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PREFACE 
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areas and the role of consumers when shopping. 
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professional insights. I would like to thank the supervisors from the Eindhoven University of Technology for 
their contribution to this research; Aloys Borgers, Astrid Kemperman, Zahra Parvaneh and Pauline van den 
Berg. I also want to thank the interviewers who helped me conducting the surveys; Sandra van den Helm and 
Minke Koornstra. Furthermore, I would like to thank the respondents that cooperated in the survey. 
 
At last, I hope you will enjoy reading my report and contact me with any comments or interests in this topic.  
 
 
Rixt de Jong 
 
Eindhoven, November 2014 
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SUMMARY 
Department stores once had the biggest drawing 
power in Dutch downtown shopping areas. It is 
assumed that they affect the distribution of 
shoppers over the shopping area and create extra 
footfall for adjacent stores. De Bijenkorf is one of 
three most important Dutch department stores. 
August 17, 2013, the management announced to 
close down five of the twelve stores of de 
Bijenkorf in the Netherlands. Because of the 
influence of department stores, the question 
raises what the consequences of closing down 
affiliates of de Bijenkorf may be for the 
attractiveness  of the concerning downtown 
shopping areas. Therefore, the main research 
question of this study is defined as: Which effects 
may be expected when closing down an affiliate of 
department store de Bijenkorf in a major 
downtown shopping area and what kind of outlets 
may be feasible replacements? 
 
Theoretical framework 
Anchor stores generate pedestrian traffic by the 
reputation of the store (Konishi and Sandfort, 
2003; Damian et al., 2010). Department stores 
used to be considered anchor stores. The focus of 
consumers seems to be moving from department 
stores towards fashion chains and therefore other 
anchors arose. Large (inter)national fashion chains 
such as H&M, Zara, The Sting and Primark have 
been successful in the Netherlands and may be 
considered as new anchors. This also applies for 
the electronic chain Media Markt. When the size 
of real estate in the downtown shopping area is 
not suitable for department stores or large chains, 
clusters with a variety of shops can also function as 
an anchor. Other anchors may be supermarkets (in 
small downtown shopping areas) and foodcourts. 
Foodcourts can increase the duration and 
spending of consumers in the shopping area.  
 
An optimal location of anchor stores at different 
outskirts of the shopping area is important, 
because the anchor generates pedestrian traffic 
into the intermediate area with specialized 
retailers (Fong, 2005). These retailers benefit from 
the passers-by because the number of visitors to 
their store will increase. The higher the number of 
visits, the higher the number of people spending 
money in the store will be (Yeates et al., 2001; 
Damian et al., 2010).  
 
Today’s anchor stores are important for the 
attractiveness of shopping areas because of their 
strong reputation, which contributes to the overall 
image of the shopping area. The closure of de 

Bijenkorf may affect the attractiveness of the 
downtown shopping area and therewith the 
choice of consumers for a particular shopping 
area.  
 
Methods 
To investigate the closure of de Bijenkorf in more 
detail, a survey was conducted among shoppers in 
the downtown shopping areas of Breda and Den 
Bosch. The survey included questions about the 
closure of de Bijenkorf in that particular city and 
three possible replacements after the closure; 
outlets of Primark, Media Markt or a foodcourt. 
The following effects of closing down affiliates of 
de Bijenkorf and possibly filling the properties by 
one of the replacements were investigated: 

- The frequency of visiting the downtown 
shopping area under investigation and 
another downtown shopping area; 

- The attractiveness of the downtown 
shopping area for hedonic and utilitarian 
shopping; 

- The days of shopping during the week; 
- The group composition when shopping; 
- The frequency of visiting other 

department stores/fashion chains/ 
electronic chains/ restaurant facilities in 
the shopping area under investigation; 

- The frequency of visiting the street where 
de Bijenkorf is/was located; 

- The attractiveness of the shopping supply 
in the downtown shopping area; 

- The route through the shopping area 
when shopping. 

Furthermore, questions about personal 
characteristics such as gender, age and income 
were included. In addition, the familiarity with the 
downtown shopping area under investigation and 
familiarity with affiliates of de Bijenkorf in the 
Netherlands were investigated. The last part of the 
survey consisted of questions about respondents’ 
travel behaviour. Respondents had to indicate 
whether the following locations would change 
after replacing de Bijenkorf: 

- Entry point; 
- Car parking facility; 
- Bicycle parking facility; 
- Public transport stop. 

 
The on street interviews were conducted in the 
downtown shopping areas of Breda and Den 
Bosch. These are medium sized Dutch cities 
located in the province of Noord-Brabant. Both 
downtown shopping areas are characterised by 
historical buildings, but have a different structure. 
Breda has one major shopping street, Karrestraat, 
which forms the heart of the shopping area. The 
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central point in the shopping area of Den Bosch is 
the market square, which can be accessed by four 
major shopping streets. Both affiliates of de 
Bijenkorf are centrally located, in Breda at the 
Karrestraat and in Den Bosch at the Markt.   
 
Results 
In each city, the survey was conducted at four 
major entry points and resulted in 145 
respondents in Breda and 149 in Den Bosch, 294 
respondents in total. Changes in consumer 
behaviour after the closure of de Bijenkorf were 
mainly expected in the group of respondents who 
are (very) familiar with de Bijenkorf affiliates in 
respectively Breda and Den Bosch. However, 
familiarity with de Bijenkorf turned out to be very 
low. In Breda, respondents who are very familiar 
with de Bijenkorf are mainly female and old aged 
and in Den Bosch mostly female and middle aged. 
Furthermore, general familiarity with de Bijenkorf 
was also very low. Consumers did not frequently 
visit any affiliate of de Bijenkorf in the 
Netherlands.  
 
The influence of de Bijenkorf on the days of 
shopping and group composition turned out very 
low. This also applied for the influence on the 
choice of consumers to visit the street where de 
Bijenkorf was located, almost no consumer 
intended to change this. However, the routing of 
some consumers through the downtown area will 
be different.  
 
The attractiveness of the city after the closure is 
decreasing little for both hedonic and utilitarian 
shopping. However, this barely implies a decrease 
in visits of consumers to Breda or Den Bosch. Only 
a small group of consumers, mainly very familiar 
with de Bijenkorf, intends to visit Breda and Den 
Bosch less frequently and another city more 
frequently. Apparently, these consumers are very 
loyal to de Bijenkorf. A small part of the large 
group of consumers that keeps visiting Breda and 
Den Bosch, intends to visit other department 
stores and fashion chains more frequently. 
 
Conclusions  
The low frequency of visits to affiliates of de 
Bijenkorf in the Netherlands, the large group of 
respondents who were not familiar with the 
affiliates in Breda and Den Bosch and the very low 
influence of de Bijenkorf on the days of shopping, 
group composition and visits to the Karrestraat 
(Breda) and Markt (Den Bosch), seem to reflect a 
limited influence of de Bijenkorf on visitors of the 
downtown shopping area. Therefore, this study 
questions the drawing power of de Bijenkorf in 

Breda and Den Bosch and more in general of Dutch 
department stores. 
 
The attractiveness of the cities will decrease little 
after the closure of de Bijenkorf. More important, 
the group of consumers that will change their 
shopping area choice is smaller. The majority of 
consumers is able to find compensation in the 
shopping area itself by visiting stores which offer 
similar commodities as de Bijenkorf. In Breda 
consumers mainly choose other department stores 
and in Den Bosch consumers will visit more 
frequently other department stores and fashion 
chains.  
 
The results in this study also showed that the 
pedestrian traffic flow will almost stay at the same 
level as before the closure of de Bijenkorf and 
therefore the number of visitors to the adjacent 
stores of de Bijenkorf stays equal as well. There 
are two possible explanations or a combination of 
both; the popularity of the affiliates of de Bijenkorf 
in Breda and Den Bosch decreased or their central 
location did not influence the route choice of 
shoppers. It can be concluded that the total sales 
of the adjacent stores are barely affected by the 
closure of de Bijenkorf. 
 
According to these findings, the closure of de 
Bijenkorf does not cause major changes in the 
behaviour of consumers. However, for all levels of 
familiarity with de Bijenkorf, a substantial group of 
consumers believes that the shopping supply 
deteriorates after the closure. Therefore, the 
properties in Breda and Den Bosch should be filled 
with another anchor store. The replacement with a 
foodcourt seems the most feasible option given 
the results of the survey. It showed the fewest 
negative consequences on consumer behaviour 
compared to the replacements with affiliates of 
Primark and Media Markt. The attractiveness of 
the city will not decrease after the opening of a 
foodcourt and therefore the number of visits to 
Breda and Den Bosch remains at least equal. The 
routing of consumers and visits to the street 
where de Bijenkorf is replaced by a foodcourt do 
not show large changes as well. Although the 
opening of a foodcourt is considered as an 
attractive replacement, existing facilities such as 
restaurants may be less frequently visited. 
 
Recommendations 
When extending this study, increasing the number 
of respondents will probably give more satisfying 
results. In the survey, consumers travelling by 
bicycle to the downtown shopping area of Den 
Bosch and elderly were underrepresented. It 
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would thus be valuable to find a way to overcome 
this underrepresentation. In addition, travel 
behaviour should be investigated in more detail. 
Only a small number of questions about travel 
behaviour were included in this study. 
Furthermore, it may be interesting to do research 
into internet shopping after the closure of de 
Bijenkorf to see whether consumers use internet 
to compensate for the decrease in shopping 
supply. Comparing the results of this study with 
new studies in Arnhem and Enschede, cities where 
de Bijenkorf already has been replaced by a 
Primark, will give more insight in consequences of 
the opening of an affiliate of Primark. Investigating 
other replacements will broaden this study and 
give more insight in potential anchor stores. 
 
Furthermore, this study recommends to develop 
foodcourts in the current properties of de 

Bijenkorf in Breda and Den Bosch after the closure 
in 2016. The ground floors of the foodcourts 
should be highly accessible markets. The markets 
respond to the increasing food consciousness of 
consumers. The other floors provide individual 
counters, which serve different types of foods and 
beverages. The counters will complement each 
other and therefore attract a wide group of 
consumers. Consumers can take the unprepared 
meal home or let it prepare at the live cooking 
counter. The foodcourts focus on consumers in the 
downtown shopping area, office workers from the 
surrounding area, single person households and 
active elderly. Architectural upgrades should make 
the foodcourts more visible in the monotonous 
shopping streets of Breda and Den Bosch. The 
closure of de Bijenkorf will give the cities of Breda 
and Den Bosch the opportunity to be innovative 
and distinctive, by opening a foodcourt. 
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1 | INTRODUCTION 
Department stores once were the biggest anchors 
in Dutch shopping streets. All the other stores 
wanted to settle next to one of the three important 
department stores in the Netherlands; V&D, Hema 
and de Bijenkorf. However the success of these 
three department stores and other department 
stores in Europe was precarious. According to 
Dallinga et al. (2009) in the Jones Lang LaSalle 
Retail Market Special, it is hard to make the 
concept of a department store profitable despite 
their locations which can generally be rated as 
good to very good.  
 
V&D and de Bijenkorf were able to distinguish their 
concept until the eighties. These department stores 
had the finest shops, the best purchasing prices 
and almost every product in their shop became a 
success. In particular in the postwar period, they 
were known for luxury products. This image of 
department stores has disappeared. Dallinga et al. 
(2009) state that at the current market the size of 
the properties of this retail concept turned into a 
disadvantage. The retail market has grown up 
meanwhile and is fully professionalized. The 
attraction of a shopping area is no longer 
measured by the presence of department stores. 
Stores should at this time quickly adapt to the 
circumstances on the market. In this way they are 
able to keep responding to constantly changing 
consumer needs. The size of department stores 
hampers such flexibility. Today’s reality is that 
department stores are defeated by small stores 
which are able to adapt to the trends. De Bijenkorf 
can be considered as an exception, this will be 
further explained in section 1.1. 
 
Dallinga et al. (2009) expect that the importance of 
traditional department stores in shopping areas 
decreases further. The focus moves to fashion with 
brands which are optimal responding to the 
individual consumer. Successful brands continue to 
ask for a larger number of square meters, they are 
the new anchor stores and form the basis for new 
retail developments. It is interesting that Corio 
Nederland (2013) concluded in their investigation 
about Dutch retail brands that department stores 
are the shops that consumers will miss the most if 
they would not exist anymore. The wide supply of 
good quality products and design in combination 
with a good price are important reasons for the 
popularity of department stores in the 
Netherlands. 
 

1.1 | DE BIJENKORF 
De Bijenkorf created a way to survive on the 
changing retail market. In contrast to V&D and 
Hema, other important Dutch department stores, 
de Bijenkorf focused on the higher segment and 
adapted their store concept to this. This high 
position on the retail supply side imposes 
requirements on the location. It gives de Bijenkorf 
the restriction that they can only be successful in a 
limited number of cities.  
 

 
To keep up the high level in the affiliates, the 
number of cities with a store of de Bijenkorf will 
decrease in the near future. 17 August 2013, de 
Bijenkorf announced in a press release to close 
down five of the twelve stores in the Netherlands 
(figure 1.1). The stores that are closing are all 
located outside the Randstad area in the 
Netherlands. The shops in the cities of Arnhem and 
Enschede closed their doors at the beginning of 
2014 and the stores in Groningen, Breda and Den 
Bosch follow in 2016. Besides losing jobs (262), 
these cities fear their downtown shopping areas 
become less attractive and less lively. According to 
Nieland (2013) it is possible that consumers visited 
these five affiliates because of the brand name of 
de Bijenkorf, however they bought little. It is 
assumed that they did spend money in the 
surrounding shopping area. Therefore this is 
another reason for inner cities and their 
shopkeepers to be disappointed by the closure of 
de Bijenkorf.  
 
The strategic choices of de Bijenkorf are not made 
or speeded up by the current economic situation, 

Figure 1.1 | Overview of locations of de Bijenkorf in the 
Netherlands (de Bijenkorf, 2013b) 
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according to Giovanni Colauto. The CEO of de 
Bijenkorf emphasized that there are no bad areas 
and that all the affiliates are profitable. The board 
based the decision on a crucial combination of 
factors (such as the real estate, the location and 
the catchment area). The turnover of the five 
closing outlets is 14 per cent of the total turnover 
of de Bijenkorf, including the webshop. The retail 
space is approximately a fifth of the total space of 
the stores.  
 
According to de Bijenkorf (2013a), shops in 
Amstelveen, Amsterdam, Den Haag, Eindhoven, 
Maastricht, Rotterdam and Utrecht are the best 
positioned to be upgraded to ‘premium 
experience’ in the near future. Colauto states that 
“with the focus on premium experience, de 
Bijenkorf fits better to the current needs of our 
customers. They are searching for brand, service 
and shop experience of international stature.” The 
stores in these cities meet all the requirements to 
reach the level of the flagship store in Amsterdam. 
In the next five years, more than 200 million euro 
will be invested in the seven remaining stores by 
adding new brands to the supply, improving the 
service and renovating and expanding the real 
estate. A portion of the investment will be used for 
improving the online sales of products, the 
webshop should be seen as one of the affiliates. 
Colauto only said that the webshop has to reach 
the level of the flagship store in Amsterdam and 
did not further specify this part of the investment. 
According to de Bijenkorf, this investment of more 
than 200 million euro will be the largest in her 
history and will result in 500 jobs in medium term 
(de Bijenkorf, 2013a). 
 
A few days after the announcement of the closure 
of five affiliates of de Bijenkorf, fashion chain 
Primark announced a settlement in the properties 
of de Bijenkorf in Arnhem and Enschede. Primark 
and the owners of the real estate, IEF Capital and 
Syntrus Achmea Real Estate & Finance already 
reached an agreement. The Primark affiliates 
opened in the fall of 2014. The municipality of 
Arnhem reacted positive on the opening of a 
Primark store: “Primark is also an anchor store and 
vacancy on a crucial place in the inner-city 
shopping area will be prevented” 
(Vastgoedjournaal, 2013). The Primark is not a 
newcomer in the international shopping market. 
The chain already exists 25 years in the United 
Kingdom (Nieland, 2013). 
 

1.2 | RESEARCH QUESTIONS 
Large department stores such as de Bijenkorf are 
considered important anchors in shopping areas. 

These anchors attract many shoppers moving 
around in the shopping area. Consequently, these 
outlets affect the distribution of shoppers over the 
shopping area. Stores located close to anchors 
may profit from extra footfall. In addition, 
department stores affect the attractiveness of the 
shopping area relative to other shopping areas 
lacking such department stores. Thus, closing 
down a de Bijenkorf department affiliate in a 
shopping area may affect the attractiveness of the 
shopping area and therefore the attractiveness of 
the entire city. At the level of the shopping area 
itself, pedestrian movement may change, affecting 
the number of visitors in shops and expenditures 
in retail outlets located close to de Bijenkorf 
department store.  
 
The affiliates of de Bijenkorf can be considered 
important anchors in the main shopping area of 
the larger Dutch cities. The question rises what 
may be the consequences of the decision to close 
down five affiliates. This question motivated this 
research. The main research question is defined 
as: 
 
 
 
 
 
 
 
 
To address this question in more detail, the 
following sub research questions were defined:  

1. What is an anchor store and which stores 
can be defined as anchor stores? 

2. What is the role of de Bijenkorf in Breda 
and Den Bosch in terms of attractiveness 
of the city? 

3. What is the role of de Bijenkorf in Breda 
and Den Bosch in terms of pedestrian 
movement and routing of consumers? 

4. What is the effect of closing down 
affiliates of  de Bijenkorf in Breda and Den 
Bosch on other stores in the same 
downtown shopping area? 

5. How is the opinion of consumers with 
respect to the shopping supply in Breda 
or Den Bosch affected by the closure of 
de Bijenkorf? 

6. How can the properties  where de 
Bijenkorf is located in Breda and Den 
Bosch be filled after the closure? 

 

Which effects may be expected when 
closing down an affiliate of department 
store de Bijenkorf in a major downtown 
shopping area and what kind of outlets may 
be feasible replacements? 
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The purpose of this study is to find the 
consequences of closing down an affiliate of de 
Bijenkorf and to get insight in possible 
replacements. 
 

1.3 | RESEARCH STRUCTURE 
To realize the purpose of this study, a stepwise 
approach is necessary. Figure 1.2 shows the steps 
of this study in a visual scheme. This report is 
divided into six chapters. The theoretical 
framework provides general information about 
department stores in the Netherlands and the 
history of de Bijenkorf (chapter 1), furthermore it 
will review literature related to anchor stores, 
pedestrian movement and travel behaviour of 
consumers (chapter 2). On the basis of the 
literature review, a survey will be developed 
(chapter 3). This forms the research design 
together with information about the 
characteristics of the study locations and possible 
replacements for de Bijenkorf. After collecting the 
data, the analysis phase can start. The data will be 
prepared and the descriptive analysis will be made 
(chapter 4). When the general characteristics of 
the respondents are clear, the results of the survey 
can be analysed (chapter 5). In the final chapter 
(chapter 6), the conclusions and recommendations 
for further research and replacement are 
described. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 1.2 | Research structure 
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2 | LITERATURE REVIEW 
As the introductory chapter already described, the 
popularity of department stores in the Netherlands 
fluctuated over the years. This fluctuation gave 
other type of stores the possibility to become 
anchor stores in Dutch downtown shopping areas 
(Dallinga et al., 2009). This chapter will review 
existing literature on anchor stores and consumer 
behaviour. Section 2.1 describes which stores can 
be regarded as anchors on the basis of the 
definition of anchor stores. To get insight in the 
shopping behaviour of consumers, first, shopping 
motives will be described in section 2.2. Section 2.3 
describes the process of consumers when choosing 
a place to shop. Once consumers decided to visit a 
certain shopping area, they have to make choices 
regarding the mode of transportation to the 
shopping area (section 2.4). When consumers 
entered the shopping area, anchor stores can 
influence their route choices. Section 2.5 provides 
literature about the externalities created by anchor 
stores on the level of the shopping area and 
section 2.6 provides externalities that influence 
other shops in the shopping area. To increase the 
duration of consumers in the shopping area, leisure 
activities assumed to be more important. Section 
2.7 describes the retail and leisure mix, mainly for 
restaurant facilities. This chapter ends with a 
conclusion in section 2.8.  
 

2.1 | ANCHOR STORES 
From a historic point of view, department stores 
are so called anchor stores (Dallinga et al., 2009). 
In the Netherlands these are de Bijenkorf, Hema 
and V&D. However the focus of consumers is 
moving to different store concepts and other 
brands. A lot of stores are at this moment 
regarded as anchor store and the interpretation of 
the definition is complicated. There is little 
literature available on the influence of anchor 
stores on consumer behaviour. Konishi and 
Sandfort (2003) provided an explanation for the 
anchor stores phenomenon by reinterpreting the 
influence of brand names of the department 
stores. Later on, Damian et al. (2010) determined 
the impact of anchor stores on the performance 
and results of shopping centres. Both studies 
provided theoretical descriptions of anchor stores. 
 
 
 
 
 
 
 
 

 
Konishi and Sandfort (2003) state: 
 

 
 
Damian et al. (2010) state: 
 

 
 
The definitions show one substantial difference. 
Konishi and Sandfort (2003) describe an anchor 
store as a single store and talk about its size. 
Damian et al. (2010) state that an anchor is a unit 
with a mixed variety of stores with a minimum of 
three. This can be seen as an agglomeration of 
different stores. A department store, such as de 
Bijenkorf, which can be described as several stores 
within an unit is also covered in the second 
definition. The interpretation on store level can 
thus be different. However, the main externality in 
both definitions corresponds; an anchor store 
generates pedestrian traffic by the reputation of 
the store. The research of Ruiter (2004) into new 
anchor stores also distinguished anchor stores on 
the size of the property. Primary anchor stores are 
larger than 800 square metres and are focused on 
the middle market and therefore have a large 
target group, secondary anchor stores are mostly 
smaller than 800 square metres and operate in a 

 […] an anchor store is a store that 
increases, through its name’s reputation, 
the traffic of shoppers at or near its 
location. Consumers, attracted by the 
anchor’s name, are likely to visit the 
location (“the mall”), and thus nearby 
stores’ sales and profits are increased by 
the presence of the anchor.  

 

[…] an anchor store is a unit integrated 
within a shopping centre with a mixed 
variety of stores, whose purpose is to 
significantly increase the mall’s appeal. It 
contains all or most of the following 
features: it is large (usually more than 
600 m2 GLA), multiple (national or 
international chain – a minimum of three 
stores), has a strong brand (high 
awareness and positive response levels), 
contributes significant traffic (specifically 
generates footfall), has widespread 
appeal (meaning it would trade 
successfully as a stand-alone unit) and, as 
an ex post test, usually enjoys a privileged 
position with regard to rent and service 
changes. 
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specific branch and have therefore a specific target 
group. De Bijenkorf does not fit into one of these 
types of anchor stores. The relatively small 
affiliates of de Bijenkorf in Den Bosch and Breda 
both have a sales area of more than 3000 square 
metres (de Bijenkorf, 2014a). In contrast to the 
definition of primary anchor stores of Ruiter, they 
are not focused on the middle market. De 
Bijenkorf has a more specific target group for their 
luxury assortment (Dallinga et al., 2009). 
 
Large (inter)national chains 
In the last decades, beside the traditional 
department stores, other anchors arose in the 
Netherlands. Mainly large (inter)national fashion 
retailers such as H&M, Zara, The Sting and Primark 
successfully entered the Dutch market and 
expanded in scale. The electronic chain, Media 
Markt, arose also as anchor store (Dallinga et al., 
2009). There were high expectations of this group 
the past few years. These retailers are often 
dependent on new real estate developments, 
because Dutch shopping streets do not offer 
sufficient floor space for these large outlets. These 
anchor stores are less interested in new retail 
locations on the outskirts of the shopping area. 
Consequently, the retailers have to deal with 
suboptimal retail property resulting in affiliates 
selling only part of the entire supply. This may 
disappoint the consumer. The retailer is not able 
to show their entire collection and the consumer is 
accustomed to another level in other affiliates of 
the chain. In this way, these affiliates do not 
function as anchor stores. This can have 
consequences for the competitive position of the 
city, because consumers are increasingly opting for 
the shopping area with the most complete range 
of supplies (Dallinga et al., 2009). 
 
Supermarkets 
Even supermarkets can be regarded as anchor 
stores in downtown shopping areas (Draaijer, 
2013). Supermarkets can attract consumers from a 
large region to the shopping area and the 
consumer is able to combine buying groceries with 
shopping in the surrounded area. Therefore shops 
nearby supermarkets can benefit from the 
attraction of consumers by supermarkets. Some 
practical problems occur when developing a 
supermarket in a downtown shopping area, for 
instance expensive parking costs for consumers 
and not suitable buildings for supermarkets 
(Draaijer, 2013). Therefore supermarkets do not 
play a role as anchor store in large downtown 
shopping areas but mainly in small downtown 
shopping areas.  
 

Clusters of shops 
Ruiter (2004) did research into new anchor stores 
because of the decreasing influence of department 
stores in downtown shopping areas. This 
investigation showed that clusters of shops can 
create drawing power and can also function as 
anchor. This new type of anchor arose because it 
became harder for developers and investors to 
contract anchor stores as a result of the increasing 
competition between retail projects in different 
cities. Furthermore, decreasing drawing power of 
department stores forces the retail market to 
search for new anchor stores (Ruiter, 2004). A 
clustering of shops can be seen as one of the next 
anchors after the decreasing influence of 
department stores, however not every cluster of 
shops generates drawing power. Ruiter (2004) 
stresses the importance of variety in supply in 
clusters of shops.  
 

2.2 | SHOPPING MOTIVES 
The definitions of Konishi and Sandfort (2003) and 
Damian et al., (2010) described examples of 
externalities that can be caused by anchor stores, 
such as increasing the pedestrian traffic and 
therefore increasing the total sales in the 
surrounding shops. In the remainder of this 
literature review these externalities are described 
in more detail. First, different shopping motives 
should be described, because the externalities may 
vary for different types of goals during a shopping 
trip. Shopping motivation is therefore seen as key 
element in research on consumer behaviour. 
 
The question “Why do people shop?” has already 
been answered in 1972 by Tauber. Westbrook and 
Black (1985) combined his framework with 
McGuire’s (1974) fundamental human 
motivations. It resulted in three shopping 
motivations: 

- To acquire a product (utilitarian 
motivation) 

- To satisfy goals not related to product 
acquisition (hedonic motivation)  

- A combination of both.  
This utilitarian and hedonic categorization of 
shopping motives is widely accepted. These can 
also be referred to as functional versus 
recreational (Roy, 1994) or task-oriented versus 
recreational (Kaltcheva and Weitz, 2006).  
 
Utilitarian shopping 
The first motivation, utilitarian shopping, reflects 
the acquisition of products, services or information 
in an efficient manner and has a more task-
oriented, cognitive and non-emotional outcome of 
shopping. Consumers derive little or no 
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satisfaction from the shopping trip itself and strive 
to achieve their shopping outcome with minimum 
expense of energy (Babin et al, 1994; Holbrook 
and Hirschman, 1982; Kaltcheva and Weitz, 2006). 
The study of Roy (1994) regarded utilitarian 
shopping as functional shopping. In the study he 
found a negative relation between functional 
motivated consumers and visit frequency to a 
shopping mall.  
 
Hedonic shopping 
Consumers with the second motivation, hedonic 
shopping, receive value from the multisensory, 
fantasy and emotive aspects of the shopping 
experience. They derive intrinsic rewards from the 
shopping trip, which is regarded as an activity. 
Hedonic shoppers demand rich experiences from 
shopping and feel high energy demands in an 
exciting shopping area as pleasant (Babin et al., 
1994; Holbrook and Hirschman, 1982; Kaltcheva 
and Weitz, 2006). 
 
Arnold and Reynolds (2012) did research into the 
hedonic consumption of consumers. They state 
that a hedonic motivation of consumers during 
shopping not automatically reflects a positive 
attitude towards shopping. Hedonic shopping can 
not only be seen as looking for positive stimuli, but 
as an attempt to avoid negative stimuli as well. 
Shopping can be used as a form of escapism to the 
stress of everyday life. 
 

2.3 | SHOPPING AREA CHOICE 
Consumers can thus decide to go shopping with 
one of two motivations or a combination of both: 
to efficiently collect some needed products or to 
receive emotional satisfaction (Babin et al, 1994; 
Holbrook and Hirschman, 1982; Kaltcheva and 
Weitz, 2006). After making the choice of going on 
a shopping trip, consumers have to choose a 
shopping area. Consumers usually can choose 
from a set of competitive shopping areas. Each of 
these areas will (in their mind) be valued and 
positioned relative to “how good” it is for a certain 
shopping need. For instance, ‘low prices’ can be an 
affecting variable when satisfying the shopping 
need ‘purchasing clothing’. Various variables will 
form an overall impression of a shopping area and 
determine which centres consumers will consider 
and, ultimately, in which centres they will shop for 
a particular type of product or service (Finn and 
Louviere, 1996).  
 
Diversity of stores 
It is clear that the diversity of stores in a shopping 
centre is the most important variable affecting the 
shopping area choice of consumers. Arentze et al. 

(2005) found that diversity of stores may 
contribute to the overall pleasantness of the 
shopping environment. This pleasantness can play 
an important role in the choice of shopping centre. 
Diversity of stores is also described as tenant mix. 
According to Dawson (1983), tenant mix 
encompasses two aspects: the number, size and 
types of shops on the one hand and the location of 
shops in the shopping centre relative to each other 
on the other hand. Ibrahim and Chye (2002) found 
a set of attributes related to tenant mix that is 
significant in their research. This set includes, 
among other variables, availability of unique store 
design, wide variety of products, availability of 
sales, promotion, discounts and bargains, wide 
variety of stores, availability of foodcourt or 
restaurant. Department stores, such as de 
Bijenkorf, can be seen as a collection of multiple 
shops and therefore offer this diversity in tenant 
mix under one roof. Department stores can fulfil 
the role as anchor in this way and attract 
consumers to a certain shopping area. Borgers and 
Vosters (2011) add to this that the type of anchor 
store may also affect the choice for a shopping 
centre. Department stores seemed the overall 
preference for respondents in their study, 
followed by flagship fashion stores. Mega 
electronic chains appeared to be less popular, 
mainly amongst women. 
 
