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We optimize properties, creating 
long-term sustainable value for 
everyone investing in the location, 
Using very concrete & operational 
ways of developing retail properties 
to maximize value.
The reteam systems have proven to be successful for retail properties from 
3000 m2 to more than 100,000 m2 located in city centers, big-box retail 
parks, railway stations and other locations.

Properties used for retail or other consumer-oriented services will benefit 
from the reteam systems, including changing the current situation or 
maintaining the current success.

Thank you for reading about reteam. We would be pleased to get feedback 
and discuss retail property redevelopment in general as well as the reteam 
way of creating desirable retail destinations.

We look forward to talking to you soon.

On behalf of the reteam Group,      
 

to our vision of retail property 

redevelopment

Kathrine Heiberg                     Lasse Brodén 
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The starting-
point was: “What 
would we like to 
know if we were 
going to consider 
placing a store in 
this location?” 
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History & reteam systems 

hISTORY

Kathrine Heiberg & Lasse Brodén, two 

retail experts with international experience 

from strong Scandinavian retail brands, 

established reteam in 2001. Their goal 

was to use their retail knowledge and 

experience to help retailers developing 

their business in Scandinavia.

Property owners asked reteam: 

“As a tenant, you always had good ideas 

for improving the situation not only for 

yourself, but for everyone. Now we have a 

minor challenge in a shopping mall.  

Will you help us?”

Turning retail properties with challenges 

into desirable retail destinations grew, and 

today that is the main activity of reteam. 

In addition to turnaround projects, reteam 

advises banks and other investors before 

they finance or acquire retail property.

How is reteam unique? Neither Kathrine 

nor Lasse had experience with retail 

development and redevelopment in 

2001, but they had considerable retail 

insight and understanding of consumers. 

Instead of using existing methods of and 

models for analysis, they developed their 

own way of shaping strategies for retail 

destinations.

The starting-point was: “What would 

we like to know if we were going to 

consider placing a store in this location?” 

This simple approach has turned into a 

successful business model –  

the reteam systems.

RETEAM SYSTEMS 

“I am always pleased to explain what 
we do to our clients. When they 
understand the scope of work that is 
needed, they are more than happy to 
entrust us with the task.”
— Kathrine Heiberg, CEO, reteam

Developing or redeveloping a shopping 
mall in a competitive environment is a 
challenge that requires understanding 
the regional retail offerings, the needs 
and wants of consumers and the 
current situation in the retail sector. The 
major future trends in society also need 
to be incorporated, so that the retail 
destination can cope with the market 
demands in 5 or more years. Further, 
the design and master plan need to be 
sustainable and flexible.

The reteam systems, including 
replacemaking, retail mapping and 
mind16, can manage every aspect 
of a development project and obtain 
operational results.

Why is all this work needed? If 
a catchment area has no major 
competing retail destinations, retail 
properties do not need to be optimized, 
because people will use them anyway. 
Unfortunately, this situation is very 
infrequent. Competition between 
retail destinations is intensifying, and 
up to 80% of what consumers buy 
is not based on immediate needs. 
Retail destinations therefore need to 
be designed and operated so that 
they create long-term competitive 
advantages that focus on consumers’ 
desires when they arrive at the specific 
location. This requires in-depth 
understanding of the regional retail 
offerings and consumer preferences 
and behavior.

The response to 
this challenge 
is to create 
a unique and 
comprehensive 
strategy 
for each 
specific retail 
destination.
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Retail offerings
that suit current
& future customers
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Retail offerings
that suit current
& future customers

RETAIL REMAPPING 
               
“Everyone said that the stores in the mall 
were only for teenage girls. But when we 
presented the reteam retail remapping, 
everyone clearly saw that one of the 
only categories missing was stores 
for teenagers. Fashion stores oriented 
towards people older than 45 years were 
already overrepresented.”
— Lasse Brodén, President, reteam

WhAT kINd OF RETAIL 
OFFERINGS ShOULd A RETAIL 
dESTINATION hAvE?

Many different questions have to be 
answered to prepare a retail strategy.

What retail offerings exist in the 
catchment area? What is missing? How 
can the entire region’s retail offerings 

be improved? Does the current tenant 
mix already provide a hidden competitive 
advantage?

How: retail remapping by reteam 
comprehensively analyzes the retail 
offerings in the catchment area. We visit 
all stores in the competing shopping malls 
and major commercial streets.

