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INTERFILIERE SHANGHAI 2019
2019 8 EFR L S I 15 RIS HHRE

3 5 04 new exhibitors

04 of exhibitors
MEEB S 3

with sustainable solutions
MR oI HI RO/ 35 5087
RAZE (Fm&RIEIF)

1 O exhibitors 1 countries &
5 EX = 5 regions represented
PMEREHX

This edition collaborates with a selection of suppliers and brands presenting
a full collection of offerings for Summer 2021.
AERZS—RBRINEEEBRENE e EE S - NE
F202 R EABT IR MRS -

v

THE HAPPENINGS EBehkEsm

TREND FORUM & PROTOTYPE
FASHION SHOWS

Embarking a Sensual Journey with Concepts Paris, in
quest of inspirations from 6 global destinations (Africa,
Paris, California, Mediterranean, Britain and Nordic).
The Forum uncovers a full collection of Spring/Summer
2021 demonstrated with the latest products and the
hottest shopping from global travelling; highlighted by
prototypes fashion

shows.

THE GREEN VILLAGE

In response to the environmental and ethical issues
in the industry, Eurovet presents the Green Village in
order to publicize the importance of being “Green”, and
to showcase “Green”, sustainable solutions existing in
the market and proposed by the exhibitors.

INTERFEEL ’AWARDS

Interfeel’ Awards recognize the excellence and innovation
of the material and manufacturing specialists presenting
at Interfiliere Shanghai, judged by international experts
from the bodyfashion industry.

YOUNG LABEL AWARDS

Following its successful debut in Shanghai in 2018, the
Young Label Awards is encouraging the up-and-coming
young designer labels from Asia Pacific, to dream bigger
and to be fearless in telling their visions and stories
beyond their horizon.

THE ESSENCE
Curated by Eurovet and their experts, THE ESSENCE

offers an opportunity for Chinese brands to speak their
own languages and unique stories.

RITEBICIZERRIT M SH RN ES

APEmA BB 227050 ~ RS - BRI RERIED
YRR RBRHEASTD P OEBMRTL -

20218 =Fm17iEa% - BCONCEPTS PARISHT S -

NRFERNASHRSMVATVPEARTELINS
= APERRREFEIE NS SHRARR
B SR REALRF W AH AN -

Fe/\E

NTMETWHEANEBOBR KD 445
(Eurovet) UIFZ2m "ZEB/NE" - DIEZH
ROFSERENEZY  Brmp tHFEENER
EEREN "&8" UJREAERASE -

[ B 5 5 B i R SR R AR

Fofm " EIRILES N5 RERAR , gzt
( INTERFEEL"  AWARDS ) T2019F9H26H%¢
73 RBUARANT ~ K& sR1T W E KA
SR EPREMR - RENAK ~ kax RIRINZ IR
DN BERNE RS RENSHEE R -
NEBEUFIENSREEMARIFNTELTW
RARKFamES -

MEmEAR

2018 F M E MR AKRE LBRINERZBHELZ
o - SERSHMKE I Kt XAV 5 ESL AR T
LR UM An kR - RECMBARIER - TArRIEH
PR E RS -

THE ESSENCE

R D 445 R EZRABREIMNThe  Essence’Enh
NPEATRERE T UBEFEBS HIIRS
WENLTHE -
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THE CONQUERORS
(REPANEEAREES

Young Label Awards Finalists
W oo B K A B mh&

#youngdesignerlabel #asiapacific
#lingerie #swim #activewear

— 'They are the visionaries, questing for the greatest dream;
— They are the believers, be still, be true to the spirit;

— 'They are the adventurers, be fearless to embrace a richer
and newer experience to the utmost;

— 'They are the conquerors, creating a unique magnificent
universe of their own...

Who else they could be? What are their stories to tell?

#MEmhE #U AKX #NAX #ikx #KIRIEDN

— HNEPER, MnE&ERELF AR
— 1&TI]E1+TED% AR, KASFE ;

— 2 ERZ, %L—%TE, FHRPEAL ;

— MNEEARE, BEER—E _RERE..

A==, NIFRE RIS
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&
YOUNG LABEL AWARDS

SWIM x LINGERIE x SPORT ——
SHANGHAI

ollowing its successful debut in Shanghai in 2018,

the Young Label Awards is encouraging the up-and-

coming young designer labels from Asia Pacific, to

dream bigger and to be fearless in telling their visions
and stories beyond their horizon.

#2018 Young Label AwardsfE L8R INERZ=4E 2
5 SEREEEKE T KX ERELANFRR
M@ - SRLINE AR - TSP AR M fth ]
RMEY K ESS
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YOUNG LABEL AWARDS FINALISTS - LINGERIE
M= m AR A B — 1K

CHUT! INTIMATES

COUNTRY: Japan

YEAR OF CREATION: 2014

DESIGNER: Yukari Saito

BRAND’S UNIVERSE:

SENSUAL / TRENDY / HEALTHY / INNOVATIVE /
EFFORTLESS

CHUT! INTIMATES suggests valuable products
and great experiences for their customers not
only beautiful design but also high quality, good
fitting for body making and nice prices. Japanese
meticulous feelings and techniques (patents) are
very strong points of their lingeries.

Ex: HE

I EH: 2014

M Yukari Saito

mhEE: Rk B9, RER; IR Mk

Chut! IntimatesB9iittYmYukari SaitoZ £ Wacoal
ATriumphfEiR - EHARNIKRTIW RR TBA155F
HWEWAER - EEMNEE - HEFRAXN AR
BOPE - Yukarid@ ol Y — T RO R AS I £ 77 A TN 18
= HRUMmERIOER T =3I MER
~f o WiAY “Dress Easy Bra” ANIBLLIEENSHS
BRI HIBOEM LR R RIS EIRE 7 —
MNBIEWERR T E -

FREELASS

COUNTRY: China

YEAR OF CREATION: 2016

DESIGNER: Makin

BRAND’S UNIVERSE:

REAL / CONFIDENT / SELF-RESPECT / HEALTHY / PETIT

Freelass focuses on and provided solutions to young
women with small cup size from AA, A to B. With
push-up function, all the collections by Freelass
feature lightness, softness and comfort, presenting
the natural silhouette of women. The brand has
created a full range of collections from chic fashion,
holiday-wear, loungewear and resort-wear, to satisfy
all our life scenarios, redefine the “function” of
underwear, and change the relationship between
underwear and women.

Ex: +E

BT E: 2016

EEIRIM: Makin

migEE: 23 BE, BE, @, /M

FHADLERT Fi/ )\ ME M - EZEHWAA/A/
BAMAY/\Hg B E - NELIRENKEER TSR
FHMDLHANIRTE AT RILINEE - FIARKEZE
B2 g - SUXMRERNLST - Zn
IS THEZFE  TH - BR  EREZRS M0
FHERNFKNFBENEEDR - EMEENAK
B "ThEE" - HEARSXAZENRZ -

I/ Chut! Intimates 2/ Freelass
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KAT THE LABEL

COUNTRY: Australia

YEAR OF CREATION: 2015

DESIGNER: Kate Nixon

BRAND'’S UNIVERSE:

SOPHISTICATED / ONE OF A KIND / LUXE / DETAIL /
FEMININE

The concept behind KAT THE LABEL was that
beautiful lingerie can be worn every day, and doesn’t
need an alterior motive. The brand was originally
created because of the founder — Kate Nixon’s love
of lingerie, but the brand grew because of demand.

Ex: BAFITE

eI EH: 2015

BHEIR TN Kate Nixon

mhEEE: I M—X T B AT, R

KAT THE LABELEERIB 28R IUFE RS
WA - MEAFZRN - ZnBEYZEHT
Blta A - Kate Nixon 3 ARRGRVEMBIZRY - B
R AR M IE K -

LIVARYMIO

COUNTRY: China

YEAR OF CREATION: 2018

DESIGNER: Siren

BRAND’S UNIVERSE:

BE TRUE / BE SEXY / BE INDEPENDENT

LIVARYMIO breaks the tradition with the
international advanced customized design concept,
reconstructs the underwear design and the scenes,
and designs the sexy bodysuits for young Asian
women. The aesthetic expression of loyalty to the
body and mind truly blends comfort and sensuality.

EX: E

Ui EH: 2018
BHFEIRIT: Siren

migiEsE: 5L - MR BiA

LIVARY  MIOEHTIR R I FeAEESMODE TR
HIMMICHE HUANGBUIZ - &3+ ZF T %
DUOE - MBI +IOM L AL E IR - 1SRN AE
MAERIFHTE - BAANRRIENERESIEA
E - AREFBEESENFEERE  HES—
UL ENETHEFK - LESUERNLENE -
eI REE=MEN -
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MAIMIA

COUNTRY: Japan

YEAR OF CREATION: 2018
DESIGNER: Mai Kannari
BRAND'’S UNIVERSE:

LET THE ROMANCE BEGIN

“The dressed you and the nude you. What about the
you in between?”

MAIMIA’s lingerie gives inspirations to your
private life, delivering the refreshing mood of each
collection and suggesting modern ways of dressing
under the dress. With the elaborated design, the
silhouette for everyday wardrobe, carefully selected
material, and the airy fitting for day to night, the
brand is the ultimate answer for women with style
who seeks to explore her life in private.

EES=PN

BT £: 2018

BRFIRUD: a5

mgiEE FEREAL

MaimiafI AT A B R A LR IR AR REL - HHEE
R AIIATRBAIEE - §RERER - FH
ARRAVEAW 22 - 65C / 30C - MaifR¥EHEEA
BRI - WRLE - BR'ESHNAK - tER
ERZR - MEMNEHARK -

NAITANGPAI

COUNTRY: China

YEAR OF CREATION: 2016

DESIGNER: Jay & Chris

BRAND'S UNIVERSE:

LIGHTWEIGHT / SMALL / SUPPORTIVE / SCIENTIFIC /
HEALTHY

NAITANGPAI, designed for Chinese busty
women, has developed 63 types of large bra cups
and offers 47 sizes in C to K cups. They have created
a more accurate 7-size data size measurement and
one-on-one consultancy services targeting breast-
type problem solutions, making life cozier, more
comfortable, and healthier.

ER: PE

BITIEH: 2016

B ERIHD: Jay & Chris

mERFE: BI5; gV S R R

PHEIRNAITANGPAI - AP EMERFH LT &
B BIR 7e3MAMERME - RHCEIKMNE
ZATPRAS - FTel 7 BEAER 7R RSN E A
AN LA 2L o) R R R 75 22 0 B AR — X — D) =0 AR
% UBZWBFALMNEET[EEN - B
= ERE -

I/ Kat the Label 2/ Livarymio 3/ Maimia 4/ Naitengpai
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NUDE

REGION: China Taiwan Area

YEAR OF CREATION: 2013

DESIGNER: Crystal Chang

BRAND’S UNIVERSE:

SIMPLE / ELEGANT / CLASSIC / COMFORT / IMPLICIT

“NUDE” Wardrobe Essentials— An
underwear for every woman who is elegant,
confident and has a unique style. Every piece of
underwear is an irreplaceable essential style, and
it is also an indispensable close-fitting dress in the
wardrobe.

—Iconic

X PEEE#X

Bl FH: 2013

BRI Crystal Chang

MBS WA - AR - REEK . BEN - AR

"NUDE" - #RiEMRfkiBEm - @581
it - BEEHBEERSNBMMNABRIERAKX -
BHARBEATERANMLERT - UETWEA
OJ SRRV R B ERAE

THE BLENDER

COUNTRY: China

YEAR OF CREATION: 2018

DESIGNER: Jie Gao

BRAND'S UNIVERSE:

REAL / CONFIDENT / SELF-RESPECT / HEALTHY / PETIT

THE BLENDER, a lingerie brand for the modern
intelligent woman, was born out of a love for color,
architecture and art, that celebrates the natural form
of women’s body. Adopting the finest customized
fabric that features a delicate second-skin effect.
Awaken the desire, embrace the realness.

EXR: hE

BUIIER: 2018

BEFEIRIM : Jie Gao

MAgTE: A - MK FRHEN . BEN - AYMKN

THE BLENDER, “A Piece of Desire! —M&ARH
E#—ANELHRITNBS Y M - BETX
B¥Y - 25 - ZANRG - I ZERERER
BSL7 % - Aok EH BRI ERNSE _EK
RAVEFIERL - TEME - WHESWED -
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YALANKA NEWLIFE

COUNTRY: China

YEAR OF CREATION: 2018

DESIGNER: Jenny Miao

BRAND'S UNIVERSE:

CHIC / LOVABLE / FREEDOM / NATURE / ECO-FRIENDLY

In the sense of restraint of traditional underwear
and the complete release of European and American
underwear, YALANKA finds a balanced aesthetic
and practical comfortable underwear suitable for
a new generation of young Chinese consumers,
seeking a delicate and exquisite beauty in addition
to creating health and comfort.

Ex: hE

B 17 2018

BFEIZIH: Jenny Miao

mARER: AIB T A; BE; B HMR

H=FREERANRPORERMMERNIKNTTEHFEW
THRAESTEN— N EREBEESN T EER
TE%E@?%E@WK OISR B ELINT KR T
TEEHIER -

YOU BRAS

REGION: China Hong Kong
YEAR OF CREATION: 2010
DESIGNER: Irene Cheung
BRAND'S UNIVERSE:

IN SEARCH OF PERFECTION

Honorary lecturer, Hong Kong’s famous diamond-
level “chest cup mold design and molding” —
IRENE, together with her band of disciples, has
developed the large-size underwear and the 3D bust
design and cup model prototype data that IRENE
has studied for many years. The precise skills,
systematically fine scoring and crafting techniques
for making patterns, YOU BRAS shows women’s
true and bright, true and sexy, from vision, to feel,
from appearance to heart, from heart to heart, from
beauty To the comfort of the bust is no longer A,
B, C, D... According to the map, it is the match
between the heart and the soul, the inspiration and
the soul, the most “private” fashion that belongs to
you.

X hEEE

B 17 2010

BERIHM : Irene Cheung
mREE R BK T

HPEEFBZRMAN" MEMERRIT AR R
E U0 — IRENE, Bx Bt A —J11S 1 2B+ P el 32 A9 am
h%, FIRENEZ F BRI ARBINAI B R3DM Bl
T RMRREVEEGRIENIBIARZ - FFRALIEE
O MBIEMEER ALY ETS, YOU BRASEI L
BERAVSEAT - ESLAOMEL - B - 2URCEE ~ FRSh
= AL~ BOA - BIORE - BE - BIEFE.
MESABZA B C D.ZERE  ELFS
LRWILE - ERESRBUIVIE - 2RETEC
Wi "RE, B -

I/ Nude 2/The Blender 3/Yalanka Newlife 4/You Bras
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YOUNG LABEL AWARDS FINALISTS - SWIMWEAR
M m AR AE mhE - ex

ILLUSION GAME

COUNTRY: China

YEAR OF CREATION: 2017

DESIGNER: Luting Shao

BRAND'S UNIVERSE:

MODERN / INDEPENDENT / DELICATE / GRAPHIC LOGIC / EASY TO
MATCH VACATION OUTFITS

ILLUSION GAME was founded in 2017 in Shanghai, China,
the product incorporates an understanding of geometric
aesthetics, creatinga modern resortstyle through the destruction
of “fabrics and lines”; as a cross-season resort category, they
erase the season The concept replaces the “quarter series” with
“story number”, giving the product vitality that is not affected
by the epidemic.