Shopping area image 
Tenant mix is not only an important variable for 
the shopping centre choice of consumers, but 
shopping centre managers must also understand 
the importance of tenant mix for shopping centre 
image. An anchor store contributes little to the 
shopping centre’s image when it leases a retail 
space by a long-term lease agreement. In the 
short-term, a shopping centre manager can only 
change a centre’s image through a renewal of the 
lease strategy, promotions, services and 
housekeeping according to Finn and Louviere 
(1996). Ghosh (1990) states that anchor stores 
impart some of their own image to the shopping 
centre’s image. It must be noted that these results 
are from studies from the nineties. Surprisingly 
little research appears to have been conducted on 
the impact of particular anchor stores on shopping 
centre image, patronage or related concepts. 
 
The role of anchor stores on shopping centre 
image highlights the importance of the choice 
between filling vacant anchor store space with 
major or discounter department stores. This 
question emphasizes the importance of this 
research and should be taken into account when 
searching for solutions for the future empty 
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properties of de Bijenkorf and other anchor stores. 
Although the importance of this choice has always 
been recognized for new properties, it clearly also 
applies for finding replacements for anchor stores 
that have gone bankrupt (Finn and Louviere, 
1996). Not major department stores but rather 
discount department stores have the most 
consistent effects on shopping centre image. In the 
study of Finn and Louviere (1996) into the 
contribution of anchor stores to shopping centre 
image, discount department stores had a 
consistently negative impact on centre variables as 
high quality, wide selection, good service, and 
latest fashions. The only compensating effect of 
discount stores was on low prices. 
 
Floor space 
Tenant mix and shopping area image are thus 
overall variables affecting the choice of consumers 
for a shopping area. There are more competitors 
that influence the decision process of consumers. 
Oppewal et al. (1997) repeatedly found the 
variable floor space as most important factor to 
determine consumers’ choice of shopping centre. 
Arentze et al. (2005) found a more specific 
variable; floor space for clothing and shoes, as the 
best indicator of a centre’s position in the Dutch 
system. The variable floor space for clothing and 
shoes is also a typical characteristic of anchor 
stores according to the definition of Damian et al. 
(2010). They stated that department stores are 
able to provide large floor spaces to these types of 
commodities.  
 
Travel time and costs 
Besides floor space, Oppewal et al. (1997) found 
travel time to be an important variable for 
shopping area choice of consumers. Similarly, 
decades ago the retail site selection model (Brown, 
1989; Craig et al., 1984; Huff, 1964) assumed that 
shoppers are influenced by store location and 
associated travel costs. Bell et al. (1998) premise 
likewise that each shopper is more likely to visit 
the store that imposes the lowest total shopping 
costs for each trip. Ibrahim and Chye (2002) found 
a significant factor with a set of variables in their 
research into the frequency of shopping centre 
visits. This factor, ‘effort’, is divided, among other 
variables, into traveling time to shopping centre, 
directness of travel to shopping centre, low-cost 
travelling and smoothness of travel.  
 
Multipurpose shopping 
It has long been observed that multipurpose 
shopping is a prominent feature of shopping 
behaviour. Early studies in Sweden and Ontario 
have already indicated that more than 60% of all 

shopping trips are multipurpose trips (Hanson, 
1980; O’Kelly, 1981). Multipurpose shopping can 
be defined as the purchasing of different goods on 
a single trip (Arentze et al., 2005). Therefore, 
consumers want to visit an agglomeration of 
stores for all trips, even for those that do not 
involve multiple purposes. The possibility of doing 
multipurpose shopping in a certain shopping area 
can also be seen as a variable for the choice of a 
shopping area.  
 
A main contributor to the high rate of 
multipurpose shopping is the wide availability of 
multipurpose shopping facilities. Large retail 
formats, such as department stores, give 
consumers the possibility to buy different products 
in one store. Shopping malls are also contributing 
to the number of multipurpose trips (Arentze et 
al., 2005). Messinger and Narasimhan (1997) 
analysed the relationship between multipurpose 
shopping and retail supply over time and 
concluded that the demand for one-stop shopping 
has been a major driver of the increasing scale of 
operation in retail. One-stop shopping can be 
fulfilled in department stores because of the 
diversity in the supply and the large size of the 
store. However, their analysis is at the aggregate 
level and is difficult to apply to specific local 
conditions.  
 

2.4 | TRAVEL BEHAVIOUR 
Once the consumer has decided to visit a certain 
shopping area by means of valuing and positioning 
the previous described variables, a means of 
transport has to be chosen. This includes the 
choice for a vehicle and the associated parking 
facility. When consumers are travelling by public 
transport, a bus or train stop should be chosen 
(Borgers et al., 2005). Each downtown shopping 
area has several places where consumers can start 
their shopping trip, these are regarded as entry 
points. This is the transition point of motorized 
traffic to pedestrianized shopping streets (Borgers 
et al., 2005). When the shopping area is entered, 
the consumer can start their shopping trip. This 
section describes the choices of consumers 
regarding the choice of parking facilities, entry 
points and routes. 
 
Parking facilities 
Each transport mode has some facilities nearby 
the downtown shopping area. Cars can be parked 
in car parks, for bicycles there are bicycle sheds 
and there are bus stops and railway stations for 
consumers travelling by public transport. 
Consumers who travel by foot, often live very near 
to the shopping area and do not have to choose a 
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transfer facility. Consumers travelling by car seem 
to choose a car park nearby the shopping centre, 
this relatively is more important for elderly people 
(Borgers et al., 2005). When choosing a parking 
facility, it is important for consumers that there is 
a parking place available. For consumers travelling 
by bicycle, the main reason to choose a parking 
facility is a central or nearby location to the 
shopping area. Parking space for bicycles is less 
important, cyclist tend to choose for a safe or 
secured location instead. Location is also the main 
reason for consumers travelling by public transport 
when choosing a bus stop. These reasons can 
differ for consumers who are familiar with the 
shopping area, the characteristics of the facilities 
and the destinations to be visited become more 
important (Borgers et al., 2005).  
 
Beside the influence of familiarity of consumers 
with the shopping area, shopping motive can 
change the expected behaviour as well. For the 
utilitarian shopper, it is required to use a parking 
facility situated nearby the shopping area or even 
nearby the specific shops that are related to the 
shopping goal. Hedonic shoppers visit the 
downtown shopping area for a longer duration and 
are therefore willing to walk a longer distance 
from the parking facility to the shopping area in 
order to get the advantage of a lower parking fee 
(Snijder, 2000). 
 
Entry point choice behaviour 
After choosing a transfer facility, consumers have 
to choose a point where to enter the shopping 
area. The choice of entry point is influenced by the 
two following components: the accessibility from 
the entry point to the shopping area and the 
chosen parking facility. The first component 
depends on the motivation and purposes of the 
consumer to visit the shopping area and the 
second component on the means of transport of 
the consumer. Borgers et al. (2005) expected in 
their study to entry point choice that consumers 
tend to choose the nearest entry point after 
leaving the transfer facility. This expectation is 
proven by 64% of the respondents. Consumers 
who travelled by train did not have the purpose to 
choose the nearest entry point. Travellers by train 
did rather use every entry point. This can be 
explained by the large percentage of hedonic 
shoppers travelling by train. 
 
Route choice behaviour 
Consumers come with a specific means of 
transport from some place, which is not 
necessarily their home, to visit the shopping 
centre. After entering the shopping area on an 

entry point, an entry point becomes just a link in 
the shopping area network. The consumer has to 
choose the next link to proceed the shopping trip. 
This process depends on whether the consumer 
planned to visit some types of destinations or 
specific shops or a combination (Borgers et al., 
2005). Utilitarian shoppers probably made 
decisions in advance to visit certain shops and 
facilities in contrast to hedonic shoppers. Hedonic 
shoppers can be influenced by anchor stores 
because they have a magnetic function. Therefore 
anchor stores can play a decisive role in route for 
hedonic shoppers (Hardin and Wolverton, 2000) . 
According to Ruiter (2004), the circulation of 
consumers through the shopping area is mainly 
created by anchors.  
 

2.5 | EXTERNALITIES ON SHOPPING 
AREA 
The process of choosing links during the shopping 
trip and thereby creating a route depends on the 
goals of the consumers (Borgers et al., 2005) and 
according to Hardin and Wolverton (2000) this can 
be influenced by the presence of anchor stores. It 
is generally assumed that the opening of an 
economic activity, such as an anchor store, can 
make a location more attractive. This store creates 
a new, larger or different flow of pedestrian traffic 
and can make the former unfavourable location 
(smaller pedestrian traffic flow) more favourable 
(larger pedestrian traffic flow). Teklenburg et al. 
(1997) concluded that shop concentrations, such 
as de Bijenkorf, increase pedestrian traffic flows. 
They also found a relation between the location of 
the shops and the pedestrian traffic flow. Ruiter 
(2004) found that anchor stores and the adjacent 
shops are the most frequently visited areas in a 
shopping area and therefore fulfil an important 
role in shopping areas or centres by regulating 
pedestrian traffic. This section will review the 
location of anchor stores and the effects of these 
anchor stores on the pedestrian traffic flow.  
 
Location of anchor stores 
Many studies have suggested some rules or 
analysed the current situation of anchor stores. 
Eaton and Lipsey (1979) stress that department 
stores were usually located centrally at major 
street intersections. They generated considerable 
pedestrian traffic flow (often involved with 
comparative shopping). Ingene and Ghosh (1990) 
and Brueckner (1993) investigated the location of 
anchor stores as well. They made clear that within 
unplanned agglomerations anchor stores are 
located centrally and are surrounded by specialty 
outlets. Planned agglomerations have anchor 
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stores located at their outskirts to generate 
pedestrian traffic flow to the inside of the 
shopping area for specialty stores that lie on the 
route. More recently, Fong (2005) also found that 
anchor stores are most commonly located at the 
peripheries of the layout or furthest away from 
other anchor stores. Abratt et al. (1985) and 
Brown (1992) also advised to locate anchor stores 
at the different ends of a shopping centre and to 
place stores with a smaller catchment area in the 
intermediate area. Both studies also advise to not 
spread the anchors too much. The location of 
anchors in shopping malls should lead consumers 
along the other shops and to create this they 
should lie sufficiently far away from the main 
entries (Abbrat et al., 1985). Case studies in the 
investigation of Ruiter (2004) showed that a too 
small distance between anchor stores is as 
undesirable as a too large distance between 
anchors. The ideal sight distance between anchor 
stores is between 50 and 60 meters.  
 
In addition, Gruen’s (1990) shopping typologies 
based on different number of anchor stores are 
described (figure 2.1). The first design includes one 
anchor store (gray surface) surrounded by other 
stores. The second design is called the straight line 
extension and consists of two anchor stores on 
both ends, connected by other stores. The upside 
down T-shape design, has three anchor stores. The 
last design, the cross cluster form is based on four 
anchor stores. The second to fourth spatial design 
show one main similarity: the shopping process is 
intern oriented because the anchor stores lead 
consumers through the whole intermediate area. 
In the first design, the anchor store attracts 
consumers to the centre of the shopping area, 
however the adjacent shops do not optimally 
benefit from this. 
 

 
Figure 2.1 | The shopping centre typology (Gruen, 1990 
in Kooijman, 1999) 

Pedestrian movement  
In general, there are thus two common locations 
for anchor stores: on the outskirts of the shopping 
area to attract pedestrians through the 
intermediate shopping street or centrally located 
on main intersections to attract people from the 
entry points of the shopping area to the main 
intersection point. Both situations have as main 
goal to attract pedestrians for surrounding shops. 
Many consumers will pass the shops that are 
located on routes between those anchors or on 
routes between the main entry points and the 
anchors. The main entry points are used by a high 
number of consumers and anchor stores have a 
magnetic role to this large group of consumers 
(Brown, 1992). 
 
That an anchor store can increase the pedestrian 
traffic flow is proven by the Irish fashion chain 
Primark in the Netherlands. Dirksen-Janken (2011) 
investigated this possible new anchor store in the 
Netherlands. The first store opened at the end of 
2008 in Rotterdam Alexandrium. Locatus 
compared the pedestrian traffic flow of 2008 and 
2010 and concluded that there was an increase 
between 31% and 106% on different counting 
points around the store. The second Primark in the 
Netherlands is located in Hoofddorp and at some 
counting points Dirksen-Janken (2011) found a 
doubling of the number of pedestrians caused by 
the opening. Primark opened also stores in 
Almere, Zaandam, Zoetermeer, Eindhoven, 
Nijmegen, Venlo, Arnhem, and Enschede. The 
latter two are former properties of de Bijenkorf 
and there are future stores planned in two more 
cities in the Netherlands. However the increased 
numbers of pedestrians should be placed in 
perspective. Counting in Almere by Locatus 
(Retaildetail, 2013) and in Zaandam by CityTraffic 
(Retail Actueel, 2013) showed a strong decrease of 
pedestrians a few months after the opening of the 
affiliates. The general decrease of the number of 
visitors in 2013 with respect to 2012 has to be kept 
in mind (Retail Actueel, 2013).  
 
Schouten and De Jong (2011) also investigated the 
impact of anchor stores in the Netherlands on the 
pedestrian traffic flow. The most important anchor 
stores they investigated were Media Markt and 
Zara. Measurement on the research locations, this 
is the location of the anchor store, generally 
showed positive results. A positive value means 
that the pedestrian traffic flow increased after 
opening the anchor. Therefore Schouten and De 
Jong (2011) concluded that anchor stores have a 
local positive effect on the number of pedestrians. 
In Alkmaar, the vacancy rate even went down after 
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opening an anchor store. It is important to keep in 
mind that anchor stores cannot cause the whole 
increase of pedestrian traffic flow. Schouten and 
De Jong (2011) assumed that the pedestrian traffic 
flow can be stimulated by a change in the urban 
structure, such as a redevelopment of a shopping 
street. 
 
The pedestrian traffic flow in the surroundings of 
the anchor stores are investigated as well by 
Schouten and De Jong (2011). These numbers are 
generally positive and they stress that anchor 
stores can have positive influence on the 
pedestrian traffic flow in shopping areas nearby 
these anchor stores as well. Schouten and De Jong 
(2011) also conclude that in cases that an anchor 
store is located at the end of a shopping street, the 
approach street can under ideal conditions benefit 
from the increased number of pedestrians.   
 

2.6 | EXTERNALITIES ON OTHER 
STORES 
The previous section described the externalities 
caused by anchor stores on the level of the 
shopping area. It showed that anchors, due to 
their location, can cause major pedestrian traffic 
flow in their surroundings. If the pedestrian traffic 
flow, the number of passers-by, increases in a 
particular street, it is likely that the number of 
people entering the shops in this street is higher 
(Brown, 1992). This section describes this 
externality. Furthermore, the negative 
externalities for surrounding stores of anchors are 
discussed.  
 
Total sales 
An increase of the pedestrian traffic flow is 
generally assumed positive for the shopping area, 
because the higher the number of people passing 
by, the higher the number of people entering the 
shops. The higher the number of people entering, 
the higher the number of people spend money in 
these shops (Brown, 1992). Therefore many shops 
are dependent of people passing their shop and 
the numbers of pedestrians are indicative for the 
turnover figures and rent levels (Borgers and 
Timmermans, 2005). 
 
The role of anchor stores on the turnover figures 
of shops in malls is also acknowledged by notable 
research of Yeates et al. (2001). Their investigation 
on the closure of department stores resulted in 
the conclusion that a main anchor store can 
stimulate the sales in adjacent stores by a 
substantial percentage. Therefore it is of financial 
interest for mall owners to search for stores which 

can generate this drawing power for other stores. 
That the presence of anchor stores increases the 
sales potential by attracting customers is shown by 
Damian et al. (2010) as well. In their study into the 
impact of anchor stores on the performance of 
shopping centres they concluded that the number 
of anchor stores decidedly influenced the total 
sales of the shopping malls.  
 
Agglomerations 
Section 2.1 already described that a cumulation of 
retail concepts can also be seen as an anchor in 
shopping areas. These agglomerations can create 
externalities for surrounding shops and for shops 
within the agglomeration. Many studies have 
suggested that agglomerations of the same kind of 
retail stores can benefit from each other. Nelson 
(1958) was the first to illustrate that an 
agglomeration of retail activities is based on 
cumulative attraction and compatibility. In this 
theory, he states that a given number of stores 
dealing in the same merchandise will do more 
business if they are located adjacent or in 
proximity to each other than if they are widely 
scattered. This applies also for department stores, 
these stores can be seen as an agglomeration of 
stores in the same merchandise and are thus also 
able to profit from this advantage. Consumers are 
able to shop different brands which operate in the 
same sector, without leaving the store. This makes 
it possible for consumers to easily compare these 
brands. This applies for department stores, such as 
de Bijenkorf, and for agglomerations of stores. In 
case of an agglomeration, a consumer needs to 
leave the store and visit the adjacent stores. 
According to more recent studies of You et al. 
(2001) and Whyatt (2008), the trend of retail and 
commercial service stores cluster together in 
certain streets must be triggered by some 
incentive or advantage motivating the stores to 
agglomerate. According to Nelson (in Atzema et 
al., 2002), this incentive is created by the habit of 
consumers to compare products with each other. 
As described, agglomerations and department 
stores provide this opportunity. 
 
Negative externalities 
Besides positive externalities for the surrounding 
shops of anchor stores, some negative 
externalities emerge as well. According to Konishi 
and Sandfort (2003), it is not clear why 
department stores generate a positive externality 
for the specialized retailer which sells comparable 
products. Because of ease in department stores, 
the commodities are agglomerated and close to 
each other, consumers would prefer this type of 
store over a specialized retailer. Furthermore 
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Konishi and Sandfort (2003) make clear that a 
consumer is more likely to find something that 
suits his taste at an acceptable price in a 
department store because consumers know more 
about the characteristics and prices of the 
commodities sold in a department store. Both 
reasons, the possibility to compare in a 
department store and the familiarity with a 
department store, can lead to less business for the 
specialized retailer located close to the 
department store. 
 
Furthermore, due to the positive externalities 
created by the anchor stores, shops closely located 
to anchor stores have to pay higher rents 
(Pashigian and Gould, 1998); You et al., 2001). In 
addition to this, anchor stores get discounted rents 
because of the created externalities for the 
surrounding stores. Pashigian and Gould (1998) 
interpret the relatively low rent for anchor stores 
as an attempt of developers to attract these stores 
to shopping areas and to create the positive 
externalities for the surroundings.  
 

2.7 | LEISURE FACILITIES 
Anchor stores play thus mainly a positive role for 
their surroundings by increasing the pedestrian 
traffic flow and therefore the total sales in 
adjacent stores (Damian et al., 2010). The research 
of Dallinga et al. (2009) and Damian et al. (2010) 
showed doubts on the influence of today’s anchors 
on the sales of other shops as well.  
 
Furthermore, the demand side on the retail 
market is changing. Consumers have less interest 
in shopping because of standardization of the 
shopping supply and the increase in internet 
shopping. The different use of leisure time became 
a competitor for recreational shopping as well 
(NRW Taskforce Consumentenbeleving, 2011). 
Increasing the role of leisure and uncultivated 
areas such as shopping experience are necessary 
for a future-proof retail sector (Nbtc-nipo 
research, 2011). It is likely that today’s shopping 
supply does not suit future demands of 
consumers. Therefore the retail market should 
adapt and the future shopping supply should be 
more than merely shops and be aligned to the 
needs of the consumers (NRW Taskforce 
Consumentenbeleving, 2011). This section will first 
describe different leisure categories and delve into 
the anchoring role of one of the leisure facilities, 
namely foodcourts. 
 
Leisure categories 
Shopping is more than satisfying a purchasing 
need, it is about time spending which competes 

with various categories of leisure time spending 
(NRW Taskforce Consumentenbeleving, 2011). 
According to the publication of the NRW Taskforce 
Consumentenbeleving, the highest improvement 
in the retail sector can be made in the field of 
psychological needs of consumers. Consumers 
want to undergo an experience that is memorable 
and want to be stimulated during shopping. 
Clement and Gianotten (in Boekema et al., 1998) 
divided leisure elements into several categories 
(table 2.1). Some of their outdated examples are 
omitted. The overview of Clement and Gianotten 
shows a wide supply of different types of leisure 
facilities. The combination of certain leisure 
facilities in a retail area can create synergy. This 
occurs when consumers are combining several 
activities so that the facilities reinforce each other 
and therefore the attractiveness of the city 
increases (Boekema et al., 1998). 
 
Table 2.1 | Examples of leisure elements divided into 
five categories (Clement and Gianotten; see Boekema et 
al., 1998). 

Category Examples 

Leisure elements 
related to retail 

Markets 

Restaurant facilities Cafés 
Restaurants 
Terraces 
Hotels 
Night clubs  
Discotheques. 

Entertainment Live entertainment 
Special atmosphere  
Human and body 
Sport facilities 
Casino  
Spectacular attractions 

Cultural facilities Cinema 
Special events 
Theatre 
Library 

Physical environment Historical downtown areas 
Modern architecture 
Green 
Water 

 
The NRW Taskforce Consumentenbeleving (2011) 
did look at different leisure sectors as well. Their 
publication described the needs of consumers for 
different leisure categories (appendix 1). 
Similarities with these leisure categories and the 
retail sector are clear; it is attempted to fulfill the 
individual needs of certain customer groups to 
create an experience. This happens increasingly 
more on the basis of mind styles instead of social 
economical characteristics. The developments in 
the leisure sector towards a more service oriented 
approach for individual consumers provide 
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examples for the retail sector (NRW Taskforce 
Consumentenbeleving, 2011). The changing role of 
consumers is also acknowledged in the study of 
Howard (2007). The current consumers are more 
discerning, less loyal, more demanding, more 
interested in expressing their own lifestyle and 
personality through purchases. 
 

Duration in the shopping area  
In the nineties, Howard (1990 and 1993) already 
investigated the advantages of the retail and 
leisure mix on retail business. Amongst others, 
encouraging the visitor to stay longer is one of 
these advantages. The case studies showed that 
the centres were very successful because the mix 
of retail and leisure created a marketable image. 
Direct advantages to the retailers in other ways 
were only found when adding a strong supply of 
restaurant facilities.  
 
Eating and drinking represents more than half of 
all out of home leisure spending (Gratton and 
Howard, 2001). Multiple studies (Howard, 1993; 
Donovan, 1994; Clement, 1998; Yalch and 
Pangenberg, 2000) proved that the combination of 
retail and restaurant facilities will keep the 
consumer longer in the shopping area. 
Furthermore, these studies stated that a longer 
duration increases the spending of consumers in 
the stores in the shopping area. This is a direct 
advantage from the retail and leisure mix on retail 
businesses. Other leisure facilities such as 
entertainment and health and fitness activities 
may be profitable on itself in a shopping area, 
however they often add little directly to the sales 
of retail businesses (Howard, 2007). 
 
In 1991, Beddington already described that a 
shopping centre should contain at least a 
foodcourt, restaurants, coffee bars or cafés 
otherwise it will not attract long stay shoppers. 
When restaurant facilities are not present in a 
shopping centre or mall, consumers tend to not 
(re)visit or leave prematurely (Wakefield and 
Baker, 1998). The success of the combination of 
restaurant facilities and retail is convenient 
according to Gianotten et al. (2008); consumers 
get tired during shopping, they get hungry and 
thirsty, they search for a restaurant or cafe, take 
some food or drinks and then they can continue 
their shopping trip.  
 
Foodcourt as anchor 
Restaurants can thus provide a place to take a 
break between hours of shopping or as a closing of 
a long day of shopping. The publication of 
Beddington (1991) regarded one type of 

restaurant facilities, namely foodcourts, as anchors 
in shopping centres or shopping malls. Because of 
the interest for this study, this section will describe 
the role of foodcourts as anchor.  
 
The concept of foodcourts originates from North 
America. Foodcourts consist of a number of units 
that operate individually and offer a wide choice of 
food, mainly snack food with associated services. 
The restaurants are grouped round a central 
seating area. The foodcourt can be regarded as 
anchor for larger shopping centres because it 
generates positive externalities for the 
surrounding shops, rather than it is a profit making 
facility itself (Beddington, 1991). The study of 
Sirpal and Peng (1995) investigated the impact of 
the opening of a foodcourt in a Singaporean 
shopping centre. The results showed externalities 
for the shopping mall such as an increase in first-
time visits, a higher visit frequency and a longer 
staying time. An important consequence of these 
positive consequences of the opening of the 
foodcourt is that the total revenues for the 
retailers on the same floor as the foodcourt 
increased. This type of externalities gives 
foodcourts a role as anchor. 
 
Beddington (1991) found some fundamental rules 
for the development of a foodcourt. The food units 
should provide a wide choice and variety and 
should not be a series of fast food chains which 
serve from counters. The preparation and cooking 
should be visible for the consumers and it should 
impart an interesting presentation. The role of 
traditional foodcourts with mainly snack food is 
lagging behind in the Netherlands. However some 
modern foodcourts are recently developed and 
based on the rules described by Beddington; 
Markthal, World of Food and Foodhallen (figure 
2.2 to figure 2.4). All of them can be described best 
as indoor food markets despite the different size 
and target groups. All three Dutch food markets 
provide a combination of permanent market stalls 
and a wide supply of restaurants. To attract 
consumers the food markets partly accommodate 
already established facilities, such as a 
supermarket, national restaurant facilities and 
other leisure facilities. Besides visitors from the 
city, all three Dutch food markets try to be 
attractive for office workers or inhabitants of the 
neighbourhood  as well (Markthal, 2014; World of 
Food, 2014; De Hallen Amsterdam, 2014).  
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Figure 2.2 | Impression Markthal Rotterdam (Markthal, 
2014) 

 

 
Figure 2.3 | Impression World of Food Amsterdam 
(World of Food, 2014) 

 

 
Figure 2.4 | Impression Foodhallen Amsterdam (De 
Hallen Amsterdam, 2014) 

 

 
Figure 2.5 | Impression Wilde & Greene, Chicago 
(Krummert, 2011) 

 

An interesting example of a modern foodcourt, 
Wilde & Greene, could also be found in Chicago, 
United States of America (figure 2.5). However 
Wilde & Greene closed in 2013, the concept is 
quite comparable to the Dutch developments and 
interacts to trends as experience and 
consciousness. Wilde & Greene was a restaurant in 
combination with a natural grocery market. The 
restaurant consisted of food and beverage stations 
where chefs prepared food in front of consumers. 
Consumers could choose for dining in the 
restaurant or take-away meals. The idea that 
visitors would have a meal in the restaurant and 
then purchase food and beverages to take home 
produced high per-person sales averages 
(Krummert, 2011) 
 
For a foodcourt, the location is essential. The court 
should be on a prime position to make use of the 
pedestrian traffic flow and should have a 
distinctive entrance (Beddington, 1991). 
Beddington (1991) also stated that the location 
should have a good visibility and perhaps a 
possibility to create an interesting view from the 
inside of the restaurant. Reimers and Clulow 
(2001) also acknowledge the importance of the 
location. They state that the foodcourt is often 
located in a central area where it can function as a 
social focal point and a convenient point to take a 
break during shopping. Howard (2007) also 
associates the location of restaurant facilities to 
retail facilities. The restaurant facility benefits 
from the pedestrian traffic flow created by the 
retailing and from the familiarity of consumers 
with the location derived by frequent shopping. In 
her research to leisure in new shopping centres, 
she cites Vines (2001). He already found that 
restaurants located close to retail generate 
substantial sales on lunch time comparable with or 
greater than their traditional trade. Furthermore 
restaurant facilities must be located in the 
shopping area, otherwise consumers already left 
the downtown area and the duration of staying 
will not increase (Wakefield and Baker, 1998). 
 

2.8 | CONCLUSION 
There is remarkable little research done into the 
role of anchor stores in the downtown shopping 
area. The studies of Konishi and Sandfort (2003) 
and Damian et al. (2009) are exceptions and both 
provide a definition for anchor stores. The main 
similarity between these definitions is that anchor 
stores generate pedestrian traffic by the 
reputation of the store. Different studies into 
consumer behaviour described examples of anchor 
stores, table 2.2 provides an overview. These 
anchors can have influence on different levels. The 
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remainder of this concluding section is based on 
different levels; city, shopping area and store.  
 
Table 2.2 | Anchor stores 

 
City level 
The shopping centre choice of consumers is based 
on a set of variables. Consumers value each of the 
shopping areas for these variables and eventually 
make a choice for a particular shopping need (Finn 
and Louviere, 1996). The most important variable 
is tenant mix (Ibrahim and Chye, 2002; Arentze et 
al., 2005; Borgers and Vosters, 2011). Tenant mix 
can be divided into the aspects: number, size and 
types of shops on the one hand and the location of 
shops in the shopping area relative to each other 
on the other hand. In the near future, the mix of 
tenants should also include leisure. Mainly 
because of the changing demand of consumers 
(NRW Taskforce Consumentenbeleving, 2011) and 
the decreasing influence of anchor stores (Damian 
et al., 2010). 
 
It is clear that today’s anchor stores are important 
for the diversity of stores because of their strong 
reputation. The reputation of anchor stores 
contributes to the variable shopping centre image 
(Ghosh, 1990; Finn and Louviere, 1996). The role 
of anchor stores on shopping centre image is 
important because of the long-term lease 
agreement of anchors. Anchor stores are able to 
provide large floor spaces for commodities such as 
clothing and shoes. Arentze et al. (2005) found this 
as an important variable for shopping centre 
choice. Furthermore, anchor stores often provide 
different types of commodities. This gives 
consumers the possibility to do multipurpose 
shopping, which is found as a relevant variable for 
shopping centre choice as well by Arentze et al. 
(2005).  
 
