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Travel and retail: Simultaneous growth 
 

Changes in consumer behaviour patterns have been accompanied by the transport revolution and its 
effects on the way people travel. The 1960s marked the rise of mass consumption as well as the growth 
of tourism – a simultaneous increase that continues today, with the emergence of hedonistic 
tendencies making shopping both a leisure and a tourist activity. 
 

1970s: Retail and tourism become mass phenomena 
In the 1960s and 1970s, retail and tourism grew to become mass market phenomena, with the spread of 
supermarkets and hypermarkets, the opening of the first hotel chains and the emergence of large-scale 
transport infrastructure such as Charles de Gaulle airport, the ring road and the riverside expressways.  
 

1980s: Big DIY brands and a fifth week of paid leave  

The 1980s heralded the arrival of a fifth week of paid leave for French workers (1981) and the emergence 
of an increasing number of individual travellers as a result of more tourism-related initiatives and the 
creation of numerous cultural events in Paris. As for retail, specialization was the keyword in the 1980s, 
with the opening of stores devoted to DIY, gardening etc. Most of the big-box retailers capable of putting 
pressure on suppliers emerged during this decade. Together with real estate companies and investors, 
they made commercial property as sought-after an asset as office buildings. 
1990s: The growth of Internet and hedonism 

A new era of leisure began in the 1990s, boosted by the emergence of the Internet and   
a more hedonistic approach to tourism-related activities such as shopping. 
According to the French remote sales federation (Fédération e-commerce et vente à 
distance, FEVAD), e-commerce sales totalled €45 bn in 2012: an increase of 19% 

compared to 2011. 
Online tourism also grew sharply. The popularity of the Paris Convention and Visitors Bureau’s website, 
which drew 13.8 million visitors in 2012 (a 46% increase over 2011) confirms this trend. These changes 
resulting from the emergence of new technologies have revolutionized consumer behaviour across the 
board, including in the field of tourism, and encouraged the major retail brands to develop new strategies 
to adapt as seamlessly as possible.  
 

Shopping has become a stand-alone activity  
The traditional sales have been devitalized to some extent by fast-changing fashion collections and the 
spread of new retail concepts (shops in train stations and airports, pop-up stores, outlet shopping etc.). 
Shopping has become a leisure activity in its own right, on par with tourism.  
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61,232 
Number of Paris shops and services. The figure has 
remained stable since 2003 (-0.2%.)* 

  
Paris: A significant retail sector 
 

As of 2011, Paris had 61,232 shops and services, 36.4% of which (22,284 shops) were non-food stores. 
This figure has remained largely stable (-0.2%).  
Paris has the highest retail density of all the major French cities: 76.5 shops per 10,000 residents, 
compared to 59 in Bordeaux, 55 in Nice and 51 in Lyon. 
Greater London has fewer retail establishments than Paris, but shops are bigger, and there are more non-
food stores than in Paris. However, the French capital has a higher population density, more jobs and a 

more varied retail offer. 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
The number of non-food shops in Paris increased by 5% from 2003 to 2011. However, the annual turnover 
rate is relatively high: 13%. The increase is due to the growth in the number of unisex ready-to-wear 
shops (+30% from 2003 to 2011: 1,020 shops overall) and shops selling men’s and women’s footwear      
(a 10% and 9% increase respectively from 2003 to 2011). 
 

