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frederick’s filing hurts makers
When Frederick’s of Hollywood filed for 
bankruptcy Sunday, it listed four lingerie 
wholesalers among it 30 largest creditors. 
And it revealed that it already has an offer of 
$22.5 million from Authentic Brand Group 
for its remaining inventory, shared revenue 
from future licensing opportunities and the 
right to run its online store, which will 
remain open during bankruptcy proceed-
ings.

Just prior to its filing, Frederick’s, which 
had been in the process of closing some of 
its stores, announced it had closed them all. 
Frederick’s is planning an auction for the 
various assets on May 28. The possibility 
remains that a higher bidder may come for-
ward, and even one that might choose to 
re-open all or some of the brick and mortar 
stores. The latter possibility seems rather 
remote since the company said it removed 
inventory, “closed their retail stores and 
physically vacated the corresponding 74 
leased premises and surrendered the keys to 
the applicable landlords” prior to the filing.

Among the trade creditors listed in the 
bankruptcy filings are Longray Intimates (a 
firm affiliated with Lingerie International 
Co Ltd. of China) which was owed 
$2,366,126 as of April 15; Montelle, with a 
claim of $1,313,319; National Corset (Shirley 
of Hollywood), with a claim of $575,304; 
and Ascension Lingerie & Swimsuit, with a 
claim of $412,416. Also listed is Thomas 
Lynch, who had been chairman and CEO 
at the company for several years up until last 
summer when he left the firm. His claim is 
for $1,214,141 related to his employment 
contract. Other creditors include Salus 
Capital Partners and a long list of land-
lords. Frederick’s estimates is has total 
assets of about $36.5 million and liabilities 
of about $106 million.

Frederick’s said it filed for bankruptcy 
“amidst a sustained decline in operating 
revenue attributable to increased competi-
tion from other apparel retailers and brands, 
decreased foot traffic in shopping malls, and 
weak discretionary spending by target con-

sumers due to the recent economic down-
turn. This confluence of factors, together 
with the rising cost of wholesale inventory 
and onerous real property lease terms, ulti-
mately resulted in the cessation of the debt-
ors’ retail store operations prior to the peti-
tion date.”

One lingerie wholesaler who has been 
doing business with Frederick’s for years 
(and who asked to remain anonymous) said 
the filing was “a shame,” but blamed it on 
“mismanagement.” Over a period of six 
years, up until May of 2014, and operating 
as a public company, Frederick’s racked up 
combined losses of over $100 million. 
Fredericks was acquired early last summer 
by Harbinger Group Inc. (now HRG 

Group) and taken private. At that time 
there were 94 stores. As of February, 2008 
the company had been operating 135 retail 
shops.

Frederick’s had previously filed for bank-
ruptcy in July 2000, and emerged in 
December 2002. In December of 2006 the 
company merged with the public company 

Movie Star, with the combined entity then 
taking on the Frederick’s of Hollywood 
name.

Authentic Brands Group (ABG) is a 
licensing company that lists 25 brands with 
which it works on its website. Prominent 
among them are Tapout, Marilyn Monroe, 
Juicy Couture, Adrienne Vittadini and 
Airwalk. Under its deal with Frederick’s it 
must share any future licensing revenue. 
“Immediately following such time as ABG 
receives $10 million in net brand revenue, 
ABG shall perpetually and immediately 
begin to pay FOH [Frederick’s] or its suc-
cessor,” the agreement reads, “25% of the net 
brand revenue and 25% of other revenue.”

Frederick’s currently has licensing agree-
ments in place with a handful of companies 
including Mystery House Costumes, Roffe 
Accessories, Lady Sandra Home Fashions 
and others.

vs: lots more stores in 2015
Victoria’s Secret plans, in 2015, to open 
“approximately 26 net new Victoria’s Secret 
stores (21 in the U.S. and five in Canada) 
and expand some existing stores, for a total 
net gain in square footages of about 5%. 
Additional expansion is planned around the 
world.

As of the end of 2014 there were about 
1,098 Victoria’s Secret and Pink stores in 
the U.S. and about 41 in Canada.

Parent company L Brands, in its 2014 
annual report, announced plans to open 
four additional Victoria’s Secret stores in 
the UK, raising the total to 14. In the 
Middle East, the company’s partners plan 
to open “eight to 10” lingerie stores, includ-
ing two Pink stores, added to 14 stores 
already open there under the two brand 
names. Last year, other partners opened “92 
net new Victoria’s Secret Beauty and 
Accessories stores, bringing the total to 
290,” and L said an additional 120 of the 
stores, “located in local markets, airports 
and tourist destinations,” are planned for 
2015. These stores sell only a limited amount 
of lingerie.

As previously reported, Victoria’s Secret 
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net sales in 2014 “increased $323 million to 
$7.207 billion, and comparable store sales 
increased 3%.” At Victoria’s Secret Stores, 
“net sales increased 6% due to the perfor-
mance in PINK, core lingerie and sport 
driven by a compelling merchandise assort-
ment that incorporated newness, innova-
tion and fashion, as well as in-store execu-
tion. These results were partially offset by a 
decrease in beauty driven by the exit of the 
make-up category.” Meanwhile, at 
“Victoria’s Secret Direct, net sales were 
roughly flat due to the decrease in non go-
forward apparel offset by increases in 
PINK, core lingerie, go-forward apparel, 

sport and beauty.”
As of January 31, 2015, L Brands said part-

ners operated 266 La Senza lingerie stores 
in 29 countries. But it also reported that net 
sales and gross profit both decreased at 
those La Senza stores it itself operates in 
North America (about 145 at the end of 
2014). “The gross profit rate decrease was 
primarily driven by a decrease in the mer-
chandise margin rate at La Senza, partially 
offset by a decrease in the buying and occu-
pancy expense rate.”

In addition to its lingerie shops, L Brands 
operates the Bath & Body Works chain 
and the Henri Bendel stores. In its annual 
report it disclosed a significant drop in the 
number of suppliers from which it buys. 
“During 2014, we purchased merchandise 

from approximately 700 suppliers located 
throughout the world. No supplier provid-
ed 10% or more of our merchandise pur-
chases.” In its 2013 annual report it had said 
it purchased from about 900 suppliers.

Though it remains a key to Victoria’s 
Secret’s success, the word “catalogue” 
appears only twice in the 2014 L Brands 
annual report. “Advertising and catalogue 
costs totaled $436 million for 2014, $452 
million for 2013 and $460 million for 2012.” 
The modest decrease in costs would tend to 
indicate Victoria’s Secret is mailing some-
what fewer, though still a substantial, num-
ber of catalogs. But while Wikipedia cur-
rently says the store sends out “375 million a 
year,” Victoria’s Secret has been reticent to 
reveal the number in recent years. That is 
because, starting in 2004, environmental 
groups began criticizing the company, to 
great media attention, for the number of 
trees destroyed in making the paper to print 
the catalogs.

The annual report notes that sales per 
“average selling square foot” in Victoria’s 
Secret stores rose from $824 in 2013 to $836 
in 2014. Sales per average store rose to 
$5.061 million from $4.969 million during 
the same period.

yandy crows over frederick’s bust
Chad Horstman, the founder and CEO of 
Yandy.com, a leading retailer of intimate 
apparel, has taken the unusual step of dis-
tributing a statement citing the bankruptcy 
of Frederick’s of Hollywood to promote his 
own company.

In a press release Horstman had distrib-
uted by PR Newswire on April 20, he said 
the news that Frederick’s had closed all of 
its stores and that its web business will con-
tinue under different owners, “further vali-
dates the premise” on which the Yandy 
online business was founded in 2006. He 
used the rest of the press release to boast 
about the success of his own website.

“Consumers are more comfortable shop-
ping for lingerie and intimate apparel 
online,” declared the Yandy founder, adding 
that “a fundamental shift in retailing was 
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well under way. Over the past decade, a 
number of traditional mall retailers have 
struggled to remain relevant as consumers 
have changed how they shop at malls and 
consumers found new ways to engage and 
identify with brands online.”

The press release claimed that Yandy is 
now “the country’s largest online retailer of 
sexy lingerie behind only Victoria’s Secret” 
as well as having “become known as the 
leading U.S. e-commerce retailer of adult 
Halloween costumes.” While choosing not 
to provide his own financial statements (or 
any indication of profit or loss) to back up 
its claims, the Yandy release “did confirm 
that it had long ago surpassed the $28 mil-
lion of annual online revenue that Frederick’s 
is reported to have generated in 2014.”

In 2014 Victoria’s Secret’s “direct” sales 
(which are composed of the business it does 
outside of its stores, from its websites and 
catalogs), totaled $1,507,000,000 according 
to parent company L Brands’ annual report. 
Or over 53 times the figure cited by the 
Yandy CEO.

