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Positive signs for retail 
amid real estate revival
Welcome to the latest edition of Living 
Retail, and a particular welcome if you are 
reading this at MAPIC 2021 real estate show 
in Cannes, which will in itself be a double 
cause for celebration.

First, it is further evidence that life, and in 
particular that in the real estate sector, 
despite the challenges, is returning to 
pre-pandemic levels and that business is 
gathering pace. Second, it strikes a positive 
note for the retail sector where, although 
there is undoubtedly structural change to the 
physical shopping universe, there is now 
growing evidence of a bounce back. And as 
CBRE Investment Management’s Darya 
Frolova explains (page 4), bricks-and-mortar’s 
place in the retail mix should perhaps be seen 
in the context of e-commerce becoming a 
crowded space in which product 
differentiation has become expensive.

This issue of Living Retail takes a look at the 
key trends including an exclusive Interview 
with McArthurGlen co-CEO Joan Jove (page 
22) explaining how the outlet retail sector  
has fared during the pandemic, the growth 
strategy and how it too is adapting for a 
future in which online is embraced as part  
of the mix.

It is also notable that there have been further 
fillips for the physical retail sector recently as 
online companies such as Amazon and Meta 

(Facebook) turn to bricks-and-mortar stores 
to develop new business lines. We also hear 
from Union Investment’s head of retail 
research, Olaf Janßen, on the results of the 
Global Retail Attractiveness Index and what 
this means for the industry (page 16).

ESG and sustainability have been key topics 
over the last year and our brand in focus, 
Ready Burger, is looking to transform the fast 
food industry with a quiet vegan revolution 
by meeting the growth in demand for 
low-carbon lifestyles and flexitarian, 
vegetarian and plant-based food (page 12). 

SAUDI ARABIA’S GIGA-PROJECT
The featured project for MAPIC is the major 
450+ retail unit Diriyah Square project in 
Riyadh, Saudi Arabia (page 8). Opening  
in 2024, Diriyah Square will be the 
commercial heart of the €44.8 billion Diriyah 
giga-project, including the culturally and 
historically significant At-Turaif UNESCO 
World Heritage site.

ECE and Mallcomm explain how improving 
communication between landlord and tenant 
can add more value to retail businesses (page 
14), while Revo board member, Vivienne King, 
highlights the growing need to take an 
international view (page 21).

If you are in Cannes we look forward to 
meeting you in the Palais or on the Croisette!
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Even before the current pandemic, the retail sector faced 
mounting pressure from increasing rates of e -commerce 
penetration and shifting consumer behaviour. Retailers 
pivoted online and prioritised distribution efficiency as 
real estate investors adopted an increasingly cautious 
approach towards the sector. These tendencies became 
further entrenched over the past year and a half as mobility 
restrictions negatively affected engagement with physical 
retail. This simultaneously catalysed logistics sector growth. 
Current market fundamentals justify investor enthusiasm, 
but medium-term risks to the sustainability of e-commerce 
activity are potentially being overlooked. 

There are several potential deterrents to e-commerce 
growth that physical retail can readily provide a solution to. 
We specifically assess the impact of digital advertising and 
goods fulfilment on retailer profitability. We also consider 
the environmental and social impact associated with 
e-commerce. While we expect online retailing to account 
for a greater share of total sales over time, necessitating 
a net reduction of total retail floor space, we also believe 
that physical stores can help operators navigate the risks 
associated with a fast-changing retailing environment.

A GAME CHANGER
Shoppers have pivoted online as the pandemic spread 
across the world. In the US, consumers spent more than 
$1 in every $5 online. A similar trend was evident across 
Europe, where physical shopping was most affected by 
virus containment measures and e-commerce growth 
rates reached historic proportions. E commerce Europe, 
an association representing companies selling goods and 
services online to consumers in Europe, expects that the 
pandemic will accelerate e-commerce adaptation by nearly 
a decade. We concur. Consumer behaviour has changed 
permanently, and proportionally more time will be spent 

shopping online with mobile devices driving the boom.
The pandemic-induced e-commerce push has resulted 
in an overwhelmingly positive public perception of its 
relevance. Euromonitor is now forecasting that e-commerce 
sales worldwide will increase by 60% from 2020 to 2025. 
To bring that number into perspective it should be noted 
that overall retail sales growth and store-based retail sales 
are forecasted at 31% and 23% over the same period. This 
suggests that store-based sales would get increasingly 
cannibalised by those online, leading to subsequent 
closures of more stores, a trend that was accelerated by the 
pandemic.

Digital has become an attractive way for new retailers 
to test their business models without incurring large 
upfront costs or making medium- to long- term leasing 
commitments. New business applications in retail grew 
by 54% in the US in 2020 according to the US Census 
Bureau. Many of these fledgling retail entrepreneurs will, 
at least initially, rely on online channels. However, as 
digital retail becomes saturated with competition, other 
well-established Direct-to-Consumer (OTC) e-commerce 
players are increasingly considering bricks-and-mortar retail 
to complement their offer as they gain scale. So, what is 
pushing them to consider physical store expansion?

DIGITAL ADVERTISING COSTS: CAC AS A NEW RENT 
E-commerce has become a very crowded space, 
making it more expensive for retailers to differentiate 
through advertising and build lasting customer loyalty. 
Simultaneously, the reach of digital marketing is decreasing 
due to the rise of ad blocking software and customers 
becoming overwhelmed by intrusive digital ads. This is 
reflected in rising customer acquisition costs (CAC), which 
can be approximated by dividing marketing costs spent 
by the total number of customers acquired in a period. As 
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Bricks-and-mortar retail provides a way of offsetting business constraints for 
pure e-commerce players. By Darya Frolova, CBRE Investment Management

‘‘Having physical locations can  
support e-commerce in managing 
profitability in the environment of  
rising advertising expenses.
Darya Frolova, associate,  
European Real Assets Research Team, 
CBRE Investment Management

Clicks to bricks:
offsetting 
business risk 

the average CAC metric is difficult to approximate, we can 
instead measure the increase in online marketing costs 
per customer by looking at the digital advertising costs 
per internet user in a country. In the US, digital advertising 
spend per internet user has seen tremendous growth of 
46% over the period 2017-2020. The UK and Germany 
witnessed slightly more subdued growth of 26% and 16% 
respectively during the same period.

While some industries had to cut digital advertising in 
2020 because of Covid-19 slowdowns e.g. Travel and 
Automotive, other industries such as Healthcare & Pharma 
and Consumer Electronics have thrived. Retail remained the 
largest digital ads spender in 2020 at $28.2bn, increasing 
its annual spending by +3,1% due to an acceleration of 
e-commerce activity. Despite the continued growth in 
digital advertising spend, the reality is the barriers to entry 
are very low. However, barriers for building a sufficient 
degree of scale through advertising are high in the digital 
world due to supply saturation. This suggests that digital 
advertising costs will continue to increase as e-commerce 
grows. 

Having physical locations can support e-commerce 
in managing profitability in the environment of rising 
advertising expenses.

Gaining scale in the digital realm has become precarious 
and is highly sensitive to changing advertising costs. 
We view CAC has becoming the equivalent of a “rent” 
for e-commerce retailers. As competition for customers’ 
attention increasing online, CAC could become a catalyst 
to alter sentiment in favour of physical retail. With digital 
"rents" becoming unsustainable for many online-only 
retailers, physical space becomes a viable and cost- effective 
alternative.

