Lifestyle Centers

Fact Sheet

Although term “lifestyle center” has been around at least since the 1980s, the momentum in new construction of these centers has picked up significantly in the last five years. The number of lifestyle centers in operation (approximately 100) still pales in comparison to the number of regional malls (1,150) and strip centers (45,000), but industry and media interest in the concept is intense.  

There are several reasons for this heightened interest in the lifestyle center concept, which resembles the old Main Street.  First, new regional mall openings have tapered off in the last few years, leaving mall-based retailers searching for alternative store growth options.  Second is the “lifestyle” factor itself.  Malls typically offer huge merchandise assortments and a varied tenant mix catering to a broad income spectrum.  As a result, shopping visits to a regional mall can be very time-consuming.  However, consumers’ increasingly busy lifestyles suggest the need for an abbreviated shopping alternative, one that enables them to access their favorite upscale specialty retailers without necessarily having to go to a large regional mall. Research shows that mall shoppers wander around for an average of 78 minutes, spending $57 an hour, versus lifestyle center shoppers, who stay for less than an hour, but spend $80 each visit.

Characteristics of a Lifestyle Center

●
Open-air configuration.

●
Includes 150,000 to 500,000 square feet of leasable retail space.

●
Features upscale national specialty stores, along with home goods retailers and a mix of fine dining and quick-serve restaurants.

●
May also include local independent specialty stores and one or more “big “box” retailers.

●
Offers an average of 50 stores.

●
Features ambience and amenities such as fountains and street furniture conducive to leisure-time visits and casual browsing.  Similar to a “Main Street” type setting.

●
May have one or two conventional or fashion specialty department stores as anchors, but they will typically be smaller than full-size units.

Who shops at a Lifestyle Center?

●
Nearly 75 percent of lifestyle center shoppers come to a center to either visit a specific store or shop for a specific item.  Thirty percent come to browse and 9 percent come to eat.

●
The median household income of lifestyle center shoppers is almost $85,000, compared with the U.S. average of $44,500.

Source:  International Council of Shopping Centers (May 2003)/ Wall Street Journal (May 2004)
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