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elle mapherson returns
Elle Macpherson is returning to intimate 
apparel.

Simon de Winter, managing director of 
Simon de Winter Group Pty Ltd., an 
Australian lingerie and apparel firm, con-
firmed that he has formed a partnership 
with the actress and model to relaunch a 
lingerie collection.

MacPherson had produced a successful 
lingerie line bearing her name in conjunc-
tion with Bendon, the New Zealand-based 
producer. That partnership lasted more 
than 20 years, with extensive distribution in 
this country and elsewhere, but expired at 
the end of 2014.

Days after Macpherson announced she 
was ending the relationship with Bendon, 
that company announced “the entire Elle 
Macpherson Intimates collection will be 
re-branded as Heidi Klum Intimates and 
will launch on 1 January, 2015.”

In late 2014 Macpherson had announced 
she would relaunch lingerie collections with 
new partners.

The de Winter group, founded in 1989, 
“designs, sources, develops and wholesales 
intimate apparel and socks in Australia and 

New Zealand” according to a profile on one 
of its websites. “We supply women’s inti-
mate apparel and men’s, women’s and chil-
dren’s socks.” Two of the de Winter brands 
are Kayser and Fine Lines.

When she was working with Bendon, the 
Elle Macpherson collection was, at one 
time, according to her website, in Saks, 
Bloomingdales and Neiman Marcus in the 
US, Holt Renfrew in Canada, Selfridges, 
Harrods, Harvey Nichols and House of 
Fraser in the UK, and Myer and David 
Jones in Australia, a total of “over 200 
majors and over 300 independents” in coun-
tries that included the U.S., Canada, the 
United Kingdom, Ireland, Hong Kong, the 
Gulf States, Australia and New Zealand.

peekay: losses rise dramatically
Losses rose dramatically at Peekay 
Boutiques while sales rose modestly in both 
the second quarter and first half of 2015.

For the three months ended June 30, 2015 
the company lost $1.787 million on sales of 
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$9.498 million compared to a loss of $1.341 million on sales of $8.925 
million in the same period in 2014. In the first six months, Peekay lost 
$2.273 million on sales of $21.203 million compared to a loss of $1.430 
million on sales of $20.030 million in the first half of 2014.

The company bragged in its quarterly filing, “For the three months 
ended June 30, 2015, net revenue increased $0.6 million, or 6.4%, to 
$9.5 million, as compared to the same period in 2014.” On a per store 
basis (the company is operating 44 stores in the U.S.) that’s an 
increase in sales of $13,007 per store. On the other hand, the company 
was also losing an average of $40,611 per store during those three 
months.

Earlier this year Peekay filed a statement with the Securities and 
Exchange Commission that it planned “to raise $50 million from the 
sale of the company’s common stock. The company intends to use the 
proceeds from the offering to pay down debt, and for general corpo-
rate purposes.” But in a quarterly filing in May it noted that “No 
underwriter has been selected or engaged yet in connection with this 
proposed offering,” and no underwriter was named in the most 
recent August filing. After multiple requests, the company CEO and 
attorney have both declined to say whether an underwriter has yet 
been hired.

In an August SEC filing relating to the proposed offering, Peekay 
warned “During 2013 and 2014, we incurred net losses of $2,577,263 
and $4,181,890, respectively, largely as a result of interest expense on 
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our outstanding debt of $6.6 million annual-
ly, which exceeds the operating profits gen-
erated through the operations of our busi-
ness. Approximately $38.2 million in senior 
secured debt matures on December 31, 2015, 
and we do not have the resources necessary 
to pay this debt as it comes due. Our ability 
to continue our operations and execute our 
business plan is dependent on our ability to 
refinance this debt and/or to raise sufficient 
capital to pay this debt and other obligations 
as they come due (or are extended through a 
refinancing) and to provide sufficient capital 
to operate our business as contemplated.”

Overall, the company noted, “We have a 
significant amount of indebtedness. As of 
December 31, 2014, our total debt was 

approximately $51 million.”
Despite the continued and expanding loss-

es, Peekay repeated, in the latest filing, that 
it is still considering a dramatic increase in 
the number of stores even though “Each new 
store requires an initial cash outlay of 
approximately $260,000, for store build-out, 
fixture expenditures, initial inventory load-in 
and pre-opening expenses.”

Peekay explained that it has used its most 
recently opened stores “to test and adjust the 
concept and new site selection criteria and 
process, and are now positioned to ramp up 
our new store build-out plans. We believe 
our new stores now feature decor aligned 
with the shopping preference of today’s mod-
ern women and couples. This foundation 
will allow us to scale our new store openings 
from five in 2014 to up to 50 or more stores 
on an annual basis in the future, if desired.” In the latest filings, Peekay revealed “Sales 

of lingerie constituted approximately 16% of 
our sales. Lingerie includes a broad range of 
sleepwear, body stockings, clubwear, cos-
tumes, corsets, babydolls, hosiery and pant-
ies, including brands such as Dreamgirl, 
Coquette, Escante and Rene Rofe.” And it 
stated its “major competitors for our lingerie, 
sexual health and wellness products include 
Adam & Eve, Ann Summers, Pure 
Romance, Pleasure Chest, Kiss & Tell and 
Romantix.”

yunis sells wwin to urban
Jeff Yunis sold the Women’s Wear in Nevada 
(WWIN) to Urban Expositions, the deal 
closing on August 19. No sale price was dis-
closed, but a source close to the deal told 
BODY “it was a very big number” and “well 
over $10 million.”

Roland Timney, a minority shareholder in 
the WWIN show, plans to remain as a con-
sultant, and his son Chad will become the 
new WWIN show manager.

Yunis said that he had been in discussions 
with Urban for some time and now the “time 
was right.” He added that Urban plans no 
changes to the show “so long as it remains 
profitable.”

Yunis, who has owned the International 
Lingerie Show (ILS) for many years, said he 
has no current plans to sell that event, 
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although he remains open to offers.
In November of last year, Urban and The 

Halloween Industry Association (HIA), a 
manufacturer-centric industry group, jointly 
acquired the Halloween & Party Expo. That 
event is held annually in New Orleans.

Urban Expositions was launched in 1996 
with the semi-annual Philadelphia Gift Show, 
and now, “through acquisitions and new 
show development,” it owns, manages and 
produces about two dozen gift, decorative 
accessory, souvenir and resort merchandise 
trade shows across the U.S.. The company is 
based in Kennesaw, GA, with additional 
offices in Shelton, CT and Boca Raton, FL.

u.s. hosiery market grows 3%
“The total U.S. hosiery market, which 
includes sheer hosiery, tights, and socks, 
grew 3 percent to $7.3 billion in the 12 
months ending May 2015,” according to the 
NPD Group.

The market research firm added that “the 
age group experiencing the most growth, 
millennials (ages 18-34), saw sales increase 
by 12 percent over the same time period.”

“While tights and socks have enjoyed con-
sistent gains in recent years, sheer hosiery 
had been the segment that struggled until 
recently. millennials now represent 27 per-
cent of the $482 million sheer hosiery mar-
ket – a revival that is notable,” NPD report-
ed.

“On average, consumers buy 1.4 sheer 

hosiery items per purchase, with tops being 
the apparel item most included with these 
purchases, according to data from The 
NPD Group’s Checkout Tracking, a new 
service that provides comprehensive infor-
mation on consumer buying behavior at the 
market basket-level based on receipts for 
online as well as brick-and-mortar retail 
purchases.” NPD concluded that “ From a 
demographic standpoint, millennials are 
more likely to attach socks to their sheer 
hosiery purchase than non-millennials.”

The study also revealed that “While mil-
lennials tend to purchase their hosiery from 
mass merchants, and consumers age 35 and 
up are more likely to purchase from depart-
ment stores, it is the off-price and direct 
mail/ecommerce channels that represent 
the majority of the sales growth for sheer 
hosiery in the 12 months ending May 2015.”

Marshal Cohen, NPD’s chief industry 
analyst, stated “millennials are changing the 
game for hosiery, just as they are in catego-
ries throughout retail, but they are also 
playing by different rules. Traditional think-
ing and marketing approaches don’t apply 
to this consumer segment – it’s about being 
different, and marketers need to follow suit, 
even in a category with a strong heritage.”

victoria’s secret up 2% in july
Victoria’s Secret and Pink North American 
company-owned comparable store sales 
were up 2% in July, 3% in the second quarter 
and 4% year-to-date compared to the same 
periods last year.

