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2019 was the year that the pop-up store “popped out.” The reinvention of retail is
still in its early phases, but what is happening with the pop-up trend is a near-perfect
microcosm of where retail is going in the Age of Experience.
While retail headlines have been dominated by those
about retail’s soft middle, concepts at the far ends of
the pricing spectrum are actually doing fine. Growth
levels from value-oriented retailers remain near
record-high levels. Both upscale and luxury retail
(in which customer service has always played a
significant part) are generally holding their own or
are in modest growth mode. Meanwhile, experiential
concepts—from eatertainment to eSports and virtual
reality concepts—are exploding across the retail scene.
Current trends in the marketplace reflect more of a
reinvention of retail than an apocalypse. Against this
backdrop is immense opportunity as well as a changing
of the guard. The pop-up movement is at the nexus
of all these trends that are reinventing the retail market
Many view the pop-up movement as being merely about
temporary “placeholder” tenants and a further sign of
a challenged leasing environment for landlords. This
is partially based in fact. Historically, temporary retail
space was the nearly exclusive domain of seasonal
retailers taking challenged space. But that is not the
entire picture. The pop-up arena is now where we see

Trends in Pop-Ups

Ț digital natives going
bricks-and-mortar
Ț an explosion of local
entrepreneurism
Ț the rise of upstart brands
Ț a new launching pad for
global retailers
Ț the creative use of retail space
by non-retail users
Ț a renewed relationship between
retail and hospitality
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some of the greatest innovation in space activation with
non-traditional tenants that will increasingly become
permanent users of space replacing many of those
tenants that have gone by the wayside. Most importantly,
if you want a quick idea who some of the top tenants of
tomorrow will be, look at pop-up space today.

“The pop-up arena is where we see
some of the greatest innovation in space
activation with non-traditional tenants that
will increasingly become permanent users of
space replacing many of those tenants that
have gone by the wayside. Most importantly,
if you want a quick idea who some of the top
tenants of tomorrow will be, look at
pop-up space today.”

Ț a return of showmanship
to the retail arena
Ț the convergence of art
and commerce
Ț the reinvention of established
concepts via experience
Ț the embrace of social over
isolated digital connection and the
physical manifestation of consumer
preference for experience over
commodity

SELECT NATIONAL
POP-UP STORES
2018/2019
ATLANTA
Ț CandyTopia
Ț Facebook @ The Market in Macy’s
Ț Nickelodeon: Slime City
Ț TFTI (Thanks for the Invite)

The Evolution of Pop-Ups
The temporary, or pop-up, store is nothing new in retail. For decades,
temporary locations have served as the backbone of seasonal retailer
real estate strategies (and they still do).
The holiday shopping season has traditionally driven most temporary
retail tenancy. For example, Hickory Farms has been doing Christmas
pop-ups since the late 1970s and will account for about 650 pop-ups
this year alone (mostly in the form of mall kiosks). While the new
wave of pop-ups marks a radical departure from the traditional
seasonal model, holiday-themed pop-ups have actually been on
the rise as well.
Growth in the number of seasonal retail pop-ups over the past
decade has been driven by Halloween-themed stores. According to
the National Retail Federation (NRF), Halloween-related spending in
2019 totaled $8.4 billion. That is an increase of 70% over the past 10
years. We estimate that roughly 2,500 temporary Halloween stores
opened across the United States in 2019 compared to 1,400 just 10
years ago. Most of these stores popped up in vacant suburban big
box space in neighborhood, community or power centers.
Because these stores typically require almost no long-term investment
in tenant improvements from landlords, owners have found it a reliable
way of generating revenue from a vacant property while continuing
to market the space to potential long-term tenants. Rents can vary
widely, depending upon the circumstance of the space and general
availability. Flat fees are not uncommon; sometimes at a premium with
rents above the per-square-foot basis of what a tenant would have
paid with a long-term commitment… and sometimes not. Our informal
internal survey of retail brokers found short-term seasonal deals for
premium space trading at as much as 50% above what would have
been the going rate with a long-term commitment and as low as 30%
below—and a variety of rates in between.

