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sycamore won’t buy chico’s
Sycamore Partners has abandoned its 
attempt to buy Chico’s FAS, parent to 
Soma Intimates, according to an article in 
the Wall Street Journal at the end of 
February. The combination would have 
made Sycamore a powerful force in the 
intimate apparel industry.

The proposed deal, which would have 
topped $3 billion, fell apart because 
Sycamore could not arrange financing on 
“acceptable terms” according to the publica-
tion. Sycamore already has investments in 
several retailers with significant intimate 
apparel offerings and Soma itself operates 
over 280 lingerie stores.

Last summer it was first reported that 
Chico’s was considering the option of a 
private equity buyout or some type of take-
over. Chico’s has not commented on the 
stories and other suitors might come forth. 

Sycamore was founded in 2011 and the 
same year acquired a 51 percent controlling 
interest in Mast Global Fashions, (now 
called MGF) the third-party apparel sourc-
ing division of Victoria’s Secret parent L 
Brands. The purchase gave it profound 
insight into the operations of the lingerie 
giant. Sycamore is completing the purchase 
of the remainder of MGF this year. At the 
time of the initial investment it called MGF 
“one of the largest apparel sourcing, manu-
facturing, and supply chain companies in 
the world.” L has retained its “separate 
sourcing operation for their intimate appar-
el and personal care/beauty businesses.” 

In 2013, Sycamore acquired Hot Topic 
(which includes both Torrid and Blackheart 
lingerie), a prominent retailer of apparel 
and intimates with a total of 800 stores in 
the U.S. and Canada. Sycamore also has a 
non-controlling investment in Aeropostale, 
which sells apparel and underwear to young 
women in over 1,000 stores in the U.S., 
Puerto Rico, and Canada.

peekay now public company
Peekay Boutiques, Inc., a prominent retail-
er of intimate apparel and sexual wellness 

products, became “a public reporting com-
pany with its securities quoted on the OTC 
Bulletin Board,” in mid February.

According to the announcement, 
“Christal’s Acquisition, a subsidiary of 
Peekay, completed its reverse merger with 
Peekay on December 31, 2014. Peekay 
Boutiques, Inc. commenced quotation on 
OTC Bulletin Board under the new sym-
bol PKAY.” Peekay has 47 brick and mortar 
locations and an online store. According to 
one of its recent SEC filings, only about 17% 
of its sales are in the intimate apparel cate-
gory.

“We are excited to find ourselves in the 
public marketplace at a time when con-
sumer demand for knowledge on the topic 
of sexual wellness and products that pro-
mote healthy sex lives is increasing,” 
declared Lisa Berman, CEO and president 
in the announcement. “The understanding 
of how integral a person’s sexual wellness is 
to their overall health is growing and given 
the changing cultural winds in the country 
with respect to an open and mature conver-

sation regarding this topic, we see this as 
the beginning of the growth of our industry, 
particularly in the U.S. Our retail locations 
and our online store provide women and 
men with unique insight about their own 
sexual well-being.”

Prior to Peekay, Berman was CEO at 
Jimmyjane, and The Picture People, for-
merly a subsidiary of Hallmark Cards. In 
addition she was an executive at Limited 
Stores, Pottery Barn, Guess, and Victoria’s 
Secret.

Peekay is based in Auburn, WA and was 
founded in 1981. It operates under a number 
of store names including: Lovers, A Touch 
of Romance, ConRev and Christal’s.

soma q4 sales up 13.7%
Sales at Soma Intimates were up 13.7% for 
the fourth quarter of 2014 and 8% for the 52 
weeks ended January 31, 2015, rising to a 
record total of $311.2 million for the year.

But despite Soma’s “23rd consecutive 
quarter of positive comps,” a newly cautious 
management has decided to open only “12 
stores to 14 stores” in 2015 as compared to 
the “19 to 22” Soma shops it said, just last 
December, it was planning to open this 
year.

Meanwhile, parent company Chico’s FAS 
registered income of $64.6 million on sales 
of $2.675 billion compared to $65.9 on lower 
sales of $2.586 billion for the 52 weeks ended 
February 1, 2014. Other company divisions 
include White House | Black Market and 
Boston Proper.

The earnings release came just after it was 
reported that Sycamore Partners (see sepa-
rate story) had dropped its attempts to 
acquire Chico’s.

Overall, Chico’s said it is planning to 
bring “Capital expenditures in fiscal 2015 
down 29% from 3-year average, with 
reduced pace of store openings in 2015 and 
beyond” and it also announced “organiza-
tional realignment reducing corporate 
headcount by 12%.” David Dyer, president 
and CEO explained, “The actions we have 
taken delivered positive comparable sales 
across all brands, an increase in gross mar-
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gin dollars and lower inventory levels. 
While the overall apparel retail environment 
remains challenging, we expect the new 
capital allocation and cost reduction initia-
tives announced today will further strength-
en Chico’s FAS and its brands.”

Despite the more conservative plans, 
Chico’s SVP Todd Vogensen claimed dur-
ing the conference call to discuss the 2014 
results, “we still believe in Soma’s store 
growth. We’re still planning to see a healthy 
amount of that. And while you may see 
more overall reduction in store count as we 
go forward, Soma is clearly a focus for us.” 

He added that when it comes to store clos-
ings, the corporation is “mostly focused on 
Chico’s and White House” locations rather 
than Soma. Dyer confirmed that sentiment 
during the call stating, “obviously, we see as 
we move forward, we think Soma has a lot 
more room for greater store expansion than 
some of our larger brands.” Neither men-
tioned eventual plans for “600 plus” Soma 
stores, something executives had discussed 
during the last conference call.

Up until now Soma has been growing 
rapidly. As of November 1, 2014 there were 
263 Soma full price stores and 17 Soma out-
let stores. There were 209 at the end of 2012, 
181 at the end of 2011 and only 128 at the end 
of 2010.

The conference call at the end of February 
revealed other details about Chico’s lingerie 
division. According to Dyer, “Soma, unlike 
our other brands, actually has a fourth quar-
ter business. It is the largest quarter of their 
year, is the fourth quarter. I think that when 
you looked at our sleepwear this year, it was 
beautiful. Sleepwear and loungewear 
always drives sales in the fourth quarter. 
Our assortments were right on. They were 
pretty.”

Finally, it might not be anything, but a 
possible sign that the company is changing 
its focus to a slightly younger customer 
came in the most recent investor “corporate 
profile” which states that “Chico’s FAS, Inc. 
is a cultivator of brands serving the lifestyle 
needs of fashion-savvy women 30 years and 
older.” But just last December, in the con-
ference call to discuss the third quarter 2014 
results, Dyer boasted, “Soma continues to 
strengthen its position as the bra destina-
tion for women 35 and over.”

The complete conference call can be 
found here: http://seekingalpha.com/
article/2954186-chicos-fas-chs-david-f-dyer-
o n - q 4 - 2 0 1 4 - r e s u l t s - e a r n i n g s - c a l l -
transcript?page=1

curve moves to magic
Curvexpo is moving to the Las Vegas 
Convention Center in a joint venture 
between that organization and UBM 
Advanstar. The Vegas Curvexpo has been 
held until now at the Venetian Hotel. The 
first show under the new arrangement will 
be August 17th, 18th, and 19th, 2015.

According to the announcement, 
”CURVENV@MAGIC will bring togeth-
er a vast selection of leading swimwear and 
lingerie brands in one place, for the first 
time uniting the entire swimwear and linge-
rie community in Las Vegas, and providing 
unprecedented selection and ease of shop-
ping for international and west coast retail-
ers.”

Pierre-Nicolas Hurstel, Curve’s CEO 
added, “This partnership is a great combi-
nation that will allow us to better serve the 
west coast and international buyers by offer-
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ing them a comprehensive selection of 
swimwear and lingerie brands. By develop-
ing a deeper, more concentrated pool of 
buyers, we will increase brand revenues.”

It is not believed that this relationship will 
affect the other Curve or Eurovet shows.

la perla to open in houston
La Perla is planning to open its first store in 
Texas this spring at The Galleria in Houston. 
According to the mall, the shop “will be located 
on street level near Neiman Marcus.”

The Galleria claims “more than 30 million 
visitors” annually, calling itself “Texas’ larg-
est shopping center and fourth largest 
domain nationally...spanning 2.4 million 
square feet of space, housing 400 fine stores 
and restaurants, two high-rise hotels, and 
three office towers.”

the demee from shapeez
Shapeez continues to expand its extensive 

collection of bras and shaping garments. 
The latest introduction is The Demee, 
which comes in both a short and long ver-
sion.

“The Demee is the first bra for Shapeez 
with a front closure,” explained Staci 
Berner, president and founder of the com-
pany. “It is a push-up with lift built into the 
foam. It is a cleavage bra that goes up to a 
double D.”

Both versions of the bra feature a gener-
ous amount of lace across the top. Overall, 
“it is the sexier side of Shapeez,” smiled 
Berner. “Our customers were asking for a 
sexier bra, that was more of a demi cup” to 
complement the other Shapeez bras.

The company’s bras focus on a patented 
design that eliminates the look of bra 
bulges and back fat, while at the same time 
providing full bra support and slimming 
and shaping benefits. The long version of 
The Demee, for example, comes all the 
way down to the hips. Both styles have a 
full coverage back.

“You can wear a lower cut dress without 
the bra being seen,” continued Berner. 
“Low V-neck or low button tops.” 
Alternatively, the wearer could choose to 
allow some of the lace detail to be seen. “It 
is a date bra. It has a sexier feel.”

The Demee is available in nude or black. 
The Demee Short will begin shipping in 
mid April, the long version about a month 
later. As of mid-February, when the bra 
was introduced at the WWIN Show in 
Las Vegas, exact pricing had not been set. 
But Berner expects it to be generally in 
line with the other bras in her collection.

“Our reps and our stores wanted some-
thing new,” said Berner. “And we always 
listen to what our customers are saying. A 
new passion is infused” into the brand, 
“When there is something new,” she added.

