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chambers resigns at journelle
Claire Chambers has resigned as the CEO 
of Journelle, the lingerie retailer she founded 
in 2007 according to several sources in the 
company and industry.

In response to requests for comments 
from Chambers and other Journelle execu-
tives, Allison Beale at the company sent an 
email to BODY that read: “Thank you for 
reaching out. At this time we have no com-
ment regarding the transition.”

In December, 2012 Triumph purchased a 
majority share (51% according to one inside 
source) of the retailer, which at the time was 
operating three multi-brand shops in New 
York. Chambers continued as CEO and a 
shareholder.

Today there are four Manhattan locations: 
the flagship store in Union Square as well as 
one each on the East Side and in Soho, and 
an “Atelier” in Chelsea. A 1,137 square foot 
shop at 1725 N. Damen Avenue in Wicker 
Park, IL is due to open shortly.

In the summer of 2013 Triumph, which 
operates over 2000 retail stores around the 
world, opened two Triumph-named stores 
on Long Island and stated in a press release, 
“This is a new phase in their path of interna-
tional expansion.” But, to date, no other lin-
gerie shops bearing the company name have 
been opened here.

unveiled: latest felina brand
’UnVeiled by Felina’ is the latest lingerie 
brand to be launched by the California-
based firm. The introduction is scheduled 
for November market week.

Felina president Robert Zarabi hinted at 
the launch in a conversation with BODY 
last summer. At the time he described a 
Felina “rebranding” that would be directed 
at the better market.

another vs ‘challenger’
According to Bloomberg Television, the 
prominent Italian lingerie and sock maker 
Sandro Veronesi “is planning to challenge 
Victoria’s Secret on its home turf by opening 
his first U.S. stores,” timing them “in the 

next couple of years.”
In the opening paragraph of its story enti-

tled, “Italy’s Billionaire Lingerie King Takes 
Aim at Victoria’s Secret,” bloomberg.com 
declared Veronesi’s “Calzedonia Group sold 
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1.8 billion euros ($2.5 billion) worth of intimate apparel and clothing 
last year,” perhaps to indicate his qualifications for success in the U.S. 
endeavor. It added that the firm utilizes its 3,800 stores to sell 
“Intimissimi lingerie, Calzedonia socks and Falconeri knitwear,” 
mainly in Europe.

But Bloomberg did not mention those two other European experts 
at retailing lingerie, that have done well elsewhere but not in the U.S. 
Van de Velde, which purchased the Intimacy chain several years ago 
with plans for expansion, was recently forced to cut the number of 
stores and change their name to Rigby & Peller in the face of mount-
ing losses. And Triumph, which operates over 2000 stores in other 
parts of the world, but stalled in its efforts to expand here after open-
ing just two shops on Long Island in 2013.

Nor did Bloomberg cite those American lingerie retailers, such as 
Frederick’s (which just closed all its stores), Gilly Hicks (which 
recently closed all its lingerie stores) and aerie (which is on track to 
have closed about half its stores by the end of 2015), that have found 
this country a difficult place to keep doors open.

It has become a very popular cliché for lingerie companies—and 
those writing about them—to imply that the next Victoria’s Secret is 
on the way. But the comparisons are most often laughable. Parent 

(Continued on page 8)
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company L Brands reported sales of $11.4 
billion last year. It currently operates 984 
Victoria’s Secret stores in the U.S. as well as 
126 Pink stores.

Billionaire Veronesi said in the Bloomberg 
interview that his first store might be in New 
York, with future expansion in other major 
cities. 

“There is a dominant competitor in the 
United States, but that is maybe a reason 
why also women would like to have an alter-
native.”

naked spending on sports stars
Naked Brand Group, already significantly 
invested in using NBA star Dwyane Wade 
to promote its under wares, has now moved 
in the direction of using additional sports 
figures in the same effort.

On the last day of September the company 
announced it had hired CAA Sports 
Consulting to “assist Naked in building and 
managing endorsement, influencer and part-
ner relationships to help drive awareness and 
interest in the Naked brand and consumer 
adoption of its products.”

Wade happens to be represented by CAA, 
a leading sports consultant. Naked said that 
firm now “will also recruit additional high-

profile individuals and influencers to partici-
pate in the campaign, assist with future 
Naked brand awareness initiatives and help 
Naked identify other corporate strategic 
partnerships to drive further business 
growth.”

Wade signed an endorsement agreement 
with Naked in mid-summer, joined its advi-
sory board and serves as creative director for 
a collection of men’s and boy’s underwear, 
undershirts, loungewear, sleepwear and 
robes to launch in 2016.

While many key portions of Wade’s con-
tract with Naked are not publicly available, 
an examination of the company’s 10-Q SEC 
filing for the quarter ended July 31 contains a 
description of certain payments to a consul-
tant who appears to be Wade.

In a section labeled “Commitments,” the 
company stated that “In accordance with a 
negotiated agreement, the Company paid a 
non-refundable guaranteed advance on roy-
alties of $50,000, and is required to pay roy-
alty fees based on the greater of a pre-deter-
mined percentage not to exceed 10% of net 
wholesale sales.” In all, “The company is 
committed to minimum royalty payments,” 
paid annually between 2016 and 2020, total-
ing $1.3 million.

In addition, a nearby section entitled 
“Subsequent Events,” noted that “On 
September 9, 2015, the company granted 
warrants to purchase 62,500 shares of com-
mon stock of the company at a price of $5.11 
per share to a consultant of the company 
pursuant to consulting agreement. The war-
rants will vest over a term of three years.” 
The consultant is not named.

But a heavily redacted copy of Wade’s 
endorsement contract with Naked, which is 
included in Naked’s SEC filings, stated 
Wade has been granted a warrant to pur-
chase a number of Naked shares at a speci-
fied price. Both the number of shares and 
price have been redacted from the public 
copy of the agreement. But the agreement 
does note that the warrants will vest over a 
term of three years.

Declared Carole Hochman, Naked’s 
CEO, “CAA played an integral role in estab-
lishing our partnership with Dwyane Wade 
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and we believe can play an even greater role 
over the next few years in helping us make 
that partnership and future partnerships as 
successful as possible.”

A strong emphasis on sports figures 
would be a significant departure for 
Hochman who, at the eponymous firm she 
sold to Komar five years ago, managed a 
select group of licensed designer brands, 
including Oscar de la Renta, Lauren Ralph 
Lauren, Betsey Johnson Intimates, Lilly 
Pulitzer, Nicole Miller and Tommy 
Bahama. At her previous firm she was 
revered as an expert in women’s sleepwear 
and loungewear.

golden exits bendon
Heath Golden, president of Bendon Group 
Limited, western hemisphere is leaving the 
lingerie wholesaler on October 23rd to 
become president of the neck wear and 
jewelry division of Randa, the men’s acces-
sories company.

Golden had joined Bendon in February 
2014. Earlier in his career he had worked at 
Hampshire Group, Limited, starting in 
2005 and serving from July 2009 through 
January 2013 as president and CEO.

Golden declined to comment on any 
details regarding the transition at Bendon.

undies.com launched
A new retail lingerie website has launched: 
Undies.com. Though it only offers moder-

ately priced bras and panties to start, there 
are hundreds of colors, prints and styles.

“It is going Beta tomorrow,” wrote Eddie 
Betsch, a principal and president of 
SaraMax Apparel Group, Inc., in an email 
message to BODY on Columbus Day.

Overall, bright colors are emphasized, 
and that, and the age of the models used 
suggests that the site is focusing on a young-
er customer. No men’s styles are offered.

All the bras range in retail price from $18 
to $28: push-ups are $24 and $28; bandeaus 
are $18; bralettes are $18 and $20; cami bras 
are $18; demis are $20 and $24; full coverage 
bras range form $20 to $28; balconettes are 
$28; sports bras are $20.

A wide variety of panties and thongs are 
offered in many silhouettes, with the retail 
prices set at $6, $7.50 and $9.

There is no minimum order and free ship-
ping is provided. Undies.com also offers 
“10% off any 3 or more items, 20% off any 6 or 
more or 30% off any 10 or more.”

A statement on the site explains, “We 
started undies.com because we see an 
opportunity, an opportunity to bring the 
quality, fit, fashion and selection women 
want and deserve at a price that they will 
love. The handful of brands that dominate 
the marketplace deliver products at prices 
that are inflated. Which means many 
women who want that quality and that look 
aren’t able to purchase as much or as fre-
quently as they would like. Our bras and 
undies are priced so more women can enjoy 
them, wear them, love them and live in 
them.”

The site also claims, “We feature custom 
finishes to ensure comfort, fit and wearabil-
ity,” and adds, “We designed packaging that 
reflects how we value our products, and we 
hope it shows how much we think of the 
women who choose to spend their time and 
money with us.”

anita starts retailing on site
Anita has finally joined the host of other 
lingerie wholesalers who are now retailing 
on their own websites. BODY had report-
ed the company was planning such a move 
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back on July 2.
The decision disappointed many specialty 

retailers who had considered the German 
firm a kind of refuge: a major bra brand that 
was not competing with them directly for 
consumers willing to pay full price.

