
Space

S ANY casual observer may notice, 
store closures and vacant lots are 
undeniable signs of these times of 
change for brick-and-mortar retail. 
Reflecting the soft leasing market, the 

latest data released by the Urban Redevelopment 
Authority’s (URA) showed the islandwide retail 
vacancy rate climbing to 8.1 per cent in the first half 
of 2017, from 7.5 per cent as at end-2016.

In this structurally upended retail era, those 
who are weak and slow to adapt will certainly be 
eliminated. Conversely, Darwin’s Law should 
also ring true – the strongest will not merely 
survive, but also thrive and establish an even 
stronger presence.

In an indication of this inflexion point, prime 
retail rents appear to be stabilising recently, 
according to Colliers International’s research. The 
second quarter of 2017 saw a marginal pick-up in 
prime retail rents for floors with the highest foot 
traffic in premium shopping malls along Orchard 
Road. Prime retail rents in the shopping district 
rose a slight 0.4 per cent in the first half of the year, 
arresting the 10 consecutive quarters of decline 
between 2014 and 2016. Furthermore, some 
thriving retail brands are capitalising on the soft 
rental environment to expand their footprint and 
open in choice locations. 

Solid strategies are required to navigate this 

new era of retail, given that the challenges and 
volatility facing retailers are far from over. Those 
who are better prepared, and adequately agile, may 
emerge stronger than ever. On this note, we offer 
three key recommendations for small and medium-
sized enterprises (SMEs):

 Focus on stealing time (and attention), and the 
money will follow

How does a brick-and-mortar store compete 
with comparable online offerings? Memorable, 
engaging experiences are key. Although 
online shopping is convenient and often more 
economical, most consumers will never be content 
with just sitting at home and clicking on webpages. 
There is still a strong need for a space where one 
can experience the engagement of all five senses, be
inspired, learn, interact or simply just relax. 

A lot of such experiential place-making is
already taking place on a precinct level (for
instance, the 10-day Star Wars festival at Orchard
Road in September) and asset level (the Tree of
Life at the upcoming Funan Mall redevelopment
is an example of this).

However, store-level experiential retail in
Singapore is still only in its nascent phase. Apple
and Challenger are a couple of retailers leading
the charge on this front, with interactive offerings
for shoppers such as robots, drones and virtual

reality (VR) gaming counters.
		 For retailers, the desired end-game is to 
draw the crowds in by providing an enjoyable 
and intriguing experience. Given the increasing 
strategic importance of “stealing” shoppers’ time, 
retailers should pay attention to the average time 
spent by shoppers, alongside the usual metrics 
such as shopper traffic and conversion rates.
Creative engineering of the business model may 
also yield greater extraction of shoppers’ time. 
For instance, a number of cafés are doubling up 
as casual coworking spaces, by providing free 
Wi-Fi and power outlets for customers to work 
during the F&B outlets’ non-peak hours.
		 Finally, workshops and events are another 
crucial tool in the experiential retail arsenal. 
Retail brands should explore partnerships with 
neighbouring tenants, and even peer brands. 
Synchronised promotion of events will generate 
greater hype and a critical mass of interest to draw 
the crowds to the storefronts. Ideally, the entire 
precinct or shopping mall has to come together 
to create a compelling space, and “Instagram-
able” experiences where social media interest can 
snowball over time to generate much-coveted hype.

 Great spaces are nothing without great service
Brands across various retail verticals are moving
towards the replacement of cashier counters with
electronic ordering points (think McDonalds,
Burger Up, Popeyes, Golden Village). However,
the importance of a good service desk or
concierge can never be over-emphasized.
Premium space is best paired with great service.

Retailers should aspire towards hospitality-
inspired levels of customer service and attention 
to detail. The Japanese word omotenashi captures
this notion perfectly. It refers to whole-hearted, 
dedicated service and meticulous attention to 
detail and customers’ needs. Japan and Taiwan are 
two examples of Asian markets with high levels of 
service embedded in their cultural DNA.

In this vein, retailers should invest in
maintaining great service levels while
engineering a sense of differentiation and
exclusivity. This approach would yield tangible,
long-term value for their brand and image,
rather than a myopic focus on short-term costs.
Restaurant chain HaiDiLao Hot Pot, and local
fishmonger DishTheFish are among the retailers
at the forefront of this shift in operational
mindset. The former provides customers with
complimentary manicure services before their
hot pot meals, while the latter offers avant garde
cooking demonstrations alongside hawking their
fresh fish produce at their upcoming mall outlet.

