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In April 2014, we surveyed 21,000 
consumers in 20 European countries, 
as well as in South Africa, to discover 
where and how they shop for non-
food – particularly in relation to their 
changing expectations of different 
types of shopping destinations. 

Building on pioneering work undertaken  
by us in 2011 and 2013, we were particularly 
interested in understanding: 

•  What consumers want from their  
shopping experience

•  The role that shopping destinations  
of different kinds play in this

•   The changing way in which the  
consumer manages the online and  
in-store world 

•   The differences that exist between  
countries and the explanations for them

Ultimately, we want to understand how 
shopping destinations and those involved in 
their development and management need to 
adapt to maintain or win market share in an 
environment of dynamic change. What are 
the differences in experience, attitudes and 
expectations that exist across Europe, why do 
they exist and will they eventually converge?

This report presents initial findings from the 
survey in relation to shopping centres and 
has been produced to support our 2014 
Shopping Centre Forum in Berlin. It will be 
the first of a series of reports to draw upon 
this extensive data.
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Price, cleanliness and security top the list of factors 
that consumers expect to be present. This is true 
for all countries in all kinds of shopping centre and 
substantiates the findings of our previous 2013 
survey. For shopping centre managers, these are 
essential, qualifying criteria that must be in place to 
meet consumers’ basic needs. The provision of a 
range of retailers, parking facilities and reassurance 
on security and personal safety are also ranked as 
important. Shoppers also see independent retailers, 
the presence of specific retailers, the fact that a 
centre is covered and that there are a range of 
services such as banks as being ‘fairly important’.  
In contrast to these, entertainment facilities and 
events are seen as relatively less important.
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3 Fairly important

Given that the contemporary ‘battleground’ for 
shopping centre market share increasingly focuses 
on food services, entertainment services and events 
– designed to create compelling experiences for 
shoppers – and that large amounts of investment 
have been made in this space, this outcome might 
seem disappointing. However, when we look 
in more detail, we find that not only particular 
countries but also particular age groups see these 
features as compelling.
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Note: Excludes ‘don’t know’
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3 Fairly important

“ How important are  
the following factors in a 
non-food shopping trip?”

Price
Cleanliness

Convenience
Security
Parking

Free parking
Range of retailers

Information points/signage
Specific retailers

Range of services
Being covered

Presence of independent shops
Presence of a hypermarket/supermarket

Environmental business practices
Size of shops

Good place to meet friends/spend time
Presence of a department store

Presence of one or two large fashion shops
Extensive range of catering facilities

Coffee shops
Free Wifi

Good quality restaurants
Entertainment facilities

Hosting of events
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We can identify three distinct clusters of countries*. 
Shopping centre socialites in 5 European countries 
including Turkey, Spain and Italy see shopping 
centres as ‘good places to meet friends’. Such 
consumers are also more keen on good quality 
restaurants, cinemas and free Wi-Fi than our 
survey average. By contrast, a second cluster of 
consumers, largely to be found in Scandinavian 
countries, seem somewhat more utilitarian in 
being focused relatively more on cleanliness, and 
on the retail offer – notably the range of retailers, 
the presence of both independent retailers and 
department stores. These consumers are relatively 
less attracted by the additional activities that  
might be offered by centres. These two clusters  
can be distinguished from what we might call  
the European mainstream consumer.
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Shopping  
centre socialites
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Romania
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Ireland

Utilitarian  
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Russia
Switzerland

*Country clusters
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“ What makes a shopping  
centre attractive?”
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“ What makes a shopping  
centre attractive?”  
Young vs Old 

  18-24 year olds
  55-64 year olds
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Different expectations by age are also apparent 
from our research. As we might expect, younger 
age groups appreciate some of the social aspects 
of shopping centres much more than older groups 
– including meeting friends and taking advantage  
of services – notably entertainment services such  
as cinemas and free Wi-Fi. Because such groups 
tend to use public transport more, they are less 
concerned with parking. Interest in services 
generally appears to decline with age overall. 
Naturally, the 55-64 age group tend to look  
for covered shopping centres with free parking, 
information points, presence of independent  
shops and favour cleanliness over price.
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The type of centre consumers visit most 
often has a clear effect on the factors that 
are important to them in centre choice. 
 
