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Outlet OutlOOk

It’s a tough job, making
sure that bargains and
brands are doing their
jobs at Las Vegas’ 
outlet centers, or is it?
By MARIE DRISCOLL
Contribut ing Writer

DAY 1
LAS VEGAS, Sat., May 18. Despite the 

eight-plus hours since leaving NYC, the two 
flights and the hour-long taxi line at McCarran 
International Airport, I dropped my luggage off  
at the hotel, downed a double macchiato and 
took the 20-minute cab ride to Las Vegas Pre-
mium Outlets North for a late afternoon channel 
check. On a sunny Saturday this was the perfect 
way to get my toes wet before entering that retail 
real estate extravaganza in the desert, RECon.

One of  two Simon outlet properties in Las 
Vegas, the North center is more known for 

its line-up of  uber luxury brands, including 
Anne Fontaine, Burberry, Dolce & Gabbana, 
Etro, Oliver Peoples and David Yurman. It was 
opened in 2003, expanded in 2008 and is prep-
ping for another expansion that will open in 
2015. The 150,000-sf  expansion will bring the 
center to 690,000 sf.  

LV Premium Outlets North, which is a 
racetrack design with an adjacent wing, has 150 
tenants. Armed with a bottle of  water, I stopped 
in the management office, got a map and cou-
pons and started shopping. I wasn’t alone! All the 
attractions in downtown Las Vegas, from great 
shows and food, great shopping and strong A/C, 
didn’t keep the shoppers from this retail mecca. 
The parking lot looked three-quarters full and a 
steady stream of  cabs dropped off  shoppers. 

I circled the entire complex in four hours, 
visiting the aforementioned luxury brands as 
well as most of  the other tenants. This was the 
weekend before Memorial Day Weekend, so the 
promotional activity in the stores seemed ratio-
nal and in line with the discounts ranging from 
the 20 to 65 percent the center advertises. 

I was surprised to see the David Yurman 
location and had a long conversation with the 

store manager, who mentioned the company is 
testing a few outlets, including those of  Simon’s 
Sawgrass Mills in Sunrise, Fla., and Wrentham 
(Mass.) Premium Outlets. While the merchan-
dise may be older collections, the pieces are 
classics and covetable, and at 40 percent to 50 
percent below retail, affordable. I was afraid 
to stay as I wandered from the pearl collection 
to the watches, to the gemstones and the 18K 
pieces (there are a few cases for men, too). 
With a steady stream of  new inventory, David 
Yurman has a new friend in me.   

I had to pull myself  away, and crossed over 
to Michael Kors and looked at the accessible 
luxury accessories to clear my head. With aver-
age price points of  around $200, I was in my 
league. Some of  the adjacent tenants included 
Burberry, Ted Baker London, Tory Burch, 
Etro, Coach, Marciano and Stuart Weitzman, a 
nice mix of  contemporary and better labels. 

Etro is always a pleasure to shop with its 
unique textiles and silhouettes, and the savings 
were an extra 40 percent off  for a total savings 
of  about 70 percent. I found Burberry disap-
pointing after shopping the brand in Value 
Retail’s Bicester Village in England. There the 

A tale of two centers

Simon Property Group’s Las Vegas Premium Outlets North proved to be a treasure trove for VRN’s Channel Checker Marie Driscoll.
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shop looked like a full-price specialty store (in 
the shadow of  the Regent Street flagship) and 
the merchandise was extensive. In Las Vegas I 
didn’t find any compelling Burberry product. 

Elie Tahari brought success, though, where I 
found magenta wool pants and turquoise leath-
er and wool gloves for 70 percent off  retail – 
just have to wait six months to wear them, but 
that’s fine with me. Chico’s was humming with 
activity as was its sister brand, White House 
Black Market, with women on a mission. 

BCBG had a wonderful collection of  cocktail 
dresses that would be perfect for a typical Las 
Vegas evening’s festivities and were a bargain 
with racks of  $99 and $69 offerings in addition 
to the 40 percent off  most of  the merchandise. 

Most of  the shops I entered, including 
Coach, Ferragamo, Brooks Brothers and J. Crew 
had a dozen or so shoppers. And then I walked 
into Polo Ralph Lauren, where the store was 
truly shopped out with the men’s department 
disheveled and a line at the cash wrap. I spoke 
with a few of  the associates and they said it was 
busy all day long. Here the savings included 
men’s polo shirts at $65 down from $85, with an 
additional 30 percent off  the purchase of  two 
or more. Judging from the amount of  shoppers 
in the center with Tommy Hilfiger shopping 
bags, that brand has a lot of  followers, too. 

