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We ignite 
the power in women

Our values are our DNA. They connect us, they express what we stand 
for and they define how we act. Day after day.



Creating superior quality fashion lingerie brands 
in a wide range of sizes & styles, 
inspiring consumers 
with the ultimate fitting experience.



Quality & Fitting: 
One milli-meter 

makes the difference

°1919

1965

1980

2019

Focus on the customer: 
Partnership with 

independent retailer

Service Level: Develop 
efficient supply chain

Design & Fashion: 
Marie Jo 

PrimaDonna

Our rich history: from corsetry 
to global lingerie group with loved brands
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1st Generation 2nd Generation

3rd Generation100 Year VdV



Deliver sustainable 
profitable growth



Grow
PrimaDonna

Reclaim
Marie Jo 
position

Recruit via 
Lingerie Styling & 

fitting

Grow via 
a personal 

relationship

Build and leverage 
engaged 

communities

Continue to 
strengthen our 
independent 

retail partners

Best-in-class
retail stores

International 
growth through 

Opti-channel

We ignite the power in women

Creating superior quality fashion lingerie brands in a wide range of sizes & styles, inspiring consumers with the ultimate fitting experience

Engage the organization in a growth cultureStrengthen & enlarge Supply Chain & Operations

Position 
Sarda For 

Growth

PURPOSE

USP

Drive consumer centricity Strengthen opti-channel & markets

Be a leader in premium fashion lingerie 

Sustainable profitable growthOBJECTIVE

Quality ∙ Passion ∙ Entrepreneurship ∙ Authenticity ∙ Teamwork ∙ Consumer & customer focusVALUES

Digital 
commerce

Shaping the bodies and minds of womenMISSION
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43,2 mio€ 
or 20%  

211,4 mio€ 

B2B segment

Strong business recovery   

58,0 mio€ or 
27,4%

B2B segment

D2C segment 

Comparable sales  Comparable EBITDA  

168,2 mio€ or 80%

D2C segment

50,8 mio€ or 30,2%  

7,1 mio€ 
or 16,5% 

Our business in 2022
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Our business in 2022



We work closely together with more

than 3,600 independent

retail partners in over 65 countries 

Our Fashion Brands Our Retail Brands

Our business
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Price Range $
Price Segment 

value%

High Luxury Brands >80 3%

Upper Better Brands 55-80 8%

Medium Mass Market Brands 20-55 38%

Low Budget Labels <20 51%

Lingerie consumer price segmentation (bras) 2018
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• We operate in the premium bra segment (> 50€)                                                                                
which represents about 2% of units sold & 11% of value globally.(1)

SOURCES: (1) Just Style – 2018 - Global market review of lingerie

VdV plays in the top end of the lingerie market
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• The 2 main markets for total lingerie are Europe (39,1%) & North America (26,8%) (1)

• The growth projections of the lingerie markets are in line with GDP growth(1)

SOURCES: (1) Just Style – 2018 - Global market review of lingerie  

$bn %

Europe 11,71 39,1%

North America 8,04 26,8%

Asia 6,13 20,5%

South America 2,33 7,8%

ROW 1,74 5,8%

Total 29,95 100,0%

World Lingerie Market in US $bn

Presence

No Presence

VdV plays in the top end of the lingerie market

Since March 2022 is business on hold
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% Premium buyers (1) # of bras bought in last 2 years (1)

SOURCES: (1) Profacts study – Dec 2020 – Conducted in BE, FR, DE, NL and UK,

Millennials are more premium lingerie buyers…

…and spend a higher amount on lingerie.

