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naked q2 sales fall 18.8%
Naked Brand Group second quarter sales 
fell 18.8% to $293,011, while losses in the three 
months ended July 31, 2016 grew by 5.2% to 
$3,301,780.

At the same time, the company reported a 
dramatic, $104,700 decline in sales (com-
pared to the same quarter last year) to its 
biggest customer last year, Nordstrom, as 
well as the continuing evaporation of its 
business in Canada, where the company 
reported just $2,093 in sales compared to 
$85,528 in the same quarter, ended July 31, 
2015.

In the year ended January 31, 2016, Naked’s 
sales to Nordstrom accounted for 41% of its 
business, it said in last year’s annual report, 
or $569,660. That works out to an average of 
$142,415 per quarter last year. Thus, the 
recent revelation about Nordstrom could 
mean it lost as much as 74% of its business 
with that store in the latest quarter. 
“Nordstrom is currently of key importance to 

our business and our results of operations, 
which would be materially adversely affected 
if this relationship ceased,” the company 
noted at the time, adding, “Our largest distri-
bution partner is Nordstrom.”

The virtual elimination of Naked’s 
Canadian business in the last two quarters is 
also significant. The firm was incorporated 
in Canada in 2009, and sales there repre-
sented 21.5% of sales in its last fiscal year. In 
recent quarters Naked has no longer listed 
two prominent Canadian retailers, Hudson 
Bay and Holt Renfrew, among the examples 
of its prominent customers. And in the com-
pany’s first quarter (ended April 30, 2016) 
Canadian sales also almost disappeared: just 
$2,029 (or less than 0.5% of its total), down 
from $80,290 (or 31.0% of its total) in the 
quarter ended April 30, 2015.

In June, at the time of the release of first 
quarter results, BODY asked Naked presi-
dent Joel Primus for a comment on the 
abrupt declines in Canada. He responded: 
“We are always focused on customer satisfac-
tion and are unable to provide the level of 
customer service we strive for until we open 

a warehouse in Canada. This is a temporary 
situation and do expect to return to our 
Canada [customers]. The product is still 
available online in Canada through our retail 
partners such as Nordstrom, Hudson Bay, 
Amazon and Bare Necessities. We greatly 
value the patience our Canadian customers 
have shown during this transition.”

Naked explained the sales decline in the 
recent quarter stating: “Net sales decreased 
primarily as a result of above average sales in 
the comparative period from the launch of 
our expanded and redesigned men’s collec-
tions in that period, which resulted in high 
initial bulk up orders, and the fulfillment of 
backup orders which had built up in antici-
pation of the new collections. In the current 
period, sales to department stores accounted 
for approximately 32% of total sales, as com-
pared to 46% in the comparative quarter 
ended July 31, 2015. Sales of our women’s 
products at new accounts have been strong, 
however these sales were offset by a decrease 
in our men’s sales from Nordstrom in the 
current period, as a result of a reduction by 
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Nordstrom in replenishment orders aimed at reducing overstocked 
in-store inventory and a store closure which resulted in a return of 
in-store merchandise.”

There was also some bad news at the internet store, wearnaked.
com, “which sales channel saw 
a modest decrease in net sales 
to approximately $74,139 for 
the three-month period ended 
July 31, 2016, from $76,955 for 
the three-month period ended 
July 31, 2015.”

Naked reported that during 
the last quarter, “we sold off 
some out of season and over-
stock inventory through off 
price sales channels. Sales to off 
price customers accounted for 
approximately 17% of total net 
sales during the three months 
ended July 31, 2016, as com-
pared to 0% during the three 
months ended July 31, 2015.”

In the current quarterly 
report Naked listed as promi-
nent customers: “Nordstrom, 
Dillard’s, Bloomingdale’s, Amazon.com, Soma.com, 
Saksfifthavenue.com, barenecessities.com.” — NM

soma: sales rise, new stores planned
Soma, the intimate apparel chain, reported a 0.7% comparable store 
sales gain for the 13 weeks ended July 30, 2016.

In the quarter it opened three and closed one store, raising its total 
sales to $93,534,000, up from $90,831,000 in the three months ended 
August 1, 2015. Soma also indicated that even more new stores, per-
haps as many as seven, are on the way this year. As of July 30, it was 
operating 274 “frontline boutiques” and 19 “Soma outlets.”

Meanwhile, parent company Chico’s FAS euphemistically 
announced a company-wide “organizational redesign,” that “reduced 
total corporate and field leadership headcount by approximately 
200, or 13%.”

Combined company sales (which also include the Chico’s and 
White House Black Market stores) fell to $635.7 million from $685.8 
million for the quarter, but net income jumped to $23.0 million from 
$2.1 million in the same quarter last year.

In the conference call with analysts to discuss the quarter, Chico’s 
CEO Shelley Broader bragged that at Soma “We have achieved an 
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increase comp sales for the last 28 of the 29 quarters. Soma continues 
to deliver what customers want while also infusing new products 
and styles into the brand.”

The executive continued: “Building on Soma’s highest-volume bra 
launch ever, the Enticing Lift Balconet bra launch this second quar-
ter, with a lower neckline and a strappier look, it successfully 
expanded the silhouette options for our Enticing Lift bra. Taking 
advantage of more available whitespace in the market, Soma’s swim 
collection, which is now in every store, once again, had significantly 
positive comps. In addition to the swim collection, bras and sleep-
wear were strong. However, the fashion side of the business has 
been challenging as Soma con-
tinues to refine its brand posi-
tioning. To help address these 
challenges, Soma launched a 
totally new sports collection at 
the beginning of the third quar-
ter, which is off to a great start. 
The brand has another major 
launch in early September, and 
shall we say, we expect that to 
be memorable.”

Explaining how Soma is alter-
ing its brand positioning and 
communicating those changes 
to its consumers, Broader stated 
“I would say we’re communicat-
ing them quietly to the customer 
right now. Again, sort of along 
with the theme that we’ve been 
talking about today. Soma, that is and remains to be our greatest 
growth opportunity and growth vehicle. And when we are ready for 
a more expansive and explosive growth opportunity for Soma, we 
want to have our product, our pricing, our promotion, our brand 
just right. And we are continuing to tweak on all of those metrics 
right now and testing many of them. And then we’ll communicate 
that out, and we’ll also communicate our growth plans.”

Broader also spoke about the advantages of Chico’s and Soma’s 
focus on the older consumer. “I think sometimes people forget 
there’s a 55-year-old born every minute. Everyone thinks that the top 
of our file is “aging out” or worse. But the fact is, people are coming 
into that bucket at the same rapid rate. And if you look at the aging 
population of the U.S. and that aging boomer of market, there is a 
tremendous amount of people in our core demographic and there 
continues to be more people added to that core demographic each 
and every day, and it’s our job to make sure that our brand is current, 
that it’s modern, that it’s relevant, that it’s speaking to the upper and 
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lower end of what is one of the widest psy-
chographics and demographics in specialty 
retail, and we’ve got to please both ends of 
that spectrum. And for the modernization 
and the newness of that brand and its 
increasing penetration online, gives me a lot 
of confidence there.”

Reaffirming store growth plans for Soma 
in 2016, CFO Todd Vogensen noted in the 
conference call that Chico’s had “continued 
plans to open approximately 17 more stores, 
more than half of which will be Soma stores. 
In addition, we’ll continue to invest in exist-
ing stores and technology to advance our 

priority to evolve the customer experience.” 
— NM

The entire Chico’s conference call tran-
script can be found here: http://seekingal-
pha.com/article/4003390-chicos-fas-chs-ceo-
shelley-broader-q2-2016-results-earnings-
call-transcript?page=1

pvh: q2 sales up 4.5%
PVH second quarter sales rose 4.5% while 
net income fell 11.4%. Emanuel Chirico, 
chairman and CEO complained, “we con-
tinue to be pressured by weakness in traffic 
and consumer spending trends at our 
Tommy Hilfiger and Calvin Klein U.S. 
stores located in international tourist loca-
tions.”

Other parts of the company, which 
acquired Warnaco four years ago, are doing 

better. “Our strong performance year to date 
exceeded our expectations and demonstrat-
ed our ability to deliver against our 2016 
plan, despite the challenging macroeconom-
ic environment. We experienced strong 
momentum in our Calvin Klein and Tommy 
Hilfiger International businesses and have 
seen improvement across our North 
America wholesale businesses.”

In the quarter ended July 31, 2016 the com-
pany reported a profit of $90.5 million on 
sales of $1.845 billion compared to net 
income of $102.2 million on sales of $1.766 
billion for the three months ended August 2, 
2015.

PVH operates in a range of apparel catego-
ries, but in the conference call with analysts 
to discuss the quarter, Chirico pointed to 
particular strength in undergarments. “As a 
product category, we have seen significant 
growth in our Calvin Klein underwear and 
intimates business. And this is far and away 
been our most successful growth category, 
posting explosive growth and consistently 
growing its leading global market share 
position. We believe women’s intimates will 
continue to be our most significant growth 
area and we have a number of fall growth 
initiatives taking place.”

He continued, “Our Modern Cotton logo 
business continues to gain momentum and 
has enabled us to capture the number one 
market position in the bra-led category. For 
fall 2016, we are taking this logo application 
to tailored bras and are launching our seam-
less [logo bra]. It marries bra technology 
with a great CK logo. This will allow us to 
continue to cater to a younger consumer and 
offer those that want more support the abil-
ity to purchase logo product as well. 
Additionally on the bra side, we continue to 
expand our Black Label offering, particular-
ly in Asia and Europe, and have launched 
two new products for fall to address our 
broader tailored bra segment, offering 
seductive comfort with lace, adding new 
fashion details to our well-known proven 
seductive comfort silhouette, and offering a 
three-piece lace bra with a focus on our 
attempt to gain a larger portion the large 
size cup market both in US and in Europe 
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markets.”
Later in the same call Chirico added, 

speaking about the company’s Calvin Klein, 
North American wholesale operations, 
“During the quarter, we saw continued 
momentum in our underwear business, as 
our women’s business continued to see 
tremendous growth and market share 
gains in the department store sector. We’ve 
seen market share grow in the bra business 
to the number five position overall in 
department stores and number one posi-
tion in the bralette category. We also have 
grown to the number two position in pant-
ies with strong momentum in the logo 
bottoms business. In men’s, we continue to 
hold the number one market share position 
in bottoms and the number two position in 
tops.”

He continued, “Our newest launch in 
bottoms in the US is the 3-pack micro, 
which is off to a strong start. Historically, 
we have not offered micro product in mul-
tipacks, but only in singles, and the con-
sumers reacted very positively to this. 
While the department stores continue to 
drive the lion’s share of our volume growth, 
penetration of our e-commerce and growth 
in these channels continues to outpace the 
brick-and-mortar trends.”

