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introDUction
cushman & Wakefield is at the centre of retail, providing value 
added real estate services to our clients globally. We monitor the 
evolution of the industry as well as global retail trends and 
practices to ensure our clients can best position their businesses 
to capitalise on future trends.

to this end we will be preparing a series of papers reviewing    
the state of the industry and taking a global perspective on the 
retail market.

this report, the first in this series, targets the growth of online 
retailing.  We have firstly looked at the factors that are driving  
and constraining the growth of e-commerce in the retail market 
and how this growth varies globally.  

We have then considered the implications of online retailing for 
physical retail space and looked at how shopping centre owners 
and managers are either adapting to or leading the new market.

the information in the report comes from a variety of sources, 
with market trends and characteristics based on a survey of 
cushman & Wakefield offices undertaken by our global research 
team and internet retail sales data from euromonitor 
international. We are also indebted to a number of leading 
shopping centre operators for their input, notably Westfield 
(australia)   and intu (UK), who are included as case studies.
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execUtive sUmmarY
•	 Just as the internet has transformed how we communicate and 

share, it is now transforming how we work, how we play and, of 
course, how we shop.   

•	 Whether a retailer or property owner, this is a clear threat to 
those who cannot adapt, but it is also a source of great 
opportunity, opening up new markets and speeding the 
globalization of retail.

•	 While a worldwide phenomenon, online retail is not the same 
in all areas, however. Local, cultural, regulatory and 
infrastructure issues that impact on physical retailing also affect 
the virtual world, and hence – even online – retailing can be a 
very local business.

•	 according to our analysis, the UK is currently the most 
developed online market, followed by the Usa, germany, 
France, the netherlands, south Korea, Japan and then 
switzerland and the nordic markets.

•	 While this list is dominated by mature markets, thanks to the 
differing cultural and technology drivers, online retailing will 
change the global geography of retail, with some emerging 
markets set to advance more rapidly.  asian markets in 
particular will gain as mobile phones become more important 
in retailing. 

•	 in terms of property implications, some retailers are opting for 
fewer, larger stores, while others are seeking more but smaller 
stores. clearly, there is as yet no right answer on the optimum 
store network, and needs will continue to evolve as retailers 
experiment – and landlords must adapt to that. 

•	 a contraction of the prime pitch is likely in many shopping 
centres and high streets, but there is clearly a major role for 
physical stores to play for brands, luxury and flagships, and the 
value proposition for the best space will rise. 

•	 the growth of “click and collect,” as well as showrooming, also 
underlines the ongoing importance of physical stores in the 
supply chain. conversely, the increasing emphasis on logistics 
highlights how value is changing, and this will also be reflected 
in property demand and pricing.  

•	 online trading will add to retailer costs and feed down to 
property. While in-demand locations will see rents rise, weaker 
locations, serving more as collection and storage nodes, will see 
rents fall. 

•	 although negative for parts of the property market, large 
regional shopping centres and core in-town markets have 
considerable potential to emerge as winners from multi 
channel retailing. they tend to be areas of high traffic, with a 
confluence of transport links and parking and are key hubs for 
consumers to meet, enjoy experiences and access supporting 
uses such as leisure and food. 

•	 indeed, with scope for managers to offer new services such as 
delivery, shopping centres should be a vital part of the e-tail 
infrastructure platform. 

the successful combination of online 
and offline worlds will be a powerful 
source of competitive advantage to 
the best retailers and centres, with 
the online world providing the 
intelligence to support personalisation 
and customer service while real 
estate will provide accessibility but 
also brand profile and the ability to 
deliver a real experience – a factor 
which can’t easily be replicated online.
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propertY & onLine retaiL
more retailers are now going for global growth in order to 
capture a share of the expanding online market, and as this occurs 
multi – not single – channel retailing will increasingly be the norm 
in both developed and developing markets. in time a new 
hierarchy of players may in fact emerge, with new pure play and 
mixed-channel operators. 

shopping centres need to respond to this and do so in a positive, 
embracing fashion, building on the advantages they can offer for 
customers. often this requires a compelling platform that allows 
consumers to meet, enjoy experiences and access new supporting 
leisure activities or services. above all, the shopping centre needs 
to be a vital channel for socializing, research, ordering, collection 
and returns.

online retailing has been growing at an average of over 18% per 
annum (pa) globally over the last three years compared with sales 
through other channels at just 1.3% pa, and its market share has 
risen to 4.0% from 2.2% five years ago. What’s more, this has been 
a global phenomenon, with all corners of the world increasingly 
wired for sales, with market share highest in north america (6%) 
and Western europe (4.7%) followed by asia pacific (3.6%), but 
recent growth (2009-12) strongest in asia (33.9%), Latin america 
(21%) and eastern europe (17%). 

this growth is not just coming at the expense of store-based 
sales, however. For example, evidence in the UK indicates that the 
greatest growth has been for click and collect services, so stores 
are still integral to the sales process. indeed, click and collect can 
in fact reinforce the dominance of high volume retail channels, 
such as shopping centres. 

nonetheless, the growth does also represent something of a   
shift in sales, resulting in lower unit sales in some physical stores. 
as a result of the increased costs of operating an online and     
mobile platform, retailers will need to make compensatory 

savings. real estate will be an obvious target through a cumulation 
of less or redefined space, lower rents or other efficiencies.

the response oF retaiLers

the search for growth typically takes retailers into new product 
lines or geographical markets, but online retailing offers not just a 
lower risk way to facilitate such growth but also a new avenue to 
expand in existing markets and further develop the brand. 

the core categories of retail for online trading are generally those 
that are most commoditized and easily delivered. those 
specializing in these areas, such as big box retailers, have borne 
the brunt of increased competition to date. however these 
patterns vary by market and will change over time, for example 
with an easy returns policy facilitating a spread to other 
categories such as fashion. 

indeed, there is no “one size fits all” in terms of online channels. 
therefore, in tackling new markets, the key as ever will be to 
understand the local dynamics of each area: the demographic 
drivers, cultural and technological differences and also 
expectations with respect to multi-channel retailing. the role and 
importance of each channel to local consumers must be 
appreciated as well as the differences – for example, determining 
which socioeconomic or consumer groups are most at home 
with online trading as well as the impact of each channel on the 
retailer’s value proposition, market access and brand.  

as a result, the potential to exploit online retailing not only faces 
challenges from other traders, but it also varies by market; even 
the internet and ubiquitous mobile phone cannot completely 
change the local nature of retailing after all. on one hand, the 
technological infrastructure – be that broadband speed or simple 
access to the internet and mobile devices – and regulatory 
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environment will have an impact, and on the other cultural, social 
and local consumer issues will alter the way online retailing is 
integrated. together with the size of the retail and online market 
and the growth dynamics exhibited to date, these “infrastructural” 
issues help to identify the leading online retail markets today.

cushman & Wakefield research has attempted to understand the 
importance of these various factors by compiling a weighted 
index of data taken from various sources (see Technical 
Specification) with respect to market size. these included sales; 
online market share and sales; and market share growth. 

