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 Most active, knowledgeable retail operators see  
transformation, not annihilation – online at 8% 

 AE is about knowledge and convenience:  
consumers know more about their options than  
ever before, AE acknowledges and caters to fact  
that we live in a convenience world 

 AE is most applicable to “commodity” and  
“middle-middle” retail 

 Retailers forced to redirect expansion dollars to  
physical and digital infrastructure 

 



 Very hard for AE to consistently compete with  
immediate/daily needs (convenience and  
perishables), “treasure hunt”, and “experiential”  
retail 

 Most consumers instinctively know that the  
current delivery model is not financially  
sustainable – “last mile” delivery a big challenge 

 Landlords Must: CREATE AN ENVIRONMENT, 
GIVE  CONSUMERS A REASON, BE 
KNOWLEDGE  SPONGES, RECOGNIZE “YELP 
EFFECT” 

 



 Generation Z (13-29) vs Millennials 

 81% Prefer in-store experience 

 Shoppers over 17 split evenly between online 
and in-  store 

 “Fun experiences”, “Live Event”, “In-Store 
Specials” 

 It’s possible that these trends will change 
with age, but  may signal an ongoing trend 



 Fall 2017: JP Morgan upgrades off-price  
apparel retailers Ross, TJX, Burlington – 
sees  incremental sales growth of $18-19B 
by 2021 

 Department Stores have lost $25B in 
sales  (combined) since 2011 

 Argument: Amazon encroachment into  
apparel most closely resembles 
department  store model 



 It is extremely difficult to copy the “treasure  
hunt” experience online – analysts  
consistently cite “huge barriers to entry” 

 Also note “1,000 buyers worldwide sourcing  
from 18,000 vendors in 100+ countries” 

 Ross, TJX (33 straight Q’s of sales growth),  
Burlington all forecasting same-store sales  
growth for 2017 



 27% of respondents report their brick-
and-mortar sales have increased in the 
last 2 years 

 14 % posting sales gains of 5 percent 
or more 



 Fewer centers, disappearing “B/C” malls,  
consolidation around best of class in specific  
sectors – the US is seriously over-retailed 

 In busy world, and with housing and savings a  
challenge, more consumers will demand  
experiences – restaurants and bars, health clubs 

 Surviving retailers will be omni-channel, will  
incorporate technology into in-store experience;  
bricks and mortar will also be distribution and  
fulfillment 



 Retailers who sell an experience will take away AE  
advantage – convenience and price – by more  
effective in-store experience (see Best Buy in-  
store, Tilly’s augmented reality) 

 Daily goods retailers will offer multiple platforms – 
see Wal-Mart, Kroger, Target – as well as  Amazon 
foray into bricks & mortar. Daily goods  focus on in-
store, prepared foods, private label 

 Discretionary Retail will continue to evolve to  
social experience rather than simply needs  
fulfillment 



This is the 

case where 

the LITTLE 

BOX 

murdered 
the BIG BOX! 
 







and people meant lots and lots and lots of RENTAL INCOME! 





Now people are filled … 

… with MALLS !!! 



 THIS is NEW MALL. 

 THIS is the GRAND MALL SEISURE! 

THIS is THE NEW 

MALL and it is of 

INFINITE SQUARE 
FOOTAGE. 

 



Jeff Bezos.  
He’s not a 
bad guy.  

He’s just you 
with a better 

idea. 



Don’t Close Your Mind to the Idea That All These 
Big Box Closures Could Lead You to the 

BIG BOX BOOM! 
 







 ADAPTIVE REUSE … 
 … in an old existing abandoned  building construct new space 

for half the cost. The structure’s already there.  The slab is 
there. The parking is there. 

 For every vacant space 
that exists a  new use 
exists to fill it. 

 It’s just that few people 
know how to  link up the 
people who have dead  
space and the people who 
need it. 





























Theaters Learning Centers 

• Schools 
• Churches 
• Office 

Buildings 

Government Uses 
• State 
• Local 
• Federal 

Municipal Buildings Libraries 



 



 


