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Introduction 



Vacancy 

 

Introduction 

6,9 % average 



Changing consumer behaviour 

 

 

Introduction 



 

 

 

 

 

The Netherlands has witnessed an increase in retail vacancy. In comparison to office vacancy 
retail vacancy has an impact on area level at much lower vacancy rates.  

 

The requirements for inner city retail space from both consumer and retailer forms a potential 
explanation for the increased vacancy rate in some areas. However the relationship between 
area and object characteristics and vacancy is unclear. 

Problem statement 



Research Questions  

Main research question: How are area and object characteristics related to 
vacancy in Dutch inner-city retail space? 

 

Sub research questions: 

– Q1: What is the cause of retail vacancy; what role do area and object 
characteristics play? 

– Q2: What area and object characteristics are driving the demand for inner city 
retail space? 

– Q3: Is there a relation between area characteristics and vacancy in the 
selected case areas? 

– Q4: Is there a relation between object characteristics and vacancy within the 
selected case areas? 

 



Methode 

Conclusion 

Literature 

Case study Interviews 
& Delphi 



Conceptual model 



Theory 



Vacancy on the retail market 

 

• Increased competition 

 

• Oversupply vs Demand drop 

 

• Replacement market 

 

 

 

 

 



 

• Urban hierachy 

 

• Retail centre attractiveness  

 

• Shopping motives 

 

 

 

 

Theoretical frame 

Christallers central place theory,       source: Bolt (2003) 



 

 

 

Retail agglomerations 



 

 

 

Retail stores 

 

 

 

 

 

 
 



Empirical 



Nine semi structured interviews 

 

 

 

 

Expert Interviews 

Karen Strijker 
Deputy Director  
DTZ Zadelhof 

Sander van Oss 
Deputy Director  
Multi Vastgoed 

Bert Enting 
Architect / Owner 
GDAi architects 

Jasper van de Weerd 
Owner / co owner 
NesVast / Kaufhaus 

Maarten van Lit 
Managing Director 
LMBS Retail 

René Vierkant 
Director retail 
investments 
Syntrus Achmea 

Patricia Bos 
Asset-/Development 
manager 
GREEN real estate 

John Vos 
Director real estate 
Blokker Holding 

Peter Nieland 
Director 
Locatus Nederland 



Delphi ranking approach 



Case study 





Factor Indicator / raw variable Value / *Note Rotterdam centre Schiedam centre Vlaardingen centre

1. Retail mix 1.1 Distribution by product 

group
By number of outlets incl. vacancy 1

By retail floor area excl. vacancy 2

1.2 Presence of retailchains Independet retailers 376 143 121

Chain outlets 352 55 78

Percentage of chain outlets 48,4% 27,8% 39,2%

Number of chains 205 51 72

Average number of stores per chain 1,72 1,08 1,08

2. Anchor 

stores

2.1 Presence of fashion anchors H&M, ZARA, Bershka, Mango, 

Primark

H&M, ZARA, MANGO, Bershka H&M H&M

2.2 Presence of 

departmentstores HEMA, V&D, Beijenkorf

HEMA, V&D, Beijenkorf HEMA V&D, HEMA

2.3 Presence of other retail 

anchors Action, Mediamarkt

Mediamarkt Action Action (located just outside the centre)

3. Parking & 

Accesibility

3.1 Parking facilities Garages within 500m radius Schouwburgplein (730 spots), Sint Jacobsplaats (548 spots), Kruisplein (760 

spots), Weena (480),  Plaza (470), Groothandelsgebouw (172 spots), De 

Beijenkorf (460 spots), Koopgoot (435 spots),  Beursplein (435 spots), Sint 

Luciastraat (300 spots), Kruiskade (275 spots), Lijnbaan (540 spots), Markthal 

(1042 spots), WTC -V&D (350 spots) 

