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Department Stores Getting “Malled” By Sand-Alone Retall

new trend in retail has snuck up on
us. Actualy, itisan old trend that is
coming full circle. About 40 years

ago, major department store owners figured
out that if they built stores in the suburbs near
where their customers lived, and built their
stores within walking distance of other large
stores, they could create a synergy that would
attract shoppers. It was kind of like building a
new town sguare in the suburbs. Thus the
open-air shopping center wasborn.

Inthe1960s, Seminary South ShoppingCenter
was the area's first grand, open-air shopping
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center. The facility drew customers from
throughout Tarrant County. In the 1970s,
competitorstook theconcept astep further by
building enclosed shopping centers.
Customers apparently liked the idea of an
assortment of storesunder oneroof and these
shopping malls quickly became the retail
destinations of choice. By 1990, the mall
conceptwassosuccessful that Seminary South
encloseditsbuildingsandre-openedasamall.

A decade later, the trend is changing again.
There are 1,200 enclosed retail mallsin the
United States and it's estimated that about a
fourth are in trouble. Some malls are seeing
massive vacancies, others are losing market
share. Constructionof newmallshasslowedto
a trickle. The International Association of
Shopping Centers reports that nationwide,
onlythreemallswerebuiltthisyear.

Meanwhile, back at the ranch, the Circle T
Ranch in Westlake that is, Ross Perot Jr.'s
Hillwood Development isplanningto build a
one million square foot, open-air shopping
center. Why would hedothat asopposedtoa
mall?Didn'thelearnoverthepast 30yearsthat

itiseasier and moreconvenienttoshopinan

enclosed, out-of -the-el ementsshoppingmal | ?

Well, as the segment of population with
spendable income ages, it seems that the
walk from the parking lot to the mall is
getting longer, as are the strolls between
stores. And there seemsto be less patience
for elevators and escalators and the
navigationaroundthefood courts, andthere
isagrowing reluctanceto share spacewith
rovingbandsofteenagers.

Perhapsyou can blamethis new awareness
onWal-Mart.Thefather of thebig-box, all-

everything-store has made shopping more
convenient and less expensive. As Wal-
Marts, Targets, Lowe's and Home Depots
proliferated and grew in size, they took a
share of the market from nearby malls.

Shopperswho know what they arelooking
forandwherethey canbuyit, canpark close

andgoinquickly.

K ohl'sDepartment Storessaw thistrendand

has had some success with building free-

standing facilities. Mall stalwarts such as
Bloomingdales, Sears, JCPenney and others
are following the lead of Kohl's and are

locatinginopen-air centersand stand-alone
buildings. Thestrategy of thesemavericksis
to follow the money and locate near major

grocery stores, big boxes and other stand

alones... placesthataren'tinmalls,butgeta

lotof shoppers.

These out-of-mall stores are generally
smaller in size, faster to build and less
expensive to maintain than their mall
counterparts.|nsomeinstances, former mall
occupants are taking over other facilities
suchasthe45former K-Martsthat Searsand
JCPenney have purchased. The new stores
also allow companies to experiment with
new concepts. Searsistaking on Target and
Wal-Mart with its Grand concept, one-stop
shopping that combines every-day items
with groceries. The concept started a year
agoinUtahandismovingeastwiththeFort
Worth-Dallasareaintheirgeneral plans.

Malls, meanwhile, aretaking alook at their
strengths and weaknesses and coming up
with astrategy to fight the shopping center
and stand-alonetrend. Mallstend to attract
younger buyers than most owners and
occupants want. To attract older shoppers,
theindustry knowsthat it needstofocusless

on sunglasses, record shops and teen-
oriented clothing stores and more on
clothesthat fit mature shapes, professional
services such as doctors and dentists, and
personal services such as hair salons and
day spas, and entertainment facilitiessuch
ascomedy clubsandupscal erestaurants.

Thefutureof mallsdependsontheir major

anchortenants, thedepartment stores. Over
the past decade, these mall mainstayshave
beentrying to competewith big box stores
on price. Thetheory being that if you can

get shoppersinto astoreto buy something

at adiscount, they will buy other thingsat

full price. Department stores are learning
the hard way that the discount business
doesn'tworkforthem.

Thelatesttrendistogetaway fromtryingto
provideall thingstoall people. Department
stores are placing more emphasis on
merchandising, in-store displays,
specialization, and proprietary and private-
label brands. With the exception of Sears,
the department store industry is
concentrating more on fashion and home
décor than appliances, bicycles and
furniture.

Thetrendtowardstandal onesand shopping
centers is good news for us in the
commercial real estatebusiness. Itprovides
opportunities to move more land and to
rejuvenate older shopping centers. But no
one wants to see our malls half full or

abandoned.

Becausethereal estate end of retail seems
to be returning to the 1960s, perhaps mall
merchandising should dothesame. | know
some college kids who would love to get
their hands on Nehru jackets, bell-bottom
pantsand platform shoes. Hopefully, malls
canwork out their problemsand all facets
of retail canco-exist.
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