
RETAIL MARKET GERMANY 2018 EXECUTIVE SUMMARY

A LOT OF ACTIVITY IN RETAIL

The retail market is being watched closely not only in Germany, but in other countries as 

well. Many market participants are wondering how the markets will develop and whether 

the high street can survive in the long term against e-commerce, which is gaining in 

importance. With this in mind, it is not surprising that there is a lot of activity in the retail 

landscape and many mechanisms and practices are undergoing radical change. New 

concepts which allow goods to be presented and experienced, e.g. with pop-up and unique 

flagship stores, in order to improve brand building appear to be promising.

 

RENTS CURRENTLY EXHAUSTED

 ▸  The competitive pressure from online commerce and the resulting changes, for example 

sustainable rent charges, are also naturally having an effect on rent levels.

 ▸  In 41 of the 64 cities analysed regularly by BNP Paribas Real Estate, the top rent has 

not changed.

 ▸  In 23 cities, however, it has fallen by an average of 8 %.

 ▸  In most A-cities the top rents have not changed. They have only fallen in Cologne  

(265 € / m²) and Düsseldorf (275 € / m²) by 4 % and 2 % respectively.

 

DIFFERENT DEMAND TRENDS

 ▸  It has been more difficult to re-let larger-scale space than in previous years, even in 

 central locations, due to the relatively small target group of potential tenants.

 ▸  Less and less tenants are willing to sign long-term lease agreements without flexible 

adjustment clauses.

 ▸  A look at France shows, though, that such contractual arrangements have been 

 commonplace and worked for years. 

CREATIVE CONCEPTS AND COOPERATIONS ON THE INCREASE

 ▸  Catering concepts which accommodate the trend of combining shopping with leisure 

have continued to gain in importance. Currently there is evidence that retailers in other 

sectors are starting to integrate catering into their shops – either as own-brand  catering 

or with partners.

 ▸  A topic which is coming increasingly to the fore is brand building, whereby what at  

first sight appear to be unusual cooperations are also being entered into, as shown by  

the joint showroom of the vehicle tuner Brabus and the yacht builder Sunseeker in 

Königsallee in Düsseldorf.

EXECUTIVE SUMMARY



MACROECONOMIC OVERVIEW 

DEVELOPMENT OF GROSS DOMESTIC PRODUCT (GDP) IN GERMANY

in % (price-adjusted)
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GDP DEVELOPMENT IN INTERNATIONAL COMPARISON
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  RETAIL SALES INCREASE FOR EIGHTH YEAR IN A ROW

Sales in the German retail industry developed very positively 

in 2017. According to initial calculations by the Federal Sta-

tistical Office, they have increased nominally by 4.2 % and 

adjusted for prices by 2.3 %. German retailers have therefore 

increased sales compared to the previous year for the eighth 

year in a row. Higher-than-average growth was recorded as 

expected in internet and mail order sales. E-commerce has 

continued the success story and steep upward trend of re-

cent years unabated and took an ever-increasing share of 

the sales. The retail sales were boosted by strong economic 

growth, which was better than had been expected at the 

start of the year, a further rise in employment and at the 

same time a fall in unemployment. All of this has resulted 

in an increase in disposable income, which was reflected in 

constantly high and above all stable consumer confidence. 

One of the winners of this development was without doubt 

the retail industry. 

  ECONOMY CONTINUES TO GROW

The economy has continued to develop very positively. Ac-

cording to provisional calculations by the Federal Statistical 

Office, gross domestic product (GDP) grew by 2.2 % in 2017 

(adjusted for prices). The increase was therefore not only 

greater than in the previous year, but this was the eighth 

year in a row that the German economy has grown. The 

increase is around one percentage point above the ten-

year average. In particular the domestic economy has pro-

vided important impetus for growth. Private consumption 

spending increased in real terms by 2 %, while public con-

sumption spending rose by a below-average rate follow-

ing the disproportionately high level of spending in 2016 

due to the refugee situation. A major contribution was also 

made by gross capital investment, which rose by around 

3 %. Although imports (+5.2 %) grew by more than imports 

(+4.7 %), foreign trade still remains an important pillar of 

the economy. The stable global economic growth and in 

particular the broad-based upturn in the EU are benefiting 

the German economy greatly.
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RETAIL MARKET GERMANY 2018 OVERVIEW

 LABOUR MARKET RUSHES FROM RECORD TO RECORD

The German labour market has rushed from record to re-

cord in recent years, and this continued in 2017. An av-

erage of 2,533 million people were registered as unem-

ployed– 158,000 (6 %) fewer than in 2016. At the same 

time, the unemployment rate has fallen by 40 basis points 

to 5.7 %, its lowest level since the reunification of Germany. 

As a consequence, the number of people in employment 

has climbed to its highest level. The average number of 

people in employment in 2017 was 44.28 million, which 

equates to an increase of 638,000 or 1.5 %. Happily, the 

trend of the number of employed people making social se-

curity contributions increasing by a higher percentage than 

the total number of people in employment has continued. 

At 32.16 million, there were 2.3 % more employed people 

making social security contributions in mid-2017 than one 

year before. Hence, the demand for labour also increased 

in 2017. The number of situations vacant indicates that this 

trend will continue: On average 731,000 jobs needed to be 

filled last year, an impressive 12 % more than in 2016. The 

labour market should therefore remain an important pillar 

for dynamic growth in the retail industry.

  CONSUMER CONFIDENCE STILL VERY HIGH

The GfK consumer confidence index rose sharply around 

the turn of the year to 10.8 points, a much higher figure 

than one year before. In particular economic expectations 

are much improved. In other words: Consumers are very 

confident that the momentum of the economic upswing will 

continue. A further positive sign is that the sub-indicator for 

income development, which fell slightly in 2017, also rose 

again slightly in December. Consumers are expecting that 

they will also benefit personally from the good develop-

ment of the economy. A logical consequence of this is that 

the propensity to buy has risen again to 57.1 and is 9 points 

higher than the previous year. On the consumer side, all of 

the traffic lights are therefore on green for the retail in-

dustry. This is all the more so the case because significant 

growth in real wages is again expected due to the good 

state of the economy, which, against the background of the 

continuing very low level of interest rates, should largely 

flow into consumption.

