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PARIS
Paris: Fashion capital and top shopping destination 

Paris is the world’s most visited city, with 29 million tourists in 2012.  For most 
visitors, shopping is one of the main reasons for coming to Paris. 

Its retail diversity and the quality of its shops set Paris apart from the other     
major capitals. Paris is famous all over the world for its architecture and mu-
seums, lifestyle and creative flair. But it is also a vibrant city that retains its hu-
man scale, where small shops co-exist with shopping arcades and department 
stores. Its well-known shopping districts, where luxury brands rub shoulders 
with young designers, make the French capital a fabulous place to shop all year 
round. 

The city has 61,232 shops, including 8,526 devoted to clothing and accesso-
ries. Since 2006 , the Paris Convention and Visitors Bureau has organized the 
‘Shopping by Paris’ event each year to promote the fashion and shopping capital, 
boost French and international arrivals to the city during the low-season winter 
months and emphasize the attractiveness of Paris as a year-round shopping 
destination. 

The ‘Paris, shopping and fashion capital’ initiative has the support of the City of 
Paris, the Chamber of Commerce and Industry  of Paris and Ile-de-France and 
Atout France. 
Highlights include a free Paris City Passport Shopping card throughout                    
December 2013 and, in January 2014, the launch of the latest version of the 
Paris Shopping Book , plus information and a video on the website Parisinfo.com 
to help visitors plan their Paris trip and pick up the best deals. 

Mark your calendars: on 7 January 2014, the Paris Convention and Visitors 
Bureau will be presenting the results of a study on Paris retail and tourism to 
the press. 
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RETAIL
     & TOURISM
Paris tourism and retail are mutually beneficial

Paris is a city on a human scale: its 61,232 retailers are a balanced mix of small 
shops and big labels. All the major French and international brands have stores 
in Paris, and shops are close to sightseeing spots in most districts. Another plus: 
in Paris, non-European visitors benefit from tax refunds – a reduction of 12% is 
applicable to all purchases over €175.

Paris voted the shopping capital by its tourists! 
A 2012 survey in trains and airports by the Comité Régional du Tourisme Paris Ile-de-France               
(Ile-de-France Regional Tourist Board) shows that shopping makes up a big part of the French              
capital’s appeal.

47%
of visitors questioned 

said they had gone shopping while in Paris: 

74% > Middle Easterners        
  73% > Mexicans
      61% > Japanese
         60% > Chinese
            56% > Americans 
               54% > Russians
                  52% > Indians
                      52% > Brazilians 

16%
of visitors questioned said that 
shopping was a real incentive

 for their Paris trip: 

31% > Japanese
    27% > Chinese
       26% > Dutch 
          17% > British 
               16% > Americans 

French tourists too are keen shoppers: 27% of them 
said they had gone shopping during their Paris trip, 
and 10% cited shopping as one of their main rea-
sons for visiting Paris....

...
...
...
...
...
...
...
...
...
...
...
...
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Paris stands out for the diversity of its shops and retail offer 
92% of tourists questioned in 2012 said they appreciate the diversity of Paris’s shopping offer, pro-
claiming themselves satisfied or very satisfied. Anglo-Saxon visitors are among the most enthusias-
tic; Asian visitors, especially from Japan and Korea, the least. 

Source: Ongoing surveys in trains and airports. CRT Paris-Ile-de-France, ADP (BVA) – 2012 results  

61 232
Number of shops and services.*

8 526
Number of shops devoted to clothing and 

accessories (apparel, footwear, leather goods, 
watches and jewellery), i.e. 13.9% 

of the total retail floor space in Paris.*

3 million m² 
Total retail surface area, which has remained 

stable instead of diminishing because of 
the expansion of existing retail space.*

200 000 m²
Number of shopping centres under construction or 

in the pipeline as part of 32 urban planning projects within 
Paris proper in the 2013-2017 period.*

‘A healthy mind in a healthy body’: Increasingly discerning consumers 
167 shops in 2011 (+9.9% compared to 2007): the number of shops selling organic products has risen 
sharply in the past few years, signalling a new trend. Similarly, the number of shops with a focus 
on beauty and body care have multiplied: 1,816 in 2011 (with growth of 8.6% from 2007 to 2011, fol-
lowing an increase of 8.3% from 2005 and 2007). As to well-being and pleasure, the number of wine 
cellars (473 in 2011) and chocolate makers (286 in 2011) increased by 4.6%  and 4.2% respectively 
from 2007 to 2011.*

*Source: « L’évolution des commerce à Paris », a report on the retail scenario in Paris, APUR, January 2012 
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Daily shopping spend by nationality in 2012

 Source: Ongoing surveys in trains and airports. CRT Paris-Ile-de-France, ADP (BVA) – 2012 results 

The Chinese spend the most on shopping, but the Japanese lead in terms of overall expenditure. 

According to a Comité Régional du Tourisme Paris Ile-de-France survey, in 2012 Chinese visitors de-
voted the biggest amount of their daily budget to shopping during their Paris stay, with €59 worth of 
purchases on average, followed closely by Japanese visitors, with an average daily shopping spend 
totalling €56. However, the Japanese lead in terms of overall expenditure, as Chinese visitors prefer 
to economize on accommodation costs and spend most of their budget on shopping. Russian visitors 
are in third place. 

Visitors from three of the BRIC (Brazil, Russia, India and China) markets are among the top 5 spen-
ders on shopping, with Indian visitors coming in 10th. Koreans are the 8th largest spenders with a 
daily basket averaging €29; the percentage of their overall spend on shopping (24%) is similar to the 
three leading markets. 

This can be explained by the deep-rooted Asian 
cultural tradition of buying gifts for people back 
home during a foreign trip. 

While Americans head the list of internatio-
nal visitors to Paris when it comes to hotel 
overnights, their daily shopping expenditure 
only amounts to €19. The reason is undoubte-
dly cultural similarity: items bought in France 
must be genuinely different from anything they 
can purchase in the US and be typically French, 
possibly typically Parisian.    
        © Paris Tourist Office - Photographe : Amélie Dupont 
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Shopping	  as	  
percentage	  
of	  total	  spend

China 578 €	  59 €	  173 34% July	  &	  September

Japan 1228 €	  56 €	  195 29%
December,	  September	  and	  
(in	  some	  years)	  March

Russia 919 €	  46 €	  171 27%
May	  and	  January	  (New	  

Year’s)

Middle	  East 181 €	  44 €	  187 24%
August	  and	  July	  
(Ramadan)

Brazil 611 €	  37 €	  165 22% July
Australia 618 €	  31 €	  165 19% July	  and	  September
Mexico 189 €	  30 €	  154 20%
Korea 445 €	  29 €	  121 24% July-‐August

Switzerland 509 €	  27 €	  170 16% April	  and	  October
India 297 €	  25 €	  158 16% July	  and	  June

Belgium-‐
Luxembourg 1179 €	  24 €	  157 15% December	  and	  August

Netherlands 767 €	  20 €	  152 13%
May,	  July,	  August,	  October	  

and	  December
United	  States 1959 €	  19 €	  151 13% June,	  July	  and	  May

Canada 577 €	  18 €	  122 15% September,	  July,	  May

Germany 1652 €	  17 €	  138 13%
April-‐May,	  August	  and	  

October
Italy 912 €	  16 €	  133 12% August,	  December,	  April
Spain 670 €	  15 €	  139 11% August	  and	  April
UK 1616 €	  14 €	  154 9% April	  and	  August

International 17458 €	  29 €	  153 19%
December,	  March

and	  June
France-‐Intl 23246 €	  26 €	  142 18%

Country Respondents Shopping	  spend Total	  spend
Peak	  period	  for	  tourist	  
arrivals	  into	  Paris

France 5788 €	  10 €	  94 11%



It is interesting to note that, apart from the Japanese, the highest-spending visitors come from 
countries where overseas travel is a relatively new factor. For these visitors, a trip abroad, especially 
to Paris, is a class marker – proof of their improved social standing in their respective countries. 

While visitors from nearby markets – Europe and the rest of France – spend much less than Asians, 
the importance of their shopping expenditure in Paris is far from negligible. Although Europeans 
spend less – Swiss visitors spend €27 per day on average, British  visitors €14 and French visitors 
€10, they return to Paris far more frequently than visitors from emerging markets. In fact, visitors 
from nearby markets account for the bulk of tourism to Paris during the festive season, traditionally 
a peak shopping period. This is particularly the case for visitors from Belgium and from the rest of 
France: there is a peak in Belgian and French arrivals over Christmas and the New Year. Hence, the 
‘repeat visitors’ survey has 8 European markets in the list of Top 10 nationalities visiting Paris on 
several occasions.

