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many universities is creating attractive and vibrant campus environments to support 
educational and corporate functions and to provide adequate level of services for students and 
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This study is implemented to determine the most suitable retail strategy for Aalto University 
Campus and to explain the background and reasons for these newly arisen needs and why are 
they getting a lot of attention among top universities and campus development projects in the 
world. Research methods applied in this research were literature review and descriptive case 
study.  
Globally the universities compete for the best people, and the fact is that innovative spaces 
and the overall attractiveness of the campus play a big role in becoming internationally 
noticed top university. From the research of the ongoing campus development projects, three 
major trends in terms in retail development were recognized: revitalizing campus 
environments, making interaction between students, faculty and employers easier through 
various meeting places and increasing positive student experience, attractiveness and the 
quality of life with services within campus. 

In the case of Otaniemi, retail real estate development strategy was created through a 
development framework, consisting of strategic, financial, functional and physical 
dimensions. The results indicated that the need for retail space until year 2030 is 
approximately 14 000 square meters, concentrating in grocery sector and food services. By 
altering the service structures, Aalto University could save up to 1,6 M€ per year in space 
costs and gain also revenue from external tenants, to support necessary university functions. 
The main strategic goals for Otaniemi campus is to create a commercial center around Väre, 
encouraging encounters, interaction and innovations, and boosting the brand image of Aalto. 
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Koulutuksen ja työn kulttuuri on muuttunut merkittävästi viime vuosikymmenten aikana – 
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kaupallisten toimintojen tukemisessa. Käyttäjille on myös tarjottava riittävät päivittäiset 
palvelut kampusalueen sisällä. Tämä voidaan saavuttaa kehittämällä systemaattisesti 
kampusalueen palvelurakennetta ja kaupallista toimintaa. Tämän tutkimuksen tavoitteena oli 
luoda Aalto-yliopiston pääkampukselle Otaniemeen kaupallisen palvelurakenteen 
kehittämisen strategia ja selvittää myös syitä tämän kaltaisen kehittämisen tarpeelle myös 
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parantaminen ja houkuttelevuus sekä elämänlaadun parantaminen palvelujen kehittämisen 
kautta. 
Otaniemen tapauksessa, kaupallisten liiketilojen ja palvelurakenteen strategian kehittämiseen 
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keskittymän luominen kampuksen ”keskukseen”, kohtaamisten ja innovaatioiden 
mahdollistaminen ja Aallon brändi-imagon kohottaminen. 
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1 Introduction 

1.1 Background 
Education in its forms has been on the verge of a tremendous change within the late 
twentieth and twenty-first century. Technical and digital development has forced 
universities to critically evaluate their learning environments and start to focus on 
innovation thriving development and management in campuses. This development has 
shifted goals, functions, resources and ideal environments for the universities and 
challenged them to live up to these changes. 
University campuses’ main activity is to provide educational services for students and a 
platform for innovation and research. As Aalto University was founded in 2010, it 
combined three Universities into one with unified vision and mission (Aalto University 
2012). The main Aalto campus is to be located in Otaniemi. In the fall 2015 bachelor 
students from the School of Economics moved permanently to Otaniemi and the School 
of Arts, Design and Architecture will follow during the year 2018. This increase in student 
numbers and activities in the area also creates pressure in providing adequate day to day 
services, which is a crucial component in developing multifunctional center for Aalto 
University. 

This study is implemented to determine the most suitable retail strategy for Aalto 
University Campus. The existing amount of retail premises and active retailers in the 
campus area are insufficient to answer the current demand. What comes to retail supply, 
Otaniemi as an area is mainly intact. This creates a great deal of opportunities in retail 
real estate development within campus. Developing the retail aspect in the campus plays 
also a significant role in vitalizing Otaniemi and bringing it to meet the standards of an 
international top university campus. Although it might seem like a free playground to 
plan a retail strategy for such an area, many different players and groups of interest have 
to be taken into consideration. Otaniemi can be considered as a retail real estate 
development project, which involves all the traditional players in real estate development 
processes, but as a case it is much more unique since the university plays a big part in all 
of it. The interests and effects on community differ in many ways from traditional real 
estate development.  
This study aims to explain the background and reasons for these newly arisen needs and 
why are they getting a lot of attention among top universities and campus development 
projects in the world. The role of the literature view is also to view ongoing retail projects 
from universities abroad. The findings and processes are used to determine the adequate 
volume of retail services and to create guidelines for arranging these activities in the most 
suitable, functional and profitable way also in Aalto University Campus, since it’s going 
through similar changes at the moment and in the near future. This study is done in the 
perspective of Aalto University and is in line with the implementation of the general 
campus vision and real estate strategy. (Aalto University 2011; Aalto University 2015).  
Since the ways of education and working have changed dramatically in the past decades 
and cities have become networking places for students and other actors, in the priorities 
of many universities is to attract external users for the campus to develop the university 
to a lively networking and meeting place. Basically this means that the campus needs to 
be able to provide for services or be located in the city center, where it can rely on the 
services around. Coffee bars, sports facilities, shops and restaurants are a vital element in 
creating a lively campus and place where people have more reason to visit than just school 
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or work. It is also crucial to create a hub of businesses that can utilize working and 
learning together in their strategies and give incubators for entrepreneurs and possibilities 
for young innovators and artists (Etzkowitz, Webster, Gebhardt and Terra 2000). This has 
led to the situation where universities are actively creating communities within campuses 
which combine the required university functions with the physical relation between the 
campus and city. 
International cases in education and campus development indicate very clear trends in 
terms of retail development within campus. Campus managers are very active in 
implementing these projects at the moment and based on the review of campus 
development projects all over the world, the goals and strategic guidelines are evidently 
very similar. The retail sector within campuses is getting stronger, and some universities 
have embraced the word “univer-city” to describe the new and lively community of mixed 
services and users.  

These goals need to be incorporated to the active campus development of Aalto 
University, but first it has to be understood why this is also needed in Aalto and how it 
could be implemented in practice. The history of campus development and changes in 
education and community have to be reviewed to get a clear image of why this kind of 
new development is needed. Also the basic processes of real estate development and retail 
real estate development have to be understood to also understand how this can be 
implemented in practice.  

1.2 Research questions and limitations 
The desired research outcome is to provide answers to the two research questions 
presented below: 

 How can the principles and practices in real estate development be applied to retail 
real estate development in modern campuses? 

This research question creates the base and justifications for retail real estate development 
within campuses. This question is answered through looking into the history of 
educational and campus trends and also the roles, principles and practices of real estate 
development, especially retail real estate development, and applying them to the special 
needs of campus environment and development. International campus developments 
projects and trends are also presented to create an idea of the future development of 
campus environments in general and compare them with Aalto University’s strategic 
goals later in the empirical part of the study. Additional questions could be: How did we 
come here? What do we need now and why? How can we achieve it? 

 How should the commercial activities and retail spaces be arranged in campus to 
create an adequate supply of services and a vital community within campus? 

The second question is answered based on the combination of the analysis of consumer 
data, comparing the international campus cases with Aalto University and defining the 
characteristics of Aalto University. This research question especially aims for creating a 
future scenario for arranging retail activities so, that the existing operation principles and 
the future activities are in line with each other and with Aalto University strategy and 
campus vision. This includes also the evaluation of existing campus food services as a 
part of the commercial entity and connects them into a larger future scenario. Food 
services can no longer be separated from other retail structure since their operational 
environments are continuously merging. The aim is to create a scenario in which Aalto 
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has the “highest and best” use in retail spaces, and this means that the aspect of profits 
will be also covered.  To answer this questions profoundly enough, the unique retail 
dynamics and consumer qualities of a university campus are also evaluated.  

The retail real estate strategy for Otaniemi will be determined based on consumer data 
and peculiarities in the area and in the activities of Aalto University. The existing services 
in the area have to be included in the study to critically evaluate for example the food 
services already functioning in the campus and contract structures of these operators. I 
will not make take further stand for the investments and financing structure of the 
university. I also do not compile a detailed schedule of the retail development actions, 
since in this time frame it’s neither relevant nor realistically possible.  

1.3 Literature review 
The literature review covers 

1. Principles of commercial real estate development: the context of urban planning 
and real estate development in a nutshell, actors in real estate development, real 
estate development process and fundamentals of retail real estate development.  

2. Principles of campus development: past development of university campuses, 
campus as an functional entity, commercializing campus and the role of retail 
development within campuses 

3. Campus trends and international cases: evaluation of at least four international 
campus development projects, which have concentrated in vitalizing campuses 
through retail activities and development.  

There are two main goals for the literature review. The first one is to achieve a clear 
understanding of the reasons for new development. The second is to determine the 
similarities and differences of the real estate actors and goals between traditional real 
estate development and campus development and what special requirements does the 
campus environment create for retail.  

1.4 Research methods 
The research method for this study is qualitative case study research. I chose this research 
method based on three things: 

1. The research questions focus on “why” and “how” these developments are taking 
place and evaluating the effects and possibilities of implementation 

2. This study investigates a contemporary phenomenon in its real world context, and 
the boundaries between phenomenon and context may not be clearly evident 

3. Instead of analyzing just one data variable, this study has more variables of 
interest and multiple factors that can be useful doing an evaluation. (Yin, 2015).   

In the process of working with this thesis, I will use Yin’s (2015), Gillham’s (2010) and 
Scholz and Tietje’s (2002) guidance in case study method to define the case being studied, 
how to determine the relevant data to be collected and what eventually do with the data. 
I will aim to present a precise description of the situation in Otaniemi and justify my 
evaluation with descriptive statistics. I want to study contextual conditions in Otaniemi, 
because I believe they are relevant to the larger phenomenon under study, which is the 
trend of retail development within campuses. Therefore, this case study takes a qualitative 
approach to the phenomenon and how it has occurred in real life context. The case study 
research methodology is introduced more down to detail in chapter 5.  
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The data in working with consists mainly of the market and purchasing power data from 
the area, reports received from food service operators and users and also the expected 
development of the area and possible profit gain potential for the university. This data is 
evaluated together with the existing retail real estate resources to create a retail strategy 
for the campus, in comparison with the strategic goals of other university campus 
development projects and plans.  

1.5 Research structure 
The structure of the study is mainly based on four sections. These sections are presented 
in Figure 1. The first section, introduction, introduces the general information, the 
background and research questions and methods of this thesis. Basically, why was this 
study conducted and what it aims to achieve. The second section, a literature review as 
the theoretical part, answers to the first research question:  

 How can the principles and practices in real estate development be applied to retail 
real estate development in modern campuses? 

The third section analyses the peculiarities of campus environment through a case study 
of Aalto University campus and aims to identify sections and strategic guidelines to be 
taken into consideration in campus retail real estate development. Therefore, this section 
answers the question: 

 How should the commercial activities and retail spaces be arranged in campus to 
create an adequate supply of services and a vital community within campus? 

 
Campus environment is not the most common area to analyze these conditions because 
of unique population of consumers and the presence of the university. Also the existing 
property resources are relatively old and protected by National Board of Antiquities, 
which narrows down the possible use of the buildings. This empirical part of the study 
aims to find a balance between multi-functionality, profitability and also strategic point 
of view in campus retail development for Otaniemi and therefore, for the campuses in 
general. These conclusions are then discussed in section four.  

 
 

 
 

 
 

 
 

Figure 1. Research structure 
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2 Commercial real estate development 
In this chapter, the basic principles of urban planning and real estate development are 
presented to be able to compare the actors and processes with campus environment.  Also 
retail real estate development and future trends are reviewed to consider future prospects 
for development.  

2.1 Urban planning and real estate development 
2.1.1 Context 
Urban planning has become increasingly important during the last few decades while 
cities’ metropolitan areas expand and grow. This growth needs to be handled in a 
controlled manner to achieve a solid urban structure (Graaskamp 1992; Ratcliffe, Stubbs 
and Keeping 2009, 2-22). Urban structure is mainly formed by real estates – spaces 
delineated by man. Real estate is not only a unit that possesses physical characteristics, 
but it also holds a certain time for possession and corresponding monetary value. Creating 
and managing these units is called real estate development.  Development project does 
not require specific volume or extent to fulfill the demands for using the term real estate 
development to describe them. The heart of real estate development is more about 
connecting real estate projects and parcels, no matter how small, to a larger surrounding 
environment and achieving long-term objectives in urban structure. (Graaskamp, 1992; 
Handy, Boarnet, Ewing and Killingsworth 2002).  

There are a few central terms in urban planning – “urban design” and “land use”. These 
are indeed close to each other and might seem even interchangeable, but the difference is 
important. The design of the city and the physical elements within it are usually referred 
as “urban design”. This includes the arrangement and appearance of the physical elements 
and also the function and appeal of public spaces. “Land use” refers to the distribution of 
activities across these physical elements and both private and public spaces through 
categorization for residential, commercial, office, industrial and other activities. (Handy 
et al. 2002). The “built environment” combines these elements with infrastructure and 
transportation systems and encompasses human activity within the physical environment. 
(Graaskamp, 1992; Ratcliffe et al. 2009, 327-357). Changes in the requirements and needs 
for built environment are constantly changing and shaped mainly by the changes in the 
activities of different groups of people. Large masses of people and leading trends in 
urbanism and use of physical space shape the environment faster, but the fact is that the 
environment changes all the time in countless different ways – some of them are fast, 
some are slower.  
The most effective tool to adapt to these changes is urban planning in cooperation with 
real estate development. It’s almost obvious that real estate development has to be 
implemented strongly within urban planning. Earlier in the days the land was allocated to 
those who paid the most or developed the most intensively, but now the scale and 
circumstances have changed. According to Graaskamp (1992), the fundamental economic 
premise of “highest and best use” is defined as “that use on a given date that could be 
selected as most profitable from reasonable and probable alternatives that were physically 
possible, legally permissible, and financially viable, given a specific level of effective 
demand and costs of production”. That specific definition captures the fundamental goals 
of real estate development. It has since been made explicit that the wealth maximization 
through development has to be qualified with the justification of how the planned use and 
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development would contribute to community environment and the whole community 
goals as an entity. (Ratcliffe et al., 327-357).  Basically this means that every single parcel 
of the development must be considered in a larger environment to make reasonable and 
sustainable decisions.  

2.1.2 Commercial real estate 
Real estate development, as stated above, can be a tiny parcel of land or a large project 
across suburbs or municipalities. In terms of understanding the commercial real estate 
development process, this thesis focuses on commercial properties and the actors and 
processes of commercial real estate development. Later in the thesis the focus will shift 
solely on retail, but for now we review the processes in general level. Commercial real 
estates are properties used for business instead of residential. This includes office, retail, 
industrial, hotel, and special uses, such as laboratories and datacenters etc. (Glickman 
2012).  
Office properties are classified and evaluated by location, quality and tenancy. The value 
of office buildings is determined by location, lease agreements and technical quality. The 
location is often classified as central business district (CBD) or suburban. Location affects 
a great deal on the attractiveness of the building and the rental levels. Locations differ in 
transportation connections, leisure activities such as restaurant and sports, and co-location 
with other companies and cultural institutions. Office properties can also be categorized 
by tenancy: the building can be used by only one tenant (“single-tenant”) or a number of 
different tenant (“multi-tenanted”). (Glickman 2012).  
Retail properties are a bit more complex. Retail properties are classified through their 
location and their scale of merchandise and the investors get their profits from steady cash 
flows, strongly affected by the commercial performance of the tenants. (Glickman 2012, 
2; White & Gray 1996, 54-60; Baen 2000). Retail markets are significantly more unstable 
and follow the trends closely, that’s why the premises in retail properties are aimed to be 
leased to tenants with the value-added upside and the total square footage is in maximum 
figures without jeopardizing a good tenant mix and atmosphere (Bae 2000). Within 
commercial real estate, retail properties are the most difficult in terms of dynamics inside 
the property and between other tenants. The sector has also been affected by internet and 
e-commerce, therefore the alternative uses of vacant retail centers have become a popular 
topic.  

Industrial real estate is a category that includes multiple different property types, such as 
warehouse and manufacturing, and can combine a number of different industrial activities 
(Glickman 2012). In addition to industrial real estate, also hotel properties and properties 
for other use, such as datacenters, health care field and research spaces, are traditionally 
incorporated in the definition of commercial real estate. Although considering our topic, 
in this case they are not as relevant and therefore not investigated more closely.   

2.1.3 Actors in real estate development 
Urban planning and its goals have changed throughout time, since the real estate activity 
always adapts to meet the needs of man and the whole society and mutually the 
development transforms the urban environment (Graaskamp 1992; Ratcliffe et al. 2009; 
Fisher and Collins 1997). The industry is both complex and diverse – agencies are either 
public or private, big or small, performing in many organizational forms and legal entities. 
The development also involves a large number of different actors from many different 
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sectors and most likely have different aims, objectives and operational ways of working.    
There are three main groups that dominate real estate relationships in development 
projects and urban planning. These groups are space users, space producers and public 
infrastructures (Figure 2). The involvement of these groups makes the development 
industry risky, highly regulated, cyclical, and definitely not the lightest of processes.  
(Graaskamp 1992). To achieve a fluent co-operation between these groups, the mutual 
relationships have to be considered and understood profoundly.  Only this way the 
development can be managed in a way that optimizes the benefit to parties involved in 
the process.  

 

 

 
 

Figure 2. Real estate development actors (revised Graaskamp 1992) 
 

The figure above illustrates the actors and relationships of real estate groups. The space 
consumer group consist of individual users, collective users and future users. Individual 
users rent and buy real estates for their individual needs and traditionally operate in the 
real estate market. The consumer demand should create the basis and guide the planning 
and production. (Graaskamp 1992; Fisher et al. 1997). Individual users strive for their 
personal goals and use their own funds to do that. To achieve these goals, trade-offs 
concerning real estate decisions, such as location, space and costs have to be made. 
Collective users affect real estate decisions and pursue their interests through public and 
political players. These players tend to be the actors that purchase open space, provide 
public infrastructure and regulate space production in some level. Future users are 
represented by developers that have some insight of the development trends and needs 
for a change of use or different interest groups that are part in planning the land use for 
future generations. (Graaskamp 1992).  
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The space production group includes all the players that provide the capital, materials, 
and expertise to form a field of real estate business. Landowners have both a financial 
and legal interest in the development and the developers traditionally take the key role of 
the entrepreneur in the process. (Graaskamp 1992; Fisher et al. 1997). For example 
architects, bankers, contractors, city planners, developers and retailers are all in real estate 
business. These actors in co-operation create and maintain spaces for different activities 
in the urban ecosystem and marketplace. Space producers may have many different 
interests but the activities have to be tightly linked to the other two groups. For example 
there is no capital gain potential for the space producer if the development site is against 
public regulations or does not answer the needs of space consumers. (Graaskamp 1992) 
The third group, public sector, provides infrastructure, such as street and sewer networks 
and other utilities like education, security services and operational systems. 
Municipalities and cities regulate the land use and implement zoning according to the 
national land use guidelines and in co-operation with the space production group, since 
the right to develop has to be sought from the authorities. (Graaskamp, 1992; Fisher et al. 
1997). All of the groups can do strategic land use planning but in the end it’s the regional 
authorities that enables these plans to be executed in practice (Finland’s Environmental 
Administration 2015, Graaskamp 1992). What is important to note is that the division 
between public sector and space producers has nothing to do with a division to public and 
private ownership – public sector is as capable to develop real estates as space producers 
are to provide utilities for the development site. (Graaskamp 1992, Gibbs 2012). All of 
these three actors play a vital part in the real estate development process and to achieve 
economically sustainable urban development, they have to work well together. The basic 
principle of determining real estate actions is that the projects leads to the maximum 
satisfaction of the consumer within the limits of an affordable structure. Environmental 
limits and sustainability must also be taken into consideration, without forgetting to 
achieve cash solvency for space production group. (Graaskamp, 1992; Ratcliffe, 2009, 
327-357). 
This figure is presented just to give a basic impression about the groups, aims and interest, 
and to demonstrate the diversity of parties involved in the processes. It’s important to 
understand that the development cannot be implemented independently by a party of 
interest, especially when we are talking about issues such as expanding metropolitan 
areas, sustainable development and the impacts of technology and modern culture in 
working and education. These all are huge changes that make some of the existing space 
resources unnecessary and create new needs and requirements for efficient and profitable 
use.  

