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DEAR READER, 
we are currently living through very turbulent times. A clear indication of this is the huge variety 
of topics that surround the placemaking industry right now. It gives me great pleasure to present 
you our big fall print issue with a whole series of highly exciting articles.

This time, we focused on the topic of "food anchors". Is their increased importance perhaps a 
short-term consequence of the pandemic, and is a very significant and determining location 
trend emerging here? We asked many international experts to give us their views on this.

In general, I have noticed that the retail park sector is currently very dynamic. This is  
reason enough for us to present the manifold activities of Immofinanz with its STOP SHOP  
retail parks in a separate magazine section.

And finally, I am also very positive about two other topics: Firstly, the current GRAI–our Global 
Retail Attractiveness Index, which we developed together with Union Investment and GfK, is 
showing an encouragingly strong upward trend throughout Europe! And on the other hand, 
MAPIC is taking place in Cannes at the end of November. A real trade fair with real people in a 
real, physical, beautiful place. For me–head- and motivation-wise–a nice symbol in the direction 
back to a "better normal".

I hope you enjoy reading our informative issue.

Sincerely
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MAN MUST EAT!–The (Increasing) 
Importance of Food Anchors for the 
Placemaking Industry  ....................  36
The global clash of digitalization and the 
pandemic is shaping the economic devel-
opment of the 20s of this century. During 
the period of the coronavirus pandemic, 
food anchors have become a lifeline, es-
pecially to those shopping centers whose 
non-food tenants are particularly suffering 
from the “online sclerosis” of their sales
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of Thriving Centers .........................  42
Angelus Bernreuther describes the 
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Statements  .....................................  45
Comments by European experts
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Progress  ...........................................20
The expansion of the Eurovea mixed-use 
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ing to schedule. The project is being devel-
oped by J&T Real Estate, and the functional 
public places were executed by internation-
ally recognized architect Beth Galí

Nivy Center Revitalizing Bratislava’s 
City Life  ............................................60
Ján Harom, Nivy Center Property Director, 
talks about the architecture, range of 
services and functions, and anticipated 
footfall of the multifunctional project

Opening of Prešov Eperia’s Second 
Stage Attracts 75,000 Visitors .......64 
The opening of the second stage of 
Prešov’s Eperia shopping mall took place 
in September and was attended by the 
Mayor of Prešov, Andrea Turčanová

An Overview of the Serbian 
Capitall  .............................................22
Development, Technical Operations, and 
Innovations Director Jovana Cvetković 
looks back on a time of particular turbu-
lence–not solely due to reasons relating 
to the pandemic. 

Europe’s Retail Markets Emerging 
from Crisis  .......................................66
Global Retail Attractiveness Index shows 
clear signs of recovery. Germany, Czech 
Republic and Poland are new top trio in 
index with the sharpest rise in Spain
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The 100 retail parks of Immofinanz

Ikea Opens Large City Department 
Store at Gallerian in Stockholm ......30
A large city department store covering 
four floors and just over 8,000 sq m is 
scheduled to open in the southern part 
of Gallerian

Bründl Opens Sustainable Sports 
Store in the Alps ..............................34
Following its renovation and expansion in 
October 2021, the flagship store of Bründl 
Sports, in Kaprun, has emerged as an 
ultra-modern architectural jewel

Waste Your Time @ H&M Mitte 
Garten ...............................................54
Retail Shop Tip by Heidemarie Kriz

Shopping with All Five Senses ........56
What does that really mean? The idea of 
creating physical, emotional shopping 
experiences has become an integral part 
of the retail discussion since physical, 
brick-and-mortar retail began to decline 
in popularity

Consumers Love Brands, Brands Love 
Brands–Start Being a Brand  ...........62
Column by Caroline von Westerholt

It is Time for Shopping Centers to 
Embrace E-Commerce .....................77
A digital marketplace is an indispensable 
integration for shopping centers as CEO 
of Placewise Group and Member of the 
Across Advisory Board, Peter Tonstad, 
explains

