook.” An interesting video on how NuBra is worn can be
found here: https://www.youtube.com/
embed/xtjuIjOJkAk?autoplay=1
In addition, retailers can contact the company at (909)598-8808 or by email at info.
nubra@mail.com.

hanes innerwear sales -5.9%

“with medical-grade, self-adhesive silicone or
fabric bra cups.” And the fact that it is made
in the U.S. is of particular importance. “With
non-U.S. made alternatives or knock-off

HanesBrands first quarter Innerwear sales
fell 5.9%, while “segment operating profit” for
the category dropped 6.4%.
Sales for the company as a whole rose 13.2%
to $1.38 billion for the three months ended
April 1, 2017, up from $1.22 billion for the
quarter ended April 2, 2016. Total operating
profit for the quarter fell 0.9% from $122.405
million to $121.268 million.
Innerwear segment operating profit was
$102.701 million on sales of $505.190 million
for the period, compared with segment operating profit of $109.735 million on sales of
$537.021 million in the same three months at
(Continued on page 15)
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the start of 2016. Hanes categorizes its
other segments as Activewear, International
and Other.
The company explained that its Innerwear
segment was “affected by retail environment, as expected. Segment sales and operating profit decreased 6 percent as a result
of reduced consumer traffic at retailers,
store closings, and cautious retailer inventory management. These factors were partially offset by growth of online sales and
men’s underwear.” Hanes said that
Innerwear sales “are anticipated to normalize in the second half.”
In the conference call with analysts to discuss the quarter, CFO Richard Moss said
that during the period, “Our largest business, men’s underwear, grew low singledigits as order patterns normalized with a
large mass retailer.”
He continued, Innerwear segment “operating margin of 20.3% was essentially flat
versus last year. In basics, the strength in
our men’s underwear business was more
than offset by declines in other product categories due to challenging traffic and cautious inventory management by retailers.”
“With respect to intimates, the entire yearover-year decline was driven by a single
retailer who began its planned door closings during the quarter. We felt good about
our outlook for the second half as our shelf
space is stabilizing, and we’re seeing traction with our new Maidenform offerings,
which are being rolled out across multiple
channels throughout the year.”
Evans added, “Innerwear was the business that was most affected by door closings
as it has the broadest distribution.” But he
sees improvements coming later in the year,
explaining that as retailers are moving back
to school purchases “closer to the event, we
think things are building nicely to give us
some momentum to return to positive
growth in Innerwear in the second half.”
Overall, for the full year, Hanes said it
expects “net sales of $6.45 billion to $6.55
billion” and “operating profit of $845 million

to $895 million.” — NM
The full transcript of the conference call
can be found here: https://seekingalpha.
com/article/4068193-hanesbrands-hbiq1-2017-results-earnings-call-transcript

exquisite form colors

BL Intimates has just started shipping
Exquisite Form bras in a variety of new
colors, according to corporate account
manager Stephanie Bronk.
“We are also seeing lots of success with
our shaper pants,” she added, referring to
three styles of briefs the distributor introduced about two years ago. “These were
previously only sold online at Sears but are
now available in store and we are very
happy with how they are performing.”
One of the new bra colors is beige, which
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is now being offered “in our longline styles
5107530 and 5107532.” She added that bra
style 5100565 is being offered in “new fashion colors Times Square navy and Walnut.”
Style number 5100548 is being offered in
black and “is also getting lots of attention!
Now is the time for all boutiques to place
their orders on these new colors if they
haven’t already.”
Both boutiques and mass retailers across
the country “are already seeing lots of positive feedback and some great selling,” said
Bronk.
The shaping briefs “are an extremely great
value at two for $20.00 MRSP,” and have
been doing well at boutiques. The three styles
are offered “in various colors, and in a wide
size range (M-L-XL-2XL-3XL-4XL-5XL).”
(Continued on page 16)
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“No surprise, but Exquisite Form is doing
phenomenally online. We launched on
HerRoom.com one month ago and are so
pleased to see how well the bras and shapers
are performing. Customers can find the
entire program on the website, all styles,
colors, and sizes are available to order.”
“Last but not least,” Bronk concluded, “we
are almost ready to launch our very own
Exquisite Form website in the next few
weeks! Our customers will have access to
exclusive promotions, fit and product videos,
and most importantly, will be able to order
their favorite bras straight to their doors.
Website is still under construction but will
be found at www.exquisiteform.com.”

cleavage couture lace up bra

The lace-up adhesive bra is a hot item right
now, and recently launched Cleavage
Couture is looking to position itself as a reliable source for retailers looking to carry the
product.
The concept, offered by several suppliers in
different variations, combines two stickybacked bra cups, joined by an adjustable web
of lacing. “What sets us apart is our aggressive wholesale pricing, EDI integration,
strict MAP policy, and our nation-wide
social media brand awareness campaign with
millions of monthly impressions sending customers to our online store locator designed
to drive customers into your stores,” Chloe
Klein, a spokesperson, told BODY.
“We are also the only company to offer
special colors including nude, black, white,
pink, and blue, as well as various shapes
including round and wing style. In addition
to branded retail packaging, free standing
floor and counter top displays will also be
available in the next few weeks. Most
importantly, unlike other companies that
can take up to a month to deliver their bras,
all of our inventory is held here in the
United States and can be delivered to anywhere in the country within one to three
business days.”
While Cleavage Couture was still in the
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process of setting up some of the promotions, including the social media campaign,
when we spoke to executives in late April,
CEO Andrew Gold seemed driven to rapidly build the brand into a leader in the category. “We launched the company a little
over a month ago and sales have taken off
like wildfire! The positive feedback we’ve
been receiving from customers is absolutely
incredible.”
“We knew this would be a winner, and
sales have immediately gone through the
roof!” he claimed.
“What makes Cleavage Couture different
from other backless strapless adhesive bras,
is our unique adjustable lace design that
allows you to pull the breast together and
create cleavage never achievable before
with an adhesive bra,” explained Gold.
“Cleavage Couture instantly adds two cups
to your bust line. This is the ideal bra for
strapless, backless, low cut, plunging, halter, crisscross and other revealing styles.”
The wing and round cup styles are currently offered in sizes A, B, C, and D. “In
the next few weeks we are adding a size E.
As well as a white color wing style, especially suitable for brides and bridesmaids.”
Both styles of bras are offered at a retail
price of $24. “Wholesale pricing starts at
33% off on orders over 100 bras, and can go
as high as 50% off on large orders,” said
Gold.
Looking forward, Gold revealed, “We’ve
partnered with an internet celebrity, TV
host, and spokesmodel to produce a product educational video that we will have
available in the next few days to educate
new customers about the product.”
“Free standing floor displays, as well as
counter top displays will also be available in
the next few weeks.”
Contact Gold at 347-766-6528. A temporary email is CleavageCoutureBra@gmail.
com. — NM

lynn visser at urban

Urban Expositions named Lynn Visser key
buyer account manager for its long running
Womenswear In Nevada (WWIN) Show,
held twice a year at the Rio Hotel in Las
Vegas.

