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Editor’s Letter

These are the days to be seen 
and really seen.

BOOTH 200

I love lingerie. From my f irst 
matching bra-and-panty set in 
high school to the bustiers I wore 
under blazers to clubs in my 

early days in New York City, I’ve always 
been all in. I felt it back then -- there’s 
something powerful about wearing 
beautiful and intricate underpinnings.

I know there are umphteen million 
marketing dollars devoted to telling 
women what to wear and who to wear 
it for. Some women wear fabulous 
lingerie for their significant other’s 
appreciation. 

However, these days, 
women wear it to feel 
their power, own 

their beauty and be seen. No matter 
what their size, their color or what their 
pronouns are. Just look to pop culture 
-- Lizzo, Megan Thee Stallion, Rita Ora, 
Beyonce and so many more perform in 
lingerie or, at the very least, bodysuits. 
And further, Bella Hadid, Kaia Gerber 
and practically every model out there 
wear bras as tops, with or without 
shirts or jackets to cover up. These are 
the days to be seen and really seen. 

Speaking of seeing, in this issue of 
Revealed, we’re looking at designers 

showing underwear as ready-to-wear 
on the catwalks, newness in the men’s 
market and trends that are driving 
swimwear sales. Read about a special 
collaboration with Haute Couture 
designer Elie Saab.  

Join us also for some lighthearted 
information from Curve. We take 
you behind the scenes of making our 
promotional video and on a road trip to 
Montreal, visiting iconic retailers along 
the way. We hope you’ll find inspiration 
from what our retail partners have to 
share. Hint: it’s time to have fun!

I hope you find the articles in this issue 
interesting, educational and inspiring. 
We certainly enjoyed bringing them to 
you. Enjoy, and whatever you do, do it 
boldly and own it.

Lisa Marsh
 & the Curve Team 
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Zhe by Karyn Bellow
Bralette from Bella Collection
Panty is Bella Collection Mid-weight 
Panty

Les Belles
Sheer Noir High waisted stockings

sheerRevolution
Anita
EVE Padded Soft Bra (in Black)
EVE Shorty (in Black)
EVE Underwire Bra (in Black)
Essentials High-Waist Briefs (in Black)

VienneMilano
ISABELLA Chocolate Brown Lace Top Stockings

Dare to bare in public and take the world by storm!
Innerwear companies understand their offerings need to 
stand on their own. Especially in these days of standing 
up for one’s self. If you want to wear your bra as a top, 
own it! Armed with these great options, be strong, bold, 
and feminine as you want.

by Becky Yee

CREDITS:
Photographer & Creative Director: Becky Yee 
Models: Amanda, Sandra Salmon, Cherrie, 
Jessica, Karyn
Special thanks: Laura Lee
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Innovation, Innovation, 
Innovation

The old merchant mantra that the 
apparel basics maintain volume while 
innovation drives growth couldn’t be 
truer. Unfortunately for intimates, 
the business has lacked signif icant 
innovation since the bralette. The surge 
in shoppers post-pandemic resulted 
in a great sales performance in 2021 
but comping against those numbers – 
and that level of replenishment – has 
proven to be difficult: women’s intimate 
apparel sales in the U.S. declined by 6% 
from January through September 2022, 
versus last year, according to NPD’s 
Consumer Tracking Service. Inspiring re-
purchasing come springtime will require 
a heavy dose of newness. What’s the next 
generation of a smoothing or lift bra and 
next features that will spark her to spend? 
Think of panty silhouettes that pair well 
with skirts (a hot trend), or a new take 
on the occasion bra. If, as an industry, 
we continue to offer the same solutions, 
the consumer will continue to get by with 
what she already has in her drawer.

Despite emerging from a global pandemic and getting “back to life,” consumer shopping 
behaviors in the U.S. are just as unpredictable as they were at the start of COVID-19. 

Evolving macro-economic factors continue to influence consumer sentiment and overall 
spending. Wallet sizes may be the same, but share of spending on essentials like food, 
gas, housing, etc. continues to leech into discretionary allowance.  When we view this 

landscape from the perspective of the intimate apparel business, a host of new obstacles 
come into play, including an already fully stocked intimates drawer (thanks to post-

pandemic replenishment) and the slow crawl back to in-person work. 

A WAY FORWARD FOR THE 
INTIMATE APPAREL BUSINESS
B Y  K R I S T E N  C L A S S I - Z U M M O  A N D  T O D D  M I C K

In this challenging environment,
how can a business not only remain stable, but thrive?

Here are the four pathways for growth for the intimate apparel business:

The Rollercoaster that is 
Consumer Sentiment

Consumers’ positivity has waxed and 
waned this past year. Perceptions of both 
the economy and their own financial 
situation are below 2020 levels, at the 
height of the pandemic, according to 
f i n d i n g s  f r o m 
N P D ’ s  2 0 2 2 
Holiday Purchase 
Intentions Report. 
This uncertainty 
may result in a 
pullback in certain 
categor ies , but 
intimates has an opportunity to play to 
consumers’ more positive emotions. 
NPD sales data indicates such spending 
behavior on beauty products, as women 
turn to lipstick for an uplif t during 
troubled times. Perhaps lingerie can be 
the new “lipstick index.

Omniscient Omnichannel 
Consumer

When it comes to apparel trends, 
discovery is dispersed. There is a plethora 
of dif ferent outlets consumers can 
plug into to get their fashion fix. When 
consumers were asked where they plan 

on browsing for 
h o l i d a y  g i f t s , 
there was growth 
among s t  both 
the online and 
in-store channels 
for  d is cover y, 
according to an 

NPD survey done in conjunction with 
CivicScience. Streamlining product and 
brand inspiration online and connecting 
that to a simple and easy in-store 
experience will be key for the consumer.