ABC-garage (325 Spots), Nieuwe passage (280 Spots), Stadserf (90 spots) + 

parking on street, Plantage (approx 140) + Openparking, Buitenhavenweg 

(approx 160)

Liesveld (393 spots), Hoogstraat (423 spots), Stadhuis/centrum (148 spots)

Total 6997 parking spaces; 33,2 parking spaces per 1000m2 retail floor area 995 parking spaces; 21,9 parking spaces per 1000m2 retail floor space 964 parking spaces; 22,5 parking spaces per 1000m2 retail floor space

3.2 Parking fees *Average based on 2,5 hours parking €2,8 - €4 a hour* €0,8 - €1,5 a hour* €1,6 - €2 a hour

3.3 Public transport Trainstations 1000m radius Central Station (400m), Blaak (200m) Station Schiedam central (650m to main retail street) Vlaardingen centrum (850m to main retail street)

Metrostations within 1000m radius Central station (400m), Stadhuis (250m), Beurs (200m), and Blaak (200m) Station Schiedam central (650m to main retail street) x

Tramstations within 500m radius Central station, Stadhuis, Beurs, Blaak, and Lijnbaan Schiedam Broersvest (<100m to main retail street), Schiedam Koemarkt (<100m 

to main retail street)
x

Busstops within 500m radius Central station, Weena, Stadhuis, Beurs, Westblaak Schiedam Broersvest (<100m to main retail street), Schiedam Koemarkt (<100m 

to main retail street)

Vlaardingen Liesveldviaduct (<100m to main retail street), Vlaardingen 

Westhavenplaats (<100m to main retail street)

4. Size *Excluding vacancy and services 728 198 199

*Excluding vacancy, incl. services 947 287 279

5. Atmosphere 5.1 Atmosphere score in 

''Koopstromenonderzoek'' 
7,6 6,8 7,3

6. Food and 

beverage 

facilities

6.1 Distribution of F&B facilities By number of outlets excl. vacancy 3

6.2 Number of lunchrooms Day-time catering 68 outlets; 9,3 per 100 retail outlets (excl. vacancy and services) 6 outlets; 3,0 per 100 retail outlets (excl. vacancy and services) 7 outlets; 3,5 per 100 retail outlets (excl. vacancy and services)

6.3 Number of fastfood outlets Day-time catering 25 outlets; 3,4 per 100 retail outlets (excl. vacancy and services) 6 outlets; 3,0 per 100 retail outlets (excl. vacancy and services) 6 outlets; 3,0 per 100 retail outlets (excl. vacancy and services)

6.4 Number of café restaurants Day-time catering 77 outlets; 10,6 per 100 retail outlets (excl. vacancy and services) 9 outlets; 4,5 per 100 retail outlets (excl. vacancy and services) 6 outlets; 3,0 per 100 retail outlets (excl. vacancy and services)

*Note: The factsheets that were part of the ''Koopstromenonderzoek'' by I&O Research (2011) were used to measure the percieved ''Atmosphere''. These scores are slichtly outdated however the way these scores were derived were cosistend and based on a sizeable group of 

consumers. Based on sight visits the relative difference was determined to be appropriate and considering the purpose of this case study usage of these scores was considerd suitable. (Scale 1 - 10, with 1 being the lowest and 10 the highest).
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9%

41%

18%

7%

1%

7%

3% 5%
5%

4%
Rotterdam centre Food

Fashion

Department stores

Frequently non-food

Jeweller & Optician

Sports&Hobby

Multimedia

White & Brown goods

Living & DIY

Other retailing

14%

35%

7%

12%
2%

6%

2%

3%
12%

7%

Vlaardingen centre Food

Fashion

Department stores

Frequently non-food

Jeweller & Optician

Sports&Hobby

Multimedia

White & Brown goods

Living & DIY

Other retailing

16%

24%

4%
16%

1%
4%

2%

2%

19%

12%

Schiedam centre Food

Fashion

Department stores

Frequently non-food

Jeweller & Optician

Sports&Hobby

Multimedia

White & Brown goods

Living & DIY

Other retailing

180

153

381

708633
5

478

219

Rotterdam centre Vacancy
Daily
Fashion & Luxury
Vrije Tijd
In/around the house
Other retailing
Transp&Fuel
Leisure
Services

