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Now in its 10th year, CBRE’s How Global is the Business of Retail? identifies the target markets
of international retailers in 2016. We examined 51 countries and 166 global cities to provide a
comprehensive view of the markets that international retailers entered for the first time. This analysis
provides a robust view of sector performance and a greater understanding of the future trends in the
wider retail industry.

SUMMARY – HOT NEW MARKETS
International retailers targeted a wide range of new markets in

find it increasingly necessary to be present in mature, global

2016. 89% of surveyed cities saw at least one new international

cities to increase brand awareness. Hong Kong was the most

brand enter. Retailer activity increased by 2% in 2016, down from

targeted market, while EMEA featured prominently with 10

the 3.1% increase registered last year, indicating a slowdown in

markets making it into our top target cities list. Guangzhou,

retailers’ global expansion. The vast majority of the top 15 cities

Split and Prague are all new to the top markets list,

targeted by retailers for the first time last year are mature markets.

suggesting there is some willingness from retailers to exploit

The Croatian city of Split is the only emerging market in our top

new opportunities.

rankings list. Retailers competing in the omnichannel marketplace
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FIGURE 1: TOP TARGET MARKETS BY NEW ENTRANTS
MORE NEW ENTRANTS ARE TARGETING THIS YEAR’S TOP MARKETS
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London is in second place on the list of top target markets last

Doha rose six places in the new entrants’ ranking, with 58 new

year with 65 new entrants. Mid-Range Fashion brands were

brands establishing themselves in 2016 compared with 29 in

the most active sector, followed closely by F&B operators and

2015. Doha has transformed its retail market in the past few

Luxury & Business Fashion retailers. Geography in London tends

years with the development of many large-scale malls offering

to dictate where brands enter the city, and this was evident in

more extensive retail and leisure facilities. This has led to

2016. Mid-Range Fashion brands generally enter the city in

widespread demand from retailers for these centers that provide a

the Soho area, while most Luxury & Business Fashion retailers

unique experience and embrace placemaking principles.

gravitate toward prime streets in the Mayfair district. New Luxury
& Business Fashion entrants have almost exclusively come from
Western Europe, such as Italy’s Stefano Ricci and France’s
designer menswear brand Ami. Being present in these prime
areas of London exposes retailers to a large number of tourists
and provides a strong marketing tool to project brand awareness,
especially for young retailers expanding in the region.
In CBRE’s latest How Active are Retailers in EMEA? report, the
U.K. was the most popular market for retailer expansion in
2017. Despite the good performance of new entrants in 2016
and strong indications from retailers, the U.K.’s economic
outlook may make 2017 a challenging year. Central London
will be affected by a rate revaluation in April, which will be more
influential than Brexit and other economic factors. No changes in
headline rents in prime areas are expected, but retailers may find
success in seeking more flexible lease terms.
Dubai’s retail sector remained resilient in 2016, with high

THE STORY BEHIND THE LEADING CITIES
Hong Kong retained its position as the top target market for new
entrants in 2016 with 87 new entrants. Hong Kong retail rents fell
last year, as fewer tourists from Mainland China and a general
slowing of the economy, caused a number of high-profile fashion
retailers to rationalize their store networks in the city.

The food & beverage sector has
become particularly attracted
to Hong Kong and comprised
69% of all new entrants to the
city last year.

However, price corrections in Hong Kong improved the

occupancy levels in major retail hubs and many malls
approaching full capacity. Dubai welcomed 59 new retailers in
the past year, attracted by sustained consumer demand from both
the local population and tourists. 32% of the new entrants were
specialist retailers, many of which were athletic-leisure brands
such as Under Armour, Jordan, New Balance and GapFit. These
fashion-infused sportswear retailers are targeting the young
working population of the Emirate.

attractiveness of the market as tenants enjoyed better lease
negotiations in an important global city. The food & beverage

Excluding F&B retailers, other alternative retailers expanded more

However, Dubai’s retail sector is starting to show signs of stress:

sector (F&B) has become particularly attracted to Hong Kong

readily than fashion brands into Hong Kong last year. Notable

sustained economic pressures, the strong U.S. dollar and lower

and comprised 69% of all new entrants to the city last year. The

new openings included Lego’s 4,000 sq ft space in Langham

growth in tourism are impacting sales figures. Dubai’s large

city’s strong F&B culture, young age demographic and changing

Place, the company’s largest flagship store in Asia. Harley

retail development pipeline likely will increase the city’s retail

consumer preferences are attracting new entrants to the market,

Davidson also introduced a flagship lifestyle store in a 9,000 sq ft

vacancy rate.

