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! Unemployment 10%
! Underemployment 17.3%
! Savings rate 4.7%
! Continuing drop in consumer revolving credit -18.5% November 2009
! Excess retail space

23 SF shopping center & total of 46 SF of retail GLA per capita
Europe averages 2.3 SF of shopping center GLA
2008 per capita retail expenditures - $6,500 - $133 per SF of retail

! Department stores driving 25%-30% of mall traffic, down from 70% in 1980s
! Time spent shopping for consumer goods down 7%
! 80% - 85% consumers personally effected by recession

Personal Savings as Percentage 
of Personal Income

! Research shows that even one really tough financial 
year for age 18 to 25 can fundamentally change 
peoples core values and behaviors
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There is no return to normal when the economy recovers
Adapt to the new paradigm or face extinction

“Our retail culture is undergoing a fundamental reordering…Consumer shopping patterns will change more in the next 3 
years than they have in the previous 50.”

Paco Underhill - Environsell

Zogby International has been tracking the movement away from conspicuous consumption since 1998:
Secular Spiritualists, who want a simpler life with greater emphasis on family, leisure, volunteerism and spiritual quests 
now 37%  vs. Traditional Materialists (27%)

“The recession has accelerated and strengthened a long-term trend toward more conscientious spending.”
                                           The Boston Consulting Group    

“The Great Recession has changed the future of retail. It wasn’t the beginning of a behavior shift, it was the conclusion.”
                                                                                                    WLS Strategic 

Retail

“Their [consumers’] value system is shifting from aspiring to material wealth to aspiring to a life better lived.”
                          John Lansing - Scripps Network Interactive

“Consumers are putting a greater value on time spent with family and friends than on money.”
The Boston Consulting Group

“The importance of owning is slowly turning into the importance of experiencing.”
  David Report , April 2008    
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Survival in the future
Research shows: 

•! Shared experiences offer greater value than material purchases 
•! Experiential purchases [dining out, going to movies, bowling, etc.] make people happier than 

possessions 
•! People fulfill their need for social bonding while having experiences

Reasons people go to malls & shopping center besides to acquire stuff:
•! People watching
•! Social experience with family or friends
•! Entertainment
•! To learn
•! ‘Mindless vacation’
•! Dining
•! Entertainment/experiential value in common areas and stores

The longer the consumer remains in a store or shopping center, the more they will spend. 

“In order to get people to buy, you have to get them there, and the entertainment coefficient in a mall 
is something that builds traffic – pure and simple.”                            

                              Paco Underhill - Environsell

2009 attendance has increased at many ‘entertainment’ venues including movies, zoos, museums and 
many types of family attractions.
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What type of retailers would you like to see 
more of in your local mall?

Source: International Council of Shopping Centers 2009 Shopping Habits Report

Research has found:

40% of mall shoppers attended special event or activity in shopping center during past 
12 months. Another 25% are interested in these type activities.

10% to 25% of mall visitors come for primary purpose of visiting entertainment venues 
or cinemas

60% of entertainment visitors also shopped in stores and spent 35% to 75% as much 
as shopping-only visitors.

Entertainment visitors will travel further than shopping-only visitors

 

Experiences
 drive 

traffic & fill space!
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Family Entertainment Centers
25,000 - 80,000 sf
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Children’s Edutainment Centers
(play & discovery centers)

20,000 - 30,000 sf
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Hybrid-Bowling Centers 
(bowling-based family entertainment centers)

45,000 - 60,000 sf
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Bowling Lounges
25,000 - 40,000 sf
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Adult Entertainment Centers
17,000 - 70,000 sf



© 2010 White Hutchinson Leisure & Learning Group

Eatertainment Centers
(family pizza buffet-entertainment centers)

40,000 - 80,000 sf
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Sports-oriented Entertainment Center
23,000 - 36,000 sf



© 2010 White Hutchinson Leisure & Learning Group

Children’s Enrichment Center
2,000 - 8,000 sf
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Children’s Activity Center
4,000 - 20,000 sf
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Play Café
4,000 - 8,000 sf
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Dining/Bar-Movie-Entertainment Center
25,000 - 80,000 sf
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Children’s Mega-Role Play Centers
50,000 - 100,000 sf
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Children’s Play Areas
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Experiential Retail
(retail-tainment) Mega Recreation Stores
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Experiential Retail
(retail-tainment)

California PetsAdenalina
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Experiential Brand Store
House of Barbie
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Theatrical Dining
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Enhanced 
Common Area 

Experience
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Additional Entertainment Venues

Dinner Theater

Birthday Party Centers

Sea Life Aquarium

Trampoline Centers

Performance/Community Theaters

Lego Discovery Centre

Laser Tag Centers

Traveling Exhibits

4D Theaters
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Some Trends

Increased percentage of GLA devoted to restaurants and 
      entertainment venues

Search for uniqueness

Vertical integration with entertainment venue ownership

Increased # of shopping center entertainment events

Increasing consumer expectations for quality and value 
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