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MEMO PAD
PUSHING THE RESET BUTTON: The changes just keep coming at 
Interview, with more staff appointments and yet another new 
look. The April issue will unveil a different logo and layout 
crafted by new design team M/M Paris (the handwritten logo 
is actually influenced by the logo used in the Seventies). The 
duo took over in February after Interview parted ways with 
co-editorial director Fabien Baron and creative director Karl 
Templer, and clearly M/M Paris has wasted no time in undoing 
the work Baron and Templer had done. They’d introduced their 
own new look for the title a mere eight months ago. Interview 
also named Joe McKenna as fashion director to replace Templer. 
McKenna had been a freelance stylist working on various 
fashion and lifestyle titles.  

Meanwhile, the Brant Publications-owned magazine 
promoted internally to fill the publisher’s post after its first 
candidate backed out. Associate publisher David Hamilton was 
promoted to vice president and publisher of the title, which he 
joined in 2002 as a sales director. He fills a role left vacant 
in February after former Elle associate publisher Samantha 
Fennell was hired as Interview’s publisher but ended up not 
taking the post after Baron and Templer abruptly left. Renata 
Lopes-Merriam has been promoted to vice president-associate 
publisher sales and marketing from advertising director. 

The new sales executives will have a challenge ahead 
of them even steeper than most in this tough economy: 
Interview’s ad pages dropped 27 percent through 2008, to 
656, and another 38 percent through the first quarter, carrying 
114 ad pages. — Stephanie D. Smith 

SECOND LIFE FOR DRESS OF THE MOMENT: For a teenage girl, 
often the most important part of prom is getting the perfect 
dress. But during tough economic times, big-ticket fashions are 
often passed over — and magazines are scaling back consumer 
marketing programs left and right. Bucking both trends, 
Modern Bride and Hearst Magazines’ digital division have 
launched programs that will give prom dresses to young teens 
in need while connecting their readers and marketers to charity. 

Modern Bride last Friday launched Project Bridesmaids, 
where young women donate their old bridesmaid dresses 
and formal gowns to Planet Hope, a charity run by Kelly and 
Sharon Stone (yes, that Sharon Stone). The charity will give 
the gowns to high school students nationwide who need 
dresses for the big dance.

“You know that every woman has at least one bridesmaid 
dress in their closet,” said Modern Bride publisher Jennifer 
Hicks at the kickoff event, also attended by “Gossip Girl” 
actress Kelly Rutherford, who donated an Alice + Olivia dress, 
and Kim Raver from “Lipstick Jungle.” Raver donated an 
“accessible and appropriate” Vivienne Tam dress. “I didn’t 
want it too long or too short and have some mother or father 
really angry at me,” she said. “That night, for a teenager, 
you remember for the rest of your life, so I wanted something 
Cinderella-esque.”

The event included a silent auction that evening of celebrity 
dresses donated by Beyoncé Knowles, Fran Drescher, Jennifer 
Hudson, Queen Latifah, Eva Longoria Parker and Julia Roberts, 
among others. On Saturday, more than 700 dresses were 
donated that were then available for 80 young girls from several 
local high schools. Modern Bride also roped in new advertisers 
Elizabeth Arden and Cuisinart, and re-signed Maybelline 
after many years of the brand sitting out the bridal category. 
Maybelline saw it as an opportunity to have consumers try its 
new Superstay line of makeup, and brought celebrity makeup 
artist Chuck Hezekiah to give makeovers. 

Meanwhile, Hearst on Saturday will launch nationwide 
Donatemydress.org, a network of local organizations that 
collect slightly worn prom dresses. An event with celebrity 
spokesperson, “Twilight” actress Ashley Greene, will be held at 
Saks Fifth Avenue’s New York flagship, and the retailer will also 
have drop-off boxes at its stores nationwide through March 31. 
In that time, participants will receive a 20 percent discount on 
purchases throughout the store. 

Saks advertises in Hearst’s fashion magazines but not 
in its teen titles or Web sites, and believes the program 
is an opportunity to reach younger consumers. “We have 
a strong special-occasion business, but young women 
attending prom are not our typical customers,” said Kimberly 
Grabel, Saks’ senior vice president of marketing. “We love 
this organization because the idea to share something as 
emotional as a prom dress with girls who can’t afford [one] 
was a very strong tie-in for us.”