An important initiative for Shapeez is to 
get retailers to try all of the bras in the col-
lection for themselves. “Everyone who tries 
on a Shapeez bra will want to wear it. 
When a store gets its employees to wear 
Shapeez, they triple their sales,” claimed 
Berner. “Getting a buyer to fall in love with 
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Shapeez is easy. All I have to do it put it on 
them.” This fact has led to many a successful 
sale at the WWIN Show over the years.

“This is an amazing product that does 
what nothing else does. I am giving the 
consumer a product that does more than 
what any other bra can do. Women are not 
used to trying garments that exceed expec-
tations. We are so jaded. Everything fails 
them. But this is one product in the market 
that exceeds expectations. They put it on 
and they get excited.”

harmonica design at curve
Monica Ditzler started “making panties and 
selling to friends” in 2007 as a sideline to her 
full time design jobs in girl’s apparel and 
denim. For the past few years she has also 
been selling on Etsy.com, and launched 
here new Spring/Summer 2015 collection of 
intimate apparel, harMonica Design, at the 
recent Curvexpo in New York.

“Up until now I’ve been selling one of a 
kind pieces that I made myself. I love mak-
ing each one but it’s not sustainable for 
growth,” she told BODY. “Now I’m work-
ing with a small factory in NYC to produce 
my collections and will add e-commerce to 
my website this year.” Curve was her first 
show.

At the Etsy shop panties retail for $30 to 
$35, thongs for $25.

Spring/Summer 2015 “will have between 
12-16 pieces,” she said, including “a new 
panty fit as well. Bralettes are the newest 
addition to the collection, in regular and 
fuller cup sizes,” and were at Curve, she 
continued. “Wholesale prices start around 
$20” for the new grouping. Currently she is 
also planning to add “leggings and related 
pieces.”

Ditzler “majored in intimate apparel dur-
ing my associate’s degree at FIT, then 
switched to sportswear and tailoring for my 
bachelor’s.” According to her Linkedin pro-
file she worked as head designer, DKNY 
Girls at Parigi Group, and before that as a 
denim designer at Vanilla Star and Hot 
Kiss among other industry jobs.

Up to now her intimates have only been 
sold in her own Etsy store.

anti-chafing bandelettes
Bandelettes are patent-pending, anti-chaf-
ing thigh bands introduced by a Staten 
Island-based company over two years ago. 
Now that the firm has established a grow-
ing direct-to-consumer business, and has 
lined up two big internet retailers, it exhib-
ited at its first trade show, Curvexpo in 
New York.

The wide bands (think of particularly 
wide garters) are worn mid thigh, and come 
in both lace and solid treatments. They are 
held in place on the leg by two strips of sili-
cone affixed to the inside of the bands. On 
the Bandelettes website a dozen styles are 
offered, ranging in retail price from $10.99 
to $14.99, in colors that include black, 
beige, chocolate, caramel, white and red. 
Some styles can be used by men.

Bandelettes “protect thighs in a fashion-
able way, decorate legs while being fully 
functional, provide comfort without reveal-
ing the true reason behind it, and most 
important - turn an ugly problem into a 
glamorous and chic look,” wrote co-owner 
Rena Abramoff in an email response to 
questions from BODY. “Our thigh bands 
not only provide comfort all day long but 

MARCH 2015  •  BODYDAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

(Continued on page 14)

news
(Continued from page 12) 

13



MARCH 2015  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US14

also decorate and spice up the look, leaving biker shorts and other 
matronly looking underwear far behind.”

The company notes on its website that “One of the founders of 
Bandelettes suffered with a persistent thigh chafing issue for many 
years,” and “Finding out that she was not alone and that so many 
others were having to struggle with the discomfort and embarrass-
ment of rubbing thigh skin, only served to increase their motivation 
to find a solution, one that tights, and other hosiery simply couldn’t 
provide.”

In addition to its own website, Bandelettes are offered “on Amazon 
and on Sears.com. But we have few wholesale accounts and couple 
of them have brick and mortar stores.” She named Mish Retail 
Limited, a shop and online store specializing in larger sizes and 
based in Cornwall, U.K. as one example.

Julia Abasova, the other partner at the firm, has a background as “a 
senior estimator (construction),” while Abramoff is an accountant 
with over 30 years experience.

Abramoff noted that the U.S. patent office is expected to examine 
Bandelettes at some point this year, and she added that the company 
“also filed for international patents and those are already in the 
works.” Going forward, “we have new designs in mind, we are still 
working on it.”

“Our marketing strategy is to attract attention in the marketplace 
and reach out to direct consumers, tell them about benefits of a new 
fashion accessory and increase their confidence to buy a product they 
know little about — through social and print media. We also are 
working on getting into large department stores as well as large lin-
gerie and clothing stores,” Abramoff said.

norman shows at curvexpo
The Norman Group, a large Italy-based seamless producer, attend-
ed Curvexpo in New York, its first time for the show, looking to 
expand sales in the U.S. for two of its many brands, ControlBody 
and Intimidea.

The company’s plan “is to build a distribution of our main brands 
that may cover United States and Canada,” according to Paola Cotti 
who was showing the shapewear and underwear labels at the Javits 
show. She noted that company already works with one North 
American shapewear wholesaler as well as one prominent chain 
store. “We are dealing with some possible distributors for some of 
our brands and we are looking for new distributors for other brands,” 
she said of North America.

On its Italian website, basic panties and thongs in its Intimidea line 
were retailing in February for between € 5.90 and € 6.90 ($6.71 to 
$7.85). A short sleeve bodysuit was € 19.90 ($22.63) and a long sleeve 
version was € 24.90 ($28.32).

(Continued on page 15)
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On its ControlBody website a medium compression control panty 
was retailing for € 15.50 ($17.63); a shaping bodysuit with wide 
straps and firm compression was € 34.50 ($39.24); bras were offered 
at € 17.50 ($19.90) and € 20.90 ($23.77), and two styles of leggings 
were priced at € 24.90 and € 29.90 ($28.32 and $34).

The average wholesale price for the company’s shapewear “is $11.50 
duty paid,” said Cotti.

While the U.S. is not yet a large part of the firm’s business, world-
wide sales rose to € 55 million ($62.6 million) in 2013, and the com-
pany boasts it sells to 7000 retailers worldwide, including 750 inde-
pendent stores and 350 wholesalers in Italy alone. It also claims 57 
foreign distributors. Women’s underwear comprises 45% of its pro-
duction, men’s underwear 5% and shapewear 14%. The remainder is 
other categories of apparel. The firm was founded in 1999 and has 
production facilities in Italy, the Czech Republic and Romania 
which overall produce 14 million seamless garments per year.

Acknowledging that there are already many successful shapewear 
brands in the U.S., Cotti declared, what “We propose is the new 
generation of seamless shapewear, very successful in customer pref-
erence. We are proud to say that ControlBody guarantees a level of 
prices as well as the range of product without competitors.” She 
added that the brand’s “portfolio includes fitness, men’s and women’s 

(Continued on page 16)



underwear, outwear, technical and sports-
wear products; all made-in-Italy with cut-
ting edge technology.”

The Intimidea brand 
“includes a choice of 
models, both for man 
and woman, from the 
basic underwear to out-
wear, fitness, shape 
wear and fashion 
styles.” She continued, 
“So why should you 
choose Intimidea? 
Quality, price, image, 
continuous innovation, 
long term partnership.”

love stories
Love Stories is a new 
Dutch intimates and 
apparel line that exhib-
ited at the recent 
Curvexpo show in 
New York, with its F/W 2015 collection, as 
well as “our newest collection Cirque de la 
Nuit.”

According to the head of sales, Claudia de 
Groot, the brand is currently only available 
in the U.S. at Anthropologie “and one bou-
tique.” On the Anthropologie website we 
found three bralettes retailing for $70 each 
and a single panty for $35. Launched in the 
summer of 2013, the brand has achieved far 
more extensive distribution in Europe, 
claiming on its website to have expanded 
from Amsterdam to “15 different countries 
such as Australia, Italy, Spain, Norway and 
Denmark.”

“We do supply department stores,” de 
Groot told BODY. “But it is mainly high 
end fashion boutiques who sell us.” She 
listed Galeries Lafayette, De Bijenkorf (a 
luxury chain in Holland), Magasin du Nord 
(the Danish chain), Fenwick (the U.K. 
chain), Selfridges, Myer (an Australian 
department store chain) and Takashimaya.

The line was started by Marloes 
Hoedeman, who now bears the title cre-

ative director. She has a background as a 
“stylist for magazines, fashion and interior,” 
according to de Groot.

de Groot herself came to the company in 
2013 after working for about 15 years in vari-
ous sales capacities at Bjorn Borg, the 

Swedish underwear and 
apparel brand.

According 
to the sales 
director, “our 
total collec-
tion is 100 
pieces. 40 
bralettes and 
slips and 20 
cover ups.” 
On its web-
site the com-
pany listed in 
e a r l y 
February, 17 
panties and 
thongs rang-
ing in retail 
price from 20 
to 30 euros 

($22.69 to $34.03), 14 
bralettes ranging in price 
from 50 to 60 euros ($56.72 
to $68.06), three bodysuits at 50 euros as 
well as smaller selections of sleepwear, 
robes, dresses, sweaters, 
blouses and tops.

In the U.S., “I want to 
target the exclusive 
department stores and 
high end boutiques,” de 
Groot explained, adding 
“I am looking for a good 
fashion agent” for this 
country.

While Curvexpo is the 
first U.S. trade show for 
the firm, Love Stories 
has exhbited at the Paris 
lingerie show as well as 
“WHSN Paris, Revolver 
Denmark, White 
Milano, Scoop London.”

Love Stories opened 
its first retail shop in 

Amsterdam last August. “It is 50 square 
meters. We only carry Love Stories and 
some accessories from other brands, like 
hats and jewelry.”

jknix at curve vegas
With the help of almost a decade of experi-
ence as a women’s boutique owner, Jill 

Carrade seems to have 
gotten her intimates and 
activewear line, jKNIX, 
a “small start up,” in her 
words, off and running 
faster than many new 
brands.

Carrade told BODY 
in February that the 
California-made collec-
tion, launched in 
September, 2014, is 
already in about 45 bou-
tiques. She declined to 
provide the names of any 
current stores.

