








The 2009 survey

The 2009 survey develops two new aspects of knowledge of retail in Brussels:

e anassessment of the requirements of shops for retail space, this analysis being limited to space used
for the sale of goods only

e an assessment of the importance of a new way of organising retail activity, in the form of franchises
and branches (or chains) which is more efficient than the traditional independent retailer status.

4.1. Shop requirements for surface area

The 2009 data base contains the surface areas of cells occupied by the sale of goods. There is too little
data to enable such an analysis for services, fuel and transport and transport equipment.

Sale of goods No of cells occupied by Total surface area Average surface 2009
the sale of goods area Average surface areas
. required for the sale

Integrated retail 2.621 102.495 39 of different goods
Intermediate household goods 1.316 111.296 85

Household goods 731 344,132 471

Personal goods 352 318.585 905

Leisure goods 2.463 262.282 106

Foodstuffs 1.554 239.566 154

TOTAL 9.037 1.378.356 153

The average surface areas occupied by the different functions vary in the proportion of 1 to 23.
The requirement for space varies greatly, depending on the type of goods sold:
e the biggest consumers of space are integrated retail, which normally offers a wide range
of goods, and intermediate household goods which handle which are often bulky (tiling or
kitchen show rooms, etc.)
e retail trades demanding an average amount of space are personal and household goods
e small consumers of space include foodstuffs, leisure goods and personal goods.
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The surface areas recorded

by Locatus are the m2 occupied

by sales and do not include storage
areas, associated offices etc.
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The total surface areas occupied by the different retail functions obviously also reflect the number of retail
cells occupied by these functions.

However, the classification of functions by total surface area occupied and by the average surface area
of the cells housing these functions is almost the same. The sole retail functions which form an exception
to this rule are intermediate household goods and personal goods. In the latter case, the large number
of cells occupied means that it exceeds the total surface area of household goods: it is a function for
which both demand and profits are high.
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4.1.2. Preferred locations of retail functions by space consumption
Small consumers of space such as foodstuffs and leisure goods have a fairly stable average surface
area, regardless of their location.
2009 Average surface area (m?)
Average surface areas . . .
by different retail Types of retail functions Nodes Shopping Stand-alone TOTAL, BCR
. stores
locations
Foodstuffs 40 35 39 39
Leisure goods 80 129 86 85
Intermediate household goods 297 653 639 471
Integrated retail 725 3.736 966 905
Personal goods 100 181 98 106
Household goods 125 348 189 154
TOTAL 123 275 187 153

The more space a goods type consumes, the more it will feel cramped in the spontaneous nodes where
the plot division is outdated and only provides small retail spaces, short of joining several ground floor
areas.
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Retail trades demanding an average amount of space, such as personal and household goods, prefer
retail nodes if they can be satisfied with the retail space available there. Those who wish to set up on
larger surface areas choose to do so either outside the nodes, or in galleries or shopping centres: for the
same product type, the average surface areas available in these locations are larger.

The most space-intensive retail types are intermediate household goods and integrated retail. Half of
intermediate household goods are located in stand-alone stores, and half in retail nodes, but the sur-
faces they occupy are on average twice as large on stand-alone sites. Furthermore, in shopping centres
integrated retail enjoys surface areas four to five times larger than in other retail areas.

Number of cells

Types of retail functions Nodes Galleries & Stand-alone TOTAL, BCR:
isolated stores
shopping
Foodstuffs 1.238 39 1.344 2.621
Leisure goods 745 59 510 1.316
Intermediate household goods 358 7 365 731
Integrated retail 192 9 151 352
Personal goods 1.901 197 365 2.463
Household goods 954 40 560 1.554
TOTAL 5.388 351 3.295 9.037

Total surface areas

Types of retail functions Nodes Shopping Stand-alone TOTAL, BCR:
stores
Foodstuffs 49.183 1.369 51.943 102.495
Leisure goods 59.818 7.628 43.850 111.296
Intermediate household goods 106.266 4.570 233.296 344132
Integrated retail 139.111 33.620 145.854 318.585
Personal goods 190.939 35.562 35.781 262.282
Household goods 119.562 13.922 106.082 239.566
TOTAL 664.879 96.671 616.806 1.378.356

Finally, the most modern forms of retail area, such as shopping centres and galleries, host the largest
surface areas for all retail functions except foodstuffs.

