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If we want things to stay 
as they are,

things will have to change.
Giuseppe Tomasi di Lampedusa

“
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Mediadem REview is an internet platform featuring all the essential information on the 

Polish commercial real estate market, gathered from a variety of sources (industry por-

tals, the media, web pages of institutions, tenants, managers and investors). Mediadem 

REview is your repository of breaking news in the industry, information on facility 

transactions, industry event announcements, downloadable documents, as well 

as its own analyses – all on a single platform, with automatic translation into En-

glish.

This material – with the reference in the title to Gabriel García Márquez’s famous 

novel – is based on our analysis of selected sources from Mediadem REview, as 

well as excellent reports and analyses on marketing in situations of crisis by renowned 

institutions and individuals including the Ehrenberg-Bass Institute, Harvard Business 

Review, the Marketing Science Institute, Promotional Products Association International, 

the LinkedIn B2B Institute, Professors Mark Ritson, Byron Sharp, Les Binet and Peter Field. 

The Mediadem REview team is the only analytic team on the Polish real estate market 

driven by the goal of an innovative implementation of the latest achievements of eviden-

ced-based marketing in the shopping centre industry.
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Key takeaways1/ • The majority of the today’s hypotheses concer-
ning retail and commercial real estate result 
from four factors: panic, the heat deliberately 
turned up by the parties to lease negotiations, jo-
urnalists’ attitude, all of which is additionally fuel-
led by methodologically outdated opinion polls.

• Consumers will return to shopping malls. Visits 
to reopened shopping centres in Poland (which 
now represent some sort of innovation) will grow 
according to, most likely, an S-shaped curve. The 
more money retailers and landlords invest in 
SOV, the faster the curve achieves maximum.

• Tenants in Poland will not relocate to high stre-
ets. High streets in Poland are not an alternative 
for tenants, for the simple reason that… there are 
practically no high streets here.

• Shopping centres will not change their existing 
character and functions radically. Consumer be-
haviour does not change overnight, over one day, 
or even over several months or years. „People are 
not changing previous buying attitudes, they are 
simply prevented from exercising them. (…)” (7)

• E-commerce is not and will not be an alterna-
tive to brick-and-mortar shops. The more brick-
-and-mortar stores you have, the more you sell 
through an online store. Bricks drive clicks – not 
the other way around. E-commerce is a natural 
complement and extension of physical product 
availability and brand awareness.

• The natural behaviour in “normal” times – i.e. a 
statistically speaking smaller basket per one visit 
with a relatively high frequency of visits – will be 
further strengthened.

• It is necessary to radically (and we mean really 
radically!) extend the facility’s reach in order to 
increase the customer base and footfall. Forget 
about the imaginary loyal consumer, go for mass 
reach.

• The need to provide a pleasant experience will 
become an even greater priority. If there are 
some lasting changes to be expected in the 
relations between retail and consumers after 
this recession, then one of the most important 
changes may be the innovations in online trade 
and e-commerce. This does not only apply to te-
nants, but also to shopping centre owners and 
managers.

• The most successful tenants emerging from the 
recession will be the ones with the strongest 
brands and the ones who will have invested in 
strengthening the brand during the recession. 
Additionally, candidates for strong anchors also 
include DNVB businesses, with Alibaba and 
Amazon at the forefront.
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Key takeaways1/ • Do not press the panic button. “Be wary of newspaper stories. These are commonly exag-
gerated, and seldom based on widespread evidence. Bad news sells papers. It also sells 
market research – ignore over-the-top market research reports claiming large changes in 
consumer behaviour.”(4)

• Don’t be too defensive. Don’t be too aggressive. More-of-the-same approach won’t work. 
Adopt a progressive response to Covid-19 recession: implement some budget cuts (non-
-essential loyalty programmes, events etc.) and optimizations, grow efficiency in line with 
investments in retail-oriented innovations. (16).

• “Lower your growth targets but maintain your marketing support. Invest in SOV brand buil-
ding. Otherwise you’ll have to spend more when the recession ends trying to regain your 
momentum.” (4)

• Build your long-term brand image as a retail expert rather than property or development 
expert. Use this B2C retailer expertise and image as the core of your B2B brand.

• Embrace e-commerce, click-and-collect as well as other growing physical availability inno-
vations.

• Implement a single umbrella e-commerce platform offering real added value; commercia-
lize it and advertise it.

Retail In the Time of Cholera (EN)

Handel w czasach zarazy (PL)

https://realestatereview.mediadem.eu/wp-content/uploads/Retail_In_the_Time_of_Cholera_Mediadem_REview-1.pdf
https://realestatereview.mediadem.eu/wp-content/uploads/Handel_w_czasach_zarazy_Mediadem_REview.pdf
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Will covid-19 really
change everything
in shopping centre

2/ 1. The covid-19 pandemic is inevitably leading us into another recession. No one is yet certain 
how dramatic it will be, but perhaps the downturn ahead of us will be the greatest one 
since the Great Depression. The retail industry, and commercial real estate in particular, is 
directly affected by the restrictions imposed by pandemic regulations and lockdowns, and 
as such is among the industries that will be affected particularly severely. In many ways, the 
2020 recession is going to be be specific as it is not caused by psychological and economic 
factors (like previous crises), but much deeper, structural factors (and in this respect it re-
sembles wartime rather than an economic downturn).

