
B L U R R E D  L I N E S ,  

C L E A R  S T R A T E G Y

Global  
LUXURY 

Retail

2 0 2 5  O U T L O O K



02

Welcome

Luxury spend and performance 
is undergoing a period of 
turbulence, of transition. 

Luxury now means so much more than product, for brands it 
is increasingly about the connection they have with their customers. 

This is being reflected in store portfolios, curation of unique and 
exclusive events and the move into hospitality,  whether that 
be travel or food; the lines between retail and experience are 

blurring. And while recent turbulence is generating uncertainty, 
it is also shining a light back on the foundational pillars of luxury; 

creativity, craftsmanship and scarcity, pillars that will define 
a clear strategy going forward.

WELCOME 

Words by Anthony Selwyn  
& Marie Hickey
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Welcome

We are at a moment in the industry where 
there is terrific change, particularly in 
terms of leadership, both creative and 
corporate, which we believe will provide 
a necessary injection of creativity, 
excitement and growth. 

A clear strategic focus through 2025 
and beyond will prove paramount 
amongst brands whilst they explore new 
markets and attend to existing portfolios, 
particularly in light of wider market 
conditions. Navigating luxury globally 
is complicated and whilst we are seeing 
brands take the opportunity to expand 
their presence, careful consideration is 
required more than ever to find the best 
paths to success. This is already being 
reflected in the store expansion witnessed 
in 2024, with a shift back to markets with 
high concentrations of wealth, particularly 
those with international visitor reach.

Beyond those geographical trends in store 
expansion, this publication explores a 
range of themes touching on the recent 
flurry of creative director changes, whether 
the enlargements in store footprints 
exacerbated the slowdown, and rental 
trends across the world’s premier luxury 
destinations. We provide our thoughts on 
how the return to the foundational pillars 
of luxury could translate into real estate 
strategies, identifying those top markets 
that align with this refocus. 

There are contributions from our local 
experts in the Middle East and London. We 
also spoke to Sunny Gill from Gill Capital, 
who took us through the opportunities 
a strategic partnership could deliver in 
a diverse region such as Southeast Asia. 
Likewise, the custodians of Oslo’s premier 
luxury destination, Promenaden, and the 
world’s oldest department store, Steen 
& Strøm, provided their insights to why 
Oslo is bucking the wider trend and seeing 
growing luxury spend and what the future 
holds for the city as a luxury destination. 

Looking to 2025 and beyond, 
we set out the key factors that 
will shape luxury real estate 
strategies. These include;

Our connected global team, unrivalled 
knowledge of brand requirements, thought 
leadership and market intelligence from 
our specialist luxury retail research team 
means we have a unique global offering. 
An offering that allows us to advise on 
locations, values and key property criteria 
throughout all major markets across the 
globe. The current flux in the market is 
generating challenges, but also has the 
potential to deliver new and exciting 
opportunities.

Challenging market conditions to 
continue over the short term. Store 
expansion to slow through to 2026. 

VICs to become a central pillar 
in real estate strategies 

Laser focus on wealth centres 
with international reach

Dynamic markets in Asia and the 
Middle East to provide exciting, 
new growth prospects

Greater scrutiny on partnerships 
in diverse regions 

Flurry in creative director 
changes to shape store 
portfolios in 2026 and beyond

Localisation of store portfolios and 
the brand experience to intensify
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2024 saw an unexpected increase in store 
openings, albeit this reflects sentiment in 2022 
and 2023 when these real estate decisions 
were made. We explore what the regional 
and city hotspots were and what drove the 
acceleration in jewellery store openings. 

Page 06
Page 24

Page 14

Page 20 Page 26

01 Store expansion trends

02
We sat down with Sunny Gill from Gill 
Capital to discuss the evolution of the 
Southeast Asian market, the future of 
retail in the region and the crucial role 
an expert partner plays in navigating 
such a diverse and dynamic landscape.

Interview: Maximising  
opportunities in Southeast Asia

03
Store portfolios have not kept pace with 
global wealth creation and there is still 
opportunity for growth over the longer term. 
But the next era of expansion will mark a 
return to luxury fundamentals and a move 
away from a global to a hyper-local strategy.

Wealth creation and the 
evolution of store portfolios

Our cross-border lead in the Middle 
East, Thea Rowe, takes us through the 
opportunities the region offers and what 
brands need to know if they are to maximise 
their reach in this fast-paced market.

04 The Middle East:  
Best route to market

We explore what the recent peak in creative 
director changes could mean for luxury real 
estate going forward.

05 Creativity in flux
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06
Rental trends across the world’s premier 
luxury retail destinations are examined with 
an outlook for 2025 and beyond.

Rental trends

08
Looking to 2025 and beyond, VICs will form a more 
important pillar in real estate strategies. From a 
market selection perspective, this evolving strategy 
will mean a greater spotlight on those markets 
where wealthy customers concentrate, whether 
it is where they reside or visit. We identify these 
markets and explore the growth markets of the 
future.

Return to foundational pillars

Store expansion trends

Page 28

07
We talk to the custodians of Oslo’s premier 
luxury destination, Promenaden, also home 
to the world’s oldest continuously running 
department store, Steen & Strøm, to explore 
why Oslo is bucking the wider slowdown. 
We touch on the unique challenges and 
opportunities within the Nordic market and how 
they continue to redefine customer experiences 
in an ever-changing luxury landscape.

Interview: Why some smaller 
destination markets are bucking 
the wider slowdown

Page 32

Page 38

10
We outline luxury real estate’s clear strategy for 
2025 and beyond and the key trends to expect.

Looking to the future

Page 42

09
London’s Sloane Street has undergone a £46 
million transformation of its public realm, 
funded by the Cadogan Estate who are long-
term majority owners on the street and its 
surrounding area. Cameron Scott, takes us 
through what has been driving the street’s 
renaissance and what to expect next.

Sloane Street, London:  
A hyper-local destination 
with international reach

Page 40
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2024 saw an unexpected increase in new 
store openings with an increased focus 
on the Asia Pacific region beyond China 

Store expansion 
TRENDS 

11%

E U R O P E

18%

N O R T H  A M E R I C A

24%

( E X C L .  C H I N A )

A S I A  P A C I F I C

40%

C H I N A

Share of new openings
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Store expansion trends
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In 2024, the biggest growth region in count 
terms was the wider Asia Pacific region 
(excluding China). Accounting for 24% of all new 
openings, accelerating past North America and 
Europe, with a 52% increase. Japan remained the 
biggest market, no doubt reflecting the strength 
of domestic and visitor spend in 2022 and 2023, 
particularly that coming from China. Thailand, or 
rather Bangkok, was also key to growth coming 
second to Japan. 

Bangkok had the largest 
number of overnight 
international arrivals in 2024.

Dior and Louis Vuitton have invested significantly 
into Bangkok with the opening of Dior Gold 
House and LV The Place Bangkok. As a result it 
has been gaining attention from a wider variety 
of luxury brands, attracted by its relatively 
under-served domestic population and growing 

international 
visitor appeal; for 
example, according 
to Euromonitor, 
Bangkok had the 
largest number 
of overnight 
international arrivals 
in 2024. We talk to 
Sunny Gill from Gill 
Capital Partners 
on the appeal of 
Bangkok and the 
wider Southeast 
Asian region and 
how partnerships 
can help brands 
navigate and 
capitalise on 
opportunities in the 
region (page 14). 

Source: Savills Research  
(Note: new store expansion  
analysis excludes concessions, 
pop-ups, relocations, upsizing 
and re-openings after refurbish-

ments). 

Following the slowing in new store openings 
in 2023, last year bucked the trend with a 12% 
annual increase globally. This pick up will be a 
reflection of sentiment in 2022 and 2023, as 
this is when the majority of these real estate 
decisions were made, rather than a reflection of 
current sentiment. 

China continued to be a powerhouse, responsible 
for 40% of all new global openings, reflecting a 
10% year-on-year increase, though this marks a 
slowdown from previous trends, primarily due 
to the opening of IFC Nanjing in the second 
half of 2024. Despite this, China’s global share 
did contract. This data masks the fact that 
several major brands have been closing stores in 
China while consolidating and focusing on key 
markets,” adds Kelly Cheng, Savills Cross Border 
lead in China.

