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aerie q2 sales up 26%
Aerie comparable sales jumped 26% in the 
quarter ended July 29. The lingerie division 
of American Eagle Outfitters (AEO) has 
now “achieved double-digit sales growth in 
14 consecutive quarters,” according to Jen 
Foyle the global brand president.

The Aerie executive added, speaking in the 
conference call to discuss results, that the 

latest success builds “on a 24% increase last 
year” in the same quarter. Moreover, for the 
first six months of 2017 comp sales for the 
brand are up a combined 26%.

American Eagle, which also sells a wide 
range of men’s and women’s apparel, report-
ed net income of $21.2 million on sales of 
$844.6 million in the second quarter, com-
pared to income of $41.6 million on sales of 
$822.6 million in the three months ended 
July 30, 2016.

Aerie is a relatively small division of AEO, 
according to Foyle, “not even fully [a] $500 
million business” for the parent company 
(which itself recorded $3.6 billion in total 
sales in its latest fiscal year). Moreover, of the 
total 1057 AEO stores, there are just 109 
stand alone Aerie locations. (However, 
Aerie product is also available in 103 addi-
tional so-called “Aerie side by side” shops 
located within larger American Eagle 
stores).

Jay Schottenstein, the AEO CEO, is 
expecting still more dramatic future growth 
in lingerie. “The Aerie brand is emerging as 
one of the most exciting new concepts, with 
the customers incredibly passionate about 
what Aerie stands for. We will continue to 
fuel the momentum and look forward to real-
izing Aerie as a billion dollar brand over the 
next few years.”

Referring to the store expansion for Aerie, 
Foyle stated: “The number that we are getting 
to — we want to get towards — is about 300 
stores in total and that includes side by side. 
And we prefer the side by side opportunity.”

Despite the huge and consistent increases in 
store comps for Aerie, Foyle did admit some 
challenges. “Regarding bras, we did see a little 
softness in bras, for sure. Really from the push 
up category. Our lightly lined category still 
has been working for us. And we continue to 
innovate around that category,” she contin-
ued. “Bralettes were definitely saturated out 
there in the marketplace. But, the good thing 
there, and I said this before, as bralettes con-
tinue to be in our top-three departments and 
there still be demand for them.”

Why, when so many other retailers are 
chopping store numbers, is Aerie adding 
locations? The answer is fascinating. “As we 
expand our footprint in markets with new 
brick and mortar stores, we are gaining new 
customers and have seen the online penetra-
tion rise dramatically in those markets,” 
explained Foyle. “Customer acquisition is 
strong and we saw double-digit increase in 
our customer database.”

CFO Bob Madore expanded on the con-
nection between physical stores in an area 
and the online sales achieved from that same 
area. “Just on Jen’s point, as far as store and 
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market focus, Jen and the team are very focused on expanding 
within markets really leveraging the existing presence we have with 
one-off, two-off stores and digital there. I think I pointed out this 
statistics last quarter where 70% of Aerie’s digital revenues came 
from the markets where they had a brick and mortar presence. So 
just to exemplify Jen’s point, where we have a brick and mortar pres-
ence, digital pops and shows up in a big way.”

Thus, even though “40% of our sales are being realized through our 
digital channel,” according to Foyle, brick and mortar is a necessary 
part of the growth equation.

Since the end of January AEO has opened 11 new Aerie shops, with 
plans to open another four by the end of its fiscal year. Presumably, 
many of the future openings will be in the central and western parts 
of the country. “We are only really concentrated on the East Coast,” 
explained Foyle. “So there is a definite correlation on when we open 
up a four-wall store and what happens to the direct business, it liter-
ally ignites and opens up that market for us. So, we continue to look 
at market opportunities that we’re not currently in.” Seven of the 
nine stores opened in the last quarter were “in new markets” accord-
ing to the company.

An article posted on the Aerie website noted many of the newest 
stores feature an updated design and are “located next to or inside 
AEO stores to create an easier experience while shopping between 
brands.”

“The design made its debut in our Israel store this past spring. 
Girls can also shop the new store design in Ontario, Quebec, China, 
Mexico, Columbia, and soon, the UK.”

While competitor Victoria’s Secret has moved out of certain 
apparel categories as well as all of swim, Aerie has been moving in 
the opposite direction. Said Foyle, “In the second quarter, we saw 
strength across most product categories. It was especially gratifying 
that the new areas of expansion such as swim [and] apparel includ-
ing Chill. Play. Move exceed our expectations. We are pleased to see 
so much enthusiasm around our emerging new categories. The 
team did a great job identifying new trends and differentiating our 
collections with updated styles, silhouettes and fabric innovation. 
Our categories extension are natural product adjacencies that com-
plete the Aerie lifestyle. For example our soft knit tops, leggings and 
fleece, fit perfectly within the brands.”

Even with the new additions, Foyle emphasized that at Aerie “The 
center of our business is still in intimate and represents over 50% of 
our business at this stage.” But the new products help to balance 
declines at the core. Referring to fleece, she noted, “we really were 
able to get on that trend early and accelerate that trend and it really 
offsets a little bit of softness in bras. But, we are still loving what we 
are seeing in bras and we have innovation there.” — NM

The complete call transcript can be found here: https://seekingal-
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pha.com/article/4101407-american-eagle-outfitters-aeo-ceo-jay-
schottenstein-q2-2017-results-earnings-call-transcript?page=1

profits plunge at victoria’s secret’s parent
Punished by sharp declines at Victoria’s Secret, parent company L 
Brands reported a 45.0% plunge in its second quarter earnings as 
well as a 4.7% decline in combined company sales. The firm also 
owns Pink, Bath & Body Works, La Senza and Henri Bendel.

Earlier this month L Brands had reported combined sales for its 
Victoria’s Secret and Pink stores in the U.S. and Canada had fallen 
8% in the three months ended July 29, 2017, while at the same time 
its direct to consumer business for those brands in North America 
had plummeted 25.9%. One of the factors hurting direct sales is the 
absence of Victoria’s Secret’s iconic catalog which it ceased printing 
and mailing last year.

Total sales for Victoria’s Secret and Pink company owned stores in 
the U.S. and Canada fell from $1.469 billion for the quarter ended 
July 30, 2016 to $1.351 
billion in the same 
quarter this year. 
Meanwhile the direct 
sales for the two 
brands fell from $398.3 
million last year to 
$295.3 million in the 
same three months 
this year.

Company-wide, L 
Brands earned $138.9 
million on sales of 
$2.755 billion in the 
second quarter of 2017 
compared to $252.4 
million on sales of 
$2.890 billion in the 
same period in 2016.

In the conference call to discuss the quarter with analysts, execu-
tives at the company revealed several of the plans, predictions and 
strategies for its lingerie brands.

Stuart Burgdoerfer, L Brands EVP and CFO said the firm 
expects “continued solid performance at Pink and Bath & Body 
Works, and continued improvement versus our first-half results at 
Victoria’s Secret lingerie and beauty. While store traffic, particularly 
at Victoria’s Secret has been challenging, we believe a large part of 
the decline is related to the exit of swim and a pullback in promo-
tional activity versus last year.”

“We continue to be pleased with the first two full assortment 
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Victoria’s Secret stores in 
mainland China, and we 
successfully transitioned to 
the T Mall domestic digital 
platform within country ful-
fillment back in July,” stated 
Martin Waters, CEO and 
president of international 
operations. “We continue to 
be very bullish about our 
growth opportunities in 
China and around the 
world. And 2017 will be an 
exciting year for us, as we 
continue to establish our 
business in China and build 
on our footprint in other geographies glob-
ally.”

Waters emphasized “we have seen positive 
comps in Victoria’s in China and I think 
what you should expect to see is that we 
grow stores in the third and fourth quarter,” 

adding the company expects 
to have “10 to 12 more full 
assortment stores coming in 
2018” in China.

He also pointed to some 
negative comparable sales fig-
ures in the UK, caused by the 
company’s exit of swim and 
certain apparel categories, as 
well as lower retail bra prices 
there. “That said, we have seen 
significantly, I mean really sig-
nificantly higher unit sales of 
bras in the UK, so we are win-
ning share with bra, which is 
obviously a positive.”