2.1.4 Commercial real estate development process in a nutshell 
Since we have now taken interest in real estate actors and roles, we also want to 
understand the commercial real estate development process. In terms of value creation, 
the owner optimally develops the property when the developed value exceeds its costs of 
development (Williams 1991). This is the basic rule, but because of the complexity and 
variation of different actors and interests, the decisions concerning the development are 
not based solely on this. They depend not only on economic forces but also all the actors 
that become involved in the projects instead. (Graaskamp 1992; Fisher et al. 1997).  

The main events included in the real estate development process are actions, decisions, 
agreements and contracts. These events are affected by all the actors and development 
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structure and happen in interaction with one or more actors. (Graaskamp 1992, 5; Fisher 
et al. 1997). There’s no specifically right pattern for a development process and it’s 
considered infinitely flexible, but it usually includes site finding, market research, site 
acquisition, financing, cost estimation, time management, appraisal, design, town 
planning, construction and marketing (Figure 3.) 

 

 
Resources, rules, ideas 

 
Decisions, agreements, contracts 

  
Physical change 

 
Figure 3. The dimensions of real estate process (revised Fisher er al. 1997). 

 

The figure of the dimensions and events combine the process with the actors and gives 
an idea of a development entity. The process can be described in several different ways; 
it can be structured by economic signals only, by the management of stages in the process 
or focusing on the actors in the development process. This is a so called structure model, 
which focuses on the forces that organize the relationships and dynamics of the 
development events and actors. (Fisher et al. 1997; Ratcliffe et al. 2009, 332).  

Probably the most important thing when finding a suitable site, or when finding a suitable 
use for an existing site, is a thorough market analysis. (Fisher et al. 1997; Ratcliffe et al. 
2009, 332, Miles et. al 1991). The most fundamental component when conducting a 
market analysis is concerning supply and demand. Demand is by far the most complicated 
element to investigate with and adequate certainty. Market research is considered very 
formal and analytic, but in real estate development the creation of ideas for a development 
project is largely based on experience, networking, observation and analysis – the process 
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therefore is both intuitive and rational. This always creates a risk when implementing 
large scale projects.  
When there’s a site that fulfills the requirements of a certain project, it still needs more 
refined proposal of the viability of the project combined with a more forward looking 
market evaluation and the possible physical restrictions the site might have in terms of 
future development (Miles et al. 1991). This phase includes further assessments, surveys, 
cost estimates and appraisals to evaluate the financial aspects of the project. This phase 
dives into the details of the market, such as rents, yields and schedule. When the financial 
feasibility and possibilities for optimal use of buildings, profit gain and maximum 
potential of letting have been determined, the financing is easier to acquire. (Ratcliffe et 
al. 2009, 333) 

In addition to the rather obvious initial surveys and investigations for the development 
potential and town planning applications and permissions, it is essential for the developer 
to create a positive environment of opinions to support the development. This increases 
the likelihood of obtaining consent from the authorities, enhance the chance of success, 
and decreases the possibilities of having to go to appeal. (Ratcliffe et al. 2009, 334). 
Objectors and authorities can very easily complicate the progress of the project if it 
awakens negative feelings among the right people. Especially significant changes in a 
familiar environment within locality have to be presented so that the galvanize excitement 
rather than objection. Moreover, the right people in all the authorities and agencies need 
to be identified and contacted to present the development ideas. First impressions are the 
key, therefore the approach has to be carefully planned. The professional development 
team should adopt the excitement and enthusiasm to channel it to them who are 
responsible for assessing the project.  
Development project also needs finance, which often involves terms and conditions that 
might dictate the control over the development plan. This is highly dependable on the fact 
that is the developer financing the project or is the capital collected from external 
investors. (Ratcliffe et al. 2009, 334; Clickman 2014, 1-23). If the project is financed by 
the developer, the control remains with the developer. If the capital is collected from the 
investors, the source of finance should be tailored to meet the purpose of the development, 
future use and the lifecycle of the development site and buildings, or at least the limits for 
the investors participating have to be determined very closely within the framework of 
the development.  The interests of the investors usually don’t accurately meet the interests 
of the developers and future users, since they focus mainly on financial aspects.  
The town planning, construction and development marketing include many variant phases 
and they will not be presented in detail in this chapter. Instead of that, let it be said that 
it’s essential that the authorities, developer and the contractor play full part in co-
operation and work towards similar goals and also that developer and contractor are not 
placed in a competitive position of any kind. (Ratcliffe et al. 2009, 337;).  The integrated 
team is a key to the project’s success. The process should also be kept flexible enough to 
incorporate changes within plans almost at any time, since they could occur concerning 
for example completion, technology, costs, or even use. Marketing should also be started 
far before the development project is finished, and this is a parcel that is often neglected, 
even if the client has already been recognized. Decisions taking place at his time are also 
the form of lease or sale contract, establishing a management and maintenance program 
and the future financing needs, all to preserve an optimum return on the investment. 
(Ratcliffe et al. 2009, 304-345; Graaskamp 1992) 
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As in can be seen in the Figure 3, the description of the process can be relatively simple, 
but taking into consideration all the actors and relationships, the entity becomes more and 
more complex. Not only because of many participants, but also because of the 
development of the whole industry; new challenges require more knowledge and deeper 
understanding and it has resulted in specialization and incorporation of professionals from 
many different areas. For example sustainability, internet shopping, and workplace 
revolution are changes and trends that affect development and future real estate assets a 
great deal in the long term. (Ratcliffe et al. 2009, 358). It’s all about finding an equitable 
reconciliation between who pays and who benefits. That’s why there has to be a certain 
political and social process (Graaskamp 1992).  

2.2 Retail development 
2.2.1 Fundamentals of retail development  
Retail development as the sector of real estate development differs radically from for 
example commercial office property development, since the principles for determining 
development potential based on retail trends, retail sales and consumer analysis.  All in 
all, retail development today is in development path that in the long run is not sustainable. 
Big regional shopping centers are dominating the industry, attracting a large amount of 
consumer spending away from city centers, towns and traditional neighborhoods. (Gibbs 
2011, 1-21). Especially in the Finnish market, there’s an oversupply of retail space and 
large shopping center projects are continuously being started (Catella 2015). It seems now 
that more and more people want to live in urban centers, although the retail sector there 
isn’t actually blooming. This is a potential new renaissance in urban retail centers and 
should be considered also when planning totally new areas. (Gibbs 2011, 1-21). People 
need day-to-day services near to their daily basis life and the retail action needs to be 
located within these functions.  
In any region, the residents, workers, and visitors have to be provided with a range of 
goods and services. People change their consumer behavior in terms of trends like color, 
style, material and online trade and this makes the retail and shopping center sector the 
riskiest of all principal real estate sectors. This is a field of retail that actually emphasizes 
image like no other and the built environment has to be very adaptive. This is not as 
simple as it sounds, since the retail development process is not that flexible in changing 
environment. Large retail centers and shopping centers take years to plan and implement, 
whereas the smaller retail units scattered in the city scene adapt to these changes 
significantly better. (Gibbs 2011, 1-21; Dawson and Lord 2013, 2)  

Most of Finnish retail centers fall into one of the following categories: 

 Shopping center  
Shopping centers traditionally consist of one commercial building, which holds 
inside retail outlets and services in total of at least 5 000 square meters. The stores 
in shopping center open inwards onto a walkway or concourse. These centers 
provide general merchandise and services and have at least 10 to 15 smaller 
retailers, such as restaurants, coffee shops, electronic stores, florist, liquor store, 
pharmacy, and mail center.  In addition to these the center has one or more anchor 
tenants and a number of key traders. The anchor tenants usually pay lower rents 
than the smaller retailers – the larger the store, the smaller rent per square meter. 
A single trader should not exceed 50 % of the total commercial space. Success of 
the shopping center as a whole depends much upon the performance of the anchor 
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tenants, since they attract a large amount of consumers.  The joint management 
and marketing of shopping center are responsible for creating a well-structured 
tenant mix and dynamics of the center.  

 Strip center 
Strip centers consist of one or more commercial buildings. Retail stores in strip 
centers mainly face an open space or common outdoor pathway.  These centers 
have at least 5 retailers and the GLA is less than 5 000 square meters. The anchor 
has traditionally been a supermarket, accompanied by a range of day-to-day 
services. These little centers have been a vibrant part of suburbs in the past, but 
somewhere along the way with the development of shopping centers they have 
withered with clientele. They usually don’t have joint management and are owned 
by multiple parties. Some municipalities have started revitalizing projects for the 
strip centers, since there has been signs of attitudes favoring services that are 
among people in a walking distance, but this has not yet been very successful. 

 Hypermarket center 
Hypermarket center is basically one commercial building with one hypermarket 
(more than 50 % of property’s total area) and at least 10 retail stores. These stores 
face the same interior, which is usually a covered walkway. Hypermarket centers 
are often located out of the city center. These traditionally one-storey buildings 
function around the hypermarket and provide services for the surrounding 
neighborhoods. They lack some functions that shopping centers possess - it is not 
a place for leisure or restaurants, rather a location for convenient shopping. 

 Other commercial centers 
Other commercial centers consist of one or more commercial properties and do 
not fall into any of the categories presented above. Commercial centers do have 
multiple retailers operating in shared environment, and they might be specialized 
for example in entertainment or renovation and interior design. Also a centralized 
group of independent retailers in a certain area can be defined as one type of 
commercial center, but they don’t function together or share common space. 
(Finnish Council of Shopping Centers, 2015; Gibbs 2011, 1-21 ) 

These categories represent the traditional ways of organizing retail activities and answer 
the needs of the consumers today, although some of them tend to be a little old fashioned 
considering the modern urban development. How is it determined then, what is the ideal 
way of arranging retail activities? Or is additional retail development even necessary? 
Developers determine the degree of potential opportunity by conducting a comprehensive 
market analysis. By analyzing the economic trade area the developers can make 
conclusions of need of retail development. In addition to this, the optimum size and mix 
for the project can be considered. Since economic areas, especially in retail, are in tight 
interaction with each other, the evaluation includes also assessment of the competitive 
situation and effect of development proposals upon existing functions and environment. 
According to Ratcliffe (2009) this analysis should consist of investigations of 
employment trends, population forecasts, income levels, and retail sales data (Table xx). 
Since retail activities are oriented to the consumer, purchasing power is good 
measurement for determining the potential demand in the development area. Purchasing 
power can be established by multiplying the number of inhabitants or employees with the 
average consumption figures from different fields of retail trade (Lakshmanan and 
Hansen 2007). These figures then need to be corrected with the estimated percentage of 
the purchasing power that falls upon the certain area.  On the other hand, this indication 
is often based on rough estimates and can be very inaccurate.  
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Table 1. Retail market analysis components (remade Ratcliffe 2009) 

Employment trends 
 Level and form of employment 
 Majority of overall purchasing 

power in most of the market 
areas 

Population forecasts 
 Changes in size 
 Social and age structure 
 A considerable influence in 

property markets 

 
Income levels 

 Families, workers, students 
 Estimating retail expenditures, 

now and in the future 

 
Retail sales data 

 Which retail categories implement 
growth 

 How categories relate to population 
and income growth 

All the components presented above lead to the fact that consumers call the shots. The 
analysis is a base for consideration, if there is potential to develop in the area and the 
patronage can be obtained. Forecasting the economic and population growth is straighter 
forward than forecasting retail trends, therefore the retail market analysis is based on 
population forecasts and available retail sales data and retail potential models determining 
the project size and mix, and the activities then adapt to the changes in trends (Ratcliffe 
et al. 2009, 509) 
After a thorough analysis and evaluation of the potential of the area has been completed, 
the demand should be translated into a physical context. In this phase, the goals and 
objectives guide the planning process very strongly. It depends on the developer’s 
interest, what is the area’s desired outcome. There’s a significant difference between an 
actor that has an interest to build profitable shopping center and an actor that wants to 
develop an area in a sustainable, consumer friendly and functional way. Being a shopping 
center developer does not necessarily mean that urban development is present in the 
process, although in some level it definitely should be. s. (Ratcliffe et al. 2009, 330). Let’s 
imagine that we’re developing a suburb to meet the daily needs of a relatively large 
amount of consumers consisting of workers and families from different backgrounds and 
income levels. The developer sees the potential, owns a parcel of land, and has no other 
interest than to create a profitable investment in a form of a shopping center. Profits are 
a good driver and motivation for the investor to plan the center carefully, but does not 
consider the bigger picture. The developer decides to build the center to the outskirts of 
the suburb, because the area lacks a lot of retail services and he wants the complex to be 
as cost-efficient as possible. This makes it unreachable or in an uncomfortable distance 
by foot and separates it from people’s daily routes of commuting. It’s a perfect example 
of economically non-sustainable commercial urbanism, which has been a trend for at least 
a few decades (Gibbs 2011, 50, Ratcliffe et al. 2009, 504). That’s why decentralization 
of shopping centers has been and continues to be a central issue in planning and 
developing retail space.  

How can we prevent the evolution of retail centers that do not support the functions and 
dynamics of developing areas? Strategic urban planning needs to be included in these 
decisions and as complex it might be, all the interested parties should be identified when 

Outcome: need for planning, 
size and mix for development 
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starting the development (Ratcliffe et al. 2009, 334). The scenario presented in the 
previous chapter is exaggerated and wouldn’t even be possible nowadays in the 
developing suburbs for example surrounding Helsinki. Cities and municipalities are very 
aware of retail development and regulate it through town plans. The development has to 
be an interactive process with all those likely to be affected by it, and especially in case 
of retail the likely consumers are also often engaged in planning. (Ratcliffe et al. 2009 
334, Zentes, Morschett, Schramm-Klein, 2011). 

What makes a location attractive for a retailer? The table presented below describes the 
location factors that affect the decision of a retailer in choosing the ideal location for a 
retail store. This could also act as a framework also for a retail developer when evaluating 
the retail development potential. 

Table 2. Selected Location Factors (Zentes, Morschett, Schramm-Klein, 2011, 211) 

Customers 
(potential/actual) 

Accessibility Competition Costs 

- number by 
demographics 
(e.g. population 
size, age profile, 
household size) 

- income level 
- disposable income 

per capita 
- employment by 

occupation, 
industry, trends 

- housing density 
- housing age/type 
- neighborhood 

classification 
- home-ownership 

levels 
- building/demolition 

plans 
- main employers 
- spending patterns 
- shopping patterns 
- population growth, 

density and trends 
- lifestyle measures 
- cultural/ethnic 

grouping 

- site visibility 
- pedestrian 

flows 
- pedestrian 

entry routes 
- barriers such 

as railway 
tracks, rivers 

- type of 
location zone 

- car ownership 
level 

- road network 
(conditions, 
driving speeds, 
congestion, 
restrictions, 
plans) 

- parking 
(capacity, 
convenience, 
cost, potential) 

- visibility 
- access for staff 
- access for 

transport and 
delivery 

- existing retail 
activity (direct 
competitors, anchor 
stores, cumulative 
attraction, 
compatibility) 

- existing retail 
specification 
(selling area, 
turnover estimates, 
department/product 
analysis, trade areas, 
age of outlets, 
standard of design, 
car parking) 

- saturation index 
- competitive 

potential (outlet 
expansion, 
refurbishment, 
vacant sites, 
interception, 
repositioning, 
competitor policy) 

- proximity of key 
competitors, 
traders, brand 
leaders 

- purchase price 
- building costs 
- rent costs 
- leasing terms 
- site preparation 
- building 

restrictions 
- development 

concessions 
- rates payable 
- refurbishment 

needs 
- maintenance 

costs 
- security needs 
- staff 

availability 
- labour rates 
- delivery costs 
- insurance costs 
- promotion 

media/costs 
- turnover 

loss/other 
branches 

It’s important that the retailer also sees the potential in the development site to locate a 
business in that certain area. The retailers tend to have the best information of their own 
target groups demand and potential retail sales. As stated before, retail development is 
one of the most unstable fields of retail development since it needs to adapt to the changes 
in consumer behavior. In terms of urban development though, it is a very important sector, 
since the sustainable development and vibrant community life are only possible with a 
robust commercial life.  
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3 Campus development 

3.1  University Campus - from isolation to interaction 
3.1.1 History of campus development 
Education in its forms has been on the verge of a tremendous change within the late 
twentieth and twenty-first century. Technical and digital development has forced 
universities to critically evaluate their learning environments and start to focus on 
innovation thriving development and management in campuses. This development has 
shifted goals, functions, resources and ideal environments for the universities and 
challenged them to live up to these changes. (Den Heijer 2011, 68; Perry and Wiewel 
2005, 5; Bender 1988, 3-12). Moreover, the university is searching its place in modern 
urban and social life.  

