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Abstract 
This master thesis focuses on regional shopping centre’s market shares. It is written in 
cooperation with IKEA Centres that provided data regarding their shopping centres and funds 
for the gathering of statistics. The research question for the study is: What level of market 
share is valid for regional shopping centres in close proximity to an IKEA warehouse? In 
order to answer this question as accurate as possible the study is designed as a case study. The 
case is implemented on three different shopping centres, owned by IKEA Centres, with 
similar locations and market areas. The three shopping centres that are selected as subject 
centres in the study are Birsta City in Sundsvall, I-Huset in Linköping and Erikslund 
Shopping Center in Västerås. The case is focused on the regional shopping centres isolated 
and do not include the IKEA furniture store. 
 
The first part of the study concerns the delineation of the subject centres’ primary- and 
secondary market area. This is done using Reilly’s Law based on the prerequisites of the 
specific shopping centre. By using this method breaking points or borders of the market areas 
can be defined and located based on the calculated driving time. To be able to calculate the 
potential market shares for the centres, the buying power segmentation method is used.  
 
The statistics are bought from Statistics Sweden and concerns mainly the number of 
households in the market areas and their disposable income. The market share is calculated by 
comparing the potential buying power of the households and the actual sales in the shopping 
centres. The results of the conducted study regarding the market share in the total market area 
is that Birsta City has a significant larger market share (60%) than the two other centres that 
the study concerns. I-Huset (17% market share) and Erikslund Shopping (25% market share) 
are located in regions with a higher population and more competition, the authors see this as 
the main factor to the difference in the market share. Results regarding market shares in 
different categories of goods are also presented. The three subjects’ centres offer several 
different collections of items. All centres have a large market share in the fashion segments 
that are offered, a wide tenant mix in combination with the target groups is seen to be an 
effecting factor.  
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Sammanfattning 
Denna masteruppsats fokuserar på ämnet regionala shoppingcenters och dess marknadsandel. 
Uppsatsen är skriven i samarbete med IKEA Centres vilka har bidragit med data angående 
köpcentren samt medel för inköp av statistik. Studiens frågeställning är: Vilken 
marknadsandel har regionala köpcenter där ett Ikeavaruhus finns i närheten? För att besvara 
denna frågeställning på bästa sätt är studien utformad som en fallstudie. Fallstudierna är 
implementerade på tre olika shopping center i liknande läge och med likvärdiga 
marknadsområden. De tre köpcentrumen vilket är utvalda som ämnescenter i studien är Birsta 
City i Sundsvall, I-Huset i Linköping och Erikslund Shopping Center i Västerås. Forskningen 
är baserad på shopping centret och berör inte IKEAs möbelvaruhus. 
 
Den första delen av studien behandlar avgränsningen av köpcentrumens primära och 
sekundära marknadsområden. Avgränsningen är utförd med Reilly’s Law baserad på de 
specifika köpcentrets förutsättningar. Genom att använda den här metoden definieras 
brytpunkter och gränser för marknadsområdet kan avgränsas med hjälp av den beräknade 
körtiden. För att sedan beräkna köpcentrets marknadsandel används metoden ”Buying power 
segmentation method”. 
 
Statistiken som används är köpt från SCB och berör huvudsakligen antalet hushåll i 
marknadsområdena samt dess disponibla inkomst. Marknadsandelen är beräknad genom att 
jämföra den potentiella köpkraften hos hushållen med den faktiska försäljningen i köpcentren. 
Resultatet av den utförda studien rörande marknadsandelar av den totala marknaden är dels att 
Birsta City har en betydligt större marknadsandel (60%) än de två andra undersökta 
köpcentren. I-Huset (17% marknadsandel) samt Erikslund Shopping (25% marknadsandel) är 
belägna i regioner med högre invånarantal och större konkurrens. Författarna ser detta som en 
avgörande faktor till skillnaden i marknadsandel jämfört med Birsta City. Resultat angående 
marknadsandelar i olika kategorier av varor är också presenterade. De tre studerade 
köpcentren erbjuder ett brett utbud av produkter. Samtliga center har en stor marknadsandel i 
kategorier rörande kläder & mode. Den breda hyresgästmixen samt målgruppen för 
köpcentren antas vara påverkande faktorer till detta.  
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Förord 

Författarna vill rikta ett stort tack till IKEA Centres och dess anställda för tillhandahållande 
av material, guidning och finansiering av denna uppsats. Vi hoppas resultatet kan vara till 
hjälp vid framtida köpcentrumetableringar.  
 
Vi vill också tacka Berndt Lundgren för den tid du lagt på att handleda oss. Vi hoppas detta 
arbeta kan vara till användning i framtida kurser. 
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Introduction  
This chapter presents the scope and content of this master thesis. To answer the research 
question in the thesis the authors uses a case study method. The research question for this 
thesis is: What level of market share is valid for regional shopping centres in close proximity 
to an IKEA warehouse? 
 
Background	
Properties and real estate assets have an inelastic supply (Geltner & Miller, 2001). Since 
buildings normally stands for fifty to one hundred years and requires large amounts of capital, 
an investor must be certain that there is demand for the intended property type, otherwise the 
risk of unsuccessful investments increases. Consequently, market analysis is an important 
component to consider for real estate investors. When considering purchasing or constructing 
a retail centre, the investor should conduct a retail market analysis (Fanning, 2005).  The area 
that the shopping centres’ customers live in is usually referred to as its retail trade area. 
Depending on the retail centres’ attractiveness, the customers have a certain level of loyalty to 
that specific centre. The level of loyalty is what is called customer retention.    
 
A retail site with surrounding residential areas has 100 percent customer retention rate if 
customers living in that area spend all the households capital dedicated to retail at the focus 
retail centre (Fanning, 2005). However, this is seldom the case as centres experience 
competition in the retail area. This generates a situation where sales leakage occur which is 
equal to the purchase power of the potential sales that is lost to competitors. The rate of 
retention can also be referred to as the market share or the potential sales subtracted by 
leakage. Consequently, if the market share is 70 percent, leakage equals 30 percent. 
 
In order for a retail centre to be successful, the property-owner must attend the attributes that 
are important to costumers such as tenant mix, cleanness and parking (Kirkup & Rafiq, 1994). 
A shopping centre that  have shortages in the important attributes will receive a lower 
retention rate and additional sales leakage since shoppers prefer other competing centres to a 
higher extent (Fanning, 2005). Lower sales in the subject centre leads to a higher occupancy 
cost ratio, which is the relation between retail turnover and rent. Unless rents are lowered, the 
willingness to reside elsewhere increases (Kirkup & Rafiq, 1994). An investor in retail must 
care for both tenants and customers to maintain high rents, which lead to high returns and a 
successful investment.  
 
To address the problem of sales leakage and retention, this study examines market shares for 
shopping centres owned by IKEA Centres in three locations; Sundsvall, Linköping and 
Västerås. The names of the centres are Birsta City, I-Huset and Erikslund Shopping Center 
respectively. These centres’ micro-level locations and retail offers are similar. Furthermore, 
market shares within different categories of goods are also researched by converting COICOP 
classification to IKEA’s own classification of goods. By relating household expenditure to 
disposable income it is possible to see what percentage of disposable income households 
spend on different goods. The selection of these three shopping centres is based on their 
comparable locations in relation to the city and surrounding retail area. 
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Boundaries	
This thesis is made in cooperation with IKEA Centres and focuses on the market share of 
their shopping centres and will consequently consider only IKEA owned shopping centres 
and their retail market areas. Since the study is based on the three centres in Linköping, 
Sundsvall and Västerås the methods and mapping of market areas will only be performed at 
these locations. Firstly, this implies that the outcome from the study mainly concerns the 
Swedish market. Secondly, the study considers regional shopping centres located in large 
retail areas on the fringes of medium sized cities where an IKEA store is situated. The 
approach used in the study focuses on primary and secondary market area. As the extended 
market area can include customers from undefinable origins such as abroad or other parts of 
the country, the extended market area will not be addressed in this study. Another factor that 
is not considered in this thesis is vacancy in the shopping centres. Therefore, if there are 
several vacant stores in the centre this will not effect the result of this study. 
 
For the reader not to be 
confused, please advice 
Depiction 1. Except from 
mainly selling furniture, IKEA 
manage shopping centres 
under the name IKEA Centres. 
Their main concept for a 
shopping destination is as 
displayed in Depiction 1, where 
an IKEA store is placed in 
proximity to a shopping 

centre. The shopping centre is 
the focus in this study.  
 
Aim	
The scope of this study is to research the assumption of market shares in the buying power 
segmentation method by performing case studies at three regional shopping centres. As all 
retail destinations are different and have diverse conditions regarding competition and other 
factors, the results of the study can be applicable in the planning process and development of 
new shopping centres in locations that is similar to the cases studied in this report. The 
findings will provide an indication of what level of market share that can be expected at the 
specific site, which will be important knowledge when estimating the potential retail sales in 
the planning phase. The research question derived at is: What level of market share is valid 
for IKEA’s regional shopping centres?   

Depiction 1 IKEA Centres's concept. 
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Theory 
In this chapter underlying theory for this case study is declared and justified. Firstly, the 
theoretical framework is defined and then a literature review is presented. Explanations of 
basic definitions and models for this research are presented in the theoretical framework in 
order to provide the reader the required knowledge to fully understand this case study. 
 
Theoretical	Framework	
The theoretical framework is mainly based on the research by Fanning (2005) and his six-step 
process. In order to present a broader and more complete knowledge regarding the subject 
Fanning’s research is complemented with research by other researches in the field of real 
estate market analysis. 
 
Six-step	process	
To be able to answer the thesis research question the first three of the six steps of the market 
analysis process by Fanning (2005) is to be addressed and a picture of the entire process can 
be found in Appendix 1 – Six step process applied to a retail property by Fanning (2014). The 
six step process further involves many sub steps. The main focus of the process is still to find 
the highest and best use for a property (Fanning, 2005). However, the model can be adjusted 
to help the appraiser to find answer to questions regarding the over-/under supply on the 
market as well as forecasting subject capture. The model can be selectively used to reach 
conclusions to specific issues. Step one, two and three in the process are applicable for this 
study. 
 
Process: 

1. Analysing the subject property, which can be divided into building preferences and 
locational attributes (Fanning, 2005), such as architecture, linkages, urban growth and 
location of competitors.  

2. Delineating the subject trade area (Fanning, 2005). The trade areas of shopping 
centres are to a large extent determined by the size and type of the centre. The larger 
the centre, the larger the offer and the higher the willingness for consumers to drive 
longer to reach the site (Lakshmanan & Hansen, 1965). When mapping the trade area 
of a shopping centre where the number of customers is initially unknown there are 
some theoretical approaches to use (Segal, 1999). A radial study maps the trade area 
as a circle in which the potential customers of the centre work or live. The radius is 
determined by a distance. As an example, the radius for a regional shopping centre, 
which is defined as a centre having a size between roughly 28 000 - 93 000 square 
metres, is 8 – 16 km (Fanning, 2005). This approach does not take logistical barriers 
into account such as the road system or topography (Segal, 1999). It assumes the trade 
area is circular and centred around the site. A drive time analysis might be more 
appropriate to consider the convenience for consumers. This technique utilizes the 
road systems and takes other traffic related factors into account. Table 1 displays 
upper and lower driving time limits for different types of shopping centres. The 
primary market area (“PMA”) for a regional centre is located within 20 to 40 minutes 
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of driving time from the shopping centre and the secondary market area (“SMA”) is 
up to 60 minutes away (Fanning, 2005).  

Definitions and trade area Convenience 
center 

Neighborhood 
center 

Community 
center 

Regional 
Shopping center 

Size from (m2) 0 2 700 9 000 27 000 
Size to (m2) 2 700 13 500 27 000 90 000 
Lower limit drive time 
primary 

0 0 5 20 

Upper limit drive time 
primary 

5 5 20 40 

Lower limit drive time 
secondary 

n/a 5 20 40 

Upper limit drive time 
secondary 

n/a 15 35 60 

Lower limit range primary 
(km) 

n/a 2 5 8 

Upper limit range primary 
(km) 

n/a 2 10 16 

Table 1 Shopping centre definitions and driving time (Fanning, 2005). 

The methods can be used together but to adjust the trade area to competition, 
gravitational models should be applied (Fanning, 2005). Gravity models adjusts the 
trade area based on the centre’ attractiveness to others and is based on the size of the 
retail location (Segal, 1999). The gravity models do not account for logistical barriers 
but are useful to make good approximations. Logistical barriers are usually based on 
subjective estimations from local knowledge and experience (Fanning, 2005). 
Traditionally, the gravity model that is used when delineating a trade area in market 
analysis is Reilly’s Law. Originally, the idea of the model has close similarities with 
gravitation in physics, but have been used extensively within retail market analysis 
and have proved to make fair approximations (Huff, 1963). The original formula 
expresses how two cities would attract people to their retail areas from an 
intermediary town depending on their population size and distance to the intermediary 
town (Huff, 1963). Since then, the formula has been adapted to be able to predict trade 
areas of competing shopping centres within a city to a more easily applied form 
(Fanning, 2005): 

 

𝐵𝑟𝑒𝑎𝑘𝑖𝑛𝑔	𝑝𝑜𝑖𝑛𝑡	𝑡𝑖𝑚𝑒	𝑓𝑟𝑜𝑚	𝐵	𝑡𝑜	𝐴 = 	
𝐷𝑟𝑖𝑣𝑖𝑛𝑔	𝑡𝑖𝑚𝑒	𝑓𝑟𝑜𝑚	𝐴	𝑡𝑜	𝐵

1 + 𝐶𝑒𝑛𝑡𝑒𝑟	𝐴	𝑆𝑖𝑧𝑒
𝐶𝑒𝑛𝑡𝑒𝑟	𝐵	𝑆𝑖𝑧𝑒

,𝑊ℎ𝑒𝑟𝑒	𝐴 > 𝐵 

 
By putting data into the formula the drawing power of centres with competing trade 
areas can be calculated to find a breaking point in between (Fanning, 2005). That 
point is then used to delineate the subject market area. Later, more sophisticated and 
theoretical adaptions have been made to the gravitational model (Stanley & Sewall, 
1976). Huff (1964) added probability and sensitivity factors into the model and 
suggested that the merchandise that customers are searching can be more or less 
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associated with the subject shopping centre. Additionally, image factors have been 
suggested to be of importance since stores with a well known reputation may draw 
customer from longer distances and succeed in a location where others fail (Stanley & 
Sewall, 1976). However, in this case study we do not account for brand loyalty or 
image since the subject shopping centres are diversified with many brands that have 
their own customer base. The shopping centres are also not niched to a specific target 
group, but aims to attract customers in all age and income classes. In order to provide 
a higher level of reliability the authors consider adjusting for customer sensitivity 
factors to be too theoretical. The focus will therefore target the traditional 
assumptions, that size and distance are the major denominators for customer retention.  