ER: PE

Bl F 14 2017

BRI AR

e U, Mz, A, B 2E, HTHRERIER

ILLUSIONGAME T 2017FpuTHEEE - Rt AN/
MEFWNIERE - BIN "EHRSLER WRABESLS  HK
MR ERNE ; FABFTHEREA mAE - 3l
KEFDHE - "MERS’ KB "FERI - WF
FERARRTEMMAED S - FIERKEVEENERESE
AR REERNERIKKSIMKEIMAT - FFXKELE A
ERERESHEIHN B  BEGRF - WEsBHRMKI
ZF - ODIFEERK  IUFEMAM - JUFEES B2
oLl AR -
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YOUNG LABEL AWARDS FINALISTS - ACTIVEWEAR
M= AR AE b — IKINZZ AR

BLACK MANGO

COUNTRY: Korea

YEAR OF CREATION: 2019

DESIGNER: Jin Xin

BRAND’S UNIVERSE:

PROFESSIONAL / ACTIVEWEAR / SILHOUETTE SHAPE /
DYNAMICALLY / COMFORTABLE

BLACK MANGO is a company that designs,
manufactures and sells medical beauty products for
women that feature the combination of beauty with
medical technology. Based on continuous research
on the beauty of women, We are introducing
various products to the market and striving for
higher quality and design. We will become a leading
company in the global beauty industry by presenting
a new paradigm of the beauty of women.

EZx: #%E

Bl F 4 2019

BFERIID : JIN XIN

migE: T, B BER, 7 &5

BLACK MANGOZ—ZXAX MLt - fliEMEE

EFEarmiAT - ZrmEs s T ERMET R

R AP EMNEM L - FAIEHHHE

LEMm - PINESHMEIRI - (PR

%Eiﬁ'ﬁtZ%E@%ﬁ%@H C R EIREBITUWRIGR
=y -

BOKETTO

COUNTRY: Japan

YEAR OF CREATION: 2019

DESIGNER: Yuko Yamamoto

BRAND’S UNIVERSE:

COMFORT / EFFORTLESS / FINE MATERIALS / TIMELESS
/ LOVE

“BOKETTO?” is an onomatopoeic word in Japanese
that literally means “to do nothing”. It most often
refers to the act of gazing vacantly, lost in your own
thoughts. T'll take a rest, and just stare out into the
view, thinking about anything and everything. This
is a breathtakingly comfortable room / lounge wear
brand rooted in such as “Boketto” moments or
emotion. We only use consciously selected the finest
materials, collaborate with skilled Japanese artisan,
and share “Boketto” in your life.

ESESE=FiN

BT EH: 2019

HERM: ARG F

RhEE: £F 18Ry, BARR B KL KIER,Z

"BOKETTO" Z2HEFWIERD  FEHREZ "
FLEAH - CEEENEEMRBCHNEED
KEZW - KEKWTH - FEKE—T - RE2%
UNE  BEEOERE  X2— NS ARNHPE
EWEE/RNRME - RETIEW "Boketto”
NZIBERK - HMNREABRIRMEFERETM
ﬁ . '%fi(&é?E’JEIZIKIE’E.‘VE CHERNEED D
= "Boketto”

I/ lllusion Game 2/ Black Mango 3/ Boketto
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YALANKA New life
M =-YALANKA New life

CO - FOUNDER & DESIGNER / B S 6l#a A KB E1%11)f: Jenny Miao

Tell us about yourself

YALANKA New life was founded in the summer of 2018.
The designer, also the co-founder and the former design
manager of RUBII and ORDIFEN under Ordifen, has
been engaged in lingerie design for over ten years, with
rich experience being accumulated in the design and
development of lingerie products. At the current time
when the new female consumer awareness is awakened,
the designer him/herself develops a new perspective and
concept for lingerie as well as a unique aesthetic taste.
This coincides with the pursuit of YALANKA for a new
lifestyle, and therefore, YALANKA New life was born.

How did you find your passion in
bodyfashion (lingerie/swimwear/
activewear)?

The excessive functionalization and complexity of
underwear in Chinese market casts constraints on
the body. The lingerie products made from raw
chemical materials of varying quality cause harm to the
environment and bring hazards to customers’ health.

To solve this, we want to create a new lingerie concept for
customers by bringing them with comfortable, simple
and decent products. By selecting high-quality, natural
and eco-friendly materials, we take care of customers’
health while protect our beautiful earth, being kind to
ourselves as well as the earth.

How did you come up with your designs?
Where are the inspirations?

The design of YALANKA New life is inspired by young
females, including their perspectives of everyday life,
perception of heart and inner needs. YALANKA New
life hopes that every piece of lingerie will help enrich
the daily life of young women and solve their problems.

Who is your brand designed for?

Being wise and confident, modern women have an
independent spiritual world, a fashion style of their
own, and a steadfast consciousness of self-appreciation

and self-enjoyment, paying attention to health, comfort
and life quality.

What were the challenges of establishing
your own brand? How did you overcome
them?

1. It’s hard to delivery product quality to customers
under the e-commerce sales mode. Besides, problems like
various product qualities, mismatch between promotion
and real products are quite prevalent on e-commerce
platforms. It’s not easy to present the products made
from high-quality materials with exquisite craftsmanship
to customers in a direct way through e-commerce
Solutions: Search for off-line cooperation opportunities
to directly delivery product information to customers
in a face-to-face way. Cooperate with off-line brand
integration stores, open pop-up stores and experience
stores, etc.

2. We are facing huge challenges in determining brand
positioning, style and product differentiation for new
brands and it’s hard to make brand positioning clear in
a short time.

Solutions: Collect helpful advice, constantly verify
market needs and adjust focus.

What do you expect by participating in the
Young Label Awards?

1. To review our working results in the early stage and
gain improvement from the perspective of professionals
and customers.

2. Delivery the information of our brand to global
customers through professional institutions in the
industry.
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1/ Yalanka New Life

BNE—TEAS

YALANKA New lifemi1T2018FEX - fFAKS
BB ARRIDTERKITWNAEARRIEEW+Z
F - ERGEZS TR B AETRUBIFIORDIFENF A fhé
MR EE - FRAXRTmORITTARE 7 FERN
A% - EMXMERRRTEENS T - RIBBDA
NAKEBEZMNINBENER  BNTAEEREN
B35 - XAYALANKAXS #2EE 75 TURVESK AR T
& - YALANKA New lifeEBHILIFEREA -

B EENE (AR/IXKR/BHR ) BRERE B
B2

PEARTH RN ENEL  EXENGH®E
EE-ENREA | MASEATFTRELRIBIERA
NI mAMEAHIEER—ENES - Tk
WREETR—ENRE.....

XL - HOBABBREEMWAREEER - &
BHEBEFRNTEEHANAKRRENRNK™m ; &
EESmANRKARRME - HRHREEREDP
WENXERFRNEMNUMIK - EFECEHH
BK

BRI REREWE ?

YALANKA New lifef9i2 I RELRE TERLZMHHE
EENNA - OROBREMALHER - FEE—
HRREBEENF RN E B LEBIBEEM -

ERYmAE RN/ — B RH TR B IR ?

MHEBENIALYE - BRUNBHER - NEN
BAEMEEC  ARENBHFENHCREIR -
AEESMRBETEME SRR -

ERIUmEZH) - SBET MLER M ? B2
a2 ARAY ?

1 EBEERN ™ RmARM R LHTEE - 8
BEanRmRsEAT  ERMNTRmRAL
IR E - smANEMESHEEN T ZHE
HEHRNREEBEANEET R PEEBRMDL
=R S Do

ERAN  SKEA TSI - BEMEWHFDEZE
FENEEETRER - S& NmEERESE
Fe NRINIE RIETIES ...
2HTBBESKBBEN - RBNBNRERE
EHFEBRARWBE - ¥ERENREEEMIE
R EAL -

ERAN  WEBREZWEI - HEAKHNRIEH
MHFHEIRRERE -

S5XEMEMBARNRS, SATLAHE?

INBWADERENAE - £RRHH TR - 3%k
/iR -

2BITWLEWAHA - EHMNRBNERERLEE
IKEZHRE -
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FREELASS
FHH DL

FOUNDER / l#5 A: Meiling Wu - 3E5%

Tell us about yourself

I'm Meiling WU, the founder of Freelass. Before
joining the lingerie industry, I was a practitioner in
e-commence, which is also the major I studied back in
college. When launching my own brand, I chose the
Taobao platform, whose entry threshold is the lowest.
But I've never defined Freelass as a Taobao brand, only
taking this platform as a medium to bring products to
users, nothing more.

How did you find your passion in
bodyfashion (lingerie/swimwear/
activewear)?

Instead of placing too much emphasis on fashion, I
prefer to see lingerie as a way to express women’s inner
feelings. When starting my underwear business, I had
one simple purpose in my mind: to offer comfortable
and fashionable lingerie collections. Girls with small
breasts don’t have to wear heavy padding. Most of the
time, it’s not because you mind having small breasts, but
because the market doesn’t offer more choices. It seems
that having small breasts is a bad thing, that you need
to cover it up with underwear. It felt like a whole new
world had opened up before me when I first put on this
single-layer lace lingerie, and at that moment, I realized
that underwear is not a burden.

How did you come up with your designs?
Where are the inspirations?

My products tend towards the French style, because
I admire the delicacy and elegance of French women,
regardless of age and body shape, and comfort and
elegance is the essence of Freelass. In fact, we have
different design themes for each edition, with each
theme coming from various inspirational sources.

Who is your brand designed for?

Freelass is a lingerie brand specially designed for girls with
small breasts. We chose our target group, not because of
any preferences, but because we think that focusing on

this will help us do a better job in a given segment. It’s
easier for us to meet the needs of customers and designs
without giving too much consideration to functional
requirements such as support, so we can design in a freer
way, choose from various fabric materials while facing
less restrictions on style. That’s why we decided to give
up the mass market.

What were the challenges of establishing
your own brand? How did you overcome
them?

Maybe it’s hard for those not involved in the lingerie
industry to imagine the complexity of the supply chain
for underwear. Actually, a product that looks like it’s
been sewn together from several pieces of cloth has to
go through dozens of different processes. Even those
involved in the apparel industry may find it hard to
believe that the production period of underwear lasts
at least three or four months. The biggest problem in
the early stage was to synchronize production output
and duration. Factories have long been accustomed to
the early distribution mode, that is, the same-styled
underwear will be sold for several years and to everyone,
bearing different brand labels without design issues. If
the market response for a certain design is good, you
have to wait a few months before increasing orders. The
good thing is that factories which have established a long
and stable relationship with us are gradually willing to
accept the changes in the current market, and we are
working together to solve the problems we face.

What do you expect by participating in the
Young Label Awards?

I hope that more girls will have the chance to experience
different types of lingerie. Like clothes, people find their
own style and preferences. Similarly, I hope that Freelass
will have the chance to circulate more widely, and girls
who like the style offered by Freelass will have more
opportunities to meet us.
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I/ Freelass

BENA—TEEC
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NAITANGPAI
AL P

FOUNDER / 8l#4 A: Michael - XH

Tell us about yourself

I'm Michael, the founder of Naitangpai, a lingerie
brand for big boobs. Most people wonder how did I get
involved in lingerie industry for big cup bras. Actually, it
was quite a coincidence. I used to hear my female friends
complaining the challenge of finding the suitable bra
for big boobs. At that time, I thought the same as most
guys did: it couldn’t be such a challenging issue. What a
great thing it is to have big boobs, and the problem they
were faced with maybe not common. But I changed my
mind 5 years ago when my wife couldn’t find suitable
bras for her inflated boobs due to pregnancy. Finally,
she, like many other big-breasted girls, had to choose
the bra with a larger band size and a smaller cup size,
pressing boobs like a corset. Her body and my heart were
tortured everyday. My wife asked me: “Aren’t you doing
underwear for pregnant women? Why can’t you find the
right one for me?” I felt helpless.

It was at that moment that [ started to make serious
research on people with big boobs. Then I surprisingly
found out that the proportion of big boob population in
China has reached 20%! The number is the sum of the
female population in Britain and France. So I began to
wonder what can I do with such a huge group of people
who can’t have suitable bras.

After several times of communication, 2 of the
community representatives, namely Pupu and Susu
decided to join me. Now, the two are our co-partners
responsible for R&D and marketing respectively.
Besides, we were also lucky enough to immediately
gain support from Ms Claire XIAO, the founder of the
Design Department of the two brands of Embryform
and Maniform, as well as Ms LONG Jun, who has
17 years of supply chain experience, and finally have
them join us to tackle R&D, supply chain and other
challenges. So that's why Naitangpai exists now as a
newly started brand.

How did you find your passion in
bodyfashion (lingerie/swimwear/
activewear)?

We hope that girls with big boobs can find the right bras
as easy as girls with common sizes.

Besides, we believe that confidence makes people
beautiful. Many big-breasted girls have inferiority from
childhood, and even have to hunch their back to cover
up their physical characteristics, making minimizer the
biggest needs for groups with big boobs in China.But
everyone is born different. How could you be a confident

person if you can’t accept your body? We hope to make a
difference so that big-breasted gitls can keep their body
upright and show the best of them in a confident way.

How did you come up with your designs?
Where are the inspirations?

Inspiration 1: Baymax, the healing guardian (also the
nickname of Michael)

I wish Naitangpai will become the guardian for “big-
breasted gitls” to protect them anytime and anywhere.
To this end, we design our products according to specific
life scenarios of these girls, providing strapless, sleep,
seamless, super-thin, wire-less, bralette, sports, and
swimsuit bras with up to 63 cup shapes ranging from
C-K in 49 sizes, endowing every big-breasted girl the
power to take care of each situation calmly at all times
in their lives.

Inspiration 2: Less is more

My R&D partner Pupu has a background in architectural
design and has studied and tested most of the world’s
brands for big bras. Based on her international vision
and understanding of structural mechanics, the big bra
in Naitangpai doesnt adopt the clumsy design of the
tight wrapping and multiple hooks & eyes popular in
the Chinese market, but pursues less coverage and a
smarter stress structure to achieve the support, stability
and comfort required by big boobs. We hope to offer
them lighter and prettier big cup bras rather than
those in mom’s style while satisfying their functional
requirement at the same time

Who is your brand designed for?

Young Chinese females who embrace big boobs and
pursue beautiful life.

