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vs down 5% in september

Victoria’s Secret and Pink September comparable sales in North America fell 5%.
Meanwhile, parent company L Brands has
just opened its fifth La Senza lingerie store
in the U.S., this one located in the Woodfield
Mall in Schaumburg, Illinois.
Amie Preston, chief investor relations
explained the sales decline stating, “growth
in the Pink business was more than offset by
about a 3 point negative impact of exiting
swim and apparel and a decline in the lingerie business.” She continued, “The merchandise margin rate was up slightly to last year,
driven by lower clearance and promotions
this year.”

In addition to its lingerie labels, L Brands
owns Bath & Body Works and Henri
Bendel, operating a total of 3,080 companyowned specialty stores in the United States,
Canada, the United Kingdom and Greater
China.
During 2016, L Brands opened the first
four U.S.-based La Senza stores at the
Polaris Fashion Place mall in Columbus and
the Easton Town Center mall in the same
city; the Orland Square mall in Orland Park;
and the Southlake Mall in Merrillville,
Indiana.
L Brands completed its takeover of La
Senza in 2007, and as of January 31, 2009 it
had 322 shops in operation in Canada. But it
has since closed more than 200 of those
stores, reducing the total to 121 as of
September 30, 2017. Other, non-company

360° PERFECTION
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Comfort
Curves &
Confidence
Call for a Sample

877-360-8426
www.shapeez.com

owned La Senza stores do persist outside of
North America, however. According to the
L Brands’ 2016 annual report, there are more
than 200 La Senza “stores in 24 other countries operating under franchise and license
arrangements.”
L Brands, as a whole, reported “net sales of
$981.6 million for the five weeks ended
September 30, 2017, an increase of 1 percent,
compared to net sales of $971.4 million for
the five weeks ended October 1, 2016.
Comparable sales decreased 2 percent for
the five weeks ended September 30, 2017.
For September, the exit of the swim and
apparel categories had a negative impact of
about 2 percentage points and 3 percentage
points to total company and Victoria’s Secret
comparable sales, respectively. The
September hurricanes had about a 1 point
negative impact to September total sales.
The company reported net sales of $7.015
billion for the 35 weeks ended September 30,
2017, a decrease of 4 percent compared to net
sales of $7.328 billion for the 35 weeks ended
October 1, 2016. Comparable sales decreased
7 percent for the 35 weeks ended September
30, 2017. For the 35 weeks ended September
30, 2017, the exit of the swim and apparel
categories had a negative impact of about 5
percentage points and 8 percentage points to
total company and Victoria’s Secret comparable sales, respectively.”
Preston explained that “The beginning of
October will continue to focus on the Pink
Wear Everywhere Bra and will transition to
the Very Sexy collection later in the month.”
She added, “we expect October total company comps to be down low single digits, which
includes a negative impact from the exit of
swim and apparel of about 1 point.” — NM

rigby & peller store closes

The former Intimacy retail chain, now operating under the Rigby and Peller name, has
closed another store, dropping the number
in the U.S. to nine.
Meanwhile, parent company Belgiumbased Van de Velde reported sales in its first
half rose slightly to 115.3 million euros from
113.9 million euros in the first half of 2016.
Profit for the period declined to 20.0 million
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euros, from 21.2 million euros in the first half of last year.
Van de Velde owns the wholesale brands PrimaDonna, Marie Jo
and Andres Sarda, as well as operating international chains of its
own retail stores. It described its sales growth noting: “Wholesale
turnover increased by 1.6%. Our PrimaDonna swimwear and the
newly introduced PrimaDonna sportswear collections were particularly successful. Retail turnover increased by 3.0% on a like-for-like
basis at constant exchange rates. Effect of exchange rate and store
closures, resulted in a decline of turnover by 1.1%.”
The company added “Reported REBITDA [Recurring Earnings
Before Interest Taxes, Depreciation and Amortization] for the first
half year declined by 5.6%, from € 37.3m to € 35.2m. On a comparable basis (including comparable deliveries), consolidated REBITDA
declined by 5.7%, from € 38.5m to € 36.3m. The main reasons for this
decline were the following:
- Wholesale reported € 0.3m lower contribution to REBITDA
and Retail reported € 0.1m higher contribution to REBITDA.
- Unallocated costs increased with € 2.0m, mainly through project
costs to support the future growth: mainly in brand positioning, reliability and responsiveness of the end-to-end value chain, preparation
for upgrading IT and eCommerce infrastructure as well as training
and development of people and recruitment of specific talent and
expertise.”
The number of Rigby & Peller
stores in the U.S. peaked at near
20 some years ago under the
Intimacy name. The count gradually shrank to 14 as of the fall of
2015, and then to 10 as of
September, 2016, where the number stood earlier this spring. The
name was changed to Rigby &
Peller (Van de Velde had acquired
a majority stake in that brand in
2011) in the fall of 2015.
In releasing its results for the
first half, Van de Velde did not go
into detail about its retail stores in
the U.S., but last year at this time
it had noted: “Retail activities in
the USA continue to underperform and will decline in 2016 compared to 2015. As of September
2016, Rigby & Peller USA will put stronger focus on online sales
besides the existing store network.”
Of the nine stores that remain, three are in Manhattan, one is in
Atlanta, one is in Boston, two are in the Chicago area, one is in King
(Continued on page 7)
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of Prussia, and one is near Washington, DC. — NM

altitude: one spring show

Altitude Intimates announced it will no longer host a fall show,
focusing instead on a single, spring installment. The next event
will be held April 17 through 19, 2018 at the Paris Hotel in Las
Vegas.
Altitude held its initial show April 3 and 4, 2017 at Planet
Hollywood, then followed up with its first only fall show, a two
day
event
September 25 and
26, at the Paris
Hotel.
“Traffic at the
show
will
be
extremely strong
this April because
of the breadth of
exhibitors listed
and the huge draw
of the Paris Las
Vegas’
on-strip
location and attractively priced $70
per night hotel
rates (exclusive of resort fee/room taxes between April 15 to 19),”
the show press released declared. “Altitude Intimates, the preeminent and successful new show in the intimate apparel industry, will be entering its third season with the April show with its
largest budget ever and most amount of early commitments from
buyers and exhibitors. The exciting three-day event will feature a
trade show with a variety of top-tier vendors, as well as seminars,
meetings and parties designed for buyers to see all of the latest
fashion intimate apparel merchandise while sharing ideas on how
to make their businesses more successful.”
Altitude Intimates is owned by ten prominent lingerie wholesalers, all of which are listed as “confirmed exhibitors” for the
April event: Allure, Coquette, Dreamgirl, Elegant Moments,
Escante, Fantasy Lingerie, Hoss International, J. Valentine,
Mapale and Roma. In addition the show announced the following companies will be exhibiting: Ellie Shoes, Entrenue, Holiday
Products, Magic Silk, MD Science Lab, Music Legs, Shirley of
Hollywood, Unico Menswear, Western Fashions, XGen,
Candyman, Clever Moda, Erowear, Moldeate Shapewear, Neva
Nude, Shame and Shibari Wands. “Many more exhibitors signing up daily,” it stated.
Management of the April Altitude Intimates show is being
(Continued on page 8)
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taken over “by Evolution Event Solutions, which assisted in the
planning of last April’s Altitude show. Evolution’s staff has over 30
years of combined experience in corporate events and trade shows.”
Contact Alanah Bushfield at
info@altitudeshow.com or call
615.924.4822.
A new “updated and improved”
version of the show’s website is set
to go live on November 15.

ehrens exits dreamgirl

Happy
Thanksgiving

Eric Ehrens is exiting his position
as major account representative at
DG Brands at the end of the year. Quick Delivery
to Door prices
He also told BODY that he is no Door
From XS to 4XL/Made to order
longer the executive director of www.patricecatanzarofolies.com
the Altitude Intimates lingerie
trade show although he continues to be involved and does remain as
one of several “owners” of the event.
Ehrens was recognized “for over a quarter century of leadership
and service” by “Christopher Scharff, DG CEO, at its recent Las
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Vegas sales meeting,” according to a company release. Scharff
“bestowed Eric with the Grand Patricia A. Fischer Memorial
Leadership Award, named in honor of DG’s founder,” and was
quoted in the release, “Eric has played a significant role in the
growth and direction of DG Brands during his tenure. Indeed, it
has been Eric’s commitment and leadership which helped make DG
Brands an important lingerie and costume brand. Eric is widely
respected by his peers and the
industry for his many accomplishments and long-term success. He
was truly a game-changer for
Dreamgirl. In honor of Eric, this
will be the final time DG Brands
bestows this award.”
The statement from the company, which owns the Dreamgirl
brand among others, continued:
“Concurrent with this recognition,
Eric will be missed when he
departs Dreamgirl at the end of
the 2017 calendar year. At that
time, Eric’s major account responsibilities will transition to Susan
Feldman, EVP and chief merchandising officer, who will work in
conjunction with the DG Brands global sales leader, Tiffany
(Continued on page 10)
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com or (704) 662-8793. — NM

bli takes over sleep program

(Continued from page 8)

