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intimacy now rigby & peller
Intimacy stores have been “re-branded as 
Rigby & Peller as from 15 September,” 
according to the U.S. retail chain’s parent 
Van de Velde. In addition, one of the former 
Intimacy locations in Scottsdale has recent-
ly been closed, reducing the chain to 14 
(from 15 in early July).

Van de Velde, which owns both lingerie 
stores and major brands, also promised, in 
an investor release, that “a new leader will 
be appointed for the USA” and “an “extreme 
customer centricity” programme will be 
implemented to improve service to consum-
ers.”

Sales had been declining for years at 
Intimacy and finally reached a point at the 
end of 2014 where the division was actually 
losing money at the otherwise successful 
Van de Velde. “At Intimacy we cannot allow 
the cash drain experienced in 2014 to con-
tinue,” said Lucas Laureys, chairman of the 

board, in a statement that opened the latest 
annual report.

Elsewhere in that report the company 
admitted, “In the United States we have 
been unable to get Intimacy’s engine run-
ning. This is despite the same principles 
being applied as in other countries.”

After instituting various strategies, the 
company is hoping England-born Rigby & 
Peller is the answer. That retailer was 
launched in London in 1939 and had seven 
stores in the UK when Van de Velde 
acquired an 87% stake in 2011. The Belgian 
company quickly and profitably expanded 
the chain. On its website the company 
states there are 41 boutiques including nine 
in London as well as locations in Germany, 
Spain, Denmark, Hong Kong and China. 
Now add at least 13 more in the U.S.

Of the 14 lingerie stores in the U.S., 13 are 
being or have been converted to Rigby & 
Peller, while one in Paramus is expected, at 
least according to a person at that store, to 
keep the Intimacy name for a period of time. 
Questions directed at the company by 

phone and email, about the status of the 
Paramus store, as well as other matters, had 
not been answered as we went to press).

In a financial release about the first half of 
2015, Van de Velde reported a “fall in retail 
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turnover at Intimacy by 4.7% (10.3% on a 
like-for-like basis) in local currency. Due to 
the strengthening of the American dollar 
against the euro, retail turnover in euro was 
up 17.1%.”

Meanwhile, sales were up for Van de 
Velde as a whole. The company owns the 
brands PrimaDonna, Marie Jo and Andres 
Sarda as well as other lingerie chains.

“Consolidated turnover at Van de Velde in 
the first half of 2015 rose by 6.0% (from 
€107.0m to €113.4m) [or about $118 million 
to $125.1 million based on today’s conversion 
rates]. On a like-for-like basis (including 
comparable deliveries) consolidated turn-
over is up 8.2%. This turnover growth con-
sists of the following components: 8.2% 
growth in wholesale turnover. The growth 
continues on all dimensions: lingerie, beach-
wear and stayers. Also pre-orders for the 
second half of the year are higher than the 

same period in the previous year.”
The Belgian-based public company stated 

in its annual report for 2014, “Intimacy is a 
big, unexpected disappointment, which 
keeps both our feet on the ground.” Van de 
Velde has been frustrated with performance 
at the U.S. retailer almost since in began its 
acquisition, in stages, in 2007. In the 2014 
annual report it stated, “The turning point 
in like-for-like growth came in 2008 (which 
was a tough year in the United States), but 
Intimacy’s decline has gone on too long.”

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

On the re-branded U.S. Rigby & Peller 

website the company hinted there might be 
some changes in the product mix. “We still 
have the same great brands and collections 
like PrimaDonna, Marie Jo, and Empreinte, 
but now with even more product choices 
and even more styling expertise,” it currently 
states.
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it currently operates three stores. (Today, 
two stores are open in Chicago, as well as 
two in California, in San Diego and Costa 
Mesa. There are also one each in Atlanta, 
Boston, Houston, Miami, Paramus, 
Philadelphia and Washington, D.C.

sycamore again eyes soma
Chico’s FAS Inc., the apparel chain that is 
parent to the Soma intimates stores, is again 
considering a sale to Sycamore Partners. 
The company has also been approached by 
other potential private equity buyers accord-
ing to a report by Bloomberg.

Last February Sycamore dropped a pro-
posed purchase, which had been valued at 
over $3 billion, reportedly because of prob-
lems arranging the financing. Should 
Sycamore succeed this time, one result is 
that it would emerge as an intimate apparel 
powerhouse. The firm already has invest-

ments in several retailers with significant 
intimate apparel offerings and Soma itself 
now operates 284 lingerie stores (and has 
previously projected “600 plus” lingerie 
stores in its future according to Chico’s 

executives). Also intrigu-
ing is the insight Sycamore 
must have gained about 
the operations of Victoria’s 
Secret when it bought a 
major apparel sourcing 
division from L Brands, 
Victoria’s Secret’s parent.

The sale of Chico’s may 
not take place, may be 
weeks away and might be 
to an entity other than 
Sycamore.

Sycamore was founded in 
2011 and the same year 
acquired a 51 percent con-
trolling interest in Mast 
Global Fashions, (now 
called MGF) the third-
party apparel sourcing divi-
sion of L Brands. It is com-
pleting the purchase of the remainder of 
MGF this year. At the time of the initial 
investment it called MGF “one of the largest 
apparel sourcing, manufacturing, and supply 

chain companies in the world.” L has 
retained its “separate sourcing operation for 
their intimate apparel and personal care/
beauty businesses.”

Sycamore also owns Hot Topic (which 

includes both Torrid and 
Blackheart lingerie), a promi-
nent retailer of apparel and 
intimates with a total of 800 
stores in the U.S. and 
Canada, and it has a non-
controlling investment in 
Aeropostale, which sells 
apparel and underwear to 
young women in over 1,000 
stores in the U.S., Puerto 
Rico, and Canada.

For any buyer of Chico’s, its 
lingerie stores would seem to 
be the most appealing part of 
the company. Soma was the 
only division where compara-
ble sales actually grew in the 
26 weeks ended August 1. 
They were up 5.7%, the 25th 
consecutive quarter of such 

growth. Soma is also an expanding portion 
of overall Chico’s, representing 12.1% of the 
company’s sales (or $166.4 million) during 
the most recent half, compared to 11% for the 

26 weeks ended August 2, 
2014.

At the end of August, 
Chico’s announced it was 
closing one division, its 20 
Boston Proper stores, to 
focus on its other two 
chains, White House | 
Black Market and Chico’s.

For the second quarter, 
Chico’s announced net 
income of $2.1 million on 
sales of $680.4 million 
compared to income of 
$30.1 million on sales of 
$671.1 million for the same 
period last year. The 
decline in profit was attrib-
uted to “the plan to exit 
Boston Proper and 
restructuring and strate-
gic charges.”

At the end of August, during a conference 
call with analysts to discuss the second quar-
ter, company officials talked about Soma 
and its growing importance to Chico’s. 
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President and CEO David Dyer noted that 
it takes longer for Soma stores to reach their 
maximum potential. “Stores that are five-
plus years old are as productive as our 
Chico’s or White House | Black Market 
stores. At this point, only 30% of the Soma 
fleet is six years or more old. 70% of our fleet 
is still on the maturity curve.” Thus, he 
emphasized, “Soma still has plenty of room 
to grow.”

“Our extensive customer information is 
also pointing to future growth. We have 
found that we have customers who are 
either very loyal to bras, or very loyal to 
sleepwear. What a great opportunity it is to 

give them offers to come in and try the prod-
ucts that they’re not currently buying. As 
this initiative gains traction, we may start to 
see newer stores reaching a higher level of 
productivity faster than in the past, and the 
older stores enjoying additional productivi-
ty gains. Moreover, the new Soma Rewards 
program celebrated its first anniversary in 
the second quarter. Our Soma Rewards 
anniversary email drove Soma’s highest ever 
online traffic day, even higher than Cyber 
Monday.”

Dyer concluded, “Summing up, Soma’s 
growth translates into more than just high-
er sales for Chico’s FAS. Soma’s merchan-
dise also has higher margins than our other 
brands. As Soma continues to grow and 
mature, we’ll be able to further leverage 

expenses, driving higher profit margin for 
the brand and for the company overall.”

EVP Todd Vogensen repeated that with 
Soma, “our merchandise margins are a bit 
better than apparel brands, which you 
would expect. That’s kind of the industry 
norm, so we have that good base to grow 
from, and now we’re in a position where 
each year we’ve seen progressively better 
operating margins, both dollars and per-
cents. And just need to continue along our 
path of growing that top line so that we can 
leverage the investments that we have in not 
only occupancy, but I think we’ve talked 
about in the past, the process to design, 
develop, and bring to market bras is fairly 
complex and takes a reasonable amount of 
infrastructure. So now we’re at the point of 
just getting the top line growth so that we 
can start to leverage that infrastructure.”