In China, most people will equate “big boobs” with “fat
body”. Traditional big cup bras take plump middle-aged
mature females as their target consumers, the color and
style of which don't fit young girls. Therefore, young
females with big boobs, especially those who have a
smaller band size but a larger cup size, are often ignored.
So Naitangpai is dedicated to this group of people. The
band size of bras in Naitangpai ranges from 65 to 90,
more suitable for the physical features and aesthetic
preferences of young Chinese women. Among the
consumers of Naitangpai, the proportion of women

aged 18 to 32 is as high as 80%.
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What were the challenges of establishing
your own brand? How did you overcome
them?
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Challenge 1 Prototypes R&S

A suitable big bra cup in current Chinese market
is extremely scarce, so we have to make the R&D by
ourselves. Luckily, our R&D partner ZHANG Chengpu
enjoys doing this. Apart from the technical support from
Ms XIAO Nan (Claire), she, at the early stage of the
brand, also attracted more than 3,000 lingerie fans via
community to participate in the test feedback during the
R&D process.Te ensure the comfort and stable support
of each product type, Naitangpai will conduct more
than 100 person-times tests and more than 20 rounds
of optimization before the launch of each cup shape,
winning us positive feedback from users.

Challenge 2 Supply Chain

Although we solved problems in R&D at the early stage,
we couldn’t start mass production. Due to small quantity,
tons of sku, high process and quality requirement, high-
end fabric providers are not interested in us and no
manufacturing factory is willing to cooperate with us.
We invited industry experts from the supply chain. By
cooperating with them, we solved the problem of quick
response production for small batch and high quality
and achievea a production support for a minimum order
quantity of 1000 pieces for 49 skus in single style and
color.

Challenge 3 Decentralized Customer Groups

Females with a D cup or above only covers 20% of mature
women in China while young females are only 20% of
the above proportion, which mean that our customer
base only accounts for 4% of Chinese females, less than
2% of all population. This makes it extremely hard for us
to win customers and operate off-line business.

We appreciate this era for the advanced mobile internet
and transportation network it offers, which enables
us to win customers in a low-cost way through online
community and users word-of-mouth publicity, allows
us to easily travel between major cities, and makes it
possible for us to provide users with one-on-one offline
consulting services by online centralized reservation in
the case of a small customer base.

Challenge 4 Cognitive Difference

In the past, there were very few bras in D cup or above,
less in E and hardly in E Especially in under-developed
areas, D cup bras even couldn’t be found.

To this end, my team and I have created a lot of articles,
comics, audios, videos to interpret breast shape and
lingerie, and even innovated a bra size self-test tool to
help more people understand the differences between
breast shape, bra size and wearing methods.We are still
working hard to popularize breast-related knowledge,
and we have also driven a lot of We Media to spread
these contents. At present, choosing bra based on
breast shape, 7 data size measurement methods and the
scientific wearing of underwear mentioned by China’s
domestic We Media and many brands often draw on the
original contents created by Naitangpai.

What do you expect by participating in the
Young Label Awards?

To make great bras for big-breasted Chinese girls, we
still get a long way to go. Right now, the work done
by Naitangpai is still not enough. By competing in this
contest, we hope that more international professional
organizations and manufacturers would pay attention to
the needs of this group for lingerie, and provide them
with better products so that they can enjoy the comfort
and convenience of the right underwear just like the
females in other groups.

I/ Naitangpai
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KAT THE LABEL

FOUNDER & DESIGNER / 5Fi%it)fi: Kate Nixon

Tell us about yourself

My name is Kate, I studied fashion design & technology at
RMIT in Melbourne, Australia. I'm 28 years old and I live in
Melbourne with my partner. I started Kat the Label back in 2015
when I was 24 living in the coastal town of Byron Bay Australia,
and working fulltime for a menswear label as well. I grew up
living all over the world, when I was 16 my family and I moved
to China Taiwan Area, where I attended an American school
for 2 years. During this time we travelled all over Asia, which I
think is a big reason how and why I started manufacturing Kat
the Label overseas. I love travelling over there and meeting my
suppliers in person, it’s so important for growing the business
relationships, but I also adore the food, the experience. Other
countries I lived in were Papua New Guinea, New Zealand,
Malaysia & Australia — so you could say I definitely have more
of a global view and approach to my business and designs.

How did you find your passion in bodyfashion
(lingerie/swimwear/activewear)?

I first worked with lingerie when I was at university. We dove
deep into the roots and history of lingerie and how it has
progressed over the years, which is where I really found my niche
looking at 1920’s style lace bralettes and unlined unpadded bras.
This was the starting point to Kat the Label, because I would
play around at home on my sewing machine using vintage laces
I inherited from my grandma to come up with simple triangle
bras. My passion was always in the beauty of the fabrics I could
explore with, while keeping simple silhouettes. As the business
has grown my product offering has too, but this is where my
passion first began. I noticed growing up that the ‘norm’ for
traditional lingerie was oversexualized with padded cups and
busty cleavage. I saw a gap in the market for beautiful, unique
pieces that weren’t for promoting to men but about self love
and acceptance with the body you already have and so became
passionate about providing other women like me such a product.

How did you come up with your designs? Where
are the inspirations?

My designs always start with a fabric. I travel to China twice
a year to visit the fabric market and select unique fabrics that
aren’t traditionally used in lingerie. I like to keep my designs
different, so I always start with the fabric and go from there. A
lot of inspiration for me comes from vintage styles, particularly
1920’s with a large focus on vintage trims and unlined unpadded
triangle style bralettes. This is a common theme across a lot of
my designs.

Who is your brand designed for?

Kat the Label is designed for young professional women, who
want to feel empowered and comfortable when they’re wearing
lingerie. Its like a little confidence boost under your clothes.
We want women to feel empowered and confident through our
lingerie, she wears it for herself not for anyone else. And if she
wants to wear it for someone else, that’s fine too. Kat the Label
has elements of self love to make women feel great, promoting
loving the skin you're in while adding the perfect lingerie to
compliment that. Generally speaking, my target customer is in
her early 20’s — early 30%, tech savvy, busy women who want
to shop online with ease. I help them do this by a variety of
women throughout social media wearing the brand, detailed
sizing guides and excellent customer service for sizing queries
when they do come through. Majority of my customers are
from Australia, but we see popular sales through China and
Japan. Along with France and the USA.

What were the challenges of establishing your
own brand? How did you overcome them?

My biggest challenge was definitely cash flow. Always having
enough money to put into each range, to make sure it’s amazing,
but juggling inventory at the same time. I've got to a stage now
where I am still self funded and can manage the bigger orders,
and it just took time, patience and commitment during the
slower seasons. You have to get good with managing your funds
and limiting where you can and shouldn’t spend those hard
earned dollars. Managing production has also been a challenge.
Last year I had placed an entire range with the one supplier,
who after 4 months of delaying my order because it was too
small, he ended up delaying that range 6 months when I had no
other stock to sell. It was a really hard time for the business, but
I have overcome this now after heading quickly over to China,
sourcing new factories to help me out. Now I am working with
4 factories at one time so I always have someone available to
produce for me. It’s a lot to juggle but it’s a lot better than being
solely dependent on one factory!

What do you expect by participating in the
Young Label Awards?

Participating in the Young Label Awards was great for me because
it gave me a moment to stop, step back and really reflect on Kat
the Label and how far it’s come since the early days and from
such a young age. I started at the age of 24 from the sewing in
my spare room at home. Being a finalist is so exciting because its
recognition that my hard work is paying off, and I get to share
my work with lots of new people. Paris would be a dream for me
the lingerie capital, so I am hoping out of this experience I can
travel there soon and really immerse myself in those stunning
French lingerie boutiques and get inspired.
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THE BLENDER

FOUNDER & DESIGNER / &[%i%it/fi: Bridget Gao

Tell us about yourself

I studied architecture and have in-depth knowledge and
a strong interest in “structure”. I worked at the brand
market department of a luxury brand after graduation.
In the past 5 years, I served for several international
brands and have formed my unique aesthetic system and
mature market awareness. Besides, for the positioning
and communication of middle- and high-end brands, I
can explain profound theories in simple language.

How did you find your passion in
bodyfashion (lingerie/swimwear/
activewear)?

Bodyfashion is a field that shouldn’t be ignored in our
everyday wear. In addition, I haven’t found a lingerie
brand that suits my aesthetic system, so I decided to
create one by myself.

How did you come up with your designs?
Where are the inspirations?

Due to the influence of my major in architecture, I'm
obsessed with succinct and powerful lines. And visually,
I prefer strong colors, as well as simple and aggressive
designs. Fabric texture is also a significant aspect I'll take
into consideration during designing. For every piece,
we first finish design, then create fabric and constantly
change its ingredient proportion to achieve the result we
want. We can conduct 1-5% precision adjustment. We
want to make our products desirable in an all-round way,
both visually and tactilely, to make customers want her.

Who is your brand designed for?

I want to see Chinese women to jump out of self-
restraint to directly face their “Desire” which it the basic
source for creating all beautiful things in life. We hope to
create a product for Chinese millennial generation that
truly reflects their inner desire, so that they can have the
courage to take a direct look at themselves and bear no

fear of desire. This kind of girls or boys doesn’t belong
to any mono-cultural society but a pluralistic one where
they can express their true self in a more direct way.

What were the challenges of establishing
your own brand? How did you overcome
them?

Our brand founding date known to the public is
September 2018. In fact, we spent a year in product
R&D and brand positioning before that date. We wish
to impress the public both in visual effect and design
when doing the launch. Since our first color-blocking
lingerie is made of super thin fabric and elastic fabric,
the treatment for details requires a large amount of work.
And we've been figuring out better solutions to solve
these problems for product iteration. We really appreciate
the feedback given by our guests about their needs to
help us improve for better products. The difficulties and
challenges encountered in this iterative process were and
will be the driving forces and subjects not only in our
beginning stage, but in our future development. There is
no perfect product in this world, so we need to update
our products and seek new breakthroughs as per the
feedback from the front end of selling.

What do you expect by participating in the
Young Label Awards?

Take a trophy. That’s definitely what I want. We'll talk

about it after I win an award.
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YOU BRAS

FOUNDER & DESIGNER / &/%i2it)fi: Irene Cheung

Tell us about yourself

In 1995, I was invited by more than a dozen lingerie
manufacturers to give guidance on the training of core
technology in bra design, grading and pattern matching
due to my years of experience in lingerie assembly
technology. In 2005, I was also invited by The Hong
Kong Polytechnic University as a lecturer in the course
of Bra Design and Molding, and served as the principal
lecturer of the Sri Lanka Overseas Courses in the same
year. At the same time, I was also the honorary lecturer
for the training organized by Hong Kong Productivity
Council to impart my years of research on large-size
lingerie and precision techniques for the design of 3D
bra and the determination of cup mold prototype data,
as well as the tips for systematic and accurate scoring and
pattern making.

For more than ten years, hundreds of students from
different backgrounds have received my training,
including lingerie technicians, lingerie designers, lingerie
dealers, technicians in lingerie fabrics and clothing,
as well as makers in lingerie craft mold-cup. Over the
years, I have worked tirelessly to make great efforts to
the cultivation, inheritance and development of lingerie
technology, and have made great contributions to the
training of technological innovation, system integration
and precision techniques, laying a solid foundation for
the creation of a new milestone for the transformation of
bra into an era of accurate personalization data.

How did you find your passion in
bodyfashion (lingerie/swimwear/
activewear)?

The underwear of women like wrap, bra, and... even
“corset” has undergone many changes in different
cultural backgrounds, which not only represents the
transformation of females’ pattern of thinking, but also
their call and true desire for freedom and change. Bra
has become a tool to show females’ true selves, sexy
and charm, from visual sense to perception, from outer
appearance to inner feeling, from physical to spiritual,
from beauty to comfort. Bra is no longer just about
searching for a matching size among A, B, C, D, but
the match between the inner voices and the soul, the
inspiration and the spirit.

How did you come up with your designs?
Where are the inspirations?

My idea about bodyfashion suddenly changed when I
studied big-size lingerie for the first time. Lingerie is
actually a part of human body, not just a hemisphere
wrap or cover. It’s the organic touch to skin, the adhesive
fic along the rhythm of breathing, the resonance
corresponding to the pace of heartbeat, and the
comfortable hug surrounding body, thus representing
the most charming and natural beauty of females. Our
products not only portray stunning curves, but make life
more enjoyable!

Who is your brand designed for?

Our brand is dedicated to those who give up choosing
lingerie by simply relaying on the size of A, B, C, D
and the dreamers who are desperate to fine truly suitable
lingerie. By adopting the 3D technology and the
precision techniques for the determination of cup mold
prototype data, we can provide customers in any body
shape with unique size and mold-cup so that they can
experience customized care.

What were the challenges of establishing
your own brand? How did you overcome
them?

The biggest challenge for us at the early stage was to
change the production mode of uniform size and mass
production popular in most providers. It’s quite difficult
for traditional manufacturers to meet and catch up
with our tiny changes for personalized and humanized
production solutions as well as the distinctive designs
which satisfy the actual need of each individual due
to the R&D of new materials. Therefore, we have to
travel around the world to participate in all kinds of
exhibitions, hoping to find the newest and most eco-
friendly materials. Besides, we bravely cooperate with
new providers to create a reciprocal win-win opportunity,
thus solving problems and creating newer fashion trends.

What do you expect by participating in the
Young Label Awards?

Through such competition platform for new brands,
we hope that increasing people will realize that bra is
no longer a tool casting restriction on body but a way
to express the inner beauty of females, encouraging
people to pay more attention to the beauty behind outer
appearance!
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FOUNDER & DESIGNER / §/Fi

ILLUSION GAME

&itJfi: Luting Shao - BPEE

How did you find your passion in
bodyfashion (lingerie/swimwear/
activewear)?

I stepped into this industry by accident. I was an
editor in a fashion magazine. But since I have so
much in common with my talent scout who is a
very demanding person, and I happen to like being
stringent, so I turned to lingerie design. I've been
doing this for 10 years, so naturally I choose to
continue on this road that 'm good at with my own
brand.

The reasons for creating a vocation brand by taking
swimwear as its leading product are on the one hand
the consideration of sku, cost, storage and things like
that, and on the other hand that these clothes make
people feel happy and relax without any pressure.

How did you come up with your
designs? Where are the inspirations?

Myself, lol! Actually, 1 take this brand as a record of
my own growth and the change of its style is totally
based on the change of my own moods and mindset.

Who is your brand designed for?

For those who love beauty and are curious, open-
minded, confident, and true to themselves.

What were the challenges of
establishing your own brand? How did
you overcome them?

I lost my pace after gaining a great success from the
launch of my first collections. I can go with the sales
orientation, or choose scale development or keep a
slow pace in a small scale with quality products. Right
now, I choose to follow my feelings, obey the rhythm
in my heart, changing to catering but not forcing
myself to change.

What do you expect by participating in
the Young Label Awards?

