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naked cfo, coo retires
Naked Brand Group Inc. announced that 
Michael Flanagan, its chief financial officer 
and chief operating officer, had “retired” in 
March.

At the same time it announced the appoint-
ment of Kai-Hsiang Lin as vice president of 
finance. No explanation for the change was 
included in the filing.

Naked is the underwear and intimates firm 
whose CEO and chief creative officer is 
Carole Hochman.

According to the SEC filing, “Naked 
entered into a separation agreement with 
Mr. Flanagan, dated March 17, 2016” under 
which he “will receive (i) severance payment 
equal to one hundred thousand dollars 
($100,000), which is the equivalent of six (6) 
months of severance pay, payable in equal 
monthly installments and (ii) a payment 
equal to accrued and unused vacation time 
through the retirement date. Additionally, 
unvested stock options shall continue to vest 

in accordance with such options’ terms and 
vested options will be exercisable until nine-
ty (90) days after the retirement date at 
which time the vested options will expire.”

Flanagan had been with the company since 
2014.

Naked explained in the filing that “Effective 

March 22, 2016 and in connection with the 
retirement of Mr. Flanagan, Naked’s board 
of directors appointed Kai-Hsiang Lin to 
serve as Naked’s vice president of finance 
and in the capacity as Naked’s principal 
financial officer until the earlier of a succes-
sor’s appointment or his resignation.”

“Mr. Lin, age 52, has been an employee of 
Naked since February 2016. From March 
2014 to February 2016, Mr. Lin was corpo-
rate controller for HVS Global Hospitality 
Services, a leading consulting and services 
organization focused on the hotel, mixed-
use, share ownership, gaming and leisure 
industries. From June, 1991 to February, 
2014, Mr. Lin was corporate controller for 
The Good Stuff Company, LLC, a distribu-
tor and manufacturer of licensed toys and 
novelties, and a nationwide toy crane service 
operator with more than 200 employees 
nationwide. Mr. Lin holds a BBA in 
accounting from the Fu-Jen Catholic 
University in Taipei, Taiwan, and an MBA 
in computer information systems from 
Baruch College, CUNY, New York.”
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“As compensation for his services to Naked, Naked has agreed to 
pay Mr. Lin a base salary of one hundred and forty thousand dollars 
($140,000) per year. Mr. Lin will also be entitled to participate in 
Naked’s employee benefit plans.”

rigby & peller closes 2 shops
The former Intimacy retail chain, now operating under the Rigby 
and Peller name, has closed two branches since September, drop-
ping the total to 12 in the U.S. Under the Intimacy name, the chain 
once numbered close to 20 here before shrinking to 14 as of last fall.

The name change of the retail stores took place last fall. Since then 
the company closed its locations in Florida and New Jersey.

Though it celebrated company-wide positive results, parent com-
pany, Belgium-based Van de Velde, revealed, in its 2015 annual report, 
that “In both 2014 and 2015 
Intimacy made a negative cash 
contribution to our result, 
whereas our wholesale business 
is growing steadily in the 
United States and Canada. So 
the market is not to blame, we 
are. We need to improve our 
positioning and our service 
package to consumers.”

Over the eight years that Van 
de Velde was expanding its 
ownership stake at Intimacy 
(which finally reached 100% in 
early 2015) it repeatedly predict-
ed 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 dra-
matically increased the proportion of its own brands in the stores and 
was able to exert greater management control (as it increased its 
ownership share) things would get better. But neither of the strate-
gies improved results.

A chart in the annual report seemed to indicate that combined retail 
and wholesale sales in the United States dropped from 2014 to 2015. 
In 2015 combined sales in the “Elsewhere” category (of which the 
company said the U.S. is the most important market) were 62,406,000 
euros (about $70,025,772 at current conversion rates). In 2014 sales in 
that category were significantly higher: 69,425,000 euros (about 
$77,901,792).

Another chart in the Van de Velde annual report revealed that of its 
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total sales in 2015, 164,093,000 euros (about 
$184,128,755) were generated from the whole-
sale side of its business, while 44,865,000 
euros (about $50,343,016) came from sales in 
its retail shops.

Despite the problems with its retail stores 
in the U.S., 2015 was a good year for Van de 
Velde. The firm, which owns the Marie Jo, 
PrimaDonna and Andres Sarda wholesale 
brands as well as operating chains of lingerie 
retail stores in Europe and around the globe, 
reported a total “profit for the period and 
other comprehensive income” of 
41,029,000 euros (about 
$46,038,640) on sales of 
208,958,000 euros (about 
$234,471,771), compared to 
income of just 2,926,000 euros 
(about $3,283,264)on sales of 
198,366,000 euros (about 
$222,586,488) in 2014.

In his introduction to the annual 
report, Lucas Laureys, chairman, 
boasted “Van de Velde has enjoyed 
18 years of uninterrupted growth 
since the IPO in 1997. That has 
been a constant trend since 1945, 
with the exception of a brief peri-
od during the crisis in the 1970s.”

Looking at the numbers for 
2016, the annual report noted, “In 
Europe and the United Kingdom 
retail enters the new year with 
light growth, but the relaunch in 
the United States has not yet bro-
ken the trend. We will continue to 
explore alternative routes to serve 
United States consumers. It is the 
biggest market for large cups and that is our 
strength. In 2016 new management will be 
responsible for the global retail department. 
–– Retail and wholesale are gradually grow-
ing towards each other, with the consumer as 
the focal point.”

The report also noted, “2014 was a record 
year and 2015 went even further. We are very 
confident that 2016 will again take it to the 
next level. –– The orders for spring/summer 
2016 are comfortably higher than in 2015. It 

appears that there is further growth in swim-
wear. All lingerie brands have posted growth. 
The most important growth driver is the 
elaboration of Lingerie Styling, through new 
dimensions and new countries. Marketing 
budgets have been raised for all brands.”

In his introduction, Laureys spoke of the 
challenges faced by a lingerie firm that is 
focused on new creations as opposed to 
replenishment of basic styles. “Van de Velde is 
a company that is in a constant state of 
urgency. That is because we are a fashion 
company and our collections have to be ready 
on time every single season. 65% of our turn-
over is generated by products that did not 

exist six months earlier. The knowledge that 
things can go awry every six months teaches 
us to be modest. But it also makes us very 
strong, very thorough, disciplined, methodi-
cal and hardened against setbacks. We run, 
fall, get up and go again. Every day. Without 
losing sight of the long term.”

In addition to its retail problems in the 
U.S., the annual report noted some issues 
with its Andres Sarda brand. “Andres Sarda 
is still not growing fast enough and the brand 

makes too marginal a contribution to Van de 
Velde as a whole. That was never the inten-
tion, so it is important that the growth curve 
continues to rise in 2016. We are very confi-
dent that it will.”

hanes innerwear up 1.3%
HanesBrands first quarter “Innerwear” cat-
egory sales increased 1.3%, reversing direc-
tion from the four quarter 2015 when sales in 
that category had dropped 5.9%. The com-
pany had blamed its overall 7.4% sales 
decline in the fourth quarter on “historic 
warm weather” in the eastern two-thirds of 
the U.S.

Overall Hanes profits jumped 52.5% 
in the first period, while sales rose 
just .08%. For the quarter ended 
April 2, 2016 the company earned 
$80.3 million on sales of $1.22 billion 
compared to $52.6 million on sales of 
$1.21 billion for the quarter ended 
April 4, 2015.

In addiction to the increase in 
Innerwear sales, “Activewear” catego-
ry sales increased 2.8% “benefiting 
from the acquisition of Knights 
Apparel while being negatively affect-
ed by the bankruptcy of a sporting 
goods retailer. International sales 
decreased 1 percent as a result of 
adverse currency exchange rates,” the 
company reported.

Hanes acknowledged the contribu-
tions of some of its recent acquisi-
tions. “Knights Apparel, the colle-
giate licensed activewear business 
acquired in April 2015, performed 
well in the quarter with sales of 
approximately $21 million. Hanes 
also continued to reap acquisition 

synergy benefits from the acquisitions of 
Maidenform, Knights Apparel and Hanes 
Europe Innerwear.”

“We are off to a very good start and tracking 
to our plan to deliver another year of double-
digit EPS growth,” declared Richard Noll, 
chairman and CEO. “We remain focused on 
our previously announced sales initiatives, 
reaping acquisition synergies, expanding 
margins, and developing growth plans for 
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our pending acquisition of Champion Europe 
[see other article this issue].”

Looking ahead at the full year 2016, “the 
company continues to expect net sales of $5.8 
billion to $5.9 billion; adjusted operating 
profit of $920 million to $950 million; adjust-
ed EPS of $1.85 to $1.91; and record net cash 
from operations of $750 million to $850 mil-
lion.” Hanes noted that its “guidance reflects 
benefits from the acquisitions of Maidenform, 
Knights Apparel and Hanes Europe 
Innerwear, which are expected to add $40 
million in synergies in 2016.”

In the analysts conference call to discuss the 

quarter, Gerald Evans, COO, listed recent 
sales and marketing efforts. “One of the initia-
tives is to expand the space of our successful 
Innovate-to-Elevate platforms. For 2016, we 
secured new space for various X-Temp prod-
ucts in the mass and mid-tier channels.”

“A second initiative is to ensure we are 
focusing on our core products with the right 
balance of promotion, media and innovation. 
During the first quarter, we began rebalanc-
ing our marketing features to drive our core 
and the initial sell-through results were posi-
tive. As we look to the second half, we are on 
track to launch our next big innovation 
directly into our core. And the third initiative 
is to drive online growth. As the migration to 
online accelerates, we are reallocating our 
personnel and marketing resources to cap-
ture this consumer shift. In the first quarter, 

our U.S. online sales across all channels 
increased 15% over last year and now repre-
sent 8% of our domestic sales.”