4.1.3. Preferred locations by space consumption in the different typological
classifications of retail nodes.

Let us now take a closer look at the average surface areas occupied by these functions in the different
typological classifications of retail nodes.

The average m? occupied in the sale of foodstuffs varies little in different retail areas.

The average surface areas occupied by the different retail functions are lowest in the intermediate centres
in the outer metropolitan ring and in the secondary centres.
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2009

Average surface areas
Average surface areas for

different goods types by hierar- Types of Hypercentre Secondary  Interme- Interme- Local Shopping  Stand-alone TOTAL,
chical level of retail nodes retail functions centres diate, inner diate, outer nodes stores BCR
metropoli-  metropoli-
tan ring tan ring
Foodstuffs 38 40 42 37 41 35 39 39
Leisure goods 82 55 96 85 87 129 86 85
Intermediate household 329 247 310 246 383 653 639 47
goods
Integrated retail 1.337 272 737 721 810 3.736 966 905
Personal goods 116 90 104 75 64 181 98 106
Household goods 127 141 101 135 107 348 189 154
TOTAL 136 103 135 11 125 275 187 153
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The average surface area recorded in stand-alone stores is virtually always higher than those measured
in the different typology classes. This is in part because there is less competition for space than in the
retail corridors, and a lower price per m?.

The hypercentre, galleries and isolated shopping centres offer high average surface areas to all functions,

and very high in the case of integrated retail. This clearly corresponds to the requirements of the most
modern forms of retail.
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4.2. Independent traders versus chains

In general, retail is organised by two status types, either by independent retailers or by a multitude of
networks of very varied structures which we will call ‘chains’ ' for simplicity’s sake.

The data base provides almost all the information relating to the status of retailers in both sales and
services.

4.2.1. Retail in the Brussels region by retailer occupation status

Status No of retail establishments % of retail establishments 2009

Retail establishments
Independent 17.549 87,65%  py retailer occupation
Chains 2.473 12,35%  status
Total: 20.022 100 %

Graphic 22
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With 2,675 of the 20,022 stores and retail services establishments in Brussels, retail chains represent
13 % of the retail stock, or nearly one shop in eight. This means that more than 85 % of retail cells in the
capital are still run by independent retailers.

19

Locatus defines as a chain
belonging to a network any store
permanently associated with
others under a single brand name
in a contractual relationship,
franchise, affiliation, concession,
management lease, or associate
in a cooperative.
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4.2.2.

Sale of goods and services by retailer occupation status

406 different chains occur at least once in the region.

The majority of independent retailers are active in the sale of services, while most chains are active in

the sale of goods.

Graphics 23 | 24 2009
2009 Chains
Independent retails  54% 46% 60%
@ Services @ Services
W Goods ewemn Goods
Independent retailers account for 90% of the sale of services, but less than 85% of the sale of goods.
2009 Status Goods Services
Sale of goods
and services by retailer No of retail % of retail No of retail % of retail
occupation status establishments establishments establishments establishments
Independent retailers 8.012 84,20 % 9.537 91 %
Chains 1.496 15,80 % 977 9%
Total: 9.508 100 % 10.514 100 %
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4.2.3. Retail functions by retailer occupation status

Let us now take a closer look at this division between ‘independent retailers’ and ‘chains’ in terms of the
type of goods and services concerned.

4.2.3.1. Independent
72 % of independent retailers are active in just four sectors: catering, personal services, foodstuffs and
personal goods.