Jan Singer, who last year was 
named CEO, Victoria’s 
Secret, underlined the brand’s 
shift away from the strategy of 

using free panties as a promotional tool. “I 
think that when we talk about panties and 
promotions, it’s a balance and we have to be 
selective. Do I want new customers to know 
what we have? Yes. Is there a brand accre-
tive way to do that without giving away 

panties to everybody that walks in the store? 
I do believe so. So for me, panties are a busi-
ness. They’re not just a marketing tool, and 
we’ll be continuing to build that business 
and getting paid for that work. And we’ll 
balance that with trial when we think that 
we can get a conversion from that conversa-
tion.”

Singer added, in response to another ana-
lyst’s question about panties, “We did not 
talk about lowering price point on panties at 
all. In fact, we think there’s more opportuni-
ty in the upward motion than the down. The 
opportunity I’m talking about is making sure 
that our team is as fast as possible on con-
tent, and that the conversation we’re having 
with the customer through the design of that 
panty is current. We’re doing a lot of things 
to reset and make sure we put more value in 
those panties, but not take price down.”

On the subject of bralettes, a category 
where competitor Aerie has had tremendous 
success in the past, Singer noted, “In terms 
of the mix, it’s less than 5% of bralettes as we 
go forward. Again, I think anybody can 

10 SEPTEMBER 2017  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

(Continued on page 12)

news
(Continued from page 8) 





make a bralette and that was a moment that 
will come and go, it will come again. But for 
us, we make constructed bras best. And 
when we do, even in our bralette business, 
bralettes that have more construction in 
them, we get paid for that work.”

EVP and CFO Burgdoerfer emphasized 
the importance of brick and mortar stores 
for all of the L Brands. “To reiterate our 
philosophy on it and to be very clear about it, 
including the example that Jan spoke about 
a minute ago, in terms of that in-store experi-
ence and bra fitting, the store part of our 
business is critical whether it’s fragrance of 
Bath & Body Works, or bra fittings at 

Victoria’s Secret lingerie or Victoria’s Secret 
Pink or fragrance at Victoria’s Secret Beauty, 
that in-store experience is a critical part of 
our brands, our customer experience, et 
cetera, just inherent in the categories of busi-
ness that we are in.”

He added, “Our sales productivity, our 
financial results, our metrics related to our 
store fleet are very, very strong on a selling 
foot basis with productivity over $800 a foot 
in total, and continuing at 99% of our stores 
being cash flow positive. An additional point 
I would make is that, we’re opening and clos-
ing stores literally every year. And so based 
on performance and consumer experience, 
we very actively manage our real estate fleet. 
With respect to the number of stores that we 
should have for the business at the end day 

that will be performance-based. Again, store 
– a store-based experience we believe is foun-
dational to our major brands and it will be 
performance-based and we see the opportu-
nity for some additional square footage in 
North America and obviously significant 
expansion internationally.”

Despite substantial sales declines at 
Victoria’s Secret during the past year, the 
company has made only minor adjustment to 
its lingerie store count. In the months 
between January 28 and July 29 it open two 
and closed just six Victoria’s Secret shops in 
the U.S., reducing the total slightly to 994. 
During the same period L Brands opened 
two and closed one Pink store in the U.S., 
raising the total to 134. In Canada it opened 
an additional two Victoria’s Secret shops, 
raising the total there to 39. Pink Canada 
closed two shops, dropping the total to 
seven. L Brands added one Victoria’s Secret 
store in the U.K., raising the total there to 
16, as well as adding its first two full service 
stores in China. Finally, the company opened 
one and closed two La Senza stores in 
Canada, dropping the total there to 121. — 
NM

A complete version of the transcript can be 
found here: https://seekingalpha.com/
article/4099911-l-brands-lb-q2-2017-results-
earnings-call-transcript?page=1

altitude show update
The Altitude Intimates show has added 
several companies to the list of exhibitors for 
its upcoming two day event September 25th 
and 26th. Executive director Eric Ehrens 
also confirmed the April, 2018 three day 
show will remain at the Paris Hotel in Las 
Vegas.

In the weeks since BODY last published a 
list of exhibitors, on July 7th, the following 
lingerie and adult novelty companies have 
joined the fall show: Minor Creations, Je 
Taime, It’s The Bomb, Touch of Fur, 
Shibari Wands, Impulse Novelty, Pleasur 
Body and Nalpac. (A full list as of August 2 
appears at the end of this article).

With the high cost of moving exhibition 
materials from hotel freight docks to booths, 
Altitude boasted in an email to BODY, “A 
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key selling point the September and also our 
April 2018 Altitude show will provide 100% 
free drayage/special handling with unlimit-
ed weigh capacity. This means you will save 
hundreds to thousands of dollars when you 
deliver your freight to Freeman or even to 
the Paris loading dock. Freeman will deliver 
all your freight to your booth for free.”

Altitude also announced a pool party to be 
held at the end of the first day of the 
September show, from 7 to 11pm. The pool, 
which is on an upper level, overlooks the 
Vegas strip, the hotel’s Eiffel tower and the 
Bellagio fountains. As reported earlier, the 
show will continue to feature hard walled 
booths, with the option to have slat walls to 
hang product. Adult product exhibitors will 
be located at the back of the room, in a semi-
partitioned area entitled the “Sexy Studio.”

Looking ahead, Ehrens reported the 
booth costs for the April 2018 three day 
show will most likely be the same as for the 
current September show. For the 

September show there will be no fashion 
show or seminars, but both will return next 
spring. For the 2018 event the morning 
fashion show will end before the exhibition 
area opens.

The list of exhibitors for September, as 
supplied by the show, is as follows: 
Adventure, Allure Lingerie, Andrew 
Christian, Be Wicked USA, Burleska, 
Coquette International, Direct Advantage 
dba Synergy Erotic, Dreamgirl, Dynashape 
Intima, East Coast News (ECN), Eldorado, 

Electric Eel, Inc., Elegant Moments, 
EllieShoes, Entrenue, Escante, 
FantasyLingerie, Forplay, Glamory Hosiery, 
Golyta (I Collection), Grupo Espiral, 
Heartbreaker Jewlery, Holiday Products, 
Hoss International, Impulse Novelties, 
International Intimates, It’s The Bomb, J.
Valentine, Je’Taime, Jezebel Lingerie 
(Felina), Leg Avenue,  Lingerie Belimages 
(Gregg Homme), Magic Silk/Male Power, 
Main Street Loungewear, Md Science, 
Minor Creations, Music Legs, Nass Toys, 
Neva Nude, Oh La La Cheri, Paradise 
Marketing, Pastease, Plesur Body Products, 
Popsi Lingerie Inc, Rago Foundations, 
Raveware/Starline, Roma Costumes, 
Satisfier, Seven Til’ Midnight, Shame 
Lingerie, Shibari Wands/ Green Web, 
Shirley of Hollywood, Sportsheets 
International, Touch Of Fur, Uber Lube, 

Contact Ehrens at: eric@lingerieindustry-
association or 1-631-446-4666. — NM

soma q2 sales drop 1.8%
Soma comparable sales fell 1.8% in the quar-
ter ended July 29, reversing a lengthy series 
of positive sales comps dating back (with 
one negative exception in the third quarter 
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of 2015) since the second quarter of 2009.
Parent company Chico’s FAS also 

announced that Mary van Praag would start 
as president of its lingerie division on 
September 5, 2017. “Van Praag most recently 
served as CEO of Perricone MD. Prior to 
that, she held senior executive roles at Coty, 
Inc. and Johnson & Johnson’s beauty divi-
sion,” according to a release.

The previous president of Soma, for about 
seven years, Laurie Van Brunt, left the com-
pany last spring.

Said Shelley Broader, 
president and CEO of 
Chico’s, “We look forward 
to leveraging Mary’s glob-
al, multi-channel and 
brand-building expertise, 
along with her deep under-
standing of our target cus-
tomer, to capitalize on 
Soma’s growth potential.”

Soma’s sales in the sec-
ond quarter were $91.97 
million, compared to $93.53 
million in the three months 
ended July 30, 2016. Soma’s 
sales made up 15.9% of the 
Chico’s FAS total of 
$302.22 million in the latest 
quarter. The firm’s other 
apparel brands are Chico’s 
and White House Black Market.

