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Crossroads of Retail

A
s the physical retailing world continues to intersect with 
e-commerce and changing buyer behaviors, the only constant is change. In 
our spring/summer 2016 Knowledge Leader, we talk to the industry experts 
about the evolution of the retail industry and explore some of the projects 
that are setting the pace for its future. 

Community is a common thread throughout this issue, and many of the 
people we spoke to, both on the developer/owner and retailer sides, emphasized that engaging 
with the local community at the early stages of a project’s development helps contribute to 
its success. Community involvement is just one of the things we learned during our retail 
roundtable discussion with Sara Queen, executive vice president of asset management with 
Brookfield Property Partners, and Deirdre Johnson, vice president of asset management with 
Federal Realty Investment Trust. In our exclusive Q&A, Queen and Johnson share what 
factors they take into consideration when designing the right retail mix for successful projects. 

Retail is often only one part of the property mix, and in our feature on Boston Properties, 
the real estate investment trust shares how it blends amenities and destination retail into its 
office properties. We also explore some of the Northeast’s leading mixed-use developments 
in “A Place of Our Own.” And don’t miss “Word on the Street,” where we talk to Steven 
Warsaw with Heitman, Brooke Harvey with Weingarten Realty and Joel Mayer with 
Rockwood Capital LLC about the state of retail in the U.S. market. 

No retail issue would be complete without a look into the underlying fundamentals that drive 
the retail market. “The Next Generation of Shoppers” explores how millennials have become 
an economic force to be reckoned with, while Colliers’ chief economist, Andrew Nelson, 
portends that opportunities abound—but retail must learn to adapt—in “Economy Matters.” 

I’d like to personally thank all of our clients who have contributed to this issue. We are 
privileged to work with so many leaders in the retail industry, and through these strong 
relationships and our depth of local and national market knowledge, we are excited to help 
our clients shape the retail industry of today and tomorrow. 

Where bricks and mortar, 
digital and communities intersect.

Anjee

Solanki
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Spotlight THE PEOPLE SHAPING THE INDUSTRY

Welcome! 
Colliers International Grows Its Retail Services Team Across the U.S.

RETAIL

colliers international has been expanding 
its deep retail talent bench. The firm has added 
seasoned professionals across the business—in 
particular, powerhouse teams in New Jersey and 
San Francisco—and has created a new national 
position: Retail Tenant Representation Director. 
All recognized within their respective markets 
as industry experts, they are also all members of 
the International Council of Shopping Centers 
(ICSC). The teams are led by Anjee Solanki, 
national director of retail services, USA.

JAWARA PARTEE

Retail Tenant  

Representation Director, 

Retail Services | USA

jawara.partee@colliers.com
In this newly created position, 
Partee is responsible for advising 
retailers on multimarket expan-
sion strategies within the U.S. 
by leveraging the strength of 
Colliers’ local retail specialists 
throughout the Colliers platform 

and national analytics. Partee was previously a Colliers client and 
responsible for the planning and execution of Domino’s Pizza real 
estate strategy, nationally. Prior to that, he was the director of devel-
opment for Quiznos and real estate manager for Verizon Wireless. 
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New Team Members, New Jersey

Contact: 973.299.3031
• As executive managing director for Colliers International, Nancy 

Erickson is one of New Jersey’s most accomplished retail advis-
ers. With more than 25 years 
of experience, she has strong 
relationships with local and 
national owners, developers and 
retailers. As the original and ex-
clusive broker for Kool Smiles, 
she helped support its growth 
to more than 140 locations in 
more than 20 states. Erickson 
also helped ASAP Urgent Care 
expand from its inception, and 
disposed of dozens of underper-
forming locations on behalf of 

Hess Corp. She has a background in the design/build industry and 
was one of the original members of the New York chapter of Com-
mercial Real Estate Women. 

• Associate director Kelly Calamia-Bayer provides the day-to-
day representation of local and national retailers, having secured 
transactions for companies such as b.good, AT&T, Kobeyaki, 
Planet Fitness, 99 Ranch Market, Hibbett Sports, SCI and 
Dyson. She represents retailers and assists with landlord represen-
tation.

• Associate Nicole Nannola has assisted with strategic planning for 
clients, analyzing demographic and psychographic data to identify 
viable market areas for new retail locations and assist with the land-
lord representation. She has worked with the team on Domino’s, 
Fit 36, Tapestrie, Kiddie Academy and Closet & Storage Concepts.

New Team Members, San Francisco

Contact: 415.788.3100
• Executive vice president Julie Taylor’s expertise spans the regional 
retail markets of the Bay Area and urban retail in San Francisco. 
She is highly active in the Union Square trade area, leasing flagship 

properties and representing luxury and urban retailers. Taylor has 
leased more than 340,000 square feet, totaling 47 transactions with 
an aggregate lease value of more than $250 million in the Union 
Square market. She also leases regional centers throughout the Bay 
Area, performing ground-up and in-fill leasing, and remerchandis-
ing assignments. Taylor has had extensive experience representing 
chain stores expanding throughout northern California.

• Senior vice president Erika Elliott has more than 20 years of 
retail experience and specializes in urban retail leasing. She is pas-
sionate about repositioning neighborhoods and master-planned 
communities through retail, and has been involved in many 
transformational projects, such as The Exchange, Market Square, 
Jack London Square and Mission Bay. 

• Senior vice president Stephen Rusher specializes in retail land-
lord representation of Class A institutional-grade assets through-
out the Bay Area. He currently represents more than  
3 million square feet of retail space, including many best-in-mar-
ket projects. In addition, Rusher has successfully represented an 
eclectic array of national and regional tenants on their Bay Area 
roll-outs. In 2014, he was the number-one broker in the East Bay 
area for transactional volume.

• Vice president Tom Neuberger is an urban retail specialist 
providing best-in-class tenant solutions to maximize value for 
landlords. Neuberger has successfully represented his clients in 
multiple aspects of retail leasing, including central business dis-
trict retail leasing and shopping center leasing. KL

KELLY CALAMIA-BAYER  

ASSOCIATE DIRECTOR

NANCY ERICKSON  

EXECUTIVE MANAGING DIRECTOR

NICOLE NANNOLA  

ASSOCIATE

JULIE TAYLOR  

EXECUTIVE VICE PRESIDENT
ERIKA ELLIOTT  

SENIOR VICE PRESIDENT

STEPHEN RUSHER  

SENIOR VICE PRESIDENT
 TOM NEUBERGER 

VICE PRESIDENT
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Executive Insight

Head of Colliers’ Retail Division | United Kingdom

LEADERSHIP

Who were some of your role 
models growing up? 
My mother ran a nursery school and re-
ally had the patience of a saint. My father 
is a retired farmer and remains the most 
honest person I’ve ever known.

What was your first job? 
Working on my father’s farm during 
school holidays. I still love driving tractors.

What impact do you see millennials 
having on retail? 
They will be totally driven by spontane-
ous impulse and convenience. If they 
want something, they will want it now. 
It’s then just a question of how they access 
products.

Ordering the everyday necessities 
will increasingly go online, and instant 
shopping will also be best done this way. 
Amazon Prime can get a product from 
warehouse to customer in less than an 
hour.  

What are new  
industry trends that retailers 
should be aware of? 
The multichannel challenge. Not that long 
ago you just needed a store and a website, 
but now the process of reaching and serv-
ing your target market is so much more 
complex. The blend between physical and 
digital retailing has to be just right—and 
will vary from retailer to retailer.

How do you see globalization 
impacting retail? 
It’s fantastic for retail. People are hungry 
for new brands, new concepts and new 
products. We reached a period toward the 
end of the last century when retailing was 
getting dangerously formulaic with the 
same old faces predominating. It’s great 
to have brands you know and trust, but 

variety is the spice of life, and that is 
what the migration of international 
retailers is creating.

What advice would you give  
a U.S. retailer that wanted to  
enter the U.K. market?
Start in London. It’s a competitive, 
multilayered market but is the ideal 
testing ground for brands that then want to 
further expand into the U.K. and continen-
tal Europe.

As leasing agents at the legendary Carn-
aby Street estate, we’ve been instrumental 
in bringing close to 20 international 
brands to the U.K., and they have shown 
that London is a great place to start.

And, of course I would say this, get a 
good adviser. We’ve seen several brand en-
tries into the U.K. compromised by retail-
ers taking the wrong space in the wrong 
place and on the wrong terms. Good 
advice isn’t cheap, but it’s less expensive 
than making a horrendous mistake.

How do you see technology 
impacting retail in the U.K.?  
Do you think it’s different than 
other countries? 
We all now carry a shopping mall in our 
pockets in the form of a smartphone. 
That’s both the opportunity and the 
challenge across the developed world. 
The U.K. is no exception, and we have 
embraced online retailing probably more 
than any other territory. By the end of the 
decade, 20 pence of every British pound 
spent on retailing will be spent online.

Online portals like Etsy, Pinterest and 
Notonthehighstreet are revolutionizing 
retail. However, some of the virtual busi-
nesses that they give a trading platform to 
will grow up to have worldwide networks 
of physical stores. 

There is a “virtuous circularity” to our 

business, and there will always be a place 
for walking into a store and looking at 
products. It’s fun.

What advice would you give 
to someone just entering the 
business? 
Work hard and network hard. Also, if 
you want to engage with someone, pick 
up the phone or go to see them. Business 
is ultimately a conversation, and some 
of the best opportunities come from 
conversations that started off being about 
something else. 

Email is OK, but it’s very narrow as a 
communication tool, can be quite irritat-
ing, and we all tend to use it too much.

Real estate is a people business: The 
good relationships you develop in your 
early career can be productive for years.

What’s your favorite brand?
As I love to go fly-fishing in my down-
time, I have a particular affinity with 
Hardy; their new range of rods and reels 
are superb, and I’ve already spent far too 
much money on them.

Of the more mainstream brands, I really 
admire Apple and Carphone Warehouse. 
It’s a cliché, but it is truly astonishing 
what they have achieved. Clever people. KL

mark phillipson is head of Colliers 
International’s U.K. Retail Division and is 
also a director in the U.K. Investment Team. 
He has approximately 30 years of experience 
in the sector.
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Mark Phillipson
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Word On the Street WHAT’S DRIVING REAL ESTATE

STEVEN WARSAW
Senior Vice President
Heitman (Chicago)

What are some of the retail trends 
you’re seeing now?
The best retailers recognize that there are 
great benefits to be had by embracing 
technology. A successful model has the 
retailer’s website driving customers to its 
brick-and-mortar stores, and vice versa. 

In addition, the highest-quality malls 

are reinvesting capital in experiential ele-
ments to draw customers to their projects 
and increase the duration of their stays. 
Power centers continue to be generally 
very well occupied. Over the past several 
years, the demand for junior box space 
increased dramatically.
 
How are the individual retail 
sectors performing?
• Groceries: Many of the traditional grocers 

remain relevant and successful, especially 
those who have “upped their game” with 

remodels and new offerings. However, 
specialty grocers such as Whole Foods, 
Sprouts, Trader Joe’s and The Fresh Mar-
ket are now taking a bigger market share. 
Wholesale clubs and other discounters 
are also commanding significant market 
share.

• Restaurants: Having quality restaurant 
offerings has always been important in 
the shopping center business. Today, it’s 
more important than ever and is actu-
ally thought of as an additional anchor. 
Sit-down and fast-casual restaurants that 
feature a great product and good value 
are in tremendous demand. 