One needs to bear in mind that in this new
climate of booming e-commerce and soft rents,
generic offerings can be easily procured online,
while copycat F&B or retail outlets may pop up
anytime, anywhere. Customers will be drawn to
stores with the most memorable and satisfying
retail experiences, on both extrinsic and
emotional levels.

 Strategise and plan out your entire ecosystem
The accelerating trajectory of e-commerce
embodies a future where shoppers no longer
need to juggle shopping bags as purchases are
delivered to their homes directly. Retail outlets
will ideally evolve into “inventory-less stores”,
with a focus on retail therapy and high service
standards. For that to happen, an overhaul and
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Space

Strata factory space 
PROJECT NAME	 ADDRESS	 TENURE	 AREA  (SQ FT)	 TRANSACTED PRICE (S$)	 UNIT PRICE (S$ PSF)	 CONTRACT DATE

Central
ZERVEX 8 Ubi Road 2  #04-32 	 60 Yrs From 30/06/2008 1,216	 $500,000	 $411	 15-Aug-17
ONE PEMIMPIN	 1 Pemimpin Drive  #05-07 	 999 Yrs From 06/07/1885 1,033	 $981,350	 $950	 15-Aug-17
UBI TECHPARK 10 Ubi Crescent  #06-97 60 Yrs From 05/07/1997 1,604	 $650,000	 $405	 16-Aug-17
VERTEX 33 Ubi Avenue 3  #06-37 60 Yrs From 01/01/2007 3,337	 $1,578,000	 $473	 17-Aug-17
ONE COMMONWEALTH 1 Commonwealth Lane  #07-30 	 30 Yrs From 01/03/2008 1,432	 $788,000	 $550	 18-Aug-17
MAPEX	 37 Jalan Pemimpin  #04-13 	 Freehold 1,636	 $2,050,000	 $1,253	 18-Aug-17
VERTEX 33 Ubi Avenue 3  #08-34 60 Yrs From 01/01/2007 1,572	 $708,000	 $451	 18-Aug-17
TONG LEE BUILDING	 37 Kallang Pudding Road  #06-05 	 Freehold 2,820	 $1,120,000	 $397	 22-Aug-17
TONG LEE BUILDING	 37 Kallang Pudding Road  #05-08 	 Freehold 2,982	 $1,200,000	 $402	 22-Aug-17
UBI TECHPARK 10 Ubi Crescent  #01-41 60 Yrs From 05/07/1997 1,076	 $600,000	 $557	 25-Aug-17
TONG LEE BUILDING	 35 Kallang Pudding Road  #03-03 	 Freehold 2,820	 $1,400,000	 $496	 31-Aug-17

East
SHUN LI INDUSTRIAL PARK 157 Kaki Bukit Avenue 1 60 Yrs From 30/10/1996 8,891	 $2,730,000	 $307	 16-Aug-17
PREMIER @ KAKI BUKIT	 8 Kaki Bukit Avenue 4  #06-45 60 Yrs From 15/12/2010 3,078	 $1,000,000	 $325	 18-Aug-17
PREMIER @ KAKI BUKIT	 8 Kaki Bukit Avenue 4  #06-44 60 Yrs From 15/12/2010 3,078	 $1,000,000	 $325	 18-Aug-17
KB INDUSTRIAL BUILDING	 10 Kaki Bukit Road 1  #03-23 	 60 Yrs From 09/01/1995 4,542	 $1,380,000	 $304	 24-Aug-17
ENTREPRENEUR BUSINESS CENTRE	 18 Kaki Bukit Road 3  #01-14 	 60 Yrs From 09/01/1995 2,099	 $1,200,000	 $572	 28-Aug-17

North East						
DA JIN FACTORY BUILDING	 362 Upper Paya Lebar Road  #07-07 	 Freehold 2,067	 $1,200,000	 $581	 30-Aug-17