Shopping area level 
Anchor stores increase the traffic of shoppers at or 
near its location through its reputation according 
to Konishi and Sandfort (2003). This is also 
acknowledged in the studies of Hardin and 
Wolverton (2000) and Ruiter (2004). Anchor stores 
play a decisive role in the circulation of consumers 

in the downtown shopping area because they have 
a magnetic function and influence the route 
choices of consumers. This mainly applies to 
hedonic shoppers, shoppers that are looking for 
satisfying emotional goals during the activity of a 
shopping trip (Babin et al, 1994; Holbrook and 
Hirschman, 1982; Kaltcheva and Weitz, 2006). 
Consumers with an utilitarian shopping motive are 
acquiring products in an efficient manner and 
therefore have in advanced made plans for visiting 
certain shops (Babin et al, 1994; Holbrook and 
Hirschman, 1982; Kaltcheva and Weitz, 2006). 
Anchor stores may be on the list of shops to visit. 
However, anchor stores are in most cases not able 
to attract these type of consumers when the 
particular anchor did not belong to the plan of the 
utilitarian consumer. 
 
The previous described externality, magnetic role 
of anchor stors, can make a location more 
attractive and create pedestrian traffic flow. This is 
proven by Dirksen-Janken (2011) by counting 
pedestrians around new Primark affiliates in the 
Netherlands and by Schouten and De Jong (2011) 
by the fashion chain Zara and electronic chain 
Media Markt. For a downtown shopping area, it is 
therefore important to optimize the location of 
anchor stores. In general there are two common 
locations for anchor stores: the recent study of 
Fong (2005) stated that anchors should be located 
on the outskirts of the shopping area to attract 
pedestrians through that particular shopping 
street and different studies in the nineties stated 
that anchors should be located centrally on main 
intersections (Ingene and Ghosh, 1990; Brueckner, 
1993; Eaton and Lipsey, 1997). In addition, anchor 
stores should not be located on a too small or too 
large distance relative to each other (Ruiter, 2004). 
 
Store level 
Fong (2005) stated in her study to store location 
patterns that anchor stores attract consumers to 
the intermediate area where specialty stores are 
located. Brown (1992) already found that an 
increase of the number of pedestrians passing a 
shop directly causes a higher number of 
consumers entering the shop and therefore 
increases the number of people spending money 
in the shops. Various recent studies acknowledged 
that the role of anchor stores is of direct impact on 
the total sales of an shopping area or mall (Yeates 
et al., 2001; Damian et al., 2010). Nearby stores’ 
sales and profits are thus increased by anchor 
stores (Konishi and Sandfort, 2003). 

   

Anchor stores  

Department store Dallinga et al., 2009 
Large fashion chain Dallinga et al., 2009 
Large electronic chain Dallinga et al., 2009 
Supermarket Draaijer, 2013 
Cluster of shops Ruiter, 2004 
Foodcourt Beddington, 1991 

Sirpal and Peng, 1995 
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3 | RESEARCH DESIGN 
The literature review already provided information 
about the definition of anchor stores and 
externalities such as increasing the pedestrian 
traffic flow and total sales of surrounding shops. To 
provide direction during this study into additional 
knowledge about anchor stores, it is important to 
make a research design in this chapter. Section 3.1 
shows the considerations of the survey, which will 
be conducted amongst consumers to gain more 
insight into the closure of de Bijenkorf. The survey 
creates the necessary data to answer the main 
research question. Each survey covers questions 
about one of the three replacements. These 
replacements are described in section 3.2. The 
survey is conducted in Breda and Den Bosch and 
section 3.3 provides information about these study 
locations.  
 

3.1 | SURVEY  
De Bijenkorf closed on 1 January 2014 its affiliates 
in Arnhem and Enschede and the department 
store will close its doors in the cities of Breda, Den 
Bosch and Groningen in the spring of 2016. This 
research focuses on the consequences of the 
closure in the downtown shopping areas of Breda 
and Den Bosch. These two cities are chosen to 
create a basis for future research on this topic and 
to give advice for the investors of the real estate 
and the municipalities of both cities to 
compensate for the closure of de Bijenkorf, which 
is of interest for stakeholders as the municipality, 
developers, investors, retailers and consumers. To 
get insight in the change of consumer behaviour 
when closing down an affiliate of de Bijenkorf, 
consumers in the whole downtown area of Breda 
and Den Bosch will be approached by interviewers 
that distribute the surveys. This makes it possible 
to investigate differences between these cities as 
well.  
 
The survey consists of three variants, all existing of 
four parts (appendix 2). The first part provides 
personal information of respondents. These are 
questions about characteristics such as age, 
gender, income and group composition. 
Furthermore, this part gives insight in the 
familiarity of respondents with the downtown 
shopping area of respectively Breda or Den Bosch 
and the frequency of visiting affiliates of de 
Bijenkorf in the Netherlands.  
 
The second part of the survey is about the closure 
of de Bijenkorf. It provides questions about the 
familiarity of respondents with de Bijenkorf 
affiliates in Breda or Den Bosch and questions 

about the shopping behaviour of consumers after 
the closure. The following effects of closing de 
Bijenkorf will be investigated: 

- The frequency of visiting the same and 
another downtown shopping area; 

- The attractiveness of the downtown 
shopping area for hedonic and utilitarian 
shopping; 

- The days of shopping; 
- The group composition when shopping; 
- The frequency of visiting other 

department stores/fashion chains in the 
same downtown shopping area; 

- The frequency of visiting the street where 
de Bijenkorf is located; 

- The attractiveness of the shopping supply 
in the downtown shopping area; 

- The route through the shopping area 
when shopping. 

 
The third part covers the replacement situations. 
These are alternatives that can fill in the vacant 
space de Bijenkorf will leave behind. The 
replacements are outlets of Primark, Media Markt 
and a foodcourt. Each of the replacements will be 
discussed in section 3.2. Part three of the survey 
consist of the same questions about consumer 
behaviour as part two. However, the situation is 
different. Respondents can answer the questions 
in part two and three on a five points scale from 
‘totally disagree’ to ‘totally agree’. This gives 
insight in the consequences of closing an affiliate 
of de Bijenkorf. The three replacements will get a 
view on possible alternatives for such an 
important closure.  
 
The last part of the survey covers travel behaviour. 
This includes questions about entry points, parking 
facilities for cars and bicycles and public transport 
stops. As described in the literature (section 2.4), 
the choice for a parking facility or public transport 
stop may be related to the entry point choice of 
consumers. Respondents will be asked where they 
enter the shopping area normally and whether 
they change this after the replacement. 
Furthermore, they will be asked where they park 
their car and bicycle when going on a shopping trip 
and which public transport stop they commonly 
use. To visualize the situation, maps of the 
downtown shopping areas are included. These 
maps show entry points, parking facilities for cars 
and bicycles and public transport stops (figure 3.3, 
figure 3.5 and appendix 4 to appendix 6). 
Respondents can answer ‘not applicable’ when 
they do not use that particular means of transport. 
The combination of the questions in the last part 
will give insight in the change of consumer 
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Figure 3.1 | Location of Breda and Den Bosch in the 
Netherlands (Google  Maps, 2014) 

behaviour regarding these topics. It will also show 
whether there are differences for the three 
replacements. 
 

3.2 | REPLACEMENTS 
To get a broad picture on alternative fillings of the 
property of de Bijenkorf, respondents are asked 
about possible replacements. The replacements 
are different in type of supply, target group and 
price. The replacements are shops which are not 
located in the city or located in a different part of 
the city which is not the downtown shopping area. 
The replacements offer products and services that 
are suitable for men and women, so each 
replacement is a real option for all respondents.  
 
Primark  
One of the three replacements in this study is the 
Primark. This is an upcoming discounter chain from 
Ireland and the economic crisis probably 
stimulated their popularity because of the new 
price awareness of consumers. It is interesting to 
see how consumers respond to such hype. It can 
give an image of the popularity of this store in the 
Netherlands and the associated change in 
consumer behaviour. The literature review already 
described some results on consumer behaviour 
caused by the Primark. The publication showed a 
negative impact of discounters on the total 
shopping area image. An important question for 
the Dutch cities with a (future) Primark is: How can 
the Primark prevent themselves from a 
discounter’s image? And an important question for 
this study is: How do consumers react in terms of 
shopping behaviour on a replacement of an 
affiliate of de Bijenkorf with a Primark? 
 
There can be differences in consumer behaviour 
after replacing de Bijenkorf with a Primark because 
of the different image and segments of both 
stores. De Bijenkorf operates in the high segment 
and Primark can be seen as a discounter. 
Furthermore, this situation became real in Arnhem 
and Enschede. De Bijenkorf closed on the 
beginning of 2014 in these cities and the real 
estate is filled with the Primark.  
 
Media Markt 
Another replacement in the survey will be the 
Media Markt, a large electronic chain of German 
origin which sells home appliances. Media Markt 
has at this moment more than thirty stores in the 
Netherlands and is taking over the Dutch affiliates 
of Saturn, another home appliances store, which 
will lead to more than forty affiliates. There is no 
affiliate of the Media Markt located in Den Bosch, 
however there is a new affiliate scheduled on the 

outskirts of the city. In Breda, the Media Markt is 
situated outside the city centre on a large mall 
with furniture stores. These types of locations are 
common for Media Markt affiliates. This aspect 
and the popularity of the Media Markt make it 
interesting to use this chain as replacement in this 
research. Furthermore it can provide information 
whether Media Markt can be seen as an anchor 
store in downtown shopping areas. The recently 
announced collaboration between Media Markt 
and de Bijenkorf in the affiliates of de Bijenkorf in 
Eindhoven, Rotterdam and Amstelveen makes it 
interesting as well (Retail News, 2014). 
 
Foodcourt 
Besides a different store, de Bijenkorf can also be 
replaced with a different function. Inner cities 
have to become an experience for consumers and 
mixed use can play a role in this. Therefore, 
investigation into a replacement with a different 
function can be interesting. The respondents are 
asked to imagine the situation whereby de 
Bijenkorf is replaced by a foodcourt. Important 
results of this replacement will be the possible 
decrease of visits to other restaurant facilities in 
the downtown shopping area. Furthermore, it is 
interesting to investigate the popularity of 
respondents regarding a foodcourt. Foodcourts 
are popular in other parts of the world. However, 
to date a comparable concept has never been 
realized in the Netherlands. 
 

3.3 | STUDY LOCATIONS 
The survey will be distributed in two cities in the 
Netherlands; Breda and Den Bosch (figure 3.1). 
Both cities are located in the province of Noord-
Brabant and belong to the twenty largest cities in 
the Netherlands measured by the number of 
inhabitants. This did not keep de Bijenkorf from 
closing in both cities. The leasing agreements of 
these affiliates end in the spring of 2016 and then 
they will close their doors. Before the data can be 
gathered with the survey among shoppers, the 
study locations need to be analysed and the 
decisions about survey locations need to be made. 
This section describes general characteristics of 
the cities and characteristics of the downtown 
shopping areas as well.  
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Breda 
Breda is located in the province of Noord-Brabant. 
The population of this city is larger than Den 
Bosch, CBS (2013) noted 178.140 inhabitants in 
Breda. Regarding gender, the percentage of 
females in Breda is larger than in Den Bosch 
(51,1% to 50,8%). The distribution across age 
categories is similar to the national distribution 
(appendix 3). The groups 20-29 years, 30-39 years 
and 80+ are larger compared to national numbers, 
whereby the first group shows the largest 
difference.  
 
The downtown shopping area of Breda provides a 
varied shopping supply in a historical decor. The 
street Karrestraat and its extensions, Eindstraat 
and Ginnekenstraat, form the heart of the 
shopping area. Parallel to the Ginnekenstraat, the 
Grote Markt can be found. The Grote Mark is an 
elongated square with a combination of 
restaurants and shops. Furthermore, there are 
several side streets with local and specialized 
shops. Breda has also a large shopping mall, ‘de 
Barones’. The main entrance is located at 
Ginnekenstraat and there are several national and 
international shops housed in this mall. ‘Het Sas’ is 
also a shopping mall, more exclusive goods are 
sold here (Breda, 2014). Consumers are able to 
shop during the whole week and on Thursday 
nights it is possible to do late night shopping in the 
downtown shopping area of Breda. 

 

De Bijenkorf can be found at the main shopping 
street Karrestraat, number 24-25 (figure 3.2). This 
is at more than one kilometre away of the central 
station. The distance from the central station to de 
Bijenkorf, and the downtown shopping area of 
Breda in general, is relatively large because of the 
Valkenberg Park which lies on the route. The 
nearest bus stop is 180 meters away of de 
Bijenkorf (appendix 4.a). Breda counts five parking 
facilities and two park and ride facilities for cars. 
Parking de Barones lies closest to de Bijenkorf 
(appendix 4.a). For bicycles there are six guarded 
parking facilities in this area. Nieuwstraat is 
located at 70 meters away and is the nearest 
(appendix 5.a). 

 
Nieuwstraat is also an important entry point for 
visitors of Breda. This entry point, number 8, lies 
on the route from a guarded bicycle parking facility 
to the Karrestraat and on the route from car 
parking facility de Barones to the shopping area as 
well (figure 3.3). Consumers which use this parking 
facility can also choose entry point 9. For the 
consumers who take public transport to Breda and 
arrive at the central station, entry point 1, 2, 3 and 
4 are options. Entry point 2 and 3 are the most 
preferable for consumers because these streets 
are filled with shops. In the south of the shopping 
area, entry point 6 is the main entry. Entering 
there can be the result of parking a car in the 
Concordiastraat parking facility. There is also a 

Figure 3.2 | Map of the downtown shopping area of Breda 
(de Bijenkorf , 2014; Hema, 2014; H&M, 2014; The Sting, 
2014; WE Fashion, 2014 and Zara, 2014) 
 

Figure 3.3 | Entry points in Breda  
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facility for bicycles, Achter de Lange Stallen. 
Furthermore, there are two bus stops closely 
located to entry point 6. Entry point 5 and 7 are 
located in the middle of the main shopping street 
and provide several options regarding parking and 
public transport.    
  
Karrestraat is one of the main shopping streets in 
Breda and it locates besides de Bijenkorf also the 
anchor stores H&M and V&D (figure 3.2). Zara lies 
at the extension of Karrestraat, namely Eindstraat. 
Furthermore, Hema, WE Fashion store, The Sting 
and another H&M are located at Ginnekenstraat. 
 
The affiliate of de Bijenkorf in Breda is called a 
fashion affiliate. This means that the mean goods 
sold at de Bijenkorf are clothes. On the ground 
floor, men’s fashion can be found. This floor 
provides also cosmetics and perfumes. On the first 
floor there is mainly women’s fashion and 
jewellery. This floor is the largest of de Bijenkorf 
and gives consumers the opportunity to enter 
shopping centre de Barones or vice versa. The 
children’s fashion is at the second floor, 
consumers can find lingerie and swimwear on this 
floor as well. This affiliate of de Bijenkorf does not 
have a restaurant. An impression of this affiliate is 
shown in appendix 7.a. 
 
When conducting the survey, it is important to 
intercept consumers who start or end their 
shopping trip. This can best be done by choosing 
entry points as survey locations. Furthermore with 
a high number of respondents the survey will be 
more reliable and gives a better representation of 
the reality. Therefore the main entry points are 
chosen as survey locations. These are entry point 
1, 8 and 9 and a combination of entry point 3 and 
4. Table 3.1 provides an overview of the street 
names of the survey locations and a map with 
these points is visible in appendix 8.a.  
 
Table 3.1 | Survey locations Breda 

Survey location Entry point Subscription 

1 1 Grote Markt 
2 3/4 Veemarktstraat 
3 8 Ginnekenstraat 
4 9 Lange Brugstraat 

 
Den Bosch 
Den Bosch is the capital of the province Noord-
Brabant and CBS counted 142.817 inhabitants in 
2013. The male/female distribution is almost equal 
and comparable to the distribution of the 
Netherlands. However the spread over age groups 
contains some differences comparing the national 
spread, the categories 20-29 years, 30-39 years 

and 40-49 years are overrepresented (appendix 3). 
The overrepresentation of these categories is a 
characteristic of Dutch medium and large sized 
cities and therefore also appears in Den Bosch.  
 
The downtown area of Den Bosch is characterised 
by historical buildings. Besides the national and 
international shopping chains, Den Bosch provides 
a unique assortment of fashion, art, culture, 
antique, living and little trinkets. These exclusive 
shops are mostly located in the side streets and 
give Den Bosch an unique shopping image (Den 
Bosch Cultuurstad, 2011). The main shopping 
streets are Hooge Steenweg (North), Marktstraat 
(East), Hinthamerstraat (South) and Schapenmarkt 
(West). These streets form different routes to the 
central point in the shopping area of Den Bosch, 
the market. It is possible to shop seven days of the 
week and consumers can do late night shopping 
on Thursdays.  
 
On Markt 95, de Bijenkorf is located (figure 3.4). 
The central station is 700 meters away and there 
are two bus stops in approximately 250 meters 
(appendix 4.b). The downtown shopping area of 
Den Bosch provides five parking facilities for cars. 
The city has also three park and ride facilities. The 
parking facility Tolbrug is at less than 300 meters 
of de Bijenkorf (appendix 4.b). There are four 
bicycle parking facilities in Den Bosch, 
Burgemeester Loeffplein is closest to de Bijenkorf 
at 140 meters (appendix 5.c). 
 

 
Figure 3.4 | Map of the downtown shopping area of Den 
Bosch (de Bijenkorf , 2014; Hema, 2014; H&M, 2014; 
The Sting, 2014; WE Fashion, 2014 and Zara, 2014) 
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These parking and public transport facilities play a 
role in the entry point choice of consumers. These 
entry points are near car parks, bus stops, bicycle 
sheds, a railway station or other locations (Borgers 
and Timmermans, 2005). Figure 3.5 shows the 
entry points used for this research on a map. The 
location of the entry points is based on the 
facilities in the surroundings of the shopping area 
and the amount of pedestrians passing. Entry 
point 1 has the highest number of different 
facilities in the surroundings, it is on the walking 
route from the central train and bus station to the 
shopping area. A bus stop is close as well. The 
central station also provides parking facilities for 
cars and bicycles. This makes entry point 1 an 
important entry point. Entry point 9 is similar to 
entry point 1. It is more likely that consumers use 
point 1 because the shopping street (Hooge 
Steenweg) starts there. Entry point 9 will be used 
by consumers with a predetermined walking route, 
corresponding to utilitarian shopping. The other 
entry points are located near bus stops and 
parking facilities for cars, except entry point 5 and 
6. These points are also located near a bus stop, 
however the parking facility nearby is only for 
bicycles. According to the structure of the 
downtown shopping area of Den Bosch, the four 
main side streets leading to the market, there are 
four main entry points. These are number 1, 2, 3 
and 7. The result of this structure is that the 
number of pedestrians entering through these 
points is probably higher than on other entry 
points. These other entry points are located in 
smaller streets, often with restaurants and fewer 
stores than the main side streets.  

 
Figure 3.5 | Entry points and facilities Den Bosch 

 
After having entered the downtown area, a 
pedestrian has to proceed his walking route by 
choosing an adjacent link (Borgers and 
Timmermans, 2005). This provides different 

options to walk through the shopping area, which 
means that consumers in Den Bosch have different 
routes to reach de Bijenkorf at the Markt. On this 
walking route there are also different anchor 
stores which can be visited by consumers (figure 
3.4). Close to de Bijenkorf at the Markt, there is a 
WE Fashion store. In addition, there is a Hema 
department store at Pensmarkt. At the other side 
of de Bijenkorf, Hooge Steenweg, the anchors 
Zara, the Sting and another affiliate of WE Fashion 
are situated. At more distance, there are two H&M 
stores, another affiliate of the Sting and the other 
department store, V&D. The central station locates 
also an affiliate of Hema. This is a relatively small 
store.  
 
De Bijenkorf is located at Markt 95 in Den Bosch. 
Den Bosch has a relatively small affiliate regarding 
square meters and shopping supply compared to 
the affiliates of de Bijenkorf which are not going to 
close. This affiliate has three floors (an impression 
of the store can be found in appendix 7.b). The 
ground floor provides jewellery, cosmetics and 
men’s fashion. The women’s fashion can be found 
at the first floor and at the second floor there is 
children’s fashion and the restaurant. 
 
The surveys will be conducted at entry points 
(table 3.2). Appendix 8.b provides a map with the 
locations. The chosen entry points are located at 
different sides of the main shopping streets and 
are important entries, these are 1, 2, 3 and 7.  
 
Table 3.2 | Survey locations Den Bosch 

Survey 
location 

Entry point Subscription 

1 1 Hooge Steenweg 
2 2 Markstraat 
3 3 Hinthamerstraat 
4 7 Schapenmarkt 

 

3.4 | CONCLUSION 
De Bijenkorf closes in the cities of Breda, Den 
Bosch and Groningen in the spring of 2016. This 
study focuses on the consequences of the closure 
of the affiliates in Breda and Den Bosch. Both 
medium sized cities which belong to the twenty 
largest cities in the Netherlands and are located in 
the province of Noord-Brabant in the Netherlands. 
This did not keet de Bijenkorf from closing these 
affiliates.  
 
The downtown shopping area of Breda has a 
varied shopping supply in a historical decor. The 
Karrestraat and its extensions form the main street 
of the shopping area. De Bijenkorf is located in the 
Karrestraat and is part of shopping centre ‘de 
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Barones’. Den Bosch shows similarities with Breda 
regarding historical buildings in the downtown 
shopping area. However the structure is quite 
different. Den Bosch has a market square as 
central point in the shopping area and four main 
streets direct to this market. De Bijenkorf in Den 
Bosch is located on the market square. 
 
The necessary information to answer the main 
research question is derived through a survey in 
both cities. Within these two downtown shopping 
areas, four locations are selected to conduct the 
survey: Grote Markt, Veemarktstraat, 
Ginnekenstraat and Lange Brugstraat in Breda and 
Hooge Steenweg, Marktstraat, Hinthamerstraat 
and Schapenmarkt in Den Bosch. These locations 
are located at main entry points or a combination 
of two entry points.  
 
The survey exists of four parts: personal 
information, closure of de Bijenkorf, replacement 

and travel behaviour. There are three variants of 
the survey, which means that each survey includes 
one of the three replacements; Primark, Media 
Markt or foodcourt. Primark is an upcoming 
discounter in the Netherlands and the economic 
crisis probably increased their popularity. The 
survey can give insight in the reaction of 
consumers in terms of shopping behaviour related 
to a discounter. Media Markt is an electronic chain 
and will have more than forty affiliates in the 
Netherlands after the take-over of Saturn. It is 
interesting to see how consumers react on this 
type of store as a possible replacement in the 
downtown shopping area. The third replacement is 
a foodcourt. The Dutch market is lagging behind in 
the development of foodcourts compared to 
foreign countries. The survey will show results 
which can give new insight to the developments of 
foodcourts in the Netherlands. 
 

 
 

  



  4 | DATA COLLECTION 

 

35 
 “The closure of de Bijenkorf” 

4 | DATA COLLECTION 
The previous chapters gained insight into anchor 
stores and their externalities. Furthermore the 
survey, which will be conducted among consumers, 
has been set up. The survey includes questions 
about the closure of de Bijenkorf and alternative 
anchors as replacement. After collecting the data 
in the downtown shopping areas of Breda and Den 
Bosch, it is processed into an SPSS dataset. It is 
now possible to describe the response; section 4.1 
shows the days and times of surveying and the 
number of respondents. Section 4.2 prepares the 
data for the subsequent analysis; a small number 
of variables must be recoded or transformed. Once 
this is done, the descriptive analysis can take place 
in section 4.3. This chapter ends with a conclusion 
in section 4.4. 
 

4.1 | RESPONSE 
The survey is conducted in Breda and Den Bosch 
on three days with two interviewers, this yielded 
in 294 respondents. The response is described on 
the basis of date, time, location and weather. 
Furthermore the non-response is estimated based 
on the experience of the interviewers. 
 
Data collection 
In Breda, the first day of surveying was Friday 25 
April 2014. The interviewers started at 10:30 am 
and finished at 15:30 pm. This resulted in 75 
respondents. On the second day, Sunday 27 April 
2014, the interviewers started at 12:00 am and 
finished at 14:30 pm. 70 respondents filled in the 
survey. In total, 145 respondents were willing to 
cooperate in Breda. Almost the same result, 149 
respondents, is reached in Den Bosch. Data was 
collected with two interviewers on Thursday 1 
May 2014 from 10:30 am until 15:00 pm.  
 
Data is collected on four different locations in both 
Breda and Den Bosch as described in section 3.3. 
The survey locations on the route from the central 
train station to the downtown shopping area 
resulted in the highest response. Consumers had 
not started their shopping trip yet and were willing 
to give up some time. For Breda these were entry 
point 1 (Grote Markt) and 3 (Veemarktstraat), 
shown in appendix 8.a and figure 3.3. In Den Bosch 
there is one main entry point from the central 
train station to the shopping area, entry point 1 
(Hooge Steenweg), shown in appendix 8.b and 
figure 3.5. On the survey locations within a 
shopping street it was harder to find respondents 
and this resulted in fewer respondents in the same 
time duration. In Breda entry point 6 
(Ginnekenstraat) was within a shopping street and 

in Den Bosch this applied for the survey location 
on entry point 7 (Schapenmarkt). These entry 
points in the middle of a shopping street are 
included because of the number of passers due to 
the large parking facilities located nearby.  
 
The weather conditions during the three survey 
days were relatively good: there was no rainfall 
and predominantly sun. The temperature and sun 
hours on 27 April were quite lower than on other 
survey days, but this did not influence the number 
of respondents. Table 4.1 provides a summary of 
the weather conditions during the data collection. 
  
Table 4.1 | Weather (KNMI, 2014) 

Weather 
characteristics 

25-4 27-4 1-5 

Min. temperature (°C) 10.7 8.6 10.1 
Max. temperature (°C) 23.7 15.3 18.3 
Rainfall (mm) 0 0 0 
Sun (hours) 8.7 1.7 5.7 

 
Estimation non-response 
In total 294 passers filled in the survey, convinced 
by the question whether they were willing to 
cooperate in a graduation research. A number of 
passers did not want to cooperate because of 
several reasons. An estimation of the non-
response is made based on the experiences of the 
interviewers. Approximately 50% of the consumers 
that passed the survey locations in Den Bosch 
cooperated in the survey. This number was lower 
in Breda (about 35%) for several reasons. 1 of May 
(day of surveying in Den Bosch) was during May 
holidays and it is possible that consumers were 
less rushed and had more time, therefore they 
were able to participate. The other two survey 
days were right before and after King’s Day, a 
celebration day in the Netherlands this year 26 
April. It is possible that consumers were more 
focused on specific goals during their shopping trip 
and wanted to spend little time in the shopping 
area. 
 
The age distribution of approached people is 
relatively equal to the age distribution of the 
Netherlands. However, interviewers noticed that 
elderly people (70 years or older) sometimes were 
restrained to cooperate because this group had 
the feeling that they were not able to read or 
understand the questions. This applied in both 
cities. Likewise there was a small group that 
rejected the survey and told the interviewer that 
they did not want to cooperate because they were 
not familiar with de Bijenkorf. The interviewers 
also noticed a particular reason for respondents in 
Breda to reject the survey. Some passers gave as a 
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reason that they were not familiar with the city, 
most of the time these were Belgian families 
visiting Breda for the first time. 
 

4.2 | DATA PREPARATION 
The collected data of both cities is transferred into 
a SPSS dataset and the missing or incorrect values 
were again checked in the corresponding surveys. 
After this process, a small number of variables is 
transformed or combined into new variables to 
make them useful for the further analysis. The 
variables that are transformed are: ‘date of birth’ 
and ‘postal code’, the variables that are combined 
are: ‘Bijenkorf visits’ and ‘Bijenkorf purchases’ and 
‘website orientation’ and ‘website purchases’. 
 
Transformed variables 
In the survey, respondents are asked for their date 
of birth. The variable ‘date of birth’ is transformed 
into ‘age’ by subtracting the date of birth from the 
date of survey. The variable ‘age’ is a new variable 
in the dataset and used in the further analysis. 
Appendix 9 shows the age pyramid which gives an 
overview of the age of the respondents. The new 
variable ‘age’ gives the opportunity to divide this 
into the following common ‘age groups’:  

- ‘Young aged’: respondents younger than 
30 years; 

- ‘Middle aged’: respondents between 30 
and 60 years; 

- ‘Old aged’: respondents older than 61 
years. 

 
The variable ‘postal code’ is also recoded into a 
variable which can be divided into groups. It is 
categorised into ‘municipal area’, ‘greater area’ 
and a category ‘other area’. The municipal area 
includes respondents that live in the city of 
surveying. The greater area can be described as 
the surroundings of the city and the remaining 
respondents are positioned in the ‘other area’. A 
map of the greater areas of Breda and Den Bosch 
is shown in appendix 10. The postal codes 
referring to the three types of residence can be 
found in table 4.2. 
 
Table 4.2 | Residential area by postal code groups 

Residential area Breda Den Bosch 

Municipal area 4800 – 4837 5200 – 5237 
Greater area 4838 – 4899 5238 – 5299 
Other area Other  Other  

 
Combined variables 
For this study it is important to know the 
familiarity of respondents with de Bijenkorf in the 
particular city because there can be differences in 
the results based on the familiarity. Therefore a 

variable that describes the familiarity of the 
respondent with de Bijenkorf is created. This is 
done by combining the next questions from the 
survey: 

- ‘on how many of your shopping trips to 
Breda/Den Bosch do you visit de 
Bijenkorf?’ (‘visits’); 

- ‘on how many of your shopping trips to 
Breda/Den Bosch do you buy something 
at de Bijenkorf?’ (‘purchases’).  

The graphs with results of both question 
separately are shown in appendix 11. Both 
question are answered on a five points scale. To 
create the new variable, ‘Bijenkorf familiarity’, the 
scores of the variable ‘visits’ and ‘purchases’ are 
summed. Respondents with the cumulated scores 
2-4 are within the group ‘non-familiar’. Appendix 
11.c shows that 45% of the respondents in the 
non-familiar group never visit and purchase at de 
Bijenkorf and 34% almost never visit and purchase. 
The group for the cumulated scores 5-7 is called 
‘familiar’ with de Bijenkorf and respondents with 
cumulated scores 8-10 are regarded as ‘very 
familiar’.  
 
