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The main entrance and courtyard of the Kitsap Mall in Silverdale. (Photo: Larry Steagall / Kitsap Sun) 
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SILVERDALE — Even the Easter Bunny has new digs at Kitsap Mall. 

Construction has been near-constant at the county's largest retail facility, purchased for $127 million in 2013 
by an ambitious real estate company. At one point, 14 general contractors were carving up 15 different spots 
within its sprawling, 850,000-plus square-foot layout. 

The millions spent by Chicago-based Starwood Retail Partners improving the mall have helped reform big 
chunks of its 1985-vintage facade to a colorful exterior dotted with trendy restaurants and stores. Inside, 
amenities like charging stations, new seating, LED lighting, and new sets for the Easter Bunny and Santa 
Claus, have given the mall a more modern feel. 

That investment has triggered a cascade of seven new restaurants, six new stores and five remodels in 
succession, Erin Leedham, the Kitsap Mall's general manager since 2012, told the Central Kitsap Community 
Council on Wednesday. It's a benefit not just to those businesses but for the whole county, she pointed out.  

"We were dropping our sales tax dollars on the other side of the (Tacoma Narrows) bridge," she told the 
council. "Now, we're keeping our dollars local." 

But in an age when e-commerce giants like Amazon continue to squeeze traditional brick-and-mortar stores, 
can voluminous shopping malls — particularly the vulnerable retail stores that anchor them — survive? There 
are some bleak signs: Industry analysts at Credit Suisse predicted in 2017 that up to one in four malls around 
the country would close within the next five years. 

Malls were once a necessity and a convenience — you might need a pair of pants but stay for a Cinnabon. But 
today's consumer is far less inclined to go to a store to buy something that can be easily ordered with the click 
of a mouse.  
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The malls that will survive will be the ones where people want to congregate for a fun afternoon or a night out, 
said Christopher Stevens, a professor and director of the MBA program at Gonzaga University. 

"I think where we'll see success is those who add more value to the shopping experience," he said. 

 
Security supervisor Ana Hernandez makes her rounds on a Segway inside the Kitsap Mall in 
SIlverdale. (Photo: Larry Steagall / Kitsap Sun) 

And perhaps, people who go to the mall won't even shop sometimes — and that's OK with Kitsap Mall's staff. 

For years, walkers have invaded its capacious corridors each morning. Now, there are free yoga classes. Art 
projects. Game nights. A ukulele club. 

"We feel like we are a community gathering center," Leedham said. "We've got plenty of square footage here, 
plenty of parking and you're right smack in the middle of Kitsap County." 

To lure new grass-roots retailers, the mall is hosting a "battle of the popups" this spring, with the resulting 
winner getting their own space for four months, rent-free. 

That doesn't make the mall immune from stiffer competition, including from smaller retail locales like The 
Trails at Silverdale, just over Highway 3 off Greaves Way. But malls can differentiate themselves by renting 
space to retailers selling goods and services you can't get online, said Ajay T. Abraham, a marketing professor 
at the Albers School of Business and Economics at Seattle University. 

"Search goods," as they are known, will increasingly be supplied by e-commerce, but "experience goods" and 
services — products like a pair of shoes that must be first tried on to determine value — will still get many 
customers into brick-and-mortar, he said. 

It helps that tenants still regard the mall as a central hive of activity.  

The popular Moctezuma's Mexican Restaurant and Tequila Bar, which opened its fourth location in December 
2016 in a location previously occupied by Hale's Alehouse in December 2016, said it chose the mall for 
"symbiosis" with that hub. That way, according to Sean Drought, the restaurant's chief operating officer, they'd 
get exposure to new diners which would compliment their loyal customer base. 

"We wanted to be within the heartbeat of the community," Drought said. 
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The Changing Nature of Retail: The Impact of 
Online Shopping on Cities 
As consumers increasingly buy online, technology is changing the shape of our cities, reducing demand for 
retail space, increasing freight congestion, and leaving parking lots empty.  
Jennifer Evans-Cowley | February 29, 2016, 11am PST  

 

As I look at plans across the country, there are always beautiful images of people strongly along sidewalks 
window shopping in vibrant mixed-use centers with plenty of shops. As planners, we tend to see retail as an 
essential part of our communities. However, as I reflect on my own changing shopping patterns over the last 
few years, I recognize a dramatic shift in the amount of shopping I am doing online.  

A 2014 study found that 78 population of the U.S. population over the age of 15 bought something online in the 
first quarter of that year. A 2013 study found 69 percent of U.S. adults make purchases online at least monthly 
and 33 percent shop online weekly. If there is a child in the home you are more likely to make weekly online 
purchases: 40 percent of households with one child, 56 percent of households with two children, and 66 percent 
of households with three or more children.  Consumers between the ages of 25 and 33 spend more online than 
any age group—averaging $2,000 per year. 