There are currently 273 Soma “frontline 
boutiques” and 19 Soma outlets out of the 
total 1,482 Chico’s stores. — NM

shapeez news
As promised, important new products have 
just been launched by Shapeez, providing 
retailers with several ways to boost sales 
from the brand’s large customer base.

First, the Shapeez has introduced the 
Silkee Tankee, a minimizer that combines 
the benefits of a structured, non-padded bra, 
that smooths and shapes while eliminating 
the look of back fat and bulges. The bra also 
features a scoop neckline in back so it can be 

worn with more revealing outfits.
The Silkee Tankee is available in nude and 

black, in a wide range of sizes, and has a sug-
gested retail price of $89. The bra is one of a 
dozen styles from the company, all based on the 
full-back design concept developed and pat-
ented by co-owner Staci Berner a decade ago.

“The Silkee Tankee is for women with 
larger cup sizes that want all the benefits of 
our Essential Collection without adding to 
their breast size. It’s perfect for those who 
enjoy the look and feel of a seamless non-
padded cup,” said Berner.

Another introduction is Suddz, a proprie-
tary lingerie wash. “We specifically designed 
this wash for the special fabrics and delicates 

such as those used in our own 
Shapeez bras. But we have 
also tested it on many other 
brands of lingerie, and with all 
forms of make-up, sweat, 
deodorant, and it performs 
amazingly,” declared co-owner 
David Berner. “We have also 
tested it on various brands of 
adhesive bras, and they all 
returned to ‘like-new’ condi-
tion. The adhesive returned 
perfectly. Very exciting!!!”

Later this Fall, Shapeez 
expects to introduce the 
Comfee bralette, also based 
on the company’s patented 
design concept, but available 
in five primary sizes that can 
be used with or without bra 

cup pads. Different size pads can be inserted 
into this pocked bra providing nipple extra 
coverage and support. “We wanted to have a 
product with a smaller number SKU’s to 
make it easier for a new retailer to try out our 
brand for the first time.”

Up until now Shapeez has not offered bot-
toms, but that is about to change. Panties 
and leggings are currently being developed 
to coordinate with many of the company’s 
existing bras.

“All of these new products will provide a 
seamless and profitable way for our many 
long-time retailers to leverage new business 
from the existing Shapeez styles and the 
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thousands of women in our loyal and enthusi-
astic consumer base,” explained David Berner. 
“They also provide more rea-
sons for stores who do not 
carry Shapeez to try us out.”

tc adds activewear
TC is adding several new 
styles all during the fall sea-
son, ranging from slimmers 
and shapers to a new catego-
ry for the brand: activewear.

Style 4326, a waistline thigh 
slimmer, is designed to lift 
and define the derrière, while 
at the same time panels 
reduce the thighs by up to 
3/4” according to the compa-
ny. This slimmer comes in sizes S, M, L, 
XL and 2X. The company’s “Wonderful 
Edge” is used in the garment, which is 

offered in both black and nude. It retails for 
$58.00

Style 4329, a high waist version of the 
thigh slimmer, also comes in sizes S, M, L, 
XL and 2X, in black and nude. It retails for 
$72.00. Both of these firm control garments 

began arriving at stores July 25th.
Arriving at stores at the end of September, 

is style 4251, the Cami Torsette made from 

a lightweight fabric and featuring the com-
pany’s “Wonderful Edge” technology and a 
front comfort waistband. The torsette fea-
tures 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 a light-
weight fabric and the company’s 
“Wonderful Edge” technology. 
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 
that will ship to stores at the end 
of November.

Style 4341 is a tank, which 
ranges in size from S-XXL. It comes in 
black and surf and retails for $38. Style 4343 
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is a T-shirt that comes in sizes S-XXL. It is available in colors black 
and surf and retails for $38. All the activewear is made from light-
weight fabrics that provide ease of movement and moisture wicking 
properties.

Style 4346 is a capri pant, available in sizes S-XXL, in the colors 
black and splatter. It retails for $58. Style 4348 is a bike pant, in the 
same colors and sizes. It retails for $48. Finally, style 4549 is a leg-
ging, also available in the same sizes and colors. It retails for $68. 
These latter three styles feature a sculpted fit and hidden pocket.

offprice show: lots of underwear
As is always the case with the Offprice Show, men’s and women’s 
underwear, lingerie, hosiery and swimwear wholesalers were well 
represented at the event at the at the Sands Expo in Las Vegas, 
August 12-15.

We counted 83 such companies among the “over 500 vendors and 
more than 1,300 booths,” the show advertised. According to show 
management, “Whether you’re looking for apparel, footwear, acces-
sories, or jewelry, you’ll find it at our show for 20%-70% below whole-
sale.”

Among to listed exhibitors were the following: 79 South China 
Import; A&T Trading US; ABC Hosiery; ABG Accessories; 
Accessory Revolution; Ann’s Trading; Basix of America; Ben Elias 
Industries; C.S.S.; Carrie Amber Intimates; Chase (USA) 
International; Choice Deals; Cotton Connection; D-L Incentives; 
DNLA Off Price Apparel; Dynashape Intima; Eastern Infantswear/
Eastern Off-Price; EHL Imports; Exist/Pacific & Company; 
Fashion Apparel; Four Seasons Apparel; Garmentex International; 
Gina Group; Gold Medal International; H2gear Fashions; Haddad 
International; Hemisphere Worldwide Sales; Hollywood Sox & 
Undergarments; IHL Group/Icy Hot Lingerie; Inter-Gedi 
Trading; International Intimates; Jasmine Trading; Jezra Operating 
Group; K. Bell Socks; Kedi Leather USA; Lacy & Co; Lagaci Inc; 
Lucky 7 USA; Mega Group; MMD Apparel; Mon Cheri Baby; 
MRC Creations; National Mills; Nester Hosiery/Ballston Socks; 
New York Apparel; Orange Zone; Orly Shoe Corporation; Pacific 
Teaze; Panties Plus D/B/A PPI Apparel Group; Piege d/b/a Felina 
Lingerie; Prime Garments; Profile; PuFa International; Renfro; 
Riviera Apparel Group; Saramax Apparel Group; Saroj 
International / Femina Lingerie; SD Wholesale; Selini NY; Seven 
Apparel Group; SGR Apparel; Siskind Group; Sketch; Smith 
Distributors / Comfort King USA; SP Imports, dba Superprima; 
Stanzino; Steintex; Sutton Industries; Ten West Apparel; TJH 
International; Trade Linker International; Tradewinds 
International; Twist Intimate Group; U.S. Hosiery; Ultimate 
Apparel; Under Where? Intimates; Uni Hosiery; US Off Price; 
Uzzi Amphibious Gear; Volume Apparel; Weinberg Hosiery 
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Company; Yash Imports and Yelete Group. — NM

hug to honor jockey, lenzing
Jockey International and Lenzing Fibers will be honored at this 
year’s H.U.G. Gala on Wednesday, November 1 at the 230 Fifth 
Penthouse in Manhattan.

Accepting on Behalf of Jockey at the event sponsored by Project 
Help Us Give, the New York-based charity, will be Mark Fedyk, 
president, North America, wholesale and licensing, chief merchan-
dising officer. Accepting on behalf of Lenzing Fibers will be Tricia 
Carey, director of global business development.

“Funds raised will benefit Rusk Rehabilitation’s pediatric pro-
grams and other children’s ser-
vices at NYU Langone Health,” 
according to the sponsor. “To 
date, the H.U.G. Gala has raised 
more than $6.5 million for Rusk 
pediatric rehabilitation and Tisch 
Hospital programs.”

“We are celebrating Project 
Help Us Give’s 62nd year of mak-
ing better the lives of those who 
cannot help themselves and giv-
ing hope to those in need,” stated 
Project H.U.G. president Clelia 
Parisi. “We will use the occasion 
of our November 1st H.U.G. 
Gala to give special thanks to our 
members, industry friends, past 
honorees and contributors for 
their continuing generosity.”

The charity was established in 1955. For further information visit 
its website: www.project-helpusgive.org.

escante’s new 2017/ 2018 collection
Escante will be exhibiting at the second installment of Altitude 
Intimates, September 25 and 26th at the Paris Hotel in Las Vegas in 
booth #713.

