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NNOORRTTHH  HHIILLLL  SSHHOOPPPPIINNGG  CCEENNTTRREE,,   CCAALLGGAARRYY,,   
CCAANNAADDAA    

NORTH HILL SHOPPING CENTRE, CALGARY, ALBERTA, CANADA. 
 
North Hill Shopping Centre is one of Canada's original enclosed malls.  It consists of 532,000 
sq. ft of retail and office space and is anchored by a 208,000 sq. ft. Sears store.  Although the 
mall occupies a strategic location on the Trans-Canada Highway little had been done over the 
years to either maximise its visibility or update its design.  Worse, little attempt had been 
made to understand the evolving demographics of its primary trade area and upgrade the 
tenant mix accordingly.  As a result new shopping centres and new format retailers had 
steadily eroded North Hill's market share.  Talbot Consultants were initially retained to 
analyse the demographics of the trade area and recommend re-positioning, re-development 
and re-merchandising strategies.  Having completed that study we were then tasked to conduct 
a "live" on-screen workshop for the client's decision makers and their leasing staff to discuss 
alternate development options.  We recommended that the existing mall be totally re-oriented 
from an enclosed community centre facing the LRT line to a destination centre facing the 
Trans Canada Highway.  We subsequently produced customised leasing packages for 
presentation to those prospective tenants identified on our recommended "hit list".  The 
project was redeveloped as per our recommendations and subsequently sold at a significant 
profit. 
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LLEE  CCEENNTTRREE  EEAATTOONN,,   MMOONNTTRREEAALL,,   QQUUEEBBEECC,,     
CCAANNAADDAA  

LE CENTRE EATON, MONTREAL, QUEBEC, CANADA. 
 

Montréal’s Eaton Centre is a major shopping centre located in the heart of the business district.  As a 
five level development it entered the market in the trough of the recession surrounded on three sides 
by Montréal’s most successful and well established shopping centre competitors, Place Ville Marie, 
Place Montréal Trust and Les Promenades de la Cathedrale.  In 1992 Le Centre Eaton went into 
bankruptcy.  One of the major factors was the lack of tenants for the upper retail level.  In 1993 
Talbot Consultants was retained by the receiver to review various studies and the consumer research 
carried out by others and then to advise on the positioning and merchandising of this level.  Our 
recommendation was that they should target leading edge U.S. destination retailers and in this regard 
we were tasked to prepare the U.S. retailer marketing packages.  Eight such packages were produced 
and a 75% success rate was achieved.  This proved to be the turning point for Le Centre Eaton and it 
is now the most successful shopping centre not only in Montreal but in the entire Province of Quebec. 
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MANULIFE FINANCIAL, THE MANULIFE CENTRE,  
TORONTO, CANADA. 
 

The ManuLife Centre is located at the centre of 
Canada's most prestigious shopping district and had 
the potential to become Canada's premium 
commercial & residential address.  However it has 
historically been plagued with design 
and vacancy problems.  In 1999 we 
were retained by Manulife Financial 
to provide them with 
recommendations as to how The 
Manulife Centre should be re-
positioned, re-designed and re-
merchandised. 

Three surveys were conducted.  
One in-mall exit survey with the 
shoppers and two self-administered 
surveys with the residential and 
office tower tenants.  An extensive analysis was also 
carried out on the competition and the demographics 
in the surrounding trade area.  The study concluded 
that the retail component of The Manulife Centre 
should be re-positioned as a “casual lifestyle 

entertainment retail” shopping centre.  Based on this 
new positioning we then provided redevelopment, 
redesign and remerchandising recommendations 

including a suggested tenant "hit-
list". 

Over the next five years our 
recommendations were implemented 
then, in 2004, we were retained 
again to conduct an update study to 
gauge the impact of the previous 
study and to make recommendations 
for the next five years.  The three 
surveys were repeated and it was 
discovered that Manulife was now 
not only attracting the target 
demographics but that the number of 

shoppers had increased from 26% to 45%.  As a 
result we have recommended that the strategies 
contained in our 1999 “Retail Action Plan” be 
maintained and, in this regard, have provided a “hit-
list” of recommended new tenants. 

MMAANNUULLIIFFEE  CCEENNTTRREE,,   TTOORROONNTTOO,,   CCAANNAADDAA  