With respect to infrastructure and factors promoting or 
constraining online growth, our index incorporates measures of 
the quality of logistics; energy infrastructure and technology; 
internet and mobile use; online security; and credit card use. 
While only a selection of the range of quantitive characteristics 
that could be included, these are representative of the key factors 
framing and separating markets. markets were then ranked on 
their index values and are highlighted in table 1.

the top markets in the list come as no surprise, with the UK just 
ahead of the Us as the most developed online retail market. 
overall, this highly ranked group is dominated by mature markets 
from europe, asia and north america. indeed, the inclusion of 
factors linked to technology and infrastructure appears to 
promote developed over developing markets.  however it is clear 
that technological advancements– more so than physical 
infrastructure – can happen quickly. thus, developing markets have 
the potential to jump ahead more rapidly than would otherwise 
be the case.

m-commerce, in particular, could significantly alter the balance of 
retail power, probably favouring asian markets where mobile 
penetration is higher. malaysia for example is a possible future 
online star thanks to the quality of its infrastructure as well as 
consumer potential. elsewhere, brazil’s consumer lead over 
mexico is reinforced by the greater penetration of the internet 
and credit card usage, while in europe russia has the potential to 
be a leading online market, although a preference for cash over 
credit – as well as long product delivery times due to a reliance 
on rail – will limit early growth to its major cities. 

new competition will be seen as the online market is often 
dominated by a handful of local players and they will compete 
with incoming global retailers as well as seek to expand 
internationally. We will also see differences within countries as the 
infrastructure for online will concentrate activity on more 
developed urban areas leading to an even more pronounced 
tiered market in countries such as china and turkey among 
others. hub markets may also emerge – the Uae as a gateway to 

tabLe 1: ranKing oF onLine retaiL:                     
scaLe anD potentiaL
overaLL coUntrY marKet size inFrastrUctUre

1 United Kingdom 2 9

2 Usa 1 15

3 germany 4 14

4 France 3 16

5 netherlands 9 5

6 south Korea 7 12

7 Japan 5 17

8 switzerland 14 4

9 Finland 20 3

10 sweden 16 6

11 Denmark 15 7

12 canada 13 10

13 norway 18 11

14 australia 12 19

15 belgium 19 20

16 taiwan 25 13

17 hong Kong 35 2

18 china 6 31

19 singapore 40 1

20 austria 26 18

21 brazil 11 27

22 italy 10 28

23 ireland 23 23

24 Luxembourg 37 8

25 new zealand 30 21

26 russia 8 41

27 turkey 21 33

28 poland 17 37

29 spain 27 29

30 chile 31 26

31 argentina 22 38

32 portugal 34 25

33 czech republic 29 34

34 malaysia 45 22

35 mexico 24 45

36 israel 38 30

37 hungary 32 39

38 slovakia 36 36

39 United arab emirates 48 24

40 south africa 41 35

41 slovenia 44 32

42 india 28 49

43 greece 43 43

44 thailand 42 44

45 colombia 33 47

46 peru 47 42

47 indonesia 39 50

48 philippines 46 46

49 bulgaria 50 40

50 romania 49 48

source:  cushman & Wakefield research. see technical specification for source of input data
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the gulf for example – and in time a new hierarchy of cities could 
be seen as national city tiers change. this would help new hub 
cities to develop and allow emerging markets to jump ahead 
through new technology and access to a wide catchment base.

impLications For the store

online trade and communication presents retailers with an 
advantage by allowing them to gain an insight into both the 
market and the consumer, in addition to providing a quicker and 
lower cost way to expand by reducing the need for expensive and 
usually slow-to-assemble store networks.  as such, an online 
approach can complement the existing store footprint, but it can 
also change future needs by reducing physical space requirements 
in some cases and changing the type of space needed in others 
– for example in prioritizing logistics and high profile showcase 
space over network stores. 

the multi-channel model will of course have to vary as a function 
of factors such as payment, delivery and return mechanisms. 
however, the integration of channels, inventory, sales and 
marketing will generally accelerate in all areas, and there will be 
an ongoing change to business models as traders experiment, e.g. 
scaling up to larger but fewer stores for some fashion retailers or 
seeking more but typically smaller stores as many in the food and 
department store sectors are doing.  

the store setting and layout must of course augment the brand 
and be a destination in its own right if possible – albeit 
acknowledging that it is just one node in the multi-channel 

experience. the store will be a key part of the supply chain and 
must be integrated into the fulfillment process.  it must also be a 
hub for information, internally from technology and personnel and 
externally from innovations such as interactive store windows 
and displays as well as centre-wide systems. 

Collection will be a major area of focus, with home delivery a 
more expensive and less engaging option. collection points may 
be in-store, centralized within shopping centres, placed elsewhere 
at transport hubs or in other forms of shared service – e.g. a 
collection hub could evolve as a new form of anchor store. 

retailers need to be service orientated, with well integrated 
multi-channel strategies to allow purchasing in various places.  
however “showrooming” is a concept that worries many real 
estate owners if it means the property becomes of less 
significance to the transaction – and certainly how you value 
property when the transaction is divorced from the store is 
clearly harder – which is a conundrum impacting on staff rewards 
as well as property. nonetheless, most retailers believe that as 
long as the in-store experience is positive, physical retail space 
will still be critical in the future of retail.  

the shopping centre response

as consumer expectations change and the boundaries between 
virtual and real worlds blurs further, shopping centres will need 
to respond quickly. globally the most innovative owners and 
managers are already doing this, changing business models 
drastically in some instances and introducing significant, ongoing 
experimentation in others. 

While there are negative implications for parts of the property 
market from the growth of online trading, large regional 
shopping centres appear to have considerable potential 
to benefit. they tend to be areas of high traffic with a confluence 
of transport links and parking and thus can act as key hubs where 
consumers and retailers need to meet, further serving as 
landmarks and contributors to the brand. 

Whatever store network is selected, within 
the store, retailers and consumers will be 
looking for increased personalisation, 
impacting not just technology and staffing 
needs but in time fundamentally changing 
how an order is fulfilled.
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additionally, while a contraction of the prime pitch is likely in 
many shopping centres and high streets, there is clearly a major 
role for luxury brands and flagships in physical stores, and as a 
result the value proposition of the best space will rise. the 
need for new facilities, services and leisure centers as a way to 
maintain a high consumer draw also plays into the hands of 
formats which are under single control, such as shopping centres. 

in-store layouts may also be influenced by how the point of sale 
develops, with mobile pos or self service developing at different 
speeds in different countries and sectors. this flexibility may also 
need to extend to the type, condition and length of a lease 
due to the differences required by, for example, core and 
non-core stores,  as well as for temporary accommodation such 
as pop-up shops.

an increased focus on uses and formats that entertain and 
prolong centre use is also being seen, including more leisure and a 
bigger food and beverage offer. in some schemes and more 
local centres, an increase in other services and convenience 
retailing is occurring – all of which are to give visitors a clear and 
demonstrable reason to visit the centre.

given the need for collaboration in order to share delivery and 
online trading costs, there is clearly scope for shopping centre 

managers to offer b2b services such as delivery in addition to 
shopper/b2c support. Shopping centres could, in fact, serve 
as a vital part of the e-tail infrastructure platform.

in order to best understand how people are shopping, data is 
inherently crucial. to keep abreast of the competition, shopping 
centres and shops must be wired, and the data flowing from this 
must be analyzed and acted upon.  Social media in particular is 
a source of consumer insight that will be mined more, particularly 
as it serves as an additional platform for retailers to involve 
shoppers – albeit while great tools for communicating they are 
possibly over stated for their impact on shopping patterns.  

crm (Client Relationship Management) will be an 
increasingly vital spine to retail and shopping centre businesses as 
a way to know and target which are the most valuable customers 
in a fragmenting and competitive market. it also can significantly 
enhance the in-store experience for some shoppers, identifying 
customers when they enter a store to personalize the service 
they receive.  

the new business model of many shopping centre managers is 
likely to be more consumer centric than in the past, as it has 
for retailers. as such, it is more likely to depend on data and 
analysis, on technology and on the integration of that technology 
into the building fabric, with implications for design and 
obsolescence. above all, however, there will be an ongoing need 
firstly to experiment and secondly to get back to basics: 
the basics of transportation and access, of what creates a 
destination, of what drives footfall and customer satisfaction and, 
in short, on location, image and experience.

Flexibility will be integral as retailers adjust 
the amount of space they need and how 
they use that space to accommodate 
logistics, support services, demonstrations, 
training, meeting places and relaxation areas.

