
FFancy lingerie boutiques in the United States 
can be spotted everywhere, but finding a major 
retailer with small sophisticated boutique vibes 
is no easy task. Most major retailers carry the 
hottest brands and display them on elaborate 
racks and shelving units, but to specialize in 
only elite and fashionable apparel while offering 
stellar customer service is unique, and a hall-
mark trait of department store retailer 
Bloomingdale’s. 

Since 1860, 
Bloomingdales 
has managed to 
lead the way 
with not only 
exclusive mer-
chandise, but 
also customer 
service initia-
tives that have 
been the life-
blood of its 
business. And 
as more and 
more manufac-
turers are selling their wares in small boutiques, 
industry heavy-hitters are still reaching out to 
Bloomingdale’s season after season with the 
hopes to profit in major ways. BODY magazine 
conducted exclusive interviews with a few of 
Bloomie’s 
regulars to 
find out 
how the 
store sets 
i t s e l f 
a p a r t —
both in 
legacy and 
in the 
promise it 
maintains for its customers. 

Deborah Eaton, vice president of sales for 
Chantelle, believes that in comparison to other 
retailers that carry her brand, Bloomingdale’s 

continues to have a strong financial perfor-
mance that’s 
a c h i e v e d 
t h r o u g h 
store brand-
ing, success-
ful develop-
ments and 
execution of 

product. 

“Bloomingdales is an upscale department 
store in America that is nationwide with a 
team of people who have dedicated them-
selves to excellence and innovation,” said 
Eaton. “Bloomingdale’s [offers] an enjoy-
able in-store experience and we are pleased 
with the partnership we 
have built with the intimate 
apparel team, and feel very 
supported at point-of-sale 
in our store locations."

Bloomie’s lingerie depart-
ment at its 59th Street store in 
New York City got a major face-
lift in 2006. Drawing inspiration 
from the glamour of the 1930’s, 
the 12,522-square-foot lingerie 

department dis-
played custom-designed carpets 
and increased the number of fit-
ting rooms, hoping to be more 
decorative and high-end than any 
other store. 

Guido Campello, vice president 
of branding and innovation for 
Cosabel la , descr ibes 
Bloomingdale’s intimates depart-
ment as a beautiful shop where 

you can find everything you need.
“They really did a great job redesigning the 

department, and since then, it’s now one of the 
better departments in New York,” said Campello. 

“From basics to fashions, you can find every-
thing you need 
for whomever.”

In May, 
Cosabella gave 
Bloomingdale’s 
exclusive rights 
to help it 
launch its Sex 
and the City 
line at an event 
that allowed 
Cosabella to 

bring “fashion flavor to the floor,” said Campello. 
“They have a great marketing team and they did 
a great job with the presentation.”

Cosabella has maintained its presence in 
Bloomingdale’s for about eight years, and 
reports its lines always do very well in the 

store. 
Bob Vitale, executive 

vice president of sales and 
marketing for Wacoal 
America, says  Bloomie’s 
has been one of the com-
pany’s largest accounts for 
several years because the 
store has always shared the 
“philosophy of delivering 
the highest quality prod-
ucts with superior service 

to consumers,” he explained. 
This fall Bloomie’s will carry Wacoal’s newest 

styles, such as the Absolute Elegance contour, the 
Double Drama full-figure wire, Sleek and Subtle 
minimizers and the Custom Contour underwire, in 
prominent positions in the store, including right off 
a main aisle and near the fitting rooms and regis-
ters.

As of June 3, Bloomingdale’s operates 40 stores 
in New York, New Jersey, Massachusetts, 
Pennsylvania, Maryland, Virginia, Illinois, 
Minnesota, Georgia, Florida, Nevada and 
California. For more information, call 1-866-593-
2540. 
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