Chirico made an unusual reference to a 
store by name in the call: “Let’s start with 
the Macy’s 100-door closure. I think Macy’s 
spoke to it as a net impact of about $1 bil-
lion. I think it’ll be relatively immaterial to 
our top line as we move forward as that 
happens over a period of time. I think it 
may put a little bit of pressure on top line, 
but from a profitability point of view, these 
obviously weren’t Macy’s most profitable 
stores and they weren’t our most profitable 
margin stores. So I think the opportunity is 
to have a healthier presentation and health-
ier profitability in the brick-and-mortar 
side of the business.”

PVH’s reviewed its overall performance 
by brand in a release that was presented 
with the financial results. “Revenue in the 

Calvin Klein business for the quarter 
increased 12% to $726 million on a GAAP 
basis (increased 15% on a constant currency 
basis) compared to the prior year period. 
Calvin Klein North America revenue 
increased 11% to $398 million on a GAAP 
basis (increased 12% on a constant currency 
basis) compared to the prior year period pri-
marily driven by continued healthy perfor-
mance across the North America wholesale 

businesses. Revenue in the North America 
retail business grew modestly, as square 
footage expansion in company-operated 
stores was partially offset by a 4% compara-
ble store sales decline driven by continued 
weakness in traffic and consumer spending 
trends in Calvin Klein’s U.S. stores located 
in international tourist locations. Calvin 
Klein International revenue increased 13% to 

(Continued from page 10) 
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$328 million on a GAAP basis (increased 
17% on a constant currency basis) compared 
to the prior year period, including an 11% 
increase in comparable 
store sales. The robust per-
formance was driven by 
growth across Europe and 
Asia.”

“Earnings before interest 
and taxes on a GAAP basis 
for the quarter increased to 
$106 million, inclusive of a 
$15 million negative impact 
due to foreign currency 
exchange rates, compared 
to $81 million in the prior 
year period. The significant 
earnings increase was due 
principally to the revenue 
increase mentioned above 
and the favorable impact of 
a shift of advertising spend-
ing into the second half of 
2016 from the second quarter when com-
pared to the prior year period.”

The company saw similar second quarter 
trends at its other main brand. “Revenue in 
the Tommy Hilfiger business for the quar-
ter increased 6% to $860 million on a GAAP 
basis (increased 7% on a constant currency 
basis) compared to the prior year period. 
Tommy Hilfiger North America revenue 
increased 3% to $407 million on a GAAP 
basis (also increased 3% on a constant cur-
rency basis) compared to the prior year 
period, as growth in the wholesale business 
was partially offset by continued softness in 
the U.S. retail business. North America 
comparable store sales declined 7% com-
pared to the prior year period, driven by 
continued weakness in traffic and consumer 
spending trends in Tommy Hilfiger’s U.S. 
stores located in international tourist loca-
tions. Tommy Hilfiger International reve-
nue increased 10% to $453 million on a 
GAAP basis (increased 11% on a constant 
currency basis) compared to the prior year 
period, driven by continued strong growth 

in Europe, including an 8% increase in com-
parable store sales, and the company’s April 
2016 acquisition of the 55% interest in its 
joint venture for Tommy Hilfiger in China 
(“TH China”) that it did not already own.”

PVH reported that for the brand, 
“Earnings before interest and taxes on a 

GAAP basis for the quarter 
decreased $22 million to $76 
million compared to the prior 
year period principally due to 
costs incurred in connection 
with (i) the TH China acqui-
sition, primarily consisting of 
noncash valuation adjust-
ments and amortization of 
short-lived assets, and (ii) the 
licensing to G-III Apparel 
Group, Ltd. of the Tommy 
Hilfiger womenswear whole-
sale business in the U.S. and 
Canada.” — NM

The full transcript of the 
conference call can be found 
here: http://seekingalpha.
com/article/4002158-pvhs-
p v h - c e o - m a n n y - c h i r i c o -

q 2 - 2 0 1 6 - r e s u l t s - e a r n i n g s - c a l l -
transcript?page=1

vs: store sales drop 2%
Victoria’s Secret and Pink comparable store 
sales in North America fell by 2% in August. 
When the direct business is added in, the 
numbers were flat compared to last August.

According to chief investor relations offi-
cer Amie Preston at parent company L 
Brands, “Strength in the Pink business was 
offset by declines in the non go-forward 
categories of swim and apparel and in our 
beauty business. Comparable sales exclud-
ing the non go-forward categories were up 
2%”

She added, “The merchandise margin rate 
was down significantly to last year, primar-
ily due to a decline in beauty as we reposi-
tion this category and incremental promo-
tional activities designed to drive trial in key 
categories, including beauty, sport and 
bralettes.”

L Brands, which also includes Bath & 
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Body Works, La Senza and Henri Bendel, 
reported that combined sales rose 3% to 
“$852.9 million for the four weeks ended 
Aug. 27, 2016, an increase of 3 percent, com-
pared to net sales of $826.0 million for the 
four weeks ended Aug. 29, 2015. Comparable 
sales increased 2 percent for the four weeks 
ended Aug. 27, 2016.”

L Brands also “reported net sales of $6.356 
billion for the 30 weeks ended Aug. 27, 2016, 
an increase of 4 percent compared to net 
sales of $6.103 billion for the 30 weeks ended 
Aug. 29, 2015. Comparable sales increased 3 
percent for the 30 weeks ended Aug. 27, 
2016.”

Preston said that going forward, “The 
beginning of September will focus on 
bralettes and Pink yoga/athleisure. 
September mid-month, we will focus on our 
Dream Angels collection.”

She added that company-wide, “we expect 
September comps to be about flat.” — NM

rigby & peller: 2 stores close
Rigby & Peller has closed two more stores, 
one in The Galleria mall in Houston, Texas, 
the other in the South Coast Plaza mall in 
Costa Mesa, California, dropping to just 10 
locations in the U.S.

The chain, formerly known as Intimacy, 
and a division of Van de Velde, the Belgian 
public company, once had almost 20 stores 
here.

In announcing its interim financial results 
for the first half of the year, Van de Velde 
reported, referring to Rigby & Peller, a 
“decrease of retail turnover in the U.S. by 
17.7% on comparable basis, both in local cur-
rency as well as in Euro as the average 
exchange rate remained relatively stable. 
Due to the closure of loss-making stores, 
total retail turnover in the US declined by 
27.9%.”

Looking ahead at the rest of the year, the 
company stated, “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.” While the com-
pany did not announce the two store clo-
sures in its financial press release on August 
31st, an examination of its list of store loca-
tions revealed the changes. When BODY 
last reported on Rigby & Peller, in an article 
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on April 22 of this year, it had listed 12 
locations. Last September we reported 
there were 14.

Meanwhile, for Van de Velde as a 
whole, things were better. Sales “in the 
first half of 2016 rose by 0.5% (from € 
113.4m [about $127 million at current 
exchange rates] to € 113.9m). On a like-
for-like basis (including comparable 
seasonal deliveries) consolidated turn-
over was up 2.7%.” Profit for the first 
half declined to 21.2 million euros [about 
$27.3 million] from 22.0 million euros in 
the same period last year.

In addition to the U.S. retail opera-
tion, the firm owns the Marie Jo, 
PrimaDonna and Andres Sarda whole-
sale brands and operates chains of linge-
rie retail stores in Europe and around 
the globe

There were various components to the 

increase in sales including “growth of 
wholesale turnover of 5.9%. The growth 
continues both in lingerie as well as swim-

wear. Also pre-orders for the second half 
of the year are higher than the same peri-
od last year.” In addition the company 
reported “growth of retail turnover in 
Europe on comparable basis at constant 
exchange rates by 5.3%, especially driven 
by growth on comparable basis in the 
Netherlands (7.6%) and the UK (5.5%). 
Taking into account exchange rate differ-
ences, growth on comparable basis is 
1.2%. Total retail turnover in Europe 
declined by 4.1% due to closure of loss-
making stores and conversion of owned 
into franchised store.”

In predicting overall company prospects 
for the full year, Van de Velde noted, “In 
wholesale, pre-orders for autumn/winter 
2016 are higher than the previous year, 
however somewhat lower than the 
increase which was realized in the first 
half. Van de Velde expects a rise in whole-
sale over the whole year 2016. Forecasts 
for retail are more difficult to make and 

show a different view over different regions. 
Continental Europe, especially the 
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Netherlands, shows strong performance 
with growth on comparable basis. UK 
showed reasonably good growth on compa-
rable basis, but the exchange rate impact of 
the British pound turned this into a decline.” 
— NM

fashion forms videos
The launch of a series of instructional vid-
eos on how to use about 30 of its intimate 
apparel solutions products, as well as a bold 
new advertising program for the streets and 
subways of New York City, are some up the 
latest news items from Fashion Forms.

The company, a leader in the field, offers a 
wide range of products including adhesive 
bras, water bras and conventional bras, 
nipple covers, bra extenders, bodysuits, 
butt enhancing panties, push up pads, 
shoulder pads, bra strap accessories and 
breast tape. The new videos show custom-
ers the right way to put on and wear many 
of these items.

“Retailers expect our instructional films to 
be a tremendous help. They will be a great 
boost to sales because they fully explain our 
products,” said Ann Deal, the founder and 
owner of the company. Interviewed in Las 
Vegas at her booth at the Curvexpo show, 
she added the videos will be available in the 
fall and will be used in stores and a variety of 
online applications.

Deal revealed that one of the new adver-
tising promotions will involve a prominent 
display on a digital billboard as the ball 
drops as part of the New Year’s Eve cele-
bration in Times Square.

Other programs will include a “subway 
domination” in the Rockefeller Center area. 
This involves the company’s ads on many of 
the underground billboards of the station. 
This program will run through the fall and 
early winter. A similar subway program is 
scheduled for subway billboards in the 37th 
and Broadway area.

Last year the company ran ad programs 
inside the subway stations at Herald 
Square, the 59th Street station near 

Bloomingdale’s, and a sta-
tion near the meat packing 
district in lower 
Manhattan.

This summer BODY 
reported company was 
also advertising on 75 New 
York City buses in various 
shopping neighborhoods 
of Manhattan. All those 
ads featured the outside of 
buses covered with images 
of the company’s “backless, 
strapless” adhesive bra 
worn by a model.

At the end of our inter-
view Deal added a tease: 
“A revolutionary product is 
coming, with a great 
story,” she smiled. But the 
executive refused to provide details, other 
than to say it would be “shipping in late 
October.” — NM

big loss at wolford
Wolford AG reported a 
first quarter loss of 8.22 
million euros (about $9.22 
million at current 
exchange rates), com-
pared to a loss of 2.55 mil-
lion euros in the same 
period last year, as sales 
dropped 18% to 27.74 mil-
lion euros (about $31.1 
million).

