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Introduction 

•  Established in 2005 in the Netherlands 

•  Offices in The Hague (NL) and Austin, TX (USA) 

•  Experts regarding marketing, investment 
promotion & acquisition (FDI), as well as 
location search 

•  Clients in both private and public sectors in 
Europe and the USA 

•  Corporations, ministries, states/provinces, 
investment promotion agencies, municipalities, 
campuses and business parks 

Clear strategy and powerful tools 

ARCUSplus supports its clients with a clear 
strategy and powerful tools, readily available to 
attract new businesses, retain current investors or 
find the right location for future operations.  
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2. QUALIFIED LEADS  1. STRATEGY 

3. PRODUCTS 

Investment promotion – our services 

4. HANDS-ON SUPPORT 

“One-stop shop” 

PARTNER IN  
INVESTMENT 
PROMOTION 
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FDI? 
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FDI: an example 
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FDI: an example 
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Why FDI? 
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•  Attract new jobs & investment(s) 
•  Spin-off 
•  New knowledge & technology 
•  Size of start-ups 
•  Industrial clusters 
•  Image and branding 
•  Competition between regions 
•  Companies ‘need’ help 
•  ……. 

FDI motivators 
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FDI motivators 
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FDI activity 

Global foreign investment increased in 2014

After several years of subdued investment activity and gradual declines in investment since 
2010, a moderate recovery was made in 2014 in both the number of projects and jobs created 
from foreign direct investment (FDI) around the world. Signs that the economic recovery was 
growing more entrenched in major markets prompted companies to expand activities and 
create more jobs internationally. Accordingly, both overall FDI measured by projects and 
associated jobs increased by 6 percent (see Figure 1).

Figure 1: New foreign investment activity in 2003-2014: number of projects and job creation
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The United States maintains its position as the world’s primary destination for FDI, as investors 
continue to respond positively to the country’s growing economy and central role in global 
value chains. Overall investment into the United States reached new record levels, and new 

Growth trend data differences

The overall growth trend presented in Figure 1 is in 
marked contrast to the findings from other sources, 
such as the annual World Investment Report by the 
United Nations Conference on Trade and 
Development (UNCTAD). The reasons for these 
differences are to be found in UNCTAD’s focus on 
cross-border capital flows rather than greenfield and 
expansion investment, which is the focus of our data. 
Many of these capital flow data relate to investments 
for which a location decision is hardly relevant, such 
as mergers and acquisitions or portfolio investments. 
Moreover, UNCTAD also includes portfolio 
divestments in its analysis. 

Overall, UNCTAD reported a global decline in foreign 
investment by 8 percent. In particular, North America 
was reported to decline by more than 50 percent, 
which was due largely to one huge divestment, a 
share buyback. These conclusions highlight the 
perils of using capital flows as an indication of actual 
investment and job creating activity. We believe that 
the data presented in this report provide a more 
realistic view of whether and where companies are 
investing and creating jobs abroad.

2 Global Location Trends: 2015  Annual Report

job creation was 2 percent higher than in 2013. China remains in second place, while India is 
third, with both countries returning to growth after a decrease during the previous year. The 
United Kingdom confirmed its position as Europe’s prime destination for foreign investment. 
Vietnam and Indonesia experienced substantial growth, highlighting that investors are 
increasingly seeing these countries as attractive business locations. Not surprisingly, Russia 
has dropped out of the global top 20 after experiencing substantial declines in inward 
investment because of the regional conflict in Ukraine and the trade and investment barriers 
that followed. 

Figure 2: Top-ranking destination countries by estimated jobs, 2014 (2013)
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Job creation around the world 
through foreign investment 
increased 6 percent.

The United States ranks first, 
and repeats its record job 
creation performance from 2013.

Ireland continues to lead the 
world in attracting high-value 
projects.

3
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FDI cities 
Figure 6: Top-ranking cities by projects, 2014 (2013)
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Note: Projects of less than 10 jobs were not included.