2. No wonder therefore that what is happening in the world today is forging a truly apo-
calyptic atmosphere in the commercial real estate industry, both among managers and 
tenants. It is enough to take a brief look at the titles of publications from various sources 
made available on our website. Pessimism and negativity dominate: “trade will never be 
the same again”, “customers will radically change their shopping habits”, “shopping centres 
will become deserted”, “consumers will move to the Internet”, “shopping centres will go 
bankrupt”. This sentiment is not only characteristic of the Polish market: industry reports 
from all over Europe and the USA look almost identical.

3. Taking an objective observer’s view of this situation in the commercial real estate industry, 
we could conclude that it’s over for the industry. The largest Polish retail companies, and te-
nants in shopping centres will simply go bankrupt and the owners of retail facilities should 
already implement extensive programmes to change the function of their facilities. 

The majority of the hypotheses concerning retail and commercial real estate 
result from four factors: panic, the heat deliberately turned up by the parties to 
lease negotiations, journalists’ attitude, all of which is additionally fuelled by me-
thodologically outdated opinion polls. 

The latter consist, in a nutshell, in asking consumers whether they feel anxious and intend 
to spend less as a consequence (as if the average consumer had a financial plan for their 
expenses for the coming year or a contingency response plan!).



„There will be no return to what there was before. After 
coronavirus, we will face a completely different world” – 
says Marek Piechocki in an interview with WNP.PL.”  
Source: (2) 
 
But… he gives no long-term data to prove his claim and 
admits it’s just his subjective opinion.

The word that has made an unprecedented career  in recent months  
is… „unprecedented”

Source: S.Kemp, Digital 2020: April Global Statshot,  
We Are Social – Hootsuite – Kepios, April 23, 2020. (1)

https://realestatereview.mediadem.eu/(2)
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2/ 4. We will try to show in this material – albeit only superficially – that most (if not all) of these 
predictions for shopping centres are simply not true. 

We will also try to provide some tips for shopping centre managers on what 
direction of action should be taken in the nearest future to increase growth when 
emerging from the downturn and during recovery.

5. Let us be clear: what we mean is that, in our opinion, despite the coming recession:

consumers will return to shopping malls and will not move all their purchases to 
the Internet

(although they may at times use online shopping more frequently). Furthermore, 
they will spend as much as they can afford (i.e. we do not expect consumption to be 
held back by conscious changes in attitudes and behaviours, but simply by having 
access to less money due to lower wages, banks’ lending policies, etc.),

tenants in Poland will not relocate to high streets and online

(although some of them will go bankrupt, while others will use the crisis for restruc-
turing which they would have to implement anyway – as is the case with CCC or LPP),

shopping centres will not change their existing character and functions radically

(although their owners and managers will have to revise their priorities and look at 
their facilities not from the point of view of a property managers, but that of a reta-
ilers; in this sense, the current recession may or indeed should bring about a funda-
mental change in the perspective on commercial property management: this means 
a new approach to shopping centre management as opposed to e.g. office building 
management; those managers who will implement such new approach will, over the 
next 3 years, achieve much better results in the sector).



“But there are also some strong players who declare that 
they will not return to shopping centers after the epide-
mic. On the other hand, if, for example, shops withdraw 
from SCs, what will the value of shopping centres be if 
nobody goes there? This is a question from the category 
of “what will the economy look like after the epidemic?”. 
I am glad that drinking coffee will not move to the Inter-
net, but coffee will be drunk in different conditions – says 
Adam Ringier, Green Cafe Nero.” 

Source: (3)  https://www.money.pl/gospodarka/kryzys-
-spustoszyl-centra-handlowe-wroca-ulice-kupieckie-
--6506855087183489v.html

But the good news is that retail as a whole, not just cof-
fee drinking, will not transfer to the internet.

Source: Ehrenberg-Bass Institute, A Marketing Guide: 
What to do in a Recession, 2008. (4)
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2/ 6. Consumers, in our opinion, will not turn their backs on brick-and-mortar shops and will not 
start buying online en masse (i.e. to a greater extent than it could have been interpreted 
from pre-crisis trends). Consumer behaviour does not change overnight, over one day, or 
even over several months or years. What we are dealing with now is the obvious fact that 
„people are not changing previous buying attitudes, they are simply prevented from exer-
cising them. (…) In this crisis we are not yet dealing with an elective decline in consumption 
but an enforced one (…)” (7).

For commerce, this crisis is therefore structural and not behavioural so in our opinion, 

once the current epidemic restrictions in retail have been fully lifted, there will be 
a rapid return of consumers to their “natural” behaviour, including visits to shop-
ping centres

 (to back this, please note that the panic buying from just 1.5 months ago is actually nowhe-
re to be seen now).

This does not mean, of course, that consumers will not have a lower disposable income – a 
decrease is actually very likely. Some will lose their jobs and some will earn less, and banks 
will be more cautious in providing consumer credit. Again, this is a structural change, not a 
behavioural one. Statistically speaking, customers will probably be forced to spend less, but 
it will not be their deliberate choice and decision. It should be noted that in Poland the de-
crease in disposable income may be, statistically speaking, smaller than in other countries, 
which can result from an exceptionally generous government support programme.

