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HED: Dr. Martens Launches London Concept Store

By Rebecca Paiement

“Sneaker dominance is wearing thin,” declares Vicky Wiggins, Global Marketing Director of Dr. Martens footwear. “Consumers are looking for alternative brands and new products.” Those worn out tennies will be given the big black, yellow stitched, AirWair soled boot on April 12th with the launch of Dr. Martens’ new London concept store.

Famous in mod and punk rock fashion history, Dr. Martens, known also as Docs or DMs, has earned its rightful place in youth culture. “We have always stood for self expression,” Wiggins continues. “And having our own store allows us to give people a chance to experience creativity in art, music and written/spoken word. It’s an experimental environment for consumers and Doc retailers alike.”

The Neal Street, Covent Garden location will not only display the full range of DM footwear including the famous Original ten eye and the trendy, full grain leather 1460 style, it will also introduce designer collaborations with the likes of Yohji Yamamoto. In addition, the store will ally itself closely with FREEDM, an artistic movement pioneered by the brand. The FREEDM2.com website allows visitors to upload their artistic expressions while vying to be viewed and selected for international exposure through concerts, sidewalk galleries and now the Docs concept store. 

Dr. Martens used FREEDM2.com talent to provide their store’s wall murals, one-of-a-kind shoeboxes, limited edition product and window displays.  And, as FREEDM grows, the look of the store will develop and change as well. 

The virtual FREEDM2.com gallery, recording and screening rooms will find a brick and mortar home down the Dr. Martens spiral staircase. Below the retail establishment and its light box displays of limited edition and vintage boots and shoes, shoppers can watch short films, see new art, read poetry and even groove along to live acoustic gigs. 

Like other brand-only stores, Dr. Martens relishes the chance to “create a full brand experience,” says Wiggins, who is quick to point to the fall fashion runway and Original Dr. Martens as interpreted by the likes of Marc Jacobs, Chloe and Temperley London. 