72% of which have selected secondary locations as headline rents

space in the Eltee Building.

in prime areas and the short life span of restaurants make many
Tier 1 locations inaccessible to the sector.

The Hong Kong retail market will continue to face headwinds
in 2017, but leasing demand will hold up as the city continues
to attract a large number of new retailers, albeit in secondary
locations. Rents are close to their bottom as the rate of correction
has moderated.
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Toronto ranked ninth on 2016’s new retailer list, attracting 30
entrants. With a multicultural and affluent population, Toronto
often welcomes some of the newest brands in the Americas and
continues to be a popular city for the expansion of Luxury brands.
Toronto has consistently been a popular first destination for U.S.
brands’ international expansion due to the similarities in culture
and consumer preferences. 43% of the brands that entered the
city last year were from the U.S.
Rounding out the top 10 most sought after global markets
last year was Vienna, aided by Austrian consumers’ strong
purchasing power and a strong tourism industry. The city attracted
29 new entrants in 2016, up from 25 a year earlier. Some
well-known international players entered the Austrian capital last
year, with Mephisto and Max Mara opening on high streets in
the city center and the H&M Group brands Weekday and Monki
opening at Mariahilfer Straße. The Mid-Range Fashion sector
accounted for more than 30% of new entrants to Vienna, most of
them locating on prime high streets in the city center. With a very
limited supply of available prime locations in the city, a slightly
lower number of new entrants is expected in 2017.
One mall that adheres to these principles is the 500,000 sq m

Singapore has created significant expansion opportunities for

Mall of Qatar, which opened in late 2016. The mall welcomed

retailers, attracting 46 new entrants in 2016. Lower rents for Tier

66% of all the new retailers to Qatar last year, the majority of

1 street locations have made Singapore a tenants’ market, and

which are in the F&B sector. Brands entered Doha through the

this is expected to continue in 2017. Retailers are expanding in

Mall of Qatar include many well-known international retailers

the city, albeit cautiously. Economic uncertainty and lengthy deal

such as Victoria’s Secret and Majid Al Futtaim’s introduction of

negotiations caused the number of new entrants to fall last year.

Abercrombie & Fitch. Retailers seek to capitalize on the growing
tourism levels and infrastructure investments the country has

As a prominent and strategic retail destination, Paris attracted 36

made in preparation for the FIFA World Cup in 2022.

new retailers last year. With a strong tourism market and stable
economy, Paris is attractive to international brands seeking entry

Tokyo was the fifth most sought-after market globally, with 48

to Europe. 33% of the new entrants to the city last year were

new entrants. As seen widely in Asia, the trends in Tokyo last year

Specialist Clothing retailers such as Jordan, Rip Curl and Athlete’s

were the movement of brands to secondary markets and a strong

Foot, all targeting the large number of Parisian millennials.

focus on the F&B sector. High rental rates in prime areas of the
capital have caused many retailers to seek alternative locations,

Moscow was the eighth most sought after market globally

particularly by F&B brands. Another trend in Tokyo last year was

with 33 new entrants. One of the major drivers of new entry is

the movement of Mid-Range Fashion brands from department

favorable commercial lease terms. Since 2014, when Russia’s

stores to mono-brand stores. Going forward, Tokyo’s retail sector

economy fell into recession, rental rates have been lowered and a

likely will be impacted by slowing tourism growth. Landlords are

number of new developments with innovative concepts have been

offering more incentives and prime retail rents could be poised

delivered, such as Aviapark, Oceania and Metropolis. Many

for adjustment in the year ahead.

international brands have been attracted by these schemes and
have used them for their entry to Moscow.
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UNLOCKING
OPPORTUNITIES
IN HONG KONG
FOOD &
BEVERAGE
R E TA I L

Hong Kong retail sales market has contracted for
three consecutive years, with an 8.1% y-o-y decline
in 2016. In contrast the F&B segment was more
resilient and grew at a steady pace of 4.2% CAGR
since 2010. In line with the shift in consumption
pattern, F&B entrants took up a larger portion of
the new retail entrants to the city. The ratio has
grown from 14% in 2013 to more than 69% of all
new entrants in 2016.