• Fitness: Fitness centers, boutique health 
clubs and sporting goods stores are show-
ing significant growth. 

• Fashion: Fast-fashion retailers like H&M, 
Forever 21 and Zara have experienced 
dramatic growth over the past several 

All the Rage. 
Fast-fashion stores  

like Forever 21 (left) and  
value-oriented retailers  

like Nordstrom Rack 
(right) are performing  

well, industry  
leaders say.

By Teresa Kenney

Knowledge Leader asked industry leaders  
across the country about the state of retail  
in the U.S. market. Here’s what they had to say.

Industry Insight
RETAIL
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years. The discount soft-goods retail-
ers such as Nordstrom Rack, the TJX 
concepts and Saks Off 5th continue to 
be extremely active. Athleisure—such as 
Lululemon, Fabletics and Athleta—is a 
relatively small overall component of fash-
ion but has also seen significant growth.

• Furnishings: The home furnishings 
category has been very strong. Restoration 
Hardware, Z Gallerie, Arhaus, West Elm 
and others continue to be extremely active.

BROOKE HARVEY 
Senior Leasing Director
Weingarten Realty (Houston)

How is the retail market 
in the U.S.?
Demand for retail properties from both 
tenants and buyers continues to be 
robust, especially with national and re-
gional players. For mom-and-pop shops, 
activity is slowing, due in large part to 
competitive rents. 

Tenants are more focused on high-
quality assets in areas that have the most 
potential: density, household income, co-
tenancy, proven performance, etc. They 
are willing to pay a premium for these 
environments. But there are still many 
value-oriented tenants seeking B and C 
centers and markets.

 
Which markets in the U.S. are 
performing particularly well?
Weingarten owns and operates shop-
ping centers in 18 states. We find 
that demand for retail space tends to 
be strongest in the coastal markets, 
especially California; Seattle, Wash-
ington; Florida; Greater Washington, 
D.C.; and Texas. All of these markets 
are desirable locations, have excellent 
demographic profiles and have strong 
barriers: geographical/physical, regula-
tory/zoning and density/economic. The 
sectors that are doing well, include:
• Fast-casual restaurants (e.g., Zoës, 

Panera Bread, Modern Market, Urban 
Plates)

• Value-oriented fashion (e.g., Mar-
shalls, Nordstrom Rack, Ross for Less, 

Last Call by Neiman Marcus)
• Fast fashion (e.g., H&M, Topshop, 

Zara, Forever 21) 
• Services such as dental and medical 

clinics, hair salons and eyelash studios

Is the gap between value-oriented 
and full-price concepts shrinking?
I think so, especially with the younger 
generation. They are much less inclined 
to pay for traditional items, in favor of 
spending more on technology, travel and 
entertainment. Accordingly, the top-tier, 
full-price retailers are watching price 
points and becoming more promotional 
to capture customers. 

 
What does the immediate future 
hold for retail?
Through 2017, I expect leasing demand 
to continue to be very strong for anchored 
centers, given the number of retailers seek-
ing quality anchored centers and the lack 
of new development. 

JOEL MAYER
Managing Director, Head of Retail
Rockwood Capital, LLC (Los Angeles)

How is the retail market  
in the U.S.?
While retail property owners have yet to 

see rent growth accelerate at the rates 
experienced in the apartment and of-
fice sectors, retail supply and demand 
fundamentals seem to be as favorable as 
they have been in quite sometime. We 
have seen some recent store closures and 
bankruptcies, but many of these were 
long predicted. Overall, retailer demand 
is steady, even with the rapid growth of 
Internet retailing. Construction activity is 
moderate, and vacancy rates appear to be 
at their lowest point since at least 1980.

Property fundamentals in terms of 
pure data feel sound. At the end of 
2015, CoStar reported an average retail 
vacancy rate of 5.8 percent, down from 
6.1 percent a year earlier. Overall the 
country has not seen supply and demand 
conditions this tight in more than a 
generation. Until the second half of last 
year, CoStar’s aggregate retail vacancy 
rate had never fallen below 6 percent in 
the 35-year history of its data.

Any sectors that are doing 
particularly well, right now?
Everyone is aware of the major changes 
that the Internet has brought on in 
the retail property market. Notably, 
we see reshaping of the physical size of 
the brick-and-mortar store, but also its 
general character and what it actually 
provides for the customer. People now 
head to retail properties as much for 
the social interaction they provide as 
for their products. Retail tenants that 
appeal to today’s consumers increasingly 
are those that offer experiences and/or 
merchandise that are not easily replicable 
via the Internet.

What does the immediate  
future hold for retail?
Some stores are being repurposed as 
people-centric places where customers 
can hang out with friends while eating, 
drinking or browsing. This new, multi-
dimensional store is the in-person, touch-
and-feel-the-merchandise component of 
omni-channel retailing, an increasingly 
popular concept in which retailers provide 
a seamless shopping experience across 
multiple outlets. KL

Home Decor.  
West Elm and other 

home furnishings 
stores are strong  
retail performers.
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Cities to Know QUICK FACTS AND FIGURES

San Francisco + Manhattan + Boston
can all fit within the borders of the city of Detroit,  

which measures 139 square miles.  
Source: blog.thedetroithub.com

N o matter what you call it—Motown, the Motor City, Hockey Town—Detroit is a city on the rise. The 11th-most-
populous metropolitan statistical area in the U.S., its metropolitan statistical area includes Detroit-Warren-Dearborn, Ann 
Arbor, Flint and Monroe, for a total of 6,288.5 square miles. For information on commercial real estate in the Detroit area, 

contact Paul Choukourian at 248.226.1622 or Paul.Choukourian@colliers.com.

Detroit
Knowledge Leader shines a spotlight on the Motor City.

The number of people who call the city of Detroit home.
Source: Detroit Chamber of Commerce

4.2 million+

of total household expenditures 
are spent on retail purchases  
by Detroit consumers.
Source: SitesUSA.com

of retail space is currently under construction 
in the Detroit market, adding to more than 
325 million square feet of existing space. 

Source: CoStar

45.85%

658,967 
square feet
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$12.46/square foot 8.3% from 10.6% 

Tallest hotel

New downtown tenants

Top retail owners  
with Detroit HQs

$12 billion+

Big 3

Average rental rate in the fourth quarter of 2015.
Source: CoStar

Over the past five years, the vacancy rate in the Detroit 
market for all retail properties has dropped from  

10.6 percent to 8.3 percent. 
Source: CoStar

in North America is The Marriott at the Renaissance Center. 
When it opened in 1977, it was the tallest hotel in the world.

Source: meetdetroit.com

»Nike
»John Varvatos
»Under Armour

»Carhartt
»Shinola

»Kit and Ace
»Whole Foods

»Meijer
»Will Leather Goods

»Taubman
»Ramco-Gershenson 

Properties Trust

»Etkin Real Estate Solutions
»Agree Realty Corporation

»Redico

introduced an improved assembly line in Detroit in 1913, 
revolutionizing the auto industry.

Source: meetdetroit.com

1st mile of concrete highway
in the world was built along Detroit’s Woodward Avenue.

Source: michigan.gov

77 new restaurants &  
41 new retail locations

were welcomed to greater downtown Detroit  
between 2013 and 2015.

Source: 7.2 SQ MI

Since 2006, the city of Detroit has experienced more than 
$12 billion in new investments across 150 projects.

Source: Detroit Chamber of Commerce

Metro Detroit is home to the U.S.’s “big three” automakers: 
General Motors, Ford Motor Company and Chrysler. 

Source: michigan.gov

Henry Ford

Source: Crain’s Detroit Business

Source: Colliers International
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Follow the Leader PROFILE IN LEADERSHIP

A Place of Our Own
The Northeast’s leading mixed-use developers  
introduce groundbreaking, placemaking projects. 
By Naomi Tober

W hen developing major 
urban mixed-use projects, 
Peter Sougarides, executive vice 

president of development for Samuels & 
Associates, says the secret to knowing the 
right mix hinges on one thing: listen-
ing. “It’s about talking to a lot of people, 
hearing concepts and business plans, and 
intuition,” he says. 

At Federal Realty, Don Briggs, executive 
vice president of development, explains 
how experience and authenticity, however 
difficult they can be to define, guide his 
approach. “There’s no formula to make a 

place; a sense of place can’t be described 
in words,” he explains. “A ‘place’ has a 
level of authenticity and delivers an expe-
rience. It touches all of your senses with 
the deeper meaning of being there.”

In an era when shopping malls and 
office parks are increasingly becoming 
out-of-touch relics of yesteryear, mixed-
use developments in both urban and 
suburban settings are the new blueprint 
for modern living. The best of them go far 
beyond a pastiche of shops, apartments 
and offices and create new neighborhoods, 
each with its own sense of place. Cases 

in point: Samuels & Associates projects 
in Boston’s Fenway neighborhood, and 
Federal Realty’s Assembly Row and Pike 
& Rose developments in Somerville, 
Massachusetts, and Bethesda, Maryland, 
respectively. The developments are setting 
the standards for denser, more dynamic, 
more human places to be. 

In a Massachusetts Institute of Technol-
ogy report titled “Places in the Making,” 
placemaking is defined as the “deliberate 
shaping of an environment to facilitate 
social interaction and improve a commu-
nity’s quality of life.” When placemaking, 
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the right combination of tenants is cru-
cial. One of Sougarides’ primary consider-
ations is balancing rent payments with the 
right service. He factors in, for example, 
that a first-time restaurant owner with a 
great concept may have a unique pull on 
consumers. In The Fenway, those concepts 
include Tiffani Faison’s Sweet Cheeks 
barbecue and Tiger Mama restaurants. 
Faison was a finalist on the reality televi-
sion series Top Chef. Her unique eateries 
are combined with some larger, main-
stream players—such as a Target and a 
movie theater—for a well-rounded retail 
mix. For Don Briggs, finding this balance 
means first considering the locality: What 
does the market want? What does the 
environment deliver? 

Lina Storm, senior vice president and 
director of marketing at Colliers Interna-
tional, says that strong retail is the cor-
nerstone when building a new mixed-use 
development. “If you have the retail, people 
will come,” she explains. “Retail activates 
the area, and it’s about creating spaces with 
vibrant eateries and breweries, for example, 
where much more is happening than mer-
chandising.” And knowing how to create 
that means understanding what activities 
will draw a community and how to tie it 
all together with a common vision.

Beyond a good tenant mix with strong 
retail components, both Sougarides and 
Briggs point to the spaces between build-
ings as essential to placemaking, with a 
focus on pedestrian traffic and activity. In 
The Fenway, Samuels & Associates cre-
ated new pedestrian-friendly streets with 
wider sidewalks, outdoor seating, green 
spaces and retail fronting as much of the 
building as possible. In one instance, they 
turned an alleyway into an inviting street 
leading to Fenway Park and lined with 
restaurants, cafes and retail. 

As Briggs explains, the efforts to 
engineer the “spaces between” at a new 
development tie back to how “people are 
craving a real experience with another hu-
man being.” He adds that millennials in 
particular want communal spaces where 
what he calls “humane” contacts are 
possible. In contrast to shopping malls, 
which are transactional environments, 

these spaces make people feel comfortable 
and are the right scale for human contact, 
creating opportunities for more authentic 
experiences of community. 

