
www.across-magazine.com

ONLINE SPECIAL | DECEMBER 2020

EVERYTHING IS 
UPSIDE DOWN

HOW COVID-19 IS CHANGING THE 
REAL ESTATE INDUSTRY

HOW COVID-19 IS CHANGING THE 
REAL ESTATE INDUSTRY

HOW COVID-19 IS CHANGING THE 
REAL ESTATE INDUSTRY

HOW COVID-19 IS CHANGING THE 
REAL ESTATE INDUSTRY

HOW COVID-19 IS CHANGING THE 
REAL ESTATE INDUSTRY

CHANGE PLACEMAKING
INNOVATION

RETHINKING COOPERATION

REGIONALIZATION

MULTI-CHANNELING

WHAT REMAINS 
OF 2020



DEAR READER, 
2020 began with the, one might almost say, usual highs of the European retail real 
estate industry. Hardly anyone thought that a virus, which was already rampant in 
China at the time, would bring about a paradigm shift. But this what happened.  
Because of Covid-19, the year will go down in the annals as an extremely difficult 
one. The lockdowns hit the global economy and with it the placemaking industry  
in Europe hard. The term "crisis" was used in an inflationary way.

But as we all know every crisis contains an opportunity. The pandemic, for example, 
threw over numerous industry rules and habits that already had an expiration date. 
Now, innovation, a spirit of the future, and flexibility are the order of the day. After 
all, it is pointless to lament the supposedly good times. Rather, it is necessary to 
face up to the new challenges.

This online special of ACROSS reflect this spirit, this optimistic mood. Joanna Fisher, 
the CEO-designate of ECE Marketplaces, explains in her interview that online versus 
offline ceased being about competition a long time ago, and now the issue revolves 
more around working together and connecting the channels. And Joost Koomen, 
Secretary General of the recently launched European Council of Shopping Centers 
(ECSP), emphasizes the need for a single European voice to represent the interests 
of the industry.

I wish you an exciting read–and of course Merry Christmas!

Stay healthy!
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The retail sector would normally gear up for the traditionally 
busy Christmas period, but the Covid pandemic continues 
to wreak unpredictable havoc around Europe and the world. 
The latest round of lockdowns and their inconsistent impact 
on European communities from Helsinki to Heraklion, and 
from Lisbon to Lviv, are not just a public health crisis. They 
threaten to have a disproportionate impact on Europe’s re-
tail property sector too.

CREATING A EUROPEAN 
VOICE FOR EUROPE’S  
RETAIL PROPERTY SECTOR

Joost Koomen

Secretary General of the European 
Council of Shopping Places

The need for a single European voice to represent the in-
terests of the industry has never been greater. Europe 
needs an organization to promote and protect the interests 
of the people and businesses who develop, manage and in-
vest in its retail and mixed-use destinations. It is a Europe-
an sector that generates an annual turnover of 750 billion 
Euro and represents almost 160 million sq m of floorspace, 
employing a further 6 million people.

The European Council of Shopping Places (ECSP) was 
launched in October 2020 with 15 members, including  
six national councils and some of Europe’s largest devel-
opers and investors. It will promote the priorities of its 
members focusing on advocacy, events, research, and 
broader reputation and promotional activities. The new  
association will also host working groups focused on areas 

such as sustainability, research, public policy, security, 
property management and future trends. ECSP replaces 
the International Council of Shopping Centres (ICSC) which 
has retrenched to focus on the North American market. Its 
arrival could not be timelier with the current crisis. But be-
yond Covid, 2021 was already shaping up to be an impor-
tant year for the sector.

Millions of people visit shopping places every day, depend-
ing on them for the many things they need and want. The 
value of the consumer experience to different communi-
ties, drawing upon a mix of retail, leisure, culture and sports 
is a critical element of a vibrant and successful urban en-
vironment. For example, 9.6 million visitors visited the Lou-
vre in 2019, Europe’s most popular museum. By compari-
son Les Quatre Temps Shopping Centre in Paris welcomed 
45.7 million people the same year. Now magnify that 
across Europe. Most towns and cities have at least one 
shopping center, but there is only one Louvre. Take that ex-
perience away and that vibrancy and success will soon be 

“Health and safety will always be 
our first priority, but a tiered 
approach to the new Covid 

measures could help avoid blanket 
national closures.”

BY JOOST KOOMEN, IMAGE: ECSP
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lost. With people stuck at home, e-commerce has been  
given a further boost, able to leverage the pandemic to 
drive digital sales. Enforcing a level regulatory playing field 
between online and offline retailing has become more im-
portant than ever. 

The sector also has a responsibility in the drive for a more 
sustainable future. The European Union’s flagship Green 
Deal and its Renovation Wave strategy to reach its climate 
change targets identifies buildings as an important part of 
the solution, accounting for approximately 40% of total EU 
energy consumption and for 36% of its CO2 emissions. 
Health and safety will always be our first priority, but a 

tiered approach to the new Covid measures could help 
avoid blanket national closures. Less affected communities 
would therefore have more flexible access to essential 
goods and services. 

It’s a busy agenda, reflected in ECSP’s drive for more  
members. While the priority for many is managing the im-
mediate, the future will be determined by events and issues 
that are happening right now at a macro level, determining 
what that could look like. The more resources ECSP has, 
the louder its voice, the greater its value and impact will be 
to ensure the best outcome for the industry and the peo-
ple it serves.
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It is not a secret to hear that the restaurant industry has 
suffered severely within the retail sector. With additional  
restrictions imposed by various governments across  
Europe, in the past few weeks, the situation is only going 
to worsen, before getting better. Putting it simplistically,  
the pandemic has resulted in rising costs–as a result of the  
hygiene and safety requirements, staff training, ongoing 
wages–without an increase in sales given the reduction in 
customers allowed in the restaurant due to social distanc-
ing. The direct correlation is that there has been, or will be, 
a reduction in the F&B areas dedicated to this sector of re-
tail in malls and retail destinations. However, it still requires 
thought about the right merchandise mix, and this could be 
an opportunity to rethink the center itself.

SEEKING  
ALTERNATIVES

Chris Igwe

Urban Land Institute (ULI) Global 
Governing Trustee and co-chair of 

the ULI European Retail and 
Entertainment Council

A recent global study by Accenture released in August in-
dicated that 38% of people interviewed would be “uncom-
fortable” about returning to cafés and restaurants in the 
next six months. As this study was released before the so-
called second wave, one can assume that this number will 
increase. This leaves us with the conclusion that if restau-
rants are to survive, they must seek alternatives to their 
current business model. A few examples of this can be 
found in the food halls, dark or ghost kitchens and outdoor 
eating areas. Each in their own way attempts to offer a life-
line to the tenants. They are important because they offer 

opportunities to optimize the cost base (in the food hall and 
dark kitchen models), and create additional space using 
outdoor areas to cater for social distancing and have more 
guests. Outdoor seating has certainly taken off, but its con-
tinued success will depend on local authorities being  
lenient and accepting this as a way to help fragile owners 
and operators for as long as possible. In some cases, open-
ing and closing hours have had to be adjusted to help meet 
the needs of the local community.

In the case of dark kitchens, the premise is using technol-
ogy via platforms such as Deliveroo, Uber Eats and others, 
to place orders to kitchens operated by these restaurants, 
thereby reducing real estate, labor and general operating 
costs. Ordering through these digital channels is a welcome 
boost for the restaurants as it not only helps deliver addi-
tional sales, but also keep their customers serviced during 
the pandemic. Having said all that, the pandemic should 
provide an opportunity for the small, independent restau-

“We remember the impact food 
trucks have had. Those ideas can 

be developed further.”

BY CHRIS IGWE, IMAGE: CHRIS IGWE INTERNATIONAL
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rants or concepts to be born and find a place in the retail 
landscape going forward, contingent upon the landlords  
offering them deals that they can afford. We remember the 
impact food trucks have had. Those ideas can be developed 
further.

The leisure sector, however, will take longer to come back. 
We are witnessing large cinema groups in danger of col-
lapse, not only due to the pandemic, but due also to the  

delays in the blockbuster movies scheduled to have come 
out in the autumn. Dwindling numbers in cinemas, despite 
social distancing regulations being followed has put addi-
tional strain on the sector. One way to address this would 
be the use of innovation and digital technology combining 
hybrid permanent and digital solutions, such as augment-
ed reality, live streaming, e-sports and so on, which create 
an experience that is both digital and social, drive footfall 
and revenue.
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CHRISTMAS
TIME IS
FAMILY
TIME.

VIVO! - carefree shopping.  
While you enjoy a broad selection of shops, 
various brands, coffee shops and restaurants, 
we take care of your safety. Enjoy your stay.
vivo-shopping.com

✓ SAFE PARKING IN FRONT 
 OF THE DOOR
✓ WELL KEPT ENVIRONMENT
✓ ALL SHOPS YOU NEED  
 UNDER ONE ROOF

Find us in: 
Poland: Stalowa Wola, Piła, Lublin, Krosno 
Romania: Cluj-Napoca, Constanța, Pitești, Baia Mare 
Czech Republic: Hostivař 
Slovakia: Bratislava

http://www.vivo-shopping.com/


“CONTEMPORARY  
CONCEPTS DO NOT  
GROW ON TREES”

On January 1, 2021, ECE is due to reposition itself as an 
integrated group in the real estate and investment group, 
offering asset management, project development expertise, 
investment management, and other full-service real estate 
services under one roof. The new ECE Group, which will be 
led by Alexander Otto as CEO and Claudia Plath as CFO, 
will be responsible for the strategy and steering of the 
entire group. The Marketplaces (shopping centers) and 
Work & Live (residential, hotel, logistics, office) market 
segments will form independent companies in the future. 
A third company will be ECE Real Estate Partners, an 
investment company. Its structure as an independent, 
regulated Alternative Investment Fund Manager (AIFM), 
with activities in Hamburg and a subsidiary in Luxembourg, 
will remain unchanged. 

ACROSS: ECE WILL SOON BE KNOWN AS THE ECE 
GROUP. WHAT WERE THE DRIVING FACTORS BEHIND 
THE RESTRUCTURING DECISION?
JOANNA FISHER: Our objective is to clearly show the mar-
ket what ECE’s strengths are and to underpin that ECE is a 
real estate company that provides exceptional expertise in 
all available asset classes within the real estate industry. 
These are strengths that have been developed over a num-
ber of years. The set-up of independent group companies 
for the market areas shopping (note: “Marketplaces”) and 
residential, hotel, logistics, and office real estate (note: 
“Work & Live”) will ultimately result in the most suitable ex-

perts being responsible for the respective asset class. The 
aim is to become even stronger in providing the specialized 
services to our customers and to respond to their needs 
and the market requirements even more quickly. Needless 
to say, there is a good amount of interaction between the 
teams. At ECE Marketplaces, we will put our focus fully on 
the shopping center business to perfectly meet the de-
mands of the market and our customers.

Joanna Fisher will head ECE Marketplaces as CEO, 
effective from January 2021.
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The recently created business segment ECE Marketplaces, part of the newly  
organized ECE Group, will be headed by Joanna Fisher, in her role as CEO,  
effective January 2021. The CEO-designate of ECE’s shopping center business 
discusses current challenges and future strategies in an interview with ACROSS.
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ACROSS: UP TO NOW, ECE HAS PRIMARILY FOCUSED ON 
RETAIL AND RETAIL REAL ESTATE. WILL THAT CHANGE TO A 
LARGE EXTENT AS A RESULT OF THE RESTRUCTURING?
FISHER: The shopping segment within ECE has been ex-
tremely well positioned and will remain to do so. Retail Real 
Estate will continue to be one of the main activities of ECE, 
and our shopping business will even be strengthened 
through the new structure. What has been changing, is our 
focus in that area: In the future, there will be a strong man-
agement orientation to further develop the assets for the 
investors and to ensure that the value of the assets is main-
tained. At the same time, many people primarily associate 
ECE with “shopping”. However, we have been involved in a 
wide range of asset classes for quite some time. For exam-
ple, ECE has succeeded in becoming the third largest Ger-
man hotel developer. Other asset classes have also been 
strongly represented within the Group with many projects 
in the residential, logistics, and office real estate. At pres-
ent, the development potential is particularly high in areas 
beyond the retail sector. The focal point of each asset class 
is in a state of change. That is definitely something that we 
have taken into account. 

