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Background on visit
Background
•

Walkthrough of “Mall of America” located
in Bloomington, Minnesota

•

Goal to understand changing customer
experience in leading malls and how
stores are changing amidst the current
landscape

•

Observations supplemented by insights
from company websites and publicly
available information

Key takeaways
•

Mall vacancies and tenant turnover continues
post-pandemic (even in high traffic malls like
the Mall of America)

•

Design and look & feel are important to an
elevated customer experience and brand
perception

•

Niche retailers and DTC players are testing
brick-and-mortar concepts to engage
customers

•

Continued focus on health and wellness – as
well as offerings such as office space – are still
being tested post-pandemic
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Malls in the U.S. continue to experience closures in the wake of the
pandemic and changing customer behavior
The vacancy rate for malls across the U.S. has climbed
to a record 11.4% in the 1st quarter of 2021…

…and the Mall of America is no exception

According to Mall of America’s
senior vice president Jill Renslow,
45 of the mall’s tenants have
permanently closed their doors in
the last year alone.

UBS analyst Michael Lasser predicts that 80,000 stores
will shut their doors in the next 5 years
Source: Business Insider, CNBC, Axios
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Despite the closures, positive shopping experiences are still valued
by customers at brick-and-mortar stores
Sales from brick-and-mortar stores continue
to migrate to e-commerce…

… however, positive shopping experiences at stores are more
valuable for brands than the convenience of e-commerce

Key takeaways from the State of Consumer Behavior
2021 report:

Source: Business Insider, Raydiant, The Balance SMB

•

Over 60% of respondents said that they’d shell out
more at a store that provides a positive experience
than one that does not

•

46% of respondents said that given the choice, they
prefer to shop in person rather than online
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Investment: $650+ million
Size: 5,600,00 sq. feet
Owner: Triple Five Group
Number of stores: >520
Number of hotels: 2

•
•
•
•
•

Forecasted annual sales of $2 billion with 40 million visitors per year
Over 400 annual events held at the mall
2 attached hotels (JW Marriott and Radisson Blu) with 842 rooms combined
$12 million in annual donations to community partners
1.4 million gallons of water saved annually, 4,000 pounds of biodiesel made
monthly, and 32,000 tons of waste recycled annually as part of its “Green
Initiative”

Source: Mall of America
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Despite the closures, positive shopping experiences are still valued
by customers at brick-and-mortar stores

Minnesota’s largest
aquarium, containing 1.3
million gallons of water with
over 200 species of marine
life on display.

Source: Mall of America

Large indoor theme park
complete with 27 rides and
attractions based on
Nickelodeon franchises.

An attached building
containing attractions (activity
studio, café, playground, and
“crayon factory”) geared
toward a younger audience
based around the Crayola
brand.

Locations in: Bloomington,
Minnesota and East
Rutherford, New Jersey

Locations in: Easton, PA, Plano,
TX, Bloomington, MN,
Chandler, AZ, Orlando, FL

A Lego flagship store
spanning over 25,000 sq.
feet with Lego statues,
dozens of Lego sets, and a
Lego “pick-a-brick” wall.
6

To convey a high-end ambiance, the mall utilizes modern
design, elaborate light fixtures, and art installations

The building design and light fixtures coupled with nearly
350,000 sq. feet of skylight, add visual complexity to the space
and give the customer a high-end experience as they shop

Source: Mall of America

Art installations like this massive 30-foot butterfly sculpture
called the “Kaleidoscope”, add a final “wow” factor to the
ambiance of the mall while highlighting environmental
campaigns
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New niche startups occupy spaces to test brick-andmortar stores and engage with more customers

Minnesota-based retailer
specializing in fine art created by
local artists as well as prints from
world renowned painters.

Source: Mall of America

A fresh take on the retail shopping
experience; incorporating
technologies like augmented reality
and Near Field Communication
(NFC) tags to better inform shoppers
and streamline buying experience.

Unique retailer specializing in Kilts
and Celtic traditional clothing.
“We are your source for Kilts and the
funniest Celtic & Kilt humor”
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Many offerings geared toward customer health and wellness
Retail

Service

Retailer specializing in
nutrition products such
as: supplements, vitamins,
minerals, and energy
boosters

Provides deep tissue
massage and stretch
treatments including a
specialized lower body
treatment called
“reflexology”

M Health Walk-in Clinic
provides on-site care and
treatment for customers
in and around the mall

Source: Mall of America

Second largest
pharmacy chain in the
United States with
convenience items for
shoppers and the
guests from both
hotels attached to the
mall and other hotels in
surrounding area
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Providing state-of-the-art workspaces for businesses and
entrepreneurs

Constructed in 2015, “The Offices @ MOA” is a 256,398 square foot, Class A office complex attached to the Mall
of America. It provides a clean and modern working environment with many amenities: event rooms, cafés,
282 designated parking spaces, and access to the two on-site hotels.
Leasing price: $40/Sqft./Year

Source: Mall of America
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Takeaways from visit

1

Design aesthetic adds to customer experience and brand perception despite not
offering a direct ROI via immediate sales from the store

2

Health & wellness stores continue to be growing offerings in malls for customers

3

Niche businesses – and DTC players – are capitalizing on mall vacancies to launch
brick-and-mortar locations and connect with customers in physical environment

4

Several malls – including the Mall of America – are connecting living spaces and
office spaces to their locations to both drive traffic and create a community feel
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QUESTIONS OR COMMENTS?
email: carlos@thenaviogroup.com
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