DEVELOPMENT OF UNEMPLOYMENT RATE IN GERMANY

in %  
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DEVELOPMENT OF THE IFO BUSINESS CLIMATE INDEX

Index values (2005 = 100)
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  POSITIVE SENTIMENT AMONG BUSINESSES

There is not only positive sentiment among consumers, 

German businesses can also look back with satisfaction on 

2017 and are very confident about 2018. This statement 

is supported by the most important sentiment indicator 

for the German economy, the Ifo business climate index. 

After reaching a new all-time high in November 2017 of 

117.6 points, it fell slightly in December to 117.2, but this 

is still the second-best figure ever recorded and well above 

the long-term average. In particular the sub-indicator for 

future expectations, which fell by 1.5 points to 109.5, is re-

sponsible for this minimal decrease. This primarily reflects 

external risks such as the ongoing Brexit negotiations, the 

North Korea conflict and potential protectionist measures 

by the US administration. The economic outlook on the 

other hand provides excellent conditions for further posi-

tive development. The assessment of the current situation 

therefore improved again in December to 125.4 points, its 

highest level since July 2017. 

  POSITIVE OUTLOOK FOR 2018

All currently available fundamental economic data and 

forecasts suggest that the framework conditions for the 

German retail industry will again develop very favourably 

in 2018. GDP growth will reach a similar level to that of 

2017, while the number of people in employment should 

continue to rise as unemployment falls. It is expected that 

the continuing low level of interest rates will also have a 

positive impact. As things currently stand, there is current-

ly much to suggest that there will be a further significant 

increase in sales, from which both e-commerce and the 

high street should benefit. Consumers do not appear to be 

greatly worried by potentially disruptive factors such as the 

government not yet having been formed at the start of the 

year. The external political developments mentioned, global 

trouble spots and continuing threat of terrorism therefore 

remain the greatest risks to continued positive develop-

ment. Previous experience shows, however, that it is un-

likely that consumers will be influenced greatly by these.

DEVELOPMENT OF INFLATION RATE

in %
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RETAIL MARKET GERMANY 2018 OVERVIEW

 A LOT OF ACTIVITY IN RETAIL

The retail market is being watched closely not only in Ger-

many, but in other countries as well. Many market participants 

are wondering how the markets will develop and whether the 

high street can survive in the long term against e-commerce, 

which is gaining in importance. With this in mind, it is not 

surprising that there is a lot of activity in the retail landscape 

and many mechanisms and practices are undergoing radical 

change. General adjustment processes can only be deduced 

to a limited extent, as the developments differ greatly by city 

and market segment. Currently a finding process can be seen 

which not only retailers, but also customers and landlords 

have to get to grips with. In many cases it has not yet been 

finally decided what new concepts and structures will prove 

successful and finally prevail. What is undisputed is that both 

retailers and city centres have to adapt to the changing cir-

cumstances. New concepts which allow goods to be presented 

and experienced, e.g. with pop-up and unique flagship stores, 

in order to improve brand building appear to be promising.

 RENTS CURRENTLY EXHAUSTED

The competitive pressure from online commerce and the re-

sulting changes, for example sustainable rent charges, are 

also naturally having an effect on rent levels. In principle it 

can be stated that the times of constantly rising rents are 

over. Currently it can be seen that rents are either stabilising 

or falling slightly. In 41 of the 64 cities analysed regularly by 

BNP Paribas Real Estate, the top rent has not changed. In 23 

cities, however, it has fallen by an average of 8 %. Unlike in 

the previous year, not one city has recorded an increase in the 

highest rent. In most A-cities the top rents have not changed. 

They have only fallen in Cologne (265 € / m²) and Düsseldorf 

(275 € / m²) by 4 % and 2 % respectively. Munich remains the 

most expensive city (370 € / m²), followed by Berlin (320 € / m²) 

and Frankfurt (300 € / m²). Hamburg and Stuttgart are on 

the same level as Düsseldorf with 275 € / m². It needs to be 

taken into account that the top rent by definition applies for 

a 100 m² standard shop with ideal conditions and therefore 

only represents a very small segment of the market. Against 

this background only minor adjustments of top rents are ex-

pected in A-cities. What is responsible for this is the fact that 

shops are increasingly being used as a brand-building instru-

ment. However, this only concerns smaller areas for which 

tenants are prepared to pay higher rents. It can also be seen 

that retailers are trying to share the sales risk with owners 

and requiring greater flexibility when drawing up agreements. 

Instruments such as sales-linked rent and special termination 

rights are being discussed more and more frequently. 

 DIFFERENT DEMAND TRENDS

Generally a good level of demand was recorded in 2017, al-

though different trends were seen. In some market segments 

demand is falling, whereby it has been more difficult to re-let 

in some instances than in previous years. This is the case on the 

one hand for large-scale space – including in central locations. 

What is responsible for this is the relatively small target group 

of potential tenants, who are becoming increasingly aware of 

their bargaining power. On the other hand, the requirements 

concerning the quality of the locations have increased once 

again, with the result that fringe and B-locations are also find-

ing it difficult and are generally facing a fall in demand. As 

a consequence, the negotiating periods for new agreements 

have extended once again. Although international brands con-

tinue to show great interest in expanding in Germany, here too 

it can be seen that they are acting somewhat more cautiously. 

The best example of this is provided by UK labels which, due 

to the uncertainty surrounding Brexit, are acting with extreme 

caution and restraint in their expansion plans and for them 

new markets such as Germany. Among the most important de-

velopments is the trend towards shorter agreements. Less and 

less tenants are willing to sign long-term lease agreements 

without flexible adjustment clauses. In the next few years it is 

therefore expected that the share of shorter lease agreements, 

e.g. 3 years plus options, will increase significantly. This devel-

opment will represent a challenge, but not present the market 

with unsolvable problems, as can be seen by taking a look at 

France: Here such contractual arrangements have been com-

monplace and worked for years.

