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PROJECTED EVOLUTION | DEPOSITRATE VS. 10-YEAR GOVERNMENT BOND YIELD

KEY ECONOMIC FORECASTS

Outlook supported by solid 
income growth and high 
employment levels. The labour 
market continues to provide a 
solid foundation for the economic 
outlook.

Employment increased again 
in November, rising 0.4% on 
the month and pushing annual 
growth to 3.8%. This strong 
performance contributed 
to a further decline in the 
unemployment rate, which 
returned to its 25‑year low of 
5.7%.

Labour‑market tightness remains 
a key driver of income growth, 
supported not only by robust 
job creation but also by policy 
measures such as tax reductions 
and increases in the minimum 
wage.

Additional momentum is 
expected from increased public 
and private investment linked to 
the EU’s Recovery and Resilience 
Facility (RRF).

E C O N O M I C S

P O R T U G AL

GDP growth projections for 
Portugal remain steady at 
2.3% for 2026 and 1.7% for 
2027, following an estimated 
2% expansion in 2025. 

FORECAST 2026

2.3%
GDP GROWTH 

RATE

1.9%
INFLATION

RATE

5.9%
UNEMPLOYMENT 

RATE

Source:  Savills Research using Oxford Economics Source:  Savills Research using Oxford Economics

The tourism sector is entering a 
period of slower growth, reducing 
the contribution of net exports to 
overall economic performance;

External demand is unlikely to 
be a major driver of GDP in the 
coming years, placing greater 
weight on domestic consumption 

and investment as the main 
sources of expansion;

Inflation is expected to ease 
progressively. In December, CPI 
inflation held steady at 2.2%,  
and base effects suggest a 
gradual slowdown over the 
coming month;

Lower energy prices should 
add further downward pressure, 
supporting a more moderate 
inflation profile.
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P O R T U G AL 

On a year‑on‑year basis, retail 
trade volume increased by 1.4% in 
the Euro Area and by 1.7% in the 
EU27 in December 2025.

In Portugal, retail trade recorded 
a year‑on‑year rise of 3.1%, 
following an increase of 6.6% in 
the previous month. 

Over the whole of 2025, the retail 
trade turnover index grew by 
3.0%, which is 0.6 percentage 
points below the rate observed 
in 2024.

Confidence strengthened 
gradually through 2025 as 
inflation eased and labour market 

conditions became more stable, 
creating a more supportive 
backdrop for retail activity.

Although the index showed signs 
of improvement towards the end 
of 2025, Portuguese households 
remain cautious about the 
outlook for the national economy 
and their expectations for their 
own financial situation are still 
relatively subdued.

E‑commerce revenue in Portugal 
has been rising steadily, moving 
from just over €3.5 billion in 2020 
to a projected €7 billion by 2029, 
according to Statista’s 
long‑term outlook. 

The share of consumers 
buying online has also grown 
consistently, with penetration 
increasing from around 25% to 
nearly 40% over the same period.

The rise in online shopping 
reflects a shift in everyday 
consumer habits. Improvements 
in logistics, payment systems 
and digital platforms have 
made e‑commerce easier and 
more reliable, while retailers 
increasingly adapt through 
omnichannel strategies and 
stronger last‑mile capabilities.

RETAIL TRADE TURNOVER INDEX

CONSUMER CONFIDENCE INDICATOR

Source:  Bank of Portugal | (1) Retail Trade Turnover Index (2015=100)

Source: Bank of Portugal
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E-COMMERCE IN PORTUGAL | REVENUE VS PENETRATION RATE

EVOLUTION OF NEW GLA AND NUMBER OF RETAIL SCHEMES

Over the past year, demand in 
the retail leasing market has held 
up well, even as the supply side 
remained broadly unchanged, 
with no significant new shopping 
centre openings. 

Fashion continues to set the 
pace, consistently driving the 
highest levels of take‑up, while 
food & beverage remains a key 
engine of leasing activity.  
 

Alongside these two anchors, 
categories such as F&B, leisure 
and services are playing a 
growing role in extending dwell 
time and encouraging more 
frequent visits.

A new wave of leisure and 
experience‑led concepts is 
beginning to make its way into 
Portuguese shopping centres, 
with some laser well-known 
brands actively seeking space. 

This shift is happening even as 
the cinema segment navigates a 
more delicate phase, highlighting 
how operators are diversifying 
their offer to keep destinations 
relevant.

Service‑based tenants, from 
beauty, wellness to fitness 
and everyday convenience 
services, continue to be cited 
as reliable growth areas. Their 
steady expansion reflects 
changing consumer habits and 
the increasing importance of 
practical, experience‑driven uses 
within retail destinations.