ACROSS: YOU WILL BE THE HEAD OF ECE MARKETPLACES 
IN THE FUTURE. HOW DO YOU DEFINE MARKETPLACES, AND 
WHAT BUSINESS AREAS, SERVICES, AND OTHER ACTIVITIES 
ARE COVERED BY THAT SEGMENT?
FISHER: Marketplaces are places in which all activities re-
lated to shopping are linked together. In that sense, shop-
ping centers are living and dynamic marketplaces and our 
mission is to bring such places to life and to find, provide, 
and to position the content and services that our custom-
ers demand. That is the essence of marketplaces. Our over-
riding objective is to be the best shopping center manager 
in the market. It is all-encompassing and includes not only 
asset management, leasing, and on-site center manage-
ment, but also communication with consumers and ad-
dressing new challenges, such as digitalization. Of course, 
mobility, parking, sustainability, and energy management 
for the highly complex building structures of shopping cen-
ters are also essential. And at ECE Marketplaces, every-
thing is offered from a single source.

ACROSS: ARE ANY NEW PROJECTS UNDER DEVELOPMENT 
IN THE MARKETPLACES SEGMENT?
FISHER: We do not see much potential for new ground-up 
developments. At ECE Marketplaces, however, we are in-

volved in large-scale refurbishments and we are still inter-
ested in new management takeovers and the acquisition of 
shopping centers. Our focus is on professional manage-
ment, on the redevelopment and on the continuous change 
of shopping centers to keep them relevant and up to date. 

ACROSS: COVID-19 HAS BROUGHT ABOUT A NUMBER OF 
CHANGES. 2020 HAS BEEN A DIFFICULT YEAR. WHAT 
LESSONS HAVE YOU LEARNED FROM THE CURRENT ORDEAL? 
FISHER: First and foremost, we have learned to remain calm 
and to act quickly in a crisis like this. Given our size – we 
have 200 centers in 12 countries under management – this 
has not been an easy task, but we have been both cool-
headed and fast in our reaction. We have also seen how  
important partnership-based communication is. Both inves-
tors and retailers had to make a strong effort to work more 
closely together and to meet the challenges during the  
crisis. For sure, not everything worked perfectly well from 
the beginning, but we have managed to establish a contin-
uous communication, and in the end, fortunately, we re-
ceived fairly good feedback from the market. 

Covid-19 has also clearly shown the differences in location 
quality. Areas in which problems existed prior to the corona-
virus outbreak are now facing much greater challenges and 
may continue to do so. Of course, even good locations, such 
as city centers, are suffering due to the crisis. Both the coro-
navirus as well as the increase in the number of people work-
ing from home has led to a shortage of visitors from business 
offices. However, these good locations will recover and con-
tinue to be attractive in the long run. Digitalization has also 
been dramatically accelerated as a result of the Covid-19 pan-
demic and made it very clear: As a retailer today, you have to 
be broadly positioned in order to reach your customers. 

ACROSS: CONSOLIDATION, DIGITALIZATION, AND 
REPOSITIONING ARE THE CURRENT CHALLENGES FACING 
THE INDUSTRY. IN RECENT MONTHS, ONLINE RETAIL 
FIGURES HAVE RISEN DRAMATICALLY, ALTHOUGH THIS WAS 
PARTLY DUE TO THE LOCKDOWN. HOW SHOULD YOU 
POSITION YOURSELF AS A BRICK-AND-MORTAR RETAILER?
FISHER: In my opinion, online versus offline ceased being 
about competition a long time ago, and now the issue re-
volves more around working together and connecting the 
channels. Nowadays, it is essential for retailers to integrate 
the online issue into their business processes. Two years 
ago, we started to set up our “Digital Mall”, and we have 
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seen an enormous increase in interest in that area. Essen-
tially, the “Digital Mall” functions as a digital shop window, 
but we are continuously moving towards an omnichannel 
platform and have increasingly tested the areas of digital 
transactions and delivery at Hamburg’s Alstertal-Einkauf-
szentrum AEZ shopping center and have started to connect 
our “Digital Mall” to other platforms such as Otto and 
Google. Our ultimate goal is to provide several ways for our 
retailers to reach their customers. 

ACROSS: OVER THE LAST FEW MONTHS, RETAILERS HAVE 
SUFFERED GREATLY AS A RESULT OF THE CRISIS. HOW 
CHALLENGING WILL IT BE TO ATTRACT NEW RETAIL 
PARTNERS OR SHOP CONCEPTS IN THE FUTURE? AS WE ALL 
KNOW, MARKETPLACES SURVIVE ON THE INNOVATIVE 
CONCEPTS THAT CANNOT BE FOUND ON EVERY STREET 
CORNER.
FISHER: Exactly. No one can say that new, contemporary 
concepts grow on trees, and all you have to do is pick 
them. The current situation in leasing shops is extremely 
challenging. The number of retailers who are expanding is 
low, and the market is busy consolidating. Cross-border ac-
quisition is also rather difficult at the moment.

As a result, we are currently mainly focused on securing 
the existing shop portfolio. Nevertheless, we are forward-
looking and have still managed to introduce additional cre-
ative measures and have come up with a number of new 
ideas. You really have to keep an eye on how trends and 
customer demands develop. In recent months, for exam-
ple, we have seen a veritable run on sports suppliers, es-
pecially those specializing in outdoor sports. In Germany, 
bicycles and e-bikes were sold out for weeks because of 
Covid-19. Such opportunities must be seized and integrat-
ed into marketplaces, both digital and brick-and-mortar. 

ACROSS: LOOKING BACK, YOUR CAREER AT ECE HAS BEEN 
QUITE REMARKABLE. WHAT HAVE SOME OF YOUR MOST 
EXCITING MOMENTS BEEN, AND WHAT ARE YOUR PLANS 
FOR THE FUTURE?
FISHER: All in all, I have been working with ECE for 22 
years now, quite a long time. After graduation, I started 
working at ECE as a trainee center manager. ECE was in 

the process of internationalization. Due to the fact that I 
was born in Poland and had an international background,  
I was of particular interest to the company. Experiencing  
the expansion first-hand was extremely exciting. ECE de-
veloped a number of centers following the opening of the 
East. As a result, I was able to gain a lot of experience in 
the German and international markets – both in the retail 
and real estate sectors. I was not exclusively focused on 
center management, but rather on a very broad interdisci-
plinary approach. The crisis of 2009/2010 was particularly 
memorable. I spent a great deal of time working in Eastern 
Europe during that period. That was a pivotal point in my 
professional life and those experiences have helped me a 
lot in managing the current crisis. In 2014, I was given the 
opportunity to take over the center management as the 
managing director. At that time, digitalization was begin-
ning to take hold in the shopping center industry. I think I 
was able to generate great impetus in that regard. Now that 
I am about to become the CEO of ECE Marketplaces, I am 
particularly pleased that I can take a more comprehensive 
role with respect to setting up and creating things with a 
broad perspective. in a particular business segment. Plus: 
I love shopping, and I really enjoy my job. 

ACROSS: CEO POSITIONS IN THE BUSINESS WORLD, 
PARTICULARLY IN EUROPE, ARE HEAVILY DOMINATED BY 
MEN. HOW DOES IT FEEL TO BE A FEMALE CEO IN SUCH AN 
ENVIRONMENT? 
FISHER: In the past, women who chose careers in the real 
estate industry always had to cope with working in a male-
dominated environment. Thankfully, a lot has changed in 
recent years. More and more women are active in high-lev-
el, decision-making positions. Therefore, I do not feel on 
my own at all. I am a very strong advocate of diversity. I 
have observed that mixed teams are more successful 
teams as they come up with various aspects and points of 
view. In principle, I naturally welcome the fact that there 
are more and more women in management positions, and 
I am happy that ECE is committed to ensuring observance 
of equal rights. In the new structure, for example, my col-
league Claudia Plath was appointed CFO of the ECE Group. 
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We believe everyone should have access to sustainable, 
affordable living. Ingka Centres is working together with 

partners and communities to make this possible

www.ingkacentres.com

Supporting sustainable
lifestyles for the many

http://www.ingkacentres.com/


Since the beginning of the year, Frank Pöstges-Pragal has been the Managing 
Director of the Hamburg-based First Christmas company, which is specialized 
in Christmas and holiday decorations. ACROSS talked with him about the chal-
lenges of the year 2020 and why Christmas can always provide a certain level 
of comfort, even in times of crisis.

ACROSS: THERE WAS A CHANGE IN MANAGEMENT 
AT FIRST CHRISTMAS IN LATE 2019 AND YOU 
BECAME MANAGING DIRECTOR IN JANUARY OF  
THIS YEAR. HOW DID THIS COME ABOUT?
FRANK PÖSTGES-PRAGAL: Kersten Rosenau founded First 
Christmas in 1999 and successfully managed the compa-
ny for more than twenty years. Ultimately, Kersten has been 
thinking about withdrawing from active business for some 
time. This decision marks the beginning of a new phase in 
his life. However, Kersten Rosenau will thankfully continue 
to assist the company in an advisory capacity.

ACROSS: YOU HAVE YEARS OF CENTER MANAGEMENT 
EXPERIENCE. THAT MUST CERTAINLY BE AN ADVANTAGE  
IN YOUR NEW POSITION, RIGHT?
PÖSTGES-PRAGAL: It definitely is. I came up in the retail 
real estate sector and held many different functions in this 
industry, including Chairman of the Board of CentrO in 
Oberhausen. In addition to that, I have a soft spot for peo-
ple and emotionalization. This is why Christmas always fas-
cinated me. We realized many great projects in Oberhau-
sen. After all, CentrO is a big urban-entertainment and 
mixed-use center. Christmas was always a key event for 
us. We developed and operated our own Christmas mar-
ket and used it as a tool for commercialization. The Christ-
mas market turned out to be a major attraction and gen-
erated enormous frequencies, revenue, and profits. This 
means that I am bringing experience from the retail side 
to First Christmas. I know what makes centers work, I 
know their challenges and tasks. Due to my experience I 
have a different approach than somebody who has not 

Frank Pöstges-Pragal

He has been the Managing Director of Hamburg-based decoration 
specialist First Christmas since January 1, 2020. Pöstges-Pragal is a 
trained marketing expert who was the Managing Director of CentrO 

Oberhausen for many years. In 2015, he became Head of Marketing & 
Brand Events at Unibail-Rodamco Germany. From 2018 until 2019, he 

was the Managing Director of IPH Centermanagement.
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“THERE WILL ALWAYS BE 
ANOTHER CHRISTMAS”

worked in retail and only created and sold decorations 
throughout his or her career. My experience is a substan-
tial asset for First Christmas.

ACROSS: HOW IMPORTANT IS CHRISTMAS FOR YOUR, THE 
RETAIL SECTOR, AND THE SHOPPING CENTER INDUSTRY?
PÖSTGES-PRAGAL: The zeitgeist always plays a role for 
Christmas. Of course, Christmas is a traditional theme. It 
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is firmly established in our western society, has a designat-
ed place, and is an integral part of our lives. I hope that it 
will always stay that way. However, if you look at the retail 
world from a different angle, you see substantial threat sce-
narios caused by e-commerce, online retail, or the digitali-
zation of stationary retail. Therefore, many changes have 
become necessary. Stationary retail needs to change and 
remain competitive. To achieve that, we need approaches 
and solutions. Stationary retail’s advantage is that it can 
emotionalize the places and locations where people come 
together. The zeitgeist of globalization, which also includes 
digitalization, naturally stokes many fears. Everything has 
become very short-lived and seemingly unsafe; people are 
afraid to lose their jobs. Now more than ever, they need 
fixed points, reliable anchor points in their lives. These in-
clude traditions they have known all their lives, which they 
can rely on and make them feel comfortable. These tradi-
tions have a lot to do with local color. It is what they know 
from home, what they grew up with. In this context, Christ-
mas is one of the strongest emotions and memories one 
can have. That is why this issue is so important. The goal 
is to move this emotion more into limelight and link it to 
specific local conditions. Christmas in Salzburg is different 
from Christmas in New York, Hamburg, Moscow or Milan. 
Retail places have to capture the respecitive spirit. In re-
turn, people give back a piece of authentic emotion. Being 
at home in your safe environment is an anchor point for 
people in a globalized world, in which it can be hard to find 
your way at times.

