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Paul Smith:
‘Claridge’s inspired my latest store’

David Lauren:
how Ralph is still selling dreams 40 years on

Plus: Luxury Connections, Pullman Editions and 
the rise in spending on luxury brand marketing 

Jeffrey Miller: optimism is the new black!
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BOND Street again dominates the headlines with two significant
transactions taking place within the leasing and investment 
markets. Coach is strongly rumoured to have acquired the

Mulberry store at 41-42 New Bond Street for a rent in excess of £1 
million per annum, over £645 Zone A: yet another r ecord for the street.
LVMH has completed the purchase of 160 New Bond Street (Christian
Dior) for around £50m. If the freehold of 6-8 Old Bond Street (Dolce &
Gabbana) is indeed under offer to a French retailer, since Hermès
purchased the Asprey building over £275m would have been invested
by retailers on Bond Street. Many purchases have been undertaken by
wealthy private families securing future sites and a valuable commercial
investment. The availability of 14 Old Bond Str eet (Etro) is commanding
attention particularly if a new lease at a market r ent is on offer.
Anticipate a new record Zone A in this location also.

In ‘New Mayfair’, Richard Caring continues to expand his r estaurant
empire with the grant of planning consent at 34 Gr osvenor Square
(8,000 sq ft) for Number 34, a steak equivalent of Scotts in nearby
Mount Street. The opening will certainly enhance South Audley Str eet
as a retail destination, currently home to Thomas Goode, Sadie Coles
and Rick Owens. This follows the announcement of the pr oposed
opening of the Balthazar concept in Covent Garden and strong
rumours of Richard Caring extending the portfolio of r estaurants into
SW1, within Sloane Square.

Along Sloane Street, an orderly queue is developing as brands
and restaurateurs negotiate with landowner Cadogan for the pr ominent
former HSBC site at 13-14 Sloane Squar e. And just around the corner,
in Pavilion Road, the same landlord will shortly announce the retail
and food line-up, with six new shops. Number 32 Sloane Squar e, 
formerly Bamford, will become a second store in London for Italian
jeweller Pomellato.

Burberry has signed to take the for mer HMV store (10,000 sq ft) in
King Street, Covent Garden. The principal landlord owners will
announce another letting to a premium retailer at 43 King Street, with
Rugby and Mulberry hot favourites to emerge as the latest high-end
brands expanding their London portfolio into mid-town. Paris’s famous
tea salon Ladurée has secured the Market Buildings on the cor ner of
the piazza opposite Apple. At least half a dozen other opportunities
exist. The next luxury retail property location within the capital.

Keith Wilson, Wilson McHardy, London (tel: +44 (0)20 7439 1666)
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Smarter than Smart?
Gordon Murray is literally a giant among car designers – he stands
at about 6’7”. The last car that he designed was the thr ee-seater,
240mph missile, the F1, adored by car aficionados the world over.
His follow-up is the T25 (T27 in electric for m) – where the emphasis
is on 100mpg rather than 100mph. Launching shortly, it is even
smaller than a Smart and is priced at just £6,000. Despite its size it
can pooter along at 80mph and cover 450 miles on a (tiny) tank of
fuel. Just like the F1, the driver’s seat is in the middle and ther e are
two passenger ones just behind. And, just like a jet fighter , there
are no doors – the whole fr ont tips forward. Unlike either the F1 or
a fighter, it is made from recycled plastic bottles. Dead cool. 

www.gordonmurraydesign.com

ON Madison Avenue, Eton joins the fray at no 625. Orianne
Collins will offer jewelry, cosmetics, men’s accessories and art
at no 655. Agent Provocateur will open soon at no 675.

Roberto Cavalli has renewed at the corner of no 711. Soigne K is next
to debut at no 717. Oliver Peoples has a new shop at no 755. Giorgio
of Beverly Hills comes back east to no 786. CH by Carolina Herrera
arrived at no 802. Ralph Lauren’s new flagship at 72nd and Madison is
finally ready: men only now. J Crew Men’s shop has arrived at no
1040. Margo Manhattan Jewelry will open at no 1200.