In our opinion, however, this seemingly insignificant characteristic of the motivations for 
smaller consumer spending should be reflected in the view of both the tenant and the ma-
nager of the shopping centre. 



Just a month ago cruise ships were the symbol of the co-
ming apocalypse. The “Diamond Princess” or the “Ruby 
Princess” were cruise ship names that evoked a feeling 
of horror. “Luxury cruise ships wander the seas. The ports 
don’t want them, and their passengers are dying,” exc-
laimed the headlines. Meanwhile, when Carnival, one of 
the biggest cruise lines, recently resumed bookings for 
the upcoming holidays, the operator was literally swam-
ped with cruise bookings, even though they made a cle-
ar reservation that the bookings can be cancelled. Can 
you find a clearer embodiment of the hypothesis that 
consumers do not change as easily as the journalists 
would like to see them change? 
Source: (6).

„By now you have been deluged with buffoons telling 
you that marketing / media / shopping / brands / work 
/ attitudes / travel are going to change forever because 
of COVID19. It’s a great headline but always missing any 
data to demonstrate the bold claims. Useful, then, to 
have the new research from Reach Solutions in the UK 
which maps the data from a representative sample of 
people back in the merry old pre-covid era (2018) aga-
inst the radical „new normal” of coronavirus man and 
woman (April 2020). As you can see below, the experts 
with their mighty predictions of change are dressed up 
in arse once again. Yes, the current Covid19 effect is mas-
sive and there are structural impacts from bans / chan-
ges / legislation. But these impacts will subside and will 
not change things forever. We will go into a recession, 
that is all. The consumer/culture/market will not go thro-
ugh some mind changing transformation. 

Read Bill Bernbach on the „unchanging (wo)man”. Or 
listen to Andrew Tenzer talk about this data here https://
lnkd.in/gq3RNgk.”

Source: M.Ritson, LinedIn comment, May 13, 2020.(5)
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2/ The natural behaviour in “normal” times – i.e. a statistically speaking smaller basket 
per one visit with a relatively high frequency of  visits – will be further strengthened

(the opposite phenomenon, if it occurs at all at the moment as indicated by opinions of te-
nants is forced by restrictions and will disappear as soon as those restrictions are fully lifted). 

Strategically speaking, for the shopping centre manager and tenants this means 
that it is necessary to radically (and we mean really radically!) extend the facility’s 
reach in order to increase the customer base and footfall.

Forget about the imaginary loyal consumer regularly visiting his/her beloved shop-
ping centre with his/her favourite shops, spending large amounts of money at each 
visit. Shopping centres will be increasingly often visited by customers who can afford 
less. This means that the need to provide a pleasant experience will become an even 
greater priority. The role of smaller (cheaper) experiences in the shopping centre will 
therefore increase rather than decrease. After all, it is about making sure that more 
customers visit and do so more often (to put it in a nutshell: we are fishing for small 
fish rather than whales). This has obvious consequences for the selection of tenants, 
their assortment, and, most importantly from our point of view, for shopping centre 
marketing.

7. E-commerce is not and will not be an alternative to brick-and-mortar shops. The 
upward trend in sales in online shops, including the online shops run by shopping 
centre tenants, has been continuing for many years now. It is hardly surprising that 
it is now attracting such attention –  after all, online has become the only possible 
distribution channel for many brands during lockdown. But let us reiterate: this is not 
a change in consumer behaviour, but an outcome forced by lockdown. Interestingly, 
in the deluge of news on e-commerce, a growth dynamic indicator is used instead of 
the relative volume of turnover in relation to other distribution channels.



Poles have also rushed in large numbers to book trips 
abroad for 2021. This proves that – contrary to defeatist 
visions claiming that travelling will never be the same 
again – we are not dealing with a revaluation of consu-
mer attitudes, but only with the impossibility of realiza-
tion of consumer’s plans (due to lockdown). 

Source: (8)

Apparently, Polish consumers have not read reports 
from consulting companies claiming that people will 
change their shopping attitudes. Instead, after shops 
reopened, Poles started planning their offline shopping 
again. 

Source: (9), (10).

Sources: (11), (12).
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2/ The reason for this is obvious: it is the presence and brand awareness of the store in the of-
fline space that makes customers interested in the brand’s online channel. 

The more brick-and-mortar stores you have, the more you sell through an online store. 
Bricks drive clicks – not the other way around. 

E-commerce is a natural complement and extension of physical product availability and 
brand awareness. It is another channel that consumers add to the whole spectrum of the-
ir shopping behaviours, not a replacement for all other channels. Therefore, the hopes of 
some tenants that they will move almost entirely to the Internet, currently driven by their 
emotions (or as an element of negotiation tactics), are in vain.

8. However, this does not mean that e-commerce can be ignored or disregarded.  
Quite the contrary! 

If there are some lasting changes to be expected in the relations between retail and 
consumers after this recession, then one of the most important changes may be the 
innovations in online trade and e-commerce. This does not only apply to tenants, but 
also to shopping centre owners and managers.