Intimates has an 
opportunity to 

play to consumers’ 
more positive 

emotions.
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A WAY FORWARD FOR THE INTIMATE APPAREL BUSINESS

WOMEN’S INTIMATE APPAREL DOLLAR VOLUME

Bright Spots for Spending: Events and 
Travel

We will continue to see a focus on stepping 
out the door for social events, dining 
out and traveling. The pandemic left an 
imprint of lost time, and we will continue 
to make up for it. In this spirit, occasion dressing will move into 
the spring and summer. While the consumer may want to get 
away with last year’s dress, she may be drawn to new smoothing 
and shaping benefits offered to enhance her outfit. Leaving 
the peak of the pandemic in our rearview mirrors, travel will 
also continue to be a focus area. For the consumer on a tighter 
budget and looking to get more bang for her buck, the industry 
should focus on versatile options for the beach and bar, helping 
the consumer to save money and space in her luggage.

The industry should 
focus on versatile 

options for the beach 
and bar.

Despite some headwinds coming our way, there are 
still plenty of opportunities available in the intimate 
apparel space. These opportunities center around 
creating products that meet the full spectrum of the 
consumer’s usage occasions, in a brand appropriate 
way. Brands that are winning find compelling solutions 
and products for the entire wardrobe. Whether offering 
her affordable options, or high-end luxury, relating to 
her sense of joy is at the core of this industry.

Source: The NPD Group Consumer Tracking Service 9ME September 2022
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Elie Saab 
Launches Lingerie 
with Aubade B Y  C A R O L I N E  T A L B O T - C R O S D A L E

Elie Saab is entering 
the lingerie market.

The Lebanese designer, known for his red 
carpet designs, intricate ready-to-wear 
and Haute Couture, has partnered with 
the French brand Aubade to create Saab’s 
first lingerie collection.

“We are the one who pursued him” 
Samar Vignals, Aubade’s brand and 
product director, tells Revealed. “We 
consider him to be an exceptional 
creator. And his target customer — a 
sophisticated, glamorous, feminine and 
seductive woman — matches the Aubade 
customer.” She adds: “Both universes 
meet around that strong woman.” 

Aubade, a division of the Swiss group 
Calida, is known for collaboration with its 
designers. Previous capsule collections 
have been created with Iris Van Herpen, 
Christian Lacroix, Viktor and Rolf and Karl 
Lagerfeld. 

This collaboration is exceptional because 
of its intricate embroideries, sculptural 
silhouettes and luxe execution. When 
these creations are delivered, it will be 
an 18-month process, going against the 
widespread desire for “Fast Fashion.”  

The teams of Aubade and Elie Saab met in 

his Parisian showroom to discuss the sculptural embroideries 
they chose French house Maison Levau to execute graphically 
on sheer tulle. 

The embroideries represent Saab love of abstract drawings that 
mimic feminine curves. Gold lurex and matte threads were used 
to add depth. And each piece bears a golden jewel, denoting that 
it in an Elie Saab creation.

The colors are also sophisticated. For example, there is a nude 
rose hue that Aubade’s team calls “Love affair” for a day date. 
And there is “Naughty black,” a deep black with golden accents 
on transparent tulle, which seems perfect for the nighttime. 

For Saab, the sky was the limit, having never worked in lingerie 
before. Aubade’s Vignals said: “We tried never to say no” to his 
wild questions. She remembers, for example, hybrid outfits 

women may wear outdoors. “He wanted a perfect neckline in 
V-shape in the back,” she adds. “We had to mix his patterns with 
our corsetry.” 

Ultimately, the collection is a 17-piece capsule is considered a 
complete wardrobe for day and night. There are several luxury 
bras, including a wireless triangle bralette, an underwired 
triangle bra, a balconette and a plunging padded bra. Two 
bodysuits are available -- one with straps, the other with long 
sleeves. All of this coordinates back to a slip, an Italian brief, a 
St. Tropez shorty and a tanga. For nighttime wear, there are 
luxurious silk offerings from the French house Les Tissages 
Perrin in a camisole, shorties, long pants, a negligee and a 
kimono.

The collection will be available in stores in July 2023. 

This collaboration is 
exceptional because 
of its intricate 
embroideries, 
sculptural silhouettes 
and luxe execution.
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In the Swim:

Trends Driving
the Business

B Y  J E N É  L U C I A N I  S E N A

Nearly 4% of the entire apparel industry 
consists of sustainable brands, according 
to Statista.com. And that’s a trend that’s 
continuing to climb, year over year. In 
swimwear, sustainable products benefit 
not only the environment but the people 
who make the products. 

Salty Mermaid Swimwear, a brand 
that’s been around since 2016, focuses 
on using only sustainable materials. 
The fabric comes from an exotic top-
secret place (really). It ’s also a brand 
with a conscience, giving back to several 
oceanic causes. This direct-to-consumer 
brand has a unique “try-before-you-buy” 
program that allows the consumer to try 
several different bottom styles for just $5 
before committing to one. 

Voglia Swimwear, which shows at Curve, 
makes unique pieces from regenerated 
nylon sourced from materials found in 

Sporty swimwear is nothing new. Bra makers branching into 
the swim category is also nothing new. With the realization 
that the same sweat-wicking materials and design features 
commonly used in sports bras could also work for swim comes 
an innovation from sports-bra maker SHEFIT. 

While traveling, founder Sara Moylan realized that her fully-
adjustable sports bras could transition smoothly from land to 
water. After marketing it on social media, she created an actual 
swim line. After three years of research and 200 fittings, it ’s set 
to launch in April 2023. 

“We are excited to bring our revolutionary fit and support to 
swimwear with a limited edition line of bikinis, one-pieces and 
cover-ups,” explains Moylan. Of course, it will offer a style that 
looks much like their signature Ultimate sports bra, but there will 
also be a more traditional triangle-style top — with an emphasis 
on lift and support. 

the ocean. The brand’s motto? Helping to 
clean up our oceans one bikini at a time.

Other brands are moving towards 
sustainability differently - via consumer 
secondhand resale. “More recently, 
brands and designers have been leaning 
into building out their resale programs. 
I love this option for consumers,” says 
resale and sustainability expert Emily 
Schwartz. 

