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PREFACE

The study of Architecture has brought many disogdi to my attention; however, my interest has grown
gradually towards the disciplines management atadlr& he density of the Dutch built environmentiah of
course needs to be managed in a decent way, aristbeic city centres where retail brings peoplgether are

two areas of interest that have given me greafrapn and motivation to conduct this study.

During a six month internship in 2013 at the shagptentre management division of CBRE, | have ctane
know the retail sector a lot better. Since thesanl considering a career in this dynamic sectorrdthee, | want
to use my knowledge and skills — which | have depetl since the start of my education at the Teahnic

University of Delft — to better understand this ker

With regards to the current turmoil in the reta&it®r such as the rise of online shopping, growicancy rates,
and bankruptcies, my attention has been directatie¢docational decision problems that fashionilets are
faced with. In this research projeth size bigger: location preferences of fashionaiters in the Netherlands”,
| will reflect on store location selection critevffashion retailers in the Netherlands in thetjmoisis era (2008-
2014)

| would like to thank my supervisors Dion Kooijmand Monique Arkesteijn for their advices. | als@dédo
thank Machiel Wolters and Ratih Bach, for theiruadle time and advice during my internship at CBRistly,

| want to thank all interviewees and Locatus faittsupport and information.

Fernando Peralta | #af January 2015, Delft







EXECUTIVE SUMMARY

In the past decade the retail sector has beenaeft with on the one hand, the decreased purahpswer of
consumers, an increasing number of bankruptciesed@sing vacancy rates, and on the other handijrexpiop-
up concepts and the rise online shopping. Theselolements have been a result of the sociocultundl a
economic trends our society has been faced withn@és in the economic climate, changes in the deapby,
technological innovations, etc.). Retailers in tharn are always re-thinking their strategy in@rdurvive in a

highly competitive environment, creating a tendietween their demand and the current retail supply.

Since 1985, the Central Bureau of Statistics (CBShe Netherlands has monitored a gradual growvitthe
purchasing power of consumers (CBS, 2013). Howeag®l result of the financial crisis in 2008, ardase in
the purchasing power has been recorded from 201201d; respectively -0,5%, -1,0%,-2,5%, 1,25%,-0,5%
(year-on-year) (CPB, 2013, p. 11). The Dutch BuraitEconomic Policy AnalysiéHet Centraal Planbureau,
CPB), predicts that the Dutch economy will lack behihgé European and Global economic recovery and that

consumption will continue to decrease, howevertleas in recent years (CPB, 2013, pp. 8-10).

Bankruptcies and growing vacancy rates in the Iretactor bear witness to economic hard times in the
Netherlands. Retailers, particularly in the nondaector, have been coping with decreasing salebers since
2008 (HBD, 2013a), which has led to an increasedumtof bankruptcies in the past years (see fig\ye
Along with the bankruptcies, vacancy rates have bégan to rise since 2008, and have grown to,z&b 8r ca.
2,66 million nf of the total retail supply(Compendium, 2014) (figare B). However, there are large regional
differences regarding vacancy. High vacancy ratesparticularly found in “the edges” of the Netlaeds,
partially in areas that are anticipated to witre@g®pulation shrinkage such as South-Limburg andhiN®ast of
Groningen (CBS, 2008). Other shopping locationserehvacancy is above the national average arenties
cities of small towns and villages, and in so-cakbecondary and tertiary shopping areas in innesoof large
cities. Gertjan Slob, research director of Locatsindependent organization monitoring the retwtket in the

Netherlands — predicts that the vacancy rate niltease to 10% in the coming years (Platform31420143).

Figure A. Bankruptcies retail sector (CBS, 2014dified by author).
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* Al-location: location in central retail areas wit75-100% of the maximum patronage capacity. (B@85, pp. 289-292) (also see chapter 2.4.2) 7



Figure B. Vacancy retail sector (PBL, 2014).
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While certain locations are witnessing rising vaganates, other locations seem to be growing inufeojiy
among retailers. In 2006 the Dutch shopping ceas®ociation NRWDe Nederlandse Raad Winkelcentra)
made predictions about transitions in the retatlicape. They predicted that in the Netherland= tweuld be

a growing differentiation between historic and Vitaties such as Amsterdam, Utrecht, The Hague and
Rotterdam on the one hand, and on the other haode mverage cities (less historic, less innovative,
universities) that cannot compete well againstldinger historic cities (NRW, 2006, p. 34). Othegamizations
have acknowledged this trend (ABN AMRO, Platform3grthermore, the research of Jacobs (2007, pp8H6
also exhibits that Dutch consumers are not onlyob®eg more and more mobile, but that they are mgllto
travel longer distances to shop, visiting nearbypgiing centres less frequently. The growing pojtylaf top
retail locations, combined with the willingnessaminsumers to travel longer distances to shop, séimave a

strengthening effect on the growing differentiaidretween stronger and weaker shopping locations.

For retailers as well as investors, it is importantigorously analyse which retail locations vgérform well in
the coming years and of course which retail locegtivill perform poorly. Comprehending these dynam&
necessary to assure the continuity of their busiigesurce). As such, retailers are actively tangesicarce Al-
locations* in prime cities, were passers-byer flass the highest and were vacancy moves around®®H,(p

22). Another interesting development is the changetail branches in Al-locations. In the perid®603-2012
the market-share of fashion retailers has increasedgly from 37% to 43% in Al-locations, compatedther
branches (see figure C). Research by DTZ showstlileamarket share of fashion retailers in Al-lamadi has
grown the strongest in Amsterdam, and behind itd#tazht, Rotterdam and Haarlem (DTZ, 2013, p. 3).

Figure C, Changing market share retail branchéd Hocations in the Netherlands 2003-2012 (DTZ,204 3)

18% = Kledingen mode
= Warenhuis
m = Schoenen & lederwaren
n"}!/? = Sport & Spel
v% = Persoonlijke verzorging
= Overig




As a result of the financial crisis, the retail k&tris characterized by rising bankruptcy ratespegrsupply of
retail space, and a growing differentiation betw&smning” and “losing” retail locations (Platforni3 2014,
pp. 41-42) (CBW-MITEX, 2010, pp. 18-20), which hHive a direct and visible impact on the shoppiregss in
our cities. In this “demand-driven” market it isportant to understand how retailers are reactirthdee recent
developments. It is worth noting that there iddifiound in the literature conceptually and emgitic on how
retailers or experts/consultants consider or chbes$eeen the different selections criteria whenyeiag store
locations in different scales of analysis, and Wwhethese selection criteria have changed in teseoof time.
Particularly research on specific location prefes=nof each retail branch (fashion, daily good&raund the
house, and leisure) is lacking. There is also énhiuantitative research available on how thelIrstaoply if
specific branches has changed in the post-criaig2008-2014). A detailed overview and quantificatof the
supply of retail branches can provide insights dhafiging) location preferences of each branch. Shidy
focusses on the location preferences of fashiailees, for two reasons. First, because they reptesbout 40%
of the retail supply in inner cities (Locatus, 2@)4were the impact of the financial crisis is dihg visible by
vacancy in the plinths. Second, because researclogation preferences of fashion retailers is paférly
scarce. The aim of this research project is to akwiee location preferences of fashion retailerd #me

implications for the built environment.

Problem statement

In a demand-driven post-crisis retail market whiabw faces rising vacancy rates, bankruptcies, aigtoaving
differentiation between retail locations, it seempossible for fashion retailers to apply the sastwe location
selection criteria that have been used before tigsc There is in fact, little research availalde the location
preferences of fashion retailers and the implicasi@f changing locations preferences of fashionilexs for

the built environment.

Main research questionWhat are the implications of changing store locatselection criteria among fashion

retailers in the post-crisis era for the currenta# supply?”

Research strategy: mixed methods research

The primary aim of this research project is to ed\fandamental changes in the location preferen€déashion
retailers, and to understand what kind of impliatthis change has had on the built environmentrdier to
pursue a comprehensive understanding of the areacfiry, a mixed methods research strategy isechagith

the general aim of “completeness”.

The first part of this study is qualitative of nawand focusses on the demand of fashion retaBgrsonducting
semi-structures interviews, with both expansion agmns from retail organizations and (retail) resfat
consultants, this study aims to reveal the curlecdtion preferences of fashion retailers, but atsoeveal if
their location preferences have changed in thegeside. The second part of this study is quainttaf nature
and focusses on the current supply. By conductingraprehensive analysis of the development of dlstibn
supply for 2006-2014, this study aims to revealirch retail areas the fashion supply has growshsunk in
terms of square meters and number of selling-poBubsequently, six case studies are conductedaiyse the
development of the fashion supply in three cemttdil areas and three supporting retail areasarerdetail. By

combining results from both the qualitative and theantitative study, this study aims to provide cdids




foundation of knowledge in order reveal to whateextthe location preferences of fashion retailemseh

changed, and to reveal what the implications aré¢hi® current retail supply.

Research design: cross-sectional design with a castudy element
This study combines a cross-sectional design acaesa study design. The research strategy is batlitative

and quantitative of nature. The research desigrbednund in figure D.

Figure D. Research design (ill. author).
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Selection criteria of fashion retailers
“What are currently the most important selectioriteria among fashion retailers for new store locais

according to retail experts and retailers?”

Fashion retailers conduct both a nationwide asseissand a local assessment when considering naessto
First nationwide assessment is conducted, by degedsable cities or regions for opening new sto&scondly,
a subsequent local assessment is conducted: faghailers asses which shopping streets and bgsdime best
suited for their new stores and concepts. In thBomaide assessment the most important criteria @le
performance, (2) population structure, and (3) ecotin factors. In the local assessment the most iitapb

criteria are: (1) location, (2) store characterstiand (3) competition (see figure E).
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Figure E1. Most important selection criteria fosH#n retailers (author).
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Change in demand and supply

- “Are the selection criteria for new store locatiomsnong fashion retailers the same in the currergtpo
crisis era, compared to times before the crisis?”

- “How are changes in the selection criteria for netre locations among fashion retailers reflectadhe

current retail supply (period 2006-2014)?"

Concentration trend towards prime cities and innerban shopping streets

This study reveals that fashion retailers in théhdands have changed their preference from amaiide
expansion to a concentrated expansion. Retail imtatwhere the fashion supply is still growing e tpost-
crisis era are the largest Dutch agglomeratiornsh sis Amsterdam and Maastricht, and in inner udbeapping
streets, particularly of Amsterdam, Rotterdam, dimd Hague. Fashion retailers are also in the psooés
optimizing their current portfolios, in other wordsssessing their market share potential compréeraysn
cities in which they are established, renegotiatieigtal prices, and ultimate closing stores thatras longer

viable.

The results show that in the period 2006-2014 ethegre many cities in which the fashion supplyr( grew
with more that 20%, e.g. Amsterdam, Maastrichtt&dam, and The Hague (see figure F). After 202ever,
the year in which the fashion supply started tanghmany of the largest Dutch fashion agglomerasach as

Den Bosch, Eindhoven, Breda have witnessed a a@edfithe total square meters of fashion (see figireCity
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centres where the supply has continued to incrafise2012 are Amsterdam, Maastricht, Nijmegen, Flague

and Haarlem. The concentration of fashion retailerdarge cities such as Amsterdam, The Hague, and
Rotterdam is also underpinned by the growth offéshion supply in inner urban shopping streetdfatn, the
supply in inner urban shopping streets is the sgtdgpe of location in which the supply has beendgedly
growing, even after 2012. An increase of the supplgspecially found in supporting inner urban giiog
streets of: Amsterdam (PC Hoofdstraat +942 Bos en Lommerplein +1,063 m and Ferdinand Bastfd,013
m?), The Hague (Hobbemastraat +683and Paul Krugerlaan +501%mand Rotterdam (Oude Noorden +703

m?).

Figure F. Change in hiashion top-17 city centres, 2006-2014 (Sourceattos).
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Figure G. Change in hiiashion top-17 city centres, 2012-2014 (Sourcealtias).
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Challenging times for small and midsized cities

The analysis of the current fashion supply indisdteat fashion retailers have closed their stospe@ally in
small and midsized cities (regional centre smatl Earge) of 100-400 stores. In fact, the supply stasngly
declined both in selling-points and square meteregional centres (see figure H and I). It ishase locations
where fashion retailers are renegotiating theisdsaand also closing stores once they are notevaimore.
On the other hand, the fashion supply in subregiceatres (towns with 5-100 stores) remained nreddyi
balanced in the period 2006-2014 (see figure H Bnd’hese results indicate a growing gap between th
strongest performing cities with highly competitirearkets and the small towns in which the suppiyai@ed
relatively stable. Small and midsized cities seenbé the first locations in which fashion retailarge closing

their stores.

Figure H. Change in selling-points fashion supplgéntral retail areas, 2010-2014 (Source: Locatus)
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Figure I. Change in fifashion supply in central retail areas, 2012-2(B@urce: Locatus).
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Strong agglomeration of fashion in Al-shopping sats
Fashion retailers with expansion ambitions are atmexclusively interested in Al-shopping streets.
International fashion chains in particular are el on prime cities and their Al-locations, whéreytare

willing to pay high rents if their store is profit@. As a result of the strong competition, rentes in Al-
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locations have been gradually increasing and ceretiail branches such as consumer electronics baga
driven off.

shoes & leather

BN clothing & fashion

a. Zeilstraat

b. Grote Houtstraat
¢. Kruisstraat

d. Barteljorisstraat
e. Annegang

Supporting shopping locations no longer fit for “fisi’ shopping

Since 2010 the fashion supply has declined stronglgupporting areas (with the exception of inndvam
shopping streets), resulting in a decrease of 20p87-5.8%). As such, supporting locations have wiseelsan
earlier and a relatively stronger decrease of éishibn supply, compared to the decline of 80,529-15%) in
central retail areas since 2012. This decreaseippasting areas is mostly found in city districhtres and

district centres (see figure J).

Figure J. Change hfiashion supply in supporting retail areas, 201342(Source: Locatus).
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According to the interviewees, fashion retailere ao longer considering secondary shopping arems fo
expansion in the post-crisis era. This is mainlg tluthe fact that these centres cannot offer dneesshopping
experience and retail mix of (historic) city cestrén this regard, a cautious conclusion can bevardt seems
that supporting city district and district centege becoming less attractive for retailers thatifoon recreational
shopping. As such, supporting shopping areas malpmger be seen as a location where consumers fshop

“fun”, at least for fashion retailers who are loodifor expansion in the post-crisis era.
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Fashion retailers strongly critical of store charaeristics

Fashion retailers have become highly critical ia #ssessment of potential buildings for expangiotiné past
ten years. This concerns the assessment of quaditauantitative and financial building properti&uilding

characteristics that have become increasingly itapbiare: a minimal floor area, wide facades, tmftlay-out
for the formula (height, width and depth), a stiikifacade, good store visibility and accessibilitypdern
buildings, and flexible lease contracts. More intaotly, potential buildings need to meet all ciadvefore they

are even considered for expansion.

An important observation is that fashion retailers strongly focused on larger buildings. Thisspezially the
case for international fashion chains. Accordinghi® interviewees, modern buildings lend themsehetter for
the criteria that fashion retailers have today.&mse they are often larger in scale and often kguare floor
plans. By contrast, older and monumental buildic&gs have atypical floor plans and are sometimdgdlif to

adapt. Another important observation is that fashigtailers have more negotiation power with regardent
prices in the post-crisis era, at least outsideAthdocations. In these locations, building ownars coping with
growing vacancy rates. As such, fashion retailaes increasingly able to renegotiate their rents atsb

negotiate for flexible leasing contracts.

This study reveals two important developments. kndne hand, fashion retailers are occupying lastges
(800-1600 i) more frequently, while on the other hand, smedlls stores (0-200tare strongly declining in
the post-crisis era. As such, the economic recedsis had a larger impact on the viability of sraadile fashion
retailers, while fashion retailers with larger cepts seem to be the ones that are expanding uthent market

(see figure K).

Figure K. Growth fashion selling-points per steiee-range* in %, 2006-2014 (Source: Locatus).
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Marketing potential

As mentioned above, fashion retailers are incrghgimterested in large stores. An important reaisatie rise
of the experience economy in the Netherlands. Tostayes have evolved from places where produetsaid,
into places where consumers can experience thewufae brands. Large and striking buildings arpatde of
providing this experience, as opposed to smaller lass attractive buildings. As such, the storegashion
retailers play an important part in the marketifighir brand. For example, Zara’'s only marketiongttis its
physical store, with the exception of their onlipltform. Another benefit of using the physical retdor

marketing a brand is that once consumers becom#idamith the brand, they can easily purchase potsl

15



online at their convenience. As such, internatidmands are highly interested in the 24-hour ecgnam
Amsterdam. It seems that a 24-hour economy is fonigd in Amsterdam. Other prime cities such asdd&m
are more interested in opening their stores sewgs th the week, while losing interest in openibtgress on

Thursdays and Friday nighfsoopavond)due to a declining number of consumer visits.

Niche shopping streets

According to the interviewees, the concentratiotacde fashion chains in A-locations along with trezline of

rent prices in B-locations will create opporturstitor independent entrepreneurs. While large faskiwains
focus on the “mass market”, creative entreprenéasse the opportunity to focus on “niche marketsdwer

rents in B-locations make it possible for indepandashion retailers to concentrate in these straptl create
“niche shopping streets”, with less familiar bramds a desired atmosphere for consumers. Successtaiples
where fashion retailers have strategically agglateetr in small scale buildings are the Negen Stsadnd

Utrechtsestraat in Amsterdam.

Strength of anchor retailers

Fashion retailers are attracted to brands whichabte to attract large groups of consumers, inrotnards
anchor retailers. As such, the presence of andtailers has always played an important part irstection of
new stores among fashion retailers. While less [fambrands strongly desire to locate near ancktailers,
strong retailers such as Zara, H&M and Primark rabystly on their own power to attract consumers pay
less attention to their competitors. The strendthnzhor retailers to attract other fashion retailewards them
has consequences for the built environment. Faameg, once anchor retailers change their building
location preferences and decide to move e.g. thopp@ng street were buildings are newly built aadhé in
scale, they have the strength to change passerfloyer (passanten stromérand to pull other fashion retailers
with them. As such, anchor retailers play a leadivlg in the success of shopping streets and thdsefore

important to monitor their store and location prefees closely.

Conclusion
Main research question: “What are the implicatiosfschanging store location selection criteria amdaghion

retailers in the post-crisis era for the currenta# supply?”

This study shows that there are two fundamentah@és regarding the selection criteria of storetlooa for
fashion retailers, in the period 2006-2014. Firstigshion retailers are pulling away from a natiatev
expansion strategy and focussing on a concentetpdnsion in the largest Dutch agglomerations énpgst-
crisis era. As a result, the expansion of the @aslsiupply after 2012 is mostly found in: (1) thegkst Dutch
agglomerations, such as Amsterdam, Maastricht, &jgn, The Hague, and Haarlem and (2) in inner urban
shopping streets, particularly of Amsterdam, Raten, and The Hague. This concentration trend & falslled

by the interest of international fashion chainsojmening new stores in tourist cities, such as Ardsia,
Maastricht, Rotterdam, The Hague and Haarlem. Eurtbre, fashion retailers have also become straamghre

of less performing markets, i.e. cities in whicleithstores are less or insufficiently profitabléhey are also
strongly aware of the fact that online shoppind hélve its effect on the profitability of their péigal stores. As

such, fashion retailers are in the process of apitmp their current portfolios. As a result, thectiee of the
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fashion supply after 2012 is mostly found in: (ify centres in small and midsized cities with c0Xo 400

stores, and (2) supporting retail areas, excepmudpporting inner urban shopping streets.

Secondly, this study concludes that fashion rewiteve become highly demanding of potential locegtiand
buildings for expansion in the post-crisis era.sThas resulted in the further specification of rtlegiteria for
suitable shopping locations and suitable buildiige selection criteria have not only become indrgas
comprehensive, but more importantly, potential dinijs need to meet all criteria before they areneve
considered for expansion. Today fashion retaileessalely interested in A1 shopping streets, wlité highest
passer-byer flows. As a result, fashion retaileesstrongly agglomerating in A1 shopping streetgrime cities
(e.g. Amsterdam, The Hague, and Rotterdam), thedeking off other retail branches in these stre@ibereas,
secondary shopping streets and supporting shopgpémgres where fashion is not strongly represented a
witnessing a decline in the fashion supply. Fashitailers are also highly critical of qualitativgyantitative
and financial building properties. Building chaexistics that have become increasingly importamst ar
minimal floor area, wide facades, a fitting lay-dat the formula (height, width and depth), a strikfacade,

good store visibility/accessibility, modern builds) and flexible lease contracts.

The main reason why fashion retailers seem to besamg stores more comprehensively is becauses sty
have evolved from places where products are sotd,places where consumers can experience theufiae
brands. According to the interviewees, anchor fashetailers (e.g. Zara, H&M, The Sting, and Prikyaare
particularly focussed on the marketing potentiattadir stores. In other words: the possibility tode their
consumers with an experience, rather than offdhiegn solely a product. As such, the stores of tashétailers
play an important part in the marketing of theiatmt. In order to provide this experience, fashietaiters
strongly prefer large and striking buildings witreferably high ceilings, wide facades and squaserfplans.
As such, fashion retailers are strongly agglomeggaith relatively large and often modern buildingsAil-
locations. This trend is particularly noticed amanternational fashion chains. As a result, seconda
shopping streets where rent prices are under peessud renegotiable provide new opportunities for
creative and independent fashion retailers. Thesghé shopping streets” are not focused on the mass
market but on niche markefBhese two fundamental changes in the selectioariiamong fashion retailers

are presented in a simplified conceptual model figeee L, large version on page 94).

Figure L. Conceptual model fundamental changeérstbre selection criteria of fashion retailers &ilithor).

Scale: selection criteria Before the financial crisis Post-crisis era Impact built environment

Growth of fashion supply in prime
cities (e.g. Amsterdam and
Maasfricht) and in inner urban
shopping areas (e.g. Amsterdam,
The Hague, and Rolterdam)

Nationwide:

Performance

Concentrated
Expansion (and
optimization)

Nationwide
expansion

Decline of fashion supply in small
and midsized cifies, and
supporting shopping areas

Specification of
building preference
and shopping
location

Occupadtion of large and modern

Expansionin a 2 A
stores in A1-shopping sireets

diversity of buildings
and shopping
locations

Opportunities for niche stores in
B1/B2 - shopping streets

Focus on the
marketing potential
of the physical store
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READER’S GUIDE

This research proposal is divided into five chaptérhe structure is based on the subsequent stagbe

research process.
PART | - PROPOSAL AND LITERATURE STUDY
Chapter 1 —Research proposal and research methodagyp

= This chapter presents the background of the relse#lie problem statement, the objective and thenmai
research question.
= This chapter presents the research methodology.s€htton will discuss the research design, the data

collection and the research organization.
Chapter 2 — Literature study

= This chapter presents the theoretical frameworks Bection discusses classical location theories, t

classification of retail locations, and finally dissses literature on store location selectionrizite
PART Il - EMPIRICAL STUDY AND CONCLUSIONS
Chapters 3 — Selection criteria for new store loc&ins among fashion retailers

= This section presents the most important selectitb@ria among fashion retailers in the currentkear
= This section discusses the fundamental changebkeirs¢lection criteria for new store locations among

fashion retailers
Chapters 4 — Change in the selection criteria andhange in retail supply, for the period 2006-2014

= This chapter discusses how changed store locatil@et®n criteria are reflected in the current dygpr
the period 2006-2014. The development of the suigpinalysed from a nationwide perspective anctal lo

perspective.
Chapters 5 — Conclusion and recommendations

= This section presents the most important conclgsiegarding selection criteria among fashion retaiand
discusses the implications for the built environimen

= This section presents recommendations for futilseareh and reflects on the research process dfttidy.
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PART I: THEORETICAL RESEARCH AND RESEARCH PROPOSAL

CHAPTER 1 BACKGROUND AND PROPOSAL

This section serves as an extended introductioth@fcurrent developments in the retail sector, el &s a
discussion of relevant topics and theories thapsrttpand confine the research topic: store locaselection

criteria among fashion retailers.

1.1 INTRODUCTION

The Dutch retail sector has undergone an intermsesfiormation during the past decades. A walk thnoting
shopping streets of the Netherlands shows the gifieation of retail characterized by diverse piosiing
profiles such as, department stores, convenieraesstspecialty retailers, (international) chainsl @op-up
stores. The retail offer has been enriched by &tyaof retail forms aimed at satisfying the needslifferent
types of consumers in various shopping locationg(&et al,. 2011, pp. 29-57). However, in the pastade the
retail sector has been confronted with on the oaedhthe decreased purchasing power of consumers, a
increasing number of bankruptcies, increasing vagaates, and on the other hand, exciting pop-uepts
and the rise online shopping. These developments haen a result of the sociocultural and econdreieds

our society has been faced with (changes in the@uo climate, changes in the demography, techicdbg
innovations, etc.). Retailers in their turn are @ re-thinking their strategy in order survive anhighly

competitive environment, creating a tension betwbeir demand and the current retail supply.

Since 1985, the Central Bureau of Statistics (CBShe Netherlands has monitored a gradual grovitthe
purchasing power of consumers (CBS, 2013). Howeagl result of the financial crisis in 2008, ardase in

the purchasing power has been recorded from 201201d; respectively -0,5%, -1,0%,-2,5%, 1,25%,-0,5%
(year-on-year) (CPB, 2013, p. 11). The Dutch BureaitEconomic Policy AnalysiéHet Centraal Planbureau,
CPB), predicts that the Dutch economy will lack behihgé European and Global economic recovery and that
consumption will continue to decrease, however teas in recent years (CPB, 2013, pp. 8-10). Medswh
changes in the demographics, namely the “greyirfgthe Dutch population, the expected shrinkagehef t
potential labour force, and a strong increase ie-person households, will also affect consumer rdjpgre in

the coming years (Quix, 2013, p. 49).

Figure 2. Bankruptcies retail sector (CBS, 2014dlified by author).

