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What’s in Common?
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Background: The “Retail Apocalypse”
Estimated Quarterly U.S. Retail E-commerce Sales as a Percent of Total Quarterly Retail Sales

2Source: U.S. Census



Differentiated

Undifferentiated

Defining Experience
Memorability + Personalization→ Differentiation

• Themed
• Harmonize Cues
• Memorabilia
• Engage Senses

JLL’s Dimensions of Retail Experience
• Intuitive
• Human
• Meaningful
• Immersive
• Accessible
• Personalized 
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Sources: Pine & Gilmore, 1998; “Beyond Buying,” 2018
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Defining an “Experiential” Metric
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Experiential Retail Identification Rubrics



Case Study: Museum of Ice Cream
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Theoretical Framework
• Firms invest in experience to drive 

eWOM, which determines brand 
awareness

• Experience augments consumer utility. 
Consumers prefer firms offering better 
experiences, all else being equal

• Experience and consumers’ preferences 
for e-commerce determine a firm’s 
resistance to e-commerce competition

6

Model Overview

Firm 
Profits

Markup Demand 
Loss Due to 

Online 
Competition

Representative Firm Demand 
Without Online Competition

Fixed 
Costs

Experience 
Costs



Theoretical Results
• Proposition 1: As consumers’ preferences for e-commerce increase for a given 

experience, firms provide more experience, brand awareness increases, some 
firms exit, and pricing power increases1

• Proposition 2: As experience-to-eWOM conversion efficiency increases, firms 
provide less experience, brand awareness increases, some firms exit, and pricing 
power increases

• Proposition 3: As fixed costs decrease, firms provide less experience, brand 
awareness declines, some firms enter, and pricing power declines

• Proposition 4: As the magnitude of negative rent discrimination by experience 
increases, firms provide less experience, brand awareness declines, firms enter 
the market, and pricing power declines

71) Pricing power is the mark up over marginal production cost.



Empirical Strategy

• We study 166 retail leases executed in 2019 across New York City

• We compare effective rents, tenant concessions, and lease terms 
between “experiential” and “non-experiential” tenants

• Augmenting the CompStak data, we collect various proxies for experience

• Yelp ratings

• Google Places ratings

• The Weak and Strong rubrics
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Empirical Results
• Experiential tenants, measured by all proxies, command no statistically 

significant effective rent or free rent differentials, conditional on lease 
characteristics, location fixed effects, time fixed effects, and industry fixed 
effects

• Experiential tenants, measured by both of rubrics, are associated with an 
approximate $13 PSF TI premium, conditional on lease characteristics, 
location fixed effects, time fixed effects, and industry fixed effects

• Experiential tenants, measured by our weak definition, are associated with 
17 additional months of lease term, conditional on lease characteristics, 
location fixed effects, time fixed effects, and industry fixed effects

9Disclaimer: This study’s findings are limited by a small sample size with a potentially biased tenant distribution. Results should be interpreted 
cautiously, as richer datasets are needed to confirm these early findings.



Contributions
• Shifting consumer preferences →

vacancies/bankruptcies + experience 
creation

• As landlords’ rewarding experience 
creation ↑, experience creation ↓

• Preliminary evidence does not support 
experiential rent discrimination

• BUT, experiential tenants receive 
additional TI allowances and longer 
lease terms (≈zero-interest loan)
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NOO! I WANT 
AN 

EXPERIENCE!



Appendix



Rent Discrimination: Yelp Rating
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Rent Discrimination: Weak Def.
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Tenant Incentive Discrimination
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Lease Term Discrimination
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