Number of repeat visitors to Paris and length of stay in 2012 (by nationality)

© Paris Tourist Office - 

Photographe : Stéphanie Rivoal 
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Country Respondents
Have	  previously	  
visited	  Paris-‐IDF

Length	  of	  stay	  (number	  
of	  overnights)

France 5799 96% 2.8
Belgium-‐

Luxembourg 1226 80% 2.7

Switzerland 539 71% 3.5
Netherlands 813 65% 3.3

UK 1679 63% 3.3
Mexico 219 62% 6

Germany 1784 61% 3.9
Italy 953 58% 4.8

Middle	  East 191 56% 7.4
Spain 796 53% 4.6
Brazil 666 50% 6.7
Canada 621 49% 7.8
India 330 48% 5.6
Russia 1071 46% 6.6
USA 2074 43% 6.7

Australia 642 41% 5.7
Japan 1364 40% 5
China 716 39% 6.8
Korea 485 30% 6

International 19005 57% 5.5
France-‐Intl 24804 67% 4.8



PARIS
SHOPPING
© Paris Tourist Office - Photographe : Stéphanie Rivoal

Paris is the world’s most visited city, with 29 million tourists each year. For most of 
them, shopping is one of the main reasons for coming to Paris. The French capital 
has always been at the heart of the fashion and luxury trade. All the top international 
brands have flagship stores in Paris, and the emergence of new labels and boutiques 
keeps the Paris shopping scene fresh and exciting.
Big is the latest trend…
Featuring contemporary layouts, minimalist design, an eco-friendly approach and the use of high-
quality materials, vast shopping centres have recently sprung up in Paris to offer both residents and 
visitors an innovative shopping experience with a range of services.

> Aéroville, an 84,000m² mega shopping centre near Paris Charles de Gaulle airport, opened on 16 
October. It has 200 shops, 30 restaurants, a 12-screen multiplex run by French film producer Luc 
Besson’s company Europacorp, a hypermarket and a café overlooking the runways and hosting live 
events. All in all, the perfect shopping hub. www.aeroville.com

> There’s a brand new mall not far from the Eiffel Tower. The Beaugrenelle shopping centre ope-
ned on 23 October. It has a striking glass façade, and 110 shops over an area of 32,000m² divided 
into three themed spaces. Laid out to resemble a vast department store, it has a green roof and an 
atrium, and is expected to give new impetus to the Front de Seine district in the 15th arrondissement. 
Bonus: A dedicated shuttle boat service between the Quai André Citroën and the Eiffel Tower. 
www.beaugrenelle-paris.com

> The Passage du Havre re-opened after a makeover in the spring of 2012, with a cosier atmos-
phere, pared-down design, plant walls and ceiling lamps made 
of Murano glass. The objective is to attract new labels and 
turn this historical arcade into an upscale,typically Parisian         
shopping centre.www.passageduhavre.com

> It complements the nearby Saint-Lazare Paris shopping 
centre – which also opened in the spring of 2012 – inside the 
train station of the same name. Besides 80 stores, the revam-
ped station houses Michelin three-star chef Eric Frechon’s 
new restaurant, the Lazare. www.stlazareparis.com

Ambitious new shopping centres:

© Paris Tourist Office - Photographe : Stéphanie Rivoal
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> Western Paris will have its own shopping paradise in early      
December with the opening of One Nation Paris, an outlet shop-
ping centre selling luxury brands at affordable prices (discounts 
of 30 to 70 per cent). This will be Europe’s first positive-ener-
gy shopping centre, supplying its own power needs, and provi-
ding a range of services (a hairdresser’s, a beauty parlour etc.), 
not to mention several eateries. The architecture is inspired by 
the Château de Versailles next door, with its marble floors and           
famous gardens. There are several transport options from Paris, 
including a shuttle bus from the Opéra. www.onenation.fr

> Vill’Up is to open in the autumn of 2014 within the Cité des Sciences et de l’Industrie in the 19th 

arrondissement of Paris. With a surface area of 24,000m2, it will comprise concept stores, vintage 
shops, 16 Pathé cinemas and – a feature that really sets this shopping centre apart – unusual leisure 
activities such as iFly, a parachute jump simulator. There will also be a food hall with 10 cafés and 
restaurants. The Cité des Sciences is already the 10th most visited attraction in France, and the new 
shopping centre is likely to make it even more popular.
 
> End-2014 will also see the opening of Carré Privé Ouest, a new premium outlet over a total area 
of 30,000m², including 16,000m² of retail space. This upscale mall will comprise 80 shops, several 
restaurants, an entertainment centre and a multiplex cinema.

Exclusive new stores:

Revamped department stores:

> The upmarket Bon Marché Rive Gauche department store has 
launched  a major expansion. The project is being carried out in stages, 
and is expected to be complete in 2017. A new wine shop and wine bar 
have already opened. www.lebonmarche.com

> BHV has renamed itself BHV Marais and is targeting a ‘creative urban’ 
clientele. The store’s visual identity has been redesigned, together with 
the interiors, to encourage leisurely browsing and trigger impulse buys 
from among a selection of cutting-edge brands. Starting 2014, the store 
will also comprise a cookery school and gourmet food section. 
www.bhv.fr

> In 2014, Lafayette Gourmet will move into 
the home furnishings section, Lafayette 
Maison. The area vacated by the food hall 
will become part of the menswear section 
Lafayette Homme, displaying clothing by new designers. 
www.galerieslafayette.com

> Printemps will open a branch in the spring of 2014 inside the Carrou-
sel du Louvre shopping centre. Among other things, the opulent 2,400m² 
store will feature a selection of edgy fashion and beauty brands. 
www.printemps.com

> Aéroports de Paris is not far behind, with a new duty-free department 
store devoted to lifestyle, beauty, fashion and food. All the top brands in 
these sectors can be found here, providing travellers with a time-saving 
one-stop shop to pick up stylish gifts before their flight. What better way 
to wind up a Paris trip? 
www.paris-lifestyle.fr

BHV Marais

© Paris Tourist Office - Photographe : Marc Bertrand
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  One Nation Paris



    
There has been a flurry of new openings: Balenciaga on Rue Saint-Honoré, Vuitton’s new jewellery 
venture on Place Vendôme and Alaïa on Rue de Marignan. Cartier recently inaugurated a store on 
Boulevard des Capucines, a stone’s throw from European watch and jewellery specialist Bucherer’s 
latest store. The Guerlain store on the Champs-Élysées has had a makeover; with a surface area of 
1,800m², it is the world’s largest store devoted to a single perfume and beauty brand. Three popular 
fashion designers have opened up new shops under the arcades of the Palais Royal: Stella Cadente, 
Jérôme Dreyfuss and Marc Jacobs (whose store also 
stocks his children’s clothing line). The buzzy Marais 
district has another new haunt for fashion lovers – 
Suite.341, where shoppers can browse the Maje,    
Sandro and Claudie Pierlot collections under one roof.

Plus: The first Shang Xia shop outside of China, on Rue 
de Sèvres; a new Topshop concession and an Urban Out-
fitters pop-up store at Galeries Lafayette (the brand’s 
first-ever store in France), and, for antique lovers, the 
ongoing renovation (to 2015) of the Louvre des Anti-
quaires, which will stay open throughout the period.

An enhanced luxury and designer offer

 © Paris Tourist Office - Photographe : Stéphanie Rivoal 

.............................................

............................................

....................................

.....................................

The ‘Paris Shopping’ press file 
is also available to download from the press section 

of the website Parisinfo.com. 

BROWSE: 

> Shops in the Golden Triangle 

> Saint-Germain des Prés, Sèvres-Babylone, Rue de Rennes: Eclectic appeal  

> Haussmann-Opéra: The heart of Paris shopping

> Marais: Fashion-forward boutiques

> Martyrs/Pigalle: Boho-chic outpost 

> Palais-Royal: Trendy, stylish, edgy 

> Montmartre: Paris walks and shopping 

> Rue de Passy: Casual chic 

> 17th arrondissement selection

& all the latest shopping trends... 
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Shopper-friendly initiatives

Sales regulated by law.
The summer and winter sales are the high points of 
France’s fashion scene – the perfect opportunity to snap 
up one-off styles at affordable prices in exciting new bou-
tiques. 
The 2014 winter sales will kick off at 8am on Wednesday 
8 January and end on Tuesday 11 February.

Shopping seven days a week.
Shops are open on Sunday in seven designated tourist zones 
in Paris proper – Montmartre, the Champs Elysées, the Ma-
rais (Rue des Francs-Bourgeois), Rue d’Arcole (4th), Saint-
Germain, Louvre-Rivoli and the Viaduc des Arts (in the 12th, 
along Avenue Daumesnil) – as well as the business district, 
La Défense (92).

