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THIS ISSUE MARKS the return of the WWD100 brand awareness sur-
vey, which was last done in 2008. There have been numerous seismic 
changes in the apparel and accessories industries, and in the world at 
large, not the least of which was a global recession affecting all aspects 
of commerce and consumer attitudes and shopping habits. Many famil-
iar brands have withstood the challenges and placed among the 100 
brands that American women know best.

As always, the brands that spend the most on advertising and mar-
keting and have the widest distribution—largely in mass-retail chan-
nels—score the highest. But don’t count out the impact of sex, celebrity 
endorsement, a well-placed mention on the red carpet or even some 
controversial headlines to get a brand noticed.

This year, WWD commissioned its exclusive survey with Penn 
Schoen Berland, a Washington, D.C.–based market research firm. PSB 
sent an online questionnaire to a nationally representative sample 
of females, balanced to match U.S. Census data, age 13 to 64, with a 

minimum household income of $50,000. The survey contained a total 
of 1,008 pre-listed brands in nine categories, like sportswear, accesso-
ries, outerwear, etc. The respondents were asked to say whether they 
were “very familiar,” “somewhat familiar” or “not at all familiar” with 
the brands. The survey yielded 2,311 responses, and was fielded from 
Oct. 15 to 19. Results are projectable with a margin of error of plus-or-
minus 1.91 percent.

The overall top 100 ranking is a measure of the percentage saying 
they were “very familiar” with the labels.

In the Top 10 categories, brands were ranked only against other 
brands in that category, again, using the three-level familiarity scale.

An aggregate score was used to determine the overall 100 for brands 
appearing in more than one category.

Two ties in this year’s survey make for a total of 102 brands in the 
top 100. Volumes listed are wholesale unless otherwise noted.

— DIANNE M. POGODA

How the Survey was Done
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AMERICA’S COTTON PRODUCERS AND IMPORTERS.  Service Marks/Trademarks of Cotton Incorporated. © 2012 Cotton Incorporated.

Another reason to love The Fabric of Our Lives®

Emmy Rossum, star of stage and screen. 

Actress, musician, and proud New Yorker.  

See her shine in cotton, along with fellow 

actress Camilla Belle, and step inside her 

closet to see how The Fabric of Our Lives® 

is the fabric of her life, all in the latest 

commercial from Cotton Incorporated.

Emmy Rossum

AMERICA’S COTTON PRODUCERS AND IMPORTERS.  Service Marks/Trademarks of Cotton Incorporated. © 2012 Cotton Incorporated.
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HANES
Product: Underwear, T-shirts, socks, activewear, casualwear, hosiery, daywear, shapers, bras.
Volume: $2.6 billion to $2.7 billion (estimate)
Owner: Hanesbrands Inc., Winston-Salem, N.C.
Few brands have maintained their clout and recognition like Hanes, which was founded in 1901 by John Wesley 
Hanes, who started making men’s socks. Hanes expanded into women’s socks in 1918, and by the mid-Sixties, the 
company was a pioneer in sheer hosiery. The brand entered women’s innerwear in 1986 with a capsule line of Hanes 
Her Way panties. It quickly exploded into a megabrand. In 2005, Hanes Her Way was consolidated into the Hanes 
franchise, and a slew of product launches followed: Hanes Perfect T, tagless All-Over Comfort Bras and the No Ride 
Up Panty. Armed with an estimated annual ad budget of more than $50 million, Hanes TV spots feature athletes and 
celebs such as Kevin Bacon, Jennifer Love Hewitt, Jackie Chan, Cuba Gooding Jr. and, most recently, Michael Jordan.

OLD NAVY
Product: Retailer of value-priced apparel and accessories.
Volume: $5.7 billion
Owner: Gap Inc.
Old Navy named Stefan Larsson, a 15-year veteran of H&M, its first global brand president, signaling the start of 
international expansion. More recently, Old Navy opened a store in Japan—the first time the retailer has landed 
outside of North America. The store, more than 10,000 square feet, anchors a large shopping mall on an island 
of reclaimed land in Tokyo Bay called Odaiba. Other mall tenants include Zara, H&M, Uniqlo, American Eagle, 
Forever 21 and Diesel. Old Navy has seen some momentum with denim, specifically the “rock star” jean, and 
with its kids’ business. It also settled a lawsuit with Kim Kardashian over using a look-alike model in its ads.

LEVI’S
Product: Denim jeans and related sportswear and accessories.
Volume: $4 billion
Owner: Levi Strauss & Co., San Francisco
The 140-year-old Levi Strauss & Co., and its iconic Levi’s brand, might be less dominant than in years past, but they 
remain the biggest names in denim, both at home and abroad. Chip Bergh took over as chief executive officer in 
2011, and six months ago, former Keen Footwear ceo James Curleigh was named president. It’s added Waste<Less 
jeans, made from recycled plastics, to go with the 30 million pairs of Water<Less jeans sold since the launch of the 
water-conserving label in 2010. Curve ID addresses wearers’ specific fit needs, and initiatives like its Commuter 
Series, for bicyclists, have helped it compete for prime retail real estate with younger and higher-priced rivals. 

NIkE
Product: Footwear, activewear, sportswear, accessories, sports equipment.
Volume: $17.4 billion (Nike brand, wholesale); $3.5 billion (Nike brand, direct-to-comsumer)
Owner: Nike Inc., Beaverton, Ore.
Nike appears to be going back to its roots. The company recently signed a $570 million deal to sell Cole Haan to 
private-equity firm Apax Partners (the sneaker giant bought Cole Haan for $95 million in cash and debt in 1988). 
Nike is divesting the business, along with Umbro, to focus on its core Nike, Jordan, Converse and Hurley brands. 
Iconix Brand Group agreed to buy Umbro for $225 million in October. Nike was also in the news this fall for drop-
ping Lance Armstrong as a sponsored athlete, after the seven-time Tour de France winner faced doping allega-
tions—again. This spring Nike will host the first East Coast installment of a women’s half marathon in Washington. 
Some 15,000 female runners are expected to compete. A similar event has been popular in San Francisco.

VICTORIA’S SECRET
Product: Bras, panties, daywear, sleep/loungewear, active/swimwear, hosiery, accessories, shoes, fragrance, beauty.
Volume: $6.12 billion ($4.56 billion at retail and $1.56 billion catalogue and e-commerce, fiscal year ended Jan. 28, 2012)
Owner: Limited Brands Inc., Columbus, Ohio
Since its debut in 1996, Victoria’s Secret’s annual TV fashion show has become a national pastime. The extravaganza 
ranked number one among adults ages 18 to 49 in 2011, said Ed Razek, president and chief creative officer of the sexy 
brand. The media blitz and frenzy of pre- and post-show publicity—generated online and at victoriassecret.com and 
through TV and print ads—rivals the excitement and glamour of the red carpet. Rihanna, Justin Bieber and Bruno 
Mars headlined as this year’s top entertainment. After Hurricane Sandy, Victoria’s Secret loaned its fleet of genera-
tors and forklifts to the National Guard to help deliver food, water and clothing to storm victims.
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FRUIT OF THE LOOM
Product: Underwear, T-shirts, activewear, casualwear, socks, bras. 
Volume: $2 billion to $2.1 billion (estimate, including private label and licensing)
Owner: Berkshire Hathaway Inc., Omaha, Neb.
Fruit of the Loom’s colorful logo has helped the mass brand maintain its all-American profile among the underwear-
and-T-shirt-buying public since its symbol was first patented 141 years ago. In 2002, the Sage of Omaha, Warren 
Buffett, bought Fruit, a commodity-driven, unglamorous underwear maker, out from bankruptcy protection for $835 
million. Since then, the Bowling Green, Ky.–based brand—bolstered by an estimated $100 million annual ad cam-
paign that included prime-time TV spots during the 2012 Summer Olympics—has bounded back with innovative 
products. It branched into the premium arena in April with fashion stylist Leslie Fremar, with the Leslie Fremar for 
Fruit of the Loom Collection. Executives are tight-lipped about marketing strategies, but Buffett himself hawks Fruit 
products at Berkshire Hathaway annual meetings, where he’s been spotted playing a ukulele with the Fruit guys.

CALVIN kLEIN
Product: Apparel, underwear, jeans, fragrance, accessories, licensing, home, retail. 
Volume: $7.6 billion (global retail, including licensing)
Owner: PVH Corp., New York
Calvin Klein continues to thrive with its three-tier setup: designer-level Calvin Klein Collection; the bridge ck Calvin 
Klein line (mainly in Europe and Asia), and the better Calvin Klein label, which generates most of the brand’s overall 
sales. The brands have more than 800 freestanding stores—including Calvin Klein Jeans and ck Calvin Klein Jewelry 
& Watches. This year, Calvin Klein Performance opened stores in Scottsdale, Ariz., and San Francisco, with plans to 
expand into China. Coty launched the Encounter men’s scent and ck one color cosmetics. In October, PVH said it would 
buy Warnaco Group in a deal valued at $2.9 billion, reuniting the brand with its two largest categories—Underwear, 
owned by Warnaco, and the licensed Jeanswear.

LEE
Product: Jeans, casual slacks, related men’s and women’s sportswear.
Volume: $1 billion
Owner: VF Corp., Greensboro, N.C.
In 1889, Henry David Lee established the H.D. Lee Mercantile Co. in Salina, Kan., and—not unlike Levi Strauss in San 
Francisco—quickly saw the opportunity in making jeans and other workwear for local laborers. Sold to VF Corp. 80 
years later, Lee was well situated when jeans moved from workwear to fashion in the Seventies. Fit and comfort are 
cornerstones for Lee, which is sold by midtier retailers and moderate department stores. Already one of VF’s better-
seated brands in China, it’s exploring greater department-store distribution and is reaping benefits from initiatives like 
Slender Secret and Slender Stretch. Online performance is strong, with lee.com growing 19 percent in the third quarter.

GAP
Product: Casual all-American sportswear and denim.
Volume: $5.7 billion
Owner: Gap Inc., San Francisco
Gap’s recently elevated denim offering has driven the overall business. The baby and kids’ businesses have 
been strong, too. As part of a reorganization across all divisions of Gap Inc. for an international perspective, 
Steve Sunnucks became global president of the Gap brand. In other key appointments, Mark Breitbard became 
president of Gap North America and Rebekka Bay was named creative director and executive vice president for 
Gap Global Design. While Gap Inc. overall has had a good year, executives are still looking for the Gap division 
to draw greater traffic.

