


W
hat happens when you have

an explosion in births in th e

United States? Sales for baby,

i n fant and ch i l d ren’s apparel incre a s e ,

and all re tailers do better, right? And

this is the field to be in, right? Wro n g !

In the past 10 years the United Sta t e s

has seen a historic boom in births, un-

p a ralleled since the 1940s. Yet house-

hold expenditure on kids’ apparel and

accessories has actually decre a s e d ,

while the gross leaseable area devo t e d

to this category of goods has incre a s e d

in malls. In this article we will look at

the reasons behind these fo rces and

s u g ge st ways for kids’ re tailers and

shopping centers to boost market share. 

U.S. BI R T H RA T E S — TH E BO O M E R S BO O M

As proof of the large st population

explosion since the Baby Boomers, Fi g-

u re 1 provides a look at the births by

year of Boomers comp a red to Gen Y,

or Echo Boomers (which span the ye a r s

1977 th rough 1994). This new ge n e ra-

tion, now aged 9 to 26 years, numbers

a p p rox i m a t e ly 70 million. The tre n d

lines of the two ge n e rations are re-

m a r ka b ly similar over the 18 - year peri-

ods, with peaks and valleys, ups and

d owns in the same spots, save for 1

ye a r. Was it something in the wa t e r ?

While the Boomers ave ra ged 3.99 mil-

lion births per annum in the period,

the Echo Boomers ave ra ged a some-

what lowe r, but still imp re s s i ve 3.58

million births per annum.

In the 1990 th rough 2000 decade,

b i rths fluctuated between 3.9 million

to 4.2 million per ye a r. They are ex-

pected to decline slightly th rough 2005,

and then re a ch an annual rate of 4.2

million annual births by 2012 .

The complexion of the new birth s

is also notewo rthy for anyone try i n g

to sell to these new consumers and

their parents. In 2000, the number of

l i ve births totaled approx i m a t e ly 4.1

million (projected to increase to 4.3 mil-

lion in 2010). Of this total, the ra c i a l

split was as fo l l ows :

2 0 0 0 2 0 1 0
W h i t e, non-Hispanic 5 8 % 5 7 %
B l a ck 1 5 % 1 5 %
N a t i ve American/Eskimo      1% 1 %
A s i a n / Pacific Islander          5% 5 %
H i s p a n i c 2 0 % 2 3 %
TOTA L 9 9 % 1 0 1 %

While whites are still the maj o r i t y

of live births in the U.S., the Hispanic

m a r ket comprises most of the incre-

ment, now accounting for 20 perc e n t

of live births, but only 12 percent of

the ove rall population. By 2010, His-

panics births are projected to account

for almost one quarter of domest i c

b i rths. The increment is all in favor of

Hispanic births, with 2007 population

p rojected as fo l l ows for kids 0 to 4 ye a r s

of age :

A n g l o B l a ck H i s p a n i c
1990  13 million    1994  2.7 million  1 9 9 4 2.7 million
2 0 0 7 11.3 million  2 0 0 7 2.7 million  2007  4.2 million   

As the gross number of births in-

c reases, the buying population is de-

c reasing in the short - t e rm. In 19 9 5 ,

th e re we re approx i m a t e ly 83 million

women between the age of 25 and 44.
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With a boom in births over the last 10 ye a r s, the children’s retail market has gotten a lot tougher.
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ECHOING THE DIVIDE
GENERATION Y BIRTH RATES COMPARED TO THE BABY BOOM GENERATION
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Figure 1. Generation Y birth rates compared to the baby boom generation.

Source: U.S. Census Bureau and JB Research Co.



By 2007, this population is expected to

decline 5 percent to 79 million.

CO N S U M E R EX P E N D I T U R E A N D RE T A I L

SA L E S BY DI S T R I B U T I O N CH A N N E L

Let’s give a quick look at what hap-

pened to consumer expenditures and

actual re tail sales in places where yo u

buy kids’ clothes in the past 9 ye a r s .