“As the next step in our long-term buyer
acquisition and retention strategy, Lynn
will be working with our exhibitor marketing partners to identify potential new
attendees, top retail accounts, buying
groups and others to bring to the show,”
explained Chad Timney, WWIN show
director.
Those who qualify for the new Key Buyer
Program, which is in place for the next
show, August 14-17, “will receive complimentary registration, travel incentives, personal concierge service and other VIP features on show site,” according to Urban.
She will be the “point of contact for all of
WWIN’s key buyers in the apparel industry
- including catalogs, specialty chains/franchises, department stores and others.”
“We are continuously working to further
grow and strengthen the buyer base for the
WWIN Show and are excited to add Lynn
to our team,” said Timney. Visser, can be
(Continued on page 17)
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reached at 678.370.0342 or at lvisser@
urban-expo.com. Urban Expositions is a
division of Clarion Events.

glamorise: new sports bra

Glamorise Foundations, the company credited by many sources as the inventor of the
original sports bra, is now about to introduce “the highest performance sports bra
models we’ve ever made,” according to
CEO Jon Pundyk.
“The Elite Sports will ship in October of
this year,” he continued. “The pricing ranges
from $42.99 to $62.99 depending on style.”
On its website the company already offers
six different sports bras, including low,
medium and maximum support versions, as
well as wired and adjustable styles. Retail
prices range from $36.99 on up to $59.99.
Founded in 1921, Glamorise has always
focused on the figured women according to
Pundyk.
For the new Elite Sports, “The materials
offer higher performance moisture management, support is designed to allow better
bounce control, and softer materials and a
more dramatic look complete the picture,”
said Pundyk. These are “sports bras
designed for the athlete who demands the
highest levels of support, moisture management, and comfort in her sports bra.”
“All products include a free lingerie wash
bag to allow machine wash for easiest care.”
According to Wikipedia, “The first commercially available sports bra was the “Free
Swing Tennis Bra” introduced by
Glamorise Foundations, Inc. in 1975.”
Pundyk told BODY that since then, “Based
on patented and exclusive features, the
Glamorise Sports line has been growing
dramatically as new consumers have been
able to discover the brand via the expansion
of online search and e-comm.”
In addition to the sports bras, Glamorise
offers the full figure woman an enormous
range of choices. Band sizes go from 32 to
58 inches and cup sizes from A to K. Styles
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include essential and elegant, wired and no
wire, front and back hook, T-shirt, camisole,
molded cup, strapless, minimizer, cotton,
long line and corselette. Shapewear is also
offered.
Pundyk emphasized that its exclusive focus
has been especially advantageous for the
privately held company. He reported “record
sales for 2016. Year to date sales for 2017
continue to strongly outpace 2016, and
appear to be on track to set a new sales mark
for the company. Growth has been driven by
continued strength in traditional lines, as
well as very strong growth in more fashionable styles, and sports bras designed exclusively for plus sized women.” — NM

nüdwear available at valens

Nüdwear offers another choice for retailers, “a
brand inspired by a new generation of women
who are free, independent, and more multi-faceted than ever,” according to CEO Astrid Montalta.
“We create lingerie, swimwear and loungewear
that places importance on comfort and performance as much as aesthetic, creating apparel that
helps women thrive in their daily lives while still
feeling sexy and empowered.”
According to the CEO, “Nüdwear has
been featured in the Zoe Report, Vogue,
Glamour, NY The Cut to name a few and
has had two appearances on the Today
Show.”
“Beautiful fabrics, attention to fit and
detail, versatility and multi-functionality to
fit today’s modern women’s lifestyle motivate
every one of our designs. We want women to
feel sexy, and feminine yet incredibly empowered” explained Montalta.
The latest loungewear collection, “Joie de
Vivre” introduces “contemporary and playful
Kimono-inspired robes in luxurious pure
stretch charmeuse silk and exquisite French
lace with matching slips available in an array
of colors. Meant to inspire ‘Joie de Vivre’ or
the “Joy of Life” and encourage women to
indulge in the most passionate, playful and
confident side of themselves.”
“Woman work so hard today, and take on

18

JUNE 2017 • BODY

so many roles, whether it be in the work
force, in the home or both, that sometimes
we forget to indulge and enjoy the little
moments. The “Joie de Vivre” collection is
meant to inspire joy in those few moments
you have all to yourself. There is nothing
more luxurious then rich silk against your
skin or feminine then a whisper light French
lace,” stated Montalta.
Nüdwear’s new silk line of robes and slips
are made from “imported lux Korean stretch
charmeuse silk. The spandex and silk weave
is a rare given that it is more expensive to
manufacturer but gives the final product an
incredibly soft buttery finish with beautiful
sheen while also enhancing durability of the
seams. Available in blush, black, white, deep
blue, wine red and limited edition summer
print, the silk line is available in a variety of
colors to suit a variety of tastes or special
occasions.”
“The full eyelash lace robes feature an
incredibly soft and airy French lace and
French seam construction. Available in full
length and short versions, they go beautifully
when paired with a silk slip and can be worn
both in or out of the home. For information
contact ValensGroup@verizon.net.

royce: new teen bras

Royce has added new bras designed for teen
consumers. Stardust is a two-pack which
contains one basic bra in cream and one bra
with pink stars and matching pink straps.
Both are offered in sizes 28-36, AA-B.
Another new two-pack is Black & Blush,
described as “classy molded t-shirt” bras that
are “everyday essentials.” One bra is in black,
the other in blush (as an alternative to nude.
Both are available in sizes 30-36, A-D.
Design director, Jane Fleming explained,
“Royce specializes in wire-free bras and we
know that these are best for developing girls,
whose bodies can rapidly change shape. Our
teen bras are stylish, comfortable and lightly
padded for modesty.”
Added Fleming, “These new additions join
Royce’s ‘My First Bra’ and ‘My First Sports
Bra’ in the teen range. To view the collection, alongside all of the other beautiful wirefree bras, visit roycelingerie.com.”
According to the company, Royce, estab-

lished in 1991, “is the U.K.’s only dedicated
wire-free bra specialist for every woman to
wear every day; for teens, for larger cup sizes;
for women who have undergone surgery,
and for pregnant women and nursing mothers.” The firm “offers a choice of styles in a
range of colors, prints and fabrics, in sizes
from AAA cup right up to an L cup.”

