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WWe're pleased to share this collection of Retail Insights highlighting timely  
trends, perspectives and research analysis from CBRE Retail professionals 
across our platform.

Our goal is to provide content that will educate our readers on the 
exciting changes and opportunities that CBRE sees in the dynamic retail 
market, particularly on topics such as Retail Recovery, Reimagining Retail 
Environments, Evolution of Consumer Experience and Data & Analytics.

In this collection, we look to the future of brick-and-mortar retail (8), 
explore emerging store-within-a-store concepts (10) and discuss the role 
retail will play as we return to the workplace (16). We also highlight new 
technologies retailers are using to enhance their real estate strategy and 
share the latest insights from our market-leading research team. 

We look forward to producing thought leadership that delves into the most 
important topics in our industry and introducing you to some of our most 
talented professionals as we discuss the exciting ways that retail is meeting  
the moment and advancing bold new strategies for the future.

Thank you for reading. We welcome your feedback, and we will see you soon  
to share more retail insights.

John Morris
Americas Industrial & Logistics  
and Retail Leader
CBRE
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The retail industry took a direct hit from COVID-19. As we navigate 2021, we are 
tracking retail recovery through key retail data points, such as sales, mobility  
and transactions. These recovery indicators will be actively updated to keep  
CBRE teams and clients armed with the latest retail recovery trends. Below  
are highlights of two recovery indicators:

Retail Sales 
Retail sales dropped 20% year-over-year during the 
peak of the pandemic in April 2020. However, driven by 
government stimulus and store reopenings, total retail sales 
reached pre-pandemic levels in June 2020. The latest data 
as of March 2021 shows retail sales up 28% year-over-
year, with the largest year-over-year increases occurring in 
the clothing & accessories and the sporting goods, hobby 
& book categories. CBRE Research expects retail sales to 
remain strong as the vaccine continues to roll out in 2021.

U.S. Mobility 
Consumer mobility trends continue to trend upward but 
vary widely by location and type of mobility. On a national 
level, consumers are traveling to locations by walking and 
driving at the expense of transit. As of April 2021, both 
driving and walking requests for directions have exceeded 
the pre-pandemic average, while transit directions remain 
suppressed. Despite overall limited transit mobility, on a 
monthly basis transit has experienced the largest gains—
proving recovery is underway.  ■

YOY Trend  
March 2021

Total Retail
Up 28%

Excluding E-Commerce
Up 28%

YOY Trend  
As of 4/18/21

Driving
Up 229%

Walking 
Up 184%

Transit 
Up 185%

MOM Trend  
March 2021

Total Retail
Up 10%

Excluding E-Commerce
Up 11%

MOM Trend  
As of 4/18/21

Driving
Up 14%

Walking 
Up 8%

Transit 
16%

By Andres Rodriguez

Read more in CBRE's Retail Recovery Indicators report

RETAIL RECOVERY 
INDICATORS
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https://www.cbre.us/research-and-reports/US-Retail-Recovery-Indicators-May-2021?utm_source=Retail%20Quarterly&utm_medium=PDF&utm_campaign=Retail%20Quarterly%20Q2%202021
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Total Retail Sales
Year-Over-Year Growth (Monthly)
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7-Day Moving Average (Daily)

Driving Transit Walking

160

140

120

100

80

60

40

20

0

10
0 

=
 B

as
el

in
e 

vo
lu

m
e 

as
 o

f 1
/1

3/
20

20

Ja
n 

20
20

Fe
b 

20
20

M
ar

 2
02

0

A
pr

 2
02

0

M
ay

 2
02

0

Ju
n 

20
20

Ju
l 2

02
0

A
ug

 2
02

0

Se
p 

20
20

O
ct

 2
02

0

N
ov

 2
02

0

D
ec

 2
02

0

Ja
n 

20
21

Fe
b 

20
21

M
ar

 2
02

1

A
pr

 2
02

1

ABOVE 
AVG.