Independent retailers by retail type No of retail establishments % of retail establishments 2009
Retail functions
Foodstuffs 2.459 14,0 % by retailer occupation
Leisure goods 1.091 6,2%  status
Intermediate household goods 657 3,7 %
Fuel and transport goods 306 1,7%
Integrated retail 111 0,6 %
Personal goods 1.984 11,3%
Household goods 1.404 8,0 %
Catering 5.032 28,7 %
Personal services 3.185 18,1 %
Other types of service 1.320 75 %
Total: 17.549 100,0 %
4.2.3.2. Chains
51.3% of chains are active in just two activity types: services other than personal services, and the sale
of personal goods.
Chains by retail type No of retail establishments % of retail establishments 2009
Chains by retail type
Foodstuffs 162 6,60 %
Leisure goods 225 9,10 %
Intermediate household goods 74 3,00 %
Fuel and transport goods 165 6,70 %
Personal goods 241 9,70 %
Household goods 479 19,40 %
Integrated retail 150 6,10 %
Catering 108 4,40 %
Personal services 81 3,30 %
Other types of service 788 31,90 %
2.473 100,00 %

For chains, the heading ‘other services of a commercial nature’, which includes banks, employment
agencies and estate agencies, leads the services category by some distance.

‘Personal goods’ dominates the ‘sale of goods’ category.
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4.2.3.3. Independent retailers versus chains

Let us now compare the two tables:

2009

Status by retail type Independent % Independent Chains % Chains
Status by retailers retailers
retail type
Foodstuffs 2.459 93,80 % 162 6,20 %
Leisure goods 1.091 82,90 % 225 17,10 %
Intermediate household goods 657 89,90 % 74 10,10 %
Fuel and transport goods 306 65,00 % 165 35,00 %
Integrated retail 111 31,50 % 241 68,50 %
Personal goods 1.984 80,60 % 479 19,40 %
Household goods 1.404 90,30 % 150 9,70 %
Catering 5.032 97,90 % 108 2,10 %
Personal services 3.185 97,50 % 81 2,50 %
Other types of service 1.320 62,60 % 788 37,40 %
17.549 87,60 % 2.473 12,40 %
Graphic 25
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4.2.4  Surface areas occupied by retail cells in the sale of goods:
independent retailers versus chains

4.2.4.1 Distribution of number of cells occupied by independent retailers and
chains in the sale of goods

Independent retailers occupy more than 80% of cells in every type of goods with the exception of the
integrated retail sector.

Independent retailers Chains Total

Type of goods No of cells % of cells No of cells % of cells No of cells %
Foodstuffs 2.459 93,82 % 162 6,18 % 2.621 100,0 %
Leisure goods 1.091 82,90 % 225 17,10 % 1.316 100,0 %
Intermediate 657 89,88 % 74 10,12 % 731 100,0 %
household goods
Integrated retail 111 31,53 % 241 68,47 % 352 100,0 %
Personal goods 1.984 80,55 % 479 19,45 % 2.463 100,0 %
Household goods 1.404 90,35 % 150 9,65 % 1.554 100,0 %

7.706 85,27 % 1.331 14,73 % 9.037 100,0 %

4.2.4.2 Distribution of surface areas occupied by independent retailers
and chains in the sale of goods

The ratios are very different if we turn instead to the surface areas occupied: independent retailers remain
in first place for the specialist food sectors, the average surface area of these stores being relatively
similar for each status.

For the other categories of goods sold, taking account of the surface areas occupied significantly changes

the weight of each status.

Independent Chains

retailers
Types de biens % m? occupied % m? occupied Total average m?
Foodstuffs 93.60 % 6.40 % 100 % 39
Leisure goods 61.90 % 38.10 % 100 % 82
Intermediate household goods 84.30 % 15.70 % 100 % 400
Integrated retail 9% 91 % 100 % 317
Personal goods 51.60 % 48.40 % 100 % 42
Household goods 66.50 % 33.50 % 100 % 138

56.50 % 43.50 % 100 %
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2009
Average m? occupied
by independent retailers
and chains
in the sale of goods

4.2.4.3. Average m? surface areas occupied by independent retailers
and chains in the sale of goods.

The average m? for functions operated by the chains are between one and five times higher than those
same functions operated by independent retailers.

ndependent retailers Chains ratio m? chains/ independent
retailers
Type of goods No of retail No m? Average m? No of retail No m? Average m?
establishments establishments

Foodstuffs 2.459 95934 39 162 6.561 41
Leisure goods 1.091 68 892 63 225 42 404 188
Intermediate household 657 290 071 442 74 54 061 731
goods

Integrated retail 111 28 608 258 241 289.917 1.203
Personal goods 1.984 135419 68 479 126.781 265
Household goods 1.404 159 382 114 150 80 184 535