Looking forwards, with new retail developments 
and expansions slowing, we expect to see China’s 
share of new openings contract again next year. 

4%

M I D D L E  E A S T

2%

L AT I N  A M E R I C A

( I N C .  C A R I B B E A N )

1%

N E W  Z E A L A N D

A U S T R A L I A  &
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Moving 
back up the 
AGENDA 

G L O B A L  &  K E Y  G AT E W AY  C I T I E S 

Large, affluent, 
domestic-focused 
markets still hold 
plenty of appeal to 
expansive brands, 
but 2024 did see 
a shift back to 
global and key 
destination cities. 
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Global and key gateway cities 
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2024 marked the start of a recalibration of real 
estate strategies. In the immediate aftermath 
of the pandemic, with reduced international 
travel, brands focused attentions on large, 
affluent, relatively under-served domestic 
markets – particularly in China. These markets 
still hold appeal as brands look to get closer 
to their customers, with 33% of 2024 new 
openings in domestic-focused cities. 

As we forecast last year, the return in 
international travel meant global alpha cities 
and smaller gateway/destination cities moved 
back up the agenda (see figure 01). The refocus 
of global alpha cities is also underpinned by 
the larger concentration of high net worth 
individuals (HNWI) in these markets. Their 
spend has proved to be more resilient to the 
current slowdown, as reflected in the strong 
performance seen across a number of ultra-
luxury brands – such as Chanel and Hermès.

Global alpha cities in the Asia Pacific, Shanghai, 
Beijing and Tokyo took the top three spots 
when it came to new store openings in 2024.

All three reported year-on-year increases in 
new openings compared to 2023, as did two 
other global alpha cities in the region, Hong 
Kong and Singapore. Again, a reflection of 
sentiment in 2022 and 2023 , rather than that 
in 2024.

While Hong Kong saw improved levels of 
activity, they were still below pre-pandemic 
activity. A recalibration in its luxury market is 
currently underway. Following several years 
of store contraction, upsizing in key locations 
is slowly starting to gather pace – Tom 
Waterhouse in our Hong Kong team adds “the 
city’s high concentration of HNWI is starting 
to garner renewed interest, albeit current 
market conditions are weighing on decision 
making”. The rebase in prime rents, which are 
34% lower than 2019 levels, is also helping 
to facilitate this new activity. For example, 
press reports suggest that Louis Vuitton are 
considering a new 4,000 sqm store in the city 
that would include a museum, café and VIP 
lounge. However, appetite remains extremely 
focused.

F I G U R E  0 1 :  N E W  O P E N I N G S  B Y  M A R K E T  T Y P E

SOURCE: Savills Research (Note: new store expansion analysis excludes concessions, pop-ups, relocations, upsizing and re-openings after refurbishments).

Global (alpha) cities Destination / gateway cities Domestic focused cities Leisure / resort markets

2019

2023

2024

45%

43%

61%

16%

15%

19%

33%

34%

17%

6%

8%

4%
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Global and key gateway cities 
B

L
U

R
R

E
D

 
L

I
N

E
S

 
|

 
C

L
E

A
R

 
S

T
R

A
T

E
G

Y
G

L
O

B
A

L
 

L
U

X
U

R
Y

 
R

E
T

A
I

L



Availability challenges 
continue to limit new 
activity in Europe 
and North America’s 
key markets
Global alpha cities in Europe 
and North America saw 
fewer new openings in 2024 
compared to the prior year, 
reflecting availability challenges 
rather than lack of appetite. 
For example, vacancy on 
London’s Bond Street, Avenue 
Montaigne, Paris and New York’s 
Madison Avenue is back at, or 
below, pre-pandemic levels. 
These availability pressures 
are being compounded by a 
greater scrutiny on ‘pitch’ and 
building quality by brands. As 
a result, competition for the 
‘best’ opportunities have been 
significantly acute. In some 
instances, this has seen the 
return of ‘key money’ – a regular 
feature of the market almost ten 
years ago. 

The increased scrutiny on 
opportunities reflects the more 
considered and longer-term real 
estate strategies luxury brands 
are adopting, preferring to wait 
for the right opportunities. 
This has translated into real 
estate acquisitions in the more 
availability constrained markets 
such as Paris, London and New 
York by a number of the larger 
groups and brands. A trend we 
picked up in last year’s report 
that continued into 2024. 
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G L O B A L  ( A L P H A )  C I T I E S  2 0 2 4  R A N K I N G S 

01
Shanghai

02
Beijing

03
Tokyo

04
New York

05
Singapore

06
Paris

07
Dubai

08
London

Hong Kong
SOURCE: Savills Research

2024 new openings
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Global and key gateway cities 
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Bangkok became the 
top‑ranking destination 
city in 2024
Looking beyond the global alpha 
cities to smaller destination cities 
globally, those in Asia Pacific 
dominated the ranking – supported 
by improving international 
arrivals, particularly from Chinese 
nationals. Bangkok was a stand-
out performer, followed by Seoul. 
Vietnam’s Ho Chi Minh City 
continued to see good levels of 
activity, despite being slightly 
down on the activity seen in 
2023. Matthew Powell, from 
Savills Vietnam adds “a growing 
affluent domestic population and 
increasing tourist arrivals, means 
we’ve seen improving appetite 
from luxury occupiers.”

They may not have made the 
top five, but several smaller 
European destination cities also 
saw new store activity in 2024. A 
number of these are defying the 
global slowdown and reporting 
improving luxury spend. Norway’s 
Oslo is a prime example. We talk 
to Justin Johnston-Taki, Senior 
Vice President at MARK Capital 
Investments alongside Annette 
Lund, CEO of Promenaden 
Management and David Wilkinson, 
Executive Director of Steen & 
Strøm to explore why Oslo has 
been bucking the trend and what 
the future holds (see page 32). 

01
02
03
04

D E S T I N AT I O N /  G AT E W AY  C I T I E S  2 0 2 4  R A N K I N G S 

Bangkok

Seoul

Ho Chi Minh

Osaka

05 05

Bahrain Miami
Availability pressures 
are being compounded 
by a greater scrutiny 
on ‘pitch’ and building 
quality by brands.

2024 new openings
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JEWELLERY 
CONTINUES TO 
ACCELERATE
The largest parts of the luxury market, fashion 
and accessories, jewellery and watches and 
specialist watch-only brands all saw an increase 
in new store openings globally in 2024. Albeit, 
this does reflect previous sentiment levels 
assuming lead in times between agreements 
and store openings can be in excess of one year. 
Fashion continued to dominate, representing 
68% of all new openings globally, but it was 
the jewellery and watch segment that led the 
acceleration – reporting a 25% year-on-year 
increase in new openings. This was a continuation 
of 2023 activity, as it was the only segment to 
report an increase in new store activity that year.

Hard luxury, which is jewellery and watches, 
would appear to be weathering the slowdown 
better than other parts of the market. 
Richemont, who own Cartier and Van Cleef & 
Arpels, for example, reported a 10% increase 
in sales over the final quarter of 2024. This will 
be underpinning confidence in further store 
expansion. In a similar vein, those groups and 
brands that have reported weaker results have 
slowed new acquisitions, although remain 
extremely competitive on prime opportunities in 
key global markets. But, judging by past trends, 
the current peak in creative director moves in 
the fashion segment is likely to translate into a 
resurgence of activity in two to four years time.  
A trend we explore in more detail on page 26. 
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Jewellery continues to accelerate
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Hard luxury would appear 
to be weathering the 
slowdown better than 
other parts of the market.

13

Jewellery continues to accelerate
B

L
U

R
R

E
D

 
L

I
N

E
S

 
|

 
C

L
E

A
R

 
S

T
R

A
T

E
G

Y
G

L
O

B
A

L
 

L
U

X
U

R
Y

 
R

E
T

A
I

L



We sat down with Sunny Gill, who joined the 
family business when Gill Capital was formed in 
2007, to discuss the evolution of the Southeast 
Asian market, the future of retail in the region 
and the crucial role an expert partner plays in 

navigating such a diverse and dynamic landscape.

By Phoebe Bohana

MAXIMISING  
opportunities  

in Southeast Asia 

S U N N Y  G I L L  |  G I L L  C A P I TA L 
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Interview: Sunny Gill, Gill Capital
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Southeast Asia, with its 
combined population of nearly 
700 million, is the world’s third-
most populous economy. For 
brands looking to make their 
mark on the world stage, this 
region is a strategic goldmine. 