A healthy mind in a healthy body: Increasingly discerning consumers 
The number of shops selling organic products has risen sharply in the past few years: 167 shops in 2011 
(+9.9% compared to 2007). 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, following an increase of 8.3% from 
2005 to 2007). As to epicurean pleasures, 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.*  
 

Similar trends in tourism and retail 
The increasing number of shops devoted to well-being in Paris provides further proof that tourism and 
shopping go hand in hand – tourists are increasingly seeking ways to escape the aggressiveness and 
stress-inducing conditions of modern life. It is hard to pinpoint where the trend started: in tourism or 
retail. The simultaneous change is continuing, with hedonistic tendencies making shopping a full-time 
leisure and tourist activity. Retail growth trends would seem to indicate that the focus of tourists who go 
shopping in Paris has shifted from knick-knacks (there has been no increase in the number of souvenir 
shops since 2005) to everyday consumer products and brands symbolizing the French lifestyle. Tourists 
are increasingly drawn to French-made, possibly ‘Made in Paris’ items, which have dual appeal: these are 
one-off French artisan products, and local production reduces climate-disrupting long-distance transport. 
 

 
 

5% 
Increase in the number of non-food shops in Paris 
between 2003 and 2011. 

3 million m² 
Total retail surface area, which has remained stable 

instead of diminishing because of the expansion of 

existing retail space.* 

 

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.* 
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Paris voted the shopping capital by its tourists! 
 
According to a survey carried out in Paris train stations and airports* in 2012: 
 
 
 
 

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

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

 
 
 

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 % > Brésiliens 
 
 

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 

 

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

 résultats 2012 

 



 
 
Tourists are consumers 
Fifty per cent of the world’s population now lives in towns and cities, and people tend to travel to 
familiar environments; as a result, urban tourism is one of the fastest-growing tourism sectors. In 
France, Paris accounted for 22% of hotel overnights in urban areas in 2012. Paris welcomed 29 
million tourists in 2012, all accommodation types included. 

Paris’s varied range of visitors is 
one of its principal assets: visitors 
from nearby countries, distant 
countries, return visitors, first-time 
visitors from countries with strong 
growth potential, leisure tourists 
and business travellers. 
A close examination of the figures 
reveals that as far as leisure 
tourism to Paris is concerned, 
French visitors are the largest 
category (45% of hotel arrivals on 
average). They accounted for 35.5% 
of Paris hotel arrivals in 1993; the 
figure increased to 46.1% in 2012). 
This marked increase is due to 
improved transport options as well 
as extensive media coverage of the 
French capital’s attractiveness – 
there is always something new to 
see or do in Paris. As for 
international visitors, consumer 
profiles vary according to the 
maturity of the markets concerned. 
Western tourists (from North 

America and Western and Northern Europe), traditionally regular visitors to the French capital, are 
familiar with its retail offer, with brands that are often identical to the ones they can find at home. 
Their reason for repeatedly coming to Paris to shop is to browse all that is specifically French: work 
by new designers, the wealth of Paris art galleries and ‘Made in Paris’ items. The Parisian art of living, 
which visitors associate with elegance and refinement, is the USP of retailers dealing with this 
knowledgeable clientele. For Americans, who typically represent this category of consumer (and also 
make up the leading number of international visitors: 9% of the total), culture, food and romance are 
the top attractions of Paris. American visitors to Paris tend to be older, as competition from emerging 
tourism markets is drawing young Americans to new destinations. Nevertheless, the sustained 
growth in the number of US visitors (11.3% since 2012) is reminiscent of the early 2000s, when up to 
two milllion American tourists stayed at Paris hotels. The other mature markets are essentially the 
neighbouring European countries, which lead in terms of hotel overnights: 7% of the total are British, 
4% are Italian or German, and 3% are Spanish. These travellers return to Paris on a regular basis. 
Visitors from emerging source markets still tend to travel in groups. For these tourists, a visit to Paris 
is often a class marker – proof of their improved social standing in their respective countries. France 
symbolizes luxury goods and iconic brands. They tend to be the biggest spenders, although visitors 
from mature markets account for a higher number of hotel overnights. The sharp increase in the 

