
FOOTFALL IN THE TOP-7 MARKETS AND ITS DEVELOPMENT 
THROUGH THE PANDEMIC

RETAIL  
FOOTFALL  

INDEX 
ISSUE 1

POWERED BY



CONTENTS

03RETAIL FOOTFALL INDEX I CUSHMAN & WAKEFIELD02 RETAIL FOOTFALL INDEX I CUSHMAN & WAKEFIELD



FOREWORD

From completely empty to sporadic activity to the „normal“ hustle and 
bustle – how has Covid-19 changed shopping behaviour in Germany‘s 
top high streets? Has the trend towards online shopping, which was 
already strong pre-pandemic , become even stronger? How many 
shoppers came back to the pedestrian zones during the phases when 
restrictions were more relaxed? And which locations, streets and 
markets have proven to be particularly robust?

Reliable data-based information on these aspects has become more 
important than ever for bricks-and-mortar retailers to find the optimum 
locations for stores, determine space requirements and optimally set-
up shop windows and display goods. For this reason, in cooperation 
with the smart data specialist PlaceSense, we have created the Retail 
Footfall Index, which reflects the development of footfall in the top-
7 shopping high streets in Germany during the pandemic. For this 
purpose, the average footfall of particular locations before and during 
the pandemic  were compared on the basis of anonymised movement 
data from smartphones. Further details on the methodology can be 
found in the final chapter.

The current Footfall Index is intended as the prelude to a regular series 
and will be continuously further developed.  We are planning updates 
to this publication in which, in addition to updated figures, new topics 
will also be included – such as a look at shopping centres, B-markets, 
district locations as well as other analysis aspects such as shopping 
days and times.

We hope you enjoy reading this first issue.

Ronny Krohn 
Senior Consultant Retail  
Capital Markets / Letting

Helge Zahrnt | MRICS
Head of  
Research & Insight Germany
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With the onset of the 
Covid-19 pandemic and 
in the course of the 
subsequent waves, footfall 
in the retail high streets 
of the top-7 markets  
recorded sharp falls. 
HELGE ZAHRNT 
Head of Research & Insight
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Even pre-pandemic, bricks-and-mortar retailers 
had been badly damaged by online retail. The 
internet, smartphones and Co. make it possible 
to inform oneself about products regardless 
of opening hours and location, to read reviews 
and to make price comparisons. This not only 
provides customers with what they want quickly, 
but also provides online retailers with important 
data on their target segments.

And exactly such data will be – especially with 
regard to shopping behaviour and habits – 

increasingly important for bricks-and-mortar 
retailers. Especially after the pandemic, when 
many shops were only able to open on an 
appointment basis with fewer customers for 
a long period or even had to close completely 
at times, which greatly accelerated the trend 
towards e-commerce. What is the current  
situation in the pedestrian zones? Where is the 
hustle and bustle most lively? And how can it be 
sustainably revived?

With the onset of the Covid pandemic and in 
the course of the subsequent waves, footfall in 
the retail high streets of the top-7 markets saw 
sharp declines. Subsequently, declining phases 
alternated with recovery phases. These largely 
reflected the fluctuations in number of infections 
(Covid waves). 

In the course of the first wave which began in 
mid-March 2020, footfall in the top-7 fell by 
around 60 per cent on average. After rebounding 
over the summer to an index level of 80 points, 
footfall again plummeted during the second and 
third waves. In the summer of 2021, footfall rose 
and maintained a high level in the autumn. At 
the beginning of 2022, however, footfall dropped 
again to an index level of 70 by the end of January 
(corresponding to 30 per cent below the pre-
pandemic average).

The reasons for this were the end of the Christmas 
rush, the unattractive weather with partial winter 
storms and the strong increase in Covid cases 
due to the emergence of the Omikron variant.