A report by UBS suggested that Hong Kong workers averaged

brands to capture different segments of the market.

and review on the restaurants, was ranked as one of the

a 50 hour working week and ranked as the hardest working

At the same time, retailers from other sectors are gradually

‘must have’ apps for living in Hong Kong in 2015. People

city among the 71 global cities surveyed. Coupled with the

entering the F&B industry in order to explore new brand

are motivated to explore new eateries and new cuisine.

crowded living environment, one-third of private residential

experience and diversify their source of income. Luxury brands

units are smaller than 431 sq. ft., households in Hong Kong

such as Alfred Dunhill, Armani and Vivienne Westwood, have

The F&B sector has become an inseparable part of landlords’

are discouraged to prepare meals or have social gatherings at

all moved into the F&B sector in the city and see this as a way to

placemaking strategy to create a successful retail destination,

home. Instead, the relatively short travelling distance between city

reach a younger audience with more affordable options.

as it can attract consumer traffic and extend their dwell time.

centers, office and home, as well as the long business hours of

As mentioned above, the F&B sector has taken up a growing

public transport, makes it possible for people to dine outside and

Food lovers in Hong Kong are eager to know and share the

portion of new entrants to Hong Kong and in fact, same for the

restaurants to stretch their business hours.

new restaurants and their dining experiences. Aside from

Asia Pacific (APAC) region as a whole. The ratio of F&B entrants

TV programs, there are now over 60 local print and online

has grown by 12% in 2012 to 37% in 2016. Looking ahead, it

At the same time, the market breadth and depth have encouraged

magazines in Hong Kong about F&B, in addition to 140-plus

will remain important to provide a wide variety of F&B options in

further expansion of F&B brands. Established F&B groups in the

other local periodicals which carry F&B columns or features.

a physical retail destination as APAC consumers dine out most

city have been active in expanding their range of cuisine and

OpenRice, a mobile application which allows users to search

frequently in the globe1.

1
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The number of new international retailers opening in London in 2016 has almost doubled compared
to last year. Prime streets in Soho and Mayfair are proving to be a magnet for expanding Mid-Range
Fashion and Luxury & Business Fashion brands, as monitored by the Central London Tenant
Acquisition team at CBRE London has attracted 65 new global retailers to its market in 2016,
most of which came from overseas.

The majority of new entrants that have entered the capital have

EU, retailers continue to look to the areas and streets which best

been from the U.S., as overseas brands continue to see London

reflect their brand and allow them to develop their offering and

as the pathway to greater expansion in EMEA. 2016 also set

reach new audiences. Although the business rate revaluation

a record for the amount of money invested in London retail

will impact rent affordability in 2017, the strongest and biggest

property, with £2bn being spent by the end of December.

expanding retailers will continue to see the importance of a strong
physical presence in central London.

25% of new entrants to the city were Mid-Range Fashion retailers,

LONDON’S
CONTINUED
SUCCESS
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gravitating towards the streets of central London as strong footfall

The New West End Company, which represents businesses in

figures, 3.2% y-o-y, continue to attract new brands. Luxury &

London’s West End, said that the area is on track to be the first

Business Fashion retailers have also been very active in moving

retail district in the world to hit £11bn of annual turnover by

to the city’s Mayfair district, with the sector making up 20% of all

2020.

new entrants. This year’s new entrants have included IKKS, one of
France’s most well-known fashion retailers and Italian menswear

The West End, which spans less than 15 acres, already generates

Stefano Ricci on South Audley Street. From the US, sportswear

around £8.8bn in annual sales.

brand New Balance opened its first UK flagship, while the
Dominique Ansel Bakery, famed for creating the ‘cronut’, opened

Throughout 2016, London’s landlords also continue to lead the

its first store in Europe in Belgravia.

world in terms of their vision and ability to invest in public realm
which in turn is building the brand requirements for these highly

Despite perceived high rental levels and competition for space,

curated London Estates such as Regent Street, Covent Garden

as well as any uncertainty immediately after the vote to leave the

and Cadogan Estate’s Kings Road and Sloane Street.