AUSTIN
Ț Avocados from Mexico:Avo-Matic
Ț Co-Star Resale
Ț Glossier
BOSTON
Ț Ace & Everett Sock Lounge
Ț Booty by Brabants
Ț Choix et Artemis Design Co.
Ț Dada Daily
Ț Julien Edelman Pop-upShop
Ț La Creuset
CHICAGO
Ț Aether
Ț Chicago Style (Diner)
Ț Hay
Ț Mercedes-Benz
Ț Nike: Nike’s World Famous
Ț Portillo’s World of Hot Dogs
CINCINNATI
Ț FC Cincinnati
Ț Pure Romance
Ț UGG
CLEVELAND
Ț Flea’s Holiday
Ț Lake Effects Bar
Ț Two Stitches Millinery
DALLAS
Ț Akola
Ț Ed Sheeran: CollaborationsProject
Ț MaxMara
Ț M.M.LaFleur
Ț Parachute
Ț SHEIN
Ț Stella & Dot
DENVER
Ț Aether
Ț The Fall Line
Ț Gucci
Ț Made in the City
Ț Meow Wolf
DETROIT
Ț Ed Sheeran: CollaborationsProject
Ț Kaydense Galleria
HONOLULU
Ț Aila Blue
Ț Coradorable/Saks Fifth Avenue
Ț Popoki and Tea
Ț Tanioka’s
Ț TBD (globally inspireddishes)
HOUSTON
Ț Candytopia
Ț The Color Factory
Ț Ed Sheeran: Collaborations Project
Ț House of Masaba
Ț Kendra Scott
Ț Travis Scott: Space Village
INDIANAPOLIS
Ț Becker Supply Co.
Ț Children’s Museum ofIndianapolis:
Unicorn Shop
Ț Fandom
Ț Nurture
Ț Purse Strings
POP-UP-A-PALOOZA
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SEASONAL HALLOWEEN SPENDING HAS INCREASED 70% OVER THE PAST 10 YEARS.
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One of the great challenges of pop-up deals is that
lease rates have always been highly contingent
upon local market conditions, type of use, tenant
improvements—if any—and, of course, all of the other
critical variables that go into traditional site selection:
location, quality of space, foot traffic, co-tenancy and
a myriad of other factors. From a data perspective, it’s
the Wild West. That is why effective representation
from knowledgeable brokers skilled in the art of
negotiation is key for both landlords and tenants.
The pop-up store today is no longer just for seasonal
players. Cushman & Wakefield has tracked over 300
pop-ups since 2018 in the New York City market alone;
only a handful of which were traditional seasonal users.
Today, short-term utilization of retail space comes from
a variety of sources, including a large contingent of
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non-traditional, even non-retail, users. For many,
pop-ups are the path to permanency; for others, it is
about brand awareness—or even brand rebirth. Others
are looking to create “an experience.” And, for these
pop-up users—the largest emerging new format type—
it is about reconnecting culture and commerce.

The New Pop-Up: A Primer
As with any trend that becomes popular, definitions
often get blurred. While the term “pop-up” still refers
to those instances in which a retail (or restaurant)
temporarily uses an otherwise vacant storefront,
it is now increasingly used to describe a few other
variations of temporary space usage, although there is
significant overlap with many of these terms.

