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vs, pink august comps -7%
Victoria’s Secret and Pink combined store 
and direct comparable sales in North 
America fell 7% in August. The poor results 
at its lingerie division brought about a com-
parable sales decline of 4% for parent com-
pany L Brands.

“Victoria’s Secret August comparable sales 
were down” to last year, according to Amie 
Preston, chief investor relations, because 
“growth in the Pink business was more than 
offset by about a three point negative impact 
of exiting swim and apparel and a decline in 
the lingerie business.”

She added that for the two lingerie brands, 
“The merchandise margin rate was up to last 

year, driven by lower clearance and promo-
tions this year. The beginning of September 
will continue to focus on the Sexy Illusions 
collection and will transition to the Pink 
Wear Everywhere bra later in the month.”

Overall, L Brands, which also owns Bath 
& Body Works, La Senza lingerie and Henri 
Bendel, “reported net sales of $842.1 million 
for the four weeks ended Aug. 26, 2017,” 
compared to “net sales of $852.9 million for 
the four weeks ended Aug. 27, 2016.”

While L Brands has reported plummeting 
sales for its lingerie division during the past 
year, the poor results have not resulted in a 
net decrease in the overall number of stores 
according to a recent company chart com-
paring the counts as of July 29, 2017 and July 
30, 2016. In the U.S., L Brands reported the 
number of Victoria’s Secret stores has risen 

by one to 994 and the number of Pink stores 
has risen by 4 to 134. It also opened its first 
four La Senza stores in the U.S. during the 
year. Meanwhile in Canada it reported the 
number of Victoria’s Secret stores has risen 
by 2 to 39, the number of Pink stores had 
declined by 2 to 7, and the number of La 
Senza stores has declined by 4 to 121.

During the same time period, L Brands 
has added three Victoria’s Secret stores in 
the U.K., raising the total to 16; opened its 
first two full line stores in China; and opened 
two additional Victoria’s Secret Beauty and 
Accessories stores that country, raising the 
total to 30.

In concluding her remarks on the August 
sales results, Preston noted, “We expect 
September total company comps to be down 
low single digits, which includes a negative 
impact from the exit of swim and apparel of 
about 2 points.” — NM

cano buys euroskins, eurotard
Rodrigo Cano of the Cano Group has pur-
chased the company that produces 
EuroSkins shapewear and intimates as well 
as Eurotard Dancewear. The deal closed as 
of the start of September.

Cano had worked for the company, 
Tolbert Yilmaz Manufacturing, named for 
its owner, for over 30 years, most recently as 
general manager. Neither the purchase 
price, nor the annual sales of the firm were 
disclosed.

“Cano joined Eurotard Dancewear three 
years after the company’s inception and has 
worked side by side with Yilmaz for over 30 
years developing the brands to be leaders in 
the dancewear and intimates sectors,” 
according to the firm. “Eurotard Dancewear 
and EuroSkins Intimates were established 
from Yilmaz’s love of dance and passion for 
design. His commitment to provide the best 
products is unmatched in the industry, and 
his support of retailers is truly one of a kind.”

Declared Yilmaz, “It has been an honor 
creating a brand that retailers and consum-
ers can rely on. This company has been a 
labor of love, putting careful attention into 
every single detail from product, to pricing, 
to placement in retail stores. I am grateful for 
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the loyalty and support retailers have shown me the past thirty-five 
years, and my hope is for that support to continue with the Cano 
Group, Inc.”

A key to the success of the company has been its focus on selling its 
products exclusively through retailers and its refusal to sell its prod-
ucts directly to consumers over the internet. Over the years “we have 
been protecting retailers and designing programs to work with 
them,” Cano told BODY. One such arrangement allows consumers 
to start the ordering process on its website, but the company then 
sends the transac-
tion to a local retailer 
to complete the sale.

“We are for the 
store,” emphasized 
Cano, indicating the 
phrase is a company 
motto. “Eurotard 
Dancewear and 
EuroSkins Intimates 
will stay steadfast in 
their commitment to 
remain retailer exclu-
sive. No immediate 
action from custom-
ers is required. 
Under the Cano 
Group, Inc., 
E u r o t a r d 
Dancewear and 
EuroSkins will remain a leader in the industry, providing the highest 
quality products with innovative design and competitive pricing.”

Cano also said that the firm has recently started “phasing out” the 
brand name Julie France that had been used on some of its products, 
including shapewear.

“As Yilmaz transitions from apparel manufacturing, he will con-
tinue his business ventures in real estate development,” the company 
added. — NM

peekay bankruptcy ending, creditors named
As Peekay, the intimate apparel and adult products retailer, moves 
closer to emerging from bankruptcy, court filings have revealed 
details of how the process will take place as well as the names of 
certain trade creditors.

The 46-store chain was assembled by investors by cobbling 
together separate smaller retailers. During the process substantial 
debt was incurred, which, at the time of the bankruptcy filing in early 
August, had swelled to over $50 million. Since the bankruptcy was 
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announced additional trade claims have been received by the 
court.

An un-named “stalking horse” bid for the company has been 
secured, and the court is seeking additional competing bids, with 
a deadline of October 10. The court is looking for offers of $30.1 
million or more. Post bankruptcy ownership of Peekay should be 
resolved before the end of October.

Trade creditors that have filed claims with the court include 
Fun Factory USA, claiming $125,481.17; Dreamland Brands, 
claiming $3,254.40; Sliquid, claiming $4,858.20; Interactive Life 
Forms, claiming $25,989.10; Amuzement Enterprise, claiming 
$23,672.25; Sportsheets, claiming $16,090.82; Uberlube, claiming 
$2,850.00; Valencia Naturals, claiming $7,846.56; Adventure 
Industries, claiming $41,699.23; Shirley of Hollywood, claiming 
$12,575.34; Lelo, claiming $199,576.71; Comme-Ci Comme-Ca, 
claiming $2,630.57; Dreamgirl, claiming $132,484.28; Givex 
USA, claiming $45,393.77; Health Devices, claiming $79,006.23; 
and Kamsut, claiming $59,836.50.

According to court documents, trade creditors will receive, as 
part of the bankruptcy process, 20% of their claim.

Court filings describe the tortured efforts of Peekay and various 
executives over several years to find a way to avoid the bank-
ruptcy. Albert Altro, the company’s chief restructuring officer, 
wrote, “Beginning in May 2015, the company and its professional 
advisors engaged in multiple restructuring initiatives to address 
the company’s balance sheet, including exploring an initial public 
offering of the company’s stock, multiple out-of-court restructur-
ing proposals, and an extensive marketing and sale process to 
find a purchaser for the company’ assets. Indeed, in connection 
with the marketing and sale process, which began in March 2016 
(i.e., more than 17 months ago), the company and its advisors 
contacted over one hundred fifty one (151) potential buyers, exe-
cuted sixty three (63) non-disclosure agreements and provided 
diligence to numerous potential buyers. The foregoing resulted 
in eight (8) letters of intent, the most recent of which was entered 
into in May 2017. Ultimately, however, no executable transaction 
came from these extensive marketing efforts, including the most 
recent letter of intent, which terminated in July 2017, precipitat-
ing these Chapter 11 cases.” — NM

journelle adds 5th store
Triumph-controlled Journelle is taking another small step 
towards its promise to expand across the land. The upscale linge-
rie retailer is about to open a new “flagship store” in the recently 
revamped Westfield Century City mall in Los Angeles.

This will be the Journelle’s fifth location, currently with three in 
New York and one in Chicago. (One of the Manhattan locations, 
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this one at 3 East 17th Street, actually closed in August but will 
reopen at 14 East 17th Street later in the fall).

Journelle was founded in Manhattan in 2007 by Claire Chambers, 
who eventually sold a “majority stake” to Triumph (the giant 
Switzerland-based lingerie producer and retailer) at the end of 2012. 
When it announced that deal, a company press release boasted 
Triumph’s involvement would “drive the successful expansion of the 
Journelle business model across the U.S.” Chambers added, “We 
have found a strong partner with whom we can set about to grow 
both our online and brick and mortar business.” Yet the retailer’s 
only significant expansion in the five years since has been the open-
ing of the Chicago store at the end of 2015. Around the same time 
Chambers resigned as CEO.

In recently placed notices on Indeed and LinkedIn, Journelle 
announced it was looking for employees “for its brand new West 
Coast Flagship Store in Westfield Century City.” Among other 
qualifications, the store said it was looking for “Stylish and polished 
candidates who represent what it means to value Journelle’s culture 
of “Everyday Lovely.””

Among the other retailers already open or coming to the mall are 
Abercrombie & Fitch, American Eagle Outfitters, Apple, Banana 

Republic, Cole Haan, Everything But Water, H&M, Kate Spade, 
Macy’s, Madewell, Nordstrom, Seafolly, Tiffany & Co. and many 
others. Although the shopping center had previously announced the 
coming of Journelle, the store did not, as we went to press, appear in 
the mall’s directory. — NM

mod: new from parfait
Parfait has launched a new lingerie and swimwear brand, MOD by 
Parfait, for spring/summer 2018.

The company describes the line as offering “fashion-forward styles 
in A to F cup sizes” with “32 – 40 bands and XS – 2XL bottoms; bra-
sized swimwear from A – DD cup, 32 – 38 bands and XS – XL bot-
toms.”

The MOD collection will retail at “$15.00 - $42.00 for lingerie and 
$24.00 - $62.00 for swimwear,” and will arrive at “retailers world-
wide beginning late January 2018.” The “ limited edition styles will 
only be available while supplies last.”

To start, Parfait is offering four lingerie groups including “Modern: 
a sleek collection of elevated everyday basics inspired by sport styl-
ing; Sweetheart: a romantic range complete with feminine, heart-
trimmed lace in irresistible colors; Butterfly: a supportive collection 
inspired by the beauty of nature available in a bold butterfly print; 
and Tattoo: a decadent collection offering two new silhouettes with 
luxe satin detail and exquisite embroidery sure to delight.”
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There are three swim collections including 
“Flair, a 50s-inspired one-piece in sleek black 
or a beautiful tropical floral print; Bold: a 
daring collection of flattering styles with 
flirty cut-outs and adjustable ties; and 
Divine: a supportive range featuring sup-
portive swimwear separates with slimming, 
vertical piping in two color choices of black/
bright rose or colorful ethnic tex-
ture/white.”