An email to a senior executive seeking com-
ment had not been returned as we went to 
press. But last summer Joy Haizen, manag-
ing director of Anita International 
Corporation, who is based in the U.S., sent 
an email to BODY noting that “Similar to 
many of our competitors, we do have future 
plans to launch a B2C website which will also 
be a platform for building community, educa-
tion, brand image and awareness. We have 
updated our store locator so we can continue 
drive end consumer business to our retailers.”

In another recent move, Anita began sell-
ing at Kohls.com. Haizen explained, “We 
sell some styles on Kohls.com. We do not 
sell Kohl’s at all at the brick and mortar 
store level. Sales are consistent and all Anita 
suggested retail prices are being preserved 
and maintained.”

new yummie loungewear
Yummie Loungewear is the latest addi-

tion to the intimates brand created by 
Heather Thomson. The line that includes 
“rouched leggings, relaxed tanks, tops, styl-
ized cover-ups, luxurious robes, and gowns” 
is arriving in stores and online this month.

Fabrics include “sandwashed silk, baby 
French terry and Peruvian pima cotton” and 
“Key pieces of the collection include the 
Strappy Racer Gown, Slim Racer Tank, 
and the Deep V Neck Gown that seam-
lessly transitions to a chic tunic with the rise 
of the hem. The collection retails between 
$44-$178 and is available in sizes XS-XL 
and 1X-3X plus sizes.”

Explained founder Thomson: “Every new 
collection I create I do with today’s modern 
woman in mind. We’re always on-the-go 
and we need clothes that can offer us versa-
tility and can get us from point A to point B 
seamlessly.”

andres: silk lingerie source
Many specialty lingerie stores have report-

ed they have been searching for a new 
source of high quality silk 
intimates ever since the 
recent closing of a certain 
well-known label.

Andres, a company with 
a long history in fashion, 
is one company experi-
encing a upsurge in busi-
ness as a result.

Designer Andres Van 
Tisse launched the epon-
ymous ready-to-wear and 
lingerie line in 1978 in San 
Francisco. It “hit its peak 
in the mid-nineties 
becoming a multi-million 
dollar company,” accord-
ing to Alex Snyder, who 
now serves as creative 
director and new owner 
of the firm since its found-
er’s recent passing.

The company made its name by utilizing 
“the highest quality craftsmanship, with the 
highest quality materials,” explained 
Snyder, who joined the company in 2012. It 
“developed a loyal, international client fol-
lowing [that included] 
such stores as I. 
Magnin, Neiman 
Marcus, Saks Fifth 
A v e n u e  a n d 
Nordstrom.” In the 
early years of the new 
millennium the compa-
ny shifted to focus solely 
on intimate apparel.

Snyder, who said he 
“was brought on board 
by Andy to help his fresh-
en up the company and 
bring it to the modern 
era,” continues to honor 
“the legacy of Andres” 
along with “his incredi-
ble team of creative and 
craftsmen talent.”

“Andres is special for 

many reasons,” continued the creative direc-
tor. “We use only the finest silk, [and styles] 
can be completely customizable for client’s, 

and their client’s, and have 
always been made in-
house since 1978. We hand 
dye lace, in-house if the 
client would like the lace 
to complement the color 
of silk and we truly love 
working with boutiques 
to make everything spec-
tacular for them. We are 
the epitome of customer 
service, honoring incredi-
ble craftsmanship, and 
always looking forward to 
building lasting relation-
ships with stores.”

“Andres has always been 
made in house, in San 
Francisco, since 1978,” 
continued Snyder. “The 
most amazing benefit to 

this is an incredible turnaround time for 
made-to-order goods, top-notch quality 
control, and the ability to alter length, col-
ors, and so forth. If it’s not perfect, it doesn’t 
leave our office.”

Time from order to shipping can be “10-14 
days, given the produc-
tion cue and time of year. 
However, we always try 
our hardest to expedite if 
needed, though we don’t 
guarantee that. Once and 
order is placed you will 
receive an ex-factory date 
on your confirmation and 
in forty years have never 
been late with a delivery 
leaving our office.”

Snyder listed five of the 
top-selling styles along 
with wholesale pricing: 
“#4383805 – X-Back 
Lace Chemise (All cus-
tomizable) - $75.00; 
#4467705 – Straight 
Back Lace Chemise (All 
customizable) - $71.00; 
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#4242005 – Basic Straight Back Chemise 
(All customizable) - $63.00; #4949105 – Silk 
Kimono (All customizable) - $107.00; and 
#4647005 – Basic X-Back Chemise (All 
Customizable) - $69.00.”

Most sizing ranges from XS to XL, but in 
some cases goes up to 2X/3X. “We are a gen-
erous cut, so a small will fit today’s medium. 
Silk is supposed to glide around the body so 
we do enjoy the fact that our cuts are delicate 
and easy. All of our sizes are accurate against 
one another and have been tested and prov-
en for almost four decades.

According to the creative director, “We use 
19mm silk charmeuse and service it con-
stantly in almost 40 different colors. We dye 
our spectacular tulip lace to match the silk, if 
needed, and it does come standard in black, 
white and ecru. Our biggest selling colors 
are black, navy, pewter, spice and iris,” he 
continued. “White is a large seller for bridal 
lingerie. We do have an incredible burnout 
fabric that is a floral base that comes in spec-
tacular colors and make an incredible set for 
a special occasion including bridal.”

“We like the personal touch and being able 
to assist clients, since our product is so 
diverse,” as well as customizable. Snyder can 
be reached at Sales@VanTisse.com or (415) 
543-2404. “New clients will receive 15% off 
their first order as a welcome to the Andres 
family!”

glamory: plus hosiery
Glamory Hosiery, a brand produced in 
Germany since 2005 that focuses on the plus 
size customer, is now available in America.

In all, “34 different styles, 370 different 
SKU’s, and ten different color combina-
tions” are offered according to Timothy 
Gettler whose distribution company is han-
dling sales here. Silhouettes include “thigh 
highs, stockings, pantyhose, knee highs, and 
hosiery for men” and six sizes are offered 
from “medium to 4XL to meet [the require-
ments of] women and men from 110lbs to 
340lbs and 4’9” to 6’8”.”

According to Gettler, wholesale “Prices 

vary based on style but the least expensive is 
the Perfect20 at $4.50 and Delight20 at 
$5.00 and the most expensive is the 
Couture20 at $13.00. Most of the other styles 
are either $10.50 or $11.00.” Most stores retail 
the hosiery at double those prices.

Production takes place in Germany, while 
laces and yarns are sourced from suppliers in 
Italy and Portugal according to the firm.

“Glamory Hosiery was designed specifi-
cally for women all over the world just like 
the American women that have an average 
dress size of 14. Giving women with dis-
criminating tastes a better choice in leg-
wear,” stated Gettler. “Glamory Hosiery 
offers women with curves fashionable leg 
wear with the perfect fit, the perfect leg 
wear, for everyday wear. At one time this 
quality and fit was only available when you 

visited Europe. Now you do not have to 
compromise when it comes to your legwear 
because Glamory is now available in North 
America.”

“Glamory thigh highs and stocking are very 
high quality. They last a long time and are 
very durable,” explained the sales executive 
adding the collection includes “thigh highs 
that won’t roll down, control tops in our 
pantyhose to smooth and cinch in bulges, 
and many styles specifically designed to ener-
gize and firm thighs.”

“Together with designers in Italy, Glamory 
is constantly working on new products that 
give their wearers in everyday life and on 
special occasions, extra elegance,” the sales 
executive concluded.

Gettler found Glamory at the end of a long, 
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personal search for legwear to fit his curvy, 
6’2” wife, Delilah. After buying her many a 
pair of Glamory stockings and tights he 
decided go further. “Because I believe in 
their hosiery so much, I told them that I was 
interested in selling Glamory Hosiery here 
in the states.”

Gettler is focusing his efforts on specialty 
stores and does not sell on Amazon or in 
department stores. Retailers that already 
carry the line in the U.S. include Forever 
Yours Lingerie, Spice Sensuality Boutique, 
Sophisticated Pair and Karnation Lingerie 
Boutique. The distribution center is locat-
ed in Arizona. He can be reached at Tim@
glamoryhosiery.com or (800) 452-0145.

la perla: miami shop
La Perla plans to open a store in Miami’s 
Brickell City Centre in the fall of 2016 
according to the developers of the open-air 
shopping center. Other stores already 
signed on include Lululemon, Agent 
Provocateur and Saks Fifth Avenue.

The $1.05 billion mixed-use project 
includes two condominium 
towers, two office buildings 
and three levels of high end 
shopping. Developers 
include Swire Properties, 
Whitman Family 
Development and Simon 
Property Group.

vs shop on 5th ave.
Victoria’s Secret will open, 
in November 2016, “a 63,780 
square foot flagship store” at 
640 Fifth Avenue, between 
51st and 52nd Streets in 
Manhattan.