“For many, pop-ups are the path to permanency; for others, it is about brand
awareness—or even brand rebirth. Others are looking to create “an experience.”
And, for these pop-up users—the largest emerging new format type—it is about
reconnecting culture and commerce. ”
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SELECT NATIONAL
POP-UP STORES
2018/2019
“…we anticipate that Birchbox will become
a permanent fixture within most, if not all,
of Walgreen’s roughly 8,600 U.S. stores
within the next few years.”
Pop-in Stores:
A pop-in store is a temporary instance in which once concept
takes space within an existing retailer’s space. One such example is Facebook’s bringing around 100 digital native brands and
small businesses that have found success on the social network’s
platform to pop-ins within nine Macy’s department stores across
the U.S. These symbiotic partnerships offer benefits both to the
emerging brands that operate the pop-in and to the chains that
incorporate them into existing space. Emerging brands benefit
from greater exposure and foot traffic while existing retailers get
the upside of the buzz (i.e., increased foot traffic and sales) from
hot upstarts.
As is the case with pop-ups, many of the most active players
in the pop-in space are digitally native, independent, or global
brands looking to build awareness. Additionally, many of these
pop-in locations are experiential by nature and focus on boosting
the shopping experience. Some are event-driven (the launch of a
new product line, the release of a recording, a sporting event or a
holiday). Still, all pop-ups and pop-ins have the same basic goal: to
become events in and of themselves.
While certainly not the only retail category to explore the power
of these collaborations, department stores are leading the charge
when it comes to pop-ins. Nearly every major department store
chain in North America is currently experimenting with them in
one format or another. In May 2018, Macy’s purchased the curated
concept retailer Story (themes and merchandise offerings change
regularly to offer consumers a different experience regularly). In
April 2019, Macy’s announced that 36 Story locations would be
opened within existing Macy’s stores across the U.S.
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JACKSONVILLE
Ț Native Sun
KANSAS CITY
Ț Bay Boy Sandwiches
Ț Doob 3D
Ț I Heart Local
Ț Liverpool Los Angeles
LAS VEGAS
Ț Drake’s O.V.O.Pop-Up Shop
Ț Electric Family Pop-Up Experience
Ț Facebook @ The Market in Macy’s
Ț Revolve
LOS ANGELES
Ț Britney Spears: Spears Zone
Ț Facebook @ The Market in Macy’s
Ț FaZe Arcade Pop-up
Ț Jerry Lorenzo: Fear of God
Ț LEGO: Create Your Own Escape
Ț Lit Souls Candles
Ț Madeon: Good Faith Pop-Up
Ț Nike (Air Jordan): RivalsCafé
Ț Paige
Ț Sneakertopia
MIAMI/FORT LAUDERDALE
Ț Baju Banton
Ț Bubble City
Ț Candytopia
Ț Facebook @ The Market in Macy’s
Ț Glossier
Ț Mercedes-Benz
Ț Shimuja Ramen
MILWAUKEE
Ț Blackbear Children’sBoutique
Ț Luna Pop-up Store & Studio
Ț Wisconsin CuratedCreations
MINNEAPOLIS
Ț Ichigo Tokyo Crepes
Ț LEGO: Create Your OwnEscape
Ț McKinsey: Modern RetailCollective
MONTREAL
Ț Flohmarkt Vintage
Ț Louis Vuitton
NASHVILLE
Ț Goop
Ț Hermes: Hermesmatic
Ț Honeyed Skincare
NEW YORK
Ț Dream Machine: Laundromat
Ț 23andMe: Meet Your Genes
Ț Bloomindgale’s at Lowe’s
Ț Birchbox @ Duane Reede (Walgreens)
Ț Clinique ID Pop-Up
Ț Facebook @ The Market in Macy’s
Ț Museum of Pizza
Ț Taylor Swift: The Lover Experience
Ț Tupperware: TuppSoho
Ț William Vale’s Turf Club
NORTH NEW JERSEY
Ț House of Masaba
Ț Whoopi Goldberg =American Dream
OAKLAND
Ț Homemade (Ayesha Curry)
ORLANDO
Ț Dochi Donuts

POP-UP-A-PALOOZA
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But the department store sector is not the only one
in which the power of pop-ins is at play. Digital native
cosmetics subscription concept Birchbox initially began
its partnership with drug store giant Walgreen’s via select pop-in locations. Just as is the case with pop-ups,
pop-ins are often a path to permanence: Birchbox now
operates 11 permanent store-within-a-store locations
and plans on opening an additional 500 pop-in sites
through the 2019 holiday season. We anticipate that
Birchbox will become a permanent fixture within most,
if not all, of Walgreen’s roughly 8,600 U.S. stores within
the next few years.

Polaroid (Pop-up La
b),
Tupperware (TuppS
oho), LG and
Pantone (Café OLED
) and even
Kotex (the Period Sh
op)
have all created un
ique
and unconventiona
l pop-ups.
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Experiential Pop-Ups:
All successful pop-ups are designed to be an experience. But one boost to the retail space that did not
exist in meaningful numbers until recently is that of the
purely experiential pop-up. While there may be supporting retail involved (gift shops, souvenirs, etc.), this
is space crafted purely for the experience itself.
For example, San Francisco-based Figure8—which
operates the Museum of Ice Cream—initially started
as pop-up events in Manhattan, San Francisco, Los
Angeles and Miami in 2016 and 2017. In addition to
being “Instagram bait,” the combined events drew over
500,000 visitors. Figure8 has since leased permanent
space in San Francisco and recently signed a 10-year
deal for 25,000 square feet of space in a vacant H&M
store at 558 Broadway in SoHo. Its stated goal is to
open at least one new location per quarter. Likewise,
the Toys ‘R’ Us (TRU) Adventure is a new experiential
pop-up that recently opened in Crate & Barrel’s former
Chicago flagship store on Michigan Avenue. Combined
with a handful of pop-up seasonal toy stores, TRU’s
return to the marketplace via pop-up demonstrates the
value pop-ups can play in brand resurrection.