Meanwhile, Victoria’s Secret direct sales 
were down 3% in July, 4% in the second 
quarter and 5% year-to-date.

Parent company L Brands, which also 
owns the La Senza lingerie stores in Canada, 
Bath & Body Works and Henri Bendel, 
“reported net sales of $5.277 billion for the 26 
weeks ended Aug. 1, 2015, an increase of 4 
percent compared to sales of $5.067 billion 
for the 26 weeks ended Aug. 2, 2014.” It 
noted that across all of its retails locations, 
“Comparable store sales increased 4 percent 
for the 26 weeks ended Aug. 1, 2015.”

Net sales for the entire company were 

10 SEPTEMBER 2015  •  BODY DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

news

(Continued on page 12)
Appointments, contact mkutzin@qtbras.com 

or call 212.532.8930 Ext. 313

(Continued from page 8)





“$759.5 million for the four weeks ended 
Aug. 1, 2015, an increase of 3 percent, com-
pared to net sales of $735.3 million for the 
four weeks ended Aug. 2, 2014.” For all its 
stores, “comparable store sales increased 3 
percent for the four weeks ended Aug. 1, 
2015.”

L Brands “increased its second quarter 
earnings guidance to $0.66 to $0.68 per 
share versus its previous guidance of $0.60 
to $0.65 per share.”

In remarks explaining the results, Amie 
Preston, L Brands chief investor relations, 
said, of the North American Victoria’s 
Secret and Pink stores, “Our merchandise 
margin rate decreased versus last year pri-
marily driven by swim clearance. 
Merchandise margin dollars increased ver-
sus last year.” She added that second quar-
ter sales totaled $1.437 billion at the two 
stores.

Preston explained the decline at Victoria’s 

Secret direct noting that “low double digit 
growth in core categories was more than 
offset by the exit of apparel. The July mer-
chandise margin rate was up significantly to 
last year driven by the mix into core mer-
chandise categories.” She added that for the 
division, “The second quarter sales 

decreased 4% to $368.9 million.”
Sketching out company plans for 

August, Preston said the stores, “we will 
focus on our Body by Victoria collection 
and the T-Shirt Bra at the end of the 
month. In Pink, we will focus on back to 
school and the Leopard Lace Bra at the 
end of the month.”

Company-wide, she added, “we expect 
August comps to be up low-single digits, 
including a slight negative impact from 
the later Labor Day this year.”

As it released its July results, L Brands 
also noted that during the period between 
January 31, 2015 and August 1 it had 
opened 9 and closed two Pink stores in 
the U.S., raising the total to 122. During 
the same period it added two Victoria’s 
Secret stores in Canada, raising the total 

to 33. Meanwhile, it closed 12 La Senza 
stores in Canada, dropping the total there 
to 133. The number of Victoria’s Secret 
stores in the U.S. remained the same at 983, 
as did the number of Pink stores in Canada 
at 10.
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The number of Victoria’s Secret stores in 
the U.K. remained the same at 8 as did the 
number of Pink stores in that country at 2.

Additional lingerie stores are operated by 
L Brand partners around the world. During 
the period between January 31, 2015 and 
August 1, 38 of the “non-company-owned” 
Victoria’s Secret Beauty & Accessories 
Stores were added and three closed, raising 
the total to 325. These stores offer a limited 
number of lingerie items, as well as fragranc-
es, bath and body products and accessories. 
Recently two of these stores were opened in 
Milan.

In addition, outside of North America, 
partners closed 34 La Senza stores (and 
opened one) dropping the total to 233.

gardner to felina
Rob Gardner has joined Felina as vice presi-
dent of sales “for our branded business 
(Felina, Jezebel, Paramour intimates and 
Buffalo David Bitton, English Laundry 
men’s underwear and loungewear),” accord-
ing to company president Robert Zarabi.

“Rob comes to us from Dana-co where he 
was responsible for growing the Natori inti-
mate apparel business,” Zarabi stated in an 
email message to BODY. “Additionally, 
Rob has held management positions at 
Maidenform, Vanity Fair and Warnaco, as 
well as 13 years in the retail sector.”

Gardner left New York-based Dana-co in 
July, where he had served as vice president of 
global sales. He began in his new post at the 
California-based Felina, July 27th. He will 
split his time between both coasts.

Until earlier this year, Joe Buonfiglio had 
worked as vice president of sales for the 
Felina and Jezebel brands. He is no longer 
with the company.

Zarabi told BODY that he was “very excit-
ed” about engaging Gardner, noting he will 
help in “repositioning the brands,” as well as 
with the launch of “two new sub brands.”

Gardner can be contacted at 412-841-7216 
or Robg@felinausa.com.

calida income drops 86.5% 
Calida Group, the Swiss firm that owns 
both the Calida and Aubade 
underwear and intimates 
brands, reported net income 
in the first half of 2015 
dropped 86.5% to 700,000 
Swiss francs, CHF, (about 
$728,703) at current 
exchange rates) while sales 
fell 14.8% to 168.1 million 
CHF (about $175 million).

In the first half of last year 
the firm reported net income 
of 5.2 million Swiss francs 
(about $5.4 million) on sales 
of 197.4 million Swiss francs 
(about $205.5 million).

The company emphasized 

that its “financial statement for the first half 
of 2015 was strongly marked by currency 

movements, which had been 
primarily caused directly and 
indirectly by the abandonment 
of the minimum exchange rate 
for the euro against the Swiss 
franc.” It added that according 
to its estimates, “adjusted for 
currency effects, the reduction 
in net sales was 4.8%.”

Looking ahead at the full 
year, the firm stated, 
“Considering these develop-
ments, the Calida Group’s 
working assumption, as already 
announced in March this year, 
is that it will report a noticeably 
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lower result for the current business year, 
but nonetheless still a very solid one.”

Calida explained that it “generates more 
than 75% of its net sales in the euro zone. 
The share of the Swiss franc in net sales is 
now a mere 15%. The overall impact of the 
developments in the parity of the Swiss 
franc and U.S. dollar relative to the euro 
along with the weak consumer markets in 
the first half of the year” were all factors that 
led to the 14.8% reduction in net sales 
expressed in Swiss francs.

Calida, which over the past couple of 
years took over the Lafuma Group, a pro-

ducer of surfing, skiing, climbing and other 
outdoor products, noted that not all of its 
five divisions were “affected to the same 
extent by currency turbulences and con-
sumption weakness. Once again, the Calida 
Division, the parent brand and also the 
largest division in the Group, proved to be 
very resilient. Practically all of its CHF 4.6 
million reduction in net sales, down to 
CHF 55.5 million, is to be ascribed to the 
influence of the euro. At constant exchange 
rates, the decline in net sales is only 1%.”

The company reported that its other inti-
mates division, Aubade, “posted a 2% fall in 
net sales to 26.4 million euros in a very weak 
consumer market. In this, Aubade’s princi-
pal market, France, was particularly weak.”

In concluding its report, Calida stated, “Traditionally, the first half of the year 
brings lower sales and less profit for the 
Calida Group. The operational integration 
of the Lafuma Group was virtually com-
pleted during the first half of the year. 
Taking everything into consideration, it is 
to be assumed that the second half of 2015 
will see a business development comparable 
with the first half and also higher profitabil-
ity due to seasonal effects.”

mapalé: new name for espiral
Grupo Espiral, the company behind that 
lingerie and the AM:PM resort, beach and 
swim label, is combining both into a single 
brand name: Mapalé. The first look at the 
new logo and company images will be the 
International Lingerie Show which opens 
Monday in Las Vegas.

“The metamorphosis of AM:PM and Espiral 
into Mapalé represents an exciting fusion of 
two legacies,” the company declared as it 
announced the change. “Mapalé will blend the 
majestic and colorful dynamic of AM:PM and 
the bold edgy sensuality brought by Espiral 
with the South Beach essence we are known 
for. The result is an updated brand that has 
evolved in order to better elevate a woman’s 
beauty in every moment of her life, including 
the most intimate ones. The Fall - Holiday - 
Valentines catalog will be the first to introduce 
Mapalé into the market with strength and ver-
satility.”

Mapalé is a Colombian musical genre and 
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dance, explained Angela Escobar, who with 
husband Pablo Tabon launched Espiral in 
1998. “It is a very sexy dance from Colombia. 
Something that you dance at the beach. It’s 
heat, bodies dancing together, sweating, having 
a good time.”