Horstman continued his personal state-
ment noting, “Unlike the brick-and-mortar 
approach that Frederick’s was built on 
many years ago, e-commerce affords us 
numerous advantages over traditional 
retailers ranging from sophisticated con-
sumer engagement and customization to 
superior speed and pricing, which form the 
pillars of exceptional customer service that 
our clientele expect and rely upon. 
Combined with the intimate nature of a 
product like lingerie, it is no surprise that 
Yandy and the online channel generally 
have continued to take significant market 
share from brick-&-mortar retailers, a trend 
that has only accelerated in recent years and 
shows no signs of slowing down.”

Of course, the recent bankruptcy certainly 
does confirm one portion of Horstman’s 
postulate: the only portion of Frederick’s of 
Hollywood, founded in 1947, that is now 
guaranteed to survive is the online business. 

Authentic Brands Group has already bid 
$22.5 million to run the Frederick’s website 
(as well as for inventory and licensing 
rights).

But at Victoria’s Secret, the retail shops 
are still going strong. Net sales at its brick 
and mortar stores in the U.S. and Canada 
rose by $332 million from 2013 to 2014, to 
total $5.7 billion last year. And instead of 
closing stores, Victoria’s Secret has said it 
will open 26 new locations in the U.S. and 
Canada in 2015. And many more of its stores 
will open overseas this year. (See: “More 
Victoria’s Secret Stores Coming In 2015” 
http://www.bodymagazine.us/news.
php?idArticles=4255).

triumph using musical cartoons
Triumph has created a clever way to lock up 
customers at an early age. A cynic might call 
it an innocent version of what tobacco giant 
R. J. Reynolds was doing with the cartoon 
character Joe Camel in the late 1980’s and 
early ‘90’s to lure children to its products.

The Swiss-based intimates firm just 
released in Europe an animated, musical 
commercial that features cartoon versions 
of three young women and a magical green 
frog singing and searching inside a large 
store for the perfect, correctly fitting bra.

The television ad, titled “Find The One,” 
began airing April 13 in the UK, Germany 
and Italy, and will run through mid May. 
Versions are also available online in Europe. 
In announcing the new ad, Triumph stated 
it was “Created to accompany” the Stand 
Up for Fit and Find the One ad campaigns 
it already has in place. The company 
claimed “It is the first time a lingerie brand 
has used animation to convey the life chang-
ing experience of finding the right bra and 
the first time it has animated one of its mod-
els.”

The animated young ladies dance and 
sing their way around a store in a young and 
playful manner. One snaps a bra across the 
room at another. The shop bears the 
Triumph crown logo on its door, floor and 
every clothing rack and fixture. Finally one 
of the ladies, Hannah, goes into the fitting 
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room to try on a bra. In a twinkle, the ani-
mated blond is transformed into the actual, 
human Sports Illustrated swimsuit model, 
Hannah Ferguson, admiring herself in the 
mirror. And the frog has been transformed 
into a cute little dog.

While the Triumph announcement stated 
“the movie uses animation to tell the emo-
tional story of finding the right bra,” all 
three digital lasses seem particularly well 
served with the brassieres they already have 
on before they discover the Triumph shop 
and begin their emotional search. Never in 

all the twisting, jumping, twirling or chest 
thrusting poses is any bosom displayed in 
an unflattering manner. The message, as 
portrayed here, seems to be closer to the 
more obvious one: ‘When you finally put on 
a Triumph bra, in a twinkle you’ll become a 
famous cover girl.’

The two minute ad is amusing, extremely 
well made and sounds great. One could eas-
ily imagine he was listening to a melody in 
one of the better Disney animated fairy 
tales. According to the lingerie giant, the 
“score was composed specially for Triumph 
by Tony award-winning American musical 
theatre composer, Jason Robert Brown, 
and the vocal performed by three acclaimed 
Broadway singers. Prague’s acclaimed 

Filmharmonic Orchestra performed the 
enchanting musical accompaniment.”

The team of Tobias Fueter and Yves 
Bollag of the Swiss production firm stories 
AG, created the commercial. Said Fueter of 
the work, “Women easily identify with ani-
mated characters, which explains the suc-
cess of animated fairytales all over the 
world.”

Of course, the other group that even more 
easily identifies with animated characters is 
children.

Links to the commercial can be found 
here: http:

http://www.stories.ch
or here:
h t t p : / / w w w . m u l t i v u . c o m / p l a y e r s /

English/7494251-triumph-animated-find-
the-one-movie/

intimacy stores losing money
The Intimacy chain of lingerie stores lost 
money for its parent company for the first 
time in 2014, and as a result of continuing 
declines there, the publicly trade lingerie 
firm Van de Velde was forced to register an 
impairment charge of 31.4 million euros.

That Intimacy write down took a huge 
bite out of Van de Velde’s earnings for 2014. 
Net income was only 2.926 million euros on 
sales of 198.366 million euros in 2014 com-
pared to earnings of 31.153 million euros on 
lower sales of 182.433 million euros in 2013. 
Conversely, operating profit for Van de 
Velde, before accounting for the impair-
ment (as well as taxes and other expenses), 
was 49.541 million euros last year, com-
pared to 39.384 million euros in 2013.

“Intimacy is a big, unexpected disappoint-
ment, which keeps both our feet on the 
ground,” Van de Velde declared in its 
recently released annual report for 2014. 
The Belgian company began to acquire the 
U.S. retailer, in stages, in 2007, and in the 
current annual report it revealed, “The turn-
ing point in like-for-like growth came in 
2008 (which was a tough year in the United 
States), but Intimacy’s decline has gone on 
too long.”

Over the eight years that Van de Velde 
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was expanding its ownership stake at 
Intimacy (which finally reached 100% in early 
2015) it repeatedly predicted it would be able 
to turn things around at the retailer, only to 
admit at the end of each reporting period 
that it had not been able to do so. The new 
owner had hoped that as it dramatically 
increased the percentage of its own brands 
(PrimaDonna, Marie Jo and Andres Sarda) 
in the stores and was able to exert greater 
management control (as it increased its own-
ership share) things would get better. But 
that did not happen.

Now, with Intimacy 
actually losing money for 
the first time, management 
appears motivated to try 
something different. 
“Major challenges await in 
2015. First and foremost, in 
the United States we will 
have to thoroughly evalu-
ate our retail subsidiary 
Intimacy,” declared Lucas 
Laureys, chairman of the 
board, in a statement that 
opened the current annual 
report. Elsewhere in the 
report the company 
emphasized, “At Intimacy 
we cannot allow the cash 
drain experienced in 2014 
to continue.”

Nowhere in the annual 
report, however, does the company explain 
what new remedies it will implement to stop 
the losses at Intimacy. Opening more stores 
may not be the solution. Currently there are 
16 locations (one store was added during the 
past year), and in last year’s annual report 
Van de Velde had said it was planning to 
continue to open one new Intimacy store 
each year through 2017. That statement was 
not repeated in this year’s report.

“In the United States we have been unable 
to get Intimacy’s engine running. This is 
despite the same principles being applied as 

in other countries,” admitted the company in 
the annual report. “Marketing continues not 
to be strong enough in the United States 
and implementation on the shop floor could 
be better – despite the best efforts of local 
management.”

Elsewhere in the 2014 report, the company 
explained the steps it took to arrive at the 
31.4 million euro write down for Intimacy, 
concluding, “As a consequence, the value of 
both goodwill and the brand with indefinite 
useful life is zero.” It continued, “The profit-
ability of Intimacy continues to suffer from a 
further turnover decrease and the turn-
around at Intimacy remained elusive in 2014. 
In addition to a significant loss on a stand-
alone basis (Intimacy’s stores), Intimacy 

recorded negative consoli-
dated REBITDA [ 
Recurring Earning Before 
Interest  Taxes , 
Depreciation and 
Amortization ] (including 
the margin on Van de 
Velde brands sold through 
Intimacy) for the first time 
in 2014. The targets were 
not achieved and Intimacy’s 
performance also fell short 
of the targets set when the 
majority stake was 
acquired in 2010, which 
were used as a basis for the 
valuation in 2010 of the 
goodwill and the other 
intangibles in accordance 
with IFRS [ International 
Financial Reporting 
Standards ].

Despite the isolated problems at Intimacy, 
“2014 was another exceptional year with 
regard to turnover and profitability,” for Van 
de Velde as a whole, wrote chairman 
Laureys in his opening statement. “All 
wholesale brands performed very well and 
the introduction of PrimaDonna Swim was 
an outstanding success. Retail advanced in 
the right direction – as planned – in Europe 
in terms of turnover and income.”