Carrade was at the 
recent Curvexpo show 
in Las Vegas in hopes of 
finding additional buy-
ers. “As a retailer I went 
to Coterie, Magic and 

LA market.”
The name of the brand comes from a com-

bination of the first letter in 
the designer’s first name 
along with a contraction of 
the word knickers. 
“Research shows us, there is 
plenty of room in the mar-
ket for a line like ours. In 
fact, there is a need for it. I 
knew if I could develop a 
great product with color, fit 
fabric - over time, the buyers 
will come,” she told BODY.

The 20-piece line includes 
two boy shorts at thong and 
a g-string (all retailing for 
$29); a bandeau bra ($42); a 
bralette ($49); three tank 
tops (all $51) and a cami 
($53). There are also two 
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long sleeve T’s (both $63); two short sleeve 
T’s (both $53); leggings ($110); a track pant 
($143); a cat suit ($130); a dress ($105); a slip 
tank ($79) and a wrap ($110). Carrade 
declined to provide wholesale prices

The jKNIX founder operated her own 
boutique, Green Apples, in Sausalito, CA 
from 1999 through 2008. While the focus 
was on women’s apparel, she told BODY, 
she did carry two intimates collections: 
Cosabella and Hanky Panky. “Those two 
vendors were very important vendors for us. 
We kept our lines very tight and multi pur-
pose. That is why jKNIX is so key… it is a 
very functional multi purpose line that is 
both functional as well as sexy. Our knick-
ers are seamless which makes it great for a 
spin class or deserving of a date. Not a lot of 
lines can offer that.”

The launch of jKNIX was a while in com-
ing. “In 2011 I started putting my ideas to 
paper. Look, style and feel I wanted. 2012 I 
started doing all my research. Because I 
have never been on the manufacturing side 

before I had to build my team. Find fabric 
and trims and production facilities. That 
took a long time. By 2014 we were ready for 
production. September 2014 we launched.”

While there are several apparel compo-
nents to the new collection, Carrade was 

emphatic that her first priority is the linge-
rie. “We have lots of great ideas. Definitely 
more to come but again we are focused on 
intimates.”

cupid’s waist cinchers
Waist cinchers are getting a lot more atten-
tion these days and the trend is impacting 
Cupid Foundations in a positive way 
according to Eric Crawford, national sales 
manager.

“We noticed an up tick in waist cincher 
sales across many of our brands early in 
Spring 2014 and the trend remains strong 
as we enter Spring 2015,” he explained. 
“Waist cinchers are an evolution of corset-
ing that has existed for centuries. BUT, 
defining the waist has gotten more atten-
tion recently from the celebrity world.”

According to Crawford, “Our waist cinch-
ers from TC and Miraclesuit (see photo 
page 21 in March, 2015 BODY) are intend-
ed as undergarments. Like most shape-
wear, the cincher helps women create a 
flattering hourglass figure that will make 
their clothes fit and look better. However, 
you can certainly find cinchers that are more 
embellishment and lace that are used an 
outerwear accessory.”

“Cinchers don’t replace anything as much 
as they are an alternative to a high waisted 
shaper or an under bust cami shaper,” con-
tinued the sales manager. “The cincher sur-
rounds your midriff area and sits comfort-
ably at the waist. Our cinchers are designed 
with flexible boning that helps anchor the 
garment and has the added benefit of extra 
back support.”

“The waist cincher is a great piece that 
tucks the tummy, supports the back and 
creates an hourglass shape. Women who 
might feel encumbered by a shaping cami-
sole or a high waisted bottom can get the 
hourglass shape they seek and still wear 
their favorite bra and underwear.”

BODY asked Crawford about the types 
of outer garments that work well with waist 
cinchers. “The whole idea of a waist cincher 
is to shape your waist,” he replied. “So, you 
ideally want to pair it with outerwear that 
will show off your hourglass figure. The 
cinchers are made of a smooth sleek fabric 

that clothes will easily slide over. They have 
minimal seaming and lay very flat against 
the body.”

Cupid Foundations waist cinchers “are 
offered in sizes S-2X in basic colors black 
and nude. TC features a firm control “Step 
In” waist cincher that you simply step into 
and pull on like you would a skirt. TC is 
also introducing a NEW extra firm cincher 
that has a hook and eye closure that will be 
available for May 2015. The hottest selling 
waist cincher in the Miraclesuit line is the 
Sheer step-in Waist Cincher. It has small 
sheer panels on the sides and at the top of 
the garment. These sheer accents look great 
and also allow the garment to flex as the 

wearer moves around throughout her day.”
Crawford provided pricing details for the 

cinchers. ”TC Firm Control Step In Waist 
Cincher : Style 4144 $49 Retail / $18.62 
Wholesale; TC Extra Firm Waist Cincher 
with Hook&Eye closure : Style 4078 
$59.00 / $21.83 Wholesale; MS Extra Firm 
Sheer Step In Waist Cincher : Style 2786 
$43 Retail / $15.48 Wholesale.”

Waist cinchers are not a new item for 
Cupid. “Waist cinchers have been in the TC 
and Miraclesuit line for many years. But, 
like other lingerie pieces, it’s popularity 
ebbs and flows based upon the latest out-
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wear trends.”
Cupid’s waist cinchers are currently in a 

range of stores. “TC Waist cinchers can be 
found in premium department stores such 
as Neiman Marcus, Nordstrom, 
Bloomingdales and Dillard’s. Miraclesuit 
cinchers can be found in better department 
stores such as Macy’s and Lord & Taylor.”

Crawford is looking to expand his distri-
bution of cinchers. “We think this is a must 
have item for any apparel or lingerie bou-
tique. It’s a great foundation piece to help 
the apparel your are selling look it’s best on 
your customers. And, it’s a great add on sale 
for that bra buyer who might not consider 
wearing the more traditional shaping piec-
es.”

early start for espiral & am:pm
Espiral and its sister brand, AM:PM, 
mailed the catalogs for the two collections 
earlier than ever this year (BODY received 
the catalogs in early February) and “the 
reaction was overwhelming,” according to 
Angela Escobar, who co-owns the brands 
with her husband Pablo Tobon.

“Stores are already ordering from both 
catalogs and we are already shipping both 
collections.” This is early for the company, 
particularly for the AM:PM collection of 
swimwear and resort attire which usually 
launches at the end of March at the 
International Lingerie Show in Las Vegas.

The 2015-2016 Espiral catalog is 360 pages 
(including the cover) and is in the vertical 
format (after some years in a horizontal for-
mat). The AM:PM book is 212 pages 
(including cover), and is also vertical.

One of the main reasons to get the 
AM:PM catalog our early, according to 
Escobar, was to make the collection avail-
able to consumers for spring break or win-
ter vacations to the beach. And even though 
February was cold and snowy for a good 
portion of the U.S., “half the country is buy-
ing AM:PM. Stores are desperately calling 
to get swimwear. We’ve had a great reac-
tion to the swim collection.”

Among many new 
additions to the Espiral 
catalog is an updated 
mix and match collec-
tion. “It’s very up to 
date. We are introduc-
ing new prints. It’s very 
alive, very fun.” In addi-
tion, Espiral has added 
to its mix and match 
mesh collection.

Throughout the cata-
log there are many 
“glow under black light” 
styles, a category that 
has become a specialty 
of the company. And to 
drive home the point — 
and allow buyers to see 
exactly how various 
styles look under black 
light — the catalog fea-
tures a multitude before and after black 
light photographs.

“The glow in black light products contin-
ue to do very well,” 
emphasized Escobar.

While it is impossible 
to summarize the hun-
dreds of styles in a few 
sentences, the Espiral 
catalog is a fireworks 
display of fresh and 
interesting ideas, 
shapes and colors. 
Strappy details abound 
throughout, whether it 
is in the rompers, play 
suits, dresses, gowns, 
dance wear, rave wear, 
bedroom costumes, 
club wear or lingerie. 
Espiral provides buyers 
with an enormous vari-
ety of color choices, sig-
nificantly more than 
many other companies. 
There are also many 
interesting prints to be found (several of 
which also incorporate the black light fea-
ture). We particularly liked the colorful 
daisy prints.

The AM:PM catalog is 
a bit more sedate, with 
styles that could fit com-
fortably into a convention-
al resort boutique, as well 
as styles that would work 
in a sexy lingerie store. 
Escobar has summarized 
the collection in the past 
as one that would outfit a 
young woman on vacation 
to a resort town. 
Everything she would 
need for the beach, then 
shopping in town and 
finally out to dinner and 
dancing at night. As we 
have previously reported, 
AM:PM, in response to 
customer demand, has sig-
nificantly expanded its 
swim offerings. In the lat-

est catalog there are more than 60 pages of 
swimwear, with many more focusing on 
beach cover-ups of one type or another.

In other news, Escobar 
reported that Espiral 
recently expanded its 
warehouses. “We wanted 
to raise our inventory lev-
els,” and the added space 
allows the company to 
maintain a constant inven-
tory for most of its styles. 
In addition, shipments 
arrive twice a week from 
the company’s dedicated 
factory in Colombia. 
Espiral also routinely flies 
all of its merchandise into 
the U.S. “24 hours after it 
leaves the factory we have 
it in Florida,” Escobar 
explained. This allows the 
company to fulfill orders 
rapidly and to quickly 
jump on trends as they 
emerge. In addition, ship-

ping by air eliminates problems to gar-
ments, especially stretch fabrics, that occur 
during hot, lengthy trips by boat from Asia. 
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“We avoid putting your merchandise 
through those weather related extremes.”

largest offprice show ever
The Offprice Show reported it fielded the 
largest exhibition space in its 20 year history 
at the recent event in Las Vegas, with a 
132,000 net-square-foot show floor. In addi-
tion it reported an attendance of “8,460 
retailers,” a 5.5% increase over the show last 
year.

According to the show announcement, “It 
was the largest percentage gain in retailer 
attendance in more than seven years, result-
ing in the highest attendance the show has 
ever had.” The show was held at the Sands 
Expo February 15-18.