TIMEX
Product: Watches
Volume: $700 million (estimate)
Owner: Timex Group USA Inc., Middlebury, Conn.
Established in 1854, Timex has made an effort the past several years to tap into a more female and trend-
conscious audience, continuing to introduce more fashion-forward styles. In February 2011, Gary S. Cohen 
was named chief executive officer of Timex Group, which includes Timex (Timex, Timex Ironman, Marc Ecko, 
Nautica, Opex), Timex Group Luxury Watches and Vertime (dedicated to Salvatore Ferragamo and Valentino 
and the Versace and Versus brands, respectively) and Sequel AG (the five-year-old Swiss company that has ex-
clusive distribution rights for Guess and Gc watches globally). 
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PLAYTEX
Product: Full-figure, full-support and average-figure bras, panties, shapewear. 
Volume: $600 million (estimated U.S. sales)
Owner: Hanesbrands Inc., Winston-Salem, N.C.
Playtex has been an American mainstay in foundations, especially since its boldest move in 1955, when it was 
the first bra maker to feature its trademark Cross Your Heart bras and Living Girdles on daytime TV. Playtex 
distributes to diversified channels, from mass merchants to department stores, and keeps plugging its success-
ful strategy of comfort and solutions for women with fit-specific needs, especially full-figure and full-support 
products. Innovative technology like the Comfort Gel Strap and hot-melt glue treatments have kept the brand in 
step with the needs of modern women, and an estimated yearly ad budget of more than $25 million for TV and 
national print campaigns also keeps the 80-year-old brand in front of consumers.

TOMMY HILFIGER
Product: Sportswear and accessories.
Volume: $5.6 billion (global retail sales)
Owner: PVH Corp., New York
Classic American sportswear brand Tommy Hilfiger has seen its U.S. business percolate at Macy’s, where it has an 
exclusive arrangement. Hilfiger also distributes its merchandise worldwide to more than 90 countries and 1,000 
stores. PVH Corp. acquired the brand in May 2010 for $3 billion and has seen strong results. The company has been 
planting flagships, like its 11,000-square-footer at Tokyo’s busy Omotesando and Meiji Dori intersection and the 
Brompton Road unit in London’s Knightsbridge area, and stores in Osaka, Japan, and Hong Kong. This summer it 
signed a lease for a 6,600-square-foot flagship at the corner of Robertson and Beverly Boulevards in West Hollywood.

RALPH LAUREN
Product: Women’s sportswear and accessories.
Volume: $6.88 billion (Ralph Lauren, Polo Ralph Lauren, Lauren Ralph Lauren, RRL, RLX Ralph Lauren, Pink Pony, 
Denim & Supply Ralph Lauren; Club Monaco; Rugby; American Living, which is discontinued, and Chaps).
Owner: Ralph Lauren Corp., New York
Ralph Lauren Corp. is investing “along many dimensions, including new stores and e-commerce platforms and emerging 
merchandise categories and regions,” said chairman and chief executive officer Ralph Lauren in November. The com-
pany sees opportunity in China, where it opened two stores in the fall, as well as in Macau, Tokyo, Hong Kong and South 
Korea. This fall the firm said it will close its 14-unit Rugby chain and Web site to focus on higher growth globally with the 
core Ralph Lauren brand. The company found itself in a stir this past summer when it was revealed that it had made 
U.S. athletes’ outfits for the London Olympics in China. For 2014, Lauren said it will make the uniforms domestically.

AEROPOSTALE
Product: Apparel and accessories for young men, women and kids.
Volume: $2.34 billion
Owner: Aéropostale Inc., New York
The mall-based teen retailer in October unveiled a high-tech retail prototype at the Roosevelt Field mall in 
Garden City, Long Island, with features including a jukebox where teens can vote for the music played in the 
store, iPods in fitting rooms and Apple desktops and iPads to scan products and read reviews (iPads also have a 
build-your-own-outfit guide). Aéropostale has been trying to infuse more fashion and to build brand awareness, 
and hired Chloë Grace Moretz, whose films include Dark Shadows and Hugo, as its first brand ambassador. In 
November, the company acquired online footwear and apparel retailer GoJane.com.

ADIDAS
Product: Athletic apparel, footwear and accessories.
Volume: $12.6 billion (Adidas brand, 2011)
Owner: Adidas AG, Herzogenaurach, Germany
The brand, with its signature three black bars, was founded in 1949 by Adolf Dassler on the guiding principle of sport 
performance. Originally known for soccer cleats, the brand today focuses on five key categories—football, basket-
ball, running, training and outdoor. Although the corporation—whose other brands include Reebok, TaylorMade, 
Rockport and CCM—expects sales to be lower this year due in part to the player lockout in the National Hockey 
League, the Adidas brand continues to perform well. Sales in the third quarter were up 10 percent worldwide and 11 
percent in North America as consumers embraced the more fashion-forward Adidas Originals line. Its collaborations 
with Stella McCartney and Yohji Yamamoto also continue to thrive.
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WRANGLER
Product: Men’s, women’s and kids’ jeanswear and sportswear.
Volume: $1.5 billion
Owner: VF Corp., Greensboro, N.C.
VF Corp.’s 1986 purchase of Blue Bell Holdings made it the country’s largest apparel company and brought the 
Wrangler brand—and its ample goodwill amassed in markets from Western wear, where it had its roots in the 
post–World War II years—to the car-racing world. With two jeans brands in its arsenal—Lee and Wrangler—VF 
supplemented Wrangler’s presence on the rodeo circuit with distribution in the mass channel, which would turn 
it into the corporation’s first $1 billion brand. Wrangler remains a niche brand, with major business in Wal-Mart, 
in Western stores, in workwear and in markets like hunting, fishing and the outdoors. It’s keen to promote comfort 
and fit, as it has with country-music singer Laura Bell Bundy for its Booty Up jean.

LIZ CLAIBORNE
Product: Tops, sweaters, pants, jeans, shorts, dresses, coats, activewear, intimates, accessories.  
Volume: $600 million (estimate)
Owner: J.C. Penney Co. Inc., Plano, Texas
The brand that put a generation of working women in pantsuits found a new home at J.C. Penney—and was 
one of the first brands to get its own shop as the retailer transforms into what’s been described as a specialty 
department store. Penney’s cut a deal in 2009 to get the brand as an exclusive, and then bought it outright last 
year. Penney’s chief executive officer, Ron Johnson, said this summer that Claiborne was one of the company’s 
“highest-performing women’s apparel brands.”

GUESS
Product: Women’s, men’s and children’s jeanswear, casual sportswear, accessories, fragrances.
Volume: $2.69 billion (2011 wholesale, retail and licensing revenue)
Owner: Guess Inc., Los Angeles
Guess brought back the original “Guess girl,” Claudia Schiffer, marking its 30th anniversary with its flagship Guess 
brand, the upscale Guess by Marciano label and the more youthful G by Guess line. Under chief executive officer 
Paul Marciano, the firm continues to thrive from its risky decision in the late Nineties to make its retail operations 
the foundation of the business. Michael Prince and Dennis Secor stepped down in November as chief operating offi-
cer and chief financial officer, respectively, as the firm works out a tax dispute in Italy. Meanwhile, 12-year-old opera 
singer Jackie Evancho will front Guess Kids’ fall campaign, and Dannielynn Birkhead, the late Anna Nicole Smith’s 
six-year-old daughter, is modeling in the spring ads.

REEBOK
Product: Fitness, training, sport and casual footwear, apparel, equipment, accessories.
Volume: 1.962 billion euros (2011 net sales; $2.74 billion at average exchange)
Owner: Adidas AG, Herzogenaurach, Germany
Reebok has a long history as a leading fitness brand, but it’s been a challenge for parent Adidas Group in recent years. 
Reebok’s sales declined 25 percent (currency-neutral) in the third quarter and 20 percent in the first nine months of the 
year. The toning shoe bust, allegations of fraud at its Indian unit and the loss of a major football contract all hurt sales. 
To battle back, it introduced footwear technologies ZigTech and RealFlex a few years ago, followed by a partnership 
with the CrossFit craze. It is now the official supplier of CrossFit apparel and footwear, title sponsor of the Reebok 
CrossFit Games, and this year it unveiled its Fit Hub retail concept that is part store and part CrossFit Box.

COACH
Product: Handbags, small leather goods, footwear, scarves, watches, sunglasses.
Volume: $4.76 billion (total global sales, wholesale and retail; 11 percent, or $523.6 million, is wholesale)
Owner: Coach Inc., New York
This year, Coach launched its Legacy dual-gender line that allowed the brand to cycle in some higher-priced pieces, 
and to revamp its store design. The brightly colored leather-centric collection marked the 71-year-old brand’s first 
dual-gender approach with looks that nod to its most classic handbag silhouettes, like the Duffle Sac from 1973. 
Coach hopes to continue its global expansion as it banks on its men’s business and China for robust growth. The 
brand recently added e-commerce in China and said it expects to have 125 stores there by yearend. Sales in China 
should reach $400 million this year, against $300 million in 2011. Other initiatives include growth in digital and over-
seas retail. This year, Coach bought back its retail operations in key Asian markets, including Malaysia and Korea.
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L’EGGS
Product: Sheer hosiery, tights. 
Volume: $350 million to $375 million (estimate) 
Owner: Hanesbrands Inc., Winston-Salem, N.C.
Launched in 1970, L’eggs became a quirky mass-consumer favorite with hosiery sold in unusual egg-shaped packs. 
New packaging came in 2001 with an innovative slope design that re-closes easily to minimize tearing. Updated 
again in 2012 with easier-to-find sizing, color and support level, the packaging was so successful that it’s now also 
used for L’eggs Silken Mist sheer hosiery and L’eggs Sheer Energy support hosiery. This fall, L’eggs introduced 
the new Silken Mist Ultra Sheer with Run Resistant technology for the mass market, a technology that previously 
had only been available at department stores. The product launch was supported by a “Live More and Run Less” 
marketing campaign and sweepstakes for a trip to New York and a makeover with celebrity stylist Phillip Bloch.

JOCKEY
Product: Underwear, T-shirts, thermal underwear, sports bras, shapewear. 
Volume: $870 million (estimate, including women’s, men’s, kids’, private label, licensing)
Owner: Jockey International Inc., Kenosha, Wis.
Jockey, a 136-year-old power name in men’s underwear, vaulted into women’s in 1982 with a tailored, men’s-inspired 
line for ladies. Besides its bread-and-butter basics, the company has launched initiatives that feature cheekier cuts, 
slimmer fits and modern detailing. This year, Jockey partnered with celebrity stylist Rachel Zoe on Rachel Zoe’s Major 
Must Haves from Jockey cheeky-fit panties and figure-flattering tanks and shapewear. Next spring, Jockey will launch 
laser-cut underwear with no panty lines called Clean Edge, and men’s slim-fit T-shirts and bottoms in stay-dry fabrics.

SPEEDO
Product: Swimwear, related products.
Volume: $500 million 
Owner: Pentland Group plc, London
Founded in Sydney in 1928, Speedo is the world’s leading swimwear brand, sold in more than 170 countries. It is now 
a subsidiary of Pentland Group, whose other labels include Ellesse and Hunter. In North America, Warnaco Group 
Inc. (which is being acquired by PVH Corp.) holds an exclusive perpetual license for Speedo USA. Speedo manages 
to juggle high-tech performance swimwear with boardshorts and aquatic fitness models. This year, the company 
unveiled the Fastskin3 Racing System for the London Olympics that included speed suit, cap and goggles. There 
must have been something to it: Brand ambassador Michael Phelps added six medals, bringing his record total to 22. 