The reorganization of de Bijenkorf does not only 
include the closure of the less potential affiliates, it 
also includes investments in the remaining 
affiliates and the webshop. The webshop can be a 
replacement for the consumers in the regions of 
the closed affiliates. To determine if respondents 
are familiar with internet shopping on the website 
of de Bijenkorf, two questions are combined: 

- ‘how often do you visit the webshop of de 
Bijenkorf before shopping to orientate?’ 
(‘website orientation’); 

- ‘how often do you buy something in the 
webshop of de Bijenkorf?’ (‘website 
purchases).  

Appendix 12 shows the results of these questions 
separately. The score of the new variable is 
calculated by the sum of the variables ‘website 
orientation’ and ‘website purchases’, both 
answered on a five points scale. The new variable 
is called ‘internetshopper’ and is categorised into 
‘offline shopper’ for the scores 2-4, ‘online 
shopper’ for the scores 5-7, and ‘fanatic online 
shopper’ for the scores 8-10. 
 

4.3 | DESCRIPTIVE STATISTICS 
After processing and preparing the data, the 
descriptive analysis can be done. It provides insight 
in the background of the respondents. First of all, 
the total sample is described by personal 
characteristics such as age and gender. This is 
followed by origin and number of visits to the 
downtown shopping area of respondents. 
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Furthermore, it is important to have knowledge 
about the income of the respondents. Income can 
be an important variable in this study, because in 
general it is believed that Bijenkorf visitors are in 
the higher income classes. At the end of this 
section, the relationship of respondents with de 
Bijenkorf is described. To show the results in a 
more visual way, appendix 13 presents the graphs 
of all the descriptive variables. 
 
Personal characteristics 
In total 294 shoppers completed the survey, 
respectively 145 in Breda and 149 in Den Bosch. 
About 68% of the respondents is female and 31% 
is male (table 4.3). It is likely that during the survey 
and in general in the downtown shopping area 
there are more women present. Slight differences 
appear when calculating the male/female ratio of 
both cities, however this is not significant on a 5% 
level (appendix 13.b). It must be noted that p=0.06 
and the differences are thus almost significant, 
which would mean that the number of males in 
Breda and the number of females in Den Bosch is 
higher than expected based on chance. 
 

 
 

It is also plausible that there are relatively more 
young people in the shopping area. This may be 
the reason for the overrepresentation of young 
aged respondents, mainly in Den Bosch, 57% (table 
4.3). In addition, medium and large sized cities in 
the Netherlands have a relatively large group of 
young residents also caused by the presence of 
major higher education institutes. Another 
possibility is that younger people are more willing 
to cooperate in a survey. This overrepresentation 
of young aged respondents appeared to be 
significant (appendix 13.d), the young aged 
respondents are more present in Den Bosch than 
expected. In Breda there were more old aged 
respondents than expected. 
 
Origin 
Besides gender and age, it is important to know 
the origin of the respondents to get insight in their 
consumer behavioiur. This is done by analyzing the 
residential area, the number of visits to the 
downtown shopping area and the means of 
transport. 
 
 

 

Table 4.3 | Personal characteristics 

 
 Breda Den Bosch Total 

Gender 

Male 53 37% 39 26% 92 31% 
Female 92 63% 109 74% 201 69% 

Age 

Young aged 58 41% 85 57% 143 49% 
Middle aged 54 38% 55 37% 109 37% 
Old aged 31 22% 8 5% 39 13% 

 
Table 4.4 | Origin 

 Breda Den Bosch Total 

Residential area 
Municipal area 63 43% 18 12% 81 28% 
Greater area 20 14% 15 10% 35 12% 
Other area 62 43% 116 78% 178 61% 
Means of transport 
Car 47 29% 53 30% 100 30% 
Public transport 31 19% 81 46% 112 33% 
Bicycle 42 26% 20 11% 62 18% 
By foot 37 23% 21 12% 58 17% 
Other 3 2% 2 6% 5 1% 

Number of visits to the downtown shopping area 

2 times a week or more 24 17% 12 8% 36 12% 
Weekly 34 24% 18 12% 52 18% 
2 times a month 23 16% 13 9% 36 12% 
Monthly 17 12% 27 18% 44 15% 
One to a few times a year 27 19% 39 26% 66 23% 
Almost never 19 13% 40 27% 59 20% 
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Table 4.4 shows the residential area of 
respondents. 43% of the respondents approached 
in Breda lives in the municipal area of Breda and 
another 14% lives in the greater Breda. These 
number are significantly higher than expected 
(appendix 13.f). These numbers are quite lower for 
the respondents in Den Bosch. Only 12% of the 
respondents lives in the municipal area of Den 
Bosch and 10% lives nearby in the greater Den 
Bosch, which means that 78% lives in the other 
area. This is also significantly higher than expected 
based on chance (appendix 13.f). It is possible due 
to the structure of the downtown shopping area of 
Den Bosch that inhabitants of the city did not pass 
the survey points by foot but by bicycle, therefore 
it was not possible for the interviewers to 
approach them. A substantial number of shoppers 
living in Den Bosch travels by bicycle to the 
shopping area and parks in front of the shop they 
want to visit.  
 
Cyclists that park their bicycle in front of the shops 
and therefore did not pass the survey points by 
foot also caused the relatively low number of 
respondents travelling by bicycle to the city centre 
of Den Bosch (table 4.4), so in fact this number 
should be higher. This lower count than expected 
is also reflected in the chi-square test in appendix 
13.h. It shows a significant relation between 
means of transport and city. The group of 
consumers that travels by foot to the city centre of 
Breda is also higher than the same group in Den 
Bosch and therefore higher than may be expected. 
The respondents in Den Bosch use public transport 
most often, 46%, this can be explained by the 
short walking distance from the central train and 
bus station to the shopping area. In Breda, this 
distance is longer due to Park Valkenberg and it is 
possible that consumers use their car for better 
accessibility. 
 
Furthermore there is a significant difference 
between both cities regarding the number of visits 
to the downtown shopping area (appendix 13.j). 
The three categories from ‘2 times a week or 
more’ to ‘two times a month’ represents more 

than half of the respondents in Breda (57%) and 
are all higher than expected based on chance. For 
Den Bosch these three categories represent less 
than one third (29%), shown in table 4.4. This 
means that the categories ‘monthly’, ‘one to a few 
times a year’ and ‘almost never’ are larger for Den 
Bosch than Breda and significantly higher than 
expected. This can be the result of the residence of 
the respondents. The respondents in Den Bosch 
live in general further away (more respondents in 
the category ‘other area’ for residential area) and 
it is possible that therefore they visit this city less 
frequently for a shopping trip.  
 
Income 
The net household income of the respondents, 
shown in table 4.5, is divided into four categories 
and a category ‘no answer’ due to privacy reasons. 
In both cities a substantial group gave this last 
answer, 30% in Breda and 34% in Den Bosch. In 
Breda, the largest group of respondents (33%) fits 
within the category ‘€2.000 - €4.000’. In Den Bosch 
the largest group, after the no answer group, earns 
€2.000 or less. In both cities there is only a small 
group of respondents that earns more than €6.000 
a month. However, the differences between both 
cities are not significant at the 5% level. The chi-
square test in appendix 13.l shows p=0.08 and 
therefore the differences on income between 
Breda and Den Bosch are almost significant.  
 
De Bijenkorf 
The largest group of respondents is not familiar 
with de Bijenkorf in the particular city (table 4.6). 
This is a combination of the number of visits and 
purchases at de Bijenkorf. This group is larger in 
Breda (74%) than in Den Bosch (65%). The group of 
respondents with a high familiarity to de Bijenkorf 
is larger in Den Bosch (18%) than in Breda (9%). 
The chi-square test in appendix 13.n shows that 
the differences between both cities are significant 
on a 5% level. The results differ significant from 
the expected values. The stores of de Bijenkorf in 
Den Bosch and Breda are relatively small 
compared to other affiliates of de Bijenkorf in the 
Netherlands, this can be the cause of the large 

Table 4.5 | Net household income 

 
 Breda Den Bosch Total 

Net household income (monthly) 

€2.000 or less 32 23% 42 29% 74 26% 
€2.000 - €4.000 46 33% 27 18% 73 25% 
€4.000 - €6.000 17 12% 20 14% 37 13% 
€6.000 or more 4 3% 8 5% 12 4% 
No answer 42 30% 49 34% 91 32% 

 



  4 | DATA COLLECTION 

 

39 
 “The closure of de Bijenkorf” 

group of respondents not being familiar with these 
two particular affiliates. In the sequel of this study, 
the three groups (‘very familiar’, ‘familiar’ and 
‘non-familiar’) will be analysed in more detail. 
 
De Bijenkorf is an exclusive department store in 
the higher segment, which means that it is 
possible that a high number of respondents has a 
relatively low frequency of visiting an affiliate of de 
Bijenkorf in the Netherlands because of their 
income. This low frequency is visible in the results 
of the survey (table 4.6). The first four visit 
categories from ‘2 times a week or more’ until 
‘monthly’ represent in Den Bosch in total only 32% 
and in Breda 38% of the respondents. The category 
‘one to a few times a year’ is in both cities the 
largest group, followed by ‘almost never’. There 
are marginal differences between both cities for 
the number of visits to an affiliate of de Bijenkorf 
in the Netherlands, the chi-square test in appendix 
13.o shows a significant relation between both 
variables. The categories ‘2 times a month’ and 
‘one to a few times a year’ show relatively large 
differences with their expected value. 
 
Due to the current popularity of online shopping, it 
is possible that the frequency of visits and 
purchases on the website of de Bijenkorf is higher 
than the number of actual visits to the physical 
store. Respondents in this study do not fit in this 
picture. Only 10% of the respondents in both cities 
is an online Bijenkorf shopper, in Breda another 
2% can be added as fanatic online Bijenkorf 
shoppers (table 4.6). There are barely differences 
between both cities, also reflected in a not 
significant p-value in the chi-square test shown in 
appendix 13.q. The results for both cities are quite 
close to each other and close to the expected 
counts. 

Combination of characteristics 
In the previous section, the characteristics of 
respondents are described separately. To get a 
further insight in the background of respondents in 
both cities, a few characteristics are combined and 
analysed.  
 
De Bijenkorf familiarity groups consist of non-
familiar, familiar and very familiar respondents. 
When this is combined with age (figure 4.1), the 
very familiar group in Breda has the highest 
percentage (50%) of old aged respondents. Old 
aged respondents are older than 60 years. In the 
other familiarity groups, the old aged respondents 
are in the minority. Within all the familiarity 
groups in Den Bosch, the old aged respondents are 
low represented. To calculate whether this 
difference is significant, a chi-square test is 
performed. The familiarity groups are in this test 
reduced to two (familiar and very familiar are 
summed). Furthermore, the results of Breda are 
used as observed count and the results of Den 
Bosch as expected count. Appendix 14.a shows 
that there is a significant difference on a 5% level 
between Breda and Den Bosch in the relation of 
age and familiarity of respondents because the 
calculated chi-square value is higher than the 
associated critical value on a 5% level. The 
expected count (Den Bosch) for old aged and 
(very) familiar respondents is significantly lower 
than the observed count (Breda) of this group. 
Which confirms the underrepresentation of 
respondents who are very familiar with de 
Bijenkorf and old aged in Den Bosch. This 
significant underrepresentation also applies for  
the old aged respondents in the non-familiar group 
who participated in Den Bosch.  

Table 4.6 | De Bijenkorf 
 Breda Den Bosch Total 

Bijenkorf familiarity 
Non-familiar 105 74% 95 65% 200 70% 
Familiar 24 17% 24 16% 48 16% 
Very familiar 12 9% 27 18% 39 14% 
Number of visits to an affiliate of de Bijenkorf in the Netherlands 
2 times a week or more 5 3% 1 1% 6 2% 
Weekly 7 5% 9 6% 16 5% 
2 times a month 24 17% 11 7% 35 12% 
Monthly 19 13% 27 18% 46 16% 
One to a few times a year 51 35% 68 46% 119 40% 
Almost never 39 27% 33 22% 72 24% 
Internetshopper de Bijenkorf 
Offline shopper 127 88% 134 90% 261 89% 
Online shopper 15 10% 15 10% 30 10% 
Fanatic online shopper 3 2% 0 0% 3 1% 
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When Bijenkorf familiarity is combined with 
gender (appendix 14.b and appendix 14.c) there is 
a significant difference between Breda and Den 
Bosch (appendix 14.d). This proves that the city in 
which respondents participated correlates to the 
relation between gender and familiarity with de 
Bijenkorf, because the chi-square value is higher 
than the critical value. Again, the familiarity groups 
are reduced to two to perform a chi-square test. 
The most notable difference is that the group of 
respondents who are (very) familiar with de 
Bijenkorf in Den Bosch contains a relatively large 
percentage of females. The observed count 
(Breda) is significantly lower than the expected 
count (Den Bosch). 
 
When looking at the income of respondents, it 
may be expected that the income of respondents 
in the very familiar and familiar group would be 
higher than the non-familiar group. However,  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
figure 4.2 shows a relatively equal distribution 
between the familiarity groups. Only the lowest 
income group is not represented in the very 
familiar group of Breda. The chi-square test in 
appendix 14.e also shows that there is no 
significant relation between both variables. The 
income of respondents in the (very) familiar group 
is therefore not significant higher than in the non-
familiar group. When looking at this relationship 
divided by city, there is a significant difference in 
the results (appendix 14.f). Mainly the observed 
counts for the non-familiar respondents differ 
from what is expected.  
 
There are more striking results. Respondents who 
live in the municipal area of both cities show the 
largest group of respondents familiar with de 
Bijenkorf compared to the other types of 
residence. However, it was expected that the 
largest group is very familiar because they live 

Age groups versus Bijenkorf familiarity 
Breda                     Den Bosch 

Net household income versus Bijenkorf familiarity 
              Breda                  Den Bosch 

Bijenkorf familiarity versus residential area 
               Breda                  Den Bosch 

Figure 4.1 | Age groups versus Bijenkorf 

familiarity 

Figure 4.2 | Net household income (monthly) versus Bijenkorf familiarity 

Figure 4.3 | Bijenkorf familiarity versus residential area 
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nearby (figure 4.3). The category ‘other area’, 
respondents who do not live in the municipal or 
greater area of Breda or Den Bosch, shows in both 
cities the largest group of respondents very 
familiar with de Bijenkorf (figure 4.3). This group 
has a longer travel distance to the downtown 
shopping area of the particular city and as 
appendix 14.g shows, they significantly less 
frequently visit the downtown area. The observed 
counts of respondents living in the other area for 
the two highest categories, ‘one to a few times a 
year’ and ‘almost never’, are higher than the 
expected counts. Therefore it is expected that they 
are less familiar with de Bijenkorf. Nevertheless, a 
large group of respondents is thus very familiar 
with de Bijenkorf. Appendix 14.h and appendix 14.i 
also show that there is not a clear link between 
number of visits to the downtown shopping area 
and familiarity with de Bijenkorf. Which means 
that it is not visible in the results of both cities that 
the more frequently respondents visit the 
downtown shopping area, the more familiar they 
are with de Bijenkorf. 
 

4.4 | CONCLUSION 
The data is collected by means of a survey. In both 
Breda and Den Bosch, the survey is conducted on 
four locations in the downtown shopping area. The 
weather was relatively good and constant during 
the survey days. A possible disturbing factor is the 
May holiday while surveying in Den Bosch. This 
factor could have influenced the number and type 
of people that was present in the shopping area. In 
total, 294 persons participated. 145 in Breda and 
149 in Den Bosch. An estimation of the non-
response is made, approximately 50% of the 
passers in Den Bosch and 35% in Den Bosch filled 
in the survey. 
 
There is a overrepresentation of female and young 
aged respondents. The male/female ratio is 1:3 
and there is no significant difference between 
Breda and Den Bosch. This ratio seems to be 
common in downtown shopping areas. The date of 
birth of respondents is transformed into three age 
groups (young, middle and old aged). The first 
category is overrepresented in both Breda and Den 
Bosch compared to the population composition in 
the municipality of respectively Breda an Den 
Bosch.  
 
The postal codes of respondents are classified into 
three residential areas (municipal, greater or other 
area). Breda has the highest percentage of visits of 
respondents who live in the municipal area. For 

Den Bosch, respondents from the other area, thus 
outside the municipal and greater area, visit the 
downtown shopping area most frequently. The 
means of transport used by the respondents in 
Breda is relatively equally distributed across car, 
public transport, bicycle and by foot. For Den 
Bosch there are less respondents using a bicycle or 
travelling by foot to the downtown shopping area. 
The largest group of respondents in Breda visits 
the downtown shopping area weekly. The 
respondents in Den Bosch visit less frequently the 
downtown shopping area, the two largest groups 
are the respondents who visit one to a few times a 
year and almost never. 
 
Almost none of the respondents in both cities 
earns more than €6.000 a month with their 
household but many respondents did not answer 
this question. The largest group of respondents for 
Breda makes between €2.000 and €4.000 a month 
and for Den Bosch (ignoring ‘no answer’) less than 
€2.000. 
 
To calculate the familiarity of respondents with de 
Bijenkorf in Breda or Den Bosch, visits and 
purchases are combined. The familiarity is 
classified into non-familiar, familiar and very 
familiar. In both cities, the highest percentage of 
respondents is not familiar with de Bijenkorf. The 
largest group of respondents very familiar with de 
Bijenkorf is old aged in Breda, for Den Bosch this 
group is middle aged. Within this very familiar 
group, the percentage of females is higher than in 
the total sample (male/female ratio 1:3). For Breda 
the ratio is 1:5 and for Den Bosch 1:4. It is striking 
that the net household income of respondents in 
the very familiar and familiar group is not higher 
than the non-familiar group for both cities, this 
was expected. It was also expected that these very 
familiar respondents live in or closely to Breda or 
Den Bosch. Nevertheless, the results show that the 
very familiar groups in both cities have the highest 
percentage of respondents living in the so called 
‘other area’, this means outside the city and even 
outside the greater area. 
 
That a large group of respondents is not familiar 
with de Bijenkorf is also reflected in the number of 
visits to an affiliate of de Bijenkorf in the 
Netherlands. The largest group of respondents 
visits de Bijenkorf only one to a few times a year. 
In addition to this, only a small percentage of the 
respondents in both cities is an online Bijenkorf 
shopper.

 
 



 

42 
 “The closure of de Bijenkorf” 



  5 | RESULTS 

 

43 
 “The closure of de Bijenkorf” 

5 | RESULTS 
The previous chapter prepared the data by 
transforming and combining a number of 
variables. The subsequent descriptive analysis 
provided insight in the characteristics of the 
respondents. This chapter discusses the results of 
the survey in different parts. The part of the survey 
particular about the closure of de Bijenkorf is 
described in section 5.1, this section uses the 
Bijenkorf familiarity groups to get more insight in 
the differences between these groups. The 
following sections describe the results for the 
replacements: Primark (5.2), Media Markt (5.3) 
and foodcourt (5.4). The results of the last part of 
the survey, the maps about travel behaviour, are 
discussed in section 5.5. This chapter is ended by a 
concluding section (5.6). 
 

5.1 | CLOSURE OF DE BIJENKORF 
When de Bijenkorf is closed, consumer behaviour 
can be negatively influenced with consequences 
for the whole downtown shopping area because 
de Bijenkorf is regarded as an anchor store. As 
described in the literature review, an anchor store 
attracts consumers and generates drawing power. 
The second part of the survey included questions 
about the closure of de Bijenkorf. Results of this 
part are shown in figure 5.1. In this figure the 
results of both cities are combined to get a general 
first impression of the results.  
 
A large percentage of consumers does not intend 
to visit Breda or Den Bosch less frequently after 
the closure of de Bijenkorf, 72% of the 

respondents totally disagreed. In addition, 65%, 
still a large percentage, is not planning to visit 
another city more often. Respondents are also 
certain about shopping on other days of the week 
and in a different group composition, 80% and 
81% of the respondents does not intend these 
changes. Besides the actual behaviour of 
respondents, it is also important to know whether 
consumers think Breda or Den Bosch will be less 
attractive for shopping. 63% of the respondents 
totally disagreed that the city becomes less 
attractive for shopping with a hedonic motivation 
and 61% for utilitarian shopping. 
 
Besides visiting a different city, consumers could 
be willing to visit more frequently other 
department stores and fashion chains in the same 
city to fill in the gap de Bijenkorf left behind. 27% 
of the respondents agreed or totally agreed to visit 
more frequently other department stores and 23% 
is planning to do the same for fashion chains. Thus, 
it can be concluded that consumers rather 
compensate for the loss of de Bijenkorf by visiting 
other stores in the same shopping area than 
visiting other shopping areas. Visiting other stores 
could imply that consumers see the closure of de 
Bijenkorf as a loss for the shopping supply. 17% of 
the respondents totally agreed that the shopping 
supply in the streets where de Bijenkorf was 
located in Breda and Den Bosch will deteriorate. 
Another 13% agreed. A smaller number of 
respondents will actually visit these streets less 
frequently or take a different route through the 
shopping area than before the closure.  
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I will less frequently visit this city to shop

I will visit more frequently another city to shop

This city is less attractive for hedonic shopping

This city is less attractive for utilitarian shopping

I will more frequently shop on other days of the week

I will more frequently shop in a different group composition

I will more frequently visit other department stores in this…

I will more frequently visit other fashion chains in this city

I will take a different route when shopping

The shopping supply deteriorated in the street where de…

I will less frequently visit the street where de Bijenkorf was…

Closure of de Bijenkorf 

Totally disagree Disagree Neutral Agree Totally agree

Figure 5.1 | Overview closure of de Bijenkorf 
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This general overview showed thus that 
respondents probably compensate for the closure 
of de Bijenkorf in the same downtown shopping 
area. To get more specific results, the data is from 
now on divided into cities (Breda and Den Bosch) 
and Bijenkorf familiarity (non-familiar, familiar and 
very familiar). The survey yielded in 145 
respondents in Breda (familiarity groups: 74%, 17% 
and 9%) and 149 respondents in Den Bosch 
(familiarity groups: 65%, 16% and 18%). The 
results can often be confirmed by chi-square tests. 
This test shows whether differences between two 
groups significantly differ from each other. It 
calculates whether the observed counts 
significantly differs from the expected count. In 
some cases it will be neccesary to sum the results 
of the familiar and very familiar group, reduce the 
answer categories to three and merge the data of 
Breda and Den Bosch. Otherwise there would be 
too many cells with an expected count lower than 
five, which makes is impossible to perform the chi-
square test. Sometimes, the chi-square test will be 
performed for three variables of which one is the 
city where the respondent is approached. To make 
this possible, the results of Breda will be used as 
observed count and the results of Den Bosch as 
expected count.  
 
Choice of city 
An important question for the shops in the 
downtown shopping areas of Breda and Bosch is 
whether consumers will visit the downtown area 
as often as before the closure. The general 
overview already showed that the largest group of 
respondents will keep visiting the city where de 
Bijenkorf will close. In this study, the largest group 
of respondents is not familiar with de Bijenkorf 
store in the particular city. This non-familiar group 
answered in general that they will not visit Breda 
or Den Bosch less frequently than before closing 
de Bijenkorf. In Breda none of the respondents 
agreed with this statement (table 5.1). For Den 
Bosch only one respondent answered ‘totally 
agree’ and one respondent ‘agree’. There is thus 
no large difference between both cities for the 
non-familiar group. In both cities, a larger 
percentage of respondents answered neutral and 
less respondents answered ‘totally disagree’ in the 
familiar group. Only a substantial part of 
respondents who are very familiar with de 
Bijenkorf intends to visit Breda or Den Bosch less 
frequently, 17% of the very familiar respondents in 
Breda and 15% in Den Bosch totally agreed. The 
higher the Bijenkorf familiarity, the higher the 
perentage of respondents agreeing with the 
statement ‘I will less frequently visit this city to 
shop’. This is confirmed by the chi-square test in 

appendix 15.a, the expected count in the test is 
lower than the observed count. Therefore, (very) 
familiar respondents will significantly less 
frequently visit Breda or Den Bosch than non-
familiar respondents. 
 
This small change in consumer behaviour by the 
(very) familiar group caused by the closure of de 
Bijenkorf is also reflected in the question if 
respondents will visit more frequently another city 
to shop (table 5.1). Respondents in the groups 
‘very familiar’ and ‘familiar’ significanlty more 
often agreed than respondents in the ‘non-
familiar’ group (appendix 15.b). For the ‘non-
familiar’ respondents, the closure of an affiliate of 
de Bijenkorf does not influence their shopping 
area choice because they do not visit or purchase 
frequently at de Bijenkorf. This is reflected in both 
cities. Furthermore, the chi-square test in 
appendix 15.c shows a significant difference in the 
results of Breda and Den Bosch. This is mainly 
caused by the relatively low observed count of 
(very) familiar respondents that do not intend to 
visit more frequently another city compared to the 
expected count. 
 
Thus only a small group of respondents with a high 
Bijenkorf familiarity intends to change their 
shopping area choice. For respondents in the other 
familiarity groups, the attractiveness of the city 
does not decrease for both hedonic and utilitarian 
shopping. Breda will not be less attractive for 
hedonic shopping for 85% of the respondents who 
are not familiar with de Bijenkorf. This 85% can be 
divided into 74% of the respondents that totally 
disagreed and 11% that disagreed (table 5.1). Only 
6% in this group agreed or totally agreed that 
Breda becomes less attractive for shopping with a 
hedonic motivation. For the respondents that are 
familiar with de Bijenkorf the options are more 
evenly distributed and the largest group of 
respondents totally disagreed, with 33%. This is 
thus different for the group of respondents that is 
very familiar with de Bijenkorf. Only one 
respondent (8%) totally disagreed.  Almost half, 
42%, of the respondents answered neutral on this 
statement and the remaining respondents agreed 
or totally agreed. The chi-square test in appendix 
15.d proves the difference between familiarity 
groups. Respondents who are (very) familiar with 
de Bijenkorf stated significant more often that 
Breda becomes less attractive for hedonic 
shopping. The distribution for the statement ‘this 
city is less attractive for utilitarian shopping’ is 
almost equal compared to the previous statement 
about hedonic shopping (table 5.1). The significant 
relation between familiarity and the attractiveness  
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of Breda also applies for shopping with a utilitarian 
motivation (appendix 15.e). Respondents that are 
not familiar with de Bijenkorf significantly more 
often tend to disagree and resondents who are 
(very) familiar to agree. 
 
The distribution of the attractiveness for shopping 
with a hedonic motivation in Den Bosch is 
comparable to Breda (table 5.1). However in each 
familiarity group in Den Bosch respondents tend to 
disagree more; the category ‘totally disagree’ is 
slightly larger and the category ‘totally agree’ is 
sightly smaller than for Breda. This also applies for 
the attractiveness of Den Bosch for utilitarian 
shopping (table 5.1). Both results therefore 
significantly differ from the results in Breda 
(appendix 15.h and appendix 15.i). In general 
respondents in Den Bosch are more certain that 
the city does not become less attractive for both 
hedonic and utilitarian shopping when de Bijenkorf 
is closed. Both statements in Den Bosch showed 
significant differences with the familiarity groups 
as well. Which can be interpreted as when the 
familiarity with de Bijenkorf increases, the hedonic 
and utilitarian attractiveness of Den Bosch 
decreases after the closure of de Bijenkorf.  
 
Shopping days and group composition 
Too see whether de Bijenkorf influences the days 
when consumers go shopping and with which 
companions, two statements with these topics 
were included in the survey. In Den Bosch, the 
largest group, 83%, of respondents within the non-
familiar group totally disagreed on the statement ‘I 
will visit more frequently shop on other days of the 
week’ (table 5.2). The distribution between 
familiarity groups is nearly comparable, however 

the ‘totally disagree’ category is slightly smaller as 
the Bijenkorf familiarity increases. For Breda, there 
is a larger deviation between the familiarity 
groups. For the groups ‘familiar’ and ‘very familiar’ 
the category ‘neutral’ is larger and ‘totally 
disagree’ is smaller than for the ‘non-familiar’ 
group. A chi-square test to prove whether there is 
a relation between the familiarity of respondents 
and the days of shopping is not possible for both 
cities separately. Because of the low number of 
respondents that (totally) agreed, there are too 
many cells with an expected count lower than five. 
When combining both cities, the chi-square test in 
appendix 15.j shows that for both cities together 
there is significant relation between familiarity and 
the days of shopping. Respondents who are (very) 
familiar are intending to more frequently shop on 
other days of the week. However the highest 
familiarity group has a relatively low number of 
respondents and therefore it can be assumed that 
the influence of de Bijenkorf on the days of 
shopping of consumers is in general relatively 
small.  
 
For the statement ‘I will more frequently shop in a 
different group composition’, the same differences 
between Breda and Den Bosch are visible as in the 
results about shopping on other days. 82% of the 
non-familiar respondents in Den Bosch totally 
disagreed (table 5.2) and this percentage is slightly 
lower for respondents who are familiar and very 
familiar with de Bijenkorf. It is remarkable that 
almost none of the respondents agreed or totally 
agreed in all of the three familiarity groups. This 
also applies for Breda. Almost none of the 
respondents (totally) agreed, however the 
percentages for the category ‘totally disagree’ for 

Table 5.1 | Choice of city 

 Breda Den Bosch 
 TD D N A TA  TD D N A TA 
N % % % % % N % % % % % 

I will less frequently visit this city to shop  
Very familiar 12 33 8 42 0 17 27 37 11 33 4 15 
Familiar 24 54 8 33 4 0 24 71 4 25 0 0 
Non-familiar  103 82 6 13 0 0 95 82 5 11 1 1 
I will more frequently visit another city to shop  
Very familiar 12 25 17 42 0 17 27 41 11 26 0 22 
Familiar 24 38 17 33 4 8 24 54 13 25 8 0 
Non-familiar 103 79 5 12 3 2 95 74 3 16 4 3 
This city is less attractive for hedonic shopping   
Very familiar 12 8 8 42 17 25 27 41 11 15 11 22 
Familiar 24 33 13 17 21 17 24 46 21 17 17 0 
Non-familiar 103 74 11 10 2 4 95 79 4 12 2 3 
This city is less attractive for utilitarian shopping  
Very familiar 12 8 17 33 17 25 27 33 15 15 15 22 
Familiar 24 21 13 25 21 21 23 48 13 22 13 4 
Non-familiar 102 75 10 8 6 2 95 77 6 12 2 3 
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respondents who are familiar or very familiar with 
de Bijenkorf are lower compared to Den Bosch. 
This means that the category ‘neutral’ is larger, for 
the very familiar group even 50%. It is possible that 
these respondents considered neutral as no 
change. Again, the results of both cities together 
show a significant difference for the variables 
(appendix 15.k). This is probably related to the 
previous consideration that more (very) familiar 
respondents in Breda interpreted the answer 
‘neutral’ as no change and the respondents with 
the same opinion answered ‘totally disagree’ in 
Den Bosch. From these results, it can also be 
concluded that de Bijenkorf did barely influence 
the group composition of consumers. 
 
