
dress shirt brand in the United States, and Van
Heusen has been the best-selling branded woven
sport shirt brand in the United States. Add to U.S.
sales almost $200 million in retail sales outside
of the United States by its licensees, and the Van
Heusen brand may be the best-selling dress shirt
brand in the world.

Van Heusen has repeat-
edly appeared on the Top 
50 Mega Brands List pub-
lished by DNR, a leading
men’s trade magazine (which
ceased publication in 2008).
In DNR’s last survey, pub-
lished in 2007, Van Heusen
ranked number 16, based 
on a survey of consumers’
familiarity with leading men’s apparel and acces-
sory brands.

HISTORY
The Van Heusen story began in 1881 in Pottsville,
Pennsylvania, with Moses Phillips and his wife
Endel, who started mending shirts by hand for the
local coalminers. Eventually, the business moved
beyond mending to include sewing and selling
shirts as well. After achieving success in this lim-
ited market, Moses Phillips, at the suggestion of
his son, Isaac, moved the operation to New York
City, a much larger market where they could find
greater consumer demand. Showing great insight
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into the American market, the Phillips family
placed one of the first-ever dress shirt ads in The
Saturday Evening Post, a move that signified the
family business’ transition from small town to the
national stage. 

While the Phillips family was developing its
business in the United States, in Holland, another

key brand component was 
in development. Here, John
Manning Van Heusen was
creating an exclusive process
that fused cloth on a curve,
fashioning a soft-folding
collar that captured the
stiff-collar look of the era
while retaining the comfort
of a soft collar. Van Heusen

filed a patent application in 1917 covering the
process. In New York, looking for a partner or
buyer for his process, Van Heusen met with Isaac
Phillips, and the Phillips–Van Heusen (PVH)
alliance was born. The business got under way 
in 1919 when the patent was granted for the 
Van Heusen soft-folding collar, also known as
The World’s Smartest Collar. In 1921, the
patented collar was introduced to the public and
achieved immediate success. The business intro-
duced the seminal Collarite shirt, the first mod-
ern dress shirt with an attached collar, in 1929.
Later on, the Van Heusen line was expanded to
include the Country collection of colored shirts,

THE MARKET
In the United States, a shirt and tie is
still the expected dress in many business
environments — and in places where
corporate casual has taken hold, dress
shirts are often the top choice, even if
the tie is left behind. Dress shirts have
also become a stylish option for leisure
time. Paired, untucked, with jeans and
sneakers, the narrower silhouettes of
dress shirts signal a migration away
from the more casual, baggier styles of
the late 1990s. 

As is often the case in core fashion
items, consumers seek reliability, depend-
ability, and a name that they know and
can trust. Van Heusen is one of those
brands. It has instant recognition in the
United States, particularly as a men’s
dress furnishings and sportswear brand,
and holds significant positions in
Australia, India, and parts of South
Amer ica, as well as a significant history
in the United Kingdom, where it contin-
ues to be the subject of a highly prized
Royal Warrant issued by Her Majesty the Queen. 

ACHIEVEMENTS
The Van Heusen brand is owned worldwide by
Phillips–Van Heusen Corporation. Since the 1921
launch of the patented Van Heusen “soft-folding

collar,” the Van Heusen brand has been a leader
in the dress shirt arena — both in terms of prod-
uct innovation and marketing.

The Van Heusen brand has had remarkable
success in the United States. Since 1991, Van
Heusen dress shirts have been the best-selling
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