DOCKERS
Product: Casual slacks and related sportswear and accessories.
Volume: $570 million
Owner: Levi Strauss & Co., San Francisco
Levi Strauss & Co. chief executive officer Chip Bergh wants to return Levi’s little brother, Dockers, to the more 
than $1 billion in sales it enjoyed during its heyday. Seth Ellison, former chief commercial officer of Alternative 
Apparel, was tapped in September as president to steady the business—but even before his arrival, work had 
begun, much of it aimed at giving Dockers the kind of lifestyle brand luster it enjoys in Europe. It aims to revive 
its appeal with Baby Boomers with the more traditional Wearever series and, at the same time, build bridges to 
new customers with products like Alpha Khaki, which features a more modern, slim fit and less generic colors.

L.L. BEAN
Product: Tailored and casual apparel, accessories, footwear, activewear, outerwear, home goods, active gear.
Volume: $1.44 billion (retail)
Owner: L.L. Bean Inc., Freeport, Maine
Founded in 1912 as a catalogue, L.L. Bean operates 18 stores, most notably its 120,000-square-foot flagship (in 
business since 1917 in Freeport, Maine), and 10 outlets. The company’s products are known for their quality and 
Yankee practicality. Its contemporary collection for men and women, L.L. Bean Signature, bowed in 2010 with a 
stand-alone catalogue and dedicated Web presence, llbeansignature.com. The line has a modern fit and features 
updated Bean classics like straight-leg washed chinos, checked shirts, chambray shirtdresses and leather moc-
casins, as well as heritage items, updated from company archives. It wasn’t until 2000 that Bean began opening 
stores, but as it celebrates its centennial, the company says more are planned. L.L. Bean stresses customer ser-
vice and took the step in 2011 of offering free shipping with no minimum order.
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ABERCROMBIE & FITCH

Product: Youth sportswear, outerwear, accessories.
Volume: $1.7 billion
Owner: Abercrombie & Fitch Co., New Albany, Ohio
Publicly owned as part of the $4.2 billion Abercrombie & Fitch Co., which also operates Hollister, abercrombie 
kids and Gilly Hicks, the flagship brand has instituted faster flow, fewer logos and a sharper focus on runway 
and street looks. That’s a big part of the fashion fix at Abercrombie & Fitch, which has appeared to turn a cor-
ner. The company has been working to overcome slowness in European operations, where there has been some 
cannibalization of stores, and has been methodically reducing its U.S. footprint to weed out weak locations.

DKNY

Product: Bridge and better sportswear, accessories, jeans, fragrance, home, licensing, retail.
Volume: $3 billion (estimate, retail, including licensing)
Owner: LVMH Moët Hennessy Louis Vuitton, Paris
DKNY will be 25 in 2014—and it’s having a growth spurt. Categories like accessories are gaining steam, and the brand 
is expanding into new markets, particularly Europe, Asia and the Middle East. In 2012, Donna Karan International 
opened 48 full-price stores for DKNY—including its 40th in China, its 20th in the Middle East and the first DKNY 
Pure concept store in Los Angeles—and renovated its London flagship on Old Bond Street. The company took back the 
DKNY Jeans and Active licenses from Liz Claiborne Inc. in 2011, and has slated those categories for growth this year. 
Aiming at its target audience, it tapped Twilight star Ashley Greene as the face of DKNY and DKNY Jeans this year.

LANDS’ END

Product: Sportswear, swimwear, accessories, outerwear, luggage, home.
Volume: $1.8 billion (estimate)
Owners: Sears Holdings Corp., Hoffman Estates, Ill.
The Dodgeville, Wis.–based company has been building its Web incentives in recent months. In the six days leading 
up to Cyber Monday, Lands’ End offered heavy online discounts and promotions through a doorbusters initiative, 
and on that Monday, it had 50 UPS trucks lined up at its main distribution center to get a jump on deliveries. To 
simplify holiday shopping, the brand created nine gift shops categorized by prices and themes. This fall, Lands’ End 
introduced a new look and logo for its Canvas Lands’ End line. Its tag line, “Take to the Open,” is a nod to the brand’s 
sailing heritage. Besides e-commerce and mail order, Lands’ End also has concept shops in Sears stores globally.

THE NORTH FACE

Product: Outerwear, sportswear, accessories, outdoor gear.
Volume: $2 billion
Owner: VF Corp., Greensboro, N.C.
The North Face aims to become a $3 billion business in 2015. The brand gained 22 percent in global revenues in the 
fourth quarter, with 24 percent growth in the U.S. and increases of 12 percent and 41 percent in constant dollars in 
Europe and Asia, respectively. It has 50 stores in North America, and plans to focus more on new technologies for 
athletes. The label will help push VF Corp.’s Asia sales to $2 billion. Rapid growth in China and The North Face 
brand are expected to help VF more than double its Asia-Pacific business in the next five years. The Alameda, Calif.–
based brand restructured its shoe division and teamed with Swatch on the Freeride World Tour ski-snowboard event.

MAIDENFORM

Product: Average-figure, full-figure, full-support and sports bras, shapers, daywear, panties.
Volume: $590 million
Owner: Maidenform Brands Inc., Iselin, N.J.
The 90-year-old grande dame of the bra business surfaced in 1922 as a dress and bandeau bra maker called Enid Frocks 
and was renamed Maidenform Brassiere Co. in 1930. The company survived a decade of acquisitions and mergers 
in the Nineties, as well as a Chapter 11 bankruptcy, emerging in July 1999. Since then, the brand continues to rein-
vent itself with creative new products that maintain its presence as a bestseller at national department stores. Recent 
launches include Comfort Devotion bras, panties and shapewear in plush, seamless fabrics that mold the figure, and 
the 90th Anniversary Collection of retro styles with a nod to the brand’s Old Hollywood roots. Also new for fall is 
Sensual Shapes, a line using zoned engineering and body-mapping technology to lift, shape and support problem areas.
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NINE WEST

Product: Footwear, skirts, blouses, pants, jackets, suits, dresses, outerwear, accessories. 
Volume: $821.5 million (retail and wholesale)
Owner: The Jones Group Inc., New York
Nine West has been busy making friends, collaborating with the likes of Pamela Love, Sophie Theallet, 
Giles Deacon and, next year, retailer Kirna Zabête. It’s also rolling out a new look to its stores, focusing on 
trends and featuring The World According to Pumps display. The brand is sold in more than 2,500 doors, 
across 57 countries.

BANANA REPUBLIC

Product: Tailored clothes, sportswear, accessories, footwear for women and men.
Volume: $2.6 billion
Owner: Gap Inc., San Francisco
Banana Republic has been recapturing some of its cool factor after years of mediocrity, partly through a string 
of partnerships and collaborations with the likes of Narciso Rodriguez, Trina Turk, the film Anna Karenina and 
the Mad Men TV series to rev up its fashion offering. Men’s and women’s suitings have been a standout, though 
traffic at the specialty chain remains below company expectations. Banana’s sales were up 8 percent to $1.98 
billion in the three quarters ended Oct. 27, accounting for 18 percent of Gap Inc.’s year-to-date volume.

NO NONSENSE

Product: Sheer hosiery, tights, leggings.
Volume: $275 million to $290 million
Owner: Golden Lady SpA, Mantua, Italy (Kayser-Roth unit)
For fall 2012, No Nonsense refreshed itself with a new range of tights and leggings in a wide array of fashion colors 
and patterns. For spring, the brand will offer footless tights, cotton, denim and chino leggings in brights like lime, wa-
termelon and begonia, as well as white denim. Julia Townsend, executive vice president at Kayser-Roth, described 
the initiative as “Lipstick for the legs.” Through its digital ad campaign, the brand has reached more than 150 million 
women ages 25 to 49 via computers, tablets and mobile devices. Author and TV personality Jill Martin, the label’s 
spokeswoman, has led a big social-media push with style-tip videos, Facebook and Twitter interaction and a blog.

VANITY FAIR

Product: Full-support, full-figure and average-size bras, panties, daywear, shapewear, sleepwear, robes.  
Volume: $150 million (estimate)
Owner: Fruit of the Loom division of Berkshire Hathaway Inc., Omaha
The Vanity Fair brand dates to 1911, when John E. Barbey created a resource for silk tricot lingerie that became 
Vanity Fair Corp. in 1914. In 1998, the brand’s former parent, VF Corp., made the dramatic decision to sell the 
department-store mainstay to Sears— thus enraging department-store retailers. In 2007, the brand—along with sister 
labels Vassarette, Lily of France, Bestform, Exquisite Form and Curvation in the U.S., and Lou, Gemma and Belcor 
for Europe—was acquired by Fruit of the Loom for $350 million in cash. Vanity Fair was seen by FTL executives as 
the jewel of VF’s intimates business and the company’s entry into department stores.

FADED GLORY

Product: Basic men’s, women’s, children’s, infant and toddler sportswear and accessories.
Volume: $1.8 billion (estimate, retail)
Owner: Wal-Mart Stores Inc., Bentonville, Ark.
Founded in 1972 as fashion jeans went mainstream, Faded Glory has been an exclusive Wal-Mart brand since 1995, 
when it was licensed to the retail giant by Bonjour International, and has been owned by Wal-Mart since 2007. Its 
assortment begins with newborn clothing, including maternity styles, and it does the bulk of its business at under 
$20—exceptions include outerwear and a smattering of hoodies and jeans—and has been a consistent contributor 
to Wal-Mart’s apparel segment despite market fluctuations. While the company doesn’t disclose the brand’s volume, 
market estimates place it above $1.8 billion, atop its apparel business. A dash of fashion works its way into the ba-
sics every season, like red skinny jeans with sequins from the Trend Collection priced, on a rollback, at $15 online.
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FOSSIL 
Product: Watches, jewelry, handbags, leather accessories, apparel.
Volume: $1.14 billion (2011)
Owner: Fossil Inc., Richardson, Texas
Founded in 1984, Fossil began with watches and has become a complete lifestyle brand with a full array of acces-
sories and apparel known for its unique tin packaging, vibrant original prints and exclusive leather goods. In 2012, 
Fossil introduced new watch silhouettes, including the Georgia and Heather, fusing jewelry and timepieces, and its 
first Limited Edition handbag sold out globally in a matter of days. Fossil also unveiled collections featuring its ex-
clusive Heirloom leather this year. Fossil operates more than 400 stores worldwide and expanded this year with a 
flagship in Shanghai, its first store in Indonesia at the Pondok Indah Mall, and more stores in Korea, France, China, 
Malaysia and Singapore. Digitally, the brand upped its social media outreach and launched a Web site in Italy.

