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femmy’s to dana-co, macy’s
The 2015 Femmy Awards will honor 
Nordstrom.com, Dana-Co. LLC and the 
Macy’s Merchandising Group. The 
Innovation Award will go to 3-D Intimate 
Apparel Ltd. also known as Clover Group 
International Ltd. And the Lifetime 
Achievement Award is going to Kristin 
Kramer of Victoria’s Secret.

The event, presented by The Underfashion 
Club, Inc., is scheduled for Tuesday, 
February 3, 2015 at the Cipriani 42nd Street 
in Manhattan, where it has been held in 
recent years. The club describes itself as 
“the intimate apparel industry charitable 
organization dedicated to education.”

“The Femmy Awards honor those indi-
viduals and companies that have signifi-
cantly contributed to the intimate apparel 
industry and its growth,” according to the 
club. The evening “is the fundraising vehicle 
that enables the Underfashion Club to sup-
port its extensive scholarship, awards, 

internship and grants programs.”
The event will include the 12th Annual 

Student Design Contest featuring the 
designs of Fashion Institute of Technology 
students, three of which will receive cash 
awards.

bendon teams with heidi klum
Days after Elle Macpherson announced she 
was ending her relationship with Bendon, 
that company announced “the entire Elle 
Macpherson Intimates collection will be 
re-branded as Heidi Klum Intimates and 
will launch on 1 January, 2015.”

Macpherson had been associated with 
Bendon for 25 years, and recently said that 
she will relaunch lingerie collections with 
new partners.

Klum is the new “creative director and 
face of Bendon’s flagship Intimates collec-
tion,” according to Bendon.

Justin Davis-Rice, CEO of Bendon 
explained the move: “As a globally renowned 
supermodel and successful entrepreneur, 
we are very excited to welcome Heidi to our 
flagship Intimates collection. As our indus-

try continues to globalize, fresh designs and 
active publicity are becoming more and 
more important. Elle has been a great part-
ner to Bendon, however it’s time to take the 
brand to even greater heights, and Heidi is 
perfectly positioned to do just that. From 
the first meeting it was obvious that we 
were destined to collaborate and work 
together – her energy, work ethic and pas-
sion for lingerie is incredible.”

Klum declared, “I’ve always loved lingerie 
and can’t describe how incredibly exciting it 
is to globally launch my Intimates collection 
with Bendon, a true leader of the industry. 
In addition to spending a majority of my 
career modeling lingerie, I am also a woman 
whose body has changed over the years. I 
am a mother of four children so I genuinely 
understand the importance of finding the 
right lingerie.”

Bendon is owned by Eric Watson’s Cullen 
Investments and CEO Justin Davis-Rice. 
Bendon brands include Stella McCartney 
Lingerie, Pleasure State, Fayreform and 
Lovable. The company claims that the Elle 
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Macpherson brand “has become the largest celebrity endorsed 
intimates collection in the world, distributed widely in Australia, 
New Zealand, Europe and the USA.”

Speaking about the new relationship, Cullen noted, “Global dis-
tribution has been a real focus for Bendon. Today’s announcement 
of our partnership with Heidi will enable us to leverage the global 
base we’ve already established and grow exponentially. When you 
combine that with the 25 year heritage of our Intimates business, 
the future for Bendon looks incredibly exciting.”

According to the announcement, the Heidi Klum Intimates col-
lection will include a men’s brand, HKMAN, and Heidi by Heidi 
Klum, “a more accessible line of every day essentials,” and plans to 
expand into other categories, including swim. Bendon claims the 
Heidi Klum collection will launch in “1800 retail doors worldwide 
January 2015.”

impala takes large stake in maison lejaby
In a press release October 17, the French investment group Impala 
announced that it had made a significant investment in Maison 
Lejaby and will partner with “existing shareholders” in moving the 
brand forward.

According to Impala, “This partnership strengthens the financial 
structure of the company, in order to support its development and 
to accelerate its growth. The support of Impala enables Maison 
Lejaby to sustain and develop its brand project “French couture 
spirit in lingerie and swimwear,” to increase its international foot-
print, to build a strong brand image and develop its distribution 
network.”

The original Lejaby, founded in 1884 and once one of the largest 
French brands, with all its lingerie made in France, fell into decline 
and was put into liquidation at the end of 2011. A consortium of 
investors led by Alain Prost brought the brand back to life as 
Maison Lejaby in 2012.

Impala claimed sales for the brand now stand at 25 million euros 
(or about $31.8 million at current exchange rates), with the lingerie 
and swimwear sold in “2500 stores and outlets” around the world.

According to Jacques Veyrat, chairman of Impala, “the invest-
ment of Impala aims at making Maison Lejaby a global brand in 
the upscale and luxury lingerie market, thanks to the expertise of 
the teams and the quality of products, relying on the centennial 
heritage of the brand.”

Prost explained that “The know-how and the creativity of 
Maison Lejaby convinced Impala, conquered by the move upmar-
ket, the products and the teams.” The announcement also noted 
that “The shareholders of Maison Lejaby SA also appreciated the 

news
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quality of the dialogue with the manage-
ment and the willingness of Impala, an 
industrial shareholder, to support the com-
pany in the long-term and to provide it with 
the wherewithal to accelerate its growth.“

Impala also made an investment in French 
underwear firm Pull-in in 2013.

oh la la cheri: growing plans
Sales of the branded businesses at Oh La 
La Cheri, the Miami-based lingerie and 
swim company, have doubled in 2014 
according to vice president sales Tugdual 
Denis. He explained the reasons why and 
revealed expansion plans for 2015, including 

a bigger never-out-of-stock program and a 
new plus swim collection, in an exclusive 
interview with BODY.

Denis attributed much of the 2014 sales 
growth to the “launch of three new lines of 
products”: the Curves plus size collection, 
the Jet Set line of sexy dresses, and a swim-
wear group. In addition, in mid-year Oh La 
La Cheri introduced a “NOS [never out of 
stock] program” in which the company 
pledged to always have available some of its 
best styles. In addition, Denis pointed to “A 
more acute understanding of our target 
demographics resulting in improved sell-in 
and sell-outs,” as well as “Tailored market-
ing programs deployed with key retailers 
(billboards, in store visual merchandising, 
product trainings, spiff [sales incentive] pro-

grams, etc.) having a positive impact on 
brand awareness and sales.”

Asked if he expect the sales momentum to 
continue in 2015, Denis declared, “We feel 
the landscape of the lingerie market has 
been changing dramatically over the past 
three years. We see the market craving fash-
ion and edgy products. Mainstream retail-
ers are now pushing sexy lingerie in their 
year-round product assortment and no lon-
ger only during Holiday and Valentine’s. 
Our brand has a bridge position between 
sexy and mainstream and there are a lot of 
market shares to grab in both areas of distri-
bution. We are certainly expecting and hop-
ing this momentum to continue in 2015. Our 
brand and products DNA (America meets 
Europe design flair) is better and better 
perceived and understood by buyers and 
consumers. We are very committed to our 
customers and we are trying very hard to 
build long term relationships based on 
delivering a great product with the right 
marketing support.”

One move to expand sales in 2015 will be 
to increase the number of styles in the NOS 
program from 15 this year to 45 by early next 
year. “Our retailers’ reaction exceeded our 
expectations and we have decided to grow 
our NOS to 45 styles, both a mix of stan-
dard and plus size, in 2015,” explained 
Denis. “It will gradually take effect through-
out Q1 and Q2 with 50% of the new added 
styles being available as of January 1st and 
50% of the new added styles being available 
as of March 1st.”

“While our brick and mortar business has 
been growing by 40% this year, an even big-
ger growth came from online retailers,” 
continued Denis. “Online business is all 
about being able to replenish on a weekly 
basis your core and key items. By keeping 
heavy inventory on those key items, we 
make sure that our retailers as well as our-
selves do not miss on sales opportunity 
while keeping the momentum of those 
styles on their websites.”

The NOS program is composed of a 
“great variety of styles. The main focus is 
put on baby dolls, teddies, two piece bra/
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panty sets and crotchless panties. We’ll also 
be offering lace robes as well as seamless 
dresses in 2015. There is a mix of our core 
classic sexy line of products and more sexy, 
edgy styles.”

The sales executive pointed to some of the 
most important style numbers in the NOS 
program. “We’re excited to add our Eleyesh 
Group (#3111 #3112 #3113) as well as intro-
ducing #2139X (lace baby doll) and #0807X 
(burnout velvet teddy) in plus size (we only 
had 2139 and 0807 in standard size in 2014 
NOS). We’re also introducing our fashion 
plus size best seller of 2014: 2161X and 
2162X, a strappy look bra and matching 
garter belt.”

Another initiative that should spur growth 
for Oh La La Cheri is a new, 10-piece, plus 
size swim collection. “We’re excited to 
launch a small capsule of plus size swim 
which will ship in February, 2015,” said 
Denis. “There has been a growing demand 
from our retailers for plus size swim and we 
are thrilled to launch this test collection. 
Size range will be 1x to 4x and price range 
(wholesale) will be between $35-$40, there-
fore between $80 and $100 retail for the 
swimsuit.”