CBRE Investment Management

DELIVERY TIMES 
Before the advent of e-commerce, shoppers bore the 
burden of the last mile journey from their homes to their 
nearest distribution hub, often a physical store, to purchase 
products. This activity was both unpaid labour and a 
reduced distribution cost for the retailer. Customers have 
now shifted this activity on to the retailer and in the process 
have become accustomed to frictionless distribution, and 
this requires a re-evaluation of fulfilment options as part of 
customer service.

A survey conducted by the Baymard Institute highlights 
that nearly 50% of digital shoppers abandon their carts  
due to costs of online purchases being too high, while  
19% of respondents do not purchase products through 
online channels because of the long delivery times. 
E-commerce marketplaces have made same- and next-day 
delivery a market standard, regardless of customers’ 
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unwillingness to pay surcharges. The pandemic experience 
brought fulfilment constraints into the spotlight as the 
influx of online transactions brought spikes in the number 
of deliveries and returns, consequently slowing both. 
Accenture reported that, on average, retailers took 2.8 days 
to fulfil orders in 2020, compared to 1.8 days the previous 
year. A physical location functioning as service point or 
logistics facility can enable faster delivery times for the 
customer, which is important when providing a competitive 
service. 

FULFILMENT COSTS 
As a result of the accelerated growth of e-commerce, 
deliveries have also become more expensive. Amazon 
has seen its sales soar but has also experienced fulfilment 
costs pressuring profitability. Although the effect has 
been mixed and therefore arguably caused by low margin 
products being bought through marketplaces, it has 
exposed weaknesses in the speed of product fulfilment 
from warehouses as part of the customer service. According 
to a McKinsey study of delivery costs in a catchment area 
of Berlin, for a retailer operating under cost minimization 
constraints, same-day delivery is likely to be unprofitable 
whether at scale or not. In terms of servicing the customer, 
Buy-online pick-up in store (BOPIS) or curb side pick-up 
from a network of stores is a more cost-efficient model, 
with a last-mile delivery option only logical from a cost 
perspective where next day delivery is already established.

BOPIS is a powerful evolution in retail, especially since 
it emerged from shopper demand during the period of 
Covid-19 rather than operational savings. According to 
GlobalData, pick up of online orders from stores grew 
by 103% last year in the US, while shipping orders from 
stores grew by 80%. A network of stores can better cater 
to areas where no extensive warehouse network exists 
while bringing retailers closer to customers than traditional 
distribution facilities. 

Looking at the example of Germany, where Amazon has a 
dense network of 11 warehouses, large retailers may reach 

the same catchment by refitting their stores into fulfilment 
centres where extra services are offered when purchases 
are picked up. According to McKinsey, connecting 30 stores 
in Germany to the grid would be enough to reach almost 
half of the German population and come close to matching 
Amazon’s current footprint

RETURNS
In addition to fulfilment costs, there are those associated 
with reverse logistics, or the process of dealing with 
returned purchases. While offering a flexible return policy  
is often part of an online retailer’s proposition, online 
players aim to further reduce number of returns and its 
associated cost.

It is estimated that about 50% of Zalando products are 
returned across markets. Spikes in return rates can hamper 
profitability and have led Asos in issuing unexpected profit 
warnings. Returns are often free or come at a low cost for 
customers, but can be catastrophic for retailers when spikes 
occur, and hit the bottom line when sales grow. 

According to a 2020 Financial Times article, the cost of 
processing returns is 20% of the original e-commerce sales 
price. Retailers who operate online, therefore, invest heavily 
in technology to reduce the volume of items returned 
due to wrong fit, as well as further sharpen lenient return 
policies. With 50% of all returns attributed to fitting errors, 
simply allowing customers to inspect purchases at pick-up 
can solve many issues. The costs of renting physical space 
for fitting and evaluating merchandise may prove to be a 
cost-effective proposition for retailers, especially if stores 
are located strategically to captive customers.

A consumer survey conducted by UPS in 2019, highlights 
that consumers ship returns but also personally bring them 
to stores when a convenient store option is available. Some 
retailers may find it advantageous to adopt bricks-and-
mortar into return hubs allowing them to streamline the 
returns process, while cutting down on costs incurred from 
last-mile and pick-up locations.

Returns to a physical store are also the cheapest option for 
retailers, and most importantly it is in stores that retailers 
can prepare a product for re-sale. It is also important 
to note that store design is important for processing 
returned goods. The cost of using distribution centres or 
3Pls for returns is more expensive and results in a longer 
processing period. This of course prolongs when a refund 
is issued, which can potentially jeopardize the customer-
retailer relationship. Facilitating in-store returns can be 
highly economical as well as contribute to higher customer 
retention rates.

ENVIRONMENTAL AND SOCIAL IMPACT 
A recent study of last-mile delivery published in 
Environmental Science & Technology journal indicates that 
GHG emissions from shopping at pure physical retailers 
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were estimated to be higher than those of omni channel. 
Pure e-commerce players with no physical presence were 
shown to produce the highest GHG emissions when 
compared to omni-channel and physical channel. The 
scope of the study includes the GHG footprint from last 
mile delivery and last mile consumer transport from store 
to home in the case of bricks-and- mortar. For regions where 
consumers often walk or cycle to the shops, as in China 
or the Netherlands, the study has shown that there is no 
evident reduction to be achieved in GHG emission from 
last-mile delivery. The analysis accessed GHG emissions 
from the number of products bought, warehouse storage, 
delivery, and packaging activities. It was argued that 
online purchases have the highest environmental impact 
as the products bought online are typically not bought 
at bulk, require more packaging, and come from different 
distribution centres. 

As shopping in physical stores can produce fewer GHG 
emissions and requires less packaging, bricks-and-mortar 
retail may provide a more environmentally responsible 
way of operating and help mitigate legislative risks for 
omnichannel and e-commerce players. The assessment 
of effects from packaging conducted by the European 
Commission in a 2020 report for the opportunities and 
threats for the Circular Economy arising from e-commerce 
discovered that additional demand of almost 1.5 million tons 
of cardboard and around 26 thousand tons of light density 
polyethylene foil are generated by e-commerce in Europe. 

This equates to 490,000 tons of extra CO2 released during 
the production of these materials. When multiplied by the 
growth rate of e-commerce in Europe since 2017 when data 
was collected, this extrapolates to about 750,000 tons of 
extra CO2 released in 2020 due to the production of raw 
packaging materials for European e-commerce alone. Used 
packaging products are also difficult to recycle, which puts 
in perspective the current wastefulness of the industry. As 
e-commerce penetration inevitably grows, the increased 
efforts of countries striving to achieve carbon neutrality will 
likely lead legislative efforts to reduce and offset carbon 
released in packaging production and promote recyclability 
of packaging. 

RETURNS EMISSIONS AND LANDFILL CONCERNS 
There is a trail of emissions when consumers return goods 
to sellers, but shockingly, many of the returned products 
head to landfill because reverse logistics often makes it 
uneconomical to prepare products for successive re-selling. 
It is estimated by Optoro, a company that helps companies 
such as Ikea to streamline their returns, that only about 
half of the products that American consumers return go 
back on sale again. Returns infrastructure was found to 
create 15 million tons of CO2 emissions annually in the 
US. Furthermore, 5 billion pounds of returned goods were 
found to end up in US landfills, equivalent to the amount 
of waste produced by 5 million people in a year. Central 
pick-up locations such as lockers and physical retail points 

could help curtail the negative environmental impact from 
packaging waste, lower the amount of returns and add 
value through traffic reduction. Physical service points, such 
as shops, may also better cater to a new trend: consumers 
who care about how their purchases affect the planet 
and communities. Addressing the wastefulness of returns 
through physical retail may help e-commerce players foster 
customer loyalty and mitigate potential legislative risks.

