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InTroDuCTIon
Total shopping centre floorspace in Europe is estimated to rise to 161.4 million sq.m by 
the end of 2014, a 4.5% increase year-on-year. While Western Europe accounts for 
65% of total built GLA, development activity in Central and Eastern Europe (CEE) 
reached 1.4 million sq.m in H1 2014, over double the 637,000 sq.m added to the 
Western European market. Russia and Turkey alone accounted for 1.1 million sq.m of 
added space in H1, as developers aim to catch-up with the Western European market, 
focusing on larger centres that serve a wide catchment area. Conversely, other CEE 
markets such as Latvia and Lithuania have experienced more restrained growth due to 
the effects of depopulation.  

Development activity in Western Europe has been characterized by ongoing demand 
for large, dominant centres that have sophisticated leisure and dining concepts, with 
smaller shopping centres being expanded to meet consumer requirements. The rise 
of multichannel retailing has also played a vital role in developer strategy, with many 
testing new technologies to make the customer journey from a virtual to physical 
retail environment as seamless as possible. In these markets, shopping centres are 
becoming destinations in themselves, allowing consumers to interact with a diverse 
range of retailers, find that much needed leisure time and choose from a wide range of 
dining concepts.

Total European investment volumes climbed by 16% to €12.5 billion at the end of Q3, 
with the big three – the UK, France and Germany – recording a combined investment 
volume of €7.75 billion. A short supply of high-quality stock has heightened demand 
from both domestic and international players, whilst further polarising primary and 
secondary markets. Investment in the CEE region has declined significantly from Q1 
onwards, as investors remain apprehensive over political tensions. However, 
opportunistic players are viewing undersaturated markets such as Sofia and Bucharest 
with renewed interest, as prime centres in secondary markets are perceived to hold 
increasing value.

Shopping centre development in Western Europe has been boosted by the uplift in consumer 
sentiment so far in 2014, with major markets like France, Germany, Italy, Spain and the UK seeing 
a marked increase in the number of large schemes, particularly super-regional centres. 

BIGGer IS BeTTer 

Large-scale, upmarket centres are at the forefront of developer activity 
in Western Europe, with new super-regional centres set to dominate the 
market over the more traditional schemes. The popularity of UK 
super-regional shopping centres such as Bluewater and the intu Trafford 
Centre is being replicated across Western Europe, with the completion 
of The Mall of Berlin (total GLA 210,000 sq.m) in H2 2014 and phase 1 
of Westfield Milan at 170,000 sq.m anticipated to open in 2017. 

Extensions and refurbishments have also been characterized by a desire 
for larger, high-quality schemes with increased cultural and social 
offerings. One of the most innovative proposals is the 15,000 sq.m 
extension of the Forum des Halles centre in Paris, which will expand its 
library and conservatory to twice their original size, alongside the 
addition of a hip-hop centre and workshop space for aspiring artists. 
Hypermarkets such as Carrefour Amiens are also trying to modernise 
and expand their centres to meet consumer demand for new, exciting 
retailers, with a 12,000 sq.m extension of expected to finalise in 2015.

MARKET SIzE

Total shopping centre floorspace totals 107.1 million sq.m in Western 
Europe as of 1st July 2014. France has retained its number one spot for 
total shopping centre GLA (17.6 million sq.m) and separately for its 
development pipeline, with 904,000 sq.m currently under construction 
and due for delivery in H2 2014 – 2015. The UK comes in second for 
total GLA (16.98 million sq.m) but is overtaken by Germany, Italy and 
Sweden for development activity in H2 2014-2015. 