The plan for MOD by Parfait 
is to introduce new lingerie col-
lections bi-annually, “while 
swimwear will be introduced 
annually for the spring/summer 
season.”

joe’s license to esp
ESP Group recently placed its 
licensed collection of Joe’s 
loungewear, sleepwear and inti-
mates with Nordstom, and was 
at the Project show in August in 
Las Vegas showing the collec-
tion to additional stores.

“We are in the process of final-
izing our orders with Nordstrom 
in the women’s category,” 
declared Nancy Yang, the com-
pany EVP. “It will start shipping 
in spring 2018, both in stores and 
online.” 

She added that “The sales 
team is currently concluding the 
orders with” other stores that 
she did not identify.

The Joe’s license, which was signed late 
last year, covers men’s and women’s sleep-
wear and loungewear as well as women’s 
intimates and men’s underwear.

ESP has been a producer in those catego-
ries for over thirty years. It formerly operated 
under the name Esportia, and has worked 
with many additional licensed brands. The 
firm’s website lists “English Laundry and 
Tailor Vintage underwear and loungewear 
for men, as well as Catherine Malandrino 
loungewear and sleepwear for women,” as its 

other current licenses. House brands include 
French Dressing and Body and Soul, and 
the website adds that the company produces 
“private label merchandise for Costco 
Wholesale under the Hathaway brand, for 
BJ’S Wholesale under Member’s Selection, 
and for Fred Meyer under Michael Morgan 
and Great Northwest.”

“Currently the company is putting a big 
emphasis on Joe’s Jeans as the brand helps us 
expand to more channels of distribution,” 
Yang told BODY. “However, it is not our 

only emphasis. We are constantly working 
on expanding our private label business. 
Recently we also started to expand our inter-
national business especially in the European 
market with the help of Tim Regan.” (Regan, 
who has had extensive senior management 
experience in the industry, with such compa-
nies as Delta Galil, Pleasure State and 
Vanity Fair, joined ESP last spring).

“We are always seeking other licenses to 
add to our portfolio,” Yang continued. “We 
want to have different brands that can fill the 

void in different marketplaces. We are not 
only limited to underwear and sleepwear. 
We are open to other categories such as 
socks and sportwear, as we have access to 
the production resources.”

Currently about 55% of the company’s pro-
duction is in the women’s category with the 
bulk of the remainder in men’s, and about 5% 
in kid’s.

Yang explained that ESP has participated 
in the Magic and Curve shows in the past, 
“with our house brands French Dressing 

and Bridgeport and licensed 
brand Sanctuary. The categories 
are daywear, sleepwear and 
loungewear.”

Asked what sets ESP apart, the 
executive answered: “Design, ser-
vice and quality. In our industry, 
everyone is competing with price 
so we will always offer our cus-
tomer the best prices possible but 
without sacrificing design and 
quality.”

According to the company web-
site, ESP maintains its corporate 
office and distribution center near 
Los Angeles and has a showroom 
at 358 5th Avenue in Manhattan. 
Manufacturing is done in 
Thailand, China and Cambodia. 
Sales contact is Joe Buonfiglio, 
VP sales and marketing, at (626) 
301-0280. — NM

music legs catalog
Music Legs has released its latest 
lingerie and hosiery catalog, cop-
ies of which have been mailed and 
were available at the recent 

Altitude Intimates show in Las Vegas (dur-
ing the last week of September).

Over 120 new styles have been added to the 
collection according to a spokesperson. 
“More sexy long gowns, more wet looks and 
lazy robes.” In addition many new panties 
are offered, including “over 20 new crotch-
less panty styles.”

Contact John Sagum, John@musiclegs.
com for information. (626) 588-2633.
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total stockroom expands
Total Stockroom continues to expand, add-
ing new brands, styles and apparel catego-
ries as well as more colors and sizes to its 
existing creations.

Established labels such as Coobie, Undie 
Couture and Envy Legwear have been 
joined by new brands including Violet 
Love, Ocean Addict, Joyous Ride and oth-
ers in one example of the growth.

Meanwhile, pages have been added to the 
latest catalog, the 2017 edition is now 104 
pages, to includes photos of not only the 
seamless bras the company is known for, 
but also camisoles, mastectomy and mater-
nity bras, sports bras, bralettes, yoga bras, 
belts, wraps, scarves, bandeaus, panties, 
leggings, hosiery, nipple covers, slippers 
and more.

On one page, the catalog provides a list of 
the many types of retail outlets it now serves 
including lingerie stores, boutiques, hotel 

shops, dance and cheer retailers, swim and 
surf shops, health clubs, yoga studios, 
maternity shops, gift stores, gyms, spas, 
catalog houses, resorts, hospitals, cancer 
centers and stores that cater to plastic sur-
gery patients.

A key differentiator for the firm is the 
extensive variety of choices it offers for 
almost every product it sells. With some 
styles, the company offers over 50 colors. A 
pages devoted to tie dye bras offers 17 color 

combinations. A wide range of sizes has 
always been offered, with even more plus 
sizes now available. One new bra, for exam-
ple, style 9042 XL, “fits sizes 42D to 46E.”

Examples of items in the catalog, specifi-
cally listed as new, include style 9121, the 
“Nursing Bra with Hooks,” which whole-
sales for $9, “wholesale price for 6 pack = 
$54, MSRP: $22.” Also new is style 9093, 
the “Racerback Fusion Yoga Bra: whole-
sale: $9 each, wholesale price for 6 pack = 
$54 MSRP: $22.”

Examples of other recent additions 
include style 1248, the “Ultra Stretch Cami: 
wholesale: $8 each, (24 or more pieces. $6 
each) MSRP: $18 - $20;” style 1250, the 
“Ultra Stretch Wide Strap Cami: whole-
sale: $8 each (24 or more pieces. $6 each) 
MSRP: $18 - $20;” style 8119, the “Super 
Stretch Smooth Edge Bikini: wholesale: $4 
each wholesale price for 6 pack = $24 
MSRP: $8 - $10;” style 5106, the “Coobie 
Lace Bralette: wholesale: $10 each, whole-
sale price for 6 pack = $60 MSRP: $22 - 
$24;” style 1313, the “Undie Couture “Date 
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Night” Lace Bralette: wholesale: $10 each, 
wholesale price for 6 pack = $60, MSRP: 
$22 - $24;” and style 8100, the “Core Fashion 
Leggings: wholesale: $24, MSRP: $49.”

mccartney lingerie license
Stella McCartney announced a licensing deal 
under which her lingerie 
and swimwear will be pro-
duced and distributed by 
ISA Spa, the Milan-based 
textile and apparel maker.

The collections will begin 
with the Autumn Winter 
2018 season and be avail-
able in stores by July 2018, 
according to the designer.

“The Stella McCartney 
lingerie collection initially 
launched in 2008, followed 
by swimwear in 2016,” 
according to the announce-
ment. “The range now also 
includes sleepwear, the 
annual Breast Cancer 
Awareness Limited 
Edition set, as well as dou-
ble mastectomy post-operative bra; both of 
which will be supported by a Breast Cancer 
Awareness campaign throughout October. 
The range will fully transition into the new 
business partnership with ISA Spa aiming 
to focus on building new product categories, 
a strategic global growth and expansion of 
the Stella McCartney lingerie and swim-
wear ranges following on the steadfast 
growth of the brand’s mainline.”

“The Stella McCartney lingerie collection 
price ranges from $35-$450, while swimwear 
prices range from: $95- $425. The collections 
are available at Stella McCartney stores and 
online on www.stellamccartney.com as well 
as select retailers worldwide including 
Harvey Nichols, Harrods and Selfridges in 
the UK, Neiman Marcus, Bloomingdales 
and Saks Fifth Avenue in the US, Le Bon 
Marche in France, Myer and David Jones in 
Australia as well as Net-a-Porter.com.”

ISA Spa described itself as “one of the 
world’s leading textile manufacturer for 
clothing, accessories (foulards, scarves, hats, 
gloves, ties), underwear, beachwear and 
activewear for the luxury market.” The com-
pany added it has “evolved into the leading 
supplier, manufacturer and distributor for 
the major luxury brands globally,” with col-
laborations with “over 40 luxury brands” 
including licensing deals with Ermenegildo 
Zegna, Dsquared and Jimmy Choo.

Said Stella McCartney: 
“Lingerie has been a personal 
obsession of mine for a long 
time and I have always been 
inspired by it. While for swim-
wear I want to encourage 
women to feel confident and 
comfortable about themselves 
and in what they are wearing. 
This is an important new 
chapter for us at Stella 
McCartney and I feel that we 
have found the perfect partner 
for us, who really understand 
our brand and will bring 
t o g e t h e r 
quality, abili-
ty and a high 
level of com-

mitment to take us to this 
next chapter.”

Stella McCartney current-
ly sells, according to her 
company, “women’s ready-
to-wear, menswear, accesso-
ries, lingerie, swimwear, 
kids, fragrance and Adidas 
by Stella McCartney collec-
tions through 51 free-stand-
ing stores including London, 
New York, Los Angeles, 
Tokyo, Hong Kong, Paris, 
Milan and Shanghai. Her 
collections are distributed in 
77 countries through 863 
doors including specialty shops and depart-
ment stores.”

mapalé: shapewear distribution
Mapalé, the diversified intimate apparel, 
swimwear, dancewear and resortwear pro-

ducer has just entered the shapewear arena.
In June it signed an agreement to distrib-

ute a leading Colombian brand, Fajas 
Diseño de Prada, for just the state of Florida. 
This is the first time Mapalé has acted as a 
distributor for products other than its own 
labels.

“This shapewear has amazing quality. It is 
a top brand in Colombia, and has a presence 
in the U.S. in other states with another dis-
tributor,” Angela Tobon told BODY. She 
said the line, in relation to other shapewear 
in the market, is a “Bentley compared to a 
Honda.”