coconut grove: ‘the natural’

Coconut Grove Intimates has launched The
Natural, a new solution bra. “This bra provides natural feeling coverage and the shape
you desire with any backless, strapless or lowcut fashion,” according to a spokesperson.
“Simply stick it on for a figure ﬂattering fit.
Product features a nude silicone gel adhesive
that allows multiple wears with easy cleaning steps. This bra is designed to give the
illusion of a seamless finish under the most
delicate tops. The adjustable cups allow you
to achieve the perfect cleavage with light
coverage and support. This bra can go
incognito in all your favorite fashions.”
Since its start in 1985, Coconut Grove “has
grown from a small family business to a public company now on the Toronto stock
exchange. Our goal has been to make the
most of a woman’s intimate apparel wardrobe by giving her innovative options of high
quality design at affordable prices. The
worldwide response to our products, including our patented Backless Strapless Combo
Wing Bra, has contributed to our success.”
According to the firm, it “services hundreds of customers worldwide and warehouses “just in time” inventory in multiple
locations situated in Canada, the U.S. and
the UK. As a global business, Coconut
Grove Intimates identifies new trends and
relevant product ideas to put us at a market
advantage. Coconut Grove Intimates has
now created over 50 products to select from
based on your styling needs.”
Coconut Grove is home of The Natural
brand “and holds the license for Maidenform
Solution Bra & Accessories and Maidenform
Sleepwear. As a leader in private label programs, Coconut Grove Intimates has
worked with several brands worldwide
including Boux Avenue, Rigby & Pellar,
B
Figleaves, and Marks and Spencer.”
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retail profile: maison jolie
Q&A with Lauren Geiser, Owner
Ted: What makes your store
special?

Ted Vayos, BODY: Please
tell us about your boutique.
Lauren Geiser, Maison Jolie: Maison Jolie is a luxury lingerie and swimwear
boutique located in the
Highland Village Shopping
Center in Houston Texas.
It opened in late 2015 and
specializes in unique, highquality items and offers
impeccable customer service. The boutique is centrally located to offer the
entire Houston area, as well
as any visiting tourists, access to our luxury selection
of hand-picked items from
around the world. We carry
the highest quality lingerie,
including brands like I.D.
Sarrieri, Carine Gilson and
Bordelle. Similarly for our
swimwear, we have brands
like Hanne Bloch, Pucci
and Pain de Sucre, which
are the best worldwide. The
boutique is large enough
to have a wide selection of
brands, styles and colors, but
small enough to maintain
an intimate atmosphere.
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Lauren: We offer brands
and styles that no one else
has in Houston and, in
some case, the entire United
States. Several times every year, I travel to cities
around the world, like Paris,
New York and Miami, to
hand-select the brands and
articles that go into our
inventory. And we work
with those designers and
manufacturers to maintain
the highest quality product.
Finally, our sales associates
have been selected for their
experience, training and client-oriented personalities.
Ted: What do you look for
in a brand?
Lauren: I primarily look
for the highest-quality materials and styles that are
very unique and flattering
to a woman’s body. Brands
that are very important to
Maison Jolie include: ID
Sarrieri, La Perla,
Wolford,
Lise
Charmel, Samantha Chang, Eberjey, OYE, Maison
du Soir, Bordelle
and Aubade. But
that is not an exhaustive list of
our brands and
the most popular
brands
change
regularly.

Lauren: We enjoy the buying experience in Paris, New
York and Miami. Each
location offer something
unique, but all attracts the
top global designers.
Ted: Have any brands disappointed you?
Lauren: I wouldn’t say any
of the brands we carry have
disappointed us; however,
there are some brands that
we have reviewed and decided not to carry because
they didn’t fit with our goal
of offering extremely high
quality and a flattering fit.
Ted: Have you brought any
new brands into your store
recently?
Lauren: We regularly bring
in new brands and a couple
of our most recent include
Pain de Sucre, which is a
Paris-based brand not carried anywhere else in the
United States, and Herve
Leger swimwear, which is

Key Brands
Aubade

Bordelle

Carine Gilson
Eberjey

Hanne Bloch
ID Sarrieri
La Perla

Lise Charmel

Maison du Soir
OYE

Pain de Sucre
Pucci

Samantha Chang
Wolford

another Paris-based line.
Ted: Do you carry other
products in your store?
Lauren: In addition to lingerie and swimwear, we
offer luxury sleepwear and
loungewear as well as an

Ted: Where do
you shop for your
merchandise?
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extension selection of accessories like sunglasses (Tom
Ford Private Selection and
Balenciaga), hats, footwear.
Finally, we also offer products that keep your delicates
clean and in top shape.
Ted: Describe the popular
styles or trends in your area.
Lauren: Houston is a city
of over 6 million people, so
there are always a number of
different fashion trends in a
city of that size. For Maison
Jolie’s clientele, there seems
to be a trend toward sexy
one-piece swimsuits this
season. And prints are in
demand for swimwear this
season as well. For lingerie,
bodysuits are particularly
popular, and there is definitely a trend toward lingerie items that can be worn as
outerwear.
Ted: Describe your price
points and size ranges.
Lauren: We welcome clients at every age and price
point; however, given the
high-quality focus of our
inventory, we tend to have
an average price point above
$200 per article. We offer a
range of sizes as well and do

not cater to only
one body-type.
Ted: What is
your
average
customer size?
Lauren: We really sell all sizes
from extra-small
to large, so there
really is no typical or average
customer. Every
woman’s body is
truly unique and
we enjoy working with our clients to find the lingerie and
swimwear that best compliments them individually.
Ted: What does your average customer spend per
visit?
Lauren: There is a large
range of spending for our
customers, from those who
spend less than $100 per
visit, to others that spend
several thousand picking
up a number of outstanding
and unique items. On average, our customers spend
between $500-1500 during
each visit to Maison Jolie.
Ted: Describe your custom-
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er base.
Lauren: Our customers include women between the
ages of 18 and 65 and their
husbands or boyfriends who
are interested in picking up
something special for their
loved one.
Ted: What has impacted
your business the most over
the past year?
Lauren: Because we are
still relatively new, having
opened less than 18 months
ago, the biggest impact on
our business has been the
continual growth in client
traffic through the boutique
due to “word of mouth”
marketing
and
positive customer
experiences. We
have dozens of repeat clients who
come in every few
weeks to see what
we have in store
that is new, but we
also see new clients every day. It
is building those
relationships with
both repeat and
new
customers
that we are most
focused on, and we