Briggs also identifies public transit as a 
key component of a new place. He says, 
“Transit allows for more density and 
helps us to capture demand we wouldn’t 
otherwise be able to.” He credits landing 
an 800,000-square-foot office tenant spe-
cifically to the orange-line T stop recently 
built at Assembly Row. 

Ultimately, Sougarides, Briggs and other 
placemaking developers aim to create 
neighborhoods where people want to be. 
To this end, one of Sougarides’ consider-
ations with his team is creating a vibrant 
mix that supports 18–20 hours of activity 
a day. As Briggs summarizes, “The trends 
are in creating amenity-rich environments 
that allow its users to thrive within it, 
think human or social scale—versus cre-
ating an environment that is built solely 
for transaction.”

So, what is the litmus test to know when 
a development has officially become a 
“place”? Referring to a recent occurrence 
at Assembly Row, Briggs notes, “You 
know you’ve created a space when the 
community comes in, of their own ac-
cord, and plays bocce in the park.” KL

In contrast to 
shopping malls,  

which are 
transactional 

environments, 
these spaces 

make people feel 
comfortable and 

are the right scale  
for human 

contact, creating 
opportunities for 
more authentic 

experiences  
of community. 

Local Hangout. Federal Realty’s Assembly Row (opposite page and above) in Somerville, Massachusetts, 
is an amenity-rich environment that encourages the community to come together. 
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W hen kitchen retailer 
Sur La Table upgraded its 
online offerings, the company’s 

e-commerce team did some creative 
thinking. Customers could already easily 
browse the website to see if the latest Le 
Creuset stockpot would adequately cook 
a dinner-party-size stew—and look good 
on the stovetop while doing it. But what 
if they could find that stew recipe without 
leaving the site, or see what the plates 
they’re serving it on might look like on 
the table, paired with the right cutlery, 
glassware and linens?

So the company began offering recipes (it 
already had cooking class listings at Sur La 
Table locations), and is planning a feature 

called “mix and match,” which would let 
customers accessorize a table setting and 
purchase those items right on the site.

No longer can e-retailers—whether 
they’re first and foremost a brick-and-mor-
tar store with a website or an online-only 
company—simply offer up the goods with 
basic information. They need to respond 
to customer habits, which are in large 
part driven by available technology such 
as smartphones and tablets. According to 
a 2014 Hartman Group study on smart-
phone users, approximately 67 percent of 
adults who are online use a smartphone, 
and mobile users are 60 percent more likely 
than non-smartphone owners to post regu-
larly on social networks. And a 2013 study 

by Google Shopper Marketing Agency 
Council and M/A/R/C Research found 
that 79 percent of smartphone owners are 
smartphone shoppers, and 84 percent of 
smartphone shoppers use their devices to 
help shop while in a store. 

“Consumers today are far more informed 
than ever before. They have greater access 
to information and conduct more research 
prior to making a purchase,” says Ginger 
Bower, vice president of voice of the cus-
tomer at Overstock, an online retailer based 
in Salt Lake City, Utah, that sells a broad 
range of products at low prices, including 
furniture, electronics, clothing and jewelry. 

“Shopping online is shifting quickly to 
mobile and the ‘always-on’ consumer,” says 

Technology WHAT DOES THE FUTURE HOLD?

By Niki Stojnic

The online shopping experience continues to evolve. 
The ‘Always-On’ Consumer
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Bower. “The big shift in e-commerce has 
been the evolution of personalization and 
recommendations. Merchants today are 
able to serve up an assortment [of products] 
based on a consumer’s habits and interests.” 

For Overstock, this means that custom-
ers have the option of searching for items 
by themes that speak to their lifestyles, 
as well as by traditional categories (e.g., 
bedding, bath, etc.). The company groups 
items under creative ideas such as “Main 
Street Revolution,” which includes prod-
ucts from smaller, local, retailers across 
the country, or “Spring Projects,” where 
customers can find accessories related to 
spring cleaning and organizational tasks. 

Bower adds, “The increasing consumer 
appetite for information has created 
a large demand for product reviews. 
E-commerce merchants have had to get 
creative in figuring out ways to encourage 
peer-to-peer reviews in the absence of a 
store assistant.”

At Sur La Table, that manifests as a 
feature called “What’s Hot,” which links 
to a Pinterest-style page of items called out 
with quotes from customers about why 
they bought the item they did—sort of a 
Reader’s Digest of user reviews, which you 
can then post to your Facebook page, pin to 
your Pinterest board, or tweet to followers.

Watching videos is another smartphone 
and Internet user habit that companies 
are using to their advantage. According 
to Cisco, 69 percent of consumer Internet 
traffic will be video-driven by 2017. That’s 
the thinking behind MikMak, a startup 
aimed partly at Vine-obsessed (a video-
sharing app) millennials that launched 
last year. It produces snappy, 30-second 

online videos advertising products that 
include gadgets, home goods, accessories 
and beauty products—think the Home 
Shopping Network or an infomercial, but 
for your smartphone.  

All of these approaches—from added 
content to video to reviews—are at-
tempting to tackle what Bower calls the 
biggest e-commerce challenge: “Taking 
anxiety out of the purchase decision 
when a consumer can’t touch nor see the 
merchandise firsthand.”

Some e-retailers get around that another 
way. In 2010, New York City–based 
Warby Parker began producing trendy 
and durable eyewear. The company sold 
its products online at a fraction of the cost 
of glasses sold at traditional optical shops. 
Customers can choose as many as five 
trial frames at a time to try for five days, 
with the frames shipped and returned 
for free. In that time, customers can use 
social media to solicit feedback from com-
pany reps as well as other customers by 
sharing photos of themselves wearing the 
frames on Instagram, Twitter or Facebook 
and adding a hashtag. 

Warby Parker is leading another trend: 
online businesses translating into offline 
shops. It now has 27 retail stores, which 
the company says so far have only seemed 
to boost e-commerce sales (still the major-
ity of its business). Ninety percent of cus-
tomers who shop in the stores have visited 
the website, and many of those will make 
a second or third purchase online. 

Other businesses have followed suit, 
such as Montreal-based online menswear 
retailer Frank & Oak, now with retail 
locations across Canada and planned 
pop-up shops in the U.S. Amazon, 
the ultimate online purveyor of, well, 
everything, recently opened a bookstore 
in its hometown of Seattle, with another 
planned in San Diego.

E-commerce is shifting rapidly to serve 
customers’ changing shopping habits, and 
customer habits, in turn, are being shaped 
by all the tools available to customers, 
from smartphones to apps and websites 
that increasingly customize content and 
products. Says Bower, the “always-on” 
consumer is a trend across generations. KL

All of these approaches—from added 
content to video to reviews—are 
attempting to tackle what one expert 
calls the biggest e-commerce challenge: 
“Taking anxiety out of the purchase 
decision when a consumer can’t touch 
nor see the merchandise firsthand.”

S
f

Social Shopping. The new startup  
MikMak rethinks the Home 

Shopping Network for Vine-obsessed 
millennials, using clever short videos 

to hawk wares via its 
smartphone app.
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T he retail sector is chang-
ing. Again. Positioned at the 
crossroads of fashion, economics, 

demographics and geography, retail has 
always been the most dynamic of the 
property sectors. But the current transfor-
mation has been particularly swift and wide 
ranging. Technology has both enabled and 
encouraged new retailing business models 
at the same time that financial conditions 
have forced households to deleverage and 
rethink their shopping habits, changing 
how, where and how often they shop. This 
creates myriad challenges for the incumbent 
players stuck in old operating modes, as 
well as abundant opportunities for new and 
existing players bold enough to innovate.

No challenge is more significant than 
shoppers’ embrace of digital products 
and e-commerce at the expense of 
physical products purchased in brick-
and-mortar stores. Households are also 
spending relatively less on retail goods 
and more on services, such as education, 
health care and housing. 

Thus it is that the retail sector, unique 
among the major property sectors, is still 
struggling to regain its former strength, 
suffering highly elevated vacancies and 
lack of broad-based rent growth, even 
though economic recovery from the Great 
Recession is now virtually complete. With 
fewer goods and services being purchased 
in retail centers, the need for shopping 
center space is reduced. Our country was 
drowning in too much retail space even 
before the recession, and now e-commerce 
and shifting consumer-spending patterns 

have rendered even more space 
unsupportable. More challenging 
still: Much of the existing stock of 
stores and retail centers is obsolete 
or at least outdated and in need 
of a refresh to meet changing 
consumer preferences. 

And yet, opportunities still 
abound for retailers and retail 
property owners that can adapt.

Variety Is the Spice of Life
The physical retailing world is finding it 
increasingly difficult to beat the Internet on 
price, selection and convenience. To suc-
ceed, retail centers must play to their natu-
ral strengths. They have long been centers 
of social interaction as well as commerce. 
While the Internet certainly offers virtual 
connection, true social interaction occurs in 
physical places. Successful shopping centers 
are now learning what vibrant urban retail 
districts have long known: Shoppers come 
for the goods and stay for the services.

Shopping centers are reducing the space 
devoted to traditional retail goods while 
increasing the amount and variety of 
experiential space: restaurants, entertain-
ment venues, spas, fitness studios and 
coffeehouses and bars. In the right center, 
educational and medical uses also may 
make sense. And nontraditional food 
uses, such as food halls and specialty gro-
cers, are entering retail centers and urban 
districts as never before.

The goal is to provide shoppers with a 
diverse set of reasons to come, shop, play 
and stay. 

Competing with E-commerce
The vitality of dynamic shopping districts 
and malls extend right into the stores 
themselves. The most successful retailers 
are seamlessly blending the best aspects of 
digital and physical to deliver better expe-
riences for shoppers and better econom-
ics for the stores. Retailers must deliver 
distinct and exciting new experiences. 
This might include bringing food uses 
right into the stores, much like traditional 
department stores; leveraging mobile 
technology to deliver customized offers 
to shoppers; and introducing new virtual 
technology into dressing rooms. Stores are 
experimenting with social events orga-
nized around shopping. We can anticipate 
many false starts along with the winning 
ideas, but relentless competition from 
online-only retailers demands that physi-
cal retailers keep pushing the boundaries.

All of these improvements cost money, 
of course, but done well, these investments 
can pay big dividends. Physical stores con-
vert a much higher share of their visitors 
into paying customers compared to online 
retailers, and also encourage much more 
impulse shopping. These tendencies are 

Changing Times
Opportunities abound—but  
retail must learn to adapt. 
By Andrew Nelson

Economy Matters INSIGHTS AND IMPACTSIGHTS AND IMPACTS

Andrew Nelson
Chief Economist | USA 

Colliers International
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enhanced by the right in-store technology 
and strategies to keep customers shopping 
longer. Moreover, leading chains realize 
that omnichannel strategies are more than 
today’s buzzy business jargon: physical 
retailers with effective online offerings 
outsell pure bricks-and-mortar stores, 
while online retailers can enhance their 
brand with strategic physical stores.

Changing Demographics  
and Geographies 
An old adage in retailing suggests that 
store locations “follow the rooftops.” 
During the exuberance of the 1990s and 
early 2000s, however, developers and 
retailers alike got ahead of themselves, 
building and occupying retail space built 
in anticipation of a population base that 
never materialized. So we built a lot of 
unnecessary shopping centers and many 
chains overexpanded. 