7.706 778.306 1331 599.908
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Independent retailers form an obvious majority in the various spontaneous retail spaces such as retail
nodes and stand-alone stores. However, they are in a slight minority in galleries and isolated shopping

centres.
- : 2009
Independent % Independent Chains % Chains Total L
retailers retailers Location in different
retail areas by status
Retail nodes Hypercentre 3.267 86,40 % 514 13,60 % 3781
Secondary centres 1.976 88,20 % 264 11,80 % 2240
Intermediate centres, 1.694 86,00 % 276 14,00 % 1970
inner metropolitan ring
Intermediate centres, 1.173 78,70 % 318 21,30 % 1491
outer metropolitan ring
Local nodes 1.091 87,60 % 155 12,40 % 1246
Galleries and isolated 251 48,00 % 272 52,00 % 523
shopping centres
Stand-alone stores 7.895 90,01 % 876 9,99 % 8.771
Brussels region 17.549 87,65 % 2.473 12,35 % 20 022

It will be noted that the percentage of chains is twice as high in intermediate centres in the outer metro-
politan ring than in the other types of commercial node corridors. Intermediate centres in the outer
metropolitan ring meet the same needs as those in the inner metropolitan ring, but they are situated in
districts where incomes are higher.
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Location of cells
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or to let
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A commercial building is recorded as
vacant in the Locatus data base, if:

It can be reasonably expected that
these (unoccupied) premises will

in the future be occupied by a sales
point in the field of retail sales,
catering or consumer services.

The following also applies:

In a retail zone:

 The building was previously used
as a store and is at present
effectively empty; or,

© The building is no longer used at
present as a store or as a catering
establishment, but it carries

a sign advertising it for sale or lease
as a sales point.

Outside retail zones:

these two criteria must apply.
Therefore, there must have previously
been a sales point, and there must be a
‘for sale or lease’ or ‘sold/leased’ sign
on the build-ing.

4.3. Empty retail premises

4.3.1. Number of cells for sale or lease

960 vacant retail premises were identified by the consultant. The definition of unoccupied cells used by
Locatus differs from the definition used in the 1997 survey. A comparison with the number of vacant
premises recorded in the 1997 survey by the Administration is not therefore possible; many retail pre-
mises which were vacant at that date have been converted into housing or office space and are no longer
included in the Locatus data base.

4.3.2. Location of cells for sale or let

The highest number of vacant retail cells are situated in the retail node corridors and in the stand-alone
retail areas.

Number of vacant cells % of vacant cells

Within the PRAS retail node corridors 448 46,70 %
In galleries and shopping centres situated outside retail nodes 81 8,40 %
Outside retail nodes and galleries 431 44,90 %

960 100 %

44.9%

In PRAS retail node corridors

In galleries and shopping centres located
outside the retail nodes

Outside retail nodes and galleries

If we compare the percentage of vacant cells with the percentage of occupied retail cells in these three
retail area types, we can see that galleries and shopping centres have a higher proportion of cells for sale
or to let. This is without doubt due to the current renovation of the galleries at Toison d’Or and Ravenstein.

It is also the case that the ratio of vacant to occupied cells is higher outside the retail node corridors than
it is within the corridors. But these figures are very dependent on the methodology adopted by Locatus
for its survey of vacant cells which is more rigorous when designating a space as vacant in stand-alone
retail than in the retail node corridors, no doubt because vacant spaces in stand-alone retail are less
sought-after by future traders, the potential customers of the survey’s author.
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2009
Proportion of occupied cells
in the different retail areas

% of vacant cells in relation
to number of occupied cells

In and outside the PRAS retail node corridors 4%
In galleries and shopping centres situated outside retail nodes 16 %
Outside retail nodes and shopping centres 5%
Regional average 5%

The consultant reported more than 95,000 m? of vacant cells.

The vacant cells recorded in 2009 very largely, in aimost 97 % of cases, represented a surface area below
400 m?. Only 37 vacant spaces larger than 400 m? were recorded by the consultant in the areas where
retail is present.

Graphic 28
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4.3.4. Location of cells for sale or to let

The total surface area is distributed as follows.