“We are firm believers that fashion plus 
size is the main area for growth in our 
industry,” continued Denis. “The rapid suc-
cess we have had with the launch of our 
Curves by Oh La La Cheri together with 
requests from our retailers for plus size 
swim have triggered this project. We col-
lected information and data from some of 

our key retailers regarding plus size swim. 
Invariably, they pointed towards the lack of 
fashion, reasonably priced plus size swim. It 
then became an obvious decision for us to 
test the waters by launching a narrow yet 
well thought (both in terms of quality and 
price positioning) collection.”

“Our 2015 Swim collection will be avail-
able to ship as early as January 15th 2015. It 
will boast four collections: Edgy/Strappy 
collection, White collection, Leopard 
Collection, Black and Gold (Bling!) 
Collection.

early ils in august 2015
Specialty Trade Shows announced its exhi-
bition dates for 2015, with the only signifi-
cant change being that the International 
Lingerie Show (ILS) will start August 31st, 
2015, more than two weeks earlier than it 
did in 2014.

“I did it for the retailers,” explained show 
director Jeff Yunis in an interview with 
BODY, noting that various holidays inter-
fered with his original plans to hold the 
event mid-month. Yunis pointed to a late 
Labor Day in 2015 (Monday, September 
7th), along with the Jewish Holidays of 
Rosh Hashana (Monday and Tuesday, 
September 14 and 15, 2015) and Yom Kippur 
(Wednesday, September 23, 2015) that all 
conflicted with the typical Monday through 
Wednesday format of the ILS.

Yunis noted that one alternative he con-
sidered was to have the ILS run September 
28 through 30. But he rejected the idea 
because, “Buyers don’t want to leave their 
stores so close to Halloween.” He added, 
“It’s much better for the retailers to have this 
show earlier than later in September.” The 
other, unavoidable issue he admitted is that 
some may complain that the show is too 
close to Magic (August 17, 18 and 19) and 
the many other trade shows that are sched-
uled in Las Vegas on or around those dates.

Yunis said he polled exhibitors about the 
ILS dates. “Some of the manufacturers say 
it’s too early. Most say they don’t care.”

The other show dates announced by 
Specialty Trade are for the combination 
spring ILS and Las Vegas Halloween 
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Show (March 30th through April 1st, 2015) 
as well as the Women’s Wear in Nevada 
(WWIN) shows: February 16th through 
the 19th, 2015 and August 17th through the 
20th, 2015. All these Vegas shows are held at 
the Rio Hotel convention center.

baci launches ‘seduction’
Baci Lingerie has launched Seduction: “a 
sub-chapter of our White Label Collection, 
Seduction is inspired by Baci’s core charac-
teristics – European styling with an edgy, 
sexy flair,” brand manager Helle Panzieri  
told BODY.

“As a value-priced packaged line, 
Seduction targets a wide market including 
both boutique and adult buyers. Each item 
is beautifully packaged with Baci’s signa-
ture photography showing off the garment,” 
explained Panzieri. The line includes “a nice 
balance of sets and separates, including 
chemises, panties and accessories,” with 
wholesale prices ranging from $4.99 up to 
$24.99. “Most items are one size fits all.”

In other news, Baci Lingerie announced 
its support for Charlotte’s Dreams, the non-
profit organization dedicated to providing 
bras and proper breast prosthetic forms to 
cancer survivors. Baci donated about 500 
bras to the non-profit “in their mission to 
help women reclaim their dignity and confi-
dence during the challenging period of 
recovery and financial hardship,” according 
to the company.

Baci Lingerie owner Frank Koretsky 
noted, “Charlotte’s Dreams is a dynamic 
organization helping women move on to 
the next stage of their lives after cancer: liv-
ing. Baci is committed to empowering 
women all around the world, and support-
ing groups like Charlotte’s Dreams is so 
important to our ongoing philanthropic 
mission. It is our sincere hope that our 
involvement creates awareness and inspires 
others to support causes that positively 
impact the lives of women of all walks.”

Charlotte’s Dreams CEO and founder 

Charlotte Dowdell explained her cause: “In 
my 24 years as a certified prosthesis fitter, 
I’ve seen too many beautiful, strong, deserv-
ing women unable to pay for the breast 
forms and bras they needed to transition 
into life after cancer with dignity and grace, 
and it has been our mission to remedy that. 
Donations and support from organizations 
like Baci Lingerie allows us to remain a 
non-profit and true to the cause; we have no 
doubt that their sexy, sultry styles will be a 
perfect fit for many of our precious clients.” 
For more information, visit www.charlot-
tesdreams.org.

Baci Lingerie emphasized that it “is com-
mitted to philanthropy, social conscious-

ness, and charitable outreach, citing wom-
en’s cancers as a cause close to their hearts; 
to date, Baci has raised thousands of dollars 
for the Eileen Stein Jacoby Fund at Fox 
Chase for breast cancer research, as well as 
the EIFF Revlon Run/Walk in LA.”

scandale is re-launched
Halle Berry has partnered with Hop Lun, 
the Hong Kong lingerie firm, to launch a 
Scandale Paris collection that debuted in 
late October at Target stores in the U.S. as 
well as at Target.com. Nine styles were 
offered on the site on October 27th; five 
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bras ranging in retail price from $16 to $18 
and four panties each priced at $7.

The 80-year-old brand was acquired by 
Hop Lun about five years ago and originally 
relaunched by that company in 2012.

The association with Berry is more recent. 
According to the actress, “I was drawn to 
Scandale because of its French heritage and 
gorgeous lingerie. The products are 
designed to support a woman’s desire to 
look beautiful as well as her essential need to 
feel confident and comfortable in her body.”

At Target.com, the “Scandale Women’s 
Animal Print Hipster” in a leopard pattern, 

in 80% polyamide, 20% elastane is selling for 
$7.00. The “Scandale Women’s Lace Illusion 
Demi Bra” in a color the company calls 
“Festival Red” combines a molded soft cup 
with under wire and lace overlay, in 90% 
polyamide, 10% elastane, for $16.

Also new on the Target website are 62 
pieces from Hop Lun’s Marie Meili collec-
tion, mostly bras and panties, with a few 
shapewear items. About ten years ago, Hop 
Lun tried and failed to launch Marie Meili 
as a luxury brand, with some bras retailing 
for well over $100 according to one source. 
More recently the brand has been part of the 
company’s “premium” private label offering, 
according the source. Now at Target, pant-
ies retail for $8, bras for up to $30, a bustier 
for $36 and a babydoll for $32.

Also a decade ago, Hop Lun was heavily 
promoting two other brands, 6ixty 8ight and 
No Romeo, with extensive brand advertising 
and huge trade show booths. Today 6ixty 
8ight is listed as a company brand on its web-
site, but there in no mention of No Romeo.

l’agent opening first in nyc
L’Agent by Agent Provocateur, the lingerie 
sub-brand designed by Penelope and 
Monica Cruz, is opening its first boutique, 
and has chosen to plunk down in a 
Manhattan neighborhood already full of lin-
gerie shops. L’Agent has plans for additional 
shops in the near future in Los Angeles, 
London and Moscow.

The new L’Agent by Agent Provocateur at 
259 Elizabeth Street joins Bradelis New 
York at 211 Elizabeth and the new Josie 
Natori shop at 253 Elizabeth (that offers lin-
gerie and sleepwear as well as other apparel). 
Only Hearts is located on a different side of 
the same block as the new L’Agent, on Mott 
Street. Three blocks away there is Qlosette 
on Mulberrry, and another block over, 
Cosabella at 220 Lafayette Street. Within a 
few blocks there are many other intimates 
shops such as Kiki De Montparnasse, 
Victoria’s Secret, Pink, A.W. Kaufman, 
Jenna Leigh, Journelle, Pull-in, La Perla and 
a store operated by parent brand Agent 
Provocateur itself at 133 Mercer Street.

L’Agent intimates retail at as much as half 
the price of the parent brand. And the latest 
openings are part of the parent company’s 
plan to rapidly increase the number of its 
stores around the world. Before the current 
opening, company management said there 
were 96 L’Agent Provocateur stores in 26 
countries

Earlier this year 3i, the investment compa-
ny that bought a controlling interest (report-
edly 70%) in the U.K. based lingerie firm in 
2007, hired Goldman Sachs to explore the 
possibility of a sale.

calida, aubade: profitable half
The Calida Group, the Swiss firm that owns 
both the Calida and Aubade underwear and 
intimates brands, seems to have successfully 
orchestrated its purchase of a controlling 
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interest in a larger, troubled, outdoor sports 
apparel company, and produced a profitable 
first half of 2014. At the same time, the firm 
emphasized the serious challenges it faces in 
its original lingerie businesses.

Calida reported net income of 5.2 million 
Swiss francs (about $5.4 million at current 
exchange rates) on sales of $197.4 million 
Swiss francs in the six months ended June 
30, 2014, compared to net income of 4.5 mil-
lion Swiss francs (about $4.7 million) on 
sales of 93.7 million Swiss francs (about 
$97.9 million) for the same period last year.

Calida, over the past year or so, acquired a 
59.9 percent majority stake in the French 
company, LAFUMA, which includes such 
brands as Millit mountain gear, Eider ski 
wear and Oxbow surf gear. In a letter to 
shareholders, chairman Dr. Thomas 
Lustenberger and CEO Felix Sulzberger 
noted that “The turnaround at the 
LAFUMA Group, which had been making 
a loss in recent years, was achieved for the 
most part. They added that “During the first 
half of the year the LAFUMA Group itself 
posted an operating result of EUR 1.5 mil-
lion, compared with an operating loss of 
EUR -54.2 million [or a loss of about $68.7 
million] in the equivalent period of the previ-
ous year.”

