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Retail’s evolution 
reflects our  
changing world
Welcome to the latest issue of Living Retail.

Published to coincide with MAPIC, this issue 
looks at the key the trends in retail, strategies, 
research and insights from leading figures in 
the industry.

In a special feature, James Wallace looks at 
the investment market and the €4.5bn worth 
of European retail real estate assets likely 
to be coming to the market in the next two 
years (see p10). Intensive asset management 
looks set to become ever more important for 
investors and we pick up on this topic with 
CBRE Global Investors’ new head of retail 
EMEA, Eric Decouvelaere (p24). 

Mixed-use has been a constant theme in our 
video interviews as a key factor for successful 
retail and Herman Kok shares the insights of 
Meyer Bergman on the different approaches 
needed to create a successful retail destination 
(p34). Lars Huber also describes Hines’ 
strategy and how retail can be a key element 
in successful mixed-use city schemes (p20).

One aspect of the greater focus on mixed-
use is that leisure is taking a more important 
role in our retail destinations and we share 
the insights and strategy of Grant Sonju at 
Playtime and Colin Fuoco of the PlayPower 

group as it brings together its international 
operations into one focused service for 
Europe to help meet increased demand (p30). 

Transformation, reimagining spaces, 
adapting, placemaking, customer experience 
and innovation are also common themes 
in many of the insights shared in this issue 
including Nuveen, Prelios Immobilien 
Management, VIA Outlets, x+bricks, VTS and 
mallcomm and Anthony Slumbers.

Living and retail are increasingly seen 
together as the trend for mixed-use 
development creates vibrant destinations 
and spaces which make a positive 
contribution to the quality of life. ESG, 
wellbeing and sustainability are also having 
a significant influence on the future of the 
sector and we share some important views 
from our dedicated session with Redevco last 
month at EXPO Real.

If you are reading this at MAPIC in Cannes, 
please join us at our special discussions on 
Retail Trends and the Investment Outlook 
on 14 October. We will also have our video 
team in Cannes for the duration and so look 
forward to interviewing you and sharing your 
insights in the next issues of Real Asset Insight 
and Living Retail.
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Despite negative sentiment in some 
quarters, the retail sector is not in 
crisis mode. It is in fact changing and 
becoming a more interesting asset 
class to work in, experts agreed at 
Real Asset Media’s European Retail 
Investment briefing, which was held at 
the International Investors’ Lounge at 
last month’s EXPO REAL.

“It is great to be in retail today,” said 
Eric Decouvelaere, head of retail EMEA, 
CBRE Global Investors. “We used to be 
in a supply-driven model and falling 
asleep on the job. Now we have a 
demand-driven model, consumers are 
changing, retailers are adapting and 
landlords are being much more reactive 
and collaborative.”

Now the emphasis is less on the 
bricks and mortar element and more 
about curating the activities that take 
place in the buildings. 

“For 30 years the creative element 
of retail was silent, but its importance 
is being realised,” said Bill Kistler, 
executive vice-president & MD EMEA, at 
the ICSC. Everyone talks about mixed-
use these days, but “the real catalyst is 
retail”, he added. “You cannot have a 
successful product mix without retail.”

Even with economic growth slowing 
in some European countries, evidence 

‘Retail is the real catalyst’ 
for mixed-use schemes

The industry is changing so much 
at the moment, says Thomas Mark, 
president of MK Illumination. He 
sees mixed-use as key to the future 
success of shopping centre retailing, 
with entertainment and atmosphere 
being extremely important. 

Mark emphasises there must be 
a story, coupled with a dynamic 
marketing campaign that people can 
recognise. “For instance, Christmas 
is a very important time of the year 
for revenue and so the first thing is 
to create the right atmosphere, but 

today you also need to do something 
like integrating a Christmas market.”

He cites shopping centres in China 
where the trend is for seasonal 

illuminations to be complemented by 
interactive events such as Christmas 
parades, in which shoppers become a 
part of the whole concept. 

“The most important thing is to 
make people feel good so they stay 
in the centre for longer. Shopping 
is no longer the most important 
thing. People want to go to a place 
where they are happy, where they 
can eat well, maybe enjoy some 
entertainment, meet people. Of 
course, they will do some shopping, 
but it’s no longer the first priority.”

‘Shopping is no longer first priority’

‘‘Consumers go for more 
experiential sectors like 
eating out or health 
& beauty, which are 
growing faster than 
traditional shopping.
Eri Mitsostergiou, Savills

shows consumers are still happy to 
shop. But they are opting to spend 
their money on different things, said 
Eri Mitsostergiou, director of European 
research at Savills: “They go for more 
experiential sectors like eating out or 
health & beauty, which are growing 
faster than traditional shopping, so we 
must redesign our retail spaces to cater 
for these changes.”

The retail park sector is performing 
better than expected in some countries 
like Ireland, she said, while in many 
European cities luxury shops in the 
high street are doing well thanks to 
tourism, from China in particular.

In all sectors, though, the hands-off 

approach no longer works in today’s 
retail environment.

“Curation is crucial,” said Herman Kok, 
head of research at Meyer Bergman. 
“The authenticity of buildings and 
a sense of place are important, and 
not just in prime locations. It is also 
essential to have urban planners who 
are flexible and understand that cities 
as well as shops are changing.”

In all segments of the industry, 
said Kistler, “we used to do project 
management and run a transactional 
business, but now we are more at the 
hospitality end of the spectrum, and 
the challenge is to respond to clients’ or 
guests’ demands”. 

6
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When it comes to retail Europe leads 
the way, delegates heard at Real Asset 
Media’s European Retail Investment 
briefing, which was held at the 
International Investors’ Lounge at EXPO 
REAL last month.

“I believe retail in Europe is a model 
for the rest of the world,” said Bill 
Kistler, executive vice-president & 
MD EMEA at the ICSC. “The pure-play 
e-commerce players are realising that 
having a physical store brings an uptick 
in sales in the catchment area of the 
store, so the two are complementary. 
E-commerce should not be seen as a 
bogeyman.”

The so-called “halo effect” refers to 
the positive interaction between the 
traditional physical store and the online 
channel or, as ISCS puts it, how “bricks 
impact clicks”.

Retailers can definitely benefit  
from the halo effect, said Andrew 
Westbrook, partner at RSM: “You can 
pinpoint within 2-3km where your 
customers are.” Brands are increasingly 
accessing customers directly by having 
a store, he added.

Valuation can be an issue in this 
shifting world. “Online is clearly set 
to grow, as now even in the shops 
you’re pushed into an online deal,” said 
Herman Kok, head of research at Meyer 
Bergman. “But how do you value the 
rental value of a store if turnover is no 
longer relevant?” 

The UK, which leads the way in 
online penetration in Europe, is feeling 
the pinch. “One thousand stores, equal 

to 30 billion square feet, have been 
given back to landlords and the reason 
is the increase in online sales from 4% 
to 21% of all retail sales in a decade,” 
said Westbrook.

But it is not all doom and gloom. 
The UK is way ahead when it comes to 
innovation and mixed-use.

“The UK is ahead of the cycle,” said 
Eri Mitsostergiou, director of European 
research at Savills. “There is more focus 
on redevelopment and an awareness 
that better returns can be made 
through active asset management. 
There are some inspirational examples 
of non-performing schemes that have 
been transformed through hard work 
and a creative approach.”

In Western Europe, she said, landlords 
are looking at the UK and trying to 
think ahead and be prepared.

Mixed-use is another way forward. 
Department stores, which have size on 
their side, can add other functions, such 
as healthcare centres on the ground 
floor or apartments on the upper floors. 
In London, for example, one in three 
department stores have planning 
consent for residential, said Westbrook. 

The retail sector has an obligation 
to decarbonise for business as  
well as environmental reasons, 
Clemens Brenninkmeijer (pictured 
below), head of sustainable 
business operations, Redevco,  
told Living Retail.  

“Legislation will only get 
tougher so it’s better to be ahead 
of the curve and invest now to 
futureproof your buildings, 
reducing long-term risk and 
making them inherently more 
valuable,” he said. “We proactively 
futureproof our portfolio because 
it will add to its value.”

As a big investment manager in 
retail, Brenninkmeijer added: “We 
cannot control what happens in 
our stores, but we need to engage 
in a dialogue with tenants and 
operators and explain that it’s 
worth doing the little things, 
because every energy efficiency 
measures make a difference. 

“It’s about 
making the 
link more 
explicit: if you 
do the right 
thing and 
adopt CO2 
reduction 
measures it 
leads to less 
risk, lower 
yields and higher value.”

Progress is being made on  
how to incorporate the carbon 
performance of a building into  
its valuation. “There is an increased 
understanding of what is 
necessary to translate the 
performance of a building into 
something that can be directly 
linked to value,” he said. 

“It is not an easy process, but 
getting there would give investors 
very clear choices and would be 
reflected in transaction prices.”

‘Retail in Europe is a 
model for the world’

‘Sustainability 
adds value  
to buildings’

The pure-play e-commerce players 
are realising that having a physical 
store brings an uptick in sales.
Bill Kistler, ICSC

‘‘

Delegates at 
the Investors’ 
Lounge at 
last month’s 
EXPO REAL
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Taking the customer 
experience to new heights
Gravity Active Entertainment is a leading 
leisure operator from the UK, operating in 
premium retail and leisure destinations. 
Having successfully developed its 
trampoline park business, Gravity is now 
operating multiple concepts which are able 
to provide fantastic footfall for mall and 
high-street landlords while delivering fun for 
the whole family.
Gravity-uk.com

The Chinese brand taking 
Europe by storm

Founded in 2003, 361 Degrees is one of 
the leading sports brands from China. The 
company, from 2015, started to seriously 
plan its international business. Currently, it 
has a presence in 14 EU countries and are 
now looking towards Eastern Europe. 361 
Degrees’ commitment is to deliver products 
with the ultimate in fit and comfort for 
athletes of all levels and keep pushing ‘One 
Degree Beyond’.
361europe.com

Living Retail November 2019
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A crystal clear approach  
to jewellery retailing
Monemel has been an official partner of 
Swarovski since 2016. With more than 
1,000 products on offer that are renewed 
seasonally and accordingly to the latest 
trends, Monemel’s clients always find 
something special. The majority of 
Monemel products are silver and gold-
plated (rhodium). Only uniquely designed 
Swarovski crystals are added to give each 
product that sparkly shine and finish.
monemel.com

Interested in taking to the Soapbox stage? Visit crmarketplace.com/soapbox for more details.