Cities and universities share a significant amount of mutual history since their mutual 
medieval origins – they have lived in close interaction but still parted from each other. 
(Bender 1988, 3; Perry and Wievel 2005). Through history it has given a unique cultural 
aspect to cities but also withdrawn from the city in some phases of history. As an example 
of this, Perry and Wiewel (2005) characterize the United States universities as a 
“significant source of received knowledge and wisdom and an incubator of revolutions in 
science and technology”. They contribute in many ways to the modern urban society. 
However for some reason, universities have detached themselves from the urban 
environment through locations of campuses. The relationship to the surrounding 
environment has been as complex as it has been important – as a site of knowledge the 
university has seen itself as somewhat isolated place in purpose to be able to observe and 
analyze phenomenon from far. One justification is that this isolated science community 
is removed enough from the modern society for it to better understand the inventions and 
processes that ultimately transform it. Especially in United States this has been a reason 
for building campus environments in suburbs, disconnected and removed from the 
distractions the city could inflict. (Perry and Wievel, 2005, p. 3-6). This is a very 
interesting perspective to the motivation of locating campuses in the history and 
demonstrates well the contrast to modern revolution of knowledge cities and the way of 
thinking today.  
Although the theory presented above is intriguing, it’s probably not the whole truth, 
especially in Europe. Den Heijer (2011) has identified three different generations of 
universities in Europe: the medieval university, the Humboldt university and the “Third 
generation university”. The main reasons separating these from each other are major 
differences in the context of learning and in the processes of education and research. 
These changes have shaped the campuses throughout the time in terms of land use, 
buildings and space. (Den Heijer, 2011, 64-73). Changes in learning and research 
environments and processes also change the requirements for used space, such as location 
and type of space. The increase in the number of students is closely related to the required 
floor space. The major steps of campus development are described by the three 
generations. 
First of the generations is medieval university (thirteenth to fifteenth century). Some 
heritage of the medieval universities is still very much present in the scene of universities: 
Universities of Bologna, Paris, Oxford and Cambridge represent the higher status of 
education. Medieval universities had very different goals in education. They mainly 
encouraged obedience to God and research didn’t play that big of a part. They were the 
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status symbols for cities and being also a source of income made it very interesting for 
other cities in Europe. (Den Heijer, 2011; Bender, 1988, 13-25). The phenomenon spread 
fast and wide through Europe. Buildings in the urban structure of the cities supported this 
elite kind of image and also served as meeting places in addition to educational purposes. 
As the Latin being lingua franca, student exchange was enabled and also encouraged. The 
students were examined orally and verbally, and this emphasized the importance of 
classrooms and lecture halls to have as much face-to-face contact as possible. What comes 
to campuses, they were located into city centers and had a high mobility within students, 
but soon the written material conquered the world and in result the network of universities 
and campuses was born. Because of this revolution, students no longer needed to travel 
because there were books and translations available. Universities started offering the 
same programs and therefore, needed the same space resources in every campus.   (Den 
Heijer, 2011, 64-73).  

The second generation, the Humboldt university generation (sixteenth to twentieth 
century), already focused more on research and aimed to integrate these two by basing 
the education on facts and research studies. This kind of independence, specialization in 
research and using the local language continued to increase the mobility and attracted 
local students and professors. Soon the universities became national institutions, which 
hardly competed with each other. Professors were responsible for management tasks and 
the students had less power to influence university decisions. Universities transformed 
from small institution to large institutions with great masses of students. This massive 
increase in student enrolment among other changes also caused increase in costs and led 
into public involvement in a larger scale. University buildings started to become 
properties owned by government. This affected a great deal in the university management 
and shaped the hierarchy, creating a system where managers decided the priorities and 
the pool of resources. The biggest resource being the university campus (Den Heijer 
2011). And this was the point where universities really started to move towards periphery 
of cities: research facilities were extremely demanding what came to space and also 
needed a location separated from the housing and urban activities. This led to building 
new campuses on the edges of the cities and as the activity was increasingly expanding, 
large areas were reserved for future growth. This way the campuses became large scale 
areas with research environments that seemed a bit “closed” from the general population.   
The latest generation, the Third Generation University, has changed the direction of 
campus development dramatically. After the rapid expansion of campus areas during the 
second generation we are back in a situation where education and learning is not tied to a 
certain place and the technology enables and encourages to mobility and student 
exchange. (Den Heijer 2011). This generation is also a generation of networks and 
appreciates highly interaction with students, enterprises and community (Magdaniel 
2012). The exchange of knowledge is the key in many levels. This sets new challenges, 
for example bringing structure to the enormous amount of knowledge and information 
and combining these to a reasonable scientific entity between different fields. This might 
again emphasize the face-to-face contact with professors to focus and discuss the topics. 
(Den Heijer 2011). 

3.1.2 Campuses of today 
The campuses of today are shaped by the campuses of the past and they follow tightly 
university strategies. The third Generation University campuses are constantly forming 
and finding their shape – it’s all about creating a balance between education, co-working 
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and networking and efficient use of space. This can be achieved best by sharing facilities, 
which is also reasonable because of the budget cuts in national flows of funds. One 
problematic character for the university buildings is that faculties and schools have their 
own buildings and spaces which understandably also have unique needs. There’s still a 
lot of work to figure out an optimal solution for sharing spaces, and in best cases it will 
also lead to sharing best practices. Sustainable development and “green campus” values 
are also a vital part of campus strategies and the footprint can be reduced through efficient 
use of space.  
In the development of campuses the location has had multiple meanings. Universities 
have been status symbols for cities and then moved to a more suitable place for university 
actions. Why would it be so important to interact closely with the environment and 
community? Universities located in places with an immediate stimuli for modern society 
problems and urbanism, such as cities, create perfect circumstances for unexpected and 
from time to time fruitful development of ideas. They are also surrounded by all kinds of 
entrepreneurial activities, private actors and other organizations that encourage the 
students for interaction with them. (Van der Wusten 1998, 5). Universities can also 
establish a role as “engines to attract, shape and retain knowledge workers” (Magdaniel 
2012). This has potential for being a relevant resource for regional knowledge economy. 
This co-operation will benefit both at its best.  Even companies want to locate themselves 
near university activities because they realize the potential of direct contact possibilities 
through location. Especially high-tech ventures would benefit a great deal being near to 
university-induced science cluster. (Van der Wusten 1998; Perry and Wievel 2005; 
Schmitt 2007, 25-33). Schmitt (2007) argues that this “shared vision” is one of the 
prerequisites of developing a new academic or corporate campus. Universities also 
produce motivated and highly qualified work force which is locally available and could 
easily boost the brand image of the company among the future professionals. Also the 
research and knowledge capacity that university has must not be undervalued since its 
very useful when creating new applications and developing the best practices. Although 
these links are not tied to the place and can be implemented without physically operating 
in a same place, an innovation encouraging mutual environment increases proactivity and 
takes the interaction to a whole other level.  

The theories presented above can also be applied to Finnish campuses and the trend is 
pretty evident. University of Helsinki in the city center forms a little exception here, but 
you don’t have to go far to see that large campus areas share these same features. Good 
examples are Aalto University campus in Otaniemi, Tampere University of Technology 
and University of Lapland. The universities have almost suddenly woken to the fact that 
universities need the functions of cities and vice versa. The trends have been recognized 
for a long time but right now the campus development projects are thriving. Luckily the 
situation is that the campuses are usually located in the suburbs of expanding cities and 
therefore the development potential is huge. In the long run the university campuses can 
be a vital part of the urban structure. This has also a regional meaning to the cities. The 
development in domestic migration to metropolitan areas in Finland has increased 
dramatically for the last few decades, especially among university graduates. This causes 
problems in public services and can also been seen in uneven distribution of stress 
towards the infrastructure. (Kytö and Kral-Leszczynska 2013, 79). Engaging the 
interaction with the university and the surrounding economic life provides opportunities 
for alumni to stay in the city, be employed and help create a receptive atmosphere of the 
city and its local economy. In addition to this the experience of studying and the university 
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environment has a significant effect on alumni in terms of staying or looking for 
opportunities elsewhere. (Van der Wusten 1998, 6; Perry and Wievel 2008; 303) 
Campuses of today are in the verge of a tremendous change if they want to remain in the 
competition within the international network of universities. In conclusion, the university 
campus of today has been strongly shaped by the increase in student numbers, vast 
development of technology and moving towards knowledge cities, which builds up the 
pressure to develop university environments to meet the needs of interacting community. 
Integrating university to the community and creating cities within universities in the cities 
is the path that we are currently on.  

3.1.3 From university campuses to ”univer-cities” 
The literature presents many different aspects and perspectives for the future campuses, 
but one connection in particular is emphasized: the mutually-beneficial relationship 
between campus and city. Many universities have adopted the word “univer-city” to 
describe their future models of action and strategy. (Worthington 2009; Den Heijer 2011, 
180). The future models for campus development relate the campus to city – the functions 
in the “univer-city” have to reflect the goals and processes of the university, but the 
development also shows that universities are becoming increasingly dependent on non-
academic space types in the immediate vicinity of the campus and better yet, everywhere 
within the campus. (Heijer 2011, 180-199).  The term “univer-city” has been mentioned 
in two little bit different meanings. The first one characterizes it as a campus integrated 
to the city and located within the city. The other one is more like an impression of an 
isolated campus, which forms a small city of its own, without connecting physically to 
the city. (Worthington 2009; Den Heijer 2011, 180-199). We will review this term in both 
of its meanings. The question is, what parts of the campus we want to share and what 
parts will be exclusively used by the university? Is there still a need to categorize spaces 
to “education and research only” or would it be time to break this rather conservative 
mindset? It has to be considered, in what length is the university ready to go forward with 
sharing not only spaces, but also innovations and giving space also for commercial actors.  

Since the ways of education and working have changed dramatically in the past decades 
and cities have become networking places for students and other actors, in the priorities 
of many universities is to attract external users for the campus to develop the university 
to a lively networking and meeting place. Basically this means that the campus needs to 
be able to provide for services or be located in the city center, where it can rely on the 
services around. Coffee bars, sports facilities, shops and restaurants are a vital element in 
creating a lively campus and place where people have more reason to visit than just school 
or work. It is also crucial to create a hub of businesses that can utilize working and 
learning together in their strategies and give incubators for entrepreneurs and possibilities 
for young innovators and artists. This has led to the situation where universities are 
actively creating communities within campuses which combine the required university 
functions with the physical relation between the campus and city. There are multiple 
choices to connect the university with the city and it mainly depends on a distance from 
the city – if the city can provide services for the university, it’s not necessary to create an 
own network for services since it becomes naturally from the surrounding environment. 
Den Heijer (2011) has established three different campus settlements, which are 
illustrated in the table below. These take into consideration both physical and social 
aspects and relationships of university campuses and cities. 



  

 

 

19 

Table 3. Three campus models and supplying university functions. (Den Heijer 2011) 

Current location campus – city - university 

Village 
 

Park Univer-city 

 university autonomous 
in creating future 
campus 

 distance of the city 
determines the supply 
of services in the 
campus 

 competes with city in 
some level 

 partly isolated from 
city population 

 partly open for 
collaboration for 
different functions 

 both have some 
advantages and 
disadvantages 

 large potential and 
opportunity to supply 
campus functions in 
collaboration with city 

 campus can be diffuse, 
affecting the sense of 
community 

 

FORMAL INFORMAL 

 
The “village” settlement resembles the campus as a separate city, which represents the 
so-called Greenfield campus. “Park” is more like a gated community in the city with or 
without gates, an intermediate between the two extremes. “Univer-city” represents the 
campus integrated with the city and more classical inner city campus. This is an example 
of using the term “univer-city” to describe a campus within the city. The location partly 
defines also their social relationship. The relationship to surrounding environment can be 
very formal, physically separated from urban environment and categorically conservative 
or informal with possibilities and ideal settlements for interaction and cultural cross (Van 
der Berg & Russo 2004). All of these settlements are suitable in some contexts but total 
isolation should be avoided.  
If we then think about an isolated university campus, or the so-called greenfield campus, 
outside the city. It has a little change in utilizing the services of the city in short proximity 
or in walkable distance. The location of the campus cannot be easily changed, but the 
dynamics and functions within the campus create possibilities in a certain scale. Instead 
of connecting to the city, the development goals in the campus can be set out to create an 
own “univer-city” which offers an entity of functions. These functions consist of 
academic functions (education and research), residential functions, retail and leisure 
functions, related business functions and infrastructure functions (Den Heijer 2011, 199).  

3.2 Campus development aspects 
3.2.1 Commercializing campus 
The past campus development has resulted in organizational changes and 
commercializing both physical and intellectual property and the whole campus has 
become one of the institutional objectives in academic systems and universities 

city city city 
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buildings 
buildings 

buildings 

 campus 

campus 



  

 

 

20 

(Etzkowitz, Webster, Gebhardt & Terra 2000; Turk 2000, 6; Magdaniel 2012). In terms 
of resources, facilities are one of the major assets and account for approximately 20 % of 
the operational costs in Universities (TEFMA 2009). Since this fact has become even 
more emphasized due to budget cuts towards universities, they tend to see the spaces as 
manageable assets that can also generate profit for the university. Treating them 
professionally and leasing them not only to faculties and university departments but also 
external users accelerates efficient use of spaces and encourages to develop innovative 
solutions for sharing facilities. (Rytkönen 2012). Little by little, the university real estate 
departments are starting to resemble professional real estate management organizations, 
although the management of spaces is still relatively inefficient. This results mainly from 
heavy organizational structures of University management.  

Leasing out the spaces that are not needed for university functions plays a vital part in 
vitalizing campus and generating additional profit for the university. According to 
Etzkowitz et al. (2000) university has gone to a clearly entrepreneurial format and in the 
process has launched a kind of a “third mission” of economic development in addition to 
the traditional aspects of research and teaching. This in practice can mean two things. 
What comes to the intellectual property, the mission of the university is to act as a creative 
inventor and transfer agent in both knowledge and technology in the entrepreneurial 
world and to enhance innovation and science based economic development (Etzkowitz et 
al. 2000). The other one, concerning physical property, is to manage university’s property 
assets in a way that is ideal and profitable for the university and can result in higher 
occupancy rates, more versatile use and shared learning and working spaces. (Magdaniel 
2012). This, however, is a tremendous change in university culture, which holds a long 
history and traditions. This is way the commercialization of universities and campuses 
has also been a subject for resistance. It has been criticized for driving public educational 
institutions to operate like they were private (Turk 2000, 6). Turk (2006) refers to the 
nature of education and for example the corporate language, such as “customers”, 
“clients”, and “products” creeping into the daily vocabulary in science community. He 
also mentions the professors’ mission in challenging students to new ways of thinking 
and making them question facts that they have taken for granted – now the ideas and 
opinions are brought to students by corporate representors (Turk 2006). This is a subject 
that divides opinions to a large extent, and that’s something that have to be considered 
when making a campus development strategy – is the development about “customer 
satisfaction” or intellectual growth? Or, at its best, could it be both?  
Globally the campuses compete for the best people, and the fact is that innovative spaces 
and the overall attractiveness of the campus play a big role in becoming internationally 
noticed top university. A positive experience of educational environment attracts the best 
students and draws the attention of the science community (Schmitt 2007). What 
“commercializing” actually means in our context, is opening up to external users and 
actors, such as entrepreneurs, companies, retail players and communities, to join the 
university campus to enliven it and create also new business opportunities for both 
university and the community, and to recognize the commercial value when competing 
in the global network of universities.  

3.2.2 Development process and actors 
What comes to the universities and campus development, the roles, goals and interests 
differ from traditional real estate development process. The university is a major player 
in many sectors. Universities are employers, purchasers, “engines of economic growth”, 
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innovators, cultural hubs, and increasingly real estate developers (Magdaniel 2012; Perry 
et al. 2009). They usually are also among the largest and most permanent land and 
building owners. In the processes of urban planning in a larger scale, collaboration of 
university-city is often needed.  

In chapter 2 we reviewed a structure of actors in real estate development process. In the 
Figure 3 the revised figure for campus development project is presented. In an increasing 
amount, in campus development processes the university acts as the real estate developer.  
In addition to that, university might also be the landowner, the investor, and of course, 
the user. This leads in to a situation, where the dynamics of the actors differ from the 
traditional form.  
 

 

 
 

 

 

 

Figure 4. Real estate development actors in campus development (revised Graaskamp 
1992).  

The basis for the development project should be fundamentally based with the needs of 
the future users, but in practice the needs of the occupiers are often neglected. When the 
developer is a private actor, the overriding object is usually unashamedly on profit 
maximization (Graaskamp 1992). This is a significant difference compared to the 
objectives and goals of university development - universities are developing the areas and 
facilities to their own use, and the profit maximization is hardly ever the main goal of the 
development project. In fact, it might not be pursued at all. In the process, the same actor 
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that is developing has the best knowledge of the needs of current, future and collective 
users. This can be seen as an advantage, but also a great responsibility.  
The actions of campus development or the expansion of campus functions could 
encourage the redevelopment or transformation of the urban areas near the campus due 
to development of new infrastructure and attractive amenities, which might strengthen 
the university-community partnership (Magdaniel 2012). As we previously stated, the 
interaction with the city and surrounding communities is a vital part of the university 
functions and should be more encouraged. The development project, in this case the 
university campus or a part of it, would at its best serve both university and community 
and benefit the whole development of university functions.   

3.2.3 The role of retail development 
The retail actors that set up shops or restaurants on campus, approach a campus locations 
as it was any potential retail location. They consider the traffic patterns, purchasing power 
and if the student traffic and campus residents make a good market (Crane 2004). Smart 
retailers are always intrigued by the opportunity to expand into new markets and 
university campuses, especially in Finland, are relatively virgin territory. For the retailer, 
it’s a golden opportunity to reach concentrations of well-educated consumer and soon-to-
be graduates that are building customer loyalty. Comprehensive retail development 
benefits the retailers by providing opportunities to widen the clientele, brings capital to 
the university and increases the student satisfaction in terms of education experience. 
Campuses are also very unique environments for a retailer to experiment new concepts 
and benefit from the presence of technology ventures.  

Although the idea is pretty simple, retail development within the campus might be more 
complex. There are studies that indicate students leading sufficiently unique lifestyle 
compared to other consumers, but the detailed differences in consumer behavior have 
been studied very little. For example some studies indicate that students more than anyone 
else are on the lookout for on-the-go food and eat their dinner between 8 PM and 2 PM, 
but would still prefer to eat their lunch at peace. (Andaleeb & Caskey 2007). Therefore, 
the traditional analysis of purchasing power could go profoundly wrong if there’s no 
earlier indication of retail performance in the campus area. The demand might either 
exceed the expectations or in other case, not be sufficient. Food services are in an 
especially important role in campus environments because of providing student priced 
meals and it’s one of the most significant factors in student satisfaction (Klassen 2005). 
Students as customers are getting increasingly demanding. When competing for the best 
talents and retaining students, attention to food services can be very important. They 
survey conducted by Andaleeb et al. (2007) shows that the three most important variables 
that explain student satisfaction include staff behavior, food quality, and price and three 
other significant variables are atmosphere, responsiveness, and cleanliness. The surveys 
also indicate that up 35 % of the students are not satisfied with the food quality and even 
65 % disagree with the opening hours of the cafeterias.  

The university campus does not only inhabit students, but also employees, researchers 
and faculty. The mix of retail services should also takes these groups into consideration 
as a part of the functional entity. All in all, retail plays an important role in vitalizing 
campuses and increases both student and employee satisfaction, which makes the campus 
more attractive and competitive among other universities. The satisfaction, or should we 
say dissatisfaction with daily services, such as food services, affects the whole 
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educational experience (Clemes, Gan, Kao, 2008). This comes across in poor student and 
faculty performance and the decreased desire to spend time in the university campus. Den 
Heijer (2011) in her book has introduced a framework for campus management, which 
consist of four different dimensions: strategic, financial, functional, and physical. This 
framework considers mainly management of existing spaces and aims to create a balanced 
dynamics between space use, strategic goals of the university and also activities for 
leisure and free time. Actually these four dimensions represent four important aspects that 
should also be applied to retail development within campuses, since retail highly 
dependable for all the actions surrounding it. We’ll look further into this later in chapter 
6.  
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4 Campus trends and international cases 
This section reviews a few of the campus development projects that represent the trends 
of campuses today. This gives us a good grip about the current development trends and 
the implementation of the campus vision in practice. The presence of retail development 
in these projects is highlighted to evaluate the role and importance of commercial players.  