Cartigiano. DG Brands wishes Eric well as
he continues his many business and personal
pursuits.” — NM

nils lists some exhibitors

Exhibitors have started to sign up for the
New International Lingerie Show (March
12-14, 2018 at the Westgate Hotel in Las
Vegas), and show representative John Pace
added that he has also receiving strong interest from store buyers.
“Now that the word has gotten out, store preregistration has been averaging 15-20 stores per
day, with many multi-store chains
and corporate buyers planning to
attend in March event,” he wrote
BODY in an email.
“Companies are telling me that
they are looking forward to the
March show for a couple of reasons. First the March 12-14 show
dates are timed right for early
sales. The booth packages are
affordable. Most of all, the buyers seem to very excited about
coming.”
Pace provided a partial list of
those companies which have
committed to exhibit, promising
to provide additional names in
the near future: Daisy Corsets,
Forplay, Dynashape, Glamory
Hosiery, Andrew Christian,
Felina / Jezebel, Mainstreet
Loungewear, Eurotique and JL
Intimates.
“There are also many new lingerie and novelty exhibitors
signing, ready to show their new
products and the latest trends.”
“Although still early in the process, the
excitement for The New International
Lingerie Show in March 2018 remains
strong,” concluded Pace. “Since announcing
the relaunch under new management, many
of the industry’s “best” have decided to participate in this first event.”
Pace can be reached at suitman2002@aol.
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BL Intimates is taking over the Vanity Fair
Coloratura sleepwear program, and will
begin shipping to retail customers starting
early next year.
“BL Intimates, a joint venture between
Vanity Fair Brands (Fruit of the Loom) and
Lamour Hosiery, currently markets and distributes the Exquisite Form brand throughout North America,” explained Stephanie
Bronk, the BLI corporate account manager,
noting that the companies have been partners for over 20 years. Vanity Fair Brands is
exiting the “sleepwear program at the end of

December 2017. BLI will be taking over the
marketing, distribution and production of
this legendary program at the start of 2018,
with a launch date set for March 2018.”
“The current Vanity Fair sleepwear program consists of a short gown, a short sleeve
pajama set, and a flutter sleeve gown, all
available in regular and plus sizing. All styles

are made in the same Tricot fabric that
Vanity Fair has become known for. Loyal
customers can rest assured that there will be
no changes to the current product, other
than the transition of the brand name… to
Exquisite Form.”
Asked if BLI intends to expand the collection, Bronk replied, “Definitely! Our main
goal is to make this transition as seamless
and smooth as possible for a Spring 2018
launch. Once the transition is completed, we
will most certainly be looking to expand the
program by adding styles, sizes and basic
colors.”
During the transition, prices will remain
frozen. “It was very important to us to keep
all elements of this program
unchanged, including pricing.
We are very happy to be able to
offer the same wholesale and
retail prices under the Exquisite
Form brand,” said Bronk. “Our
short gown retails from $32.00 to
$34.00, the short sleeve pajama
between $40.00 to $42.00 and
the flutter sleeve retails at $36.00.”
“The program is currently carried at several large USA retailers
as well as many well-known
e-commerce retailers. We also
plan on approaching all existing
Exquisite Form retail customers
in the New Year, as we believe
the program complements our
rapidly expanding Exquisite
Form FULLY bra program. We
truly believe that the end consumer is the same for both items.”
Bronk also confirmed that all
important customers are planning to continue under BLI.
“Thankfully yes! We have met
with all of the existing customers
that carried the sleepwear program, and they are delighted that BLI will
be taking over under the Exquisite Form
brand. They know that this customer is in
their store, and they want to keep them
there. We have since received each customer’s commitments and projections for our
Spring 2018 launch.” — NM
(Continued on page 11)
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new at curve

Marion Sentucq has been
named “head of sales for
Eurovet
Americas
/
Curvexpo for our five intimate apparel shows:
CURVENEWYORK,
CURVELASVEGAS,
and INTERFILIERE
NEW YORK,” the executive told BODY in an
email.
Previously she had served
as senior development manager for the trade show organizations. — NM

trousseau from starline

Trousseau is a new bridal lingerie line from
Starline. A 60 page debut catalog was
recently mailed, retailers have already been
shown the collection and the line will ship
“mid to end of January,” according to the

company’s John Wiltgen.
On its website, Trousseau is described as
“40+ mix-and-match high-end lingerie pieces, including bra and panty sets, teddies,
rompers, bodysuits, corsets, robes and
gowns and bodystockings. Various delicate
trims, laces and appliques have been incorporated into the styles, as well as a mix of
sheer fabrications and stretch satins.”

Wholesale prices range from
$11 for the “Indulgence
Bodystocking,” on up to $57 for
the “Plus Lavish Robe.” Lace
thigh highs wholesale for $4.
As would be expected from a
bridal line, most of the designs
are in white, but there are
some pieces in ivory, silver,
blush, powder blue, nude and
champagne. Several of the
designs are available in plus
sizes, and plus models are
prominently
displayed
throughout the catalog. The
catalog itself is one of three
available from Starline, which
also produces one each for costumes and general lingerie.
Starline also owns the Raveware label and
Wiltgen noted that the company is “revamping the brand and will relaunch it next year.
We are cleaning up the collection,” and adding “a lot more men’s.” Contact him at
John@starline.la. — NM
(Continued on page 12)
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p. jamas bed jacket

P. Jamas has just added a collection of bed
jackets of “fine, pure cashmere,” offered in
ivory, blush, mint and grey.
“They are super light weight and warm,”
said company president Esperanza Mañas.
Suggested wholesale price is $122 and retail
is $160. Contact the company at 914-637-3855
or fviews1@aol.com. — NM

able in “our #1 seller Swingshift 6” boxer
briefs for fall 2017 in these schools. Some are
in multiple color combos (primary and secondary colors),” Curry wrote BODY in an
email. The briefs are designed to retail for
$32.99.
“We are adding over 12+ more schools for
2018. Some, as an example, who have committed so far to going forward are: Florida,
West Virginia, Nebraska and Arizona State.
In Fall 2018, we most likely will offer, in
select schools, our Powershift elite athlete

2undr underwear

Canada-based 2UNDR has
just introduced a collection of
licensed National Collegiate
Athletic Association underwear
for men.
The new program is of particular interest, in part, because of
the marketing success Pink
achieved when it put college
names on its women’s apparel.
According to Jack Curry, who
heads the exclusive U.S. sales
organization for the line, the
schools initially signed include:
“Michigan State, Michigan,
Utah, Iowa, USC, Miami,
Virginia, Oregon, Tennessee,
Oklahoma State, UCONN and
Colorado.”
2UNDR explains on its website that its original, patented
underwear design was “inspired
by the kangaroo-pouch,” adding
that “using the most advanced
construction techniques and
materials, we were able to separate your
equipment from your body to reduce
unwanted skin-on-skin contact.”
Founded in 2012, the company has previously offered an extensive line of boldly patterned athletic oriented underwear in several
categories: performance, elite performance,
training, luxury and every day soft. Styles
come with three inch, six inch and nine inch
legs and range in retail price on the company
website from $20 to $35.
The college logo collection is initially avail-
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model, used for workouts, hiking biking running, and heavy sweat activities, that features Coldskin by Garmatex in them.”
According to the sales executive, 2UNDR
has branched out from underwear, adding
“long johns, loungewear, T shirts, hats, bags,
socks” and bags.
Jack and his son Jeff Curry, co-owners of J.
Curry Marketing Ltd., can be reached at
jackcurry@2undr.com, (484) 903-3179; or
jeffcurry@2undr.com, (484) 903-3626. —
NM