ACROSS: ALMOST RIGHT FROM THE BEGINNING OF YOUR 
NEW JOB YOU WERE FACING AN ENORMOUS CHALLENGE 
DUE TO THE COVID-19 PANDEMIC. HOW HAS IT ACTUALLY 
IMPACTED YOUR LINE OF BUSINESS?
PÖSTGES-PRAGAL: The impact is quite massive. Previous-
ly, the business with Christmas decorations was strongly 
characterized by investments. Christmas decorations were 
purchased by center managements or advertising associa-
tions and used for five years before they invested in new 
decorations. That is simply not possible right now, and we 
understand that. The world of retail real estate is facing 
massive losses of revenue this year. The industry is cutting 
budgets and substantial investments are postponed. That 
is what we hear. This year is therefore particularly challeng-

ing for us. However, we absolutely believe that it will get 
better next year. It is entirely possible that acquisition mod-
els may shift a bit, for example more decorations could be 
leased than in the past. Our partners and we are well pre-
pared for this situation and we provide individual solutions 
for our clients. Big investments can be spread over time to 
make these investments feasible. Summing up, one can say 
that the demand for Christmas decorations is clearly more 
restrained. However, we face the future with confidence. 
As I said, people need Christmas and there will always be 
another Christmas.

ACROSS: OF COURSE, WE DO NOT KNOW WHAT KIND OF 
IMPACT COVID-19 WILL HAVE ON THIS YEAR’S CHRISTMAS 
BUSINESS. HOW IMPORTANT IS IT FOR SHOPPING CENTERS 
TO EMOTIONALIZE CHRISTMAS AND CONVEY A SENSE OF 
NORMALCY, PARTICULARLY IN THESE TRYING TIMES?
PÖSTGES-PRAGAL: I can understand that many of them 
cannot do what they would have done otherwise due to fi-
nancial restraints. That much is clear. However, doing noth-
ing does not work either. Christmas has to take place. Af-
ter this time of cutbacks, Christmas is the ideal time to 
make people happy. One should remember the things we 
always had. This year is the moment for little things. Cen-
ters should invest at least a little in measures and ideas to 
facilitate exactly these moments. We created cost-effective 
stagings that can also be realized quickly. Every shopping 
center has its own mall furniture. We, for example, try to 
redesign them as interactive photo-points. This means that 
we furnish benches with angel wings, and when I sit on it 
to take a break I look like an angel, and it becomes a nice 
opportunity for a great photo. This can also be done with 
halos, or reindeer antlers. They create funny moments for 
relatively little money, make people smile or even laugh, 
and let them have a good time. I believe that this is what 
this year’s Christmas is all about. We at First Christmas as-
pire to be creative even when it comes to affordable or 
cost-efficient elements. We strive to be multisensory and 
create emotions on several different levels.
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There is a sense of urgency in our city centers and high 
streets, and there is no time to waste in addressing the  
dichotomy between our dependence on physical retail and 
its decline. The Internet has taken business away from 
physical retail. However, I passionately believe that the  
Internet will fail to kill high streets – it will liberate them. It 
will free them from the shackles of the mediocre “cookie 
cutter” retail trade, which has lost its relevance to commu-
nities and consumers.

BRINGING LIFE BACK  
TO OUR HIGH STREETS

Ibrahim Ibrahim

Managing Director of Portland 
Design in London and Board 

Member of the UK government’s 
High Street Task Force

BY IBRAHIM IBRAHIM, IMAGE: PORTLAND DESIGN

If we seize the opportunity to re-imagine our high streets 
as compelling places for communities to gather, engage, 
and return, there is reason for optimism. The emphasis of 
our high streets must be shifted from a “shopping rhythm” 
to a “community rhythm”. We should urgently transform old 
“mixed-use” silos into connected “blended-use” spaces in 
which workplaces, residential, education, hospitality, health 
and wellness, production spaces, and community facilities 
seamlessly blend with retail, F&B, and entertainment to cre-
ate the “connective tissue” that can activate our public 
realm and foster constant footfall and engagement, while 
driving value above ground.

To accommodate this shift, we will need to adopt a “com-
munity curation” approach that transcends “leasing box-
es” and creates a lively commercial heart for our high 
streets, framed by a compelling mix of usage typologies. 
This approach will play a major role in reconnecting our 
high streets to their communities.

Imbuing our high streets with a truly authentic “spirit of 
place” will involve a mix of unique experiences that align 
with the community and reflect the essence of the place. A 
“future-ready” masterplanning approach will facilitate the 
programming of our high streets, while blending local inde-
pendent companies and start-ups with national and inter-
national brands to provide both permanent and transient 
experiences. The introduction of flexible leasing models will 
also enable us to retain good tenants while attracting new 
players, and high street incubator platforms will be created.

As many physical stores shift from focusing on transactions 
to attracting customers, they will increasingly begin to func-
tion as media. Fixed leases will become impractical, so  
new data-driven leasing models will need to be developed  
to show how physical space can drive media impressions,  
social media engagement, and downstream e-commerce. 
This will serve as one of the many new ways to evaluate 
physical space. In addition, the retail sector has become 

“Kicking the addiction to yesterday’s 
retail to attract crowds back again.”
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increasingly polarized, with autonomous, hyper-conve-
nient, zero-contact experiences at one end of the spec-
trum and immersive, participatory experiences at the oth-
er. We have also seen the growth of the “by appointment” 
and subscription economies, both of which have been ac-
celerated as a result of Covid-19. Our high streets must 
embrace these new models and experiences, which are 
not driven by the real estate industry, but by citizen and 
consumer expectations.

Covid-19 has also accelerated the focus on wellness, 
which has ceased to be a purely commercial category. 
Physical and mental wellness must form part of the DNA 
of our high street. A biophilic approach to the design of 
our public spaces has become a priority. This extends be-
yond “greening” to broader sustainability and connection 

with nature through the use of natural materials, water, 
light, as well as open spaces featuring the sounds and 
scents of nature.

We are entering an era in which people demand genuine 
values and experiences that deliver surprises, newness, 
and serendipity. Our goal should be to create places that 
are “serendipity machines” – to build anticipation and en-
courage commitment as well as repeat visits and a real 
sense of belonging. As Alain De Botton suggested in his 
book “Architecture of Happiness”, we need to bring “back-
of-house” activities, such as production, training, work-
shops, artisans, etc., to the public sphere in order to gen-
erate interest and intrigue. Let us make sure that all 
involved parties work together to rediscover the highs of 
our high streets.
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That’s all you have to wait to get the new, in-stock sneakers you found on otto.de from your nearest ECE 
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Retail parks and hybrids have weathered the storm of the crisis relatively well due to 
their high proportion of local supply. Nevertheless, in the vortex of the coronavirus 
crisis, the issue of sustainability seems to have fallen by the wayside in many cases. 
That picture, however, is deceptive. The necessary (re)alignment of retail parks and 
other agglomerated retail real estate properties makes it necessary for ESG criteria 
(environment, social, governance) to be taken into account. The following “Top 5 
Lessons Learned” were taken from a recent publication on retail parks in Germany*.

1. ASSUME RESPONSIBILITY

ESG revolves around the future of the retail real estate in-
dustry – nothing more, nothing less. Changes constantly 
occur, and these changes affect our businesses, our soci-
eties, and the environment. In terms of sustainable devel-
opment, retail parks have to meet a variety of requirements 
in order to be able to influence that particular asset class. 
The EU’s Green Deal, which demands great effort from the 
retail real estate industry in order to ensure a greenhouse 
gas-neutral EU by 2050, in close cooperation with other 
economic sectors, stipulates the direction of development. 
The industry has increasingly recognized that it has a lead-
ing role to play as a co-creator of a sustainable future and 
that it must embrace its role in a creative way.

Such a level of responsibility is clearly being pointed out, 
with growing frequency, to other players in the market and 
in society. Sustainability issues have become key factors in 
the real estate management decisions of many companies, 
and not just since the onset of global climate-related dem-
onstrations. The EU and the German government are con-
sidered the main drivers of the sustainable development of 
retail parks. They have used the finance sector, which has 
taken up the cause of sustainable finance, as a vehicle for 
the transformation of the entire economy.

Moritz Felix Lück

Head of Marketing & PR at MEC Metro-ECE Centermanagement 
GmbH & Co. KG
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FIVE PROPOSITIONS REGARDING 
THE POTENTIAL OF SUSTAINABLE 
RETAIL PARKS IN GERMANY

BY MORITZ FELIX LÜCK

In that respect, retail real estate owners have recently start-
ed to rely on the concept of impact investing through the 
implementation of initial measures. In addition to the pur-
suit of competitive returns, such an investment approach 
also focuses on the positive impact on ecological and so-
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cial solutions. For retail parks, completely new opportuni-
ties to help shape society are created – after all, the ulti-
mate goal is not only to make shopping more ecological, 
but also to jointly create added value for the planet and, of 
course, for investors.

2. SEIZE OPPORTUNITIES

Change always provides opportunities. As a result, it is im-
portant to further develop retail real estate from the point 
of view of sustainability. There are numerous points from 
which such an effort can be started. In order to prevent the 
need for the construction of new buildings, refurbishments 
or expansions can be pursued. In the course of such com-
prehensive restructuring, many measures can be imple-
mented to ensure the sustainable orientation of a retail real 
estate property. In addition to the modernization of techni-
cal systems, for example, the installation of photovoltaics 
systems on the roofs, the natural design of the grounds, or 
the use of parking spaces for solar energy generation can 
also contribute to the sustainability of retail parks. Photo-
voltaics systems do not necessarily have to be installed and 
operated by the investor. Good operators have partners 
that rent the necessary spaces and manage such facilities 
independently. Nevertheless, such activities allow investors 
to show their stakeholders that they are promoting sustain-
ability. They can also profit economically from the long-
term, cheaper green electricity. Effective 2021, the CO2 tax 
will take effect.

Centers can play an active role in social change. The pro-
motion of new mobility through the development of e-
charging infrastructures can also serve as a contribution in 
that direction. It can provide retail parks with a lot of previ-
ously unused potential. Centers that allow their customers 
to conveniently recharge their e-cars during shopping hours 
can increase footfall, rental income, and customer satisfac-
tion in equal measure, while simultaneously contributing to 
the image enhancement of their shopping locations. Such 
activities all contribute to the environment, society, and 
economic sustainability – and they support local retailers.

Similar opportunities have arisen from Green Facility Man-
agement (Green FM), ranging from energy management 
and the use of ecological materials, to the reduction of wa-
ter consumption and ecological waste management, to en-
suring good indoor air quality. Green operations will help 

retail parks increase their overall attractiveness. In addition 
to showcasing their commitment to the environment, it will 
also enable them to demonstrate their commitment to the 
well-being of center visitors as well as employees. Conse-
quently, Green FM also does well to safeguard jobs and the 
future viability of retail real estate.

3. OPERATE WITHIN NETWORKS

The notion that the future belongs to networked organiza-
tions first appeared in the Retail Parks Report of 2015. Part-
nership and interdependence among all parties involved in 
the construction, management, and use of retail real estate 
helps to achieve common goals. Thus, the transparency ob-
ligations imposed on investors can only be fulfilled in close 
cooperation with service providers, such as center opera-
tors and facility management partners.

