
 
Determining the Development Opportunity  



Our Expertise 

We are one of the world’s most recognized and credible companies in 
mixed-use planning. 

Dubai Festival City – Dubai, UAE 

o Recognized as a leader in the strategic 
planning of mixed-use projects. 

o We create development strategies for the 
world’s leading land developers, property 
owners and operators. 

o Our international contact network, deep 
rooted industry affiliation and strategic 
partnerships are the key pillars that drive our 
innovative approach to development 
strategy. 
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Global Exposure 

We have a 32 year track record of making projects work in over 50 countries 
around the world.  

Canada 

United States 

Mexico 

Chile 

Spain 

England 

Poland 

Greece 

Germany 

Jamaica 

UAE 

Sweden 

Australia 

New Zealand 

Northern 
 Ireland 

Japan 

South  
Africa 

South 
Korea 

Philippines 

Indonesia 

Singapore 

Thailand 

Portugal 

Taiwan 

Malaysia 

Brazil 

Netherlands 

Oman 

Egypt 

China 

Hong Kong India 

Ukraine 
Russia 

Lebanon 

Saudi  
Arabia 

Costa Rica 

Dominican Republic 

Bahamas 

Turkey 

Headquarters 
Vancouver, Canada 

Romania 

Libya 
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Helping Shape Tomorrow’s Projects 

Our work helps shape the next generation of mixed-use projects. 

Blended indoor – outdoor atmospheres that respond to the climate conditions of the region.  

Places that embody the collective spirit of the community. 
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>>> The Streets at SouthGlenn 
Denver 



Always Exploring New Opportunities 

Working with architects to bring new 
retail formats to the region. 

Applying new retail development 
concepts that respond to the changing 
consumer tastes of a globalized world. 

Integrating traditional ideas to 
find innovative solutions.  

>>> Madinaty - Cairo 
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Introducing Retail Concepts 

Going beyond the traditional offering and catering to specific niches. 

>>> Designopolis - Cairo 

Focusing on category specific retail opportunities that respond to high demand segments. 

Introducing new concepts that leapfrog the competition. 
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Retail Focus 

Retail is our core specialty. 

Mall of the Emirates – Dubai, UAE 

o Though we often work with a range of 
potential land uses, it is retail that lies at the 
center of many of the world’s most beloved 
and successful places. 

o “Getting the retail right” is as much art as it 
is science, involving far more than number 
crunching, marketing, or leasing. 

o As the core or unifying element, retail must 
be carefully conceived thematically, 
physically and analytically, to ensure that it 
becomes the social and functional heart of 
the project. 
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Using Rich Data Inputs 

Introducing New Ideas 

2. Assessing the project opportunity using proven practices & big picture thinking. 
Thinking globally but acting locally.  

1. Reading and interpreting the market to bridge the gap between research and 
development strategy. 

Testing the Validity Using Proven Benchmarks 

Our Approach to Development Strategy 

To create a successful development strategy, we use our own proven process to evolve 
the study from market research findings into an executable development program: 

Applying Proven Process  
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Case Study Benchmarking Best Practices Application 

Our Approach to Development Strategy 

3. Applying international best practices from our project experience & industry affiliation. 

4. Defining the project function from proper research and analysis and working with   
architects to translate the study findings into a physical plan. 

Translating Into Physical  Plan Establishing Development Program Defining Market Support 
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Adding Value Throughout the Development Process 

o Site Analysis 

o Land Use Market Assessments 

o Competitive Market Review 

o Best Practices Benchmarking 

o Trade Area Delineation & 
Psychographic Profiling 

o Expenditure Analysis 

o Market Captures &  
Retail Project Sizing 

o Project Sales Forecast 

o Financial Analysis 

o Ongoing Strategic Planning and 
Layout Design Consultation 

o Master Planning 

o Preparing Marketing Support 
Materials 

o Introducing Retail Opportunity 
To Potential Target Retailers 

o Securing Joint Venture Partners 

o Soliciting Commercial Interest 

o Preparing Rental Projections & 
Leasing Strategies 

1. Market Feasibility 3. Implementation Program 

o Site Planning & Design 
Recommendations 

o Merchandising and  
Tenant Mix Layout Plan 

o Project Positioning Strategy 

2. Development Strategy 

Moving from market feasibility to development strategy to the final strategy execution. 
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Location Competition Project Vision New Competitors 

ÁWhat is the vision for the retail project? 

Á Location, Location, Location – what uses are compatible? 

ÁWho are the existing competitors? 

ÁWhat new competitors are proposed/under development? 

1 Phase 

Stage I: Market Context & Situation Assessment 

Our Work Methodology 



Project Vision 

Who does it appeal to? 