© CBRE Limited, 2017
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THE
E-COMMERCE
REVOLUTION
IN THE
MIDDLE EAST
The Middle East retail sector is experiencing a revolutionary change, albeit at a different pace compared
to other parts of the world. Within the Middle East, we see the development of the retail sector vary
across different markets with Dubai and Doha leading the way, with both markets consistently featured
in the top five global markets for new entries.
Over the last year, Dubai welcomed 59 new retail entrants into

These components together show the importance that

the market. Brands that focus on fashion infused sportswear were

e-commerce is expected to play in UAE’s retail market. At

a popular sector, retailers such as Under Armour, Jordan, New

the same time, we see continuing development of physical

Balance and GapFit, all expanded into the Emirate. Whereas

infrastructures as new retail spaces are coming up, with the

Doha saw an influx of F&B options enter their market, as 40% of

expansion of the Dubai Mall, Mall of the Emirates, and City Walk

the city’s 58 new entrants were from the sector.

in Dubai.

Online shopping in the Middle East is rapidly evolving and has

The growth of e-commerce in the region is complimenting bricks

grown drastically over the last decade. With a dynamic, young

and mortar stores and aiding the physical shopping experience

population and one of the highest global per capita internet

for consumers. Landlords and tenants need to work together

penetration levels, the online spending potential is quickly

to attract retailers to offer competitive prices to consumers –

emerging as one of the highest in the world. This was underlined

residents and visitors alike to boost the retail sector further.

by the movement into the region from one of the worlds largest

UAE’s F&B sector has shown an upward trajectory as consumer

e-commerce brands, with the acquisition of the popular online

spending on socialising and eating out continues to grow with

marketplace Souq.com. This is a very important development

UAE nationals and expatriates alike. The food truck industry is one

in the market along with the creation of the new e-commerce

of the best performing segments in the F&B sector in the UAE and

company ‘Noon’.

is a rising new phenomenon. Food trucks offer restauranteurs a
cost-effective platform not limited by location. They also deliver a
new low-risk entry to market for upcoming F&B brands.
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Philadelphia, the cradle of American democracy, has an indelible cultural and historical legacy of
international regard. Unwilling to rest on its laurels, however, the fifth-largest city in the U.S. has carved
out a place in the global retail conversation over the past few years, supporting a bloom of youthful
population with well-paying jobs and new housing, welcoming an unprecedented influx of tourists, and
cultivating a rich culinary reputation – all of which have led to the expansion of the city’s retail scene.

2016 was a great year for Philadelphia retail; it ushered in a

As a growing culinary empire, Philadelphia gives and takes. The

significant number of new global and national retailers, including

city’s homegrown F&B retailers have been expanding around the

Italian furniture company Natuzzi Italia, British clothing brand

country and globe. Casual dining and coffee concepts such as

Superdry, and apparel company Under Armour. Philadelphia has

Honeygrow and La Colombe have looked to home markets for

also become a popular test market for innovative retail concepts

expansion, whilst elite Philadelphian restauranteurs like Stephen

such as Warby Parker’s unique pop ups. This has since
led to a more conventional bricks and mortar

PHILADELPHIA
STEPPING OUT
OF THE SECOND
CITY SHADOW

Starr have looked further afield. F&B retailing was also
an integral part of one of the most innovative

store. Whereas Target is earmarking

concepts to debut in 2016; local apparel

Philadelphia as a location for one of

company Urban Outfitters acquired

its smaller ‘best of’ stores to target
the city’s dense urban population.

the Vetri family of restaurants and
created a highly integrated
retail-and-restaurant “lifestyle

Shifting demographic

village”, a cutting edge

dynamics are propelling this

example of experiential retail

retail growth. In particular,

philosophy.