Bankruptcies
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Bankruptcies and growing vacancy rates in the Iret@actor bear witness to economic hard times in the
Netherlands. Retailers, particularly in the nondaector, have been coping with decreasing salebers since
2008 (HBD, 2013a), which has led to an increaseduarinof bankruptcies in the past years (see figyrd he
yearly number of bankruptcies among retailers haceeased from about 470 in 2008 to over 900 in3201
(Platform31, 2014, p. 72). The research of Overbo@012, p. 55) exhibits that independent retaikers
contributing most to the decline of store numbdirgsm ca. 1600 in 2005 to ca. 900 in 2012. Accordiog
Overbosch retailers who provide white goods, boakssic, and electronics are having a hard time etimg
with other branches and are particularly disappegafriom the main shopping streets. Since 2005,ei®&ronic
stores have disappeared from the Dutch inner ce(@eerbosch, 2012, p. xi).

Along with the bankruptcies, vacancy rates have bégan to rise since 2008, and have grown to,c8o6 8r ca.
2,66 million nf of the total retail supply (Compendium, 2014). Hwer, there are large regional differences
regarding vacancy. High vacancy rates are partigulaund in “the edges” of the Netherlands, paffian areas
that are anticipated to witness a population slageksuch as South-Limburg and North-East of Graming
(CBS, 2008). Other shopping locations, where vag@nabove the national average are: the innexscf small
towns and villages, and in so-called secondarytarithry shopping areas in inner cities of largesi Buitelaar

et al. (2013, pp. 53-54) mention three reasongHis: First, these areas lend themselves lessefireational
shopping (fun shopping). Second, the stores donthé size demand of retailers; they want largeres.
Finally, both municipalities and developers preferdevelop a new area rather than redevelopingxéstirey
one Furthermore, of the total vacancy, approximatelg onillion square meters can be found on peripheral
large scale retail concentration which have anageiof 13% of vacancy (Kooijman, 2013, pp. 40-@Ggrtjan
Slob, research director of Locatus — a independegenization monitoring the retail market in thetiNglands —

predicts that the vacancy rate will increase to 10%e coming years (Platform31, 2014, p. 43).

Figure 3. Vacancy retail sector (PBL, 2014).
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While certain locations are witnessing rising vananates, other locations seem to be growing inufsopy
among retailers. In 2006 the Dutch shopping ceassociation NRWDe Nederlandse Raad Winkelcentra)
made predictions about transitions in the retaitlcape. They predicted that in the Netherland® tiweuld be

a growing differentiation between historic and Vitaties such as Amsterdam, Utrecht, The Hague and
Rotterdam on the one hand, and on the other haonde mverage cities (less historic, less innovative,
universities) that cannot compete well againstléinger historic cities (NRW, 2006, p. 34). Othegamizations
have acknowledged this trend (ABN AMRO, Platform3grthermore, the research of Jacobs (2007, pp8H6
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also exhibits that Dutch consumers are not onlyob®eg more and more mobile, but that they are mgllto
travel longer distances to shop, visiting nearbypgiing centres less frequently. The growing pojiylarf top
retail locations, combined with the willingnessominsumers to travel longer distances to shop, s¢eimgve a

strengthening effect on the growing differentiaidoretween stronger and weaker shopping locations.

For retailers as well as investors, it is import@antigorously analyse which retail locations vaéirform well in
the coming years and of course which retail locetiwvill perform poorly. Comprehending these dynanig
necessary to assure the continuity of their busifesurce). As such, retailers are actively tangesicarce Al-
locations* in prime cities, were passers-byer flass the highest and were vacancy moves aroundABM,(p
22). For example, department store De Bijenkorf eldse 5 of their 12 stores (Arnhem, Enschede n(gen,
Breda and Den Bosch), because these locations tdoonmply with the requirements to reach “an int¢ioreal
top level”. Meanwhile they will focus on the follomg cities: Amsterdam, Rotterdam, The Hague, Utrech
Maastricht, Eindhoven and Amstelveen (nu.nl, 20¥3)other interesting development is the changeetailr
branches in Al-locations. In the period of 20032€1e market-share of fashion retailers has inegtatrongly
from 37% to 43% in Al-locations, compared to otbeanches (see figure 3). Research by DTZ showstleat
market share of fashion retailers in Al-locatiores lgrown the strongest in Amsterdam, and behind it
Maastricht, Rotterdam and Haarlem (DTZ, 2013, p.[3)Z states that Al-locations ask for correspogdin
business models with short lifecycles of produetd aontinuously changing assortments (DTZ, 2013%)p.

These types of business models are typical foileetan the fashion industry.

Figure 4, Changing market share retail branchés Hpcations in the Netherlands 2003-2012 (DTZ,2041. 3)

= Kledingen mode

= Warenhuis

= Schoenen & lederwaren
= Sport & Spel

= Persoonlijke verzorging

= Overig

As a result of the financial crisis, the retail ketris characterized by rising bankruptcy ratespeersupply of
retail space, and a growing differentiation betw&gmning” and “losing” retail locations (Platformi3 2014,
pp. 41-42) (CBW-MITEX, 2010, pp. 18-20), which hive a direct and visible impact on the shoppirggess in
our cities. In this “demand-driven” market it isportant to understand how retailers are reactirthdse recent
developments. It is worth noting that there iddifiound in the literature conceptually and emjiltic on how
retailers or experts/consultants consider or chbeseeen the different selections criteria whenyaiag store
locations in different scales of analysis, and Whethese selection criteria have changed in theseoof time.
Particularly research on specific location prefes=nof each retail branch (fashion, daily good&round the
house, and leisure) is lacking. There is also &thiguantitative research available on how thelIrstaiply if
specific branches has changed in the post-crisig2808-2014). A detailed overview and quantifizatdf the
supply of retail branches can provide insights dhafiging) location preferences of each branch. $thidy

focusses on the location preferences of fashiailees, for two reasons. First, because they reptesbout 40%

* Al-location: location in central retail areas wit75-100% of the maximum patronage capacity. (B985, pp. 289-292) (also see chapter 2.4.2) 27



of the retail supply in inner cities (Locatus, 28}L4were the impact of the financial crisis is dihg visible by
vacancy in the plinths. Second, because researclocation preferences of fashion retailers is patérly
scarce. The aim of this research project is to akwee location preferences of fashion retailerd dme

implications for the built environment.

1.2 RESEARCH PROBLEM AND RESEARCH QUESTIONS

1.2.1 Problem statement

For retailers, location is perhaps the most impurtaariable determining long-term viability. Chooginew
store locations, therefore asks for a compreheraiatysis. However, after a long period of econopnasperity
and a heavy growth of the retail supply, retailems faced with the effects of the economic recessic2008.
Since then the retail sector has been confrontéld avidecreased purchase power of consumers alaig
increasing vacancy rates and an increasing nunfbiEnkruptcies. Considering these developmenis,siafe to
say that the post-crisis retail market is a diffémmarket than 10 years ago, and it seems necefssastailers to
re-evaluate their store location decisions. In tieigard, understanding the location preferenceetailers is
crucial to reveal the implications for the builtvilonment. Especially since there are indicatiohéwonning”

and “losing” retail locations. This assumption cezes the problem statement of this research:

In a demand-driven post-crisis retail market whiatw faces rising vacancy rates, bankruptcies, aigtoaving
differentiation between retail locations, it seempossible for fashion retailers to apply the sastwe location
selection criteria that have been used before tigsc There is in fact, little research availabda the location
preferences of fashion retailers and the implicasimf changing locations preferences of fashioailets for

the built environment.

1.2.2 Research questions
Main research question:
What are the implications of changing store locatgelection criteria among fashion retailers in {hest-crisis

era for the current retail supply?

Sub research questions:
The following four sub research questions have heseql to answer the main research question:

What does historic research reveal about the seledriteria of store locations?

2. What are currently the most important selectiortesia among fashion retailers for new store locaso
according to retail experts and retailers?

3. Are the selection criteria for new store locatiamong fashion retailers the same in the currentqasis
era, compared to times before the crisis?

4. How are changes in the selection criteria for néares locations among fashion retailers reflectecthie

current retail supply (period 2006-2014)7?
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The research questions above can be summarizdee inanceptual model of this research, which shdws t

variables of research. See figure 4.

Figure 5. Conceptual model (ill. by author).

Theory Quantitativeresearch

current supply (Locats)
Selection criteria /

Store (re)location

>

defines defines
Empirical research Empirical research
(interviews) (interviews)
Scale Selection criteria Retail locations
(1) National (1) performance measures (1) Central retail areas (Amsterdam)

@) Local (2) populationstructure (2) Supportingretail areas
(3) economic factors ther* (Large scale - & special
(4) competition
(5) saturationlevel
(6) magnet
(7) store characteristics (Eversetal,, 2011, p. 74)

(Turhanetal,, 2013, pp.
391-396)

* Focus of this study is on central and supportiatgil areas.

1.2.3 Research aim and intended end product
This study is explanatory in nature and its purgede contribute to the literature addressing fiocel selection
methods of retail stores and to investigate stocatlon selection criteria among fashion retailarparticular.

Specifically, two objectives are pursued:

1) To discover the most important selection criteridashion retailers in the post-crisis era.
2) To discover the extent to which the selection Gatéor new store locations has changed in the pi®t

years and the effect on the current fashion supply.

The end product will be a list of the most impottaelection criteria for store locations among fashetailers;
a comprehensive explanation of fundamental chaimgélse selection criteria; and a description of tuerent
fashion supply. The results will provide usefulighgs in the selection criteria for fashion reteslend help
understand why retailers are where they are, Isotwahere they might be in the future. In other wotHis study

will shed light on the changing demand of fashietaiters.

1.2.4 Target group

The practical usability of this research projectviefold. Firstly, by understanding how retailefsoose their
store locations this study provides direction faligy makers and municipal actors in a market fawogith

vacancy and bankruptcies. Understanding which 8Setecriteria are considered important when chogsitore
locations might bring them a step closer to mitigatthe effects of e.g. vacancy, by understandirigprey
retailers want to be situated, and helps to presligth retail locations might cope with vacancyttire future.
Secondly, this study provides direction for redhts managers by identifying if store location st criteria

have changed among fashion retailers, considehniaithe retail market is undergoing great changes.
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1.2.5 Relevance

Academic relevance

Professional real estate management requires dicicknowledge about the best fit between orgamirat
structures on the one hand and solutions for acamatmg people on the other hand. This impliestiooal
decision problems. The Corporate Real Estate Managedepartment (CREM) of the TU Delft mentionseg k
observation in this regard: “A complicating factisr the dynamics of society and organizations, where
buildings are rather static. It often occurs thatrebefore a building is finished the organizatiord processes
that have to be accommodated have changed alreadticadlly” (De Jonge, Arkesteijn, & Van der Voardt
2013, p. 4). This key observation also appliesetaif sector, where scientific knowledge and pcacéxamples

directed towards the (changing) demand or suppdigémed to be important.

Social relevance

Retail plays a very important part in our society &conomy and some even believe it to be the mmpsirtant
function in an urban area (Evers, Kooijman, & Var &rabben, 2011, p. 16). A crowded shopping stieat
universal sign of a vital, successful and healtityy, evhile vacancy in the plinths of main shoppstgeets has a
negative effect on how people perceive a city. Mueg, the retail industry is one of the few busssssthat
contributes to the liveability of the direct surnglings, creating many and relatively easy accesgillls (Evers
et al.,, 2011, p. 16). The importance of retail asirection of the city is also emphasized by the rmgaal of
Dutch retail planning, which is to maintain andestygthen the economic functioning of the shoppingtree
hierarchy, including city centres (Spierings, 2006602). By studying how retailers choose thairestocations,
policy makers, municipal actors, and real estateagars can gain knowledge about how location sfiedeare

changing; how the demand is changing; and whaittipact could be on the build environment.

1.2.6 Graduation Company

This study has been conducted with the supporBRE, who were kind to provide useful data and festton

the results. Their expertise and in-house knowledge been helpful in extracting useful data, cotidgc
interviews, and validating findings. Their accesslata from Locatus has been a crucial sourcefofriration to
answer some of the research questions of this steelgdback from colleagues and guidance from Méachie

Wolters during the graduation internship has akdpéd to bring more depth into the research project

1.3 RESEARCH METHODOLOGY: SETTING THE BASIS

This part of the study starts with a general dismrs about the research methodology, providing gemknd
information on important methodological considerasi and definitions of its main elements. Subsetlyahis
section presents the research design for this samtly explains why a mixed-methods research straiegy

appropriate.

1.3.1 General methodological considerations

Kumar (2011, pp. 10-15) identifies different resdmatypes seen from three perspectives: (1) apicalf the
findings, (2) objectives of the study, and (3) thede of enquiry. Within these three perspectivesftfiowing
directions are chosen in this research projectafijlied research, (2) descriptive/explanatory, @)dmixed-

methods research.
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From the perspective of application there are twbegories: pure research and applied research.iefppl
research is used to collect information about ¢ageproblem or phenomenon so that the informagjatihered
can be used in other ways, such as the enhancefentierstanding a phenomenon. Pure research aiamdt

to the existing body of knowledge of research mes$hd his study can be typified as applied research.

From the perspective of the research endeavourgtearch type can be classified as descriptiveelational,
explanatory or exploratory. This research projeanainly of a descriptive nature with the aim teaée the
most important selection criteria among fashiomitets and to describe change in the current fasbkigply.
However, this study will also be partially explamatin order to explain the change that is founthie selection

criteria among fashion retailers.

Finally a distinction can be made between two apgmes to enquiry: the structured approach and the
unstructured approach. In the structured approhehrésearch process is predetermined. The unstedctu
approach, by contrast, allows flexibility. The strured approach is more appropriate to determia@xtent of a
problem or phenomenon, whereas the unstructuretbagip is used to explore variation/diversity inralgpem

or phenomena (Kumar, 2011, p. 13). The structumgataach is also classified as quantitative researah

unstructured as qualitative research.

A quantitative approach primarily uses positivisergpectives for developing knowledge i.e., causkeffect
thinking, reduction to specific variables and hypstes and questions, use of measurement and dirserezad
the test of theories (Bryman, 2012, pp. 27-37)sH®pproach is used when you want to quantify thiatian in
problem or phenomenon (Kumar, 2011, p. 13). A dakie approach is primarily based on interpretivis
perspectives i.e., explaining and understandingabactions, with the intent of the developmentaotheory
(Bryman, 2012, pp. 27-37). Qualitative researchssd if the purpose of the study is to describ&uatfon or
phenomenon, and establishing the variation witlyuantifying it (Kumar, 2011, p. 13). In short, & common
to describe quantitative research as concernedthdthesting of theories and qualitative researchamncerned
with the generation of theories. By contrastingsthepproaches it may seem that they are incomeatibl
However, (Bryman, 2012, pp. 37-38) shows that ttey be successfully combined within a single stddys
approach is called a mixed methods approach. Tilewiog paragraph explains why a mixed methods aagh

is appropriate for this study.

1.3.1 Background information on research design
Bryman (2012, pp. 50-77) identifies five differetyppes of research designs: experimental, crosssedt
longitudinal, case study, and comparative. Frorsdtfese research designs, two are appropriatehferstudy: a

cross-sectional design and a case study design.

“A cross-sectional design entails the collectiondata on more than one case and at a single paint i
time in order to collect a body of data in connenctiwith two or more variables, which are then

examined to detect patterns of association” (Brym2012, p. 58).

Within a cross-sectional research design, the pnétnt research strategy can be either quantitadive

qualitative. When the predominant strategy is qtetite then relation between theory and reseascla i
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deductive one (testing of theories), and when ttelgminant strategy qualitative the approach tendbe

inductive (generation of theories) (Bryman, 201.269).

All sub-questions of this research are of a crestisnal nature, because their aim is to find betrevalence
of a phenomenon or problem, in this case, the ntunetail supply and the selection criteria forrsttcations.
We want to obtain the overall “picture” as it starmbw, by taking a cross-section, in this casea datlection
from Locatus and interviewing retail experts, as tnoment of time. In this regard our cross-sectioasearch

design only differs in approach i.e. a quantitative qualitative approach.

The fourth sub-question of this study zooms in bncases in particular. Three central (Amsterdamattem
and Amstelveen) and three supporting shopping esr(Boven ‘t Y, Ossdorpplein, and Amsterdamse Foort
will be examined, to get a better understandinthefactual change of the shopping areas in theseanfrtime

(2006-2014). In this regard, this part of the stady be typified as a case study design:

“A case study is an empirical inquiry that invgsties a contemporary phenomenon within its real lif
context, especially when the boundaries betweengshenon and context are not clearly evident” (Yin,
2003, p. 13).

1.3.2 Background information on case study research
An important part of this research project regatus use of case studies. This section providesdraakd

information about the use of case studies.

Case study methodology is mainly used to collawd)yese, compare and draw lessons from researchaddtés
a form of qualitative research. Flyvbjerg (2006)scébes important misunderstandings using casey stud
methods, concerning bias towards verification aatidity. According to critics, case studies contairbias
towards verification i.e. a tendency to confirm tesearcher’s preconceived notions. However, Fangb{2006,
pp. 235-237) argues that experience indicates ttiwatcase study method contains a greater bias dswar
falsification of preconceived notions than towandsification, because the researcher is able tosadjis

hypotheses and subjective preconceived notionsualyisig and reflecting on the empirical object ofdy.

Another important issue is that of validity of casteidies. According to critics general, theoreti@ntext-
independent) knowledge is more valuable than céecpractical (context-dependent) knowledge (Flgwipj
2006, p. 221). Critics of case study research shatiethe study of a small number of cases carr affegrounds
for establishing reliability or generality of fintis. Flyvbjerg (2006, p. 225) argues that this ddpen the case
and how it is selected. The case study is idealgineralizing using the type of test called “fatsifion”
(Flyvbjerg, 2006, p. 227). Flyvbjerg (2006, p. 224gntions that the in-depth case study is wellesuior
identifying “black swans”, which can result in indsting insights that could not be possibly fournd b
researching quantitative data. This study ben&fitis a case study, because it seeks the undengtgation
and reasoning that are responsible for changekeirctirrent fashion supply. It also allows the res®s to

discover “unknown” selection criteria.

Triangulation of data is one of main aspects oecstady research to deal with validitffriangulation is the

use of more than one method or source of dataeénsthdy of a social phenomenon so that findings beay
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cross-checked'(Bryman, 2012, p. 717). By applying triangulatitmough using different sources of data and
research techniques the validity of research resm¢reases. This research project combines thrai@ m
techniques of data collection: document/literat@ngews, interviews, and a quantitative analysisafket data.
Heurkens (2012, p. 120) describes another impodansideration when working with case studies. tétes
that, because case study research generates arargeer of data from multiple sources, a systematic
organization of this data is very important. It yeets the researcher from becoming overwhelmedhby t
amount of data and to prevent the researcher fosing sight of the original research purpose anestijons.
Therefore, it is important to make some methodaialgthoices for the case study research: scopeseepth,

comparative analysis, and lesson-drawing.

Scope versus depth

The first issue is to make a trade-off between scegrsus depth when selecting cases for comparidos.
chosen dimension should support your research pary choosing a broad scope one is able to drare m
valid conclusions for a broader population, as @does not focus on isolated. The purpose of thearekein that
case, is to draw general conclusions on a variétgases through variable-orientated quantitativeeaech.
However, the purpose of this research is not tevdyaneral conclusions, but to gain a deeper uratetsig of
which criteria are important for retailers in a ngang market, and gain insights if this new marikeplies a
different approach or even new selection critefiar. this purpose an in-depth case study is usethsaer the

research question. Thus, depth is chosen over scope

Comparative analysis

A second issue in case study selection is the iseneerning comparative analysis. A characteristicase
study research is that the focus is on a contemp@tiEenomenon within its real life context. Therefoissues
arrive concerning conceptual equivalence and contard time-dependency. One could state that when
comparing case study results the cases shouldnhitarsiand thus comparable. Comparing different ifash
retailers with different business and target grouipghis regard would not seem wise. However, carative
analysis does not require the things being comparde identical, but they need to be commensuréiblether
words they need to be conceptually equivalent, winieans that one can study them with the same porale

(theoretical) constructs or models (Heurkens, 2p1221).

Lesson-drawing

Finally, this study discusses the issue of lesgamvihg with case study research. Like Heurkens Z2Qhis
research will follow the three levels of lessonwirag provided by (Janssen-Jansen, Spaans, & Vaiveen,
2008, p. 8):

- Inspiration: collecting and valuating data and infilation on innovative experiences and practices;

- Learning implies adaptation of the information ecfled and evaluated in the inspiration phase, idiclg
retrieving underlying ideas, obstacles and changes;

- Transplantation: the knowledge transfer is complebel an innovative practice has been adopted by the

‘learning’ country, often adapted to local circurastes.
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This research will focus on the lesson-drawing leeé “learning”, by focusing on the underlying seaing and

insights from fashion retailers and experts inrétail industry.

1.4 RESEARCH METHODOLOGY: CREATING THE RESEARCH DESIGN

1.4.1 Research strategy: a mixed methods research

The primary aim of this research project is to e#fandamental changes in the location preferentéashion
retailers, and to understand what kind of implmatthis change has had on the built environmenardier to
pursue a comprehensive understanding of the areacfiry, a mixed methods research strategy iseshasith

the general aim of “completeness” of the area qliemn.

The first part of this study is qualitative of negwand focusses on the demand of fashion retaBgrsonducting
semi-structures interviews, with both expansion agems from retail organizations and (retail) resfate
consultants, this study aims to reveal the curlecdtion preferences of fashion retailers, but atsoeveal if
their location preferences have changed in thegmside. The second part of this study is quainttaf nature
and focusses on the current supply. By conductingraprehensive analysis of the development of dlskibn
supply for 2006-2014, this study aims to revealhich retail areas the fashion supply has growshounk in
terms of square meters and number of selling-po8ubsequently, six case studies are conductedalyse the
development of the fashion supply in three cemttlil areas and three supporting retail areasarerdetail. By
combining results from both the qualitative and theantitative study, this study aims to provide cdids
foundation of knowledge in order reveal to whatesxtthe location preferences of fashion retaileaseh

changed, and to reveal what the implications aré¢hi® current retail supply.

14.2 Research design: cross-sectional with a case stu&yement

This study combines a cross-sectional design acasa study design. To describe the research désighis
study, the four research (sub)questions serveealsahis. Theory-oriented research is used to exjplod set the
basis of this research. Leading research will lvéeveed to answer the first research sub-questid¢hédt does

historic research reveal about the selection ¢aitefrstore locations?”

By answering the second research question: “Whatcarrently the most important selection critenmoag
fashion retailers for new store locations accordingetail experts and retailers?”, a better urtdeding is
sought about the demand of fashion retailers which criteria they find important when choosingrst

locations. Expert interviews will be the main teicjue to gather the information.

By answering the third research question: “Are sedection criteria for new store locations amonghian
retailers the same in the current post-crisis @vapared to times before the crisis?”, this studysao find out
whether the selection criteria have changed incthase of time, and if possibly new selection cigtéhave
arisen. Furthermore, an explanation is sought athmuteasons why location preferences may havegethim

the course of time. Expert interviews will be thaimtechnique to gather the information.

By answering the fourth research question, “How @ranges in the selection criteria for new stoations
among fashion retailers reflected in the curretdirsupply” this study aims to get a better untirding about

the current situation (current supply), by meaguiim which retail locations fashion retailers aieiated and
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how the current supply has been developing in th& gears. Which locations have become more (@) les
wanted? A part of the fourth research questionrolga comprehensive analysis of six case studie= tentral
retail areas and three supporting retail areasydier to analyse how the retail supply has chaimgésrms of
square meters and selling-points for 2006-2014s Thidone by collecting and analysing data fromatos to

“measure” (changes in) the current supply of fashetailers.

In conclusion, this study uses a cross-sectionglystiesign with a case study element. The resesirategy is
both qualitative and quantitative of nature. Thehuodological considerations described above arensanmed
in the proposed research design for this studyf(gaee 5). These steps should not be seen ag)ibeeause the
research process follows an iterative process, diyguthe results to adapt the interviews or theusoof the
quantitative analysis. The steps will be repeatefind the desired results and contemplate andsadjhen
more information is available. Each step has ite @wput, output and method. In other words: eaeb $ias its
own objectives, results, research methods and naseechniques. Each step will provide input foe th

succeeding step to build upon.

Figure 6. Research design (ill. author).
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1.4.3 Semi-structured interview

In this study semi-structured interviews are chdsecause its capacity to provide insights into fpanticipants
view (traditional) selection criteria in a changimgarket (post-crisis times). The semi-structuretbrinew
allows for flexibility in the conversation (Brymag012, pp. 469-472) to comprehend why certain rizgitare
deemed more important than others and if this hasged or will change in the course of time. TleiBility

of this approach also allows the researcher toogiesc“new” criteria that have not been considered/ioere less

important in the past.

For the interviews two type of organizations hageeived a request to participate: (1) the retgilatdignent of
consultancy firms in commercial real estate anckérage and (2) the expansion or real estate departof
retail organizations. Both groups are involved withe rental, letting, acquisition, sale, expansimd
(re)development of retail real estate. A distinetis made between the interview guide for the cbasts and
for the retailers. The main different is that theswaers from the consultants are based on theirriexme with
their clients, while the answers from the retailare based on their own preferences of store mtsitiThe

proposed interview guide can be found in appendix E

Selection criteria consultant, retail organization
1. Participant needs to have at least 10 years ofrexque in the retail industry.

2. The fashion retailers should have a national c@esrand should also be active in Amsterdam.

3. The fashion retailer should be of a significantesand should manage its organization and storea on

strategic level: at least 20 stores in the Nethelda

4. Retailer information should be possible to accédserefore, the retailed organization should be an

established firm in the Netherlands, with a relgiwich history in order to be able to analyse history: at

least 15 years active in the Netherlands.

Table 1. Participants interview rounds (Cofra Ho@li2014; Inditex, 2014).

Firm Active in NL Store formulas Stores and
countries
1.Inditex 1999 Zara, Pull&Bear, Massimo  +6,300 store in 89

Dutti, Bershka, Stradivarius, counties
Oysho, Zara Home and
Utergie
2.Cofra Group 1841 C&A 2,000 stores in 24
countries

Selection criteria consultant, real estate consultecy firm
1. Participant needs to have at least 10 years ofrexue in the retail industry.

2. Participant needs to be familiar with the retailrkes of Amsterdam.
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Selected interview participants

Table 2. Interviewees: consultancy firms.

Real Estate CBRE Cushman & Wakefield LMBS Retail

Name Bjorn Brink Pepijn van den Bosch Maarten van Lit

Function Director Retail department Associate Rétgéncy Managing Director

Experience 14 years active in the retail redl6 years active in the retail reall7 years active in the retail real
estate sector. estate sector. estate sector.