Those choosing large covered shopping centres 
choose them on the basis of the presence of specific 
retailers and the larger size of shops, as well as for 
their social and services role, particularly in respect 
of catering and entertainment services. Parking 
facilities are also valued. However, whilst High 
Streets will be chosen for their range of retailers, 
particularly fashion shops and independents, good 
parking and abundant services are not as frequently 
mentioned in the choice of these kinds of centres. 

Smaller covered centres fall somewhere in between 
the two in relation to the essentials and for retail 
provision, but are noticeably closer to High Streets 
in low scoring for any social, entertainment and 
services roles. And, as their size indicates, they  
are not chosen for their large range of retailers.

Finally, the presence of anchor tenants such as 
department stores and supermarkets provides an 
important way of differentiating centres. Similarly, 
Dutch, Italian, Swiss and Spanish consumers appear 
to value supermarket anchor tenants relatively more 
than other factors when making a choice of centre.
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“ What makes a shopping  
centre attractive?”  
Differences by type of centre 
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European Average 
Almost half of all Europeans have a preference 
for larger covered shopping centres

Gender 
Women are slightly more likely than men to use 
an uncovered centre or high street location

  A large, purpose-built covered shopping centre
 A covered but smaller centre
  An uncovered centre or high street

47%

28%

21%

49% 46%

28% 29%

19% 23%

Age 
The preference for smaller, covered shopping centres increases with age

38%

35%

23%

55-64 65+

36%

33%

26%

45-54

42%

31%

22%

35-44

49%

28%

20%

25-34

53%

25%
19%

18-24

55%

23%
19%

Location
The types of centre used reflect the structure of the shopping offer in different markets

Rest of Western EuropeScandinavia Eastern Europe

45% 35%28% 28%21% 34% 54% 36% 5%

Income
Higher income households favour larger shopping centres

MiddleHigh Low

54% 44% 42%
25%

32%

30%

19%

21%

22%

Note: Excludes ‘don’t know’
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1 in 2 consumers (47%) use a large, 
purpose-built covered centre as their 
most often visited non-food destination, 
whilst 1 in 5 identified a high street or 
uncovered centre. The balance (28%) 
identified a smaller, covered centre  
of fewer than 50 shops. These choices 
very much reflect the distribution of 
existing shopping centre stock and  
the development and regulatory 
environment in the markets concerned.

Large covered centres were particularly favoured  
by 18-34 year-olds and amongst those consumers 
on higher incomes. Eastern European countries, 
Turkey, South Africa and Spain (all markets in which 
substantial new development has been seen) also 
tended to favour large covered centres over much 
of the rest of Western Europe, notably Belgium  
and the Netherlands.

Smaller covered centres were most popularly 
chosen by over 55’s, those on middle to low-
incomes, as well as by consumers in Hungary, 
Switzerland and France – again reflecting the 
existing distribution of development.

Uncovered centres or High Streets were most  
likely to have been favoured in the Netherlands  
and Belgium, where the development environment 
has not supported the growth of large covered 
centres. Consumer groups mentioning these types 
of centres were also generally older.

“ What type of centre do 
you most often visit for 
non-food shopping?”
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Convenient access remains a critical factor 
for consumers when choosing where to 
shop, suggesting that smaller shopping 
centres and high streets will continue to 
play an important role. 
  
Almost half (49%) of consumers travel 15 minutes 
or less to their most often visited non-food shopping 
centre and, as we might expect, larger centres tend 
to be on average further away than smaller or 
High Street locations. This average conceals high 
variation between countries, however.

The highest proportion of local shopping for non-
food is conducted in Norway, the Netherlands, 
Austria, Sweden, Denmark and Switzerland; the 
least in the Czech Republic, Turkey, Poland and 
Russia. But in some countries, such as Norway, 
Sweden and South Africa, a polarisation can 
be seen between the high proportion of local 
(predominantly urban) shoppers and larger rural 
hinterlands in which a larger minority of journey 
times are longer – perhaps two hours or more  
in some cases.
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“ How long does  
your journey take  
on average?”

  1-5 mins
  6-15 mins
  16-30 mins
  Over 30 mins

0% 20% 40% 60% 80% 100% 

Norway 
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Denmark 

Switzerland 

Spain 

Sweden 

Austria 

Germany 

South Africa 

Italy 

France 

Greece 

European
average

Romania 

Belgium 

Poland 

Russia 

Ireland 

Great Britain

Hungary 

Czech Republic 

Turkey 
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Note: 
Excludes 
‘stayed 
about the 
same’

“ Which types of shopping centre 
have changed the most?”

