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KEY FINDINGS

WHO ARE THE MOST GLOBAL RETAILERS?

 Almost half (48%) of the retailers in the survey have a physical store 
presence in all three major global regions, signifying the business of 
retail is indeed global. In addition, two thirds of retailers are present 
outside their region of origin. 

 American retailers are the most global, with 73% being present in all 
three regions. This compares with 45% of retailers from Europe, Middle 
East and Africa (EMEA) and 26% of those from Asia Pacific. 

 London is the top target destination for American retailers. 63% of 
American retailers are present in London, just ahead of Dubai (61%). 
Other key target cities in the United Kingdom (UK) for American retailers 
are Birmingham in sixth position and Manchester in ninth.

As the global economy continues to recover, the 
dynamics of the world’s retail markets continue to 
shift and evolve. Our annual global examination 
of retailer presence and expansion surveys 323 
major international retailers across 73 countries 
and maps the fluctuations in the structure of the 
global retail market. The survey identifies the 
types of retailer present in each country and 
city, their preferred method of expansion, 
and top target markets. Acknowledging 
the growing importance of e-commerce in 
the retail industry, this year’s research also 
measures the online capability of retailers and 
considers the likely impact of this important 
channel in the future. 

WHICH CITY IS A TARGET FOR 
AMERICAN RETAILERS? 
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WHICH COUNTRY SAW AN 
INFLUX OF RETAILERS INTO 
ITS MAJOR CITIES IN 2010?

KISKERESKEDELEM

 Dubai and London are the top targets for retailers 
from Asia Pacific.  However, only 23% of retailers 
from this region are present in Dubai and 17% 
in London as they have less need to branch out 
into other regions because of unparalleled growth 
opportunities in their domestic markets.

 European retailers favour 
the Middle Eastern markets. 
Dubai (63%) is 
the most popular 
destination for 
retailers from 
Europe, with Riyadh 
(45%) and Kuwait 
City (43%) also 
featuring in the top five. 
Asia is another key destination for 
this group with 39% of European 
retailers present in Singapore and 
Beijing and 38% in Shanghai and 
Hong Kong. 

WHICH MARKETS 
DID RETAILERS 
TARGET IN 2010?

 Retailers expanded into a 
wide range of international 
markets in 2010, targeting 
both mature and emerging 
countries. Even though the pace of 
expansion slowed, the overall footprint 
increased by 2%, compared with 4% in 
2009 and 12% in 2008. 21 countries saw five or 
more new retailer entries last year.

 According to the survey findings, India takes the 
number one spot as the country which attracted the 
most new retailers with eight new entrants in 2010, 
followed by Turkey with seven. United Arab Emirates 
(UAE), Kuwait, Ireland, Romania, and Belgium all 
attracted six new retailers. 

 Spanish cities dominated as the most attractive 
markets at city level with Barcelona, Malaga, 
Valencia, and Zaragoza ranked in the global top 10 
for new retailer entrants at city level. Retailers were 
attracted to reduced levels of key money, lower 
rents, and access to rarely available prime space. 

 Shenyang (China) and New Delhi (India) ranked 
as the third and fourth most popular cities for new 
retailer entrants at city level, and were closely 
followed by Istanbul (6th) and Krakow (7th). Some 
emerging markets have clearly benefited from 
the global economic downturn as retailers look 
increasingly at the economies with the best growth 
prospects and at those least likely to be affected by 
austerity measures.
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WHICH RETAIL SECTORS AND COUNTRIES 
HAVE THE GREATEST ONLINE CAPABILITY?

 The online capability of retailers is already 
substantial. 82% of retailers in the survey have an 
online catalogue that can be browsed. The ability of 
retailers to promote their brand and products via an 
online platform is now deemed essential, and would 
appear to be a minimum requirement for a modern, 
cross-border retailer.

 Consumers can purchase and take delivery of goods 
from only a quarter (26%) of retailers in the survey. 
Value & Denim retailers (43%) lead the way due to 
a low price offer and the ability to provide further 
discounts for online purchases across a range of 
markets and consumer types. Mid-range fashion 
(26%) and Luxury & Business Fashion (32%) retailers 
are also quite likely to operate a delivery website. 
These figures, however, are relatively low and 
suggest that significant scope exists for growth in the 
online fashion sector.

 The UK has the highest proportion of retailers 
(44%) that deliver goods bought online, followed 
by Germany (41%), US (39%), France (38%), Spain 
(37%), and Italy (30%).