JULY 2013
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setting the scene

e-taiL anD the mULti channeL approach

e-tailing is becoming an increasingly integral channel utilised by 
retailers as a way to reach consumers and improve – or even just 
maintain – market share amidst increasing competition. it is seen 
as an inherent part of any retailer’s multi channel strategy and 
more recently, with the advent of mobile smart phone and tablet 
technology blurring the lines between physical and online retailing, 
consumers are changing their shopping behaviour in order to 
interact with both channels in a more fluid and dynamic way. 

onLine retaiL marKet size anD groWth

according to euromonitor, global retail sales reached  
$14,587.1bn in 2012, a 2% increase from 2011 (constant prices).  
non-store internet retailing accounted for $579.9bn, 4% of the 
total figure. more interestingly however, the growth rate in 2012 
was 17.7% year-on-year (constant prices).  this significant growth 
rate in online retail sales has emphasised the need for retailers 
and landlords / developers alike to assess their bricks and   
mortar strategy to adapt to the rapid rate of change in   
consumer behaviour.

the $579.9bn global e-tail market equates to an average online 
retail spend of $83 per capita. it has recorded a growth of 14.8% 
from 2007-2012 (compound growth) compared to a total retail 
growth of just 0.9% over the same period. 

geographicaL variations

this report sets out the factors that affect the overall retail 
market share of online retailing and how it varies in emerging   
and mature technological countries. 

the total online spend varies greatly between regions and within 
each region due to a number of variables, including internet 
penetration rates, mobile phone usage, cyber security and the 
logistical infrastructure within a country. regionally north 
america has the largest online retail market with over $192.9bn 
spent, representing 33.3% of the total global online retail market. 
this is followed by Western europe (28.8%) and  asia pacific 
(28.4%).  at a country level, online retail as a percentage of total 
retail spend in south Korea is ranked number one in the world , 
accounting for 12.7% of all retail sales. this is followed by the UK 
(9.7%) and Finland (8.6%), compared with a global average of 4%. 

in terms of spend per capita, norway ranks number one with 
$921 per person. regionally north america has the highest online 
retail spend per capita at $552, with the middle east and africa 

JULY 2013

having the lowest at an estimated $2 per capita. according to 
google barometer, europe is the region with the highest 
proportion of a online population that purchased goods on the 
internet at 25.3%. the lowest proportion regionally is africa with 
just 8.2%. global online retail spend as a percentage of total retail 
spend has increased from 2.2% in 2007 to 4% in 2012. 

buying online usually requires the payment of goods by credit or 
debit card, the use of which can vary across regions. this practice 
is more common in developed economies such as singapore, 
south Korea, hong Kong, Western europe and north america, 
indicating they are more likely to be able to readily engage in 
online transactions. additionally, mature markets are generally 
more receptive to new technologies and have a more robust 
approach to online security, leading to greater comfort with the 
online transaction process and consequently a higher penetration 
rate of online sales. these markets have entrenched policies to 
protect personal information as well as procedures for 
compensation should a breach in online security lead to financial 
loss. online security in developing markets remains a concern, but 
the trend is rapidly changing in china and india with rising 
awareness, growing safety measures and comfort using credit 
cards. in other areas however, the growth of online retailing in 
countries such as the philippines and vietnam is held back by 
technology, security and lack of adequate regulatory measures.

variation bY sector

by product, computer software (45.4%), computer hardware 
(27%) and audio devices (24.6%) lead the way for products 
purchased online (google barometer).  in mature markets, online 
is already seen to be a physical store ‘killer’ in certain sectors. in 
the Us and the UK, there are a number of books, music and 
electronics retailers that were unable to move quickly enough to 
compete with shifting technology. the attitudes of consumers as a 
result have vanished from the high street or shopping centre.  
surviving etailers in these sectors have had to adapt quickly and 
identify new strategies to maintain market share.
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it is those retailers that truly embrace a multi-channel approach 
by providing a seamless experience between their online and 
offline offer that will hold on to customers and market share.   
markets that are in an earlier stage in the maturity curve should 
heed the lessons from the more mature markets, whether that   
is from a retailer perspective – ensuring they can meet future 
consumer expectations – or from a landlord perspective, which 
guarantees that the tenant they are placing in a scheme or unit 
has the qualities and foresight to survive this new dynamic     
retail environment.

internet penetration is a major variable which is linked directly to 
online sales, another aspect which is becoming more important is 
mobile access and specifically 4g access in more mature markets. 
in emerging markets with poor desktop based internet 
connections, consumers can still connect with a retailer via their 
mobile phone and this is a major catalyst for growth in these 
areas. it is important to note that the growth in online spend in 
these markets may well follow a different pattern than more 
mature markets as a result. 

channeL anD Format trenDs

consumers in mature markets now expect to be able to purchase 
goods in an integrated way across all channels, making the 
experience for a brand seamless – whether it is through bricks-
and-mortar stores, the internet, mobile websites, telephone sales, 
catalogue sales or social-media-optimised micro sites.  to reflect 
an integrated channel approach, multi-channel retailing has more 
recently evolved into what is termed ‘omni-channel’. 

this new omni-channel approach is having a significant impact on 
how retailers view their physical property assets in many markets. 
the fixed, inflexible costs of physical property in some markets is 
putting the bricks and mortar channel under increasing scrutiny as 
retailers assess the most efficient way to serve consumers in each 
market place.  this may involve fewer but larger stores in regionally 
dominant centres aligned with a greater investment in online and 
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delivery.  For other retailers it could mean smaller stores with 
click and collect facilities to enable customers to pick up goods 
close to where they live or work. it’s clear that the approach 
adopted will vary across retail sectors and the optimum strategy 
of deploying online and offline channels is yet to be defined. 

meanwhile, the evolution of e-tailing has without doubt had an 
impact on the approach of many retailers to market entry 
strategies in completely new countries.  effective new market 
entry can increasingly be achieved, in most sectors, by opening a 
small number of flagship stores and launching a strong online offer 
with a good logistical support network.  

Undoubtedly the arrival of mobile has been an important catalyst 
for the e-tail market to evolve to the next stage in terms of 
consumer interaction and increasing market share of overall retail 
spend that is influenced by the internet in some way. global 
mobile internet traffic as a percentage of total internet traffic has 
grown exponentially from less than 1% in mid 2009 to over 10% 
by mid 2012 (statcounter global stats).  

mobile e-tail evolution is gathering pace as both retailers and 
consumers embrace what it has to offer. retailers recognise the 
power it brings not only to drive further internet based sales but 
also to encourage people into their physical store network. this 
can be achieved through incentivised coupons which can be 
redeemed in store via a phone or tablet or location based offers 
which target people as they come into proximity of a store. 
Clearly mobile is the medium that is bridging the gap 
between online and offline. How retailers deploy mobile 
websites will go a long way to determining whether a 
customer will view their offer as a seamless one or not.   

the logistics sector is another major component of online retail 
sales growth. timescalesor delivery, cost and reliability of the 
distribution of goods can be crucial factors in whether a customer 
will decide to purchase online.  the logistic ranking later in this 
report ranks singapore, hong Kong, Finland and germany as the 
most advanced markets for efficient delivery of goods, but this 
varies within as well as between countries of course.  

the above variables have immediate effects and will require 
ongoing considerations by retailers and shopping centre owners 
and developers. in many regions and markets, shopping centres 
are embracing new technology such as free Wi-Fi, mobile 4g, 
virtual shopping walls and collection lockers. at the same time, 
the retailers taking space are not only rethinking their store 
footprint strategy, but also the size of the stores they need and 
how they will service changing customer buying habits. 
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internet saLes voLUmes
in order to assess the impact of the global online market, the 
starting point must be to evaluate internet retail sales on a 
country by country basis. according to the analysis of 142 
countries by euromonitor, the Usa is the largest market in the 
world by some margin, with approximately $187 billion of retail 
sales transacted online. this accounts for almost a third of all 
internet retail sales around the world, emphasizing the 
importance and the size of the market in a  global context.

