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Tom Horne and William Green, founders of start-up menswear brand 

L’Estrange, are holed up in Mayfair’s Arts Club with one of their key 

supporters, Sheila King. 

 

 

Having returned from New York a day earlier, where an unseasonable 

heatwave rendered rushing between meetings an unpleasant task, they are 

glad to be back in London’s gentle sun and, over Caesar salads, they are 

discussing the future of their business and of retail. 

The pair first met at Edinburgh University and set up L’Estrange in 2013 with 

the aim of reimagining the ‘hoodies’ they had spent so much time in during 

their student years. 

The L’Estrange brand was born with The Hood, the £200 hoodie that took 

the traditional comfort-focused garment, vilified by those who associate it 

with antisocial behaviour, and turned it into a well-tailored garment for 

young professionals. Since then, their product range has grown to fill a 

wardrobe that “answers the unmet needs of the man on the move”. 

For a young duo - both are 28 - they are eminently qualified for the task. 

Green studied product design and Horne graduated from Cass Business 

School before spending three years in Cushman & Wakefield’s retail and 
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development advisory team. 

The hope is one day to open a store in NewYork - hence their recent visit - 

but for now it is space in London on which Horne and Green have set their 

sights. But it will take a forward-thinking landlord to take a punt on a new, 

albeit flourishing, brand. 

The pair count themselves lucky to have caught the attention of King, who 

set up her strategic leasing and advisory business, Sheila King International, 

in spring 2014 after 18 years at Hammerson. 

 

With her long and enviable list of senior retail contacts and focus on 

discovering new and interesting brands, she is well placed to endorse 

L’Estrange on its journey from online and pop-up retailer to a well-

established brand with permanent stores. 

Nestled in the comforting folds of low overheads, many of the retail 

entrepreneurs who start their businesses online stay there. But for 

L’Estrange, a permanent store is the Holy Grail. 

We had one piece of each style for a photoshoot so we did the pop-up with 

that and took pre-orders - William Green 

In the three years since the L’Estrange brand was born in a studio in Earls 

Court, Horne and Green have launched a transactional website and four 

successful pop-up shops in London, as well as making their first foray into 

the US with Saks, which stocks L’Estrange clothing at four of its department 
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stores; in New York, Beverly Hills, San Francisco and Boston. 

Green admits they have been very fortunate in their careers so far, though it 

is clear they have also been astute at capitalising on opportunities. But it 

hasn’t all been plain sailing. The day before their first pop-up in Covent 

Garden, the clothing meant for the store was stolen after the lorry carrying it 

was hijacked. 

“Our ‘get out of jail’ was that we had one piece of each style for a 

photoshoot so we did the pop-up with that and took pre-orders,” says 

Green. It was a sign of their agility that continues to this day. 

 

Following that first pop-up with Capco in January 2013, L’Estrange opened 

another on Floral Street in August 2013, then on Monmouth Street at 

Shaftesbury’s Seven Dials in December 2013, and most recently in a former 

sex shop on Berwick Street - open between December 2014 and July 2015 - 

in which they began trialling new products and offered a Hood customisation 

service. 

“That [store in Berwick Street] was a business exercise; it was about 

determining whether we could pay the rent,” explains Horne. “We spent a bit 

of money on shop fit-out there; there was a distinctive look about it and that 

was key for us. It had to be an immersive experience.” 

The pop-up is at the forefront of L’Estrange’s growth strategy and has 

enabled Horne and Green to test a number of different models, gauge the fit 

of each location’s demographic with the brand and to capture data. “We’d 

rather do a pop-up and it be a failure than take a five-year lease and have to 



back out of it,” explains Horne. 

“We could jump into a store now - I think we have a good, solid customer 

base and the momentum behind us to do that,” adds Green, “but the retail 

environment could be put together in so many different ways and there are 

still opportunities for us to test concepts and hone the vision for how 

L’Estrange will live in a store.” 
Embracing change 

Start-up retailers such as L’Estrange are key to keeping the offer fresh for 

shoppers tired of the dreary, uninspiring retail streets and identikit shopping 

centres that have long plagued the market. Landlords are adapting to the 

changing needs of consumers by enlivening retail destinations, primarily by 

improving the tenant mix. And in the experience of Horne, Green and King 

some - like Shaftesbury and the Crown Estate - are embracing pop-ups as 

part of that drive. But not all are ready to accept the risks they pose. 

