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2017 Survival Tips
Chief executives from leading retail real estate companies
shed light on the new year's most pressing challenges
for their tenants

doing in stores and what they're doing
online, because shopping online is way
too easy and opportunity lies in the in
store experience.

The winds are turbulent in physical
retail, and gusting in from several direc
tions. Department store anchors in place
for decades are closing shop. The sons
and daughters of the suburbs are fleeing
to cities or, if not, are demanding more
cosmopolitan experiences at traditional
malls. Online sellers, though still account
ing for less than 10% of total sales, con
tinue to advance and readjust shoppers'
visions of what retail is. What's a retailer
to do? Real estate editor Al Urbanski
approached top retail real estate execu
tives and asked, "If you met a retailer at a
cocktail party, and he or she asked you to
name the single biggest challenge they'd
face in brick-and-mortar in 20 l 7, what
would you say?" Their replies:

Dave Moore
President, Irvine Company
Retail Properties
The hardest thing for retailers in 2017
and beyond is going to be finding that
sweet spot between brick-and-mortar
and online. The consumer clearly has a
calculation in mind on experience versus
convenience, and then you have to weigh
that against the backdrop of ever-growing
consumer expectations. Forget whether
you're a pet store or a drug store. On a
micro-level, what should be your ratio
between online and brick-and-mortar?
That's going to be a top priority in the
next 12 months.

Terry Montesi
CEO, Trademark Property Company
If I were a retailer, I would be focused on
the following: How do we make a subconCHAINSTOREAGE.COM
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for more 2017 predictions
scious connection with our prospective
customers? How do we matter or make
their lives better? How do I create an
in-store experience and deliver in-store
service that is worth the extra effort of
going to brick-and-mortar stores?
Andrea Olshan
CEO, Olshan Properties
I would tell a retailer, "I think you're
going to be in centers with tremendous
vacancy." Online has taken away the need
for three- and four-store markets. Many
of these stores need to close; their four
wall profitability is just so low. Retailers
have to do a gut check as to what they're

Glenn Rufrano
CEO, VEREIT, Inc.
As department stores like Macy's and
Sears downsize, prime locations in malls
continued on page 34
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