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Looking good – Retail opportunities abound; be
open to new development and marketing ideas
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Retail is alive and well and opportunities abound. Despite rising
interest rates, housing costs, and
elevated energy prices, the consumer is still consuming and the
general consensus is that bricks
and mortar retail is and will continue to revive under the right market conditions.
However, the market is changing and the recognition of these

demographic, geographic, and
lifestyle shifts are behind the news
in the retail sector. In addition to
the aging baby boomers and their
offspring, the echo boomers, there
is an increase of men who are
entertaining and therefore shopping more than in previous decades. Another change is an estimated one third of the U.S. population has a preference for LOHAS;
(Lifestyle Of Health And
Sustainability). There is also an
increase of the so-called leisure
time shopper.
Our worlds have also been affected by increased traffic and
commuting time, overly high cost
of housing in cities and established
suburbs, rising fuel and energy
costs, the barrage of information

over the Internet, desire for more
healthy and organic foods at home
and out, and the state of the economy
in general. Today’s consumers want
and need to be pampered with a
welcoming and pleasant, hasslefree, convenient shopping experience where we receive excellent
service. And, judging by sales figures over the past year in the retail
industry, consumers will continue
to buy, given that their needs are
met.
Retailers and developers have
recognized these changes and are
actively searching for suitable sites
and creating new types of shopping
venues to meet the desires of the
changing market. They are revisiting their older centers to determine
how best to respond to shifts in

demographics, updating center design and tenants and developing
retail in or near newly developed
residential communities, and carefully selecting transit-oriented development sites.
Aware that customers are interested in spending their time and
money in a downtown environment, developers are converting or
dismantling older malls to build
town squares with offices, multiunit housing, parks, cinemas, and
open-air retail. There is also an
effort to combat old mall boredom
with a careful selection of tenants,
some of which are local and serve
to greatly enhance the shopping
experience and provide the property with a clear and unique identity. For added convenience and a

timesaving device, developers are
clustering stores with merchandise
that appeals to a specific market,
such as juniors, men, or baby
boomer women.
The current darling of the industry is the lifestyle center. Upscale
retail and quality restaurants typically characterize this open-air format. Lifestyle centers have the
bones of a strip center without a
conventional anchor, and often
borrow from vernacular historic
architecture to create the feeling of
a village. Since CAM charges can
be more than 50% lower and sales
have been reportedly higher (one
ICSC study reported that shopper
productivity totaled $84 per hour
at lifestyle centers versus $57.70
per hour for mall shopper expenditures) more developers will be
crafting this product for specific
niche markets.
For major landowners, “smart
growth” and its offspring, “mixeduse development” and “transit-orientated development” are moving
from ideas in magazine articles and
community meetings to programs
having a strong impact on the real
world of development. Some states
are instituting new regulations that
provide extra funding to cities and
towns that increase housing density near transportation hubs and
existing town centers. Projects that
meet smart growth based standards
receive extra points when competing for funding under existing smart
growth programs.
Given that good retail development sites are difficult to find and
acquire, it would seem that somewhere buried in the crystal ball is
good fortune for city and town center revitalization where at least the
square and its people already are
present.
Of great importance to new retail development is tenant mix and
new retailing. The good news is
retailers are expanding and seeking new sites. On the streets in
neighborhood commercial districts, as well as in shopping centers, there are a crop of new quality
start-up retailers and eateries.
Restaurants, discount retailers, and
home –related stores lead the way
in popularity, followed by new
concepts that focus on a target
market.
For retail, seize the moment,
undertake market analysis, study
other areas to see what is working
and what is not, be open to new
development and marketing ideas.The future is now, but repeating
what you have done before probably won’t cut it.
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