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Geomarketing

As was previously the case, there are substantial 
regional variations in Europe’s purchasing power 
levels. While the less affluent economies continue 
to catch up, purchasing power is still far from be-
ing equally distributed. Inhabitants of first-ranked 
Luxembourg have 8.8 times the per-capita income 
of inhabitants of Bulgaria. 

Psychological factors strongly influence con-
sumers’ willingness to spend. At the year’s end, 
GfK’s consumer climate index for the EU-28 
reached its highest value in nine years. Thanks to 
good economic conditions, European consumers 
showed confidence for the most part, even in the 
face of uncertainties such as the repercussions 
of the Brexit vote and the rise of nationalist or 
in the very least populist tendencies in almost all 
European countries.

As the year progressed, consumers’ propensity to 
spend especially increased in Central and Eastern 
Europe. The population’s confidence in covering 
more than their basic needs increased as purchas-
ing power increased. 

 PURCHASING POWER IN 2016
Central and Eastern Europe gain ground with 
highest growth rates

+0.7% Europe’s stability was put to the 
test multiple times in 2016: Among 
the challenges and uncertainties 
affecting Europe’s political and 
social climate were the Brexit vote 
from Great Britain, political ten-
sions with Turkey and Russia as 
well as ongoing issues related to 
refugees and terrorism. 

Despite these challenges, Europe’s 
economy and private consump-
tion in particular proved robust. 

In many areas, falling unemployment rates and 
a slight increase in income levels had a positive 
impact on consumers’ wealth. In 2016, citizens of 
the EU-28 had an average of €16,153 available 
per person, which is a nominal purchasing power 
increase of +0.7% compared to the previous year. 
However, it’s important to note this increase is 
distorted by exchange rate disparities, such as 
that caused by the devaluation of the British 
pound.

Central and eastern European nations had the 
highest per-capita purchasing power increases.  
But inhabitants of Spain and Portugal also bene-
fited from a noticeable increase in disposable 
income. 

Measured in euros, six of the 32 European coun-
tries evaluated by the study experienced decreas-
es in purchasing power, although in most cases 
this was due to exchange rate devaluations. This 
was the case for Switzerland, the United Kingdom 
and Norway, whose respective inhabitants actu-
ally had more money available in their national 
currencies than in 2015.

more purchasing 
power

Per-capita purchasing power (EU-28)

2014 2015 2016

€16,500

€16,000

€15,500

€15,000

* Purchasing power corresponds to the population’s disposable 
net income, including government subsidies such as pension 
payments, unemployment assistance and child benefit. The 
population must use its purchasing power to cover expenses 
related to food, accommodation, services, vacations, insurance, 
private pension plans and retail purchases. Purchasing power is 
a prognosis and is provided in nominal euro values. Comparison 
figures from previous years are based on revised values.
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PROGNOSIS OF STATIONARY 
RETAIL IN 2017
Robust growth forecasted for the EU-28

+1.4% The European Commission antici-
pates further declines in unem-
ployment rates and increases in 
net incomes for many European 
countries in 2017. This will bene-
fit stationary retail, even in these 
times of omni-channel retailing.  
We forecast a solid turnover growth 
of +1.4% (nominal) for the EU-28 
countries in 2017.* If Great Britain 

is excluded, retail turnover will grow by +2.2 %.

Uncertainty surrounds our prognosis for the 
United Kingdom due to the EU exit negotiations 
taking place over the course of the year. The ef-
fect of this on Britain’s consumer mood as well as 
reactions from businesses and financial markets 
are difficult to predict. Even so, we expect retail 
turnover growth of +2.5% in the national curren-
cy. But measured in euros, we anticipate anoth-
er decline (-2.6%) due to the predicted further 
devaluation of the British pound.

The previous year’s growth regions are also 
among the winners in 2017. Romania (+9.8%) and 
Hungary (+5.7%) have especially dynamic growth 
rates. For Croatia and Bulgaria as well as the Baltic 
states, we expect turnover increases in stationary 
retail between 4.0% and 5.5%. Turnover growth 
of 5.3% is also anticipated for Poland due to the 
appreciation of the zloty as well as income and 
price increases. 