The region – and the 
opportunities it presents to 
brands today – looks vastly 
different from how it did in 2007, 
when seasoned entrepreneur J.S. 
Gill first established Singapore-
based Gill Capital. Drawing on 
his extensive knowledge and 
expertise in both the region and 
the retail sector, following the 
phenomenal success of RSH, Gill 
transformed global brands into 
local retail powerhouses through 
strategic franchise partnerships.

From 1977 to 2007, J.S. Gill 
transformed RSH from a single-
store operation into a pan-
Asian powerhouse, securing 
the franchise rights for over 
65 internationally-renowned 
brands spanning sports, golf, 
lifestyle, athletic and fashion. 
These included Zara, Massimo 
Dutti, Mango, Pull & Bear, Ted 
Baker, Mizuno, Tag Heuer, 
Reebok, Nike, Adidas, Puma, New 
Balance, Quiksilver, Billabong and 
many more.

With a network of 1,150 stores 
and shop-in-shops across 38 
countries, RSH played a pivotal 
role in shaping the region’s 
retail landscape, setting new 
benchmarks for growth and 
excellence.

Sunny has played a key role in 
launching the H&M franchise in 
Southeast Asia and has helped 
establish 10 retail and food & 
beverage concepts in the Dubai 
Mall. Reflecting on the challenges 
his father faced in 2007, he notes 
that today, ‘it takes longer to 
convince brands to open here 
[Southeast Asia].’ However, 
under the Gill Capital umbrella, 
the tide is turning, with global 
brands increasingly recognising 
the region’s unparalleled 
exposure and opportunities.

It takes longer to convince brands to open here. 
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Interview: Sunny Gill, Gill Capital
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It seems that Bangkok has 
become a hot market for 
luxury brands recently, LVMH 

have very recently launched Dior Gold 
House and ‘LV The Place Bangkok,’ 
both architecturally stand out brand 
experiences, but appreciate it hasn’t 
always been top of the agenda.  
What has been driving this change? 

From our perspective, it 
seems that franchise 
partnerships are becoming a 

more strategic consideration for brands 
looking to grow their global footprint 
across a wider range of markets. Is this 
something you’re seeing in Southeast 

I should start by saying that it has 
been a long journey to reach this 
point. We’ve been in retail in the 

region for 50 years and even as recently 
as 15 years ago, the region was still seen 
as a collection of small, disconnected 
markets or a fragmented market with 
limited connectivity. Singapore has long 
been regarded as one of the most mature 
markets and a showcase for the region. 
However, over the past decade, Bangkok 
has transformed into a global destination. 
I believe that last year, Bangkok was 
the most-visited city globally. 
The development of new 
hotels – particularly luxury 
properties – has played 
a key role in attracting 
affluent travellers. However, 
it’s not just wealthy tourists 
fuelling this growth; 
Thailand itself has a rising 
affluent population, a trend 
mirrored across the region, 
particularly in the Philippines and 
Indonesia, where residents frequently 
travel to Bangkok.

This increasing spending power has 
caught the attention of international 
brands, including luxury players, who 
are now recognising the compelling 
opportunities the market has to offer.

In our experience, forming 
a trusted partnership has 
consistently been the most 

effective route into Southeast Asian 
markets. While the definition of Southeast 
Asia may vary, it invariably comprises 
multiple fragmented markets, each with 
distinct taxation structures, import tariffs 
and real estate landscapes – making 
direct entry challenging for brands.

For brands entering directly, the process 
can be cumbersome. They must establish 

new entities, recruit talent and build 
local relationships, all of which 

come with a steep learning 
curve and significant 

costs. A trusted partner 
eliminates these 
hurdles, providing a 
faster, more efficient 
path to market. This 
is especially critical 

in such a diverse and 
fragmented region.

Beyond operations, 
cultural and consumer 

nuances also play a key role. 
While luxury consumers share similarities 
globally, the way brands connect and 
build communities differs by market. 
For example, in Thailand, the dominant 
messaging platform is Line, with each 
shop maintaining its own account to 
foster micro-communities and direct 
communication. Cultural preferences 
also influence product selection and 
marketing – consumers here tend to be 
more subtle and conservative. Brands that 
misinterpret these nuances risk alienating 
their audience, making it difficult to 
rebuild trust. A strong local partner helps 
brands navigate these complexities, 

We’ve been 
in retail in 

the region for 
50 years.
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Is there a real estate angle to this too?

Absolutely. In my view, Thailand boasts 
some of the best mixed-use destinations 
in the world, i.e. vibrant spaces that blend 

living, working and leisure into one ecosystem. 
These dynamics have garnered a lot of attention 
and fuelled intense competition. Local landlords 
are more receptive to working with local entities, 
such as us, as they find it cumbersome to deal 
with foreign entities, even if they are big global 
names. Brands need to focus on what they’re best 
at, rather than navigating the complexities of the 
Southeast Asian market, which can detract from 
what they do well – delivering their product.

So, what sets you and Gill Capital apart in 
terms of your partnership approach?

We have been around for a long time, 
so we really understand the market and 
its nuances. We’ve got a great track 

record. The fact that we are only focused on 
retail, and want to remain focused on retail, also 
sets us apart. We can give our business partners 
dedicated attention. We’ve also been good at 
identifying successful brands early on in their 
evolution and nurturing those relationships until 
they are ready to explore new international 
markets. As a family business, which is also 
fundamental to our approach, we believe in 
fostering long-term, personal relationships with 
our partners, some of which go back two to three 
decades. This means that our values must align 
with those of our partners. We’ve honoured every 
commitment we’ve made, our partners trust 
us, both brands and landlords. The trust we’ve 
developed with those landlords is absolutely 
key considering how competitive the market has 
become, and selecting a partner who can deliver 
operational excellence is vital – but one that can 
also secure prime locations is critical to success. 
For us, reputation supersedes profit, and we 
believe this sets us apart and has been critical to 
our longevity and success. 

The fact that we are only focused 
on retail, and want to remain 
focused on retail, also sets us 
apart. We can give our business 
partners dedicated attention.

How do you decide which brands you’d 
like to work with?

Our philosophy is that a product must stand 
on its own. We evaluate brands through 
the lens of the consumer to ensure they 

pass the ‘consumer test.’ This approach has been 
instrumental in our success, allowing us to identify 
promising brands early and nurture long-term 
relationships.

Beyond just initial potential, we look for brands that 
demonstrate continuous evolution. We need to feel 
confident in their long-term viability, as sustainable 
success is key to delivering strong returns for 
both sides. Our due diligence is extensive – not 
only assessing performance but also analysing 
consumer engagement, particularly through social 
media interactions across the region. A critical 
question we ask is: Is the brand resonating with our 
local clientele?

The evaluation process is more rigorous than ever. 
We ask tough, strategic questions – ones that go 
beyond traditional metrics. But this is a two-way 
process. Brands are also evaluating us in greater 
detail, spending time with us personally and 
gaining transparency into our operations.

In fact, we encourage prospective partners to 
visit the market independently to assess our 
operations first-hand. This is the best way to 
validate our credentials, strength and commitment 
to excellence at every level.
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Can you tell us about how franchise 
partnerships work, is there a typical structure?

For businesses that are relatively 
new (around five years old) 
and looking to expand into new 

markets, franchising is often a more 
practical route. Many emerging brands lack 
the excess capital required for direct entry, 
not to mention the additional challenges 
that come with market expansion. 
Franchise partnerships are a completely 
different way of doing business, as the 
brand is putting their trust in a partner to 
execute what they’ve done in their home 
market. That’s why having an experienced, 
trusted partner is absolutely key. How we 
work, is that we ask the brand for their 
playbook – with everything we need to 
know to deliver a store experience exactly 
as they would if they were operating 
directly. The brand still has control over 
branding and marketing, although we do 
provide advice on what might need to 
be different, drawing on our extensive 
consumer insights. There is no investment 
cost to the brand, as we would have full 
control of the P&L (profit & loss), and this 
is why this type of structure can be so 
appealing to brands. 