Tax-free shopping. 
France offers tax refunds to allow visitors to obtain a                
12 per cent discount on their purchases. To be eligible for 
refunds, visitors must be over 15, live in a country outside 
the European Union for more than six months a year and 
make purchases totalling more than €175 in the same store 
on the same day. 

NEWS! VAT REFUNDS

 © Paris Tourist Office - Photographe : Stéphanie Rivoal 

French Customs have introduced a new procedure to speed up the VAT refund process. As of                     
1 January 2014, French retailers will be required to provide tourists with a PABLO tax refund form. 

PABLO (roughly, programme for tax refund clearing by optical scanning) is                   
essentially a self-service VAT refund facility. Instead of submitting their form at the        
Customs window to apply for a tax refund, travellers can scan their form directly at 
a Pablo reader at the airport. The computer-generated form must have a barcode 
and the PABLO logo. 
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Pablo: Four easy steps to a tax refund.

1

2

3

4

Any tourist from outside the European Union 
may purchase products eligible for a tax       
refund in any store. 

The retailer provides you with a tax refund 
form bearing a barcode and the PABLO logo.

Before departure, go to one of the PABLO barcode 
reader stations near the Customs window at the 
airport. You must have your passport, your ticket, 
the PABLO refund form and the items you have 
purchased.  

Slide the barcode on your form under the barcode rea-
der to validate it.  A message will appear: « OK borde-
reau approuvé » (OK form approved). This electronic 
approval is exactly the same as a customs stamp.

 © Paris Tourist Office - Photographe : Stéphanie Rivoal 

 © Paris Tourist Office - Photographe : Stéphanie Rivoal 
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SHOPPING BY PARIS
© Paris Tourist Office - Photographe : Marc Bertrand

Save on your Christmas shopping! The Paris City Passport Shopping offered by 
the Paris Convention and Visitors Bureau is your ticket to an affordable spending 
spree.

Starting end-November and throughout the month of December, Paris streets, squares and 
shop windows get decked out in holiday lights. Paris is the City of Lights – never more so than 
at Christmastime. This year, the Paris Convention and Visitors Bureau is putting extra sparkle 
into the festive season by offering visitors a discount card, the Paris City Passport Shopping,      
in partnership with Premier Tax Free. Throughout the ‘Shopping by Paris’ event from 1 to 31 

December 2013, all visitors can pick up the Paris 
City Passport Shopping 2013 card for free from 
any of the Paris Convention and Visitors Bureau 
information points. The card gets you a 10% 
discount in 273 shops in Paris. This non-trans-
ferable ‘shopping pass’ is valid for three conse-
cutive days. It is usually offered after you have 
made purchases worth €80 on the Parisinfo web-
site or at the Bureau’s information points. But for 
the festive season this year, it is being given to 
everyone for free – no purchase necessary.  
Participating shops include Adidas, Alain              
Figaret, Bodum, Folli Follie, Franck & Fils, 
Gap, Gas Bijoux, Ice Watch, La Bagagerie, La 

Vallée Village, Lalique, Lancaster, Maison Lejaby Couture, Maty, Nina Ricci, Tommy Hilfiger,                 
L’Occitane en Provence, Make Up For Ever, Marionnaud, the Comédie Française store, Le Nôtre, 
Petit Bofinger, etc. 

IN DECEMBER...
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Paris is a year-round shopping capital! 

On Parisinfo.com, the special events organized by the Paris Convention and Visitors Bureau                  
feature on the home page, with specially 
compiled files packed with useful informa-
tion for visitors. For the ‘Shopping by Paris‘ 
event, the ‘Paris, shopping capital!‘ file gives 
Internet users an insider view of Paris fashion 
and shopping, classed by neighbourhood 
or by theme. All you have to do is follow the                  
itinerary that suits your shopping preferences 
and takes in the things you like to do. 
The ‘Paris, shopping and fashion                                     
capital‘ video will be available to view on                                               
7 January 2014. 

Shopping by Paris: Partnerships to promote “Paris, the shopping and fashion capital”

Although Paris attracts an ever-increasing number of French and 
international tourists (29 million visitors in 2012), December – except 
for the festive season – and January tend to be the slowest months of 
the year. Initially called ‘Soldes by Paris’, the ‘Shopping by Paris’ event 
was launched eight years ago to boost tourist arrivals during the win-
ter months. The aim is enhance the attractiveness of the French capi-
tal and promote Paris not only as the capital of arts and culture, but 
also as the capital of shopping and fashion – specifically in January, 
but all year round too. Each year, the Paris Convention and Visitors 
Bureau can count on the support of the City of Paris, the Paris Ile-
de-France Chamber of Commerce and Industry and, for international 
promotion, Atout France. 

Browse the ‘Christmas in Paris’ file on Parisinfo.com 
From end-November 2013, Internet users will be able to read the ‘Christmas in Paris’ file on the 
home page of Parisinfo.com. Available in French, English, German and Spanish, the Christmas 
special has plenty of information to help tourists and Parisians make plans for the festive season. 
Christmas illuminations, window displays, markets, family entertainment, timings of Christmas 
events, ideas for outings and dining: all the information you’ll need for the holiday season, with a 
focus on the many festive events in Paris all through December. The Paris Convention and Visitors 
Bureau has also put together a special 1min 30sec video for the « Shopping by Paris » event, which 
Internet users can watch on Parisinfo.com from end-November onwards in the Christmas section 
of the website. 
It features images of the Christmas lights, markets, shop windows, top stores and little-known 
shops. 
Also as part of the ‘Shopping by Paris’ event, the Paris Convention and Visitors Bureau has invited 15 
French and international bloggers to come to Paris for a Christmas shopping trip on 7 and 8 Decem-
ber and write about their experience. These popular bloggers, who write about tourism, fashion and 
lifestyle, will have a busy schedule: upscale shopping, meetings with designers, gourmet meals, a 
Christmas lights tour and cultural visits..

...AND ALL YEAR ROUND

 © Paris Tourist Office - Photographe : David Lefranc
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The Paris Shopping book is the perfect guide to shopping in       
Paris. This bilingual French-English paperback with a print run 
of 85,000 copies has six themed itineraries, specially compiled 
by the Paris Convention and Visitors Bureau to give Parisians 
and visitors six different selections of great shops, cultural ve-
nues and places to eat. Armed with these insider suggestions,       
shoppers can choose the itinerary that suits their personality 
and what they feel like doing. 

The addresses in the guide are organized by neighbourhood and 
theme. Each itinerary is tailored to a particular shopping profile 
– except the ‘Savvy’ itinerary, which everyone will be interested 
in because it lists outlet shops and places to buy cut-price desi-
gner labels. 
The shopping itineraries and profiles have been fine-tuned over 
the years. Each one comprises 6 to 8 stops in neighbourhoods 
with shops to suit a particular shopping profile. 

PARIS 
SHOPPING BOOK

	  

The Paris Convention and Visitors Bureau has a free shopping guide for visitors, 
the Paris Shopping Book. First published in 2008, it is eagerly awaited each year 
by people who love shopping – and Paris! 
 

© Paris Tourist Office - Photographe : Stéphanie Rivoal

> 237 shops within 6 itineraries: Select, Trendy, Creative, Boho-Chic, Ethic-Ethnic and Savvy. 

> 40 new shops in the latest edition of the guide!

To pick up your copy, simply go to one of the Bureau’s tourist information points from 2 January 
2014, or download the guide from the website Parisinfo.com.

14 -Press Kit 2013/2014



Select

In search of established names 
PROFILE: High-end shoppers seeking luxury goods 
and sophisticated French fashions. They want qua-
lity, not quantity, and clothes and accessories that 
never go out of style.
WHERE THEY SHOP:  Passy, Champs-Élysées, 
George V, Montaigne, Madeleine, Vendôme, Saint-
Germain-des-Prés.
ALONG THIS ITINERARY: The top names in upscale 
Parisian design: major and/or long-established 
French firms with proven expertise, which have 
built Paris and France’s reputation in the fields of 
haute couture, accessories, jewellery and the art 
of living, French style. These international brands 
contribute  substantially to the image of Paris as a 
fashion and design capital. 