“This is a higher-priced product. 
Customers know what it is,” continued the 
Mapalé co-owner, noting that the first deliv-
ery in July was virtually “sold out in a couple 
of weeks.” Mapalé, which is itself based in 
Florida, is offering the entire Fajas Diseño 
de Prada collection. Contact orders@
mapalewear.com or (954) 430-3624. — NM

playboy license to yandy
Yandy.com has a license with Playboy to 
offer six lingerie pieces and six Halloween 

costumes, “all created with the 
legendary Playboy Bunny as 
their inspiration.”

According to Yandy, “This is 
the first time Playboy has col-
laborated in the development 
of Halloween ensembles 
inspired by the original Bunny 
costume.”

The costumes are “acces-
sorized with bunny ears and 
tails” and retail between 
$49.95 and $110.95. “The bun-
ny-inspired lingerie collection 
features six looks including: 
teddies, bodysuits and a high-
waist bra and panty ensemble,” 
and also are “all accessorized 
with Playboy’s signature 
bunny ears and tail.” The lin-

gerie is sized small to extra-large and retails 
of $42.95 to $56.95.

nubra: constant improvements
NuBra has sold “over 30 million” adhesive 
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bras since it patented and then launched the 
product in 2002.

That fact alone clearly establishes the 
company as an expert in the category. But 
perhaps an even stronger reason to buy the 
bras is what the firm has done to develop 
and improve their product over the years.

“We foster an ‘innovation first’ approach to 
our products and how we engage with our 
customers,” explained NuBra’s Daren 
Peng. “Year after year we focus on how we 
can improve comfort, fit and finish for our 
customer.”

Listing some of the major improvements 
and new product launches in the collection, 
Peng began with efforts to reduce the bulk 
of the bra. “We delivered on weight reduc-
tion, and that led to the creation of the 
Feather-Lite category.”

Another innovation, “the removal of the 
bra cup piping around cup edges” led to the 
creation of the NuBra Seamless bra.

A key improvement was to make the “bra 

cups breathable, which greatly improved 
comfort for the wearer,” continued Peng. 
And yet another initiative to “re-contour” 
the silicone bra cups reduced “the felt 

weight” of the bra and improved fit result-
ing in the creation of a new product catego-
ry, the NuBra 3D.

“Every major improvement we have made 
created important design options for our 
consumers,” Peng emphasized. “But we 
have also added different price points as 
well as fashion choices including a large 
variety of fabrics, colors and styles to suit 
virtually every occasion.”

“Our Fashion Collection consists of 
Printed Fabric, Crystal, Satin, Lace and 
Sequin collections. Some items are sold as 
bra and panties sets. All laced and sequin 
bra cups are all hand sewn and the bras in 
the Crystal Collection are all made to 
order.”

The company’s commitment to constantly 
improve, has also made it particularly sensi-
tive to anyone trying to infringe on its pat-
ents. “We take legal action against the 
knockoffs for their infringement upon 
Bragel/NuBra’s intellectual property 
rights. Retailers and consumers should be 
aware of similar looking items and/or with 
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deceiving product names and/or items that 
are falsely claimed to be “NuBra.””

“We have always put product safety and 
production quality first because we strongly 
believe that the peace of mind from buying 
and using genuine NuBra creates brand 
loyalty,” concluded Peng. “The fact that we 
have sold over 30 million units all over the 
world in the past 15 years is the best testa-
ment that NuBra has the best value because 
it works and it lasts. NuBra is an American 
brand and we are proud that they are made 
here in Southern California.”

altitude changes april dates
Altitude Intimates held its second show at 
the Paris Hotel in Las Vegas, September 25 
and 26, and also announced it had changed 
the dates for its next, three day show, to  
April 17, 18, and 19th, 2018.

Exhibitors at the September show includ-
ed: Adventure Industries/
Rabbit Company, Allure, 
Andrew Christian, Be 
Wicked, Burleska, Cloud 9 
Novelties, Coquette, 
Dreamgirl, Dynashape 
Intima, East Coast News, 
Eldorado, Elegant 
Moments, Ellie Shoes, 
Entrenue, Escante, 
Fantasy Lingerie, Felina 
USA, Forplay, Glamory 
Hosiery, Gregg Homme, 
Heartbreaker Jewelry, 
Holiday Products, Hoss 
International, Hustler, 
iCollection, Impulse 
Novelties, It’s The Bomb, 
J. Valentine, Je Taime, Just 
Sexy Lingerie, Leg Ave, 
Magic Silk/Male Power, Main Street 
Loungewear, Mapale, Md Science, Minor 
Creations, Music legs, Neva Nude, Oh La 
La Cheri, Paradise Marketing, Pastease, 
Popsi Lingerie, Rago Shapewear, Rene 
Rofe, Roma Costume, Satisfier, Seven Til’ 
Midnight, Shame Lingerie, Shibari Wands, 

Shirley of Hollywood, Sportsheets, Starline 
/ Raveware, Synergy Erotic Novelties, 
Touch of Fur, Uber Lube, Western Fashion 
and X-Gen Products.

For more information about the next show 
contact Alanah Bushfield at (615) 924-4822 
or at altitudeshow@evolutioneventsolu-
tions.com.

vs show to shanghai
The Victoria’s Secret Fashion Show is being 
created for the first time in Shanghai, China 
to be broadcast Tuesday, Nov. 28 at 10:00 
PM, ET on the CBS. The company noted 
that “musical performances that will be 
announced at a later date.”

The event is being produced by Done and 
Dusted. “Edward G. Razek, Monica Mitro, 
Ian Stewart, Hamish Hamilton and Chip 
Quigley are the executive producers. 
Hamish Hamilton is the director.”

naked sales jump 128.9%
Naked Brand Group sales jumped 128.9%, 
with gains across all categories, including 

departments store accounts, 
third party ecommerce sites, 
retail and specialty store 
accounts and sales on its own 
website.

Despite the sales improve-
ment, the company continues 
to hemorrhage huge amounts 
of money, reporting a loss of 
$1.626 million in the three 
months ended July 31, 2017, 
compared to a loss of $3.276 
million in the same period in 
2016.

Naked is in the final stages 
of a merger with New 
Zealand-based Bendon 
Limited, and on September 12 
reported it had “submitted a 
draft registration statement 

on Form F-4” with the SEC. The merger is 
subject to shareholder and regulatory 
approvals as well as the declaration of the 
effectiveness of the registration statement 
and the listing of the combined entity’s 
shares on Nasdaq.
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Privately held Bendon said earlier this year that it generates about 
$100 million in annual sales. Meanwhile publicly traded Naked 
reported just $1.84 million in sales in its latest fiscal year, with a loss 
of $10.8 million. Naked admitted that “as of July 31, 2017, the com-
pany had not yet achieved profitable operations, had incurred a net 
loss of $4,813,735 [in the first six months of this year alone] and had 
an accumulated deficit of $61,993,318 and expects to incur significant 
further losses in the development of its business.”

Upon completion of the merger, Bendon shareholders will own 
about 93% of the shares in the new entity, with former Naked share-
holders owning the rest. When the plan was announced at the start 
of the 2017, Justin Davis-Rice, executive chairman of Bendon, said it 
would result in “a powerful creative, marketing, operational and 
capital markets platform. As a publicly traded company in the U.S., 
we expect to have an opportunity to accelerate our growth and 
strengthen our position as a global leader in intimate apparel, swim-
wear, innerwear fashion and lifestyle brands through both organic 
growth and strategic acquisitions.”

In the quarterly report, Naked provided many details of its sales 
success. “During the fiscal quarter ended July 31, 2017, sales to 
department stores were approximately $313,700, or 46.8% of total 
net sales, as compared to $93,000 or 31.7% during the same period in 
2016. The reason for the increase in department store sales is as a 
result of (i) an increase in sales across all departments store accounts, 
most significantly Dillards and Nordstrom online and (ii) the rever-
sal of certain sales allowances recorded during fiscal 2017 as a result 
of the reduction of in-store merchandise at Nordstrom stores.”

“Net sales through our ecommerce store (www.wearnaked.com) 
were approximately $81,700 for the fiscal quarter ended July 31, 2017 
compared to $74,100 in during the same period in 2016, an increase 
of 10.3%. Sales through our ecommerce store accounted for approxi-
mately 12.2% of total net sales in 2017 as compared to 25.3% of total 
net sales in 2016.”

“Net sales through third party ecommerce sites increased to 
approximately $73,600 for 2017 compared to $24,400 in 2016, an 
increase of 201.8%. Sales through these channels accounted for 
approximately 11.0% of total net sales in 2017 as compared to 8.3% of 
total net sales in 2016. This increase is attributable to new third-
party ecommerce accounts added in fiscal 2017.”

“Sales to retail and specialty store accounts constituted approxi-
mately $116,400, or 17.4% of total net sales in 2017, as compared 
to$49,800, or 17.0% of total net sales in 2016. Total sales to retail and 
specialty store sales increased by approximately 133.9% over the com-
parative year, due to the addition of accounts.”

“During the three-month period ended July 31, 2017, we sold 
approximately $84,200 in out of season and overstock inventory 
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through off price sales channels, compared 
to $49,500 in 2016. Sales to these customers 
accounted for approximately 12.6% of total 
net sales in the current quarter, as com-
pared to 16.9% of total net sales in the com-
parative quarter in 2016.”

“During the three-month period ended 
July 31, 2017, men’s products constituted 
51.7% of total sales and women’s products 
constituted 48.1% of total sales. The largest 
reason for the increase in proportion of 
men’s sales was a result of the reversal of 
sales allowances on men’s sales. Without 
the effect of this, men’s products would have 
comprised 45.9% of total sales and women’s 
products would have comprised 53.9% of 
total sales for the quarter. 
We continue to see most of 
our growth driven by our 
women’s collections.”

“During fiscal 2017, our 
gross margin was 36.6%, 
compared to (67.2)% in the 
comparative period ended 
July 31, 2016. The increase 
in gross margin was pri-
marily an increase in inven-
tory allowances in the com-
parative period. In addi-
tion, the increase in gross 
margin is a result of the 
reversal of sales allowances 
in the current period, due 
to a change in estimates 
triggered by a transition in department 
store accounts.” — NM

tc adding activewear
TC is “lifting booties, slimming thighs 

and going active” during the fall 2017 sea-
son, according to a spokesperson.