In the intimate apparel category, exhibit-
ing companies included Carrie Amber 
Intimates, Dreamwear, Gina Group, ICY 
HOT Lingerie, International Intimates, 
Main Street Loungewear, National Mills, 
Panties Plus, Felina Lingerie, Saramax 
Apparel Group, Under Where? Intimates 
and Uni Hosiery.

“More retailers than 
ever before have figured 
out how instrumental a 
visit to the Offprice 
Show can be for their 
stores,” said Stephen 
Krogulski, the show’s 
CEO, adding that the 
event “has gotten a little 
bigger and better each 
year. It’s an influential 
marketplace for both 
buyers and wholesalers. 
The companies that 
exhibit here all source 
deals for a living. 
Retailers are guaran-
teed to find an incredi-
ble deal on some type of 
apparel.”

According to show management, Offprice 
offers “countless items for retailers in the 
fashion and apparel industry with products 

often priced at 70% below 
wholesale costs.” The 
event’s “Cash & Carry sec-
tion was its largest on 
record: 69 booths” in 
February.

nightlift sleep bra
One exhibitor that pro-
voked a good deal of inter-
est and conversation at the 
recent Curvexpo in New 
York was Nightlift, show-
ing a bra,babydoll and bra-
camisole, all specifically 
designed by a plastic sur-
geon to provide maximum 
support for the breasts 
during sleep.

Nightlift first went on 
sale to the public in 
December, 2014, and the 
New York Curvexpo in February was the 
first time the product had been exhibited at 
a trade show.

Randal Haworth, MD, FACS, who has 
maintained a private practice in Beverly 
Hills for 20 years, was on hand to explain 
and demonstrate the advantages of the bra. 

He was joined by partner 
Martin Terzian who is in 
charge of the sales effort and 
working with retailers and 
representatives.

In its sales documents, 
NightLift describes itself as 
“the first and only sleepwear 
collection specifically 
designed to protect the 
breasts and ddécolletage dur-
ing sleep. It does this by help-
ing prevent breast sagging 
and drooping over time by 
keeping the breasts perfectly 
immobile (but always in total 
comfort).”

Dr. Haworth told BODY 
at Curve that his invention, 
which required 47 prototypes 
to perfect, is a “bra for each 

breast as opposed to a bra for both breasts.”
According to the company’s description, 

“In his years of private 
practice, Dr. Haworth 
observed that his patients 
who were wearing a bra to 
bed had firmer, perkier 
breasts and smoother, less 
wrinkled décolletages than 
those who were not. Yet 
looking at traditional bras, 
he realized they did not 
offer the correct kind of 
support if the wearer is 
lying down.”

Thus, according to the 
surgeon, the so-called 
sleep bras currently on the 
market do not provide suf-
ficient function. Rather 
such a bra has “just tags on 
it that say sleep bra.”

According to Nightlift, 
Dr. Haworth’s “first goal 

was to deconstruct conventional notions 
about brassiere technology and re-envision 
the bra from the ground up. He understood 
that an effective night bra needs to support 
the breasts from the sides and not from 
below. Adding to his challenge, Haworth 
was determined to provide this unique sup-
port without the help of a uncomfortably 
constricting under wire or overly compres-
sive material as seen in many modern sports 
bras. He wanted this revolutionary garment 
to be like a second skin, comfortable and 
seductively appealing.”

According to the company, “Cooper’s liga-
ments, connective tissue, and even the skin 
itself are what hold the breasts in position. 
These tissues are like rubber bands in that 
once they stretch out, there’s little anyone 
can do aside from surgery to tighten and 
elevate the breasts back to their original 
youthful appearance. So the key to keeping 
breasts at their best with a smooth décolle-
tage is to prevent stretching and drooping 
in the first place-that is to protect tissue 
from gravity’s downward pull not only in 
the recumbent position but also when side 
sleeping.”

“Though brassiere design has been per-
fected over the decades, it’s basic function is 
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to provide vertical support which solely 
protects the breast from gravity’s down-
ward pull while in an upright position. 
Unfortunately, it does very little to protect 
the breasts when the wearer is lying down 
when gravitational stress is lateral (i.e. side 
to side).”

According to Nightlift, “Back sleeping 
nude means that a woman with a C cup or 
larger will have her breasts fall outward and 
sideways into her armpits. While wearing a 
regular bra is better than nothing, stretch-
ing and splaying are still going to occur.” In 
addition, “side sleeping nude means that the 
top breast on a woman with a C cup or 
larger will sag and compress [the] bottom 
one while etching deep wrinkles into the 
décolletage. While wearing a regular bra 
offers some support, the breasts will still 
stretch and distort and wrinkle the décolle-
tage.”

Wearing NightLift “sleep support lingerie 
while sleeping on your back means that 
even those with a C cup or larger will have 
each breast supported individually – firmly 
in place but in maximum comfort too – so 
that neither will move or stretch.’”

Moreover, the company explains, “Side 
sleeping in NightLift sleep support lingerie 
means that even for those with a C cup or 
larger, each breast will stay separate and in 
place without distortion or creating deep, 
unattractive creases in the décolletage.”

As Dr. Haworth summarized at 
Curvexpo, “just because they are going to 
sleep their breasts are not going to sleep.”

Dr. Haworth emphasized that his bras 
“have no under wire. They do not rely on 
binding or compressive technology. Dr. 
Haworth added that he believes that “under 
wire is a cheat”when it is used in bra design. 
His sales literature claims Nightlift is 
“nothing less than a total reinvention of bra 
functionality as a solution for sag 
prevention.”

On the Nightlift website, bra styles retail 
for $98, and are available in black, cream 
and lace versions. A babydoll with lace cups 

retails for $128, and a black camisole design 
is also $128. A matching floral lace thong 
retails for $18 and a seamless boy short in 
either cream or black is $18.

Sales manager Terzian can be reached at 
)212) 203-1680 or martint@pacificgrp.com.

catanzaro: new collection to ils
Patrice Catanzaro, the French fetish 
designer, will return again to the 
International Lingerie Show at the end of 
the month (March 30 through April 1) with 
a range of styles, including his latest collec-
tion for women: Tome 12.

Catanzaro’s designs provide buyers with a 
unique vision and apparel which ranges 
from dresses and clubwear to lingerie and 
Halloween costumes. A visit to his booth 
and a review of the line is an interesting and 
inspiring experience. These fashions pro-
vide a clear choice for consumers looking 
for something very different than what most 
stores are offering.

Catanzaro maintains several collections, 
including offerings for both women and 
men. Tome 12 was first shown in Paris in 
January at the Salon International de la 
Lingerie. “In Tome 12 there are many nice 
surprises,” the designer told BODY in a 
recent interview. “This collection is a show-
case of our know-how. Tome 12 is deeply 
creative, and each theme will be developed. 
It will include creations with a very ‘haute 
couture’ orientation, long dresses, very 
structured blazers. A theme on X-men is 
also be developed and of course another 
fetish theme. Included are short and long 
dresses, sets, corsets, and many other things 
as usual.”

Catanzaro explained “The inspiration for 
collection Tome 12 is Fantastic, Super 
Heroes. We’ve been working on the idea to 
make everybody feel unique. The main ten-
dency is overall to new materials and fabrics 
that we developed ourselves, tattoo fabrics, 
laser perforations.”

Some of the styles we found particularly 
interesting in Tome 12: Poison Ivy, the 
Anita eye patch, the Kelly Ceinture, the 
Beverly body suit, the Liza Minelli Gilet,  
and the Becky short dress with a revealing 
lace cut out for the breasts. 

Before the show, buyers can preview 
Tome 12 at one of the designers recently 
redesigned websites: http://www.patrice-
catanzaroofficial.com/. Links to several 
other collections can be found there, includ-
ing to his men’s collections. The website for 
another of his collections Les P’tites Folies 
de Patrice Catanzaro can be found at: 
www.patricecatanzarofolies.com.

And to reach the wholesale website for the 
Catanzaro collections send an email to com-
mercial@patricecatanzaro.info for login 
and password.

 swirl: updated models coat
Swirl, a firm that goes back over 110 years, 
recently added an updated ‘Models Coat,’ 
versions of which it has made for decades. 
And it showed its new tunic at the recent 
Curvexpo show in New York
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Ted Vayos, BODY: Describe your 
store for our readers.

Brenna Finucan:  Burlington, 
Ontario has been my hometown 
since 2010, my husband and I 
moved here when he was 1 year 
into College. We fell in love with 
the city when we had breakfast by 
the pier with the lake in view and 
decided we wanted to start a life 
here. Burlington’s downtown is 
bursting with trendy retail stores, 
exquisite independent restaurants, 
lakefront fitness programs and 
free community events all year 
round including Canada’s larg-
est free music festival, Sound of 
Music. No matter where you are 
downtown a beautiful view of the 
lake is in sight. Its hard not to fall 
in love with this city.As a sales 
representative in my previous job 
I was fortunate to meet a vast ma-
jority of lingerie boutique owners 
in Ontario which was very inspi-
rational and motivating. Burling-
ton was on my radar from day 1, I  
explored a couple other cities but 
in the end couldn’t see my store 
in any other city. After months of 
store front searching we found the 
perfect location; Luxurious wain-
scoting line the walls, exposed 
brick trimmed with white crown 
moulding divide the change 
rooms from the sales floor, a mag-
nificently large front window, and 
extravagant change rooms. I could 
immediately imagine my lingerie 
store there and thriving. Located 
on the main street in the city steps 
away from the lake, a bridal store 
directly next door and popular 
retail stores surrounding it, it was 
the perfect location. Six months 
later Lingerie D’Amour opened 
its doors to the city at 374 Brant 
Street, Burlington, Ontario. 

Ted: What makes your store spe-
cial?