To be the winner of the awards.
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THE AWARDS JURY
KK

Jos BERRY
CEO and Founder of CONCEPTS
PARIS

CONCEPTS PARISEEMITE &
BB A

Nadia HAOUACH

ESMOD Beijing Teaching Director
ESMODIERHF LR

Yoshie KAWAHARA
NREFE

Lingerie Journalist & Editor
(ELLE JAPAN, WWD JAPAN &
SENKEN SHIMBUN)

RNREERERICE

Celia KONG

Senior Designer of CONCEPTS
PARIS

CONCEPTS PARISE 4 )M

Payline SU
TR
Secretary-General and Vice

President of China Fashion
Association

PERERIDTHEEIERE

Cécile VIVIER

Communication & Marketing

Director of EUROVET
EUROVETE R AR A

Daini XU
RER

Founder and CEO of O2BRA
O2BRABIIEARERWITE
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Yoshie KAWAHARA |||R&EFE=E

Lingerie Journalist & Editor (ELLE JAPAN, WWD JAPAN & SENKEN SHIMBUN)

ARE=mERICE

How did you found your passion for the
bodyfashion industry?

There are two sources where my passion is coming from.
First, I see lingerie as the object to help a woman reflect
something she has inside. If she has to wear clothes such
as a uniform which doesn’t fit her preferences/styles due
to her social position or job occupation, she can play with
lingerie. She can choose her lingerie with no restriction
and express herself. Lingerie is not exposed to the public,
so she can choose what she likes and express herself
freely. This is the utmost wonderful aspect which makes
me passionate about body fashion. Second, compared
to other fashion items, body fashion items more strongly
and directly reflect the result of cutting-edge technology
development such as material and sewing. For instance,
the quality of improved materials such as lace directly
and strongly are reflected in the finished design as well as
whole quality of the item. To me, this is a very intriguing
aspect.

Are there any emerging Asian Pacific body
fashion brands in recent years that have
caught your attention or your interest?

Maimia (www.maimia.jp) is a relatively new brand
though, each item bears very unique features. Particularly,
its unique way of using colors is different from other
brands. When you see it, you can instantly recognize the
brand because its already well-established.

Chut! INTIMATES (www.chut-intimates.com) is a
great brand because of its good balance of 3 aspects,
fashionability, the pattern making technology, and
pricing (appropriate and affordable pricing with quality).
The designers have keen eyes on market trend.
LCANGELIQUE  (www.langelique.co.jp) is a brand
taking advantage of the beautiful features of materials
and laces on its lingerie using very detailed and delicate
sewing technique. You can see an amazing combination
of authentic beauty of lingerie and modern taste on each
item.

In your opinion, what are the 2-3 most
important criteria of selection in this
award?

First, uniqueness is one of the utmost important
q p
criteria. It should bear very bold uniqueness. It is
more important to make a “perfect” piece rather than
to make it be differentiated from any other brands. In
fact, too many famous brands exist in the world. If 1
find similaritcy with them, it won't intrigue me at all.
Second, it should be “wearable product.” Body fashion

items are not artwork. It has some value only when
someone wears it. | don’t think it’s worth it if consumers
don't feel like wearing it even if it looks very unique and
beautiful. Both wearability (comfortable and possible to
wear in consumers’ daily lives) and appropriate pricing
should be considered, otherwise it would never be
accepted in the market. Third, it should be well balanced
in terms of the design, materials, and laces. To make
a great body fashion item, texture and softness of the
materials used are very important because it intimately
(directly touches) the skin. Consequently, the focus of
the design of body fashion items should be put on how
the materials and laces could be harmonized with the
design taste of the item.

In response to the new consumer era,
what is your advice for the young brands
who wish to go steps further in their
development, or who are facing challenges?

It is critical for the designers to establish his/her own
world and continue improving it. In addition to that,
they should know the market. Visiting shops and
learning which items sell well, and analyzing why these
sell well are very important parts of a designer’s job. I
think meeting and listening to the manufacturers of
materials and laces or factory workers who are sewing the
body fashion items can be really useful for the designers
to get some direction and knowledge.

What is your vision for the lingerie / body
fashion industry in the next 10 years in
Asia Pacific?

The Asian lingerie market is expected to undergo
significant growth.  Being functional as well as
comfortable is a critical aspect in the global market, and
Asian companies have a great potential to take a major
role in responding to these demands by developing
materials and products with those aspects. In fact, I saw
two Chinese brands and two Japanese brands running
their booths at Salon International de la Lingerie held
in January this year for the “Exposed” product platform.
Also, the designer of another exhibitor UK brand,
“MARIEYAT,” has her roots in Hong Kong China.
Asian brands are being recognized and valued overseas.
As a result, the lingerie world will be free from borders in
terms of the design. If the brand has a certain ability and
is unique, its home country does not matter. The era has
come that the brand of any country such as Asia, East
Europe, and Africa could make a jump to a world level.
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Celia KONG

Senior Designer of CONCEPTS PARIS

SR W

How did you found your passion for the
bodyfashion industry?

I studied intimate apparel in HK Poly University 10 years
ago, I joined Concepts Paris after graduated, since then
I have a lot of great opportunities to see and be involved
in the latest designs/materials/colours developments,
also met a lot of fantastic designers and leaders in the
industry, they all inspired me everyday.

Are there any emerging Asian Pacific body
fashion brands in recent years that have
caught your attention or your interest?

Neiwai, modern, sustainable and

high  quality,

understanding the new Chinese generation.

In your opinion, what are the 2-3 most
important criteria of selection in this
award?

Designs need to be original, also consider if the design
is adapting to the modern women lifestyle. Sustainable
consideration will be bonus.

In response to the new consumer era,
what is your advice for the young brands
who wish to go steps further in their
development, or who are facing challenges?

Connection with the consumers is very important,
including social media and sales service, to understand
what women wants. It will help to build up their brand
loyalty.

What is your vision for the lingerie / body
fashion industry in the next 10 years in
Asia Pacific?

The body fashion is definitely growing strong in Asia,
but there will be no boundary in-between lingerie/
sports/lounge/streetwear, all categories will be blending
together.

ERMEE LGS I T ?

10F71 - BREEEBIAZARTWES) - BlfE -
AT Concepts Paris - BRUEHAFZ A - S
SEMRI/ME/BelE2NgiFis - 1ot - FRIA
VT2 WAL ERIMATI S - Mi15XE
BEEWRHER -

EER - BERAMT LM KNS I i 6 % 5| &
RERS - LR ?

Neiwai (A% ) - —PIUL - SmbOmE - ZmhE
AMNFEUFLELEERER  MEESPEH—NFRE
/\ o

EEBER - FRRITFEN2-3RHERITETEZMT
L7?

BRURBEZRON MEXEZERUZEFIUNR
LHRNEER - WolHSARNEERRESMD -

ATIBMNHHEEREC  NTFRE-—PERRNFREMm
& - SRIEEX kRIS - SR LRI ?
SHRERFHRAZFBEEN  XHPEEBEIL
RBBMBEERS - U7 B ERTIRFEK - XL
BRTRIDEBRENRENTRE -

B RERKIOFEL Kt KA A R/ S B T ?

FIAH - EF5RI0 - 65 BT 8 A9 A& R 3 SORF il SR il 53
- RR/ZHR/RER/ALRZBNFREFHEK -
PRA 2SI BR IR R R &

36



Interfiliere Shanghai / 78 E Frllh 5 i id R R

| NEIWAI

1/ Neiwai
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ICONIC AND CREATIVE CHINESE BRANDS
SELECTED BY EUROVET
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THE ESSENCE

Iconic and creative Chinese brands
selected by Eurovet

#iconic #creative #domestic #chinesebrands #lingerie
#swim #activewear

Over the past years, China has witnessed a significant
evolvement from being the world’s factory to becoming
the fastest developing consumer market in the world.

A new consumer era for fashion has emerged, where China
is believed to be the focal point stimulated by the growing
middle class, digital-native Gen Z, new media and new
technologies. Brands that are born in China, more than
ever, present a strong identity, embrace their own culture
and open up to a wider and international stage.

THE ESSENCE, curated by Eurovet and their expert
team, offers an opportunity for Chinese brands to speak
their own language and stories.

#InE M #0E #A+ #PE MR #AIX #iKE #K
N

ENEJLFER - PEAT (AR FIHHRFY
HEDIINERNEDT - — PDRAIE EDHZREICEIR
Iv$E%%%%W%E%ﬁ4NﬁW%%Lﬁ@
AT RPN E ~ 2840 ~ B AR R AR E Y
IR P EE XA CAYUERE - PELET KRS
EEAE O {EERE B ZIA0IABIRL - M)A
THOMXIE - QR FENERESHE - HRZD
#HE R ETERAIPNEXAThe Essence)E&sh N E i
Jﬁ}%ﬁ?uE%%ﬁlm = U Al 45 B S A0 48 4 A,
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COUTOSS
COUTOSS was founded in 2017. Positioning high-end

original fashion underwear lifestyle brand. The product
line starts from underwear and swimwear lines, extending
Resort clothing and home furnishing. COUTOSS is deeply
influenced by French aesthetics and focuses on Asian body
and wearing habits. A design and development team with
more than 10 years of industry experience. Using the
ultimate in French lingerie, it is the most demanding fabric
in the world. For example, “The King of Lace”, Lovers Lace,
Silk, etc. Incorporate luxury into refined detail. Adhere
to “Chic, Sexy, Posh” as the product symbol, Constantly
explore and discover the beauty of womens curves in
subtleties, Bringing the dual experience of “face value and
comfort”.

COUTOSSBITZ T 20174 « A% & Ik A9 R B B 18 R AR A
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CREME

Créme is committed to design underwear with exquisite
embroidery and the finest fabrics for modern woman,
regardless of her style. Unbinding the aesthetic constraints
on what a woman should wear, and allowing her to feel
sensual in her own body, Créme allows the wearers to
express their inner voice, to feel the comfort and happiness
of self-love. It’s so much more than just underwear.

Cremeta &R EHEVOAMEAT - EIPEFHT—AL
MZF ECreme, MHFSELWRE, MMENLEEERL
HE—E, BEORIECHANES  SHILHFER
PERAIATRAIE - WNEBRAMAEZEXNRT, FZ
BTSSR, FRAMNMNNE KmR - ANEREH
B LFEEm=ME AR RTNRE L5 KRR, &
BERITNEASHERSEE RES—TAAENNE

ECSIN
A=

KUVA

KUVA stems from “coexistence with awakening” meaning
“synchronized with awakening. Just like her allegory, KUVA
hopes to become a brand that accompanies women’s self-
perception and growth and strives to pursue purity, adhere
to quality and touch lives every day. KUVA advocates
a comfortable, comfortable, streamlined life, advocates
womenss self-confidence and relaxation and returns to the
simple and calm heart.

KUVAIRT "S®EEXEF" TR "SEERSL - ENHs
BE— - KUVARE AR B BT AL KA an
g BONEKRAE - B7mfb - BshEES—XK - KUVA
RIBEFIE - BE - HBENDE - REXUERESE - @)
NOEENA -

NEIWAI R4

Founded in Shanghai in 2002, N E I W A T has developed
from a “self-contained underwear” to a brand that focuses
on underwear, home, sports and other body-related
products and experiences.

Always comfortable and more than just comfort. NEIWAI
insists on making meaningful designs, satisfying the
functional needs of a wider range of people in different
scenarios, optimizing body feelings, creating tacit and
temperature-sensitive emotional connections between
people and clothing, encouraging people to explore and
understand inner self and external world.

2012 6l T £, - NEIWAIRSM T fi—HEAS OB
WA, BE - RERA—DNEETAR RE - 2%
SERRTmSERNmE -

WAL EPIE - NALETEIE - I RBMARXAIRI - T
ARBET - REE ZABENINBEFEXK - MIESHFR
2 EASKYZEERZNAERENBRIES - 0
AMTRZFH TEANEBBEHSINBHF -

SINCERE HEART il/0
SINCERE HEART founded in 2015 in Beijing, inherits

every element and detail of the product with its original
design, sincerely cares for the most precious skin of women,
and hopes to express the visual of the designer to consumers
through their inner wear. Leading a new way of life, creating
a brand with a sincere heart, and encouraging women to
love themselves more, but also to please themselves.

/O SINCERE  HEART - 20155 QI TdEbR - B TIERE
BPETURCRIUTZBE RS- NIRRT - Bl
M FE R ERWA - HERR MR BRI
A RREETRE - SIO—MEHRNEEA - HEBL
REANBROmE - FEFT AXHEZEC - ARCE
BNRENEZRRES

I/ Créme 2/ Kuva 3/ Neiwai 4/ Coutoss 5/ Sincere Heart
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Xiaolu LIU XiJ/)\B§
Founder & CEO of NEIWAI
NEIWAIRSMIIBARERFBHITE

Tell us about yourself.

I created NEIWALI in 2012. Before the establishment
of the brand, I was engaged in management consulting,
mainly for the brand planning of women’s consumer
goods and luxury goods. In 2012, I wanted to have my
own brand with the aim to serve the perception of the
female body. So “NEIWAI” was born to allow females
to live their life in a freer and easier state by wearing
comfortable lingerie.

How did you find your passion in
bodyfashion?

I found lingerie is interesting when creating my own
brand. Because in the past many years, the evolution of
the lingerie actually represents the change of the values
held by females worldwide. From the corset in the early
years, the rising of western lingerie, to the great change
of the value of lingerie in Chinese market in recent
years, the change is huge. Lingerie is not only a kind
of underwear product, but also reflects the evolution of
social cultures, the change of values held by females, and
the moods of individuals. All of these make underwear
business fun.

What are the values of your brand?

At the early stage, I found several brands that I really
like. They have been engaged in the lingerie industry for
many years, and own great process and details, presenting
a sophisticated result. One of them is Swiss brand
HANRO. I like it very much and under its inspiration,
I decided the positioning of NEIWAI, which is to
achieve a balance between making truly comfortable,
simple and quality lingerie and expressing elegance and
comfort via the best fabric. “NEIWAI” does have some
different concepts at first, but then we hope to set up a
brand which can truly create a free feeling, and listen to
the inner voices of females’ hear and body. So, now we
take “You Know Me, Both Inside and Outside” as our
slogan, hoping to build NEIWAI as a brand that knows
best the body and heart of modern women. During
the past process of branding, we not only talked about
the process, fabric and comfort of “NEIWAI”, but also
discussed how “NEIWAI” can help females find the freer
lifestyle they want by answering their inner demands in
many branding communications, which is also the value
that has long been pursued by “NEIWAI”.

What can women anticipate by wearing
NEIWAI lingerie?

When wearing “NEIWAI”, girls embrace a free feeling,

and such unconstrained and free sense of body will in
return change their inner state, so most of users have
found that their state of life seems to be changed under
the imperceptible influence of the underwear after
buying NEIWAI. And this may be the most amazing
thing about lingerie. Since lingerie is the closest to body,
which means the same to heart, so a freer state of life
is the core feedback from the customers of “NEIWAI”.

NEIWAI has achieved great success in
domestic and overseas market, what is
your advice for designers who wish to
establish their lingerie brands?