The report on Calida’s first six months 
included assessments of how both that 
brand and Aubade have been doing, a dis-
cussion of overall market conditions in 
Europe and elsewhere, and a significant 
endorsement of the company’s strategy to 
sell directly to consumers by opening its own 
stores and selling online.

The company executives reported that 
“During the first six months of 2014, the 
Calida division achieved sales of CHF 60.2 
million [or about $ 62.9 million], contribut-
ing 30.5 percent of total sales at the Calida 
Group. The Calida brand thus grew by 
CHF 0.9 million, or 1.5 percent (2.3 percent 
after currency adjustment). Given the tough 
consumer environment, this is a good result. 
According to market research company 

GfK, for example, the overall fashion/style 
segment in the Calida brand’s largest mar-
ket, Switzerland, only grew by 1.2 percent. 
Calida did much better than the market as a 
whole with 4.9 percent growth in its own 
stores after adjusting for changes in floor-
space. This good performance was also 
reflected in the Calida brand’s financial 
result, which made the year-on year increase 
in the contribution to Group profits slightly 
larger still.” The executives added that, “The 
order book for the second half of the year 
leads us to expect another solid result for the 
Calida brand for 2014 as a whole.

The story was not as good at Aubade. 
Lustenberger and Sulzberger reported that 
“Following five years of uninterrupted 
growth, Aubade posted a slight fall in sales 
of EUR 1.1 million, or 4.1 percent, to EUR 
26.9 million [or about $ 34.1 million] in the 
first half of 2014. Aubade thus accounted for 
13.6 percent of Calida Group’s overall sales. 
The decline is not surprising given the poor 
consumer sentiment in France, Aubade’s 
main market. The fall would have been 
steeper if Aubade hadn’t invested consis-
tently in recent years in its own network of 
boutiques. While Aubade’s sales in other 
shops and department stores were around 12 
percent lower in the first half year, the 
Aubade boutiques, of which there are now 
more than 50, achieved floorspace-adjusted 
growth of 4.3 percent. The sales trend for 
Aubade was negative in international whole-
sale markets as well. Weak consumer 
demand meant that independent retailers in 
all markets found it increasingly difficult to 
operate at a profit. Rents, wages and other 
costs are rising continuously while sales and 
margins are declining. In France alone 
Aubade has lost more than half its indepen-
dent retailing clients since 2005 as a result of 
them closing their businesses. The strategy 
developed by Calida Group of building up 
alternative distribution channels (own brand 
boutiques, outlets, e-commerce) has provid-
ed vital support and will continue to be a 
high priority in future. During the first half 
year, Aubade achieved 40.2 percent of its 
sales directly to consumers through these 
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channels. Thanks to the excellent gross 
margin and solid cost management, Aubade 
made a significant contribution to the 
group’s profit for the half year despite the 
slight fall in sales.”

Looking ahead, the executives declared 
that “Despite the subdued prospects for the 
economy as a whole, we are confident about 
the second half of 2014. All divisions have a 
solid backlog of orders.”

bollydoll hose from majesty
Majesty Brands LLC has signed a license 
to produce a BollyDoll collection of socks 
and hosiery. The brand began as a book and 
illustrations by artist and singer Amrita Sen 
that was then transformed into a musical.

BollyDoll sleepwear is a collection of col-
orful, Indian-themed styles which have been 
sold at Dillards, Nordstroms, and Von 
Maur according to the BollyDoll website. 
Bags, jewelry and various accessories are 
also shown on the site.

“Hosiery is a natural extension for the 
BollyDoll brand,” Sen declared in the 
hosiery announcement. “I’ve seen so many 
women wearing beautiful, vibrant colors 
and prints on tights and socks. With the 
technology available 
to Majesty Brands, 
along with their broad 
reach in sourcing and 
design, we can take 
prints and color to a 
whole new level.”

Majesty is a New 
York-based producer 
of both private label 
and branded merchan-
dise. Other brands 
include ABS by Allen 
Schwartz and Sam & 
Olivia. The firm has 
worked with a wide 
range of retailers 
including department 
stores, mid-tier depart-
ment stores and mass 

market retailers.

fetish underwear
The market for fetish-
themed men’s underwear 
and other apparel is on the 
rise according to French 
fetish designer Patrice 
Catanzaro, who has been 
designing such product for 
years.

Catanzaro told BODY 
he has, for decades, been 
“concentrating on sexy chic 
and fetish collections for 
men, even though, of 
course demand is less 
high,” than for his more 
extensive women’s collec-
tions. “Men took much 
time to adhere to that kind of product. With 
the democratization and the acceptance of a 
feminine part in men, we noticed an increase 
in demand. Our collections for men can be 
worn by gays as well as by heteros. These 
collections are seduction accessories. Most 
of the time, women buy for their husbands 
or boyfriends, contrary to gays who buy for 
themselves and assume that sexy side.”

His men’s fetish-themed apparel designs 
include “g-strings, boxers, jockstraps…And 
we also make ready to wear : trousers, tee 

shirts, shirts, catsuits, jackets.” 
Catanzaro told BODY in an 
exclusive interview. “We 
notice that the demand for 
jockstraps, and for sexy and 
fun items is constantly increas-
ing.”

‘scandalous’ by vs
Scandalous is the latest intro-
duction by Victoria’s Secret, 
both as the name of a new fra-
grance and the “Very Sexy 
Scandalous bra collection.”

“The bras are ultra-sexy and 
dramatic with fishnet lace and 
patent leather detailing. With 
plenty of push-up, a provoca-
tive balconet shape and a dra-
matic upward cut that’s front 

and center,” is the way the 
company describes it. VS 
president Sharen Jester 
Turney added, “The edgi-
er bra offerings are sleek 
and modern, and the fra-
grance is warm and sultry, 
providing our customer a 
new way to express her-
self.”

The Scandalous bra col-
lection “starts at $58 and is 
available in Push-up, 
Bombshell Push-up, 
Push-up Balconet and 
Unlined Demi in sizes 
B-DD.” The “Scandalous 
Waist Cincher” with a 
fishnet lace front and 
mesh back, framed by 

faux-leather is $48. The “Very Sexy 
Scandalous V-String Panty” in lace and 
mesh is $18.50. The nylon/spandex 
Scandalous Teddy with unlined underwire 
cups, front boning, hooks at back, bikini 
bottom, sheer lace front and mesh back is 
$68.

The Scandalous fragrance collection 
includes: $58 Eau de Parfum 1.7 oz., $78 
Eau de Parfum 3.4 oz., $25 Fragrance Mist 
8.4 oz., $20 Fragrance Lotion 6.7 oz., and a 
$25 scented candle.

l’eggs sheer tights
L’eggs Sheer Energy, a division of 
HanesBrands, recently introduced a sheer 
tights collection which incorporate new 
yarns “and bi-directional knitting technolo-
gy that help keep legs revitalized -- combin-
ing beauty and wellness in one product,” 
according to the company announcement.

“The trending Sheer Tight silhouette is 
just the right blend of sheer and opaque 
coverage perfect for year round wearing 
occasions,” continued the statement.

“The L’eggs brand will be premiering a 
new TV and online video campaign on lead-
ing cable stations and YouTube starting 
Oct. 22. Additionally, the L’eggs brand will 
feature an array of consumer engagement 
activities throughout the fall and holiday 
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season, including sampling on the streets of 
Manhattan and with online fashion blog 
SHEfinds, blogger and style influencer out-
reach and co-sponsoring the “Women 
Helping Women” breakfast to benefit Dress 
For Success on Dec. 4.”

Citing a recent NPD tracking survey, Hanes 
claimed “L’eggs is America’s #1 sheer support 
hosiery brand in mass retail,” adding that “in 
1970, the L’eggs brand revolutionized the 
industry by being the first hosiery brand to gain 
national distribution in food, drug, and mass 
retail stores.” Hanes boasts that the brand con-
tinues to be strong in those channels.

vs stratagies revealed
September sales rose 4% at 
Victoria’s Secret stores in the 
U.S. and Canada, while sales 
at Victoria’s Secret direct 
rose 5%. Parent company L 
Brands, Inc., which also 
owns Bath & Body Works, 
La Senza and Henri Bendel, 
“reported net sales of $853.5 
million for the five weeks 
ended Oct. 4, 2014, an 
increase of 9 percent, com-
pared to net sales of $786.0 
million for the five weeks 
ended Oct. 5, 2013.”

Beyond the sales numbers, 
two recent company presen-
tations provide much more 
detail as to where and how 
continued growth in the lin-
gerie sector has been achieved 
by L Brands. And what has 
been working for Victoria’s Secret can pro-
vide potential insights for the rest of the 
industry.

In the earnings call for Q2 2014 on August 
21, Victoria’s Secret CEO Sharen Turney 
discussed several successful aspects of her 
business. One area is sports bras. “I’m very 
excited about sport,” she said in answer to 
an analyst question. “The full assortment 
will be in—go from 118 to, I believe, about 

180 stores this year, so we are very excited.” 
Citing the new zip and click front closure 
system the company recently introduced, 
she added, “all of the technology that we 
have going into our sport bras are very, very 
important. We are performance-based. 
Everything we do is performance-based and 
in all the innovation as we go forward as 
well, really looking at owning that from a 
patent perspective. Excited about the 
growth opportunity that we have in sport, 
both in the store and the direct channel.”

