
 

Veta
models
Triumph 
Lingerie

 9.2014
 





 
21
29
56
 

   

SEPTEMBER 2014

41  LULU & KATH

contents
15

28
32
33
37
38
40
58

 

6
30
35

 
 
 

photo reports
active
hosiery
shapewear 
plus
swimwear
lingerie
men’s

 

columns
news 
calendar
finance
 

47  COOBIE

features
report: curve show in new york

retail profile: madison salinas 
retail profile: best rack around

  

49  ESPIRAL

45  BACI







Publisher, Editor-in-Chief
Nick Monjo

nick.monjo@gmail.com

Executive Editor, Art Director
Victoria Monjo

victoria@fmmg.com

Associate Publisher
 ted Vayos  •  ted@fmmg.com

Photography
Nick Monjo

BODY Magazine No. 141
is published by Fashion Market Magazine Group,  

2820 Stillwell Ave., Brooklyn, N.Y., 11224. www.bodymagazine.us
Ph. (718) 676-4444. 
Fax (718) 449-1481

© 2014. All Rights Reserved.
No part of this magazine may be reproduced without 

the consent of the publisher. 
Subscription for 12 issues is $69. International is $189.

E-mail all inquiries to: nick.monjo@gmail.com

Some photography provided by manufacturers.

All letters to the editor, or news to report, 
should be addressed to Ted Vayos

Advertising Inquiries: (718) 676-4444,
or e-mail: nick.monjo@gmail.com.

 
postMaster: Send address changes to

BODY Magazine, 2820 Stillwell Avenue, Brooklyn, NY, 11224

 

on tHe coVer
Triumph Lingerie
(212) 302-2606
mario.pace@triumph.com
Model: Veta, Thompson Models
Photo: Nick Monjo

Models:  Event Model Group, Painted-
Faces Models, MMG Models, Sharlet 
Grier Model Management, Stars Models,  
Sweet Dreams, APM Models, Unique 
Talent Management, Thompson Models, 
Images Management,  Ikon, Drew Felton, 
Cover Girl Agency, Mars, Choice.

 

Veta
models
Triumph 
Lingerie

 9.2014
 

Tel. 770-475-3045   www.JulieFrance.com   Fax: 770-664-7208

1

2
3

4
5

6

7

8

9

10

11

12

   Front
1 Loop and Strap
2 Rib room
3 Tummy tamer
4 Pooch smoother
5 Muffin top manager
6 Thigh slimmer
7 Convertible gusset
8 No roll or bulge

     Back
  9 Bra-Bulge eliminator
10 Lumbar support and             
      smoother
11 Rear end pick me up
      and curve enhancer
12 Cellulite smoother

    finer, softer yarns
               powerful graduated compression 

MAXIMUM breathability & comfort
                             slenderizes, shapes & smooths 
                  No bulging on the skin

       Ultra light, seamless shapewear

After

Before

Member of







operations” of both its own online retail 
sales as well as its extensive wholesale busi-
ness on July 31st according to Lili Varbanova 
a long time sales executive for the company.

Varbanova said the firm was “headed in a 
new direction” but could not say what that 
was. One of the company’s many sales rep-
resentatives, who did not wish to be named, 
used the word “retirement” to explain the 
closing to BODY and insisted that it was 
not the result of financial difficulties. Green 
has been, for some 30 years, wife to Steven 
Swig, chairman, at one time, of the Swig 
Company, which describes itself as a “pri-
vately-owned, San Francisco based real 
estate operator and investor” with signifi-
cant holdings across the U.S.

The company was founded by Green in 
the 1970’s, according to one source, and on 
its website the company claimed recently 
that it had “over seven thousand vendor 
locations around the world with reps all 

over the U.S., Canada and the EEC.” The 
firm specialized in silk intimate apparel, 
sleepwear and gowns and is based in San 
Francisco.

On the Mary Green Facebook page a 
recently posted note stated, “FINAL 
DAYS! The engines of the Magical 
Fantastical Mary Green Flying Panty 
Machine are primed and ready for lift off to 
destinations unknown. It has been a joy. 
But all good things come to an end and it is 
time for each of us to explore our dreams. 
FINAL SHIP DATE JULY 30, 2014.”

strong nyc curve show
Curvexpo’s New York lingerie and swim-
wear trade show reported strong results for 
its early August event at the Javits Center 
North in New York City, with more than 
300 brands exhibiting, and with the number 
of buyers — more than 2,700 according to 
management — holding steady to last year’s 
edition.

The show, held Aug. 3-5, highlighted a 
strong focus on a more modern exhibitor 
setup and a new online appointment sys-

tem, though which more than 1,000 
appointments were made with up-and-com-
ing brands including Babajaan, Paladini, 
Velvette, Underprotection, Sapphire Bliss, 
Korokora, Meng, Roser Samon Promise, 
Naja, The Muse Lingerie, Rouge Papaye, 
Insignia by Sigvaris, J’attire, Elizabeth 
Jane, Fajas Diseno D’Prada, Snoa 
Sleepwear, Madame Supertrash, Meng 
and more.

Online retailers present included such 
e-commerce giants as Asos, Amazon.com, 
Gilt Groupe and Net-a-Porter, joined by 
leading intimate sellers Bare Necessities, 
Freshpair and HerRoom. Brick-and-
mortar department and chain stores 
Anthropologie, Bloomingdale’s, Dillard’s, 
Macy’s, Neiman Marcus, Nordstrom, Saks 
Fifth Avenue and Urban Outfitters were 
also on hand.

CurveNY also reported a growing seg-
ment of specialty intimate stores, including 
Journelle, Intimacy, Bra Genie, Bits of 
Lace, La Petite Coquette and more.

Tradeshow seminars focused on Spring/

B

(Continued on page 8) 
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Summer 2015 trends and emerging brands, while established 
brands confirmed their pleasure with the show. Calvin Klein and 
Commando reported “record-breaking” sales and buyer interac-
tions, according to a CURVExpo release. 

                                                               — Katherine Rautenberg

vandale hires parnes
Maurice Setton, CEO of Vandale Industries, told BODY he 
had just hired Michael Parnes, an industry veteran, as the presi-
dent of a new division that will produce and market a variety of 
intimate apparel products under the licensed Warner’s and Olga 
brands.

In its original announcement, (BODY, June, 2014), PVH 
explained Vandale had signed the license for”women’s shape-
wear, sleepwear, loungewear, robes, sports bras, and other 
specified athletic wear for the U.S. and Canadian markets under 
the Warner’s (including the sub-labels Simply Perfect by 
Warner’s, Blissful Benefits by Warner’s, and Body Heaven by 
Warner’s) and Olga brands.”

Setton told BODY “We are developing the line as we speak,” 
but declined to give any further details.

Most recently Parnes was SVP of sales at Maidenform, a company 
for which he worked from 1999 to 2013. Prior to that he was VP of 
national sales for the bra division of Warnaco, a company for which 
he worked from 1992. And prior to that he was eastern regional sales 
manager for Christian Dior Intimates, Lily of France.

j’attire at curve ny
Exhibiting at Curvexpo in NY marked the first important step 
by J’attire, a Canadian firm, to enter the U.S. market. What sets 
the the brand apart are the hypoallergenic properties and com-
fort of its lingerie, according to its founder.

Heretofore the label, which launched in 2010, has only been 
offered in its own Vancouver store.

“Few years ago, our house was on fire and my younger sister 
got severely burned. After recovering from the physical injuries, 
her skin became extremely sensitive and she was having allergic 
reactions from most of [the] brassieres on the market. This is 
how I decided to design my first bra.” So began the store of 
J’attire’s creator, who asked, to preserve the anonymity of her 
sister, to only be identified by her “second name,” Elizabeth.

“Coping with the psychological distress after the recovering 
was difficult too, so not only I wanted her to feel comfortable but 
I wanted her to feel beautiful and sexy too underneath. So, I 
focus on creating a bra with hypoallergenic material, without 
neglecting the beauty side of the bra. Then, I started to design a 
bra here and there for my friends too, and they all loved it. This 

news
(Continued from page 7) 
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is how everything started.”
The sensibilities that led to the creation of 

the first bra continue today. “Our philoso-
phy is to ensure each of our products is 
specially designed to ensure elegance, com-
fort, support and versatility. I believed the 
end-customers will enjoy all the small little 
design details we integrated because our 
team design each collection with lot of 
love,” explained the designer.

In addition to Elizabeth, the company 
also uses designs “from local students,” she 
noted.

When asked with what other brands her 

lingerie might hang in someone else’s store, 
she replied, “it’s hard to answer because I 
noticed most of the other brands are either 
sexy or functional. I think we are in the 
middle. If I have to really say a name, Josie 
Natori is an inspiring entrepreneur. J’attire 
also focuses on design to make a women feel 
good, feminine and attractive from day to 
night.”

Wholesale prices for the bras range from 
$28 to $36, and sizing ranges in band size 
from 28 to 40, AA cup to I cup. Thongs, 
tangas and boy shorts range in wholesale 
price from $8 to $15 and garter belts from 
$20 to $28. Slips wholesale from $28 to $36.