For this show the company has launched its new 2017/2018 catalog, 
featuring Holiday 2017 styles as well as its Valentine’s 2018 collec-
tion. The new collection features “a free gift with purchase.”

As one of the owning brands of the Altitude show, Escante invites 
attendees at the upcoming event to enjoy a pool party, scheduled for 
Monday evening, September 25th, from 7pm onward. According to 
a spokesperson, “The Paris pool overlooks the Eiffel tower and the 
Bellagio fountains. Come by and be part of this exciting event. Be 
ready to dance, drink and eat at our “meet and greet” under the 
stars.” For information, contact Deborah M. Herrera, president of 
sales and operations at 800.888.1321 ext. 103.
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© 2017, Bragel International, Inc. All rights reserved. nubrausa

5,475 DAYS OF E VERYDAY,  
ALL-DAY FREEDOM, 

COMFORT AND ST YLE. 

SINCE

In 2002, NuBra® set out to develop a truly innovative 
product, a strapless, backless adhesive bra that 
was not only functional and comfortable, but totally 
dependable. 15 years later, we’ve rewritten the rules 
again, creating a line of NuBra® styles designed 
for everyday, all-day wear. Made in the U.S.A., our 
innovative strapless solutions are reshaping the  
entire industry. See our full line at nubra.com
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hanes innerwear sales -2.5%
Hanesbrands innerwear sales fell 2.5% in the 
quarter ended July 1, dropping to $719.0 
million from $737.7 million last year. For the 
first half, sales for the division were down 
4.0%, to $1.224 billion from $1.275 billion in 
the six months ended July 2, 2016.

For the company as a whole in the latest 
three months, sales were up 11.8% and net 
income was up 34.6%. In addition to inner-
wear, Hanes’ business segments include 
activewear, international and “other.”

Operating profit for the innerwear divi-
sion declined in the second quarter to 
$164.3 million, down 7.7% from $178.0 mil-
lion earned in the quarter ended July 2, 
2016. In the first half, operating profit for 
the innerwear division fell to $267.0 million, 
down 7.2% from $287.8 million last year.

Hanes pointed to “sequential improve-
ment” for innerwear noting that “year-over-
year segment sales decreased less than 3 
percent in the second quarter, compared 
with lower sales of 6 percent in the first 
quarter 2017 and 8 percent in the fourth 
quarter 2016. There was sequential 
improvement for both the basics and inti-
mates businesses.” It added that “operating 
profit declined 8 percent as a result of lower 
sales” and expenses related to a business 
improvement program they call Project 
Booster.

The company also reported “Activewear 
sales increased 1 percent. Acquisition bene-
fits and sales growth for Hanes retail and 
the online channel were partially offset by 
the later-than-expected licensed sports 
apparel shipments and the effect of retailer 
bankruptcies. Operating profit decreased 
10 percent.”

In the conference call with analysts to 
discuss the results, CEO Gerald Evans Jr. 
explained “For the quarter, we saw contin-
ued progress in our innerwear trends as we 
gain additional share in basics and we pass 
the initial impact from door closings. Our 
Innerwear business remains on track to 

return to growth in the second half, driven 
by stabilizing shelf space in our intimates 
business and continued momentum in our 
basics business behind our FreshIQ innova-
tion.”

CFO Richard Moss added, “Point of sale 

trends remained steady during the quarter, 
while performance was mixed by retailer 
and channel. In our basics business, we 
gained share in the quarter driven by men’s 
underwear as well as strong gains in both 

socks and kids’ underwear. In intimates, 
shipments improved sequentially as we saw 
improving broad trends at certain key retail-
ers. With respect to Innerwear’s operating 
margins, the decline versus last year was 
driven by the combination of lower sales 
and Project Booster related expenses. And 
as we look to the second half, we expect 
operating margins to expand driven by sales 
leverage and the expense savings from 
Project Booster.”

“Turning to our Activewear segment, 
sales increased roughly 1% over last year,” 
Evans continued, “as the addition of GTM 
[a sportswear firm acquired by Hanes last 
year] and the strength in our Hanes busi-
ness more than offset the last of the impact 
from The Sports Authority bankruptcy and 
the late quarter timing shift in our sports 
apparel business. As we look to the second 
half, we expect an acceleration in 
Activewear’s growth driven by our 
Champion in sports apparel businesses. 
The operating margin decline versus last 
year in Activewear was driven by short-term 
acquisition related dilution as well as lower 
royalty revenues due to the bankruptcy of a 
licensee [Payless ShoeSource].”

“So, to wrap up, the year is unfolding as 
expected. Trends are improving across our 
business, particularly within U.S. 
Innerwear.”

Looking ahead, for the company as a 
whole in 2017, Hanes stated it “expects net 
sales of $6.45 billion to $6.55 billion, GAAP 
operating profit of $845 million to $895 mil-
lion” and “EPS for continuing operations of 
$1.70 to $1.82.” — NM

A full transcript of the conference call can 
be found here: https://seekingalpha.com/
a r t i c l e / 4 0 9 3 4 5 0 - h a n e s b r a n d s - h b i -
q 2 - 2 0 1 7 - r e s u l t s - e a r n i n g s - c a l l -
transcript?page=1

pvh: strong q2 sales, earnings
PVH second quarter net income jumped to 
$119.4 million on sales of $1.96 billion com-
pared to income of $90.5 million on sales of 
$1.85 billion in the three months ended July 
31, 2016.

“Our better than expected second quarter 
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results reflect the continued momentum 
and ongoing operat-
ing efficiencies across 
our diversified busi-
ness model,” declared 
Emanuel Chirico, 
chairman and CEO. 
“Our results reflect a 
planned increase of 
approximately $25 
million of marketing 
compared to the 
prior year related to 
Calvin Klein and 
Tommy Hilfiger, 
which we believe will 
continue to drive 
market share gains 
and allow us to capi-
talize on the brands’ 
significant interna-
tional expansion 
opportunities over 
the next several 
years.”

He added, “We 
have raised our full 
year earnings outlook 
based on our second 
quarter outperfor-
mance, an improve-
ment in foreign cur-
rency rates and our 
belief that the 
strength of our 
brands will continue 
to drive our second 
half performance, 
despite the ongoing 
volatility in the mac-
roeconomic and geo-
political environ-
ment. In addition, in 
line with our project-
ed full year sales 
increase, we are now planning to invest an 
additional $10 million in marketing during 
the second half of this year to capitalize on 

the continued momentum we are seeing in 
our Tommy Hilfiger and Calvin Klein busi-
nesses.”

“In today’s ever-changing consumer land-
scape, we are actively adapting our busi-

nesses to gain market share by finding inno-
vative ways to engage consumers, while 
investing across our organization. We 

believe that we are well-positioned to exe-
cute our strategic priorities, while deliver-
ing long-term sustainable growth and 
stockholder value.”

The earnings release lacked any detail as it 
pertains to underwear. 
In fact, the word was 
not mentioned once in 
the 39 page document. 
The category received, 
however, a couple of 
brief mentions in the 
conference call to dis-
cuss the results with 
analysts. Said Chirico, 
“As we move further 
into fall into holiday, 
we will continue to 
roll out our jeans and 
underwear marketing 
initiatives with an 
enhanced direct-to-
consumer focus to 
drive our business as 
we enter the all impor-
tant holiday selling 
season.”

Chirico affirmed that 
men’s and women’s 
underwear has been 
strong across many 
markets, while point-
ing to one area of prom-
inence: “Business 
momentum the last 
couple of years in 
Calvin in Europe in 
particular to a great 
extent has been driven 
by apparel but really 
our underwear busi-
ness has been off the 
charts in those markets 
and that business con-
tinues to be very healthy 
and grow.” — NM

A full transcript of 
the conference call can 
be found here: https://

seekingalpha.com/article/4101722-pvhs-
pvh-ceo-manny-chirico-q2-2017-results-
earnings-call-transcript?page=1
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These Firms Seeking
 Investors/Partners

· Revolutionary Bra With Proven Internet Sales

  · Established, Profitable Intimates Brand  

· Profitable Men’s Underwear, Loungewear Line 

· Profitable Online Intimates Retailer

· Profitable Retail Stores, Multiple Locations

 fmmg advisors
Market Conditions Are Ideal  For Investment

Contact Nick Monjo in confidence.
718-676-4444  ·  Nick@fmmg.com / Nick.Monjo@gmail.com
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Ted Vayos, BODY: Please 
describe your location and 
store.