The full conference call can be found here: 
http://seekingalpha.com/article/3468826-
chicos-fas-chs-q2-2015-results-earnings-call-
transcript?page=1&p=qanda&l=last

vfb still in talks 
The new manager at Vanity Fair Brands 
Europe (VFB), a division of Fruit of the 
Loom and Berkshire Hathaway, reported 
in mid-September that negotiations are 
continuing but have not yet concluded in 
the possible sale to Perceva, a French 
investment group.

Fernando Camps replied “Yes. Is correct,” 
when asked that question by BODY. 
Multiple phone calls to a Vanity Fair 
spokesperson at Fruit in the U.S., asking 
for a status report, had not been returned as 
we went to press.

Fruit reportedly decided last year to sell 
VFB, which includes the lingerie brands 
Lou, Variance, Vanity Fair and BestForm, 
and Cherry Beach, a swimwear label. In 
June it was widely reported that Perceva, 
had entered into exclusive negotiations 
with Fruit.

Nicolas Torloting, former managing 
director of Vanity Fair Brands Europe, left 
the company around the end of July. He 
had been with the firm when negotiations 
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with Fruit of the Loom began. CMK, the 
marketing and distribution firm that had 
been handling the Lou brand in the U.S., 
ended its relationship with VFB at the start 
of August.

Perceva has no other apparel holdings in 
its portfolio which currently include a spe-
cialty truck trailer maker, a gourmet food 
company, a motorcycle equipment maker, a 
seafood distributor, a wood fired furnace 
manufacturer, an HR consultant and a 
flower and plant distributor.

lagrange exits hanky panky
“Kay LeGrange, senior vice president of 
sales, has resigned from Hanky Panky to 
pursue other avenues,” according to an 
email sent to retailers by Lida Orzeck, 
CEO and co-owner of the lingerie firm.

It is not yet known where LeGrange is 
headed. She had worked at Hanky Panky 
for the past two years, but before that for 

long stints at the Calvin Klein Underwear 
division of Warnaco and Donna Karan divi-
sions at Wacoal 
America.

vs, pink august 
Comparable store sales 
at Victoria’s Secret 
stores (including Pink) 
in the U.S. and Canada 
rose 6% in August while 
sales at Victoria’s Secret 
Direct rose 2%. Year-to-
date, the stores are up 
4%, but Direct is down 
4%.

For the entire second 
quarter, comparable 
store sales for the same 
Victoria’s Secret shops 
were up 3% and 
Victoria’s Secret Direct 
sales were down 4%.

In dollar terms, all Victoria’s Secret stores 
(including Pink but not La Senza stores) in 

the U.S. and Canada registered sales of 
$1.438 billion in the second quarter and 

$2.783 billion in the first 
half. Victoria’s Secret 
Direct sales were $368.9 
million in the second quar-
ter and $707.2 million for 
the first half.

Meanwhile, parent com-
pany L Brands, Inc. regis-
tered a profit of $202.5 mil-
lion on sales of $2.765 bil-
lion for the 13 weeks ended 
August 1, 2015, compared 
with a profit of $188.4 mil-
lion on sales of $2.675 bil-
lion for the 13 weeks ended 
August 2, 2014.

For the 26 weeks ended 
August 1, 2015, L Brands 
reported net income of 
$452.9 million on sales of 
$5.277 billion compared 

with $345.3 million on sales of $5.067 billion 
during the same period in 2014.
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Speaking about the August comparable 
store sales, Amie Preston, chief investor rela-
tions officer said the increase was “driven by 
continued strength in bras and strong back 
to school performance in Pink.” She added 
that “Our merchandise margin rate was 
down slightly to last year and in line with 
expectations. The slight decrease to last year 
was primarily driven by unfavorable foreign 
exchange rates.”

“At Victoria’s Secret Direct, August sales 
increased by 2%, as mid-teens growth in core 
categories more than offset the exit of appar-
el,” continued Preston. “The August mer-
chandise margin rate was up significantly to 
last year, driven by the mix into core mer-
chandise categories.”

At the stores, she concluded, “The begin-
ning of September will focus on our T-shirt 
bra and Pink campus pant. September mid-
month, we will focus on our So Obsessed 
Push-up Bra and Pink gym pant.”

sales double at naked
Naked Brand Group sales more than dou-
bled to $361,043 in its second quarter ended 
July 31, up from $164,986 in the same period 
last year. Meanwhile the company reported 
a net loss for the period of $3.140 million, 
down from a loss of $29.033 million for the 
same period last year.

As it released its results, Naked recited a 
recent series of developments including “the 
launch of our first collections of intimate 
apparel, sleepwear and loungewear for 
women; a license agreement with NBA 
Champion Dwyane Wade; the closing of an 
“offer to amend and exercise outstanding 
warrants with aggregate gross proceeds of 
approximately $2.34 million;” a 1-for-40 
reverse stock split; and the appointment of 
Jesse Cole as a director. (All news except for 
the last item has previously been reported in 
BODY).

Despite the recent infusion of cash, the 
company cautioned that “expects to incur 
significant further losses in the development 
of its business,” and said that again, in the 

future it “will be required to obtain the neces-
sary financing to pursue its plan of operation. 
Management plans to obtain the necessary 
financing through the issuance of equity 
and/or debt.”

Looking ahead, the firm reported, “We 
plan to introduce new men’s sleep and 
loungewear products through retail partners 
and direct online starting in September 2015. 
Our women’s collections currently encom-
pass primarily lounge and sleepwear prod-
ucts, and will grow to include a broad range 
of intimate apparel products including bras 
and panties in early 2016. We currently antic-
ipate quarter over quarter sales growth for 
these products as we increase our distribu-
tion channels and partners and expand our 
direct sales online through new marketing 
and brand awareness initiatives. We expect 

our women’s innerwear, loungewear and 
sleepwear products will be an increasingly 
important component of our continued sales 
growth. In the future, we plan to extend the 
Naked brand to other apparel product cate-
gories including swimwear and activewear.”

Discussing its profitability in the most 
recent quarter, Naked reported “we realized 
a gross margin of 38%, compared to (180)% in 
the quarter ended July 31, 2014. Our positive 
margins in the current quarter are a result of 
production efficiencies and increased direct 
to consumer sales outlined above, which 
generate higher margins. The negative gross 
margin in the comparative period was due to 
a large write down of old inventory as a 
result of a new core management team and 
manufacturing partnership introduced dur-
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ing that period, which triggered a transition 
to production changes.”

The company also reported that in June it 
entered into a factoring agreement with 
Capital Business Credit LLC, a New York 
City-based firm.

squeem at lane bryant
Shapewear specialist Squeem has just 
launched two products under its own label 
at the online Lane Bryant and Cacique 
shops. The Perfect Waist and Miracle Vest 
styles are also included in the retailer’s just-
launched “Plus is Equal” advertising cam-

paign.
“Our products are part 

of their Online 
Exclusives offer,” 
explained Squeem presi-
dent Thiago Pasos. “We 
are one of the Hot Picks 
of the new campaign.”

“The product is fea-
tured in the launch video 
of the #PlusisEqual 
campaign, worn by 
model Ashley Graham,” 
he added.

“This is a key partner-
ship, from a marketing 
and strategic stand-
point, in the re-branding 

process of Squeem. We 
are proud to be supporting 
such an amazing, inspiring 
and high fashion campaign 
(#PlusisEqual) and to be 
partnering with such a 
leading retailer.”

The Miracle Vest shaper 
is designed with straps 
and allows the customer to 
wear her own bra. 
Cacique’s description 
explains, “Squeem’s intelli-
gent fabric technology 
offers a unique mix of tri-
ple-filtered cotton and nat-
ural rubber fused into a 
single-layer compression 

fabric designed to offer superior shaping 
results. As an added benefit, it provides 
excellent back support while improving 
posture.” Details include “flexible boning, 
adjustable bra straps and underarm 
Spandex” and front hook and eye closure. 
The vest retails on the site for $79.90 and is 
offered in cafe, mocha and black in sizes L, 
XL, 2XL, 3XL and 4XL.

The Perfect Waist Shaper “slims the 
waistlines and moderately lifts breasts, 
delivering picture-perfect curves.” It incor-
porates flexible interior boning that 
“improves posture and provides excellent 
back support,” along with front hook and 
eye closure. It retails for $59.90, comes in 
cafe, mocha and black in sizes L, XL, 2XL, 
3XL and 4XL.

According to Lane Bryant, “The bold 
#PlusIsEqual campaign will build off of 
the momentum gained with the 
#ImNoAngel Spring campaign that gar-
nered over 16 billion media impressions 
worldwide.” The latest campaign launched 
in mid-September.

lingerie at offprice
The Offprice Show “August attendance 
was consistent with August 2014, so nearly 
11,000 total” at the Sands Expo at Venetian/
Palazzo in Las Vegas, August 15 through 18, 
according to Todd Fabos of show manage-
ment. Of that total, 1,056 were international 
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retailers.
Management also reported “The footprint 

of the show floor increased from 131,000 net-
square-feet in August of 2014 to 135,300 net-
square-feet in August 2015.”