For the latter, online is an almost uncharted area that poses a huge challenge: how to 
combine online shops run by tenants with the offline channel of a shopping centre? 
Here, the role of the managers can be to skilfully take inspiration from a wide range 
of recent innovations and from the way proven online solutions can be transferred 
into the centre’s physical space, in an attempt to slice out their share in the online 
sales pie. We suggest examples of such opportunities in points 16 to 19.

9. High streets in Poland are not an alternative for tenants, for the simple reason 
that… there are practically no high streets here. This is caused predominantly by 
unresolved ownership issues. Besides, the recent years have been branded “retail 
apocalypse” in the UK and the US, referring to high street shops. It is not likely that 



Source: Prof. J.Bamfield, Retail at Bay 2018. An Indepen-
dent Report from the Centre for Retail Research, July 
2018.(13)

Even in Europe’s most developed market in this respect, 
in the UK, the share of online retail sales in total sales 
(excluding fuel, entertainment, travel and cars) is less 
than 18% with a forecast for 2019 at 19%. This leaves a 
huge 81% in brick-and-mortar channels. In the Polish 
context, even if the pandemic were to speed up reaching 
the level of e.g. the Dutch or French markets at 9-10% of 
the total, the Internet will certainly not replace shopping 
centres - because 90% of trade still remains in brick-an-
d-mortar shops.

In Q1/20, i.e. in the period covering over a month-long 
full-scale lockdown of brick-and-mortar stores (meaning 
a significant head-start for online), CCC brand sales in 
the company’s online store accounted for less than 6% 
of brick-and-mortar store sales, despite the widely publi-
cised jump in the CCC’s e commerce dynamics. Online 
will therefore by no means replace offline.

Source: Wstępne szacunkowe wyniki finansowe Q1 2020. 
Grupa Kapitałowa CCC SA.(14)



THE RETAIL HALO EFFECT

“Opening one new physical store in a market results in an average 37 percent increase in overall traffic to that re-
tailer’s website, compared with web traffic prior to the store’s opening. For emerging brands, defined as those less 
than 10 years old, new store openings drive an average 45 percent increase in web traffic following a store opening. 
For comparison, established retailers experience an average 36 percent boost in web traffic. On average, the share 
of web traffic increases 27 percent within a specific market when a new store opens. An increase of just 5 percent in 
the number of physical stores in a single market has a significant benefit on digital engagement and retail web traf-
fic. The opposite is also true: Web traffic drops off when retailers close stores. In one retailer’s case, the share of web 
traffic across the markets where they closed declined up to 77 percent. Markets where retailers have stores perform 
better on brand health metrics (including awareness, consumer perceptions, and willingness to recommend) com-
pared with national benchmarks. As our research shows, physical stores are an essential ingredient to the success 
of retailers by driving digital engagement and improving brand health. Brick-and-mortar establishments also allow 
shoppers the ability to experience the products they’re buying and provide retailers unmatched opportunities to 
gain in-depth data on consumers far beyond what online shopping allows, according to analysts who track retail 
trends. What’s more, the costs to acquire new customers are generally lower in physical stores than they are online. 
Our report demonstrates why physical stores operating in harmony with healthy digital channels creates a powerful 
synergy to help retailers meet their strategic growth ambitions.” 

Source: (15). 

Source: Główny Urząd Statystyczny. Dynamika sprzeda-
ży detalicznej w kwietniu 2020 roku. Sprzedaż detalicz-
na przez Internet.

In April 2020, the Central Statistical Office for the first 
time provided data on sales via Internet estimates. On-
line sales actually increased in March and April - to less 
than 12%, which is exactly the expected percentage on 
the Polish market. This is due not only to an increase in 
online sales, but primarily to a decrease in sales in brick-
-and-mortar stores - to which the former is compared
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2/ Poland will suddenly experience the exact opposite phenomenon. Those retail te-
nants who are currently quoting such ideas are, in our opinion, using them merely 
instrumentally as negotiation tokens and trying to force rent reductions in shopping 
centres.

10. Once again, however, we strongly emphasize that all this does not mean that we are 
naively optimistic and ignore the reality. It is obvious that in the near future we may 
face a recession of magnitude not experienced for 100 years, especially in commer-
cial real estate. 

And yet, for the reasons 
we have outlined above,  

we also strongly 
recommend the following: 



Do not hit the panic button.(8) 

Keep calm 
and 

carry on 

with your real estate business
as usual, but… 

with slight adjustments.
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3/ 11. In order to survive, corporations, including retail companies, are now adopting 4 different 
strategies for coping with challenges during the crisis. However, as detailed corporate 
analyses from previous downturns show, only one of these approaches, the Progressive 
approach, delivers clearly better business results, including a much better starting position 
once the recovery period begins. No one knows today how long the current crisis will last, 
but historical data show that recessions usually take a year, sometimes 5 quarters. This 
downturn period should be taken into account by tenants, owners and managers of shop-
ping centres. The recommendation is therefore: 

don’t be too defensive, don’t be too aggressive; a more-of-the-same approach won’t 
work; adopt a progressive response to the Covid19 recession: cut some budgets (non-es-
sential loyalty programmes, events etc.) and transfer the savings to grow efficiency in 
line with investments in retail-oriented innovations. (16).