4.1 MIT – Kendall Square 
The Massachusetts Institute of Technology, shortly MIT, is a private university and 
traditionally known for its research and education in the physical sciences, engineering, 
biology, economics and also management. MIT is known to be one of the top universities 
in the world. The campus is located in Cambridge, Massachusetts. In 2010 they launched 
a project to vitalize retail and commercial activities within the campus, which is called 
the Kendall Square project.  (MIT 2014; MIT 2015a) 

4.1.1 Key facts 
The current MIT campus, approximately 680 000 sqm in size, provides facilities for 
11 319 students and 11 840 employees, of which 1 021 are faculty members. Campus 
consists of a central group of interconnecting buildings for the total of 32 different 
departments. In the beginning of this century, MIT added some buildings to meet the 
changing needs of education, research and connecting to the urban life and community. 
(MIT 2015a). The need for the Kendall Square Initiative arose from the vision that it is 
“the most innovative square mile on the planet” – not only a home for forward-looking 
information technology firms such as Microsoft and Google but also a cluster for clean-
energy and technology startup companies and innovation centers. (MIT 2010). The scope 
for Kendall square project is approximately 176 500 sqm in total and the biggest change 
is the transformation of six parking lots into a mix of active uses according to the Kendall 
Square vision. (MIT 2015b). 

4.1.2 Strategic goals for Kendall Square 
Activities in Kendall Square have been shaping over already for the last 15 years, but the 
efforts to complement the success of these corporate, research and academic ventures 
with the social community has been less successful so far. Susan Hockfield, the 16th 
President of MIT, got to the very core of the idea of a vibrant and interactive campus by 
stating that “If we want Kendall Square to grow and thrive over the long term, we need 
to make sure that the most creative entrepreneurs and most talented investors and 
scientists find Kendall Square so magnetic, so appealing that they can’t think seriously 
about ‘other options.’” (MIT 2010). During the last 5 years, MIT has done several critical 
studies involving the Cambridge communities to shape the strategic goals for the 
initiative, which are 

 Preservation of future academic capacity - continuing MIT’s innovation and 
impact 

 Housing – Increase housing, including affordable and graduate student housing 
 Public realm – establish a public realm environment including the MIT Museum, 

accessible open spaces, and community-influenced retail to create a vibrant link 
between campus and community 
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 Mobility improvements – create transit oriented development, utilize lower 
parking ratios, and prioritize the bicycle and pedestrian experience 

 Innovation – provide space to bolster Kendall’s innovation ecosystem  
 Workforce development – create approximately 3 800 new employment 

opportunities, including construction and apprentice, innovation, retail, office and 
R&D (research and development) 

 Sustainability – set new standards with a comprehensive approach to 
sustainability that goes beyond individual buildings 

 Historic preservation – preserve the historic buildings through adaptive re-use. 
(MIT 2014). 

These strategic goals are based on the East Campus Urban Design Study that was 
conducted to get to the bottom of the development potential of the area and also the 
ambitions of the community. The intent is to create sustainable, long term development 
framework to combine academic, commercial and residential uses and at the same time, 
build an attractive gateway into the East Campus area (MIT, 2014). Commercial 
development plays a crucial part in this development project, because it is the vehicle that 
enables the vitality of the area by providing needed necessities and amenities. A sense of 
community and simply providing the services that students, researchers and employees 
need is what makes the population stay in the area – otherwise the volume of consumers 
would just pour out somewhere else. This would not benefit the university in terms of the 
lost profit they could have gained through retail activities in the area and doesn’t 
encourage to spend time in the Kendall Square.  
Six parking lots will be reformed by six new buildings, or extensions of existing buildings 
- mainly for housing, retail, office/R&D and academic use. The gross floor area in these 
buildings (this does not include the academic space in existing buildings) will be 
approximately 167 000 sqm, of which 10 684 sqm is planned to be retail space. (MIT 
2015). Every single building includes retail space and it’s mainly located to the bottom 
floors and available for the pedestrians. One of the main goals, public realm, is aimed to 
achieve with activating the streetscape by wide sidewalks, diverse street furniture and 
opportunities for sidewalk dining and interaction between the science community and all 
of the visitors.  

 
Picture 1. Kendall Square, view from Main street looking East (MIT 2015).  

From the campus models Kendall Square lies somewhere between the “park” and 
“univer-city” campus or that’s at least what it is aiming for. They are not totally located 
within or integrated with the city, but they are close to the city functions and are creating 
a city-like “main street” retail environment, where the difference between campus area 
and urban city area is diffuse. Through the plans it comes clear that the main goal of the 
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development is to create a lively gateway that connects also this end of the campus to the 
city and retail is the main tool for implementing this change. Informal relation to the city, 
its functions and people, is very welcomed and desired to mix up the population in campus 
and to create stimulating and innovation encouraging interaction. The role of retail 
development is highly emphasized in the development strategy of this part of the campus 
– it becomes very clear that retail spaces have to be strongly present, but does not go into 
detail with retail categories or take a stand for the dynamics of retail activities.   

4.2 Vienna University of Economics and Business (WU Wien) 
Vienna University of Economics and Business, shortly WU, established its position in 
academic world in the seventieth century and became a very important institution in the 
Austrian society. Due to dramatic increase in student numbers, the campus soon became 
too small and the need for new facilities arose. This was the start for a massive campus 
development project of Campus WU.  

4.2.1 Key facts 
Vienna university of Economics and business (WU) is the largest educational institution 
for business and economics, business law, and social sciences within the EU. It’s an 
institution of 22 800 students and aprox. 1 000 staff members. The budget for 2014 was 
136 million euros. The old campus consisted of four large buildings (rented) and three 
decentralized buildings nearby covering approx. 90 000 sqm. The construction of the new 
Campus WU was finished in 2013 and the university moved into a new campus area 
consisting of six buildings and 100 000 sqm of floor space. 55 000 sqm of this space is 
publicly accessible ground. WU has invested 250 million euros in the new buildings. The 
new campus is located in Vienna’s 2nd district and is close to a public transportation hub. 
(WU 2015a).  

4.2.2 Strategic goals for WU campus 
Building a new campus was an opportunity for WU to redesign the university as a place 
of teaching, learning and research. The strategic goals for Campus WU are set in the 
Spatial and Functional Programme of WU (WU 2008) which for the most part guided the 
planning process. It provides the strategic guidelines, but does not go to the details of new 
spaces and functions of the buildings. These guidelines create a “sound framework for 
designing the WU buildings in a manner that is ecologically and economically as creative, 
functional and sustainable as possible” (WU 2008). All in all, the future WU strategic 
orientation focuses on: 

 Professional diversity in economics, the social sciences, law, the humanities, and 
the formal sciences, including teaching in these disciplines at the highest level of 
quality; 

 Academic education with good job perspectives, preparation of graduates for 
management positions; 

 Attractiveness for students with the very highest potentials;  
 Learning and networking opportunities under the same roof, thereby 

distinguishing itself significantly from other tertiary institutions of learning;  
 Unmistakable profile in education, research and practical work; 
 Major research initiatives, focusing on the relevant international scientific 

communities, in compliance with its role as a university. (WU 2008).  
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Through these strategic guidelines the new campus vision started to come together. There 
are a few crucial elements in that stand out. The first is to create a competitive advantage 
also in the international network of universities, the new WU campus and its location 
should as a flagship function create a positive image on the WU, conveying its visions 
and underlining its unique selling proposition. Also the new buildings have to assert the 
claim to be cutting-edge – architecturally, economically and ecologically. (WU 2008). 
WU wishes to take an active part in Vienna’s urban life and to make the campus 
accessible and attractive to the public at large. (WU 2015) These claims reflect an urge 
to build a strong brand image around WU and almost a staggering third of all the campus 
vision goals point to this direction: simply marketing the university. 
Secondly, of course it’s not only about the image – the campus has to work as it promotes 
it to. The second element is flexibility and functionality of the spaces. Rather than looking 
for a short term, temporary solution, the campus was designed to be a long term home. 
The location was selected with this in mind, and the buildings follow an optimal, enduring 
architectural design and in terms of facilities are in line with WU requirements. The two 
central tasks, teaching and research, are in the core of the new space program both 
conceptually and physically.  

The third element, adequate services to students and researchers, is the element where we 
take the most interest in. The new buildings are expected to facilitate a qualitative and 
quantitative improvement in the WU’s delivery of services to students and researchers. It 
also aims to break up design concepts by providing open zones of access and 
communication as well as green spaces, allowing for free flow and movement between 
buildings or parts of them. (WU 2008). At the same time, the campus atmosphere should 
be like in the heart of the city. This in terms of campus vision means extensive retail 
services, such as coffee shops, restaurants, shops and places for meeting and interacting 
which bring the desired activity and life to the campus. The campus wants to attract other 
people than just students and staff, therefore there has to be places that invite public to 
spend time within the campus area. Also for the retailers there has to be a decent level of 
consumers for the business to be profitable and worth locating in the campus.  

4.2.3 Retail experience in WU 
The WU external services in comprise bookshops, food stores, cafeterias, a sports center 
and a kindergarten. What comes to day to day services, there are 8 restaurants and 
cafeterias, a supermarket and a bookstore.  According to the campus brochure (WU 2014), 
these are not just for students, but also for neighbors, passersby, and other visitors in the 
area. These services mainly open up to a closed space inside the buildings and do not 
spread out to a public space. The grounds between buildings are more designed to be 
park-like landscape and spaces for rest and relaxation needs. There’s actually a lot of 
traditional feel about the wide lawns and it bears a resemblance for historical campuses. 
The difference between strategic goals and final implementation seems to be in the 
atmosphere of the public space: the strategic goals underlined the activity and “life” in 
the public area through services and city-like feel, but the outcome seems to focus more 
on relaxing, quiet spaces for students to load their batteries and taking breaks. Also the 
six new buildings still seem a bit apart from each other as can be seen in the picture xx. 
Architecturally this complex of buildings is unique and represents the image of WU as a 
modern learning environment, but it definitely lacks the functional density that city 
centers tend to have. The overall area of retail space as square meters was not available, 
but from the Spacial and Functional Programme (WU 2008) can be concluded that the 
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retail space will also be located in the bottom floors of the buildings and almost every one 
of these buildings have their own retail space. Most of these consist of restaurants and 
cafés. 

The major difference to Kendall Square project seems to be the location and dynamics of 
the retail activities – Kendall Square brings them to meet the pedestrians in “main street” 
kind of settlement and WU has located them more far from each other, creating a feeling 
like they still serve a specific building.  

 
Picture 2. Campus WU (WU 2015) 

In our pool of campus models reviewed in chapter 3, WU campus resembles the “park” 
settlement the most, although it’s not far from the “village” settlement. It’s close to the 
city and relies slightly in its services, but could be more connected to it. The settlement 
of campus buildings creates a relatively “closed” environment and it RFP gives an 
impression that the functions are mainly planned to service the people studying and 
working in the area. Although it would be desired that people would feel natural to go to 
the campus and spent free time there, the functional purposes and dynamics of the 
buildings doesn’t actually allow this, since university functions mainly take place during 
weekdays. Retail spaces go along with this timeframe, especially when they are designed 
to open to the inner space of the educational buildings. This makes the vitalization very 
difficult in terms of weekends and holidays, when the science community goes quiet. This 
seems to be a remaining challenge in the WU campus, and many others too.  

4.3 Drexel University, Philadelphia 
Drexel University is one of America’s 15 largest private universities with approximately 
25 000 students. It was established as a non-degree-granting institution in 1981 but in 
1914 it began conferring the Bachelor of Science degree and has since developed into an 
organization of four schools conferring Master’s degrees. Its student enrollment has 
expanded greatly and needs for campus development has also arisen in terms of societal 
and individual needs. (Drexel, 2015a) 
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4.3.1 Key facts 
There’s a relatively small amount of facts available or public of the organization of the 
Drexel University. It offers approximately 200 degree programs and 15 colleges and 
schools and receives more than 110 million dollars of sponsor support every year for 
research and other academic purposes. The colleges are located in different campuses, the 
main campus being University City Campus in Philadelphia. The overall budget has not 
been published. According to the University, its learning and campus environment has 
been a forerunner and collected multiple “firsts”, such as being the first major university 
to operate a fully wireless campus, both indoors and out in year 2000. (Drexel, 2015a). 
Also Drexel University is carrying out its Masterplan in developing campus areas, and 
this plan was awarded with Award for Excellence in Planning for an Existing Campus by 
the Society for College and University Planning (SCUP). (Drexel, 2015b).  

4.3.2 Strategic goals of Drexel University Campus Master Plan  
The Campus Master Plan was launched in 2012 and has since been revised in 2014 to 
settle updated goals for 2014-2019. The Master Plan includes projects from landscape 
improvements to the creation of new campus neighborhood and is in line with the overall 
Strategic Plan of the University.  The main strategic goals of the Campus Master Plan 
are: 

 Distinguishing Drexel’s campus as a vibrant modern urban university 
district to spur institutional, local and global engagement as a key to its growing 
leadership in education, 

 Bringing the campus to the streets – formal and informal gathering places will 
bring the livability to the campus and also encourage collaborative learning,  

 Draw the community together around shared places to create an animated 
urban campus district that embraces city streets, 

 Expand the innovation community and nurture the personal, civic, and 
academic discover, which is the basis for Drexel’s mission. (Drexel 2015c).   

When we think about the two earlier examples of campus development projects and the 
ways of making this “vitalization” happen, it is not hard to come to the conclusion, that 
retail spaces are key to implement also Drexel’s Master Plan. The basis of the plan 
consists of new meeting places all around the campus. These meeting places should be 
located in campus buildings, campus green spaces or along the streets as campus lawns, 
neighborhood cafes and restaurants. Meeting places will function as new learning spaces, 
work spaces, leisure, relaxation and meeting new people and interacting with the 
community. Campus Plan also considers student housing and emphasizes neighborhood-
oriented retail choices in this part of the campus, since it enhances quality of life among 
the campus residents and therefore attracts top students, faculty and staff to the campus. 
(Drexel, 2015c).  
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Picture 3. Sketch of the city view in Drexel University Campus (Drexel, 2015c) 
The common thread of the plan goes around the comfort, livability and recruiting new 
retail tenants to the neighborhood and central retail locations in order to create also new 
centers of community. This is perhaps the most retail oriented campus plan of the three. 
Educational and research spaces are taken into the consideration while discussing about 
the cooperation of students and employers, but the plan relies on public spaces even 
though the revised version in 2014 added the role of sustainability and transportation. 
Drexel falls into the category of “univer-city” in both of its meanings. It’s in close 
interaction with the surrounding city, aiming to diffuse it and the neighbor communities 
even more together. It is also on the verge of almost being a city on its own – this is 
supported by the strategy where they aim to supply the daily services also for the residents 
in the campus area, so that they don’t have to rely on the services of the city. In a campus 
environment like this, it is significantly straighter forward to develop a city-like 
environment, because they have already built a basis on it with interaction of the city – 
for example compared to the WU campus development project, the starting point is 
awfully different.  

4.4 Conclusions of the development projects 
Although the diverse settlements, campus models and locations, the universities have 
many similar goals in their campus development plans. The implementation of these 
strategic goals vary in terms scale, budget and schedule and depend a lot on the 
relationship between the campus and city.  From the research of the ongoing campus 
development projects, three major trends in terms of retail development were recognized: 

 Revitalizing campus environments  
 Making interaction between students, faculty and employers easier through 

various meeting places 
 Increasing student experience, attractiveness and the quality of life with services 

within campus 
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Through these trends, university campuses aim to come to closer interaction with 
surrounding communities and cities and permanently break the pattern of isolated and 
closed science communities to reach for even more innovative ways of education and 
working.  

In addition to these three, there were two aspects that need to be taken into account when 
implementing these strategies. Two of the campus plans, MIT and Drexel, shortly brought 
up the financial aspect of retail activity in campuses. MIT stated that in order to achieve 
the vision of Kendall Square, it requires significant investments from the university, and 
for them to ensure that academic resources in critical Institute initiatives will not be 
endangered, the commercial buildings proposed in the plan should financially self-
supporting. (MIT, 2014). Drexel also brought up the aspect that in addition to student 
residence, retail and commercial development can help fund Drexel’s academic mission 
(Drexel, 2015c). There is, indeed, a great potential for universities in gaining also profit 
from retail activities so that other functions within the campus can be secured.  
The other element was the importance of preserving historical buildings and traditions of 
universities and their environments. It might be a challenge to develop adaptive re-use 
for preserved buildings although it would benefit the campus. These buildings are often 
seen as the landmarks of universities and for example a radical change of the use could 
result in resistance. When development projects concerns historical environments, the 
balance between pleasuring multiple interest groups is crucial and needs to be handled 
discreetly.  
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5 Case Aalto University Campus 
Chapter 5 and 6 form the case, through which the case study is implemented. It has been 
divided into two sections; the first part describes the current situation in Otaniemi and 
Aalto University organization settlements and the second part investigates the phenomena 
of campus retail development and how it can be seen in Otaniemi. And more importantly, 
how the retail development prospects indicate the general trends in retail real estate 
development.  First, the research methodology is introduced.  

5.1 Research methodology – case study research 
This case study is investigating real estate assets, but also human activity embedded in 
the real world situation. Since the urban development and campus development in 
particular is done in the purpose of serving its users, the understanding of the interaction 
between humans and their environment is essential. The phenomenon of campus 
development and today’s trends are based on a cultural change and a unique settlement 
in terms of population structure and activities. This phenomenon can only be studied and 
understood in the whole context. It is also a subject that merges with its context so that 
precise boundaries are difficult to draw. All of these characteristics fit to the definition of 
a case in a case study (Gillham 2010). 

A case study is a study which investigates a group, an institution, or a larger community 
to answer the determined research questions, and which seeks a range of different 
evidence within the case setting to answer the questions as good as possible (Gillham 
2010; Yin 2015). Case study is a relatively new method of research as its own, but the 
naturalistic case study is very appropriate when studying human phenomena (Gillham 
2010). Case study is not based on isolated experiments in a laboratory conditions – human 
beings are very much part of their environment and creating an ideal environment for all 
the actors and students in campuses demands the research of the connection of these two 
(Gillham 2010). In natural-sciences experiment style you study literature and theories and 
choose a data that needs testing or challenging, you experiments to test these theories in 
practice. For example in this case study, the data and theories in the literature might have 
a little to do with this certain case, because there are too many elements that are specific 
to this university and its campus. It is important to know what others have done, but it 
cannot be straight applied to this case or considered to be relevant without further 
investigation.  
Case study is a main method, but it involves a so-called multimethod too. This means that 
the data used in the case study is produced in various different ways, such as surveys, 
documents, analyses, general statistics, other physical artefacts and participant 
observation in this case.  The data and statistics handled in this case study are both 
descriptive (i.e. population forecasts, employment and age structure), and inferential (i.e. 
the purchasing power figures and restaurant data). These descriptive statistics describe 
the qualitative data in a summary fashion and the inferential data allows me to draw 
potentially meaningful inferences from quantitative data. Participant observation in this 
case means that I am also in the setting in an active sense, being able to keep my eyes and 
ears open and create different kind of syntheses of the situation, making notes and raising 
questions. This is the point of conducting a case study in terms of Otaniemi – as much 
evidence as possible should be pulled into the case to support the decisions and future 
actions. That’s why, the case study does not draw a clear line between using only 
qualitative or quantitative data. So, what we are looking for in this research is evidence, 
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and theory. We are pulling out the facts in a form that they are reachable, and we need to 
be able to explain them, and therefore form a theory grounded on the evidence that have 
turned up. 