 
3. Estimation of demand. Forecasting demand can be made by using various methods 

(Fanning, 2005). The most common is the buying power segmentation method, 
followed by the per capita sales- and ratio method. After delineating the trade area, 
statistics of the inhabitants in the area is obtained to calculate what the potential 
turnover of the centre might be by following the buying power segmentation method. 
The method is a way to filter buying power down to potential sales for the shopping 
centre, and can continue by more assumptions to finally reach a demand for retail 
space, expressed as square meters. However, in this study, the authors focus solely on 
the buying power expressed as potential sales and will use the buying power 
segmentation method to find the total potential retail sales for the subject type 
shopping centre. The filtering is done as follows (Fanning, 2005): 

 
The number of households is multiplied by the mean buying power of the households. 
This essentially make up the total buying power. Statistics will also show the median 
household buying power. The median can also be used, but usually for smaller centres 
like neighbourhood type centres. What to use depend on how income is distributed in 
the subject trade area.  

 
As households have several expenditures, the buying power must filter through how 
much households spent on retail and is represented as a percentage. Consumer 
expenditures surveys is one source of data recommended by Fanning (2005). Studies 
have shown that low income households often spend a larger part of their disposable 
income on retail than high income households. By multiplying the total buying power 
and the percentage spent on retail the total potential buying power dedicated to retail 
is calculated. 

 
As consumers can spend money at different types of retail locations such as 
convenience centres, regional centres and retail parks, the buying power must filter 
through a percentage of how much consumers spend on the subject type of centre, 
expressed as a percentage. It is important that income spent on retail corresponds to 
this assumption as household expenditures should be possible at the subject centre. 
Figure 1 shows the current spending pattern for different types of shopping centres in 
Sweden. The buying power dedicated to retail multiplied with the percentage spent on 
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the subject type of centre leaves the total potential amount of money spent on the 
subject type of centre within the market area.  

 
Of all the buying power dedicated to the subject type of centre, all similar centres will 
have individual market shares, which is expressed as a percentage. Lastly, market 
share multiplied by buying power dedicated to the subject type of centre leaves the 
total potential retail sales of the subject centre.  

 
Market share relates to the research question in this study and is a necessary 
assumption to complete a market analysis for retail. Sales leakage depend on a number 
of factors, but as a definition it is the leakage of customers or cash to competition 
located outside or inside the subject trade area (Fanning, 2005). It also includes 
purchases made on trips as well as money spent on brands that are not available at the 
subject centre.  

 
4. Measuring the competing supply (Fanning, 2005). Competitive supply is other retail 

space that attracts the same type of customers. This step is applicable when the 
demand of retail space is calculated in step three. In this study however, this step will 
not be addressed. 

 
5. Analysing the market equilibrium or disequilibrium (Fanning, 2005). A market where 

the demand for retail space is higher than the total supply, there is an undersupply. 
This step is applicable when the six step process is used to measure the market gap for 
retail space and is therefore not relevant for this study. 

 
6. Estimating the subject capture of the market also related to retail space and is 

therefore not relevant for this study.  
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Spending	patterns	
Figure 1 presents how money being spent on all kinds of retail is distributed between different 
types of shopping locations. Consumers make most of their expenditures at retail parks such 
as strip malls and big box retail destinations, followed by regional shopping centres. Roughly 
45 percent of retail expenditures are completed at retail parks and 26 percent at regional 
shopping centres. City malls and community centres make up 16 and 10 percent respectively 
while neighbourhood centres attracts 2 percent. Outlets and theme centres have a small 
market share of only 1 percent.  

 
Figure 1 Spending patterns among shopping centres (Datscha, 2016). 

Coicop	(“Classification	of	individual	consumption	according	to	purpose”)	
Coicop is an international standard, designed by the statistics department at the UN (Carlsson, 
2013). The purpose of the classification standard is to analyse households’ consumption based 
on individual categories of goods. The classification has been used in the Swedish retail 
market since 2000 and has also been implemented in the Swedish consumer price index since 
1997. The categories of goods are divided and structured in three different levels. The first 
level, Divisions is the broadest that includes the two other levels. The second is Groups and 
the third and most specific is Classes. The three categories are characterized by how many 
digits the categories of goods have, the broadest categories have two and for each new digit 
the more specified the category. This classification system is used to show spending patterns 
in different categories of goods by setting national expenditures in relation to national 
household incomes. This is presented in Appendix 5. By doing this combined with the 
delineation of the market area the authors can provide results regarding market shares in 
different retail segments. 
 
Literature	Review	
Retail leakage is derived from consumers’ spending outside of the local business capture and 
measures the difference between actual and potential sales (Buxton, n.d). A high leakage 
might indicate that the demand of the residents is not met within the trade area of the local 
market. This type of analysis can be used to find retail opportunities as an inherent demand 
might dwell with the residents. By combining estimations of household expenditures using 

26%

16%

1%

45%

10%

2%

Regional centers

City mall

Outlet-/theme center

Retail parks

Community centers

Neighborhood center
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statistics and actual sales of retail stores within communities, city councils can plan future 
retail expansion based on categories that propose an unmet demand.  
 
A high market share is one of the main determinants for profitability (Buzzell, et al., 1975). 
Most companies that have a higher market share is usually more profitable than their smaller-
share competitors. The phenomenon has three possible explanations. Firstly, it might be due 
to economies of scale. A market player with a large market share can cut costs in areas such 
as procurement, marketing. Secondly, market power can influence as larger firms can bargain 
more efficiently and set the price of a product on the market which usually is relatively high. 
Lastly, quality of management might be the sole reason to why dominant market players also 
have a high profit margin. In essence, a competent management that has established a high 
market share are also proficient in controlling costs.  
 
To maintain a high market share, customer retention is the most important component and is 
driven by customer satisfaction (Rust & Zahorik, 1993). Consequently, to prevent a high 
leakage, the landlord must maintain good design, sufficient marketing and a diversified and 
appreciated tenant mix (Fanning, 2005). The proximity to the consumers is directly related to 
potential retail sales of a shopping center (Lakshmanan & Hansen, 1965). Vicinity and size, in 
addition to distance to competing centres effect the potential retail sales. However, Anderson 
et al (1994) found that there is an inverse relationship between customer satisfaction and 
market share and that they sometimes are not compatible. A year-to-year increase in market 
share is likely to reduce customer satisfaction and vice versa. The reason is that a small actor 
with a niched target groups might serve its customers well, while a larger player might extend 
its target market to that extent that it is effecting the service when trying to increase its market 
share. The result might still be higher profitability, even if customer satisfaction decreases.  
In a study by Herrmann and Beik (1968), they found that roughly 70 percent of shoppers 
make trips outside their local retail area during a year. The median number of trips made with 
the objective to shop out of town was three. Family structure had an influence on the number 
of trips as lower income families and families with younger or many children made less trips. 
The prime motivator for out of town shopping was the accessibility to a larger supply and 
variety of clothes. They also found that an unmet demand at the local retail area caused more 
dissatisfaction among higher income families, while concern over local prices was more 
common among lower income families. 
 
When it comes to actual estimated levels of market shares for shopping centres, the research 
is to the authors knowledge, scant. Leakage can occur due to customer preferences regarding 
brand loyalty and make people drive some distance to reach their favourite shop (Fanning, 
2005). Some customers prefer combining several shopping purposes by driving outside their 
primary area to a large shopping center with many product line. This is one of the reasons to 
why several large grocery chains locate at regional shopping centres on the fringe of cities. 
Leakage also include purchases that are made while on trips, near the workplace or at 
competitors. Levels of market share is difficult to estimate and has no support in any study so 
far. There are a few techniques to estimate market shares broadly. An appraiser can draw 
trade area circles around the subject center and its competitors. This way an overview of trade 
areas can be compared. 
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Methodology 
In the following chapter the writing process of the thesis will be presented and discussed. The 
choice of research design and methods implemented during the procedure and how the data 
was collected will be explained in the following sections. In the final parts of the chapter the 
method limitations and problems encountered during the study will be accounted for.   
 
Research	Process	
In order to provide a more comprehensive description of how the case study and the project 
was conducted, a description of the research process is provided in this chapter. The overview 
of the process is used to structure the report and make sure that the research work is in line 
with the aim of the report. Figure 2 presents the complete process is divided in 12 simplified 
segments that represents the most fundamental parts of the research. The figure shows a linear 
process to provide an understandable picture of the authors work. In reality some of the 
segments overlapped due to time optimizing.  
 

 
Figure 2 Research process. 

During the pre-study the authors studied existing research concerning the subject to explore 
knowledge gaps regarding market shares of shopping centres and thereby forming a research 
question. During this phase and the planning stage meetings were conducted with the 
supervisors at KTH and IKEA Centres to narrow down the aim and objective of the report. A 
literature review was conducted to get as extensive knowledge as possible about the subjects 
and factors that are relevant to our thesis. The theoretical framework was primarily 
constructed on principles stated by Fanning (2005) and data collection followed as the 
foundation of the study had been formed. The data collected, knowledge based on the 
previous research and guided by the theoretical framework enable the authors to define both 
the primary and secondary market areas for the three shopping centres. To analyse results and 
draw any conclusion, statistics are required and the potential buying power in the different 
market areas to be calculated. The result section presents market shares and other results for 
the three shopping centres. In the last section of the thesis, the authors give their 
recommendations and proposals for future development and studies regarding the subject. 

Pre-Study Planning Literature	Review Define Theoretical	
Framework

Data	Collection DelineateMarket	
Areas Gathering	Statistics Calculate	Potential

Buying	Power

Result Analyse Discussion Recommendations
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Research	design	
In this chapter, the selection of research design is explained and motivated. Additionally, data 
and information collection is clarified. In the concluding part of the chapter a description 
regarding how the data were analysed is presented.  
 
Selection	of	Research	design		
The research design states the structure of an enquiry and is focusing on the logical aspects 
(De Vaus, 2001). A research design can be seen as a framework for how to gather and analyse 
data in the research process (Bryman & Bell 2011). Yin (2009) argues in similar ways and 
explains the research design as the logic that connects the initial question of the study to the 
data that is being collected. He reasons that articulating theory about the areas being studied 
and the result assistances the case study designs to be more explicit and understandable. An 
important part of the research when undertaking a case study is to prepare and plan the 
research in order to carry out a successful research. For this purpose or designing any other 
research, a research design is necessary (Yin, 2009). 
 
To answer the research question stated in this study, a case study design was selected because 
it is the most appropriate when carrying out this research. The case study method is effective 
to use when the scope of the thesis is to research a real-life phenomenon in depth and create 
an understanding of that situation. Case studies as a research design is preferable when the 
research problems are simplest answered following appropriate methods rather then when an 
ideological commitment guides the study and dictates the research process (Yin, 2009). 
Regarding market shares of existing shopping centres’, no other research design is more 
appropriate than a case study. Qualitative methods like interviews or focus groups would 
result in subjective opinions, which would not reflect the actual numerical market shares but 
merely perceived estimations. 
 
Yin (2009), argues that there are five criteria that is especially important in the research 
design when performing a case study. These five criteria are: 
 

1. A study’s question 
2. Its propositions (if any) 
3. Its unit(s) of analysis 
4. The logic linking of the data to the propositions 
5. The criteria for interpreting the findings 

 
The question in focus gives an indication to what research method that is most relevant for the 
specific question. The second component, the study propositions directs notice to what should 
be studied in the scope of investigation. The units of analysis are used to define the problem 
or how the case should be defined. The logic linking regards pattern matching, explanation 
building, cross-case synthesis and other methods. The actual analyses of a case study will 
require that the findings are combined with the reflection of the initial research questions. 
Normally, case study results don’t rely heavily on statistics and therefore require clear 
guidelines for how to interpreting the findings (Yin, 2009).  
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Research	Methods	
In the first part of this study the main interest is to identify the primary and secondary market 
areas for the subject centres. In the second segment of the study, the market shares are 
calculated by using the theoretical potential buying power in the market area. In order to 
reach as accurate research result as possible the authors find the case study to be the best 
approach to this kind of study. The case study provides the possibility to research the 
underlying factors and to get a fundamental knowledge in this kind of complex questions. The 
case study is also appropriate to use when the borders between the effects of the context and 
the phenomenon is vague (Yin, 2009). 
 
Delineating	the	market	area	
The delineation of trade areas is based on the assumptions from the theoretical framework. In 
the first step of the process the shopping centres both market areas were defined without 
taking competing retail centres into consideration. The area covered in the market area is 
founded on the potential customer’s willingness to drive considering the assumption for 
regional shopping center in Table 1. This is done for all the three shopping centres, both for 
the primary and secondary market area. Since there are competing retail areas to the subject 
centres the assumed market areas are adjusted to show a realistic approximation of the market 
area.  
 
Since the approximations regarding drive time limit for the different categories of shopping 
centres isn’t linear and therefore difficult to use in this research, the models required to be 
adjusted to fit this case study. In the original model the change in centre size have different 
effect on the willingness to drive dependent on which category of centre the subject centre is, 
regional or local centre for example. Since each category have a fixed drive time limits at the 
edge of the span between the lowest and highest sizes in the category a linear ratio can be 
approximated in each category of shopping centres.  
 
In order to create a model to estimate the drive time limits of the market areas, the authors 
developed a method to define the maximum willingness to drive based on shopping centres 
size. The method is developed by the authors and built on Fanning’s prior research regarding 
willingness to drive. These calculations are only conducted when defining the unadjusted 
market area. When delineating the adjusted market areas in a later stage of the study, Reilly’s 
law is used to define the competing centres’ effect on the market areas and find breaking 
points between market areas. The following steps explains how the model is developed. 
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1) 
 

𝐶ℎ𝑎𝑛𝑔𝑒	𝑖𝑛	𝑑𝑟𝑖𝑣𝑒	𝑡𝑖𝑚𝑒	𝑝𝑒𝑟	𝑚=(Up) =
Drive	time	upper	limit

m=	𝑢𝑝𝑝𝑒𝑟	𝑙𝑖𝑚𝑖𝑡  

 

𝐶ℎ𝑎𝑛𝑔𝑒	𝑖𝑛	𝑑𝑟𝑖𝑣𝑒	𝑡𝑖𝑚𝑒	𝑝𝑒𝑟	𝑚=(Down) =
Drive	time	lower	limit

m=	𝑙𝑜𝑤𝑒𝑟	𝑙𝑖𝑚𝑖𝑡  

 
The first step in the model is to define where in the category range of shopping centres the 
subject centre is located. This is done by calculating how the willingness to drive to the centre 
changes based on the centres size, by dividing the square meter limit of the category with the 
willingness to drive to a centre in that size. The change in drive time is calculated both on the 
lower and the higher limit of the shopping centre category. This gives a result of how much 
the willingness to drive changes if the size of the shopping centre changes one square meter.  
 

2) 
The second step in the model is to define where on the scale between the lower and higher 
level in the category the subject center is located. This is done by subtracting the subject 
centres size from the upper limit in the category to get distance in size to the upper level. To 
get the distance to the lower limit the size of the lower category limit is subtracted from the 
subject centres size. When the distances to the upper and lower limit is delineated the subject 
centres location on the scale can be set. 
 
