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Summary
Dutch retail real estate has generated strong returns
over the past few decades. With average returns of more
than 9%, retail investments have outperformed both
residential and office real estate. In addition to its stable
returns, retail real estate offers attractive risk premiums.
This looks like a good moment for investors to enter the
retail real estate market.

It should be noted, however, that the past few years
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have seen the emergence of a clear division between
good and bad retail real estate. This polarisation is
continuing: between regions and between retail
segments. Regions with a good demographic and
economic growth outlook offer a stronger basis than
regions expected to demographic and economic
contraction.
Occupancy rates are expected to remain high in
large urban shopping areas. Compared with their
small and medium-sized counterparts, the major
cities are in the best position to take advantage of
technological, demographic and economic prospects.
Neighbourhood shopping centres with a focus on
daily shopping are also unlikely to experience any
problems with vacancies. Both of these retail
segments will be the least affected by and are
frequently complementary to online shopping.

Compared with other countries, the Netherlands has a
dense and plentiful retail stock.
However, the growth of online shopping has hit parts
of this dense structure. And despite rising vacancy
rates, the country will still see a considerable volume of
new-build square metres added to existing stock over
the next few years. Local and provincial authorities,
developers and investors will have to make some clear
choices.
New-build projects will only add value in the strongest

Due to the above-mentioned polarisation, the return
prognoses differ strongly per retail segment. Central
shopping areas in major cities are proving resilient in
the face of pressure from the user and investment
markets. Retailers and investors are making clear
choices. In addition, the yield prognoses are strong for
district and neighbourhood shopping centres thanks to
their attractive risk premium, in combination with the
stable nature of daily shopping needs. Central shopping
areas in medium-sized and small cities will generates

shopping areas, while very little if any new-build is
needed in regions undergoing contraction. This is also
true for certain retail segments, such as peripheral and
large-scale retail locations (referred to in Dutch as PDVs
and GDVs respectively).

lower returns, as will ancillary shopping areas with few
square metres devoted to non-daily shopping and
peripheral shopping areas. Retail market stakeholders
are facing important choices thanks to ongoing
polarisation and there will be both winners and losers.

SWOT ANALYSIS RETAIL MARKET
WEAKNESSES/THREATS
STRENGTHS/OPPORTUNITIES
•
•
•
•
•
•
•
•
•
•
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Strong risk/return ratios;
Attractive risk premium;
Recovering economy;
Sales growth non-daily shopping;
Central shopping areas in major cities offer
‘experience’;
Historical high yield gap district and neighbourhood shopping centres;
Omni-channelling links physical and digital retail;
Online retailers entering physical retail market;
Discounters emerging due to disappearance of
mid-segment;
Large retail units for fashion retailers in
central shopping areas.

•
•
•
•
•
•
•

•
•
•

Lack of regional planning;
High volume of new-build;
Rigidity of current tenants’ rights;
Shopping areas in regions facing contraction;
Changing consumption habits of ageing
population;
Rental income pressured by rising vacancy rates;
Lack of transparency due to the disconnect
between rents and turnover in physical stores in
central shopping areas;
Central shopping areas in smaller cities lack USP’s;
Ancillary shopping areas with high levels of
non-daily shopping supply;
Retailers lacking solid online strategy.

Returns retail real estate remain attractive
In terms of total returns, retail assets have performed
strongly over the past few decades. Thanks to low
levels of volatility, Dutch retail investments also offer
good risk-return ratios. This is largely due to the stable
direct returns from rental income, which has made
the market extremely popular among both private and
institutional investors.
Although we have seen a value correction in recent
years, the market is still in good shape. Risk premiums
have risen to high levels, the economic growth outlook
is positive and the diversification potential for foreign
investors is largely untapped. On top of this, pricing is
favourable both from a historical and an international
perspective.

HISTORICAL RETURNS ON RETAIL
REAL ESTATE STRONG AND STABLE

average annual total returns of 8.1% and
7.1% respectively.

Retail investments offered the highest returns
Dutch retail investments generated an average annual
total return of 8.9% in the period 1996-2014. Looking at
a longer period, from 1977, the comparable overall total
return comes in at 8.8%. Of this long-term total return,
6.9% came from direct returns, largely from (net) rental
income. The remaining 2% or so came from indirect

Economic growth strong predictor of value
growth
In the retail real estate sector, returns have proven
strongly related to economic growth. Up to and
including 2007, value growth was strong. Following
two years of economic and financial crisis-related
depreciations in 2008 and 2009, the upward line was

returns due to value growth.

resumed in subsequent years. However, the economic
‘double dip’ has put pressure on value growth after
2011, resulting in a cumulative depreciation of around
10% to date.