Fi g u re 2 provides a look at consumer

e x p e n d i t u res on ch i l d ren’s apparel and

services in current and constant 2001

dollars. Current dollars include infl a-

tion, while constant dollars adjust fo r

i n flation so that comparisons are more

a c c u rate. While incomes have incre a s e d

18.7 percent in real dollars from 19 8 4

th rough 2001 (1.1% CAGR), expendi-

t u re on apparel and services has de-

c reased dra m a t i c a l ly, by 21 perc e n t .

M a c ro trends show continued defl a-

t i o n a ry pre s s u re, indicating less and

less money available for kids’ appare l .

D e c reases in boys 2 to 15 was 26 per-

cent in the 17 - year period and girls in

this same category decreased by 12 per-

cent. Expenditure for infant and tod-

dler apparel declined only slightly by

1.2 percent. On the other hand, expen-

d i t u re for pets, toys and play gro u n d

equipment increased almost 6 perc e n t .

Consumer expenditure surveys col-

lect info rmation from the nation’s

households on their buying habits. Ac-

tual re tail sales by distribution ch a n n e l

a re another matter. Fi g u re 3 prov i d e s

b a ck ground on re tail sales by kinds of

businesses in the past 9 years. As

s h own, current dollar sales of re tail ex-

p e n d i t u re in the United States was $1. 8

trillion in 1992 and increased to $3.2

trillion. But the percent of re tail expen-

d i t u re spent in fa m i ly clothes st o res has

remained the same, while depart m e n t

st o res had their share of the re tail dol-

lar decrease by 2.3 percent of total re-

tail sales. Wa rehouse clubs and super-

st o res have increased their perc e n ta ge

s h a re of household re tail sales expen-

d i t u re in the United States by 3 per-

cent in the 1992 to 2001 period. 

To tal re tail sales grew by 36 perc e n t

in the 9-year period in inflation adjust-

ed constant dollars. But clothing and

accessories grew by only 11 perc e n t

and fa m i ly clothing grew 36 perc e n t .

D e p a rtment st o re sales grew only 2.5

p e rcent, while wa rehouse clubs and su-

p e r st o res grew 225 percent! So while

the boom was going on, consumers

we re expressing their pre fe rences fo r

channels of distribution for kids’ st u ff ,

w i th conventional channels like spe-

cialty and department st o res losing out

to wa rehouses and superst o re s .

A better picture of consumer expen-

d i t u re pre fe rences is provided in Fi g u re

4. Over the past 5 years, off-price and

mass merchant clothing re tailer grow th

has increased. National chains, special-

ty st o res, department st o res and fa c t o-

ry outlets have actually decreased an-

nual grow th by as much as 5 perc e n t

per year in the period. 

Now let’s ta ke a look at what wa s

happening in the malls.

ALLOCATION OF MALL NON-ANCHOR

TENANT SPACE

A 6-year hist o ry of distribution of

mall tenant space is shown in Fi g u re 5.
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CONSUMER EXPENDITURE SURVEY CHILDREN'S APPAREL AND SERVICES

In Current Dollars In 2001 Constant Dollars
Item 1984 1990 2001 1984 1990 2001

Number of Consumer Units (000) 81,178 83,424 88,735 81,178 83,424 88,735

Income Before Taxes * $23,464 $31,889 $47,507 $39,995 $43,210 $47,507 
Income After Taxes * $21,237 $28,937 $44,587 $36,199 $39,210 $44,587 

Apparel and Services $1,376 $1,664 $1,846 $2,345 $2,255 $1,846 
Men and Boys 362 401 458 617 543 458
Men, 16 and over 291 333 368 496 451 368
Boys, 2 to 15 72 68 91 123 92 91
Women and girls 550 691 718 937 936 718
Women, 16 and over 467 604 594 796 818 594
Girls, 2 to 15 83 87 124 141 118 124
Children under 2 53 71 89 90 96 89
Footwear 196 238 321 334 322 321
Other Apparel Products and Services 215 263 260 366 356 260

Pets, Toys, and Playground Equipment $201 $279 $362 $343 $378 $362 

Notes:
* Components of income and taxes are derived from "complete income reporters”only.