3) 

𝑊𝑒𝑖𝑔ℎ𝑡	 𝑆𝐶 =
Distance	to	lower	limit

Distance	between	high	&	low	limit 	∗ 	𝑈𝑝

+	
Distance	to	upper	limit

Distance	between	high	&	low	limit 	∗ 	𝐷𝑜𝑤𝑛 

 
The third step in the model is to define the weight of the subject centre. The weight is defined 
as the increase in willingness to drive to the centre per increase in size of the centre. It is 
calculated by dividing the distance to the lower category limit by the total size of the span and 
then multiplying it with the change per square meter (Up) from step one. This is also done 
with the upper limit and the effect of down movement in size, this is then added together to 
consider how the subject centre is effected from both the upper and lower limit of the 
category. 
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4) 
𝐷𝑟𝑖𝑣𝑒	𝑡𝑖𝑚𝑒 = 𝑊𝑒𝑖𝑔ℎ𝑡 ∗ 𝑆𝑖𝑧𝑒	𝑜𝑓	𝑆𝑢𝑏𝑗𝑒𝑐𝑡	𝑐𝑒𝑛𝑡𝑟𝑒 

 
The fourth and last step of the model is to calculate the actual willingness to drive for the 
subject centre. Lastly, the drive time is calculated by multiplying the weight outlined in step 
three and the subject centres size. 
 
To adjust the primary market area, nearby shopping centres that could have an effect on the 
subject centres market area were located and analysed. In order to find competing retail 
centres Swedish Shopping Centre Directory by Datscha (2017) is used. The centres that have 
similar tenant mix and an unadjusted market area that overlaps the subject center’ were sorted 
as competing shopping areas. In order to calculate where the primary market area for the 
subject centres ended and the competing centre’s began the principle of Reilly’s Law was 
implemented. To be able to draw a line and define the market area by using this method the 
driving time between the different shopping centres was measured. The primary market area 
is decreased based on the competing retail centres size and the distance measured in time 
from the subject center.  
 

Regarding the secondary market area, the authors decided to use another approach to alter the 
borders from the effects of competitors according to Reilly’s law. The shopping centres that 
this thesis focuses on are all located next to an IKEA warehouse, this is a factor that needs to 
be considered. The writers’ research implicated that other sites with an IKEA warehouse 
present are the largest competitors in a perspective of a secondary market area. The 
appropriate method to use in order to face this situation is to only consider other shopping 
destinations with an established IKEA warehouse as competitors when analysing the 
secondary market area. In the cases where there is no IKEA located close enough to effect the 
market area, the secondary market area is kept as the unadjusted version based on willingness 
to drive. The difference between adjusting the PMA and SMA is that the the total retail area 
around an IKEA warehouse is considered when delineating SMA, including both retail parks 
and shopping centres. The primary market area is only effected by shopping centres with a 
similar tenant mix. 
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Gathering	of	statistics	and	data	
In order to calculate the market share by using the buyer power segmentation method, 
statistics about the households within the market areas are necessary. The statistics used in 
this report are secondary data that are gathered trough Statistics Sweden and other 
organizations or institutions in the retail industry. A significant part of the data and statistics 
that this study is founded on is collected from Statistics Sweden. Therefore, if another source 
than Statistics Sweden isn’t mentioned, the reader can assume Statistics Sweden as the source. 
Regarding statistics on visitors, turnover and size of the subject retail centres, all information 
is collected from the property owner, IKEA Centres. Statistics on size of competitors are 
gathered from the Swedish Shopping Centre Directory by Datscha (2017). 
 
Buying	power	segmentation	method	
The buying power segmentation method is used to calculate the potential buying power in a 
selected area. The method is a function of several different factors, for example: Number of 
households, average household income and the percentage of household income spent on 
retail (Fanning, 2005).  
 
Implementation	of	the	Buying	power	segmentation	method	
The buying power segmentation method used in this study consists of 13 steps, which are 
divided into two sub market areas; primary market area and secondary market area. The steps 
filter buying power down to get a potential sales level for the shopping center. Every step will 
be explained in detail here for the reader to be able to follow how the results are calculated. 
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1. Total number of households in sub market area. After delineating the market area, 

statistics will be gathered regarding how many households that are located within the 
market areas. 

2. Average household income. Statistics will display the average disposable income 
attributable to the resident households.  

3. Total household income in sub market area. This equals the number of households 
multiplied with the average disposable income. 

4. Percentage of income spent on retail. A percentage reached when examining 
household expenditures using COICOP classification.  

5. Total retail sales potential. Total retail sales potential equals all the buying power 
dedicated to retail. It is calculated as the total household income multiplied with the 
percentage spent on retail. 

6. Percentage of retail sales by subject type of shopping center. As there are different 
types of shopping centres, such as regional, community and convenience centers, 
consumers spend different amounts at different centres.  

7. Total subject-type shopping center sales. This equals total retail sales potential 
multiplied with the percentage spent on subject type of center. The total amount of 
retail sales potential in shopping centres are calculated in this step. 

8. Estimated market share in sub market area. The market share is a percentage of 
how much sales made in shopping centres were executed at the subject.  

9. Retail sales potential in sub market area from resident households. Here the 
potential sales for the subject center is calculated as total subject type shopping center 
sales multiplied with the market share.  

10. Total potential sales. The total potential sales are retail sales potential in sub market 
areas added together. Essentially, potential sales in primary market area added to 
secondary market area. 

11. Actual sales. Equals the actual sales made at the examined shopping centres in 2016.  
12. Market share in total market area. The total market share expresses the actual sales 

in relation to the total subject-type center sales. For example, the higher the sales at 
the subject centre divided by the potential market, the higher the market share. 

13. Estimated share of income from sub market area. As the primary market area and 
secondary market area will attract different amounts of buying power to the centre, 
this last step examines the sales potential in sub market area compared to the total 
sales potential for the shopping centre. For example, if the total potential sales (line 
10) equals 4 SEK and 1 SEK originates from the secondary market area and 3 SEK 
from the primary market area, the share of income will be 25 percent from SMA and 
75 percent from PMA. This measure is used to assure a credible dispersion.  

 
To calculate the market shares (line 8 above) in this study, total potential sales and actual 
sales must be equal. The only changeable variable is the market share and is therefore 
isolated. Solver in Excel is used to find the market share where potential and actual sales are 
equal by setting actual sales as target and market share as changeable variable.   
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Method	limitation	
The method that is used in this thesis with three case studies of different shopping centres 
generates a result that is limited in several ways. First of all, the study is made in Sweden and 
naturally the Swedish market. Consequently, it is difficult to use this result in other markets 
and countries. The locations of the shopping centres are similar which is important to draw 
conclusions that are accurate for the Swedish market and not just the specific cities. This 
limits the result to regional shopping centres that isn’t located within the city centre. To 
include other type of retail centre further studies would need to be done.  
 
Another limitation of the methods used in this thesis regards the shares of the secondary and 
primary market area. The research in this study focuses on the potential buying power in both 
the market areas combined. In order to study PMA and SMA separately, households’ 
locations need to be known in order to approximate how much money is spent from the 
specific sub market area. This is estimated by using theory and prior research and can only be 
seen as approximations. 
 
The shopping centres’ quality and how much potential customers prefer the centre, is not 
measured in this thesis. This could be made by creating an amenity index where the strength 
and weaknesses of the centres are measured. However, an amenity index is exposed to highly 
subjective opinions which, in terms of research reliability, is not representative and therefore 
disregarded. Constructing and taking an amenity index into account could impact the size of 
the market area and thereby market shares of the shopping centres’.  
 
Method	problematisation	
In this chapter aspects of the thesis’ reliability and validity will be discussed. When 
conducting academic research, the aspect of reliability and validity is important to consider in 
order for the study to be seen as trustworthy and relevant. The level of reliability considers to 
what extent the study is conducted in an academic way and with high enough quality. Validity 
focuses on the aspect that if the study researches the inquiry that is intended to be researched 
and the relevance of the data collected. Yin (2009) argues that a certain level of reliability and 
validity is a prerequisite for conducting case studies for academic purposes.  
 
In order to reach the validity that is necessary for this kind of study, both internal and 
external, the theoretical process and the available guidelines are followed. By using this 
recognized framework and complementing methods and also comparing the result to the 
sectors key figures the validity is significant in this research. To achieve a significant level of 
reliability in the thesis all the statistics are gathered from well recognized sources and the data 
collected during the study is cross checked multiple times. Since the data is collected 
following principles in the theoretical framework the result of the study is consistent if the 
underlying data stays on the same level. To construct reliability when measuring the market 
areas of the shopping centres a mathematical formula was made to receive fair ranges 
between sizes and time. Measurements of driving time were conducted on weekdays during 
non-rush hours to avoid temporal congestions that would skew the measurements.   
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There are a few aspects that should be mentioned that could affect the reliability and validity 
negatively. As there are, to the authors’ knowledge, no studies made on market shares of 
shopping centres, there were no exact guidelines to follow but the theoretical framework 
which mainly originates from Fanning (2005). The framework allows market areas to be 
estimated with regards to natural boundaries as well as spotting techniques. Spotting 
techniques cannot be applied to new developments which is why this technique is 
disregarded. Natural boundaries have been set rationally yet arbitrarily and might be 
estimated differently by another researcher. However, natural boundaries accounted for a 
minor part while applying Reilly’s law of retail gravitation and were utilized primarily when 
water created a natural divider between two areas. This in combination with data collection 
retrieved from third party suppliers (IKEA Centres and Statistics Sweden) might cause slight 
differences in data within the market areas. Overstated or understated gross leasable areas 
would cause market area estimations to be either too large or too small. Data on market areas 
were retrieved from a Statistics Sweden service called Neighbourhood profile where an 
official followed our guidelines by mapping approximate coordinates, which the authors had 
no control over.  
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Case study 
This chapter provides an introduction to the case study that is performed in this thesis. The 
reader is given the basic knowledge about the municipalities and shopping centres that are 
included in the research. 

Presentations	of	centres	and	municipalities	
This chapter is devoted to give the reader a picture of the 
differences and similarities between the sites in this study. 
It is important for the reader to remember that IKEA 
Centres is the owner of the shopping centres however the 
IKEA warehouse, which is present on all locations, is 
excluded from statistics and other parameters described 
below. This is presented in order to give the reader a basic 
knowledge regarding the location and context of the 
centres. The chapter presents different statistics regarding 
the municipalities that creates an understanding of the 
potential market and the competition that might effect it. 
 
Linköping	
Linköping is Sweden’ fifth largest municipality in regards 
to population and hosts roughly 153 000 inhabitants 
(Linköping Kommun, 2016). By 2024, the population is 
expected to grow by 14 percent to nearly 175 000 
including foreign population growth (Statisticon, 2017). 
Considering only domestic population change, Linköping 
is expected to reach just over 158 000 inhabitants. 
Linköping city hosts almost 110 000 residents, which 
represents roughly 72 percent of the total population in the municipality (Linköping 
Kommun, 2016). 

I-Huset	
I-Huset is located in Tornby, 
which is Sweden’ sixth largest 
shopping destination when 
combining all retail in the area 
(Datscha, 2016). The shopping 
center was built in 1994, several 
years after the IKEA store in 
Tornby was opened in 1977 
(IKEA Centres, 2016). Today 
the IKEA warehouse and the 
shopping center are semi-
integrated.  

Sundsvall 

Västerås 

Linköping 

Picture 1 Location of cities in case 
study. 

Picture 2 Shopping centre locations in Linköping. 
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Access to IKEA is available inside the shopping center, however customers can also enter 
IKEA through a separate entrance. 61 shops share the 23 000 gross leasable area (“GLA”) 
and the centre attracts four million visitors per year on average.  
 
I-Husets main competition resides in Linköping city. There are two shopping centres, 
although small, but with a similar offer to I-Huset and together make up roughly 16 000 sqm. 
They both reside in the city center and are called Galleria Filbyter and Gränden. Other 
potential competitors as Skäggetorp Centrum has an offer that differs significantly from other 
shopping areas, as well as Ekholmen offering mostly groceries. I-Huset is accessible from the 
E4 which connects Stockholm and the southern parts of Sweden. The shopping center is also 
easily accessible from the city as it is located only 3,5 kilometres from central Linköping.  
 
Sundsvall	
Sundsvall, which is located roughly in the middle of Sweden, has just above 98 000 
inhabitants in the municipality. By 2024, the population is expected to grow to nearly 104 000 
inhabitants which represents merely a 6,3 percent growth including foreign population growth 
(Statisticon, 2017). When only including domestic population change, Sundsvall municipality 
is expected to shrink by 3,3 percent to roughly 94 400. In Sundsvall city, there were nearly 58 
500 inhabitants in 2015, which represents roughly 60 percent of the municipality (Sundsvalls 
kommun, n.d).  
 
Birsta	City	
Birsta City is located about nine kilometres 
from central Sundsvall in the retail area 
Birsta Köpstad, which is Sweden’s fifth 
largest shopping area when combining all 
retail in the area in terms of GLA (Datscha, 
2016). The premises were first built in 1966 
and had a re-opening in 2008 after 
refurbishing and extending. Today 150 
tenants reside in the centre, which is 
approximately 31 000 square metres of 
leasable area. Roughly four million 
shoppers visit every year. Birsta City is the 
only site in this case study that is separated 
with the IKEA warehouse, meaning they 
have different entrances. 
 
The centre resides along E4, roughly nine kilometres north of the city centre of Sundsvall. 
Both the northern and southern entrance from the roads lead visitors close to the parking lot. 
The main competitor is In:Gallerian, which is a mall located on the shopping street in central 
Sundsvall and makes up 21 750 square metres of leasable area. 
  

Picture 3 Shopping centre  locations in Sundsvall. 
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Västerås	
With roughly 145 000 citizens, Västerås is Sweden’s sixth largest municipality in regards to 
population (Västerås Stad, 2017). By 2024, the population is expected to reach over 160 000 
when including foreign population growth (Statisticon, 2017). Considering only domestic 
population change, Västerås is expected to reach just above 147 000 inhabitants. Västerås 
City hosts 116 000 today which represents roughly 79 percent of the entire municipality 
(Västerås Stad, 2016).  
 
Erikslund	Shopping	Center	
Erikslund Shopping Center (“ESC”) 
is located in Erikslund, an area where 
retail is strong and growing since the 
IKEA warehouse moved from Hälla. 
In terms of GLA, Erikslund as a 
shopping destination, combining all 
retail in the area, is Sweden’s third 
largest (Datscha, 2016). ESC opened 
in 2011 and hosts 78 shops on 40 000 
sqm gross leasable area whereof 10 

000 sqm are dedicated to groceries 
(IKEA Centres, 2012). The IKEA 
warehouse is integrated with the shopping center by having its entrance inside the centre. The 
number of visitors per year averages 6,3 million.  
 
The area has two primary entrances from the highway E18. The eastern entrance leads to the 
retail park and the western straight to the shopping center which resides roughly 8 kilometres 
outside the city center of Västerås. There are three primary shopping destinations in Västerås; 
Erikslund, Västerås City and Hälla. In the city center there are three shopping centres that 
together make up roughly 45 000 sqm and is the main competitor of Erikslund Shopping 
Center. Hälla shopping is estimated to serve mostly the eastern parts of the city due to its 
small size. It also has a small trade area based on its small size and is not considered as a 
competitor.  
  

Picture 4 Shopping centre locations in Västerås. 
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Comparisons	
In the chapter below follows tables and charts for the reader to get more details regarding 
statistics in the shopping centres and municipalities in which the sites are located.  
 
Center	visitors	
Figure 3 shows historic numbers of visitors at the centres in thousands. By far, Erikslund 
Shopping Center has the most visitors and exceeds I-Huset and Birsta City by two million per 
year. 
 

 
Figure 3 Vistors in the shopping centres. 