Near the end of the conference call, CEO 
Noll revealed some weakness in the “inti-
mates” category, which is contained within 
the company’s Innerwear segment. “Our inti-
mates business was down in the quarter and 
it’s really affected by a higher concentration of 
sales. Roughly 40% of that business is in that 
mass and our net mid-tier and department 
store channel. So, it was down modestly in 
the quarter. What – on the Innerwear or the 
basics business on the other side was up and 
it benefited from both the stronger trends in 
mass where the predominance of that busi-
ness is sold as well as the early efforts we had 
to refocus on the core.”

A complete transcript of the conference call 
can be found here: http://seekingalpha.com/
article/3966912-hanesbrands-hbi-ceo-rich-
noll-q1-2016-results-earnings-call-transcript

hanes buying champion europe
HanesBrands entered into “a definitive pur-
chase agreement to acquire Champion 
Europe, which owns the trademark for the 
Champion brand in Europe, the Middle 
East and Africa.”

HanesBrands already owns Champion in 
the Americas, Asia and Australia. According 
to the company, “Combining the Champion 
businesses will create a unified growth plat-
form to benefit from the global consumer 
growth trend for active apparel.”

Hanes has made several acquisitions in 
recent years (including Maidenform in 2013) 
and has spoken frequently about adding more 
in its conference calls with analysts.

According to its announcement, “Hanes has 
agreed to acquire the privately held 
Champion Europe, based in Italy, in an all-
cash transaction. The purchase price will be 
10 times actual calendar 2016 earnings before 
interest, taxes, depreciation and amortiza-
tion, subject to adjustment for cash, debt and 
working capital. Champion Europe expects 
2016 net sales of more than €190 million, 
operating profit of approximately €15 million, 
and EBITDA of approximately €20 million.” 
Based on those numbers, the purchase price 
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would be approximately $225 million based 
on current exchange rates and excluding 
adjustments.

“The acquisition, which is subject to certain 
closing conditions, is expected to close mid-
year 2016. Hanes intends to take advantage of 
its strong balance sheet to fund the acquisi-
tion with debt, consistent with its previously 
communicated capital allocation strategy.”

“Champion Europe designs, sources and 
sells Champion athletic apparel wholesale to 
retailers and directly to consumers via compa-
ny-owned retail stores. The company’s largest 
wholesale markets are Italy, Greece, Spain 
and Scandinavia, while the company operates 
approximately 130 retail stores in Italy and 
Greece.”

“Champion in Europe will be run as a divi-
sion of the company’s global Champion orga-
nization. Sauro Mambrini, chief executive 
officer and president of Champion Europe, 

will remain with HanesBrands to oversee 
Champion Europe operations.

“This is a great time to do an acquisition,” 
Hanes chairman and CEO Richard Noll 

declared. “Our overall business is trending as 
expected; our recent acquisitions are per-
forming well; we have a vision for Champion 
as a global brand; and we feel good about 
delivering double-digit earnings growth in 
2016 and for many years to come.”

triumph cartoon
Triumph, the giant Switzerland-based linge-
rie wholesaler and retailer has released 
another Disneyfied, animated short advertis-
ing film, this one aimed at recent mothers. 
The ad depicts a woman who reclaims her 
figure using one of the company’s bras.

A year ago the company produced the first 
installment of the cartoon, “Find The One.” 
In both films, three animated young women 
sing and dance around along with an ani-
mated frog, as they search for the perfect bra. 
In the latest version, one of the women has a 
newborn. Both commercials end with the 
three cartoon characters dissolving into three 
human models, one of whom is the Sports 
Illustrated swimsuit model, Hannah 
Ferguson.

With the average age of first time mothers 

in the U.S. now at least 26 and rising (accord-
ing to babycenter.com), it might seem hard to 
imagine a cartoon motivating this audience to 
purchase a bra. But it is certain that Triumph 

has spent a fortune in the effort.
According to a company release, in addition 

to Ferguson, the animation is “supported by a 
theatrical gut-busting soundtrack from Tony 
award-winning American musical theater 
composer, Jason Robert Brown and a profes-
sional orchestra and choir.” In addition, “the 
lead vocals were also performed by acclaimed 
Broadway singers, J. Elaine Marcos, Ta’rea 
Campbell, Betsy Wolfe and Leslie Kritzer to 
add a touch of magical drama.”

The cartoon features Triumph’s latest offer-
ing, Magic Boost and “the range of three bras 
- Push-Up, Lift-Up and Shape-Up.” Find the 
promotion 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 /
uk/7801951-hannah-ferguson-stars-find-the-
one-again/

h t t p s : / / w w w . y o u t u b e . c o m /
watch?v=J01qRmBbmIs

catanzaro: strong ils show
Patrice Catanzaro reported a successful 
April International Lingerie Show (April 4, 
5, 6), with orders from existing customers as 
well as sales to several new stores.

“We were delighted with 
the show,” the French 
fetish designer told 
BODY. “We met a big suc-
cess. The customers with 
whom we already work 
answered present and they 
were really happy to dis-
cover the new collections. 
We also had a large num-
ber of new customers who 
placed orders.”

The designer, who 
skipped the show last 
September due to a conflict 
with another event, but 
otherwise has been a loyal 
attendee, added, “Our dili-
gence from now on 5 years 
on this show begins to pay. 
Due to seeing us on this 
show the American cus-

tomers understood that we were a serious 
company and the trust it is established, we are 
really very satisfied with these collaborations.”
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According to Catanzaro, his new “Tome 13 
was very well welcomed, really.” Among the 
most popular styles were the “long dress Osisko 
wet look,” which was in the fashion show; “the 
dress XI AN;” “the dress Oreo and Chloe of the 
collection Les P’tites Folies.”

Some of the designer’s existing store custom-
ers that placed orders included “Fetish Factory 
in Florida, Purple Passion in New York, Gothic 
Renaissance [in Philadelphia], Blue Boutique in 
Salt Lake City and Pure Delish in Culver City, 
California.

New clients include Alt Exchange in Salt Lake 
City and Muah Spa in Tallahassee, Florida.

Catanzaro said that existing customers 
“were impatient to discover the new collec-
tions, the others were surprised by the diver-
sity and the quality of our collection,” which 
are made in France, something that is “very 
appreciated in the USA.”

Looking ahead, the designer said he was 

“tempted” to try the Halloween show in New 
Orleans next year, but added that he had not 
yet made up his mind about it.

hustler: 17th retail store
Hustler Hollywood opened its 17th retail 
store in April, this one at 6540 Hollywood 

Boulevard in Los Angeles.
According to the company, “The new ven-

ue’s expanded retail space will offer an even 
wider selection of toys, sportswear, apparel, 
lingerie, shoes and Hollywood-centric 
branded souvenirs than the original Hustler 
Hollywood store, which has been operating 
since 1998 on the Sunset Strip. That location 
will remain open until further notice.”

Declared Hustler founder and chairman 
Larry Flynt, “The growth and development 
in Hollywood has been incredible to wit-
ness, and we look forward to being a part of 
this vibrant community, easily accessible to 
both tourists and locals. I think people who 
come to this iconic neighborhood from all 
over the world will be excited when they visit 
our new store and see what the Hustler 
Hollywood shopping experience is all 
about.”

etam: 2015 sales, profits up
The Etam Group, the France-based interna-
tional retailer of women’s lingerie, cosmetics, 
apparel and accessories, reported a 6.2% 

(Continued from page 10) 
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growth in sales and a 7.0% growth in profits 
in 2015. Its brands include Etam, Undiz and 
1.2.3.

For the year the company, which focuses 
much of its efforts on China, earned €25.8 
million (about $29.04 million at current 
exchange rates) on sales of €1.2966 billion 
(about $1.459 billion) compared to €24.1 
million on sales of €1.2203 billion in 2014.

In the first quarter, sales rose just 0.3%, 
1.3% in Europe with a drop of 2.0% in China. 
According to the firm, as of March 31, 2016 
it was operating 4,064 shops of which 950 
were in Europe, 270 operated by interna-
tional franchises and 2,844 in China. The 
total is down from the beginning of last year 
when the company was operating 4,122 
shops, 2,935 in China, 724 in France, 219 
elsewhere in Europe, with 244 internation-
al franchises.

According to the company, in 2015, “In 
Europe, the sales 
growth of 2.9% like for 
like and at constant 
exchange rates was 
achieved mainly through 
the Lingerie activities of 
Etam and Undiz despite 
difficult market condi-
tions. In China, sales 
like-for-like and at con-
stant exchange rates 
declined by 2.5% as the 
Group has chosen to 
focus on improving the 
margin rate versus the 
volume of activity.”

“In Europe, the 
EBITDA of €85.5 mil-
lion increased by €3.7 million. The operat-
ing income came to €59.8 million vs €58.3 
million in 2014. The Group continued to 
invest in the digital evolution of its three 
brands Etam, 1.2.3 and Undiz, the deploy-
ment of their new store concepts and their 
internationalization. In China, the 
EBITDA came to €9.9 million, up €6.3 
million. The operating income was a loss of 

€7.7 million against a loss of €6.6 million in 
2014, which benefited from significant 
write-back of provisions on off-season 
stock.”