Why: The exact retail offerings need to 
be known to determine what consumers 
are lacking. A city with many shoe stores 
may still need more if the current ones all 
target the same age groups or the same 
price levels. 

Differentiation is required to create 
sustainable competitive advantages. 
Another benefit is that reteam retail 
remapping identifies any strengths of the 
current retail offerings that can be used to 
create core categories for a location.

Finally, retail subsectors that the current 
marketplaces do not cover need to be 
identified, and this might serve as a new 
platform for the project.

Result: The reteam retail remapping 
together with replacemaking comprises 
the knowledge base for defining the mix 
of stores for a project. reteam uses these 
results for the leasing process as well.

When a retailer has seen the reteam 
presentation for leasing, they understand 

that this is a marketplace for them. When 
they are contacted about the next project, 
they always want to meet reteam – at 
least to get the information about the 
market situation.

reteam has conducted retail remapping 
in many cities in different countries, 
and reteam uses past results for 
benchmarking.

REPLACEMAkING 

How: reteam interviews people at the 
location and analyzes the accessibility of 
the location to determine why people are 
there.

Why: People have three reasons to be 
at a public space: meeting, moving or 
market. Each combination of reasons 
to be at a specific location requires 
individual solutions for the mix of stores, 
master planning and design. This is 
required to understand the retail offerings 
that suit the current and future users.

Result: We define the various zones in 
the shopping mall. For each zone, we 
make a leasing plan, decide what kind 
of amenities are needed and create a 
storefront design that reflects consumers’ 
needs and wants. With the understanding 
of common areas and store location, the 
development of an optimal master plan is 
based on very concrete and operational 
knowledge.

Retail Remapping & Replacemaking

Reteam defines each 
store: ownership,
retail category,
price level, quality 
of the concept, 
& target ages 



EVERY PLACE
HAS A MIND
OF ITS OWN

INTELLECTUAL
15%

PRACTICAL
21%

EMOTIONAL
23%

SENSUAL
41%

MINd/AGE RESULT

INTELLECTUAL
AVERAGE AGE 29 YRS.

EMOTIONAL
AVERAGE AGE 26 YRS.

PRACTICAL
AVERAGE AGE 40 YRS.

SENSUAL
AVERAGE AGE 32 YRS.

MINd/PARENTS &
NO ChILdREN RESULT

INTELLECTUAL
SECONDARY FOCUS FOR COMMON AREA

EMOTIONAL
PRIMARY FOCUS FOR COMMON AREA

PRACTICAL

SENSUAL

19%

27%

20%

34%
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Consumers make the most important 
decisions in the retail sector. Every 
retail destination needs to have 
thousands of people decide to go 
there every day. In developing a 
retail destination, reteam therefore 
has to make a location that people 
intuitively like to visit. The only way 
to determine how to create such a 
location is to talk to people.

mind16 is a way of interviewing 
people to ascertain the values in life 
they consider important. reteam can 
determine the profile of a location 
through mind16 by interviewing 400 
people. reteam then transforms the 
composition of values into a platform 
for developing architecture and 
design. 

mind16 makes people in the 
primary catchment area feel at 
home. People from other locations 
will experience the essence of the 
location they are visiting.

“When I first met 
Kristine Oustrup 
[co-owner of mind16],  
I immediately understood 
that we could use this 
to transform consumer 
segmentation so that it 
could completely change 
the way we develop retail 

environments.”
—Kathrine Heiberg

Every retail 
destination needs 
to have thousands 
of people decide to 
go there every day.

How: reteam interviews at least 400 
people at the location or at a central 
public space. The questionnaire 
includes other questions than those 
related to values in life. 

The interviews determine people’s 
values in life, what they are lacking 
and how they would change this 
location if they could do this. The 
result provides a framework for 
architecture, design and branding.

Why: Every place has a mind of 
its own. The mind is a collective 
result of the people who spend 
time at the location. People’s values 
and architectural expression are 
connected, so mind16 can be 
used to create an environment that 
reflects the mind of the location, 
attracts the people who live there and 
gives people from elsewhere a local 
experience.

Result: mind16 results in a 
comprehensive report that takes you 
under the skin of your consumers. 
It answers such questions as what 
the optimal atmosphere is, what 
kind of colors and materials to use in 
architecture and design, what kinds of 
values to communicate in advertising, 
on the website and elsewhere and 
what kind of events will attract the 
customers.
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Delivering the
brand promise 
in the consumer 
experience
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PROdUCT OvERvIEW 

What: A branding platform is a framework 
that includes the core values of the center 
management, advertising agency, and other 
people working on communication for the 
project.