Date & location 26 September 2014, Amsterdam 3 B®t@014, Amsterdam 10 October 2014, Utrecht

Table 3. Interviewees: retail organizations.

Retailer Cofra Group (C&A) Inditex (Zara, Bershka, etc)

Name Rob Zeedijk Roel Schulte

Function Manager Building & Real EstateReal Estate Manager Benelux
Benelux at Inditex

Experience 19 years active in the retailO0 years active in the retail
sector real estate sector.

Date & location 20 October 2014, Amsterdam 30 Cetd®14, Amsterdam

1.4.2 Selecting the case studies

The case studies that have been selected aredocafensterdam and its direct surroundings. Theoaa to
select the case studies in this region are twofélustly, the retail locations where fashion redesl
predominantly situate are central retail areas figeee 6). Of all central areas, Amsterdam is of¢he cities
where the increase in market share among fashiailers has been the strongest. In the period 6821012,
the total market share of fashion has grown frof% 3@ 43% on Al-locations in the Netherlands of vahile
increase was the strongest in Amsterdam (DTZ, 2p13). Secondly, preliminary interviews (page ahg
recent reports (Platform31, 2014, pp. 54-56) revkat fashion retailers are strongly concentrafimgprime
cities, thereby leaving secondary shopping locatibehind. By choosing both central and supportiegsin
the Amsterdam region, this study aims to reveavbat extent the fashion supply has grown or deecas
central and supporting areas in this region. Seemrglix C for a more detailed selection processhefdase

studies.

Figure 7. Distribution retail branches in main ghiog locations (Evers, 2011, p. 15).
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1.4.3

Data collection

This part of the study describes which informaii®nequired to answer the research questions awdt® data

is collected.

Question 2: “What are currently the most importaglection criteria among fashion retailers for netere locations

according to retail experts and retailers?”

Objective

To get a better understanding about &meashd of fashion retailers i.e., which criteriaytfiad important

when choosing store locations on a nationwide aodllscale

Required data

The required data to answer the guesdire 1) the selection criteria that are regaattethree scales of
analysis: nationwide-, and local scale, 2) an exgtian why these particular selection criteria are

considered important

Methods Semi-structured interviews with 5 retajperts (retailers and managers/brokers)
Instruments Interview guide and ATLAS.ti
Concept Selection criteria for store locations

Variables (also
codes for the

interviews)

(1) performance measures, (2) population struc{@)eeconomic factors, (4) competition, (5) satiorat
level, (6) magnet, and (7), store characteristics

Notice that these variables are of a categoricaiinal scale, because they will not be measured.

Data analysis

Thematic analysis of interview traipss

Time

6-7 weeks

Question 3: “Are the selection criteria for new stdpcations among fashion retailers the same incingent post-crisis

era, compared to times before the crisis?”

Objective

To get a better understanding about tieeging demand of fashion retailers i.e., whickeda they find
important when choosing store locations. Furtheenae want to explain why certain selection créteri

are considered more important than others in agthgmnmarket.

Required data

The required data to answer the gusstire 1) the selection criteria that are regandest important in
the post crisis era, 2) the selection criteria #vat regarded mist important before the crisis, 3ndn

explanation why change in selection criteria hasioed.

Methods Semi-structured interviews with 5 retajperts (retailers and managers/brokers)
Instruments Interview guide and ATLAS.ti
Concept Selection criteria for store locations

Variables (also

codes for the

(1) performance measures, (2) population struc{@)eeconomic factors, (4) competition, (5) satiorat

level, (6) magnet, and (7), store characteristics

interviews) Notice that these variables are of a categoricalinal scale, because they will not be measured.
Additional 24-hour economy, accessibility, concentration trematreasingly critical, market share, marketing
codes potential, nationwide expansion, niche shoppingess, size stores and tourists

Data analysis

Thematic analysis of interview traipss

Time

6-7 weeks

Question 4: “How are changes in the selection cidefor new store locations among fashion retaileeflected in the

current retail supply (period 2006-2014)?”

Objective

To measure how the market share of fashatailers has changed in the past years in thie maail

areas in the Netherlands: 1) central, 2) supparBhtarge scale and 4) other.
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Required data The data required is of a secondatyren i.e. it is readily available. Extracted frdhe Database of

Locatus.
Methods Extract and analyse data from Locatus datab
Instruments Primarily the software of Locatus arceg
Concept Current supply/ market share
Variables Number of selling-points and square nseter
Time 6-7 weeks
1.4.4 Evaluating the research: validity and reliability

In the case of the fourth research question whadtdbes the current supply, validity can be guaethbecause
the measurement is straightforward. The numbertags and the total square meters are measuredius)c
makes a distinction between four main retail ardad<entral, 2) supporting, 3) large scale- & spec@nd 4)
“dispersed”. This approach should give a propersuesament of the current supply for fashion retailéffo
ensure reliability and thus ensure that the measeme is consistent and accurate, Locatus will beawded to
ask how they measure the current retail supphasiiibn retailers. The extent of accuracy will faellrom this

enquiry.

To ensure reliability and validity in the qualitzi part of this research (research questions 23antthis study
uses the concepts described by Kumar, (2011, p: 1BBustworthiness in a qualitative study is deterrdiroy
four indicators — credibility, transferability, depdability and conformability — and it is these rfandicators
that reflect validity and reliability in qualitatey research According to Kumar credibility parallels interna
validity, transferability parallels external valigi dependability parallels reliability and confaahility parallels

objectivity.

Credibility refers to the extent that the results eredible and believable from the perspectivehefparticipant
in the research. It is believed that the resporedant the best judge to determine whether or reotekearch
findings have been able to reflect their opiniond &elings accurately (R. Kumar, 2011, p. 185er€fore, to
ensure credibility the respondents of the intergiavill be contacted for confirmation and validatigpproval in

order to judge to what extent they agree with thdifigs.

Transferability refers to the degree to which thsults could be generalized (Kumar, 2011, p. 1B&)eal with
transferability in this study provides an extensivel description of the research process for otleidlow and

replicate.

Dependability refers to whether you would obtaie ame results if you could observe the same thniag. As
gualitative research implies flexibility and freedpit is difficult to establish dependability. Hover, by
keeping an extensive and detailed record of thegm®for others to replicate a certain level ofedeability can
be reached (Kumar, 2011, p. 185). In this regardoad and “complete” documentation of the interview

transcripts will be very important in this study.
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CHAPTER 2 LOCATION, LOCATION, LOCATION

This chapter consist of a review of classical lmratheories, a review of Dutch retail impact madel review
of how retail locations are classified, and finadlyreview of literature on store location selectgiteria. The
purpose of this section is to get a better undedstg of the theories on how retailers approachtioa decision

problems.

The importance of location decisions in retail &gy is well recognized in historic research. Tewa long-
term viability, retailers must not only take intonsideration competitors’ future reactions, bubdle changing
environment (Ghosh & Craig, 1983, p. 56). Locatisperhaps the most important variable determithomgy-
term success of a retail business, among othets asicsize, store image and service level (Ghodbrdig,
1983, p. 56; Jones & Simmons, 1987, pp. 1-23). ¥Vimarketing elements — such as store image, sdexieg
quality, pricing, and assortment — may be easigngfed in response to a changing environment, kioegion
represents a long-term decision that can be chaaglgdat a considerable cost (Ghosh & Craig, 198%6).
Therefore a critical element of a retailer’s stgateplan is a location strategy. As Ghosh and Mdrgy (1987)

point out;

It is through the location that goods and serviaes made available to potential customers. Gooatioos allow
ready access, attract large numbers of customedsilacrease the potential sales of retail outletsthe extremely
competitive retail environment, even slight diffexes in location can have a significant impact be market
share and profitability. Most importantly, sincest location is a long-term fixed investment, tisadvantages of

a poor location are difficult to overconfBrown, 1989, p. 450).

2.1 CLASSIC LOCATION THEORIES

In the past, retailers have made store locationsibes based on intuition and past experience . édew as
retailers began to recognize the critical imporéaé¢ a store’s location, many retailers startechgiginore
systematic and analytical forecasting techniqueakénocation selection process (Ladle et al., 2@08). Since
the 1920s, there has been a growing interest irapptication of a variety of models to solve looatdecision
problems. Classic location theories — such as Huogéd (1929) “principal of minimum differentiatidnReilly’s

(1931) “law of retail gravitation”, Christaller'd 933) central place theory, and Huff's (1964) aticm models —

have provided a strong basis for others to builhup

2.1.1 Hotelling’s (1929) “principal of minimum differenti ation”

According to Hotelling’s Law, there is an ‘unduendency for competitors to imitate each other inliggpaf
goods, in location, and in other essential wayst@Hing, 1929, p. 41). The law is named after Htdotelling
(1895-1973) who described the idea in an Econordmsrnal article, ‘Stability in competition’ (1929).
Hotelling’s Law is also referred to as the prineigf minimum differentiation or Hotelling’s lineaity model.
With his famous example of ice vendors at the bebidteling explains why retailers tend to locatameach
other. The underlying idea is that any firm woubldrg through an increase of its market share, bgbéshing
close to its competitor on the larger side of therkmat. The firm “squeezed” between two firms at ¢hatre of

the market, will experience a vanishing market.
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2.1.2 Reilly’s (1931) “law of retail gravitation”

According to Reilly’s “law of retail gravitation”nte purchasing power of citizens of two cities istidbuted in
direct relation to the size of the population o€leaity and in indirect relation to the square loé distance
towards that city (Evers et al., 2011, pp. 230-281pssence, it is a method of evaluating humdmatieur that
measures the likelihood that individuals will gta#e toward a store depending on the individuaiavel

distance, the travel distance to alternative sfaead the inherent drawing power of each locatlcad(e et al.,
2009, pp. 8-9).

Reilly’sLaw can be expressed mathematicallycas: D/ 1+V(Pb/Pa).Hered is the breakpoinD is the distance
between the centres a & b, aRt/Pais the relative size of the population of the teentres. As expected, for
centres of the same sizisD/2, and ifPais larger tharPb, the point of indifference is closer o As the size of
Pa becomes very large with respectita tends tdD, meaning the customer will always prefer the laxgtre
unless they're very close to the smaller centreslhwill give the distance fronPa, also called the breakpoint.
As an example: after leaving store “a” you rememdmnething that you wanted to buy; it just so hagpbat
you are headed towards an alternative store “b& Biteak-point can be thought of as the point aftach you
would travel towards store “b” instead of storeegduse of its notional "gravity". This would happewmner, for
example, if store b is an equivalent store but githater square footage, suggesting that you are likely to
go to store b for greater available utility. Thistional gravity can be influenced by a number ofgk, but

square footage is simple and effective.

2.1.3 Christaller’s (1933) central place theory

According to Jacobs (2007, pp. 23-25) the theorgbirstaller is based on the need for a consumdutoa
product. The market area of a product is determimethe maximum distance that consumers can ortraiel
to purchase a product. If a supplier wants to adf@roduct, than a minimum demand for that proikioeeded.
Enough consumers should want to buy that produw. demand differs per product. Each product hasvits
market area e.g. when purchasing a car consumemgilding to travel greater distances comparedurcpasing
milk. In this regard, different types of stores @adifferent levels of demand and different sizesatthment

area.

A combination of low demand and small catchmenasnill be more likely to occur than a combinatmina
high demand and a large catchment area. The leti@bination is mainly found in more centrally losat
places. As a result, the number of branches anddtiety of the products is greater in more cehtrimicated
places central places, compared to peripheral itotat Christaller concludes that a hierarchy existghe
functional structure of cities. De biggest and rmessitral places dominate over the average sizegladhich in
their turn dominate smaller places (see figureAtrording to Christaller, consumers attempt to mise the
distance when purchasing a product, therefore dhnsumer will always choose the nearest centre wififers

the desired product.
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Figure 8. Diagram of Christaller’s central placedty (De Souza, 1990, p. 258).
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2.1.4 Huff’'s (1963) attraction models

The most important innovation in locational modelsing pioneering theories, comes from Huff (196&)p
has converted Reilly’s theory to a workable probstit model (Evers et al., 2011, p. 231). In thisdel the
probability Pij that a consumer located iatwvill choose to shop in store is expressed by the function of the
distanceD and the attractiveness of A to all competing stofdis model is expressed by the following formula
_ AT F
if

il
5oty =8
I AD,

Where:
- Pij is the probability that a consumer located aill choose to shop in stoje

- Ajis a measure of attractiveness of store j, sudyaare footage

- Dij is the distance (or travel time) franto j

- ais an attractiveness parameter estimated fromrezapobservations
- pisthe distance decay parameter estimated fronirieadpbservations

- nis the total number of stores including stpre

Evers et al. (2011, p. 232) discusses the populafithe model, as well as the problems. The pajiylaf the
model can be attributed to its conceptual appedlretative ease of use. Only two variables are idensd:
attractiveness and distance/travel time. Howevemet is some criticism. Especially, determining ttiistance
decay” parameter is considered problematic, bectis®ariable has great impact on the resultstaDie decay
is determined on the basis of historic consumerbielr, while the probabilistic models used in pice are

mostly used to describe a future situation.

2.1.5 Conclusions

According to the literature the proximity to comfige retailers, distance, population size, catchiraea, and
store size are the most important factors whenideriag location for retailers. Whether they argartant for
fashion retailers will be revealed in this studyeTcritical location factors according to the ciadscation

theories are summarized in table 4.
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Table 4. Classical location criteria (author).

Classic location theories Critical location factors

Hotelling’s (1929) “principal of minimum differergtion” Proximity to competition

Reilly’s (1931) “law of retail gravitation” Distande store, and population size
Christaller’s (1933) central place theory Catchmeeaaf the product

and Huff's (1964) attraction models Distance taetand size stores

2.2 SELECTION CRITERIA FOR STORE LOCATION

Since the publishing of the pioneering studies meaed above, in which distance, competition and
agglomeration are the main components — there baee many applications and modifications of theedats.

By adding additional components, practitioners eswkarchers have put much effort to make the madeis
realistic (Li & Lui, 2012, pp. 591-592). Severalteria are used in location analysis. Kuo, Chi, &= (2002,
pp. 204-205) distinguish seven categories of gatfar choosing a store location: (1) populatioamttteristics,
(2) magnet, (3) store characteristics, (4) comipetit (5) availability, (6) convenience, (7) and pomic
stability. Based on a literature review of fiftyréte studies, Turhan et al. (2013, pp. 391-396) jaitesent seven
categories of criteria for choosing store locatigh) performance measures, (2) population struct(@g
economic factors, (4) competition, (5) saturatiemel, (6) magnet, and (7), store characteristitees€é seven
categories are in line with the previous ones, add a new category “saturation level”. By studyithgse

factors retailers can analyse how desirable aniarea

However, it has been noticed that there is a ldakedi-rounded research into the selection criteeaessary for
the evaluation of potential store locations (Turkdml., 2013, p. 392). While all factors withirele categories
should be considered to provide a useful insighthin choosing of a good location, they cannot baaky)
important in all location decisions (Turhan et @013, p. 396). Prevalent research does show ti@itizing
among different selection factors is necessary.eample, when a retailer considers two provinoespen new
stores, it seems logical to consider the populastmcture (population growth rate, age, educatmrel,
occupation, etc.) and economic factors (monthlyome, house ownership, etc.), while store charattesi
(parking convenience, sidewalk width, passengdfidraetc.) seem less important in this scale o#lgsis.
Another example is that of the research of Karaaé Lombard (2005), who study spatial proximity ago
retail competitors. They study the retail structstere level to provide a better understanding alstore
location and competitive interaction (Karande & Umard, 2005, pp. 688-689). In their study on a stevel,
competition factors are very important. These twaneples indicate that different scales may askdffierent

selection factors when choosing a store location.

According to Turhan et al. (2013, pp. 391-396)tecia for choosing a store location are classifietb seven
categories: (1) performance measures, (2) populagtoucture, (3) economic factors, (4) competitigh)
saturation level, (6) magnet, and (7) store charatics. The proposed selection criteria by Turkaml. are
selected for this study because it represents tist complete collection of selection criteria tlsafound in the
literature. These criteria will be discussed in tlext paragraphs. See table 5 on page 46 for aretwpsive

summary of the selection criteria.
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2.2.1 Performance measures
When considering a new store or entering an exjstime, future and past performance is extremelyoitapt.
Therefore, the most common used measures to corsielstore profits, market share, store patroreage price

elasticity.

2.2.2 Population structure

To make a good choice of store locations, populatiwaracteristics should be included in the sedagbirocess.
Knowledge about the demographic structure of theketan any potential location is especially im@nt for

the retail manager. By understanding the demogcaginucture, retailers can match their target ntankere
effectively. Furthermore, people’s consumption guas are not easily changed due to their financial
circumstances or longstanding habits. ThereforeMedge about the “purchase habits” of people whe br
work in a certain area, are important for retaiterslescribe customers (how they shop, frequermy, far they

will travel, preferred places, preferred hours).

Several factors can be used to define characterisfithe population in the potential store logatidhve number
of households, population size, population dengitypulation growth rate, customer size and densige,
gender, education, occupation, marital status, éfwld size, travel time (or distance), politic tatfies, social

classes and cultures, and purchasing habit

2.2.3 Economic factors
The economy of a population represents a part@ptipulation structure. However, in this categdiosait is

presented as a separate category.

The decision to locate a store in a given markgtedds on several economic factors, including hoalseh
income, income distribution, mobility (autos-perdlsehold), residents’ willingness to spend their eyoat the
store, the source of income, rentals and so fdttiithermore, the type and price of houses in tlea,athe
proportion of home ownership vs renting, the pepiteasales all reveal the economic structure oivargarea.
The number of persons employed in a householdpthéaverage income for each household, and thdasty
and frequency of their income are indicative of #islity of residents to purchase products. By aiering
these economic factors retailers can take into atcthe spending power, retail sales potentialfitataility,

patronage behaviour and price sensitivity of a giaeea.

2.2.4 Competition

In search of a good retail location retailers needsider their competitive environment. In directhpetition, a
new store will be forced to enter into rivalry witlvailable stores offering the same products ireotd capture
more shares from the market. As for indirect cortipet retailers who offer unrelated products dsoaiewed
as prospective competitors of new entrants intaketdvecause they are competing for the same comseumes.
Thus they share the same market share, directhydectly. In this regard, the actual effects ofipetitors are
very difficult to measure. However, there are samportant factors to consider: the spatial distabesveen
retail stores, the size and number of competitorest shopping alternatives, settlement with comparto
competitors, relative competitive strength, contpeti sales volume, stiffness in competition, ahe guantity,

quality and extent of aggressiveness. Furtherntbespresence of particular retailers such as Agpilienark, or
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H&M, may also attract more trade from greater dists. Thus, positively affecting the pedestrianviidor

others retailers who locate near their flag shipest.

2.2.5 Saturation level

The saturation of an area or market refers to xene to how the demand of that area is servicethbycurrent
retailers. Traditionally managers have used thexmaf retail saturation (IRS) to measure the atitraness of a
particular market. The index is a useful tool toaswe whether a higher profit can be achievedan rarket.
The IRS is the ratio of demand for a product oviserdivided by available supply. The IRS can besueed as
followed: IRS = ((P) (A.E.))/S.

P is the number of people in the area who are meste for the particular line(s) of merchandise; Aigthe
average retail expenditure in the area for a pddictrade; and S is the total amount of spacesédiing a
particular line of trade in all stores in that af@asquare feet). Thus, the IRS represents tla tetail sales per

square foot of its space in that particular maf&et particular line of retail trade.

Understanding the saturation of the market is aluidr retailers. In a market where there are o tores
selling a specific good or service, the needs efpbpulation stay unsatisfied. For retailers tatedn such an
area would be profitable. However, when a market to@ many stores for a particular line of prodwsame

retailers may not meet their selling goals in ontebe a profitable and viable business.

A similar concept of saturation is also used in Bhégch dpo method, where (future) demand and supmy

measured in order to investigate if a certain re@ielopment is desirable (Evers et al., 2011 221-228).

2.2.6 Store characteristics
To gain competitive advantage or to enhance thispaance of stores, retailers should carefully aerstheir
array of store characteristics. Turhan et al. (2@1395), classifies store characteristics inghrasic categories:

(1) ease in accessibility, (2) store-image attelsu(3) and costs.

Each attribute of the store can favourably or uafaably affect the sales potential of the storeliterature,
“ease of access”, which refers to the ability ohsaemers to find a store easy and quickly, is onthefmost
discussed factors including: parking convenienddevgalk width, traffic density, store visibility,te Store-
image attributes refers to atmospherics, assorsnant quantity and quality of products, etc. Banaple, by
increasing product assortments retailers can kefinefh economies of scale. Food-retailers such lasrHeijn
and Jumbo deploy this strategy. Improving storeoapherics, for example, through better layout sagimore
or less counters does not only have an impact wentees but also on expenses. Finally the costeobtiilding,

rent, renovating of the store, and so forth areoirtgnt factors to consider when choosing a store.

2.2.7 Magnet

“Magnets” is used to describe crowd points (hos$pitearket, churches, etc.), culture and educatigamization
(library, universities, etc.), government and basi organizations (offices, etc.), and vehicle teaiance
(parking area, garage, etc.). When evaluating entiai location for a store, the presence of “maginis (at
least for some retailers) an important variable. &ample, book stores, music stores, and offigplyustores

benefit from locating near universities and offidasa retail area. The great advantage of the poesef
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magnets is that they attract more trade from gredistances, and the pedestrian flows will be langben
retailers locate near one or more magnet retaildrgs, the potential in terms of visiting customees day will

be influenced for retailers who locate near a magne

Table 5. Selection criteria for store location {{am et al., 2013, pp. 399-402).

1. PERFORMANCE MEASURES
- Store sales or demand - Market share
- Store profit - Price elasticity of store
- Store patronage or brand loyalty

2. POPULATION STRUCTURE

- Gender - Population density

- Age (i.e. % Elderly) - Population growth rate

- Education level - Customer size

- Marital status - Customers density

- Occupation - Travel time (or distance)

- Household size - Social classes & subcultures (ethnicity,

- The number of households in the trade area nationalities represented, racial composition)
- Population size (The number of persons - Purchasing habits

residing in a trade area)

3. ECONOMIC FACTORS

- Household monthly income - House value
- The amount of money that will be available -  The percentage of homeowners as against
for buy my goods and services renters
- Total disposable income - Rentals
- The willingness to spend their money - Elasticity of rental contract period
- The purchasing power of the residents ofa -  Autos owned
community - The numbers of persons employed in a family
- The regularity and frequency of their - The type of house
income - The percentage of household heads with college
- The source of income degree

- House ownership

4. COMPETITION

- The spatial proximity to competitors - Relative competitive strength
- The size and/or numbers of competitor - Competitors' sales volume
stores in trade area - Stiffness in competition
- Competitors' shopping alternatives - The quantity, quality and extent of
- Settlement with comparison to competitors aggressiveness in competition
5. SATURATION LEVEL
- Consumption level - The average per capita expenditure for these
- The number of people in the area who are goods
likely customers for the particular line(s) of - The total space devoted to selling those goods
merchandise in all stores in the section
6. STORE CHARACTERISTICS
Ease in Accessibility Store-image attributes
- Parking convenience - Atmospherics
- Pedestrian crossing - Number of checkout counters
- Sidewalk width - Square area (front area, square area, selling area
- Road width etc.)
- Existence of alternative roads - Formation
- Topographic barriers (rivers, - Assortments of product
highways,lakes, street, hill, etc.) - Pricing of product
- Distance to main road - Quantity and/or quality of product
- Vehicle traffic density
- Passenger traffic Costs
- Personal recruitment or operation hours - Cost (of building, renting, buying, renovating,
- Store visibility transport etc.)
- Corner location or located near road
intersection
7. MAGNET
- Crowd point (hospital, market, hotel, food - Government and business organization (office
courts, temple etc.) building, government office, etc.)
- Culture and education (school, studying - Vehicle maintenance (gas station, parking area,
centre, library etc.) garage etc.)
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- Relaxation (recreation centre, department
store, KTV and club, cinema, or theatre,
organization, beauty parlours, museum,
park, financial organization, beauty
parlours, museum, athletic, zoo etc.)

2.2.8 Selection criteria of fashion retailers

Comprehensive research on selection criteria oédtation of fashion retailers is scarce. Theaesh of Van
Vilstere (2010) indicates that there are four int@ot criteria considered among fashion retaileosation,
patronage, rent, and physical building properfidsese factors can also be found in the comprehenisity of
criteria of Turhan et al. (2013, p. 395).

2.3 AGGLOMERATION EFFECT OF RETAILERS

The underlying thought of Hotelling (1929) is siamilstores operating within the same market secitr w
achieve superior performance if they are clustévgdther. Nelson (1958), built upon this notion &mwinulated
the “theory of cumulative attraction”, arguing thatailers of different categories also benefitirbeing located
near to each other (Li & Lui, 2012, p. 593). Botkedries are supported by the many examples of aljred
areas such as “fashion high streets” and restaucavd, on the one hand, and concentration of remtés,

fashion stores, and cinemas, on the other hand.

The effects of agglomeration are further discudsedumar and Karande (2000, pp. 170-171), who stedé
agglomeration is advantageous because it facsitatmiltipurpose shopping by consumers. Multipurpose
shopping allows consumers to save time and thest@fely reducing their shopping cost by benefitingm

economies of scale.

According to Becker (1965, pp. 516-517) shoppingast of the overall household production procesd a
households determine how much, what and where Ithiyby evaluating the cost of shopping against the
benefits. In addition to the cost of products, thil cost of shopping includes inventory, transgion, and
search costs. For example, the cost of shoppingifiaitar groceries at the Albert Heijn for housat®ivho live
near the store are lower than for households lifimther away. Also, the costs of shopping for tehdds
whose incomes are high are more than that of holdekith relatively low incomes due to higher “apfunity
cost of time”. Opportunity cost of time can be ddesed to be the value of time expenditure (Karafide
Lombard, 2005, p. 690).