“J’attire is a French word meaning “I 
attract.” I believed that every woman, no 
matter their age, their shape or their skin 

type, deserve to look at their absolute best, 
to feel attractive and comfortable. This is 
the reason why comfort and style are always 
at the heart of everything we designed. To 
ensure everyone’s life can use a little of 
J’attire, I decided to open my first boutique 
in Vancouver.”

The designer emphasized “we are work-
ing to have other stores carry our brand 
across Canada and U.S. in the coming 
year....We are now ready to expand into a 
new geography segment.” She added, “We 
are exhibiting at Curvexpo to reach the 
entire North American territory.” The com-
pany has not used independent reps to date, 
“but we will have to start looking into it.”

BODY asked Elizabeth which styles she 
would recommend to a store trying the 
label for the first time. “I believe every 
woman should have more than one bra in 
their wardrobe for different occasions. 
J’attire offers both everyday bras and special 
occasion bras. Because women are becom-
ing more and more attentive to the level of 
comfort, I will recommend our Nikki col-
lection (SKU# TC7TCB) because it’s 
totally hypoallergenic. Nikki is made with 
modal and the brassieres’ hardware is 100% 
nickel-free. Another must have will be 
Francine (SKU# SA000B), a very classy 
and feminine push-up bra for more petite 
ladies. The bra straps are convertible to 
strapless, criss-cross back or halter. Our 
Janice (SKU# LACNQB) or Jacqueline 
(SKU# SH7TUB) collection are also very 
sexy and wonderful.”

Elizabeth added that at the August Curve 
in New York, “Everything we are exhibiting 
at the show is our new collection. We will 
be introducing our silk collection in Fall/
Winter 2014.”

When we asked if she had any concluding 
remarks, Elizabeth wrote, in an email reply, 
“Under wire bras are not for every woman. 
Nowadays, more and more women are 
searching for wireless bras, which are 
known for their comfort, especially for 
women with wide-set, splayed, and sensi-
tive breasts due to pregnancy or women 
with breast implants.”

“J’attire’s Nikki wireless bra is hypoaller-

(Continued from page 8) 
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genic and designed to provide maximum 
support and comfort. Its 100% cotton soft 
cups are perceived to make the bra so com-
fortable that no women will want to remove 
it, even before bedtime. Adjustable straps 
can be easily converted to cross back. There 
is a limited choice in the market when 
choosing for a no wire bra that covers up to 
36 sizes. Nikki wireless bra is made with 
modal and the metal hardware is 100% 
nickel-free. It comes in size 28-40 band, 
from AA to I cup and in both blue and 
cream color.”

catanzaro: new collection
French fetish designer Patrice Catanzaro 
has launched Les P’tites Folies 4, the latest 
in a series of affordable apparel groups. And 
the designer’s team is bringing the new 
styles, as well as new lingerie and costume 
designs, to the upcoming International 
Lingerie Show which opens at the Rio 
Hotel in Las Vegas on September 15th.

The Les P’tites Folies group, first offered 
in September 2012, “is more affordable than 
the Patrice Catanzaro collection,” explained 
Olivia Bozzo, the designer’s spokesperson. 
“It’s for ladies who want to be dressed in a 
sexy chic manner...Les P’tites Folies 4, is an 
evolution to styles that can be worn almost 
anywhere, but still being sexy chic.”

The other lines from Catanzaro include 
Patrice Catanzaro, “more fetish oriented, 
with research and conception of new mate-
rials”; “The Lingerie Collection, [which] is 
more for classic lingerie shops”; and the 
Second Face collection for men.

The new Les P’tites Folies collection 
includes 25 items. There are 23 dresses and 
one skirt and top. Prices range “from $23 to 
$65. It’s very affordable for that level of qual-
ity and design,” said Bozzo. While this 
group does not contain any lingerie, there 
are “sexy transparencies with mesh and lace 
that can show beautiful lingerie.”

Catanzaro’s “inspiration for this new col-
lection is his desire to make the streets 
become sexy chic,” said Bozzo. Asked about 

his favorite styles, she listed “Paola, a dress 
that can be worn in 5/6 different ways, with 
or without transparency, and with a big col-
lar that can dress or undress, according to 
the way you wear it; Nikki, a very classic 
dress at first sight, but very sexy because it’s 
a wrap dress; Athena, that can seem very 
good or very bad; Venus, with it’s roman 
inspiration. It’s a very structured dress, and 
very sexy.

Cara, this dress has heart shaped lace 
transparency on the bust and on the but-
tocks; Kayla, classic but very structured and 
sexy chic.”

Patrice Catanzaro will not be attending 
the September ILS himself, but his wife 
and daughter, Aude Catanzaro and 
Charlotte Catanzaro, will be there along 
with Bozzo. “Patrice won’t come to ILS as 
he’s working on a new very specific collec-

tion...We will show Les P’tites Folies 4, and 
visitors will have surprises,” concluded the 
spokesperson.

wood: striped men’s underwear
Wood Underwear has just introduced its 
Spring 2015 men’s underwear collection: the 
“Striate” line, focusing on colorful stripes.

“We took a classic pattern—stripes—and 
put a Wood spin on it,” declared Terresa 
Zimmerman, founder of Wood Underwear. 
“Think tree rings: lines of varying shades 
and widths—real fashion detail and ‘pow’ in 
styling, combined with Wood’s hallmark 
comfort! The patterns and colors speak to 
every man and every experience, whether 
he’s heading in from a long day of surfing, 
hitting the slopes for some snowboarding 
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or simply going out for a night on the town.”
The new collections comes in “four cus-

tom stripe-and-color families: orange, mid-
night, purple and aqua. Each features four 
updated underwear styles with a seamless 
continuous print, made possible by elimi-
nating the underwear’s side seams,” accord-
ing to the company documentation. An 
added plus is that “no side seams means 
maximum comfort.” In addition, “The ultra-
soft and eco-friendly Lenzing Tencel (euca-
lyptus) blend washes and wears just like 
cotton, but also has added moisture-, micro-
bial-, and thermo-control properties.”

The Striate collection is now being shown 
to buyers and will be available in stores 
starting February 1, 2015. The suggested 
retail price is $28.

mode adds crystal jewelry
Based on the popularity of its genuine 
Czech glass, crystal and rhinestone connec-
tors, buckles and closures for intimate 
apparel, dancewear, swimwear and evening 
wear, Mode Beads International is launch-
ing a line of coordinating rhinestone jewel-
ry, including earrings, bracelets, necklaces 
and hair accessories.

“Models love our connectors because of 
their unique designs and excellent quality,” 
explained Mode Beads Chief Operating 
Officer Toby Klein. “Now, we’ve extended 
the look beyond connectors, so you can get 
those designs you love and wear them on- or 
offstage!”

Mode Beads’ rhinestone connectors have 
proven popular with dancers and models 
looking for quality and glamour in bodysuits 
and similar apparel, and have even been 
using connectors as hairpieces. Mode is 
launching the jewelry for an unbeatable 
coordinated look, and Klein indicated tiaras 
and more unique options are in the pipeline.

Mode Beads was established in the newly 
democratic Czech Republic in 1990 with a 
small supply of beaded jewelry in the back-
seat of a rental car. The company has since 
expanded to a 10,000-square-foot U.S. loca-

tion with a two-floor showroom and a ship-
ping center and warehouse containing up to 
25,000 products that ship to large compa-
nies in the lingerie, apparel, jewelry and 
design industries, as well as enterprising 
individuals.

Experts at Mode can set up custom orders 
for companies and individuals, working with 
each client to create new and unique prod-
ucts and designs or to offer assistance with 
colors and trends. The company can assist 
customers with logos, initials and corporate 
symbols.              — Katherine Rautenberg

triumph: pop-up store
In early August, intimate apparel giant 
Triumph Lingerie launched “House of 
Triumph,” a monthlong pop-up in New 
York City with spa events and a sample 
sale.

House of Triumph, located at 168 Bowery 
from Aug. 4 to Sept. 10, 2014, was estab-
lished to better acquaint New Yorkers with 
the 127-year-old German lingerie brand 
before it opens a Manhattan store in 2015. 
The company prides itself on “creating an 
elevated experience” for customers, accord-
ing to Triumph executive John Groman.

“We pride ourselves on our unparalleled 
fit, beautiful design and the highest quality 
lingerie that caters to self-confident women 
who share in our appreciation for style, fit 
and comfort,” Groman said in a statement. 
“These offerings will be on full display at 
House of Triumph.”

House of Triumph hosed a luxury day spa 
event on Aug. 23, featuring manicures, mas-
sages and personal bra fittings with 
Triumph professionals. Guests were treat-
ed to champagne, canapés and complimen-
tary transportation to and from Long 
Island.

The pop-up will also be home to an exclu-
sive sample sale on Sept. 5-7. Guests will get 
a preview of autumn/winter collections, 
while intimate apparel, shapewear, swim-
wear, nightwear and loungewear will be 
available for purchase at up to 50 percent 
off.“Having seen great success at our stores 
on Long Island, we are so excited to inte-
grate into the fashion-forward culture of 
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Orleans-themed entertainers and food and 
drink. Registered buyers get in free and 
receive drink tickets by showing their buyer 
badges, but attendance is capped at 1,200 
people.