S h e m e n t io ns  M ara H o f f man , 
specifically. “These brand-owned resale 
programs are great because you know the 
actual brand authenticates and verifies 
the piece. It meets their condition and 
quality standards and keeps it at a lower 
price with sustainability in mind. These 
programs keep pieces in circulation and 
out of landfills. And consumers stay loyal 
and engaged,” Schwartz adds. 

Here are four trends to watch 
for this buying season.

ACTIVE-INSPIRED

SUSTAINABILITY

It’s the right time to be in the swim — the swimwear 
business that is. It’s a sector with explosive 
growth, exceeding forecasters’ expectations by 
reaching $23 billion in sales in 2022 alone. And 
then there’s the innovation. Swim appears to be 
where it’s at. 

We’ve seen celebrities like Bella Hadid turning 
their one-piece bathing suits into bodysuits, 
sparking a trend and a true crossover into the 
apparel category — and even people walking 
down the streets of New York City donning their 
bikini tops with a pair of palazzo pants and a 
jacket. 

Not bad for a clothing category that is only useful 
part of the time in many spots across the country. 
While swimwear is having a fashion moment, it’s 
also having a moment of practicality. Necessity 
breeds innovation and that is ever apparent in 
the swimwear market.
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A recent study found that one out of every two teens skipped 
sports due to their period. The fear of leaking was their biggest 
concern. Leading leakproof-underwear brand Kt by Knix 
recently added to its offerings with a line of swimwear that 
does the same. 

The one-piece swimsuits have Knix ’s patented leakproof 
technology. They’re also 50+ UPF-protected and made with 
seawater and chlorine-resistant fabric. Each suit absorbs up 
to three pads or tampons worth of blood to protect swimmers 
from unwanted period mishaps, making them feel confident 
and comfortable. 

Other brands dipping a toe in this category are Modibody and 
Ruby Love. 

PERIOD PROOF

Finding flattering swimwear options has long been a struggle for 
women. Brands that target specific body concerns will always 
have their place. For instance, UK-based brand Bravissimo, 
extends its D-cup and up offerings to include swimwear to suit 
the busty set. It also specializes in fit so that consumers can shop 
confidently online. 

Miraclesuit is another fan-favorite when it comes to figure-
flattering suits. The brand’s one-piece styles whittle the middle 
and create a slimmer appearance - for sizes up to 24. 

FIGURE ENHANCING

BOOTH 200
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Going Undercover 
with New Tech
and Silhouette

B Y  K I M B E R L Y  C I H L A R

Pumping new vibrancy into the perennial 
grey, black and white mix ups the ante 
of the change-your-underwear quotient. 
Adding to this wardrobe is underwear 
that mixes classic traditional shapes with 
comfort and ease, attention to detail and 
technology for extra oomph.

All of which translates to brisk sales. 
Adam Dinkes, head of Tani USA, says the 
push to educate the men’s consumer 
means that sales are up. Besides quality 
and comfort, they now look for benefits 
like tech fabrics, superior fit, and a sexy 
feel.

“Men are moving towards sexier garments 
like thongs and jockstraps,” Dinkes tells 
Revealed. “We launched our jockstrap 
about six months ago. Now, it ’s one of 
our best-selling products. This sexier 
men’s underwear trend also includes new 
mesh fabrics and stretch lace. Men want 
comfort but they also want to be sexy.”  
Sex is well, sexy, but the comfort definitely 
drives sales at retailer Paul Stuart. 
Leah Ranaudo, Paul Stuart ’s General 
Merchandise Manager, says sof ter, 
technology-enhanced fabrics are bringing 
briefs and boxers to the next level. 
 
“Our customers are enjoying the comfort 
and fit of Hanro’s Micro touch fabric 
garment — it is one of our best-selling 
items,” she tells Revealed. 

And the stretch Modal in the Derek Rose 
collection powers its popularity. “Our 
client is drawn to the fit and feel of its 
boxer brief,” Ranaudo says. “They like the 
modern styling.”

Men’s Underwear

The newly- launched Falke men’s 
underwear offers technology-enhanced, 
soft luxury fabrics. The German-based 
company uses high-quality Egyptian 
cotton for “ultimate comfort ” and 
innovative “climate-regulating” cotton 
and viscose for the Falke Daily Climate 
Control collection. It’s like organic cotton 
meeting personal climate control.
Organic comfort cot ton combined 
with stylish prints is key for Mey. Says 
Matthias Mey, the brand’s Managing 
Director: “Our focus for spring is the 
energy and optimism of the colors and 
the vitality and power of nature.”

There’s more to
men’s underwear

than meets the eye. 

Consider this: white T-shirts started as undergarments. Now 
a fashion staple, can such treatment of men’s underwear be 
far behind?

for

M
EN

A
G

ER
IE

M
EY

FA
LK

E

While waistbands of skivvies, briefs, and 
even, daringly, jock straps may be peeking 
out of pants on menswear designer 
runways, it’s what’s covert that matters. 
Technological advances, fresh styles and 
color are taking center stage for men’s 
underwear offerings in spring.
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Community, 
Celebration and Joy

at Retail?Yes!Yes!
B Y  G I L B E R T  R U S S E L L

Your store is beautiful, your product’s well chosen and your staff well trained. You will make the sale if you can get customers 

into your store. But in uncertain economic times, getting customers through the door is getting harder and harder.

What will bring them in? Ads on Facebook. On Google? What will the ads say? Forty percent off? Sixty? Can you survive the hit to 

your margins? How do you get people shopping when they’re not in the mood to buy?

Make Your Store Special 

Consumers are in the mood for celebration and joy. They are 
hungry for community, for connection. Offer special events in 
your store. Invite consumers into your store for reasons that 
have nothing to do with the product. With a great product 
selection and excellent staff, they’ll leave with a purchase.

