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Lifestyle center
development

flourishing

By Robert H. Spratt Jr.

Lifestyle centers are a thriving retail
format, as they become more understood by
cities, political and civic leaders, retailers,
landowners, consumers and the financial
community. The growth potential that
remains in areas throughout the country will
allow for steadily increasing development of
lifestyle centers.

By contrast, the traditional enclosed
regional mall is a very mature property type,
rarely built in it's purest form by today's retail
developers. In fact, many underperforming
regional malls are being redeveloped into
lifestyle centers; town centers or other
mixed-used projects.

In essence, America has come full circle
from early 20th century main street
environments to enclosed malls and now
back to lifestyle centers or town centers.
Today's retail movement is back to the main
street—where a much more convenient,
pedestrian friendly and meaningful
connection with consumers can be made;
where profits are higher because occupancy
costs are lower and where per visit average
sales are higher.

Think about Michigan Avenue in Chicago
or Main Street in your town. Chicago's
Magnificent Mile is a street-retail shopping
powerhouse while main streets in
communities and suburbs throughout the
United States have undergone unprecedented
revitalization in recent years. These
characteristics—and much more—combine
for a successful lifestyle center.

A focused approach

Lifestyle centers do not try to be all things
to all people. The approach is more of a rifle
than a shotgun in its merchandising plan and
marketing efforts. The merchandising plan
focuses on offering fewer merchandising
categories than that of a traditional regional
or super regional mall. Lifestyle centers are
typically merchandised around women and
men’s apparel (think Ann Taylor, Chicos, J.Jill,
Talbots and Jos A. Bank Clothiers, Gap, etc.)
and home furnishings (think Arhaus, Bombay
Co. and Pottery Barn, and restaurants/cafes

(think Biaggi's Ristaurante ltaliano, PF
Chang's China Bistro, Hyde Park Steakhouse,
Panera Bread Co., etc.). Additionally,
theaters and gourmet markets can be a
synergistic addition to the overall
merchandising plan, adding both
entertainment and a weekly reason to visit
the center for groceries.

There is also a higher level of design at a
lifestyle center with attention to landscaping,
lightscaping, fountains and amenities. In its
development, an environment of quality and
convenience is created, providing customers
with a pedestrian friendly atmosphere.
Customers can get in and out quickly and
shop the stores they really want—versus
walking by 30 other stores to reach their
preferred shopping destination, as is the case
in regional malls.

Initially, when lifestyle centers were in
their infancy, concerns centered on the
weather, How can an outdoor lifestyle center
or town center in the Midwest—which can
have frigid winters and blistering summers—
be successful? This concern is not well
founded as strong year-round sales are being
generated by well-merchandised and located
lifestyle centers.

People living in Chicago, Indianapolis,
Columbus, Ohio and other cities in the
Midwest are accustomed to dealing with the
year-round weather conditions. It's part of
their everyday lives.

They are going to shop a lifestyle center
that offers appealing retailers, a unique
setting, a critical mass of dining options and
the convenience of the shopping trip. Keep in
mind that a blizzard or a heat wave-related
power outage is going to affect the grocery-
anchored strip center the same way it would
affect a lifestyle center,

Further, icy streets will shut down all
shopping venues regardless of whether it has
a roof or not.

A center of success

The old real estate axiom about "location,
location, location” is especially true for
lifestyle centers. A successful lifestyle center
has access either from a major highway
interchange, allowing convenient regional
access and exposure, or is well located
within dense population clusters whereby the
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