  CREATIVE CONCEPTS AND COOPERATIONS  

ON THE INCREASE

Among the demand groups, trends and changes can be identi-

fied. Clothing companies’ share of nationwide lettings in 2017 

was only 26 % and therefore 7 percentage points below the 

five-year average, because the online competition is making 

life particularly uncomfortable for them. The situation for 

drugstores and food retailers is very different; they are seek-

ing space with increased regularity in central inner-city loca-

tions – often with specially adapted concepts in order to react 

to the changing buying behaviour of customers. Catering con-

cepts which accommodate the trend of combining shopping 

OVERVIEW OF THE GERMAN RETAIL MARKETS 



with leisure have continued to gain in importance. Currently 

there is evidence that retailers are starting to integrate cater-

ing into their shops – either as own-brand catering or with 

partners. One example is Arket, H&M’s new multi-brand con-

cept with a catering component: The first store opened this 

year in London, followed shortly afterwards by the first Ger-

man shop in Weinstrasse in Munich. The US ice cream chain 

Chopp&Roll has also entered into a franchise partnership with 

Karstadt. A topic which is coming increasingly to the fore is 

brand building, whereby what at first sight appear to be un-

usual cooperations are also being entered into, as shown by 

the joint showroom of the vehicle tuner Brabus and the yacht 

builder Sunseeker in Königsallee in Düsseldorf. Not least Ber-

lin is benefiting from this development, which is underlined 

by the diverse international new entries in Hackescher Markt. 

The constantly developing metropolis is gaining in interna-

tional importance and remains extremely exciting for retail-

ers, even if sales are below those of other hotspots.  

 OUTLOOK

The retail market remains lively and is attracting great inter-

est from tenants. If the tailwind provided by the fundamental 

economic data is also taken into account, horror scenarios 

concerning the future of the high street are exaggerated and 

incorrect. Adjustment processes which result in changes such 

as smaller shop sizes or shorter lease periods are phenom-

ena which are faced by owners in other asset classes such 

as office and logistics properties and are due in particular to 

increasing digitalisation and flexibilisation. All industries face 

the challenge of having to adapt and develop new, innova-

tive concepts. However, this also represents an opportunity 

for both the retail industry and the economy as a whole. As 

the retail investment figures show, investors share this view. 

There is no general scepticism among investors concerning 

retail properties as a result of the dynamic growth of e-com-

merce, even if more intensive checks are being made by some 

than in the past.

INDEX DEVELOPMENT OF TOP RENTS IN SELECTED CITIES*

  Berlin     Cologne     Düsseldorf     Frankfurt     Hamburg     Leipzig     Munich  
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RETAIL MARKET GERMANY 2018 OVERVIEW

KEY MARKET FIGURES FOR THE MOST IMPORTANT RETAIL LOCATIONS IN GERMANY

City
Population 

01.01.2016

Purchasing

power index

2017

Turnover

index

2017

Prime shopping streets

Top rent

(net) 

2016¹)

Top rent

(net)  

2017¹)

Purchase price

multiplier

retail property²)

absolute
per inhabitant

(DE = 100)

per inhabitant

(DE = 100)
in € / m² / month in € / m² / month from to³)

Aachen   245,885  93.8  82.8  Adalbertstrasse, Holzgraben 120 110 17.5 21.0

Augsburg   286,374  97.7 127.0  Annastrasse 100 100 17.0 20.0

Bad Homburg    53,244 152.2 151.9  Louisenstrasse  70  60 16.5 18.5

Berlin 3,520,031  91.7 103.2  Tauentzienstrasse, Kurfürstendamm, 

Friedrichstrasse, Alexanderplatz, Hackescher 

Markt, Schlossstrasse

320 320 23.5 31.0

Bielefeld   333,090  95.5 124.7  Bahnhofstrasse 135 135 16.5 19.5

Bochum   364,742  94.8 118.1  Kortumstrasse  80  80 14.5 16.5

Bonn   318,809 111.6 111.6  Remigiusstrasse, Sternstrasse, Poststrasse 135 130 17.5 22.0

Braunschweig   251,364 106.0 153.2 Hutfiltern, Damm, Schuhstrasse, Sack 100  95 17.0 20.0

Bremen   557,464  94.0 113.6  Obernstrasse, Hutfilterstrasse, Sögestrasse 120 120 17.5 21.0

Chemnitz   248,645  88.5 106.8  Strasse der Nationen  55  50 13.0 15.0

Cologne 1,060,582 108.1 132.0  Schildergasse, Hohe Strasse, Neumarkt, 

Ehrenstrasse, Breite Strasse, Mittelstrasse, 

Wallrafplatz

275 265 23.5 29.0

Darmstadt   155,353 109.3 120.6  Ernst-Ludwig-Strasse  80  75 15.0 18.0

Dortmund   586,181  92.4 117.3  Westenhellweg, Ostenhellweg 230 230 18.5 22.5

Dresden   543,825  90.9 107.4  Prager Strasse, Seestrasse 100 100 18.0 22.5

Duisburg   491,231  84.9  93.2  Königstrasse, Kuhstrasse  55  45 13.0 16.0

Düsseldorf   612,178 118.7 134.7  Schadowstrasse, Königsallee, Flinger 

Strasse, Mittelstrasse

280 275 23.5 29.0

Erfurt   210,118  91.1 107.3  Anger  90  90 17.0 20.5

Erlangen   108,336 123.0 131.3  Nürnberger Strasse, Hauptstrasse  65  65 15.0 18.0

Essen   582,624  98.2 113.3  Kettwiger Strasse, Limbecker Strasse 100  90 17.0 22.0

Flensburg    85,942  90.2 163.6  Holm  85  85 15.0 18.5

Frankfurt am Main   732,688 114.8 117.3  Zeil, Fressgass': Grosse Bockenheimer 

Strasse / Kalbächer Gasse, 

Goethestrasse, Biebergasse, Steinweg, 

Kaiserstrasse / Rossmarkt

300 300 23.5 29.5

Freiburg im Breisgau   226,393  95.0 146.8  Kaiser-Joseph-Strasse 180 180 17.5 20.5