For us, because of that ‘consumer lens’, 
we do need product pricing to largely 
align with that of the brand’s home 
market. In the luxury space, particularly, 
consumers travel and know when there 
are huge price differentials, and we want 
to respect our customers. Brands may 
need to absorb part of the import duties 
in order to better align pricing, but we 
think this is crucial to driving growth 
and maintaining sustainable returns. In 
terms of deal structure, this can vary 
from deal-to-deal and can be based on a 
discounted wholesale or royalty structure. 
The length of these partnerships is 
becoming more important from a return 
perspective, considering the rising value 
of the real estate; partnerships typically 
last a minimum of five years with an 
option to renew at the end of the term. 
For us, we want longer-term partnerships 
as short term doesn’t stack up, it’s why 
working with consistently evolving 
brands is important. For brands this is 
also key, as the diversity of the Southeast 
Asian market means that it needs to be 
a mid to long-term play.

Luxury 
shoppers in  

our region are 
also global 
travellers.
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Clearly the consumer is absolutely central to your approach, 
is there anything unique about the wealthy luxury consumer 
in Southeast Asia that brands should be aware of?

 And where 
are the new 

opportunities?

Luxury shoppers in our region are also global travellers. 
While there may be subtle cultural differences, they are 
well-acquainted with a wide range of luxury brands and 

expect the same level of experience in Bangkok or the region as 
they would in Paris or Milan. Consistency is key – not just in the 
product itself but in the overall brand experience. The look and feel 
of the store must reflect the brand’s home market, which is why we 
invest heavily in our retail spaces to achieve this standard. Before 
any new store opening, representatives from the brand’s visual 
merchandising and marketing teams visit to ensure alignment.

However, it’s not just about aesthetics. Service quality and staff 
expertise must also meet the same high standards. To ensure 
this, we work closely with our partners to provide comprehensive 
training. Our senior store employees undergo training in the 
brand’s home market before the first store launch in our region, 
with annual follow-ups to maintain consistency.

For us, this level of commitment signals a brand’s true investment 
in the partnership. If a brand is unwilling to engage in this process, 
it raises concerns about their long-term commitment – something 
we take seriously.

What, if any, are the challenges facing brands entering 
Southeast Asia over the next five years?

The biggest challenge that brands face is access to best-
quality real estate; we’re seeing more and more brands 
competing for the same spaces, ultimately driving rents. 

Selecting a franchise partner than can deliver this access should 
be key. This is also creating challenges for us as a franchisee, 
these rising costs are squeezing our returns. Trying to convince 
brands that the region is a big enough opportunity has also been a 
challenge, more so with US brands, which we get considering the 
size of their home market. But with the likes of LV and Dior making 
big investments (‘LV The Place Bangkok’ is a first-of-its-kind, 
360-degree concept that includes an exhibition, store, café and fine 
dining restaurant) we’re definitely seeing other luxury brands take 
note. Geopolitical tensions are obviously very high at present, but I 
would say the luxury customer base in Southeast Asia is relatively 
insulated from global shifts, their wealth is largely derived from 
domestic enterprises. Everyone pulls back in difficult times, but if 
you know who your consumer is, then you can jump that obstacle. 

There is still significant growth 
potential for Bangkok and 
Thailand as a whole. The 

legalisation of casinos, along 
with the relaxation of visa 
requirements for certain 

nationalities, is expected to 
further boost tourism.

Meanwhile, smaller markets 
like the Philippines and 

Malaysia are also expanding, 
indirectly enhancing Bangkok’s 

appeal as shoppers from 
these countries travel here for 

retail experiences.

The high-end resort market 
in the region is particularly 

interesting, with Bali standing 
out. For example, Aman 

has established three Aman 
resorts there, while Thailand 
currently has one in Phuket, 
with a second set to open in 

Bangkok soon. Resorts in these 
destinations are exceptionally 

safe, and the overall hospitality 
offering continues to improve, 
attracting a growing number 

of affluent travellers.

The outdated perception 
of Southeast Asia as 
an underdeveloped 

region is fading, and it is 
encouraging to see more 
global brands recognising 

the vast opportunities 
that exist here. 
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Luxury store expansion has tracked global 
luxury sales. Bain estimates that personal luxury 
goods sales have grown by an average of 5% per 
annum in the 10 years to 2024, with store count 
across 19 of the most valuable luxury brands 
trailing slightly with a 3% growth (see figure 02). 
Yet, when benchmarked against wealth creation, 
or rather the population of high net worth 
individuals (HNWI), provision has been falling. 

Store portfolios relative to global HNWI 
populations peaked in 2016 (see figure 03) and 
have since contracted to reach 100 stores per 
million HNWI’s. This contraction is in response 
to the 8% annual growth in the world’s HNWI 
population over the last 10 years. This disparity 
in growth is more pronounced in China, where 
HNWI populations have expanded by an average 
of 27% per annum against store expansion of 6% 
per annum. A key enabler of footprint expansion 
in China has been the new retail development 
that has taken place in the country. 

All of this has culminated in a situation where 
China, despite seeing falling store provision 
relative to its HNWI population, is better supplied 
compared to larger, more mature markets such 
as the US. Based on this example, China has 
109 stores per million HNWI, double the 56 in 
the US (see figure 04). No doubt a sizeable 
store presence would have had a significant 
impact on like-for-like comparisons as demand 
and spend started to slow in China. For some 
brands, a relative ‘over exposure’ through their 
store network may have dented consumer 
perceptions of exclusivity, feeding through to 
sales performance.

But we are not looking at an over supply and 
there’s still growth potential in China over the 
longer term. Relatively larger store footprints in 
China, subject to wider market conditions, have 
been historically more supportable from a margin 
perspective due to lower operational store costs 
(property and staff costs). This was a feature 
that drove store expansion in China’s second 
and third-tier cities in the immediate aftermath 
of the pandemic.

Store portfolios have lagged global wealth creation; opportunity for 
growth over the longer term persists. But the next era of expansion 
will mark a return to luxury fundamentals and a move away from a 

global to a hyper-local strategy. 

Wealth creation + 
the EVOLUTION of 

store portfolios
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Whether there is potential to expand store 
portfolios is not the question. The question is, 
what will future delivery will look like? To date, 
the strategy has been largely global – delivering 
new stores across a range of markets that are 
relatively similar. Larger brands have been 
increasingly looking to their stores in key markets 
to better connect with customers by incorporating 
cultural and experiential aspects, alongside 
amenities for their VIP customers. The next 
stage of that evolution will be shaped by current 
learnings. As Bain articulates, a return to the 
foundational pillars of luxury, which is rooted 
in creativity, craftsmanship and scarcity, but 
with hyper-local sensibilities. 

What does this look like? Well, it’s more than just 
bigger, architecturally unique and experience-led 
spaces. It’s the creation of spaces and experiences 
that embody the brand. It’s a strategy that needs 
to be reflected across product development and 
the supply chain. For example, creation of market-
specific products that keep customers engaged, 
giving them a reason to visit brand stores 
wherever they are in the world, delivering true and 
unique destinations. Key to this will be customer 
service – which, judging by a recent BoF and 
McKinsey survey, has worsened1. Securing talent 
that can embody the brand and connect with 
customers is perhaps the new battleground. 

F I G U R E  0 4 :  G L O B A L  P E R S O N A L  L U X U R Y  G O O D  S A L E S  V S .  S T O R E  C O U N T  
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1 BoF & McKinsey, 2025. State of Fashion: luxury. Consumers were asked whether they thought the in-store luxury experience 
had got better, worse of stayed the same over the last few years; the net balance of +15% said that it had worsened.
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T H E  M I D D L E  E A S T

The Middle East offers an exciting opportunity 
for international operators to enter a fast-paced 
market which has recently become more accessible. 
Being geographically placed between East and 
West means we are seeing appeal from across 
the USA, UK, Europe and Asia, as brands make 
strategic decisions to enter a market that is more 
easily accessible to a global audience. According 
to a 2025 Global Consumer Outlook, published by 
AlixPartners, the UAE and Saudi Arabia are among 
three (out of nine) countries set for net increase 
in consumer spending for 2025. From a luxury 
perspective, Dubai and Abu Dhabi topped Savills 
Dynamic Wealth Index, which rates markets in 
terms of their potential attraction to HNWI – with 
the UAE estimated to have seen a net inflow of 
6,700 HNWI in 2024, more than any other country. 