Actually, “NEIWAI” is still a very young brand despite
the rapid growth it gained in recent years. For designers
who want to set up their own brands, I think the most
significant thing is to have a core concept and style, and
then to create more original designs as per the needs of
customers and in respect of the design and functions of
lingerie. In fact, we expect more diversified choices in
lingerie market, not homogenization.

What does it mean to your brand/

what has brought to your brand by
collaborating with Interfiliere and Salon
International de la lingerie in the past few
editions?

Interfiliere actually means a lot to NEIWAI, because we
have been attending Interfiliere since 2012. It is where
we found our core suppliers who have been working
with NEIWAI for many years.It provides “NEIWAI”
the opportunity to cooperate with world-class suppliers.
In the past two years, we also participated in SIL &
Mode City, a brand exhibition held in Paris. We not
only got the chance to know the opportunities for
NEIWALI in overseas market, but also gained the favor
and recognition from many buyers. So in the future, we
will continue to participate in the different exhibitions
(Interfiliere) held by Eurovet.

42



Interfiliere Shanghai / 78 E Frllh 5 i id R R

BNE—TEBS

20N FFEAIIIAINX N B - 7 617 o b8
i

E27
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ERMAE LGS R fTRY ?

FEFOWmENIE  REAARAKZ—TNEEER
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ERAEFARRKE - BEPEGDX/LEN TR
KRNERZHIFERN—DEL - IUARNREESEA
NNZ2RANANKm - BEHEFE FRJMASUE
W ~ KHENENNELE - URRZIRAEDMAIE
ZH—LEWR - AL ARNBWER[IEENE
.
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# (sophisticated ) - EFBE—I 2K Lt mME
HANRO @ X1 GETE2ENBEAEFIESEN - Hit
E% (inspire ) WANG—NEM - RAEBENFHERER
HIEMHEE - 840  sgE - AEARFNWERNE
FRMBEREE X EHORS - "W H
IMNBRAFREN —LEAFNER  BEARELH
DHEBCE— " " EHBEN - EBEENRITZH
ALMBEREETNXE— @R - T - WERHIN
sloganill "FRIASN - IREC TR - HERIERIE
BURLZUESENALHIE—" R - IMESE
Bbranding®= &4 - "M ANRRZEHENIN
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SEI—MEBEMNEFTRS - FIIXDNZ "R

—HBPERH—MNMERTE -

ZFLE "RV EEARUTEREFNER ?

HREFLE "W SRR E M REN R
T MEMBEHNTREME BT S T AIRO
FPRAS - T BRSO, - EWR 7 AR
wLE - B EE B CNEERS TGN H0ER
MENUZY  ZPIEMEBEARRUSZEIRERS
Wiy - AATRSFEEZON - IRRETIRL
MEREZELON - FIUXZRNREZAFEBRL "N
S PR — BB ORI IR -

W7 ERIEE - NEIWAIZEER S 7HERE
BSTRAMMI - BNFEEUAKMENRITITA
R ?

H "RSN MEAZ—PIEBEFEMNME - 2R
NEBRERIFENR - WTHAREERWEZNNKm
R - REBIFBEENENRFTEECRLOMN
BESNNE - REEEMNEPNFERMRTE - I
FEEEMBZROMRU - RINELMHFTRRGH
FEBAEZTENER  MARRILIFETERN—LL
iz -

XEFE . "IN SinterfiliereE R ELI KSalon
International de la lingerieREB—EZSE - X
X RSN BERERA/ N RSNV BERTHA?

Interfiliere AL NNRIZZEIEEEEZNAE N -
NMREFE - HAIsiz S58linterfiliereNES - th2
EXE  BMNEBTIIESZRANEGIETRSENZ
OENE - BHE "WV HH T RERKINRWH
NMESENNS - BN - BNOESENRESNT
FEERMWMERE (SIL & Mode City ) - thibE11ER
BT "R XE—DmEETERINTGD (overseas
market ) Mils - BRI TIFEZHWINFHNENRIA
g - FIUENR RN ZERERFTENESSEMD 4
BHHUABRESS (Interfiliere )

1/ Neiwai
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Jingbo LIU &k

General Manager of KUVA
KUVA R4&38

Tell us about yourself / your brand.

KUVA was established in Qingdao, a place where mountains lie in
the arm of the ocean, so its design style is naturally integrated with
the features of rough peaks and soft water, and it takes inspirations
from hilltops, beaches, mansions, yards, clay tiles and stone steps.
Supported by all these, the brand is destined to walk into our daily
life with a hint of natural breath. KUVA advocates a comfortable,
free and simple life, and encourages women to embrace conciseness
and calm in a confident and cosy way and by following their heart.
From top quality fabric to outstanding detail design, KUVA is
dedicated to provide solutions for daily (house-wear /leisure & sports
/commuting) and travelling (trip /hotel /beach /walking) clothes,
bring back the basic function of lingerie, adhere to environment
protection and constantly explore ideal lifestyles.

How did you find your passion for bodyfashion?

Today, lingerie is gradually walking out of its inherent mode to cater
the various needs of specific groups. KUVA understands how much
Chinese girls need real good underwear which not only stands for a
good feeling and price performance, but also a “bestie” who knows
everything about your body and heart in important moments of
life, showing your attitude towards your inner felling and private

life.

What are the values of your brand?

While clothes are going cheaper and product homogenization is
getting worse, the comfort and consumption upgrade we strengthen
are definitely not as simple as “low-cost production» and «no steel-
ring concept». What KUVA indicate is to make female lingerie go
back to simpleness and personality and increase the quality and
taste of underwear to a higher level from top quality fabric and
extraordinary details.

What is your brand’s current positioning?

For females between 25 to 45, the feminization in KUVA’s
understanding is being brave, modern, strong and independent.
A feminine community sharing the same values can be established
by taking the KUVA brand as its connecting point to support and
encourage women to freely express their opinions. We hope that
KUVA is not just a fashion lingerie brand, but also an embodiment
of temporary females.

What are the marketing strategies of your brand?

Variety, price performance, innovative design.

What do you expect from your participation in the
ESSENSE presented by Eurovet?

To improve brand awareness

BNA—TEEC

KUVABIZZL T UBHENB S - RIFNAEN
BREATWEZNX - W8 - FH%E
B AR AMEBZETARRE - XETE m
EEERASEME  ERHBMNWEBLEE

KUVAESEFE - B  BENERE - 18
BRUEBESRE  BERNLHNEENS -
MERRER R B RET IR - KUVAR
NWTRERE (BER/NWzsh/EE ) Rik
7 (BRI 8M/21T ) TSR - B
WREAZE  BERBEAR - AHRTE
BEEAT

X = AR EAREERE ?

SANWAREZSELEARED - LURE
BNREZITHER - KUVARF PEL &
MNEZHFBEIENFRLKR - FRKARNA
NNZFERZ - I ARZHMNEE - MEB
EANEEENZEWMEESEMALFERAN]
ESWN HE" - ENFECAOMMEE
ERSE -

ERmEMER?

SRYIR BSRHAE - 7 58 B P bR ™
B BB FERNBERIARLIE T
FIFALAMERE s A1 T T WNEEE , BAE
8 - KUVAFRFURIZ X AR EDIE 25
P NERRRERZSRAZRAT -
RARMBRSmRREAZESHMER -

ZRmiE BRpthiaE LR ?

25% - 458t - KUVARMIBBRM 2 L2
BB I~ AMBRIIEIR -« BKUVA
P AEER - o UAR—IMBAHEN
EWAZEAX - RHAER MR AER
B0 RMBZKUVAANZ — P NI
kg - WAREBER AL ERIRIE -

EHmEIHInEHRER ?
Zoft ~ ML - AUFTRI -

S EHMEurovet{TiEAIESSENCE, BB A
HEE ?

R mEHBE -
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INTERFEEL’ AWARDS
WINNERS
INTERFEEL" AWARDSTFEAKF3

In the 6™ edition, Interfeel’ Awards recognize
the excellence and innovation of the material
and manufacturing specialists presenting at
Interfiliere Shanghai, judged by international
experts from the bodyfashion industry.

Fofm " EHIr S E R AR

( INTERFEEL" AWARDS ), XIUNH
NAX ~ ke Sas iR T LT R PA Ty
EPREMK - RENK k& RIKREZ
HRTIARINE T RN E RIS ED
WSt m - AEBAMAENSED
ﬁD}E%@Iﬁ?ﬂ’FMﬂH%M%‘Zﬁ&FE%
Bl o

47
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THE JURY

KETWES

i

Taya DE REYNIES

Division Director at Eurovet

EurovetE ]2

Edith KELLER

Director at the Carlin Creative
Trend Bureau

Carlin Creative Trend
BureauBEEHITE

Isabelle BONNEFOY

Lingerie Designer at Monoprix

Monoprix WA IR Tl

Jos BERRY

Creative Director at Concepts Paris

Concepts ParisBIE R

Sachiyo WAKASHIRO

Lingerie Director at Wacoal

EFURARE S &

Ana DUDILLIEU

Senior Designer at Hanes
Hanes&s iz v+l
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INTERFEEL’AWARD
LACE

FULRK

GAYOU INTERNATIONAL
£ 1531 (GAYOU INTERNATIONAL)

Established in 1998, Gayou Lace comes from a family
company which as one of the pioneers of the textile trade in
1940s in Shanghai. The company has now grown up to an
international professional enterprise in the research, design,
promotion, techniques, production and marketing of lace
and lace fabric.

The jury loves variety of different technics: metallic effect,
Jabric effect, softness and brightness. The best lace for mi-range
Jashion market.

ERACAAIITI998F - ERIKEEWZI1940F K LBHAR
MAZNERZ— - ZLTUACEKBRAAN—FINEEL
MELERZE R - # - XA - EFHHEENERR
TN -

FEMEESMABHNEA  TEBYUR - BRER - FR
EMRE ;, @ERTPRNEDNINEEELZ -

GAYOU LACE

INTERFEEL’AWARD
NATURAL
RIBARK

ASAHI KASEI

Asahi Kasei Advance Corporation is very active in the
corsetry, lingerie, and activewear markets. The company
offers a wide choice of greige goods, such as Raschel single
and double knits, circular knits, interlock knits, and more.
Among the latest innovations are the exceptional Finex
knits made with an original double-knit construction and
two-way stretch knits.

Fantastic touch and very elegant collection. A lot of research in
term of blends using recycled elastane. The jury noted interesting
development of vegan silk, double face knit and powernet.

Asahi Kasei Advance CorporationfE 251X - RIS 5
RaIEREIEK - ZASHRHZ R ARRE - HERE
EMNEEER - BEER  B8EHERE - RN 0
BHE R AR O E R G FO X (6 Hr 18 £+ R E S A RO (0
[FaFinexEtR% -

TSR FRARBRABNTMERS - ZRATWTRE
FRBERMA ERREYIRT VT KEMSE - NESHIIR
AERBLYE  NEHRMMBEANDRIEEA -

AsahiKASEI

I/ Gayou International

49



INTERFEEL’ AWARDS WINNERS / INTERFEEL' AWARDSEE ARG FE

INTERFEEL’AWARD
SOLUTION DESIGN
NBER AN IR TE A

SEIREN
B AR A S] (SEIREN)

Seiren is a fiber manufacturing company based in Fukui,
Japan, founded in 1889. Seiren placed corporate innovation
for the twenty-first century at the top of its agenda and is
actively tackling the innovation and improvement in the
corporate culture.

The perfect balance between functionality and design for
shapewear and activewear market. The jury noted the new way
to work the transparency and blend effect.

Seiren2—RA4HEART - SEMUTHARH - T
18894F - Seirenf —+—tH LRI IR MESN - FHR
AR XY 70 MU STAE Y Bl AN S50

HrrmSLHl FIEERIR It Z BV E R Tl - SR TESK

Mz - WEEMRE~RZEREERE SR
NI E

SEIREN CO.,LTD.

INTERFEEL’AWARD
SURFACE DECORATION
DIREREEIMAE

LIBERTY TEX
=AKWERHAR2AS (LIBERTY TEX)

Liberty Tex was founded in Taiwan China in 1980. It is
a leading supplier of embroidered fabrics, allovers, lace,
motifs, trims and accessories. Liberty Tex Co. offers
outstanding innovations ahead of global competitors, with

fast deliveries and flexibility.

The most beautiful surface effect and design for intimates and
outwear market. The jury noted the huge collection with all
technics available.

LIBERTY TEXT1980FEFESDZEMI - CERFER -
ENTE® - B4 - EE - IWOAECIHNSTHAR - 2 AT

MEREZNMZEENNS - NEEREENF - 2B H)
HemelHTm -

EEMPNREURMRI - BRTRKMIIETRD - W
ZEMRESHHNRARFENTmERI -

/

@LIBERTY TEX
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INTERFEEL’AWARD
SHAPEWEAR
BIFTEEFNIXAR

HONGXIN KNITTING
RIEHER

Shantou Hongxin Khnitting is a large-scale industrial
company integrating fabric development, weaving, dyeing
and finishing and all aspects of service. The company is
fully equipped in all aspects and has always been based on
the principle of quality first and service parallel.

Very interesting satin effect for shapewear functionality. The
Jury loves the 100% elastane satin and satin powernet.

LEHRZ—REBRTL - RiE - RERZHERSA
—HABIWAT - REFHH  F—2k&EEEON
FRBASRERIINES RN - ATEHEEEST
- —HUETERENT  RIATHORERS -
FZEMRAEFEFBNREBAUR - BEaLEF K
AE - 100% @ N T A T 8 AM -

. %Wrﬁmzn

HONGXIN TEXTILE

- ; 2
- el
I Tl
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JURY’S FAVOURITE
INTERFEEL’AWARD
AR B AR

3T- TRANSFERS

3T — Transfers Technologies for Textile is Eastern Europe’s
largest heat transfer manufacturer. The company, located in
Vilnius, Lithuania, was founded in 2007, presents a wide
choice of cutting-edge products that are functional and
innovative. Target markets are lingerie-corsetry, activewear,
sport lingerie, and men’s and women’s intimates.

Very interesting, elegant and sofiness transfer collection. The
Jjury loves the organic anti-slip heat transfer with soft touch.

3T — Transfers Technologies for Textile @R MEARIE
RENENIER - Z AT T B4 RA - a1 T 2007
F o RESOIEEMMAFMRRIESR - Birming
WK - REIR - BofR - BshRR - RSB EMLEHA
Z\Z o

ZR FEER - MEMRROREBREARZRS - IR
85

R E
FRAA BB AL -

I/ Liberty Tex 2/ 3T-Tranfers
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1/ Vlada Ivanova

52




Interfiliére Shanghai / = 8 EFRlE S0 5 [RIER R

THE MAKERS
hliEE

Must-see products and suppliers of the season
AZEABEENE R m RN

— Seasonal trend
— Technology & Innovation
— Green village

— AFEIR —
— K —
— B/ NVE —
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SEASONAL TREND
=V

CHANTY LACE

Set up in 1957 in Rédermark, a town to the south of
Frankfurt, Chanty is a major producer of Textronics and
Jacquardtronics lace. The company distinguishes itself by
its innovative high-tech lingerie, outerwear and sports
collections, which feature functional laces, shapewear laces,
two-way stretch laces, and free-cut laces. It uses a variety of
high-quality yarns (EcoCare®, Lycra®, Dorlostan®, Modal®,
Lurex®, Green Cotton, etc.) and provides a range of different
finishings. Its design studio produces two collections per
year encompassing a number of highly creative themes, as
well for the second Brand of Chanty — Corvett Spitzen —
with collection specifically designed for women who prefer
timeless and functional styles.