Large 
covered centre 

Smaller 
covered centre 

Uncovered /
High street 

All centres 

23.4

28.6

-3.4
-0.8

13.5

26.1

-5.9

-1.4

10.2

20.4

-10.1

-3.2

17.1

25.5

-5.5 

-1.6

-20% 

-10% 

10% 

30% 

50% 

0% 

20% 

40% 

60% 

  Got a lot better
  Got a little better
  Got a little worse
  Got a lot worse
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40% of consumers report that their 
shopping centre has improved over  
the past three years.

Consumers report welcome improvements in the 
shopping centres to which they have access. Over 
four out of ten consumers have seen their centres 
improve over the past three years. The biggest 
improvements have been noticed in large, purpose-
built covered centres, where almost 1 in 4 felt that 
such centres had got ‘a lot better’. Although smaller 
covered centres were seen as improving far more 
than high streets or uncovered centres, where only 
1 in 3 saw any improvement, smaller centres lagged 
behind larger ones. Further, smaller covered centres 
were seen by many consumers to have marked 
time, with 45% reporting having seen little change 
over the previous three years.

The biggest improvements have been seen in  
South Africa, Turkey, Romania, France and Poland 
– with consumers contrasting large amounts of new 
build in these markets with earlier, more traditional 
shopping provision. In the case of France, it is  
clear that consumers have recognised the extensive 
shopping centre refurbishment that has taken place 
in that market over the past three years. Indeed, 
the reported improvement score in France was half 
as much again than that of Great Britain. Twice 
as many consumers as average (5%) in Russia 
(8%), Poland (9%) and Romania (10%) reported 
that they had changed their preferred shopping 
centre over the period, compared to only 1% in the 
Netherlands. However, there were substantial groups 
of consumers who claimed not to have witnessed 
any improvement in their preferred shopping centres: 
in Hungary (73%), Denmark (69%) and in Great 
Britain and Greece (68%). In both the Netherlands 
and Great Britain, 17% of consumers felt that their 
shopping centre of choice had got worse, rather 
than better.
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26%

27%

22%

20%

11%

8%

9%

-48%

20%

18%

12%

11%

4%

6%

3%

-60%

15%

12%

9%

8% 

3%
3%
2%

-69%

-50% 

0% 

50% 

100% 

Large, purpose-
built covered

Smaller 
covered 

Uncovered /
High street 

We asked consumers to report on the 
extent they had seen particular types of 
improvement. 1 in 5 reported that the 
centre they visited most often had seen 
either a renovation and/or an increase  
in the size of the centre. 1 in 6 had  
seen the addition of either international 
brands or new catering facilities. 
Improvements in international brands  
were noticed more by those on higher 
incomes (19%) than on lower incomes 
(12%). However, only 6-7% had seen  
either more entertainment facilities,  
or were aware of more events being 
introduced, although this improvement  
was more likely to have been seen by 
18-24 year-olds than 55-64 year-olds.

It is the biggest centres that are more  
likely to have been seen by consumers  
to have invested in renovation (26%)  
and extension (27%). Such centres were 
also much more likely to have seen an 
increase in international branded retailer 
presence than either smaller covered 
centres or high streets.

  More events
  Introduction of free parking
  More entertainment facilities
  More / better catering facilities
   Addition of new  
international brands
  Size increase / more shops open
  Renovation of the centre
  None of these

“ Specific areas 
of improvement 
observed”

Note: Percentages may not sum 
to 100% because respondents may 
report more than one method.
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The countries in which consumers reported the 
highest levels of shopping centre improvement 
of all kinds were: South Africa, Turkey, Romania, 
Russia and Poland. The fewest of these specific 
improvements to be observed were in Hungary,  
the Netherlands, Denmark and Great Britain. 

International branded retailer additions were  
seen most in South Africa, Romania and  
Poland; least in Denmark & the Netherlands  
(6%), Norway & Sweden (10%) and Great  
Britain & Hungary (11%). Below average levels  
of improvement in catering or entertainment  
facilities were reported by consumers in  
Belgium, Germany and the Netherlands. 
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*Percentages may not sum to 100% because respondents may report more than one method.
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Specific 
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Renovation of the centre

New international brands

More events 

None of these

Increased size

More/better catering facilities

More entertainment facilities

Introduction of free parking£

“ Specific improvements  
seen in shopping centres ”

Note: *Percentages may not sum to 100% because 
respondents may report more than one method.

