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ATHLEISURE SAW SPORT ENTER THE WORLD OF FASHION – NOW IT’S TAKING OVER OUR SHOPS: AN INCREASING NUMBER OF RETAILERS ARE OFFERING EXERCISE CLASSES AND WELLNESS THERAPIES.
A spot of yoga in the mall? Trip to a high-end department store to meet your personal trainer? International luxury retailers have recently been adopting an exercise-based approach to drawing in customers. In May Saks Fifth Avenue in New York opened ‘The Wellery’, a concept zone featuring products, workout sessions and health-boosting treatments. The project, featured on the second floor of the retailer’s flagship store in New York’s Fifth Avenue, is set to run until October. Last year Selfridges in London launched its ‘Body Studio’, a 37,000 sq ft department where everything is bodywear related. For the opening, the Ultralounge events space was transformed into a workout studio featuring spinning and yoga classes. Londoners can also work on their fitness and beauty regime at Harrods, which in May became home to the ‘Wellness Clinic’. Over a 10,500 sq ft space, guests can find a full range of beauty offerings, including acupuncture, laser therapies, personal trainers and anti-ageing treatments.
Fashion labels are also taking customers’ fitness into their own hands. The designers behind Dsquared2, Dan and Dean Caten, offer up sporting activities at ‘Ceresio 7 Gym & Spa’ in their Milan-based headquarters – members only, obviously. Lululemon takes a more democratic approach to client acquisition: customers can try out the label’s yoga styles during free courses held at the brand’s stores. On the first floor of its New York flagship, retail chain Bandier sells premium activewear, but upstairs guests can also enjoy ‘Fashion, Fitness & Music’ at the store’s own gym. Shopping malls are also discovering how sport can be used as an attraction. The Mall of Berlin, for instance, offers a whole host of activities, from running to yoga – with some salsa classes thrown in, too.
The concept is not new. “At Saks, we have a long history of creating pioneering, experimental worlds in our stores. In 1935, one even featured a practice ski slope,” explains Tracy Margolies, Chief Merchant at Saks Fifth Avenue. “With ‘The Wellery’, we aim to create a retreat for our customers – a place where they can find tranquility in the middle of our hectic city.” And shoppers tend to spend more in-store when they have a reason to stay: ‘Bodywear’ is expected to boost Selfridges’s sales by over 60% by 2018. The future certainly looks healthy!