Two new styles, 4326, a waistline thigh 
slimmer, and 4329, a high waist thigh slim-
mer, are designed to lift and define the der-
rière, while at the same time using new 
panel designs to reduce the thighs by up to 
3/4” inches.

These slimmers come in sizes S, M, L, 

XL and 2X. The company’s Wonderful 
Edge technology is used in the garments, 
which are offered in both black and nude. 
Style 4326 retails for $58.00. The high waist 
version, style 4329, retails for $72.00 in the 
same colors and sizes. Both of these extra 
firm control garments began arriving at 
stores July 25th.

New additions to TC’s Luxurious 
Comfort collection will arrive in stores at 
the end of September. Style 4251 is a Cami 
Torsette made from a lightweight fabric 
that provides surprisingly firm shaping. 
The torsette features the company’s 
Wonderful Edge technology on the hem to 
prevent ride up, adjustable straps and an 
underarm smoothing panel. It comes in 
sizes S, M, L, XL and 2X, in black and 
nude, and retails for $62.

Style 4256 is a high waist boy short, also 

featuring Luxurious Comfort’s lightweight 
fabric and the company’s Wonderful Edge 
technology. It has a wide comfort waist 
band and it comes in sizes S, M, L, XL and 
2X, in black and nude, and retails for $48. 
The boy short will arrive in stores at the end 
of December.

In a first for the brand, TC will introduce 
a fitness and leisure collection called 
Winning Edge which will ship to stores at 
the end of November.

Winning Edge will launch with two tops 
that are designed to fit loosely over the con-
sumer’s active bra. Style 4341 is a tank, and 

style 4343 is a T-shirt. Both tops will retail 
for $38 and come in colors black and surf-
the-web blue and sizes S-XXL. All the 
activewear is made from lightweight fabrics 
that provide ease of movement and mois-
ture wicking properties.

Style 4346 is a capri pant, available in sizes 
S-XXL, in the colors black and splatter 
print. It retails for $58. Style 4348 is a bike 
pant, in the same colors and sizes. It retails 
for $48. Finally, style 4349 is a legging, also 
available in the same sizes and colors. It 
retails for $68. These three bottoms feature 
a unique non-binding mesh waistband, a 
sculpted fit, hidden pocket and mesh panel 
inserts that allow more freedom of move-
ment and air flow for cooling.

maidenform: new bra
Maidenform has added a new bra for larger 

busts as well as nine new inti-
mate apparel accessories in its 
continuing effort to provide 
solutions for all sizes and 
shapes of women.

Launching in spring 2018, 
“Maidenform Curvy will pro-
mote the famous Sexy Plunge 
Bra offered in sizes 11-17 (42B-
44G),” according to a spokes-
person. “This multi wear bra 
will save the day in all your 
plunging neckline and back-
less fashions. This plunge bra 
has some unique additions, 
including silicone strip lined 
cups to prevent slips and spill-
age. The bra is offered in both 

nude and black with low back and halter 
strap options.”

The new Maidenform accessories include 
“19mm clear bra straps that allow enough 
length for multi changing backs including 
one strap, crisscross and straight straps. 
Have a cute racerback tank but no solution 
to your strap dilemma?,” asked the spokes-
person. “Maidenform introduces bra strap 
holders that allow you to wear racerback 
styles conveniently with a wider band and 
adjustable sizing to optimize comfort when 
wearing. Bra Strap Holders will be offered 
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in both clear and multi packs that include 
nude, black and white options.”

To address the issue of bra straps that dig 
into the shoulders, “Maidenform has is the 
bra strap pads, which come in both fabric 
and silicone material. These gems create a 
comfortable barrier between your strap and 
skin dispersing the tension evenly over your 
shoulders. They simply attach to your bra 
strap and you can adjust them for the per-
fect fit!”

“Let’s face it, our bodies are constantly 
changing but it doesn’t mean you need to 
give up your favorite bra! Maidenform bra 
extenders allow you to add a little length to 
your back strap when you need it! Bra 
extenders are offered in 3, 4 and 5 hook 
options coming in a multi pack of white, 
nude and black.”

Maidenform is also offering a “low back 
converter offered in a wider band to provide 
more support when attached to the back 
strap on your bra. The low back converter 
comes in nude and black. Great solution for 
all your low back fashions!”

Breast petals are yet another solution 
product from Maidenform. Full coverage 
petals are “offered in both satin and silicone. 
Satin is a great alternative for a quick one 
time use under that fabulous find you wear 
out for the night. If you need some commit-
ment in your life, silicone petals allows 
multiple wears out of one pair-simply hand 
wash with warm water and mild soap, dry 
and store for the next time.”

For additional information and pricing on 
the Maidenform Curvy products contact: 
info@cgintimates.com or (905) 752-0566.

new curve manager
Raphaël Camp is the new manager for the 
Curve shows in New York and Las Vegas 
as well as the Interfiliere show in New 
York.

Camp succeeds Pierre-Nicolas Hurstel as 
general manager of Eurovet Americas / 
Curvexpo as of October 2. He is a business 
executive with operating, sales and market-

ing experience in the gourmet tea and air-
craft insurance industries. Educated in 
France and then at the Columbia Business 
School, Camp worked a total of over 11 
years at Kusmi Tea, most recently as its 
COO, according to his Linkedin profile. 
He also previously worked at Air Sur as its 
director of business development and mar-
keting, and at HSBC as an M&A analyst.

“I am confident that Raphaël’s retail and 
brand management skills and experience, 
combined with his strong entrepreneurial 
culture are the perfect fit for moving the 
company forward,” said Eurovet CEO 
Marie-Laure Bellon. “I thank Pierre-
Nicolas for his contribution to the develop-

ment of Eurovet Americas for the past five 
years and wish him every success in his 
future career. I know that Raphaël will go 
on managing the company with the same 
Eurovet values of high level customer ser-
vice and creativity. We are all really happy to 
welcome him in the team!”

Hurstel has taken a position as EVP strat-
egy and business development at UBM 
Fashion. UBM is the owner of the Magic 
trade show in Las Vegas among many other 
show properties.

Eurovet Americas is the U.S. subsidiary of the 
Paris-based Eurovet. The next Curve shows will 
take place on February 12-14 in Las Vegas and 
February 26-28 in New York.
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Ted Vayos, BODY: Please 
describe your specialty 
store?

Sandra Lehman and Mar-
cia Scheuner, A Fitting 
Place: Our 5,000 square 
foot store is organized in 
areas – bras tend to take 
the most wall and floor 
area. Then there is swim-
wear, panties, gowns, 
robes, mastectomy, shape-
wear, and compression 
garments.

Ted Vayos: Where is this 
specialty store located?

Sandra and Marcia: Our 
store is located in East 
Memphis Tennessee in 
the Regalia Shopping 
Center.

Ted Vayos: When did you 
open this business? 

Sandra and Marcia: 1974

Ted Vayos: Why did you 
choose to open a business 
in this area? 

Sandra and Marcia: To 
fill a void of personalized 
service in the women’s un-
dergarment and prosthesis 
industry. 

Ted: What makes your 
store special?

Sandra and Marcia: Our 
tag line is “the perfect fit 
for every woman.” Every 
sales person goes through 
a training program before 
they begin as-
sisting cus-
tomers. Our 
store is vast as 
is our inven-
tory. Yes, we 
are a big store, 
but bigger on 
personal, one 
on one, service.

Ted: What do 
you look for in 
a brand?

Sandra and 
M a r c i a : : 
Quality, style 
and comfort. 

Ted: Do you 
sell maternity 
or mastectomy 
bras?

Sandra and 
Marcia: Yes.

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

Sandra and 
Marcia:   We 
currently car-
ry over 100 
brands. Some 

of our best sellers are 
Amoena, Jodee, LeMys-
tere, Anita, Chantelle, 
Hanky Panky, Spanx, and 
Sunsets.  

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

Sandra and Marcia: Ap-
parel Markets – Las Ve-

gas, New York, Atlanta 
and Dallas.

Ted: Have any brands dis-
appointed you? 

Sandra and Marcia: Sur-
prisingly, in 43 years, we 
haven’t had that many. 
It was usually due to the 
brands switching manu-
facturers. We scrutinize 
our brands before decid-
ing which ones we will 
carry in our store.

retail profile: a fitting place

Q&A with Sandra Lehman and Marcia Scheuner , owners
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Ted: What could these 
companies do to improve? 

Sandra and Marcia: Fabric 
quality and outstanding 
manufacturing consisten-
cies are key. 

Ted: Have you brought any 
new products or brands 
into your store recently?

Sandra and Marcia: We 
are excited to have a new 
selection of soft cup bras 
from Goddess Bra that go 
up size 42K.

Ted: Do you carry other 
products?

Sandra and Marcia: Yes, 
there are so many, you’ll 
have to go to our website 
or better yet, visit our store.

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

Sandra and Marcia: The 
biggest trends we have 
seen is in decorative straps. 
We have a wide assort-
ment of bras with beauti-
ful straps that are meant to 
be shown off! Our selec-

tion of bralettes has also 
become popular.

Ted: Describe your price 
points and size ranges.

Sandra and Marcia: Items 
in our store range from 
$10 gift items to several 
hundred for breast pros-
thesis. Our core products, 
bras and panties, range 
from $10 to $175.

Ted: What is your typical 

or average customer size?  

Sandra and Marcia: Be-
cause of our huge selec-
tion and size ranges, (bra 
sizes from 28AA to 52N) 
our average customer size 
generally starts at a size 12 
and go up.

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

Sandra and Marcia: $100.

Ted: Describe 
your customer 
base.

Sandra and 
Marcia: Being 
a women’s ap-
parel shop, 90% 
of our business 
is female. Our 
core customer 
age range is 35-
55.

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

Sandra and Marcia: The 
internet has slightly im-
pacted our business, but 
not as much as one would 
think. When it comes to 
undergarments or pros-
thesis, these are very per-
sonal and customers need 
to try them on. The sizing 
in every brand tends to be 
a little different, so trying 
on bras, panties, swimwear, 
etc. is essential to getting 
the perfect fit. 

Ted: What have you done 
to draw attention to your 
business?