But the underlying premise still holds: 
Growing populations support more retail 
space. And here’s the good news: Despite 
a slowdown during the recession and its 
immediate aftermath, the U.S. population 
is expanding by almost 1 percent annu-

ally. This is a distinct advantage over most 
other developed nations, which are seeing 
much slower growth or even declining 
populations. Our growth is both organic 
(babies) and imported (immigration). The 
net result is expanding markets for retail-
ers. But not all regions are alike. The West 
and South are growing four times faster 
than the Northeast and Midwest and so 
offer much richer market potential.

More good news: Urban markets still 
represent a relatively underserved seg-
ment. While many chains and developers 
were overcommitting to saturated sub-
urban markets, they failed to recognize 
that the rules were changing. Counting 
rooftops works well in growing suburban 
markets, but understates market potential 
in downtown areas increasingly preferred 
by many groups, but especially millenni-
als. Urban retail presents unique challeng-
es, namely available storefronts often don’t 
fit the normal mold and are expensive. 
But the rewards are denser customer bases 
and more limited competition.

Our nation is growing differentially in 

other ways, too. The white population is 
barely growing, while Hispanic and Asian 
populations are soaring. Single-person 
households are far outpacing traditional 
married-with-children households. All of 
which create opportunities and challenges 
for the retail sector.

Final Thoughts
Half a century ago, urban residents left 
cities to settle in suburbs, prompting the 
emergence of malls. Now, urban areas are 
growing again and suburbs are becoming 
more ethnically diverse. And technology 
is changing just about everything to do 
with how and where we shop. Retailers 
must adapt.

The process will be bumpy. Chains will 
close outmoded stores in nonstrategic loca-
tions at the same time they open stores in 
new locations following new prototypes. 
Formerly high-flying chains will disappear, 
replaced by new players with better ideas. 
Whole categories of retail goods migrate 
from brick-and-mortar stores to online 
retailers, and then the products themselves 
are digitized. One thing is for sure: No one 
gets to stand still. KL

Social Shopping. Successful retailers blend 
the best aspects of digital and physical to 

deliver better experiences for shoppers and 
better economics for the stores.
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The Next Generation of Shoppers
Millennials are an economic force to be reckoned with.
By Aimee Val

Trending WHAT’S NEW FOR BUSINESS

W ith a collective eye roll, 
millennials have become the 
poster children for the demise 

of the work ethic. Called highly entitled, 
whiny and an ungrateful segment behind 
doors and in the media, there is seemingly 
endless speculation surrounding how 
millennials got this way, and whose fault 
it is. Typecast as financially dependent 
teens, they can’t seem to shake this label 
of irresponsibility and immaturity.

Despite the bad rap, the more than 80 
million millennials born between 1980 
and 2000 in the United States represent 
an astounding economic opportunity for 
retailers. Millennials are not just jobless 

college graduates living in their parents’ 
basements, encumbered with debt. Some 
are still teenagers. Some are wives, hus-
bands and parents. Some are high-earning 
professionals. Some own their own homes. 
Millennials are savvy consumers, early 
tech adopters, fearless self-promoters and 
a $600 billion economic force to be reck-
oned with annually. Criticize and ridicule 
all you want, this is a group of influencers 
that is shaping a new era of retailing.

As the 20th century’s last generation 
and its first “digital natives,” millennials 
are currently outnumbering baby boom-
ers (born between 1946 and 1964) and 
are three times the size of Generation X 

(those born between 1965 and 1976).  
Research has shown that millennials 

significantly influence the buying deci-
sions of their parents, and not the other 
way around. According to a study con-
ducted by Influence Central, 74 percent 
of millennials say they frequently act as 
consultants for their parents’ technology 
purchases, making recommendations on 
the latest apps, smartphones and tablets. 
Marketers don’t often think about the 
millennials’ vast influence over their par-
ents’ purchasing decisions when attempt-
ing to reach this demographic. 

With the sheer size and buying power of 
the millennial generation, retailers have to 
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continually ask themselves how to get and 
keep their attention. 

Millennials currently range in age from 
16 to 36, and as such, there are divisions 
in their shopping and buying habits due 
to the tremendous disparity in life stages 
that occurs in those 20 years (gradu-
ates versus students, kids versus no kids, 
married versus unmarried). It seems that 
a critical first step to targeting this age 
group and its spending power is to iden-
tify the trends and shopping habits that 
seem to occur across the board regardless 
of where they are in life.  

It’s All About the Experience
Millennials at all life stages are experts 
at value-shopping for products, and this 
means using the Internet to their advan-
tage. This does not, however, mean they 
only purchase products online. 

According to Accenture’s global market 
research study on the shopping behaviors 
of millennials, this segment still very much 
appreciates a traditional brick-and-mortar 
shopping experience. In fact, according to 
the study, 82 percent of them prefer visit-
ing a physical store. The ability to see and 
touch products is very important. Howev-
er, the prevalence of smartphones has given 
birth to a technique called “showrooming,” 
whereby the shopper examines merchan-
dise in the store while simultaneously price 
shopping the item online. 

In-store retailers have to work much 
harder for every sale as the competition 
is exponentially more intense. According 
to the Accenture study, “One challenge 
for retailers is the millennials’ seemingly 
omniscient grasp of prices and promo-
tions, which this generation expects to be 
the same in stores as they are online.”

The question retailers should be asking 
themselves is: Once you get them in the 
store, how do you keep them there?

A study conducted in joint partnership 
between Service Management Group, the 
Boston Consulting Group and Barkley 
identified just how important the overall 
shopping experience is to a millen-
nial. Women, in particular, want to be 
entertained while they shop. The atmo-
sphere needs to be fun and energetic, with 

unique product offerings. The study noted 
that nearly 30 percent of millennials place 
a very high value on in-store music to 
their overall experience.

Show Them the ‘Like’
Millennials of all ages like to share—any-
thing and everything—at all hours, in 
any location. They consume and contrib-
ute more Web content than any other age 
group, interacting not only with friends 
and family, but with retailers as well. 
They make many decisions, both small 
and large, by crowdsourcing within their 
online communities. They want brands 
to court them actively, but they view 
Facebook and other social sites differently 
than many marketers may assume.

Millennials don’t “like” a retailer on Face-
book because they think that retailer is cool 
or hip. The millennial-retailer relationship 
is largely transactional versus emotional, 
with the ultimate goal of scoring a deal. 
Said one millennial in the Accenture study, 
“I would have to be pretty emotionally 
moved to just ‘like’ a retailer for no reason.” 
In fact, the study showed that only 28 
percent of millennials will make a purchase 

based on a social media recommendation. 
Retailers must find a way to become 

a regular part of millennials’ conversa-
tions through special offers, coupons and 
product updates. This is a loyal group of 
consumers when they feel like they are 
getting attention from their brands.   

Shaping the Economy  
for Years to Come
Although they are already impacting 
retailing more than any other popula-
tion segment, millennials will truly come 
into their own by 2020 when Accenture 
predicts their spending in the United States 
will grow to $1.4 trillion annually and 
represent 30 percent of retail sales. Millen-
nials are entering the home-buying market 
in record numbers, eating in restaurants far 
more often than non-millennials, and stay-
ing at jobs longer than their Generation X 
counterparts did at the same age.  

Millennials are demanding our respect. 
They are taking over the world, while 
perched on a barstool in their two-
bedroom condo in an emerging neighbor-
hood. Not from the plaid couch in their 
parents’ basement. KL 

“One challenge for retailers is the 
millennials’ seemingly omniscient 
grasp of prices and promotions,  
which this generation expects to be  
the same in stores as they are online.”
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Shop 
Talk

TWO OF THE INDUSTRY’S  

TOP TALENTS DISCUSS HOW 

THEY CREATE RETAIL CENTERS 

THAT WORK—FOR THE 

COMMUNITY, THE RETAILERS 

AND THEIR INVESTMENT.

BY TERESA KENNEY
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When choosing a retail mix for a new project,  
what types of data do you look at?
SQ: Retail is a part of our overall project mix. Although we may be 
looking at the best retail choices for a center like FIGat7th in LA 
or Brookfield Place in New York, it is in the context or through the 
lens of what’s going on across our other holdings in the area, such 
as office or multifamily. So, we spend a lot of time thinking about 
what types of retail would appeal to those other tenants and make 
sure that the retail that we build is additive to the overall feeling of 
the much larger project. 

DJ: We’ll also look at sales productivity of merchants and category 
sales productivity. We’ll look at the data from a very fundamental 
basis: the demographics, the demographic trends, the economic 
indicators and housing. We’ll do a merchandise void analysis—
what’s not there that should be there—and we’ll use ethnographic 
or mind-set research to look at the consumer through a behavioral 
lens. Because demographically, Prince Charles and Ozzy Osbourne 
may be the same, but their lifestyles are very different. 

The merchandise mix is an evolution. You have to constantly take 
these same fundamentals and revisit them to make sure that you are 
providing that sweet spot of fulfillment of needs and lifestyle. As 
long-term holders of real estate, we frequently revaluate our mix and 
reinvest in targeted market research to identify lifestyle changes.

SQ: Sometimes there are the hard solutions that you know are the 
right decisions for the center, but you may have to forgo some in-
come in the short run to get the tenants that you really want that 
will move your center in the right way. You could have made a 
higher per-square-foot number by doing a bank deal, for example, 
but it’s just not going to do the same thing for your center as that 
cool, hip retailer would. 

How often do you step back and relook at the mix?
DJ: At a minimum, we are going to look at it annually, but 
quarterly we are taking a deep dive. Among the things that have 
influenced our merchandise decisions recently are national retail-
ers who have really productive loyalty clubs—such as Ulta and 

DSW—because it is very targeted marketing. Loyalty drives an 
increase in shopping trips and expenditures. In addition, these 
types of merchants provide a quasi-marketing fund for the entire 
shopping center to benefit from. 

What are some considerations you take into account 
when creating a retail space that may be surprising?
DJ: People probably see merchandise mix and leasing as a formula: 
You have this percentage of gross leasable area devoted to anchors, 
to small shops and to food. And while there are some guidelines 
to make sure that we have a diversified mix of uses in terms of 
risk management and consumer appeal, it truly is a community-
inspired endeavor. We are looking through research, focus groups, 
personal relationships and public-private partnerships to create 
something that will be embraced by the community. We want it to 
feel and be contextual in the community that it serves. 

SQ: We have a lot of main-street retail that is attached at the base 
of our office buildings. As people pass by, they tend to recognize 

R ecently, Knowledge Leader was fortunate enough to 
sit down with two of the retail industry’s most well-
respected leaders: Brookfield Property Partners’ 
executive vice president of asset management,  
Sara Queen, and Federal Realty Investment Trust’s 

vice president of asset management, Deirdre Johnson. Queen and 
Johnson generously shared with us their insights and best practices.

SARA QUEEN
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your building by what they are seeing on the street. Those stores 
are a reflection of how people perceive your much larger office 
investment. So we want to make sure that those retail tenants are 
supporting what we are trying to do upstairs, if you will. 

What are some of the “soft” factors  
that come into play when designing a project?
SQ: There is definitely some art to designing a retail center. We 
spend a lot of time thinking about our retail centers as the focal 
point of the neighborhood. That it’s not just a place to go pick up a 
tie or a new shirt. It’s a place that, you might say to a friend, ‘Let’s 
go grab something to eat, maybe there’s an interesting performance 
being staged and maybe there’s a jazz vocalist singing.’ There is 
always something going on that’s pulling you back in. You want to 
create as many touch points as possible for your various constitu-
ents so that they are exploring different parts of the center every 
time they visit and feel like it’s very much theirs.