Special events can be as big as a full-on party with a band 
and balloons or as small as an after-hours poetry reading. It’s 
important to vary the size of your events. Your customers will 
appreciate the variety and you won’t overextend your staff. 
Think of events like the jewels on a necklace: you want a pattern 
of small, medium and big events. Your events can be weekly, 
monthly or annual.

The Best Event for Building Your Brand

Every store should have an anniversary celebration. There’s 
a no better chance to talk about you, the store’s history and 
mission. Celebrate the milestones and the bumps along the way. 
Including your customers in your journey makes them identify 
with your brand. They will feel invested. 

Your events don’t all have to be about lingerie. Brainstorm ideas 
that are adjacent but supportive of your brand. Are you all about 
luxury? Host a champagne tasting. Is caring for women’s well-
being a priority? Bring in guest lecturers on women’s health 
and self-care.

Make sure your events are true to your brand. For example, 
don’t plan a burlesque night if you are an earnest, conservative 
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store. If your brand is a little cheeky, then bring it on!

Carefully chosen events will bring people into your store, 
strengthen your brand, create buzz, and keep your store in your 
customers’ minds.

Are Discounts Necessary? 

You can offer a discount at a special 
event. The event itself should bring 
people in. However, if you feel a “parting 
gift” is necessary, hit up your suppliers 
and assemble swag bags. You can also 
use these as an incentive to get people 
into the store early. Promote that the first 
x number of customers receive special 
gift bags. People love gift bags. When 
we’ve done it in our stores, customers 
line up before opening to get their swag. 

Rather than offering discounts, give 
gift certificates instead. A $10 or $20 
gift certificate feels like a gift from you. 
A coupon for a discount doesn’t. And 
because it’s a gift, it engages the rule of 
reciprocity: customers are more likely to 
buy because they want to return the favor.

Make sure whatever offer you make has any limitations spelled 
out clearly. If your gift certificate has an expiration date, state 
it and specify how it can be used, like “only one certificate per 
customer and transaction.” Otherwise, you’ll have someone 
gather up five $20 cards and think they have $100 to spend.

Choose Partners for Easier Execution

The excitement and camaraderie of events can create buzz and 
energize your staff. Organize the event into smaller tasks and 
let them flex their skills. They’ll have fun and be invested in the 
business. However, if you’re short on staff or time, hire outside 

help.

Better yet, partner with a non-competing 
business and let them do the work. For 
example, if you are doing a workshop on 
couples massage, let the massage service 
bring the oils, tables and therapists. It ’s a 
win for both businesses because you can 
cross-promote to each other’s client base. 

Do Well by Doing Good

Events most of ten bring in existing 
customers. Like partnering with non-
competing businesses, working with a 
charity could bring in that organization’s 
supporters. This potential new customer 
base will discover your shop, buy from you 
and become regular customers.

The most straightforward charity event is to open after hours 
exclusively for that charity’s supporters. Make a donation that is 
a percentage of all sales. Supporters will feel good about getting 
a great new bra and giving back simultaneously. If you want to 
sweeten the pot, offer a gift card only valid during the event. 

If the charity successfully promotes the event, it raises lots of 

money. Getting them to agree to a robust promotional 
sequence is the key to helping them raise more money 
(and for you to make more sales). Consider promotion 
through all channels: email, social media and in 
person. It’s your job to provide the organization with 
compelling copy.

Working with smaller or local charities is better. The 
big ones, like the Cancer Society, are bureaucratic 
and have so much going on that your event matters 
less to them. Build a relationship with a charity that 
reinforces your brand. Establishing a regular annual 
or semi-annual event will be easier to plan. 

If you do it right (and you will), the event will fill your 
store with new customers buying to support their 
charity. You’ll raise lots of money, boost your sales 
and gain new customers. You’ll be doing well by doing 
good.

Consumers will likely pull back on their spending 
this year. Give them a reason to visit your store and 
shop by creating a robust events calendar. Here’s to 
a successful 2023.

Want more great ideas to boost your sales in 
the coming year? Then join us at Curve New York 
Keynote on February 5th. You’ll learn more new and 
innovative marketing ideas from this author and a 
panel of top lingerie retailers. We hope to see you 
there.

Establishing repeating events is critical. You’ll 
learn from each event and they will get better 
each time. In addition, customers will start 
looking forward to repeat events. Refrain from 
reinventing the wheel each time -- build on your 
events’ success.

Your Event Checklist
•  Brainstorm event ideas. Keep only the ideas 

that are on brand.

•  Plan a calendar, making sure you have a 
variety of sizes of events.

•  Allow for enough time to execute plans. No 
scrambling at the last minute.

•  Engage staff and partners to plan and run 
the event.

• Keep a record of all event details.

•  Do a post-mortem after every event, record 
what worked, what could make the event 
better.

•  Revisit event files to make the event better 
next year.
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Let’s go on a Hurray Vacay - even if 
it’s just in your mind! The mother-
daughter duo at Bambina creates 
“lighthearted luxury” like this Cari One-
Piece Swimsuit. The Mint Chip fabric is 
made of eco friendlier nylon and boasts 
an open back and built-in shelf support. 
Pack your bags!

dopamine(Under)dressing
by Kimmay Caldwell

Maybe you’ve heard of the mood boosting trend of dopamine dressing, with 
colorful clothes and “wear what makes me feel good” accessories. But what 
about what’s underneath? 

Lingerie, sleepwear, and swimwear are the perfect means to get your dopamine kick. 
They’re worn closest to your body and in your most intimate moments, so these items 
hold a sacred opportunity. With them, you can set the tone for the day or night, take a 
loving step toward yourself and unapologetically be who you are. Reveal it to someone 
else or not -- this is really for YOU. 

Say hurray with me as we explore the empowering (and colorful) world of Dopamine 
[Under]dressing and seven brands leading the way from my new town of Philadelphia! 
As always, zero airbrushing or filters. Hurray!