Millennials are important premium lingerie buyers
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• 47% of the consumers are multi-channel buyers. Among millennials (Age 25-40) even 57% buys multi-
channel.(1)

SOURCES: (1) Profacts study – Dec 2020 – Conducted in BE, FR, DE, NL and UK,

A seamless integration of online and offline is critical





PrimaDonnaMarie Jo

84 83
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SOURCES: (1) January 2022 – VdV Tracking

Brands with high net promoting scores(1)
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• 80% of women are wearing 
the wrong bra size

• Only 22% have had their size defined 
in the last year

• 27% have never had their size 
defined

• 35% mentions a comfortable fit as 
the nr.1 priority when shopping 
for a new bra

The moment of truth is the ultimate fitting experience 
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Consumer Centricity through our Optichannel Strategy
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”As the moment of truth is the ultimate fitting experience, we will guide our consumers 
to channels which can deliver this experience in her market”

Own websites

IRPs
Own Retail stores

Premium 
Department Stores

Etailers



We work closely

together with more

than 3,600 independent

retail partners to offer the 

best fitting experience to 

our consumers

Our independent retail partners offer the ultimate 
fitting experience 
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Ultimate fitting experience: 
We have expanded the lingerie styling expert program
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In Store CoachingWebinars

Training content on B2B

Classroom training



Strengthen our IRP: Accelerated the digital journey 
of the IRP with new features

Van de Velde media platform:
easy access to all our campaign
images & videos.

Live Shopping Event @ IRP



Ultimate fitting experience: 
Scan@Shop will be tested by partners in Q4 ‘23

23
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Measure@Home

Fit Quiz
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Digital Channels of our partners:

Ultimate fitting experience: 
Our digital fitting tools have been integrated by our partners
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Best in class retail stores: 
New store concept installed in March at Gelderlandplein
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Best in class retail stores: 
New store concept installed in March at Gelderlandplein
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• Around 20% of women buy premium 
lingerie in Western Europe %(1)

• Germany is the largest premium lingerie 
market in Western Europe %(1)

BE

UK

FR

DE

NL

SOURCES: (1) Profacts study – Dec 2020 – Conducted in BE, FR, DE, NL and UK,

# Premium Buyers

Focus on Germany for international growth



International growth through Opti-channel 
Focus on Germany
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“Excellent consumer experience 
through Brand & Fit “

Own websites

IRPs Premium 
Department Stores

Own Retail stores

VdV Criteria:

Market PlacesEtailers
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Since November 2022, our customers are 
served by a new Warehouse Management 

Software that is supporting a semi-
automated distribution center 

Mlog storage Knapp OSR 

Our new Warehouse Management 
Software makes our distribution center 

more scalable

Investments in technology and automation



We are planning an 8,000 m² expansion of
the Belgian production and distribution site 

including a high-bay storage installation 
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Long term infrastructure planning
to support our business 
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With the commissioning of the new Kondar building 
we will develop a center of expertise in Tunisia

Further transform our Tunisian workshop 
to a regional hub
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Engaged organisation with strong values



Strive for 

Carbon Neutrality
Study potential of

Circularity
Supply partners

Due diligence Purpose driven

Sustainability roadmap is based on 4 pillars

Appointment of dedicated
sustainability manager

Q4 2021

Framework for 
sustainability roadmap

Q2 2022

Start execution of 
roadmap

Q3-Q4 2022

Sustainability is part of our culture
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Top 5% textile & apparel

Risk RatingPositive Rating

Strong ESG credentials recognized by rating agencies
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Comparable sales recovered strong in 2021 & 2022 and Comparable EBITDA% remained solid 

*2019, 2020, 2021 and 2022: IFRS 16 included 

Financial overview: Sales and EBITDA

*
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• Comparable sales are m€ 211,4, a growth of +10,6%
• The comparable EBITDA is m€ 58,0 and 27,4% of sales, a growth of +10,8%
• The net profit is m€ 36,8 a growth of +14,9%

Key figures 2022

191,2 

211,4 

FY 2021 FY 2022

52,3 

58,0 

FY 2021 FY 2022

+10,8%

32,0 

36,8 

FY 2021 FY 2022

+10,6%

+14,9%

Comparable Sales (m€) Comparable EBITDA (m€) Net profit (m€)
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Solid EBITDA% & low CAPEX requirements are leading to strong a cash generation

Financial overview: CAPEX & Cash Flow
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The strong balance sheet provides flexibility

Financial overview: Solvency & Dividend Yield

*2019, 2020, 2021 and 2022: IFRS 16 included 
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Financial overview: Summary



Shaping the bodies and minds of women
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