However, ESC’s numbers are somewhat misleading as customers must enter the shopping 
center to reach the IKEA warehouse, an attribute not applicable on the other sites. Erikslund 
Shopping Center is the only center that has gained visitors from 2012 to 2016 and had 6,44 
million visitors in 2016. I-Huset seems to have stabilized since 2013 but have been exposed to 
competition in the market area from additional retail space (Datscha, 2017). Birsta City had a 
very stabile visitor retention until 2016 where the number of visitors dropped by nearly 8 
percent. The most reasonable explanation is the opening of Avion Shopping in Umeå with a 
new IKEA store. Northern parts of Sweden are scarce, which allows shopping destinations to 
have large geographical market areas and visitors from the extended market area might 
choose Avion instead.  
 
Center	Turnover	
Erikslund Shopping Center has the highest turnover and reached nearly 1143 million SEK in 
2016. From 2012-2016 the total turnover growth was 36,5 percent, compared to 28,2 percent 
in Birsta City and 8,0 percent in I-Huset. All three centers set records in 2016 over the time 
period where total turnover of the centres was measured. Birsta City reached over one billion 
SEK for the first time and I-Huset showed a growth of 6,1 percent between 2015 and 2016 to 
be compared with 8,0 over the entire time period. 
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Figure 4 Turnover in the shopping centres. 

Regarding profitability, or efficiency, which can be measured as turnover per square meter, 
Birsta and I-Huset were roughly 16 percent higher than Erikslund Shopping Center even 
though its turnover is significantly higher. Turnover per square meter is important for shops 
revenue and a key performance indicator to measure how efficiently square meters are used. 
Higher sales per square meter indicates that shops are more likely to create positive cash 
flows and thereby survive in a competitive environment.  
 
Turnover per sqm, kr 2012 2013 2014 2015 2016 
I-Huset 30 676 29 670 30 351 31 241 33 133 
Birsta City 25 893 28 227 28 952 31 775 33 192 
Erikslund Shopping 
Center 

20 925 22 889 24 808 26 877 28 563 

Table 2 Turnover per square metre. 
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Population	
The most populated municipality in this case study is Linköping followed by Västerås, which 
are roughly 50 percent larger in terms of inhabitants compared to Sundsvall. According to the 
forecast, Sundsvall has a lower expected growth of 5,6 percent and can be viewed as more or 
less stagnated until 2024 compared to nearly 12 percent in Linköping and Västerås. 
 

 
Figure 5 Historic population development and forecasts. Source: Statistics Sweden and Statisticon 
(2017). 

Demographics	
Table 3 show quite homogenous demographics in Sundsvall and Västerås. Both has a lower 
concentration of 35-44 year olds but emphasis on 45-54 year olds compared to the national 
average as well as a higher concentration of pensioners from 65-74 years of age. Of the three 
compared cities, Sundsvall has the oldest population as the concentration of people aged 65 
years and over, is the highest and amounts to 21,2 percent. 
 
Age Groups Linköping, % Sundsvall, % Västerås, % Sweden, % 
0-4  6,0% 5,4% 5,9% 5,6% 
5-14  11,3% 11,8% 11,6% 11,4% 
15-24  14,8% 11,3% 12,1% 12,7% 
25-34  15,4% 12,5% 13,6% 12,6% 
35-44  12,5% 12,3% 12,5% 14,1% 
45-54  12,4% 13,7% 13,7% 12,8% 
55-64  10,2% 11,8% 10,9% 13,4% 
65-74  9,3% 11,8% 10,8% 8,6% 
75-84  5,5% 6,8% 6,2% 6,2% 
85-94  2,4% 2,4% 2,5% 2,4% 
95+ 0,2% 0,2% 0,2% 0,2% 

Table 3 Demographics. 
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Linköping, on the other hand has a younger population, which most likely is explained by its 
university. A high concentration of 15-24 and 25-34 indicates a young generation that studies 
or is in their early years of career. The demographic statistics are analysed to investigate if the 
amount of money spent at IKEA’s centres has any correlation with the demographic situation 
in the region. For example, if a higher percentage of young adults gives a higher market share 
or if any other age group has any effect on the result. 

 
Unemployment	
Unemployment rates are dropping on a national scale since 2010. At the end of 2016, the 
unemployment rate in Sweden was at 6,0 percent. Linköping is the strongest labor market 
with an unemployment rate of 4,5 percent. Västerås and Sundsvall have 6,9 and 6,5 percent 
unemployment respectively. 
 

 
Figure 6 Unemployment rates. 

The most significant drop can be seen in youth unemployment. Since 2010, the level has 
dropped to 7,1 percent on a national level and Linköping stands out here as well with 4,2 
percent unemployment for people under the age of 24. Just as regular unemployment, 
Västerås and Sundsvall are above the national average at levels of 8,4 and 8,9 percent 
respectively. 
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Figure 7 Youth unemployment. 

Population	density	
Table 4 describes the relative size and population in relation to area of the municipality and 
the city. Sundsvall, located more north in Sweden than the others, is larger in size and less 
populated. This leads to a lower population density in the municipality. The density in the city 
of Sundsvall is significantly higher, yet lower than in Västerås and Linköping. However, all 
city areas have been subject to large changes between 2010 and 2015 when the measurements 
were made. The area of Sundsvall nearly doubled while Västerås and Linköping shrunk. 
According to Statistics Sweden, the methods of measuring have changed and when comparing 
size between 2010 and 2015 it is not possible to distinguish if the city grew or the change is 
due to measurement techniques. Since the population in the northern parts of Sweden isn’t as 
dense as in the other regions studied this need to be considered. The amount of competitors is 
also lower and the distances is longer between them. All theses factors are important to 
consider and analyse to find out if the local or regional conditions have any impact on either 
the size of the market area or how large the share of the potential market is. 
 

  Linköping Sundsvall Västerås 
Areal Municipality 1 428 3 190 959 
% of region 13,5% 14,8% 18,7% 
Population Municipality 155 817 98 325 147 420 
Population Density 109 31 154 
Areal City 38 43 48 
Population in city 106 502 57 606 117 746 
Population density in city 2 820 1 355 2 450 

Table 4 Size and density of municipalities and cities. 

Västerås municipality makes up nearly 19 percent of the total area of Västmanland and has 
the highest population density. The city of Västerås is the largest and most populated, yet the 
second densest city. Linköping is the smallest city in terms of area, yet most populated and 
dense. Population in 2015 was 106 502 persons and area amounted to roughly 38 square 
kilometres, which leads to a density of 2820 inhabitants per square kilometre.   
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Income		
Figure 8 and 9 show how disposable income has changed from 2011 to 2015 in both median 
and average household incomes. Average household incomes have risen more rapidly than 
median incomes which indicates a larger gap between individuals with lower income and 
well-paid individuals. From 2011 to 2015, the largest rise in both median and average 
disposable income occurred in Linköping where households, in 2015, had 18 and 14 percent 
higher income respectively. Sundsvall had the lowest growth of 14 percent average and 11 
percent median household disposable income. Nationally incomes grew by 16 percent 
calculated on average and 12 percent median. The yearly growth was between 3-7 percent in 
Linköping, 2-4 percent in Sundsvall and 3-5 percent in Västerås. 

 
Figure 8 Median disposable income of households in municipalities. 

The average disposable household income in Sweden 2015 was 449 100 SEK. All 
municipalities in this case study have an average lower than nationally. Sundsvall has the 
lowest of 414 000, whereas Linköping and Västerås are at a level of roughly 440 000. The 
median disposable household income in Sweden 2015 was 345 800 SEK. Västerås median 
income is slightly higher at 350 600 SEK, whereas Sundsvall and Linköping are around 338 
000 SEK.  
 

 
Figure 9 Average disposable income of households in municipalities. 
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Buying power and disposable income are not the same. The statistics gathered for the trade 
areas, presented later in this thesis, are focused on buying power rather than income. Buying 
power is calculated by accounting for household structures as households with more than one 
adult or with children share common costs. An explanation and examples are found in 
Appendix 2.7 Statistics definitions.  
 
Trade	
Total retail turnover has been growing in all three municipalities since 2007 and is correlated 
with the population growth. Retail trade in Linköping has grown by 32 percent since 2007 
while population grew by 11 percent during the same period. Västerås retail trade has grown 
23 percent and population by 10 percent and lastly Sundsvall retail grew 20 percent, yet 
population only by 4 percent. As the relation between retail- and population growth is higher 
in Sundsvall than others, this might indicate that customers in Sundsvall has become more 
prone to spend more money on retail, or that the market area has grown. 
 

 
Figure 10 Total retail turnover in municipalities. Source: (HUI Research, 2016). 

The trade index is a measurement of actual sales divided by the sales potential in a 
municipality (HUI Research, 2016).  An index above 100 indicates that buying power 
immigrates to the subject municipality from other municipalities. An index below 100 
indicates that there is a leakage of buying power to other areas. Sundsvall has the highest total 
trade index of 131, which consists of 164 for durable goods and 99 for non-durables. An 
interpretation of this might be that the population in Sundsvall municipality roughly spend all 
disposable income dedicated to groceries within the municipality and that 64 percent more 
capital than the underlying buying power of Sundsvall, is spent in the municipality. Linköping 
and Västerås has immigration of capital both to non-durable- and durable goods and a total 
trade index of 117 and 128 respectively.  
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Trade 
index 

Non-
durable 
goods 

Durable 
goods Total 

Linköping 104 130 117 
Sundsvall 99 164 131 
Västerås 108 150 128 

Table 5 Trade index's in municipalities. Source: (HUI Research, 2016). 

Västerås is the city with the highest retail turnover followed by Linköping and Sundsvall, yet 
the gap between Västerås and Linköping has been closing during recent years. From 2010 to 
2012 Västerås had a rapidly rising curve due to the opening of IKEA and Erikslund Shopping 
Center.  
 
Summary	–	similarities	and	dissimilarities	
Comparing the municipalities in which the centres are located gives an indication about the 
centre’s trade areas as most of the municipality will be a part of the trade area. Population in 
Linköping is the highest closely followed by Västerås. Sundsvall has roughly 50 thousand 
less inhabitants which indicates a smaller potential market for shopping centres in Sundsvall. 
Linköping has a younger population than Västerås and Sundsvall, which are quite similar. 
Unemployment rates are higher than Swedish average in Västerås and Sundvall, whereas it 
approaches four percent in Linköping. Västerås is the most dense municipality but also the 
smallest. Sundsvall has less people per square kilometre than Västerås and Linköping which 
indicates a much more rural environment outside the city. Both the median and average 
income is highest in Västerås. Average income is significantly lower in Sundsvall, both 
historically and currently. All municipalities have trade index’s above 100 and highest in 
Sundsvall of 131. Regarding durable goods, retail turnover in Linköping and Västerås are at 
somewhat similar level. This translates to higher trade index as sales are higher, but the 
population is lower which means that capital immigrates to Västerås to a higher extent than 
Linköping.  
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Market Areas 
This chapter will describe and explain the primary and secondary market areas for the 
observed shopping centres. Further, competing centres’ effect on the market areas in question 
will be clarified and justified for. During this reasoning the authors will explain how Reilly’s 
law was implemented in the process of stating breaking points for the market areas. 
 
I-Huset	Linköping		
I-Huset is located in Tornby retail area north of Linköping. It is one of the largest shopping 
centres in the local area. Galleria Filbyter & Gränden and Deport Mantorp are considered 
competing shopping centres in the local area. Mirum Galleria in Norrköping is also expected 
to have an effect on the market area. In the region concerning the secondary market area the 
closest retail area with an IKEA warehouse is in Jönköping. 
 
Primary	Market	Area	
Due to I-Huset’s size, the primary market is delineated to 16 min driving time from the 
centre. This is estimated by using the authors adjusted version of Fanning’s willingness to 
drive model and the calculations is displayed in Appendix 3 Drive time calculations. In Table 
6 the square meters of the competing centres can be read and also the centres drive time limit. 
The drive time from I-Huset to the competitors is also displayed in the same table. 
 
Retail Center Size (m2) PMA - Drive Time 

Limit 
Drive time from I-Huset 

I-Huset 23 000 16 min - 
Deport Mantorp 19 225 13 15,5 
Galleria Filbyter 
& Gränden 

16 100 10 11,0 

Mirum Galleria 36 900 26 30,83 
Table 6 Size and drive times of competing centres 

Picture 5 shows the unadjusted primary market area for I-Huset. The unadjusted market area 
in this study describes the market area before it is adjusted due to the effect of competition. I-
Huset’s outer boundaries are defined by the 16 min drive time limit for the market area which 
is calculated with the authors’ drive time model only. The model is presented and explained 
in the thesis’s method chapter under Delineating the market area.  
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Picture 5 Unadjusted PMA I-Huset. 

Picture 6 displays the adjusted primary 
market area for I-Huset, as in the previous 
retail areas Reilly’s Law is used to define the 
breaking points. Deport Mantorp to the west 
is the centre that have the most significant 
impact on the market area as the illustration 
indicate. The breaking point towards Deport 
Mantorp is located after 8,1 minutes of 
driving from I-Huset. In the other direction, towards Norrköping where Mirum Galleria is 
located, the breaking point is 13,6 minutes driving time from I-Huset. 
 

Centres Breaking point 
from I-Huset (min) 

Depot Mantorp 8,1 
Galleria Filbyter & 
Gränden  

6,0 

Mirum Galleria 13,6 
Table 7 Breaking points between I-Huset and 
competitors. 
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Picture 6 Adjusted PMA I-Huset. 

The inhabitants in the central part of the Linköping is expected to do a large part or their 
consumption in this area due to the short distances to Galleria Filbyter and Gränden. 
Therefore, the central area of Linköping is considered a secondary market area for I-Huset. 
An illustration of this area is shown in Picture 7. The breaking points is based on Reilly’s law 
and the principle of natural borders. The natural borders in this case consist of the river and 
the road system.  
 

 
Picture 7 SMA Inner city of Linköping. 
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Secondary	Market	Area	
The SMA is calculated to 35 minutes of driving time from I-Huset. The SMA includes 
Norrköping, Motala, Mjölby and stretches down to Åtvidaberg in the south. In this study, the 
SMA is adjusted according to competition where an IKEA warehouse is located. However, in 
this specific case, there are no overlapping market areas between I-Huset and such a retail 
area. Therefore, the secondary market area of I-Huset is not adjusted by any competition in 
the SMA. 
 

 
Picture 8 SMA I-Huset. 
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Birsta	City	-	Sundsvall	
Birsta City is located about eight kilometres 
north of the central parts of Sundsvall and is the 
region largest shopping centre. The only realistic 

competitor in the primary market area is the 
shopping centre In:Gallerian that is located in the 
city centre of Sundsvall. In the case of Birsta 
City there is some special circumstances to 
consider that are reviewed in the analysis.  
 
Primary	market	area	
Birsta City has a retail area of 31 000 sqm and an estimated drive time limit of 22 minute for 
its primary market area due to the calculations that can be found in Appendix 3 Drive time 
calculations. Since there are no other competing retail centres other than in the city shopping 
the primary market area’s outer boundaries will not be adjusted. Besides In:Gallerian, there 
are only smaller centres or other types of retail areas that are not relevant in this study. The 
delineation of the retail areas outer boundaries are therefore only defined by the size and drive 
time limit of Birsta City. 
 