Shopping centre development in H1 2014 surpassed activity levels in the 
comparative period last year, with 637,000 sq.m of shopping centre 
space delivered to the Western Europe retail market, across 24 new 
schemes and 15 extensions. A further 47 new shopping centres and 45 
extensions are expected to finalise in H2 2014, totalling 1.09 million 
sq.m, less than half the total space added in H2 2013. Nevertheless, 
development is expected to escalate again in 2015, with just under 2.1 
million sq.m anticipated to be added to the market, of which 80% will be 
new schemes.
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WESTERN EUROPE: TOP 10 COUNTRIES FOR PIPELINE DEvELOPMENT IN H2 2014-2015

   Source: Cushman & Wakefield. Graph is for illustrative purpose only.   Source: Cushman & Wakefield
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poTenTIaL GrowTH on THe waY

Outside Western Europe’s major retail hotspots, other markets have seen more 
subdued growth, often due to restrictive planning regimes or a slower recovery from 
the financial crisis. Belgium may have three major new projects in the future pipeline, 
but only the Docks Bruxsel scheme is currently under construction and due for 
delivery in 2016 (41,000 sq.m), whilst the Uplace and Mall of Europe schemes are 
currently facing permit appeal procedures, political debate and delays in Belgium. With 
just 7,000 sq.m of shopping centre GLA expected to finalise later this year due to the 
extension of the Jumbo hypermarket in Setubal, shopping centre development is still 
constrained in the early phases of economic recovery. 

Nevertheless, developers appear to be gaining confidence in the Portugese market 
for example, with many less geared toward cost reduction and downsizing solutions. 
Shopping centre development continues to lag behind in Greece, with just 606,125 
sq.m of shopping centre stock currently on the market and no projects under 
construction. However, the limited availability of high street units over 500 sq.m has 
compelled international anchors to turn to shopping centres, and steady visitor 
numbers during the financial crisis has embedded their importance within the retail 
market. Plans for the new Hellinnikon centre (the former Airport of Athens) by 
Lamda Development will be amongst the largest retail developments in the greater 
Mediterranean area, although planning is still in the early stages.

SHoppInG CenTre InVeSTMenT on THe rISe

Total shopping centre investment volumes reached €11.2 billion from Q1-Q3 this 
year, a 60% y/y increase. The big three – the UK, France and Germany – once again 
saw the most activity, accounting for 69% of all shopping centre investment 
throughout Western Europe. The UK in particular has led the way for investment 
activity in Western Europe, with over €4.7 billion transacted between Q1-Q3, with 
standout deals such as Land Securities’ 30% stake in Blue Water for £656 million 
(approx. €837 million) and the purchase of 40% of High Cross Leicester by 
Hammerson for £172 million (approx. €219.5 million). 

Key deals in France include the sale of the Beaugrenelle scheme in Paris to Apsys, 
Fonciere due Rond Point and Michael Benabou for €700 million, and Hammerson’s 
75% stake in the Saint Sebastian shopping centre in Nancy for €177.1 million, a 
continuation of its involvement with urban regeneration in France. In Germany, the 
most significant deal was Unibail Rodamco's 50% stake in the CentrO shopping 
centre in Oberhausen for €535 million, followed by Allianz RE Germany’s purchase of 
the luxury Kö-Galerie centre in Dusseldorf for €300 million. As quality supply 
dwindles and prime and secondary assets become more polarised, investors continue 
to target large high-quality centres within these markets, particularly those located in 
major cities or dominant regional schemes with large catchment areas. 

Some of the strongest investment growth has been seen in markets such as Spain, as 
investors are prepared to look further up the risk curve and consider a broader 
range of markets. Spain has seen a 1026% increase in investment activity y/y, with the 
total for Q1-Q3 standing at €1.11 billion, on a par with the French market. 
International demand has intensified throughout the year on the back of strong 
economic growth, with over half the total investment volume coming from investors 
outside of Spain. Major deals include TIAA Henderson’s recent purchase of the Islazul 
shopping centre in Madrid for €230 million and a €153 million deal for the El 
Boulevard scheme in vitoria by Nationale Nederlanden.
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multichannel strategies

As internet sales continue to rise throughout Western Europe, shopping 
centre developers are now trialing new digital innovations to enhance 
their approach to multichannel retailing. Developers ECE have launched 
two Future Labs in which several new technologies will be tested, 
including an app with a points and voucher system, a 3D guiding system 
‘Your Way2go’ and ‘Info Gate,’ where staff answer visitor questions via a 
live stream. Other developers such as Sonae Sierra have already launched 
online discount platforms such as PromoFans in Portugal and Spain, which 
alerts shoppers about in-store discounts. Similarly, the Kudos app was 
launched in the UK’s High Cross Leicester and The Oracle (Reading) 
shopping centres, where consumers register to receive in-store discounts 
for products of their interest, with participating retailers such as Levis, 
Nandos and Debenhams. 

