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Press release 
 

 

Stationary retail in Europe to grow by 2.1 percent 

in 2018 

GfK study on European retail 

Bruchsal, Germany, May 22, 2018 – GfK anticipates a 2018 nominal 

turnover growth of +2.1 percent for stationary retail in the 28 EU mem-

ber states.  But trends within the individual countries under review 

vary widely. While real-value growth is expected for countries such as 

France, Spain and Hungary, countries with low growth rates will come 

out less favorably due to slightly rising inflation. These are some of 

the insights from GfK’s newly published free study on European retail 

in 2018. 

The European economy faces major changes due to Brexit in addition to 

various economic and political challenges. Uncertainty about future trade 

conditions with the USA is raising concerns about the potential impact on 

European exports. As in previous years, GfK’s Geomarketing solution area 

explored the current and anticipated retail situation in Europe through a 

comprehensive analysis of key retail indicators. Featuring trend analyses 

for 32 European countries and a turnover prognosis for 2018, GfK’s free, 

downloadable study “European Retail in 2018” provides important orienta-

tion for retailers, investors and project developers.  

“All European countries were able to benefit from economic growth in 

2017,” explains Dr. Johannes Schamel, study lead and GfK retail expert.  

“On the whole, we anticipate continued growth in 2018 for Europe’s brick-

and-mortar retail, although turnover growth and price increases will cancel 

each other out in some countries.” 
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Overview of key insights 

 

 Purchasing power: In 2017, each citizen of the EU-28 countries had an average pur-

chasing power of €16,436. This equates to a nominal increase of 1.9 percent compared 

to the previous year. Among the EU countries, only Great Britain (-1.5 percent) under-

went a purchasing power decline, which is partly a result of the devaluation of the British 

pound. Great Britain aside, the momentum from previous years continued, with above-

average growth rates particularly in central and eastern European countries.  

 Turnover prognosis for 2018: The past year’s growth in demand was able to compen-

sate for stationary retail’s market share losses to online trade. For 2018, GfK expects 

nominal turnover growth of +2.1 percent in the 28 EU countries. But this is just slightly 

below the forecasted inflation rate, meaning that only modest real-value growth is antici-

pated for retail turnover in Europe. Thanks to continuing income increases, the top-rank-

ing eastern European countries of the previous years once again lead the pack in 2018. 

GfK expects robust growth rates for Bulgaria (+5.3 percent), Hungary (+6.0 percent), the 

Czech Republic (+6.5 percent) and Romania (+7.5 percent). 

 Inflation: With an inflation rate of 1.7 percent in 2017, the EU-28 nations once again 

neared the European Central Bank’s (ECB) proclaimed +2.0 percent target for consumer 

prices. Consumers had to reach deeper into their pockets for the same goods in many 

eastern European countries, which had struggled with deflation in the preceding years. 

Because the ECB has announced that it will not touch base interest rates until 2019, GfK 

anticipates a retail trend in 2018 similar to that of last year. An EU-wide price increase of 

1.9 percent is expected. It is important to note that this prediction assumes no further es-

calation of the trade dispute between the EU and the United States. 

 Sales area provision: In 2017, there was an increase in the absolute retail space in the 

European countries under review. The only exception were the Netherlands at -0.4 per-

cent. But a different picture emerges at the per capita level: In half of the studied coun-

tries, per capita sales area remained constant or even declined. Per capita values for 

this indicator range widely across Europe. For example, inhabitants of the Benelux coun-

tries (1.48 -1.64m²) have more than twice the retail shopping space available to inhabi-

tants of Romania (0.72m²). 

 Sales area productivity: As in the case of per capita sales provision, sales area 

productivity varies across Europe. For example, this indicator dropped in Sweden by -1.5 

percent to €6,000/m², which is still a high level. Belgium also experienced declining sales 

area productivity in 2017, although the drop was relatively minor at just -1.1 percent. In 

Hungary, restrictive planning regulations along with protectionist tendencies slowed the 

expansion of international retailers. As a result, there was limited development of new 
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large-scale retail spaces. Strong growth in retail turnover fueled sales area productivity, 

which grew by +6.9 percent to €2,997/m² over the past year. Dynamic growth in sales 

area productivity counterbalanced to some degree rising rental costs in tight commercial 

real estate markets in other eastern European countries as well.  

About the study 

GfK analyzed the following market indicators for a total of 32 European countries: purchasing 

power, retail turnover and the retail share of the population's total expenditures. The study also in-

cludes a forecast for retail turnover in 2018 as well as an evaluation of the fashion segment, which 

faces pressures from e-commerce, among other things. The publication examines consumer price 

trends, sales area provision, sales area productivity and additionally includes a four-page analysis 

of the retail impact of changes to Sunday opening hours in Hungary. GfK’s turnover and purchasing 

power calculations are carried out in euros, based on the European Commission’s exchange rate 

prognosis of November 9, 2017. The editorial deadline was April 2018.  

GfK’s study is available as a 24-page PDF in German at www.gfk-geomarketing.de/handel-europa 

and in English at www.gfk-geomarketing.com/european-retail. 

Print-quality illustrations can be found here.  

About GfK 

GfK connects data and science. Innovative research solutions provide answers for key business 

questions around consumers, markets, brands and media – now and in the future. As a research 

and analytics partner, GfK promises its clients all over the world “Growth from Knowledge”.  

For more information, please visit www.gfk.com  

or follow GfK on Twitter: www.twitter.com/GfK.  
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