Living Retail November 2019

Plant-based burgers showing 
their true colours
Flower Burger is an international vegan 
burger concept, with an interior design that 
is inspired by the hippie 60s. The brand is 
known for its naturally-coloured buns which 
have become an Instagram sensation. In 
fact, its delicious burgers are all made using 
unprocessed plant-based ingredients and 
are loved by landlords too, as the concept 
requires no extraction. There’s no doubt, this 
is the only vegan burger of its kind.
Flowerburger.co.uk

The Soapbox sessions which take place across Europe during 
Completely Retail Marketplace’s retail deal-making events, provide an 
opportunity for new, emerging and expanding retail brands to take to 
the stage to present their brand’s concept and plans for the future. The 
casual and laid-back format gives companies a platform to showcase 
their business in front of an audience of landlords, agents and retail & 
leisure destinations during a four-minute pitch. Living Retail highlights 
four expanding brands that have been on the ‘box’.
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Almost €4.5bn worth of European retail real estate assets 
could come to market from 24 expiring predominantly UK 
closed-end non-listed real estate funds before the end of 
2021, according to INREV’s annual funds termination study, 
which shows the UK and the retail sector are facing most 
terminations.

For long-term retail investors, this presents opportunities 
for those with a commitment and an effective strategy to 
navigate retail ownership in this fast-moving environment, 
through repositioning community centres and modernising 
the retail make-up. 

The general picture of European retail investment markets  
is of significant pull back in transactions, driven by weakening 
confidence in the global economy and a preference for 
sectors supported by long-term structural drivers, such as 
demographics, technology and urbanisation. European  
retail market investment volumes in H1 2019 were roughly 
€16bn, a fall of more than 40% on H1 2018, according to 
CBRE data. 

Dominic Smith, senior director research at CBRE, explains: 
“The wider investment market presents a contradictory 
picture, at first glance. On the one hand, global equity 
markets are close to record highs; on the other, so are the 
‘fear indices’ – government bond yields are extremely low, 
and gold is extremely high. 

“Investors apparently believe the global economy is treading 
a very fine line between moderate growth underpinned 
by low interest rates, and recession – with near-term risk 
probably skewed to the downside. As we consider the trends 
in real estate investment in the first half of 2019, it will be 
useful to bear this mood in mind.” 

A total of 24 (48%) of the 50 funds with a single country 
strategy identified in INREV’s study have termination dates  
in 2019, 2020 and 2021. These funds could potentially bring 
up to €4.4bn of retail assets, including around €3.9bn of 
UK retail assets, to the market in the next three years. Over 
the next three years, 11 retail funds are due to terminate, 
according to INREV (see graph).

“The volume of retail assets expected to be offloaded is 
surprising,” suggests Lonneke Löwik, INREV’s CEO. “The study 
results also raise an interesting general question about how 
managers will deal with the challenges of bringing assets 
to market at a time when pricing looks set to come under 
increasing downward pressure.”

The outlook for the retail sector continues to be subdued 

Investors set  
for European 
shopping spree 
Retail investment churn picks up pace across Europe as short-term 
owners seek to pass on the baton. James Wallace reports
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‘‘How will managers deal with 
the challenges of bringing 
assets to market at a time 
when pricing looks set to 
come under increasing 
downward pressure? 
Lonneke Löwik, INREV

Outlook
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with UBS recently downgrading return forecasts, due 
to ongoing occupational pressures and rental decline 
accelerating faster than anticipated in several locations.  
UBS’s five-year retail forecast now stands at 2.9%, down  
from 3.7% six months ago.

“We have taken steps to notably downgrade our retail 
forecasts as we expect the structural changes to accelerate 
revaluations across Europe,” explains Gunnar Herm, head of 
research & strategy Europe at UBS-AM Real Estate & Private 
Markets. “This is partly based on our experience of the UK/
US markets over the past few years. This is due to ongoing 
growth in the e-commerce sector as well as weakening 
demand from retailers for new expansion.” 

MANAGED SCALE BACK
In late October, Cerberus Capital Management appointed 
Savills to dispose of the Belle Vale shopping centre in 
Liverpool, as part of the private equity firm’s managed scale 
back from the sector. 

Cerberus’s efforts to reduce its exposure to UK retail also 
include the appointment of Savills to sell the Gyle shopping 
centre in Edinburgh for £125m and the Motherwell Centre in 
Motherwell for £35m. In June, Cerberus, alongside Edinburgh 
House, also brought to market five secondary UK shopping 
malls, instructing CBRE to seek offers in excess of £49m for 
the Leopard portfolio.

But these sales are likely to be tricky, if Nuveen Real Estate’s 
assessment is correct. Demand for UK retail assets has 
almost completely disappeared and secondary yields are 
turning upwards in most markets, according to Nuveen, with 
e-commerce trends exacerbated by rising costs and falling 

store sales compounding the strain in non-food retail.

However, Lone Star has shown that the market is still there 
after offloading UK retail last month through the sale of a 
sub-pool of the UK high street retail-heavy Project Churchill 
non-performing loan portfolio, dubbed Project Falcon. 

Palm Capital acquired the £150m sub-performing UK 
loan book, which is secured against a portfolio of 80 UK 
commercial real estate assets. Project Falcon’s underlying 
portfolio is well diversified by asset class with 49% of high 
street retail and long-let retail warehouses.

The appeal for Palm Capital was to gain exposure to the 
regional UK market, “which offers a superior risk-return 
profile, a strong income yield and upside potential”.

The distress also  goes beyond the fund universe. Shopping 
centre owner Capital & Regional has recommended 
its shareholders accept a £150m deal for South Africa’s 
Growthpoint Properties to become its majority owner. 
C&R, which owns eight UK shopping centres, including in 
Walthamstow and Wood Green, first entered talks with the 
listed South African investor in September.  

The rationale for the 51% stake sale is to raise capital to 
reduce debt and reinvest in its portfolio to modernise the 
retail mix. For Growthpoint, like other international buyers  
of UK assets, part of the attraction is the weaker pound and 
the distressed pricing available in significant parts of the UK 
retail sector.

“Ultimately, the UK has too much retail space considering the 
growth in online offerings,” says Sean Rymell, European real 
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estate analyst at UBS-AM Real Estate & Private Markets. “By 
the same token, retailers previously were thought to need 
around 200 shops to fully serve the UK, a figure of which is 
now thought to have come down significantly to a possible 
low of 50. 

“This means that even well-performing retailers are 
looking to reduce their store portfolios as many of the sites 
with lower sales volumes have now become surplus to 
requirements. As a result, development has largely reduced 
to nil and landlords have started looking to convert retail 
space to alternative uses.”

Across Europe, retail markets in southern European countries 
are expected to see above-average returns, due largely 

13
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Retail resilience: 
attractiveness index shows 
markets holding up
The latest Global Retail Attractiveness Index (GRAI), compiled 
by Gfk and Union Investment shows that most retail markets in 
Europe are fundamentally intact. While trade disputes, the Brexit 
debate and a general economic slowdown have impacted 
consumer and retailer sentiment, the retail index for the 15 
largest European markets held up relatively well in the second 
quarter of 2019. 

The EU-15 index remains above average, at 112 points, with a 
slight drop of three points compared to the second quarter of 
2018 (115 points). The same applies to the North America index 
(107 points; -8 points) and Asia-Pacific index (103 points; -7 
points). European job markets are highly supportive. 

The relevant indicator stands at 115 points, confirming the 
robustness that has been a feature for five years now. The 
associated strong consumer sentiment across large parts of 
Europe helps to underpin the retail index. 

‘‘There is still scope in Europe 
for opportunistic investments 
in the current market 
environment. 
Henrike Waldburg, Union Investment
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experiences the expected dramatic slump in GDP, the retail 
sector will be the most directly affected, along with logistics 
and probably also the hotel industry,” Waldburg adds.

Real estate pricing for retail assets across Europe has 
transitioned to a polarised prime and secondary retail sector, 
ranging from significant yield expansion for secondary and 
lower-quality stock to stability for modern, prime retail 
outlets. 

Stefan Wundrak, head of research, Europe, at Nuveen Real 
Estate, says: “Retail valuations in Continental Europe have 
been drifting downwards over the last six months. Losses 
have so far been confined to more secondary assets, where 
yields have decompressed, leaving only Germany and France 
largely untouched. 

Greg Kane, executive director, head of European research 
at PGIM Real Estate, offers an even more subdued view: 
“Uncertainty about future cash flow generation potential for 
bricks and mortar retail units is putting upward pressure on 
the risk premium for retail assets, most notably for out-of-
town retail formats, such as retail warehousing and regional 
shopping centres.

“The upshot is that although pressure on yields to rise 
may remain contained, the era of returns being repeatedly 
boosted by yield impact is coming to an end. Performance 
through the next phase of the cycle looks set to instead be 
dominated by real estate operating fundamentals. 

“European investors are set for a period of lower returns and 
an environment in which they will have to work harder to 
achieve outperformance.” n

‘‘The era of returns 
being repeatedly 
boosted by yield 
impact is coming  
to an end. 
Greg Kane, PGIM Real Estate

to e-commerce being less advanced in these locations. 
UBS-AM’s Herm says Portugal is expected to perform best, 
followed by Belgium and Austria. Although Portugal has 
seen a decline in consumer sentiment, the country’s retail 
market continues to post strong labour market data and 
retail sales. 

Germany also continues to rank among the top performers 
in the 15 largest EU retail markets, according to the Global 
Retail Attractiveness Index (GRAI) produced by Gfk and 
Union Investment (see box previous page).

BREXIT FACTOR
“Buoyant consumer sentiment in Germany, backed by solid 
retail sales figures and labour market data, is encouraging 
foreign institutional investors to consider the German retail 
sector for opportunistic investments, despite stagnating 
rents,” says Henrike Waldburg, head of investment 
management at Union Investment. 

“Investors tend to punish markets too severely due to 
political turmoil, yet the reality in some markets, such 
as Italy or Spain, is rather different. There is still scope in 
Europe for opportunistic investments in the current market 
environment.” 

At the other end of the spectrum, below average returns 
are forecast for the UK, Ireland and France, with an enduring 
“very challenging” investment environment for the 
foreseeable future as buyers remain uncertain about the 
“true” value of assets. 

“The Brexit decision has not created a new reality yet, either 
for consumers, the labour market or for retail sales. If the UK 

Cerberus has put the Belle Vale shopping 
centre in Liverpool on the market as part of 
a managed scale back from retail 
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Comment

Late last month, the long-awaited 
American Dream mall in New Jersey 
opened its doors for the first time. By 
the time all four phases are completed, 
in March 2020, it will be the second 
largest mall in the US. 