Gelsenkirchen   260,368  81.8  88.7  Bahnhofstrasse  45  40 12.5 16.0

Göttingen   118,914  95.4  78.1  Weender Strasse, Groner Strasse  90  90 15.0 17.0

Hagen   189,044  92.2 113.2  Elberfelder Strasse, Mittelstrasse  45  40 12.5 15.0

Halle (Saale)   236,991  83.9  86.8  Leipziger Strasse  75  70 13.0 16.0

Hamburg 1,787,408 109.4 124.2  Spitalerstrasse, Mönckebergstrasse, Neuer 

Wall, Gerhofstrasse, Poststrasse, Grosse 

Bleichen, Jungfernstieg, Hohe Bleichen, 

Gänsemarkt

275 275 24.5 30.5

Hannover   532,163 101.9  89.9  Grosse / Kleine Packhofstrasse, Georgstrasse, 

Bahnhofstrasse, Karmarschstrasse, 

Luisenstrasse

205 200 19.0 23.5

Heidelberg   156,267  96.8 120.6  Hauptstrasse 120 120 19.5 22.5

Ingolstadt   132,438 115.6 172.0  Ludwigstrasse  70  70 15.5 18.5

Karlsruhe   307,755 104.5 125.1  Kaiserstrasse 105 100 19.0 22.0

Kassel   197,984  93.9 137.6  Obere Königsstrasse 120 115 15.5 18.0

Kiel   246,306  88.7 125.4  Holstenstrasse  70  70 15.0 18.0

Koblenz   112,586 101.1 167.5  Löhrstrasse  85  80 14.0 16.5

Krefeld   225,144  99.3 132.4  Hochstrasse  60  50 14.0 17.0

Leipzig   560,472  86.9  96.8  Petersstrasse, Grimmaische Strasse, 

Nikolaistrasse, Hainstrasse, Neumarkt

120 120 18.5 23.0

Leverkusen   163,487 103.8 113.2  Wiesdorfer Platz  35  35 13.5 15.5

Lübeck   216,253  91.8 143.3  Breite Strasse, Holstenstrasse  95  90 14.5 17.0

Magdeburg   235,723  88.0 108.5  Breiter Weg  30  30 14.0 16.0

Mainz   209,779 109.7 117.8  Am Brand, Schusterstrasse, Stadthausstrasse 110 110 17.0 20.0

Mannheim   305,780  97.6 153.3  Planken, Kurpfalzstrasse 160 160 18.5 22.5

Moers   104,529 100.2 101.0  Steinstrasse  60  60 13.0 15.0

Mönchengladbach   259,996  95.4 115.3  Hindenburgstrasse  40  40 13.5 15.5

Munich 1,450,381 135.5 148.5  Kaufingerstrasse, Marienplatz, Neuhauser 

Strasse, Maximilian-, Wein-, Theatiner-, 

Residenzstrasse, Sendlinger Strasse, Tal, 

Hohenzollernstrasse, Leopoldstrasse

370 370 24.5 31.5

Münster   310,039 108.2 141.1  Ludgeristrasse, Prinzipalmarkt, Salzstrasse, 

Rothenburg

190 190 18.5 22.0

Neuss   155,414 108.7 112.7  Büchel, Niederstrasse, Oberstrasse  55  50 13.0 15.5

Nuremberg   509,975 104.0 137.1  Karolinenstrasse, Breite Gasse, 

Kaiserstrasse, Königstrasse

150 150 19.5 23.0

Offenbach am Main   123,734  93.5  96.7  Frankfurter Strasse  45  40 13.5 16.0

Oldenburg   163,830 102.9 146.4  Achternstrasse, Lange Strasse 100 100 14.5 17.5

Osnabrück   162,403  96.2 147.1  Grosse Strasse 135 135 17.0 20.0

Paderborn   148,126  93.9  97.3  Westernstrasse, Marienplatz  95  90 14.5 17.0

Potsdam   167,745  98.3  93.2  Brandenburger Strasse  70  70 17.5 20.5

Recklinghausen   114,330  97.2  95.4  Breite Strasse, Markt, Kunibertistrasse  35  30 12.5 14.5



OVERVIEW RETAIL MARKET GERMANY 2018

City
Population 

01.01.2016

Purchasing

power index

2017

Turnover

index

2017

Prime shopping streets

Top rent

(net) 

2016¹)

Top rent

(net)  

2017¹)

Purchase price

multiplier

retail property²)

absolute
per inhabitant

(DE = 100)

per inhabitant

(DE = 100)
in € / m² / month in € / m² / month from to³)

Regensburg   145,465 112.3 172.3  Pfauengasse, Weisse-Lilien-Strasse, 

Königsstrasse

 70  70 16.0 19.5

Rostock   206,011  86.1  94.0  Kröpeliner Strasse  80  80 15.5 18.0

Saarbrücken   178,151  95.0  83.4  Bahnhofstrasse  75  75 14.5 17.0

Schwerin    96,800  88.7 107.8  Marienplatz  30  30 12.5 15.0

Siegen   102,355  92.3  92.0  Bahnhofstrasse  40  40 12.5 15.0

Stuttgart   623,738 111.8 132.4  Königstrasse, Stiftstrasse, Calwer Strasse, 

Schulstrasse, Kirchstrasse

275 275 23.5 29.0

Trier   114,914  82.2 177.5  Simeonstrasse, Hauptmarkt, Brotstrasse, 

Grabenstrasse, Fleischstrasse (Ecke 

Hauptmarkt)

125 125 17.5 21.5

Ulm   122,636 108.1 147.5  Bahnhofstrasse, Hirschstrasse 135 135 15.5 19.0

Wiesbaden   276,218 111.7 124.8  Kirchgasse, Langgasse, Marktstrasse, 

Wilhelmstrasse

140 140 18.5 23.0

Wuppertal   350,046  96.2  91.8  Poststrasse, Alte Freiheit  80  75 14.5 17.0

Würzburg   124,873 101.5 204.3  Schönbornstrasse, Kürschnerhof, 

Dominikanerplatz

135 135 18.0 21.5

¹)  Applies to typical 100 m² standard shop with following quality features:

 ▸ most frequented area in the city

 ▸ single-storey rectangular ground-plan

 ▸ step-free entrance

 ▸ at least 6m frontage

²)  Applies to prime area

 ▸ at least 50 % of rental income from retail premises

³)  In individual cases, these multipliers can sometimes be considerably higher as the result 

of special circumstances.

