By Wendy Webb

vad 15 big business inomalls, as
hig as. if not higger than the retail
stores themselves, But 1l wasn 1
dlways that way. according fo
Chastopher C, Muller, professor at the
Umversity of Central Florida's Center tor
Multi-Unit Restaurant Management

Some 30 years ago when malls wok
off as destmation points, they were
anchored by major department stores, g
box retailers. pluced at the mall enfrance
ponnts to draw in shoppers, with smaller
concept stores filling in the spuaces
between them

Shoppers flocked to the malls for the
convemence of hndmg thesr Lavarite
sfores and brands under one ool
also found an Orange Juhus 1og
their thirst und perhaps o pEePL]
where they could pick up@methi
nihble as they walked or
depariment store o ano An
the extent of mall food§

But then Chick-til-8
restaurant o oller |
hungry shoppers. Othe
siit and from there, an
food court concepl was
more than shoes amd swe
oning shoppers into the malls

“Food  courts became aliraCroie R
themselves,” smd Muller, “And sooi:
savvy mall developers started putting
flags, highly recogmeed. full-service
restaurant concepts, at the mall entrances
i addition 1o, or instead of, the big box
retatlers 1o draw people into the malls
Within the 30 vears that malls have been
around. we've seen the drivers, what
draws people 1o the malls. lip flop
completely,”

That  thp-flop  occurred,  Muller
explamed. when stores such as Bames and
Noble, Pier One. and Target. which are
not typically located i malls but across
the street from them, began o gaim popu
larity, taking business away from the
big-box retailers thar had wadinonally
anchored the malls. At the same tume,
smaller shops such as the Limuted. the
Gap and other specialty shops also hegan
o siphon business uway from the ig-box
retatlers. and suddenly mall developers
wiere Taced with their big draws not
drawing as well as they used 1wo. They
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customers into the malls, and they began
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Ler Toscus on Toodd

"Now. tood courts are the center of the
mall. just as kitchens o today s homes are
the center ol the household.” Muller sand

Food courts are powertul draws, espe
cilly for fannlies. sawd Muller. because a
family of Toars all with different tstes.
can =il together Tor a meal that satistes
EVeTY N

"Wy wile likes pizad, 1 like Chinese

foud, my duvghter wants a burger, and a

38

et's g0 shopping

Courting food at the mall

food court 15 ke a giant branded buffet,”
he said. "We all get the brands we want,
different brands, and we can sit together.
Evervbody s happy.

Other foods, like specialty snack foods
that wre primarily available in malls,
become destinations themselves, he sud.
Concepts like Mrs. Fields” Cookies and
Cinnabon are widely recognized, wildly
popular treats for mall-goers who know
they can't get these speciabized indul-
senves anywhere else.

Muller believes the luture of mall-
bused restaurants will continue to evolve
toward that kind ol speciahization,

“The food business n

general s good  at
copying,” he said, "One
aful humburger

comcept leads 1o a thousand
s 1 think we're
88k cxplosion
Suiee. < moothie
segment, SRGSANs pecialiy
.'J"o. d L "«"l-'L"‘"

Steve Faltz  knows
about <elhing tood 4
mall. Foltz, co-owner of
Cinnumon  Buams,  Ing..
which owns and operates
Cinnabon World Famous
Cinnamon Roll stores i
the Portland area. also owns & Jamba

Jutce. a Seattle’s Best Cafe, and two

Runier Roaster restaurants. all located n
Portland-area malls.

"People asked me why 1 wanig
imto the malls when the cost o
there was so much highe
street.” Foltz smd, "But s

why put u concept o
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Now, food courts
are the center of the
mall, just as
kitchens in today's
homes are the

—Chnstapher C.
Mudller
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take a break from shopping ar the Kosedale ol
tor indndge inoa Cinnabon

it's rainy much ol the tme™

Cinnabon, he said, 15 o concept th
needs the constant foof traffic provided by
a mall environment. But, that environmenl
doesn’t come cheap. and the cost 15 1ising

' think the bigeest change ['ve scoisl
the malls is the cost of the space,”
“All people can tlk about pow
expensive it is. We're talking a
per foot of retail space, when v
a location on the street for $235,

But, he said it's worth 1L, bec
heavy traffic guaranteed m a mi

“And we don’t have a down
he added. "Foot traffic really dro
the winter lor no
stores.”

Another change he has
noticed since he entered
the cinnamon roll business
1 years ago s the Huetu-
ating nature of people’s
obsession with health Food.
which, by all accounts, a
Cinnabon roll is not,

We were doinge
Fanmtastic  business  until
about  1994."  he  saud.

"Then. that group that does

sewher tnue o the pewsletter about Fat in
driy mi the .o .. i ., foods—they targered
center UJI [ju' h”HbL movie popeorn, Chinese
S [ fevevdd anid ofher—epme
R 1 nnabon hold.

after us. After that, we ook
a bhig, big hit. Business
really dropped for us.”

[he drop in business
wis s pronounced, Foltz
said, he would have sold
his stores if he had found
the right buyer. Now he's
glad he didn't,

"Business is fabulous now,” he sad.
"AFC (Cinnabon’s parenl company |
with some great new things—
Cinnabonsticks, For one, which makes a
' more porahle—and our busi-
0N ganghusiers.”

o ay his custivmers are less
ettt health. ostead of
5 pvely  countng  fal

TS

CUsIiITers are

do i l more of an Tevery-
B il e ralion
8. That meludes occa-
indulgences found
1ll"'ll-[I.