Social media has also become an essential component in allowing 
consumers to engage with shopping centres. For example, intu Watford 
launched the digital piano bridge, encouraging shoppers to tweet about 
their experience. Intu Watford and intu Lakeside also have plans to pilot 
giant tablet-like screens on which shoppers can purchase products and 
then pick them up in-store, supported by the centres’ free Wi-Fi network.

One of the most potentially influential technological developments in 
retail are ‘Beacons’, supported by Bluetooth Low Energy powered devices. 
Beacons are able to track smartphones and send location-specific deals, 
discounts, recommendations and rewards to consumers. This technology 
was largely tested in the US in stores such as Macy’s in November 2013, 
but in March 2014, ‘TagBeacons’ were rolled out in Eastleigh’s Swan 
Centre by tech start-up TagPoints. It has been aligned with the Swan 
Centres’ SmartRewards loyalty app and as customers arrive at the centre 
they receive 10 points towards their loyalty account which can be used in 
conjunction with retailers’ discount offers. 
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MARKET SIzE

Total shopping centre GLA reached 53.5 million sq.m in CEE in H1 2014. Russia has 
the most shopping centre stock in the region by quite some margin, with 17.5 
million sq.m of floorspace, and a further 4.57 million sq.m in the pipeline expected 
to be delivered between H2 2014-2015. Turkey is in second place for total built 
shopping centre floorspace, with 9.5 million sq.m, closely followed by Poland with 
9.3 million sq.m. 

Shopping centre development in H1 2014 exceeded activity in the same period last 
year, with 1.4 million sq.m of shopping centre space delivered to the CEE retail market, 
across 15 new schemes and 15 extensions/refurbishments, albeit falling short of the 2.1 
million sq.m of development activity in H2 2013. A further 17 new shopping centres and 
15 extensions/refurbishments are expected to complete in H2, totaling 3.9 million sq.m, 
an 85% increase on the total space added in H2 2013 (2.1 million sq.m). Development is 
expected to fall slightly in 2015, with just over 4.2 million sq.m anticipated to be added 
to the market. This can mainly be attributed to a slowdown of activity in Russia, 
although development should gain momentum in Turkey, Estonia and Romania.   

Central and Eastern Europe continues to lead shopping centre development throughout 
Europe, with Russia and Turkey accounting for 81% of all estimated regional activity by the end of 
2014. Economic growth and urbanisation has been the main driver of development this year, as 
developers see potential in densely populated regions with a lack of high-quality schemes.

CenTraL anD eaSTern europe
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  Source: Cushman & Wakefield. Graph is for illustrative purpose only.

CenTraL & eaSTern europe IS CaTCHInG up

CEE development has continued its rapid expansion in 2014, with developers 
reacting to increased consumer demand and the low density of modern supply in 
many markets. Russia and Turkey have seen the most development activity due to 
periods of economic improvement, consumer income growth and the increasing 
demand for quality supply from international retailers. Moscow’s Avia Park will be 
delivered onto the market at the end of the year and at 230,000 sq.m, will be the 
largest shopping centre in Europe. Poland also saw healthy development activity in 
H1 2014, with the opening of the 75,000 sq.m Atrium Felicity centre in Lublin, 
accounting for a third of the total space added in H1 2014. However, medium sized 
centres in secondary cities accounted for a higher proportion of added GLA, with 
the opening of Galeria Sidlce (34,000 sq.m) and Galeria Bursztynowa in Ostrołęka 
(27,000 sq.m), each location with less than 100,000 inhabitants.