CONVERSE
Product: Athletic and casual footwear, apparel and accessories.
Volume: $1.32 billion (fiscal year ended May 31)
Owner: Nike Inc., Beaverton, Ore.
Nike acquired the 104-year-old Converse for about $310 million in 2003. Sales rose 17 percent this year from fiscal 
2011, thanks to strong markets in North America, China and the U.K. The brand operates 62 stores, including fac-
tory outlets. The brand recently has been defying gravity with skateboarders, who compete for big prize money in its 
sponsored skate contests. It’s straddling the high-low spectrum, from its 11-year-long rock ’n’ roll collaboration with 
designer John Varvatos to Converse One Star clothing and accessories sold at Target. It has even appeared on the red 
carpet via Twilight star Kristen Stewart, who’s been known to trade her stilettos for Converse kicks.

ANN TAYLOR
Product: Casual and career sportswear under the Ann Taylor and Loft brands.
Volume: $2.3 billion
Owner: Ann Inc., New York
Loft has been the driving force at a healthy Ann Inc. by staying on trend without getting trendy and by offer-
ing an affordable kind of casual chic that consistently contemplates a broad audience. Ann Taylor is making 
improvements by rolling out a more productive, smaller format at 3,700 to 4,200 square feet and offering more 
fashion choices and less dependence on suits.
 

NEW BALANCE 
Product: Men’s and women’s footwear, apparel and licensed accessories.
Volume: $2.04 billion globally
Owner: New Balance Inc., Boston
New Balance, inspired by a chicken foot, got its start in 1906 making arch support for laborers and branched into run-
ning shoes in 1938. By 1960, it innovated by offering shoes in widths, and today its brands include PF Flyers, Warrior, 
Dunham, Aravon, Brine and Cobb Hill, offering apparel and accessories for competitive athletes and weekend war-
riors. It’s one of the few athletic brands to produce domestically—about 25 percent of its shoes sold in the U.S. are made 
at five New England facilities. The nearly 150 independently owned and operated stores in North America include two 
“experience stores,” in Boston and New York, with a running track and sunken treadmill for gait analysis.

THE ORIGINAL ARIZONA JEAN CO. (Arizona)
Product: Jeanswear and related sportswear and accessories for juniors, young men and kids.
Volume: $800 million (estimate)
Owner: J.C. Penney Co. Inc., Plano, Texas
During its reinvention 22 years ago, J.C. Penney introduced The Original Arizona Jean Co.—hip, contemporary jeans-
wear for juniors and young men. It became one of its earliest successes in fashion private-label apparel. Still anchored 
with affordable prices, Arizona has been upgraded with better fabrics, stitching details, prints, colors, fits and washes. 
Arizona was among the first brands to get in-store shops as Penney’s began its current transition under chief executive 
officer Ron Johnson. Nearly 700 shops were in place as the back-to-school season began. Arizona had enough “cred” 
among teens that they began referring to them as “Zones,” a distinction reserved for labels that pass the hipness test. 
Penney’s is counting on that cachet to help it sell its new concept to teens, as well as to their parents.
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DANSKIN
Product: Women’s fitness apparel, footwear, equipment.
Volume: $1 billion
Owner: Iconix Brand Group, New York
The brand that sprang to life in 1882 catering to dancers has since branched out to active categories including 
yoga and gymnastics apparel as well as fitness equipment. Owned by Iconix since 2007, the brand prides itself on 
offering comfortable, feminine styles for all body types. Last year, Danskin introduced its first line of high-tech 
sports bras, daywear, loungewear and sleepwear, licensed to Saramax Apparel Group. Its advertising campaigns 
have featured celebrities and fitness enthusiasts Hilary Duff, Jenny McCarthy, Padma Lakshmi and Christie 
Brinkley, each participating in their favorite physical activity. The brand is carried in retailers including Lord 
& Taylor and City Sports. Its diffusion brand, Danskin Now, is sold at the mass-market level.

GUCCI
Product: Designer ready-to-wear, leather goods, accessories, cosmetics.
Volume: 3.14 billion euros (Gucci division, 2011; $4.36 billion at average exchange)
Owner: PPR SA, Paris
After almost three years of trademark trauma, Gucci and Guess Inc. finally squared off in federal court in New York 
in March. Gucci was awarded $4.7 million in combined damages from Guess and its footwear licensee, Marc Fisher 
Footwear. Gucci creative director Frida Giannini and president and chief executive officer Patrizio di Marco traveled 
to Shanghai in April, staging the brand’s first Chinese fashion show, with a performance by Bryan Ferry. They also 
stopped in Korea for the reopening of its Seoul flagship and an exhibition of 80 Gucci archival pieces flanked by works 
of Korean furniture craftsmen. In June, Gucci launched its Equestrian Collection, a tribute to the 90-year-old house’s 
riding heritage.

ANNE KLEIN
Product: Sportswear, ready-to-wear, accessories, innerwear, legwear, retail, licensing.
Volume: $265 million (wholesale, excluding licensing revenues)
Owner: The Jones Group Inc., New York
The Jones Group has been working on a reinvigoration plan for Anne Klein. The company’s redesign plan focuses 
on a return to the sportswear brand’s roots and is spearheaded by a fairly new executive team, including Stefani 
Greenfield, Jones Group’s chief creative officer; Jeff Mahshie, Anne Klein’s senior vice president and creative direc-
tor, and consulting fashion director Amanda Ross. The plan is to bring harmony to the design across categories and 
further connect to the brand’s DNA. Jones inked a deal with Altair, a division of Marchon Eyewear, for Anne Klein 
eyewear starting in the spring. In September, Anne Klein opened its first flagship on Walnut Street in Philadelphia.

EDDIE BAUER 
Product: Outdoor apparel and equipment, casual sportswear, children’s wear, footwear, bags, luggage, watches, bedding.
Volume: About $1 billion (estimate)
Owner: Golden Gate Capital, San Francisco
Founded in 1920, Seattle-based Eddie Bauer was acquired out of bankruptcy by Golden Gate Capital in 2009 for $286 
million. The brand is sold in about 300 full-price stores and 100 outlets in the U.S., Canada, Germany and Japan. Nearly 
one-third of the business is from e-commerce, helped by about 60 million catalogues mailed each year. The company 
relaunched camping gear and shooting sports apparel this year to help burnish its outdoor heritage. “The company had 
become overly focused on casual sportswear. Our history is in outdoors and we are doubling down on that position,” said 
Michael Egeck, a veteran of Hurley, True Religion and VF Corp., who became chief executive officer of Bauer in June.

BALI
Product: Full-support and average-size bras, panties, shapewear.
Volume: $525 million (estimate)
Owner: Hanesbrands Inc., Winston-Salem, N.C.
Having a Bali experience may sound exciting, but it actually requires little more than a trip to the lingerie department 
of most department stores. A mainstay of the classic bra business, the brand was created in 1927, acquired by The 
Hanes Co. in 1970, and folded into the Hanesbrands franchise in 2006. Bali’s established core customers are in the 
35- to 54-year-old age range, but over the past decade the brand has introduced a broader range of products in fashion 
colors and Lycra spandex blends that address different lifestyles to appeal to women 18 to 34. In 2012, Bali introduced 
the Comfort Revolution line featuring the Smart Sizes Shaping Wirefree bra, which ensures the right size with seam-
less shape-to-fit technology that whittles 16 cup-and-band sizes into four sizes: small, medium, large and extra large.
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NAUTICA

Product: Sportswear, swimwear, tailored clothing, accessories, children’s wear, fragrance, footwear, luggage, home.
Volume: $1.5 billion, (VF Corp. estimate for global retail of all product; $500 million, company wholesale and 
owned retail, U.S.; $450 million, global licensing)
Owner: VF Corp., Greensboro, N.C.
Founded in 1983 by designer David Chu, Nautica was acquired by VF Corp. in 2003 and today is the second-largest 
men’s sportswear department-store brand, according to VF estimates. There are 2,172 branded in-store shops in de-
partment stores globally and the brand has 88 company-owned outlets in the U.S., and 179 mostly full-price stores op-
erated by overseas license partners, mainly in Asia, the Americas and the Middle East. In September, Nautica inked 
a license agreement for the India market with Arvind Lifestyle Brands Ltd. Nautica is the largest component of VF’s 
sportswear coalition overseen by president Karen Murray, which also includes the North American Kipling business.

ck CALVIN KLEIN

Product: Apparel, accessories, handbags, small leather goods, eyewear, legwear, footwear, beauty, fragrance.
Volume: $1 billion (global retail)
Owner: PVH Corp., New York
Mainly a business in Europe and Asia, ck Calvin Klein’s retail continues to expand, with 100 full-price stores operating 
by the end of 2012. CKI parent PVH acquired Warnaco in late October, thus bringing the ck apparel, accessories and 
retail licenses for Europe, South America and India in-house. The PVH International division (which also manages the 
Tommy Hilfiger brand) will operate the ck apparel and accessories businesses in Europe under Fred Gehring, chief 
executive officer of Hilfiger and PVH International. Ck is licensed to Onward Kashiyama in Japan, and to Club 21 for 
the rest of Asia.

VERA WANG

Product: Ready-to-wear, bridal, lingerie, footwear, eyewear, fragrance, home, stationery.
Volume: $750 million (estimate, retail)
Owner: Vera Wang International, New York
Already established in the U.S., Vera Wang has set her sights on Asia. She opened a Hong Kong store this fall and an-
other is slated for Shanghai in January, where she turned up for fashion week in the fall. The 4,752-square-foot Shanghai 
store will have three bridal lounges, a VIP suite and a separate entrance from the parking garage, among other things. 
Stateside, Wang will open a store in San Francisco in January. In July, the designer rolled out juniors apparel and acces-
sories under the Princess Vera Wang label at Kohl’s Corp., an extension of Wang’s fragrance of the same name, introduced 
in 2006. The company has also upped the wedding-day assortment it sells through an exclusive deal with David’s Bridal. 

COLUMBIA

Product: Outdoor apparel, outerwear, accessories, footwear, equipment.
Volume: $1.7 billion
Owner: Columbia Sportswear Co., Portland, Ore.
As established as Columbia Sportswear is in the outdoor business, the brand has revved up its e-commerce site 
so users can make their purchases based on four activities or 17 types of technology. Columbia offers insect-
repellent products called Insect Blocker and the company recently introduced 16 heat-generating products in 
its Omni-Heat range. Greater demand for its Sorel footwear has helped Columbia, which anticipates at least a 
15 percent increase in sales compared with last year. This fall, Columbia stepped up its offering by collaborat-
ing with Jeffrey Kalinsky to unveil a line of co-branded streamlined outerwear and boots, a first for the brand.

HOLLISTER CO.