Flagship Destination Westfield Centro: 
Rebranding as a Strong Signal ........  32 
URW’s Constantin Wiesmann and Katharina 
Zeiler tell us what it takes to keep growing 
and level-up, constantly pushing the 
envelope and adapting to ever-growing 
consumer expectations

We Live in a Complex World–New 
Challenges for Retail Parks! ...........  72 
The management of MEC shares insight on 
shaping the asset class of retail parks on 
the occasion of their 10th anniversary

A Brave New Retail World?  ..............  6
Commentary by Joost Koomen

Forget A “New Normal”–We Need 
Change ................................................ 7
Commentary by Walter Seib

Unlocking the Value of Parking 
Assets as Key Components of Wider 
Shopping Experiences .....................  10 
Commentary by Neil Churchill

Paris-Proofing Retail Property: Who 
Needs to Do What and by When?  .... 12 
Commentary by Caroline Milne  
& Zsolt Toth

Challenging Times for Russian 
Superregional Malls  ......................... 14 
Commentary by Kirill Stepanov

Creating Places People Want 
to Visit  .............................................. 16 
Commentary by Steffen Eric Friedlein

Shop’in Pacé  ......................................  19 
This summer, Shop’in Pacé in Rennes 
(France) celebrated its new configuration 
with an extension to a total area of  
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VIA Outlets, which owns 11 centers in nine 
countries, has recently celebrated the un-
veiling of its new corporate branding follow-
ing an extensive rebranding undertaking

A Decade in the Operator 
Business  .........................................  28
ROS is optimistic about the post-pandemic 
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Smart Shopping, Safe Spaces, and 
Strong Resilience ............................  68
Neinver is celebrating its 25th anniversary 
and the perks of the outlet center concept



As ECSP celebrated its first anniversary on 8 October, it is encour-
aging to see that most Covid-19 restrictions are finally being lifted 
across Europe, and that the retail industry is starting to reengage 
via several big events planned throughout the autumn.
An anniversary is a good moment to take stock and to look forward. 
Looking back over the past 12 months, we are proud to have man-
aged to launch and grow a new organization during a pandemic. 
That was made possible by our members, who recognized from the 
very beginning the need for a single European voice to represent 
the interests of our industry.

A BRAVE NEW RETAIL 
WORLD?

Joost Koomen

Secretary General of the European 
Council of Shopping Places (ECSP)

BY JOOST KOOMEN, IMAGE: ECSP

As we look ahead, the sector is recovering and numbers are gen-
erally going up. However, it is still too soon to tell what the “new 
normal” will look like or to cry victory: Covid-19 has not disappeared 
yet and will likely cast a long shadow. The introduction of so-called 
“sanitary passes” in several countries is a case in point.

The pandemic has also only accelerated the green and digital tran-
sitions–something that the European Commission has welcomed 
and considered in its new Industrial Strategy, which was adopted 
last year. Now, the Commission is working on a new strategy  
tailored to the retail sector, and ECSP and other participants in the 
retail ecosystem have been asked to provide input on what the  
drivers of the green and digital transitions in our sector are, as well 
as existing barriers.

Looking at the digital transition, ECSP members are certain that the 
future is omni-channel. However, the existing regulation does not 
grant fair competition between online marketplaces and physical 
“brick-and-mortar” shopping places. Inequality in terms of applica-
ble taxes, environmental regulation, sales and advertising rules, and 
labor conditions should be urgently addressed by the European 
Commission in order to avoid hampering the further development 
of the omni-channel retail model.

The retail property sector is also a leader in delivering green real 
estate with reduced GHG emissions. Shopping places renovate at 
a rate that is unparalleled in the property sector. ECSP believes that 
as shopping places continue to decrease their emissions and evolve 

into mixed-use spaces, it is more efficient and effective to renovate, 
than rebuild. However, unclear and diverging regulatory definitions 
and targets about what constitutes zero energy, near zero energy, 
or zero carbon (buildings) create unnecessary confusion. 

Additionally, in many countries, it is very difficult to collect and  
process tenant-specific data about electricity consumption in  
order to improve the energy use and efficiency of a building.  
National regulation limiting property owners’ ability to renovate and 
upgrade existing shopping places is another significant barrier. 
Such issues are impediments to a fast green transition and should 
be dealt with at the European level.