believe that those relationships will continue to be
most important to Maison
Jolie in the future.
Ted: What have you done to
improve your business?
Lauren: We are located on
Westheimer Road, across
from the Apple Store, and
we change our front window on a weekly basis so
potential clients driving or
walking by can see what the
store has to offer. We also
post newly arriving items on
Facebook and Instagram on
a daily basis, so customers
not in the immediate area
also know about our unique
inventory. During our buying trips in Paris, New
York, Miami, and elsewhere
we always make time to see
new designers and we tour
their manufacturing facilities whenever possible so
that we can offer the absolute highest quality lingerie
and swimwear on an ongoing basis. Finally, we conduct regular training sessions for our sales associates
so that their fit certifications
stay fresh and so we can all
work together to offer the
best customer service possible.
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delta sales +23%, income -29%

Sales at Delta Galil, which now includes several
businesses acquired from VF last year, rose by
23% in the quarter ended March 31.
Meanwhile, net income plummeted
by 29%.
In the first quarter the company
earned $5.589 million on sales of
$315.681 million compared to net
income of $7.889 million on sales of
$256.687 million for the three months
ended March 31, 2016.
Last June Delta announced it was
acquiring the businesses and brands
of 7 For All Mankind, Splendid and
Ella Moss for $120 million. At the
time it stated “The acquisition is
projected to add over $300,000,000
in Delta Galil’s top line annual sales
and is expected to be accretive to
Delta Galil’s earnings in 2017.”
As the quarterly results were published, Isaac Dabah, CEO of Delta,
declared, “We are pleased with the
continued strength of our diversified
business model. Our first quarter
results were in line with our plan, and
consistent with Delta’s historical performance of generating higher profits
in the second half of the year.”
“During the quarter, we made meaningful changes in our company that
will improve our efficiency and production capacity. We started to run our Vietnamese factory with
750 new employees, and are on track to have our
first orders shipped in April 2017. We expect the
facility to reach full operational status in 2018.”
“Also during the quarter, we signed a licensing
deal with Calvin Klein Inc. to develop, produce
and distribute boys and girls underwear, sleepwear
and socks for the brand. This represented an
important step in our ongoing strategy of enhancing our branded portfolio and broadening our
presence in the premium sector.”
“We continue to have a strong balance sheet to
support our acquisition strategy, and we remain
focused on growing our global business segment,
while attaining strong EBITDA growth in 2017
and beyond.” The company stated “Full-year 2017
sales are expected to range between $1,330 million-$1,370 million, representing an increase of
13%-16% from 2016 actual sales of $1,179 million.” It added that “Full-year 2017 net income is

expected to range between $50.0 million-$52.0
million, representing an increase of 6%-10% from
2016 actual net income of $47.2 million.”
The company stated its net income results for the
first quarter were negatively impacted by “onetime items,” and that “Net income excluding one-

time items was $7.2 million for the 2017 first
quarter, representing an 8% decrease from $7.9
million in the first quarter last year.”
“The results reflect a stronger gross margin offset by higher marketing and other expenses
including negative impact of foreign currency
translation.” Referring to its sales for the quarter
the company explained, “The increase was primarily driven by the addition of Delta Premium
Brands.” — NM

naked, bendon merger advances

Naked Brand Group and Bendon Limited
moved closer to their long planned merger
with an announcement at the end of May
that they had signed an “agreement and plan
of reorganization pursuant to which Naked’s
shareholders will, upon the closing of the
merger, receive approximately 7% of the
outstanding ordinary shares of the combined company on a fully diluted basis,
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subject to adjustment.”
“This transformative merger will create a powerful portfolio of iconic innerwear, sleepwear,
and swimwear brands,” declared Justin DavisRice, executive chairman of the much larger
Bendon. “We believe this merger will enable the
combined company to strengthen its
global industry leadership and continue
to drive growth over the long-term.”
The companies explained that ‘pursuant to the merger agreement, Naked
and Bendon, respectively, will become
wholly owned subsidiaries of Bendon
Group Holdings Limited, a newly
formed Australian holding company
(“Holdco”), and the shareholders of
Bendon and the stockholders of Naked,
respectively, will become the shareholders of Holdco.”
“The merger agreement, which has
been approved by the board of directors
of both Naked and Bendon, is subject to
approval by Naked’s stockholders and
other customary closing conditions and
regulatory approvals, including the filing and effectiveness of a registration
statement with the Securities and
Exchange Commission and the listing
of Holdco’s ordinary shares on Nasdaq
or the NYSE and is expected to be completed by the end of October 2017.”

kershey licensing deal

The Kersheh Group, the Montreal-based sleepwear, underwear and swimwear producer, has
signed a licensing deal with LaurDIY, a YouTube
personality, for a collection of onesies (here
referring to loose-fitting casual jumpsuits for
adults). According to the announcement “A capsule collection of Lauren’s signature onesies will
feature familiar character faces such as a narwhal and other kawaii animals that play a role in
LaurDIY’s brand.” The collection is expected to
reach “consumers for Holiday 2017.”
Kersheh produces the Sleep Riot brand and
“Lauren’s personal brand, voice and vibrant content themes complement the DNA and aesthetic of
the Sleep Riot brand,” declared Allison Jurow,
senior director merchandising and creative at
Kersheh. “Her ability to meaningfully engage with
the brand’s core demographic coupled with her
love for onesies makes this a perfect match.” B
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calendar
event & show dates 2017
2017
june 11-13