“Nearly all of the fashions and apparel 
found in the booths throughout Offprice are 
priced 20-70% below wholesale, making it 
the best place in the country to find the best 
value on clothing,” according to a show 
press release.

Among the intimates wholesalers listed as 
exhibitors were: Carrie Amber Intimates, 
which also goes under the name Seven ‘til 
Midnight; Charley Morgan; Dreamwear; 
Gina Group; Iberia Fashion; Icy Hot 
Lingerie/ Sensual; International Intimates; 
Intimateco; Jaylyn Sales; Lacy & Co.; Low 
& Sweet / Seven Lions; National Mills; 
Pajama Drama; Panties Plus, also known as 
PPI; Piege, of which Felina Lingerie is a 
brand; Saramax Apparel Group; Saroj 
International / Femina Lingerie; Seven 
Apparel Group; Sunshine Import 
International; and Under Where? Intimates.

In the hosiery category, the following 
brands were listed as exhibitors: K. Bell 
Socks; ABC Hosiery; Amiee Lynn; Planet 
S o x ;  R e n f r o 
Corporation; and U.S. 
Hosiery.

Offprice returns to the 
Sands Expo in Las 
Vegas, February 14-17, 
2016.

vs fashion show
The Victoria’s Secret 
Fashion Show will 
broadcast Tuesday, 
December 8th (10:00-
11:00 PM, ET/PT) on 
CBS. The show debuted 
in 1995 and has taken 
place in Cannes, Los 
Angeles, Miami and, 
most recently, London. 
This year it is being pro-

duced in New York City.
Victoria’s Secret Angels in the show will 

include Adriana Lima, Alessandra 
Ambrosio, Behati Prinsloo, Candice 
Swanepoel and Lily Aldridge, Elsa Hosk, 
Jac Jagaciak, Jasmine Tookes, Kate 
Grigorieva, Lais Ribeiro, Martha Hunt, 
Romee Strijd, Sara Sampaio, Stella 
Maxwell, Taylor Hill and Victoria’s Secret 
Pink model Rachel Hilbert.

Performers for the show have not yet been 
announced. The event is being produced by 
done and dusted, inc. Edward G. Razek, 
Monica Mitro, Ian Stewart and Hamish 
Hamilton are the executive producers. 
Hamish Hamilton is the director.

pvh: currency woes
PVH Corp. net income in the quarter 

ended August 2, 2015 
dropped to $102.2 million 
on total revenue of $1.864 
billion compared to $126.5 
million on revenue of $1.976 
billion in the quarter ended 
August 3, 2014.

In a press release, which 
referred to “non-GAAP” 
(non-Generally Accepted 
Accounting Principles) 110 
times, the company sought 
to put the best face on the 

f i n a n c i a l 
results. It 
a t t r i b u t e d 
the declines 
primarily to 
the “negative 
impact primarily related to 
foreign currency exchange 
rates compared to the prior 
year.”

Emanuel Chirico, chairman 
and CEO claimed, “We are 
very pleased with our second 
quarter results, which exceed-
ed our top and bottom line 
guidance. Our second quar-
ter performance highlighted 
continued strength in our 
Calvin Klein business, as con-
sumers responded well to our 

recent product initiatives, particularly in 
underwear. Overall, our first half earnings 
per share, which increased 16% on a non-
GAAP and constant currency basis, demon-
strated our ability to deliver against our 2015 
plan, while managing through the anticipat-
ed difficult global retail environment.”

Looking at the second half of the year, he 
added, “We continue to believe, however, 
that the strength of the U.S. dollar and the 
changing consumer spending patterns for 
international tourists in the U.S., along with 
the volatility in the global environment, will 
remain a headwind.”

According to PVH, “Revenue in the 
Calvin Klein business for the quarter 
increased 3% on a constant currency basis 
(decreased 4% on a GAAP basis) from $675 
million in the prior year’s second quarter.”

“Calvin Klein North America 
revenue was flat on a constant 
currency basis (decreased 2% 
on a GAAP basis) compared 
to the prior year’s second quar-
ter. North America retail com-
parable store sales increased 
4% as compared to the prior 
year’s second quarter, despite 
continued decreased traffic 
and spending trends in the 
company’s U.S. stores located 
in international tourist loca-
tions as a result of the strength-
ening U.S. dollar. The North 
America wholesale business 
experienced a moderate reve-
nue decline due principally to 
a shift of shipments into the 

first quarter from the second quarter in the 
current year, as well as from the prior year’s 
second quarter having the benefit of sales 
from the packaging re-launch of men’s basic 
styles of Calvin Klein Underwear. Calvin 
Klein International revenue increased 7% on 
a constant currency basis (decreased 6% on a 
GAAP basis) compared to the prior year’s 
second quarter, with a 3% increase in retail 
comparable store sales. The international 
revenue increase on a constant currency 
basis was driven by continued strength in 
Europe, as customers are responding well to 
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the investments we have made around the 
brand and in upgraded product, combined 
with growth in China. Overall, the Calvin 
Klein Underwear business performed 
exceptionally well globally.”

“Earnings before interest and taxes on a 
non-GAAP basis in the Calvin Klein busi-
ness decreased to $81 million, inclusive of a 
$9 million negative impact due to foreign 
currency exchange rates, from $86 million 

in the prior year’s second quarter. The earn-
ings increase on a constant currency basis 
was due principally to the constant currency 
revenue increase mentioned above, com-
bined with gross margin improvements 
globally, particularly in Europe. Negatively 
impacting the current quarter’s earnings 
was an increase of $5 million spent on adver-
tising compared to the prior year’s second 
quarter.”

“Earnings before interest and taxes on a 
GAAP basis in the Calvin Klein business 
was $81 million compared to $70 million in 
the prior year’s second quarter. The increase 
was principally driven by a reduction in 
Warnaco integration and restructuring 
costs compared to the prior year’s second 
quarter.”

Turning to its other major brand, the 
company reported “Revenue in the Tommy 
Hilfiger business for the quarter increased 
5% on a constant currency basis (decreased 
7% on a GAAP basis) from $870 million in 
the prior year’s second quarter. Tommy 
Hilfiger North America revenue increased 
3% on a constant currency basis (increased 
1% on a GAAP basis) compared to the sec-
ond quarter of 2014 due to square footage 
expansion in company-operated retail stores 
and modest growth in the wholesale busi-
ness on a constant currency basis. North 
America retail comparable store sales were 
relatively flat to the prior year’s second quar-
ter. As with Calvin Klein, there was a con-
tinued decline in traffic and spending trends 
in the Company’s U.S. stores located in 
international tourist locations. Tommy 
Hilfiger International revenue increased 6% 
on a constant currency basis (decreased 13% 
on a GAAP basis) from the prior year peri-
od. The increase on a constant currency 
basis was driven by solid performance in the 
European business, including a 9% increase 
in retail comparable store sales.”

“Earnings before interest and taxes in the 
Tommy Hilfiger business was $98 million 
on a GAAP basis, inclusive of an $18 million 
negative impact due to foreign currency 
exchange rates, compared to $116 million on 
a GAAP basis and $118 million on a non-
GAAP basis in the prior year’s second quar-
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ter. Earnings on a constant currency basis 
declined slightly, as earnings growth in 
Europe was more than offset by an earnings 
decline in North America due to weak 
international tourist traffic and 
spending, which drove more 
promotional selling, resulting 
in lower gross margins.”

Discussing the quarterly 
results in the conference call 
with analysts, Chirico boasted, 
“Globally, the underwear busi-
ness continues to gain share in 
each market. Interestingly, our 
women’s underwear sales 
trends for the first half are out-
pacing our men’s sales trends 
worldwide. Men’s, with our 
key spring launches of Intense 
Power and Air FX have been 
very well received with great 
sell-throughs. And for fall, we 
just launched our magnetic 
waist-band product with posi-
tively early indicators from 
sales. In North America, we 
have seen our 2015 men’s mar-
ket share grow by over 200 
basis points with growth 
across all of our major retail 
partners.”

“Moving to women’s, our 
modern cotton logo product continues to 
be the big story for women’s, especially 
those under the age of 30. Along with our 
tailored bra offering by region, in which we 
have significantly grown over the last 12 

months with our push-up styles leading the 
business in Asia, our Perfectly Fit style lead-
ing the business in Europe, and our new 
invisibles bra in North America driving 
sales gains. In North America, we have seen 
our 2015 women’s market share grow by 
over 100 basis points with growth across all 
of our major retail partners.”

While Chirico focused on Calvin Klein 

and Hilfiger during the call, he did note, 
“We’ve also seen strong performance in our 
Warner’s core intimate business particularly 
in the mid-tier channel distribution where 
we have seen our year-to-date market share 
grow by over 100 basis points.”