The process of conducting the case study will follow a pattern of creating a future scenario 
for campus (Sholz et al. 2002). In this case in particular, the end result will be the 
framework that can be used for determining the actions to achieve the desired result. The 
focus on this scenario analysis is solely on possibility. The starting point for the scenario 
is the analysis of the case Aalto University Campus in its existing state. After that, the 
variables that have sufficient impact on the case will recognized and handled separately. 
After this, the synthesis and new conception of the case will be created to represent a 
future state of the campus (Figure 4).  

 
Case/Problem New concept ion 

  
Figure 5. The case study process (Sholz et al. 2002) 

There are strengths and weaknesses to this type of study. Generalization from one 
group, in this case the students, inhabitants, faculty and other users, is often suspect, due 
to many elements and special characteristics of this certain group. What is true in 
Otaniemi, might not be relevant in other campuses. This highlights also the importance 
of knowing what has been done elsewhere. Also the data and information used is 
gathered from various different places with various methods, so they need to be 
considered to be a part of the research in a logical manner. What is a definite pro that 
case study method brings to this certain situation is that even though there would be 
significant results, they have to be explained, described and interpreted. As Gillham 
(2010) puts it into words: “Facts do not speak for themselves, someone has to speak for 
them. And it is here that the quantitative/qualitative distinction starts to break down. “ 

5.2 Brief history of Aalto University 
Aalto University was established in January 2010 through merging three significant 
Finnish universities focused on science, technology, economics, and arts and design. This 
large scale initiative aimed to at creating world-class university able to compete both 
nationally and internationally for the best talents and to act as a forerunner in innovations 
and technology. Among other aims and goals, such as creating new structures for 
education and research and promoting interdisciplinary collaborations across universities, 
was concentration of the functions of these three universities into one integrated campus 
site, to work as one institution. (Aalto University 2011a).  The new university needed a 
mutual headquarter to implement this collaboration and to become one unified 
organization. The campus had to be able to support the functions in practice by spatial 
and campus design. Otaniemi was decided to be the main campus that would bring 
together the Helsinki University of Technology located in Otaniemi, Helsinki School of 
Economics located in Töölö and University of Art and Design Helsinki located in Arabia. 

Aalto 
University 
Campus 

 

Sy
nt

he
si

s 

Future 
Aalto 

Campus 

Strategic aspect 

Financial aspect 
Functional aspect 

Physical aspect 
 

 
 



  

 

 

34 

The Schools are little by little moving their functions to the main campus in Otaniemi, 
starting with the bachelor students from Töölö in the fall of 2015 and followed by School 
of Arts and Design in 2018. The decision received a lot of media attention and 
contradictory feelings arose from the students and faculty of the universities, but since 
then the vision of Otaniemi as the main campus has got a positive vibe and the 
development is vast on the way in becoming the center of Aalto University. The base of 
this development has been the Aalto Campus Vision that guides the spirit of the actions 
related to the new campus and works also as a platform for the new Aalto Real Estate 
Strategy to be released in the beginning of 2016.  

5.3 Aalto University as an organization 
Aalto University consists of six schools, which are School of Arts, Design and 
Architecture, School of Business, School of Chemical Technology, School of Electrical 
Engineering, School of Engineering and School of Science. In the year 2014 the total 
number of degree students was 20 497, of which 10 985 were full-time equivalent 
students and 1 321 full-time doctoral students. Also degree programs have undergone and 
are currently going through a major reform. It could almost be said that right at this time, 
Aalto University is recreating itself. The number of bachelor programs has been reduced, 
their content has been broadened, and mobility between programs and schools has been 
increased significantly, which also carries out the mission to advance the interdisciplinary 
education. (Aalto University 2014).  

Figure 6. Aalto University Organization (Aalto University 2014) 

 
One the major changes in organizational structure has been the renewal of Aalto 
University’s governance system. Ilkka Niemelä was appointed to be the first provost of 
Aalto University, responsible for academic management and President Tuula Teeri is 
responsible for managing the university in an efficient and profitable manner. This 
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includes leading the university’s long-term planning, fundraising and external relations. 
Since 2013 Aalto University has implemented a program aimed at improving cost 
efficiency and quality of services. One of the most important goals in this program is to 
support university functions in a better and more customer-oriented manner.  

Aalto University also has an extensive investment program, in order to provide additional 
funding for research and teaching. Additional funding helps the university to target its 
assets into strategic focus areas and remain financially independent. This is an important 
parcel of ensuring the actions of vital university operations, especially when the 
university is targeted with more and more national budget cuts. Aalto University has a 
long investment horizon and the investment activities emphasize a long-term approach,  
most of the investment portfolio is managed by external asset managers and was valued 
as 996 million euros with annual return of 6,3 % in the end of year 2014 (Aalto University 
2014).  

Aalto University also has a wide service network that it has to maintain. It offers students, 
staff and external interest groups supportive processes, such as campus services, career 
services, corporate relations, innovation services, sports services etc. Perhaps the most 
remarkable of these are Aalto Center of Entrepreneurship (ACE), Aalto University 
Executive Education (Aalto EE) and Aalto University Professional Development (Aalto 
PRO). In total, there are 21 service providers maintaining the network of services. (Aalto 
University 2015).  

5.4 Strategic goals and mission  
The main strategic goals were established in 2010 when Aalto University was created and 
full strategy was published in 2012. The updating of the strategy for years 2016-2020 is 
currently ongoing, but the overall strategy will continue to carry out the main goals and 
mission, while adapting to the changing environment in the most effective and productive 
way. Aalto University has recognized the need for a reassessment of the role of 
universities both as producers of new knowledge and expertise and as important actors 
within the society. Following the current trend from all over the world, also Aalto has set 
the interaction and serving their surrounding communities as one of the main targets and 
acknowledged its importance. As a University, it has set the following strategic 
guidelines: 

 Vision – The vision of Aalto University emphasizes talent international 
recognition: the best connect and succeed in an institution that is known for the 
impact of its science, art and learning 

 Mission - The mission of Aalto University is to work towards a better world 
through top-quality research, interdisciplinary collaboration, education and 
surpassing traditional boundaries. This could be described as actions for “building 
bridges and breaking down walls”. National mission is to support Finland’s 
success and contribute to Finnish society and its competitiveness. This can be 
achieved by educating responsible, broad-minded experts to act as society’s 
visionaries and change agents.  

 Core strategies  
1) Research excellence – Academic freedom is the cornerstone of research and 

teaching. Combining art, technology, economics and design and collaboration 
facilitates new innovations and makes Aalto University unique. Development 
areas in research are research excellence, focusing on chosen areas, utilizing 
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multidisciplinary opportunities and cooperation with other universities. Through 
development in research the University forms a solid foundation for education and 
is able to achieve high international quality and recognition. The research 
performance is measured for example through publication quality, awards and 
recognition and interdisciplinary projects. 

2) Pioneering education – The key goals in teaching are promoting a culture of 
creativity and entrepreneurship and preparing students for entering professional 
life. Every teacher and scientist is involved in both research and teaching. Aalto 
students are members of international network of professionals that encourage and 
guide students to build an open learning community and pursue lifelong learning. 
Aalto offers programs that lead to Bachelor’s, Master’s and Doctoral Degrees, but 
the long term aim is to emphasize the Master level and postgraduate education. 
Key development areas are improving the student/teacher ratio and student 
guidance, creating a learning-centered culture and teaching methods and merging 
research, art and pedagogy in academic activities. Student performance, alumni 
and employee satisfaction are important key indicators for education. 

3) Trendsetting art – Art, architecture and design as disciplines are responsible for 
the development of models, books, productions and research which, in added to 
the economy and technology, facilitate goal-oriented alteration of living 
environments, which is extremely important in the maturing global economic 
situation. Multidisciplinary collaboration with science and art is extremely 
important. One of the trendsetting fields of art is the design of services which can 
improve and enhance the service experience.  Key areas of development in terms 
of art education are applying and disseminating art and design thinking and 
utilizing artistic activities as a means for renewal. Artistic activities can be 
measured by international visibility, art, media, and design productions and grants 
and awards.  

4) Societal impact – Aalto University wishes to be an active part of Finnish and 
international life. The work, education and research are inspired by the needs of 
society and Aalto seeks to contribute also to the development of the society. In 
order to achieve an intensive interaction, a dialogue between Aalto, different 
stakeholders, businesses and the public sector is required. The university seeks to 
explore and use its expertise to promote favorable development of existing 
companies and creating new ones. Aalto University also benefits from close 
collaboration with businesses, since it enriches the operations of the university. 
This also attracts foreign investors, diversifying also domestic business life. A few 
key areas of development are building strategic partnership, developing open 
innovation platforms based on cooperation, promoting entrepreneurship, 
involving the alumni in Aalto’s activities and contributing to the positive 
development of society at large. Key performance indicators for societal impact 
are for example stakeholders’ perception of Aalto, total number of employees and 
the annual turnover in companies that have their roots in Aalto and commissions 
of trust for domestic and international public and private institutions.  

 Strategic enablers, such as faculty and staff, need to be supported in order to 
reach these strategic goals. Aalto is a forerunner in creating an ambitious and 
interactive university culture. Aalto encourages staff and students to reach their 
full potential both academically and professionally. This is achieved by offering 
inspiring work environment and working conditions, challenging tasks and career 
systems. Key areas of development are developing academic career systems and 
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ensuring wellbeing, and working environments and spaces are emphasized in an 
increasing amount.  

 Values – Last but not least, the foundation for these strategic directions are based 
on the values of Aalto University, which are passion for exploration, freedom to 
be creative and critical, courage to influence and excel, responsibility to accept, 
care and inspire and descriptively also integrity, openness and equality. (Aalto 
University 2014; Aalto University 2012).  
 

 
Figure 7. The strategy of Aalto University (Aalto University 2012) 
The values and strategic goals of Aalto University, as well as in the international cases, 
play a significant role in this thesis, since all the activities within the university and 
campus should support these goals. Every single one of the elements established in the 
strategy can be affected through real estate and space, since they give their actions and 
functions their physical environment. And as already stated before, it’s also one of the 
biggest resources that Aalto has to manage. Therefore, one of the biggest enablers of the 
implementation of Aalto University strategy is Aalto University Properties Ltd (Aalto 
Campus and Real Estate in the beginning of 2016).  

5.5 Aalto University Properties Ltd  
In 2015 Aalto University Foundation acquired 100 % of the shares of Aalto University 
Properties Ltd. The organizational change is going to take place in January 2016 when a 
part of Campus Services and Aalto University Properties Ltd are merging into one unit 
called Aalto Campus & Real Estate (ACRE). Therefore, Aalto University Properties Ltd 
is referred in this thesis as ACRE. Basically all this meant that Aalto established better 
control of the university real estate assets and the actions of managing these assets are 
constantly developed. (ACRE 2014). In the end of 2014 the floor area of properties owned 
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by ACRE was 285 400 sqm in total and the number of buildings 33. ACRE’s strategic 
objectives are: 

 positive development in customer satisfaction 
 sufficient profitability and equity ratio 
 energy efficiency and reduction in carbon footprint, and increasing the proportion 

of renewable energy sources in maintenance 
 improving the state of the properties – optimization of the number of repairs by 

minimizing lifespan costs 
 in terms of investments, solutions will be produced that will facilitate 

improvement in customers’ use of the leased premises and their convertibility. 
(ACRE 2014). 

The general vision is to develop a campus that is a globally unique place where research, 
education, and development, respect of high societal values meet. This vision generates 
a mission, which is to offer an operational environment of high international standard and 
attractiveness for research, development and education. (ACRE, 2014). These same 
themes recur throughout the strategy of Aalto University, ACRE and campus vision and 
guide the actions of real estate development. Since the organization is changing and Aalto 
is owning most of the properties, the pressure for developing of the area is remarkable.  
The budget cuts towards universities are also pressuring to find cost savings within this 
huge resource and to use the properties in a more efficient way. This means that ACRE 
has a big role in also commercializing Otaniemi campus and leasing the premises out to 
external users. 

5.6 Overview of retail space resources in Aalto University 
Retail space resources in Otaniemi are very moderate and at the moment mainly consist 
of food services, which provide few choices for the students and faculty, let alone visitors. 
This chapter introduces the existing retail spaces and operations  

5.6.1 Otaniemi campus vision 
Aalto’s strategy in overall and also in terms of campus embraces terms like “customer 
satisfaction”, “attractive environment” and “health and wellbeing”. This indicates that 
facilities are not managed as “just spaces” anymore, they more customized and tailored 
for their users, from the basis of their needs and functions. The vision is to build Otaniemi 
an open campus that facilitates many different organizations, such as multiple 
universities, corporate organizations, social actors e.g. startup incubators, cultural actors. 
Otaniemi also contains living facilities for students and other inhabitants. This integration 
creates a rather large group of consumers in the campus area and builds potential for retail 
services, which are expected to be found in a lively center of education and corporate 
world – even considered as inevitable and basic amenities.  

The importance of these services will be highlighted, when the nature of Otaniemi in 
terms of public transport will change dramatically due to Länsimetro, which continues 
the metro from Ruoholahti to Espoo. Aalto University is one of the eight new stations and 
the estimated amount of visitors is up to 12 000 per day. Connections especially from 
Otaniemi to Helsinki will be improved significantly and this increases the overall 
attractiveness of Otaniemi in a larger scale. The Metro is expected to attract more visitors 
and also companies to locate their offices in Otaniemi. If it desires to become an 
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transportation hub for a larger public, it needs to provide day to day services for 
commuters. 
Commercializing campus today in Otaniemi means that the common practice is to rent 
space for the university or students so that the value of these spaces is understood and 
they are also used in the most efficient way. Still at the moment, the utilization rates are 
not especially good and the number and area of external lessees is still modest. In an 
increasing amount, the focus is shifting towards generating income from the properties 
and developing business plans for each property. This is a challenge for the office sector, 
but when it comes to retail, the situation is problematic, but slightly different. Although 
there is demand, there are few retail spaces available in the whole campus area. Aalto 
University among others has realized that campus represents an asset that differentiates 
their offering when competing for the best people and talent (Aalto University 2011). So 
in addition to opening up the campus to corporate organization and interdisciplinary 
actors, the campus needs to be opened up for attractive retailers. The vision is to create a 
campus that is populated and used around the clock, and this is possible only by providing 
services for students, workers and inhabitants and places for leisure - other than just 
academic spaces for limited groups of people.  

5.6.2 Retail spaces and services – shopping mall and “Väre” 
Otaniemi in terms of retail is very intact. Since the university is investing in building new 
retail premises, there are huge possibilities in creating a unique brand and vital center for 
campus retail, but the situation is also challenging – the consumer behavior is very hard 
to predict and the seasonal changes in the demand volume might have stronger impact 
than expected. The title “Retail spaces and services” focuses only on retail services other 
than restaurants and food services, since food services in campus possess special 
characteristics. They will be covered later on in chapter 5.5.3.   
The shopping mall located in the center of Otaniemi is designed by Alvar Aalto and built 
in 1961. It includes approximately 1700 sqm of space of which approximately 300 sqm 
is currently in office use. Retail actors operating there currently are Hok-Elanto Alepa 
(grocery store) with 290 sqm, R-kioski with 44 sqm, pharmacy with approximately 100 
sqm and a hair dresser with 90 sqm. At this moment, these are the only retailers in the 
campus area. About 1200 sqm of space is standing empty in the only retail location, in 
central position of the campus. The main reason for this is the scattered ownership of the 
premises, which complicates the systematic development and leasing of the spaces. Aalto 
acquired a majority of the shares and premises in the fall 2015 to develop the shopping 
mall as an entity and add to the existing services. The mall sets challenges in development, 
since it’s designed by Alvar Aalto and therefore, protected by the National Board of 
Antiquities (NBA). This limits the purpose of use in many different ways, since the tenant 
improvement works are very restricted and the property is in need of refurbishment.  
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Picture 4. Otaniemi shopping mall (ACRE 2015).  

The decision to invest in a new building in Otaniemi was made in 2014 and the 
construction started in 2015. The new building will be built to facilitate the School of Arts 
and Design when it moves to Otaniemi in the fall of 2018. The new building conforms to 
the winning design of Campus2015 competition and has received a name “Väre”. Väre, 
in the future, will be an important add to the retail dynamics within the campus, since part 
of it will function as the Metro Center of Otaniemi. Metro Center will hold approximately 
6000-8000 sqm of retail space in two floors which is planned to be leased for daily 
services and other retail activities which will serve students, employees and visitors. This 
is the first actual retail project that has taken place in the campus area, so there’s no actual 
baseline or operational principles for systematic leasing of retail spaces or strategic 
guidelines for tenant mix and “retail center –like” functions. The Aalto University library 
is also under refurbishment to be transformed into a modern Learning center in 2017 and 
it will facilitate a new commercial retailer in a form of a cafeteria.  
The Metro Center will be located right in the center of Otaniemi, opposite the Bachelor 
Center and the Learning Center (former Otaniemi library). The construction will cut off 
the traffic from Otaniementie during December 2015 and transform the center into an 
area focused on pedestrian and cycling transport. The metro line is expected to start 
operating in August 2016, but the Metro Center will be completed latest in the fall 2018, 
when the School of Arts and Design is to move to the new facilities in Väre.  
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Picture 5. Location of Väre and the new Metro Center (ACRE 2015) 
Metro Center in a way is a unique project in Finland – it combines a large, architecturally 
one of a kind university building with a retail center and metro, very integrated and 
connected to each other. This very interesting mix takes the retail development potential 
into a whole different level, but also adds in multiple interest groups, since the other users 
of the building want to have a say in its operations. When Aalto University is involved, 
the development of the building has to be strictly in line with the strategic objectives. All 
in all, the Metro Center is expected to function as a commercial center of the future 
campus.  
There are a few retail trade centers near Otaniemi, which are Tapiola, Leppävaara and 
Helsinki city center. Especially Tapiola and Leppävaara are strong competitors in terms 
of wider selection of retail services in shopping center Sello and Ainoa and can be 
expected to hold their position also in the future. This will determine the final tenant mix 
in the campus area – is it reasonable to start competing with these shopping centers? 
Within a kilometer away of the so-called center of Otaniemi there’s no supermarket, only 
three small grocery stores with a relatively low capacity. Nearest hypermarkets are 
located in Leppävaara and Matinkylä. The volume of services in Otaniemi is clearly 
undersized, therefore the purchasing power is pouring out to the surrounding areas.  