In its first quarter, Etam reported, “In 
Europe, sales came to €226.9 million, up 
5.6% or 1.3% like-for-like and at constant 
exchange rates compared to the first quar-
ter of 2015. The Group brands all achieved 
good sales in January and February and 
disappointing sales performance in March, 
mainly due to a declining footfall in stores 
for all brands. In China, sales were €122.3 
million in the first quarter of 2016, down 
6.8% including a negative currency impact 
of €3.2 million. Like-for-like and at constant 
exchange rates, sales were down 2.0% com-
pared to the first quarter of 2015. The Group 
has resolutely chosen to focus on improving 
the margin volumes.”

yandy: ‘everyday’ bra line
Yandy.com has introduced a new “everyday 
sexy” bra and panty collection that comes 

across as a bit more main-
stream than its usual, sexi-
er offerings.

In announcing the expan-
sion of its “private label col-
lection” the privately-held 
internet retailer also 
bragged about its size, not-
ing that is has sold “rough-
ly 2.8 million pieces of inti-
mate apparel totaling over 
$75 million in the last two 
years alone.”

The Yandy Bra 
Collection section of the 
company’s site recently 
included 112 offerings, 
almost all of them priced at 

$15.95 or three for $33.
“One of Yandy’s core values has always 

been to provide exceptional and unmatched 
customer service,” declared Chad 
Horstman, Yandy’s CEO, in announcing 
the collection in April. “An essential aspect 
of upholding that commitment has always 
been listening to the evolving needs and 
wants of our customers, who have consis-
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tently communicated the challenges around 
finding a highly fashionable, affordable and 
comfortable bra that also had the versatility 
to wear from day to night.”

The company explained the collection is 
“available in fresh colors ranging from mauve 
and rose pink to peach and lavender. The 
designs feature unique fabrications in sizes 
34A to 38D.” Yandy provides the bras “with 
a “Fit Guarantee” that allows for returns up 
to 30 days after purchase, no questions 
asked.”

The announcement listed “stand out” 
groups which include: “Sweet On You – 
Rich lacey bras with an unpadded under-
wire demi in soft hues; Secret Door – Multi-
way push-up bras with unique ribbon and 
interior color details; Hidden Agenda – 
Sexy support featuring lightly lined multi-
way; First Kiss – Perfect cover-
age demi push-up; Retro Fresh 
– Front to back coverage with 
new invisible edges technology; 
Instant Attraction – Luxurious 
perfect coverage demi push-up; 
Belinda – Featuring a touch of 
gold in the hardware and a bit of 
two-toned lace, a perfect cover-
age demi bra; Higher 
Expectations – All over lace demi 
with light lining.’

aerie explains hoax
American Eagle Outfitters has 
“pledged” to “forgo retouching its 
male models in its underwear 
and swim images beginning 
Holiday 2016.”

This in what seems to be part 
of a search by the company to 
duplicate the success of its wom-
en’s Aerie Real campaign.

In April the company also 
noted that a March video cam-
paign that featured men in their 
underwear, some of them bulkier 
and not the typically toned, six-pack display-
ing models always associated with men’s 
underwear ads, was a hoax. It was “all in 
good fun to parody” the women’s #AerieReal 
campaign launched two years ago.

The women’s campaign, which also came 

with the promise not to retouch its female 
models, marked a move by the company 
away from the somewhat older looking and 
more overtly sexy-looking models, it had 
used in previous advertisements.

Aerie now attributes the serious increase in 
sales—including a 20% jump in 2015—to 
those new promotions.

American Eagle claimed its intention with 
the men’s underwear April Fool’s joke was 
to “raise awareness around body diversity,” 
noting that “The #AerieMAN campaign, 
which sparked immediate online chatter and 
debate, challenged how brands market to 
the male customer, and portrayed a light-
hearted, creative interpretation of “the wom-
en’s #AerieReal message.

It is also hard not to see it as something of 
a trial balloon to see how far it could go, and 

what could be achieved, with a men’s cam-
paign to match the women’s.

In announcing the hoax the company also 
noted, somewhat defensively, that it had 
“donated $25,000 to the National Eating 
Disorders Association, a non-profit that sup-

ports those affected by eating disorders and 
an ongoing partner with Aerie.”

American Eagle boasted the ads proved 
“once again they’re not afraid to take a risk 
and have a laugh in support of a good cause.”

“We aren’t afraid of being bold in how we 
engage our customers, whether through a 
video that makes you think twice, or chal-
lenging the norm in how a brand markets to 
men,” declared Chad Kessler, American 
Eagle’s global brand president. “We are an 
all-inclusive brand and we know our male 
customers respond to humor. We look for-
ward to continuing to innovate and evolve 
the American Eagle Outfitters product 
offerings.”

julie france web update
Julie France, the shapewear brand, as well 

as its parent, Eurotard, a large pro-
vider of ballet dance gear and other 
apparel, have updated many aspects 
of their wholesale websites.

Several of the changes went live at 
the beginning of April and were 
demonstrated by Julie France gen-
eral manager, Rodrigo Cano. He 
emphasized that many of the fea-
tures of the site are unavailable from 
other wholesalers.

In addition to a new layout, the site 
now allows for more complete track-
ing by retailers of their orders. “They 
can place their order and see it 
through the manufacturing process,” 
said Cano. The system allows buyers 
to see what percentage of their order 
has been produced and shipped, as 
well as see their invoices and Fedex 
tracking. The site also allows for 
online payment with credit cards 
and does not charge extra for this, 
allowing retailers to collect points on 
their cards. Retailers can also pay 
with PayPal or debit cards.

One interesting new system allows 
stores to create their own consumer cou-
pons, with the amount of discount decided 
by the retailer.

Julie France has had a system in place for 
some time in which it refers consumer orders 
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to nearby participating retailers. Julie 
France does not charge the retailer for this 
service in which the entire sale goes to the 
store. The company will even drop ship an 
item to the consumer if the store does not 
have it in stock. Julie France itself does not 
sell directly to consumers.

The updated website now allows a store 
to “see how many orders it got from Julie 
France,” said Cano. “They can get great 
detail on their account, which can be 
exported to Excel,” he added in summing 
up the new system.

Cano emphasized that “all services are 
free” on the new site and that “this website is 
self adjusting, with the same screens on all 
devices.” Contact Julie France at 770-475-
3045 or www.JulieFrance.com.

coquette couture
Coquette’s plans for a new full cup bra line, 
as well as a discussion of the company’s exit 
from costumes and men’s underwear, were 
the subjects of an interview with the com-
pany’s Marcus Horea during the recent 
International Lingerie Show.

Coquette 
Couture is 
the tenta-
tive name 
for the new 
bra line, 
with trade-
m a r k i n g 
“ p e n d i n g ” 
a c c o r d i n g 
to Horea. 
The full 
structured bras will be “more expensive,” 
than the company’s current offerings, but no 
exact prices have been set yet. “

All high end fabrics and laces” will be used 
in the collection that “is more mainstream” 
than existing styles from the company.

“We are working on the fit,” said Horea, 
“working on a few different styles.” Sizing 
will run from C cups up to H cups. 

Horea described the new line as a “work in 
progress” that may not launch until the fall 
of 2017, adding that he will launch with a 
small group of styles.

Horea noted the company recently exited 
most costumes adding that it dropped its 
men’s Zakk line in 2014. 

“We are focusing more on core business” 
which he defined as “lingerie and more and 

more plus.” He 
noted that 
Coquette is 
now using 
“plus models 
for the ILS 
show.” 

He also 
acknowledged 
a “growing” 
and significant 
private label 
business.

In other 
news, Horea 
reported the 
company is 
about the take 
off on a nine 
day photo 
shoot in New 

Orleans in late May that may include “our 
own parade.”

exes: new canadia lingerie
Madeline Cote introduced retail buyers to 
her new company, Exes Lingerie, at the 
recent International Lingerie Show in Las 
Vegas.

Cote is based in Montreal and produces 
her dramatic, strappy collection in Canada. 
The company launched just over a year ago, 
and at the start of the show she told BODY 
she had not yet sold her lingerie to any 
stores.

Instead, Cote started by selling on Etsy.
com. On that site, her lingerie items cur-
rently range in retail price from $17.81 for a 
double string thong with heart shaped back 
on up to $78.79 for a see-though mesh 
bodysuit with deep plunge open front and 
“cheeky high cut back.” There is also a 
kimono selling for $72.84.

“I’ve been a fashion designer all my life,” 
she told BODY, noting that Exes was the 
“third company I start from nothing.” Her 
previous apparel collections had been high 
end women’s apparel, she said. But lingerie 
is what she and her husband “always want-
ed to do. We want to offer quality. We were 
fed up with garments that kept ripping.” 
She added that she seeks to “empower 
women with sexiness” and pointed out the 
word for sex in French is “sexe,” which, 
when spelled backwards, is the name of her 
company.

Cote is planning to focus “on specialty 
stores, little boutiques” offering “good qual-
ity at the very middle range of prices.”

The designer emphasized she is trying “to 
bring something more fashionable to the 
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sexy clothes industry,” which she finds “very 
old fashioned” in general and “sometimes 
not very trendy. It does not talk to young 
girls, how they express their sexuality with 
all stuff from the 80’s. Dressing like moms 
does not work,” she declared.

“Our customer does not 
want lace. They hate lace. 
They want something stron-
ger. To feel strong, sexy.” She 
added that some of her styles 
are “lingerie you can wear to 
parties. You do not feel you are 
in lingerie.”

