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EVERY five years all the commercial properties in England are
revalued for the purposes of calculating rates, the UK equivalent
of community charges. The rates payable by an individual occu-

pier are calculated by reference to the rateable value (assessed by the
valuation officer of the local council district) and the rates poundage
(set by the government in the annual budget).

2010 is the year for the rating revaluation and unfortunately, for
most retailers, values are set to increase. But rateable values are
negotiable, assuming you have taken the appropriate steps to appeal
your new assessment. The figures are based on the equivalent rental
value at the valuation date and, in the first instance, the opinion of
the valuation officer.

If you have refitted your store during the last five years bizarrely
the rateable value could go down; if you decided to install air condi-
tioning, the rateable value could increase. If you are currently refur-
bishing your store you have a very short window within which to com-
plete the works and minimise the increase in rates payable. In some
unusual circumstances it may be inappropriate to appeal the new
assessment and the increase can not be imposed upon you retrospec-
tively. Seek advice from a specialist in the field.

Five years ago retail rents in prime Bond Street were £600 Zone
A. At the current valuation date this figure would be closer to £750
Zone A. In Mayfair generally rents have increased by at least 50%, or
in some locations almost 150%.

It is to be hoped that the government will introduce the maximum
increase in the levy. Will these increases in occupational costs affect
demand and the level of rents and key money paid? Sadly, doubtful.

With the exception of one store opposite Fenwick there is not
a single space available in Bond Street. In Sloane Street, only the
former Nat West Bank is available, Mount Street provides only
one opportunity for a new brand to secure representation, no 5,
although judging by current interest within a month this space too will
be under offer. Some locations within village London have availabili-
ty, but the last premium paid for a boutique in Marylebone High
Street was £285,000.

If the considered answer to the contract increase in occupational
costs is the purchase of your own building, please note, prime yields
now hover around 3.5%.

Keith Wilson, Wilson McHardy, London (tel: 020 7439 1666)

On Madison Diptyque is open and glowing at no 971. Reed Krakoff
is being created at 831 and CH by Carolina Herrerra at 802. Barneys
features a revamped Prada men’s shop and Links of London’s grand
renovation is on display at 535. Italian shirtmaker Camicissima debuted
at 509. Two stores at the foot of the headquarters of Burberry Brit and
London are at no 444 under the massive Burberry sign.

On Fifth Avenue, La Maison du Chocolat brings a boutique to no
350, while on the Upper East Side, Bernardaud temporarily moves
next door as 499 Park Avenue gets a facelift. Sephora will be opening
its doors on Columbus Avenue at 102nd Street.

In Flatiron, The Limelight Marketplace will host Japanese 24-carat,
gold-infused skin care line Cosme Proud, fine apothecary Caswell
Massey and Hunter boots.

In Nolita, Sloane rejuvenates vintage apparel in the former 1929
location at 174 Mott Street. Botkier has her own accessories palace at
246 Mott Street. British lingerie company Coco de Mer opens at 236
Elizabeth Street.

In SoHo, JNBY, by Chinese fashion students, tested the retail
waters with a pop-up store and will turn permanent at 75 Greene
Street. MiN New York, 117 Crosby Street, offers men’s fragrances and
apothecary items, with a small supply of women’s and home fra-
grances, and French sportswear brand Zadig & Voltaire comes to 153
Mercer Street.

In the Meatpacking District, British men’s designer Grahame
Fowler has opened at 138 West 10th Street. Krizia will move from
Madison Avenue to 446 West 14th Street, near Stella McCartney,
Alexander McQueen and Diane von Furstenburg. Anthropologie goes
to Chelsea Market, 75 Ninth Avenue. Scoop’s 875 Washington Street
shop will change its concept six times a year and is currently Scoop
After Dark.

Trend-tracking from the streets of gold: 
West coast retail is gaining momentum. In LA, Robertson Boulevard
welcomes two contemporary designers to the roster: London-based
AllSaints and Splendid. On Melrose, British designer Vivienne
Westwood is opening a boutique. In San Francisco’s Union Square
Bulgari took a major corner at Stockton and Geary Streets across from
Neiman Marcus and Louis Vuitton. 

Faith Hope Consolo, Chairman, Retail Leasing & Sales, Prudential
Douglas Elliman 00 1 212 418 2000; fconsolo@elliman.com
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unusual features of the spa is a real-time
image of the Paris skyline which is projected
throughout the spa and visible from within
the treatment rooms. Treatment products
include Voya and Aromatherapy Associates;
Asian-inspired massage, reiki and kinesi-
etherapy are available. A new Six Senses
treatment unique to the Paris spa is also
available: the Paris Roof Tops Honey Facial
is an anti-ageing treatment that uses honey
sourced from rooftop beehives in Paris. 

LE LABO
Le Labo has opened its first standalone
European store in London. The cult fra-
grance brand’s new boutique is on
Devonshire Street, just off Marylebone High
Street. Until now the brand has been sold in
London exclusively through a Le Labo
counter in Liberty’s beauty area. The new
store has been designed by Caulder Moore,
who described it as, “following the idiosyn-
cratic lab concept established by [Eddie]
Roschi and [Fabrice] Penot, but having a
flavour of London, reflecting the individual,
personalised ethos of the business.” The
London outpost will be the fourth stand-
alone Le Labo boutique, joining existing
outlets in New York, Tokyo and Los Angeles.