Chantylacepf i1 T1957 % -
Rodermark -

UTE==REEEH
& Textronics®JacquardtronicsfEiarg =
L - ZATIDHEFTNSRRALR - SMEMNZ
f%ﬁUﬁﬂEM - HopEEIEEY - BHI0 - NEABIE

MFBHEHTE - BEEREYEmMELL (EcoCare®

- Lycra® - Dorlostan® - Modal® - Lurex® - 2 & 13
%) HRHE-ZIAANERENLIE - BRORITIER
BEEFMDNRY - R -EREVENTI®R - UREZ
NChantyfa g - Corvett Spitzen--EAZWKIBFINEEE
A2 R -

GAYOU EX

Founded in 1998, Gayou Lace remains one of Asia’s more
unusual lace-makers. The knitting factory covers more
than 28,000 sqm and is equipped with a fleet of over 80
of latest-generation machines (Jacquardtronic, Textronic,
Rascheltronic) producing up to 70 tonnes of lace per
month. The company’s China production has a fully
vertical structure, integrating in-house the entire process,

knitting through dyeing and finishing.

The company offers a series of benefits: a global culture
reinforced by their American-Australian Managing
Director; strong creativity animated by a team of around
30 international creatives; enhanced responsiveness to
answer clients’ needs. Gayou Lace offers 4 collections a year
and creates more than 240 rich and exclusive designs, with
particular attention to detail.

EARIITI998F  RIUIMNEELENE 2
HEFZ2— - XRWERT J_ﬁiﬂjﬁ Q8
28,000 3K - HABOXZA &M — KN &
( Jacquardtronic - Textronic - Rascheltromc) CEBA4%
FER/OEINTERS - ZASNPEETEEREEERDN

ZH - BIANESERE  BURBNEERR -
EREHRH—2AINER - BEE - BANIEZRAHE
MeEREIRAE; HL302E RIS ARABRBBENE A
TERAMEN; BBMMNENLUAREFNEK - £X
BERMEANRI - SIESBE240 M FE, BERESHEE
AMTRVIRLT -

HANGSANG 5%

Hang Sang Trading Company, an elastic band producer
since 1963, is a large-scale operation with 550 employees.
The business is active in a range of markets: lingerie, men’s
intimates, swimwear, athletic wear, ready-to-wear, and
kidswear. This flexible, reliable company has relatively low
minimum order requirements (3,000 m), and turnaround
times are short.

BER—RE1963FMUNEMRTE™E - 2—FH
AS50FRTHIABEW - ZWSEHERT—250H7
N - BERK K& - TR - RAER - 2R
& RN ATSEBHENBRENRET S2XK (3,000
K RERENEDANEE -
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LIBERTY TEX =43k
Liberty Tex Co., Ltd was founded in Taiwan China in 1980.

It is a leading supplier of embroidered fabrics, allovers, lace,
motifs, trims and accessories. Operating its own in-house
design, digitizing and sampling facility, it uses high-speed
Schiffli machines for thermocut products and high-speed
multi-head machines for sequins and braids. It offers
outstanding innovations ahead of global competitors, with
fast deliveries and flexibility. Diverse products are capable of
satisfying various categories of client and market demands.

FAHSRWTI980FEPEQEMI - BERFER - F
& BE - WONERHHIUTHLE - ZATH
AEOHNARMIRI - BAMEMXFRE - EASESChiffl
WBEFRETm - SESANEHTRANRR - ©
EEXZSNFZaRHEentls - BaREmEs

RE - ZHENTREBRESMRENESMMInHE
5K e

SUNTAK &

Degradation, reuse, recycling, the fashion industry has been
working hard. With the further development of recycling
methods, some fashion designers are looking for ways to
use recycled and waste materials in their designs, which will
consume less energy and resources, and the old ones will
become new. At the same time, more and more clothing
manufacturers and designers are constantly striving for the
sustainable development of the industry. In addition to
paying attention to the employees’ rights and interests of
sweatshops such as child labor and forced labor in supply
chain enterprises, they will also consider how to reduce
major pollution. Sources of raw materials, such as bamboo,
soybean, corn and wood pulp to make non-woven cotton
fabric substitutes, use organic cotton to replace 16% of the
world’s pesticide release, and so on. Social awareness and
green fashion trends have focused on every aspect of the

production chain.

Fefe -~ B2/ B - FERE-EES NP - BERWS
RE—DRE - —EFERMEESHER PEAE
WMEBEEMRTGE  EERIREEVWERNER -
EMEMEN KN - B - SRS REREBMRR
EIETEN I FERE LS - BRI HEERE
ET  ®mBsyFMTIMNETRE I BZEEN
AR B REATTRMRBIAR - FOERTF - K=E -
TARMARRRERDSMBEYERm - EHBEHR
RAEEHRBHENEN0BWIRIEES - (L EERA&
ERENKEHRCEIZIHEE FEREERE -

XINFEILIN ¥3EHK

Xin Fei Lin Textile, founded in 2016, designs and
manufactures a range of embroideries for the intimates and
lingerie markets. The company reports US$15 million in
sales. Between 150,000 and 170,000 meters are embroidered
every month; products include lace trims, sequin trims, and
laser-cut embroideries. The company employs more than
100 people in an over 5,000m2 factory which is equipped
with the latest generation equipment.

Xin Fei Lin Textile exports 30 percent of its output with
England and Japan experiencing strong growth. The client
list includes leaders such as Maniform, Hop Lun, Cosmo
Lady, Embry Form, and Bluemare.

FIEMA I T 20165 - NARMAKRTIH R T AHIEZP
L - ZASIEERNS005%7T - 8ARIZ150,000
£170,0000K;, FmBEELIND - TR IMAAE)E
RIE - ZATES 0002 F KNI ER 10028 5R
T 21 B&7&H—HRE -

HEMBRLEN30% - ZEMBAALFIERKES - &P
FetEManiform - Hop  Lun - Cosmo  Lady - Embry

A

Form#iBluemareZE NS m A& -

I/ Chanty Lace 2/ Liberty Tex 3/ Suntak
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TECHNOLOGY & INNOVATION
s Nelb

ASAHI KASEI

Asahi Kasei Advance Corporation is organiZed into several
divisions. The apparel materials and products division
cover yarns such as Bemberg™ Cupro, Roica ™ Spandex,
polyester, acetate, rayon, Leona™ Nylon 6.6, and apparel
such as outerwear, intimates, sportswear, and uniforms.
Other divisions involve technical textiles and nonwovens,
plastic products, and chemical products and construction
materials. The company employs 545 people and currently
reports sales of ¥107.4 million. Between 2.5 and 5 million
metres are sold each month in different product categories.
It is very active in the corsetry, lingerie, and activewear
markets. The company offers a wide choice of greige goods,
such as Raschel single and double knits, circular knits,
interlock knits, and more. Among the latest innovations are
the exceptional Finex knits made with an original double
knit construction and two-way stretch knits.

Asahi Kasei Advance Corporation73 AJLMERD - ARE:
MR mER R L - WBemberg™ Cupro - Roica™

2L - Bhe - BERRA4 - NS - Leona™EXG.6 - BIK
AR - WIS9NE - RAX - BshARASIAR - EAhER D R

REERMAIERE - Bl - (EEFRAEZAFR -
ZAERAS4SERT - HAEEEHN1.0741Z 7T -
PNREABNmIHIPHE2S0E5000K - BEES
X - ARAEEIIRTIAIEREERK - RATRESMIAER
P MAIEREBMANEER - BEHER - B9 R
% - BV EREXARENEEHREWNE
AN EF R E R AT ETFinex T 2R -

HUAFON fEig

Established 1999, Zhejiang Huafon
Spandex Co., Ltd. has two spandex production bases in
Wenzhou and Chongging in China. The production scale
is the largest in China and a global leader. The additional
founding of Zhejiang Huafon Fiber Research Institute gives
focus to the research, development, and industrialization

in December

of spandex products. A flawless sales and after-sales service
network have been set up in the domestic market, Turkey,
and other locations. Qianxi spandex yarn, produced by
Zhejiang Huafon Spandex Co., Ltd., is widely used in the
production of high-grade underwear, swimsuits, jeans,
socks, leisure sportswear, medical bandages, textile ribbons,
paper diapers, etc.

EERITI99F12A - EPERMAEXRFER ML
ErEY - EFNERPEREKR - EEIRIALE
MR IIRT AR TR - ERRFIRLHIFE - AN
FltELrm - EEAND - SENEENERRS
MERUEEAN, THEMEMMTS - TEALY - B
FEF - TZRTEFSHERAK - KK - F17%E - %K
KN AR - ERS - HRET - RIRES -

SEIREN

The Japanese textile business founded in 1889 Seiren
Co. presents a range of hi-tech printing options for the
underwear, shapewear and swimwear markets.

The company has developed Viscotecs™ printing technology
which offers impressive advantages not just for graphics
but other applications as well. VISCOMAGIC®, the
latest patented breakthrough, uses a treatment to dissolve
polyester and create different compression zones in the
same fabric. These technical characteristics — power control,
breathability, and 3D effects — are very much appreciated
by the compression garment market.

Latest innovation: Viscotecs™ burnout — VISCOMAGIC®,
and digital prints.

SeirenfIIF1889%F » ZATIRNNIK « BERFKETID
RE—ZVSRUIZEIEHEE - B A T Viscotecs™ENTE
BAR - ZREARNMUAERE TS AHSRZRC0H - M
BRRETEMMA - VISCOMAGICO BAZENNE
AR  EXRA—TEROMEBA S EREEAE - HER
—ERNPERABNEEX - NXERRESSHERE
SREMMNSESRR - BII8E SRR - B5HEA
3IDHR -

B AR . Viscotecs™MBETERAR — VISCOMAGIC® R
AHFASENTE -

SUPREME

South Korean circular knitting specialist Supreme Textile
was founded in 2006. Two production sites located in Ansan
City and Pocheon City are equipped with 30 44-gauge, 16
32-gauge, and seven 28-gauge machines. There are also
nine machines for technical jacquard striped fabrics and
10 machines for digital printing. The annual production
capacity is 2,500 tons. In 2017 Supreme Textile produced
around 1,400 tons of knits — over 5 million metres.
Technical and functional knits are the company’s strong
points; moisture absorption, quick drying, UV protection,
and cotton-look are some of the properties available for
activewear, yoga and golf wear, home wear, leggings, and
intimates. The collections include fine gauge knits in nylon
or polyester, technical jacquard stripes, meshes, piqués,
metallic knits, and double-sided and digital prints.

HBEERFEEHREXSupreme 171 720064 - I FZ U
MBINHER DN EFEMECE 73056445 © 1663257
762858 - RAIEBTHRARRBITERURYAINEM
108 ATHZHRIBINEE - FAEFEES 25000 - 2017
F + Supreme Textiled=7= 7 291,400/ E £ R4 - #834500/73
Ko BEARMINEMEREAINME,IE - hT - B
LRI ZZ R - BMAERARE - ZER -
EBEMARHY— LN - XTI BFEERIELIEA
HR - BARRIERL - W - F2 - SBHR - WA
1BENTE -
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T

GREEN VILLAGE SPONSORED BY TESTEX
featuring sustainable solutions
R/ \E - HEEAEE
EXEE MR OIS SR R 7 2

CELEB i

Established in 2005, Suzhou Celeb Textiles manufactures
lustrous stretch and non-stretch textiles in plains, prints,
and Jacquards using polyester and polyamide/cotton. The
product range includes satins, chiffons, ribbed silks, failles,
and crépe georgettes. The company is active in lingerie
(50 percent of its business), homewear (30 percent), and
beachwear (20 percent). The certified Oeko-Tex company
now offers a line of recycled polyester fabrics.

FNBIR AL I T 20054F - {2 A 22 B A0 SRR G B /4R ol 45
40 - ENTERIRTER RSB AFIIFR NGRS - ~mEH
BRAR B - BPULE  DHENADHFEL - &ZA
ERT AR ( AHEWFEH50% ) - RER (30% ) A
WM (20% ) - £IDINEROeko-Tex AT HLER ft—
2O BEREERY) -

ILUNA

The story of Iluna Group starts in 1969 founded by Luigi
Annovazzi first producing molded cups for bras and became
a specialist in stretch laces production. Last year Iluna has
launched the Green Label collection, presenting an offer
with a new responsible approach in respect of the planet and
its people that is anyway able to deliver innovation, beauty
and quality, at 360°. ILUNA GREEN LABEL, in addition
to the all over, jacquard, double jacquard and mesh, made
with premium stretch, thanks to the use of the unique GRS
certified stretch yarn belonging to the ROICA™ Eco Smart
family, now enriches the offer with new stretch Galloon
laces fully made with GRS certified materials. In addition
to this, ILUNA GROUP converted all their stretch yarn
exclusively to the unique ROICA™ Eco Smart family for

its entire collection. ILUNA can also celebrate its new
STeP (Sustainable Textile Production) certification by
Ocko-Tex, a certification that clarifies and communicates
the company’s sustainable production commitment. In
addition to this, all products are Oeko-Tex 100 certified.

luna&E AR E 18 T1969% HLuigi  Annovazzi—FH A
FFEEN - REMATCBETHER - EF - llunalk
THREME R - HWHIKAREARRMY 7T M50
RENAR - TICMAAEBE360°REOIFT - = Mm
[Fx - ILUNA GREEN LABEL - BR 7 ZERIRRIE - XURTEHM
WAR - RAMLEEAMA - BT EATETROICA™ECO
SmartZ AR IRFFGRSIAUEE LY - IAEIE M 1 FAIH
= BAGalloonTEAFTEHGRSIVEMRHIA - BRIEZ
Sk ILUNA  GROUPEIGEFRA S WD LT VM ANIRIS
HIROICA™Eco Smart&5l - BTHEHENRS -

ILUNAZ O] DUB S Oeko-Tex RMLE#TAISTeP ( Ol #54E45
ReEr= ) NE - ZAET LUBEME AR AT WO F54L
FFEEE o BRILZSN - BB Mg Oeko-Tex 10014
iF -

JEANA LACE =

Jeana Lace & Clothing manufactures stretch and rigid
Raschel laces, embroidered laces, and allover Jacquard laces
for the lingerie and underwear markets. Established in
1991, the company has its own knitting factory fitted with
Jacquardtronic, Rascheltronic, and Textronic looms, as well
as its own dyeing plant. This plant is equipped with an
automatic color mixing machine with precise controlling of
dyestuff rate, imported from Italy. Jeana Lace & Clothing is
Oeko-Tex standard 100 certified.