IMPLICATIONS FOR RETAIL REAL ESTATE 
The retail sector has been under pressure for quite some 
time with e-commerce being one of its biggest disruptors. 
In this paper, we discussed several potential deterrents to 
e-commerce growth. We conclude that physical retail will 
remain relevant by helping address these risks. 

We expect a reduction of total retail floor space to continue. 
This is in response to physical retail's legacy footprint being 
optimised in favour of capital light logistics, which in turn 
is fuelling the growth of e-commerce. As a consequence, 
retail leases will become more profitable for physical 
retailers and less profitable for investors over the short-
term due to oversupply lagging this reduction in demand. 
However, over the medium to longer -term, physical stores 
will still be necessary for retailers. As e-commerce reaches 
a saturation point, omnichannel players and larger pure 
online-only players will be compelled to assets that are 
experiential and can serve as advertising platforms and 
fulfilment centres.

The retail sector continues to evolve, and its future 
trajectory should not be limited by yesterday’s thinking. 
Its purpose is expanding from being purely transactional 
to accommodating human needs and aspirations. Stores 
that will thrive, need to tap into emotion and human 
connection. But they also need to be convenient for  
the customer and environmentally sustainable. This of 
course has space implications. The repurposing of retail, 
from both physical and functional perspectives, will 
be necessary in a post-pandemic world to rekindle the 
customer-retailer relationship. n
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A country not traditionally renowned for international 
tourism and with an economy based on industries such as oil, 
Saudi Arabia has plans for a different future. Its Vision 2030 is 
a strategic framework to reduce the Kingdom’s dependence 
on oil, diversify its economy, and develop public service 
sectors such as health, education, infrastructure, recreation, 
and tourism. 

A key part of the blueprint involves a series of ‘giga projects’ 
with the goal of raising revenue from tourism from the 
current 3% of GDP to 10% by 2030. As well as schemes such 
as Amaala on the Red Sea and the tech city Neom, Vision 
2030 includes the redevelopment of Diriyah, a historic city 15 
minutes north west of the Saudi capital Riyadh. 

The SAR190 billion (€44.8 billion) Diriyah project is a 5 sq 
km mixed-use culture and lifestyle destination. Diriyah 
will become the Kingdom’s historic and cultural heart, 
showcasing Saudi Arabia’s 300+ years of history through a 

series of heritage, hospitality, education, retail and dining 
experiences for residents, tourists and visitors. Jerry Inzerillo, 
CEO of the Diriyah Gate Development Authority, says Diriyah 
will become  “the Beverly Hills of Riyadh”.

FROM MEGA TO GIGA 
Considered one of the Kingdom’s most important historical 
sites and the capital of the first Saudi state, Diriyah is home 
to the UNESCO World Heritage site of At-Turaif, a mud-brick 
city that stands as the birthplace of the first Saudi state. HRH 
Prince Mohammed bin Salman Al Saud, the Crown Prince 
of Saudi Arabia, envisioned Diriyah four years ago and the 
project has since gone from ‘mega’ to ‘giga’ in nature, as well 
as experiencing a huge increase in budget and project area.

It will be home to more than 20 luxury hospitality venues 
reflecting the rich history and culture of Diriyah and the 
Kingdom of Saudi Arabia. Ultimately, the destination will 
include museums, galleries, restaurants, retail experiences, 

Saudi Arabia has ambitious plans to boost tourism and move away from 
traditional industries. Historic Diriyah embodies this bold new vision

‘‘Diriyah Square has crafted a collection 
of the finest culture, hospitality, retail, 
leisure and entertainment assets. The 
project is set to become one of the 
world’s greatest gathering places. 
Jerry Inzerillo, DGDA

public squares, hotels, multiple recreational spaces, 
residences, educational institutions and offices. It will be 
home to a population of 100,000 and is expected to attract 
25 million visitors a year.

Residents and visitors will be able to stroll the 3km 
escarpment walk overlooking the Wadi Hanifah valley or 
explore themed tourist trails connecting Diriyah’s districts. 
Five areas, including King Salman Square and the Heroes 
Memorial Plaza, will provide spaces to gather, meet friends 
and celebrate amidst the traditional Najdi architecture. 

RETAIL AT THE HEART
Diriyah’s retail offerings will combine global brands with 
traditional artisan shops and souks, set within an authentic 
Najdi village atmosphere.

Diriyah Square, at the centre of the development, is set to 
become one of the Kingdom’s largest lifestyle shopping 
destinations with world-class lifestyle retail, leisure and 
entertainment options.

“We are going the extra mile to ensure we provide the 

Riyadh’s 
Beverly Hills
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DIRIYAH’S HISTORICAL AND 
CULTURAL HEART 
At-Turaif lies at the cultural heart of Diriyah. Built in 
1766 and listed as a UNESCO World Heritage Site in 2010, 
it was here that Diriyah’s ruling family lived under the 
leadership of Imam Mohammad bin Saud, the forefather 
of Saudi Arabia's current King, the Custodian of the Two 
Holy Mosques King Salman bin Abdulaziz Al Saud.

At Diriyah, residents and visitors will learn about Saudi 
history through museums, cultural institutes, and 
academies. They will be able to experience a thematic 
period village recreating life as it was 300 years ago or 
stroll through the art district with its array of galleries, 
restaurants and authentic retail experiences.

With a focus on heritage, culture and the arts, Diriyah will 
feature several world-class academies, institutes and the 
King Salman University. There will be cultural institutes 
specialising in Najdi architecture and mud-brick building, 
poetry, falconry, the teachings of Islam, local theatre, 
dance, music and culinary arts.



Living Retail December 2021 Living Retail December 2021

best location for ambitious brands, collaborating to 
create exceptional customer experiences in an authentic 
and intimate environment of streets and squares, whilst 
protecting and celebrating the distinctive character 
of Diriyah,” says Jonathan Timms, president of Diriyah 
Development Company.

LIFESTYLE OFFERING
Scheduled to open by 2024, Diriyah Square is the gathering 
place within the masterplan, bringing together more than 
450 of the world’s finest retail brands and 100 local Saudi 
artisan souks. The district is designed to deliver a complete 

With more than 100 restaurants, Diriyah will offer local and 
international cuisine and casual and fine dining experiences 
in a variety of settings from urban squares to wadi vistas.

The Bujairi dining precinct will provide culinary experiences 
with wellness, connectivity, and togetherness as its core. 
With an aim of providing world-class dining in an authentic 
setting to international visitors, as well as enhancing the offer 
for day visitors and the local Riyadh-based community, the 
precinct will offer unparalleled views over At-Turaif.

Due for completion in early 2022, Bujairi Terrace will 
comprise four Michelin-starred restaurants – Bruno, Tatel, 
Hakkasan and Long Chim – alongside a carefully curated set 
of premium cuisines and beverage brands, encompassing 
every dining need – ranging from pit-stop coffees to leisurely 
fine-dining experiences, with 18 food and beverage brands 
brought together to cater for local and international visitors.

WORLD-CLASS BRANDS
 “We are so proud to have our development’s first assets 
opening in early 2022. We look forward to welcoming local, 
regional and international visitors alike to experience the 
cuisine in a truly outstanding setting,” says Inzerillo. Timms 
adds: “We are excited to welcome 12 world-class global 
brands including four Michelin-star restaurants to Diriyah.” 