Paris hotel arrivals in 2012 

 Source: Insee 
Arrivals 2012 

Difference 
12/11 

Total 15 674 083 0,1% 

France  6 989 139 -2,8% 

International 8 684 945 2,6% 

Europe  

Total Europe 4 575 334 -1,9% 

Germany 573 779 1,5% 

Belgium 295 274 -2,3% 

Spain 428 542 -22,1% 

Italy 630 464 -5,0% 

Netherlands 243 312 -3,8% 

UK 1 036 283 7,1% 

Russia 286 469 7,2% 

Switzerland  314 861 18,5% 

North America  

Total North America 2 208 190 7,8% 

Canada 191 623 2,6% 

United States 1 397 871 11,3% 

Asia-Pacific 
and Middle 

East  

Total AP and ME 1 665 712 8,8% 

Australia 219 049 16,7% 

Japan 542 940 7,6% 

China  181 476 14,9% 

Near and Middle East  325 891 7,2% 

Africa  Total Africa 235 711 4,5% 
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number of visitors from emerging markets indicates that they may well become the mainstay of Paris 
tourism in the future.  

 
Visitors’ daily shopping spend (by market) 
 

A survey carried out in Paris train stations and airports* shows that visitors from three of the BRIC 
(Brazil, Russia, India and China) countries are among the top five shopping spenders. Indian visitors 
are in 10th place. 
 

Survey in train stations and airports: Visitor spend 
 

In 2012 Chinese visitors devoted 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 five spenders on shopping, with Indian visitors coming in 10th. Koreans 
are the 8th largest spenders, with a daily basket averaging €29; the high percentage of their overall 
spend on shopping (24%) 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 overseas visitors to Paris when it comes to hotel overnights, their 
daily shopping expenditure only amounts to €19. The reason is undoubtedly 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. 
 
 
 
** Source: Ongoing surveys in trains and airports. CRT Paris-Ile-de-France, ADP (BVA) – 2012 results. 

 
 
 
 

Total 



 
 

While visitors from nearby markets – Europe and the rest of France – spend much less than visitors 
from BRIC countries, 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 source 
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 tourists 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 eight European markets in the list of the 
top 10 nationalities visiting Paris on a regular basis.  
 

Tax-free shopping 
France offers tax refunds to allow visitors to obtain a 12% 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. 
Although international tax-free shoppers obviously spend more than the average shopper, the 
classification by nationality is substantially similar to the one in the survey in train stations and 
airports. The tax-free shopping figures highlight the fact that some tourists have the means to spend 
a large amount on souvenirs – especially visitors with a particular interest in Parisian luxury goods.  
 
(Source : Premier Tax Free) 
*Source: Ongoing surveys in trains and airports. CRT Paris-Ile-de-France, ADP (BVA) – 2012 results 

 

 

Premier Tax Free: Spend by top 20 nationalities in Paris in the first half of 2012 

  

Turnover 
(in €) 

Average spend (in €) 

Jan-June 2012 Diff 12/11 Jan-June 2012 Diff 12/11 

China 1 24 965 555 73% 1 508 10% 

Russia 81 513 110 22% 1 040 -9% 

Japan 44 373 389 38% 762 7% 

Hong Kong 38 445 821 47% 1 883 13% 

United States 37 943 142 20% 784 -9% 

South Korea 30 287 229 24% 1 187 11% 

Brazil 29 014 807 3% 528 -12% 

Saudi Arabia 22 009 391 39% 1 242 -18% 

Taiwan 17 850 111 46% 1 352 13% 

Singapore 17 249 228 30% 1 317 8% 

Thailand 16 571 340 72% 1 470 24% 

Morocco 15 615 808 -5% 611 -5% 

Lebanon 13 325 243 12% 842 -11% 

Switzerland 13 147 853 -2% 758 -29% 

Indonesia 10 931 095 48% 1 315 3% 

Ukraine 9 836 974 7% 1 232 -13% 

UAE 9 812 145 20% 914 -13% 

Algeria 8 806 337 19% 405 -7% 

Australia 8 024 234 22% 651 -9% 

Canada 7 963 585 26% 665 0% 
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When tourism and retail go hand in hand 
 
Tourist zones overlap with shopping districts 
The retail landscape in Paris is a dynamic one, especially as regards non-food shops. The geographical 
spread of shops is influenced by the distribution of tourist flows in the city, just as it is impacted by 
the construction of office buildings. 