belabumbum bras

Belabumbum, the lingerie collection that
has evolved to focus on maternity and nursing wear, has added two new bras and a
lounge line.
The “Essential Nursing Crop Bra” is
“Belabumbum’s newest anytime nursing bra
in soft micro-fiber with pretty lace trim,”
founder Heidi Rauch wrote BODY in an
email. The new bra “provides great wireless
support, coverage and versatility with an
adjustable J-hook and a supportive power
mesh inner sling. Multiple back
hook and eye closures accommodate a woman’s changing body. A
comfortable and supportive option
to wear during pregnancy and after
baby.” The full coverage bra features “easy one-handed nursing
access; nursing clasp and drop
down cup; shirred center front;
wireless stretch cotton lined molded cups.” The straps convert to a
racer back with j-hook ring, and
the bra offers multiple back hook
and eye closures. MSRP $56.
The “Heavenly Lounge Bra” features “an angel wing lace racer back
and soft cotton cups. Pretty gold
sliders add a special touch with
easy pull aside access for breast
feeding,” continued Rauch, calling
it “a comfortable, perfect for anytime bra.” It comes with “soft, cotton double lined cups” and a “supportive soft, elastic under band.”
There is no closure; the bra is “easy
to slip on and off.” MSRP $46.
The new lounge group, “Lounge
Chic Bundles,” is “a luxe and feminine interpretation of classic men’s pajama styles,” that
are “the perfect shower gift and a hospital
bag must-have. This group is finished with
classic touches of piping and a touch of lace.
Made of super soft pima cotton in black with
pink details or heathered chambray with
cream details.”
A three piece collection which includes a
robe, nursing cami and lounge pant retails
for $99. A two piece set combining a robe
(Continued on page 13)
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and nursing nightie also retails for $88.
Contact firm at (800) 813-0655 ext 305 or
heidi@belabumbum.com. — NM

dg brands supports stores

DG Brands, the maker of Dreamgirl lingerie and costumes, announced “a new minimum advertised pricing (MAP) policy and
Authorized Retailer Program,” both to go
into effect in 2018.
The policies are designed to address
“recent, rampant online price erosion
impacting retailer profits,” and “to promote
retailer success by stabilizing online pricing,
controlling the distribution/access to DG
Brands products and maintaining a consistent DG Brands experience across all sales
channels,” the company stated in its
announcement.
President and CEO Christopher Scharff
added, “We recognize that our high-quality
dealers invest time and resources to deliver
an extraordinary customer experience

through knowledgeable staff and compelling merchandising. To support our resellers’ efforts, DG Brands is establishing policies that allow resellers to earn the profits
necessary to maintain the high level of customer excellence people
have come to expect from
DG Brands dealers. To
protect the investment of
our customers and the reputation of our family of
brands, we have unilaterally
adopted several policies
aimed at nurturing growth
with our retail partners
while abandoning those
who wish to erode pricing
and consumer confidence in
our products.”
DG has hired Marketplace
Ignition “to help drive the
initiative.” That firm’s senior
consultant,
Alex
Brandstetter, explained,
“DG Brands understands more than anyone
how the industry and retail environment as a

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

whole have evolved over the last decade.
Brands must take complete ownership of
their presence in the online channel to restore
integrity in merchandising, pricing and consumer confidence. DG Brands is ahead of the
curve when it comes to online
channel management.”
DG concluded that “In
addition to controlling pricing and market distribution,”
it also plans to elevate its
“online brand presence
through new digital merchandising across all major
marketplaces and e-tailers.
DG Brands products and
our customers are worth protecting, and advertising/merchandising these products
properly will only further
enhance the demand for
Dreamgirl, Dreamguy, Alexa
and High Demand products.” The company’s web
platform is DGBrands.com.
(Continued on page 14)
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maidenform sleepwear

Maidenform Sleepwear, which describes
itself as a “mid-range brand that is targeted
towards the everyday woman,” rolls out the
collection this season in three separate deliveries: October, November and December.
“At the onset of winter festivities,
Maidenform Sleepwear introduces their
Holiday line with a take on the graceful and
delicate strength of the ballerina,” explained
a spokesperson. “Comprising layering, super
soft and plush fabrics, delicate lace trims,
and playful prints, this vibrant collection will
surely take you into the winter season celebrating. The October delivery aims to capture the festive elements of the season with
modesty. It perfects the art of layering by
offering abundant variations to choose from,
and packaged sets that are perfect for holiday gifts.”
The November delivery collection “juxtaposes confined purity and wildness without
boundaries. This is frosty winter in an
enchanted forest. It embodies a kind of
romance that is rich, soft, wild, and free. All
elements for this delivery come together
through vibrant reds and delicate neutrals
alike. The careful consideration of fabric
means you will experience feminine silhouettes in silky and plush textures. Not only do
you look beautiful in your sleepwear, you
embody it. The November delivery offers
sets and separates, allowing you to mix and
match for that perfect effortless look.”
“In the heart of winter, Maidenform
Sleepwear brings to life its own fairytale
with their December delivery. As though
straight out of a storybook, this Spring transitional collection conveys mystery, fantasy
and magic through glistening, silky fabrics
that flutter in the midnight air. This is paired
with moody and fresh hues of winter and
spring alike. There is an air of sophistication
and regal decorum to this delivery’s simple
prints, focusing on a neutral palette that
allows for an easy transition to Spring.”
The Maidenform Sleepwear designs “are
both current and comfortable, with a strong

14

NOVEMBER 2017 • BODY

focus on transition,” the spokesperson continued. “The majority of the designs are
transitional loungewear pieces that can be
worn out to the grocery store, or the park,
making them an effortless choice for your
everyday wardrobe. One of the biggest
assets to Maidenform Sleepwear is the fabric. Maidenform takes pride in creating garments with a luxurious hand feel, but without the luxe price tag. Maidenform offers a
size range from small to extra-large in all
(Continued on page 15)
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styles and for every season. Contact: info@cgintimates.com for pricing and further details. Quantities still available.”

ffy: expanding amidst strong bra reviews

Fit Fully Yours, the lingerie firm that specializes in full cup bras,
recently added two new color versions of its best selling Maxine bra:
Silver Stripe and Hot Red. “Feedback has been very positive and
customers love the colors,” according to a Ana Gladysz. “Hot Red is
an amazing color not only for the Christmas season but also for
upcoming Valentine’s Day! It is definitely time to restock it. It is
available in sizes 30-46 D-J with matching briefs, S-XXXXXL. In all
Maxine is now available in ten gorgeous colors: Fawn, Black,
Bilberry, Dark Teal, Mocca, Pink,
Violet, Sky Blue, Silver Stripe,
Hot Red.”
Gladysz added in an email the
new “Serena Collection has been a
huge hit! Serena arrived at the end
of August and it has consistent,
very strong re-orders and very positive feedback. This three part construction, full coverage underwire
bra is not only beautiful but very
supportive. It also give you a very
feminine and sexy look. Coated
metal J-hooks convert to a temporary racerback style. Fabric used in
this collection is very soft and has
textured look. Size range is 32-44
C-J with matching bikinis,
S-XXXL.”
In other news the company has
added a Blue/Silver color version to its Sport collection. “It is as an
amazing alternative. Great fit and support! We now have three
beautiful colors available: Black/Grey, Silver/Teal and Blue/Silver.
All three colors are definitely great choices and customers love them
all! Size range of this amazing collection 28 C-F (yes 28 bands!);
30-40 A-H; 42 B-G and 44 B-F. Matching boy shorts XS-XXXL.”
Finally, a new color has been added to style B2536, the Joyce
Collection. “Hot Red!!! Perfect for Christmas season and upcoming
Valentine’s Day. Joyce is a very feminine full coverage bra. Beautiful
embroidery makes you feel not only sexy but very comfortable. A
great seller available now in three different colors: Black, Cafe and
Hot Red. Size range 30-44 C-J with matching panties: thongs
XS-XXXL; bikinis XS-XXXL and garter belt XS-XXXL (garter
belt available only in Black and Hot Red).”
(Continued on page 16)
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news
(Continued from page 15)

