12B

NEW ENGLAND REAL ESTATE JOURNAL e SHOPPING CENTERS e JANUARY 27 - FEBRUARY 2, 2006

Northeast’s number @ website rejournal.com

NEED A MORTGAGE?
APPLY HERE.

Ameriquest Mortgage
First Franklin

Boston Federal
First Banc

GN Mortgage Guaranty Res. Lending
National City Mortgage New Century Mortgage
RBMG Webster Bank

World Savings
Chase Manhattan

United First Mortgage
Bank of America

Wells Fargo Homeside
Union Federal Savings Chevy Chase Bank
GE Capital Countrywide
Californa Federal Assurance Mortgage
Cambridgeport Sovereign Bank

Washington Mutual Bank Unites

Crescent Mortgage First Bankers
First Union Alliance Mortgage

1-800-894-4161

APPLY ONLINE AT: www.amortage.com
LIC# MA M8036 - CT0007827 « RI 98000897LB

Leasing consultant point of view:
Important elements in urban retail
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There are two: Number one is to
please the customer with a satisfy-
ing and pleasurable shopping expe-
rience and number two is to please
the owner with a great return for the
investment. These two, however,
require four essential actions to take
place: Market identification, con-
ceptdevelopment, creative leasing,
proactive management.

Action 1. Market Identification

Identifying the essence of the
market has always been the foun-
dation of any retail project. In this

era of differentiation and personal-
ization and especially with urban
projects it is imperative to know
who the customers will be, and
what it is they need/want to pur-
chase, how they spend their non-
work time, where and on what do
they currently spend their money?

This goes beyond the traditional
market evaluation of population
numbers and household incomes.
Since today’s shoppers are time-
starved, they are also more demand-
ing. They want personalization and
individuality from custom jeans to
personal fragrances and individu-
ally packaged vitamin supplements.
This is particularly true in urban
markets which are also infinitely
varied and often in transition. The
more knowledge about the particu-
lar needs of the market, the better
the project

To achieve this definition, mar-
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ket research cannot be limited to
demographic and economic data.
Developing this keen sense of the
marketrequires field research. This
means going there. It means walk-
ing the various neighborhoods
around the project observing the
residences, the cars, and the street
life. It also means shopping the
competition, gleaning as much as
possible about the shoppers: what
are they wearing, what shopping
bags they carry, where are they
eating lunch, what types of vehicles
are they driving. Itis this very effort
of field research coupled with the
data that is the basis for the next
step, that of creating the concept
with the tenant mix.

Action 2. Concept Development

The concept in an urban retail
project defines the product and
guides the design, image, tenant
mix, and gives the project its iden-
tity and sense of place. The concept
is created to please and attract the
marketand takes into consideration
the physical and visual presence as
well as price points of the stores,
the type of public spaces, special
features, even to the graphics on the
directories and in the public wash-
rooms.

For example an urban retail
project catering to a Hispanic mar-
ket, the concept might be that of a
busy marketplace with ample space
to promenade and meet friends and
squares filled with cafes so shop-
pers can see and be seen over coffee
and cakes. Some centers might ben-
efit from bi-lingual signs, while it
could be anegative in more upscale
Hispanic markets.

In an urban life style project the
concept could be expressed as sim-
ply as in a tenant mix focused on
yuppies with the majority of ten-
ants in fashion, take-out food and
home furnishings, while in another
type of urban project, the concept
might be an international center
with a tenant mix geared to a hotel
and tourist market. The dominant
theme of such a tenant mix might
be a variety of ethnic restaurants,
art galleries, antique shops, and
gifts. Each project would be devel-
oped with a specific mix to attract a
pre-identified market.

In urban retail projects, there is
need for flexibility in planning a
tenant mix. While this is not a for-
mula, the 30% to 70% ratio is a
good beginning. Thatis, 30% ofthe
tenant mix devoted to hand picked
local independent retailers with the
remaining 70% a combination of
familiar tenants that are known to
be crowd pleasers based on their
success in projects nationwide.
Once the concept has been honed to
suitthe market, the leasing becomes
the challenge.

Action 3. Creative Leasing

Anurbanretail project often takes
longer to lease than a conventional
shopping center. This factor should
CONTINUED ON PAGE 14