CREDITS: 
Kimmay Caldwell - model, executive producer, writer, stylist, undergarment expert of Hurray Kimmay
Beauty Marks Creative - makeup and hair, production and styling 
HKB Photo - photography 
South Philly Time Capsules - Set
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Color your world in this Shadowline® 
Short Sleeve Button Down Pajama 
and coordinating, long robe. Both are 
made of exclusive Opacitrique® fabric 
made in the USA which is exceptionally 
opaque compared to standard nylon 
sleepwear, and just as breathable. Your 
whole day (and night) just got more 
colorful! 

We’re blushing! Color is just one way to 
boost your mood. But an everyday bra 
with a smooth cup, sleek support, and a 
dash of lace? That’s a hurray everyday! 
Elila, the fuller figure and fuller bust 
company, does it again with this Molded 
Lace Underwire Bra and sassy Stretch 
Lace Tanga Panty. 
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Excuse moi!? Go bold in this EMPRESS 
MIMI Madame X Corset in Lilac. Pair it 
with pants, a skirt, or the coordinating 
panty to step into that main character 
energy and really own the day. Those 
dramatic sleeves, adjustable bodice, 
and sweet appliqué details will get you 
through just about anything. Hurray!

Kick it up a notch in the bold color 
and strappy design of the Madalynne 
Intimates Galina Ready Made 
Monowire bra and matching bottom. 
This Philly based maker is known for 
her sewing kits and DIY tutorials and 
now she’s grooving with small batches 
of ready made items for retail and 
wholesale! 
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Express yourself while keeping your 
cool in this HUE SleepWell Short 
Sleeve V Neck and Animal Shadow 
Pajama Pant. Both feature fabric with 
HeiQ Smart Temp technology to help 
maintain a balanced body temperature 
- day or night. Dance the night away or 
snuggle up, you’re all set!

Wrap yourself in color in this funky Pink 
Martini Short Caftan from Wrap Up by 
VP! Can be worn as a dress, a cover 
up, or a “lounge around the house and 
wear what I want” outfit. Bonus: comes 
with a matching belt or wear it in your 
hair for the perfect look. 
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Lingerie Looks 
are Runway 

Ready-to-Wear
B Y  K I M B E R L Y  C I H L A R

BODY, BODY, 
BODYSUITS

Today, leaving 
the house in “just 
a bra” is not only 

encouraged but acceptable, as evidenced by designer reveals 
reveling on the runways. Even in off hours, celebs like Kylie 
Jenner, Bella Hadid and Julia Fox got in on the game, pairing 
men’s skivvies, worn as shorts, with bra tops, creatively 
covert under trench coats and lightweight dusters.

Tom Ford toyed with bra tops under shiny metallic-toned 
tailored blazers, while Alice + Olivia layered crinoline-inspired 
dusters over denim bras.

Sheer, beaded or cut-out bodysuits and catsuits 
“covered” and celebrated the body. Burberry’s 
Ricardo Tisci molded inner into bold outer, 
blurring a sheer bodysuit into a jumpsuit.

SPRING 2023:

As fashion trends go, lingerie as streetwear is one of those style 

statements that peeks out, literally, every few years. And offerings 

for spring 2023 may have reached their apex of appeal, with looks 

seen on catwalks across fashion capitals.   

It’s perhaps spurred by the glamorous Elizabeth Taylor, sexy in that 

iconic slip in Cat on a Hot Tin Roof, Madonna’s ‘80s-based bustier/

crinoline party wear, Beyoncé’s bevy of bodysuits or simply the body 

positivity movement that’s percolating across all markets. 

The ready-to-wear catwalks showcased bras AS tops, undies AS 

pants and more. Bras and panties both informed and framed 

spring’s creative output, leaving lingerie looks firmly front and 

center. This extreme fashion trend celebrates the body at its most 

fashion relaxed. It’s one step beyond the pandemic’s WFH attire. Call 

it WFB —Work From Bed, if you will.

BRAS AS TOPS

With designers presenting innerwear as outwear, lingerie manufacturers can indeed 
market their makings as streetwear this season. Here are the top five trends:

TOM FORD

VALENTINO BURBERRY

All pictures from Vogue Runway

MONSE
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GOOD 
BONES

READ THE BRIEFS:
PANTS NOT REQUIRED

From bustiers to corset dresses, 
boning is back.

Inspired by Lady Gaga, Beyoncé and seemingly every Kardashian. 
Less is always more. 

All pictures from Vogue Runway

SLIPPING 
UP
Pure Old Hollywood here 
— or “Grandma style” — 
vamped with satin, lace 
and slits. 

VERSACE VERSACE

MONSEALICE + OLIVIA

MIU MIU ETRO
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Even before that , Cosabella was 
spouting out new product categories 
and assortments, including swimwear, 
maternit y, extended sizes, sexual 
wellness products and male body form 
intimates. 
 
Since the investment by the Swiss fashion 
firm Calida Group earlier this year, market 
watchers believe this deal benefits both 
players. 
 
Calida adds to its growing list of intimate 
apparel brands and likely takes more 
control of the global market. Family-
owned Cosabella walks away with an $80 
million check. Both companies increase 
consumer brand awareness as they 
expand internationally. 
 
Timo Schmidt-Eisenhart, chief executive 
officer of the Calida Group, said in a 

statement at the time of the acquisition: 
“With our long-standing brand expertise, 
we will strengthen the awareness of 
Cosabella as a popular lingerie brand in 
Europe and at the same time will benefit 
from Cosabella’s U.S. market knowledge. 
 
“Additionally, Cosabella provides an ideal 
hub to launch our brands Calida and 
Aubade in the U.S. market as an added 
value to this deal,” he added.
 
It sounds like this company is going for 
global domination. 
 
And this deal could be a sign of things 
to come for international innerwear 
companies. Consolidation in the lingerie 
and intimate apparel space is ramping up. 
In recent years, larger firms have been 
snatching up smaller brands to acquire 
skills or expertise. Legacy firms often 

What the $80 million deal means 
to the lingerie business

Calida and Cosabella

Cosabella is growing.

