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By BARBARA BARKER

MADRID — Coach knows 
how to make an entrance.

The brand pulled out 
the stops this week to 
celebrate the opening of 
its new flagship on Calle 
Serrano, generally con-
sidered the Spanish capi-
tal’s golden retail mile. 
International neighbors in-
clude Prada, Michael Kors, 
Loewe (men’s and wom-
en’s stores), CH Carolina 
Herrera and Camper.

A private dinner party 
was hosted Tuesday by 
U.S. Ambassador James 
Costos, his partner (and 
Obama White House deco-
rator) Michael Smith and 
Coach president and chief 
commercial officer Victor 
Luis at the Embassy residence. There was a 

contingent of Coach executives from 
the U.S. and U.K. and local celebrities 
such as the newly appointed captain 
of the Spanish Davis Cup team, Carlos 
Moyá, and his wife Carolina Cerezuela, 
and Jaime Malet, chairman of the 
Madrid-based American Chamber of 

Commerce, and his wife Silvia Sorribas, who was 
wearing vintage Victorio y Lucchino.

In a predinner toast, Luis said the Madrid flag-
ship is the company’s 1,000th direct store. “We’re 
very proud to bring our product here. We see Spain 
as an opportunity — and with Stuart [Vevers, cre-
ative director] we’ve kidnapped a little bit of it.”

Wednesday night’s inaugural party at the 
3,000-square-foot store drew a stylish crowd 
including Coach advertising face Karlie Kloss 
in a sleeveless rabbit top from the brand’s win-

ter collection; Eugenia Silva, 
who is four months pregnant, 
wearing color-blocked leath-
er, and actress Freida Pinto.

It’s all part of the brand’s 
latest strategy to build up 
European business, according 
to Nigel Darwin, president of 
Coach Europe. “Our objective 
in Europe is to strengthen the 
six markets we have and to es-
tablish a pan-European pres-
ence. We are expanding with 
speed, and Spain — where 
Coach operates nine stores 
— is one of our top European 
markets,” along with the U.K., 
Ireland, France, Germany and 
Portugal. “We have the trac-
tion here and the confidence 
to make a significant invest-
ment,” he added.

The brand entered the 
Spanish market in fall 2010 
through a partnership with 
department store chain 
El Corte Inglés, which he 
called “a valuable relation-
ship that we will continue to 

develop. We expect ECI to be impacted posi-
tively by the new store.”

With total selling space of 1,400 square feet, 
the Madrid location features a slick New York 
vibe with milky white walls, mirrored chrome 
display cases, a historically protected hand-
carved plaster ceiling, original faintly patterned 
marble floors and what Darwin described as a 
“sympathetic” lighting system. 

The new store’s major news, executives 
agreed, is the relaunch of a men’s line that in-
cludes leather jackets, oversize totes and satch-
els, small leather goods, belts and sunglasses. 
Currently, men’s classifications have grown into a 
$600 million business, Darwin confirmed.

On the drawing board are Barcelona, where 
the brand is actively scouting locations, and 
Paris, which Darwin called “a real opportunity 
for us but there’s nothing definite yet.”
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THE INVITATION called for 
“dance party festive” attire, and 
guests at Coach’s holiday shindig 
on Tuesday night followed suit. 
Drew Barrymore, Camilla Belle 
and James Marsden were among 
the attendees who dusted off their 
dancing shoes for a casual house 
party at the Beverly Hills home of 
Ashlee Margolis and Dan Fishman.

“I thought, ‘Oh, a fun hipster 
party with old friends and a 
brand that I love, let’s do this,’” 
said Barrymore, clad in a cape 

from the brand. “Also, my hus-
band got me this [Chanel] neck-
lace and I don’t feel like I have 
very many opportunities to wear 
it because I’m always in sweat-
pants and no makeup. So I was 
like, ‘Great. I get to wear my hus-
band’s necklace. I get to don a 
cape. And it’ll get me out of the 
house,’ which, when you’re preg-
nant...Man, you don’t leave the 
house much. I’m such a nester.”

The Flower Beauty creator and 
husband Will Kopelman made 
their way into the kitchen where 
Belle and Rashida Jones had also 
congregated to watch Animal chefs 
Jon Shook and Vinny Dotolo whip 
up sweet and savory pancakes of 
each guest’s choosing. Elsewhere, 
Michael B. Jordan hung out by the 
fire pit while Marsden chatted with 
friends on a corner couch by the 
pool. Guests Ahna O’Reilly, Nikki 
Reed, Cat Deeley, Adrian Grenier, 
Amy Smart, Busy Phillips, Sarah 
Chalke and Judy Greer sipped on 
Veuve Clicquot while nibbling at 
Coolhaus ice cream.

“I thought this was a birthday 
party,” shrugged O’Reilly. “I actu-
ally came with a card for Ashlee.”

“You thought it was my birth-
day?” laughed Margolis.

“Yeah,” said O’Reilly, as she 
pulled a card out of her purse. “I just 
thought it was sponsored by Coach.”

She wasn’t completely off, as at-
tendees acted as veritable models 
for the brand. Deeley 
sported a pair of “super 
comfy” Coach pumps 
and said she’s been 
wearing them to shoot 
her new New York-based 
comedy “Deadbeat.” Was 
she comfortable enough to kick up 
her heels? “If you’re asking…I’ll be 
dancing,” she said.