Sources: GfK Geomarketing GmbH, BNP Paribas Real Estate, Einwohner- / Gemeindeverzeichnis
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 GFK PURCHASING POWER INDEX

The GfK purchasing power provides information on the dis-

posable income of consumers by place of residence. The GfK 

purchasing power can be described in simplified terms as the 

sum of all net income which is available to the population in 

a year and region. It is therefore the most important indicator 

for consumption potential in this region.

The index value always relates to the national average. An 

index of 110 means that inhabitants in this region have 10 

per cent more purchasing power than the national average. 

An index of 90 means that the purchasing power of inhabit-

ants in this region is 10 per cent below the national average.

 GFK RETAIL TURNOVER INDEX

The GfK retail turnover shows the forecasted retail turnover 

in the individual regions. In contrast to GfK purchasing power, 

retail spending by the place of purchase and not by the place 

of residence is used to calculate the GfK retail turnover. It 

therefore reflects retail consumer spending at the point of 

sale.

The index value always relates to the national average. An 

index of 110 means that retail turnover per inhabitant in this 

region is 10 per cent above the national average. An index of 

90 means that retail turnover per inhabitant in this region is 

10 per cent below the national average.

 GFK CENTRALITY INDEX

The GfK centrality index provides retailers with an objective 

benchmark to identify which cities are managing to attract 

and retain a particularly high level of purchasing power with 

their existing range of retail services. A centrality index of 100 

means that a city’s inflow and outflow of purchasing power 

are in balance. The index is therefore of great importance for 

location planning and assessment.

DEFINITIONS 



Berlin is the retail hotspot of Germany and enjoys an extraor-

dinarily good level of demand from retailers. Due to its inter-

national character, the capital is also often seen as a spring-

board for entry into the German market. A feature of the Berlin 

retail market is the large number of A-locations spread across 

the city, each with its own character and allowing an approach 

appropriate to the particular target group.

 TOP RENT IN THE MARKET STABLE, BUT …

While the top rent for the entire Berlin market has not changed 

compared to 2016 and is still 320 € / m² in Tauentzien strasse, 

rents have developed differently in the individual sub-loca-

tions. Although rents have remained largely stable in view of 

the continuing pleasing demand situation, in some sub-mar-

kets a slight reduction in rents has been seen. For example, 

in the highly-frequented Kurfürstendamm a slight drop of 2 % 

to 240 € / m² has been recorded. The standard area of the Kur-

fürstendamm fell just as strongly to 215 € / m². Generally retail-

ers are not showing themselves to be very willing to compro-

mise when it comes to the structure of space. Also, increasingly 

shorter fixed terms are being sought by tenants. Against this 

background, the number of lease agreements registered in 

BERLIN

OVERVIEW OF A-LOCATIONS

Location Category Length Footfall / h Top rent Chain-store ratio Selected new leases / openings

Tauentzienstrasse Consumer 500 m 7,095 320 € / m² 97 % Granit (360 m²), Ecco (100 m²)

Kurfürstendamm

(1) Consumer  

(2) Upmarket 

(3) Luxury

3,500 m

(1) 6,609

(2) – 

(3) 1,414

(1) 240 € / m²

(2) 215 € / m²

(3) 185 € / m²

97 %
Roberto Cavalli (470 m²), Furla (320 m²),  

Havaianas (140 m²)

Alexanderplatz Consumer 300 m 4,431 190 € / m² 97 % Footlocker (550 m²), Sephora (150 m²)

Rosenthaler Strasse Consumer  500 m 3,762 120 € / m² 80 % HKMX Hunkemöller (120 m²), Chanel Beauté (110 m²)

Neue Schönhauser Strasse Consumer  200 m 2,050 120 € / m² 91 % Only (200 m²)

Friedrichstrasse Consumer / Upmarket 3,300 m 4,582 100 € / m² 85 %
Depot (800 m²), Gregory‘s Coffee & Snacks (90 m²), 

Samsonite (75 m²)

Schlossstrasse Consumer 1,700 m 3,456 90 € / m² 84 % Snipes (450 m²), Miniso (230 m²)

Wilmersdorfer Strasse Consumer 1,900 m 5,928 80 € / m² 85 % Kik (620 m²)

Münzstrasse Consumer  230 m – 80 € / m² 65 %
Suitsupply (940 m²), Adidas Running (260 m²),  

The North Face (170 m²)

© BNP Paribas Real Estate Retail Services, December 31, 2017

TOP RENT – INTER-CITY COMPARISON
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DEVELOPMENT OF TOP RENT AND PURCHASE PRICE MULTIPLIER

   Top rent in € / m²        Purchase price multiplier
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the A-locations (48) is below the previous year’s higher figure 

(66). Among the biggest demand groups are the catering sector, 

which is on the lookout in particular for locations with lots of 

tourists, as well as the bodycare and healthcare sector. Among 

the prominent new entries from this sector is the Sephora store 

in Alexanderplatz, which opened the biggest shop in shop (ap-

prox. 150 m²) in Germany in Galeria Kaufhof.

 EVEN DISTRIBUTION ACROSS ALL LOCATIONS

In contrast to the previous year, when Kurfürstendamm ac-

counted for more than one third of the deals in the A-locations, 

market activity was spread much more evenly across all loca-

tions in 2017. No location had more than six transactions. The 

greatest take-up was in Münzstrasse (just under 2,200 m²), 

which benefited from lease agreements involving Suitsupply 

(940 m²), adidas Running (260 m²) and The North Face (170 m²). 

