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What elements are essential
for a successful retail project?

icture thia: bustling
P crowds, the swish of

shopping bags, lanes of
lighted,
glasa atore-
fronts, fresh
air, um-
brella-ed ca-
fea, colorful
egigns, and
the familiar
sounda of a
New Orleans blues maestro tin-
kling the ivories. The happy
crowds wind their ways
through the lanea, explore and
ehopthestores, stop for adrink,
munch some popeorn, watch
each other, and eventually af-
ter a few well-apent, satisfying
hours are homeward bound
until the next outing. Such a
pleture comes to mind when 1
consider a auccesaful retail
praoject. Maow is this Main St
USAor Shopping Center 102—
I believe it ia, shoald be, can be
both.

Az this image developa and
then resonates, the perilous
path to getting there starts to
emerge. Thus, successful reso-
Intion means in gimple indus-
try-speak: BATISFIED EHOP-
FERS retwning frequently,
epreading the word as goapel.
But, to get to the bucks, it can-

Heprinted fror

not stop there. It also meana
merry merchants continually
updating theirwares, respond-
ing cheerfully to the needs and
demands of the market; for-
ward thinking develeopers and
awners forever caring and
veady to update and change
with the tidea of the retail
market; and, laat, but not least,
beneficent [.r'l.ﬂ‘.ll:l.' Fovernance
poiged to listen, support, and
provide agsistance in a reason-
able time frame and manner.

Peeling away the layers, the
bagic challenge of getting there-
be it a downtown revitaliza-
tion of several worn blocks of
dilapidated buildings, a mixed-
uze waterfront with marina,
condos, shops and restaurants,
a tired university student cen-
ter, or an old and almost va-
cant conventional mall, the is-
aues and ateadfast components
are roughly the same. In a
nutshell:

= Merchandise that appeals

and suita the cuatomer.

* Tenanta that collectively
provide the merchandiae.

* Dezign that unifies, de-
lig::ht.—e. anil yet iz leasahle.

= Market niche and leasing
plan that permits a variety of
tenant types.

= Flexible and well

sapital-

ized owner entity, capable of

affering tenant incentives.

* Development team inter-
preting the subtleties of the
trade area and demographics.

* Lacation capable of reflect-
ing the most advanced envi-
ronmental standards.

Now, how does this differ
from the classic version of shop-
ping center 101 ae in the old
daya when requirements
mainly congisted of following a

demagraphie formula, lack of

nearby competition, great high-
way

ga, enme curb cuts,

two or three anchors, a host of

mall rata, a fenestration-free
Eacility floating in asea of park-
ing apaces?

Leta take a shot at the an-
awer with a snapshot of the
market and some key trends:
Folka today are time starved,
many working two jobs when
they can, tired of sitting in traf
fic, deairing a sense of commu-
nity with friends and family.
They are tired of stuff. They
have had it with telemarketers,
marketing gimmicks, canned
entertainment, and themed
atores and restaurants. They
are constantly being told toeat
leza and walk more. They worry
about tervorists, need to feel
free to come and go with ease,

and want a change from the
game old thing they have seen
over amd over AT aNn in each
mall they have shopped in the
past decade.

S0 to be successful the new
retail projects need locations
where residential and office
development can be close. This
translates to thinking neigh-
borhoad and district, rwlti-u=e;
e.g., cultural, civie, recre-
ational, public transit, bike and
pedestrian connections to hows-
ing and work. It translates to
acreative approach todevelep-
ment that aveids the clichés of
the same-old-been there ten-
anta with an eyve to fresh new
amaller, and often local atores,
independently owned and op-
erated to apice the mix, and
creative mass merchants whao
affer value and promotions. It
means that merchanta at ev-
ery level ave selected for their
ability to satisfy customers in
the trade area. It meanas cater-
ing to the individual and mak-
ing certain the entire experi-
ence haa been well worth the
effort and expense. Then, ifwe
build it, they will come.
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