The tendency of a 24-hour economy, in which retgifgovide a 24-hour service, reduces the oppdytaoist of
time of consumers. Consumers might find it morevemient to shop at night or after working hourscéaese
their opportunity cost of time is lower at that émRetailers, who provide this service, partialiyluce the
opportunity cost of time for consumers. In theartgnsumers subsequently have more to spend on psoduc
thereby increasing store sales (Kumar & Karand®02@. 172). Last year the municipality of Amsterda
conducted a test, in which certain shopping strgetsthe permission to open 24-hours: Arenaboubbvar
Amsterdamse Poort, Van Baerlestraat and PC HoadiistHowever, none of the retailers have made tiggo

permission and restrained to regular closing hQATS, 2014).
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2.4 CLASSIFICATION OF DUTCH RETAIL AREAS

There are three main ways to classify retail airabe Netherlands: the classification accordindh® Dutch
retail research organization Locatus, A-, B-, anb&tions on the basis of the amount of passeesshynd on

the basis of consumer shopping motives.

2.4.1 Central, supporting, large scale & special, and digersed

Locatus makes a distinction between central reteéhs, supporting retail areas, large scale- &iapand
“dispersed” retail areas (Evers et al., 2011, p. Téntral retail areas include traditional largty centres and
main shopping streets in smaller cities and vilkag8upporting retail areas include city districintres,
neighbourhood centres, and local centres. The aatdgrge scale & special retail areas includegdascale
retail concentrations like Alexandrium in Rotterdamd special retail areas like Schiphol, and Fgc@ulet
Centres like Bataviastad and Rosada. The type édigal” include all other retail areas outside thegories
described above. See table 6 for the square nuteesail in these retail areas. Also see appebdigr a detail

description of the subcategories.

Table 6. Main classification retail locations (Ese2011, p. 14; Evers et al., 2011, p. 74).

Retail location types Total nf (2011) Total nf (2010)
Central retail areas 10,513,766 10,460,279
Supporting retail areas 4,112,675 4,125,395
Large scale - & special retail areas 4,050,501* 88,966
Dispersed retail areas 9,048,962 8,938,356

* Large scale (3.945.812%nspecial (104.689 f

This study mainly focusses central and supportitgilr areas, because these are the retail locatidish

predominantly accommodate fashion retailers.

2.4.2 A-, B-, and C-locations
Retail locations can be classified according tophtonage/passers byers. Bolt (1995, pp. 289-@88}ifies A-
, B-, and C-locations:

Al-location: Located in central retail areas with-700% of the maximum patronage capacity. Situatetthe
proximity of multiple “magnets” (e.g. V&D, H&M, Bénkorf), along a double-sided shopping street. Stheet
image is created by multiple double sided contigustores, where retail chains (most of which havatenal

coverage) are predominantly present: minimum of B0@eretail chains.

A2-location: Located in central retail areas with-80% of the maximum patronage capacity. Theseshgp
streets have a direct connection with Al-locatidgktdeast one “magnet” should be present or nearbg. street
image is created by multiple double sided contigustores, where retail chains (most of which havat#nal

coverage) are present: minimum of 25% are retaiinsh

B1l-locations: 15-45% of the maximum patronage cipathe street image is created by many less famil

retailers, predominantly specialized independetatilezs. In Dutch they are called “midden- en khesdrijven”
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(MKBs), which corresponds to the English “small-damedium enterprises” (SMESs). These streets aenoft

“side streets” or streets that end in Al-locatidimiimum of 15% are retail chains.

B2-locations: 15-35% of the maximum patronage ciypadhese locations are the same as Bl-locations;
however the shopping street is separated by traffiese shopping streets are also often “sidetstreehere the

street image is not created by contiguous stores.

Cl-locations: 5-15% of the maximum patronage cdpathese are locations outside or adjacent torgkergtail
areas, with traffic and a parking possibility. Téescations lend themselves for shopping with acifipe

purpose (goal).

C2-locations: These locations are no longer consti¢o be in the main shopping areas. The streafjénis

created by few retailers (that can only afford l@nt prices), heavy traffic or an alley-charactéris

This study mainly focusses on Al-, A2-, B1-, andB&ations, because these are the retail locatignish

predominantly accommodate fashion retailers.

2.4.3 Run, Fun and Goal

Retail areas can also be classified accordingdatiopping motives of consumers. Evers et al. (200154-55)
identifies three motives: grocery shopping (rurdcreational shopping (fun), and shopping with actjoe
purpose (goal). For grocery shopping the followfagtors are considered important: availability ¢asent),
convenience (distance, travel time, comfort), acekasibility. For recreational shopping, shoppis@a activity
can be considered more important than the actuahpsing of products. According to Cachinho (204.232)
(among others), we live in an “experience economyiere shopping has become a pleasurable “leisure
experience” in itself. Finally, we have the motfeshopping with a specific purpose, where the oorer shops
at a specific store for a specific article and fipultpose shopping is no longer a primary goal. harantee of
availability, efficiency and price are more impartahat other factors e.g. the remaining assortntexamples
can be a vacuum cleaner which has proven satisfaictdhe past, or buying a washing machine afi¢emsive

online research.

Fun shopping is predominantly found in central itedgeas, whereas run shopping is relatively domiiria
supporting retail areas. As for goal shopping,sitdominant in large scale- and special retail arghsre

consumers can purchase products for in and ardwendduse, and do-it-yourself (DIY) products.

2.5 PLANNING SCIENCES IN THE NETHERLANDS

In the Dutch retail market, models that aim to rhatiemand and supply, define size and spreadingewf n
developments, and define the effects of new dewvedays, are called DPO, “distributieplanologisch enadek”
in Dutch (Evers et al., 2011, pp. 217-218). These methodshased on historic research like Reilly’'s (1931)
“law of retail gravitation” and Christaller’'s (193&entral place theory. In Dutch planning scienttes most
important DPO method is also called “distributieqgipgisch onderzoek”, which is the same as the=ctille
name for similar methods (Evers et al., 2011, pp7-218). To prevent confusion this method will be

abbreviated with small characters (dpo). A dpo,ciwhised to be compulsory by law in the 70’s and 88ims
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to analyse (future) demand and supply of retailcepand translate this to a programme of new retail
developments. While this method is used when ingmoridecisions are made when planning new retail
developments, retail specialists and experiencadngrs regard a dpo out of date. This is becagsméthod is
partially based on assumptions which have led tdlicting results among proponents and opponentsesi
developments. This is because the method is gartiated on assumptions which have led to conilictesults
among proponents and opponents of new retail dpwedat. The “Netherlands Leisure Centre” is an exarap
a large retail development which gained a bad e#fmurt because of conflicting research on the fueifects of

the shopping/leisure centre (Evers et al., 20112p4-237)

2.6 CONCLUSIONS LITERATURE STUDY

A review of pioneering research regarding locati@eision problems has revealed interesting insitites can
be related to the current fashion sector. Accordinigerature, consumers are prone to be attracté¢dreferably
close) large retail agglomerations to benefit fromltipurpose shopping and reduced total shoppirsgscfthis
includes travel and search costs). However, restedies also show that consumers are willing teefrionger
distances to shop. Traveling longer distancesimrdgard complies with the shopping motive “Fulpécause
consumers can relatively easily visit the largegrenhistoric cities of the Netherlands for a rataxiday of
recreational shopping. Therefore it seems thaleat for fashion retailers, distance to the corauin a less

important factor to consider that it used be.

Retailers, in turn, are prone to agglomerate naeh ether in order to service their consumers withtipurpose
shopping and reduce their total shopping cost. iBastetailers fit well in this description, becautbey are
mostly located near each other, and thus providestme benefits to their customers. Furthermoge stbre
location selection criteria proposed in the litarathold many important variables for retailers aedl estate
managers to consider when considering a new owvedal@ng an existing store. However, there are smyn
factors to consider that retailers are forced tooske between the most important ones for themctgdethe
appropriate selection criteria is deemed to beetiffit in an era of economic growth in, as opposdtid post-
crisis era we live in today. Given the current emog in which recovery is slow and difficult to pietdand were
the retail market is faced with rising vacancy nensband bankruptcies, retailers will have to resssbe

viability of their stores.

A review of store location literature reveals arpartant set of selection criteria among fashioailets. These
criteria are combined with the selection critedaarhan et al. (2013, p. 395) and will be usedhia interview

rounds in order to reveal the most important siladriteria of fashion retailers (see table 7).

Table 7. Literature review — selection criteriat(em).

Selection criteria store location

Classical - Distance to - Catchment - Attractiveness - Size stores - Proximity to

location store, and area of the store competition

theories population size  product

Turhan - Population - Economic - Performance - Store - Competition - Magnet - Saturation
structure factors measures characteristics level
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PART II: RESULTS EMPIRICAL RESEARCH

In part Il of this study the following research gtiens are answered by conducting interviews véathil experts
and retailers on the one hand, and by conductiggaatitative analysis of the Dutch fashion supping data

from Locatus on the other hand:

1) What are currently the most important selectioteda among fashion retailers for new store locatio
according to retail experts and retailers? (Intmg).

2) Are the selection criteria for new store locati@msong fashion retailers the same in the currentgss
era, compared to times before the crisis? (Intersje

3) How are changes in the selection criteria for néwveslocations among fashion retailers reflectedhim

current retail supply, in the period 2006-2014?dftitative analysis).

Chapter 3 discusses the most important selectiberierin the post-crisis era on the one hand, redmost
important changes in the selection criteria amashibn retailers on the other hand. Chapter 4 dissuthe
development of the current fashion supply in theqae2006-2014 in order to establish to what extdrange in

the selection criteria among fashion retailereffected in the built environment.

Table 8. Structure empirical study — Chapters 34and

Chapter Research question Propositions(P) / Variakk (V) Scale
Chapter 3.1: Question 1: What are currently the most National &
Selection criteria  important selection criteria among Local

fashion retailers?

Chapter 3.2&3.3: Question 2: Are the selection criteria  (P1) “Fashion retailers are targeting prim&lational &
Change in for new store locations among fashion shopping locations, while closing stores Local
selection criteria  retailers the same in the current post- in smaller towns and secondary shopping
crisis era, compared to times before theareas in the post-crisis era”.
crisis? (P2) “The selection criteria of fashion
retailers in the post-crisis era, are not the
same as they were 10 years ago”.

Chapter 4: The Question 3: How are changes in the  (V 1) Increase average store size National vs
retail supply selection criteria for new store locationdashion(square meters) Local
among fashion retailers reflected in the (V 2) Increase of the fashion supply
current retail supply? (selling-points)

(V 3) Increase of the fashion supply
(square meters)
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CHAPTER 3, SELECTION CRITERIA FOR NEW STORE LOCATIONS

AMONG FASHION RETAILERS - IN THE POST-CRISIS ERA.

This chapter focusses on the demand of fashiofleetaThe following research questions are ansgief®)

“What are currently the most important selectioitecia among fashion retailers for new store |cmai
according to retail experts and retailers?”, and'f®w are the selection criteria for new storedtions among
fashion retailers the same in the current postscesa, compared to times before the crisis?”. Fanscript-
codes used to identify the most important selectioteria are: performance, population structu@n@mic
factors, competition, saturation, magnet, and sthr@acteristics. However, the answers from théigyaants
also revealed other topics regarding the preferenoew locations and buildings among fashion letsi These
topics have been coded with: 24-hour economy, aduiéty, concentration trend, increasingly criticenarket

share, marketing potential, nationwide expansigheishopping streets, size stores and tourists.

The interviews reveal that there are two importaranges in the period 2006-2014 regarding selectiberia
of new store locations among fashion retailersstrf all, fashion retailers are pulling away frammationwide
expansion strategy and focussing on the largestiDagglomerations in the post-crisis era. Citiest re
mainly desired are Amsterdam, Rotterdam, The Haglieecht, but also tourist cities such as Maastrich
According to the participants, fashion retailers emrrently not willing to expand to secondaryastias opposed
to times before the crisis. The second importaangke is that fashion retailers have become motieairivhen
considering shopping areas and stores to expand tdher words, the criteria that are used to sss&pansion
possibilities have become more comprehensive andrinretailers have become more critical when sssg
their possibilities. This chapter focusses on thweg® fundamental changes that have a national atmta
tendency.

3.1 SELECTION CRITERIA OF FASHION RETAILERS

Both consultancy firms and retailers where askedchviselection criteria they found most importantewh
considering a new store. The selection criterianftbe literature (performance, population strugte@nomic
factors, competition, saturation, magnet, and stir@racteristics) were used to organize their arswehe
answers from the participants reveal that perfomeastore characteristics, competition, populasbmcture,
and economic factors are currently the most imporsalection criteria. Saturation and magnet aresidered

less important.

3.1.1 Nationwide assessment versus local assessment

The results from the interviews reveal that fashietailers make an expansion assessment on tweretitf
scales: a nationwide scale and a local scale.dh seale different selection criteria are considengportant. In
a nationwide assessment the following selectioteria are used: (1) performance, (2) populationcstire and
(3) economic factors. In a local assessment theetluriteria that are regarded the most importaat )

location, (2) store characteristics, and (3) coiitipat(see figure 8).
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Figure 9. Most important selection criteria fortfam retailers (ill. author).

Scale Selection criteria Variables/Values

Market share

—[ Performance
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Population (growth
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Tourists (purchasing power)
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—[ Location
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Local assessment ]— -—{ Store characteristics

ilding)

|

Building flexibility

ty/Storevisibility
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—[ Competition ]— agglomeration (retail
\ J
Table 9. Most important selection criteria in thescrisis era (author).
Important variables — Nationwide assessment
Schulte Zeedijk Brink Van den Bosch Van Lit
Performance -  Marketshare -  Marketshare -  Market share -  Not - Not
mentioned mentioned
Population - 100,000 - 30,000 - Prime cities, -  Topl0-25 - Top 25 cities
structure citizens citizens particularly cities
Amsterdam
Economic - Income - Income - Tourists - Tourists - Not
factors - Tourists mentioned
Important variables — Local assessment
Schulte Zeedijk Brink Van den Bosch Van Lit
Location - Location(high -  Location(high -  Location(high - Location(thigh -  Location(high
patronage) patronage) patronage) patronage) patronage)
- Marketing - Marketing - Marketing
potential potential potential
Store - >2.500- - >1000m, - Size store - Size - Size
characteristics 3000n? 20m wide, - Lay-out - Lay-out - Lay-out
- Lay-out 4m high. - Cost(rent) - Image(facade) - Image(facade)
- Image(facade) - Lay-out - Accessibility -  Accessibility
- Cost(rent) - Cost(rent) - Visibility
- Modern - Accessibility
buildings
Competition -  Notimportant -  Important - Important - Notimportant - Important
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Factors that are considered less important

Schulte Zeedijk Brink Van den Bosch Van Lit

Magnet - Less - Less - Less - Less - Less
important important important important important

Saturation - Less - Less - Less - Less - Less
level important important important important important

3.2 CHANGE IN THE NATIONWIDE ASSESSMENT

In order to research the change in the nationwsdessment of fashion retailers the following prdmoswas

used during the interviews:

(P1): “Fashion retailers are targeting prime shogpiocations, while closing stores in smaller tovarsd

secondary shopping areas in the post-crisis era”.

3.2.1 Concentration trend towards prime cities

The interviews with both the retailers and the ctftasits reveal that the fashion sector has witrtesse
nationwide expansion before the crisis. In thisquefashion retailers would not only expand intarge cities,
but also smaller secondary cities with relatively Ipopulation densities (around 30,000 habitafep Zeedijk
mentions that before the crisis there were 30 regin which expansion was possible for his orgditina This
included secondary cities such as Rijssen, OudeBeijd and Schagen. He also mentions that wheora sBs
added to the supply, this directly meant an in@easrevenues in this period. Thus opening a stora
secondary location was indeed profitable. Fashétailers may have been caught up with an “exparfsiesr”,
in which fast decisions needed to be made in aiwexpand nationwide and rapidly. Once a suitabiéling
was available, all competitors would show interesthe building: “Before you could act the buildinvgas
already gone”. Furthermore, municipalities did hatve sufficient control over this expansion. Foaraple,
three small municipalities next to each other adkstiion retailers to open a store in their retaiitre in order
to make their own city- or town centres more attv@c Consulting one another and the risk of arrsweply of

retail was not on their agenda

Today a nationwide expansion strategy is not onailpenda of fashion retailers anymore. In fact,haey see
their revenues decline in smaller towns and citfashion retailers are carefully reassessing thigires and
renegotiating their leases. According to Rob Zéedimaller cities are often the first locationswhich the
revenues decline. In these cities insufficient falbtand lower revenues are not in balance withrdrgal costs
anymore. Even after renegotiations about the same stores have had to close since the crisist amdikely
that more stores will follow. The current markets Secondary cities seem to be discarded from eigans

possibilities and the focus in solely on primeestisuch as Amsterdam or Rotterdam.

According to the consultancy firms, who often agtbehalf of large fashion chains (e.g. Hugo BossMHand
Bestseller), fashion retailers are solely inter@gteexpanding in the largest Dutch cities. Secondae. smaller
cities and towns are losing the attention of faghietailers. As such they are moving towards comjraer
cities. According to the interviewees, supportirptees, such as Amsterdamse Poort or Boven 't & ,ai80

becoming less attractive for fashion retailers,nes@re, some fashion retailers don't even condideations
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outside of Amsterdam. According to Pepijn van desséh cities of interest among fashion retailers thee
largest 10 or maybe 20 cities. Maarten van Lit nogrst fashion retailers will only expand in the &9 cities.
According to the participants every fashion retaiteas his own strategy but the current tendencyois
systematically shrink the current supply, espegiallthe secondary locations i.e. smaller citied anpporting
shopping centres. All interview participants suggbe fact that the minimum population demand hesome

much higher in the post crisis era, particularlyifdernational newcomers.

3.2.2 Assessing the market share

The interviews reveal that, in the period before ¢conomic recession, when a store was added taghasn
supply, this directly resulted in an increase inereies for a retail organisation. Therefore, aomatide
expansion was on the agenda of many fashion retalowever, nowadays it's important to keep in dnihat
the total cash spend in fashion has been reducethédyglecreased purchasing power of consumers. &gsid
online shopping is becoming more and more acceaptesbnsumers, which also results in a reductiotheftotal
cash spent in physical stores. These developmentsled to a more careful assessment of the pessiatket
share and revenues in a city by fashion retaiBj&tn Brink mentions that his clients are carefudlysessing

“revenue ceilings”, something fashion retailersénagsessed to a lesser extent before the crisis.

3.2.3 Purchasing power of tourists

According to the consultants, cities that can attraany tourists are becoming an important econdaator for
fashion retailers. Tourists with high purchase-poase important consumers for fashion retailerpeewilly
since the purchase-power of the Dutch citizensdeadined due to the economic recession. Tourigscitke
Amsterdam and Maastricht are currently attractirpyninternational fashion retailers. To them, tstsriare an

important selection criterion.

3.3 CHANGE IN THE LOCAL ASSESSMENT

In order to research the change in the local assa#sof fashion retailers the following propositiasas used

during the interviews:

(P2): “The selection criteria of fashion retailénsthe post-crisis era, are not the same as thag W@ years

ago”.

3.3.1 No concessions made in store location

Location has always been the most dominant factwna fashion retailers. Fashion retailers primagipand
into shopping streets with high store patronageciwihésults in favourable revenues. However, acogrth the
consultants, fashion retailers are highly critiabut which shopping streets are viable in the-posis era.
Before the crisis fashion retailers would also edesshopping streets with a medium-high patronage A2,

B1, and B2 locations, thinking: “consumers willivigur stores anyway”. When a store on the busieset near
strong fashion anchor retailers was not availafalghion retailers would easily consider the sedoest option.
Today, fashion retailers are competing greatlytfierbest performing shopping streets, preferablyMthough

strong retailers such as Zara can afford to chtttsesecond best option — “Consumers know our besnabare

willing to come to our store” — fashion retailersavdo not have that power cannot make this cormessi
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3.3.2 No concessions made in store characteristics

According to the interviewees, fashion retailers assessing the available buildings far more atitican 10

years ago. In times before the crisis, fashionilezgawould only assess a possible store on thes lndisa few

criteria. An example given by one of the interviewes that a certain fashion chain solely desicedpen new
stores near H&M, of course within a certain remiga A visit to the actual store was not even resgs
sometimes. The reason for this is that the conpetitvas very high and the available stores werecsca
Retailers needed to act fast in order to open i@ stothe desired shopping area. Store charadtsristich as
floor area, a striking fagade or building qualitgne taken in consideration 10 years ago, but whertildings

did not meet the right requirements it was not mered a deal breaker.

Today, the second important set of criteria nextotmtion are the store characteristics. Espectallylay-out
and the size of the building need to be suitabtetlie retail formula. If the building does not méle¢ right
requirements, i.e. the right width, length, andediar their formula to work, the object will not eased. All
participants acknowledge that large stores haverhecincreasingly important for fashion retailersitiithe
introduction of international formulas such as H&K&ra, and Primark, who often occupy stores ove®a i,

fashion retailers have recognized the benefitaagfdr units. Fashion retailers, e.g. WE Fashiom wked to

occupy relatively smaller units 10 years ago, hzhenged their concepts and now require large Imgj&di

According to Rob Zeedijk store characteristics halveays been important for them. A new buildingdwet® be
at least 1,000 mand have a qualitative facade of 20 meters widmwéver in the period before the crisis,
fashion retailers including C&A would also experimevith small-scale units in smaller cities and t@wTheir
preferred size of 800-1,000°was neglected, and even 308 stores were rented. In the period before the;risi
fashion retailers would follow a trend of rentingese smaller stores that did not fit their tradigibformula.
These smaller stores could not fully house theramemt they have in their traditional larger starehistoric
inner cities. These smaller stores are the oneésathacoping with a low patronage and lower reveraed thus

will be the ones that will be discarded first.

Another important aspect is the lay-out of a stdreday, fashion retailers require a building thatflexible
enough to fit their concept. This often means aewéditrance (facade), high ceilings and preferabdgzare
floor plan. Roel Schulte says: “Instead of prefeeefor eye-catching monumental buildings in thet pitexible
modern (to be redeveloped) high street buildingehmecome more and more important. Where the shaut
used to be adapted to the building, the buildingitge and more adapted to the desired shop laydotlay
fashion retailers are still interested in buildinggh allure. In their words: “the most eye catahinuildings in
the streets, with attractive facades”. Howeveradidition the building needs to be large enough federable
with a square lay-out in order for their conceptfito According to the interview participants modeor

renovated buildings offer the desired building liegments.

Lastly, fashion retailers have signed relativelghhleases, as a result of a highly competitive etagnd the
scarcity of available buildings before the cridisday, high rents are only accepted at Al-locatiartee prime

cities. If the rents in secondary shopping straetsnot in balance with the revenues, fashionlestaare forced
to close their stores. In these secondary locationshich store patronage and the store revenue Hacreased,

fashion retailers have the negotiation power toelorent prices and ask for flexible lease contracts

56



3.3.3 Providing an experience in large stores

According to the interview participants fashionailtrs need large stores in order to provide theirsumers
with a pleasant experience. As such, large scallelibgs have become an increasingly important sielec
criterion for fashion retailers. As mentioned befdiashion retailers would make concessions inamklay-out
more easily before the crisis. They would also expent with smaller concepts in smaller towns ailthges,
which did not fit their traditional formula. Nowagks the buildings needs to fit perfectly with thedncept in
order to be considered for expansion. In the pefi0@6-2014, large scale units have proven to becaess
factor, making it possible for fashion retailerspgmvide their consumers with a pleasant experieara to

benefit from economies of scale.

3.3.4 Marketing potential stores

According to consultants the marketing potentiattires is becoming an important factor for fashiemilers.
Bjorn Brink says: “International retailers are vemyuch interested in streets with a 24-hour econamy
Amsterdam”. However, the existence of a 24-hourneowy in the Netherlands is questioned by other

participants.

The most crowded streets in the Netherlands witlg lopening hours offer the possibility for a stayeact as a
marketing-tool for a brand. Fashion retailers birfedm recognition, as consumers remember theantirand
now also have the possibility to purchase prodocifge at their convenience. When fashion retaitdwsnot
advertise conventionally (e.g. in TV commercialggazines, radio or bus stops), physical storesrbecoore
and more important as a marketing tool (as an espe of the retailers’ brand image), accordingRimel
Schulte.Pepijn van den Bosch underpins this notion. “Marigeis becoming more and more difficult in the
current market. Commercials can be blocked fromdigital TV and web browsers, while marketing along
roads is becoming more and more difficult”. Thegibiity of using a building as a marketing-toolflagship in
which the consumers can experience the brand, impartant tool for fashion retailers to attrachsamers.

Large and preferably eye-catching buildings aretkgyrovide consumers with this experience.

With regards to the marketing potential of the stdashion retailers are increasingly interestethe 24-hour
economy of Amsterdam. However, it seems that Ardai@ris the only city in the Netherlands of whicteon
could speak of a 24-hour economy. In other priniesi consumers prefer a retail economy in whichest are
opened seven days a week, but not at night. Thides bave witnessed a decline of consumer vigitside
regular opening hours on Thursdays nights and ¥sigiéghts(koopavond)and an increase of consumer visits
on Sundays (City Traffic, 2014). In fact, the mupéadity of Rotterdam has changed their policy adithinner
city opening hours for retailers. On the 1th ofulaty 2015, retailers will have the possibility foem their stores
on Sundays from 8:00-22:00u, as opposed to 12.0BLERTV Rijnmond, 2014).

3.3.5 Niche shopping streets

The interviewees mention that independent fashétailers are rising up against large fashion chaitugspot in
Amsterdam is an example of a multi-brand store whoks with new and creative independent fashioailet.
Rent-prices keep dropping in A2 and B- and C-las®j often side streets or streets that connebt avitAl-
location. This creates an opportunity for independmntrepreneurs, who are eager to start their concepts.

New possibilities could present themselves in etiva A2- and Bl-locations, while this possibilityas not
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present before the crisis. The Negen Straatjesgisoal example of a B-location that has become asingly
popular among fashion retailers. In the Negen §&mdhe selling-points of fashion retailers haverenthan
doubled in 10 years’ time. As a result of the papty the rent-price-range has also risen from €880 in 2007
to €600-1,100 (DTZ, 2007, p. 6; 2014, p. 12). Thesactive “niche” shopping streets have their own

marketing potential.

3.3.6 New anchor retailers

According to the participants, competition is arpartant selection criterion among fashion retail&ashion
retailers are attracted to the brands that are @bkgtract large groups of consumers, in otherdaaanchor
retailers. Strong retailers such as Zara and Pkiarthe other hand, rely mostly on their own poteeattract
consumers, and thus pay less attention to theipetitors. These strong retailers play an impontalg in retail

areas, as they are able to change passer-byer (fl@ssanten stromén

According to the consultants international fashietailers have taken over the anchor role in tsbita sector.
Fashion retailers such as Zara, H&M and Primarkehaplaced former anchor retailers such as De Bijén

V&D, C&A, and WE Fashion. However, this developmbat been on-going even before the crisis.

