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This seventh edition of How Active Are Retailers Globally? 
looks at the target markets for over 150 international 
brands based in the Americas, Asia Pacific and Europe, 
Middle East and Africa (EMEA).

In 2016 we expect to see global economic recovery continue at 
a steady pace, with modestly improving growth in many mature 
markets. However, there are potential headwinds on the horizon: 
interest rising rates in the U.S., a depreciation of the Chinese Yuan 
and a financial crisis in one or more emerging markets. 

Within this setting, albeit cautiously, retailers continue to expand 
their physical store networks despite the ongoing challenges of 
increasing costs, unsteady economies in some markets and the 
challenges and opportunities that come with technology.

83% of brands suggest their physical  
store expansion plans will not be affected by  
the growth in e-commerce in 2016.
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TOP TARGET MARKETS GLOBALLY FOR 2016
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Core Western 
Europe still at the 

top of retailers’ 
agenda in 2016
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Retailers are targeting a wide and diverse 
range of markets in 2016, with core Western 
Europe at the top of the agenda.
 
Despite worries about the Chinese and U.S. 
economies, retailers still see potential in these 
markets and are looking to make inroads there 
in the coming year. 

Brands are also looking further afield this year 
to try and gain market share, with markets such 
as Colombia, Egypt and the Philippines being 
targeted.

9



© 2 0 1 6 ,  C B R E  LT D.6 | CBRE Research

WHAT ARE RETAILERS’ EXPANSION 
AMBITIONS IN 2016?

10%

5%

1%
NO STORES

21 - 30 STORES

31 - 40 STORES

25%
6 - 10 STORES

19%
1 - 5 STORES

17%
40+ STORES

23%
11 - 20 STORES

Cautiously optimistic seems to be the trend, 
with the vast majority of retailers (67%) 
looking to open no more than 20 stores  
this year.

However, 17% have large scale ambitions, 
with more than 40 stores on the radar for 
2016. Largely this tends to be driven by North 
American or European brands.
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WHAT ARE RETAILERS MOST 
CONCERNED ABOUT IN 2016?

The two biggest risk factors for brands in 2016 are escalating costs of occupation and operation 
and unclear economic prospects. Lack of quality space was also significant especially for F&B retailers. 
Brands from Asia Pacific were particularly concerned about changes in consumer behaviour.

Only 22% of the 
brands are concerned 

about stiff competition 
from online retailing as 
a threat to the market 

in 2016  

22%
STIFF COMPETITION 

FROM ONLINE 
RETAILING

13%
LACK OF RELIABLE 

PARTNERS IN MARKETS

17%
LABOUR/ SKILL 

SHORTAGES

4%
INSUFFICIENT  

LOGISTICS NETWORK

56%
REAL ESTATE COST  

ESCALATION

37%
LACK OF QUALITY 

RETAIL SPACE

22%
COMPETITION FROM 

NEW MARKET PLAYERS

42%
UNCLEAR ECONOMIC 

PROSPECTS

24%
CURRENCY 

FLUCTUATIONS

31%
CHANGES IN 
CONSUMER 
BEHAVIOUR

5%
REGULATION OR 

LEGISLATION CHANGES
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WHAT ARE THE MOST POPULAR 
FORMATS FOR EXPANSION IN 2016?

76%
STREET SHOPS

45%
SHOPPING MALL -  

OPEN AIR

72%
SHOPPING MALL - 

REGIONAL

20%
TRANSPORT HUB 

(AIRPORT, RAILWAY 
TERMINALS)

15%
CONCESSION 
COUNTERS IN 

DEPARTMENT STORES

18%
RETAIL PARK

8%
DUTY FREE

18%
OUTLETS

Street shops and shopping malls are unsurprisingly the most common formats for 
expansion. Interestingly, travel hubs are also being targeted by a fifth of brands from the 
Americas and EMEA as an emerging format.

83% of brands 
suggest their physical 
store expansion plans 

will not be affected by the 
growth in e-commerce in 

2016

83% of brands felt that the growth in online 
would not directly impact their need for physical 
stores in 2016, although the most commonly 
quoted reason for those who suggested it was 
changes in consumer behaviour. 

A small proportion of retailers also felt that 
they would be able to generate the same level 
of sales from fewer stores or that their online 
capability was such that they needed fewer 
physical stores.
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LEASE LENGTH56%

RENT REVIEW24%

SIGNAGE/  
FRONTAGE44%

INCENTIVE40%

FLEXIBLE BREAK/ RENEWAL 
OPTION52%

EXCLUSIVITY12%

RENTAL CAPS43%

TURNOVER  
RENT CLAUSE44%

% OF RENT PROVISION  
TO ONLINE SALES7%

MOST IMPORTANT  
LEASE CHARACTERISTICS  
FOR BRANDS
Over half of the brands surveyed felt that shorter 
leases and flexible break/renewal options were 
particularly important characteristics.

Provision of rent to online sales was only important 
to 7% of brands, turnover rent clauses are key for 
Asia Pacific brands, whilst American brands consider 
signage a more relevant issue
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CBRE Disclaimer 2016

CBRE Limited confirms that information 
contained herein, including projections, has been 
obtained from sources believed to be reliable. 
While we do not doubt their accuracy, we have 
not verified them and make no guarantee, 
warranty or representation about them. It is your 
responsibility to confirm independently their 
accuracy and completeness. This information is 
presented exclusively for use by CBRE clients and 
professionals and all rights to the material are 
reserved and cannot be reproduced without prior 
written permission of CBRE.



Source: CBRE Research 1 1

What is
Retail Science? 

At the heart of the retail environment,  
lies the intersection of data and the consumer experience.

 
Where information and analytics come together to reveal market trends. 

Where a deep understanding of consumer behaviour  
informs the physical experience. 

Where ideas become actions that directly impact business success.
 

At CBRE, we are passionate retail experts.

We know how to leverage this powerful combination
of data and consumer insight, unifying and mobilising

them into outcomes that build true business advantage.
 

We call this Retail Science.
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