C h i r i c o 
e x p l a i n e d , 
“We also had 
some pretty 
s i g n i f i c a n t 
square foot-
age growth in 
Calvin, and 
Tommy to a 
degree, due 

to the transfer in North America of our 
IZOD stores to the Calvin Klein 
Underwear and Accessory stores. So square 
footage growth there that’ll really come in in 
the holiday selling season which is very 
strong.”

Discussing how the company promotes 
its brands, Chirico revealed, “today, I would 
say, between Calvin and Tommy, 60% of 

our marketing budget are direct-
ed at digital marketing.”

Asked about the company’s 
Amazon business, Chirico 
replied, it “has grown geometri-
cally. Our Calvin Klein 
Underwear business in particular 
is by far the largest selling under-
wear on the Amazon site.” But he 
cautioned that PVH manages the 
business “closely,” “making sure 
it’s brand enhancing.” He added 
that while he expects Amazon to 
be “a significant growth area for 
us for both Calvin and Tommy 
over the next three years,” in 
Europe and North America, the 
company is “trying to manage that 
distribution, so it doesn’t become 
in any way brand negative.”

Speaking about the company’s 
women’s underwear business, 
Chirico noted “we always had a 
very strong bottoms, panty busi-
ness. The focus has really been to 
grow the bra business, which 
from a price point is four times 

the unit cost of panties. So the growth has 
really been – to really try and grow that 
square footage.”

Discussing the challenge of growing the 
women’s underwear business, he declared, 
“that’s really been the opportunity. We’re so 
dominant in men’s. I think men’s will con-
tinue to grow nicely. But to be honest, the 
bigger market opportunity for us is wom-
en’s, market is much bigger, and our market 
share, although significant, is not nearly as 
dominant as it is in men’s. So that opportu-
nity is really in front of us to grow.”

“In Europe, it’s been a growth in custom-
er, better retail presentation, better cus-
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tomer presentation, true cleaning up of the 
brand into department stores and key spe-
cialty stores. Offsetting that has been get-
ting out of the off-price 
channels and getting 
out of some terrible dis-
tribution that the brand 
was in.”

Chirico discussed the 
negative impact of the 
strong dollar on tour-
ism and shopping at 
outlet stores across the 
U.S. “I think the brands 
that are being impacted 
the most dramatically 
are the global brands, 
ourselves, Calvin and 
Tommy, we talked 
about. I guess Ralph 
Lauren has talked 
about this, Coach has 
talked about it to a 
degree.” He continued, 
“If you’re a global player 
that really attracts a 
global consumer, in 
those centers like 
Orlando or Harriman, 
your customer base in 
those centers for those 
brands, 50% of the cred-
it card sales are interna-
tional tourists from 
South America, Europe 
and Asia. If tourism is 
down in the United 
States which we know, 
just in general terms, it 
is, those are the centers 
that are being impacted, 
and those 15 or so cen-
ters are the ones, 
because of the size of 
their business, are being dragged down.”

Looking ahead, he added, “Last year, our 
comps for both Calvin and Tommy were 
high single digit positive comps in North 

America. So we’re up against some of our 
most challenging comps in the third quarter 
driven by that international tourism.” 
Continuing to refer to the outlets, he con-
cluded, “There is really nothing at all wrong 
with that channel distribution. It’s like say-
ing there is a problem with Herald Square 

Macy’s because the tour-
ism is down in Macy’s. It’s 
still the largest depart-
ment store in the world 
and probably the most 
profitable department 
store in the world, but it is 
being impacted by just 
tourism trends.”

The complete confer-
ence call can be found 
here: http://seekingalpha.
com/article/3472306-pvh-
pvh-emanuel-chirico-on-
q2-2015-results-earnings-
c a l l -
transcript?page=1&p=qa
nda&l=last

hanes x-temp
In late September, Hanes 
Hosiery launched its fall 
2015 collection which 
includes its new “X-Temp 
technology and solution 
based sheers, tights and 
leggings that compliment 
women of every age, 
nationwide.”

“The Hanes Power 
Shapers collection inte-
grates the benefits of 
shapewear into legwear 
with run resistant technol-
ogy that keeps every 
woman looking polished 
with a flawless finish from 
day to night,” according to 
the firm.

“X-Temp tights from 
Hanes are designed to 

adapt to your body temperature providing 
comfort throughout the day,” the company 
continued. “X-Temp tights are available in a 
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variety of styles from core opaques to boot lin-
ers, convertibles and smoothing leggings that 
can be dressed up or down for any occasion.”

Power Shapers products retail for $16; 
X-Temp tights range from $15-$18; X-Temp 
leggings are available for $30 and fashion 
tights start at $12.

“We are very proud of our exciting fall col-
lection,” stated Maria Teza, vice president/
general manager panties and hosiery at 
HanesBrands. “With our advancements in 
technological innovations coupled with 
shopping solutions, we are revolutionizing 
the legwear industry to make her look and 
feel extraordinary. Legwear is a beauty acces-
sory and Hanes delivers the styles and looks 
she wants to express her individual style.”

beastmode, psd underwear
Beastmode, a casual apparel brand from 
NFL player Marshawn Lynch, “has entered 
into a partnership with high-end underwear 
company, PSD, to develop a collection of 
co-branded products initially designed for 
men,” according to a joint statement.

“I got some PSD underwear and I liked 
how they fit. I decided to co-create the 
Beastmode x PSD line so my fans can look 
good and be comfortable in any situation,” 
explained Lynch.

The first styles in the collaboration are men’s 
boxer briefs, and will be available for the holi-
day 2015 season at retailers such as Champs, 
Footaction, Dr. Jays and Shoe Palace.

“Marshawn only puts Beastmode and his 
name on brands that he likes. We are hon-
ored to have him and his Beastmode team as 
collaborators. PSD is known for celebrating 
authenticity and great design,” said PSD 
founder Curtis Flaitz. “We are looking for-
ward to unveiling the Beastmode line in 
stores this holiday season.”

dreamgirl promotes cartigiano 
Dreamgirl promoted national sales manager 
Tiffany Cartigiano to director of global 
sales. “Concurrent with this move, Eric 
Ehrens, president of sales and major account 

sales represen-
tative, is transi-
tioning to a 
new role as 
e x e c u t i v e 
account repre-
sentative for 
major DG 
B r a n d s 
accounts.”

The company 
announcement 
explained that Cartigiano “will assume sales 
leadership for all DG Brands divisions and 
in all U.S. and international territories,” and 
will be reporting to Christopher Scharff, 

CEO of DG Brands/Dreamgirl 
International. “DG sales executives and rep-
resentatives will report to Tiffany.”

In her most recent job, prior to joining 
Dreamgirl, Cartigiano worked at LF USA 
(a division of the Li & Fung Group).
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Ted Vayos, BODY: How 
did you get in the retail 
business?

Cory Bee:  I grew up with 
a passion for fashion. I’ve 
always loved it. I don’t 
want to say I’m always 
judging people, but I’m al-
ways looking to see what 
they are wearing. From toe 
to head that is. So shoes, 
socks, jeans, shirt, acces-
sories, you name it – I see 
it. I’m also a brand whore, 
but don’t get that con-
fused with a label whore. 
I hate logos, labels and 
everything alike. When I 
say brand that means that 
I know what everyone is 
wearing.    I read cloth-
ing and stitching! That’s 
right, stitching. I can tell 
what jeans you’re wearing 
just by the stitching on 
the side of the hip or the 
butt pocket. This is mainly 
because I’ve been in retail 
since I was nineteen.
  
Ted: What makes your 
business special?

Corey: Righno Boutique 
is not for the person who 
wants to blend in. It is 
creative, innovative, styl-
ish and original. We have 
personally hand-picked 
pieces that we know peo-
ple will love and be able to 
blend into their wardrobes 
as well. We don’t want you 
to like it; we want you to 
love it.
   
Ted: What do you look for 
in a brand?

Corey: We look for qual-
ity. We like to invest in 
great products, even if no 

one has heard of them. If 
we believe in the product 
we will bring it in and we 
know it will do well.

Ted: List some of the 
brands that are important 
to your store. 

Corey: We believe every 
one of our brands are very 
important. However we 
do have a few that we fa-
vor: WeSC, Wood, Volley 
& Richer Poorer.

Ted: Which of these 
brands deserves an out-
standing review from you?

Corey: Richer Poorer, they 
have been with us since 
the beginning and they 
bend over backwards for 
us!

Ted: Where do you like to 
shop for your merchan-
dise?  

Corey: Mostly Trade 
Shows, but we ask our 

outstanding brand reps 
for their help sometimes 
as well as they all have the 
same circle.

Ted: Which  brands   
have  disappointed you as 
a retailer? 

Corey: To be honest ev-
eryone and everything has 
it’s own way. So never re-
ally disappointed, we just 
don’t always agree with 
what they are doing or 
putting out there.

Ted: What could these 
companies do to improve? 

Corey: To be honest it just 
depends, we like hands on 
and communication. That 
would be a great start.

Ted: Have you brought 
any new products or 
brands into your store re-
cently? 

Corey: KWAY! 