Exhibitors are encouraged to attend as 
sponsors by emailing pprads@partypaper.
com. Sponsorship includes VIP access to 
the event and a chance to have live models 
showcase their products.

“Partygoers will be able to preview cos-
tumes, network with their peers, hit the 
dance floor and soak in New Orleans food 
and music in one great event,” Erwin stated.

                            — Katherine Rautenber

camouflage lingerie
Already into its second decade, but new to 
the upcoming August Curvexpo show and 
perhaps many lingerie specialty stores, is 
Wilderness Dreams intimate apparel, a col-
lection of bras, panties, sleepwear, mens 
underwear, loungewear, activewear, swim-
wear and casual apparel all utilizing differ-
ent camouflage patterns.

While the focus heretofore has been on 
sporting goods stores and the outdoor mar-
ket, “We see an opportunity to expand the 
W i l d e r n e s s 
Dreams brand 
through additional 
products and by 
adding stores that 
want to provide 
licensed camou-
flage lingerie prod-
ucts to their cus-
tomers. This could 
include specialty, 
department, linge-
rie, or sporting 
goods stores,” 
director of sales 
Mary Gorghuber 
told BODY. Thus 
the decision to 
exhibit at Curve.

W i l d e r n e s s 

Dreams “was started in 2001 by Weber’s 
Camo Leather Goods,” explained the 
owner of both companies, Craig Zwilling. 
“Weber’s has been providing camouflage 
leather items to the outdoor / sporting 
goods market since 1998. 
Camo lingerie, loungewear, 
and swimwear was created 
to serve a need in this mar-
ket for these type of prod-
ucts. Wilderness Dreams 
initially started with a few 
lingerie styles and has 
evolved over the past 13 
years to include over 80 dif-
ferent items. The company 
has been under the same 
private ownership since 
2003.”

According to Gorghuber, 
“Our wholesale prices range 
from $6.00 - $25.00, with all 
products offering great mar-
gin opportunities for our 
retailers.” On its website, 
Wilderness Dreams retails camouflage bras 
for $24, thongs from $12, a babydoll set for 
$33, a chemise for $36, a tank nightgown for 
$37 and a poly-jersey hoodie for $42. Men’s 
boxers are $19.

A wide range of bra sizes are available. A 
padded bra with the “Mossy Oak Break 

Up” camouflage pattern is offered 
in 32A, 32B, 34B, 34C, 36B, 36C, 
36D, 38C, 38D, 40C and 40D. 
The bra includes a heart-charm 
and is “made from 100% polyester 
fabric for a soft, silky feel.” It 
retails for $24.

“The newest addition to the 
Wilderness Dreams line is our 
active wear,” Gorghuber wrote 
BODY in an email exchange. 
“Initially this line contains six 
styles, including active pants, 
shorts, capris, two sports bras, 
and a jacket. All of the styles fea-
ture a performance, wicking fab-
ric blend with moisture control 
and comfort. The bottoms 
include a hidden pocket in the 
waistband to hold a license, room 

key, or credit card. The sports bras are pull-
over style with a racer-back design that 
allow for easy layering. Wholesale pricing 
ranges from $15 for the sports bras to $25 for 
the jackets.”

And interesting detail 
is that the company uses 
authentic camouflage 
patterns for its intimates 
which it licenses from 
established designers. 
“In our case the camou-
flage pattern we mainly 
have is “Mossy Oak 
Break UP,” a very well 
known brand in the 
camo business,” noted 
Gorghuber. “In our lin-
gerie & loungewear line, 
we also license the pat-
tern – “Naked North.” 
We have a white pattern 
which is called “Naked 
North Snow” and 
“Naked North Pink.”

Up until now, “Most of the trade shows 
that we attend are in the sporting goods 
market, including the ATA Show, SHOT 
Show, and regional sporting goods shows,” 
said Gorghuber, adding that Wilderness 
Dreams has also been at the WWIN show 
in Las Vegas.

“We have a network of independent reps 
across the country that primarily serve the 
sporting goods market. There may be an 
opportunity for additional reps to focus on 
the lingerie / sleepwear market.”

“Our primary market to date has been in 
the outdoor / sporting goods market. 
Current retailers that carry Wilderness 
Dreams products include regional and 
independent sporting goods, apparel, and 
gift stores,” as well as “independent stores 
throughout USA and Canada.”

“A conventional lingerie store looks at 
Wilderness Dreams as another extension of 
the products they offer to their customers,” 
continued Gorghuber. “Wilderness Dreams 
fills the niche for camouflage items within 
these types of retailers. A lingerie store 
would want to start with one or more of the 
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bra styles (styles 6016) and matching pant-
ies or thongs. In addition, our camisoles 
(styles 6011) and matching boy shorts (style 
6022) are great selling products. Some 
retailers may look at these camouflage items 
as only being strong in the fall. While the fall 
season is strong, Wilderness Dreams items 
sell very well throughout the year.”

Similarly, a men’s underwear store, might 
do well with the line claimed the sales man-
ager. “We believe camo has become a bit 
more ‘main’ stream. Especially in a men’s 
store, our Mossy Oak Camo boxers 
#609021, lounge pants #609521, along with 
our short and long sleeve raglan shirts can 
provide another option for a store’s guest.”

duffield lane loungewear
Launched just last year, sleep and lounge 
brand Duffield Lane will be exhibiting at its 
first Curvexpo in August  — but has already 
established itself in several U.S. specialty 
stores and offered its designs at other trade 
shows.

“Classic with a preppy twist,” is how 
founder Jamie Loeks Duffield described 
the line to BODY. And where does she see 
the brand fitting into the marketplace. “For 
our sleepwear I think we 
would hang with 
Cosabella, Eberjay, 
Hanro or Donna Karan. 
For our resort/ready to 
wear we usually hang 
with Lilly Pulitzer, 
Gretchen Scott or 
Katherine Way,” she 
wrote in an email inter-
view response.

The collection dis-
played on the company’s 
website in late July fea-
tured simple styles such 
as dresses, tunics (long 
and short), “shorties,” 
tanks, tees, slacks, all 
usually with some pip-
ing and all in just a few 

colors: coral, navy and white. Moving for-
ward the company will offer many addi-
tional styles and colors according to 
Duffield.

“Our wholesale prices range from $12 for 
our Coral Dottie Tank to $82 for our Made 
in the USA Stripe Robe,” the designer told 
BODY. Overall, “Most of our pieces are 
priced between $30 for the Maud Shorties 
and $56 for the Theresa Tunic.” On her 
website the Dottie Tank retails for $28 and 
the Theresa Tunic Dress retails for 
$108. Shorter dresses retail for $78, 
the Kimberly Tunic for $86, the 
shorties for $59 and slacks for $79. 
Sizes include XS, S, M, L and XL.

“We are selling to a number of bou-
tiques in multiple states. Some exam-
ples are Complements in the 
Hamptons, Pinky in Greenwich, CT 
and Leigh’s in our hometown of 
Grand Rapids, MI,” Duffield wrote. 
Other stores include BellaHome in 
CT, Joseffa’s in FL, Buffalo Bob’s, 
Dune Berry and Muriel’s Intimate 
Apparel in MI and Dee Jay’s and 
Expose Boutique in NY.

Although the company retails on its 
own website, “we have no interest in 
undercutting any of our partner 
stores,” said the designer. “Eventually 
we would love to sell to department stores. 

We would also like to contin-
ue to expand by selling in 
more boutiques, especially in 
markets we are currently not 
in.”

Duffield said her company 
is not using independent 
reps, but does have “an in-
house sales rep that is focus-
ing on the West Coast. Her 
name is Katherine O’Neal 
and she will be showing our 
line to CA boutiques. She 
will also be organizing trunk 
shows and marketing fea-
tures on the West Coast.”

While Duffield declined to 
provide sales figures for the 
firm, she noted “We are build-
ing the brand right now and 

our sales volume has been steadily increas-
ing. We launched our first line in January 
2014 and I think that by that time next year 
we will have at least tripled our current sales 
volume.”

“We have a number of new collections in 
the works that are not yet on the website,” 
the designer explained. “First, we will be 
offering our “Manhattan Black” luxury col-
lection this fall. It features a number of 
pieces of lounge and sleepwear in an extra 

soft Modal blend 
fabric in black 
with camel trim. 
The collection 
will also include 
our new Tuxedo 
Lounge Pants 
and Leggings 
that we are really 
excited about. 
We will also have 
an evergreen line 
for the holidays. 
For S/S15 we are 
working on a 
number of beach 
dresses in multi-
ple colors with 
multiple trim 
options. We also 

will soon have our Made in the USA stripe 
line available, that will feature a robe and a 
dress that are both made in Lansing, MI.”