Brenna: Our education, customer 
service, and products.
Studying fashion design in Col-
lege while working for La Senza 
Lingerie as part of the manage-
ment team was where it all start-
ed. Expanding with extra courses 
in bra and corsetry construction 
after college I was then hired as a 
lingerie designer for a well known 
lingerie brand. Realizing my 
dream of opening my own store 

I became a sales representative 
for a  luxury lingerie brand work-
ing with boutiques across On-
tario. After years of commitment 
and gaining a wealth of lingerie 
knowledge, I was ready to open 
Lingerie D’Amour. At Lingerie 
D’Amour we educate our custom-
ers with bra fitting knowledge so 
they understand how their linge-
rie should fit their body and why a 
specific style works best. Our staff 
is continuously being trained on 
new product knowledge in which 
we share with our customers. The 
products we carry have been tried, 
tested and true. With research 
and fit tests we always approve 
our products before selling it to 
our customers. 
   
Ted: What do you look for in a 
brand?

Brenna: Everything being sold 
in Lingerie D’Amour has been 
tried, tested and true. From re-
search and doing our own fit 
tests we always approve our bras 
before selling to our custom-
ers. Fit, quality and comfort are 
of the utmost importance. Some 
of the most important of our 30 
(and growing) brands in our store 
are Empreinte, Simone Perele, 
Parfait, Freya, Fantasie and Saxx 

men’s underwear. Men love Saxx! 
Lingerie, pajamas, slips, robes, 
chemises, bustiers, shape wear, 
and mens underwear are among 
the products we carry and are ex-
panding into mastectomy in the 
coming months.

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

Brenna: Sets! Women are match-
ing their bras and panties and in 
some cases  dismiss the bra if they 
don’t like the panty. We have a lot 
of customers, full bust and small 
bust, looking for a bra that en-
hances their natural shape with 
no padding or lining. Of course 
neutral any day bras are always a 
top seller. With the bridal store 
right next door we have a lot of 
clients looking for bridal linge-

rie and bustiers for under their 
dresses. High waist briefs are a 
fashionable item right now, slips 
for sheer dresses and cotton pyja-
mas for hot nights.

Ted: Describe your price points 
and size ranges.

Brenna: Our price point starts 
at $35 - $200 for a bra and $60-
$150 for a pajama set. This is not 
a set price point, it is likely to fluc-
tuate depending on the demand. 
We carry sizes AA-K cup and 28-
46 band in bras and  XS-4XL. We 
specialize in bra fitting so having 
a full range of sizes is imperative. 

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

Brenna: We do not have an av-
erage customer size, but the ma-
jority of our customers are  from 
A-G.

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

Brenna: $130.

Ted: Describe your customer. 

Brenna: Our main clientele is 
Females 25-45 looking for a com-
fortable bra that enhances their 
body shape. We also have cus-
tomers with health issues look-
ing for a good support bra that 
fits properly. An ill fitting bra can 
cause back pain, neck pain, chaf-
ing, acid reflux to name a few and 
if a bra is too tight can affect your 
breathing.
We have a big bridal clientele, be-
ing located beside a bridal store 
has been fantastic. A lot of wom-
en looking for lingerie for under 
their dress and for the wedding 
night.

retail profile: canada’s lingerie d’amour

B

Q&A with Brenna Finucan, president
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Ted Vayos, BODY: Describe 
your store for our readers.

Bright Ryan: Wicked Chamber 
had started in Costa Mesa in 
a small 600sq ft location, over 
17 years ago.   We had moved 
several times when the economy 
took a downturn and had even 
closed our doors in 2010. When 
we decided to re-open - it was 
GO BIG or GO HOME!  So, 
I looked for our Dream 
location.   And found 
it. 7000sq ft location 2 
blocks from our Original 
600 sq ft. location. Now 
2 stories - 2nd floor 
Mezzanine level is just 
costumes (filled with 
vendors such as Starline, 
Forplay and Mystery 
House.)   Downstairs 
is filled with our 
Hosiery (Leg Avenue 
primarily), Raver clothing 
( J.Valentine), Shoes 
(Pleasers and Ellies), as 
well as a sectioned off area 
for Adult Toys (Vibratex, 
Sportsheets, ElDorado 
Trading).

Ted: What makes your 
store special?

Bright: Beside the Size and 
Space - We are a friendly 
bunch that answer questions 
as best we can, in a welcoming 
living room type environment 
created by my Mom and I.  We 
strive to earn our customer’s 
Business and Loyalty by having 
an outstanding selection and 
options for all price points. My 
Mom still introduces herself 
to every customer that walks 
through the door and tells them 
to enjoy their time and we hope 
to see them again.
   
Ted: What do you look for in a 
brand?

Bright: We look for well-
made lingerie - items that 
are affordable while not 
compromising on structure 
and appealing design.  Starline 
and Shirley of Hollywood’s 
lingerie  lines have been 
easy items to have hung up 
around the store to make us 
look good.   Boxed lingerie - 
Elegant Moments, DreamGirl, 
ReneRofe, Escante (purchased 
through ElDorado) have proven 

to be easy sell through for us with 
a great price point.   We carry 
so much more than the typical 
lingerie store - high end Corsets 
(handmade steel boned), and 
excited to introduce a much 
larger selection of Burleska & 
Shrine of Hollywood to our 
Customers.   We thing that 
the Higher Quality will help 
us stand out from our nearby 
competitors.   When it comes 
to Manufacturers going direct 
to consumer and undercutting 
their Keystone mark-up on 
their own Wholesale prices - 
that has proved challenging. We 
have taken chances ordering 
and have found that we are 
stuck with the merchandise 
we purchased.   Our customers 

can try on their size and while 
still in the dressing room 
order the same item from the 
Manufacturer for less than we 
can offer it, it hurts.   We have 
over 75% overstock Inventory 
of these companies after 
Halloween.   That shows up in 
our Buying following year. One 
way that we have tried to 
avoid that - is taking all of the 
costumes out of the packages 
and separating the pieces and 

not pushing vendor images.   If 
you are buying based on quality 
than the pieces should be able 
to stand on their own.  

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

Bright: In the Orange 
County/LA area, we find 
that our customers are  setting 
trends.   Staying on top of 
their needs keeps us  “in the 
know”.   We have our Ravers 
that like their  Little Colorful 
bits of sexy clothing.   We 
have our ComiCon fans that 
like everything from Anime, 
Comic Book characters to 
Steampunk.   We have our 
Bondage  connoisseurs as well 

as our Swingers suiting up 
for their themed parties.   We 
have  something for everyone 
and keep it interesting with 
handmade items mixed with all 
the essentials that our vendors 
have to offer.

Ted: Describe your price points 
and size ranges.

Bright: We have found that the 
sizing in our area has changed 

from Mostly XSmall and 
Small to a growing Plus Size 
department. The sometimes 
hard to fit 32”Triple F is 
still challenging but we 
enjoy the diversity of our 
Customers of all sizes. 

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

Bright: Our Average store 
sale is $70.  

Ted: Describe your 
customer. 

Bright: Our Customer base 
is 80% Female (majority 
age 25yrs-34yrs), 20% Male 

(majority 35yrs to 44yrs)

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

Bright:  Come Halloween we 
have 3 pop up stores within a 
1mile radius - not to mention 
3 year round competitors 
within 2 mile radius.  We have 
found upscaling has made us 
stand out.   The discriminating 
customers have found us and 
our reputation is growing with 
them.  Starting this past year we 
have found we need to continue 
to source even Higher Quality 
items for our Growing Upscale 
market.

retail profile: wicked chamber boutique

B

Q&A with Bright Ryan, president
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vs january stores up 4%
Comparable sales at Victoria’s Secret stores 
(including PINK) in the U.S. and Canada 
rose 4% in January, while Victoria’s Secret 
direct sales dropped the same amount. 
Meanwhile, parent company L Brands 
reported an overall increase in sales for the 
quarter and year, as well as a several other 
pieces of encouraging news.

On February 5th L announced 
it was increasing its regular divi-
dend by 47%, declared a special 
$2 dividend, said it was authoriz-
ing a new $250 million share 
repurchase program and raised 
its fourth quarter 2014 earnings 
guidance.

The company, which also owns 
Bath & Body Works, La Senza 
and Henri Bendel, “reported net 
sales of $783.1 million for the 
four-week period ended January 
31, 2015, an increase of 7% com-
pared to sales of $731.2 million 
for the four-week period ended 
February 1, 2014. Comparable 
store sales for the four weeks 
ended January 31, 2015, 
increased 7%.”

“Net sales for the fourth quar-
ter ended January 31, 2015, were 
$4.069 billion, an increase of 7% 
compared to $3.818 billion for 
the quarter ended February 1, 
2014. Comparable store sales for 
the fourth quarter ended January 
31, 2015, increased 6%.”

For the year ended January 31, 2015, L report-
ed net sales were $11.454 billion, “an increase of 
6% compared to $10.773 billion for the year 
ended February 1, 2014. Comparable stores sales 
for the year ended January 31, 2015, increased 
4%.”

The company is increasing its annual ordinary 
dividend by 47%, to $2.00 per share from $1.36 
per share.

In announcing its results, L broke out the 
results for its divisions. Company-owned 
Victoria’s Secret stores in the U.S. and Canada 

(including PINK but not La Senza) totaled 
$1,914.2 million for the 4th quarter of 2014 
compared to $1,797.7 million for the same peri-
od in 2013. For the year, Victoria’s Secret and 
PINK stores in the U.S. and Canada recorded 
sales of $5,700.2 million compared to $5,368.1 
million for 2013. Victoria’s Secret direct sales 
for the 4th quarter dropped to $492.1 million 
from $504.5 million for the same period in 2013, 

while for the year direct sales dropped to 
$1,507.4 million from $1,516.1 million.

The company also reported that in the period 
from February 1, 2014 to January 31, 2015 it 
increased the number of Victoria’s Secret stores 
in the U.S. by a net of six to 983, increased the 
number of PINK stores here by a net of 32 to 
115; increased the number of Victoria’s Secret 
stores in Canada by 7 to 31; and maintained the 
number of PINK stores in Canada at ten.