In North America the 
sales decline was even 
worse, at 22%, and the 
company “decided to 
forgo a re-launch for the 
time being,” of the U.S. 
version of a “new store 
concept” it had announced 
earlier this summer for 
Beverly Hills. Conversely, 
in a letter introducing the 
latest results, company executives revealed 
“our new shop concept can first be experi-
enced in Berlin as of September 7, 2016, and 
will also be visible in Shanghai as of 
September 15.”

In the quarter, North 
American sales dropped to 
5.2 million euros, (about $5.8 
million), down from 6.7 mil-
lion euros (about $7.5 mil-
lion) for the three months 
ended July 31, 2015. 
Accelerated cost-cutting 
measures may have an addi-
tional impact on the compa-
ny’s North American opera-
tions which have not been 
profitable on an EBIT basis 
(earnings before interest and 
tax) for the last two full 
years.

The company, which oper-
ates 24 Wolford boutiques, 3 
factory outlets and seven 
“concession shop-in-shops” 

in North America, as well as selling to other 
retailers, said of the worldwide slide, 
“Negative events in important core markets 
(i.a. political uncertainty in the USA, fear of 
terrorism in France, Brexit) have led to 

weak consumption and 
declining customer traffic.”

The quarterly loss follows 
a big loss in the last full 
year. For its fiscal year, 
ended April 30, 2016, 
Wolford reported a loss of 
6.189 million euros (about 
$6.85 million) on world-
wide sales of 164.4 million 
euros (about $182 million).

The poor results in the 
most recent quarter could 
lead to another annual net 
loss. “The management 
board expects revenue for 
the entire 2016/17 financial 
year to stagnate or drop 
slightly below the prior-
year level, and possibly 
negative operating results 
in the lower single-digit 

million euro range.”
Wolfed argued, “The implementation of 

the program of measures designed to sus-
tainably increase revenue, enhance profit-
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ability and carry out a creative realignment 
of the company is proceeding on schedule.” 
It added that a “cost-cutting drive is being 
accelerated.”

The company currently claims on its web-
site that it sells its products “in about 70 
countries via more than 260 monobrand 
stores (own and partner-operated), approxi-
mately 3,000 trading partners and online.”

North America is a prominent segment of 
the company’s business, accounting for 19% 
of revenues in the last fiscal year. Asia and 
Oceania accounted for only 6% of sales, with 
Europe making up about 75%.

Yet, despite its significant presence in 
North America, the territory 
is actually not profitable for 
the company, and so might 
suffer disproportionately 
from any cost-cutting efforts. 
According to the 2015/2016 
annual report, although 
North American sales last 
year were 31.932 million 
euros (about $35.3 million) 
the company generated a 
loss before interest and taxes 
(EBIT) of 511,000 euros 
(about $566,000). In the 
2014/2015 year the company 
reported a loss before inter-
est and taxes of 723,000 
euros on sales of 28.551 mil-
lion euros in the region. 
Further, Wolford cut the average number of 
employees in North America last year to 97, 
down from 113 the year before. In the most 
recent quarter the company reported the 
number of North American employees aver-
aged 105.

The firm pointed to a worldwide weakness 
at its stores in the latest quarter. “In particu-
lar, Wolford’s high margin retail business 
reported a 9% drop in revenue in the first 
quarter of the 2016/17 financial year in com-
parison to the prior-year period.”

Looking ahead, the company said “The 

market environment will 
continue to be difficult in the 
foreseeable future.”

According to last year’s 
annual report, “legwear” 
makes up 53% of Wolford’s 
sales; ready-to-wear 29%; lin-
gerie 14%; accessories 3% 
and “trading goods” 1%. — 
NM

‘english rose’
Royce Lingerie has added a 
new post operative mastec-
tomy bra for autumn/winter 
2016, English Rose. It joins 
an extensive collection of 
post-op and other wire-free bras from the 
company.

The firm describes English Rose as “a gor-
geously feminine cream-
based floral bra, with mold-
ed foam cups and an optional 
modesty panel in delicate 
eyelash lace. Like most of the 
bras in Royce’s core lingerie 
range, English Rose has a 
cotton lining that can hold a 
breast form if required. With 
a new E cup option and 
starting at band size 32, 
E n g l i s h 
R o s e 
comes with 
m a t c h i n g 
mini brief 
and lace 
b a c k 
Brazilian.” 

Royce emphasizes that its 
bras are “loved by women 
for their superb fit, comfort 
and the natural outline that 
only a wire-free bra can 
give.”

Nicki Hall, a senior 
designer at Royce, added, 
“Women just want to shop 
for the clothes they love – 
whether or not they’ve had breast cancer 
surgery. When browsing our range, custom-
ers don’t need to stop and think which styles 

will work for work for them, 
because many of the Royce 
bras they’ve always loved will 
also work perfectly with a 
prosthesis or partial shaper.”

English Rose is available in 
sizes 32B-E; 34A-38E; 40B-
DD. Wholesale price is $35 
U.S., landed in the U.S.. 
The English Rose Cream 
Floral matching Brazilian 
and mini brief wholesale for 
$15.50, landed in the U.S..

In addition to English 
Rose, Royce offers addition-
al post-op bras. All contain 
“X-STATIC silver fiber,” 

which is proven to be anti-bacterial, anti-
odor, thermo-regulating and permanent, 
according to the firm. Design features 
include “No fittings on the back of the bra 
and seam-free front and sides to avoid irrita-
tion to incisions  and scarring” and “Magic 
straps with touch and close fastening for 
easy adjustment and more comfort on the 
shoulders.” The company notes “Straps can 
be unfastened to allow cups to drop down 
for easy access to surgery areas,” and empha-
sizes the bras are “front fastening with easy-
opening, cushioned poppers.”

Top selling post-op bras in the line include 
“Georgia, style 886P, in 
the skin color; Jasmine, 
style 423P, in the skin 
color and Maisie, style 
1091, in navy. Georgia is 
available in sizes 32B-DD 
and 34A-42DD. Georgia 
wholesales for $27 U.S. - 
landed in the U.S.. 

Maisie is available in 
sizes 34A-40DD and 
40B-DD and comes in 
blush, navy and mulberry. 
Blush is a new color. 
Maisie wholesales for $31 
U.S. - landed in the U.S.. 
A matching brief is 
offered, style 1150 in S, M 

and L. They wholesale for $11.25 U.S..
Jasmine comes in sizes 34A-40FF; 
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(Continued on page 17)

news

Compression and
Post-Surgical by Wear Ease®

www.wearease.com
866.251.0076

LIVE ELEGANT LOVE FOREVER
808-419-8715

www. evaeevae.com

Evae Evae
Luxury Lingerie Beverly Hills 



42B-42FF; and 44B - 44D. The bras whole-
sale for $23.25 U.S. - landed in the U.S..

Established in the UK in 1991, Royce 
Lingerie claims it is the “UK’s only dedicat-
ed wire-free bra specialist,” making only 
wire-free bras “for every woman to wear 
every day; for teens, for larger cup sizes; for 
women who have undergone surgery, and 
for pregnant women and nursing mothers.” 
The brand is sold in hundreds of shops in the 
UK and worldwide,” offered in a “huge 
choice of styles in an array of colors, prints 
and fabrics, in sizes from AAA cup right up 
to an L cup.” The brand has been sold in the 
U.S. for about ten years, but has been focus-
ing on this country “since 2010,” according to 
a spokesperson.

new ‘oksana padded’ bra
Fit Fully Yours has a new, bra, Oksana 
Padded, that features a three part padded 
cup with under-wire. The Canadian firm 
focuses on “exceptional fit and quality at a 
fair price,” offering a wide range of sizes from 
30A to 46J.

The Oksana Padded bra, style B3611, is 
available in sizes 30C cup-46J cup; 34K-44K 
and 34L to 40L. Retail price is $70, and it 
comes in a pearl / cafe color scheme. A 
matching brief, style U3613, is offered in sizes 
XS, S, M, L, XL, XXL, XXXL and is 
expected to retail for $24.

Co-owner Anna Gladysz explained the bra 
“is balconette cup with full coverage. Very 
supportive and comfortable.” She added, the 
“fabric is soft and feels delicate against your 
skin.” The bra is “engineered to support a 
heavy breast while providing ultimate com-
fort.” Details including padded, wider straps, 
“50% adjustable at the back.” There is also a 
double layered band, triple/quadruple hooks 
at the back in all sizes and a “nice plush clos-
ing that does not rub into your skin.”

parfait’s new marketing
Parfait, the sister brand to Affinitas, has 
launched a number of interesting marketing 

campaigns recently, all focused on the 
theme: #morepowHERful. The latest 
release had extensive impact.

“On Friday, August 26th, in honor of 
Women’s Equality Day,” according to the 
company, it unveiled “an original #more-
powHERful short film via its social media 
channels which has quickly hit home with 
viewers. Within its first few days alone, the 
viral sensation has already received 100,000+ 
views and 1000+ shares with its powerful 
message. The film can be viewed on Parfait’s 
Facebook page (@ParfaitLingerie) here: 
https://www.facebook.com/ParfaitLingerie/

“Parfait is campaigning to remind women 
everywhere that “You are more powerful 
than you think,”” the company continued. It 
created the campaign by “randomly selecting 

seven women out of hundreds, of all ages, 
ethnicities, body shapes and sizes. The par-
ticipants were asked to choose photos of 
women who they consider powerful. Each 
woman was shown 20 images and of the 20, 
one image was of one of the seven women in 
the group. These images showcased women 
in just about every role: teacher, fitness 
instructor, firefighter, mother, wife, politi-
cian, college student, scientist, sky diver and 
more. There was one key twist: Each partici-
pant was unaware that her own photo was 
included among the 20 images presented to 
the other participants, so there was a 1 in 20 
chance that an image of one of the seven 
women would be selected by her peers. 
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Unsurprisingly, we see that all seven photos 
of the women in the group ended up being 
selected - proving that each woman is pow-
erful in her own unique way. 
The most compelling mes-
sages, however, are found 
throughout the film, when 
the seven women share their 
emotional stories of courage, 
hope, and wisdom. The film 
has truly moved viewers to an 
emotional and positive 
response by embracing the 
strength, beauty, and power 
of women everywhere.

As one of the participants beautifully said:  
“Rejoice in your uniqueness, don’t let people 
intimidate you because you’re different or you 
don’t run with the crowd.” - Holgie Forrester 

A series of blogger and event partnerships 
have also been held by Parfait, “includ-
ing giveaways hosted by Kristie of 
Blushing Basics, Lynzy of Sparkling 
Footsteps and Lauren McBride on her 
eponymous blog. Event partnerships 
include Create + Cultivate, a creative 
conference, and online platform for 
female entrepreneurs in the digital 
space and Simply Stylist’s March fash-
ion + beauty conference in Los 
Angeles.”