Set against many other countries, this positive 
outlook means we have seen an increase in demand 
across all sectors, notably from international F&B 
operators. There has been exponential growth in 
the region for F&B, with the market set to more 
than double over the next four years.

There are several factors that should be considered 
when entering the Middle East market. Firstly, not 
to expect what you know of the process at home. 
Brands need to have carried out all due diligence, 
have relevant licences and partnerships set up, to 
then be ready to place financial offers within just a 
couple of weeks. We are seeing many examples of 
developers expecting and receiving full financial and 
conceptual bids within 2-4 weeks. Therefore, without 
the required due diligence, international operators 
will struggle to work within such tight time frames. 

BEST ROUTE 
TO MARKET
Our cross-border lead in the Middle East, takes us through the 
opportunities the region offers and what brands need to know 
if they are to maximise their reach in this fast-paced market. 

By Thea Rowe
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With limited 
availability and 
high demand, 
the more agility 
brands have with 
their requirement 
the better.

With limited availability and high demand, 
the more agility brands have with their 
requirement the better – particularly in 
some of the prime areas and developments. 
Whilst we would not expect operators 
to make compromises that would have a 
detrimental impact on their brand, if they 
can adapt to this it would help expedite 
their entry to the market. 
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CREATIVITY 
IN FLUX

Considering weaker performance across the 
industry, it is no surprise that brands are looking 
to creative resets in order to reboot performance. 
Over the last 12 months, we have seen creative 
director moves across 20 brands – a new peak. 
Big  announcements include Matthieu Blazy taking 
the helm at Chanel and Demna Gvasalia stepping 
in at Gucci. Brands are looking to new creative 
leads to spearhead a renewed product offering 
and marketing message, all the more important 
in the current environment. 

The success of these new appointments will 
become apparent in the designer debuts and 
subsequent market performance. And while new 
creative leads will reshape product offerings, 
they also have the potential to reshape brand 
real estate strategies.

Looking to previous creative director changes 
across the most valuable brands in the industry, 
increases in retail floorspace accelerated in year 
two and year four, post appointment – with year 
four being the peak year (see figure 05). Based 
on recent creative moves, 2026 and 2028 could 
see an acceleration of new store openings and/
or upsizing for those brands who have welcomed 
new creative leads, albeit subject to the success 
of those appointments. This will also prove more 
pronounced for those ‘smaller’ brands that have 
seen changes. 

It will not just be about the quantum or size of 
stores. The nature of the space and the store 
experience will also be shaped by these changes, 
as these spaces look to embody the brand and 
the evolving creative direction. 

What the recent peak in creative director 
changes could mean for luxury real estate

Total retail space change (average)

Year 1 Year 2 Year 3 Year 4 Year 5 Year 6

F I G U R E  0 5 :  C H A N G E  I N  R E TA I L  F L O O R S PA C E  P O S T  C R E AT I V E  D I R E C T O R  A P P O I N T M E N T S

SOURCE: Savills Research using GlobalData (Note: analysis based on creative director changes at Dior, 
Louis Vuitton, Burberry, Gucci and Loewe between 2015-20).

2.1% 3.7% 3.2% 5.8% 1.7% -0.2%
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A change of creative director 
is not the only factor that can 
shape real estate strategies. 
As we covered in our 2022 
report, M&A activity often 
translates into new store activity 
– particularly where the big 
groups are acquiring/investing. 
One micro-trend in the luxury 
watch space has been the 
‘resurrection’ of once dormant 
heritage brands. Breitling 
acquired Universal Genève in 
2023 and Gallet in 2025, both 
brands having historical roots 
going back over a hundred years. 

Both acquisitions involve 
the relaunch of the brands 
and, subject to their success, 
we would expect this to translate 
into store requirements. In terms 
of total investment, however, 
M&A volumes are down on that 
seen in 2021/22 – particularly 
considering the current debt 
environment. But, rumours are 
mounting and, as interest rates 
tick down, we may start to see 
some of these rumours translate 
into acquisitions. 
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R E N TA L  T R E N D S

LUXURY  
RETAIL RENTS 

remain relatively 
resilient, but 

growth is slowing 
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Globally, core luxury markets continued to see 
rental growth in 2024. Across the 21 core luxury 
destinations we track, over 75% reported annual 
increases or a hold in indicative headline rents. 
As a result, just over half of locations have rents 
back at, or above, 2019 levels. However, we did 
see an increasing number of markets reporting 
year-on-year declines in response to weakened 
occupier sentiment.

Unsurprisingly, Shanghai and Hong Kong saw 
rental contraction – with prime headline rents 
down 5% and 8% respectively, year-on-year, 
as of Q4 2024. Toronto’s Bloor Street also 
reported a 6% softening on the back of strong 
2023 growth, attributed to increased supply in 
Canada following the Yorkdale extension and the 
upcoming opening of Oakridge Park Vancouver 
in late 2025. Jordan Karp, Head of Canadian retail 
services, adds “once these schemes are complete 
and fully let availability will tighten, there are 
positive signs [on Bloor Street] for 2025.”

New York and London bucked the wider trend 
to report their strongest growth since the 
onset of the pandemic. In 2024, London’s Bond 
Street reported a 20% uplift in prime headline 
rents – with growth across New York’s Madison 
Avenue and Fifth Avenue averaging 24%, though 
rents on Fifth Avenue are still to fully recover 
to 2019 levels. The scale, affluence and visitor 
reach of these markets has intensified demand, 
with availability now at record lows, facilitating 
significant upward pressure on rents. Looking 
forwards, considering current market conditions, 
we expect demand will remain focused on best 
in class opportunities over 2025. As a result 
prime headline rents will remain relatively 
stable through to 2026. Any growth that does 
materialise, however, will be much slower than 
that seen over 2024. 

 

 

The global slowdown is having little impact on the largest 
and most mature luxury markets beyond China. 

29

Rental trends
B

L
U

R
R

E
D

 
L

I
N

E
S

 
|

 
C

L
E

A
R

 
S

T
R

A
T

E
G

Y
G

L
O

B
A

L
 

L
U

X
U

R
Y

 
R

E
T

A
I

L



THE MOST 
‘EXPENSIVE’ 
LUXURY  
LOCATIONS IN 
THE WORLD
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Last year, demand and supply 
dynamics in New York and 
London moved both these 
markets up the rankings. New 
York’s hybrid, luxury-mass market, 
Fifth Avenue, strengthened its 
position to become the most 
‘expensive’ retail destination in 
the world – with prime headline 
rents of €26,000 per sqm, per 
annum as of Q4 2024. Focusing 
solely on dedicated luxury 
retail destinations, those where 
occupiers are predominately 
luxury brands. Hong Kong’s Tsim 
Sha Tsui retained its top position, 
despite downward pressure on 
prime headline rents. But there 
were changes beyond Hong Kong. 

As expected, New York’s 
Madison Avenue and London’s 
Bond Street moved up the 
rankings to come in second and 
third, having ranked fifth and 
fourth respectively last year. As a 
result, London’s Bond Street now 
has the highest indicative prime 
rent in Europe, overtaking Milan’s 
Via Monte Napoleone which held 
the top spot in 2023, although 
there is little between them. It is 
also important to note that there 
is always potential for deals to 
be done at much higher levels 
than the average tone for the 
street, the level of which will be 
determined by rarity with Milan’s 
Via Monte Napoleone most likely 
to fall into this category. 

New York and London moved back up the rental rankings in 2024.

Dublin, Amsterdam and Madrid 
also moved up the rankings, all 
driven by rental growth.

As already alluded to, there 
is likely to be little change to 
these rankings over the course 
of 2025. Uncertainty in the US 
in response to a potential ‘trade 
war’ and stock market volatility, 
both of which are weakening US 
consumer confidence, is likely 
to temper occupational demand 
and, in turn, rental growth in New 
York, and other major markets. 

F I G U R E  0 6 :  R A N K I N G  O F  C O R E  L U X U R Y  D E S T I N AT I O N S  G L O B A L LY  ( Q 4  2 0 2 4 )

Hong Kong, Tsim Sha Tsui

New York, Madison Ave

London, Bond Street

Milan, Via Monte Napoleone

Tokyo, Ginza

London, Sloane Street

Paris, Ave Montaigne

Munich, Maximilan Stra.