This makes retail assets the best performing real estate
investment in the Netherlands. In the same period,
Dutch residential and office real estate generated

Now that the economy is picking up again, value
development is also expected to be positive. The
consensus is that we will see steady state economic
growth of around 1.5% to 2.0% per annum.

Figure 1: Returns Dutch retail estate, GDP growth and inflation (1996-2014, %)

Strong risk-return ratio
Dutch retail investments offer strong risk-return ratios.
Compared with Dutch residential and office
investments, volatility was relatively low in the period
1977-2014. In combination with the solid historical
performance, this has resulted in strong risk-return
ratios.
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Clear differences in return build-up between retail
segments
Thanks to the solid direct returns, total returns
remained positive even in the crisis years. However,
there were clear differences in returns between the
various retail segments (see box). This was partly due to

the differences in capital growth (indirect returns), but
also to the level of direct returns from rental income.
The average return stands at around 5% for central
shopping areas, which have a lower risk profile. Average
direct returns for small district and neighbourhood
shopping centres are close to 7%.

Table 1: Risk-return profile Dutch Real estate per
sector (1977-2014, %)
Total		Return-/
return
Risk
risk ratio
Retail
Residential
Office

8,8%
8,4%
6,8%

5,3%
6,3%
6,2%

1,66
1,33
1,10

Source: MSCI, compiled by Bouwinvest Research (2015)

Definitions retail segments
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Retail area

Retail segment

Definition

City centres
Main shopping areas
Shopping centres serving immediate
area

City centres of 17 largest Dutch cities (more than 400 shops)
Largest shopping areas in mid-size and small cities (between 100 – 400 shops)
Centres of small and large towns (up to 100 shops)

Ancillary shopping areas

Borough centres
City centre shopping street
Large district centres
Small district and neighbourhood
centres

Supplementary to central shopping areas (more than 50 shops). E.g. Amsterdam Osdorpplein.
Ancillary shopping streets in larger cities, non-planned developments (> 50 shops)
Supplementary to central shopping area (25 – 50 shops)
Specific ancillary function with supermarket and 5 to 25 shops.

Other shopping areas

Large-scale concentrations
(retail warehouses)

More than five shops with floor space greater than 500 m², with more than 50% selling larger
goods: furnishings, plants, DIY, etc.

Central shopping areas

Source: Locatus
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Retail investments on the rise
The retail market has attracted average annual investment of € 1.5 billion since 2008, according to figures from
PropertyNL (Dutch Real Estate publication). In 2008 and
2010, this figure increased to almost € 2.5 billion. After
2010, retail investments dipped in line with the trend on
the overall real estate market. All real estate segments
came under pressure due to the economic downturn.
While residential real estate was the main beneficiary of
the first signs of economic recovery seen in the second
half of 2014, most retail segments also began to show
signs of recovery.

For 2015, Bouwinvest expects any downward valuation
to be limited, while investment dynamics will remain at
the levels seen in 2014. Devaluations in some retail segments are camouflaging value increases in other retail
segments . Consumer confidence and spending are on
the rise again and economic growth forecasts are being
adjusted upwards.
Nevertheless, the ongoing polarisation is expected to
continue. Large amounts of capital will flow into central
shopping areas, mainly in the larger cities. Smaller cities
can expect to see less interest from investors.
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Figure 2: Total returns retail segments and investment volumes (2008-2014, %)

RETAIL REAL ESTATE OFFERS STRONG
DIVERSIFICATION FACTOR WITH
ATTRACTIVE RISK PREMIUMS
Solid diversification potential for neighbouring
countries
Retail assets make a modest contribution to the
diversification of Dutch real estate investment
portfolios. The correlation with Dutch office or
residential assets has been around 0.7 for both sectors
for almost 40 years.
The French real estate market is remarkably similar to
the Dutch retail market and therefore has a relatively
high correlation. The diversification factor is
considerably greater for investors with a substantial
real estate portfolio in Germany, the United Kingdom
or Sweden. German real estate actually has a negative
correlation with Dutch retail real estate.

Table 2: Correlation total returns Dutch Retail with other real
estate sector and countries
Correlation

Dutch Retail

Period

Residential Netherlands
Offices Netherlands

0,69
0,71

1977 - 2014
1977 - 2014

All sectors Germany
All sectors France
All sectors United Kingdom
All sectors Sweden