That applies, in particular, to sustainability goals. In that 
regard, retail parks are part of a network of investors, ten-
ants, service providers, and consumers, all of whom must 
do their parts to achieve the desired results. Networking 
within contractual chains ensures compliance with ESG 
rules. Sustainability indicators must be specified by the in-
vestors and implemented by all partners. That applies, for 
example, to interconnected rental contracts, FM con-
tracts, and property management contracts. As a result, 
the demands on governance and on structures and pro-
cesses will increase for asset managers and their business 
partners, because, in the future, sustainability will involve 
more than just proving the sustainability of all fund prod-
ucts. For new funds and other financial products, investors 
will have to determine what sustainability objectives they 
wish to pursue.

In such cases, the entire center management network is 
called upon to creatively and agilely adapt its specifica-
tions. Ultimately, it is in the interest of all those involved to 
ensure balanced economic performance. That is the only 
way in which all sides can benefit in the long term. Numer-
ous shopping centers have demonstrated just how it can 
be done. The occasional glance at other asset classes may 
certainly be worthwhile in that respect.



4. QUESTION SUSTAINABILITY OFFERS

Sustainability is a marathon, not a sprint. As a result, retail 
parks cannot be designed to be environmentally friendly 
overnight. Nevertheless, moving in that direction will pay off 
in the long term. Exploring new paths is an important part 
of the journey. However, such paths should always be 
checked for their environmental compatibility. Much of what 
is offered as a solution for sustainability, in the context of 
transformation, proves to be a sham upon closer inspection.

For example, assessing the energy consumption impact of 
digitization, in terms of environmental balance, is urgently 
recommended. Data centers, apps, and video streaming, for 
example, are real energy guzzlers. In addition, there are the 
ecological consequences that have long been associated 
with e-commerce: increased packaging waste, CO2emis-
sions due to multiple journeys, and additional environmen-
tal costs due to return journeys and higher levels of waste.

By contrast, retail parks can sometimes perform better than 
originally expected; for example, they are often located on 
the way to work for center customers and offer a broad mix 
of industries under one roof via one-stop shopping.

In general, therefore, the same applies here: Simple solu-
tions are not always the best, and nothing is purely black 
or white. On the path to sustainability, it is always advisable 
to approach and weigh the options in order to identify new 
paths and find viable solutions.

5. TAKE MATTERS INTO YOUR OWN HANDS

With regard to environmental compatibility, retail parks are 
under pressure. Eighty percent of all institutional investors 
in Germany have already begun to incorporate sustainabil-
ity criteria into their decisions – and the trend is on the rise. 

In principle, that also applies to retail properties, even 
though the results of the assessment at the time of pur-
chase are often not very relevant.

This is certain to change in the foreseeable future as the 
consideration of ESG criteria in investment decisions is in-
creasingly becoming a competitive advantage in the battle 
for investor money. Centers that are not geared toward sus-
tainability or cannot be geared toward economically viable 
costs may become an avoidable long-term risk for inves-
tors. The consequences could have a severe impact on 
them. Retail parks have proven that they are economically 
more robust than other asset classes, for example, during 
the coronavirus crisis, due to their high proportion of local 
supply.

Therefore, it is high time to start moving towards sustain-
ability. Even though the first step may be difficult, there may 
be an initial lack of orientation, or the expenditure may 
seem too high: The effort will pay off – in two ways. First-
ly, decision-makers will benefit from greater transparency 
with respect to the long-term consequences of their busi-
ness activities with regard to climate, resource consump-
tion, and social standards. Secondly, sustainability report-
ing will provide them with important key figures on the 
future viability of their retail parks.

In that respect, the need for sustainability also represents 
a huge opportunity. After all, the sooner retail parks take 
the necessary steps, the sooner they can ensure the future 
viability of their own business models.

* ”Fachmarktzentren in Deutschland” (Retail Parks in Germany), published 
by MEC together with Dr. Lademann & Partner, Nuveen Real Estate, Savills, 
and Wisag.

Click here for web view
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Mediation is a highly informal method of resolving business disputes, which  
is several times cheaper than court proceedings or arbitration proceedings. 
Could it provide an ideal manner in which to resolve such disputes during the 
coronavirus crisis?

In many EU countries, entrepreneurs are counting the loss-
es caused by the coronavirus pandemic, which has had a 
particular effect on the retail sector, including small, medi-
um, and large enterprises in the shopping center sector, 
which generates approximately 30% of the value of retail 
trade in Poland, is a major contributor to the national bud-
get, and directly and indirectly employs roughly 650,000 to 
1 million people. In addition, the tenants of shopping cen-
ters have been deprived of the opportunity to earn money, 
and the owners of those centers, whose income has de-
creased significantly, have been financially hurt.

The direction the claims take varies as both owners of 
shopping centers with tenants (e.g., for exemption from 
making rental payments during the period in which the cen-
ters were closed) as well as tenants (e.g., due to the intro-
duction of unconstitutional restrictions, which is a problem 
that exists in many European jurisdictions) may be in dis-
pute with the state. Entrepreneurs have reviewed their con-
tracts with respect to force majeure or emergency claus-
es, and there is a lot of discussion regarding how the state 
can support the industry by means of state aid.

Such a business reality raises the question of how disputes 
can be resolved in situations in which the courts cannot, 
or can only to a very limited extent, operate in a sanitary 
manner, which may sometimes lead to longer waiting peri-
ods or cancellations. The answers to these and other ques-
tions raised by entrepreneurs lie in alternative methods of 
conflict resolution, including economic mediation. Due to 
the fact that any dispute can be resolved through media-

MEDIATION AT 
SHOPPING MALLS

BY EWELINA STOBIECKA

tion, this may prove to be a rather effective tool to be used 
throughout something such as a pandemic.

COMMERCIAL MEDIATION

Commercial mediation has experienced a boom in Poland 
in recent years, in particular, the legislative environment for 
mediation, which includes a number of subsequent legisla-
tive amendments aimed at encouraging entrepreneurs to 

Ewelina Stobiecka

Attorney at Law, is a Managing Partner at Taylor Wessing law firm 
in Warsaw and is the author of the blogs www.polubownie.eu and 

www.out-of-court.eu
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use mediation. Mediation is a highly informal method of re-
solving disputes in business, which is several times cheap-
er than court or arbitration proceedings. Mediation can 
also be carried out using various means of remote commu-
nication (via video or telephone conference or even in writ-
ing online). Mediation that involves the participation of a 
mediator can be carried out without being in direct contact 
with him or her, in other words, given the current situation, 
without endangering his or her health.

No special contractual agreement between the parties is 
required for the use of mediation. Mediation can also take 
place without specific referral to a court if the parties them-
selves decide to have the mediation conducted by an inde-
pendent mediator of their choice or by an independent, 
specialized mediation center (so-called private mediation). 
In fact, in addition to resolving an existing dispute, media-
tion can also “mediate” special contractual terms under 
special circumstances, such as a pandemic. This can be 
particularly important in a scenario in which the contract-
ing parties did not foresee certain circumstances that 
would impact their performance, such as the emergence 
of a pandemic situation or the threat of a pandemic 
throughout the country.

Traditional economic mediation involves the participation 
of an independent economic mediator in the communica-
tion between the parties to the dispute. The parties try to 
find a solution acceptable to both parties, as moderated by 
the mediator during the mediation process. As a result, the 
mediation procedure should result in a win-win situation.

SETTLEMENT AGREEMENTS REPLACE JUDGMENTS

Experience has shown that solutions reached by both par-
ties through the help of mediators during the course of eco-
nomic mediation are usually implemented by both parties 

on a voluntary basis and that no measures are required to 
force either party to comply with the settlements reached. 
However, it should be kept in mind that such settlements 
reached via economic mediation can be confirmed in court. 
In such a situation, the mediator or the attorneys represent-
ing the parties ask the court to set a time limit during which 
the settlement agreement is formally approved by the 
court, thereby making it enforceable and conferring on it 
the value and legal strength of the court decision.

Mediation is estimated to be at least 10 times cheaper than 
court proceedings. Perhaps the current, exceptional situa-
tion will encourage increased use of economic mediation 
in business, and entrepreneurs will make more frequent use 
of this tool to resolve disputes.

Click here for web view

COST COMPARISON
Court proceedings vs. private mediation at the International Mediation 
Centre (www.mcm.org.pl). Value of the object of the dispute: PLN 
3,000,000 (EUR 681,106).

  Court Proceedings Mediation

Preliminary fees /  100,000 zl⁄ 1,500 zl⁄ net 
registration of a case court fee registration fee

Legal support services  approx. 120,000 zl⁄ 
during the proceedings*

Mediation cost**  15,000 zl⁄ net  
   (15 mediation hours)

Expert opinion approx. 3,000 zl⁄ not applicable

Enforcement approx. 2,500 zl⁄ not applicable
proceedings 

Total sum approx. 225,500 zl⁄ 16,500 zl⁄

*Costs calculated on the basis of World Bank data published in the Doing Business 
Report (Poland) 2017.
**Cost of mediation sessions at the International Mediation Centre  
(www.mcm.org.pl).
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At HyperIn our mission is to offer the leading retail real estate management  
platform for connecting digital and physical consumer journeys. We truly believe 
that shopping destinations will also in future be lively places for consumers to 
visit and get inspired. However, this requires that landlords will be able to deliver 
all these experiences in a convenient way, like it is expected in 2020.

In many EU countries, entrepreneurs are counting the loss-
es caused by the coronavirus pandemic, which has had a 
particular effect on the retail sector, including small, medi-
um, and large enterprises in the shopping center sector, 
which generates approximately 30% of the value of retail 
trade in Poland, is a major contributor to the national bud-
get, and directly and indirectly employs roughly 650,000 to 
1 million people. In addition, the tenants of shopping cen-
ters have been deprived of the opportunity to earn money, 
and the owners of those centers, whose income has de-
creased significantly, have been financially hurt.

The direction the claims take varies as both owners of 
shopping centers with tenants (e.g., for exemption from 
making rental payments during the period in which the cen-
ters were closed) as well as tenants (e.g., due to the intro-
duction of unconstitutional restrictions, which is a problem 
that exists in many European jurisdictions) may be in dis-
pute with the state. Entrepreneurs have reviewed their con-
tracts with respect to force majeure or emergency claus-
es, and there is a lot of discussion regarding how the state 
can support the industry by means of state aid.

Such a business reality raises the question of how disputes 
can be resolved in situations in which the courts cannot, 
or can only to a very limited extent, operate in a sanitary 
manner, which may sometimes lead to longer waiting peri-

FIVE THEMES FOR THE 
SUCCESSFUL SHOPPING 
MALL MANAGEMENT

BY HANNU KÄKI

ods or cancellations. The answers to these and other ques-
tions raised by entrepreneurs lie in alternative methods of 
conflict resolution, including economic mediation. Due to 
the fact that any dispute can be resolved through media-
tion, this may prove to be a rather effective tool to be used 
throughout something such as a pandemic.

Hannu Käki

VP, Business Development at HyperIn in Helsinki
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COMMERCIAL MEDIATION

Commercial mediation has experienced a boom in Poland 
in recent years, in particular, the legislative environment for 
mediation, which includes a number of subsequent legisla-
tive amendments aimed at encouraging entrepreneurs to 
use mediation. Mediation is a highly informal method of re-
solving disputes in business, which is several times cheap-
er than court or arbitration proceedings. Mediation can 
also be carried out using various means of remote commu-
nication (via video or telephone conference or even in writ-
ing online). Mediation that involves the participation of a 
mediator can be carried out without being in direct contact 
with him or her, in other words, given the current situation, 
without endangering his or her health.

No special contractual agreement between the parties is 
required for the use of mediation. Mediation can also take 
place without specific referral to a court if the parties them-
selves decide to have the mediation conducted by an inde-
pendent mediator of their choice or by an independent, 
specialized mediation center (so-called private mediation). 
In fact, in addition to resolving an existing dispute, media-
tion can also “mediate” special contractual terms under 
special circumstances, such as a pandemic. This can be 
particularly important in a scenario in which the contract-
ing parties did not foresee certain circumstances that 
would impact their performance, such as the emergence 
of a pandemic situation or the threat of a pandemic 
throughout the country.