FOUR RESPONSES TO A SLOWDOWN

“To identify strategy shifts, we calculated how companies’ resource allocations had changed 
between the prerecession and the recession years, using six balance-sheet items: number 
of employees; cost of goods sold normalized by sales; R&D expenditures; sales, general, and 
administrative expenditures; capital expenditures; and plant, property, and equipment stock. 
What are the odds that companies in the four groups will significantly outperform their rivals (by 
10% or more) on both top- and bottom-line growth after a recession?”

“Prevention-focused companies, which had cut back further, relative 
to their competitors, on one or more of the six items, and hadn’t 
increased expenditures on any of them more than their competitors 
had.”

“Promotion-focused companies, which had increased expenditure on 
at least one of the six and also not decreased expenditure on any of 

them by more than their rivals had.”

“Pragmatic companies, which had adopted both a prevention focus, 
by reducing COGS or employees more than their peers had, and a 
promotion focus, by increasing SG&A, R&D, CAPX, or PP&E more than 
their peers had.”

“Progressive companies, which had reduced COGS but hadn’t cut 
employees more than their peers and had also allocated more 

resources, relative to their competitors, to market-related items such 
as SG&A and R&D and to asset-related items such as CAPX and PP&E.”

Source: R. Gulati, N. Nohria, F. Wohlgezogen, Roaring Out of Recession, Harvard Business Review, 
March 2010.(16)

21%
PREVENTION FOCUSED

26%
PROMOTION FOCUSED

29%
PRAGMATIC FOCUS

37%
PROGRESSIVE FOCUS



“Companies that focus simultaneously on increasing 
operational efficiency, developing new markets, and 
enlarging their asset bases show the strongest perfor-
mance, on average, in sales and EBITDA growth after a 
recession. (Percentages, which are adjusted for industry 
averages, refer to the three-year compound annual gro-
wth rate.)”. Source: (16).

POSTRECESSION LEADERS  
IN SALES AND PROFITS GROWTH

“After a recession, progressive companies outperform 
pragmatic companies by almost four percentage points 
in sales and more than three percentage points in ear-
nings before interest, taxes, depreciation, and amortiza-
tion (EBITDA)—and do about twice as well as companies 
in general. (Percentages, which are adjusted for industry 
averages, refer to the three-year compound annual gro-
wth rate.)”. Source: (16).
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3/ 12. A progressive strategy of dealing with the recession is a balanced mix of defensive actions 
aimed at efficiency optimization (including well-considered budget cuts and shifts rather 
than across-the-board cuts) coupled with innovative actions and taking advantage of 
the opportunities offered by the downturn (e.g. implementation of innovative solutions, 
acquisition of new customers, extending the reach, investing in SOV and long-term bran-
ding spanning periods of 1.5 to 3 years).

13. Marketing is usually the first in line for budget cuts during a recession. What is more, in the 
current tense situation, the demand for liquidation of marketing budgets (marketing fees) 
has been expressed directly by tenant assocations. However, the very same tenants are 
eager to argue that in the first week (after a very limited reopening of shopping centres and 
after a weeks-long campaign to discourage consumers from SCs) the footfall was lower 
than before the lockdown.



TARGET VS. TK MAXX. HOW PROGRESSIVE STRATEGY 
WORKS FOR RETAIL DURING RECESSION

“During the 2000 recession, Target increased its marke-
ting and sales expenditures by 20% and its capital expen-
ditures by 50% over prerecession levels. It increased the 
number of stores it operated from 947 to 1,107 and added 
88 SuperTarget stores to the 30 it had already set up. It 
expanded into several new merchandise segments, ram-
ped up investment in credit-card programs, and grew its 
internet business. The company made several smart cho-
ices along the way. Instead of trying to go it alone online, 
Target partnered with Amazon to sell its products. It also 
teamed up with well-known designers such as Michael 
Graves, Philippe Starck, and Todd Oldham to cement 
its reputation for cheap chic, thereby differentiating its 
products. Meanwhile, Target relentlessly tried to reduce 
costs, improve productivity, and enhance the efficiency of 
its supply chain operations. For instance, in 2000 it was 
one of the 12 retailers that founded the WorldWide Retail 
Exchange, a global business-to-business electronic mar-
ketplace, to facilitate trading between retailers and ven-
dors. In January 2001 Target consolidated its Dayton’s and 
Hudson’s stores under Marshall Field’s to take advantage 
of the well-known brand name. These moves helped the 
company grow sales by 40% and profits by 50% over the 
course of the recession. Its profit margin increased from 
9% in the three years before the recession to 10% after it.

These strategies contrast sharply with those of other re-
tailers, which focus primarily on growing store networks. 
For example, the discount retailer TJX Companies, which 
operates T.K. Maxx and Marshalls, added 300 stores to its 
network of 1,350 from 2000 to 2002, increasing its retail 
square footage by almost 25% and nearly doubling its 
capital expenditures. TJX’s competitors were scaling back 
growth plans, so real estate options were more plentiful 
and prices were lower. Although the increase in retail floor 
space fueled some healthy medium-term sales growth—
four percentage points above peers’ growth in the postre-
cession period—it didn’t improve the bottom line. That’s 
because TJX did little to change its business model; it just 
scaled up its centralized buying and flexible distribution of 
merchandise. This more-of-the-same approach put TJX’s 
bottom-line growth, which had been on a par with rivals’ 
before the recession, at 9% lower three years afterward.

