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Value Retail News is the only publication focused solely on covering all aspects of 
the outlet industry. Since 1982 VRN has provided exclusive research, award-winning 
features, industry updates and vital information and resources on this dynamic 
sector. VRN is published 10 times a year. 
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cover Story

U.S. outlet centers add 
freshness and luxury 
with global brands.
By BarBara Thau
contribut ing Editor

a Maje fashion sTore sits along Rue 
Sainte-Honore, where museums and upscale 
boutiques dot the Paris strip near the fabled 
Jardin de Tuilleries.  

The retailer also has a location on Route 32 
in Central Valley, N.Y., at the Woodbury Com-
mon Premium Outlets. 

U.S. outlet centers are tapping international 
retail tenants from Baldinini to Zwilling to bring 
a certain je ne sais quoi to their outlet centers 
amid an increasingly global economy and a 
growing consumer appetite for foreign fare. 

“International tenants becoming increasingly 
global and present in the U.S. drives brand 
awareness for the customers, and therefore,  
demand,” Peter Baxter, executive vice president 
of  luxury leasing for Simon Property Group, 
told Value Retail News. 

The scenario  —  build brand awareness and 

shopper loyalty in wholesale channels like depart-
ment stores and company-branded shops, then 
expand to lower-priced outlets  —  also describes 
the path for the U.S. brands like Michael Kors 
and Coach that dominate outlet centers. 

But the growing list of  international names 
in the outlet channel marks a strategic play 
by shopping centers to inject uniqueness into 
their tenant mix. 

For Simon, international tenants such as Prada, 
Gucci, Burberry and Armani at its Premium 
Outlet Centers serve to deliver “points of  interest 
and points of  differentiation compared to other 
retail channels,” Baxter said. 

The value of  differentiation cannot be un-
derestimated these days. 

“One of  the things that has brought on the 
heartache in the traditional mall business is 

the sameness of  malls, city to city,” said Lisa 
Wagner, president and principal of  consultancy 
The Outlet Resource Group, which counts 
both U.S. and European outlet centers among 
its clients. “You can squint your eyes and not 
know where you are.”

And while American developers “have been 
very tunnel vision by not taking a view about 
what’s going on in Europe,” for example, that’s 
been changing, she said. Today, the “overarch-
ing reason [for the expansion of  global brands 
in U.S. outlet malls] is to keep the offerings 
fresh and exciting for consumers, and to bring 
brands in that are setting trends.” 

The Millennial Factor
The expansion of  foreign brands stateside is 

also about catering to international tourists and 
courting favor with Millennials, the nation’s 
biggest buying group, who have become big 
outlet devotees.

The generation of  consumers born between 
1980 and 2000 “is not as polarized in their 
view of  the world” as older demographic 
groups, Wagner said. “They’re not intimidated 
by country-by-country [merchandise differ-
ences] — and they want the cool, edgy stuff  
from Europe.”

But it’s not just Millennials. “The U.S. shopper, 
taking advantage of  the strong dollar, is taking 
trips to Europe where she sees international 
brands and becomes acquainted with them,” 
Baxter said. “To find the same brands when she 
returns to the U.S. and visits one of  our Premium 
Outlets Centers drives that brand loyalty.” 

As consumers can now shop foreign stores 
without a plane ticket via their e-commerce 
sites, the Internet has hastened exposure and 
access to overseas brands like never before. 
That tends to “shorten the cycle of  awareness” 
of  the time it takes for American consumers to 
warm up to an international brand, Wagner said.

international 
intrigue

Global Edge
At Simon, which has an ownership interest 

in 71 Premium Outlets in the U.S., interna-
tional merchants are key to their centers. “The 
top seven to 10 outlet centers are international 
brand driven,” Baxter said. “Maybe a decade 
ago, that was two to three centers.”

Simon has carved out an edge for itself  
on the global retail stage. In the U.S., it’s “the 
best-positioned mall REIT to capitalize on the 
internationalization of  retail,” according to an 
August research note from Morningstar.

Simon operates shopping centers in Europe 
and Asia, supporting the growth of  American 
retail brands abroad. Given that international 
foothold, “we expect it to … develop rela-
tionships with non-U.S. retailers and facilitate 
their expansion to Simon’s malls in the U.S 
market,” the report said.