Hearst will also launch an online auction on CharityFolks.
com, where through March 27, teens can bid on prom 
dresses donated by Miley Cyrus, Taylor Swift, Eva Amurri, Nikki 
Blonsky and others. All proceeds will benefit local chapters of 
Donatemydress.org. — S.D.S.

The racks at Modern Bride’s Project 
Bridesmaids event on Saturday.
The racks at Modern Bride’s Project 
Bridesmaids event on Saturday.
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Financial For full daily stock changes, see WWD.com.

0.87 0.52 Charming Shoppes (CHRS) - 2101775 0.82 +51.85

8.75 6.51 Hanesbrands (HBI) 4.8 4535140 8.33 +29.95

14.00 12.25 Men’s Wearhouse (MW) 7.8 4911993 13.92 +28.06

4.71 3.60 Oxford (OXM) 3.7 196174 4.60 +24.66

1.40 1.08 Stein Mart (SMRT) - 55303 1.39 +20.87

1.86 1.48 Developers Diversified (DDR) - 9647413 1.86 +19.23

0.94 0.83 Parlux Fragrances (PARL) - 252687 0.92 +18.83

24.13 20.68 Weyco (WEYS) 14.4 27403 24.13 +15.73

1.44 1.15 Glimcher (GRT) - 236994 1.40 +15.70

1.50 1.25 Tween Brands (TWB) - 688916 1.48 +15.63

10 BEST PERFORMERS
 DAILY COMPANIES P/E VOLuME AMt

HIgH LOw    LASt    %CHANgE 

0.18 0.15 Phoenix Footwear (PXG) - 1000 0.15 -25.00

1.16 0.92 Quiksilver (ZQK) - 2148448 0.96 -17.95

2.13 1.80 Liz Claiborne (LIZ) - 2709071 1.86 -11.85

4.80 4.44 Destination Maternity (DEST) - 2815 4.55 -8.63

3.16 2.83 Bulgari * (BUL:MI) 10.8 4796361 2.9775 -7.24

0.32 0.26 Charles & Colvard (CTHR) - 7166 0.26 -7.14

26.95 24.70 Swatch Group * (UHRN:SW) - 278126 25.6 -5.54

3.16 2.75 Ann Taylor (ANN) 5.0 3926026 2.95 -4.53

2.48 2.20 CCA (CAW) 4.5 7771 2.387 -4.52

0.74 0.69 Eddie Bauer (EBHI) - 8963 0.69 -4.17

10 WORST PERFORMERS
 DAILY COMPANIES P/E VOLuME AMt

HIgH LOw    LASt    %CHANgE 

By Liza Casabona

WASHINGTON — Retail sales resisted 
generally dismal economic conditions 
for the second month in a row, but 
economists said stores still face major 
hurdles to recover from negative year-
over-year trends.

Sales at specialty stores in February 
increased 2.8 percent from January 
and department stores gained 1.1 per-
cent for the month, the U.S. Commerce 
Department said Thursday.

But compared with a year ago, special-
ty store sales declined 3.1 percent to $18.23 
billion, while department store sales 
dropped 5.4 percent to $16.15 billion.

All retail and food service providers 
reported a seasonally adjusted decline of 
0.1 percent in February compared with 
the previous month. Compared with a 
year earlier, sales tumbled 8.6 percent.

The retail sales change for January 
compared with December was revised up-
ward to an increase of 1.8 percent from a 
previously reported uptick of 1 percent.

“It’s a decent looking report on retail 
sales,” said John Lonski, chief economist 
at Moody’s Investor Services. “This may be 
an early indication that we’re beginning 
to form a definitive bottom for consumer 
spending and that perhaps we might be 
out of recession by summer. The consum-
er means everything to the U.S. economy. 
These are not horrible numbers.”