Vornado Realty Trust, 
which announced the 
16-year lease, said the retailer 
“will have 78 feet of frontage 
on Fifth Avenue and 9,350 
square feet on the grade with three selling 
levels and additional storage/support space.”

barola sports bra
Barola is a new compression sports bra line 
created “to give breast cancer survivors –– 
and all women –– the confidence and 
empowerment to seize the day and stay 
active while enduring physical changes and 
challenges.”

“Named for two breast cancer survivors, 
Barola’s Melissa and Tabby bras are pock-
eted and worn with or 
without breast forms, 
and have adjustable 
straps with a velcro clo-
sure,” according to the 
company’s launch 
announcement.

The “Bra for Life 
sports bra specifically 
benefits women who 
have undergone breast-
related surgical proce-
dures, been impacted by 
breast cancer, mobility 
issues, asymmetry, and 
who are pregnant or 
nursing,” according to 
the company. “Designed 
with the help of breast cancer survivors, 

surgeons, bra fitters, and 
sport bra designers, Barola 
bras encompass stylish, 
comfort, and bra confi-
dence. The Bra for Life 
provides functional fash-
ion, ideal for women who 
wear breast forms without 
the worry of them moving 
or falling out during activi-
ty.”

“Barola’s Bra for Life was 
created to honor my moth-
er’s own courageous battle 
with breast cancer, and to 
support other women 
enduring the fight of their 
lives,” according to founder 
Kristen Airhart. “Barola’s 
mission is to provide com-
fort as a critical component 
for women to want to stay 

strong, fit, and active while undergoing 
challenging breast cancer treatment.”

Both Barola bras are offered in sizes 2-2x, 
and come in a variety of colors and range in 
retail price on the company’s website from 
$115 to $120.

leto: new intimates line
Leto, an established apparel producer, 
launched a new intimates collection in July. 
And, as the Curvexpo show kicked off its 

first edition at the back of 
the Las Vegas Convention 
Center, Leto was exhibit-
ing the new line at a booth 
nearby in Magic’s central 
hall.

The “business behind the 
brand has been around 
since 2003,” explained 
Leonard Oh, one of the 
principals at Leto. “The 
brand launched in 
December 2011,” when the 
company began distribut-
ing accessories. “Magic in 
August of 2015 was the 
very first time we started 
exhibiting lingerie. We 

don’t really like the word lingerie as the 
expectation is “sexy” and for the bedroom. 
We prefer intimates as it is fashionable 
underwear with the intent to layer outfits.”

“The show was awesome,” said Oh of the 
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launch. “It gave us the confidence that we 
have a valid business with a good demand. 
This was what people were looking to sell.” 
Prior to adding intimates 
the firm wholesaled a wide 
range of accessories and 
apparel including scarves 
and sweaters.

“We are truly focused on 
the ability to layer with these 
products. The visual part of 
lace and bands are beautiful. 
It is the underwear that is 
meant to be seen,” continued 
Oh. “This is what people are 
looking for. This is a new 
concept... It’s fresh... It’s 
what people want. We guar-
antee quality and sizing. It’s 
the perfect time... It’s going 
to be huge this season.”

Oh said the company is not 
currently planning to expand 
into a wide range of lingerie 
categories, swimwear or 
shapewear. “We really want 
to focus on broadening the 
idea of visual underwear.”

The company is well-posi-
tioned for a rapid expansion 
in intimates. It already sells 
various apparel items and 
accessories in “Over 1000 
smaller boutique stores and 
some major retailers.”

Retail prices for the inti-
mates range between $20 
and $40. A selection of styles 
can be seen at https://letow-
holesale.com/intimates.html.

aerie quarterly sales up 18%
Sales at aerie, the intimate apparel division 
of American Eagle Outfitters, Inc., rose 18% 
in its second quarter ended August 1, com-
pared to the same quarter last year. aerie’s 
rapid growth prompted the company’s CEO 
to predict sales at the division to approach 

half a billion in the coming years.
While American Eagle is, itself, doing bet-

ter this year (with sales up 10% in the first 
half), the lingerie division has been the best 
sales performer at the company, with sales 
rising 15% in the first half.

In a sign that things are likely to continue 
to improve for American Eagle, on 

September 14th, interim 
CEO Jay Schottenstein dem-
onstrated his optimism by 
purchasing 500,000 shares of 
stock in the company at an 
average price of $15.74, for a 
total expenditure of 
$7,870,000.

American Eagle earned 
$33.3 million on sales of 
$797.4 million in the second 
quarter compared to just $5.8 
million on sales of $710.6 mil-
lion in the same quarter last 
year. For the six months 
ended August 1, the company 
earned $62.3 million on sales 
of $1.497 billion compared to 
earnings of just $9.7 million 
on sales of $1.357 billion in 
the six months ended August 
2, 1914.

Even though sales are 
booming for aerie, American 
Eagle is still saying it will 
close between 20 and 25 of its 
lingerie stores in its fiscal 
year (by the end of January, 
2016). Yet it only closed three 
aerie stores in the first quar-
ter of 2015 and only one in the 
most recent quarter. At the 
same time it says it will also 
open two new aerie stores by 
the end of its fiscal year.

In recent years American 
Eagle has been aggressively 

shutting aerie stores and more recently has 
been advocating smaller lingerie formats. As 
of August 1, 2015 there were a total of 97 
stand alone aerie stores (82 in the U.S. and 15 
in Canada). At the end of fiscal 2011 the com-
pany operated 158 aerie stores, but closed 
seven in 2012, 29 in 2013 and 21 in fiscal 2014.

Assuming the company continues the clos-
ing and opening schedule as stated in 
August, by the end of January, 2016 there 
will be only 78 to 83 stand alone aerie stores 
in North America.

In addition to the free-standing aerie 
stores, as of August 1st, there were 60 “aerie 
Side by Side” stores (up from 55 as of January 
31st). There are 50 of these stores in the U.S., 
six in Canada and four in Mexico, each of 
which, the company points out, “are NOT 
counted as a separate store as they are part 
of the AE Mainline or Factory stores.”

(Continued on page 16)
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During a conference call to discuss the 
second quarter results, Schottenstein and 
his team discussed the performance of the 
lingerie stores. “In a tough 
retail environment, both 
American Eagle and aerie 
achieved significant sales 
and earnings growth, and 
we see momentum con-
tinuing into the third quar-
ter.” He added, “aerie pres-
ents an incredible growth 
and opportunity, which I 
believe can double in size 
over the next several years. 
Under Jen Foyle’s leader-
ship the brand has gained 
very good traction. We are 
enthusiastic about the inti-
mates market and believe 
aerie is unique, differenti-
ated and perfect for today’s 
young woman. aerie is 
poised for growth much like American 
Eagle felt early in its history.”

In fiscal 2014, aerie contributed about 8% 
of American Eagle’s total sales of $3.3 billion, 
or about $240 million. Thus, Schottenstein’s 
prediction would be for aerie’s sales to 
approach $480 million in “several years.”

During the same con-
ference call in August, 
Foyle, who is global 
brand president, aerie, 
described her most 
recent quarter: “We 
saw positive growth 
across all store formats 
and our digital business 
was especially strong. 
The average unit retail 
price unit per transac-
tion and average dollar 
sales all increased.” She 
added that mall traffic 
increased and “we con-
tinue to gain new cus-
tomers. Merchandise 
margins expanded with 
less markdowns and we 
continue to strengthen 

the bottom line delivering higher profitabil-
ity.” 

At aerie, “The best categories included 
bras, undies, swim, and soft dressing.”

Chief financial and 
administrative officer 
Mary Boland emphasized 
American Eagle’s commit-
ment to smaller aerie 
stores. “We really believe in 
all the store formats based 
on smaller square footage 
but we believe in that 
growth and certainly really 
leaning on the direct chan-
nel as sort of our gateway 
to the introduction of the 
brand to the customer.”

In responding to a final 
question from a securities 
analyst, Foyle showed her 
particular enthusiasm for 
social media as a way to 
grow aerie. “As far as 
social media. We leaned 

on that heavily kicking out in Spring One 
with the selfie event and that was a great 
start. So we will continue to leverage that. 
We’ve assembled the whole new social net-
working team that is highly focused on 
speaking to the girl in the way that she 
responds. So regarding that part of the 

business, it’s been highly effective. And then 
the second, can you remind me of your first 
question please? We are so excited about 
the social part of the business, I forgot 
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about your first question.”
The complete conference call can be 

found here: http://seekingalpha.com/
article/3452496-american-eagles-aeo-ceo-
jay-schottenstein-on-q2-2015-results-earn-
ings-call-transcript

socksmith bamboo
Socksmith, a producer of color-
ful hosiery, has introduced a new 
bamboo collection. “The Magic 
show happened the week before 
the product arrived in the ware-
house, and was the first time 
that we had shown it in any sort 
of major way,” explained Ryan 
Dineen, a sales manager at the 
firm.

