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Macro insights

Prospects for private consumption
• Norwegian households have accumulated healthy 

savings, but they are also very concerned about the 
future. In the short term, consumption is set to fall as a 
result of these fears, combined with high inflation and 
high interest rates.

• Demographic change, technology and sustainability 
are likely consumption drivers in the longer term. The 
average consumer will be older and more digital, will 
live more densely and will be more environmentally 
aware.

• In order to be successful, shopping centres must factor 
in changing economic climates, maintain a presence in 
all sales channels and exploit data in order to become 
more familiar with their customers. 

Revitalisation of the Shopping Centre

Market Views
 - Macroeconomics and the Commercial Real Estate Market

Commercial Real Estate

Shopping centres – a market in flux
• Disregarding the positive trend seen during the 

pandemic, shopping centre turnover has gradually 
fallen, as it has for Norwegian retailers as a whole.

• Much of the explanation is down to how consumers have 
changed, both in terms of what they want to spend their 
money on and how they like to make their purchases.

• For shopping centres to survive, they need to reinvent 
themselves and offer a shopping platform that meets 
their customers’ needs.

Turnover growth, Norwegian shopping centres

Evolving tenant mix 

November 2022
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Prospects for private consumption
Consumption of goods and services has all 
but normalised after the pandemic sparked 
a sharp rise in the consumption of goods at 
the expense of services. Following strong 
consumption growth this year, we are now 
likely to see a fall in the consumption of both 
goods and services in the times ahead as a 
result of escalating inflation and high interest 
rates. Consumer confidence has fallen to an 
all-time low, and concerns about personal 
finances could dampen household spending 
in the immediate future. However, Norwegian 
households have been able to save during the 
pandemic. Many people have therefore built up 
a buffer, which could help to lessen the fall in 
consumption. 

Looking further ahead, consumption is shaped 
by long-term trends, and demographic change, 
technology and sustainability are likely drivers 
of consumption. The Norwegian population 
is expected to age in the years leading up to 
2060, while population growth is predicted to 
slow down. There is also reason to believe that 
centralisation will continue, both across the 

country as a whole and within geographical 
regions. Technological advances are likely 
to become an increasingly important driver 
of consumption. Over the course of the 
pandemic the average consumer has become 
much more savvy when it comes to adopting 
existing technology and digital solutions. 
Ahead, the online shopping trend is expected 
to remain strong, and the distinction between 
online and in-store shopping is beginning to 
blur. Concerns about the climate, nature and 
social sustainability will probably also become 
more prominent and have an impact on where 
and what the customer buys. To sum up, 
consumers are getting older and more digital, 
they live more densely and are becoming 
more environmentally aware. For retailers and 
shopping centres this means maintaining a 
presence in all channels frequented by their 
customers. Shops and shopping centres must 
factor in changing economic climates, and 
those who get to know their customers and 
exploit that knowledge to develop concepts 
and business models will be at an obvious 
advantage.

Shopping centres – A market in flux
Norway has long been a country of shopping 
centres, boasting a great many shopping 
centres per capita and historically good turnover 
growth. Yet aside from the very positive trend 
seen during the pandemic, shopping centre 
turnover has gradually fallen, as it has for 
Norwegian retailers as a whole. Much of the 
explanation is down to how the consumer 
has changed. Norwegians are shopping 
more online and abroad and are increasingly 
looking to spend more money on services and 
experiences rather than physical goods. This 
changing consumption pattern suggested that 
the death of the Norwegian shopping centre 
was imminent. The high concentration of 
shopping centres in Norway compared with 
other countries pointed to oversaturation, and 
the shopping centre footprint was expected to 
shrink.

That never happened, and today there is no 
indication that Norwegian shopping centres are 

dying out. What is true is that shopping centres 
are expected to face tougher times ahead. The 
economic situation is likely to slow consumption 
of goods and services, something which is bad 
news for shopping centres in the short term. 
Further ahead, long-term trends relating to 
demographics, ESG and technology will come 
to impact consumption.

For shopping centres to survive, they need to 
reinvent themselves. They need to understand 
their customers and offer a shopping platform 
that meets their needs and requires their physical 
presence. The growth in online shopping, a 
shift towards services, increased focus on 
ESG and evolving demographic patterns and 
a changing population distribution mean that 
shopping centre operators must make changes 
to both their tenant mix and to shopping centre 
designs. The Norwegian shopping centre will 
survive, but it will be wearing a brand-new coat.