Rebecca Johnson, Bella Vous 
Lingerie:  Bella Vous Lin-
gerie is located in Sioux 
Falls, SD, which is the larg-
est city in South Dakota. 
Belsnickel & Co Antiques 
is a mother/daughter team 
which we opened 24 years 
ago (16 in this location). We 
travel consistently to pick 
up estates which gives us a 
generous amount of car time 
to talk. May of 2016, on our 
way to Kansas City to pick 
up an estate the idea of Bella 
Vous Lingerie was born. On 
August 31st of 2016 Bella 
Vous Lingerie opened along 
side Belsnickel & Co. An-
tiques. It’s a fascinating mix 
of old and new. We special-
ize in European furniture, 
chandeliers, and hand paint-
ed porcelains which blends 
well with our European and 
American brands of linge-
rie. Everything in the store 
has a luxurious feel while 
still keeping the price points 
more than reasonable. Walk-
ing into this store feels like 
being in LA or New York 
which is a long way from 
our growing Midwest city. 
We currently carry a large 

number of bras, panties, 
bodysuits, hosiery, bustiers, 
and corsets.

Ted: What makes your store 
special?

Rebecca: Imagine walking 
into a lingerie store that is 
literally dripping with crys-
tal chandeliers. Your blood 
pressure immediately lowers, 
you’re greeted as you enter 
with what can only be de-
scribed as an overload to the 
senses. You are surrounded 
by European and American 
Lingerie as well as fabulous 
antiques. At Bella Vous Lin-
gerie our customer service is 
second to none! We develop 
wonderful relationships with 
our customers. Stop in once 
and I promise you will want 
to come back! 

Ted: What do you look for 
in a brand?

Rebecca: First and foremost, 
it’s all about quality. If there 
is no hope in the items last-
ing over time it doesn’t 
matter what you paid for 
it. Second, is making sure 
that I keep our pricing af-
fordable and reasonable. 
I never want someone to 
feel that they can’t afford 
good lingerie. We do not 
currently sell mastectomy 
or maternity bras. 

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

Rebecca: Shortly before 
we opened I went to my 
first show, Magic in Las 

Vegas. I was as green as I 
could be… I knew nothing 
but had an insatiable desire 
to learn EVERYTHING! 
There, I met Rozita with Fe-
lina and we just had a con-
nection. Rozita was noth-
ing short of amazing and 
walked me through what 
would be my very first large 
order. Rozita was absolutely 
instrumental in helping this 
become a successful venture. 
I cannot thank her enough. 
The brands I carry in the 
store are Felina, Paramour, 
Jezebel, Commando, Hanky 
Panky, Just Sexy, ICollec-
tion, Oh la la Cheri, Ajour 
out of the Ukraine, Sawren 
out of France and Parfait. 

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

Rebecca: I prefer shows over 
anything else because I can 
see and touch the merchan-
dise as well as meeting first 
hand the rep that I expect to 
be dealing with. Those rela-
tionships are just as impor-

tant as the quality of mer-
chandise in my opinion.   If 
I cannot visit a company 
personally I will reach out 
and ask for samples so that I 
can make an informed deci-
sion before deciding if it is a 
brand I want in my store. 

Ted: Have any brands disap-
pointed you?  How?

Rebecca: I had one company 

retail profile: bella vous lingerie

Q&A with Rebecca Johnson, owner
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that I was unable to visit per-
sonally so I asked for sam-
ples. I received this huge box 
in the mail. It’s always like 
Christmas when I receive 
packages.  Unfortunately, al-
though the items were beau-
tiful the materials used were 
all itchy and would definitely 
prove to be uncomfortable. 
That is always a bummer. 

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

Rebecca: Quality, fit, and ma-
terials should always be the 
most important factors. Then 
make it pretty.  

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

Rebecca: I recently started 
carrying Corsets from ICol-
lection which have been a 
huge hit. I am forever on the 
hunt for new companies and 
new lines to bring into Bella 
Vous Lingerie. I promise the 
next time you walk in the 
door there will be lots of new 
treasures to explore in both 
the lingerie and the antiques. 

Ted: Do you carry other 
products besides those men-
tioned above?

Rebecca: I also carry a large 
line of bralettes as well as a 
large amount of sleep and 
lounge wear. 

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

Rebecca: We have a phenom-
enal boudoir photographer 
named Shalista in Sioux 
Falls. Because of this we see 
a considerable amount of 
women in looking for things 
for their upcoming photo 
shoots. I think because Sioux 

Falls has such a Midwest 
small town vibe the women 
here are looking for some-
thing different, something 
sexy, yet elegant. I would 
say our best sellers right 
now are our bodysuits. I 
always try to have a vari-
ety of things that will look 
good on all different body 
shapes and types. Bralettes 
are also huge right now. 
The fashion industry is 
all about key holes, open 
backs, and low V necks 
right now which lends to 
the demand for amazing 
bralettes and I love it! 

Ted: Describe your price 
points and size ranges.

Rebecca: Sizing for our bras 
are 32A to 42DDD and run 
from $38 to $75, Bodysuits, 
Corsets and Bustiers sizing 
is Small to 4X and run $40 
to $70, Bralettes sizing is XS 
– 3X and run $20 to $32, and 
Lounge sizing is Small to 4X 
with prices ranging from $24 
to $88. 

Ted: What is your typical or 
average customer size?  

Rebecca: I haven’t been open 
long enough to comment 
on trends, but I can say that 
more often than not the 
people who walk through 
my door are needing a D cup 
or larger. 

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

Rebecca: I would say that the 
average customer spend per 
visit is about $150.00. 

Ted: Describe your customer 
base.

Rebecca: This makes me 

smile. Because I also have 
antiques, my store kind of 
breaks the mold.   My aver-
age customer is Female be-
tween the ages of 18 and 80. 

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

Rebecca: We are so new, so 
our challenges are the same 
as most other new busi-
nesses. Figuring out what 
to carry in the store was the 
first challenge. We have lis-
tened to our customers and 
brought in the items that 
they most want to see. Sec-
ond was figuring out how 
to get the word out. When 
we opened Belsnickel & Co 
years ago it was imperative 
that you have a yellow page 
ad and radio and television 
ads were still the go to for 
advertising. Now everyone 
is walking around with a 
computer in their pockets. 
Knowing how to target the 
newest generation is prob-
ably the biggest challenge. 
They need to know you are 
there before they can fall in 
love with you! I don’t believe 
this generation has the same 
brand loyalty that the gen-
eration before them had. To 

the newest generation, it’s 
more about how they feel 
while shopping than brand 
loyalty.  

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

Rebecca: It is extremely dif-
ficult to shop online for bras 
and lingerie because fit is ab-
solutely imperative. I have an 
online store but honestly my 
hope is that I can get them 
in the store so that I can fit 
them properly. That way I 
can ensure that everyone is 
happy and will stay happy 
with the merchandise that 
I sell them. There is noth-
ing worse than wearing a 
bra that is uncomfortable 
and doesn’t fit properly. I 
am here to insure that that 
doesn’t happen. It feels great 
when one of our customers 
has the mind blowing mo-
ment when they take off the 
ill fitting C cup they’ve been 
wearing and put on the DD 
Cup that fits them perfectly. 
Not feeling like you need to 
rip your bra off the moment 
you get home from work is 
liberating to so many women 
after visiting our store!
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event report
August Curve New York Show 2017
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This summer’s Curve show returned to 
its Sunday, Monday, Tuesday sched-
ule, running August 6-8, in a new, 
more central hall at Manhattan’s Javits 
Center. In addition, the show continued 
its policy of admitting attendees at the 

other apparel shows going on at the 
same time at the exhibition center. The 
Curve team also said it booked “over 
350 appointments” between buyers 
and vendors prior to its show.” These 
and other factors combined to make for 

a busy and upbeat event. Indeed, show 
management claimed “day 2 at Curve-
NewYork was  the second best day at 
Curve since 2011.” Over the next six 
pages we picture some of the exhibitors 
and their retail guests at work.
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Karen Marie Camastro of Mary Corsetieres, Paul Gladysz of Fit 
Fully Yours and Christine Candreva of Mary Corsetieres.