In the course of the spring, footfall increased 
steadily once more. The Covid-related restrictions 
were relaxed in stages, the number of new 
infections dropped sharply, the weather also 
improved and by the Easter holidays city tourism 
was possible again. By Whitsun, in early June, the 
index had risen to 101. This means that recorded 
footfall was as high as the average of the pre-
Covid period (see figure). Compared to the same 
calendar week in 2021 (63) or 2020 (68), the 
index is significantly higher, but lower than in 
2019 (113).

THE TOP-7 IN THE PANDEMIC

ONLINE COMPETITION AND PANDEMIC

CRESTING AND TROUGHING IN THE CORONA 
WAVES
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Footfall has developed differently in the individual 
markets since the beginning of the pandemic, 
diverging more strongly in recovery phases and, 
in contrast, converging in downturn phases, 
as can be seen in the graph below. This means 
that in the upswing, some markets and locations 
perform more strongly than others. In downturns, 
however, all markets decline equally. In addition to 
market-specific reasons, the differences between 
the Covid precautions imposed by each of federal 
states also influenced the unequal performance.

In the recent upswing , however, this divergence 
of the markets is much less significant. This means 
that things are improving similarly for all markets. 
The reason for appears to be the uniform lifting 
of restrictions.

Over the entire course of the pandemic, 
Frankfurt, Cologne and Stuttgart have exhibited 
below-average index levels*. Düsseldorf, Berlin 
and Hamburg, on the other hand, were above-
average. Düsseldorf regularly exhibited higher 
index levels than the other markets. Since the last 
low point at the beginning of February, Munich 
and Stuttgart in particular have shown strong 
footfall increases.

DÜSSELDORF LEADS THROUGH PANDEMIC
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THE TOP-7 IN THE PANDEMIC
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HELGE ZAHRNT 
Head of Research & 

Insights Germany

After prime and off-prime locations exhibited 
similar performance pre-pandemic, the prime 
locations were able to maintain higher index 
levels almost continuously during the pandemic. 
Especially in the upswing phases, the prime 
locations performed better. In each market, one to 
two so-called top locations* were identified within 
the prime locations . It transpired that all street 

categories had small and comparable fluctuations 
pre-pandemic . From the onset of the pandemic, 
the top locations showed the greatest fluctuations: 
in the upswing they sometimes exhibited the best 
performance, in the major downturns, the worst. 
Top locations appear to react most strongly, both 
positively and negatively.

TOP LOCATIONS FEEL WAVES THE MOST

THE FOLLOWING STREETS HAD THE HIGHEST INDEX LEVELS ON AVERAGE DURING THE COVID 
PANDEMIC AND HAVE EXHIBITED THE BEST PERFORMANCE SINCE THE BEGINNING OF THE 
PANDEMIC:
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Q&A

WHERE DO THE STRONG FLUCTUATIONS IN THE TOP 
LOCATIONS COME FROM?

SCHLOSSSTRASSE IN BERLIN-STEGLITZ HAS ITS INDEX NOSE 
AHEAD. WHY?

The top locations react most strongly both downwards and up-
wards. One reason for this is the stronger influence of tourism here. 
In addition the retailers’ goods are less focused on daily necessi-
ties, i.e. there are no or only a few grocery stores, which remained 
open throughout the pandemic, to reduce fluctuation.

Schlosstrasse comprises a healthy mix of shops and shopping 
centres and also focuses on sustainable shopping, which is 
increasingly in vogue and attracts customers sustainably.
But Schlossstrasse’s main distinction from 
the other streets, is that its Steglitz 
location is close to the residential 
areas of the district. This continued 
to appeal to people during the 
period of working from home. 
And continues to do so in the 
slipstream of “New Work”.