Why: This ensures that the communication 
is based on the same core values as the 
architecture and design, so that consumers 
experience that they get what they come for.

Result: The promises you make through a 
website, advertising and social media can be 
delivered through the design, services, and 
other amenities once the consumers visit the 
shopping centre.

Ensuring brand 
promises made on the 
website, advertising 
and social media 
are consistently 
delivered in the 
consumer experience 
at the shopping centre

Branding Platform

Delivering the
brand promise 
in the consumer 
experience
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The Reteam 
systems make 
a tremendous 
difference in 

the leasing 
process
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Signing the
lease agreements 
creates the 
real value 

 

The final test is ensuring that the project can be leased 
out. Signing the lease agreements creates the real 
value. The first step is to get the retailers’ attention and 
make them understand why they should consider having 
a store at the location.

The results of replacemaking, reteam retail remapping 
and mind16 are designed to give retailers the 
information they need to decide. 

The leasing process turns into a process of exchanging 
information and constructive cooperation to find 
solutions that work for all partners.
Many clients ask us to lease the projects, and we are 
pleased to do this. Presenting the commercial concept 
to the retailers sparks genuine feedback on the project. 
Further, seeing the project materialize in the form of 
signed leases is a very special joy.

For clients who have their own leasing agents, 
reteam adapts the results from the reteam systems 
to fit the clients’ needs and desires. We participate 
in some meetings to ensure that everyone is ready to 
comprehensively present the commercial concept.

Leasing
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CONTact

reteam international
Ørestads Boulevard 55, 6th fl 
2300 Copenhagen S 
Denmark 
Tel +45 32 62 62 02

Lasse Brodén – Chairman 
Brand Manager IHM 
(Institute of Higher Marketing, Sweden) 
Marketing & Economics,  
University of Lund, Sweden

kathrine heiberg  
MSC Law & Economics, CBS  
(Copenhagen Business School)  
Member of European Research Group, ICSC
(International Council of Shopping Centers)

Jacques Sinke  – CEO  
Marketing HES  
(Hogere Economische School) Rotterdam, 
Member European Advisory Board ICSC  
(International Council of Shopping Centers)

reteam scandinavia 
Kathrine Heiberg – CEO 
Tel +45 29 91 50 89 
mail: kh@reteamgroup.com

reteam poland 
Marek Cichocki - CEO 
Tel +48 695 595 064 
mail mc@reteamgroup.com

reteam the netherlands 
Jacques Sinke – CEO 
Tel: +31 6 53 80 58 18 
mail js@reteamgroup.com

REPRESENTATIvE OFFICES:

Canada:
reteam 
c/o GH+A design studios
1100, de La Gauchetiére Ouest
Suite 130
Montreal  Quebec  H3B 2S2

RETEAM GROUP:
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Reteam Systems: 
The tools To BUILD  
Desirable retail
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reteam systems

Commercial Evaluation

Marketing Strategy

Leasing Strategy

Design

Masterplan

Leasing

Commercial Project Mgmt.

Supplier

Full Strategy

Th
E 

PR
Od

UC
TS

 G
Iv

EN
 B

Y 
Th

E 
TO

OL
S

RETEAM SYSTEMS TOOLS ThAT LEAd TO PROdUCTS

Re
ta

il 
Re

m
ap

pi
ng

Br
an

di
ng

Pl
at

fo
rm

m
in

d 
16

Co
m

pe
tit

or
An

al
ys

is

Fa
ct

s 
an

d
St

at
is

tic
s

Ca
tc

hm
en

t
Ar

ea

Se
m

in
ar

Re
pl

ac
em

ak
in

g

Each product developed using the reteam systems has corresponding tools.
Some are required       for each product and some are optional    
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Reteam Systems: 
The tools To BUILD  
Desirable retail

AIG
Carval
Midroc
Orion
SNS
HSH Nordbank
ING
CBRE
Citycon

Copenhagen By og Havn
Aareal Bank   
Aberdeen Property Investors Denmark A/S
Carlsberg Byen K/S   
GE Real Estate Poland Sp. z o.o.
Inter IKEA Center Group Polska S.A.   
Ivanhoe Cambridge
NCC Vasakronan
Metro Property Polska

A small sample from the reteam client list:
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RETEAM INTERNATIONAL
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2300 COPENhAGEN S 
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