Visiting other shops 
It is possible that consumers increase the number 
of visits to other department stores in the same 
downtown shopping area because the largest 
group of respondents will keep visiting Breda or 
Den Bosch after the closure of de Bijenkorf. The 
department stores Hema and V&D are both 
located in the downtown shopping areas of Breda 
and Den Bosch. The familiarity (visits and 
purchases) with de Bijenkorf can also play a role in 
the possible increase of visits to other department 
stores after the closure; respondents very familiar 
and familiar with de Bijenkorf may look for 
alternatives in contrast to respondents who do not 
visit and buy at de Bijenkorf. This difference is 
visible in the results of Breda (table 5.3). Half of 
the respondents in the ‘very familiar’ group agreed 

(8%) or totally agreed (42%) on visiting more 
frequently other department stores in the same 
downtown shopping area. For the group ‘familiar’, 
these two categories represent also a substantial 
number of 42%. However the differences of these 
groups compared to the non-familiar respondents 
is not significant (appendix 15.l). The observed 
counts do not significantly differ from the 
expected counts. Which can be caused by the fact 
that de V&D and Hema are not suitable 
replacements for de Bijenkorf in the eyes of (very) 
familiar respondents. As described in chapter 1, 
the identities and shopping supply of these three 
department stores are quite different. 
  
The results of Den Bosch significantly differ from 
the results of Breda (appendix 15.m). Respondents 
in Breda significantly more often intend to visit 
other department stores in the city than the 
respondents in Den Bosch. For Den Bosch there is 
less diference between familiarity groups, 
therefore the lower chi-square value and higher p-
value in the chi-square test (appendix 15.n). The 
differences between the familiarity groups for Den 
Bosch are not significant as well. It must be noted 
that the category ‘totally agree’ in Den Bosch is the 
largest for respondents familiar with de Bijenkorf 
and not for the group ‘very familiar’. Probably also 
for the reason that respondents very familiar with 
de Bijenkorf do not see the concept of V&D and 
Hema as a suitable alternative. It is remarkable 
that in Breda 27% and in Den Bosch 20% of the 
respondents who are not familiar with de Bijenkorf 

Table 5.2 | Days and group composition when shopping 

 Breda Den Bosch 
 TD D N A TA  TD D N A TA 
N % % % % % N % % % % % 

I will more frequently shop on other days of the week  
Very familiar 12 33 8 42 8 8 26 77 0 12 4 8 
Familiar 24 67 4 25 0 4 24 79 4 13 4 0 
Non-familiar  103 87 5 6 1 1 95 83 5 12 0 0 
I will more frequently shop in a different group composition  
Very familiar 12 50 0 50 0 0 27 78 7 7 4 4 
Familiar 24 63 4 25 4 4 24 79 0 17 4 0 
Non-familiar 102 89 4 6 1 0 95 82 8 7 2 0 

 
Table 5.3 | Visiting other shops 

 Breda Den Bosch 
 TD D N A TA  TD D N A TA 
N % % % % % N % % % % % 

I will more frequently visit other department stores in this city  
Very familiar 12 25 0 25 8 42 27 44 4 30 11 11 
Familiar 24 29 13 17 21 21 24 25 8 29 8 29 
Non-familiar  103 44 6 24 11 16 95 42 9 28 9 11 
I will more frequently visit other fashion chains in this city  
Very familiar 11 36 0 36 9 18 27 37 15 22 11 15 
Familiar 24 38 4 25 21 13 24 33 0 33 17 17 
Non-familiar 101 51 7 25 3 14 94 43 14 19 14 11 
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also agreed or totally agreed. These respondents 
do not frequently visit or purchase at  de Bijenkorf, 
therefore it was expected that they are not looking 
for any alternative department stores. 
 
Something similar applies to the statement about 
visiting more frequently other fashion chains in the 
same downtown shopping area. A few 
respondents not familiar with de Bijenkorf also 
(totally) agreed, 17% in Breda and 25% in Den 
Bosch (table 5.3). Fashion is the main product sold 
in these so called fashion affiliates of de Bijenkorf 
and therefore fashions chains can also be seen as 
an alternative for de Bijenkorf affiliates. Fashion 
affiliates are the relatively small affiliates of de 
Bijenkorf as in Breda and Den Bosch. It is thus 
remarkable that non-familiar respondents 
answered ‘agree’ or ‘totally agree’ in the survey. It 
is possible that these respondents associate de 
Bijenkorf mainly with fashion and therefore a 
substantial part sees visting more fashion chains as 
a logical consequence of the closure. The largest 
category for all the three familiarity groups in both 
cities is ‘totally disagree’. However a substantial 
part of the respondents agreed or totally agreed 
on this statement. The overview shows a 
significant more outspoken opinion for the 
respondents in Breda, which means more 
respondents answered ‘totally (dis)agree’ or 
‘neutral’ and less respondents answered ‘agree’ or 
‘disagree’. This is visible in appendix 15.o. The 
expected counts, results of the survey in Den 
Bosch, are higher than the observed counts, 
results of the survey in Breda, for the categories 
‘disagree’ and ‘agree’.  
 

Route 
When consumers want to visit different shops as 
described in the previous section, the usual route 
of consumers through the downtown shopping 
area may change as well because route depends 
on shops to visit. In advance it must be noted that 
it is possible that respondents were not able to 
estimate this change in behaviour because they 
are not aware of the fact that the route depends 
on shops to visit. The results are shown in table 
5.4. As expected, almost none of the respondents 
who is not familiar with de Bijenkorf agreed or 
totally agreed on this statement (3% in Breda and 
4% in Den Bosch). In Den Bosch these categories 
are larger as the familiarity increases, 8% of the 
familiar respondents and 37% of the very familiar 
respondents agreed or totally agreed. In Breda 
these two familiarity groups have the same 
percentages, 25%. Notable is the size of the 
category ´totally disagree´ for respondents very 
familiar with de Bijenkorf in Breda (50%), this 
group is larger than the familiar group (38%) and 
also larger than the very familiar group in Den 
Bosch (37%). The results in both cities show that 
when the familiarity increases the intention to 
take a different route when shopping also 
significantly increases (appendix 15.p and 
appendix 15.q). 
 
A possible consequence of the closure of de 
Bijenkorf is that consumers less frequently visit the 
particular street where de Bijenkorf was located 
because de Bijenkorf was the anchor in that street. 
The largest group of respondents (70% in Breda 
and 71% in Den Bosch) totally disagreed on this 
statement (table 5.4), which is positive for the 

Table 5.4 | Route when shopping 

 Breda Den Bosch 
 TD D N A TA  TD D N A TA 
N % % % % % N % % % % % 

I will take a different route when shopping  
Very familiar 12 50 0 25 8 17 27 37 4 22 11 26 
Familiar 24 38 4 33 8 17 24 54 13 25 0 8 
Non-familiar  102 74 4 20 2 1 94 76 6 14 3 1 
I will less frequently visit the street where de Bijenkorf was located 
Very familiar 12 42 0 42 8 8 27 44 7 30 7 11 
Familiar 24 50 4 29 8 8 24 75 4 17 4 0 
Non-familiar 103 80 3 15 1 2 94 77 4 16 2 1 

 
Table 5.5 | Shopping supply 

 Breda Den Bosch 
 TD D N A TA  TD D N A TA 
N % % % % % N % % % % % 

The shopping supply in the street of de Bijenkorf is deteriorated  
Very familiar 12 0 0 25 17 58 27 19 11 22 15 33 
Familiar 24 17 0 21 33 29 24 17 8 33 13 29 
Non-familiar 102 40 9 26 14 11 94 48 15 23 7 6 

 
 



5 | RESULTS 

48 
 “The closure of de Bijenkorf” 

adjacent shops of de Bijenkorf. These numbers are 
in both cities significantly lower for the group of 
respondents who are very familiar with de 
Bijenkorf (42% in Breda and 44% in Den Bosch). 
Again the familiarity is of significant influence on 
consumer behaviour (appendix 15.r and appendix 
15.s). The categories ‘agree’ and ‘totally agree’ are 
slightly larger when the familiarity increases and 
the ´neutral´ category is especially larger. It is 
possible that consumers will keep visiting these 
two main shopping streets because there are more 
anchors located. 
 
Shopping supply 
The previous sections mainly discussed topics 
related (directly or indirectly) to consumer 
behaviour as a consequence of the closure of de 
Bijenkorf. The survey also included a statement 
about the opinion of respondents on the closure. 
This opinion is about the shopping supply in the 
streets owheref de Bijenkorf is located. 
Respondents who are very familiar with de 
Bijenkorf tend to agree or totally agree on this 
statement (table 5.5). In Breda, 75% choose one of 
these answers and none of the respondents 
disagreed or totally disagreed. In Den Bosch, 
almost half of the respondents, 48%, agreed or 
totally agreed on this statement. It is quite logical 
that respondents in both cities who are not 
familiar with de Bijenkorf answered less positive 
on this statement. The difference between 
familiarity groups in both Breda and Den Bosch is 
significant, shown in appendix 15.t and appendix 
15.u. Therefore it is more likely that respondents 
(very) familiar with de Bijenkorf see the closure as 
a deterioration of the shopping supply.  
 

5.2 | REPLACEMENT PRIMARK 
Each survey included on of the three 
replacements. In total 93 respondents participated 
in the survey with the Primark replacement; 47 in 
Breda and 46 in Den Bosch. In both cities, about 
three-quarter of the respondents is familiar with 
the Primark (figure 5.2). Young aged respondents 
are significantly more often familiar with the 
Primark (appendix 16.a and  15.b). When there are 
differences in the results between the familiarity 
groups in this section, it will be noted. For this and 
the next replacements (section 5.3 and section 
5.4), the answer categories are reduced to three. 
Which means that ‘totally disagree’ and ‘disagree’ 
are merged into ‘disagree’ and ‘totally agree’ and 
‘agree’ into ‘agree’, the category ‘neutral’ remains 
the same. Furthermore, the data of both cities is 
merged to get a larger group of respondents with 
the particular replacement.  

 

Choice of city 
About two-thirds of the respondents disagreed 
that the presence of a Primark in the current store 
of de Bijenkorf does influence the number of visits 
to the city in a negative way (figure 5.3). 
Furthermore, the cities do not become less 
attractive after the replacement with a Primark for 
both hedonic (69%) and utilitarian (67%) shopping. 
13% of the respondents agreed for hedonic 
shopping and 15% for utilitarian shopping. These 
percentages are relatively low, however it is 
interesting that there seems to be a group of 
respondents that believes that the Primark makes 
the shopping area less attractive. When 
respondents are divided into Primark familiarity, 
the category ‘neutral’ is smaller and the category 
‘agree’ is larger for respondents that are not 
familiar with the Primark compared to the group 
of respondents that is familiar with the Primark. A 
possible explanation is that consumers who are 
not familiar with shopping at the Primark are 
aware of the cheap clothing concept and see this 
as a deterioration of the shopping area (appendix 
16.c and 15.d). 
 
Shopping days and group composition 
10% of the respondents agreed that they will shop 
on other days during the week when a Primark 
opens and 12% is planning to do this in a different 
group composition. The Primark attracts a high 
number of consumers and consumers may intend 
to go there on a relatively quiet moment. The 
small change of shopping days can be caused by 
this. A slightly larger percentage of respondents is 
even changing their group composition when a 
Primark is located in the downtown shopping area. 
This can be related to the significant relation 
between age and Primark familiarity. Probably 
some respondents tend to invite younger persons 
to go shopping with at the Primark. However, the 
largest group of respondents (70% and 69%) still 
disagreed on both statements.  
 

36 

38 

11 

8 

Breda

Den Bosch

Primark familiarity 

Familiar Non familiar

Figure 5.2 | Primark familiarity 
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Figure 5.3 | Overview replacement Primark 

 
Visiting other stores, route and shopping supply 
When respondents were asked about visiting less 
other fashion chains when de Bijenkorf is replaced 
with a Primark, half of the respondents disagreed. 
In total 25% of the respondents agreed on this 
statement. Which means that the opening of a 
Primark can have negative influence on the 
number of visitors for other fashion chains in the 
same downtown shopping area, which can have 
consequences for their turnover figures. The 
largest group of respondents, 67%, will not 
decrease their number of visits to the Karrestraat 
(Breda) or Markt (Den Bosch). The shopping supply 
does not deteriorate in these streets with the 
presence of a Primark according to 60% of the 
respondents. It must be noted that 39% of the 
respondents not familiar with the Primark agreed 
on this statement (appendix 16.e). Which means 
again that these respondents do not regularly visit 
an affiliate of the Primark, despite their opinion 
that the shopping supply deteriorates by the 
presence of this discounter. The largest group of 
respondents, 60%, believes that they do not take a 
different route through the shopping area when 
de Bijenkorf is replaced by a Primark. 
 

5.3 | REPLACEMENT MEDIA MARKT 
For the version of the survey with replacement 
‘Media Markt’, 108 respondents cooperated. 48 in 
Den Bosch and 60 in Breda. Almost every 
respondent is familiar with the Media Markt, 92% 
in Den Bosch and 97% in Breda (figure 5.4). It is 
therefore useless to divide the statements in the 
remainder of this section into Media Markt 
familiarity. This section describes the results also  

 
 
on the basis of three answer categories (‘disagree’, 
‘neutral’ and ‘agree’). 

 
Figure 5.4 | Media Markt familiarity 

 
Choice of city, group composition and shopping 
days 
When asked about less frequently visiting Breda or 
Den Bosch after replacing the store of de Bijenkorf 
by a Media Markt, only 6% of the respondents 
agreed (figure 5.5). It may be related to the fact 
that a small group of respondents does think that 
Breda or Den Bosch becomes less attractive for 
hedonic or utilitarian shopping (both 8%) when 
there is a Media Markt in the downtown shopping 
area. There is a small difference in results for the 
utilitarian motive between Breda and Den Bosch. 
In Breda 66% of the respondents disagreed and 
24% answered ‘neutral’, for Den Bosch this is 83% 
and 10% (appendix 17.a). The largest group of 
respondents disagreed for the statements about 
shopping on other days and in a different group 
composition, respectively 80% and 77%. 
 
Visiting other stores 
The Media Markt is a large player in the 
electronics industry with a wide supply of goods, 
which can be a competitor for the other electronic  
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chains in the downtown shopping area of Breda 
and Den Bosch. This negative consequence should 
be taken seriously, because 21% of the 
respondents agreed on visiting less frequently 
other electronic chains. It must be noted that 
there already is a Media Markt in Breda on a 
peripheral location of the city and that there are 
similar plans for a Media Markt in Den Bosch. 
Respondents can be influenced by this. 
 
Route and shopping supply 
The statements on consumer behaviour related to 
shopping route do not show negative signs for the 
Karrestraat (Breda) or Markt (Den Bosch) when de 
Bijenkorf is replaced by a Media Markt. 71% of the 
respondents totally disagreed on visiting these 
streets less frequently and only 6% agreed. These 
numbers are comparable to the statement about 
taking a different route through the downtown 
shopping area. Again a substantial group of 
respondents, 19%, states that the shopping supply 
in the particular streets deteriorates when de 
Bijenkorf is replaced with a Media Markt. It can be 
caused by the standardized concept of the Media 
Markt. In general, women are less interested in 
shopping electronics. When combining the 
deterioration of the shopping supply with gender, 
it results in a significant relation. Women therefore 
more often agreed that a Media Markt affiliate 
deteriorates the shopping supply (appendix 17.b 
and 16.c).  
 

5.4 | REPLACEMENT FOODCOURT 
80 respondents received the survey with 
replacement ‘foodcourt’, 35 in Breda and 50 in  

 
 

Den Bosch. In both cities about two-thirds is 
familiar with the concept, respectively 72% in 
Breda and 64% in Den Bosch (figure 5.6). 

 
Figure 5.6 | Foodcourt familiarity 

 
Choice of city 
Only one respondents agreed on the statement of 
less frequently visiting Breda or Den Bosch when 
de Bijenkorf is replaced with a foodcourt (figure 
5.7). This seems a good starting point for the 
development of a foodcourt. Visiting a foodcourt is 
a very easy way to find a place to eat or drink 
during a shopping trip and taking a break during 
shopping is common for shoppers with a hedonic 
shopping motivation. However, there are no 
differences between the statements of shopping 
with a hedonic or utilitarian motive. The largest 
group of respondents disagreed that Breda and 
Den Bosch are less attractive for hedonic (74%) or 
utilitarian (70%) shopping when de Bijenkorf is 
replaced with a foodcourt.  
 
Shopping days and group composition 
Respondents are relatively clear about their 
expected behaviour related to the days of 
shopping and the group composition when 
shopping. Respectively 78% and 70% of the     
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respondents disagreed on the statements. Almost 
a quarter of the respondents answered neutral on 
both statements. None of the respondents agreed 
for shopping on other days and only 6% for the 
group composition.  
 
Visiting other facilities 
When a foodcourt opens in the downtown 
shopping area of a city, the supply of restaurant 
facilities increases considerably. 60% of the 
respondents does not think that the opening of a 
foodcourt will influence their number of visits to 
other restaurants. It is striking that 30% of the 
respondents answered neutral on the statement 
that they will visit less frequently other restaurant 
facilities when de Bijenkorf is replaced by a 
foodcourt. It implies that this group of 
respondents is not able to predict their future 
behaviour. The choice of visiting the foodcourt and 
therefore visiting less frequently other restaurant 
facilities in the downtown shopping area may 
depend on the types of restaurants in the 
foodcourt.  
 
Route and shopping supply 
78% of the respondents disagreed on the 
statement that they will less frequently visit 
Karrestraat (Breda) or Markt (Den Bosch) when a 
foodcourt opens. Only two respondents in Den 
Bosch agreed and none in Breda (appendix 18.a). 
Furthermore, none of the respondents familiar 
with foodcourts agreed, however 8% of the non-
familiar respondents did (appendix 18.2). In line 
with this, there are also very few respondents that  
 

 
 
are planning to take a different route through the 
shopping area, 6% agreed. Again, the statement 
about the deterioration of the shopping supply in 
the street where de Bijenkorf was located and the 
foodcourt opens gives insight in the difference 
between actual consumer behaviour and the 
opinion of respondents about the replacement. 
18% thinks that the shopping supply deteriorates 
when opening a foodcourt. This can be caused by 
the negative image of foodcourts, often because of 
the high number of fastfood chains that are 
present. 
 

5.5 | TRAVEL BEHAVIOUR 
The previous sections showed the results for the 
closure of de Bijenkorf and the possible 
replacements. These results are mainly consumer 
behaviour based. Travel behaviour is also a part of 
consumer behaviour and therefore respondents 
received four maps regarding travel behaviour in 
the survey. They were asked for their current and 
future behaviour after one of the three 
replacements. This question was repeated for the 
entry point choice and each transportation mode 
(car parking facilities, bicycle parking facilities and 
public transport stops). In this section current and 
future behaviour are compared. Table 5.6, 5.7 and 
5.8 show the percentages for these changes. 
Which means that a particular percentage 
represents the share of respondents that intends 
to behave differently after the replacement. For 
the remaining percentages, the replacement is 
apparently not of influence on the travel 
behaviour of these respondents. The group of  
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respondents that answered ‘not applicable’ on the 
current situation is not included, because it was 
expected that they skipped the question for the 
situation after the replacement.  
 
Primark 
It seems that the opening of a Primark causes 
mainly changes in the travel behaviour of 
respondents regarding car and bicycle parking 
behaviour. These percentages are the highest 
when compared to the other replacements (table 
5.6). 17% of the respondents in Breda intends to 
park their car at a different facility, in Den Bosch 
even 24%. The percentage of respondents who 
change their behaviour in bicycle parking in Den 
Bosch is relatively high, a third of the respondents 
arriving by bicycle  (9 respondents) wants to do so. 
In Breda, 12% of the respondents is planning to 
park their bicycle at a different facility when a 
Primark opens. Although respondents mainly 
change their car and bicycle parking behaviour, 
changes in the choice of entry points and public 
transport are also substantial.  
 
Media Markt 
When de Bijenkorf is replaced by a Media Markt, it 
must be taken into account that visitors probably 
choose a car as mean of transport because of the 
size of the purchases at an electronic chain. 
Nevertheless, in Den Bosch only a small 
percentage of respondents intends to change their 
car parking behaviour, 5% (table 5.7). In Breda this 
is higher, 14% of the respondents plans to park 
their car at a different facility when a Media Markt 
opens. The numbers for changes in bicycle parking 
and public transport alighting are quite low. 
However the percentages that represent the 
change in entry point behaviour are the highest for 
the Media Markt replacement compared to the 

other replacements; 20% in Den Bosch and 17% in 
Breda.  
 
Foodcourt 
The percentages for travel behaviour changes are 
in general relatively low for the foodcourt 
replacement compared to the other replacements 
(table 5.8). However the changes in alighting 
public transport in Breda and Den Bosch are higher 
compared to the other replacements, 15% and 
11%. Furthermore, 15% of the respondents in Den 
Bosch intends to park their bicycle at a different 
facility and 13% of the respondents in Den Bosch is 
also taking a different entry point after the 
replacement of de Bijenkorf with a foodcourt.  
 
Distances 
The number of respondents that show a change in 
travel behaviour is relatively low for all the 
replacements. For this small group, the distance of 
the current situation to the affiliate of de Bijenkorf 
and the distance of the future situation to the 
replacement are measured and subtracted. The 
results do not show a clear pattern (appendix 19). 
One clear change is the fact that for each 
replacement the number of changes in entry 
points is the highest compared to the other types 
of travel behaviour (car and bicycle parking 
facilities and public transport stops). 
 
For the Primark replacement, five out of the six 
respondents who intend to change their entry 
point, are changing to a further distance than they 
do now. For changes in car parking and public 
transport stops, more respondents are moving 
further away than closer by as well. Only two 
respondents that change the parking location of 
their bicycle, intend to do this closer to the 
Primark. Looking at the replacement of the Media 

Table 5.6 | Change in travel behaviour – Primark 

 Entry points Car Bicycle Public transp. 
 %  %  %  %  

Breda 11 (n=36) 17 (n=18) 12 (n=17) 10 (n=21) 
Den Bosch 19 (n=27) 24 (n=17) 33 (n=9) 10 (n=31) 

 
Table 5.7 | Change in travel behaviour – Media Markt 

 Entry points Car Bicycle Public transp. 
 %  %  %  %  

Breda 17 (n=47) 14 (n=22) 7 (n=27) 10 (n=20) 
Den Bosch 20 (n=30) 5 (n=21) 0 (n=12) 4 (n=26) 

 
Table 5.8 | Change in travel behaviour – foodcourt 

 Entry points Car Bicycle Public transp. 
 %  %  %  %  

Breda 8 (n=24) 6 (n=16) 0 (n=13) 15 (n=13) 
Den Bosch 13 (n=30) 4 (n=24) 15 (n=13) 11 (n=27) 
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Markt, almost all the respondents that change 
their travel behaviour move closer to the Media 
Markt. Probably because consumers want to be 
able to bring their large sized purchases to their 
car immediately after visiting the Media Markt. 
The replacement of de Bijenkorf with a foodcourt 
does show some respondents that move further 
away and some respondents move closer to the 
foodcourt. 
 

5.6 | CONCLUSION 
This chapter described the results of the survey for 
both cities. The first section gave insight in the 
closure of de Bijenkorf. Later on, the replacements 
by Primark, Media Markt and foodcourt were 
discussed. Furthermore, some results about travel 
behaviour were shown. 
 
Bijenkorf 
A large group of respondents is not planning to 
visit Breda and Den Bosch less frequently. 
Nevertheless, a small group does indicate to visit 
more frequently another city for shopping. It was 
expected that this mainly applied for respondents 
very familiar to de Bijenkorf, the results of the 
survey did confirm this expectation. It is also quite 
clear that almost every respondent keeps visiting 
the downtown shopping area on the same days 
and in the same group composition as they used to 
do. Only a slight percentage of the very familiar 
respondents is considering to change this.  
 
About a quarter of the respondents is going to fill 
in the gap de Bijenkorf will leave behind by visiting 
other department stores in the same downtown 
shopping area. The same percentage applies to 
visiting other fashion chains in the same 
downtown shopping area. This percentage is even 
higher for Breda compared to Den Bosch. When 
taking familiarity with de Bijenkorf into 
consideration, the results are quite remarkable. 
The respondents very familiar with de Bijenkorf 
see other department stores and fashion chains 
not always as a good alternative for de Bijenkorf. 
The group of respondents familiar with de 
Bijenkorf intending to visit other department 
stores in Den Bosch is larger compared to the 
group of respondents who are very familiar with 
de Bijenkorf. This also applies in Breda for the 
fashion chains. Furthermore, a substantial group of 
respondents not familiar with de Bijenkorf intends 
to visit more frequently other department stores 
and fashion chains.  
 
When consumers are considering to shop more 
frequently at other department stores and fashion 
chains, it is likely that they change their usual 

route through the shopping area as well. However, 
not all of them plan to do so. This is also reflected 
by the fact that an even smaller group is planning 
to visit the street of de Bijenkorf less frequently. 
 
When de Bijenkorf closes, the downtown shopping 
area could be less attractive for consumers. In the 
survey this is divided into attractiveness for 
shopping with a hedonic and utilitarian motivation. 
There are barely differences between both results. 
However it is interesting that relatively many 
respondents agreed on this item. It also must be 
noted that the percentages for the categories 
‘agree’ and ‘totally agree’ in Breda are higher than 
for Den Bosch in all the familiarity groups. As 
expected, in both cities, the percentages are the 
highest for the highest familiarity with de 
Bijenkorf. These results are related to the 
deterioration of the shopping supply. A 
comparable number of respondents believes that 
the shopping supply will be deteriorated after the 
closure of de Bijenkorf. Again, these numbers are 
higher for Breda compared to Den Bosch and also 
for those more familiar with de Bijenkorf. 
 
Replacements 
93 respondents participated in the survey with 
Primark as replacement and three out of four 
respondents is familiar with this discounter. Young 
aged respondents are significantly more often 
familiar. Remarkable for the results of the Primark 
replacement is the group of respondents that 
thinks that this shop is a deterioration for the 
shopping supply of both Breda and Den Bosch. This 
is reflected in the attractiveness of the downtown 
area for hedonic and utilitarian shopping and the 
number of visits to the street where the Primark 
will be located. Other fashion chains in the 
downtown area will be reluctant with the opening 
of a Primark because a quarter of the respondents 
indicated that they would visit these other fashion 
chains less frequently. The opening of the Primark 
can also induce a small change in the group 
composition of consumers and the days they will 
visit the shopping area. Looking at the travel 
behaviour of respondents, the largest change will 
take place for parking cars and bicycles. 
Consequently, some respondents will also take 
another point to enter the shopping area which 
can cause different routing through the shopping 
area. 
  
Almost every of the 108 respondents who 
cooperated in the Media Markt survey is familiar 
with this electronic chain. The negative 
consequences for opening an affiliate of the Media  
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Markt in the downtown shopping area should be 
taken into consideration. The main reason for this 
is that 21% of the respondents would less 
frequently visit other electronic chains in the 
shopping area and a slightly smaller group of 
respondents is planning to take another route in 
the downtown shopping area. There also would be 
a comparable change in entry points of visitors. 
Furthermore, mainly in Breda, a substantial group 
of respondents travelling by car considers to park 
at a different facility.  
 

Two-thirds of the respondents, 80 in total, is 
familiar with the concept of a foodcourt. The 
results of this replacement show only small 
negative effects for the downtown shopping area. 
The choice for Breda or Den Bosch as shopping 
area and the routing of consumers in these cities 
remains nearly the same after the opening of a 
foodcourt. However, an important factor for the 
image of the city is the shopping supply. 18% of 
the respondents considers a foodcourt as a 
deterioration of the shopping supply. Little of this 
is thus reflected in the stated behaviour of 
consumers.  
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6 | CONCLUSION AND 

DISCUSSION 
Once, department stores were the biggest anchors 
in Dutch shopping streets. Other stores wanted to 
settle next to one of the three important 
department stores in the Netherlands; V&D, Hema 
and de Bijenkorf (Dallinga et al., 2009). Due to the 
large size of the real estate, the current properties 
of department stores constrain a quick response to 
changes in the retail sector. De Bijenkorf is trying 
to protect itself from a decreasing influence. On 17 
August 2013, they announced in a press release to 
close down five of the twelve stores in the 
Netherlands in order to invest in the remaining 
affiliates (de Bijenkorf, 2013). It is interesting to 
investigate whether consumers are considering to 
change their behaviour in response to this closure. 
Corio (2013) concluded in their investigation to 
Dutch retail brands that department stores are the 
shops that consumers will miss the most if they 
would not exist anymore. Therefore, described in 
section 1.2, the first aim of this study was to find 
the consequences of closing down an affiliate of 
the department store de Bijenkorf in a Dutch 
downtown shopping area.  
 
To get an overview on the role of department 
stores in shopping areas and possible 
consequences of the closure of de Bijenkorf, the 
literature review in chapter 2 provided information 
from studies about anchor stores and their 
externalities. Externalities of anchor stores are 
consequences which affect other stores in the 
shopping area. To get more insight in externalities 
created by anchor stores, shopping motives, 
shopping area choice, travel behaviour and leisure 
activities of consumers are described as well in the 
literature review.  
 
