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PROMOTE SMART GROWTH
MINIMIZE EMOTIONAL BUYING
-smart buyers embrace TBL philosophy
-large format retailers obsolete
-"expo” flex floor retail format encourages
knowledge share/ interaction
-integrated development - denser models
-carbon neutral

PROMOTE COMMUNITY
SUPPORT WIN WIN STRATEGIES
-community value drives individual success
-"community focus” driven by buying power of
millennial - generation "y” sector
-individual identity thrives with community
-desire sustainable places

-knowledge share and smart community

PROMOTE SMART BUYING
KEEP THE GOOD STUFF
-minimize waste
-one-for-life products
-direct purchase / delivery
-less inventory intensive
-smart cycling versus up cycle
-needs/share philosophy
-lease-cycle system: recycle per ne

lifestyle

mall

the retail continuum