Since the launch there has 
been “Basically nothing but pos-
itive response. The graphics 
turned out great, the hand feel is 
undeniably comfortable, and 
we’re selling at a great pace. It’s 
near the top of where our expec-
tations were, that’s for sure.”

The bamboo collection, part of 
the firm’s much larger line, is 
offered in a variety of attractive 
color combinations. The wom-
en’s knitted designs depict such 
things as red foxes, terriers, 
deer, Alice and a Cheshire cat, a Day of the 
Dead skull. Anchors, golf bags, bulldogs 
and stripes are used to decorate the men’s 
line. “Women’s novelty crew bamboo are 
$10 retail, men’s are $12, and women’s knee-

high are $13,” according to Dineen.
Owners Ellen and Eric Gil got into the 

sock business when they opened a 
450-square-foot sock boutique in 1988 in 
Santa Cruz, California. According to 
Dineen there are now five retail locations, 
including one in Santa Cruz, “LEGS, a lin-
gerie and hosiery store right next door; 
Sockshop Haight Street, on (surprise!) 

Haight in San Francisco; Sockshop 
Telegraph, on Telegraph Avenue in 
Berkeley; and Body of the Sheep, a T-shirt 
shop also on Haight in SF.”

In 2007 the retailers opened Socksmith 
Design, Inc., as a separate wholesale firm, 

producing its 
own designs, 
and, in 2008, 
began selling 
to other 
stores. Today 
the company 
counts about 
1700 retailers 
among its 

customers. “And business is growing fast 
every year!” according to the sales manager. 
“The majority of our business is selling to 
retailers and other resellers - the retail side 
of things is definitely growing at a compa-
rable rate to the wholesale, but on a much 
smaller scale.”

Sales are divided “about 70/30 women’s/
men’s, with no kids socks in the line as of 

yet. We’re extremely happy with 
the performance of our men’s line 
in an industry that is often domi-
nated by and geared toward 
women.” In all, there are hundreds 
of choices in terms of material, 
colors, styles and different pat-
terns.

While there has been a dramatic 
increase in the number of compa-
nies offering a vast array of color-
ful, amusing designs, Socksmith 
stands out. “Our company is 
named “Socksmith Design” 
because that is always going to be 
our focus - as a design company 
FIRST. Our graphics are a cut 
above the rest, especially when 
you consider that our MSRP is 
equal to or below many other nov-
elty sock brands,” offered Dineen. 
“We try never to cut corners - our 
extremely talented (and, proudly, 
entirely in-house) designers spend 
copious amounts of time meticu-
lously crafting every image we use; 
we use high-quality materials that 

don’t wear out (seriously, I have some socks 
from 6 or 7 years ago that I’ve worn fairly 
regularly that haven’t even thinned much).”

“Basically, whatever someone else does, 
we try to do it better, and with more fun,” he 
concluded.

tommy john’s ‘air’
Underwear brand Tommy John has intro-
duced Air, what it calls “the lightest men’s 
underwear ever created.” The launch comes 
shortly after the company’s film campaign 
“The Big Adjustment,” in which a variety of 
men startle a variety of women who catch 
them attempting to adjust their apparently 
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uncomfortable underwear — while wearing 
outer clothing.

According to the company announcement, 
“Air weighs-in at an average of two ounces. 
The ultra-lightweight and anti-microbial mesh 
fabric provides wearers maximum ventilation 
with unmatched durability and superior quick 
drying features.” It added, “Air is made with an 
extra soft mesh fabric that keeps its unparal-
leled softness, wash after wash. With 360 
degree stretch and recovery” that ”can air-dry in 
less than four hours.”

Founder and CEO Tom Patterson boasted, 
“Air isn’t only our great-
est product achievement 
to date, but what we 
believe to be one of the 
greatest achievement 
ever for men’s undergar-
ments. We were able to 
create a product at less 
than half the weight of 
our competitors with 
Air.”

“The Air undershirt 
collection retails from 
$56-$62 and consists of 
crew neck, V-neck, and 
tank top styles in white 
with sizes in S-4XL. The 
underwear program 
retails from $42-$48 and 
comes in sizes S-4XL.”

Tommy John claims its products are sold at 
Nordstrom and “over 100 premium men’s 
stores.”

Patterson founded Tommy John in 2008. 
The line now includes underwear, socks, 
T-shirts and loungewear and the company 
claims each “product contains proprietary 
fabrics, innovative fit and functionality that 
eliminate unnecessary adjustments, discom-
fort, untucking and bunching.”

walmart’s broader to chico’s
Chico’s FAS, parent to the Soma lingerie 
brand and stores, has named Shelley 
Broader its president and CEO, effective 

December 1, 2015. She replaces David Dyer, 
who will become vice chair of the board of 
directors.

Broader will also join the board.
Most recently Broader was president and 

CEO of Walmart’s EMEA region where 
she “was responsible for retail operations 
and business development across Europe, 
the Middle East, Sub-Saharan Africa and 
Canada, leading 1,345 retail units and more 
than 285,000 associates. She also served 
with the same title at Walmart Canada, as 
well as chief merchandising officer for 
Walmart Canada, and SVP at Sam’s Club.

knock out!: healthy fabric
Knock out!, the maker of “Smart Panties” 

and Mighty Nighties 
sleepwear, believes that 
health concerns among 
U.S. consumers is helping 
it grow its business here.

“The number one con-
cern of Americans in 2015 
is health care as stated by 
the Gallup poll,” wrote 
the company in a state-
ment it provided BODY. 
“This concern will contin-
ue into the next decade. 
Health and wellness are 
altering how American 
consumers think about 
their purchases as evi-
denced in how consumers 
are spending their pay 
checks. Two major 

growth areas are organic food (up 380% in 
sales) and health clubs (now 63 million peo-
ple enrolled).”

“Knock out! has proven that consumers 
want “healthy” to be considered when buy-
ing their underwear and sleepwear too,” 
claimed the statement. “In the five years 
Knock out! has been in business many com-
panies have tried to deliver chemically clean 
products with odor technology but none 
have succeeded.”

Company founder Angela Newnam 
explained, “Ongoing textile innovations are 
giving us more options, but not necessarily 
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healthier ones. Knock out is committed to 
keep our products as clean and natural as 
possible. Knock out sleepwear and panties 
have superior technologically because of our 
natural processes for odor elimination and 
wicking cotton. Recommended by doctors, 
our panties have a white dye-
free gusset designed for the 
important “lady parts.””

Newnam continued, “Have 
you noticed that odd smell on 
new clothes? Not quite the 
new car smell but something 
kind of chemical? It’s formal-
dehyde on imported clothing 
to kill fungus, mildew and 
mold that can develop during 
lengthy shipping time. Even 
domestic fabrics are treated with urea-form-
aldehyde resins to give them all sorts of easy 
care properties such as: permanent press / 
durable press, anti-cling, anti-static, anti-
wrinkle, perspiration proof, and many more 
processes. While these fabric features are 
desirable, they come at a cost. The National 
Cancer Institute says that formaldehyde can 
cause “burning sensations in the eyes, nose, 
and throat; coughing; wheezing; nausea; 
and skin irritation.” The institute goes on to 
say, “Several NCI surveys of professionals 
who are potentially exposed to formalde-
hyde in their work, have suggested that these 
individuals are at an increased risk of leuke-
mia and brain cancer compared with the 
general population.””

The statement added, “The Environmental 
Protection Agency “considers formaldehyde 
to be a probable human carcinogen 
(cancer-causing agent).” While 
there is not a hard standard or 
enforcement, there are guidelines 
on use of formaldehyde in clothing, 
especially on the young, allergic 
and in intimates.”

Knock out! argued in the state-
ment that “An important topic is 
chemicals in our clothing especial-
ly lingerie. Multiple publications 

including Cosmopolitan, Prevention, and 
The New York Times have brought to their 
readers findings about the health risks of 
chemicals in the textiles around and on us. It 
makes sense - skin is the body’s largest organ. 
Do people knowingly want to absorb harm-
ful chemicals? The United States govern-
ment publishes guidelines for chemicals and 
textiles in our clothing. Tested by an inde-
pendent lab - Knock out! products have less 

then 30 ppm in its sleepwear and underwear, 
meeting the highest standard of safety and 
cleanliness. This rating of 30ppm is classified 
for clothes for babies and infants under two 
years of age. The government guidelines 
state for clothing and textiles in direct con-
tact with skin the recommended rating is 
100ppm. This is a 70% difference in the 
chemicals that touch a person’s body. 
Sounds pretty technical, but in our industry, 
Knock out! has been an early proponent of 
clean fabrics and natural technologies.”