Sandra and Marcia: We 
underwent a complete 
renovation of our store in 
2016. 

Ted: What have you done 
to improve your business?

Sandra and Marcia: In ad-
dition to our traditional 
lines, we have introduced 
several lines, more edgy 
and colorful, to attract 
younger buyers.
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event report
August Las Vegas Shows 2017
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This summer BODY covered a 
number of Las Vegas shows during 
the third week of August, seeking 
out intimates, underwear, swim and 
hosiery wholesalers and buyers at 
Magic, Project, Curve, Off Price, 
Magic Sourcing and WWIN.

    While the ‘show review’ comments 
by the attendees varied widely, an 
ample number of retailers were defi-
nitely in town to do their shopping. 
We came across many key buyers 
from stores both large and small.
    On the men’s side, there definitely 

seemed to be fewer underwear exhib-
itors in attendance. (But we did find 
a few interesting ones nonetheless).
    Over the next pages we present 
photos of buyers and wholesale 
executives doing business in their 
booths. — Ted Vayos
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Terresa Zimmerman of Wood Underwear, Geena Gauthier
 and Jill Gauthier of River Queen.

Steven Chernoff of Rago and Serenity Beth 
Holzman of Boutique Classique.

Daren Peng of Nubra with his model.

Jack Curry and Dave Williams of 2UNDR.

Alise Tanner of Siris Boutique, Rosita Yazditabar of Felina and Siri Schlief.

Dennis Chen of Nubra, Nubra model and Bilal of Fruit of the Loom.

Alysa Krueger of Dashing Girls Next Store and 
Heather Rubio of Fashion Forms.

Paul Gladysz of Fit Fully Yours, Karen Przybylski of Tina Marie 
Shop and Cynthia Adams of Fit Fully Yours.

Kurt Meyerrose of In Chic Boutique, Rodrigo Cano of Euroskins
 and Lisa Meyerrose of In Chic Boutique.

Lindsey Edmonds and Jennifer 
Reynolds of Daisy Corsets.

Yustina Gilmore of Freshpair with 
Rob Gardner of Felina.
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Connie Esposito of a Perfect Fit,  Heather Rubio of Fashion 
Forms and Charleen Kimball of La De Da.

Paul Gladysz of Fit Fully Yours, Brandy Ornelas of 4 Real Intimate Apparel, Carrie Ornelas 
of 4 Real Intimate Apparel and Cynthia Adams of Fit Fully Yours.

Megan of Felina, Rob Gardner of Felina, Louise Schmidt of Lace by Louise, Jolyn Adams and the Felina model.
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Cathy Debolt of Echoes of Time.

SerenityBeth Holzman of Boutique Classique 
and Cynthia Adams of Fit Fully Yours.

Michelle Miller of Sheer Essentials, Paul Gladysz of Fit 
Fully Yours and Paige Johnson of Sheer Essentials.

Rozita Yazditabar of Felina and Mimi 
Desmond of Camouflage.

Patrick Kelley of Off Chute Too and Sean 
Gregg of Junk Underjeans.

Judith Diehl of Calla Lily Fine Linens, Cynthia Adams of Fit 
Fully Yours and Debra Caselli of Calla Lily Fine Linens.

Kristine Urzua of Ritual Behavior, Neda Shilian of Panty 
Fresh and Elysse Ely of Ritual Behavior.

Serena Smith and La’Shameka Jones of 4Sistaz,  Alexa Fernandes of Rago 
and Priscilla Butts of Posh Phasion.

Clancy Shak of Cosabella with Lisa Lindquist 
and Lynn Cintron of Freudian Slip.

Matt Rossy of Arianne.
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Benjamin Sims of Pulse Underwear, Todd Seaton of Skivvies, Murray 
Tawil of 2(X)IST, David Perkins of Pulse Underwear.

In the Ginch Gonch booth, Amiee Cameron, Emma Yates, Matthew Paul (model), Lisa Kerub, Jessica Frampton, Neil Rohr and a model.

Amber Brooks of Gils Clothing, Joe Smith of Wacoal and 
Janet Mitchell of Lingerie Store.

Cynthia Adams of Fit Fully Yours with Jason and Gabriela Johnson of Lifft.

Heather Rubio of Fashion Forms and Amelia Maltepe.

Chandra Howell of Bodacious, Paul Gladysz of Fit Fully Yours, Angela 
Craig of Bodacious and Desiree Zimmer of Bodacious.

Terresa and David Zimmerman 
of Wood Underwear.

Rozita Yazditabar of Felina with 
Ellen Stephens of Heavenly Blue.

Jennifer Briscoe of Cosabella and Lorena 
Abarra of Perke Lingerie.

Bella Twins with their sales manager Natasha Thomsen of Birdiebee.

Valerie Hambas of Commando and 
Mimi Desmond of Camouflage.

Tamica Jones of Sheer Elegance Boutique, Rozita Yazditabar of 
Felina and Shawn Jones of Sheer Elegance Boutique.
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Dawn Mumaw of Hourglass Lingerie, Paul Gladysz of Fit Fully 
Yours and Ken Mumaw of Hourglass Lingerie.

Claudia Stern of Gabes, Joey Nakash of Just Sexy 
Lingerie and Maile Raske of Gabes.

Alberto De La Rosa of The Shape Group, Julio Maya of S Maya & Sons
 and Louis Becerra of The Shape Group.
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Terry Prager of Villagio and Tiziano
 Defranco of Jolidon.

Wei Wang and Yi Wang of Oscar Tree Trading Company with Cindy Kelly of Hanky 
Panky and Jingwei Zhu of Assintecal.

Alexa Fernandes and the model of Rago.

Steven Banks, Suzette and Scott Greenberg 
of Suzette Collection.

Larry Block of Blockparty with Olga Oggioni of Isaco.

Nicole Thomas of Gateway Bridal & Prom with 
Barnett Kristine of Hanky Panky.

Dan Muccia of Allure, Laine A. of Heat Swimwear
 and Miss Helbing of Allure.

John Flynn of Memoi with Sara Huizingh and
 Jamie Bayles of Sage Brush Traders.

Morgan Ariane and Carolyn Lyons of Susa.

Rebecca Johnson of Bella Vous, Rozita Yazditabar of 
Felina and Amanda Luebke of Bella Vous.

Shelby Mason of Bootights.

Shana Colbin Dunn 
of Kismet.
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Muriel Lafont and Andree Ciccarelli
 of Maison Close.

Heather Rubio of Fashion Forms with Zoe 
Morris of Celeste Elegance.

Adam Slater of Coobie with Emily Krupp and Mary 
Kawano of Crazy Mary’s Sugar Shack.

Ashlee Nelson, Eileen Garcia, Ashley Schendel, Candice Voytish,  Amberly Nelson of Pop Fit Clothing.

Danella Posada and Maria Clara of Grupo Vivell.

Joline Nehoray of Beverly Hills Lingerie, Stacey Gossman of the Gig 
Showroom and Celine Nehoray of Beverly Hills Lingerie.

Christy Castro-Kahn in 
the Tricia Fix booth.

Joe Buonfiglio, Nancy Wang and Suzanne Venera of ESP Group.

Ellie Berquist of Aura Boutique and 
Rodrigo Cano of Euroskins.

In the Coobie booth, Tom and Cheryl Kautz of Cheryls of 
Fountain Hills with Nina Perez.

Dana Kornbeck and Caroline 
Liechty of Dry Goods.

Estefan Torres of Titan, Xiomara Sanchez and Amarilis Aldeano of Shalom.

Andrew Jeffrey of Jeffrey James with Terresa and 
David Zimmerman of Wood Underwear.

Tamra Fitzmaurice of Designer Linge-
rie and Tiziano Defranco of Jolidon.





rigby & peller closes a store
The former Intimacy retail chain, now operating 
under the Rigby and Peller name, has closed 
another store, dropping the number 
in the U.S. to nine.

Meanwhile, parent company 
Belgium-based Van de Velde 
reported sales in its first half rose 
slightly to 115.3 million euros from 
113.9 million euros in the first half 
of 2016. Profit for the period 
declined to 20.0 million euros, 
from 21.2 million euros in the first 
half of last year.

Van de Velde owns the wholesale 
brands PrimaDonna, Marie Jo and 
Andres Sarda, as well as operating 
international chains of its own 
retail stores. It described its sales 
growth noting: “Wholesale turn-
over increased by 1.6%. Our 
PrimaDonna swimwear and the 
newly introduced PrimaDonna 
sportswear collections were partic-
ularly successful. Retail turnover 
increased by 3.0% on a like-for-
like basis at constant exchange 
rates. Effect of exchange rate and 
store closures, resulted in a decline 
of turnover by 1.1%.”

The company added “Reported 
REBITDA [Recurring Earnings 
Before Interest Taxes, Depreciation and 
Amortization] for the first half year declined 
by 5.6%, from € 37.3m to € 35.2m. On a 
comparable basis (including comparable 
deliveries), consolidated REBITDA declined 
by 5.7%, from € 38.5m to € 36.3m. The main 
reasons for this decline were the following:

- Wholesale reported € 0.3m lower contri-
bution to REBITDA and Retail reported € 
0.1m higher contribution to REBITDA.

- Unallocated costs increased with € 2.0m, 
mainly through project costs to support the 
future growth: mainly in brand positioning, 
reliability and responsiveness of the end-to-
end value chain, preparation for upgrading IT 
and eCommerce infrastructure as well as 
training and development of people and 
recruitment of specific talent and expertise.”

The number of Rigby & Peller stores in the 
U.S. peaked at near 20 some years ago under 
the Intimacy name. The count gradually 

shrank to 14 as of the fall of 2015, and then to 
10 as of September, 2016, where the number 
stood earlier this spring. The name was 
changed to Rigby & Peller (Van de Velde had 
acquired a majority stake in that brand in 
2011) in the fall of 2015.

In releasing its results for the first half, Van 
de Velde did not go into detail about its retail 
stores in the U.S., but last year at this time it 
had noted: “Retail activities in the USA con-
tinue to underperform and will decline in 
2016 compared to 2015. As of September 
2016, Rigby & Peller USA will put stronger 
focus on online sales besides the existing store 
network.”