Fit Fully Yours has been collecting retailer reviews and shared some: “Yesss we did
get the Serena in!” declared Larissa Adams
with It Fits Lingerie in Nanaimo, British
Columbia. “They are doing so well, and selling so quick. The fit is great. It looks really
comfortable, and gives a bit more coverage
than the Nicole. Definitely have customers
hoping for other colors in them :).”
Added Jackie Keto at Her Underthings in
Albany, New York, “That Serena is selling
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LIKE CRAZY!!! Everyone is asking for a
second color! =].” She added, “You’re going
to get weekly orders for it, I know. See
attached for restock, as well as adding sizes
and one for me too =].”
Wrote Jeanne Emory at Bra Genie in
Mandeville, Louisiana, “My TEAM at ST 1
is loving the new Serena bra, so I’m ordering some key sizes for ST 2. Thank you!”
Another comment came from Liette
Landry at Josephine Lingerie in Caraquet,
New Brunswick, Canada. “We had ordered
Serena Lace to try and see and we really liked
it so we are going to bring it in. We really like
working with your products. And the price
point is really working for our store.”

shapeez adds comfeez

Shapeez will debut its latest product, the
Comfeez bralette, at the upcoming Trendz
Show at the Palm Beach County
Convention Center (October 28 - 30).
The Comfeez will come in just five sizes
and feature removable cups. As with all the
company’s bras, it is based on the patented
design concept, invented by co-owner Staci
Berner, that eliminates the look of bulges
and back fat, while at the same time providing full bra support and slimming and shaping benefits.
“A lot of our customers told us they don’t
want underwires,” said the other co-owner,
David Berner, in explaining the latest introduction. “So while we based this bra on our
same high back design, we used removable
foam cups, over which we have fused a fabric covering. This pocket bra can be worn
with or without the cups and comes in sizes
small, medium, large, extra large and 1x.”
In addition to meeting the needs of its
consumers for a comfortable, casual bra, the
Comfeez bralette also serves as an easy way
to introduce retailers to the Shapeez family
of products. “The small number of SKU’s
makes it very easy for stores to stock,” David
Berner noted.
“And once they see how consumers take to
our products, we expect those retailers to
expand into the whole Shapeez collection.”
“The Comfeez will also expand the age
range of our consumers, because bralettes
do tend to add a younger consumer to the
mix.”
Another appeal to consumers is that the
new bralette will have a lower pricetag than
other Shapeez products. The firm is currently finalizing the retail prices for the
Comfeez, but Berner expects them to fall
between $30 and $40.
Shapeez currently markets 11 other bras
and one slip. But, as reported in BODY, it
also about to introduce Suddz, a lingerie
wash, as well as, for the first time, a line of
bottoms.
“All these introductions will give retailers
new opportunities to build on the sales they
are already generating from the existing
family of Shapeez products,” declared
B
David Berner.
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retail profile: mary corsetieres
Q&A with Christine Candreva and Karen Marie Camastro, owners
do you sell in your
store?

Ted Vayos, BODY: Please
describe your specialty
store?
Christine Candreva and
Karen Marie Camastro,
Mary Corsetieres: Our
store is now located on
Manetto Hill Road in
the heart of Plainview,
New York. We recently
upgraded and moved to
a newer, more modern
location.
We were
originally located less
than a mile away were
Chris’ mom, the one and
only MARY, opened in
1969. We stayed in our
hometown because this is
where it all began.
Ted: What makes your
store special?
Christine

20

and

Karen

Marie: What
makes
us special is the unique
service we offer our
customers. Mary custom
made undergarments for
the likes of the one and
only Kate Smith. She
passed her knowledge to
us to be carried on the
best way we could once
she wasn’t here to help us.
She trained Chris and I so
that we could keep
up the personalized
service.
We,
u n f o r t u n a t e l y,
cannot
custom
make garments but
we can customize
garments to our
clients needs thanks
to our trained and
talented staff.

Christine
and
Karen Marie: We
carry all products
to service surgical,
nursing, maternity
and everyday needs
for women of all
ages and sizes. We
have an extended
line of swimwear
and cover ups as
well as a full line
of accessories, jewelry,
handbags and evening bags
for that special occasion.
Ted: What do you look for
in a brand?
Christine and Karen
Marie: What we look
for in our purchases in
all divisions, first and

Key Brands
Anita

Dominique
Felina

Rosa Faia
Trulife

foremost, is functionality
and quality so that we may
be able to properly address
the needs of our customer.
We have customers of
all sizes and shapes. We
work with women who
have had surgery and
young moms, young girls
with first bras, teens and
great, great grandmas. We
look to carry stylish but
functional
merchandise
whether it is intimate
apparel, swimwear, activewear or shapewear.

Ted: What types of
different products
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Ted: List some of the
brands that are important
to your store.
Christine
and
Karen
Marie: We have many
suppliers that are an
important part of who we
are. It is hard to choose,
but among the top is Rosa
Faia, Anita, Dominique,
Felina and Trulife for our
mastectomy needs.
Ted: Where do you like to
shop for your merchandise?
Christine
and
Karen
Marie: We shop for our
merchandise primarily at
the Curve shows but we
do go into showrooms in
Manhattan or have our
reps visit the store.
Ted: Do you carry other
products?
Christine
and
Karen
Marie: We are constantly
looking for new companies

that can fit the
criteria of quality,
fit and value. We
carry many other
products. We cannot
list them all.
Ted: Have any
brands or industry
business practices
disappointed you?
Christine and Karen
Marie: As far as
companies that are
disappointing we don’t
have any. We are happy to
say that the companies we
deal with respect our input
and use the knowledge we
share with them to make
better products.
Ted: Describe the popular
styles or trends in your
store.
Christine
and
Karen
Marie: As far as popular
trends or styles is concerned
the younger generation

tends to want molded cups
with pretty straps that are
convertible.
The middle aged group
tend to lean towards
support and comfort with
style being secondary. The
older generation is mainly
comfort.
Ted: Describe your price
points and size ranges.
Christine
and
Karen
Marie: We carry from size
30 - 56, AA cup to N cup;
swimwear size 624 all at moderate
pricing.
Ted: What does your
average
customer
spend per visit to
your store?
Christine
and
Karen Marie: Our
customers spend an
average of $150-300
per visit.

Ted:
Describe
customer base.

your

Christine
and
Karen
Marie: Our customer base
ranges from 13 to 90+.
Ted: What are your top
selling cup sizes and bra
backs?
Christine
and
Karen
Marie: We sell AA cup
to N cup because we
specialize in fitting all sizes
and altering to customize
for all body shapes.
Ted: What changes have
impacted your business the
most over the past year?
Christine
and
Karen
Marie: The biggest change
we made to our business
was the move which
encouraged us to adjust
our buying and open more
doors to new customers.
B
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daisy corset • (314) 587-9218 • SALES@DAISYCORSETS.COM

clubwear

event report

September Altitude Show 2017

Altitude Intimates held a two day show, September
25 and 26, at the Paris Hotel in Las Vegas. For this
event it was all business, with no fashion show to
distract and many of the top stores attending.
Over the next four pages we picture some of the
key players from both wholesale and retail as they
worked in the exhibitions booths spread across a
single large conference center room.

Angela Escobar and Pablo
Tobon of Mapale.

Kirk Schlobohm and Roy Schlobohm
of Shirley of Hollywood.

As it turns out, this was the first and last of the
Altitude fall shows. The owners announced at the
end of October that they will no longer host a September event, focusing instead on a single, spring
installment. The next show will be a three day affair, held April 17 through 19, 2018, again at the
Paris Hotel in Las Vegas.
“Traffic at the show will be extremely strong this

Joseph Tok of Music Legs with Sarah Latham, Sherry Ahrenholtz and
Casey Lozano of LC Distributors.

Desiree Gonsalves of Wonderful World
and Rozita Yazditabar of Felina.

George Mahar of Allure Leather, Marcus Horea of Coquette, Ed Braunstein
of Deluxe and Gene Newton of Elegant Moments.

Liz Adderley of Bra Boutique and
Nicolas Attard of Oh La La Cheri.

Manuel DaCampo and Amy
Tsai of Leg Avenue.

Katherine Garcia, Deborah Herrera, Joan Perry, Janice Brumer and Cynthia Sneaker of Escante.
DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

April because of the breadth of exhibitors listed and
the huge draw of the Paris Las Vegas’ on-strip location and attractively priced $70 per night hotel rates
(exclusive of resort fee/room taxes between April 15
to 19),” according to show management.
Evolution Event Solutions is the new manager of
the April Altitude show.. Contact Alanah Bushfield
at info@altitudeshow.com or call 615.924.4822.

Hoss Masoumi of
Hoss Interntional.

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

Jeff Baker of Magic Silk, Eric Schlobohm of Shirley of
Hollywood and Peter Horea of Coquette.