Executive Summary



Akershus Eiendom
M

arket View
s

November 2022 3

Economic decline is likely to slow consumption of goods and services in 
the short term. Important drivers of consumption in the longer term will 
be demographic changes, technology and sustainability. Knowing your 
customer will be key.  

Prospects for private consumption
by Kari Due-Andresen, Chief Economist and Head of Research - Akershus Eiendom

Consumer trends

Demographics 

Norway currently has a population of around 
5.5 million. According to Statistics Norway, this 
figure is likely to rise to around 6 million by 2050 
based on the projection that annual population 
growth will fall from the current 1 per cent to 
around 0.2 per cent in 2050. Population growth 
will determine how much consumption can 
increase over time. The average Norwegian 
consumer is also getting older. According to the 
UN’s population projections, the proportion of 
Norwegians aged 65 or over will increase from 
around 30 per cent today to just under 45 per 
cent in 2060, before starting to decrease again. 
For the retail industry this means adapting to an 
ageing population in the coming years. 

Figure 1: Norway: share of population above 65 years oldNorway: share of population 65+ years
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Changes in the population distribution will also 
impact consumption in a given area. Norwegians 
have drifted towards more urban living over time, 

both across the country as a whole and within 
geographical regions. This pattern was partially 
broken during the pandemic, however. Suddenly 
people began moving out of the most central 
areas. Likely drivers were the reduced need to 
be close to work and the need for more space to 
be able to work from home. After the restrictions 
were lifted we have seen this trend starting to 
abate, and we expect relocation patterns to 
normalise in due course. 

Figure 2: Norway: net migration by areaNorway: net migration by area
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Thus the centralisation trend is forecast to 
continue, and Statistics Norway estimates that 
population figures in central Eastern Norway will 
continue to rise at the expense of other regions 
and areas in the coming years.

Macro Insights
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 Figure 3: Regional population projection, Statistics Norway
Regional pop.fcst, Statistics Norway
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Population growth, demographics and relocation 
will have consequences for retail growth in 
different areas. A successful concept needs to 
cater for those who live locally – and for how 
they live.   

Sustainability and technology

Demographic change aside, sustainability and 
technological advances will also impact future 
consumption. During the pandemic the average 
consumer became much more skilled at adopting 
existing technology and digital solutions. Online 
shopping now accounts for 15 per cent of all 
turnover in the Norwegian retail sector – an 
increase from 10 per cent in 2019¹ – and the 
online trend is expected to remain strong in the 
coming years.
 
Figure 4: Retail sales and online shoppingDetaljomsetning og netthandel
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In recent years we have seen a blurring of the 
distinction between online and in-store shopping. 
Consumers are increasingly starting their 
searches online before buying, irrespective of 
whether they make the final purchase online or 
in store. It is therefore more important than ever 
to reach out to customers online. Customers 
have also become more demanding in terms 
of expecting a seamless transaction. They are 

now more likely to expect to be able to buy both 
online and in store and for there to be a seamless 
transition between sales channels, e.g. by 
expecting customer service in a physical location 
for items purchased online. Another example is 
the growth of the click & collect concept.  

Knowing your consumers and what their 
preferences are is also increasingly important. 
New technology has made it possible to 
collect and process large quantities of data on 
existing and potential customers, and retailers 
who succeed in doing so gain a competitive 
advantage.  

Concerns about the climate, nature and social 
sustainability will probably also become more 
prominent. The green shift is impacting policy 
and preferences, thus placing new demands on 
both businesses and consumers. Sustainability 
considerations will affect how and when 
customers shop and what they buy. For example, 
we may see more retail locally near where 
people work and live or around public transport 
hubs in order to minimise car use. Customers are 
also increasingly likely to demand climate and 
environmentally friendly products and services.

Short-term challenges

The normal consumption pattern shifted from 
services to goods during the pandemic as a 
result of the lockdown in the service sector.

Figure 5: Household consumption, Feb 2020 = 100 Private consumption, Feb 2020= 100
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Service consumption rebounded sharply when 
the restrictions were lifted – at the expense of 
goods consumption – and consumption patterns 
now appear to have normalised.  

For many years, Norwegians have been 
1) Source: Virke Retail Report 2022-23
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spending an ever increasing amount of money 
on buying goods and services abroad, while 
foreigners have also consumed more in Norway. 
This overseas shopping trend was broken by 
the pandemic, however. Once restrictions were 
removed Norwegians began to travel again and 
foreign visitors are returning to Norway. Yet there 
is still some way to go before this consumption 
segment is back to pre-pandemic levels. 