“In addition, Knock out has patented, natu-
ral odor absorbing technology built into the 
fabric – that does not wash out. The general 
odor killing technology on textiles is silver- 
better known as antimicrobial or antibacteri-
al. Silver kills the bacteria that cause odor, 
and is now growing rapidly as a topical treat-

ment on exercise and other clothing. But sci-
ence has proven nearly 75% of active silver 
washes out of the clothes within the first three 
washings,” the company statement claimed. 
“Not only is effectiveness reduced, but the 
silver enters the water supply, where it kills 
not only bad bacteria, but the beneficial bac-
teria used in water treatment facilities. Excess 
silver is being found in marine life and the 
long term impacts are unknown. The EPA 

has ongoing studies, which will 
likely result in strong regulations.”

Asked founder Newnam, “Isn’t 
it time to get smart about our 
clothing – like we are getting 
smart about our food and exer-
cise? Knock out! is committed to 
keep our products as clean and 
natural as possible. Fabric is not 
the first thing that comes to mind 
when you think about living a 
healthier lifestyle, but it should 

not be ignored. We believe in the growth in 
natural technology and clean fabrics as con-
sumers becomes more aware of what goes 
into what we eat, drink and wear.”

2(x)ist women’s line
2(x)ist is adding a women’s collection for 
spring 2016. At its fashion show in mid-Octo-
ber the company showed about 20 women’s 
styles. The new line will reportedly include 
underwear, loungewear, activewear and 
swimwear. For the past 25 years the brand has 
focused on men’s underwear and apparel.

rihanna on vs fashion show
Entertainers Rihanna, Selena Gomez and 
the artist “The Weeknd” are scheduled to 
perform on The Victoria’s Secret Fashion 
Show, which will broadcast Tuesday, Dec. 8 

on CBS.
According to the retailer, its 

show is seen in more than 180 
countries. This year the event 
is being produced by 
Done+Dusted, inc. Edward 
G. Razek, Monica Mitro, Ian 
Stewart and Hamish 
Hamilton are the executive 
producers. Hamish Hamilton 
is the director.
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Ted Vayos, BODY: 
Describe your retail 
business.

Hagit Eden:  My 
Lady Boutique is 
located in the heart 
of Encino, CA.  The 
store is 1,200 square 
feet with dressed up 
mannequins around 
the store. Walk-
ing into our bou-
tique, you will find 
a spread of woman’s 
lingerie for all types 
of bodies. We have 
personal fitting pro-
fessionals who will 
privately fit you for 
the right size and style 
you wear at no cost.
  
Ted: What makes your 
business special?

Hagit: My lady boutique 
is high end European 
lingerie wear. We treat 
every client with a per-
sonal touch. Our profes-
sional team will become 
your personal shopper in 
our store. Our goal is to 
make your body feel 
sexier and for you to 
feel proud to show 
off your body any 
shape or size, with 
the right fitting and 
custom wear.
   
Ted: What do you 
look for in a brand?

Hagit: We look for 
vendors that create 
and think outside 
of the box without 
compromising qual-
ity. We welcome 
anyone that carry 
lines that make 

women feel sexy and con-
fident no matter how big 
or small they are.  We 
carry Hanro, Valery, Les 
Jupon de Tess, Diamond 
Tea, Simone Perele, Lou, 
Aubade, Millesia and 
more. We also carry full 
line of custom Jewelry and 
Apparel. 
 
Ted: Describe your price 
points and size ranges.

Hagit: Size ranges from 

32A to 42G our price 
range is determined on 
brand, material and style.

Ted: What is your typical 
or average customer size? 

Hagit:  Typical average 
bra sizes range from 32C 
to 38DD. Our panties 
range from small to xx 
large.

Ted: What does your av-
erage customer spend per 

visit to your store?
 
Hagit: The average 
customer spends 
from $50 to $200 
depending on how 
creative or sexy you 
feel when you come 
in.

Ted: Describe your 
customer. 

Hagit: My Lady 
Boutique has a va-
riety of customers. 
Woman of all ages 
and bodies will en-
joy our lingerie. We 
find that the ma-

jority of the women that 
come in are professionals 
who want to spend a little 
extra to look and feel bet-
ter. These women know 
what they are looking 
for and ask for the brand 
names themselves.

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

Hagit:  My Lady Bou-
tique is family own 
and operated by 
professionals who 
have been in the 
industry for many 
years. Our business 
is a success due to 
word of mouth. 
Our customers en-
joy the privacy and 
personal care they 
get in our boutique. 
We welcome every 
woman who wants 
to feel a little sexy 
and confident and 
that doesn’t mind 
spending a little ex-
tra to get there.

retail profile: my lady boutique

B

Q&A with hagit eden, president
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Ted Vayos, BODY: De-
scribe your retail business.

Todd Alexander:  We are 
a Unique Boutique, that 
offers a wide array of 
products and services. We 
offer a in-store Pole Fit-
ness Studio, Spray Tan-
ning, Piercing & Dermals, 
in addition to our Photo 
Studio. We do have a 
very diverse product line, 
that includes Dancewear, 
Shoes, Lingerie. Clubwe-
ar, Swimwear, Costumes 
as well as our Adult Toys, 
Novelties and Tobacco 
Products.
  
Ted: What makes your 
business special?

Todd: First and foremost, 
what we pride ourselves 
in, is customer relations. 
Placing their needs first, 
and learning in a general 
way who they are and 
what’s most important to 
them as a person and a 
client. We make it known 
that nothing is embar-
rassing when it comes to 
there desires, and we have 
the ability to remain open, 
and create a comfort with 
our client by understand-
ing their needs. In ad-
dition, The diversity of 
products and services that 
we offer, renders a wel-
come embrace, to all, to 
the point that they call it 
their store, and they love 
to go tell a friend. Diver-
sity and change is what 
works for us as well, they 
know that it is not often 
at all that they will see the 
same items twice. They are 
also aware that when the 
time comes to find that 

one of a kind item, or at-
tain that off the beach tan 
or the likes. Arrington’s is 
the place.
   
Ted: What do you look for 
in a brand?

Todd: I love for the brands 
to firstly offer Quality, 
we don’t like to sell prob-
lems. It has to be Trendy 
and very much up to date 
with a sense of Style and 
Uniqueness. I consider 
some of the most im-
portant brands would be 
Pleasers shoes and Ha-
des footwear, Hot Girl  
and Floodline dancewear, 
Pink Lipstick, Pipedreams 
and California Exotics. 
What I consider to be val-
ues that a vendor should 
render, to me for my ser-
vice, is to have the ability 
to take an order properly, 
offer good customer rela-
tions, great quality with 
an excellent price.
 
Ted: Describe the popu-
lar styles or trends in your 

store.

Todd: I consider the Pin 
up  items are picking even 
more so than the Steam-
punk at this time.

Ted: Describe your price 
points and size ranges.

Todd: Our price points  
range from 22.99 on up, 
we carry a wide range of 
sizes as well, from a XS to 
6X in some items.

Ted: What is your typical 
or average customer size? 

Todd:  Currently the  ma-
jority of our clients that 
we serve are a Sm./Med.

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

Todd: I would consider 
the average spending per 
client to be $60.00

Ted: Describe your cus-
tomer. 

Todd: Our customer 
base consist of 60/30 ra-
tio women to men and 
probably about 10% to 
be couples. Although we 
are consistently making 
all effort to increase, the 
amount of couple we have.  
We do offer a very couple 
friendly environment, and 
do cater to ,  and market 
to two different groups of 
people in the lifestyle. 

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

Todd:  Our store was also 
featured in the hit movie 
“ Bad Grandpa” We wel-
come all to come visit 
us. We take great pride 
in product knowledge 
and customer service. 
Whether you would have 
an interest in Pole fitness, 
attaining a Spray tan, or 
just buying a hot outfit or 
novelty. We always wel-
come your presence!!

retail profile: arrington’s boutique & specialties

B

Q&A with todd alexander, president
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delta q3 sales up 6%
Delta Galil third quarter sales rose 6% 
while net income dropped 2%. For the first 
nine months of 2015, sales were up 5% but 
income was down 4%.

In announcing its results, the company 
explained that currency exchange rates in the 
places in which it operates, including the U.S., 
Europe and Israel, affected its results. Delta 
“reported sales of $284.6 mil-
lion for the third quarter of 
2015, up from $267.2 million 
for the same quarter last year, an 
increase of 6% after the effect of 
currency translation, 5% organ-
ic growth, and a 12% increase in 
original currency representing 
10% organic growth. Sales in 
the first nine months of 2015 
were $792.9 million, an increase 
of 5% from $754.5 million in 
the same period of 2014, equal 
to 5% organic growth and 11% 
in constant currency. Sales 
growth over the past nine 
months benefited from Delta 
Galil’s focus on increasing the 
diversity of its geographic base 
and customer mix.”

In addition, Delta “reiterated 
financial guidance for 2015: 
full-year sales are expected to 
be a record $1,080 mil-
lion-$1,095 million (including 
the effect of the PJ Salvage 
acquisition), with organic sales 
growth of 7%-9% in constant 
currency.”