New in 2014: Jimmy Choo (the British brand is 
world renowned for its stylish stilettos); Tom Ford 
(to the delight of the Paris fashion crowd, the de-
signer has opened his second store in the French 
capital, stocking his trademark glam-chic styles); 
Bucherer (the European watch and jewellery spe-
cialist opened a 2,000m2 Paris flagship in 2013: a 
wide selection of the top watch brands and exclu-
sive, exquisitely crafted jewellery from this Swiss 
brand); Karl Lagerfeld (the high priest of fashion’s 
first interactive concept store, where you can 
browse his collections on iPads, have your say in 
the interactive visitors book and take pictures of 
yourself in the fitting rooms: clothes shopping with 
a difference); Delage Paris (an elegant range of 
footwear for women crafted from unusual leathers 
in the Palais Royal boutique); Mulberry (the UK 
leather goods specialist); Catherine Max (private 
sales of upscale fashion brands). 

Six itineraries covering the finest Paris shops

Trendy 

Spotting new talent  
PROFILE: Shoppers who keep up with all the la-
test trends. They draw inspiration from the shop-
ping and fashion sections of glossy magazines 
and wouldn’t dream of doing without the current 
must-have accessory – the ‘it’ bag, shoes or dress. 
Their wardrobe changes with each season’s new 
offerings. In short, they’re fashionistas. 
WHERE THEY SHOP: Champs-Élysées,
Haussmann, Grands Boulevards, Saint-Honoré, 
Palais Royal, Les Halles.
ALONG THIS ITINERARY: Cutting-edge conces-
sions and pop-ups; big multi-brand stores to try 
out the latest arrivals, concept stores that reflect 
current fashion and lifestyle options and trend-
setting stores. 

New in  2014 : MAC Cosmetics (initially intended 
for professional make-up artists: the brand now 
has an extensive range of cosmetics for all); 
Monki (this Swedish clothing brand has won 
over style-conscious Parisians, who come here 
to browse edgy basics amid whimsical decor 
featuring shells, sea monsters and jellyfish);  
Arty Dandy (from Monopoly bow ties for men 
to wooden-frame sunglasses for women – a 
whole range of quirky but stylish accessories);                   
All Saints (rock n’ roll chic from the British 
fashion retailer); DDP (this French brand gives 
the female wardrobe a makeover with bold com-
binations of fabrics and prints). 

 © Paris Tourist Office - Photographe : Stéphanie Rivoal  © Paris Tourist Office - Photographe : Stéphanie Rivoal 
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Creative

Paris hipsters 
PROFILE: Early adopters with a gift for spotting 
new talent and rising stars. Their wardrobes ge-
nerally include items by underground designers. 
They put together their own style with scant re-
gard for current fashion trends. They wear the 
clothes everyone will be wearing tomorrow. 
WHERE THEY SHOP:  Tuileries, Étienne Marcel, 
Charlot, Saint-Paul, Saint-Germain, Charonne, 
Abbesses.
ALONG THIS ITINERARY: A selection of celebri-
ty names, concept stores stocking hard-to-find 
brands, and upcoming young designers. 

New in 2014: Paperdolls (Briton Candy Miller’s 
shop, laid out to look like an apartment, stoc-
king girly outfits and accessories by indie desi-
gners); Pauline Pô (decor featuring blue mosaic 
and romantic, whimsical hats, flowers, scarves 
and jewellery); Galerie Elsa Vanier (stocks pen-
dants, bracelets and other beautiful pieces by 
twenty jewellery designers); The Broken Arm 
(new multi-brand concept store and brunch out-
post for the in-crowd); Stella Cadente (the brand 
whose name means ‘shooting star’ in Italian 
displays stylish ready-to-wear, jewellery, acces-
sories, perfumes and household linens in the 
designer’s boutique); La Cour Paris (showroom 
filled with pieces from young French designers, 
who are given full creative licence); Ventcouvert 
(cowhide and leather specialist); Renaud Pelle-
grino (ultra-chic handbags, clutches and other 
accessories); BHV MARAIS (trendy department 
store in the Marais with an extensive selection of 
fashion, accessories and home furnishings; the 
collections are regularly updated to include the 
very latest trends). 

Boho-Chic

Folksy meets organic  
PROFILE: People with non-conformist ideas 
about fashion. Their personal style is a mix of 
timeless basics and designer pieces. They look 
for authentic, organic, inspiring brands. 
WHERE THEY SHOP: Commerce, Sèvres-Baby-
lone, Mabillon, La Sorbonne, Saint-Eustache, 
Francs Bourgeois, Valmy.
ALONG THIS ITINERARY: Brands that blend the 
classic and the modern; ready-to-wear with Pa-
risian chic, upscale design-driven shops, a few 
ethno-chic labels and organic cosmetics brands. 

News in 2014: Carven (the couture house has 
experienced a revival since 2009; it displays an 
inspired range of ready-to-wear for men and 
women in a boutique styled like a walk-in clo-
set); Misterugby (the place to go for all kinds of 
rugby gear: shirts, balls, protection, shoes etc.);                
By Zoé (rock meets romance in these easy-wea-
ring styles); N°42 - Adidas Originals Store Paris 
(this showroom in a converted industrial ware-
house displays the newest models and desi-
gner capsule collections); El Ganso (the brand, 
which has a small goose as its emblem, makes 
eco-friendly casual chic and sport chic clothing)  
Caudalie (the French beauty brand’s first own-
label store, selling its wine-based skincare pro-
ducts); Ami (sober, elegant, traditionally styled 
men’s ready-to wear by Alexandre Mattiussi); 
Babel (Vanesa Doger sells limited editions of her 
clothing collections in her shop along the Canal 
Saint-Martin, as well jewellery, accessories, fur-
niture and objects).

Stella Cadente  © Paris Tourist Office - Photographe : Stéphanie Rivoal 
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Ethic-Ethnic

Shopping with an ethical slant 
PROFILE: Globetrotters with a conscience, who 
like experimenting with an ethnic mix-and-
match, buy fairtrade and organic products and 
favour Parisian designers specialising in hand-
made style. 
WHERE THEY SHOP: Palais Royal, Daguerre, 
Ledru Rollin, Le Marais, Belleville, Goutte d’Or, 
Monceau.
ALONG THIS ITINERARY: Sustainable, organic 
clothing, ethnic-inspired fashion, fairtrade shops 
and boutiques selling French and international 
crafts. 

News in 2014: Les Autruches (Lamps made from 
driftwood by Bleu nature, Estelle Barrelier’s 
jewellery pieces, Tadé Pays du Levant soaps, 
furniture from Ethnicraft etc.); The Body Shop® 

(British cosmetics brand known for its com-
mitment to fair trade and for defending human 
rights, encouraging self-esteem and protecting 
the planet); Antik Batik (ethnic-look hippie chic: 
embroidered tunics, shearling, silk, pearls and 
leather); Zen Ethic (this Marais shop sells colour-
ful scarves, sarongs to rugs made from recycled 
fabrics and silk cushions); Twins for Peace (each 
time the brand sells a pair of shoes made by lo-
cal producers in poor countries, it reinvests pro-
fits into their economies, providing children with 
new shoes and supporting health and education 
projects); Ecolo Addict (beautiful, hardwearing, 
organic bed and bath linens); Libellune (an ex-
tensive choice of jewellery, fashion accessories 
and toys made by local craftspeople in Madagas-
car, the Philippines and South Africa.) 

Savvy

Smart shoppers  
PROFILE:  People who keep an eye out for bar-
gains in any form.
WHERE THEY SHOP: Abbesses, Valmy, Le Ma-
rais, Étienne Marcel,   Palais Royal, Bac – Saint-
Placide, Alésia, Porte de Versailles.
ALONG THIS ITINERARY: Shops stocking previous 
seasons’ collections from trendy labels, multi-
brand discounters and second-hand shops. 

News in 2014: Stock Belair (the brand’s outlet 
offers up to 40% off on most items); Stock Chloé 
(recent ready-to-wear collections at discounts of 
up to 50%); Stock Antoine & Lili (items from pre-
vious collections at bargain basement prices), 
Surplus Bonton (Bonton clothing for all the        
family at affordable prices); Stock Moda (stylish 
menswear at reduced prices). 

 © Paris Tourist Office - Photographe : Stéphanie Rivoal  © Paris Tourist Office - Photographe : Stéphanie Rivoal 
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HOW VISITORS VIEW 
PARIS SHOPPING
Think and more-boutique déco

What are tourists’ favourite buys? The ‘must-haves’ on their Paris shopping list? 
The bestselling products? Here’s an insight into the shopping preferences of in-
ternational visitors to the city. 