About the recent addition of swimwear to 
its stores, which had previously only been 
offered in its direct channels, Turney noted, 
“We have not seen a deterioration of swim 
by expanding it into the store, and in fact it’s 
really been a one-plus-one-equals-two, or 
two and a half, being able to use the direct 
channel as advertising.”

Another major improvement Turney 
pointed to was Victoria’s Secret’s ability to 
jump on trends by getting new merchandise 
into stores more quickly. “We worked very 
hard, whether it’s your raw materials part-
ners or your manufacturing partners, to 
really set up something which I think is a 
very unique proposition. We probably have 
cut all of our manufacturing and lead times 

in half and continue to see opportunities. 
Panties is obviously our fastest category of 
growth – we’ve been able to get bras any-
where, if it’s a basic bra, fashion bra, down 
anywhere from three to seven weeks. So 
there’s always more and more opportunity 
as we look at supply base because we really 
try to think about it, as Charlie McGuigan 
[COO if L Brands] likes to say, is that as 
they were manufacturing right next door to 
us. It takes a lot of coordination between all 
of our merchants, planners and our supply 
base to be able to do this, and we really 
believe it is a competitive advantage for us.”

Another area of its lingerie business that 
has proved particularly profitable is the 
PINK division (whose sales numbers are 
sometimes combined into Victoria’s Secret). 
So far this year L Brands has added only a 
net two Victoria’s Secret stores in the U.S. 

(raising the total to 979 as of 
October 4), but it has opened a net 
25 PINK stores in the U.S. (rais-
ing the total to 108 during the same 
period) and another 10 PINK 
stores in Canada. According to 
documents presented at The 
Deutsche Bank 22nd Annual 
Leveraged Finance Conference in 
late September, “PINK freestand-
ing store productivity is more than 
$1,100 per square foot” for the 
stores opened so far, compared to 
productivity of “about $800 per 
square foot” at Victoria’s Secret.

PINK has a younger focus than 
Victoria’s Secret, and is defined on 
the L Brands website as “the domi-
nant aspirational lifestyle brand 
celebrating college women and 
campus life. The assortment 
includes sleepwear, loungewear 
and bras and panties designed to 

appeal to the spirit, humor, optimism and 
self-confidence of the girl who wears, loves 
and lives PINK.”

Although company executives insist the 
primary focus of the company is on its U.S. 
business, interesting growth is taking place 
internationally. During the August earn-
ings call, Martin Waters, president of the 
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international division, noted that in his sec-
tor, “Sales increased by 71% to $79.3 million 
and operating income more than doubled 
to $16.9 million.” He added that these 
results include both the company’s wholly 
owned business in the U.K. and franchised 
business in other regions.

L Brands started the year with five 
Victoria’s Secret stores in the U.K. and will 
end the year with 10, according to the 
Deutsche Bank presentation document. It 
started the year with four Victoria’s Secret 
International stores (operated by a fran-
chise partner) and plans to end the year 
with “13-15.” It started the year with 198 
Victoria’s Secret Beauty and Accessories 
(VSBA) shops (operated by other franchise 
partners, and often locat-
ed in airports) and plans 
to end 2014 with “287-297.”

The only lingerie seg-
ment where the number of 
stores is declining is La 
Senza. In Canada the firm 
started with 157 stores and 
plans to end the year with 
144; in other parts of the 
world it had 331 locations 
at the end of 2013, but 
plans to end this year with 
“257-264.”

“Sales and operating 
income growth was 
achieved across all of our 
formats,” said Waters. “At 
Victoria ’s Secret 
International, we contin-
ued to be pleased with 
performance of our full assortment stores. 
In the U.K., our London flagship store on 
Bond Street continues its exceptional per-
formance, and we’ve begun construction to 
expand this store. Our six mall locations are 
also doing well and we’ll be opening anoth-
er three stores this calendar year in the 
U.K., with one store having slipped from 
our prior forecast to spring 2015.”

“Elsewhere in the world, we opened 

another two stores in the quarter under our 
partnership with Alshaya, bringing the total 
to eight. These stores continue to do very 
well and we’ll be opening another five to 
seven this year across the Middle East and 
Turkey.” He continued that “Our Victoria’s 
Secret beauty and accessories (VSBA) busi-
ness continues to progress well...We are on 
track to open nine VSBA stores in China at 
the end of this year.”

Referring to the international market, 
Waters added in the August conference 
call, “we see a ton of opportunity in the 
regions that we’re already in...so with the 
Alshaya business across the whole of the 
Middle East and Turkey, we see potential 
over the next few years to get to 40 or 50 
stores. So again, rather than look at other 
geographies, I’d rather build out where we 
are right now. The same would be true in 
the U.K. where we own the stores.” Later in 
the call he added, “With that said, we get 

some incredibly positive responses from the 
VSBA business around the world that indi-
cate that there will be great business for us 
in the full assortment, so the two areas that 
I’m thinking about in the years ahead, one 
would be China obviously as we open the 
VSBA business later this year. I think that 
bodes well for full assortment in ’15 or ’16, 
and similarly in western Europe this year, 

we’ll open our first off-airport VSBA stores 
in western Europe, and that could well be a 
lead indicator for the full assortment busi-
ness in the future.”

Completing its report on September, 
2014 sales, L Brands reported that for all 
divisions, “Comparable store sales increased 
6 percent for the five weeks ended Oct. 4, 
2014.” In addition, for the 35 weeks ended 
Oct. 4, 2014, the company reported sales of 
$6.685 billion, “an increase of 7 percent com-
pared to net sales of $6.275 billion for the 35 
weeks ended Oct. 5, 2013. Comparable 
store sales increased 4 percent for the 35 
weeks ended Oct. 4, 2014.”

[The full conference call transcript can be 
found here: http://seekingalpha.com/
article/2442135-l-brands-lb-on-q2-2014-re-
sults-earnings-call-transcript?page=1]

‘lust’ from bodyzone
BodyZone recently launched a new lingerie 

collection, Lust and BODY 
associate publisher Ted Vayos 
interviewed the company’s head 
designer, Aileen Andersen, 
about the new line. 

“I wanted to produce a line of 
domestically manufactured lin-
gerie, because I feel like so much 
of what’s in our market is pro-
duced overseas,” Andersen 
explained. “I wanted to take the 
quality that BodyZone Apparel 
prides itself in and create a linge-
rie line that was sultry and intox-
icating but still fun...maybe even 
whimsical. I also wanted to 
introduce a small number of 
structured, under wire bras as 
well as modeled cup under wire 
bras to our repertoire, which is 
something we’ve never done 

here at BodyZone.”
In the new collection there are “four mini 

groups within the collection and I wanted 
each one to have a different personality from 
the others. Pink Champagne are retro, pin-
up inspired designs with lots of sparkle. 
Scarlet Rose are classic and vampish, glit-
tered red and black items. The 
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Mademoiselle group is trendy yet sensual, 
the styles bathed in matte black, hot pink 
and lace print. My personal favorite would 
have to be the Dia de Los Muertos inspired 
group, aptly named Wake the 
Dead. All the silhouettes show-
case a vibrant sugar skull print 
framed by black lace with spar-
kling purple binding tracing the 
princess seams. They are fin-
ished with bright pink ribbon 
rosette clusters, mimicking the 
use of roses and flowers indica-
tive of Day of the Dead art and 
fashion. I favor these designs 
because they are something I would pur-
chase as a consumer and because the visu-
ally enticing without being too serious.”

Andersen pointed to what makes this new 
line unique. “Everyone does lingerie. 
Everyone but us. We wanted to do some-
thing that was different for BodyZone, 
something that was new for our customers. 
We wanted to offer legitimate quality in 
design and construction, not price point 
and units sold. I think the fabrics we used 
are beautiful and novel. The use of the 
underwires and molded cups is executed 
smartly and structurally. The silhouettes are 
more suggestive than in our other collec-
tions.  I also feel like we have done lingerie 
inspired dancewear here at BZ before but 
never dancewear inspired lingerie. I didn’t 
initially intend for it to work this way, it hap-
pened unwittingly, but I couldn’t be more 
pleased with the outcome.”

In the new collection, according to 
Andersen, most styles “are one size fits most 
and are made from stretchy, forgiving mate-
rials. All of the under wire bras are available 
in S/M and M/L as well as three of the five 
items from the Wake the Dead group. Our 
customer base has not yet suggested we 
include plus sizing in our category.  If and 
when that time arrives, we would definitely 
consider adding it. In the Lust collection 
we used materials similar in aesthetic and 
quality to those already utilized by 

BodyZone. They are soft, stretchy poly/
spandex and nylon/spandex blends mostly, 
rich in hand, color and luster. We used 
these beautiful, domestically purchased fab-
rics to compose elegant scrunch back pant-
ies, thongs, high waisted shorts, camisoles, 
under wire camigarters, chemigarters, 
under wire bras and soft cup bras.”

Prices for the Lust Collection range  from 
$11.75 to $28.00 wholesale, and the entire 
collection is made in the company’s own 
facilities in Phoenix.

“I would like to think that any woman, or 
man, could wear these garments in the bed-
room,” concluded Andersen. “I also feel that 
the Lust items would lend themselves won-
derfully to sexy, product photo shoots. 
Lastly, I think that dancers can definitely 
don the nearly all of these garments on stage 
despite them being designed as lingerie.”

success of miraclesuit
Miraclesuit Extra Firm shapewear has been 
making significant inroads into the specialty 
store market, according to Bob Mellerup, 
national sales manager for that brand, as 
well as Naomi & Nicole. Both collections 
are divisions of Cupid Foundations.