But it won’t just be the size of American 
Dream that will catch retail property 
professionals’ eyes. Of the total space in 
this vast, vibrant centre, teeming with 
innovative features – a Nickelodeon 
Universe Theme Park, an NHL-
regulation size ice rink, and North 
America’s first indoor real-snow ski and 
snowboard park, to name a few – less 
than half will be given over to shops.

Which raises a question. With so much 
leisure space, which will arguably be 
the big draw for visitors from New York 
and New Jersey, should American 
Dream be called a shopping mall at all?

The traditional retail property model is 
changing. Because shoppers – and 
shopping – are changing. 

People don’t want to come to a centre 
simply to shop. They want to come and 
find a place that suits their changing 
demands and the new trends that have 
emerged to suit a generation that 
socialises differently, interacts differently, 
and is always connected to myriad 
digital platforms, apps and networks.

Trends like ‘retailtainment’, the blending 
of shopping, entertainment, gaming 

Nathalie Depetro, director of MAPIC, describes how a new 
type of retail centre is emerging that reflects modern needs

With so much innovation and so many 
leaps in retail property thinking, it is 
not enough to describe these places as 
shopping centres, or even malls.
Nathalie Depetro, MAPIC‘‘

and play. New trends in food and 
beverage, that go beyond the static 
food court and fast-food model. The 
curation of vibrant arts and cultural 
features into malls, to enlighten and 
enliven visitors’ experiences. And the 
increasing inclusion of a range of 
tenants and service providers, from 
health and wellbeing centres to offices 
and gyms, all under one roof.

LIFESTYLE CENTRES
With so much innovation and so many 
imaginative leaps in retail property 
thinking, it is not enough to describe 
these places as shopping centres, or 
even malls. They are vibrant, diverse 
urban lifestyle centres, fit for the 
modern consumer.

Shops and shopping spaces have 
adapted. And so has MAPIC. That’s why 
this year we are launching an event 
dedicated to leisure on the day before 
the show, on Tuesday 12 November. 

It will be a day dedicated to exploring 
the hottest emerging leisure concepts, 
screen-based entertainment concepts 

and new gaming trends; a day for 
leisure operators, brands, retailers, 
suppliers, landlords, architects and 
urban planners to meet at the crossroads 
of the future of retail property.

This year’s MAPIC kicks off with the 
Leisure Day, but these new trends in 
retail property will be a ubiquitous part 
of the show, both inside the dedicated 
leisure zone and throughout the 
conference hall. In grand Cannes style, 
the cutting-edge innovations that 
global leisure and entertainment 
operators have made will be showcased 
alongside, and complementary to,  
what still remains the core of the sector: 
shopping, and shops.

Because leisure, shopping, dining, 
entertainment and socialising are not 
separate strands of the new retail 
property model. They are all part of the 
same thing: a new, dynamic form of 
consumption in which barriers have 
been broken down, expectations have 
been raised, and shoppers need more 
than just shopping, and shops, to get 
them going. n

We’re adapting to 
changing times
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Counting down to its grand opening in 2020, Edinburgh St James is set to become 
an inspiring and attractive destination for people to visit and enjoy  

The 1.7 million sq ft development is one of the largest and 
most significant regeneration projects currently underway in 
the UK and the largest retail-led development in Scotland. 

Located within a World Heritage site in the heart of 
the Scottish capital, Edinburgh St James is set to shift 
perceptions of the city the world over, with 850,000 sq ft of 
retail and leisure space, including 85 new shops and more 
than 30 new restaurants. 

Alongside the new shops, it will also welcome Edinburgh’s 
first Everyman Cinema, 152 apartments, a striking 12-storey 
hotel – W Edinburgh – a Roomzzz aparthotel, and three new 
public squares. 

With this 24-hour leisure offering, Edinburgh St James is 
set to inject more than £1bn into the local economy and 
revolutionise and regenerate the city’s East End. Edinburgh’s 
rich character is nothing if not unique and Edinburgh St 
James will blend the ancient spirit of the city, with the 
dynamic and cosmopolitan soul of the new, creating a 
destination that will merge seamlessly with the city’s cultural 
offering and events calendar. Needless to say, it will be yet 
another reason to visit Edinburgh. 

A PLACE TO SHOP, DINE AND SOCIALISE 
Building a destination means creating somewhere the best 
and most exciting brands want to be. Edinburgh St James 
continues to attract the biggest names, with 85% of the 
scheme now contracted or in legals, which reflects the buzz 
around the opening of the new district. In the past few 
months, several quality occupiers have been announced: 
Zara is opening a 37,000 sq ft store over three floors, Mango 
a 5,500 sq ft space opposite, while Bershka, Stradivarius and 
Pull&Bear will take stores in the main shopping galleria. 

These fashion brands are just one piece of the puzzle, 
slotting in alongside an exclusive line-up of shops, 
restaurants and leisure outlets at Edinburgh St James, which 
already boasts a flagship John Lewis and a 50,000 sq ft, 
flagship Next store.
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Bringing a ‘new town’ 
twist to Edinburgh

Some of the biggest retail 
brands are lined up for 
Edinburgh St James

Retail spaces



17Living Retail November 2019

Retail spaces

A PLACE TO STAY
The W Edinburgh will be the centrepiece of the whole 
development – providing the most luxurious and fun 
hotel accommodation in Edinburgh, reinforcing the city’s 
reputation as a cosmopolitan European capital. Designed by 
Jestico + Whiles, the winding steel ‘ribbon’ centrepiece will be 
surrounded by three unique buildings that blend seamlessly 
into the rest of the development and the city as a whole. The 
vision for the interior also includes a lofty bar, lounge and 
restaurant space with 360-degree panoramic views.

Roomzzz, the aparthotel that already offers accommodation 
in London, Chester, Newcastle, Nottingham and Manchester, 
will open alongside W Edinburgh in 2021.

A PLACE TO WORK
As part of the project’s ongoing commitment to the 
wider Edinburgh community, economy and environment, 
Edinburgh St James has already created 5,000 jobs during 
construction, over 60% of whom live within 100 miles of the 
project. It has also offered work experience to more than 
1,000 local schools, colleges, universities and graduates.

The development will create more than 3,000 permanent 
jobs in a variety of sectors. These will be delivered alongside 
FUSE, the city-wide retail and hospitality skills academy 
established to drive world-class customer care experience in 
Edinburgh, which will launch in early 2020. 

A PLACE TO CALL HOME
Internationally recognised, mixed-use developer Native 
Land is introducing its world-class, modern, city-centre living 
ethos to Edinburgh in the residential element of Edinburgh 
St James. The prime residential development, featuring 152 
strikingly designed and beautifully finished apartments, will 
offer residents stunning views across the UNESCO world 
heritage city as well as premium amenities.

Much like the rest of Edinburgh St James, they will be 
unmistakably inspired by the city itself – but with a “new 
town” twist. n

The W 
Edinburgh 
hotel will 
be the 
centrepiece 
of the whole 
development
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The retail market is struggling.  
The fast rise of e-commerce has 
transformed consumer expectations, 
and increased rents have added to 
difficult times. Tech giants such as 
Amazon have firmly made their mark 
on the retail industry, at the peril of 
more traditional brick and mortar 
outlets. The slew of CVAs (Company 
Voluntary Arrangements) in the past 
year alone is evidence enough of the 
struggle the retail industry faces.

However, while traditional retail is 
struggling, tech-enabled, data-driven, 
adaptive retail is on the rise. There are 
many examples of modern retail 
landlords that are adopting innovative 
approaches to secure the most 
attractive retail tenants and create the 
best experience for their shoppers. 

While there are certainly some 
groundbreaking technologies landlords 
are rolling out across their shopping 
centres to appeal to shoppers, the key 
to their success is the ability to capture 
and use data to make more informed, 
strategic decisions for their properties. 

The first major area where this is 
happening relates to visitor data. This is 
possible, in large part, due to the rise of 
smartphones. With geofencing 
technology, landlords can capitalise on 
the steady stream of information 

Is technology 
the answer to 
retail’s woes?
Charlie Wade, managing director UK of software specialist 
VTS, says tech can be the solution rather than the problem 

Comment

With usage and demographic data, 
landlords are able to provide insight 
into how to create a space that’s more 
interesting and attractive to shoppers.
Charlie Wade, VTS‘‘
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T captured by these devices, including 
the length of a shopper’s visit and 
where they spend their time in a 
shopping centre. This enables them to 
be more strategic with how they curate 
the right merchandising mix. 

By understanding what their customers 
are engaging with and what they like 
and don’t like, landlords can incorporate 
both the traditional anchor tenants that 
are critical for driving footfall and the 
right mix of smaller stores and newer 
brands that add a sense of novelty.

CUSTOMER INSIGHT
This data also helps landlords as they 
court prospective tenants. For example, 
some are now partnering with retailers 
on their fit-outs. With the availability of 
usage and demographic data, these 
landlords are able to provide insight 
into how to create a space that’s more 
interesting and attractive to shoppers, 
making the landlord and their centre 
more enticing to the retailer. 

The second area where data comes into 
play is in landlords’ internal leasing 
processes. Often laborious and manual, 
they make it more costly and time-
consuming to lease a space. Landlords 
are now empowering their teams with 
technology that enables them to 
centralise real-time portfolio 
information and execute leases faster.  

Leasing and asset management 
platforms such as VTS enable landlords 
to engage top tenants early, reduce the 
time from prospect to store opening, 
and have access to the information they 
need to proactively manage the leasing 
strategy at their retail assets. 

Rather than viewing technology as  
the cause of the doom and gloom 
currently engulfing retail, landlords that 
can collect better data, make more 
informed decisions, and execute better 
leases faster can capitalise on the 
benefits of technology and realise 
positive outcomes. n
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Retail has been in Hines’s DNA since the company’s 
inception in 1957. From the pioneering Galleria in the 
company’s Houston backyard where it set the benchmark 
for high-quality mixed-use urban shopping malls, to the 
largest shopping complex in Catalonia, Spain, and the first 
international brand outlet mall in Russia, we’re justifiably 
proud of our retail heritage.

Despite the current travails and challenges facing retail,  
the sector remains a highly desirable asset class that 
continues to excite and inspire us and our investment 
partners. 

While disruption caused by evolving consumer behaviour 
and structural changes in retail have become more 
pronounced, our capacity to create environments where 

retailers can flourish and showcase their products, and where 
consumers want to spend time and engage with leading 
brands, has enabled our retail platform to grow and prosper. 