L also added three Victoria’s Secret stores in 
the U.K., increasing the total to 8; opened its first 
two PINK stores in the U.K.; and closed 12 La 

Senza stores in Canada, dropping the total there 
to 145. In listing the store totals for its franchise 
stores in other parts of the world, L Brands 
reported an increase of a net 92 Victoria’s Secret 
Beauty & Accessories stores, raising the total to 
290; an increase of 9 Victoria’s Secret 
International stores, raising the total to 13; the 
opening of its first PINK International store; and 
the closing of 71 Las Senza International stores 

(and the opening of six) to end up 
with a total of 266 by the start of 
February, 2015.

knights to hanes
HanesBrands has “entered into a 
definitive purchase agreement to 
acquire Knights Apparel, a lead-
ing seller of licensed collegiate 
logo apparel in the mass retail 
channel.”

 marlies dekkers agent
Lingerie brand marlies|dekkers 
has extended its distribution 
agreement with DW Schmitt 
Global Ltd. to include U.S. spe-
cialty stores. The arrangement 
had previously covered Canada.

Schmitt is a Canada-based 
sales agency and distributor of intimate 
apparel and sleepwear brands. 

Eppo van Berckelaer, CEO marlies|dekkers 
stated, “DW Schmitt have shown their 
capability in the Canadian region and we 
are confident that they will be able to do the 
same in the U.S. We are pleased that we 
have a strong partner to build our brand in 
North America.”

Contact Bill Schmitt at bill.schmitt@
telus.net or 403-875-2170.
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delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

According to a company spokesperson, 
“the deal will expand Delta Galil’s global 
market reach and its leadership in intimate 
apparel, particularly in branded products. 
With the addition of Schiesser, Delta Galil 
will have total sales of approximately $900 
million and its branded business will grow 
to about 47% of sales from some 33% at 
present. The transaction is expected to be 
accretive to Delta Galil’s earnings per share 
beginning in 2012.”

In addition to the Schiesser brands, Delta 
Galil will receive at closing estimated work-
ing capital of approximately €40 million 
(approximately $53 million), and Schiesser’s 
cash on hand at closing is estimated at 
about €11 million (approximately $14.6 mil-
lion). Delta Galil is financing the transac-
tion with internally generated resources 
including cash and equivalents.

The Delta spokesperson claimed that 
“Schiesser has the #1 brand awareness in 
the underwear category in Germany, and 
holds the top market share in the men’s seg-
ment and solid shares in the women’s and 
children’s segments. The company has been 
known for quality products since 1875 and 
had sales of 132 million euros (approxi-
mately $184 million) in 2011. By category, 
Schiesser’s sales consist of approximately 
60% men’s, 25% women’s and 15% chil-
dren’s. Its products are primarily sold under 
the Schiesser brand, as well as Schiesser-
Uncover, a youth-oriented line, and 
Schiesser-Revival, a trendy retro collection. 
Retail channels include department stores, 
specialty stores, and increasingly company-
owned retail stores. In addition to Germany, 
which remains the strongest economy in 

Europe, key markets for Schiesser brands 
include Belgium, Netherlands, Switzerland, 
Austria and Italy, and the company has 
targeted Russia and Eastern Europe for 
potential expansion. Its Schiesser-Revival 
brand is sold in some high fashion specialty 
retailers in selected US markets.”

“Some 75% of Schiesser’s sales are in 
Germany. In addition to its own retail and 
outlet stores, Schiesser sells to all major 
German department stores and about 5,000 
specialty stores in Germany and other 
European markets. Wholesale business 
accounts for approximately 70% of 
Schiesser’s total sales, with retail at 30%.”

Isaac Dabah, CEO of Delta Galil 
Industries, declared at the time of the 
announcement, “This is an important trans-
action that will allow us to make solid 
progress against many of our strategic goals 
and will drive fur-
ther shareholder 
value. It enables us 
to grow the brand-
ed side of Delta 
Galil’s business by 
adding the top 
underwear brand 
in Germany, with 
a reputation for 
quality established 
over 137 years. 
The combination 
with Schiesser also 
expands our global 
reach with a solid 
position in 
Germany – the 
most vibrant mar-
ket in Europe – 
and a base for 
expansion in other 
potentially lucra-
tive markets. 
Following the 
acquisition, about 

40% of our sales will come from Europe, up 
from 24% now, and the potential for future 
growth is exciting. Our men’s category will 
grow to 23% of our sales from roughly 13%. 
The acquired business is also well diversi-
fied across various retail segments and 
Schiesser’s own stores.”

“The financial benefits to Delta Galil are 
also very significant,” Dabah continued. 
“Schiesser’s core business has been consis-
tently profitable and the combination will 
be accretive to Delta Galil’s earnings. 
Schiesser has an efficient supply chain 
structure and an extremely loyal and stable 
customer base. Schiesser’s brand portfolio 
and operations are a perfect fit with the 
business model that we have applied suc-
cessfully in Israel, and we are excited about 
extending this model to a much larger 

finance
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2015
march 1-5

ASD Show Las Vegas 
Convention Center and 
Sands Expo
Las Vegas, NV
asdonline.com

march 8-9
Essentially Women's 
Focus on the Future 
Rosen Plaza 
Orlando, Florida
(800) 988-4484
essentiallywomen.com

march 13-15
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

march 18-19
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667  
Interfiliere.com

march 21-24
Stylemax Spring
Chicago, IL
The Merchandise mart                                                
(312) 527-7750
Stylemaxonline.com

march 22-24
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

march 25-28
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

march 30-april 1
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

april 12-14
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

april 18-20
New York 
International Bridal
Pier 94, New York 
(800) 677-62578
nationalbridalmarket.com

april 27-29
  Accessorie Circuit

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

april 27-29
  Intermezzo Collections 

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

april 30-may 3
Michigan International 

Women's Show 
(800) 849-0248
southernshows.com/wde

may 4-6
  Fame

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

may 3-5
Off Price
New York, NY
(262) 782-1600
offpriceshow.com

june 3-6
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

june 9-11
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

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

july 4-6
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

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

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

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

aug. 2-4
  Accessorie Circuit

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

aug 2-4
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

aug. 2-4
  Fame

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

aug. 2-4
  Intermezzo Collection

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

aug.2-4
  Moda

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

aug. 2-4
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

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

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

aug. 10-12
Moda UK Lingerie & 
Swimwear
NEC Birmingham
07718 780881
www.moda-uk.co.uk

aug. 12-13
Swim Collective
Long Beach Convention 

event & show dates 2015
calendar
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Center
California
swimcollective.com

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

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

aug. 17-19
ENK Las Vegas 
Mandalay Bay
Las Vegas, NV
(646)-841-1446
enkshows.com

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

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

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

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

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

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

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

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

sept. 2-5
  CPM Body & Beach

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

sept. 10-12
   Surf Expo Show

Orange County 
Convention Center

Orlando, FL.
1-(800)-947-SURF

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

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

sept. 16-18
  Vow

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

sept. 19-21
  Fashion Coterie 

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

sept. 19-21
  Fame

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

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

sept. TBA
  Interfiliere

82 Mercer Street
New York, NY
(212) 993-8585

Interfiliere.com

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

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

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

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

oct. 21-24
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

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

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

www.index.ae

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

dec. tba
International 
Halloween Show 
(IHS) 
The Halloween Tower
New York, NY
(865) 439-0500
hiaonline.org

jan. tba
  Fame

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

jan. tba
  Moda

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

jan. tba
  Accessorie Circuit

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

jan. tba
  Intermezzo Collection

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

jan. tba
   Surf Expo Show

Orange County 

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

31DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US MARCH 2015  •  BODY



er
ica

 m
 •

 (
64

6)
 2

09
-6

07
0 

•
 e

ric
a@

er
ic

am
.n

et



fo
ga

l a
t c

m
k 

•
 (7

32
) 5

44
-3

67
8 

•
  C

in
dy

@
CM

KD
ist

in
ct

iv
eB

ra
nd

s.
co

m
hosiery



Last November the Halloween 
Industry Association (HIA) and 
Urban Expositions announced they 
were acquiring the Halloween & 
Party Expo and would take over 
the event immediately following the 
2015 edition. Ted Vayos interviews 
Doug Miller, president and partner 
of Urban Expositions about the 
future.

VAYOS: Why did you take on the 
challenge of this show, and how 
does it fit with the other success-
ful shows that you produce?

MILLER: Halloween is a 
growing industry and the Hal-
loween & Party Expo has been a 
successful event for a number of 
years. We saw the opportunity to 
continue to build upon the suc-
cess the Erwin’s (former owners) 
had and also the opportunity for 
a strategic partnership with the 
Halloween Industry Association 
(HIA) as a successful combina-
tion for Urban Expositions. 
We’re very excited with our new 
partnership with the HIA. It’s 
the first time the association has 
been involved in joint decision 
making on a regular basis; we 
are confident this will continue 
to strengthen the event. Urban 
Exposition currently runs very 
successful gift and souvenir shows 
throughout the country and many 
of our customers cross over into 
the Halloween industry. These 
clients are delighted to hear about 
this new opportunity for their 
business. On a more personal 
level, I have passion for Hal-
loween, my favorite holiday of 
the year.

VAYOS: Tell us more about 
your work with the Halloween 
industry.

MILLER: When I was part of 

the Atlanta Mart early in my 
career we launched a Halloween 
event. Over the years in the gift 
and souvenir industry at Urban, 
we see that many of our current 
customers (both exhibitors and 
buyers) carry a significant amount 
of Halloween merchandise.

VAYOS: Have you assigned per-
sonnel at Urban to the Halloween 
Expo yet? And if so, who are the 
key people working on this show, 
what are their titles and what is 
their contact info.

MILLER: Yes, we have a full 
team in place that comes with ex-
ceptional experience in the event 
and retail industry. Key contacts 
in the team are:
  
Joan Ulrich, VP of marketing and 
specialty shows - 678-370-0337, 
julrich@urban-expo.com

Mike Carlucci, show direc-
tor - 203-423-0015, mcarlucci@
urban-expo.com

Michael Weiner, sales & busi-
ness development manager 
- 203.242.8712, mweiner@urban-
expo.com

VAYOS: Is there an “Urban 
Philosophy” of how to run a 
show that you can share with our 
readers in the costume industry? 
In general terms, can you explain 
what your unique approach means 
to the Halloween show going 
forward?