None of these
Renovation of the centre
Increased size
New international brands
More/better catering facilities
More entertainment facilities
Introduction of free parking
More events 

£
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Shops still play a critical role in browsing 
and buying behaviour, whilst mobile 
devices are still a minority pursuit.

Our research confirms that consumers  
are comfortable with juggling a range of channels 
in the research and buying process, but that store 
visits still dominate when buying non-food products, 
with nearly 90% of consumers reporting visiting a 
shopping centre. A significant minority of between 
11-22% of consumers used their tablets and 
smartphones at all stages in the buying process. 
Younger people tended to use smartphones; tablets 
were more favoured by middle-aged consumers.

The markets most in favour of shops over online 
in buying are Hungary, Belgium, South Africa 
and Spain. Mail order is still a feature in Austria, 
Germany, Switzerland & Romania. Smartphone 
buying is above average in Denmark, Great 
Britain, Ireland, Norway and Turkey; but below 
the survey average in Belgium, Hungary and  
the Netherlands.

Price comparison activity is dominated by  
online channels, as we might expect, but nearly  
half of our consumers also reported visiting 
shops for this purpose.

cbre.eu/retail24



12% 11% 11% 60% 87%

12% 17% 22% 79% 49%

12% 14% 16% 61% 64%

11% 16% 19% 77% 58%

“ Which methods  
do you use now?”

When looking for something specific I...

When checking prices or product details I...

When buying products I...

When browsing generally for products I...

  
Use a 
catalogue / 
mail order

  
Go online  
on a tablet

  
Go online on 
a smartphone

  
Visit a shop

  
Go online  
on a desktop / 
laptop

Note: Percentages may not sum to 100% because 
respondents may report more than one method.
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Consumers report extensive interaction 
between their online and in-store activity. 

Whilst physical shops still dominate consumers’  
non-food shopping activity, with respondents 
reporting visiting shops on average 39 times a  
year (more than 43 times a year in the case of  
large covered shopping centres), a significant 
minority are quick to take advantage of the ways  
in which online and in-store can interact.

Consumers already report conducting on  
average 7 ‘click and collect’ activities a year  
(9 times a year if their most often visited shopping 
centre is a large, covered one). Cross-selling 
opportunities also present themselves: buying 
something else while picking up an online order 
from a store appears to occur 7 times a year.  
Use of social networking sites for feedback and 
comments on products is happening on average 
19 times a year – even more so for those choosing 
large covered centres, where a shopping centre  
app is also used relatively frequently.

However, the importance of an effective  
multi-channel offer by retailers can be seen  
in the 12 times a year that consumers report 
comparing product prices on a mobile  
phone whilst in the store. 
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“ Frequency of non-food  
shopping related activity  
(times per year)”

£
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9       10      17     24      11  

£

SMALLER COVERED

38
    

 12      
 5         5         9     15       6 

£

39
    

 15      
 7         7        12    19       8 OVERALL AVERAGE

£

UNCOVERED/HIGH STREET36
    

 13       
4         4        8     14       3 

Go into shops

Order products online

Order products online and pick them up in store

Buy something else when picking up an online order

£ Compare prices on a mobile phone when in or around a store

Use social networking for feedback and comments on products

Using a shopping centre app

Go into shops
Order products online
Order products online and pick 
them up in store
Buy something else when picking 
up an online order
Compare prices on a mobile 
phone when in or around a store
Use social networking for feedback 
and comments on products
Using a shopping centre app

£
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We asked consumers to indicate whether  
they agreed or not with some leading 
statements about the future of retailing  
and shopping centres. 

We asked whether, in choosing where to go  
on a non-food shopping trip, consumers thought 
about the overall experience of where they shop, 
rather than just the choice of shops. Over half (53%) 
agreed that they did. Most strongly supportive were 
consumers in South Africa (74%), Romania (67%), 
Turkey (65%) and France (64%). Only Scandinavia 
and Hungary, with less than 40%, agree with this 
statement, along with those on lower incomes 
(48%). Users of large, purpose-built covered  
centres felt particularly strongly (59%).