Isaac Dabah, CEO of Delta Galil, stated, 
“Looking at the key drivers of our profitable 
growth this quarter, we saw an increase in sales 
in Delta USA and in the Global Upper Market 
segments, while both our Schiesser business in 
Europe and Delta Israel increased sales in 
original currency. A rising proportion of our 
sales now comes from branded products, which 
has been another of our major strategic initia-
tives.”

Acknowledging the benefit from the PJ 
Salvage acquisition, Dabah added, “We are also 

excited about our license agreement with 
Columbia for men’s and ladies’ underwear, 
launching in 2016; our new seamless R&D 
center at Nike HQ in Oregon; and a new factory 
in Vietnam set to open in the 2016 first half.”

victoria’s secret up 9%
Victoria’s Secret and Pink comparable store 
sales in North America rose 9% in 
September. Victoria’s Secret Direct sales 
were up 3%.

Meanwhile, parent company L Brands 

reported “net sales of $919.9 million for the 
five weeks ended October 3, 2015, an 
increase of 8%, compared to net sales of 
$853.5 million for the five weeks ended 
October 4, 2014. Comparable store sales 
increased 9% for the five weeks ended 
October 3, 2015. L Brands also owns Bath 
& Body Works, La Senza, the Canadian 
lingerie chain, and Henri Bendel and its 
brands are sold in franchised locations 
around the world.

Explaining the Victoria’s Secret and Pink 
store results, Amie Preston, chief investor 

relations officer noted sales were “driven by 
continued strength in Pink and core linge-
rie. Sales also benefited from activity relat-
ed to the shift in Labor Day and our Angel 
Card re-issue. The merchandise margin rate 
was down to last year, in line with expecta-
tions. The decrease in rate versus last year 
was primarily driven by the shift in activi-
ties to support Labor Day and promotional 
activities to support new beauty launches. 
Merchandise margin dollars were up.”

She continued that “at Victoria’s Secret 
Direct, September sales increased 
by 3%, as mid-twenties growth in 
core categories more than offset the 
exit of apparel. The September mer-
chandise margin rate was up signifi-
cantly to last year, driven by the mix 
into core merchandise categories.” 
She concluded that at L Brands as a 
whole, “we expect October comps 
to be up low single digits.”

At the lingerie stores, Preston 
noted, “The beginning of October 
will focus on the re-launch of our 
beauty Fantasies collection [beauty 
products] along with a continued 
focus on our Body By Victoria col-
lection.”

As a whole, L Brands “reported net 
sales of $7.023 billion for the 35 
weeks ended October 3, 2015, an 
increase of 5% compared to net sales 
of $6.685 billion for the 35 weeks 
ended October 4, 2014. Comparable 
store sales increased 5% for the 35 
weeks ended October 3, 2015.”

As the company reported its 
recent sales, it also provided a chart 

showing that in the period between January 
31, 2015 and October 3 it had opened four 
Victoria’s Secret stores in the U.S. and 
closed three, bringing the total to 984. 
During the same period it opened 14 Pink 
stores and closed three, bringing the total to 
126 in the U.S. Three Victoria’s Secret 
stores were added in Canada, bringing the 
total there to 34. The number of Pink stores 
in Canada remained at 10 during the same 
period. Meanwhile, L Brands opened one 
La Senza store in Canada and closed 13, 
dropping the total there to 133.
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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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Centers
Las Vegas, NV
(818) 593-5000

   magiconline.com

feb. 16-18
Mrket VG
Sands Expo
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

feb. 17-18
INDX Show
Cranmore Park
Solihull, UK
indxshow.co.uk

feb. 20-22
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

feb. 21-23
Moda UK Lingerie & 
Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 21-23
CURVENY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

feb. 22-24
  Moda

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

feb. 22-24

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

feb. 22-24
  Coterie 

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

feb. 23-26
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
www.cpm-moscow.com

feb. 28-march 2
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

march 2-4
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

march 15-16
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667  
Interfiliere.com

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

march 30-april 2

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

april 2-5
Stylemax Spring
Chicago, IL
The Merchandise mart                                                
(312) 527-7750
stylemaxonline.com

april 3-5
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

april 4-6
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

april 17-20
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

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

april 27-29
  Accessorie Circuit

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

april 27-29
  Fame

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

april 27-29
  Intermezzo Collections 

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

april 28-may 1
Michigan International 
Women's Show 
(800) 849-0248
southernshows.com/wde

May. 22-24
  Moda

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

May. 22-24
  Fame

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

May. 22-24
  Intermezzo Collection

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

june 8-11
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.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 9-11
Interfiliere Paris
Porte De Versailles
Paris, 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 & 
Lingerie Show
Convention Center
Miami Beach, Fla.  
(305) 596-7889
swimshow.com

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

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

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: Please describe your 
store for our readers?

TJ Klieforth:  We are lo-
cated on Charlottesville’s 
Historic Downtown Mall 
- a pedestrian-only shop-
ping and entertainment 
area. This location was 
originally selected for it’s 
proximity to other locally-
owned businesses, vibrant 
arts and music scene, and 
some phenomenal restau-
rants. Our store is bright 
and open - even our fit-
ting rooms are spacious. 
This store was previously 
owned and operated by 
it’s original founder - but 
was purchased in 2011 
by the current ownership. 
Because of this, the store 
has shifted from being a 
lingerie-only establish-
ment; our customers have 
now come to rely 
on our bra fitting 
services as well as 
our dedication to 
sourcing unique 
lingerie, sleepwear, 
and foundation 
garments. We uti-
lize a selection of 
closets and drawers 
to house much of 
our merchandise, 
with new arriv-
als often gracing 
ample wall space 
and both straight 
and plus size man-
nequins, the inclu-
sion of which in 
our windows usu-
ally gets a fair bit 
of attention. We 
are dedicated to 
representing beau-
ty in all shapes, 
sizes, and colors - 
and think that it is 

our responsibility to carry 
foundation garments in 
as wide a range of sizes 
as possible. We also sell 
hosiery, lingerie wash, 
personal pleasure objects 
from Lelo, and a wonder-
ful selection of pajamas 
and robes. 

Ted: What makes your 
store special?

TJ: We really feel that 
we excel at providing the 
individualized attention 
that our customers come 
looking for. Additionally, 
our product selection is 
carefully curated to in-
clude items that delight 
and inspire our customers, 
and our fitters are pas-
sionate, knowledgeable, 
and friendly. We also be-
lieve in continuous edu-

cation, and our staff are 
currently finishing certi-
fication with Ali Cudby’s 
FabFit Academy.

Ted: What do you look for 
in a brand?

TJ: In a perfect world, 
products we bring in 
would be available in a 
wide size range - this isn’t 
always realistic, so we look 
for companies who do 
what they do really well. 
For our fuller-busted cli-
ents, we love Curvy Kate, 
Prima Donna, and Em-
preinte. For our more pe-
tite clients, we like Marie 
Jo, Chantelle, and Fort-
night. We are big fans of 
Hanky Panky and Cosa-
bella for great lace pant-
ies, and have been really 
enjoying Salua’s gorgeous 

chemises and robes. We’ve 
also really started to enjoy 
some fragrance and body 
care products from Napa 
Soap Company - and we 
would go crazy without 
our selection of Saxx box-
ers - which in our expe-
rience, are appealing to 
women as well as to men.

Our biggest struggle is 
maintaining adequate in-
ventory levels - as our bra 
fitting services have really 
taken off, replenishing ba-
sic bras has proved to be 
challenging in balancing 
lead times, ship dates, and 
order minimums. We are 
just starting to delve into 
the world of bra-sized 
swim - and are hopeful 
that the response in our 
customers will be as posi-
tive as the response to our 

retail profile: derriere de soie
Q&A with tj kliefoth, vice president
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bra fitting servic-
es has been.

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

TJ: Many of our 
customers are in-
terested in ethi-
cally produced 
lingerie, and like 
a more natural 
bust shape We 
certainly do get 
requests for t-
shirt bras - but 
many of our cus-
tomers also like 
to wear soft bras 
- and bralettes 
from Cosabella 
and Clo Intimo 
are popular pur-
chases.  Because 
Char lottesvi l le 
is quite a year-
round wedding 
destination, we 
find it helpful to always 
have some bridal gift op-
tions in the shop, since 
many of our custom-
ers like to shop local for 
shower gifts. Pieces from 
In Bloom by Jonquil and 
Linda Hartman Intimates 
have been quite popular 
this spring.

Ted: Describe your price 
points and size ranges.

TJ: The majority of our 
bras sell for between $50-
110, with panties starting 
at $10 and going up from 
there. Loungewear pieces 
are going to fall into the 
$85-150 range. For bras, 
we start at a 30A and go 
up to a 44I. Bottoms run 
extra small to extra large, 
with some limited options 
in a XXL or XXXL. 

Ted: What is your typical 
or average customer size? 