Location of vacant m* M2 vacant surfaces Total in retail node Total in shopping Total outside retail Total
by retail area corridors centres node corridors
> 1000 m? 3000 2020 12 050 17 070
999 m? - 400 m? 5707 0 7314 13021
399 m? - 200 m? 7228 0 6282 13510
199 m? - 100 m? 8371 1648 6755 16774
<100 m? 17 000 2724 15 055 34779
Total 41 306 6392 47 456 95154

The surface areas in these vacant cells are located both in the retail node corridors and in the rest of
the region.

The largest available surface areas, and the surface areas above 400 m?, are outside the retail node
corridors. Surfaces below 400 m? are mainly available in the retail node corridors.

Graphic 29
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Conclusion

Retail in the Brussels region is an important function for the attractiveness of the region. It is also a major
source of employment. Last but not least, it supplies the needs of the residents of Brussels.

The limits of the Observatory’s data only enable us to assess this third aspect.
The purpose of shopping is to satisfy day-to-day and less frequent or exceptional needs.

The region’s retail network makes it possible to meet these needs across the whole territory. It needs
to be strengthened.

It is ceaseless changing to respond to evolving supply and demand. The period 1997-2005 saw growth
of 0.4% within the retail node corridors, while 2005-2009 suffered an average annual decline of -2.3%.
The period 1997-2009 recorded a decline of 0.5%.

It is clear that retail activity is not a long quiet river. The number of retail cells is in constant decline in a
majority of functions.

The phenomenon is at work at every level of the retail network in the Brussels region. However, it par-
ticularly affects stand-alone stores, which saw an average annual decline of 1.9% between 1997 and
2009, more than four times the average annual decline recorded in all retail corridors in the same period.
B. Merenne-Schoumaker speaks of the ‘decline in intermediate retail areas, endangering the social role
of local retail’®!

The reasons for the decline in cells occupied by a retail function are many: changing consumer behaviour,
both in purchasing and in their spatial conduct, which weakens cells located outside the main traffic
flows; the restructuring of some sectors; the rise in e-commerce and the reduction in average household
consumption.

This observation is already well-established, as withessed by the fact that the retail issue was addressed
as a matter of major concern during the first draft regional development plan in 1994.

The options for action focused on:

e the quality and organisation of public open spaces

e improving the comfort of shoppers, inter alia by providing adequate access by public transport and
by car

e asystem of commercial district agreements, to mobilise funds from various sources and to coordinate
them in an integrated development project.

The attractiveness of retail areas, for both shoppers and traders, and the improvement of their quality, is

the mission that the government entrusted to Atrium, an agency created to implement the commercial
district agreements.
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The agency is currently active in the enhanced housing and renovation development areas (EDRLR). After
assessing its strengths and the adequacy of its resources, its scope should be extended to enable to
take into account the problems of districts situated outside its existing sphere of activity.

While the attractiveness of a retail area and the comfort of pedestrians are essential if shoppers are to
take a degree of pleasure in making their purchases, the accessibility of these areas is critical if they are
to visit them.

The road and public transport networks, and the office, school and cultural infrastructure, structure the
space and the consumer’s mobility chain. Traffic flows encourage the visibility of retail activities. We??
speak of ‘passing attraction, defined in opposition to polar attraction’ to describe the flow of customers
whose attention is grabbed by points of contact during a shopping trip without being resident in the area.

The concept of ‘passing’ attraction is illustrated by the convenience stores located in petrol stations,
which more and more frequently offer convenience goods (sandwiches, bread and newspapers) as well
as impulse buys (sweets and drinks). Commuters using public transport will also enjoy an increasing
range of goods and services in metro and railway stations.

But the accessibility of retail areas depends vitally on the ability to stop there, in other words on having
somewhere to park cars and bikes. The policy of providing short-term car parks seems to encourage
flows in nodes where these are lacking, and should be made more widespread.

Alongside the moves to refocus on the most important levels of the network, there is also something of a
return to a local approach, as evidenced by the multiplication of small branches opened by the megastore
chains in local areas, and the rising number of grocers in the retail corridors and in stand-alone areas.