DJ: The most valuable asset that any of us have is our time. When 
people come on to the project, we want to make sure that there is 
a mix of uses that provide them with the things that they need. 
We want their trip to be a great experience with unexpected joys, 
and we want their access to be efficient and easy. 

How do you incorporate the  
community into your projects?
DJ: At Bethesda Row in Maryland, we created a rooftop vegetable 
garden on the Equinox Fitness Club building. The garden is a 
partnership with the restaurant Jaleo, with half of the harvest going 
to the restaurant and half sold within the community. At Assembly 
Row, we are working with Audi and the mayor of Somerville, Mas-
sachusetts, to look at the future impact of driverless cars. One of 
our core values as a company is thought leadership. Not only are we 
looking at what’s happening in the community today, but also years 
from now and for how we evolve our shopping centers to be dialed 
into those community core values. 

SQ: We have a very active arts and events program at both 
FIGat7th and Brookfield Place. We present more than 250 arts and 
events programs a year. One of our more successful projects we do 
each year is called Canstruction. Different groups, such as architec-
tural firms, build large sculptures out of cans of food—last year we 

had a giant Bugs Bunny and Pac Man. The works are on display for 
the two weeks leading up to Thanksgiving. All of the cans are then 
donated to City Harvest and distributed in holiday food baskets. 
Another example of community involvement is after Hurricane 
Sandy, when we provided two floors of office space free of charge to 
nonprofits and small businesses who had been displaced.

Who on your teams are involved in determining  
the retail mix and look and feel of projects?
DJ: Who isn’t on the team? In addition to the people you expect—
development, construction, marketing, leasing—we also bring the 
community into the process. We look to mayors, city councils and 
economic development partners to inform us. At Pentagon Row, we 
took to Facebook and our email blast list to ask about the ice rink 
that has been at the property for nearly 10 years. We asked: Do you 
love the rink? What would you change? Through social media, you 
are able to have a constant conversation with your consumer that 
you were never able to have before. We actually expanded the ice 
rink based on the feedback that we received.

SQ: In addition to the usual suspects in a collaborative effort, I 
would also put in asset management. We’ve also used a healthy mix 
of outside consultants. I think one of the things that actually works 
well for us is that we are not all retailers, but we all have opinions. 
The mix brings a nice perspective and openness to the process. 

Talk about some of the incubator spaces  
you’ve incorporated into your projects.
DJ: When people think about incubator spaces, they typically 
think of long-standing empty spaces that you want to activate with 
a temporary tenant. However, we are approaching them in two 
ways. One is bringing first-to-market tenants to some of our best 
projects and making a capital investment in the construction of 
their stores. Although these concepts pose a little bit higher risk, 
they are paying dividends by bringing Internet companies to bricks 
and mortar or by adding a new dimension to the merchandise mix 
and consumer experience. We’re also piloting a tenant mentorship 
program at Rockville Town Square. We pair our less experienced 
retailers—those that we think are worth an additional invest-
ment—with a consultant. The consultant works with them on 
marketing, social media and converting foot traffic to sales. 

SQ: It goes back to keeping your retail mix interesting and excit-
ing. You have to mix it up with tenants that are a little riskier. 
There is a really cool tenant called The New Stand at Brookfield 
Place. They change their look during the day based on what you 
are looking for at that point in time. So in the morning it will 
be focused on newspapers, and late afternoon it’s ice coffees and 
books. Every time you walk by, it’s a little different and draws 
you in with new products and brands. So finding people who are 
doing interesting things like that, who are responsive to the cus-
tomer base and helping them grow and develop their businesses is 
something that we look for. KL

DEIRDRE JOHNSON



Embarcadero Center. 
A recent project at the San Francisco  
retail and office property created 
urban patio spaces with comfortable 
furniture, creative landscaping 
and free Wi-Fi, where tenants and 
visitors can relax or do business.  



It’s All 
Here
BOSTON PROPERTIES BLENDS  
AMENITIES AND DESTINATION 
RETAIL WITH OFFICE PROPERTIES.
By Ron Engeldinger
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The company has been successful in 
merging high-quality retail enterprises 
into its office properties.

A fully integrated, self-administered, 
and self-managed real estate investment 
trust (REIT), Boston Properties was 
founded in 1970 and is now one of the 
largest owners, developers, redevelopers, 
operators and managers of Class A office 
space in the United States. Its properties 
are concentrated in four markets: Boston, 
San Francisco, Washington, D.C., and 
New York. While office space makes 
up the majority of its portfolio, it also 
includes one hotel, three residential com-
munities and four retail properties.

The company has found success by 
blending amenities and destination retail 
offerings in their buildings. The retail 
component both supports the office con-
stituents and also attracts a larger clientele. 
Urban centers such as the Prudential Cen-
ter in Boston and Embarcadero Center in 
San Francisco illustrate this philosophy.

Erin McNamara, Boston Properties’ 
leasing manager, explains that Embar-
cadero Center is an excellent example of 
the company providing a successful retail 
mix to accompany the office occupants. 
Four office towers with three intercon-
nected shopping levels feature more than 
70 retail outlets. “Amenities are important 
to us. Retail is the front door to the office 
towers and a significant part of the mix,” 
explains McNamara.

For the company’s properties in San 
Francisco, retail development always occurs 
in conjunction with the much larger office 
development. Amenities for the office 

tenants are the first and foremost priority. 
McNamara explains that at Embarcadero 
Center, the tagline is “It’s all here. You can 
get all your errands done without leaving 
the center.” Full-service and fast-casual 
restaurants, fitness, fashion, and services 
such as shoeshining, dry cleaning and hair 
salons are all part of the mix.

At the same time, Boston Properties is 
developing an urban center that will attract 
visitors who come specifically for the retail. 
At Embarcadero Center, “We are amenity-
driven, but with 300,000 square feet of 
retail space and about 120,000 profes-
sionals working within three blocks of 
the center, we want to create a destination 
as well,” McNamara says. The company 
targets both national and local retail busi-
nesses, but strives to ensure that the retail 
is appropriate for the location.

McNamara explains that it creates syn-
ergies with retail zones located through-
out the center. One area features shops 
offering services and apparel targeted 
toward men. Another section features 
women’s services that include everything 
from specialty fitness classes and bridal 
services to a high-end nail salon and spa. 
The food segment includes seven full-ser-
vice restaurants and several quick-service 
operations. The second and third levels 
of the center have space for professional 
services, such as a medical center, dental 
offices and chiropractor services.

With a dual goal of providing service 
to the tenants and becoming a regional 
destination, Embarcadero Center has 
developed a variety of events that are 
designed to draw public participation but 
are also of interest to the tenants. 

A wellness fair tying together all the 
health and fitness operators has become 
a popular event. A winter carnival and 
holiday lighting event kicks off the 
holiday season. A “Plated Series” features 
presentations, demonstrations and classes 
showcasing local and national celebrity 
chefs. Throughout the year, the center 
hosts sidewalk sales and seasonal events. 

Boston Properties’ philosophy is to con-
tinue to invest in the physical appearance 
of its locations. McNamara explains, “A 
few years ago, we went through a major 
capital project at Embarcadero Center, 
and it was a huge success.” The project 
focused on updating the common areas 
throughout the retail space. 

It created urban patio spaces with 
luxurious wood finishes, comfortable 
furniture and creative landscaping. Free 
Wi-Fi was installed throughout the retail 

ERIN MCNAMARA,  
BOSTON PROPERTIES’ LEASING MANAGER

“We are amenity-
driven, but with 
300,000 square 

feet of retail space 
and about 120,000 

professionals 
working within three 

blocks of the center, 
we want to create a 

destination as well.”
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spaces. This allows tenants and visitors 
the opportunity to take advantage of the 
patio spaces for relaxation and business. 
Updated technology includes a media 
center with a large-screen television that 
streams news. Touch-screen directories 
and improved signage serve to enhance 
the visitor experience in the retail sectors.

When selecting retail for a particular 
property, McNamara says, “the retail mix 
is very site specific.” Food is always a key 
component and does well across all proper-
ties. Smaller office properties may have only 
a few retail spaces, and those would primar-
ily be convenience food and coffee outlets. 
Some national accounts, particularly ap-
parel, fit well at larger properties across the 
country, but much of the retail offerings are 
tailored to the needs of a particular facility’s 
tenants and the local clientele.

The company carefully considers the 
retail component when developing new 
properties. It takes anywhere from three 
months to as long as a year to select the 
retail tenants. “We’d rather wait for a 
quality tenant than jump on the first one 
that shows interest,” explains McNamara. 
The goal is to identify potential retail 
tenants that are compatible with the char-
acter and quality of the office tenants. 

Careful thought also goes into decisions 
about adding or varying retail partners 

in existing properties. “We look at what 
types of retail and what specific brands 
will fill in the gaps,” says McNamara. 
“We are currently looking at adding 
national anchor stores to the mix.”

As for the future, the company wants 
to continue to develop more destina-
tion features. “We are always looking 
for unique uses that will add value to 
the project,” explains McNamara. One 
newly updated venue at Embarcadero 
Center is Landmark Cinema. Show-
ing only independent films, the cinema 
recently completed a major overhaul and 
now offers guests a deluxe experience 
with luxurious seating and high-quality 
food and beverages. She notes that “the 
overhaul has been a great success.”

Inhabited mainly by technology com-
panies, the properties at 680 and 690 
Folsom in San Francisco are an example 
of Boston Properties’ philosophy of 
matching retail to the tenant popula-
tion. The company is adding new food 
concepts that should be attractive to the 
technology-minded crowd. These unique 

concepts fit with the character of the 
tenant mix while creating a destination to 
attract a similar demographic. 

A soon-to-open attraction is Spin, a 
new addition to the 690 Folsom property. 
Spin is a pingpong social club that started 
in New York City. It offers a full-service 
bar and dining plus pingpong tables for a 
unique experience. Well-known DJs and 
fun pingpong events provide a hip, urban 
vibe. This is Spin’s first San Francisco loca-
tion, and McNamara expects it to generate 
a lot of excitement within the tenant com-
munity and as a unique destination attract-
ing visitors from all across the Bay Area. 

A group called Atlas has developed a 
new dining concept with an outlet that 
will soon join the tenant roster at the 
nearby 680 Folsom property. Featuring 
a fully automated robotic burger-making 
machine, the operation brings a revolu-
tionary high-tech approach to the world 
of quick-service restaurants.

It’s clear that to deliver Class A office 
space, a developer has to think beyond the 
cubicle and the corner office to the overall 
experience for the tenant and neighbor-
hood as a whole. Boston Properties is 
one developer that takes that experience 
seriously, offering innovative retailers and 
in-demand services, strategic thinking 
and a community-based vision. KL

Boston in San Francisco. Top left: Boston 
Properties’ 690 Folsom property will house Spin, 
a pingpong social club. Top right and bottom row: 
Restaurants and retail mix shoppers with office 
workers at Embarcadero Center.



THINKING OF INVESTING IN CANADA? NOW IS  
THE PERFECT TIME TO MAKE YOUR MOVE.

by Sarah Goulding

ALL SIGNS

Vancouver. Among 140 cities 
surveyed, Vancouver is the third-
most livable city in the world. 