 

L’Estrange started out producing tailored hoodies but has since expanded its 

range 

“Being able to work with some of the London estates who take that 

progressive stance and support growing businesses, particularly those 

transitioning from online to offline, has been hugely helpful,” says Horne. 

“Without that opportunity, we may not have built the foundation that will 

eventually enable us to take a permanent space.” 



“Obviously it’s good for the estates, too, because they get something that is 

different and new and changing. It works both ways,” adds King. 

Green says that in the past landlords have been reluctant to give online 

retailers who had never traded from retail space a chance, but - as well as an 

improvement in the quality of shop-fits - the cross-sharing of data has 

helped to change that. 

“I think some landlords are starting to realise that taking a punt on brands 

like ours is advantageous for them as well as us,” he says, citing the example 

of Warby Parker, a trendy eyewear boutique, which started online before 

taking a store in New York in 2013. It now boasts a higher turnover per sq ft 

than any other brand in the city bar Apple. 

“At one stage, when there was this proliferation of online retailers coming 

through, there was almost a disowning of the physical store,” explains 

Green. “It was about ‘direct to consumer’ and that meant opting out of the 

traditional retail model. But it’s going back the other way now.” 

King has noticed the trend in offline retailers looking for physical space 

ramp up in recent months and says it is important to get brands’ voices 

heard within the industry; something she prides herself on facilitating. But it 

isn’t always easy. One of the challenges is to get in front of the right people. 

“These brands are key to the future of retail destinations so they need 

exposure to people at a senior level,” says King. “Otherwise their proposals 

may not be dealt with in the right way.” 

Green recognises that a pop-up done in the wrong way could devalue a 

property. What is needed, he argues, is a filtering process whereby there is a 

dedicated person or team that manages the incubation of new brands on 

behalf of the landlord. 

“Shaftesbury work with a PR company called Sister that helps support the 

community of retailers around Seven Dials,” he says. “They initiate events 

and customer acquisition proposals that work in harmony with what the 

brands are doing.” 
Next big thing 

Some landlords have gone so far as to create permanent, well-designed 

zones for short-term retailers. Examples include Unibail-Rodamco in Paris 

and Hammerson, which opened LinkStreet at the Bullring in Birmingham 

earlier this year, with the help of pop-up specialist Appear Here. “That focus 

on innovation, on the latest trend, and on finding the next big thing is so 

important to keep things interesting,” says King. “It is a risk and it’s hard 

work. And in the UK where it’s agent based, there’s a tendency to focus on 



the standard uses. But actually if you get it right and bring in something new 

and different it breeds confidence.” 

With a wealth of data at its disposal, L’Estrange is ready to move on to the 

next stage of its evolution and is looking for its first permanent store in 

London. 

You can go under very, very quickly. If you don’t test then you’re gone, 

you’re dead - Tom Horne 

Horne and Green are looking for circa 600 sq ft of retail space with a flexible 

basement space underneath that could be used for events, among other 

things. Soho, being easily accessible from its target customers’ homes and 

offices, is the primary focus. But Horne explains that they would rather open 

in the right space a little further from their ideal location - as long as it has 

good transport links - than in the wrong space in the perfect place. 

The hope is to open another pop-up in time for Christmas first and then, if 

they find the right space, to open a permanent store early in 2017. “Space is 

scarce in London,” says Green. “If the right space comes along, we’ll know; 

we won’t let it pass us by.” 

 

When they do find the unit they are looking for, the idea is to maintain their 

pop-up mentality. Green loves the idea of L’Estrange being described as a 

pop-up brand because for him it is a moniker synonymous with trial and 

innovation. 

In the new store, Horne and Green hope to combine their studio with the 

retail space, host events, put on evening store openings for time-poor 

customers and enable customers to make appointments with an in-store 

concierge who would also handle online enquiries. 

“What’s really interesting about L’Estrange is all the learning they’ve gained 

before choosing to take a permanent store,” says King. “I see so many 

retailers taking expensive space without testing the concept. It’s madness 

and it brings them down.” 

“We see loads of brands that go under all the time,” adds Horne. “It is one of 



the most difficult markets, particularly fashion. To try and nail it is difficult. 

You can go under very, very quickly. If you don’t test then you’re gone, 

you’re dead.” 

Having demonstrated resilience, and with a wealth of knowledge gained from 

a succession of pop-up experiments, Horne and Green are determined not 

to let L’Estrange go the same way. The hope for King is that L’Estrange will 

steer a path that others will follow. 

 
 