The above, combined with the disproportionate impact that  
Covid-19 has had on the retail property sector, makes it more  
difficult for the industry to invest in tomorrow’s decarbonized and 
digitalized retail. ECSP has emphasized the need for more funding 
from the EU, also calling for the set-up of a dedicated EU Retail  
Relief Fund. We are just at the beginning of this journey, but ECSP 
and its members have been engaged from the start. Together with 
the Commission and other important retail stakeholders, we intend 
to lay the groundwork for the digital and green transitions to ensure 
a brave new retail world.

While the whole world has navigated uncharted territories, society 
and business have continued to seek the much fabled “new normal”. 
Experts have written papers on it, newspapers have speculated on 
it, and business leaders have presented on it. In fact, I have lost 
count of how many times I have faced this question in interviews. 
Do we really need a “new normal”? What we actually need is change.

Throughout this time, we have not stood still. The world has inno-
vated. We have developed new ways of working, new ways of stay-
ing connected, and new ways of doing business. All of that devel-
opment was largely initiated in response to the forced conditions 
of the pandemic.

Most significantly, the landscape of our industries–for travel, retail, 
and food & beverage–has changed, and we have all changed with it. 
We have met the challenges set before us with flexibility and agility; 
we have drawn strength from strong partnerships, we have worked 
together to help communities, and we have kept our people and our 
guests safe. That has all come at great cost and sacrifice.

While nearly all aircraft was parked on tarmacs, our company lost 
over 98.5% of its revenue, we had to close 85% of our stores, and 
we also had to say goodbye to more than 50% of our dedicated and 
hard-working associates. For the past few months, my team and I 
have worked 24/7 with virtually zero revenue.

We have all encountered change during the pandemic, and change 
begets change. Instead of continuing to speculate about the new 
normal, as an industry, we need to discuss what (permanent)  
actions we want to take with respect to those changes. To put it 
simply, the concession business needs to be done differently.

From high capex to low capex, we also need to reutilize the exist-
ing assets we have. For example, when stripping out or taking over 
existing units, we need to look at how we can preserve equipment 
and infrastructure that still has life and value. We should even think 
differently: Why are we buying equipment instead of leasing it?

Before we can get back to business as usual–any sense of  
“normal”–we first need to repay all our debts. That is end to end 
for our industry.

FORGET A “NEW NORMAL”–
WE NEED CHANGE BY WALTER SEIB, IMAGE: MARLOES CHATER PHOTOGRAPY

Landlords, retail, and food & beverage operators: We all need to 
make profit again. When making profit, it will first be used to repay 
debts. Only after repayments have been made can new or addi- 
tional investments be considered. As an industry, we still have a 
couple of years ahead of us before we will be able to have the same 
investment level as before the pandemic.

We are in this together–let us find our way out of it together.  
The last 18 months have hit all of us: No one has emerged as a  
winner, and we need to continue to support each other.

For concessionaires, we need a different mechanism on Minimum 
Guarantees and other parameters like, for example, cash deposits, 
service costs, etc. We need a sliding scale for concession percent-
ages to allow for the differences experienced in various countries 
and locations. While a return to a focus on square meters would be 
great, that approach does not acknowledge our current reality.  
It undermines the change we have already undergone and negates 
the past 18 months of our experiences, our lessons learned, and 
our losses.

As confident as I am in the fact that recovery is coming, I can also 
tell you that we are not out of the woods yet. We do not need a new 
normal–we need change, and we can only do that together.

Walter Seib

CEO of HMSHost International
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Romania: Cluj-Napoca, Constanța, Pitești, Baia Mare 
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Though often unloved by users, shopping center parking garages 
have been beloved by investors for their dependability as a reve-
nue stream. For the first time ever, that dependability was chal-
lenged as a result of the onset of Covid-19 and the resulting lock-
downs. That should not, however, serve as justification for 
ignoring or under-investing in parking garages, according to Neil 
Churchill, Center Director of UK Top 20 Shopping Center Festival 
Place (Basingstoke).