Cote said many of her cus-
tomers “go to the rave shows, 
clubbing girls, party girls.” 
Clients also include “strip-
pers,” “dancers” or “any regular 
girl.”

tender fit bras
Tender Fit produces three 
post surgery bras for breast 
cancer patients that “are con-
structed of unique fabrics that offer gentle 
compression and expansion where needed. 
All styles are equipped with removable 
drain pockets.”

Created by Kim Laguna, a physical thera-
pist assistant certified in lymphedema, the 
patent-pending designs are offered in three 
versions: a shirt with built-in bra retailing 
for $109.99; a post surgical bra for $79.99; 
and a mastectomy bra set, 
also for $79.99.

Tender Fit was launched 
in 2013 and claims to offer 
“women recovering from 
mastectomy, lumpectomy, 
reconstruction, augmenta-
tion, reduction, heart, chest 
and shoulder surgeries -- as 
well as the effects of lymph-
edema -- the most comfort-
able and supportive bras 
available to date.”

According to the company, “after many 

years of helping women post-mastectomy,” 
Laguna “discovered that some of the 
patients she treated after breast cancer sur-
gery -- whether the surgery was recent or as 
long as 30-years ago -- were affected with 
lymphedema either on their arm, chest, 
back or axillary region.” The inventor 
reported that her “patients and other 
women in the community stated how 
extremely tight and uncomfortable their 

post-surgical bras were, which led to many 
irritations and in some cases swelling. 
Having nowhere to support their drain 
tubes was an issue which left patients in 
situations to either pin or devise a method 
of placement inside the bra.”

The company explained that “the post 
surgical bra pre-surgery (cleared by the sur-
geon) gets donned during the procedure, 

thus allowing for a more comfortable recov-
ery and proper healing. The post-surgical 

bra and mastectomy bra set can be worn 
day and night.”

Tender Fit is already selling to “several 
stores across South Florida,” as well as on 
its own website www.tenderfit.com. The 
company claims it “supplies products to the 
Veterans Administration Hospitals through 
their partnership with Veterans Medical 
Supply, Inc., the sole source of these prod-
ucts for the VA Hospitals and their 

Women’s Clinics.”
Tender Fit can be reached at con-

tact@tenderfit.com or at (754) 422-
7316.

trueshapers & pink room
The Pink Room, a shapewear spe-
cialty retailer based in Union, New 
Jersey, reported success with the 
waist slimming garments by 
TrueShapers that it recently began 
selling.

The Pink Room introduced 
TrueShapers at the end of 2015 and 
told BODY, “Thus far, we have had 
overwhelmingly positive feedback 
from our customers, and are experi-
encing a very high level of demand.”

According to the retailer, the results 
are due to “the unique design of the True 
Shaper products that are without equal in 
the existing shapewear market. They use a 
new technology that the company calls 3D 
structure, and 3D plus, which is a proprie-
tary trade-marked fabric and process. 
TrueShapers uses three different layers of 
fabrics that are woven together to create 
very high compression yet remain comfort-

able to the skin. Utilizing this 
new approach to crafting shape-
wear, TrueShapers is the first 
company to offer an alternative 
to the existing high-compression 
waist control garments that 
many clients consider too 
restricting or uncomfortable. 
The fabric is described by the 
company as ultra-light weight, 
which is also hypoallergenic and 
very breathable. Due to these 

qualities, we’re highly recommending these 

MAY 2016  •  BODYDAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

news

15

(Continued on page 16)

(Continued from page 14)

Valens Group | USA Distributor
www . valenslingerie.com

877.223.1796 | 732.829.5462



MAY 2016  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US16

garments for postpartum and post-surgery 
clients as their high level of comfort does not 
aggravate sensitive areas nor leave impres-
sion marks in the skin.”

The Pink Room explained, “TrueShapers 
offers their products in two main lengths, 
long torso and short torso garments, with 
sizes ranging from extra small to 3X large; 
the sizes are considered “true fit” as they do 
not run small or large. Three rows of hooks 
are offered on every garment which allow for 
adjustments as you progress with your fit-
tings. Compression falls primarily between 
very high and medium, and they are very 
comfortable to the touch.” TrueShapers are 
offered in a variety of vibrant colors and pat-
terns, as well as classic beige and black.

“As a testimony to the anticipated success 
of TrueShapers, we’ve 
already had several repeat 
retail and wholesale cus-
tomers who have commu-
nicated to us they will con-
tinue to carry these prod-
ucts. We are currently 
structured to sell whole-
sale quantities up to 200 
pieces per order, and are 
pleased to sell direct to 
retail as well.”

Contact Bethania 
Castillo at 908-943-7517 or 
at thepinkroomlingerie@
gmail.com.

starline moves
Starline and the related 
brands Raveware and 
Party King completed a 
move in March from 
Irvine, California, where 
the brands originated, to 
Texas.

The company has also 
has ceased producing 
paper catalogs. This fact is 
noteworthy because most 

of the sexy lingerie makers 
produce large, multi-page 
print wholesale catalogs that 
are mailed to their retail cus-
tomers.

Interviewed at the recent 
International Lingerie Show 
in Las Vegas, vice president 
of marketing John Wiltgen 
told BODY, “We do every-
thing electronic. We went 
digital with the Halloween 
catalog.” That fact notwith-
standing the sales executives 
were using a small number 
of paper catalogs in the 
booth at the show.

Wiltgen said that the new 
facility in Texas is “two or 
three times the size” of the 
former warehouse, which is has helped in 
“fixing our delivery,” providing “more inven-

tory,” and “getting out to cus-
tomers faster.” He noted that 
the new, more central loca-
tion “cuts two days off ship-
ment times to the Northeast.”

at last certification
At Last Bra and Lingerie of 
Sacramento, California has 
been officially certified as a 
Mastectomy Boutique by the 
Board for Certification/
Accreditation, an organiza-
tion that insures compliance 
with standards set by the 
government and medical 
organizations.

At Last Bra and Lingerie 
now has the professionals 
“qualified to provide patient 

care and to fabricate and/or fit appropriate 
prescribed devices to individuals.”The devic-

es are ”used to support, 
align, prevent or correct con-
ditions of the body or skele-
ton to improve the function 
of movable parts of the 
body,” according to the 
store.

“We are honored and 
proud to have earned the 
certification and accredita-
tion to work with patients 
and provide a special kind of 
satisfaction, knowing what 
we have learned is going to 
help someone return to 
activities they have always 
enjoyed”, said Benita 
Kimball, a co-owner.

Kimball opened At Last in 
2006, offering sizes 28-50 
band and D-K cups for the 
hard to fit woman. 

Kimball received a BA in 
mass communications from 
Clark Atlanta University, an 
MFA from the American 
Film Institute, in Los 
Angeles and, in 2012, an 
MBA from Herzing 
University.

(Continued from page 15) 
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Ted Vayos, BODY: 
Please describe your 
store for our readers?

Jordana Woodland, 
Naked Princess: 
The Naked Princess 
Flagship Boutique, in 
the heart of the Melrose 
Place Shopping District, 
is a living representation 
of the Naked Princess 
vision. Our goal is to 
redefine the meaning of 
“boudoir.” We believe 
it’s not only a space, 
but a state of mind. To 
have a signature scent, 
a go-to gloss, a favorite 
cashmere robe, the 
perfect day-to-night 
dress; all these inspire a 
lasting confidence. Our 
passion is to elevate a 
woman’s day-to-day 
experience and help 
curate her ideal boudoir. 
Since our company’s 
launch in 2011 we’ve 
built a loyal customer 
base from our wholesale 

and ecommerce 
business markets. Our 
products are currently 
sold at luxury hotels, 
spas and boutiques 
around the world, so in 
2014 we were honored 
to have the opportunity 
to put another level of 
focus on our customer 
base in our hometown 
of LA. We want to 
always be connected to 
our customer, her tastes 
and desires, and having 
our retail location is a 
perfect way for us to 
do just that. It allows 
us connect with our 
customer base on 
a very personal 
level. I designed 
the boutique in 
collaboration with 
the celebrated 
interior designer 
LM Pagano, to 
create an elegant 
and tranquil 
space that not 
only offers an 
ideal shopping 
experience but 
also a beautiful 
venue for 
stylish private 
events. Inside our 
doors you’ll find 
a mix of Naked 
Princess apparel, 
beauty and home 
products along 
with a carefully 
curated mixture of 
third party brands 
offering paperie, 
books, jewelry, 
apparel, beauty 
and home goods. 
We are a gifting 
d e s t i n a t i o n , 
whether it’s for a 
special occasion 

or just to treat yourself ! 
 
Ted: What makes your 
store special?

Jordana: Many of our 
customers exclaim, “I 
just want to live here!” 
This statement means 
we’ve done our job. We 
want our customers to 
feel like they’ve entered 
a shopping haven when 
they step through our 
doors. Our spacious 
entry and main boutique 
floor are accented with 
gold leaf walls, custom 
Italian wood flooring 

& shimmering crystal 
chandeliers, while our 
lounge area features a 
stunning marble framed 
fireplace and plush 
seating. Our expansive 
space also includes 
furnished front and 
back patios framed by 
lush trees & manicured 
greenery, an upstairs 
private lounge suite and 
boudoir bar. 

Ted: What do you look 
for in a brand?

Jordana: We look for 
brands and companies 

retail profile: naked princess
Q&A with Jordana Woodland, founder and creative director
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that will integrate 
seamlessly with the 
Naked Princess vision 
and aesthetic…quality 
items that enhance the 
fun and flirty boudoir 
lifestyle. A woman’s 
boudoir is never finite. 
As our customer evolves, 
we make sure to evolve 
with her. That’s why 
you’ll see our selection 
shift and flow through 
the seasons with various 
trunk shows and brand 
partnerships. You’ll be 
able to find an exclusive 
Parisian lingerie brand 
next to a local LA 
jewelry designer. That 
eclectic, yet cohesive 
mix is key to the Naked 
Princess shopping 
experience.