The brand-mix has been curated to offer both the 
international flagship brands but also Middle Eastern and 
particularly Saudi cuisine to ensure authenticity and cater to 
both global and local audiences.
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‘‘We are going the extra mile to ensure we 
provide the best location for ambitious brands, 
collaborating to create exceptional customer 
experiences in an authentic and intimate 
environment of streets and squares. 
Jonathan Timms, Diriyah Development Company

10 11

The Diriyah masterplan will mix the historic with the new and create new places for 
tourists and residents alike to meet and take advantage of dining, retail or walks in 
traditional settings

DIRIYAH:  
KEY FACTS
€15bn global tourism 
destination

Projected population of 
more than 100,000

More than 25 million  
visitors annually

International hotels

Residential

100+ restaurants

5 iconic plazas

Cultural Attractions

‘‘Diriyah has such significant meaning 
in the Kingdom, providing a unique 
opportunity for the world’s greatest 
retailers and brands.
Alfie Gibbs, head of retail leasing,  
Diriyah Development Company

lifestyle offering: from leisure and entertainment, ultra-luxury 
hotels, and places to work and live – within a destination 
steeped in heritage and culture as Diriyah is the birthplace 
of the Kingdom, centred around the UNESCO World Heritage 
Site of At-Turaif, and the site of the first Saudi state.

“Diriyah Square has crafted a collection of the finest  
culture, hospitality, retail, leisure and entertainment assets. 
The project is set to become one of the world’s greatest 
gathering places, all in the vibrant heart of authentic Diriyah,” 
says Inzerillo.  

The vision for Diriyah Square was unveiled in November 2021 
and rests on three key values – authenticity, future and place:

AUTHENTICITY The Diriyah Square project will apply Najdi-
inspired architecture and design principles in a way that is 
unique in a project of this size, helping provide a distinct 
proposition for the region while remaining true to the 
Kingdom’s heritage and vision.

FUTURE The project is designed to create an exciting future 
while maintaining its links with the past. Underpinned by the 
latest infrastructure, above and below ground, the thriving 
Najd village will be an urban, walkable city and aims to be a 
legacy for future generations.

PLACE Placemaking is central to the success at Diriyah 
Square, it is based on a predominantly open-air, authentic 
streetscape of laneways, open-air courtyards, and souks, to 
create both a thriving day and night-time economy. 

Entrepreneur Deem Albassam will bring her brands to Bujari 
Terrace, including Somewhere, serving authentic Middle 
Eastern cuisine, Sugar and Grind, as well as other local Saudi 
brands such as Sum + Things and Takya, the first Saudi fine 
dining restaurant serving Saudi contemporary cuisine.

Critically acclaimed Long Chim introduces premium Thai to 
the area, whilst Mastro’s, Bruno and Café de L’Esplanade are 
all new names to the wider Middle East region. It is the first 
time that Mastro’s will have opened a restaurant outside the 
US, and the first time that Bruno and Café de L’Esplanade 
have restaurants outside of France. n
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Ready Burger

The quiet vegan 
revolution

As sustainability moves higher up the agenda in all aspects 
of life, new brands have been appearing to meet the growing 
demand for lower-carbon lifestyles. With the increase in 
consumers looking towards flexitarian, vegetarian and plant-
based diets, Ready Burger co-founders – CEO Max Miller 
and chef Adam Clark – are aiming to start a quiet global 
revolution with the launch of their first two sites in London.

What was the inspiration for the brand?
Following a search across the UK for the best in plant-based 
cuisine, we realised that there was no one truly challenging 
price in the space. We wanted to create an affordable and 
inclusive brand that anyone and everyone could enjoy, 
whatever dietary or religious background and we wanted to 
appeal to the masses, like no one has done before, while 
maintaining that nostalgic experience of your favourite 
household names and products that have been anchored in 
society in every corner of the globe for more than 70 years. 
Ready Burger was born.

What are the key elements of the brand? 
We pride ourselves in creating classic fast food flavours and 
textures, indexed in the most part against McDonald’s 
pricing, with speed and quality of service embedded in every 
experience. We use high-quality, sustainably sourced 
plant-based proteins throughout the menu with a constant 
push to drive sustainability throughout every aspect of the 
business. All of our products are 100% plant based.

You play down the fact that it is plant-based –  
is this part of the strategy? 
Through running previous businesses, extensive research  
on consumer behaviour towards plant-based/vegan foods,  
it became apparent to us that to make mass change in the 
complex world of food there could be no compromise.  
It has to be driven by the quality of product, taste, price  
and overall experience first and the fact we are 100% plant 
based second. 

Ready Burger is set to challenge traditional fast food outlets with a wholly 
plant-based menu. Co-founders Adam Clark and Max Miller tell us more

F&B

We are focusing as much as 
possible on changing the mindset 
of the average meat eater, 
hopefully giving them no reason 
not to choose us over McDonald’s.   
Adam Clark & Max Miller, Ready Burger

‘‘

The general market sentiment (albeit it is shifting slowly) 
towards vegan products is still very mixed with many put  
off merely by the fact it is marketed as vegan. We are 
focusing as much as possible on changing the mindset  
of the average meat eater, hopefully giving them no reason 
not to choose us over McDonald’s whilst marketing where 
appropriate directly to the vegan, vegetarian and alternative 
markets without it being at the forefront of our narrative.

What are the plans for expansion?
We want to solidify our footprint across London and the 
home counties in the next 18 months under company 
management so we can ultimately refine and fine tune  
every aspect of the business prior to UK-wide and 
international expansion. We expect to open at least  
another 10 stores in that period with two already in the 
pipeline for Q1 2022.

What types of locations are you looking for?
We’ve been trialling small takeaway-style locations, which 
was born in the midst of the pandemic. Recently we have 
acquired locations to enable a sit-down experience in main 
high street locations with good transport links. We are, 
however, also looking for flagship locations moving into  
our fifth and sixth sites, which will really be the first in the  
UK to rival that famous fast food experience in key locations 
with lots of visibility.

How far do you think the brand can go?
We believe in the not so distant future – married with the fast 
adoption of flexitarian, vegetarian and vegan diets across  
the world – that the need for affordable plant-based food will 
continue to grow exponentially. 

We’ve had huge amounts of interest spanning from Australia 
to America and everywhere in between. As the team and our 
community grows, we hope to see a Ready Burger in every 
corner of the world over the next 10 to 20 years. n
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Ready for 
action: Adam 
Clark (below, 
left) and Max 
Miller
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ECE’s digital
assistance

says. “This will also generate more content and provide 
details of the businesses which can be used internally at ECE 
using technology such as CRM systems, which will go even 
further to build better relationships with tenants.”

But for the time being, Mallcomm will provide more basic 
organisational communications such as opening times and 
information about safety and security: “All those issues that 
you need to know about in order to operate your shop in a 
good and proper way,” Fisher adds. 

Sometimes responses will be needed. “If you have 200 shops 
in the shopping centre, and you know that only the boss of 
each shop can sign something, this is horrible work if you 
have to do it manually. With digitalisation it is possible to 
give necessary information to the tenant very quickly and 
efficiently.”

CRITICAL INFORMATION
Crucially, Mallcomm can also indicate whether a recipient 
has read an important piece of information or not. “When 
your security guard hands a piece of paper over, nine times 
out of 10, even if it gets to the right person you have no idea 
whether they’ve read it or not,” says Fisher. “The app makes 
sure that you know who’s read it and even more importantly, 
who hasn’t read it, so then you can follow up.” 