Product: Young men’s and young women’s apparel, accessories, fragrance.
Volume: $2.02 billion (fiscal year ended Jan. 28, 2012)
Owner: Abercrombie & Fitch Co., New Albany, Ohio
Targeting teens and young adults, Hollister Co. channels an upbeat Southern California lifestyle in its fleet of 
486 U.S. stores and 101 international stores. The company likes calling its customers “dudes” and “bettys,” but 
the sunny vibe has been mellowed lately by declining comps. Same-store sales dipped 1 percent in the most 
recent third quarter—which was better than at sibling brand Abercrombie & Fitch, which saw a 4 percent de-
crease. A&F has focused companywide on reducing store count and refocusing its merchandise to better chase 
trends. Those reductions have impacted the Abercrombie & Fitch and abercrombie kids’ brands more than 
Hollister, and the company opened nine new Hollister stores overseas in the third quarter.
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DR. SCHOLL’S

Product: Original exercise sandals, orthotics, foot- and leg-care products and accessories.
Volume: $2.57 billion to $2.59 billion (2012 estimate)
Owner: MSD Consumer Care, Memphis, a subsidiary of Merck & Co. Merck Customer Care 
Dr. Scholl’s was founded by William Scholl, an inventor who created a simple wood sandal in the Sixties. Now 
part of Brown Shoe Co.’s Healthy Living portfolio, Dr. Scholl’s underwent a makeover in 2011 that consisted of up-
dated products and packaging and its first consumer magazine advertising campaign. The brand’s name was even 
changed from Original Dr. Scholl’s to Dr. Scholl’s Shoes, to reflect the size and diversity of the new collection. The 
company introduced sandals, boots, casual styles and tailored looks, as well as a lightweight Free Step collection 
and Advanced Motion line for walking and low-impact workouts. Staying true to its comfort heritage, Dr. Scholl’s 
incorporates proprietary technology, such as a Schering-Plough Healthcare Products–licensed massaging gel.

JOE BOXER

Product: 25 categories, including underwear, sleepwear, swimwear, home goods, accessories, denim and activewear.
Volume: $600 million to $650 million (estimate, retail)
Owner: Iconix Brand Group Inc., New York
Joe Boxer’s tag line is, “There’s more to life…than underwear.” Or is there? Known for its irreverent, kitschy market-
ing, the brand struck a pop-culture chord in 1985, when entrepreneur-rocker Nick Graham founded it and dubbed 
himself chief underpants officer. This year, Joe Boxer became the presenting sponsor of the South Beach Comedy 
Festival. Windsong Allegiance Group LLC acquired Joe Boxer in 2001 for an undisclosed sum, and Iconix Brand 
Group bought it for $80 million in 2005. Joe Boxer is sold in Latin America, Europe, the Middle East and exclusively 
in the U.S. at Kmart and Sears. Parent Sears Holdings Corp. has exclusive U.S. rights through December 2015.

J. CREW

Product: Sportswear and accessories under the J. Crew, Crewcuts and Madewell labels.
Volume: $1.9 billion
Owner: TPG Capital LP, Fort Worth, and Leonard Green & Partners LP, Los Angeles
J. Crew had a strong year, rebounding with improved styling and product innovation. The company has been par-
ticularly bullish on its growing men’s wear business, and methodically is becoming more international. In 2011, 
J. Crew crossed borders for the first time by launching international shipping, partnering with Net-a-porter and 
opening stores in Canada. The company is close to signing leases abroad—a London store is seen opening in the 
second half of 2013, and a store in Hong Kong is anticipated in the first half of 2014.

SEIKO

Product: Watches, clocks.
Volume: $3.62 billion (year ended March 31, 2012)
Owner: Seiko Group, Tokyo
Seiko is renowned for creating the world’s first quartz watch in 1969, followed by the first digital version in 1973. 
In 2001, the company’s watch division became the independent Seiko Watch Corp. In October, Seiko celebrated 
the launch of the Seiko Astron GPS Solar collection, the world’s first solar GPS watch, with a series of events 
and an iPad app. Named after the 131-year-old brand’s first quartz watch, the solar-powered timepiece—selling 
for about $1,800—doesn’t rely on batteries; a patented technology allows the piece to receive GPS signals and 
identify any of the world’s 39 time zones.

ROLEX

Product: Luxury watches.
Volume: Estimated wholesale sales of 4 billion to 5 billion Swiss francs, or $4.5 billion to $5.7 billion, in 2011.
Owner: The Hans Wilsdorf Foundation, Geneva
The privately owned firm does not publish financial data but is the world’s largest single luxury watch brand, ahead 
of Omega and Cartier. It has 28 affiliates worldwide and relies on 4,000 watchmakers in more than 100 countries. 
Rolex does not own directly operated stores but works with partners like German timepiece and jewelry firm 
Wempe, which in April opened the first North American Rolex boutique on Fifth Avenue in New York, under the 
“Rolex presented by Wempe” banner. Its status and popularity have made Rolex one of the world’s most widely cop-
ied watches. In May, Rolex Watch U.S.A. Inc. scored a judgment of nearly $160,000 and an injunction against two Web 
sites selling counterfeits. Gian Riccardo Marini took over as chief executive officer in 2011, succeeding Bruno Meier.
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DICKIES

Product: Men’s and women’s work apparel, children’s wear, footwear and work accessories.
Volume: $1.1 billion (estimate)
Owner: Williamson-Dickie Manufacturing Co., Fort Worth
Ninety years ago, cousins E.E. Dickie and C.N. Williamson bought out a group of their friends and formed 
Williamson-Dickie Manufacturing Co. to produce a single product: an all-cotton button-fly overall. Expanding into 
men’s slacks and children’s playsuits, the firm produced uniforms for the armed forces during World War II and 
found additional markets, like Texas’ oil fields, after the war. Today, the company has licensees covering 17 dif-
ferent product categories; a presence in more than 100 countries, and a reputation for American durability that 
periodically elevates its fashion presence. It entered the Middle East last year and planted a stake in footwear 
with its 2008 acquisition of Kodiak Group Holdings, the Canadian firm behind the Kodiak and Terra brands.

UGG AUSTRALIA

Product: Footwear, handbags, small leather goods, accessories, apparel, loungewear.
Volume:  $1.2 billion
Owner: Deckers Outdoor Corp., Goleta, Calif.
With 14 consecutive years of double-digit growth in volume, Ugg Australia has grown from $10 million to more than 
$1.2 billion in sales. Ugg’s foundation is its sheepskin boots and slippers, but the brand continues to push into new 
categories, like apparel, outerwear, handbags and cold-weather accessories. Ugg Australia has more than 30 stores 
worldwide. Last fiscal year, Ugg opened one store in the U.S. and 17 internationally, and this year, it opened a flagship 
in Paris, the first Ugg-branded store in France. In 2011, it introduced Ugg for Men with quarterback Tom Brady, and it 
also launched Ugg Collection, the brand’s first venture into high-fashion footwear and handbags handcrafted in Italy.

LOUIS VUITTON

Product: Leather goods, apparel, footwear, accessories, fine jewelry, watches, writing instruments, paper, books.
Volume: 7.4 billion euros (estimate; $9.57 billion at current exchange)
Owner: LVMH Moët Hennessy Louis Vuitton, Paris
As evidenced by the full-size train on set at Vuitton’s fall fashion show in Paris in March—reprised in Shanghai with the 
reopening of its enlarged and refurbished flagship there—this brand is the locomotive for parent LVMH, generating the 
lion’s share of its profits and posting double-digit growth in most markets. Jordi Constans succeeded longtime Vuitton 
honcho Yves Carcelle in November. Product initiatives steamed ahead, like a collaboration with dot-obsessed Japanese 
artist Yayoi Kusama; expanded writing instruments, and stationery bowing Dec. 13 in Paris. It opened its largest store 
in Taiwan; its first Italian maison, in Rome, and a flagship in São Paulo, its first global store in Latin America.

EXPRESS

Product: Apparel retailer catering to teens and twentysomethings.
Volume: $2.1 billion
Owner: Express Inc., Columbus, Ohio
Express has refocused its merchandise on outfits and is collection-driven, emphasizing casual and wear-to-work 
apparel, party attire and jeans. David Kornberg was promoted this year to president, giving him oversight of 
merchandising and design for the 600-store chain. Recent results have been disappointing, but a turnaround 
plan is being executed involving emphasizing stronger-selling products, clarifying pricing and accelerating 
global growth.

TIFFANY & CO.

Product: Jewelry, watches, silverware, china, crystal, stationery, fragrances, accessories, writing instruments.
Volume: $3.64 billion
Owner: Tiffany & Co., New York
Tiffany & Co. celebrated its 175th anniversary this year with numerous initiatives: It unveiled a new metal, Rubedo; 
it sent its famous 128.54-carat Tiffany Diamond to events in Tokyo, Beijing, Dubai and New York; it opened a store in 
SoHo; and it revealed plans for a European flagship on Paris’ Avenue des Champs-Elysées in 2014. The brand’s pres-
ence online continued to grow, and besides a strong presence across social platforms, the Engagement Ring Finder 
app that launched two years ago is still lauded as the industry standard. The company is struggling, however. While 
sales inched up in the third quarter, high diamond and precious-metal costs prompted a 29.6 percent drop in profits. 
Tiffany said it will shift its focus to the higher-end jewelry business in 2013. 
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CHANEL
Product: Couture, ready-to-wear, leather goods, beauty, footwear, eyewear, accessories, fine jewelry, watches.
Volume: 6.8 billion euros (estimate; $8.8 billion at current exchange)
Owner: The Wertheimer family, New York and Geneva 
Chanel turned a book project by couturier Karl Lagerfeld and stylist Carine Roitfeld into a roving, international 
manifesto with a series of glitzy exhibitions celebrating its hallmark: “The Little Black Jacket.” The party began 
in Tokyo, where Chanel also reprised its summer couture show and opened a pop-up shop, and then traveled from 
New York to Seoul, and will hit China and Brazil in 2013. Chanel acquired French glove maker Causse and Scottish 
cashmere specialist Barrie Knitwear via its Paraffection unit. It unveiled TV and print ads for its No.5 fragrance with 
Brad Pitt—the first time it used a man to talk about a women’s scent—and launched Coco Noir, its third Coco scent.

LAUREN RALPH LAUREN
Product: Women’s sportswear, footwear, accessories, denim, activewear, dresses, home.
Volume: $600 million (estimate)
Owner: Ralph Lauren Corp., New York
One of the nation’s largest better sportswear brands, Lauren Ralph Lauren was launched by The Jones Group 
in 1995 and was brought under Ralph Lauren’s wing in 2004. It is a mainstay brand at stores like Macy’s, Lord & 
Taylor, Dillard’s, Bon-Ton, Bloomingdale’s and Nordstrom, and continues to outsell many of its competitors in 
the better arena. For fall, Lauren Ralph Lauren staged an online fashion show with InStyle editor at large Hal 
Rubenstein offering styling tips for this season’s equestrian looks. The brand partnered with bloomingdales.com 
to bring the concept to life, and a shopable video was also available on ralphlauren.com.