Baxter said the outlook for international 
tenants at its outlet centers “is very, very excit-
ing. Our expansion at Woodbury Common 
Premium Outlets highlights it best.” 

New brands recently opened or soon to open 
there include France’s Maje, Sandro, Givenchy 
and Yves Salomon; Canada’s Dsquared2; Acne 
Studio from Sweden; Britain’s Paul Smith and 
Agent Provocateur; Spain’s Lladro; Italy’s Baldinini 
and Venchi; Germany’s Mont Blanc, Phillip Plein 
and Zwilling; and Bali’s John Hardy.

These global brand additions cut across product 
categories, “from Zwilling knives and manicure 
sets, to Lladro’s beautiful porcelain, to the amaz-
ing fashion from Givenchy, Dsquared2 and Acne 
Studio,” he said.

A Gateway to Upscale,  
Foreign Brands 

For some consumers, international outlets 
offer an affordable and inviting entrée to 
brands whose high-end full-price stores they 
might hesitate to step foot in.  

“A lot of  times a shopper’s first introduction 
to a brand, especially luxury, is through the outlet 
venue,” said Jamie Bourbeau, senior vice president 
of  Macerich’s outlet division. “They may perhaps 

be intimated to walk into a full-price store, but the 
outlet stores seem more approachable.” 

Foreign retailers accounted for about five 
percent of  Macerich’s outlet tenant mix about 
five years ago.

Today, 10-15 percent of  the merchants at 
its Fashion Outlets of  Chicago and Fashion 
Outlets of  Niagara Falls are international 
brands, such as Italian fashion houses Brunello 
Cucinelli and Etro, and Britain’s All Saints.

Yoga phenomenon Lululemon and David’s 
Tea, both from Canada have also recently 
been added to the mix. “Shoppers today 
want the best selection of  national and  
international brands,” Borbeau said. 

For the international brands themselves, the 
U.S. market holds great appeal; the cost of  

doing business here is often dramatically lower 
than other parts of  the world, Wagner said.

In Europe, for example, the price of  land 
and build-outs “are much more expensive, and 
the lease terms are much more aggressive,” she 
said. By contrast, in the U.S., “the terms are ad-
vantageous toward the tenant” in the form of  
generous tenant allowances for store construc-
tion and build-outs.

Next up, look out for global brands that 
started life as online merchants to set up shop 
in U.S. outlet malls, Wagner predicts. 

Overall, “We’ll see much more expansion” 
of  international brands stateside, she said. 
“The world is getting smaller.” v

simon Property Group, which owns San Francisco Premium Outlets, emphasizes global brands. fashion outlets of niagara falls stays trendy with help from Burberry.

armani exchange and Gucci shops at San 
Marcos (Tex.) Premium Outlets reflect the local 
architecture.
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JANUARY/FEBRUARY /  
TRENDS 2017: YEAR OF OPPORTUNITIES
+ Sustainability
+ New Planned Centers
Ad Reservation: December 5, 2016 
Ad Copy Deadline: December 10, 2016
Bonus Distribution: Whistler Conference, 
Mid-Atlantic Conference & Deal Making

MARCH /  VRN SPRING OUTLET RETAIL 
DEAL MAKING EDITION

+ Keep the Tourists Coming
+ Architecture & Design
Ad Reservation: January 25, 2017 
Ad Copy Deadline: February 2, 2017
Bonus Distribution: VRN Spring Outlet Retail 
Deal Making, RECon Europe

APRIL / STATE OF THE INDUSTRY
+ Regional Spotlight: South
+ Consumer Trends
Ad Reservation: February 1, 2017 
Ad Copy Deadline: February 8, 2017
Bonus Distribution: RECon Europe

MAY / RECON EDITION
+ New Developments
+ Leasing Strategies
+ New Planned Centers
Ad Reservation: March 1, 2017 
Ad Copy Deadline: March 10, 2017
Bonus Distribution: RECon

JUNE/JULY /  MIXED-USE  
DEVELOPMENTS

+ Food & Beverage
+ Technology
Ad Reservation: April 17, 2017 
Ad Copy Deadline: April 26, 2017
Bonus Distribution: Québec Conference

AUGUST / OUTLETS NEAR AIRPORTS
+ Regional Spotlight: West
Ad Reservation: June 26, 2017 
Ad Copy Deadline: July 5, 2017
Bonus Distribution: Florida Conference  
& Deal Making