14 Global Location Trends: 2015  Annual Report
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FDI who is involved? 
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•  R&D 
•  Manufacturing 
•  Distribution centers 
•  Headquarters 
•  Marketing & Sales 
•  Service centers 

FDI ‘it’s the activity stupid’ 
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FDI tools 

Marketing 
Communication & 
Public Relations 
 

•  Website 
•  Ads & Publications 
•  Media 

Develop 
Networks 
 

•  Internal 
•  External 
•  Events 

Organize & Actively 
Participate Events 
 

•  Seminars 
•  Trade shows 
•  Workshops 

Direct approach 
Of companies 
 

•  Desk research 
•  Prospect Visit Program 
•  Account Management 
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19

Acquisitietrechter 2013 - 2014

Bedrijfsbezoeken, conference calls buitenland: 341

Matchingen: 168 projecten

Nieuwe projecten: 324 (logistiek 260, overig 64)

Buitenlandreizen: 14

Seminars, round tables: 23

Fact finding trips: 54

Landingen: 91 (logistiek 69, overig 22) 

FDI tools 
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How do you rate the logistic position of the 
Rhine-Scheldt Delta within Europe? 
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Benelux: a strategic location? 
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‘Blue banana’ hubs remain the ideal platform for pan-European distribution 
activities for the majority of the European consumer market’. 
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Uitdagingen voor de Nederlandse Logistiek
• Concurrentie van ons omliggende 

landen
• Economisch zwaartepunt Europa 

verschuift oostwaarts
• Binnenlandse en Europese regelgeving 

en interpretatie daarvan
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Benelux: a strategic location 
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EU expansion! 
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Koper 

Gdansk 

WE & CEE 

EU expansion! 
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E-commerce 

14 INFORMATION ECONOMY REPORT 2015

B2C market Online buyers

Country As a share Number in
millions**

Annual spend Source***

China 301 18.5 271 1 111 Ministry of Commerce

United States 263 4.7* 133 1 975 Bureau of Census

Japan 119* 5.3* 55 2 171 Ministry of Economy, Trade and Industry

Germany 52 4.5* 33 1 593 Federal Ministry for Economic Affairs and Industry

United Kingdom 144 5.2* 30 4 874 Interactive Media in Retail Group

Russian Federation 13 14 20 662 Ecommerce Europe

Republic of Korea 22 2.2 19 1 195 KORSTAT

France 68 12 18 3 688 Fédération du E-commerce et de la Vente à 
Distance (Fevad)

Brazil 14 ... 14 1 045 Associação Brasileira de Comércio Eletrônico

Canada 19* 11.9 13 1 446 Statistics Canada

Top ten total 1 016 8.1 605 1 679

Estimates of global B2C 
sales in 2013 1 233 N/A eMarketer

Source: UNCTAD, based on sources cited in the table.
* 
** 

*** 
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Source: 
Note: 

and estimated revenues from major online retailers, consumer online buying trends, and macro-level economic conditions. 
Data include products and services ordered and leisure and unmanaged business travel sales booked using the Internet via 

Don’t place any content  
below this line 

Visit www.docdata.com/styleguide 
for the latest templates, pictures 
and graphics 
 
General guidelines: 
• Use high quality graphics 
• Be concise 
• Use charts instead of tabular 

data (if possible) 
• Use the standard font (Gotham) 

or, if not installed, make sure you 
use one font for all content 

• Keep the size of the font 
consistent across all slides 
 

 
Tone of Voice & Copy 
• Personal: Always make sure that 

contact with Docdata has a 
name (and a face) 

• Tell stories: Use the cases to tell 
your story. Show the range of 
services and where Docdata 
makes the difference 

• Show facts: Convince potential 
clients by showing the energy 
you put into your work 

• Scaling: Docdata is as big as its 
clients. Show that you can grow 
and shrink your services to fit the 
needs of each individual client. 

 
 
 
Template version 20130618 

Our vision on consumers in 2020 
 
Online consumer spending in Europe will increase to 
30% of all consumer spending  
 
Each consumer has a top 5 of retailers where they buy 
80% of their goods  
 
There is no product category that the consumer is not 
willing to buy online  

 
Consumers pick up 30% of their orders, the other 
orders are delivered at home  

page 10 

Northern European B2C e-commerce turnover grows over 13% 
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E-commerce 

2  Advance • A new logistics real estate landscape 

 

Key take-aways  
• The growth in online retail sales will drive significant new demand 

for logistics real estate. 

• This demand will require a variety of different types of logistics 
facilities, including fulfilment centres, sortation centres, cross-dock 
facilities and processing centres for returned items. There will also 
be growing demand for collection points, including lockers, to 
service click-and-collect.  

• While traditional bricks and mortar retail will remain a more 
significant driver of aggregate logistics real estate demand than 
online in the medium-term, online will be a more dynamic driver of 
change. 