Frankfurt, Goethestraße

Sydney, Castlereagh Street

Hamburg, Neuer Wall

Dublin, Grafton Street

Shanghai, Nanjing Road (W)

Berlin, Kurfurstendamm

Amsterdam, PC Hooftstraat

Madrid, Ortega y Gasset

Oslo, Nedre Slottsgate (LV section)

Singapore, Orchard Road

Toronto, Bloor Street ( LV section)

Lisbon, Avenida da Liberdade

Prime rents €per sqm per annum

SOURCE: Savills Research

€17,132
€15,559 

€15,333
€15,000

€13,406 

€7,539 

€6,423 

€4,800 

€4,020 
€3,670 

€3,240 

€3,088 

€3,006 

€3,000 

€3,000 
€2,760 

€2,551 

€2,114 

€1,500 

€1,725 
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We talk to the custodians of Oslo’s premier luxury 
destination, Promenaden, also home to the world’s oldest 
continuously running department store, Steen & Strøm, 
to explore the innovative strategies that have kept it at 
the forefront of luxury retail. We touch on the unique 

challenges and opportunities within the Nordic market 
and how they continue to redefine customer experiences 

in an ever-changing luxury landscape.

By Phoebe Bohana

Why some smaller 
DESTINATION 
MARKETS are 

bucking the  
wider slowdown 

O S L O ,  N O R W AY
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Situated in the heart of Oslo is Norway’s premier 
luxury destination, Promenaden. It’s home to some 
of the world’s leading luxury and contemporary 
brands, as well as the world’s oldest continuously 
running department store, Steen & Strøm.

In the face of unpredictable currents in the 
luxury market, Steen & Strøm had its best year 
yet in 2024, with sales rising nearly 7% above 
its record‑breaking performance in 2023.

But how have Norway’s iconic high-end 
department store and neighbouring brands 
defied the wider global luxury downturn? And 
more importantly, how are they redefining the 
shopping experience for discerning customers?

We sat down with Justin Johnston-Taki, Senior 
Vice President at MARK Capital Management. 
Since joining in 2019, Justin has played a pivotal 
role in asset management across the Nordics – 
overseeing Promenaden Management, the platform 
responsible for managing Promenaden. We were 
also thrilled to have Annette Lund, the CEO of 
Promenaden Management, join the discussion – 
who has dedicated over a decade to building and 
growing the company. Finally, we were joined by 
David Wilkinson, Executive Director at Steen & 
Strøm, who’s leading the revitalisation of this iconic 
store following stints at other world-renowned 
stores such as Harrods and Selfridges.

In the face of unpredictable currents in the  
luxury market, Steen & Strøm had its best-ever year in 2024,
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Firstly, congratulations on Steen 
& Strøm’s incredible performance 
last year. Can you talk us through 

what’s driven this? It’s impressive 
considering the headwinds currently 
facing the luxury market globally.

So, is performance solely being 
driven by international visitors?

David: Thank you! Well, Steen & 
Strøm’s recent performance is on 
the back of several years of hard 

work. It definitely hasn’t come overnight, 
and reflects a culmination of factors. The 
work Annette and MARK have done in 
creating a luxury destination in the heart 
of Oslo has definitely benefitted Steen 
& Strøm, as has the direct investment 
into the store. There was a $36 million 
renovation in 2021 that included a new 
entrance and store front onto Karl Johans 
Gate (the highest footfall retail street in 
the city). This renovation also included 
an extended beauty hall. These more 
asset-specific initiatives have been super 
important, but we’ve also benefitted 
from Norway’s rising international visitor 
appeal, new hotel development and – 
more recently – currency fluctuations.

Annette: Absolutely. ‘Coolcation’ is a trend 
and we’re seeing more visitors coming to 
Norway in the summer, also helped by new 
direct air routes from Asia and the Middle 
East. A widening definition of what luxury 
is also plays a part; luxury today is much 
more than products, it’s about unique 
experiences. Oslo is a clean, safe, walkable 
city with easy access to nature and unique 
experiences – you can have breakfast here 
and be on the Fjords by lunchtime. This is 
bringing more tourists to the city, as are 
new hotels. When Sommerro opened in 
2022, we saw a direct impact on visitor 
numbers and spend across our estate. 

David: We’re definitely seeing this in Steen 
& Strøm. Last year, our top-spending 
international customer came from China, 
with spend five times what it was in 2019. 

Annette: They are an important 
customer group, but not 
absolutely central to our strategy. 

When I started in 2012, prior to MARK’s 
acquisition of the portfolio in 2015, the 
wider strategy from a retail perspective 
was to introduce more luxury. This was 
in response to growing tourism but, 
fundamentally, it was the affluence of 
our local/Norwegian customers and 
the fact they were under-served for 
luxury compared to other markets. And 
this continues to shape our approach. 
To differentiate it from other global 
luxury destinations, we want to ensure 
Promenaden feels Norwegian – which, in 
turn, attracts international shoppers. We 
are very active in curating the brand mix 
so there is a coherent identity for each 
street. Balancing international appeal with 
local authenticity is crucial. While we have 
major international brands represented, 
there are also the flagship stores for a 
number of premium Norwegian brands – 
such as Holzweiler and Tom Wood. 

Luxury today is much more 
than products, it’s about 
unique experiences.
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David: It’s the same approach in Steen & Strøm. 
The store thrives on difference and we’re always 
striving to differentiate the experience. It’s why 
we invested into the beauty hall as part of the 
2021 renovation and, more recently, opened 
Norway’s first Tech Hall – covering 700 sqm, it 
includes a studio with space to host events and 
run kit consultations. This is attracting a creative 
community to the store, it’s a space that talks 
to the past and future of the store and the city. 
For example, there is an espresso bar in the Tech 
Hall mirroring the store’s first espresso bar in the 
1930’s. It’s been highly successful. Like Annette 
said, the Tech Hall is connecting with our local 
customers, but delivers something different 
that is also appealing to our international clients. 
I feel passionately that the store needs to do 
more than sell products, it needs to connect with 
our customers – and the city has an incredible 
cultural heritage from which to do this. 

Justin: We’re in a unique position with Steen 
& Strøm in that we have a direct view on how 
various parts of the store and brands are trading. 
We’re not a traditional department store in that 
we are not operators – rather, we lease space 
direct to brands and local operators linked to 
turnover performance. For example, the Tech Hall 
is managed by a Swedish operator who brings 
their local expertise and operational skills. The 
combination of minimum base rent and turnover-
linked lease agreements means we have a deeper 
understanding of shopper preferences. It’s been 
really important for our decision making; we have 
curated the offer in line with the market and how 
well occupiers are performing. 

The store needs 
to do more than sell 
products, it needs to 

connect with our 
customers.

C O P Y R I G H T :  S T E E N  &  S T R Ø M
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The active involvement of MARK 
in Steen & Strøm is unique 
from a real estate investment 

perspective, what was the attraction?

Justin: Steen & Strøm formed 
part of a bigger portfolio, but the 
rarity value of the department 

store backed the investment decision. 
It is the country’s, not just Oslo’s, 
department store – and now the world’s 
oldest. Converting Eger after COVID 
helped consolidate its position. Post 
purchase, we did have to rethink our 
strategy in response to market conditions 
and the onset of the pandemic, which 
meant a shift to a longer-term approach 
and capex investment. We had to bed 
down and be brave enough to invest 
counter-cyclically. Having a really good 
JV partner (Middle Eastern sovereign 
wealth fund) who have that longer-term 
view, meant we were able to do this. 

This was not speculative capex; all 
investment was done off the back of the 
deal – and it has paid off. Rental tone 
has improved across the store (tripling in 
some cases), as have agreements (with 
upward only rent reviews on the fashion 
floor). We’re also seeing more brands 
come in direct – again, to the benefit of 
rental tone and, ultimately, valuations. 

Without a doubt, getting involved in a 
department store is not easy, but part of 
MARK’s DNA. There is a steep learning 
curve, in that you have to understand 
operators and brand’s business models; 
we have a retailer mindset. In addition, 
it means a unique focus on design. 
The leasing model has meant we’re 
increasingly focusing on how to create 
a coherent visual experience – we’re 
currently developing design guidelines 
for our partners, and across the store 
more widely, with Sybarite. It has been 
really hands on and I’ve been clocking 
up the air miles, traveling to Oslo every 
12 days since September 2019, to ensure 
everything is just right.