Keilaniemi is a significant area with immediate effect on Otaniemi with its inhabitants, 
employees and students. This area is presented in the picture xx. Most of the customers 
are coming from this area, when employees and students are included, and Otaniemi 
would represent the easiest location for their daily services. Natural customer flows from 
this area would occur from daily basis to at least once a week (Realprojekti, 2015). The 
other important areas marked in the picture are areas that have a slight effect on Otaniemi 
– it’s easy to travel to the center in comparison to the other retail centers and the nature 
of the commercial development will determine very far how attractive the center is found. 
In other words, is the retail center worth travelling for. The Metro line enables the increase 
in customers also from areas further away, especially tourists. However, the volume of 
this kind of “special” customers depends highly on the retail identity the campus decides 
to pursue.  
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Picture 6. The surrounding areas of Otaniemi (Realprojekti, 2015) 
It is highly likely that commercial development will take place in the near presence of the 
new metro stations in Tapiola, Keilaniemi and Koivusaari. There are plans for retail 
premises in every station and the future dynamics of these places is very hard to predict 
(Realprojekti, 2015). The stations will establish their roles as trade centers later on, but 
there are some facts that need to be considered when planning the tenant mix.  

5.6.3 Food Services 
As mentioned before in chapter 3, students’ food service needs are a crucial component 
in campus service structure. University cannot rely purely on private retailers and 
restaurants, since the student prices need to be secured. What is unfortunate is that this is 
often done at the expense of the quality of the food. This also limits the amount of possible 
service providers and therefore, the selection of products in campus area. Since the food 
services contribute lot into student experience and the general atmosphere, this could 
significantly decrease the competitiveness of the university among its national and 
international peers. In Otaniemi this is especially noticeable, since the food services for 
students are provided by two big operators. Since Dipoli has gone into refurbishment, 
there is no restaurant in Otaniemi that serves for example student priced á la carte food 
or is open also in other times of the day than just lunch hours. This is a real inconvenience 
for the students that are looking to eat dinner too and it does not encourage spending time 
in the campus area more than is necessary. The again leads to losing the potential 
consumers to surrounding areas. For employees and faculty the situation is not any better 
– restaurant offerings are limited to staff canteens within Otaniemi and to reach more 
extensive restaurant services, the options are Tapiola or Leppävaara. This limits the 
possibilities for hosting guests, which can be a very big deal for companies with a strong 
brand image. 

      Slight effect 

       Immediate effect 
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To understand better the functions of Aalto’s restaurant services, a space resource 
analysis was conducted to form a picture of the total benefits and costs. The data for the 
space resource analysis is retrieved from reports received from the service providers and 
Ramboll (rents and areas) which is a property information system used by Aalto Campus 
services. A substantial amount of spaces are currently reserved for food services in 
Otaniemi and some in Töölö and Arabia campuses. The total number of restaurants is 21 
and they hold approximately 6756 square meters of space in several campus buildings. 
Four of these restaurants are located in Töölö and one in Arabia campus. The future of 
these operations need to be re-evaluated since the functions are continuously moving to 
Otaniemi. The case with Töölö and Arabia is relatively clear since the properties are 
emptying bit by bit and the restaurant services are getting unnecessary – they have to be 
handled with a suitable exit strategy so that adequate food services are guaranteed until 
the activities have entirely moved to Otaniemi. 

A few important key figures from restaurant services are presented in the tables below. 
The first, relatively significant inconsistency is the contrast between volumes of lunch 
capacity and lunch demand. This can be partly explained by the renovation of Dipoli, 
which facilitated a restaurant with 300 seats and a capacity of 900 lunches a day. Because 
of high demand in Dipoli, multiple smaller substitutive restaurants were established 
within campus, but the figures from fall 2015 indicate that additional spaces and chairs 
for restaurants were not as crucially needed. In addition to this, demand has been 
decreasing in Töölö and Arabia but at the same time has not increased as much in 
Otaniemi as expected.  
Table 4. Key figures for food services in Aalto  

Key figures for food services 

Total area in square meters 6755,70 

Number of restaurants 21 

Lunch capacity (number of lunches per day) 7062 

Lunch demand (number of lunches per day) 4471 

Rents per year (€) 2 350 092 

Students (*full time) 10985 

Staff and faculty 4455 

Approximately 80 % of the total floor area now reserved for food services is located in 
Otaniemi. The total 5334,80 sqm of restaurant space is divided into 16 different units 
around the Otaniemi campus, biggest of them being up to 1054 sqm and the smallest in 
cafeteria use being 50 sqm. Although a remarkable amount of students have already 
moved to Otaniemi, as stated earlier, the demand has not increased as expected. Only 
approximately 30 % of the students eat their lunch in the school cafeterias. It has not been 
studied properly in Otaniemi, but it seems that majority of the students prefer working 
from somewhere else than spending too much time in the campus. This is a usual situation 
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for doctoral students, but the absence of undergraduate students is also very noticeable. 
The utilization rates for restaurants have been presented in Figure 8.  
 

Table 5. Key figures for food services in Otaniemi 2015 

Key figures of food services in Otaniemi 2015 

Total area in square meters 5334,80 

Number of restaurants 16 

Lunch capacity (number of lunches) 5580 

Lunch demand (number of lunches) 3500 

Rents per year  1 898 844 

Students (*full time) 9504 

Staff and faculty 3690 

Figure 8. Utilization rates of restaurants in Töölö, Arabia and Otaniemi. 

 
Reasons for low utilization rates can be searched from the quality of the service and food 
and also the locations of the restaurants. Only 45 % of all of the restaurants are performing 
well – over 60 % of the total lunch capacity is used. 20 % of the restaurants are performing 

45 %

20 %

35 %

UTILIZATION RATES
The restaurant is performing well: over 60 % of the total capacity is used

The restaurant is performing moderately: 40-60 % of the total capacity is used

The restaurant is performing poorly: less than 40 % of the total capacity is used
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moderately and in 35 % of the restaurants only 40 % or less of the capacity is used. When 
Töölö and Arabia are excluded from the calculations, the situation gets worse. Only 40 
% of the restaurants in Otaniemi are performing well and the rest 55 % of them are doing 
moderately or poorly. The calculations behind the utilization rates are based on the 
number of chairs in the restaurant in relation to the area in square meters and the 
assumption that for a restaurant to work in full capacity, it could serve three lunches per 
day per chair. This estimate has come straight from the restaurant operators and by 
gathering the visitor information, the percentages for utilization rates could be calculated.  
There are currently two big restaurant operators in Otaniemi, apart from two exceptions 
which mainly service employees and do not provide student priced meals. This has led to 
monotonous supply of food choices all over the campus. The restaurants have been 
scattered around the campus (see appendix 2 for further information) and often placed 
inside university buildings without opening up to a public place or with a view of any 
kind for visitors or other customers. For one’s part, placing the restaurants have evident 
connection to the utilization rates: restaurants most far away from the busiest main 
buildings of the University have the lowest utilization rates. In contrast, the restaurants in 
the main buildings, such as Alvari, TUAS, Tietotalo and Kvarkki the utilization rates can 
go up to 126 % at highest. This results in forming long lines during lunch hours which 
can immediately be seen in student feedback and satisfaction. There are no crucial 
differences in menus from the same operator, and therefore the students and faculty don’t 
have a reason or an incentive to walk further from the “center” of the campus to dine. The 
canteens in the fringes of the campus serve the buildings they are located in and are 
convenient for the employees and faculty, but don’t perform well enough to contribute to 
the service structure of the campus as an entity and the overall benefit is insufficient 
compared to the costs for the university. One major flaw in the restaurant supply of 
Otaniemi is also that student restaurants are open only during lunch hour, so during the 
weekends and evenings the supply is nonexistent. This could be changed by bringing 
some new commercial restaurants to the area to increase competition and encourage to 
widen the opening hours and selection.  

5.6.4 Agreement structures 
Food services have been arranged according to the same protocol in Aalto University for 
a very long time and the processes have been placed under very little critical evaluation. 
Apart from couple of minor exceptions, all of the restaurant services have been arranged 
through public contracts with service providers. Public contracts are “contracts of 
financial interest concluded in writing between one or more contracting authorities and 
one or more suppliers and having as their object the execution of works, the supply of 
products or the provision of services” (Finlex 2007). In specific, they are service 
concessions which are similar to traditional public service contracts except for the fact 
that the consideration for the provision of services consists either solely of the right to 
exploit the service or of this right together with payment (Finlex 2007). In practice, Aalto 
University concludes service concessions with food service providers and for provision 
of the services consist of the right to exploit the food services with student and staff prices.  

What this means in terms of space management, is that the restaurant operators are 
basically operating in the premises free of charge, giving in return the student and staff 
priced meals. At this point just to recap, we acknowledged the fact earlier that university 
is renting the facilities from Aalto Campus & Real Estate. Therefore, all the space 
occupied for food services is part of the space costs for Aalto University. According to 
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the Table 4 the overall amount of rent paid for these spaces in Töölö, Arabia and Otaniemi 
is 2,35 million euros per year. The figure even climbs up to 1,9 million euros per year 
only in Otaniemi campus. This has been the customary manner to arrange university 
canteens and it has a lot to do with Kela’s regulations concerning financial support 
admitted to the service providers for each student priced meal. The university is expected 
to support the service provider with providing them spaces within university. Kela also 
regulates the nutritional content of the meals and this leaves little choice in terms of 
quality and diversification. Service concessions are also very heavy structures and the 
competitive tendering of restaurant services is a long and laborious process. Not many 
restaurant operators are willing to participate in these processes and that on the other 
hand, also leads to very plain pool of competitors. This does not encourage restaurants to 
develop their activities, since they bear a relatively low risk for their business activities 
within campus and don’t have to compete for the customers as actively as in free markets.  

5.7 Other services 
Otaniemi also facilitates other services, such as sports, multiple daycares, and health 
services. Otaniemi sports centre includes rather extensive sports services, such as football 
court and track court, basketball court, two tennis courts, skating rink in winter time and 
inner sports hall. The hall itself facilitates tennis, basketball, and badminton courts, 
dancing, gym and aerobics etc. Sports services in Otaniemi have been highly popular 
among students and faculty, but especially the gym capacity has been experienced 
inadequate. The demand for sports services will most likely increase due to student 
amount increase in campus but also due to new inhabitants and housing projects. Sports 
services in addition to other retail services hold a great potential in development. 
YTHS provides health care services for students and Terveystalo for other clients, and 
other day to day services support the activities of existing inhabitants, students and 
faculty. These necessities are for example ATM and Posti parcel point, which would be 
logically located near the main commercial activities and retail services near Metro 
Center in the future. 



  

 

 

47 

6 Aalto University Retail Development Prospects 
In this chapter a retail real estate development framework is created and applied to the 
Case Aalto University to determine the ideal strategic approach to retail real estate 
development and the actions supporting these goals.  

6.1 Campus retail development framework 
The inspiration for creating campus retail development framework was den Heijers 
(2011) framework for campus management, which considers four different aspects for 
campus management. These four aspects as themes serve also the purposes of retail 
development in campuses, although the points of concentration and approaches to the 
topics differ from campus management perspective.  
 

 

Figure 9. Campus retail development framework 
These four themes represent the topics that need to be considered when creating a retail 
real estate strategy for campus environment. Campus as a unique retail environment itself 
possesses some equally unique characteristics in terms of all these four sectors. The 
framework will work as a roadmap to recognize the peculiarities in one particular campus 
and therefore also to make some rough generalizations, without being too excessive.  The 
campus will be evaluated by looking into these themes by going through various, but 
separately gathered data and combining them into a one, consistent and coherent campus 
retail strategy. This framework approach considers mainly Otaniemi, leaving out Töölö 
and Arabia, since Otaniemi will be the main campus of Aalto University.  
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6.2  Strategic 
6.2.1 Lively campus environment 
Strategic goals and missions are the basis for whole development – they determine, where 
do we want to go and the other three themes tell us how to get there. In chapter 4 we 
recognized three general goals that MIT, WU Wien and Drexel had in common. They 
were  

 Revitalizing campus environments  
 Making interaction between students, faculty and employers easier through 

various meeting places 
 Increasing student experience, attractiveness and the quality of life with services 

within campus 
 

When we take one more look into the campus vision and general strategy of Aalto 
University, we’ll find the same similarities:  

 Revitalizing campus environments  transforming Aalto Campus into a vibrant 
and lively area which enables encounters and is populated and used around the clock 

 Making interaction between students, faculty and employers easier through 
various meeting places  promote the plans on transforming Aalto Campus into 
global innovation hub as defined in Aalto Strategy update 

 Increasing student experience, attractiveness and the quality of life with services 
within campus  facilities and attractiveness of the Aalto Campus represents an 
asset which can differentiate Aalto’s offering and create international competitive 
advantage thereby attracting the best people 

 
Aalto University aims to be a forerunner in campus development. Retail sector is only on 
parcel in the set of investment programs, housing projects, refurbishments and 
renovations, and office sector development, but it’s highly dependable of all of these other 
ongoing projects in terms of the development of the population and consumer structure 
in the campus. The campus is not developed by the conditions and terms of retail revenue 
– on the contrary, retail development adapts to the ongoing surrounding development and 
larger guidelines and answers the needs of the changing environment, binding them 
together to a more functionally attractive and successful entity. In order to make this 
happen, the development has to be in line with other development projects and a thorough 
market analysis is needed to determine the right balance of supply and demand. For Aalto 
University and ACRE, systematic retail development is a rather new sector and has not 
been implemented before. The access of retailers to the campus area has been difficult 
and not encouraged, and this still requires a fundamental change in attitudes and culture 
among the academic society. Luckily, universities all over the world have acknowledged 
the importance of retail development in creating competitive advantage and also making 
students and staff happier and therefore, boosting the performance. 

To make certain recommendations and to create guidelines, we have to establish the 
current and future markets considering the planned development in the area. Since there 
are many actors involved in development, most important of them being the city of Espoo 
and Senate properties, the uncertainties of planned development and time consuming 
overlapping projects are apparent weaknesses in conducting the analysis. Nevertheless, it 
is a crucial part in strategic approach to the retail development and clearly the largest 
parcel to evaluate within the framework. 
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6.2.2 Consumer structure 
Multiple reports of Otaniemi have been made by consultants and town planners, but they 
have not been properly analyzed together or combined to a reasonable platform for 
determining the suitable retail real estate strategy. In chapter 2 we introduced the “Retail 
market analysis components”, which will guide us through the analysis of consumer 
structure and potential markets. These components are population forecasts, income 
levels, employment trends and retail sales data.  

In the beginning of 2015 Realprojekti implemented an investigation of service potential 
in Otaniemi and Ramboll investigated the area in terms of consumer structure in 2011, 
which was updated to match the planned housing projects in 2013. Both of these 
investigations produced exact figures for the volumes of purchasing power and its 
development but did not include for example university restaurants and their special 
characteristics into the combination. Therefore, the analyses have been concluded through 
very traditional approach. This chapter takes into consideration also the unique structure 
in terms of consumers and consuming behavior among students. 

The number of inhabitants in Otaniemi at the moment is approximately 3700, and 
according to the population forecast there will be approximately 4500 inhabitants by year 
2017 (Realprojekti 2015). The area includes Keilaniemi, which is a part of Otaniemi’s 
immediate effect area, but is not expected to facilitate any housing until 2018. However, 
if all of the planned housing projects will become reality, the goal for population growth 
is to inhabit 12 000 people in 2025. A third of new housing would be suitable for student 
accommodation. The presence of Metro creates pressure in building more residential ares 
in Otaniemi, as well as in immediate vicinity of other metro stations. All in all, the 
population is expected to grow rapidly and in 2030 it should measure up to Lauttasaari or 
the population today in Leppävaara. Just in comparison, there are 102 000 sqm of space 
for retail and services in Leppävaara, located in two different shopping centers Sello and 
Galleria accompanied with street level retail. 

 
Figure 10. Population growth in Otaniemi (Ramboll 2013). 
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The number of jobs in has increased steadily in the last decade. In years 2008 and 2009 
the growth slowed down due to economic recession but since 2010 it has returned to 
growing evenly and has reached a level of 20 000. This of course takes into consideration 
also Keilaniemi, which is included statistically to Otaniemi area. In one kilometer radius 
from the center of Otaniemi the number of jobs is approximately 10 000 in total. The 
amount of jobs is expected to remain at least in the same level, but the vision is to build 
new innovation hubs and modern office solutions, which attract new companies and 
corporate actors to the area. Otaniemi (incl. Keilaniemi) has also been listed fourth among 
the 20 of the most important locations of employment in the Helsinki metropolitan area 
(HMA) (Realprojekti 2015). The ones listed before Otaniemi, for example Kamppi and 
Kluuvi are located in the Helsinki central business district and provide extensive services 
from specialized retail to restaurants and cafes. This raises the question, are the employees 
fully satisfied with the services in Otaniemi, are the dining only in staff canteens or is the 
university losing once again remarkable potential in retail revenue?  
 

 
Figure 11. Number of jobs in Otaniemi (Ramboll 2013) 
 

Only an illustrated number of potential consumers is not adequate for determining the 
purchasing power and market and further information of the consumer structure is 
needed. Demography in Otaniemi is very unusual compared to any other area in the 
Metropolitan area and Finland in general. Contrast is very high in terms of young adults, 
since this group represents 79 % of the whole population of Otaniemi. In Helsinki 
metropolitan area the percentage is only 18 %. Also 31 % of the population are young 
adults living alone (corresponding percentage in HMA is 12 %) and 86 % are classified 
as adult households (corresponding percentage in HMA is 56 %). The number of couples 
without children is relatively high and naturally, households with children and elderly 
people are very much below average. This situation sets challenges in estimating the 
purchasing power and sizing the supply of services. The consumer behavior of students’ 
has been researched very little in the past.  
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Figure 12. Age structure in Otaniemi (Realprojekti 2015). 
It is clear that the daily needs and behavior of 18-29 year-old students differs considerably 
from so-called “traditional” consumer structure – groceries don’t occupy as big of a share 
and the role of restaurants and coffee shops is emphasized.  In the future along with the 
additional housing and construction this difference will slightly even out and increase the 
demand in various ways, due to the increase in other population groups. Instead of serving 
only students, Otaniemi has to offer adequate services also to the future inhabitants and 
employees. Still the contrast between population groups will remain strong and the 
structure of services has to be planned with this in mind. The main focus is still developing 
a campus area, therefore it does not necessarily have to provide all the traditional day to 
day services, and the consumers might not even expect it to.  