 

Retail density is highest in places with the most intense tourist activity  
The Paris Convention and Visitors Bureau 
studied this map from the photo-sharing 
website panoramio, which features the 
photos (in yellow) most frequently 
posted by tourists and Internet users.  
Not surprisingly, the pictures were taken 
in the following areas: Louvre-Champs 
Elysées, Eiffel Tower-Trocadéro, Grand-
Palais-Invalides, Panthéon-Luxembourg 
Gardens, Opéra and the department 
stores, Montmartre and Ile de la Cité.  
 
 
 
 

If we place the map showing the number of retail-related jobs over this map of tourist flows in Paris, 
we see that retail density is highest in areas with the most intense tourist activity. Retailers have a 
natural tendency to open shops in catchment areas with the highest concentration of customers. 
Superposing the maps clearly demonstrates that tourism in Paris is profitable to city-centre shops. 
 
 

 

 

 
 

 
 
 

 



 
 
The right balance between Paris and its immediate suburbs 
is key to preserving the city’s retail mix 
 
If the city’s particular retail mix is to be preserved, it is essential to find the right balance between 
small shops and the ever-increasing number of large shopping centres in Paris proper as well as its 
immediate suburbs.  
 
 
 
 
 
 
 
 
 
 

The strong correlation between shopping and tourism in Paris brings certain 
considerations to light: 

 
The pressures of tourism on a circumscribed area such as Paris has caused a dearth of available retail 
space in the heart of the city, leading to an automatic increase in property prices. It is increasingly 
only the major retail brands that can afford to open stores in districts popular with tourists. This 
could result in the standardization of the retail landscape in these areas, thereby diminishing their 
appeal for tourists.  

 
The Champs-Élysées are a case in 
point. Besides the pressure on this 
highly popular tourist spot, an 
increasingly upmarket hotel stock 
raises the issue of the socio-
cultural diversity of visitors to Paris. 
The combination of attractiveness 
to tourists and the growth of the 
luxury sector have created a 
paradoxical situation in popular 
tourist spots. By wanting to ensure 
visibility at any price, luxury brands 
contribute to reducing retail 
diversity in these areas, with the 

risk of making them less attractive to tourists. The pressure applied by luxury brands has been 
accompanied by a tendency for Paris hotels to become increasingly upmarket – a trend encouraged 
by the growth of urban tourism. 
 
It should be noted, however, that retail density in Paris is highest in areas with the most intense retail 
activity – tourism alone does not explain retail concentration. The construction of office building 
complexes also overlaps with the retail map. The gentrification of districts like the Marais is another 
factor impacting the retail landscape. 
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24 
 

Number of projects to create or expand retail 
infrastructure in the immediate suburbs of Paris.* 

200,000 m² 
Total amount of retail space currently under 
construction or envisaged as part of 32 urban planning 
projects in Paris proper between 2013 and 2017.* 
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Preserving the specificity of Paris retail 
The emergence of Internet, coupled with the adaptability of major retailers, has devitalized the 
traditional sales to some extent; they have enhanced the appeal of shopping and led to the spread of 
new retail concepts (shops in train stations and airports, pop-up stores, outlet shopping etc.) to draw 
increasing numbers of consumers/tourists. 