Traditional economic mediation involves the participation 
of an independent economic mediator in the communica-
tion between the parties to the dispute. The parties try to 
find a solution acceptable to both parties, as moderated by 
the mediator during the mediation process. As a result, the 
mediation procedure should result in a win-win situation.

SETTLEMENT AGREEMENTS REPLACE JUDGMENTS

Experience has shown that solutions reached by both par-
ties through the help of mediators during the course of eco-
nomic mediation are usually implemented by both parties 
on a voluntary basis and that no measures are required to 
force either party to comply with the settlements reached. 
However, it should be kept in mind that such settlements 
reached via economic mediation can be confirmed in court. 
In such a situation, the mediator or the attorneys represent-
ing the parties ask the court to set a time limit during which 
the settlement agreement is formally approved by the 
court, thereby making it enforceable and conferring on it 
the value and legal strength of the court decision.

Mediation is estimated to be at least 10 times cheaper than 
court proceedings. Perhaps the current, exceptional situa-
tion will encourage increased use of economic mediation 
in business, and entrepreneurs will make more frequent use 
of this tool to resolve disputes.

Click here for web view
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The best shopping centers must be underpinned by a technology platform pow-
ered by high density, connected technology infrastructure, technology services 
and real-time, actionable shopper data, delivering a highly personalized experi-
ence for how shoppers want to engage with the destination. It must be an online 
to offline to online journey and it should be continuous not just at a few key 
times a year.

The global marketing technology market is worth $99.9 bil-
lion (£76bn), according to a study by accountancy Moore 
Stephens and research outfit WARC. That reveals not only 
a huge existing market, but one that continues to grow ex-
ponentially. The online experience plays an important role 
in the decision’s shoppers make offline–and influence of 
digital on the in-store experience is only going to grow. In 
fact, by 2022, Forrester expects the internet to influence 
41% of the in-store sales during customers’ purchase jour-
ney. By 2020, customer experience will overtake price and 
product as the key brand differentiator, according to Frost 
& Sullivan. This is now even more important as a result of 
the Covid-19 pandemic.

Hence, the biggest challenge malls and marketers now face 
is how to connect the dots with the way that their brand 
constantly communicates, engages, and delights custom-
ers across multiple channels, formats, and device types. 
Covid-19 has created an even larger demand for personal-
ization technology and a “touch free” experience in physi-
cal locations, the acceleration of platform-based technolo-
gy in brick and mortar is bearing this out. Success lies in 
creating personalized experiences and delivering them in 
an authentic manner aimed at resonating deeply with cus-
tomers so that they feel valued and appreciated, safe and 
informed, and as a result, comfortable and committed to 
physical shopping.

THE MALL AS  
A PLATFORM

BY ENDA MCSHANE

At the beginning of lockdown, I wrote a vision for what I 
thought was the future of the shopping mall. Now as we 
emerge from lockdown but still with restrictions, we have 
already begun to implement some of that vision, and we 
are only just reaching Q4 in 2020. One of the great lines I 
read during lockdown pertaining to retail was that 2030 is 

Enda McShane

CEO of Velocity Worldwide
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now 2020. Retail was going to have an over-reliance on 
people and technology if it is to accelerate its way out of 
the current position.

IN THE SHOPPER GAME

Retail has flirted with change many times over the last two 
decades and in particular over the last few years, as we have 
seen many high street brands disappear. For many, change 
has always centered on the retail mix–sign a new anchor 
tenant or a cool new retail brand to open and things will im-
prove. That hasn’t always worked and in today’s market lon-
ger term, foundational thinking is required, not quick fixes. 
Redeveloping malls and changing the retail mix will not de-
liver what shoppers want today, and it is now the shopper 
who is demanding more, retailers can no longer rely on a 
strong supply chain and play the logistics game. They are in 
the shopper game and that is much more difficult to under-
stand and be successful at. Shoppers are product led.

Shoppers identify with product not the shelves they sit on. 
Product drives sales both online and offline, so retailers and 
mall owners in particular need to be able to recognize who 
their shoppers are and know what they want. Then they 
must match a buyer (shopper) with a seller (retailer) at all 
touch points that lead to a sale. This is the new customer 
journey. For those in retail that still think in channels, the 
time has come to start thinking in terms of journeys.

INFRASTRUCTURE AS A SERVICE (IAAS)

To think and act on customer journeys you will need tech-
nology infrastructure, an integrated services layer, and an 
experience layer that is powered by real-time and action-
able customer data.

What does this look like? First of all, this approach means 
placing all of your technology requirements, legacy and 
new, with one company that can provide you with a IaaS 
model, which at its core should be an upfront capital invest-
ment model where they bring the capital investment and 
the expertise in delivering everything from the fiber optic 
cabling to high density Wi-Fi, cameras, security suites, dig-
ital signage, AI Camera technology to the integrated SaaS 
platform and associated technology services required to 
deliver a return on investment over the long-term lifetime 
of the contract, typically 10-15 years.

Groundbreaking for our industry, this is an approach to 
technology which begins with the end in mind. This is not 
about what you have on day one, it’s what you continue to 
consistently have across the next decade and more of con-
stant innovation and change. 

This approach to technology will become the new enabler 
for the change that is required right across retail, but in par-
ticular in the shopping mall or high-density retail sector. 
Technology will enable the mall to think and act as a plat-
form and to be able to treat most shoppers (why not all) as 
registered users, building shopper profiles that will unlock 
all kinds of benefits based on personalization and custom-
er preferences. This can all be done in real-time, in the phys-
ical brick and mortar location. We can finally bring the best 
of digital to the physical world, not the other way around.

Once the infrastructure is in place the mall can reinvent the 
offer. There will not be an over reliance on static retail 
stores. The mall (or whatever we end up calling it) will offer 
much more, as David Simon, CEO of Simon Malls in the US 
said, “We continue to redevelop our irreplaceable real es-
tate with new, exciting, dynamic ways to live, work, play, 
stay & shop, that will further enhance the customer expe-
rience.” The future mall will be a combination of shopping, 
leisure, residential, co-working, and even e-sports arenas. 
Imagine the “fusion” of best in class providers into a new 
customer (user) experience.

THE NEW SHOPPER JOURNEY 

The shopper journey will be based on data. All of the tech-
nology above will deliver shopper profiles which will be “ac-
tionable” in real-time in the physical location. This is the “as 
a service” component of the strategy, what is infrastructure 
without integrated services that can deliver an ROI.

The shopper profile unlocks value, just as it does online but 
this time it’s in the physical location. This opens up a very 
personal shopper journey based on proximity, rules, previ-
ous purchase history and can even extend to EPOS integra-
tion to close the loop between marketing and retailer trans-
actions. Central click & collect or other services like home 
delivery would all be possible with this model.
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Click here for web view

All of this is collecting data from many different touchpoints 
across the journey. All of this data will enable a deep level 
of personalization and can help pull in other digital compo-
nents such as digital signage–but signage that is dynamic 
in terms of media content being served based on shopper 
profiles, or an IoT event such as weather.

This kind of dynamic approach to digital signage will ensure 
that retailer and center wide content is delivered at the ap-
propriate moment to the appropriate shopper but it will 
have an additional revenue generating element from media 
and sponsorship.

SUMMARY

Brick and mortar retail is not dead and it will come back 
stronger than ever. The blueprint is already here. Learn 
from E-Commerce providers like Amazon but go further. 
Digital exists in the physical world, not just online. Malls in 
particular need to embrace technology infrastructure as the 
driver of change. Believe in what can be achieved, listen to 
what their customers are saying, and act on it as quickly as 
they can.

This particular insight from the Global Data research report 
suggests that, “The fact that retail can be more seamless 
in the experience they offer across online and offline means 
that physical retail can create a stronger multichannel of-
fer than online counterparts.” In short, physical can offer a 
digital experience but pure play online cannot offer the ben-
efits of physical shopping unless they actually open a store 
or a pop-up. Those who move quickly will become the new 
template for success. The financial rewards will follow, and 
the commercial models developed will be attractive and 
sustainable for an industry that requires modernizing.

In summary, I believe landlords and retailers now need to 
begin thinking about and implementing the following:

1. Technology infrastructure should be the foundation (this 
can be done on an Infrastructure as a Service model, i.e. 
no capital expenditure).

2. Integrate the service and experience layer to the infra-
structure i.e. what digital tools and what experience are you 
wanting your customers to have, license these don’t at-
tempt to build them.

3. Begin a data acquisition strategy – actionable customer 
data is going to be vital, in fact it’s an actionable customer 
profile not just an email address.

4. Understand your customers journey – real-time commu-
nication right across the shopper journey, pre, in and post 
is critical.

5. We must bring digital to physical, not the other way 
around – unlock the best practice in digital and look at how 
you can deliver this in the physical world.

6. Retail and malls in particular must think like platforms.
 
7. Brick & Mortar shoppers must register as users. Regis-
tering unlocks benefits–no profile, no benefits, it’s a trade-
off. Post-Covid-19 we will have to register to go to the pub, 
so why not to go shopping if the benefits are good enough.

8. Product, not the shelves they sit on, drives sales. Stores 
are less important than access to product–how can you 
promote product availability in the stores that are in your 
mall. People want to know that they can get what they want 
before they leave home. This is going to be very important 
for brick and mortar.

9. Therefore, backend inventory and front-end customer 
data must be connected–matching people with products 
means sales happen.

10. The commercial model must change; landlord tenant 
relationship must align with the new retail (seller) and shop-
per (buyer) relationship.
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Many on the European continent seem to think that we live in a free world, un-
derpinned by free market economics, and that our comparative wealth is un-
assailable. But the market that we now operate in is anything but free. Retail 
is perhaps the sector in which this is most searingly obvious. It all boils down 
to this: Between which entities should money flow take place? The trick must 
surely be to ensure that the money flow stays here. But how do you compete 
with global e-commerce?

The book «Why the West Rules (For Now)» trawls through 
a great many theories about what it was that gave the 
West its ascendancy. The book’s overall conclusion was 
this: The reason the West, and not the more culturally ad-
vanced China, rose to its hegemonic status was the emer-
gence of a big, wide and strong middle class. Perhaps not 
a surprising conclusion, when you think about it. The more 
people who can afford to think beyond subsistence, the 
more creativity has the ability to be unleashed. The more 
people have the ability to climb Maslow’s hierarchy of 
needs, the more invested they are in improving their cir-
cumstances. The sum of such collective climbing is more 
advanced societies. 

For the record, let me state what my definition of «ad-
vanced society» is: A society in which the highest possible 
percentage of a population has the ability to pursue a life 
they want. And yes, that does mean a certain degree of 
wealth; enough to escape scraping for subsistence, and 
enough freedom to tell an employer to get lost if one is 
mistreated, because there will always be another one. In 
the final analysis, it is about having a society in which most 
people do not feel powerless. That is why the dwindling of 

THE URGENCY OF  
GETTING “LOCALISM- 
ON-STEROIDS”

BY INA VON TUROW

the middle class terrifies me. Because 10.000 years of his-
tory is not wrong: when the middle-class falls, so do soci-
eties. It is therefore absolutely imperative to fight for the 
preservation of Europe’s middle class.  

Ina von Turow

Founder & CEO of FNDR Ltd. in the UK. FNDR is a platform that 
lets users see what nearby shops have to offer
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When factories started to leave the West for the East, the 
alarm bells did not ring for most of us. Now, post-Covid-19, 
we are starting to realize that perhaps outsourcing all that 
manufacturing was not such a great idea. But that in and 
of itself was not the only cause of the contraction of our 
relative standing on the economic world stage. Rather, it 
was the emergence of behemoths that competed on any-
thing but «free» trade mechanisms, and their devouring 
(slow at first, and now accelerating with menacing speed) 
of our «Mittelschicht» (middle class). Did European elites 
fall asleep in class after the end of the Cold War?

THE BEHEMOTH FROM THE WEST

A Jeff Bezos would not have arisen in Europe. Why? Be-
cause our financial elites would not have given him a leash 
long enough to prove himself; nowhere near enough to out-
compete an entire industry on price. We may have great 
seeds, i.e. business concepts, but in order to grow, they 
need fertilizer, i.e. investment; risk-willing, patient investors, 
who are willing to wait a long time for returns. Investors in 
Europe are nowhere near their American counterparts 
when it comes to risk-willingness and betting on people 
outside their social circles.