Hines Europe’s retail portfolio has grown exponentially in 
recent years, and today represents €3.5bn AUM, accounting 
for around 400,000 sq m of retail space across a variety of 
retail property types, including mixed-use, high street and 
shopping centres.

We are firm believers that retail can be the most visible and 
vital part of a major, successful mixed-use urban project. The 
CityCenterDC scheme in Washington DC and the world-
renowned, city-defining Porta Nuova in Milan, Italy – two of 
the largest and most important mixed-used projects in the 
world – are testimony to this conviction.

The social heart 
of urban centres
Lars Huber, CEO of Hines Europe, explains how retail is a 
core element in successful mixed-use city schemes
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Experiential retail
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Cordusio District, Milan
With the refurbishment of two 
prominent buildings, Hines has 
repositioned the former financial 
district of Milan, Piazza Cordusio, into 
a unique retail destination. 

Located 200 metres from the 
Duomo, also close to Galleria Vittorio 
Emanuele and Castello Sforzesco, 
Palazzo Cordusio (above) and Palazzo 
Orefici (below) play a significant role 
in the retail development of this area, 
hosting the first Uniqlo flagship store 
in Italy; a Tommy Hilfiger digital store; 
Under Armour; Levi’s; and a Yamamay 

store with a Panino-Giusto café. 

The leases reflect research of new 
brands, giving incentives to the 
most innovative projects especially 
co-branding (food and fashion) 
and “experiential” stores using 
digitalisation and cutting-edge 
technology.

Hines, along with the Municipality of 
Milan and other real estate players, 
will invest to revitalise Piazza Cordusio 
into a tree-lined, pedestrian square 
by 2022.

It is a philosophy to which we remain firmly committed as 
we pursue the development of the ground-breaking 324ha 
urban development at Cherrywood in Dublin, Ireland (see 
overleaf ). The mixed-use development, which in addition to 
delivering over 8,000 new homes, will provide a 350,000 sq 
m town centre which will feature 67,000 sq m of retail, F&B, 
entertainment and leisure elements.

In Milan, Italy, we are repositioning the former financial 
district, Piazza Cordusio (see opposite), into a retail 
destination. Delivering a unique retail offering for the city, 
we are bringing together Italy’s first Uniqlo flagship store 
and a Tommy Hilfiger digital store, alongside brands such as 
Yamanay, Under Armour and Levi’s, while working with the 
Municipality of Milan to co-invest in the transformation of 
public realm with a pedestrian square at its heart.

SELECTIVE APPROACH
In the world of high street retail, both leading brands 
and investors continue to exercise a more selective and 
circumspect approach. In a similar fashion to office, 
residential and logistics markets, the key twin drivers of 
quality and location have never been more important.

Trophy assets in key European cities remain in demand, 
in locations with favourable demographics and strong 
economic growth. This positively impacts on footfall and 
consumer spend, particularly where the local market is 
boosted by tourism. 

For Hines Europe, this has driven our continued interest in 
cities such as Copenhagen, Paris, London, Berlin, Athens 
and Barcelona, where we continue to execute investments 
on various separate account mandates, such as BVK, as well 

Hines Europe

Cherrywood Dublin is typical 
of the experience-led schemes 

being developed by Hines
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as our European Value Fund and Pan European Core Fund, 
selecting assets with excellent property credentials in the 
best locations.

We have also been pioneers in the introduction of value  
retail to Russia, firstly with the Outlet Village Belaya Dacha  
in Moscow, replicating the strategy in Saint Petersburg with 
the city’s first outlet village, Pulkovo (see below). Pulkovo is 
an open-air shopping destination, developed in 2015, which 
brings together world-leading brands at discount prices in 
stunning surroundings.  

ADDITIONAL SERVICE
The Outlet Village Pulkovo also boasts its own food hall, 
which combines a range of international cuisine under 
one roof. Last year it also became the first outlet to open a 
registration desk for Pulkovo Airport passengers. This unique 
service is helpful for tourists who want to maximise their 
shopping experience, and is a great example of diversifying 
to provide amenities above and beyond traditional stores.  

There are also services for travellers such as a special loyalty 
programme. A further innovation is a snow-melting system, 
which makes shopping comfortable in the winter months.

The retail sector is changing rapidly, and many of the 

traditional concepts and models of retail will continue to be 
challenged by technology and e-commerce. In this dynamic 
environment, developers and retail brands alike must 
respond by future-proofing their retail spaces. This ability to 
adapt is intrinsic to our design of new retail schemes. 

At Cherrywood, our focus on community, place and 
convenience will ensure the development is able to meet 
both the structural changes in retail and evolving customer 
and retailer preferences. Across all our retail developments, 
we actively work with retailers to offer an integrated and 
adaptable omni-channel experience for visitors.

The essence of our approach to retail remains our knowledge 
and experience of the retailer landscape in a patchwork 
of geographies across Europe, each with its own defining 
characteristics, where we can harness our international and 
local expertise. That, combined with our close relationship 
with leading retailers and brands and understanding of 
the need to create bespoke environments to help them 
showcase their products and engage with customers, is one 
of the keys to our success.  

Applying these criteria to today’s evolving retail market will 
continue to provide investors with a wealth of opportunities 
across the sector’s broad and diverse asset classes. n

Experiential retail

Trophy assets in key European cities remain 
in demand, in locations with favourable 
demographics and strong economic growth. 
Lars Huber, Hines Europe
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Outlet Village Pulkovo
In October 2015 Outlet Village Pulkovo became the first outlet 
village in St Petersburg. It’s an open-air shopping destination 
with picturesque squares and cozy streets, where world-famous 
brands offer their previous seasons’ collections with discounts 
from 30% to 70%. 

In August 2018 the second phase was inaugurated, bringing 
almost 30 new stores to the customers, expanding shopping 
possibilities.

The unique architecture of small streets at Outlet Village Pulkovo 
is inspired by European cities and well-known St Petersburg-
style elements. The architectural concept of the outlet village 
was based on the architecture of the modern era of the late 
19th-early 20th centuries and facades were implemented in the 
Russian Baroque style of the 17-18th centuries.

The architectural dominant of the outlet is the central square 
with a dry fountain. In the facades of buildings, iconic objects 
of the city can be seen, such as the arch of the Generalny Shtab, 
Gostiny Dvor and Yusupov Palace. 
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Cherrywood Town Centre will attract visitors day and night

Cherrywood brings experiential 
urban retail to Dublin
Cherrywood is the largest new 
sustainable greenfield urban 
development in Ireland. The 324 ha site 
will include a retail-led Town Centre of 
some 350,000 sq m, grade A offices, 
more than 8,000 new homes, six new 
schools, three major parks (the 
equivalent size of 91 football pitches), 
an extensive network of jogging and 
walking trails and a future population of 
25,000 or more residents.

By integrating mixed-uses with 
sustainable transport infrastructure and 
connectivity, in a stunning south Dublin 
location between the Irish Sea and the 
Dublin Mountains, Cherrywood will 
redefine quality urban centre living in 
the capital, creating a sustainable 
community like nowhere else in Ireland.

Since acquiring the site with JV partner 
King Street, Hines has delivered 5.4km 
of new roads and 82 acres of parkland, 
ensuring that residents move into a 
ready-made and well considered 
community. When complete, 
Cherrywood will have approximately 
8km of new roads and 16km of 
cycleways in place, with a priority 
placed on sustainable transport modes.

Retail-led mixed-use 
Cherrywood Town Centre, in the heart 
of the broader Cherrywood masterplan, 
is in Ireland’s wealthiest retail 
catchment area. The 67,000 sq m 
retail-led mixed-use scheme will be 
complemented by 1,300 new build-to-
rent apartments, grade A offices and an 
extensive public realm with two new 
bridges designed by Sean Harrington.

Cherrywood Town Centre is also 
registered for WELL Community 
certification. The WELL Community 
Standard is a district-scale rating system 
centred exclusively on health and 
wellness and aims to set a new global 
benchmark for healthy communities. 
Now registered for this pioneering new 
building certification programme, 
Cherrywood Town Centre will help 
make this vision a reality.

This next-generation retail town centre 

model will have a forward-thinking mix 
of retail, F&B, leisure, entertainment and 
community uses with a strong 
emphasis on convenience, place and 
community – ensuring that it is well 
suited to meet structural retail industry 
change and evolving customer and 
retailer preferences in Ireland.

Positioned as a “streets & squares” 
scheme it will deliver the difference and 
authenticity that customers now prefer 
in their shopping experience.

When complete Cherrywood Town 
Centre will be the first large-scale retail 
scheme built in Dublin for almost 20 
years.

Furthermore, the centre has good road 
and light rail access to draw customers 
from further afield to what will be a 
unique and compelling product mix 
focused on customer experience – day 
and night. Cherrywood will be Ireland’s 
future of retail with an unrivalled sense 
of place and authentic experience in 
the south Dublin community.

The 67,000 sq m development 
will feature retail, offices, BTR 
and public realm
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CBRE Global Investors’ Eric Decouvelaere says intensive asset 
management of retail property is now more important than ever
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‘You can find good 
opportunities in retail’
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Retail has had a bad press and people have focused on 
the negatives, but discerning investors can look beyond the 
headlines, identify the positives and find opportunities. This is 
the firm opinion of Eric Decouvelaere, head of retail EMEA at 
CBRE Global Investors and a leading expert on the European 
retail sector.

“It is interesting to be in retail today,” he tells Living Retail. 
“We have had quite an easy ride in the past. We used to be 
in a supply-driven model and falling asleep on the job. Now 
we have a demand-driven model, consumers are changing, 
retailers are adapting and landlords are being much more 
proactive and collaborative.”

The hands-off approach no longer works in today’s retail 
environment, he claims.

“There is a big gap between what is happening at the 
moment in the retail landscape in Europe and the investor 
perception,” he says. “Clearly people continue to shop, 
they continue to eat, they continue to have fun, but at the 
same time there are a lot of concerns about what is a good 
investment in retail, whether they should opt for the high 
street or a shopping centre.”

For Decouvelaere, picking the right investment is key.  “At 
CBRE Global Investors continue to look at retail opportunities, 

Interview



We need to make an attractive proposition 
to customers and in a way we need to sell a 
whole range of emotions.
Eric Decouvelaere, CBRE Global Investors‘‘

but we are very discerning,” he says. The key drivers the 
company looks at include: what the catchment area is; 
the competition; how well connected the asset is; public 
transport links; and how easy it is to get to in a car. 

“The second part of our approach is to look at what added 
value we can bring in terms of operating the asset,  in terms 
of asset managing it properly,” Decouvelaere explains. “We 
believe more and more that intensive asset management, 
state-of-the-art operation and execution will make the 
difference in the retail sector.”

