


Upper 5th Avenue in New York is no longer the reigning monarch. 
The queen of luxury streets has abdicated its throne to Hong Kong’s 
Causeway Bay, in the city of the world’s highest rent. This is what 
has been revealed by the thirtieth edition of the Main Streets Across 
the World report, published by Cushman & Wakefield. A decrease 
in rental costs in New York, with average rents at US$ 2,250 psf/
yr compared with US$ 3,000 in the previous 12-month period, has 
caused Upper 5th Avenue to slide into second place in the world 
rankings. Hong Kong’s Causeway Bay area takes top spot, with a 
figure of US$ 2,671 psf/yr. 
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Causeway Bay’s Russell Street trumps 
5th Avenue in New York as the world’s 
most expensive retail rental market.



London’s New Bond Street meanwhile is the most ex-
pensive European location, in third place globally, with 
rents broadly flat year-on-year at US$ 1,744 psf/yr, un-
derlining the fact that luxury and high-end retailers still 
see the UK’s capital as a key retail destination.
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Also among the top 10, Avenue des Champs Élysées in 
Paris ranks fourth (US$ 1,519 psf/yr), while Milan’s Via 
Montenapoleone (US$ 1,466 psf/yr) comes in fifth place. 
Ginza in Tokyo occupies the highest position among the 
Asian streets.

Via Montenapoleone in Milan is 
among the world’s High Streets. 
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Report author Darren Yates, Head of EMEA 
Retail Research at Cushman & Wakefield, said: 
“There is still a significant appetite for premium 
retail sites globally, with the top retailers us-
ing stores as part of their customer experience 
strategy. While global trends are not complete-
ly uniform, there are some common themes, the 
most notable of which include the continued 
growth of online, omnichannel retailing as stand-
ard and significant investment in store design. 
While technology is still a major disruptor in re-
tailing, it is also enabling physical retail to fight 
back as it allows retailers to better understand 

their customers and to enhance the in-store ex-
perience.” While Justin Taylor, Head of EMEA 
Retail at Cushman & Wakefield, said: “There is 
still a healthy future for the sector but we are 
moving to a ‘beyond retail’ phase driven by so-
cietal and technological change meaning busi-
ness models will also need to adapt. Traditional 
retail will survive, and in many locations pros-
per, but it will likely form a smaller part of the 
overall occupier mix. Even in these most expen-
sive high street locations, we are likely to see a 
mix of uses such as restaurants, leisure, fitness, 
and services.”
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And how has the world of luxury been affected 
by changes brought about by the digital revo-
lution? The Cushman & Wakefield survey also 
helps to reflect on this question. Now more than 
ever new types of shoppers need to be taken 
into consideration, most of which are millen-
nials. Stores must offer more tantalizing shop-
ping experiences in order to allure customers 
into the shops. This is because even with the 
digital age, the main distribution channel re-
mains retail – and luxury brands are no excep-
tion. E-commerce weighs in less, but compared 
to the past, luxury companies need to manage 
a greater number of channels (online, retail, 
wholesale) that are increasingly interconnect-
ed with each other, hence the importance of 
an omnichannel strategy. 
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It is estimated that today the 20-35-year-old demographic ab-
sorbs 30 per cent of the luxury market, and will reach 50 per cent 
in 2024. Hunger for luxury is also growing in the Far East. The 
Chinese in six years will make up 40 per cent of the demand, con-
tributing a growth of about 70 per cent. In fact, among the con-
sumers with the greatest potential are Chinese under 35 living in 
big cities, followed by the rest of the world’s young rich big-city-
dwellers (megacitiers). And finally, there are the wealthy young 
people from emerging countries who are approaching luxury for 
the first time (upstarters).

Ginza, Tokyo.