Many CEOs find investing in bargain-basement assets a 
tempting offensive move in a downturn. But the revenues 
and profits from opportunistic investments can take a 
long time to materialize, leaving a company saddled with 
an asset base that doesn’t significantly boost returns. As 
TJX found, focusing purely on assets also keeps compa-
nies from looking for more-imaginative ways to build new 
businesses that will drive growth when the recession is 
over. Target hasn’t faced this problem.”

Source: (16).
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3/ 14. Clearly, it is the right mix of marketing activities that can help to increase footfall. The situ-
ation after the reopening is analogous to market launch of a new product: an appropriate 
mass-scale marketing campaign can significantly accelerate growth. 

In fact, maintaining or even increasing the shopping centre’s SOV during a recession 
yields significant sales increases when the recession ends. 

This pattern is very well researched on the example of all the crises starting from the 1920s 
to the Great Financial Crisis (GFC) of 2008. There is one consistent lesson to be learned from 
all these historical recessions: those who invest in publicity during a crisis do much better 
when it ends than those who automatically cut their advertising budgets. Maintaining 
the SOV is easier during a crisis in that the competitors (for the most part) are cutting their 
budgets, so a suitable SOV level can be maintained more affordably because the media 
are also cheaper. On the other hand, cuts in advertising expenditure cause significant sales 
decreases during the recovery from the crisis.



Visits to reopened shopping centres in Poland (which 
now represent some sort of innovation) will most likely 
grow according to an S-shaped curve.

“The Bass Diffusion Model (…) is one of the most cited 
laws of marketing. With one simple equation, it descri-
bes how innovations spread”. 

Source: (7a)

ZPPHiU, the tenant employers association, which has 
been very active in lobbying recently, commissioned Kan-
tar to survey Poles on their consumer behaviour in the 
first week after shopping centre reopening (4-9 May). With 
regard to the recently published report from Kantar’s poll, 
we can raise a number of methodological reservations 
that disqualify it (a small sample, no information on the 
sampling method, etc.).

It is an extremely unreliable report prepared to prove a 
preconceived claim that customers will radically turn their 
back on shopping centres, whereas, actually quite the 
opposite is true. Regardless of whether the return of custo-
mers to shopping centres will be V-shaped or U-shaped – 
we see here the same customer behaviour pattern that is 
characteristic for a new brand launch.

“Heavy category users [here: those who were the most 
frequent shopping centre visitors before lockdown] do 

tend to be a sizeable portion of a new brand’s [here: re-
opened SCs’ - MR] initial buyers/users. They notice and 
buy/use the new brand [here: visit SCs – MR] sooner than 
other category buyers/users [here: SCs visitors – MR], be-
cause these buyers are simply in the market more often. It 
is only later that the light-users of the category [here: SCs 
visitors - MR] join them.” 

Source: J.Romaniuk, B.Sharp, How Brands Grow. Part 2: 
Including Emerging Markets, Services and Durables, New 
Brands and Luxury Brands, Oxford University Press, Melbo-
urne 2016 (16a).

Pre-lockdown buying frequency in shopping centers vs. visits in the first week of operation [among visitors from the 1st 
week after reopening – MR]. A minimum of pnce a week: 34%, A minimum of once a fortnight: 26%, A minimum of once 
a month: 6%, Less: 7%.
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3/ 15. The same principle also applies to the brands of shopping centre managers.  
The recommendation is as follows: 

invest in sponsored articles, make bold (even controversial) statements, convince others 
that you have the knowledge and experience to deal with the situation. And most im-
portantly: do not let them forget about you.

One example in this context can be the quite active presence of CREAM in the industry 
media, and the absence of such big managers as Apsys or MVGM. Another important 
thing is that a progressive response strategy to downturn is driven by the assumption of 
the centre being close to the customer: “Progressive companies stay closely connected to 
customer needs – a powerful filter through which to make investment decisions.” In this 
respect, the current situation is a breakthrough for the shopping centre manager: it seems 
to us that managers will have to prove themselves not as real estate experts, but rather as 
retail experts (and if necessary, they will need to learn more about retail). To put it in stra-
ightforward terms: the priority element of building a strong real estate manager’s brand 
now and in the next 2 years will be, in our opinion, the manager proving that they are skil-
led and competent enough to attract as many customers as possible to the shopping cen-
tre. This line of thinking can be seen in the communications from CREAM. The truth is, as 
evidenced by the predominantly negative tone of the publications on Mediadem REview, 
that today’s managers need partners who will convince them emotionally that the difficult 
situation of their brands is manageable, and thus the manager’s professional position can 
be saved and strengthened.



„The implication of falling SOV costs is that recessions 
can be a low-cost growth opportunity for brands. But 
in this recession, we can also add the opportunity pre-
sented by a house-bound population’s growing usage 
of media such as TV, social and online news channels. 
We saw in 2008 that the brands that took advantage of 
lower SOV costs to boost their SOV achieved impressive 
business gains. (…) The brands that invest in SOV saw 5 
times as many very large business effects (such as profit, 
pricing, share, penetration etc.) and 4.5 times the annual 
market share growth.” 

Source: (7).

Source: K.D. Frankerberger, R.C. Graham, Should Firms Increase Advertising Expenditures during Recessions?, 
Marketing Science Institute Reports, 03 2003. (18). 