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

june 14-17

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

june 21-22

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

june 25-27

FMNC Show
San Meteo, CA
(415) 328-1221

fashionmarketnorcal.com

july 8-10

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

july 11-12

Swim Collective
Hyatt Regency
Huntington Beach
Resort, California
swimcollective.com

july 11-18

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

july 16-18

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

july 16-18

Project
Jacob Javits Center
New York, NY
ubmfashion.com

july 17-18

Active Collective
Hyatt Regency
Huntington
Beach Resort, CA
activewearcollective.com

july 17-19

Capsule Men's
New York, NY
(212) 206-8310
capsuleshow.com

july 17-19

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

july 17-19

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

july 19-20

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

july 22-25

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

july 26-28

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

(212) 993-8585
curvexpo.com

aug. 6-8

LingeriePro
Antwerp, Belgium
lingeriepro.be

aug. 6-8

Accessorie Circuit
Javits Center
New York, NY
ubmfashion.com

aug. 6-8

Moda
Javits Center
New York, NY

aug. 6-8

Fame
Javits Center
New York, NY
ubmfashion.com

aug. 6-8

Intermezzo Collection
Show Piers
New York, NY
ubmfashion.com

aug. 6-8

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

july. 28-30

MMC Dessous Paradies
Schkeuditz, Germany
mmc-dessousparadies.de

july 30- aug 2

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

aug. 1-4

Intimate Apparel
Market Week

aug. 5-7

Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 6-8

CURVENY
Jacob K. Javits
Convention Center
New York, N.Y.
DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

aug 9-10

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

aug. 9-12

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

aug. 12-15

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

aug. 14-16

Accessories the Show
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16

Capsule
Sand's Expo Center
Las Vegas, NV
(212) 206-8310
capsuleshow.com

aug. 14-16

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

aug. 14-16

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

aug. 14-16
MAGIC
Las Vegas

Convention Centers
Las Vegas, NV
ubmfashion.com

aug. 14-16

Project
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16

Pool Show
Mandalay Bay
Las Vegas, NV

aug. 14-16

Stitch
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16

The Tents
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-16

MRket
Mandalay Bay
Las Vegas, NV
ubmfashion.com

aug. 14-17

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

aug. 20-22

FMNC Show
San Meteo, CA
(415) 328-1221

fashionmarketnorcal.com

aug. 22-24

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

August 27-29

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

aug. 26-28

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

aug. 27-29

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

aug. 30- sept. 2

CPM Body & Beach
Expocentre Fairgrounds
Moscow, Russia
kasch@igedo.com
www.cpm-moscow.com

sept. 3-4

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

sept. 7-9

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

sept. 10-12

The Harrogate Bridal
Harrogate Intl. Centre
North Yorkshire, UK

01423 500500
theharrogatebridalshow.
co.uk

sept. 12-14

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

sept 13-14

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

sept. 16-18

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

sept. 17-19

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

sept. 17-19

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

sept. 17-19

Fame
Javits Center
New York, NY
ubmfashion.com

sept. 17-19

Moda
Javits Center
New York, NY
ubmfashion.com

sept. 17-19

Pool Trade Show
Javits Center
New York, NY
ubmfashion.com

sept. 17-19

Accessories the Show
Javits Center
New York, NY
ubmfashion.com

sept. 17-19

Stitch
Javits Center
New York, NY
ubmfashion.com

sept. 18-21

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

sept. 19-21

Premiere Vision Paris
Parc des Expositions
Paris, France
+33 (0)1 70 38 70 00
premierevision.com

sept. 25-29

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

sept. 27-28

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

sept. 24-26

Trendz West
Bradenton
Convention Center

Not responsible for errors. Please check dates with shows before making plans. Got an intimate apparel industry event, and want to let people know? Send us the information for consideration in an upcoming calendar.
Please include a contact phone number, email and web address, if available. Send all submissions ATTN: BODY Calendar, 2826 Stillwell Ave., Brooklyn, NY 11224. Or, email Ted Vayos at Ted@bodymagazine.us.
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retail profile: measured to fit
Q&A with Gail Williams, CEO and Beverly Franklin

Ted Vayos, BODY: Please tell
us about your specialty store.
Gail Williams and Beverly
Franklin, Measured to Fit:
Measured To Fit opened
in October of 2007. It
was important to start the
business where we lived
because we wanted to fulfill
a need in our community.
Originally
starting
in
Beverly’s
renovated
basement, it was relocated to
a 1200 sqft storefront in July
2012. We’re now located
at 789 Sgt. Palmateer Way,
which is also known as
Old Route 9 North, in
Wappingers Falls. We are
just off the main road (Route
9) nestled in the middle of a
three store plaza. Privacy for
our clients was a concern in
looking for a new location,
but we accomplished it and
yet have the retail visibility
that we needed to continue
to grow. We have a relaxed
lounge area in the front
with comfy furniture, a bigscreen TV and a toy box
for children. The middle
section of the store is the
“command center” where
the administrative work
is handled. In the back is
where the “magic happens”
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where we have
three dressing
rooms and the
majority
of
our inventory.
Measured To
Fit was and
continues to
be a growing
c o m p a n y.
From
the
beginning,
it has been
important for us to give
back to the community. As
a result, we annually host a
fundraiser fashion show for
a local charity. Previously
our focus has been on breast
cancer and domestic violence
awareness. Our clients are
our models at the women’s
only event which also speaks
to our quest to empower
women of all shapes, sizes
and ages. Our key products
are bras of a variety of styles
including sport, nursing,
post-mastectomy, bustiers/
corsets, matching bottoms
and swimwear. We say “if a
breast goes in it, we probably
have it or can get it”.

and encouraging them to
appreciate themselves for
who they are and see their
inner beauty. We realize this
is an intimate process with a
stranger, so we start with a
brief consultation. It allows
an opportunity to become
comfortable while providing
important information about
how a bra should fit, feel and
proper care. Something so
important, yet many know
little about it. We remove
the mystery.

Key Brands

Ted: What do you look for
in a brand?

Hollywood Secrets

Gail and Beverly: We are
committed to carrying the
highest quality brands at the
most affordable prices with a
full size range for our clients.
It is important to us that
the manufacturers stand by
their products. As a result,
our core brands are: Elomi,
Fantasie, Freya, Goddess,
Panache, Anita, Royce,
VaBien and The Little Bra
Company because each
brand brings a specialty. The

Anita

Braza
Elila

Elomi

Fantasie

Fashion Forms
Fit Fully Yours
Freya

Goddess

Little Bra Company
Panache
Royce

Va Bien
Little Bra Company focuses
on the small frame and
bust while Elomi, Fantasie,
Freya, Goddess and Panache
specialize in mid to full bust
and/or full figure in addition
to bra-sized swimwear.
Royce and Anita reach the
non-wire, nursing and post-

Ted:
What
makes your store
special?
Gail and Beverly:
Women enjoy our
store because we
make bra-fitting
fun. Our passion
is a proper fit and
our mission is
empower ment.
We help women
feel
confident
and
beautiful
by
reassuring
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mastectomy clients. VaBien
concentrates on formal and
bridal shapewear. We can’t
say enough great things
about these brands which
is why we choose to carry
their products. Our clients
deserve the best and we
feel we provide it with the
variety of styles, sizes and
quality. We also stock Elila
and Fit Fully Yours and will
soon introduce Curvy Kate
and Curvy Couture to the
Measured To Fit family.
In addition to our lingerie
line including babydolls,
we carry accessories by
Braza, Hollywood Secrets
and Fashion Forms. The
CURVE trade show has
been the best place to shop
for merchandise. They afford
us with an extensive array of
manufacturers from which
to choose and continue to
allow us to meet the needs of
our clients.

tops or dresses.