UNLOCKING THE VALUE 
OF PARKING ASSETS 
AS KEY COMPONENTS 
OF WIDER SHOPPING 
EXPERIENCES BY NEIL CHURCHILL, IMAGE: FESTIVAL PLACE

At the dawn of the UK shopping center revolution in the 1970s 
and 1980s, much was made of their convenience and accessibil-
ity by car. As the concept matured and car ownership increased 
exponentially, that “convenience and accessibility” evolved into 
an experience that could entail circling a busy parking garage, 
parking a long way from one’s desired location, and tackling the 
crowds throughout a busy center. Although many investors com-
mitted significant resources to upgrading the interiors of the orig-

“In today’s world, consumers 
expect quick and effortless 

service, and parking needs to 
reflect those changes.”

“While shopping centers will 
continue to evolve, parking 

facilities should no longer be seen 
as secondary to an asset, but as a 

rather essential part of it.”

inal generation of shopping centers, the same level of attention 
was rarely directed toward parking garages. That resulted in out-
dated facilities that were no longer fit for purpose and, in extreme 
cases, became destinations for dangerous or anti-social behav-
ior. Just as the ease and convenience of car parking had once 
been major factors in shopping centers’ appeal, they had, in some 
cases, become reasons to no longer visit a specific location.

In today’s world, consumers expect quick and effortless service, 
and parking needs to reflect those changes, given that it is often 
the first thing visitors experience when they go shopping. As a 
town center location with a wide catchment area, we have always 
been acutely aware of the role of parking in Festival Place’s  
ongoing success. One of our major pre-pandemic capital expen-

Neil Churchill

Center Director of Festival Place

diture projects was a multimillion-pound refurbishment of the 
parking garage. The existing facilities were out of date and fell 
short of the wider retail and leisure experience as well as more 
recent technological advances.

The result: clean, modern, light, and intelligent–aimed at truly  
enhancing visitors’ experiences. Throughout the parking garage, 
the bays have been widened to allow for more spaces and com-
fort. Parking bay monitoring sensors have been installed to allow 
customers to see which bays are available or disabled, eventually 
helping them park more efficiently. Four car finding kiosks have 
also been installed within the shopping center, in the proximity of 
the elevators that lead to the parking garage, where customers can 
enter their registration details and be directed to the locations of 
their vehicles. Six electric charging units have been installed and 
are available 24/7.They have been used nearly 2,500 times since 
their installation. When the pandemic struck, a new, pressing need 
to keep customers safe and secure quickly arose. Increased secu-
rity, with regular patrols taking place 24/7, and various safety mea-
sures around the parking garage have been implemented to help 
promote a safer shopping experience.

Those changes have delivered commercial, as well as experien-
tial, benefits. Festival Place’s parking garage has seen a 12%  
increase in revenue, with nearly two million visitors in 2019, and 
it has recently been awarded the prestigious Park Mark Plus 
Award. While shopping centers, and the shopping experience in 
general, will continue to evolve to reflect people’s new habits, 
parking facilities should no longer be seen as secondary to an 
asset, but as a rather essential part of it. They will continue to 
evolve to meet the needs of customers, especially with respect 
to further ease of access, frictionless parking, and electric  
vehicle charging capacity. Those are all things that Festival Place 
is currently researching and reviewing.
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PARIS-PROOFING RETAIL 
PROPERTY: WHO NEEDS TO 
DO WHAT AND BY WHEN?

Caroline Milne

Head of Communications at BPIE

Zsolt Toth

Senior Project Manager at BPIE

BY CAROLINE MILNE AND ZSOLT TOTH, IMAGES: BPIE

“Despite laudable efforts, the 
retail real estate industry still 
needs a common vision and 

strategy to achieve full 
decarbonization by 2050.”

“The confusion around definitions, 
concepts, and voluntary standards is 
symptomatic of the situation that has 

been faced by the real estate sector for 
nearly two decades.”

What is your opinion on this topic? 
Discuss it with us! Send your opinion to
opinion@across-magazine.com!