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

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

Corey: We try to stay away 
from trends as they are 
not going to be around for 
very long! 

Ted: Describe your price 
points and size ranges.

Corey: Current our prices 
want from about $10 - 
$175. $175 being pants. 
We have sizes 30/sm/8 - 
36/xl/13.

Ted: What is your typical 
or average customer size? 

Corey: 32 / Medium / 11 
(bottoms / shirt / shoes)

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

Corey: Average sale is like 
$55.

Ted: Describe your cus-
tomer. 

Corey: Male / 23-43 

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

Corey:  We are still wait-
ing for our building to be 
finished. Our neighbor 
should be opening soon. 
Looking forward to it for 
a jump in sales! 

retail profile: righno

B

Q&A with coree bee, president
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The CurveNV show August 17-19 
was held for the first time in con-
junction with Magic, at the Las Ve-
gas Convention Center. While Curve 
did not release final attendance 
figures it noted “it is safe to say that 
the number has nearly doubled since 

last season,” when the show was 
held last August at the Venetian Ho-
tel. The next Las Vegas Curve show 
will also be held at the Convention 
Center, February 16, 17 and 18.
     Over the next five pages we 
picture the buyers and exhibitors we 

met at the show. On a sixth page are 
pictured a selection of the intimates 
and hosiery exhibitors and buyers 
we met at some of the other shows 
that are held at the same time in Las 
Vegas: the main area of Magic, Proj-
ect, WWIN, Pool and Mrket.
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Cherry Yin, Charlotte Cho and Yvonne Samson of Personal Touch.

Souad Selmi of Absolutely Lingerie, Tami Bates of Tab West, Cheryl 
Cote and Jody Deverney of Esprit De La Femme.

Maria Villa and Gina Hur of Malai Swimwear with Misa 
Helbling and Dan Muccia of Allure.

Kinsey and Travis Tolley of 
Exes and Ohs Intimates.

Dan Douglas, Tayler Melhart, Tam Nguyen and Alex Snyder of Andre.

Mir Ahmadi of Bikini Land of Venice with Quinn Roukema, 
Zoe Roukema and Kate Sochka of of Bra Society.

Johanna Granados and Stephanie 
Stout of Bombshells.

Wink Wells and Alex Goldberg of Blackspade with 
Nicolas Monjo of BODY Magazine.

Kelly Ellingson of Maaji and Pierre-Nicolas 
Hurstel of Curvexpo.

Tolbert Yilmaz and Rodrigo Cano of Julie France.
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Amy Boonjathai of Amia and Ruben Soto 
of Hour Glass Angel.

Jimena Rosas of Body Hush, Wendy Klein and Chad Zahn 
of Bella Ragazza.

Shantal Allan of Primadeanna Boutique, David Briones of Music Legs 
and Susan Allan of Primadeanna Boutique.
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Angelle Bordelon and Leanne 
Ganucheau of Uplift Bra.

Elrich Mendoza of Trueshapers, Jace and Sherrita Price of Slim 2 None, Jose Santos and David Sierra of Trueshapers.

Tamra Fitzmaurice of Lingerie Collections with 
Jimena Rosas of Body Hush.

Brenda Yang of Dynashape, Claudia Stern of Gabriel Brothers and Stewart 
Kawamura of Dynashape.

Cherri Lolley and Karen Rostron of Cherricare/Beautiful You 
with Mitchell Fersten of Body Hush.

Caroline Miller, Jessica Newland and Rhya Johnston-Wallace of 
Hills of Kerrisdale.

Rina Mackenzie of Brabar Boutique, Bill Schmitt of Marlies Dekkers, Moraya Dodson, Juan Gutierrez and Soraya 
Garfield of Brabar Boutique with Sarah carter of Marlies Dekkers.

Lori Mauro of Surf Culture Clothing 
and Anna Petitfils of Sunsets.

Laura Parsons of Zaspa at Hotel Zaza with 
Quinn Roukema of Bra Society.

Marcia Shally of Affinitas.
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Alejandra Montemayor of First D+ Lingerie Boutique 
with Patty Barrington of Affinitas.

Eric Crawford of Cupid Foundations with Eunice 
Ndirangu of Miss Fashions.

Cynthia Adams, Caroline Couture of Blush Lingerie 
with Jane Buckley of True & Co.

Terry Treves and Emily Traver of Fanny Wrappers.

Lendyl Hosein of JD’s Exclusive and Alex 
Goldberg of Blackspade.

Betty Wells of Aubade with Christopher St. 
James of Luxe Lingerie.

Jody Deverney and Cheryl Cote of Espirit De La Femme with Justin 
Chernoff of Rago.

Rania Habchi of Dentelle with Jenevieve 
Valleroy of Affinitas.

Justin Chernoff of Rago; Richard Vondrus, Carrie Vondrus of Endless Indulgence; 
Cynthia Lewis of Dressed Like That and Steve Chernoff of Rago.

Wayne Rempel and Deanna Tanner of Primadeanna Boutique with 
Marcia Shally of Affinitas.

Valentina Correa and Alejandro Ceballos of Agua Bendita with 
Juliana Correa of Lenceria Boutique.

Alan Tannahill of Bedtime Boutique, Amy Boonjathai of Amia, Brenda Tannahill 
of Bedtime Boutique and Elida Salgado of Amia.

David and Danielle Hanson of Adam & Eve.
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Lev Tripolsky and Lusine Petrosyan of ITA-MED.

Michelle Harpin of Sway and Sarah Jackson of Echo Club House  and David 
Briones of Music Legs.

Sharhona Anderson of S&S Intimates, Susan Piontek of Sassy Chasis 
and Shedra Edwards-Rashad of S&S Intimates.
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Kaleena Figaro of Skarlett Blue, Shannon Helferty and Donna Hamilton of The Perky Peacock with 
Staci Hecht of Skarlett Blue.

Kimberly Clark and Ellen Irvin of Bra Te Da.

Gihan Gabor of Onis Design Group with Hollis Kitchin of Bustin Out and 
Caroline Vaczy of Onis Design Group.

Jenevieve Valleroy of Affinitas, Sandy Cleghorn and Isabel 
Dodson of Endless Dreams.

Sharhona Anderson and Shedra Edwards-Rashad of S&S Intimates with 
Christine Doerr and Cheryl Burke of Sea Cup and Up.

Sarah Carter of Marlies Dekkers with Phyllis 
Hilliard of Lingerie Loft.

Bill Schmitt of Marlies Dekkers and Ashley Caron of 
Knickers N Lace.

Daniella Salinas of Maison de Papillon of Viviana 
Quesada Jimenez of Four Seasons Resort Punta Mita.

Cynthia Adams of Affinitas and Carol Gill of 
Undercovers Intimate Apparel.

Mitchell Fersten of Body Hush with Rimma 
Shusterman of National Stores.
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Emily Traver of Fanny Wrappers, Kinsey Tolley of Execs and 
Ohs with Terry Treves of Fanny Wrappers.

David Briones of Music Legs and Shannon 
Helferty of The Perky Peacock.

Chad Zahn and Wendy Klein of Bella Ragazza with Mona 
Goldberg of Blackspade.

Julie France model, Evelyn Mitchell of Bellabalas, Rodrigo Cano of 
Julie France and Hawna Balas.

Erin Sue of Lace, David Briones and Joan Perry of Music Legs.

Mitchell Fersten of Body Hush, Cherry Yin, Yvonne Samson and Charlotte Cho of 
Personal Touch with Jimena Rosas of Body hush.

Tambi Osier of Judy’s Intimate Apparel with 
Heather Rubio of Fashion Forms.

Jaime Marulanda of Raf Over with Fred Magner and 
Adrianna Vargas guest speakers at Curvexpo.

Deep and Manleen Sawhney of Lady Love with David Briones 
of Music Legs.

Travis Toiley of Execs and Ohs with Kimberly Clark and Ellen 
Irvin of Bra Te Da.

Jon-Hyung Lee and Yu Jin Hwang 
of LG Fashion Corp.

Tracey Miller of Blue Boutique and Rod 
McIntyre of Hanky Panky.

Hillary Rings and Naile Panayirci of Aegean Apparel.

Dawn and Ken Mumaw of Hourglass Lingerie
 in the Affinitas booth.



event report
Other Las Vegas Shows August 2015
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MAGIC - Valerie Espitia and Simon Suh of Anemone.

MRKET - Terresa Zimmerman of Wood Underwear with 
Robert and Chris Hickman of The Essentials Shop.

MRKET- Terresa Zimmerman of Wood Underwear 
with Bruce Zimberg of Arnold Zimberg.

MAGIC - Eunice Oh of 
Leto Collection.

POOL - Maral Arslanian and Meghan 
Dedrick of Juana De Arco.

MAGIC - Israel Dieguez and Tania Irizarry of Vanea; Amber Fitzpatrick, Rebecca Frederick 
and Laura Allred-Roossin of Green Gurl; Elvy Dieguez of Vanea.