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

Jordana: The Melrose 
Place shopping district 
is a shopping mecca 
in the middle of Los 
Angeles. A customer 
can walk to The 
Row, Isabel Marant, 
Monique Lhuillier 
and Naked Princess 
all within a one block 
radius.  Being among 
such iconic designers 
means that the style and 
trends in our area tend 
to strike that perfect 
balance between “of 
the moment” trends 
and classic “tried 
and true” styles. Our 
customer doesn’t aim 
to be trendy, they are 
fashion enthusiasts who 
appreciate and embrace 
the current trends while 
possessing a reverence 
for classic sartorial 
foundations. 

Ted: Describe 
your price points 
and size ranges.

Jordana: The 
Naked Princess 
shopper can 
expect an 
e x p a n s i v e 
range of Naked 
Princess and 3rd 
party product 
offerings. Prices 
can span from 
our Naked Shine 
Lip Gloss at $26 
to our highest 
quality silk pieces, 
which are sold 
at over $500. 
Our Third-Party 
products range 
from $6 paperie 
to $4600 jewelry. 
There’s honestly 
something for 
everyone.  Any 
budget can be 
accommodated. 
Our sizes range 
from XS (0-2) – 
Large (10-12).

Ted: What is your 
typical or average 
customer size? 

Jordana: Our sizes 
range from XS (0-2) 
– Large (10-12) and 
honestly it really varies 
depending on the sales 
channel. 

Ted: What point of 
sale system do you 
use at your business? 
What does your average 
customer spend per visit 
to your store? 

Jordana: We’re 
currently using Retail 
Pro and have been 
since opening the store 
in 2014. We deeply 
respect the privacy of 
our customers so we 
won’t comment on 
their average purchase 

amount. We want 
our customers to feel 
assured that their time 
shopping with us is 
more than just numbers. 
It’s the experience that’s 
most important to us. 

Ted: Describe your 
customer. 

Jordana: Our customer 
base is predominantly 
women between the 
ages of 25-55. It’s been 
wonderful to watch our 
male customer base 
grow though over the 
past couple of years. 
Men are starting to get 
more creative in their 
gifting choices. They’re 
starting to curate 
gifts instead of simply 
selecting one item and 
calling it a day. 

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

Jordana: One of the 
greatest aspects of our 
space is that we’re set a 
little further back from 
the street with lush 
greenery surrounding 
our front patio, making 
the experience of 
shopping at our store 
feel more like you’ve 
entered a shopping 
haven rather than just 
another retail store. 
We noticed though 
that this experience 
enhancing location 
feature has sometimes 
intimidated our LA 
neighbors to walk 
through our gates. This 
past year has been about 
letting our customers 
know that our dynamic 
space is theirs to shop 
and explore.  We’re not 
about private exclusivity, 
we want you to come 
through and spend time 
with us! 

B
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event report
Curvexpo New York at the Javits
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The Curvexpo show in New York, 
February 21, 22 and 23 offered 
“350 exhibiting brands” according 
to Eurovet, in a busy Jacob Javits 
Convention Center. “The number 
of qualitative buyers attending the 
show remained stable compared to 

February 2015, with 2,700 buyers 
on show floor throughout the three 
days,” according to show manage-
ment. Special events included a 
trend presentation by Maria Santos 
of Promostyl and an after show 
party. There were also presenta-

tions about the upcoming hotel and 
spa program in August and the 
Interfiliere New York in September. 
Over the next eight pages we pres-
ent photographs of the buyers and 
exhibitors we met during the three 
days in New York.
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Schattakka’s Dennis of Secure Intimates, Jan Swan of Julie France, Michelle Gray
 of Secure Intimates and Roberta Zahl of Dusty Rose.

Lisa Wilbanks of Everything Underneath, Marcia Shally of 
Affinitas and Marissa Wilbanks of Everything Underneath.

Tatyana Ponomareva of Ivette Bridal and 
Karima Renee of the Philly Bra Lady.

Karine Juneau and Kitty 
Murphy of Mondor.

Jill Wenzel, Paul Gladysz, Anna Gladysz of Fit Fully Yours with 
Debbie Donelle and Kerri Hobe of Debra Lingerie.

Jaclyn Cunningham, Susan Demusis and 
Ashlee Kelly of Soma Intimates.

Nicolas Attard of Oh la la Cheri with Andrea Kruger 
and Charlene Kimball of La De Da Fine Lingerie.

Alexa Fernandes of Rago, Larissa Groysman and Inna Nizhnik 
of Magic Corsets & Lingerie with Rich Leavy of Rago.

Heather Rubio of Fashion Forms Ruth Dowdy 
and Sheri Knight of the Bra Patch.

Becca Michelet and Jeannie Emory of Genie Bra 
with Candy Tobin of Affinitas.

Shelly Domenech of IC London and 
Marcia Shally of Affinitas.
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Abby Martin and Holly Powell of the Pencil Test.

Christine Cocco and Angela Courtney 
of Sweetest Sin Boutique.

Jesse Jones of Vidakafka, Mona Goldberg of Zoe Ayla 
and Nancy Kafka of Vidakafka.
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Yaffit Salmanson of Nooar with a friend.

Leonardo Romero of S&L Moda Sac with Tatyana 
Ponomareva of Ivette Bridal.

Zoe and Quinn Roukema of Zoe Ayla with Katie Jordan and 
Sahar Khorram of Frederick’s of Hollywood.

Elizabeth Echevarria and Angela 
Estevez of Ouihours.

Laina Hon of Laina Jane with Daren Peng of Nubra.

Nicki Cornacchione and Desiree
 Peterson of Amerimark.

Frances Prado and  Melinda Silva of Hanging 
Secrets with Vanessa Martin of Pampour.

Brenda Meadows and Mary Stanley of the Lingerie Shoppe 
with Claudia Driggs of Calida.

Becca Michelet of Bra Genie, Psyche Terry of Urban Intimates
 and Jeannie Emory of Bra Genie.

Maral Arslanian and Meghan Dedrick of Juana 
De Arco with Andrea King of Aristelle.

Natalie Dickson of 
Evelyn’s Love.

Rene Williams of Renes Fashion Boutique with 
Sarah Konkel of Oh la la Cheri.

Lisa Cheng of Sheer HK and Hiromi 
Kani of Skinware.
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Sarah Konkel of Oh la la Cheri with 
Laina Hon of Laine Jane.

Paul Gladysz, Anna Gladysz and Jill Wenzel of Fit Fully Yours with Candie 
McDonald and Roger Hansen of Candies Couture.

Sheri Kassin and Alex Kuszer of Something Blue 
Lingerie with Sarah Konkel of Oh la la Cheri.

Tatyana Ponomareva of Ivette Bridal with Elena 
Burlando of Rusalka.

Marcia Shally of Affinitas with Jessica Dilullo and Amanda 
Lubrant of Fortuna Femme.

Alicia Edwards of Stand Alone Chic with 
Tyra Colden of Urban Intimates.

Anna Gladysz of Fit Fully Yours,  Rosa Belleville of Madame 
Pirie and Paul Gladysz of Fit Fully Yours.

Natan Amos of Classic Shapewear, Mona Goldberg of Blackspade, 
Moshe and Elyse Amos of Classic Shapewear.

 Athena Montuoro of Badines with Michele 
Krchov of Fort Knox Lingerie.

Rafi Segev of Pronto Moda with the Julie France model 
and Jan Swan of Julie France.

Melissa Schwartz of Naked, Randie Shabto of Lingerie on Lex, Joel Primus of Naked, Marina 
Bianchi and Maya Graziani of Lingerie on Lex.

Charlanne Leavy of Affinitas with Steve and Nicole 
Townsend of Princess Corset & Lingerie Shop.

Dorothy Yang of Custom Curves, Paul Gladysz of Fit Fully Yours 
and Soneia Butcher of Custom Curves.
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Sarah Konkel of Oh la la Cheri with Shelly 
Domenech of IC London.

Paul and Anna Gladysz of Fit Fully Yours with Christine 
Candreva and Karen Marie Camastro of Mary Corsetieres.

Kerdisha Wallace of Iris Lingerie, Jan Swan of Julie France and 
Michelle Hamilton of Iris Lingerie.
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Anna Gladysz of Fit Fully Yours, Bruce Prescott of Zoe & Co, Paul Gladysz 
of Fit Fully Yours and Kelsey Byrne of Zoe & Co.

Tim Bartels of Saxx, Deborah Furr of Johari and Jim Mitchell of Saxx.

Anne Locke with Carline 
Dean of Lace Affaire.

Atsuko Ohara of Scarlet, Yuliya Abene of Freaky Elegant 
and Thomas Dorsey of Ivette Bridal.

Tatyana Ponomareva of Ivette Bridal with Jaclyn Giambattista, Alyssa Johnson, 
Morgan Pratt and Jacqueline Fontana of FullBeauty Brands.

Brenda Thompson, Kali Andrews and Kirk Andrews of Petticoat Fair with 
Paul Fabrizio and Jessica James of Empriente.

Sara Megletti of PB&J, Paul Gladysz and Anna Gladysz of Fit Fully Yours and 
Chriss Murphy of PB&J.

Dee Bielenberg of City Drawers and 
Charlanne Leavy of Affinitas.