SELECT NATIONAL
POP-UP STORES
2018/2019
Media/Entertainment Pop-Ups
Meanwhile, one of the strongest new categories of pop-ups is the
experiential media/entertainment pop-up. The Netflix program
“Black Mirror” was the inspiration for pop-ups in January across the
United Kingdom in conjunction with the release of the network’s
interactive streaming television experiment, “Bandersnatch.”
Multiple locations across the country helped build buzz for the
series. This past summer, inspired by yet another Netflix show
“Stranger Things,” Baskin Robbins teamed with the production to
redesign a location in Burbank, CA as the Scoops Ahoy ice cream
parlor from the series.
So far, most of these media-driven pop-ups have come from
popular television shows and the worlds of film and music. However,
we anticipate an immense opportunity far beyond that in the
pop-up space. Among some of the more interesting media-driven
pop-ups include:
Ț Adult Swim: Rick & Morty (multiple U.S. markets)
Ț Beats by Dr. Dre & #Merky Books London Launch
Ț Black Mirror/Bandersnatch: Tucker’s Newsagent and Games
(multiple U.K. markets)
Ț Blue Note Records Retrospective (London, U.K.)
Ț Breaking Bad: El Camino Café (West Hollywood, CA)
Ț Fleabag: Hillary’s Café (Los Angeles, CA)
Ț Friends: The One with the Pop-Up (Boston, MA
& New York, NY—so far)
Ț Game of Thrones (multiple global markets)
Ț Hello Kitty (multiple global markets and formats)
Ț Mean Girls: Fetch (café concept in Santa Monica, CA)
Ț Parks & Recreation Bar (at Replay Lincoln Park in Chicago, IL)
Ț Pulp Fiction: Big Kahuna Burger (redesigned Fat Sal’s
Restaurant in Los Angeles, CA)
Ț Saturday Night Live: Swerski’s Chicago Pop-Up Bar for
Superfans (1990’s Ditka super fan skit inspired) (Chicago, IL)
Ț Saved by the Bell: Saved by the Max Café (Los Angeles, CA)
Ț Stranger Things: Hawkins Arcade (Nashville, TN)
Ț Stranger Things: Scoops Ahoy (redesigned Baskin Robbins
in Burbank, CA)
Ț Schitt’s Creek: Visit Schitt’s Creek (Los Angeles, CA
& New York, NY)
There will always be a hot new media sensation… and when there
isn’t, there will always be nostalgia. The marriage of pop-ups and
cultural phenomena is incredibly fertile ground for temporary space.
Could such space be successfully allocated for temporary users on
a permanent basis to drive massive amounts of foot traffic in retail
locations? We think so.