Moving forward, she continued, the founders 
“did not want to be investing in two brands,” 
but rather focus all their efforts in building a 
single label. She added that the company “need-
ed to evolve” and the new label would be “some-
thing refreshing.” Noting that “Fashion has 
changed a lot” since the company was launched, 
she said bringing the two brands together 
would “make them bolder, more up to date, 
edgier. Mapalé is fresh, fun, interesting. Mapalé 
is a great name to summarize everything.”

During a transition period the company will 
maintain a connection to the old labels, refer-
ring to them as “Mapalé by Espiral” or “Mapalé 
by AM:PM,” but eventually only the new name 
will be used.

The Espiral announcement explained, “This 
revolutionary new brand is infused with dynam-
ic colors and textures that will exalt the sensual-
ity of every woman during any part of her day. 
Mapalé will offer a variety of lines that cover the 
needs of every woman’s lifestyle and are repre-
sented by two main categories: resort (swim-
wear, cover-ups, sundresses) and nightwear 
(clubwear, dresses, lingerie, fantasy wear and 
ravewear). The company’s newest catalog can 
be requested at 800 402-0012.

cupid: back magic
Back Magic, the new, patent-pending shap-
ing concept first offered by Cupid 
Foundations in January, has met with 
strong response, both with stores and con-
sumers. As a result, more retailers are carry-
ing it and two additional silhouettes have 
just been offered.

Cupid originally added Back Magic to 
some of its high waisted shaping bottoms in 
all the company’s brands: Cupid, Naomi & 
Nicole, Miraclesuit shapewear and TC.

“After tests at both Nordstrom and 
Dillard’s, TC shapers with Back Magic are 

rolling out this fall in the bulk of important 
locations at both stores,” declared Eric 
Crawford, national sales manager. “We are 
getting the same kind of response from other 
retailers as well. Consumers obviously love 
the product. As a result we have just added 
two new products with the Back Magic 
technology, a Waistline Brief and a Waistline 
Thigh Slimmer.”

The Back Magic design concept begins 

with hidden, flexible stays located at the 
back and near the waist of the shaping bot-
toms. According to Crawford, The stays 
“keep the garment in place and provide great 
posture support. In addition, the stays help 
to shape the waist at the sides and back, and 
flatten your tummy while keeping you com-
fortable.”

A second feature of Back Magic high 
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waisted garments are “no slip silicone bands 
on the inside and near the top that keep the 
garments from slipping down or rolling 
over.” The overall effect of Back Magic is 
that “you lose inches and gain curves, at the 
same time making your clothes fit and look 
better.”

All Back Magic styles come with 
Wonderful Edge, a Cupid innovation that 
provides “for no ride up and no visible lines.”

The two new Waistline garments for TC 
were first shown at the New York Curvexpo 
in August. The Waistline Brief, style 4094, 
is offered in sizes S-2X. It has a suggested 
retail price of $48. The Waistline Thigh 
Slimmer, style 4096, also comes in sizes 
S-2X and retails for $58. Miraclesuit is also 
offering two new Waistline styles. The 
Waistline Brief, style 2914 retails at $44 and 
the Waistline Thigh Slimmer, style 2916, 
retails at $52.

Cupid uses the slogan “A revolution in 
shaping,” for the new design concept. “Our 
consumers get more body shaping, extra 
comfort and increased confidence with 
Back Magic,” emphasized Crawford.

why fashion forms moved to tx
“We’ve grown so much. We had to move,” 
declared Ann Deal, owner of Fashion 
Forms, the leading specialty bra and solu-
tions product maker, explaining to BODY 
the company’s reasoning behind its move to 
Austin, Texas from California.

Deal herself plans be in the new house she 
bought there by September 1 and the com-
pany itself has already begun setting up in at 
its new location: 12317 Technology Blvd, 
Austin, TX, 78727.

In California the company had been oper-
ating out of a 60,000 square feet of ware-
house and office space, divided between 
two buildings. At various peak shipment 
times the company was also forced to rent 
additional warehouse space in other build-
ings. There were many obvious hardships 
and inefficiencies to such an arrangement.

The new Texas location features 90,000 

square feet, 
all under one 
roof, of both 
office and 
w a r e h o u s e 
space. The 
state provides 
tax incentive 
for the move 
which include 
no corporate 
income tax 
for corporations and no personal income 
tax.

Those incentives, plus other important 
benefits made the move impossible to resist. 
On top of that, “The home I bought in 
Austin is absolutely beautiful. I am thrilled,” 
said Deal.

The new Fashion Forms office and ware-
house has seven loading docks. The old 
location had none. The Texas warehouse is 
being outfitted with a state of the art, wire-
less, storage and shipping system. Becky 
Harmon, SVP, is “supervising the design of 
the distribution center as she did a lot of 
that during her years at a chain retailer and 
has vast experience in distribution center 
set ups and managing.”

CFO Steve Chadbourne, who “has set up 
two Amazon warehouses in his career,” said 
Deal, “is supervising the technology piece of 
the move…the labeling and engineering of 
the equipment. We want to start shipping 
October 1.”

One of the main reasons Fashion Forms 
chose Texas for the new facility was the 
shorter shipping times it expects to achieve 
from its centralized location.

Deal pointed out that it was highly ineffi-
cient to have her main distribution center 
on the West Coast since “almost everything 
we ship is east of the Rockies.” The new 
location will mean customers will get their 
orders several days earlier than before. She 
added, “we will gain 10 days lead time on 
cash flow by shipping from Texas. 10 days 
of cash flow is huge!”

Another advantage of the new location is 
the extra space that can be devoted to the 
company’s ever expanding promotional 
efforts. There will be a video studio and a 

photo studio that is twice the size of the one 
in California. “I am also bringing my pho-
tographer, Margo, with me to Texas” 
smiled Deal. “We will be able to provide 
stores even more images, videos and other 
support materials than before.”

Deal retains ownership of her old office 
and warehouse building in Ventura and has 
rented it to a maker of golf carts.

And the Fashion Forms owner has not 
lost her personal affection for California. 
She admitted she will miss her box at the 
Hollywood Bowl, which took her years to 
acquire, and which she may not visit as 
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often as in the past.
But Deal insisted she will continue to 

return to the state to have her well-known 
blond hairdo coiffed by the woman who has 
been doing it for years. “I have 
to have my hair done in 
California. I am addicted to 
her!”

catanzaro in montreal
Patrice Catanzaro will not 
take his usual booth at the 
International Lingerie Show 
in Las Vegas because the show 
this year conflicts with The 
Montreal Fetish Weekend, a 
six day affair where the French 
fetish designer is always a 
major participant.

The event in Montreal, 
which runs September 2 
through 7, includes a fashion 
show (where Catanzaro is a 
exhibitor) as well as after-par-
ties, dining, shopping, perfor-
mances, a street fair and a 
fetish photo tour.

The designer will use the 
upcoming Canadian event to 
officially present his newest 
latex collection.

Organizers of the Canadian 
event report that “Patrice Catanzaro takes 
an incredible pleasure to sublimate the body 
by playing with materials that are is own 
such as latex, wet look, vinyl, latex, lycra 
with the charm and the transparency of the 

net. Patrice Catanzaro is an iconic brand in 
the fetish universe.

The French designer is represented in the 
U.S. by Mark Rosenfeld who can be 
reached at (609) 273-3422. 

affinitas ss/2016
The Spring/Summer 2016 collection from 
Affinitas calls to mind “balmy summer eve-

nings, mint juleps and sweet southern 
charm” with “Three new groups and two 
recolors” featuring “ muted pastels, vintage 
floral prints, and heather greys all embody-
ing a subtle yet pronounced femininity.”

Affinitas is offered in a wide range of cup 
sizes, “from 
30A to 
3 8 D D D D , ” 
with “select 
styles [to] 
begin hitting 
r e t a i l e r s 
worldwide as 
early as 
January 2016 

in a price range of $12.00 - $69.00.”
One of the new groups, Angel, includes a 

“sheer mesh padded bra, unlined wire bra, 
bikini and Brazilian thong offered in black 
or barely blush. Cut-out scalloped embroi-
dery and bow details lend a playful edge.”

The Patricia group offers “a half padded 
balconet bra and hipster set in flirty red or 
powder blue, featuring extended sheer 

stretch lace overlays over a paper-
touch bodice.”

The Felicity group “is intro-
duced in a moody yet feminine 
misty grey, featuring delicate vine 
embroidery and contrast black 
bow accents on a padded bra, 
unlined wire bra, Brazilian thong 
and hipster.”