If the trend continues to improve, it 
could indicate a narrowing of the year-
to-year contraction, Lonski said. While 
unemployment claims have continued to 
increase, the improved retails sales report 

is a reminder that “not all households are 
subprime,” he said. February marked the 
second month that retail sales have shown 
some resilience, but not all economists 
see reason for hope in the numbers.

The relatively positive news about 
sales helped to elevate retail stocks, 
which managed their third consecutive 
day of advances as the S&P Retail Index 
jumped 3.4 percent to 259.06. Also ex-
tending their streaks to a third day, the 
Dow Jones Industrial Average reclaimed 
the 7,000 plateau, rising 3.5 percent to 
7,170.06, and the S&P 500 made it back 
just above 750 after rising 4.1 percent.

“The nice little bounce in January and 
February for apparel is welcome, very wel-
come,” said Charles McMillion, president 
and chief economist at MBG Information 
Services. “But I suspect that it’s principal-
ly the result of deep, deep, deep discount-
ing from retailers that had awful sales in 
October, November and December. I am 
anticipating weak sales ahead. This is in-
ventory reduction, if not going-out-of-busi-
ness sales and discounting reflected in the 
receipts.... I suspect that this means when 
we get information about the first quarter 
that retailer profit was severely cut.”

Rosalind Wells, chief economist for 
the National Retail Federation, said 
the retail sales growth in February was 
surprising. “While we are seeing some 
growth in consumer spending,” Wells 
said, “it remains to be seen whether 
this trend will continue. Given the state 
of the economy, NRF is still expecting 
year-over-year sales declines through 
the first half of the year with a slight 
turnaround at the end of 2009.”

By Alexandra Steigrad

ChARLOTTe RUSSe hOLDING INC. IS 
now officially in play.

After a review of its options starting 
in January and skirmishing with share-
holders last year, the teen retailer said 
Thursday it is putting itself up for 
sale. “The sale process will enable the 
company to obtain formal indications 
of interest from potential buyers,” 
Charlotte Russe said. “There can be no 
assurance, however, that a transaction 
will result.” 

On Tuesday, the San Diego-based 
specialty chain issued a proxy state-
ment urging investors to reject the 
slate of nominees proposed for its 
board by shareholder, and rejected 
suitor, KarpReilly Capital Partners 
LP. Russe said that if elected, the 
nominees, which included KarpReilly 
partner Allan Karp, could “delay and 
disrupt” the strategic evaluation of its 
business.

In November, KarpReilly and share-

holder h.I.G. Capital Partners LLC of-
fered to buy Russe for between $9 and 
$9.50 a share, or $188 million to $199 mil-
lion. Russe rejected the bid, calling it an 
“opportunistic proposal.” 

A month later, B. Riley & Co. and 
Plainview Capital LLC both criticized 
the company’s rejection of the bid, and 
Riley threatened a proxy fight if it wasn’t 
reconsidered.

Wedbush Morgan Securities retail 
analyst Betty Chen said a new buyout 
bid would most likely be lower than 
KarpReilly and h.I.G.’s original pro-
posal. “Looking back, I bet they prob-
ably consider that bid a pretty good 
offer,” she said, explaining the econo-
my has further weakened the retailer’s 
business.

On Thursday, Charlotte Russe’s 
shares closed at $6.57, up 8 cents or 1.2 
percent. 

Based on KarpReilly’s most recent 
push to nominate new directors, Chen 
said it might still be interested in acquir-
ing the retailer.

Retail Sales Climb, but Remain Weak

Charlotte Russe Up for Sale

* Editor’s note: European stocks are quoted in the currency of their principal exchanges. Shares on 
the London Stock Exchange are quoted in pence, Richemont and The Swatch Group are quoted in Swiss 
francs and Hennes & Mauritz is quoted in Swedish kronor. All other European stocks are in euros.

Aéropostale Unveils P.S. Kids’ Concept
By Jean E. Palmieri

AeROPOSTALe INC.’S LONG-AWAITeD 
children’s concept now has a name and, 
beginning in mid-June, a home market.

As the New York-based specialty re-
tailer disclosed a 5.4 percent increase in 
fourth-quarter profits late Thursday, it 
said it will open 10 stores under the P.S. 
From Aéropostale banner this year clus-
tered around the New York metropoli-
tan area. The stores will target boys and 
girls aged seven to 12, and offer “trend-
right” casual apparel and accessories at 
“compelling values,” the company said.

