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= Al shopping mall types are on a path to recovery, but individual

trajectories have been quite different.
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Presenter Notes
Presentation Notes
PB Not all shopping malls are created equally.
Some have bounced back quite well while others are far behind pre-pandemic levels.
Important to point out that the largest downtown malls which we will be addressing throughout the rest of this presentation are a subset of mixed-use malls.
As an example, the downtown malls include properties such as the CF Toronto Eaton Centre, Place Montreal Trust, and the CF Pacific centre in Vancouver.


The changing geography of work has implications for downtown malls, showing
gradual shift in visits toward those coming from urban vs. non-urban areas.

* Fewer suburbanites are travelling downtown vs pre-pandemic, giving way to a gradual consolidation of
urban-centered visitors at the largest downtown malls.
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Presenter Notes
Presentation Notes
These new working Environics have had huge implications for downtown malls; showing a gradual shift in the geography of the visitor 

Over time, the characteristics of visitors to downtown malls have shifted gradually where there is now a higher proportion of those coming from urban areas vs suburban.  This trend is even slightly more emphasized at mid-day.

This has implications for visitor volumes, type of visitor, spend levels as well as product preferences.
For downtown malls specifically, we may be seeing less transient and impulse shopping, with more purposeful shopping trips, especially for those who may not be travelling downtown as much a they were doing before – coming from suburbs and outlying areas.


Trade Area & Visitor Studies Leads to Successful Targeted Events

Behavioural & Demographic Data Data-Driven Event Planning
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Presenter Notes
Presentation Notes
Lansdowne Place collaboration with Indian River Reptile Zoo  
Western Can Mall – choosing between outdoor retailer and childrens retailer. Data suggests outdoor retailer is best
Erin mills town centre – delivering family service called YuKids – interactive indoor kids playground 
Dixie Outlet Mall – mobile basketball court in parking lot
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Presenter Notes
Presentation Notes
Lansdowne Place collaboration with Indian River Reptile Zoo  
Western Can Mall – choosing between outdoor retailer and childrens retailer. Data suggests outdoor retailer is best
Erin mills town centre – delivering family service called YuKids – interactive indoor kids playground 
Dixie Outlet Mall – mobile basketball court in parking lot


Mall Area Growth Comparison
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Presenter Notes
Presentation Notes
Avalon mall; slow growth over the next 10 years, predominantly within 60+ age category, more people moving in than moving out. Less temp/perm residents 
Don mills; large growth in hhld pop over next 10 yrs, across all age categories but mostly seniors, more people moving out than moving in, high rates for perm/temp residents 


The role of the mall in the community — Shared Local Visitor Traffic
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Presenter Notes
Presentation Notes
Cross Shop: in 2019, low excl visitor rate for the mall, high crossshop rates with surrounding businesses 
Note 2022 volumes were much lower and cross shop rates not as high 
The local area around the mall along with the local businesses captures 30% of visitors – suggesting local hub for residents to shop and enjoy services. 
70% of visitors come from with 12 km of the mall, suggesting location near transit and highway provides good accessibility for people around the city 


Thank you!
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