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

Ted: What is your average
customer size?

Gail and Beverly: The most
popular styles sold in our
store are T-shirt moulded or
smooth bras in neutral and
fun colors. Many women
are concerned about seams
being seen through their

Gail and Beverly: Our
average customer sizes are
34F, 36F, 36E and 36G.

Ted:
Describe
your price points
and size ranges.
Gail and Beverly:
Our price point
for bras ranges
from
$60-$80
to accommodate
a wide scope of
buyers. There is
a higher range
for formal and
swimwear. We
carry cup sizes
AA-O and band
sizes 28-56. At
Measured To Fit there’s
something for everyone in
a variety of prices and sizes.
The value of the experience
and comfort supersedes the
price. Women often say “it’s
a life-changing experience”.
Some have even shed tears
of joy.

Ted: What does your average
customer spend per visit?

Gail and Beverly:
On
average our clients spend
about $125 per visit, but
more if it’s swimwear or for
a teen. We encourage our
clients to purchase at least
two bras to allow for rotation
to extend the life of their
lingerie.
Ted: Describe your customer
base.
Gail and Beverly: Our
primary client base is
women aged 35-65 who are
looking for a comfortable
and uplifting bra. The lift is
automatic with the proper
fit and a proper fit includes
comfort. Following their
“life-changing”
experience, many
women bring and/
or send their family
and friends. Word
of mouth is hands
down our best
marketing tool.
Ted: What has
impacted
your
business the most
over the past year?
Gail and Beverly:
Two
things
impacted
our
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growth in the past year. First,
we strategically began cross
promoting with bridal shops,
seamstresses,
boutiques,
salons and local department
stores. We’ve reached out
to chiropractors, physical
therapists, oncologists and
OB/GYN physicians who
now refer their patients to
us. Secondly, we hired a
full-time Order Processing
Manager, Kaleah, who is a
young woman with fresh
ideas, well informed of
the current trend and also
internet savvy. Kaleah is
an intricate part of the
Measured To Fit team. She
is responsible for orders,
inventory management and
merchandising . This allows
us more time for servicing
our clients and expanding
our brand.
Ted: What have you done to
improve your business?
Gail and Beverly: We
consistently follow our
marketing plan utilizing
social media and email
marketing. This allows us to
build a larger audience while
deepening the relationships
we have with clients and the
community.
B
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euroskins •
(800) 222-0026 • VP@EUROSKINS.COM

shapewear

tc shapewear
BY

cupid
• (404) 625-5215 • ecrawford@cshape.com

shapeez •

(877) 360-8426

•
STACIB@SHAPEEZ.COM

rago

• (718) 728-8436 • info@ragoshapewear.com

retail profile: freshpair.com
Q&A with Michele Crawbuck, Chief Merchandising & Creative Off icer

Nicole Patrizio, Annie Assawakulpaibool, Frank Van Der Ree, Yustina
Gilmore, Michele Crawbuck, Aggie Sahlaras and Tameka Garrett.

Ted
Vayos,
BODY
Magazine: Please tell us
about Freshpair.com, Inc.
Michele
Crawbuck,
Freshpair®:
Freshpair.
com, Inc. is the leading
international
online
retailer of men’s and
women’s
underwear,
offering the best selection
of styles, and a wide variety
of sizes and colors curated
from over 100 top brands.
On our site, there are
sizes available for every
body type. We provide
an unparalleled shopping
experience, giving the
best services, at the best
prices.
Our customers
are our focus. We listen
to customer comments,
and curtail our assortment
based on their feedback.
As fit experts, we ensure
the clear communication
of the brands and sizes we
accommodate. Our Expert
Advice section is designed
to give advice to inquiring
customers, and answer any
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questions they may have.
At the end of the day, the
goal of Freshpair® is to
empower both men and
women to look and feel
confident in their skin and
their underwear. Carefully
identifying with customers
and targeting comfort and
fit allows us to accomplish
this.
Ted: When did Freshpair®
open?
Michele:
Freshpair®
originally opened in 2000,
and was restructured under
new management in 2016.
Ted: Please tell us about
the new leadership at
Freshpair®.
Michele: Frank Van Der
Ree was formerly the
Vice
President/Brand
Manager of Fullbeauty.
com. He was in various
senior management roles
responsible for the overall
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brand
management,
marketing, e-commerce,
creative, and database
management for niche
brands in the beauty care,
plus size fashion, and arts
supply categories. For
these brands, he created
strategies that generated
significant growth in
both top and bottom line
performance for online and
offline channels. He was
always integrating original
ways to strengthen the
communication
of
a
brands core values and
offers,
improve
user
experience, and maximize
customer satisfaction to
drive brand loyalty.
Previously, I was the Vice
President/General Brand
Manager of Lingerie and
Sleepwear at Fullbeauty
Brands. Some of my key
roles included marketing,
e-commerce,
creative,
sourcing, merchandising,
and P&L management.
Launching
innovative
products was another one
of my integral tasks, and
the one I found to be the
most rewarding.
Always
keeping
the
customers wants and needs
in mind are key components
that most retailers miss
out on. It is very easy
to
copy
competitors.
Brainstorming
with
your team to discuss the
customer and where the
voids in the marketplace
are will separate your
brand from the rest.

Key Brands
2(X)ist
Bali

Calvin Klein
Chantelle
C-IN2

Obviously
Panache
Playtex

Wacoal

Ted: When did both of you
join the team?
Michele: Frank and I joined
Freshpair® in November
of 2016.
Ted: What important
changes have happened to
Freshpair® over the past
year?
Michele: Freshpair® was
acquired in the summer
of 2016. A brand-new
team with many years of
experience was hired and
began brainstorming the
next steps.
Freshpair® has definitely
gone through a muchneeded overhaul. We like
to refer to it as “Freshpair®
gets a refresh.” First and
foremost of these changes,
was the merchandise
assortment. Those who
know me, know that this
is an integral part of my
business plan. Ensuring
that we have the best
products, at the right price,
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from top brands in stock
was our priority. We also
added a new warehouse in
Hackettstown, New Jersey.
With the new warehouse
having a closer proximity
to our corporate office,
we have a more handson experience with every
aspect of the business. One
of our biggest markets is
New York, and having the
warehouse located within
that market adds the
benefit of timely delivery.
Our efforts are now focused
on being distinctive in
the market place. We
are partnering with top
brands around the world to
leverage clear and concise
marketing stories, unique
to Freshpair®. Some keys to
our future success include
launching new products
and brands, available only
at Freshpair®, as well as
launching our own private
label assortment.

a much-improved user
experience, worthy of a
current pure player website.
Our new, modern website
is scheduled to launch in
the summer of 2017.
Ted: What can you tell us
about National Underwear
Day?
Michele: Great question!
National Underwear Day®
was founded in August
of 2003, and is owned by
Freshpair®. The old teams
marketing strategy behind
this considered underwear
to be “unmentionables.”
The new team views this
differently, and is focusing
on revolutionizing the
underwear business.