MAGIC - Jordan English and 
Abby Morgan of Swinn.

POOL - Amy and Chris Lawler 
of Sweet Marcel Socks.

MAGIC - Ryan Dineen, Eric Gil, Cassandra Aaron and  Hunter Gil of 
Socksmith.

MAGIC - Albert Huang of JY Instyle with David 
Haunte of Lovedove - Young Byrds.

WWIN -Suzanne Barillari and 
Staci Berner of Shapeez.

POOL - Stephanie Ramirez and Wayne Sun of 
Strollegant Socks.

PROJECT - Lesley Ateinruck of Anew.PROJECT - Rounderbum model with Dakota Chappy.



q-
t i

nt
im

at
es

 · 
 (

21
2)

 5
32

-8
93

0 
•

 s
al

es
@

qt
br

as
.c

om

plus



Ted: Where is the newest 
store located?  What are 
some of the key product 
categories?

Jennifer Searfino: Lo-
cated on the north side of 
San Antonio in a popular 
retail area near North Star 
Mall and Pier 1 Imports.  
Along with lingerie, ho-
siery, dance wear, and 
shoes, we also sell bach-
elorette gifts and adult 
toys—we are a lingerie 
boutique with a naughty 
side!

Ted: When did you open 
this location?   How many 
locations does Cindie’s 
have now?

Jennifer:  Our San Anto-
nio location opened Sep-
tember 2014. We have 
25 locations throughout 
Texas, Louisiana, Oregon, 
and Alaska.

Ted: Why did your com-
pany choose to open a 
business at this location?   

Do you have any new 
stores planned in the near 
future?

Jennifer:  The majority of 
our locations are in Texas, 
so expansion to San An-
tonio was a perfect fit. 
Naturally, as we continue 
to grow, our customer 
base does too. This growth 
gives us the freedom to 
continually explore op-
tions for future expansion.

Ted: What makes your 
stores special?

Jennifer: At Cindie’s, it 
has always been our mis-
sion to provide custom-
ers with a friendly and 
comfortable atmosphere 
where they can really 
feel welcome. With our 
San Antonio location, 
we wanted to take that 
mission even further by 
creating our first high-
end boutique. This store 
is stunningly decorated 
with custom artwork and 
beautiful fixtures. When 

you walk in, it truly ema-
nates a sense of modern 
elegance, and our custom-
ers have responded very 
positively to the new look.

Ted: What do 
you look for in a 
brand?

Jennifer: When 
researching new 
brands and prod-
uct lines, we ask 
a few basic ques-
tions: How is the 
quality? What 
makes it unique? 
How affordable 
is it? Will our 
customers ask 
for it by name?  
In 20 years of 
business, you 
create special re-
lationships with 
all of the brands 

you carry in your stores. 
Throughout the years 
we’ve developed strong 
relationships with all of 
our vendors, but Dream-

retail profile: cindie’s lingerie
Q&A with jennifer searf ino, general manager
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girl, Shirley of 
Hollywood, Co-
quette, Baci, Lap 
Dance, and Body 
Zone have all 
done particularly 
well in our stores.

Ted: Where do 
you like to shop 
for your mer-
chandise? 

Jennifer: We 
regularly attend 
the International 
Lingerie Show 
(ILS) and we also 
meet with ven-
dors individually.

Ted: Have any brands dis-
appointed you as a re-
tailer?   What could these 
companies do to improve?

Jennifer: Along the way 
there are always going 
to be brands that disap-
point you—whether that’s 
a quality issue or a ship-
ping issue or whatever. 
But when that happens, 
we just communicate our 

concerns with them. As 
long as everyone involved 
is willing to work towards 
a solution, both parties 
end up satisfied. The more 
options we can offer our 
customers, the better. We 
are constantly working 
to gauge our customers’ 
needs and wants and ad-
justing our inventory ac-
cordingly.

Ted: Describe the popular 

styles and trends in your 
store.

Jennifer: Bikini bottom 
dancewear and 7” platform 
heels with rhinestones are 
popular for dancers. Cor-
sets are also very popular 
at this location.

Ted: Describe your price 
points and size ranges.

Jennifer: Cindie’s has 
something for every-
one regardless of budget 
or size. We carry linge-
rie ranging from XS to 
6X, and corsets from 32 
to 56—all of which can 
be found at very reason-
able prices. Every store 
also has a large clearance 
section that we are con-
tinually cycling inventory 
though. 

Ted: What is your typical 
or average customer size? 

Jennifer: Our most popu-
lar size is a large or extra-
large. Over the years de-
signers have been opening 
up more and more prod-
uct lines to larger sizes. 
This is important to us 
because customer feed-
back has told is that this 
increase in selection helps 
our customers feel more 
comfortable with what-

ever size they are 
looking for.
 
Ted: What does 
your average 
customer spend 
per visit to your 
store? 

Jennifer: Our 
average sale is 
around $50.
 
Ted: Describe 
your customer 
base. 

Jennifer: When 
we started the 
company, our 

primary goal was to cre-
ate an environment where 
women would feel com-
fortable and enjoy shop-
ping in. Since then, we 
have figured out that our 
customers come from 
much more varied back-
grounds. It makes sense 
when you think about all 
of the product categories 
we carry. From Halloween 
costumes to men’s wear to 
dancewear, Cindie’s really 
does have something for 
everyone!

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

Jennifer: Social media has 
allowed us to stay closer 
and more connected to 
our customers than ever 
before. In our industry, 
it is not uncommon for 
customers to feel uncom-
fortable asking questions. 
That makes it even more 
important for us to be eas-
ily accessible at any time 
should one of these ques-
tions arise. With social 
media, we have the abil-
ity to field questions from 
customers and interact di-
rectly. These personalized 
experiences let customers 
know they are our highest 
priority. 
 

B
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2015
oct. 10-12

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

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

oct. 18-20
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

oct. 18-21
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

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

oct. 21-24
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 24-27
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

nov. 3-4 
Dubai Int'l Licensing 
Dubai Int'l Convention 
Center, Dubai, AE.
www.index.ae

nov. 3-5
Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637
maredimoda.com/
cannes

dec. 8-10
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

2016
jan. 10-12
  Moda

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

jan. 10-12
  Fame

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

jan. 10-12
  Accessorie Circuit

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

jan. 10-12
  Intermezzo Collection

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

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

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

jan. 14-16
   Surf Expo Show

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

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

TdcTrade.com

jan. 15-16
Active Collective
Hyatt Regency
Huntington Beach, CA
activecollective.com

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

jan. 23-25
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. 24-26
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

jan. 24-26
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

jan. 24-26
FMNC Show
San Meteo, CA
(415) 328-1221 
fashionmarketnorcal.com

jan 24-26
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

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

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

feb. tba
Lingerie Expo 
Crocus Expo, Pavilion 1
Moscow, Russia
+7 (495) 935-73-50
www.lingerie-expo.com

feb. 14-17
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 15-18
WWIN 
The Rio Hotel 
Las Vegas, NV
(702)-270-4651
spectrade.com

event & show dates 2015-2016
calendar
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feb. 16-18
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

feb. 16-18
MAGIC
Las Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 16-18
Platform
Las Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 16-18
Project
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 16-18
POOL
Mandalay Bay & Las 
Vegas Convention 
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

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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calida, aubade sales drop
First half sales and profits declined at both 
Calida and Aubade, the intimates and 
underwear divisions of Swiss parent Calida 
Group (which now also has divisions that 
produce furniture, mountain equipment and 
apparel and surfwear).

Company executives blamed the “decision 
taken by the Swiss National Bank to stop 
defending the 1.20 exchange rate to the euro,” 
which occurred at the begin-
ning of the year, as well as a 
“strong move in the euro’s 
exchange rate against the U.S. 
dollar” and “turbulences on 
the foreign-exchange markets 
and the cyclical weakness, 
especially in the southern 
European markets,” for its 
problems.

In a letter included with the 
financial results for the first 
half, Dr. Thomas Lustenberger, 
chairman and Felix Sulzberger, 
CEO wrote the Calida division 
“suffered a fall of CHF 4.6 mil-
lion [Swiss francs, approxi-
mately $4.71 million at today’s 
exchange rates] in net sales 
(-7.7%). That is, however, 
almost entirely due to the 
change in the euro exchange 
rate. At constant exchange 
rates, the decline in net sales 
was merely 1%. Positive 
developments were recorded 
here in the sales channels we 
operate directly, namely retail 
(Calida stores) with +4.3%, 
outlet +10.8% and direct internet sales with 
+32.7%. The only negative figure, -6.1%, 
came from our wholesale business. The Calida 
Division’s contribution to our operating profit 
also fell, primarily due to currency effects, 
from CHF 15.3 million to CHF 12.5 million 
[about $12.8 million], corresponding to 
-18.3%.”