TJ: The average bra size 

that we sell is currently 
a 34D - although we are 
seeing a steady increase in 
our larger cup size sales. 
As more women have 
learned about our fit-
ting services, we’ve seen 
greater interest in sizes 
not commonly stocked in 
department stores.

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

TJ: Our bra fitting clients 
are typically spending 
about $150 per visit, while 
our gift and lingerie shop-
pers spend a bit less. Our 
overall average, between 
gifts, impulse buys, and 
bra fittings, is just under 
$100.

Ted: Describe your cus-
tomer. 

TJ: Our customer base 
has shifted over the last 
3 years to be a bit older 
- many of our custom-

ers are over 30, and we 
are definitely seeing more 
of a demand for higher-
quality, more sophisticat-
ed silhouettes as a result. 
The vast majority of our 
bra-fitting clients are be-
tween the ages of 30-60, 
though we are absolutely 
thrilled when mothers 
bring in their teenaged 
daughters for first fittings. 
We mostly serve a female 
client base - though our 
gift recommendation ser-
vices and complimentary 
gift wrap are very popular 
with spouses around the 
holidays.

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

TJ: One of the biggest in-
fluences on our business 
over the past year has been 
our dedication to serving 
Charlottesville and the 
surrounding communities 
and providing profession-
al bra fittings to women 

of all shapes and sizes. It 
has been tremendously 
rewarding to see word-of-
mouth referrals coming in 
and leaving thrilled with 
both the service they have 
received and the products 
that they have purchased.  
A recent project had us 
reaching out to the local 
Charlottesville commu-
nity and asking women to 
volunteer to be the bod-
ies and faces of our store 
- and the response has 
been amazing. This proj-
ect stemmed from a desire 
to combat negative body 
images with positive ones 
- and we decided that our 
new models would not 
be photoshopped - be-
cause they look beautiful 
just the way they are. The 
overwhelming support for 
our goals, as well as an 
increase in personal refer-
rals, has been a huge part 
of our success this year - 
and we know that it will 
continue to drive us for-
ward in the future. B
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event report
international lingerie show august 2015
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The International Lingerie Show opened its 
three day run at the Rio Hotel in Las Vegas on 
Monday, August 31. The event started a few 
weeks earlier than in the past due to an unusu-
al confluence of conflicting holidays including a 
late Labor Day and important Jewish holidays 
occurring later in September.

     Despite the timing and the absence it caused 
of a few exhibitors, the event drew a host of 
buyers from stores large and small.
     Over the next 11 pages we display photos of 
those retailers along with the wholesalers and 
the booths they were shopping.
     Obvious to all was the natural evolution of 

the market in which certain brands that had 
always exhibited—Forplay is an example— 
were now absent, while others, some of them 
relative newcomers, were now taking larger 
booth space and gobbling up the business.
     One thing was clear (as these pages demon-
strate): the buyers were there at the show.
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Crystal and Josefina Curiel of Simply Seductive with 
Rodrigo Cano of Julie France.

Andy Green of XGen, Barbara Franks of Castle 
Megastore and Helle Panzieri of Baci.

Jose Debora of Olivia’s Ladys Boutique and Angela 
Escobar of Mapale by Espiral Lingerie.

Peter Horea of Coquette and Michael 
Moreira of Specialty Trade Shows.

Mindy Zeligman, Sarah Konkel and Nicolas Attard of Oh la la Cheri 
with Iris Nolting of Hush Boutique.

Heather Rubio of Fashion Forms, Mildred Rodriguez of Petticoat Lane 
and Danielle Whitford of Fashion Forms.

Lisa Chang of Trendy Wendy, Janice Brumer and 
Joseph Tok of Music Legs.

Pablo Tobon of Mapale by Espiral Lingerie with Ruben Arias  and Victor Guizado of Viva 
Fantasy Peru, Laura Castano of Mapale by Espiral Lingerie.

Susan Agan of Peekay Boutiques and 
Joan Perry of Music Legs.

Mildred Rodriguez of Petticoat Lane and 
Mark Reynolds of Daisy Corsets.

Alexa Fernandes of Rago, Charla Campbell of Le Video Store/
Cupid’s Closet and Steve Chernoff of Rago.
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Julie Cramer of Daisy Corsets with Kari 
Peters of Adam & Eve.

Kanami Nakamura of V. co, Mari Dancel of Music Legs, 
Maki Shibto and Chizuru Matsumoto of V. co.

Jeff Yox of Hushhh, Cheryl Paradis of Mapale by Espiral 
Lingerie and Lisa Yox of Hushhh.
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Eva Hubenakova Boyd and her model Alena of 
Hawaii Int’l Fashion.

Mona Madrigal of Eldorado Trading and 
Gary Sunshine of The Lion’s Den.

Amir, Taina and Nadia Bulifa of Angelique. James Egizi and Shannon Deadmon of Deja Vu.

Paula Romano and Tina Omer 
of Aphrodite’s Closet.

Amber Kealoha, Megan Swartz and Shannon Deadmon of Deja Vu.

Loretta Spearman of Sexy U Wear, Sharon Cady and Therese Syberg of New Release 
Video with Adrienne Gillis-Edwards of Sexy U Wear.

Nicolas Attard of Oh la la Cheri, Amber Debraak of Romantix. Sarah 
Konkel of Oh la la Cheri and Josh Porter of Romantix.

Daryl Green of Shoptalk Lingerie with 
David Briones of Music Legs.

Tyesha of Hot Fire, Chiraza of Chaza Fashions and 
Michelle Melcher of Pleasure Zone.
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Robert Gibbon of Eros 1207 and Cheryl 
Paradis of Mapale by Espiral Lingerie.

Danielle Whitford and Heather Rubio of Fashion Forms with 
Crystal and Josefina Curiel of Simply Seductive.

Fatima Punjani and Sharmeen Sayani of Exotic Pleasures 
with Rodrigo Cano of Julie France.

Adam Woodruff of Miami Vice with Sue 
Dressler of Music Legs.

Bernardo Slovinsky of Electric Styles 
with his model.

Nicolas Attard and Linda Suib of Oh la la Cheri and 
Jason Price of Christies Superstores.

Luis Fonsca and Ana Maria of Guia Cereza with 
Jeff Yunis of Spectrade.

Ruben Arias  and Victor Guizado of Viva Fantasy Peru 
with the Daisy Corsets Model.

Veronica Hernandez and Cheryl Paradis 
of Mapale by Espiral Lingerie.

Terry Treves of Fanny Wrappers, Nicolas Attard of Oh la la Cheri and 
Stacey lane of Fanny Wrappers.

Jeff and Stephanie Griffin and Dan Carter of Pleasures Entertainment
with Dale Dillon of Elegant Moments.

Mindy Zeligman of Oh la la Cheri, John Gaik and 
Andrea Gaik of Badd Kitty.

David Briones of Music Legs and Noelle 
Price of Cat Dancerz.

Mari Dancel of Music Legs and Jill 
Pendergast of Layers.
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Kat Weeks, Mike Liska and Leann Hallock of Naked Exchange.

Julie Cramer of Daisy Corsets, Nirvana DaSilva and 
William Eggleston of Big Kisses Lingerie.

Rita Flemming of Bare Elegance, Melissa Harden of Nearly Me 
and Brooke Hardin of Bare Elegance.
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Andrea Brown of Hush.

Victor McGregor, Tracey White and Mark Behar of Smiffy’s.

Rachel Mehan and Natalie Ouellette of Embrace.

Chris and Charlsanne Miskell of Double C’s Boutique 
with Joe Clinard of Bikini Joes.

George Lou and Jennifer Searfine of Cindie’s Lingerie, Jeff Young of 
Curve Novelties and Melissa Kent of Cindie’s Lingerie.

Melinda Myers and Meghan Riley of Good Relations. Lisa Yox of Hushhh and Nicolas 
Attard of Oh la la Cheri.

Martin Lansky of The Mission Boutique and 
Ellen Renger of Ellie Shoes.

Liz Adderly of Eve’s Garden with David 
Briones of Music Legs.

Alyssa Scott of Hot Girls, Shafiq Aburaqabeh of L’Exotic
 and Katie Cassidy of Hot Girls.

Alissa Gubitoso of Baci with Steve 
Cronquist of Ruthe’s Fashions.
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Mark Reynolds of Daisy Corsets with MaryKay 
Beacom of Oregon Entertainment.

Kris Wilmart of Shirley of Hollywood, Namrata Kothari 
and Andrea Green of Amazon.com

Fatima Punjani of Exotic Pleasures, David Briones of Music Legs 
and Sharmeen Sayani of Exotic Pleasures.

Roger Gurnani of Definitions.

Sarah Konkel of Oh la la Cheri with Kismet 
Massey of La Belle Femme.

Ken and Eileen Lomando of Secrets 
Lingerie.

Tiffany Porche and Susan Woodward of Patricia’s / Directors with Joe 
Sternberg of Baci and Casey Lozano of Patricia’s / Directors.