The girls’ merchandise assortment 
will be larger than the boys’, said Mindy 
Meads, Aéropostale’s president and 
chief merchandising officer, but “boys is 
a great distinguisher for us” since most 
mall competitors focused on this age 
group concentrate on girls. 

Julian Geiger, chief executive officer, 
commented, “We have watched with 
amazement for years how moms come 
shopping to Aéropostale with an older 
and younger sibling, with the younger 
sibling desperately trying to fit into the 
merchandise that was obviously too big 
for them.”  

With the launch of P.S. by Aéropostale, 
preteens “can finally find merchandise 
that looks like Aéropostale, that comes 
from Aéropostale but which will have a 
different brand representation, differ-
ent name than Aéropostale.”

In the quarter ended Jan. 31, the 
company posted net income of $68.2 mil-
lion, or $1.01 a diluted share, up from 
$64.7 million, or 95 cents a share, last 
year. Sales grew to $690 million, 16.7 
percent above the comparable period’s 
$591.3 million. Comparable-store sales 
rose 6 percent in the quarter. 

At the flagship division, Meads said 
that in the fourth quarter, women’s comps 
sales were up in the midsingle digits 
while men’s rose in the high-single digits. 
Tops were a standout for both genders.

The company, with 874 units, plans 
40 new Aéropostale stores this year in 

addition to the new P.S. doors.
The company said it expects first-

quarter earnings per share to be be-
tween 22 and 24 cents, including a 3-cent-
a-share charge for the recent shuttering 
of its 11-unit Jimmy’Z business. 

For the full year, Aéropostale’s prof-
its rose 15.7 percent to $149.4 million, 
or $2.21 a share, from $129.2 million, 
or $1.74 a share, in fiscal 2007. Sales 
climbed 18.5 percent to $1.89 billion 
from $1.59 billion while comps were up 
8 percent. 

Also on Thursday, Pacific Sunwear of 
California Inc. reported that it swung to 
a fourth-quarter loss and more than dou-
bled the full-year loss from a year ago.

For the three months, the loss was 
$27.1 million, or 42 cents a share, 
against income of $5.2 million, or 7 
cents, in the year-ago quarter. excluding 
special items, the fourth-quarter loss 
was 47 cents a share.

Sales in the fourth quarter fell 8.5 
percent to $351.7 million from $384.3 
million as comps decreased 10 percent.

Sally Frame Kasaks, chief executive 
officer, said last year PacSun took a pro-
active approach to business, closing the 
underperforming D.e.m.o. division, ex-
iting the lagging sneaker business and 
consolidating to a single distribution 
center. The retailer exceeded its goal of 
a merchandise mix of more than 80 per-
cent apparel, 51 percent of it in juniors.

The company has deferred nearly 
all of its store renovation projects into 
2010, and plans to open just three stores 
in 2009. Over the next three years, it 
will evaluate for renewal leases cover-
ing nearly one-third of its current fleet 
of 932 units. It expects to close 35 to 50 
stores a year as leases expire. 

PacSun expects a first-quarter loss of 
26 to 31 cents a share with a same-store 
sales decline in the low-20s.

For the year, the loss was $63.8 million, 
or 96 cents, from a loss of $30.4 million, or 
44 cents, in 2007. Sales declined 3.9 per-
cent to $1.25 billion from $1.31 billion.

— With contributions from A.S.
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By Rosemary Feitelberg

ExEcutivEs at Burlington coat Fact-
ory are miffed about the negative publicity they 
are dealing with for unknowingly selling coats 
with designer labels glued on to less expensive 
ones. the levy group, which supplied the misla-
beled Perry Ellis and Joseph abboud men’s top 
coats and raincoats, has taken full responsibility.