EMEAMILTI9NE - KU _+ZFRUK - EE—FF
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LENZING

The Lenzing Group stands for ecologically responsible
production of specialty fibers made from the renewable
raw material wood. As an innovation leader, Lenzing is a
partner of global textile and nonwoven manufacturers and
drives many new technological developments. The Lenzing
Group’s high-quality fibers form the basis for a variety of
textile applications ranging from elegant ladies clothing to
versatile denims and high-performance sports clothing. The
business model of the Lenzing Group goes far beyond that
of a traditional fiber producer. Together with its customers
and partners, Lenzing develops innovative products along
the value chain, creating added value for consumers. The
Lenzing Group strives for the efficient utilization and
processing of all raw materials and offers solutions to help
redirect the textile sector towards a closed-loop economy.

=RERRNRESTEET B Y BERRAS R0
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LIJUN fiEE
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A large company created in 1985, today Lijun is a subsidiary
of the Hongda Holding Group. Lijun is a specialist for warp
and circular knits (polyamide and polyester) for the lingerie,
intimates, swimwear, beachwear, sportswear, activewear,
and shapewear markets. Lijun is vertically integrated from
knitting to dyeing and finishing. The spacious factory
covering 100,000 m2 is equipped with rapid, latest
generation knitting machines and testing laboratories set
up to meet European standards. The company is Oeko-Tex,

REACH, and ISO 9001 and 14001 certified.
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MEIDA =i

Guangdong Xinhui Meida Nylon Co., Ltd, founded in
1984, is a leading polyamide 6 specialist. The company
produces mainly chips, composites, filaments, and textured
yarns, as well as knitted textiles. With a workforce of 3,500
people, it manufactures 200 million tons of polyamide
chips and 70,000 tons of filaments/year. The Knitting and
Dyeing Department, created in 1997, produces printed and
dyed knits for the swimwear, sportswear, and underwear
markets. The Knitting and Dyeing Department employs
300 people and produces 200 tons of fabrics/month.
Equipment includes 50 knitting machines, 20 dyeing
machines, three printing machines, three setting machines,
and four inspection machines. The company is Oeko-Tex

100, and ISO 9001 and 14001 certified.
A EZRmeRONBIRATIAIIT 1984 F - 2ER

1/ Jeana Lace 2/ lluna
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PENN TEXTILE SOLUTIONS

Penn Textile Solutions, a German family business founded
in 2010. The manufacturing site is equipped with 50
knitting machines and eight circular knitting machines
for plains and jacquards. This integrated business produces
4 million m2 of fabric/year. Target markets are lingerie,
sport, medical, and technical textiles. Developing new
technologies is one of the strong points for this highly
innovative company. Services include a range of "essentials
” in stock service, the possibility of specific developments
with clients, and minimum manufacturing orders. Penn
Textile Solutions also provides the ”Shop your style”
internet service with a choice of three lightweight tulles
in a large range of colours available in small quantities.
The company respects the most rigorous environmental
guidelines for energy consumption, pollution, renewable
resources, and biodegradable materials, and is certified

Ocko-Tex and REACH.

Penn Textile Solutions B—XREEZRKEEW - KIIT
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SINOTEX h458%

Established in 1998 with its headquarter in Shanghai,
Shanghai Sinotex United Co. is a comprehensive company
which has vertical and complete mills chain from spinning
yarn, knitting, dyeing and printing. It produces jersey,
interlock, rib, fleece, terry, velour, towel, polar, fleece, coral
fleece, etc. with cotton, Modal, rayon, polyester, nylon
material and blended, especially for underwear, indoors
casualwear and sportswear. The company is Oeko-Tex 100,
BCI, Global Recycle Standard, Organic Cotton, Supima
certified.
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TESTEX

TESTEX is an independent Swiss testing and certification
organisation operating worldwide with the focus on textile
testing. The company has been testing, analysing and
certifying with the focus on the textile sector since 1846.
The long-established company has become highly regarded,
initially in Europe and subsequently also worldwide, for its
high-quality services, its independence and its innovative
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XU YANG /B

Dongguan xuyang textile co., LTD was founded in 2009.
We are focuses on the development and production of
swimwear, underwear and sports fabrics.We have 198
sets warp knitting and weft knitting machines and digital
printing machine MS JP7, flat screen printing machine
and Digital transfer printing,Our company has passed the
certification of oeko-tex 100 and REACH, and we have
developed some fabric to Lulu / CK and Oysho, etc. Xuyang
can flexibly meet the needs of the market and customers, So
that we can achieve a win-win situation.

REBHBRBRATI AT T2009F - A EFFT K
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YINGMEI i

Founded in 2010, Guangzhou Yingmei Textile Co.,
Led. is a professional lace supplier integrating R&D,
weaving, dyeing, finishing, sales and service. So far, the
company has passed Oeko-Tex Standard 100 eco-textile
certification, ISO9001-2015 quality management system
certification, ISO14001 environmental management
system certification, GRS4.0 recycled fiber certification.
Owned: MRPJ43/1, MRPJ59/1, MRPJ65/1, FHJ83/1B,

ML46, TL53/1/24, TL59/1/24, TL71/1/36, RSE4-1,
HKS2-3E, 3840T, 4512T, etc. Different series of warp
knitting and weft knitting production equipment, the main
products are: ordinary (Jaka) flat lace and fabric, ordinary
(Jaka) gauze lace and fabric, eyelash lace and fabric,
ordinary (Jaka) sewing cloth and Jacquard mesh, mesh
cloth, swimsuit cloth, nylon fabric, weft knitted fabric.
The company attaches great importance to intellectual
property rights and pays attention to independent research
and development and design. Up to now, it has more than
1,200 copyright patterns and a wide range of products to
provide customers with a variety of product development
options.
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Interview with XIONGXING 73t =R 714

Jinjia L1, General Manager of Xiongxing Lace International Industrial Co., Ltd

FRE, HNTEH(BEFF)RUBRAT BDEE

As a successor to the company, Jinjia LI owns the
courage of creation as well as the spirit of diligence
and frugality owned by the elder generation, and
also possesses the updated innovative thinking of
entrepreneurs born in the 1990s.During college,
Ll Jinjia showed his excellent ability in market
development. He independently developed the
company’s business market in Pearl River Delta, and
become the sales champion of the company from
a novice in three years. After graduation, he has
constantly come up with sought-after novelties and
planned the development direction of the company’s
future strategy .He successively set up the Foshan
Branch, Shenzhen Office, and Yangtze River Delta
Office from 2015 to 2017 to develop and expand
the business of the company and even brought the
products of Xiongxing Company to international
stage by establishing the Hong Kong Branch in 2018.
Under the leadership of LI Jinjia, "XIONGXING
LACE” has entered into a fast development period
and achieved a consistent skyrocketing performance
during the years when the lace industry is in recession,
transforming from an unknown manufacturing
company into a world-leading innovative company in
lace development technology and becoming a sought-
after example by its peers.A born king wins without
arrogance. Despite so many impressive achievements,
he does not forget why he gets started, and is
committed to producing the best lace in the world by
adhering to his belief.

What is the main business and
development strategy of your company?

* Main business: our major customers are middle- and
high-end lingerie brands.

e Main markets: Foshan, Shantou,
Shenzhen, Shanghai and Hong Kong.

* Development strategy: Develop international market
in Europe and the US, as well as domestic middle- and
high-end garment brand market.

Guangzhou,

Where does your inspiration for lace
desigh come from?

* We have top20 lace designer in our company.

* Our cooperation partners include: Carlin Creative
Trend Bureau & Concepts Paris.

¢ POP Fashion

* France LACE KISS Design Studio

* Calais PAULE VANTHOURNOUT Design

* France ANNE LE DEIST Design

What innovative breakthroughs do you
have in lace design and production?

* Hexagonal mesh, close to Leavers
* Arbitrary lace cut

What’s your opinion on the development
of current lingerie market? And what’s
your expectation towards its future
development?

Today, China has topped the world in multiple fields.
And increasing Chinese underwear brands will board the
world stage.

As an exhibitor who has been working with
Interfiliere for many years, what positive
role do you think the exhibition has played
on the development of your company?

Developing the international market is right now our
next strategic direction. Participating in exhibitions is a
good way to get involved in international competition.
Besides, the exhibition provides innovations each year
offering great learning opportunities.
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Interview with TENGFEI & KRR i571%

Xianming MEI, President of Tengfei Technology Co., Ltd

1B, B IRRERAEER

How did you get involved in the
lingerie industry? Could you share your
entrepreneurial experience?

I left my hometown in Jiangxi at the end of the 1980s,
and worked in Zhejiang, Shanghai and other places.
Starting as an ordinary employee, I gradually became a
salesperson, a department head, and a corporate partner.
In 1997, I created Teng Fei Fashion Shoulder Padding
Products Co., Led. At first, we just manufactured fashion
shoulder pads. Then by coincidence, I met a customer
who consulted bra mold-cup business. Although not
familiar with this product, I conducted in-depth market
research and found out that there were no professional
enterprises engaging in the R&D and manufacture of
bra mold-cup in China while the global lingerie market
was growing rapidly at that time. I believed that huge
business opportunities were hidden behind the bra
mold-cup business, so I decided to give it a try and
started my career in the lingerie industry.

Teng Fei will showcase its “SensElast
3D Innovative Printing Technology” for
the first time in Interfiliere Shanghai

in September right after its launch of
the “SOLA Polymeric Fiber Bra Mold-
Cup” in Interfiliere Hong Kong in
March. How does Teng Fei continue to
achieve technological innovation and
breakthrough?

The traditional processing with supplied materials or
designs can only make enterprises stay at the bottom
of the smiling curve. To gain high-added values,
enterprises must manage to climb up to the both ends
of such curve. In recent years, Teng Fei has accelerated
its pace in transforming from traditional processing
to the introduction, innovation and R&D of high-
tech. By taking leading technological innovation in
the industry as its own mission, Teng Fei continuously
increases investment in R&D, and actively cooperates
with universities and research institutions at home and
abroad to establish a world-class research team. From
the first generation of seamless one-piece molded bra,
to the second generation of seamless adhesive film
bonding technology, the third generation of seamless
SensElast technology, the fourth generation of E-Fretch
technology, the fifth generation of SOLA polymeric
fiber cup technology, the sixth generation of smart wear
technology as well as the development of the latest 3D
printing technology, Teng Fei continues to lead the
industry’s technological innovation and breakthrough.

What’s the market development strategy
adopted by Teng Fei?

Teng Fei constantly drives its development via technology
innovation. Externally, we set up joint R&D institution
worldwide. Internally, we establish an innovative
technology conversion center to convert rich technical
reserves into productivity and economic benefitsin anon-
stop way. Based on our rich technical reserves, we will
develop Teng Fei into the world’s largest open platform
for technology and brand output. By authorizing its
innovative technologies to global companies involved
in various fields in the form of patents, Teng Fei, by
outputting technologies, management and standards
to these authorized companies, includes them into its
ecosystem. Teng Fel’s strong innovation capability will
continue to enable enterprises in various industries to
integrate into Teng Fei and form a symbiotic and win-
win ecosystem, during which, enterprises can expand
their own revenues while bring benefits to other
enterprises, forming a virtuous circle.

What is the importance of innovation
and intelligence for the development of
enterprises and the lingerie industry?

In 2003, Teng Fei Technology officially stepped into
the lingerie manufacturing industry by carrying the
development concept of “intelligence, technology,
quality and innovation”, which also marked a
significant milestone for its transformation from
traditional manufacturing to smart manufacturing.
Most of the customers of Teng Fei Technology are well-
known enterprises with a large scale and standardized
management at home and abroad. To become their
outstanding and qualified partner, Teng Fei Technology
must develop into an industry leader with outstanding
management ability and quick response. Only when
lingerie enterprises change to smart manufacturing
can we become modern eco-friendly enterprises with a
shorter response period, reduced resource consumption,
improved quality and efficiency, and lower operating
cost.

What is your opinion on the development
of the current lingerie market in the next
5 years?

In 2018, the size of the female lingerie market in
China was about RMB 161.1 billion. However, the
per capita consumption amount of female lingerie in
China is still at a low level with an annual per capita
consumption of USD 20.2, only about 1/4 of that of
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some developed countries in Europe
and the US. With the awakening
of the awareness of underwear
consumption among domestic
Chinese and the
introduction of international
consumption concepts, there

will be a large development

women

space for domestic lingerie
market in the next 5 years. |
think the lingerie market will go
through segmentation. Underwear
will be further divided based on different
scenarios, ages, functions, preferences, etc. “Comfort,
health, and intelligence” will be the development trend
of the future lingerie market. Take female bra as an
example. The market size of the popular push-up bra
with wire has been shrank sharply under the influence of
the leading trend of “health” in recent two years, and its
market share has been quickly occupied by wire-less bras.
Teng Fei will continue to develop various functional and
smart underwear according to market demands to meet
the various needs of people in the new era.

As an exhibitor who has worked with
Interfiliere for many years, what is the
synergy effect that can be brought to you?

On the one hand, Interfiliere enjoys a high international
reputation and participating in Interfiliere will provide
Teng Fei with an opportunity to showcase a brand
new image of Chinese technology-based company on
an international stage. With this platform, Teng Fei
will be able to grasp the market trend, collect industry
information, and attract a large number of potential
customers in a quick and comprehensive way. On the
other hand, the participation of Teng Fei in Interfiliere
will turn the exhibition into a more professional and
fashionable event filled with technology.
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THE develoPPP.DE
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': Traditionally anchored in chiga, garment and intimate

apparclmantfacturing is gradually switching or: expandmg
‘to_other ‘asian countries, one, of its factors is' the rising %

labour®osi§ in china, Indoné$id'is now ranked, améng the

top ten.largesotextile producing countries: A number ofi

manufacturers, brandsgor retailers as well as’partners: of

Eurovet have opened fadilities or developed partnershlps in™

2 mdonema Thebedyfashion segment has become oneofche

» focus categories within the countries appare] production.
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Interfiliere x
Indonesian Lingerie Manufacturers
INTERFILIEREIZFENE E I NIXHl S

Indonesia’s textile and apparel industries are vertically
integrated and facilitate this switch. Indeed, with a ready
supply of petrochemical derivatives, Indonesia’s synthetic
fibre producers are well positioned to serve the global
textile industry’s need for materials such as polyester
and rayon.

In 2015, Indonesia was ranked as one of the world’s ten
largest producers of synthetic fibres.

Indonesian textiles companies have worked towards
achieving certifications such as ISO 9001 as well as
gained recognition for sustainable and environmentally
friendly production.