The lingerie and sleepwear brand — 
famous for its supportive and size-
inclusive bralettes — has been in 
expansion mode, newly anchored by 
an $80 million investment and a new 
parent company, Calida Group.

C
O

SA
B

EL
LA

“Cosabella provides an ideal 
hub to launch our brands 
Calida and Aubade in the 
U.S. market as an added 

value to this deal”

Timo Schmidt-Eisenhart,
chief executive officer of the Calida Group

B Y  T H E  C U R V E  T E A M
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benefit from online brands’ digital 
expertise or their social following. 
Smaller brands can scale more quickly, 
thanks to the added resources. 
 
In recent years, Wacoal has purchased 
Lively, PVH Corp. bought True & Co. and 
Delta Galil acquired Bare Necessities. 
Most recently, Victoria’s Secret scooped 
up d-to-c startup Adore Me. 
 
But it ’s not just the M&A market that 
is heating up. The entire intimate 
apparel sector is growing, including 
lingerie, innerwear and sleepwear. 
While lingerie and intimate apparel sales were strong during 
the pandemic, U.S. sales of intimates, underwear, socks and 
sleepwear were all up in the first quarter of 2022 according to 
The NPD Group.
 
“That is amazing growth for an industry generally considered a 
mature one,” Todd Mick, Intimates Industry Analyst at the NPD 
Group, said earlier this year at Curve New York. “It shows the 
breadth of growth opportunity available in the intimates business.” 

In the case of the Calida-Cosabella deal, 
consumer awareness of Calida in the 
U.S. can be improved. The acquisition 
allows Calida to grow consumer 
awareness in the U.S. through 
Cosabella, which has both stores and 
an e-commerce shop in the U.S. At the 
same time, Cosabella will be able to 
expand in the European market. The 
Cosabella brand is now available in 
some of Calida’s 158 brick-and-mortar 
stores worldwide 
 
Calida’s brands include Calida, Aubade, 
Elrich and On My Skin intimates, 

furniture brand Lafuma Mobilier and online service business 
Ros. The company was founded in 1941 by Max Kellenberger 
and Hans Joachim Palmers. 
 
The parents of current owners Guido and Silvia Campello 
founded Cosabella. Valeria and Ugo Campello started the 
company in 1983 after they immigrated to the U.S. As such, 
Cosabella has always been an American company. 

“With our long-standing 
brand expertise, we will 

strengthen the awareness 
of Cosabella as a popular 
lingerie brand in Europe 

and at the same time will 
benefit from Cosabella’s 
U.S. market knowledge.”

Timo Schmidt-Eisenhart,
chief executive officer of

the Calida Group

C
O

SA
B
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LA
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HOMEBody

RAGO SHAPEWEAR
High Waist Extra Firm 
Shaping Panty Brief
Expandable Cup 
Wireless Shaper Bra - 
White

VIENNE MILANO
TOSCA Matte Thigh 
Highs in Mustard 
Yellow

ANITA
Essentials Lace Bralette and High-Waist Briefs in Rosewood

VIENNE MILANO
PRISCILLA Rose Pink Lace Top Stockings in Hazelnut

by Becky Yee

Home was our sweet spot during the pandemic. 
We worked, played, and even dressed up 
for no reason. Let’s keep it going -- why not 
dress up for yourself? Whether you’re cleaning 
the kitchen, baking or simply enjoying your 
staycation, be a homebody, especially if it 
means wearing these sexy, beautiful looks.

Photographer & Creative 
Director: Becky Yee
Hair and makeup artist: 
Emi Koizumi
Wardrobe & Prop Stylist: 
Eri Soyama 
Production - Color: Wheel 
Studios
Model: Ana Thome
Special thanks Jason Diller
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STEP 1
NEW PALTZ

STEP 3

SARATOGA

NYC to  Old  Montreal, 
in search of Curve Style 
along the way 

STEP 2
ALBANY

B Y  K I R S T E N  G R I F F I N

It’s a picture-perfect Wednesday morning in 
September. It’s sunny and warm - the ideal day 
for a 375-mile road trip to Montreal. We could 
do it in six hours, but where’s the fun in that?

The Curve team is on a mission. We want 
to learn what’s selling at retailers in the NY 
region firsthand. And perhaps discover some 

new brands for the Curve show. Because our final 
destination is the site of our first Canadian Curve show in Old 
Montreal, our extra-wide SUV is packed. We have props, pop-up 
changing cabins for the models, signage, office materials, 
printers and other necessary gear. We have a carpool karaoke 
playlist, snacks for all and six wheely suitcases of various sizes. 
It ’s a wonder we all fit, but we put it together like a puzzle. 

As producers of a tradeshow and its supporting materials, 
we’re experts at figuring it out. We roll with the punches with 
flexibility and humor. Bon voyage photos were taken, we jump 
in the car and drive north, singing Alicia Keys’ “Empire State 
of Mind.” And after traveling ½ mile in one hour, there’s a 
collective sigh. It’s going to be a long trip.

The first stop is just 80 miles from the Big Apple. It’s a university town 
surrounded by the stunning Shawangunk Mountains. The Gunks are 
known for their hiking trails, but not for us today. We drive through 
the hip and welcoming downtown to visit Salix Intimates, a lovely 
store known for its eco-conscious labels and sustainable lifestyle 

items. It’s a visual feast, with intimates merchandised among tropical 
plants, candles, lotions, cosmetics, stationary and quirky gifts. That 

stop, plus snacks, gas and water, energized us to drive further north. 

The last stop of the day! We were charmed by Saratoga’s gorgeous 
old Victorian homes, grand estates with horse trails, farm-to-table 
cuisine, and the main street lined with antique shops. Hidden 
away in a former theater, we found Chic Underneath, a lingerie 
and waxing boutique. Owner Lauren Plasencia tells us she loves 

merchandising and we can tell. The store is filled with thoughtful 
vignettes. The combined spa/retail space keeps the traffic flowing and 
registers ringing. Wish we had time for some pampering.