Of the nine stores that remain, three are in 
Manhattan, one is in Atlanta, one is in Boston, 
two are in the Chicago area, one is in King of 
Prussia, and one is near Washington, DC. — NM

ifabric q3 sales, profits jump
iFabric sales and profits both jumped dramati-
cally in its third quarter. The Ontario-based 
public company owns Coconut Grove intimates, 
which holds the Maidenform license in certain 
categories, as well as Intelligent Fabric 
Technologies (North America) Inc.

For the three months ended June 30, 2017 
iFabric reported net profit after tax attributable 
to shareholders was $264,213 on sales of 
$4,888,400 compared to a loss of $121,653 on 
sales of $2,999,317 during the same period in 
2016. (All dollars are Canadian).

“The third quarter results represent a 
milestone in the company’s history, 
with record revenue, record operating 
profit and record adjusted EBITDA,” 
declared Hylton Karon president and 
CEO. “We look forward to continued 
growth in the future.”

In explaining the 63% increase in 
sales during the period, the company 
noted “revenues in the Apparel 
Division increased by 31% or $833,072 
to $3,495,976 from $2,662,904 in Q3 
2016, primarily due to new Maidenform 
sleepwear lines, which launched earlier 
in 2017. Revenues in the Intelligent 
Fabrics Division, increased by 343% or 
$1,067,261 to $1,378,074 from 
$310,813 in 2016, primarily due to 
increased sales of antimicrobial prod-
ucts to major customers.”

The report continued that there was 
an “operating profit of $1,000,267 
compared to an operating loss of 
$87,247 during Q3 2016, an increase of 
$1,087,514. The substantial increase 
operating profit was mainly as a result 

of increased revenues, increased gross profit and 
a reduction in operating costs. Adjusted EBITDA 
was $955,335 compared to negative Adjusted 
EBITDA of $63,859 for the same quarter last 
year. This represents an increase of $1,019,194. 
Gross profit of $2,449,749 or 50% of sales com-
pared to $1,418,332 or 47% in Q3 2016, an 
increase of $1,031,417 or 39%. The increase in 
gross profit percentage was mainly due to lower 
clearances of end of season merchandise and the 
product mix for the quarter.”

The company concluded that “The increase in 
net earnings was mainly attributable to higher 
revenues and higher gross profit,” adding that 
“the net earnings for the quarter were impacted 
by an increase in share based compensation costs 
to $369,359 from $16,280 in Q3 2016, as a result 
of 600,000 options awarded to directors and key 
management in the quarter, 50% of which vested 
immediately.” — NM
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2017
oct. 2-4

LA Textile 
California Market Center
Los Angeles, CA
110 East 9th Street 
 (213) 630-1701
californiamarketcenter.
com

oct. 9-10
Capsule 
California Market Center
Los Angeles, CA
(212) 206-8310
capsuleshow.com

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

oct. 15-17
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.com

oct. 15-18
Neac Show
Royal Plaza Trade 
Center & Hotel
Mariboro, MA
(781) 326-9223
neacshow.com

oct. 17-19
Boulevard Prêt-à-Sale
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 2401
boulevardpretasale.com

oct. 17-19
The ABC Kids Show
Las Vegas, Convention
Center, NV 
(210)-691-4848
theabcshow.com

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

oct. 25-28
Dallas Apparel Market 
Dallas Market Center
Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 28-30
Trendz
Palm Beach County 
Convention Center
Palm Beach, FL
(305) 718-4320
trendzshow.com

oct. 30-nov. 3
Intimate Apparel 
Market Week

nov. 8-9
Old Dominion 
Fashion Exhibitors
Virginia Beach Resort 
& Conference Center
800-468-2722
odfe.org

nov. 7-9
Maredimoda Cannes
Cannes, France
 +39 031 4128637
maredimoda.com/cannes

dec. 4-7
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(856) 380-6849
hiaonline.org

2018
jan. 6-8

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

jan. 7-9
  Accessorie Circuit

The Javits Center
New York, NY
ubmfashion.com

jan. 7-9
  Intermezzo Collections

The Javits Center 
New York, NY
ubmfashion.com

jan. 7-9
  Fame

Javits Center
New York, NY
ubmfashion.com

jan. 7-9
  Moda

Javits Center
New York, NY
ubmfashion.com

jan. 9-16
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000

americasmart.com

jan. 11-12
Swim & Active 
Collective West
Anaheim Conv. Center
Anaheim, CA
activewearcollective.com

jan. 12-15
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

jan 14-17
Neac Show
Royal Plaza Trade 
Center & Hotel

Mariboro, MA
(781) 326-9223
neacshow.com

jan. 15-18
HKTDC Hong Kong 
Fashion Week 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 16-17
Premiere Vision
Pier 94, New York, N.Y.  
646-351-1942
premierevision.com

event & show dates 2017-2018
calendar
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jan. 20-22
Interfiliere & Salon 
International de la 
Lingerie, 
Porte De Versailles, 
Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. 21-23
Project NYC
Pier 94 
New York, NY
ubmfashion.com

jan. 21-23
MRket
Javits Center
New York, NY 
ubmfashion.com

jan 22-24
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
(678) 732-2401
TexworldUSA.com

jan. 24-25
Active Collective East
Metropolitan Pavilion
New York, NY
activewearcollective.com

jan. 24-27
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

jan. 25-27
   Surf Expo Show

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

jan. tba
MMC Dessous 

Paradies 
Schkeuditz, Germany
mmc-dessousparadies.de

jan. 28-29
LingeriePro 
Antwerp, Belgium
info@lingeriepro.be
lingeriepro.be

jan. 28-30
Stylemax
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

jan. 28-30
FMNC Show
San Meteo, CA
(415) 328-1221 
fashionmarketnorcal.com

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

feb. 3-5
Dessous Wallau
Messecenter 
Rhein-Main
Wallau, Germany
dessous.muveo.de

feb. 4-9
Intimate Apparel 
Market Week

feb. 4-8
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. tba
   London Edge

Business Design Centre 
Upper Street, London

+44 (0) 116 289 8249
londonedge.com

feb. 10-13
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 11-14
SOURCING
Las Vegas 
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

feb. 12-14
MAGIC
Las Vegas 
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
Platform
Las Vegas 
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
Project
Mandalay Bay 
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
Pool
Mandalay Bay 
Convention Centers
Las Vegas, NV
ubmfashion.com

feb. 12-14
Stitch
Mandalay Bay 
Convention Centers
Las Vegas, NV

   ubmfashion.com

feb. 12-14
The Collective
Mandalay Bay 
Convention Center
Las Vegas, NV
ubmfashion.com

feb. 12-14
The Tents
Mandalay Bay 
Convention Center
Las Vegas, NV
ubmfashion.com

feb. 12-15
WWIN 
The Rio Hotel 
Las Vegas, NV
(702)-682-3475
wwinshow.com

feb. 17-19
Wasche und Mehr
Dortmund, Germany
+49 221 99 22 390
waescheundmehr.de

feb. 18-20
INDX Show
Cranmore Park 
Exhibition Centre
Solihull, UK
0121 713 4453
indxshow.co.uk

feb. 18-20
Moda UK Lingerie 
& Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 19-22
  CPM Body & Beach

Expocentre Fairgrounds
Moscow, Russia
cpm-moscow.com

feb. 21-22
Old Dominion 
Fashion Exhibitors
Virginia Beach Resort 
& Conference Center
800-468-2722
odfe.org

feb. tba
  Moda

Javits Center
New York, NY
ubmfashion.com

feb. tba
  Fame

Javits Center
New York, NY
ubmfashion.com

feb. tba
  Coterie 

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

feb. tba
Stitch
Javits Center
New York, NY
ubmfashion.com

feb. tba
  Accessories the Show

Javits Center
New York, NY
ubmfashion.com

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

Not responsible for errors. Please check dates with shows before making plans. Got an intimate apparel industry event, and want to let people know? Send us the information for consideration in an upcoming calendar. 
Please include a contact phone number, email and web address, if available.  Send all submissions ATTN: BODY Calendar, 2826 Stillwell Ave., Brooklyn, NY 11224. Or, email  Ted Vayos at Ted@bodymagazine.us.
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Ted Vayos, BODY: Please 
tell us about your intimate 
apparel business.

Dawn Mumaw, Hour-
glass Lingerie: We started 
our online store in 2011 
primarily to help full 
busted women find the 
perfect fitting bra along 
with style and comfort, 
I struggled myself with 
finding a properly fitted 
bra that went higher than 
a DDD cup.   I wanted to 
have a variety of color op-
tions and styles to choose 
from in my lingerie draw-
er that fit my personality.  
This prompted me into 
an investigation, that not 
too long after, turned into 
opening my online store.  
Hourglass is user friendly 
and offers a wide selection 
of colorways, patterns, fits 
and styles.  We offer size 

s e l e c t i on s 
from 28-56 
bands and 
cup sizes A 
through N.  
With the 
growth of 
our website, 
we had a de-
mand from 
our local 
cu s tomer s 
for a brick 
and mortar.  
So in 2013 
we expand-
ed to have 
a local shop 
where cus-
tomers can 
come in be 
fitted, find 
some great 
styles and 

very important to us actu-
ally have a fun, comfort-
able experience shopping.  
Where our original focus 
was on full figured and 
full busted customers we 
have expanded to make 
sure no matter 
a customer’s 
shape, size or 
p re f e rence s 
we can help 
them find a 
quality prod-
uct while hav-
ing fun and 
feeling good 
about them-
selves.  Some 
key product 
c a t e g o r i e s 
we offer are: 
sports bras, 
strapless bras, 
maternity and 
nursing bras.  

Bras sized swimwear has 
been a huge addition for 
us over the past couple 
years.  Bridal lingerie and 
longline bras have been 
very important to our 
customers as we partner 
with several local bridal 
shops.  We also have part-
nered with local boudoir 
photographers and offer 
all sorts of sexy lingerie 
to cater to their individual 
tastes.

Ted: What makes your 
store special?