• In mature retail markets, the growth in logistics real estate 
demand driven by e-fulfilment could be off-set by some 
weakening in demand related to supplying physical store 
portfolios.  

• In less developed retail markets, logistics real estate demand will 
be driven by both an expanding retail property stock and growing 
online sales. 

 

• Multi-channel retail will increasingly evolve into omni-channel 
retail  to provide a fully integrated seamless customer shopping 
experience. With omni-channel the role of shops and warehouses 
will become blurred. 

• Retailers, parcel operators and logistics companies along with 
developers and investors need to stay ahead of the curve and be 
responsive to this change in order to optimise their respective 
strategies and get best value from their logistics real estate from 
an operational or financial return perspective. 

• Retailers need to embrace multi-channel and work towards 
delivering a fully integrated omni-channel  shopping experience 
for consumers.  

• Developers need to focus on acquiring appropriate sites and 
building up strong relationships with key retailers, logistics 
companies and parcel operators. 

• Investors need to understand how online and multi-channel 
supply chains work in order to understand the function of the 
warehouses that support these and what this means for 
specification, location and investment performance prospects.  

  

DHL Parcel | 27 mei 2015 6 

Onze ontwikkelingen 2015 

Maandag bezorging 

dhlparcel.nl 

+ 50 DHL Parcel e-carts 

+ 440 auto’s + 100 trucks 

+ 1.100 Parcelshops in NL 

Avondbezorging 

60 DHL Parcelstations 

C2C shippingtool 

24-uurs bezorging 

+ 900 Parcelshops in BE 
DHL Parcel House 

Netwerk integratie 
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E-commerce 
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E-commerce 

Analysis European market e-fulfilment (Prologis, 2015) 

•  200,000 new jobs in next five years in new e-fulfilment facilties 

•  Industry will need 15 million square meters of logistics space 

•  Current hotspots: UK, Germany, France as well as Poland, Czech Republic 
and the Netherlands 
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Competition = getting stronger 
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‘Best locations for e-commerce logistics/distribution centers’ (PWC) 
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People, governments and companies are becoming more aware of their impact on 
the environment, and their own responsibility in this. Governments are imposing 
measures to reduce CO2-emissions, and to use cleaner modes of transport. At the 
same time, companies are becoming more socially responsible, and more aware of 
their own carbon footprint and ways of reducing this. 

Multimodal transportation 
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Product variety 

Challenges… 

‘Flexibility of labor’ 

‘Speed to market’ 
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What are companies looking for? 
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1.  Infrastructure & accessibility 
2.  Market access 
3.  Operational base costs 
4.  Labour market capacity 
5.  Logistics competence 
6.  Business environment 

 

Criteria 
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+ 
•  Labor costs 
•  Rental costs 
•  Transport costs 

•  inbound 
•  outbound 

•  Inventory costs 
•  Customs (VAT) 
•  Taxation 

Cost factors 

•  Accessibility 
•  Quality of labor 
•  Labor regulations 
•  Transport  
   solutions (3PLs) 
•  Quality of facilities  
   and sites 
•  Customs & fiscal 

Qualitative factors 

Criteria 
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EDC 

X-dock 

X-dock 

Traditional EDC 

BDC 

BDC + Satellites 
RDC 

RDC 

RDC 

RDC 

RDC’s 

Source: HIDC 

Types of DC 
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15 

Europe is not an easy place to do business: 48 
countries, 24 languages, 15 currencies 

Various differences exist between European countries (even within the EU) 

Economics 
 

• Market size 
• Buying power 
• Growth/ 

outlook 
• Innovation 
• Etc. 

Finance 
 

• Corporate 
taxatation 

• Currencies 
• Subsidies/ 

incentives 
• Etc. 

Legislation 
 

• Labor laws 
• Intellectual 

property 
• Patents 
• Export/import 
• Etc. 

Culture 
 

• Language 
• International 

orientation 
• Business 

practices 
• Etc. 

From international companies this requires: 
 
 
•  Awareness and taking into account implications of national differences 
•  Willingness to commit resources to obtain local market expertise 
•  A differentiated European market strategy and a dedicated business plan 
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Logistiek in Beeld 6 

Voor beide groepen geldt dat vervolgens de rol van 
de vastgoedpartijen (ontwikkelaar, bouwer en 
belegger) aanzienlijk is. Circa 30% van de bedrijven 
laat zich adviseren of leiden door een vastgoedpartij.  
 