Tina Santoro of Jacalyn Bennett, Dow Hickam of Top 
Drawer and Kimberly Nowers of Jacalyn Bennett.

Felicia Farina and Jenny Hsieh
 of Century 21 Stores.

Marissa Vogel of 
Calligramme.
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Anna Gladysz of Fit Fully Yours and 
Sarah Wiener of Trousseau.

Heather Rubio, Danielle Whitford and Marilyn 
Rubner of Fashion Forms.

Rebecca Aughton of Bravo Intimates and 
Marilyn Rubner of Fashion Forms.

Tatyana Ponomareva of Ivette Bridal and 
Andrea Kruger of La De Da Fine Lingerie.

Lisa Aquilino and Nelly Nunez 
of Century 21 Dept. Stores.

Lena Doran of Empire Exotics, Sarah Konkel of Oh la la 
Cheri and Kris Senevi of Empire Exotics.

Pam Martin of Bertha Church and Nicole 
Martin of Belle Mode.

Nasrin Hormozi, Nazin Hormozi and Roya Manzaran 
of Parisian Lingerie Love and Lolita.

Michele Dillard and Crystal Johnson of Gurlfriends Boutique with Jan Swan 
of Julie France and Porsche Dillard-Morton of Gurlfriends Boutique.

Robin and Daniel Horman of LiliBea’s. 

Dianne Ketner of Affinitas with Lauren Long and Jason 
Palmer of Curvaceous Lingerie.

Darlene Gillard and Maya Brown of Urban Intimates, Gail Williams of Measured to Fit, 
Tyra Colden and Tiffany Baker of Urban Intimates.

Janet Jack and Psyche Terry 
of Urban Intimates.

Dorothy Yang of Custom Curves, Paul Gladysz of Fit Fully 
Yours and Soneia Butcher of Custom Curves.

Tina Doueihi of Red 
Fern Lingerie.
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Tatyana Ponomareva of Ivette Bridal with Angelique Poppo
 and Jill Townsend of Bonjour Lingerie.

Anne Locke and Eric Crawford of Cupid Intimates 
with Jackie Keto of Her Underthings.

Heather Garcia and Michelle Kennedy
 of Bare Necessities.
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Mindi Leikin of Bare Necessities, Jenn Gossweiler of 
Naked and Lynn Fram of Bare Necessities.

Lindsey Martin of Foundations, Heather Rubio of Fashion 
Forms and Melissa Logos of Foundations.

Kari Bezart of the Bra Garden, Paul and Anna Gladysz of Fit Fully Yours with 
Kathy Zutz of the Bra Garden.

Tatyana Ponomareva of Ivette Bridal and 
Jessica Nangle of La Petite Coquette.

Heather Skonberg Dow Hickam, Danielle Heller and 
Mary Bates of Top Drawer Lingerie. 

Ali Armour and Kellie Friedman of Jet with 
Zoe Roukema of Zoe Ayla.

Paul and Anna Gladysz of Fit Fully Yours with 
Mary Wood of Next to Me.

Lisa Mercel of Kanvas Beauty, Ivy Bello of Naked Princess 
and Claudia Braswell of Naked Beauty.

Amy Cain of Fantasy Fashions, Jess Haynes of Tutti Rouge 
and Danielle Hodgins of Fantasy Fashions.

Jeniene Ferguson of Lady Olgas with Sarah Konkel and 
Karissa Labriola of Oh la la Cheri.

Tiziano De Franco of Jolidon.

Yanina Marin and Mario 
Pace of Squeem.
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Zia Islam of  Tragic Kiss with his model.

The Julie France model Jan Swan of Julie France and 
Natasha Nurse of Dressing Room 8.

Susan Van Arthos of Abrielle, Jenalyn Schneider of Knickers of Hyde Park, Esperanza Diaz 
Manas of P. Jamas, Cristina Manas of P. Jamas and Ann Sullivan of Abrielle.

Shadia K’David of Salua Atelier Lingerie 
with Quinn Roukema of Zoe Ayla.

Treia Black and Alise Black of Boutique Black with Zoe 
Roukema of Zoe Ayla.

Paul Gladysz of Fit Fully Yours, Kimberly Johnson of Bust’dd, Anna 
Gladysz of Fit Fully Yours and Laura Johnson of Bust’dd.

Donette Ambrosy with Marcia 
Shally of Affinitas.

Paul Gladysz of Fit Fully Yours, Isaac Sagman of 
Suzette and Melissa Schwartz of Fit Fully Yours.

Donalda and Douglas Reid of La Belle Femme.

Michelle Kennedy of Bare Necessities, Mona Goldberg of Black Spade, Krista 
Molinaro of Bare Necessities and Megan Irvine of Bare Necessities. 

Tatyana Ponomareva of Ivette Bridal, Sheri Knight 
and Ruth Dowdy of the Bra Patch.

Addie Kington and Jennifer Wong of Linea Intima, Bill and Connie Schmitt of Marlies 
Deckers and Liliana Mann of Linea Intima.

Cotton Club booth, Michele and Terry Krchov of Fort Knox with Olivia 
Feldman and Sharon Grief of Olivia Feldman Lingerie.

Regina Kilshtok of Jazee Bras, Mona Goldberg of Black 
Spade and Sonya Raishevich of Jazee Bras.
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Carolyn Boyd of Posh Lingerie, Joan Perry of Felina and 
Xavier Tavera of Posh Lingerie.

Rebecca Aughton of Bravo Intimates with Anna Gladysz, Paul 
Gladysz and Jill Wenzel of Fit Fully Yours.

Isaac Sagman of Suzette Hosiery with Eric 
Crawford of Cupid Intimates.
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Julianna Robison and Deborah Curcio of Torso Lingerie 
Studio with Erica Young of Erica M.

Ben Hui, Psyche Law and Joe Leung
 of Chasney Beauty.

Megan Grassell, Erin Rosenberg, Lynn Grassell 
and Lindsay Rider of Yellow Berry.

Nicolas Attard of Oh la la Cheri with William 
Haddad of Montelle.

Jo Higgins of Knicker Luxe, Elizabeth Echevarria of OuiHours, Sophie Higgins of 
Knicker Luxe and Yani Fong of OuiHours.

In the Cotton Club booth, Ruth Brennan and Erin Vance of Bits 
of Lace with Michele and Terry Krchov of Fort Knox Lingerie.

Michael and Yuliya Abene of Freaky Elegant with 
Nicolas Attard of Oh la la Cheri.

Laura Magleby of Maglebee’s with Heather 
Rubio of Fashion Forms.

Sarah Wiener of Trousseau, Annette Smith of 
Montelle and Allison Balmer of Trousseau.

Lisa Lindquist of Freudian Slip with Betty 
and Fred Wells of Triumph.

Anne Locke and Eric Crawford of Cupid Intimates.

Andrea Rienzo of Parah.





2016
may 2-3

Off Price
Gotham Hall NYC
Manhattan, NY
(262) 782-1600
offpriceshow.com

may 2-4
  Moda

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

may. 2-4
  Fame

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

may. 2-4
  Accessories Circuit

Javits Center
New York, NY
NY (212)-600-3000
CA (310)-445-4200
enkshows.com

may. 2-4
  Intermezzo Collection

Javits Center 
New York, NY
NY (212)-600-3000
CA (310)-445-4200

june 8-11
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-744

june 12-15
Neac Show

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

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

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

july 6-8
AABCP Mastectomy
Summit & Expo
Omni Park West, 
Dallas, TX
(800) 892-1683 
AABCP.org

july 9-11
Interfiliere Lyon
Eurexpo Lyon
Lyon, France
+33(0)1 47 56 32 32 
interfiliere.com

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

july 16-19
SwimShow
Convention Center
Miami Beach, Fla.  
(305) 596-7889

swimshow.com

july 17-19
Mrket VG
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

july 17-19
Project
New York, NY
(877) 554-4834
magiconline.com

july 19-20
Premiere Vision
Pier 92, New York, N.Y.  
646-351-1942
premierevision.com

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

july 31-aug. 2
CURVENY 
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

july 31-aug. 1
LingeriePro 
Antwerp, Belgium
lingeriepro.be

july 31-aug. 2
  Accessorie Circuit

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

july 31-aug. 2
  Moda

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

july 31-aug. 2
  Fame

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

july 31-aug. 2
  Intermezzo Collection

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

july 31-aug. 3
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

aug. 6-8
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

aug. 7-9
Stylemax Spring
Chicago, IL
The Merchandise mart                                           

event & show dates 2016
calendar
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(312) 527-7750
Stylemaxonline.com

aug. 7-9
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

aug. 8-9
Swim Collective
Hyatt Regency 
Huntington Beach 
Resort, California
swimcollective.com

aug 10-11
INDX Show
Cranmore Park
Solihull, UK

aug. 10-13
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444

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

aug. 15-17
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

aug. 15-17
MAGIC
Las Vegas 
Convention Centers

Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 15-17
Project
Mandalay Bay
Las Vegas, NV
(877) 554-4834
magiconline.com

aug. 15-17
Pool Show
Mandalay Bay
Las Vegas, NV
(818) 593-5000
magiconline.com

aug. 15-17
Stitch 
Sands Expo Hall
Las Vegas, Nev. 
(212)-686-4412
fameshows.com

aug. 15-17
Mrket VG
Sands Expo
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

aug. 15-18
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-682-3475
wwinshow.com

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

aug. 28-31
Neac Show
Royal Plaza Trade 

Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

aug. 31- sept. 3
  CPM Body & Beach

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

sept. 8-10
   Surf Expo Show

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

sept. 8-11
National Bridal Market 
Merchandise Mart
Chicago, IL 
(312) 527-7750
nationalbridalmarket.com

sept. 12- 14
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(704) 662 8793
spectrade.com

sept. 18-20
  Coterie 

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

sept. 18-20
  Fame

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

sept. 18-20
  Moda

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

sept. 18-20
  Accessories the Show

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

sept. 18-20
  Stitch

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

sept. 20
  Interfiliere New York 

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

sept. 21-23
  Vow

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

sept. 21-23
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

oct. 8-10
New York Bridal 
Pier 94
New York, NY 
(312) 527-7750
newyorkbridal.com

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

oct. 16-19
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

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

oct. 22-25
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

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

oct. 26-29
Dallas Apparel Market 
Dallas Market Center
Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

nov. 8-10
Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637
maredimoda.com/cannes

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

Jackie Keto, Her 
Underthings: My boutique 
is located in Albany New 
York. 
 