Parfait has also “tapped select retail-
ers to participate as well, hosting in-
store contests and sweepstakes 
designed to engage the shopper with 
the #morepowHERful theme. 
Messaging has been further executed 
by a series of aligning comic-strip style 
graphics, available through Parfait’s 
social media channels and housed 
alongside campaign activities on www.
morepowherful.com and www.parfaitlinge-
rie.com.”

exquisite form in puerto rico
BL Intimates has been successfully expand-
ing its Exquisite Form business in Puerto 
Rico in recent years, and now hopes to be 

able to soon double its sales on the island.
The latest effort comes as Exquisite Form 

continues to be found in ever more stores 
across the rest of the U.S.

Sarah Goldenblatt, BL account manager, 
explained that “Exquisite Form FULLY 
has been selling in Puerto Rico for over 16 

years,” adding, “Currently, we are in 30 
stores throughout Puerto Rico including 
Sears stores, Kress stores and a variety of 
independent retailers. We expect to add 
more stores in the near future. Our latest 

expansion effort is the introduction of our 
new Exquisite Form shaper program to 
Puerto Rico. They are now available at 
Kress stores.”

“Our goal in the coming year is to double 
our current account base of retailers and 
continue to build brand awareness.”

“In support of our newest Puerto Rican 

launch in Kress doors, we have decided to 
embark on an outdoor marketing initiative. 
We are running several outdoor billboards in 
high traffic areas throughout the back to 
school period. The billboards are calling out 
Kress and Sears doors…and letting all of 
Puerto Rico know that Exquisite Form is 

back and is here to stay! We 
plan to run these periodically 
over the coming few months. 
It’s been an exciting reaction so 
far and has proven to be effec-
tive in driving customers into 
the stores. The retailers appre-
ciate it too.”

Goldenblatt explained, “As 
we are in fact part of the Fruit 
of the Loom (Vanity Fair 
brands) family, we have cho-

sen to re-launch the brand with Juan Carlos 
Rodriguez agency, which has represented 
the VFB intimates portfolio (Vanity Fair, 
Lily of France, Vassarette, Curvation, 
BestForm) in Puerto Rico for many, many 
years. It has proven to be a great choice and 
we are very excited for the future of 
Exquisite Form in Puerto Rico.”

costume spending rises
Consumers plan to spend $3.1 billion on 
Halloween costumes this year according to 
the National Retail Federation’s annual 
survey conducted by Prosper Insights & 
Analytics.

The average spend per person among 
Halloween costume shoppers is expected 
to rise to $31.03, the highest ever, and more 
than 171 million Americans are planning to 
“partake in Halloween festivities this year.”

Total spending for the holiday, which 
includes purchases of candy and decora-
tions, “is expected to reach $8.4 billion, an 
all-time high in the survey’s 11-year history.” 
67% of Halloween shoppers say they are 
going to buy costumes.

Among adults 35 and older, the favored 
costumes, in descending order, are witch, 
pirate, politician, vampire, Batman charac-
ter and animal character. For those 18 to 34, 
the favored costumes are Batman character, 
witch, animal, Marvel superhero, vampire 
and video game character.
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Seeking Investors/Partners
These Are A Few Of The Business

Opportunities Currently Available: 

 · Maker Of Patented, Breakthrough Bra Design Seeks
 Investor, Partner Or Licensing Deal

 
 · Small Online Intimate Apparel Retailer Seeks Buyer

 
 ·  Established Intimate Apparel Company Seeks Buyer

 fmmg.com
Contact Nick Monjo in confidence.

718-676-4444  ·  Nick@fmmg.com / Nick.Monjo@gmail.com
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event report
international lingerie show 2016
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Despite the predictions by some that the September In-
ternational Lingerie Show (September 12-14) would 
disappear, such was not the case. This last edition for the 
Rio Hotel in Las Vegas (next April’s show will be at the 
Westgate), while maybe not the busiest fall ILS, was cer-
tainly not the slowest.
     The event was hit by the refusal by some companies, 
who had previously taken some of the larger spaces on the 

show’s main aisle, to exhibit. As a result, for this show, all 
booths were located in the Pavilion exhibition hall, while 
the smaller Miranda room was used for seminars.
     Over the next seven pages we present photos of buy-
ers shopping the assembled wholesale booths. Stores that 
were represented included Bratopia, Lingerie Super-
store, Overstock.com, Sazzy’s, Deja Vu, Adam & Eve, 
Patricia’s, Castle Megastore, Spencer Gifts, Romantix, 

Love Stuff, Karnation, Lace.com, Teaz N Pleaz, 
Cindies, Wicked Chamber and many more.
     Interestingly, we spoke with several buyers who said 
they were making a point, this season, of going out of their 
way to support those brands who were at the show as op-
posed to those who chose not to exhibit.
     The next International Lingerie Show will be April 
3-5 and is expected to be a busy event.
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Kari Peters of Adam & Eve, Sarah Konkel of Oh la la Cheri
 and Chelsea Sands of Adam & Eve.

David Briones of Music Legs, Heidy Zamalloa of Unique 4 You, Joseph Tok of Music Legs, Janet 
Tobelem of Unique 4 You and John Sagum of Music Legs.

Lindsey Edmonds of Daisy Corsets and 
MaryKay Beacom of Oregon Entertainment.

Brittany Steward and Heather 
Rubio of Fashion Forms.

Ana Janikyan of Karo Shoes, Brian Dettle of Intimate Desires, Sandsee Valente of Intimate 
Desires, Rodrigo Cano of Julie France/Euroskins and the Julie France model.

Carlos Duran of Candyland Boutique, Amy Tsai of Leg Avenue, Yessica 
Jordan and Thomas Rogers of Candyland Boutique.

Tina Rojas and Debbie Ahern of Lingerie Superstore, Nicolas Attard of 
Oh la la Cheri and Kari Evans of Lingerie Superstore.

Betty Wells of Escante/Honeydew with Melissa Kurbis
 and Meghan Olsen of Deja Vu.

Donna O’ffill of Sazzy’s, Mark Reynolds of Daisy 
Corsets and Staci O’ffill of Sazzy’s.

Colette Manon of Bratopia and John 
Sagum of Music Legs.
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Kara McGee of TAF Distribution, Joan Perry of Music Legs 
and Kraig McGee of of TAF Distribution.

Ricardo Esquivel of Sensuality, Tristan Renard of Oh la la Cheri, 
Paola Pulido and Humberto Medina of Sensuality.

Barbara Tellstrom of Teaz N Pleaz, Marc Rosen of Rene Rofe 
and Donna Castillo of Teaz N Pleaz.
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Daniel Freedman and Erin 
Sue of Lace.com.

Lily Li of J Templeton, Helen Myer and Joann 
Fitzgerald of Mi Dream Angels.

Kevin Cooney of Plesur/Love Zone, Ken and Debra Budde of 
NW Galaxy.

Lindsey Edmonds of Daisy Corsets, Lauren Savage and Tristan 
Michael-Savage of New England Party Supplies.

Jeff Baker of Magic Silk and Mona 
Werbock of Warrior Fashions.

Melissa Kent of Cindies, Mark Reynolds of Daisy Corsets, Daisy 
Corsets model and Jennifer Seareino of Cindies.

Ruth Whitter of Graceful Facials, Imelda Guerra of Ana’s Creations, 
Donna Alexander and Rubi Thomas of 4 Inch Pink Heels.

Bill and Michelle Meyer, Rachel Hazelbush and Teresa Weaver of Karnation.

Melissa Kogut of Discreet Pleasures and 
Keith Lurie of Oh la la Cheri.

Joseph Principe of Dancer Store on Wheels and 
Hazel Kragulac of Music Legs.
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Bright Ryan of Wicked Chamber and 
Ted Vayos of Body Magazine.

Greg Gant of Cindies, Stacey Singleton of Rockstar Wigs, Melissa Kent of Cindies, Jennifer Seareino of 
Cindies with John Reger of Rockstar Wigs.

Casey Lozano, Pamela Mendenhall and Blake Cody of Patricia’s.

Debra Philips of the G Boutique with 
Sara Konkel of Oh la la Cheri.

Edgar Valencia of Fantasias, Keith Lurie of Oh la la 
Cheri and Alejandra Preciado of Fantasias.

Hazel Kragulac of Music Legs and Deanna Klerks
 of Hanky Panky A Btq For Lovers.

Karo Janikyan of Karo’s Shoes, Melissa Tessier and Sylvain 
Fortin of Boutique Erotique Au 7eme Ciel.

Steve Chernoff of Rago and Stewart 
Kawamura of Dynashape.

In the Music Legs booth, Maria Bautista and 
Susy Rangel of Viva Fantasy Peru.

Joseph Tok of Music Legs, Ariel Lawrence of Love Shack 
Boutique and David Briones of Music Legs.

Carl Werbock, Mona Werbock, Lindsay Slusser and 
Alix Thompson of Warrior Fashions.

Tony Villarreal and Barbara Franks of Castle Megastore 
with Sarah Konkel of Oh la la Cheri.

Chelsea Lucas of Spice2Nite, Neal Fersht of Shirley of Hollywood, 
Carolyn Kline of Spice2Nite and Ken Gabler of Spice2Nite.

Lori and Jeff Baker 
of Magic Silk.
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MaryKay Beacom of Oregon Entertainment 
and Tristan Renard of Oh la la Cheri.

Amy Gonzalez of Love Shack and 
Joseph Tok of Music Legs.

Lindsey Edmonds of Daisy Corsets with Kari Peters 
and Chelsea Sands of Adam & Eve.
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Freddy Arce of Andrew Christian, Coyote Amrich of Good Vibrations, Chris Sapienza of Andrew Christian, 
Mimi Desmond of Camouflage and Christopher Yoo of Andrew Christian.

Heidi Alexander of PeekaBootiques, Joey Nakash of Main 
Street and Jennifer Giacomelli of PeekaBootiques.

Sam Tsur of Amore with Mark Reynolds of Daisy Corsets.

Catherine Jackson and Andrea Brown of Hush.

Christine Bryant of Personal Preference, Fred Wells of Escante/Honeydew, Vince 
Cherryholmes and Jeffrey Roberts of Personal Preference.

Joe Binno and Evie Savage of The Vu. Victoria Vu, Skye Nelson, John Wiltgen and the Starline model. Grace Bae of Love Lingerie with 
Norma Valerd of Leg Avenue.

Abigail Midden of Spanky’s, Nubra model 
and Daren Peng of Nubra.

Sara Konkel of Oh la la Cheri and 
Patrik Jagos of Groove.

Gary Page of Skyscraper Heels and David 
Briones of Music Legs.
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Lavida Cottoy of L&D Impressions Fashion with 
Keith Lurie of Oh la la Cheri.

William Hooks and Fabi Gomes of Crazy Horse 3 
with Sara Konkel of Oh la la Cheri.

Sharon Schmith of Aussie Cossie, Robert Matter and Sharon Dallas of Naughty 
but Nice Lingerie, Wayne Schmith of Aussie Cossie.

Bobbie Shishido of Fascinations, Andy Green of 
Xgen and Keri Birchby of Fascinations.

