
3. Cap rates and interest rates for retail are rising. 
No big surprise there. But  this is not true in 
all sectors of retail (i.e. well-located, strong 
branded grocery/drug anchored centers with 
local neighborhood goods and services). It 
is also not true in all geographic areas (high 
barriers to entry in coastal California fares 
much better than areas with abundant land 
and low hurdles for entitlements).  

Don’t get me wrong - the Amazon phenomenon 
has got to be respected as a game-changing 
force to be reckoned with. It is also dynamic 
and continues to evolve (what will they get into 
next that might negatively affect our tenants 
and our shopping culture?).  But as Lee Corso 
on ESPN College Football always says, “Not so 
fast, Mister.”  Not so fast because there are a few 
worthy and well capitalized competitors such as 
Walmart, with substantial financial capabilities 
and a massive brick and mortar footprint that are 
not just going to give up their hard earned retail 
mantle to the "new"  kid on the block.  

Walmart, like most retailers, are feeling their way 
along this new road. But they have something 
that Amazon does not have (despite the Whole 
Foods acquisition) – a place to actually go to shop, 
pick-up online orders, touch and actually try on 

Friends, Colleagues and Clients – A very Happy 
New Year to you all.  Somebody asked me just last 
week, “When do you stop saying Happy New Year 
to people?”  Well, God willing, this will be my last 
time for 2019!  As we launch into the New Year, 
with hope and energy, we also need to reflect 
upon and try to make sense of 2018.  

There are a number of typical and well-worn 
narratives affecting the retail marketplace:

1. Amazon.com will destroy all retail eventually.

2. Due to the premise of  broader Amazon 
destroying all retail, the market’s overall 
appetite for retail capital, retail lending and 
retail investment has softened.  

HOLIDAY 
SEASON 
2018 RECAP

2019
Happy 
New Year



their clothing, get a good look at a product before 
purchasing it, and avoiding the cost and hassle of 
returning items.  AND possibly the most critical 
feature of all – customers shopping for items they 
had not expected to purchase when they entered the 
store – gravy for Walmart and Retail 101. 

Sure there are retailers that cannot compete, or are 
in a particular sector of the business (toys, office 
supplies and sporting goods come to mind) that are 
particularly vulnerable to online shopping.  There 
are others that do not have the financial capability 
to re-tool or pivot, and still others that don’t have 
the corporate culture or willingness to experiment – 
those retailers are definitely in jeopardy. And some 
have already gone down.

But take a look at the attached feedback for the Pre-
Holiday Shopping Season from ICSC (International 
Council of Shopping Centers) – it might surprise you 
– I know it did me!

Here’s to having a most interesting and prosperous 
2019 – looking forward to seeing you along the way.

Best personal regards – 

Steve

Steve Avoyer
President/Founder

savoyer@flockeavoyer.com

86% of "click-and-collect" 
shoppers made additional 
purchases when picking up 
their order.
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