“Our primary audience is better depart-
ment stores (Macy’s, Belk, Lord & Taylor, 
Bon Ton), and select .coms (HerRoom, 
Bare Necessities, Zappos). However, we 
do business with specialty stores as well. 
Miraclesuit shapewear’s continued success 
is,” said Mellerup, due to several factors. 
“Miraclesuit provides the firmest level of 
control and the most significant degree of 
body transformation. Our product tags call 
out “loose ten pounds in 10 seconds,” which 
resonates with all women. Truly functional 

shapewear.”
Another important attribute to the 

Miraclesuit line are both the “Patented 
Wonderful Edge and Wonderful Panels” 
which he said, “provide smooth shaping 
without lines or ride-up.”

*Our largest volume collection, 
Miraclesuit Sheer, provides Extra Firm 

control where she needs it the 
most (tummy/abs/waist), while 
using sheer on the legs, and release 
areas, for added comfort and flex-
ibility. The top sellers in this col-
lection include: bodybriefer, 
torsette thighslimmer, hi waist 
brief, hi waist thigh, hi waist slip, 
waist cincher, and brief.”

*Our newest collection, Comfort 
Leg, is made with a super soft 
fabric with a flexible leg feature 

that “moves with the customer” to prevent 
binding and pinching,” the sales manager 
explained. “This highly successful group is 
offered in a bodybriefer, hi waist brief, and 
brief.”

doublescoop: fun inserts
DoubleScoop, the new bra insert brand 
with an altogether different attitude, has 
been expanding since its launch at Curvexpo 
in Las Vegas in August, shipping to addi-
tional stores and expanding its product line.

The key to DoubleScoop is that instead of 
treating bra inserts as something to be 
ashamed of, or at least hidden, here they are 
designed in bright colors and patterns that 
are begging to get noticed. “Retailers imme-
diately understand our vision that shape-
wear should be fun as well as flattering,” 
explained Annabelle Brownell who started 
the line with partner Betsy Heafitz. “These 
days, it’s ok, and in fact, sexy to show some 
undergarment – think bra straps and 
g-strings. They’re not hidden anymore. 
Who knows who might see them, but just 
in case, you’re looking good, and you’re 
owning it. You don’t have this strange sili-
cone jellyfish falling out.”

“We are fortunate because Spanx has had 
such success making a girdle an acceptable 
accessory, to the point where celebrities can 
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confess they are wearing Spanx on the run-
way,” added Brownell. “Customers have 
also been responding really well to 
DoubleScoop. Many had no idea the cate-
gory existed. They love the humor and the 
cheekiness, but most of all, they love how 
they look when they put them in, and love 
how they feel even more.”

At Curvexpo the company showed two 
varieties of inserts, an oval and a triangle 
shape. Of the latter, Brownell noted, “We 
showed retailers our triangle samples at 
Curveexpo NV, and they immediately 
placed orders. Double Scoop triangles 
were of particular interest to swimsuit 
retailers because they handle water well and 
are lightweight. They are designed to fit 
into halter-shaped swimsuits and tops, add-
ing volume and curves where you want, and 
smoothing bumps where you don’t want 

them. It’s a healthy smoothie, so to speak.” 
Wholesale price of the triangle inserts is $10 
and they come in “Black Licorice (Black), 
Coconut (White) and our original flavor 
Sweet Peaches (Nude).” All are shipping 
now.

Moving forward, “additional fashion fla-
vors” can be made available on request, and 
“As we expand, we will be rolling out sea-
sonal fashion flavors. At this time, we are 
also working on product line extensions.” 
She said that the partners would soon be 
ready to reveal the new products.

Brownell noted that a “variety of channels 
that have been receptive to our original 
retail approach: Blue Ginger in Hawaii, 
Fridays Image in Canada, HealthInSyle.
com, Mommy Paradise in CA” among oth-
ers.

Asked about other news, Brownell told 
BODY, “We’ve been having a lot of fun 
with social media, and are proud to say that 

Facebook has already rejected our advertis-
ing for “images showing unexpected or 
unlikely results.” That’s an endorsement 
right there!”

blush: new online shop
Blush Lingerie, the Canadian wholesaler, 
launched a new online store this month, 
offering an extensive array of its intimate 
apparel.

In announcing the web store, co-owner 
and creative director, Tiffany Ajmo 
declared, “We have taken the time to build 
an e-boutique and digital assets that tell a 
story because we believe lingerie is more 
than a design. It’s something to spark imag-
ination, a lifestyle, a fantasy, a fetish. 
Lingerie can be escapism and also be polit-
ical.”

Bras on the site are retailing for $29.40 on 
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up to $42, panties from $15 (or 3 for $33) on 
up to $38.

hanes q3 sales up, profit down
HanesBrands reported a 17% sales increase, 
but a 5% decline in profit, for the third quar-
ter ended September 27th. Both sales and 
net income are up for the first nine months 
and “The company raised its full-year adjust-
ed EPS guidance for the third time this year 
based on quarterly results despite a contin-
ued environment of restrained consumer 
spending.”

For the quarter, Hanes earned $118.9 mil-
lion on sales of $1.401 billion, compared to 
the quarter ended September 28, 2013 when 
it earned $125.3 million on sales of $1.197 bil-
lion.

The company’s “updated 2014 full-year 
financial guidance includes an increase in 
expected adjusted EPS to a range of $5.55 to 
$5.65, up from a previous guidance of $5.40 
to $5.60. The company continues to expect 
net sales of approximately $5.350 billion to 
$5.375 billion.”

Hanes chairman and CEO Richard Noll 
explained, “Our business continues to per-
form very well, particularly in an uncertain 
consumer environment, We have delivered 
more earnings in the first three quarters of 
2014 than we did all of last year. Our 
Innovate-to-Elevate strategy, global self-
owned supply chain, and acquisitions con-
tinue to generate shareholder value and give 
us confidence in our potential for many years 
to come.”

The company listed “key accomplishments” 
for the third quarter including “Sales growth 
in each business segment,” with “net sales 
increased for each business segment. 
Maidenform contributed $115 million in the 
third quarter, and DBApparel contributed 
$81 million. Excluding the acquisition con-
tributions, net sales on a constant currency 
basis increased 1 percent versus the year-ago 
quarter.”

The company also reported that it has suc-
cessfully “completed the integration of 

Maidenform within one year of the acquisi-
tion closing. From here on, Maidenform 
brand results will be part of the company’s 
core business in its Innerwear, International 
and Direct to Consumer segments. The com-
pany remains on schedule for capturing syner-
gies from the acquisition and integration, 
including ramp up of internalized production 
of select Maidenform intimate apparel styles 
in Hanes’ self-owned supply chain.”

Hanes pointed to its “Innerwear Segment” 
where “net sales increased 16 percent in the 
third quarter as a result of the Maidenform 
acquisition, while the company’s base busi-
ness was up slightly compared with a year 
ago. Operating profit increased 29 percent 
on acquisition benefits and increased base-
business profitability.”

The company noted that “Sales in the quar-
ter were affected by a continued uneven and 
challenging retail environment. Sales growth 
of at least mid-single digits in socks, boys’ 
underwear, and panties were offset by soft-
ness in other Innerwear categories. 
Innovation platforms, including 
ComfortBlend and X-Temp underwear and 
Flexible Fit bras, continued to outperform 
their respective categories.”

Hanes also reported that “Innerwear’s 
operating profit margin increased 200 basis 
points to 19.8 percent as a result of strong 
supply chain performance and Innovate-to-
Elevate.” It added that “Activewear sales 
increased 5 percent, while operating profit 
declined 1 percent versus a strong year-ago 
third quarter.”
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event report
New York Interfilière Show 2014    
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The second session of Interfilière New York, a 
one day textile trade show, took place Septem-
ber 23 in an event space in Manhattan’s SoHo 
district. The show, presented by Invista and 
Eurovet (which produces both the Interfilière 
and  Curvexpo shows), “connected key buyers, 
omni-channel retailers and emerging designers 
with leading global fabric mills and accessories 

specialists from Europe, Asia and the Ameri-
cas,” in the words of the organizers. Exhibitors 
included 31 mills from 12 countries, represent-
ing suppliers to the intimates, swimwear and 
performance apparel markets. According to 
Eurovet, 270 American brand representatives 
came to the event, which included trend presen-
tations by Eurovet, Lycra and the NPD Group. 

  Marie-Laure Bellon-Homps, CEO of Eu-
rovet, said of the expo (whose attendance 
doubled this year),“The show has proven to be a 
hit because it is a local event for companies that 
cannot send large production and design teams 
to Interfilière in Paris.”
  A third installment of the textile show will be 
held, at a date to be determined, next September.

Enrico Serafini and Gay Danna of Pave Maitex.

Lorenzo Locatelli of Jersey Lomellina with Kristine Deer and 
Trine Deer Wagner of K-Deer Haute Yoga Wear.
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Jameson Bui, Carole Hochman, Carlos Serra, Ari Nekamura and Joel Primus of Naked Brand Group.

Ama Addae of Beach Glam with Adriana Offenhutter and Josh 
Klauber of Klauber Brothers.