As the line expands it will stay “true to the 
Duffield Lane look. We pride ourselves on 
offering pieces that are classic with a preppy 
twist. All of our pieces are designed to be 
flattering comfortable and stylish, you will 
not be embarrassed to be seen in your paja-
mas when you are wearing Duffield Lane! 
In fact most of our pieces can be worn just 
as easily out of the house as in. We like to 
say that Duffield Lane can take you from 
bed to brunch to the beach!”

What sets her collections apart, said the 
designer, is that “Above all we strive to offer 
our customers a product that is of the high-
est quality using the best materials. The 
fabric, for example, that we use is so soft 
that your really have to feel it to appreciate 
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it. We have found that a significant portion 
of the growth of our sales volume has been 
from repeat customers. Once you try our 
sleepwear you won’t want to sleep in any-
thing else! I have even had customers tell 
me that they bought extra pairs of our Sleep 
Slacks or Shorties because they needed a 
pair to wear when the first was being 
washed. They joked that they otherwise 
would never be able to wash the slacks/
shorties as they wear them every evening.”

In addition to the Curvexpo show, “We 
have also participated in ENK Intermezzo, 
Stylemax and the Atlanta Apparel Market. 
We are really excited for a very busy August 
and September when we will be showing at 
NYNOW, the SurfExpo and Moda.”

“We are looking for buyers that will carry 
Duffield Lane for seasons to come. We offer 
low minimums for first orders because we 
want to encourage buyers to try Duffield 
Lane. We know that once Duffield Lane is 
in the store the buyers will be re-ordering 
very soon.”

bendon + playboy collection
Bendon Group, using a bra padding system 
it first introduced seven years ago, has cre-
ated a collection of intimates in an agree-
ment with Playboy Enterprises: “BIOFIT x 
Playboy.”

As it is described on the brand website, 
the ”customized padding technology...offers 
unique inner support to create the perfect 
measure of cleavage according to cup size.” 
The shape and amount of padding is differ-
ent for each cup, with the A cup receiving 
“85% padding” and the DD cup no padding 
but a unique shape that “enhances your sil-
houette by giving subtle uplift and defini-
tion.” The system had been offered by 
Victoria’s Secret from 2007 to 2011.

The intimates, sold on the website, www.
biofitxplayboy.com, include nine bras, rang-
ing in retail price from $39.95 to $49.95, 18 
panties, all priced at $14.95, and a corset for 
$99.95.

For the bras, band sizes range from 32 to 

38 and cup sizes from A to DD. The panties 
range in size from XS to L and come in a 
variety of colors prints and fabrics. The 
corset is offered in band sizes 32 to 38 and 
cup sizes A to DD.

Bendon Group, which was founded in 
New Zealand in 1947, noted in the Playboy 
announcement that it distributes “products 
across 34 countries” which range “from high 
fashion to everyday wear” and include such 
brands as “Elle Macpherson Intimates, 
THE BODY Elle Macpherson Intimates, 
Macpherson Men, Stella McCartney 
Lingerie, Pleasure State, Lovable, Hickory, 
Davenport, Fayreform, Bendon, Bendon 
Man and Evollove.”

happy underwear
Starting in August, Happy Socks began 
selling men’s and women’s underwear to 

add to the large collection of colorful hosiery 
the Swedish firm has been offering since 
2008.

There is a men’s boxer ($20 retail on the 
company’s own website), a men’s boxer 
brief (also $20) and a women’s brief ($12). 
Overall there are “six different patterns and 
fifteen colors” according to the company, 
sold at happysocks.com, Happy Socks con-
cept stores, pop up stores and “retailers 
worldwide.”

In total the company claims over 6,000 
stores are selling its various products inter-
nationally, including, in the U.S., 
Nordstrom, Black Market, Fred Segal/
Ron Robinson and many others.

The women’s briefs “have a comfort fit, 
perfect for everyday and are made of 95% 
cotton and 5% elastane,” according to the 
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company. Patterns are “Big Dot, Dot, 
Paisley, Polka Stripes, Zig Zag and 
Stripes.”

“The jersey boxer briefs for men are made 
of 95% cotton and 5% elastane. The silhou-
ette is fitted for a slim look.” The woven 
men’s boxers “have a fly opening and elastic 
waistband for a relaxed fit and casual look. 
They are made of 100% cotton.” The men’s 
underwear have the same patterns as the 
women’s panties.

“Happy Socks successfully became a life-
style brand, creating the entire segment of 
colorful design socks in almost every corner 
of the world since 2008. We then figured 
out we could use the same recipe and start-
ed looking for the next challenge,” explained 
creative director Viktor Tell, one of the two 
founders in a statement that accompanied 
the underwear announcement.

CEO Mikael Soderlindh added, “We 
searched for the next item that could give 
someone a positive emotion when getting 
dressed. It turned out underwear comple-
ments our socks perfectly.”

Tell continued, “Mikael and I aim to make 
your underwear drawer also more colorful! 
Get our customers and ourselves thrilled 
and excited with more “happy” to play with!”

“After two years of development, we are 
now proud to present our all new Happy 
Socks Underwear collection. A daring proj-
ect to shift from just socks to both under-
wear and socks, keeping a brand name that 
refers only to the later. It is also quite a 
statement, saying a lot about the brand 
being strong enough to present a great 
underwear collection for both women and 
men,” Tell concluded.

britney spears + barenecessities 
While it has been know for several months 
that Change Lingerie, the Danish producer 
and retailer of intimate apparel, swim wear 
and related apparel, had signed a license to 

produce a Britney Spears collection, the 
company has now announced it will begin 
retailing the line September 9th.

Bare Necessities will offer the collection, 
according to a statement from Change, as 
well as an un-named list of “boutique retail-
ers throughout the United States and 
Canada.” Change’s own stores, numbering 
over 180 around the world, will carry the 
line, but there are only 14 Change shops in 
Canada and none in the U.S.

The majority of Change stores are located 
in Scandinavia, with a smaller number 
located across Europe in such countries as 
Germany, Spain, Poland, Latvia, Iceland, 
Ireland, Estonia and Andorra.

The Intimate Britney Spears collection 
includes “lingerie sets, vintage inspired 
bustiers and kimonos, as well as relaxed 
loungewear such as jersey camisoles, shorts 
and sweats.” Design element include 
“detailed shoulder straps and stunning 
embellishments, in addition to crochet 
edges, satin ribbons, and lace trim.” Cup 
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“Burlesque: Strip, Strip, Hooray!” which 
features a full spectrum of beauty and body 
types.”

Von Teese is the burlesque dancer, who 
first appeared in Playboy 15 years ago, and 
continues work as a model, stylist, actress 
and designer.

“Dita’s pieces fit almost every body type 
which is what Bare Necessities is all about!” 
noted the retailer.

The lingerie collection launched earlier 
this year and has been sold at Bloomingdale’s 
since May. It is also available at such retail-
ers as asos.com, Faire Frou Frou, 
STYLEBOP.com, Debenham’s in the 
U.K. and secretsinlace.com.

“I believe that lingerie can be both practi-
cal and glamorous,” said Von Teese in the 
Bare Necessities release. “It has the power 
to make women feel desirable, and there-
fore BE desirable! But 
glamour isn’t just for one 
type of woman; it is for any 
woman who desires it. 
Offering luxurious, glamor-
ous and functional lingerie 
for various figure types has 
always been important to 
me, and I am very proud and 
thrilled that Bare 
Necessities is stocking my 
full-figure range of lingerie.”

At Bare Necessities, the 31 
pieces offered range from 
the Dita Von Teese Star 
Lift G-String (style Y23955) 
for $28, to the Man Catcher 
Sheer Lace Bra (style 
Y51942) for $68 on up to the 
Madame X Corset (style 
Y47945) for $148.

naked roller coaster ride
It’s been a wild ride for shareholders of 
Naked Brand Group, the company that is 
now controlled by sleepwear expert Carole 
Hochman, the company’s new largest 

shareholder and CEO. 
Shares of the publicly 
traded firm (traded on the 
OTC market under the 
name NAKD) were sell-
ing for 12 cents at the end 
of May, just before 
Hochman officially joined 
the firm in early June, and 
soared almost 300% to 
close at 35 cents on August 
11th.

At the close of August 
12th shares were down to 
29 cents. And as we went 
to press on August 27th 
shares were selling at 24 
cents. Along the way, on 
July 30th, Hochman 
penned here first letter to 
shareholders, an enthusi-

astic document that 
showed how excited and 
committed she and her 
family are to making the 
new venture a success. 
The letter itself may have 
figured in the rise in the 
price of the shares.

“Like you, I was imme-
diately captivated by the 
power and potential of 
the brand name: the word 
“Naked” reinterpreted 
and represented as a label 
for intimate apparel and 
beyond,”  wrote 
Hochman. “I was 
enthralled and saw an 
enormous opportunity to 
build the concept of 
Naked into a global life-
style brand that speaks to 

the modern individual’s desire to be free, 
real, comfortable, sexy, active, unencum-
bered, confident.”

