
ABOUT THE RETAIL COACH

YEARS OF 
EXPERIENCE

Since 2000, we have provided the research, 

relationships, and strategies needed to 

drive new retail developments.

CLIENT
COMMUNITIES

17+ 450+

#  OF STATES 
WE’VE WORKED 
IN

OF CLIENTS
HIRES US
MULTIPLE TIMES

35+ 80%+



WE KNOW TEXAS



4

Retail Trends:
What We’ve Seen and 
What to Expect



KEY RETAIL TRENDS WE’VE 
SEEN IN 2018

Retailers continuing to open 
new physical locations1

Growth of value (or middle) 
retailers2

Continued emergence of 
experiential retail3

Smaller footprints and new store 
formats4 Year-to-Date U.S. Store Opening 

Announcements

Total announced 
store openings

3,42
7

Year-over-Year 
Growth

+49
%

Continued overall retail growth5
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Retailers are shrinking stores 
and focusing on improving sales per sf



Retailers continued to open new 
physical locations1

Growth of value (or middle) 
retailers2

Continued emergence of 
experiential retail3

Smaller footprints and new store 
formats4

Continued overall retail growth5

KEY RETAIL TRENDS WE’VE 
SEEN IN 2018

78% of consumers 



1. CONSUMER PREFERENCES CONTINUE TO EVOLVE

78% of consumers are shopping in stores 
either about the same or more than they 
were a year ago. More importantly, younger 
generations - Millennials and Gen Z - are 
visiting stores more.

Right now, the most impactful innovations are 
those that are transforming, not replacing, the 
physical retail experience. When asked about their 
experience with specific retail technologies, 
customers were most likely to say that buy online, 
pick up in store, in-app store navigation, and mobile 
payment actually improved their shopping experience.

WHAT TO EXPECT



2. RETAIL RE-INVENTION AND TRANSFORMATION

70% of consumers say technology 
has made it easier than ever to 
take their business elsewhere. 
(source: Salesforce, 2017)

New consumer behaviors and technological 
advances have disrupted the retail 
landscape. To secure their place, brands 
are triggering a transformation. They 
recognize the need to be more efficient, 
innovative, and relevant in adapting to 
their customers’ needs and demands

Kohl’s and Amazon are teaming up to bring Amazon
Products in-store for customers to experience through 
their “Smart Home Store”

Walmart has been aggressively adding new customer 
conveniences in order to appeal to today’s shoppers. 
This includes discounts for in-store pickup, Easy 
Reorder, and testing 24-hour automated shopping kiosks

WHAT TO EXPECT



3. BRICK & MORTAR MAKEOVERS

75% of Customers still want to 
see a product in-store before 
purchasing. 
(source: Alliance Data, 2017)

Retailers are redefining what it means to 
have a physical retail space. Focused on 
adding relevance and reimagining the in-
store experience, retailers are turning to 
new small-format stores.

Focusing on beauty consultations 
and services, Sephora has launched 
a new small-format, neighborhood 
concept dubbed Sephora Studio.

Target plans to grow it’s college 
campus-focused Target Express 
store formats, opening more than 
130 stores by 2019.

Target Express Sephora Studio Whole Foods

Whole Foods has opened small-
format 365 stores with a focus on a 
fast, customer-friendly experience 
and lower everyday prices.

WHAT TO EXPECT



4. SUBURBAN POPULATION GROWTH AND THE
REEMERGENCE OF DOWNTOWNS 

WHAT TO EXPECT

PEOPLE ARE MOVING TO SMALLER 
TOWNS AND WANT TO LOCATE IN 
COMMUNITIES THAT HAVE 
EVERYTHING…INCLUDING 
RETAIL AND VIBRANT 
DOWNTOWNS
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Practical Ways to 
Grow Your Retail Base



TOOLS FOR GROWING YOUR RETAIL BASE

• Document and analyze your 
existing retail base

• Retailers look very closely at 
store spacing

• Know your competition and what 
retailers are in surrounding 
communities

START WITH AN AREA MARKET 
ANALYSIS



• Determine and map your 
consumer draw

• Analyze the largest influx or 
outgoing traffic patterns to 
determine where shoppers are 
coming from in your community

GO BEYOND CITY OR COUNTY 
POPULATION. 