To elaborate on the closure of de Bijenkorf in more 
detail, a survey has been set up. The survey is 
conducted among shoppers in the downtown 
shopping areas of Breda and Den Bosch. These are 
two medium sized Dutch cities in the province of 
Noord-Brabant with a closing affiliate of de 
Bijenkorf (section 3.3). The survey consisted of four 
parts; personal information, shopping behaviour 
after the closure of de Bijenkorf, shopping 
behaviour after a replacement of de Bijenkorf and 
changes in travel behaviour caused by the 
replacement (appendix 2). The replacements were 
included in the survey because the second aim of 
this study was to find feasible alternative outlets 
after the closure of de Bijenkorf (section 1.2). The 
possible replacements were Primark, Media Markt 

and a foodcourt. Each respondent was confronted 
with only one replacement in their survey.  
 
In each city, four entry points were chosen to 
conduct the survey with two interviewers. This 
resulted in 145 respondents in Breda and 149 
respondents in Den Bosch. The results of the survey 
in combination with the findings of the literature 
are discussed in section 6.1. Section 6.2 provides a 
discussion of this study with limitations, 
implications for further research and 
recommendations for the replacement of de 
Bijenkorf.  
 

6.1 | CONCLUSION 
The first chapter of this report described the 
following main research question: “Which effects 
may be expected when closing down an affiliate of 
department store de Bijenkorf in a major 
downtown shopping area and what kind of outlets 
may be feasible replacements?” This section 
describes the answer to the main research 
question by discussing the six sub research 
questions based on the results of the survey 
(chapter 5) and the findings of the literature 
review (chapter 2). 
 

6.1.1 | What is an anchor store and which 
stores can be defined as anchor stores? 
The studies of Konishi and Sandfort (2003) and 
Damian et al. (2010) described the influence of 
anchor stores on consumer behaviour. The similar 
externality they point out in their definitions is 
that anchor stores generate pedestrian traffic by 
the reputation of the store (section 2.1). From a 
historical perspective, department stores had this 
drawing power and can therefore be seen as 
anchor stores. In the Netherlands these are de 
Bijenkorf, V&D and Hema (Dallinga et al., 2009). 
The relatively small affiliates of de Bijenkorf in 
Breda and Den Bosch have a sales area of more 
than 3000 square metres (de Bijenkorf, 2014a) and 
should therefore be regarded as primary anchors 
according to Ruiter (2004). However, in his 
definition these primary anchors are focused on 
the middle segment of the market which does not 
apply to de Bijenkorf . De Bijenkorf has, with their 
luxury assortment, a more specific target group 
(Dallinga et al., 2009). 
 
The publication of Dallinga et al. (2009) also stated 
that the impact of traditional department stores in 
shopping areas will decrease and the focus moves 
to fashion with optimal consumer responding 
brands. The drawing power of department stores 
and in particular de Bijenkorf is also questioned in 
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this study. The descriptive analysis showed that 
the two largest groups of consumers visit only one 
to a few times a year or almost never an affiliate of 
de Bijenkorf in the Netherlands. Furthermore, the 
results of the survey barely showed changes in the 
behaviour of consumers regarding group 
composition and days of shopping after the 
closure of de Bijenkorf (section 5.1). This even 
applies for consumers (very) familiar with de 
Bijenkorf, these are consumers who visited and 
purchased at a regular basis at de Bijenkorf. 
Therefore, it seems likely that de Bijenkorf did not 
affect the choice of group composition and days of 
shopping. Together with the low frequency of 
visiting affiliates of de Bijenkorf in the 
Netherlands, the influence of de Bijenkorf on the 
current retail market seems to be limited. 
 
New anchor stores arose due to the decreasing 
drawing power of department stores. These are 
mainly large (inter)national fashion chains such as 
H&M, Zara, The Sting and Primark. The large 
electronic chain, Media Markt, is also an anchor 
store in the Netherlands (Dallinga et al., 2009). For 
these stores, it is important to find properties with 
sufficient space for their entire assortment. 
Otherwise the consumer may be disappointed and 
the affiliate will not function as an anchor store. 
 
Supermarkets can also attract consumers from a 
larger region to shopping areas and therefore play 
the role of anchor store. This only occurs in smaller 
downtown shopping areas because of parking 
costs and suitable real estate (Draaijer, 2013). In 
downtown shopping areas where the size of the 
real estate is not suitable for large anchor stores, it 
is harder for developers and investors to contract 
anchor stores. Therefore, clusters with a variety of 
shops became anchors as well and a solution for 
the decreasing anchoring function of department 
stores (Ruiter, 2004).  
 
The last category of anchors consists of foodcourts 
(section 2.7). Multiple studies (Beddington, 1991; 
Howard, 1993; Donovan, 1994; Sirpal and Peng, 
1995; Clement, 1998; Yalch and Pangenberg, 2000; 
Howard, 2007) proved that foodcourts, beside 
attracting consumers, increase the duration of 
consumers in the shopping area and therefore 
increase the spending of consumers in the stores. 
This externality is a direct advantage on retail 
businesses created by a mix of retail and leisure. 
The next few years this mix will become more 
important due to the changing demand of 
consumers. Consumers are increasingly more 
often looking for experience and fulfilment of 
personal needs during shopping.  

6.1.2 | What is the role of de Bijenkorf in 
Breda and Den Bosch in terms of 
attractiveness of the city? 
Consumers choose a shopping area from a set of 
competitive shopping centres. Each centre will be 
valued and positioned to a certain shopping need 
and this will form an overall impression of a 
shopping area (Finn and Louviere, 1996). The 
diversity of stores, also referered to as tenant mix, 
can be seen as the most important variable for 
shopping area choice (Dawson, 1983; Ibrahim and 
Chye, 2002; Arentze et al., 2005). This can be 
translated into number, size, types, design, variety 
of products of shops on the one hand and location 
of shops relative to each other on the other hand. 
Department stores are able to provide this tenant 
mix under one roof. Therefore, department stores 
may be expected to improve the attractiveness of 
shopping areas and closing a department store 
may decrease the attractiveness of shopping 
areas. The results of the survey in this study 
showed in both cities a small group of consumers 
that intends to visit the city less frequently when 
de Bijenkorf will be closed (section 5.1). These 
consumers were mainly very familiar with de 
Bijenkorf, which means that they visited and 
purchased on a high frequency at de Bijenkorf. To 
compensate for the closure and the lower number 
of visits to Breda or Den Bosch, this group 
considers to visit more frequently another city as 
well. As expected, respondents not familiar with 
de Bijenkorf almost never intend to visit Breda or 
Den Bosch less frequently or another city more 
frequently after the closure of de Bijenkorf 
because they did not visit and purchase at de 
Bijenkorf. Respondents that sometimes visit and 
purchase at de Bijenkorf (familiar respondents), in 
general also not intend to visit Breda or Den Bosch 
less frequently or visit another city more 
frequently.  
 
Thus only for a substantial percentage of 
consumers very familiar with de Bijenkorf, the city 
becomes less attractive after the closure. The 
decrease of visits to Breda or Den Bosch and 
increase of visits to another city for shopping can 
also be explained by the decreasing ‘floor space’ in 
the shopping area. The decrease of floor space for 
clothing and shoes (Arentze et al., 2005) after 
closing de Bijenkorf will be large because de 
Bijenkorf in Breda and Den Bosch provided fashion 
(men’s, women’s and children’s) on all three 
floors. In addition, department stores provide 
locations where multipurpose shopping, 
purchasing different goods, is possible by one-stop 
shopping. The closure of the affiliates of de 
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Bijenkorf will also decrease the number of 
possibilities for multipurpose shopping, which can 
make the shopping areas of Breda and Den Bosch 
less attractive.  
 
The decrease in number of visits to Breda or Den 
Bosch of some very familiar respondents implies a 
decrease in the attractiveness of those cities after 
closing de Bijenkorf. The survey also included two 
questions specifically about the attractiveness of 
the city. These two questions differed from each 
other by shopping motivation; utilitarian or 
hedonic. Utiliarian shoppers are trying to 
efficiently collect the products they need and 
hedonic shoppers try to derive emotional value 
from the shopping trip (Babin et al., 1994; 
Holbrook and Hirschman, 1982; Kaltcheva and 
Weitz, 2006). No large differences appeared 
between both shopping motivations in the results 
of the survey. Apparently, de Bijenkorf contributes 
to both the hedonic and utilitarian attractiveness 
of the city. The group of consumers that changes 
their shopping area choice is smaller than the 
group of consumers that considers the closure as a 
negative development. It is remarkable that there 
are for both shopping motivations significant 
differences between the cities, however there is 
no significant difference between Breda and Den 
Bosch for the shopping area choice. Significantly 
more consumers in Breda, mainly consumers 
familiar with de Bijenkorf, see the city as less 
attractive for both hedonic and utilitarian 
shopping compared to Den Bosch.  
 

6.1.3 | What is the role of de Bijenkorf in 
Breda and Den Bosch in terms of pedestrian 
movement and routing of consumers? 
Consumers, except the ones arriving by foot, start 
their shopping trip by choosing a parking facility. 
After entering the shopping area at an entry point, 
consumers create a route through the shopping 
area by constantly choosing links (Borgers et al., 
2005). This process depends on the goals of 
consumers (Borgers et al., 2005); utilitarian 
shoppers tend to make in advance plans and an 
associated route, on the other hand, the route of 
hedonic shoppers can be influenced by certain 
stores and the presence of anchor stores (Hardin 
and Wolverton, 2000). The results of the survey in 
this study showed that there will not be a large 
decrease in the number of visits to the streets 
where de Bijenkorf was located (section 5.1). A 
few consumers with a high familiarity to de 
Bijenkorf will take a different route through the 
shopping area, however they will keep visiting the 
street where de Bijenkorf was located. Both in 

Breda and Den Bosch, these streets are main 
shopping streets and almost all of the respondents 
will still be attracted to shop there. There are two 
possible explanations or a combination of both for 
the fact that the pedestrian movement hardly 
changes when de Bijenkorf will be closed; the 
popularity of department stores decreased or the 
central location in the shopping area (where the 
affiliates happen to be located) seems to be 
popular anyway.  
 
The first explanation is that the drawing power of 
department stores in general and especially the 
drawing power of the affiliates of de Bijenkorf in 
Breda and Den Bosch decreased over the past 
decade. Dallinga et al. (2009) already stated that at 
the current quickly changing market, the size of 
the real estate of department stores hampers the 
necessary flexibility. Furthermore, this study 
(section 6.1.1) questioned the drawing power of 
de Bijenkorf due to the low number of visits 
combined with no change in behaviour regarding 
shopping days and group composition. This may 
have resulted in a smaller role as anchor store, 
which means that before the closure the attraction 
of pedestrians created by de Bijenkorf itself was 
not high and therefore the decrease after the 
closure in passers-by will be relatively small.  
 
The second explanation can be that the location of 
de Bijenkorf did add much in creating a large 
pedestrian traffic flow. Anchor stores are assumed 
to be optimally located at different outskirts of the 
shopping area to lead consumers to the 
intermediate area with specialized stores (Abbrat 
et al., 1985; Brown, 1992; Fong, 2005). In both 
cities, the current location of the affiliates of de 
Bijenkorf is central and is therefore always passed 
by consumers. This means that the pedestrian 
traffic flow in these streets can be relatively high, 
with or without the presence of de Bijenkorf. 
Therefore, there will barely be a decrease in 
pedestrian traffic flow in the street where de 
Bijenkorf is located after the closure. It is also 
possible that the affiliates of de Bijenkorf attracted 
consumers in combination with other nearby 
anchor stores. The effect on pedestrian traffic will 
be low when closing de Bijenkorf, because other 
anchors in the surroundings keep the pedestrian 
traffic flow at a relatively stable level. 
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6.1.4 | What is the effect of closing down 
affiliates of de Bijenkorf in Breda and Den 
Bosch on other stores in the same downtown 
shopping area? 
Total sales of a retail store in the downtown 
shopping area are related to the number of 
consumers entering the store and this is directly 
affected by the number of consumers passing the 
store (Brown, 1992; Yeates et al., 2001; Borgers 
and Timmermans, 2005). The results in the 
previous research question already showed that 
there will not be a large decrease in the number of 
visits to the streets where de Bijenkorf was 
located. The pedestrian traffic flow will almost stay 
the same and therefore the number of visitors to 
the adjacent stores of de Bijenkorf as well. The 
total sales of these stores are thus barely affected 
by the closure of de Bijenkorf. 
 
Section 6.1.2 showed that a small group of 
consumers, mainly very familiar with de Bijenkorf, 
tends to compensate for the closure by visiting 
another city. The remaining consumers are able to 
compensate in the shopping area itself. This can be 
done by visiting other stores which offer similar 
commodities as de Bijenkorf does. In the survey, 
consumers were first asked whether they would 
visit other department stores more frequently and 
second if they would visit more fashion chains. The 
general results showed that approximately a 
quarter of the consumers very familiar with de 
Bijenkorf will visit more frequently other 
department stores and fashion chains in the same 
downtown shopping area. In Breda, almost half of 
the very familiar consumers intends to visit more 
frequently Hema and V&D in this downtown 
shopping area (section 5.1). Consumers in Breda 
will significantly more frequently visit other 
department stores in the same downtown 
shopping area after the closure of de Bijenkorf 
compared to the consumers in Den Bosch. Looking 
at consumers who intend to visit more frequently 
other departments stores and fashion chains, in 
Den Bosch, it is remarkable that this percentage is 
larger for consumers familiar with de Bijenkorf 
than for consumers very familiar with de Bijenkorf. 
This also occurs in Breda for consumers who 
intend to visit more fashion chains. It is possible 
that respondents who are very familiar with de 
Bijenkorf do not see other department stores and 
fashion chains in the city as a substitute probably 
because of the different image and brands sold in 
these stores. Even respondents who are not 
familiar with de Bijenkorf intend to visit other 
department stores and fashion chains in the same 
downtown shopping area more frequently after 

the closure of de Bijenkorf. It remains to be seen 
whether this will occur in practice. This group of 
respondents did not visit and purchase at de 
Bijenkorf and it was therefore expected that they 
do not have to compensate by visting other stores. 
 
A substantial number of consumers indicated to 
shop more frequently at other department stores 
and at other fashion chains in the same dowtown 
shopping area after the closure of de Bijenkorf in 
Breda or Den Bosch. Looking at the results in 
section 6.1.2, it can be concluded that consumers 
rather compensate for the loss of de Bijenkorf by 
visiting other stores in the shopping area than 
visiting other shopping areas. Therefore, the 
negative effect of the closure of de Bijenkorf on 
the sales of other stores in the same downtown 
area is minimal.  
 

6.1.5 | How is the opinion of consumers with 
respect to the shopping supply in Breda and 
Den Bosch affected by the closure of de 
Bijenkorf? 
Section 6.1.2 elaborated on the influence of 
anchor stores on the attractiveness of the city 
centre. Competing centres are valued by a number 
of variables. In addition to tenant mix, floor space 
and multipurpose shopping opportunities, another 
variable affecting the shopping area choice is 
shopping centre image. This variable is related, 
amongst others, to tenant mix and anchor stores. 
The role of anchor stores on shopping centre 
image underlines the importance of tenant mix. 
Anchor stores impart some of their own image to 
the shopping centre’s image  (Finn and Louviere, 
1996). When a major tenant such as de Bijenkorf 
disappears from the shopping area, the image of 
the shopping area will partly change. In 
combination with the opinion of some consumers 
about the deterioration of the shopping supply, 
the city may become less attractive after the 
closure of de Bijenkorf.  
 
The survey showed in all three familiarity groups in 
both cities, a substantial percentage of consumers 
who believe that the shopping supply deteriorates 
after the closure of de Bijenkorf (section 5.1). As 
the familiarity increases, this opinion gets 
stronger. Almost half of the consumers who are 
very familiar with de Bijenkorf in Den Bosch sees 
the closure of de Bijenkorf as a deterioration of 
the shopping supply and in Breda this is even 
three-quarters of the consumers. Even a small 
group of respondents who are not familiar with de 
Bijenkorf sees the closure as s negative fact for the 
shopping supply.  
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According to the findings in the previous research 
questions, the deterioration of the shopping 
supply after closing de Bijenkorf does not cause 
major changes in the behaviour of the consumers. 
However more negative developments in tenant 
mix for both cities are undesirable. The loss of 
another anchor store can have a stronger negative 
influence on the image and attractiveness of the 
city.  
 

6.1.6 | How can the properties where de 
Bijenkorf is located in Breda and Den Bosch 
be filled in after the closure?  
In this study, department store de Bijenkorf is 
regarded as an anchor store. After the closure of 
this store, the vacant space should be filled. The 
size and location of the real estate does not make 
it suitable for every type of store. This study 
contained three replacement situations; Primark 
(fashion chain), Media Markt (electronic chain) and 
a foodcourt (leisure facility). Each survey included 
similar questions about one of the replacements. 
All three types of replacements are can be 
considered anchors as described in section 2.1. 
The survey gave a wide view on the externalities 
that can be generated by the possible replacement 
solutions. This research question answers the 
second aim of this study, finding feasible 
replacements for the properties of de Bijenkorf. 
 
The literature already provided information about 
the increased pedestrian traffic flow that is 
generated by the opening of a Primark (Dirksen-
Janken, 2011). However the increased number of 
pedestrians should be placed in perspective 
because counts by Locatus and CityTraffic a few 
months after the opening of affiliates in Almere 
and Zaandam already showed a strong decrease 
(Retaildetail, 2013; Retail Actueel, 2013). 
Therefore an important question for this study 
was: How do consumers react in terms of shopping 
behaviour on a replacement of an affiliate of de 
Bijenkorf with a Primark? The results of the 
replacement with a Primark showed the highest 
negative consequences on almost all of the 
included statements in the survey compared to the 
other replacements (section 5.2). A substantial 
group of consumers sees the opening of a Primark 
as a deterioration of the shopping supply and a 
decrease of attractiveness of the city for both 
hedonic and utilitarian shopping. Furthermore, a 
quarter of the consumers intends to visit less 
frequently other fashion chains when a Primark 
opens. This is, on itself, not a negative externality 
for the total shopping area because consumers will 
still visit the city. However other fashion chains will 

be negatively influenced by the presence of a 
Primark. Furthermore, the opening of a Primark 
will cause small changes in the travel behaviour of 
respondents, mainly for those who arrive by car 
and bicycle. A small group of consumers is 
intending to park at a different facility. 
 
When de Bijenkorf is replaced by a Media Markt it 
has mainly negative consequences for the other 
electronic chains in the downtown shopping area. 
The Media Markt is a large player in its sector and 
therefore attracts customers of other electronic 
chains in the area. The presence of a Media Markt 
also causes some changes in the route of 
consumers during shopping. This is also reflected 
in the choice of entry point. Consumers in both 
cities have the highest change for entry points 
compared to the other replacements. The 
expected change in car parking facilities of 
consumers is only reflected in Breda by a small 
group of consumers. In general, it is possible that 
consumers rated aspects of this replacement 
negative because they see an electronic chain as a 
deterioration of the tenant mix in the downtown 
shopping area.  
 
The replacement of the property of de Bijenkorf 
with a foodcourt seems to be the most feasible 
option given the consequences of consumer 
behaviour for the whole downtown shopping area. 
The results in the survey for this replacement 
showed the fewest negative consequences on 
consumer behaviour. The choice for Breda or Den 
Bosch as shopping area and the routing of 
consumers in the shopping area remains almost 
equal to before the closure of de Bijenkorf. It is 
important to respond to the consumers who 
consider the opening of a foodcourt as a 
deterioration of the shopping supply and the 
consumers who are intending to less frequently 
visit other restaurant facilities in the shopping 
area. Section 6.2.2 will give recommendations for 
the development of a foodcourt in the downtown 
shopping area which should limit both described 
negative consequences. 
 

6.2 | DISCUSSION 
One of the conclusions from section 6.1 is that a 
foodcourt is the most suitable alternative when 
closing the affiliates of de Bijenkorf in Breda and 
Den Bosch. Before recommendations for replacing 
de Bijenkorf are given, section 6.2.1 describes 
limitations of this study and recommendations for 
further research. Section 6.2.2 thus discusses the 
managerial implication of this study, it shows how 
to develop a feasible foodcourt in medium sized 
Dutch downtown shopping areas. 
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6.2.1 | Limitations and recommendations for 
further research 
According to the descriptive analysis, a relatively 
low number of respondents turned out to visit on 
a regular basis an affiliate of de Bijenkorf in the 
Netherlands and the familiarity with the affiliates 
in Breda and Den Bosch was in general low. This 
means that the number of respondents who 
visited and purchased on a regularly basis in these 
affiliates of de Bijenkorf was low. The popularity of 
these affiliates can therefore be questioned. This 
can indicate that the management of de Bijenkorf 
made a wise decision to close down their smaller 
affiliates and to invest in the affiliates with more 
potential. The low number of respondents who are 
(very) familiar with de Bijenkorf, restricted the 
analyses in this study. Therefore, expansion of the 
number of respondents can give more pronounced 
results. Furthermore, some of the approached 
consumers were old aged and did not want to 
cooperate because they had the feeling that they 
could not read or understand the questions. If this 
study would be repeated, it is important to make 
the survey more representative for the population 
of the downtown shopping areas. It is also 
valuable to find a way to approach consumers in 
Den Bosch travelling by bicycle. The interviewers 
noticed that this was hard because of the structure 
of the downtown shopping area in Den Bosch.  
 
The cities of Breda and Den Bosch were chosen for 
this study. De Bijenkorf already closed its door in 
Arnhem and Enschede, because their lease 
agreements ended at the beginning of 2014. Both 
properties are filled with affiliates of the Primark. 
In these cities, it is therefore possible to 
investigate the externalities created by the 
opening of a Primark in more detail. The 
circumstances are similar to this study; there is a 
closure of de Bijenkorf and the population of the 
cities is comparable to Breda and Den Bosch. 
However, the results of studies in Arnhem and 
Enschede will be based on actual changes in 
consumer behaviour where this study tries to get 
insight in future behaviour. It is possible that 
respondents in this study experienced problems 
when predicting their future behaviour. It is also 
valuable to perform the same study again in Breda 
and Den Bosch a few weeks after the affiliate of de 
Bijenkorf is closed and a few months after the 
property is replaced with a new store or facility. 
This will also give insight in the actual changes in 
behaviour of consumers. Furthermore, differences 
between both studies will be visible and therefore 
differences between the prediction and actual 

change in behaviour can be measured. This can 
show whether consumers are able to predict their 
behaviour and this is valuable for studies into 
future behaviour of consumers. The change in 
behaviour after the replacement can only be 
compared with this study when one of the 
replacements of this study becomes reality.  
 
The three replacements in this study were Primark, 
Media Markt and a foodcourt. An extension of the 
replacements will broaden this study and give 
insight in the status of various Dutch anchor 
stores. Fashion anchor stores such as H&M and 
Zara are interesting because they are expanding in 
scale and their supply is broaden with accessories, 
furniture and home products. Different types of 
leisure facilities such as a cinema or museum are 
also worthwhile because of the increasing 
importance of leisure in downtown shopping 
areas.  
 
All three replacements are also interesting for 
further research. The literature review discussed 
countings of pedestrian traffic flow after the 
opening of various Primark affiliates. The number 
of affiliates of the Primark in the Netherlands is 
increasing and it can therefore be questioned 
whether the number of visitors per affiliate 
remains constant and the pedestrian traffic flow 
remains at the same level. Further research into 
anchor stores such as the Media Markt are also of 
interest for Dutch downtown shopping areas. This 
study showed a substantial group of consumers 
that sees the opening of a Media Markt affiliate in 
the downtown shopping area as a deterioration of 
the shopping supply. Suggestions for research are 
investigating the optimal location of electronic 
chains in a city and the opinion of consumers 
about the standardized concept. It is possible that 
these are reasons for the deterioration of the 
shopping supply. However, no research confirms 
or argues this. Also little research appeared to be 
conducted into foodcourts, which is remarkable 
because of the growing interest in leisure. The 
anchoring role of foodcourts is only discussed in 
literature from the nineties, despite the changes 
going on in the retail and leisure market. It is 
valuable to do research into the total sales of 
shops adjacent to a foodcourt and to find 
restaurant concepts which contribute to consumer 
experience. Repeating the study of Sirpal and Peng 
(1995) into the impact of the opening of a 
foodcourt in a shopping centre would also give 
new insights in the anchoring role of foodcourts.  
 
This study also showed results about travel 
behaviour of consumers after the replacement of 
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de Bijenkorf (section 5.5). These results did not 
show a clear pattern. This is possibly due to the 
low number of respondents who intend to change 
their travel behaviour pattern (entry point, parking 
facility for car or bicycle or public transport 
alighting) after one of the replacements. An 
increase in the number of respondents possibly 
results in a better view on this topic. A deeper 
study into the reasoning of respondents regarding 
means of transport and travel behaviour can be 
useful as well. In this study, respondents indicated 
the relevant locations on maps of the downtown 
shopping areas. This could be extended by 
questions about the motivations for certain 
choices of consumers.  
 
Internet shopping is, despite the increasing role, 
omitted in this study because a low number of 
respondents turned out to use the webshop of de 
Bijenkorf. For de Bijenkorf it may be interesting to 
look at the number of visitors and purchases at 
their webshop and compare this with the same 
numbers after the closure of the five affiliates. It is 
possible that consumers (very) familiar with de 
Bijenkorf are not only visiting other affiliates but 
also increase their visits to the webshop. 
 

6.2.2 | Recommendations for replacement  
Section 6.1.6 concluded that a foodcourt is the 
most suitable replacement for de Bijenkorf. This 
study therefore recommends to develop a 
foodcourt in the current properties of de Bijenkorf 
in Breda and Den Bosch after the closure in 2016. 
The municipalities of both cities are interested in 
new anchors in the current Bijenkorf affiliates to 
prevent the city from major vacancy. The 
municipalities should therefore discuss their 
desires with the real estate investors of the 
properties. The investors should be convinced to 
invest in the real estate and to accommodate a 
foodcourt. 
 
Concept 
The popularity of foodcourts in the Netherlands is 
lagging behind compared to other countries, 
however developments are taking place. Markthal 
in Rotterdam, Foodhallen and World of Food in 
Amsterdam are modern examples in the 
Netherlands. These developments show mutual 
similarities. The foodcourts in the Netherlands are 
mainly referred to as food halls with the 
atmosphere of a food market. The buildings are 
modern indoor markets resulting from 
redevelopment of industrial halls or new 
architectural designs. These market type concepts 
seem to attract consumers and interact with the 
changing retail sector. Therefore the facilities on 

the ground floor of the foodcourt in Breda and 
Den Bosch are proposed to be market stalls. The 
market has a high accessibility created by the 
outdoor feeling, the possibility to have a look 
around and the offer of fresh products which can 
be purchased quickly. Furthermore, the market 
will respond to the increasing food consciousness 
of consumers. They are looking for a healthier 
lifestyle and associated quality foods. For the 
foodcourt in Den Bosch it is important to 
cooperate with the current market vendors of the 
weekly outdoor market, otherwise they become 
competitors. The foodcourt management and the 
municipality should do research into this form of 
cooperation. Possibilities are collective events to 
attract a wider group of consumers or moving 
market vendors from the outdoor market to the 
foodcourt. Furthermore, consumers have the 
possibility to purchase products related to food in 
the foodcourt such as cooking equipment. 
 
Foreign foodcourts mainly consist of international 
fastfood chains. The serving times in the 
foodcourts in Breda and Den Bosch should be 
short, however mainly fresh food instead of snack 
food should be offered. Therefore, the restaurant 
facilities on the first and second floor should be a 
collection of food and beverage counters with an 
open appearance and a high quality atmosphere. 
The consumer should be able to order or to 
compose a meal which will be prepared at  the live 
cooking counter on a prominent and central 
location in the foodcourt. This gives the consumers 
a view on the preparation of the food and create 
the feeling of one restaurant instead of multiple 
facilities. Together, this will create a higher sense 
of experience, which becomes more important for 
the retail market because of the changing demand 
of consumers. Furthermore, consumers get the 
possibility to prepare a take-away meal or to 
purchase an uncooked meal and take it home. 
 
The individual counters in the foodcourts should 
not provide food for every type of consumer, each 
of them has to focus on one cuisine or product. In 
this way, consumers can order at the counter 
where they are attracted to and where they can 
fulfil their personal requirements. The counters 
should provide products for different times a day; 
hot meals, sandwiches, breakfast, desserts, pastry 
food, beverages, alcoholics, coffee, smoothies and 
more. The offer should consist of various 
international cuisines and the consumer should 
have the possibility to compose the meal or 
sandwich itself. The counters have thus different 
target groups and therefore complement each 
other. The foodcourts provide food for various 
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group compositions and the wide supply can 
respond to the increased demand on healthy 
foods. The foodcourts will function as 
agglomerations of counters, functioning similar to  
anchors which are a clustering of stores as 
described by Ruiter (2004). The counters will do 
more business if they are operating together in the 
foodcourt than if they are widely scattered 
through the downtown shopping area. 
Furthermore,  the innovative concept of the 
foodcourts in Breda and Den Bosch can distinct 
their downtown shopping area from competitive 
shopping areas. 
 
Target group 
The foodcourts will mainly focus on the consumers 
in the downtown shopping area. Shoppers can 
increase the duration of their shopping trip by 
taking a break in a restaurant facility (Beddington, 
1991; Donovan, 1994; Clement, 1998; Howard, 
2007). The foodcourt and stores will therefore 
interact and benefit from each other’s role in the 
shopping area. However, consumers from the 
shopping area as only target group may not be 
profitable enough. On working days, this should be 
compensated for by office workers from the area. 
The counters provide in their need to get a quick 
or take-away meal. The management of the 
foodcourts should discuss possible cooperation 
with the surrounding offices to easier attract the 
workers or collaborate with catering services. After 
working hours, the office workers should be 
attracted to visit the market on their way home or 
have dinner at the foodcourt. The office workers 
will contribute less to the anchor externalities 
because of time restrictions during work. 
Nevertheless, they can get familiar with the 
foodcourt and probably visit again in their leisure 
time. Furthermore, inhabitants of the downtown 
shopping areas should be attracted to shop at the 
market stalls and eat at the foodcourt. The 
foodcourt offers also a solution, individual meals, 
for single person households and elderly persons 

where cooking is of less interest. Household 
dilution is at this moment the most important 
social-cultural trend. Between 1980 and 2010, the 
household size decreased from 2.9 to 2.2 persons 
(PBL, 2013) because the share of single person 
households increased due to individualization and 
the aging population. Individualized consumers 
have a higher orientation to activities out of home 
and can therefore make a positive contribution to 
one of the foodcourts (Harms 2008, in: PBL, 2013). 
This positive contribution to the foodcourts can 
also be made by elderly, the aging population will 
cause a short outburst of demand for restaurant 
facilities because the youngest group of active 
elderly (65-75 years) is interested in leisure 
facilities (PBL, 2013). 
 