What makes this 
project unique? 

What are the  
market niches? 

What is our value 
proposition? 

What does the  
project offer? 

Stage I: Market Context & Situation Assessment 

What is the vision for the project? 
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Finding Market Niches 

Creating Points of Difference 

Building Value Proposition 

Defining Target Markets 
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>> Understanding the Regional Context 

>> Defining the Neighborhood Situation 

>> Identifying Site Specific Opportunities 

Location, Location, Location – what uses are compatible? 

Stage I: Market Context & Situation Assessment 
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Phase I: Market Context Assessment 

>>Profiling Competing Centers 

>>Identifying Market Voids 

>>Defining Market Opportunities 
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Who are the existing and new/proposed competitors? 

Understanding the Competitive Landscape 
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1 Aigner V V V V

2 Alfred Dunhill V
^

V
^

V V

3 Baccarat V V V

4 Bally V V V V

5 BCBG Maxazaria V V V

6 Bebe V V V V*

7 Boss V V V V

8 Bottega Veneta V V V

9 Boucheron V V V

10 Brioni V
^

V V V

11 Bruno Magli V V V

12 Burberry V V V V

13 Bvlgari V V V V

14 Canali V V V V V

15 Cartier V
^

V V

16 Celine V V V V V V

17 Cesare Paciotti V V V

18 Chanel V V V V

19 Chloe V V V V V

20 Chopard V V V V

21 Christian Audigier V V

22 Christian Dior V V V V

23 Christian Lacroix V V V V

24 Coach V V V V

25 Cole Haan V V V

Leading 

International 

Luxury Brands

Retail Store 

Locations

Retail Luxury 

Class

Multi-Offer / 

Unisex / 

Complete Luxury 

Comparison

Women's Apparel 

& Accessories 

Men's Apparel & 

Accessories 
Footwear 

Handbags, 

Luggage & 

Accessories 

Jewelry & 

Specialty 

Cosmetics & 

Beauty 

Home 

Furnishings, 

Accessories & 

Gifts

Stage I: Market Context & Situation Assessment 

Site Existing Retail Retail Under Construction  



15 

ÁWhat are the target customer segments? 

ÁWhat is the total spending in the target market? 

ÁHow much customer spending can the project realistically capture? 

ÁHow much retail and entertainment floorspace can be supported? 

 

Target Customers Total Spending Spending Capture Optimal Floorspace 

% 

2 Phase 

Stage II: Market Demographic & Expenditure Assessment 

Our Work Methodology 
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>> What Target Markets Are appropriate? 

Who are the target customer segments? 

2018

2016

2014

2012

2010

2008

0%

2%

4%

6%

8%

10%

12%

14%

>> What Are the Population Characteristics? >> What Is the Demographic Makeup? 

Stage II: Market Demographic & Expenditure Assessment 



17 

What is the hierarchy of potential end-users ? 

Project 

Office Workers 

Residents 

Primary Trade Area 

Secondary Trade Area 

Tertiary Trade Area 

International Visitors 

On-Site Population Trade Area Residents Visitors 

Domestic Visitors 

On-Site Population 

o Office Workers 

o Residents 

 

 
 

Trade Area Residents 

o Primary 

o Secondary 

o Tertiary 

 
 
 

Visitors 

o Domestic Visitors 

o International Visitors 

Stage II: Market Demographic & Expenditure Assessment 
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Á Identifying each unique user group/trade area. 

ÁEstimating user group retail sales via per capita 
expenditures and population forecasts. 

ÁAggregating each user group expenditure to 
determine total retail market size. 

What is the total spending in the target market? 

Stage II: Market Demographic & Expenditure Assessment 



ÁWhat Share of the Trade Area Can You Capture? 

Location 

• Site Size 

• Visibility 

• Access 

Competition 

• Relative Location 

• Product Offerings 

• Market Niches 

Demographics 

• Incomes 

• Spending 

• Wants & Needs 

Project Positioning 

• Size 

• Product Offering 

• Uniqueness 

• Appeal 
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How much customer spending can the project realistically capture? 

Stage II: Market Demographic & Expenditure Assessment 



How much retail floorspace can be supported? 

Stage II: Market Demographic & Expenditure Assessment 

ÁWhat is the Sales Revenue Potential? 

ÁHow Much Retail Floorspace Should Be Built? 
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ÁWhat is the ‘project positioning’ for the retail development? 

ÁWhat are the project’s points of difference? 

ÁHow should the retail uses be allocated? 

ÁShould retail uses be phased over the development schedule? 

Stage III: Retail Development Strategy 

Our Work Methodology 

Points of Difference Retail Allocation Project Positioning Retail Phasing 

3 Phase 



Identify Project Pillars 

Define the Merchandise Mix 

What Is the Vision and Core Project Elements? 
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Establish Image & Character 

What is the ‘project positioning’ for the retail development? 