 Retailers with a physical store presence in a country 
are more likely to have a transactional capability. 
Some 40% of retailers that have a physical store 
presence are able to deliver online goods, compared 
with just 26% of all retailers in the survey. 

 Multi-channel retailing is most advanced in the US. 
Of those retailers that can deliver online goods to 
the US, 76% also have a physical store presence. 
However, the fact that 24% do not, shows that 
a good number of retailers are operating via an 
online sales platform only. Some of this 24% will be 
using an e-commerce site to test the market before 
committing to physical stores.

 HOW GLOBAL IS THE BUSINESS OF RETAIL?

4

 HOW GLOBAL IS THE BUSINESS OF RETAIL?

4

WHERE IS FRANCHISING MOST POPULAR 
AND WHY?

 The franchising model was challenged in 2010 due 
to the difficult trading environment in many markets, 
but the fundamental benefits of using a local partner 
is as valid as ever, and franchising remains popular. 

 
 Franchising is most common in emerging markets. 

In some countries, such as India and UAE, this 
is down to legal requirements, with all retailers 
required to enter the market with some kind of 
local partnership. But franchising is also popular in 
Morocco where 95% of retailers use a local partner, 
China (57%), Romania (56%), Poland (49%), Russia 
(42%), and Mexico (41%).

 In more mature markets retailers usually prefer to 
operate their stores directly. Only 6% of retailers 
use the franchising model in the United States (US), 
similar to the UK (8%), Australia (9%), and Canada 
(12%).

 Using a local partner is not exclusive to emerging 
markets. Over one third of retailers in Belgium (36%), 
Spain (36%), and The Netherlands (34%) make use 
of the franchising model. Some use it to ‘test’ new 
markets whilst others are looking to spread the risk, 
particularly in countries where exiting the market is 
more difficult due to tough labour laws.

 Coffee & Restaurant retailers are far more likely 
to use franchising than other sectors. Some 69% 
use a local partner to help them achieve the 
substantial market penetration they require, whilst 
also reducing the risks associated with aggressive 
expansion. Luxury & Business Fashion retailers 
(35%) and Homeware & Department Stores (28%) 
are least likely to use a local partner showing a clear 
preference to operate their own stores.

 Franchising is likely to retain its popularity, in spite 
of the more cautious approach that retailers are 
adopting in some countries. As markets mature and 
become more transparent the need for a franchise 
partner becomes less compelling, which is the case 
in China. At the same time, other retailers still prefer 
to use a local partner when entering a market for the 
first time.
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 However, two factors are likely to limit the rate at 
which retailers expand into new markets in coming 
years. Firstly, the ability of retailers to access the 
prime locations they require will be restricted by 
the limited pipeline of new space in many markets. 
Secondly, and partly as a result of the above, more 
retailers will look to grow their business via an online 
platform rather than expanding through a physical 
store network.

OUTLOOK

 There is still enormous potential for the retail 
business to expand globally. There were 323 
international retailers surveyed for this edition of 
How Global is the Business of Retail? across 73 
countries, giving a theoretical maximum of 23,579 
retail operations (if every retailer was present in 
every country). In reality, in 2010 the actual number 
of retail operations identified was 5,950, just 25% of 
the theoretical maximum. The equivalent figure at 
city level is just 20%, which implies that there is huge 
scope for further cross-border expansion by retailers 
in the survey.

2011 Global Rankings Top 20 Countries

RANK 2011 1
57.6% Retailers in country

Rank 2010 1

RANK 2011 2
54.5% Retailers in country

Rank 2010 2

RANK 2011 3
49.8% Retailers in country

Rank 2010 3

RANK 2011 4
47.4% Retailers in country

Rank 2010 4

RANK 2011 5
46.7% Retailers in country

Rank 2010 6
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Note: In the 2011 edition of How Global is the Business of Retail?, the country analysis is based on a larger sample of retailers and covers 
a more extensive list of countries than in previous years. In certain instances this has retrospectively impacted the country-level rankings 
provided in this document for previous years.
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2011 Global Rankings Top 20 Cities

Note: Data is not available for all retailers at city level.

WHICH CITY IS NOW THE MOST 
TARGETED RETAIL DESTINATION? 