In the third quarter of
2017, we are planning
on launching a world
class
website.
Doing
so will enable us to be
revolutionary in creating
an
outstanding
and
distinguished
shopping
experience.

National Underwear Day
is all about being confident,
and feeling confident, in
your underwear. We want
our customers to truly
embrace their underwear.
At Freshpair®, we believe
underwear is the most
important thing you wear,
every day. It’s essential to
your wardrobe. Wearing
underwear that is well
fitted and comfortable
can boost your confidence,
making you feel good, in
every layer of clothing.

Ted: What can you tell us
about the relaunch?

Ted: Please include a list of
the key product categories.

Michele:
The
current
website is the result of
15 years of continuous
development. We have
come to a point where we
need to move to a new
platform to make the
jump to a next generation
website
experience,
matching it to the leaders
in pure e-commerce. We
can say that it will include

Michele: Women’s: Bras,
Panties, Shapewear (we
are expanding on this
category) and Hosiery.
We have many new key
categories coming soon,
but I don’t want to spoil it
for you! Men’s: Underwear
and T-shirts. As with
women’s, more men’s key
categories are coming soon,
too!
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Ted: How has the company
been performing since the
acquisition? How many
brands are currently selling
on Freshpair.com? What
are some of the top selling
categories and products?
Michele: So far in 2017,
Freshpair.com, Inc. sales
have more than tripled
since new management
acquired the company. Our
business is booming, and
we are planning to grow
and expand with it. We
currently have over 100
brands represented on our
website, and we plan on
continuing to add brands
in response to our business’
expansion. An array of
new brands are premiering
between the end of quarter
two through quarter four
of 2017, and some of
them will be exclusive to
Freshpair®.
Top selling categories
for women are bras and
panties. Our products for
women are fashionable and
modern. We sell current
trends, but also, items with

a timeless quality you can
wear for years to come.
For men, our biggest
category is underwear.
We have modern classics
for men’s underwear, like
solid and neutral colored
boxer briefs. But, where
we really excel is with our
edgy men’s underwear.
These products include
underwear with bold colors
or patterns, in modern
cuts and silhouettes. This
really contributes to their
contemporary feel. As
always, all our products
consistently focus on
comfort and fit.
Ted: List some of the
brands that are important
to your store.
Michele: Wacoal, Calvin
Klein, Chantelle, 2(X)ist,
Bali, C-IN2, Obviously,
Playtex and Panache.
Ted: Did you have any
difficulties
securing
brands for Freshpair?
Have you brought on any
new products or brands
recently?
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Michele:
Most of the
brands we work with have
been such a pleasure, many
of which I have known
through my years of
experience in the industry.
Some top brands were
a bit apprehensive to do
business with us when
we first started our relaunch process, but after
discussing strategies and
merchandise plans with
them, the opportunities
that lay ahead were
mutually
understood.
Each national brand has a
unique proposition in the
market when leveraged
correctly. Using dynamic
and intriguing marketing
techniques allows them
to fulfill their intent and
ambition. For Freshpair®,
such techniques include
homing in on different
comfort and fit attributes.
We firmly believe that the
customer is our top priority,
so we offer the best deals
from the best brands. We
constantly sell up to date
basics coupled with trendy
products, and discount
slow moving sellers to cater
to our bargain hunters.
At times, we sell product
close to cost to ensure we
are offering the best prices
to our customers. Fit is
always one of our main
focuses, and if a brand
does not offer excellent
quality or product, we
discontinue the assortment
immediately. Our interests
lie within offering our
customers the best. As
mentioned above, we
have several new exclusive
brands launching, some
of which are the hottest
brands in the market place.
I would prefer not to list
the brands at this time,
because I want to keep you
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guessing. You will just have
to follow us to find out!
Ted: Describe popular
styles or trends online with
men and women. 
Michele:
There are so
many current trends in
our industry right now.
For women, I’ve found
the bralette to be one of
the biggest amongst bras.
Shapewear, which provides
control and smoothing
underneath clothing, has
been huge, as well. There’s
also been a movement
towards the softest, most
luxurious,
and
most
comfortable fabrications.
The idea is for underwear
to have a barely there feel—
like wearing a second skin.
Heavy padding and pushup cups are not as popular
right now for women. It’s
all about not revealing too
much, and feeling natural,
comfortable, and wellfitted in your underwear. A
proper fitting bra or panty
can truly make all the
difference in how you look
and feel.
Men’s
underwear
continues to show trends
in edgy, modern, and
contemporary underwear.
A lot of brands are taking
something classic and
putting a new, striking
twist on it. Some of our
best sellers right now are
bold and fashion forward
underwear for men. At
Freshpair®, we offer a lot
of vibrant underwear with
intriguing cuts that hit this
mark.

variety of sizes and price
points, catering to every
customer and body type,
regardless of age, income,
or any other factor.
At Freshpair®, we don’t
like to concentrate so
heavily on price. We
view underwear as a true
necessity, essential to your
wardrobe. It doesn’t matter
how old you are, or what
income level bracket you’re
in, because everyone needs
underwear.

Ted: Describe your price
points and size ranges.

At Freshpair®, we have
lingerie and underwear for
women, ranging from $6
to $150. We have bra sizes
that can start at a 30A, and
go up to a 50K. Underwear
sizes range from an XS to
a 5XL.We want to cater
to our customers, and do
right by them. If we do
not sell a particular brand,
or product within a brand,
we listen to our customers,
and make sure it becomes
available.