When the project is successful, he emphasises, “rents keep 
increasing even against market trends”. There are pockets of 
growth to be found in most markets, most cities and most 
countries, he maintains. 

“At the end of the day intensive asset management is  
what makes the difference in retail,” says Decouvelaere. 
“You need operational teams on the ground with a good 
knowledge of the market. The other key to success is looking 
at the three Cs when buying assets, whether it is a shopping 
centre or a high street shop: catchment, competition and 
connectivity. If those three conditions are fulfilled, then you 

can still find some very good opportunities in retail.”  

CBRE Global Investors has a €15bn platform of retail assets 
in 16 European countries.  “The European retail portfolio 
includes c50 shopping centres, 30 retail parks and key 
high street locations in main European cities and we work 
with over 2,600 brands across our portfolio in Europe,” he 
says. “We have people on the ground who know the place 
and understand the market. You need discernment when 
investing and intensive asset management after.”

Some investors are concerned about the impact on 
traditional retail of the rise of e-commerce, as internet 
penetration increases in the Continent and European 
countries slowly but surely catch up with the UK. 

THE RISE OF OMNICHANNEL 
But Decouvelaere says the dichotomy between online and in 
store is exaggerated, as the two can be complementary. One 
word sums it up and that is “omnichannel”.

“I am a firm believer in omnichannel,” he says. “It is a good 
modus operandi because at the end of the day the operators, 
whether physical or digital, and all retailers must put the 
customer first and customers want omnichannel.”

In European retail the emphasis is now more on footfall and 
asset management than just location, he says. “Our job is to 
reallocate space, focus on differentiation and understand the 
consumer.  

“The biggest change in the industry is that we need to 
welcome people. We are real estate people, but operational 
expenditure is as important as capital expenditure. We need 
to make an attractive proposition to customers and in a way 
we need to sell a whole range of emotions.”

In this scenario, people are the catalyst and technology is the 
enabler, allowing for innovation and imaginative solutions 
that attract customers.  

“It’s about attracting talent, using technology, being 
imaginative, opening the door to innovation and selling 
emotions, but ‘we must not forget sustainability and ESG 
issues,” Decouvelaere adds. “We have talked about these 
issues for a long time, but now we have to walk the talk. The 
biggest retailers in Europe are very much aware of this. I 
predict sustainability will be the dominant theme next year.” n 

Interview
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PROFILE
Eric Decouvelaere joined CBRE Global Investors as head of 
retail EMEA in March 2019 from McArthurGlen where he was 
COO, delivering assets strategies and accelerating organic 
growth.

He is responsible for the €15bn retail platform in EMEA, 
focusing on delivering outstanding performance for the 
portfolio of shopping centres, high street and retail parks, by 
fine tuning retail investment strategies in a changing market 
environment and overseeing the asset management teams on 
the ground.

CBRE Global Investors supports retailers’ expansion within 
Europe and can provide a springboard for national retailers  
to cross borders or for international retailers coming to the 
region for the first time. 

It also aims to give investors exposure to high-quality retail 
opportunities across Europe, by sourcing off-market 
transactions and executing complex property-level strategies. 
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People are saying that Outlets have 
become mainstream. Once frowned 
upon as the last resort for unwanted 
stock, they are now the sweet spot to 
attract both visitors and brands. 

For consumers, outlets offer great value 
for premium items and a shopping 
experience out of the ordinary, while 
retailers are attracted by high footfall, 
strong sales, favourable rent models 
and the opportunity to dispose surplus 
stock in a reputable way, while also 
being able to tap into new customer 
segments. 

Investors, on the other hand, see 
potential in high yields, growing retailer 
demands and the defensive, low-
volatility qualities of the sector. 

SHOPPING TOURISM
There are several factors behind this 
shift in perception. A closer and more 
collaborative relationship with brands, 
a strong emphasis on creating 
experiences that goes way beyond just 
discounted shopping prices, and – 
importantly – the positive and exciting 
synergies between outlets and 
shopping tourism.

An increasing amount of domestic, 
European and international tourists 
travel across Europe every year, and 
shopping is at the top of many travel 
itineraries. With data from the World 
Tourism Organization showing that 1.4 
million people travelled worldwide last 

Outlets hit  
the sweet spot
Otto Ambagtsheer, CEO of VIA Outlets, explains how 
tourism is a key factor in the growth of outlet shopping

Comment

VIA Outlets’ work to capitalise on 
the tourism industry is a niche, but 
important, driver of our success, and 
one we’ve focused on closely.
Otto Ambagtsheer, VIA Outlets‘‘
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T year, spending more than $1.5 trn, it is 
easy to see why this growing sector is 
gaining more atttention. And hence 
why VIA Outlets is well positioned with 
its 11 outlet centres strategically 
located at the gateway to many of 
Europe’s most exciting cities and 
most-visited destinations.

VIA Outlets’ work to capitalise on the 
tourism industry is a niche, but 
important, driver of our success, and 
one we’ve focused on closely. We have 
added facilities that cater to tourists’ 
needs, such as bus services from and to 
city centres and added-value services 
including tax refund facilities and 
lounges for VIP guests. 

We have dedicated tourist teams on 
centre and corporate level to ensure a 
natural integration of retail within the 
travel sector, for example by forging 
relationships with local travel operators, 
ranging from tourist boards to hotels. 

Equally important to providing 
convenient services for tourists is 
offering something else that travellers 

seek: a unique, authentic experience 
rooted in the local region. Like any 
shopping destination, outlets need to 
offer more than just discount shopping 
– they need to offer a range of 
experiences, including extensive food 
and beverage, leisure areas for children 
and adults, and aesthetics that inspire 
customers and encourage exploration 
of the retail elements. 

For travellers in particular, creating an 
experience that is one-of-a-kind and 
distinguishes us from other places is 
crucial. By creating an outlet centre that 
authentically represents the wider 
area’s culture, architecture, 
environment and history, VIA Outlets 
aims to offer what we call a ‘beautifully 
local’ experience.

It is this philosophy that drives our 
strategy, which we call the 3 Rs, and 
which has allowed us to re-model, 
remerchandise and remarket our 
portfolio to ensure a premium offer. As 
we head to Christmas and into 2020, we 
see these elements as key to help 
ensure our continued success. n
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Proptech

89% of real estate businesses know they need to engage 
with proptech companies to adapt to the changing global 
environment, yet only a third have a digital strategy in place.  
However, this is set to change with investment in proptech to 
significantly grow in 2020.  

So what are the trends leading this fast-growing sector; and 
what should real estate owners be considering in planning 
their proptech strategy?   

Proptech is still a growing sector which can be a minefield for 
real estate professionals with little technical knowledge. 
However, there are now more solutions with much wider 
functionality, which is great news for buyers of proptech. 

Integration is key. The ability to merge audiences into one, to 
merge data sources, and to bring different business roles into 
one area effectively creates a powerful mothership which can 
transform the property and asset management role.   

We’ve heard recently that it is often the property manager 
that knows least about their asset, but this really shouldn’t be 
the case. The more sources of data integrated into one 
dashboard, the more powerful the output and so decision 
making becomes much more informed and effective.  

According to Deloitte’s 2020 Commercial Real Estate Outlook 
survey, 40% of respondents are already gathering IoT sensor 
data. Of that 40%, they are using it primarily to generate 
insights for decision making (75%), by combining sales data, 
catchment data, customer and other data.

The mantra “location, location, location” has become 
“location, experience, analytics”. Technology such as artificial 
intelligence (AI) and the Internet of Things (IoT) have become 
key, and generally automating processes and interactions 
with real estate are all contributing to tenant satisfaction.  

INCREASING TECH INVESTMENT
According to the Deloitte survey, when it comes to tenant 
experience and related technology investments, 64% of 
executives surveyed said they increased their investments 
over the past 18 months. And, 78% of respondents expect 
their organisations to at least hold or increase these 
commitments over the next 18 months.  

One of the barriers to investment in technology has been the 
difficulty in measuring return on investment and the value it 
delivers. Yet technology’s strongest benefit is how it 
transforms processes, tasks and so efficiency.  

Efficiencies in operating costs enable property managers to 
reduce service charges, and crucially reduces running costs 
for retailers. This creates an opportunity to increase rents for 
the asset management teams. 

The traditional shopping centre model is now evolving into 
blended space – communities where people shop, live, work 
and play. This presents a huge opportunity to manage, 
engage and learn about these audiences through technology. 
Bringing all these audiences into one place can transform 
sales, loyalty, the user experience and data. There is no more 
B2B and B2C – only human to human. 

Michelle Buxton, CEO and founder of Toolbox Group, says 
proptech is becoming more accessible to property professionals

Transforming the 
retail business

27Living Retail November 2019

Technology’s strongest benefit is how it 
transforms processes, tasks and so efficiency.
Michelle Buxton, Toolbox Group, creators of integrated 
management and engagement platform Mallcomm‘‘
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Trading in German retail real estate continued to pick up in 
the second quarter of 2019, reaching a transaction volume 
of around €4.8bn by the middle of the year. Properties 
with an anchor tenant from the food sector – discounters, 
supermarkets, consumer markets or self-service stores – were 
particularly favoured by investors. Why invest in food-
anchored retail?

1. Groceries are an essential daily requirement 
Food-anchored real estate is as much a basic and universal 
need as housing. Demand for food which is fresh and 
available in the local vicinity remains enormous. The density 
of food retailers within Germany makes it possible for 80% of 
the country’s population to drive to a local grocery store in 
less than 10 minutes.

2. Tenants with excellent credit ratings 
The German food retailing sector is dominated by the “Big 
Four” – Schwarz Group, REWE Group, Edeka Group and Aldi. 
These key tenants enjoy excellent credit ratings and continue 
to expand rapidly. Schwarz Group, operator of the Kaufland 
and Lidl chains, alone generates an annual revenue of 
€100bn, making it the world’s fifth largest food retailer.

3. Strong revenue growth resilient to economic cycles 
The more than 10-year growth in overall German retail food 
revenue underscores its independence from the economy’s 
ups and downs. At roughly 35% of total retail sales, and over 
€200bn in 2018, food retailing is also the driving force of 
the overall sector.  According to the EHI Retail Institute, the 
food retail sector’s turnover rose from €158.3bn in 2017 to 
€162.1bn last year.

4. Building restrictions create a barrier to new competitors 
Highly restrictive policies on new construction imposed by 
German municipalities combined with the country’s high 
existing density of food retailers means that existing store 
locations often enjoy a virtual micro-monopoly. This barrier 
to local market entry makes it unlikely that a new competitor 
would be able to capture existing sales.