Stage III: Retail Development Strategy 
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ÁDefining how the project fits into 
competitive landscape. 

Á Identifying the main pillars that will shape 
the project’s offering. Is it experience, value, 
convenience or a combination of these 
factors? 

ÁDetermining the underlining value 
proposition. 

ÁCreating a positioning philosophy that 
appeals to the target audiences. 

How does the project appeal to its intended audience? 

Stage III: Retail Development Strategy 
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Á Identifying market niches that the project 
could satisfy. 

Á Identifying the core attractions and offerings 
that will create destination appeal. 

ÁFinding the latest groundbreaking 
destination attractions being introduced 
around the world. 

ÁDetermining the  attractions and amenities 
that would appeal to the project’s target 
audiences. 

Á Identifying the target brands and price 
points that best position the project to 
serve target markets and create destination 
appeal. 

 

What are the project’s points of difference? 

Stage III: Retail Development Strategy 
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ÁAcquiring useful lessons and 
adapting proven approaches 
from other successful retail 
developments. 

Á Identifying and applying the 
latest development trends 
from leading projects 
around the world that are 
appropriate and 
transportable to the local 
context. 

ÁUsing benchmark data to 
validate the retail concept. 

Middle Eastern Floorspace Breakdown by Merchandise Category

Middle Eastern Floorspace Breakdown by Luxury Class

Multi-Offer / Unisex / Complete Luxury

Comparison

Women's Apparel & Accessories 

Men's Apparel & Accessories 

Footwear 

Handbags, Luggage & Accessories 

Jewelry & Specialty 

Cosmetics & Beauty 

Home Furnishings, Accessories & Gifts

•. 

44%

18%

14%

6%

5%

2%
8% 3%
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What are the relevant project benchmarks? 

Stage III: Retail Development Strategy 
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ÁCreating a retail districting and anchoring 
plan to stimulate horizontal circulation. 

ÁEstablish target brand clusters to 
stimulate cross-shopping among 
complimentary tenants with respect to 
target market. 

ÁDistributing tenants in order to facilitate 
exposure to a maximum amount of 
storefronts in order to generate higher 
rent yields. 

How should the retail uses be physically allocated? 

Stage III: Retail Development Strategy 
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ÁDeveloping an appropriate phasing plan 
based on on-site, local/regional trade area 
and visitor growth.  

ÁSuccessfully integrating future phases to 
sustain the project's momentum. 

 

Should retail uses be phased over the development schedule? 

Stage III: Retail Development Strategy 
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ÁTranslating the market 
findings into a retail 
layout plan. 

ÁCreating a retail 
districting and anchoring 
plan to optimize retail 
performance. 

ÁEstablish a detailed unit-
by unit retail tenant mix 
plan that identifies the 
optimal location of each 
retailer. 

Stage III: Retail Development Strategy 

How should the retail programming unfold? 
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ÁTranslating the quantitative and qualitative analyses into a 
workable retail layout plan. 

ÁCreating a hierarchy of retail functions on the plan that 
maximizes the synergy between store formats and cross-
shopping opportunities. 

Á Implementing a retail anchoring strategy that stimulates 
horizontal and vertical customer circulation. 

ÁClustering similar retail categories to create specific merchandise 
districts. 

ÁUnderstanding the interface between retail and other on-site 
uses to maximize the project’s synergy. 

ÁThinking locally, but acting globally when considering the 
appropriate tenant types for the project. 

ÁRecognizing international design trends and retail concepts that 
could be utilized for the project.  

Bridging The Gap Between Market Research & Physical Plan 

Working With Architects to Execute the Vision 
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ÁRetail is the civic heart of the project and its successful execution 
makes a place more desirable destination.  

ÁSuccessful retail destinations become the focal point of their 
communities, even cities.  

ÁThe retail acts as an amenity to on-site office, residential and 
hospitality uses. This is vital for instilling a sense of vitality and 
activity throughout the project. 

ÁRetail often becomes the face of a project and thus ultimately 
shapes the success of the whole development.  

ÁDoing retail right will increase premiums on all land uses. 

Creating Value 

The Proper Planning and Execution of A Retail Project 
Creates Immense Value: 



Thomas Consultants Inc. 
Suite 910 - 1111 Melville Street 

Vancouver, BC V6E 3V6 
Canada 

 
Phone: + 1 604 687 2110 

Fax: + 1 604 688 1788 
 

Web: www.thomasconsultants.ca 
Email: tci@thomasconsultants.ca 

FTP: thomasconsultants.sharefile.com 