As if on cue, Jones and her 
sister Kidada hit the dance floor 
while Mary J. Blige and De La 
Soul tunes played. Marsden was 
among the guests who lingered 
until close to midnight, an hour 
past the party’s official end. 

 — LINDZI SCHARF

By LAUREN MCCARTHY

NEW YORK — Coach has a new retail 
concept that aims to reflect the brand’s 
move into a more upscale arena.

Today, the accessories company re-
opens its flagship at 79 Fifth Avenue 
after almost three months of construc-
tion, during which the store was closed. 
The unit’s unveiling marks the first step 
in a multitier plan to elevate the brand’s 
retail experience.

“People are shopping a lot more online 
— that’s real,” said Francine Della Badia, 
Coach Inc.’s president of North American 
retail. “So when they come to the store, 
they want the experience. They want the 
connection. They want to be able to touch 
and smell and see. So how do we think 
about next-generation design in retail?” 

Enter the new concept store, which the 
brand is using as a “lab” for future in-store 
innovation. No aspect of the store has gone 
untouched — product, design, architecture 
and display were all up for examination. 

“The goal is to elevate and make the 
area more elegant and sophisticated, 
but still really warm and approachable,” 
Della Badia said.

With 3,720 square feet of selling space, 
the store, which first opened in 2000, for-
merly mirrored the design of Coach’s other 
350 units nationwide: open, white and 
sparse. The new look aims for a more in-
timate, luxurious feel with an emphasis on 
technology. A 12-foot-tall Karlie Kloss ap-
pears on a loop on a floor-to-ceiling screen 
that flanks the front entrance. All employ-
ees will now be outfitted with mini-iPads 
to help expedite the shopping experience 
— there are no cash registers in sight.

A major goal of the “lab” is to establish 
the right balance of elevating the company’s 
reputation within the luxury market while 
still maintaining its strong brand ethos.

“[The store] speaks to the larger brand 
transformation effort, which is to take those 

things in our DNA and bring them forward,” 
said Della Badia. “We’re taking the essence 
of the brand and thinking of it in a more 
modern, elevated way for this first lab.” 

Subtle design elements, such as end-
cut wood flooring used in the original 
Coach factory and a chandelier that mim-
ics the light on a traditional coach wagon, 
provide nods to the company’s history.

The layout and interior of the store were 
transformed entirely. Once an open, white 
space, it is now a multiroom floor plan done 
in soft grays and earth-tone neutrals.

The merchandising speaks to the growth 
of Coach’s assortment, which increasingly 
also includes select ready-to-wear and a 
heavier focus on men’s categories.

Each distinctive space is its own 
“shopping destination” organized by cate-
gory. The front of the store holds the brand’s 
most recent capsule collection, displayed 
alongside newly purchased mannequins 
dressed in the company’s still-growing ap-
parel line, which currently boasts 50 stock-
keeping units. From there, the store leads 

into a spacious accessories room with neat-
ly organized gloves, scarves and additional 
rtw pieces, as well as the brand’s expand-
ing shoe collection. “Shoes are such an 
important category for us, and something 
that we’ve done really well with, in terms 
of brand innovation,” Della Badia said. 
“People are buying more expensive shoes 
and are buying more of them.”

According to Della Badia, shoe sales 
have doubled since the category’s reboot 
in March. 

Handbags remain Coach’s top classi-
fication, though, and receive prominent 
placement in the new concept, taking 
over the space’s main room in the center. 

The men’s selection possibly had the 
biggest transformation, doubling in sell-
ing space and even receiving its own en-
trance on 16th Street. “We want it to feel 
like you’re in a men’s shop when you are 
in the men’s shop,” she noted.

Rich wood fixtures and leather accents 
distinguish the space from the store’s oth-
erwise more feminine aesthetic. Della 

Badia estimates that on average, men’s 
makes up about 20 percent of store sales. 

Della Badia declined to disclose sales 
projections for the reopened store, but 
noted they would hopefully be “a lot more.

“It’s a multiyear journey,” she said. 
“Stuart’s [Vevers, Coach’s newly instated 
executive creative director] products aren’t 
going to arrive until next fall. Product leads 
and everything else follows, so will we do 
better? I can’t imagine that we won’t.”

The brand’s next concept lab rolls out 
next week at the South Coast Plaza loca-
tion in Costa Mesa, Calif. Based on cus-
tomer reactions, more store makeovers are 
likely as early as spring 2014. The retail 
look could be tweaked and refined further 
once Vevers’ designs arrive in stores.

“We are looking at evolving and land-
ing on something newer even than this for 
the spring, and that will have Stuart’s im-
print,” Della Badia said. “We’ll take that 
concept, which will be slightly evolved 
from this, and that’s probably what we’ll 
roll out.…It’s all about brand perception.”

Coach’s Reimagined Retail Concept

Moving in Madrid

FOR MORE IMAGES, SEE

WWD.com/
retail-news.

Getting Festive for the Holiday

Coach’s newly 
renovated Fifth 
Avenue flagship.

Drew 
Barrymore

Camilla Belle

Karlie Kloss, 
Freida Pinto and 
Eugenia Silva.
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