Ruth Cohen of Apropos Gifts and Heather
 Rubio of Fashion Forms.

Shavy Delos Rios of Lynda Fajas Columbians 
with Jan Swan of EuroSkins.

Merri Feldman and Andrea 
Barbera of Bras ’n Things.

Anna Daypir and Mary Wood 
of Next to Me.

Ruth Turco of Ruth Lingerie and 
Cheryl Paradis of Mapale.

Ronnie Albert, Gihan Gabor and Heidi Nunez
 of Parfait Lingerie.

Belinda Durham of A Fitting Place, Steven Chernoff
 of Rago and Janet Scheuner.

Jerry Rosenberg of Holidays, Casey and 
Frank Lozano of Patricia’s.

Michelle Heiler of Cupid, Anina Young of Brazen 
and Eric Crawford of Cupid.

Tatayana Ponomareva and Thomas Dorsey 
of Bra Spectrum/Valens Lingerie.

Emily Chen, Shana Watts and Daren 
Peng of Nubra International.

Stephanie Jacek of Le Bustiere with 
Charlotte Catanzaro of Impudique.
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Zenna Morris of Sheer Pleasure, Abigail Lopez of Fashion 
Forms and Malcom Morris of Sheer Pleasure.

Daren Peng of Nubra International; Felicia Farina, Joanna Lee and Jenny Hsieh of Century 21 
Dept Stores; Emily Chen and Shana Watts of Nubra International.

Jane Masley of Girlfriends… The Bra Specialists, Jill Wenzel of Fit 
Fully Yours and Kathy Glascock of Girlfriends… The Bra Specialists.
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Cedric and Christy Hatchett 
of Christy Love.

Margo Andros of Brayola, Chris Zogas of 
QT Intimates, Ali Beck of Brayola.

Anne Dimond of Bella Materna with Hollis 
Kitchin and Madelin Siedler of Bustin’ Out.

Olga Szombathelyi, Louise Torres and Jade 
Perrysmith of Ann Summers.

Michelle Ricciardi of Flirt Boutique and 
Melissa Schwartz of Felina.

Daniel Franko and Kelly Franco 
of Gossamer & Grace.

Jackie and Valerie Keto of Her Underthings with Anne Locke 
and Paul Gladysz of Fit Fully Yours.

Erin Sue of Lace, Heather Stockton of Coquette, Eliane Said of 
Coquette and Daniel Freedman of Lace.

Paul Gladysz of Fit Fully Yours and Donna 
McNeight of Gazebo.

Macy Vierra, Kali Andrews and Kirk 
Andrews of Petticoat Fair.
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Jocelyn Teece of Gwynnie Bee with 
Heidi Nunez of Parfait.

Anne Locke of Fit Fully Yours, Helene Resky and Susan Manning of 
Personally Yours and Paul Gladysz of Fit Fully Yours.

Lauren Long and Jenea Markham of Curvaceous Lingerie 
with Dianne Ketner of Parfait Lingerie.

Angel Derouchie and Candy McDonald of Candie’s Couture.

Michael Valentino of Kiss Fashion, Eddie Goldstein of 
Oh la la Cheri and Yara Valentino of Kiss Fashion.

Jill Wenzel of Fit Fully Yours and Althea 
Meinhardt of Althea’s Fine Lingerie.

In the Parfait booth, Bruce Prescott, Kelsey Byrne 
and Bomina Belden of Zoe & Co.

Pamela McKinzie and Laura McClain of 
Anna Bella Fine Lingerie.

Melissa Schwartz of Felina with Barbara 
Bianco of Lingerie Lingerie.

Heather Rubio of Fashion Forms, Kimberly Barrett 
and Kathryn Barrett of Katies’s Bra Boutique.

Sue Ritzman of Mad Mac with Pamela Tamburino.

Shelly Domenech of IC London with Paul 
Gladysz of Fit Fully Yours.

Janet Mitchell of Lingerie Store, Candy Tobin of Parfait 
Lingerie and Amber Crain of Lingerie Store.

Charlotte Catanzaro of 
Impudique.

Mimi Desmond of Camouflage with 
Sarah Konkel of Oh la la Cheri.
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Larisa Groysman and Inna Nizhnik
 of Magic Corsets.

Elyse Amos of Classic Shapewear, Paul Gladysz of Fit Fully Yours
 and Moshe Amos of Classic Shapewear.

Alan Gilbert of Barbaras New Beginnings, Jill Wenzel of Fit Fully 
Yours and Barbara Gilbert of Barbaras New Beginnings.
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Naomi Fitzpatrick of Marie Angelique with 
Kaleena Figaro of Skarlett Blue.

Tal Takoun of Merav Skin & Lingerie, Fred Wells of Wells Intimates 
and Merav Goldman of Merav Skin & Lingerie.

Liliana Mann of Linea Intima and 
Kathleen Daese of Pluto.

Liz Many of Adina Reay with Rebecca 
Aughton of Bravo Intimates.

Teresa Nylund and Cherie Alleyne of Blum’s.

Dow B Hickam and Dow Hickam Sr. of 
Top Drawer Lingerie.

Claudia Poehlmann and Kathy Bonifas of Bras Galore with Jill Wenzel 
and Paul Gladysz of Fit Fully Yours.

Heather Stockton and Eliane Said of Coquette.

Heather Craig of Panache with Kathy
 Zutz of Bra Garden.

Jenny Jusell and Nanette Parsons of Best Rack Around with 
Nancy Shilian and Shoe Sassouni of Panty Fresh.

Margit Gamon of Pluto and Althea Meinhardt 
of Althea’s Fine Lingerie.

Isaac Sagman and Charmae Ellerbe
 of Suzette Hosiery.
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Keoysia Grigley of Livi Rae Lingerie and 
Michele Constant of LeggStory.

Pilar Quintana-Williams of Yandy with Rita Johnson 
and Patricia Lacognata of 2 Rios Lingerie.

Jan Swan of Euroskins and Anina Young of Brazen Lingerie.

Susan McMahon of Donna Bella Lingerie with 
Fred Wells of Wells Intimates.

Desiree Larson of Dana-co.

Barbara Cooke of Joovay Lingerie with Michele 
Krchov of Fort Knox Lingerie.

Norman Azouz of Donnies Dress Corp, Jacqueline Brown of Camou-
flage Cellulite and Olivia Acevedo of Donnies Dress Corp.

Lisa Curbello of The Bra Chick with 
Rob Gardner of Felina.

Tiffany Liashek of Labella Intimates & Boutique, Paul Gladysz of Fit 
Fully Yours and Santa Labellman of Labella Intimates & Boutique.

Sarah Konkel,  Nicolas Attard and Ashley 
Lupo of Oh la la Cheri.

Daren Peng of Nubra International,  Robynne Winchester
 and Michelle White of Revelation in Fit.

Shawna Ritter and Mario Pace of Bravado Designs.

Deanna Tinios of Top Drawer.

Kelly  Barrett of Silent Arrow and Holly 
Powell of The Pencil Test.

Marcus Horea and Nishkam Batta of 
Coquette International.
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Zvika Ertel and family.

Taylor Dockey, Olga Muromtseva and Don 
Petty of Something Comfortable.

Kim Gault and Jen Tudor of Jo Karen with Eric Crawford of TC FIne.
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Azita Yaghoobian and Ginous
 Assil of Wings.

Rob Gardner of Felina with 
Kat Migliore of Luxury.

Anne Locke of TC Fine with Judy 
Masucci of Levana Bratique.

Faina Zayats and Isabella Greenberg of Magic Lady 
Lingerie with Tiziano Defranco of Jolidon.

Susanna Kwan of Evabelle.

Cindy Kahng and Rebecca Las of Azaleas with Claudia Ochoa of Clo. Lauren Raja and Mary Brashier of Justin Jean.

Steve Chernoff, Rick Burroughs and Justin Chernoff of Rago.

Cynthia Decker, Molly Hopkins, Keoysia Grigley of Livi Rae 
with Tiziano Defranco of Jolidon.

Dow B Hickam of Top Drawer, Tiziano Defranco of Jolidon, Heather 
Skonberg and Mary Bates of Top Drawer Lingerie.