Architectural design 
The developments of foodcourts in the 
Netherlands create with their architectural design 
a strong brand. This gives the foodcourts 
appearance and creates visibility and publicity. The 
current properties of de Bijenkorf (appendix 7) 
have sand coloured bricks with a mainly glazed 
shop front to show products. It is important to 
create a new and striking entrance which stands 
out in the monotonous shopping streets. 
Furthermore, the outdoor appearance of the 
building should be upgraded to a more modern 
look. It is important to create more and wider 
windows on the first and second floor of the 
property in Den Bosch and change the lay-out of 
the windows of the property in Breda. Passers-by 
should be able to see the action inside on all 
levels. If the construction allows to make a 
(partially covered) terrace on the highest floor, this 
can attract more visitors in summertime. 
 
The closure of de Bijenkorf gives the downtown 
shopping areas of Breda and Den Bosch an 
opportunity to be innovative and distinctive, by 
opening a foodcourt. 
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APPENDIX 1 | LEISURE SECTOR 
 

Category How do they meet the needs of consumers in the past years? 

Restaurant facilities, nightlife Focuses on facilitating human interaction and creating coziness. The past years, 
target group formulations have been changed. The target groups are now more 
defined in terms of lifestyle and emotion. Design and costumer value are mainly 
important. Experience is a total concept in this sector. Layout, supply and 
communication to the consumer are integrally applied.  

Travelling sector Still a partly focusing on providing ‘much for little’, although experience during 
travelling is becoming more important. Escapism is the most important need to be 
fulfilled, however building an identity and lifestyle are upcoming components.  

Wellness/personal care The fulfilling of personal needs in the field of attention and appreciation are main 
motives for consumers to spend leisure time in this sector.  

Museums/cultural facilities The cultural sector becomes more conscious about consumer needs. Not only 
exhibitions should be interesting, the architecture should be as well. The 
consumer is actively involved and is part of the experience. 

Responding of leisure sectors to the needs of consumers (NRW Taskforce Consumentenbeleving, 2011) 
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APPENDIX 2 | SURVEY 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

IN TE VULLEN DOOR ENQUÊTEUR!  
 

Stad Locatie Datum Tijd Enquêteurnr. Vervanging 

      
 
Locaties Breda   Locaties Den Bosch 
1 = Grote Markt   5 = Hooge Steenweg 
2 = Veemarktstraat  6 = Hinthamerstraat 
3 = Ginnekenstraat  7 = Marktstraat   
4 = Lange Brugstraat  8 = Schapenmarkt 
 
Datum 
Dag en maand aan elkaar 
 
Tijd 
Tijd op het moment van afronden 
 
Enquêteurnr. 
1 = Rixt de Jong 
2 =  
 
Vervanging 
1 = Primark 
2 = Media Markt 
3 = Foodcourt 
 

  

Ik ben een student van de Technische Universiteit Eindhoven en ik zou u 
graag een aantal vragen stellen voor mijn afstudeeronderzoek. In het 
voorjaar van 2016 gaat de Bijenkorf sluiten in Breda/Den Bosch, ik onderzoek 
de gevolgen daarvan. 
 
De Bijenkorf ligt op de Karrestraat 24-25 in Breda/Markt 95 in Den Bosch.  
 
Bij voorbaat dank, 
Rixt de Jong 
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1. Wat is uw geslacht?   
O   Man   
O   Vrouw 
 
2. Wat is uw geboortedatum?  

………-………-……………… 
 
3. Wat is uw postcode? 

……………………………………… 
 
4. Hoe vaak bezoekt u deze binnenstad om te winkelen? 
O   2x per week of meer 
O   Wekelijks 
O   2x per maand 
O   Maandelijks 
O   Eén tot enkele keren per jaar 
O   Vrijwel nooit 
 
5.  In welke samenstelling gaat u meestal winkelen in deze stad (inclusief uzelf)? 

……   Aantal vrouw(en) 

……   Aantal man(nen) 

……   Aantal kind(eren) 
 
6. Wat is het netto maandinkomen van uw huishouden? 
O   € 1.200 of minder per maand 
O   € 1.200 tot € 2.000 per maand 
O   € 2.000 tot € 4.000 per maand 
O   € 4.000 tot € 6.000 per maand 
O   € 6.000 tot € 8.000 per maand 
O   € 8.000 of meer per maand 
O   Geen antwoord 
 
7. Welk vervoermiddel gebruikt u meestal om naar deze binnenstad te gaan als u gaat winkelen? 
O Auto  O Bus/trein O Fiets   O Te voet O Anders: ……………………… 
 
8. Hoe vaak bezoekt u een vestiging van de Bijenkorf in Nederland? 
O   2x per week of meer 
O   Wekelijks 
O   2x per maand 
O   Maandelijks 
O   Eén tot enkele keren per jaar 
O   Vrijwel nooit 
 
9. Hoe vaak kijkt u voordat u gaat winkelen op de website van de Bijenkorf om u te oriënteren? 
O Nooit  O Bijna nooit O   Regelmatig O Bijna altijd O Altijd 
 
10. Hoe vaak koopt u een artikel via de website van de Bijenkorf? 
O Nooit  O Bijna nooit O   Regelmatig O Bijna altijd O Altijd 
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 Nooit  50%  Altijd 

11. Op hoeveel van uw winkeltrips naar 
de binnenstad van deze stad bezoekt u 
de Bijenkorf? 

O O O O O 

12. Op hoeveel van uw winkeltrips naar 
de binnenstad van deze stad koopt u iets 
bij de Bijenkorf? 

O O O O O 

 
Over twee jaar sluit de Bijenkorf in deze stad. Stel dat het pand geen winkel- of horecafunctie meer krijgt. In 
hoeverre  bent u het eens met de volgende stellingen. De stellingen gaan allemaal over winkelen in deze 
binnenstad. 
 

 Oneens  Neutraal  Eens 

13. Ik zal minder vaak naar deze stad 
gaan om te winkelen 

O O O O O 

14. Ik zal vaker naar een andere stad 
gaan om te winkelen 

O O O O O 

15. Deze stad is minder aantrekkelijk om 
voor mijn plezier te winkelen 

O O O O O 

16. Deze stad is minder aantrekkelijk om 
doelgericht te winkelen 

O O O O O 

17. Ik zal op andere dagen in de week 
gaan winkelen dan ik nu doe 

O O O O O 

18. Ik zal in een andere 
groepssamenstelling gaan winkelen dan 
ik nu doe 

O O O O O 

19. Ik zal vaker andere warenhuizen 
bezoeken (Hema en V&D) 

O O O O O 

20. Ik zal vaker kledingketens bezoeken 
(zoals Zara, H&M, WE, Sting) 

O O O O O 

21. Ik zal minder vaak naar de straat 
gaan waar de Bijenkorf nu ligt  

O O O O O 

22. Het winkelaanbod is verslechterd in 
de straat waar de Bijenkorf nu ligt 

O O O O O 

23. Ik zal een andere route door het 
winkelgebied nemen als ik aan het 
winkelen ben 

O O O O O 
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Version 1 | Replacement with Primark 
 
 

 Ja Nee  

24. Bent u bekend met de Primark O O  

25. Heeft u ooit een Primark bezocht in 
een andere Nederlandse stad?  

O O  

26. Heeft u ooit een artikel gekocht in 
een Primark in een andere Nederlandse 
stad? 

O O 

 
Stelt u zich voor dat er een Primark in het pand van de Bijenkorf  komt. In hoeverre bent u het dan eens met 
de volgende stellingen.  
 

 Oneens  Neutraal  Eens 

27. Ik zal minder vaak naar deze stad 
gaan om te winkelen 

O O O O O 

28. Deze stad is minder aantrekkelijk om 
voor mijn plezier te winkelen 

O O O O O 

29. Deze stad is minder aantrekkelijk om 
doelgericht te winkelen 

O O O O O 

30. Ik zal op andere dagen in de week 
gaan winkelen dan ik nu doe 

O O O O O 

31. Ik zal in een andere 
groepssamenstelling gaan winkelen dan 
ik nu doe 

O O O O O 

32. Ik zal minder vaak kledingketens 
bezoeken (zoals Zara, H&M, WE, Sting) 
in deze binnenstad 

O O O O O 

33. Ik zal minder vaak naar de straat 
gaan waar de Primark wordt gevestigd 

O O O O O 

34. Het winkelaanbod is verslechterd in 
de straat waar de Primark wordt 
gevestigd 

O O O O O 

35. Ik zal een andere route door het 
winkelgebied nemen als ik aan het 
winkelen ben dan ik nu doe 

O O O O O 
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Version 2 | Replacement with Media Markt 
 
 

 Ja Nee  

24. Bent u bekend met de Media Markt O O  

25. Heeft u ooit een Media Markt 
bezocht in een andere Nederlandse 
stad?  

O O  

26. Heeft u ooit een artikel gekocht in 
een Media Markt in een andere 
Nederlandse stad? 

O O 

 
Stelt u zich voor dat er een Media Markt in het pand van de Bijenkorf  komt. In hoeverre bent u het dan eens 
met de volgende stellingen.  
 

 Oneens  Neutraal  Eens 

27. Ik zal minder vaak naar deze stad 
gaan om te winkelen 

O O O O O 

28. Deze stad is minder aantrekkelijk om 
voor mijn plezier te winkelen 

O O O O O 

29. Deze stad is minder aantrekkelijk om 
doelgericht te winkelen 

O O O O O 

30. Ik zal op andere dagen in de week 
gaan winkelen dan ik nu doe 

O O O O O 

31. Ik zal in een andere 
groepssamenstelling gaan winkelen dan 
ik nu doe 

O O O O O 

32. Ik zal minder vaak andere 
elektronicazaken bezoeken in deze 
binnenstad 

O O O O O 

33. Ik zal minder vaak naar de straat 
gaan waar de Media Markt wordt 
gevestigd 

O O O O O 

34. Het winkelaanbod is verslechterd in 
de straat waar de Media Markt wordt 
gevestigd 

O O O O O 

35. Ik zal een andere route door het 
winkelgebied nemen als ik aan het 
winkelen ben dan ik nu doe 

O O O O O 
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Version 3 | Replacement with a foodcourt 
 
Een food court is een verzameling van restaurant met een gedeelde zitruimte. Bij de restaurants kunt u 
denken aan voornamelijk fastfood restaurants waaronder McDonald’s, KFC, BurgerKing, PizzaHut, Subway, 
Wok, Sushi, LaPlace Express, etc. 
 

 Ja Nee  

24. Bent u bekend met food courts O O 

25. Heeft u ooit iets gegeten in een food 
court in Nederland of het buitenland?   

O O 

 
Stelt u zich voor dat er een food court in het pand van de Bijenkorf  komt. In hoeverre bent u het dan eens 
met de volgende stellingen.  
 

 Oneens  Neutraal  Eens 

26. Ik zal minder vaak naar deze stad 
gaan om te winkelen 

O O O O O 

27. Deze stad is minder aantrekkelijk om 
voor mijn plezier te winkelen 

O O O O O 

28. Deze stad is minder aantrekkelijk om 
doelgericht te winkelen 

O O O O O 

29. Ik zal op andere dagen in de week 
gaan winkelen dan ik nu doe 

O O O O O 

30. Ik zal in een andere 
groepssamenstelling gaan winkelen dan 
ik nu doe 

O O O O O 

31. Ik zal minder vaak andere horeca 
gelegenheden bezoeken in deze 
binnenstad 

O O O O O 

32. Ik zal minder vaak naar de straat 
gaan waar het foodcourt wordt 
gevestigd 

O O O O O 

33. Het winkelaanbod is verslechterd in 
de straat waar het foodcourt wordt 
gevestigd 

O O O O O 

34. Ik zal een andere route door het 
winkelgebied nemen als ik aan het 
winkelen ben dan ik nu doe 

O O O O O 
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Version Breda 
 
 
 
  

36. Waar gaat u meestal het winkelgebied 
binnen als u gaat winkelen in deze stad? 
O   Nummer …… 
O   Anders:…………………………………………… 
O   Niet van toepassing   ga naar vraag 38 
 
37. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan het 
winkelgebied binnen gaan?  
O   Nummer …… 
O   Anders: …………………………………………… 
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38. Waar parkeert u meestal uw auto als u 
gaat winkelen in deze stad? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
O   Niet van toepassing  ga naar vraag 40 
 
39. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan uw auto 
parkeren? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
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40. Waar parkeert u meestal uw fiets als u 
gaat winkelen in deze stad? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
O   Niet van toepassing  ga naar vraag 42 
 
41. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan uw fiets 
parkeren? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
 



  APPENDIX 2 | SURVEY 
 

15 
 “The closure of de Bijenkorf” 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

42. Waar stapt u meestal uit met het 
openbaar vervoer als u gaat winkelen in 
deze stad? 
O   Nummer …… 
O   Anders: …………………………………… 
O   Niet van toepassing ga naar vraag 46 
 
43. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan uitstappen 
met het openbaar vervoer?  
O   Nummer …… 
O   Anders: …………………………………… 
 
44. Ik dank u hartelijk voor uw deelname 
aan deze enquête. Mocht u geïnteresseerd 
zijn in de resultaten, vul 
dan hier uw e-mailadres in:  
 
……………………………………………………………… 
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Version Den Bosch 
 
 
  

 
36. Waar gaat u meestal het winkelgebied 
binnen als u gaat winkelen in deze stad? 
O   Nummer …… 
O   Anders:…………………………………………… 
O   Niet van toepassing   ga naar vraag 38 
 
37. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan het 
winkelgebied binnen gaan?  
O   Nummer …… 
O   Anders: …………………………………………… 
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38. Waar parkeert u meestal uw auto als u 
gaat winkelen in deze stad? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
O   Niet van toepassing  ga naar vraag 40 
 
39. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan uw auto 
parkeren? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
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40. Waar parkeert u meestal uw fiets als u 
gaat winkelen in deze stad? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
O   Niet van toepassing  ga naar vraag 42 
 
41. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan uw fiets 
parkeren? 
O   Nummer …… 
O   Op straat 
O   Anders: …………………………………… 
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42. Waar stapt u meestal uit met het 
openbaar vervoer als u gaat winkelen in Den 
Bosch? 
O   Nummer …… 
O   Anders: …………………………………… 
O   Niet van toepassing ga naar vraag 44 
 
43. Als er een Primark in het pand van de 
Bijenkorf komt, waar zult u dan uitstappen 
met het openbaar vervoer?  
O   Nummer …… 
O   Anders: …………………………………… 
 
44. Ik dank u hartelijk voor uw deelname 
aan deze enquête. Mocht u geïnteresseerd 
zijn in de resultaten, vul 
dan hier uw e-mailadres in:  
 
……………………………………………………………… 
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APPENDIX 3 | POPULATION 
 

 
Appendix 3 | Population of Breda, Den Bosch and the Netherlands by age groups (CBS, 2013) 
 
  

0% 5% 10% 15% 20% 25%

0-19

20-29

30-39

40-49

50-64

65-79

80+

The Netherlands (16.779.575)

Den Bosch (142.817)

Breda (178.140)
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APPENDIX 4 | PUBLIC TRANSPORT 
 

 
Appendix 4.a | Public transport Breda (Google Maps, 2014) 
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Appendix 4.b | Public transport Den Bosch (Google Maps, 2014) 
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APPENDIX 5 | CAR PARKING FACILITIES 

 
Appendix 5.a | Car parking facilities Breda (Centrum Parkeren, 2014; VVV Breda, 2014) 
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Appendix 5.b | Car parking facilities in Den Bosch (P-Info, 2014)  
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APPENDIX 6 | BICYCLE PARKING FACILITIES 

 
Appendix 6.a | Bicycle parking facilities in Breda (VVV Breda, 2014) 

  



APPENDIX 6 | BICYCLE PARKING FACILITIES 

26 
 “The closure of de Bijenkorf” 

 
Appendix 6.b | Bicycle parking facilities in Den Bosch (P-Info, 2014)  
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APPENDIX 7 | DE BIJENKORF 

 

 

  

  

  

Ground floor: men’s fashion and cosmetics 

De Bijenkorf Breda 

First floor: women’s fashion and jewellery 

Second floor: children’s fashion, lingerie and swimwear

 
 Second floor: children’s fashion, lingerie and swimwear Appendix 7.a | Impression of de Bijenkorf in Breda (10 April 2014) 
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Appendix 7.b | Impression of de Bijenkorf in Den Bosch (29

 
April 2014) 

Ground floor: jewellery, cosmetics and men’s fashion 

De Bijenkorf Den Bosch 

First floor: women’s fashion, lingerie and swimwear 

Second floor: children’s fashion and restaurant 
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APPENDIX 8 | SURVEY LOCATIONS 

 
Appendix 8.a | Survey locations in Breda 
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Appendix 8.b | Survey locations in Den Bosch 
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APPENDIX 9 | AGE DISTRIBUTION OF RESPONDENTS 
 

 
Appendix 9 | Age distribution by gender 
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APPENDIX 10 | TYPE OF RESIDENTIAL AREA 

Appendix 10 | Residential areas 
The blue areas correspond to the greater areas of Breda and Den Bosch. 
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APPENDIX 11 | BIJENKORF FAMILIARITY 
 

 
Appendix 11.a | Bijenkorf visits versus city 
 
 
 

 
Appendix 11.b| Bijenkorf purchases versus city 

 

 

 
Appendix 11.c| Bijenkorf familiarity 

  Bijenkorf purchases  Total 
  Never Almost never Regularly Almost 

always 
Always  

Bijenkor
f visits 

Never 90 45.0% 1 0.5% 0 0% 0 0% 0 0% 91 
Almost never 34 11.5% 68 34% 0 0% 0 0% 0 0% 102 
Regularly 7 3.5% 21 0% 10 37.0% 1 3.7% 2 5.1% 41 
Almost 
always 

0 0% 5 18.5% 6 22.2% 3 7.7% 1 2.7% 15 

 Always 2 7.4% 3 11.1% 23 59.0% 3 7.7% 7 7.7% 38 

Total  133  98  39  7  10  287 
 

Colour Bijenkorf familiarity Scores 

 Non-familiar 2-4 

 Familiar 5-7 

 Very familiar 8-10 
The percentages are related to the familiarity groups. It indicates the size of a particular score in a particular 
familiarity group. Each familiarity group has thus a summed score of 100%. 
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APPENDIX 12 | INTERNET SHOPPER 
 

 
Appendix 12.a | Bijenkorf website orientation versus city 
 
 
 

 
Appendix 12.b | Bijenkorf website purchases versus city 
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APPENDIX 13 | DESCRIPTIVE STATISTICS 

 
Appendix 13.a | Gender versus city 
 
 
Appendix 13.b | Chi-square test: gender versus city 

 

Gender 

Total Male Female 

City Breda Count 53 92 145 

Expected Count 45.5 99.5 145.0 

% within City 36.6% 63.4% 100.0% 

Den Bosch Count 39 109 148 

Expected Count 46.5 101.5 148.0 

% within City 26.4% 73.6% 100.0% 

Total Count 92 201 293 

Expected Count 92.0 201.0 293.0 

% within City 31.4% 68.6% 100.0% 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 3.538a 1 .060 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 45.53. 
 
p=0.06 which means that there is almost a significant relation between the variables gender and city. 
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Appendix 13.c | Age groups versus city 
 
 
Appendix 13.d | Chi-square test: age groups versus city 

 

Age groups 

Total Young aged Middle aged Old aged 

City Breda Count 58 54 31 143 

Expected Count 70.3 53.6 19.2 143.0 

% within City 40.6% 37.8% 21.7% 100.0% 

Den Bosch Count 85 55 8 148 

Expected Count 72.7 55.4 19.8 148.0 

% within City 57.4% 37.2% 5.4% 100.0% 

Total Count 143 109 39 291 

Expected Count 143.0 109.0 39.0 291.0 

% within City 49.1% 37.5% 13.4% 100.0% 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 18.591a 2 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 19.16. 
 
p=0.0 which means that there is a significant relation between the variables age groups and city.  
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Appendix 13.e | Residential area versus city 
 
 

 
Appendix 13.f | Chi-square test: residential area versus city 

 

Residential area 

Total Municipal  Greater Other 

City Breda Count 63 20 62 145 

Expected count 
% within City 

39.9 
43.4% 

17.3 
13.8% 

87.8 
42.8% 

145.0 
100.0% 

Den Bosch Count 18 15 116 149 

Expected count 
% within City 

41.1 
12.1% 

17.7 
10.1% 

90.2 
77.9% 

149.0 
100.0% 

Total Count 81 35 178 294 

Expected count 81.0 35.0 178.0 294.0 
 % within City 27.6% 11.9% 60.5% 100.0% 

0 cells (0.0%) have expected count less than 5. The minimum expected count is 17.3. 
 
X2 = 42.349 
df = 2 
 
Critical value for X2.95 = 5.99 
X

2 
> X

2
.95 which means that there is a significant relation between the variables residential area and city.  
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Appendix 13.g | Means of transport versus city 
Respondents were able to fill in more than one answer on the question about means of transport. hence the 
higher number of answers compared to the number of respondents. 
 
 
Appendix 13.h | Chi-square test: means of transport versus city 

 

Means of transport 

Total Car Public transport Bicycle By foot 

City Breda Count 47 28 37 30 142 

Expected Count 48.3 45.9 25.4 22.4 142.0 

% within City 33.1% 19.7% 26.1% 21.1% 100.0% 

Den Bosch Count 52 66 15 16 149 

Expected Count 50.7 48.1 26.6 23.6 149.0 

% within City 34.9% 44.3% 10.1% 10.7% 100.0% 

Total Count 99 94 52 46 291 

Expected Count 99.0 94.0 52.0 46.0 291.0 

% within City 34.0% 32.3% 17.9% 15.8% 100.0% 

The category ‘other’ for means of transport is excluded in this test because of the low count.  

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 29.031a 3 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 22.45. 
 
p=0.0 which means that there is a significant relation between the variables means of transport and city.  
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Appendix 13.i | Number of visits downtown shopping area versus city 
 
 
Appendix 13.j | Chi-square test: number of visits downtown shopping area versus city 

 

Number of visits downtown shopping area 

Total 

2 times a 
week or 
more 

Weekly 
 
 

2 times a 
month 
 

Monthly 
 
 

One to a 
few times 
a year 

Almost 
never 
 

City Breda Count 24 34 23 17 27 19 144 

Expected Count 17.7 25.6 17.7 21.6 32.4 29.0 144.0 

% within City 16.7% 23.6% 16.0% 11.8% 18.8% 13.2% 100.0% 

Den Bosch Count 12 18 13 27 39 40 149 

Expected Count 18.3 26.4 18.3 22.4 33.6 30.0 149.0 

% within City 8.1% 12.1% 8.7% 18.1% 26.2% 26.8% 100.0% 

Total Count 36 52 36 44 66 59 293 

Expected Count 36.0 52.0 36.0 44.0 66.0 59.0 293.0 

% within City 12.3% 17.7% 12.3% 15.0% 22.5% 20.1% 100.0% 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 23.552
a
 5 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 17.69. 
 
p=0.0 which means that there is a significant relation between the variables number of visits downtown 
shopping area and city. 
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Appendix 13.k | Net household income versus city 
 
 
Appendix 13.l | Chi-square test: net household income versus city 

 

Net household income (monthly) 

Total 
€2.000  
or less 

€2.000 to  
€4.000 

€4.000 to  
€6.000  

€6.000  
or more 

No answer 
 

City Breda Count 32 46 17 4 42 141 

Expected Count 36.4 35.9 18.2 5.9 44.7 141.0 

% within City 22.7% 32.6% 12.1% 2.8% 29.8% 100.0% 

Den Bosch Count 42 27 20 8 49 146 

Expected Count 37.6 37.1 18.8 6.1 46.3 146.0 

% within City 28.8% 18.5% 13.7% 5.5% 33.6% 100.0% 

Total Count 74 73 37 12 91 287 

Expected Count 74.0 73.0 37.0 12.0 91.0 287.0 

% within City 25.8% 25.4% 12.9% 4.2% 31.7% 100.0% 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 8.327a 4 .080 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.90. 
 
p=0.08 which means that there is almost a significant relation between the variables net household income and 
city. 
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Appendix 13.m| Bijenkorf familiarity versus city 
 
 
Appendix 13.n | Chi-square test: Bijenkorf familiarity versus city 

 

Bijenkorf familiarity 

Total Non familiar Familiar Very familiar 

City Breda Count 105 24 12 141 

Expected Count 98.3 23.6 19.2 141.0 

% within City 74.5% 17.0% 8.5% 100.0% 

Den Bosch Count 95 24 27 146 

Expected Count 101.7 24.4 19.8 146.0 

% within City 65.1% 16.4% 18.5% 100.0% 

Total Count 200 48 39 287 

Expected Count 200.0 48.0 39.0 287.0 

% within City 69.7% 16.7% 13.6% 100.0% 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 6.184a 2 .045 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 19.16. 
 
p=0.045 which means that there is a significant relation between the variables Bijenkorf familiarity and city. 
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Appendix 13.n | Number of visits de Bijenkorf in the Netherlands versus city 
 
Appendix 13.o | Chi-square test: number of visits de Bijenkorf in the Netherlands versus city 

 

Number of visits de Bijenkorf in the Netherlands 

Total 

2 times a  
week or 
more 

Weekly 
 
 

2 times a 
month 
 

Monthly 
 

One to a few 
times a year 
 

Almost never 
 
 

City Breda Count 5 7 24 19 51 38 144 

Expected Count 2.9 7.9 17.2 22.6 58.5 34.9 144.0 

% within City 3.5% 4.9% 16.7% 13.2% 35.4% 26.4% 100.0% 

Den Bosch Count 1 9 11 27 68 33 149 

Expected Count 3.1 8.1 17.8 23.4 60.5 36.1 149.0 

% within City 0.7% 6.0% 7.4% 18.1% 45.6% 22.1% 100.0% 

Total Count 6 16 35 46 119 71 293 

Expected Count 6.0 16.0 35.0 46.0 119.0 71.0 293.0 

% within City 2.0% 5.5% 11.9% 15.7% 40.6% 24.2% 100.0% 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 11.835a 5 .037 

a. 2 cells (16.7%) have expected count less than 5. The minimum expected count is 2.95. 
 
p=0.037 which means that there is a significant relation between the variables number of visits de Bijenkorf in 
the Netherlands and city. 
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Appendix 13.p | Internet shopper de Bijenkorf versus city 
 
 
Appendix 13.q | Chi-square test: internet shopper de Bijenkorf versus city 

 

Internet shopper de Bijenkorf 

Total Offline shopper Online shopper 

City Breda Count 127 18 145 

Expected Count 128.7 16.3 145.0 

% within City 87.6% 12.4% 100.0% 

Den Bosch Count 134 15 149 

Expected Count 132.3 16.7 149.0 

% within City 89.9% 10.1% 100.0% 

Total Count 261 33 294 

Expected Count 261.0 33.0 294.0 

% within City 88.8% 11.2% 100.0% 

The categories for the variable internetshopper are reduced from three to two in this test. Because of the low 
count in the category ‘fanatic online shopper’. this category is combined with ‘online shopper’.  

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square .406a 1 .524 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 16..28. 
 
p=0.524 which means that there is no significant relation between the variables internet shopper de Bijenkorf 
and city. 
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APPENDIX 14 | COMBINATION OF DESCRIPTIVE VARIABLES 
 
Appendix 14.a | Chi-square test: age groups versus Bijenkorf familiarity 

      Age groups 

Total       Young aged Middle aged Old aged 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 49 38 18 105 

  Expected count (Den Bosch) 56.6 30.7 2.9 90.2 

  % within Familiarity 46.7% 36.2% 17.1% 100.0% 

(Very) familiar Count (Breda) 9 14 11 34 

  Expected count (Den Bosch) 24.0 20.1 4.8 48.9 

  % within Familiarity 6.0% 9.4% 7.4% 100.0% 

Total   Count (Breda) 58 52 29 139 

    Expected count (Den Bosch) 80.5 50.8 7.7 139 

    % within Familiarity 41.7% 37.4% 20.9% 100.0% 

The categories ‘familiar’ and ‘very familiar’ are summed to perform a chi-square test. 
 
X2 = 101.547 
df = 2 
 
Critical value for X2.95=5.99 
X2 > X2.95 which means that there is a significant difference between both cities for the relation between the 
variables age groups and Bijenkorf familiarity. 
 
 
 
 
 

  



 APPENDIX 14 | COMBINATION OF DESCRIPTIVE STATISTICS 
 

45 
 “The closure of de Bijenkorf” 

 
Appendix 14.b| Bijenkorf familiarity versus gender (Breda) 
 
 
 

 
Appendix 14.c | Bijenkorf familiarity versus gender (Den Bosch) 
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Appendix 14.d | Chi-square test: gender versus Bijenkorf familiarity 

      Gender 

Total       Male Female 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 39 66 105 

  Expected count (Den Bosch) 29.2 62.2 91.4 

  % within Familiarity 37.1% 62.9% 100.0% 

(Very) familiar Count (Breda) 11 25 36 

  Expected count (Den Bosch) 8.8 40.8 49.6 

  % within Familiarity 30.6% 69.4% 100.0% 

Total   Count (Breda) 50 91 141 

    Expected count (Den Bosch) 37.9 103.1 141.0 

    % within Familiarity 35.5% 64.5% 100.0% 

The categories ‘familiar’ and ‘very familiar’ are summed to perform a chi-square test. 

 
X2 = 10.261 
df = 1 
 
Critical value for X2.95=3.84 
X2 > X2.95 which means that there is a significant difference between both cities for the relation between the 
variables gender and Bijenkorf familiarity. 
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Appendix 14.e | Chi-square test: net household income versus familiarity (Breda and Den Bosch) 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 1.056a 4 .901 

a. 1 cells (10.0%) have expected count less than 5. The minimum expected count is 3.56. 
 
p=0.901 which means that there is no significant relation between the variables net household income and 
Bijenkorf familiarity.  
 