Along a strip of stores on Western Avenue lies Madame Pirie Famise 
Corset Shoppe, where it’s been since 1945. Carrying an overwhelming 
inventory of bras, this family-owned shop is an institution. Rosa 
Belleville, the owner, walked us through the store’s history. It was one 
of the first female-owned businesses in upstate New York. Rosa learned 
the ABCs of lingerie from her mom and has been helping women for 
more than 40 years. A loyal Curve NY attendee for years, Rosa says she still 
looks forward to discovering new brands and seeing the industry’s creativity.  

Road Trip:Road Trip:
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day 2

BURLINGTON
STEP 4

MONTREAL
STEP 6

Arrived at last!Arrived at last!
If parking is any indication, this is a vibrant city. The 

Church Street Marketplace is a beehive of activity, 
which is refreshing to see on a weekday. And Bertha 

Church Intimates is in the middle of it. Opened in 
1966, the shop has won numerous awards for its bra fitting 

services. This is the kind of shop, owner Pam Martin says, that 
serves generations, from grandmothers to moms and daughters. 
The breath of merchandise in this store is astounding, and we 
will need to return to discover more. 

Intoxicating was the mood upon entering L’ivresse Lingerie. 
Owner Nicolette Baron has created a complete lingerie 
environment on a grand scale. And the product -- there was so 
much to take in. Baron’s previous career was in theater, so it makes 
sense that her statement-making decor says it all. We wanted to stay 
longer, but we had to cross the border. Montreal awaits!

With the chat ter pinging around 
our social posts, we can see you 
followed along. Where should we go 
next? Southern California? Quebec? 
Somewhere further?  Help us decide!

SPECIFICS

Salix Intimates
10 Main Street
New Paltz, NY12561 
Salixintimates.com
Melissa Orsini, owner
Brands include OKKO, Cosabella, Lionetti 
Lingerie, Underprotection, Only Hearts, 
Cantiq LA, Clo Intimo, Dame and Mimi& 
August.

Madame Pirie Famise Corset Shope
1660 Western Avenue
Albany, NY 12203
Madampirie.com
Rosa Belleville, owner
Family owned and operated since 1945. 
Carries sizes 30 AAA to 56 O. Wacoal, 
Chantelle, Simone Perele, Anita, Lae 
Mystere, Hanky Panky. 

Chic Underneath
7 Spring Street
Saratoga Springs, NY 12866
Chicunderneath.com
Lauren Plasencia, owner
Brands include Oh La La Cheri and 
Panache. The shop combines retail and 
spa services. 

Bertha Church Intimate Apparel
61 Church Street
Burlington, VT 05401
www.berthachurch.com
Pam Martin, owner
Brands include Hanky Panky, Chantelle, 
PJ Salvage and Bedhead.

L’ivresse Lingerie
21 Essex Way
Essex Junction, VT 05452
ShopLivresse.com
Nicolette Baron, Owner
Brands include Aubade, Kilo Brava, 
Thistle & Spire and Uye Surana.

Follow the Curve team @curvexpo

Where should Curve travel next?
Scan to QR code and let us know!
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Curve on Film 

Behind the Scenes:Behind the Scenes:
B Y  J U S T I N E  M E L O I S

Being based in the greatest city in the world - New York - gives us an incredible array of locations to shoot, all free of charge. 
Our aim in creating the Curve New York 2023 promotional video was to build excitement for the show. We’re also showing 
off the incredible new and established brands that make up our community. Let’s take a look behind the scenes…

Fall weather in New York can be fantastic. 
In Madison Square Park, Graziele wears 
this Arlotta Cashmere loungewear set 
and Leonisa bra under the watchful eyes 
of passers-by. 

The next edition of Curve New York 
2023 will have a dedicated men’s 
undergarment section. Consequently, 
here is Boy Radio wearing Falke.

Does this look familiar? It’s the Jacob Javits 
Center, where Curve takes place. Assisting 
on this video shoot, it was a pleasure to 
present the creativity and diversity of the 
lingerie industry.

Gorgeous in the shadows and sun. Can 
you tell Graziele, in Carol Coelho, is eight 
months pregnant?

Fun fact: While Graziele was walking 
down the street in front of the Vessel 
in Hudson Yards, someone asked if 
she was Alicia Keys. She’s wearing a 
Printfresh set.

The resulting four 
videos will appear on 
our social media. Can 
you believe it took us 
about four hours to 
show what will end up 
being a two-minute video?

SIL PARIS

CURVE LOS ANGELES

CURVE MONTRÉAL

CURVE NEW YORK

JANUARY 21 - 23
Porte de Versailles - Paris

JANUARY 29 - 30
Marina del Rey Marriott

AUGUST 13 - 14
Marché Bonsecours - Montréal

FEBRUARY 5 - 7
Javits Center River Pavilion – New York City

JULY 30 - AUGUST 1
Javits Center – New York City

Visit: info@curvexpo.com
Exhibit: exhibitor@curvexpo.com

2023
Save the dates

Register for LA Register for NY
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KRISTEN CLASSI-ZUMMO

Apparel Industry Analyst,
The NPD Group

KIMBERLY CIHLAR

Kimberly Cihlar is an independent 
fashion writer. Currently fashion 
editor and contributing writer 
to NextTribe.com, she’s written 
for Nourish, a holistic skincare 
blog, The New York Times, British 
Esquire, as well as her own blog 
for many years.  Kimberly is the 
founder of Collection 13 Jewelry 
which is inspired by  crystal magic, 
self empowerment and love.