Figure 6: Effect of pandemic on consumptionPandemic hit to consumption pattern
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The main driver of consumption in the short 
term is the financial circumstances of Norwegian 
households, however. The Norwegian economy 
is expected to enter leaner times, with drops 
in both production and employment next year. 
Consumer price inflation has become very high, 
and mortgage rates are soaring. Norwegian 
households are therefore very concerned about 
the prospect of their personal and the country’s 
finances, and the number of people planning 
major purchases is at an all-time low since 
Finance Norway began measuring consumer 
confidence in 1992.
 
Figure 7: Norway: Consumer confidence and purchase 
plansConsumer conf. and purchase plans
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This sense of worry amongst households can 
itself dampen consumption in the immediate 
future. On the other hand, Norwegian 
households have accumulated record savings 

over the course of the pandemic, which means 
many people do have a buffer. This could mean 
that consumption will not fall by as much as it 
otherwise would have done, although Norges 
Bank still expects a drop in overall consumption 
next year before it starts to increase again.  

Figure 8: Household savingsHousehold saving rate
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Household finances will also have an impact 
on what kind of goods and services are being 
consumed. Groceries are usually not severely 
affected by the economic climate, but it is clear 
that value range products are typically outselling 
more expensive items during economic 
downturns. Consumption of luxury goods and 
restaurant and hotel visits could also suffer. 
According to a Sifo survey, Norwegian shopping 
patterns have changed greatly and quickly in 
recent times towards cheaper products and 
general cost-cutting, probably as a result of a 
sharp rise in consumer prices and living costs in 
general . Consumption growth and composition 
will in any case reflect the economic trajectory, 
and shops and shopping centres should therefore 
take a flexible approach in that respect.   
 

Conclusion

To sum up, customers are getting older and 
more digital, they live more densely and are 
becoming more environmentally aware. For 
retailers and shopping centres this means 
maintaining a presence in all channels 
frequented by their customers. Shops and 
shopping centres must factor in changing 
economic climates, and those who get to know 
their customers and exploit that knowledge to 
develop concepts and business models will be 
at an obvious advantage. 
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The demise of the shopping centre? 

A number of new shopping centres have sprung 
up since the first one opened in Eiksmarka in 
1953. They were originally sited close to city 
centres and transportation hubs, but the 1980s 
saw an explosive increase in a new kind of 
shopping centre far greater in size and located 
out of town, but with good parking facilities. 
This led to a rapid expansion of the shopping 
centre footprint, and Norway is now the country 
in Europe with the most shopping centre floor 
space per capita. Part of the reason for this could 
be the country’s long and narrow geography, low 
population density and a climate that is best 
suited to indoor shopping. 

Norwegian shopping centres saw robust growth 
up until 2016. Figures from Kvarud Analyse 
show average annual turnover growth of around 
3.5 per cent between 2009 and 2016. This was 
followed by three years of significantly lower 
growth.

Figure 1: Sales development, Norwegian shopping centres
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The weak growth was blamed on increased online 
and overseas shopping combined with a change 
in consumption patterns whereby consumers 
were looking to spend more on services and 
experiences than on physical goods. 

Was this the start of the demise of the Norwegian 
shopping centre? The phenomenon had been 
the subject of much speculation outside Norway, 
particularly in the US. If shopping centres were 
to survive, they would have to adapt to the new 
consumer. The high concentration of shopping 
centres in Norway compared with other countries 
pointed to oversaturation, and the shopping 
centre footprint was expected to shrink. 

That never happened. Total shopping centre 
floor space in Norway increased by almost 10 
per cent between 2017 and 2021, according 
to Andhøyregistrene, with CAGR (compound 
annual growth rate) standing at 1.8 per cent. 
However, growth has gradually slowed down, 
and the trend has been relatively flat since 2019.  

Figure 2: Shopping centre footprint, sqm
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Commercial Real Estate

Norway has long been a country of shopping centres, boasting a great 
many shopping centres per capita and solid turnover growth. Changing 
shopping habits and the ever growing market share of online retailers 
have slowed the rising trend, however. For shopping centres to succeed in 
today’s market, they need to adapt to the new consumer. 

Shopping Centres – A Market in Flux
by Birgitte Heskestad Ellingsen and Camilla Hvistendahl - Akershus Eiendom

Source: Kvarud Source: Andhøyregistrene
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Shopping centres also saw a healthy increase in 
turnover in both 2020 and 2021. 2022 turnover 
is looking good so far, albeit with a significant 
drop after the summer. Footfall also remains 
relatively stable with only a marginal decline on 
2019. In other words, there is little to suggest 
the imminent demise of the Norwegian shopping 
centre.

