Retail

Stalled Malls

ﬁéta;ileré stfuggle to adapt to changing shopping trendé
—JamesE Elhsand Dlmttra Kessemdes
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Share of U.S. malls
projected to close or
convert to other uses
over the next decade,

according to Green
Street Advisors
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Aéropostale
will close up

to 175 of its

plus 125 of its
kids’ stores in

namesake shops

Malls used to be a great place to chill for teens—who
spend $30 billion a year in the U.S. Now they’re
hanging out online. One result: Abercrombie & Fitch,
Aéropostale, and American Eagle Outfitters aren’t

attracting the crowds they once did.

American Eagle is closing 150 stores
over the next three years. The locations
b B set to close average $250 per square foot
e in sales, far below the chain’s average
: - $400 per square foot.

“Fast fashion—H&M, Uniglo,

and now Primark—has

TN

significant potential to

While malls
stumble, mobile
shopping is
expected to grow

800%

through 2015

take space.” —Jesse
Tron, International
Council of
Shopping
Centers

Apparel store traffic
in the U.S. for mid-
October delivered its
worst performance in
17 weeks, according to

ShopperTrak.

Annual decline in
U.S. store traffic,

4.7%

week ended
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from 17%

bankruptcy in March—a
month after West Coast
eatery Hot Dog on a
Stick met a similar fate.
Both were victims of
lower mall traffic.

of tenants

in 2008 to

19% in 2013,
according to
Nielsen.




Malls are adding ser-
vices, such as teeth
whitening or doc-
tor’s offices, to woo
shoppers.

Health clubs are growing more popular
as mall tenants in part because
\ people with active memberships
: RN average more than 80 gym
£ b visits a year—a lot of
potential shopping
trips. And gyms
draw men, the

rarest of mall Third-quarter vacancy

species. : i i rate for regional

4 ! ] b=k  malls, according to
researcher Reis

stores by the end of 2014 and
120 more over the next two
years.
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