MILLER: Yes, we take a hands 
on approach from the top down 
in our organization. We focus on 
building and strengthening rela-
tionships with our associations, 
attendees, exhibitors, and media 
partners because it’s important 
to us to be part of the industries 
with whom we are working. We 

do this by listening to issues at 
hand, understanding industry 
dynamics or shifts, and continu-
ally speaking with our customers. 
Additionally we value and respect 
the expertise of the many industry 
associations we work with. Over-
all, this enables us to not only to 
deliver today but to also anticipate 
what’s next, staying ahead of the 
curve to meet future needs.

VAYOS: What changes do you 
envision for the show going for-
ward in 2016? Do you have any 
plans yet for changes in layout, 
structure, etc.

MILLER: The event today is very 
strong, thanks to the Erwins and 
the strong industry support. As 
we go forward, we’ll build on this 
success by continuing to attract 
new complementary product 
categories within the show and 
also to invest in resources to build 
the attendance. We’re excited at 
the opportunity to build a more 
diverse audience base. We will 
do this by providing additional 
opportunities for our retail audi-
ences from our other events, 
building relationships with indus-
try associations, and by growing 
our international footprint. Our 
team will be at the 2015 event 
and we will be evaluating the 
show for further operational op-
portunities.

VAYOS: Because of the leap year 
in 2016, Halloween will fall on 
a Monday. There are some in the 
industry that are worried about 
a “fall off ” in traffic and sales 
of Halloween merchandise as a 
result. Halloween in 2015 falls on 
a Saturday, as you know. How big 
a threat (and how big a change) is 
this for business in 2016?

MILLER: We’re working with 

the HIA to maximize the oppor-
tunities at the show and believe 
that the additional areas of focus 
will help us continue to foster 
growth for our customers no mat-
ter when Halloween falls.

VAYOS: As you know, the 
“primary” Halloween show was 
successful in Chicago for many 
years. Then it moved to Las Vegas 
for one show and the manage-
ment shifted. The Erwin’s took on 
the challenge and mounted the 
primary show in Houston. Then it 
moved to New Orleans. Now you 
have taken it over.

MILLER: All industries evolve 
over time, and Halloween is not 
unique. The Erwins took back 
control and worked hand-in-hand 
to stabilize and grow the event 
to what it is today. Feedback 
on the move to New Orleans 
indicates that the move has been 
well received – pre-registration 
numbers are tracking ahead of 
where they have been and we’re 
excited to see the end results in 
a few weeks. We are committed 
to New Orleans for three years. 
Our goal is to continue to grow 
existing categories and to bring 
in diverse yet complementary 
categories to the show floor. From 
an attendance perspective, we 
will focus both domestically and 
internationally. With HIA as our 
partner, are confident in achieving 
these goals.

VAYOS: Any other comments 
about Urban and the Halloween 
show?

MILLER: We already planning 
for 2016. We will have a big 
team presence onsite and will be 
spending time with exhibitors and 
attendees. We are looking forward 
to what the future holds.

interview:  
Doug Miller on the Future of the Halloween & Party Expo 
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event report
Femmy Awards 2015 at Cipriani 42nd    
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The 2015 Femmy Award celebration 
was held again at Cipriani 42nd Street 
in Manhattan on February 3. 
Blake Nordstrom, president of Nord-
strom accepted the award for retailer 
of the year. Zvi Ertel of Dana-co took 
the award for manufacturer of the year. 

And Barbara Lipton, GVP of intimate 
apparel and activewear, accepted the 
award for supplier of the year for Macy’s 
Merchandising Group.
     Also honored with a lifetime achieve-
ment award was Kristin Kramer, EVP 
of launch and innovation at Victoria’s 

Secret. A special innovation award was 
accepted by Angie Lau, CEO, for 3-D 
Intimate Apparel (Clover Group Inter-
national). Vivica Fox hosted the event.
     Over the next three pages we include 
photographs of some of the many indus-
try executives who attended.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Kristin Frossmo and Kirk Beardsley of 
Nordstom.

Yvonne Lee, Ericka Levy and Nadine Faria of Macy’s.

Becky Harmon of Fashion Forms, Ann Deal of Fashion Forms, Brian Skocaj of Advance Vision 
Systems, Kristin Kramer of Victoria Secret and Steve Chadbourne of Fashion Forms.

Becky Harmon of Fashion Forms
and Jay Bernstein of Leading Lady.

Gihan Gabor and Jon Lewis of the Onis Design Group.

Victor Vega of Wacoal, honoree - Kristin Kramer of Victoria Secret, Vivica Fox,  Ann Deal, honoree - Zvi Ertel, honoree - Angie Lau of Clover Group, and 
honoree - Barbara Lipton of Macy’s.

Victoria’s Secret Team - Alexandra Menakis – Production Coordinator, Victoria Trout – Manager of Design Operations, Tracey Randall 
– VP of Launch , Lauren O’Brien – Director of Raw Materials, Kristin Kramer, EVP of Launch & Innovation, Ursula Todaro – Senior 

Designer of Raw Materials, and Audrey Buddle – Production Coordinator.

Angie Lau of the Clover Group International, Marcy Schaffir of Lane Bryant, Gill 
Curry with Kristin Kramer of Victoria Secret.
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Margaret Camacho, Mickey Choi and Suki Ma
from Clover Group.

Gil Shromon, CEO of Tefron with Marty 
Lieberman of BL Intimates.

Victor Vega from Wacoal, Angie Lau of Clover Group and 
Pierre-Nicolas Hurstel of Curvexpo.
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Tim Regan with Jennifer Dorre 
of Fashion Forms. 

Tim Regan and Matthew Fink of Dragon Eye 
Direct with Brian Skocaj of Advance Vision 

Systems.

Bob Mellerup and Tom Richardson
of Cupid Foundations.

David Komar, and Charles Komar of Komar Brands with Maurice 
Reznik of Delta Galil.

Gihan Gaber of the Onis Design Group, Tim Regan of 
Dragon Eye Direct and Kathy Reynolds of Reynolds 

Apparel Group.

Dr. Dan Plant of the Imperial College in London, his 
wife Vashti Plant and Angie Lau from Clover Group.

Barbara Lipton of Macy’s withTom Gar-
son of Lovable Products International.

Steve Chernoff of Rago, Bob Vitale of Wacoal, Sonja Winther of Chantelle and 
Mark Sandler of Komar.

Isaac Dabah of Delta Galil and Tim Regan of 
Dragon Eye Direct.

David Komar of Komar Brands with Sonja 
Winther of Chantelle.

Baby Pardo of International Intimates.

Robert Zarabi at the Felina table. 

Ann Deal of Fashion Forms with Kristin 
Kramer of Victoria Secrets.

Karen Bromley and Kathleen Kirkwood.



Jade Eppelheimer, Alicia Dreher, Julia Aviles, Nafeesa Scott, Barbara Lipton, Len Marcus (middle gentleman), Kimberly Weckbacher, Justine Yim, 
Margaret Dorsman, Yukiko Iikura, Amanda Cohen of Macy’s.
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Jennifer Lightbody, Kirk Beardsley, Lindsey Luttmer and Kristin Frossmo of Nordstrom; Ann Deal of Fashion Forms; Margaret Myers and 
Risha Campbell Nordstrom.

Jennifer Sicoli, Lisa Cuevas and Deborah Rodier of Macy’s; Host - Vivica Fox with Barbara Lipton, Lauren Bertrando, Danielle Noga, Courtney Kass and Megan Favinger of Macy’s.
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Josie Natori and Ken Natori.

Hilary Marie Baxter, Stephanie Schwarz, Consuelo Garcia, Samantha Burns, Prof. Alexandra Armillas, Jezebel Torres and Kate Tobin 
all of Fashion Institute of Technology - Intimate Apparel Specialization.

Victoria’s Secret Team - Francoise Cendron -VP Brand Design, Vincent Daudin-VP Creative, Brand Creative, Anne Stephenson – SVP MM, VSD Merchandising, Renee Olsson – EVP 
Design, Kristin Kramer, Margaret McDonald – Brand President, Michael Gianelli – SVP Brand Design and Kristin Scott – EVP Merchandising, GMM.



Ted Vayos, BODY: Describe 
your store for our readers.  

Jamie Gin:  HUSTLER HOL-
LYWOOD is an upscale, mod-
ern erotic boutique dedicated to 
providing a sophisticated shop-
ping experience for the sexually 
curious.   Its stores feature an 
appealing selection of high-
quality toys, erotica, lingerie, 
shoes, apparel and novelties, 
supported by a knowledgeable 
staff trained to provide edu-
cation and recommendations 
based on individual needs. 

Ted: When did Hustler Hol-
lywood open their first retail 
store?   How many locations 
does the company have cur-
rently?

Jamie: The first HUSTLER 
HOLLYWOOD opened in 
1998 on the famed Sunset Strip 
in West Hollywood.  There are 
now 13 stores across the coun-
try, and expansion continues. 

Ted: What portion of your com-
pany sales is  lingerie,  dance-
wear,  clubwear, corsets and 
mens underwear?

Jamie:  Retail is about 20% of 
the overall company sales 

Ted: What makes your store 
special?

Jamie: Gone are the days of 
seedy sex shops and back rooms 
of video stores; Hustler Holly-
wood combines pleasure prod-
ucts with lingere, playful gifts, 
novelties, beauty/body items, 
candles, swimwear and so much 
more. With its colorful store 
displays, large open windows 
and inviting décor, men and 
women alike feel comfortable 
walking into a ‘sex shop’ and 
exploring the bright shelves of 
clothing, games, body lotions 
and beauty items alongside 
glass dildos, pocket vibrators 
and bondage whips.
   
Ted: What do you look for in a 
brand?  

Jamie: We look at trends in 
fashion from runway, magazines 
to the nightlife.  But ultimately 
regionally each customer helps 
dictate what’s important to car-
ry in our stores.

Ted: Have any brands disap-

pointed you as a buyer?

Jamie: I wouldn’t say any partic-
ular brands have disappointed 
me but rather it just may have 
not been the right fit for us.  