Pat Tarallo of Music Legs and Rodrigo 
Cano of Julie France.

Holli Kinnaman, Dave Goldman and Lauren 
Holm of Skitzo Kitty Lingerie.

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

Christopher Yoo and Freddy Arce of Andrew Christian, Coyote Amrich of Good Vibrations 
and Chris Sapiema of Andrew Christian.

Joan Perry of Music Legs, Ken Budde of NW Galaxy 
and Janice Brumer of Music Legs.

Hui Ming Kuan, Connie Chun Wai Nei, Macy Chun Hoi Wai 
and Chun Sun Chung of Honestec Limited.
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Alissa Gubitoso of Baci, Amber DeBraak of Romantix, Helle 
Panzieri of Baci and Josh Porter of Romantix.

Sarah Latham of LC Distributors, Delilah Carr of Sassy World 
Brands and Sherry Ahrenholtz of LC Distributors.

Ariel Perets of Secret Skin, Sam Tsur of Amore and Jess Bansai of Secret Skin.
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Debbie Ahearn of Lingerie SuperStore with Robb 
McCullough of Music Legs.

Russel Piotrowicz and Martine 
Joanisse of Jolar Speck.

The Eurotique model with Peter and Chrissy Greco of Eurotique.

Bobbie Aldridge of Erotic Diva Fashions, David Briones of Music Legs and 
Aubrey Aldridge of Erotic Diva Fashions.

Melissa Wright working with Andrea Busher, George Busher, Jennifer Detriech, 
Shyanne Mert and Stephanie Neuman of Jack and Jills.

Whitney Allmond of Lovers Lane, Magie Fanous of Magies, Merilyn King of Lovers Lane, Ted and Pam Bernstein of Magies. Mona Werbock of Warrior with 
Mark Behar of Smiffy’s.

Daniel Freedman and Erin Sue of Lace.com

Mark Rosenfeld of Moonlight Serenade 
with Roylin Downs of Trystology.
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Terry Treves of Fanny Wrappers and Molly 
Romeo of Holiday Products.

Andrea Green and Namrata Kothari of Amazon.com with Kris Wilmart and Angela Escobar of Mapale by Espiral Lingerie.

Chris Helma of Guilty Pleasures with Sarah Hopkins 
and Wendy Sadler of Sexy Blue Boutique.

Veronica Hernandez of Mapale by Espiral Lingerie 
and Matthew Diaz of Stuff Guys Dig.

Julie Cramer of Daisy Corsets and Kismet 
Massey of La Belle Femme.

Mary Sphar of Twin Rivers Gallery with 
Alex Duran of Solar Collection.

Jason Amirmajdi of Le Bra Lingerie with Mark 
Rosenfeld of Moonlight Serenade.

Rabi Yaghi and Ali Jaffal of Red Shoes with 
Mari Dancel of Music Legs.

Pat Jagos with Joe Casella of Entrenue.

Matt Carr, Kyla McKown and Mark Olsen of Empowered Products.

Mindy Zeligman of Oh la la Cheri with MaryKay 
Beacom of Oregon Entertainment.

Debra Thornburgh and Stephen barnes of Pins & Needles 
with Hazel Kragulac of Music Legs.

Christopher Scharff of Dreamgirl with 
Martine Joanisse of Jolar Speck.

Alissa Gubitoso of Baci with Kim Marks of As 
You Like It The Pleasure Shop.
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Darian Porter of Inz & Outz, Chris Sapiema of Andrew 
Christian, Jeff Holt of  Inz & Outz.

Joe and David Betesh of Excitement Video & Toys with Andy Green and Tom Colvin of Xgen.

Gail Fisher and Gay Sullivan of The Bazaar with Susan 
Newton of Elegant Moments.
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Susan Agan of Peekay Boutiques and 
Erin Sue of Lace.com

Teresa Weaver of Karnation with 
Jennie Nielsen of Curvy Kate.

Jim Hoye of Music Legs with Al and Jane May of Lady Jane’s (retired).

Wink Wells and Betty Wells of Escante with Jacque Provost and 
Line Johnson of AJPRO Distribution.

George Williams and Susan Agan of Peekay Boutiques.

Robert Hunter, Greg Gant, Jennifer Searfine, George Lou of Cindie’s Lingerie, Stacy Singleton of Hot
 Girl, Melissa Kent of Cindie’s Lingerie and Kelly Smith of Hot Girl.

MaryKay Beacom of 
Oregon Entertainment.

Laura Castano of Mapale by Espiral Lingerie 
and Shenitha Laden of SNL Designs.

Juan Pablo Cabrera of Boa Novelty with 
Tamiya Knight of Dare Wear.
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Debbie Ahearn of Lingerie SuperStore with Dale Dil-
lon of Mapale by Espiral Lingerie.

Pablo Tobon of of Mapale by Espiral Lingerie, Baruch Gittleman of Kadima,  Oscar Velez of Western Fashion, Jaime 
Castañeda of GuiaCereza, Raul Valencia of Male Basics and Diego Galvis of Western Fashions.

Mary Ann and Bob Ostendorf of Lavender N Lace with 
Jill Wenzel of Shirley of Hollywood.

Colette Hamon of BraTopia, Martine Joanisse of Jolar Speck 
and Rebecca Moore of BraTopia.

Thomas Rogers of Candyland with Nicolas 
Attard of Oh la la Cheri.

Mark Rosenfeld of Moonlight Serenade with Kat Weeks, Mike 
and Leann from Naked Exchange.

Jeff Fox of Cupid’s Outlet with David 
Briones of Music Legs.

Marc Salls of Star Costume, a model and 
Karina Rivera of Star Costume.

Sue Kellen of Mapale by Espiral Lingerie with Ed 
Azemas of Panda Bear.

Mona Werbock, Lindsey Slusser,  Carl Werbock and Alix Thompson of Warrior.

Jessi King of Lover’s Lane, Sarah Konkel and 
Nicolas Attard of Oh la la Cheri.

Ed Azemas of Panda Bear with the Western 
Fashions model.

Tony Villarreal and Barbara Franks of 
Castle Megastore.
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Lauren Holm of Skitzo Kitty Lingerie, Val Cutter of Entrenue, Holli 
Kinnaman and Dave Goldman of Skitzo Kitty Lingerie.

Harry Kapriellan of Canadex, Pablo Tobon of Mapale by Espiral Lingerie, Angela Escobar of Mapale by 
Espiral Lingerie, Rebecca and Alejandro Leal of Via Intima.

Matt Miller of Jack Adams with Cheryl 
Thompson of Love Zone.
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Taz and Maria Marshall of Hottwyre Attyre.

Jan DeGrotte and Richard 
Trouato of Show World.

Nej Garza, Chase Miles and Sarah Snow of Pib’s Exchange.

Diane Wallace, Bobbie Shishido and Keri Birchby of Fascinations with Fred Wells of Wells 
Intimates.

Ileana Perez and Pablo Nevarez of Ana’s Creations 
with their model Hailely.

Roger Miller of WildMans Leather & Lace with Jeff Thompson 
and Giancarlos Rodriquez of Espiral Lingerie.

Julie Kuntz of Fantasy Lingerie with Heather 
George of HalloweenMart.

Oppa Yi of Tic Tac Toe with 
the Sassy Bikini model.

Jeanne Ryan of Wicked Chamber, Hazel Kragulac of 
Music Legs and Bright Ryan of Wicked Chamber.

Lily Park of Solar Collection with Rick Howton of 
Twin Rivers Gallery.

Kevin Cooney of Love Zone.
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Don Wilson of EP Products with Martine 
Joanisse of Jolar Speck.

Naoma Gleason SN Enterprises with the model Hailely and Imelda 
Guerra of Ana’s Creations.

Damita Buffington of Belle Boudoir Fine Lingerie, Jackie Gordon of 
Jackie G-String and Kathern Williams of of Belle Boudoir Fine Lingerie.

Megan Swartz of Deja Vu, Jeff Baker of Magic Silk and Shannon 
Deadmon of Deja Vu.

Steve Chernoff of Rago and Michel 
Joanisse of Jolar Speck.

Jae Graham and Michelle Johnson of LSMT New Fine Arts with Nicolas Attard and 
Linda Suib of Oh la la Cheri.

John Wiltgen of Starline with Michelle Melcher of 
Pleasure Zone Houston.

Denise Emond, Lena Mariani and Edith Arsenault of Landco Import.

Josh Porter of Romantix with Nicolas 
Attard of Oh la la Cheri.

Ute Schwemmer of Sight-Sound-Visions; Aubrey and Bobbie Aldridge of Erotic Diva 
Fashions; Edward de la Torre of Sight-Sound-Visions.

Manuel DaCampo and Leila Padilla of Leg Avenue. Mindy Zeligman of Oh la la Cheri and Tammy 
Borde of Chocolate Walrus.

Joseph Tok of Music Legs, Rodrigo Cano of Julie France with the Music Legs models.
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