Tanner Bloom of Neva Nude and Laura 
Fitzpatrick of Oh Baby Lingerie.

Sara Sara Acevedo and Kismet 
Pfeiffer of Private Lives.

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

Helle Panzieri of Baci Lingerie with 
Melissa Kurbis of Deja Vu.

Tammy Batson and Jill Williams of The Look 
with Lindsey Edmonds of Daisy Corsets.

Sharon Schmith of Aussie Cossie, Tammy Borde of Chocolate 
Walrus and Wayne Schmith of Aussie Cossie.

Lena Chistyakova of PCS Com and Rozita Yazditabar of Felina.

Jessica Russell and Erin Losiersky Laced Up Corsets.Amanda Thompson and David De Jesus 
of Delightfully Vixen.

Daisy Corsets model with Sloan Baia of Spencer Gifts.

Andrea Murrell of The Bra Bawse and Eric 
Schlobohm of Shirley of Hollywood.
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Manuel DeCampo and Candice 
Lucie of Leg Avenue.

Mercedes Hodges and Teri Ketchens of Terilyn K Bridal 
with Andrea Murrell of The Bra Bawse.

Mary Ann and Bob Ostendorf of 
Lavendar ’n’ Lace.
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Josh Porter and Amber DeBraak of Romantix.

Daisy Corsets model with Steve Tour
 of Beverly Hills Hosiery.

Merilyn and Jessi King of Lover’s Lane.

Victor McGregor and Madison Areliano of Golyta.

Michelle Melcher of Pleasure Zone and 
Punkaj Gupta of Western Fashion.

Angela Alexander and Richard 
Chandler of After Dark Apparel.

Vinh Luong of Seven ’til Midnight, Baruch 
Gittelman of Kadima and Robyn Diamond.

Gail Fisher of The Bazaar, Ted Vayos of Body Magazine
 and Gay Sullivan of The Bazaar.

Jeanne Ryan and Sol Terry Hartman of Wicked Chamber.

Samantha Phelps and Lisa Borba
 of Fanny Wrappers.

Rodrigo Cano of Julie France/Euroskins 
with his model.

Krystal Wadusky and Ozzie 
Jackson of Stiletto Touch.

Sara Konkel of Oh la la Cheri and Keri 
Price of The Love Store.

Patrick Ding of Adiva Intimates and 
Tony Lam of iCollection.



27OCTOBER 2016  •  BODYDAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Coyote Amrich of Good Vibrations and Rozita 
Yazditabar of Felina.

Eric Schlobohm of Shirley of Hollywood 
and Donna O’ffill of Sazzy’s.

Josh Porter and Amber DeBraak of Romantix with 
Nicolas Attard of Oh la la Cheri.

Heather Rubio of Fashion Forms and 
Fresca Black at Love Stuff.

Joey Nakash of Main Street with Mark 
Franks of Castle Megastore.

Kirk and Roy Schlobohm of Shirley of Hollywood.

Bright Ryan of Wicked Chamber and 
David Briones of Music Legs.

Elena Gaudiano of Overstock.com, Tristan Renard of Oh la la 
Cheri and Stacey Barton of Overstock.com

Maria of Chocolate Walrus and Manuel 
DeCampo of Leg Avenue.

Liebin Chen of Pufa Int’l Inc.

Vinh Luong of Seven ’til Midnight 
and Eric Ehrens.

Juan Pablo Cabrera of Boa Novelty Feather and 
Peter Martinez of Spectrade.

Letty Cezares of Leg Avenue and 
Steve Tour of Beverly Hills Hosiery.

Steve Carpenter of Minor 
Creations.

Tanner Lyon of Neva Nude, Jossef Benzakan of Deja Vu and 
Emma Louise of Neva Nude.

Theresa and Roy Dayton of Divine 
Online Pleasures.

Jeff and Lisa Yox of Hushhh with Nicolas 
Attard of Oh la la Cheri.



Ted Vayos, BODY: How did 
you get involved in retail?  
Describe the location and 
store.

Rod Reinbold, Surf Culture 
Clothing:  We started in the 
industry 1995, when I say 
we I mean myself and my 
wife, partner in business, 
CFO Lori Mauro. We were 
at a crossroad in our lives as 
both of our daughters were 
starting their schooling and 
it was time for Lori and I 
to do something productive 
for the family. We actually 
had very little if any retail 
experience but I had sales 
experience throughout my 
life and saw an opportunity 
we couldn’t pass up. Kelow-
na’s number one industry 
is tourism because of its 
location, temperature and 
it’s lake, Lake Okanagan. 
This is where it all started, 
our first location, celebrat-
ing 20 years this year 2015. 
It is the best location in the 

city and probably in the 
entire interior of the prov-
ince for tourism. Location 
location location all we had 
to do was create an entity 
that could serve the tour-
ist’s needs and wants. Well, 
hot temperatures, beautiful 
beaches and a lake right 
across the street, it was a 
no brainer, bikinis, board 
shorts, flip flops, sunnies, 
tees, and tanks.....Through 
out the years we had our 
moments, we wholesaled 
brands, designed and pro-
duced our own line, experi-
mented in different fields in 
the industry, until we nailed 
it! We found out what we 
were best at decided to take 
it on the road. So about 3 
years ago we opened up in 
Palm Springs California 
in another great location 
for tourism and that’s what 
we do best, Retail Tour-
ism. With 20 years under 
our belts we now know the 
categories people are look-

ing for while on vacation in 
hot climates. We add some 
recognizable brand names, 
new comers, unique pieces, 
our private label and a Kool 
factor.

Ted: What makes your 
store special?

Rod:  There are several 
aspects that set us apart 
from other similar retail-
ers and larger department 
stores. First, our customer 
service is second to none, 
our floor plan makes your 
experience productive and 
pleasurable without being 
overwhelming. The light-
ing gives the spaces char-
acter that works with the 
merchandising to enhance 
the feel that you are some-
where different than all the 
chains out there. We add 
popular music that creates 
a relaxed feel in the room, 
then throw in our forward 
mix of brands, prices that 
cover several price points, 
great locations, all a recipe 
for success.

Ted: What do you look for 
in an swimwear brand?

Rod: We are in Retail Tour-
ism and it’s important for 
us to carry several brands 
in certain categories that 
are recognizable to the 
consumer. For example in 
the ladies swimwear we 
carry popular brands such 
as Bodyglove (a staple in 
our separates program) L 
Space, Volcom, O’Neill, B 
Swim, and Skye. Then we 
will throw in more unique 

brands such as  Vitamin A, 
Luli Fama, Amuse Soci-
ety, Indah, and Maaji just 
to name a few. We have to 
say the buying process is a 
monumental arduous task 
that we take pride in find-
ing the consumer what they 
want. In this particular cat-
egory whether it be more 
or less coverage, support or 
less support, big or small, 
colour, patterns, one or two 
pieces we cover mostly all. 
On the mens side we buy 
lines that are known as well 
and it’s all in the name, Surf 
Culture Clothing, lines like 
O’Neill, Rusty, Lost, Reef, 
Body Glove all well known. 
We then add in Impe-
rial Motion, Catch Surf, 
Stussy, LRG, Blvd Supply, 
Superdry, Brooklyn Cloth, 
Astronomy, Vissla and al-
ways looking for fresh new 
brands. Most of the brands 
we find are at trade shows 
we hit up in Vegas or Long 
Beach California. Our fa-
vourite however is that 
door knockin road war-
rior, who visits us in Palm 
Springs dragging their 
samples along for the ride. 
There really isn’t one brand 
that has disappointed out 
right however they all have 
their moments. What I 
mean by that is some sea-
sons are not as strong as the 
last but it’s like anything 
or anyone we’re not always 
on our game. We are also 
working on our own private 
label and a new invention 
in the swim category that 
went under the radar for all 
this time, so stay tuned.

retail profile: surf culture clothing
Q&A with Rod Reinbold, President & CEO
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Ted: Describe popular 
styles or trends in your area.

Rod: Ladies swim is experi-
encing some super trending 
turns with unique fabrics 
and patterns. Macrame and 
crochet seem to be the lat-
est test to the market led by 
the hipster movement here 
in Southern California. 
There is a huge Columbian 
influence right now and one 
of the brands is breaking all 
the rules and winning the 
game, Maaji. They combine 
patterns, colors and prints 
all in one top and a bottom, 
make it reversible, giving 
you four options with one 
suit. The prints and patterns 
are unique, brilliant and 
colorful. 
Many of the brands today 
like Vissla, a newer men’s 
surf brand that utilizes 
products made from re-
claimed materials which 
helps preserve the envi-
ronment. This is becoming 
more and more prevalent 
in the surf community as 
countries continue to pol-
lute our waters. Upcycle  is 
the process that converts 

waste into want, plastic 
bottles are used to make 
polyester and spandex with 
4 way stretch and water re-
pel. Coconut husks that are 
normally discarded to rot in 
our landfills are turned into 
an activated carbon fabric? 
The fabric will flex, twist 
and contort. Breathable 
as well as they repel water. 
They also trap orders so no 
more smell in your shorts, 
durability and fast drying, 
all the properties needed 
in a boardshort. Remember 
this brand, Vissla and pick 
up yours at Surf Culture 
Clothing.

Ted: Describe your price 
points and size ranges.

Rod: Our price points are 
perfectly mid range that 
makes it affordable to any-
one on vacation. It’s very 
important to us to have 
what we call “ something 
for every-body” whether 
it’s a tee, tank, bikini, short, 
sunglasses, dresses, hats, 
bags or flip flops we have 
something for every-Body! 
Our men shorts start as 

small as a 28 and go to a 46 
in most cases. Ladies sizes 
from XS-XL also in many 
of our categories as well 
as even a ladies size 11 in 
footwear when available to 
us.

Ted: What is your typical or 
average customer size.   

Rod: Average sizes really 
haven’t changed for us over 
the last 20 years though it is 
different between countries 
slightly. Ladies in one coun-
try will buy more smalls 
and more mediums in the 
next country but a medium 
for women is our number 
one size across the board. 
As far as men go, Large is 
the overall winner as well as 
size 32 and 34 waist sizes 
and has not changed.

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

Rod: A female customer 
can spend anywhere from 
$75 to $150 on a bikini and 
a male on the other hand 
can walk out with a pair 
of boardies for $25 to $75 
just to give you an example. 
However, we have every-
thing to compliment these 
items, so unless they are 
their specifically for those 
items, they will probably 
walk out with more items 
and usually do. Our cus-
tomer service partners are 
trained to make sure the 
customer is fully satisfied 
top to bottom.

Ted: Describe your custom-
er base.