RISING

Source: Apple Monthly Trends, as of 4/18, 2021

Source: US Census Bureau, April 2021

Retail Insights June 2021  /  5  





As brick-and-mortar stores blend with 
e-commerce, what will that mean for urban 
mixed-use retail? Terry Brown of Asana 
Partners and Brian Taff of Streetsense join 
host Spencer Levy to explore the evolution 
of retail and logistics on this episode of 
The Weekly Take. 

Listen now at cbre.com/theweeklytake

A Question of Balance: 
The Changing World of 
Urban & Mixed-Use Retail

https://www.cbre.com/the-weekly-take/episodes/episode-209-a-question-of-balance-the-changing-world-of-urban-mixed-use-retail?utm_source=Retail%20Quarterly&utm_medium=PDF&utm_campaign=Retail%20Quarterly%20Q2%202021
https://www.cbre.com/the-weekly-take/episodes/episode-209-a-question-of-balance-the-changing-world-of-urban-mixed-use-retail?utm_source=Retail%20Quarterly&utm_medium=PDF&utm_campaign=Retail%20Quarterly%20Q2%202021


3Three Questions That  
Determine the Future of 
Brick-and-Mortar Retail

By John Morris & Bill Wright

The foundation for a retail  
reawakening already is in place. 
Now retailers and landlords 
just need to build on it.

Physical retail was undoubtedly hit hard 
amid the pandemic in 2020 as customers 
limited their shopping to mostly essential 
items, and e-commerce gained momentum. 
Despite these challenges, we now are  
seeing many retailers position themselves  
for significant expansion later this year  
and even more so in 2022 and 2023. As 
consumer confidence returns, surviving 
retailers with strong positions and  
new brands and concepts will reap  
ample opportunities to capitalize on  
pent-up demand. 

For those who want to expand, these  
are some of the most important questions 
they must answer to position themselves  
for sustainable, long-term brick-and- 
mortar growth.

1. What data and new 
technology will lead to  
successful store optimization? 
Whether expanding, contracting or reconfiguring an 
existing footprint, retailers will use data as a key driver 
in decision making. Today’s data goes far beyond 
compiling population stats, consumer spending and 
traffic counts. New technologies such as massive 
mobile data and geofencing are constantly evolving, 
allowing retailers to be even more precise in making 
data-based decisions. 

This data will still answer traditional questions such 
as where new stores should be located, how many 
stores should coexist in a given market and what 
square footage should encompass optimal footprints. 
However, data is now expanding to account for 
factors such as co-tenancy and tenant mix, the proper 
combination of which gives retailers a heightened 
chance for success. 

Other new strategies are emerging that can help 
retailers rethink their real estate portfolios. A prime 
example is last-mile locations. As e-commerce 
continues to grow, some retailers may decide to cut 
down on the number of brick-and-mortar stores in a 
given area and instead add fulfillment centers there 
or nearby to support their expanding online customer 



base. They may decide to incorporate fulfillment into their 
existing store as well. This decision requires factoring in 
logistics data points such as drive times, transportation 
infrastructure and targeted inventory replenishment— 
many of which are new concepts to traditional brick-and-
mortar retailers. 

All of this flexibility depends on retailers’ becoming more 
comfortable with new, rapidly expanding technologies. 

2. What type of properties  
should occupiers target?
There is no question that the traditional retail footprint is 
changing. A trend away from mall shopping has existed 
for years, with some malls closing down and others 
adapting for another use entirely, often the last-mile or 
fulfillment centers already cited. While some malls will not 
survive, it’s clear that many malls have a path to success, 
albeit potentially not as a traditional mall. Instead of 
asking what else a mall can be, we should be asking what 
else a former anchor space can be. 

Smart landlords are already repositioning properties 
to incorporate other uses into malls that can help drive 
traffic and daytime population beneficial to existing retail 
tenants. Medical is a key example of this reuse in recent 
years, as anything from outpatient centers to chiropractic 
practices have helped backfill space in well-located retail 
centers. Look to malls to take a page from this playbook. 
However, with malls, the potential could be even greater 
as we see opportunities for residential activity—whether 
through traditional multifamily or senior housing—to take 
hold. This evolution would be a natural, almost symbiotic 
relationship that existing retail tenants would desire. 