GILBERT RUSSELL

Gilbert Russell is a retail expert, 
consultant, and coach who has written 
extensively on how to succeed in 
independent retail. He is also the 
owner of Brio Bodywear, a lingerie & 
swim shop in Ottawa, Canada. Gilbert 
took a $50 investment and built it 
into a seven-figure, industry-leading 
retail company. From blistering 
growth to the edge of bankruptcy, he’s 
experienced it all. Whatever you’re 
going through, he’s been there! Come 
meet Gilbert at Curve NY on Sunday 
Feb 5th @ 9:30am as he moderates 
the retail panel “BOOST SALES & 
INCREASE PROFITABILITY”. RSVP here

CAROLINE TALBOT-CROSDALE

Caroline Talbot-Crosdale is a French 
journalist based in New York City 
with over 30 years of experience 
writing about fashion, marketing, 
finance, economy, and labor rights 
in the United States. Caroline is 
currently collaborating with Le Monde, 
Entreprise & Carrières, PlanetLabor, 
Global Finance Magazine, and 
previously with Journal du Textile, 
EFMAG, Cosmetique Mag, Creations 
Lingerie, and Strategies Magazine.

LISA MARSH

Lisa Marsh is an award-winning 
content creator and a specialist in 
telling the stories of people, brands 
and companies in innovative ways. 
A longtime print journalist, Lisa 
reformatted her skills for the digital-
driven world. Originally a business 
reporter, she spent more than 20 
years in the front rows of fashion 
shows. Consequently, she respects 
that there is substance behind the 
style in any discipline. She is the 
author of four books, a competitive 
veteran saber fencer, reads 52 books 
annually and cooks with passion. 
Find her @LisaMarshWriter across 
platforms.

JENÉ LUCIANI SENA

Jené Luciani Sena is an accredited 
journalist and internationally 
renowned bestselling author, best 
known for The Bra Book, now in its 
second printing. She’s the host of the 
regular BRABLEM SOLVING series on 
NBC’s “Access Daily,” and is touted as 
one of Woman’s World Magazine’s 
“ultimate experts.” She’s the founder 
of The GemBra™️. 

BECKY YEE

Becky Yee is an award-winning 
photographer, owner of Color Wheel 
Studios, marathon runner and martial 
artist. Her fascination with the beauty 
found in all people and cultures. She 
is a global citizen who has visited 
over 35 countries on commercial and 
editorial assignments. Her ongoing 
portrait series of breast cancer 
survivors, “Beyond Pink,”  won the 
prestigious Siena International Photo 
Awards and Tokyo International Foto 
Awards, and her solo show “More 
Than a Woman” was recognized by 
ArtForum (NY Critics Pick) and The 
Village Voice (Best in Show + Voice 
Choices). More of her work can be 
found at www.Beckyyee.com.

KIMMAY CALDWELL

Kimmay Caldwell is an Undergarment 
Educator and a go-to intimates 
industry pro with 18+ years of 
experience in bra fitting, marketing 
and consulting. She’s shared her 
expertise on TV and in the media 
hundreds of times, including regular 
appearances on the “Rachael Ray 
Show,” “Today” and “Marilyn Denis.” 
@hurraykimmay

JUSTINE MELOIS

Justine Melois has been working 
as a sales assistant for Curve since 
January 2022. Her goal is to help 
brands have the best experience 
during the shows. She started working 
in the fashion industry for a small 
brand in Paris four years ago as an 
assistant buyer. In that position, she 
learned to understand more about 
the development and production of a 
fashion collection. 

CONTRIBUTORS
Meet the teamKIRSTEN GRIFFIN

Kirsten Griffin is a design aficionado 
for all things beautiful, especially 
lingerie, interiors, fashion and art. She 
does her best creative thinking while 
jogging in NYC, hiking in the Catskills, 
or traveling abroad. Her current 
position as Visitor Promotions director 
at Curve allows her to connect with 
people and create memorable 
experiences, which is the favorite part 
of her job!

FASHIONFORMS.com

Located in Booth #215
at Curve, NYREVEALED - THE WINTER ISSUE #8

TODD MICK

Intimates Industry Analyst,
The NPD Group



A special thanks to the top finalists
of the Revealed Issue#8 cover contest!

Le Journal Intime

PigalleCOVER: Leonisa

Story Essentials (store) 
featuring Only Hearts

TouchéCarol Coehlo

Siella

Monique Morin

Why should your brand be on the cover of Revealed 
magazine in your opinion?

Our designs are made to be shown off. Our lingerie is high-tech, 
created for comfort and style, and ready for anything. We’re a 
sustainable company that has been family owned and operated 
since the beginning, over 65 years ago. We put women at the 
center of all we create.

How does your imagery reflect the Lingerie-to-Wear 
theme?

Our lingerie was made for wearing. Not only is it beautiful 
enough to be shown off in a lingerie-as-outerwear style, but it’s 
also durable. When worn day-to-day, our lingerie lasts -- it’s the 
definition of made-to-be-worn.

Maria Luisa Villegas, Leonisa

Editorial team
Lisa Marsh - Revealed #8 Guest Editor
Marion Pradier Sentucq
Raphael Camp

Contributors
Kimmay Caldwell
Kimberly Cihlar
Kirsten Griffin
Lisa Marsh
Justine Melois
Gilbert Russell
Jené Luciani Sena
Caroline Talbot-Crosdale
Becky Yee

Sponsors
Aubade
b.tempt’d
Empreinte
Fashion Forms
Leonisa
Wacoal

Cover 
Brand: Leonisa
Photographer: Jon Humphries
Model: Mya Thompkins
Hair & Make-up: Natalia Fernandez
Styling: Cel Jarvis

Graphic design
Elodie Desmolles

Special Thanks
The Curve Team
The Comexposium US team

ABOUT REVEALED MAGAZINE: 

Revealed is a B2B magazine edited and published by Curve / Comexposium US LLC (prev. Eurovet / Curvexpo). Curve is the #1 intimate apparel community in North America, with trade 
events in New York, Los Angeles and Montreal. Curve events are one-stop shopping and networking experiences for intimate apparel buyers, brands, and other industry professionals. The 
shows are unwaveringly dedicated to providing top-of-the-line services and events to inspire, educate, and drive the intimate apparel world forward. Sister events within the Comexposium 
Group include Salon de la Lingerie, Exposed, Who’s Next and Premiere Classe in Paris, as well as sourcing events Interfiliere Paris and Shanghai.
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