Source: U.S. Census Bureau and JBResearch Company

Figure 2. Consumer expenditure survey, children’s apparel and services.



To tal space devoted to GAFO (ge n e ra l

m e rchandise, apparel and accessories,

f u rn i t u re, fi x t u res and other miscella-

neous re tail) made up 75 percent of all

space in malls, and increased to 78 per-

cent in 2001. But the space devoted to

ch i l d ren’s and fa m i ly apparel incre a s e d

by 19 and 10 percent re s p e c t i ve ly. Spe-

cialty re tailers we re trying to capita l i z e

on the growing Gen Y market, while

consumers we re telling them they wa n t

to shop wa rehouses and superst o res fo r

their kids’ things. This is a superb ex-

a mple of the “Wa l - M a rt effect” in th e

United States. American consumers

want their goods cheap, no matter what

the cost to wa ges and indust ry comp e-

t i t i o n .

At the same time the ave ra ge square

fo o ta ge of space devoted to ch i l d re n ’ s

a p p a rel in the ave ra ge shopping center

went from 2,400 to 6,700, and fa m i ly

a p p a rel square fo o ta ge went fro m

21,000 in the ave ra ge mall to 37, 0 0 0

s q u a re feet in the ave ra ge shopping cen-

t e r.

ICSC tra cks st o re sales according to

a merchandise index. As mall space de-

voted to kids’ re tailing was incre a s i n g

at a rate pro p o rt i o n a t e ly greater th a n

the grow th of sales, indexed sales per

s q u a re foot began to decrease. In th e

p a st 8 years, sales in ch i l d ren’s appare l

d e c reased from $348 to $328, or 6 per-

cent. But most of the decline came in

the 2000 to 2002 period, when sales

declined 15 percent from $384 per

s q u a re foot to $328 per square fo o t .

WH O AR E TH E S E BU Y E R S A N D WH A T DO

TH E Y WA N T?

A snapshot of the ch i l d ren’s marke t
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NAICS In Current Dollars
Code Kind of Business 1992 1996 2001

Retail Sales, Total 1,851,213 2,402,277 3,167,842

448 Clothing and Clothing Accessories Stores 6.5% 5.7% 5.3%
4481 Clothing Stores 4.6% 3.9% 3.8%
44811 Men's Clothing Stores 0.6% 0.4% 0.3%
44812 Women's Clothing Stores 1.7% 1.2% 1.0%
44814 Family Clothing Stores 1.8% 1.8% 1.8%

452 General Merchandise Stores 13.4% 13.1% 13.6%
4521 Department Stores (excluding L.D.) 9.6% 8.8% 7.3%
4521102 Discount Department Stores 5.0% 5.0% 4.3%
4521101, Conventional and National Chain
4521103 Department Stores 4.6% 3.8% 2.9%
4521 Department Stores (including L.D.) 9.8% 9.0% 7.4%
4521102 Discount Department Stores 5.1% 5.1% 4.4%
4521101, Conventional and National Chain
4521103 Department Stores 4.7% 4.0% 3.0%
4529 Other General Merchandise Stores 3.8% 4.3% 6.3%
45291 Warehouse Clubs and Superstores 2.2% 3.0% 5.2%
45299 All Other General Merchandise Stores 1.7% 1.3% 1.0%

453 Miscellaneous Store Retailers 3.0% 3.5% 3.5%

Figure 3. Estimated annual retail sales by kinds of business, 1992, 1996 and 2001 (percent of total retail sales)

Source: U.S. Census Bureau and JB Research Co.

COMPOUND ANNUAL MARKET GROWTH RATE BY TYPE OF
CLOTHING RETAILER

1998 - 2002
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Figure 4. Compound annual market growth rate 

by type of clothing retailer, 1998-2002.