the Usa is followed by china in second and the United Kingdom 
in third. the ranking of the top 20 markets is nevertheless 
dominated by europe with 13 countries, followed by asia pacific 
with 4 and the americas with 3. indeed, while the americas are 
the largest region in terms of sales, this is primarily due to the 
Usa, with only brazil and canada in the top 20 and other 
countries still lagging behind.

the size of the global online market is estimated at approximately 
$580 billion, a figure which has more than doubled over the last 
five years and is expected to continue growing on the back of 
stronger internet sales across all regions, particularly in asia pacific.
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internet retaiL saLes bY coUntrY in 2012
ranK coUntrY $ miLLion

1 Usa 186,942 

2 china 75,322

3 United Kingdom 54,737

4 Japan 54,640

5 germany 32,021

6 France 29,705

7 south Korea 26,137

8 brazil 13,089

9 russia 12,250

10 canada 5,994

11 netherlands 5,752

12 italy 5,725

13 australia 5,153

14 Finland 4,886

15 poland 4,864

16 norway 4,591

17 sweden 4,518

18 switzerland 4,235

19 Denmark 3,820

20 turkey 3,765
source:  euromonitor international, cushman & Wakefield

source:  euromonitor international, cushman & Wakefield
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internet saLes per capita
an alternative assessment of the maturity of internet shopping 
around the world may be achieved by looking at how much the 
average person spends online. 

european countries once again dominate the top 20 ranking, with 
16 markets making the list. the top five also paint an interesting 
picture, with norway leading the way ahead of three other 
northern european countries. meanwhile, the Usa – despite its 
vast size, both geographically and demographically – takes fifth 
spot, with $594 spent on internet retail sales per person.

this indicator points to some marked differences across regions. 
While the average person around the world spent just $83 online 
in 2012, consumers in north america and Western europe spent 
$552 and $342 respectively. although part of this difference can 
be explained by the wealth gap, the maturity of the sector and its 
acceptance by consumers are equally significant. indeed, this is  
just as clear when we look at Latin america, asia pacific and the 
middle east and africa, regions which are still some way down  
the curve.

internet retaiL saLes per capita (2012)
ranK coUntrY $ per capita

1 norway 921

2 Finland 904

3 United Kingdom 869

4 Denmark 686

5 Usa 594

6 ireland 553

7 switzerland 533

8 south Korea 533

9 sweden 476

10 Luxembourg 474

11 France 468

12 Japan 428

13 germany 391

14 austria 352

15 netherlands 344

16 monaco 322

17 belgium 301

18 iceland 276

19 australia 227

20 czech republic 217
source:  euromonitor international, cushman & Wakefield
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internet saLes groWth
While the size of the market remains an important metric in 
measuring a country’s attractiveness to retailers, growth in 
internet sales is also a central indicator in assessing potential new 
entries. naturally, countries where online shopping is still in its 
infancy dominate the ranking, but it is china that has witnessed 
the largest growth over the last five years, with sales rising by a 
remarkable 101% each year.  a combination of strong economic 
growth, better logistics and retail infrastructure, as well as the 
entry of key international retailers has undoubtedly aided the 
development of the sector.

the ranking of the top 20 growth countries consists of a varied 
list, predominantly developing economies but split almost equally 
between regions. With the exception of north america, all 
regions recorded double-digit growth per annum over the five 
year period. given the low base this is unsurprising, especially 
when looking at regions such as asia pacific, Latin america, the 
middle east and africa where in some cases online shopping is a 
very recent development. however, despite containing some of 
the most mature markets, Western europe also recorded strong 
growth over the period.

annUaL internet saLes groWth over Five Years 
ranK coUntrY %

1 china 101.0

2 macedonia 73.0

3 egypt 69.1

4 mexico 43.2

5 colombia 41.9

6 indonesia 40.0

7 bosnia-herzegovina 38.5

8 turkey 32.8

9 argentina 31.8

10 new zealand 29.0

11 ecuador 28.4

12 maldives 27.2

13 sri Lanka 26.8

14 suriname 26.7

15 belarus 26.6

16 india 25.7

17 georgia 25.5

18 hungary 25.3

19 azerbaijan 24.9

20 albania 24.6
source: euromonitor international, cushman & Wakefield
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source:  euromonitor international, cushman & Wakefield
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internet saLes marKet share
the importance of online shopping has gradually taken centre 
stage as rising internet sales in some parts of the world, coupled 
with anemic total retail spending, have translated into a larger 
market share – best exemplified by Western europe, where 
overall total retail sales have slowed significantly. indeed, according 
to euromonitor data, total sales (fixed currency) in the region 
have fallen by 1.3% per annum since 2007, in contrast to the 
14.1% growth recorded online.  the global picture was also not 
too different, with total retail sales edging up by 0.9% over the 
same period and internet sales surging 14.8%. as a consequence, 
the share of internet sales as a proportion of total retail trade has  
increased steadily and this trend is expected to continue in       
the medium term.

benefitting from a developed retail and technological landscape, 
and to some extent a more compact geography, south Korea   
had the highest percentage of internet retail sales as a proportion 
of total retail sales, with 12.7%. similar factors also impacted on 
northern european markets, with the United Kingdom in   
second spot (9.7%), followed by Finland in third with 8.6%.

onLine saLes as % oF totaL retaiL saLes (2012)
ranK coUntrY %

1 south Korea 12.71

2 United Kingdom 9.67

3 Finland 8.58

4 suriname 7.75

5 ireland 6.70

6 Denmark 6.60

7 Usa 6.53

8 norway 5.76

9 czech republic 5.65

10 germany 5.14

11 France 5.08

12 guam 4.76

13 malta 4.74

14 poland 4.60

15 sweden 4.59

16 netherlands 4.22

17 china 4.11

18 slovakia 3.97

19 Japan 3.88

20 switzerland 3.88
source: euromonitor international, cushman & Wakefield
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source:  international telecommunication Union (2011), cushman & Wakefield
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internet penetration
While the networked readiness index (see p17) provides an 
in-depth look at diverse country characteristics that facilitate and 
foster the use of information & communication technology (ict), 
a much more straightforward and relevant factor which supports 
online shopping may be internet penetration. the international 
telecommunication Union, an agency of the United nations, has 
collected local information   and provided estimates for almost 
200 countries and territories around the globe on the percentage 
of individuals using the internet.

the results yet again emphasize the technological strength of 
nordic countries, with almost all of iceland’s population using the 
internet, followed closely by norway in second. sweden, Denmark 
and Finland also ranked in the top 10, making europe the most 
connected region in the world with over two thirds of the 
population already online. however, despite already containing 
nearly half of all internet users around the world, only 29% of 
individuals in asia pacific are currently online, underlining the 
potential for further growth. While inadequate infrastructure 
remains an obstacle for many african and arab countries, Qatar 
provided an exception to this trend, with 86% of individuals using 
the internet. 