Retail Centre Size (m2) PMA - Drive time 
limit 

Drive time from Birsta 
City 

Birsta City 31 000 22 min - 
In:Gallerian 21 750 15 min 11 min 

Table 9 Size and drive time of competing centres Birsta City. 

The boundaries of the primary market area can be displayed below, the border is defined by 
the 22-minute drive time and therefore stretches further along high speed roads.  
 

Table 8 Breaking points between Birsta City 
and competitors. 

Centre Breaking point 
from Birsta City 

In:Gallerian 6 min 
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Picture 9 Unadjusted PMA Birsta City. 

By using Reilly’s law and additional adjustments due to natural borders, the effect of 
In:Gallerian is measured. Picture 10 show how the river and the road system surrounding the 
core of the city becomes natural borders for the market area. This means that the most central 
part of Sundsvall is part of Birsta City’s secondary market area instead of primary. This is 
because the competition from the central shopping centre in Sundsvall. 
 
By using Reilly’s law and the sizes of the two shopping centres, the breaking point when 
driving from Birsta City is located at the distance of six minutes driving. When defining 
natural boundaries for the retail area it’s important to still consider the drive time breaking 
points to reach a realistic result. 
 

 
Picture 10 SMA Inner city of Sundsvall. 
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Secondary	market	area		
As in the case of I-huset in Linköping, Birsta City is the only retail area with IKEA 
warehouse in the region. The secondary market area is therefore not adjusted since there are 
no other IKEA warehouses close enough to have an effect on the delineated SMA. One aspect 
to have in mind regarding the market capture for Birsta City is that the distances between 
cities and competing centres in this part of Sweden is much longer. This can have an effect on 
the result and therefore needs to be considered. 
 

 
Picture 11 SMA Birsta City. 

Picture 11 presents the secondary market area and includes Härnösand in the north, Stocka to 
the south and to the west it extends to Torpahammar. The driving time from Birsta City is 
calculated to 44 minutes, which is presented in Appendix 3 Drive time calculations. Due to 
the extensive distance to the nearest competing retail area, the boundaries of the secondary 
market area is not adjusted. 
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Erikslund	Shopping	Centre	-	Västerås		
ESC is located just outside Västerås Centrum to the north-west and is one of the larger retail 
centres in the local area. The main local competitor for ESC is the central shopping district in 
Västerås and in a regional perspective the retail areas with IKEA warehouses in Barkaby and 
Örebro are considered as large competitors. 
 
Primary	Market	Area	
The primary market area for ESC is based on the centres size and the impact from other retail 
areas. Normally the center expects that roughly 50 percent of the potential customers is living 
in the primary market area. The authors have identified four shopping centres that are large 
enough and have roughly the same tenant mix as ESC to have an effect on the primary market 
area. Information regarding these can be seen in Table 10, the centres unadjusted PMA is 
shown in drive time. The distances from the competing retail centres to ESC are also 
displayed. The driving times between the centres are of significance in a later stage when the 
market area is adjusted. 
 
Retail Center Size (m2) PMA - Drive 

Time Limit (min) 
Drive time from ESC 
(min) 

Erikslund Shopping 40 000 27 - 
Big Inn 14 000 8 24,23 
Punkt & Gallerian Igor 44 300 29 16 

Hälla Shopping 10 075 6 9,78 
Tuna Park 
Köpcentrum 

12 750 8 32 

Table 10 Size and drive time of competing centres ESC. 

Picture 12 is an illustration of ESC’s primary market area before it is regulated due to the 
effect of the competing retail centres. The primary market area is based on the drive time limit 
from Table 1. The drive time limit is calculated from the authors models that can be found in 
the method chapter and Appendix 3 Drive time calculations. 
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Picture 12 Unadjusted PMA of Erikslund Shopping Center. 

In order to get the adjusted primary market area, breaking points are calculated with Reilly’s 
Law and breaking points between ESC and competing retail area is estimated. Since ESC’s 
unadjusted primary market limit is 27 minutes driving time, the breaking point between the 
shopping centres must be within 27 minutes in order to have an effect on the market area.   
 
As Table 11 displays, all breaking point 
towards competing shopping centres are 
within the unadjusted PMA which effects the 
market area. Hälla Shopping’s tenant mix and 
target group is too dissimilar from ESC’s and 
is therefore not considered to have any effect 
on the primary market area. Consequently, 
Hälla Shopping is not considered in the 
analysis and the rest of the thesis. 
 
  

Centres Breaking point 
from ESC (min) 

Big Inn 15,2 
Punkt & Gallerian Igor 7,8 
Hälla Shopping 6,51 
Tuna Park Köpcenter 20,5 

Table 11 Breaking points between ESC and 
competitors. 
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Natural borders are also a factor to 
consider when delineating a market area. In 
this case the only two natural boarders that 
is relevant is the water to the south and the 
inner city district. The central area in 
Västerås has a high density of buildings 
and short walking distances to different 
shops. This creates a situation where the 
people living in the central district are 
more likely to shop in the stores located 
here. Considering this together with the 
highway and surrounding water, the inner 
city becomes natural boarders and breaking 
points towards ESC. In the delineated 
primary market area there is a total population of 176 269 persons (SCB). The average buying 
power of the households in this area is 250 699 SEK.  
 
The inner city area in question is regarded as a part of ESC’s SMA. An illustration can be 
seen in Picture 13. Once these modifications are made to the market area the adjusted primary 
market is defined. As displayed in Picture 14, the western border towards Köping and Arboga 
is closer to Erikslund because of the competition from Big Inn. The southern breaking point is 
also decreased since Tuna Park is located in Eskilstuna. 

 
Picture 14 Adjusted PMA ESC. 

Picture 13 SMA inner city of Västerås. 
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Secondary	Market	Area	
The secondary market area is calculated using the same method as the primary and based on 
the customers’ willingness to drive is the decisive factor in the unadjusted market area. The 
competitors SMA drive time limit is a vital factor when determining the impact on the subject 
centres SMA. This is because their impact on the subject centres market area can be 
calculated by knowing the competing centres drive time limits. 
 
Center Retail area  

Size (m2) 
SMA - Drive Time 
Limit (min) 

Driving Time from 
Erikslund (min) 

Erikslund 170 000 53 - 
Norra Backa, 
Kupolen 

107 000 - 92 

Marieberg 100 000 - 59 
Boländerna 185 000 - 66 
Barkaby 175 000 - 56 
Kungens Kurva 247 000 - 84 
Table 12 Drive time to SMA competitors ESC. 

Picture 16 illustrates the unadjusted secondary market area for ESC. It extends from Örebro in 
the west to Stockholm in the east. As can be seen in the figure it covers a fairly large area 
both north and south of Västerås as well. 
 

 
Picture 15 Unadjusted SMA ESC. 
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The breaking points that are derived with 
Reilly’s Law are based on the competition 
from the other retail areas where an IKEA 
warehouse is present. In the calculations of 
the SMA breaking points the whole retail 
area is considered, not only the shopping 
centres area. This is because when 
customers travel these distances to shop the 

authors consider that the customers see the 
whole shopping area as the target and not 
just the particular shopping centre.  
 

 
Picture 16 Adjusted SMA ESC. 

The illustration of the adjusted secondary trade area is shown in Picture 16, visualises the 
effects from the competing retail areas in the region. Marieberg, Örebro and Barkaby, 
Stockholm have the largest impact on the market area regarding the new location of the 
breaking points. The adjusted market area covers an area that includes Fagersta, Arboga, 
Eskilstuna and Enköping. 
  

Centres Breaking point 
from Erikslund 
(min) 

Norra Backa, Kupolen 51 
Marieberg 33 
Boländerna 32 
Barkaby 28 
Kungens Kurva 38 

Table 13 Breaking points to SMA competitors ESC. 



 

	 42	

Results 
This chapter presents the results of the conducted study. Results regarding the size of the 
market areas and economic aspects regarding the households in it are discussed. The market 
captures are accounted for in three sites, divided into PMA, SMA and in total. The outcomes 
from the analysis of the COICOP categories are also presented.  
 
Input	Buying	power	segmentation	method	 I-Huset	 Birsta	City	 ESC	
Total	Households	market	area	 171	522	 65	563	 180	780	
Households	PMA	 54	716	 46	409	 78	087	
Households	SMA	 116	806	 19	154	 102	693	
Average	household	buying	power	total	market	area	 248	245	SEK	 243	834	SEK	 244	126	SEK	
Average	household	buying	power	PMA	 253	786	SEK	 248	541	SEK	 250	699	SEK	
Average	household	buying	power	SMA	 245	649	SEK	 232	429	SEK	 239	128	SEK	
Percentage	of	income	spent	on	retail,	total	 40,4%	 40,4%	 40,4%	
Percentage	of	income	spent	on	retail	(excl.	
groceries	and	alcohol)	

25,3%	 25,3%	 25,3%	

Percentage	of	retail	sales	by	shopping	center	type	 26,0%	 26,0%	 26,0%	
Table 14 Input used when calculating the market share in the buying power segmentation method. 

The statistics gathered from SCB of the market areas are presented in Appendix 2 – Data 
from Statistics Sweden. In the appendix, the secondary market area covers the whole market 
area, which is why the statistics have been recalculated in Table 14. The primary market area 
has been subtracted from the total market area for the statistics to correspond to households 
living in the respective market areas. The average buying power for the total trade area has 
been weighted into primary and secondary market area. To calculate the average household 
buying power in the secondary market area the buying power in the primary market area have 
been subtracted from the total buying power. As can be seen in Table 14, the buying power in 
the PMA is higher than average while lower in SMA. This is the case at all three sites. The 
result was divided by the population in the secondary market area. In terms of exactness, this 
method can be questionable as household structure might be different in the outer city than 
central parts which would have affected the calculated average household income. However, 
this would have minor effect on the final results and is therefore accepted.  
 
Percentages spent on retail and percentage of retail sales by shopping centre are derived from 
Table 15, Table 16 and Figure 1. 
 

Retail	expenditures	
To filter the buying power into potential retail sales for the examined shopping centres, the 
distribution of consumer expenditures had to be examined. This was made on a national scale 
where the total household expenditures were set in relation to the total disposable income in 
Sweden. A table of disposable income, total expenditures by COICOP and their relationship 
is presented in Appendix 5 Household expenditures in relation to disposable income. A 
selection of groups that are related to retail were added together, which amounted to 40,4 
percent of disposable income.  
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Excluding products that are non-durable and bought at a convenience store such as groceries, 
tobacco and alcohol, the percentage of disposable income spent on these groups reaches 25,3 
percent. The selection of groups are presented in Table 15 and Table 16. 
 
Differentiating types of retail by excluding groceries, alcohol and tobacco makes it possible to 
measure the market share for durable goods. Groceries are the largest household expenditure 
in terms of retail, often necessary based and often carried out as locally as possible. Regional 
shopping centres are often a travel destination which is why the market share can be measured 
disregarding non-durable goods.  
 

Retail	Categories	 %	of	disposable	
income	

01	 Food	and	non-alcoholic	beverages	 11,7%	
021	 Alcoholic	beverages	 1,9%	
022	 Tobacco	 1,4%	
031	 Clothing	 3,9%	
032	 Footwear	 0,6%	
051	 Furniture	and	furnishings,	carpets	and	other	floor	coverings	 1,9%	
052	 Household	textiles	 0,5%	
053	 Household	appliances	 0,4%	
054	 Glassware,	tableware	and	household	utensils	 0,6%	
0561	 Non-durable	household	goods	as	cleaning	and	maintenance	products	 0,6%	
061	 Medical	products,	appliances	and	equipment	 1,5%	
081	 Postal	services	and	communication	 3,0%	
091	 Audio-visual,	photographic	and	information	processing	equipment	 1,3%	
0931	 Games,	toys	and	hobbies	 0,6%	
0932	 Equipment	for	sport,	camping	and	open-air	recreation	 0,4%	
0933	 Plants	and	flowers,	Christmas	trees,	specially	treated	soils,	pots	and	pot	

holders.	
0,7%	

0934	 Pets	and	related	products	 0,4%	
095	 Newspapers,	books	and	stationery	 0,9%	
111	 Catering	services	 5,1%	
121	 Personal	care	 2,4%	
123	 Personal	effects	n.e.c	 0,6%	
Table 15 Percentages spent on retail of household disposable income by COICOP classification. 

As mentioned, adding all the percentages of disposable income together in Table 15 suggests 
that households spend 40,4 percent of their disposable income on retail. This will be used in 
the buying power segmentation method for the three shopping centres. 
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Retail	excluding	groceries	 %	of	
disposable	
income	

031	 Clothing	 3,9%	
032	 Footwear	 0,6%	
051	 Furniture	and	furnishings,	carpets	and	other	floor	coverings	 1,9%	
052	 Household	textiles	 0,5%	
053	 Household	appliances	 0,4%	
054	 Glassware,	tableware	and	household	utensils	 0,6%	
0561	 Non-durable	household	goods	as	cleaning	and	maintenance	products	 0,6%	
061	 Medical	products,	appliances	and	equipment	 1,5%	
081	 Postal	services	and	communication	 3,0%	
091	 Audio-visual,	photographic	and	information	processing	equipment	 1,3%	
0931	 Games,	toys	and	hobbies	 0,6%	
0932	 Equipment	for	sport,	camping	and	open-air	recreation	 0,4%	
0933	 Plants	and	flowers,	Christmas	trees,	specially	treated	soils,	pots	and	pot	

holders.	
0,7%	

0934	 Pets	and	related	products	 0,4%	
095	 Newspapers,	books	and	stationery	 0,9%	
111	 Catering	services	 5,1%	
121	 Personal	care	 2,4%	
123	 Personal	effects	n.e.c	 0,6%	
Table 16 Percentages spent on retail of disposable income excluding groceries by COICOP 
classification. 

By excluding groceries market shares in all other types of retail can be measured. Adding all 
percentages of disposable income together in Table 16 suggests that households spend 25,3 
percent of their disposable income on retail, excluding groceries. 
 

Sales	by	shopping	center	type	
Figure 1 suggests that 26 percent of retail sales are made in regional shopping centres. This is 
used to filter between customers’ spending patterns.  
 
I-Huset	
The total number of households in PMA and SMA is 54 716 and 118 806 respectively. The 
average household income in PMA is 253 786 SEK and 245 649 SEK in the secondary 
market area. The market share for I-Huset among similar type of shopping centres in its total 
trade area is estimated to 17 percent where Excel’s Solver has been used for the calculation. 
For potential sales to correspond to actual sales, the market share in PMA is estimated to 34 
percent and nine percent in SMA. Income from PMA is estimated to 65 percent and 35 
percent from SMA.  
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Buying	Power	Segmentation	 I-Huset	

PMA	 SMA	
Total	number	of	households	in	sub	market	area	 54	716	 116	806	
Average	Household	income		 253	786	SEK	 245	649	SEK	
Total	household	income	in	sub	market	area	 13	886	154	776	SEK	 28	693	324	114	SEK	
Percentage	of	income	spent	on	retail	 40,4%	 40,4%	
Total	retail	sales	potential	 5	610	383	038	SEK	 11	592	880	931	SEK	
Percentage	of	retail	sales	by	subject	type	of	
shopping	center	

26,0%	 26,0%	

Total	subject-type	shopping	center	sales	 1	458	699	590	SEK	 3	014	149	042	SEK	
Estimated	market	share	in	sub	market	area	 34%	 9%	
Retail	sales	potential	in	sub	market	area	from	
resident	households	

494	270	333	SEK	 267	786	431	SEK	

Total	potential	sales		 762	056	764	SEK	 		

Actual	sales	 762	056	048	SEK	 		
Market	Share	in	total	market	area	 17%	 		
Estimated	share	of	income	from	sub	market	area	 65%	 35%	
Table 17 Buying power segmentation method I-Huset, all retail including groceries. 