Dawn: What sets our 
store apart from oth-
ers would be our excep-
tional customer service 
and knowledge about our 
products.  We want to 
build a rapport with our 
customers of trust and 
confidence, so they know 
each and every time they 
purchase an item from us, 
they will be receiving a 
quality product that suits 

their body type with ex-
ceptional customer sup-
port.  We want to ensure 
they are buying the cor-
rect fitting bra as well as 
the correct style for their 
frame.  It’s beyond us de-
livering a quality product 
to the customer we need 
to make sure they are in 
the correct size and fit 
for them or no matter 
the quality of the product 
they will be let down. 

Ted: What do you look 
for in a brand?

retail profile: hourglass lingerie

Q&A with Dawn Mumaw, owner
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Key Brands
Anita

Curvy Kate
Elomi

Fantasie
Freya

Goddess
Parfait



Dawn: First and fore-
most we look for quality, 
we want to ensure that 
everything we are selling 
to our customers is made 
from the highest materi-
als and cut from on trend 
and comfortable fabrics.  
We take care to buy a va-
riety of items to suit every 
style, occasion and body 
type.  Beyond just qual-
ity we are also looking for 
fit, it may be off the high-
est quality material but 
does it fit correctly?  This 
is very important to us.  
Another important item 
we are looking for is vari-
ety, we want our custom-
ers to have a plethora of 
high quality choices that 
fit their individual wants 
and needs.  

Ted: Do you sell mater-
nity bras?

Dawn: When we first 
started back in 2011, ma-
ternity wasn’t something 
we carried because we 
didn’t have the resources 
to carry the selection we 
wanted.  As we’ve grown 
and expanded we now 

have a tremendous selec-
tion of maternity from 
brands such as Anita, 
Goddess, Panache and 
Elomi.

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

Dawn:  We sell a number 
of brands in our store such 
as Elomi, Goddess, Anita, 
Parfait, Curvy Kate, Fan-
tasie and Freya these are 
just a sampling of the 
many brands we carry and 
love!   Elomi, Goddess, 
Anita and Curvy Kate are 
our highest demanding 
bras, due to their qual-
ity, comfort and on trend 
styles and colors. 

Ted: Have any brands dis-
appointed you? 

Dawn: There are a few big 
problems in the indus-
try which is not special 
to our store.  One huge 
problem is we have seen 
some brands starting to 
sell directly to the cus-
tomer through their own 
websites.  In the long run 
this will hurt these brands 

because the 
brick and 
mortar fit-
ters will 
stop selling 
their prod-
ucts and the 
online stores 
which have 
fit experts 
and care 
about fit will 
stop selling 
their prod-
ucts.  When 
we look to 
add any 
brand this 
is one of the 
first things 
we check, 
if they are 
selling di-
rect to the 
public we have no interest.  
Another huge problem is 
companies selling directly 
to Amazon.  When Ama-
zon sells products they are 
being shipped and sold by 
the same people handling 
phones and televisions.  
There is no concern for fit, 
no fitting education, ba-
sically no customer care.  
We see reviews on Ama-
zon all the time of great 

products that 
are nega-
tive because 
the customer 
didn’t have a 
fitting pro-
fessional to 
assist them.

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

Dawn: Yes, 

we recently started selling 
sexy fashion lingerie from 
Be Wicked, such as baby-
dolls, bra sets, camisoles 
and body stockings.  This 
has been such a fun and 
exciting add on especially 
for our Boudoir custom-
ers.

Ted: Do you carry other 
products?

Dawn: Yes of course, 
we carry bridal, panties, 
nursing bras, sports bras, 
bra sized swimwear, gar-
ter belts, thigh highs and 
robes.  Bra sized swim-
wear has been huge for 
our customers and be-
came a major seller for us.

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

Dawn: I feel that most 
of our walk-in customers 
prefer a comfortable well 
fitted bra for every day 
wear, usually a full cup or 
moulded cup.  Moulded 
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cups are one of our most 
asked about styles, for the 
simple reason, they are 
supportive, give a great 
shape and don’t show 
though clothing. 

Ted: Describe your price 
points and size ranges.

Dawn: Our price points 
are very moderate, we take 
care to stock items that 
are of the highest quality 
yet at an affordable price.  
It’s very important for us 
to offer our customers a 
quality product at an af-
fordable price, especially 
knowing there are many 
choices for them to turn 
to, we want them to know 
they are getting the best 
possible care at an afford-
able price point.  We have 
an array of sizes to choose 
from beginning at a band 
size of 28 and going to a 
56, as well as A through N 
cups.  We cover just about 
any size range you could 
be looking for.

Ted: What is your typical 
or average customer size?  

Dawn: I would not say 
that we have an average 
customer size.  We have 
people come in all shapes 
and sizes and our job is 
to make sure they have 
plenty of choices whether 
they walk into our store or 
purchase from us online.

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

Dawn: For our Brick and 
Mortar the average cus-
tomer on their first visit 
will usually find they are 
in the wrong size and 
purchase $200 plus to re-
stock their bra wardrobe.  
Returning customers and 
online customers usually 
are purchasing one to two 
new products at a time.

Ted: Describe your cus-
tomer base.

D a w n : 
We have a 
broad cus-
tomer base 
catering to 
people of all 
shapes and 
sizes.  We 
have cus-
tomers in 
their teens 
up to their 
90s.  When 
we first 
started we 
thought we 
would just 
fill the full 
figured and 
full busted 
niche.  Once 
we got 
started we 

found that 
there was a 
plethora of 
women of 
all different 
sizes that 
were not be-
ing served 
p r o p e r l y .  
We also 
found that 
there is 
an entire 
L G B T Q + 
community 
that did 
not have a 
c o m f o r t -
able place 
to shop.  We 
strive to 
make com-
ing into 
our store or 
shopping from us online 
to be a fun stress free wel-
coming experience.

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

Dawn: Positively: I feel 
that my personality has 
really drawn many cus-
tomers back through our 
doors as well as referrals.  
I build an honest relation-
ship with my customers 
and we share stories and 
laughs, this is so impor-
tant.  Customers don’t 
know what to expect 
when they come through 
the doors and they may 
have so much anxiety and 
fear built up, that they just 
aren’t open to what you are 
trying to tell them.  This is 
where we don’t give up, we 
ask them questions and 
become personable with 
them, opening the doors 
of communication and 
laughter.  Negatively: The 
MAP pricing policy that 

has been put in place, but 
isn’t being monitored by 
all of the manufacturers.  
This has gotten much bet-
ter in the past 6 months 
and most reputable re-
tailers are following the 
guidelines, it just takes 
the one retailer to lower 
the MSRP and we are no 
longer in the game. 

Ted: What have you done 
to draw attention to your 
business?

Dawn: We have recently 
revamped our website to 
make it more user friend-
ly and competitive.   Also, 
we are working on more 
social media and blogging 
to educate women on the 
importance of a prop-
erly fitted bra and what 
a proper fit is.   In the 
store we are always find-
ing new ways to make it 
welcoming and warm for 
our customers as well as 
added new signage to al-
low customers to find us 
even easier.
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Ted Vayos, BODY: Please 
tell us about your adult retail 
business.

Lennox Ryerson-Gonzalez, 
Adam & Eve: Adam & Eve 
Norman is located in his-
toric downtown Norman, 
Oklahoma. Our boutique 
was designed with the goal 
of providing a clean, well-
lit, elegant and comfortable 
environment that allows our 
clients to feel more confi-
dent, and at ease, when shop-
ping for their intimate needs. 
The layout of our store is 
done with the client in mind.  
As the client walks into our 
location, they come into our 
soft goods area, which is 
largely made up of lingerie 
and bath and body products. 
The further our client goes 
into the space, they will find 
a fine selection of products 
available for both newcomers 
and experienced users. Our 
knowledgeable and friendly 
staff is certified and trained 
to answer questions about 
any product in our store.

Ted: How many stores does 
your company have selling 

intimates?

Lennox: One, but soon to 
be expanding to the OKC 
metro.

Ted: Why did you choose to 
open a business in this areas? 

Lennox: Norman is a pro-
gressive college town with 
a diverse demographic. We 
felt that our business model 
of providing a resource for 
the community on the topic 
of sex was a good fit.  Our 
clients come in to our store 
and get honest answers to 
questions they may have 
about couples intimacy, sex 
and sexuality. By approach-
ing these topics in a straight-
forward and down-to-earth 
manner, not only do we work 
at “normalizing” something 
that many see as a source of 
shame, but also help individ-
uals leave our store with a bit 
more knowledge than when 
they first walked in.  

Ted: Do you have an online 
retail business?

Lennox: Yes. www.Norman.

adamevestores.com

Ted: Please include a physi-
cal description and a list of 
the key product categories.

Lennox: Our store is largely 
comprised of what is cat-
egorized as soft goods. These 
items include lingerie items 
such as corsets, chemises, 
babydolls, thigh high hosiery, 
corsets, robes, and men’s un-
derwear. We also have prod-
ucts that fall under health 
and beauty. These items 
that are made for enhanc-
ing pleasure and they include 
bath gels, shaving creams, 
fragrances, supplements, sex 
furniture like LIBERATOR, 
condoms and other sexual 
enhancement and/or medi-
cal products. Finally we have 
our novelty products that 
cover a variety of items such 
as Bachelorette, gag gifts, 
dildos and vibrators.  

Ted: What makes your store 
special?

Lennox: There’s no ONE 
thing that makes our store 
unique, but here’s what cli-
ents say: The store is very 
clean and well lit. Clients 
appreciate the soft and sexy 
approach. The friendliness 
of our staff, and how knowl-
edgeable they are. Every 
employee in our store goes 
through customer service, 
product training, and a cer-
tification program that pro-
vides knowledge on sexual 
health and pleasure. We are 
a source for sexual education 
and information to the com-
munity. We provide several 

classes on a variety of top-
ics on a monthly basis as our 
way of giving back to the 
community.  

Ted: What do you look for in 
a brand?

Lennox: Adam & Eve has a 
high standard when it comes 
to the quality of all products 
we offer; and as franchise 
owners, we stand by this. 
When it comes to bringing 
any product into our store, 
we meet with manufacturers 
and ensure that we are not 
compromising the high level 
of quality that our clients 
have come to expect when 
shopping at Adam & Eve. 
All lingerie and apparel that 
we carry in our store is made 
with fashion and comfort in 
mind, it is well built, and it’s 
made to last. Same goes for 
the fetish gear we carry; we 
bring in the highest qual-
ity of entry level and expe-
rienced user items found on 
the market. The bottom line 
is, we know our clients work 
hard for their money, and 
we want them to shop with 
confidence knowing they 
are getting what is right for 

retail profile: adam & eve

Q&A with Lennox Ryerson-Gonzalez, owner
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them and high in quality. 