  

 

Net household income (monthly) 

Total 
€2.000  
or less 

€2.000 - 
€4.000  

€4.000 - 
€6.000  

€6.000 or 
more 

No answer 
 

Bijenkorf 
familiarity 

Non-familiar Count 54 48 23 9 63 197 

Expected Count 51.4 49.3 24.6 8.4 63.3 197.0 

% within Bijenkorf Familiarity 27.4% 24.4% 11.7% 4.6% 32.0% 100.0% 

(Very) familiar Count 19 22 12 3 27 83 

Expected Count 21.6 20.8 10.4 3.6 26.7 83.0 

% within Bijenkorf Familiarity 22.9% 26.5% 14.5% 3.6% 32.5% 100.0% 

Total Count 73 70 35 12 90 280 

Expected Count 73.0 70.0 35.0 12.0 90.0 280.0 

% within Bijenkorf Familiarity 26.1% 25.0% 12.5% 4.3% 32.1% 100.0% 
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Appendix 14.f | Chi-square test: net household income versus Bijenkorf familiarity  

      Net household income (monthly) 

  
Total   

 
  

€2.000 or 
less 

€2.000 - 
€4.000 

€4.000 - 
€6.000 

€6.000 or 
more 

No 
answer     

Bijenkorf Non-familiar Count (Breda) 26 30 12 2 33 103 

familiarity Expected count (Den Bosch) 28.0 26.8 17.2 10.5 6.7 89.2 

  
 

% within Familiarity 25.2% 29.1% 11.7% 1.9% 32.0% 100.0% 

  (Very) familiar Count (Breda) 6 13 4 2 9 34 

    Expected count (Den Bosch) 12.5 8.6 7.7 1.0 17.2 47.0 

    % within Familiarity 17.6% 38.2% 11.8% 5.9% 26.5% 100.0% 

Total  (Very) familiar Count (Breda) 32 43 16 4 42 137 

    Expected count (Den Bosch) 39.2 25.9 18.2 7.7 46.0 137.0 

    % within Familiarity 23.4% 31.4% 11.7% 2.9% 30.7% 100.0% 

1 cells (10.0 %) have expected count less than 5. The minimum expected count is 1. 
 
The categories ‘familiar’ and ‘very familiar’ are summed to perform a chi-square test. 
 
X

2
 = 25.991 

df = 4 
 
Critical value for X2.95=9.49 
X2 > X2.95 which means that there is a significant difference between both cities for the relation between the 
variables net household income and Bijenkorf familiarity. 
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Appendix 14.g| Number of visits downtown shopping area versus residential area (Breda and Den Bosch) 

      Number of visits downtown shopping area 

 Total   
 

  

2 times 
a week 
or more 
 

Weekly 
 
 
 

2 times 
a 
month 
 

Monthly 
 
 
 

One to a 
few 
times a 
year 

Almost 
never 
 
 

Residential Municipal area Count 29 30 9 10 3 0 81 

area 
 

Expected count 10.0 14.4 10.0 12.2 18.2 16.3 81.0 

    % within Residence 35.8% 37.0% 11.1% 12.3% 3.7% 0.0% 100.0% 

  Greater area Count 3 11 11 8 2 0 35 

  
 

Expected count 4.3 6.2 4.3 5.3 7.9 7.0 35.0 

    % within Residence 8.6% 31.4% 31.4% 22.9%  5.7% 0.0% 100.0% 

  Other area Count 4 11 16 26 61 59 177 

  
 

Expected count 21.7 31.4 21.7 26.6 39.9 35.6 177.0 

    % within Residence 2.3% 6.2% 9.0% 14.7% 34.5% 33.3% 100.0% 

Total 
 

Count 36 52 36 44 66 59 293 

  
 

Expected count 36.0 52.0 36.0 44.0 66.0 59.0 293 

    % within Residence 12.3% 17.7% 12.3% 15.0% 22.5% 20.1% 100.0% 

2 cells (11.1 %) have expected count less than 5. The minimum expected count is 4.3. 
 
Critical value for X2.95=18.31 
X2 > X2.95 which means that there is a significant relation between the variables number of visits downtown 
shopping area versus residential area. 
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Appendix 14.h | Number of visits downtown shopping area versus Bijenkorf familiarity (Breda) 
 
 
 

 
Appendix 14.i | Number of visits downtown shopping area versus Bijenkorf familiarity (Den Bosch) 
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APPENDIX 15 | CLOSURE OF DE BIJENKORF 
Appendix 15.a | Chi-square test: ‘I will less frequently visit this city to shop’ versus Bijenkorf familiarity (Breda 
and Den Bosch) 

 

I will less frequently visit this city 
to shop 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 173 23 2 198 

Expected Count 155.6 35.4 6.9 198.0 

% within Familiarity 87.4% 11.6% 1.0% 100.0% 

(Very) familiar Count 51 28 8 87 

Expected Count 68.4 15.6 3.1 87.0 

% within Familiarity 58.6% 32.2% 9.2% 100.0% 

Total Count 224 51 10 285 

Expected Count 224.0 51.0 10.0 285.0 

% within Familiarity 78.6% 17.9% 3.5% 100.0% 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 32.188a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 3.05. 
 
p=0.00 which means that there is a significant relation between the variables ‘I will less frequently visit this city 
to shop’ and Bijenkorf familiarity. 
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Appendix 15.b | Chi-square test: ‘I will more frequently visit another city to shop’ versus Bijenkorf familiarity 
(Breda and Den Bosch) 

 

I will more frequently visit another 
city to shop 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 159 27 12 198 

Expected Count 143.8 36.8 17.4 198.0 

% within Familiarity 80.3% 13.6% 6.1% 100.0% 

(Very) familiar Count 48 26 13 87 

Expected Count 63.2 16.2 7.6 87.0 

% within Familiarity 55.2% 29.9% 14.9% 100.0% 

Total Count 207 53 25 285 

Expected Count 207.0 53.0 25.0 285.0 

% within Familiarity 72.6% 18.6% 8.8% 100.0% 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 
 

 Value df 
Asymp. Sig. (2-
sided) 

Pearson chi-square 19.272a 2 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 
7.63. 
 
p=0.00 which means that there is a significant relation between the variables ‘I will more frequently visit 
another city to shop’ and Bijenkorf familiarity. 
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Appendix 15.c | Chi-square test: ‘I will more frequently visit another city to shop’ versus Bijenkorf familiarity 
between cities 

    
 

I will visit more frequently 
another city to shop   

  
 

  Disagree Neutral Agree Total 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 86 12 5 103 

 
Expected count (Den Bosch) 69.5 14.3 6.7 90.5 

  % within Familiarity 83.5% 11.7% 4.9% 100.0% 

(Very) familiar Count (Breda) 18 13 5 36 

 
Expected count (Den Bosch) 28.6 12.4 7.6 48.6 

  % within Familiarity 50.0% 36.1% 13.9% 100.0% 

Total 
 

Count (Breda) 104 25 10 139 

  
 

Expected count (Den Bosch) 98.1 26.6 14.3 139.0 

    % within Familiarity 74.8% 18.0% 7.2% 100.0% 

0 cells (0.0 %) have expected count less than 5. The minimum expected count is 7. 
The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 
X2 = 9.533 
df = 2 
 
Critical value for X

2
.95=5.99 

X2 > X2.95 which means that there is a significant difference in both cities between the variables and ‘I will more 
frequently visit another city to shop’ and Bijenkorf familiarity. 
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Appendix 15.d | Chi-square test: ‘This city is less attractive for hedonic shopping’ versus Bijenkorf familiarity 
(Breda) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 33.501a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 4.92. 
 
p=0.00 which means that there is a significant relation between the variables ‘This city is less attractive for 
hedonic shopping´ and Bijenkorf familiarity. 
 

  

 

This city is less attractive for hedonic 
shopping 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 87 10 6 103 

Expected Count 74.1 14.1 14.8 103.0 

% within Familiarity 84.5% 9.7% 5.8% 100.0% 

(Very) familiar Count 13 9 14 36 

Expected Count 25.9 4.9 5.2 36.0 

% within Familiarity 36.1% 25.0% 38.9% 100.0 

Total Count 100 19 20 139 

Expected Count 100.0 19.0 20.0 139.0 

% within Familiarity 71.9% 13.7% 14.4 100.0% 
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Appendix 15.e| Chi-square test: ‘This city is less attractive for utilitarian shopping’ versus Bijenkorf familiarity 
(Breda) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 37.312a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 4.70. 
 
p=0.0 which means that there is a significant relation between the variables ‘This city is less attractive for 
utilitarian shopping’ and Bijenkorf familiarity . 

  

 

This city is less attractive for utilitarian 
shopping 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 86 8 8 102 

Expected Count 71.7 13.3 17.0 102.0 

% within Familiarity 84.3% 7.8% 7.8% 100.0% 

(Very) familiar Count 11 10 15 36 

Expected Count 25.3 4.7 6.0 36.0 

% within Familiarity 30.6% 27.8% 41.7% 100.0% 

Total Count 97 18 23 138 

Expected Count 97.0 18.0 23.0 138.0 

% within Familiarity 70.3% 13.0% 16.7% 100.0% 
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Appendix 15.f| Chi-square test: ‘This city is less attractive for hedonic shopping versus Bijenkorf familiarity 
(Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 14.075a 2 .001 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 6.29. 
 
p=0.01 which means that there is a significant relation between the variables ‘This city is less attractive for 
hedonic shopping´ and Bijenkorf familiarity. 
 

  

 

This city is less attractive for hedonic 
shopping 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 79 11 5 95 

Expected Count 70.9 12.4 11.7 95.0 

% within Familiarity 83.2% 11.6% 5.3% 100.0% 

(Very) familiar Count 30 8 13 51 

Expected Count 38.1 6.6 6.3 51.0 

% within Familiarity 58.8% 15.7% 25.5% 100.0% 

Total Count 109 19 18 146 

Expected Count 109.0 19.0 18.0 146.0 

% within Familiarity 74.7% 13.0% 12.3% 100.0% 
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Appendix 15.g| Chi-square test: ‘This city is less attractive for utilitarian shopping’ versus Bijenkorf familiarity 
(Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 17.713a 2 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 6.55. 
 
p=0.0 which means that there is a significant relation between the variables ‘This city is less attractive for 
utilitarian shopping´ and Bijenkorf familiarity. 
 

 

 

 

 

 
  

 

This city is less attractive for utilitarian 
shopping 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 79 11 5 95 

Expected Count 69.4 13.1 12.4 95.0 

% within Familiarity 83.2% 11.6% 5.3% 100.0% 

(Very) familiar Count 27 9 14 50 

Expected Count 36.6 6.9 6.6 50.0 

% within Familiarity 54.0% 18.0% 28.0% 100.0% 

Total Count 106 20 19 145 

Expected Count 106.0 20.0 19.0 145.0 

% within Familiarity 73.1% 13.8% 13.1% 100.0% 
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Appendix 15.h | Chi-square test: ‘This city is less attractive for hedonic shopping’ versus Bijenkorf familiarity 
between cities 

    
 

This city is less attractive for 
hedonic shopping   

Total   
 

  Disagree Neutral Agree 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 87 10 6 103 

 
Expected count (Den Bosch) 75.7 10.5 4.8 91.0 

  % within Familiarity 84.5% 9.7% 5.8% 100.0% 

(Very) familiar Count (Breda) 13 9 14 36 

 
Expected count (Den Bosch) 25.9 8.6 13.4 47.9 

  % within Familiarity 36.1% 25.0% 38.9% 100.0% 

Total 
 

Count (Breda) 100 19 20 139 

  
 

Expected count (Den Bosch) 101.6 19.2 18.2 139.0 

    % within Familiarity 71.9% 13.7% 14.4% 100.0% 

0 cells (0.0 %) have expected count less than 5. The minimum expected count is 5. 
The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 
X2 = 8.462 
df = 2 
 
 
Critical value for X2.95=5.99 
X2 > X2.95 which means that there is a significant difference in both cities between the variables ‘`This city is 
less attractive for hedonic shopping’ and Bijenkorf familiarity. 
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Appendix 15.i | Chi-square test: ‘This city is less attractive for utilitarian shopping’ versus Bijenkorf familiarity 
between cities 

    
 

This city is less attractive for 
utilitarian shopping   

Total   
 

  Disagree Neutral Agree 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 86 8 8 102 

 
Expected count (Den Bosch) 75.2 10.5 4.8 90.4 

  % within Familiarity 84.3% 7.8% 7.8% 100.0% 

(Very) familiar Count (Breda) 11 10 15 36 

 
Expected count (Den Bosch) 25.7 8.6 13.3 47.6 

  % within Familiarity 30.6% 27.8% 41.7% 100.0% 

Total 
 

Count (Breda) 97 18 23 138 

  
 

Expected count (Den Bosch) 100.9 19.0 18.1 138.0 

    % within Familiarity 70.3% 13.0% 16.7% 100.0% 

0 cells (0.0 %) have expected count less than 5. The minimum expected count is 5. 
The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 
X2 = 13.202 
df = 2 
 
 
Critical value for X2.95=5.99 
X2 > X2.95 which means that there is a significant difference in both cities between the variables ‘This city is less 
attractive for utilitarian shopping’ and Bijenkorf familiarity. 
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Appendix 15.j| Chi-square test: ‘I will more frequently shop on other days of the week’ versus Bijenkorf 
familiarity (Breda and Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 18.248a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 2.73. 
 
p=0.00 which means that there is a significant relation between the variables ‘I will more frequently shop on 
other days of the week’ and Bijenkorf familiarity. 

  

 

I will more frequently shop on other 
days of the week 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 179 17 2 198 

Expected Count 168.0 23.7 6.3 198.0 

% within Familiarity 90.4% 8.6% 1.0% 100.0% 

(Very) familiar Count 62 17 7 86 

Expected Count 73.0 10.3 2.7 86.0 

% within Familiarity 72.1% 19.8% 8.1% 100.0% 

Total Count 241 34 9 284 

Expected Count 241.0 34.0 9.0 284.0 

% within Familiarity 84.9% 12.0% 3.2% 100.0% 
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Appendix 15.k| Chi-square test: ‘I will more frequently shop in a different group composition’ versus Bijenkorf 
familiarity (Breda and Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 17.147a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 2.45. 
 
p=0.0 which means that there is a significant relation between the variables ‘I will more frequently shop in a 
different group composition’ and Bijenkorf familiarity. 
 
 

  

 

I will more frequently shop in a 
different group composition 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 181 13 3 197 

Expected Count 169.9 21.5 5.5 197.0 

% within Familiarity 91.9% 6.6% 1.5% 100.0% 

(Very) familiar Count 64 18 5 87 

Expected Count 75.1 9.5 2.5 87.0 

% within Familiarity 73.6% 20.7% 5.7% 100.0% 

Total Count 245 31 8 284 

Expected Count 245.0 31.0 8.0 284.0 

% within Familiarity 86.3% 10.9% 2.8% 100.0% 
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Appendix 15.l | Chi-square test: ‘I will more frequently visit other department stores in this city’  and Bijenkorf 
familiarity (Breda) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 4.177a 2 .124 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 8.29. 
 
p=0.124 which means that there is no significant relation between the variables ‘I will more frequently visit 
other department stores in this city’ and Bijenkorf familiarity in Breda. 

 
 
 
 

  

 

I will more frequently visit other 
department stores in this city 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 51 25 27 103 

Expected Count 47.4 23.7 31.9 103.0 

% within Familiarity 49.5% 24.3% 26.2% 100.0% 

(Very) familiar Count 13 7 16 36 

Expected Count 16.6 8.3 11.1 36.0 

% within Familiarity 36.1% 19.4% 44.4% 100.0% 

Total Count 64 32 43 139 

Expected Count 64.0 32.0 43.0 139.0 

% within Familiarity 46.0% 23.0% 30.9% 100.0% 
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Appendix 15.m | Chi-square test: ‘I will more frequently visit other department stores in this city’ versus 
Bijenkorf familiarity between cities 

2 cells (20.0 %) have expected count less than 5. The minimum expected count is 2.9. 
The categories ‘familiar’ and ‘very familiar’ are summed to perform a chi-square test. 
 
X2 = 14.184 
df = 4 
 
Critical value for X2.95=9.49 
X2 > X2.95 which means that there is a significant difference in both cities between the variables ‘I will more 
frequently visit other fashion chains in this city’ and Bijenkorf familiarity. 
 
   

    
 

I will more frequently visit other department 
stores in this city 

  
Total   

 
  

Totally 
disagree 

 
Disagree 

 
Neutral 

 
Agree 

Totally 
agree 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 45 6 25 11 16 103 

 
Expected count (Den Bosch) 38.1 8.6 25.7 8.6 9.5 90.5 

  % within Familiarity 43.7% 5.8% 24.3% 10.7% 15.5% 100.0% 

(Very) familiar Count (Breda) 10 3 7 6 10 36 

 
Expected count (Den Bosch) 17.1 2.9 14.3 4.8 9.5 48.6 

  % within Familiarity 27.8% 8.3% 19.4% 16.7% 27.8% 100.0% 

Total 
 

Count (Breda) 55 9 32 17 26 139 

  
 

Expected count (Den Bosch) 55.2 11.4 40.1 13.3 19.0 139.0 

    % within Familiarity 39.6% 6.5% 23.0% 12.2% 18.7% 100.0% 
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Appendix 15.n | Chi-square test: ‘I will more frequently visit other department stores in this city’ versus 
Bijenkorf familiarity (Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 2.023a 2 .364 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 11.88. 

 
p=0.364 which means that there is no significant relation between the variables ‘I will more frequently shop in 
a different group composition’ and Bijenkorf familiarity in Den Bosch. 

  

 

I will more frequently visit other 
department stores in this city 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 49 27 19 95 

Expected Count 45.5 27.3 22.1 95.0 

% within Familiarity 51.6% 28.4% 20.0% 100.0% 

(Very) familiar Count 21 15 15 51 

Expected Count 24.5 14.7 11.9 51.0 

% within Familiarity 41.2% 29.4% 29.4% 100.0% 

Total Count 70 42 34 146 

Expected Count 70.0 42.0 34.0 146.0 

% within Familiarity 47.9% 28.8% 23.3% 100.0% 
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Appendix 15.o | Chi-square test: ‘I will more frequently visit other fashion chains in this city’ versus Bijenkorf 
familiarity between cities 

    
 

I will more frequently visit other fashion chains 
in this city   

  
 

  
Totally 
disagree 

 
Disagree 

 
Neutral 

 
Agree 

Totally 
agree Total 

Bijenkorf 
familiarity 
  
  
  
  
  

Non-familiar Count (Breda) 52 7 25 3 14 101 

 
Expected count (Den Bosch) 37.5 12.2 16.9 12.2 9.4 88.2 

  % within Familiarity 51.5% 6.9% 24.8% 3.0% 13.9% 100.0% 

(Very) familiar Count (Breda) 13 1 10 6 5 35 

 
Expected count (Den Bosch) 16.9 3.8 13.1 6.6 7.5 47.8 

  % within Familiarity 37.1% 2.9% 28.6% 17.1% 14.3% 100.0% 

Total 
 

Count (Breda) 65 8 35 9 19 136 

  
 

Expected count (Den Bosch) 54.4 15.9 30.0 18.8 16.9 136.0 

    % within Familiarity 47.8% 5.9% 25.7% 6.6% 14.0% 100.0% 

0 cells (0.0 %) have expected count less than 5. The minimum expected count is 7. 
The categories ‘familiar’ and ‘very familiar’ are summed to perform a chi-square test. 
 
X

2
 = 25.455 

df = 4 
 
Critical value for X2.95=9.49 
X2 > X2.95 which means that there is a significant difference in both cities between the variables ‘I will more 
frequently visit other fashion chains in this city’ and Bijenkorf familiarity. 
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Appendix 15.p | Chi-square test: ‘I will take a different route when shopping’ versus Bijenkorf familiarity 
(Breda) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 20.520a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 3.13. 

 
p=0.0 which means that there is a significant relation between the variables ‘I will take a different route when 
shopping’ and Bijenkorf familiarity in Breda. 
 

 

 

 

 
 

  

 

I will take a different route when 
shopping 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 79 20 3 102 

Expected Count 70.2 22.9 8.9 102.0 

% within Familiarity 77.5% 19.6% 2.9% 100.0% 

(Very) familiar Count 16 11 9 36 

Expected Count 24.8 8.1 3.1 36.0 

% within Familiarity 44.4% 30.6% 25.0% 100.0% 

Total Count 95 31 12 138 

Expected Count 95.0 31.0 12.0 138.0 

% within Familiarity 68.8% 22.5% 8.7% 100.0% 
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Appendix 15.q | Chi-square test: ‘I will take a different route when shopping’ versus Bijenkorf familiarity (Den 
Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 16.805a 2 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.63. 

 
p=0.0 which means that there is a significant relation between the variables ‘I will take a different route when 
shopping’ and Bijenkorf familiarity in Den Bosch. 
 

  

 

I will take a different route when 
shopping 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 77 13 4 94 

Expected Count 67.4 16.2 10.4 94.0 

% within Familiarity 81.9% 13.8% 4.3% 100.0% 

(Very) familiar Count 27 12 12 51 

Expected Count 36.6 8.8 5.6 51.0 

% within Familiarity 52.9% 23.5% 23.5% 100.0% 

Total Count 104 25 16 145 

Expected Count 104.0 25.0 16.0 145.0 

% within Familiarity 71.7% 17.2% 11.0% 100.0% 
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Appendix 15.r | Chi-square test: ‘I will less frequently visit the street where de Bijenkorf was located’ versus 
Bijenkorf familiarity (Breda) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 16.441a 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 2.33. 

 
p=0.0 which means that there is a significant relation between the variables ‘I will less frequently visit the 
street where de Bijenkorf was located’ and Bijenkorf familiarity in Breda. 
 
 

 

 

 

 
 
 
 

  

 

I will less frequently visit the street 
where de Bijenkorf was located 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 85 15 3 103 

Expected Count 76.3 20.0 6.7 103.0 

% within Familiarity 82.5% 14.6% 2.9% 100.0% 

(Very) familiar Count 18 12 6 36 

Expected Count 26.7 7.0 2.3 36.0 

% within Familiarity 50.0% 33.3% 16.7% 100.0% 

Total Count 103 27 9 139 

Expected Count 103.0 27.0 9.0 139.0 

% within Familiarity 74.1% 19.4% 6.5% 100.0% 
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Appendix 15.s | Chi-square test: ‘I will less frequently visit the street where de Bijenkorf was located’ versus 
Bijenkorf familiarity (Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 6.080a 2 .048 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 3.17. 

 
p=0.0 which means that there is a significant relation between the variables ‘I will less frequently visit the 
street where de Bijenkorf was located’ and Bijenkorf familiarity in Den Bosch. 
 

 

 

 

  

 

I will less frequently visit the street 
where de Bijenkorf was located 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 76 15 3 94 

Expected Count 70.7 17.5 5.8 94.0 

% within Familiarity 80.9% 16.0% 3.2% 100.0% 

(Very) familiar Count 33 12 6 51 

Expected Count 38.3 9.5 3.2 51.0 

% within Familiarity 64.7% 23.5% 11.8% 100.0% 

Total Count 109 27 9 145 

Expected Count 109.0 27.0 9.0 145.0 

% within Familiarity 75.2% 18.6% 6.2% 100.0% 
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Appendix 15.t | Chi-square test: ‘The shopping supply deteriorated in the street where de Bijenkorf was 
located’ versus Bijenkorf familiarity (Breda) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 23.279a 2 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 9.13. 
 
p=0.0 which means that there is a significant relation between the variables ‘The shopping supply deteriorated 
in the street where de Bijenkorf was located’ and Bijenkorf familiarity in Breda. 

 

 

 
  

 

The shopping supply deteriorated in 
the street where de Bijenkorf was 
located 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 50 27 25 102 

Expected Count 39.9 25.9 36.2 102.0 

% within Familiarity 49.0% 26.5% 24.5% 100.0% 

(Very) familiar Count 4 8 24 36 

Expected Count 14.1 9.1 12.8 36.0 

% within Familiarity 11.1% 22.2% 66.7% 100.0% 

Total Count 54 35 49 138 

Expected Count 54.0 35.0 49.0 138.0 

% within Familiarity 39.1% 25.4% 35.5% 100.0% 
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Appendix 15.u | Chi-square test: ‘The shopping supply deteriorated in the street where de Bijenkorf was 
located’ versus Bijenkorf familiarity (Den Bosch) 

The next categories are summed to perform a chi-square test: 
- ‘Familiar’ and ‘very familiar’ are called ‘(very) familiar’ 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 21.428a 2 .000 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 12.66. 
 
p=0.0 which means that there is a significant relation between the variables ‘The shopping supply deteriorated 
in the street where de Bijenkorf was located’ and Bijenkorf familiarity in Den Bosch. 
  

 

The shopping supply deteriorated in 
the street where de Bijenkorf was 
located 

Total Disagree Neutral Agree 

Bijenkorf 
familiarity 

Non-familiar Count 59 22 13 94 

Expected Count 47.3 23.3 23.3 94.0 

% within Familiarity 62.8% 23.4% 13.8% 100.0% 

(Very) familiar Count 14 14 23 51 

Expected Count 25.7 12.7 12.7 51.0 

% within Familiarity 27.5% 27.5% 45.1% 100.0% 

Total Count 73 36 36 145 

Expected Count 73.0 36.0 36.0 145.0 

% within Familiarity 50.3% 24.8% 24.8% 100.0% 
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APPENDIX 16 | REPLACEMENT PRIMARK 

 
Appendix 16.a | Primark familiarity versus age groups 
 

 
Appendix 16.b | Chi-square test: age groups versus Primark familiarity 

 

 Value df Asymp. Sig. (2-sided) 

Pearson chi-square 34.433
a
 2 .000 

a. 1 cells (16.7%) have expected count less than 5. The minimum expected count is 2.89. 
 
p=0.0 which means that there is a significant relation between the variables age groups and Primark familiarity.  

  

40 

31 

3 

3 

5 

11 

Young aged

Middle aged

Old aged

Primark familiarity versus age groups 

Familiar Non familiar

 

Age groups 

Total Young aged Middle aged Old aged 

Primark 
familiarity  

(Very) familiar Count 40 30 3 73 

Expected Count 34.1 27.8 11.1 73.0 

% within Familiarity 54.8% 41.1% 4.1% 100.0% 

Non-familiar Count 3 5 11 19 

Expected Count 8.9 7.2 2.9 19.0 

% within Familiarity 15.8% 26.3% 57.9% 100.0% 

Total Count 43 35 14 92 

Expected Count 43.0 35.0 14.0 92.0 

% within Familiarity 46.7% 38.0% 15.2% 100.0% 
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Appendix 16.c | This city is less attractive for hedonic shopping versus Primark familiarity  
 
 

 
Appendix 16.d | This city is less attractive for utilitarian shopping versus Primark familiarity 
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Appendix 16.e | The shopping supply is deteriorated in de street where de Bijenkorf was located versus 
Primark familiarity 
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APPENDIX 17 | REPLACEMENT MEDIA MARKT 
 

 
Appendix 17.a | This city is less attractive for utilitarian shopping versus city 
 

  

39 

40 

14 

5 

6 

3 

Breda

Den Bosch

This city is less attractive for utilitarian shopping versus city 

Disagree Neutral Agree



APPENDIX 17 | REPLACEMENT MEDIA MARKT 
 

76 
 “The closure of de Bijenkorf” 

 
Appendix 17.b | The shopping supply is deteriorated in the street where de Bijenkorf was located versus 
gender 
 
 
Appendix 17.c | Chi-square test: ‘The shopping supply is deteriorated in the street where de Bijenkorf was 
located’ versus gender 

 

The shopping supply is deteriorated in the street 
where de Bijenkorf was located 

Total Disagree Neutral Agree 

Gender Male 18 5 11 34 

Female 51 14 9 74 
Total 69 19 20 108 

The next categories are summed to perform a chi-square test: 
- ‘Totally disagree’ and ‘disagree’ are called ‘disagree’ 
- ‘Totally agree’ and ‘agree’ are called ‘agree’ 
 

 Value df 
Asymp. Sig. (2-
sided) 

Pearson chi-square 6.294a 2 .043 

a. 0 cells (0.0%) have expected count less than 5. The minimum expected 
count is 5.98. 
 
p=0.043 which means that there is a significant relation between the variables ‘The shopping supply is 
deteriorated in the street where de Bijenkorf was located’ and gender. 
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APPENDIX 18 | REPLACEMENT FOODCOURT 
 

 
Appendix 18.a | I will less frequently visit the street where de Bijenkorf was located versus city 
 

 
Appendix 18.b | I will less frequently visit the street where de Bijenkorf was located versus foodcourt 
familiarity 
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APPENDIX 19 | TRAVEL BEHAVIOUR 
Appendices 19.a to appendices 19.c show the number of respondents that move further away or closer to the 
property of the future replacement. This is measured for the change in entry points. car parking facilities. 
bicycle parking facilities and public transport stops. The distance in the current situation to the property of de 
Bijenkorf and the distance in the future situation to the property of the replacement are measured. Both 
distances are subtracted from each other and show the following results. It is likely that consumers that move 
further away after the replacement are not interested in the replacement or even dislike the replacement. The 
opposite probably applies to consumers moving closer to the property of the replacement. 
 
 

 Further away Closer to 

Distance change 
Entry point 5 1 
Car parking 2 1 
Bicycle parking 0 2 
Public transport 3 0 

Appendix 19.a | Travel behaviour for replacement Primark 
 
 

 Further away Closer to 

Distance change  
Entry point* 6 6 
Car parking 0 3 
Bicycle parking 0 1 
Public transport 0 1 

Appendix 19.b | Travel behaviour for replacement Media Markt 
* one respondents choose another entry point. however the distance remained equal. 
 
 

 Further away Closer to 

Distance change   
Entry point 3 2 
Car parking 1 1 
Bicycle parking 1 0 
Public transport 1 2 

Appendix 19.c | Travel behaviour for replacement foodcourt 