Excluding groceries from expenditures and actual sales leaves a total market share of 24 
percent for I-Huset in its total trade area. The market shares in PMA and SMA are estimated 
to 41 and 16 percent. Income distribution between PMA and SMA is then 55 and 45 percent 
respectively which is explained further under Implementation of the Buying power 
segmentation method.   
 

Buying	Power	Segmentation	 I-Huset	
PMA	 SMA	

Total	number	of	households	in	sub	market	area	 54	716	 116	806	
Average	Household	income		 253	786	SEK	 245	649	SEK	
Total	household	income	in	sub	market	area	 13	886	154	776	SEK	 28	693	324	114	SEK	
Percentage	of	income	spent	on	retail	excluding	
groceries	

25,3%	 25,3%	

Total	retail	sales	potential	 3	516	163	016	SEK	 7	265	539	430	SEK	
Percentage	of	retail	sales	by	subject	type	of	
shopping	center	

26,0%	 26,0%	

Total	subject-type	shopping	center	sales	 914	202	384	SEK	 1	889	040	252	SEK	
Estimated	market	share	in	sub	market	area	 41%	 16%	
Retail	sales	potential	in	sub	market	area	from	
resident	households	

375	569	790	SEK	 303	789	598	SEK	

Total	potential	sales		 679	359	388	SEK	 		
Actual	sales	excluding	groceries	 679	359	388	SEK	 		
Market	Share	in	total	market	area	 24%	 		
Estimated	share	of	income	from	sub	market	area	 55%	 45%	
Table 18 Buying power segmentation method I-Huset excluding groceries. 
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Birsta	City	
The total number of households in PMA and SMA is 46 409 and 19 154 respectively. The 
average household income in PMA is 248 541 SEK and reaches 232 429 SEK in the 
secondary market area. The market share for Birsta City among similar type of shopping 
centres in its total trade area is estimated to 60 percent. For potential sales to correspond to 
actual sales, the market share in PMA is estimated to 67 percent and 42 percent in SMA. 
Income from PMA is estimated to 80 percent and 20 percent from SMA.  
 

Buying	Power	Segmentation	 Birsta	City	
PMA	 SMA	

Total	number	of	households	in	sub	market	area	 46	409	 19	154	
Average	Household	income		 248	541	SEK	 232	429	SEK	
Total	household	income	in	sub	market	area	 11	534	539	269	SEK	 4	451	949	273	SEK	
Percentage	of	income	spent	on	retail	 40,4%	 40,4%	
Total	retail	sales	potential	 4	660	266	611	SEK	 1	798	708	216	SEK	
Percentage	of	retail	sales	by	subject	type	of	
shopping	center	

26,0%	 26,0%	

Total	subject-type	shopping	center	sales	 1	211	669	319	SEK	 467	664	136	SEK	
Estimated	market	share	in	sub	market	area	 67%	 42%	
Retail	sales	potential	in	sub	market	area	from	
resident	households	

814	797	592	SEK	 197	568	789	SEK	

Total	potential	sales		 1	012	366	381	SEK	 		
Actual	sales	 1	012	365	430	SEK	 		
Market	Share	in	total	market	area	 60%	 		
Estimated	share	of	income	from	sub	market	area	 80%	 20%	
Table 19 Buying power segmentation method Birsta City, all retail. 
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Excluding groceries from expenditures and actual sales leaves a total market share of 95 
percent for Birsta city in its total trade area. The market shares in PMA and SMA are 
estimated to 102- and 77 percent. Income distribution between PMA and SMA is then 77 and 
23 percent respectively.   
 

Buying	Power	Segmentation	 Birsta	City	
PMA	 SMA	

Total	number	of	households	in	sub	market	area	 46	409	 19	154	
Average	Household	income		 248	541	SEK	 232	429	SEK	
Total	household	income	in	sub	market	area	 11	534	539	269	SEK	 4	451	949	273	SEK	
Percentage	of	income	spent	on	retail	excluding	
groceries	

25,3%	 25,3%	

Total	retail	sales	potential	 2	920	702	026	SEK	 1	127	294	030	SEK	
Percentage	of	retail	sales	by	subject	type	of	
shopping	center	

26,0%	 26,0%	

Total	subject-type	shopping	center	sales	 759	382	527	SEK	 293	096	448	SEK	
Estimated	market	share	in	sub	market	area	 102%	 77%	
Retail	sales	potential	in	sub	market	area	from	
resident	households	

774	975	014	SEK	 225	840	519	SEK	

Total	potential	sales		 1	000	815	533	SEK	 		
Actual	sales	excluding	groceries	 1	000	814	614	SEK	 		
Market	Share	in	total	market	area	 95%	 		
Estimated	share	of	income	from	sub	market	area	 77%	 23%	
Table 20 Buying power segmentation method Birsta City excluding groceries. 
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Erikslund	Shopping	Center	
The total number of households in PMA and SMA are 78 087 and 102 693 respectively. The 
average household income in PMA is 250 699 SEK and reaches 239 128 SEK in the 
secondary market area. The market share for Erikslund Shopping Center among similar type 
of shopping centres in its total trade area is estimated to 25 percent. For potential sales to 
correspond to actual sales, the market share in PMA is estimated to 39 percent and 14 percent 
in SMA. Income from PMA is estimated to 69 percent and 44 percent from SMA.  
 

Buying	Power	Segmentation	 ESC	
PMA	 SMA	

Total	number	of	households	in	sub	market	area	 78	087	 102	693	
Average	Household	income		 250	699	SEK	 239	128	SEK	
Total	household	income	in	sub	market	area	 19	576	332	813	SEK	 24	556	765	467	SEK	
Percentage	of	income	spent	on	retail	 40,4%	 40,4%	
Total	retail	sales	potential	 7	909	369	248	SEK	 9	921	599	079	SEK	
Percentage	of	retail	sales	by	subject	type	of	
shopping	center	

26,0%	 26,0%	

Total	subject-type	shopping	center	sales	 2	056	436	004	SEK	 2	579	615	760	SEK	
Estimated	market	share	in	sub	market	area	 39%	 14%	
Retail	sales	potential	in	sub	market	area	from	
resident	households	

792	863	073	SEK	 349	672	149	SEK	

Total	potential	sales		 1	142	535	222	SEK	 		
Actual	sales	 1	142	535	222	SEK	 		
Market	Share	in	total	market	area	 25%	 		
Estimated	share	of	income	from	sub	market	area	 69%	 31%	
Table 21 Buying power segmentation method Erikslund Shopping Center, all retail. 
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Excluding groceries from expenditures and actual sales leaves a total market share of 32 
percent for Erikslund Shopping Center in its total trade area. The market shares in PMA and 
SMA are estimated to 45- and 20 percent. Income distribution between PMA and SMA is 
then 64 and 36 percent respectively.   
 

Buying	Power	Segmentation	 ESC	
PMA	 SMA	

Total	number	of	households	in	sub	market	area	 78	087	 102	693	
Average	Household	income		 250	699	SEK	 239	128	SEK	
Total	household	income	in	sub	market	area	 19	576	332	813	SEK	 24	556	765	467	SEK	
Percentage	of	income	spent	on	retail	excluding	
groceries	

25,3%	 25,3%	

Total	retail	sales	potential	 4	956	993	389	SEK	 6	218	106	590	SEK	
Percentage	of	retail	sales	by	subject	type	of	
shopping	center	

26,0%	 26,0%	

Total	subject-type	shopping	center	sales	 1	288	818	281	SEK	 1	616	707	713	SEK	
Estimated	market	share	in	sub	market	area	 45%	 20%	
Retail	sales	potential	in	sub	market	area	from	
resident	households	

585	952	863	SEK	 330	848	737	SEK	

Total	potential	sales		 916	801	600	SEK	 		
Actual	sales	excluding	groceries	 916	802	637	SEK	 		
Market	Share	in	total	market	area	 32%	 		
Estimated	share	of	income	from	sub	market	area	 64%	 36%	
Table 22 Buying power segmentation method Erikslund Shopping Center, excluding groceries. 
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Market	shares	by	category	
Shops often offers many different types of goods and items. Therefore, a single COICOP 
group cannot be assigned to specific shops. IKEA Centres group their shops in different 
categories, visible in Table 23. To be able to estimate the market share in different categories, 
using the same method as in the previous section of this thesis, COICOP groups have been 
sorted according to IKEA Centres’ classifications. Consumers on a national scale spend a 
certain percentage of disposable income on each COICOP group, which is visible in 
Appendix 5 Household expenditures in relation to disposable income. As electronics are sold 
for many different purposes, the category have been assigned many different groups.  
 
Category	 COICOP	groups	
Pharmacy	 0611,	0612	
Books	&	Paper	 0951,	0954	
Electronics	 0531,	0532,	0552,	

0911,	0912,	0913,	
1212	

Jewllery	 1231	
Clothes	 031	
Shoes	 0321	
Toys	 0931	
Groceries	 011	
Optics	 0613	
Restaurant	&	Café	 111	
Table 23 COICOP groups assigned to IKEA Centres classification. 

By using the percentage of disposable income spent on different COICOP groups a potential 
total market size can be calculated by multiplying the percentage with households disposable 
income. Filtering potential market sales through how much is spent on regional centres, the 
potential market within similar centres can be calculated. Household income and potential 
sales in regional centres are presented in Table 24. 
 
To reach a market share, actual sales are divided by either total market size or potential sales 
in regional centres. Results are presented in tables Table 25, Table 26 and Table 27. However, 
the result is derived at by assuming that consumers have no preferences for purchasing some 
groups at certain types of centres. The tables below also present the market share on the total 
retail market in the trade area, where other types of centres and shopping are included.  

		 Household	income	 Spent	in	regional	
Centers	

Income	filtered	through	
shopping	centre	spending	

Trade	area	I-Huset	 42	579	478	890	SEK	 26%	 11	070	664	511	SEK	
Trade	area	Birsta	City	 15	986	488	542	SEK	 26%	 4	156	487	021	SEK	
Trade	area	ESC	 44	133	098	280	SEK	 26%	 11	474	605	553	SEK	
Table 24 Household income and household income estimated to shopping centres. 
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The total buying power in Erikslund Shopping Centre’ trade area is the largest of just above 
44,1 billion SEK. I-Huset has roughly the same potential, whereas Birsta City seems to have a 
much smaller potential market. Tables Table 25, Table 26 and Table 27 presents potential sales, 
actual turnover in different groups and market shares within regional centres and totally.  
 

I-Huset has a prominent estimated market share within clothes and shoes, of 61- and 49 
percent respectively. The result is reasonable as it’s the largest shopping center in Linköping. 
Electronics has a high market share within shopping centres, yet shops that represent 
electronics in IKEA Centres’ classification is mainly phone companies such as Telia, Tele2 
and 3. It is doubtful if the accounting of income is comparable to other types of electronic 
stores that sell kitchen appliances and TVs. 
  

I-Huset	
Category	 Percentage	of	

disposable	
income	spent	
on	category	

Potential	Sales	
SC,	SEK	

Actual	sales,	
SEK	

Market	
share	
SC	

Market	share	
total	
potential	
market	

Pharmacy	 1,1%	 	125	184	116					 	28	721	961					 22,9%	 6,0%	
Books	&	Paper	 0,3%	 	36	231	684					 	13	621	953					 37,6%	 9,8%	
Electronics	 1,7%	 	188	730	112					 	98	115	309					 52,0%	 13,5%	
Jewllery	 0,3%	 	36	333	358					 	9	673	623					 26,6%	 6,9%	
Clothes	 3,9%	 	427	872	384					 	261	339	679					 61,1%	 15,9%	
Shoes	 0,6%	 	70	950	226					 	34	563	772					 48,7%	 12,7%	
Toys	 0,6%	 	70	902	379					 	8	932	406					 12,6%	 3,3%	
Groceries	 10,5%	 	1	165	340	859					 	82	696	660					 7,1%	 1,8%	
Optics	 0,3%	 	35	484	084					 	16	336	825					 46,0%	 12,0%	
Restaurant	&	
Café	

5,1%	 	565	305	178					 	38	497	271					 6,8%	 1,8%	

Table 25 Market shares within shopping centres and total in the market area of I-Huset. 
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Birsta	City	
Category	 Percentage	of	

disposable	
income	spent	
on	category	

Potential	
Sales	SC,	SEK	

Actual	sales,	
SEK	

Market	
share	SC	

Market	share	
total	
potential	
market	

Pharmacy	 1,1%	 	47	000	445					 	21	229	221					 45,2%	 11,7%	
Books	&	Paper	 0,3%	 	13	603	205					 	12	725	119					 93,5%	 24,3%	
Electronics	 1,7%	 	70	858	823					 	83	856	179					 118,3%	 30,8%	
Jewllery	 0,3%	 	13	641	379					 	11	937	814					 87,5%	 22,8%	
Clothes	 3,9%	 	160	644	920						336	678	660	 209,6%	 54,5%	
Shoes	 0,6%	 	26	638	301					 	35	180	400					 132,1%	 34,3%	
Toys	 0,6%	 	26	620	337					 	10	197	699					 38,3%	 10,0%	

Groceries	 10,5%	 	437	527	860					 	11	550	816					 2,6%	 0,7%	
Optics	 0,3%	 	13	322	519					 	26	140	505					 196,2%	 51,0%	
Restaurant	&	Café	 5,1%	 	212	244	137					 	54	667	936					 25,8%	 6,7%	
Table 26 Market shares within shopping centres and total in the market area of Birsta City. 

Birsta Citys market shares in categories are high and exceeds 100 percent in electronics, 
clothes, shoes and optics. How this is possible is further discussed in the analysis.  
 

Erikslund	Shopping	Center	
Category	 Percentage	of	

disposable	
income	spent	
on	category	

Potential	Sales	
SC,	SEK	

Actual	sales,	
SEK	

Market	
share	
SC	

Market	share	
total	
potential	
market	

Pharmacy	 1,1%	 	129	751	774					 	41	577	264					 32,0%	 8,3%	
Books	&	Paper	 0,3%	 	37	553	688					 	14	495	183					 38,6%	 10,0%	
Electronics	 1,7%	 	195	616	405					 	79	356	463					 40,6%	 10,5%	
Jewllery	 0,3%	 	37	659	071					 	17	799	356					 47,3%	 12,3%	
Clothes	 3,9%	 	443	484	384					 	330	900	147					 74,6%	 19,4%	
Shoes	 0,6%	 	73	539	023					 	62	679	393					 85,2%	 22,2%	
Toys	 0,6%	 	73	489	431					 	10	826	228					 14,7%	 3,8%	
Groceries	 10,5%	 	1	207	861	251					 	225	732	585					 18,7%	 4,9%	
Optics	 0,3%	 	36	778	810					 	24	797	605					 67,4%	 17,5%	
Restaurant	&	
Café	

5,1%	 	585	931	759					 	56	689	062					 9,7%	 2,5%	

Table 27 Market shares within shopping centres and total in the market area of ESC. 