Heinrich Schiesser of Zengcheng Oriental Embroidery with Yahaira 
Solano and Bruce Moncada of Magic Tights.

Giulia Villa of Carvico and Bruce Waldman of 
A&H Sportswear.

Priamo Espaillat and Alise Ninivaggi 
of Priamo Designs.

Lisa Butler of A&H Sportswear / Miracle Suit, Elana Page of Invista, Ruth Gordon 
and Janice Smith of A&H Sportswear. 

Audrey Suinat, Patricia Boucquemont and Claire Willefert of Billion.

Marie Helene Collette of Plymouth and Izabel 
Martinez of Creative Pattern & Sample 

(Magnetar)

Noemi Diaz-Justino and Toni Trainor of GAP 
BODY & GAP FIT.
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Noelle Sakowitz, Jennifer Caruso and Susan Feinberg of Mulberribush.

Pattie Ficorilli and Dianne Lober of Invista.

James Gardner of Jiun Her Embroidery Lace with Kate Seavey and 
Denise Gould of Dora L.
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Laurence Teinturier and Marie-Laure Bellon 
of Eurovet.

Jill Gurhan, Kelly Herman and Mary Sullivan of 
Dora L International.

Lindsey Hatfield and Taylor Koebele of Destina-
tion Maternity.

Kathleen Craig of American Eagle with 
Tyler Lee of Iluna Usa.

Fe Koray of Dolce Vita, Ivy Chan and Yu Pan of Hang Gang Lace.

Laurence Coubelle and Mary Huguie of Noyon Dentelle, Attendee and Kath-
leen Craig of American Eagle.

Lijun Xu, Tuo Tan and  of Fujian Baikai Warp Knitting with Stepha-
nie Chen of Sapphire Bliss.

Walter Costello of Macra Lace with Nata-
sha Wilson of Gelmart.

Delrose Taylor of DANA-CO, Heinrich Schiesser of Zengcheng 
Oriental Embroidery and Betty Yee of DANA-CO.

Erica Young of Erica M.

Beth Reece, April Osborne and Nicole Baisch of Aydabee.

Kara Wischerath of KMW Textiles and Morgan 
Curtis of Morgan Lane.



Ellyn Seymour and Robert Brown of Simplex.

Christina Remenyl of Fortnight Lingerie and Judit 
Miklos of Ritex.

Edward Soloway and Maria Ward
 of Marcie Designs.

Aronne Faccio of Aronne Faccio Group, Johannes Rossler of Karl Fleis-
chmann and Michael Katz of Allison Textiles.

27NOVEMBER 2014  •  BODY

Anand Goenka of Apsara Silks.

Ian Su of Ruey Tay with Olivia Cooley, Christina Lord and Linda Fernandez 
of Komar Intimates.

Octavius Neveaux of Susanna 
Samson Design.
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Gay Danna of Piave Maitex with Libby Mattern and Silvia 
Hillmann of Malia Mills.

Lilene Nachbar of Vandale with Joshua Klauber of 
Klauber Brothers.

Mathew Steele, Shifra Steele and Yael Rubinfeld of Mint with Joy 
Hsieh of Yu Yuang Textile.

Gabriel Laporte and Cynthia D’Amours of Goldenfish Swim with 
Benson Wong of Sun Hing Industries.

Kay Messinga of Invista with a friend.

Colette Khalil of Intimates by Colette with 
Bruno Savage of Seram.

Silvana Pezzoli and Sergio Alibrandi 
of Sitip S.P.A.

Pablo Zimmerman of 
Ana Grant.

Paola Restrepo of Vila SAS.

Gabrielle Hilary of Bra Innovation with 
Doug Farmer of Invista.
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Ben Chan of Luniare with Camile Block.

Laurie Delpino  and Magdelis Santos of Curvexpo.

Marcela Fiol and Julio Tabares of The Muse Lingerie.
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Claire Willefert and Audrey Suinat of Billon.

Marco Bosseli and Roberta Bonifacio of Bosseli.

Joy Hsieh and Holly Li of Yu Yuang Textile.

Laurence Teinturier with Pierre-Nicolas 
Hurstel of Curvexpo.

Bruce Getz and Kaitlyn Young of Le Mystere, Michael Katz of Karl Fleischmann, Jessica Pfister  and Debby 
Gedney of Le Mystere.

Bruno Savage of Seram with Steve Chernoff of Rago.Rasha Alomar of Cuddleduds with Benson Wong 
of Sun Hing Industrial.

Richard Tinsley of Invista with Niroshan Samarasinhe of 
Stretchline.

Jason Zylberberg of Stretchline with Mary Huguie of 
Noyon Dentelle.
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2014
nov. 11-13

Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637
maredimoda.com/
cannes

dec. 9-11
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(865) 439-0500
hiaonline.org

2015
jan. 4-6
  Fame

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

jan. 5-7
  Accessorie Circuit

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

jan. 5-7
  Intermezzo Collection

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

jan. 6-13
Gift Show
Atlanta Mart
Atlanta, GA

(404)-220-3000
americasmart.com

jan. 12-14
Hong Kong 
International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 8-10
   Surf Expo Show

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

jan. 15-16
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

jan 19-21
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
www.TexworldUSA.com

jan. 19-21
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

jan. 21-24
Dallas Market Center 

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

jan. 24-26
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. 31-feb. 2
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

feb. 6-9
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

feb. 1-5
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. 15-17
Moda UK Lingerie & 
Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 15-18
Off Price
Sands Expo 
Las Vegas, NV

(262) 782-1600
offpriceshow.com

feb. 16-17
CURVENV
Sands Expo Hall
Las Vegas, Nev. 
(212) 993-8585
curvexpo.com

feb. 16-19
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

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

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

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

feb. 17-19
Project
Mandalay Bay & Las 
Vegas Convention 
Centers

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

feb. 17-19
POOL
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000

   magiconline.com

feb. 21-23
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

feb. 22-24
CURVENY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

feb. 23-25
  Fame

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

feb. 23-25
  Fashion Coterie 

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

feb. 24-27
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia

event & show dates 2014-2015
calendar
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www.cpm-moscow.com

march 1-5
ASD Show Las Vegas 
Convention Center and 
Sands Expo
Las Vegas, NV
asdonline.com

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

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

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

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

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

march 30-april 1
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 

Las Vegas, Nev.
(402) 778-0300  
spectrade.com

march 30-april 1
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667  
Interfiliere.com

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

april 30-may 3
Michigan International 
Women's Show 
(800) 849-0248
southernshows.com/wde

may 4-6
  Fame

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

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

may tba
Intermezzo Collections 

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

july 5-7
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

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

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

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

aug. tba
  Accessorie Circuit

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

aug. tba

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

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

aug. tba
  Fame

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

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

aug. tba
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

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

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

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

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

aug. tba
 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

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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event report
International Lingerie Show September  2014    
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The International Lingerie Show was 
held at the Rio All-Suite Hotel & 
Casino in Las Vegas Nevada on 
September 15th to the 17th.  The next 
eight pages of buyers pictures will 

show that the ILS worked very hard to 
fill booths with a wide variety of retail-
ers from the lingerie and Halloween 
industry.  Halloween and many reli-
gious holidays have made this a diffi-

cult time of the year for stores to attend 
the mid-month ILS.  The show promot-
ers are moving next years show to 
begin earlier on August 31st in 2015.   
    - Ted Vayos

Marcelle LeBlanc and Brandon Wilcox of Velvet Box with Linda Suib of Dreamgirl.  

Heather Rubio of Fashion Forms with a customer.

Joseph Tok of Music Legs and Hrant Kapriellan of Canadex.
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Donna Frisbie of Donna’s Delightful Treasures 
and Tia Lyn of Golyta.

Teresa Weaver and Rachel Hazelbush of Karnation with Joan Perry of Music Legs 
and Michelle Meyer of Karnation.

Primrose Boon of Fantasy Lingerie, Kelly Gilmore of Spencer 
Gifts and Leilani Whitney of Fantasy Lingerie.

Alexa Joseph of Good Vibrations, Spencer Kratochvil of Shirley of 
Hollywood and Coyote Amrich of Good Vibrations.

Tugdual Denis of Oh la la Cheri, Lisa Rozycki of 
Romantix and Sarah Konkel of Oh la la Cheri.

Angela Escobar and Pablo Tobon of Espiral Lingerie with 
Paul Avakain of Hollywood Exotic Shop.

Stewart Kawamura of Dynashape Intima and 
Deborah Hammond of Dazzles.

Kimberly Dillon of Espiral with Barbara Franks 
of Castle Megastore Group.
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Rodrigo Cano of Julie France, the Julie France model 
and Hrant Kapriellan of Canadex.

Walter Woodland of Patty’s Place, Sean Monahan of Raveware and Patty 
Woodland of Patty’s Place.

Rose Parra and Jennifer Orozco of Music Legs with Nej Garza, Sarah Snow 
and Chase Miles of Pibs Exchange.
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Franz Pass of The Blackroom with 
Joseph Tok of Music Legs.

Madison of Golyta with Michael and Janice Votsmier
of Satin and Lace.

Linda Suib and Nicolas Attard of Oh la la Cheri with 
Brandon Wilcox of Velvet Box and Sara of Oh la la Cheri.

Carolyn of Golyta with Phoebe Grott of Babeland.

Cheryl Paradis of Oh la la Cheri with Elena 
Kosarnaja of FiveAM.

Ginny Wells of Wells Intimates Group and Kendra 
Plueard of ChaCha’s Boutique.