Norwegians do have a 
unique view of luxury; 
they’re not ostentatious 
and instead value quality, 
craftsmanship and heritage.

Annette: Through our curation I 
think we’ve got the balance right. 
Norwegians do have a unique view 

of luxury; they’re not ostentatious and 
instead value quality, craftsmanship and 
heritage – values that have shaped our 
strategy and are increasingly resonating 
with our international customers. The 
embodiment of this is in the Bjerke Watch 
House, Europe’s largest luxury watch 
house. Bjerke is a fourth-generation family 
run business that represents some of the 
best watch brands in the world. We were 
working for several years on potential 
options for the former Eger department 
store gallery, which also forms part of 
our estate, when Bjerke approached us 
as they wanted to enlarge their offering 
(they were already located on our estate 
on Nedre Slottsgate in a small single unit). 
And while the new Bjerke Watch House 
has specific brand spaces, the overall 
store experience feels very Norwegian and 
personal. Great craftsmanship has gone 
into restoring the property (constructed 
in the 1850’s), there are family photos and 
antique watches from the family’s private 
collection on display. It’s incredibly unique. 

Is it difficult to balance 
the preferences of your 
international clients with 

what your domestic customers want?
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Being landlords on Steen & Strøm 
and the surrounding streets, how 
have luxury brands viewed that 

ownership and potential interplay?

Annette: Brands see the proximity 
to Steen & Strøm as a benefit. The 
store is a symbol of the city. It’s 

the store of Oslo and attracts customers 
to the surrounding streets. We have some 
brands that have a standalone store in 
Promenaden and a concession in Steen 
& Strøm; both spaces speak to different 
customers and they see the value in 
both. The department store also offers 
a fantastic opportunity for some brands 
to test the Oslo market/locale before 
committing to a standalone store. It’s 
also a great space to host events and run 
brand launches. It forms a critical part of 
the Promenaden ecosystem, not just in 
relation to retail but also the other uses 
we have on the estate. 

Looking forward, what does the 
future hold for Promenaden 

and Steen & Strøm?

Justin: The current flux in the luxury market has 
generated some headwinds for us; many of the 
luxury brands are operated through franchise 

partners. Prior to the slowdown, we were having 
more discussions with brands coming in direct 
– but we do expect this to come back. There is 

appetite, but decisions are understandably taking 
longer. However, the brands talk to each other 

and the evidence of solid turnovers plus quality 
property management is key. 

Annette: Totally agree; brands are seeing the 
turnover potential here. As we’re seeing in Steen 

& Strøm, this, and the fact that it is relatively 
easy to set up a Norwegian entity, will mean 
those conversations will resume. It will be a 

continuation of what we’ve seen over the last 
15 years. Back then, Louis Vuitton was the only 
directly-operated luxury store, now many of the 

big luxury brands operate direct. 

David: We are mindful of the current headwinds. 
The geopolitical situation and the fact there is no 

trading on a Sunday here are potential hurdles 
for retailers to overcome. But we’re fortunate to 

have supportive investors with a long-term vision, 
it’s been needed and is bearing fruit. Our tenants 
understand the leverage this level of investment 

has afforded them. Looking forward, we’re 
capable of doubling sales revenues over the next 
four years. There is a lot of emotional energy that 
goes into this, on my part and that of our tenants, 

it’s not all plane sailing. A great week, however, 
like we had last week, can really help improve 

mindsets that what we’re doing is right. 
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RETURN TO 
FOUNDATIONAL 
PILLARS The recent uncertainty in the market is leading 

to much soul searching. Brands are refocusing 
on the foundational pillars of creativity and 
craftsmanship, their point of difference and how 
best to communicate that to their existing and 
future customers – as well as keeping an eye 
on the disrupters, whether they be competing 
brands and/or evolving consumption trends. 

When it comes to real estate strategy, the 
foundational pillar has always been the 
customer; at a basic level delivering spaces in 
markets where customers concentrate. Over 
the last 15 years, the democratisation of luxury 
has shaped this customer pillar, reflected in the 
larger brand ‘temples’ the bigger brands have 
and are creating in a select number of markets. 

A refocus on 
customers in real 

estate strategies

F I G U R E  0 7 :  T O P  2 5  H N W I  &  I N T E R N AT I O N A L  V I S I T O R  C I T I E S
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These are spaces that 
incorporate food, heritage 
and cultural experiences to 
engage with a wider cohort of 
current and potential future 
customers. While this strategy 
has democratisation at its 
core, it’s also about deepening 
the relationship with high-
spending VICs through the 
creation of dedicated areas 
and experiences. Dior’s Paris 
flagship at 30 Montaigne 
has private spaces for their 
key clients alongside La Dior 
Suite – where clients can stay 
overnight, with unique curated 
experiences on offer. 

Looking to 2025 and beyond, 
VICs will form a more 
important pillar in real estate 
strategies. Democratisation 
of the luxury store experience 
will continue and be an 
important tool for engaging 
with the customers of the 
future. But as the recent 
slowdown has highlighted, 
high-spending clientele provide 
an important and solid base 
for brand performance. BoF 
and McKinsey forecast that 
VICs will be central to future 
performance forecasting and 
that this customer segment will 
drive 65 – 80 % of projected 
growth through to 20271. 
These considerations will 
increasingly shape market 
selection, including hyper-local 
considerations, and the brand 
experience within market. 
These brand engagements 
will be more localised and 
not necessarily all in-store, 
helping to foster deeper and 
more lasting connections with 
their VICs. 

From a market selection 
perspective, this evolving 
strategy will mean a greater 
spotlight on those markets 
where wealthy customers 
concentrate, whether it is 
where they reside or visit. 
“These wealth centres never 
went out of focus, although 
there are new markets in Asia 
and the Middle East moving 
up the agenda” adds Anthony 
Selwyn, co-head of Savills 
prime global retail team.

So, what are these 
centres of wealth?

The familiar luxury markets 
of New York, London, Paris 
and Tokyo all have high 
concentrations of luxury 
residents – it’s what has 
established these cities as 
luxury destinations. Beyond 
these, we have looked to 
the top 100 cities globally 
to identify a top 25 – based 
on HNWI population and 
their international visitor pull 
(see figure 07). 

A number of established 
and mature cities feature, 
particularly those in Europe. 
The more dynamic and 
opportunistic markets, however, 
will be those experiencing 
rapid wealth creation alongside 
growing visitor appeal. 
Bangkok, Istanbul, Dubai and 
Kuala Lumpur all stand out 
on this basis. Mumbai, having 
a HNWI population similar in 
size to Rome, but with half the 
luxury brand provision, will 
also appeal – particularly as 
the country’s UHNWI (ultra-
high-net-worth) population 
is expected to expand by 
50% between 2023 and 2028, 
the fastest UHNWI growth 
market globally. 

But, as we highlighted in 
last year’s report, you need 
more than customer depth 
to support store expansion. 
Business transparency, 
whether brands are going in 
direct or through partners, 
and high-quality real estate, 
will be key. As a result, the 
more mature markets in the 
top 25 will continue to attract 
significant attention. However, 
beyond these, Bangkok, 
Kuala Lumpur and Dubai are 
perhaps best placed to deliver 
the more exciting expansion 
opportunities in the immediate 
term, as the development of 
luxury real estate in these 
markets continue. 

1 BoF & McKinsey, The State of Fashion: Luxury 
2024. UHNWI defined as those with liquid 
investable assets in excess of US$30 million.

The familiar luxury 
markets of New York, 
London, Paris and 
Tokyo all have high 
concentrations of 
luxury residents – it’s 
what has established 
these cities as luxury 
destinations.
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S L O A N E  S T R E E T ,  L O N D O N

A HYPER-LOCAL 
destination with 
international reach
By Cameron Scott

Global alpha cities all deliver 
reach, but their scale and high 
concentrations of HNWIs means that 
they can also support more ‘localised’ 
luxury destinations, which have been 
moving up the agenda for brands as 
they bed-down on their VICs. 
London’s Sloane Street is a 
prime example of this – and 
has just undergone a £46 
million transformation of its 
public realm, funded by the 
Cadogan Estate who are 
long-term majority owners on 
the street and its surrounding 
area. Cameron Scott, who 
has worked on Sloane Street 
on behalf of the Cadogan 
Estate for 30 years, takes us 
through what has been driving 
its renaissance and what to 
expect next. 
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One of the few luxury retail 
streets that has remained 
relatively robust against the 
current turbulence in the luxury 
market is Sloane Street. 