Source:Los Angeles Times and JB Research Company.



58 • SHOPPING CENTER BUSINESS • FEBRUARY 2004

Figure 5. Allocation of mall non-anchor tenant space, 1995 vs. 2001*

Average Percent
Percent of Space Square Feet/Center Change

1995 2001 1995 2001 1995-2001

Women's Ready to Wear 20.7 15.9 46,573 39,954 -2.5
Women's Accessories & Specialties 2.9 2.9 6,636 7,278 1.6
Men's Apparel 4.0 2.4 8,935 5,956 -6.5
Children's Apparel 1.1 2.7 2,414 6,726 18.6
Family Apparel 9.4 14.7 21,259 36,864 9.6
Women's Shoe Stores 1.6 0.8 3,631 2,115 -8.6
Men's Shoe Stores 0.5 0.3 1,055 792 -4.7
Family Shoe Stores 5.9 3.3 13,199 8,353 -7.3
Athletic Shoe Stores n/a 4.0 n/a 10,137 n/a
Children's Shoe Stores n/a 0.3 n/a 777 n/a
Shoes - Miscellaneous 0.9 n/a 2,073 n/a n/a
Apparel & Accessories - Miscellaneous 0.1 0.2 167 499 20.0
Apparel & Accessories - Subtotal 47.0 47.7 105,942 119,451 2.1

Home Furniture & Furnishings 2.7 4.1 5,984 10,172 9.2
Home Entertainment & Electronics 5.5 5.2 12,429 13,081 0.9
Home Furnishings - Miscellaneous 0.7 n/a 1,602 n/a n/a
Furnishings - Subtotal 8.9 9.3 20,015 23,253 2.6

Stationary/Cards/Gifts/Novelty 4.4 5.4 9,992 13,610 5.3
Books 2.4 2.4 5,385 5,896 1.5
Sporting Goods/Bicycles 2.8 2.6 6,404 6,544 0.4
Toys/Educational/Hobby n/a 2.5 n/a 6,157 n/a
Personal Care n/a 1.4 n/a 3,586 n/a
Jewelry 3.4 3.6 7,638 8,971 2.7
Other GAFO - Miscellaneous** 5.8 3.2 13,014 8,007 -7.8
Other GAFO - Subtotal 18.8 21.1 42,433 52,771 3.7
TOTAL GAFO 74.8 78.0 168,390 195,475 2.6

Fast Food 3.8 1.8 8,460 4,492 -10.0
Food Cour t n/a 1.4 n/a 3,424 n/a
Restaurants 4.8 4.6 10,892 11,454 0.9
Food Service - Miscellaneous 0.0 n/a 81 n/a n/a
Food Service - Subtotal 8.6 7.7 19,433 19,370 -0.1

Specialty Food Stores 1.6 1.6 3,494 3,994 2.3
Supermarkets 0.5 0.2 1,146 548 -11.6
Drug/HBA 1.9 0.8 4,265 2,082 -11.3
Personal Services 4.4 4.4 10,016 11,076 1.7
Automotive 0.1 0.1 161 341 13.3
Home Improvement 0.1 0.2 119 376 21.5
Theaters n/a 5.1 n/a 12,703 n/a
Mall Entertainment 5.6 1.4 12,721 3,385 -19.8
Other Non-GAFO - Miscellaneous 0.8 0.3 1,798 664 -15.3
Non-GAFO Categories - Subtotal 15.0 14.0 33,720 35,169 0.7
TOTAL NON-GAFO 23.6 21.8 53,153 54,539 0.4
TOTAL OTHER CATEGORIES - MISC. 1.6 0.2 3,630 493 -28.5
GRAND TOTAL 100.0 100.0 225,173 250,507 1.8

Notes:
* Allocation as of June in each year.
** GAFO = Gerneral merchandize, Apparel, Furniture/home furnishings and Other types similar merchandise.