Crystal Garcia of Eldorado with Steve Chernoff of Rago.

Joey Nakash of Just Sexy, Kraig and Kara McGee of
Adam & Eve and Kathy Duran of Just Sexy.
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Kimberly Dillon of Mapale with Keri Birchby, Bobbie Shishido
and Troy Piazza of Fascinations.

Navin Gupta of Western Fashions
with Western Fashions model.

Tony Lam, model and Justin Lam of iCollection.

Eric Boisvert and Mimi Aguilar of Gregg Homme
with Martine Joanisse of Jolar Speck.

Amanda Thompson of Delightfully Vixen, Wink Wells of Escante
and David Dejesus of Delightfully Vixen.

Manuel DaCampo and Amy Tsai of Leg Avenue.

24

Michel Joanisse of Jolar Speck with
Alanah Bushfield of the Altitude.
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Coyote Amrich of Good Vibrations, Shirin of Felina, Rozita
Yazdiabar of Felina, Mimi Desmond of Camouflage.

Thomas Rogers of Candyland, Yessica Jordan of Candyland, Nicholas Attard
of Oh La La Cheri and Carlos Duran of Candyland.

Kayla MacDonald of Sol Luna and Rosa
Ignacio of Music Legs.

Fred Wells of iCollection with Mary Kay Beacom of Oregon
Entertainment.

Michelle Meyer and Teresa Weaver of Karnation
with Joan Perry of Starline.

Bob and Mary Ann Ostendorf of Lavender n Lace with
Howard Titlebaum of Titlebaum Sales.

Neal Fersht of Mapale with Carl Werbock, Lindsay Slusser and Mona Werbock of
Warrior.
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Kris Walmart of Allure Lingerie, Megan Swartz of Deja Vu, George Mahar of Allure Leather, Abe
Rojas of Sara’s Secret and Annber Kealoha of Deja Vu.

Whitney Allmond of Lover’s Lane with Eric
Schlobohm of Shirley of Hollywood.

Eileen Gorde and Jessi King
of Lover’s Lane.

Pilar Quintana of Yandy and George
Mahar of Allure Lingerie.

Brook Barnes of Deja Vu and Rosita
Yazdiabar of Felina.

Amanda Mitchell, Kathryn Guy and Kraig
McGee of Adam & Eve.

Christopher St. James and Timothy
Driver of Luxe Lingerie.
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Joseph Tok of Music Legs, Keri Birchby of Fascinations, Bobbie Shishido of
Fascinations and John Sagum of Music Legs.

Angela Escobar and Kimberly
Dillon of Mapale.

Robb McCullough of Music Legs with
Sam Zak of Mileage Clothing.

Bonnie Feingold of Honey’s Place, Nicholas Attard of Oh La
La Cheri and Kyle Tutino of Honey’s Place.

Kim Coan of DLB Purchasing and Cynthia
Snedeker of Escante.

Justin Lam of iCollection and Eric Ehrens.

Leah Smith of Leah’s Boutique & Gift Shop, Cheryl
Paradis and Michelle Woodall of Mapale.

Jennifer Searfino, George Lou, Greg Gant, Melissa Kent, Robert Hunter of Cindies with Paula Alison.

NOVEMBER 2017 • BODY

25

Michel Joanisse, Joseph Tok and Martine
Joanisse of Music Legs.

Sam Golshan of Popsi and Ed
Braunstein of Deluxe.

Valerie Garcia of Deja Vu, Robb McCullough of Starline,
Melissa Kurbis and Ben Kurbis of Deja Vu.

Jo Jo Allison-Miller of PHE with Sarah Konkel
and Cynthia Herbst of Oh La La Cheri.

Crystal Garcia of Eldorado with Cheri
Mae of Seven ’til Midnight.

Tina Rojas of Lingerie Superstore, Jacqueline Hill of Heartbreaker, Stefano
Sheruin Bouzari of Heartbreaker and Kari Evans of Lingerie Superstore.

Laura Wood of Adam & Eve, Kari Peters of Adam & Eve and
Brit Parker of Adam & Eve shopping at Mapale.

Yessica Jordan of Candyland, Cheryl Paradis of Mapale, Caroline Cortese of
Candyland and Isabel Caamano of Candyland.

Debra Budde, Terri Patrick, Art Patrick and Ken Budde of NW Galaxy
with Patty Barrington of Dreamgirl.
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Elissa Nystrom of
Bratopia.

Adam Hedrick and Rose Daugherty
of Excitement.

Kathy Clampitt and Brandy Meyers of Giggles with Cynthia
Herbst and Jeff Thompson of Oh La La Cheri.

Josh Porter of Progressive Retail, Jeff Baker of Magic Silk, Steve Hirsh of Magic
Silk, Ron Scall of Magic Silk and Nina Shaw of Progressive Retail.
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interview:

Jeff Yunis Reveals Details On The Launch of the ‘New’ ILS

The New International Lingerie Show
(NILS) is scheduled to hold its first
event next March 12-14, 2018, and Jeff
Yunis wants the world to know that he
is not working “at or for the show.”
As the principal owner of the original
International Lingerie Show, which
he closed at the start of 2017, many in
the industry have speculated that he is
behind the NILS, and he asked BODY
for this forum to explain his situation.
Questions for this email interview were
posed by publisher Nick Monjo.
“Before starting I hope you’ll let me
say a few things to stop some of the rumors and misstating of facts that have
come back to me,” wrote Yunis. “First an
apology to those hurt by the unexpected
and sudden ending of ILS. Sometimes
(should be ALL times) family and personal concerns outweigh business needs.
I will not go into details here, but for
those reasons I had to be out of business
and spend all of my time on personal
needs. Otherwise I would have been
able to sell the show for BIG dollars.”
“A while ago my former partners at
WWIN [the Women’s Wear In Nevada
trade show of which Yunis was a part
owner, and which he sold in 2015]
told me they wanted to start a new
show and asked about the possibility of
lingerie, of course I was excited. I am
still not in a position to work at or for
the show but I agreed if they would
take on John Pace as a partner, because
he had the industry connections, while
they had the trade show knowledge. At
first they chose a new name which I was
against. John called potential exhibitors
and they agreed. Finally, for “a dollar a
year” I let them use ILS and so it goes.
To reiterate, all I am doing is giving
advice when asked. I have no other role.
I just hope that the ILS name had and
has enough good will to make the show
profitable for all who attend and for the
new owners.”

28

MONJO: You have been doing all
kinds of trade shows for a long time;
can you provide a brief summary of
those shows?

YUNIS: I started with a trade show
for big and tall men’s clothing because
at the time I had big and tall shops
and had trouble buying. I would go
to shows like MAGIC and walk the
aisles asking “do you have big and
tall sizes?” It was time consuming
and a big waste. So I started a show
just for the manufacturers that made
those sizes and the store owners loved
it. Eventually, the chains and mass
merchants went into that side of
menswear and the customer base disappeared in a few years and so did the
show. Fortunately, I saw that coming
and had already started what became
the WWIN show.... Arguably the
best womens wear show in the U.S.
MONJO: Would you share with us
the three most important elements
in creating a successful trade show,
whatever the industry?

decision making authority for the
new show.
MONJO: Based on your perspective
of almost two decades running the
old ILS, where do you think this new
show will fit in?
YUNIS: There is an obvious need.
The new Altitude show is owned by
a few exhibitors. They get the best
spots, they get the best deals (and
maybe the profits off other exhibitors). I think a trade show should be
run by an independent company so
that every exhibitor and attendee is
treated the same.
MONJO: With everyone so interested in connecting on the internet, why
do trade shows still have a place in
the apparel and lingerie businesses?
YUNIS: People are social animals.
We like to talk and meet face to face.
Plus seeing and touching a garment cannot be done (yet) over the
internet.

YUNIS: Of course, first you have to
find a need for the attendees and the
exhibitors. You then have to find a
location that is suitable and finally,
you have to sell like crazy... Maybe
making deals with major buyers and
sellers to get things rolling so that
others will want to join.

MONJO: Will there always be trades
shows in the lingerie business?

MONJO: Because you were one of
the owners of the original International Lingerie Show, some people
have wondered about your relationship with the New ILS.

YUNIS: Just that I am sorry I am as
old as I am because I’d love to still
be producing them. I am excited
that enough buyers and exhibitors
thought enough good things about
ILS to already sign up for the NEW
ILS. They are going to have a much
better opening than I had and will
start out MUCH bigger than the
B
competition.