Ted: How did you get 
started in this industry?  

Jackie: My sister got me 
started in this business. She 
had owned a lingerie store 
which I worked at with 
her. After her passing in 
March of 2014, followed 
by other events, I decided 
to open this store in her 
memory with the help of 
my amazing family and the 
fabulous employees that 
came with me.

Ted: When did you open?

Jackie: I opened this store 
in November of 2014.

Ted:  Why did you choose 
to open a business in this 
location?

Jackie: I chose this location 
for the traffic as well as the 
surrounding community. 

Ted:  How has the internet 
affected your retail 
business?

Jackie: Being young, I’m 
25 currently, I knew from 
day one the importance of 
having an online presence 
and how that can affect a 
business. 

Ted:  Describe your 
business?

Jackie: My store is very 
similar to store you would 
find in an area like SOHO. 
It’s narrow but very deep. 
I have industrial vaulted 
ceilings, painted cement 
floors, all softened by 
amazing chandeliers.

Ted: What makes your 
store special?

Jackie: We’re special 
because we came back 
from something tragic and 
unexpected, and continued 
to help our amazing 
customers. When you shop 
in our store, you’re walking 
into our family. My mom 
works with me two days 
a week. People are always 
surprised when 
they find out 
that yes, my 
mom is here 
working with 
me. But they 
love it, it’s truly 
a ‘family owned 
and operated’ 
business. We do 
everything in 
house, including 
alterations.

Ted: What do 
you look for 
in an intimate 
apparel brand?

Jackie: I look for 

brands that produce great 
quality for the prices they 
offer them at. I also look for 
brands that have wide size 
ranges. In a market where 
we see daily size ranges of 
32/34 B/C’s up to 42/44 
G/H it’s important to have 
brands that offer wide size 
ranges.

Ted: List some of the 
brands that are important 
to your store. Which of 
these brands deserves an 
outstanding review from 
you?

Jackie: We sell brands in 
all manner of price ranges. 
Our best-selling brand is 
Simone Perele. Although 
it’s a bit expensive at $99 a 
bra, the quality can’t be beat. 
Once a woman puts on a 
Simone Perele, they usually 
take it. Other highlights 
are Fitfully Yours and 
Curvy Couture for our plus 
size market, and Anita/
Rosa Faia for the average 
sized customer. We are also 
an ABC Certified location, 

so our best surgical brands 
are Amoena and Trulife, we 
also carry some Anita Care 
items as well. 

Ted: Where do you like to 
shop for your merchandise?

Jackie: I do extensive 
online research for brands 
and styles. If a rep is not 
local for a new brand, I 
will usually wait until the 
Curve NY show to check 
out a new brand.  

Ted: Which brands have 
disappointed you as a 
retailer?

Jackie: With the local 
history, a number of 
‘Big Name’ brands have 
disappointed me with their 
business decisions. With 
brands like Wacoal and 
Eveden refusing to sell 
to me any longer because 
someone told them not to, 
it made me reevaluate my 
relationships with them, 
and realize how I need to 
trust a brand to deal with 

retail profile: her underthings
Q&A with Jackie Keto, boutique owner
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them. Many stores might 
have crumbled if that 
happened to them, instead 
I was able to look at the rest 
of the market availability 
with an open mind and 
find some amazing new 
brands that many people 
have not heard of, but are 
now falling in love with. 
Besides, we have a HUGE 
mall across the street where 
both brands are sold at 
multiple department stores. 
Their quality had gone 
down as well in recent 
years. Best thing that could 
have happened to us.

Ted: What could these 
companies do to improve?

Jackie: I would advise them 
to look at the longevity 
possibilities of a business. 
Being a young business 
owner, I am more able, 
and willing, to change 
my buying habits quickly 
to try new styles then 
someone who ‘has been in 
the business for decades’. I 
am not set in my ways, but 
I know what I like when 
I see it, and am willing to 
take a risk on it.  

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

Jackie: We are constantly 
looking for new up and 
coming brands. We know 
that some brands that may 
have been huge in the past 
are starting to fall off as 
new brands are coming up. 
I am personally in love with 
what Samanta and Ajour 
are bringing to the market. 
Samanta has beautiful styles 
with the signature Polish 
wires, while Ajour is up and 
coming and WILLING 
TO LISTEN to retailers 
on how to improve their 
designs. I explained to 
them once that they need 
to angle their straps in in 
the back, 6 months later, 

their straps angle in 
across the line, and 
they sell even better. 
I look forward to 
seeing what else this 
Ukrainian brand 
comes out with. 

Ted: Do you carry 
other products 
besides  those listed 
above ?

Jackie: I also carry 
shapewear from TC 
and Miracle Suit, 
lingerie and pajamas 
from Mystique, and 
I am IN LOVE with 
the tank tops from 
Arianne. Customers 
love that they are reversible. 
We also carry swimwear 
from our surgical brands as 
well.   

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

Jackie: Full coverage is 
IN. Women are loving the 
Simone Perele Delice full 
cup, provides support AND 
it’s absolutely stunning in 
every color. T-Shirt bras 
are also still in. We like the 
Simone Perele Amour 3D 
plunge as well as the Rosa 
Faia Spacer Basic. 

Ted: Describe your price 
points and size ranges.

Jackie: We offer a variety 
of prices for our customers 
from $50 up to $99 for 
bras. Most are in the $65-
$75 range. We offer both 
wire and no wire options 
from 30AAA-56O in 
stock, with the availability 
to order up to a US W. 
As far as surgical, we offer 
forms in multiple styles 
from sizes 1-17, and bras 
from 32A to 52D, up to 44 
bands in H cups. We also 
provide onsite alterations 
for forms that do not fit in 
a pocketed bra.   

Ted: What is your typical 
or average customer size? 

Jackie: Our typical 
customers range from a 
38-42 band. Most are in 
the F,G,H cup sizes. Most 
women that end up in these 
sizes came in wearing a C 
or D cup. I have found 
that while these cups are 
becoming less of a ‘secret’ 
recently the size imagined 
is always significantly 
bigger. It comes in handy 
on a daily basis that I am 
a 34I, to which I get the 
response ‘you’re not THAT 
big’. Usually helps also 
helps when I tell customer 
that we go up to an ‘O’ in 
house, and ‘W’ by order. 

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

Jackie: The average 
customer spends around 
$150-$170 and leaves with 
2-4 bras. We find that 
our customers fall in love 
with us and come back 
frequently for more bras, 
and colors. 

Ted: Describe your 
customer base. 

Jackie: Our customer 

base is primarily women 
aged 35 and up. However 
we do also have a young 
customer following, as 
well as mothers who have 
brought in their daughters 
after we have fit them. We 
also have a large LGBT 
following and are happy 
to help customers of that 
community as well. We are 
considered a safe place for 
any undergarment needs 
they have. 

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

Jackie: The biggest impact 
has been being a new store. 
We have managed to get a 
strong following with our 
customers in just a year. We 
have found that women in 
the area really need this 
service, and want to come 
to a place where they feel 
comfortable and can have 
fun doing something that 
most women hate: Bra 
Shopping. It is amazing 
to hear when I am out 
shopping in the mall for 
clothes in a dressing room 
and hearing women talking 
about us and how amazing 
we are. To hear that on a 
regular basis in this short of 
a time is incredible. 

B
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sales, earnings fall at calida
Sales and earnings dropped at Switzerland-
based Calida Holding AG, parent to both 
the Calida and Aubade underwear brands 
(as well as other apparel, sports equipment, 
surf wear and garden furniture lines).

In its annual report the company blamed 
“The Swiss National Bank’s decision on 15 
January 2015 to stop defending the CHF 1.20 
exchange rate against the euro,” as well as 
currency exchange rates with 
the U.S. dollar and terror 
attacks in Paris, among other 
factors, for the declines.

In 2015 Calida earned CHF 
16.989 million (about $17.4 
million at current exchange 
rates) on sales of CHF 358.979 
million (about $368.1 million) 
compared to CHF 23.632 mil-
lion (about $24.2 million) on 
sales of CHF 412.381 million 
(about $423.0) million in 
2014.

U.S. sales for all divisions of 
the company were just CHF 
6.779 million (about $6.95 
million) in 2015, and CHF 
6.728 million (about $ 6.90 
million) in 2014

In a jointly signed letter at 
the start of the report, board 
chairman Dr. Thomas 
Lustenberger and former CEO 
Felix Sulzberger (who has 
since been replaced by Reiner 
Pichler), discussed the annual 
results and market conditions 
for the company’s various divisions. “Since 
the Calida Group generates three-quarters of 
its net sales in the Eurozone, an appreciation 
of the Swiss franc of more than 12 percent 
meant a nominal reduction in net sales of 
more than 10 percent, which obviously 
affected income,” the pair wrote. “The US 
dollar’s rise in value against the euro of more 
than 16 percent made production and sourc-
ing in the dollar area more expensive.”