6.2.3  Purchasing power 
Purchasing power can be established by multiplying the number of inhabitants or 
employees with the average consumption figures from different fields of retail trade. 
These figures then need to be corrected with the estimated percentage of the purchasing 
power that falls upon the certain area.  Both Ramboll and Realprojekti investigated 
potential purchasing power, but I decided to conduct the calculations also myself to 
compare the differences. The reason for this is, that most likely for example the need for 
restaurant space are underestimated due to the fact that at least 35 % of all students eat 
their lunch every day in campus cafeterias, which differs radically from the number of 
times an average consumer eats in a restaurant. On the other hand, student priced meal 
only costs 2,60 euros so this group cannot be included in the average restaurant consumer 
group. Thus, students have to be considered as a separate consumer group, detached from 
the inhabitants.  
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The potential retail trade purchasing power in Otaniemi includes inhabitants, students, 
employees (includes Keilaniemi) and visitors. Some overlapping is appearing in these 
groups, but they have been taken into account to the calculations so that they are not 
included in the figures more than once. For example the amount of inhabitants has been 
subtracted from the number of students, since a clear majority in the area consists of 
student housing. Consumption figures used in the calculations are retrieved from 
Santasalo Ky (Appendix 3, 2012). Consumption figure means the amount of money one 
person consumes in retail trade per year. Since students are a special consumer group, the 
consumption figures have been revised according to the consumption survey conducted 
by the Statistics Finlans (2012) – the consumption of students in grocery is approximately 
22 % less than average and in special retail 46 % less than average. The increase in level 
of income is expected to be 1 % per year in terms of grocery and 2 % for special retail 
and restaurants.  

The established purchasing powers in Otaniemi for years 2015 and 2030 are presented in 
Table 6 and Table 7. This does not describe the overall amount of purchasing power in 
the area, instead it describes the realistic shares of the potential purchasing power falling 
upon Otaniemi. The percentages after purchasing power figure represent the market 
shares that could realistically actualize in Otaniemi. Estimating the market shares is very 
difficult because they depend on the future supply in Otaniemi – well thought supply of 
services adds demand.  
Table 6.  Purchasing power in Otaniemi in 2015. 

Purchasing power in Otaniemi in 2015, million € 

                              Inhabitants   %    Employees   %    Students   %      Total        %   

Grocery 5,5 48 % 2,5 4 % 1,4 10 % 9,4 11 % 

Special retail 1,0 5 % 2,2 2 % 0,5 3 % 3,7 3 % 

Restaurants 1,0 30 % 1,8 10 % 2,0 35% 4,8 21 % 

Total retail trade 7,5  6,5  3,9  17,9  

 

Table 7.Purchasing power in Otaniemi in 2030. 

Purchasing power in Otaniemi in 2030, million € 

                               Inhabitants    %   Employees  %     Students     %      Total        % 

Grocery 23,2 65 % 7,1 10 % 3,2 20 % 33,5 27 % 

Special retail 2,9 7 % 7,5 5 % 1,2 5 % 11,6 9 % 

Restaurants 6,9 45 % 7,3 30 % 5,1 65 % 19,3 41 % 

Total retail trade 33,0  21,9  9,5  64,4  
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Majority of the purchasing power is now pouring out of Otaniemi. The goal also set in 
town planning is to increase the market share of grocery up to 65 % and this is realistic 
since the day to day services are appreciated and preferred when located in the 
neighborhood. Also Alepa in the Otaniemi shopping mall is one of the best performing 
grocery stores in HMA and suffers daily from the lack on capacity to serve the whole 
demand. The market share of grocery is therefore the easiest to estimate, but special 
retailing and restaurants are more problematic.  

In terms of special retailing, there are more uncertainties. It’s not necessary reasonable to 
compete with nearby shopping centers with traditional shopping center chain stores and 
the ecommerce is constantly increasing the share of online sales, therefore the purchasing 
power for special retail should considered as a mix of services and special retail stores. If 
the amount of physical products decreases, services would most likely increase their 
share. A very peculiar component in Otaniemi is the food service and restaurants. I 
decided to include the current demand for food services to the consumption figure of 
students. The consumption figure for campus food services is based on the estimation that 
30 % of the full time students eat in the campus almost day to day bases. This is a 
significant difference compared to the average consumer and brought up and included to 
the calculations to show the potential in creating revenue also from the food services 
traditionally provided by the university. This is what I think was lacking from the 
investigation, especially from Ramboll.  
Table 8. Demand in retail space 2015-2030 

Demand in retail space 2015 

                        Market share Sales efficiency Demand in sqm  Realprojekti Ramboll 

Grocery 11 % 9000 1295 1754 - 

Special retail 3 % 3750 1260 1764 - 

Restaurants 21 % 4375 1380 1408 - 

Total    3935 4926 - 

Demand in retail space 2030 

                        Market share Sales efficiency Demand in sqm  Realprojekti  Ramboll 

Grocery 27 % 9000 4668 5825 3900 

Special retail 9 % 3750 3856 5416 3200 

Restaurants 32 % 4375 5498 3024 2100 

Total    14022 14265 9200 

In the Table 8 is listed the demand for retail spaces in 2015 and 2030. These figures have 
been derived from the purchasing power by dividing it by the average sales efficiency (€ 
per sales square meter). This is then transformed to needed floor space by multiplying it 
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by coefficient of 1,25. These are standard figures also used in Ramboll’s and 
Realprojekti’s reports. In further inspection the Ramboll report is left out, because they 
did not establish figures for 2015 and in the scenario for 2030 the employees from 
Keilaniemi were not included to the analysis, which in the future will be an important part 
of Otaniemi retail consumers. The difference between square meters reserved or required 
for retail activities in terms of the total square meters with Realprojekti’s report is not 
significant, instead the division between retail trade fields is more substantial. 
Realprojekti has estimates the special retail premises to require more space than restaurant 
services, which in campus area might not be the best option. At the moment at least 30 % 
of the students are dining in campus restaurants, like stated already a few times before, 
and as the selection and quality improves while still offering student priced choices, this 
amount is most likely going to increase. The demand for restaurants will grow also 
through the expanded supply with visitors and employees. However, there are already 
5334,80 sqm of space in restaurant use in Otaniemi, so there’s no pressure in increasing 
that amount any time soon, instead it should be focused on in terms of developing the 
food services in the campus.  
These figures are based solely on estimates since there’s no firsthand experience or 
knowledge of the retail dynamic of the area and can be handled as suggestive at best. To 
conclude the market analysis, we will point out the key components in our findings by 
utilizing the retail market analysis table below. 
Table 9. Retail market analysis components in Otaniemi 

             Employment trends 
 Vastly growing employment 
 One of the most important 

locations of employment 
 20 000 employees 

             Population forecasts 
 Multiple housing projects, up to + 

8000 new inhabitants in 15 years 
 Young adults living alone, other 

population groups will increase  
 Purchasing power pouring out 
  

 
              Income levels 

 Low income level, consumer 
structure unique 

 Retail expenditure about to 
stabilize and grow through the 
increase of other consumer 
groups 

 
                   Retail sales data 

 Grocery a strong sector 
 Restaurant demand expected to be 

higher in terms of student food 
services 

 No earlier experince 

6.3 Functional 
6.3.1 New construction and retail dynamics 
There are huge potential in retail development since there’s a possibility to start from 
scratch. The Metro Center is planned to be opened latest in the fall of 2018 and it will be 
located in the center of Otaniemi, which will be the busiest location due to metro line and 
public transportation. The new functional areas of Otaniemi are visualized in the Picture 
7. The yellow area represents the main concentration of commercial activities and 
services. The aim is to create it a place of lively activities, leisure and to establish its place 

Outcome: Overall need 
for approx. 14 000 sqm 
of retail space until 2030 
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as the heart of Otaniemi. The first projects to be finished are the Learning center and 
Metro Center. According to the current plans, the Metro Center will hold approx. 1000 
sqm of grocery, 2500 sqm of special retail and 2050 sqm of restaurant space. Where does 
that leave us with the situation just established in the previous chapter?  

 

Picture 7. Otaniemi functional campus (revised Aku Jokinen 2015) 
The amount of 2500 sqm of space should cover the demand for special retail for at least 
next ten years and the Metro Center is the most logical location for the cluster of 
specialized retail. It will function as the transportation hub for the most visitors and 
students and therefore, the ideal location for special retail stores and the own products of 
Aalto University and the students. The Center will add 1000 sqm of grocery space in a 
form of two approx. 500 sqm sized grocery stores. This should be adequate to serve the 
consumers in the area until the new housing projects start to increase in the area and it is 
certain, that more space for grocery is needed in the future. The estimated addition to the 
grocery space should be approx. 3700 sqm until 2030, and this resembles the size of two 
supermarkets. To implement the “commercial center” thinking, Otaniemi would use of a 
small hypermarket center in the commercial area. This would serve the consumers 
travelling with car and larger volumes coming for example from Keilaniemi. The area in 
Picture 7 marked for future retail development number three can be one of the choices 
when considered a location for a larger complex of grocery.  
The shopping mall is marked for a development area number one, since it’s in definite 
need of refurbishment and should be developed urgently after the Metro Center has 
finished. Before this, it’s the only location for any services in Otaniemi so the 
refurbishment will have to wait until 2018. The building is protected by the NBA, 
therefore there might be limitations and restrictions for turning it into restaurant use, but 
it would suit for example for cultural services, such as galleries and events. Future 
development location number two has been selected due to its rather far away location to 
the commercial center and the near proximity of the Student Village, the largest 
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University facilities 

Corporate area 

Commercial area & services 

Housing 
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residential area in Otaniemi. This would be an ideal location for a satellite store of a 
retailer or a restaurant to provide more nearby services for the inhabitants. The forms of 
demand and profitability can be estimated better when the Metro Center has started 
functioning and the placement for new retail should be re-evaluated after 2018.  

The third field of retail trade is the restaurants. And they are what Otaniemi has plenty. 
The main problem with the dynamics of the restaurants is that they provide no diversity 
in food selection or any other way and are scattered all around the campus. Earlier we 
stated that the utilization rates of the restaurants are imbalanced – some perform poorly 
compared to their maximum capacity and other struggle with too high demand, therefore 
creating lines during lunch time and decreasing satisfaction. Just like other commercial 
activities, restaurant services need to be centralized within the campus. The Metro Center 
will establish a new student restaurant with approx. 1000 sqm and on top of that, a few 
purely commercial restaurants with an area of 1050 in total. The total amount after these 
actions leads us to the total amount of 7385 sqm of restaurant space, which is way over 
the space required. In addition to that, keeping these restaurants running is very expensive 
for the university. On the other hand, some of the buildings in the outskirts of the campus 
and their activities rely on the operations of these restaurants, since there might not simply 
be enough time to move to the center to dine between classes. One option is to make them 
profitable, or even less unprofitable, for the university. This will be looked into further in 
chapter 6.4.  
Driving forward the retail development in cooperation with other functions and general 
real estate strategy will serve the purpose of creating a functionally ideal and lively 
campus center, where everyone has a convenient access to the services needed. The 
international cases emphasized the presence of retail in pedestrian level  

6.3.2 Community processes 
When developing retail functions and services to the certain target group in a certain area 
and the future consumers already present, it can be a priceless advantage in determining 
things like tenant mix and the future retail identity of the Metro Center. The success of 
the retailers depends on the consumer groups after all. For example MIT engaged multiple 
rounds of meetings and workshops with internal and external MIT community to gather 
ideas and problems arising (MIT 2014). ACRE has had made several surveys for students 
and staff about the services desired for the area.  

Rapid Action Group conducted a survey of the desired structure of services in Otaniemi, 
mostly focusing on the new Metro Center. A group of 373 people responded to the survey, 
majority of them being students and faculty and the rest representing university 
management, professors and researchers and doctoral students. All of the schools were 
present in the survey. As can be seen in the Figure 12, the daily services are appreciated 
very high among the respondents. In the open answer the clear favorite was a grocery 
store, which was described as large, decent, varied, and of a good quality. The existing 
Alepa did not seem to fulfill these hopes. Coffee shops and restaurants were especially 
experienced important and wanted, with a mix of fast food and vegetarian restaurants and 
also fine dining. The desire for new student canteens was nonexistent. Through this 
survey the desired identity of the new Metro Center comes across pretty clear – the 
necessities and day to day services should be combined with a clear and unique Aalto 
identity, which is not too conventional but doesn’t try to specialize itself through 
extraordinary tenants.  
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Figure 13. The most important services among the respondents (RAG 2015) 
Perhaps the other matter of significance found from the answers was the theme of co-
operation of the commercial activities, university and the students. Most of the 
respondents were enthusiastic to participate in the development in mutual development 
projects and trying new commercial concepts. Bringing new retail trade concepts and 
platforms to the Metro Center and all over the campus would create a sort of “living lab” 
environment free to experiment and give feedback, and most likely to achieve synergy 
advantages from the presence of high technology knowledge and innovation hubs. All in 
all, Otaniemi offers also a great potential for retailers in terms of product development 
and cooperation with technology oriented students and startups.  

In conclusion, the first step in terms of functional retail strategy is to focus on providing 
the basic services which clearly are lacking in the campus and trying to incorporate the 
identity of Aalto University in the commercial activities. This will create additional value 
for example from the tourist perspective and make the top education and research also 
visible inside the commercial spaces and surroundings.  

6.4 Financial 
6.4.1 Financial objectives 
The main goal of Aalto University’s retail real estate development differs from the goals 
of a traditional real estate developer. University does not only seek the highest profit and 
definitely not in expense of the user, which actually, is university itself. In terms of retail 
development, university is the main consumer with its students and staff. Commercial 
identity of the campus is also a showcase of the university and an effective marketing 
channel, let alone the competitive advantages arising from the increased attractiveness of 
the campus. On the other hand, the recent budget cuts towards universities has forced 
them to think about real estate arrangements and look for cost savings in various places. 
Aalto University is implementing this by looking for immediate savings from space costs 
by improving utilization rates in university buildings by rearranging activities and 
facilities. At the same time university is investing in commercial development, but the 
ideal situation would be to reach a situation where the university could actually gain profit 
from the retail activities. Both MIT and Drexel University stated that in order to achieve 
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the campus vision, it requires significant investments from the university, and to ensure 
that academic resources are not endangered, the commercial buildings should be 
financially self-supporting. Although the steady cash flow from rents is not the main goal, 
it is still one of the most important factors determining the development of an entire 
commercial center, such as Otaniemi Metro Center. Considering the nature of the future 
commercial activities, the rent levels in the center should mainly reach to the market level 
of shopping center rents in the area.      

6.4.2 Agreement structures – food services under re-evaluation 
Food services occupy a significant amount of space resources within the campus. They 
are a key component in functional campus and have been the corner stone of student 
services provided by the university. Student priced meals are an advantage that needs to 
be secured also in the future. That’s why closing down the student restaurants is not the 
first, and might not even be the best option.  
Since the Metro Center will be mainly rented for external retailers, it drives also ACRE 
to develop practices, systems and principles for procedures of leasing out and managing 
this kind of activity. Earlier we looked into the agreement structures of restaurant 
operators, which are currently going under concession agreements. As discovered, this 
arrangement is not very cost-efficient for the university, not in terms of space costs or the 
heave processes of tendering. By negotiating these contracts again and transforming them 
to lease agreements, the burden of public contracts would go away and it would enable 
making the lease agreements between ACRE and the restaurant operator. This would 
basically mean, that the university could give up these spaces and ACRE could lease them 
straight to the operator.  
Traditionally the reason for university providing the spaces for food services has been the 
right for the operators to serve student priced food and to receive the financial support 
from Kela. Turns or, there is no lawful excuse to provide all of the spaces to the restaurant 
operator free of charge. According to Kela (2011) is has been an “established practice” 
to arrange student food services this way. After the inquiries, it can be stated that it is 
possible to run a student restaurant in facilities owned by ACRE with providing the spaces 
free of charge only for the share of student priced meals. Since the task to come up with 
an exact area in square meter where the student priced meals are served, this can be 
executed by turnover based rent. The idea is simple: the tenant pays as a rent a certain 
percentage of the turnover from the sales for customers that are not entitled to student 
priced meals. This way the student priced meals are supported financially and enabled by 
the terms of space costs, but the ACRE would still get its fair share of the profit the 
restaurant operator is making through “external” sales.  

What’s in it for the university other than rental revenue for ACRE? The major aspect of 
this change would be the effect on space costs. As an exception, in this part of the analysis, 
also the space costs of Töölö and Arabia are included to the calculations, since the 
restaurants are still operating for a while and are a part of cost saving potential. In the 
Figure 13 the current rent costs and potential rental revenues are illustrated from today to 
year 2020. This figure models the scenario, what would happen if only a minor part of 
the concession agreements would be systematically negotiated again and transformed into 
lease agreements within five years’ time.   
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Figure 14. Cost saving potential and rental revenue from existing restaurant spaces 

In the year 2015 the rent costs go up to 2,35 million euros per year. This a huge separate 
item of expenditure in the pool of university’s space costs. The ideal timing for 
renegotiating the concession agreements would take place when the contracts are 
reaching the end of their maturity. The first chance with existing contracts would take 
place in 2016.  The potential rental revenue potentially gained from the lease agreements 
is estimated by calculating the averages for the number of external lunches per month 
from the reports provided by the restaurant operators, allocated for every restaurant each. 
This average amount is then multiplied by the average price of non-student priced lunch. 
This gives us the estimated volume of external sales per month. The sales are multiplied 
with an imaginative percentage of 15 %, which acts as the turnover based rent. The tenant 
would pay monthly rent based on the actualized turnover from external sales of lunches 
and catering services. These estimates and averages are based on the reports from 2014 
and 2015, and the amount of students and other customers is expected to increase 
significantly until the year 2020, therefore these estimates can be considered 
conservative.  

The actions for the period of 5 years include changing a couple of larger operative units 
to the lease agreement model and closing only two inefficient and small restaurants from 
Otaniemi and three from Töölö and Arabia together as they become useless. By doing 
this, even 9 smaller restaurants in the outskirts of the campus could be retained in the 
range of concession agreements to provide food services also for the buildings further 
away from the center of Otaniemi. But most of all, with these procedures, Aalto 
University would save up to 1,6 million euros per year in only restaurant spaces and gain 
ACRE 0,4 million euros of rental revenue per year. If even more intensive cost-efficiency 
is pursued, there are still rather large agreements that can be renegotiated if need be, 
without substantially weakening the supply of food services.  

Both pros and cons can be found from this arrangement. Switching to lease agreements 
would open doors for also other restaurant operators, since the strict regulations of public 
tendering would not limit the contents of the agreements. This in addition would enliven 
the competition settlement and encourage to develop the activities and quality of service 
and food, since the operators would carry a financial risk for their business among 
increasing competition. On the other hand, it would be a considerably large change in 
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way of arranging food services and should be prepared extra carefully. Student pricing 
and also discounts for staff need to considered and kept as a standard condition for making 
the lease agreements – the prices cannot rise too high and the role of student food services 
need to be clear. Providing staff priced meals can be compensated to the restaurant 
operators for example through optimizing the percentage of turnover based rent. The first 
“experiments” of the lease agreements should be conducted with the new construction 
and negotiations concerning large food services entities.  

6.5 Physical 
In campus retail development the physical environment provides the settings for potential 
development. Even if a remarkable amount of the future retail space is still under 
construction, also the existing real estate are a part of the functional entity and possess 
some characteristics that are unique in university environment and guide the future 
development.  