We can’t rule out office as an option for malls either.  
As the workforce comes back to the office, many tenants 
may be looking to occupy low-rise locations closer to 
their employee base to offer a more flexible working 
environment. Retail sites could support this strategy. For 
example, Scottsdale Fashion Square in Scottsdale, AZ,  
has added an 80,000-square-foot expansion that includes 
coworking space. 

As retailers look to expand, dynamic mixed-use properties 
could be the most desirable locations.

3. How can the store become a  
real part of the supply chain?
This is perhaps the true million-dollar question for brick-
and-mortar retail. Standalone, last-mile fulfillment centers 
will be a part of the solution. But for those who truly want 
to maximize their current and future retail footprint, the 
game changer comes with integrating fulfillment into 
existing stores to best serve customers.

Retailers need to appeal to multichannel consumers—
those who use both physical stores and e-commerce for 
purchases. By developing a true brick-and-mortar retail 
location that caters to both channels, retailers will be 
solving for two problems: giving their best customers all 
the dynamic options that they want, and optimizing their 
supply chains to recoup the most profit possible. The 
latter avoids many of the cost inefficiencies that come with 
ecommerce. Individually-ordered products for last-mile 
delivery are often incredibly costly and erode profits for 
retailers. Incorporating existing stores into the supply chain 
could help alleviate some of the logistics issues associated 
with e-commerce. 

Recently, CBRE posited a hybrid model retail store, which 
will include both front-of-the-house, consumer-facing retail 
and a back-of-the-house fulfillment center. This model will 
give retailers personal interaction with their consumers, 
while also developing a more efficient e-commerce 
delivery and return model. This could be a prime solution 
for retailers moving forward.

We may not see this expansion activity or implementation 
of some of these strategies until later this year, but it is  
a positive sign that these discussions are taking place.  
It’s also encouraging that many retailers, as well as  
private equity firms, see a robust future for brick-and-
mortar retail.  ■
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The store-within-a-store model has been a mainstay 
of many large department stores and retailers, such 
as Macy’s and Best Buy, for decades. With recent 
major announcements of new ventures like Sephora’s 
partnering with Kohl’s and Ulta with Target, it’s safe 
to say that it will continue to be a reliable strategy  
for retailers. One subsector that stands poised to  
take advantage of new opportunities with this model  
is grocery.

During lockdowns, grocery proved as resilient as 
ever. Despite major shifts in consumer practices, most 
people were still willing to travel to the grocery store 
for their purchases. Now, many large providers are 
reassessing ways to engage their customers using 
store-within-a-store concepts. The goal is to reduce 
friction points for shoppers by offering an even wider 
variety of services, thus making the grocery store a 
one-stop shop.

New Ways Grocers 
Can Embrace the 
Store-within-a-
Store Concept

Concept

WITHIN A
STORE

By Kevin Marschall
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Financial Services are  
Changing Strategies
Store-within-a-store is not a new strategy for 
grocers. Traditionally, this activity has been led by 
national banks. While financial services will still 
play a role, many of the large national banks have 
changed their strategies and are pulling back from 
grocery store locations. Many already have several 
branches in a given trade area surrounding the 
grocery store and no longer benefit from the added 
density. Recently, financial services such as credit 
unions and local retail banks have been stepping 
in to backfill these locations, which offers a low-risk 
way to enter a market and build a brand within a 
community hub that is ripe with prospective new 
customers.

While this backfilling will continue, it may not be 
enough to completely replace the withdrawal of 
national banks. And frankly, it would seem a missed 
opportunity to stop there anyway. With all of the 
foot traffic that goes through a grocery store daily, 
retailers across the spectrum can capitalize on the 
built-in customer base. 

New Partnerships Offer  
Synergies and Convenience
For future partnerships, grocers are now exploring 
relationships with a variety of users. Health and wellness 
has become a focal point for several grocery store chains. 
Healthy food and pharmacy services were the original 
drivers, but many are exploring opportunities to take that 
concept further and providing space for small urgent-care 
facilities, prescription eyewear, hearing centers, physical 
therapy and weight-management counseling. 