once alerted to the problem follow-
ing a consumer-sparked investigation in 
connecticut by WFsB, a cBs affiliate, 
Burlington coat Factory conducted its own 
national investigation and is in the process 

of pulling the entire shipment of men’s wool 
coats from its stores. the levy group, which 
holds the license for Perry Ellis and Joseph 
abboud, “immediately took the blame” and 
agreed to take the entire order back, accord-
ing to gary graham, senior vice president of 
marketing for the 408-unit Burlington chain. 
Perry Ellis and Joseph abboud labels had 
been ironed on Wal-Mart’s private label, 
george, and Macy’s private label, alfani.

graham estimated that mislabeled coats ac-
counted for 25 percent of the shipment, or less 
than half of 1 percent of the chain’s total coat 
inventory. rather than weed through the of-

ferings to find the fraudulent ones, Burlington 
coat Factory executives asked to return all the 
remaining merchandise to the levy group, 
which immediately complied. 

“it’s not our job to decide which ones have 
problems and which ones don’t. this is not 
something we would check for — we buy hun-
dreds of thousands of coats a year,” graham 
said. “We’re kind of the first victim here, and 
Perry Ellis and Joseph abboud are the second 
and third ones.” 

levy group president Donald levy said, “a 
guy working for a newly acquired division took 
it upon himself without the knowledge or con-
sent of the levy group to put labels on those 
coats. We certainly don’t condone it. as soon as 
we heard about it, we had the coats removed 
from the stores.”

Perry Ellis international, an $864 million 
operation, is working with the levy group to 
make sure safeguards are in place to avoid such 
future incidents, said Francisco Hoffmann, vice 
president of investor relations and strategic ini-
tiatives. “We want to stress the levy group is 
being very cooperative. We believe this was an 
honest mistake or oversight,” he said.

However, Perry Ellis is reserving the right to 
take legal action, should the commitment the 
levy group made to the company not be ful-
filled, Hoffmann said.

Ja apparel, which owns the Joseph abboud 
trademark, also is weighing its legal options, ac-
cording to Marty staff, chief executive officer.

shoppers who purchased mislabeled mer-
chandise can return their coats to the chain 
for a full return and a 20 percent discount for 
a future purchase. Burlington coat Factory 
will continue to do business with the levy 
group, but graham said, “We’re exploring 
our options.”

By Julee Kaplan

vF corP., WHicH First ac-
quired one-third of Mo industries 
inc. capital stock last June, has 
purchased the remaining two-
thirds of the los angeles-based 
firm, which owns the Ella Moss and 
splendid contemporary brands.

the greensboro, n.c.-based 
vF has acquired the firm from 
its founder, Moise Emquies, and 
summit Partners, a private eq-
uity and venture capital compa-
ny. vF is paying $161 million for 
the remaining two-thirds of Mo 
industries, plus the repayment of 
$47 million in existing net debt, 
which will be funded through vF’s 
cash flow from operations. the 
acquisition agreement in June 
included a provision allowing vF 
to acquire the remaining stock in 
early 2009.

“up until now we have been talk-
ing in broad terms about the growth 
of these brands,” said Mike Egeck, 
president of vF’s contemporary 
brands coalition. “We see a lot of op-
portunity to expand internationally, 
and vF has a lot of the infrastruc-
ture there so we can do that.”

in addition to closing the deal 
on thursday, Egeck said the 
group has signed a lease for the 
first freestanding splendid store 
on robertson Boulevard in los 
angeles. the store, Egeck said, 
will house the women’s, men’s and 
children’s collections. vF hopes 

to open the store sometime in the 
third quarter.

Emquies, who has been serv-
ing as chief executive officer and 
president, will continue with the 
company as founder and ceo, re-
porting to Egeck. Jonathan saven, 
who has been chief financial of-
ficer and chief operating officer, 
has been promoted to president. 
Pamella Protzel scott will contin-
ue in her role as creative director 
for both brands.

according to vF, adding these 
brands to the portfolio should con-
tribute approximately $70 million 
to 2009 revenues and be slightly 
accretive to earnings per share; 
these expectations were incorpo-
rated into vF’s revenue and earn-
ings guidance provided on Feb. 
10. vF said it expects the brand’s 
long-term revenues to grow 10 per-
cent to 15 percent annually.

splendid and Ella Moss are pri-
marily sold in high-end specialty 
stores and better department 
stores such as Bloomingdale’s, 
Barneys new York, neiman 
Marcus, shopbop.com, nordstrom 
and saks Fifth avenue. combined 
revenues of the two brands were 
$95 million in 2008.

other companies in vF’s con-
temporary brands coalition in-
clude the seven For all Mankind 
and lucy brands, which were 
both acquired in July 2007 for an 
estimated $885 million, and John 
varvatos men’s sportswear.