Lena Mariani and Denise Emond of Landco with Tony Lam of Golyta 
and Edith Arsenault of Landco.

Victor McGregor and Phil Young of Raveware.

Mark Franks of Castle Megastore Group with Sean 
Monahan of Raveware.

Susan Craton of CFP, Teresa Shaddix of Perpetual Bliss Couples Boutique 
and Melissa Wright Wright of Golyta.

Mimi Desmond of Camouflage.



Aude Catanzaro, Olivia Bozzo and Charlotte Catanzaro 
of Patrice Catanzaro.

Marc Salls of Star Costume with Melissa Hardin of 
Nearly Me.

Desiree Gonsalves of Wonderful World with Heather Rubio of 
Fashion Forms.

Mark Behar of Smiffy’s with Charlie and Elias Qassis 
of Brooke Enterprises.
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Chrissy Grieco of Eurotique and Naoma Gleason of 
Amber’s Up Town.

Maile Cabral and Samantha DeMartini of Kixies.

Tiffany Schisler and Melissa Morrissey of OBX Romance Store with Jackie 
Gordon of Jackie G-String.

Linda Baitinger of Janra Enterprises, Helle Panzieri of Baci Lingerie and Martin Castillo of Janra Enter-
prises and Chris Lerner of X Gen.
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Jeff Brooks of Fantasy Lingerie with 
MaryKay Beacom of Oregon Entertainment.

Mark Syring of ABCD Distribution and Jill Wenzel 
of Shirley of Hollywood.

Shellee Rose of Sensually Yours with Sarah Konkel 
of Oh la la Cheri.

Phoebe Grott of Babeland with Jorge Solorzano 
of Fantasy Lingerie.

Christine Kang of iHeartRaves, Steve Marsili of Body Shotz 
and Betty Lugo of iHeartRaves.

Elena Kosarnaja of FiveAM with 
Eddie Goldstein of Golyta.
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Wendy Clavell, Lee Morris, Fayth Martinez, Tracey Miller of Blue Boutique with Sarah Konkel of Oh la la Cheri.

Frank Lozano and Christine Celaya of Pleaser, Lindsay Slusser of Warrior, Ben Xu of Pleaser Mona Werbock 
and Carl Werbock of Warrior.
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Robin Lovell of Lilly’s Lingerie with Jennifer 
Orozco of Music Legs.

Rena Peterson and Sue Dressler of Music Legs with 
Adam Woodruff of Miami Vice.

Lisa Rozycki of Romantix and Nicolas Attard 
of Oh la la Cheri.

Bob Howl and Rick Creger of Christie’s Toy Box with Joe Sternberg of Fantasy Lingerie. Eli Fierros of Toybox with Gabby Renee of Fantasy Lingerie, Dennis Flores of the 
Toybox and Leilani Whitney of Fantasy Lingerie.

Lori Hoffman of Wicked Temptations, Leticia Rodriguez of Rago 
and Mark Hoffman of Wicked Temptations.

Heidi modeling for Baci, Tori Dejkong of Baci Lingerie with 
Kenya and Alexzandria Battles of Battles Lingerie.

Susan Dressler of Music Legs and Desiree 
Gonsalves of Wonderful World.

Kris Wilmart with Lisa Chang of Trendy Wendy.

Susan and Tony Panzino of Premier Couples Superstore with 
Julie Cramer of Daisy Corsets.



Susan Agan and Martin Walker of Peekay, Joan Perry of Music Legs, George Williams of Peekay and 
Mona of Music Legs.

Mark Reynolds of Daisy Corsets with Karen Corner and 
Naoma Gleason of Amber’s Up Town.

Teresa Weaver of Karnation, Jennie Nielsen of Curvy Kate, Michelle Meyer and Rachel 
Hazelbush of Karnation.
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Eric Ehrens and Bob Keys of Dreamgirl.

Pauline Green of Fascinations, Kimberly Dillon of Dreamgirl, Bobbie Shishido, Pat 
Jagos and Carlin Sweitzer of Fascinations.

Stacey Singleton with Jennifer Searfino, Melissa Kent, Greg Gant 
and Robert Hunter of Cindies.
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Bob Ostendorf of Lavendar ’n’ Lace, Bonnie Brunton of Music Legs and 
Mary Ann Ostendorf of Lavendar ’n’ Lace.

Anthony Vargas of Hot Spot Video, Steve Marsili of Body Shotz and Glenn Otani 
of Hot Spot Video.

Leslie Wong of Seven ’tip Midnight with Debbie Ahearn and Tina Rojas of 
Lingerie Superstore.

Jennifer Pilles of Hey Beautiful Intimates and 
Bryan Diago of Espiral Lingerie.

Alexa Joseph of Good Vibrations, Sarah Konkel of Oh la la Cheri 
and Coyote Amrich of Good Vibrations.

Julie Cramer of Daisy Corsets and Donna Waton of 
Bed Tyme Stories.
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Jayne Owens and Donna Eaton of BedTyme Stories with Kacky Schweky of Just One and Nancy 
Flynn of BedTyme Stories.

Aude Catanzaro, Charlotte Catanzaro of Patrice Catanzaro; Pauline Green of Fascinations, Olivia Bozzo of Patrice Catanzaro, 
Bobbie Shishido and Carlin Sweitzer of Fascinations.

Dean and Cheryl Hammond of Adultsinsations with Justin Lam of Golyta.

Gary Sunshine of LD Management, Joe Dawn and Robyn Diamond of Rene Rofe, Eric Born-
er of LD Management.  Seated, Lauren Vandeusen and Jeff Valentine of LD Management.
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Tugdual Denis of Oh la la Cheri; Lisa Tinker, Casey Lozano of Patricia’s-Directors 
and Nicolas Attard of Oh la la Cheri.

Robert Matter and Sharon Dallas of Naughty But 
Nice Lingerie with Brian Diago of Espiral.

Sean Lee of Oh Yes Fashion with Susan Bartkoski 
of Fun Ladies.

Yancy Martin of Savannah’s Sales with Artie 
Spiller of Rene Rofe.

MaryKay Beacom of Oregon Entertainment and Joan 
Perry of Escante.

Barbara Franks of Castle Megastore with Marc 
Rosen of Rene Rofe.

Sara Acevedo and Kismet Pheiffer of Private Lives.

Fanny Fan of Dynashape Intima and Michelle Le of Adultland and 
Brenda Yang of Dynashape Intima.



Martin Lansky of The Mission Boutique, Espiral model and Jeff 
Thompson of Espiral.

Jane Garceau of Sexy City and Jennifer Orozco 
of Music Legs.
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Shivi Thakral of Mostly for You to Wear and Jackie 
Gordon of Jackie G-String.

Barb Canibano of Passion Parties, Primrose Boon of Fantasy Lingerie, Jim Dillingham and 
Dan Murphy of Passion Parties.

Debbie Ahearn of Lingerie Superstore, Robb McCullough of Music 
Legs and Tina Rojas of Lingerie Superstore.

Robert Gibbon of Eros 1207 and Sue Kellen 
of Music Legs.
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Judy Sorenson of Adam & Eve, Jim Hoye of Music Legs 
and Pam McKnight of Adam & Eve.

Pablo Tobon of Espiral, Jose Perez of Passiones Sexy Boutique and Angela 
Escobar of Espiral.

Rodrigo Cano of Julie France, James of Secret Desires, Julie France model, Lou Gori of Bobby Trap LoveStuff.

Rose Parra of Music Legs and Patty Woodland of 
Patty’s Place.

Sara of Oh la la Cheri, Michael Votsmier of Satin and Lace, Linda Suib of Oh la la 
Cheri and Janice Votsmier of Satin and Lace.

Mark Zaccai of Secret Lace with his models.

Rose Parra of Music Legs and Ma-
rina Tsur of Amore Lingerie.
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Leydy Parra of Music Legs, Rhonda Boone and 
Tabitha Brants of Erotic City.

Jennifer Searfino and Melissa Kent of Cindies, Je Sternberg of Baci, Greg Gant, Robert Hunter, George Lou of Cindies with Kim 
Sedergran and Helle Panzieri of Baci.

Eric Boisvert and Christina Chaaya 
of Greg Homme.
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Jessica Modeer and Chelsea Lowe of Zeezo’s with Monica Favazza of Daisy Corsets.

Sue Crippa and Mike Arch of Booby Bling with 
Erin of Baci Lingerie.

Whitney Allmond, Michael Allmond and Merilyn King of Lover’s Lane with Sean 
Monahan of Raveware.

Justin Lam of Golyta and Melissa Kurbis of Deja 
Vu Love Boutique.

Eric and Candice of Lelo with Helle Panzieri of Baci Lingerie.

Peter Horea of Coquette, Mark Franks of Castle Megastore Group 
and Christopher Scharff of Dreamgirl.

Shayna Allen of Romance Boutique and Megan 
Swartz of Deja Vu Adult Emporium.

Carol Mascali, Steve Chernoff and Leticia Chavis of Rago.

Mark and Barbara Franks of Castle Megastore 
Group with Tugdual Denis of Oh la la Cheri.

Megan Swartz of Deja Vu Adult Emporium and Helle 
Panzieri of Baci Lingerie.
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nilit to buy invista plant
Nilit, a manufacturer of nylon 6.6 for ther-
moplastics and apparel applications, has 
signed an agreement to acquire Invista’s 
Americana, Brazil, manufacturing site with 
intent to continue the site’s nylon 6.6 opera-
tions. The price was not disclosed; the 
transaction is expected to close by the end 
of the year.