NEW YORK & CO. 
Product: Women’s apparel, accessories.
Volume: $956.5 million (retail, 2011)
Owner: New York & Co. Inc., New York.
New York & Co. was founded in 1918 by the Lerner Brothers and is considered one of the oldest specialty-store 
chains in the nation, with about 537 stores in 43 states. In October, the chain, which calls itself a “modern wear-to-
work destination for women” with a Gotham touch, launched the first of three limited-edition capsule collections of 
apparel and accessories with Eva Jeanbart-Lorenzotti, best known for her luxe brand, Vivre. The line features luxury 
details recalling her jet-set lifestyle, but is priced from $29.99 to $109.95. In November, the retailer also ventured into 
beauty, with fragrance, lipstick and nail polish.

SPANX
Product: Shapewear, bras, activewear, swimwear, legwear. 
Volume: $225 million to $240 million (estimate) 
Owner: Sara Blakely, founder, Atlanta
Sara Blakely, a fax-machine-saleswoman-turned-entrepreneur, brought a new dimension to shapewear in 2000 when 
she cut the legs off a pair of control-top pantyhose. She famously says she created the line because “I didn’t like the 
way my butt looked in white pants.” Spanx was first merchandised in a “pocket” display in Bloomingdale’s hosiery 
area, and now it makes bras, men’s undershirts and other shapers. New bra favorites include Bra-llywood Hills, an 
underwire version with a side-slimming fit, and Bra-Cha-Cha, a stay-put strapless style with Spanx’s No-Slip silicone 
strip. This fall, Spanx opened its first three freestanding stores at Tysons Corner Center in McLean, Va., King of 
Prussia Mall in Pennsylvania and Westfield Garden State Plaza in Paramus, N.J. Time magazine named Blakely one 
of 2012’s Most Influential People.

TIMBERLAND
Product: Footwear, outerwear, sportswear, accessories, backpacks, luggage.
Volume: $1.7 billion
Owner: VF Corp., Greensboro, N.C.
What started out in 1973 as a small-town New England footwear company has become an international juggernaut 
with 5,600 employees. This year’s revenues are expected to weigh in at about $1.7 billion, compared with $1.4 billion 
two years ago. The Stratham, N.H.–based brand is sold in channels from independents to better department stores, 
athletic shops and its own boutiques, including a Chicago unit that bowed this summer. In June, Timberland will 
open a New York showroom, which will feature its Earthkeepers collection, and the space will be made of recycled 
and reclaimed materials, keeping with its environmental stewardship. Its Web site offers information about its en-
vironmental performance service programs and more. Next year, the brand will relaunch its apparel collection.
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GLORIA VANDERBILT
Product: Women’s jeans, pants, shorts.
Volume: $225 million
Owner: The Jones Group Inc., New York
Thirty-six years ago, Mohan Murjani teamed with socialite-turned-designer Gloria Vanderbilt and became part of the 
first wave of status jeans. In 2002, the brand and other assets of Gloria Vanderbilt Apparel Corp. were sold to The 
Jones Group. Isaac Dabah, who stayed on to run Vanderbilt for a few years after the sale, was nearly reunited with the 
label before talks with Jones to reacquire it with the rest of Jones jeanswear for $350 million to $400 million failed this 
year. Vanderbilt and the jeanswear unit rebounded in the third quarter after six tough months, becoming, along with 
footwear-accessories, Jones’ two strongest businesses during the quarter. Priced around $25 retail, Vanderbilt might not 
have the status it once enjoyed, but it’s still a key brand at stores like Kohl’s, Boscov’s, Belk and Bon-Ton.

DOLCE & GABBANA
Product: Designer ready-to-wear, leather goods, accessories, cosmetics.
Volume: 1.09 billion euros, or $1.52 billion (2011)
Owner: Dolce & Gabbana Srl, Milan
The company continued to expand its fragrance and cosmetics portfolio, teaming with Monica Bellucci to front 
a limited-edition makeup line and launching its first men’s sport fragrance, The One Sport, with Procter & 
Gamble. This year, the company launched its first watch collection, positioned in the luxury range, and its first 
children’s wear line, which hit stores in July. The designers also unveiled a couture line in the summer, staging 
a fashion show in Sicily. Domenico Dolce and Stefano Gabbana’s legal troubles are ongoing, and the designers 
are to stand trial, charged with tax evasion.

UNDER ARMOUR
Product: Performance apparel, footwear, accessories.
Volume: $1.82 billion
Owner: Under Armour Inc., Baltimore
Since founder and chief executive officer Kevin Plank conceived of a product that would keep athletes cool and dry 
during workouts, the brand that started making compression shirts with performance wicking capabilities has grown 
into a $1.82 billion business. While men’s remains its core, Under Armour is increasing its women’s business, which 
now accounts for around 30 percent of sales. It recently named former Theory executive Leanne Fremar as executive 
creative director for women’s and geared its new ad campaign—No Matter What, Sweat Every Day—to the growing 
female audience. Its first store will open in Baltimore next year, and international expansion is on the horizon.

MICHAEL KORS
Product: Women’s and men’s apparel, accessories, fine jewelry, watches, fragrance.
Volume: $1.3 billion
Owner: Michael Kors Holdings Ltd., New York
While surely a huge compliment, Michael Kors no longer needs a boost like that of First Lady Michelle Obama to drive 
sales. The designer’s business is growing handily on its own—especially since its successful initial public offering on 
the New York Stock Exchange in 2011. The growth is fueled by a retail concept that spotlights accessories from his bet-
ter, bridge and designer lines. Kors stores are opening worldwide, with 40 to 50 slated for North America during the 
current fiscal year. The company expects to open 10 to 15 stores annually in Europe and plans 10 new stores for Japan 
in 2013. All the while, Kors’ personal profile continues to shine as a result of his star turn as a judge on Project Runway. 

CITIZEN
Product: Watches, information and electronic equipment, jewelry, industrial machinery and equipment.
Volume: $3.41 billion, consolidated
Owner: Citizen Holdings Co. Ltd., Tokyo
Citizen’s biggest push continues to be its battery-free Eco-Drive collection, which uses a proprietary technology 
that continually recharges the cells. More innovation includes new technologies, like the Proximity Watch that 
integrates low-energy Bluetooth technology. In August, Citizen tapped Victoria Azarenka, Belarus native and 
top-ranked player on the Women’s Tennis Association Tour, as its latest brand ambassador. This spring, sports 
photographer Paul Aresu shot Citizen’s campaign featuring Eli Manning, Matt Kenseth and Kim Clijsters. The 
ads appeared in such publications as InStyle, Elle and GQ, mainly featuring the Citizen Eco-Drive collection, at 
$300 to $800. This year, Citizen also expanded into digital advertising for the first time.

1213WWD100_020(21)a;11.indd   21 12/3/12   10:54 PM
12032012225535

creo




70

71

72

73

74

22 TheWWD100

BULOVA
Product: Watches, clocks.
Volume: $209 million (estimate)
Owner: Citizen Watch Co. Ltd., Tokyo
The 137-year-old company, an independent subsidiary of parent Citizen Watch Co. Ltd., was acquired by Citizen 
from Loews Corp. in January 2008 for $250 million. It remains headquartered in Woodside (Queens), N.Y. The 
brand produces watches and clocks under the names Bulova, Bulova Clocks, Accutron, Caravelle, Harley-
Davidson Timepieces by Bulova and Frank Lloyd Wright Collection.

JUICY COUTURE
Product: Women’s sportswear, accessories.
Volume: $500 million (total net sales)
Owner: Fifth & Pacific Co., New York
Under the direction of president and chief creative officer LeAnn Nealz, Juicy Couture has developed a strong 
digital presence because “everything [the Juicy girl] does is online, and that is where our brand has to be, at her 
fingertips,” she said. Nealz aims to bring Juicy back to its sassy roots. Spring is inspired by Fifties pinup girls, 
and features leopard prints, rompers, door-knocker-size jewelry and logo baseball jackets. Financially, Juicy 
continues to struggle, posting an adjusted operating loss of $5 million in the third quarter as sales fell 5.5 per-
cent to $130 million, with flat comps. The brand is lowering prices and, starting next fall, refocusing on dresses, 
knit tops and denim as key categories. Additionally, the company bolstered its ranks naming industry veteran 
Paul Blum as chief executive officer this month.

RAY-BAN 
Product: Sunglasses, ophthalmic eyewear.
Volume: $1.88 billion (estimate, total global revenues, including wholesale and retail)
Owner: Luxottica Group SpA, Agordo, Italy 
Ray-Ban is marking its 75th anniversary this year with a new collection and an ad campaign that pays homage 
to its history. This year, Ray-Ban released the Ambermatic collection, a line that references its first aviator sun-
glasses, which were released in 1937. Comprising four gold-rimmed aviator styles, the capsule collection incorpo-
rates light-sensitive photochromic yellow lenses that darken depending on light and temperature conditions. The 
glasses complement the brand’s Legends campaign, which hits print and digital media in May.

H&M
Products: Global fast-fashion giant creates apparel and accessories under several brand labels.
Volume: $16.52 billion
Owner: H&M Hennes & Mauritz AB, Stockholm
In the past year, H&M steamed into Mexico, Bulgaria, Latvia, Malaysia and Thailand, and will enter South America 
with a flagship in Santiago, Chile. Despite a tough third quarter where profits rose 0.9 percent, after financial items, 
to 4.9 billion Swedish kroner ($586.5 million), the retailer said it would open 300 stores (net, full-year 2012). In 2013, 
H&M will enter home goods and launch an accessories retail concept, & Other Stories; in the U.S., its largest store will 
open in New York, and its U.S. online store will bow in the summer. Lana Del Rey and David Beckham have modeled 
for the brand, and its collaborations continued with Martin Margiela, Marni and Anna Dello Russo’s wild accessories.

KENNETH COLE
Product: Ready-to-wear, footwear, accessories, fragrance.
Volume: $1.5 billion (global retail, including licensing)
Owner: Kenneth Cole Productions, New York 
Kenneth Cole has plenty of reasons to celebrate his 30th business anniversary next year. Cole recently took his 
company private and, after serving as chairman and chief creative officer, in November assumed the role of 
chief executive officer at the fashion and lifestyle brand. Cole started with shoes, and now has a full apparel 
assortment with such brands as Kenneth Cole New York and Kenneth Cole Reaction. As part of its celebrations, 
the company is gearing up for its first fashion week runway show since 2006. Kobi Halperin recently joined as 
consulting creative director, and his impact could already be felt for spring. The recently launched Kenneth 
Cole Collection also continues to evolve with elevated design and qualities for the product.
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PUMA 
Product: Athletic footwear, apparel and accessories.
Volume: $3.8 billion
Owner: PPR Group, Paris
Puma’s roots are in sports but its tentacles reach deep into fashion as well. Its sport performance and lifestyle 
categories include football, running, motorsports, golf and sailing, while fashion includes collaborations with 
designer brands including Alexander McQueen, Mihara Yasuhiro and Sergio Rossi, an initiative that kicked off 
in 1998 with Jil Sander. Besides the core Puma label, the company owns Cobra Golf and Tretorn. It was founded 
in Germany in 1948 by Rudolf Dassler, whose brother Adolf launched Adidas. It was originally a shoe company, fa-
vored by Olympic athletes, and went public on the Munich and Frankfurt stock exchanges in 1986; PPR acquired 
a majority interest in 2007. Jean-Francois Palus, also group managing director of PPR SA, was recently named to 
oversee the brand as chairman and he is focused on improving margins and profitability. 