"People look ol us as un
indulgence,” he satd. "We're
hard o get, you have w come

iy the mall o ger &
Cinnabon. And so it's speciad
tor people. Oonee o month,
saty, vour have a treat like this,
vou wani it e be amiazing i
Mallard Helliday, divecro

cormmunications  tor
Cinnabon agrees, saying the
spack  food  industry 13

erowing, and so 15 Cinnabon.

brand—Ilrom  ns 15T
and 264 {runchised
were SEs44 mallion st year, up
' Mwblion the yvear before. The
and opened 31 umits in 24000
iy ol innabon has recently
fakl-only  concepr 1o

Sales  for the
company -owned
units

: npany locations and o large
U

W our franchised units as well.”
he said. "Where cellular service s avail
able. we're wsimg wireless credit curd
approval. The service is faster in terms ol
approval time and 10s portable soowe can
sel up temporary locations away from the
bakery during peak times of the vear.”

Mrs., Fields

Meeurly everyvone has heard the stors
about how Debbi Fields stared her cookie
empire—a voung moether watle o home-
rade recipe Tor chocolute chip cookies, o
storefront i Palo Alo, Cabt,. and vonla,
iy eipare was hoen B Chicaeo-hased
[ranchisee Scoll Kubon tellsoa refe-smow n
part of the tule that adds to the story's
appeal

"The owner of the Oakblind Athleties
baseball team trying all kKinds o
things o el people o come o the
vames,” he said, "One of the gimmicks
wis having pretly women bring cookies
und milk 1o the umpires durmg the 7ih
Inming Stretch. One ol those women was
Pebbi Fields, That's how it started,

Fields opened her lirst store i Palu
Al in 1977, Toduy, 630 domestic and &5
intermationa] Mre Fields stores provide

Welas
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muote o mall shoppers

According 1o Mrs. Fields spokes-
people. the typical store s located inoa
srtgur ] and operptes best within 0
e ROD square Feel. Most dapogtantly. i
Mirs, Frelds
people arg. where they are likely 1o by
impulsively, Malls are best, but more and
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e, the Jocations ure brinching out i
urham areas, convenbion centers
and other highly tmveled locations
Rubin. whao e Mrs Plelds
stores, agrees that the tradlic level 15 ke
S ! your hueve bal-f el et
" he said, MW [y thud
premium, But malls are bustlime all of tw

Peime, maeh e

rpHarhe

LV 1S

s oseasonal

than 4 cdossniown locl
fon because most dosemtow s don’t hivi
weekend tradhie

Rubin got into the cookie oame on
wnpulse

Tososw an wd thet soymessne was selling



his Mirs, Fields stores,” he said. "1 saw the
Wednesday, by
Wednesday we had approval wo bad on the

.'11.1 i ol

stores, and  the next
week Wi
running them,”
Foubin,
owns A7 Auntie
Annig s pretzel

shops, said he relied

Wi

w e s

1 i]i‘- 1 W "-.I:Iri'l""\-I
employees, and
severial ol his own

whir had worked
WMrs, Fields™ shops, 1o
the

pperale T NI NS
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the next

| “Let’s hear it for the mall
rats. Apparently, the
economy and the labor
markets have not faltered
enough to scare away
households from the malls.”

| el Needf of Nedef i Evevioriai 'Ir.'ll--rlJI

carapetleaitiene a0 i AP aericle oo s healihy
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seannlessly during the transition.
Rubin decided 1o expand Trom preteels
tites cookios becatse

the customer hase
wats st lar, and he
knew them,

"People aren’t
conmne 1o the mall
for o cookie or a
pretzel.” he sand.
"We're mid a desn
Malion, woe're  an
impulse.”

He chose Mrs,
Frelds u|l.“-|1i1l.' the
fact that his pretzel
franchises

Heather Heavioly af
Mes, Fieldds in e
FKosedole Mall in
Reseville, Minn,,

fernedy over g freahiy
Derk e ook fe 1

chstonne s Tovi
Mowvrefonse of

-'I-I.l'.'.'ur'rrl.'fr Wix,

compete with Mres. Fields” Pretzel Mikes
and Preteel Tome stores, because of the
high visibility of the cookie brand,

"Mrs. Ficlds has mcredible name
recognition.” he sad, "The brand aware
ness is huee. Bveryone kiomas Wlrs,

Ficlds.™
Wohat s new in the meell these l:i.'l'_'.". b
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let's eo shopping

noted, s co-brimding. While Mrs. Fields
co-brands with s vwn pretzel companies,
Rubin won't be co-branding his cookie
simn, Bt he
with TCHY

and pretee]l empires anvinne
15 looking  al co-brandmg
voeurl,

M1 another concept that will buaeld o

cuslomer base.” he s

Hey, guys, I'm going to the mall!

y the time you read this, there
will be only about 207 shop-
ping days unul Chrstimas,
Which just goes w show there
are more reasons 1o po o the mall than
just 1o have a cookie or pretzel. Just Tor
fun, we thought we would list some
food-tor-thougzhl stals.
*There are 44.367 shopping centers
in the Uinited States.
*The wast majority  of shopping
cenlers (95 percent) are sirp cenlers.
*Each month, 190 mulhon adults
shop at varous shopping cenlers in the
Linited States.
=ln 1999 shopping  centers
accounted lor 5116 tnlhon e sales,
maore than hall of all non-autoemotve
retail sales,
=5hopping

centers employed

10,537,700 people in 1999

«Shopping  centers collected 3475
billion in states sales taxes n 1999,
Retail sales taxes account for about 49%
of all state 1ax revenue—muaore than mdi-
vidual and corporate taxes combmed.

#ln 1999, there were 784 more shop-
ping centers operating in the United
States than m 1993,

«California has the most shopping
centers—23,978. Wyoming has the least-
52

*Four states place individual shop-
ping centers as either the first or second
most-visited sites in their stales.

4} million people a year visit the
largest mall in the United States—The
Mall of America in Bloomington, Minn.

—International Counctl of Shopming
Centers