A model approach 
to retail investment
Sascha Wilhelm, CEO, and Aljoscha Grunwald, data scientist, at x+bricks, describe 
why food-anchored real estate is a good investment and how digital tools help 
them in the acquisitions process

x+bricks
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5. Long lease terms 
Food retailers sign long leases on their store locations. The 
market standard in Germany is 10 years or more. These 
long-term tenant-landlord relationships encourage a spirit of 
cooperation and provide for long-term investment certainty.

6. Limited role of online groceries 
Online food retailing is a relatively expensive model. With a 
total revenue of approximately €1.1bn in 2017, representing 
year-on-year growth of just €200m, it plays only an ancillary 
role in the overall German market. Online food retailing 
makes up only 0.6% of total revenues. Taking out the online 
shops of the major brick-and-mortar retailers, the figure even 
drops to 0.4% (see chart).

Retail investor and asset manager x+bricks is looking to 
manage the homogeneous asset class more efficiently 
through standardisation and digitalisation. The aim is to 
strengthen tenant relationships and to minimise non-
apportionable ancillary costs. 
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To support its acquisition process, x+bricks has developed 
a proprietary software solution, PATA (Performance and 
Turnover Analysis), which provides not only current valuations 
but also analysis of long-term value potential based on 
the Huff-Model. PATA uses numerous existing and proven 
algorithms and links them to form a model for location-based 
sales analyses.

A GRAVITY MODEL FOR SALES FORECASTS
PATA charts the macro- and micro-economic quality as well 
as the geographic location of grocery-anchored properties. 
To achieve this, x+bricks built a modern cloud data analytics 
solution, in which real estate data is aggregated and enriched 
with further information.

PATA uses a mathematical function called the Huff-Model 
– already often in use in retail research – to economically 
analyse the micro-location of an asset. The Huff-Model is 
a simple but effective gravitational model used for two-
dimensional location analysis. It focuses on individual 
analysis of micro locations on the most detailed data 
available. The model provides companies with more accurate 
analyses and assessments of customer visit probabilities, 
market share and sales estimates.

The Huff-Model uses specific parameters to determine the 
attractiveness of a retail location, including the attraction 
of and distance to the asset, but in principle this can be 
modelled by a variety of different approaches. 

For example, the attraction can result from a linear 
combination of the size of the sales floor of a store and its 
productivity per sq m. A property with a sales floor of 1,000 
sq m combined with the tenant Aldi has an attraction score 
of 1,000 x 10,000 (the average productivity per sq m of Aldi is 
approximately €10,000 in Germany). 

The distance parameter models consumer behaviour in 
relation to the travel time to the property. The attraction of a 
business naturally decreases with increasing travel time.

With a total revenue of 
circa €1.1bn in 2017, 
representing year-on-
year growth of just 
€200m, online retail 
plays only an ancillary 
role in the overall 
German market.

Schwarz 
Group, 
operator of 
the Kaufland 
chain, is the 
world’s fifth 
largest food 
retailer

‘‘
PATA now calculates the catchment area of the asset based 
on a given travel time – for example 10 minutes. Using the 
regional purchasing power data, a cluster of consumer 
points can be assigned to the catchment area, the respective 
property and the competitors. 

The Huff-Model calculates the attractiveness of the property 
for each consumer point under the influence of travel time. 
As a result, x+bricks receives an attractiveness score for each 
object to each consumer and can calculate the probability 
of how much of the consumer purchasing power flows into 
each property in the catchment area. 

The aim is to obtain the estimated annual turnover of the 
individual stores in the catchment area and to use these 
figures to calculate the sustainable rent that each store can 
pay in the long term.

PATA can output a variety of different key performance 
indicators (KPIs) and reports. In addition to the number of 
inhabitants, purchasing power and retail density, it also 
provides data on residential centres, conurbations and the 
demographic development of the area. 

PATA supports the asset management and transaction team 
and significantly reduces the workload and time needed for 
analyses. x+bricks plans to successively enhance the solution 
and add further features. “Predictive Modelling” is the keyword: 
The future lies in the systematic evaluation of data. n

Sascha Wilhelm (left) and Aljoscha Grunwald have built a cloud data 
analytics solution to aid their retail acquisition process

x+bricks
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Playtime

Creating  
more playful 
destinations
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We’ve seen a considerable increase  
in investment this year from shopping 
centres in our play areas. 
Grant Sonju, Playtime‘‘

Centres across Europe are embracing the challenges of 
creating new value in their developments and the increasing 
need to provide facilities for different demographics. There is 
no doubt that ‘play’ is on the agenda of most asset managers 
and even leasing directors are engaged in looking at the 
value of play as part of an overall leasing strategy.

Over the past 12 months global business PlayPower has been 
bringing together its international operations into one 
focused service for Europe to help meet the challenges faced 
by retail centres. This allows individual companies within the 
group, such as Playtime, to service the market locally as well 
as draw upon group wide capabilities that extend to outdoor 
environments and much larger bespoke structures. 

With market-leading brands such as HAGS, Soft Play, Little 
Tikes, Miracle, Playworld, EZ Docks and Tayplay in addition to 
Playtime, it gives the opportunity to create customer 
engagement solutions in both common areas and paid 
facility attractions, as well expanding the demographic 
beyond the traditional toddler range.

INCREASING DEMAND
Grant Sonju, international business development director, 
international, at Playtime, says: “We’re seeing increasing 
demand for more investment in play, a doubling down on 
investment in terms of family destinations and shopping 
centres. I think in the past shopping centres have been a little 
bit passive, focused on retail offerings. 

“What we’re seeing now is that malls recognise the need to 
create destinations for families; create real quality attractions 
that families are going to want to come back to time and 

As the momentum for mixed-use 
retail centres gathers pace, so 
demand for play areas that cater to 
children of all ages is growing

PlayPower

Living Retail November 2019
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Playtime

time again. We’ve seen a considerable increase in investment 
this year from shopping centres in our play areas.” 

The experience of PlayPower is that European shopping 
centres and destinations need support to create effective 
play that has a commercial as well as a social benefit. 

COLLABORATIVE APPROACH
Sometimes this is a custom project developed to support the 
destination brand or it can be a smaller intervention to create 
a resting place in the centre. Grant says: “We are seeing much 
more collaboration with architects and in-house designers 
where PlayPower is providing specialist support.”

Mixed-use is a theme that is growing in importance for retail 
operators with more residential and municipal services 

Turnkey solutions for Europe

coming into shopping centres, creating demand for child-
friendly environments. 

Age appropriate facilities is also key, and there is a need to 
think about what works for different age groups and the 
provision of comfortable environments for accompanying 
adults. As Grant says: “There is no joy standing in a crazy play 
area where no one has thought about the needs of adults!” 

Shopping centre investors have led the way with custom 
projects from the UK and Belgium to the Czech Republic and 
Turkey. PlayPower brands already have a track record across 
Europe as well as hundreds of thousands of play areas 
globally. With the retail sector beginning to increase 
investment in play across Europe, Playtime and PlayPower 
are helping turn ideas into reality. n

Colin Fuoco, vice president sales EMEA at PlayPower, sees a key 
strength as having “the capabilities in the group to provide a 
broad play offer for the shopping centre and destination sector 
and bringing this together to provide a new European approach”. 

The group’s strategy is to “provide design input that helps the centre 
think through what is appropriate for its location and then provide a 
turnkey solution, from indoor and outdoor to surfacing, street 
furniture and landscaping. We are bringing together our network of 
offices and distributors across Europe to support projects in design, 
development, delivery and, crucially, in aftersales care.” 

He adds that “for centres who are not experienced buyers of 
play, this customer service can be crucial”.

Children’s 
play areas 
are becoming 
more sought 
after inside 
today’s malls
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intu Costa del Sol is an entirely new 
category of global resort, conceived 
with design, brand, content and 
location in mind to allow millions of 
guests to make the very most out of life 
in the way they expect today – and for 
the future.

This is our purpose with this major 
project – responding directly to the  
way people increasingly want to  
spend their free time. intu Costa del  
Sol has been designed in response to 
the need for a new approach to 
destinations that deliver outstanding 
real-world experiences that trigger 
emotional responses in an ever more 
digitalised world.

By approaching things in this new and 
unique way, we know we are creating 
an entirely new category of 
development. With input from all 
around the globe, our focus is on 
content and experiences. 

END-TO-END ENTERTAINMENT
Rather like Netflix does for those sitting 
at home, we want to provide a rich 
stream of engaging content and guest 
services. To that end we are providing 
end-to-end entertainment from the 
moment the guest decides to visit the 
scheme, through to the moment they 
share stories afterwards with their 
friends and family.

Our emphasis on content-rich 
experiences means our mix of brands 

Ian Sandford, president of Eurofund and project director  
for intu Costa del Sol, describes what sets it apart

will be very different. We believe we’re 
setting a new benchmark for brands, 
services and experiences, all of which 
will ensure guests make the most of 
their time with us. 

We have a strong passion for design 
– helping to create the perfect layout, 
views and experiences for our guests, 
while our teams are working hard to 
deliver the perfect mix of world-class 
brands, large and small, national and 
international.

We’re particularly fortunate to be  
able to design this project from the 
ground up in such an incredible 
location. The €800m project is located 
in one of the most stunning, ready-

made tourist attractions – the 
Andalusian coastline in Spain, in the 
north of Torremolinos (Málaga) – and 
expects to attract over 23 million guests 
each year, including tourists and locals 
from a 4.75 million catchment. 

As part of a masterplan across 235,000 
sq m GLA there will be more than 20 
different leisure and hospitality offers, 
plus a strong line-up of F&B concepts 
– including more than 70 restaurants – 
located around the landscaped resort. 

Due to open in 2023, it aims to be the 
world’s most sustainable resort – one 
that’s committed to improving and 
enriching people’s daily lives, society 
and environment. n

Sun, sea, sand... 
and shopping
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Investment in retail property is out of favour. While logistics 
and alternative asset classes are in high demand and offices 
are holding up well, investment in retail assets is down and 
retail yields in Europe, in the UK in particular, are under 
upward pressure. 

The disruption of retail is in full progress. Online sales as 
a share of total sales are set to rise to more than 25% in 
the UK and exceed 20% in most of the markets in Western 
Europe within a few years. Many retailers are turning their 
business models into multi-channel operations, with mixed 
success. And online retailers are struggling with last-mile cost 
efficiencies while responding to growing customer demands 
on delivery as well as adding some physical presence to their 
business model.   