We asked whether big regional shopping centres 
would be the only places worth shopping at in  
the future. Whilst 4 in 10 consumers disagreed,  
with particularly strong opinions in Denmark  
and Norway and amongst older consumers,  
there was a large minority of 28% who agreed  
with the statement. We find these respondents 
particularly in Turkey (47%), Romania (45%),  
South Africa (41%), Poland & Italy (37%) and 
amongst higher income households.
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When I choose where to go shopping, I think about the overall experience,  
not just the choice of shops:

18% 7%36% 13%25%

Big regional shopping centres will be the only places worth going to shop at in the future:

8% 17%20% 23%29%
A smaller centre can’t compete with online for my shopping needs:

10% 13%21% 21%31%

  
Agree 
strongly

  
Tend to 
agree

  
Neither agree 
nor disagree

  
Disagree 
strongly

  
Tend to 
disagree
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Finally, we asked whether smaller shopping centres 
could compete with online. Most of the countries 
and demographic groups thought that they could. 
Consumers in Hungary, Switzerland, Austria and 
Belgium were particularly optimistic, although 
Southern and Eastern European markets, together 
with respondents from Great Britain, were not so 
convinced – which may reflect the less attractive 
nature of existing and older secondary centres in 
those markets. And some key groups – notably  
25-34 year olds and higher income respondents – 
were also more pessimistic.
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-6.1%
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-14.2%
-15.3%

-17.5%
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-30%

3.8%
9.4%

13.6%
15%
16.5%

20%Turkey
Greece

Romania
Great Britain

Russia
Poland

Aged 25-34
High income

Ireland
Male

Aged 35-44
Aged 18-24

Italy
Eastern Europe

South Africa
Europe Big 5

France
Czech Republic

Total
Sweden

Netherlands
Middle income

Germany
Low income
Aged 45-54

Female
Total Western Europe

Scandinavia
Denmark
Aged 65+
Norway

Rest of Western Europe
Spain

Aged 55-64
Austria
Belgium

Switzerland
Hungary

“ A smaller shopping centre 
can’t compete with online  
for my shopping needs”

Yes it can No it can’t
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This report reveals how shopping 
centres will need to adapt to win 
market share based on current  
and predicted shopper behaviour 
around Europe. In forthcoming 
publications we will focus on how 
the survey results relate to specific 
countries and demographic groups 
and the changing way in which 
consumers manage the online  
and in-store world.
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EMEA RETAIL

 
Peter Gold 
Europe, Middle East  
and Africa (EMEA)

t: +44 20 7182 2969 
e: peter.gold@cbre.com

Survey Definitions

The survey was conducted using online consumer panels. The findings therefore represent the emerging 
behaviour of this important and fast-growing segment of all markets, but may not fully represent consumer 
behaviour in markets with low online penetration. The survey is based on shopping trips for non-food items 
such as clothes, shoes, jewellery etc. but is referred to as “non-food” in this report.

AGE RANGE
the sample varied by country, as follows: 
–  18+: France, Germany, Great Britain, Italy, Spain
–  18-65: Austria, Belgium, Denmark, Ireland, The Netherlands, Norway, Sweden, Switzerland
–  18-59: Hungary, Poland, Russia
–  18-55: Czech Republic, Romania
–  18-50: Greece, South Africa, Turkey

EUROPEAN AVERAGE 
Each country has an equal weighting 

COUNTRY GROUPINGS  
–  Europe Big 5: France, Germany, Great Britain, Italy, Spain
–  Scandinavia: Denmark, Norway, Sweden
–  Rest of Western Europe: Austria, Belgium, Ireland, The Netherlands, Switzerland
–  Total Western Europe: Austria, Belgium, Denmark, France, Germany, Great Britain, Ireland, Italy,  

The Netherlands, Norway, Spain, Sweden, Switzerland
–  Eastern Europe: Czech Republic, Hungary, Poland, Romania, Russia
–  Other: Greece, South Africa, Turkey

Disclaimer 2014 CBRE

CBRE has taken every care in the preparation of this report. The sources of information used are  
believed to be accurate and reliable, but no guarantee of accuracy or completeness can be given.  
Neither CBRE, nor any CBRE company, nor any director, representative or employee of CBRE company, 
accepts liability for any direct or consequential loss arising from the use of this document or its content.  
The information and opinions contained in this report are subject to change without notice.

No part or parts of this report may be stored in a retrieval system, or reproduced or transmitted in any 
form or by any means electronic, mechanical, reprographic, recording or otherwise, now known or to  
be devised without prior consent from CBRE.

EMEA RESEARCH  
AND CONSULTING

Neil Blake, Ph.D. 
Head of Research,  
UK and EMEA

t: +44 20 7182 2133 
e: neil.blake@cbre.com
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