YUNIS: See my opening statement.
I am a consultant to John Pace who
is a friend of thirty plus years and
worked for me at ILS. I have NO
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YUNIS: I’d like to think so.
MONJO: Do you have any other
comments about trade shows in general or about the NILS?
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adore me: sales top $100m

Adore Me, the online lingerie brand, reported that sales will exceed $100 million in
2017.

Founder and CEO Morgan
Hermand-Waiche told BODY
Magazine, in an exclusive email
interview, that “Our revenue has
multiplied by more than five-folds
- from $15.5M in 2014 to a whopping $84M in 2016. And we are
currently on track to reach over
$100M in 2017.”
Additional details of the brand’s
growth are contained in the profile
which will be published in the
December issue of BODY.
Meanwhile, according to the
company, Goldman Sachs recognized Hermand-Waiche, “as one of
the 100 most intriguing entrepreneurs of 2017 at its Builders +
Innovators Summit in Santa
Barbara, California.” The event
was held October 18-20, 2017.
Hermand-Waiche declared, “I’m
honored and thrilled to be part of
this prestigious list,” adding “This
recognition serves as a testament of
success to both me and Adore Me
– and I look forward to taking the
company even further on my mission to disrupt the lingerie industry to the
core.”
Adore Me is based in New York City and
claims “140 employees across the U.S. and
Europe.” The company stated in a press
release that it “has established a strong customer base of over 11M women, predominately urban millennials, and 80% of its traffic
comes from mobile.” — NM

gildan sales +3.8%, income +13.7%

Gildan Activewear second quarter sales
rose 3.8% while net income jumped 13.7%.
The company earned $107.7 million on
sales of $715.4 million in the three months
ended July 2, 2017 compared to net income
of $94.7 million on sales of $688.9 million
during the same period in 2016.

“Sales reflected the impact of contributions
from acquisitions, which came in as expected,

with progress on integration activities well on
plan. Branded Apparel benefited from strong
growth in men’s underwear and Printwear
benefited from continued momentum in fashion basics and international markets.
Operating margins in the quarter increased by

200 basis points compared to the same quarter
last year, driving adjusted earnings per share
growth of approximately 20% in the quarter.”

operating margins was primarily attributable
to the favorable impact of manufacturing and
raw material costs compared to the prior year
quarter, and lower SG&A expenses as a percentage of Branded Apparel sales, partly offset by unfavorable product-mix.”
The company also explained that
“Printwear net sales for the second
quarter of 2017 were $480.1 million,
up 1.9% over the same period last
year. The incremental sales contribution of approximately $29 million
from acquisitions combined with
strong double-digit organic unit sales
increases in fashion basics, higher
net selling prices and increased shipments in international markets were
partly offset by lower unit sales volumes of fleece in the quarter and the
impact of unfavorable foreign
exchange.”
“Printwear segment operating
income for the three months ended
July 2, 2017 totaled $122.1 million,
up 10.0% compared to $111.0 million for the same period last year.
Operating margins for Printwear
were 25.4%, up 190 basis points over
the prior year quarter due primarily
to the favorable net impact of net
selling prices and manufacturing and
raw material costs, partly offset by
unfavorable foreign exchange
impacts and SG&A expenses from
acquisitions.”
Gildan produces “branded basic family
apparel, including T-shirts, fleece, sport shirts,
underwear, socks, hosiery, and shapewear,”
according to a description it provides. Labels
include company-owned brands such as
Gildan, Gold Toe and Peds. The company also
has the U.S. sock license for Under Armour.
Gildan “owns and operates vertically-integrated, large-scale manufacturing facilities which
are primarily located in Central America, the
Caribbean Basin, North America, and
Bangladesh”

The company stated “Net sales for the
Branded Apparel segment in the quarter were
$235.3 million, up 8.1% from $217.6 million
in the second quarter of 2016 driven primarily
by the approximate $17 million sales contribution of the Peds acquisition and strong
growth in men’s underwear, partly offset by
lower global lifestyle and Gold Toe branded
sock sales reflecting weakness in department
stores and national chains.”
tefron loses $694,000 in q2
“For the three months ended July 2, 2017, Tefron Ltd. sales and income slipped in the
Branded Apparel generated strong operating second quarter of 2017.
income of $26.0 million, up 52.0% compared
For the three months ended June 30, 2017
to $17.1 million in the same quarter last year.
the company lost $694,000 on sales of
Branded Apparel operating margins of 11.0%
$32.104 million compared to a profit of
increased 320 basis points over the same quar$1.275 million on sales of $38.883 million
ter last year. The significant improvement in
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calendar
event & show dates 2017-2018
2017
oct. 30-nov. 3

Intimate Apparel
Market Week

nov. 8-9

Old Dominion
Fashion Exhibitors
Virginia Beach Resort
& Conference Center
800-468-2722
odfe.org

nov. 7-9

Maredimoda Cannes
Cannes, France
+39 031 4128637

maredimoda.com/cannes

dec. 4-7

International
Halloween Show (IHS)
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

2018
jan. 6-8

Trendz
Palm Beach County
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

jan. 7-9

Accessorie Circuit
The Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Accessories the Show

30

The Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Intermezzo Collections
The Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Fame
Javits Center
New York, NY
ubmfashion.com

jan. 7-9

Moda
Javits Center
New York, NY
ubmfashion.com

jan. 9-16

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

jan. 11-12

Swim & Active
Collective West
Anaheim Conv. Center
Anaheim, CA
activewearcollective.com

jan. 12-15

Halloween
& Party Expo
New Orleans
(877) 347-3976

halloweenpartyexpo.com

jan 14-17

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

jan. 15-18

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

jan. 16-17

Premiere Vision
Pier 94, New York, N.Y.
646-351-1942
premierevision.com

jan. 20-22

Interfiliere Paris
Porte De Versailles,
Paris, France
+33(0)1 47 56 32 32
eurovet.com

Convention Center
New York, N.Y.
(678) 732-2401
TexworldUSA.com

jan. 24-25

Active Collective East
Metropolitan Pavilion
New York, NY
activewearcollective.com

jan. 24-27

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

jan. 25-27

Surf Expo Show

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

jan. 26-28

MMC Dessous Paradies
Schkeuditz, Germany
mmc-dessousparadies.de

jan. 28-29

LingeriePro
Antwerp, Belgium
info@lingeriepro.be
lingeriepro.be

jan. 28-30

Stylemax
Chicago, IL

jan. 20-22

Salon International de
la Lingerie
Porte De Versailles,
Paris, France
+33(0)1 47 56 32 32
eurovet.com

jan. 21-23

Project NYC
Pier 94
New York, NY
ubmfashion.com

jan. 21-23

MRket
Javits Center
New York, NY
ubmfashion.com

jan 22-24

Texworld USA
Jacob K. Javits
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The Merchandise mart
(312) 527-7750
Stylemaxonline.com

jan. 28-30

FMNC Show
San Meteo, CA
(415) 328-1221

fashionmarketnorcal.com

jan. tba

Trendz West
Bradenton Convention
Center
Palmetto, FL
(305) 718 4320
www.trendzshow.com

feb. 3-5

Dessous Wallau
Messecenter
Rhein-Main
Wallau, Germany
dessous.muveo.de

feb. 4-9

Intimate Apparel
Market Week

feb. 4-8

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

feb. tba

London Edge
Business Design Centre
Upper Street, London
+44 (0) 116 289 8249
londonedge.com

feb. 10-13

Off Price
Sands Expo
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 11-14

SOURCING
Las Vegas

Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
Capsule

Sands Expo Center

Las Vegas NV
(212) 206-8310
capsuleshow.com

feb. 12-14

Curve Las Vegas
Las Vegas
Convention Centers
Las Vegas, NV
(212) 993-8585
eurovet.com

feb. 12-14

MAGIC
Las Vegas
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14

Platform
Las Vegas
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14

Project
Mandalay Bay

Convention Centers

Las Vegas, NV
ubmfashion.com

feb. 12-14

Pool
Mandalay Bay

Convention Centers

Las Vegas, NV
ubmfashion.com

feb. 12-14

Stitch
Mandalay Bay

Convention Centers

Las Vegas, NV

ubmfashion.com

feb. 12-14

The Collective
Mandalay Bay
Convention Center
Las Vegas, NV
ubmfashion.com

feb. 12-14

The Tents
Mandalay Bay
Convention Center
Las Vegas, NV
ubmfashion.com

feb. 12-15

WWIN
The Rio Hotel
Las Vegas, NV
(702)-682-3475
wwinshow.com

feb. 17-19

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

feb. 18-20

INDX Show
Cranmore Park
Exhibition Centre
Solihull, UK
0121 713 4453
indxshow.co.uk