3.3.7 Saturation and magnet

While saturation and magnet where recognized &evieri they are considered far less important tharcriteria
mentioned above by all respondents. According te oansultant, there could be a discussion aboutt vis
lengthening-factors within large cities. Howevestwation and magnet do not form critical critef@

expansion.
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CHAPTER 4, CHANGE IN THE SELECTION CRITERIA AND CHANGE IN

THE RETAIL SUPPLY, IN THE PERIOD 2006-2014.

This chapter focusses on the current retail sumflyfashion retailer. The following research questis
answered: (1) “How are changes in the selectiderdifor new store locations among fashion retsiteflected

in the current retail supply, in the period 2006-29"

4.1 CHANGE FROM A NATIONAL POINT OF VIEW

In the interview rounds the following propositiddl() was used: “Fashion retailers are targeting ¢8hopping
locations, while closing stores in smaller townsl @&econdary shopping areas in the post-crisis €afrent
research does not provide information about whafptfime locations are and which selection critarerelated
with these locations. The interviews and the quatite study aim to create a better understandirtgis matter.

The variables being used in the analysis are faumable 10.

Table 10. Variables quantitative analyses (author).

Variables Values

1. Increase of the fashion supply selling-points
2. Increase of the fashion supply square meters
3. Increase average store size fashion square meters

4.1.1 The total fashion supply, 2006-2014

According to the interviewees, fashion retailerseveager to expand before the crisis, in ordeetolbse to the
consumers and have a nationwide foot-print. Thisonois supported by looking at the numbers. Int e

fashion branch has expanded immensely before this @n terms of selling-points and square metbrshe

period 2006-2010, the fashion branch has grown 261828 to 22,514 selling-points nationwide, witliie total

volume of square meters has been gradually groWiom 3,438,469 mto 3,952,122 rfin the period 2006-
2013 (see figure 9).

Figure 10. Fashion supply (square meters and gglaints), 2006-2014 (Source: Locatus).

4.000.000 23.000
3.900.000 | 20500
3.800.000 22,000
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>
3.400.000 20,500 O
3.300.000
3.200.000 [ 20.000
3100000 =006 | 2007 | 2008 2009] 2010 2011 2012 2013 2014 "%
— m2 3.438.4693.548.401 3.692.862 3.806/141 3.854.076 ¥918.951.023 3.952.122 3.847.558
= selling points 20.828| 21312 21.928 22480 22514 22431 22.316 21/9768220.
av. store size (m2) 165 166 168 169 171 174 177 180 185
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However, in period 2010-2014 there has been a gtedline in the number of selling-points. With 2ZB8
selling-points this number now again equals thaimfr2006. A remarkable development is the increasihe
number of total square meters which has not detlkmpially to the number of selling-points. With&87&58 n
in 2014, the fashion supply has shrunk for the firee in 2014. With less selling-points and a leigahmount of
square meters, the conclusion can be made thaterage stores have become larger. This is in liitle the
trend among retailers of enlarging their storebeoefit from economies of scales and also to refporthe
experience economy (see appendix A). The natioesage store size the Netherlands has grown fromn£65
(2006) to 185 m(2014) and will be discusses further in chaptérs4.

4.1.2 Central, supporting, large scale & special, and digersed retail areas

According to the interviewees, expansion of théifas supply can mainly be found in prime citieghe post-
crisis era, i.e. the top 10 or 25 largest munidijgsl To get more insight into the concentraticent towards
prime cities and to asses in which locations fashetailers have closed their stores, the four metail areas

central, supporting, large scale & special, angetised are analysed in the following paragraph.

Figure 10 shows that fashion is mainly found intcaretail areas and to a lesser extent in supypetreas. In
the period 2006-2014, the supply has changed wi®,135 M (+13.3%), 40,804 m(+8.9%), 40,384
(+73.7%), and -41,274 1{-28.5%), in central-, supporting-, large scalesgecial - and dispersed- retail areas
respectively. The graph shows a positive trendctntral areas, where the supply has gradually griowthe
past 9 years, except for 2013 and 2014, during wtiie supply has slightly shrunk. Supporting atemase also
witnessed a positive trend up until the year 200@011, 2012 and 2014, supporting areas havevatsessed

a strong decrease of the total supply. The incredsthe supply in large scale & special is mainlyedio
expansions of the outlet centres Roermond Desi@ndletcentre, Lelystad Batavia Stad and RosadaoRact
Outlet. Figure 11 shows that in the period 200642ahe supply has grown with 155 (+1%), -67 (-2%§0
(+81.2%), and -253(-27.8%) selling-points, in cahirsupporting-, large scale & special - and dispd retail

areas respectively.

Figure 11. Fashion supply §vin central, supporting, large scale & special dispersed, 2006-2014 (Source: Locatus).
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mlLarge scale & Special 54.774 58.524 69.475 57.968 62.367 87.460 93.415 98.023 1585.
ODispersed 145.070 183.934 131.494 126.57)7 119.850 116.926 110726 1.8@8 | 103.796

* Notice that the fashion supply (f) started to shrink in a different year for each dation type: central (2013), supporting
(2011), large scale & special (2014), and disper§2@08).
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Figure 12. Fashion supply (selling-points) in cahtsupporting, large scale & special and disperd@d6-2014 (Source: Locatus).
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2006 2007 2008 2009 2010 2011 2012 2013 2014
mCentral 16.358 16.546 17.250 17.743 17.777 17.724 17.679 17.386 5136.
B Supporting 3.364 3.421 3.479 3.606 3.633 3.584 3.531 3.496 3.297
mLarge scale & Special 197 224 271 237 262 321 343 360 357
O Dispersed 909 1121 928 894 842 802 763 734 656

* Notice that the fashion supply (selling-points}asted to shrink in a different year for each lodan type: central (2011),
supporting (2011), large scale & special (2014)dagtispersed (2008).

More important is that the supply has shrunk ovwer last few years. The number of selling-points Ibasn
decreasing after 2010 in central and supportingsarand in dispersed areas the decline alreadgdtar 2008.
After 2010, the supply in central areas has dedlingh 1,264 (-7.1%) selling-points, while 336 %) selling-
points disappeared from supporting centres. Inedgad areas the supply has declined with 186 (@2R.1
selling-points. Dispersed areas seem to have hestirtterest from fashion retailers already sinc€820The
fashion supply has also shrunk in terms of squagters, but with a lagged effect. The total fastsapply in
central areas has declined with 80,529(+8.5%) since 2012, while the supply in supporimgas has declined
with 17,749 m (-3.4%) since 2012.

The numbers above show that fashion retailers dasappeared primarily from central retail areashie post-
crisis era: 1,264 selling-points (-7.1%) and 80,529(-2.5%). However, relatively speaking, fashioraiters
have subtracted a slightly larger portion of theipply from supporting areas: 336 selling-poins2%) and
17,749 M (-3.4%) (see table 11).
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Table 11. Growth versus decline of the fashion bypp selling-points and f12006-2014 (Source: Locatus).

Supply (selling-points) Period of growth 2006-2010 Period of decline 2010-2014*

Growth selling-points Growth in %  Growth sellingipts Growth in %
Central 1,419 8.7% -1,264 -7.1%
Supporting 269 8.0% -336 -9.2%
Large scale & Special 65 33.0% 95 36.3%
Dispersed -67 -7.4% -186 -22.1%
Supply () Period of growth 2006-2012 Period of decline 2012-2014**

Growth in n Growth in %  Growth in th Growth in %
Central 449,704 16.2% -80,529 -2.5%
Supporting 58,553 12.8% -17,749 -3.4%
Large scale & Special 38,641 70.5% 1,743 1.9%
Dispersed -34,344 -23.7% -6,930 -6.3%

* The fashion supply has shrunk in selling-pointes 2010
** The fashion supply has shrunk in square meterses2012

4.1.3 Concentration trend of fashion retailers in the pos-crisis era

The numbers in the paragraphs above don't revealhith retail areas the concentration trend of itash
retailers is noticed in the post-crisis era. Atratfglance it appears that the fashion supplyhignking in all

retail areas, except for large scale & special.otder to shed light on this matter a closer lookthe

subcategories of central areas and supporting &easeded. Table 12 shows these subcategoriestalat]

description of these subcategories can be fouagpendix D.

Table 12. Subcategories retail areas central amglosting — English translation (Locatus, 201416)p.

Central retail area (Centraal winkelgebied) Stores Selling-points (2014)  /(2014)
1. City centre (17 largest retail (Binnenstad, 17 grootste winkelagglomeratiesy400 3,989 736,656
agglomerations)
2.  Regional centre large (Hoofdwinkelgebied groot)) 200-400 3,498 744,997
3.  Regional centre small (Hoofdwinkelgebied klein) 100-200 3,872 786,020
4. Subregional centre large (Kernverzorgend winkelgebied groot) 50-100 3,241 570,082
5. Subregional centre small (Kernverzorgend winkelgebied klein) 5-50 1,905 310,312
6. Subregional convenience centre (Kernverzorgend supermarktcentrum) 3-4 8 1,259
Supporting retail area (Ondersteunend winkelgebied)
1. City district centre (Stadsdeelcentrum) >50 1,243 150,921
2. Inner urban shopping street (Binnenstedelijke winkelstraat) >50 508 126,020
3. District centre large (Wijkcentrum groot) 25-50 607 82,534
4. District centre small (Wijkcentrum Klein) <25 672 101,829
5. Neighbourhood centre (Buurtcentrum) 5-9 159 32,165
6. Mini convenience centre (Supermarktcentrum) 3-4 18 5,809
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The period of analysis will be 2010-2014 for thanier of selling-points and 2012-2014 for the numbier
square meters. It is these periods in which chamglee supply is noticed. Figure 12 shows thatrtbmber of
selling-points has declined in almost all centedhil areas since 2010. However, regional centgel§200-400
stores), has witnessed the highest decline with<&féhg-points (-14.2%). Since 2012 the fashioppdy has
shrunk in square meters in central retail areagurBi 13 shows that regional centre large witneisedargest
decline: 110,859 M(-13.0%). Furthermore, while the city centres hdeelined in selling-points, the number of

square meters has been growing steadily since 2006.

Figure 13. Change in selling-points fashion supplgentral retail areas, 2010-2014 (Source: Logatus

100 37 5
0 I
-100
j2)
£ -200
g
o -300 228 =245 52
3 -400
n
-500
-600
-579
-700 Subregional
Ci Regional Regional Subregional | Subregional ubregiona
ity centre convenience
centre large | centre small | centre large | centre small centre
mChange in selling points -228 -579 -245 -254 37 5
Change in % -5,4% -14,2% -6,0% -7,3% 2,0% 166,7%

Figure 14. Change infiashion supply in central retail areas, 2012-2(®alrce: Locatus).
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Figure 14 shows that the number of selling-poirdas declined mostly in inner urban shopping stresty,
district centres, and district centre large, si2@20. For the analysis of supply in square metethé supporting
areas the periods 2012-2014 and 2013-2014 aresdisduFigure 15 shows that the supply has mostijneel
in district centre large and small since 2012:983,nt (-19.4%) and -9,488 f1{-8.5%) respectively. However,
figure 16 shows that the supply has also declitexhgly in city district centres since 2013: -9,409 (-6.9%).
Furthermore, while the inner urban shopping strbate& declined in selling-points, the number ofssgumeters
has been growing steadily since 2006. Inner urlti@ets that show an increase in the supply (2012-pére
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found in the largest Dutch cities. Amsterdam: PGfdstraat (+942 R), Bos en Lommerplein (+1,063 m) and
Ferdinand Bolstraat (+1,013*mThe Hague: Hobbemastraat (+683,nPaul Krugerlaan (+501%n Rotterdam:
Oude Noorden (+703%

Figure 15. Change in selling-points fashion supplsupporting retail areas, 2010-2014 (Source: ti)a
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Figure 16. Change infflashion supply in supporting retail areas, 201242(Bource: Locatus).
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The results above should be read with caution astibcategories can include different retail cidash year.
For example the subcategory “main-retail-area-fangeludes city centres with 200-400 stores. Ashsaccity
centre, in which the retail supply declines beld® 3tores, will be transferred into “regional cersmall” the
following year. In this case 42 cities where catémpa as regional centre large in 2012, while o3dycities
where included in 2014. Furthermore, in 2012 8&sitvhere categorized as regional centre smallgvamly 81
cities where included in 2014. “City centres” indéuthe 17 largest Dutch inner city retail agglortieraof

which the cities have not changed in the period62B@14. See appendix D for a list of these cities.

4.1.4 City centres

According to the interview participants, the top-2% cities in the Netherlands are the only oneseatly
considered for expansion. Therefore, the analyfdiseosupply of the top 17 Dutch cities, with 0680 stores, is
discussed in this paragraph. This includes theotéstcity centres of: Amsterdam, Maastricht, Ratten,
Utrecht, The Hague, Haarlem, Den Bosch, EindhoMgmegen, Arnhem, Leiden, Groningen, Breda, Alkmaar

Leeuwarden, Hilversum, Dordrecht.

Figure 17 shows that the number of selling-pointthie period 2006-2014 has mostly increased in Ardam,
Rotterdam, Maastricht, Haarlem and Utrecht. Howefigure 18 shows that the number of selling-poimas
started to decrease in almost all city centresesitid 0, with the exception of Rotterdam, Amsterdisiiaastricht

and Haarlem.

Figure 18. Change in fashion selling-points topeity centres, 2006-2014 (Source: Locatus).
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Figure 19. Change in fashion selling-points topeity centres, 2010-2014 (Source: Locatus).
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The analysis of the total square meters showsirhite period 2006-2014, almost all city centrefnessed an

increase in square meters. The supply has growmiliéa Amsterdam and Maastricht, with 25,509 m

(+39.5%), and 19,866 M(+60.6%), respectively (see figure 19). Theseesitire also dominant in

attracting

tourists. However, after 2012 fashion has witnesseticline in terms of square meters in certaiy @intres

(see figure 20). While the supply city centres sashAmsterdam (+9.1%) and Maastricht (+14

.14%) kept

growing after 2012, other city centres have witedsa decline of the total amount of square meteos.

example Arnhem (-9%), Breda (-7.6%), and Eindho{#@f%). The supply in Nijmegen has also grown heavil

with 18.1%, mostly due to the opening of a 5,4GGstare by Primark in 2014.

Figure 20. Change infiashion top-17 city centres, 2006-2014 (Sourceattos).
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Figure 21. Change infiashion top-17 city centres, 2012-2014 (Sourceattas).
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4.1.5 From small scale to large scale stores

In the Netherlands, fashion stores size ranges Bonf to over 9,500 f The categorization of size from
Locatus is the only one available in the Nethersaftherefore this categorization is used in thislgt Locatus
makes a distinction between the following flooraacategories: 0-10041100-200 rf, 200-400 rf, 400-800
800-1,600 M and >1,600 f In order to make references on size the catesfimizin table 13 is applied in this
study.

Table 13. Categorization size stores (Source: luscadapted by author).

Locatus: 0<WVO<= 100<WVO<= | 200<WVO<= | 400<WVO<= | 800<WVO<= | 1,600<WVO
100 nf 200 nf 400 nt 800 nf 1,600 M
Small scale units: 0-200°m Medium scale units: 200-800°m | Large scale units: >800°m

A striking observation in the nationwide analysigh® fashion supply is that while the number dfisg-points
has slightly increased, the total square metergtatually increased in the period 2006-2014. Nezage store
size has grown the most in central retail areasnf70 mi to 191 m (see figure 21).

Figure 22. Change in average store size store$-2004 (Source: Locatus).
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Figure 22 shows a distribution of selling-points pre-size-range (categorization Locatus), inpieod 2006-
2014. As mentioned before, a decline in sellingapois noticed since 2010. The numbers indicate ghraall
scale stores (0-200%rhave declined most. In the period 2010-2014,i¢astetailers have left 1,456 stores with
the size of 0-100f and 316 stores with the size of 100-20b @n the other hand, the number of large scale
units (800 rfor larger) has been gradually rising since 20@é gyure 22, 23 and 24).

Figure 23. Change in selling-points per store-siege, 2006-2014. (Source: Locatus).
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* Notice that smaller sized units have been disapipeg first from the fashion supply, starting in 2.

Figure 24. Change in selling-points per store-siege*, 2010-2014. (Source: Locatus).
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Figure 25, Change in selling-points per store-sirege* in %, 2006-2014. (Source: Locatus).
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4.1.6 Conclusion nationwide analysis

Five important observations can be drawn from &sailts. First, the number of selling-points hadided much
stronger than the total square meters. This ingléctiat mostly small scale fashion retailers hasepgpeared
from the fashion supply. For example, while 228isgipoints disappeared from the top 17 Dutch cigntres
since 2010, the number of square meters grew from488 M in 2010 to 736,656 min 2014, in these

locations. As such, small-scale fashion retaileesagparently the first ones closing stores inpib&-crisis era.

Second, regarding central retail areas, the supptigrms of selling-points is declining in mosties. However,
the supply in terms of square meters is decliniagvily in regional centres, while the supply in gional
centres has been relatively stable. This indicttasthe largest cities (down town) are stronglgidsl among
fashion retailers, while smaller and midsized sitfeegional centres) are losing their interestth@more, the
fashion supply in smaller towns doesn’t seem towlteessing much fluctuation in the supply (subregio

centres).

Third, regarding supporting retail areas, the syppl terms of selling-points and square meters @stiy
declining in city district centres and district teas large and small. As such, supporting areas shetronger
trend of a declining fashion supply, of course tireédy speaking as these centres are much smaber ¢entral

retail areas.

Fourth, the fashion supply in city centres, i.@ lrgest 17 city centres in the Netherlands, ésathly category
of central retail areas in which the supply hasnbg®mdually growing, even in the post-crisis erawdver, the
analysis shows that each downtown area followsow® trend and that the fashion supply is growing or
declining at its own pace. There are certain adyties, such as the touristic cities AmsterdamMaadstricht, in
which the supply is still growing, even in the possis era. Other cities, such as Eindhoven, AmhBreda and
Alkmaar, are witnessing a gradual decline of thehifan supply. In this regard this study concludest t&a
concentration trend of fashion retailers in thetyuoisis area is not found in all prime city cestréut only in

strong tourist cities such as Amsterdam, Maastacidt Haarlem.

To conclude, the fashion supply of inner urbanettr¢secondary shopping location) has grown gragualen
in the post-crisis era. This indicates that thecemtration trend of fashion retailers can also dendl in
secondary shopping streets of the largest Dutébsciand in particular in “inner urban streets”Ashsterdam,

The Hague and Rotterdam.

The results show that certain shopping areas ilNgtherlands are more attractive recreational faslareas
(fun)”, while others may become less and less attra for fashion retailers. These results indicttat
downtown areas of the G4, and touristic cities Ntictg and Haarlem are the most desired locationeray
fashion retailers in the post-crisis era. With éixeeption of Utrecht, where a slight decline of fdighion supply
is noticed. Furthermore secondary inner urban shgpgtreets of Amsterdam, The Hague and Rotterdawve h
also witnessed growth in the post-crisis era. Fashetailers seem to be leaving the mid-sized Duttibs,
while the supply in small town centres seems tadtler stable. As such a gap is visible betweenatgest

cities and the smaller towns.
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This development is in line with theories of aggération (Li & Lui, 2012, p. 593), which describathetailers
benefit from agglomerating near each other. It rhaythat certain retail areas score better on thectien
criteria fashion retailers nowadays utilize, andréfiore show a stronger trend of agglomeration. fEseilts
indicate that there are signs of segmentation, tlrerowords that certain shopping areas are becoming

increasingly attractive as the best place to opksiaion store, especially when this trend sustains

4.2 CHANGE FROM A LOCAL POINT OF VIEW - CASE STUDIES

This section aims to describe if the concentratiend towards prime city centres and the trendaziupying

larger stores are reflected in the developmerti@fashion supply in the period of 2006-2014. Taeables that
are used in the case studies are found in table 14.

Table 14. Variables quantitative analysis.

Variables Values

1. Increase of the fashion supply selling-points
2. Increase of the fashion supply square meters
3. Increase average store size fashion square meters

The case studies are: (1) Amsterdam, (2) Haarl@jmAifnstelveen, (4) Boven ‘t Y, (5) Amsterdamse Raod
(6) Osdorpplein (see figure 25 and appendix C).

Figure 26. Location case studies (own ill).
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4.2.1 City centre Amsterdam — Nieuwendijk & Kalverstraat

Because the city centre of Amsterdam is relatilalge, this case study focusses primarily on tvebainic
shopping streets of Amsterdam: Nieuwendijk and Kedtraat. However, the shopping area Negen Stsaatje
(Nine Streets), west of these historic street® déserves some attention. Negen Straatjes hambeso
increasingly attractive place for fashion retailevere the number of selling-points has more thaurbted from

44 to 98 selling-points since 2006. Maps with teeelopment of Negen Straatjes are only availatolm fihe
year 2012 onwards, though.
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Figure 27. Retail supply Nieuwendijk & Kalverstra2006 and 2014 (Source: Locatus).

2014 retail supply

In the period 2006-2014, the total number of sgHimints of fashion in Amsterdam’s city centre lggiewn
from 511 to 619 (+19.7%). The amount of square ragtas grown relatively faster from 64,622 to 90, h%
(+39.5%).

Figure 28. Fashion supply Amsterdam, 2006-2014 &ol.ocatus).
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Figure 28 shows the development of the fashion Iguppghe Nieuwendijk and Kalverstraat in the peri2006-
2014. At a glance the maps don't show very strikilegelopments. The fashion supply has remained wiore

less stable during the past years.

However, the analysis of the numbers of the fasbiguply in these two main streets, show an intergsesult.
While the total numbers of selling-points has bgeadually growing in the city centre, in the peri2@06-2014,
the number of selling-points has declined in theuMiendijk and the Kalverstraat from 162 to 138 @%4).
However, the square meters have grown from 31,309@ 185,281 i (+12.4%). In this regard, Nieuwendijk and
Kalverstraat remain two of the most popular Dutbbpping streets. However, fashion retailers seeimaice
chosen to move into larger buildings; hence folluyvihe trend of growing average stores size: fr@® af
(2006) to 256 M(2014). Figure 28 shows that smaller units havenbecated by fashion retailers, while larger
units have been occupied. Thus, the total increfi$&8 selling-points from figure 27 has taken platsewhere.

Furthermore, a visual analysis shows that fashitailers have occupied large units south of Damsqudere
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an agglomeration of large units is visible. Accagito the interview participants it's likely thdtis trend will

continue once the relatively large buildings onakin and the street itself are renovated.
Figure 29. Fashion supply Nieuwendijk and Kalveraty 2006 and 2014 (Source: Locatus).
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* Locatus categorization. In this study fashion represents clothing & fashion + shoes & leather.
* 2012 and 2014 also show the fashionsupply of the “Negen Straatjes” (Reestraat, Hartenstraat, Gasthuismolensteeg, Berenstraat,
Wolvenstraat, Oude Spiegelstraat, Runstraat, Huidenstraat and Wijde Heisteeg), which also existedin 2006.

The Negen Straatjes is an example of a shoppiregthed has become extremely popular among fasktailars
and consumers, which in turn contributes to thevgrg number of fashion retailers in Amsterdam. Nbeéess,
the Negen Straatjes only offers small scale retails with an average size of 66.nn 2006 Negen Straatjes
housed mainly independent fashion retailers. Indbgrse of time this area has become increasingpbulpr
among Dutch citizens and also tourists (Lampe, 20d/ith 98 selling-points of fashion in 2014, thenmbers
have more than doubled. While Negen Straatjes tséduse mainly smaller independent retailers, maya
one may also find international fashion retailewustsas Filippa K, Lee and Fred Perry, and natidashion

retailers such as Scotch and Soda.

The analysis of Nieuwendijk & Kalverstraat confirtigit the average store size has increased, irdlis with
+30.6%. This is much higher than the average fotctDweentral retail areas of +12.2%. Furthermoreallem
units have been left for larger ones, which haslted in a decrease of selling-points. An agglomienaof
larger units is noticed south of the DamsquareJenini the Negen Straatjes the take-up of smallesaaits is

remarkably high.

Table 15. Summary supply Nieuwendijk & Kalverstr&4106-2014 (Source: Locatus).

Nieuwendijk & Kalverstraat Av. central retail areas NL
increase in selling-points -24 155
increase selling-points -14.8% 0.9%
in %
increase in 3,889 369,175
increase rhin % 12.4% 13.3%
av. size store 2006 196 170
av. size store 2014 256 191
increase av. size store in %  30.6% 12.2%
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4.2.2 City centre Haarlem
Figure 29 shows the total retail supply of the incigy of Haarlem in 2006 and 2014. A first obséiwa shows

that the supply has become more dense and hasdegtmthe west in the past 8 years.

Figure 30. Retail supply Haarlem, 2006 and 2014i(&a Locatus).

. retail supply

In the period 2006-2014, the number of fashionirsgipoints in Haarlem’s city centre has grown fra80 to
228 (+20.6%). The square meters has grown accdydiingm 23,828 to 30,875 (+29.6%)°nThe average store
size has grown from 126 to 135 (+7.4%)m

Figure 31. Fashion supply Haarlem, 2006-2104 (Sourocatus).
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Figure 31 shows a clear agglomeration of fashidailezs along Grote Houtstraat, Zeilstraat, Baotédstraat,
Kruisstraat and Annegang. In the period 2006-2@d,fashion supply has expanded into Zeilstraat thed
southern part of Grote Houtstraat.
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Figure 32. Fashion supply Haarlem, 2006 and 2024r(®: Locatus).

2006 2014

shoes & leather

BN clothing & fashion

a. Zeilstraat

b. Grote Houtstraat
¢. Kruisstraat

d. Barteljorisstraat
e. Annegang

The analysis of Haarlem confirms that average stae has grown, in this case +7.4%. This is dglower
than the average for Dutch central retail areas1#.2%. By looking at the structure of the innentce of
Haarlem, it seems that there is a scarcity of léngiElings. This may be the reason why the avesage size in
Haarlem has grown less rapidly, compared to othiesc The fashion supply in Haarlem follows then that
Al-locations in historic and touristic inner cemstrare attracting more fashion retailers. It seemas tashion
retailers tend to agglomerate in clusters in thiy centre of Haarlem. This also supports the faett t

neighbouring retailers are indeed important adexten criterion for fashion retailers.