The two executives added, “What was not 
satisfactory, on the other hand, was the course 
of the first half of 2015 for the Aubade 
Division. After several very profitable years 
of growth, Aubade suffered its first setback in 
2014 with a decline in net sales of 2%. This 

negative trend continued into the first half of 
2015, with net sales again falling by 2% to 
EUR 26.4 million [about $29.42 million]. 
This development affected especially our 
principal market, France, where consumer 
demand was weak, particularly in the first 
four months. Another unsatisfactory factor 
was business done through traditional special-
ist retailers, and Aubade’s own boutiques had 
to contend with a decline in net sales of 4.9%. 
Despite good cost containment and a continu-
ingly excellent gross margin, Aubade’s contri-
bution to our operating profit was down by 

3.6% at EUR 6.7 million [about $7.47 mil-
lion]. One of the division’s weaknesses is the 
very strong dependence of its net sales on the 
French market, where around two thirds are 
achieved. In the course of recent months, we 
have adopted both organizational and strate-
gic measures to strengthen the collections and 
the brand presence in order to make them 
more attractive for international markets and 
consumers too in future. The implementation 
of these measures is not, however, expected to 
have a perceptible effect until 2017 and the 
business years after that.”

As a whole, Calida Group profit in the first 

half was 693,000 Swiss francs (about $708,000) 
on sales of 168.1 million Swiss francs (about 
$171.8 million) compared to a profit of 5.2 mil-
lion Swiss francs (about $5.3 million) on sales 
of 197.4 million Swiss francs (about $201.7 
million) in the first six months of 2014.

investors: $5.525m to tefron
Tefron Ltd. reported a loss of $1.299 mil-
lion on sales of $47.4 million for the six 
months ended June 30, 2015 compared to a 
loss of $977,000 on sales of $46.6 million 
in the same period in 2014. It also reported 

it had received $5.525 million from 
a private placement.

For the entire year in 2014 the com-
pany reported a loss of $800,000 on 
sales of $93.9 million. Previously 
Tefron had reported a loss of $3.4 mil-
lion on sales of $82.9 million in 2013; 
and a loss of $458,000 on sales of 
$99.0 million in 2012. The Israeli pub-
lic company is a seamless specialist 
that produces intimate and other 
apparel.

In announcing the results for the 
first half, Tefron also reported that 
shareholders had “approved the allo-
cation of 4,672,897 ordinary shares 
to Litef Holdings, its controlling 
shareholder, for an amount of US 5 
million dollars and 490,653 ordinary 
shares to additional investors, in 
exchange for the US 525 thousand 
dollars,” in accordance with the 
terms” of a private placement which 
was executed on June 1, 2015.

The directors of Litef Holdings are 
Martin and Benjamin Lieberman. 

The “additional investors” were “Mazouz and 
Weisselberger Genesis Investment, Limited 
Partnership, Mr. Erez Rozenbuch and Mr. 
Tomer Hefetz.”

After the acquisition of shares, Tefron 
explained, the Nouvelle Group, which 
includes Litef, “jointly hold approximately 
57.71% of the issued and paid up share 
capital of the company and the voting rights 
therein and approximately 53.53% of the 
issued and paid up share capital of the com-
pany and the voting rights therein on a fully 
diluted basis.”
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delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

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

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

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

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

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

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

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

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

finance
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Ted Vayos: How many 
years have you been work-
ing in this industry?

Shafiq Abu:  I have been 
in this industry since 1989 
and opened L’Exotic in 
2000.

Ted: How did you get 
started in this business?

Shafiq: I was introduced 
to this business threw a 
girlfirend and the owner 
of the Lipstick Gentles-
mans Club.  

Ted: Where is your store 
located?

Shafiq:  We are located on 
the South West Freeway 
with easy access to the 
store and it’s also located 
inside the Michael’s In-
ternational Gentlemen’s  
Mens Club/Chicas Locas.

Ted: What is your stores 
specialty?

Shafiq: Our specialty is ca-
tering to dancers and their 
needs, and we are close to 
the galleria area.

Ted: Where is your fa-
vorite place to go shop-
ping for your business?

Shafiq:  The Interna-
tional Lingerie Show 
because I am specialized 
in lingerie and dance-
wear.

Ted: What brands do 
you buy?

Shafiq: We buy dance 
wear brands like Body 
Language Fashion, 
Hot Girl, Roma, Ma-
gie’s, J Valentine, Minor 
Creations, Rene Rofe, 

BodyZone, Love Material 
Girl and many more.

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

Shafiq: A lot of dancers 
like to wear two pieces 

sets and 
some pre-
fer romp-
ers.

Ted: De-
scribe your 
size ranges.

Shafiq: We 
always pre-
fer small 
to medium 

sizing.

Ted: What is your typical 
or average customer size? 

Shafiq: Our average cus-
tomer is a medium.

Ted: What does your av-

erage customer spend per 
visit to your store? 

Shafiq: It depends on what 
a customer needs.

Ted: Describe your cus-
tomer. 

Shafiq: We only cater to 
dancers.

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

Shafiq: The only thing 
could effect our business 
is the economy and am 
hoping to have a better 
economy.

retail profile: l’exotic of houston

B

Q&A with shaf iq abu, president
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Ted: Please describe your 
store for our readers?

Joni Dowling:  Once I decid-
ed that I wanted to take this 
type of risk...opening a retail 
store when the economy was 
still at its worst, Kilmarnock, 
VA seemed like the place. 
My husband and 
I have property 
in the area so 
for more than 
a decade I had 
been shopping in 
Kilmarnock dur-
ing our weekend 
visits. Kilmarnock 
is a business hub 
that dates back 
to the 1700s and 
is resilient in that 
it has burnt down 
several times in 
its history. This 
type of resilience 
can be seen in me 
as a breast cancer 
survivor. Adver-
sity defines us...
but it is up to us 
on how we chose 

to respond and act. 
Kilmarnock’s mer-
chants and its com-
munity represent 
the hometown val-
ues that I grew-up 
with. Other towns 
and cities seem to 
have lost their way...
once vibrant, now 
tired and depressed. 
You will have to visit 
Kilmarnock, VA to 
appreciate what I am 
saying.

Ted: What makes 
your store special?

Joni: What makes 
my store special is 
the chemistry be-

tween our customers and our 
team. It is an experience that 
is authentic. You will have to 
visit the store and feel the 
positive energy that emerges 
and becomes contagious. 
You have heard the saying, 
“location, location, location”. 

Well, what also makes At-
titude Boutique special are 
the surrounding merchants. 
Next to Attitude Boutique 
is Merle Norman by Jennifer 
Bishop. She is a sought-after 
make-up artist. A few stores 
down is Burke’s Fine Jewel-
ers. The combination of my 
store, Jennifer’s and Burke’s 
makes your visit priceless...
one stop shopping in a mat-
ter of minutes.

Ted: What do you look for in 
a brand?

Joni: Quality, comfort, and 
transcending style - are my 
number one priorities and 
after that it is price. If my 
customers are like me, they 
don’t want to buy something 
that is disposable. I would 
rather spend my money on 
clothing and accessories 
that are built to last multiple 
washing and then some. I 
think our customers feel the 
way. I also focus on intimates 

and hosiery that work well 
for me because I work long 
hours and if I am in the store, 
it means standing on my feet 
most of the day. As far as in-
timates, I love Hanky Panky 
underwear, Commando bras 
and hosiery, and Bumbrella 
shapewear which have a 
built in panty and seem to 
prevent static cling. There 
are other brands that have 
disappointed me as a retailer 
and customer of my own 
store. I don’t like paying $40 
for a pair of underwear only 
to have the lace fall apart af-
ter a few washing and then 
be told by the company that 
it is because I did something 
wrong...after that, I dropped 
the line. I’ve done the same 
with a couple of clothing 
lines. I think these compa-
nies should take a close look 
at their quality control and 
improve their testing op-
erations. Customers should 
not be the test bed for their 
products. I also liked Bum-

brella’s approach 
in introducing its 
product to me. 
I received a free 
pair to try without 
any commitment. 
Bumbrella is the 
newest product in 
our store. It is easy 
to fall in love with 
Bumbrella once 
you wear them...
much like the 
other lines that I 
carry. Of course, 
Attitude Bou-
tique carries other 
products too. We 
carry tops, jeans, 
dresses, and hand-
bags, and some 
bath products 
from FarmHouse 
Fresh. Some of 

retail profile: attitude boutique
Q&A with joni dowling, owner
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our most popu-
lar apparel lines 
are Plume and 
Thread, Katherine 
Way, Dizzy Lizzie, 
Britt by Britt Ryan, 
Three Dots, Bai-
ley 44, Beija Flor 
jeans, and our lat-
est addition, Bo-
beau.