The cotton Sienna group 
“returns with comfortable, every-
day basics in new colorway heath-
er grey, seen in a padded bra, wire 
bra, thong, bikini, boyshort and 
tank camisole perfect for layer-
ing.”

“Best-selling Nicole unveils a 
kitschy vintage floral print, avail-
able in a T-shirt bra and plunge 
push-up bra just perfect to peek 
through a sheer top, along with a 
Brazilian thong and hipster.”

slim girl tummy tucker
Slim Girl Shapewear has intro-
duced a new product, The 
Tummy Tucker.

“This waist shaper was made specifically 
for those who wanted something extra firm 
but undetectable underneath tight cloth-
ing,” explained owner Juliana McLemore. 
“This is my favorite. It contains three layers 
of cotton and powerflex materials with four 
flexible structure boning [elements] to 
ensure there will be no bulge.”

The new shaper also features hook and 
eye closures on the inside “with a zipper 
outside to help finish it off as an undergar-
ment waist shaper. This is why we called it 
The Tummy Tucker.” Sizes range from XS 
to 5XL. “Everyone can wear this waist 
shaper. It also comes in black and nude 
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colors and works well as a bridal girdle.”
The Tummy Tucker does not contain 

latex, “so it is excellent for those who have 
latex allergies but still 
want to waist train!”

Suggested retail price 
is $59.99. Wholesale 
prices range from 300+ 
units at $24.99 to 
1000+ units $21.99.

The Tummy Tucker 
joins a collection that 
includes the company’s 
new Cinch Leggings 
and a variety of shaping 
and cinching products 
from the company, 
which can be seen at 
s l i m g i r l s h a p e w e a r .
com. Contact sales@
slimgirlshapewear.com 
or phone 404-793-
6996.

‘winter festival’
Texco announced a 
“Winter Festival” of 
product offerings, from 
bra closures to fabrics, 
which can be seen in 
person September 21st 
at the upcoming 
Interfiliere NY (The 
Altman Building 135 
West 18th Street) where 
the company will be 
exhibiting.

According to the com-
pany announcement, 
“Texco’s new Winter 
Festival collection of 
hook and eye bra clo-
sures is a designer’s 
dream with innovative 
fabrics and features, plus fun surprises. A 
feast for the senses, the collection covers the 
many aspects of the season while delivering 
Texco’s trademark comfort and functional-

ity.”
“I’m very excited about the Winter Festival 

collection,” stated Claudia Poppe, director 
of sales and marketing, USA. “There’s 
something for everyone--shine, flocking, 
new patterns, thermal fabric, luxurious soft-
ness--and more.”

Texco emphasized in its 
announcement that its 
“experienced R&D 
department continually 
works to deliver cutting 
edge techniques and 
products with creative 
flare. They are expert 
partners and facilitators, 
helping our customers 
turn their ideas into reali-
ty,” Poppe added. “Plus, 
Texco can handle small 
minimum order quanti-
ties and provide quick 
delivery times.”

Founded in 1969, Texco 
holds itself as “a world 
leader in premium hook 
and eye manufacturing. 
The Hong Kong-based 
company combines inno-
vation and experience to 
offer smart, stylish prod-
ucts and solutions for the 
intimate apparel industry.” 
Poppe can be reached at 
864-230-5319 or visit www.
texco.com.hk.

Referring to the upcoming 
Interfiliere NY, Poppe said 
“Texco is excited to partici-
pate this year. I am especial-
ly looking forward to show-
ing customers our new col-
lections and products. You 
have seen our ads in BODY 
Magazine. I hope you will 
take the opportunity to see 
us in person.”

exquisite form ships bra
Exquisite Form has just started shipping its 
new “Wirefree Back Close Bra With 
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Comfort Lining” to retailers. Style 
#51062048 is offered in white in sizes 
38-44C, 38-44D and 38-44DD and has a 
suggested retail price of 
$26.

Sarah Goldenblatt, 
account manager at BL 
Intimates, said the bra 
“has a light plush lining 
which provides modesty 
without the bulk of a pad 
and wide built up adjust-
able straps for all day 
comfort and support. 
This is a new introduc-
tion and we have had 
positive feedback regards 
to its support, coverage, 
and ultimate comfort.”

Exquisite Form is a 
brand that focuses on 
“fuller bras,” and 
Goldenblatt said “The 
consumer remains the 
same loyal women that 
we try to satisfy on a daily basis. She is some-
one who knows what features are important 
to her, she is looking for the right support 
and level of comfort to last her throughout 
the day!”

The account manager concluded, “We just 
shipped out our first order in the past two 
weeks! We can’t wait to see results! We 
believe this will be a great success!”

shibue at miami swim week
While most companies at the recent Miami 
Swim Week were anxious to have their 
designs seen by all, Shibue Couture was 
happy to invisible.

Yet the company’s products, most notably 
its strapless panty, were worn “under the 
swim wear and cover ups again this year!” 
The company added it was “proud to be the 
“Official” Fashion Solution Company for the 
models and the designers under the swim 
collections again” and for “providing flaw-
less, fashionable coverage for Funkshion at 

the main tent as well!”
The company boasted, “Shibues has been 

the unseen fashion solution garment used for 
fashion week all over the world since it’s 
conception and now Shibue’s name has 
become synonymous with couture. 
Designers, stylists, costumers and the every-

day women around the world 
love Shibue for making them 
feel comfortable and sexy in 
whatever they wear!”

knock out! 
Knock out!, the maker of solu-
tion “Smart Panties” and a col-
lection of Mighty Nighties 
sleepwear products 
a n n o u n c e d 
“10% of all 
Lilac sales go 
to the 
F o u n d a t i o n 
For Women’s 
Cancers (can-
cer below the 
belt).”

Lilac is one 
of the fashion 
colors the 

company uses for its prod-
ucts.

Knock out! is based in 
Washington DC. Its gar-
ments “contain patented 
technologies designed to 
eliminate moisture and odor 
and consist primarily of 
Supima cotton.” Contact 
Lorraine Chambers at lor-
raine@knockoutpanties.com 
or call 855-567-2689.

rago celebrates 70th
All year long now, Rago has been celebrating 
its 70th birthday. Today the firm sells its large 
collection of shapwear to over 1,000 depart-
ment stores, specialty shops and catalog 
operations around the world.
In 1945 two Italian immigrants to the U.S., 
Jack Rago and Matty Marchisella, designed 
the first of their shaping pieces. According 
to early company history, some of the first 

designs were tested by a female friend who 
was a department store girdle buyer. She 
offered advice on how to modify and improve 
the garments. And the company was soon off 
and running.
In 1997 Justin Chernoff (president and CEO) 
and his father Steve purchased the company. 
With a new cash infusion and their desire to 
improve all aspects of design, manufactur-
ing and marking, the company grew both 
in terms of annual sales and the number of 
styles.
Today the company offers dozens of styles, 
but some of the earliest garments from the 
company continue to be popular. Rago 
attributes its success to the high quality of 
its garments, continual fashion and design 

improvements and the 
solid financing under-
lying the operation.

Rago shapewear is 
sold in a range of levels 
of compression: firm, 
extra firm, light, mod-
erate and soft control. 
Styles include panty 
briefs, body briefers, 
shaping camisoles, leg 
shaper pant liners, 
high waist panty 
shapers, long leg 
shapers, waist cinch-
ers, corsets, girdles, 
shaping thongs, leg 
shapers, corset dress-
es, garter belts, high 
waist leg shapers, 
shaping and fashion 
bras, thigh slimmers, 
shaper bike pants and 

slips.  The online catalog can be found at 
Rago-shapewear.com and the company can 
be reached at (800) 982-6190 1113  or steve@
ragoshapewear.com.

delta sales up, income down
Sales rose at Delta Galil in the second quar-
ter and first half of 2015, while net income 
dropped by 5% in both periods. With the 
release of results, CEO Isaac Dabah pointed 
out “the volatile currency exchange environ-
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ment posed headwinds to profit growth.”
Meanwhile the company announced Yossi 

Hajaj, the current CFO will soon be pro-
moted to deputy CEO, EVP and head of 
global operations, and Israeli business exec-
utive Jacob Heen will become the new CFO 
in October 2015.

Delta predicted that it is on track for con-
tinued annual sales growth above the billion 
dollar mark. It stated that for the full year 
2015 “sales are expected to range between 
$1,065 million-$1,085 million, representing 
an increase of 3%-5% (equivalent to 7% to 9% 
in constant currency) from 2014 actual sales 
of $1,031.9 million.” It added that “Full-year 
2015 net income is expected to range between 
$48.5 million-$51.5 million, representing an 
increase of 0%-6% from 2014 actual net 
income of $48.4 million; excluding the 
exchange rate impact the increase is between 
12%-18%.”