Alongside this, in markets like the US, the UK, and many 
countries in Europe, the discretionary spending power 
of the middle classes is lagging those with managerial 
or professional jobs. Wages have only been increasing at 
modest rates in recent years, while costs such as housing, 
utilities, insurance and transport have risen rapidly. 

The result is an increasing price awareness and sensitivity 
among the middle classes to maintain their material 
standards of living. This mainly impacts mainstream mid-
range retailers, while retailers at the lower end of the price 
spectrum and upscale retailers are doing relatively well. 

The role of stores is evolving rapidly from sales engines 
focused on making turnover, to experience brand stores fully 
integrated in the retailers’ multi-channel sales strategy aimed 
at connecting the customer to the brand and building loyalty. 

These stores are less about directly generating turnover and 
more about bonding the customer to the brand. Whether the 
brand is bought in the store, via the online shop or through 
other channels is less important, as long as the customers 

choose the brand. This means better stores in terms of 
experience and digital-technological stores, and also fewer 
stores.

Downward pressure on rents is significant, especially on 
secondary locations, but also prime locations, where rents 
have grown substantially in the last few years. Retailers 
are looking for opportunities to improve cost efficiency by 
downsizing units, or finding alternative locations, or simply 
renegotiating rents. 

This means hard, hands-on, work for investors involved in 
retail real estate. While prime located properties need to 
stay up to date, able to accommodate the experience-based 
flagship formats retailers prefer and be fully digitalised in the 
overall network, buildings in secondary locations often need 
a full repositioning. 

The choice of approach is very market and location specific 
and the rule of thumb for retail – location, location, and 
location – is still valid. Urban mixed-use with a retail 
component in which Meyer Bergman is involved is based 
on a variety of approaches, ranging from repositioning and 
downgrading, to upgrading and adding new space.

In London, Borough Yards, next to Borough Market near 
London Bridge, is an example of a location in need of retail 

Flexible, creative       

Retail investors and operators need to keep 
moving with the times to stay relevant and 
choice of location is vital, says Herman Kok 
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Retailers are looking for  
opportunities to improve cost 
efficiency by downsizing units,  
or finding alternative locations. 
Herman Kok, vice president,  
head of research, Meyer Bergman
‘‘

Meyer Bergman

space. The area has undergone substantial gentrification 
combined with a massive growth of office work places in the 
last decade and proximity to the Queen’s Walk tourist route 
has created a need for modern retail space. 

The aim of the Borough Yards project is to unlock the 
enormous value underneath the Victorian Arches and restore 
Dirty Lane as a walkway within the urban fabric. A mixed-
use scheme based on F&B, retail, cinema and office space 
embedded in a historic urban setting will strengthen the 
identity and authenticity of the area around Borough Market 
and add an attractive destination and street to the area.

Meanwhile, Whiteleys in Bayswater is an example of an iconic 
retail building in London where the original shopping centre 
had lost its relevance. However, the building and its landmark 
location are of significant importance for the wider area. 

A transformation of the building into an urban meeting place 
with a mixed-use programme combined with the overall 
upgrade of Queensway will give a new heart to Bayswater, 
capitalising on the demand generated by an upscale 
cosmopolitan catchment.    

Another example, in Italy, is the Corso Buenos Aires main 
shopping street in Milan. This involves the upgrade and 
extension of retail space in response to retail formats 
looking for high-profile presence on this prime shopping 
pitch, combined with bringing life to the upper floors of the 
buildings by creating quality apartments. 

Investors need to be flexible, creative and able to respond to 
different needs on different types of locations in a variety of 
cities. Being creative, recognising trends early and the ability 
to translate that into real estate concepts and value is key. 
It is not always easy, but investors have to be able to handle 
transformation risks and need to have development skills or 
forge partnerships with talented developers. n
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The retail business is undergoing its biggest-ever transition. 
Retail real estate operators, landlords and investors are 
making an intense effort to develop strategies for coping 
with the comprehensive change and for exploiting the 
opportunities it presents. While promising and functioning 
concepts have been identified for most retail sites, converting 
venues in inferior locations to different types of use is no 
longer taboo.

Germany’s retail sector is far better and stronger positioned 
than many debates on the subject suggest. The employment 
level in Germany is high, consumer sentiment remains 
positive despite the slowing business cycle, and the retail 
sector as a whole keeps growing. Even brick-and-mortar retail 
revenues increased by more than 2.4% last year. 

IN-STORE REVENUES 
According to a recently published survey by the EHI Retail 
Institute, the revenues generated by Germany’s three leading 
in-store retailers alone exceed Germany’s online retail sales 
total of €56bn. So the baseline situation for retail real estate is 
far better than many are making out. 

This is not to suggest that the impact of online retailing on 
retail real estate has been negligible – quite the contrary. 
Digitisation and e-commerce have largely changed 
the leisure practices of people, and the shift does pose 
challenges for in-store retailing. But this does not sound 

the death knell for retail real estate – it just needs to be 
reimagined. 

For it is inevitable that entire urban quarters and their 
property values will deteriorate if operators, landlords, 
owners of retail real estate and not least, the municipalities, 
fail to find adequate answers to the shifting expectations and 
needs of shoppers.

Department stores or ageing shopping centres in particular 
can become the starting points for the revitalisation of inner 
cities because of their often very central locations.

A great example of this is the town of Husum on the German 
North Sea seaboard, where a former Hertie department store 
has made way for a contemporary shopping centre in the 
historic town centre. The owner of the fashion store next 
door recognised the danger – and opportunity – in time and 
initially turned the vacated department store into an event 
store to tie shoppers to the location. 

After 18 months, the city council and administration gave the 
go-ahead for the construction of a new shopping centre and 
the demolition of the old department store because they, 
too, recognised the potential for the historic town centre and 
for boosting tourism. 

Christened THEO by the population of the port city, which 

Martin Mörl, managing director of Prelios Immobilien Management, 
outlines how retail is being repurposed for to meet consumer demands
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Prelios Immobilien Management

has a retail centrality index score of 222 (Germany = 100), 
the new shopping centre opened in early October 2019. 
In addition to having a large multi-storey car park as a 
downtown focal point, the mall concentrates on local 
amenities, fashion and gastronomy while having dimensions 
that accommodate the many day-trippers and complement 
the existing retail structure of Husum.

RELEVANT OFFER
Owners and operators have sought to employ this property 
and use concept in response to the specific demand on the 
ground, to fulfil popular expectations in a “third place” and 
to address the challenges of online retailing. The outlook for 
schemes like THEO is promising as the in-store offer of food, 
drugs, healthcare and gastronomy is less contested than 
consumer electronics, toys and books. Essentially, operators 
need to provide an offer relevant to their target groups 
and to the inner city, and to create an interior design and 
atmosphere that enhance the shopping experience. 

To provide the “shell” alone, the way some operators and 
owners keep doing, causes vacancies and impairments. A 
key angle is the diversification of brands and sectors – along 
with the gastronomic line-up, the leisure and service quality, 

direct client communication, the synchronisation of sales 
channels and the integration of other types of use.

Office, residential, hotel units or day care centres, sports 
facilities and doctors’ offices as complementary use types 
can help to stabilise or indeed increase footfall and dwell 
time in a centre, department store or mixed quarter. Since it 
is getting harder and harder to make retailing work on upper 
floors, use types such as residential, office, micro-logistics or 
gyms offer promising alternatives. As an example of this, the 
top floors of a centrally located former Kaufhof department 
store in Berlin will soon be used as co-working space.

In conclusion, brick-and-mortar retailing is not on its way 
out. What’s missing, however, are the right concepts and the 
proper resolve among all stakeholders to implement them. 
The complexity of the challenges has sharply increased in the 
process. Which makes it all the more important for operators, 
landlords and owners to align the many different angles. 

Today’s consumers are pampered and unwilling to 
compromise, to be sure. But they will embrace special 
concepts that are designed to satisfy them and their needs, 
and that emotionally engage them.  n

Essentially, operators need create an interior 
design and atmosphere that enhance the 
shopping experience. 
Martin Mörl, Prelios Immobilien Management‘‘

A former 
department 
store in 
Husum, 
Germany, 
has been 
repurposed 
and reopened 
as THEO
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Many retailers are  
turning to sale-and-
leaseback to combat  
the rise of e-commerce. 
Oli Fraser Looen, co-head 
of regional investment 
advisory EMEA at Savills, 
explains 
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As we move towards the end of 2019, we leave behind 
another year of twists and turns in the retail property market. 
While there has been a slowdown in the overall European 
retail investment market – down 27% year-on-year according 
to Savills – largely due to the rise of e-commerce, we have 
seen the dominance of a trend which transcends wider woes 
in the market: sale-and-leaseback (SLB). 

Approximately €2.2bn of retail properties were sold and 
leased back over the course of the past 12 months, according 
to Real Capital Analytics. So far this year, retail SLB has 
accounted for approximately €1.7bn (11.1%) of the total 
retail investment volume, the highest since 2007 (11.3%). 
This is the equivalent to the amount recorded for the full year 

Sale-and-leaseback:  
the saviour of retail?
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Supermarket retailers have largely driven 
the overall trend, representing 60% of 
the retail sale-and-leaseback investment 
volume transacted so far this year.
Oli Fraser Looen, Savills‘‘last year and 30% above the average of the past 10 Q1-Q3 

periods. 

In terms of country spread, more than half of the retail  
SLB was concentrated in the UK (39%), and France (34%). 
Spain (13%) and Poland (8%) also accounted for a fifth of  
the total retail SLB volume recorded since the beginning of 
the year. 

If we look more closely at these statistics it quickly becomes 
clear that this model of investment is most popular with 
supermarket retailers who have largely driven the overall 
trend, representing 60% of the retail SLB investment volume 
transacted so far this year. 

RATIONALISING UNITS
In the face of the rising tide of e-commerce, some retailers 
need to rationalise and consolidate their units. SLB is a great 
financial strategy to take capital out of real estate assets and 
put it back in the core retail business. 

Examples of supermarket retailers employing this strategy 
include mega deals such as the SLB of the Sainsbury’s 
supermarket portfolio in the UK by Realty Income for more 
than €500; the Casino supermarket portfolio in France 
to Fortress Investment Group (€392m); and the Metro 
portfolio of 11 properties located in Poland, Czech Republic 
and Hungary, bought by FLE Gmbh from Metro group for 
approximately €249m.

Can we expect to see this trend continue into 2020? With 
e-commerce set for further growth across Europe, SLB 
could be one way to keep buoyancy in the sector. Overall 
the retail market was also underpinned by repricing and 
redevelopment opportunities in the largest markets. 