Stationary retailers in the western and south-
ern EU-28 nations have been facing significant 
pressure for years now from online retail growth. 
But promising economic data among other factors 

growth in the  
EU-28 in 2016 
(excluding UK: +2.2%)

support a prognosis for increasing growth rates in 
stationary retail, albeit at a significantly reduced 
level. Examples include the populous economies 
of Germany (+1.0%), France (+2.0%) and Spain 
(+2.9%). 

After two years of declining turnover, station-
ary retailers in Greece can again breathe more 
easily. We anticipate a slight increase of 1.0% for 
2017. But consumers are uneasy due to the high 
unemployment as well as the country’s financial 
dependence on its creditors. As a result, con-
sumers’ income expectations and propensity to 
spend were low at the year’s end. Purchases in 
excess of basic needs continue to be difficult for 
the majority of Greece’s population.

Store retailers in Turkey are struggling due to the 
political tensions, the referendum on constitution-
al change, increasing unemployment and declin-
ing foreign investment and tourism. Even so, we 
expect a 2017 turnover increase of 5.5% in the 
national currency, driven by a forecasted inflation 
rate of 8%. But we forecast a decline of -13.2% 
in euros due to the substantial devaluation of the 
Turkish lira. 

*  All rates are based on nominal euro values, meaning they have not been adjusted 
for inflation.
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Romania:
9,8%
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Romania:
0,70 sqm / capita
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SALES AREA PRODUCTIVITY IN 2016

+0.9%

Sales area productivity (gross turnover per m2 of 
sales area) is an important gauge of the turnover 
potential of retail locations. This value is influ-
enced both by internal, retailer-specific factors 
such as retail format and brand strength as well as 
external factors such as location quality, competi-
tor intensity, and purchasing power in the catch-
ment area. 

Due to the growth of online retail 
and other factors, many chains 
were forced to consolidate their 
store networks in recent years. 
For example, in Germany this 
applies to clothing retailers such 
as Esprit, Gerry Weber and Tom 
Tailor. Even so, online growth is 
already slowing in the mature 
markets of Western Europe 
depending on the degree of 
product group saturation. For 
example, online turnover from 
books and e-books even declined 
slightly throughout Germany in 
2016. Growth in the toy segment 
also slowed significantly. Both 

more sales area 
productivity  
in the EU-28  
(excluding UK)

consolidations and decreased growth in online 
retail positively impact sales area productivity for 
stationary retail. 

If Great Britain is excluded due to the exchange 
rate disparity, sales area productivity increased 
by +0.9% in the EU-27, which, in many cases and 
in grocery retail in particular, is also associated 
with proactive and ambitious attempts to attract 
consumers through improved offerings.

As in previous years, the highest sales area 
productivity was achieved in Luxembourg, 
 Switzerland, Norway and Sweden. By contrast, 
last-ranked Ukraine had less than 27% of the 
sales area productivity of Luxembourg. 

Positive trend continues

Geomarketing

EUROPEAN RETAIL IN 2017 | 17

Sales area productivity, 2016

across-magazine.com/gfk2017 | EUROPEAN RETAIL IN 2017 | 16

RETAIL TURNOVER IN 2016

GfK study on key retail indicators: 2016 review and 2017 forecast 
EUROPEAN RETAIL IN 2017 | 17

Sales area productivity, 2016

16 | EUROPEAN RETAIL IN 2017

SALES AREA PRODUCTIVITY IN 2016

+0.9%

Sales area productivity (gross turnover per m2 of 
sales area) is an important gauge of the turnover 
potential of retail locations. This value is influ-
enced both by internal, retailer-specific factors 
such as retail format and brand strength as well as 
external factors such as location quality, competi-
tor intensity, and purchasing power in the catch-
ment area. 

Due to the growth of online retail 
and other factors, many chains 
were forced to consolidate their 
store networks in recent years. 
For example, in Germany this 
applies to clothing retailers such 
as Esprit, Gerry Weber and Tom 
Tailor. Even so, online growth is 
already slowing in the mature 
markets of Western Europe 
depending on the degree of 
product group saturation. For 
example, online turnover from 
books and e-books even declined 
slightly throughout Germany in 
2016. Growth in the toy segment 
also slowed significantly. Both 

more sales area 
productivity  
in the EU-28  
(excluding UK)

consolidations and decreased growth in online 
retail positively impact sales area productivity for 
stationary retail. 