In the second quarter the company earned 
$9.3 million on sales of $255.5 million, com-
pared to net income of $9.8 million on sales 
of $249.2 million during the same period in 
2014. In the first half of 2015 the company 
earned $18.2 million on sales of $508.4 mil-
lion, compared to $19.1 million on sales of 
$487.2 million in 2014.

Commenting on the period, Dabah 
declared, “Our results for the 2015 second 

quarter demonstrate the strength of the 
company’s business model, which is built on 
a diverse blend of branded and private label 
products, an expanding global presence, and 
a range of market segments that, together, 
provide both growth momentum and bal-
ance. Thus, while the volatile currency 
exchange environment posed headwinds to 
profit growth, we still delivered our second-
highest quarter for sales 
and increased our cash 
flow substantially. This 
also has been an impor-
tant year for strategic 
growth initiatives.”

“This also has been an 
important year for strate-
gic growth initiatives,” 
Dabah continued. “We 
recently announced the 
acquisition of the PJ 
Salvage brand, which will 
add to our branded busi-
ness, increase our penetra-
tion of the upper market 
segment, and broaden our 
international footprint. 
The opening of our seam-
less R&D center at Nike 
HQ in Oregon, and our 
men’s and ladies’ underwear license with 
Columbia reflect the growth of these two 
important customer relationships. And, we 
are adding capacity with a factory in Vietnam 
and a dye house in Egypt, to support our 
continued global expansion.”

sales double at naked 
Sales at Naked Brand Group more than 
doubled in the first quarter of 2015, but loss-
es also rose dramatically, rising to $1.8 mil-
lion compared to a loss of $1.2 million in the 
same period last year.

The company stated “The most significant 
factor for the increase in net loss in the cur-
rent period is an increase in general and 
administrative expenses.”

Contributing to the expanded loss was a 
decline in gross margin. “In the current quar-
ter we realized a gross margin of 26.3%, 
compared to 38.1% in the quarter ended 
April 30, 2014. The decrease was primarily 

due to a higher proportion of offsales in the 
current period, a result of the continued liq-
uidation of older inventory leftover from 
before the launch of the Fall 2015 men’s col-
lection.”

Naked’s sales for the period were $259,366 
compared to $119,814 in the first quarter of 
2014. It said the rise was “a result of the 
launch of our redesigned and expanded Fall 

2015 men’s collection in late 
February. Despite only two 
months of revenue genera-
tion from this new collection 
during the period ended 
April 30, 2015, these new and 
enhanced product offerings 
helped us gain new specialty 
store accounts, and increased 
department store sales. We 
also continued to sell off our 
older collections through 
new and established offsale 
channels.”

Looking ahead, Naked 
revealed, “During the August 
2015 market, we will introduce 
new men’s sleep and lounge-
wear products that we expect 
to be available later in 2015 
through retail partners and 

direct online. Further, the launch of women’s 
innerwear, loungewear and sleepwear prod-
ucts will be an increasingly important compo-
nent of our continued sales growth. We cur-
rently expect the first of these products to be 
for sale to consumers in second half of 2015 
with expanding product offerings and distri-
bution channels becoming available in 2016. 
In the future, we plan to extend the Naked 
brand to other apparel product categories 
including swimwear and activewear.”

The company also noted, “We expect our 
sales will continue to increase throughout 
the year as a result of marketing and promo-
tional activities, the addition of new cus-
tomer accounts and as our new and expand-
ed men’s and women’s collections are 
released and management continues to 
implement its long-term business strategies. 
We have continued to see positive growth in 
our revenues, year over year, into the com-
mencement of our second fiscal quarter.”
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event report
CURVEXPO New York August 2015
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Curvexpo August 2 through 4 at the 
Javits Center drew 2700 buyers to shop 
300 exhibiting brands according to show 
management. Brands attending the show 
for the first time included Andrés, Bloom 
Swimwear, Caffe Swimwear, Celestine 
Lingerie, Curve & Co., EG Lux, Feraud 
Paris, Fishbelly, Lissome Loungewear, 

Loer Beachwear, Malabar Bay, Relique, 
Rock Cotton, Sonata Rapaltye, Sub, Sweet 
Cacau, Tallulah Love and others.
     Curve reported, “The leading depart-
ment and chain stores were represented by: 
Dillard’s (AZ), Bloomingdales (NY), Macy’s 
(NY), Anthropologie (PA), Urban Outfitters 
(PA), Neiman Marcus (TX), Nordstrom 

(WA), Saks Fifth Avenue (NY).” It added 
that online retailers attending included 
“Asos.com (UK), Freshpair.com (NY), 
Amazon.com (WA), Hautelook/Nordstrom 
Rack (NY), Gilt Group (NY), Barenecessi-
ties.com (NJ), ShopBop (NY).”  
     Here we present photos of some of the 
exhibitors and buyers we met at the show.

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US

Lori Conley, Lauren Rudy and Sonia Preta of David’s Bridal.

Paul and Anna Gladysz of Fit Fully Yours with Isaac Sagman and 
Charmae Ellerbe of Suzette Hosiery.

Paul Gladysz, Anna Gladysz and Melissa Schwartz of Fit Fully Yours with Cherie 
Alleyne and Teresa Nylund of Blum’s.

Stephanie Phillips and Melissa Thomason of Breakout Bras with Marcia 
Shally of Affinitas and Arielle Leduc of Breakout Bras.

Theresa McCleod and Anastasia Kou-
ment of Memorial Sloan Kettering.

Cindy Kelly of CMK, Ken Zhang of Affinitas and 
Nicolas Attard of Oh la la Cheri.

Chris Zogas of QT Intimates and Jasper 
Gain of Amelia Madden.

Gina Sproson and Faye Simcock of New Temptations with Chris Zogas and 
Meryl Kutzin of QT Intimates.

Jimena Rosas of Body Hush working 
with Arzo Anwar of Blend.

Sheila Hostler McDaniel of Adam & Eve 
with Sarah Konkel of Oh la la Cheri.

Jessica James of Empreinte and 
Shelly Domenech of IC London.
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Cathy and Larry Lardner 
of Royce Lingerie.

Natasha Scott of Bratopia, Sarah Konkel of Oh la la Cheri with Kiara Engwenus and 
Colette Hamon of Bratopia.

Debbie Donelle of Debra Lingerie, Janaisia Gonzalez of Fajas MYD 
with Kerri Hobe of Debra Lingerie.
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Britt Cruikshank of La Silhouette with Tatyana 
Ponomareva of the Valens Capital Group.

Tim Edwards of Nearly Naked, Sarah Konkel of Oh la la Cheri and Karey 
Straube of Nearly Naked.

Carla Mackie of The Full Cup with Jimena 
Rosas of Body Hush.

Anna Gladysz of Fit Fully Yours with Georgina Jobbagy of Intimissimo and Paul 
Gladysz of Fit Fully Yours.

Primrose Boon and Julie Kuntz 
of Fantasy Lingerie.

Shari Waldman and Suzi Manning of Personally Yours with Melissa Schwartz and Paul 
Gladysz of Fit Fully Yours.

Stephanie Cooper, Kevin Byrnes and Cardin 
Krummel of Dominique.

Rebecca Ulrich-Dodson of A la Mode, Sarah Konkel of Oh la la Cheri 
and Patti Platt of A la Mode.

Robin Murphy of Truleyors with Chris Zogas 
of QT Intimates.

Jill Cataldo of Lovejoys Lingerie and 
Ashley Smith of Lace International.

Elisa Alspaugh, Britt Cruikshank and Brynn McKenna of La 
Silhouette.
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Penny Gamrat of Spats Cafe Design and Mary 
Wood of Next to Me.

Heather Rubio and Becky Harmon of Fashion Forms.

Linda Sagman of Aubade Paris and Stephanie Jacek of Le Bustiere.

Beth Liebling of Darling Way with Marcy 
Shally of Affinitas.

Lucy Morris and Zenna Morris of Sheer Pleasure, Edna Turner of Unique 
Lingerie with Anna Gladysz of Fit Fully Yours.

Mary Wood of Next to Me with Terry and Michele 
Krchov of Fort Knox Lingerie.

Tiffany Jones and Jessica Lloyd Porter of The Upper Breast Side with 
Chris Zogas of QT Intimates.