For amenities, the center has a pedestrian 
food court, a Starbucks and options for ice 
cream and sweets, but I was most delighted 
with the mists of  water that intermittently 
showered shoppers with some cooling relief  
from the broiling sun. 

DAY 2
PRIMM, NEV., Tues., May 21. Following 

three days of  RECon where I walked the floor, 
overheard negotiations, engaged in conversa-

tions about new projects and attended many 
presentations and panel discussions, I capped 
off  my trip to Las Vegas by a visit to AWE Tal-
isman’s Fashion Outlets of  Las Vegas in Primm.

It’s about a one-hour ride (36 miles) from 
downtown Las Vegas to Primm, which is on 
the border of  Nevada and California. The 
center is adjacent to Primm Valley Resort & 
Casino (operated by MGM Mirage), so it draws 
lots of  interstate traffic – in fact, 82 percent of  
Fashion Outlets’ shoppers are Californians. 

Opened in 1998, Fashion Outlets is a themed, 
enclosed center, reminiscent of  New York City’s 
Times Square and Miami’s South Beach districts. 
The 360,000-sf  mall has 100 stores and boasts 
sales psf  of  more than $500. In addition to a 
strong offering of  premium brands, including 
Hugo Boss, Bally, Coach, Michael Kors and 
Neiman Marcus Last Call, there are many labels 
that appeal to Gen-Y, including American Eagle, 
Charlotte Russe, Converse, G by Guess, Jour-
neys, PacSun and Quiksilver.  

I was delighted to find a Karen Millen store. 
This contemporary English brand isn’t widely 
available in the U.S. There are just a handful of  
specialty stores, two outlets and limited depart-
ment store distribution. Julianne Margulies re-
cently wore a Karen Millen suit on The Good 
Wife television show, which I bet will bring the 
brand a surge in popularity. True to the outlet 
value equation, Karen Millen prices were about 
60 percent below the prices at Bloomingdales. 
I bought a fabulous animal print patent tote 
(that I totally don’t need but couldn’t leave) for 
$45 versus the $165 tag. 

American Eagle had a few rounds of  clear-
ance product and a sprinkling of  made-for- out-
let merchandise, including polos ($19 for girls 
and $29 for guys) and t-shirts ($15), along with 
regular American Eagle merchandise at about 

40 percent off. G by Guess merchandise was 
full price except for a few clearance racks in the 
back of  the store. A promotion for the Fast & 
Furious Capsule Collection was center stage 
with a $99 faux leather jacket that was in stores 
in time for the May 24th nationwide opening of  
the Universal Pictures’ Fast & Furious 6.  

Ann Taylor Factory Store had a nice assortment 
of  spring/summer merchandise and very helpful 
and attentive sales help, but no sizes. I couldn’t 
find a simple pair of  white or black pedal pushers 
in a size 4. No wonder comps for Ann Inc. outlet 
concepts have been soft the last few quarters.

While I was at the center, a bus of  Asian 
tourists arrived and engulfed the Coach Factory 
Store, where the handbags were all 50 percent 
off  and clearance was 65 percent off. There 
had to be 75 or more men and women milling 
around the shop and the line was 15-plus deep 
for 20 minutes. There’s an art to managing that 
kind of  traffic in terms of  adequate inven-
tory levels and sales staff, and to an outsider, 
the staff  remained calm, polite, friendly and 
helpful. By far, on this anecdotal observation, 
Coach was the only shop the travelers swarmed 
en masse and when I circled back 90 minutes 
later, the store had just a handful of  shoppers.

While I love my Karen Millen bag, I found a 
new shop at Fashion Outlets: Limited Editions 
For Her, a European inspired concept. That’s 
where I found a Carlisle leather skirt for $35 
(versus a $545 tag) and a gorgeous Per Se mottled 
grey leather jacket that was down to $50 (from 
$1,150) – the deals of  the day (and the week and 
the month of  May). The shopping gods haven’t 
deserted me yet! Fashionistas alert: Check out 
Limited Editions for Her, which is an Eccoci 
concept. I was really impressed with the elegant 
and contemporary merchandise I saw at Fashion 
Outlets of  Las Vegas. v

AWE Talisman’s Fashion Outlets of  Las Vegas in Primm, Nev., impressed the Channel Checker with its elegant and contemporary merchandise.