Amazon’s patient investors apparently gave them a «leash» 
of 2 billion dollars before company numbers turned black. 
Many others would also have been able to outcompete en-
tire sectors with that budget. But in Europe, who would 
stomp up that kind of money? Not a venture capital envi-
ronment that is highly advanced, and certainly not state 
sponsored capitalism. Where has that left us? We have end-
ed up with a retail situation whereby it is easier to buy 
something from a «fulfilment center» in the middle of no-
where in the USA, or from Guangzhou in China, than it is to 
buy something from your own town in Europe.

On the other side of the world, there is another retail behe-
moth, and the clash of the titans from the West and the 
East in the name of «free trade» will happen on European 
soil, as neither giant is likely to yield too much of their home 
turf to the other. Their politicians will see to that. Mean-
while, in Europe, let’s just say that «free trade» becomes 
somewhat of a misnomer when you think about the back-
ing that «the other guys» have had from their elites, be they 
private or public.

THE BEHEMOTH FROM THE EAST

There can be little doubt that most, if not all, of the com-
mercial giants that hail from China have received their 
backing from the Chinese Communist Party. State con-
trolled capitalism, although still called Communism, is as 
powerful a force as the hugely concentrated wealth of the 
US plutocracy. The end result of market dominance through 
vast, targeted backing is the same. Let’s just say that none 
of them does the little guy in Europe any favors! It is a clear-
ly stated state aim for China to become dominant in both 
the tech and the retail sectors. Having hundreds of millions 
of taxpayers helping to fund your proverbial war chest is un-
doubtedly a more stable way forward than private equity 
and hedge fund money, but my point is that the end result 
is the same: Powerful interest groups are powering gigan-
tic retail powerhouses that individual players in Europe 
don’t stand a chance against. I’m not talking about caval-
ry horses meeting tanks here; I’m talking about donkeys 
meeting spaceships. Amazon’s market cap alone is now ap-
parently bigger than all the companies on the British stock 
exchange. Even Europe’s last homegrown retail giant, 
LVMH, is no longer safe, with Amazon now launching their 
luxury shopping service. Are we to simply yield our entire 
retail sector, with all those irreplaceable jobs, to a clash of 
these titans, as they battle it out for our consumer spend? 
Could we even beat them at their own game if we tried, at 
this point? 

DEMOCRACY WITHOUT ECONOMIC SOVEREIGNTY 
IS HOLLOW

Democracy can only be real if there is economic sovereign-
ty. How big is your freedom if you don’t have higher educa-
tion and live near an Amazon «fulfilment center»? Perhaps 
it’s a malicious rumor that these centers are so big that em-
ployees have to wear nappies to work, as they are not al-
lowed toilet breaks, since it would take them too long to go 
to the loo. Perhaps the use of zero-hour contracts is exag-
gerated. Documentaries which suggest otherwise abound. 
And when automation becomes complete, what then? Eu-
rope is not there yet. But my main question is perhaps this: 
How much can we allow overseas behemoths to chip away 
at our middle classes before we lose agency?
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The greatest trick that the retail behemoths have managed 
to pull is convincing us that they are «on our side», as con-
sumers. «The world’s most consumer-centric company.»  
How long will you, who are reading this, remain a consum-
er? Do you think that you will never be the one who runs 
out of options? The dynamics of it all are accelerating fast 
now! Every cent sent overseas, that does not get recycled 
where it is generated, is sent out of a country’s circulation. 
Probably to end up in the Cayman Islands, or in state cof-
fers that are governed by strategic aims at global domi-
nance. Either way, it is not taxed here. And so, the tree of 
our wealth is being hollowed out, whilst our historical city 
streets increasingly follow a familiar path of dilapidation, 
becoming a visual representation of our historical decline.

I believe that the rise of both Amazon and Alibaba are path-
dependent, i.e. that it cannot be replicated. They both had 
huge commercial forces on their side, and these coagulat-
ed into a size that is difficult to catch up with. They also had 
free search engines on their side, that guided consumers 
to their wares through algorithms that responded to ad bud-
get size, and whatever else their masters wanted them to. 
These search engines and the e-commerce processes that 
they sustain are now so ingrained in people’s habits that 
their very names have become verbs. Thus, huge global 
supply chains have been forged. And by now they also have 
consumer habits on their side. The good news, though, is 
that consumer habits can change. We just mustn’t think 
that we can beat the behemoths at their own game. We 
must invent our own; one in which they don’t have all the 
advantages! If we can’t beat them in the globalization 
game, we must beat them in the localism game.

The ravages of Covid-19 have brought upon us the urgency 
of getting «localism-on-steroids» right. With the looming af-
termath of the pandemic bringing forth political tensions 
between hegemonic powers, the need for greater commer-
cial self-sufficiency in our part of the world must now initi-
ate a swing of the commercial pendulum. Perhaps politi-
cians will now see that backing domestic retail is, in fact, 
vastly cheaper than mass unemployment benefits and re-
training a significant part of the population. Retail ties in 
with so much: not just the sheer volume of jobs involved, 
but also the vibrancy of our streets; our very cities; the eco-

systems that give us such a high quality of life. It all boils 
down to this: Between which entities should money flow 
take place? The trick must surely be to ensure that the 
money flow stays here. But how do you compete with glob-
al e-commerce? 

Apart from the fact that huge power players wished it so, 
three key things have made it more expedient to buy stuff 
from the other side of the world than nearby: 1. Conve-
nience, 2. Diversity and 3. Price. We cannot compete with 
the Chinese on price; at least not yet (if we allow things to 
continue as now, we just might become impoverished 
enough to have to compete on price, but we’re not there 
yet)! We «can», however, compete on the first two aspects. 
The first thing we need to do, is bypass the big search en-
gines, and to free us from the ads-based economy and sur-
veillance capitalism, with all the valuable consumer data 
ending up overseas. After that, it’s all about superior busi-
ness processes, with urban entities sticking together as 
one and earnings staying in town.

Europe simply must get «Localism-on-steroids» right. And 
by getting it right, I mean implementing it in such a way that 
the behemoths cannot co-opt, destroy or take over. Being 
operationally excellent will not be enough. Political clout 
will also be needed. And probably best exercised while we 
still have some left. Local patriotism is something that the 
behemoths really cannot beat us on, as long as our politi-
cians are on our side. Nor can they beat us on physical 
proximity–yet! We must use the window of opportunity we 
still have left and capitalize on it, while we still can. And 
guess what: the technology to digitalize and optimize local 
trade already exists. European politicians and those who 
are–still–big players in European retail, should now bet on 
any viable horse that may run in this race. Because the al-
ternative is considerably less beneficial; to our historical 
cities, to our labor market, and to our societies as a whole. 
If we wake up to the fact that the retail game in Europe can 
be played on our own terms, we may yet hold our own.

Click here for web view
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Sustainable retail real estate is extremely popular with investors and operators 
these days. SES Spar European Shopping Centers is playing a pioneering role in 
this area throughout Europe.

SES is committed to sustainable construction and environ-
mentally friendly and resource-saving operations for all of 
its properties. To that end, SES has adopted a clear energy 
policy and has made substantial investments in the use of 
environmentally friendly energy at its shopping destina-
tions. Particular focus has been placed on the increased 
use of photovoltaics, with the objective of installing photo-
voltaics systems on 50% of available roof surfaces by 2050, 
namely all roof areas that are not used as parking decks, 
terraces, or leisure hotspots. Since 2018, SES has operated 
a system on the roof of Murpark Graz, which generates  
approximately 170,000 kWh of electricity. Weberzeile,  
situated in the city center of Ried, is now following suit. 

“SES shopping centers have received several international 
awards for sustainable development and operation. We 
have been consistently following this approach for decades 
– environmentally conscious action is an important part of 
our corporate DNA,” says Marcus Wild, CEO of SES and 
Member of the ACROSS Advisory Board.

The awards SES has received include an award for the 
world’s most sustainable shopping center (Atrio Villach, 
2009) and the Sustainability Design Award in combination 
with an award for the world’s best shopping center (Eu-
ropark Salzburg, 2007).

NEARLY 30 PERCENT OF THE REQUIRED 
ELECTRICITY IS GENERATED IN-HOUSE

The newly constructed plant in Ried was put into operation 
at the beginning of September. In just under seven weeks, 

CONSCIENTIOUS 
SHOPPING

some 1,500 solar panels were installed across an area of 
more than 4,100 square meters. The panels cover roughly 
50 percent of the roof areas of Weberzeile, and they are 
used to generate environmentally friendly electricity. The 
modern 520-kWp photovoltaics system will satisfy nearly 
30 percent of the facility’s own electricity requirements. 

WEBERZEILE RIED SHOWCASE PROJECT

Weberzeile Ried has maintained an excellent climate bal-
ance since its opening thanks to its environmentally friend-
ly construction, its geothermally-supported heat supply, 

Marcus Wild

CEO of SES Spar European Shopping Centers
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and the use of a demand-controlled ventilation system. The 
photovoltaics system installed atop Weberzeile is the larg-
est to be mounted by SES Spar European Shopping Cen-
ters to date and is the benchmark for the installation of so-
lar power systems on the roofs of other SES shopping 
centers throughout Austria. 

SES has yet another special feature in its portfolio. Sillpark 
in Innsbruck boasts its own hydroelectric power plant, 
which makes it unique in the shopping center industry. A 
hydroelectric power plant has been supplying Sillpark with 
green electricity since 1990. The power plant generates ap-
proximately four million kilowatt hours of electricity per 
year, and it also supplies energy to the public grid outside 
Sillpark’s opening hours. In 2017, SES took one step further 
and opened a fish-passable ramp in the Tivoli dam area in 
cooperation with the Brenner Base Tunnel Company BBT 
SE. Since then, fish have been able to freely cross the Sill 
River in both directions. The fish ramp is in line with the lat-
est standards, is practically maintenance-free, and is 
unique in the shopping center sector. A total of more than 
1.5 million euros was invested, including federal and state 
funding. There is yet another special feature of note: Cus-
tomers can fill their cars with green electricity generated 
by the Sill at the E-filling stations in the Sillpark under-
ground parking garage. 

SUSTAINABLE ENVIRONMENTAL PROTECTION 
MEASURES

In addition, SES has implemented a wide range of environ-
mental protection measures at its approximately 30 cen-
ters, including a complete switch to LED, a switch to 100% 
renewable energy sources, heat recovery, the expansion of 
electromobility, and demand-controlled ventilation (air qual-
ity). The last measure makes use of sophisticated technol-
ogy to ensure comfortable room temperatures as well as 
good air quality with minimum energy consumption. 

Click here for web view

SES‘ CLIMATE GOALS

• Photovoltaics systems on 50% of available 
 roof areas
•  100% energy generated from renewable   
 energy sources
•  46% reduction in energy consumption    
 (compared to 2014)
•  88% fewer CO2 emissions 
 (compared to 2014)
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FORUM ROTTERDAM

The opening of the largest inner-city regeneration project in 
Rotterdam in recent years, Forum Rotterdam, took place on 
September 24, 2020, with a small gathering and in full com-
pliance with the current Covid-19 guidelines. The scheme is  
centrally located between the city’s main shopping streets 
Coolsingel, Binnenwegplein, Lijnbaan and Beurstraverse, and 
consists of around 64,000 sq m of space for retail, food &  
beverage outlets, offices and apartments. The project started 
in late summer 2017 and has been delivered in phases to the 
various end users and investors from 2019. The final part of 
the project was completed in October 2020. Forum Rotter-
dam, for which Multi is responsible, consists of five sub-pro-
jects: the renovated National Monument on Coolsingel, the redevelopment and expansion of the Lijnbaan shops, the new Pri-
mark building, the conversion of the old office tower into 103 apartments and the realization of a completely new underground 
dispatch basement that connects all of the sub-projects.