LONDON FOG
Product: Outerwear, rainwear, footwear, sportswear, cold-weather accessories, luggage, home.
Volume: $300 million (estimate, retail)
Owner: Iconix Brand Group, New York 
In the past few years, London Fog has been trying to jazz up its image with more spirited marketing. In what appears 
to be a twofer for the label’s women’s and children’s business, the latest ads in the U.S. feature model Alessandra 
Ambrosio and her four-year-old daughter, Anja. Available in the U.S. at Macy’s and Dillard’s, and exclusively in 
Canada at The Bay, North America is a key territory for London Fog. The company will launch footwear in the U.S. 
for fall 2013. With more than 17 product categories, the brand is also sold in Europe and Asia, and through its Web 
site, which launched this year. The brand sells sportswear globally and is exploring doing that in the U.S.

SWAROVSKI
Product: Crystals, watches, accessories, jewelry, optical devices.
Volume: 2.2 billion euros ($3 billion at average exchange)
Owner: Swarovski AG, Wattens, Austria
The Austrian crystal maker has numerous fashion collaborations, this year alone teaming with Victoria’s Secret on cos-
tumes for its fashion show; creating a limited-edition crystal key collection with Yoko Ono, and working on a film docu-
mentary about Jason Wu’s crystal-centric resort line. It also launched a men’s collection and men’s watches. It patented 
a formula for the lead-free Advanced Crystal—a technological breakthrough for the firm, which started researching 
lead-free product 10 years ago, leading to Xirius 1088, a lead-free gemlike cut available in 88 colors. Swarovski also has 
a new entertainment division, and it is sharpening its role in the jewelry market via acquisitions.

AMERICAN APPAREL
Product: Retailer and wholesaler of women’s and men’s casual sportswear.
Volume: $580.59 million
Owner: American Apparel Inc., Los Angeles 
American Apparel’s focus this year has been on improving store-level productivity and speeding up online delivery 
times. It aims to reach a wider audience by making the brand’s Web site available in more languages. The company 
operates 251 retail stores in 20 countries, including the U.S., Canada, Mexico, Brazil, France, Italy, Japan and China. 
Third-quarter net losses for the period that ended Sept. 30 grew to $18.5 million from a loss of $7 million in the year-ago 
quarter, while sales increased 15.1 percent, they got socked in October after Hurricane Sandy hit. Chairman and chief 
executive officer Dov Charney estimated the firm lost in excess of $1.5 million in retail sales due to Sandy. But all 25 
stores that had closed were reopened, and sales were showing signs of strength heading into the holiday selling season.

CHAMPION 
Product: Activewear, sportswear, college apparel, accessories.
Volume: $2.1 billion
Owner: Hanesbrands Inc., Winston-Salem, N.C.
Hanesbrands’ third-quarter earnings saw an upswing driven by strong sales of innerwear and outerwear, but 
Champion’s performance was also a big factor. The company has initiated customer-specific programs like C9 
with Target, which has helped boost sales of Champion. Last year, Kathryn A. Tesija, executive vice president 
of merchandising at Target, spoke about “the incredible growth” of the brand, noting, “We believe we have the 
potential to continue to grow this billion-dollar brand.” Champion has reportedly seen double-digit growth for 
the last few quarters. In 2013, the company will launch its Show-Off sports bra, and the moisture-wicking Vapor 
collection will bow in June.
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DIOR
Product: Couture, ready-to-wear, leather goods, beauty, shoes, children’s wear, accessories, jewelry, watches, home.
Volume: 2.9 billion euros ($3.79 billion; fashion house: 1 billion euros, or $1.29 billion; beauty: 1.9 billion euros, or $2.5 billion)
Owner: Christian Dior SA, Paris (Couture) and LVMH Moët Hennessy Louis Vuitton (Parfums Christian Dior)
After more than a year searching for a successor to disgraced designer John Galliano, Dior named Raf Simons its 
sixth couturier. For his winter couture and spring ready-to-wear collections, Simons flexed his modernist muscles. “I 
think it’s interesting to bring part [of minimalism] into the world of Dior, but I also want to make it very sensual and 
sexual and very free,” he said. Meanwhile, the house continued its global march, opening new or expanded boutiques 
in Milan, Los Angeles, Taiwan and Tokyo. Dior tapped Hunger Games star Jennifer Lawrence as ambassador for its 
Lady Dior handbag franchise; launched its own seasonal print magazine, and unveiled a holiday collaboration with 
Printemps’ flagship that includes dolls dressed in replicas of iconic Dior outfits, realized by its couture ateliers.

CASIO
Product: Digital cameras, watches, keyboards, calculators, projectors, cash registers, label printers, mobile devices.
Volume: $3.7 billion
Owner: Casio Computer Co. Ltd., Tokyo
Casio was founded in 1957 when the four Kashio brothers created the world’s first entirely electric compact 
calculator, but it wasn’t until 1974 that the digital wristwatch—the Casiotron—came out. The company released 
its durable, waterproof G-Shock in 1983, and countless versions of the style have followed, including a women’s 
Baby-G version. G-Shock’s yearlong 30th anniversary celebration began in August with a concert by Eminem 
in New York. Eric Haze, DGK and Burton will all release limited-edition watches for the occasion. The first 
G-Shock store opened last month in New York. Recent collaborators have included Rebecca Minkoff on Baby-G 
and pop star Ke$ha.

OAKLEY
Product: Eyewear, apparel, swimwear, accessories, footwear.
Volume: $886 million (estimate; approximately 11 percent of Luxottica Group’s 2011 sales)
Owner: Luxottica Group SpA, Milan
Established in 1975 and headquartered in Southern California, the iconic and innovative sports brand holds 
more than 600 patents worldwide, mostly in the eyewear category, where its High Definition Optics, or HDO is 
used in prescription eyewear, sunglasses and goggles. Over the last two decades, Oakley has extended into men’s 
and women’s apparel, swim, footwear and accessories. Most collections are produced in-house, with the excep-
tion of women’s swimwear, licensed to Trimera, and socks, manufactured by Implus.

GOLD TOE
Product: Socks, underwear. 
Volume: $90 million to $95 million (estimate, retail).                                                                                                                                      
Owner: Gildan Activewear Inc., Montreal
Gold Toe, whose knitted-in golden toe trademark has been its signature since its inception in 1929, was founded 
by two German immigrants in a small mill in Bally, Pa., as a men’s hosiery resource they named Great American 
Knitting Mills. They catered to Depression-era Americans who wanted socks that would wear better and last lon-
ger. Reportedly claiming more than a 50 percent share of all department store sock sales, Gold Toe introduced 
women’s in 1983 and boys’ in 1986. It launched men’s underwear in 2010, and will introduce T-shirts and fleece 
in 2013. The company plans to open additional stores to add to its existing 38 outlets in 2013.

VERSACE
Product: Designer ready-to-wear, leather goods, accessories, cosmetics, home. 
Volume: 340.2 million euros (consolidated 2011 revenue; $472.6 million at average exchange) 
Owner: Gianni Versace SpA, Milan 
The company continues to be held by the Versace family, who reiterated in May that there are no plans to take on an 
investor or go public. As it returned to profit in 2011, the firm, helmed by chief executive officer Gian Giacomo Ferraris, 
stepped up store expansion in 2012, particularly in Europe, Asia, the U.S. and Brazil. It also entered South America and 
Korea. In January, Versace returned to the couture schedule after being off the runway in 2004, and launched an Atelier 
Jewelry collection. In September, it launched an online flagship on an e-commerce site it controls in a partnership with 
German firm Netrada. In October, a new 1,785-square-foot Versace boutique opened in SoHo, with a number of cura-
tors, from designers to artists, offering their interpretations of the brand through limited-edition products.
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PRADA
Product: Designer ready-to-wear, leather goods, accessories, cosmetics.
Volume: 2.55 billion euros (2011; $3.54 billion at average exchange)
Owner: Prada SpA, Milan
The group, helmed by chief executive officer Patrizio Bertelli and his wife, Miuccia Prada, has been expanding 
its global retail network, and, powered by across-the-board growth in product, brands and markets, it contin-
ued to post gains in profits and sales in the past year. Listed on the Hong Kong Stock Exchange, Prada showed 
a 44 percent spike in revenues in the Asia-Pacific area. Bertelli, however, has been touting balanced invest-
ments globally, including Brazil, Russia and the Gulf countries. The company is expanding Miu Miu with more 
directly owned stores. In May, Miuccia Prada was celebrated with the “Schiaparelli and Prada: Impossible 
Conversations” exhibition at the Costume Institute at The Metropolitan Museum of Art.

SWATCH
Product: Watches, jewelry, watch movements, watch components, electronic systems.
Volume: 7.14 billion Swiss francs ($7.71 billion; Swatch brand, $1 billion, estimate)
Owner: The Swatch Group Ltd.; Biel, Switzerland.
The world’s biggest watchmaker produces 19 brands, ranging from luxury Breguet timepieces to affordable plastic 
Swatch watches. Brands include Blancpain, Omega, Longines, Tissot, Certina, Hamilton and Flik Flak. Despite a strong 
Swiss franc, which makes its products more expensive in foreign-currency terms, group chief executive officer Nick 
Hayek has stated repeatedly the company’s desire to stop supplying other brands with watch movements through its sub-
sidiary ETA. The matter is in the hands of the Swiss Federal Competition Commission, which in May extended until 2013 
a temporary agreement allowing the group to reduce deliveries to rivals. It is expected to render a decision next year.

ROUTE 66
Product: Women’s, men’s and kids’ jeanswear, sportswear, swimwear, intimates, accessories, footwear, jewelry.
Volume: $600 million (estimate, retail)
Owner: Bonjour International, New York
Since being licensed exclusively to Kmart by Bonjour in 1995, Route 66 has become the retailer’s most contem-
porary in-house collection, aimed at 18- to 25-year-olds, with a heritage founded on the American wanderlust as-
sociated with perhaps the nation’s most storied highway. The brand commands its own shops in Kmart stores as 
well as its own standalone page on the Kmart Web site. Built on an updated jeans assortment that incorporates 
a range of fits (low-rise, skinny, super-skinny, boot and flare), finishes and colors, the group has grown to include 
tops and dresses with price points for categories other than outerwear rarely exceeding $20.