In central Paris, these changes have 
affected retail diversity, which the 
City of Paris wishes to safeguard 
while maintaining a balanced spread 
of retail infrastructure in Paris proper 
and its immediate suburbs. To this 
end, since 2001 the City of Paris has 
been implementing an action plan to 
sustain retail diversity. It aims to 
create eight new food markets as 
well as new development zones to 
increase the overall retail surface 
area, safeguard retail activity 
through local land use plans (PLU – 
Plan Local d’Urbanismes) so as to 

maintain small businesses and crafts in several Parisian streets, and purchase new commercial space 
through its public-private company, SEMAEST, to house neighbourhood shops. The objective is to 
maintain the right balance between neighbourhood life and appeal for tourists, retail diversity and 
city-centre standardization as a result of large brand store openings, creativity and job creation. In 
fact, small-scale retail is characteristic of the city, making shopping in Paris a tourist activity in its 
own right and setting Paris apart from other big cities. 

 

Paris and its immediate suburbs: A balance to be maintained, but also an 
opportunity to spread tourist flows 
The boom in the number of projected shopping centres in Paris and in its immediate suburbs makes 
it key to maintain the balance between large commercial spaces and small local shops. But it also 
provides an opportunity to spread tourist flows throughout the territory of the Greater Paris 
metropolis, where retail could play a significant role if coupled with a strong tourism dynamic. 
 
Ideally, the emergence of new shopping zones should be accompanied by the development of new 
cultural zones in order to contribute to a wider spread of tourist flows. This is not yet the case, and 
therefore the issue of city-centre retail being weakened by suburban retail infrastructure remains to 
be tackled. 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 



 
 
 
Sunday shop openings in Paris 
 
Paris has seven  ‘exceptional consumer usage’ tourist zones that are exempted from restrictions on 
Sunday trading: 

 
- Rue de Rivoli (only the section facing the Louvre and the Tuileries); 
- Rue des Francs Bourgeois and Place des Vosges; 
- Rue d’Arcole (near Notre Dame Cathedral); 
- Avenue des Champs-Élysées  (from Place de la Concorde to Place de 

l’Étoile) ; 
- Viaduc des Arts  on Avenue Daumesnil (between Place de la Bastille and Rue 

de Rambouillet); 
- Boulevard Saint Germain (between Rue des Saints Pères and Rue de 

Rennes) ; 
- Montmartre (Rue Lepic, Place du Tertre and the adjoining streets, Rue 

Tardieu and Rue de Steinkerque). 
 
Some prime shopping areas, such as the big department stores on Boulevard Haussmann, are not 
included in the list of tourist zones, although tourists contribute a significant proportion of the 
turnover of Galeries Lafayette and Printemps. 
 
Authorization to open on Sunday is not given automatically to all shopping streets where the 
customers include tourists. The municipality evaluates both the local retail landscape (small and/or 
large shops, number of employees, whether part of a network, etc.) and the well-being of local 
residents. This is why some areas are not considered suitable for Sunday opening. 
 
 

Following pressure from some major brands, the French government commissioned Jean-Paul Bailly, 

the former CEO of the French postal service, to produce a report on Sunday trading, which was 

presented to the prime minister in end-November 2013. The report examined the possibility of  

making Sunday opening in France more flexible. A new law is to be passed in the second half of 2014.  

To simplify and clarify matters, the report recommends a thorough review of existing regulations and 

the redefinition, following social dialogue at the local level, of zones where Sunday trading will be 

authorized. 

The report also recommends that shops be allowed to open 12 Sundays a year instead of five at 

present, with seven dates chosen by the local mayor and the other five by businesses. 

The forthcoming law making Sunday trading more flexible will take consumer behaviour patterns into 

account. The law implicitly recognizes that retail and tourism are closely connected. 
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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 and get your registration confirmation within 48 hours.  

Download the photos in this press file: 
 
 

 

188-20 Shop © Paris Tourist Office - Photographer: Daniel Thierry 

 

186-42 Paris shopping - The Marais © Paris Tourist Office - Photographer: Amélie Dupont 

 

182-34 Christmas 2011 illuminations © Paris Tourist Office - Photographer: Marc Bertrand 

 

178-48 Christmas 2010 illuminations © Paris Tourist Office - Photographer: Amélie Dupont 
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