Erikslund Shopping Center is a strong actor in its trade area. ESC has its highest market share 
in shoes. Of all sales in shopping centres in its trade area, the market share for shoes reaches 
85 percent. 22 percent of all shoe sales are calculated to originate from ESC, regardless the 
type of center it is sold in. Nearly 75 percent of all clothes, sold in regional shopping centres 
are purchased in ESC. On the total market ESC stand for roughly 20 percent of all shoe sales 
in the trade area.   
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Summary	of	results	
Retail expenditures, an important element of the buying power segmentation method, was set 
to 40,4 percent for all types of retail and 25,3 percent when excluding groceries. The results 
were arrived at by comparing household disposable income to expenditures using COICOP 
classification.  
 
Total market shares for the three 
examined centres were calculated to 
17-, 60- and 25 percent for I-Huset, 
Birsta City and Erikslund Shopping 
Center respectively. Excluding 
groceries, the authors arrived at 24, 
95 and 32 percent market shares. The 
estimation of market shares in sub 
market areas are presented in Table 
28.  
 
Regarding market shares within the 
classification of different items, market shares have been calculated both within shopping 
centres and on the total market regardless of retail destination. These results assume that 
consumers are indifferent about buying certain items at certain locations. Market shares in 
different item categories are high for clothes, shoes and optics in all centres. Grocery sales in 
does not reach high market shares in any centre.   

		 I-Huset	 Birsta	
City	

ESC	

Total	Market	share	 17%	 60%	 25%	
PMA	 34%	 67%	 39%	
SMA	 9%	 42%	 14%	
Market	share	excl.	
Groceries	

24%	 95%	 32%	

PMA	 41%	 102%	 45%	
SMA	 16%	 77%	 20%	

Table 28 Summary of results regarding shopping center market 
shares. 
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Analysis 
This thesis has examined market areas and market shares for regional shopping centres at 
regional shopping destinations with an IKEA present. Market shares in different categories of 
products have also been examined using COICOP categorization. By comparing household 
expenditures in different COICOP groups in Sweden to the total disposable income, 
percentages of how households spend their income has been calculated.  
 
The method used in this thesis limited the study to be made only on primary and secondary 
market areas. Therefore, an extended market area has not been considered which might lead 
to the results presenting higher market shares than in reality. This is because the money spent 
by customers form the extended market area will be considered to come from the PMA or 
SMA. However, as an extended market area includes sales from people living wherever, 
limiting the study to primary and secondary market areas helps constructing reliability in the 
study and method. And by using the same method when conducting future studies, the 
extended market area will be absorbed by the PMA and SMA in the same way and therefore 
the results regarding PMA and SMA in this thesis will relevant to compare with.  
 
The centres are located in similar micro-locations as they reside next to an IKEA warehouse 
at a large retail destination. Comparing municipality statistics however, there are some 
dissimilarities. Firstly, Sundsvall is significantly less populated and has less population 
density. The average income is also lower, but the municipality has a higher trade index. 
Västerås and Linköping are more similar in terms of population, density and retail turnover 
apart from a low unemployment rate in Linköping. Linköping is also the city with the 
youngest population as young age groups represent a higher percentage, which may effect the 
willingness to spend income on retail. In this study, household retail expenditure estimations 
have been based on national figures and regional differences have not been accounted for as 
no regional figures were available. Nonetheless, dissimilarities between regional and national 
differences would most likely not cause any significant difference that would have affected 
the result of this research. Regarding the estimation that 26 percent of retail expenditures are 
made at regional shopping centres is also a national average. In different regions this might 
differ, but as it is an important estimation the authors chose to follow recommendations made 
by the most trustworthy source, which is Datscha (2017). The same reasoning goes for the 
assumptions that consumers spend 40,4 and 25,3 percent of disposable income on retail, 
which might be subject to regional differences.  
 
The results from Västerås and Linköping seem more applicable for future developments in 
southern parts of Sweden. I-Huset and ESC have a total market share within shopping centres 
of 17 and 25 percent. A reason to why ESC has a larger market share might be due to its size 
and attractiveness. The center is newer and more modern, which might be an important factor 
for customers. On their respective markets, ESC represent a larger percentage of the total 
shopping center area its market area than I-Huset. This is probably the main reason to why 
ESC can sustain a higher market share.  
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By excluding groceries, as it is a retail expenditure that has a strong local dependency and not 
the primary offer at all retail centres, the market shares grow to 24 percent for I-Huset and 32 
percent for ESC, which may be a good estimation as the centres are dominant players in their 
respective markets.  
 
The differentiation between market share in PMA and SMA are arbitrarily estimated. The 
market share in SMA has been set to 25 pecentage points lower than PMA. However, the 
income distribution between SMA and PMA within the principles of the theoretical 
framework that income from PMA represents roughly 50 to 80 percent and 20 to 50 percent 
from SMA. Market shares of 34 and 39 percent in PMA seem like a reasonable estimation as 
the PMA’s stretches outside the city boundaries. Nine to fourteen percent market share in 
secondary market areas also seem reasonable as customers have much larger offer of 
shopping centres where some are closer to customers and offer similar products.  
 
When examining the results of this study, it becomes clear that Birsta City has a very high 
market share in its trade area compared to I-Huset and ESC. Even though the location of the 
Birsta City is similar in terms of distance to city centre and micro surrounding retail, the 
density of people in the region is much lower. Sundsvall municipality has a population 
density a third of Linköping and a fifth of Västerås. This probably explain the reason to why 
there are very few competitors and consequently that people in this region are willing to travel 
much further to reach their shopping destinations. Due to this, it is possible that Birsta City’ 
trade area is larger than calculated and that the theoretical framework regarding driving time 
is not applicable where the trade area covers rural areas, seemingly without serious 
competition. To further strengthen the previous statement, the trade index in Sundsvall is 
high, especially with regards to durable goods. This indicates that a lot of buying power 
immigrates to Sundsvall municipality from neighbouring municipalities, which means that the 
centre is highly preferred in the region. Naturally, this causes market shares in different 
categories to be high which can be seen in Table 29. Within shopping centres, Birsta City is 
calculated to have a 200 percent market share which indicates that the market area is not large 
enough to cover all the buying power that is attracted by Birsta City. A possible explanation 
for the income distribution of Birsta City where 80 percent of the income is estimated to 
originate from PMA, is that SMA covers much more rural areas than the PMA. The results 
are not wrong in terms of the method being used, however the method might be more 
applicable to centres located close to other competition in denser regions. Theoretically, the 
results are applicable when establishing a shopping centre at locations similar to Sundsvall. 
 
The central shopping areas that are located in all the three cities are considered to have an 
impact on the market areas for the regional shopping centres. Since parts of the cities are 
considered to be secondary market area for the subject centres the delineation of these areas 
are important. Reilly’s Law can be used to define the breaking point by driving the fastest 
way between the centres, but since the PMA is surrounding the SMA in the cities 
geographical boarders of the market area needs to be considered as well. This is done by the 
authors and is exposed to subjectivity and can have an impact on the study’s reliability and 
validity. To prevent this from undermine the results, the authors have explained and argued 
for the choices that have been made and tried to be as consistent as possible.  
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Nonetheless the knowledge of how different choices would impact the result is important and 
needs to be considered when analysing and reading the result of this study. 
 
The delineation of the SMA and the criteria of the process have a large impact on the size of 
the total market areas and the result of this case study. Therefore, the framework how these 
criteria are decided is important to the result. In this study the authors only considered large 
retail areas with an IKEA warehouse as competitors in the SMAs. This judgment of the 
relevant competition was based on the authors research. If other large retail areas would be 
considered in the research, the SMA’s boarders could be located at other locations and in that 
way effect the result. Therefore, the analysis of what kind of competition to be considered is 
important in this study and effects the study’s outcome. 
 
Categories	
Table 29 present the categorization of tenants that IKEA Centres does in their internal 
reporting system. Each group were assigned different COICOP groups to represent a 
percentage of household’s expenditure in relation to income. To reach market shares within 
shopping centres the same 26 percentage is used, which might not be reliable for some groups 
if, for example, customers spend significantly less on restaurants and café in shopping centres 
than in the city. However, the results provide an indication of the current situation.  
 
		 I-Huset	 Birsta	City	 ESC	
		 SC	 Total	market		 SC	 Total	market		 SC	 Total	market		
Pharmacy	 23%	 6%	 45%	 12%	 32%	 8%	
Books	&	Paper	 38%	 10%	 94%	 24%	 39%	 10%	
Electronics	 52%	 14%	 118%	 31%	 41%	 11%	
Jewllery	 27%	 7%	 88%	 23%	 47%	 12%	
Clothes	 61%	 16%	 210%	 54%	 75%	 19%	
Shoes	 49%	 13%	 132%	 34%	 85%	 22%	
Toys	 13%	 3%	 38%	 10%	 15%	 4%	
Groceries	 7%	 2%	 3%	 1%	 19%	 5%	
Optics	 46%	 12%	 196%	 51%	 67%	 18%	
Restaurant	&	
Café	

7%	 2%	 26%	 7%	 10%	 3%	

Table 29 Summary of results in categories according to IKEA Centres classification. SC: Shopping 
centres. 

IKEA Centres are strong in clothes and shoes. Erikslund Shopping Center is estimated to have 
a market share of 85 percent within shoes in shopping centres which indicates that competing 
centres does not have the same focus on shoes. The same reasoning goes for clothing where 
market shares are quite high. Optics is another category that is strong in all the centres. It 
might be due to a preference of the shops to cluster together at one strong location rather than 
dispersing into different local markets.  
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By plotting the market shares together similarities and differences are visible. All centres 
have similar relations between the categories, as seen in Figure 11. Clothes, shoes and optics 
are three categories where all centres have high market shares while groceries, toys and 
restaurants and cafés are having low market shares. The reason this pattern appear might be 
simply that the centres are very similar in terms of tenant mix, target groups and marketing. 
The authors believe that these conditions are important factors that decides what type of 
customers that visits the centres. Consequently, due to similarities, all centres attract the same 
type of customers with equal shopping patterns. This leads to the similarities between market 
shares in categories between the centres, displayed in Figure 11. Birsta City have much larger 
market shares, however the pattern remains the same. 
 
Birsta City’s low market share in groceries might be because that the center does not have any 
significant grocery shop while ESC has a hyper market and I-Huset a regular sized Willy:s. 
The fact that grocery shops are available at many locations indicate that it might be hard to 
establish a prominent market share. It also requires a high turnover as it is consumer’s largest 
expenditure. This is a reason that Birsta City has a lower market share in that category then 
the other centres even though its high market shares in other categories of goods. 
 

 
Figure 11 Market shares in categories. 

The number of shops in different segments located in the centre might also be a factor to 
consider. Most of the stores in the shopping centres are dedicated to clothes, while toys 
usually only make up one store in the entire centre. Therefore, the amount of shops compared 
to the competition in the category is an important factor to analyse when looking at the 
market shares at different centres. A shop in a monopolistic situation compared with one 
effected by a lot of competition in the market area will of course have an impact on the result 
and can be misguiding if not acknowledged.  
 
Restaurants and cafés have market shares of seven percent in I-Huset and ESC while 25 
percent in Birsta City. The reason these categories are lower than others might be consumer 
behaviour in terms of dining options. The food courts offered in the centres focuses mainly on 
lunch options or smaller eatables for the shopping customers. This means that all the 
restaurants in the cities offering food during the morning, lunch and evening are considered as 
competition in the market area and have a large market capture.  
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Conclusions 
Using Reilly’s law and drive time estimations explained by Fanning (2005) as a method seem 
more applicable shopping centres that are not located in rural regions like Birsta City. To 
estimate market areas where the competition is scarce and population density low, 
Applebaum spotting technique might be more applicable, but requires a more extensive 
investigation and cannot be applied to a centre in its planning stage. The reason it might be a 
better solution is the lack of drive time limitation, which probably differs for rural regions.  
However, where a centre is exposed to competition, the theoretical framework seem to 
estimate the market area rather well. 
 
For regional shopping centres close to an IKEA warehouse in mid-sized Swedish regional 
capitals in southern parts of Sweden, the total market share is estimated to lie between 15 and 
25 percent depending on several factors. Competition, the size of the centre compared to 
competitors and the population density are factors affecting the market share. Using the 
suggested method to delineate market areas in this study, a much higher market share must be 
applied to shopping centres in rural region, which is indicated by the results from Birsta City. 
By excluding groceries, market shares are somewhat higher and is estimated to 20 to 35 
percent in southern regional capitols. 
 
Suggestions for future research 
To further examine market shares for regional shopping centres using this method, these 
centres are interesting to examine: 

• A6 Center, Jönköping 
• Marieberg Galleria, Örebro 
• Väla Köpcentrum, Helsingborg 
• Bergvik Köpcenter, Karlstad 
• Kupolen, Borlänge 
• Torp Köpcentrum, Uddevalla 

 
This type of research could also be made in different countries. Additionally, it would be 
interesting to further analyse the competition within different categories. 
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Appendix 1 – Six step process applied to a retail property by 
Fanning (2014) 

 
Step 1: Property Productivity Analysis (Define the Real Estate Product) 

1.1. Analyze the site and building for competitive strengths and weaknesses 
1.2. Analyze the property’s legal characteris (Fanning, 2014)tics. 
1.3. Analyze the location of the subject property. 