JONES NEW YORK
Product: Separates, suits, dresses, outerwear, shorts, footwear, costume jewelry.
Volume: $709.5 million
Owner: The Jones Group Inc., New York
Career stalwart Jones New York has branched into more casual offerings and continues to add new tricks to 
keep up in a highly competitive market, although the brand has had to reduce shipments recently. Its Signature 
subbrand represents almost half the Jones New York sportswear business and includes easy care shirts, which 
the company described as an “innovative destination product.”

CHEROKEE
Product: Apparel, footwear, home, cosmetics, accessories for women, men and children.
Volume: $23.2 million
Owner: Cherokee Inc., Sherman Oaks, Calif.
Operating under a direct-to-retail licensing model, the Cherokee brand is splashed across myriad products from 
polo shirts and headbands to rugged boots and bathrobes. While its largest retail partner is Target, Cherokee 
also holds international licensing agreements with Zellers, Comercial Mexicana, Pick ‘N Pay, Falabella, 
Shufersal Ltd., Arvind Mills, Eroski, RT-Mart, Nishimatsuya and Magnit. But the unstable global economy has 
crimped revenues, which fell 14 percent from a year ago. At Tesco, where sales of Cherokee products have weak-
ened in western and central Europe, Cherokee plans to relaunch men’s, women’s, girls’ and boys’ clothing at the 
London-based retail chain in the spring. 
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VERA BRADLEY

Product: Luggage, handbags, wallets, eyewear, accessories, home.
Volume: $460.8 million (estimate, total worldwide sales, including retail and wholesale to third parties)
Owner: Vera Bradley Sales LLC, Fort Wayne, Ind.
Founded in 1982 by friends Barbara Bradley Baekgaard and Patricia Miller, the brand (named for Barbara’s 
mother) makes vibrant handbags, luggage, accessories, eyewear, travel items and gifts. The Fort Wayne, Ind.–
based firm, which employs 2,200, is an advocate for breast cancer research via the Vera Bradley Foundation 
for Breast Cancer. In September, cofounder Miller announced her retirement but said she would continue as a 
member of the company’s board. She will also remain on the Foundation’s board.

BURBERRY

Product: Men’s and women’s ready-to-wear, accessories, fragrance, beauty.
Volume: 1.86 billion pounds (revenues for fiscal 2011-12; $2.98 billion at average exchange)
Owner: Burberry Plc, London
Burberry is the only British fashion and luxury house that stands shoulder to tailored shoulder with the big European 
brands. Next year, it will take its beauty and fragrance business in-house, with the new division expected to reach 
about 140 million pounds, or $224 million, in 2013-14. Chief executive officer Angela Ahrendts said color cosmetics 
could ultimately make up 40 to 50 percent of the beauty segment. Retail expansion is focused on a few key flagship 
markets worldwide, as well as a marriage of the brand’s online and off-line worlds. In September, Burberry unveiled 
its largest store (44,000 square feet), the only showcase of its entire offer, on London’s Regent Street. It’s a test for 
future units worldwide.

THE LIMITED

Product: Women’s apparel, accessories.
Volume: $500 million (estimate)
Owner: Sun Capital, Boca Raton, Fla.
The Limited chain, spun off years ago by Leslie Wexner’s Limited Brands, recently underwent a brand overhaul, 
and has been emphasizing runway-inspired looks, fit, more modern suits and business separates, and evening 
dresses, as well as casual sportswear, while trying to keep the look timeless. Also on the agenda: exclusive col-
laborations, including one with Sophie Theallet, and carving out space in its stores for Eloquii, the plus-size 
division. Limited lost money for years, but a higher profile recently is helping to turn some profits.

PINK

Product: Innerwear
Volume: $900 million (estimate, retail)
Owner: Limited Brands Inc., Columbus, Ohio
Part of Victoria’s Secret, Pink is an innerwear brand targeting college girls and “celebrating campus life,” ac-
cording to the company. Pink’s assortment includes sleepwear, loungewear, bras and panties. The collection is 
sold in Victoria’s Secret stores and in Pink stores, which, when combined, total more than 1,000 doors. Pink can 
also be purchased at victoriassecret.com and on vspink.com.
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MOSSIMO
Product: Juniors and young men’s sportswear, swimwear, footwear, accessories.
Volume: More than $2 billion (worldwide, retail)
Owner: Iconix Brand Group, New York
Mossimo Giannulli conjured up his brand of East Coast attitude and California cool while observing the growing 
popularity of street and surf style from his perch in Newport Beach. The company, started with a $100,000 loan 
from his father, went public in 1996, and in 1999, it expanded to Australia, the Philippines, South America, Mexico, 
Japan and India. Iconix Brand Group in 2006 paid $119 million for Mossimo, upholding the brand’s relationship 
with Target, its exclusive retailer in the U.S. since 2001. The mass retailer is lavishing attention on its core brands, 
including Mossimo, by focusing design and expanding space in some stores. For spring, Mossimo Supply Co. is offer-
ing bohemian-inspired peasant shirts and flowy dresses, skinny jeans and colored cutoff shorts. For men, there are 
brightly colored hoodies, distressed denim and neon swim trunks.

IZOD
Product: Casual and active sportswear, related accessories.
Volume: $800 million (estimate)
Owner: PVH Corp., New York
PVH has seen the future for Izod, and it appears to be in golf and at J.C. Penney. The brand, billed as the third-largest 
men’s knit-shirt label at U.S. department and specialty stores, has at least temporarily exited women’s sportswear—
except for some merchandise in its own stores—while its colorful men’s products were among the first slotted for 
in-store shops at the new Penney’s, where more than 600 such showcases opened in September. U.S. Open (golf) win-
ner Webb Simpson signed on to endorse the brand, starting in 2013, as its commitment to the sport grows. It remains 
a title sponsor of the IndyCar Series, backing Team Penske and driver Ryan Briscoe. Izod, an emblem of Eighties 
preppy style (included in 1980’s The Official Preppy Handbook) expects to reinforce that position in coming seasons.

SAMSONITE
Product: Luggage, suitcases, travel bags, laptop bags, backpacks.
Volume: $1.56 billion (total global revenues, including wholesale and retail)
Owner: Samsonite International S.A., Hong Kong
One of the world’s best-known luggage makers, Samsonite is in expansion mode. Just three years ago, that might 
have seemed like a tall order, as the company filed for Chapter 11 bankruptcy on its American retail business. 
Samsonite restructured its headquarters, reduced departments and emerged from bankruptcy. Now the com-
pany, listed on the Hong Kong stock exchange, is growing, thanks to a renewed investment in marketing and 
product development aimed at different global markets such as Asia—specifically, China, Korea and India. The 
brand makes its namesake line, as well as its lower-priced American Tourister brand. For the upscale traveler, 
Samsonite in August acquired high-end luggage and leather-goods maker Hartmann, for $35 million.

GIORGIO ARMANI 
Product: Designer ready-to-wear, leather goods, accessories, cosmetics, home goods.
Volume: 2.61 billion euros ($3.63 billion at average exchange; wholesale, including licensed products, in 2011)
Owner: Giorgio Armani SpA, Milan
China has been a focus for Giorgio Armani, as it staged “One Night Only in Beijing” in May, with more than 1,000 
guests, marking more than a decade of selling in China. Last year showed a 45 percent jump in the group’s sales 
there. Armani also is expanding its business in India and Korea. Emporio Armani returned to Madison Avenue 
as part of a U.S. push, and in October, Armani parted with U.K. retail partner Club 21 and is taking control of its 
operations there. Armani created new looks for Lady Gaga’s Born This Way tour, and in the summer, he reunited 
with costume designer Lindy Hemming to dress actor Christian Bale for his role as Batman in The Dark Knight 
Rises. In May, the designer unveiled the collection created for the Italian Olympic Team.
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HARLEY-DAVIDSON
Product: Motorcycles and related products, including apparel and accessories.
Volume: $274.1 million (general merchandise sales, excluding motorcycles, including sourced and licensed product)
Owner: Harley-Davidson Motor Co., Milwaukee.
Harley-Davidson’s General Merchandise unit comprises apparel and accessories, gifts and collectibles. Most of the 
lines are designed and produced in-house and sold only in its network of 1,468 independent dealers in more than 
80 countries. It expanded its licensing pact with Viva International for fashion eyewear, signed a deal with Wiley 
X for performance eyewear, and expanded its licensing agreement with VF International to include men’s perfor-
mance knitwear as part of a strategic expansion of its performance product categories, under the MotorClothes label. 
E-commerce is planned for 2013.

CANDIE’S
Product: Apparel, footwear, accessories, eyewear, swim, intimates, home, beauty.
Volume: $400 million (estimate, global retail)
Owner: Iconix Brand Group Inc., New York
What began as a popular footwear label in the late Seventies with the introduction of the “slide,” or high-heel 
mule, has since grown to include apparel, accessories, eyewear and swim. The brand has exclusive U.S. distri-
bution in Kohl’s. Launches in 2012 included a multicategory beauty collection comprising color cosmetics, nail 
polish, fragrance, bath and body care. Eyewear licensee Viva International unveiled a prescription-ready sun-
glasses collection for spring. Known for tapping multitalented ingenues such as a young Britney Spears, Jenny 
McCarthy and Carmen Electra for its provocative ads, Candie’s this year enlisted Glee star Lea Michele.

L.E.I.
Product: Junior and girls’ jeans and related sportswear, footwear and innerwear.
Volume: $150 million (estimate)
Owner: The Jones Group Inc., New York
Now in its 10th year as part of The Jones Group Inc. and its fourth as part of Wal-Mart’s exclusive brand portfolio, 
L.E.I. has begun to show signs of life after a prolonged slide. Jones had struggled with the acquisition as the label, 
long a powerful junior jeans brand, lost many of its once-loyal teen followers. Rather than compete against great-
er competition in department and specialty stores, Jones opted to forge an exclusive relationship with Wal-Mart. 
Although troubled in 2011 by what Jones termed “competing new product initiatives and price compression,” the 
label—energized with color, print and skinny silhouettes—has bounced back this year. While still shy of its peak of 
nearly $250 million, it’s now estimated to be at more than twice its $70 million trough, with its improvement cited 
when Jones reported an 8.1 percent jump in domestic jeanswear revenues in the third quarter, to $202.3 million. 

VANS 
Product: Skateboard-inspired footwear and apparel.
Volume: Nearly $1.5 billion 
Owner: VF Corp., Greensboro, N.C.
The 46-year-old Vans brand, a mainstay of customers keen on the skate lifestyle that wrapped up its 18th Vans 
Warped Tour with rising rock bands, has sponsored global skate and surf contests and hosted a series of parties in 
Brooklyn to elevate brand awareness in the Northeast. With nearly 7 million Facebook fans, it’s spreading its sig-
nature checkerboard pattern across pop culture, and has awarded more than $175,000 to high school art programs 
over the past three years. It’s also growing through new stores (currently at 347) and products—launching LXVI 
performance footwear in June—and a focus on markets like China, Australia and northern and central Europe. It 
sells in more than 170 countries and opened distribution in India and Vietnam in the last 18 months.
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