© BNP Paribas Real Estate Retail Services, December 31, 2017

SOCIO-ECONOMIC DATA

Berlin Germany

2017 Trend 2017 Trend

Population 2016 (000) 3,520 82,176

Employees subject to social insurance (000) 1,426 32,165

Unemployment rate (%) 8.4 5.7

Retail-relevant purchasing power index 96.8 100.0

Turnover ratio 103.2 100.0

Centrality ratio 1.07 1.00

Overnight stays 2016 (million) 31.1 436.2

Top rent Demand total

Supply Demand international

Key money Chain-store ratio

TREND 2018

REGISTERED LETTINGS

Number Take-up
Top sector 

(take-up)

Chain-store ratio 

(internationality)

A-locations total 48 14,100 m² Clothing (5,900 m²) 88 % (52 %)

Kurfürstendamm 6 1,970 m² Clothing (900 m²) 83 % (67 %)

Rosenthaler 
Strasse 6 1,090 m²

Bodycare / Healthcare 
(460 m²) 100 % (50 %)

Münzstrasse 5 2,190 m² Clothing (2,000 m²) 80 % (60 %)

Friedrichstrasse 5 1,400 m²
Household articles /  
furnishings (800 m²) 100 % (40 %)

Schlossstrasse 4 800 m² Clothing (450 m²) 100 % (75 %)

Alexanderplatz 3 1,150 m² Catering (600 m²) 100 % (67 %)

Tauentzienstrasse 3 1,000 m² Clothing (520 m²) 100 % (67 %)

Neue Schön-
hauser strasse 2 470 m² Catering (270 m²) 50 % (50 %)

Wilmersdorfer 
Strasse 1 620 m² Clothing (620 m²) 100 % (0 %)

Other A-locations 13 3,410 m² Clothing (1,100 m²) 77 % (38 %)

Other locations 136 169,000 m² Furniture (85,000 m²) 84 % (27 %)

© BNP Paribas Real Estate Retail Services, December 31, 2017

A-LOCATIONS WITH THE MOST IMPORTANT KEY INDICATORS

Day of count: 10.06.2017       Counting point      7,095  Pedestrian frequency / h     320 € / m²  Top rent typical 100 m² standard shop     97 %  Chain-store ratio

5,928 | 80 € / m² | 85 %

7,095 | 320 € / m² | 97 %

4,431 | 190 € / m² | 97 % 

– | 80 € / m² | 65 % 

2,050 | 120 € / m² | 91 %

4,582 | 105 € / m² | 85 %

2  – | 215 € / m² | 97 %

3,456 | 90 € / m² | 84 %

1  6,609 | 240 € / m² | 97 %

3,762 | 120 € / m² | 80 %

3  1,414 | 185 € / m² | 97 %



As a financial centre and one of the most important air traffic 

hubs in Europe, Frankfurt attracts many customers with cor-

respondingly high purchasing power, which the high-quality 

retail sector in the city centre traditionally benefits from. If 

Frankfurt gains to the extent expected from Brexit, the inter-

national flair will increase further. It is therefore not surpris-

ing that in particular foreign labels continue to keep an eye on 

the Main metropolis and ensure that demand remains high 

for the most highly frequented A-locations.

 ACTIVITY IN THE CITY CENTRE 

A number of projects have stimulated activity in Frankfurt city 

centre. Besides the completion of the Junghof and ma’ro, other 

developments such as the DomRömer Quarter, the Kornmarkt 

Arkaden and the Maintor area give fresh impetus to the retail 

landscape. Many players are also looking forward to the Four, 

the future development of the land sold by Deutsche Bank. In 

particular Kaiserstrasse might benefit from this, as new pe-

destrian flows will evolve. The current level of demand re-

mains high against this background, not least because many 

landlords are communicating openly and cooperatively with 

tenants in order to secure long-term agreements. Rents have 

accordingly remained stable. This is the case both for the 

Zeil, where the top rent is estimated at 300 € / m², and for all 

other locations. In the Zeil the US burger chain Five Guys has 

secured an area of around 580 m², while the Dutch clothing 

FRANKFURT

DEVELOPMENT OF TOP RENT AND PURCHASE PRICE MULTIPLIER
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TOP RENT – INTER-CITY COMPARISON
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OVERVIEW OF A-LOCATIONS

Location Category Length Footfall / h Top rent Chain-store ratio Selected new leases / openings

Zeil Consumer 1,200 m 10,280 300 € / m² 81 %
Hema (820 m²), Five Guys (580 m²),  
Läderach (400 m²)

Goethestrasse
Luxury / 

Upmarket
300 m 2,194 280 € / m² 96 %

Furla (230 m²), Rimowa (120 m²),  
Pomelatto (100 m²)

Biebergasse Upmarket 120 m 5,886 245 € / m² 100 % -

Grosse Bockenheimer Strasse Consumer 300 m 4,090 240 € / m² 64 %
Sandro Paris (200 m²), Devialet (80 m²),  
Moleskin (80 m²)

Steinweg Upmarket 70 m 2,770 220 € / m² 93 % Picard (260 m²), Franck Muller (60 m²)

Neue Kräme Consumer 120 m 4,528 140 € / m² 53 % Adenauer & Co. (60 m²)

Kaiserstrasse Consumer 220 m 3,976 120 € / m² 89 % Depot (850 m²), Atelier NA (490 m²), Eton (60 m²)

Schillerstrasse Consumer 300 m 2,190 120 € / m² 56 % Outitter (500 m²)

Rossmarkt Consumer 130 m 3,976 115 € / m² 70 % Nile (170 m²)

© BNP Paribas Real Estate Retail Services, December 31, 2017
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Other locations 46 25,600 m² Food (6,400 m²) 67 % (17 %)

© BNP Paribas Real Estate Retail Services, December 31, 2017

chain Hema has opened a shop of around 820 m² here. There 

has also been activity in Kaiserstrasse, where the Gries Deco 

Company has leased 600 m² for a Depot store.

 TREND TOWARDS SOMEWHAT SMALLER SHOPS

Altogether, 30 lettings / openings were recorded in Frank-

furt’s A-locations. In particular food, drugstore and catering 

concepts are forcing their way increasingly into the central 

locations. Clothing retailers are also continuing to expand, 

whereby particularly for them a trend towards small shops is 

noticeable. For example, the Swiss sportswear label Nile has 

chosen a store of around 170 m² in Rossmarkt. The new store 

of the Swiss chocolatier Läderach on the other hand is much 

bigger at around 400 m². It now showcases itself in the Zeil 

in the space previously occupied by Yves Rocher following a 

costly renovation.