PHILADELPHIA
Ț Dietz & Watson
Ț Ed Sheeran: CollaborationsProject
Ț Root Market
Ț State & Liberty
PHOENIX
Ț Conscious Collective
Ț Tacotopia
Ț Valley Boyz (Phoenix Suns)Charity Pop-up
Ț Zia Records
PITTSBURGH
Ț Facebook @ The Market in Macy’s
Ț Vintage Valet: Magnoliaon Main
SALT LAKE CITY
Ț Miracle Bar
SAN ANTONIO
Ț Facebook @ The Market in Macy’s
Ț Kendra Scott
Ț Nave Coyote
Ț Waffle House
SAN DIEGO
Ț Astronaut Snoopy
Ț FYE (for your entertainment)
Ț One Medical clinic(Alphabet—
AKA Googleconcept)
Ț Salt Culture
SAN FRANCISCO
Ț Etsy SF
Ț Facebook @ The Market in Macy’s
Ț The Glass Room
Ț Gump’s
Ț Hem
Ț NBA on TNT/Nice Kicks
Ț Veronica Beard
SEATTLE
Ț Anko
Ț Armoire
Ț Ed Sheeran: Collaborations Project
Ț Facebook @ The Market in Macy’s
Ț The Lounge by AT&T: Central Perk
Ț Purple
Ț Simply Seattle
Ț Wishes, Toys, Books & Games
ST. LOUIS
Ț Busch Beer: Pop Up Schop
Ț daph.
Ț MERCH Mix Holiday Pop-Up
Ț Rand Rosenthal: TheWarehouse
on Manchester
TORONTO, ON
Ț Club Monaco x The Ordinary
Ț Couple
Ț Dr. Seuss Experience
Ț FAO Schwarz
Ț Kanuk
Ț Kit Kat Chocolatery
Ț Kombi
Ț Nespresso Nordic Garden
Ț Nobis Laundromat
Ț Zvelle Pop-up Shop
VANCOUVER
Ț Duer: Stay Dry Store
Ț HAVEN/THE CONVENI Pop-up
WASHINGTON, DC
Ț Everlane
Ț Hermes: Hermesmatic
Ț Margeaux
Ț Nicole Crowder Upholstery
Ț Shop Made in DC
POP-UP-A-PALOOZA
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Hospitality Pop-Ups:
Hospitality (including hotel, restaurant and bar) popups can take the form of a space user taking formerly
vacant space on a temporary basis. But more often
than not, they are about short-term collaborations that
are mutually beneficial or that may feature temporary
re-branding around an event. For example, in August
2019 the V Hotel in Palm Springs partnered with Yum!
Brands to rebrand itself for one weekend as the “Bell
Palm Springs—A Taco Bell Hotel and Resort.” Nutella
plans on launching a similar pop-up in California’s Napa
Valley in January 2020.
The 2019 holiday season will see the proliferation of
hundreds of holiday-themed bars across North America.
Miracle (110 planned locations) and the Tiki-themed
Sippin’ Santa (27 planned) are just two examples of
partnerships with existing bars to encourage eventdriven business in the works.
But not all hospitality pop-ups are about food and
beverage or hotel users. In October 2019, Nike (a leader
in the pop-up movement) transformed Lulu’s Hot Dogs
in Chicago into “Nike’s World-Famous Chicago Style.”
Footlocker recently launched a pop-up restaurant,
“Rival’s Café,” at its Hollywood & Highland flagship in Los
Angeles to celebrate the launch of its Jordan Rivals line.
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Non-retail brands looking to build awareness have also
increasingly become active. Virgin Atlantic recently
opened a full-service pub in London that offers local
microbrews from all 220 global destinations that the
airline services. Magnum Ice Cream has been running
an annual pop-up, customizable ice cream shop with
a local purveyor in London for the last few years.
These collaborations are often extremely beneficial to
both brand and partner core tenant. At the same time,
hospitality pop-ups usually don’t have a direct impact
on underlying real estate vacancy.

Internet and social media players
are increasingly becoming active
with pop-ups and we believe
that ultimately these will lead
to bricks-and-mortar concept
stores similar to New York’s
Samsung Store (which also
started as a pop-up). In addition
to Facebook and Macy’s
late 2019 collaboration,
Alphabet (Google parent) has
opened a health clinic, One
Medical, at San Diego’s.
Dating-app Bumble has
experimented with multiple
pop-ups from New York to
Toronto and Aspen.

Event Pop-Ups:
Event pop-ups take many forms. Sometimes it is a tenant
taking vacant storefront space. Other event pop-ups are
along the lines of the pop-in or hospitality models. In an
era in which retailers and landlords MUST give consumers
a reason to show up, event pop-ups are critical. Expect
them to become the permanent order of business.

Rise of the Permanent Pop-Ups
or Retail Marketplaces:
In the last few years there have been few retail global
growth trends as robust as that of the meteoric rise of
the food hall. By the close of 2020, the number of food
halls in North America will have quadrupled in just four
years. The food hall is ultimately the sharing economy
for restaurants. That model of a highly concentrated,
small space, short-term, ever-changing lineup of upstart
brands is now starting to take on a retail form. This is the
permanent pop-up—what we call the Retail Marketplace.
Arguably the most prominent of the retail marketplaces
is Showfields in Manhattan. It features 15,000 square
feet of an “immersive retail experience” in which a
curated selection of direct-to-consumer and digitalfirst brands are continually rotated on a permanent
basis. Pop-up partners pay a flat monthly fee rather