Given the ageing population, the rising cost of fuel and the need for sustainable well-being, there is a
case for asking whether it would be appropriate to encourage the existence of small local nodes in the
interstices of the retail network.

During the development of residential projects of a certain size, quotas of additional functions, including
local shops, could be established.

In view of the considerable loss of retail cells, which also represents a loss of employment, it would be
helpful to understand the different reasons for closure, and to help to hand them on where that would
be useful.

In a previous edition of the Observatory, Professor Grimmeau (IGEAT-ULB) suggested asking traders
about their reasons for closing their businesses:

e obsolescence

e the inherent difficulties of the business

e age of the trader

e the difficulties in handing the business on

¢ lack of management expertise

e competition

e |ocation

e lack of profitability

Finally, the prospect of regionalising powers under the ‘IKEA’ law and the necessary revision of its criteria

under the European Services Directive require us to think afresh about the planning and land-use criteria
for large-scale retail projects.
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Annexes

Typology PRAS map n° Name of retail node corridors ::1'::::}:1)’
Hypercentre 7 Stalingrad-Lemonnier of retail node
Hypercentre 8 Dansaert-Saint Géry corridors
Hypercentre 10 Flandre-Sainte Catherine
Hypercentre 11 City centre

Hypercentre 12 Marché aux Herbes
Hypercentre 13 Grand Place

Hypercentre 3 Boulevard de Waterloo
Hypercentre 39 Louise District
Hypercentre 60 Toison d'Or

Hypercentre 61 Porte de Namur
Hypercentre 1 Marolles

Hypercentre 2 Sablon

Hypercentre 4 Ravenstein

Hypercentre 5 Congres

Hypercentre 83 Midi

Hypercentre 77 Luxembourg
Hypercentre 1001 Progres

Hypercentre 1002 Mérode

Hypercentre 14 Dansaert

Secondary centre 19 Marie Christine
Secondary centre 25 Molenbeek Centre
Secondary centre 32 Wayez

Secondary centre 36 Quartier du Triangle
Secondary centre 4 Bailly-Vleurgat
Secondary centre 47 Uccle Centre

Secondary centre 94 Place Saint Josse
Secondary centre 102 Rue de Brabant
Secondary centre 105 Helmet

Intermediate centre, inner metropolitan ring 23 Charles Quint
Intermediate centre, inner metropolitan ring 26 Karreveld

Intermediate centre, inner metropolitan ring 28 Chaussée de Ninove
Intermediate centre, inner metropolitan ring 31 Chaussée de Mons
Intermediate centre, inner metropolitan ring 35 Saint Gilles Centre
Intermediate centre, inner metropolitan ring 38 Janson

Intermediate centre, inner metropolitan ring 40 Louise-Lesbroussart
Intermediate centre, inner metropolitan ring 43 La Bascule
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Typology PRAS map n° Name of retail node corridors
Intermediate centre, inner metropolitan ring 44 Rue Vanderkindere
Intermediate centre, inner metropolitan ring 45 Place Vanderkinderen
Intermediate centre, inner metropolitan ring 58 Chaussée de Waterloo
Intermediate centre, inner metropolitan ring 62 Flagey

Intermediate centre, inner metropolitan ring 79 Place Jourdan
Intermediate centre, inner metropolitan ring 81 La Chasse
Intermediate centre, inner metropolitan ring 84 Avenue des Celtes
Intermediate centre, inner metropolitan ring 85 Rue de Tongres
Intermediate centre, inner metropolitan ring 95 Chaussée de Haecht
Intermediate centre, inner metropolitan ring 96 Rue de la Prairie
Intermediate centre, inner metropolitan ring 97 Dailly-Chazal
Intermediate centre, inner metropolitan ring 101 Royale Sainte-Marie
Intermediate centre, outer metropolitan ring 15 Wand

Intermediate centre, outer metropolitan ring 16 Vekemans
Intermediate centre, outer metropolitan ring 18 Houba de Strooper
Intermediate centre, outer metropolitan ring 20 Miroir

Intermediate centre, outer metropolitan ring 24 Docteur Schweitzer
Intermediate centre, outer metropolitan ring 34 Bizet