Source: Savills Research

Source: STATISTA

4.1 M 
*TOTAL RETAIL 
STOCK (SQ.M)

66% 
GLA 

SHOPPING CENTERS

COMPLETIONS 2025

•	 Nova Terra Felgueiras Retail Park 
•	 Nova Vila Retail Park 
•	 Retail Center Felgueiras 
•	 Retail Park Felgueiras

New Area: 53,475 sq m

MAIN PIPELINE

•	 Retail Park Póvoa do Varzim
•	 City Center Covilhã
•	 Azores Retail Park
•	  Beja Retail Park

 Expected Area: 61,000 sq m

Source:  Savills Research

* Does not include GLA from high‑street stores
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Occupier activity is being driven 
by a mix of expansion and 
right‑sizing, especially among 
major international brands. 

Demand for larger stores is rising 
as physical retail takes on a 
bigger role in supporting online 
sales, yet the scarcity of big units 
is forcing some retailers to adapt 
their concepts to smaller spaces 
or compete more intensely for 
the limited options available.

Food & beverage, fitness, health 
and beauty remain among 
the most active categories, 
alongside value fashion and major 
international players such as 
Inditex and Primark.

Several Spanish brands are 
also preparing to enter the 
Portuguese market. Many of 
these retailers require very 
specific unit sizes and layouts 
to introduce their latest global 
concepts, which leaves shopping 
centres with limited flexibility.

Vacancy is expected to remain 
very low, with occupancy close to 
historic highs.

Absorption will stay strong but 
selective, driven by strategic 
expansions rather than broad 
tenant rotation.

Large‑box tenants such as 
hypermarkets, cinemas and some 
electronics retailers are likely to 
continue right‑sizing to control 
costs. 
For shopping centres, this 
reinforces the need to strengthen 
daily‑needs and value offers, use 
F&B and leisure to extend dwell 
time, and grow service‑based 
tenants that drive repeat visits.

Oversized units will increasingly 
be broken up or re‑tenanted with 
leisure or high‑performing service 
concepts.

Y E AR 2025  |  R E TAI L  M AR K E T

S H O P P I N G C E N T R E S

Prime rental levels should remain 
firm, supported by sustained 
demand.

Overall occupancy is likely to stay 
stable, with limited unexpected 
turnover.

International retailers will 
continue to seek well‑sized units 
that match their latest store 
formats.

Footfall is set to keep rising, 
supported by experiential, 
convenience‑led and omnichannel 
retail strategies.

RETAIL IN SHOPPING CENTRES

WHAT’S AHEAD FOR 2026
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RETAIL SCHEMES IN PORTUGAL | PRIME RENTS

Shopping‑centre rents 
stayed stable in 2025, now 
above pre‑pandemic levels, 
supported by strong footfall 
and limited available space. 
With demand exceeding 
supply, landlords hold 
the advantage and brands 
prioritise securing the right 
unit over rent levels.

Retail parks also continue 
to perform well, driven by 
convenience, easy access and 
strong traffic flows, attracting 
a broad mix of retailers.

Footfall in shopping centres 
increased in 2025, lifting sales 
by 4.9% year‑on‑year. Beyond 
the higher visitor numbers, 
conversion rates improved, 
showing that visits were more 
purposeful and shoppers more 
inclined to buy.

Consumer behavior is shifting 
toward a blend of mission and 
experience: quick convenience 
trips alongside activities that 
online retail cannot replace. 
Shoppers remain highly 
promotion‑driven and more 
demanding on quality and value, 
making the overall journey more 
experience‑led and centered on 
comfort and convenience.

Source: Savills Research

Centres with strong food & 
beverage and leisure anchors 
achieve longer dwell times, 
stronger evening and weekend 
trade, and better leasing 
momentum for nearby fashion. 
Sales growth outpacing footfall, 
as seen in APCC H1 2025 (+4.9% 
sales vs +1.6% footfall), reflects 
higher conversion, larger baskets 
and a more effective category 
mix, especially in food‑led and 
value‑led segments.

Consumers increasingly research 
online but still complete many 
purchases in‑store, driven 
by immediacy and product 
availability.

Shopping‑centre occupancy 
remains exceptionally high at 
around 98%, keeping prime rents 
stable and giving landlords strong 
leverage in negotiations. 

With demand still exceeding 
available space, operators face 
pressure to meet market rental 
expectations, and access to the 
“right” unit often matters more 
than the rent itself for leading 
brands.

Retention strategies focus on 
protecting key anchors and 
high‑performing tenants, while 
ensuring long‑term alignment 
between the asset’s positioning 
and occupier needs.

Tenants hold more negotiating 
power in older or secondary 
assets, especially where capex is 
required to stay competitive with 
upgraded prime centres.

Retention efforts increasingly 
rely on tailored renewals for 
best‑in‑class brands and targeted 
investment in placemaking, from 
food courts to leisure areas and 
refurbishments, to defend market 
share.
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Y E AR 2025  |  R E TAI L  M AR K E T

H I G H S T R E E T S

Prime high streets in Portugal 
remain supply‑constrained, with 
vacancy levels in Lisbon’s leading 
retail corridors at historic lows. 