POINT NORTH

Toronto. Among 140 cities 
surveyed, Toronto is the fourth-
most livable city in the world. 
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Last year, foreign direct investment peaked in the third quarter 
of 2015 at $31.4 billion, coinciding with a drop in the Canadian 
dollar in July to US$0.77. Looking at the commercial real estate 
market, total sales volume by foreign investors also peaked in the 
fourth quarter of 2015, totaling CDN$736.3 million, a signifi-
cant increase from the fourth quarter of 2014 when sales volume 
reached $537.3 million. 

With the Bank of Canada reporting a low of US$0.69 in 
January, the Canadian dollar has recovered slightly to US$0.78. 
The low loonie has attracted interest from foreign investors who 
are looking to enter the market while there 
is a cost advantage. In the past six months, 
inbound commercial real estate investment 
activity has totaled US$1.6 billion, a 385 per-
cent increase since last year, according to Real 
Capital Analytics. The United States, China 
and Europe have been the main sources of in-
ternational investment activity, with the highly 
sought after markets of Toronto and Vancou-
ver being targeted. The strong demand from 
both local and international buyers will boost 
competition for premium assets this year.

Canada’s Domestic Economy  
Dependent on Oil?
There’s been plenty written about Canada’s 
exposure to the downturn in oil prices and 
the resulting plunge in the Canadian dollar. 
Canada has the third-largest oil reserves in 
the world and with the price of oil refusing 
to budge, you can continue to expect a lower 
Canadian dollar. However, Canada’s service 
sector accounts for approximately 70 percent 
of gross domestic product (GDP); therefore, 
Canada’s economy remains stable due to its 
strong financial, business and real estate ser-
vices industries. Other big economic drivers in 
Canada are its manufacturing, agriculture and 
export sectors.

The Upside: Canada, a Haven for Foreign Investors
Even in the face of current economic challenges brought on by 
deteriorating oil prices, Canada is still considered to be a safe 
place to invest. Global uncertainty has resulted in foreign inves-
tors seeking more stable markets; this trend is particularly evident 
in China, where capital outflows reached a record $159 billion 
in the month of December, according to Bloomberg News. The 
plunge in the Canadian dollar has boosted the attractiveness of 
Canadian real estate assets to foreigners looking to park their 
capital in a safe place. Investors are bidding for trophy assets that 

have low vacancies and a proven track record in 
revenue-generating performance. 

True North Strong and Free
Global uncertainty and further weakening of 
the Canadian dollar continue to shine a beacon 
on Canadian real estate assets. But what else is 
fueling interest? Here are just a few reasons why 
Canada is a good place to invest in this year:

An Economy to Bank On 
Canada ranks number 13 out of 144 economies 
on the World Economic Forum’s Global Com-
petitiveness Index 2015–2016, moving up from 
its 15th position in the 2014 ranking. Canada’s 
competitiveness has been fueled by its strong 
financial market development, ranking first for 
having the soundest banking system.

Canada’s Got Talent
Canada ranks fourth in the world and first 
in North America for economies successfully 
developing and leveraging their human capital, 
according to the World Economic Forum’s Hu-
man Capital Report for 2015. Compared to its 
U.S. counterpart, which ranks 17th, Canada can 
expect to remain highly competitive in the global 
talent pool this year. Looking forward, innova-
tion and talent will be a major driving force for 

T he recent economic growth performance in Canada has many 
Canadians worried, but for foreign investors and companies looking 
to expand, this is an opportune time. Over the past few years, 
foreign direct investment (FDI) has been on the rise in Canada, 
with the United States accounting for a significant portion of direct 

investment. More recently, investors from Asia have advanced their positions, 
increasing their Canadian investments by more than 90 percent in 2014. China 
accounted for almost 60 percent of this growth, according to Stats Canada.

Canada’s 
competitiveness 
has been fueled 

by its strong 

development, 

for having 
the soundest 

banking system.
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advancement in the world economy. Companies looking to hire the 
best talent can rest assured knowing that Canada ranks number 
one in the world in the 15–24 age group, which has 100 percent 
primary education attainment and 97 percent secondary education 
attainment. The quality of a Canadian education is ranked seventh 
in the world, with its management schools ranking fifth. 

The Place to Be
The Economist Intelligence Unit’s 2015 Global Liveability 
Ranking surveys 140 cities across the globe, and the ranking is 
calculated through category weights. The categories are stability, 
health care, culture and environment, education and infrastruc-
ture. Three of the five top most livable cities in the world are 
Canadian cities, with Vancouver ranking third; Toronto, fourth; 
and Calgary, fifth.

More Than Just Good Manners
According to Transparency International, its Corruption Percep-
tions Index uses a country’s or territory’s score to indicate the 
perceived level of public sector corruption on a scale of 0 (highly 
corrupt) to 100 (very clean). A country’s rank indicates its posi-
tion relative to the other countries in the index. This year’s index 
includes 168 countries and territories.

Canada ranks first in North America as least corrupt and ninth 
in the world on the index. The United States ranks 16th least cor-
rupt and China ranks 83rd in the world.

Canada’s Pretty Forward (Looking) 
The Bloomberg Innovation Index ranks the world’s 50 most innova-
tive countries based on research and development, manufacturing, 
high-tech companies, education, research personnel and patents. 

Canada ranks 12th in the world for most innovative country in 
2015, but ranks fifth in the world for having the largest high-tech 
sector. South Korea comes in first in this year’s overall ranking, 
the U.S. ranks sixth, and China comes in at 22nd.  

Canada Means Business
Forbes’ Best Countries for Business list ranks 144 countries in 
the world based on the following categories: trade freedom, 
monetary freedom, property rights, innovation, technology, 
red tape, investor protection, corruption, personal freedom, tax 
burden and market performance.

Overall, Canada ranks seventh in the world as the best country 
to do business in. Canada ranks first in the world for personal free-
dom, third for red tape, sixth for investor protection, seventh for 
trade freedom, and ninth for both tax burden and property rights.

In a resource-rich country that grooms a highly educated work-
force, invests in infrastructure and technology, and continues to 
build a globally competitive and secure banking system, long-term 
growth is certain. For foreign investors, the low Canadian dollar 
combined with strong investor protection, low tax burdens and 
little red tape will ease entry into the Canadian market. For these 
reasons, it’s a great time to think about your Canadian strategy. KL

To access the list of reports and resources cited in this article, please 
visit collierscanada.com/InvestinCanada.

In a resource-rich country that  
grooms a highly educated workforce,  
invests in infrastructure and  
technology, and continues to build 
a globally competitive and  
secure banking system,  
long-term growth  
is certain.
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listings A SELECTION OF COLLIERS INTERNATIONAL 
AVAILABLE PROPERTIES

FOR SALE

FOR LEASE

FOR LEASE

FOR LEASE

FOR SALE

Skyline 20 West

Kirkland Urban

7875 White Road SW
Austell, Georgia 

6th Street South and Central Way
Kirkland, Washington

• 1.2 million SF of office, retail, residential, and 
entertainment

• 650,000 RSF in three buildings
• 20,680 SF to 37,380 SF floor plates
• 3/1000 of structured parking
• Occupancy of first two office buildings set for 

December 2017

BRET JORDAN
+1 425 453 3131
bret.jordan@colliers.com

MIKE SCHRECK
+1 425 453 3120
mike.schreck@colliers.com

SAM ZIEMBA
+1 425 468 0706
sam.ziemba@colliers.com

SCOTT DRAGOS
scott.dragos@colliers.com

DOUG JACOBY
doug.jacoby@colliers.com

TONY HAYES
tony.hayes@colliers.com 

TIM MULHALL
tim.mulhall@colliers.com

+1 617 330 8000 

Ocean Spray  
Cranberries, Inc.
One Ocean Spray Drive
Lakeville/Middleboro, Massachusetts

 

www.pilotsound.ca

Pilot Sound  
Industrial

Flex Lofts and 
Business Centre 

66st and Anthony Henday Drive
Edmonton, Alberta

•  Fully serviced lots — stripped and rough-graded
• Low taxes enhance operational competitiveness
• Access to Anthony Henday, Manning FWY, 

Yellowhead Trail, 66 St. & 50 St.
• Close to hotels, restaurants, shopping centres, 

auto/truck shops, etc.
JEFF GROBMAN
+1 780 969 3031
jeff.grobman@colliers.com

4760 Acorn Street
Montreal, Québec

•  Minutes from the McGill University Health 
Centre’s (MUHC) Glen site

•  +/- 3,400-93,600 SF available on 2 floors
• Interior and exterior parking available
• Brand-new loft conversion project
• Approved for PR@M City of Montreal rebate JEAN-MARC DUBÉ, SIOR

+1 514 764 2829
marc.dube@colliers.com

www.collierscanada.com/19226

FOR LEASE

CHRIS LAW
+1 403 571 8769
chris.law@colliers.com

www.collierscanada.com/14763 www.skyline20W.com

2040 33 Avenue SW
Calgary, Alberta

•  Private patios on second floor and rooftop 
garden patio for exclusive tenant use

• Operation costs: $13.50 (est. 2015)
• Parking ratio: 1/400 SF underground, with 

additional street parking in area
• On-site retail services in addition to 

numerous services in the Marda Loop area
• Ready for occupancy August 2016

The Odeon

• Brand new and strategically located, Skyline 20 
West provides exactly what a forward-thinking 
business needs for today and tomorrow — a highly 
valued location with easy access to employees, 
suppliers and customers.

• 301,439 — 604,852 SF Cross Dock
• 36’ Clear Height
• Building Dimensions: 550’ x 1,104’
• Column Spacing: 54’ x 53’-9” with 60’ Staging Bays

• 100% NNN leased to Ocean Spray Cranberries, 
Inc. for a 20-year initial term

• BBB rating from Standard & Poor’s
• $1.72 billion net sales (FY 2015)
• 2.11 current ratio
• Durable cash flow with no capital requirements
• Mission Critical facility 

SCOTT PLOMGREN
scott.plomgren@colliers.com

SEAN BOSWELL
sean.boswell@colliers.com

HARRISON MARSTELLER
harrison.marsteller@colliers.com

+1 404 888 9000



Winter 2016      C O L L I E R S  I N T E R N AT I O N A L       35Spring/Summer 2016      C O L L I E R S  I N T E R N AT I O N A L       35

FOR SALE

FOR LEASE

FOR LEASE FOR LEASE

FOR SALE & LEASE

FOR SALE & LEASE

Canada’s Premier 
Office Condominium

Westbury  
International Centre

Prologis Millcreek 
Distribution 
Centre 

Union Tower West

New 253,440 SF 
Industrial

4050 Yonge St.
Toronto, Ontario

2201 Bristol Circle
Oakville, Ontario 

6580 Millcreek Drive 
Mississauga, Ontario 1801 Wewatta Street  

Denver, Colorado

Wheeler Ridge Rd.
Tejon Ranch, California

• New, state-of-the-art office building fronting  
Winston Churchill Blvd

• Ready for tenant improvements
• Available area: 175,000  SF 
• Flexible suite sizes
• Exceptional location with rooftop signage available 

for lead tenant
• Walking distance to a host of amenities
• Access to Mississauga and Oakville transit  

and short bus ride to Clarkson GO Station

• 100,000 SF of AA Office Space 
• 180-room Hotel Indigo® 
• 8,500 SF of street level retail 
• Located in the heart of Denver’s “LoDo” District.  
• With an expected delivery of December2016

