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Saks Downtown:
An 86,000-square-foot
‘Boutique’ Concept
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Saks relevant and a store for the future.

The new three-level, 86,000-square-foot
Saks is tightly edited, devoid of shops-in-
shop, and offers only women’s fashion
with an avant-garde orientation. While the
store is smaller than other Saks units, it
nevertheless has a sense of spaciousness,
with wide openings from department to
department and landing areas, so it’s clear
what offering lies ahead.

The store is rigged for service, with a
Fifth Avenue Club with private suites for
personal attention and a “hotline” dis-
patching Saks stylists to rush out to resolve
any kind of “fashion emergency,” whether
a customer needs a new tie after a coffee
spill, or breaks a heel after rushing to make
an appointment.

“Saks downtown may be our second
store in Manhattan, but it is the first of its
kind. The design is open, the edit is unique
and it’s quite simply fun to shop,” Metrick
said. “Overall, the way we are approaching
Saks is that every store needs to be special.
When people walk in, they need to feel
good about our stores.”

The setting isn’t the usual retail box. The
main-level rotunda space is anchored by a
large column containing the escalator and
cash wraps. Despite the imposing nature
of the column, there are views across the
floor and an easy, circular flow, so it’s
simple to navigate. The main floor houses
designer ready-to-wear, which is unusual
placement. The category is typically
on higher floors in department stores.
Designer handbags and fine jewelry are
mixed in with the rtw, making the setting
even more distinct.

“We’re merchandising by lifestyle, not
by category,” explained Tracy Margolies,
Saks’ chief merchant, who accompanied
Metrick on the tour. “There are lots of
fashion cues giving customers a sense of
discovery as she shops throughout the
floor.” The main-floor rtw includes Alexan-
der Wang, Altuzarra, Baja East, Balenciaga,
Balmain, Chloé, Dries Van Noten, Fendi,
Haider Ackermann, Junya Watanabe, Lan-
vin and Saint Laurent.

It’s particularly important for Saks to
develop new concepts, elevate its offer-
ing and rethink the department store,
considering the business has slowed
along with the rest of the luxury market.
Moreover, designers have many more
points of distribution through the Inter-
net and by opening their own stores,
and tourist spending has been off. Saks,
however, continues to add square footage,
having recently opened stores in Canada
and Hawaii and it’s currently planning a
complex of specialty stores in Greenwich,
Conn., and a store in American Dream
Meadowlands mall under construction in
East Rutherford, N.J.

Downtown, luxury retailing is largely
untested, adding risk to the Saks venture,
though Brookfield Place has been operat-
ing with upscale specialty stores including
Burberry, Bottega Veneta and Ermenegildo
Zegna. It’s where Saks’ parent company,
Hudson’s Bay Co., has made a major
commitment beyond the Saks women’s
store. HBC has relocated the offices for its
Saks, Lord & Taylor and Gilt divisions to
Brookfield Place, in a move that occurred
in phases over the last several weeks,
involved 2,500 people and created a cen-
tralized workforce.

In addition, Saks will open in March 2017
a 17,000-square-foot men’s store nearby at
250 Vesey Street, which will focus on mod-
ern fashion, have a strong accessories and
footwear assortment, made-to-measure

“Saks downtown may
be our second store
in Manhattan, but it
is the first of its kind.”

MARC METRICK, SAKS FIFTH AVENUE

and bespoke services and a design that
Saks executives said stresses “experiential”
shopping. On top of that, a 55,000-square-
foot Saks Off 5th will open at One Liberty
Plaza next year.

Now for Saks, it’s about projecting a dis-
tinct Saks image and vision, as Margolies
said, and downtown that’s supported by
the careful merchandising — the retailer’s
most fashion-forward effort — discreet ven-
dor identification on the selling floor and
the noticeable absence of designer shops.

There’s a modern, understated interior
design, marked by rose gold and brass
fixturing, and terrazzo flooring. “We kept
the palette restrained in our choice of
materials to emphasize the products and
their color,” said London-based architect
Richard Found, who worked with Saks to
create the store.

One of the most unique features are the
brass fins that radiate along the windows
like veils. “They serve as a backdrop to the
product and at the same time allow views
to the outside, and from the outside look-
ing in,” Found said. There’s also a combi-
nation of concealed cove ambient lighting,
and directional lights to accentuate certain
product areas.

Further into the main floor, there’s
a separate section housing cosmetics,
fragrances, apothecary and spa rooms. It’s
marked by fixturing that’s no higher than
five-and-a-half feet, making for extended
sight lines and contributing to the store’s
overall sense of openness. Brands include
Bond, By Terry, Chanel, Chantecaille, Clé
de Peau Beauté, Clive Christian, Creed,
Decorte, Diptyque and Estée Lauder,
among others.

The second floor houses contemporary
and advanced designer labels such as 3.1

Phillip Lim, Acne, ALC, ATM, Carven,
Helmut Lang, Opening Ceremony, Public
School and Rag & Bone. There’s also
fashion jewelry, denim, sunglasses, 10022-
Shoe, lingerie and additional designer
handbags, as well as a pop-up area for
exclusives.

“This level of fashion,” Metrick said,
referring to the store overall, “will go
through to most of our stores as we go
forward.”

Among other features:

The third-floor Fifth Avenue Club per-
sonal shopping service with seven private
shopping suites, two of which are for VIPs.

The Stadium, a tiered, 1,000-square-foot
“amphitheater” for designer collaborations
that rotate monthly. To kick off, Vetements
has an art installation.

A 70-foot-long mirrored wall of sun-
glasses leading into the 10022-Shoe depart-
ment. Eight hundred pairs of sunglasses
and 1,200 pairs of shoes are offered.

A 220-foot-long by 12-foot-high mural
by Barry Reigate running the length of

Marc Metrick and
Tracy Margolies

shoes and sunglasses and into denim and
contemporary.

The “Saks Save Me” hotline at 646-
344-6400, whereby Saks staff connects
with customers to resolve “fashion
emergencies.”

Asked what he thinks makes the store
special from other Saks locations, Metrick
replied, “The only thing not different is
that it’s Saks Fifth Avenue....It’s luxury,
modern fashion, style, service and great
experiences. The store environment can
no longer be about transaction. Here you
come in and it’s about discovery. There are
so many different moments in this store
where the customer will be excited. It’s
about activating the shopping — all the way
through.”

He characterized the store as “a com-
plement” to the Saks flagship uptown, yet
still intended to attract a wide audience —
tourist and nontourist. “Don’t assume this
is just for people who live and work here,”
Metrick said. “There will be people from
77th Street and Park.”
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