 
percentage oF inDiviDUaLs Using the internet

ranK coUntrY %

1 iceland 95.0

2 norway 94.0

3 netherlands 92.3

4 sweden 91.0

5 Luxembourg 90.9

6 Denmark 90.0

7 Finland 89.4

8 Qatar 86.2

9 new zealand 86.0

10 switzerland 85.2

11 Lichtenstein 85.0

12 south Korea 83.8

13 canada 83.0

14 germany 83.0

15 antigua and barbuda 82.0

16 United Kingdom 82.0

17 andorra 81.0

18 Faroe islands 80.7

19 austria 79.8

20 France 79.6
source:  international telecommunication Union (2011), cushman & Wakefield

source:  international telecommunication Union (2011), cushman & Wakefield
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mobiLe penetration
the rise in popularity of internet-enabled mobile devices has 
brought along a surge in mobile online shopping, either through 
the web or aided by targeted applications. according to 
international telecommucation Union, active broadband 
subscriptions per 100 inhabitants across the globe have grown 
steadily over a five year period, from just 4 in 2007 to almost 17 
in 2011 and are likely to approach 30 by the end of 2013. 
Differences across regions are yet again evident, with europe and 
the americas leading the way. however, since developing  
countries are generally more reliant on mobile rather than fixed 
technology, the gap between developed and developing markets is 
somewhat narrower.

another relevant dataset – but one that includes dedicated 
mobile data subscriptions (for example modems/wireless 
adaptors) at a country level –is the oecD ranking of 34 
countries. here south Korea leads the way, with just over one 
mobile and data subscription per person. northern european 
countries yet again place highly, but with australia and Japan also 
propping up asia pacific. however, since the data is limited to 34 
countries, the final composite ranking contains a proxy variable – 
mobile telephone subscriptions per capita.

stanDarD mobiLe broaDbanD anD Data 
sUbscriptions per 100 inhabitants JUne 2012

ranK coUntrY sUbscriptions per 100 
inhabitants

1 south Korea 104

2 sweden 102

3 australia 97

4 Finland 96

5 Denmark 92

6 Japan 83

7 norway 80

8 United states 76

9 new zealand 66

10 Luxembourg 64

11 iceland 64

12 ireland 62

13 estonia 62

14 United Kingdom 60

15 netherlands 58

16 poland 54

17 switzerland 54

18 austria 51

19 czech republic 50

20 israel 49
source:  oecD, cushman & Wakefield

active mobiLe broaDbanD sUbscriptions per 100 
inhabitants

source:  international telecommunication Union (2011), cushman & Wakefield
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the netWorKeD reaDiness inDex 2013
ranK coUntrY inDex

scaLe 1 to 7

1 Finland 5.98

2 singapore 5.96

3 sweden 5.91

4 netherlands 5.81

5 norway 5.66

6 switzerland 5.66

7 United Kingdom 5.64

8 Denmark 5.58

9 United states 5.57

10 taiwan 5.47

11 south Korea 5.46

12 canada 5.44

13 germany 5.43

14 hong Kong 5.40

15 israel 5.39

16 Luxembourg 5.37

17 iceland 5.31

18 australia 5.26

19 austria 5.25

20 new zealand 5.25
source:  World economic Forum, cushman & Wakefield

bUsiness-to-consUmer internet Use sUb-inDex (2013)
ranK coUntrY inDex

scaLe 1 to 7

1 United Kingdom 6.3

2 south Korea 6.3

3 United states 6.0

4 netherlands 6.0

5 taiwan 6.0

6 Finland 6.0

7 Japan 5.9

8 czech republic 5.9

9 australia 5.8

10 Lithuania 5.8

11 sweden 5.8

12 switzerland 5.8

13 norway 5.7

14 germany 5.7

15 estonia 5.7

16 austria 5.6

17 canada 5.6

18 new zealand 5.6

19 panama 5.5

20 Denmark 5.5
source:  World economic Forum, cushman & Wakefield

inFormation technoLogY
how information & communication technology (ict) is utilised, 
embraced and facilitated in a country is also vital to measuring 
the current and potential for further growth in internet retail 
sales. the World economic Forum’s networked readiness index 
has attempted to quantify this by building a composite ranking 
consisting of 10 different indicators and 54 sub-indices. the 
indicators or ‘pillars’ analysed included political and regulatory 
environment; business and innovation  environment; infrastructure 
and digital content; affordability; skills; individual, business and 
government usage; economic impacts; and social impacts.

once again, northern european countries dominate the rankings, 
with Finland topping the list and sweden, norway, the United 
Kingdom and Denmark all in the top 10. Finland scored 
particularly highly in infrastructure, digital content, affordability 
and skills as well as individual usage. What is more, the country 
generally improved across all indicators and swapped places with 
last year’s top ranked country, sweden, which is now in third 
place. meanwhile, singapore retained its second spot, improving its 
overall score and leading in four out of 10 measured indicators. 
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Logistics perFormance inDex
ranK coUntrY inDex

1 singapore 4.13

2 hong Kong 4.12

3 Finland 4.05

4 germany 4.03

5 Denmark 4.02

6 netherlands 4.02

7 belgium 3.98

8 Japan 3.93

9 United states 3.93

10 United Kingdom 3.90

11 austria 3.89

12 canada 3.85

13 France 3.85

14 sweden 3.85

15 Luxembourg 3.82

16 switzerland 3.80

17 United arab emirates 3.78

18 australia 3.73

19 south Korea 3.70

20 spain 3.70
source: the World bank (2012), cushman & Wakefield

energY inFrastrUctUre inDex
ranK coUntrY inDex

1 iceland 9.44

2 singapore 9.15

3 Denmark 8.72

4 switzerland 8.63

5 netherlands 8.60

6 France 8.41

7 hong Kong 8.41

8 austria 8.36

9 Qatar 8.30

10 Finland 8.25

11 norway 8.20

12 canada 8.06

13 czech republic 8.00

14 United arab emirates 7.94

15 malaysia 7.93

16 slovak republic 7.71

17 Luxembourg 7.62

18 sweden 7.53

19 portugal 7.44

20 ireland 7.23
source: imD World competitiveness online may 2012, cushman & Wakefield

Logistics & inFrastrUctUre
a successful online offering is largely reliant on sound, consistent 
and efficient logistics infrastructure and, on a more basic level, a 
dependable supply of power. 

contingent on market maturity, retailers have to consider 
same-day direct delivery, click and collect, returned goods, 
delivery across country and regional borders. merchandise is now 
coming and going at a much faster pace, and retailers are 
becoming increasingly adept about how much inventory is 
required in-store.  many bricks and mortar retailers have 
successfully reduced their footprints by increasing efficiencies in 
their distribution channels, allowing them to carry less in-store 
inventory while providing quick and easy access to additional 
inventory via their distribution network.

the World bank has attempted to measure logistics performance 
across the world by conducting a survey of global operators, 
which is supplemented by quantitative data on the performance 
along the logistics chain in 155 countries, the end result of which 

is the Logistics performance index. more specifically, the index 
“reflects perceptions of a country’s logistics based on efficiency of 
customs clearance process, quality of trade- and transport-related 
infrastructure, ease of arranging competitively priced shipments, 
quality of logistics services, ability to track and trace 
consignments, and frequency with which shipments reach the 
consignee within the scheduled time. the index ranges from one 
to 5, with a higher score representing better performance”. 

two of the so called asian tigers scored very highly, with 
singapore and hong Kong taking first and second place, while 
south Korea and singapore completed the top 20. the two 
leading countries were however followed closely by a number of 
european markets, all scoring above four. 