Figuur 7:  Partijen mede bepalend bij locatie- en 
regiokeuze (meerdere antwoorden mogelijk)  

GROOT, GROTER, GROOTST:  
STEEDS MEER ZOEKERS > 5 HA 

We constateren dat de ruimtevraag van 
DC’s steeds groter wordt. In meerdere 
regio’s in Nederland ‘hangen’ momenteel 
vragen van logistieke partijen voor 8, 10, 15 
en zelfs 20 hectare. De concentratie van 
logistieke activiteiten is hiervan de 
belangrijkste oorzaak.  

In Logistiek in Beeld is niet specifiek 
gevraagd naar de omvang van de dynamiek. 
Uit ander onderzoek van ons (Database 
Bovenregionale  Locatiedynamiek 
Nederland) blijkt dat het bij minimaal een 
kwart van de bedrijven gaat om een zeer 
substantiële omvang (>5 hectare 
ruimtevraag).  

Overigens zien we op dit moment ook een 
sterke vraag naar aanhuur van tijdelijke 
ruimte (om groei tijdelijk op te vangen of 
om e-commerce activiteiten te scheiden van 
reguliere warehousing). 

Factoren voor toekomstig logistiek 
succes 

Welke factoren bepalen logistiek succes?  

Essentieel: lagere kosten en beschikbaarheid personeel  
We hebben de logistieke bedrijven gevraagd welke 
aspecten voor toekomstig logistiek succes cruciaal 
zijn. Figuur 7 geeft een beeld van de diverse factoren 
die logistiek succes bepalen. 

Kosten voor transport, arbeid en warehousing blijken 
de ‘top-5’-aspecten van cruciaal belang voor 
logistieke ondernemers.  
 
Daarnaast noemen veel bedrijven de 
beschikbaarheid van personeel als cruciale factor 
voor logistiek succes in de toekomst. In veel regio’s 
blijkt het nu reeds moeilijk om aan goede 
medewerkers te komen, vandaar. Bedrijven 
verwachten dat deze knelpunten blijven of groter 
worden.  
 
Figuur 8:  Ranking factoren voor  logistiek succes  

 
Opvallend is verder dat kosten voor grond of de 
huurprijs van vastgoed op zich wel belangrijk zijn 
voor ondernemers (en nog meer voor 
tussenpersonen), maar niet worden genoemd als 
directe factor voor het logistieke succes van de 
onderneming.  
 
Ook de multimodale bereikbaarheid van plekken en 
regio’s wordt overall bezien niet als cruciaal ervaren 
voor logistiek succes. Dat komt omdat multimodale 
bereikbaarheid niet voor alle bedrijven speelt, maar 
wel voor belangrijke niches in de logistiek.  

Verschillen binnen de database 
Er zijn duidelijke verschillen tussen bedrijven als 
gevolg van core business en marktoriëntatie. 
 
Voor de logistiek dienstverleners is de 
bereikbaarheid over de weg van groter belang dan 
bij verladers. Dit verschil is goed te verklaren omdat 
het merendeel van de verladers in ons onderzoek 
(delen van) het logistieke proces uitbesteedt. Kosten 

31%

29%

19%

11%

10% Klant/dienstverlener

Ontwikkelaar/belegger

Adviseur

Makelaar

Anders

Who decides? 

LSP, client, real estate developer,  

Consultants, real estate agents 
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Province  
of Limburg (NL) 

North Rhein Westfalia (G) 

Action: search area 
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•  > 50.000 m2 warehouse  
•  + 2.000 m2 hazardous 

 goods storage space 
•  + 500m2 office space 

•  Free height: 12m 
•  1 loading dock / 1.000m2 

•  Fire and safety controls 
•  Space for growth  
 
 

Available facilities: Available land:  
•  > 80.000 m2 building 
•  Right zoning 
•  Clean soil certificate  
•  Ready for construction 
•  ... 