Source:ICSCand JB Research Company



consumer reveals that about 56 perc e n t

a re married couples with ch i l d ren, 16

p e rcent are single parents and 28 per-

cent are friends and re l a t i ves. Many of

the mothers are not college educated.

In fact, women with ch i l d ren under 9

years of age ge n e ra l ly do not have a

c o l l e ge degree, as fo l l ows :

White with college degr e e 2 6 %
B l a ck with college degr e e 1 4 %
Hispanic with college degr e e 7%     

This mom is like ly to be emp l oyed. In

2000, more than 64 percent of wo m e n

w i th ch i l d ren under 6 we re emp l oye d

in the United Sta t e s .

Who wins in this type of marke t

w i th an incre a s i n gly single, ethnic and

n o n - c o l l e ge educated mom?  NPDFa s h-

i o n world did a study on Brands and Li-

censes in 2002. A major conclusion wa s

that nine out of 10 mothers said th a t

they always try to buy their ch i l d re n ’ s

c l o thing on sale, and eight out of 10 se-

lect clothing based on sales or dis-

counts. Most mothers considered Old

Navy to be a “hot” brand. Old Nav y

was also the most often mentioned fa-

vorite brand. Gap ra n ked second on

b o th the brand momentum and favo r i t e

b rand or license measures. Ninety per-

cent of moms surve yed said th e y

shopped at discount st o res and th i s

number increased over 2000. Priva t e

label pro grams such as Basic Editions

and Honors have a st rong fo l l ow i n g

among mothers. The driving fo rce be-

hind the discount st o re increases is

m o thers aged 18 to 34. Wa l - M a rt ’ s

s h a re of st o res shopped increased re-

c e n t ly. Kohl’s gained share points ove r

the 2000 st u d y.

St o re display is the most infl u e n t i a l

factor in ch i l d ren’s wear purch a s i n g ,

w i th 84 percent of mothers re p o rt i n g

that seeing the item in a st o re display

and liking it was imp o rtant in their pur-

chase decision. Among mothers with

kids aged 6 to 10, 83 percent said th a t

the child asking for the item was ex-

t re m e ly imp o rta n t .

C o mp a red to 2 years ago, more

m o thers re p o rted that when it comes

to shopping for ch i l d ren’s cloth i n g ,

“ l ower priced brands are just as good”

— sugge sting that the ch i l d ren’s appar-

el category has become more com-

moditized. Discount st o res accounted

for over half of the ch i l d ren’s appare l

unit share in 2001, according to th e

N P D Fa s h i o n world st u d y, as fo l l ows :

Wa l - M a rt 3 2 . 6 %
Ta r g e t 1 1 . 0 %
K m a rt 8 . 1 %
J C Pe n n ey 4 . 3 %
Gap Kids/Baby Gap 3 . 1 %
Ko h l ’s 3 . 0 %
Kids ‘ R ’ Us/Babies ‘ R ’ Us    2 . 3 %
Old Nav y 2 . 1 %
S e a r s 2 . 0 %
D i s n ey Store 1 . 4 %
The Children’s Place 1 . 4 %
T. J. M a x x 1 . 2 %
M e rv y n ’s 1 . 1 %
Va l u e 1 . 0 %
M a r s h a l l s 1 . 0 %

The top th ree discounters sold more

than 51 percent of units. Yo u n ger moms

( a ged 18 to 24) are signifi c a n t ly more

l i ke ly than older moms to re p o rt shop-

ping at discount st o res for their ch i l-

d ren’s clothing in the past 6 month s .

SU G G E S T I O N S FO R SU R V I V A L — KI D S’ 

RE T A I L E R S

We have seen explosive grow th in

the kids’ market, a ch a n ge in pre fe r-

ence for places to shop, and an ove re x-

pansion of small re tailers catering to

this market. We are indeed in a classic

oversupplied marke t .