North
FOOD XCHANGE @ ADMIRALTY 8A Admiralty Street  #01-29 60 Yrs From 09/10/2000 2,863	 $1,485,000	 $519	 18-Aug-17
WOODLANDS HORIZON	 31 Woodlands Close  #07-18 60 Yrs From 29/02/2012 1,668	 $705,000	 $423	 18-Aug-17
E9 PREMIUM	 61 Woodlands Industrial Park E9  #01-25 30 Yrs From 28/10/2013 2,454	 $914,720	 $373	 21-Aug-17
E9 PREMIUM	 61 Woodlands Industrial Park E9  #01-24 30 Yrs From 28/10/2013 2,454	 $950,000	 $387	 21-Aug-17
A'POSH BIZHUB	 1 Yishun Industrial Street 1  #01-06 	 60 Yrs From 26/08/2010 1,787	 $961,888	 $538	 22-Aug-17
E9 PREMIUM	 61 Woodlands Industrial Park E9  #01-16 30 Yrs From 28/10/2013 2,454	 $1,000,000	 $407	 22-Aug-17
E9 PREMIUM	 61 Woodlands Industrial Park E9  #03-23 30 Yrs From 28/10/2013 3,078	 $950,000	 $309	 24-Aug-17
WOODLANDS EAST INDUSTRIAL ESTATE	 22 Woodlands Link  #04-16 30 Yrs From 01/05/1997 3,229	 $236,000	 $73	 28-Aug-17
WOODLANDS 11	 11 Woodlands Close  #09-44 60 Yrs From 05/07/2010 1,830	 $620,000	 $339	 28-Aug-17
E9 PREMIUM	 61 Woodlands Industrial Park E9  #01-21 30 Yrs From 28/10/2013 2,454	 $1,000,000	 $407	 30-Aug-17
FOOD XCHANGE @ ADMIRALTY 8A Admiralty Street  #07-41 60 Yrs From 09/10/2000 3,789	 $1,580,000	 $417	 30-Aug-17

West
WCEGA PLAZA	 1 Bukit Batok Crescent  #05-13 60 Yrs From 13/03/1997 5,231	 $1,070,000	 $205	 15-Aug-17
WCEGA PLAZA	 1 Bukit Batok Crescent  #04-13 60 Yrs From 13/03/1997 5,231	 $1,150,000	 $220	 16-Aug-17
ISPACE 7 Soon Lee Street  #02-19 30 Yrs From 05/03/2012 1,701	 $528,000	 $310	 17-Aug-17
PIONEER CENTRE	 1 Soon Lee Street  #04-56 30 Yrs From 10/03/2010 1,432	 $320,000	 $224	 22-Aug-17
TRADEHUB 21	 18 Boon Lay Way  #07-103 60 Yrs From 10/12/2003 1,453	 $700,000	 $482	 28-Aug-17
Note: Based on available sales caveats lodged from August 15, 2017. Source: URA REALIS/Colliers International Singapore Research (as at 22 September 2017).

TRANSACTION DATA
Strata office space 
PROJECT NAME	 ADDRESS	 TENURE	 AREA  (SQ FT)	 TRANSACTED PRICE (S$)	 UNIT PRICE (S$ PSF)	 CONTRACT DATE

Central

INTERNATIONAL PLAZA 10 Anson Road  #22-14 	 99 Yrs From 02/06/1970 2,357	 $3,900,000	 $1,654	 15-Aug-17

INTERNATIONAL PLAZA 10 Anson Road  #15-19 	 99 Yrs From 02/06/1970 2,357	 $3,500,000	 $1,485	 15-Aug-17

PEK CHUAN BUILDING	 116 Lavender Street  #03-04 99 Yrs From 02/05/1978 1,313	 $1,100,000	 $838	 18-Aug-17

GOLDEN MILE TOWER	 6001 Beach Road  #B1-83 	 99 Yrs From 09/06/1969 172	 $260,000	 $1,510	 21-Aug-17

PEOPLE'S PARK CENTRE 101 Upper Cross Street  #06-05 	 99 Yrs From 02/06/1970 850	 $900,000	 $1,058	 21-Aug-17

PAYA LEBAR SQUARE 60 Paya Lebar Road  #07-10 	 99 Yrs From 25/07/2011 538	 $1,070,620	 $1,989	 21-Aug-17

ORCHARD TOWERS	 400 Orchard Road  #21-07 	 Freehold 1,507	 $2,712,600	 $1,800	 24-Aug-17

INTERNATIONAL PLAZA 10 Anson Road  #23-05 	 99 Yrs From 02/06/1970 474	 $880,000	 $1,858	 25-Aug-17

SPRINGLEAF TOWER	 3 Anson Road  #22-01 	 99 Yrs From 01/10/1996 10,742	 $25,114,796	 $2,338	 27-Aug-17

SPRINGLEAF TOWER	 3 Anson Road  #21-01 	 99 Yrs From 01/10/1996 10,086	 $25,881,068	 $2,566	 27-Aug-17

THE OCTAGON 105 Cecil Street  #03-01 Freehold 1,302	 $2,871,000	 $2,204	 30-Aug-17

INTERNATIONAL PLAZA 10 Anson Road  #09-15 	 99 Yrs From 02/06/1970 463	 $880,000	 $1,901	 31-Aug-17