-0,21
0,77
0,10
0,13

1996 - 2014
1998 - 2014
1981 - 2014
1984 - 2014

2014

Investment volume retail

City centres

Main shopping areas

Shopping centres serving immediate area

Large scale concentrations & distributed

Borough centres

City centre shopping street

Large district centres

Small district and neighbourhood centres

Source: MSCI, PropertyNL, compiled by Bouwinvest Research (2015)
Source: MSCI, compiled by Bouwinvest Research (2015)
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Risk premiums at high level
The years 2015/2016 look like a good time to enter the
retail real estate market. From a historical and an
international perspective, the risk premium for the best
retail real estate is fairly high, largely due to the sharp
drop in long-term interest rates. On top of this, there has
so far been no comparable drop in the prime net initial
yields in the Netherlands (according to CBRE), unlike in
a large number of real estate markets worldwide.
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District shopping centres attractively priced
The risk premium for district shopping centres is high.
In the period from end-2011 through early 2015,
Bouwinvest has monitored the development of (net)
initial yields and rental income of four stable district
shopping centres in its portfolio. These district shopping
centres are spread across the Netherlands, focused on
daily shopping needs and have retail space of between
4,500 m² and 7,000 m² GLA. Both rental income and initial
yields rose in this period.

The average net initial yield has risen and stood at
7.2% in early 2015. Remarkably enough, rental income
has also risen, by some 9%. The current yield gap, the
difference with 10-year government bonds, stood at an
average of around 670 basis points in early 2015.

This seems to limit the risk of further devaluations
of district shopping centres with a healthy catchment
area. Investors are drawn to this market due to the
attractive yield gap, combined with stable rental
income.

Figure 3: Net initial yields (incl. transaction costs) per retail segment and risk premiums district shopping centres in
Bouwinvest portfolio (2011-2014, %)
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Growing gap between good and bad retail real estate
In early 2015, the front pages of newspapers were
dominated by financial problems at Dutch department
store chain V&D, but other retailers are also in trouble.
Bankruptcies and reorganisations of leading department store chains are the order of the day. Vacancies
rates are growing and the retail market is threatened
by oversupply.

More than one-third of retail stock in central shopping
areas
More than a third of total retail stock is found in central
shopping areas. These include shops in city centres,
main shopping areas and shopping centres serving
immediate areas, and this is in both smaller municipalities and in major cities.

The retail market is facing a number of challenges, on
political, economic, demographic and technological

The ancillary segment accounts for around 14% of total
retail stock. This category includes city shopping streets,
borough centres, district shopping centres and neighbourhood shopping centres. And it is the last two of these
sub-segments that focus primarily on daily shopping.

fronts. However, the market is not all doom and gloom.
The retail market still offers opportunities for investors.
In this chapter, we explore the main general characteristics and developments on the Dutch retail market.

THE MAIN FEATURE OF THE DUTCH
RETAIL MARKET IS THE DENSITY OF
SUPPLY
Unique retail market from an international
perspective
The Dutch retail market consists of various segments
with widely varying characteristics. The existing Dutch
retail stock of around 28 million m² of retail space (GLA)
includes supermarkets, DIY stores, outlet centres,
stand-alone retail units in city centres and more.
From an international point of view, what makes the
Dutch retail market so unique, is the density of the retail
stock. The Netherlands has a relatively large number
of small shopping centres in residential areas. In other
countries, large shopping centres in peripheral
locations (such as hypermarkets) account for a much
higher proportion of the total retail stock.

The remaining segment, which consists primarily of
peripheral and large-scale retail trade locations (referred
to in Dutch as PDVs and GDVs respectively), such as
garden centres and DIY stores, accounts for some 16% of
total retail stock.
Shops that are not part of an interconnected shopping
area are classified as ‘distributed shopping facilities’.
This category accounts for total volume of almost
9 million m² GLA (approx. 32%).

Figure 4: Retail stock (m2 GLA) per segment
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Inner city shopping streets are found outside the central
shopping areas, like the Kinkerstraat in Amsterdam.

HEALTHY RETAIL MARKET
REQUIRES REGULATION, POLICY
AND COOPERATION
Government relinquishes restrictive retail policy
Until 2006/2007, the Netherlands maintained a healthy
demand and supply ratio in terms of square metres
of retail space. However, the Spatial Planning Policy
Document (Nota Ruimte) changed all of this. In 2006,
the Ministry of Housing, Spatial Planning and the
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Environment (VROM) decided to replace the restrictive
development policy with a less restrictive policy, giving
local councils greater responsibility. From that moment
onwards, it was a lot easier to realise any ambitions to
add new retail space to the existing stock. Due to the
economic growth at the time, local councils took this as
an opportunity to make the most of their land development business in cooperation with property developers,
who at that time had ready access to investment capital.
Limited regional coordination
As a result of the greater freedom given to local councils, the Netherlands saw numerous ambitious retail
developments, but without any regional coordination
whatsoever. One of the effects of the introduction of the
Spatial Planning Policy Document was that it ended the
maximum of 13 peripheral and large scale retail (PDV/
GDV) centres at a national level. In addition to this, the
policy permitted a broad retail mix in peripheral and
large-scale retail centres. The result is a highly saturated
Dutch retail market.
From an international perspective, the Netherlands
currently has a large volume of retail square metres per
capita. There are no clear figures at a national level.
Figure 5 shows that only the UK city of Birmingham has
more square metres of retail space per 1,000 residents
in central shopping areas than Amsterdam.
<< Back to Contents page

The Spatial Planning Policy Document shows what a
dramatic impact policy can have on the health of real
estate markets. A much more focused development
policy is needed to reduce the current saturation to a
healthy level.
The result is rising vacancy rates
At a national level, the vacancy rate had risen to more
than 7% of retail space in early 2015 (see figure 6).