As of 2013, the Paris Convention and Visitors Bureau has 2,095 affiliate members.
They are all connected in one way or another with tourism in the French capital: hotels, restaurants, 
cultural and/or entertainment venues (museums,  monuments, amusement parks, cabarets etc.), 
shopping (department stores, shopping centres, shops and specialized markets), transport (buses, 
shuttles, chauffeur-driven cars etc.), business tourism (caterers, event planners, event venues, 
congress centres etc.), tours (tour guides, coach trips etc.), cruises and boat tours and trade unions.
In October 2013, the PCVB carried out a shopping-related survey of around one hundred of its affi-
liates. The results offer an insight into the shopping habits of French and international visitors to 
Paris. This first-ever survey of the Paris retail sector provides information on what tourists currently 
expect. 

GASTRONOMY
Tourism

Shopping GIFTSFrance

Eiffel
Tower

FASHION

Souvenirs
PARIS

Culturecruises
Stores

Boutiques
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A made-to-measure experience  

The expectations of visitors to Paris, especially 
the Americans, Japanese, Europeans and Bra-
zilians – are changing. They are on the lookout 
for an unusual and memorable shopping expe-
rience. Their quest for products that are rare, 
even unique, includes the fashion sector: limited-
edition collections and one-off pieces have pro-
ved very popular. 

Practical gifts 

What are the most sought-after Paris souvenirs 
and gifts?
Useful, lightweight objects that won’t take up 
too much space in luggage. Americans buy tea 
towels and cookies; the Japanese buy notebooks, 
stickers and clutches; the British buy stationery, 
and the Brazilians buy hair accessories. 

A focus on food 

While discovering French cuisine remains one of 
the top attractions of a Paris trip, more and more 
tourists are keen on taking a peek behind the 
scenes. Customized cookery workshops, tasting 
sessions, shopping at food markets, dinner with 
Parisians and learning the art of table setting 
French-style are increasingly in demand, espe-
cially among American visitors. 

Products made in France 

Souvenirs made in France are very popular 
with tourists. The ‘French-made’ aspect is not          
merely a marketing gimmick; visitors genuinely               
perceive the ‘Made in France’ label as a gua-
rantee of quality. 

Each nationality has its own preferences
 
Did you know? Visitors from North and South 
America buy soft fruit cookies and prefer           
Burgundy wine to Bordeaux. 
Russians stock up on Calvados, Cognac, Arma-
gnac, biscuit tins and French lingerie. 
Chinese visitors look for Bordeaux wine, the 
number 8 and lucky charms. Their favourite co-
lours are pink, red and green.
Japanese tourists seek out the edgiest fashion 
brands, but are drawn to ‘kawaii’ (cute) designs 
when buying notebooks.

New!

Visitors to Paris no longer have to lug their shop-
ping bags around the city. They can book a locker 
via their computer, tablet or smartphone at City 
Locker, leave their bags in storage and set off  to 
browse more shops! There are two locations so 
far, in the Marais and St-Germain-des-Prés, with a 
third one to open shortly near Gare du Nord. 
Details: www.city-locker.com

The Eiffel Tower: Symbol of Paris 

The Eiffel Tower is still 
the top pick of tou-
rists from around the 
world when it comes 
to choosing a Paris 
souvenir. There is a 
vast selection of Eiffel 
Tower-themed   sou-
venirs to suit all poc-
kets. Retailers are well 
aware that any item 
with Paris’s most dis-
tinctive landmark on it 
is sure to sell.  © Paris Tourist Office - Photographe : Amélie Dupont
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Argenterie d’Antan 

Argenterie d’Antan is a specialist in antique and 
used silverware, and promotes the French art 
of table setting.  A visit to the shop is a journey 
through time and style; this is a treasure trove of 
heritage silverware. 
Popular with: French and international visitors.
Must-try: Their « Introduction to the French art 
of setting a table » course.
6 rue de Birague - 75004 PARIS
www.argenterie-dantan.com

Art + Consulting 

This agency provides a « personal shopper » 
service for art collectors. It offers assistance 
with the purchase of modern and contemporary 
art and organizes personalized tours of art gal-
leries, art fairs and museums for corporate as 
well as individual clients.
Popular with:  French, American, German Bri-
tish and Russian visitors.
Trend: Chinese tourists are beginning to show 
an interest in this one-of-a-kind service. 
Bonus: Save time and get an expert opinion.
22 rue Notre-Dame de Nazareth - 75003 PARIS
www.artplusconsulting.fr

Boutique de la Comédie-Française 

Every single item in this shop tells a story ins-
pired by the rich heritage of the Comédie-Fran-
çaise – the French national theatre, once known 
as the House of Molière. Tableware, decorative 
objects, stationery, T-shirts and accessories for 
theatre lovers. The Comédie-Française has ope-
ned an online store to meet the increasing de-
mand for its products. 
Popular with: French, British, Russian, German, 
Spanish, Italian, Swiss, Belgian, Luxembourger, 
Japanese, Chinese, American and Brazilian visi-
tors. 
Must-buy: DVDs of classic French plays. 
Average spend: €25.
Shopping criteria: Size (easy to carry), limited 
edition (exclusive/co-branded items), ‘Made in 
France’ label, French craftsmanship.  
2 rue Richelieu - 75001 PARIS
www.boutique-comedie-francaise.fr

NEWS NEWS

 © Paris Tourist Office - Photographe : Amélie Dupont
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Catherine Max 

This 1,200m2 showroom near Trocadéro dis-
plays cut-price luxury labels for men, women 
and children, with discounts of up to 80%. New 
selections each week. 
Popular with: Chinese, Taiwanese, Moroccan 
and Russian visitors.
Average spend: €250.
Shopping criterion: The best deal in Paris for 
bargain hunters!
17 avenue Raymond Poincaré - 75116 PARIS
www.catherinemax.com

De Vinus Illustribus 

Set up in 1994 by Lionel Michelin, this wine shop 
with a beautiful cellar in central Paris provides 
lovers of fine wines with wine advice and ex-
cellent vintages. 
Popular with: Mostly Americans, but also Brazi-
lian, Chinese, Japanese, Russian and Australian 
visitors.
Average spend: €30-50 (tourists seeking advice 
on French wines to take back home) and €100 
(wine lovers in search of old and rare wines). 
Bestsellers: Wines from a customer’s year of 
birth, or an anniversary year.
Who buys what: Americans like Burgundy and 
Rhone wine. Chinese and Brazilian visitors 
will only buy Bordeaux, while the Japanese are 
connoisseurs of Burgundy wine. Russians like 
Bordeaux wine, but prefer Cognac and Armagnac. 
USP: The excellent price-quality ratio. A bottle of 
Beaune Teurons permier cru Morot 2006 for €50, 
a Clos Beatus Ile Domaine Saint-Préfert 2011 for 
€15. 
48 rue de la Montagne Sainte-Geneviève - 75005 PARIS
www.devinis.fr

Dilettantes - La Maison du Champagne

This champagne specialist aims to get people to 
discover and develop a taste for rare, genuine, 
high-quality champagne, priced very reasonably. 

Popular with: Americans are the main clientele. 
Also tourists from all over France; Europe, Ca-
nada, Japan and Australia. 
Average spend: €100. 
Bestsellers: Champagne from small-scale 
French producers.
Bonus: Delivery to any destination in Europe, the 
US and Japan. 
22 rue de Savoie - 75006 PARIS 
www.dilettantes.fr

Fabulous You 

Customized service: personal shopper and style 
advice.
Popular with: American and Australian women. 
Average spend: €300 for the service. €1,000 to 
€2,000 on purchases. 
Who buys what: The personalized 3-hour shop-
ping tour of the Marais is very popular with young 
American women (16-26 yrs) and Australian wo-
men aged 28-55.
159 Grande Rue - 92310 Sevres

21



Francis Klein 

Francis Klein set up shop in Paris in the 1970s. 
His two daughters Betty and Dixie have carried 
on the family tradition, and opened the brand’s 
flagship store in Saint-Germain-des-Prés in 
2003. Manufactured in France, with handmade 
decorations and unusual shapes, Francis Klein 
glasses are made from exclusive, colourful ma-
terials, in limited-edition collections sold and 
worn worldwide. 
Popular with: Americans, Brazilians, Asians and 
the French. 
USP: Products made in France. 
Bestseller: The Betty model. 
30 rue Bonaparte - 75006 PARIS
www.francisklein.com

Galeries Cristo 

With its unusual location inside the Puces de Saint-
Ouen flea market, this gallery sources furniture 
from Asia and China to bring a touch of Far Eastern 
charm to Western homes. 
Its collection of antique furniture, greatly admired 
by the Chinese, is also a big hit with Americans, 
who make up at least half of the gallery’s clientele.
33-41 rue Paul Bert - 93400 SAINT-OUEN
www.galeriecristo.com

Galeries Elsa Vanier 

This gallery aims to promote original jewellery 
from designers who work with rare, precious 
and high-quality materials to craft their delicate 
creations. 
Popular with: North and South American, Chinese, 

