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Placing the Value  
in Urban Retail

We’ve seen the headlines regarding the chal-
lenges of  the full-price, brick-and-mortar 
retail industry.

As a majority of  U.S. media continues to frame 
our current retail climate as bleak and unrecoverable, 
specifically reporting on the slowing of  new project 
groundbreakings, store expansions and the lack of  
newly-conceived retail concepts, we, as an industry, 
believe outlet remains a viable retail channel.  In fact, 
according to Wall Street Journal Reporter Esther Fung, 
“one corner of  the industry is thriving: outlet centers.”

In her March 21, 2017, article, “Surprise: Outlet 
Malls are Hot,” Fung attributes consumer confidence 
in outlet retail’s brand/value proposition as a factor 
in outlet center owners continuing to record strong 
performance results despite today’s overall retail land-
scape.  And, as we celebrate the 60th anniversary of  
the traditional American mall, retail industry statistics 
show two of  the nation’s top 10 highest performing 
malls are outlet centers.

As the overall U.S. retail industry comes to realize 
it needs to quickly adapt to meet the needs of  shift-
ing consumer demand in order to stay relevant in our 
ever-changing retail environment, the outlet retail 
industry has clearly proven it knows how to evolve.  

Over the last 20 years we have worked to provide 
strong locations, offer an appealing merchandise 
assortment and attract new consumer traffic con-
sistently and effectively which has all attributed to 

the great growth of  our industry. In fact, through 
the U.S. economic downturn in recent years, we wit-
nessed the intelligence of  our industry to actively 
respond to the consumer’s need for accessibility 
and convenience, beyond that of  shopping a great 
tenant mix.  As a result, new projects moved “clos-
er-in” to major metropolitan regions offering the 
opportunity to bring in new footsteps, along with 
more frequent customer visits.  In other words, 
outlet shopping need no longer be perceived, or 
experienced, by consumers as a day trip or special 
event — it has evolved.

The outlet retail tenant community responded 
positively to this shift, as well.  Recognizing the need 
for the buying public to stretch dollars further than 
in years past, but still wanting the brand names they 
know, love and trust, tenants followed suit, reduc-
ing, or even eliminating, long-standing sensitivities 
between their full-price and outlet retail locations.

Win-Win for the Consumer
Our industry is now facing our next great challenge: 

competing in a new “point-click-and-receive” digital 
and mobile world where access and convenience are 
clearly inherent.  What can the brick-and-mortar out-
let center industry do to remain viable, sustainable and 
most of  all, profitable?  

The answer can be found in America’s underserved 
urban marketplaces.  

Regardless of  the current retail climate in which 
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we are operating, we know population density 
remains key for brick-and-mortar success.  
(Tell us a market’s population density and 
we can give a good indication of  sales-per-
square-foot performance.)  For any stake-
holder — developers, owners, investors, leasing 
agents, marketers or retailers — understanding 
population numbers within a given radius is 
critical, if  not most crucial, in real estate deci-
sions.

That said, just as our industry found much 
success in locating new outlet retail projects 
closer in proximity to the metropolitan regions 
they serve — some arguably located next door 
to that market’s most visited and well-tenanted 
full-price mall — our own retail sector’s drive 
and momentum to explore new real estate op-
portunities didn’t end there.  In other words, 
our industry didn’t stop 20 miles or 30 minutes 
outside of  the city.  

Rather, our learnings are continuing to 
propel us forward — literally through the 
tunnels and over the bridges — with some 
developers and owners finding great op-
portunities within the city itself.  After all, 
if  density is key to success, urban mar-
kets — downtown Los Angeles, the boroughs 
of  New York City, Boston’s residential com-
munities, etc. — are certainly density-rich.  
What’s more, urban markets are historically 
and grossly underserved in terms of  retail 
venues, which would fill a much needed void.  
That is, if  it is done right.

Located in the heart of  Flushing, Queens, 
The Shops at SkyView Center is a prime example of  doing it 
right — successfully placing value into urban retail.  Along with its 
immediate region’s rich population density, a density which equates 
to 750,000 consumers living within a mere three miles, and over 
1.6 million within five, it’s also its hybrid tenant mix of  traditional 
outlet combined with national value brands which is fueling the 
shopping center’s success in its unconventional inner-city location.

Working alongside the shopping center’s leasing arm as it initially 
began to reimagine the overall merchandise 
mix in the marketplace, Strategy+Style Market-
ing Group recognized the impact a dual-tenant 
mix would deliver.  The marriage of  traditional 
outlet and value brands in one centralized loca-
tion would appeal to the urban shopper.  Today, 
a leading collection of  traditional outlet stores 
including Nike Clearance Store, Famous Foot-
wear Outlet, Carter’s babies and kids and Adidas Outlet Store oper-
ates in a center that is also home to Target, Old Navy, Nordstrom 
Rack and Marshalls, among others.  The result is a well-tenanted 
shopping hub consistently performing with outstanding traffic and 
sales figures.

Furthermore, The Shops at SkyView Center benefits from a built-in 
residential component.  SkyView Parc, a collection of  six condominium 
towers housing more than 1,100 units, sits directly above the Flushing, 
Queens, project.

Assembly Row is another project successfully transforming outlet 
retail. Federal Realty Investment Trust recognized the value in creating, 
a “city within a city,” in Somerville, Mass., seven minutes outside of  
Boston.  Under ownership’s forward-thinking mantra, “outlet destina-
tion retail. reinvented,” the company turned a neglected brownfield into 
a flourishing mixed-use project.  Boasting a population density of  nearly 
895,000 living within just five miles, Assembly Row offers outlet shop-

ping accompanied by restaurants, entertainment venues, office space 
and a residential component in an urban environment.

Outlet and value retailers are also now discovering they can serve a 
broader demographic existing alongside full-price competitors in the ur-
ban space and Fashion Outlets Philadelphia is promising to be a shining 
example of  bringing that value into a cityscape.

With its central Market Street location in Center City near some 
of  Philadelphia’s most visited tourist stops and public transportation 

stations, Macerich’s new outlet retail venture 
will serve a major metropolitan region that 
also includes the popular, upscale and busy 
Walnut and Chestnut Street full-price shopping 
districts.  

In today’s “click and ship” world, outlet/value 
retail centers are maintaining their niche as pre-
mier locations for great brands at great savings.  

But similar to bringing outlet/value retail into the urban environment, 
we must continue to be creative and forward-thinking to find viable 
growth opportunities as new modes of  shopping emerge.

Whether examining the feasibility of  operating an outlet retail 
development within an underserved city setting; reshuffling an exist-
ing tenant mix to include both traditional outlet and value brands to 
boldly deliver on a brand/savings proposition; or even beginning to 
reimagine traditional real estate models to include residential, office, 
food and entertainment uses within a dense metro area, it is our job 
to continue to create a compelling story around the overall outlet/
value retail experience in order to stay relevant and keep our custom-
ers coming back.  

If  we stop that momentum, especially during this pivotal time for all 
of  retail, shoppers can choose — and will choose — to go, or perhaps 
“click” elsewhere.   v
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The Shops at SkyView Center in Queens, N.Y., combines traditional outlet and value brands.