Schlossstrasse (opposite centre) 
(Berlin)

113*

Schlossstrasse (centre side) 
(Berlin)

108
Mittelstrasse 
(Düsseldorf)

100
Hohenzollernstrasse  

(Munich)

99
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THE TOP-7 IN THE PANDEMIC

Source: PlaceSense, Cushman & Wakefield 
*The 1-2 most important retail locations of a city are seen as top locations here. These are often the main axes of the city centre  

(Kaufinger-/ Neuhauser Straße in Munich, Zeil in Frankfurt or Königstraße in Stuttgart), have supra-regional fame and a high tourist importance 
(Königsallee in Düsseldorf, Kurfürstendamm in Berlin, Mönckebergstraße in Hamburg) 

**Period as a base before Corona: April 2019 to mid-March 2020
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DIE URSACHEN  
FÜR DIE 
FREQUENZ-
RÜCKGÄNGE

1

3

2

4

Lockdowns and 
closures of bricks-
and-mortar retail

Office workers were and 
are increasingly working 

from home, meaning 
there is reduced demand 
for city-centre retail and 

gastronomy

Holiday, trade fair and business 
travel has plummeted. City’s 

prime high streets particularly 
affected by the decline of 

(international) tourism.
Shopping under “2G” or 

“2G+” restrictions spoiled the 
shopping experience.

The inconsistent frequencies in the various markets over the course of 
the pandemic show that when analysing retail locations, one has to look 
very closely: Corona has added more to some locations than to others.

Contrary to the subjective  perception of many of those who worked from 
home that footfall was low in autumn 2021, the indices were at relatively high 
levels. This also appears to contradict the decline in retail sales. However, 
footfall does not automatically translate into store visits -  and still less into 
turnover generated. Not every passer-by or visitor makes a purchase. The 
explanations for the high index levels in the past low-turnover autumn are:

HIGHER INDEX DESPITE FALLING TURNOVERS

✘	 	Queues in front of the shops, demonstrations and “walks” have also 
influenced footfall

✘	 	Due to the pandemic, people are going to stores very selectively and 
in a planned manner. Even if they are in the city centre (= footfall), they 
only shop specifically in a few stores (= sales). 

✘	 	At and just before Christmas, many people “rewarded” themselves for 
persevering through the pandemic.

✘	 	During the pandemic, impulse purchases declined sharply. In addition, 
people went to the shops much less spontaneously than before. Instead, 
there were proportionately more customers with a concrete intention to 
buy. Accordingly, the capture rate has decreased and the con- version 
rate has increased.

INFO-BOX
THE CAPTURE RATE IS THE RATIO OF IN-STORE VISITORS COMPARED TO PEDESTRIAN 
FREQUENCY, WHILE THE CONVERSION RATE IS THE RATIO OF CUSTOMERS MAKING A 
PURCHASE COMPARED TO THE NUMBER VISITING A STORE.
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During the pandemic, e-commerce gained significant additional market share at the 
expense of bricks-and-mortar retail. It remains to be seen how and to what extent 
this loss can be reversed. Local presence is still important and essential for many 
retailers, especially with regard to branding. But how can city centres be reinvented 
to circumvent the influence of online retail, which has definitely and sustainably 
benefited from the pandemic? And what new retail formats and strategies are 
needed?

New retail formats are required 
that achieve higher footfall via 
experience mediation.

More varied city centres attract people from a 
colourful mix of retail segments (not only “door-
to-door” apparel stores), gastronomy and cultural 
amenities return to the city centres.

QUO VADIS, BRICKS AND MORTAR RETAIL?

DIESE RETAILER GEHEN MIT DER ZEIT: 

THE FUTURE OF RETAIL

More experience More mix

City centres are facing the 
challenge caused by the 
massive effects of e-commerce, 
of reinventing themselves 

Reinvent

Influenced by the pandemic, we are simply stroll-
ing. Consumers target specific businesses. As a 
result of the abolition of the Covid restrictions, 
the city centres will benefit from the new desire 
to shop and more spontaneous purchases will be 
made again – provided you provide your poten-
tial customers with the appropriate incentives.

Boost spontaneous purchases

   RETAILERS HAVE 
TO UTILISE FOOTFALL 
DIFFERENTLY THAN IN 
THE PAST.
RONNY KROHN 
Senior Consultant Retail Capital Markets / Letting

MORE EXPERIENCE ALSO WITH FOOD:  
Footfall winners Edeka and REWE are focusing 
on greener stores with a fresh market hall feeling 
herb farm, fish tank, unpackaged products or a 
return to full service.