So far in 2019, the average gross initial yield achieved is 10 
basis points higher compared to last year at 6.3%, a reflection 
of both the softening trend in retail yields as well as the rising 
number of value-add type transactions. 

Further yield softening is expected in the sector and we 
forecast prime retail yields to move out over the next 
12 months in Belgium, Czech Republic, Ireland, Norway, 
Portugal, Spain, and UK markets. n

Research
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A recent conversation with a large 
retailer went like this: 

“The market is tanking, opening up 
some real buying opportunities, do you 
want to get involved with a distressed 
asset fund we are putting together?”

“Are you kidding? We are murdering our 
landlords on rents, there is no way we’d 
buy any retail real estate.”

That’s where we are: the “retail 
apocalypse” is in full swing. Why? 

First off we have to accept that physical 
retail is no longer just, or even primarily, 
about shopping. Historically physical 
shops were the distribution channel for 
manufactured goods. Today shops are 
not needed as distribution channels. 
There are other ways to get goods into 
the hands of customers. Shoppers no 
longer need shops, to shop. 

In this world a physical shop has to 
perform one or more of five functions: 
it has to be a destination; act as a 
fulfilment centre; be “tuned” to local 
particularities; exist for cheap and/
or everyday purchases; or act as an 
attraction to enhance the value of  
non-retail assets. 

The upshot of the above? There is 
going to be a lot less physical retail, 
but it is going to be much better retail. 
Obsolescence will be bountiful in the 
next five years. 

Less is more in 
retail’s new reality 
Antony Slumbers, founder of PropAI, says there will be 
fewer physical shops in future, but they will be better

Comment
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T The flip side to the tidal wave of change 
– largely driven by technology – is the 
ability of more targeted technology, in 
the guise of proptech, to come to the 
rescue. There is a great deal we can do 
to build and grow great retail assets. 

All retail is local they say. But this is 
seldom the case today is it? How many 
chains adapt their stock to suit local 
conditions? Not that many. Successful 
retailers of the future will be different. 
They will use data from real estate and 
other sources. 

SOCIAL MEDIA
They will KYC (Know their Customer) in 
terms of demographics, psychographics 
and socio-economics, as well as pay 
deep and persistent attention to social 
media “signals”. And they will use AI 
in three areas where it is particularly 
powerful: around product, assortment 
and pricing optimisation. 

Most of all, though, they will realise that 
the new reality of retail is that physical 
shops are a “customer acquisition cost”. 
They are there to inspire, build brand 
and to capture information. They will 

have one platform to serve online and 
offline. Anything else represents a cost 
structure that will kill their business. 

And they will look east, to China, to 
learn how retail works when you fully 
merge online and offline. Commerce, 
digital, media and logistics are brought 
together and operate in a perpetual 
feedback loop. 

They will fixate on Jack Ma’s concept 
of “New Retail” where physical shops 
are still vital, but not in the form we 
have become used to in the West. 
And they will worry where the real 
estate industry sits in this new world 
– perhaps in the future real estate 
companies are not the best owners of 
retail real estate? 

Perhaps retail can thrive without the 
real estate industry? 

The full version of this article can be 
accessed here: https:// www.linkedin.
com/pulse/retail-real-estate-tech-
proptech-value-antony-slumbers/ 

More at antonyslumbers.com
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Retailers will have one platform to 
serve online and offline. Anything else 
represents a cost structure that will kill 
their business. 
Antony Slumbers, PropAI‘‘



A larger, broader and more diverse food and beverage 
(F&B) event will take place in Milan next year, as the popular 
MAPIC FOOD rebadges as the deliberately inclusive ‘The 
Happetite’.  

The move represents much more than a simple name change 
and instead reflects an ambition to create an event that 
encompasses the entire F&B universe, allowing all the players 
to come together to discuss industry trends and look for 
expansion opportunities.

It’s no wonder that growth is on many operators’ agendas.  
In Milan earlier this year, Francois Blouin, president of Food 
Service Vision, revealed new research that showed 82% of 
European consumers visit chains (on average 12 different 
chains annually), and that between 2014 and 2018 the 
number of chain outlets increased 17% in France and 22%  
in the UK, to name just two markets.

MAPIC deputy director Francesco Pupillo says that it was 
this desire to create an environment where everyone  from 
restaurant chains and operators to real estate professionals, 
private equity investors and restaurant industry suppliers 
could come together that encouraged the change in name.

Why MAPIC FOOD has 
become The Happetite

MAPIC’s popular event dedicated to food and beverage in Milan is to 
be renamed The Happetite for 2020. MAPIC deputy director Francesco 
Pupillo explains how the event plans to welcome the whole world of F&B
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To bring in new players 
to our world we wanted 
to make very clear that 
The Happetite is much 
more all-encompassing 
than a real estate-
focused show. 
Francesco Pupillo, Deputy 
Director, The Happetite‘‘

“Today, the industry knows what MAPIC stands for very 
well,” he says, explaining that Cannes will continue to act as 
an important meeting platform for restaurant chains and 
landlords.

“To bring in new players to our world we wanted to 
make very clear that The Happetite is much more all-
encompassing than a real estate-focused show and is 
instead the place where everyone in the sector can come 
and find the right people to talk to. It’s an opportunity for the 
whole F&B chain to gather,” he adds.

INTERNATIONAL EVENT
To that end, The Happetite will include a significantly 
expanded exhibition area, welcoming a larger and broader 
range of restaurant and dining operators to Milan, becoming 
the most important international global event dedicated 
to multi-site restaurant operators looking to grow their 
business.

It will appeal to restaurant chains, restaurant operators, 
travel operators, franchise partners, private equity investors, 
property players, food tech solution 
providers and restaurant  industry 
suppliers.

“Since launching, we have been very 
successful at attracting the larger, 
international food groups from 
around the world but we want to 
introduce more regional operators, 
who perhaps, for example, run 
10-15 restaurants in France, or 
Germany or in the CEE,” says 
Pupillo. “So, for 2020 attendees will 
be able to meet more exhibitors, 
take part in another fantastic 
conference programme 
and enjoy more 
tours, which will 
attract even more 
visitors.” n

Brands
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Retail is undergoing structural change 
and now, more than ever before, 
retailers and landlords must work 
together to create spaces that make 
lasting connections with guests. 

At Capital & Regional, as part of our 
community-focused strategy, we 
provide non-discretionary and 
needs-based products and services. 
This means we are well-placed to 
navigate the new retail landscape as 
our shopping centres are the very heart 
of the communities they serve. 

All of our assets are located in town 
centres with easy street level access  
and proximity to local transport hubs. 
They are predominantly a central 
feature of the local landscape, which 
ensures a steady flow of people in  
and out from the wider town centre 
and local community. 

PHYSICAL CONNECTIVITY
This creates valuable footfall through 
physical connectivity, making it a 
central element of our real estate 
strategy. But that’s only the start.  

We are constantly looking for new ways 
to create environments that are unique 
to each location, where guests feel 
comfortable and can rely on their mall 
to deliver for their day-to-day wants 
and needs. Our centre teams know our 
guests and, in many instances, live 
within the communities they serve, are 
passionate about the work we do and 

At the heart of 
the community  
Lawrence Hutchings, chief executive of Capital & Regional, 
says retail centres remain a crucial hub for communities

Comment

‘‘

IN
SI

G
H

T are incredibly responsive to our guests’ 
requirements. 

Maintaining positive relationships with 
retail customers is equally important, 
and we work closely with them to 
ensure our offering and overall 
experience maintains a local focus  
and is aligned directly with their 
ever-evolving needs. 

The importance of working closely with 
key stakeholders, whether it be 
retailers, community groups or local 
councils, and continually listening and 
engaging with our guests is perhaps 
made most apparent in instances of 
crisis. In July this year, one of our 

shopping centres, The Mall 
Walthamstow, was impacted by a major 
fire, which kept sections of the centre 
shut for a number of weeks. 

Like all of our centres, The Mall 
Walthamstow operates as a community 
hub – a place to meet friends and 
family, build relationships and create 
memories. 

FIRE DAMAGE
Crucially, it is also a place that many  
of our guests rely on for essential  
goods and services. In the aftermath  
of the fire, it came to light that one of 
our older guests – among many – 
wanted to visit a Boots store at the 
centre for their prescription medication, 
but access was impeded by the fire 
damage. 

Our strong relationship with Boots 
allowed us to respond by setting up a 
temporary unit to support our guests 
with immediate medical needs and 
maintaining our community service. 

All of our centres are tailored to meet 
the needs of the local community and 
they all mean something different to 
each of our guests. Perhaps you grab a 
coffee with friends or family there, drop 
in to purchase a gift or visit weekly for a 
grocery shop. We are there to support 
our guests’ essential needs. It is how we 
remain relevant in retail today – and it is 
how we will ensure sustainable growth 
for the future. n
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All of our centres are 
tailored to meet the needs 
of the local community 
and they all mean 
something different to 
each of our guests. 
Lawrence Hutchings,  
Capital & Regional



MiCo 
Milano Congressi 
Milan, Italie

28-29 
APRIL 20

20

The global event for 
multi-site restaurant 
operators looking to 
grow their business

MAPIC FOOD BECOMES

Join 2,200 restaurant chains, 
franchise partners, travel operators, 
private equity investors, property 
players, and food tech & restaurant 
industry suppliers.

the-happetite.comBrought to you by the organisers
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UNLEASH 
THE FULL POTENTIAL 
OF SHOPPING CENTRES
Pan-European retail asset service platform

multi.eu

Belgium  |  Germany  |  Hungary  |  Italy  |  Ireland  |  Latvia  |  Poland  |  Portugal  |  Slovakia  |  Spain  |  The Netherlands  |  Turkey  |  Ukraine  |  United Kingdom

PROPERTY MANAGEMENT                REDEVELOPMENTASSET MANAGEMENT

Multi Corporation is a leading, pan-European integrated service platform for retail real estate assets. Our people are committed to extracting every bit of value from the 
110 shopping centres we manage across Europe and Turkey. Thanks to our in-depth knowledge of retailers, investors, visitors and local markets, Multi protects and enhances 
asset value at every phase of the holding period. 

A striking example of this is the €32-million reconfiguration and extension of our flagship Blanchardstown Centre in Dublin. When complete, Blanchardstown will be one of the 
most inviting and warm places to shop, eat and entertain in Ireland. It also offers exciting new opportunities for retailers to thrive in one of Ireland’s leading retail locations.