In addition to adding health care specialists, many grocers 
have made a push toward adding conveniences. Having a 
third-party pack & ship service on-site can be a big time-
saver for shoppers. The same goes for dry cleaners, wireless 
providers, salons and pet supply stores. By providing their 
customers with extra conveniences that limit trips to multiple 
locations, grocers are finding they can garner more loyalty.

Meal kits and prepared foods have experienced a surge 
in popularity in grocery venues. To capitalize on this trend, 
some grocers have incorporated third-party restaurants 
inside their four walls. Taking the restaurant concept even 
further is the opportunity for ghost kitchen operators to 
license space inside of grocery stores, providing a multitude 
of various restaurant brands for on-site consumption, take-
home or delivery. 

Part of the motivation for grocers to address this concept of 
convenience is not just to compete with other grocers but 
rather to stave off competition from some of the nation’s 
largest big-box retailers. As several big-box retailers 
have added grocery to their offerings, consumers have 
demonstrated a willingness to shift a portion of their food 
budget to these providers. While shoppers may not be 
able to find the product variety or all of the dedicated food 
services a grocery store can provide, they can accomplish 
many of their shopping tasks under one roof.

As more grocers embrace this idea and start to think outside 
the box with their store-within-a-store concepts, we could 
see some exciting new partnerships in the near future that 
will allow customers to save on perhaps their most valuable 
commodity—time.  ■
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Q
Jeff Pollak is Managing Principal of Streetsense.  
A 30-year real estate veteran and one of the nation’s leading retail 
consultants, Jeff has worked on every type of consumer environment 
imaginable and brings a driving leadership style that engages and 
accelerates clients’ need to reinvent their assets and unlock value. 

Q&A
Streetsense’s Jeff Pollak  
on Activation & Placemaking
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How should investors be 
thinking about their retail 
or mixed-use assets?

You mentioned activation—
what does it mean to activate 
more broadly? 

So targeting those different  
audiences at different times  
of day, what does that mean  
for tenant mix? 

You mentioned placemaking 
should drive ROI—can you  
explain that? 

The mix of uses is a key here because the ingredients 
you used to put in the blender aren’t what they used to 
be. In order to have a successful place, owners have to 
think about driving a diversity of users and activation in 
a broader sense. So we’re thinking about health and 
wellness, sustainability, culture, education, civic uses, 
municipal needs, etc. The trend toward mixed use isn’t 
new, but the diversity and mix of uses is making us look 
at how and who uses the built environment.

When you think about activation in a mixed-use 
environment, you think about building an ecosystem  
that means different things to different users at different 
times. You have to look at activating a space by day 
parts, user needs and demand. Activation for the sake 
of activation is a waste of resources. Activating because 
you understand what will resonate with the end user 
will make that user group come more often, stay longer 
and spend more. Activation goes hand in hand with 
placemaking… and I feel the same about placemaking 
as I do activation: placemaking should generate ROI.

Great activation and great placemaking are about 
understanding the consumer—the end user. Is the 
consumer a Blue Bottle customer or a Starbucks 
consumer? Is your consumer going home to ride the 
Peloton, or are they going to stay for a Soul Cycle 
class, pushing a stroller or meeting friends for dinner? 
Understanding your consumer allows you to craft the 
right place, the right experience, the right activation and 
ultimately the right merchandising mix.

By crafting a place that resonates in a meaningful way, 
you will make the consumer your advocate. It’s the 
consumer that decides your success by telling your story 
for you. However, it doesn’t happen organically. The 
best places script the story for the consumer by way of 
placemaking, activations and engagements. It can’t 
be contrived; it needs to be real. By developing that 
unconscious handshake with your consumers, you will 
drive more business and return on your investment.  ■
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High-tech fitting rooms. Hospitality lounges. 
On-site processing of merchandise returns. 
Online orders shipped from the store. These  
are just a few of the features and functions that  
retailers are adopting to meld in-store shopping 
and e-commerce fulfillment in the same space.  
The result: a new hybrid store model—one  
that takes omnichannel strategies to the next  
level—promising to revolutionize the retail and  
industrial & logistics industries.