Japanese, British, Swiss and French visitors.
Average spend: €800. 
Bestsellers: Designer 
rings. Handmade, ori-
ginal, stylish and typi-
cally French jewellery. 
Shopping criteria: 
Products made in 
France, limited editions 
and one-off pieces. 
7 rue du Pré aux Clercs - 
75007 PARIS
www.elsa-vanier.fr

HV Stylisme 

HV is a fashion consultancy and personal shop-
ping service for people who don’t have the time 
or inclination to work out their personal style or 
update their wardrobe. 
Popular with: Middle Eastern customers in par-
ticular, as well as American and British tourists. 
Average spend: Variable. Visitors spend anything 
from €500 to €40,000.
Bonus: Service quality (a personalized approach, 
a  VIP welcome, thoughtful gestures, foreign lan-
guages spoken, home delivery on request). 
26 rue Vignon - 75009 PARIS
www.hv-stylisme.com

Kapra Hiska Cashmere 

This store is devoted to cashmere clothing that 
blends French elegance with unusual details 
inspired by traditional Mongol craftsmanship.  
Visitors flock to this Marais shop from all over 
France and the world. 
Bestseller: The ‘Air’ cashmere scarf, available in 
more than one hundred colours. 
Average spend: €190.
43 rue de Turenne - 75003 PARIS
kaprahiska.com
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La mère Poulard  - Boutique Opéra 

La Mère Poulard is a restaurant perched on the 
Mont Saint-Michel, best known for its airy soufflé 
omelette cooked over a wood fire. Today, it sells a 
mouth-watering variety of French biscuits, coo-
kies, salted caramels etc. in its fine food shops. 
Popular with: Visitors from North and South 
America, Europe, Russia, Japan and Australia.
Why buys what: North and South Americans love 
the soft fruit, caramel and chocolate-chip coo-
kies. Europeans buy biscuits as well as savoury 
products like vintage sardines, foie gras and fish 
soup. Russians make a beeline for the Paris bis-
cuit tins (an assortment of sablés, cookies, palets 
and butter caramel galettes) and the Eiffel Tower 
Calvados. Packaging counts!  Japanese women 
like the assorted biscuit bags, while Australian 
women snap up the colourful biscuit boxes. 
Average spend: €13. 
USP: The Mont Saint-Michel connection. Fresh 
quality ingredients with no palm oil, no preser-
vatives and no artificial flavours. The modern 
layout of the shop.
Bonus: A Japanese saleswoman.
19 avenue de l’Opéra - 75001 PARIS
www.biscuiterie-mere-poulard.com

L‘Occitane en Provence

L’Occitane en Provence draws from the prin-
ciples of aromatherapy and herbal medicine to 
make natural cosmetics. 
Created in 1976 by Olivier Baussan, the brand now 
sells its products worldwide. Its values, however, 
have remained simple: authenticity, respect for 
the customer and the environment, and sensual 
pleasure – as is evident from concrete initiatives 

such as Braille labels on products, fragrance 
awareness workshops for visually impaired 
children and the purchase of shea butter at fair-
trade prices in Burkina Faso. 
Popular with: Asian visitors (Japanese and 
Chinese).
Bestsellers: Shea butter hand cream, Divine 
Cream and verbena eau de toilette. 
108 rue de Richelieu - 75002 PARIS
www.loccitane.com

Misterugby 

This shop has a comprehensive selection of 
rugby gear. 
Popular with: North and South American tou-
rists, from Argentina and Brazil in particular.
Who buys what: North Americans prefer the 
sportswear collection (polo shirts, sweatshirts 
etc.) while South Americans mainly buy profes-
sional rugby outfits (shirts, socks, shorts), as 
there are no specialist shops in their countries. 
USP: Affordably priced items that visitors can-
not find in their own countries. 
Average spend: €150.
40 rue Saint Jacques - 75005 PARIS
www.misterugby.com
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Moustaches

A highly original concept store in the Marias, de-
voted to cats and dogs.
Popular with: Japanese, American, Italian, Swiss 
and French visitors. 
Bonus: A comprehensive and quirky range of 
more than 2,000 products, and even portraits of 
your pet.
32 rue des Archives - 75004 PARIS
www.moustaches.fr

Mulberry

Blending traditional skills and modern designs, 
British brand Mulberry is renowned worldwide 
for its ready-to-wear and shoes, and especially 
for its accessories. 
Popular with: Women from China, Japan, Korea, 
the Scandinavian countries, France, Britain, 
Saudi Arabia, the US, the Netherlands, Australia 
and Brazil. 
Who buys what: Asian women prefer the smal-
ler handbags in red, green and pink. Frenchwo-
men go for classic colours and styles, while 
Saudi women are interested in rare leathers 
such as ostrich. 
Average spend: €1,000 to €1,500.

Bestseller: The ‘Bayswater’ handbag. 
 207 rue Saint-Honoré - 75001 PARIS
www.mulberry.com

Nicolas – Boutique Opéra 

Set up 1822, this French chain of wine shops has 
become a household name among wine enthu-
siasts. It now has shops throughout France as 
well as branches in the UK, Morocco and Bel-
gium. 
Popular with: International tourists wanting per-
sonalized advice about French wines. 
Average spend: €20. 
USP: Good selection of French wine appellations 
and varieties of champagne.
17 avenue de l’Opéra - 75001 PARIS
www.nicolas.com

Pauline Pô  

Visitors enter this pretty boutique through a 
doorway studded with mosaics. Fashion and 
costume designer Pauline Pô draws on her ex-
perience in both fields to create one-off pieces: 
tops, skirts, dresses and gowns, as well as 
whimsical accessories – hats, flowers, scarves, 
and jewellery. 
Popular with: Women from Australia, the US, Ca-
nada, Russia, Brazil and northern Europe. 
Who buys what: Brazilian customers love the 
hair accessories. American and Australian wo-
men buy evening gowns. The Russians like the 
jewellery while Scandinavian women favour the 
hats. 
6 rue Tholozé - 75018 PARIS

Paris pour un jour 

Aurore Martinoli and Karine Avucci, two Parisian 
women with day jobs in tourism and communi-
cations, organize Paris walks with a difference, 
sharing their tips with visitors – their favourite 
shops; the hottest restaurants, little-known mu-
seums.  Perfect for people in search of a perso-
nalized and upmarket Paris experience. 
Popular with: French and American visitors.
Bestsellers: The haute couture walk, the « Paris 
shopping » day out and the « Customize your 
wardrobe » and jewellery making workshops. 
90 boulevard Richard Lenoir - 75011 PARIS
www.parispourunjour.fr
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Personal Shopper by Ronteix Nadia  

Fashion-conscious Parisienne Nadia Ronteix is a 
personal shopper and style consultant.
Popular with: French, American, British, Brazi-
lian, Asian and Saudi women in search of advice 
on clothes to suit their physique and the best 
emerging labels. 
www.personalshopperbyronteixnadia.com

Promenade des sens 

Promenade des Sens gives visitors an insight into 
the many different aspects of Paris – traditional, 
hidden, quirky, unexpected. It organizes gourmet 
walks, offbeat guided tours, museum tours, un-
missable sights, urban hikes and treasure hunts, 
all tailored to meet the expectations of individual 
tourists and groups. 
Popular with: Mainly American and French                
visitors.
91 rue du Faubourg Saint-Honoré - 75008 PARIS
www.promenadedessens.fr

Rue France 

Concierge services and antiques shopping rolled 
into one at this company, which has a stand at 
the Porte de Vanves flea market. 
Popular with: Italian, British and German visitors. 
Average spend: €30.
Marché aux Puces de Vanves - 75014 PARIS
www.rue-france.fr

Stella Cadente  

Stella Cadente displays 
the freewheeling crea-
tive style of its owner, a 
multi-faceted designer 
(fashion, home decora-
tion, jewellery, cosme-
tics, illustrations, inte-
rior design). The brand’s 
creations are displayed 
in a luminous and highly 
unusual setting. 
Popular with: French and 
international visitors. 
Average spend: €150. 