DREILÄNDERGALERIE

Cemagg Weil am Rhein GmbH is carrying out the construction 
of an urban service and retail center named Dreiländergalerie, 
covering a leasable area of around 25,000 sq m, at Europa-
platz in Weil am Rhein (Baden-Württemberg). One of the  
key determinants of the mall’s long-term success will lie in  
its location: Its proximity to France and Switzerland forms a 
catchment area that is “borderless” in the best sense of the 
word. Optimal transport connections and an additional 550 
parking spaces at the shopping center complement the con-
cept. The project, valued at 100 million euros, will include 60 
to 70 shops as well as gastronomic offers. The groundbreaking ceremony took place in November 2018, and the development 
of the hillside property has since been completed. Construction work on the shopping center is in full swing and the opening  
is scheduled for fall 2021.

TRESAGUAS 

Cemagg Weil am Rhein GmbH is carrying out the construction 
of an urban service and retail center named Dreiländergalerie, 
covering a leasable area of around 25,000 sq m, at Europaplatz 
in Weil am Rhein (Baden-Württemberg). One of the key determi-
nants of the mall’s long-term success will lie in its location: Its 
proximity to France and Switzerland forms a catchment area 
that is “borderless” in the best sense of the word. Optimal 
transport connections and an additional 550 parking spaces at 
the shopping center complement the concept. The project, valued at 100 million euros, will include 60 to 70 shops as well as gas-
tronomic offers. The groundbreaking ceremony took place in November 2018, and the development of the hillside property has 
since been completed. Construction work on the shopping center is in full swing and the opening is scheduled for fall 2021.

NETHERLANDS

GERMANY

SPAIN
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DUBLIN CENTRAL

Hammerson has announced the appointment of a design 
team for its planned regeneration project in Dublin’s north  
inner-city known as Dublin Central. The expanded team, in-
cluding several renowned Irish practices, will advance existing 
proposals to bring forward planning applications in the first 
half of 2021. Dublin Central will occupy a significant position 
in Dublin 1, with site frontage to Upper O’Connell Street,  
Parnell Street, Moore Street and Henry Street. Proposals are 
for a mixed-use development including retail, workspace,  
residential, hotel, and restaurant uses set within new pedes-
trian links and public spaces. The design team will be led by 
Acme Architects under Friedrich Ludewig. Acme has been  
appointed since 2018 as lead architect and has brought forward a new masterplan for the project. The practice has a long-
standing partnership with Hammerson, having delivered award-winning UK projects including Victoria Gate in Leeds, Westquay 
South in Southampton and Highcross in Leicester.

KASTNER & ÖHLER AT KAUFHAUS TYROL

Austrian retail took a substantial hit due to the corona-related 
lockdown this spring. Now, however, there is a new and 
strong sign of life. With a 6,500-sq m sales area, 300 brands, 
more than 100.000 products, and a champagne bar, Kastner  
& Öhler (K&Ö) opened western Austria’s biggest fashion 
house at Kaufhaus Tyrol on September 17, 2020, creating  
90 new jobs along the way. The new fashion department store 
is a clear commitment to stationary retail. K & Ö invested 7 
million euros in this new location in Innsbruck. After almost 
seven months of renovation and expansion works, this part of 
Kaufhaus Tyrol is hardly recognizable: Floors, ceilings, lighting and furnishings were completely renewed, the area was expanded 
and now includes a direct access to the mall on the second floor. It has become a special place that combines urban modernity 
with natural, alpine coziness.

ÁLCORA PLAZA 

Álcora Plaza is a new project located in the southwest of  
Madrid, in the municipality of Alcorcón, within the Parque 
Oeste shopping area, the largest retail park in the Community 
of the Spanish Capital. Álcora Plaza will comprise approximate-
ly 22,000 sq m of GLA. The shops will have between 300 sq m 
and 3,400 sq m. The development will count over 1,000 sq m 
of food & beverage area with a new concept style including 
three free standing units. Originally the building was the one  
of the first Ikea opened in Spain and now Álcora Plaza using 
this consolidated location given a new life to this building. The 
opening is planned of the end of the year 2020.

IRLAND

AUSTRIA

SPAIN
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CENTRAL SICKLA

Over the last few decades, Atrium Ljungberg has redeveloped 
Sickla, a suburb of Stockholm, from an industrial estate into a 
vibrant, living city district. Several large construction projects 
are already in progress, and a detailed development plan for 
the central parts of Sickla has now been initiated. The vision 
is to continue the development of Sickla into a richly populated 
mixed-use district and transform large car parks and low-rise 
retail sites into urban neighborhoods with workplaces and 
homes, where shops and restaurants breathe life into the 
streets. The plans entail additional projects spanning some 
150,000 sq m. “We are absolutely delighted with the detailed 
planning work that has now been initiated for Central Sickla. 
Together with the Municipality of Nacka, we have developed a proposal that we are proud of and that will truly make Sickla an 
urban, vibrant district,” commented Linus Kjellberg, Head of Business Area, Business Development at Atrium Ljungberg.

SWEDEN
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SILICON CENTRAL

The shopping center and management division of Abu Dhabi-
based Lulu Group International, Line Investments & Property 
LLC, boasts a portfolio of malls through the Gulf and India.  
LIP’s latest development is Silicon Central in Dubai, which is a 
3-level retail and leisure destination that will provide a shopping 
experience to its neighboring communities. With a total of 220 
stores spread across 81,500 sq m, Silicon Central will include a 
9,000-square-meter hypermarket and a 7,800-square-meter de-
partment store, along with a 35,500-square-meter array of retail shops and services, which will offer a broad mix of brands tai-
lored to ensure shopper satisfaction. In addition to the shopping experience, a diverse range of dining options will be comprised  
of 24 casual restaurants and cafes as well as 21 food court units, thereby making it a place to catch up with friends and families.  
A wide range of entertainment options will also be on offer, including a 12-screen cinema, a 6,800-square-meter Family Entertain-
ment Center, featuring a 2,000-square-meter New Generation Entertainment Center for both kids and grown-ups, as well as a 
2,500-square-meter gym. Everything is set to revolve around convenience and accessibility, including the 3,500 parking spaces.

TRIBECA CITY

TribecaCity in Mauritius continues to rise up out of the ground, 
with good progress being made on the scheme’s basement 
levels. Benoy is delivering architecture, interior design and 
master planning for the 150,000 sq m project which will see 
us create a vibrant commercial district consisting of retail, 
food & beverage, and leisure anchored by two office and hotel 
towers. The brief for phase one was to develop a design that 
builds on the latest commercial trends and embraces an inter-
national look and feel. Benoy’s response was to create a com-
mercial district with a legible hierarchy of spaces, clustered 
around open streets and urban squares that are almost civic in scale. The result will deliver a destination, focused around retail, 
leisure and hospitality, all connected by a landscaped public realm, where shaded plazas and a mix of tight tree-lined streets and 
alleys host a variety of outdoor events, festivals, and concerts.

GLASS MURAL 

The Netherlands-based design firm MVRDV has released  
details about Glass Mural, a 4-story retail and office building  
located in Detroit’s Eastern Market neighborhood. Located just 
outside the city’s downtown area, the existing character of 
Eastern Market was an inspiration for the project’s design. It  
is the largest public farmers market in the United States, and  
it has continued to thrive as an active food hub for the region 
for nearly 130 years. With its colorfully printed glass facades, 
which both celebrate existing murals and add new artistic 
works to the area, Glass Mural takes a new approach to pre-
serving art and memory through architecture and technology in Detroit. In 2015, the city was the country’s first designated  
“UNESCO City of Design”. Glass Mural is a demonstration of how Detroit is charting a new path forward in 21st century design. 
The first stage of the project commenced on 30 September 2020, with construction of Glass Mural set to begin in 2021.

UNITED ARAB EMIRATES

MAURITIUS

USA
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designer outlets Wolfsburg – one of the largest designer outlet centres in Northern Germany, 
managed and developed by Outlet Centres International. Located in Wolfsburg and serving the 

metropolitan areas of Brunswick, Hanover, Berlin and Kassel.

ADIDAS | CALVIN KLEIN | COACH | DIESEL | GUESS | LINDT | MICHAEL KORS | NIKE | POLO 
RALPH LAUREN | RITUALS | SCOTCH & SODA | SUPERDRY | TIMBERLAND | TOMMY HILFIGER 

VANS | STARBUCKS and many more

Outlet Centres International (UK) Ltd.
Hans Dobke | Chief Executive | Phone: +44 (0) 14 28 65 32 56 | hans.dobke@outletcentres.com

Stephan Schäfer | Managing Director | Phone: +49 (0) 151 12 21 63 55 | s.schaefer@oci-germany.de
DESIGNEROUTLETS.COM

DOWO199-007_AZ_Across_210x275_RZ.indd   1 27.09.19   11:44

http://www.designeroutlets.com/


CBRE  JAN JANÁČEK

Jan Janáček is the new head of A&T retail.

CBRE announced three promotions in the Retail Agency department. The retail team of CBRE has rewarded 
the long-standing experience and loyalty of its employees with three promotions. Jan Janáček was named the 
new Head of Advisory & Transaction Services Retail and Nad́a Kryglová and Aleš Nečas are now in the posi-
tion of Associate Director. Tomáš Míček, who oversees the entire team, remains the Head of the Retail Sector. 
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WARBURG-HIH INVEST  CARSTEN DEMMLER

Warburg-HIH Invest reinforces management board by recruiting Carsten Demmler.

Warburg-HIH Invest Real Estate (“Warburg-HIH Invest”) will expand its Management Board in line with its growth 
trajectory. Carsten Demmler (45) was appointed to the Management Board and will join its present members, 
Hans-Joachim Lehmann and Alexander Eggert, as of 1 December 2020. Demmler currently heads the Capital 
Management team at Warburg-HIH Invest. On the senior management level, he will be responsible for the  
entire product and service spectrum in the client business with savings banks, regional banks, insurance com-
panies, superannuation schemes and pension funds. 
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DIR DEUTSCHE INVESTMENT RETAIL GMBH  TATJANA FIEDLER

GTC  MALWINA PAWL⁄ OWSKA

DIR Deutsche Investment Retail GmbH (DIR) is strengthening its retail expertise with Tatjana Fiedler. In the  
position of Transaction Manager, she will immediately strengthen the team in the development and expansion 
of a nationwide retail portfolio with a focus on food-anchored local convenience centres and retail warehouse 
parks, full-line grocery stores and discount supermarkets.

Tatjana Fiedler (55) has been working in the real estate industry for more than 25 years and during this time 
has gained extensive experience in asset management, property management and transaction management 
for the asset classes residential, commercial and retail. Before joining DIR, she worked for GRR Real Estate 
Management GmbH, first as a property manager and later as an asset manager in the basic retail segment.

GTC has appointed Malwina Pawl⁄owska to the position of Head of Marketing & Communication, the appoint-
ment is dictated by her extensive and in-depth sector knowledge.

Malwina Pawl⁄owska is marketing and communication strategist with over 17 years of experience gained in  
various multinational companies. Prior to joining GTC, she held the position of Head of Marketing & Commu-
nication Department at Skanska Property Poland, being responsible for corporate and product communica-
tion, media relations, crisis management and positioning the corporate brand on a country scale. She was also 
a member of extended Management Team.  
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MPC PROPERTIES  MAXENCE LIAGRE 

A new CEO for MPC Properties: Maxence Liagre is a global real estate expert with more than 20-year experi-
ence managing and leading shopping centers around the world. 

Prior to joining MPC Properties, Maxence Liagre’s experience includes co-founding and co-managing the  
Bosphorus Real Estate Fund together with Merrill Lynch, working for the American shopping centers leader 
company Simon Properties for ten years and starting Reval – his own real estate company which then became 
a joint venture with Sonae Sierra. 
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KLÉPIERRE  BEÑAT ORTEGA

Klépierre is announcing that its Supervisory Board has appointed Beñat Ortega as member of the Group’s Exec-
utive Board in charge of operations with effect from November 16, 2020.

Beñat Ortega joined Klépierre in November 2012 as Deputy COO before being promoted to COO in November 
2016. Earlier in his career, he held various positions over nine years with the Unibail-Rodamco group, including in 
the investment and asset management departments of the Offices division.