“For over 30 years,” Hochman continued, 
“I have designed and brought to market 
some of the world’s most admired sleep-

wear and intimate apparel 
for my own brand and 
many leading brands 
including Polo Ralph 
Lauren, Donna Karan, 
Oscar De La Renta, 
Betsey Johnson and many 
more. Over the course of 
my career, I have learned 
that strong brand direc-
tion combined with excep-
tional product, talented 
people, strong customer 
relationships and focused 
execution are a potent for-
mula for building a thriv-
ing, profitable business. It 
is with these principles 
that we guided our family-
owned Carole Hochman 
Design Group to become 

a widely respected leader in the intimate 
apparel industry. It is with these same prin-
ciples that my team and I intend to guide 
Naked toward its amazing future.”

“The Naked team is deep with talent and 
experience and already hard at work at turn-
ing our vision into reality. Joining Joel 
Primus [the company founder] and I on the 
senior management team is Carlos Serra, 
vice president of sales & merchandising and 
Michael Flanagan, COO and CFO. 
Together, Carlos and Michael bring nearly 
50 years of men’s apparel experience. Carlos 
has had great success in this business, help-
ing lead the launch of Emporio Armani 
men’s underwear while serving as vice presi-
dent of sales for Armani, as well as playing a 
key role in the growth of Polo Ralph 
Lauren’s men’s underwear business as a 
director of sales for Hanes Brands. Carlos 
has hit the ground running, immediately 
engaging an expanded audience of retailers 
for our brand by driving the creation of a 
broader and more competitive men’s collec-
tion. Michael Flanagan, who has had a dis-
tinguished career including his time as vice 
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Curvexpo’s New York lingerie and 
swimwear tradeshow reported strong 
results during it’s run, August 3 to 5, at 
the Javits Center North. More than 300 
brands were exhibiting, with the num-
ber of buyers — more than 2,700 
according to the show — holding 
steady from last year’s edition. Online 

retailers present included such e-com-
merce players as Asos, Amazon.com, 
Gilt Groupe and Net-a-Porter, joined 
by intimate specialists such as Bare 
Necessities, Freshpair and HerRoom. 
Larger brick-and-mortar stores includ-
ed Anthropologie, Bloomingdale’s, 
Dillard’s, Macy’s, Neiman Marcus, 

Nordstrom, Saks Fifth Avenue and 
Urban Outfitters among others.
   Curvexpo also reported a growing 
segment of specialty intimate apparel 
stores, including Journelle, Intimacy, 
Bra Genie, Bits of Lace, La Petite 
Coquette and more. We picture some of 
the attendees over the next seven pages.

Jane Mruk and Cristy Beckman of Buttercups and Jimena Rosas 
of Body Hush.
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Karen Johnston of Bonne Nuit, Jennifer Heffner of P. Jamas, Roberto Manas of P. Jamas, Jennifer Perkins of Bonne 
Nuit and Esperanza Manas of P. Jamas.

James Few, Cynthia Decker, Tanya Reynolds and Molly Hopkins of Livi Rae Lingerie 
with Steven Bernstein of Anita International.

Helle Panzieri of Baci Lingerie, Theresa Mcleod and Anastasia Koument of Memorial 
Sloan - Kettering Boutique with Alissa Gubitoso of Baci Lingerie.

Taylor Drotman of Grace Bay Club with Theresa Antretter and 
Hans Gerd Groothold of Anita International.

Dow Hickam and Marty Jeu of Top Drawer 
Lingerie.

Benjamin Levy, David Levy of Side Kick; Jan Swan and Rodrigo Cano of Julie France.

Erin Yates and Zee Patel of Bits of Lace with Joanne Grazzini 
of PJ Harlow.

Inna Nizhnik, Larisa Groysman and Patricia McCaw of Magic Corsets 
with Eddie Goldstein of iCollection, Tia Lyn, Hauty and Glitter.
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Britt Cruikshank of La Silhouette, Sarah Weiner of Trousseau 
and Erica Young of Erica M.

Michael Wiener of Trousseau, Anna and Paul Gladysz of Fit Fully Yours and Sarah 
Wiener of Trousseau.

Anna Gladysz of Fit Fully Yours, Susan Wright of Amazing Assets and 
Paul Gladysz of Fit Fully Yours.
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Anna Daypir of Next to Me, Pablo and Andrea Zimmermann of Ana Grant, Norine 
Richards of Ana Grant with Mary Wood of Next to Me.

Holly Powell of The Pencil Test and Anne Locke of Anita 
International.

Christine Candreva and Karen Marie Camastro of Mary Corsetieres with Steve 
Rispoli of Anita International.

Joy Slusarek of Joy All Things Underthings, Alice Kaiser of Anita 
International and Karen Luke of Joy All Things Underthings.

Jaimey Midtdal of SHE Apparel, Mark Caskenette of Anita International, Lailina Smith of 
SHE Apparel.

Tina Dersch of Anita International with 
Deborah Hadnot-Cooksey of Pink Pratique.

Janet Holcomb of Fitting Touch with Tina Dersch of Anita International with Steve Holcomb of 
Fitting Touch.

Anna Gladysz of Fit Fully Yours, Andrea King of Aristelle and Paul Gladysz of Fit Fully 
Yours.



Helen Kestler and Cyla Weiner of Sylene of Washington with 
Olivia Feldman of Knock Out.

Willy Mrasek of Felina and Ann Deal of Fashion Forms.

 Melmira Bra & Swim, Brittany Paul of Thee Lingerie Shoppe, Holly Heenan of Melmira Bra & Swim, Linda Paul of 
Thee Lingerie Shoppe, Val Scherle of Thee Lingerie Shoppe.
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Priamo Espaillat of Priamo and Liliana 
Mann of Linea Intima Lingerie.

Kelly Franko of Kelly’s Boutique & Intimates, Lorraine Chambers of 
Knock Out and Julia Baron of Kelly’s Boutique & Intimates.

Olivia Feldman of Knock Out with Kali Andrews, Kirk Andrews 
and Krissi Riewe Petticoat Fair.

Kayla Feiner of Golyta International; Beverly Franklin, Gail Williams of Measured to Fit; Tia Lyn model with Tia Lyn 
of Tia Lyn a division of Golyta.
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Elyssa Paris of Zoe & Co, Miss Mandalay model, Bruce Prescott and Rebekah Staubach of Zoe & Co 
with Lorraine Morton of Miss Mandalay.

Terry Lynch of Anita International with Deborah Hadnot-
Cooksey of Pink Pratique.

Steve Holcomb of The Fitting Touch,  Eve Turner of Hanro and 
Janet Holcomb of The Fitting Touch.
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Mark Caskenette of Anita International with Julie 
Faucher of Studio Equilibra.

Helle Panzieri of Baci Lingerie, Carline Dean of Lace Affaire and 
Alissa Gubitoso of Baci Lingerie.

Jenny Monroe and Heather Harris of Perfect Fit the Shops at Swedish with 
Theresa Antretter of Anita International.

Karen Marie Camastro of Mary Corsetieres, Anna Gladysz of Fit Fully Yours,  Christine Candreva 
of Mary Corsetieres and Paul Gladysz of Fit Fully Yours.

Tanya Reynolds of Livi Rae Lingerie, Chris Zogas of QT Intimates with Molly Hopkins of 
Livi Rae Lingerie.

Kelly Franko of Kelly’s Boutique & Intimates, Deena Goodman of QT Intimates and 
Julia Baron of Kelly’s Boutique & Intimates.

Theresa Antretter of Anita International with Terri 
Erwin of Perfection.

Paul Kenny and Kathleen Kenny of Karing with Kindness with 
Joyce Rylander of Anita International.

Alice Kaiser of Anita International, Judith Fine and Donna McNeight of Gazeo.

Maureen Stabnau, Courtney Schimpf, Jana Friedman, Liza Bennett of Bare Necessities with Angelique De Rond of Britney Spears, Heather Garcia of Bare Necessities 
and Ivana Nonnis of Brtiney Spears.



Terri Frazier of South Bay Boobology, Theresa Antretter of Anita International 
and Josephine Frazier of South Bay Boobology.

Jill Townsend of Bonjour Lingerie,  Ashlyn Holsinger of Doll House Bettie and 
Angelique Poppo of Bonjour Lingerie.
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Sara Megletti PB&J Stores with Kayla Feiner of Golyta 
International.

Eddie Goldstein of Golyta and Diane 
Mackay of Romantic Fantasies Lingerie.

Yvonne Samson, Cherry Yin and Charlotte Cho of Personal Touch 
Lingerie.
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Alice Kaiser and Steven Bernstein of Anita International with Aimee Guthinger of Bedroom I’s 
Boutique and Anne Locke of Anita International.

Virginia Otto of Cachet, Priamo Espaillat and Alise Ninavaggi of 
Priamo.

Charmae Ellerbe, Megan Blade and Isaac Sagman of Suzette 
Hosiery.

Josephine Frazier of South Bay Boobology, Kristin Racanti of Affinitas 
and  Terri Frazier of South Bay Boobology.

Linda Hancock and Susan Theresa Simpson of Corset Shop Intimates 
with Marcia Shally of Affinitas (middle).

Joe and Pesia Romeo of the Pick Corset with Hans Gerd Groothold 
of Anita International.