In discussing its wholesale brands, Van de 
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Velde, reported “PrimaDonna remains the strongest” of its brands 
“and our most important growth vector. Statistically, women’s cup 
sizes are getting bigger. So PrimaDonna’s potential is growing and 
it also gives independent specialty shops something they can rely on.” 
The report also claimed “These past two years Marie Jo has shown 
that a better collection drives growth. Subsidiary brand Marie Jo 
L’Aventure has also made progress. As of 2015 not only will the brand 
bring the new ‘Nicky’ briefs series to market, the campaign visual will 
also be changed. A new team took responsibility for this and they will 
also ensure the way the Marie Jo image is communicated and pre-
sented is further improved.”

In addition, “sales of Andres Sarda to the specialty retailers have 
posted growth for three consecutive seasons. The brand has been 
boosted by a combination of higher turnover, slightly better margins 
and lower costs in Barcelona (due to restructuring in 2013). That 
said, there is still a long way to go before Andres Sarda fulfills our 
ambitions.”

Unlike the U.S., retail operations in Europe and other parts of the 
world have been generally good for Van de Velde. In summarizing its 
annual results in February, the company reported a “20.3% rise in 
retail turnover in continental Europe, especially due to strong like-
for-like growth in Germany (14.8%) and the Netherlands (14.3%).” It 
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also pointed to “A rise in retail turnover at 
Rigby & Peller in the United Kingdom by 
6.8% (1.6% on a like-for-like basis) in local 
currency.”

In the annual report, 
Van de Veld stated, “Our 
retail strategy is to build a 
brand in the fitting room 
channel. The decision 
was taken to make Rigby 
& Peller the vanguard 
brand internationally,” 
the company explained in 
its report for 2014. “Rigby 
& Peller shops are now 
open in the United 
Kingdom, Germany, 
Denmark, Hong Kong 
and China. The strong 
local brand Lincherie 
leads the way in the 
Netherlands,” it contin-
ued.

“In Germany our shops 
experienced growth of 
more than 14% (on a like-
for-like basis). Two Rigby & Peller shops 
were opened in Copenhagen (Denmark), 
for the time being under our own manage-
ment, although independent entrepreneurs 
with an interest in the concept are being 
sought. The aim is to set up relationships 
with independent retailers in Germany, too, 
on the basis of a franchise formula.” The 
reported explained that “In the Netherlands 
all former Donker shops were converted to 
Lincherie in 2013, which led to very strong 
growth in excess of 14% (on a like-for-like 
basis) in 2014. The franchise shops also 
grew by 10%, in an otherwise steady Dutch 
market.”

The company has not found success oper-
ating its own stores in France and Spain, 
but is doing better in the U.K. “In Spain we 
will restrict ourselves to running the Andres 
Sarda flagship stores (Madrid and 
Barcelona). The Marie Jo boutiques have 
already been closed in France. Rigby & 

Peller moved in the right direction in the 
United Kingdom. 2014 saw slight growth 
in turnover on a like-for-like basis and a 
substantial strengthening of EBITDA. We 
want to accelerate that growth in 2015.”

Turning to Asia, Van de Velde stated that 
“In Hong Kong our partners Getz were on 
track up to the end of August, but the 

‘Occupy Central’ movement 
resulted in a decline in a 
number of shops. 
Furthermore, the shop port-
folio has been adjusted on a 
couple of occasions due to 
the short-term contracts 
that apply there. Shanghai 
is the main focus in China.”

Commenting on internet 
sales, Van de Velde report-
ed “new e-commerce web-
sites were developed in both 
Germany and the 
Netherlands for our own 
shops and franchisees. 
Rigby & Peller’s e-com-
merce website in the United 
Kingdom was taken over by 
Schellebelle and is run from 
Wichelen, which is a much 
more efficient approach.”

calida, aubade sales off a bit
2014 sales dropped slightly at both Calida 
and Aubade, the underwear and intimate 
apparel divisions of Calida Holding AG, as 
the Switzerland-based parent company 
completed its majority takeover of the 
Lafuma Group, a producer of surfing, ski-
ing, climbing and other outdoor products.

Net sales for all divisions of Calida 
Holding doubled to 412.4 million Swiss 
francs (CHF) (about $424.4 million at 
today’s exchange rate) from 206.4 million 
CHF in 2013, while net income more than 
doubled to 23.6 million CHF (about $24.2 
million) from 10.6 million CHF. As of 2014, 
underwear and intimate apparel represent 
slightly less than half of sales at the firm (at 
203.3 million CHF) and the change was 
reflected on the cover of the 2014 Calida 
Holding annual report which depicted a 
mountaineer, thousands of feet up, fighting 

to maintain his balance atop an icy peak. 
Last year the cover depicted a model in lin-
gerie, garter belt and hose standing on a far 
less precarious flight of sun filled steps.

At the Calida division 2014 sales dropped 
to 137,753,000 CHF (about $141.8 million) 
from 138,718,000 CHF the year before, but 
“operating profit contribution” rose to 

39,193,000 CHF (about $40.3 million) from 
38,977,000 CHF in 2013.

At the Aubade division, sales in 2014 
dropped to 65,536,000 CHF (about $67.4 
million) from 67,669,000 the year before. In 
addition, “operating profit contribution” 
also fell, to 18,077,000 CHF (about $18.6 
million), from 19,256,000 CHF in 2013.
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“Although the traditional brands CalIda 
and Aubade were, as expected, unable to 
match the excellent sales and income fig-
ures of the prior year, the CalIda Group still 
managed to generate strong growth in the 
fiscal year 2014 thanks to the above-plan 
development of all three divisions in the 
newly acquired Lafuma Group,” explained 
Dr. Thomas Lustenberger, chairman, and 
Felix Sulzberger, CEO, in a letter at the 
front of the annual report.

“Following a strong first half year, which 
saw sales grow by 1.5 percent, consumer 
demand tailed off in the second half,” the 
executives wrote, in describing results at 
the Calida division. “Overall and adjusted 
for currency effects, a very modest increase 
of 0.6 percent was reported at year-end. 
Like-for-like growth of 2.2 percent was gen-
erated in our own stores, 
while direct internet 
sales increased by 71.9 
percent to CHF 2.4 mil-
lion and outlet store 
sales were up 11.3 per-
cent to CHF 10.9 mil-
lion. The positive devel-
opment of our own sales 
channels compensated 
for a further slowdown 
in wholesale. The 
wholesale business with 
retailers and depart-
ment stores once again 
declined in the report-
ing period. Traditional 
retail sales were stable 
in the CalIda brand’s 
key  markets , 
Switzerland and 
Germany, where over 
80% of sales are gener-
ated. Department store sales dropped, 
however. The export markets exhibited 
steady development.”

Lustenberger and Sulzberger discussed 
the drop in sales at Aubade. “This is mainly 
attributable to the weak consumer environ-

ment in the 
p r i m a r y 
m a r k e t , 
France, and 
in the major 
export mar-
kets of 
Europe and 
Japan. Our 
own direct 
sales chan-
nels gener-
ated like-
for-like growth (of 0.6 percent with Aubade 
boutiques, 10.8 percent with outlets and 
47.3 percent with direct internet sales) and 
proved to be an important stabilizing influ-
ence on sales. This development was not 
enough to compensate entirely for the fall in 
wholesale sales, however. Wholesale sales 
were down equally in France and the export 
markets as a result of structural factors. 
Specialist stores have been losing ground 

for many years and we 
have to focus consistently 
on direct sales to our cus-
tomers.”

The Calida executives 
continued, noting that 
“Retail, outlet and inter-
net sales channels already 
account for 41.9 percent 
of Aubade sales. The 
profitability of the retail 
business has been an 
important operating 
focus at Aubade in recent 
years, and the brand has 
virtually reached the 
desired level at its French 
stores thanks to ongoing 
optimization of the inven-
tory control system, train-
ing of sales staff and tar-
geted marketing mea-
sures. In contrast, devel-

opment on the international markets out-
side of France is less than satisfactory in 
both the wholesale business and at our own 
boutiques. The dominating strategic issue 
for the coming years, then, will be the inter-
nationalization of the Aubade brand – driv-

en by collection development, marketing 
and sales measures.”

Lustenberger and Sulzberger closed their 
letter in the annual report with a discussion 
of the currency exchange rate issues with 
which the company must deal in 2015. “The 
CalIda Group will respond quickly to these 
negative external influences and adjust cost 
structures wherever possible. The Group’s 
brands are firmly embedded with trade and 
private consumers, which, coupled with a 
solid operating structure, will help support 
the Group’s earning power. We still expect 
income for the fiscal year 2015 to fall consid-
erably, however.”

cacique jabs victoria’s secret
Score a win for Cacique, the plus size linge-
rie brand from Lane Bryant, that has chal-
lenged Victoria’s Secret’s definition of sexy 
lingerie in its new “I’m No Angel” advertis-
ing campaign. The American media — and 
social media — have enjoyed watching 
Cacique throw down the gauntlet.