“Immediate profits may be protected by reducing marketing 
expenditure in a recession, but the benefit will be very short-
-term. Neglecting brand promotion during an economic do-
wnturn will result in weakening the brand and making it less 
profitable post-recession. A key consideration is to maintain 
pre-recession share of voice (i.e. share of the market’s pro-
motional expenditure). It has been shown that share of voice 
matters. If share of voice is kept at or above share of market 
in a recession, the medium- and long-term improvement in 
market share and profitability is likely to be substantial, easily 
outweighing the short-term protection of profit from cutting 
budgets. An advertiser who maintains expenditure while his 
competitors are cutting theirs will automatically increase his 
share of voice, thus setting himself up for long-term benefits. 
Business decision makers think that when they see a com-
pany advertising in a down economy, they feel more positive 
about that company’s commitment to its products and servi-
ces, and it keeps the company top-of-mind when purchase 
decisions are made. In a recession the price of buying media 
space or time will fall, so there will be excellent opportunities 
to secure very good value when buying media. The budget 
employed pre-recession will go considerably further during 
the recession. Recession actually provides opportunities for 
marketers, for it is a chance to invest to gain market share 
and market leadership, and attack timid rivals. This can also 
improve the stock market valuation of the company. Price pro-
motions can be tempting in a downturn, and are widespread 
in consumer markets, but they are likely to damage not only 
profits but also brand values. Brand values that are impa-
ired in bad economic times will be hard to restore when the 
economy expands again. There is a striking unanimity about 
these conclusions among the various studies examined. Some 
of the evidence comes from consumer markets, some from 
business to business markets. The findings are the same.”

 Source: (19). 

Source: (20).

Source: (21).

Source: (22).
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3/ 16. In most marketing budgets there are of course items where cuts can be implemented: 
extensive loyalty programs (mostly associated with inefficient and expensive technological 
experiments of the 2010s) or (for obvious reasons) a large part of events with questionable 
effectiveness (especially “niche” events). 

A manager who decides to make the cuts has a chance to show the tenants (and 
owners) that s/he understands and is up to date with their needs. At the same time, 
marketing budgets can be redirected to the centre’s mass scale branding campaigns 

(radio, leaflets, mass online and ambient in the future). Another important element here is 
the ability to optimise costs and see marketing not only as communication and promotion, 
but also as a whole, following the classic definition of the shopping centre as a product and 
the shopping centre as a distribution channel. The current situation has forced many retail 
brands to take innovative measures in the areas discussed above. Unfortunately, we still 
cannot see a similar level of innovation in the actions taken by shopping centres: they still 
remain reactive instead of being the pioneers of innovation.

17. In these specific times, a large part of marketing effort (in its classic meaning) will have to be 
devoted to increasing the physical accessibility of the shopping centre. This is due to the na-
tural concerns consumers have for their own safety. There are already many examples of re-
levant product and distribution innovations. From the manager’s point of view, in our opinion, 
what will matter is creative, efficient (and relatively fast) adaptation to the new needs, as well 
as implementation of the relevant measures. Here, examples can include the following:

• innovative solutions for food courts and restaurants to provide customers with a sense 
of security on the one hand and a sense of socialisation on the other; additionally, such 
innovations arouse great interest and boost the fame of the facility, thus increasing footfall;

• above-standard safety measures: disinfectant dispensers not only in bathrooms, but also 
on all passage walls, in foodcourts and restaurants, dispensers with free-of-charge disposa-
ble masks and gloves, etc.;

• all sorts of sales automation innovation including vending machines with contact lenses, 
medication, etc.



“Serres Sépparées is one of our new dining concepts. 
With the current situation it’s difficult to open a re-
staurant with limited space. So why don’t we add to 
our location and create a safe and intimate home 
for partners to reconnect, with the outside world at 
their own leisure. ⠀Our signature plant-based cuisine 
will be available for guests to enjoy in one bubbles or 
in the newly renovated main restaurant.” 

Source: (23).

Source: (25).

S

Source: (25).

Source: (26).



Sources: (27), (28), (29).

Source: (24).
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3/ • parcel machines, not only for courier deliveries but also for click & collect – a service for 
tenants;

• collect points for standardised shopping baskets composed of goods from different 
shops / tenants, also as a click & collect service for tenants;

• shopping collection from different tenants, for direct delivery to customer’s doorstep in 
collaboration with delivery companies such as Glovo, etc.;

• click & collect drive thru service;

These are just a few examples of innovative solutions that have appeared in great numbers 
recently. Numerous other information on new concepts in terms of product or distribution 
can be followed on Mediadem REview under the INNOVATION tag.

18. Offering such a set of innovations with real added value for tenants can, in our view, be an 
important response leading to an increase in the physical availability and footfall as we 
emerge from the recession. Simply by addressing these challenges the manager (who pit-
ches him/herself as a person competent in B2C) can improve their image and gain a signifi-
cant advantage in the eyes of the tenants and, consequently, the property owner.