Figure 5: Retail supply main shopping areas per
1,000 inhabitants on European retail markets
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However, a closer look at the vacancy figures provides
greater insight. Although the vacancy rate has been
rising for a number of years, this has primarily affected
certain segments and regions. In general, the provinces
in the Randstad urban conurbation tend to have less
vacant space than more peripheral provinces. Central
shopping areas tend to have more vacant space in
surrounding streets than ancillary and other shopping
areas.

Clear parameters and the flexible use of vacant space
Local councils need to set clear parameters in their
vision of the retail sector. On the one hand, this vision
has to include a strict policy in terms of new
developments, while on the other this vision has to
include opportunities for a flexible approach to vacant
space, for instance by allowing companies to set up
pop-up stores, relocation and changes of use. This could
include measures such as placing as many retail pick-up
points as possible in existing shopping areas with high

The declining demand for physical retail real estate
combined with the still growing supply, will widen the
divide in the retail market in the years ahead. What is
already good will become better, while bad retail real
estate will simply become even worse.

vacancy rates.

Retail stock continues to grow
Over the past 10 years, retail stock has increased by
around 16%. The main developments have been on the
peripheral and large-scale retail centres (PDV / GDV)
front. And the number of square metres in the
development pipeline for the years ahead remains high.
According to figures from Vastgoedmarkt (Dutch Real
Estate publications), the total volume of new-build plans
in the pipeline will add around three million m² of GLA,
roughly 10% of the current stock (Source: Sante, 2014*).

Investors need to continue to invest in the quality of
shopping areas. Cooperation between retailers and local
authorities is important on this front. This would be
helped by increasing the flexibility of the current
tenancy law. The current laws frequently prevent owners from responding to the wishes and general
interests of a shopping centre due to the protected
status of sitting tenants. Rent-setting on the basis of
market comparisons makes it difficult to add local
retailers that set the tone of a shopping area at
appropriate rents.
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Figure 6: Vacancy rates in the Netherlands (% GLA)
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Given rising vacancy rates, the slowdown in
demographic growth and the impact of online shopping,
the total volume of retail space is too high. Local and
provincial authorities need to set clear parameters and
they need to reach clear agreements with developers
and investors. More effective regional coordination
could help to limit the current oversupply.
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ONLINE SALES GROWING STRONGLY
DESPITE DIFFICULT MARKET
CONDITIONS

sector had suffered from five years of declining sales.
Within the retail trade, most money (€ 42 billion) is spent
on the likes of food, drink and tobacco. Clothing and
shoes come in a very distant second and account for
spending of more than € 14 billion.

Consumer spending shows signs of recovery
Just under half of Dutch gross national product (GDP)
comes from consumer spending. In 2013, consumers
spent around € 290 billion. Around a third of this
(€ 86 billion) is spent in shops, on markets or in web
shops. The remainder is spent on services, such as insu-

Online sales account for 11% of total spending
Despite the general decline in consumer spending in the
Netherlands, the share of ‘online purchases’ has risen
sharply in recent decades and accounted for more than

rance policies, accommodation, bars and restaurants,
gas and electricity and other products not sold via the
retail trade. Before a minor recovery in late 2014, the retail
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11% of total sales in 2014 (source: Home-shopping
monitor). And it is not just the market share that is growing strongly every year, as the absolute sales figures

for online sales are also growing each year.
Total online spending is expected to be around
€ 11.5 billion for 2014, a growth of 8.5% on 2013 figures.
This growth is expected to continue in the years ahead.
The Netherlands in leading group in terms of online
shopping
All age categories are contributing to the rise of
online shopping. Around 60% of people say they make
online purchases on a regular basis. This puts the
Netherlands in the leading group of counties on the
online shopping front, according to figures released
by Eurostat (Statistical Office of the European Union).
The United Kingdom, Sweden and Denmark are the
only countries with a marginally higher proportion of
the population that shop online. On a European level,
the average percentage of online shoppers is slightly
higher than 40%.
Online sales are currently very heavily focused on travel
and ticket sales for events. Telecom-related online
purchases have also increased strongly, as have the
online sales of food and clothing.
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Retail market of the future
How will the characteristics and developments
described in the previous chapter translate into the
retail market of the future? Oversupply constitutes an
ever-increasing risk, due to online shopping, uneven
demographic growth and the volume of new-build
retail plans in the pipeline. This divide is expected to
widen in the future.
Central shopping areas that offer the ‘fun-factor’ are
expected to continue to deliver strong returns, as are
ancillary district shopping centres with a focus on daily
shopping needs in strong catchment areas.