© BNP Paribas Real Estate Retail Services, December 31, 2017

SOCIO-ECONOMIC DATA

Frankfurt Germany

2017 Trend 2017 Trend

Population 2016 (000) 733 82,176

Employees subject to social insurance (000) 565 32,165

Unemployment rate (%) 5.9 5.7

Retail-relevant purchasing power index 114.2 100.0

Turnover ratio 117.3 100.0

Centrality ratio 1.03 1.00

Overnight stays 2016 (million) 8.8 436.2

Top rent Demand total

Supply Demand international

Key money Chain-store ratio

TREND 2018

REGISTERED LETTINGS

Number Take-up
Top sector 

(take-up)

Chain-store ratio 

(internationality)

A-locations total 30 11,320 m² Clothing (3,550 m²) 87 % (37 %)

Zeil 5 2,900 m² Clothing (1,100 m²) 100 % (80 %)

Kaiserstrasse 5 1,880 m²
Household articles /  

furnishings (1,180 m²) 100 % (40 %)

Grosse Bocken-
heimer Strasse 4 480 m² Clothing (320 m²) 75 % (50 %)

Goethestrasse 3 450 m²
Leatherwear / shoes 

(350 m²) 100 % (33 %)

Schillerstrasse 2 570 m² Leisure (500 m²) 100 % (0 %)

Rossmarkt 2 550 m² Electronics (370 m²) 100 % (50 %)

Steinweg 2 330 m²
Leatherwear / shoes 

(270 m²) 100 % (50 %)

Neue Kräme 2 210 m²
Household articles /  
furnishings (150 m²) 50 % (0 %)

Other A-locations 5 3,950 m²
Bodycare / Healthcare 

(2,230 m²) 60 % (0 %)

A-LOCATIONS WITH THE MOST IMPORTANT KEY INDICATORS

Day of count: 10.06.2017       Counting point      10,280  Pedestrian frequency / h     300 € / m²  Top rent typical 100 m² standard shop     100 %  Chain-store ratio

2,190 | 120 € / m² | 56 %

4,090 | 240 € / m² | 64 %

2,194 | 280 € / m² | 96 % 2,770 | 220 € / m² | 93 %

10,280 | 300 € / m² | 81 %

5,886 | 245 € / m² | 100 %

4,528 | 140 € / m² | 53 %3,976 | 115 € / m² | 70 %

3,976 | 120 € / m² | 89 %



© BNP Paribas Real Estate Retail Services, December 31, 2017

MAINZ

The capital of Rhineland-Palatinate is known for its Carnival, 

Johannisnacht (Midsummer Night) and Wine Market festivals. 

Its population and the number of visitors have been growing 

for years, and this has had a positive impact on Mainz’s city 

centre shopping locations. The most important main shop-

 TOP RENT STABILISES AT 110 € / m²

The top rent, which is being achieved in Am Brand, has sta-

bilised over the course of the year and is 110 € / m². The top 

rent has also not changed in Schusterstrasse and is currently 

75 € / m². However, the highest rent in Stadthausstrasse has 

fallen by around 8 % to 55 € / m². This development is due in 

part to the rising vacancy rate there. On a more positive note, 

the German shoe retailer Görtz (530 m²), the American cloth-

ing retailer Levi’s (160 m²) and the Austrian jewellery maker 

ping streets, which include the locations Am Brand, Schuster-

strasse and Stadthausstrasse in the historic Old Town, offer 

a rich variety of retailers consisting of national and interna-

tional chains.

Swarovski (50 m²) have managed to lease new shop space in 

the top location Am Brand. In addition, the French children’s 

clothing retailer Sergent Major opened a shop (100 m²) in 

Stadthausstrasse in the spring. With that said, it is clear that 

the demand is coming from a wide range of industries and 

different countries. It is concentrated in particular on the 

main shopping street Am Brand, where prominent retailers 

and anchor tenants are based.

 

OVERVIEW OF A-LOCATIONS

Location Category Length Footfall / h Top rent Chain-store ratio Selected new leases / openings

Am Brand Consumer 220 m 4,320 110 € / m² 88 %
Görtz (530 m²), Levi‘s (160 m²), 
Swarovski (50 m²)

Schusterstrasse Consumer 300 m 3,134 75 € / m² 70 % –

Stadthausstrasse Consumer 200 m 2,580 55 € / m² 68 % Sergent Major (100 m²)

© BNP Paribas Real Estate Retail Services, December 31, 2017

TOP RENT – INTER-CITY COMPARISON

   in € / m²

140

120

100

80

60

40

20

BraunschweigKarlsruheMainzAachenLeipzigHeidelbergBremen

© BNP Paribas Real Estate Retail Services, December 31, 2017

9
51

0
0

1
1
0

1
2
0

1
2
0

1
2
0

DEVELOPMENT OF TOP RENT AND PURCHASE PRICE MULTIPLIER

   Top rent in € / m²        Purchase price multiplier
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 MARKET OFFERS POTENTIAL FOR NEW LABELS

In 2017 four lettings were registered in Mainz’s A-locations, 

resulting in a take-up of 840 m². On the whole, an increas-

ing supply of space can be seen in the market, such as in 

Stadthausstrasse, where some space has not yet been re-let. 

The vacancy rate, which is increasing in particular in locations 

outside of Am Brand, is due in part to the rent expectations of 

owners being too high. In addition, the Urban Development 

Office is trying to strengthen and stimulate the retail industry 

outside of the city centre locations.