Bestsellers: The brand’s Miss Me’ perfume, silk 
stoles and saris.
102 boulevard Beaumarchais - 75011 PARIS
www.stella-cadente.com

Ultimate Paris Guide 

Ultimate Paris Guide is a private concierge ser-
vice for international visitors to Paris. Its team 
of concierges and travel planners organize 
made-to-measure leisure and business trips for 
clients, including off-the-beaten-track discove-
ries of Paris treasures and secrets.
Popular with: Americans for the most part, but 
also Canadians, Australians and South-East 
Asian visitors.
Latest trend: Besides classic sightseeing, visi-
tors increasingly want to explore Paris diffe-
rently, with activities such as gourmet tours 
(including cookery courses with top chefs), going 
backstage at the Eiffel Tower, and creating their 
own personal fragrance. 
Average spend: €2,000 per family.
USP: The quality of the service: every single de-
tail is taken care of, and concierges are available 
seven days a week from 9am to 8pm.
196 rue Saint-Honoré - 75001 PARIS
www.ultimateparisguide.com

Wolford

Special, innovative knitting techniques and the 
use of fine materials have contributed to Wol-
ford’s reputation for high-quality products:        
hosiery, ready-
to-wear, lingerie 
and swimwear. 
Popular with: 
Russian, Ame-
rican, Chinese, 
Japanese and 
Brazilian wo-
men. 
Bestsellers: 
Bodysuits and 
stockings for 
all skin tones. 
Russian custo-
mers adore the                 
‘glitter’ range. 
39 rue Marbeuf - 
75008 PARIS
www.wolford.com
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MUST-VISIT STORES

LE BHV MARAIS

The venerable department store formerly known as BHV has given itself a makeover and a name 
change to anchor it to the fashionable district in which it is located. 
Designed to feel like a continuation of a walk though the Marais, the BHV MARAIS addresses an 
‘urban, creative’ target clientele, providing a vast selection of up-to-the-minute merchandise in its 
revamped spaces. The new-look store stocks everything from designer clothing and cosmetics to 
tableware and kitchen utensils. The DIY department in the basement, so beloved of Parisians, has 
been maintained, and the concept extended to the rest of the store, where displays invite customers 
to mix and match, experiment, and express their individuality. 
BHV MARAIS welcomes 70,000 customers per day on average, from all over the world. 
Popular with: Russian, Brazilian, American, Chinese, Australian, Moroccan, Japanese, Tunisian and 
Canadian visitors. 
We love: The new beauty parlour, The Nail Kitchen. 

55 rue de la Verrerie - 75004 PARIS
www.bhv.fr
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BuY PARIS DUTY FREE
(Paris Charles-de-Gaulle and Paris Orly airports) 

BuY PARIS DUTY FREE displays the best that Paris has to offer. Shops feature 
bestsellers, exclusive offers and previews of new products before their launch 
in international markets: perfume, cosmetics, gourmet food, confectionery and 
more. A huge selection to suit all tastes and budgets.
Popular with: Tourists from China, Russia, the Maghreb countries and the US, 
as well as outward-bound French tourists.
Bestsellers: Iconic perfume and beauty brands (Chanel, Dior, Lancôme, YSL, 
Guerlain, Sisley, L’Occitane etc.) and travel retail exclusives such as miniature make-up sets; French 
gourmet foods (cheese, foie gras, calisson sweets, macaroons etc.), chocolate and confectionery 
brands (Lindt, Godiva, Maxim’s etc.), international alcohol brands (Johnnie Walker, Chivas, Jack Da-
niels, Ricard, Bailey’s), French liqueurs such as Cognac (Hennessy, Remy Martin), wine and cham-
pagne (Veuve Clicquot, Moët & Chandon). 
Who buys what: 
 > Chinese visitors mainly buy perfume and skincare products (their favourite brands are Cha-
nel, Dior, Lancôme and Estée Lauder), wine (mainly Bordeaux reds) and Cognac.
Their favourite colours: Red and gold, which symbolize happiness and prosperity. Black and white 
are traditionally considered unlucky, but Chinese tourists are gradually beginning to associate these 
colours with elegance.
Average spend: €117. The Chinese love shopping, and they like to try out anything new and exclusive. 
They also like buying gifts, and generally come armed with a list of all the people they have to buy 
something for (family, friends and colleagues) so as not to forget anyone. They plan their purchases 
in advance (type of gift and amount of money to spend). 
 > Russian visitors buy perfume, especially French brands such as Chanel, Dior, Guerlain and 
Lancôme, alcohol (especially champagne) and French gourmet foods (cheese, foie gras and maca-
roons).
Their shopping preference: Luxury goods with a bling factor: prominently branded items; anything 
glittery. 
Their favourite colour: Red, which is associated with ‘beautiful’.
Their weakness: Sparkles and sequins!
Average spend: €89. Russians like to try out new products and are keen on getting expert advice. 
They do not plan their purchases, whether these are personal or gifts for others. They tend to be 
impulse buyers, without a pre-established shopping budget. 

Aéroport Roissy Charles de Gaulle - 95700 PARIS
www.aeroportsdeparis.fr

Buy Paris Duty Free Buy Paris Duty Free, zone
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Galeries Lafayette

Galeries Lafayette makes fashion come alive, constantly upda-
ting a vast and eclectic selection of brands ranging from high-
end to affordable. For over a century, Galeries Lafayette has 
prided itself on spotting unknown designers and keeping on 
top of trends to bring customers the best and edgiest of the cur-
rent and emerging fashion scene. Located in the heart of Paris, 
the flagship store on Boulevard Haussmann not only houses the 
world’s largest fashion department, but also a home furnishings 
and gourmet food section over a surface area of over 60,000m2, 

with more than 2,500 international brands represented. 
Popular with: Chinese visitors head the classification of international customers, ahead of the Ame-
ricans, the Japanese and the Russians – not to mention the French.
Key purchasing criteria: French lifestyle; the diversity of the retail offer, with more than 3,000 brands 
to suit all pockets; frequent special offers; the historical appeal of this legendary building, with its 
beautiful early 20th-century cupola.
Bonus: In 2010, Galeries Lafayette opened a wine shop devoted to Bordeaux wines – the biggest of 
its kind in the world. Spread over an area of 250m2, this extraordinary wine cellar stocks more than 
a thousand different Bordeaux wines.
40 boulevard Haussmann - 75009 PARIS
www.galerieslafayette.com

La Vallée Village

Located only 35 minutes from the centre of Paris, right next to Disneyland® Paris (the top tourist attrac-
tion in Europe, with 16 million visitors in 2012), La Vallée Village is an outlet shopping centre with 120 
upscale brands and a contemporary art gallery, L’Espace La Vallée® Village. La Vallée Village is open 
seven days a week all year round, except for 1 January, 25 December and 1 May. 
All year round, customers can expect reduced prices (at least 33% off) on the recommended retail price 
for previous seasons’ collections of the top French, European and international fashion and luxury brands.
More than one out of every four tourists (27.4%) choose to visit France to shop. They cite shopping as the 
top criterion in their decision to  come to France (Boston Consulting Group survey, 2012). 

Popular with: Chinese (28%), Russian (14%) and Korean (5%) visitors.
La Vallée Village draws an ever-increasing number of cosmopolitan visitors each year. In 2012, more 
than 6.6 million people visited the outlet, i.e. +13.8% compared to the previous year. In all, visitors of more 
than 170 nationalities go to La Vallée Village. 
It is the third-most visited cultural and enter-
tainment venue in the Paris region, right after 
Disneyland® Paris and Versailles.
Key purchasing criteria: A pleasant site re-
flecting the French lifestyle; welcoming staff; 
multilingual brochures, guest services (res-
taurants, a play area for children, a hands-free 
shopping service – no carrying bags around) 
and the extensive range of brands (120 presti-
gious French and international labels).

3 cour de la Garonne - 77700 Serris - Marne-la-Vallée / 
www.ChicOutletShopping.com

@ Yann Kersalé
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Printemps

Printemps was founded by Jules Jaluzot in 1865. A genuine Art Deco masterpiece, the building is 
a listed monument and one of the most beautiful Paris shopping centres. Innovation, style, service 
and heritage have always been part of the department store’s  philosophy. Printemps Haussmann’s 
Luxury and Accessories department displays one of the most attractive fashion collections of any 
store. The iconic Paris department store has developed a range of innovative and efficient services to 
satisfy and anticipate the needs of its international clientele. Depending on the time of year, visitors 
from abroad make up 30 to 50% of Printemps customers. 

Popular with: Visitors from Asia, the Middle East, Russia, Eastern Europe and South America.
Who buys what: Asians buy established brands (fashion accessories and beauty products) and ups-
cale jewellery and watches. 
Japanese customers are on the lookout for cutting-edge brands. They are particularly keen on lea-
ther goods and ready-to-wear.
Trivia: Chinese customers prefer it if the serial number of a 
product includes an ‘8’, as this is a number that brings good 
luck. The number ‘4’, on the other hand, is considered an 
unlucky number. 
How they shop: Chinese customers usually know exactly 
what they are looking for. They are very efficient shoppers 
– unlike visitors from the Middle East, who enjoy strolling 
around the store, and buy on impulse. Although Japanese 
customers are up to speed with all the latest fashion trends, 
they appreciate having a personal shopper to advise them. 
For North and South Americans, a courteous welcome and 
a wide range of services are key.
Bestsellers: Iconic labels and limited edition offers. 
Average spend: €1,700. 