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

Lennox:  Being an Adam & 
Eve franchise, we of course 
carry many products in our 
line that our clients have 
come to trust and love. Just a 
few of our top tier highlights 
include: Wicked, WeVibe, 
System JO, Classic Erotica, 
Doc Johnson, Pipedream, 
TOPCO, Fleshlight, X.R., 
and Vedo.  When it comes 
to giving props to a company, 
we look at their affordability, 
value for cost, quality, and 
level of customer service. We 
look for companies that take 
care of our clients as well as 
we do, once they leave our 
store.  It is hard to pick just 
one out of all the outstanding 
companies, as we have devel-
oped great professional rela-
tionships with many of them. 
So again we will refer to our 
clients, and pic the top 3 
based on their experience (in 
no particular order). When 
it comes to lingerie, Oh La 
La Cheri gets outstanding 
reviews due to comfort, style, 
affordability and the avail-
ability of plus sizes up to 
4X.  We also carry Shirley of 
Hollywood, Leg Avenue, Es-
cante, Fantasy Lingerie, Ex-
posed, Male Power, and Greg 
Homme. We also have staff 
who can commission be-
spoke corsets. Vedo is a rela-
tively newer company that 
we get great reviews from our 
clients and where the quality 
of the product far surpasses 
that of other brands in their  
category. Vedo has mastered 
bringing an affordability and 
luxury feel that makes the 
client comfortable that they 
are getting value for their 
money. Classic Erotica is 

another brand that our cli-
ents have come to love and 
trust; their COOCHY line 
of products have gained the 
company a reputation of pro-
viding a top-tier line of sen-
sual products created with 
NO animal testing.

Ted: Where do you like to 
shop for your merchandise?   

Lennox: Adam & Eve, of 
course! That said, our fran-
chise is very generous in al-
lowing us to seek vendor 
partners that help us meet 
the need of our specific local 
and regional demographic so 
we are fortunate to be able to 
purchase from any manufac-
turer that meets our rigorous 
franchise product standards. 
To this end, we frequently at-
tend industry shows in both 
the lingerie and toy arena 
so that we can keep up with 
new technology as it launch-
es. We have had a particu-
larly good relationship with 
Eldorado and their team. For 
us, they have been a great 
friend that has helped us to 
grow our business and they 
are able to fill in the gaps 
for our ordering, provide an 
amazing video education and 
certification series for our 
employees, and like our fran-
chise folks, they too help us 
to organize great events and 
fundraisers in store and out 
in our community.

Ted: Have any brands disap-
pointed you? 

Lennox: There have been a 
few brands that have disap-
pointed us.  Those that make 
their brands available at big 
box stores, and online giants 
like Amazon at a fraction of 
the price that is available to 
us is something no brick-
and-mortar can compete 

with.  This drives business 
away from us, and in some 
cases they compromise the 
quality of their product in 
the process as well. Although 
we understand that when a 
company has an excellent 
product, it is likely that an-
other company might swoop 
in to capitalize on their good 
fortune, sometimes this re-
sults in a situation where 
everyone loses.  In the worst 
cases we see bad knock-
off products coming out of 
China where quality is of-
ten questionable and safety 
may not be a priority.  Al-
though a client might think 
they are getting a deal, or 
even believe they are getting 
a quality brand product, in 
these cases they are not.  This 
leaves brick and mortar store 
with no other choice than to 
reduce inventory on certain 
lines; or stop carrying entire 
lines altogether.  

Ted: What could these com-
panies do to improve?  

Lennox: These companies 
need to re-think their strat-
egy when selling bigger vol-
umes through these online 
retailers. Not only are they 
cheapening their brand, they 
are also alienating the cus-
tomer at the brick and mor-

tar level by taking away the 
face-to-face promoting that 
built their brand in the first 
place.  Limiting premium of-
ferings to brick and mortar 
stores and/or ensuring that 
the newest items go first to 
brick and mortar protects our 
small businesses.  Addition-
ally, many of the premium 
items that end up online for 
sale below pricing agree-
ments that we have to follow 
should result in that vendor, 
and the vendor that processes 
such transactions to be sum-
marily excluded from doing 
business.  Unless companies 
get serious about upholding 
their agreements with sellers, 
some brands will continue to 
suffer.

Ted: Have you brought any 
new products or brands into 
your store recently?

Lennox: Tokidoki and the 
Motley Crue line by Love 
Honey have been a hit since 
they were introduced in 
July of this year. They are an 
outstanding product from 
a reputable company, made 
available at an amazingly low 
price point. 

Ted: Do you carry other 
products?
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Lennox: We carry entry 
to mid-level BDSM gear. 
Thanks to the popular-
ity of the 50 shades of Grey 
books and movies, Kink has 
become a more acceptable 
topic for couples to explore. 
So we offer a wide variety 
of products in this category, 
and as everything else in the 
store, we dialogue with our 
customers to ensure they are 
making an educated pur-
chase when they shop. 

Ted: Describe popular styles 
or trends in your area.

Lennox: When we opened 
our store, we didn’t know 
much about our demograph-
ic… well, at least when it 
came to the bedroom. How-
ever, that all changed as the 
weeks went by and we got an 
overwhelming demand for 
us to carry more items that 
are “kinky”. 

Ted: Describe your price 
points and size ranges.

Lennox: We have a saying 
in our store “we don’t take 
ourselves seriously, but we do 
take our jobs seriously”. We 
pride ourselves in provid-
ing an upscale environment 
to our clients, that doesn’t 
translate to our price tags. 
We are a store that provides 
education, awareness, and 
products that enhance our 
clients’ love life, and we stay 
away from pushy sales tactics, 
and items that are only made 
as something to be given to 
someone as a joke.  That said, 
we offer quality products in a 
range from $5 to over $500.

Ted: What is your typical or 
average customer size?  

Lennox: What can we say, 
this is Oklahoma, and we 
don’t have a “one size fits all” 

when it comes to products 
we carry in the store, there-
fore we carry a range of sizes 
when it comes to apparel. We 
carry some styles that come 
in sizes Small to 4X in the 
women’s, and for the guys we 
have styles to go from small 
to 6x.  Although we accom-
modate the spectrum of size, 
we make a concerted effort 
not to treat our clients as a 
size.  Meaning, when a client 
enters our store, they are not 
a medium, or a plus, they are 
a valued person.  As such, we 
don’t have a specific section 
of “plus” that is commonly 
seen in all clothing retailers.  
We have a lingerie section.  
We have a toy section, etc.  
All sizes are always repre-
sented throughout the store.

Ted: Have you noticed any 
specific sizing changes from 
2015 to 2017?

Lennox: Even though we 
have seen a shift towards 
“straight runs” (S-L) in our 
lingerie, we still carry many 
styles in the larger sizes. We 
work very hard at being di-
verse and inclusive, so as long 
as we have access to the vari-
ety of sizes in the brands our 
clients have come to love, we 
will continue to carry them.  

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

Lennox: Our average is about 
$65 per ticket but to put this 
in perspective it is important 
to note that this average also 
includes roughly three items 
per transaction.  What is re-
ally exciting here is that we 
have a very large amount of 
returning clients that bring 
friends, spouses, and some-
times even coworkers!

Ted: Describe your customer 

base.

Lennox: Our demographic 
at the store ranges from men 
and women in their mid-20s 
to 70+.  With a serious bou-
tique look that would work 
in downtown New York, 
the merchandising is geared 
towards single women and 
couples.  Again, we seem to 
be making what was once ta-
boo, less so, and that appeals 
to our Main Street clients.

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

Lennox: We have grown a lot 
over the last year. Listening 
to the needs of our clients, 
and the invaluable feedback 
they give on products, has 
helped us shape our store 
into something far better 
than we’ve ever expected. 
That, coupled with the pas-
sion that our employees have 
for helping people, have al-
lowed us as business owners 
to focus on those things that 
will help maintain that great 
reputation we have gained 
since we opened.  Bottom 
line: customer feedback has 
impacted us tremendously.  
Listening to both our clients 
and our employees has been 
a very humbling and often 
rewarding event.  

Ted: What have you done to 
draw attention to your busi-
ness?

Lennox: It is difficult to 
do any type of advertis-
ing by means of social me-
dia because of the general 
restrictions placed on our 
industry. This is especially 
true for areas like Facebook 
and Google. Being a locally 
owned business, we use any 
type of advertising available 
to us. Over the last year, we 

consider ourselves very for-
tunate to have an entity such 
as Adam & Eve supporting 
us as franchisees by provid-
ing us with avenues that 
would otherwise be unat-
tainable. With the help from 
our corporate office, we have 
gained a larger online pres-
ence by having the ability to 
find locations of all franchise 
stores in one location www.
adamevestores.com. This 
ability allows the local com-
munity to shop and support 
their local store’s website. We 
are now able to participate in 
specials that are advertised 
nationally. And, in July of 
this year, we joined the Yelp! 
Community, and this has 
given us more exposure, al-
lowing current and future 
clients the ability to find us 
and leave reviews that help 
others know that we are here 
to help.  Another change we 
made is with our online area. 
Being able to still help a cli-
ent, even if they can’t make 
it in to see us right away, 
or in the event that there 
is that certain “something” 
they need but we are out of 
has been key. Here is how 
we like to say thank you to 
our returning customers: we 
give each one our social me-
dia card that invites them to 
keep it local and shop us at 
Norman.AdamEveStores.
com, click our “Shop On-
line” button and create (or 
log into) their account.  We 
like to hand write a special 
code on the back of that card, 
“AEFC” that will give them 
50% off most any single item 
in the thousands of selec-
tions, free-shipping on the 
whole order, and free gifts.  
In fact, to thank your readers, 
let’s invite them to take ad-
vantage of this as well!  Until 
then, we look forward to see-
ing you in the store.  Cheers!
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