Burlington Copes With Labeling Flap VF Buys Remainder of Mo Industries

“This is not something we 
would check for — we buy 
hundreds of thousands of 
coats a year.”— Gary Graham, Burlington Coat Factory
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Spaces

what’s new. what’s next.

helen mills theatre. new york city * april 23.2009

beauty forum
For more information please email beautysummit@fairchildpub.com

Showrooms & Lofts
BWAY      7TH AVE      SIDE STREETS

Great ’New’ Office Space Avail
ADAMS & CO. 212-679-5500

CAD-GRAPHICS-FABRIC PRINTING
U4ia-Photoshp-Illustr: 212 679 6400

www.sanodesignservices.com

PATTERN/SAMPLES
Garment center location. Professional
/Reliable Quality. Men & women all style.
Low Cost. Small production. 212-563-3331

Patterns - Grading - Markers
Any Lines - Fast Service
Call John - 570-441- 4140

PATTERNS, SAMPLES,
PRODUCTIONS

All lines, Any styles. Fine Fast Service.
Call Sherry 212-719-0622.

PATTERNS, SAMPLES,
PRODUCTIONS

Full service shop to the trade.
Fine fast work.  212-869-2699.

CONTROLLER
Mens sptwr co seeking controller. Experi-
ence w/ all acct aspects. Chargebacks,
closing books, articulate, good manager
& hard working. Fax or email resumes
to: 212-268-3963 / reception@cdfny.com

Design Director
Prestigious day and evening brand is
seeking a lead designer experienced in
high-end RTW . Must be able to lend
significant creative & technical influence
& lead all aspects of design to include
sourcing, sample making, and producing
a comprehensive day/evening collection
plan. Relevant experience in a high-end
day/evening RTW company with runway
presentations are a must. Respond
with resume & min. salary req. in confi-
dence to: careers@pamellaroland.com

Fit Technician/Cad
Sportswear Company doing Junior,
Plus , Missy, Kids / Girls - Dresses,
Tops, Skirts, Jackets & Shorts seeks
Fit technician to handle private label
accounts & In House Fits. Ideal person
should have good computer skills &
have experience in Specs Grading. 
Responsibilities include spec, fit & fit
approvals. Have to coordinate w/ factories
& accounts. CAD an added qualification.
Email resume to: hr.shescool@gmail.com

SRI SEARCH INC
FREELANCE DIVISION

212 465 8300
Lowest rates

Freelance fees deducted
from permanent hires

Allen Platt / Jennifer Glenn
Allen@srisearch.com

Jennifer@srisearch.com

Account Executive
Premium Women’s Denim Collec-
tion seeks exec to support growth
in top-tier Women’s specialty
retailers and Better Dept stores.
Min 3 years exp selling premium
apparel. Must have excellent
organizational skills. For immedi-
ate consideration, please forward
an updated resume to:
LJacobs@radcliffedenim.com

NAT’L SALES MANAGER
Missy better sweater co. seeks aggres-
sive & highly motivated individual.
With management exp. & major stores
following. Email resume or call:

Job2ce@gmail.com / 917-609-8839

SENIOR SALESPERSON 
Needed F-T or P-T. Must Have Incredi-
ble love of Women’s Fashion and great
work ethic. Must have experience in
women’s multi brand designer and
contemporary sales in Manhattan.
Must have a customer list. References
required. Hourly wages and commission.

Valerie Feigen
Valerie@editfashion.com
Or Info@editfashion.com

212 876 1368

SALES EXECUTIVE
Evening dress mftr. seeks an aggressive
exp. sales executives. Must have current
relationships w/dpmt. stores, cataloges
& boutiques. Fax or email resumes to:
212-398-0654 / salessignture@aol.com
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