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Press Release of 23rd June 2026 
 

Dear ladies and gentlemen of the press, 
 
since 2008 – i.e. for 18 years now – ecostra GmbH has conducted an annual survey of international 
brand manufacturers who are tenants in outlet centres in Europe. Since 2012, this survey has been 
carried out in cooperation with the French research institute magdus. By now, the report is regarded 
to be "the" benchmark for the European outlet industry. The results are printed in detail in the so-
called "Outlet Centre Performance Report Europe" (OCPRE), which can be obtained from the 
ecostra webshop. 
 
The OCPRE is the only Europe-wide survey of brands on the economic performance of their stores 
in the single outlet centres. All outlet centres in Europe that have been in operation for more than 2 
years were included in the survey portfolio. Only brand manufacturers with at least three stores in 
three different outlet centres in Europe were allowed to take part in the survey. The survey was 
conducted among the decision-makers (sales managers, expansion managers) of the brands at the 
respective company headquarters, not among the store managers on site, as only the first-mentioned 
have the opportunity and the overview to evaluate the performance of their stores in different centres, 
which are also often located in different European countries. 
 
In a special analysis, the results from 15 survey rounds – i.e. from 2011 to 2025 – have now been 
collated and evaluated. A total of 16,985 responses are now available. This wealth of data 
undoubtedly offers a unique insight into the current state and development of this interesting niche 
within the retail market.  
 
We would be delighted if you could print this press release in your publication. If you need further 
illustration material (e.g. printable photos of selected objects) for this purpose, we can also provide 
you with these free of charge and free of rights. 
 
If you have any questions, please feel free to contact us at any time. Contact person is at 
 

• ecostra, Dr. Joachim Will, Tel.-No. +49 (0)611 716 95 75-0 resp. email info@ecostra.com 
• magdus, Dr. Caroline Lamy, Tel.-No. +33 (0)6 11 46 54 06 resp. email lamy@magdus.fr  

 
Yours 
 
ecostra GmbH      magdus 
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Long-term analysis: brand selection, operator quality and the village 
concept are the key success factors in the outlet market 
 
Analysis of nearly 17,000 tenant reviews regarding the profitability of their shops in European 
outlet centres. Little change in the rankings of the top and bottom-performing centres. 
 
Wiesbaden, 23rd June 2026 
 
Outlet centres have been part of the European retail landscape for over 30 years, but still represent only 
a small niche within this market. In Germany alone, for example, there are over 500 shopping centres, 
yet only 19 outlet centres. Across Europe as a whole, the number of outlet centres totals just under 200. 
At the same time, however, this niche market is economically very stable. Regular press releases from 
operators also reveal that this niche sector generally generates steady sales growth. Neither online retail 
nor the coronavirus pandemic has so far had any impact on this retail format. Reason enough to take a 
closer look at the potential factors for success. 
 
Results from 15 years of surveys of outlet tenants in Europe 
 
There is now a considerable database on this subject. For almost two decades, the Wiesbaden-based 
consultancy ecostra has been conducting annual tenant surveys at European outlet centres. Since 2012, 
this has been done in collaboration with the French research institute magdus. The main focus of the 
research is on the profitability of the stores in the individual centres. To date, a wealth of data comprising 
almost 17,000 tenant responses has been accumulated, which ecostra has now analysed in a long-run 
study covering the period from 2011 to 2025. 
 
Common features of the top locations 
 
Overall, the outlet centres at the top of the list – those considered the most economically successful in 
Europe from a tenant’s perspective – share a number of common characteristics. “First and foremost is 
the size of the retail space. Nine out of ten of the top centres are large-scale properties, whose floor 
space allows for a comprehensive and diverse range of brands. But size alone is not the answer. Even 
at the bottom of the table, there are some large-scale centres which tenants report as having a less than 
satisfactory turnover,” states Dr Joachim Will, Managing Director of ecostra. In contrast, however, all 
the top-ranked locations boast a considerable number of premium and luxury brands. Another 
characteristic is the architectural design. All top locations are built according to the so-called ‘village 
concept’, in which the shops are arranged on both sides of open pedestrian zones. Furthermore, all 
these locations are situated in Western and Southern European countries, have been in operation for 
more than 25 years in most cases, and are almost exclusively managed by companies generally 
regarded as having particular expertise in the outlet sector. 
 

There has been little change in the rankings at both the top and bottom of the list of outlet 
locations. 
 
Will: “These are clearly key factors in the success of this retail format. It goes without saying that specific 
location factors, such as excellent transport links, must also be in place, and that tourist attractions and 
potential in the immediate regional area have a positive impact on the sales performance of this retail 
format.” The breakdown of the survey results into five-year periods also reveals an exceptionally high 
degree of stability in the rankings. “Unlike in the shopping centre market, where we have seen a 
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significant shift in the balance from fashion-oriented to local-supply-oriented centres over the same 
period, there have been hardly any significant changes in the outlet market. Outlet centres that have 
established themselves at the top of the performance rankings usually remain there. And those centres 
that rank at the bottom are – with a few exceptions – almost set in stone there, or more or less soon exit 
the market,” said the ecostra managing director. 
 