SNOWBERRY
Snowberry skincare is now available in the
UK for the first time. The line of organic
skincare from New Zealand has launched
through Harvey Nichols, which has joined
existing retailers in New Zealand, Hong
Kong, Germany, Austria and Spain. The
Snowberry brand is free from parabens, sili-
cones and petroleum, and was founded by
Persian-born New Zealander Soraya
Hendesi who has described the line as
being, “as gentle but enduring in its effect
as possible, seeking to enhance rather than
to intervene.”

MAC
In April MAC is to open a new store in
Times Square, New York. The 1,700 sq ft
boutique will join the two Sephora stores,
Bare Escentuals and L’Occitane shops that
have recently opened in the area, turning
Times Square into a destination for beauty
enthusiasts. Located at 46th and Broadway,
the store will serve as a global flagship and
is predicted by MAC executives to become
the brand’s top-selling outlet within 12
months. MAC has also just launched its
new Tabloid collection in the US – a line
described as ‘high-definition’ make-up
aimed at giving an airbrushed look to nor-
mal mortals. In addition this month it is to
introduce a collection produced in collabo-
ration with Liberty of London and inspired
by colours used in Liberty prints.

For those online rather than in its bou-
tiques, MAC has added a useful interactive
resource on its website offering shoppers
the chance to instant message MAC make-
up artists. The professionals will then ‘chat’
through queries live, advise on application
techniques and discuss new products.

SEPHORA
Sephora has now opened a new retail con-
cept in Milan. The new 11,110 sq ft Corso
Vittorio Emanuele store is the group’s
largest in Europe and extends over three
floors. The new architectural design intro-
duced in Milan includes a theatre-like space
at the front of the store which will allow
brands to be showcased prominently on a
rotating basis. Sephora has also said that
the new store design will allow each individ-
ual brand stocked to have a greater degree
of space and project identity. This will also
be achieved by reducing the number of
brands and products compared to previous
Sephora store designs. There are now 100
Sephora stores in Italy, the brand’s second-
largest European market after France.

DE MAMIEL
De Mamiel is a new skincare line that com-
bines Chinese medicine with western sci-
ence. The philosophy behind the brand is
based around balance and cycles and
products are categorised by the seasons to
provide the required treatment to deal with
changing environmental conditions. Initially
the line will consist of a collection of facial
treatment oils, which also combine an aro-
matherapy element to complement the

product: relaxing and nurturing for winter,
rejuvenation for spring and energising for
summer. De Mamiel was set up by Annee
de Mamiel, who studied Chinese medicine
following a personal health crisis. The
founder is already known for her work as an
acupuncture facialist, working at a number
of clinics in London and the spa at Home
House. She has also launched her own col-
lection of medicinal teas based on the for-
mulas served after her treatments.

HARRODS
As increasing numbers make a move away
from invasive beauty procedures, Harrods is
to open clinics run by specialists in non-inva-
sive beauty experts at its Medispa at Urban
Retreat concept. Therapists setting up shop
in the space include well-known practitioner
of Chinese medicine John Tsagaris, who will
be offering anti-ageing acupuncture, LED
light masques and chrysotherapy – a
Chinese facial procedure. Also in place will
be the Kite Clinic, specialists in classical
acupuncture and Indiba, a medical group
that offers anti-ageing and body toning ther-
apies using radio frequency techniques

SIX SENSES
Six Senses has launched its first Paris spa,
located on rue de Castiglione, designed to
serve as an urban sanctuary balancing ele-
ments of the natural world with minimalist
styling. The spa’s two floors are joined by a
vertical wall garden in the reception space
and the treatment rooms are cocoon-
shaped pods built in oak. One of the more

Tops off
As spring approaches, Audi has come up with something to
provide exhilarating top-down fun. The two-seater TT is
already a pocket-rocket, with its neat proportions and go-
kart-like handling. But the new Audi TT RS version takes a
whole step up with the removal of the roof and addition of
Quattro four-wheel drive, huge brakes, sports suspension
and a blistering 2.5-litre engine that produces no less than
335bhp. 

It is tempting to compare it to the original, iconic Audi
Quattro of the 1980s which produced a mere (by compari-
son) 200bhp – this has almost double the power. A sober-
ing thought, but guaranteed to put a smile on your face.

www.audi.com

Glitter bug
This month sees the launch of the first cosmetics line by jewellery and acces-
sories designer Tarina Tarantino. The collection previewed through the
Sephora website in February, and will now be available in stores for the first
time. The line reflects the sparkling nature of the Tarina Tarantino accessory
designs, with silver and pale pink packaging studded with rhinestones. In an
interview with WWD, Sharon Rothstein, Senior Vice President of Marketing for
Sephora, said, “We think it will appeal to girls of all ages. It has a sense of opti-
mism and whimsy.” The first Tarina Tarantino collection will extend to 55 skus,
with limited-edition collections being marketed twice a year. It will be sold as
part of the new Sephora Presents series of exclusives. Tarina Tarantino launched
her eclectic accessories and jewellery collection in 1995 in partnership with hus-
band Alfonso Campos. The line is now sold through Tarina Tarantino boutiques
and other retailers across the US and Europe including Nanette Lepore, 
Paul Smith, Seibu and Bloomingdales.