The challenge is clear: In line with the Paris Agreement and consid-
ering the looming threat of climate change, all buildings, including  
retail, need to be carbon neutral by 2050. However, the recent  
“A Paris-Proof Retail Real Estate Sector” report, issued by Buildings 
Performance Institute Europe (BPIE), shows that few organizations in 
the retail sector are sure of how to achieve a zero-carbon state. While 
the Covid-19 pandemic has, without a doubt, thrown a wrench in 
many sustainability plans, several pre-existing barriers to reaching 
net-zero retail buildings have persisted for years.

Over the last few years, most real estate companies have introduced 
ambitious pledges to reduce their carbon emissions and have devel-
oped strategies to achieve those goals. Such commitments demon-
strate engagement to transition to a net-zero world, but they also 
show the diversity of targets and metrics. The confusion around  
definitions, concepts, and voluntary standards is symptomatic of the 
situation that has been faced by the real estate sector for nearly two 
decades. An ever shifting and increasing number of terms for highly 
energy-efficient and climate-neutral buildings, such as zero-energy, 
net zero, nearly zero, zero-carbon, and net zero carbon, are already 
being integrated into public policy and industry practices, but with a 
great deal of uncertainty around what they mean.

In addition, those definitions refer to different boundaries: site  
energy, source energy, cost, or emissions. There may also be further 
variations in the requirements of those standards depending on 
whether new or existing, office, retail, or other types of buildings are 
under consideration. How can a building, especially one with many 

different types of users, expect to achieve net zero carbon if the very 
concept itself means different things to different people? How can 
real estate actors win the credibility of investors, clients, and policy-
makers and convince the wider public that their assets are indeed on 
the pathway to climate-neutrality?

A wide range of carbon measurement protocols and standards, ESG 
frameworks, and green building certificates, adds to the complexity. 
Understanding the universe of ESG frameworks is critical to effec-
tively meeting stakeholder expectations. However, more than a  
dozen ESG reporting, disclosure, and ranking platforms are cur- 
rently used by investors in Europe. While sustainability certification 
schemes have been very successful in sensitizing the industry to take 
action (such as BREEAM, DGNB, or HQE), it is increasingly unclear 
which reporting provisions should be followed.

At least 1,750 sustainability reporting provisions exist worldwide, with 
an almost tenfold increase in the number of reporting requirements 
since the introduction of the first frameworks about 25 years ago. 
The most significant increase in new requirements has taken place 
over the past five years, and compared to all the other regions,  
Europe has implemented the largest number of provisions demand-
ing the disclosure of environmental impacts, climate-related risks, 
and good governance practices.

Those developments demonstrate unequivocal industry progress. 
However, the proliferation and diversification of those frameworks 
makes it increasingly challenging to meet ESG disclosure require-
ments. Critically, they highlight a fundamental lack of coordination 
both within the industry and between retail property and policymak-
ers. Add to that a highly complex owner-tenant relationship, split  
incentives, data gaps, and inconsistency of metrics and we have an 
intricate web of problems and potential solutions–but no clear road-
map towards achieving a net-zero carbon retail property sector by 
2050, with definite assignments of responsibilities across the entire 
industry.

At BPIE, we have observed many excellent sustainability strategies at 
the company level–there appears to be no shortage of willpower.  
That said, for a strategy to be executed over the long-term, it requires 
a supportive policy framework. Currently in the EU, the European 
Commission is preparing a number of legislative revisions as part of 
its Renovation Wave strategy, notably the Energy Performance of 
Buildings Directive (EPBD), which is expected in December 2021.

We can count on seeing the introduction of Minimum Performance 
Standards, stricter Nearly Zero Energy (NZEB) standards, and  
improved methodologies with clear objectives to ensure net zero  
energy and carbon buildings over the whole life cycle by 2050. Such 
measures are urgently needed if we want a fighting chance to reverse 
climate change. However, their design and execution should be fit for 
purpose and should not happen in a policy silo. Policymakers need 
more engagement from the retail property sector and the ability to 
speak with one voice, now more than ever.