In a market like this, consumers are

the short - t e rm winners, with more

choice of places to shop and lowe r

prices. But this cannot continue because

ove r s u p p ly will eve n t u a l ly be sucke d

up by market fo rces. Consolidation will

occur; non-capitalized re tailers will go

out of business or be eaten by larger re-

tailers. This is a bad situation for both

mall operators and individual specialty

re ta i l e r s .

What will happen? Supply will

shrink to match demand. For smaller

re tailers who want to stay in business,

s u r v i val will depend on stealing mar-

ket share and diffe rentiating th e i r

b rands from others. If they cannot be

the ch e a p e st (and no re tailer can be

cheaper than Wa l - M a rt), they must be

the best at something else.

In our opinion, no re tailer of kids’

a p p a rel and accessories is doing a good

job of catering to today’s mom. She is

working, st ressed, ove rwhelmed with

re s p o n s i b i l i t y, and sometimes com-

p l e t e ly clueless about how to be a good

mom. A smart re ta i l e r, one that will

win in this difficult market, must re c-

ognize the needs of his customer and

t ry to satisfy some of th e m .

Fa i th Po p c o rn provided some com-

pelling marketing st rategies for bra n d-

ing and catering to women in her book

E ve o l u t i o n. She outlined eight principles

that can be dire c t ly applied to re ta i l e r s

catering to women and moth e r s :

• Connecting your female custo m e rs to each

o ther connects them to your brand. 

Set up a Web site for your st o re or a

chat room with articles re l evant to yo u r

m a r ket. Create a kiosk in the st o re fo r

i mp o rtant info rm a t i o n / b ro ch u res fo r

m o m s .

• If you only market to one of a wo m a n ’ s

l i ves, you are missing out on the oth e rs .

Your st o re can act as a re s o u rce fo r

your customers about where to go fo r

ch i l d - f r i e n d ly locales. Create a data b a s e

of kids’ attractions in each st o re’s re-

gion. Create a database of re s o u rces fo r

e a ch of her lives: home, work and fa m-

i ly.

• If she has to ask, it’s too late .

Anticipate her needs and wants; do

focus groups to keep current on what

she needs as an ongoing vital part of

your marketing plan.

• Market to a woman’s peripheral vision

and she will see you in a whole new light.

God is in the details. Pay attention

to things on the horizon. Access th e

l a t e st and gre a t e st Web sites and toy s

and pass this info rmation on to yo u r

c u st o m e r.

• Walk, run, go to her and secure her loy-

alty fo reve r.

C reating loyalty is embedding th e

m e m o ry of a pleasurable experience

fo reve r. Women don’t fo r get a good or

bad experience. Keep reminding her (in
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n o n - i n t ru s i ve ways) of reasons she

should re t u rn to your st o re .

• This ge n e ration of women custo m e rs will

lead to the next.

Moms have a tremendous infl u e n c e

over how their kids turn out. Eve n

though their offspring may be ve ry dif-

ficult to keep as customers as they grow

up, you can at least indoctrinate th e i r

m o m s .

• C o - p a renting is the best way to raise a

b ra n d .

Connect and co-promote the bra n d

to others that are comp l i m e n ta ry. Pro-

motions, coupons and prizes to a local

zoo or kids’ re sta u rant are exa mp l e s .

• E ve ry thing matte rs — you cannot hide be-

hind your logo.

Women are sensitive to political and

e n v i ronment issues. Be a green st o re ,

contribute to ch i l d ren’s charities, cre-

ate literacy pro grams for your cus-

tomers, “do” for her. S C B
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BUILDING ON THE FUTURE
Arizona developer Michael A. Po l l a ck demonst rates the 

b e n e fits of infill pro j e c t s .

T
he search for successful re tail real estate ve n t u res doesn’t necessarily have to

ta ke a re d eveloper into unch a rted terr i t o ry. While some developers want to

sta ke their claims along the outskirts of a city’s limits, others realize that th e re

is still a we a l th of opportunities in the heart of the city. Michael A. Po l l a ck, pre s i d e n t

and founder of Mesa, Arizona-based Po l l a ck Real Estate Inve stments, knows fi r st-

hand how infill projects can benefit both a re d eveloper and a community.