19. However, the most important challenge for a retail property manager in the current con-
ditions will undoubtedly be building an umbrella e-commerce platform. It should be 
emphasized at this point that such a making a single purchase on one platform, yet with 
the shopping basket composed of products available from many different online shops run 
by the centre’s tenants. Certainly, substitute half-measures such as the already mentioned 
ineffective loyalty programmes do not add real value andplatform should offer the possibi-
lity of are expensive as well as irrelevant from the point of view of the tenant’s business and 
the customer’s convenience. In fact, some single-platform projects have been operating 
successfully for many years now, so such endeavours do not constitute a particular technolo-
gical challenge. It is worthwhile noting at this point that for the manager (or the owner) of a 
portfolio of facilities there are additional market opportunities to be taken advantage of, e.g:

https://realestatereview.mediadem.eu/?tag=innovation
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3/ • inclusion of tenants who do not have shops in all facilities served by the e-commerce 
platform on a click & collect basis: purchase of tenant’s goods in the online and their collec-
tion even in the centre where the tenant does not run an offline shop;

• possibility of conditioning the tenant’s rent on their revenue generated through the 
services of the e-commerce platform, even when calculated on the basis of turnover;

• possibility of adding products to the shopping basket from different tenants and  
collecting the shopping at a click & collect point in the shopping centre;

• and many other opportunities.

20. A take-away and seat booking platform for restaurants and cafés in the shopping 
centre can be part of such a single online platform (or a separate project). There is 
also the possibility of forging strategic cooperation with online meal order and delivery 
platforms such as delicious.pl, pizzaportal.pl, and ubereats.pl.

21. Finally, commercialisation (leasing) should be listed here as perhaps the most impor-
tant element of positioning a shopping centre as a product. Contrary to appearances, 
the strength of a centre lies with the real anchors i.e. tenants with powerful brands 
who invest in their brands on a long-term basis (which, in our opinion, should be for-
malised in lease agreements: an anchor’s rent rebate should depend to some extent 
on its documented SOV expenses in the Polish market). To put it bluntly, the most 
successful tenants emerging from the recession will be the ones with the strongest 
brands (and brand strength is almost directly proportional to the number of offline 
stores), and the ones who will have invested in strengthening the brand during the 
recession. Additionally, candidates for strong anchors also include DNVB busines-
ses, with Alibaba and Amazon at the forefront.



„Through our unique integrated multichannel model we 
can help customers and brands deliver a seamless in sto-
re and online shopping experience to meet visitors’ rising 
expectations. As the role of the store changes, the relation-
ship with our visitors changes. We introduced the first na-
tionwide online shopping mall in the UK.

intu.co.uk is our online shopping platform that can help cu-
stomers reach over 28m annual visitors. Included in the top 
ten affiliate sites in the UK, our site is home to nearly 500 of 
the UK’s most popular brands who showcase and sell their 
products online with us.

We’re the only UK nationwide shopping centre landlord to 
offer this unique multichannel offer which helps brands 
increase visibility and footfall. Our online shopping plat-
form adds millions of pounds of revenue to our participa-
ting customers – including over £25m per month in gift card 
sales alone.

It’s all part and parcel of the intu difference.”

Source: Intu Group: What We Do. Online (30).

Westfield (URW) on the British market has long had an 
umbrella platform that integrates its tenants’ online sto-
res for both: all facilities and each one separately. On the 
Westfield’s websites you can buy thousands of tenants’ 
products, sort them by types, prices, colours and many 
other criteria. 

Source: (31).



Source: “Places Where Shaping Visitors Smile Our Brands 
Succeed Future Communities Thrive”. Intu Properties Plc. 
Annual Report 2019. (34)

Source: (33).

Source: (32).

One of the most important positions in the leasing stra-
tegy of Unibail-Rodamco-Westfield is acquiring Ameri-
can DNVB for shopping centers in Europe. Sources: (35), 
(36)
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…you are facing the following challenges:

…and if you are looking for answers to the following questions:

…and, finally, if you want to be able to:

• adjustment of commercial real estate 
marketing to the owner’s business goals,

• a change of your property’s positioning on the 
market as a product,

• setting new priorities in the marketing budget,

• lack of a long-term view of the effects of 
marketing efforts,

• concerns about the effectiveness of your 
marketing activities (ROI),

• lack of objective measures of your marketing 
activities,

• issues with finance executives who perceive 
shopping centre marketing only as a cost item;

• If it is necessary to cut 20% of the marketing 
budget of our shopping centre, what should 
we cut in the first place?

• Our goal is a 30% footfall increase after 
reopening. Where should we look for reserves?

• What realistic actions (not declarations) 
affect the current and future turnovers of our 
shopping centre?

• Which marketing activities deliver the best 
return on investment and when should they 

be implemented?

• How can we optimize our marketing expenses 
and link them to the results?

• What are our actual indicators of the impact 
of marketing on the turnovers of our shopping 
centre?

• What investments in innovation (if any) in 
our shopping centre will bring the best long-
term return in terms of consumer and tenant 
response?

• develop a sound post-pandemic recovery 
marketing plan focused on real results,

• demonstrate the relationship between 
marketing activities and shopping centre 
turnovers,

• replace statistical analyses with innovative 

results-oriented marketing activities,

• justify your marketing budget in a language 
understood by accountants and financial 
executives,

• predict the behaviour of consumers in your 
marketing plan

IF IN THIS COVID-19 TIME…

review@mediadem.pl 
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