Units that reach the market 
are taken up rapidly by both 
international and domestic 
brands, reinforcing landlords’ 
ability to sustain and gradually 
increase rents. The scarcity of 
quality stock continues to be the 
defining feature of this segment, 
shaping both pricing and 
occupier behavior.

Tourism remains a critical 
driver of performance. Portugal 
continues to record exceptional 
visitor numbers, and central high 
streets have become some of the 
most commercially resilient retail 
environments in the country. 

Strong footfall, combined 
with the full recovery of 
post‑pandemic economic activity, 
has strengthened retailers’ 
willingness to secure well‑located 
units.

Gym and fitness operators 
continue to expand 
steadily, strengthening their 
proximity‑based relationship 
with customers through the 
rollout of neighborhood‑focused 
and convenience‑driven gym 
concepts.

Demographic ageing is reshaping 
demand patterns, increasing the 
relevance of healthcare services 
and strengthening the role 
of proximity retail in meeting 
everyday needs.

Immigration is supporting 
additional growth in F&B, 
neighborhood retail and food 
distribution, both through higher 
consumption volumes and the 
diversification of concepts and 
operators.

Demand is particularly strong 
across the food and fashion 
categories, where brands 
prioritize visibility and proximity 
to high‑traffic areas.

The luxury segment has 
maintained its momentum. Major 
international brands continue to 
pursue strategic positioning in 
Portugal, but expansion remains 
constrained by the limited 
availability of suitably sized, 
high‑specification units. This 
imbalance between ambition and 
supply is reinforcing competition 
for prime space and supporting 
rental uplift.

Physical stores continue to play 
a central role in the customer 
journey, acting as both a sales 
channel and a brand‑building 
platform that complements online 
activity. As a result, brands are 
willing to pay a premium for units 
that deliver strong visibility and 
the capacity to create immersive 
in‑store experiences.

Given the scarcity of quality 
product, landlords retain a clear 
advantage in negotiations. 
“Product is king” remains 
an accurate description of 
the market: well‑located, 
well‑designed units command 
immediate attention and 
competitive bidding.

HIGH STREET RETAIL | PRIME RENTS

Source: Savills Research

HIGH STREET | LISBON (€/SQ M)

Garrett & Carmo Streets €140

Augusta Street €135

Avenida da Liberdade €125

Boavista & São Paulo Streets €70

Príncipe Real €70

HIGH STREET | PORTO (€/SQ M)

Santa Catarina €80

Flores Street €70

Aliados €50

Clérigos Street €40

Boavista €25

Foz do Douro €20

Matosinhos €15

PORTUGAL (€/SQ M)
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Retail Parks €12
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I N V E S T M E N T Y E AR 2025  |  P O R T U G AL

R E TAI L  M AR K E T 

TOTAL RETAIL
STOCK 

4.0M 
 (SQM)*

RETAIL  
PARKS

4 
RETAIL  
PARKS

5

* (TOTAL COMMERCIAL AREA, NOT INCLUDING THE HIGH‑STREET RETAIL SEGMENT)

DENSITY 
SHOPPING CENTER 

260 
(SQM/  

1,000 INHABITANTS)

NEW GLA

~54,000  
(SQM)

NEW GLA

67.000  
(SQM)

YEAR 2025 - TOP INVESTMENT TRANSACTONS

Year | Quarter Building GLA(sqm) Seller Buyer Investment Volume (€M)

Q1 2025 NorteShopping 89,151 TIIA Group Sierra Prime €300M - €350M

Q2 2025 Nosso Shopping 22,720 DWS L Catterton €79M 

Q2 2025 Forum Madeira 21,472 DWS
Castella 

Properties
€62M

Q4 2025 Alegro Setúbal 27,000 Tiekenveen Ceetrus €60M - €70M

EVOLUTION OF PRIME YIELDS

RETAIL INVESTMENT MARKET

Source: Savills Research

2025 OPENINGS PIPELINE 2026-2027
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Lisbon High Street Retail (Gross) Shopping Centers (Net) Retail Parks (Net)
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EVOLUTION OF PRIME YIELDS

Lisbon High Street Retail (Gross) Shopping Centers (Net) Retail Parks (Net)

RENTS & YIELDS PRIME RENT (€/sq m) PRIME YIELD (%)

Shopping Centers €140 6.25%

Retail Parks €12 7.00%

High Street Retail 4.25%

Av. Liberdade € 125

Garrett & Carmo Streets € 140
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Savills plc is a global real estate services provider listed on the London Stock Exchange. We have an international network of more than 700 offices and associates throughout the Americas, the UK, continental 
Europe, Asia Pacific, Africa, India and the Middle East, offering a broad range of specialist advisory, management and transactional services to clients all over the world. This report is for general informative 
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has been made to ensure its accuracy, Savills accepts no liability whatsoever for any direct or consequential loss arising from its use. The content is strictly copyright and reproduction of the whole or part of it in 
any form is prohibited without written permission from Savills Research.

Savills Research
We’re a dedicated team with an unrivalled reputation for producing well-informed 
and accurate analysis, research and commentary across all sectors.
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