In 2014, the U.S. Department of Commerce noted that e-retailers made up 8.3 percent of total unadjusted retail 
sales, excluding food service, fuel and automobiles—up from 7.4 percent in 2013. The U.S. Department of 
Commerce reports that in 2015 retail sales grew modestly—1.4 percent over 2014. Yet the portion of retail sales 
in the online world has ticked up substantially.  A Forrester Research study predicts that by 2018, internet 
shopping will account for 11 percent of all purchases. 
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This shift of purchase from in town stores to the web, means a shift in demand for retail space. We are seeing 
demand for neighborhood and community retail space lagging, even though consumer spending is robust. The 
first waves of stores to disappear are toys, books, and electronics. Next up is clothing, as women increasingly 
become comfortable with ordering apparel online and returning as needed. This trend is of significant concern 
for planners in suburban areas, as declines in shopping malls, lifestyle centers, and power centers typically have 
significant apparel retailers. Lower quality shopping centers in secondary locations will continue to see stores 
pulling out of these locations. Of the 1,200 malls across the United States, 15 percent are 30-50 percent vacant. 
Since 2010 more than a dozen shopping malls have closed, with 60 that are on the brink of closure. 

Major retailers are focusing on their physical presence as a branding opportunity. This means that retailers will 
have a smaller number of stores in a particular region and these retailers will be concentrated in shopping areas 
that match their brand impression. These shopping centers are being curated to create a special character among 
the mix of stores—with the hope that consumers will feel that they are in a special place with the best of 
everything. This means that people aren't just going for shopping as in the past—they are going for an 
experience of something they can't get online. This can include everything from celebrity chef restaurants, 
public art and activities. 

Of course all this online shopping is having an impact on our transportation networks. As I recently reported, 
there is a low occupancy in retail parking lots. A recent U.S. Department of Transportation study found that 
online shopping will be a major contributor to the 45 percent increase in freight traffic on U.S. roads every year 
by 2040. Currently the "last mile" of freight movement is highly inefficient, creating noise and air pollution in 
neighborhoods. While there is potential for Unmanned Aerial Systems (drones), there is significant concern 
about air traffic congestion. The Federal Aviation Administration authorized the first test delivery last year, but 
all signs are we are years off from any real delivery system. The FAA will first need to develop a regulatory 
framework for deliveries. 

 

Images such as this concept design for the Main Street Demonstration Historic Renovation Project in 
Downtown Memphis imagines a vibrant mix of uses with a strong retail presence. 

What changes are you seeing in retail demand in your community? Is development of retail still strong? Is the 
type of retail coming in changing? How is your community planning for the changes in retail? Are you 
changing the way you approach your comprehensive and neighborhood plans to account for the changin 
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US manufacturing: The rise of the niche manufacturer 
By Kim Gittleson BBC business reporter, New York  

Walk too fast down the street in Sunset Park, Brooklyn, and it's pretty easy to miss Grado Labs amongst the various 
Vietnamese, Chinese and Thai restaurants that dot the block. 

"If you think you're at the wrong place, you've made it," third-generation family member Jonathan Grado, 23, says with a 
laugh, as he pulls a key to the Grado listening room from a hidden cabinet in a second-floor bathroom.  

The key unlocks a cosy, carpeted space in the brownstone, or terraced house, that the Grados have inhabited since 1918. 

It is filled with dozens of albums - the preferred Grado test albums include Ella Fitzgerald, Duke Ellington and Eric Clapton 
unplugged - and an elaborate speaker set-up, where visitors can test the company's twenty or so models of high-quality 
headphones. 

"We're back-ordered for seven or eight weeks, which has never happened before," says Mr Grado, shaking his head at the 
rapid turnaround that the company has gone through over the past few years. 

That's because Grado, like so many other US manufacturers, fell on hard times in the 1990s, as a combination of changing 
audio technologies and outsourcing decimated the family business of manufacturing phonograph cartridges. 

Image copyright Jonathan Grado Image caption Jonathan Grado said he was initially embarrassed about his family business 
making headphones  

By the time Jonathan's father, John, now 62, bought the business, intent on turning his ideas for high-quality headphones 
into a reality, the family was forced to move into the brownstone. Grado had gone from manufacturing 10,000 cartridges a 
week and having 85 staff to operating a skeleton crew. 