The executives also reported, “The Swiss 
market, which accounts for 17 percent of 
Calida Group’s net sales suffered during the 

year under review from “shopping tourism”. 
Many Swiss consumers, particularly those 
living in border regions, made the most of the 
lower euro exchange rate by doing their shop-
ping across the border. Throughout the 
Eurozone, 2015 was marked by generally 
weak consumption. Consumers were made 
cautious mainly by the uncertainties caused 
by political, economic and social events. The 
most significant of these were: The terrorist 
attacks in January and November in Paris, 
which had a substantial impact particularly in 
France, the Calida Group’s most important 

sales market; The debt crisis in Greece in the 
first half of 2015; The refugee situation, 
which affected consumer sentiment in most 
European markets; The shift in consumption 
from stationary retail towards online shop-
ping led to strong growth in direct and indi-
rect sales through e-commerce sales chan-
nels. This growth resulted in quite stagnant, 
or even declining net sales through stationary 
sales channels. Calida Group’s divisions were 
affected differently by these events.”

For the company’s Calida lingerie and 
underwear brand, the challenging environ-
ment led to projects aimed at “strengthening 

the brand at key accounts in the Swiss home 
market, optimizing the brand’s store network, 
which now covers 130 Calida stores, continu-
ing to develop e-commerce, and the ongoing 
modernization and optimization of the collec-
tions.”

Meanwhile, the Aubade brand, which was 
purchased by Calida some years ago, “was 
practically unaffected by the currency turbu-
lence because more than 90 percent of sales, 
cost structures and production/sourcing are in 
the Eurozone. However, with two-thirds of its 
sales in France, Aubade did suffer as a result 

of the weak consumer activity in its 
home market. After a rather weak 
first half-year, when net sales slipped 
by 2.0 percent, Aubade had a much 
stronger second half. The decline in 
annual net sales was thus reduced to 
1.0 percent; at EUR 14.4 million the 
contribution to operating profit only 
fell slightly from the prior year’s 
27.6 percent to 26.9 percent. Aubade 
thus remains very profitable. Since 
the turnaround in 2009 the brand has 
regularly increased its net sales and 
profitability. However, this positive 
trend is mainly based on the French 
home market; the brand has only 
made slow progress in international 
markets. A comprehensive strategy 
review was carried out during the 
year under review with the aim of 
ensuring the sustainable long-term 
development of the Aubade brand. 
This led to significant changes in the 
focus of the collection, brand man-
agement and organization in the 
middle of 2015. The goal is to 
increase the appeal of the Aubade 
brand in foreign markets.”

Overall, the executives said “we believe busi-
ness will trend slightly positively in 2016.”

Charts in the Calida annual report show that 
the Calida intimates and underwear division 
contributed sales of CHF 128.158 million 
(about $131.4 million), and the Aubade divi-
sion CHF 57.008 million (about $58.5 mil-
lion) to the groups total sales of CHF 358.979 
million (about $368.1 million) in 2015.

Of the company’s total operating profit of 
CHF 88.459 million (about $ 90.7 million), 
Calida contributed CHF 35.561 million 
(about $ 36.5 million) and Aubade CHF 
15.340 million (about $15.7 million).

MAY  2016  •  BODY DAILY 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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Gregory Gilmore & Carlos Cain

Ted Vayos, BODY 
Magazine: Please 
describe your store for 
our readers?

Gregory Gilmore, 
Toolbox Men’s Supply 
Company: We opened 
Toolbox late 2012 after 
I experienced a sudden 
job loss. My partner 
and I had worked 
in retail apparel and 
home furnishings for 
many years. The timing 
seemed right so we took 
the plunge 
to open 
T o o l b o x 
as our 
first small 
business.
     We chose 
s p e c i a l t y 
m e n ’ s 
unde r wea r 
because this 
c a t e g o r y 
w a s n ’ t 
represented 
at all in 
Indianapolis 
and Indiana 
o v e r a l l . 
When we 
opened, our 
store was 
destination 
d r i v e n , 
located on 

the city’s north side. In 
April 2015, we moved 
the shop to Mass 
Ave--Indy’s premier 
district for living and 
entertainment.  The 
shop aesthetic is ‘cozy 
industrial.’ Repurposed 
pallets, metal pipe, and 
select antiques support 
the merchandising. We 
use bamboo hangers to 
highlight the product, 
displaying most styles 
out of their original 
packaging so that 
clients can get a sense 
of the fabrics. We’ve 
painted the walls a kraft 
paper brown to make 
the colorful stock be 
the focus.  Underwear 
is the key focus of the 
shop. I have swimwear 
year round plus some 
accessories like socks, 
hats and tshirts. I also 
feature some locally 
made candles, beard 

oils, and honey.
 
Ted: What makes your 
store special?

Gregory: Customer 
service is my most 
critical concern. We’ve 
all experienced abysmal 
service at mom-and-
pop specialty boutiques. 
Ensuring that clients 
have a friendly 
shopping experience 
is crucial.  I’m also very 
mindful of the offering 
styles for guys of many 
sizes. Men who wear 
sizes XL-3XL are 
totally underserved by 
the specialty underwear 
and swimwear industry. 
It’s important to me to 
make sure that these 
clients have options too.

Ted: What do you look 
for in a brand?

Gregory: When I’m 
selecting product I try 
to be mindful of filling 
a hole that’s currently 
missing with my 
existing assortment. I 
try to balance everyday 
or conservative styles 
with fashion or fetish 
options. I’m really 
pragmatic when 
adopting new brands. 
My biggest concerns are 
usually how quickly can 
I get the product   and 
are the minimums 
reasonable.  Two brands 
that are extremely 
important to me are 
Doreanse, Bear Skn, 
and Timoteo/CellBlock 
13. Doreanse, a Turkish 
brand, features a range 
of styles and sizes up 
to 2XL made with a 
wonderfully soft modal/
spandex/cotton blend. 
Doreanse’s boxer brief 
is my number one seller. 

I’d be remiss if I 
didn’t mention 
D o r e a n s e 
A m e r i c a n 
d i s t r i b u t o r, 
Pablo Manzur, 
and the 
e x t r e m e l y 
high quality 
care that he 
cons i s t en t l y 
delivers to 
me.  I mention 
Bear Skn 
too because 
they were the 
first fashion 
brand that I 
found to offer 
extended sizes 
to 6XL. Bear 
Skn launched 
just over a 
year ago after 

retail profile: toolbox men’s supply company

Q&A with Gregory Gilmore, owner
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a successful 
K i c k s t a r t e r 
c a m p a i g n . 
T h e i r 
m a r k e t i n g 
i m a g e r y 
also features 
big and tall 
models proudly 
wearing the 
gear.  Timoteo/
CellBlock 13 
get outstanding 
marks for the 
level of service 
I receive as a 
vendor. I love 
promoting that 
their stock is 
made in the 
USA. Their 
sexy and sporty 
styles have a 
great price point too.  
I usually work directly 
with the vendor to get 
my stock. I’ve attended 
trade shows like 
MAGIC and Liberty as 
well.

Ted: Which brands 
have disappointed you?

Gregory: Any 

disappointments that 
I have from brands 
revolve around shipping 
and order processing. 
2(X)IST will take five 
business days to process 
an order before it even 
ships. N2N Bodywear 
can take two or three 
days to process orders 
before shipping. They 
won’t offer USPS 

P r i o r i t y 
mail as a 
s h i p p i n g 
option for 
wholesa le 
accounts to 
speed up 
the process 
either. The 
amount of 
lag time 
b e t w e e n 
when I pay 
for product 
to when I 
can start 
s e l l i n g 
it makes 
a huge 
i m p a c t 
on my 
s p e n d i n g 
choices. 

Ted: Do 
you carry 

other products?

Gregory: I’m working 
to round out my 
assortment with some 
grooming products. 
I carry LA based das 
boom lotions and 
soaps. I’ve also picked 
up a wonderful line 
of beard oils from The 
Rugged Company out 
of Noblesville, Indiana.

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

Gregory: Boxer briefs 
and square-cut trunk 
underwear continue to 
be the most popular.   
On the spicy side, jock 
trunks and jock briefs 
continue to dominate.

Ted: Describe your price 
points and size ranges.

Gregory: Pricing 
generally hovers 
between $22-$30 
per underwear piece. 
Swimwear is about 
$45-$60 each. Socks are 
about $12-$18.  All my 
brands currently offer 
XS-XL. I have select 

offerings up 
to 6XL. 

Ted: What is 
your typical 
or average 
c u s t o m e r 
size? 

G r e g o r y : 
M e d i u m 
is my most 
popular size 
with Large 
as number 
two. The only 
shift I’ve 
noticed from 
2014 to 2015 
was with 
my Andrew 
C h r i s t i a n 
clients. In 

2014 I always ran out 
of smalls. In 2015, 
mediums were most 
popular.

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

Gregory: My average 
transaction is about $49.

Ted: Describe your 
customer. 

Gregory: Over-
whelmingly, my client 
is a man over 30 
shopping for himself. 
I have a strong repeat 
clientele of men 60-70 
which I think is great! 
I see the biggest push 
of women shoppers 
around Christmas and 
Valentine’s Day.

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

Gregory:  The biggest 
impact to my business 
was my shop relocation 
downtown. My sales 
volume and transactions 
have both seen double-
digit comp increases. B
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