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Ecko'officesforrent

THREADBARE: MarllEcko'sempiredeclines

Ecko puts
hisHQ
on market
Urbanwear hotshot's
appealwears thin as
youths trade down

BYADRIANNE PASQUARELLI

THE LARGE BRONZ E RHI NOCE ROS

statues grazing inside hip- hop
clothing designer Marc Ecko's mas­
sive 275,OOO-square-foot headquar­
ters on , .yest 23rd Street may soon be
out of a home. The entire space,
which costs more than S9 million a
year and includes a half-size basket­
ball court, is now on the market, ac­
cording to the site's leasing agent,
Fir stScrvice "W illiams.

The clock is ticking for M r.
Ecko, who is desperately trying to
raise enough capita l to pay offMa rc

See ECKOon Page 27
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Ecko Enterprises' debts. In June,
Ecko sold its watch trademarks to
Timex Group, the former licensee,
and subsequently unloaded its
Avirex youngmen's brand to Kids
Hendqusrters. Additionally; Ecko
bailed out of a pricey'TimesSquare
leaseandclosed its Cut &Sowbou­
tiquein Chelsea.

Mr. Eckois the latest casualty of
the once-booming$4 billion urban
wear business.The sectoris rnorph­
Ing away from its baggy, logo­
threaded beginnings into a cleaner,
more mainstream look available at
mass-marketretailers ranging from
Forever 21 to Levi'sStores.In addi­
tion to facing increased competi­
tion, the market is suffuring as its
baseoffickleyoungconsumersshies
away from expensive labels and
seeks bargains.

"Theurbankidisnot loyalto any
brandoranystore,"saysTimBess,a
men's fashion analyst at retail con­
sulmncyT heDonegerGroup.With
less moneyto spend, the streetwear
consumer ismorelikely to buyanin­
expensive $19.99 hoodie at Aero­
posrale than a $68 graehie hooded
sweatshirt fromMarc Ecko,

Indeed, Aeropostalcis 0 11e of the
few retailers that is thriving; it post­
ed a 12% rise in June same-store
sales. In contrast, many urbanretall­
ers arcgettinghitbythetrade-down.
Ea rlier this year, Indianapolis-based
sporting goods retailer Finisli Line
paid $7 million to local retailer Jim­
myJaZ:4 to take the poorly perform-

ing Man Alive urban clothing chain
offitshands. Moonachie,NJ.-based
AgainstAllOdds,a decade-old sell­
erofstreet duds,filedforbankruptcy
protection in January, citing nearly
$4U million in liabilities.

Buyer'S cIlangll1gtastes
JOE NADA-V, owner of pniladolplu~­

based hip:hop apparel .chain City
Dluc,H;" hadto closethreelocations
in thepustyeal'duetoslowsales.Af­
tcr morethantwo decades in the ur­
banwear business,he'snownoticing
a shift in wnatshoppersare buying,

"In NewYork, theydon'tWant liS

much urbanand that big,fancy la­
bel,' Mr. Naikv says. "It's a much
cleaner look.." ~.

UnlikeMr. Nndal7,Mr. Eckohas
proble'ms that~o beyond the altered
shopping habits of the strcctwoar
consumer.The company is drown-

. ing in a reported $170 million in
debt, o\\<w to creditor CIT Group
and manufacturerLi &Fung USA:

After the ' Ne,:, "'Jersey native
foundedhisbrandin1993,hequick­
ly~nded it into aMareEcko En­
terprises empire: eventually moving
beyond apparel and accessories into
ma~zine publi.hingaridvideo gam­
ing.He continuedtoscoop upbrand
afterbrandana openstoreafter store.
Fiveyears ago, the companysigned
on for It three-level, 30,OOQ-tqUllre­
footTimes Squareflagship,a"super­
market"for allofitsbrands.In 2006,
the apogee of ECKo's high""iimes,
management reported annual retaU
sales ofabout $1.5billion. '

. B~t theempirebcg~n unraveling
lastyear.T~leTimesSquaresitewas .
never built, and though. Ecko had
morethan20yearsreml1iningop the
lease, the company abandoned the
Yl:oturc' over-'the winter; shocking
landlordNew 42nd Street. . r '

, "We had no indication lip until
[December] tIlllt they were not go­
ing to go fo!-Ward,"·says Cora qa­
han, president of New 42nd Street,
noting that legal issues are nowre-
solved.•" • ..-' .
• In thepastfewmonths,Eckohas

madeothe r movesto raisecapitalto
cover its debts. It IUs pu.t its lsvlsh,
multiflQor West 23rd Street head';'
quarters upfor lease, sold brandcx,:,
tensions and dosed stores. ' "
" Even .. so, Raphie Aronowitz,

Eckos executive vice president of '
marketing, insists the firm is Rer-
formingwell. •. '.
Unraveling empire
~YEAR '1'0 PA1'& , ~ur company has
achieved 12% camp. sales growth I

with 0. 3%' improvement in gross •
margin profit in the 94 Ecko Un- "
limited and Ma rc Ecko stores we
operate,"he saidvia e-mail.Neither"
Mr.Ecko nor CEO Seth Gemlier,g •
wereayaitllble forcomment. .

Critics rate Mr. Eckos situation .
asdire nod expect the designer to­
continuesellingoffdivisions~uring

his restructuring. "He was overex- ~

posedin thinkingthat thebrandhas
an unlimited shelf ' life,': 8a~ "

Michael Landrigan, chair of fash­
ionmerchandisingat theLaborato­
ry Institute ofMercbandisiI1.g."But
likemost ofthesebrands, theyneed
to retrench and look 'at' changing
theirproduct mix."•
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