Rod: We seriously divide 
our budgets between male 
and female 50/50 and we 
have no age barrier, a small 

child may get an old skool 
fanny pack or a towel, hat 
and a pair of sunglasses. We 
don’t carry specific clothing 
or swim for children but 
they can still make a pur-
chase from other categories 
we offer. Even if they don’t 
buy anything they always 
leave with free stickers. Our 
target market is the vaca-
tioner that loves their brand 
names and are also willing 
to try something new and 
fresh. We definitely do not 
buy like the larger chains, 
we do support the smaller 
brands and their unique-
ness they bring to the mar-
ketplace.

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

Rod: The past year has been 
quite amazing for us in our 
Palm Springs location. The 
growth in the community 
has been fantastic, with all 
the new construction, of not 
only single family homes 
but the new Hotel devel-
opments. I believe they are 
working on 5 new Hotels 
in the downtown Palm 
Springs area alone! It’s like 
a city makeover and it’s 
driving traffic out here from 
the coastal cities because of 
the huge buzz it’s receiving. 
Palm Springs is a City to be 
discovered, young and old 
alike are coming, not only 
from the coast but from all 
around the world. That’s 
good because we have cus-
tomer service partners that 
speak several different lan-
guages and that certainly 
works in our favour.  I say, 
“keep em comin” and a big 
hats off to the City of Palm 
Springs for all their positive 
efforts to bring such a kool 
vibe back to the city.
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2016
aug. 31- sept. 3
  CPM Body & Beach

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

sept. 4-6
   London Edge

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

sept. 8-10
   Surf Expo Show

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

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

sept. 11- 13
The Harrogate Bridal 
Harrogate Intl. Centre 
North Yorkshire, UK
01423 500500
theharrogatebridalshow.
co.uk

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

spectrade.com

sept. 12- 14
Trendz West
Bradenton Area 
Convention Center
One Haben Boulevard
Palmetto, FL
(305) 718-4320
trendzshow.com

sept. 12-15
Texworld
Parc des Expositions 
Paris Le Bourget
 +33 (0)1 55 26 89 89
texworld.
fr.messefrankfurt.com

sept. 13-15
Premiere Vision Paris
Parc des Expositions 
Paris, France
+33 (0)1 70 38 70 00
premierevision.com

sept. 17-19
Capsule 
Pier 94
New York, NY
(212) 206-8310
capsuleshow.com

sept. 18-20
  Coterie 

Javits Center
Piers 92/94
New York, NY
NY (212)-600-3000
CA (310)-445-4200
enkshows.com

sept. 18-20
  SOURCING 

Javits Center
Piers 92/94
New York, NY

NY (212)-600-3000
CA (310)-445-4200
enkshows.com

sept. 18-20
  Fame

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

sept. 18-20
  Moda

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

sept. 18-20
  Accessories the Show

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

sept. 18-20
  Stitch

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

sept. 22
  Interfiliere New York 

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

sept. 21-23
  Vow

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

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

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

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

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

oct. 17-18
Capsule 
California Market Center
Los Angeles, CA
(212) 206-8310
capsuleshow.com

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

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

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

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

oct. 29-31
Trendz
Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

oct. 31-nov. 4
Intimate Apparel 
Market Week

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

dec. 5-8
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

event & show dates 2016
calendar
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2017
jan. 7-9

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

jan. 8-10
  Accessorie Circuit

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

jan. 8-10
  Intermezzo Collections

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

jan. 8-10
  Fame

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

jan. 8-10
  Moda

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

jan. 10-17
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. 13-14
Active Collective West
Hyatt Regency
Huntington Beach, CA
activewearcollective.com

jan. 14-17
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

jan. 16-19
HKTDC Hong Kong 
Fashion Week 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 17-18
Premiere Vision
Pier 94, New York, N.Y.  
646-351-1942
premierevision.com

jan. 21-23
Interfiliere & Salon 
International de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. 22-24
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

jan. 23-25
Project NYC
Pier 94 
New York, NY
(877) 554-4834

magiconline.com

jan. 23-25
Mrket VG
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

jan. 23-25
Project
Javits Center
New York, NY 
(212) 686-4412 
mrketshow.com

jan 23-25
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

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

jan. 26-27
Active Collective East
Metropolitan Pavilion
New York, NY
activewearcollective.com

jan. 26-28
   Surf Expo Show

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

jan. 27-29
MMC Dessous 
Paradies 
Schkeuditz, Germany

mmc-dessousparadies.de

jan. 29-31
FMNC Show
San Meteo, CA
(415) 328-1221 
fashionmarketnorcal.com

jan. 29-30
LingeriePro 
Antwerp, Belgium
lingeriepro.be

jan. 30 - feb. 5
Intimate Apparel 
Market Week

feb. 5-9
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. 11-13
Dessous Wallau
Wallau, Germany
dessous.muveo.de

feb. 18-20
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

feb. 19-21
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 21-23
Mrket VG
Mandalay Bay 
Convention Center
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

feb. 21-23
  Accessories the Show

Sands Expo/Palazzo
Las Vegas, NV
(212)-686-4412
Accessoriestheshow.
com

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

feb. 19-21
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 20-23
WWIN 
The Rio Hotel 
Las Vegas, NV
(702)-682-3475
wwinshow.com

feb. 21-23
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

feb. 21-23
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 21-23
Platform
Las Vegas 

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.

31DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US OCTOBER 2016  •  BODY



Ted Vayos, BODY: De-
scribe the location of 
your store.

Stella Pokrashevsky, 
Dor-Ne Corset Shop-
pe:  Dor-Ne Corset 
Shoppe is located in 
heart of downtown Sil-
ver Spring, Maryland.  
Our store has actually 
been open since 1932. 
It has a long legacy of 
being a quality lingerie 
shop in the Washington 
Metropolitan area.  We 
decided to move from 
our original location 
in Washington, DC to 
Silver Spring about 16 
years ago. We picked 
our current location 
based on the fact that 
it was, and still is an up 
and coming area where 
there is a variety of 
shopping; however they 
were missing a key mar-

ket in lingerie which is 
where we came in.  It 
has proven to have been 
an excellent move on 
our part.

Ted: What makes your 
store special?

Stella:  We carry a wide 
selection of sizes from 
small to full figure.  Our 
store is known for its 
custom fit and altera-
tions.  We work one on 
one with our customers 
to give everyone who 
comes in a personal and 
specialized fit.  We also 
work with women who 
may need prostheses 
and mastectomy bras 
and products.

Ted: What do you look 
for in an intimate ap-
parel brand?

Stella: What we look 
for in intimate ap-
parel is how the bra is 
structured. Does it give 
adequate support and 
lift? What quality is 
the fabric that is being 
used in the construc-
tion of the bra?  Some 
of the main brands that 
we use are Goddess, 
Dominique, Squeem, 
Elila, Venus, and Rago.  
The best minimizer on 
the market right now 
absolutely has to be 
from Edith Lance. This 
bra will make you look 
at least 3 times smaller 
than you actually are.   
It you want a great 
sports bra then look no 
further than the line 
that Panache has. We 
buy our merchandise 
directly from the ven-
dor and I have to say 
we have yet to be dis-
appointed. In addition 
to bras and shapewear, 
we also carry shoulder 
cushions, nipple covers, 

and lingerie wash.

Ted: Describe popular 
styles or trends in your 
area.

Stella: A popular style 
that a lot of customers 
look for is a smooth bra 
to give a nice rounded 
look underneath cloth-
ing. Also we have cus-
tomers that are in the 
larger cup sizes that are 
looking for a great full 
coverage bra.  Our most 
popular items right 
now are our bridal cor-
sets and strapless bras.

Ted: Describe your 
price points and size 
ranges.

Stella: Our prices begin 
at $60 and up. We carry 
a size range of 30C to 
50N.

Ted: What is your typi-
cal or average customer 
size.   

retail profile: dor-ne corset shoppe
Q&A with Stella Pokrashevsky, shop manager
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Stella: We really do not 
have an average size. 
We get customers from 
all size ranges consis-
tently.   Our main cus-
tomers are women who 
are not able to find their 
size in a regular store.

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

Stella: Our average cus-
tomer probably spends 

about $100-$200 per 
visit.

Ted: Describe your cus-
tomer base.

Stella: Our customer 
base is very well round-
ed. I have to say we have 
both male and female 
customers of all ages, 
basically anyone who 
wants to look and feel 
good about themselves 
is our customer.

Ted: What has impact-
ed your business the 
most over the past year?

Stella: What has im-
pacted our business 
most over the last year 
is that we have con-
sistently improved our 
customer service by 
working individually 
with each customer to 
give them exactly what 
they want and need.  
We do our best to ac-
commodate each and 
every customer and 
supply them with what 
they need and make al-
terations on the spot if 
necessary. We do not 
advertise our business 
so word of mouth is so 
important to us. We 
strive to maintain an 
excellent reputation and 
work ethic to maintain 
customers we have and 
also to encourage cus-
tomers who may have 
not been here before to 
give us a try. Our pas-
sion for helping indi-
viduals to look and feel 
their best is the driv-

ing force behind our 
business. Our goal is 
to make each customer 
feel better about them-
selves when they leave 
the store.

Ted: What changes 
have been made to draw 
attention to the store 
and improve sales?

Stella: We recently have 
made some exciting 
changes to draw atten-
tion to our business. 
We now are active on 
social media. We have 
recently updated our 
Facebook page, and we 
are now working to im-
prove our web site. We 
have started and email 
and text messaging pro-
gram to spread the word 
about our products and 
any upcoming events or 
sales we may be having. 
We are always look-
ing to the future to see 
what improvements can 
be made to improve 
our business and keep 
it continuing to be suc-
cessful.
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Q2 sales drop 2.4% at delta
Second quarter sales at Delta Galil fell 2.4%, 
while profits dropped by 16.1%.

For the three months ended June 30, 2016 the 
company reported net income of $7.811 mil-
lion on sales of $249.531 million compared to 
a profit of $9.312 million on sales of $255.537 
million during the same period last year.

“While we experienced a challenging U.S. 
retail environment this quarter,” declared 
Isaac Dabah, CEO, “this was 
partially offset by improve-
ments in all of our other busi-
ness segments and regions, 
reflecting the strength of our 
diversified business model. 
Looking ahead, we are continu-
ing to build our branded busi-
ness and global footprint by 
implementing the new acquisi-
tion, which we anticipate will 
be consummated during the 
third quarter. Importantly, we 
have a strong balance sheet to 
support our long-term growth, 
and we are continuing with our 
investments aimed at attaining 
double digit EBIT growth in 
2017 and 2018.”

Dabah continued, “As part of 
our growth strategy, we 
announced during the quarter 
the acquisition of contempo-
rary premium brands, including 
the businesses and brands of 7 
For All Mankind, Splendid and 
Ella Moss from VF Corporation 
[see separate article and analy-
sis in BODY]. We are now working to maxi-
mize the benefits these brands bring to Delta, 
as they further diversify our product offering 
and distribution channels, while adding sig-
nificant strength to our structure.”