Philadelphia’s population
has swelled with millennials,
a 7% jump from 2010 to
2015. This cohort, wellknown for its robust retail
and restaurant spending habits,
now measures nearly half of
the population downtown, and has
sparked a multihousing boom in the city.
Philadelphia has also seen substantial recent job

Looking forward,
Philadelphia’s enhanced
reputation as a retail
destination will continue to
grow in 2017, due in part to the
aforementioned drivers, but also in
part to the expansion of the major retail
district. A wonderful attribute of the city is
its diverse and distinctive neighborhoods, and

growth in professional sectors, increasing disposable income

increasingly, retailers are looking beyond Walnut Street to retail

for residents and employees to spend on retail. Overall, median

corridors emerging as complements or alternatives, especially

household income has risen by 11.3% in the five-year span.

in light of the approximate two million sq. ft. of new retail

While Philadelphia has strengthened its residential base, it has

development underway in the city. Philadelphia’s increasingly

also attracted more domestic and international visitors than ever

global reputation will shine even brighter in the coming years on

before; over 41 million in 2016, driving retail market demand

the heels of healthy population and job growth, competitive retail

even higher.

rents, a vibrant tourism industry and exciting food scene, and an
ever-expanding area of opportunity.

Over the past two years, numerous publications have heralded
Philadelphia as America’s Next Great Food City, and F&B
retailers across the spectrum have flocked to be a part of the
action. Nearly 100 new restaurants opened in 2016,
and QSR Magazine named Philadelphia in its top rankings of
U.S. markets poised for quick-service restaurant expansion.
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FIGURE 2: OVERALL EXPANSION BY SECTOR
THE COFFEE & RESTAURANT AND SPECIALIST CLOTHING SECTORS HAVE SEEN THE LARGEST OVERALL INCREASES
YEAR ON YEAR

FIGURE 3: REGIONAL EXPANSION BY SECTOR
THE COFFEE & RESTAURANT SECTOR IS THE ONLY CATEGORY TO INCREASE ITS EXPANSION IN EVERY
REGION IN 2016
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FIGURE 4: TARGET MARKETS BY RETAILERS’ REGION OF ORIGIN
OVER 40% OF ALL RETAILERS TARGETED EUROPE IN 2016
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of their expansion in Europe and Asia. Europe had the most

NORTH AMERICA

expansions of any region last year, with 43% of the brands

LATIN AMERICA

targeting the region compared with 36% in 2015. This has mainly

2%

home markets at the expense of new entries to Asia. EMEA has
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& AFRICA

also seen significant increases, helped by the number of retailers
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come from European brands that have redirected their focus on

11%

4%

targeting Qatar as a strong retail market.
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FIGURE 6: NEW MARKET ENTRANTS BY COUNTRY
HONG KONG TOPS TARGET MARKET FOR NEW BRANDS

FIGURE 5: TOP EXPORTING COUNTRIES – EXPANSION BY RETAILERS (AT CITY LEVEL)
FROM EACH COUNTRY
U.S. RETAILERS CONTINUE TO BE THE MOST ACTIVE GLOBALLY
As in previous years, U.S. retailers were the most active in 2016.
The other major exporters were all European, with France
improving one place in its position last year. American retailers
continue to have a global outlook, targeting 49 countries in
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Despite significant political and economic uncertainty, retailers continue to cross borders into new
markets and pursue a global expansion strategy. However, significant industry and macroeconomic
challenges remain for retailers, forcing brands to be cautious in their expansion.