Staff: 
•  Appr. 650  
•  20% flex 

Action: RDC requirements 
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1.  Identify potential locations / real estate  
2.  Draft “long list” (50) 
3.  Review “long list” locations /real estate 
4.  Draft “short list” -> general criteria (27) 
5.  Design Benchmark: 

a.  Identify location factors (qualitative) 
b.  Weigh location factors 
c.  Identify cost factors 
d.  Set up business parameters  

6.  Score each location (qualitative / quantitative) 
7.  Rank locations 

Action: process 
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Tesla Motors opens assembly plant in Tilburg  
Having begun the first European deliveries of Model S, Tesla Motors opened its Tilburg Assembly Plant in the presence 
of the Vice Governor Economic and International Affairs of the Province of Brabant and Alderman Economic Affairs of 
the Municipality of Tilburg. The Tilburg facility will serve as the final assembly and distribution point for Model S vehicles 
sold in Europe as well as Tesla's European service and parts headquarters. Some of the very first Dutch, Belgian, 
French and German Model S customers received their cars today at the brand new facility. 
With a size of 18,900 square meters, this new state-of-the-art facility is well prepared to receive the brand new Model S 
which is shipped over from the US. Having crossed the ocean and reached Europe, Model S arrives at the Tilburg plant 
for final assembly before being delivered across the continent. 
Tilburg an ideal location 
Being centrally located in Tilburg enables efficient, timely and cost effective operations 
throughout Europe. Parts can be distributed to anywhere across the continent within 12 hours. 
Tilburg is an ideal location considering its proximity to the port of Rotterdam and the high 
quality and availability of transportation infrastructure. An excellent rail and motorway network 
connects Tilburg to all major markets. 
Alderman Erik de Ridder (Economic Affairs): "Tesla coming to Tilburg makes me proud. Thanks to the efforts of many 
organisations, not least BOM Foreign Investments, one of the most innovative companies in the world is coming to our 
city. Tesla chose Tilburg because of the central location in Europe and the excellent infrastructure. The arrival of the US 
electric car manufacturer creates dozens of high quality jobs.” 

Tesla (Tilburg, NL) 
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WWW.COLLIERS.COM/RESEARCH   |    P. 5    Q2  2013

EUROPEAN LOGISTICS   |   WHITE PAPER

Outside Western Europe, the city that obtained the best score under a distribution-driven 
scenario is Prague (14th), followed by Bratislava (17th). From the former, a consumer base 
of more than 150 million people is reachable in 9-hours, which amounts to a GDP of 
approximately 4,000 billion euros, against a national GDP for Czech Republic of 130 billion 
euros. The potential appeal of both cities also stems from the lower cost of inputs, such 
as labour and real estate, with rents for prime distribution space in Bratislava 25% lower 
than the average for Western Europe and employee remuneration averaging just a third  
of the compensation payable in the Netherlands. 

The apparent cost-market access trade-off is clearly illustrated by the following chart. 
Cities offering a particularly good compromise between cost and market access include, 
from the highest to the least expensive, Venlo, Lille, Liege, Prague, Bratislava, Upper Silesia 
(Katowice) and Poznan. Examples of recent lettings testify the appeal of these cities from 
a distribution point of view: giant e-retailer Amazon for instance has recently announced 
it will open a new 90,000 sq m distribution centre in Lille’s region, Nord-pas-de-Calais, 
its fourth in France. Compared to other French logistics areas, Nord-pas-de-Calais boasts 
cheaper warehousing costs and a relatively abundant supply of land relative to denser 
urban areas. It also has an advantage of being situated at the crossroads of freight routes 
connecting  Northern Europe, Southern Europe and the British Isles, due to its location 
near the Channel Tunnel.

Source: Colliers International

CORRELATION BETWEEN COST AND MARKET ACCESS
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Amazon (Lille, FR) 
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http://www.tradeportnoordvenlo.nl/home 

Venlo: hotspot 

https://www.youtube.com/watch?
v=ystaQsPBm98 
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1.  Game of attracting business activities is changing 
2.  Logistics remains a very interesting activity to attract 
3.  Market demands drive changes in European SC Structures   
4.  Competition between logistics hot spots will increase 
5.  Companies are better informed 
6.  Regions must have clear & tailored value propositions 

Summary 
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The nature of functions and operations may change, with new skills requirements and a shift 
toward greater automation. This will, in turn, have implications for the location footprints of 
some companies. Activities that were moved offshore a decade ago may now be better 
performed closer to end customers, while other activities will continue to benefit from low-
cost locations around the world.

Implications for policymakers
Policymakers and public-sector leaders seeking to facilitate economic growth and job 
creation must prepare for a challenging economic environment with the shift toward more 
complex global value chains. Foreign investment will flow to locations that add value to 
companies going through persistent disruption and radical transformation. We may see more 
volatile investment levels within and among countries, as the underlying factors of competitive 
advantage change and value creation shifts within sectors. Agile economies of the future will 
be characterized by their ability to adapt to these constant changes and respond to shifts in 
global value chains.

17
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Q&A 
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