•  State of the art building
• 40 minutes from Santa Clarita; 60 minutes  

from 101-405 junction
• I-5 frontage with immediate access to I-5  

and Hwy. 99
• 38 dock high positions
• 185-foot truck court
• Amenity rich environment

DOMINIC DELAPENHA              
+1 416 643 3759 
dominic.delapenha@colliers.com           
      
ADAM DAUPHINEE
+1 416 620 2872
adam.dauphinee@colliers.com

DOMENIC GALATI
+1 416 620 2834 
domenic.galati@colliers.com

RON JASINSKI
+1 416 620 2801
ron.jasinski@colliers.com

COLIN ALVES, SIOR 
+1 416 620 2848
colin.alves@colliers.com 

GRAHAM MEADER, SIOR
+1 416 620 2841
graham.meader@colliers.com

JONATHAN JONES
+1 303 283 4582
jonathan.jones@colliers.com

JOHN DeGRINIS, SIOR
john.degrinis@colliers.com

PATRICK DuROSS, SIOR
patrick.duross@colliers.com
 
JEFF ABRAHAM
jeff.abraham@colliers.com

TOM TAYLOR
thomas.taylor@colliers.com

+1 818 905 5800

•  Yonge Park Plaza: A Unique Office Ownership 
Opportunity

• Approximately 250,000 SF of office condos 
available

• Direct subway access
• Unparalleled access to Highway 401 with 

underground parking 
• LEED® design, state of the art technology, 

aligned with a full service Hilton Hotel

• +/- 200,000 SF, +/- 346,183 SFz or +/- 546,183 SF  
Warehouse Space Options, Expandable to  
1,000,000 SF

• +/- 17,183 SF Office Space
• (44) Dock High doors with Seals & Levelers
• 42’ Clear Height in Warehouse
• 60’ x 60’ Column Spacing 
• Built in 1996 

LAWRENCE SHAW, SIOR
+1 704 409 2360
lawrence.shaw@colliers.com

GREG COPPS, SIOR
+1 704 409 2361
gregg.copps@colliers.com

Gaffney  
Distribution Center
34 Commerce Drive
Gaffney, South Carolina 

www.collierscanada.com/13883

For all currently available properties, visit Colliers.com.

•  Size: 249,634 SF
•  30’ clear height
• 33 dock doors
• 2 drive-in doors
• 36’ x 41’ bay sizes with 50’ staging bay
• ESFR sprinklers and T5 lighting
• Secure shipping yard

www.colliers.com/en-us/charlotte/properties/p-usa1006447/
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listings A SELECTION OF COLLIERS INTERNATIONAL 
AVAILABLE PROPERTIES

FOR SALE

FOR LEASE

FOR SALE & LEASE

FOR LEASE

FOR LEASE

Bedford Place

200 East Broward

125 South River Road
Bedford, New Hampshire

200 East Broward Boulevard
Fort Lauderdale, Florida

• Premier NH location
• 100,000+/-  SF medical/office space
• Part of 360,000+/-  SF mixed-use development 

featuring retail, restaurant, hotel & more
• Ample on-site parking at grade & covered garage
• Great access via Interstates 93 & 293, as well as 

Routes 3 & 101

•  225,650 sf, 21-story iconic office tower
• Premier Class A Office Space
• Impeccably renovated lobby and common areas
• Attached 8 story parking structure
• 24/7 Concierge / Private shuttle service
• Great location with short walk to Las Olas 

restaurants & shopping

RICH FORSLUND
+1 317 713 2172
rich.j.forslund@colliers.com     

MATT LANGFELDT
+1 317 713 2173
matt.langfeldt@colliers.com

ROBERT L. ROHRER
+1 603 623 0100 EXT 212 
bob.rohrer@colliers.com

JARRED GOODSTEIN
jarred.goodstein@colliers.com

ALFIE HAMILTON
alfie.hamilton@colliers.com

JONATHAN KINGSLEY
jonathan.kingsley@colliers.com

+1 954 652 4617

2601 Stout  
Heritage Pkwy
2601 Stout Heritage Pkwy
Plainfield, Indiana

www.colliers.com/NewHampshire

www.200eastbroward.com

www.collierscanada.com/18769

1700 No.6 Road
Richmond, British Columbia

• Multi-tenant industrial property with cash 
flow located in North Richmond 

• Newly renovated, 206,710 SF facility on  
8.5 acres of land 

• 125,294 SF available for a tenant or  
owner-occupier 

• Approximately $1,480,000 in potential annual 
net rent 

Rivercrest Industrial  
Business Centre

District 1452 — 
Now selling!

Best in Class  
Infrastructure

1452 McGill Road
Kamloops, British Columbia

• Premium commercial condos
• Custom mixed-use spaces
• 1,300 SF to 11,247 SF available
• Cutting-edge design
• Ample on-site parking
• Now selling phases 1 and 2

MATT CARLSON
+1 604 661 0877
matt.carlson@colliers.com

2220 University Avenue East
Waterloo, Ontario

•  Northfield Park offers state-of-the-art 
infrastructure and world-class Waterloo talent

• 154,695 SF LEED building; 40,567 SF floorplates 
provide flexibility

• Tier 3 data centre with under-floor cabling
• Virtually column-free 
• Fully redundant electrical and HVAC systems in 

place

KARL INNANEN
+1 519 904 7005
karl.innanen@colliers.com

JOHN LIND
+1 519 904 7009
john.lind@colliers.com

CURTIS DARLING
+1 519 904 7004
curtis.darling@colliers.com

FOR SALE & LEASE

• SALE OR LEASE: 100,000 SF office bldg with 
expansion potential up to 50,000 SF

• 35,000 SF available for lease
• Unique, progressive feel — open concept plus 

private offices throughout
• Adjacent to The Shops at Perry Crossing & 

numerous nearby restaurants & retailers
• Great interstate access — minutes from Indianapolis 

International Airport
• High exposed ceilings & great natural light

DARREN CANNON
+1 604 662 2637
darren.cannon@colliers.com 

ANDREW LORD
+1 604 662 2699
andrew.lord@colliers.com

STEFAN MORISSETTE
+1 604 692 1428
stefan.morissette@colliers.com
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FOR LEASE

FOR LEASE

FOR LEASE

FOR SALE & LEASE

FOR LEASE

Kyrene 202  
Business Park

WestPort

Park Tower190 S. Kyrene Road
Chandler, Arizona

2507 Dean Forest Road
Savannah, GA 

400 N. Tampa Street
Tampa, Florida• Building VI: 123,615 SF

• 30’ clear height
• Loading: 40 Dock, 6 Grade
• Truck Court: 135’
• Power: 3,000 amps 277/480v
• ESFR sprinklers
• Bay Width/Depth: 52’ x 180’
• Parking: 214
• Column Spacing: 52’ x 60’
• Divisibility: 18,720 SF

• CLOSEST SPEC BUILDING TO THE PORT OF 
SAVANNAH!

• +/- 312,000 SF Crossdock & Front Load 
Warehouse Building

• Class A Tilt-Wall Construction
• 94 Dock Doors, 2 Drive-In Doors
• Building Dimensions: 1,040’ x 300’
• 32’ Clear Height Beyond First Column Line
• 45 Trailer Parks, 77 Car Parks
• T-5 Lighting, ESFR Fire Protections, 2,000 Amp

• Class A High Performance Office Building
• Amenity Rich Environment
• 1,130+/- to 21,715+/- SF Available
• Spectacular Building Renovations
• Only building downtown to receive 98% on the 

Energy Star performance scale
• Secured parking garage and convenient access to 

nearby highways and airports

KEN MEYERSIECK
+1 510 433 5802 
ken.meyersieck@colliers.com
 
TRENT HOLSMAN,  
SCOTT GREENWOOD,  
MIKE MONROE,   
MIKE MCCARTHY

PAUL SIECZKOWSKI, SIOR
+1 602 222 5085
paul.sieczkowski@colliers.com

ROB MARTENSEN, SIOR, CCIM
+1 602 222 5082
rob.martensen@colliers.com

CLIFF DALES 
+1 912 665 0018
cliff.dales@colliers.com

CLAIRE CALZON
claire.calzon@colliers.com

JOANNE LEBLANC, CPMC
joanne.leblanc@colliers.com

+1 813 221 2290

2 Kaiser Plaza 
— New Development
2 Kaiser Plaza
Oakland, California 

FOR LEASE

•  Oakland’s Newest Development
• 200,000 SF of Office and Retail
• 30,000 SF Floorplates
• Deliverable within 24 Months
• 2 Blocks to Public Transportation

North Bay Crossings
773 San Marin Drive 
Novato, California 

•  710,000 SF on 63 acres of office space
• Floor Size: 54,571 SF
• Prominent Signage 
• Solid Oxide Fuel Cell Technology and LEED 

certified 
• On-site cafeteria, fitness facility, game room 

on-site. 
• Walking, biking, running trails, softball/soccer 

field

SCOTT HARPER
+1 415 288 7837
scott.harper@colliers.com 

MIKE MCCARTHY 
+1 415 288 7855
mike.mccarthy@colliers.com

• 260,751+/- RSF Class A office tower
• Extensive modernization completed early 2016
• Attached parking garage with direct building access 

offering 2.6/1,000 RSF parking
• Downtown Orlando’s most comprehensive on-site amenities
• Exceptional accessibility — Walk Score of 92 and three 

points of ingress/egress

TODD DAVIS, SIOR, CCIM
+1 407 362 6121
todd.davis@colliers.com

ROBERT KELLOGG, CCIM;
COLIN MORRISON

www.northbaycrossings.com 

Citrus Center — 
Class A Office Tower
255 South Orange Avenue
Orlando, Florida

For all currently available properties, visit Colliers.com.

www.colliers.com/Kyrene202

www.colliers.com/en-us/charlotte/properties/p-usa1006447/
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Behind the Scenes PROFILES IN SUCCESS

A Piece  
of the Pie
Global pizza delivery  
company continues  
to innovate. 

IN 1960, brothers Tom and James 
Monaghan purchased a small pizzeria in 
Ypsilanti, Michigan, near Eastern Michi-
gan University with a down payment of 
$500 and a $900 loan. Eight months 
later, James traded his share in the busi-
ness for a Volkswagen Beetle. Tom con-
tinued to expand the company, opening 
additional locations and introducing its 
first franchise in 1967. By 1983, there 
were 1,000 stores. By 1988, there were 
stores in Canada, Australia, the United 
Kingdom, Colombia and Japan. By 1989, 
there were 5,000 stores. 

The name of the first pizza shop was 
Domi-Nicks. Today, you know it better as 
Domino’s. 

Founder Tom Monaghan retired and 
sold his ownership in the business in 
1998. More than half a century has 
gone by since he and his brother opened 
shop, and over the years, Domino’s has 
continued to reinvent itself. “Domino’s 
is the hottest quick service restaurant 
(QSR) brand in the country, and we’re 
just getting started,” says Steve Clough, 
director of franchise development. “It 
is the only QSR brand to grow for seven 
straight years.”

The company has experienced record 
profits, sales and growth, with  
99 percent of its franchisees renewing 
their contracts. “Our franchisees are 
committed to our brand and their loca-
tions,” says Clough. 

With good reason: With 12,350 stores 
worldwide—5,200 within the U.S. 
alone—Domino’s flagship brand has 
nearly 100 percent brand awareness. 
Currently, there are 850 U.S. franchi-
sees. Last year, 133 new stores opened 

in the U.S., and the company saw  
$12 billion in global retail sales with  
12 percent U.S. sales growth. And, 
at the age of 56, the company is just 
getting started. It continues to innovate 
with new products, leading-edge technol-
ogy and a new store design. 