If Great Britain is excluded due to the exchange 
rate disparity, sales area productivity increased 
by +0.9% in the EU-27, which, in many cases and 
in grocery retail in particular, is also associated 
with proactive and ambitious attempts to attract 
consumers through improved offerings.

As in previous years, the highest sales area 
productivity was achieved in Luxembourg, 
 Switzerland, Norway and Sweden. By contrast, 
last-ranked Ukraine had less than 27% of the 
sales area productivity of Luxembourg. 

Positive trend continues

Geomarketing

EUROPEAN RETAIL IN 2017 | 17

Sales area productivity, 2016

across-magazine.com/gfk2017 | EUROPEAN RETAIL IN 2017 | 16

Romania:
Less than 2.500 EUR / sqm



TOPICS

WHAT ARE THE NEXT HOT SPOTS? WHAT ARE THE TRENDS?

IS THERE PLACE FOR MORE RETAIL IN BUCHAREST?

ARE NEW BRANDS COMING?

IS THE CONSTRUCTION MARKET OVERHEATED?

DOES / CAN THE STATE PLAY A ROLE IN THE DEVELOPMENT?



SESSION 1:
WHERE TO INVEST RESOURCES IN RETAIL? 

Refurbishment	and	optimisation



REFURBISHMENT 
FROM SALES AREA TO 
LIFESTYLE DESTINATION



“Refurbishment is not a trend, it’s 
the duty of the asset manager”

Stephan Austrup, ICSC European Retail Asset Management Group



DECISION FACTORS

Internal

§ Age

§ Wear & Tear

§ Lifetime cycle of equipment

§ Cost structure

External

§ Changing trends / consumer 
needs

§ Changing tenant landscape

§ Competition

§ Changes in market share

§ Modifications in the 
surrounding

§ Changes in regulations 
(i.e. safety)

“prioritizing the 
wants and needs of 
customers”



KEY COMPONENTS OF A REFURBISHMENT

Repositioning

Re-anchoring

Tenant engineering

Redesign

Extension

“food and 
entertainment are 
becoming vital”



ENERGY CONSUMPTION

Source: BCA Building Energy Benchmarking Report,
Singapore Building and Construction Authority, 2014

kWh / m2 / year

Commercial Buildings Shopping Centers

§ Energy usage ranges worldwide 
from 200 – 600 kWh / m2 / year

§ Major differences between counties 
cold not be established

§ Construction type, the type of usage 
and the year they have been build 
play a major role

§ Entertainment – high-tech cinemas, 
ice-skating facilities, large 
aquariums have the most impact

§ The target for energy efficient 
centers is to reach a consumption of 
less than 200 kWh/m2

Source: Appraisal and Evaluation of Energy Utilization 
and Efficiency in the Kingdom of Saudi Arabia, 2014



TOPICS

WHAT ARE THE KEY COMPONENTS TO INVEST RESOURCES IN?

IS ENERGY CONSUMPTION A REAL CONCERN?

WHAT ARE THE TECHNOLOGIES TO CONSIDER?

SMART RETAIL / SMART PROPERTY MANAGEMENT



CONTACT

BUILDING EXPERTS

OFFICES

www.rec-partners.eu

FRANKFURT
Bockenheimer Landstraße 66

60323 Frankfurt am Main

+49 69 348 770 20

COLOGNE
Friesenstraße 50

50670 Köln

+49 221 643 07 30

BUCHAREST
Iulia Hasdeu 3

010835 Bucharest

+40 21 310 66 88

info@rec-partners.eu

ABOUT US

REC Partners is an international team of engineers, 

architects and economists, supporting clients all 

over Europe to develop, operate or improve real 

estate properties of over 10 million sqm. We are 

specialized in strategic building design, technical 

consultancy and revitalisation of existing buildings.

OFFICES

FRANKFURT
Bockenheimer Landstraße 66

60323 Frankfurt am Main

+49 69 348 770 20

COLOGNE
Friesenstraße 50

50670 Köln

+49 221 643 07 30

info@rec-partners.eu

BUCHAREST
Iulia Hasdeu 3

010835 Bucharest

+40 21 310 66 88

THANK YOU


