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Center expansionChannel CheCk

Top brands’ outlet prices are high, but 
they still give us access to true, timeless  
opulence at substantial discounts.
By MARIE DRISCOLL,  Contribut ing editor

EvER SInCE  Fashion Outlets of  Chicago opened in August 2013, I’ve 
been hearing tales of  the wonderful bargains at Burberry, Gucci, Prada, Nei-
man Marcus Last Call and Theory, as well as the healthy food court offerings 
and the pristine upscale layout of  the center.

According to the 2015 Macerich 10K filing, Fashion Outlets of  Chicago 
generated sales of  $734 psf, ranking it No. 11 of  Macerich’s 50 shopping 
centers. This is a big increase from 2014 when the center was No. 15 in the 
portfolio with sales of  $651 psf. On an occupancy basis, the Macerich port-
folio stood at 96.1 percent in 2015, with FOC at 97.9 percent, up from 94.4 
percent at the end of  2014. 

Macerich is doing something – many things – right. Achieving year-over-
year sales psf  growth of  12.7 percent isn’t easy in a very tough retail environ-
ment when GAFO sales growth just topped 3 percent. 

These are powerful numbers exhibiting strong momentum, and it has only 
just begun. Considering that FOC isn’t even three years old, the potential for 
significant upside remains for sales psf  growth as the center matures, Chica-
goans increase their visit frequency and the property becomes a must-do for 

tourists.
I finally managed a trip to Chicago in January, 

and dedicated retail analyst that I am, I went 
straight from Chicago O’Hare International 
Airport to Fashion Outlets of  Chicago in 
Rosemont, a two-mile, 10-minute drive door to 
door. I headed straight to the concierge to park 
my luggage while I roamed the center in search 
of  to-die-for possessions that would make me 
a better, or more interesting, or at least a more 
stylish woman. The truth is, I, along with most 
women, don’t need another thing, but shopping 
is a great way to discover beautiful things.

The 530,000-sf, two-level center houses 
more than 130 outlet stores and service 
providers. Given its proximity to O’Hare, the 
brand assortment is skewed to international 
and luxury brands.  

Luxury doesn’t come cheap
Map in hand, I went directly to Milan-based 

Etro, one of  my favorite luxury brands that’s 
well known for exquisite fabrics and textiles. 
The shop is impeccable and nary a hint of  
outlet in the presentation. An Etro coat is an 
investment with great longevity, and it speaks a 
fashion language of  its own. But even at outlet 
prices, which were 50 to 65 percent off  list, 
Etro is a pricey purchase. I was considering an 
$895 coat (about a third of  the listed price), 

Luxury shopping,  
outlet-style

Macerich’s 530,000-sf Fashion Outlets of  Chicago in Rosemont, Ill., houses 130 retailers on two 
levels.
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but that was still too dear for me. 
The Brunello Cucinelli brand, a.k.a “The 

King of  Cashmere” is evolving into a life-
style brand, benefitting from its best-of-class 
Italian craftmanship and artistry. Given its 
exclusive and limited distribution, finding 
Brunello Cucinelli at Fashion Outlets of  
Chicago was a pleasant surprise. Offering 
the finest fabrics, wools and furs in a shop 
of  muted tones created a luxury experience 
not very different from designer shops in 
international flagship cities. As is the case 
with Etro, the outlet prices are high, but they 
still give us access to true luxury and time-
less product at substantial discounts.  

A few other exclusive brands rarely found 
in outlet centers (or anywhere else, even at full 
price) are AllSaints, Ermenegilda Zegna, Herve 
Leger, L.K. Bennett London, Longchamps, 
Moncler, Vilibrequin and Worth New York. 

More broadly distributed global luxury 
brands at Fashion Outlets include Burberry, 
Giorgio Armani, Gucci and Prada. Designer 
brands that have less elite pricing include Di-
ane Von Furstenberg, Joe’s Jeans, Kipling, Tory 
Burch (plus a Tory pop-up!) Vince and Vince 
Camuto. In fact, for 23 of  the center’s tenants, 
FOC is either the chain’s first outlet store or its 
first in the Midwest. 

The tenant mix includes top athletic brands, 
including Adidas, Converse, Lululemon, Nike, 
Puma and Under Armour, as well as aspirational 
designer/luxury, such as Halston Heritage, 
Michael Kors and Tommy Hilfiger, and modern 
luxury brands, Coach and Theory. All the cat-
egories are well represented from contemporary 
fashion, accessories and women’s brands to jew-
elers, fast fashion, youth retailers and footwear. 

The center is anchored by all the biggies: 
Bloomingdale’s the Outlet Store, Neiman 
Marcus Last Call, Saks Fifth Avenue Off  5th, 
Barneys New York Outlet, and by this fall, Nor-
dstrom Rack. Add in the personal-care brands, 
such as Art of  Shaving, Body Shop, Crabtree 
& Evelyn, L’Occitaine and Vitamin World, and 
you wonder what else you’d ever need. 

Hits and misses
I wandered through the two levels and 

countless stores, meeting friendly sales as-
sociates and brand reps. At Theory, I found a 
pair of  possibly the best black wool pants in 
the world, marked down to $59 from $295 – 
that’s an 80 percent savings on an incredible 
staple. To think I just purchased two pairs of  
Theory basic slacks at Saks Fifth Avenue in 
Manhattan for 40 percent off  the $295 and 
thought that was a good deal! 

At Off  5th  I couldn’t resist a pink and black 
Coach clutch that was a season or two old 
for $124 (58 percent off), and an Alexander 
McQueen silk scarf  42 percent off  the market 
price. I was able to use a $25 coupon from 
FOC’s Green Savings Card (available for $5 
and providing savings that totaled more than 

$800) allowing for even deeper savings. At 
Coach I picked up a few small leather goods 
after looking through the new bags and foot-
wear. There was noticeably less logo product 
now that Stuart Vevers designs are flowing into 
Coach Factory Outlets.

Despite the frosty 30-degree weather 
during my late January visit, J. Crew had 
little wear-now gear. Rather, the store was 
merchandised for a trip to Naples, Fla. A 
nice thought, but not on my calendar. On 
the other hand, Burberry had a nice assort-
ment of  outerwear along with clearance ap-
parel and a smattering of  covetable acces-
sories. Tory Burch offered a bit of  apparel 
on clearance from full-price locations and 
a strong assortment of  shoes, handbags, 
small leather goods and accessories. At 
Prada I tried on a few pairs of  shoes but 
alas, not my size. The savings, though, were 

substantial and a reason to return.  
I was too busy exploring the stores to sit 

and eat but I appreciate the food offerings, 
especially the Lindt Chocolate Bar Café. The 
center’s attractive backdrop benefits from its 
partnership with the Arts Initiative, which fea-
tures art created by more than 10 recognized 
contemporary artists.

No doubt some of  FOC’s strong sales met-
rics reflect the programs the center has in place 
to make it easy for travelers to get to their 
destinations. Transportation is available to and 
from O’Hare and participating Chicago hotels, 
and concierge services are sensitive to the 
needs of  travelers with baggage check-in and 
boarding-pass printing. The ability to bypass 
baggage claim is reason enough for a visit to 
Fashion Outlets of  Chicago! v

Fashion Outlets of Chicago generated sales of  $734 psf  in 2015, a 12 percent increase from 2014 
when the center posted sales of  $651 psf.
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