feb. 18-20

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

feb. 19-22

CPM Body & Beach
Expocentre Fairgrounds
Moscow, Russia
cpm-moscow.com

feb. 24-26

Capsule

eurovet.com

Pier 94

New York, NY
(212) 206-8310
capsuleshow.com

feb. 21-22

Old Dominion
Fashion Exhibitors
Virginia Beach Resort
& Conference Center
800-468-2722
odfe.org

feb. 25-27

Supreme Body&Beach
MTC World of Fashion
Munich, Germany

munichfashioncompany.com

feb. 26-28

Coterie
Javits Center
Piers 92/94
New York, NY
ubmfashion.com

feb. 26-28

Moda
Javits Center
New York, NY

feb. 26-28

Fame
Javits Center
New York, NY
ubmfashion.com

feb. 26-28

Curve New York
Jacob K. Javits
Convention Center
New York, N.Y.
(212) 993-8585
eurovet.com

march tba

Interfiliere
Hong Kong
Hong Kong Convention
& Exibition Centre
852 2815 0667

march 7-9

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

march 11-14

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

march 12-14

The New International
Lingerie Show

Westgate Las Vegas
Resort and Casino

Las Vegas NV
(704) 662-8793

march 18-20

National Bridal Market
Chicago, IL
(312) 527-4141
nationalbridalmarket.com

march 21-24

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

march tba

Trendz
Palm Beach County
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

april 2-4

Altitude Intimates
Las Vegas, Nev.
Planet Hollywood
Resort & Casino
(631) 446-4666
www.altitudeshow.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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belabumbum • NURSING BRA (800) 813-0655 EXT 305
• HEIDI@BELABUMBUM.COM

maternity

euroskins •

shapewear

(800) 222-0026 • VP@EUROSKINS.COM

fajas diseño de prada distributed by mapalé • (888) 402-0012 • ORDERS@MAPALEWEAR.COM

miraclesuit shapewear BY cupid •
(404) 625-5215 • ecrawford@cshape.com

rago

• (718) 728-8436 • info@ragoshapewear.com

shapeez •

(877) 360-8426

•
STACIB@SHAPEEZ.COM

retail profile: romantic depot new york
Q&A with Erin Allison, General Manager

Ted Vayos, BODY: Please
tell us about your chain of
adult stores.
Erin Allison, Romantic
Depot: We have four New
York metro storefronts, with
strategic location placement
that allows us to market to
various major metro areas.
Currently, we have physical
storefronts in Rockland
County,
Westchester
County, our mega store in
the Bronx (the largest adult
store in New York-),- and
our brand new location in
upper Manhattan, which
has made its name as the
first adult store in the area.
Our locations in Rockland,
Westchester and the Bronx
were opened 17, 13, and 2
years ago, respectively, and
our Manhattan location is
about to celebrate its fifth
month in business. All of
our locations include a large
intimates section located in
the front of each store, and
while the adult toys are our
bread and butter, lingerie
can be one the the best ways
to add spice to the bedroom.

Erin: We strive to create
an environment in which
in which our customers
can feel comfortable and
safe. To shop at one of our
stores is a positive, healthy
and inclusive experience.
We
take
painstaking
measures to ensure that we
sell toys, body products, and
intimate apparel that will
allow anyone to enhance
their sex life. We carry
over 100,000 adult toys,
body products, games,
party supplies, and our
intimates selection ranges
from babydolls, to bedroom
role-play costumes, to
men’s underwear, shoes,
bodystockings, latex, chest
binders, gaffs, etc. And we’re
always on the lookout for
what’s new on the market!
Ted: What do you look for
in a brand?
Erin: We always try to

stay on top of trends when
ordering, this means paying
close attention to social
media influencers. It’s
fascinating to see the way
mainstream fashion has
been borrowing elements
from gothic and bondage
styles recently. The shift
in trends has lead to an
increase in new customers
in their early twenties,
who frequent the stores
for accessories like collars,
hosiery, strappy bras, and
bodystockings-these
customers who may have
never had a reason to shop
with us before-- the styles
definitely shift between
locations, so each store
manager has a considerable
say in what they carry in
their stores.
Ted: List some of the
brands that are important
to your store.

Key Brands
Dreamgirl
Elegant Moments
Hustler
Rene Rofe

Erin: We try to carry a
wide range of products
from various manufacturers.
Bodystockings are easily
our biggest seller, so we
end up carrying a lot
of products from Leg
Avenue,
Dreamgirl,
Elegant Moments and
other packaged lingerie.
Rene Rofé makes beautiful
crotchless panties and garter
belts, so we always keep
their products in stock and
the customers love it. And
of course, we’d be remiss
not to mention Hustler.
Their new bodystockings

Ted: What makes your
stores special?

38
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innovative
products,
whether it’s toys, bondage
gear, body products, or
intimate apparel. So many
of our customers yearn
for something new, so it’s
essential for us to include
these items in our weekly
inventory.
Ted: Describe the popular
styles or trends in your
store.

and their entire selection
of school girl costumes, are
must-haves!
Ted: Where do you like to
shop for your merchandise?
Allison: For our larger
orders, especially around
the holidays we try to
order direct from the
manufacturer.
However,
for our regular weekly
inventory, we opt for
timeliness and replenish
stock with distributors
such as Williams Trading,
XGEN,
Electric,
and
Honey’s Place.
Ted: Have any
disappointed you?

brands

Allison: We won’t name
names, but some of the
larger companies have a
lower fill rate than we would
like to see. Safe to say a lot
of the big guys would also
do well to adjust their sizes
to better suit customers’
needs.
Ted: What could these

companies do to improve?
Allison: There’s a lot of
room for improvement in
product sizing. For example,
it would be great to see a
product labeled as one-sizefits-most plus size that truly
fits a plus size customer.
We see so many pieces
of lingerie labeled as plus
size that will fit an XL or
a 2X max, which excludes
valuable and deserving
customers who require
different accommodations.
While we carry up to 5X
and have many styles in
3X and 4X, we would
like to see even more of
a selection of packaged
lingerie that customers who
are larger than a size 12
or 14 would feel sexy and
confident in! We would
also love to see the lingerie
manufacturers show more
diversity by using women
of color and different ethnic
backgrounds as models on
their packages to better
represent our country as it
is today.
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Ted: Have you brought any
new products or brands into
your store recently?
Allison: Yes! And we’re so
excited about them. We’re
carrying more styles than
ever before, new role-play
bedroom costumes, steelboned corsets, fun and sexy
dancewear, and lots of new
fetish clothing, We recently
started carrying Latexwear
and it’s been selling
phenomenally well. There
are so many people who
come in looking to explore
a fetish but aren’t quite
ready to make the jump
on investment into custom
made apparel. So something
like Latexwear is a high
quality, yet affordable starter
option for those looking to
explore their wild side.
Ted: Do you carry other
products?
Allison: Yes, we do. Adult
toys are what we’re best
known for, so we are
constantly on the lookout
for the latest, most

Allison: Each of our stores
has a customer base that
has a style unique to its
location; but the customers
in all of our locations
tend to gravitate towards
bodystockings, babydolls,
mini dresses, and anything
fishnet. One of the biggest
trends right now is lingerie
(beyond just garter belts and
stockings) as an accessory to
daily wear. Detailed fishnet
bodystockings worn under
blazers for a night out,
waist cinchers over bodycon
dresses for clubbing, and
even the incorporation
of body harnesses are all
creative ways that allow a
person to look and feel sexy
and really set themselves
apart from the crowd in
every day life.
Ted: Describe your price
points and size ranges.
Allison: We try to keep most
of our lingerie under $20,
with the exceptions of some
of the more extravagant
styles. This has allowed us
to have a customer base that
comes in regularly to stock
up on new outfits and styles,
and the customers who
come in shopping for toys
and other novelties to pick
something up as a quick
add on without breaking
the bank.
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bondage gear, and as a result
people were encouraged to
get creative on their own
rather than just mimicking
what they had just read in
the books or seen on the
screen.
Ted: What have you done
to draw attention to your
new business?

