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Services (71% of total urban economy) 

Non-Shop City 
Text and g raph ics Theo Deutinger, L u c i a U s e r a and S t e f a n o s F i l ippas 

Is it possib le t o imagine a c i ty w i t hou t shops? If cur ren t t rends in retai l c o n ­
t inue, it 's a scenar io t ha t seems very likely. Everywhere in the re ta i l -sa tu ra ted , 
onl ine shop-obsessed wor ld , the presence of b r i ck -and -mor ta r s tores is w a n ­
ing fas t , wh i le d ig i ta l commerce booms. 

Opt ing for t he v i r tua l marke tp lace , on l ine shops bypass horrendous 
inner-c i ty retai l rents and look to be unbeatab ly compet i t i ve . But are they 
really poised to replace h igh-s t ree t stores? Or do they dream of occupy ing 
physical real estate? An ar t ic le in The Wall Street Journal (9 October 2014) 
repor ted p lans by onl ine g iant Amazon to open a phys ica l s tore in New York 
City, across the s t reet f rom the Empire Sta te Bui ld ing. If those p lans ma te r i ­
al ize, Amazon can coun t among i ts predecessors Bonobos Inc. (2011), Warby 
Parker (2013), Birchbox (2014) and BaubleBar (2014): onl ine retai lers who have 
proved t h a t going of f l ine pays off. In t he same WSJ ar t ic le , Bonobos CEO Andy 
Dunn said t h a t cus tomers who order c lo th ing f rom Bonobos b r i ck -and -mor ta r 
stores spend roughly tw i ce as much as onl ine shoppers . 

Regardless of how the t rend cont inues , t he impac t of onl ine shopp ing 
on the c i ty is bound to be increasingly rad ica l . In secondary and te r t ia ry c i t ­
ies - where h igh-s t reet retai lers are already su f fe r ing f i nanc ia l losses owing 
to t he ease and range of p roducts of fered by on l ine shops - the real i ty of 
becoming a non-shop c i ty looms large. And in t he wor ld 's pr imary shopp ing 
des t ina t ions , t he emergence of more and more phys ica l stores operated by 
onl ine retai lers po in ts to added success for t he a l ready success fu l . The shop ­
p ing s t reet of t he fu tu re is an 'event and en te r ta i nmen t boulevard ' f i l led w i th 
merchand ise t ha t can be purchased w i t hou t leaving the comfo r t s of home. 

• According to US c e n s u s data from 2014, online shopping accounts for 6.4% of 

all retail sa les and is set to reach 10% by 2017 (greenbiz.com). 

• By 2018 the number of physical stores in the UK will have fallen by 22%, from 

281,930 in 2013 to only 220,000 (retaitresearch.org). 

• In the Netherlands, retail s p a c e in urban areas will shrink by 17% over the 
next seven years , a percentage equal to a reduction of 2 million m 2 (analyses 
by Booz & Company for Het Financieele Dagblad). 
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Heights of buildings in the graph represent physical sa les volumes as a percentage 

of total s a l e s volumes in 2014 (left page) and 2040 (right page, est imated). 

Es t imates of future s a l e s are based on a linear extrapolation of current online sa les . 

The percentages on the roofs of the buildings refer to the mentioned bus iness s e c ­

tors in Paris, France (i.e. not to the brands, which are just added a s an example). 

The years mentioned in the bar chart refer to the years in which the first company 

within the bus iness sector w a s founded / went online / reached the tipping point. 
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