Differences in the efficiency and adequacy of energy infrastructure 
may not at first seem particularly detrimental to online shopping 
among developed countries, but such a measure becomes 
increasingly important in developing economies. according to 
imD’s (international institute for management Development)
World competitiveness survey, in 2012 iceland ranked first, 
scoring 9.44 out of 10 in the survey.
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FinanciaL carDs in circULation
ranK coUntrY carDs per capita

1 Japan 9.92

2 hong Kong 7.98

3 singapore 7.50

4 south Korea 6.35

5 australia 6.24

6 Usa 6.12

7 canada 5.79

8 taiwan 5.65

9 brazil 4.56

10 United Kingdom 4.10

11 norway 3.75

12 switzerland 3.28

13 France 3.08

14 netherlands 3.07

15 sweden 3.01

16 Luxembourg 3.00

17 new zealand 2.72

18 china 2.59

19 chile 2.59

20 Finland 2.49
source: imD World competitiveness online Feb 2013, cushman & Wakefield

cYber secUritY
ranK coUntrY inDex

1 Denmark 7.64

2 singapore 7.59

3 Lithuania 7.30

4 United arab emirates 7.30

5 austria 7.29

6 switzerland 7.29

7 Qatar 7.22

8 hong Kong 7.13

9 malaysia 7.12

10 sweden 7.10

11 estonia 7.00

12 taiwan 6.96

13 canada 6.91

14 Finland 6.91

15 Luxembourg 6.90

16 ireland 6.82

17 germany 6.76

18 netherlands 6.64

19 israel 6.60

20 new zealand 6.43
source: imD World competitiveness online may 2012, cushman & Wakefield

consUmer issUes
consumer attitudes towards, and acceptance of, online retailing 
will obviously be key to its uptake and heavily influenced by 
factors such as credit card usage and security concerns. Whether 
consumers can pay for their goods online and how easily they can 
do so will clearly also be conducive to higher sales. the simplest 
and most widespread method is of course through financial cards. 
the imD competitiveness survey has attempted to estimate the 
number of cards (credit, debit, atm, charge, pre-paid cards as well 
as storecards and smart cards) in circulation per capita. the 
results highlight the popularity of cards in asia pacific, with the 
top five countries all part of the region. Japan leads the way by 
some distance, with almost 10 financial cards per person, followed 
by hong Kong in second and singapore in third.

however, equally important is how protected consumers feel 
when purchasing goods on the internet. the cyber security index, 
also developed on the back of imD’s competitiveness survey 
results, attempts to analyse whether cyber security is perceived as 
being adequately addressed by corporations across the globe, 
with the index ranging from 1 to 10, and the higher score 
representing adequate cyber security.  although Denmark was the 
highest scoring country, the top 20 contained a very mixed list, 
with countries from different regions and development stages.
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case stUDY 1: intU
intu (formerly capital shopping centres) is one of the UK’s 
pre-eminent shopping centre landlords, owning 16 shopping 
centres across the country including 10 of the UK’s top 25.  intu’s 
shopping centre portfolio generates 320 million customer visits 
per year.  the company is now investing significantly to integrate 
its physical and digital presence to provide a seamless multi 
channel experience for shoppers.  this includes new fibre optic 
networks for all of its centres and an impending launch of a new 
transactional website intu.co.uk this summer. 

technoLogY Within centres

the majority of intu’s shopping centre portfolio is comprised of 
more established schemes – creating the challenge of retro fitting 
centres with up to date, future proof technology.  intu has 
commenced an £8 million investment programme to roll out fibre 
optic network cabling in all centres with a view to providing high 
quality Wi-Fi to all customers in their schemes.  

importantly intu have retained ownership of the Wi-Fi network in 
their centres, rather than using a third party provider, meaning 
they have full control over how it is delivered and the information 
they can distribute to and recover from customers.  the new 
Wi-Fi system has already been launched in one of intu’s centres 
– the trafford centre, greater manchester, and it received over 
31,000 new registrants in its first month after going live. the Wi-Fi 
network is freely available to any customer – they can choose to 
opt in or out of any promotional offers, so there are no perceived 
drawbacks to signing up.  

the new Wi-Fi network demonstrates intu’s transparency to 
online competition by embracing technology that allows 
consumers to access the internet more efficiently. the high 
capacity network will provide people with access to quality 
content, allowing them to access high speed internet from inside 
an intu centre.  gian Fulgoni, chief information officer at intu said 
“imagine a family out for the day at one of our centres but the 
father doesn’t want to miss a sports event, the aim was to have a 
network that would support streaming live video content that 
would make it possible to watch a game, tv show or film from a 
mobile device”.  this sort of capability removes reasons for 
people not to visit an intu shopping centre.

in addition the technology will allow intu to anonymously track 
customer footfall and movements throughout the centres, helping 
them to better understand how their centre is used and 
therefore how it can be improved.  

a sociaL Dimension

the rising influence of online retailing emphasizes the importance 
of differentiating what a physical retail environment can offer the 
customer. “now more than ever people are not shopping through 
need, they are shopping as a leisure experience” says trevor 
pereira, commercial Director at intu.  this has led intu to create 
attractive places for social interaction as well as for a great 
shopping experience. intu have recognized the need for events in 
their centres which are not directly linked to driving transactions. 
recent examples include a tie-in with elite modeling to run 
catwalk events and a search for a new supermodel, partnership 
with charities such as the elephant parade to exhibit art work in 
all schemes to encourage interaction with customers. 

another element of the intu shopping experience is the growing 
importance of food and beverage and leisure facilities.  the food 
and beverage offer in intu centres is moving away from fast food, 
convenience operators towards family orientated dining - as 
illustrated with the recent refurbishment of their food hall at intu 
braehead, glasgow. these family dining restaurants require a 
greater proportion of space, however they encourage customers 
to stay in the centre for longer and offer a point of difference to 
online shopping.  intu has sought to enhance their schemes by 
aligning a strong shopping offer with extensive leisure facilities. 
braehead is a great example of this with the shopping centre 
sitting alongside xscape, an indoor ski slope, curling rink and an 
events arena which has its own ice hockey team that competes in 
the british ice hockey League. other centres have leisure facilities 
such as bowling, imax cinemas, aquariums and a Lego discovery 
centre.

Design impLications

online retail is a major factor affecting how intu approach 
re-designing their centres, this is manifesting itself in a number of 
ways. the importance of creating an experience for shoppers and 

source:  intu
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the need to make the space as inviting as possible has led to a 
more consistent design approach across the portfolio for staging 
areas, high dwell areas and the infrastructure behind them.  to 
improve the experience of visiting a centre there has been 
significant investment in high quality sound systems, to reduce 
external noise and play sounds or music that vary by time of 
week, along with lighting systems that are designed to reduce 
energy consumption and positively affect the mood of customers.  
in addition, as already mentioned, food and beverage operators 
are attributed a greater proportion of space to increase dwell 
time in the centre. 

the function of shopping centres as an experience-driven retail 
environment has also influenced individual retailers.  intu have 
recorded an increase in demand from new retailers seeking larger 
shop units or existing occupiers wanting to extend.  these larger 
units allow them to create a brand statement that provides 
customers with an experience that cannot be replicated online.  

a more direct affect of the growth of online is the growing 
demand for space to facilitate collection services for online 
orders. intu already accommodates amazon and buy box 
collection lockers in a number of their schemes.  however they 
are also experiencing demand from retailers to increase their 
back room storage space to allow them to effectively support a 
click and collect service.  as a consequence they are managing 
demands from retailers to make smaller more frequent deliveries 
possible. in the near future it is envisaged that intu will design 
areas for their own collection service, tied in to the transactional 
website planned for later this year. this intu collection service is 
likely to be an extension of the customer service and personal 
shopper facilities and will encompass a lounge with changing 
facilities and gift wrapping services. 

FUtUre pLans

intu are clearly embracing the digital market place, and the new 
investment in proprietary technological infrastructure and the fact 
that they have retained control of the airspace in their centres 
leaves them well placed to benefit from the changes in consumer 
behavior. the most ambitious plan for the company is the launch 
of intu.co.uk later this year, it is the company’s own transactional 
website which already has over 50 retailers signed up to use the 
service.  along with existing intu retail tenants the website will 
include content from pureplay retailers and retail brands that 
currently do not occupy a space in an intu shopping centre. the 
aim is to allow customers to shop at multiple retailers and benefit 
from having one transaction point online, it is hoped it will allow 
intu to become “the first multi channel landlord”. reaction to the 
new website plans from existing retail occupiers in intu centres 
has been very positive; with many stating that it is better 
customers use this sort website within close proximity to their 
stores than in the comfort of their home. 

source:  intu

source:  intu
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case stUDY 2:                
WestFieLD hUrstviLLe
Westfield group is one of the largest shopping centre developers, 
owners and managers around the world. the group’s portfolio 
stretches to over 100 shopping centres and 22,000 outlets, 
consisting of approximately 9.5 million sq.m of gross Leasable 
area, with assets under management valued at $65 billion. the 
schemes are primarily situated in the United states of america, 
australia and United Kingdom and see in excess of 1.1 billion 
annual visits (2012). 