In announcing the spring advertising 
push, which began April 6, Lane Bryant, 
stated “the #ImNoAngel movement invites 
the world to celebrate women of all shapes 
and sizes by redefining society’s traditional 
notion of sexy with a powerful core mes-
sage: ALL women are sexy.” The “compre-
hensive national advertising campaign” is 
being seen in “video across Lane Bryant’s 
stores and social media channels, as well as 
on billboards, public transportation (includ-
ing on buses and subways), television and in 
print.”

While the Lane Bryant ads and announce-
ment do not actually mention Victoria’s 
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Secret by name, a wide 
range of media stories 
and a multitude of 
social media posts do, 
with many embracing 
the Lane Bryant side of 
the issue. A CNN arti-
cle stated, “Lane 
Bryant has come up 
with a devil of an idea 
to market its lingerie 
while poking fun at a 
competitor.” Under the 
headline, “Lane Bryant 
jabs Victoria’s Secret,” 
USA wrote, “Lane 
Bryant is taking aim at 
Victoria’s Secret with 
their new campaign for 
their exclusive lingerie 
collection, Cacique,” 
adding, “Clearly, the 
hashtag is referring to the teeny-tiny 
Victoria’s Secret Angels, which the Lane 
Bryant models proudly are not.”

ABC News’ Good Morning America ran 
a piece, that contrasted videos from both 
the Lane Bryant campaign and a Victoria’s 
Secret lingerie show, declaring, “The 
Victoria’s Secret lingerie models known for 
flaunting their angel wings down runways 
have some new competition.” The 
Huffington Post wrote, “Move over 
Victoria’s Secret. Lane Bryant just won the 
prize for sexiest campaign of 2015.”

The advertising trade publication Adweek 
defined the new ads in sharper terms. 
Under the headline “Lane Bryant Bashes 
Victoria’s Secret With ‘I’m No Angel’ 
Campaign Attack Ad - Lights Up Social 
Media,” writer Roo Ciambriello declared, 
“It’s a direct dig at Victoria’s Secret, and 
social media is loving it. Women have 
jumped on the trending hashtag, posting 
their own photos and declarations with 
#ImNoAngel.”

This reaction is just what Lane Bryant 
was hoping for. In its original announce-

ment it said “The #ImNoAngel hashtag 
was created as a headline provoking all to 
come together in redefining the ideals of 
sexy with the hopes of igniting a significant 

revolution. In conjunction 
with the national advertising 
campaign, Lane Bryant 
invites anyone and everyone to 
join in the movement with a 
selfie that showcases their 
own idea of sexy. Using 
“#ImNoAngel” - written in 
lipstick on a mirror- all are 
encouraged to share their 
images across the brand’s 
social media channels as well 
as through their own personal 
channels.”

Models featured in the 
Cacique campaign include 
Ashley Graham, Marquita 
Pring and Candice Huffine. 
The television ad reminds 
viewers that its bras are 
“Available in sizes 36-50C - 
DDD, 40-44B. 38-44FGH.”

agent provocateur manhasset
Agent Provocateur opened its 20th location 
in the U.S., a 700 square foot shop in the 
Americana mall in Manhasset, Long Island, 
in April. Yet another location is planned for 
later this summer, a 990 
square foot shop in The 
Mall Short Hills in New 
Jersey.

The UK based lingerie 
firm opened its 100th 
shop in Australia in 
February and now claims 
locations in about 29 
countries overall.

The Manhasset “bou-
tique will be a luxurious 
boudoir inspired empori-
um featuring built-in lin-
gerie displays finished 
with classic baby pink and 
black colorways, and grey 
and black lace carpets,” 
according to a company 
description. “Display fix-

tures are 70’s inspired with materials of 
black beveled glass, mirror, brass and lac-
quer, all adding a rich and warm art deco 
feel. The sales staff will wear the iconic pink 
house coats designed by British designer 
Vivienne Westwood.”

Both of the new boutiques will offer “the 
main collection, classics, bridal, swim, 
hosiery and accessories.”

Earlier this year Agent Provocateur 
announced plans for new shops in London 
and Los Angeles in 2015, as well as further 
expansions “across the US, EMEA and 
Asia Pacific.”

heidi exclusively at macy’s
Bendon has offered the Heidi by Heidi 
Klum Lingerie collection to Macy’s on an 
exclusive basis. The lower-priced line is part 
of the celebrity’s overall brand, which also 
includes a men’s label, HKMAN.

Last October, a few days after Elle 
Macpherson announced she was ending 
her relationship with Bendon, that compa-
ny announced “the entire Elle Macpherson 
Intimates collection will be re-branded as 
Heidi Klum Intimates and will launch on 1 
January, 2015.” At the time the company said 
the brand would be available in “1800 retail 
doors worldwide January 2015.”

The Heidi segment “is currently available 
at more than 100 Macy’s stores nationwide 

and on macys.com,” accord-
ing to Bendon, offering 
“impeccable fit and superb 
style, both at incredible 
value, ranging from $12 to 
$44.”

Of course, as is its usual 
custom, Macy’s chose to 
launch the new Heidi by 
Heidi Klum line at a deep 
discount, marking down 
the $44 bras 25% to $33 and 
the panties from $12 to $9 
on its website. On April 24, 
in an apparent typographi-
cal error, all the panties 
were also offered at “3 for 
$30 - Enjoy Extra Savings 
When You Buy 3.” Under 
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Ted: What makes your 
store special?

Iris Clarke:  It starts with 
the right foundation! 
When a customer walks in 
the store, we understand 
what they truly want and 
we make sure to deliver 
better than anyone else. 
With our fine expertise in 
the products, our custom-
ers see the knowledge that 
they receive along with 
individual attention. Trust 
is key within Iris Lingerie, 
for without it, the cus-
tomers would never feel 
as comfortable as they 
are right now. We thrive 
to give the best customer 
service as possible .The 
feedback is extraordinary 
from our customers and 
with that, we continue to 
see the growth of Iris Lin-
gerie.
   
Ted: What do you look for 
in a brand?

Iris: I look for the style, 
fit, comfort, and quality. 
The brands that I carry the 
most are Chantelle, Prima 
Donna, LeMystere, Fan-

tasie, Freya and more. Ch-
antelle and Prima Donna 
is the number one seller 
at the store.  The newest 
products are Affinitas and 
Fine Lines. We also carry 
a selection of bridal and 
body wear.  There are two 
brands that I am looking 
at which is Lejaby and 
Danielle Hechther, who 
is new.

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

Iris: The popular style is 
still the T-shirt bra as well 
as the low plunge, push up 
and back less bra. 

Ted: Describe your price 
points and size ranges.

Iris: We carry a large se-
lection of sizes from 30-
48 bands and sizes A-N 
cups. Our prices range 

from $45 and up. We try 
to fit everyone’s budget.

Ted: What is your typical 
or average customer size? 

Iris: Our customer size 
varies; usually our best 
selling sizes are 32D-34F.

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

Iris: On average our cus-
tomers spend about $150 
to $250.

Ted: Describe your cus-
tomer. 

Iris: Our customer base 
are mostly women of all 
ages including nursing 
mothers and young adults. 

Ted: What else can you 
tell us about your busi-
ness? 

Iris: Iris Lingerie carries 
not only the world’s finest 
bras, we also carry various 
sizes of swimwear, night-
wear, body wear, bridal 
wear, undergarments, and 
accessories that are dis-
played in order to make 
shopping at Iris Lingere 
a place where the options 
are limitless!

retail profile: iris lingerie
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Ted Vayos, BODY: Describe 
your retail bsuiness for our read-
ers.

Linda Vinciguerra:  I just moved 
to a new location on New Dorp 
Lane on Staten Island. My new 
spot is at 324 New Dorp Lane 
which is a busy commercial 
strip. I opened here because the 
former location I was based in 
on the South Shore of Staten 
Island was struggling due to the 
economy and continuing con-
struction projects that caused 
parking problems and drove 
customers elsewhere. I needed 
a spot that was easily accessible 
and that customers could get to 
that was within walking distance 
and my new location offers that. 
My shop is 900-square feet and 
includes negligees, camisoles, 
peignoirs, bustiers, corsets, ted-
dies, and nightgowns. I am lo-
cated within the Ivory & Co. 
store, which sells high-end el-
egant gowns. When I told the 
owner Ivory & Co. I was closing 
up shop he offered me to come 
and reopen up in his shop since 
he had the space for lingerie. He 
noted he had a lingerie shop 20 
years ago and said it’s time to 
have a lingerie shop again. Be-
ing a long-time business wom-
an in the community, who has 
received awards for community 

service, and who is actively in-
volved on the Island, I feel this 
is the perfect marriage between 
our stores. Now customers can 
get one-stop-shopping that will 
include giving them the perfect 
dress and the perfect undergar-
ment to go with it. I’ve been in 
business for 16 years and I al-
ways focused on lingerie, but 
the new space I am in now is 
allowing me a chance to con-
centrate more heavily on foun-
dations and shape wear. Lots of 
women are interested in shape 
wear because it helps them look 
better in their regular clothing 
and special evening wear and 
I feel this will help expand my 
business in a new direction.
 