Table 16. Summary supply Haarlem, 2006-2014 (Solwaeatus).

Haarlem Av. central retail areas NL
increase in selling-points 39 155
increase selling-points in % 20.6% 0.9%
increase in 7,047 369,175
increase rhin % 29.6% 13.3%
av. size store 2006 126 170
av. size store 2014 135 191
increase av. size store in % 7.4% 12.2%
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4.2.3 City centre Amstelveen
Figure 32 shows the total retail supply of the moity of Amstelveen in 2006 and 2014. A first ohsgion
reveals that the total volume of the centre hagestéhe same.

Figure 33. Retail supply Amstelveen, 2006 and 2@Blrce: Locatus).

2006 2014
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In the period 2006-2014, the number of selling-gwin Amstelveen’s city centre has declined fromt@84 (-
5.1%). However, the number of square meters hasrgfiom 13,920 to 16,163 1f+16.1%). The average store
size has grown from 178 to 218 (+22.4%) m

Figure 34. Fashion supply Amstelveen, 2006-20141(&o Locatus).
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Figure 34 shows that the total fashion supply sated at Rembrandtweg and on the right from Stedspl
Fashion retailers have agglomerated next to eauwdr ab this shopping centre. In the period 200642Ghe
fashion supply has staid more or less the same.eMeny the northern side of Rembrandtweg showsghtsli

decrease of selling-points.
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Figure 35. Fashion supply Amstelveen, 2006 and Z8bdrce: Locatus).
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The city centre of Amstelveen, also called Stadsharstelveen, is one of the best qualitative shogmientres
in the Netherlands (wckm, 2013). The owner of #rgér part of the units is Unibail Rodamco. Thesogawhy
this central retail area isn't growing in line witither central retail areas is mostly because itieens of
Amstelveen are against an expansion of the cehinéhail Rodamco and the municipality presented rthei
intentions in June 2013 to expand the shoppingreembrth-east of Rembrandtweg and Stadsplein im¢o t
Schilderswijk. This included the demolishment ofesal houses, which was the main reason why a feeks
later the plans where revoked by the MunicipaliBetheente Amstelveen, 2013). In June 2014, the npatity
has been carefully assessing other possibilitiesxand the shopping centre. The municipality hagfally
discussed the possibility to expand the shoppinthereast and west-side of the shopping centre (VA04).
After the revoking of the plans for expansion, WiitlRodamco mentioned that they fear that largenshuiill

leave a shopping centre where expansion is nottgeg®arool, 2013).

The analysis of Amstelveen confirms that the aversigre size has grown, in this case with 22,4%s &
much higher than the average growth for Dutch e¢métail areas of 12,2%. However, the fashion supp
Amstelveen has not grown in number of selling-pmimgossibly because expansion appears to be autfiffi
matter in Amstelveen. As for agglomeration, it sedtrat the northern side of Rembrandtweg is copiitly a

slight decrease of fashion retailers.

Table 17. Summary supply Amstelveen, 2006-2014 ri&olLocatus).

Amstelveen Av. central retail areas NL
increase in selling-points -4 155
increase selling-points in % -5,1% 0,9%
increase in M 2.243 369.175
increase rhin % 16,1% 13,3%
av. size store 2006 178 170
av. size store 2014 218 191
increase av. size store in % 22,4% 12,2%
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4.2.4
Figure 35 shows the total retail supply of the srfipg centre Boven ‘t Y in 2007 and 2014. A fioktservation

Boven ‘t Y

shows that there are many small scale units avaitaid a few larger ones.

Figure 36. Retail supply Boven ‘t Y, 2007 and 2Q$éurce: Locatus).

. retail supply

In the period 2006-2014, the number of selling-moim the supporting shopping centre Boven ‘t Y liec
from 38 to 33 (-13,2%). The number of square metassdeclined accordingly from 9,067 to 8,607(+8,1%).

Figure 37. Fashion supply Boven ‘t Y, 2006-2014y$e: Locatus)
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Figure 37 shows that the total retail supply isttecad around Buikslotermeerplein. This case da¢show a
strong agglomeration among fashion retailers. htstthe shopping centre shows a great variety aiflees

(electronic, travel agencies, tanning salons, etx} to each other.
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Figure 38. Fashion supply Boven ‘t Y, 2007 and 2(Bdurce: Locatus).
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The analysis of Boven ‘t Y confirms that the averatpre size has grown, in this case with 9,2%s ®hslightly
lower than the average growth figure for Dutch srfipg retail areas of 11,1%. The shopping centiens a
gradual decrease in selling-points. As for agglatien, the selling-points are scattered througlibetcentre.

Fashion retailers are not strongly agglomerated twegach other.

Table 18. Summary supply Boven ‘t Y, 2006-2014 8eulLocatus)

Boven ‘t Y Av. supporting retail areas
increase in selling-points -5 -67
increase selling-points in % -13,2% -2,0%
increase in M -466 40.804
increase rhin % -5,1% 8,9%
av. size store 2006 239 136
av. size store 2014 261 151
increase av. size store in % 9,2% 11,1%

4.2.5 Osdorpplein

Figure 38 shows the total retail supply of the supipg centre Osdorpplein in 2006 and 2014. A first
observation shows that there are many small scale available and several larger ones.

Figure 39. Retail supply Osdorpplein, 2006 and 2@lcurce: Locatus).
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In the period 2006-2014, the number of selling-poin Osdorpplein declined from 50 to 49 (-2,0%pwéver
the number of square meters has declined moreiahtagfrom 8,712 to 5,915 f(-32,1%).
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Figure 40. Fashion supply Osdorpplein, 2006-20%4u(ce: Locatus).
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Figure 40 shows that the fashion supply is mairgglemerated around the centre, Osdorpplein. West of
Osdorpplein, a few fashion retailers are situated@ussen Meer. Osdorpplein is a supporting retaih avith a
more or less steady number of selling-points. Hawean interesting observation is that the totahier of
square meters for fashion has declined with 32,4A%é period 2006-2014. The main reason is bechuse
large units, respectively 725 and 1,600 mave been left by Bristol and Fashion Outlet Végel the previous

year. The number of selling-points in Tussen Meex &lso slightly declined from 8 to 6.

Figure 41. Fashion supply Osdorpplein, 2006 and!Z8burce: Locatus).
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The analysis of Osdorpplein contradicts the trehgrowing average store size, as in this case tbeage store
size has shrunk with 30,7%. Compared to the avegegeth figure for Dutch supporting retail areas+dfl,1%,
this is very low. This indicates that while largeits are available, some fashion retailers havethasr interest
in this shopping centre for other reasons. The gimgpcentre does show a relatively steady numbeebiing-

points. As for agglomeration, the selling-points arostly agglomerated around square Osdorpplein.
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Table 19. Summary supply Osdorpplein, 2006-201dui&: Locatus)

Osdorpplein Av. supporting retail areas NL
increase in selling-points -1 -67
increase selling-points in % -2,0% -2,0%
increase in M -2,797 40,804
increase rhin % -32,1% 8,9%
av. size store 2006 174 136
av. size store 2014 121 151
increase av. size store in % -30,7% 11,1%

4.2.6 Amsterdamse Poort

Figure 41 shows the total retail supply of the suppg centre Amsterdamse Poort in 2006 and 2014rs

observation shows that there are many small scale available and several larger ones.

Figure 42. Retail supply Amsterdamse Poort, 20@62814 (Source: Locatus).
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In the period 2006-2014, the number of selling-poin Amsterdamse Poort has remained stable aeliBgs

points. A slight fluctuation is measured in thenge2008 and 2010. However, the total number of mmoeeters
has increased in this period from 7,815 to 10,054+28,7%).

Figure 43. Fashion supply Amsterdamse Poort, 2@let2Source: Locatus).

Amsterdamse Poort
12.000 90
- 80
10.000
- 70
8.000 - 60
- 50
%‘ 6.000
- 40
4.000 - 30
- 20
2.000
- 10
0 - 0
2006 2007 2008 2009 2010 2011 201|2 2013 2014
M2 7.815 | 8.523| 8.623| 8.622 7.904 9407 9882 10.112 10/054
== selling points 55 61 59 59 51 51 55 57 55
av. size store (m2) 142 140 146 146 155 184 180 177 183

selling-points

80



Figure 43 shows that the total retail supply isaanrated around Bijimerplein. The fashion supglymainly
situated in part (b) of Bijlmerplein. In part (ahe finds a couple of relatively small units whichuse small

independent retailers.

Amsterdamse Poort is a supporting shopping centtte avstable number of selling-points. Howevergrafi
renovation of part (b), the size of the units hasdme larger. While the former structure offeredsuof around
65-80 i, part (b) now offers several units of 1004 amd 4 units ranging from 235 to 1,166. H&M, New
Yorker, Van Haren and Miss Etam are the occupifsile H&M moved within the centre to a larger unit,

nationally operating newcomers New Yorker, Van Haaad Miss Etam have occupied the other largesunit

Figure 44. Fashion supply Amsterdamse Poort, 26062814 (Source: Locatus).
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The analysis of Amterdamse Poort confirms thatatberage store size has grown, in this case witfi928This
is much higher than the average growth figure fatch supporting retail areas of 11.1%. The shoppamgre
shows a stable number of selling-points. Howevemnalker units have been left for larger units. As fo

agglomeration, the selling-points are mostly agglaated in the centre of Bijlmerplein.

Table 20. Summary supply Amterdamse Poort, 200@+28burce: Locatus).

Amterdamse Poort Av. supporting retail areas NL
increase in selling-points 0 -67
increase selling-points in % 0,0% -2,0%
increase in M 2.239 40.804
increase rhin % 28,7% 8,9%
av. size store 2006 142 136
av. size store 2014 183 151
increase av. size store in % 28,7% 11,1%
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4.2.7 Conclusion case studies

The case studies answer the following researchtigneBom a local point of view: “How are changesthe
selection criteria for new store locations amonghfan retailers reflected in the current retail @ypin the
period 2006-20147?"

Table 21. Summary central retail areas, 2006-2@bdice: Locatus).

Av. central retail Downtown Nieuwendijk &  Downtown Downtown

areas Amsterdam Kalverstraat Haarlem Amstelveen
increase in selling-points 155 108 -24 39 -4
increase selling-points in % 0,9% 21,1% -14,8% 20,6 -5,1%
increase in M 369.175 25.509 3.889 7.047 2.243
increase rhin % 13,3% 39,5% 12,4% 29,6% 16,1%
av. size store 2006 170 126 196 126 178
av. size store 2014 191 146 256 135 218
increase av. size store in % 12,2% 15,1% 30,6% 7,4% 22,4%

Table 22. Summary supporting retail areas, 200&Z8burce: Locatus).

Av. supporting Boven ‘'t Y Osdorpplein Amterdamse
retail areas Poort
increase in selling-points -67 -5 -1 0
increase selling-points in % -2,0% -13,2% -2,0% 9,0
increase in m 40.804 -466 -2.797 2.239
increase rhin % 8,9% -5,1% -32,1% 28,7%
av. size store 2006 136 239 174 142
av. size store 2014 151 261 121 183
increase av. size store in % 11,1% 9,2% -30,7% 928,7

The case studies of downtown areas Amsterdam asdleiia confirm that fashion retailers are interedted
opening stores in the historic downtown areas. Bluitvntown areas have witnessed a steady growtheof t
fashion supply (in square meters and selling-phirfthis trend is not noticed in Amstelveen, were Hupply
has not witnessed a gradual growth in terms ofngefloints and square meters in the post-crisis leva the
most part this is because the citizens have pestesgjainst expansion. The shopping streets Nieuijkesucd
Kalverstraat have also witnessed a slight decre@aselling-points, but a slight growth the fashismpply in

terms of square meters.

Supporting areas Boven ‘t Y, Amsterdamse Poort@sdorpplein show a declining or stagnating trenthef
fashion supply. Especially Boven ‘t Y, a shoppirepite with relatively few scattered fashion stostmws a

gradual decrease of selling-points and amount adisgmeters.

It seems that large stores, which are relativetyc are indeed preferred by fashion retailethénpost-crisis
era. The average store size in all downtown ar@asiticreased in the period 2006-2014. The case stfid
Amsterdam shows that fashion retailers have chésenove into larger buildings near Dam Square,eber
increasing the average store size in these sti@ethe downtown area of Amstelveen, it is alsoicemt that

smaller units have been left for larger units.
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An increase of the average store size is lessawtitthe supporting areas. Boven ‘t Y simply doeshave that
many large stores to offer. At Osdorpplein fashietailers have even left relatively large units. giendamse
Poort on the other hand has attracted fashionleetainto large units, after a redevelopment of $shepping

centre.

In the nationwide analysis and in the interviewndsi two main trends are noticed. First, a concgatrdrend
towards prime city centres. Secondly, the prefezasfdashion retailers to occupy large stores. MEseilts from
the case studies support both trends. An additiandlimportant observation is the agglomeratioretdtively

large buildings, occupied by fashion retailersAmsterdam, Haarlem and at Amsterdamse Poort.
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CHAPTER 5 CONCLUSIONS AND DISCUSSION

In this concluding chapter an answer will be giwtenthe main research question of this researcheptoj

Subsequently a recommendation on future reseanth agflection on the research process will be ipex

5.1 CONCLUSION

5.1.1 Introduction

Before the financial crisis, the Dutch economy hethessed a long period of prosperity. In this péyithe
Dutch fashion retailers witnessed a nationwide asfwm of a diversity of retail concepts and storéswever,
in the period 2006-2014 the retail sector has lmegrironted with a changing economy, a change irsaorer
behaviour, and technological innovations. As a ltedhe retail market is currently faced with inasing
vacancy rates and bankruptcies, especially in threfood sector. Fashion retailers are also facat wmiany
uncertainties, such as the recovery of the econamtlye impact that online shopping will have on teeenues
of physical stores. In this regard, fashion retailere operating in a changed market, a demaneé+drivarket
which now faces rising vacancy rates, bankrupt@ed, a growing differentiation between retail logas, and it
seems impossible for fashion retailers to apply shme store location selection criteria that haenbused

before the crisis.

The subject of this study is change in the selaatiiteria for store locations of fashion retailedBy combining
in-depth interviews with retail experts and retaland a quantitative study of the supply, an anssvgiven to
the following research questionhat are the implications of changing store locatselection criteria among

fashion retailers in the post-crisis era for tharent retail supply?”

5.1.2 Important selection criteria among fashion retailers
“What are currently the most important selectioriteria among fashion retailers for new store locais

according to retail experts and retailers?”

Fashion retailers have to assess their expansissilplities carefully, which often involve long-tarand costly
commitments. First, fashion retailers conduct domatide assessment: they asses viable cities donedor
opening new stores. Secondly, a subsequent loc&Essment is conducted: fashion retailers asseshwhic
shopping streets and buildings are best suitedthfeir new stores and concepts. Both assessmentiraeq
different selection criteria. Using the categoii@atof selection criteria from Turhan et al. (20p3,395), this

study assigns the nationwide and local assessmni#mthe most important selection criteria for fashretailers.

In the nationwide assessment the most importatariiare: (1) performance, (2) population strugtand (3)
economic factors. In the local assessment the mgxirtant criteria are: (1) location, (2) store Eweristics,
and (3) competition. According to the intervieweksation is by far the most important selectioitecion

among fashion retailers. Location refers to loaaiwith large passer-byers flows, in this regardwelver, the
interviews also reveal that the local assessmerd fiossible new store ultimately depends on maatofs, and

more specifically, also on the store charactedsdicd the competition (see figure 44).

84



5.1.3

Figure 45. Most important selection criteria fostan retailers (author).
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“Are the selection criteria for new store locatiomsnong fashion retailers the same in the currergtpo

crisis era, compared to times before the crisis?”

“How are changes in the selection criteria for netre locations among fashion retailers reflectedhie

current retail supply (period 2006-2014)?”

This study reveals that there are two fundameritahges regarding the selection criteria of stocations of

fashion retailers, in the period 2006-2014. Firstalh, fashion retailers are pulling away from atioawide

expansion strategy and are focussing on the laRygtsh agglomerations, such as Amsterdam and Malaistin

the post-crisis era. The second important changéais fashion retailers have become more seleatifven

considering shopping areas and stores to expanthtother words, the criteria used to assess expans

possibilities have become more comprehensive amdyrin, retailers have become highly critical oéith

possibilities. The following section discusses &heso fundamental changes and its impact on thectretail

supply in more detail.
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Concentration trend towards prime cities and innerurban shopping streets

After a long period of economic growth, before fimancial crisis in 2008 in which Dutch consumengoged a
relatively strong purchasing power, fashion retailgaw their revenues grow once they expanded. iGpeew
stores, either in cities in which they were alreadyablished or new ones, resulted in additionaémaes.
Therefore a comprehensive assessment of the reypeneetial was not a priority. As a result, thehias sector
has witnessed a heavy expansion in both largerlistity centres, but also smaller cities with plzpion
densities of less than 100,000 citizens. Even stimgo retail areas, which often accommodate ratile
providing daily goods, were an option for fashi@tailers to expand to. However, after the financi@is in
2008 the fashion supply has started to shrinkgelling-points since 2010, and in square metersesiil2 (see
figure 45). This study reveals that fashion retailan the Netherlands have changed their preferéme a
nationwide expansion to a concentrated expansietailRocations where the fashion supply is stithwing in
the post-crisis era are the largest Dutch agglotiosr® such as Amsterdam and Maastricht, and iarimmban
shopping streets, particularly of Amsterdam, Rdtien, and The Hague. Fashion retailers are aldweipitocess
of optimizing their current portfolios, in other vas, assessing their market share potential corepsdrely in
cities in which they are established, renegotiatieigtal prices, and ultimate closing stores that ras longer
viable. This notion is supported by the shrinkimgHion supply in small and midsized cities and suijiuy
shopping areas. Furthermore, tourists with higtclpasing power are becoming a key factor when censig
cities to expand to, especially for large fashibains. The fact that touristic cities such as Amtsten, Haarlem
and Maastricht have witnessed a strong and conigigoowth of the fashion supply, even in the posisera,

supports this notion.

Figure 46. Fashion supply (square meters and gadlaints), 2006-2014 (Source: Locatus).
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The results show that in the period 2006-2014 etlregre many cities in which the fashion supplyn() grew
with more that 20%, e.g. Amsterdam, Maastricht,t&dam, and The Hague (see figure 46). After 2012
however, the year in which the fashion supply sethtb shrink, many of the largest Dutch fashionlagegration
such as Den Bosch, Eindhoven, Breda have witnesskeatline of the total square meters of fashioa (ggire
46). City centres where the supply has continueideease after 2012 are Amsterdam, Maastrichindljen,
The Hague and Haarlem. The increase in Nijmegendstly due to the opening of a Primark of 5.46(m
2014. The concentration of fashion retailers igéacities such as Amsterdam, The Hague, and Ratteisl also

underpinned by the growth of the fashion supplynimer urban shopping streets. In fact, the supplinher
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urban shopping streets is the second type of lmtat which the supply has been gradually growagn after
2012. An increase of the supply is especially foimgupporting inner urban shopping streets of: femtam
(PC Hoofdstraat +942 mBos en Lommerplein +1,063 m and Ferdinand Baistrel, 013 1f), The Hague
(Hobbemastraat +683%and Paul Krugerlaan +501%mand Rotterdam (Oude Noorden +703.m

Figure 47. Change inffiashion top-17 city centres, 2006-2014 (Sourcealos).
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Figure 48. Change inffiashion top-17 city centres, 2012-2014 (Sourcealos).
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Challenging times for small and midsized cities
According to the interviewees, store patronagedrapped heavily in the secondary Dutch cities iriclwtoo
many square meters of retail is available. In témshion retailers are reassessing their reventenpal in the

secondary cities, while keeping in mind that onlgte®pping will also have a, yet unknown, impacttbe
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revenues of their physical stores. If the rentgyrimperation cost and revenues do not result ifipy@sumbers,

fashion retailers will either negotiate for lowents or ultimately close the weaker performingesor

The analysis of the current fashion supply indisdteat fashion retailers have closed their stospe@ally in
small and midsized cities (regional centre smatl &avge) of 100-400 stores. In fact, the supply simsngly
declined both in selling-points and square metarseigional centres (see figure 48 and 49). It ighiese
locations where fashion retailers are renegotiativr leases and also closing stores once theyatreiable
anymore. On the other hand, the fashion supplyubregional centres (towns with 5-100 stores) resthin
relatively balanced in the period 2006-2014 (sgeré 48 and 49). These results indicate a growamglgetween
the strongest performing cities with highly comped markets and the small towns in which the suppl
remained relatively stable. Small and midsized:sieem to be the first locations in which fashinilers are

closing their stores.

Figure 49. Change in selling-points fashion supplgentral retail areas, 2010-2014 (Source: Logatus
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Figure 50. Change infiashion supply in central retail areas, 2012-2(®Balrce: Locatus).
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Strong agglomeration of fashion in A1-shopping strets

Location has always been the most important faatoong fashion retailers. Fashion retailers alwaysep
shopping streets in a city with the highest numinérsassers-byers. For them, a high store patrodage not
only result in favourable revenues, but also imHdreecognition. However, according to the interdew fashion
retailers have become highly critical about thepgiiag streets that are viable in the post-crisés Before the
economic recession, fashion retailers would noy @oinsider their best option, but also their secand third
best option in a city. As a result, fashion retailbave also expanded to shopping streets withdiumehigh

patronage i.e. A2, B1 and B2 locations, dependimghe market segment they cater. Today, fashicailees

with expansion ambitions are almost exclusivelgiested in Al-shopping streets. International fashihains
in particular are focused on prime cities and tidirlocations, where they are willing to pay higints if their
store is profitable. As a result of the strong cetitpn, rent prices in Al-locations have been gedly

increasing and certain retail branches such asicosselectronics have been driven off.

The city centre of Haarlem is an example wherefdslion supply has been continuously growing ingegod
2006-2014: 20.6% in selling-points, and 29.6% inssg meters. This expansion can be mostly foundlin

shopping streets Grote Houtstraat and Barteljoaas{see figure 50).

Figure 51. Fashion supply Haarlem, 2006 and 2024dr(®: Locatus).

2006 2014

shoes & leather

I clothing & fashion

a. Zeilstraat

b. Grote Houtstraat
c. Kruisstraat

d. Barteljorisstraat
e. Annegang

Supporting shopping locations no longer fit for “fun” shopping

Of old, recreational shopping in the Netherlandswhich fashion plays an important part, is coneaet in
historic city centres. For this reason ca. 3,150,686 (82%) of the fashion supply is found in city cestr
However, fashion retailers have also expanded jipatiing retail areas where currently ca. 499,06q18%)

of the fashion supply is located. Since 2010 ttshifan supply has declined strongly in supportingaar(with
the exception of inner urban shopping streetsiltiag in a decrease of 30,877 (r5.8%). As such, supporting
locations have witnessed an earlier and a relagtisgbnger decrease of the fashion supply, comptretie
decline of 80,529 m(-2.5%) in central retail areas since 2012. Tleisrdase in supporting areas is mostly found

in city district centres and district centres (8gare 51).
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Figure 52. Change fashion supply in supporting retail areas, 201342(Bource: Locatus).
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According to the interviewees, fashion retailere ao longer considering secondary shopping areas fo
expansion in the post-crisis era. This is mainlg thuthe fact that these centres cannot offer dheesshopping
experience and retail mix of (historic) city cestrén this regard, a cautious conclusion can bevdlr#t seems
that supporting city district and district centegs becoming less attractive for retailers thatifoon recreational
shopping. As such, supporting shopping areas malpmger be seen as a location where consumers fehop

“fun”, at least for fashion retailers who are lowfifor expansion in the post-crisis era.

Fashion retailers strongly critical of store charateristics

As a result of the nationwide expansion ambitiom®mg retailers before the crisis, the rental mavkat under
pressure. Many retailers, also fashion retaileexewooking for opportunities in shopping locationish a high
patronage. Due to the highly competitive markethian retailers needed to act rapidly. Once a mglthecame
available on a desired location the assessmentuiakly done by assessing the most important asprath as
rent prices, floor era and building image. HoweWehe criteria did not meet their requirementane buildings
which were considered the second best option weased nonetheless. In fact, the interviewees methiat
sometimes international fashion retailers wouldyask for two or three criteria. For example, nd&M and a
store of least 400 m

According to the interviewees, fashion retailervehdecome highly critical in the assessment of mak
buildings for expansion in the past ten years. Tduacerns the assessment of qualitative, quanttaid
financial building properties. Building charactéids that have become increasingly important armiimal
floor area, wide facades, a fitting lay-out for fbemula (height, width and depth), a striking fdeagood store
visibility and accessibility, modern buildings, afteixible lease contracts. More importantly, potgnbuildings

need to meet all criteria before they are evenidensd for expansion.

An important observation is that fashion retailers strongly focused on larger buildings. Thisspezially the
case for international fashion chains. For examjplday Zara and C&A are only interested in buildirgf at
least 2,500 fand 1,000 i respectively. In the past, both Zara and C&A wioialunch their concepts in both
small and large buildings, thereby sometimes affgonly a small part of their total assortment.stish, Zara

opened smaller stores in which only women'’s claghior man’s clothing could be found. Today Zarariy
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interested in buildings in which all their departiteecan be offered: men’s, women'’s, and childretoshing.
According to the interviewees, experimenting withadl and large concepts was a trend among maniersta
before the crisis, whereas today fashion retaies only interested in large buildings. Another ampnt
building characteristic is a suitable lay-out, witfeferably high ceilings, wide facades and a sgdlaor plan.
According to the interviewees, modern buildingsdi¢imemselves better for the criteria that fashitaiters have
today. Because they are often larger in scale dieh dhave square floor plans. By contrast, olded an
monumental buildings can have atypical floor plamsl are sometimes difficult to adapt. Another intporr
observation is that fashion retailers have moreotiation power with regard to rent prices in thestperisis era,
at least outside the Al-locations. In these locatiduilding owners are coping with growing vacanatgs. As
such, fashion retailers are increasingly able twegetiate their rents and also negotiate for flexieasing

contracts.