Read more about this evolution in CBRE’s The Future Hybrid Store report.

The Future Hybrid
Store Report

https://www.cbre.us/research-and-reports/US-Future-Hybrid-Store-Integrating-Retail-and-Logistics-2020?utm_source=Retail%20Quarterly&utm_medium=PDF&utm_campaign=Retail%20Quarterly%20Q2%202021
https://www.cbre.us/research-and-reports/US-Future-Hybrid-Store-Integrating-Retail-and-Logistics-2020?utm_source=Retail%20Quarterly&utm_medium=PDF&utm_campaign=Retail%20Quarterly%20Q2%202021


While many businesses have adapted well to supporting a 
mobile workforce, developing a sense of community among 
employees this past year has proved to be more elusive. As 
office workers continue to return to the workplace, major 
employers are optimistic about the opportunity to reinvigorate 
their company culture, create an atmosphere of collaboration 
and take advantage of all of the benefits that the physical 
environment has to offer. 

Astute landlords and building owners will find ways to activate their 
entire property to help tenants drive this activity. The evolution of the built 
environment is more critical today than ever before in establishing a sense 
of culture. Perhaps no portion of an office building is better suited to support 
culture than retail space.

Employers and, by extension, landlords will be competing now with the 
comfort of the home environment. Many workers are excited to get back 
to the office for the change in routine or to improve their work and home 
life balance. However, some workers have likely enjoyed some of the 
conveniences working from home can provide, and they may be less apt 
to venture back to the office. Enticing these workers with unique offerings 
and perks they cannot get at home will be a way to draw them back to the 
workplace. Retail will play a key role.R

RETAIL
SPACE to Promote 

Company Culture

Using

By Todd Siegel
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Retail offerings that enhance the common 
area space and drive the communal and 
collaborative environment employers want 
will be desired. New food offerings and 
casual dining and coffee concepts will 
create a buzz among tenants and provide 
the atmosphere for which many workers 
have experienced pent-up demand. The 
office should be more than just a place to 
plug in a laptop. Extending that concept 
and creating areas for meetings and 
collaboration outside of the actual office 
and throughout the building, including 
retail space, will be a strategy that smart, 
forward-thinking landlords adopt.

Technology and convenience will also play huge roles in this new 
environment. Employees want connectivity and convenience. It’s tough 
to compete with home, but retailers and owners should make the effort. 
Imagine a worker commuting to the office on a train, ordering a coffee from 
their phone, walking into the common area of their office 20 minutes later, 
and having their order hot, ready and waiting at the new, hip coffee stand 
that just opened. That is what workers will want. This practice needs to be 
constantly evolving. As new technologies and applications come to market, 
retailers and landlords need to find ways to integrate and connect with their 
office population.

The retail space in a building is a huge part of driving the creation of culture 
in an office building. Just as building owners are stewards of allowing 
people to work more efficiently and effectively, they can also help promote 
the culture and experience of being in an office environment daily—and 
these experiences are rooted in retail. It’s going to be exciting to see the new 
environments we can create coming out of COVID-19, and approaching 
the workplace as a holistic environment—one that drives continuity and 
connectivity throughout the retail, office and common spaces—will be the 
strategy that wins the day.  ■

Implement 
Technology & 
Convenience
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As retailers continue to search for new ways  
to evolve with the changing retail landscape,  
retail segmentation represents an innovative 
solution not to be overlooked. But what is it  
and how can it help a brand with site selection  
and performance forecasting?

In short, the concept of retail segmentation 
means to group different retail areas based on 
the types of stores that do business within the 
area. It is not uncommon for retailers to co-
locate with specific brands to form retail clusters 
and generate synergy. Retail segmentation uses 
algorithms to quantify these retail relationships 
and better understand which brands locate next  
to each other in these different ecosystems.

WON’T 
YOU BE MY 
NEIGHBOR
Using Retail Segmentation
to Find Your Brand’s Best
Co-Tenants

By Tahirah Mahan Thomas
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How Retail Segmentation  
Analysis is Used
In forecasting models, the results from retail 
segmentation can be incorporated to give another 
piece of information about the store’s performance. 
Retail segmentation identifies the direct co-tenants to 
allow data scientists to focus on the site attributes that 
go beyond understanding the quality of the market, 
and zero in on what’s going on directly next to a 
brand’s stores. 