BODY Magazine cover model Natalia 
of Event Model Group.
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Kristine Iannazzi and Emily Pulos of Embrasse-Moi (seated) with Steve Rispoli of Anita 
International, Craig Iannazzi of Embrasse-Moi and Steven Bernstein of Anita International 

Heather Rubio and Marilyn Rubner of Fashion Forms.

Ute Kollman and Helen Varga of Simply Chic with Peter Burke 
of PJ Salvage (middle).
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Alissa Gubitoso of Baci Lingerie, Ayman Jouejati of Cosmotex, Veronica Rajadnya and 
Helle Panzieri of Baci Lingerie.

Steve Brauneiss and Elaina Garabedian of S.A.M. Co. with Levan Tat and Tony 
Lam of Golyta.

Kari Mills and Kathy Zutz of The Bra Garden. Anina Young of Brazen and Mary Gorghuber of 
Wilderness Dreams.

Josee Cotee of Curvexpo,  Vanessa Brott and Victoria Connolly of Courval with Stephan 
Rosenkilde of Underprotection.

Anna Gladysz of Fit Fully Yours, Katie Hendrickson of Wigs N More and Paul 
Gladysz of Fit Fully Yours.

Laura Fitzpatrick of Oh Baby. Jacqueline Sava of Soak Wash.



Terry and Michele Krchov of Fort 
Knox Lingerie.

Hacina Gablin of Barbara with Nasrin Hormozi of 
Trousseau of Dallas.

27SEPTEMBER 2014  •  BODY

Samantha Zee and Erica Young of Erica M 
with Mark Rosenfeld.

Jamie Duffield and Barrie Loeks of Duffield Lane.

Karen Lau, Odessa Harisson-Gent and Annabel Lau
 of J’attire Lingerie.

Peter Burke and Jodi Roth of PJ Salvage with Mark Tinkess 
of Beach Riot.
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Terri and Josephine Frazer of South Bay Boobology with Larry Lardner 
and Sarah Gilbert of Royce Lingerie.

Susan Malinowski and Robert Vitale of Wacoal.

Rodrigo Cano of Julie France with Jill Cataldo of Lovejoys Lingerie.

Mary Gorghuber with her model of Wilderness Dreams with Barbara McGraw of 
The Donegar Group and a Target buyer who asked not to have her name published. 

Candice Desouza of Hudson Bay, Scott Wolffe of BCBG and 
Lauren Dill of Hudson Bay.

Scott Wolffe of BCBG with Mike Freville of 
Dillards.

Jon Schuyler Brooks and Jeremy Richardson of 
Phillips Nizer.
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Ted Vayos, BODY: Describe 
your store for our readers.

Carole Iannelli: Madison Sa-
lina’s Lingerie store is located 
on Merrick road. Merrick road 
more or less hits every town 
from Long Beach to Mon-
tauk. This makes our store not 
only easy to locate but much 
of the passing traffic become 
potential customers. Our store 
is unique yet elegant, sporting 
a big green sign that surely 
can’t be missed. In the neigh-
borhoods closest  to us reside 
upscale middle class family’s.  
We enjoy being a part of that 
local community and being 
the closest go-to people for 
our specialties. Though there 
are many stores up and down 
Merrick Road, little cater to 
the same categories as we do. 

Ted: What makes your store 
special?

Carole: Before you walk into 
our store, you might think to 
yourself   ‘Just lingerie’ right?, 
wrong. Our store also special-
izes in Bras, Bridal, Hosiery, 
Shapewear, Accessories and 
more.  We also do personal-
ized bra fittings and cater to 
sizes 32AA-52I. Our bras 
range from countries world 
wide, including Belgian, 
France and U.S.A. Unlike 
many department stores, we 
are always willing to provide 
our undivided and personal 
attention to our customers. 
Often we are complimented 
on the comfort level and 
knowledge of our staff. We 
take much pride in our kind-
ness and helpful suggestions.

Ted: What do you look for in 
a brand?

Carole:  When ordering 
from new intimate apparel 
brands, you really need 
to ask yourself   questions 
like, ‘is this going to sell?’ 
and ‘who is this going to 
appeal to?’.  When choos-
ing from a new intimate 
apparel brand I prefer 
that they are prepared to 
answer any questions and 
inquiries I may have.  It 
is also helpful when they 
express their top sell-
ers.   Many of our more 
sensual, exotic items are 
from company’s like Shir-
ley’s of Hollywood and Leg 
Avenue. We also carry “con-
servative” lingerie and bridal 
sets, for this we use company’s 
such as Flora Nikrooz. A few 
of the important   brands for 
bras include Prima Donna, 
whose company is Belgian 
based. Chantelle, whose com-
pany is based in France and 
Wacoal, whose company is 
based in the U.S.A. Recently 
we have just brought in a new 
company called Escante. Their 
products have many differ-
ent styles, all very feminine 
looking. We carry many other 
products beside intimate ap-
parel including bras, shape-
wear, bridal sets, hosiery, nov-
elties and jewelry. As a retailer, 
product wise no companies 
have disappointed me. Their 
are some company’s that could 
use a bit more structure to 
their ordering and sales meth-
ods. 
  
Ted: Describe the popular 
styles or trends in your store. 

Carole: In our area the styles 
have a very wide range. Com-
monly business casual due to 
the thriving local businesses 
in our area. Also more than 

often, there’s the comfortable 
yet presentable look(i.e yoga 
pants, tee shirts, sweaters). 
Brand named purses and jew-
elry are always quite popular 
here as well. 

Ted: Describe your price 
points and size ranges.

Carole: At Madison Salina’s, 
we know that it can be hard 
to find bras when your aren’t 
the ‘average’ size. We can help. 
From 32AA to 52I we make 
it easy and comfortable to find 
the right bra for you. Our lin-
gerie ranges from sizes small 
to 4X. The bras and lingerie 
we sell vary in price. Vaguely 
our prices range from $50.00 
to $200.00. 

Ted: What is your typical or 
average customer size? 

Carole: In our store the most 
common sizes are 36D-42D, 
although everyday is different 
and often all sizes are seen.  We 
carry 32AA to 52I and S-4X.

Ted: What does the average 
customer spend per visit?

Carole: An average customer 

usually spends about $150 per 
visit at our store.

Ted: Describe your customer. 

Carole:  Our clientele is 
mostly woman. Ranging from 
teenagers to the more mature 
woman and even the elderly. 
However, it is common that 
men shop at Madison Salina’s 
also. The ratio would be 75% 
woman to 25% men.

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

Carole: In the past year our area 
was heavily effected by hur-
ricane Sandy. Unfortunately, 
our store was damaged harshly.  
We couldn’t re-open after that. 
With all hope on the edge for 
the business and much else, 
we got to work. This was not 
an easy task. With help from 
the community and 3 months 
of hard work we finally had 
our store back. New, improved 
and re-modeled. This not only 
boosted and helped our sales 
but expanded our clientele. 
Because of the storm, people 
chose to support local business 
over all others.

retail profile: madison salinas lingerie

B

Q&A with Carol Iannelli, president
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2014
sept. 3-6
  CPM Body & Beach

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

sept. 4-6
   Surf Expo Show

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

sept. 7-10
The ABC Kids Show
Las Vegas, Convention
Center, NV 
(210)-691-4848
theabcshow.com

sept. 14-16
  Fashion Coterie 

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

sept. 14-16
  Fame

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

sept. 15-17
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  

spectrade.com

sept. 15-18
Lingerie Expo 
Crocus Expo, Pavilion 3
Moscow, Russia
+7 (495) 935 8100
www.lingerie-expo.com

sept. 16-18
Vow:  New World 
of Bridal
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

sept. 16-18
Atlanta Gift Show
Atlanta Mart
Atlanta, GA
(404)-659-0105
sullivangift.com

sept. 21-23
  Fame

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

sept. 23
  Interfiliere

82 Mercer Street
New York, NY
(212) 993-8585
Interfiliere.com

sept. 27-30
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

oct 11-13
New York 

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

oct. 18-21
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

oct. 20-22
FMNC Show
San Meteo, CA
(415) 328-1221
fashionmarketnorcal.
com

oct. 20-21
Shanghai Mode 
Lingerie
Shanghai Conv. Center
Shanghai, China
+852 2815 0667
shanghai-mode-lingerie

oct. 22-25
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

oct. 27-28 
Dubai Int'l Licensing 
Dubai Int'l Convention 
Center, Dubai, AE.
www.index.ae

nov. 11-13
Maredimoda Cannes
Cannes, France                                                   
 +39 031 4128637
maredimoda.com/

cannes

dec. 9-11
International 
Halloween Show (IHS) 
The Halloween Tower
New York, NY
(865) 439-0500
hiaonline.org