IM
A

G
E:

 K
LÉ

PI
ER

RE

URBAN LAND INSTITUTE  DENIS SOKOLOV

The Urban Land Institute (ULI) has announced the appointment of Denis Sokolov, Partner and Head of Research 
and Insight at Cushman & Wakefield, as Chair of ULI Russia – one of 14 European National Councils. 

Denis’ two-year term, which is served on a voluntary basis, officially began on 1 October 2020.

ULI is the world’s oldest and largest network of cross-disciplinary real estate experts, with more than 45,000 
members globally. As Chair of ULI Russia, Sokolov will focus on increasing both the membership and event  
activity, putting together an engaging and impactful programme which will subsequently add value to the ULI 
membership in this region. Sokolov has been a ULI member for four years and has been actively involved as a 
member of the ULI Europe Urban Regeneration Product Council.

IM
A

G
E:

 U
RB

A
N

 L
A

N
D

 IN
ST

IT
U

TE

UNIBAIL-RODAMCO-WESTFIELD  ROLF WERNICKE

WERELDHAVE BELGIUM  KASPER DEFORCHE

Rolf Wernicke recently became the new Center Manager of Unibail-Rodamco-Westfield’s 4-star shopping cen-
ter in Munich.

The center’s social embedding in Pasing and the strengthening of this location will be further intensified. 
33-year-old Rolf Wernicke has already been working for Pasing Arcaden’s owner and operator Unibail-Rodam-
co-Westfield since early 2018. Over the past two years he was the Center Manager of Gera Arcaen in Thuringia, 
and before that he was the Deputy Center Manager at Ruhr Park in Bochum. 

The Board of Directors of Wereldhave Belgium NV announces that it has been agreed that Mr. Kasper Deforche 
will step down as CEO and director of the Company on 31 December 2020.

Nevertheless, Kasper Deforche will remain available for the Company in the coming months to ensure a smooth 
transition. In the meantime, a process has also been initiated to determine his succession. The Company will 
communicate about this in due time.

“The Board of Directors of Wereldhave Belgium NV is very grateful to Kasper Deforche for his valuable contri-
butions to the Company. It wishes him every success in his further career”. – Dirk Goeminne
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TIME RETAIL PARTNERS  TONY CARROLL

Time Retail Partners (TRP), the boutique retail property consultancy, has appointed Tony Carroll, a former senior 
director at CBRE, as a director. 

Carroll will join the company in January 2021, working with TRP’s existing landlord client base and as part of TRP’s 
leadership team to grow the consultancy.

Tony Carroll spent ten years in CBRE’s retail team, working on leading assets including centre:mk, Manchester 
Arndale, Meadowhall, intu Merry Hill and Buchanan Galleries, as well as the development leasing for Westfield 
Bradford and Westgate Oxford.
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MULTI CORPORATION  HUBERT STECH

Multi Corporation is pleased to announce the appointment of Hubert Stech as a new member of the Advisory 
Board of the German Council of Shopping Places (GCSP).

Hubert Stech, Managing Director of Multi Germany and Benelux, was elected to join the GCSP’s Advisory Board 
during the annual members meeting last Friday. Multi looks forward to strengthening its partnership with the  
German Council and to continuing to actively support their initiatives and work.
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KLÉPIERRE  CÉCILE PRESTA AND MAGALI FERNANDES

Klépierre is announcing the appointment of Cécile Presta as Chief Human Resources  
Officer, and Magali Fernandes as Chief Legal Officer.

Cécile Presta has extensive experience in human resources. After exploring all facets of 
the profession in the fields of consulting and industry, she joined Coca-Cola European 
Partners, where she held several positions over six years, including Head of Talent  
Management for France. More recently, she served as Head of Human Resources at  
Lafarge Holcim group headquarters.
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UNIBAIL-RODAMCO-WESTFIELD  JEAN-MARIE TRITANT

VIA OUTLETS  GEERT PAEMEN

At its meeting of November 18, 2020, the Supervisory Board of Unibail-Rodamco-Westfield SE (URW) appoint-
ed Mr Jean-Marie Tritant as Chairman of the Management Board of URW and Group CEO, succeeding Mr Chris-
tophe Cuvillier on January 1, 2021. During a transition phase starting on November 19, 2020, Mr Tritant will 
hold the position of Group Chief Operating Officer.

As a result, Mr Tritant has resigned from his position as Chairman of the Management Board of URW N.V. Mr 
Dominic Lowe is appointed Chief Operating Officer US and Chairman of the Management Board of URW N.V. 
with effect from November 19, 2020. Mr Lowe was previously Executive Vice President Development US for 
URW. 

VIA Outlets is pleased to announce the appointment of Geert Paemen as Group Sustainability Director as part 
of its growing ESG strategy.

The newly-created senior management position is designed to oversee and develop the business’ sustainabil-
ity strategy across its business operations and eleven outlet centres in Europe.

Geert Paemen joins VIA Outlets after six years at Telefonica where she held the position of Global Director for 
Sustainability, designing the group’s Responsible Business strategy and leading the implementation of a wide 
range of ESG projects. 
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TIME RETAIL PARTNERS  PETER WRIGLEY

Time Retail Partners (TRP), the boutique retail property consultancy, has appointed Peter Wrigley, founder of 
360Retail and a former senior director in CBRE’s lease consultancy business, as a consultant to head its new pro-
fessional services specialism. Peter will work with Time’s established landlord and agency teams.

Founded in 2015, Time Retail Partners works with owners, occupiers and investors, and is advising a number of 
leading UK brands and destinations.  These include Bluewater, Cribbs Causeway, Manchester Arndale, Metrocen-
tre, Oracle Reading, Trinity and White Rose in Leeds, H&M, JD Sports, and Holland & Barrett.  TRP is also a found-
er of The International Retail Consulting Alliance (TIRCA), an international network of boutique retail property ad-
visors in the US, Europe and Australasia.
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CARMILA  MARIE CHEVAL

Appointment of Marie Cheval as chairman and chief executive officer of Carmila. Further to the selection pro-
cess launched by Carmila’s Board of Directors on 16 June 2020, and following the opinion of the Compensa-
tion and Nomination Committee, the extraordinary Board of Directors’ meeting of 2 November 2020 appoint-
ed Marie Cheval to succeed Alexandre de Palmas as Chairman and Chief Executive Officer of Carmila with 
effect from 3 November 2020.

As Director of Carrefour France Hypermarkets since 2018, Marie Cheval has successfully overseen the trans-
formation plan for the Carrefour group’s hypermarkets, a key format for Carmila whose strategy is based on 
their dynamism and operational synergies. 
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EUROCOMMERCIAL  JAN VAN GARDEREN

From November 1, 2020, Evert Jan van Garderen will succeed Jeremy Lewis as Chief Executive Officer of the 
Company following his retirement. Director and Board Member Roberto Fraticelli will succeed van Garderen 
as Chief Financial Officer. 

Director and Board Member Peter Mills is Chief Investment Officer. Bas Steins Bisschop, Chairman of the Su-
pervisory Board of Eurocommercial, said: “Eurocommercial was founded by Jeremy Lewis in 1991 and was orig-
inally co-listed in Sydney and Amsterdam. Under Jeremy’s leadership, the Company became an independent, 
listed property investment company, which initially invested in a broad range of assets and countries before 
successfully concentrating on shopping centers in four countries.
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multi.eu

UNLEASH  
THE FULL POTENTIAL 
OF SHOPPING CENTRES
Pan-European retail asset service platform

Belgium  |  Germany  |  Hungary  |  Italy  |  Ireland  |  Latvia  |  Poland  |  Portugal  |  Slovakia  |  Spain  |  The Netherlands  |  Turkey  |  Ukraine  |  United Kingdom

PROPERTY MANAGEMENT                REDEVELOPMENTASSET MANAGEMENT

The extensive refurbishment of Allee shopping centre in Budapest is a striking example of Multi’s urban mixed-use strategy. 
Allee offers more than 140 shops, a 13-screen multiplex cinema, restaurants, offices, a fitness club and parking for 1,200 cars. 
Multi is currently upgrading and renovating the 46,700-sq.m shopping centre, while enhancing the tenant mix, interior and 
exterior design and customer services. The repositioning will optimise the shopping experience and redefine the centre’s 
function as a top meeting place in the Hungarian capital.

http://www.multi.eu/


"ACROSS–The European Placemaking Magazine" has regularly and successfully 
invited the industry’s experts to the "ACROSS Retail Talks" since May 2020. The 
event concept is as simple as it is clear: Take a highly topical industry issue 
and let international experts discuss it online. The "ACROSS Retail Talks" are 
moderated by Klaus Striebich, Managing Director of RaRE Advise. The events’ 
consistently large virtual audience–participation is free of charge by the way–
can ask questions via the chat function. The next "ACROSS Retail Talks" are  
planned for 2021.

"ACROSS RETAIL TALKS"  
- THE SUCCESSFUL  
ONLINE FORMAT

Click here for web view

SUCCESSFUL PREMIERE OF THE ACROSS RETAIL TALKS ONLINE ON COVID-19 CRI-
SIS: NOW WHAT? DO WE HAVE A SOLUTION?
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ACROSS RETAIL TALKS FOCUS ON THE OUTLET CENTER INDUSTRY

ACROSS RETAIL TALKS ONLINE ON THE TOPIC “HOW TO SHAPE THE FUTURE”

Click here for web view

Click here for web view
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ACROSS RETAIL TALKS ONLINE ON THE TOPIC “PROPTECH IN (RETAIL) REAL ESTATE”

ACROSS RETAIL TALKS ONLINE, ON THE TOPIC “RESTAURANTS & GASTRONOMY 
– HAS THIS FORMER RISING STAR TURNED INTO A FALLEN ANGEL FOR THE REAL 
ESTATE INDUSTRY?”

Click here for web view

Click here for web view
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ACROSS ADVISORY BOARD
The body’s declared aim is to offer its expertise in topic formulation. It identifies 
the challenges the industry faces as well as the opportunities, emerging trends, 
etc. it sees. ACROSS’s Advisory Board currently has 24 members. These are (in 
alphabetical order):

HENRIKE WALDBURG
Head of Investment 
Management Retail at 
Union Investment
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 JACQUES SINKE
CEO of reteam international
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JAN TANNER
Expert Consultant for the 
shopping center, retail real 
estate, and retail industry
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PETER TONSTAD
CEO of Placewise
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KLAUS STRIEBICH
Managing Director  
of RaRE Advise
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DIETMAR REINDL
COO of Immofinanz 
Group
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THOMAS REICHENAUER
Co-Founder & Managing 
Director of ROS Retail Outlet 
Shopping

IM
A

G
E:

 R
O

S

CHRISTOF PAPOUSEK
CFO of the Constantin Film  
Group of Companies
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MARKUS PORVARI
Founder of HyperIn
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THOMAS MARK
President of MK Illumination 
Group
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DANIEL LOSANTOS
CEO of Neinver
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HENRIK MADSEN
Senior Retail Expert
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JOSIP KARDUN 
Chief Investment Officer of 
Meyer Bergman
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BEN CHESSER 
Founder and CEO of Coniq
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YURDAER KAHRAMAN 
CEO and Board Member of 
FİBA Commercial Properties
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BILL KISTLER 
Retail Real Estate Expert
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SILVIO KIRCHMAIR 
CEO of umdasch The Store 
Makers Management GmbH
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ANDREAS HOHLMANN 
Managing Director Germany 
of the Unibail-Rodamco-
Westfield Group
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CHRISTOPH ACHAMMER
Chairman of the Board at  
ATP architects engineers
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SCOTT DWYER
Group Chief Operating 
Officer at Atrium
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JONATHAN DOUGHTY
Global Head of Foodservice, 
Leisure and Placemaking  
at ECE
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JOANNA FISHER
Managing Director Center 
Management at ECE 
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WALTER SEIB
CEO of HMSHost 
International
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MARCUS WILD
CEO of SES Spar European  
Shopping Centers 
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