YOU NEED TO KNOW YOUR 
COMMUNITY’S RETAIL TRADE AREA

TOOLS FOR GROWING YOUR RETAIL BASE



• Use Cell Phone and GPS Data to 
determine where shoppers in 
your community live and what 
their path to purchase is

• This will help you better 
understand your community and 
it helps retailers and developers 
make better decisions about 
coming to your community

USE ACTUAL CONSUMER DATA TO 
DEFINE YOUR RETAIL TRADE AREA

TOOLS FOR GROWING YOUR RETAIL BASE



• DEMOGRAPHICS: Understand 
consumers for their unique 
attributes, including:
• Population Growth
• Age, Race
• Education
• Household Income
• Per Capita Income

• PSYCHOGRAPHICS: Consumer 
values and lifestyles drive a 
desire for particular 
products/services

UNDERSTAND YOUR RETAIL TRADE 
AREA DEMOGRAPHIC AND 
PSYCHOGRAPHIC PROFILES

TOOLS FOR GROWING YOUR RETAIL BASE



• Identifies sales leakage 
occurring when residents dine or 
purchase products outside your 
community

• Measures consumer demand and 
retail opportunity

DETERMINE YOUR 
RETAIL SALES LEAKAGE

TOOLS FOR GROWING YOUR RETAIL BASE



• New retail doesn’t always have 
to come from the outside

• Create events and promote 
things like food trucks or 
downtown experiences

• Empower local retailers and 
entrepreneurs to fill retail gaps 
through:

• New offerings
• New restaurants or concepts

EMPOWER LOCAL 
RETAILERS & ENTREPRENEURS

TOOLS FOR GROWING YOUR RETAIL BASE

The Wine Gallery - Woodruff, South 
Carolina 

Food Truck Tuesdays- Smyrna, Georgia        



• This is particularly important for 
restaurants and retailers that 
require large population bases 
that will shop or dine during the 
day

KNOW THE DAYTIME & 
WORKFORCE POPULATIONS IN 
YOUR COMMUNITY

TOOLS FOR GROWING YOUR RETAIL BASE



• The first questions an interested 
retailer asks: “Where can I put 
my business?” And “Send me 
possible sites that match my 
needs”

• Be able to clearly communicate 
and demonstrate your vision for 
use and/or revitalization

• Identify land assemblage 
opportunities for retail 
development

KNOW AVAILABLE SITES AND 
PROPERTIES FOR DEVELOPMENT

CONDUCT A LAND USE ANALYSIS 
AND MARKET YOUR VISION FOR 
RETAIL DEVELOPMENT & 
REVITALIZATION

TOOLS FOR GROWING YOUR RETAIL BASE



• Target retailers that “fit” your 
community based on results of 
your market analysis

• Understand their location criteria 
before recruiting

• Research the regional or state 
real estate contact

RETAILER TARGETING AND 
RECRUITMENT

TOOLS FOR GROWING YOUR RETAIL BASE



• Target retailers at national and 
regional events

• Be prepared to connect with 
retailers, developers, brokers, 
and site selectors to pitch sites 
in your community

• A booth can be a huge 
investment depending on the 
conference, so make sure you 
are prepared and have enough 
staff to represent your 
community well and time to 
facilitate meetings

REPRESENT YOUR COMMUNITY AT  
ICSC AND OTHER CONFERENCES 
AND RETAIL EVENTS

TOOLS FOR GROWING YOUR RETAIL BASE



• Conceptual site plans

• Incentive packages

• Proactive, business-friendly 
community

RECRUIT RETAILERS AND 
DEVELOPERS WITH DATA, SITES, 
AND A REALISTIC PLAN

TOOLS FOR GROWING YOUR RETAIL BASE



TAKE A LONG TERM APPROACH

RETAIL RECRUITMENT IS A 
PROCESS, NOT AN EVENT

TOOLS FOR GROWING YOUR RETAIL BASE
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