Naomi de Haan of Edge O’ Beyond with Michelle 
Temminghoff of Passionfruit the Sensuality Shop.

Elyssa Paris of Zoe and Co,  Rich Levy of Rago with  Bruce Prescott, Alyssa 
Catucci and Kelsey Ferleman of Zoe & Co.

Terry and Michele Krchov of Fort Knox Lingerie with 
Renee Ambriz of Enchante Lingerie.

Paul Gladysz of Fit Fully Yours, Mary Wood of Next to Me and Anna 
Gladysz of Fit Fully Yours.

Macy Harrell of The Posh Connect, Daren Peng of Nubra and 
Kariyma Hamilton of The Posh Connect.

Lindsey Kujawa and Susan Demusis 
of Soma Intimates.

Sheri Harabedian of Lingerie Fiamour & 
Intime and Marcy Shally of Affinitas.
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Bruce Prescott of Zoe & Co with Meghan Murray and Pierre-
Nicolas of Curvexpo.

Kathy Hendrickson of Wigs and More with 
Chris Zogas of QT Intimates.

Kaileigh Doyal, Allison Convy, Michael and 
Sarah Weiner of Trousseau.
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Nanette Parsons of Best Rack Around, Sarah Konkel and Nicolas Attard of Oh la la Cheri
 with Paige Ulvi of Best Rack Around.

Jackie Wallin  of La Bratique, Mona Goldberg of Blackspade 
and Tracy Anderson of La Bratique.

Kristin Racanati of Affinitas with Megan Gibson-Hambright and Monica 
Gibson of Creative Woman the Wizard of Bras.

Mitchell Fersten of Body Hush, Colette Hamon and Natasha Scott of 
Bratopia with Jimena Rosas of Body Hush.

Melissa Schwartz of Fit Fully Yours, Jill Cataldo of Lovejoys Lingerie with
 Anna and Paul Gladysz of Fit Fully Yours.

Annalies Turley of La Tee Da Lingerie, Jimena Rosas of Body 
Hush and Stevie Turley of La Tee Da Lingerie.

Inna Nizhnik and Larisa Groysman of 
Magic Corsets & Lingerie.

Alex Goldberg of Blackspade with Moshe 
Amos of Classic Shapewear.

Arnold Peter and Morgan 
Delisle of Janira.

Cindy Kelly and Kris Cheney of CMK 
Distinctive Brands.

Ana Vargas of Siluet Shapewear.
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Natasha Scott of Bratopia, Tami Bates of Body Hush 
and Colette Hamon of Bratopia.

Mona Goldberg of Blackspade, Beth Liebling of Darling Way and 
David Willingham of Blackspade.

Gina Stempler of Bardot Lingerie, Alex Goldberg of Blackspade 
and Randee Tucker of Bardot Lingerie.

Julie Hendrickson and Kathy Hendrickson of Wigs N More with Anna and 
Paul Gladysz of Fit Fully Yours.

Gihan Gabor of the Onis Design Group with Berta Alfaks and 
Shuli Ankari of Breeze Swimwear.

Rich and Charlanne Leavy of Rago with Cipporah Kaff of New Style Lingerie.

Morgan Delisle of Janira and Vanessa 
Brott of Courval.

Gene Bieker of Elila, Kirk Andrews of Petticoat Fair and Jeff Kretchmer.

Jon Lewis, Gihan Gabor and John Elmuccio 
of the Onis Design Group.

Deena Goodman of QT Intimates, Marjan Ardalan of Title Nine/Bounce, Chris Zogas and Meryl Kutzin of QT Intimates, 
Molly Hanks Doyle of Title Nine/Bounce and Liz Marrell of QT Intimates.

Erin Vance and Zee Patel of Bits of Lace.

QT Intimates model.
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Elizabeth Echevarria of Ouihours with Nicolas Attard and 
Sarah Konkel of Oh la la Cheri.

Terry and Michele Krchov of Fort Knox Lingerie with Zee 
Patel and Erin Vance of Bits of Lace.

Stephanie Cooper of Dominque, Morgan Pratt of FullBeauty Brands, Cardin Krummel of Dominque, Chelsea 
Suffoletto of FullBeauty Brands and Evan Byrnes of Dominque.
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Anina Young of Brazen Lingerie with the QT intimates model 
and Chris Zogas of QT Intimates.

Kali Andrews, Kirk Andrews and Kerala Erdman of Petticoat Fair.

Chantel Defreitas of Freshpair and Sue Belon of Affinitas.

Paul Gladysz of Fit Fully Yours, Jackie Keto of Her Underthings, Anna Gladysz of Fit 
Fully Yours and Valerie Keto of Her Underthings.

Barbie Beach and Natalia Urbina of Patricia 
Field with the Rago model.

Jimena Rosas of Body Hush with Cath-
erine Schuller of Body Hush.

Justin and Steve Chernoff of Rago Foundations.

Jimena Rosas of Body Hush, Susan Stimpson of the Corset Shop, Cynthia Snedeker of Body Hush and 
Linda Kay Hancock of the Corset Shop.

Alex Goldberg of Blackspade with Nancy Trent.
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Athena Rork and Hannah Spierman of Athena’s Enchantments with Alexa Fernandez and 
Justin Chernoff of Rago Foundations.

Jamela Daniels of Guilty Pleasures, Heather Rubio of Fashion Forms and N’Kechi 
Daniels of Guilty Pleasures.

Carol O’Kelly of Tomorrows Woman, Michelle Heiler of Cupid 
Intimates and Laura Jessup of Tomorrows Woman.

Cyla Weiner and Helen Kestler of Sylene of Washington with Anna and 
Paul Gladysz of Fit Fully Yours.

Nazin Hormozi, Sayeh Hormozi and Nasrin
 Hormozi of Trousseau Dallas.

Michelle Sullivan, Michelle Fisher and Julia Liu of Gilt

Theresa Dilorenzo, Lisa Aquilino and Emma Liebman of 
Century 21 Dept Stores.

Bill Schmitt of Marlie Dekkers with Liz 
Bennett of Bare Necessities.

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

Morgan Delisle of Janira, Emily Hendricks and Julie Hendricks of J. Alane’s Fine 
Lingerie and Melissa Stuart of Janira.

Monica Wilson and Jenn Schwallie of Von Maur, Carlos Serra and Jennifer 
Gossweiler of Naked Brand Group.

Kathy Decker and Victoria Dai of 
A&E Stores.



2015
aug. 31- sept. 2

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

sept. 2-5
  CPM Body & Beach

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

sept. 10-12
   Surf Expo Show

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

sept. 15-17
Lingerie Expo 
Crocus Expo, Pavilion 3
Moscow, Russia
+7 (495) 935 8100
www.lingerie-expo.com

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

sept. 16-18
  Vow

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

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

sept. 19-21
  Coterie 

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

sept. 19-21
  Fame

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

sept. 19-21
  Moda

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

sept. 19-21
  Accessories the Show

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

sept. 19-21
  Stitch

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

sept. 21
  Interfiliere New York 

Altman Building

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

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

oct. 10-12
New York 
International Bridal
Pier 94, New York 
(800) 677-62578
nationalbridalmarket.com

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

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

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

oct. 18-21
The ABC Kids Show
Las Vegas, Convention
Center, NV 

(210)-691-4848
theabcshow.com

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

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

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

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

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

2016
jan. 10-12
  Fame

Javits Center
New York, NY

(212)-686-4412
fameshows.com

jan. 10-12
  Moda

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

jan. 10-12
  Accessorie Circuit

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

jan. 10-12
  Intermezzo Collection

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

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

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

jan. 14-16
   Surf Expo Show

Orange County 
Convention Center
Orlando, FL.

event & show dates 2015-2016
calendar
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1-(800)-947-SURF.
www.surfexpo.com

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

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

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

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

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

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

jan 24-26
Texworld USA

Jacob K. Javits 
Convention Center
New York, N.Y.  
770-984-8016 ext. 401
TexworldUSA.com

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

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

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

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

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

feb. 16-18
CURVENV 
Las Vegas 
Convention Centers
Las Vegas, NV
(212) 993-8585
curvexpo.com

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

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

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

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

   magiconline.com

feb. 16-18
Mrket VG
Sands Expo
Las Vegas, NV 
(212) 686-4412 
mrketshow.com

feb. 21-23
Moda UK Lingerie & 
Swimwear
NEC Birmingham, 
London, UK 
+44 (0) 844 588 8084
www.moda-uk.co.uk

feb. 21-23
CURVENY
Jacob K. Javits 
Convention Center
New York, N.Y.  
(212) 993-8585
curvexpo.com

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

feb. tba
  Fame

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

feb. tba
  Moda

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

feb. tba
  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

feb. 28-march 2
ASD Show
Las Vegas 
Convention Center
Las Vegas, Nevada
(800) 421-4511
asdonline.com

march 2-4
Gift Show
Atlanta Mart
Atlanta, GA
(404)-220-3000
americasmart.com

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

march tba
INDX Show
Cranmore Park
Solihull, UK
indxshow.co.uk

march 15-16
Hong Kong 
Interfiliere 
Hong Kong Convention 
& Exibition Centre
852 2815 0667  
Interfiliere.com

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

march 30-april 2
Dallas Market Center 
2100 Stemmons 
Freeway, Dallas, Texas
(214) 744-7444
dallasmarketcenter.com

april 4-6
Las Vegas 
International 
Lingerie Show (ILS) 
The Rio Hotel 
Las Vegas, Nev.
(402) 778-0300  

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.

31DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US SEPTEMBER 2015  •  BODY



intimates sales down at hanes
As HanesBrands net sales rose over 13% 
for the quarter and six months ended July 
4th, net income for the periods dropped 
36.6% and 24.8% respectively.

And while Hanes said its share of the 
innnerwear category is actually growing, 
chairman Richard Noll pointed to a trend over 
the past year, where, industry wide, “basics 
has decelerated but [is] still 
positive. Intimates is actually 
down.”

Meanwhile, one of the most 
interesting things to come out 
of the conference call to dis-
cuss the latest Hanes results 
was the number of times Noll 
used the word “acquisition” or 
“acquisitions” in discussing his 
company’s intentions: 26.

Hanes innerwear sales in the 
second quarter dropped 1.4% 
to $777.6 million from $788.3 
million for the quarter ended 
June 28, 2014. In the first half 
of the year, innerwear sales 
dropped 2.6% from $1.369 bil-
lion last year to $1.324 this 
year. The company breaks out 
its sales into four categories: 
innerwear (by far the largest), 
activewear, direct to consumer 
and international.

As a whole, the company 
reported net income in the sec-
ond quarter of $94.9 million on 
sales of $1.522 billion compared to net 
income of $154.6 million on sales of $1.342 
billion.

In the second quarter, the company 
explained, “Sales of basics, including under-
wear and socks, increased while intimate 
apparel sales decreased. The consumer sales 
environment remains uneven.”

Noll expanded on this in the conference 
call, noting “First and foremost, the overall 
macro environment isn’t that great right now. 
In fact, when we look at both, our total 
Innerwear basics and intimates, we are seeing 
a deceleration of actually industry growth. In 

fact, basics has decelerated but still positive. 
Intimates is actually down. Given that in 
those environments we are gaining share, so 
our overall business is sound in terms of some 
of the tactics with the weakness in the near-
term.”

Gerald Evans, chief operating officer, added 
“we had a positive trend in our Innerwear 
sales from Q1 to Q2 and driven by our basics 
business, which was up mid-single digits in 
the quarter. We feel real good about that. As 
Rich mentioned, the category and basics is 

growing. We are up a share point in the over-
all basics category and our underwear busi-
ness is up 2 points.” He said the growth in 
share was due to “Our innovation, our strong 
brand position.”

Evans continued, “As we ended the third -- 
the first quarter, a major retailer had reduced 
their inventory and at that point, we viewed it 
as temporary. As we’ve gone into the second 
quarter, we’ve learned, it is in fact more of a 
systemic change and they intend to use their 
new replenishment systems to manage their 
inventory more tightly going forward to pur-
sue inventory turns. And so we reflected that 

in our guidance going forward. But we feel 
really good about this business. Those kinds 
of adjustments aside, we continue to gain 
space. We will gain more space in the second 
half of the year. Our share positions are grow-
ing and our innovations working. So, we feel 
very good about the basics business and its 
impact on Innerwear.”

“As we look at intimates, as Rich touched 
on as well. We gained share there as well in 
the core intimates business, but this category 
has accelerated decline quite dramatically and 

declined at a high single-digit rate in 
the most recent 12 month period.”

“So in addition, as we look at 
our business and addition to the 
category weakness, our results in 
the quarter were impacted as we 
executed the last of our brand 
transition strategy and department 
stores. We set about focusing on 
fewer bigger brands, our impor-
tant brands in the channel and 
folding smaller brands like Barely 
There into those brands.”

Despite the fact that Hanes has 
made several recent acquisitions, 
including Maidenform in 2013, 
DB Apparel in 2014 and Knights 
Apparel, announced earlier this 
year, chairman Noll has insisted 
in recent years that acquisitions 
continue to be an important part 
of his growth strategy.

And he repeatedly emphasized 
his interest in buying other com-
panies during the most recent con-
ference call, noting here, for 
example, that even planned share 

repurchases would not get in the way. “Do not 
read, absolutely do not read anything about 
share repurchases as being part of the mix as 
a negative about acquisitions. We are still 
absolutely focused on acquisitions, doing 
acquisitions and not changing the time frames 
in which we’re thinking about acquisitions. 
No ifs, ands or buts, we can do both.”

The complete conference call transcript can 
be found here: http://seekingalpha.com/
article/3379745-hanesbrands-hbi-ceo-rich-
noll-on-q2-2015-results-earnings-call-tran-
script
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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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  (Continued on page 26) 
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Ted: Please describe your 
store for our readers?

Ruth Brennan:  Bits of 
Lace is located in the 
world famous fashion dis-
trict at 302 King Street 
in downtown Charleston 
and at 453 W Coleman 
Blvd in Mount Pleasant, 
SC. The original down-
town store location had a 
unique 1880s storefront, 
which was perfect for the 
growing business. High 
ceilings, original crown 
molding, wrought iron 
work, ample space in the 
rear for fitting rooms and 
a newly constructed mez-
zanine for stock and office 
space were just the begin-
ning. In 2014, we opened 
a second store location to 
accommodate custom-
ers who lived east of the 
Cooper River. Nestled 
beside Shem Creek in 
Mount Pleasant, we chose 
a free standing retail store 
building that provided 
private parking, an open 
and modern floor plan, 

sophisticated decor, fit-
ting rooms, and a back of-
fice space for the e-Com-
merce team. Both lingerie 
ateliers are decorated in 
a style that reflects fine 
European lingerie, el-
egant and fashion forward 
sleepwear, shapewear, and 
swimwear. 

Ted: What makes your 
store special?

Ruth: The detail-
oriented mental-
ity is visible and 
tangible in the 
lingerie’s quality 
and comfort, as 
well as the pro-
fessionalism and 
knowledge of the 
staff. This level of 
consideration and 
training is neces-
sary in order to 
bring our custom-
ers the very best 
in fine lingerie 
products and ser-
vice available. It 
is our philosophy 

to bring our 
c u s t o m e r s 
the highest 
quality and 
f a s h i o n -
forward Eu-
ropean lin-
gerie, most 
of which is 
rarely found 
in the Unit-
ed States. 
Our brands 
are hand-
picked by 
myself and 
our CEO, 
Zee Patel 
for each sea-
son from an-
nual shows 
in New York 

and Paris. The core com-
ponent of Bits of Lace’s 
business is specialty bra 
fittings and exceptional 
customer service. Our 
experienced lingerie pro-
fessionals provide a per-
sonal and unique cus-
tomer experience that is 
focused on meeting the 
customer’s individual lin-
gerie needs. We are proud 

to offer private fittings 
for clients who have had 
a mastectomy or lumpec-
tomy.  As a trained nurse, 
I am equipped with all 
the tools and experience 
necessary to offer personal 
attention for this unique 
fitting. We do not require 
appointments for fitting 
or consultation, with the 
exception of mastectomy/
lumpectomy clientele.

Ted: What do you look for 
in a brand?