Michelle Gill of Neiman Marcus and 
Esperanza Manas of P. Jamas.



vs july comps drop 10%
Victoria’s Secret and Pink comparable 
sales in North America fell 10% in July 
and 14% for the full second 
quarter of 2017.

A key weakness for Victoria’s 
Secret has been its direct busi-
ness, which declined 25.9% in the 
second quarter. One reason: the 
firm ceased publishing its iconic 
print catalog last year, leaving it 
with only the internet (along with 
everyone else) to compete for 
direct consumer sales.

Furthermore, it can be argued, 
the catalog had provided pro-
motional value for the brand 
and its stores far beyond its 
contribution to direct sales. The 
two brands’ comparable store 
sales (which do not include the 
direct business), fell 9% in July 
and 11% for the second quarter 
in the U.S. and Canada.

Amie Preston, chief investor 
relations officer for parent com-
pany L Brands, said the 10% 
decline in the combined compa-
rable sales for Victoria’s Secret 
and Pink occurred “as growth 
in the Pink business was more than offset 
by about a 5 point negative impact of 
exiting swim and apparel and a decline in 
the lingerie business.” She made no men-
tion of the catalog. “The merchandise 
margin rate was up to last year, driven by 
the impact of exiting non-core businesses 
last year and an improvement in the 
beauty business.”

Total sales for Victoria’s Secret and 
Pink company owned stores in the U.S. 
and Canada fell 8% in the second quarter, 
from $1.469 billion in 2016 to $1.351 bil-
lion. Full results for L Brands, which 
include income figures, will be released 
on August 16.

The direct business for Victoria’s Secret 
and Pink in the quarter ended July 29, 
2017 fell by $103 million, from $398.3 

million for the same period in 2016, to 
$295.3 million (a decline of 25.9%). The 
brands’ direct business fell 23.2%, from 
$757.9 million for the six months ended 
July 30, 2016 to $581.8 million for the 
first fiscal half of this year.

The combined store and direct business 
for Victoria’s Secret and Pink in the U.S. 
and Canada in the second quarter was 
$1.646 billion, down from $1.867 billion 
last year. For the first half, those sales 
were $3.179 billion, down for $3.608 bil-
lion for the first six months of fiscal 2016.

L Brands also includes La Senza linge-
rie (the sales for which the company lists 
separately), Bath & Body Works and 
Henri Bendel. The company also has 
stores in the U.K. and Greater China and 
sells its products in about 750 additional 
franchised locations worldwide.

In North America, “In August we will 
focus on new fashion in our Body By 
Victoria collection in the lingerie busi-
ness and back to school in the Pink busi-
ness,” said Preston.

“In closing, we expect August total 

company comps to be down low to mid 
single digits, which includes a negative 
impact from the exit of swim and apparel 
of about 2 points.” — NM

delta galil q2 sales +36%
In the second quarter, Delta Galil 
earnings rose 14% to $8.9 mil-
lion, as sales jumped 36% to 
$340.5 million. The company 
reaffirmed its expectation that 
sales for the year will be between 
$1.330 billion and $1.370 billion.

CEO Isaac Dabah boasted, 
“Delta Galil delivered an excep-
tionally strong performance in 
the second quarter, reflecting 
double-digit growth on the top- 
and bottom-line. Our results were 
driven by well-defined strategies 
to build our premium and brand-
ed business, expand our market 
reach, extend our manufacturing 
resources, and be an ever increas-
ing source of innovative, high 
quality, differentiated products 
for our customers and consumers 
worldwide.”

“During the quarter, we saw 
significant growth in Delta Galil 
USA, mainly kids and activewear 
categories and in the global upper 

market. Importantly, the gross margin in 
Delta Galil USA increased across all 
business units. Delta Premium Brands, 
our recent acquisition, continued to 
exceed the plan.” In June of 2016 Delta 
announced it was acquiring the business-
es and brands of 7 For All Mankind, 
Splendid and Ella Moss for $120 million.

Dabah added, “Throughout the quarter 
we continued to invest in growing our 
production capacity, and are currently 
running our Vietnamese factory with 850 
employees. We expect to reach full oper-
ational status in the facility in the second 
half of 2018.”

“Looking ahead, we are focused on 
growing our international and e-com-
merce businesses, while continuing to 
pursue strategic acquisition opportuni-
ties.”
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2017
aug. 30- sept. 2
  CPM Body & Beach

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

sept. 3-4
   London Edge

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

sept. 7-9
   Surf Expo Show

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

sept. 10-12
The Harrogate Bridal 
Harrogate Intl. Centre 
North Yorkshire, UK
01423 500500
theharrogatebridalshow.
co.uk

sept. 12-14
   Vow

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

sept 13-14
Old Dominion 
Fashion Exhibitors
Virginia Beach Resort 
& Conference Center
800-468-2722
odfe.org

sept. 16-18
Capsule 
Pier 94
New York, NY
(212) 206-8310
capsuleshow.com

sept. 17-19
  Coterie 

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

sept. 17-19
  SOURCING 

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

sept. 17-19
  Fame

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Moda

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Pool Trade Show

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Accessories the Show

Javits Center
New York, NY
ubmfashion.com

sept. 17-19
  Stitch

Javits Center

New York, NY
ubmfashion.com

sept. 18-21
Texworld
Parc des Expositions 
Paris Le Bourget
 +33 (0)1 55 26 89 89
texworld.
fr.messefrankfurt.com

sept. 19-21
Premiere Vision Paris
Parc des Expositions 
Paris, France
+33 (0)1 70 38 70 00
premierevision.com

sept. 24-26
Trendz West
Bradenton 
Convention Center
Palmetto, FL
(305) 718 4320
www.trendzshow.com

sept. 24-27
National Bridal Market 
theMART
Chicago, IL 
(312) 527-4141
nationalbridalmarket.com

sept. 25-26
Altitude Intimates
Paris Hotel & Casino
Las Vegas, NV
(631) 446-4666
altitudeshow.com

sept. 25-29
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

sept. 27-28
  Interfiliere New York 

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

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

event & show dates 2017-2018
calendar
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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

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. 28-30
Stylemax
Chicago, IL
The Merchandise mart                                                              

(312) 527-7750
Stylemaxonline.com

jan. tba
LingeriePro 
Antwerp, Belgium
lingeriepro.be

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

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 
describe your location and 
store.

Nima Zarbinian, The Spot 
Boutique:  The Spot Bou-
tique came to life in 2012. 
Our store specifically car-
ries lingerie and club-wear, 
along with luxury adult 
pleasure objects. The store 
is 3000 square feet. For 
Dallas, that’s a bit bigger 
store than most other adult 
boutiques. As a result, we 
are able to provide a bet-
ter selection.  Our location 
is situation between Pres-
ton Rd. and George Bush 
Turnpike. This area has a 
lot of drive by traffic. Thus, 
helping keep our business 
in the spotlight.  

Ted: What makes your store 
special?

Nima: Dallas was in des-
perate need of a high-end, 
classy adult store. The adult 
stores in Dallas/Fort Worth 
are generally dated; and not 
progressive in their think-
ing. They’ve been doing the 
same song and dance num-
ber since the 90’s. The store 
opened with core values in 
place;  and our client’s best 
interest at heart. I know 
this sounds crazy, but, to us, 
serving our client’s needs is 
more important than prof-
its. With that said, we are 
not a store for everyone. We 
aim to serve the 1% (high-
end) of the market, rather 
than the 99% (wal-marts). 
Because of the degree of 
service we provide, we have 
a cult following. We have 
clients who will drive over 
an hour to come visit our 
boutique. 

Ted: What do you look for 
in a brand?

Nima: Two things: 1) Qual-
ity. 2) Retailers Support. If a 
brand doesn’t care about the 
quality of their product and 
cuts corners, they are in the 
wrong business. Passion is 
important in anything you 
do, if you have passion, you 
strive to do it better than 
everyone else. Retailer Sup-
port is important, because 
Retailers and Vendors are 
working as a team. If the 
retailer isn’t making money, 
the vendor isn’t going to 
make money. Vendors need 
to provide support in any 
way that they can to help 
stores move inventory. The 
faster the inventory sells, 
the faster reorders occur. 
Unfortunately, some ven-
dors still do not understand 

this concept.