Ted: What makes your business 
special?

Linda: My store is special be-
cause I offer something different 
to my customers: I personalize 
the customer experience. First 
of all, eight out of 10 women are 
not wearing the right-sized bra. 
My expertise in the field allows 
me to size them correctly to 
make sure they are fitted prop-
erly. While chain stores might 
offer similar items, I am really 
a specialty shop and I have the 
knowledge and know-how to 
provide my customers with the 
just-right-fit they look for in   
undergarments. I am a qualified 
bra and foundation fitter. My 
hands-on customer service and 
personality is what really makes 
me special. My customers are 
those looking for special items 
which can’t be found in depart-
ment stores.
   
Ted: What do you look for in a 
brand?

Linda: I look for quality and 
function and brands that have 

been around for a long time 
whose products are synonymous 
with quality and high standards. 
I also look for brands that cater 
to a large variety of customers. 
The brands I carry and recom-
mend include Le Mysterie, 
Julie France, Body Wrap, Car-
nival, Flora Nikrooz, and Got-
tex. New brands I’ve included 
are Affinitas, Parfait, and Fine 
Lines. I also carry swimsuits, 
menswear, hosiery, and lounge-
wear/pajamas and bridal linge-
rie.

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

Linda: A lot of women are buy-
ing foundations now. Women 
are a looking for a way to look 
beautiful in elegant evening 
dresses and even in their every-
day wear even when their are not 
in tip-top shape. The big items 
in foundations are functional 
corsets -- wearing foundations 
beats having surgery, and it 
slenderizes and make women 
feel good. Women are looking 
for ways to look better in their 
clothing, be it their business suit 
or for a night out on the town 
and I am able to offer them that, 
without them having to spend 
hours in the gym. A big plus is 
that a lot of the foundation wear 
helps women feel very sexy.

Ted: Describe your price points 
and size ranges.

Linda: Foundation wear can 
range from $25 to $75, costs for 
bras can run from $60 to $85, 
but customers are getting top-
of-the-line products from com-
panies who have been around 
for awhile and have a strong 
reputation for good products. 
Sizes run from small up to 3X; 
bra sizes from 32A to 44H.

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

Linda: I deal with very well-
endowed women; a lot of bras 
sizes run DD to H cups. Foun-
dation sizes can run from large 
to 3X, those are the ones I sell 
a lot of, they are the ones I con-
stantly have to reorder.

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

Linda: The average customers 
spends between $60-$100 per 
visit.

Ted: Describe your customer. 

Linda: My customer base is pri-
marily women from ages 25-70; 
the ages of men who patronize 
my store range from 30-65.

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

Linda:  My business has been 
the most impacted by moving 
to a new location while also 
refocusing my brand to compli-
ment the upscale dress boutique 
that I am now working hand in 
hand with. Working with Ivory 
& Co. has literally saved my 
business. This new location and 
partnering with them will help 
me reach a far greater number 
of customers and allow me to 
grow my business in a way that 
my old location could not. I 
look forward to my continued 
relationship with them and the 
chance to acquire new custom-
ers as well as continue to serve 
my old customers by giving 
them the personalized service 
they are accustomed to.

retail profile: linda lingerie
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each of the Heidi items, Macy’s displayed a 
message offering a further, “EXTRA 15% 
OFF” as part of its “Super Stock-Up Sale!”

In all, Macys.com was offering 11 bra and 8 
panty styles from the Heidi collection. 
According to Bendon, the complete line 
consists of 30 pieces, ranging in size from 
32A to 38DD and small to extra-large.

The Macy’s website also was also offering 
the higher priced Heidi Klum Intimates col-
lection, with 14 bras ranging in price from 
$62 to $68, a chemise at $88 and nine panties 
ranging from $22 to $32.

texco: sports bra hook & eye
Texco, a leading manufacturer hook and eye 
bra closures, has created a new collection of 
components specifically designed for sports 
bras: the Sports Series. This comes at a time 
when most wholesalers having expanded 
their bra offerings to include at least one sil-
houette designed for exercise.

“Texco’s attractive new Sports Series hook 
and eye bra closures cover all the bases pro-
viding comfort, security and functionality,” 
declared Claudia Poppe, director of sales 
and marketing. “These components are per-
fect for sports bras. Texco’s Sports Series 
closures feature Soft Edge technology to 
deliver extra softness no matter the workout.”

“From yoga to rowing, walking to running, 
different levels of exercise require different 
kinds of support,” continued Poppe. “Texco’s 
expertise and product styles ensure a ‘great 
fit.’ Plus, Texco’s new Sports Series goes the 
distance and offers fabrics, giving customers 
a complete package that includes color and 
texture choices as well as options like cool-
ing yarns and moisture wicking fabrics.”

Texco has the technology, experience and 
resources to handle special style and spacing 
requirements, minimum order quantities 
and quick delivery times, emphasized the 
sales executive. “Founded in 1969, Texco is a 
world leader in premium hook and eye man-
ufacturing.” Based in Hong Kong, the com-
pany “combines innovation and experience 
to offer smart, stylish products and solutions 
for the intimate apparel industry.”

Contact Claudia Poppe, who is based in 
Greenville, SC, at 864-230-5319 or 864-230-
5319, or visit www.texco.com.hk.

catanzaro: new stores & rep
The International Lingerie Show (ILS), 
which concluded at the start of April, “was a 
very good show for us” according to French 
fetish designer Patrice Catanzaro.

“We had a lot of very interesting contacts. 
And especially thanks to our collaboration 
with BODY Magazine, we met a sales agent 

Mark Rosenfeld (marklingerie@yahoo.com, 
609-273-3442), who is going to become our 
representative for the United States. It is 
going to facilitate the communication with 
our customers, improve our understanding 
of the market and to allow the development 
of our brand.”

Catanzaro said he was “delighted” with the 
response at the recent ILS, adding, “Our 
market gets bigger. We now have customers 
in states and cities where we had nobody.” 
He listed, as examples of recent additions, 

Naughty in New Jersey, Spice of Life in 
Florida, Pretty Kitty in San Francisco, 
Purple Passion in New York and G Shop in 
Chicago. The designer said his business in 
the U.S. is evolving “in the right direction.” 
The growing number stores here “provides 
proof that our market is expanding” and 
represents “moreover our best advertising.” 
He added that current customers “speaks 
about our brand to the other shops,” praising 
“the quality, the finish and designs of our col-
lections. Furthermore we have so many con-
tacts, thanks to BODY Magazine, who see 
our collections and want to discover us.”

Some of the U.S. retailers who have 
already done well with the many Catanzaro 
collections include Wicked Temptations, 
Pure Delish, Pleasure Chest, Bondesque, 
Fetish Factory, Blue Shop, Dislocates 
Lingerie, Gothic Revival, Trystology, 
Camouflage, Tea Coils Blind, Susie’s 
Delight, Delicate Illusion and Night 
Flower.”

In other news, Catanzaro revealed that he 
is providing some of his fashions to dress 
actors in a new movie created by film direc-
tor Robert E. Ball.

wood shipping ‘striate’ line
Wood Underwear is now shipping the men’s 
Striate collection it announced last fall. 
According to the firm the line has already 
“sold well.”

“We are so excited to get Striate in and 
introduced to the public. They’ve had sneak 
peaks but not really a good look and we’re 
very excited to hear and see the reaction to 
it,” declared Terresa Zimmerman, founder 
of the brand. “We love the choices and 
chances more and more men are starting to 
take with fashion. Developing their own 
looks and departing from some norms.”

The horizontally striped underwear comes 
in four “stripe-and-color families: orange, 
midnight, purple and aqua.” According to 
the company the line features a “seamless 
continuous print, made possible by eliminat-
ing the underwear’s side seams. Another 
plus: no side seams means maximum com-
fort.” The underwear is made of a Lenzing 
Tencel blend with added moisture, microbial 
and thermo-control properties.
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march sales up 9% at vs
March Victoria’s Secret and Pink comparable 
store sales in the U.S. and Canada were up 9% 
over the same month last year, while Victoria’s 
Secret Direct sales fell 2% during the same 
period.

