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Capital gains

By LOIS WEISS

Crossroads of the
‘World have become the
capital of retail. bol-

stered by an increase in

tourism as well as a plethora
of shiny new office towers
= and even an upcoming.
residential condo building,
Because the demograph-
ics are so broad, the spee-
trum of retail now encom-
passes  everything  from
achlock touristy T-shirts to
the first hint of luxury %:)ods
In a concentrated, ten block

uis.

“It's a melting pot of peo-
ple and retailers," said Kim
Mogull, President of Mogull

tower where more than 100
of the 134 units are already
spaken for. He's now welgh-
ing three credit offers for an
entry way plus the entire
second floor.

Katz noted that while
tourists have plenty of retail-
ers to choose from,
affice workers are “tremen-
dously underserved.”

The Katz condo tower at
1600 Broadway is located
smack in the middle of what
has become a Class A com-
mercial office district and
now  headquarters o
Lehman Brothers, Morgan
Stanley, Proskaver Rose,
Ernst & Young Conde Nast,
Skadden Arps, Bertelsimann,
Reuters and soon, Bank of

Realty who is
the retail space at Times
Square's first luxury condo,
1600 Broadway.

“The line forms to Cleve-
land on the left, and we are
telling people to be patient
until w!:‘(luww lhr:T‘I;rpcl
footprint for the street level
entrance to the entire sec-
ond floor” said Jeffrey Kasz
of Sherwood Equities, who
is developing the condo

Mogull,
“There is huge demand
nd also no supply of small
paces so it's no surprise
that we are getting north of
r asking price for the
rect level retail”

That started at $400 a foot
but the offers were all above
and now they won't take less
than $450 a foot, she said
Mogull also represented
Godiva, which targets the
higher end corporate cus-
tomer, in its deal to locate in
the Lehrman Bros. buflding at
45 Seventh Ave., while Her-
shey s located just one
block away.
“It's no secret how well

ars, purveyors of o
Millky Way, is trying to fol-
low in the chocolate vein
and brokers say is now
actively Inoking along the
Great White Way, along with
effervescent Pepsi, a compa-
ny that for decades has
‘boasted a prominent signage
spectacular but is now seek-
ing a retail store.

“It's the hottest market in
the city” says Robert K-Fut-
terman of Robert K. Futter-
man & Associntes.

He's walking with Forever
21, while American Eagle
and Guessl are also trying to

land spots in the Square,

re hoping to join

I-.clm. whu:h]g building out a
15,000 foot sales floor at 213
W. 42nd St, Champs at 5
Times re, and Skechers
USA and Quicksilver at 3
Times Square along with
other urban outfitters.

Billabong moved into 1515
Broadway, and, while closing
time was to be 10 or 11 pm.,
is now staying open amy-
where from 23 m. m 3uL

“The mana s they
could stay open all mghl but
they have to give their staff a
ncsk." said Jeffrey Roseman
of Newmark Retail who rep-
resented the comp:

Both Billabong ami Q_\ud.-
silver are also doing in
excess of $3,000 a foot In

sales.

“I's incredible and three
or more times what a retail-
er would consider success-
ful." added Roseman, noting,
“The traffic counts are stag-
gering”

According to the Times
Square Husiness Improve-
ment  District, there are
ISEO00 people with a spend-
ing potential of 3460 million
anmually along with 40,000
households in the immedi-
ate  area  with median
incomes of $75,000, which
provides an additional resi-
dential spending potential of
5174 million anmually.

These numbers do not
even Include Rockefeller
Center or the Sixth Avenue
corridor, only one block

away., Once included, the
numbers explode.
David LaPierre, senior

vice president CB Richard
Ellis, noted the area has
become the Capitil of
Branding and Media.
Capital of Expo-
sure,” LaPierre quipped.

“A bot of the retailers are
urban customer based or
denim,” said Laura Pomer-
antz, principal of PBS Realty
Advisors whose company
represented both Ecko and
Champs. “That is the prod-
uct that drives business in
Times Square.”

But Pomerantz agrees that
because the tenancy in the
new office towers has added
lawyers, accountants and
financiers to the media wi
zes of Viacom, MTV, Conde
Mast and ABCs Times
Square Studios, there has
become a need for more
mainstream national retail-
ers with broad appeal for
their product.

A men's retailer
with a broad price range
would do well® Pomerantz
said, pointing to Mens Wear-
house, Jos. A. Bank or
Brooks Brothers as potential
candidates.