Once ECE has the basic Mallcomm functions bedded in,  
the next step will be to enable retailers to add more 
information such as turnover figures. “This is necessary to 
give us a better understanding of the retailers and their 
development,” says Fisher. “With the right figures we will be 
able to make more accurate projections of how the business 
will develop, and connect back to tenants and say ‘there is 
something that you should have a look at, this is what we  
can see already, based on our experience of many shopping 
centres and tenants’.”

Another key step will be the ability to link to each  
tenants’ headquarters functions, which has previously  
been challenging because every retailer tends to have a 
different system. 

The mall operator is about to deploy Mallcomm’s digital app across Europe 
to improve landlord/tenant communications. Paul Strohm reports

Proptech

By increasing their turnover by providing the 
add-ons that we are working on it will bring 
more value to retail businesses. 
Joanna Fisher, ECE Marketplaces‘‘

While the initial phases will focus on the business-to-
business role of Mallcomm, there is a business-to-consumer 
capability and the app can link to shoppers as well. “The app 
is a very important building block in our overall digitalisation 
strategy,” says Fisher. “It closes a gap between our business-
to-consumer and our business-to-business systems so we 
can use it as a direct channel so that retailers can receive 
orders and reservations from our omnichannel platform 
Digital Mall.”

ECE’s Digital Mall is a webshop that provides shopping 
centre tenants with the possibility to show their local 
inventory on the centre website. Consumers can look at the 
Digital Mall to browse for products, check their availability 
and reserve an item before buying in store. In Alstertal 
Einkaufszentrum, Hamburg, the system has gone a step 
further and customers can buy articles from the mall’s 
website and get them delivered directly from the mall. 

“So it is important to connect to tenants’ warehouse systems. 
Mallcomm means we will already have a technology system 
on site in the shops and the potential to connect all those 
orders from Digital Mall to the tenants’ warehouse system via 
their shops,” Fisher says.

The main purpose of installing Mallcomm is to make the 
business of running shopping centres faster and more 
efficient, she adds. “This is the main reason to speed 
up communication with the tenants. But by 
increasing their turnover by providing the 
add-ons that we are working on it will bring 
more value to retail businesses because we 
bring the online and offline offers together. 
Working together like this will forge a better, 
more trustful partnership.”

And for the future, “the new platform 
does a really good job of collecting 
data so can be used to improve ESG 
or to collect any data that is needed 
to understand how a centre is 
running”. n

Above: The 
Mallcomm 
app is being 
launched at 
Adigeo in 
Verona

Shopping centres can be likened to complex machines, 
and communication – between landlord, the many centre 
management functions, retailers and customers – can 
be compared to the oil that keeps the parts moving with 
minimum friction.

Of course, ‘communication’ encompasses a wide and  
diverse range of message types, subjects and data. Clearly, 
this lends itself to digitalisation, and the complexity of a 
shopping centre and the number of people involved in 
running it means that reliance on SMS texts or email alone  
is unlikely to bring efficiency or remove the risk of 
miscommunication.

This was the challenge faced by ECE Marketplaces, part of 
Hamburg-based ECE Group, which manages about 200 
shopping centres in 13 countries across Europe – including 
40 centres outside Germany. Every day, about 4 million 
customers visit shopping centres managed by ECE where 
about 20,000 retailers generate total annual sales of around 
€22.7 billion from a collective sales area of approximately 7 
million sq m.

In response to this communication challenge, ECE 
Marketplaces is launching the Mallcomm app in its malls, 
initially in 106 centres with total space of more than  
3.5 million sq m and – the key statistic – more than 12,300 
retail tenants. 

This first batch of centres includes well-known retail 
destinations such as Adigeo in Verona, Italy; Arkad in 
Budapest, Hungary; Olympia-Einkaufszentrum in Munich, 
and Alstertal-Einkaufszentrum in Hamburg, Germany. 

Mallcomm is described as “a tenant engagement platform” 
and it is designed for use on smart phones. It is an off-the-
shelf product and is already used by a number of well-known 
shopping centre owners such as Brookfield and Oxford 
Properties. In each instance it is tailored to individual needs 
because each requirement is different.

COMMUNICATION PLATFORM
“It is basically a platform that enables central property 
management teams to communicate with tenants, and 
consumers as well, but with ECE it’s just tenants at this point,” 
explains Joanna Fisher, ECE Marketplaces CEO. “For now we 
are rolling out the app in some of our shopping centres in 
Germany, Austria, Italy and Hungary then we will follow with 
the rest of the rollout next year.

“We believe that at the operational level it's very important  
to digitalise,” she adds. “We are focusing first on features to 
improve the exchange of information between centre 
management and tenants, directly, on site at the shopping 
centres.” 

Michelle Buxton, CEO of Mallcomm parent company Toolbox, 
adds: “It’s really bringing these two much closer together, so 
that they operate as a partnership, tenants can always get 
hold of the property manager and vice versa, and everyone 
knows what’s going on all of the time.” 

ECE will widen the functionality of its version of Mallcomm 
later. “We will add further features that maximise the benefits 
of our relationship with tenants in terms of what we can do 
together with them to obtain more information, feed it into 
our systems and develop additional benefits for them,” Fisher 

14 15

The app is 
designed for 
use on mobile 
devices
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Optimism is returning to the European retail markets,  
even though the coronavirus pandemic is still not fully  
under control. They turned the corner in the third quarter of  
2021 as shown by the Retail Attractiveness Index (GRAI), 
which is compiled jointly by Union Investment and GfK.  
The Index recovered significantly, climbing to 113 points  
(see chart below). That figure is 14 points above the prior-
year period and represents a three-year high for the retail 
index in Europe. 

The previous peak was 115 points, recorded in the third 
quarter of 2018. The Index measures the attractiveness of the 

15 most important retail markets in Europe. A figure above 
100 points indicates an above-average reading. The Index 
reached its lowest level to date by the second quarter of 
2020, when it had fallen to 89 points. 

The strong increase now measured shows that we’ve really 
left the challenging lockdown times behind us, and that both 
consumers and retailers now have a much more positive 
outlook: Returning optimism is reflected in the index’s two 
sentiment readings. Consumer sentiment and retail 
sentiment both increased by 21 points over the course of the 
year, taking them back into above-average territory at 109 

The first Europe-wide lockdown in spring 2020 sent retail markets from 
Scandinavia to the Iberian peninsula into an unprecedented state of 
collective shock. A deeper crash did not occur, though. Optimism has 
already returned

and 110 points, respectively. The labour market continued to 
be a source of major support in the third quarter, as did retail 
sales. Compared to the third quarter of 2020, the index 
strengthened across all 15 European countries covered. The 
changes are mostly in the double-digit range, highlighting 
the vigorous recovery that is now under way. At country 
level, Germany regained its top spot.

However, the effects of the pandemic differ significantly 
depending on the industry. While grocery and drugstores  
are experiencing a surge in sales, bricks-and-mortar retail in 
particular has been hit by a harsh wave of consolidation, 
leading to loss of earnings, vacancies and falling rents. 

RESISTANT TO ONLINE COMPETITION
Retailers selling everyday goods benefitted doubly  
during the pandemic. On the one hand, they did not have  
to close their stores; on the other hand, sellers of everyday 
goods are relatively resistant to online competition, as  
the sale of everyday goods has low margins and the cost  
of prompt delivery of goods, some of which perish quickly,  
is very high.

