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MAN OF THE WEEK

Señor Cuomo
New York Governor Andrew Cuomo
has plenty of room to add some
flair to his look. Page MW8
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“Once you sell your company, it’s not the
best place to be,” Hochman said. “This is
like my second act.”
Hochman’s main focus at Naked is to attract new customers. She’s attempting to do
this byPLUS
updating Naked’s collection to include
2(x)istnew
looks tostyles
expand of underwear, sleepwear and
its reach under CEO
loungewear
Tom Speight.
Page MW6 and bring the prices down. Using
her connections in sourcing and manufacturing, the price range for a pair of underwear
has dropped to $28 to $38 from $44 to $46.
The new men’s collection designed by
Hochman was
delivered to Holt Renfrew,
NORTHERN EXPOSURE
Nordstrom Men’s
and The
Hudson’s Bay Co. last
Gets Update
month. The At
line,
which
is made from cotton
Hudson’s
Bay’s
Queen Street
Store four collections
and cotton blends,
includes

Calvin Klein Underwear’s cotton
and polyester briefs and trunks.

ettes — boxer brief, brief and trunk. The
Essential and Signature collections also include a crew and V-neck T-shirt.
There is also Naked Silver, the top-ofMen’s that
Week
the-line collection that contains thread
Thursday
April
23,
2015
has been bonded with silver to prevent odorcausing bacteria, and Naked Tencel, a line
made with Tencel.
“You can change a guy’s life with the
right product,” Primus said.
On the branding side, Connecticut-based
Case Study Brands has elevated the packaging
and logo to line up with Naked’s understated
product offering and make it easy for shoppers
to identify the brand and how it’s different
from other men’s underwear on the market.

Contemporary brands
are highlighted in the
renovated Toronto flagship.
by JEAN E. PALMIERI

Midas Touch

The men’s underwear category is having a golden moment
with overall sales up, established players expanding their
assortments and new performance-focused brands emerging.
For a closer look at the underwear market, see pages MW4 to MW8.
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NEW YORK — Men’s wear is on the front
burner for Hudson’s Bay Co. this spring.
The Canadian retailer recently completed a massive overhaul of the men’s department at the Queen Street flagship in Toronto
that highlights the company’s range of price
points in a new clean, elevated atmosphere.
“Men’s has been on a solid growth trajectory for a while,” said Liz Rodbell, president of the Hudson’s Bay Co. Department
Store Group. “We’re well penetrated, but we
believe men’s still has tremendous growth
potential.” Footwear and contemporary
sportswear are among the most promising
categories, she said, and thus got a big boost
during the Queen Street renovation.
The renovation is part of what Wayne
Drummond, group senior vice president of
apparel for Hudson’s Bay and Lord & Taylor,
said is a “huge investment” the company is
making in men’s wear. One reason, according
to MaryAnne Morin, chief merchant officer
of Hudson’s Bay Co., is that: “Men’s is growing at a faster rate than ladies’.”
The company declined to provide a percentage of business that men’s represents, but
industry sources say it is in the mid-twenties.
Drummond said that prior to the renovation, men’s had been split between two
floors on Queen Street: the second and the
concourse, but it has now been brought together on the fifth floor. Although the total
size, which is around 100,000 square feet, is
slightly less than in the past, the airy design
makes for an easier shopping experience,
the executives believe. “There’s much more
space for product,” Drummond said, describing it as a “very loftlike” design “where
guys feel like hanging out. It actually feels
larger than before the renovation.”
This is a similar aesthetic to the company’s Vancouver store that was renovated
a few years ago.
Windows, which had previously been covered up or visible only in stockrooms, have
also been opened up, allowing natural light
onto the floor. “The fixtures are relatively simple, and we’re letting the light do the work, so
the product can really shine,” Drummond said.
Overall, he said Hudson’s Bay has “created some very distinct lifestyle laneways on
the floor” with targeted areas for contemporary, better and classic merchandise. The
store built a “denim destination” for the
category Drummond called a “growth engine for Hudson’s Bay and Lord & Taylor,”
and tailored clothing and furnishings have
their own home at the back of the floor.
Although every category got a facelift,
the biggest winner in terms of focus on the
floor is the contemporary department.
{Continued on page MW2}

A denim display from Born in the USA.
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Born in the USA Returning to Pitti
AFTER A SUCCESSFUL launch at the
January show, the American contingent will
return to Pitti Uomo this summer.
In a deal cut between Liberty Fairs
founder Sam Ben-Avraham and Raffaello
Napoleone, chief executive officer of Pitti
Immagine Srl, which stages the biannual
men’s wear trade fair in Florence, a consortium of 20 U.S. brands showed at a special
Born in the USA by Liberty Fairs section
earlier this year. This time, 21 brands will
be showcased at the Archivi 1 area within
the Fortezza da Basso during the biannual
men’s show, slated for June 16 to 19.
The first edition attracted 3,529 unique
visitors and 7,986 total visits over four days,
according to Liberty. Retailers represented 65 percent of the visitors; distributors,
showrooms and agents represented 17 percent and press 5 percent. Among those who
stopped by were American Rag Cie China,
Armoury, Barneys New York and Barneys
Japan, Carson Street Clothiers, Galeries
Lafayette, Gentry, Holt Renfrew, Isetan,
Nordstrom and Selfridges.
“We believe this partnership was successful for our brands because of the strength of
the collective. Every time you venture into a
new territory it’s highly beneficial to be part
of a communal operation on the brand side
and have some strength in numbers. The
brands all had great contact with the buyers,
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of course, but even more so with meeting
and acquiring distributors they never would
have met otherwise,” said Ben-Avraham.
Among the brands that will be returning
are Filson, Freenote, Knickerbocker Mfg.
Co., MSL by Billy Reid, Red Wing and The
Brooklyn Circus/BKc. New brands for this
edition include 3 Sixteen, Ernest Alexander,
Shwood, Slightly Alabama and The Hill-Side.
John Argento, the European head of
marketing and communications for Shinola,
said, “The concept was strong and Liberty
did an excellent job in curating the brands
on show and managing the environment. It
was the perfect fit for us.”
Agostino Poletto, marketing director and
deputy general manager for Pitti Immagine,
called Born in the USA “an immediate success, both among the top buyers and the international press. It is above all a platform for
some of the leading brands that were born and
are still produced in the U.S. — collections
ranging from the world of classic to sportswear
— and representing one of the strongest trends
of fashion research today, which focuses the
spotlight on the origins of the product. At the
next Pitti Uomo in June, we will continue to
develop this collaboration and to strengthen
the project by pushing the research even
further. We believe that Born in the USA will
have more and more appeal to buyers and international press.” — JEAN E. PALMIERI

The s
isn’t
pl
muc
wai
fit d
re

s

H
dry,
moi