This study confirms the growing need for largereso In the period 2006-2014, large scale unite lpeven to

be a success factor, making it possible for fashébailers to provide their consumers with an eiquere and to
benefit from economies of scale. Anchor fashionihauch as H&M, Zara, Primark, and The Sting aefl w
known for their large concepts. This study reveals important developments. On the one hand, fashio
retailers are occupying larger stores (800-1680more frequently, while on the other hand, smedils stores
(0-200n7) are strongly declining in the post-crisis era.sA&h, the economic recession has had a largerctimpa
on the viability of small scale fashion retailendile fashion retailers with larger concepts seerhé the ones

that are expanding in the post-crisis era (seedi§@).

Figure 53. Growth fashion selling-points per steime-range* in %, 2006-2014 (Source: Locatus).
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Marketing potential

As mentioned above, fashion retailers are incrghsimterested in large stores. An important reaisotie rise
of the experience economy in the Netherlands. Tostayes have evolved from places where produetsaid,
into places where consumers can experience theiufae brands. Large and striking buildings arpatde of
providing this experience, as opposed to smaller lass attractive buildings. As such, the storegashion
retailers play an important part in the marketifigh®ir brand. For example, Zara’'s only marketiongttis its
physical store, with the exception of their onlipltform. Another benefit of using the physical retdor

marketing a brand is that once consumers becomgidamith the brand, they can easily purchase potsl
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online at their convenience. As such, internatidmands are highly interested in the 24-hour ecgnam
Amsterdam. It seems that a 24-hour economy is fonigd in Amsterdam. Other prime cities such asdrd&m
are more interested in opening their stores sewgs th the week, while losing interest in openibtgress on

Thursdays and Friday nighfsoopavond)due to a declining number of consumer visits.

Niche shopping streets

According to the interviewees, the concentratiotacde fashion chains in A-locations along with trezline of

rent prices in B-locations will create opporturstitor independent entrepreneurs. While large faskiwains
focus on the “mass market”, creative entreprenéasse the opportunity to focus on “niche marketsdwer

rents in B-locations make it possible for indepandashion retailers to concentrate in these straptl create
“niche shopping streets”, with less familiar bramds a desired atmosphere for consumers. Successtaiples
where fashion retailers have strategically agglateetr in small scale buildings are the Negen Stsadnd

Utrechtsestraat in Amsterdam.

Strength of anchor retailers

Fashion retailers are attracted to brands whichabte to attract large groups of consumers, inrotnards
anchor retailers. As such, the presence of andtailers has always played an important part irstection of
new stores among fashion retailers. While less lfambrands strongly desire to locate near ancktailers,
strong retailers such as Zara, H&M and Primark rabystly on their own power to attract consumers pay
less attention to their competitors. The strendthnzhor retailers to attract other fashion retailewards them
has consequences for the built environment. Falameg, once anchor retailers change their building
location preferences and decide to move e.g. thoppng street were buildings are newly built aadyé in
scale, they have the strength to change passerfloyer (passanten stromérand to pull other fashion retailers
with them. As such, anchor retailers play a leadivlg in the success of shopping streets and thdsefore

important to monitor their store and location prefees closely.

5.1.4 Main research question
What are the implications of changing store locatselection criteria among fashion retailers in {hest-crisis

era for the current retail supply?

This study shows that there are two fundamentah@és regarding the selection criteria of storetlooa for
fashion retailers, in the period 2006-2014. Firstigshion retailers are pulling away from a natiatev
expansion strategy and focussing on a concenteatpdnsion in the largest Dutch agglomerations enpgst-
crisis era. As a result, the expansion of the aslsiupply after 2012 is mostly found in: (1) thegkst Dutch
agglomerations, such as Amsterdam, Maastricht, &jgn, The Hague, and Haarlem and (2) in inner urban
shopping streets, particularly of Amsterdam, Raten, and The Hague. This concentration trend & falslled

by the interest of international fashion chainsojmening new stores in tourist cities, such as Ardaia,
Maastricht, Rotterdam, The Hague and Haarlem. Eurtbre, fashion retailers have also become straamghre

of less performing markets, i.e. cities in whicleithstores are less or insufficiently profitabléhey are also
strongly aware of the fact that online shoppind hélve its effect on the profitability of their péigal stores. As

such, fashion retailers are in the process of apitmp their current portfolios. As a result, thectiee of the
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fashion supply after 2012 is mostly found in: (ity centres in small and midsized cities with c801o 400

stores, and (2) supporting retail areas, excepgdpporting inner urban shopping streets.

Secondly, this study concludes that fashion retwiteve become highly demanding of potential locetiand
buildings for expansion in the post-crisis era.sThas resulted in the further specification of rttegiteria for
suitable shopping locations and suitable buildiige selection criteria have not only become indreps
comprehensive, but more importantly, potential dindjs need to meet all criteria before they areneve
considered for expansion. Today fashion retaileessalely interested in A1 shopping streets, wlith highest
passer-byer flows. As a result, fashion retaileessérongly agglomerating in A1 shopping streetgrime cities
(e.g. Amsterdam, The Hague, and Rotterdam), thedekiyng off other retail branches in these stre@bhereas,
secondary shopping streets and supporting shoppémires where fashion is not strongly represented a
witnessing a decline in the fashion supply. Fashigtailers are also highly critical of qualitativgyantitative
and financial building properties. Building chaexittics that have become increasingly importamst ar
minimal floor area, wide facades, a fitting lay-dat the formula (height, width and depth), a Strikfacade,

good store visibility/accessibility, modern builds) and flexible lease contracts.

The main reason why fashion retailers seem to besagg stores more comprehensively is becauses sty
have evolved from places where products are sotd,places where consumers can experience theiufis
brands. According to the interviewees, anchor fashetailers (e.g. Zara, H&M, The Sting, and Prikhaare
particularly focussed on the marketing potentiattedir stores. In other words: the possibility toyide their
consumers with an experience, rather than offdtiegn solely a product. As such, the stores of éashetailers
play an important part in the marketing of theiarl. In order to provide this experience, fashietailers
strongly prefer large and striking buildings witheferably high ceilings, wide facades and squaverfplans.
As such, fashion retailers are strongly agglomegaith relatively large and often modern buildingsAil-
locations. This trend is particularly noticed amdntgrnational fashion chains. As a result, seconda
shopping streets where rent prices are under peessud renegotiable provide new opportunities for
creative and independent fashion retailers. Thesehé shopping streets” are not focused on the mass

market but on niche markets.

These two fundamental changes in the selectiorri@itamong fashion retailers are presented in aldied

conceptual model (see figure 54 on the next page).
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Figure 54. Conceptual model fundamental changearstore selection criteria of fashion retailelisguthor).
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5.1.5 Discussion

This section reflects on the classical locationothess and discusses the research methodology ®fsthdy
project. According to the literature the proximity competitive retailers, distance, population szachment
area, and store size are the most important fagthesh considering location for retailers (see tét8¢ This
study adds to the literature in two ways. Firsg tasults of this study contradict the theory oilliReAccording
to Reilly’'s “law of retail gravitation” the purchamgy power of citizens of two cities is distributéd direct
relation to the size of the population of each ety in indirect relation to the square of theatise towards that
city. This means that each city will always attractertain amount of consumer, depending on its aizx
distance. However, this study reveals that smalle midsized cities are coping with attracting coners,
which is indicated by the declining fashion supplyseems that larger historic cities are growingtheir
“gravitational force”. Secondly, according to thedory of Chirstaller, the market area of a prodsictetermined
by the maximum distance that consumers can ortwitel to purchase a product. According to Chilistal
consumers attempt to minimise the distance whechaging a product, therefore the consumer will gbva
choose the nearest centre which offers the depiediuct. However, this study shows that fashioailets are
concentrating in the largest retail agglomeratigg. Amsterdam and Maastricht), thereby locathregriselves
relatively far away from potential consumers in Betaand midsized cities. This is an indicationttfeshion

retailers are confident that consumers will tratiel long distance in order to shop in their stores.

Validity in this research project is sought by tvaidation of the results by the interview partimijts and
Locatus. However, due to the lack of time the resps have not yet been received. Reliability is tesearch
project is dealt with by an extensive descriptiéthe research process for others to follow andigate. In this
regard, a good and complete documentation of #eeviiew transcripts and quantitative analysis &f téishion
supply are available by request. Generalizatiorthef results of the interviews is enhanced by perfiog a
guantitative analysis and case studies. By condgidtiterviews, this study shows the change of looaand
building preferences of fashion retailers in thehgdands. The quantitative analyses of the fashigply and
case studies show results that are corresponditiggachanging demand: concentration trend largesgithe
decline of the fashion supply in small and midsizéiks, and the occupation of large stores in édations. In
this regard, the results of this research projeglyaare fairly generalizable for the fashion marke the

Netherlands.

This study also is subject to some methodologibattsomings that limit the interpretation of thesults, and
are left for further investigation. As such, anteatipt to generalize the research findings requaesion. First,
the research design is cross-sectional; henceanidtdhe perception of experts are collected inreicepoint in
time. As such, the results are based on data alaiia this point in time. There are certain depahents that
can change the outcome of the results in a longerse of time. For example, once the Dutch econbasy
recovered and the purchasing power of consumersirftasased, this will certainly have an effect ¢ t
expansion ambitions of fashion retailers. As siclongitudinal study is desirable in order to réwelaether the
selection criteria among fashion retailers are ¢dbrey-term nature, or if the selection criteria ammdashion
retailers are continuously changing. Second, thdysassesses information only from the perspeciiehe
participating organizations: three consultancy §iramd two large chain fashion retailers. Consedyenbffers

a one-dimensional focus. Also, it is not knowrhéir view on expansion and selection criteria esretl by other
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fashion retailers, therefore it seems useful, imgeof reliability, to involve more fashion retasein future

research: independent fashion retailers as weitteex fashion chains.
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5.2 REFLECTION ON THE RESEARCH PROCESS

This section presents a reflection on the reseprobess in order to discuss how and why the apprdat or

did not work and to ultimate draw lessons in rgisus.

5.2.1 Research period before P2

The first phase of the research process was aimedite a sound research proposal, with a demarcati the
scope and a preliminary literature study. During fhist period | had chosen a too broad scoperékel sector
and its current trends. As such, writing a cohemoposal became very difficult to say the leaste Thain

critique was a lack of focus.

In order to bring more focus in the research prapdshave read ten scientific articles with a digalefined
scope and in which the research focusses on ofdw aariables. The article of Guenzi and Troilo @D “The
joint contribution of marketing and sales to theation of superior customer value”, has especiadliped in
finding the focus in my research proposal. Thigckrtfocusses on a specific subject (company) &ndrieria.
As a result | have changed the scope of the rdsgaaposal into: fashion retailers as the subjaot their
selection criteria for new store locations as sevam variables. Furthermore, central and suppprireas are

chosen as the main areas of focus. See figurer3Adaconceptual models of the research proposal.

Figure 55. Conceptual models P2 (above the modhbwi focus, and below the model with focus) élithor).
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5.2.2 Research period before P4
The subsequent period was aimed at conducting rtiggrieal research. | have chosen a cross-sectistualy
design with a case study element. The researctegjrés both qualitative and quantitative of naturke final

research design is presented in figure 54.

Figure 56. Final research design (ill. author).
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This research design has proven to be successfulswering the research questions. However, there@ane

aspects of the research design that could haveibgeaoved in retrospect.

Firstly, this study primarily focuses on the deyetent of the fashion supply in central retail areasthe one
hand, and supporting retail areas, on the othed.Ha@cause of the limited time of this period (8&k& both the
interviews and the quantitative study (the casadiss) had to be conducted parallel of each othera result
the case studies were conducted right from the. $tawever, both the quantitative analysis anditierviews
revealed that there are striking changes in th@lguphen a comparison is made between cities, assg to
central versus supporting centres. Even withinttipel7 largest Dutch retail agglomerations the sughows
different developments. Cities such as Amsterdanh ldaarlem are witnessing a strong increase whikerot
prime cities, such as Breda or Alkmaar have witegss decline of the fashion supply. It seems theitet are
insights about the location preferences of fashétailers to be found when assessing solely cerdtall areas:
e.g. small and midsized against large prime citessuch, the case studies could provide knowledigeit why
fashion retailers are leaving certain central arEas example, it would be interesting to choose kavge cities,
such as Amsterdam and Rotterdam with a strongaseref the supply on the one hand, and Breda anadk

with a decreasing fashion supply on the other hand.

Secondly, for the interviews both consultants agtdilers with over 10 years of experience in thailrdreal

estate) sector were asked to participate. Howetveras very difficult to convince the professionéilem the
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retail organizations to participate in this stuéhpr example, organizations such as H&M have thécpdb
always decline graduation projects. As a resulty ime professionals were interviewed in this studstead of
the desired eight. Furthermore, planning the in¢svs has also been more difficult than expectea rEason is
primarily the very busy schedule of the particiganhich resulted in a couple of rescheduled in¢evs.
Especially the period of only 8 weeks makes it \difficult to find the right interview participantschedule the
interviews, write the transcripts, and write dowe tnsights. It would have been more workableéfititerviews

were planned September and not in October.

Thirdly, an important part of the interview was rparily aimed to reveal a ranking of the most imppott
selection criteria among fashion retailers. Duting interview rounds it became clear that locati@s the most
important criteria, as one could expect in the esshte sector. However, the interview participargee not very
eager to rank the other selection criteria: contipeti store characteristics, economic factors, (etmn
structure, magnet and saturation. According toirtkerviewees, the different selection criteria lie {post-crisis
have become more important altogether as fashiaiaes have become highly demanding. As suchedgine
clear that a list of the most important criteria #o nationwide and local assessment was more itfigigls
opposed to a ranking in importance. The resuhas the ranking of the selection criteria has bamitted from

the research results.

Fourthly, in the interview rounds during the fissit of questions, the participants spoke mosthugbailding
characteristics. During the second set of questithesparticipants spoke mostly about the natioeviitation
preferences. By switching these two sets of questithe interview results would have been morechigio
analyse. Starting with the selection criteria framnationwide view (cities and regions) and subsetiye

focussing on selection criteria on object levelil(hngs).

5.2.3 Lessons

The research process of this graduation projecttdaght me some important lessons of conductingares.
Firstly, the research project needs to have alglegfined and focused scope. Otherwise, the studéhbe
overwhelmed with all available information that hhe slightest relation with the problem. Focusimga few

variables brings this focus to the research.

Secondly, it is important to aim for results edrythe research process. As such, striking insightdead ends
will be revealed early in the process. When deat$ @m striking unknown insights are revealed, thelent can
adapt the research questions or research desigrdén to improve the overall research project altichately

aim for better research results.
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APPENDIX A: TRENDS IN THE RETAIL SECTOR

In the following section a brief discussion of innfamt trends that have been addressed in this ssudy

found.

The consumer, and a changing way of consumption

Consumers are constantly renewing their needs,snaard desires, changing their behaviour and lifestywvith
direct effect on shopping activities. Prahalad Ramaswamy (2004, p. 123) mention an important shithe
role of the consumer from isolated to connectegimflunaware to informed, from passive to active. e
main drivers for this change are a generally higitrcation level, and the rise of the internet. Thanges in
consumer profile result in new shopping behaviauiere a more smarter and conscious consumer becomes
more demanding. Along this trend consumers alsmdeespend their money differently during the eaoim
downturn. Since 2008 the total revenue in the Iretactor has declined with 9% to 81 billion in 2013
(Platform31, 2014, p. 5). Due to the economic dammthe purchasing power of consumers has declbwed
the years, having direct effect on their spendiagaviour. While the total revenue of the non-foedtsr has
declined with 7,5% in comparison with the totaleeue of the year 2000, the total revenue of the &extor
has grown with 37% in comparison with the totalenewe of the year 2000 (HBD, 2013a). From 2008 eretis

a clear trend in declining revenues for the nordfsector and growing revenues for the food seénother
important trend is the changing demographics in Ne¢herlands. The time of a population pyramid wath
relatively small number of older people and a reddy large humber of young people has past. Winil2010
there were the same number of people above th&iradlthere were people below their 40’s. In thgt A€
years this will shift to 50 years (CBW-MITEX, 201pp. 64-72). The number of young people will remain
roughly the same, while the number of adult ane&’ydpeople will significantly increase. This meahst, a

certain demographic of consumers with relativetyhipurchasing power and certain needs, will grow.

Change in consumer preferences are not straigtafdnand clear, however retail branch organizatioamse
made an effort to describe the trends that folldhwnge in consumer behaviour. This study uses #relsr
described by the report of CBW-MITEXRetail 2020because this report sums the most important tramisg

consumers mentioned in relevant articles, repartisratail magazines.
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Table Al, Created from CBW-MITEX report, Retail 20&CBW-MITEX, 2010, pp. 31-123; HBD, 2011, pp. 9;48-65; Nozeman, Van der
Post, & Langendoen, 2012, pp. 122-159)

Trends Change in consumer preference
Individualization Own and unique style important
Customization
Cross channel commerce Online shopping (next tin®f$hopping and Catalogue shopping)
The digital super consumer Consumers increasirggifristicated and demanding

Constantly seeking for opinions

Change from need to want
End of the population pyramid More elderly conswsnith relatively high purchasing power

More 1 person households

Depopulation peripheral locations
Glocalisation Consumers value local retailers,disth choose greatly for international retailers
Priority Less visit to the city centre

Consumers shop more in the weekends

Consumers shop less during the day

Consumers want to shop when it fits them best

Transparency Consumer is better aware of the ptfsgueice and origin
New middle market segment Value for money

Acceptance of price/value products like PrimarkE A H&M
Conscious consumer Consumers spend less and mmei@asly

Consumers want to know the product
Purchasing power has decreased
More sales used products
International upcoming markets Consumers buy modenaore from foreign countries

Trends among retailers
Retailers are always trying to respond to (changoogsumer behaviour or are trying to influencedbasumer
with new brands or new retail concepts (Evers et28l11, p. 87). The paragraph below describeseaberring

trends among retailer.

Growing differentiation between retail location andcities

In 2006 the NRW, the Dutch retail association, madedictions about transitions in retail locatioifiey

predicted that in the Netherlands there would lpeoaving differentiation between powerful and vitities like

Amsterdam, Utrecht, The Hague and Rotterdam owmieechand, and on the other hand more average (@d&s
historic, no universities, less innovative) thahmat compete well against the larger ones (NRW 6200 34).

Large corporate retail firms, as well as investars vigorously analysing which retail locations lvperform

well the coming years and of course which retaibteons will cope with (structural) vacancy (Platfi@1, 2014,
p. 34). Comprehending these dynamics is neceseangdure continuity of their business, and revendiesa

consequence large retail franchises are activedetiang scarce Al-locations in large cities, angsth change in
strategy or at least in location preference islmletaDTZ states that Al locations ask for corresjpom business
models with short lifecycles of products and fashtuously changing assortments (DTZ, 2013, pThese

types of business models are typical for retailetie fashion industry

On the other hand retailers who provide white-gobd®ks & music, and electronics are disappeariog fthe
main shopping streets. Since 2005, 502 electrotoces have disappeared from the Dutch city centres
(Overbosch, 2012, p. xi).

Vacancy
Vacancy in the retail sector has grown to to 898 atillion n¥ of the total retail supply (Buitelaar et al., 20p3
121). In city centres of small towns and villagescentres of “shrinking cities”, in B- and C-logats in larger

cities, vacancy rates are above the national agesb§% (Buitelaar et al., 2013, pp. 55-56). Oftitial vacancy
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of 3 million square meters retail floor area, apraately one million square meters can be foundthese

peripheral large scale retail concentration wittasarage of 13% of vacancy (Kooijman, 2013, pp44R-

Enlargement stores and convenience

In the past year total square meters in the rettor has gradually been growing, while the tatabunt of
stores has been relatively stable. In other wastises have become larger and according to evernerpally
(Evers et al., 2011, p. 13). See figure Al. Largagheral retail developments, that began in the 8Bvers et
al., 2011, p. 94), of course have an impact orgtioving average size of stores. Peripheral locatiaith low
rent prices and high accessibility have been thet becation for large scale retail developmentssédl
voluminous products, mainly furniture and DIY-prati However there are other examples like the
introduction of the store formula Albert Heijn XIf &hold in 2002, now counting 30 stores in the Nethnds
(Albert Heijn, 2013). By introducing larger storiestheir business model, Ahold can benefit fromrexuies of

scale.

Figure A1, (Evers, 2011, p. 13).
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Next to the enlargement of stores, there has asa b trend of smaller store formulas on conveeidmcations
like transportation hubs, gas stations. In 1999 |dhotroduced the first convenience Albert Heijnantrain
station, which in 2001 was renamed AH to go (Alddéeijn, 2014). According to Kreijkes (2009, p. 78how
that this “convenience” strategy that originatezhirthe inner urban strategy was very successfet #fe crisis.
Ahold, then discovered a new consumers, the “quinkellers”, who'’s stay is around 3 minutes in shere. For
these customers, Ahold launched the “AH to go” shayhich are located in train stations, filling gias,
subways, city centre, and even in big offices. oddold has an AH to go in all the largest traiat®ns in the

Netherlands, and Ahold wishes to expand even nmocéy centres.

Internationalization, franchising and bankruptcies

Another remarkable trend is the growth of franchlikges in A1 and A2 locations. In cities with ov€0.000
citizens the franchise stores has grown from 40%1%84 to 78% in 2011 (Platform31, 2014, p. 38).
Furthermore, almost all branches in retail havenbaeping with so called “category-killers”. These darge
chain franchises, often international, who managebtain a great market share in a short amoutitngf. Their
selling-points are large product assortments and fmices. Two well know examples are IKEA and
MediaMarkt, two large international franchises whake it difficult for retailers to compete with. siewhile,
the yearly bankruptcies have increased from 56200 to almost 900 in 2013 (Platform31, 2014, p. The
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research of Overbosch (2012, p. 55) exhibits thairidependent retailers are contributing moshéodecline of

store numbers. See figure A2.

Figure A2, Decline of independent retailers. (Oesdh, 2012, p. 55)
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Experience economy, leisure and hybridization

Nowadays “experience” seems to be a key ingredidy@n it comes to shopping. Not only do retailersch®

have a large assortment and provide great vatietythey also need to excite the consumers. A coatioin of

stores, cafes, restaurants, cinemas and otherdegstivities are therefore necessary to provigdeasurable
experience. In this line of thought, Cachinho (2042 32-33) describes the changing function ofarketail in

three stages. First, modernity until (50-60’s), vehshopping places are utilitarian premises seavesconomy
of needs. Secondly, post-modernity (70-90’s), wisthres as spaces of synthesis (retailtainmentyjngean

economy of signs. And Thirdly, hyper-modernity éafthe 90’s), with stores as places of entertainraad life

experience, serving an economy of fascination. §imgyp in this regard is no longer, and has not feea long

time, a basis activity to satisfy consumers’ basieds. Shopping has become a pleasurable “leigperience”
in itself Cachinho (2012, p. 32). This evolutionan experience economy can be supported with #eryhof

Maslow, who states that once basic human needsatisfied, at once other and “higher” needs emenith,the

need for self-actualization at the top of the hiehg (Maslow, 1943, pp. 375-385). Self-actualizatican be
described as the need of an individual to do whkaslitted for: “what a man can be he must be”(Idas 1943,

p. 382). We can safely say that in western countsieere people are relatively wealthy, individuais pursuing

a “higher”, may be even the “highest” need i.ef-aetualization. There is a need for self-expressimd

independence.
Table A2. Urban retail changes (Cachinho, 201238).
Attributes Modernity (until 50-60's) > Post-modernity (70-90's> Hyper-modernity (after 90's) >
Kind of retail ~ Traditional stores owned by small New retail concepts and formats Diversity of retail concepts and
spaces shopkeepers owned by multiples and big formats owned by multiples and big
corporations firms
Spatial Hierarchical structure dominated Centre-periphery dialectics based Post-hierarchical structure based on
organization by the city centre, based on on accessibility, circulation and  topological and hyper-real spaces
centrality and proximity parking facilities and virtual places
Retail offer Goods and services according to Goods and services according to 8rands, signs, atmospheres and
standardized mass production  wide variety of lines and market consumer experiences
lines segments
Functions Shopping places as utilitarian ~ Stores as spaces of synthesis:  Stores as places of entertainment
premises. Economy of needs retailtainment. Economy of signs and life experiences. Economy of
fascination

Another development that fits well in an experieec®nomy is the concept of pop-up stores, also knasv
guerrilla stores. Vacant stores and offices, samedion unique exiting places are temporary tramsdrinto a

temporary selling-points but especially into aniting marketing channel (Loggers & Kooijman, 20pp, 44-
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45). There are many successful examples of popanesslike beach store of H&M at Scheveningen ia th
summer of 2011 and the Alfa Mito store in shoppiegtre Stadshart Amstelveen in 2012. While thenfired
feasibility of a pop-up store is limited, the sdalevalue of preventing vacancy and deterioratlmut, also the

marketing value of a project or location seemstangportant purpose (Loggers & Kooijman, 2014, 2).5

Figure A3, Pop-up H&M beach store in Schevenindetdil Design Blog, 2011).

o

Virtualisation

Technological innovation has brought many new dmwalents to the retail sector. Consumers nowadags us
social media, smartphones, and websites to reseeochpare, rate and to buy their products. Of aline
consumer purchases, the most purchases have bemte@om, consumer electronics, computer hard- and
software and clothing & shoes. While the total rexe of the retail sector has been declining, tke tevenues
from online shopping have been gradually growinglit@ shopping accounts for 10,9% of the total faod
purchase, including telecom-subscriptions and oty travel & insurances. If the food-sector islimed,
online shopping accounts for 5,7% of the total comsr purchases. In comparison to the year 200 thes
percentages are respectively 0,5% and 0,3% (HBD3I20 In this regard, the total market share ofnentetalil

is still limited in the Netherlands. The Top-3 (Attancluding Bol.com, RFS Holding including Wehkamip

and Zalando) have a market share of 22% (Platfor@314, p. 39).

Some remarkable developments are: new virtual sbapsbol.com in Utrecht station; possibility taoph24/7
online; opening of physical stores of telefoonkapiB0 stores), Coolblue (4 stores, in the BENELUd
Shoebazaar.nl; shopping street “9 straatjes” gokseo(HBD, 2011, pp. 39-45).

Furthermore, since introduction of the first AH lpigp point in Heemstede, in October 2012, Ahold ¢rasited
15 more pick-up point, where consumers can pickhefr groceries they have bought online. Pick-umisoare

situated in location that are easy to access byAdtbert Heijn, 2013).