2015
jan. 4-6
  Fame

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

jan. 6-13
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

jan. 12-14
Hong Kong 
International 
Licensing Show 
Hong Kong Convention 
& Exhibition Center
Hong Kong, China
212-838-8688
TdcTrade.com

jan. 8-10
   Surf Expo Show

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

jan. 15-16
Swim Collective
St. Regis 
Monarch Beach
Dana Point, CA
swimcollective.com

jan 19-21
Texworld USA
Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
www.TexworldUSA.com

jan. 19-21
Project NYC
(818) 593-5000
Pier 94 
New York, NY
magiconline.com

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

jan. 24-26
Interfiliere & Salon 
Internatonal de la 
Lingerie, Porte De 
Versailles, Paris, France
+33(0)1 47 56 32 32 
interfiliere.com

jan. 31-feb. 2
Stylemax Spring
Chicago, IL
The Merchandise mart                                                              
(312) 527-7750
Stylemaxonline.com

event & show dates 2014-2015
calendar

30 SEPTEMBER 2014  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US



jan. tba
  Accessorie Circuit

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

jan. tba
  Intermezzo Collection

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

feb. 6-9
Halloween 
& Party Expo
New Orleans
(877) 347-3976
halloweenpartyexpo.com

feb. 1-5
UK Spring Fair NEC 
Birmingham, London
+44 (0) 20 7728 4267
springfair.com

feb. 15-17
Moda UK Lingerie & 
Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 15-18
Off Price
Sands Expo 
Las Vegas, NV
(262) 782-1600
offpriceshow.com

feb. 16-17
CURVENV
Sands Expo Hall
Las Vegas, Nev. 
(212) 993-8585
curvexpo.com

feb. 16-19
WWIN 
The Rio Hotel 
Las Vegas, Nev.
(702)-270-4651 
spectrade.com

feb. 17-19
MAGIC
Las Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 17-19
Platform
Las Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 17-19
ENK Las Vegas 
Mandalay Bay
Las Vegas, NV
(646)-841-1446
enkshows.com

feb. 17-19
Project
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000
magiconline.com

feb. 17-19
POOL
Mandalay Bay & Las 
Vegas Convention 
Centers
Las Vegas, NV
(818) 593-5000

   magiconline.com

feb. 21-23
Wasche und Mehr
Dortmund, Germany
waescheundmehr.de

feb. 23-25
CURVENY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

feb. 23-25
  Fame

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

feb. 23-25
  Fashion Coterie 

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

feb. tba
  CPM Body & Beach

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

march 1-5
ASD Show Las Vegas 
Convention Center and 
Sands Expo
Las Vegas, NV
asdonline.com

march 8-9
Essentially Women's 
Focus on the Future 
Rosen Plaza 
Orlando, Florida
(800) 988-4484
essentiallywomen.com

march 13-15
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

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

march 22-24
National Bridal Market 
Chicago, IL 
(800) 677-62578
nationalbridalmarket.com

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

march 30-april 1
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  
spectrade.com

march 30-april 1
Hong Kong Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667  
Interfiliere.com

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

april 30-may 3
Michigan 
International 
Women's Show 
(800) 849-0248
southernshows.com/
wde

may 4-6
  Fame

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

may tba
Off Price
New York, NY
(262) 782-1600
offpriceshow.com

may tba
Intermezzo Collections 

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

june 3-6
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

june 9-11
Licensing Expo 
Mandalay Bay 
Convention Center
Las Vegas, Nev.
(310) 857-7560
licensingexpo.com

july 5-7
Interfiliere Paris
Porte De Versailles
Paris, France
+33(0)1 47 56 32 32 
interfiliere.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@fmmg.com.
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delta galil: strong q2
Delta Galil’s second quarter sales and earn-
ings were both up over the same quarter last 
year, continuing to propel the firm towards 
its first fiscal year with sales over $1 bil-
lion. In fact, the company has “already 
reached that milestone during the four quar-
ters ended June 30, 2014,” noted CEO Isaac 
Dabah in comments accompanying the 
financial release.

Delta earned $9.8 million on sales of 
$249.2 million in the second quarter of this 
year compared to earnings of 
$8.8 million on sales of $234.4 
million during the same period 
last year.

For the first half of 2014, the 
firm earned $19.1 million on 
sales of $487.2 million com-
pared to $15.5 million on sales 
of $461.6 million during the 
same period last year.

In reiterating its guidance for 
2014, the company reported “a 
strong outlook for sales and 
profitability,” and added “Full-
year 2014 sales are expected to 
range between $1,045 mil-
lion-$1,075 million, represent-
ing an increase of 7%-10% 
from 2013 sales of $974.7 mil-
lion.” It added that “Full-year 
2014 net income is expected to 
range between $50 million-$55 
million, representing an 
increase of 13%-24% from 
2013 net income of $44.3 mil-
lion.”

Delta stated that an increase 
in operating income in the second quarter 
“reflected both the rising sales and an 
expanding gross profit margin. Gross profit 
increased to 31.2% of sales in the second 
quarter and 30.8% in the first half of 2014, up 
from 29.5% and 29.0% in the respective 
periods a year ago. This was partly offset by 
higher selling and marketing expenses as 

Delta Galil invested in the growth of its busi-
ness.” CEO Dabah added, “Our strong results 
for the first half of 2014 were distinguished 
by record sales and profitability, sustained 
organic growth across nearly all of our busi-
ness segments, and a solid financial base that 
will support Delta Galil’s future expansion 
and success.” He added, “The solid perfor-
mance of Delta Galil is the product of 
sharply focused strategies to diversify our 
portfolio, invest in innovation, and strength-
en our financial resources. As a result, we 

have delivered 19 straight quarters of organic 
sales growth, driven by such diverse engines 
as brands, activewear and retail. By broaden-
ing our global presence, we are positioned to 
grow in markets as diverse as Israel, Germany 
and North America. Our decision to expand 
the branded business has also led to mean-
ingful margin improvement. And our capac-
ity to continue this profitable growth is sup-

ported by a strong balance sheet, with $336.3 
million in equity and low financial leverage.”

“We are continuing to invest in Delta Galil’s 
future growth, including manufacturing 
capacity, retail store enhancements and other 
areas that will reinforce our reputation for 
innovation, quality and customer service.”

vs stores up 5% in july
Victoria’s Secret July comparable store 
sales rose 5% and Victoria’s Secret direct 
sales rose 1%. Meanwhile parent company 

L Brands, Inc. reported “net 
sales of $735.3 million for the 
four weeks ended August 2, 
2014, an increase of 8 percent, 
compared to net sales of $678.4 
million for the four weeks ended 
August 3, 2013.”

For the 13 weeks ended 
August 2, 2014 overall net sales 
at L were $2.675 billion “an 
increase of 6 percent compared 
to sales of $2.516 billion for the 
13 weeks ended Aug. 3, 2013.” 
L, which operates a total of 
2,942 specialty stores in the 
U.S., Canada and the U.K., 
including PINK, Bath & Body 
Works, La Senza and Henri 
Bendel (and sells its products in 
another 600 franchise loca-
tions), “reported a comparable 
store sales increase of 3 percent 
for the 13 weeks ended August 
2, 2014. The company reported 
net sales of $5.067 billion for 
the 26 weeks ended August 2, 
2014, an increase of 6 percent 

compared to sales of $4.784 billion for the 
26 weeks ended August 3, 2013. Comparable 
store sales increased 3 percent for the 26 
weeks ended Aug. 2, 2014.”

As it reported its most recent results, L 
said “it expects to report second quarter 
earnings at the high end of its previous 
guidance of $0.57 to $0.62 per share. This 

finance
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delta galil buys schiesser
Delta Galil Industries, Ltd. has signed a 
“definitive agreement” to acquire Schiesser 
AG, the leading underwear manufacturer 
and marketer in Germany, for a purchase 
price of €68 million (approximately $90 mil-
lion).

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

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

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

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

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

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

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

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

finance
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president of finance and operations of 
Brooks Brothers, is actively at work estab-
lishing financial and operating systems that 
can serve as a foundation for growth for 
years to come. We are also building the 
design and technical capabilities of our 
team and, over the next several months, we 
will be consolidating our talent in our new 
corporate headquarters in New York City. I 
am thrilled to announce that Joel Primus 
will be relocating with his family to con-
tinue his vital work as president and found-
er of Naked.”

“We are also surrounding our extraordi-
nary core team with an equally talented 
group of directors, consultants and advisors 
that are committed to help Naked grow and 
succeed. I am particularly proud that my 
own two children are playing vital, active 
roles in Naked. My son David Hochman, a 
seasoned venture capitalist and financier 
with over 18 years of experience in building 
start-up companies, played a central role in 
the financing and restructuring of Naked. 
He has joined our board of directors and 
continuing to play of a dynamic role in our 

business planning and growth strategy. My 
daughter, Sara Allard, who spent 16 years 
as the creative director for Carole Hochman 
Design Group, is spearheading our market-
ing and brand strategy work through her 
firm Case Study Brands. Sara and her part-
ner, Nicole Enslein, a veteran of brand 
builder J. Walter Thompson, are assembling 
a world class team of digital and social 
media experts that will help us cost-effi-
ciently build broad awareness for our com-
pelling brand name. In the months ahead, 
expect to hear more about this expanding 
group of value-added contributors to 
Naked’s future success.”