Westfield hurstville is situated in hurstville, a densely populated 
southern suburb of sydney, australia, with a catchment of 251,000 
residents and consisting of 62,650 sq.m of gross Leasable area. 
this fully enclosed major regional scheme was redeveloped 
substantially in 1990 and is anchored by the likes of myer, Kmart, 
target, coles, greater Union, toys’r’Us, and aldi. 

technoLogY Within centres

at the moment Westfield hurstville uses static signage, centre 
directories, a dedicated website, apple and android apps, as well 
as a Facebook page. there are however plans to also introduce 
interactive screens, wi-fi and dynamic signage, as part of a strategy 
to connect the digital shopper with the physical shopping centre. 
in addition, currently the scheme’s website contains a Westfield 
powered portal where customers can buy products from a select 
number of retailers located in the centre. 

social media and the digital platform cover almost all aspects of 
shopping, including marketing and promotion; guiding shoppers to 
tailored offers; and more efficient transactions and delivery of 
products. individual interaction with shopping centre space has 
become increasingly important for the centre and technology 
drives the development and innovation of this interaction. Wi-fi, 
mobile applications and enhanced mobile capacity are integral to 
delivering the experience sought by shoppers.

a sociaL Dimension

however, equally important is the leisure and entertainment 
dimension. the scheme is actively seeking to introduce cafes and 
casual dining, extensions to provide large cinema screens and 
digital products, as well as new lounges and seating, all expected 
to add to the social side of the centre. part of the services offered 
also include valet parking, shopping assistants, car locator 
applications, child care and play facilities, gym, and other 
m-commerce offerings. 

meanwhile, the food and beverage offering has moved beyond the 
traditional fast food delivery and now comprises high-end 
restaurants and premium eateries. however, retailers are also 
looking to cater for this social dimension, with traditional 
department store anchors being supplemented with 
entertainment and food and beverage areas.

FUtUre pLans

Future plans include the integration of a ‘click and collect’ 
mechanism which can be used across multiple platforms and 
devices (mobile, pc, tablets etc.), delivery improvements, as well 
as collection lockers where customers can pick up goods    
bought online. Westfield group is also investigating the potential 
implementation of depot style, drive through and express   
loading facilities.

against a backdrop of changing consumer spending patterns and 
technological developments, retailers are changing their models, 
increasingly experimenting with new store formats and services, 
some of which reflect the growing globalization of retail. While 
in-store stylists, promotions, loyalty clubs and multi-channel 
offerings are aimed at strengthening the brand, the overall store 
presentation is seen as driving online sales, with ‘brick and mortar’ 
shops underpinning brand image. as a result, the quality of design 
and services, the integration of food and fashion, as well as a 
tiered retail offer, provides the opportunity to create a vibrant 
and dynamic experience for shopping centre visitors.

source:  Westfield

source:  Westfield
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Data & ranKings on the gLobaL marKet (1 to 50, 1 is best or Largest)
coUntrY netWorKeD 

reaDiness ranK 
2013

internet sUbscriptions     
(% oF popULation) ranK, 

2011

mobiLe sUbscriptions     
(% oF popULation) 

ranK, 2011

creDit 
carDs per 

person 
ranK, 2012

onLine saLes 
ranK, 2012 

onLine saLes  
per capita 
ranK, 2012 

onLine 
saLes 

groWth 
2007-12 % pa 

onLine 
marKet 
share, % 

2012 

argentina 49 38 10 29 23 30 31.8% 2.4%
australia 17 16 37 5 13 17 11.5% 2.1%
austria 18 13 5 34 25 14 8.0% 3.8%
belgium 21 17 26 22 22 16 15.6% 3.0%
brazil 37 39 19 9 8 33 14.1% 3.4%
bulgaria 44 36 9 39 50 45 3.8% 0.5%
canada 12 10 48 7 10 20 7.5% 1.6%
chile 27 34 15 19 30 31 22.8% 2.2%
china 36 43 49 18 2 36 101.0% 4.1%
colombia 41 42 43 46 40 42 41.9% 0.6%
czech republic 30 23 21 41 28 18 12.9% 5.6%
Denmark 8 5 16 28 19 4 17.0% 6.6%
Finland 1 6 3 20 14 2 6.1% 8.6%
France 23 14 44 13 6 11 19.9% 5.1%
germany 13 10 11 27 5 13 14.9% 5.1%
greece 40 35 39 35 39 37 9.2% 1.0%
hong Kong 14 21 1 2 31 23 8.7% 1.8%
hungary 31 31 25 45 32 28 25.3% 2.5%
india 42 50 50 50 29 49 25.7% 0.4%
indonesia 47 49 41 49 49 50 39.9% 0.1%
ireland 24 19 36 26 27 6 18.9% 6.7%
israel 15 26 22 43 38 32 16.0% 1.7%
italy 34 32 4 32 12 27 17.7% 1.3%
Japan 20 15 40 1 4 12 11.6% 3.9%
Korea, south 11 9 35 4 7 7 10.2% 12.7%
Luxembourg 16 4 8 16 46 10 16.5% 2.6%
malaysia 25 30 17 21 44 43 13.1% 0.8%
mexico 39 45 47 37 24 40 43.2% 1.4%
netherlands 4 2 24 14 11 15 13.6% 4.2%
new zealand 19 7 33 17 33 19 29.0% 2.0%
norway 5 1 27 11 16 1 5.5% 5.8%
peru 50 44 31 24 48 47 22.3% 0.5%
philippines 48 46 42 38 43 48 3.5% 0.5%
poland 33 29 13 44 15 25 15.2% 4.6%
portugal 26 33 28 25 36 34 16.7% 1.1%
romania 46 40 34 47 42 41 3.2% 1.3%
russia 35 37 2 36 9 29 17.2% 2.2%
singapore 2 20 6 3 34 22 4.4% 2.8%
slovakia 38 22 32 42 35 24 12.7% 4.0%
slovenia 28 24 38 31 47 26 10.9% 2.1%
south africa 43 48 18 30 41 46 13.4% 0.5%
spain 29 28 29 33 26 35 11.5% 1.0%
sweden 3 3 23 15 17 9 9.7% 4.6%
switzerland 6 8 12 12 18 7 10.7% 3.9%
taiwan 10 24 20 8 21 21 7.8% 3.5%
thailand 45 47 30 40 37 44 7.2% 0.8%
turkey 32 41 46 23 20 38 32.8% 2.2%
United arab emirates 22 26 7 48 45 39 10.7% 1.1%
United Kingdom 7 12 14 10 3 3 12.6% 9.7%
Usa 9 18 45 6 1 5 9.3% 6.5%
source:  see technical specification
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cUshman & WaKeFieLD ranKings For marKet size & potentiaL
average score/ranK (LoW is better) WeighteD ranKing (1 to 50; 1 is best)

coUntrY marKet size & scaLe inFrastrUctUre/sUitabiLitY overaLL marKet size & scaLe inFrastrUctUre/sUitabiLitY overaLL