The effect of the pandemic

The pandemic had a severe and immediate 
impact on the shopping centre market. The 
country’s 60 largest shopping centres suffered a 
brutal end to the first quarter of 2020 with turnover 
in the last two weeks of the quarter plunging by 33 
per cent. Almost four in ten businesses operating 
out of shopping centres had to remain closed 
due to the Covid restrictions. Total turnover in 
the first quarter fell by 4.7 per cent, much of the 
fall dampened by a good start to the year with 
turnover remaining healthy until lockdown . 

The decline in shopping centre turnover was 
temporary, however. By the second quarter 
turnover began to pick up, and nominal growth 
for 2020 overall was the highest since the 
financial crisis. The positive trend continued 
into 2021, and the country’s 60 largest shopping 
centres saw turnover growth of 2.9 per cent 
compared with 2020 and as much as 5.3 per 
cent compared with the first normal year before 
Covid, namely 2019¹. 

The strong performance by shopping centres – 
and by retailers in general – during the pandemic, 
mainly comes down to that Norwegians had 
nothing else to spend their money on. The 
service sector all but shut down, and overseas 
travel was greatly reduced. Supermarkets and 
Vinmonopolet are important anchor tenants 
for Norwegian shopping centres, and they 
were amongst the growth winners during the 
pandemic. Being able to buy everything in one 
place became a big draw for many shopping 
centres as customers sought to limit their number 
of contact points. In contrast, city centres lost out 
in a big way. Working from home and limited use 

of public transport left central areas, especially in 
Oslo, more or less devoid of people.

Tougher times ahead

All in all, shopping centres have performed well 
in 2022, although turnover has dropped over the 
course of the year. The latest figures show that 
while growth reached double digits in both Q1 and 
Q2, turnover dropped by 2.3 per cent in Q3. It is 
clear that Norwegian consumers are starting to 
tighten their belts. The Federation of Norwegian 
Enterprise (Nw. “Virke”) expects Norwegians to 
spend less on their Christmas shopping this year 
given the economic circumstances, something 
which will have a negative impact on shopping 
centres. Solid growth in the first six months will 
probably mean that the year as a whole will still 
end with growth overall. 

Shopping centres are expected to face tougher 
times ahead. As we have already mentioned in the 
macro analysis, the economic situation is likely 
to slow the consumption of goods and services, 
something which is bad news for shopping 
centres in the short term. Further ahead, long-
term trends relating to demographics, ESG and 
technology will come to impact consumption. 
As we have touched upon, there is nothing to 
justify calling time on the Norwegian shopping 
centre just yet. However, we must be careful 
not to overemphasise the strong growth seen 
by shopping centres in recent years as it can 
primarily be explained by the pandemic and its 
effects on Norwegians’ household economy and 
consumption patterns.  

Shopping centres in flux

The Austrian-born architect Victor Gruen is 
considered the father of the modern shopping 
centre. The expansion of US cities in the 1940s 
and 50s, led Gruen to believe that residents 
could benefit from covered areas where locals 
could shop, work and engage in leisure activities 
without having to rely on a car. It remained a 
dream. Developers expressed an interest in the 
concept, but when they realised that purely retail-

1) Source: Kvarud Analyse
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based destinations would be more profitable, the 
model changed. It is this model that has been 
the foundation for shopping centres for several 
decades. 

The needs and shopping habits of consumers 
are now undergoing major change. This is partly 
a result of increased online shopping and the 
reduced need for physical contact between 
customer and product before purchase. The rise 
of online shopping has also given consumers 
more power and allowed them to be more 
discerning. As a result of these changes, 
shopping centre operators have been forced 
to change their tenant mix in recent years, with 
fashion and footwear being the biggest losers in 
the Norwegian shopping centre market. 

Almost a decade ago the tenant mix comprised 
34 per cent fashion, 32 per cent specialist 
shops, 21 per cent food and drink and 9 per cent 
interiors1. Today the share of fashion outlets 
has fallen sharply to 18 per cent, while other 
segments have grown.  
 
Figure 3: Evolving tenant mix - significant drop for fashion
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The proportion of traditional retailers has fallen as 
operators continue to seek  alternative tenants. 
We are seeing a growing share of health and 
well-being, public sector tenants (e.g. municipal 
libraries), gyms, bars and restaurants. What 
these businesses have in common is that they 
require the consumer to be there in person and 
that they meet consumers’ day-to-day needs. 
Ironically, we are now closer to Gruen’s dream 
than ever. 