6.5.1 Sustainability  
Sustainability in campus area is an integral part of the growth and improvement of the 
whole campus and retail projects need to embed sustainability actions in their operations 
as well. University should encourage this and develop and pursue practices that enable 
cooperation with retailers in terms of energy use and waste management. In the table 
below are the sustainability goals set to the Metro Center. Since Aalto University 
education and research aim to produce innovative energy solutions, commercial buildings 
and retail actions provide a potential experiment platform for the innovations and it can 
be used to build the brand image of Aalto University. Sustainable goals, practices 
cooperation also needs to be included in the lease agreements so that the network of 
collaborating parties have mutual goals and motivation to work towards these goals.  

 
Table 10. Sustainability goals of commercial buildings in Aalto (ACRE 2015).  
This sustainability framework will create and exemplary sustainable campus city 
neighborhood, integrating private and public spaces by creating vibrant streets and 
commercial areas and innovation hubs in energy efficient and sustainable buildings. 
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Promoting public and pedestrian transportation supports the ambitions of both retail trade 
and sustainability: pedestrians will experience a streetscape that offers ground level 
public spaces and services, seating, bike parking while providing pedestrian comfort, 
natural habitat and a showcase for sustainability and energy efficiency research 
achievements and pilot projects of Aalto University. As the older buildings age, 
renovation and refurbishments are to be implemented by pursuing these same goals. As 
the strategies and technologies develop, this vision and approach will be constantly re-
evaluated and advanced in collaboration with research and different interest groups – this 
is a massive synergy advantage between university and other actors and companies in the 
area.  

6.5.2 Historic preservation 
One more element in the physical environment especially for Otaniemi is its historical 
design and architecture by Alvar Aalto. Universities in general, as old institutions, have 
a long history and buildings reflect very strongly on that. The importance of preserving 
historical buildings and design sets challenges in refurbishments and development of 
building and quarters. Nonetheless, it’s the main characteristic in Otaniemi which makes 
it unique and recognizable. Many of the buildings are also protected by the National 
Board of Antiquities. As stated before, it might be a challenge to develop adaptive re-use 
for preserved buildings although it would benefit the campus. These buildings are often 
seen as the landmarks of universities and for example a radical change of the use could 
result in resistance in terms of development in general. This is why the massive new 
constructions also needs to adapt to the environment in some level, without compromising 
the value of historical architecture. A good example of this is the new building “Väre”, 
which with its design honors the surrounding architecture and will be a great add to the 
unique entity of campus buildings (Picture 8). It retells the theme of red bricks and 
preserves the valuable original surroundings of the building and helps building also the 
retail identity of Otaniemi. Architecture tourists and visitors are a very potential consumer 
group, especially in the future.  

 
Picture 8. The design of new building Väre (ACRE, 2015). 
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6.6 Otaniemi retail strategy  
All of the four components of the retail strategy framework are now completed for Aalto 
University Campus in Otaniemi, and based on these components and their analyses the 
framework can now be completed to include the main targets and activities specified for 
Aalto University and its main campus in Otaniemi. The concluded Aalto University 
Campus Real Estate strategy is presented in the Figure 14 below.  

 

 
Figure 15. The campus retail real estate strategy for Otaniemi in a nutshell 

This retail real estate strategy is created based on the strategic goals of Aalto University. 
These goals change through time and new needs will arise constantly, and retail strategy 
will adapt to these changes on the way. This is after all just a starting point for retail real 
estate development in Otaniemi campus, and after the next 5 years we will be much wiser 
in the retail dynamics and actualized demand in the campus. Therefore, the planning 
should be as flexible as possible to be able to adapt to unexpected development and 
changes in university functions as in physical environment. However, one thing can be 
considered certain – succeeding in enlivening the campus life through retail and services, 
Aalto will gain competitive advantage among universities competing for the best people 
and talent.  

Strategic

•Vibrant and lively campus, encouraging 
interaction and boosting brand image -> 
pursuing competitive advantage

•Services required for at least 10 000 students, 
20 000 employees and +8000 inhabitants 
within 15 years

•low income, service and restaurant oriented

•14 000 sqm of retail space until 2030

•ensuring student priced food services

Financial

•commercial buildings financially self 
supporting

•pursuing market rent levels

•costs savings from food services -> from 
concession agreements to lease 
agreements

•savings from food services up to 1,6 M€ per 
year, rental revenue 0,4 M€ per year

Functional

•Retail mainly located in the "centre" of 
Otaniemi, densifying and concentrating 
campus

•Special retail cluster in Metro Center

•3700 sqm of grocery needed more when 
housing projects proceed

•tenant mix focused on day-to-day services

•tight collaboration with education and 
research 

•satellite services in development areas 1 & 2

Physical

•sustainability in actions and development

•collaboration of interest groups in 
sustainable innovations and retail and 
commercial activities -> living lab of concepts

•public and pedestrian transportation, 
streetscape of services and innovations

•preserving unique architecture, utilizing it in 
building retail identity, attracting tourists

Aalto 
City 

Vibrant Aalto City producing intellectual property 

Value through innovations and design Interdisciplinary encounters 

Environment providing fluent, sustainable day-to-day services 
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6.7 Risks and uncertainties 
Every realistic strategy includes also an evaluation of risks. Creating retail real estate 
strategy for an area that is basically intact in terms of retail, possesses very unique 
consumer structure and involves rather unusual groups of interest, is not unambiguous 
either.  
Generally, the approach to creating the strategy depends highly on the fact whether the 
campus is a greenfield campus or an inner city campus. Strategizing inner city campuses 
in terms of retail is often slightly straighter forward because of the existing real estate 
stock and a structure of existing services. Often the university can rely on these services 
without creating a retail service structure of its own. In our case, Otaniemi is considered 
a greenfield campus without supporting structure of services. Without firsthand 
experience and knowledge from the area in terms of retail dynamics, the estimates and 
evaluations of the purchasing power and potential demand are solely based on rough 
estimates and cannot be considered as nailed down figures. The strategy and the analysis 
need to be revised constantly during the development and as the plans for overall future 
development changes.  

This concerns also the calculations for the costs savings generated from the re-arranging 
the agreements in terms of food service operators. The estimated turnovers and the level 
of turnover based rents are based on the figures from 2014 and 2015, but the entering of 
new commercial actors and restaurant especially in the Metro Center might have a stonger 
effect on existing food services than expected. Although the estimates were considered 
conservative, they have to also be handled as approximate and suggestive at best. Also 
the development of surrounding areas might absorb more of the purchasing power than 
predicted, since the pressure and incentive to develop both housing and commercial areas 
around the new metro line is strong.  
The major risk is to oversize the need of retail space and services, especially in the early 
stages of development. It could take a long period of time for the clientele to stabilize. 
One special characteristics is also that Otaniemi will receive a group of “new consumers” 
in a form of new students every fall from all over the country, who will be new to the 
Aalto City. On the other hand, the graduating students are most likely to fall in to the 
category of higher that average income level, and will be possible future clients. This is 
a great possibility to create a very wide clientele in the future. If for some reason, the 
sizing for retail spaces turns out to be too extensive, the adaptive re-use should also be 
considered. Of course it is desired in any case, but in this situation particular these spaces 
would provide visible space for exhibitions and other brand building possibilities and 
occasions for the university.  

Aalto University should not rely too much on the profit gain or revenue from the retail 
tenants or food services – the first goal is to create commercial entities that are less or 
more self-supporting. The benefits from retail development should be searched 
elsewhere. By changing the agreement structures, university might have a chance in 
extensive savings in terms of space costs. But also by vitalizing the campus through retail, 
the attractiveness of the campus among students, researchers and external users will 
increase, which could result in better success in leasing premises for external users, 
generating additional funding and producing more top research and intellectual property, 
which the university thrives from.  
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7 Conclusions and further research 
In this chapter we come back to the research questions defined in chapter one to gather 
up the findings of the case study. The research questions were established as follows: 

 How can the principles and practices in real estate development be applied retail 
real estate development in modern campuses? 

 How should the commercial activities and retail spaces be arranged in campus to 
create an adequate supply of services and a vital community within campus? 

In the theoretical part we introduced ourselves to the world of urban planning and 
commercial real estate development, more specifically to the retail and campus 
development.  The question “How can the principles and practices in real estate 
development be applied to retail real estate development in modern campuses?” was 
approached through the fundamental thought of the importance of urban design and the 
nature of campus development. Multiple researchers have concluded that good urban 
design adds economic value (Ratcliffe, 2009, 18). This concept of value has broadened 
to take account also social, environmental and cultural values, without concentrating only 
in economic value. This reaches out to touch the issues in social identity, health and 
wellbeing and a sense of place in terms of serving the functions of people and community. 
This statement resembles a lot to the strategic goals of universities these days, when re-
arranging their functions and real estate assets and I bet it has little to do with coincidence. 
Universities have realized the importance and significance of diverse, stimulating and 
multidimensional education environment and turned their focus to managing campuses 
as functional and commercial entities, almost as little cities, instead of managing only 
spaces and buildings.  

Retail real estate development within campuses demands a very holistic approach to the 
development, since a dynamic and complete retail environment is much more than just a 
sum of its parts and cannot be dealt in separate parts or planning projects. Retail is not the 
core activity of universities, but it can bring a lot to the mix. That’s why I would consider 
it as supporting function for university campuses and one very important driver in 
improving education experience and therefore also the performance of students and 
researchers. This after all, is one of the major success factors of top universities.  The 
“univer-city” way of thinking has become very common and many international 
universities have launched development projects and “campus master plans”, which main 
goals seem to consistently focus on the “feeling” and “atmosphere” of the campus and its 
lively environment – the discussion of lecture halls have shifted into the emerge of 
concepts like “multifunctional” and “innovation-centered” shared spaces. Retail has 
become a part of this. Interdisciplinary encounters are pursued to happen during daily 
activities, having a cup of coffee or doing your groceries.  

This has risen the question about strengthening role of universities as real estate 
developers.  Universities are in an increasing amount starting to handle their real estates 
as an asset that is an efficient tool to generate some savings in a tight economic situation, 
since utilization rates in university are traditionally relatively low. Also diversifying 
campuses and reaching for higher level of cooperation and innovations, universities seek 
to lease facilities to external users to acquire companies within or to the near proximity 
of the university functions. The desired arrival of corporations to the campus also requires 
development in services within campus to make it more attractive as a location – the level 
of services is a key component in choosing a location for a head office. The question is 
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then, how is the optimal retail real estate strategy determined within campus? There is no 
one and only answer for every campus, but there can be a systematic way of approaching 
the problem by recognizing the special characteristic university campuses possess and 
what needs to be considered in addition to make the retail real estate strategy as practical 
as possible.  

From here we continue to the second research question: How should the commercial 
activities and retail spaces be arranged in campus to create an adequate supply of services 
and a vital community within campus? Den Heijer (2010) introduced us in her book to 
the four dimensions of campus management, which are strategic, financial, functional and 
physical. In the context of campus management, these dimensions focus on space 
management of existing buildings and spaces and consider primary processes of 
education and research.  If these dimensions are reflected to the context of real estate 
development, they are as applicable also when creating retail real estate development 
strategy. Although the approach need to be revised and the content recreated to answer 
the needs of retail development.  

The retail real estate development framework was applied to the Case Aalto University 
campus to determine the ideal strategical approach to retail development. Through these 
four dimensions and different components, the retail real estate strategy came together, 
emphasizing the connection to the community, lively campus environment and the health, 
wellbeing and satisfaction of students, staff and other user groups within the university 
campus. The concrete actions were targeted to creating a functional interaction between 
university spaces and retail, setting target figures for the amount of retail space needed, 
looking for costs savings from the food service resources and optimizing the use of space. 
On top of all this, still honoring and preserving the Aalto University identity and the 
historical design heritage of Alvar Aalto. The unique characteristics of Aalto University 
and Otaniemi campus guide the planning more accurately when proceeded to the further 
stages of development. This is a guideline created particularly for Aalto University and 
Otaniemi as its main campus and could act at least as an inspiration.  
Altogether from the theoretical part, Universities of MIT, WU and Drexel, and the Case 
Aalto University Campus, there are multiple similarities that can be cautiously 
generalized to apply to a larger amount of universities, than just Aalto University. The 
general strategic goals as well as the strategic goals presented through international 
campus development cases are very consistent. Therefore, we could logically assume that 
the campus development trends of today focus on developing the campus holistically, 
also in terms of retail. In addition to that, a few certain qualities are standard in relation 
to universities, which have come up multiple times before in this thesis: the presence of 
students, researchers and university staff and the spaces mainly designed and created for 
educational purposes. These characteristics will face the same problems. Thus, we come 
back to the retail real estate development framework once more (Figure 15), but revised 
in terms of the content of the dimensions. This time, some of the parcels inside the 
dimensions, or they could also be called development themes, are transformed into the 
forms of questions. These questions represent the peculiarities and characteristics that 
universities possess and which affect a great deal in retail real estate development within 
campuses. What other users are there besides students? How to achieve competitive 
advantage through retail? How much is the university ready to invest in retail 
development? How should the commercial and university functions be connected? How 
to estimate the demand in a unique environment? The list goes on.  The rest few of the 
parcels represent the statements of facts concerning university environments. The target 
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outcomes differ crucially from the traditional retail real estate development, since they 
emphasize the importance of innovation and educational targets more than just purely 
rental revenue and steady cash flow from the retail activities. This has been and should 
be the main target in development of campus also in the future.  

 

 
Figure 16. General campus retail development framework 

 
Since there are multiple large scale campus development projects ongoing all over the 
world, there could be a lot to learn also in terms of retail. The comparison of strategies 
and the information from retail sales volumes and especially the retail performance in the 
campuses in night time an weekends would benefit the retail real estate development and 
the content of the framework considerably.   

The role of universities in the urban structure and communities is on the verge of 
tremendous functional change, which addresses topics that have been unfamiliar in the 
previous development of campuses. The integration of also Aalto University with 
commercial opportunities further blurs the distinction between campus and city, 
promoting a more energized precinct and possibly even creating an Aalto City of its own.  

7.1 Evaluation of results 
The aim of the study was to explain the background and reasons for the newly arisen need 
for systematic retail real estate development within campuses and determine a retail real 
estate strategy for Aalto University Campus. The Case study was based on describing and 
analyzing Aalto University Campus in Otaniemi based on four important themes in terms 
of the desired development. The task can be approached through the created framework 
to create large scale guidelines, but the information behind the suggestions possesses 

Strategic

•Education experience and student and 
staff satisfation first?

•Unique consumer structures due to 
student majority 

•What other users, how to estimate?

•Competitive advantage through 
vitalizing retail, how?

•Evenings and weekends, empty 
campus?

Financial

•Financially self-supporting commercial 
buildings, how to achieve?

•Lease agreements versus service 
agreements -> what's the best way?

•Who manages commercial activities?

•How much is the university ready to 
invest?

Functional

•How are commercial and university 
functions connected?

•How to create good retail dynamics?

•A lot of educational space, how to 
integrate retail?

•Community involved in processes 
determining tenant mix?

•Adaptive re-use must be considered

Physical

•Emphasized role of sustainability and 
historic preservation

•Possibly old real estate stock

•What are the limitations set by physical 
environment?

•Qualities of transportation: pedestrian 
or car oriented?

•Emphasized importance of collaboration

”Univer-city” 
development 

Sustainable commercial functions 

Interdisciplinary encounters Value through innovations 

Intellectual property 



  

 

 

67 

many uncertainties, which are mostly based on the lack of factual and history based 
knowledge about retail demand and sales. Making decisions solely based on these 
calculations is not rational. On the other hand, the investigations show that the consumer 
potential in the future scenarios of Otaniemi is remarkable and the fortunate situation is, 
that the consumer groups are already there, present in the campus, but the purchasing 
power is pouring out to surrounding areas. Therefore Otaniemi doesn’t have to rely 
merely on future development in increase in demand through housing and construction. 
Previous surveys and investigations from Otaniemi fully support this fact.  
To return to the definitions of case study presented earlier, we were supposed to find 1) 
evidence and 2) theory. More importantly, a theory that is grounded to the evidence. In 
our case of Aalto University Campus, the theory is the framework for retail real estate 
development within campuses. The case of Aalto University supports this theory, in other 
words the four aspects that are evidently important in planning and implementing 
development. Other goals in terms of case study were for example to get under the skin 
of the case and organization to find out what really happens, to discover the informal 
reality from the inside view and focus also on the development and processes, not just to 
the significance of the results themselves.  In our case the similarities to the brief 
introductions of international cases were clear, thus it makes those cases and their results 
relevant also for us.  

The case study in general was a scratch on the surface of a topic that should be deepened 
to consider all the dimensions of the framework more profoundly and down to detail. As 
the development of the whole campus area continues, more accurate data of the future 
number of inhabitants, students and construction can be gathered and the calculations and 
even strategic goals need to be revised all the way through the development. Determining 
retail activities for the next 15 years is impossible, since the trends and mechanisms of 
retail trade might just be one of the most unstable ones, resulting in emphasizing the 
flexibility and real estates’ ability to adapt to vast changes. On notable fact is that the 
strategic goals of Aalto University and MIT, WU and Drexel are very similar, and the 
actions for achieving these goals are rather parallel. All of them emphasize enlivening the 
streets, making encounters possible and providing diverse services. This supports also the 
actions planned for Aalto University, and it can learn a lot by monitoring the success of 
other campus master plans. If Aalto would want to be an actual forerunner in terms of 
retail development, I could choose an utterly different and unusual way of approaching 
retail activities. Although I would recommend this to happen only when the basic level 
of necessities have been reached. But as said before, this is a very new area of 
development for a university, especially in Finland, and that’s why a clearly holistic 
approach to the topic was needed. Personally I think that the applied framework served 
that purpose well.  

7.2 A proposal for further research 
There first things arising from the study would implement the need for further study of 
the following topics: 
1. The consumer behavior of university students – a comprehensive study of the 

consumer behavior of students, income levels, preferences and especially the 
consuming of food services in campuses. This would benefit the market analyses 
conducted in terms of determining the level of retail demand.  
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2. The ideal way for university to arrange the management of commercial activities – 
should the university take the responsibility of managing its retail centers or for 
example outsource the management and development? And what is the extent of retail 
activities that is manageable for the university? 

3. The possibilities in collaboration of retailers and universities in terms of product and 
concept development – what are the benefits for retailers of the presence of the 
university and vice versa?  

4. A more extensive analysis of risks and possibilities of commercializing campus – 
what are the actual risks of campuses turning into “cities” and integrating into urba 
structure and what can be achieved through this integration? 
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Targeted market shares of retail trade fields in Otaniemi  Appendix 4 (1/1) 

 
 

 

 

 2015 2030 2015 2030 2015 2030 2015 2030 

Inhabitants Employees Students  Total   

Grocery  48 % 65 % 4 % 10 % 10 % 20 % 11 % 27 % 

Specialized retail 5 % 7 % 2 % 5 % 3 % 5 % 3 % 5 % 

Restaurants 30 % 45 % 10 % 30 % 35 % 65 % 18 % 41 % 