Intermediate centre, outer metro-politan ring 46 Etoile-Coghen
Intermediate centre, outer metropolitan ring 52 Vivier d'Oie
Intermediate centre, outer metropolitan ring 53 Fort Jaco
Intermediate centre, outer metropolitan ring 56 Place Saint-Denis
Intermediate centre, outer metropolitan ring 65 Cimetiere d'Ixelles
Intermediate centre, outer metropolitan ring 69 Place Keym
Intermediate centre, outer metropolitan ring 76 Wavre-Souverain
Intermediate centre, outer metropolitan ring 86 Avenue Georges Henri
Intermediate centre, outer metropolitan ring 93 Place Dumon
Intermediate centre, outer metropolitan ring 70 Place Wiener

Local nodes 9 Van Artevelde

Local nodes 21 Léon Théodore

Local nodes 22 Werrie (Belgica)
Local nodes 27 Duchesse de Brabant
Local nodes 29 Ninove-Mettewie
Local nodes 30 Ropsy Chaudron
Local nodes 37 Bethléem

Local nodes 48 de Fré

Local nodes 49 Place Saint Job

Local nodes 50 Langeveld

Local nodes 51 Vert Chasseur

Local nodes 55 Altitude Cent

Local nodes 59 Brugmann

Local nodes 63 Germoir

Local nodes 64 Gare d'Etterbeek
Local nodes 66 Petite Suisse

Local nodes 67 Buyl

Local nodes 68 Rue Gilbert

Local nodes 71 Pinoy
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Typology PRAS map n° Name of retail node corridors
Local nodes 72 Chaussée de Wavre
Local nodes 73 Saint-Julien

Local nodes 74 Keyen-Stauwen
Local nodes 75 Wavre-Watermael
Local nodes 78 Archimede

Local nodes 80 Sainte Gertrude
Local nodes 82 Pervyse

Local nodes 83 Escadron

Local nodes 87 Rue Tomberg

Local nodes 88 Place Verheylewegen
Local nodes 89 Place Saint-Lambert
Local nodes 90 Place des Mayeurs
Local nodes 91 Rue au Bois

Local nodes 100 Rue Josaphat

Local nodes 104 Cage aux Ours

Local nodes 106 Avenue H. Conscience
Local nodes 107 Place de la Paix
Local nodes 108 Louvain-Paduwa
Local nodes 981 Louvain-Meiser
Local nodes 982 Louvain-Meiser
Local nodes 1000 Dixmude-Ypres

Goods experiencing growth between 1997 and 2009

Undefined retail
Integrated retail
Commodity products
Commodity products
Commodity products
Commodity products
Commodity products
Comparison products
Comparison products
Comparison products
Comparison products
Selective products

Selective products

fuel and transport goods
multi-purpose

health foods

decorative furnishings
DIY centre

mobile telephony
grocers, general food stores
building materials

wool and hosiery

toys and games
dressmaking fabric
cycles and motorbikes

IT products (retail)

Goods experiencing growth between 2005 and 2009

Commodity products
Commodity products
Comparison products
Comparison products
Selective products

Selective products

Commodity products
Comparison products
Comparison products

Comparison products

chocolatier and similar

health and beauty, cleaning products
Crockery and tableware

garden articles

collectors’ items

artists’ materials

other articles

umbrellas, hats and gloves

porcelain, crystal, luxury household goods

fuel and service stations
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Services experiencing growth between 1997 and 2009

Other types of retail service other

Other types of retail service estate agency (agency with shop window)
Complementary products cafeteria, snacks, fast-food
Complementary products restaurant

Commodity products
Comparison products
Personal services
Personal services

Personal services

car wash

beauty care, sauna, tanning centre
personal goods and services: other
hairdressers

opticians

Services experiencing growth between 2005 and 2009

Other types of retail service

Selective products

Personal services

Other types of retail service

Personal services

discothéque, dance halls

animal grooming

shoe repairs, locksmith, engraver, tailor
lottery, bookmaker

laundrette

Goods in decline between 1997 and 2009

Undefined retail

Undefined retail

Complementary products

Commodity products
Commodity products
Commodity products
Commodity products
Commodity products
Commodity products
Commodity products
Commodity products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Selective products