“I want to extend thanks and appreciation 
to all Invista employees in Americana for 
their dedication through this process,” said 
Dave Trerotola, president of 
Invista Apparel & Advanced 
Textiles. “We believe the 
Americana site’s nylon 6.6 
operations will enhance Nilit’s 
global manufacturing pres-
ence.” Fabio Kahn, Nilit 
Fibers Division—managing 
director, added, “In addition 
to our sites in the US, China 
and Israel, this acquisition 
complements Nilit’s global 
nylon 6.6 manufacturing 
operations. South America in 
general—and Brazil in partic-
ular—both represent a key 
opportunity for Nilit. We have 
been active in this market 
since the early 1990s and have 
developed an excellent repu-
tation for quality and service, 
with a growing number of 
active customers. We plan to 
increase our DTY capacity 
and to reinforce our local 
presence.”

Zion Ginat, Nilit Group—
general manager, explained, “With this 
acquisition, we can significantly reinforce 
Nilit’s commitment to the Brazilian market, 
enabling us to expand sales to other custom-
ers, especially in the circular and warp knit-
ting segments, by taking advantage of a 
very efficient, well-maintained and highly 
established site. A local production pres-
ence will guarantee a fast market penetra-

tion and, in addition, a footprint in Brazil, 
which will allow further potential expan-
sions. We look forward to cooperating with 
the local workforce.”

Invista’s Trerotola emphasized he compa-
ny “remains very much committed to 
Brazil, and this transaction will allow us to 
focus our energy in Brazil on our growing 
Lycra spandex business. We are making 
very significant investments in our Paulínia, 
Brazil, spandex manufacturing operation 
and in marketing initiatives in Brazil.”

According to the fimr, ”Nilit is an inte-

grated nylon 6.6 business engaged world-
wide in fibers for the textile industry and 
engineering plastics for the automotive and 
electrical industries. NILIT is known for its 
innovation and its tailored solutions for 
customers in the industries served.

 Nilit produces nylon 6.6 yarns in a broad 
selection of dtex and filament counts, luster 
levels, and types of cross-sections for fash-

ionable and functional legwear, bodywear, 
intimate apparel and activewear. NILIT Ltd. 
is a privately owned company with head-
quarters in Israel.

osp acquires plus swim site
OSP Group has acquired swimsuitsforall.
com (S4A), a retailer of plus swim and 
resort wear. OSP operates several other 
online sites catering to the plus consumer 
including OneStopPlus.com,WomanWithin.
com, Roamans.com, JessicaLondon.com, 
KingSizeDirect.com and BrylaneHome.

com.
“As we continue to strengthen 

our leadership position in sup-
porting the needs and lifestyles 
of plus size women, S4A is a 
perfect addition to our brand 
portfolio and fully aligned with 
our commitment to empower 
full-figured women to look and 
feel great,” said Paul Tarvin, 
CEO, OSP Group in the 
announcement. “S4A has built a 
rapidly growing, profitable, 
dynamic, e-Commerce brand 
and together we can leverage 
our position as style and fashion 
leader in this important category 
to better serve our customer and 
grow our business. We are 
extremely excited to be able to 
offer the S4A line to our more 
than 13 million customers.”

Moshe Laniado, who founded 
S4A in 2004, “We at S4A are 
excited to join OSP Group, the 
best known and most trusted 
leader in apparel for the plus-

size woman. With a shared dedication and 
commitment to our customer, we look for-
ward to combining talent with our new col-
leagues to amaze, delight and inspire the 
full-figured woman.”

According to OSP, the “S4A team will 
remain in their current locations in Keyport, 
New Jersey and NYC.”

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

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

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

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

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

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

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

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

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

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

Wendy Klein:  Burlington, Iowa is 
a rural community located along 
the Mississippi River. Over the 
past several years Downtown 
Partners have been working 
diligently to revitalize the once 
thriving retail community. When 
I began this adventure I knew I 
wanted to be a part of the Down-
town business community. There 
are several existing retail specialty 
stores and I wanted to be a part 
of this growing retail experience. 
As we move into 2015 the 400 
and 500 blocks of Jefferson will 
receive new facades making the 
shopping experience even better.  
The downtown is growing every-
day with a variety of retail and 
service business’s and I wanted to 
be a part of bringing more selec-
tion and options to the shoppers 
that support these local busi-
ness’s. I am excited to be involved 
in the business community lo-
cated in Downtown Burlington. 
Bella Ragazza is very fortunate 
to be located within walking dis-
tance of several of Downtown 
Burlington’s favorite shopping 
spots. Original Cyns, Gypsie and 
Styltique are major draws for 
the downtown area. I wanted to 
be able to offer something that 
would be a great addition to what 
is already being offered in the 
downtown. As the only intimate 
and foundation wear specialty 
store I am able to provide a great 
opportunity for women to be able 
to find great fitting bras, panties 
and shape wear that normally 
they would have to travel to find. 
We have taken our space and re-
ally made it comfortable, inviting 
and pretty. With spacious dress-
ing rooms, we are able to work 
with customers who want per-
sonal fittings.

Ted: What makes your store spe-
cial?

Wendy: What makes our store 
special is that we want to pro-
vide options for every women 
and every size. My mother always 
told me that a girl always needs 
a good bra, and I believe that. 
I want to be able to offer styles 
and sizes that are not carried in 
the basic department store. I 
want to help women feel beau-
tiful no matter her size, shape 
or even style. Everyone can feel 
beautiful with the right fitting 
undergarments’. Another aspect 
of our store that is special is our 
men’s line. I wanted to be able to 
offer briefs, t-shirts and lounge 
wear for men. Woman will usu-
ally buy for the man and the man 
will wear it, I wanted to have that 
option available. I hope that the 
woman that come in leave totally 
excited about their purchases. 
   
Ted: What do you look for in a 
brand?

Wendy: As a new boutique owner 
what I thought I was looking for 
and what I learned to look for 
has not only been a huge learn-
ing curve but my perspective has 
changed. I still want quality prod-
ucts with good price points, but I 
also want to see some style and 
color from the brand. Some of 
the most important brands so far 
have been the shape wear, boxer 
briefs, foundation and lounge-
wear. For shape wear I have had 
a huge success with Yummie. 
It is one of the best shape wear 
lines I have seen; with comfort 
and purpose you can’t go wrong. 
I definitely hit a homerun with 
WOOD underwear for the men 
too. It is one of the best fitting 
boxers, with great feel and struc-
ture; it has been a big success. 
Another favorite for loungewear 
has been Blackspade, the women 
love the feel of their Silver collec-
tion. One of my favorites though 
is Maison De Papillon, though it 

is on the higher price point, it is 
one of the most beautiful night-
wear I have ever come across. I 
have had several disappointments 
with some brands. As a new store 
owner I feel that some lines are 
more interested in selling you as 
much of their product as they can 
and not really concerned if what 
they sell you will really work for 
you. I have learned that there are 
brands that really want to see you 
succeed and they really work with 
you to be successful. I have defi-
nitely learned what I will not pur-
chase again.  Everything is new to 
the store and to me. Even though 
I have had some retail experience 
and, a huge amount of business 
experience, this has definitely 
been one of the most amazing 
and challenging experiences. 

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

Wendy: Because we are a rural 
community, comfort and purpose 
are really important to the cus-
tomer. They don’t mind spending 
a little more as long as they feel 
they are getting what they pay 
for.  Although, large profits are 
the desire of every store owner, 
I really want the customer to 
leave with something they really 
love and feel good about. I want 
to sell them a solution not just a 
product.

Ted: Describe your price points 
and size ranges.

Wendy: I am staying between mid 
to mid/high price ranges. That 
seems to be the right arena for 
this area. I really want to be able 
to offer sizes in a wide range. If we 
don’t have it, I will order it.  Cur-
rently we offer small to Xlarge 
and 32-42/A-GG. It seems like a 
nice range to start with but I still 
want to grow it a little more.

Ted: What is your typical or aver-

age customer size? 

Wendy: We really get all shapes 
and sizes of women as well as 
ages. I really want to be able to 
offer something for all women 
whether it is a young girl get-
ting her first bra or the mature 
women who needs a little more 
coverage or lift. Every woman 
is different and I want to be 
able to offer our customers a 
good selection that fits their 
needs.

Ted: Describe your customer. 

Wendy: We primarily serve the 
female customer in a variety 
of ages, but we want to also 
reach out to the males. That is 
why we incorporated a men’s 
line. Women will buy for their 
men and men will buy for their 
women if they know they will 
get good advice and a great 
product their women will love.

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

Wendy: I wish I was through 
my first year actually but I have 
only been open since October 
2014. But even though it has 
been a short time I have defi-
nitely learned a great deal as to 
what the customers are looking 
for and in the price range they 
want. I have also learned some 
very valuable lessons about 
what I should not have pur-
chased. I have a better under-
standing now and realize that 
this will be a challenging learn-
ing experience.  I hope to learn 
from my mistakes and continue 
making progress. I have started 
to create great relationships 
with people and am trying to 
learn from their knowledge and 
experience.  I’m not trying to 
reinvent the wheel, just make it 
a little prettier.

retail profile: bella ragazza of iowa
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Q&A with Wendy Klein, president
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