argentina 21.3 35.2 28.3 22 38 31
australia 17.5 17.2 17.4 12 19 14
austria 25.1 17.2 21.1 26 18 20
belgium 19.8 18.7 19.2 19 20 15
brazil 16.6 27.6 22.1 11 27 21
bulgaria 47.9 36.7 42.3 50 40 49
canada 18.2 13.4 15.8 13 10 12
chile 28.1 26.4 27.3 31 26 30
china 9.5 30.5 20.0 6 31 18
colombia 32.3 43.5 37.9 33 47 45
czech republic 26.9 32.8 29.8 29 34 33
Denmark 18.5 12.6 15.5 15 7 11
Finland 20.1 9.7 14.9 20 3 9
France 7.5 17.0 12.3 3 16 4
germany 8.4 15.8 12.1 4 14 3
greece 37.3 38.3 37.8 43 43 43
hong Kong 32.7 6.8 19.7 35 2 17
hungary 30.6 36.1 33.3 32 39 37
india 26.6 46.0 36.3 28 49 42
indonesia 35.2 46.8 41.0 39 50 47
ireland 22.6 23.4 23.0 23 23 23
israel 35.2 29.3 32.3 38 30 36
italy 16.3 28.0 22.1 10 28 22
Japan 9.1 17.1 13.1 5 17 7
Korea, south 11.8 14.4 13.1 7 12 6
Luxembourg 34.6 12.7 23.6 37 8 24
malaysia 40.6 21.3 30.9 45 22 34
mexico 22.6 40.8 31.7 24 45 35
netherlands 15.6 10.0 12.8 9 5 5
new zealand 28.1 19.8 23.9 30 21 25
norway 19.7 13.5 16.6 18 11 13
peru 42.5 37.7 40.1 47 42 46
philippines 41.2 42.9 42.1 46 46 48
poland 19.3 34.5 26.9 17 37 28
portugal 32.6 25.9 29.2 34 25 32
romania 42.9 44.1 43.5 49 48 50
russia 14.9 37.1 26.0 8 41 26
singapore 35.9 5.2 20.5 40 1 19
slovakia 33.6 34.0 33.8 36 36 38
slovenia 40.6 31.0 35.8 44 32 41
south africa 36.4 33.2 34.8 41 35 40
spain 25.4 28.4 26.9 27 29 29
sweden 19.0 11.7 15.3 16 6 10
switzerland 18.3 9.8 14.1 14 4 8
taiwan 24.3 14.7 19.5 25 13 16
thailand 36.8 38.8 37.8 42 44 44
turkey 21.0 32.0 26.5 21 33 27
United arab emirates 42.5 25.2 33.8 48 24 39
United Kingdom 6.4 13.0 9.7 2 9 1
Usa 6.2 16.4 11.3 1 15 2
source:  cushman & Wakefield
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technicaL speciFication
market information in this report is based on a comprehensive survey of cushman & Wakefield’s international offices. our representation is 
designed to facilitate the rapid flow of information across borders and is supported by a comprehensive database of market information and 
regular liaison meetings. this allows for the exchange of local market knowledge and expertise and for the co-ordination of strategy for 
international investment and locational decision-making.

external sources of information used in our rankings and analysis include:

•	 internet retail sales volumes, internet retail sales per capita, internet retail sales growth, internet sales market share – euromonitor 2012

•	 internet penetration, mobile telephone subscriptions per capita,  active mobile broadband subscriptions – international 
telecommunication Union 2011

•	 standard mobile broadband and data subscriptions – oecD 2012 

•	 the networked readiness index; business-to-consumer internet use – World economic Forum 2013

•	 Logistics performance index – the World bank 2012

•	 energy infrastructure, financial cards in circulation per capita, cyber security – imD World competitiveness online may 2012

•	 note that rankings shown in the appendix may differ from those shown elsewhere in the report where the range of countries      
assessed varies

Definition of Internet Retailing (from Euromonitor):

sales of consumer goods to the general public via the internet. internet retailing includes sales generated through pure ecommerce web 
sites and through sites operated by store-based retailers. sales data is attributed to the country where the consumer is based, rather than 
where the retailer is based. the definition also includes orders placed through the web for which payment is then made through a storecard, 
an online credit account subsequent to delivery or on delivery of the product. this payment may be by any mode of payment including 
postal cheque, direct debit, standing order or other banking tools. the analysis includes m-commerce: where consumers use smart phones 
or tablets to connect to the internet and purchase goods online. internet retailing excludes sales of: (a) products generated over consumer-
to-consumer sales sites, such as ebay. the b2c proportion of such sites will however be captured. (b) sales of motor vehicles, motorcycles 
and vehicle parts; (c) tickets for events (sports, music concerts etc) and travel; (d) sales of travel and holiday packages; (e) revenue 
generated by online gambling sites; (f) Quick delivery services of food, magazines, household goods and DvD rentals; (g) returned products/
unpaid invoices. 

For further information, please contact the report authors:

Martin Mahmuti
analyst                                             
european research group
martin.mahmuti@eur.cushwake.com 
+44 20 7152 5963

Neal Best
associate Director                     
european research group
neal.best@eur.cushwake.com 
+44 20 7152 5220

David Hutchings
head of the european research group
emea
david.hutchings@eur.cushwake.com 
+44 20 7152 5029
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contacts

gLobaL retaiL services

our specialist agents work together to deliver integrated and innovative solutions to each client, regardless of the size or scope of the 
assignment. We have real geographical coverage with an on the ground market presence and expert local knowledge.

our teams have been created specifically to cater for the demands of international clients and cover geographic regions, shopping centres, 
out of town, leisure and restaurants, and lease advisory.  enhanced by our dedicated cross-border retail teams, we offer the widest range of 
services from any retail advisory company with true accountability and a clear understanding of our clients’ needs.

oUr research services

the research group provides a strategic advisory and supporting role to our clients. consultancy projects are undertaken on a local and 
international basis, providing in-depth advice and analysis, detailed market appraisals and location and investment strategies. typical projects 
include:

the americas
Maria Sicola
executive managing Director 
the americas
maria.sicola@cushwake.com
+1 415 773 3542

asia paciFic
Sigrid Zialcita
managing Director 
asia pacific
sigrid.zialcita@ap.cushwake.com
+65 6232 0875

asia paciFic
James Hawkey
managing Director
asia pacific
tel: + 86 21 8665 8877 
james.hawkey@ap.cushwake.com

gLobaL/emea
John Strachan
head of global retail
retail services
emea
tel: +44 20 7152 5090
john.strachan@eur.cushwake.com

the americas
Matt Winn
senior managing Director 
americas retail services Leader
the americas
tel: +1 404 853 5309
matt.winn@cushwake.com 

gLobaL retaiL contacts

•  reliable and comparable data and market intelligence

•  site specific, location analysis, ranking and targeting  
for occupation or investment

•  analysis of future development activity and existing  
supply/competition

•  market research and demand analysis by retail/industry sector

•  rental analysis, forecasts & investment and portfolio strategy

emea
David Hutchings
head of the european research group 
emea
david.hutchings@eur.cushwake.com
+44 20 7152 5029
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cushman & Wakefield is the world’s largest privately-held commercial real estate services firm. the company advises 
and represents clients on all aspects of property occupancy and investment, and has established a preeminent position 
in the world’s major markets, as evidenced by its frequent involvement in many of the most significant property leases, 
sales and assignments. Founded in 1917, it has 253 offices in 60 countries and nearly 15,000 employees. it offers a 
complete range of services for all property types, including leasing, sales and acquisitions, equity, debt and structured 
finance, corporate finance and investment banking, corporate services, property management, facilities management, 
project management, consulting and appraisal. the firm has more than $3.7 billion in assets under management globally.  
a recognized leader in local and global real estate research, the firm publishes its market information and studies online 
at www.cushmanwakefield.com/knowledge.

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

©2013 cushman & Wakefield, inc.  all rights reserved. 

 
cushman & Wakefield, LLp
43-45 portman square
London W1a 3bg

www.cushmanwakefield.com
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