The Ministry of Industry estimated that the textile
exports would reach around USD $13.5 billion in 2018,
and create 2.95 million new jobs in the industry. It is
estimated that exports would reach USD $15 billion in
2019, and create 3.1 1 million jobs. This would increase
the textile share of Indonesia’s total exports to 1.6%.

HNEEAIMSRANMRE=WEEEESIRN - Xt
THRTUHHEEE SN PERNERS -

WHE - REEACTTEDNOIMREN - DEEATNE
RALERIEBEREZIRGRTWAA K ( R A4
MAELE ) BRHTEABRBERRXIBENMLSE - 2015F -
NEEMISE SR+ RNEMALEEENITH - £
EEMIIFRANT —ERATRIFUISO 90015 HRERIA
I - FENHBEIHFLERBNMMREFSBEAIAD - &
ZETWE - ENEEMIAYL R ML OE2018F 4
13512357t - FARZTWENE 72955 Ml = - 250
U - 2019FENEEAI A5 R aa B LA 1501235 7T - 7
RSN MRS - IFLNEEAILALS R
O EEZEH O D& PR 1.60% -

EXPORTS AND JOB CREATION IN JOBS /
THE TEXTILE AND APPAREL (in billion dollars 101Z37T) (in millions B 73)
SECTOR: 2017 12.58 2.73
A mARRTUWHNEOESHAWAS 2018* 13.5 2.95

2019+ 15.0 301

Source: Ministry of Industry * Projected

The Indonesian government, targets to increase the
nation’s value of exported textiles and garments to USD
$75 billion by the year 2030, implying that this industry
would contribute around 5% to global exports and
generate millions of new jobs.

With all these opportunities in the Indonesian textile
industry, the country is still facing challenges, such as
dealing with high energy prices and raw materials, two
aspects that the develoPPPde project aims at optimizing
with the participating factories.

Indeed, the industry still faces obstacles in reaching its
full competitive potential, as nearly all cotton must be
imported. Meanwhile, 80% of synthetic fibres and 85%
of rayon used are domestically produced, and these
numbers are expected to rise.

With the develoPPPde project, Eurovet aims to give
Indonesian manufacturers and suppliers more visibility
internationally, by assisting them in participating in
international and professional trade fairs to showcase
their know-how and grow their international customer
base as well as improving their competitiveness amongst
other bodywear production countries. For trade fairs
it is important to be up to date. Indonesia is a very
interesting and future-proof market with which Eurovet
is hoping to strengthen its relation through this project.

EEEAIB/FNEREHEHE2030FENZELS R HEMAR
REOSARAZR7S501LETT - XERBFZTUFAEIK
HOSRmMASKHNMDE - SRR CESE T F LA
= - REMEEATMHRITWIRE DiuifefpilE - 8%
ExIAEImEFPE - AU - SEERNEMRER - X
th1E2develoPPPdel B EXEIEFS S BAEBMETR
R AIE - (98 - BN LFEMB R EEEH OMNKES
ML - HRTUKIAAEINE L EEE =SB DRI E
18 - SRR - ZT T B80% S A A £ FIB5%HI AN S
REAERE  MAXEHNEABEH—PDEE -
EurovetS @ develoPPP.dell B2 FHEDE E A W &
AR N B EBREE E - EurovetS BBt ]S SEBR
MOTWRZEES - BRSOV TWEE - KEM]
MEREFE - BN TEEMMSREFIEENZES
N WTFRGEEME - SNEHZIFEEEN -
EEEATZ—EEAAS « HARKNTHD - IEFE
EEAI - EurovetFEEZIE PRSI S -
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THE CONTEXT

A Public Private Partnership project initiated by Eurovet,

and developed and funded hand in hand with the
German Federal Ministry for Economic Cooperation
and Development.

THE OBJECTIVES

Promote sustainability and resource efficiency through:
* more circular business processes

* reduction of waste

* training professionals, students and anchor know-how.

XEHEUROVETREMNATRSIETE - FIRFREKFT
RF GRS RERMFRMER -

=Sk

B TS ER S AR R SARUE :
- EIETF SR

- R
CEIIEWAR - ENEWHEABT -
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develoPPP.de
0

The develoPPRde program was set up by the German Federal Ministry
for Economic Cooperation and Development (BMZ) to foster
the involvement of the private sector at the point where business
opportunities and development policy initiatives intersect. Through
develoPPPde, BMZ provides companies investing in developing and
emerging countries with financial and professional support by public
partners like sequa gGmbH.

www.develoPPPde

Role: support with funding and direction of the project

develoPPPdelt MHBEEKALFSES AR (BMZ ) R17 -
SERHAMER IS SEBUANBSEKRBEREBNNZ NI -
#EiddeveloPPPdeln B - BEBKHLEFSESKRENELEF
BRI ANERRAN QAT RUEVSMEW SR - ESEF
sequa gGMbHALR Z LI A H G TEIKHF -

UNIVERSITAS
KRISTEN
MARANATHA

Maranatha University in Bandung
Role: Host trainings and workshop to
sensitize students to sustainability and
waste reduction from design stage.
Partner in the circular fashion design
collection to be developed.

FESRMERS

BE  ENRINNNS - 25
FEERITNEBENIFEARS
BOERPNEIR - ZBAEGTAN
BB IR U 2SR S FIKHE -

@

Kewalram

‘l\ff
v {harraiGrmm__r

4 major Indonesian Intimate Appa-
rel Manufacturers participate to the
project to improve resource effi-
ciency.

Work on a circular fashion collection

AR EEMEOERET AR
BELANE - SERBARN
BN TFRE G S ERERE
= 0BT 15 251 -

WHO ARE
THE PROJECT
PARTICIPANTS AND
FACILITATORS
MBS SEMNEHE

EEMI o4& RANEM 2L A AR
EENAR  FEIHARIR - 0
AED - EREANR - SEHESSSRAYLSS -
M2 5EFBERE S &R
- etz 5E/BERES N R
WREIBIE - -

SEQUD

Partner der deutschen Wirtschaft

Sequa is a development organisation operating worldwide. sequa
programmes and projects are both publicly and privately funded and
are oriented at the principles of a social market economy. sequa is a
non-profit company whose shareholders are Germany's top business
membership organisations (BDA, BDI, DIHK, ZDH) and Deutsche
Gesellschaft fir Internationale Zusammenarbeit (GIZ) GmbH.

seqUaE—REMIZENARAR - sequaldit A HHMA
AHNGRFERIHBED - HUHSmBEFRUNS
@ - sequae—RIFSFIMAR - HRARNEBETNRLE W
B=%H4% (BDA - BDI ~ DIHK ~ ZDH ) MEEE RS /ENLA
(GIZ) -

&

EUROVET

Eurovet is the world leading trade show
organizer for lingerie, swimwear and ac-
tivewear, with international events in Paris,
New York, Las Vegas, Shanghai and Hong
Kong.

Role: Initiate and carry the project forward.
Initiate different activities to promote sustai-
nable and circular Intimate Apparel manu-
facturers from Indonesia and to contribute to
the development of the Indonesian Intimate
Apparel industry through awareness crea-
tion, capacity building, knowledge transfer,
practical implementations and the Interfi-
liere Hong Kong trade fair.

Eurovet@H RMA A ~ XAKH
EHREZRGRESWARNKY - HE
ARFYNNEFREENEREZR -
ALy - RIS - E8NES -
B

KT HHINE -

ZAR BN L ERAB I E DURFHED

B
INTERFILIERE

HONG KONG

D
CU suPPPort

Advisor and facilitator
Expertin circularity and sustainability

[R50 3 7 8 53
BHSUBEAETR

APl is a textile organization covering the whole textile industry sector ranging from upstream and downstream industry (the making of fiber and filament,
texturising, spinning, weaving, knitting/embroidery, dyeing/printing/finishing, batik, garment, and other textile articles as well as trade of national textile
products). APl focuses on serving the needs and interests of members and other textile stakeholders.

Role: Support with business platforms, promotes the project and its goals to their members.

APIZ—REBEENHLRTWEN IS RAR - WNHLRTW LR TR ( FENRKZNGE S 1Z - 452 - RBR -~ HE/RIS -
RE/HIE/EE - R REMEMPRBURENGRAHAS ) - ZAR/VFEERHRTUNABNT - APIEETHEERMT
MLBRTWAHNZRRENTE R -

BE  XEBWTFE - @pEE e REBiR
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Project activities and timeline

November 2018

PROJECT KICK-OFF
Meeting and vist of PT KEWALRAM 02l March 201
INDONESIA, PT SINAR PARA TARUNA,
PT BUSANAREMAJA AGRACIPTA AND PT
WINNERSUMBIRI KNITTING FACTORY
by Eurovet and suPPPort teams in Indonesia.

INTERFILIERE HONG KONG

Participation of all 4 partner manufacturers
to Interfiliere Hong Kong.

Animation of a conference focus on
circularity in our bodyfashion Industry by
suPPPort expert Marina Chahboune.

April 2019 — October 2020
TEXTILE WASTE
MANAGEMENT

Several  workshops —about  waste
management solutions will be held,
covering opportunities in logistics,
solutions to reclaim and reuse different
kinds of solid waste, as well as the
development of new product line based
on the principles of circular fashion and
the protection of natural resources.

Those workshops aim to draw
recommendations in  order  to

successfully implement a circular strategy
«from waste to resource».

March - April 2019
ASSESSMENT AND
RECOMMENDATIONS

suPPPort will conduct, for each partner
manufacturer, onsite assessments in regards
of chemical

management and inventory, worker health
and safety and textile waste management.
suPPPort will make recommendations on
possible improvements as well as on an
action plan with implementation steps within
the project time-frame.

Seminars and workshops on sustainability,
circular economy business strategies will be

organized at each partner location.

)

Ky

|
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PT. SINAR PARA TARUNA

PT SINAR PARA TARUNA as well known as SIPATATEX was
founded in 1989 and is specialized in superior quality warp
knitted lace (Textronic, Jacquardtronic and Raschel laces in trims,
bands, eyelashes and allovers) and tricot fabrics including single
tricot, double tricot, block tricot, half tricot, two-way tricot as
well as different types of tulle, Powernet, satinette, spacer
fabrics and meshes. They develop hundreds of new designs to
meet market trend every year with their in-house designers. A
vertically integrated business offering yarn processing, warping,
knitting, dyeing and finishing, full laboratory for fabric testing and
a semi-automated packaging facility to the intimates, loungewear,
outerwear and sportswear.

The company is Oeko-tex and Mattel certified.

28 March 2019
CIRCULARITY AND TREND
SEMINAR IN JAKARTA

Trend expert Vanessa Causse and suPPPort
expert Marina Chahboune will introduce
to the Indonesian Textile Association (API)
members in Jakarta:

- Sustainability, Corporate Responsibility and
Circular Economy for the textile industry

- Latest design trends within the bodyfashion
industry in the context of growing consumer
demand for innovation and sustainability.

PT BUSANAREMAJA AGRAPCITA

PT BUSANAREMAJA AGRACIPTA commonly known as PT
BUSANA set up its Ist factory in 1993.The company is a large
garment manufacturer which also provide molding, bonding,
foam cup, spray or hot melt lamination solutions as well as in-
house designed products. With |52 production lines they supply
more than 30 brands and retailers of lingerie, swim, shape, yoga,
activewear as well men’s intimates.

PT BUSANA export its production to more than 39 countries.
The company is Oeko-Tex, BSCI,WRAP, GOTS, RCS certified and
their inhouse texting lab. Is ISO 17025 certified.
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March 2019 — October 2020
CHEMICAL MANAGEMENT
& WORKERS HEALTH AND
SAFETY

Trainings focusing on chemical management,
workers health and safety within the wet-
processing units will be conducted, handover
over advised corrective actions and
recommendations to improve shortcomings.

2020
INTERFILIERE SHANGHAI

Several activities will be put in place:
*Special Indonesian Pavilion including the 4
partner factories

*Press conference to introduce the
achievements of the project to the public
*Presentation of the circular fashion
collection at the show followed by a cocktail
to meet and exchange with the project
partners and participants.

/

23 April 2019
ROAD TO FASHION
REVOLUTION

The event taking place at the Maranatha
University in Bandung will curate lectures
and workshops covering  sustainable
design strategies for students from
several Indonesian universities.

March 2019 — October 2020
DEVELOPMENT OF A
CIRCULAR FASHION
COLLECTION

A prototype collection will be developed
collaboratively, together with all participating
manufacturers and The Maranatha University
in Bandung, to showcase the possibilities
of circular fashion in the Intimate Apparel
industry.

Eurovet trend expert Vanessa Causse and
suPPPort  sustainability —specialist  Marina
Chahboune will assist the four selected
suppliers in the creation of a pilot product
line, covering all supply chain steps from
design, spinning, through fabric development,
embellishment to production.

A  seminar and workshop program
will help to define the criteria of the
product development. Participants  will
gain knowledge in design, pattern making,
yarn and fabrics development as well as

October 2020
CLOSING EVENT IN
INDONESIA

Members of associations, chambers, press,
interested stakeholder and politicians will be
invited to this closing event, and discover the
circular fashion collection.

The event will help to demonstrate how
collaborations and sustainable development
can be implemented and how it benefits a
large group of stakeholders.

manufacturing processes

based on the

principles of sustainability and circular

economy.

'\?‘ Kewalram

ChanraiGroup
PT KEWALRAM INDONESIA

Set up in 1976, KEWALRAM is a large Embroidery Manufacturer.
The company, which is fully integrated in terms of yarn dyeing
and finishing, is also involved in the design. It owns 57 Swiss
embroidery looms, including a number of Epoca 06 machines
and presents a new

collection 3 times a year using motifs and designs created in
Europe.The majority of its embroideries are for the lingerie and
ready-to-wear markets.

KEWALRAM exports 85% of its output to over 35 countries.
The company is Oeko-Tex Standard 100 and ISO 9001:2008
certified. Its production site has a wastewater treatment unit.
[t uses non-contaminated cottons certified by the BCl (Better
Cotton Initiative).

@

PT WINNERSUMBIRI KNITTING FACTORY

WSK was founded in 2001, is part of the Sumbiri Group
established since 1973. The Sumbiri Group is involved in joint
venture with Stretchline, Matsuoka Winner Industry and MAS
Sumbiri.

WSK specializes in circular and warp knits (satin nets, shiny satin
knits, satinettes, simplex knits, Powernets...) produced with
the latest generation of Karl Mayer machines: 55 flat knitting
machines and 16 circular knitting machines. WSK also provide a
wide choice of finishing details (silky touch, glitter...) or dyeing
possibilities for the lingerie, swim, shape, yoga, activewear market
as well men’s intimates.

WSK is a certified Green Company. The offer includes knits
made with recycled fibers, and the company treats 70 percent of
wastewater which then returns to the manufacturing cycle. Care
is also taken to limit polluting substances in the air and water.
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PT. SINAR PARA TARUNA

PT  SINAR  PARA  TARUNART - XH&SIPATATEX -
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PT BUSANAREMAJA AGRAPCITA
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