REWE GREEN FARMING MARKT, Wiesbaden/
Erbenheim

RETAIL’S FUTURE IS 
HYBRID

GENESIS

Online shop that offers a limited 
range of goods in its shop areas. 
Combined with targeted offers, 
this attracts customers to the 
areas.

Designing the shop space as an expe-
rience backdrop with special effects  
→	customers can present themselves 
here via their social media channels.

Supreme Kingdom of Sweets

Space provider that sublets 
space to online shops, who 
want to try out the channel. In 
addition, the tenant receives 
real-time data on customer 
behaviour in the shop.

blaenk

The e-car and mobility provider 
is one of a new category of 
retailers who seek space for 
products that require extensive 
explanation and who want 
to exploit the footfall of city 
centres.
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With the gradual relaxation of the Covid restrictions, retailers could finally 
breathe a sigh of relief. Rising sales figures also ensured more vigour in the 
retail rental markets, especially with regard to city centre mixed retail/office 
properties and department stores. Expansion, innovation , new concepts – 
retailers are again in a more positive mood regarding the coming months and 
are thus sending positive signals to investors, whose propensity to buy is likely 
to increase significantly again in the future and is already doing so.

The investment market for retail real estate is much more lively than a year 
previously, with a transaction volume of € 3.5 billion in the first half of 2022. An 
increase of around two-thirds over 12 months. However, the result fell short of 
the H1 5-year average by around a quarter. Investors continue to be interested 
in local suppliers and retail parks, but city centre high-street mixed commercial 
properties and department stores also contributed a not inconsiderable share.

HOW IS THE RETAIL REAL ESTATE MARKET DEVELOPING IN THE  
AFTERMATH OF THE PANDEMIC?

THE REAL ESTATE MARKET  
AT A GLANCE

Q&A
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WHAT TO DO IN THE CITY CENTRES WITH REGARD TO RETAIL 
REAL ESTATE? WHERE ARE OWNERS AND TENANTS NOW 
CHALLENGED?

Here, too, regarding real estate, the major topic of the future is 
clearly digitisation and new technologies. In the future, spaces in 
prime locations, in side streets and especially in the weakening 
shopping centres should no longer solely accommodate sales 
space, but should be set up in such a way that retailers can use 
technology in a targeted manner to analyse how customers move 
in front of and inside the shop. In this way, tenants in malls and 
goods within the stores can be positioned as favourably as possible.

RONNY KROHN 
Senior Consultant Retail  

Capital Markets / Letting

THE RETAIL  
INVESTMENT MARKET  
HAS BOTTOMED OUT 
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JAN BARENHOFF
Director Business Development 

PlaceSense

WHERE DID CUSTOMERS COME FROM DURING THE PANDEMIC?

Thanks to metre-accurate GPS data, evaluated by our analysis tool, 
it is possible to say very precisely where passers-by in the shopping 
high streets come from and exactly which areas in the street they 
are heading towards. These „habits“ have not changed significantly 
during the pandemic – not even in the rise and fall of the various 
Covid waves. Resilience was high, and customers remained largely 
loyal to the businesses. And to their main shopping days.

HOW CAN RETAILERS USE THIS INFORMATION FOR 
THEMSELVES?

When you know data such as the actual catchment areas and peak 
shopping times, it is easier to position a new store ideally. And 
with the answers to questions such as: Where does a new business 
make sense? Do my target group go there? When do I need to 
increase my service ? And could the cheaper area in one of the side 
streets also be worthwhile, because the majority of people on the 
main strip usually turn here as well? Those who know this and act 
accordingly will also feel it in their turnover in the end.

PlaceSense is a leading provider of location-based 
information and analyses on footfall and behaviour 
in retail high streets and shopping centres. Through 
the PlaceSense online platform, retailers receive da-
ta-based location information that enables them to 
develop an in-depth understanding of their visitors, 
customers and competitors.