PHYSICAL AND DIGITAL SHOPS CONVERGE
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Physical shop complementary to online experience
Various traditional ‘physical’ retailers are increasingly
responding to the demand for online shopping and are
setting up digital sales channels to complement their
existing physical shops. Electronics chain Mediamarkt, for
instance, has said it plans to book a greater proportion of
its turnover from online sales. This is despite the fact that
over the past decade Mediamarkt has invested heavily
in large-scale physical locations. So this is a change in
strategy that will have an impact on the market.

Limited online focus discounters
However, the relationship between these two sales
channels depends of the type of products retailers are
selling. For instance, discounters can operate quite effectively with a limited online focus.
These shop formulas are growing rapidly in a retail
environment dominated by increasingly price-conscious
consumers. These shops are typified by large amounts
of floor space in relatively inexpensive locations, low
profile shop décor and minimal focus on marketing and
personal attention. Discounters focus on low
involvement consumer goods and compete on price.
Their websites are simple, informative and
emphasise low prices. Shops with a strong focus on
high-involvement (luxury) goods, on the other hand,
need to constantly emphasise and enhance brand value,
which makes it important to have a presence both
online and in the physical world.

<< Back to Contents page

To provide insight into the potential impact of online
shopping in the Dutch physical retail landscape, we
need to make a distinction between sectors and the
type of town or city.
Some sectors are more vulnerable to online shopping
than others. For example, online shopping or
e-commerce has less of an impact on shops that provide
daily necessities than on, for example, travel agents.
Online vulnerability differs per sector
The retail market is divided into 17 sectors, which can in
turn be categorised as follows in terms of their
vulnerability to e-commerce: ‘very limited vulnerability’,
‘partly vulnerable’ and ‘vulnerable’ (according to
Bouwinvest Research). Table 3 shows the division for
small and mid-size central shopping areas.

Table 3: Vulnerability retail sector to online shopping 2015-2020 (small/mid-size central shopping areas)
Very limited vulnerability

‘Traditional’ online shop formulas such as Zalando and
Amazon are reaping the fruits of the growing number
of online shoppers. However, online chains are also
recognising the added value of physical shops and have
therefore launched concept stores. These concept stores
or outlets increase name recognition and ‘brand value’.
Successful formulas are integrating their physical and
online strategies and embracing the idea of omni-channelling. Customers need to be able to find shop formulas
in both the digital and the physical worlds to maximise
customer recognition and convenience.

A SNAPSHOT OF THE ‘ONLINE
VULNERABILITY’ OF SHOPPING SECTORS
AND SEGMENTS

Groceries
Personal care
Juwellery & Opticians
Antiques & Art
		
		
		
Source: www.thuiswinkel.org

Partly vulnerable

Vulnerable

Home furnishings
Shoes & Leather goods
Other retail trade
Plants & Animals
DIY
Clothing & Fashion
Household & Luxury goods

Sport & Leisure
Hobby
Media
Brown & White goods
Cars & Bikes
Department stores

The vulnerability to the impact of online shopping varies
per retail segment. The impact on the daily groceries
shopping market will be negligible in the coming years.
In the years of economic crisis, there was in fact a notable increase in daily grocery shopping in the physical
retail sector. This segment belongs in the category ‘very
limited vulnerability’.
However, the Clothing & Fashion sector will feel the
impact of online shopping, as a growing number of
consumers order their clothes online. On the other

The recent media coverage of Dutch department store
chain V&D shows that department stores in city
centres have more raison d’etre than department
stores in smaller central shopping areas.

hand, this will not have a direct negative impact on the
amount of shop floor space taken up by clothing giants
in central shopping areas in major cities (city centres).

opticians, people want to test and feel the products
physically. In these cases, internet-based sales outlets
and physical stores complement each other.