This is in direct contrast to the development strategy seen in 2013, with the opening 
of centres in much larger markets including Poznań, Katowice, Krakow and Gliwice. 
With one the lowest shopping centre densities in Poland per 1,000 inhabitants, 
Warsaw is in need of some large-scale development projects, but has just 12,500 
sq.m in the pipeline for 2015 (the new Ferio Wawer scheme). 

spotlight on turkey

With over 60% of the population below the age of 35, increased income 
per capita and a rising middle-class, shopping centre development in 
Turkey has continued to boom in 2014 and a further 77,400 sq.m of 
space is expected to finalise by the end of year. The development of very 
large schemes incorporating sophisticated entertainment and F&B 
components has dominated development this year, as developers aim to 
appeal to younger generations and families. 

One of the most significant schemes delivered to the market in 2014 has 
been the Mall of Istanbul at 155,000 sq.m. The scheme not only combines 
350 domestic and international retailers, but has its own amusement park, 
a traditional arts street with interactive museum, a 16-theatre cinema 
complex and a ‘Gourmet Centre’. Much like other successful centres in 
Istanbul, including the 70,00 sq.m zorlu Centre which opened in Q4 2013, 
the Mall of Istanbul also features fully-integrated residential space 
(121,400 sq.m), 34,200 sq.m of office space and a 5* hotel. As such, 
centres like these become a city within a city, catering to every facet of 
daily life. Similar schemes are currently under construction in Istanbul for 
delivery in the next two years, including Akasya Park in Istanbul (100,000 
sq.m) in 2015 and the luxury Emaar Square centre (150,00 sq.m) in 2016.

Whilst Istanbul remains a hotspot for activity, developers such as Turkmall 
are also focusing on centres in medium-sized cities, with three schemes 
anticipated to open by the end of this year in Çanakkale (Troya Park), 
Kocaeli (Symbol 262) and Konya (Novada Konya). After the opening of 
several very large schemes over the past few years, focus is likely to turn 
to regenerating older centres, a process which has already begun this year 
with the 14,600 sq.m expansion of the via Port centre in Istanbul and 
approximately 50,000 sq.m in the planning stage within Turkey.

3

european SHoppInG 
CenTre DeVeLopMenT 

reporT



4

Shopping Centre Definition: Cushman & Wakefield defines a shopping centre as a 
centrally managed purpose-built retail facility, comprising units and communal areas, with a 
Gross Lettable area over 5,000 sq.m. Factory Outlets and Retail parks are excluded. All 
graphs and tables are based on information from Cushman & Wakefield’s in-house European 
Shopping Centre Database. All figures are as of 1st July 2014. 

All investment volume data is provided by Real Capital Analytics (RCA) and Cushman & 
Wakefield (C&W).

Shopping Centre data from the Ukraine has not been included in this report given the 
political situation in the country. 

Cushman & Wakefield advises and represents clients on all aspects of property 
occupancy and investment. Founded in 1917, it has 250 offices in 60 countries, 
employing more than 16,000 professionals. It offers a complete range of services to its 
occupier and investor clients for all property types, including leasing, sales and 
acquisitions, equity, debt and structured finance, corporate finance and investment 
banking, appraisal, consulting, corporate services, and property, facilities, project and 
risk management.A recognized leader in local and global real estate research, the firm 
publishes its market information and studies online at cushmanwakefield.com/research-
and-insight.

This report has been prepared solely for information purposes. It does not purport to be 
a complete description of the markets or developments contained in this material. The 
information on which this report is based has been obtained from sources we believe to 
be reliable, but we have not independently verified such information and we do not 
guarantee that the information is accurate or complete. 

©2014 Cushman & Wakefield LLP. All rights reserved.
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SaTuraTIon anD DepopuLaTIon

Elsewhere in CEE, shopping centre development has been muted, as 
some markets struggle with over-saturation of shopping centre 
space or depopulation. Activity in Bulgaria has been recently 
impeded by overdevelopment in secondary cities, as developers are 
keen to establish centres within a catchment area of one of only 
seven cities which more than 100,000 inhabitants. The Czech 
Republic is facing a similar issue, as developers willing to take risks 
build larger centres in better locations to remain competitive. 
Nevertheless, both markets should see continued development in 
more central areas, with the recent opening of 2 new centres in 
Pleven and Sofia totalling 41,500 sq.m, and further development 
activity to go ahead in Prague’s under-saturated city centre.