© BNP Paribas Real Estate Retail Services, December 31, 2017

SOCIO-ECONOMIC DATA

Mainz Germany

2017 Trend 2017 Trend

Population 2016 (000) 210 82,176

Employees subject to social insurance (000) 112 32,165

Unemployment rate (%) 6.1 5.7

Retail-relevant purchasing power index 107.2 100.0

Turnover ratio 117.8 100.0

Centrality ratio 1.10 1.00

Overnight stays 2016 (million) 0.9 436.2

Top rent Demand total

Supply Demand international

Key money Chain-store ratio

TREND 2018

REGISTERED LETTINGS

Number Take-up
Top sector 

(take-up)

Chain-store ratio 

(internationality)

A-locations total 4 840 m²
Leatherwear / shoes 

(530 m²) 100 % (75 %)

Am Brand 3 740 m² Leatherwear / shoes 
(530 m²)

100 % (67 %)

Stadthausstrasse 1 100 m² Clothing (100 m²) 100 % (100 %)

Other locations 9 11,460 m² Food (7,420 m²) 100 % (11 %)

© BNP Paribas Real Estate Retail Services, December 31, 2017

A-LOCATIONS WITH THE MOST IMPORTANT KEY INDICATORS

Day of count: 10.06.2017       Counting point      4,320  Pedestrian frequency / h     110 € / m²  Top rent typical 100 m² standard shop     88 %  Chain-store ratio

2,580 | 55 € / m² | 68 %

4,320 | 110 € / m² | 88 %

3,134 | 75 € / m² | 70 %



In the heart of the economically strong Rhine-Main region 

lies the capital of Hesse, Wiesbaden, which can look back on 

around 2,000 years of history. Numerous historic buildings, 

the picturesque Old Town, charming alleyways and welcoming 

squares attract over 100 million day visitors to the spa town 

 A-LOCATIONS DEVELOP POSITIVELY

Unlike in many other German city centres, the established 

pedestrian streets in Wiesbaden have held their own against 

the modern inner-city shopping centres. For example, Kirch-

gasse recorded a much higher pedestrian frequency in 2017, 

climbing to 13th place out of 95 in the nationwide ranking. 

Marktstrasse also saw an increase in the number of visitors 

in the last year. The sustained high level of retailer demand 

for selling space in Wiesbaden’s A-locations, where in par-

ticular the presence of clothing retailers has increased, is 

every year. The wide range of shopping facilities is a further 

magnet for visitors, for Wiesbaden offers with its busy shop-

ping street, an inner-city shopping centre and the high-class 

Wilhelmstrasse promenade an extraordinarily diverse shop-

ping experience.

further proof that the shopping streets have not become less 

attractive. In Langgasse, due in part to the high pedestrian 

frequency, the highest rent has risen for the second year in a 

row. However, at 70 € / m² it is well below the top rent, which 

remains 140 € / m² in Kirchgasse. A slight fall in the highest 

rents was recorded, though, in Marktstrasse (65 € / m²) and 

the standard location Wilhelmstrasse (50 € / m²), which have 

the two lowest chain store ratios of the cities examined with 

33 and 40 % respectively. 

WIESBADEN

OVERVIEW OF A-LOCATIONS

Location Category Length Footfall / h Top rent Chain-store ratio Selected new leases / openings

Kirchgasse Consumer 550 m 7,208 140 € / m² 82 %
Müller (2,200 m²), Rossmann (1,000 m²),  
Nespresso (160 m²)

Langgasse Consumer 270 m 4,196 70 € / m² 73 % dean&david (70 m²), Unitymedia (60 m²)

Marktstrasse Consumer 350 m 2,200 65 € / m² 33 % Commerzbank (640 m²)

Wilhelmstrasse Upmarket 900 m – 50 € / m² 40 % Hans im Glück (350 m²)

© BNP Paribas Real Estate Retail Services, December 31, 2017

DEVELOPMENT OF TOP RENT AND PURCHASE PRICE MULTIPLIER

   Top rent in € / m²        Purchase price multiplier

© BNP Paribas Real Estate Retail Services, December 31, 2017

TOP RENT – INTER-CITY COMPARISON
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© BNP Paribas Real Estate Retail Services, December 31, 2017

SOCIO-ECONOMIC DATA

Wiesbaden Germany

2017 Trend 2017 Trend

Population 2016 (000) 276 82,176

Employees subject to social insurance (000) 134 31,165

Unemployment rate (%) 7.4 5.7

Retail-relevant purchasing power index 108.5 100.0

Turnover ratio 124.8 100.0

Centrality ratio 1.15 1.00

Overnight stays 2016 (million) 1.2 436.2

Top rent Demand total

Supply Demand international

Key money Chain-store ratio

TREND 2018

REGISTERED LETTINGS

Number Take-up
Top sector 

(take-up)

Chain-store ratio 

(internationality)

A-locations total 10 4,980 m²
Bodycare / Healthcare 

(3,200 m²) 100 % (20 %)

Kirchgasse 5 3,710 m² Bodycare / Healthcare 
(3,200 m²)

100 % (40 %)

Langgasse 3 280 m² Food (150 m²) 100 % (0 %)

Other A-locations 2 990 m² Services (640 m²) 100 % (0 %)

Other locations 21 16,200 m² Food (8,350 m²) 67 % (19 %)
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 HIGHLY DYNAMIC MARKET IN THE INNER CITY

In 2017, 10 new leases were registered in Wiesbaden’s A-

locations. Although this was well short of the extraordinar-

ily busy previous year (14 leases), just under 5,000 m² of 

leased space bear witness to a highly dynamic market, from 

which the B-locations in the Inner City also benefit with sev-

eral deals. Among others, drugstores (Müller, Rossmann) and 

clothing retailers (Ulla Popken, Calzedonia) are represented 

with two new stores in Kirchgasse. In addition, dean&david 

(Langgasse) and Hans im Glück (Wilhelmstrasse) add to the 

culinary offering in Wiesbaden.

A-LOCATIONS WITH THE MOST IMPORTANT KEY INDICATORS

Day of count: 10.06.2017       Counting point      7,208  Pedestrian frequency / h     140 € / m²  Top rent typical 100 m² standard shop     82 %  Chain-store ratio

– | 50 € / m² | 40 %

2,200 | 65 € / m² | 33 %

4,196 | 70 € / m² | 73 %

7,208 | 140 € / m² | 82 %