John didn't pay himself a salary for the first four years, as he worked on coming up with headphones, mingling his tinkering 
with his growing family: a wall in the first-floor factory, which has pieces of tape that chart his son Jonathan's height over 
the years, stands as a testament to just how intertwined the Grado family and its factory became. 

But now, as high-quality headphones have taken off and new technologies like social media have allowed Grado - which 
hasn't advertised since 1964 - to market its wares, the company is once again growing. 

And it is growing fast enough that Jonathan, who was once embarrassed by the family business, now says he's looking with 
new eyes at a future in manufacturing. 

The rise of the artisan 

Grado is not alone: it's a phenomenon that's happening across the US, with small manufacturers, many of which are headed 
by young entrepreneurs that focus on unique products, popping up in hubs like Brooklyn, Chicago and Los Angeles. 

"We're starting to see kind of a re-emergence of lots of small niche manufacturers," says Jeff Cornwall, a professor of 
entrepreneurship at Belmont University. 
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when it arrived in the US in 1918 Image copyright Evan Rummel Image caption Jonathan Grado still likes to work six days 
a week, tinkering with the various headphones Grado makes Image copyright Gradolabs Image caption Grado still 
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Call it the rise of artisanal manufacturing. 

According to the US Census Bureau, over 75% of US manufacturing firms employ 20 or fewer employees. Although these 
firms make up only 9% of US manufacturing jobs, they are by and large the types of businesses that have been growing and 
creating jobs since the recession. 

This is due to a variety of factors, including changing consumer habits as well as the rising cost of doing business overseas. 

"There's a growing dissatisfaction with the way of the last decade or two which has been - let's just outsource it and rely on 
large foreign manufacturers to take care of all of our needs," says Prof Cornwall. 
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"If you look at some of the hidden costs that come about from trying to outsource, it's really resulted in much smaller cost 
saving than people first thought." 

Perfect storm 

Take the case of Matthew Burnett, 30, a co-founder of Maker's Row, a website which connects manufacturers with brands. 

A Detroit native, Mr Burnett says the idea for Maker's Row came when he was attempting to produce his own line of 
watches overseas, in China, in 2007. 

Image copyright Makersrow Image caption Matthew Burnett was inspired to start Maker's Row after problems 
manufacturing overseas  

"During that time I recognized there is no red carpet treatment for small businesses overseas - your largest order is going to 
be the next guy's smallest order so you're always being pushed to the back of the line," he says. 

After a batch of watches was badly made, resulting in a loss of nearly $40,000 (£26,000), he says he decided to look at 
manufacturing in the US. 

He soon found out he was not alone in his search for local manufacturers, and connected with Tanya Menendez, 27, to help 
launch Maker's Row, which now has over 6,000 manufacturers and 50,000 brands on its site. 

"This was a perfect storm," he says. 

If a tree falls in Brooklyn 

And it is a storm driven particularly by younger consumer habits, not just manufacturing preferences. 
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"We don't have the mass market mentality in the US anymore," says Prof Cornwall, as consumers increasingly focus not 
just on cost but on quality and a sense that the products they buy should be ethically manufactured and locally sourced. 

Those consumer sentiments are precisely what led Dan Richfield, 34, a former web developer, and Roger Benton, 37, a 
furniture maker, to focus their energies on starting up Re-Co Bklyn, New York City's only sawmill. 

Re-Co, which fittingly recently re-located to a former low-end cabinet factory in Ridgewood, Brooklyn, works with a variety 
of parties to find felled trees in the New York City area and turns them into wooden slabs used to make tables and other 
types of furniture.  

There are slabs of wood from trees that came down during Hurricane Sandy, as well as hundred-year-old elm trees that once 
towered over 19th Century graves in Greenwood Cemetery in Brooklyn. 

Image copyright Re-Co Bklyn Image caption Dan Ritchfield (l) and Roger Benton founded Re-Co Bklyn in 2012, and the 
company has tripled in size  

While it might seem slightly incongruous to have a table made from a New York City tree - which are known mostly for 
their ability to survive a toxic mix of air pollution, concrete, and sidewalk abuse - the duo argue that its precisely these 
factors that make their operation so unique. 

"Each one of our pieces are one of a kind - they look unique, and that's part of the reason they're sought after," says Mr 
Richfield. 

The company has tripled in size since it was founded, partially as a result of their unique offerings as well as their ability to 
keep prices low by focusing on local woods and local suppliers. 

While no one expects these small manufacturers to truly be able to replace the nearly 5.8 million manufacturing jobs that 
the US has lost in the past two decades, the hope is that by creating a web of small firms, they can be anchors that will 
power local economies. 

"The entire ecosystem will benefit from them pulling up other businesses they buy from," says Prof Cornwall. 
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