Developments in governmental policy
Research shows shifting retail planning ideologieshe Netherlands. Since the 1970s the Netherlduade
known restrictive guidelines with the main goapteserve city centres and the complementary shgpg@ntres

(Spierings, 2006, p. 602). However, since the oisthese guidelines retailing planning policy hénezome less
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and less restrictive and above this deregulaticsh decentralisation of retail planning policies haaused
controversy among retailers and owners of retail estate. New to be approved guidelines, againiaethe
development of new retail locations to preserve cintres and the complementary shopping centrier{8gs,
2006, pp. 607-608). These shift in planning ideglatso has an effect on the retail landscape, hewiwvill

not be a main research subject for this research.
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APPENDIX B: RETAIL DAY 2014

With regards to my profound interest in the resaittor, | have organized a day in which “retail’swhe main
topic of thought. On Wednesday 28 mei 2014, thaiRBay look place at the Koninklijke IndustriegBroote
Club in Amsterdam, made possible by the organimaiRESH Students. The main driver for this day teas
exchange knowledge among experienced players inetlleestate sector and students. However, thisndesy
also organized in order to conduct informal (préhiany) interviews with the experts: Clemens Breknieijer
(Redevco), René Vierkant (Syntrus Achmea), Evantadan Garderen (Eurocommerical Properties), Maarten
van Oosterveld (Corio), and Maarten van Lit (NRW).

The main findings of the conversations held thatware:

- Retailers in the fashion industry are startinghtok differently about their store locations. Befdahe crisis,
retailers where eager to open stores in smalletraleretail areas and supporting retail areas teeha
nationwide spread, whereas now they act more dar€herefore some have turned their focus towards
solely top retail locations.

- There is a need to create sustainable “winningpphw streets. Key aspect to realize sustainatipshg
streets are: a social dimension (by enhancingéntiem and experience), an environmental dimengign
incorporating sustainability and mixing functiognd an economic dimension (by creating jobs and
motivating entrepreneurship). All in all, workinggether is key.

Quotes of the day:

“Retailers focussen op een select aantal winkedsted

- “Vroeger wilde de retailer 300 winkels in Nederland zijn het er misschien nog maar 100"

- “Maximale huurprijzen in de sterkste winkelsted#&jgen door”.

- ‘“Inrelatief zwakkere winkelsteden stabilisererdafen de maximale huurprijzen”.

- “Duurzaam succesvolle winkelbeleggingen bevinder zn blijvend aantrekkelijke binnensteden, waarin
zowel volledig (inter)nationaal aanbod aan keteripagh gevestigd is, als ook een aantrekkelijke ewigg
met lokaal ondernemerschap, cultuur en leisurer tvaers graag wonen, werken en winkelen”.

- “Teveel aan winkelmeters moet actief worden veridedoor winkels in kansarme locaties en straten te@eg
bestemmen en winkeliers te verplaatsen naar kkresvgrfmilieu in de stad”.

- “De winnende winkelstraten van de toekomst zijngdiee die een blijvende waarde creéren voor alle
stakeholders van die straat”.

Figure B1, Retail Day 28 May 2014 (ill. author).
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APPENDIX C: SELECTION OF THE CASE STUDIES

To understand how the supply has developed in #r@g 2006-2014 in specific locations, case studies
performed. This section aims to reveal if the tefrom the previous paragraph also apply to spestibpping
areas — i.e. increase of average store size, sEm@aselling-points in central retail areas, tkerdase of selling-
points in supporting areas, and the agglomeratfdiaghion retailers. This study focusses on 6 ctsdies, 3

central retail areas and 3 supporting areas. Thiepagagraph describes how the case studies aetae)

Selecting the retail areas

In order to choose the cases an analysis is pegfbion the number of selling-points for fashion.sTanalysis
shows that the selling-points are mostly foundhia G4 cities of the Netherlands: Amsterdam, Ro¢terdThe
Hague and Utrecht. See table C1. The city of Andstieris chosen as first case study because it wwrkifior its
fast growing number of fashion retailers, both iragtity and square meters. The next 5 case studiebe
choses near Amsterdam for two reasons. The locagtattion criteria of retailers may not be as galnas the
literature suggest and may be different for differshopping regions. In this regard, the resulty rery for
different shopping regions. Choosing the regioofsterdam allows for a greater possibility that tesults of
the case studies offer coherent insights for thesténdam region. For example, an important and @niqu
selection criterion for a store in Maastricht magy llecause the city lies close to the neighbourmgnties

Belgium and Germany which can attract touristsafdiay of shopping in the Netherlands.

Table C1: Ranking cities with most fashion selljgjnts. (Source: Locatus).

City Selling-points nt

1. Amsterdam 1.364 190.230
2. Rotterdam 822 156.113
3. The Hague 620 96.075
4. Utrecht 418 70.618
5. Maastricht 371 59.583
6. Eindhoven 329 77.924
7. Haarlem 313 45.364
8. Den Bosch 306 55.399
9. Breda 306 51.308
10. Groningen 263 51.211
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To choose the remaining 5 case studies a briefysisais made by choosing 4 central retail areas Hhd

supporting areas in the Amsterdam region. Seedi@Grand 14.

Figure C1, Selling-points in central retail arelasdatus).
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The graph above is in line with the trend thatshpply is growing in central retail areas. The namf selling-

points has gradually increased in all cities exéepthe city centre of Amstelveen.

Figure C2, Selling-points in supporting retail ar¢aocatus).
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In the analysis of the 10 supporting areas the rurabC&F units has decreased in 6 out of 10 supppareas.
However in 3 out of 10 areas there is not a cleeneiase or decrease noticed, but a fluctuatiomadran average
number of stores. In 1 out of 10 supporting arbastumbers of Selling-points has slightly growne fiumbers
are in line with the trend that that the supply lislgghtly) declined in supporting areas. The etwapis

Winkelcentrum Cronje which shows a slight positirend.

City centres Amsterdam, Haarlem and Amstelveenchmsen for the case studies. Amsterdam and Haarlem

because of their positive trends and Amsteveen aviglightly negative trend as counter case studpp8rting
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shopping areas Boven 't Y, Amsterdamse Poort ardbglein are also chosen as case studies. Bowéarid
Amsterdamse Poort because of their slightly negatends and Osdorpplein as counter case studyaveitipply
that has stayed more or less the same. Furtherrtfiwecase studies were also selected dependindieon t

available historical maps from Locatus which shbes $upply of the sub-branch C&F.

The analysis above does not claim to test the gigpo that secondary retail areas are supposesttpring
less desired by fashion retailers. To test thisrem&hopping centres should be considered in théysisa
However, according to our preliminary interviewsstbhould be the case in the retail sector. By$sitig on the
Amsterdam region and the shopping centres descebeule, this study aims to find participants irsthiudy
who have considered both central and supportiral rteas, also in a post-crisis era. The fact timatsupplies
in the case studies show movements will allow Ustbretailers who have undergone the proces®oidihg to
leave or to enter a new location. It's most likéhat these retailers will have considered a nunolfeselection

criteria when choosing new retail locations or whiggy choose to stay in the current ones.

The case studies are: (1) Amsterdam, (2) Haarl8jm\ifnstelveen, (4) Boven ‘t Y, (5) Amsterdamse Ra@od
(6) Osdorpplein. See figure 15.

Figure C3: Location case studies (own ill).
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APPENDIX D: SUBCATEGORIES RETAIL AREAS

- Centraal winkelgebied Het belangrijkste winkelgebied in een woonplardsdt aangeduid als centraal winkelgebied.
- Ondersteunend winkelgebied Naast één centraal winkelgebied bestaan in vemnplaatsen een of meerdere

ondersteunende winkelgebieden.

- Overige winkelgebieden Concentratie grootschalige winkels en speciale Wgetgeden

Table D1. Subcategories retail areas (Platform8142pp. 28-29).

Centraal winkelgebied Winkels

Commentaar

1. Binnenstad >400 winkels top 17 winkelgebieden Nadscentrum grotere steden

2. Hoofdwinkelgebied groot 200-400 winkels stadscentmiddelgrote steden

3. Hoofdwinkelgebied klein 100-200 winkels stadscemtileine steden

4. Kernverzorgend winkelgebied groot 50-100 winkels ntogm grote dorpen

5. Kernverzorgend winkelgebied klein 5-50 winkels cent kleine dorpen

6. Kernverzorgend supermarktcentrum 3-4 winkels waammstens één een supermarkt van >500m2

Ondersteunend winkelgebied Winkels Commentaar

1. Stadsdeelcentrum >50 winkels bestaat naast biraten§thoofdwinkelcentrum. merendeel van
het centrum is planmatig ontwikkeld

2. Binnenstedelijke winkelstraat >50 winkels winkaadersteunde winkelstraten in grotere steden, niet
planmatig ontwikkeld

3. Wijkcentrum (groot) 25-50 winkels winkelgebiedentra&-50 winkels

4.  Wijkcentrum (klein) <25 winkels winkelgebieden ni€t-25 winkels, of winkelgebieden met 5-10
winkels en minimaal 2 supermarkten

5. Buurtcentrum 5-9 winkels met of zonder supermarkt

6. Supermarktcentrum 3-4 winkels waaronder in iedeabg supermarkt van 500 m2 of meer

Overige winkelgebieden Winkels Commentaar

1. Concentratie grootschalige winkels >5 winkels, Waarvan >50% grotere goederen: meubels, dier en, plae-het-

vloeroppervlak >500

m2,

2. Speciaal winkelgebied

zelf, fiets- en autoaccessoires etc. Zoals Rotter8eexandrium,
Keurenplein, De Hurk, Marconistraat en Den Haag &étgres.

Veelal winkelgebieden rond@imstations
of met een bepaald thema, zoals Lelystad BatadaRiasada
Factory Oulet, Roermond Designer Outletcentre ardpBol
Plaza.

Table D2. Subcategories retail areas- Subcateguaigslated freely in English (Platform31, 2014, ®-29).

Central retail areas Stores

Comments

>400 stores
200-400 stores
100-200 stores
50-100 stores

City centre
Regional centre large
Regional centre small

Subregional centre large

Top 17 retail agglomerstidL, city centres of the larger cities
City centresiddle to large cities
City centfesnall cities

Centremgé [Towns

1
2
3
4
5. Subregional centre small
6
S
1

5-50 stores Centres ofl Slmans
Subregional convenience centre 3-4 stores Hasstt tme supermarket of >500m
upporting retail areas Stores Comments
. City district centre >50 stores Exists next to dmwn and regional centres. The centres area
mostly developed by one investor or developer &sstiopping
centre
2. Inner urban shopping street >50 stores Supportingping streets in large cities, not developedrsy o

District centre large 25-50 stores

investor/developer
Supporting sirappentres with 25-50 stores

District centre small <25 stores Supporting shogmientres with 10-25 stores, or supporting
shopping centres with 5-10 stores and a minimugaifpermarkets
5.  Neighbourhood centre 5-9 stores With or withoutigesmarket
6. Mini convenience centre 3-4 stores Has at leastsapermarket of 500%wor higher
Other Stores Comments
1. Concentration large-scale stores >5 stores, floor area At least >50% large scale products: furniture, adior plant, Do-It-
>500 nf, Yourself, bike and car accessories, etc. For exanifdtterdam

2. Special retail area

Alexandrium, Keurenplein, De Hurk, Marconistraatl @en Haag
Megastores.

Mostly shopping centres ardaid stations or shopping centres
with a theme such as: Lelystad Bataviastad, RoBadiory Outlet,
Roermond Designer Outletcentre and Schiphol Plaza.
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Table D3. Example: cities included in downtown aregional centre large and regional centre sr@@ll2 & 2014 (Source: Locatus)

Downtown area

Regional centre small

2012

2014

2012

2014

Centrum Amsterdam
Centrum Maastricht
Centrum Rotterdam
Centrum Utrecht
Centrum The Hague
Centrum Haarlem
Centrum Den Bosch
Centrum Eindhoven
Centrum Nijmegen
Centrum Arnhem
Centrum Leiden
Centrum Groningen
Centrum Breda
Centrum Alkmaar
Centrum Leeuwarden
Centrum Hilversum
Centrum Dordrecht

Centrum Amsterdam
Centrum Maastricht
Centrum Rotterdam
Centrum Utrecht
Centrum The Hague
Centrum Haarlem
Centrum Den Bosch
Centrum Eindhoven
Centrum Nijmegen
Centrum Arnhem
Centrum Leiden
Centrum Groningen
Centrum Breda
Centrum Alkmaar
Centrum Leeuwarden
Centrum Hilversum
Centrum Dordrecht

Regional centre large

2012

2014

Centrum Almelo
Centrum Almere
Centrum Alphen a.d. Rijn
Centrum Amersfoort
Centrum Apeldoorn
Centrum Assen

Centrum Bergen op Zoom

Centrum Beverwijk
Centrum Bussum
Centrum Delft
Centrum Deventer
Centrum Doetinchem
Centrum Drachten
Centrum Ede GLD
Centrum Emmen
Centrum Enschede
Centrum Goes
Centrum Gorinchem
Centrum Gouda
Centrum Heerlen
Centrum Hengelo OV
Centrum Hoofddorp
Centrum Hoorn NH
Centrum Meppel
Centrum Middelburg
Centrum Oosterhout NB
Centrum Oss
Centrum Purmerend
Centrum Roermond
Centrum Roosendaal
Centrum Schiedam
Centrum Sittard
Centrum Sneek
Centrum Tilburg
Centrum Veenendaal
Centrum Venlo
Centrum Vlaardingen
Centrum Weert
Centrum Zaandam
Centrum Zeist
Centrum Zutphen
Centrum Zwolle

Centrum Almelo
Centrum Almere
Centrum Amersfoort
Centrum Apeldoorn
Centrum Assen

Centrum Bergen op Zoom

Centrum Bussum
Centrum Delft
Centrum Deventer
Centrum Doetinchem
Centrum Drachten
Centrum Ede GLD
Centrum Emmen
Centrum Enschede
Centrum Goes
Centrum Gouda
Centrum Heerlen
Centrum Hengelo OV
Centrum Hoorn NH
Centrum Middelburg
Centrum Oosterhout NB
Centrum Oss
Centrum Purmerend
Centrum Roermond
Centrum Roosendaal
Centrum Sittard
Centrum Sneek
Centrum Tilburg
Centrum Veenendaal
Centrum Venlo
Centrum Vlaardingen
Centrum Weert
Centrum Zaandam
Centrum Zeist
Centrum Zutphen
Centrum Zwolle

Centrum Amstelveen
Centrum Amsterdam Zuidoost
Centrum Baarn
Centrum Barneveld
Centrum Borne
Centrum Boxmeer
Centrum Brunssum
Centrum Coevorden
Centrum Culemborg
Centrum Den Burg
Centrum Den Helder
Centrum Deurne
Centrum Dokkum
Centrum Dronten
Centrum Emmeloord
Centrum Enkhuizen
Centrum Epe

Centrum Etten Leur
Centrum Geleen
Centrum Haaksbergen
Centrum Hardenberg
Centrum Harderwijk
Centrum Haren GN
Centrum Harlingen
Centrum Heemskerk
Centrum Heemstede
Centrum Heerenveen
Centrum Heerhugowaard
Centrum Hellevoetsluis
Centrum Helmond
Centrum Hillegom
Centrum Hoogeveen
Centrum Houten
Centrum Huizen
Centrum IJsselstein UT
Centrum Joure
Centrum Kampen
Centrum Katwijk ZH
Centrum Laren NH
Centrum Leerdam
Centrum Leidschendam
Centrum Lelystad
Centrum Lisse
Centrum Naaldwijk
Centrum Nijkerk GLD
Centrum Nijverdal
Centrum Noordwijk ZH
Centrum Nunspeet
Centrum Oisterwijk
Centrum Oldenzaal
Centrum Oud Beijerland
Centrum Putten
Centrum Raalte
Centrum Ridderkerk
Centrum Rijssen
Centrum Rijswijk ZH
Centrum Schagen
Centrum Sluis
Centrum Spijkenisse
Centrum Stadskanaal
Centrum Steenwijk
Centrum Terneuzen
Centrum Tiel

Centrum Uden
Centrum Valkenburg LB
Centrum Valkenswaard
Centrum Veendam
Centrum Veghel
Centrum Velp GLD
Centrum Venray

Centrum Alphen aan den Rijn
Centrum Amstelveen
Centrum Amsterdam Zuidoost
Centrum Baarn
Centrum Barneveld
Centrum Beverwijk
Centrum Boxmeer
Centrum Culemborg
Centrum Den Burg
Centrum Den Helder
Centrum Deurne
Centrum Dokkum
Centrum Dronten
Centrum Emmeloord
Centrum Enkhuizen
Centrum Ermelo
Centrum Etten Leur
Centrum Geleen
Centrum Gorinchem
Centrum Haaksbergen
Centrum Hardenberg
Centrum Harderwijk
Centrum Haren GN
Centrum Heemskerk
Centrum Heemstede
Centrum Heerenveen
Centrum Heerhugowaard
Centrum Hellevoetsluis
Centrum Helmond
Centrum Hillegom
Centrum Hoofddorp
Centrum Hoogeveen
Centrum Houten
Centrum Huizen
Centrum Kampen
Centrum Katwijk ZH
Centrum Laren NH
Centrum Leerdam
Centrum Leidschendam
Centrum Lelystad
Centrum Lisse
Centrum Meppel
Centrum Naaldwijk
Centrum Nijkerk GLD
Centrum Nijverdal
Centrum Noordwijk ZH
Centrum Nunspeet
Centrum Oisterwijk
Centrum Oldenzaal
Centrum Oud Beijerland
Centrum Putten
Centrum Raalte
Centrum Ridderkerk
Centrum Rijssen
Centrum Rijswijk ZH
Centrum Schagen
Centrum Schiedam
Centrum Sluis
Centrum Spijkenisse
Centrum Stadskanaal
Centrum Steenwijk
Centrum Terneuzen
Centrum Tiel

Centrum Uden
Centrum Valkenburg LB
Centrum Valkenswaard
Centrum Veendam
Centrum Venray
Centrum Vlissingen
Centrum Volendam
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Centrum Vlissingen
Centrum Volendam
Centrum Waalwijk
Centrum Wageningen
Centrum Wassenaar
Centrum Winschoten
Centrum Winterswijk
Centrum Woerden
Centrum Wychen
Centrum Zandvoort
Centrum Zevenaar
Centrum Zierikzee
Centrum Zoetermeer

Centrum Waalwijk
Centrum Wageningen
Centrum Wassenaar
Centrum Winschoten
Centrum Winterswijk
Centrum Woerden
Centrum Wychen
Centrum Zandvoort
Centrum Zevenaar
Centrum Zierikzee
Centrum Zoetermeer
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APPENDIX E: INTERVIEW QUESTIONS

Understanding store location selection criteria amag

Interviewgids vastgoedadviseurs

Contactgegevens

Bedrijf ..o
Functie ...

Opmerkingen vooraf:

* Het interview wordt idealiter opgenomen met eeoorder en duurt circa 45 min.

* De manier waarop het interview in de scriptie dtorerwerkt, wordt in samenspraak met de partidgaafgesproken. De
participanten mogen ervoor kiezen om anoniem jednli(naam & bedrijf — bedrijf — anoniem).

Interview Nederlands

Thema 1: voorbeeld recent project

Locatie is voor retailers een belangrijk aspectieocatiekeuze heeft gevolgen voor het succesdevensvatbaarheid van
de winkels. Locatiekeuze vraagt daarom om een luigjde analyse. Ik zou het graag willen hebben eeerrecent project

van u. (Bijvoorbeeld in de Kalverstraat of Nieuwghdh Amsterdam).

1. Kunt u mij vertellen welke belangrijke criteria toijn voorgedragen door de retailer bij het aaahlaankopen

van een nieuwe winkel? Welke criteria was doorstaggd voor uiteindelijke de keuze?

Thema 2 Criteria die doorslaggevend zijn bij hez&evan een nieuwe winkel véér en na de crisis.

Als gevolg van de economische crisis en de vermdeleoopkracht van de consumenten, wordt de dataikl
geconfronteerd met toenemende leegstand en eeentead aantal faillissementen in het afgelopen deaen Gezien deze
recente trends kunnen we stellen dat de huidigelnetrkt veranderd is ten opzichte van de retakin&oor de crisis.
Retailers die nieuwe winkelruimte aanhuren of aaekogf bezette winkels verlaten opereren daaronerimamdere markt als
die van voor de crisis. Het lijkt ondoenlijk dataiers in een markt voor en né de crisis dezedflectiecriteria voor nieuwe

winkellocaties hanteren.

2. Bent u van mening dat moderetailers hun selectéi@ivoor nieuwe winkellocaties hebben aangepasienaisis
en dat deze dus anders is, vergeleken met tijdéndecrisis?
a. NEE: Bent u van mening dat fashionretailers huntlekauze anders zouden moeten overwegen, gezien
deze ontwikkelingen?
3. Watis volgens u op dit moment de meest belangcijkeria bij het kiezen van nieuwe winkellocaties?
4. Was deze criteria hetzelfde in tijden véér de sfisi

Thema 3 schaalvergroting: winkelkarakteristiekemden steeds belangrijker.

Uit onderzoek is gebleken dat onder moderetailerspeake is van schaalvergroting van de winkelrejnmet name in

centrale winkelgebieden.

5. Is schaal hedendaags een van de belangrijksteéznt@or moderetailers? Kunt u een voorbeeld noénward dit

criterium voor de crisis net zo belangrijk beschd@w

Thema 4 segmentatie en agglomeratie: Hoofd- enrst@mende winkelcentra.
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Fashion retailers bevinden zich historisch gezi@ormamelijk in centrale winkelgebieden en in mimdenate in
ondersteunende winkelgebieden. Er zijn echter gaimgen van eergroeiende differentiatigussen de winkellocaties in
Nederland. Aan de ene kant worden toplocaties stpegulairder, met name onder fashion retailens aaan de andere kant
wordt deconsument steeds meer en meer mohigardoor een bezoek aan kleinere nabijgelegekeldentra vaker wordt
overgeslagen. Een kwantitatieve onderzoek laat di@ner sprake is van een concentratie van fasttimiters in de
(historische) binnensteden (Amsterdam, Haarlem, sifight, Rotterdam), terwijl het aanbod aan fashionsommige
centrale winkelgebieden en in ondersteunende wgekebden (Osdorpplein, Amsterdamse Poort, Buikstater) echter
verdwijnt (ook in centrale gebieden: Breda, Alkmdareuwarden). Wanneer we bijvoorbeeld kijken namkellocaties in

de regio van Amsterdam en Haarlem.

6. Bent u van mening dat retailers hun locatiestrategighen veranderd na de crisis?
Welke criterium zorgt ervoor dat de populaire wilgiebieden als het centrum van Amsterdam of Haagestaag
blijven groeien in mode?

8. Bent u van mening dat ondersteunende winkelgebiattie@sdorpplein, Boven ‘t Y of Amsterdamse Poortea

crisis minder interessant zijn geworden voor reta®? Welke criteria is hiervan de oorzaak?

Thema 5: Ranking selectiecriteria uit de literatuur.

Historische literatuur laat zien dat 7 belangrigkiteria te overwegen zijn, bij het kiezen van vah&caties: (1) de prestatie,
(2) de bevolkingsstructuur, (3) economische factpfd) de concurrentie, (5) het verzadigingsniveg@),magneet en (7)

winkelkarakteristieken. (Criteria worden hier uitegd, zie blz. 7).

9. Herkent u deze criteria uit eigen ervaring?
a. JA: welke criteria beschouwt u als belangrijk ernkeecriteria wordt door jullie nooit gebruikt bijeh
kiezen van nieuwe winkellocaties?
b. NEE: welke (alternatieve) selectiecriteria vooruvie winkellocaties worden wel door jullie gehantser
10. Welke selectiecriteria op stadsniveau zijn nu vetatg in tijden na de crisis (post-crisis tijdperl)e niet of
minder van belang zijn geweest in tijden voor dsis?
a. Welke waarden worden aan de belangrijkste criteegekend?
11. Welke selectiecriteria op stadsniveau zijn dan yallie van belang geweest in tijden voor de crisi® niet meer
of minder van belang zijn na de crisis (post-ctigiperk)?
a. Welke waarden worden aan de belangrijkste criteggekend?

Thema 6: Nieuwe selectie criteria, toekomstige udpichten.

Een kwantitatieve analyse van Locatus en DTZ et dat de High Streets (de populairste vaak hgstbe winkelstraten)
de meeste fashion retailers trekken. Deze modebheanordt sterk vertegenwoordig op deze winkell@saén is afgelopen
jaren gestaag gegroeid, met name in Amsterdam owkain andere steden (Maastricht, Rotterdam enlelagr

12. Denk u dat retailers nieuwe criteria hanteren bij kiezen van deze High Streets? Zoals het maggmtbentieel,
schaalvergroting of de 24-uurs economie van denkelgebieden?

13. Voorziet u toekomstige(nog onbekende) criteria,fd#hion retailers zullen gaan hanteren?

* Gaat u akkoord om het resultaat van het onderzaek te verifiéren ?

Selection criteria

Please rank the following selection criteria:

« PERFORMANCE MEASURES
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« POPULATION STRUCTURE
« ECONOMIC FACTORS
« COMPETITION

« SATURATION LEVEL

« STORE CHARACTERISTICS

«  MAGNET

* You may add your own category if you feel thastbategory is missing from the list above. You raép leave out a
category if you feel that this category is not valet when selecting new stores.

Before the crisis (2006 - 2010):

After the crisi®2010 - 2014):

1 1

2 2

L 7, B

A, A,

L 2 1

B B

2, 2
Brands 2014: Primark Hennes & Inditex Bestseller Scotch & Soda G-star C&A We

Mauritz Fashion
Amsterdam 1 7 4 7 5 1 1 3
Amstelveen 1 2 2 1 1 1 1
Haarlem 2 1 6 1 1 1 2
Amsterdamse- 0 1 0 1 0 0 1 1
Poort
Boven'tY 0 1 0 1 0 0 1 2
Osdorpplein 0 1 0 2 0 0 2
Brands 2007: Primark Hennes & Inditex Bestseller Scotch & Soda G-star C&A We
Mauritz Fashion

Amsterdam 5 3 14 0 0 1 2
Amstelveen 1 0 0 0 1 1
Haarlem 1 0 0 0 1 2
Amsterdamse- 0 1 0 0 0 1 2
Poort
Boven 't Y 0 1 0 0 0 1 2
Osdorpplein 1 0 0 0 1 2
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