APPENDIX 1: GLOBAL CITY RANKINGS OF
INTERNATIONAL RETAILER PRESENCE

Rank 2017

Region

Country

City

% of retailers present
in city in 2017

% of retailers present
in city in 2016

Rank 2016

1

EMEA

United Kingdom

London

57.9%

57.9%

1

2

EMEA

United Arab Emirates

Dubai

57.3%

57.0%

2

aiding the movement of F&B retailers to secondary locations, as

3

APAC

China

Shanghai

54.4%

54.0%

3

all channels. As a result greater focus has been placed on the

the wide use of services like Deliveroo and Uber Eats makes it

in-store experience, technology, in the form of interactive displays

more viable to be in locations where footfall is less. Technology

4

AMERICAS

United States

New York

46.6%

46.6%

4

and social media integration has increased and stores are

continues to be a disruptive influence on retail, allowing brands

5

EMEA

Russia

Moscow

46.3%

45.3%

6

holding live events and workshops to try and create the optimal

to enter and evaluate markets more swiftly, as well as being more

5

APAC

Singapore

Singapore

46.3%

46.0%

5

consumer experience. Retail stores in the most prominent cities

innovative in their targeting of customers.

7

APAC

Hong Kong

Hong Kong

45.0%

45.0%

7

8

EMEA

France

Paris

44.7%

44.0%

8

9

APAC

China

Beijing

44.3%

42.1%

12

The current climate has led to brands targeting tried-and-tested

F&B retailers were more exploratory with their store locations

locations. Retailers are increasingly pursuing the traditional

in 2016; a larger percentage of them selected secondary

retail strongholds of London, Paris and Hong Kong. Even in the

locations in major cities. High turnover of stores in the F&B sector

face of growing online sales, stores remain an integral part of

incentivizes these retailers to find the cheapest rents and therefore

the consumer shopping experience. Their value extends well

utilize secondary locations. Technological disruption may also be

beyond the bricks and mortar supporting revenue growth across

remain a strategic opportunity to attract consumers, build brand
loyalty and generate sales both on and off-line. As retailers

A mix of economic optimism and uncertainty remains for

continue this movement to the most prominent locations, there

retailers in 2017. Potential trade barriers may hamper their

will be a growing scrutiny of store portfolios to ensure that

global ambitions. However, steady retail sales in the U.S. and

retailers are positioned in the right locations. This has led to

the strong dollar may continue to encourage firms from the

10

EMEA

Germany

Berlin

43.4%

43.0%

10

Mid-Range and Luxury & Business Fashion retailers, particularly in

region to expand and seek revenue opportunities in new markets.

APAC, concentrating their store holdings.

Conversely few retailers from the APAC region are big enough to

10

APAC

Japan

Tokyo

43.4%

43.4%

9

compete globally. They tend to start with small scale expansion

12

EMEA

Spain

Madrid

42.7%

42.4%

11

As headline rents in strategically important cities level off,

plans in gateway cities within their home regions. EMEA brands

13

EMEA

Kuwait

Kuwait City

40.8%

40.8%

13

retailers are gaining the upper hand in negotiations and are

may be in a similar situation, as market opportunities closer to

seeking greater flexibility and incentives from landlords. In APAC,

home will likely take priority over global expansion.

14

EMEA

Germany

Munich

40.1%

40.1%

14

while the key markets of Hong Kong and Tokyo had different

15

EMEA

Spain

Barcelona

39.8%

39.5%

17

rental prospects last year, there were some similarities. F&B

15

APAC

Malaysia

Kuala Lumpur

39.8%

39.8%

15

landlords to diversify their offering and improve their center’s

15

APAC

Japan

Osaka

39.8%

39.8%

15

placemaking characteristics. CBRE’s recent What is the Role of

15

APAC

South Korea

Seoul

39.8%

39.5%

17

19

EMEA

Italy

Milan

39.2%

38.8%

19

19

APAC

Taiwan

Taipei

39.2%

38.5%

20

retailers entered en masse and were used by shopping center

Retail in Placemaking? study outlines the benefits to landlords of
making consumer experience a central objective. This shows how
experiential retail concepts can provide expansion opportunities
for traditional retailers and allow them to more effectively
compete with e-commerce only brands.

NB – City level information was not available for every market therefore the analysis conducted at city level is for a slightly smaller
proportion of the retailers. Rankings based on actual number of retailers present and percentages have been rounded up.
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