Since the end of the lockdowns, there has been a significant 
recovery in footfall and sales, although the pre-crisis level  
has often not yet been reached again. At the same time,  
sales by online retailers have declined slightly. Nevertheless, 
the division of the retail markets into stationary and digital 
will continue for a while. The coronavirus pandemic is 
accelerating the change in retail markets. Part of the turnover 
has shifted towards online retail, even though the stationary 
shopping experience is and remains irreplaceable. 

Retail space in top locations of city centres will therefore 
retain its importance in the future, but it will shrink in 
perspective and be reduced to the sections with the highest 
frequencies. As a result, many B and secondary locations will 
become significantly less important. 

In the future, the large metropolises, touristically attractive 
cities and university towns will be increasingly attractive  
for retailers and internationally operating chains. Only the 
best locations have a long-term perspective. Top locations 
and centres with a strong appeal for their catchment area 
and a high quality of stay and experience will continue to  
be attractive. 

For the less attractive retail spaces municipalities are 
increasingly dealing with the transformation, especially in 
inner-city locations. The most common after-uses currently 
include hotels, offices and residential uses, in other cases 
logistics and distribution centres.

The transformation of real estate through conversion and 
change of use is not a new phenomenon. European cities 
have reinvented themselves time and again in the past, and 
with each era buildings have taken on a different meaning. 
However, we are observing a trend towards transformation 
that is driven, among other things, by ESG (environmental, 
social, governance) issues, (re-)urbanisation and the new role 
of city centres, as well as the correlating social and political 
framework conditions. An essential goal that can be achieved 
with the transformation of real estate, in addition to 
immediate economic success, is the creation of lively, 
integrated urban squares and city spaces.  n

Learn more about the transformation of real 
estate through conversion and change of use 
with the "Market Study Transformational 
Real Estate - How ESG, 
E-commerce and Social Trends 
Accelerate Mixed-Use", which 
Union Investment conducted 
together with bulwiengesa.

‘‘Retail space in top locations of city 
centres will retain its importance in the 
future, but it will shrink in perspective 
and be reduced to the sections with the 
highest frequencies.
Olaf Janßen, head of real estate research, 
Union Investment

European retail
turns a corner



Living Retail December 2021Living Retail December 2021

Existing trends such as 
digitalisation, ESG and 
urbanisation, now include 
aspects like social distancing, 
e-commerce and home 
shopping.   
Dr Angelus Bernreuther, Kaufland

‘‘
1918

KauflandRetail Trends

The pandemic has changed many things. And Covid will 
have long-lasting effects on our society, economy and 
politics. It is without doubt a great challenge for the real 
estate industry across all asset classes. Retail real estate is 
particularly in focus.

What does this mean for the retail sector and retail real 
estate? Firstly, it is important to say that the long-term trends 
haven’t disappeared. Some may perhaps have been 
overtaken by Covid, some have been accelerated. 

But for sure, they will come back to the agenda. Existing 
trends such as digitalisation, ESG and urbanisation, now 
include aspects like social distancing, e-commerce and home 
shopping. 

So how do we create vibrant locations in future? This is not  
an easy question to answer. But the latest Kaufland study –
Footfall-Anchors Post Corona – 5 Propositions for the New 
Future of Retail – offers a some ideas of what the new normal 
could look like.

1. STRONGEST EVIDENCE: SUSTAINABILITY
ESG will certainly have more impact on our society, economy 
and thus, on real estate markets. Green building, green 
finance and much more will drive ESG even further.

2. NO SURPRISE: DIGITALISATION WILL HAVE A 
MAJOR INFLUENCE ON RETAIL
Covid has accelerated the online trend and the customer  
now has more options to shop. But digitalisation is more  
than just an online channel. It’s the new way to interact with 
the customer.

3. MIXED-USE ASSETS ARE ON THE MOVE
This is high on the agenda of investors and cities. And it’s a 
logical consequence of the long-term trend of urbanisation. 
Of course, the mixed-uses have to be adjusted to the location 
and grocery trade is often an ideal partner.

4. MORE CHANGE, MORE REVITALISATION
This will not be necessary for all retail assets. And the 
outcome must create more value. But in terms of greater 
flexibility within a building, the trend is very clear.
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5. LAST, BUT NOT LEAST: FOOD RETAILING  
WILL PLAY A MAJOR ROLE IN THE FUTURE 
RETAIL LANDSCAPE
With a higher online resilience, grocery retail supports and 
drives physical footfall. Of course, neighbourhood retailing 
won’t save entire shopping locations, such as shopping 
centres and high streets. But it will bring a reliable footfall, 
especially in smaller cities and the district centres of 
metropolitan areas. For big box retail outlets, it’s more 
obvious: no food, no function!

The transformation in retail and retail real estate will  
advance further. It is one of the most exciting futures – so 
let’s tackle it! The supermarket sector will play a crucial role in 
dealing with these new challenges. Kaufland is ready to take 
on these challenges with strong retail locations, attractive 
municipalities and reliable investment. n

#footfallanchor

More information and free download:  
www.immobilien.kaufland.de

Five trends 
shaping retail’s  
post-pandemic 
future
Dr Angelus Bernreuther, head of investor relationship 
management at Kaufland, asks what the pandemic means 
for the long-term future of retail

With a higher online resilience, 
grocery retail supports and 
drives physical footfall
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UK trade association Revo’s vision is 
to guide the evolution of the country’s 
retail and leisure property sectors. It 
achieves that through its mission of 
supporting the interests and values of 
the whole retail, leisure and 
placemaking community. 

“It is a forum for networking and 
sharing knowledge and provoking 
change,” says Revo operating board 
member Vivienne King. “It’s just so 
important at the moment to be 
thinking ahead creatively about what 
that change is going to look like.”

Although Revo is a UK organisation it is 
looking outward to share experience 
and best practice. “We have a long 
relationship with ICSC (Innovating 
Commerce Serving Communities 
formerly known as the International 
Council of Shopping Centres) and a 
priority is to reach out to other 
organisations like Revo around the 
world,” King says.

STRUCTURAL CHANGES
“There is no exclusivity about this. The 
structural changes being experienced 
by the UK retail and leisure markets are 
not unique. This is global change. So we 
need to be sharing the collective 
experience that we have gained about 
how we as an industry, should be 
evolving to create vibrant, dynamic 
places,” she adds.

Revo is a membership organisation run 
by its members who identify where 
attention should be focused. A series of 

Vivienne King outlines how trade body Revo is supporting retail’s 
transformation as multiple challenges continue to impact the sector 

committees is drawn from the Revo 
membership, each tasked with 
addressing a particular focus area for 
the industry. 

One committee’s focus is repurposing 
and regeneration. “The changing nature 
of our urban places is an enormous 
topic for our sector, whether that’s 
repositioning department stores, how 
you repurpose the oversupply of retail 
space, how you use shopping centre 
space in a smart way and what impact 
that has on town centres and high 
streets,” King explains.

Revo is also very focused on ESG. 
“Obviously, this is not a retail and 
leisure sector-only topic, it is a global 
issue and it is central to what Revo is 
doing to support its membership. We 
are working with members to identify 
what net-zero pathways look like, and 

‘Changes in UK retail  
are not unique’
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We need to be sharing  
the collective experience 
we have gained about 
how we as an industry 
should be evolving.
Vivienne King, Revo

‘‘

how to engage occupiers on this 
subject and how to create meaningful 
social impact.”