SEPTEMBER /  VRN NATIONAL OUTLET 
CONVENTION EDITION

+ Retail Trends
+ Outlet Center Expansions
+ New Planned Centers
Ad Reservation: July 24, 2017 
Ad Copy Deadline: August 1, 2017
Bonus Distribution: VRN National Outlet 
Convention, Chicago Deal Making 

OCTOBER / DEVELOPMENT TRENDS
+ Private-Public Partnerships
Ad Reservation: August 17, 2017 
Ad Copy Deadline: August 25, 2017
Bonus Distribution: Canadian Convention, 
Western Conference & Deal Making, 
Southeast Conference & Deal Making, 
RECon Asia

NOVEMBER / HOLIDAY FORECAST
+ International Spotlight
+ New Centers
Ad Reservation: September 11, 2017 
Ad Copy Deadline: September 21, 2017
Bonus Distribution: MAPIC, RetailGreen 
Conference, CenterBuild Conference, Texas 
Conference & Deal Making

DECEMBER /  NEW YORK NATIONAL 
DEAL MAKING EDITION

+ Developer Profile
+ ORCA Awards
+ Hall of Fame Awards
+ VRN National Outlet Convention Coverage
Ad Reservation: October 16, 2017 
Ad Copy Deadline: October 24, 2017
Bonus Distribution: New York National Deal 
Making
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"STRATEGY+Style Marketing 
Group has many developer 
and retailer clients who 
consistently advertise in 
the pages of VRN. We rely 
on VRN advertising as an 
invaluable part of strategy 
because of the highly 
targeted and loyal audience 
the publication reaches. 
The publication is the go-to 
resource for best practices 
and intelligence for influential 
outlet industry leaders."

Karen E. Fluharty
Partner
STRATEGY+Style  
Marketing Group
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Rates 1x 3x 6x
Full Page $3,135 $2,535 $2,280
1/2 Page $1,940 $1,630 $1,490
1/4 Page  $1,110 $930 $850
1/8 Page  $665 $525 $455

Color Rates
4-color process $1,105
Black + 2 process color $885
Black + 1 process color $665
1 PMS Color $1,105

Full-Page Bleed 
9.75" w x 13.25" d

Full-Page Non-Bleed 
8" w x 11.75" d

½ Page (Vertical) 
4" w x 11.75" d

½ Page Island 
6" w x 8.5" d

½ Page (Horizontal) 
8.125" w x 5.75" d

¼ Page (Horizontal) 
6" w x 3.5" d

1/8 Page (Horizontal) 
4" w x 2.875" d

¼ Page (Vertical) 
4" w x 5.75" d

1/8 Page (Vertical) 
1.875" w x 5.75" d

Advertise with a 1/2 page or larger in three (3) consecutive issues of Value Retail News  
(including the September convention issue) and receive a complimentary full-page ad  
in the Fall VRN National Outlet Convention Program.

Cover Rates 1x 3x 6x 12x 18x
Inside Front $5,385 $4,735 $4,425 $4,040 $3,775
Inside Back $5,325 $4,665 $4,375 $4,100 $3,690
Back Cover $5,675 $5,050 $4,705 $4,490 $4,140
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PRINT MECHANICAL REQUIREMENTS

/ High-res PDFs should either be CMYK or grayscale

/ All images contained in the file should be CMYK or grayscale

/  High-res PDF files are accepted or files from the following programs: 
QuarkXpress 6.5 or higher  
InDesign CS2 or higher

/ All images contained within the ad should be at least 300 dpi

/ All line art contained within the ad should be 1200–1800 dpi

/ All fonts must be embedded in the ad

/ The PDF should be created at 100% 

/  Full-page ads must be created with a proper bleed  
(add 1/4” bleed in addition to the trim size around the entire ad)

/ PDFs must be under 20MB in size to be sent via email

/  Three easy ways to submit your ad copy: 
+  Submit high-res PDF files or design files smaller than 20MB via email to the 

production manager for each publication: 
VRN/IOJ / Natasha Reed; nreed@icsc.org

 +  Upload final PDF files or design files to ICSC’s FTP site  
(contact the production manager for details)

 + Send final PDFs via a file-transfer website such as wetransfer.com