Over the past year and a half, BPIE has engaged with many industry 
players to precisely identify the following: For retail real estate to  
become Paris-Proof, who needs to do what, and by when? We have 
released this strategy at the end of October 2021, and we hope it will 
provide a strong starting point for retail to build consensus as an  
industry and to draw closer to policymakers. Regulatory changes 
made now must work for everyone going forward. The time is ripe for 
strategic industry action.
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It’s time for 
business again

Erleben Sie die Neuheiten und Trends für saisonale 
Dekoration und Festschmuck endlich wieder live 
in Frankfurt! Ihr Ticket zur größten Angebotsvielfalt
erhalten Sie unter: christmasworld.messefrankfurt.com

Neue digitale Features mit informativen Livestreams 
und für das Networking mit Geschäftspartnern sorgen 
zusätzlich für Ihren erfolgreichen Start in die neue 
Geschäftssaison.
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The last two years have been a game changer for the shopping  
center industry, as well as for many other industries in Russia.  
The factors influencing this process are well known: the pandemic 
and global digitalization.

Let me begin with the pandemic. For several months in 2020, malls 
across Russia were practically closed–only those tenants who sold 
so-called “essential goods” remained open. During that period, 
many companies were affected, especially small and mid-sized busi-
nesses. Such companies are not often able to profit from a financial 
“safety bag”, unlike major brands, which survived by means of cost 
reduction. According to our statistics, about 30% of stalls com- 
pletely left the market. Eateries, entertainment, and children’s goods 
were the most affected sectors. During the downtime, despite malls 
providing various concessions to tenants, not everyone survived the 
lockdown. However, there were those that were less affected by the 
pandemic. Such brands managed to adapt–they began to function 
as pick-up points and partially compensated for flagging sales.

CHALLENGING TIMES FOR 
RUSSIAN SUPERREGIONAL 
MALLS BY KIRILL STEPANOV, IMAGE: MALLTECH

In Russia, measures to prevent coronavirus transmission are gradu-
ally being relaxed. However, shopping centers still feel the burden 
of its consequences. Throughout the country, some restrictions  
remain in place: Mass events are banned, maximum occupancy of 
cinemas is limited, and social distancing is a must. Some regions 
have cut malls business hours, others have imposed bans on  
certain types of tenants or have mandated vaccinations for a  
certain share (in some cases 100%) of the staff.

In that regard, shopping centers are still struggling to return to the 
pre-crisis levels of performance in terms of both footfall and turnover. 
Recovery largely depends on how quickly shopping malls and tenants 
can adapt their work to comply with the new requirements that have 
been set by the Russian authorities. In such a non-standard situation 
it is very difficult to forecast the operations management.

Moreover, Russians–especially those who live in urban areas–need 
to be convinced that shopping malls are safe places to frequent. 
Visitors used to evaluate malls by the variety of tenants or transport 

accessibility, but now, there is another important criterion–the  
observance of sanitary regulations.

The pandemic has intensified global digitalization, which is an- 
other challenge that the Russian mall industry is facing. During the 
lockdown periods, online stores and marketplaces benefitted from 
an additional boost to their development. Their logistics have been 
significantly improved. Hence, the online sales share has increased 
remarkably, at the expense of traditional retail. According to the  
research agency Data Insight, in 2020, online commerce in Russia 
grew by 58%. In non-food products, the share of online commerce 
is now estimated to be 21%. Russia boasts one of the world’s fast-
est growing e-commerce segment markets. Shopping malls have 
been forced to react to this trend, for example, by creating their 
own marketplaces.

The general lockdown that occurred last year, which lasted an  
average of about three months in Russia, was a force majeure event 
that nobody could have foreseen. Being pushed out of the comfort 
zone prompted both malls and tenants to be flexible and to make 
quick decisions. The experience we have gained has helped us  
improve and develop bold concepts that resonate with our guests.