“We are on track to launch our new facto-
ries in Vietnam, with Seamfree and cut and 
sew factories opening in the fourth quarter of 
2016, and our socks factory in the first quar-
ter of 2017, which will contribute to our 
growth in 2017 and 2018. With a strong bal-
ance sheet to support our long-term growth 
and acquisition strategy, we are focused on 

growing our e-commerce business, and are 
working to attain double digit EBIT growth in 
2017 and 2018.”

In a release accompanying the financial 
results, the company explained the sales decline 
reflected “softer topline performance in the 
U.S. market, offset by stronger sales in regions 
such as Europe and Israel. Sales for the first six 
months of 2016 were $506.2 million, versus 
$508.4 million in the same period of 2015.”

Addressing the decline in net profit, the 
company noted “The decrease for the second 
quarter and the first half of 2016 derives 

mainly from higher depreciation expenses and 
an increase in tax on income expenses com-
pared to the same periods a year ago.” — NM

q2 sales jump at tefron
Tefron Ltd. reversed course in its second 
quarter, reporting income of $1.275 million, 
compared to a loss of $1.037 million in the 
same quarter last year.

Sales also rose dramatically in the quarter 
ended June 30, 2016, to $38.9 million com-
pared to $22.8 million in 2015. For the first 
six months of its fiscal year, Tefron regis-

tered income of $91,000 on sales of $65.5 
million compared to a loss of $1.299 mil-
lion on sales of just $47.4 million in the first 
half last year.

Tefron’s return to profitability so far this 
year comes after a loss of $3.9 million on 
sales of $93.1 million in 2015; a loss of 
$800,000 in 2014 on sales of $93.9 million 
in 2014; and a loss of $3.4 million on sales 
of $82.9 million in 2013.

Tefron produces, according to information 
on its website, intimate apparel for women 
and underwear for men, as well as shape-

wear for women, and activewear and 
casual attire for men and woman. In 
images on its site, men’s underwear 
with the Calvin Klein logo can be 
seen as well as a bra with the 
Victoria’s Secret logo.

Tefron claims “a global reputation 
for technological superiority, as well 
as strategic partnerships and customer 
relationships with market leaders in 
fashion, athletics and wearable tech.” 
A company press release from 2010 
claimed customers then included 
“Hanes Brands Industries, Reebok, 
Patagonia, Lululemon Athletica, 
GAP, Calvin Klein, Wal-Mart, 
Victoria’s Secret.” — NM

etam sales, profits drop
First half sales and income fell at 
Etam Développement, the France-
based international lingerie and 
apparel producer and retailer.

The company reported a profit of 
6.7 million euros (about $7.5 million 
at current exchange rates) on sales of 

633.8 million euros (about $711.4 million), 
in the six months ended June 30, 2016, 
compared to a profit of 8.4 million euros on 
sales of 645.4 million euros in the same 
period last year.

The company, which was operating about 
4098 stores worldwide at the end of 
September, explained that in its first half, “In 
Europe, in a declining market, Etam and 
Undiz’ lingerie operations and the 1.2.3 brand 
delivered a satisfactory performance, while 
Etam’s ready-to-wear business was affected 
by the scaling back of its offering. ”
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hanes innerwear sales drop 5%
Innerwear segment sales at Hanesbrands 
fell by 5% in the second quarter, to $749.2 
million from $786.4 million a year ago. 
Sales for the category are down for the first 
six months of the year, $1.31 billion com-
pared to $1.34 billion in 2015.

Meanwhile, combined sales for Hanes, 
which has three additional segments 
(Activewear, Direct to Consumer and 
International), fell by only 
3%, in the second quarter, to 
$1.47 billion from $1.52 bil-
lion a year ago. Profit, how-
ever, jumped to $128.1 mil-
lion from $94.9 million. 
Operating profit for Innerwear 
fell 11% in the quarter ended 
July 2, 2016, to $181.4 million 
from $202.0 million for the 
quarter ended July 4, 2015.

The company defines its 
Innerwear division as selling 
“basic branded products that are 
replenishment in nature under 
the product categories of men’s 
underwear, panties, children’s 
underwear, socks, hosiery and 
intimate apparel, which includes 
bras and shapewear.”

Despite the declines in 
Innerwear, Hanes officials 
found several reasons to be 
optimistic about the segment 
in the conference call with 
analysts to discuss the quarter. 
Gerald Evans Jr., the COO and CEO-elect 
noted that “the initiative that I laid out at the 
beginning of the year to drive volume 
growth in our core Innerwear business is 
gaining traction. For the quarter, we grew 
market share in men’s underwear, women’s 
panties and socks.”

Going forward, Evans emphasized he is 
optimistic about the company’s new Fresh 
IQ “odor control technology that mechani-
cally attacks bacteria. This is a great inno-
vation that we believe has the potential to 
impact the overall apparel category. In fact, 

we’ve seen some of our highest advertising 
testing ever with this new product. And the 
reception by our retailers has been strong. 
The benefits of Fresh IQ span both 
Innerwear and Activewear and it’s now in 
the market with men’s underwear, socks 
and certain Champion products.”

Richard Moss, the CFO, noted that the 
decline in Innerwear reversed at the end of 
the period. “Intra-quarter, the sales perfor-
mance mirrored the broader retail environ-
ment with a soft April and May giving way 
to stronger June. In fact, our Innerwear 

sales were up 10% in the month of June 
with strength continuing into July.”

Evans provided an overview of Innerwear 
over the first six months of 2016, noting “in 
the first half of the year, it’s really perform-
ing as we expected. It was up nicely in Q1, 
up over one percentage point in Q1, and we 
expected it to be down in shipments in Q2 
as we overlap the pretty substantial space 
gains that we experienced in our basics 
business in X-Temp last year.” He added, 
“As we look to the balance of the year and 
we execute our initiatives behind our focus 

on the core initiative, as well as we’re see-
ing sequentially improving trends in our bra 
business, we feel good that we’ll have very 
positive momentum along with now our 
new innovation in Fresh IQ in the Innerwear 
business as we look to the second half.”

Evans continued, “The bra business actu-
ally did show positive growth within the 
quarters. We overlapped our brand consoli-
dation business. It was up mid single digits 
within the quarter. So, we see a positive 
trend in that business. As we look to the 
balance of the year, and we continue to see 

the power of our brand consolida-
tion, we do believe there will be 
positive trend in the second half of 
that business as well. We see growth 
in two places, certainly in our – 
some of our key brands, such as Bali, 
we see solid growth, but also as you 
alluded to very much we’re seeing 
growth in that ComfortFlex Fit 
model, which is the blending of the 
active and the casual. The athleisure, 
if you will, the bras coming together 
and the Hanes business in particular 
is doing very well in that segment.” 
— NM

The complete transcript of the confer-
ence call can be found here: http://seek-
ingalpha.com/article/3994866-hanes-
brands-hbi-richard-noll-q2-2016-results-
earnings-call-transcript

gildan sales drop 3.5%
Q2 sales at Gildan Activewear fell by 
3.5% to $688.0 million, down from 
$714.2 million in the same period last 
year. Net income fell 4.7% to $94.7 

million, down from $99.4 million in 2015.
Meanwhile it claimed its “Gildan brand 

continues to gain market share in men’s 
socks and underwear categories.” And it 
revealed that it signed a “definitive agree-
ment to acquire 100% of the equity interest 
of Peds Legwear Inc.” (see separate story).

The company stated its “Net sales were 
slightly below the company’s expectations 
and reflected headwinds from distributor 
inventory destocking in printwear, the exit 
of certain private label programs in retail, 
and unfavorable foreign exchange.
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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

25MAY 2012  •  BODY

  (Continued on page 26) 

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

B

34

finance

B

34

finance



pa
tri

ce
 ca

ta
nz

ar
o 

· (
60

9)
 2

73
-34

42
 · 

co
mm

er
cia

l@
pa

tri
ce

ca
ta

nz
ar

o.
inf

o 
  

clubwear



Ted Vayos, BODY: De-
scribe your online retail 
business.

Taz Ami, BellyMoms 
Maternity and Nurs-
ingwear:  BellyMoms 
Maternity and Nursing 
Wear brings you the 
finest collection of chic 
maternity and breast-
feeding fashion.  Our 
collection features dual 
use nursing tops, nurs-
ing dresses, nursing 
sleepwear, nursing bras, 
postpartum shapewear 
and a designer line of 
maternity labor gowns.  
As an engineer by pro-
fession and a mother 
to two beautiful girls, 
I always felt the void 
of fashionable options 
available for an expect-
ant working moth-
er. That lack of style 
prompted me to design 
my own clothes and of-
fer moms a way to cel-
ebrate this momentous 
phase of their lives with 
style and confidence 
without the high price 
tags associated with 
having a decent mater-
nity and nursing ward-
robe. When I worked 

as a research engineer 
at GE Research and 
Development in Sche-
nectady New York, I of-
ten had to travel around 
the world during my 
first pregnancy.  I often 
would be scouting for 
maternity tops or dress-
es in local shops and 
malls, that I could wear 
to work but quickly 
found that there was ei-
ther not much in terms 
of style and quality, or 
it was outrageously ex-
pensive. I also realized 
that I had to reinvest 
to buy a completely 
new wardrobe of nurs-
ing tops and dresses 
after the birth of my 
daughter since my ma-
ternity wardrobe could 
not be reused for nurs-
ing.  It was only when I 
was carrying my second 
child, that it dawned 
on me that there was 
an opportunity to do 
something in this space.  
Coming from a fam-
ily with deep roots in 
the apparel business, I 
together with my sis-
ter-in-law began de-
signing outfits that I 
could wear to work that 
served my changing 
body as well as could 
be used as nursing out-
fits that looked and felt 
like normal women’s 
fashion.  When friends 
and play group moms 
would ask where I had 
bought these clothes 
from or how much did 
I pay, I would tell them 
that they were my own 

creations.  In retrospect 
they were my inspira-
tion and silent cheer 
leaders supporting me 
to launch BellyMoms 
Maternity.

Ted: What makes your 
online store special?

Taz:  Our business is 
special since each piece 
in our collection has 
been designed by a ca-
reer driven woman, ad-
dressing the needs and 
challenges of a woman 
at work juggling nursing 
and work at the same 
time.  We take this into 
account as our litmus 
test in every product we 
carry for meeting style, 
function, comfort and 
price We take pride to 
work on the little nu-
ances that are needed 
to make clothes stylish, 
comfortable, functional 
and priced such that, a 
stylish maternity and 
nursing wardrobe is 
within reach for every 
fashionista new mom.  
Our principle commit-
ment is to make it right 
for each of our retail or 
wholesale customers. 
Personal service, quality 
of our merchandise and 
brands, easy returns and 
free shipping is what 
customers comment 
and value the most.

Ted: What do you look 
for in an intimate ap-
parel brand?