“My team and I are passionate about 
growing Naked from a men’s underwear 
brand into a global lifestyle brand. We are 
committed to launching women’s sleep-
wear, lounge wear and intimate apparel 
within the course of the next year. We have 
also initiated the expansion of our men’s 
offerings, which, in the future, will also 
include swim and active wear. When the 
time is right, we intend to move beyond 
these core categories to realize the full 
amazing potential of the Naked brand.”

“With the power of the brand name, the 
early success of our exceptional men’s 
innerwear collection, and, now, the finan-
cial and human capital necessary to realize 

our potential, I believe Naked is poised to 
achieve great success. I have committed 
myself along with my family and Naked’s 
exceptional management team to making 
that success a reality. I want to thank all of 
you who have invested in our company and 
chosen to join us on what we believe will be 
an exciting and rewarding journey in the 
years ahead.”

income up for unifi
Yarn maker Unifi, Inc. reported a higher net 
income for the 52 week year ended June 29, 
2014, of $28.8 million on lower sales of 
$687.9 million. In the 53-week fiscal year 
that ended June 30, 2013 the company 
reported net income of $16.6 million on 
higher sales of $714.0 million.

In announcing the results the firm attrib-
uted the increase in income to “improved 
operating results for the company’s domes-
tic and Central American operations and 
lower domestic depreciation expenses, as 
partially offset by lower earnings from the 
company’s foreign operations.”

Unifi sells textured and other processed 
yarns, in polyester and nylon, including 
“premier value-added yarns with enhanced 
performance characteristics” that are used in 
apparel, hosiery and other applications.

estimate includes a charge for severance of 
approximately $0.02 per share, which was 
not included in the previous guidance.”

In the second quarter of 2014, Victoria’s 
Secret stores in the U.S., Canada and the 
U.K. had sales totaling $1.363 billion, up 
from $1.282 billion for the same quarter last 
year. For the first half of the year, sales at 
these stores totaled $2.608 billion, com-
pared to $2.466 billion in 2013.

At Victoria’s Secret direct, total sales for 
the second quarter were $382.4 million, 
down slightly from $383.7 million for the 
same quarter last year. For the first half of 
the year, direct sales were $740.6 million, 
also down slightly from $742.7 million in 
the first half of 2013.

In terms of store openings in the intimates 
arena, L continues to put its emphasis on 
younger consumers. So far in 2014 it has 
opened 15 PINK stores in the U.S. (and 
closed one) raising the total to 97. 

Meanwhile, the firm has opened just three 
new Victoria’s Secret stores in the U.S. (and 
closed two) bringing the total to 978. Four 
Victoria’s Secret stores have been opened 
this year in Canada, raising the total to 28; 
and two have been opened in the U.K. rais-
ing the total there to 7. Meanwhile, L has 
closed four of its La Senza lingerie stores in 
Canada, dropping the total to 153, and La 
Senza International closed 26 stores and 
opened two, dropping the total to 307.
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Ted Vayos, BODY: Describe 
your store for our readers.

Nanette Parsons:  Just 35 
miles north of DC, Best 
Rack Around is nestled 
in Historic Downtown 
Leesburg, Virginia and is a 
part of Loudoun County; 
the fastest growing county 
in the nation. Best Rack 
Around is tucked away 
in Market Station, one of 
Leesburg’s most presti-
gious historic buildings, 
and is surrounded by sev-

eral restaurants, wellness 
studios and beauty bou-
tiques.  

I chose to open a business 
in this location because 
of its charm, privacy and 
the variety of shopping 
available to visitors of 
Market Station. Market 
Station provides women 
a unique shopping 
experience that includes 
items related to health, 
beauty and of course, 
my specialty, bras. The 
building was originally 
constructed in the 1800s 
and is now a beautiful mix 
of old meeting new. 

Our suite is located on the 
upper level of the station, 
which allows our custom-
ers a great sense of privacy. 
It is important to me and 
to the clients of Best Rack 
Around to have a safe, 
private and comforting 
environment to find their 

best intimate apparel. Best 
Rack Around exudes com-
fort and security from the 
moment you walk into our 
friendly shop. We let our 
bras paint the walls and 
our personal service deco-
rate the atmosphere. 

Besides perfect fitting 
bras, we also carry  
lingerie, pajamas, saddle 
pants, bridal garments, 
bra accessories such 
as extenders, bra discs, 
cleavage coverers, bra bags, 
lingerie detergent.

Ted: What makes your 
store special?

Nanette: Best Rack 
Around is not just a bra 
store, but a unique, individ-
ual experience for women 
of all shapes and sizes. Our 
trained bra fitters provide 
each client personal, one-
on-one attention that al-
lows them to look AND 

feel their best. Bra fitting 
is often intimidating and 
stressful, so we work hard 
to make it fun and relax-
ing, while finding the per-
fect bra for each individual 
client and their unique 
body type. Our goal is that 
every client leaves with 
the bra that was meant 
for them. Whether they’re 
pregnant, tall, small, plus, 
mastectomy - we will find 
the perfect bra.  

Ted: What do you look for 
in a brand?

Nanette: I look for for 
quality, support, comfort 
and beauty.  All of the 
brands that we carry are 
very important to our store 
and customers. Brands 
that have let me down 
in quality, fit or are being 
sent to outlet stores are no 
longer carried by Best Rack 
Around.  I demand only 
the best for my clients! 

Fantasie, Freya, Goddess, 
Elomi, FitFully Yours, 
Parfait and Affinities have 
been a huge part of our 
first year success because 
of the product line’s quality 
and because of their 
superior customer service. 
Those brands are amazing 
to work with from a 
business perspective. That 
makes a huge difference 
when providing a variety 
of sizes and styles to our 
clients. We are thrilled 
to have recently added 
Conturelle and Anita to 
our shop.  Our clients love 
the quality and fit of the 
bras and I anticipate great 
success with these lines.  

Ted: Describe popular 

retail profile: best rack around
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styles or trends in your 
area.

Nanette:   We have a 
surprising number of 
very young ladies, ages 
ranging from 10-13, who 
are wearing small band 
sizes, but larger cup sizes. 
Often times, these young 
ladies run into sizing and 
fit issues at department 
stores or other lingerie 
stores. I’m proud that Best 
Rack Around can provides 
these ladies with a unique 
offering of products made 
precisely for them. Our 
teens love the Coobie bra 
and anything by Affinities.  
Fantasie, Elomi, and 
Wacoal are our best sellers 
because of the diversity, fit 
and comfort they provide.  
FitFully Yours’ new Felicia 
Strapless is huge among all 
age groups, especially the 
brides and bridal parties. 
The perfectly fitted bra is 
individual, personal for 
every person. The greatest 
trend is owning the highest 
quality lingerie that makes 
you feel better than you 
ever have and look better 
in your clothing!

Ted: Describe your price 
points and size ranges.

Nanette:   We offer sizes 
ranging from 30A-48N.  
This allows us to customize 
our fitting to ensure that 
our clients leave with the 
absolute best possible 
fit. Because Best Rack 
Around is small and very 
personalized, we also order 
additional colors and styles 
of intimate apparel daily 
for our clients. We have a 
price point to fit anyone’s 
budget. Our bras range 
from $60-$120.  Our 
customers are all shapes 
and sizes. However, 95% 
of our women wear a D 
cup or larger.  What makes 
us unique is our ability 
to accommodate clients 
seeking larger cup sizes 

in a variety of brands and 
styles.  Our most popular 
sizes are 30DD, 32 E, 34F, 
32G, 36H in the 7 months 
we have been opened.

Ted: What does the 
average customer spend 
per visit?

Nanette: It is hard to 
provide this since we are 
in our first year of business, 
but I can tell you that 

we are in the process of 
doubling our inventory.  
That is very exciting! We 
are also committed to 
listening to our clients’ 
needs and providing 
them the products they 
want. Because of this, we 
are now special ordering 
swimwear and other 

summer accessories. We 
also work directly with 
plastic surgeons whose 
patients have undergone 
mastectomies. Because of 
that, we also added post-
surgical products from 
Anita Care.

Ted: Describe your 
customer. 

Nanette: Our clients are 
95 percent women and 

5 percent men who are 
purchasing gift cards 
and wish lists items 
for the women in their 
lives. Our clients are all 
ages, shapes and sizes.  I 
have noticed that word 
of mouth has been 
incredible in increasing 
our client volume. 

Mother’s bring daughters 
and grandmothers in to 
find their perfect fitting 
bra. Getting a client 
endorsement is the best 
advertising out there!

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

Nanette: The loyalty of 
our clients and their 
willingness to recommend 
our services to their friends 
and family is what has 
made us successful in our 
first year of business. We 
are a hyper local business, 
and because of that client 
satisfaction we are able 
to continue and grow.  
Every day we receive a 
call from someone who 
has been referred by a 
friend or family member.  
Because of our excellent 
customer service and our 
unique client offerings, 
we have been blessed to 
have received accolades 
from local newspapers, 
websites and community 
organizations touting our 
store.  We have recently 
received nominations for 
Best New Shop and a 
Rising Star Award.  We 
the Loudon Times Mirror 
Readers Choice Award for 
the best lingerie shop.
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