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

Jamie: The fashion corset have 
continued to perform well.   
Something that can be worn 
in the bedroom to mall or to 
the club.  Brands like Baci and 
Bedroom Stories have provided 
great options in fashion corsets.  
We have begun addressing our 
customer’s request with addi-
tional plus, queen and diva sizes 
in our lingerie department and 
we’ve seen tremendous strides 
in that category. 

Ted: Describe your price points 
and size ranges.

Jamie: Lingerie - Men’s from 
$12-$58 S-XL. Women’s from 
$6-$128 XS-DIVA.Apparel - 
Men’s from $18-$58 S-4XL.  
Women’s from $18-$98 XS-
3XL.

Ted: What is your typical or av-
erage customer size? 

Jamie: Men’s size L.  Women’s 
size M/L.

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

Jamie: Our average transaction 
is around $50.

Ted: Describe your customer. 

Jamie: Our customer base in-
cludes everyone.  From couples 
of all ages to college students to 
older men and women looking, 
we have something for every-
one. 

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

Jamie: Store and customer feed-
back.   We take our customer’s 
feedback serious.  We can look 
to fashion trends and style in-
fluences all day but if we don’t 
have a strong team at store level 
asking the right questions and 
servicing our customers to our 
mission statement we won’t 
know what they are really look-
ing for and asking for.

retail profile: hustler hollywood

B

Q&A with Jamie Gin, buyer
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event report
Halloween Expo 2015 In New Orleans
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The 2015 Halloween & Party Expo was held 
for the first time in New Orleans, from Feb-
ruary 5 to 9 at the Convention Center. Over 
the next pages we present a selection of photos 
of vendors and exhibitors. I spoke with many 
retailers at the event and most were very happy 
with the Friday Halloween in 2014. While the 
record high sales of 2007 are a thing of the past, 

store operators were also excited about the up-
coming 2015 Halloween which falls on a Sat-
urday night.  Buyers are planning on stronger 
sales this year but are still exercising caution. 
And many worry about next year, a leap year, 
when Halloween falls on a Monday.
   The sexy costume portion of the industry field-
ed an impressive number of exhibitors in New 

Orleans. Brands like Leg Avenue, Dreamgirl, 
Music Legs, Daisy Corset, Party King, Baci, 
Starline, Mystery House, Bewicked, Smiffy’s, 
InCharacter, Roma, Coquette, Forplay and 
many others offered their newest costume col-
lections to the industry. And the four days of 
crowded sales booths provided ample proof that 
sexy costumes are here to stay.  — Ted Vayos

Jim Hoye of Music Legs with Ali Taylor and Giles 
Taylor of Hokus Pokus Costumes.

Joseph Tok, Brent Nixon, Martine Joanisse and David Briones of Music Legs.
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Christine Ramirez and Mari Dancel of Music Legs 
with Barry Revzen of Partytime.

Chris Lerner, Joseph Sternberg and Andy Green 
of Xgen and Baci.

Robert Williams, Paul Godwin, Shawna Kionka and Kay Williams of Party World 
with Joan Perry of Music Legs (standing).

David Briones of Music Legs with Soren Jensen 
of Vimex ApS.

Thomas Christunas, Jenny Keller, Brian Keller and Gail Lessard of Great Lakes Halloween, 
David Briones of Music Legs with Greg Keller and Gail Keller of Great Lakes Halloween.

Steve Cozad and Aimee Cozad of Taylor Auction House 
with Robb McCullough of Music Legs.

Victor Cao and Tracie Jekel of Fun F/X.

Svetlana Bensky of Masquerade Express, Susan Dressler of Music 
Legs and Sergey Bensky of Masquerade Express.

Peter Park of Wicked Wigs.

Crissy Barchers & Jennifer 
DuVall of Red Headed Witches.
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Sheila and John Engwall of Rowdy 
Girls Bikinis.

Jay Boot of Cliff ’s Variety Store, Sean Monahan and Christen Jones of Party King with 
Martha Asten of Cliff ’s Variety Store.

Chad Horstman, Pilar Quintana and Charley Clemens of Yandy.
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Lisa Tabb of Costume Creations, Reza Hessari and Ali Madad of Hearts & Roses.

Judy Hills of Brave N Krazy, Joseph Tok of Music Legs, 
Annette Astwood of Brave N Krazy.

Randy Rozema of Party Plus, Lynn 
Abdelnour of Halloween Gear and Mike 

Moses of Party Plus.

Kathy Harkrader and Melissa Hawk of Des Moines Theatrical 
Shop with Mark Reynolds of Daisy Corsets.

 

Aaron Yeager and Claudia Baumgarten of Miss Claudia’s 
Vintage & Costumes with Mark Reynolds of Daisy Corsets.

Bonnie Feingold, Deandra Smith and Chris 
Armstrong of Honey’s Place.

Maria Santilena, Theresa Farber and Leslie 
Wandell of Seeing Red.

Julie Cramer of Daisy Corsets with Rick Taylor, Rebecca Powell and 
Paula Taylor of Taylor Maid Beauty Supply.

Bonnie Wills of Erotic Cabaret, Lon & Terrie Frankel of Frankel ’s Costume 
and Paula Alison of Roma Costumes.

Gary Broadrick, Glenn Alexander and Charles Tubbs of 
Performance Studios.

Tony Laboda and Hilary Branner of 
Hilary’s Vanity.



Pilar Quintana of Yandy, David Briones of Music Legs and 
Chad Horstman of Yandy.

Jerry and Sharon Wiess of Joe Sam’s Fun Shop with Terrie 
Frankel of Frankel ’s Costume.

Araxie Ashkharian and Chrisden Ferrari of Fredericks 
of Hollywood with Mark Reynolds of Daisy Corsets.

Karla Scott, Maria Lara, Larry Garland and Cathy Weaver of 
Eldorado Trading Company.
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Caesar Ho of Simply Halloween, Joseph Tok of Music Legs 
and Gina Nguyen of Simply Halloween.

Debbie Swann of Phantom Halloween, David Briones of Music Legs, Ryan Goldman, 
Kimberly Shea, Robert Golden and Julie Goldman of Phantom Halloween.

Shannon Maxey of Xotic Eyes & 
Anthony Bianchi of Halloween 

Adventure NYC/Gothic Renaissance.
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Erica Ruof of Fairvilla, Susan Dressler and Rena 
Peterson of Music Legs with Theresa Archer of 

Fairvilla.

Morgan Broms of Dolls Kill with 
Sean Monahan of Party King.

Mari Dancel of Music Legs with Jessica Moeller, Donna 
and Jon McCormack of Aaardvark.

Wyatt Buttigieg of Fun House, Amoura Leigh & Stitch 
Azintime of Halloween Adventure NYC/Gothic Renaissance.

Lauren Turner, Deborah Tuttle and Brian Durbin of Goodwill with 
Christine Ramirez of Music Legs (Standing).

Joan Perry of Music Legs and Helen 
Goncalves of Metro Boutique.

Gay Sullivan and Gail Fisher of the 
Bazaar.

Douglas and Wayne Baker of 
Frank Bee Stores.

Susanne Gobel and Roman 
Matthesius of Metamorph GmbH.
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Tempe Krieger, Charlie Santilena and Belinda Toro 
of Charades & Princess Paradise.

Jeff Kretchmer of Dreamgirl, Terrie & Lon Frankel of Frankel ’s Costume with 
Linda Suib of Dreamgirl.

Stephan LaRosa and Danny Merk of Halloween Megastore, Randy Buono of Rubies, 
Paul Merk and Ola Klimczak of Halloween Megastore.
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John Reynolds, Don Lasseter, Dana Henderson and Manuel Chavarria of Party City 
with Mark Reynolds of Daisy Corsets.

Tom Schilling, Renne Fink and David Beige 
of Rubies Costume Company.

John Campbell of Morris Costumes, Pam Tucker of Halloween 
Express and Scott Morris of Morris Costumes.

Joan Perry of Music Legs and 
Taylor Reedy of Goodwill.

Cassandra Lu of Pure Seasons, Amy Tsai of Leg Avenue, Karen Dang 
and Kimberly Thach of Pure Seasons.

Bruno Savage of Seram with Steve Chernoff of Rago.Jason Sanchez of One Net Enterprises, Lori Dilo of Goddessey 
with Larry Kahn.

Jimmy Stoddard of Wilson’s Five & Ten Store 
with Warren Berkowitz of Forum Novelties.

Maury Littleton of Party’N Things with 
Joseph Tok of Music Legs.

Leslie Minerd and Ivory Woods of Hip-Wa-Zee with 
Jim Hoye of Music Legs.

Joe Anton of Disguise.



Mary Hickey-Panayotou, Erin Anderson-Hickey and 
Courtland Hickey of Chicago Costume.

Martine Joanisse of Jolar Speck with Christopher 
Scharff of Dreamgirl.

Teri Burge of Evangelines, Alex Koutsoubas of Party 
King and Deborah Chausse of Evangelines.

Claudia Tublin, Oriana Fernandez of Halloween Adventure NYC and 
Gothic Renaissance with Jodi Lewis of Costume SuperCenter.
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Jonathan Wolfman, Patty Gatto, Lori Gassie and Sherri 
Klaus of Delicious & Rubies.

Chase Miles, Nej Garza, Sarah Snow, Phil Snow of Pibs Exchange with Mari 
Dancel of Music Legs.

Sarah Candito and Jessi King of Lover’s Lane with 
Heather George of HalloweenMart.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Rob Menz of Trading Fort and Bruce Baum 
of InCharacter Costumes.

Jeanne Ryan and Bright Ryan of Wicked Chamber with 
David Briones of Music Legs.

Martine Joanisse and Michel Joanisse of Jolar Speck with Priscilla Cloutier, Sylvie Cloutier, 
Benjamin Cloutier and Andre Clouter of Party VIP.

 Sarah Paul and Rick Paul of Fantasy Costumes with 
Victor McGregor of Smiffy’s.

 Michelle and Brian Pignatello of Black Cat with 
Robb McCullough of Roma Costumes (Standing).

Mark Behar of Smiffy’s, Pamela and Alan Kleinschmidt of 
American Creative Products.

Paul Hulse and Celeste Lord of Halloween 
Planet.
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