Ted: What is your typical or
average customer size?
Allison:
Our
average
customer is usually larger
than a size 6, but we try to
cater to all sizes as best as
we can. This means carrying
intimate apparel in XS5X. Our customers tend
to gravitate towards items
that are one size fits most,
removing the guess work
out of their selection.
Ted: Have you noticed any
specific sizing changes from
2015 to 2017?
Allison: There are more plus
size options now than there
were just two years ago. Plus
size customers are more
comfortable coming in and
buying intimate apparel,
because now they can pick
something they like and
not just whatever might
be available in their size.
We want to help everyone
feel sexy regardless of
where they fall on the size
spectrum, so it’s important
to us to pay attention to

40

what our customers need
in order for us to help them
get there.

- and as mentioned above,
there’s a of diversity we
draw inspiration from.

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

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

Allison:
On
average,
customers spend between
$20-$60 on lingerie alone;
however, it’s not out of the
ordinary for someone to
spend $200-$400. We have
some customers who only
want top of the line items,
while others just love to
switch it up and purchase
10 different bodystockings
all at once.
Ted:
Describe
your
customer base.

Allison: Just like many
other adult stores, the Fifty
Shades franchise really gave
new life to our business.
The normalization and
exploration of different
facets of sexuality
has
brought in customers who
would have never before
dreamed of coming into one
of our stores. With these
new customers, it’s doubly
important to have a “mild to
wild” selection. When Fifty
Shades Darker was released
this past Valentine’s Day,
we had first time customers
coming in every single
night having just seen the
movie and looking for
specific items used in the
film. Masquerade masks
are one of the most popular
and well known accessories
from the series, so we cross
merchandised them with
other intimate apparel and

Allison: Everyone! We have
customers ranging from
18 to 80 of all genders,
identities and orientations.
A crucial aspect of our
business model is to
ensure our stores do not
cater to just one type of
person. We’re constantly
expanding and changing
our selection based on what
our customers’ needs are-
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Allison: Social media has
changed the landscape of
business and marketing so
drastically, so we devote
a lot of energy toward
optimizing our presence
across different platforms.
A big one is shoutouts
on Instagram from local
influencers. Because each
major metro area has its
own social media ecosystem,
we’ve found the shoutouts
drive a lot of new customers
into our stores. We have
a great commercial with
Cardi B that we produced
prior to her music career
taking off-- we recognized
how incredible her presence
was on social media and
the strong engagement
with her followers. Now
as her popularity increases
exponentially,
that
commercial continues to
drive new revenue to our
stores. We have designated
areas of the stores where
we allow customers to
take selfies, and encourage
people posting about their
experiences in our stores.
Beyond the publicity aspect,
we love how customers
sharing us with their friends
online helps to demolish
old stigmas and usher in a
new wave of sex-positivity.
We run on customer
service. You can’t cut it in
this industry if you don’t
care about the happiness of
your customers.
B
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exquisite form • (514) 858-9254 X 224 • SBRONK@BLINTIMATES.COM

sleepwear

maidenform sleepwear BY coconut grove • (905) 752-0566 • INFO@CGINTIMATES.COM

wilderness dreams

· (320) 762-2816 · maryg@wildernessdreams.com

p.jamas ·

(914) 637-3855 • fviews1@aol.com

dreamgirl

· (800) 622-5686 · CustomerService@DGBrands.com

lingerie

mod

FROM

parfait

· (562) 213-0604 · sales@affinitas.com

jezebel

• (412) 841-7216 RobG@felinausa.com

mapalé

• (888) 402-0012 • ORDERS@MAPALEWEAR.COM

valens lingerie • nikol djumon

• (888) 982-8949 • valens_cg@verizon.net

coobie • (704) 439-1299 • INFO@TOTALSTOCKROOM.COM

patrice catanzaro

·
commercial@patricecatanzaro.info

fit fully yours

· (888) 544-6190 X 226 · paul@ffygarment.com

luminoglow
• +61 427 537 879 • jan@luminoglow.com

escanté

· (800) 888-1321 • escante@escante.net style 34772H F

nubra

• (909) 598-8808 • daren@bragel.com

rounderbum ·
(727) 344 0208

· dora@rounderwear.com

prima donna

• (800) 838-4901 • inge.vanhecke@sales.vandevelde.eu

trousseau

FROM

starline
• (949) 209-8804 EXT. 408 • JOHN@STARLINE.LA

coobie • (704) 439-1299 • INFO@TOTALSTOCKROOM.COM

retail profile: off chute too
Q&A with Patrick Kelley, co-owner
have. They will ask
the questions that a
straight store can’t or
won’t. This even goes
with our straight
customers.

Ted:
What
do
you
look
for
in men’s underwear,
s w i m w e a r ,
activewear
and
accessories?
Ted Vayos, BODY: When
did you open this men’s
boutique?
Patrick Kelley, Off Chute
Too: We opened the store
August 2007.
Ted: What can you tell us
about your company and
why you chose to target
the men’s business?
Patrick: What we saw in
Phoenix was not much
for the LGBT market,
and the straights stores
did very little to work
with that market. So
that’s why I open up this
store. We went from 2300
sq foot to this lager store
or 4500 sq foot store.
The mainstream store
i.e. Macy, Dillard’s in the
malls just didn’t offer a
wide range or a variety or
products to try on.
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Ted: Does your company
have a internet retail
platform?
Patrick: The website is
www.offchutetoo.com,
our website brings more
folks to the store then
buy, we use it a traffic tool
to have the customers
come in. They look at the
website and then come in
to try it on or feel
it.

Patrick: Price point,
color, wear ability do it
have a purpose.
Ted: List some of the
brands that are important
to your store.
Patrick: A new line that
we brought is Bully Wear
LLC, it’s fresh and looks
great. Junk Underjeans,
Andrew Christian, Jack

Key Brands
Andrew Christain
Bully Wear
Cell Block 13
Jack Adams USA
Junk Underjeans
Kookie
LASC
Timoteo

Adams USA, Kookie
Intl (Fetish items) LASC
sportswear/activewear,
Timoteo and Cell Block
13.
Ted: Why do these brands
do well in your store?
Patrick: These are name’s
that our customer base
is comfortable with, and
they already own the
names, so it’s not a risk to
buy them.

Ted: What makes
your store special?
Patrick:
Our
goal, is to make
everyone
feel
comfortable,
the fact that we
deal with the
gay market and
can answer any
questions
they
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Ted: Where do you
like to shop for your
merchandise?
Patrick: Magic Trade and
ANME in Burbank CA.
Ted: Have any brands
disappointed you? What
could these companies do
to improve?
Patrick: Sometimes the
vendors are so separated
from the customer and
they don’t use their items
in the real world. They
need to ask us what
feedback are you hearing
from the customer about
our line? This goes with
clothing and adult items.
Ted: Have you brought
any new products or
brands into your store
recently?
Patrick: Always looking
for new items, that I think
my customer would like

to try.
Ted: Do you carry
other products?
Patrick: We sell
adult items. We
have a same adult
room in the store.
Ted: Describe the
popular styles or
trends in your store.
Patrick:  W ill
being in the desert
we look for items that are
cool and comfortable,
we sell more swimwear
and underwear.
Ted: Describe your price
points and size ranges.
Patrick: Our price point
is a low as $9.99 to
about $359.00, we sell
underwear and swimwear,
sportswear, and leather
items (fetish wear).
Ted: What is your typical

or average customer size?
Patrick: From small to
XL, what we notices is
that the size that moves
the most is mediums.
Ted: What does your
average customer spend
per visit to your store?
Patrick: The average sale
is about $50.00 to about
$125.00
Ted:
Describe
customer base.

your

Patrick:
Our
customer base is
mostly the gay
committee,
sell
lots of underwear,
swimwear
and
sportswear.
Sometimes
we
will get in straight
customers for the
men’s underwear,
that they can’t get
elsewhere.
The
wife or girlfriend
wants to see them
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in other then your basic
white brief.
Ted: What has impacted
your business the most
over the past year?
Patrick: The internet, is
a friend and a big pain.
As a retailer, it’s hard to
compete with the web.
But mostly compete with
the same vendors that we
buy from. At time, we are
undersold by the vendors
and they don’t really give
much support to the
retailer stores. Very little
marketing from them,
we have to make it up
ourselves.
Ted: What have you done
to draw attention to your
new business?
Patrick: Word of mouth,
to listen to our customer’s
give them what they want
or think they want. But
also tell them this isn’t
what you are asking for.
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