Of the Baltic States, only Estonia has seen any activity in 2014, with 
the 25,000 sq.m extension of Ülemiste Shopping Centre expected to 
finalise towards the end of the year taking its total GLA to over 
60,000 sq.m. Latvia and Lithuania on the other hand will see no 
additional space added in 2014 or 2015, partly due to the 
depopulation of regional markets. As sq.m per capita is still below the 
EU average, there is room for some development, but only large 
cities are able to sustain activity. The lack of modern supply in 
Romania’s main cities has spurred development activity for 2015, with 
just under 200,00 sq.m over 3 new schemes to be delivered to the 
market, the largest being the Mega Mall in Bucharest at 70,000 sq.m. 

MuTeD InVeSTMenT aCTIVITY

The sharp rise in shopping centre development within the CEE 
region has not been reflected in investment activity so far this year, 
with the total investment volume falling by 64% y/y to €1.2 bn. All 
markets saw a decline in transactional activity except Bulgaria, 
where volumes increased to €90 mn, bolstered by mounting 
interest in its capital, Sofia. Revetas Capital Advisors acquired the 
City Centre Sofia scheme for an undisclosed amount in Q2 and 
have stated that they intend to invest in further schemes in Bulgaria. 
Whilst Romania has seen a 40% drop y/y in investment activity, with 
total shopping centre investment standing at €47.2 mn at the end 
of Q3, it is also an attractive market for investors seeking 
opportunities further up the risk curve, demonstrated by NEPI’s 
recent acquisition of the Promenada Mall in Bucharest for €148 mn. 

Russia retains its top position for shopping centre investment 
throughout the region, although volumes fell by nearly 70% to 
€556.5 mn between Q1-Q3 2014 as investors remain hesitant over 
the outcome of geopolitical tensions. The Polish shopping centre 
investment market totalled €370.5 mn at the end of the third 
quarter, decreasing by 55%, although demand from international 
investors has remained relatively stable. Key deals include the 
purchase of Poznan City Centre in March for €239 mn by 
Resolution Property Plc, TriGranit Development Corp and Polish 
State Railways, followed by Atrium European Real Estate’s pending 
acquisition of Focus Park in Bydgoszcz for €122 million which is 
expected to finalise in Q4 2014. 

32.5%
weSTern europe

ConCLuSIon

Shopping centre developers have had to adapt to growing 
consumer appetites for new and exciting retail concepts, resulting 
in the opening of several very large schemes so far this year, with 
more space allocated for entertainment and cultural pursuits. 
2015 should see increased development activity in Western 
Europe, with the anticipated delivery of nearly double the 
number of new schemes and extensions than added to the 
market this year, particularly France which could account for up 
to 38% of pipeline activity if all projects come to fruition. In the 
short-term, extensions will remain a popular choice for 
developers throughout the region who want to test the market 
during the early phases of economic recovery, but the emergence 
of new schemes should pick up in 2017/2018 as increasing 
developer confidence filters through to less established markets. 

Nevertheless, restrictive planning laws in countries such as 
Belgium and the economic downturn in Italy may hinder activity 
in the medium-term. The frenzied development activity in Russia 
and Turkey is expected to subside somewhat in 2015 and political 
tensions in Russia may result in some schemes being delayed or 
put on hold. 

One of the most influential factors in future shopping centre 
development will be the rise of online shopping and how 
developers attempt to implement ever-more sophisticated 
technology to blend virtual retail into physical stores and create a 
truly personalised experience for each consumer. Developers in 
mature western markets have already started to recognize the 
capabilities of Beacon technology in producing targeted 
advertising in-store and this should begin to permeate through to 
CEE markets in the coming years.

Alistair Parker
Partner, London 
Development Retail Group
alistair.parker@eur.cushwake.com
+44 20 7152 5203
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