Ruth: We look for high-
end quality made prod-
ucts, both fashion forward 
and basic, that are com-
fortable, durable, and ex-
clusive to our boutiques. 
All the brands we carry 
in our stores and online 
provide merchandise that 
fit this criteria. Our top 
selling and most popular 
lingerie brands are Ma-
rie Jo, Prima Donna, and 
Empreinte. Our buyers 
are experienced profes-
sionals in both bra fittings 
and product knowledge. 

retail profile: bits of lace fine lingerie
Q&A with Ruth Brennan, president
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We have never been dis-
appointed by any brands 
we carry.   Marie Jo, Marie 
Jo L’aventure, PrimaDon-
na, PrimaDonna Twist, 
Empreinte, Conturelle, 
Chantelle, Anita, Hanky 
Panky, Cosabella, Farr 
West Slips, Spanx, Eres 
Swim, Simone Perele, La 
Perla, Pluto Sleepwear 
& Robes, Jane Woolrich 
Custom Corsetry, Celes-
tine, Christine Vancouver, 
Eberjey, B-Up, SAXX, 
Yummie Tummie, Flo-
ra Nikrooz, Oscar de la 
Renta - Pink Label, Josie 
by Natori, BedHead, Boo 
Boo Bedhead (kids), Car-
men Glaser robes.  We 
also carry accessories by 
Lelo, Forever New, Hol-
lywood Tape, Embrace-
The Bra Strap Solution, 
The Bra Bag, and Votivo 
Candles.

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

Ruth: Our Charleston 
area customers have a 
more classic on trend style. 
They are seeking products 
that are practical and that 
can compliment their ac-
tive lifestyles. Since we are 
located on the coast and 
thus, have a warmer cli-
mate, our customers shop 
for lightweight styles that 

are comfort-
able and sup-
portive. Our 
wide range of 
lingerie, sports 
bras, sleepwear, 
swimwear, mens 
underwear, and 
accessories, ad-
here to each 
individual cus-
tomer’s lifestyle. 

Ted: Describe 
your price 
points and size 
ranges.

Ruth: The price 
point ranges 
based on the 
type of products 
you are looking 
for. Our acces-
sories range 
from a $3 travel 
size fabric wash 
to a $60 bra bag. 
Our lingerie is 
sold at various 
price points depending on 
the brand and size, rang-
ing from a $18 Hanky 
Panky Thong to a Jane 
Woolrich custom corse-
try up to $900. Our aver-
age price range for linge-
rie and sleepwear start at 
$60. Our sleepwear sizes 
range from S-XXL. Bra 
sizes range from cup sizes 
A-K and band sizes 30-
46. We have products for 

every woman’s size range 
whether it be in her bra 
size or waist size, includ-
ing plus-size lingerie and 
sleepwear. 

Ted: What is your typical 
or average customer size? 

Ruth: The average cus-
tomer bra size for our 
stores are 32 D and 34 D. 
However, the average cus-
tomer bra size for our e-

commerce site are 
32 E and 34 F. 
 
Ted: What does 
your average cus-
tomer spend per 
visit to your store? 

Ruth: On aver-
age an in store 
customer spends 
$177 and online 
$240.
 
Ted: Describe 
your customer 
base. 

Ruth: Our cli-
entele ranges 
from Women 
ages 25-75 and 
Men ages 30-
70. We have 
customers from 
out of town who 
travel specifical-
ly to shop at our 
stores, or who 
shop online 
from around 
the country 
and world. We 
provide services 
and products to 
all women and 
men with vary-
ing sizes. Our 
bridal custom-
ers love shop-
ping our selec-
tion of wedding 
and honeymoon 
lingerie and we 
even provide 
private bridal 
lingerie showers 
for the bride to 

be and her bridesmaids. 
While they privately shop 
in store, we provide bra 
fitting assistance as well 
as, champagne and treats!

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

Ruth: In terms of growing 
our retail store businesses, 
opening the second store 
location has benefited 
both our sales and cus-
tomer satisfaction. We’ve 
had the opportunity to 
reach a broader customer 
clientele and reach new 
customers who did not 
live in the downtown area. 
In addition, our e-com-
merce site has benefited 
significantly from our 
new website’s layout and 
look. Customers can now 
shop quickly and more 
efficiently using better 
navigation and checkout 
processes.
 
 

B

DAILY NEWS UPDATES AT WWW.BODYMAGAZINE.US SEPTEMBER  2015  •  BODY 39



Ted Vayos: Please describe 
your store for our readers?

Cathy Reynolds:  I started 
the store In Downtown 
Windsor, Ontario Canada  
in 1989.  There was a com-
munity spirit, but as most 
downtown areas change 
with the times, I knew 
I had to move to sur-
vive.  We moved to South 
Windsor in 1995, and we 
have found our ‘home, 
sweet home!’   South 
Windsor is mainly an af-
fluent residential area, 
we back onto a golf 
course.  The clientele and 
climate in this area are es-
tablished and safe.  When 
we moved there, we car-
ried a vast array of sleep-
wear, and a small offering 
of bras.   With customer 
interest, we began to focus 
more and more on bra fit-
tings.   With bra fittings, 
next came the surgical/
mastectomy requests.  Of 
course we wanted to do 
anything we could to ac-
commodate our ladies, so, 
the next thing we knew, 
we had over 5000 bras in 
stock!   Soon after, I was 
invited to The Windsor 
Regional Cancer Clinic 
to demonstrate and ex-
plain just how our assess-
ment and our fit-process 
works.   The plastic sur-
geons, oncologists, phys-
iotherapists all showed 
great interest in both the 
five features of the proper 
bra fitting, and then we 
addressed   mastectomy 
and prosthesis fits.  It was 
a great morning, I once 
worked at that hospi-
tal in housekeeping, and 

now here I am, teaching 
them!  It was a morning I 
will never forget.

Ted: What makes your 
store special?

Cathy: I have a very 

warm and caring staff, 
most of them have nurs-
ing backgrounds.   With 
the proper training, and 
the proper stock to work 
with, we don’t have to 
make our customers 
‘make do’.  We can fulfill 
individual needs. Little 
by little, our customers 
would bring in their sis-
ters, mothers, daughters, 
neighbors.  We became a 
part of their families.  We 
have fit brides into their 
bridal gown-bras.   Then 
we see them pregnant 
and needing their nurs-
ing bras.  And now we are 
seeing those babies grown 
up and we’re fitting them 
into their first bras!   It’s 
quite amazing. We do ev-
erything for them we can 
possibly do.  We sew pock-
ets into bras for them, we 
sew tabs on strapless bras, 
we file insurance claims, 
we steam up their gowns 
for their special events, we 
do it all!

Ted: What do you look for 
in a brand?

Cathy: We look for size 
ranges.   The core B,C,D, 
34-40 does not excite 
me.  The groups that start 
at 28 & 30 bands with 
cups that go up to H, I, J 
excite us.  We have sizes in 
the store most ladies have 
never heard of ! We love 
Fantasies, Freya, Elomi, 
Panache, Fit Fully Yours, 
Anita, all for those rea-
sons.   And Quality!   The 
fabrics are a big concern, 
and of course, when we 
start working the groups, 
it’s the fit that makes it 
or breaks it. Our newest 
introduction of lines into 
the store would be Marlies 
Dekkers, and Body Hush.  
We picked up Marlies 
Dekkers because it is so or-
nate and decorative.  Body 
Hush caught our attention 
with its fabrics, designs, 
size offerings and price. 
We stock over 5000 bras, 
not as much sleepwear as 
we once did, we have more 
loungewear.   Two years 
ago we decided to go into 
swimwear as our Mastec-
tomy clientele were con-
stantly wanting it.   Once 
we brought this in, then 
we had accommodate our 
other ladies, so we began to 
stock suits from Fantasies, 
Anita, Diva, Sunflair, and 
Elomi. One of absolute fa-
vorites in the store is Crab-
tree & Evelyn !  It’s just the 
perfect compliment in our 
environment.

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

Cathy: We are not so much 
concerned with fashion 
trends as we are mostly 
concerned about the prop-
er fit.  We will not suggest 
something for our ladies 
just because it’s the trendy 
thing or the hot Colo-
rado of the season.   Of 
course, we change with 
the seasons, so bonus for 
our ladies if it works for 
them.   Most of them just 
want the proper garment 
that supports and flatters 
them.   It boosts their self 
esteem and they will wear 
it more if it makes them 
feel good about themselves.
Ted: What is your typical 
or average customer size? 
Describe your price points 
and size ranges. 

Cathy: Our most common 
back size is a 32, and cup 
size either G or H. Bras 
range from 28-50, cups 
AA- N.  Price points $49-
169.

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

Cathy: Varies from one bra 
to five bras, $49-119.  Then 
they get to the desk and 
notice the sleepwear and 
loungewear and the Crab-
tree & Evelyn. 
We’ve had ladies tell us 
they came in with a budget 
of $100 and end up leaving 
spending $500!

Ted: Describe your cus-
tomer. 

Cathy: 90% female, rang-
ing from early teens to se-
niors.

retail profile: the delicate touch lingerie
Q&A with Cathy Reynolds, president
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