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

Joni: Attitude 
Boutique is located 
within the coastal 
region of Virginia. 
It is Bay (as Ches-
apeake Bay) life. Its citizens 
and visitors enjoy recreation-
al boating, fishing, and any-
thing else outdoors. The area, 
also known as the Northern 
Neck (NNK) is becoming a 
popular destination. It is a 
great place to shop, eat, and 
stay during the weekends, 
holiday vacations, or for an 
outdoor wedding with the 
Bay and its beautiful land-
scape in the background. The 
popular styles or trends seem 
to be clothing that is styl-
ish...fashion forward but not 
leaning so far forward that 
she couldn’t wear it again 
and again next year or the 

year after that. Any of our 
clothing selections can stand 
on its own or can be dressed 
up with accessories for an 
evening event.

Ted: Describe your price 
points and size ranges.

Joni: Our price points for 
our clothing run from $45 
to $198. Accessories run 
from $15 to $65 and if you 
include our leather handbags 
by Hobo then they can go as 
high as $298 for a beautifully 
made, large leather handbag. 
This wide price range allows 
us to offer something for 
everyone. Our size range is 

from a size 2 to a size 14. 

Ted: What is your typical or 
average customer size? 

Joni: Our customers, like 
their ages, vary. Because our 
styles are transcending in 
that they cross generations, 
our customers fit a wide 
range of sizes. I think our 
size range is based on the 
types of transcending styles. 

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

Joni: On average our cus-
tomers spend between $125 

to $350 dol-
lars per visit.

Ted: Describe 
your customer. 

Joni: The ma-
jority of our 
customer base 
is females. 
During the 
holidays we 
will have men 
visit the shop 
looking for a 
special gift for 
her...a girl-
friend, a wife, 
or a mother. 
Our youngest 
customer has 

been 12 years of 
age and our most 
mature customer 
has been 72. I 
would say the 
average age is be-
tween 35 and 55. 

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

Joni:  Attitude 
Boutique is still 
a fairly new busi-
ness. We will be 
celebrating our 
third anniversary 
this Labor Day 
weekend. 

     Two things have impact-
ed the business over the past 
year. I changed our team. My 
new team shares my vision 
for the future and my values. 
They pay attention to the de-
tails - making a connection 
with each customer and un-
derstanding her needs. They 
understand the lines that we 
carry and match these styles 
to the individual. 
    The second thing that has 
happened is the “word of 
mouth” phenomenon about 
Attitude Boutique. Social 
media has helped launch 
our store and helped us keep 
pace with what is trending. 
We love it when a posting 
of one of our Attitude Girls 
goes viral. It says a lot about 
her, our store, and the de-
signer. 
     Thanks again for the op-
portunity to do this. I have a 
full-time job in Washington, 
DC so starting this business 
was a dream for me that, 
with the support and love 
from my family, became a 
reality. It is my passion and I 
am grateful for the ability to 
put it all in motion. I’d like 
to give credit to our free-
lance artists, Lyle Eesley and 
Kathryn Humphreys, who 
captured the essence of Atti-
tude Boutique through their 
photography. B
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In mid 2014 Fersten World-
wide, a leading supplier 
of decorated women’s and 
men’s apparel, outerwear and 
headwear for the promotion-
al market, purchased Body 
Hush shapewear. Since then, 
with a strong partner behind 
it, the brand has be grow-
ing in both the U.S. and 
Canada. For this interview, 
BODY talked with Jimena 
Rosas Armstrong about 
how her shape wear is, in her 
words, “a better investment” 
for retailers.

BODY: One of the key ap-
proaches for Body Hush is 
“Hanger Appeal.” Where did 
that concept come from?

ARMSTRONG: We 
worked on developing a 
concept that would enhance 
the appeal and visibility of 
Body Hush in the stores and 
that would bring the cus-
tomer’s experience to a whole 
new level. So we designed 
a colored hanger concept 
in Germany that would be 
unique, contemporary and 
appealing which has given us 

phenomenal results.

BODY: Why is hanger ap-
peal so important?

ARMSTRONG:  Having a 
good hanger appeal product 
will in turn generate better 
sales results and a higher 
inventory turnover. The 
majority of the unappeal-
ing shapewear that is out 
there is sold either in boxes 
or in bags which ultimately 
prevents the end consumer 
to touch and to buy the 
product. Because of our at-
tractive and modern appeal, 
Body Hush has proven to be 
a better investment line for 
our retailers.

BODY: What do you do to 
achieve the results with Body 
Hush?

ARMSTRONG:  We 
are giving our retailers 
the advantage of offering 
something #1- Exclusive (as 
we don’t sell to department 
stores) and #2- A product 
that with the challenging 
retail environment is going to 

stand out in their stores.

BODY: What was the most 
important new development 
for Body Hush in 2015?

ARMSTRONG: We creat-
ed two high waist panty key 
shape styles in which we are 
using fusing finishes instead 
of elastics. This finish pre-
vents the panties from rolling 
down which is the reason 
they have been so popular 
for us. Our customers love 
the touch of the fabrics, how 
these pieces complement and 
shape their body, and that 
they don’t roll down which 
always is the biggest problem 
in shapewear!

BODY: What are the style 
numbers, names and sug-
gested retail prices of the 
high waist panties?

ARMSTRONG: The two 
fantastic new panties that 
do not roll-down because of 
our fusing technology are: 
The Catwalk High waist 
Panty- retails for $66.00 (for 

all sizes) and The Catwalk 
Thigh Control Panty- Re-
tails for $60.00 (for all sizes).

BODY:  What are you plan-
ning for 2016?

ARMSTRONG:  In 2016 
we are launching a new fan-
tastic seamless collection for 
which we designed and cre-
ated a very innovative hosiery 
yarn which is feather-light 
and cool to the body while 
having a firm level of control. 
At Body Hush, we specialize 
in making shapewear femi-
nine and contemporary, so 
we are doing the same with 
this new Seamless fabric by 
adding lace pretty touches 
to it as never seen before in 
basic seamless shapewear.

BODY: What are you calling 
the new collection?

ARMSTRONG: It’s called 
“Magnifique by Body Hush.”
We are now looking at launch-
ing five fantastic new styles for 
this collection, with suggested 
retail prices ranging from 

interview:  

B

Jimena Amrstrong: Why Body Hush Is “A Better Investment”
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Melissa Thomason of 
Breakout Bras in Greenville 
South Carolina talked with 
Ted Vayos, associate pub-
lisher, about her experiences 
selling the Rixie Clip, the 
bra extending and reducing 
accessory, in her store.

VAYOS: How long have you 
been selling Rixie Clip?

THOMASON: Since June 
of 2013 so 2 years.

VAYOS:  How much does it 
retail for in your store?

THOMASON:  $12.00 for 
a single and $25.00 for a 3 
pack.

VAYOS: What is the target 
customer for the Rixie Clip?

THOMASON:  Normally 

smaller women who need 
26, 28, or 30 bands but the 
styles don’t come in those 
band sizes. It is also great for 
women who are in between 
band sizes or for women 
who have a favorite bra 
that is now stretched in the 
band but in good condition 
otherwise.

VAYOS: What are your 
personal thoughts about the 
product?

THOMASON: I love this 
product and wish I had 
thought of it.

VAYOS: How is the comfort 
level of this product? How 
easy is this product to use?

THOMASON: No one has 
complained about discom-
fort. It doesn’t dig or poke 
into the skin. It’s very easy to 
use. Just clip it on and hook 
your bra as normal.

VAYOS:  What bra brands 
work well with the Rixie 
Clip?

THOMASON: It works 
with all 2 and 3 hook bras 
across all brands.

VAYOS:  Have you had any 

issues with any particular 
brand?

THOMASON: No. Not 
a particular brand. It does, 
however, work better with 
bras that have elastic sewn 
edges on the band so that it 
grips better as opposed to a 
laser-cut band which can be 
too slick.

VAYOS: Any issues with 
bras with wide or narrower 
ban sizes?

THOMASON: Not really. 
It works with all 2 and 3 
hooks bras. It is better to put 
the Rixie Clip a little higher 
up the band to where the 
fabric bunches just a touch to 
allow for a better grip.

VAYOS: What about bras 
with bands made out of lace 
or other unusual fabrica-
tions?

THOMASON:  Again, 
laser cut styles can slip but 
most styles have no prob-
lems. Lace bras actually tend 
to work better because the 
fabric allows for better grip.

VAYOS: Did you have to 
modify your approach when 
working with customers 
when using the Rixie Clip?

THOMASON: No. It’s 
pretty straight forward. If 
the customer has a need for 
it, we bring it out and they 
pretty much always buy it. 
Not everyone needs it but 
when they do, it’s an easy sell.

VAYOS: Have you received 
any customer feedback?

THOMASON: Almost all 
feedback is positive. The 
only thing I’ve heard is that 
it doesn’t tighten the bra 
enough but that is usually 
feedback from women who 
are very small in the band like 
a 24 or 26 and even the Rixie 
can’t make the back small 
enough since there aren’t 
bras small enough to start 
with. There was also some 
feedback for awhile about the 
fact that it was not nickel free 
but they have since modified 
the product so that it can 
be used by customers with 
nickel sensitivities.

interview:  
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Melissa Thomason of Breakout Bras on the Rixie Clip
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