The street has long been home 
to the flagship stores of globally-
recognised brands like Louis 
Vuitton, Chanel, Loro Piana, Dior, 
Hermès, Cartier, Tiffany and 
Gucci. The street benefits from 
the careful stewardship of the 
Cadogan Estate – who are the 
majority owner of the street and 
have undertaken considerable 
public realm works, at a cost 
of £46 million. This has further 
enhanced the luxury experience 
by transforming the street into 
a “green boulevard”, widening 
the pavements and expanding 
its offering with a spate of hotel, 
restaurant and store openings. 

This has greatly improved 
the aesthetics, accessibility 
and overall luxury shopping 
experience. 

Beyond public realm works, 
the area has been enhanced 
by recent hotel openings 
and significant renovations, 
including Hotel Costes At 
Sloane – their first and only 
site in the UK – The Peninsula 
London, Jumeirah Carlton tower 
and Belmond’s The Cadogan, as 
well as new restaurant openings. 
This is ultimately enhancing 
its reach to a well-heeled 
international customer and to 
super affluent local residents. 

The Cadogan Estate’s cohesive 
strategic management has 
ensured consistency and 
quality in the retail mix. In the 
last 12 months, a number of 
great brands have significantly 
increased the size of their stores 
and relocated on the street; 
Brunello Cucinelli, Valentino and 
Saint Laurent have all opened 
flagship stores of between 
600 to 800 sqm. 

Wonderful brands will soon join 
them and open their first stores 
on the street, including L’Objet, 
Zimmerman and Toteme. These 
three brands are locating to 
the southern end of the street, 
alongside the likes of Cartier, 
Tiffany, Jessica McCormack 
and Anya Hindmarch. 

Now the public realm works 
are complete, one of the 
world’s most beautiful luxury 
thoroughfares has been created. 
These enhancements have not 
only created a more attractive 
and functional environment, 
they have also positioned 
Sloane Street as a unified 
luxury destination. 

Now the public realm works 
are complete, one of the 

world’s most beautiful 
luxury thoroughfares has 

been created.

The 
street 

has been 
transformed 
into a “green 
boulevard”. 
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Performance to remain 
challenged over the short term.
The stabilisation in performance that started 
to materialise at the end of 2024 will face 
continued challenges in 2025. Softer consumer 
sentiment in the US and China, will weigh on performance 
over the short term. This will, and has been, shaping real 
estate decisions. The focus over the short term is to remain 
on the best opportunities. As a result, we expect new store 
openings to slow through to 2026, particularly in China. 

VICs to become 
a central pillar 
in real estate 
strategies 

Aside from focusing on markets 
with high concentrations of wealthy 
consumers, delivering spaces and 
experiences that resonate with VICs 
will become central to real estate 
decisions. A key element of this 
will be customer service; securing 
personnel that can embody the brand 
will become the new battleground.

Laser focus 
on wealth 
centres with 
international reach
Securing opportunities in core 
luxury markets (New York, 
London, Paris, Milan and Tokyo) 
to become more competitive with 
a laser focus on building quality 
and pitch; compromise will not 
be an option. Upward pressure on 
prime rents in these markets will 
continue, albeit growth will slow. 

Elsewhere, we expect rents, on 
the whole, will remain stable, 
with more widespread 
growth to return in 2027. 

LOOKING TO 
THE FUTURE
Luxury real estate’s clear strategy;  

2025 and beyond

Store 
expansion  

to slow 
through  
to 2026.
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Dynamic markets in 
Asia and the Middle 
East to provide exciting, 
new growth prospects
Under-served markets in Asia 
and the Middle East, with an 
expanding affluent clientele, will 
offer enhanced opportunities to 
grow store portfolios, supporting 
performance growth. 

Localisation of store 
portfolios and the brand 
experience to intensify
As we highlighted in last year’s report 
localisation will continue to be a key 
trend – influencing micro-market 
considerations, store design, activations 
and events. In the larger core luxury cities, 
this will mean a continued focus on prime 
luxury destinations within market and 
more localised affluent neighbourhoods.

Greater scrutiny on partnerships 
The rising appeal of markets in the Middle East 
and Southeast Asia will mean a greater emphasis 
on partnerships as a way to efficiently capitalise 
on the growth potential these regions can offer. 
Success will be dependent on brands finding the 
right partners that can realise their vision and, 
most importantly, deliver best-in-class real estate. 

The recent flurry 
in creative director 

appointments to shape store 
portfolios in 2026 and beyond 
Successful creative director changes to 
provide a boost to portfolio expansion in 
2026, with a potential peak in 2028,  
subject to wider market conditions. 
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Global luxury team
Our dedicated Global Luxury Retail team has a wealth of 

experience and a comprehensive understanding of the luxury 
retail sector, enabling us to regularly advise and transact on 

behalf of our clients within this highly specialist market.

If you would like further information on how our Global 
Luxury Retail team can help you, please do not hesitate to 

contact one of our experts across the globe:

KEY  
CONTACTS

Key contacts
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Anthony Selwyn
Co-head of Prime Global Retail 

aselwyn@savills.com

Sam Foyle
Co-Head of Prime Global Retail 

sfoyle@savills.com

Marie Hickey
Director, Global Retail Research 

mlhickey@savills.com

Laura Clowes
Director, Global Cross Border Retail 

laura.clowes@savills.com

Alexander Glavas
Director, Cross Border, Europe 

alexander.glavas@savills.com

Alexa Choynowski
Surveyor, Cross Border, Europe 

alexa.choynowski@savills.com

Kelly Cheng
Associate Director, Cross Border, APAC 

kelly.cheng@savills.com.cn

Thea Rowe
Associate Director,  

Middle East & Cross Border 

thea.rowe@savills.me

Jorge Alonso-Allende Osborne
Cross Border Senior Consultant, Madrid 

jorge.alonso-allende@savills.es

Katie Savill
Global Retail Coordinator, London 

katie.savill@savills.com

Phoebe Bohana
PR Manager, UK 

phoebe.bohana@savills.com

Larry Brennan
Head of European Retail 

larry.brennan@savills.ie 

Nick Bradstreet
Head of Asia Pacific Retail 

nbradstreet@savills.com.hk 

Jordan Karp
Head of Canadian Retail Services 

jkarp@savills.ca

Richard Paul
Head of Professional Services & 

Consultancy, Middle East 

richard.paul@savills.me

Cameron Scott
Director, Central London Retail 

cameron.scott@savills.com

Richard Scott
Director, Central London Retail 

richard.g.scott@savills.com

John Lyons
Director, Central London Retail 

john.lyons@savills.com

Florence Mills
Associate Director, Central London Retail 

florence.mills@savills.com

Francesca Cattagni
Head of High Street Leasing, Milan 

francesca.cattagni@savills.it

Germana Ascione
High Street Leasing Manager, Milan 

germana.ascione@savills.it

Christian Nehme
Co-Head of Retail Department, Paris 

cnehme@savills.fr

Daniel Kroppmanns
Head of Retail Agency, Germany 

dkroppmanns@savills.de

Andrés Martín Rico
Director, Madrid 

andres.martin@savills.es

Jose Galvao
Portugal, Director 

jose.galvao@savills.pt

Beatriz Centeno
Senior Consultant, Agency Retail, Lisbon 

beatriz.centeno@savills.pt

Fabian Dungs
Switzerland, Director 

fabian.derungs@hbre.ch

Joey Chio
Head of Transaction and Advisory, China 

joey.chio@savills.com.cn

Thomas Waterhouse
Director, Retail, Hong Kong 

twaterhouse@savills.com.hk

Philip Lam
Associate Director,  

Retail, Hong Kong 

phplam@savills.com.hk

Murli Menon
Director, Retail Services, Malaysia 

murli.menon@savills.com.my

Sulian Tan-Wijay
Executive Director,  

Retail & Lifestyle, Singapore 

stwijaya@savills.com.sg

Matthew Powell
Director, Savills Hanoi, Vietnam 

mpowell@savills.com.vn

Leighton Hunziker
Australia, Director 

lhunziker@savills.com.au

Global & cross border team Regional & local market specialists
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