than traditional or percentage rents, giving brands the
opportunity to test out bricks-and-mortar retail without
long-term commitment and consumers the chance to
discover the brands of tomorrow.
Showfields is not the only emerging player in the
new world of Retail Marketplaces. Neighborhood
Goods operates a similar concept at the successful
Legacy West in Plano, TX. Late last year mall operator
Macerich launched its own Retail Marketplace—
Brandbox—at Tysons Corner in the Washington, DC
suburbs. Macerich plans to roll out the concept to
other malls in its portfolio.
Even though luxury department store Barney’s regularly
featured pop-ins at its stores, new owner Authentic
Brands plans to resurrect Barney’s as a pop-in
within select Saks Fifth Avenue stores (teaming with
Saks’ owner Hudson’s Bay). And at Barney’s iconic
230,000-square-foot Manhattan flagship location,
Authentic Brands plans a similar permanent popup model geared towards high-end designers and
experiential concepts.
We see the Retail Marketplace concept as one with legs
in today’s market and with potential impact far beyond
North America’s global gateway markets alone.

“That model of a highly concentrated,
small space, short-term, ever changing
lineup of upstart brands is now starting
to take on a retail form. This is the
permanent pop-up, or what we call
the Retail Marketplace.”

POP-UP-A-PALOOZA
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From Pop-up to Permanent

Not Just a New York Thing…

Pop-ups can be a useful “testing ground” for some
companies who may later graduate to permanent
space. Goop Lab—Gwyneth Paltrow’s lifestyle brand—
has three permanent stores in place, and they all began
initially in temporary pop-up locations before inking
long-term deals for their current space. Samsung,
Amazon, Wayfair, Warby Parker, Allbirds, Everlane,
Sarah Jessica Parker and dozens of other retailers have
utilized pop-ups as a way not just to test potential
space, but more importantly, to refine their retail
concept. This is particularly critical for digitally native
brands new to bricks-and-mortar space and for global
brands to test expansion opportunities in new
foreign markets.

Other than traditional seasonal pop-ups, it would be
easy to dismiss the pop-up trend as one having a major
impact only in global gateway markets that will only
play out in high-street retail sectors or trophy malls. It
is true that those markets are where we have seen the
most activity so far. However, the pop-up trend is far
from being just “a New York thing.”

Landlords always prefer long-term commitments over
short-term, but pop-ups offer the possibility of
attracting retailers or non-traditional retail tenants that
may otherwise be unsure about renting bricks-andmortar space. Typically, if the pop-up is not related to
an event or seasonal in nature, and is for a user that
plans to utilize the space for traditional physical retail,
roughly a third of pop-up deals eventually translate into
a longer-term commitment.
The ability of tenants to “test” locations with popups reflects current overall softness in retail demand
and varies widely depending upon individual market
exposure to vacancy (as well as the type of space
tenants are seeking). Landlords of premium space in
lower vacancy markets are much less likely to negotiate
such deals without pricing the space at a premium;
in higher vacancy markets landlords are much more
motivated to consider pop-up deals. Regardless, we see
this as a cyclical phenomenon. The pendulum between
supply and demand will likely take a number of years
until it swings back to equilibrium, but it eventually will.
This is not a permanent market condition, however, the
rise of non-traditional users and uses of retail space as
a new norm is.

Garrick Brown
Vice President, Retail Intelligence
Americas Retail Services
Garrick.Brown@cushwake.com

From digital natives to experienced brands, from
museums to publishing houses, from social media to
carmakers, from brand launches to record drops and
everything in between (even political campaigns),
pop-ups will continue to proliferate. Those who only see
the negative side of the trend are not seeing that this
movement is opening the door for non-retail (or at least
non-traditional) space users to occupy retail space at a
time in which it is sorely needed. These user types will
increasingly be the permanent tenants of the future.

“…retailers have utilized
pop-ups as a way
not just to test potential space,
but more importantly,
to refine their retail concept.
This is particularly critical
for digitally native brands
new to bricks-and-mortar space
and for global brands to test
expansion opportunities
in new foreign markets. ”

Cushman & Wakefield (NYSE: CWK) is a leading global real estate services firm
that delivers exceptional value for real estate occupiers and owners. Cushman
& Wakefield is among the largest real estate services firms with approximately
51,000 employees in 400 offices and 70 countries. In 2018, the firm had
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more, visit www.cushmanwakefield.com or follow @CushWake on Twitter.
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