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

retail profile: the spot boutique

Q&A with Nima Zarbinian, Owner
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Key Brands
Bewicked

Blue Line Men
Bracli

Coquette
Elegant Moments

Escante
Highest Heel

Kixies
Mapale

Music Legs
Smiffy’s 
Starline



Nima: Oh Gosh! Where to 
begin on this one! In terms 
of Lingerie, Bracli has been 
amazing to our store. The 
amount of support Keith 
provides us is outstanding. 
Kixies hosiery is another. 
Samantha has done every-
thing in her power to help 
us. Its funny because Kixies 
is our most expensive ho-
siery brand, let it sells the 
most. It just goes to show 
consumers pay attention 
to quality.   We also carry 
brands like Mapale, Elegant 
Moments, Bewicked, Music 
Legs, Smiffy’s, Starline, Es-
cante, Highest Heel, Blue 
Line Men, Coquette and 
Highest Heel.

Adult pleasure manufactur-
ers that have treated us well 
are Fun Factory, The Rabbit 
Company, and NJOY. Any-
time we called upon these 
companies to help us out, 
with an idea or promo we 
had, they went above and 
beyond to help us achieve 
our goal. 

Ted: Have you brought any 
new products or brands into 

your store recently?

Nima: The two newest 
brands in our store is Bracli 
and The Rabbit Company. 
We needed an ultra-high-
end lingerie brand. After we 
did some research, Bracli 
was the best fit for our vi-
sion. I think they dug our 
store so much that we both 
agreed to being the exclu-
sive retailer for Bracli in 
Dallas.

The Rabbit Company deal 
was negotiated by a friend 
of mine, Molly. She put me 
in touch with the rep at The 
Rabbit Company. Once I 
explained what I had in 
mind, TRC was all about it. 
The brand has done excep-
tionally well in our store. 

Ted: Do you carry other 
products besides those list-

ed above?  

Nima: Sure. We carry wigs, 
shoes, eye-lashes, lubricants, 
cosmetics, and male linge-
rie.

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

Nima: It seems this year 
Teddies are a big seller. Ad-
ditionally, things with open 
cupped bras. 

Ted: Describe your price 
points and size ranges.

Nima: We carry everything 
from extra small to 3X. Our 
Price points start at $14.99 
and go up from there. 

Ted: What is your typical or 
average customer size?  

Nima: We sell a lot of Me-
diums and Larges.

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

Nima: Not really. 
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Ted Vayos, BODY: Please 
describe your location and 
store.

Lena McCants, McCants 
Lingerie:  We are nestled 
in the revitalized histori-
cal district of downtown 
Florence, SC. Surround-
ed by: several eateries, 
a court house, hospitals 
and other medical ven-
ues. My husband and I 
first owned a business in 
1982. Two doors down 
from our present location, 
we moved our business 
and also opened up the 
first boutique in Florence 
that we knew of in 1984.  
Like many other cities, 
people were migrating to 
the enclosed malls but we 
viewed this as an great op-
portunity to stay.

Ted: What makes your 
store special?

Lena: We are located in 
this very same location 
that was selling lingerie’ 
since the mid 1930s.  Yes 
Ted, I said mid 1930s. 
Once we moved here 
in 1999, it was not un-
common to listen to the 
phrases “I want a bras-
siere”, or “do you have a 

girdle in my size?” The 
customers felt a common 
ground and considered it 
to be a place where as a 
child they sought for that 
right foundation, especial-
ly for Sunday mornings. 
They would top off their 
purchase with one of our 
hats.  Some preferred just 
the right small hat while 
many more longed for the 
bigger the brim the better.   
Another phrase we grew 
accustomed to was, “where 
are your cotton bloomers?” 
My daughter, Connie’s fa-
vorite phrase was “I need 
a pair of step ins.” She 
had to learn that step in is 
another term for panties.  
Too soon, it became very 
challenging to find 100% 
quality cotton slips with 
no lace.  The manufac-
turer closed and or moved 
without giving us notice.  
Being the new owner and 
not having that exact style 
that was a staple, we were 
looked at as the business 
no longer carrying what 
they were accustomed to.  
We took extra pa-
tience to explain 
the situation and 
even found cot-
ton slips with lace.  
Customers settled 
for the slips but 
would be sure to 
say, “these are o.k. 
but if you ever 
get the other ones 
back...” The say-
ing “we want what 
we want” comes to 
mind. Customers 
love coming in and 
reminiscing about 

their very first Exquisite 
Fully bra, slip or other 
shapewear. We are thrilled 
that we are still open and 
selling brands they re-
member while introduc-
ing new ones.  We make it 
a priority to sincerely offer 
positive customer service 
while taking the time to 
know their special needs. 
Our customer base moved 
with  us and as a result we 
continue to carry day and 
evening attire.

Ted: What do you look for 
in a brand?

Lena: High quality must 
be in a brand with an ap-
pealing design from a 
reputable company that 
welcomes small minimum 
orders. Samples and Co-
Op advertising is much 
warranted!!

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

Lena: Some of the brands 

that are important to our 
store are Rago, Exquisite 
Form Fully, Elomi, God-
dess, H.O.T.,  Dixie Belle, 
Intimate Attitudes and 
Shirley of Hollywood.

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

Lena: We here at Mc-
Cants Lingerie’ enjoy pur-
chasing items from coast 
to coast. The mixture of 
styles is welcoming for 
patrons relocating and 
tourists.

retail profile: mccants lingerie

Q&A with Lena McCants, CEO
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Key Brands
Dixie Belle

Elomi
Exquisite Form Fully

Goddess
H.O.T

Intimate Attitudes
Rago

Shirley of Hollywood



Ted: Have any brands dis-
appointed you?  How?

Lena: Well, yes! Over  the 
years there have been in-
stances where I would 
have preferred if brands 
being discontinued or sell-
ing out would have given 
me a courtesy notice or 
just that one more chance 
to stock up.  One brand, 
Exquisite, has turned 
hands quite a few times. 
Each time prior to being 
sold they contacted us. 
On another note, Rago, 
which is a brand that may 
be along with the store in 
age, was patient, knowl-
edgeable and easy to work 
with when we started and 
still are to this day.

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

Lena: H.O.T., Intimate 
Attitude, and Shirley of 
Hollywood are our latest 
brands we carry in addi-
tion to dress hats, gloves 
and costume jewelry.

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

Lena: A couple of 
popular trends in 
our shop now es-
pecially with three 
digit temperatures 
are white cotton 
washables outer-
wear. Casual cloth-
ing mixed with lin-
gerie’ accented with 
our custom jewelry 
helps to step it up 
while staying cool.

Ted: Describe your 
price points and 
size ranges.

Lena: Our price points are 
very comfortable for the 
student, career or retiree 
who desires the best linge-
rie’ while receiving warm 
customer service.

Ted: What is your typical 
or average customer size?  

Lena: Our shop offers 
various lingerie items and 
with all the construction 
in the area the last couple 
of years its difficult for me 
to say the average size.

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

Lena: Just carrying on 
my daily activities I see 
younger women thicker in 
the middle carrying fuller 
cups.

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

Lena: Per visit a customer 
will spend about $50.00. 
Also; many exercise our 
lay-a-way plan.

Ted: Describe your cus-
tomer base.

Lena: Our customer base 
is a mixture of women and 
men from young adults to 

the super seniors.  
She who wants 
positive customer 
service, wishes for 
a more trimmer 
figure, or just look-
ing for comfort-
able shape wear 
that’s pleasant on 
the eyes enters 
without knowing 
which style shape 
wear is for her. 
During a single 
visit, she must have 
shapewear, outer-
wear, jewelry and 

of course his favorite lit-
tle something something 
without going over bud-
get.  This is the lady who 
regularly shops with us.

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

Lena: The last couple of 
years parking was and still 
is an issue.  Many in this 
region wants to park at the 
door. Improvements has 
been made with new free 
parking lots and a garage.

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

Lena: During the last year 
we still advertise to remind 
our customers of our pres-
ence. We attended many 
conferences, set new pro-
jections, took opportuni-
ties to network with other 
retailers and personal ap-
pearances were made with 
present and future suppli-
ers.  We will be revealing 
a new twist in advertising 
for our customers this year.  
We anticipate it will be 
loved and used by many. 
I’m keeping the details.
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