Concept stores offer opportunities for brand value
creation and a presence in the major shopping streets
is quite simply essential if brands want to remain
top of mind among consumers. In the case of highinvolvement products, such as those of jewellers and

Millions

Figure 8: Vulnerability of retail supply to online shopping per segment (2015-2020)
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The final group comprises the vulnerable segments,
where online sales are increasingly replacing sales via
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price transparency and efficiency of online shopping
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Main shopping areas

City centres

Central shopping areas
Vulnerable

Source: Locatus,
compiled by
Bouwinvest Research (2015)

25%

Partly vunerable

The square metres of retail space in the segments
deemed to have ‘very limited vulnerability’ will not
shrink due to the impact of online shopping.
But online shopping will have all the more impact
on the vulnerable segments. This will not lead to the
disappearance of all retail square metres, as the
remaining retailers will continue to use physical shop
space as part of their omni-channel strategy.

very limited vulnerability

• Centre serving immediate environment: central shopping area in location with between 10,000 and 30,000 inhabitants;
• Main shopping area: central shopping area in location with between 30,000 and 175,000 inhabitants;
• City centre: central shopping area in city with more than 175,000 inhabitants

City centres best equipped to resist impact of online
shopping
Figure 8 shows the vulnerability per retail segment. In
this figure, residential centres with more than 10,000
residents have been included in ‘central retail areas’.
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Within the category ‘central shopping centres’, the city
centres, or central shopping areas in cities with more
than 175,000 residents have proven the most resistant
to the impact of online shopping. The main shopping
areas (particularly in mid-size cities) are proving to be
the most vulnerable. Additions to the retail stock and/
or competitive developments in the region are highly
undesirable in these cities or towns.

PRIME RETAIL AREAS IN LARGE CITIES
HAVE THE FUN FACTOR
Shopping streets in areas with the best economic and
socio-demographic outlook offer the most attractive
investment basis in the medium to long term. The main
shopping streets in the large cities (centres) offer the
fun or experience factor, which makes them stand out
from the rest.

Other regions are contracting and face growing numbers
of vacant shops (see figure 9). The marked differences
between regions play a key role in the diverging investment potential of central shopping areas.

w
Figure 9: Population growth per municipality (%, 2013 -2030)

Borough shopping centres and city centre shopping
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streets in ancillary retail centres are vulnerable
There are considerable differences within ancillary
retail centres that focus primarily on daily necessities.
Borough shopping centres and city centre shopping
streets are the most vulnerable due to of the relatively
large amount of square metres devoted to non-daily
essentials. District shopping areas are more resilient in
the face of the changing retail market.

Choosing areas with the greatest demographic
and economic strength
Global urbanisation is also increasing regional contrasts
in the Netherlands. Some regions are growing demographically and economically, which translates directly
into (concentrated) pressure on retail markets.

Number of passers-by crucial
In order to provide an overview of the most attractive shopping streets (figure 10), we looked at indicators at
regional, shopping area and street level. These include, for instance, (growth in) the number of residents in a
catchment area, the average income level, the number of tourists and the number of passers-by in the shopping
street. The main Dutch shopping streets were given a score based on a number of indicators and assessments.
At a regional level, four variables are also taken into consideration: the number of residents within a range of 10
kilometres, the attractiveness as a residential area, the growth in the number of residents and the annual number
of tourists. The higher the number or the growth figures, the higher the score of the main shopping street.
In addition to local residents, tourists also play an important role, as certain sections of the retail sector would
not survive without tourist spending. The shop-in-shop formula of the Bijenkorf department store in Amsterdam
is a clear example of this. The formula leans heavily on spending from wealthy tourists.

%
< -5,0
-5,0 < 0,0
0,0 < 5,0
≥ 5,0

The score at shop area level is determined by the size of the catchment area, consumer engagement with regard
to non-daily shopping, the size of the retail stock and average income level. At a shopping street level, the number
of passers-by is a particularly significant factor
Source: Calcasa (Primos), compiled by Bouwinvest Research (2015)
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Amsterdam shopping streets lead the rankings
The main shopping streets in Amsterdam lead the
rankings of best shopping streets in the Netherlands,
followed by streets in other large shopping cities, such
as Utrecht, The Hague, Rotterdam, Eindhoven and
Maastricht.
In addition to a complementary retail stock, these cities
also have good bar and restaurant facilities and/or
cultural attractions. They provide a complete package
for a day out.

into a collection of no less than 50 shops, plus
supermarket-anchored centres that consist of just one
supermarket, a butcher and a bakery. Generally
speaking, the retail segment with a focus on daily
necessities is well equipped to withstand the impact of
online shopping. The non-daily segment is all the more
vulnerable, as the ease and efficiency of online
shopping leads market share gains in that segment.
These shopping centres cannot offer the fun or
experience of central shopping areas.

ROLE ANCILLARY DISTRICT AND
NEIGHBOURHOOD CENTRES REMAINS
STRONG

Healthy catchment area is essential.
A successful ancillary shopping centre has to meet a
number of key criteria: a healthy catchment area, a good
retail mix, good accessibility, easily accessible parking
facilities, and an engaging image and routing. Ease of
shopping is the priority. The shopping centre must offer
convenience.