Taz: A majority of our 

merchandise is mar-
keted under our own 
brand BellyMoms.  We 
do also augment our 
brand with other hand-
picked complementary 
offerings in nursing 
bras from Boob and 
Melinda G, postpar-
tum and lingerie from 
Cache Coeur, mater-
nity tights and swim-
wear from Preggers and 
postpartum bands from 
The Band Specialist.  
One of the challenges 
we see in intimates and 
postpartum belts is in-
creasing returns of Eu-
ropean brands because 
of differing women 
sizes between the two 
continents. Out inter-
national customers or-
der XS, S, M while in 
the USA we see a lot 
of our clients ordering 
M, L and XL.  We have 
to pay special attention 
to sizing needs of our 
customers wanting the 
elegance of a European 
brand.

Ted: Describe popular 
styles or trends in your 
area.

Taz: We have seen that 
our clientele prefers 
material that has some 
stretch and therefore 
every product of ours 
has some element of 
Spandex or Elastan 
to accommodate and 
forgive the changing 
body shape.  We have 
also seen an increase in 
mothers preferring to 

retail profile: bellymoms maternity and nursingwear

Q&A with Taz Ami, president
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wear a designer hospital 
labor gown. Our labor 
gowns are one of the 
most stylish and mini-
malist designs for labor 
gowns in the market 
today. Each one is ful-
ly stitched and we get 
feedback from our cus-
tomers that they wash 
them and reuse them 
later as loungewear.  
We also see in addition 
to traditional nursing 
tops, nursing dresses 
and nursing bras a huge 
demand for nursing 
sleepwear and pajama 
sets and casual lounge-
wear to where around 
the house.  We have 
designed several out-
fits in 100% cotton and 
soft rayon and spandex 
combinations to cater 
to this demand.

Ted: Describe your price 
points and size ranges.

Taz: As I mentioned 
earlier, fashion, comfort 
and style has to be priced 
so that it is affordable to 
every fashionista mom 
at a price where she 
can build a reasonable 
wardrobe for her preg-
nancy and breastfeeding 
years.  Much too often, 
nice outfits are way out 
of reach for an aver-
age income and many 
moms re-purpose T-
shirts with do-it-your-
self hacks to make them 
temporary nursing out-
fits.  Our nursing wear 
is designed to retail 
from $29.99 to $80.00 
across our entire range.  
Our nursing sleep-
wear sets retail at $52, 
loungewear starting at 
$34 and our designer 
birthing labor gowns at 

an everyday retail price 
of $42.  Many of our 
outfits are dual use – 
ones that you can wear 
during your pregnancy 
and later as your nurs-
ing outfit while you 
breastfeed your infant.

Ted: What is your typi-
cal or average customer 
size.   

Taz: Typically Medium 
and Large are the most 
popular.  The Small is 
popular in European 
markets.

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

Taz: Our average basket 
size is usually $150.00 
dollars with over 60% of 
our clientele re-ordering 
again or recommending 
their friends.  A typical 
new mom spends about 
$350 to $600 in our 
store over a two-year 
period for their mater-
nity and nursing outfits.

Ted: Describe your cus-
tomer base.

Taz: Over 95% of our 
customer base is female, 
age ranging from 21 
-40. Most of our clien-
tele are working profes-
sional mothers that see a 
need for nursing outfits 
that simply look and feel 
like any other designer 
women’s apparel but 
provide the function, 
coverage and styling in 
a nursing outfit. Many 
of our mothers use their 
corporate facilities to 
nurse their little ones or 
breast pump and these 
outfits are a must have.  
Our clientele is also 
frequently traveling or 
likes the outdoors, and 
our apparel fits in well 
since it offers full body 
coverage, extremely 
discreet openings from 
breastfeeding and can 
be used for nursing your 
baby anywhere in public 
without any exposure or 
embarrassment. Occa-
sionally we do see men 
and older women pur-
chasing from our store 
for baby showers and 
gift cards for friends 
and family.

Ted: What has impact-

ed your business the 
most over the past year?

Taz: This past year and 
seem a tremendous 
growth and awareness 
of BellyMoms.   We are 
expanding our ware-
house facilities and lo-
gistics to turnaround 
orders in 24 hours and 
maintain our inventory 
levels so that we have 
most of the products in 
stock.  We are transi-
tioning to have our new 
styles manufactured in 
the USA and that has 
often caused pressure on 
maintaining a competi-
tive price but we believe 
there are several ben-
efits in doing so. Hiring 
the same level of com-
mitted and passionate 
staff is a constant chal-
lenge. I am passionate 
about fashion for the 
new mom, since this is 
often one area where 
the busy mom neglects 
because the options 
are not available or are 
way too pricey.  We will 
continue to evolve with 
new offerings as our 
industry begins to get 
competitive.
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Ted Vayos, BODY: De-
scribe your online store.

Antonia Townsend, 
Enclosed:  Enclosed is 
a gift-giving service; 
think of us as a con-
cierge lingerie shopper 
focused on finding gifts 
for women from the 
people that love them. 
Our flagship offering is 
an upscale panty sub-
scription membership 
club whereby subscrib-
ers get one superbly 
decadent pair of panties 
(or knickers, as we pre-
fer to call them) every 
month. The customer 
takes our “Personaliza-
tion Quiz” and based on 
his or her answers to the 
quiz, we’ll select knick-
ers that fit the style 
preferences he or she 
has indicated. For men, 
we take the risk and 
guesswork out of giving 
a gift.  For women shop-
pers, we introduce them 
to new brands that they 
normally would never 
have access to in a stan-
dard department store. 

Ted: What makes your 

store special?

Antonia:  We have an 
extremely tightly cu-
rated range of offerings. 
We only sell panties, a 
limited selection of ted-
dies, nighties, bralettes 
and accessories, but no 
cup-sized bras. And 
while we carry a range 
of styles from modest 
bikinis to rather racy 
“ouvert” styles which 
we call Clandestine, all 
are what we call “date 
night” panties. More-
over, the format of our 
store whereby a woman 
gets a new style ev-
ery month arriving in 
a keepsake hard-sided 
box filled with real flow-
er petals is quite differ-
ent from the traditional 
shopping experience.    

Ted: What do you look 
for in an intimate ap-
parel brand?

Antonia: I’m always on 
the lookout for brands 
that are different. 
We don’t want 
the mass mar-
ket brands that 
can be found in 
big department 
stores. We have a 
high standard for 
quality, but also 
need to see design 
details that really 
catch the eye: an 
eyelet, a ribbon, 
a new color. We 
want to include a 
bit of wow factor 
in every box we 

send out. While we love 
a good seamless thong 
or support garment, it’s 
just not what we sell. 

Ted: List some of the 
brands that are im-
portant to your online 
store?

Antonia: There are so 
many wonderful brands, 
especially out of the UK, 
but really from around 
the globe. The brands I 
love are Mimi Holliday, 
KissKill, Maison Close, 
and many others. We 
just got in La Maison 
Nouvelle and Le Petit 
Trou, so are very excited 
by those two. We are 
also exploring the pos-
sibility of offering some 
rather unique pieces of 
jewelry and other sexy 
accessories. But this is 
still in the works as we 
really want to remain 
tightly focused on de-
livering a stupendous 
customer experience for 
our subscribers.  

Ted: Have any brands 
disappointed you as a 
retailer?

Antonia: There certainly 
have been brands that 
have disappointed us. 
While we are not go-
ing to name any names, 
some brands sizing run 
so absolutely tiny that 
it is unusable, and vice 
versa. Everyone says 
their styles run “true to 
size” and about 30% just 
don’t. Frankly, my larger 
complaint with this in-
dustry is that while a 
brand can cancel a line 
with almost no notice 
and no consequences 
(leaving us high-and 
dry without the right 
assortment of stock), 
the buyers are commit-
ted seasons in advance 
and have no such flex-
ibility. 

Ted: Describe popular 
styles or trends.
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Antonia: Remember the 
early 90sRemember the 
early 90s classic string 
bikini styles with skinny 
sides and slightly loose 
back-sides? The classic 
bikini is coming back! 
This style is so flatter-
ing to a range of shapes 
and can be worn by 
someone looking for a 
more modest look, or 
by someone who adores 
showing a bit of cheek. 

Ted: Describe your price 
points and size ranges.

Antonia: Our single 
month subscription is 
$55 per month and a 
person gets one pair 
of panties delivered in 
a keepsake box sur-
rounded by real flower 
petals. When a person 
subscribes for mul-
tiple months, the price 
comes down. For exam-
ple, when a person buys 
our “Year of Decadence” 
12-month package it 
comes to $500 for the 
year, or $42 per month.  
We keep our sizing ul-
tra-simple—extra small 
to extra large—so that 
men who are shopping 
for their wives or girl-

friends don’t have to 
worry about size com-
plexities.

Ted: What is your typi-
cal or average customer 
size.   

Antonia: As our prod-
uct is usually (but not 
always) a gift, size is 
a frequent question. 
But we keep it simple 
by only carrying extra 
small to extra large. Our 
most popular size is a 
medium, with small and 
large tied for second 
place. 

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

Antonia: Our most 
popular package is our 
Season of Luxe,” the 
three-month subscrip-
tion which is listed at 
$150. 

Ted: Describe your cus-
tomer base.

Antonia: We have three 
types of customers. 
First, is straight men 
or lesbian women buy-
ing for their wives and 

gir lfr iends, 
often for 
an anni-
versary, but 
also “just be-
cause.” Sec-
ond, women 
t r e a t i n g 
themselves 
to a special 
lingerie treat, 
somet imes 
in the wake 
of a breakup, 
or to cel-
ebrate something like a 
new job or weight loss. 
And the third group is 
women buying for oth-
er women friends. The 
last category has a huge 
range of customers from 
the bride buying for her 
bridesmaids (http://
t h e e n c l o s e d . c o m /
bridesmaid-present/), 
to a sister showing sup-
port for her sister who 
has breast cancer. There 
have been some really 
heart-warming stories 
behind giving Enclosed! 
(And some sad ones, 
such as a friend send-
ing another our Divorce 
package (http://the-
enclosed.com/divorce-
present-lingerie/).)

Ted: What are some of 
the biggest obstacles to 
opening an online busi-
ness?

Antonia: The greatest 
challenge and great-
est reward in opening 
an online business is 
getting to truly under-
stand your customers. 
As you don’t meet them 
in person, it is crucial to 
be in touch with them 
in every way possible. 
We do surveys, phone 
interviews and ask for 
feedback at every turn 
(drop us a line at Feed-
back@TheEnclosed.
com. Really, do it!) I’ve 
learned that only when 
you really get under 
your customer’s skin 
can you exceed their ex-

pectations. We’ve 
had to change the 
business (or “pivot” 
in business speak) 
several times to get 
the right product 
mix, business ap-
proach and target 
customer group. 
(And we are 
thrilled to report 
that the customer 
response has been 
INCREDIBLE. 
So a big thank you 
to our customers!) 
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