“The increase in comps was partially driven 
by the shift of the Easter holiday into March 
this year from April last year,” 
explained Amie Preston, chief 
investor relations officer. The 
decline at Victoria’s Secret 
Direct resulted as “high-teens 
growth in core categories was 
more than offset by the exit of 
apparel.”

Preston added that at the lin-
gerie stores, “the merchandise 
margin rate was up to last year,” 
and that at Victoria’s Secret 
Direct, “the merchandise mar-
gin rate was up significantly to 
last year, driven by the mix into 
core merchandise categories.”

At the lingerie stores, Preston 
continued, in remarks that 
accompanied the sales release, 
“March began with a focus on 
our sexiest push-ups floorset 
with Pink focusing on spring 
break. Mid-month, we transi-
tioned to our new and improved 
fabulous collection which will 
continue in April. April mid-
month, we will transition to our 
Dream Angels collection.”

Parent company L Brands, Inc., which also 
includes La Senza lingerie, Bath & Body 
Works and Henri Bendel “reported net sales 
increased 6% to $981.2 million for the five 
weeks ended April 4, 2015, compared to net 
sales of $923.7 million for the five weeks 
ended April 5, 2014.”

Comparable store sales for all the company 
stores, for “the five weeks ended April 4, 2015, 
increased 9% and were positively impacted by 
the earlier Easter this year by approximately 3 
to 4 points.”

In addition, L Brands “reported net sales of 

$1.787 billion for the nine weeks ended April 
4, 2015, an increase of 7% compared to sales of 
$1.674 billion for the nine weeks ended April 
5, 2014. Comparable store sales for the nine 
weeks ended April 4, 2015, increased 7%.”

Preston closed her remarks about the March 
sales warning that “the earlier Easter this year 
positively impacted March comps and will 
negatively impact April comps by about 5 

points. Therefore we expect April comps to be 
flat to down low-single digits.”

hanes innerwear sales drop
Sales in the “innerwear” segment at 
HanesBrands, Inc. declined 4.4% for the quar-
ter ended April 4, 2015 but operating profit for 
that segment actually rose 13%. Meanwhile, at 
the parent company, overall sales rose 14.1% 
and net income rose 26.7% over the same 
period last year.

For the most recent quarter, Hanes reported 
earnings of $52.6 million on sales of $1.209 

billion compared to earnings of $41.6 million 
on sales of $1.059 billion in the quarter ended 
March 29, 2014. Innerwear sales dropped to 
$546.2 million from $571.2 million, while the 
segment’s operating profit rose to $110.8 mil-
lion from $98.0 million in the same quarter last 
year.

“Our acquisition strategy continues to create 
value with DBApparel, Maidenform and Gear 

for Sports all contributing substan-
tially to our double-digit growth,” 
declared Hanes chairman and CEO 
Richard Noll in announcing the 
results. “In addition, we are raising 
our 2015 performance outlook to 
reflect the recent acquisition of 
Knights Apparel.” Hanes now 
“expects net sales of approximate-
ly $5.9 billion to $5.95 billion; 
adjusted operating profit of $853 
million to $873 million; and adjust-
ed EPS of $1.61 to $1.66” for 
2015, according to the firm. “The 
new guidance represents an 
increase over 2014 results of 10.9 
percent to 11.8 percent for net 
sales, 12 percent to 14 percent for 
adjusted operating profit, and 13 
percent to 17 percent for adjusted 
EPS.”

Hanes listed one of the “key 
accomplishments” in the first quar-
ter as being “Sales Growth Driven 
by DBApparel Acquisition. 
DBApparel, a leading marketer of 

intimate apparel and underwear in 
Europe that was acquired Aug. 29, 2014, con-
tributed net sales of $184 million (€164 mil-
lion) in the first quarter.”

Hanes said the increase in operating profit in 
its Innerwear segment in the quarter came “pri-
marily as a result of strong Maidenform cost 
synergies. The result was a 310-basis-point 
improvement in segment operating margin 
compared with the year-ago quarter. The 
decline in net sales was due to a retailer’s 
inventory reduction of approximately two 
weeks of supply, which has already begun to 
reverse in early April.”

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

delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

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

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

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

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

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

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

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

“The financial benefits to Delta Galil are 
also very significant,” Dabah continued. 
“Schiesser’s core business has been consis-
tently profitable and the combination will 
be accretive to Delta Galil’s earnings. 
Schiesser has an efficient supply chain 
structure and an extremely loyal and stable 
customer base. Schiesser’s brand portfolio 
and operations are a perfect fit with the 
business model that we have applied suc-
cessfully in Israel, and we are excited about 
extending this model to a much larger 
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2015
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
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. 2-5
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 8-10
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

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

aug. 9-11
Moda UK Lingerie & 
Swimwear
NEC Birmingham
07718 780881
www.moda-uk.co.uk

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

aug. 13-14
Swim Collective

Long Beach Convention 
Center
California
swimcollective.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

event & show dates 2015-2016
calendar
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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. 21
  Interfiliere New York 

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

sept. 27-30
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.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. 8-10
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

2016
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. 11-13
HK International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 14-16
   Surf Expo Show

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

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

jan. tba
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

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

jan. tba
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

jan. 18-21
HKTDC Hong Kong 
Fashion Week 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 22-25
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.
com

jan. 27-30
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

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

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

feb. 7-11
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. tba
Lingerie Expo 
Crocus Expo, Pavilion 1
Moscow, Russia

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.
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Ted Vayos, BODY: Describe 
your retail business for our 
readers.

Melissa Gaudette:  Fatale by 
SM is a luxury lingerie and 
lifestyle retailer which we 
have hand-selected a collec-
tion of luxury lingerie, jew-
elry, intimacy products and 
instruments of pleasure that 
will satisfy your every desire. 
Fatale by SM is an internet 
retailer based out of Miami, 
Florida with plans to expand 
into the Las Vegas and Los 
Angeles markets by 2015. 
Fatale by SM will engage 
all of the senses while sur-
rounding you in a world of 
intriguing persuasion.
 
Ted: What makes your busi-
ness special?

Melissa: Fatale by SM cel-
ebrates a woman’s inner 
femme fatale with just the 
right amount of wrong. We 
believe a woman should be 
empowered by her sexual-
ity by communicating her 
desires and exploring her 
inner fantasies. We hand 
select each item carried in 
the store, making all of our 
pieces unique and special. 
Fatale by SM is a one stop 
shop for that special night, 
with a wide variety of linge-
rie, hosiery, pasties, massages 
oils, candles and instruments 
of pleasure our customers al-
ways leave satisfied.  
   
Ted: What do you look for in 
a brand?

Melissa: When choosing our 
intimate apparel brands our 
primary focus is uniqueness. 
We want all of our pieces 
to completely embody the 

quintessential femme fa-
tale, beautiful, seductive and 
powerful. We currently carry 
Patrice Catanzaro, Hauty, 
icollection, Baci, Lelo, Bi-
joux, Sex and Mischief, and 
Nish Collection. Our out-
standing review goes to Pa-
trice Catanzaro. From their 
exquisite designs, fabrics and 
details to their ad campaigns 
and extremely helpful staff 
they are definitely a star in 
our collection.  Lingerie is 
our primary focus however; 
we do carry instruments of 
pleasure, candles, massages 
oils, lubricants and pasties 
from Lelo, sex and mischief, 
Baci and Hauty. Luckily 
we have not had any major 
disappointments with any 
brands. The only constructive 
criticism I could give would 
be to improve delivery times 
and update product stock list 
regularly. 

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

Melissa: Our most popular 
trends would be our S&M 
and bondage inspired pieces. 
Our customers very much 
enjoy the fact that our prod-
ucts push the boundaries of 
sexuality but always remain 
classic and elegant. 

Ted: Describe your price 
points and size ranges.

Melissa: Our Price points 
range from $50-$200 for 
lingerie and $25-$500 for 
accessories and instruments 
of pleasure. Our bra sizes 
range from 32-36 ABC, and 
XS-Medium for panties and 
garters. We also offer many 
O/S products.

Ted: What is your typical or 
average customer size? 

Melissa: Our average cus-
tomer size is Small, 34B.

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

Melissa: Our average cus-
tomer spends between $75-
$100 per visit. 

Ted: Describe your customer. 

Melissa: Our target custom-
er is female; she is between 
the ages of 28-38. She has 
very discerning taste in inti-
mate apparel and knows ex-
actly what she is looking for. 
She is upper middle to upper 
class, well educated and fre-
quents the trendiest lounges 

and restaurants. She ranges 
from an independent single, 
to a housewife who is look-
ing for that extra spice in her 
marriage.