Ancillary shopping centres come in various shapes and
sizes. The supply is extensive in terms of both quality
and quantity. This includes borough centres that expand

The first and most important condition is a healthy
catchment area. The catchment area is affected by the
regional economy, demographic developments and
the competing retail stock. A healthy regional economy
guarantees employment and income growth.
Demographic growth increases the potential market.
In addition, competing retail stock plays a decisive role.
New retail stock may lead to a serious reduction of the
catchment area for existing shopping centres.
Right segmentation provides ideal mix
The right segmentation is of vital importance.
For instance, a complete shopping centre has two
(complementary) supermarkets of a sufficient size
(around 1,500 m2 GLA). Consumers like to have options
and can choose a full service or discount supermarket
for each product group. In addition to these anchors,
the remainder of the shops focus on daily shopping.
More specialist shops, such as a cheese store,
complement the anchors by providing quality, service
and extra choice.

Figure 10: best shopping streets in the Netherlands
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ROTTERDAM - BEURSTRAVERSE (KOOPGOOT) (9)
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ROTTERDAM - HOOGSTRAAT (11)
DEN HAAG - SPUISTRAAT (12)
UTRECHT - OUDEGRACHT (13)
UTRECHT - STEENWEG (14)
EINDHOVEN - DEMER (15)

Source: Locatus, ABFUTRECHT
research,
compiled by
- BAKKERSTRAAT (16)
Bouwinvest Research (2015)
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Convenience and ambiance attract consumers
More practical factors such as easy access, accessibility
and sufficient parking facilities ensure a simple and
efficient access to daily shopping needs. For more
residential areas, this means a supermarket near the
motorway, while other district shopping centres are
better off in the vicinity of public transport hubs.
The ambience and routing in a shopping centre can
improve shopping convenience and shopping efficiency.
The ambience draws customers in and ensures that
consumers enjoy their time at the shopping centre and
that they come back in the future. The routing should
ensure that it is easy for consumers to find their way
around the shelves.
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Which retail real estate continues to generate returns?
MAJOR CITIES OUTPERFORM

Retail real estate has historically booked strong
returns over the long term. However, in recent years,
returns have come under pressure due to the rise in
online shopping, economic setbacks and, in some
regions, a shrinking population. However, certain retail
segments are expected to show continued strong
returns, in line with the continuing polarisation in the
market.

Polarisation central shopping areas continues
The polarisation between major cities (city centres
and mid-size and smaller cities (main shopping areas
and centres serving their immediate environment) will
continue in the years to come. Boosted by improved
economic growth forecasts, small and mid-sized cities are
also expected to book modest total returns, despite the
likelihood of additional devaluations. However, we expect
the historical link between economic growth and total
returns to diminish on the back of the structural changes
related to online shopping. Investment and user pressure
will continue to focus disproportionately on major cities.

This chapter provides a prognosis of the effect of
the polarisation on total returns of the various retail
segments: central shopping areas, ancillary shopping
areas and peripheral shopping areas.

Figure 11: Total returns central shopping areas (1997 – 2017)
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City centres G-17: continued pressure on initial yields
The large cities (city centres) continue to rely on
interest from (international) retailers and investors.
The result of this is a stable, albeit relatively low direct
return of some 5% due to the negligible risk of vacancy.
Only the best locations can expect to see modest rental
growth.
From an investment point of view, the continuing
focus on large cities is putting pressure on initial
yields, particularly in sustained low-interest
conditions. Direct returns are relatively low compared
to those in smaller cities (average around 6.5%), but
persistent interest may result in modest value growth.
Smaller central shopping centres: rental income under
pressure
The higher initial yields in small and mid-size cities are
widening. Investors are anticipating higher vacancy
rates and are (more) reluctant on the acquisition front.
The additional retail stock in the planning pipeline
is helping to raise the risk perception. However, the
real A-1 locations in these smaller shopping cities are
expected to retain their value.
The peripheries of shopping areas are the most vulnerable. The number of passers-by is declining, as consumers prefer larger shopping areas with a complete
range of shops and more bars and restaurants and cultural facilities. In the long term, therefore, central shopping areas will shrink and shops on the peripheries of
these areas will be repurposed. Small cities are more
resistant to these developments, as the retail stock in
these towns or cities is slightly less vulnerable to the
impact of online shopping than it is in mid-size cities.
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In both small and mid-size towns and cities, distinctive
shops, bars & restaurants and cultural facilities help to
sustain the heart of the shopping area.

FOCUS ON DAILY SHOPPING GENERATES
GOOD RETURNS
Food decisive factor in polarisation
The strong and stable turnover development in the food

20

segment continued to boost ancillary shopping areas
with a focus on daily shopping. Ancillary shopping areas
with a heavy focus on non-daily shopping facilities are
more vulnerable. In the years ahead, we expect to see
greater differences in returns than seen in the period
1996-2014.