In addition to the changing tenant mix, the role 

of the physical shop is also being transformed 
as customers increasingly expect seamless 
transitions between sales channels. This 
involves anything from basic solutions such as 
click & collect to “servicification” and customer 
service, financing and repairs. These new 
solutions represent an opportunity for retailers to 
stay relevant and attract customers.

The shopping centre is not dead. Nor is the 
physical shop. However, to remain relevant 
they must be able to adapt, and a revitalisation 
process is already underway whereby shops are 
changing both their format and in-store offering.

Above all it is essential to attract good anchor 
tenants such as Vinmonopolet and quality 
supermarkets who can bring in the customers. 
Next, operators will want complementary 
businesses to meet customers’ everyday needs 
such as entertainment and social meeting 
places. This generates footfall in the shopping 
centre and ensures defensive revenue streams, 
which are facing less of a threat from online 
retailers. 

Shopping centre development is also 
increasingly reflecting local development trends. 
Proximity to public transport hubs is becoming 
more important as a direct consequence of 
environmental policy. Focus on ESG will only 
continue to grow and begin to encompass 
aspects other than environmental concerns. 
Shopping centres which are able to create good 
social meeting places by offering private and 
public services will have a major advantage. 

Citycon seeks to adapt to the new trends and 
aims to create self-sufficient local communities 
with 40 per cent retail, 20 per cent essential 
goods and 40 per cent offices/homes/other. 

At the same time, it is important to tailor each 
centre to local needs in terms of demographic 
factors and living conditions. For example, a 
shopping centre whose customer base largely 
lives in flats and uses the centre as a social 
meeting place will require an entirely different 
approach to a car-based centre where the 
average visit lasts 20 minutes.  

Source: ARAplan
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Concentrated ownership

Shopping centre ownership is highly 
concentrated in Norway, and a large share of the 
combined property values is owned by a handful 
of operators. In 2021 the five largest operators 
owned around 50 per cent of the total shopping 
centre floor space and accounted for around 
65 per cent of all turnover in the Norwegian 
market. Consolidation has happened gradually, 
starting with Steen & Strøm Invest acquiring 
Steen & Strøm Magasin in 1992 before turning it 
into Norway’s first shopping centre chain in the 
1990s. The same period saw the emergence 
of the Olav Thon Group though acquisitions of 
existing centres and newbuilds. Amfi Eiendom 
was launched in Surnadal in 1999. 

Consolidation continued into the 2000s in the 
form of several major property transactions. 
Amfi Eiendom gradually became part of Olav 
Thon, while foreign operators such as Klépierre, 
NIAM and Citycon were taking stakes in the 
Norwegian shopping centre market. In 2015 
Schage Eiendom acquired all of Salto Eiendom, 
and in 2018 Salto Eiendom and Scala Retail 
Property merged to form a new shopping 
centre behemoth. In more recent times we have 
seen Alti and Aurora Eiendom emerge as new 
operators in the Norwegian market. 

The processes described above have resulted in 
several new owners in the Norwegian shopping 
centre market, yet a large share of the overall 
market is still owned by a select group.
  
Figure 4: Turnover by shopping centre owner, 2021
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Consolidation has led to numerous large 
transactions. Our historical data shows that 
shopping centre transactions accounted for 
an average 53 per cent of all retail property 
transactions between 2007 and 2016. Far 
fewer shopping centres were sold between 
2017 and 2019, and the average for those 
years was 30 per cent. In the past three years 
the share of shopping centre transactions has 
again risen to just over 50 per cent of all retail 
transactions, much of it aided by the creation 
of Aurora Eiendom. However, it is worth noting 
that the share of retail transactions in the overall 
investment market in Norway has been falling. 
Between 2007 and 2016 the share was 24 per 
cent on average, while between 2017 and the 
present day the figure fell to an average 16 per 
cent of overall volumes.

Conclusion

As it happened, the shopping centre was 
not dead as had been prophesied by some. 
Yet aside from the positive trend seen during 
the pandemic, shopping centre turnover has 
gradually fallen, as it has for retail as a whole. 
Much of the explanation is down to how 
consumers have changed, both in terms of what 
they want to spend their money on and how they 
like to make their purchases.

For shopping centres to survive, they need 
to reinvent themselves. The growth in online 
shopping, a shift towards services, increased 
focus on ESG and evolving demographic 
patterns and a changing population distribution 
mean that shopping centre operators must make 
changes to both their tenant mix and to shopping 
centre designs. They must know their customers 
and offer a shopping platform that meets their 
needs. The Norwegian shopping centre will 
survive, but it will be wearing a brand new coat. 

Source: Andhøyregistrene
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