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

Melissa:  The greatest impact 
we have had in the past year 
was overwhelming positive 
feedback from our custom-
ers and social media follow-
ers. Feedback is extremely 
important to our success 
and growth as a company. 
Our supplier referrals have 
also been a great impact on 
our company. Each of our 
suppliers has offered to help 
develop our brand to its full 
potential and this we value 
tremendously. 

retail profile: fatale by sm

B

Q&A with Melissa Gaudette, president
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event report
CURVEXPO New York, February 2015
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Curvexpo at the Javits Center in New 
York (February 22, 23, 24) drew 2,700 
buyers to see 350 exhibiting brands ac-
cording to show management. 
     Some of the brands new to the show 
were Amoena, Bandelettes, Control Body, 
Emilio Cavallini, Fantasy Lingerie, 

Gem Picket, Hanes, Joe’s Intimates,  Love 
Stories, Neiwai Intimates, Nubian Skin, 
Polkadot, some of the René Rofé brands 
and Seamless among many others. 
     Curve also presented a fashion show, 
“Lingerie Fashion Night,” this time 
conveniently located on 34th Street, right 

down the block from the convention center 
at an event space called Location 05. 
Attending the show and the cocktail party 
before were “over 250 VIP buyers” and 
members of the press, according to Curve.
     Displayed over seven pages, we present 
photos of some of the buyers and exhibitors.
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Samantha and Felina Gallagher of The Upper Breast Side with Lorraine Cham-
bers of Knock Out!

Judith Tiberie, Susan Stellwagen and Christine Guarino of A World of Pink with Norine Richards and 
Pablo Zimmerman of Ana Grant.

Marion Roberts-Lubinski of Slumber; Manushka Magliore and Erica Young of Erica M; Robyn 
Davis and Terri Manning of Slumber.

Bianca Ferreira, Danielle Chrisphonte, Lauren Schweitzer, Danah O’Connor and Patrice Pedula of Saks Fifth Avenue.

Steve Chernoff of Rago, Robert Dries and Diane MacKay of Romantic Fantasies Lingerie  and 
Leticia Chavis of Rago.

Christy Faith Lliya of Brieftalk Lingerie with Anna 
Gladysz of Fit Fully Yours.

Nicolas Attard at Oh La La Cheri with Robyn Davis, Terri Manning, 
Marion Roberts-Lubinski of Slumber.

Anna Gladysz of Fit Fully Yours, Linda Romps of U.P. Bras that Fit and Paul 
Gladysz of Fit Fully Yours.
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Erin Rebillot and Brit Cruikshank of La 
Silhouette.

Chrissy and Peter Grieco of Eurotique; Nannette Gendreau and Holly Crosby of 
Madame Lynns Lingerie and Intimates.

Lorraine Chambers and Olivia Feldman of Knock Out, Jill Cataldo of Lovejoys, Angela Newnam 
of Knock Out and Antonio Cataldo of Lovejoys. 
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Heather Laporte and Mike Gorski of Amour.

Dow Hickam, Rhea McKinnon and Heather 
Skonberg of Top Drawer.

Melissa Jones of Sexology Institute, Michael Topliss of Pullin and 
Diana Bolfing of Sexology Institute.

Rebekah Staubach, Bruce Prescott and 
Kelsey Ferleman of Zoe & Co.

Emily Degrazia of Brooklyn Fox 
and Madeline DeGrazia.

Krummel Cardin and Kevin Byrnes of Dominique working with Michele Marino and Maria 
Alejandra Jaramillo of Eliakim.

Erica Young and Manushka Magliore of Erica M with Judy Cheetham and 
Sherry Valentin of Gravity Lingerie.

Catina Dailey of Simply Stunning, Monica Duffy and Laura Rosenbaum of Hipster G with 
Amanda Nazario of Simply Stunning.

Nicolas Attard of Oh la la Cheri with 
Lissann Jones of Intimates Plus.

Kathy Kammer and Felina Gallagher of The Upper Breast Side with 
Alexis Montemurro and Helya Mohammandian of Slick Clicks.
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Sarah Konkel of Oh la la Cheri and 
Diane MacKay of Romantic Fantasies 

Lingerie.

Meredith Amenkhienan and Rachel Worth of Forty Winks with Kate Berry and 
Mackenzie Morris of Etain.

Angela Newnam and Lorraine Chambers of Knock Out, Carline Dean of 
Lace Affaire and Olivia Feldman of Knock Out.

Lynn Fram and Mindi Leikin of Bare 
Necessities.

Jennifer Heffner of Black Spade with Carol 
O’Kelly and Bonnie Strode of Tomorrow’s Woman 

- The Perfect Fit.

Judith Fine and Michaela Schwartz of Gazebo with Leslie Wacker-
man of Black Spade.

Marcy Aubry of Lady Grace, Jim Mitchell of Black Spade and 
Vinnie Giungho of Lady Grace.

Anna Gladysz of Fit Fully Yours, Natasha Shadrock of Click and 
Melissa Schwartz of Fit Fully Yours.

Lauren Rudy of David’s Bridal, Heather Rubio of 
Fashion Forms and Lori Conley of David’s Bridal.

Lorraine Chambers and Olivia Feldman of Knock Out, Jill Cataldo of Lovejoys, Angela Newnam of 
Knock Out and Antonio Cataldo of Lovejoys. 

Larry Lardner of Royce Lingerie, Jenny Kerechek of Zulily, Bob and Jane Flem-
ing of Royce Lingerie.

Kirk Andrews of Petticoat Fair, Barbara Graves, Karen Fritts of Loretta’s 
Intimates, Debra Wise of Petticoat Fair.

Robin and Daniel Horman of Lilibea’s.The Julie France model with Rodrigo Cano of 
Julie France.
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Kali Andrews, Kirk Andrews, Krissi Riewe and Debra Wise of 
Petticoat Fair.

Candie McDonald and Angel McDonald of Candie’s Couture with Anna and Paul 
Gladysz of Fit Fully Yours.

Renata Thierer of Braology, Kristin Racanati of Affinitas and 
Renee Lowry of Braology.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Pamela McKinzie of Anna Bella Fine Lingerie 
with Eve Terner of Black Spade.

Grace Tu of Kunming Verten, Ronny Lemmens of Amoena and Joy Dai of 
Amoena.

Charlanne Leavy of Affinitas, Nivdarla Anselme and Valerie 
Andelme of Lucida Boudoir.

Chelsea Dearing of Cupid Intimates with Judith Fine and Mi-
chaela Schwartz of Gazebo.

The Black Spade booth with Jeff Dnzer, Zoe Compton, Vincent DePaul, Mona Goldberg, Alex 
Goldberg and Aydin Karavelioglu.

Erica Young and Manushka Magliore of Erica M with Deborah 
Curcio of Torso Lingerie Studio.

Julissa Hunter of Gift Ko with Leticia Chavis 
of Rago.

Kali Andrews of Petticoat Fair, Terry Lynch of Affinitas and 
Krissi Riewe of Petticoat Fair.

Marcia Shally of Affinitas with Pamela McK-
inzie of Anna Bella Fine Lingerie.

Nicolas Attard of Oh la la Cheri, Stephanie Jacek of Le Bust-
iere Boutique and Sarah Konkel of Oh la la Cheri.

Steven Bernstein.
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Jackie Keto of Her Underthings with Eric Crawford of 
Cupid Intimates.

Norine Richards of Ana Grant, Linda Voytovech of Hers Lingerie 
and Pablo Zimmerman of Ana Grant.

Emily McGuirk, Cindy Kelly, Chris Kight and Katie Atkinson of 
WGSN.

Esperanza Manas of PJamas and Ann 
Picciuto Gehrke of Glamour House Lingerie.

Carmen Gordillo of Actualite with Heather 
Rubio of Fashion Forms.

Justin Lam of Golyta with Lee Padgett of Busted 
Bra Shop.

Pierre Nicolas Hurstel of Curvexpo with Maud 
Funaro of Madame Aime.

Morris Manopla of National Mills, Izabella Grinberg of Magic Lady Lingerie, 
Joseph Cohen of National Mills, Faina Zayats of Magic Lady Lingerie.

Valerie Koehler of Fashion Forms and Susanne 
Alvarado of Sugar Cookies.

In the Cotton Club booth, Terry and Michele Krchov of Fortknox 
Lingerie with Zemfira Alieva of Zema & WG.

Isaac Sagman of Suzette Hosiery, Melissa Schwartz of Fit Fully Yours, Charmae Ellerbe of Suzette Hosiery with 
Paul and Anna Gladysz of Fit Fully Yours.

Kat Migliore of Luxury with Nicolas of Oh 
la la Cheri.