64 boulevard Haussmann - 75009 PARIS
www.printemps.com
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Christmas à Paris 

As its name indicates, this shop is entirely devoted 
to Yuletide. It has everything you could possibly 
need by way of Christmas decorations. 

Popular with: Anglo-
Saxon tourists and the 
French. While interna-
tional visitors snap up 
prints of Paris monu-
ments, French tourists 
tend to buy socially res-
ponsible craft items.
We love: The one-off         
« Noël à Paris » ball      
ornament. 
7 rue de Condé - 75006 PARIS
www.christmas-a-paris.com

I was in Mouffetard 

This own-brand shop gives the Paris souvenir a 
totally new spin. I Was In® creates its own col-
lections. All its products are made to exacting 
quality standards and sold exclusively in its own 
shops or in partner concessions. 
Popular with: American, Japanese and Chinese 
visitors.
We love: The Plexiglass Eiffel Tower.

84 rue Mouffetard - 75005 PARIS
www.iwasin.fr

Les Parisettes 

This concept store specializes in Paris-themed 
decorative objects, kitchen accessories, leather 
goods, costume jewellery and games. The Eif-
fel Tower predominates! Every item has been 
conceived by a Parisian or French designer.  The 
shop’s name comes from the parisette, a small 
plant used to make love potions in the Middle 
Ages. Its leaves adorn the shop’s logo, a dancing 
Eiffel Tower. 
Fact: 99.9% of tourists, whatever their nationa-
lity, come into the shop in search of an object that 
features the Eiffel Tower, is lightweight and easy 
to carry.
Who buys what: Americans like the tea towels 
and aprons, and the Eiffel Tower building game. 
Japanese visitors prefer small objects like note-
books, stickers and clutches. British tourists are 
fond of stationery and useful kitchen gadgets. 
Italians and Spanish visitors mostly buy shop-
ping bags and cushions. French tourists tend to 
be impulse buyers. 
Average spend: €15.

95 avenue Émile Zola - 75015 PARIS
www.lesparisettes.com

WE     THE EIFFEL TOWER 
The Eiffel Tower is the world’s most visited monument: more than 7 million visitors per year. A 
symbol of Paris and France, this instantly recognizable landmark has inspired art in various forms 
throughout the world. When it comes to shopping for gifts, you can’t go wrong with an Eiffel Tower 
gadget. Much to the delight of international visitors, there is an amazing array of these to shop for 
in Paris. 
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Par’ici

A Paris souvenir specialist since 1994, Par’ici 
has an extensive range of Paris-inspired gifts.
Popular with: French and 
international tourists.
Bestsellers: The Eif-
fel Tower key ring, the                     
« I love Paris » T-shirt and 
the boxer shorts with a 
map of the Paris metro. 
We love: The Eiffel Tower 
love lock that couples from 
everywhere buy as a sou-
venir of their trip to Paris, 
the most romantic city in the world. 
  
52 rue Mouffetard - 75005 PARIS
www.souvenirparis.com

Succulent Paris

Marion and Aurélie organize gourmet tours of 
Paris: food market walks, pastry and chocolate 
macaroon workshops and an initiation to French 
gourmet food. 
Popular with: 95% of customers are American, 
the remaining 5% come from Canada and Aus-
tralia.
Average spend: €90.
Bonus: The welcome, the convivial atmosphere, 
the food and the insights into Parisians’ Paris. 

33 rue de Tocqueville - 75017 PARIS
www.succulent-paris.com

TAJ Paris 

This concept store sells only French-made pro-
ducts: fine food and spirits, fashion, beauty pro-
ducts and gifts. 
Popular with: Japanese, American, Canadian, 
Australian and European visitors. 
Men and women shop differently: Men tend to 
focus on the fine food and spirits section, while 
women buy fashion accessories.
Bestsellers: Caramels, jams, the Eiffel Tower 
3D puzzle, raspberries with Armagnac and tea 
towels. 
We love: The Eiffel Tower umbrella, priced at 
€44.90. 

13 rue de l’Echelle - 75001 PARIS
www.taj-paris.com

Taralie 

This stylish, creative 
Paris brand displays 
trendy, upscale Paris 
souvenirs. 
We love: The Eiffel 
Tower collection: tops, 
clutches and porcelain 
mugs. 

www.taralie.fr
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EVENT PARTNERS
THE PARIS CONVENTION AND VISITORS BUREAU 
	   The Paris Convention and Visitors Bureau’s principal mission is to promote the city’s 

eclectic tourism offer to the general public, tourism professionals and the media, 
in France and abroad. To guarantee the 29 million-odd visitors who come to the city 
each year a satisfactory stay, it has set up an up-to-the-minute information system 
via its website Parisinfo.com. Backing up this ‘virtual tourist office’ is a network of 

six welcome centres in Paris. The Bureau provides a range of services both online and at its offices 
to help visitors organize a Paris stay with the best price-quality ratio. It also provides a veritable 
platform for dialogue, exchange and collaboration for its affiliate members: all Paris tourism pro-
fessionals. As of 2013 there are 2,095 members in this Paris tourism ‘club’. The Bureau federates 
them under the Paris banner to market the destination through promotional initiatives designed to 
attract the general public and encourage repeat visits from nearby as well as far-flung markets. The 
Bureau also organizes a seasonal image-enhancing event in January and February with the help 
of institutional partners. It promotes its retail-sector members and offers private-sector partners 
the opportunity to associate their brands with the event to promote’Paris, the shopping and fashion 
capital’.
www.parisinfo.com

THE CITY OF PARIS
The City of Paris is supporting the Bureau for the eighth consecutive 
year to make Paris the world’s benchmark shopping destination. The 

French capital is the world’s leading tourist destination with 29 million visitors each year, and the 
event demonstrates the City’s desire to also turn Paris into the world’s shopping capital, recognised 
internationally as the largest ‘open-air commercial centre’ in the world. ‘Shopping by Paris’ is a 
unique opportunity for the City of Paris to highlight the wealth, quality and diversity of the Paris retail 
offer. Through the event, the City of Paris intends to further strengthen the French capital’s inter-
national reputation as an attractive shopping destination on the occasion of the year-end festivities 
and the winter sales. 
www.paris.fr

	  

LA CCI PARIS 
With 400 shops per sq km, Paris retail is a key development factor for the local 
economy and job scenario. The Paris-Ile de France Chamber of Commerce 
and Industry draws on its expertise and trained staff to support its members 

(61,000 local shops and services): helping start-ups, providing advice and information on legal re-
quirements, organizing training courses on the use of new technology to promote their business, 
assisting with business transfers, advising on organizing sales promotions and helping to reduce the 
impact on businesses of town planning changes etc. CCI Paris Ile-de-France also organizes nume-
rous initiatives such as Paris Shop & Design to motivate shop-owners and contribute to enhancing 
the French capital’s visual appeal.
www.cci75.fr/ www.parisshopdesign.com / www.commercedeparis.fr 
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ATOUT FRANCE
Atout France, the French tourism development agency, is once again partne-
ring the PCVB partner for the ‘Shopping by Paris’ event. The year-end festivities, 
Christmas lights and shopping are key attractions of Paris, and indeed France as 
a whole, for visitors from European countries as well as emerging markets. With 
this in mind, Atout France is promoting the events abroad with an Internet-based 

communications plan targeted to the general public as well as the media.
www.rendezvousenfrance.com

	  

PREMIER TAX FREE

	  

Tax-free shopping specialist Premier Tax Free provides international shoppers with a 
fast and easy way to recover sales tax (VAT). With more than 25 years’ experience in the 
tax-free shopping sector, Premier Tax Free works with more than 20,000 retailers in 
France and recovers sales tax for shoppers the world over. 
www.premiertaxfree.com 

As a key player in the tax refund sector, Premier Tax Free was the Paris Convention and 
Visitors Bureau’s natural choice of partner for the Paris City Passport Shopping offer. 
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USEFUL LINKS

Read and download comprehensive information 
on the ‘Shopping by Paris’ event in the press section of the website

Parisinfo.com.

A photo library with 3,500 high-resolution royalty-free images 
is available for editorial use in the press section of the website 

Parisinfo.com.
Sign up now! You’ll receive your registration confirmation 

within 48 hours. 

PARIS CONVENTION AND VISITORS BUREAU
Marie-Christine RABOT: +33 (0)1 49 52 53 78  / mcrabot@parisinfo.com