RELIABLE DATA BASIS

Further increasing footfall is expected over 
the summer of 2022 . Despite the still high 
infection rates in March and April, restric-
tions were reduced. This has strengthened 
propensity to buy and brought people back 
to the city centres..

After this positive development, it is to be 
hoped that we will be spared another sever 
wave of Covid in autumn and winter – even 
if new infections have been rising again 
since June.  This would not only benefit city 
centre  and retailers, but of course all of us.

OUTLOOK

WHERE DOES THE FOOTFALL  
COME FROM

20 RETAIL FOOTFALL INDEX I CUSHMAN & WAKEFIELD 21RETAIL FOOTFALL INDEX I CUSHMAN & WAKEFIELD



Local presence is 
still essential for 
many retailers, 
especially with 
regard to brand 
development.
RONNY KROHN 
Senior Consultant  
Capital Markets / Letting
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The Retail Footfall Index is based on movement 
data provided by PlaceSense. PlaceSense collects 
anonymised and shared location data from 
smartphone apps and models footfall using big 
data algorithms. For the Retail Footfall Index, the 
pedestrian footfall in a defined location within 
a certain week during the Covid pandemic is 
determined in this way. To reduce atypical peak 
spikes, a rolling four-week average is used. This 
footfall is then set in relation to the average weekly 
pedestrian footfall in the same location pre-
pandemic. As geographical units, retail locations, 
high street pitch sections, entire markets, market 
aggregates (e.g. top-7) or different qualitative 
location types (e.g. prime vs. off-prime locations) 
can be analysed.

The index thus enables statements to be made 
about footfall development over time. In each 
case, the development in a location is considered 
in comparison to its own history, i.e. to its own 
pre-pandemic average.

The period of the analysis covers 165 weeks from 
the 14th week of 2019 (April) to the 22nd week of 
2022 (beginning of June).

For example, the following types of conclusions 
can typically be drawn using the index on the 
footfall performance of retail locations:
Street A has developed better than Street B. A 
higher index level means a stronger increase in 
retailing health since the beginning of the pan-
demic.
Street A has a higher level of absolute footfall 
than street B, but experienced a greater decline 
during the pandemic.

Some streets are divided into several pitches/
sections. In this way, both the entire street and 
individual pitches can be analysed. 

The Retail Footfall Index is based on modelled 
data. This AI-based analysis is not intended to 
enable us to draw conclusions about the exact 
number of passers-by at a specific location at a 
specific time. For this purpose, other methods of 
data collection must be used.

Various factors such as weather, construction 
sites and events have an influence on footfall. 
Strong deflections cannot always be clearly 
traced back to their cause

EXAMPLE: MÖNCKEBERGSTRASSE (HAMBURG) 
COMPRISING 10 SECTIONS

LIMITS OF ANALYSIS

METHODOLOGY

INDEX = x 100
FOOTFALL

Ø AVERAGE FOOTFALL PRE-COVID

The 75 streets analysed in the top 7 markets are 
divided into a total of 310 pitches.
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This information („Information“) is intended exclusively for the recipient and has been prepared 
in good faith from public and other sources, including external sources. C & W (U.K.) LLP German 
Branch (C&W) has not checked the information provided by third parties and assumes no respon-
sibility for its accuracy or completeness. C&W accepts no liability for the losses of any other party 
that is not the intended addressee of the information and nevertheless relies on this information. 
Although all reasonable precautions have been taken to ensure the accuracy of the information, 
the right to make changes and confirmations is reserved. C&W assumes no liability for damages 
resulting from information obtained from third parties that require verification. No employee of 
C&W has the authority to make any representation or warranty in any way related to the informa-
tion. The right to make Individual changes is expressly reserved. Figures are also to be understood 
as approximate, even where not expressly marked, for the correctness of which no guarantee is 
accepted. For the reproduction of this information, both in part and in whole, prior written consent 
must be obtained.
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