On Fifth Avenue, Elie Tahari has opened a shop-in-shop on the
fourth floor of Saks.

On the Upper West Side, Century 21 will take over Barnes &
Noble’s spot at 66th and Broadway. Rag & Bone is coming to 182
Columbus Ave. Greenstones et Cie will add to the children’s clothing
offerings, at 454 Columbus Ave. Paige Premium Denim has opened at
245 Columbus Ave.

Columbus Circle welcomes Sur La Table in the Hearst Building at
57th Street and Eighth Avenue .

In Times Square, Oakley takes 1515 Broadway.
In SoHo, hailing from Romania, footwear and accessories designer

Musette has its first US branch at 438 W est Broadway. Agnès b returns
to the neighborhood at 50 Howard Street. Cole Haan is now at 128
Prince Street. Folli Follie’s fabulous jewels is coming to 133 Prince
Street. Alexander Wang’s first store will replace Yohji Yamamoto at 103
Grand Street. The Frye Co’s first US store opens at 113 Spring Street.
Realm’s premier designer apparel opens at 98 Greene Street. Chanel
reopened its renovated boutique at 139 Spring Street. Duckie Brown
by Florsheim pops up at 109 Mercer Street.

In Flatiron, Michael Kors goes to 133 Fifth. Harry & David is pop-
ping up for the holidays, 155 Fifth A venue. Eataly from Mario Bataly
has opened at 200 Fifth Avenue .

In the West Village, Monocle has debuted a store with apparel and
accessories for the stylish world traveler at 535 Hudson Str eet. British
clothier APC will bring its French take on basics to 92 Perry Str eet.
Marc Jacobs: Bookmarc has opened at 400 Bleecker Street.

Trend-tracking from the streets of gold: 
Bleecker Street is fast becoming lipstick alley with MAC, Nars and
Creed joining the line-up.

Faith Hope Consolo, Chairman, Retail Leasing & Sales, Prudential
Douglas Elliman 001 212 418 2000 fconsolo@elliman.com
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STYLUS
The founder of B2B fashion trend forecast-
ing website WGSN, Marc Worth, is due to
embark on a new online venture for the
design industries. Stylus, launching this
month, is modelled on WGSN’s corporate
subscription service and will focus on for e-
casting mid- to long-term trends for retailers
and manufacturers of design-led consumer
products, in categories including interiors,
exteriors, electronics, accessories, apparel,
product design firms, automobiles and
architecture practices. “The creative 
industries are having to develop product
offerings much more carefully,” Worth said
in a statement. “Yet the core activities –
designing, producing, buying and 
merchandising – are supported by limited
means, with information sourced from
expensive reports, narrow sector coverage
in monthly magazines or daily blogs, and
time-consuming searches through low 
quality sources, combined with individual
guesswork and gut instinct. Professional
creatives have clearly been under-served,
with a lack of dedicated, inspiring content.
There is a need for a definitive, all-encom-
passing resource that can be customised to
individual requirements and accessible
while on the move.”

VOGUE.COM
Vogue.com has been relaunched with no
expense spared, transforming the old 
website with new elements such as an over -
size features carousel that integrates ads,
images that are three times larger than
before, high-quality videos and an emphasis
on interactivity. “Users can now comment
on stories, connect to most social media
platforms such as Twitter and Facebook,
create ‘lightboxes’ with their favourite
looks, vote for the Ten Best Dressed and
see what’s happening elsewhere online via
The Aggregator, which pulls fashion news
from across the web,” explains Caroline
Palmer, editor of vogue.com. The site was
created in conjunction with digital develop-