Two years ago, Domino’s introduced its 
pizza-theater concept. The open-kitchen 
format—complete with dough-tossing piz-
za makers behind the in-store windows—
allows consumers to stop by the stores 
for carryout or dine in and watch their 
pizzas being made in real time. That’s not 
only good for Domino’s business, it’s also 
good for surrounding businesses.

“Our business model changed, and 
so has our real estate. Ten years ago, 
our carryout business was less than 10 
percent. Today, it’s 40 percent, averag-
ing more than 20,000 carryout orders 
annually per store. This means more 
foot traffic for Domino’s and more foot 
traffic for everyone in the retail center,” 
explains Clough.

Domino’s real estate strategy includes 
larger storefronts in highly visible loca-
tions. 

“We are reinventing our business and 
the pizza industry as a whole. We have 
bigger lobbies, customer seating and a 
customer experience like no other,” says 
Clough. 

The new store designs range in size 
from 1,500 to 2,000 square feet and 
are in locations with 15,000 households 
within a 3-mile radius. The goal is to add 

another 1,000 stores by 2020, and the 
company is relocating 200 stores per 
year to primer locations. Property types 
vary and include endcap and in-line 
spaces within retail centers, as well as 
outparcel buildings. 

But the company has not left the de-
livery business by any stretch of the imagi-
nation. In fact, it has made it even easier 
for consumers to order delivery through 
its digital-ordering platforms. Among 
companies such as Amazon and Apple, 
Domino’s is consistently one of the top 
five companies in terms of online transac-
tions. Fifty percent of the company’s 
sales are digital. Consumers can order a 
pizza to their door—and even track where 
it is online—through their smartphone, 
Apple Watch, Twitter, text message—even 
in their car, via Ford Motor Company’s 
SYNC AppLink in-car connectivity system. 
Giving new meaning to “drive-through,” 
the two Michigan companies teamed up 
to create the first fast-food e-commerce 
app that allows for hands-free ordering. 

But if you prefer your pizza delivered the 
old-fashioned way, Domino’s can do that, 
too—with a twist. Last fall, the company 
introduced its DXP delivery vehicles. 
Designed specifically for delivering pizzas, 
the fuel-efficient cars hold up to 80 piz-
zas and include built-in warming ovens. 
Heated up to 140 degrees, they keep your 
order hot from store to door. Boasting an 
estimated EPA 39 miles per gallon on the 
highway, the new delivery cars are good 
for the environment and your appetite. KL

GLOBAL ICON

By Teresa Kenney

Domino’s new retail concept 
includes an open-kitchen format 

and dine-in opportunities.
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Homegrown Visionary 
Ivan Beljan’s passion for revitalizing his  
favorite city is transforming its landscape.

BORN AND RAISED 

in Edmonton, Alberta, 
Canada, Ivan Beljan at-
tended university in the 
city, earning bachelor's 
and master's degrees 
in civil engineering. His 

hometown was always where he saw 
himself building a career. 

It became clear to Beljan, however, 
that not everyone shared his vision. 
Many of his friends left Edmonton to 
pursue opportunities elsewhere. 

“They couldn’t see themselves living 
here after graduating,” explains Beljan. 
“It made me wonder, ‘What are we not 
doing as a city to keep people here?’”

That question led Beljan to strive 
to “create a better Edmonton, where 
people could not only make a great 
living, but have a great life, too.” Beljan 
envisioned a “more socially connected 
Edmonton, designed more for people 
and less for cars, its commercial cor-
ridors and streets alive with activity.”  

Uniquely qualified to bring that vision 
to life, Beljan possesses an innate 
ability to transform the old to new, the 
dilapidated to dynamic. This ability 
drives not just his success, but that of 
his company, Beljan Development.

With Beljan at the helm as its vi-
sioneer, the firm is working 
on revitalizing Edmonton one 
building at a time. One such 
project, Limelight, was once a 
derelict building from the ’60s. 
Located on 124th Street, 
today it’s a mixed-use property 
offering 26,000 square feet of 
office space and 4,500 square 
feet of retail space. 

“We brought lower-grade 
retail onto the street. People 
thought we were nuts,” says 

Beljan. “We found a way to turn undesir-
able basement office space into a retail 
component by providing its own entrance 
and identity. I think once we were done, 
the lightbulb went on for those same 
people.”

Another example is Lynnwood Centre 
on 149th Street. Once a half-century-
old, rundown strip mall, today it’s a 
42,000-square-foot complex housing a 
mix of prominent office and retail ten-
ants. It’s “a key gathering point for the 
community,” notes Beljan. “We’ve had 
a number of people thank us for turning 
an eyesore into something they are very 
proud to have in their community.” 

Infused into almost every Beljan Devel-
opment project is a retail aspect. “I love 
creating commercial activity at street 
level,” he explains. “Taking buildings 
with poor street connection and making 
that connection…making people invite 
themselves into retail spaces. I want Ed-
monton to have the special retail streets 
every prominent city has.”

Operating for just five years, Beljan 
Development’s contributions to Edmon-
ton’s landscape are apparent. But they 
weren’t without their challenges. Sourc-
ing financing was particularly daunting, 
given the ambitious nature of Beljan’s 
projects. “It was difficult getting banks 

and lenders to believe in our story,” 
Beljan explains. “Asking for funding so 
we could completely rebuild a tenanted 
property and secure all new tenants, 
as we did for Limelight, was hard. But 
knock on enough doors and you’ll find 
someone who believes in you. Eventually 
you build a track record; every project 
then becomes a notch on your résumé 
to get financers to believe.”

People have certainly taken notice 
of Edmonton’s revival. In fact, Beljan’s 
friends have started to return, lured 
by the city’s renewed belief in itself. 
“There’s definitely a change in attitude 
in the city,” Beljan says. “People now 
see Edmonton as the place to be if 
you’re young, ambitious and want to 
make a difference.”

Recognizing that tenants are “more 
sophisticated and cautious about where 
they’re investing,” Beljan will continue 
building premium developments that 
embody quality design and workman-
ship, and provide long-term benefits to 
tenants. Acknowledging that Edmonto-
nians are seeking out and supporting 
local retailers, the Beljan team will keep 
creating developments that give small, 
local businesses the visibility and acces-
sibility they need to thrive. 

So what are Beljan’s primary consid-
erations for future sites? “They have 
to be complicated, unconventional and 
completely challenging,” he says with a 
laugh. “It’s so rewarding to take some-
thing that’s been neglected or sorely 
lacking and create something new and 

special from it.” 
Credited with playing a part 

in Edmonton’s resurgence, 
Beljan is quick to say that it 
was—and is—a team effort. 
“From local politicians to edu-
cators, to volunteers, to fellow 
entrepreneurs—we’re doing 
this together. We are all work-
ing towards making Edmonton 
a city where you want to be, 
whether you’re homegrown or 
not.” KL

REVITALIZATION

By Michelle Santos
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From the President & COO

Global Millennials

IN FOCUS

T
here has been, perhaps, no other genera-
tion that has garnered as much scrutiny as millenni-
als have. They have simultaneously been described 
as narcissistic and socially conscious, lazy and 
entrepreneurial, religiously indifferent and compas-
sionate, and politically apathetic and civic-minded. 

The generation is so maligned that a 2015 report by Pew Research 
Center suggested that even millennials are not so fond of millenni-
als. Those surveyed for the study described their peers as self-ab-
sorbed (59 percent), wasteful (49 percent) and greedy (43 percent). 

Despite, or because of, this, millennials continue to grab the 
headlines. And with good reason: In the U.S. alone, there are 
83.1 million millennials, according to the Census Bureau. And 
according to Millennialweek.com, of the 7 billion people world-
wide, 1.8 billion are millennials, making them the largest genera-
tion alive. India is home to an estimated 700 million millennials; 
China, 415 million; and Latin America, 176 million. 

So the question is: How alike—and different—are millennials 
across cultures and borders? 

Millennials Online

One characteristic that everyone can agree on is that millennials 
are the most tech-savvy of all age groups. Born digital, they’ve 
never known a world without the Internet. And that alone has 
exposed them to much more information and many more differ-
ing opinions than any other generation. 

In 2013, Telefónica partnered with the Financial Times to 
survey more than 12,000 millennials across 27 countries in six 
regions. Seventy-six percent of those surveyed said that they have 
a smartphone, including 71 percent in North America, 68 percent 
in Latin America, 60 percent in Central and Eastern Europe, 72 
percent in Africa and the Middle East, and 83 percent in Asia. 

On average, the respondents said they spent six hours online ev-
ery day. The majority felt that technology allowed them to bridge 
language barriers and created more opportunities for all users. 

Millennials in the Community

According to the Telefónica survey, the majority of millennials 
reported that they were most anxious about the economy, with 
social inequality being their second-greatest concern. This differs 
slightly in the Middle East and Europe, where the top two con-
cerns were terrorism and political unrest, and in Latin America, 
where respondents said they were most concerned with social 
inequality and education. In North America, the economy was 
number one, and education was number two. 

Interestingly, only 36 percent of North American millennials 

ranked climate change 
as “very pressing.” 
Globally, 53 percent 
of millennials believe 
climate change is 
“very pressing.” The same survey revealed that only 47 percent 
of the millennials in the U.S. and 41 percent of those in Western 
Europe felt confident that their countries’ best days were ahead of 
them. Conversely, the majority of respondents from Latin America 
(78 percent), Asia (79 percent), Central and Eastern Europe (69 
percent), and the Middle East and Africa (66 percent) were opti-
mistic about their countries’ futures. 

Politicians should take note of these concerns because millen-
nials vote. The World Economic Forum’s Global Shapers Annual 
Survey 2015 questioned more than 1,000 millennials represent-
ing 125 countries and found that 85 percent of millennials voted 
in national elections, 68.9 percent in regional elections and 71.2 
percent voted for city authorities. 

Millennials in the Workforce

In a 17-country study by MSLGroup, “The Future of Business 
Citizenship,” 73 percent of those surveyed did not think that their 
countries’ governments could solve societal issues. All respondents 
did, however, believe overwhelmingly (83 percent) that it was the 
responsibility of businesses and corporations to address those issues. 

This makes sense when you consider that millennials place a 
high value on corporate social responsibility. The 2015 Global 
Shapers Survey revealed that one of the top three things millen-
nial respondents looked for in a job was to make a difference in 
society (65 percent). 

What Does the Future Hold?

Only time will tell if millennials’ shared ideology will change 
the course of global issues. Keep in mind, however, that Mark 
Zuckerberg is the millennial entrepreneur who gave us Facebook. 
Malala Yousafzai is the millennial activist who is the youngest 
recipient of the Nobel Peace Prize. And Jack Thomas Andraka, at 
the age of 15, was the millennial inventor who developed a way to 
detect pancreatic, ovarian and lung cancers in their early stages. 
All signs point to the world being in some very capable hands. KL

Vice chairman of the Real Estate Council of the World Economic 
Forum and a Delphi Fellow of Big Think, dylan taylor  
has a unique perspective on the factors influencing global business  
and the future of urbanization. You can find his blog entries at 
knowledge-leader.colliers.com/author/dylan-taylor.
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Dylan Taylor 

President & COO
Colliers International 

Across borders, how do millennials compare?