Po l l a ck has a knack for spotting winners when looking at shopping centers. He

sees beyond battered rows of vacant st o res and envisions polished shopping pav i l-

ions. Po l l a ck th r i ves on collecting neglected eye s o res and tra n s fo rming them into at-

t ra c t i ve, healthy centers.

A st rong advocate of infill development and re d evelopment, Po l l a ck owns more

than 3 million square feet of commercial real estate space in the Phoenix marke t p l a c e ,

w i th more than 4 million total square feet of projects in Arizona, Califo rnia and Neva-

da. His re d evelopment philosophy is simple: Why build along the fringes of a city

when you can st re n g then its existing foundations inst e a d ?

“ We ’ re fulfilling a need,” says Po l l a ck. “The majority of what we do is infi l l ,

w h e ther it be the development of infill locations or the re d evelopment of infill loca-

t i o n s . ”

The comp a ny’s infill projects not only provide needed make overs for many

foundering community strip malls, they also attract consumers, which in turn boost s

the area’s economy. The City of Mesa re c e n t ly named him Re d eveloper of the Ye a r

for 2003.

“ M i chael Po l l a ck has done some amazing things for this city,” says Mesa Mayo r

Keno Haw ke r. “He sees opportunities in areas where others see problems, and his

p ro p e rties here are shining exa mples of what re d evelopment can do to benefit a

c o m m u n i t y. ”

Po l l a ck attributes his success with infill in part to his attitude: unlike most real es-

tate inve stors, he doesn’t buy pro p e rty with the intention of selling it.

“ We ’ re not a merchant buye r,” he says. “When we build, we build for our ow n

account. Our satisfaction comes from rev i talizing communities. When we purch a s e

p ro p e rties, we never intend to sell th e m . ”

On the contra ry, he buys a pro p e rty to imp rove it, st re n g then it, then wa t ch it

p roduce results. Po l l a ck has ta ken many centers from near total vacancy to comp l e t e

occupancy in what often appears to be in re c o rd time. One purchase in 2003, th e

$2.4 million, 74 , 4 2 2 - s q u a re - foot Po l l a ck Main St reet Plaza in Mesa, became a typical

Po l l a ck success st o ry: the center went from 80 percent vacant to 99 percent occupied

in a matter of month s .

But vacancy isn’t always a defining factor in a purchase, as evidenced by the com-

p a ny’s recent purchase of No rth Park Plaza in Chandler, Arizona, one of the city’s

o l d e st shopping centers.

“ M i chael Po l l a ck is doing major re n ovation that will dra m a t i c a l ly ch a n ge the look

on that corn e r,” says Harry Paxton, economic re d evelopment specialist, re tail, for th e

City of Chandler. “That center was almost comp l e t e ly leased when Po l l a ck bought

it, and he’s still inve sting in it. It shows he has a lot of intere st in the community and

m a kes inve stments where they count.”

L a st ye a r, Po l l a ck purchased shopping centers in seve ral Phoenix area cities,

adding another 500,000 square feet of pro p e rty to his port folio, including the 66,000-

s q u a re - foot Marcos de Niza in Te mpe. Re d evelopment on that center is slated to

sta rt early this year and will include a complete make ove r.

Po l l a ck offers some advice to other re d evelopers of infill pro p e rties: plan care f u l-

ly, have patience and don’t pay too much for the project. Re m e m b e r, shopping cen-

ters aren’t cheap to re n ovate, he adds.

“An ill-conceived or rushed plan can back fi re on yo u ,” Po l l a ck says, adding th a t

poor planning and hasty decisions we re the cata ly sts for the initial dow n fall of many

of the centers he salva ge s .

— Randall Shearin

Jill Bensley is president of Ojai, 

C a l i fornia-based JB Re s e a rch Co.