The district shopping centres are attracting
considerable capital with their traditionally high yield
gaps. The risk of vacancy is relatively limited and thanks
to the ongoing recovery in economic growth there is a
chance of value growth in the medium term.

shopping streets with a relatively large proportion of
shops for non-daily essentials are finding it more difficult to keep occupancy rates at a healthy level. Like
central shopping areas in small and mid-size cities, these
shopping areas have little to add to online shopping
and cannot offer the experience of large city centres.
Vacancy rates are increasing and lease rates remain
under pressure. In the long term, the weaker areas will
shrink or be completely transformed. Initial yields are
otherwise increasing as expected in these segments.

Borough centres and city centre shopping streets:
modest interest
Investors are showing a more modest interest in
borough centres (planned) and city centre shopping
streets (non-planned). Borough centres and city centre

Figure 12: Total returns ancillary shopping areas
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District shopping centres: high risk premium attracts
capital
Ancillary shopping areas with a focus on food have
recorded solid returns (average of 6.7% in 2014).
Supermarkets continue to build on rising sales.
Complementary speciality shops, such as bakeries and
quality butchers, offer consumers a wider selection,
greater service and quality. New food formulas are
responding to consumer themes that are winning them
continued repeat business, such as local sourcing and
ecological responsibility. These are helping the large
district centres and small district and neighbourhood
centres to keep both occupancy and lease rates at a
healthy level.
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LACK OF PLANNING POLICY
PRESSURES RETURNS FROM
PERIPHERAL SHOPPING AREAS
Peripheral shopping areas volatile
Peripheral shopping areas have a more volatile
character than ancillary shopping areas. This category
is easily impacted by economic upturns and downturns.
The retail stock is largely focused on non-daily needs
and organised around a theme (such as home furni-

Threat of new stock reduces investment interest
The Netherlands only has room for a limited number
of peripheral shopping areas, as the catchment area
has to extend across regions to have sufficient mass.
In addition to economic growth, returns are highly
dependent on planning management at provincial or
even national level. Since this management is lacking,
this is seen as a major risk.

The risk of competing supply means this category will
only appeal to specialist investors. This in turn means
that we are seeing modest upward pressure on initial
yields. The negative impact of potentially competing
supply and online shopping is expected to outweigh the
positive impetus of recovering economic growth.

shings or DIY). The positive economic outlook supports
peripheral shopping areas. However, this retail segment
is also vulnerable to the impact of online shopping and
any new-build retail supply.
High direct returns
Peripheral shopping areas have in the past recorded
the highest direct returns of all retail segments (around
7% in 2014). However, they also carry a higher risk. The
future occupancy rate depends on a number of factors:
the catchment area has to be large enough and the
retail supply has to provide a clear added value
compared to online shopping and the central shopping
areas. The simple addition of a new location can also
have a dramatic impact on the competitiveness of a
peripheral shopping area.

Figure 13: Total returns peripheral shopping areas (1997 – 2017)

21

20

Prognosis
15

10

5

0

-5
1997

1999

Economic growth

2001

2003

2005

2007

2011

2013

Large-scale concentrations (retail warehouses) and distributed retail supply

Source: MSCI, Oxford Economics, compiled by Bouwinvest Research (2015)

<< Back to Contents page

2009

2015

2017

Recommendations

The shopping market of the future is a polorised market. Regions with a
healthy economic and demographic outlook are seeing growth. Central
shopping areas in large cities are embracing omni-channelling and offer
consumers extra experience when compared to online shopping.
Ancillary shopping areas are performing relatively well because of their
focus on daily necessities.
On the flip side of this coin are the areas experiencing economic and
demographic contraction and shopping areas that offer little added
value compared to online shopping. Central shopping areas in small and
mid-size towns or cities are vulnerable. It is crucial that all the parties
involved take a critical look at these shopping areas. However, bearing
in mind the ample Dutch retail supply, the following recommendations
apply to every shopping area or region.
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•

•

•
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A clear retail vision with clear parameters for promising and less
promising shopping areas. In promising areas, it is essential to
conduct solid research into potential additional supply. In less
promising areas, a policy aimed at facilitating repurposing would
be helpful. Every shopping area has its own balance between large
and smaller retailers;
Coordination of retail stock in the development pipeline. The
Netherlands has very few locations where additions to the existing
retail stock have a chance of success. A regional planning
organisation could restrict unfair competition between
municipalities;
Cooperation between stakeholders to transform or redevelop
declining shopping areas. Joint investments in public areas,
accessibility and parking facilities can provide a positive boost.
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