Joe Conforti of The ShoeGuy, Leticia Chavis of Rago and 
Amanda Conforti of The ShoeGuy.

Mav Momtazian and Liv Lundh of Bia Boro Apparel  with Terry Treves and Emily 
Traver of Fanny Wrappers
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Shereen Torney of Shibue Couture, Lauren Mandel of White Saki and Jenny 
Buettner of Shibue Couture.

Norman Lufty of Lilianne Lingerie, Victoria Murray of 
Yates and Johanne Chicoine of Lilianne Lingerie.

Laura Fitzpatrick and Anna Jones of Oh Baby with Stacey Gossman 
and Lanae Mackey of Maison Close.
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Sarah and Michael Wiener of Trousseau 
Dedicated to the Art of Romance.

Michael Mistetta of Calvin Klein Underwear 
with the CK model.

Amanda and Joe Conforti of The ShoeGuy with Tammy Fine of Haiyana.

LeAnne Ganucheau & Angelle Bordelon of 
Uplift Expert Bra Fitting.

Miki Chana of Blue Store, Vincent St Paul of Black Spade 
and Rafael Maman of Blue Store.

Kris Cheney of CMK Distinctive Brands, Giselle Firestone of The 
Shopping Channel, Chris Kight of CMK Distinctive Brands.

Leilani Whitney and Mark Rosenfeld of Fantasy Lingerie. Justin Chernoff of Rago with Joseph Cohen 
of Carnival.

Liza Bennett of Bare 
Necessities.

Mauro Gorgaini and Paola Cotti of 
ControlBody.

Mary Jordan of Bra-la-la and Angelica 
Rodriguera of Nubra.

Mary Wood of Next to Me with Melissa Thomason 
of Breakout Bras.

Martin Terzian and Dr. Randal Haworth 
of Nightlift.
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Terry Krchov of Fort Knox Lingerie with Mary 
Wood of Next to Me.

The Julie France model and Rodrigo Cano of Julie France 
with Laurie Fisher.

Carrie Tintle of Crinoline Fashion Boutique Chris Kight go CMK 
Distinctive Brands.

Barbara Martin and Debra Schoenau of Polkadot.

Rena  Abramoff and Julia Abasova of Bandelettes.

Michael Roslin and Baby Pardo of 
International Intimates.

Olivier Piquet of Lise Charmel with Laurence 
Teinturier of Curvexpo.

Cherry Chen, Xiaolu Liu and Jiang Li of Neiwai Intimates.

Baby Pardo of International Intimates with Eddie 
Rishty of Sophie B.

Maggie Gillette and Erika Nova of The 
Giving Bride.

Lori and Rene Rofe of International 
Intimates.

Monica Ditzler of HarMoinca 
Design.

Jennifer Murphy and Heidi Murphy of Dear 
Bowie.

Lucy Estrella of Sock Shop and Sheila Hoff 
of Sophie B.

Regina Kilshtok of Jazee Bras, Nicolas Attard of Oh la la 
Cheri and Sonya Raishevich of Jazee Bras.

Elise Recour of Berlei.

Tiziano de Franco of Empreinte 
and Ruth Brennan of Bit of Lace.



Ted Vayos, BODY: De-
scribe your retail business 
for our readers.

Carol Hiebert:   From a 
tiny office on my own to a 
1900 sq. ft boutique with 
2 trained fitters to work 
with me in just 8 years!  I 
had worked for Fashion 
Foundations in Kelowna 

for several years when I 
met a wonderful man…
one problem, he lived in 
Castlegar. My children 
loved him too – so off we 
went!  I continued to work 
for the Kelowna location 
doing data entry from my 
home for over a year. By 
then I was sure of 2 things 
– I missed inter-action 
with people and knew my 
community and surround-
ing small towns in the 
Kootenay Valley needed a 
lingerie store like this. My 
original plan was to only 
do post mastectomy fit-
tings – I found a small of-
fice and the Kelowna store 
sent inventory to get me 
started. Within months, 
word got out that Fash-
ion Foundations had a 

new store in Castlegar – I 
needed to expand already! 
My store now is “Bust-
ing at the seams” with the 
best of bras in petite to 
plus, basic choices to the 
most exquisite you’ve ever 
seen! Quality lingerie and 
swimwear are also found 
here. We specialize in post 
mastectomy fittings. Our 
fitting room is filled with 
a superb selection of pros-
theses, bras and swimwear. 
I have been a certified 
post-mastectomy fitter for 
over 15 years by 4 of the 
leading post-mastectomy 
companies.  I am proud 
that one of my staff has 
now completed the first of 
her certificates. 
 
Ted: What makes your 

business special?

Carol: Our personal ser-
vice and knowledge of 
product! Each customer 
will have a fitter to help 
her find the best choice 
for her needs and desires. 
Our selection of styles 
and sizes offer each wom-
an – petite to plus, young 
to young at heart a choice. 
We do not measure – we 
personally fit our ladies. 
No online training here. 
We keep records of each 
purchase so a ladies next 
visit has a great beginning. 
It’s also a great asset for 
husband with that “lost” 
look at gift buying time.
   
Ted: What do you look for 
in a brand?

retail profile: fashion foundations 
Q and A with Carol Hiebert, president
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Carol: In both bras and 
swimwear we look for 
quality, value and a good 
size range for the brands 
we choose. Chantelle bras 
have been a favorite for us 
and customers since day 
one. Great basics year af-
ter year with pretty new 
fashion styles in spring 
and fall seasons. Chan-
telle has recently started 
expanding their size range 
which is most helpful. 
Prima Donna is prob-
ably the most recognized 
name for a busty woman 
looking for a beautiful, 
comfortable bra. Some 
of our other favorites are 
Marlies Dekkers – for the 
edgier customer, Elomi 
and Goddess – good price 
points for plus size, Ulla 
– a more exquisite choice 
for plus size, Empriente 
– “As close to a custom 
fit bra as you will find”, 
Fantasie and Freya – Lots 
of choices in colors, styles 
and sizes. Something for 
everyone!, Panache – our 
favorite sports bra.  Han-
ky Panky – Probably the 
most popular thong ever 
and in colors to match all 
your bra choices! Our new 
favorite we reach for is Fit 
Fully Yours – a great size 
range, price point and im-
portant to us, this supplier 
keeps lots of inventory so 
we can re-order quickly 
and easily. A BIG plus for 
customer service! 

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

Carol: Castlegar, sur-
rounded by beautiful 
mountains, rivers and golf 
courses, has a large base of 
fitness buffs so our selec-

tion of sports bras is im-
portant. No wire for yoga 
to extreme support for 
joggers. Marlies Dekkers 
is a great seller for the 
edgier look and great 
comfort too. Fit Fully 
Yours Maxine t-shirt bra 
are a daily sale in our Bou-
tique – shape, comfort, 
quality.

Ted: Describe your price 
points and size ranges.

Carol: Bra prices range 
from $25 - $279. Most 
popular choices from $79 - 
$129. Sizing from 28 – 48 
bands and AA – N cups. 
Lingerie XS – 4X. Swim-
wear size 6 – 26 and sev-
eral styles with under wire 
for the fuller busted lady. 

Ted: What is your typical 
or average customer size? 

Carol: Most ladies range 
from 32 – 36 band sizes, C 
– J cups. But, ladies might 
think they are a 38C and 
just “hate bras”. When 
we properly fit them they 
are amazed at their new 
found comfort and figure.

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

Carol: $79 - $180 is the av-
erage sale. It is not uncom-
mon for a lady to spend 
$500 or more on a visit. 
Comfort is “priceless”! 

Ted: Describe your cus-
tomer. 

Carol: Our customer’s 
ages range from 12 to 92! 
Moms bring in daughters, 
daughters bring in granny 
and granny brings in the 
bride to be. We cater to 

all women!  For the wait-
ing husband, my store has 
a super selection of Saxx 
Boxers which was invent-
ed by a young fellow in 
Kelowna. Both husband 
and wife may find them-
selves “uplifted”. 

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

Carol:  A recent change 
in staff has created an 
amazing change of atmo-
sphere and enthusiasm 
which creates a friendly 
relationship all round. 
Competent, caring staff 
is essential in a store of 

our nature. We have also 
increased our advertising 
budget in the last year to 
reach more of the smaller 
communities and we have 
really felt the increase in 
traffic through our door. 
We are very involved with 
community events such as 
the cancer walk. We also 
participate in “Find your 
Divine” event in Castlegar 
and Nelson to promote 
women’s wellness.  For the 
last 4 years, we have pro-
vided a fashion show for 
Rotary fund raising. This 
is a spectacular evening for 
ladies and a highlight for 
the City of Castlegar.  Our 
business is uplifting! B
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