Selective products

Selective products

Selective products

retail, restaurant and café

specialist

tobacconist

bakeries, patisserie

butcher, charcuterie

fish and seafood

cheesemongers, dairy products milk, delicatessen
game, poultry, tripe

souvenirs, gifts

florist

newspapers

bed linen, rugs, fitted carpet

pictures, furnishing fabrics, wallpapers

tiling, sanitary fittings

hardware, plumbing

domestic electrical goods, kitchen equipment
TV, hi-fi

jewellery, clock and watch making
haberdashery

leather goods

music store

car/motorbike/bicycle accessories
gunsmiths, hunting and fishing

domestic pets and associated goods

other (Leisure other no equivalent in Locatus)

camping and scouting articles

Goods in decline between 2005 and 2009

Undefined retail
Undefined retail
Commaodity products
Commodity products
Comparison products

Comparison products

household equipment and maintenance
leisure and cultural goods

late-opening general stores

wines and spirits

shoes

perfumery, beauty products
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Comparison products
Selective products
Undefined retail
Integrated retail
Commodity products
Commodity products
Comparison products
Comparison products
Comparison products
Comparison products
Comparison products
Selective products

Selective products

fuel (sale of heating oil)
miscellaneous arts

personal goods and services
general stores

food and drink
photographers

furniture

light fittings and electricity, heaters

household equipment and maintenance

clothes, lingerie
sports equipment
antiques, second-hand goods

musical instruments

Services in decline between 1997 and 2009

Other types of retail service
Other types of retail service
Other types of retail service
Other types of retail service
Complementary products

Commodity products

bank branches
travel agencies

copy-shop, printing centres

video rental, amusement arcade

café, bar, drinks outlet

pharmacy, herbalist

Comparison products tyres, specialist instant service

Services in decline between 2005 and 2009

Other types of retail service temporary employment agency

Other types of retail service peep-show

Other types of retail service other

Other types of retail service private telephone and fax centre
Complementary products other types

Undefined retail other types of retail service

Complementary products waffles, ice-cream parlour, tea-room, créperie
Comparison products other (other fuel)

Personal services funeral directors
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ANNEXE 3
Classification
of retail businesses _ Commodity products
by purchasing behaviour  junk shop, bric-a-brac, discount store
typology

Classification of retail businesses by type of purchasing behaviour

bakeries, patisserie

chocolatier and similar

butcher, charcuterie

fish and seafood

cheesemongers, dairy products milk, delicatessen

grocers, general food stores

late-opening general stores

health foods

wines and spirits

other articles

game, poultry, tripe

decorative furnishings

souvenirs, gifts

florist

mobile telephony, telephones

DIY centres

health and beauty, cleaning products
pharmacy, herbalist, orthopaedic aids
bookshop, stationer, cards, second-hand booksellers, comic books
photographers

newsagents

car wash

Comparison products

furniture

domestic electrical goods, kitchen equipment
TV, hi-fi

Crockery and tableware

other capital goods

porcelain, crystal, luxury household goods
bed linen, rugs, fitted carpets, curtains, parquet
pictures, furnishing fabrics, wallpapers

tiling, sanitary fittings

Hardware, plumbing

light fittings and electricity, heating equipment
garden articles

builders’ merchants

frames, doors, ceilings, partitions

other

clothes, lingerie, baby articles

shoes

jewellery, clock and watch making
perfumery, beauty products

haberdashery

dressmaking fabric

leather goods

umbrellas, hats and gloves

wool and hosiery

beauty care, sauna, tanning centre
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sports equipment

music store

toys and games

fuels

fuel and service stations

car sales

car/motorbike/bicycle accessories

tyres, specialist instant service

Selective products

antiques, second-hand goods
miscellaneous arts

IT products (retail)

gunsmiths, hunting and fishing
pets and associated goods
musical instruments

artists’ materials

other leisure and cultural goods
camping and scouting articles
other

collectors’ items

cycles and motorbikes

Complementary products

restaurant

cafeteria, snacks, fast-food

chip shop

waffles, ice-cream parlour, tea-room, créperie
café, bar, drinks outlet

other type

delicatessen

tobacconist

Integrated retail

multi-purpose

general stores
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