1.3.1. Investigate land use (or uses) and the linkages of the subject property. 
1.3.2. Determine the position of the subject property within the patterns of urban growth 
1.3.3. Identify the location of the competitive supply 
1.3.4. Rate the subject location in comparison with competing areas 

Step 2: Delineate the Market 
2.3. Define the trade area 
2.4. Profile customer characteristics 

Step 3: Demand Analysis (Forecast demand) 
3.1. Analyze trends (inferred analysis). 
3.2. Estimate population forecast. 
3.3. Analyze demand by buying power segmentation method (i.e., first method of fundamental 

analysis) 
3.3.1. Forecast number and size of households in the primary trade area. 
3.3.2. Estimate average (median) household income and total income for primary trade area. 
3.3.3. Estimate the percentage of household income that is spent on retail items. 
3.3.4. Estimate the percentage of retail purchases typically made at a shopping center of the 

subject’s type. 
3.3.5. Estimate the percentage of sales retention in the primary trade area from the total 

potential sales for the primary trade area.  
3.3.6. Estimate the supportable square footage of retail space by dividing total demand by 

required sales volume per square foot. 
3.3.7. Repeat steps 3.2.1 through 3.2.6 for the secondary trade area and other demand sources.   
3.3.8. Determine the total demand in primary and secondary trade areas.  
3.3.9. Estimate the square footage of nonretail users of subject center. 
3.3.10. Adjust the estimate of supportable retail space to reflect the normal (frictional) 

vacancy rate for the market. 
3.4. Analyze demand by sales per capita method (i.e., second method of fundamental analysis) 
3.5. Analyze demand by ratio method (i.e., third method of fundamental analysis) 
3.6. Reconcile findings and forecast final demand 

Step 4: Supply Analysis (Survey and Forecast Competition) 
4.1. Inventory existing competition, competitive properties under construction, proposed 

competitive properties and likely additional competitive space. 
Step 5: Market Condition Analysis (Compare Demand to Supply) 

5.1. Estimate residual demand 
Step 6: Forecast Subject Capture 

6.1. Analyze capture by inferred methods including: 
o Pro rata share 
o Historical capture of the subject 
o Capture of comparable properties 
o Secondary data surveys and forecasts 
o Impact of residual or residual demand on subject 
o Local economic analysis 

6.2. Forecast capture by fundamental methods 
6.3. Reconcile capture indications derived by inferred and fundamental analysis 

  



 

	 63	

Appendix 2 – Data from Statistics Sweden 
 
Appendix	2.1	Market	area	statistics	on	primary	market	area	of	I-Huset	
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Appendix	2.2	Market	area	statistics	on	secondary	market	area	of	I-Huset	
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Appendix	2.3	Market	area	statistics	on	primary	market	area	of	Birsta	City.	
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Appendix	2.4	Market	area	statistics	on	secondary	market	area	of	Birsta	City.	
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Appendix	2.5	Market	area	statistics	on	primary	market	area	of	Erikslund	
Shopping	Center	
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Appendix	2.6	Market	area	statistics	on	secondary	market	area	of	Erikslund	
Shopping	Center	
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Appendix	2.7	Statistics	definitions	
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Appendix 3 Drive time calculations 
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Appendix 4 Disposable income of households 
 
Source: Statistics Sweden 
 
Inkomsstruktur disponibel inkomst, 
summor, 1991, 1995-2015. Belopp i mkr, 
2015-års priser 

     

       2013* 2014 2015 
Faktorinkomst arbete och kapital 

   
 

Löneinkomst  1 440 165 1 497 435 1 561 273 

 
Näringsinkomst med mera  45 675 47 437 48 840 

 
Ränta/utdelning 109 296 121 991 134 394 

 
Kapitalvinst 113 871 153 045 208 303 

 
Summa faktorinkomst 1 709 007 1 819 909 1 952 811 

Skattepliktiga transfereringar 
   

 
Pensioner  409 816 413 941 431 527 

 
Sjuk- och aktivitetsersättning2 38 461 37 311 37 189 

 
Sjukersättningar3  25 931 29 763 34 123 

 
Föräldrapenning  32 064 32 572 33 564 

 
Arbetsmarknadsstöd  28 679 26 286 25 402 

 
Övriga skattepliktiga transfereringar 3 113 7 103 7 107 

 
Summa skattepliktiga transfereringar                                     538 064 546 976 568 912 

Skattefria transfereringar 
   

 
Barnbidrag  24 057 24 681 25 186 

 
Studiestöd inkl studielån  27 151 27 967 29 849 

 
Bostadsbidrag  16 791 17 914 18 112 

 
Ekonomiskt bistånd4 9 827 9 716 9 641 

 
Övrig skattefria transfereringar 10 246 10 909 12 221 

 
Summa skattefria transfereringar                    88 073 91 187 95 009 

Bruttoinkomst 2 335 144 2 458 071 2 616 731 
Negativa transfereringar 

   
 

Skatt och allmänna egenavgifter 555 746 578 064 625 874 

 
Återbetalt studielån 12 194 12 360 12 837 

 
Betalt underhåll 3 929 3 950 4 151 

 
Övriga negativa transfereringar 12 917 12 663 3 388 

 
Summa negativa transfereringar 584 786 607 037 646 251 

Disposable income 1 750 358 1 851 034 1 970 480 
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Appendix 5 Household expenditures in relation to disposable 
income 
 
Source: Statistics Sweden 
 
Total	disposable	income	 1	851	034	

	Million	SEK	
	  

   

Total	household	expenditures	by	COICOP	
classification	 2014	

%-of	
disposable	
income	

01	food	and	non-alcoholic	beverages	 217	260	 11,74%	
011	food	 194	847	 10,53%	

0111	bread	and	cereals	 31	622	 1,71%	
0112	meat	 38	746	 2,09%	
0113	fish	and	seafood	 13	079	 0,71%	
0114	milk,	cheese	and	eggs	 35	232	 1,90%	
0115	oils	and	fats	 5	228	 0,28%	
0116	fruit	 15	808	 0,85%	
0117	vegetables	 22	101	 1,19%	
0118	sugar,	jam,	honey,	chocolate	and	confectionery	 22	968	 1,24%	
0119	salt,	spices,	sauces	and	homogenized	baby	food	 10	063	 0,54%	

012	non-alcoholic	beverages	 22	413	 1,21%	
0121	coffee,	tea	and	cocoa	 7	107	 0,38%	
0122	mineral	waters,	soft	drinks,	fruit	and	vegetable	

juices	 15	306	 0,83%	
02	alcoholic	beverages	and	tobacco	 64	228	 3,47%	

021	alcoholic	beverages	 35	907	 1,94%	
0211	spirits	 6	905	 0,37%	
0212	wine	 18	225	 0,98%	
0213	beer	 10	777	 0,58%	

02131	high-alcoholic	beer	 8	234	 0,44%	
02132	low	alcoholic	beer	 2	543	 0,14%	

022	tobacco	 25	994	 1,40%	
023	narcotics	 2	327	 0,13%	

03	clothing	and	footwear	 83	404	 4,51%	
031	clothing	 71	541	 3,86%	

0311	clothing	material	 644	 0,03%	
0312	garments	 66	468	 3,59%	
0313	other	articles	of	clothing	and	clothing	

accessories	 3	624	 0,20%	
0314	cleaning,	repair	and	hire	of	clothing	 805	 0,04%	

032	footwear	 11	863	 0,64%	
0321	shoes	and	other	footwear	 11	764	 0,64%	
0322	repair	and	hire	of	footwear	 99	 0,01%	
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04	housing,	water,	electricity,	gas	and	other	fuels	 460	909	 24,90%	
041	actual	rentals	for	housing,	exclusive	of	heating	 139	835	 7,55%	

0411	actual	rentals	paid	by	tenants,	exclusive	of	
heating	 81	930	 4,43%	

0412	rentals	actually	paid	for	secondary	residences	and	
tenant-owners	 57	905	 3,13%	

042	imputed	rentals	for	housing,	exclusive	of	heating	 217	554	 11,75%	
0421	imputed	rentals	of	owner-occupiers,	exclusive	

of	heating	 197	413	 10,67%	
0422	imputed	rentals	for	secondary	residences,	

exclusive	of	heating	 20	141	 1,09%	
043	materials	and	services	for	the	maintenance	and	

repair	of	the	dwelling	 7	277	 0,39%	
045	electricity,	gas	and	other	fuels	 96	243	 5,20%	

0451	electricity	 59	056	 3,19%	
0452	gas	 616	 0,03%	
0453	liquid	fuels,	domestic	heating	and	lighting	oils	 1	665	 0,09%	
0454	solid	fuels,	coal,	coke,	briquettes,	firewood,	

charcoal,	peat	and	the	like	 2	502	 0,14%	
0455	heat	energy	purchased	from	district	heating	

plants.	 32	404	 1,75%	
05	furnishings,	household	equipment	and	routine	
household	maintenance	 90	452	 4,89%	

051	furniture	and	furnishings,	carpets	and	other	floor	
coverings	 34	463	 1,86%	

0511	furniture	and	furnishings	 31	733	 1,71%	
0512	carpets	and	other	floor	coverings	 2	545	 0,14%	
0513	repair	of	furniture,	furnishings	and	floor	

coverings	 185	 0,01%	
052	household	textiles	 9	218	 0,50%	
053	household	appliances	 7	103	 0,38%	

0531	major	household	appliances	whether	electric	or	
not	 4	356	 0,24%	

0532	small	electric	household	appliances	 2	700	 0,15%	
0533	repair	of	household	appliances	 47	 0,00%	

054	glassware,	tableware	and	household	utensils	 11	896	 0,64%	
055	tools	and	equipment	for	house	and	garden	 8	750	 0,47%	

0551	major	tools	and	equipment	 3	107	 0,17%	
0552	small	tools	and	miscellaneous	accessories	 5	643	 0,30%	

056	goods	and	services	for	routine	household	
maintenance	 19	022	 1,03%	

0561	non-durable	household	goods	as	cleaning	and	
maintenance	products	 11	107	 0,60%	

0562	domestic	services	and	household	services	 7	915	 0,43%	
06	health	 61	544	 3,32%	

061	medical	products,	appliances	and	equipment	 26	864	 1,45%	
0611	pharmaceutical	products	 19	128	 1,03%	
0612	other	medical	products	 1	803	 0,10%	



 

	 84	

0613	therapeutic	appliances	and	equipment	incl.	
eyeglasses	 5	933	 0,32%	

062	outpatient	services	 32	993	 1,78%	
0621	outpatient	medical	services	 13	140	 0,71%	
0622	dental	services	 14	926	 0,81%	
0623	paramedical	services	 4	927	 0,27%	

063	hospital	services	incl.	medical	fee	 1	687	 0,09%	
07	transport	and	vehicles	 221	404	 11,96%	

071	purchase	of	vehicles	 60	732	 3,28%	
0711	motor	cars	 56	527	 3,05%	
0712	motor	cycles	 1	846	 0,10%	
0713	bicycles	 2	359	 0,13%	

072	operation	costs	of	personal	transport	equipment	 111	092	 6,00%	
0721	spare	parts	and	accessories	for	personal	

transport	equipment	 9	128	 0,49%	
0722	fuels	and	lubricants	for	personal	transport	

equipment	 49	057	 2,65%	
0723	maintenance	and	repair	of	personal	transport	

equipment	 25	994	 1,40%	
0724	other	transport	equipment	services,	parking,	

driving	licences	and	tax	benefit	cars	 26	913	 1,45%	
07241	driving	lessons,	driving	tests	and	driving	

licences	 2	679	 0,14%	
07242	roadworthiness	tests	 1	256	 0,07%	
07243	toll	bridge	fee	 712	 0,04%	
07244	parking	 3	536	 0,19%	
07245	tax	benefit	cars	and	hire	of	personal	

transport	equipment	without	drivers	 18	730	 1,01%	
073	transport	services	 49	580	 2,68%	

0731	passenger	transport	by	railway	 6	123	 0,33%	
0732	passenger	transport	by	road	 7	397	 0,40%	
0733	passenger	transport	by	air	 13	318	 0,72%	
0734	passenger	transport	by	sea	and	inland	waterway	 1	128	 0,06%	
0735	combined	passenger	transport	 19	804	 1,07%	
0736	other	purchased	transport	services,	removal	and	

storage	services	 1	810	 0,10%	
08	communication	 55	510	 3,00%	

081	postal	services	and	communication	 55	510	 3,00%	
0811	postal	services	 2	389	 0,13%	
0812	telephone	and	telefax	equipment	 2	416	 0,13%	
0813	telephone	and	telefax	services	 50	705	 2,74%	

09	recreation	and	culture	 191	589	 10,35%	
091	audio-visual,	photographic	and	information	

processing	equipment	 24	033	 1,30%	
0911	equipment	for	the	reception,	recording	and	

reproduction	of	sound	and	pictures	 6	664	 0,36%	
0912	photographic	and	cinematographic	equipment	

and	optical	instruments	 1	130	 0,06%	
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0913	information	processing	equipment,	PCs	and	
misc	accessories;	calculators,	typewriters	 10	246	 0,55%	

0914	recorded	and	unrecorded	tapes,	cassettes,	
diskettes	and	CD-ROMs,	unexposed	films	 5	739	 0,31%	

0915	repair	of	audio-visual,	photographic	and	
information	processing	equipment	 254	 0,01%	

092	major	durables	for	recreation	and	culture	 10	529	 0,57%	
0921	major	durables	for	outdoor	recreation	 6	243	 0,34%	
0922	musical	instruments	and	major	durables	for	

indoor	recreation	 951	 0,05%	
0923	maintenance	and	repair	of	other	major	durables	

for	recreation	and	culture	 3	335	 0,18%	
093	093	other	recreational	items	and	equipment,	

gardens	and	pets	 43	888	 2,37%	
0931	games,	toys	and	hobbies	 11	855	 0,64%	
0932	equipment	for	sport,	camping	and	open-air	

recreation	 8	285	 0,45%	
0933	plants	and	flowers,	Christmas	trees,	specially	

treated	soils,	pots	and	pot	holders.	 12	333	 0,67%	
0934	pets	and	related	products	 7	262	 0,39%	
0935	veterinary	and	other	services	for	pets	 4	153	 0,22%	

094	recreational	and	cultural	services	 75	998	 4,11%	
0941	recreational	and	sporting	services,	participation	

fee	 28	273	 1,53%	
0942	cultural	services	 29	333	 1,58%	
0943	games	of	chance,	service	charges	 18	392	 0,99%	

095	newspapers,	books	and	stationery	 16	924	 0,91%	
0951	books	including	schoolbooks	excluding	stamp	

collections	 4	896	 0,26%	
0952	newspapers	and	periodicals	 9	147	 0,49%	
0953	miscellaneous	printed	matter	 1	719	 0,09%	
0954	stationery	and	drawing	materials	 1	162	 0,06%	

096	package	holidays	 20	217	 1,09%	
10	education	 4	940	 0,27%	

101	education	 4	940	 0,27%	
11	restaurants	and	hotels	 107	362	 5,80%	

111	catering	services	 94	520	 5,11%	
112	sccommodation	services	 12	842	 0,69%	

12	miscellaneous	goods	and	services	 196	672	 10,62%	
121	personal	care	 43	522	 2,35%	

1211	hairdressing	salons	and	personal	grooming	
establishments	 23	149	 1,25%	

1212	electric	appliances	for	personal	care	 817	 0,04%	
1213	other	appliances,	articles	and	products	for	

personal	care	 19	556	 1,06%	
122	prostitution	 599	 0,03%	
123	personal	effects	n.e.c	 10	408	 0,56%	

1231	jewellery,	clocks	and	watches	incl.	repair	 6	075	 0,33%	
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1232	personal	effects	n.e.c.	E.g.	suitcases,	
perambulators,	etc	 4	333	 0,23%	

124	social	protection	for	children,	elderly	and	disabled	 43	429	 2,35%	
1240	social	protection	for	children,	elderly	and	

disabled	 43	429	 2,35%	
12401	wet-nurses,	crèches,	play	schools	and	other	

child-minding	facilities	 2	803	 0,15%	
12402	care	and	help	for	elderly	 11	339	 0,61%	
12403	personal	assistance	in	social	protection	 28	590	 1,54%	
12404	individual	social	protection	 697	 0,04%	

125	insurance	 25	157	 1,36%	
126	financial	services	n.e.c	 60	902	 3,29%	
127	fees	for	legal	services,	employment	agencies,	etc.	 12	655	 0,68%	

15	domestic	household	consumption	abroad,	unallocated	 93	038	 5,03%	
16	purchases	by	non-resident	households	in	Sweden	 -89	374	 -4,83%	
01-16	household	total	consumption	expenditure	 1	758	938	 95,02%	
HIO	non-market	producers	serving	households	 57	241	 3,09%	
01-16+HIO	total	consumption	 1	816	179	 98,12%	
 
  



 

	 87	

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Put here your thesis number:  for ex.TRITA-FOB-FaV-MASTER-2017:1 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
www.kth.se 

 