Michele: We have a wide

Take
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a

look

at

our

website, or start following
Freshpair®, and you’ll find
that we have exactly what
you’re looking for.
Ted: What has impacted
your business the most
over the past year?
Michele: Freshpair® is all
about a new team, with new,
innovative ideas. It’s the
beginning of a completely
new era for us, with so
many concepts to fulfill.
This is impacting us every
day. Over the past year,
the greatest advancement
would have to be restarting everything from
the bottom up. Essentially,
we
are
re-building
Freshpair®, and we’ve
only just gotten started.
We have so much more
intended. I am incredibly
eager and passionate about
all the work we’re doing
and where it will lead, as
is the whole Freshpair®
team.
So, stay tuned— there is
B
way more to come!
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inspire psyche terry•(469)-731-5458• customerservice@inspirepsycheterry.com

plus

wear ease

mastectomy

• (866) 251-0076 • phyllis@wearease.com

upbra

· (916) 536-9500 · service@upbra.net

lingerie

jezebel

from

felina

• (412) 841-7216 RobG@felinausa.com

valens lingerie

• (888) 982-8949 • valens_cg@verizon.net

parfait

· (562) 213-0604 · sales@affinitas.com

undie couture
FROM

coobie • (704) 439-1299 • INFO@TOTALSTOCKROOM.COM

patrice catanzaro

·
commercial@patricecatanzaro.info

fit fully yours

· (888) 544-6190 X 226 · paul@ffygarment.com

evae evae

• (808) 419-8715 • eva.hawaiifashion@gmail.com

royce lingerie
• (847) 624-0879 • larry@roycelingerie.com

exquisite form • (514) -858-9254 X 224 • SBRONK@BLINTIMATES.COM

maidenform • (905) 752-0566 • INFO@CGINTIMATES.COM

daisy corset • (314) 587-9218 • SALES@DAISYCORSETS.COM

escanté

· (800) 888-1321 • escante@escante.net - style #27413

wilderness dreams

· (320) 762-2816 · maryg@wildernessdreams.com

montelle •

(514) 383-3739 • billy@montelle.ca

music legs, (888)-507-5347 •sales@musiclegs.com

event report

Altitude Show Las Vegas April 2017

The new Altitude Intimates
launched with a two-day event,
running Monday and Tuesday,
April 3rd and 4th, at Planet Hollywood in Las Vegas. It followed
a party on April 2. Most of the

exhibition booths were located in
one large main room. The show,
which is owned by 10 wholesalers,
including some of the larger brands
in the “sexy” lingerie category, utilzed black hard wall booths, and

Heather Rubio of Fashion Forms with Eric and
Crystal Ehrens of the Altitude show.

Kerri Robledo and Teresa Garcia of Peekay with
Angela Escobar of Mapale.

Joseph Tok of Music Legs, Thom Brodeur of Yandy, Pilar Quintana of Yandy
and Robb McCullough of Music Legs.

Peter and Paige Horea of Coquette.

Lolita Wolf of Purple Passion, Aude Catanzaro of Patrice Catanzaro, Hilton Flax of
Purple Passion and Charlotte Catanzaro of Patrice Catanzaro.

David Briones of Music Legs and Sloan
Giannini of Spencer Gifts.

Nicolas Attard of Oh la la Cheri with
Donna Follick of Sazzi’s.
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included fashion shows, as well as
several seminars.
Over the next pages we include
photos of many of the wholsalers
meeting during the event with
several industry retailers.

Kim Coan DLB Purchasing with Sarah
Konkel of Oh la la Cheri.

Jeff Thompson and Pablo Tobon of Mapale.

Sarah Latham of LC Distributors and
Rozita Yazditabar of Felina.

Krista Molinaro, Liza Bennett, Heather Garcia and Megan Irvine of Bare Necessities.
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Claudia Tublin of Gothic Renaissance, Hoss Masoumi of Hoss
International and Stitch Azintime of Gothic Renaissance.

Robyn Meyer and Peter Horea of Coquette
with Linda Suib.

Mary Gorghuber of Wilderness Dreams and
Steven Spatola of 3Wishes.com.

Leslie Meeker and Kelly Breslau of the Fine Art of
Romance with David Briones of Music Legs.

Jessi King, Whitney Greybill, Eileen Gorde and Merilyn King of Lover’s Lane.

Kimberly Faubel of Clandestine Devices, Megan Swartz and
Annber Kealoha of Deja Vu.

Brooke Barnes of Deja Vu Love Boutique, Ginger Harrison of
Dreamgirl and Crickett McCollum of Deja Vu Love Boutique.

Veronica Parfitt of Love Honey, Leilani Whitney of
Fantasy and Hannah Burley of Love Honey.

Lovey Wilson of Lovey’s Boutique and
Samantha Ear of Music Legs.

Ken Budde of NW Galaxy and Janice
Bramer of Music Legs.

Michelle of Ma Beaute Boutique, Joseph Tok of Music
Legs, Erickah of Ma Beaute Boutique.

Geoff Lou, Melissa Kent, Jennifer Searfino and George Lou of Cindie’s; Sue Kellen of Escante;
Greg Gant, Robert Hunter and Jannette Edwards of Cindie’s.
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Darryl Hill of Extensions by Mariell and
Jill Wenzel of Oh la la Cheri.

Pat Jagos of In the Groove.
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Charlotte, Patrice and Aude Catanzaro of Patrice
Catanzaro with Gianni Sardelli of Il Bolero.

Bonnie Brunton of Dreamgirl and
Kim Coan of DLB Purchasing.

Samantha Ear of Music Legs, Brandy Meyers of Giggles, Joseph Tok
of Music Legs and Kathy Clampitt of Giggles.

Cheryl Paradis of Mapale Lingerie, Antrece Williams of
Adam & Eve and Jermaian West of Adam & Eve.

Steve Ornstein of Wicked, Gary Sunshine and Lauren
VanDeusen of The Lion’s Den.

Krystal Dixon of Pleasure Palace, John Sagum of Music
Legs and Chancy Sproul of Pleasure Palace.

Sue Dressler of Mapale and Allison
Brazier of Fine Arts Group.

Alfredo Martinez and Dakota Warde-Levie of Dreamgirl
with Mary Ann Ostendorf of Lavender n’ Lace.

David DeJesus and Amanda Thompson of Delightfully
Vixen with Ginny Wells of Escante.

Nicolas Attard of Oh la la Cheri, Carl Werbock of Warrior Fashions, Lindsey Slasser of Warrior
Fashions, Sarah Konkel of Oh la la Cheri and Mona Werbock of Warrior Fashions.
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Kris Snyder of Secret Desires, Fresca Black of Love
Stuff and Rozita Yazditabar of Felina.

Samira Pefit of Patrice Catanzaro and Tony
Hughes of Hughes International.

Ralph Olmos and Minnie Cervantes of Pokeys Planet, David
Briones of Music Legs and Charlie Olmos of Pokeys Planet.
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