ment company Code and Theory. “The
fashion world moves so quickly now, every-
one at the magazine wants to be able to
bring it to the Vogue reader on an hourly,
not just monthly, basis,” Vogue editor Anna
Wintour said. “Also, there is just so much –
too much, almost – out there on the web.
Vogue.com isn’t going to be covering
everything – just the right things.” Burberry,
Estée Lauder, Gucci, L’Oréal and
Nordstrom have signed up to be the site’s
launch sponsors through to the end of the
year. Ad units include click-to-buy shopping
modules and video-capable ones. The
magazine hopes to sell between 10 and 15
annual sponsorships next year. Vogue
Archive – a searchable database of the
magazine’s archives from 1892 – is also due
to launch in 2011 as well as a V ogue-centric
encyclopedia called Voguepedia.

MR PORTER
Net-a-Porter group’s new website, Mr
Porter, which is due to launch in January,
has hired a new editor-in-chief. Jeremy
Langmead, who starts this month, has held
editor posts at Tatler, Wallpaper and
Sunday Times Style. Natalie Massenet,
founder of the Net-a-Porter group, says:
“The founding principle of Net-a-Porter.com
is to create the balance between content
and commerce and this will be instrumental
in the Mr Porter business. Now we have one
of the foremost editors leading its editorial
team in defining the style and dir ection of
the site from its launch.”

NOTA BENE
The luxury lifestyle and travel guide books
from Nota Bene are now available via an
iPad app, which was launched in September.
Available on subscription, Nota Bene Digital
offers its members up-to-the-minute city
guides and magazine-style content, including
opinion pieces on fine dining, top hidden
resorts, fashion, beauty and wellbeing as
well as maps that guide you to the best
hotels, restaurants and shops in your area.

The printed guides have since stopped
being produced. “We decided to move in
line with the way a discer ning, time-poor,
fast-moving demographic wants the latest
scoop on exclusive world travel,” Anthony
Lassman, Nota Bene’s founder, told Luxury
Briefing. “We also saw this as the perfect
opportunity to merge Nota Bene (the review)
with Nota Bene Pulse into one global travel/
lifestyle intelligence brand.” 

THE MAIL ON SUNDAY
September saw The Mail on Sunday launch
a new luxury fashion supplement to coincide
with London Fashion Week. A spin-off from
the newspaper’s weekly You magazine, You
Inspire’s first issue features an interview
with London-based shoe designer Nicholas
Kirkwood and designer Diane von
Furstenberg. Its advertisers include Chanel,
Jimmy Choo, Max Mara and Biba. The 
second issue is due to be published in Mar ch.

CONDE NAST
A joint venture has been formed between
Condé Nast Publications and Brazilian 
publisher and broadcaster Globo Media
Group, to publish Vogue and other Condé
Nast magazine titles in Brazil. The Brazilian
edition of Vogue has been published in
Portuguese for over 35 years via a license
agreement with Carta Editorial, as well as
other smaller titles such as Casa Vogue
and Homme Vogue. These will now be
published by the new joint venture,
Edições Globo Condé Nast, with plans to
launch further titles from the Condé Nast
stable, along with branded digital and digi-
tal TV platforms. 

“Globo is the leading media company
in South America and has a reputation for
excellence,” says the chairman of Condé
Nast International Jonathan Newhouse. ”It
is the ideal partner for Condé Nast as we
expand our business activities in this key,
growing market.”

Luxury connections
Luxury Briefing is to launch a new
publication, designed to connect 
suppliers to the luxury industry with
the brands themselves. Initially a print
publication, Luxury Connections
offers everyone from designers to
lawyers to PR companies to 
shopfitters to market researchers a
well-designed shop window for their
products and services. It will be 
circulated free to Luxury Briefing 
subscribers and other key decision-
makers within luxury brands. For 
further information about how to get
into Luxury Connections, email 
jessica.patterson@luxury-briefing.com

“I agonised for a long, long time about dispensing with
the books because people absolutely loved them. We
started looking into building a website, but then the
iPad came along and everything suddenly made sense”

Anthony Lassman, founder of luxury travel guide Nota Bene, in the FT 
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