PAYA LEBAR SQUARE 60 Paya Lebar Road  #11-56 	 99 Yrs From 25/07/2011 538	 $1,210,500	 $2,249	 31-Aug-17

PAYA LEBAR SQUARE 60 Paya Lebar Road  #11-55 	 99 Yrs From 25/07/2011 538	 $1,210,500	 $2,249	 31-Aug-17

North

WOODS SQUARE	 12 Woodlands Square  #06-72 	 99 Yrs From 15/07/2014 560	 $1,055,750	 $1,886	 21-Aug-17

West

VISION EXCHANGE	 2 Venture Drive  #13-26 	 99 Yrs From 10/06/2013 517	 $1,252,000	 $2,423	 30-Aug-17
Note: Based on available sales caveats lodged from August 15, 2017. Source: URA REALIS/Colliers International Singapore Research (as at 22 September 2017).

Strata warehouse space 
PROJECT NAME	 ADDRESS	 TENURE	 AREA  (SQ FT)	 TRANSACTED PRICE (S$)	 UNIT PRICE (S$ PSF)	 CONTRACT DATE

Central
QUARTZ INDUSTRIAL BUILDING 5 Upper Aljunied Link  #04-05 	 Freehold 2,368	 $1,480,000	 $625	 21-Aug-17
JOO SENG WAREHOUSE 3 Upper Aljunied Link  #02-01 	 Freehold 3,488	 $2,130,000	 $611	 30-Aug-17

East
GORDON WAREHOUSE BUILDING 9 Kaki Bukit Road 2  #04-27 	 60 Yrs From 25/07/1981 1,485	 $340,000	 $229	 03-Aug-17
CITY WAREHOUSE 5 Kaki Bukit Road 2  #01-08 	 60 Yrs From 17/12/1981 4,133	 $920,000	 $223	 03-Aug-17
GORDON WAREHOUSE BUILDING 9 Kaki Bukit Road 2  #02-25 	 60 Yrs From 25/07/1981 2,486	 $510,000	 $205	 11-Aug-17
Note: Based on available sales caveats lodged in August 2017. Source: URA REALIS/Colliers International Singapore Research (as at 22 September 2017).

strategic optimisation of the overall real estate 
portfolio and supply chain is in order. 
		 The experiential retail footprint will 
be complemented by a larger warehouse 
component plus an efficient last-mile 
distribution system. For instance, Castlery has 
a 10,000 sq ft showroom at Alexandra Road, 
plus a warehouse spanning 30,000 sq ft at 
Mapletree Logistics Hub in Toh Guan.
		 The entire ecosystem should be supported 
by intelligent, real-time data and analytics 
that enable it to run smoothly on its own. 

Advanced data analytics also entails some form 
of predictive power – apart from keeping track 
of inventory levels, the algorithms should be 
able to discern customer demand trends during 
particular seasons and in specific localities. This 
predictive capability will drive greater efficiency 
and cut down on retailers’ redundant inventory 
space. Identifying a logistics partner who can 
efficiently and effectively distribute the goods to 
the door step of the customer is also crucial to 
complete the shopping experience.
		 We believe that there is no better time to re-
engineer your retail business, and the backend 
operating model. Retailers need to optimise their 
real estate footprint and their overall ecosystem, 
from a top-down, self-aware perspective, while 
accounting for the volatile trends on the ground. 
The age-old adage of knowing the ground and 
thyself retains its wisdom and relevance even in 

these changing times.
		 Partnering a retail consultancy allows one to 
right-size, find the right location, and engineer 
optimal leasing strategies such as a gross 
turnover rent component, or more flexible 
lease tenures. A retail specialist is also well-
positioned to assist brands in optimising the 
3 Es of retail future-proofing – “experiential, 
experimental and exclusive”.
		 Lastly, a tripartite relationship between 
the retail brand, the consultant and the 
landlord that is firmly anchored by a common 
vision of embracing the future of retail, will 
certainly expedite this future-proofing journey 
for all parties. ■

JieMei Tan is senior analyst, research, and 
Diane Aw, associate director, retail services, 

Colliers International Singapore
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“IN THIS STRUCTURALLY UPENDED RETAIL ERA, THOSE WHO 
ARE WEAK AND SLOW TO ADAPT WILL BE ELIMINATED. CONVERSELY, 
DARWIN’S LAW SHOULD ALSO RING TRUE – THE STRONGEST 
WILL NOT MERELY SURVIVE, BUT ALSO THRIVE AND ESTABLISH 
AN EVEN STRONGER PRESENCE.”