Turnover rents are also high on Revo’s 
agenda and similarly have an 
international perspective. “Turnover 
rents have been present in Europe for 
some time but are relatively new to the 
current business of retail in the UK,”  
says King. “Although they have existed 
in a simple form, we are in a very 
different world now where so many 
retailers are omnichannel and our  
asset management and property 
management committees are working 
together to understand the 
implications and provide guidance  
on the solutions.

CUSTOMER EXPERIENCE
But King adds that the changes in the 
retail markets have focused attention 
on the need to provide an experience 
for consumers, which is something on 
which they can work with occupiers. 
The need is to improve the total 
experience that consumers have when 
they go to bricks-and-mortar shops as 
opposed to shopping online. 

King explains: “There has been an 
oversupply of retail which provides an 
opportunity and an imperative to 
rebalance and repopulate urban  
places. With new entrants coming into 
the market helping to create a new 
dynamic in our town centres, this is an 
exciting time for evolving retail and 
Revo is very much there to support  
the evolution.” n
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For outlet centre operators like McArthurGlen the 18 
months of pandemic restrictions and lockdowns were the 
ultimate test. Outlet centres – selling last season’s branded, 
premium, designer and luxury stock at a discount and  
usually at out-of-town locations – are at the opposite end  
of the scale from the “essential retailing” of convenience 
stores and centres which became the hubs of communities  
in lockdown. 

During lockdown, life’s non-essentials could be chosen at 
leisure via phone or keyboard – and you did not need to  
start the car or get on a bus to go shopping… or even look 
your best.

But McArthurGlen adapted. 

“It’s been a roller coaster, particularly for physical retailers 
and, like us, the owners and managers of shopping centres 
across Europe,” says McArthurGlen co-CEO Joan Jove. 

The company now has 26 centres in 10 countries, all of which 
were obviously affected by the pandemic so lockdowns and 
restrictions were experienced across the board. “There were 
a lot of changing conditions that have affected our business 
dramatically over the last 18 months,” Jove explains.

The portfolio is universally relatively diversified and the 
model is resilient. “We’ve seen that when we’ve been able to 
operate without major restrictions the performance has been 
very strong, so that gave us a lot of optimism for the future.” 

STRONG RECORD OF GROWTH
Looking at the history of outlet centres he says there is a  
very strong record of growth, both in his own company and 
in the sub-sector as a whole which has consolidated as a 
distinct asset class. “Obviously covid hit all physical retail 

which closed for long periods of time. We experienced 
restrictions that affected us in different ways because people 
could not move and therefore could not come to us but 
it also affected tourism. Long-haul tourists from far away 
markets come to us and have been very important for a large 
number of our centres.” 

Mobility within Europe is also critical he says.

First and foremost, McArthurGlen’s main concern was the 
health and safety of employees, customers and retailers or 
“brand partners” as the company terms it.

As others did, the company worked with authorities to 
create a safe environment. “That’s been a really important, 
clear focus from the beginning of the pandemic and I 
would say that we probably will continue to do more than 
governments indicate is still necessary in terms of creating a 
safe environment.”

But in retailing terms there was a shift too. “We’ve worked 
really hard to refocus our efforts more to local catchments, 
both the people around the centres and domestic tourism, 
which have definitely recovered faster with people travelling 
within a country. We have concentrated on how to deliver 
what we could to those customers and in a more focused way 
than when we had a wider range of customers.” 

Changes were made at centres such as exploiting external 
spaces for the catering offer, generating additional space and 
helping to flatten demand curves so there were fewer peaks 
and troughs allowing customers to enjoy a better experience. 

“We leveraged technology much more,  introducing 
services like a digital appointment scheduling and queue 
management system so guests can make an appointment 

McArthurGlen’s co-CEO Joan Jove tells Paul Strohm how the retail  
outlet operator has adapted for a post-pandemic world

‘‘We don’t think that people will  
move all their shopping online as 
happened during the pandemic and  
the reason is because humans want to 
have social interactions. 
Joan Jove, McArthurGlen

‘A lot of retail  
will thrive in  
this new era’

with a brand or minimise the time spent queuing in front of 
a store.” 

Outlet centres could be considered the archetypal physical 
shopping experience – they are usually about 45 minutes 
from major cities and a visit is a conscious effort. But 
although they once may have been assumed to be as 
different from online retailing as is possible, that too is 
changing.

“We’ve launched a virtual shopping programme so that  
customers can shop from home. Basically they contact a 
store without coming to the centre and order the items to 
be delivered to their homes. That gained a lot of traction 
during periods when we were closed. Now that we’re open 
it’s less important but it is still relevant and other initiatives 
like Click & Reserve can make a visit to our centres even more 
valuable.”

IN ITS ELEMENT
And as the outlet centres’ function is primarily about selling 
the previous season’s stock at a discount of up to 70%, the 
fact that the pandemic left retailers generally with a lot of 
unsold stock means the outlet model is now in its element.

“We’ve seen many brands coming to us, some existing 
brands opening new stores, but also new brands: Givenchy, 
Celine, Off-White have opened stores, great brands that 
we were not working with in the past and they’ve seen the 
outlet channel as a great addition to their whole mix.” 

Although the physical stores have reopened, to some extent 
there is no going back completely to the way things were.

“There’s no doubt there’s a portion of retail that 20 years ago 
would happen in stores and is now going to happen online. 

Good players online will thrive and poor players online will 
go out of business. We are strong believers that physical 
retail has a role to play. We don’t think that people will move 
all their shopping online as happened during the pandemic 
and the reason is because humans want to have social 
interactions and want to have experiences and if physical 
places offer happiness and experiences and a good time, you 
invest in going there and having this shopping experience.”

“There will be a lot of retail and a lot of destinations that 
will thrive in this new era. Customers are more demanding, 
they have an optional line and when they go to physical 
spaces they’re asking for more, so if you deliver that, we think 
there is opportunity for growth. We have always focused on 
experience. We are generally 45 minutes to an hour away 
from a city centre and guests have to make an effort to come 
to us, so delivering this great day out is key. We’re in the 
business of creating memories for people.”

For shoppers, the combination of the being able to choose 
from multiple luxury brands at discounted prices, dedicated 
play areas and restaurants, and the open air environment  
means that the average “dwell-time” is three- to three-and-
a-half hours. With travel, that can turn into half a day so Jove 
says people need to feel rewarded by the experience. “That’s 
what we have to focus on and we think that with that focus 
we’re going to stay relevant in the future.” 

But while Jove believes the existing portfolio of 26 centres 
will continue to grow, international tourism remains an 
important component of demand and it is difficult to predict 
when that will recover.

“Many of our centres are located next to the major cities 
in Europe – next to Milan, Rome, London – next to great 
locations that are also tourist areas so we expect a recovery 
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from tourism and it’s going to be strong but it’s going to take 
some time. We think that growth will continue to come from 
both tourism and the local catchment and we’re seeing the 
appetite from brands to use the outlet channel because  
it is a really important challenge to get rid of the previous 
year’s stock.

“So we believe that existing centres have potential to 
grow in terms of customers and brands and we continue 
to invest in new projects. We have an investment pipeline 
of approximately €800 million over the coming years with 
projects that are currently either under construction or 
awaiting planning approvals.”

The centre development programme continued during the 
pandemic. In April 2021 the company opened a designer  
outlet 30 minutes away from Birmingham in the UK’s West 
Midlands, and more recently a new 5,000 sq m third phase 
of its Naples centre was opened following a €30 million 
investment. Development of a centre in Normandy, France, 
has resumed and the McArthurGlen Designer Outlet Paris-
Giverny to the west of the French capital is due to open in 
early 2023. Meanwhile, a fourth centre in Germany is planned 
at Remscheid, near Düsseldorf for which a planning consent 
is awaited. 