UNITED ARAB EMIRATES
56.0% Retailers in city

Rank 2010 2

UNITED KINGDOM
56.0% Retailers in city

Rank 2010 1

UNITED STATES
44.3% Retailers in city

Rank 2010 5

FRANCE
43.6% Retailers in city

Rank 2010 3

SPAIN
41.6% Retailers in city

Rank 2010 6

HONG KONG
40.9% Retailers in city

Rank 2010 3

RUSSIA 
39.9% Retailers in city

Rank 2010 7

UNITED STATES
38.6% Retailers in city

Rank 2010 12

SINGAPORE
38.3% Retailers in city

Rank 2010 8

SPAIN
38.3% Retailers in city

Rank 2010 20

CHINA
37.9% Retailers in city

Rank 2010 10=

CHINA
37.9% Retailers in city

Rank 2010 9

GERMANY
37.2% Retailers in city

Rank 2010 10=

KUWAIT 
37.2% Retailers in city

Rank 2010 14

TURKEY
37.2% Retailers in city

Rank 2010 19

RIYAD

SAUDI ARABIA 
36.6% Retailers in city

Rank 2010 12

MILAN

ITALY 
36.2% Retailers in city

Rank 2010 15=

MUNICH

GERMANY
35.6% Retailers in city

Rank 2010 15=

JAPAN
35.2% Retailers in city

Rank 2010 17

UNITED STATES
34.6% Retailers in city

Rank 2010 17

UNITED STATES
34.6% Retailers in city

Rank 2010 22

GERMANY
34.6% Retailers in city

Rank 2010 25

RANK 20111=
RANK 20111=

RANK 20113
RANK 20114

RANK 20115

RANK 20116
RANK 20117

RANK 20119=
RANK 20119=

RANK 201111=

RANK 201113=

RANK 201113=

RANK 201119
RANK 201120=

RANK 201120=

RANK 201120=

RANK 201113=

RANK 201111=

RANK 201116
RANK 201117

RANK 201118

RANK 20118

Notes:  In the 2011 edition of How Global is the Business of Retail?, the city analysis is based on a larger sample of retailers and covers a more 
extensive list of cities than in previous years. In certain instances this may retrospectively impact the city-level rankings provided in this document for 
previous years. Data is not available for all retailers at city level. 
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EMEA RESEARCH AND CONSULTING
Neville Moss
Head of Retail Research, EMEA
t: +44 20 7182 3183 
e: neville.moss@cbre.com 

Natasha Patel
Senior Retail Analyst, EMEA 
t: +44 20 7182 3166 
e: natasha.patel@cbre.com 

For more information about CB Richard Ellis activities 
in the retail sector please contact:

GLOBAL RETAIL CONTACTS
Anthony Buono
The Americas
t: +1 619 696 8302
e: anthony.buono@cbre.com

Peter Gold
Europe, Middle East and Africa (EMEA)
t: +44 20 7182 2969
e: peter.gold@cbre.com

Joshua Loudoun
Pacific
t: +61 2 9333 3382
e: joshua.loudoun@cbre.com.au

Mark Latham
Asia
t: +8621 240 11200
e: mark.latham@cbre.com.cn

GLOBAL RESEARCH AND CONSULTING 
EXECUTIVE COMMITTEE
Raymond Torto
Global Chief Economist
t: +1 617 912 5225
e: ray.torto@cbre.com

Nick Axford 
Head of Research, Asia
t: +852 2820 8198
e: nick.axford@cbre.com.hk

Peter Damesick
EMEA Chief Economist
t: +44 20 7182 3163
e: peter.damesick@cbre.com 

Neville Moss
Head of Retail Research, EMEA
t: +44 20 7182 3183 
e: neville.moss@cbre.com

Kevin Stanley
Executive Director, Research and Consulting, 
Pacific Region
t: +61 2 9333 3490 
e: kevin.stanley@cbre.com.au 

Raymond Wong
Executive Director, Research,
The Americas
t: +1 416 815 2353
e: raymond.wong@cbre.com

CONTACTS

 DISCLAIMER 2011 CB RICHARD ELLIS
CB Richard Ellis has taken every care in the preparation of this report. The sources of information used are believed to be accurate and reliable, but no guarantee of 
accuracy or completeness can be given. Neither CB Richard Ellis, nor any CB Richard Ellis company, nor any director, representative or employee of CB Richard Ellis 
company, accepts liability for any direct or consequential loss arising from the use of this document or its content. The information and opinions contained in this report 
are subject to change without notice. 

No part or parts of this report may be stored in a retrieval system or reproduced or transmitted in any form or by any means electronic, mechanical, reprographic, 
recording or otherwise, now known or to be devised without prior consent from CB Richard Ellis.

 For more information regarding this report please contact:
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