“Designer Outlet Roermond” remains top of the league even when viewed over the long term! 
 
The frontrunner among the best-performing centres over the long term is the “Designer Outlet 
Roermond” in the Netherlands. With approximately 39,000 m² of retail space, Roermond is one of the 
largest outlet centres in Europe in terms of floor space and is permitted to open on Sundays all year 
round. More than half of the centre’s visitors come from neighbouring Germany. In second place is 
“Bicester Village”, located in the United Kingdom very close to the tourist hotspots of Oxford and 
Stonehenge. In third place is “La Vallée Village”, located east of Paris, not far from the Disneyland theme 
park. A total of five of the top 10 centres are managed by the European market leader “McArthurGlen”, 
whilst a further three are operated by “Value Retail”. Will: “These are the stalwarts of the European outlet 
market. This makes the leading group a rather exclusive club!” Apart from “Outletcity AG”, which 
operates its sole outlet centre in Metzingen, Swabia, only the French developer and investor “La 
Compagnie de Phalsbourg” has so far managed to break into this ranks. “This is indeed a newcomer to 
the European outlet market, but one that has hit the mark straight away with its centre in Villefontaine, 
south-east of the French city of Lyon. The aim is now to replicate this success on the Côte d’Azur, where 
the company is planning another outlet centre near Antibes,” adds Dr Caroline Lamy. 
 
Marl in Germany is bottom of the table. A tough start in difficult times. 
 
The bottom-ranked property in the long-run analysis of the European outlet market – and thus the outlet 
centre with the most dissatisfied tenants – is located in Germany. Will: “The Fashion Outlet Marl, a 
hybrid concept combining a traditional shopping centre with an outlet centre, also had an extremely 
difficult start. It opened with just a handful of stores in the midst of the coronavirus pandemic. A complex 
ownership structure then further complicated the investments originally planned to revitalize the ageing 
building. It remains to be seen whether the site will manage to climb out of the bottom of the table. There 
is actually more than enough potential in the densely populated northern Ruhr region.” Also languishing 
at the bottom of the table over the years are the “Outlet Arena Moravia” in Ostrava, Czech Republic, 
and – somewhat surprisingly – “Amsterdam The Style Outlets” in Haalemermeer, the Netherlands, west 
of Amsterdam, which, thanks to its location, modern building design and efficient operator, actually has 
all the prerequisites for success. “But so far, the site has been unable to hold its own against its main 
competitor, the ‘Batavia Stad Fashion Outlet’ in Lelystad, which is situated not too far east of Amsterdam 
on the IJsselmeer. A relaxed competitive environment in the regional context must also be regarded as 
a success factor in this market,” says the ecostra managing director. 
 
 
The complete "Outlet Centre Performance Report Europe. Long-Run Analysis 2011 - 2025" with all detailed evaluations and 
extensive commentaries is available now as a licenced PDF-file at a price of € 250 (plus VAT). Orders can be placed via the 
ecostra online shop (www.ecostra.com).  
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Table:  The top 20 outlet centres in Europe considered most economically successful from a tenant’s 
perspective, based on a long-run analysis covering 2011–2025 

Rank 
Europe City - Outlet Centre Country Operator Ø-Grade** 

1 Roermond – McArthurGlen Roermond Netherlands McArthurGlen 1,53 
2 Bicester – Bicester Village United Kingdom Value Retail 1,63 

3 Marne la Vallée / Serris – La Vallée 
Village France Value Retail 1,72 

4 La Roca del Vallès – La Roca Village Spain Value Retail 1,83 
5 Metzingen – Outletcity Metzingen Germany Outletcity AG 1,89 

6 Villefontaine – The Village France La Compagnie 
de Phalsbourg 1,93 

7 Serravalle Scrivia – Designer Outlet 
Serravalle Italy McArthurGlen 2,00 

8* Parndorf – McArthurGlen Parndorf Austria McArthurGlen 2,01 

8* Ellesmere Port – McArthurGlen 
Cheshire Oaks United Kingdom McArthurGlen 2,01 

10 Noventa di Piave – McArthurGlen 
Noventa di Piave Italy McArthurGlen 2,06 

11 Ingolstadt – Ingolstadt Village Germany Value Retail 2,09 
12 Las Rozas – Las Rozas Village Spain Value Retail 2,13 

13 Zweibrücken – Zweibrücken Fashion 
Outlet Germany VIA Outlets 2,15 

14* Castel Romano – Designer Outlet 
Castel Romano Italy McArthurGlen 2,17 

14* Wertheim – Wertheim Village Germany Value Retail 2,17 
16 Malaga – Designer Outlet Malaga Spain McArthurGlen 2,23 