In addition to the overall trade area characteristics, 
this unique dataset allows a better assessment of a 
site and the immediate surroundings of the stores 
when creating real estate models. This co-tenant 
analysis can be used to identify and score potential 
locations to help optimize opportunities.

ShopoGraphics
You’ve heard of demographics, and maybe even 
psychographics, but what is ShopoGraphics?

ShopoGraphics is a proprietary retail segmentation 
dataset from CBRE | Forum Analytics that uses 
advanced machine learning to categorize over a 
million retail locations into 41 distinct retail segments 
based on consumer shopping habits and co-tenancy. 
By identifying the segments where brands currently 
locate, we can help clients understand their most 
successful co-location profiles and identify new 
opportunities for expansion. The results can be 
integrated into a mapping platform or conducted as 
an independent analytical study.

(Continued on next page)

Once store owners identify the general trade area 
they want to locate in, retail segmentation can help 
them choose between two retail hubs inside that trade 
area to maximize the retail mix effect that is ideal for 
their brand.

Co-location insights are used to select brands to 
track. Whether they become new potentially indirect 
competitors or synergy brands, retail segmentation 
allows you to identify how other retailers affect 
you. From a marketing perspective, retailers can 
look at favorable co-locators as cross-promotional 
opportunities, since they are already co-locating 
together and can share similar customers.
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Identify Ideal Co-Tenants
ShopoGraphics helps identify the typical retail clusters 
where your brand usually locates and what kind of 
retail industries generally present in those clusters. 
The analysis also shows in what retail segments 
your stores earn more so you can find which 
retailers might be more favorable as co-tenants. 
ShopoGraphics goes beyond the individual brands 
and helps to identify groups of similar brands that 
you might want to consider for co-location.

Additionally, retail segmentation analysis can 
determine how other brands in your industry tend 
to fit into different retail ecosystems. You can then 
choose to replicate or avoid similar retail clusters 
where your competitors tend to locate.

Similar to finding ideal co-tenants, retail segmentation 
helps to identify retailers around your stores that are 
performing below average. As retail clusters of your  
lower performing stores are analyzed, patterns of your 
possible competitive co-tenants can be spotted.

In addition to describing retail clusters and understanding 
how brands co-locate in them, retail segmentation 
allows analysts to correlate store sales to presence in 
the same retail zones as various brand categories. This 
helps provide a scientific analysis of which brands have a 
positive or negative effect on sales.

Data can also be used to determine how often you locate 
next to different retail industries. There may be industries 
that have a negative correlation to your sales, but you 
don’t locate next to them very often. 
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Limits of Retail Segmentation
While the tool continues to evolve, there are currently some limits to ShopoGraphics retail 
segmentation. The segmentation only focuses on retailers and does not see any of the 
demographic factors. This retail-only view can later be augmented with demographics, but 
at this time it’s exclusively retail.

Some non-retail traffic generators like universities, schools, public transit and others were 
included in the retail segmentation, but not every factor could be included. There are other 
traffic drivers like stadiums, museums, tourist attractions or large office buildings that could 
have an influence on a retail ecosystem in the area but are not available in this analysis.

Lastly, most of the segmentation is built on large chain locations. There may be small 
business retailers in almost every industry that might affect the composition of retail clusters 
but that may not appear in our analysis. The variability of one of those retailers and lack of 
consistent information nationally prevents their being included in some retail analyses.

Identify and Prioritize  
Markets to Target
Without heavy analytics, retail segmentation 
can provide an initial set of insights to identify 
similar retail clusters that your brand tends to 
thrive in and how those clusters are spread out 
in different markets. Retail segmentation allows 
analysts to quickly summarize what kind of retail 
is prevalent in a market to help understand how 
you can fit into it.  ■

Contact us today if you are interested in learning how  
retail segmentation can be applied to your brand strategy.
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