115

41

69

1543
28

2

98

89

Schiedam centre Vacancy
Daily
Fashion & Luxury
Vrije Tijd
In/around the house
Other retailing
Transp&Fuel
Leisure
Services

48

45

77

18
38201

90

80

Vlaardingen centre Vacancy
Daily
Fashion & Luxury
Vrije Tijd
In/around the house
Other retailing
Transp&Fuel
Leisure
Services

54

25

6

68

77

112

Rotterdam centre Bar

Fastfood

Icesalon

Lunchroom

Café-restaurant

Restaurant

20

6
1

6
9

21

Schiedam centre Bar

Fastfood

Icesalon

Lunchroom

Café-restaurant

Restaurant

19

6

2
7

6

21

Vlaardingen centre Bar

Fastfood

Icesalon

Lunchroom

Café-restaurant

Restaurant



Conclusions 



Conclusions 

Q1: What is the cause of retail vacancy; what role do area and object characteristics play? 

• While over the past decade the retail space stock was increased a number of macro factors 
caused a drop in the demand. 

 

• The attractiveness of a retail agglomeration affects the ability to attract consumers, stimulate 
them to spend more time and eventually money, and stimulate patronage intentions.  

 

• Attractiveness attributes determine the place of a centre in the hierarchy of retail centres.  

 

• As an effect of the oversupply and a fall back in the demand on the retail space market 
retailers are in a stronger negotiation position. Experts indicate there is a replacement 
market within retail centres creating gaps in the retail structure, especially outside the core 
retail area. 

 

• Retailers are increasingly critical concerning were to locate.  

 

• Furthermore vacancy has a self stimulating effect since it affects both object and area factors.  



Conclusions 

Q2: What area and object characteristics are driving the demand for retail space? 

 
Mean ranking first and second round Delphi research 

Area factors 1e 
round 

2e 
round 

Change Object factors 1e 
round 

2e 
round 

Change 

Anchor stores 2 1 ↑ Location 1 1 = 
Retail mix 1 2 ↓ Ground floor 2 2 = 
Centre Size  4 3 ↑ Size 3 3 = 
Accessibility & parking 3 4 

↓ 
Function of surrounding 
objects 

4 4 = 

Atmosphere 5 5 = Front-width 5 5 = 
Food & beverage 
facilities 

6 6 
= 

Width-depth ratio 6 6 = 

Public space 7 7 = Quality of surrounding 7 7 = 
Routing 8 8 = Layout 8 8 = 
Multi functionality 10 9 ↑ Floor height 9 9 = 
Historical 9 10 ↓ Supply accessibility 10 10 = 
Safety 11 11 = Facade 11 11 = 
Orientation 12 12 = Character of the building 12 12 = 
Markets and events 13 13 = Technical state 13 13 = 
Facade impression 14 14 = Street width 14 14 = 
Secondary retail streets 15 15 = Sun side 15 15 = 
Kendall W 0,47 0,63 0,15 Kendall W 0,65 0,74 0,09 



Conclusions 



Conclusions 

 

 

 

Q3: Is there a relation between area characteristics and vacancy in the selected case 
areas? 

 

 

 

Q4: Is there a relation between object characteristics and vacancy within the 
selected case areas? 



Conclusion 

 

Main research question: How are area and object characteristics related to vacancy 
in Dutch inner-city retail space? 

 



Recommendations for practice 

• Focus on important factors 

 

• Focus on quality while taking into account place in hierarchy 

 

• Proactive approach 
– Be aware of self stimulating effects 

– Compactness centre 

– Transformation 

– Urban re-allotment 

 



Thank you for your attention  

I would be pleased to answer your questions 