But McArthurGlen centres do tend to grow organically. 
“Generally we build the first phase and a second phase and 
a third follows, we grow them over time so customers and 
brands can grow with us.”

In terms of the company’s ESG profile, Jove believes that 
there is anyway a social element to the investment that 
McArthurGlen makes in an area. “As our centres are outside 
the major cities, it tends to be a small community, so we 
become big employers in areas that generally don’t get 
the level of investment and the ability to attract tourism 
and customers that we provide. It’s part of our DNA to get 
very connected with the local communities, this includes 
working with the government, with the tourism boards, 
helping to generate this kind of wealth in the area. We are 
committed to continuing to do that, to adding value to 
those communities.” 

RECYCLE YOUR FASHION
In terms of sustainability the company is committed too. 
“We are working on reducing our carbon emissions and are 
working on sharing targets that we are setting internally.”

It is easier for new centres such as the West Midlands asset 
just opened where there are a lot of electric car charging 
points and there is a zero-to-landfill target from day one. 
There are also beehives and a wormery, solar panels and 
many cycle spaces.

This year, McArthurGlen launched an initiative called 
Recycle Your Fashion across its portfolio. “This enables 
customers to bring in their old clothes and they receive a 
certain discount and we’re working with an organisation 
that recycles those clothes and gives the benefits to 
different charities.” 

‘‘We think growth will continue to  
come from both tourism and the  
local catchment and we’re seeing  
the appetite from brands to use the 
outlet channel. 
Joan Jove, McArthurGlen

As for the future, Jove says he is “cautiously optimistic.”

“We’ve learned over the last 18 months that there is 
no certainty anymore about whether there’s going to 
be another turn in the pandemic that will create new 
disruption and we’ll have to adapt again. We’re very 
conscious that while we’re setting plans and these may get 
disrupted if things go in the wrong direction and we have 
closures, or there’s no mobility, things that change our 
business completely.” 

STRONG RECOVERY 
If the situation across Europe continues in much the same 
way that it has been since May/June this year, with limited 
levels of disruption aside from long-haul travel, then Jove 
expects “a very strong, consistent recovery over the next 
12 to 18 months”.

And he is positive about tourism too. “It’s clear that when 
the borders are open there's a big willingness for people 
to go and visit the great cities in Europe. We’ve seen, 
throughout the pandemic, that when restrictions have 
eased things recover very quickly.”

If the pandemic does not deliver a new wave he  
says recovery to 2019 levels will be fast although it is  
likely to take longer for those centres with a larger 
component of long-haul tourism. “We are not being  
naïve, things could change, but I would say that we are 
cautiously optimistic.” n
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Retail and logistics are two sides of 
the same coin, Cushman & Wakefield 
research shows, and they work best 
when they join forces, each supporting 
and strengthening the other.

“Logistics has been pushed up the 
value chain,” says Sally Bruer, partner, 
logistics & industrial insight & strategy 
EMEA, at Cushman & Wakefield. “It’s no 
longer an operational necessity, it has 
become a strategic necessity. Retailers 
and logistics operators must deliver the 
product to the consumer in the most 
efficient and margin-enhancing way.”

Online shopping has grown by the 
equivalent of five years in just one year 
because of the pandemic and the 
forecast is for this trend to continue 
because consumers’ habits have 
changed during lockdowns. 

Post-pandemic, the shopping journey is 
now a combination of online and 
in-store experiences. “What is 
challenging is that consumers move 
seamlessly between the physical and 
the digital. But retailers have the 
opportunity to establish brand 
awareness and loyalty and deepen the 
consumers’ relationship with their 
brand,” says Bruer.

The system used to be simpler, as 
products moved to the warehouse then 
to the shop where shoppers bought 
them. Now the shop is just one of many 
ways of getting the product, along with 
click & collect, delivery at home, at 
work, or in a locker. “All this complexity, 
and the challenging issue of returns, 
adds costs for the retailer,” explains 

Sally Bruer explains how more shops will become micro-delivery hubs

Brands like Zara, Hobbes, 
Kingfisher, Castorama 
and B&Q have been 
reconfiguring their stores 
to get products directly to 
online consumers.
Sally Bruer,  
Cushman & Wakefield

Bruer. “The last mile is by far the largest 
component of supply chain costs, 
accounting for 40% of the total.” 

For this reason retailers have started to 
use their physical stores as micro-
delivery hubs, because they are close to 
the consumers. “It means that retailers 
can make incremental cost savings for 
each delivery,” she adds. “Brands like 
Zara, Hobbes, Kingfisher, Castorama 
and B&Q have been reconfiguring their 
stores to get products directly to online 
consumers.”

The problem with shopping centres 
and high street shops is that the small 
size of stores makes it difficult to keep 
the inventory without spoiling the 
in-store experience, she says.

Online shopping in Europe has grown 
in general, but penetration rates differ 

Retailers react to meet 
hybrid shopping trend

by country and also by product 
segment. Electricals and electronics 
have shot up to more than 40% of total 
sales, while fashion and clothing are just 
shy of 30%, while food is still under 5%. 

Bruer notes that food sales are still very 
low but “as the largest proportion of 
spending is food, it represents a huge 
potential for online retail. Grocery is the 
biggest opportunity, because 
supermarkets are close to consumers, 
they have larger floor spaces which is a 
crucial factor and they have car parks.”

IN-STORE ONLINE FULFILMENT
Big names like Tesco have already 
started carving off some of the space in 
their supermarkets and hypermarkets 
just for online fulfilment, keeping the 
two separate so that in-store customers 
can have the usual experience. 

These evolving trends have clear 
consequences for real estate, says Bruer. 
“For logistics it means more demand, 
because warehouses are the most 
operationally cost-effective way of 
serving customers. We’ll also see more 
modern space being delivered, because 
it is needed.”

On the retail side, it is worth keeping in 
mind that the majority of sales in 
Europe still happen in store, she adds.  
“The store experience remains vitally 
important. But retailers know that 
shoppers have many options now, so 
they must think carefully about how to 
use their stores for micro-fulfilment. As 
for investors, they must engage with 
the tenant to maintain the value of their 
assets over time.” n

‘‘
2626

IN
SI

G
H

T

Living Retail December 2021

Next issue March 2022

Repurposing city centres

How to invest in senior living sector

Impact funds

LAUNCH ISSUE OCTOBER 2021

When investment makes a difference

CEO interviews:

Peter Epping, Hines

Katarzyna Zawodna-Bijoch, 

SkanskaIMPACT

IM
PA

C
T 

O
ct

o
b

e
r 

20
21

Advertising & Sponsorship

Frank Beinborn Director Client Relations  
frank.beinborn@realassetmedia.com
+49 152 54 87 86 68

Editorial & Content Partners

Contact us now for the next edition 
Special distribution at Mipim 2022

Richard Betts Group Publisher  
richard.betts@realassetmedia.com 
+44 7557 37 31 34



Join 4,000 participants from 42 countries among:

The international 

property platform

to build vibrant retail

& urban destinations

30 November – 2 December 2021
Palais des Festivals, Cannes, France

One Badge 
One Location 
3 Events

+ Explore the world of transformative retail at MAPIC

+  Experience the world of leisure at LeisurUp by MAPIC

+  Taste the world of F&B at The Happetite by MAPIC

People & Places : A New Chapter