17* Cannock – West Midlands Designer 
Outlet United Kingdom McArthurGlen 2,29 

17* Wustermark – Designer Outlet Berlin Germany ROS 2,29 

19 Stuhr-Brinkum – Ochtum Park Outlet 
Center Germany MiRo / SJ 

International 2,32 

20 Madrid – Getafe The Style Outlets Spain Neinver 2,33 
* = The identical average rating with another outlet centre leads to a double ranking. 
** = Average rating based on school grades from 1 (= significantly above-average performance) to 5 (= significantly below-

average performance) 
Source: ecostra / magdus 
 
 
Table: The 5 outlet centres in Europe with the weakest economic performance from a tenant’s 

perspective over the long run (2011–2025) 
Rank 
Europe City - Outlet Centre Country Operator Ø-Grade** 

100 Schönenwerd – Fashion Fish Factory 
Outlet Schweiz Tomaro AG 3,45 

101 Zaragoza – La Torre Outlet Zaragoza Spanien ROS 3,53 

102 Messancy – Designer Outlet 
Luxembourg Belgien ROS 3,57 

103 Haarlemmermeer – Amsterdam The 
Style Outlets Niederlande Neinver 3,93 

104 Ostrava – Outlet Arena Moravia Tschechische Republik CBRE 4,10 

105 Marl – Fashion Outlet Marl Deutschland Outlet Evolution 
Services 4,52 

* = The identical average rating with another outlet centre leads to a double ranking. 
** = Average rating based on school grades from 1 (= significantly above-average performance) to 5 (= significantly below-

average performance) 
Source: ecostra / magdus 
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Definition outlet centre: 
 
Outlet centres are an agglomeration of many outlet store units within a coordinately-planned or a 
spatially-interrelated complex of buildings with more than 5,000 m² retail sales area (= approx. 6,000 
m² GLA) and with more than 20 outlet stores. There brand manufacturers and vertically-integrated 
retailers sell past seasons, factory seconds, surplus stock etc. directly to the consumer, without using 
retail businesses as (intermediate) distributive channels. All products are sold with a discount to the 
original high-street price of at least 25 %, whereas double-pricing (“High Street Price” / “Outlet Price”) 
is ruled by the leasing contract. The marketing targets a supraregional area and above all customers 
from far away are addressed. The coordination, organisation and marketing of an outlet centre is carried 
out by a centre management. 
 

 
ecostra company profile 
 
ecostra GmbH belongs to the leading management consultancies for the real estate business and the 
retail trade. Beside consulting tasks as for example the optimization of the existing retail net of a 
company, the production of location analyses and studies for the expansion planning as well as 
feasibility and profitability investigations for project developers, financial service providers and investors, 
ecostra also compiles utilisation concepts for shopping centres or analyses the chances and risks, e.g., 
of a possible relaunch of a centre. Beside the private sector ecostra also works for the public sector by 
providing retail development concepts for cities and regions and offers expert advice for approval 
procedures, administrative court procedures and cartel court procedures. The spatial field of activity 
encompasses all European countries. ecostra is seated in the Hessian capital of Wiesbaden. 
 
Beside the classical shopping centres a special focus of the retail trade research is put by ecostra at 
outlet centres. Here ecostra has published among other things a fundamental study on behalf of the 
German federal ministry of construction as well as various books and articles on the location 
requirements, the relevant operational aspects as well as to the impact of outlet centres on regional and 
local trade. 
 

 
magdus company profile 
 
The purpose of magdus, the European Factory Outlet Centres Observatory, is to study the concept of 
outlet centres in Europe. News, key figures, interviews with experts and economic studies, magdus is 
THE reference point for the sector.  

The objective of the magdus conference is to create a place for professionals to meet and exchange 
ideas, and takes place every two years in the French capital Paris. During every edition, 250 participants 
from all over Europe attend the bilingual conferences led by recognised contributors, workshops run by 
professionals open to participative exchanges of ideas, and the presentation of the magdus Awards that 
reward the most exceptional players, projects and initiatives of the year. 
 
 

 
Contact: 
 
ecostra GmbH 
Economic-, Strategy- and 
Location Consultancy in Europe 
Dr. Joachim Will 
Bahnhofstrasse 42 
D-65185 Wiesbaden 
tel.: +49 - (0)611 71 69 57 50 
email: office@ecostra.com 
www.ecostra.com 

 
magdus  
European Factory Outlet  
Centres Observatory 
Dr. Caroline Lamy 
655 route du Vieux Village 
F-26510 Sahune 
tel.: +33 - (0)6 11 46 54 06 
email: lamy@magdus.fr 
www.magdus.fr 
 

 