Kirill Stepanov

Managing Director of Malltech 
in Moscow

What is your opinion on this topic? 
Discuss it with us! Send your opinion to
opinion@across-magazine.com!
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The options for expanding the non-retail offerings of a portfolio have 
never been as diverse as they are now. The momentum is on the side 
of retail locations and, in particular, shopping center operators, as a 
look at consumer spending in Germany on leisure, entertainment, 
and culture underscores the following: Of the average household  
budget, 9% (or €259 per month) goes toward leisure and cultural  
offerings. The desire for entertainment–and an even more entertain-
ing world in an era of increasing digitalization–is greater than ever.

This desire among customers is also changing the character of shop-
ping centers. A 5-year comparison of the increase in space occupied 
by leisure and entertainment offerings, which posted a 25% gain,  
reveals a clear trend and shows that people want new concepts that 
create space for lasting experiences going well beyond mere shop-
ping. As a successful operator of national and international shopping 
centers, we at ECE Marketplaces have always been focused on iden-
tifying, planning, and building innovative experience concepts– 
in close cooperation with our retail partners and the owners of the 
centers. We call the creation of such urban experience spaces 
“placemaking”. We are all convinced that placemaking makes brick-
and-mortar retail attractive, forward-looking, and an experience.

Working together, we want to create a sense of community, social 
interaction, and sensory experiences (smelling, tasting, seeing, 
touching)–the internet cannot provide any of that. In the online age, 
the goal is to showcase what cannot be digitized. This ranges from 
premium cinemas to open-kitchen restaurants, trampoline parks, 
(e)-sport(s) spaces, indoor skydiving, the Planet Arcade, and fasci-
nating underwater worlds through to entertainment highlights such 
as Smurf villages for the little ones. We not only execute concepts 
at top locations where they will reach their target groups and achieve 

CREATING PLACES  
PEOPLE WANT TO VISIT

BY STEFFEN ERIC FRIEDLEIN, IMAGE: ECE

the corresponding footfall, but we also develop and implement  
experience concepts as well, like e-sports arcades.

The art of placemaking does not involve arbitrarily pulling together  
individual components, but rather thinking these components through, 
both by and for people locally, and then bringing them into harmony 
with the history of the respective location. Whether it is creative  
design architects, developers, leasing managers, or management,  
implementing an idea requires the interdisciplinary expertise of a num-
ber of participants with various focal points–that is the key to success. 

The same is true for the Foodtopia entertainment and dining level  
developed and constructed by ECE. This project involved creating a 
completely new meeting point in the heart of Frankfurt. The new  
concepts breathed life into the entire center in the form of trendy 
food and entertainment providers, attracting new visitor target groups 
to the center. The Potsdamer Platz Arkaden in Berlin is currently  
undergoing a complete visual and conceptual repositioning, convert-
ing it into a retail and entertainment destination with international 
high street flair and a number of “emblem stores” by 2022.

Shopping centers are and will continue to be urban meeting points. 
Their future lies in their continuous transformation from pure shop-
ping destinations to places for experience and enjoyment. After all, 
places that always surprise people make them long for more.

“Implementing an idea requires 
the interdisciplinary expertise of 

a number of participants with 
various focal points–that is the 

key to success.”

Steffen Eric Friedlein

Managing Director Leasing Services 
at ECE Marketplaces
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What is your opinion on this topic? 
Discuss it with us! Send your opinion to
opinion@across-magazine.com!



FLAIR

Following a two-and-a-half-year 
construction period, investor 
P&P Group ceremoniously 
opened the Flair Urban Enter-
tainment Center in Fürth (Bavar-
ia) on September 17, 2021.  
Visitors now have 60 stores and 
numerous gastronomic offer-
ings, which cover an area of 
22,000 sq m, at their disposal. 
Various attractions, such as  
Europe’s largest free-standing 
block aquarium, weighing rough-
ly 27 tons, a free fitness course, 
LED floors with virtual river 
courses, or the large children’s 
world, featuring a spiral slide 
over two floors, offer entertainment for the entire family. Germany’s largest virtual reality experience world,  
Hologate World Flair, is a special highlight, offering escape rooms and multiplayer gaming events on an area  
measuring 1,300 sq m. The shopping center is primarily intended for the nearly 1.2 million inhabitants of the 
Fürth/Nuremberg catchment area. The city-center location on Schwabacher Strasse offers a direct link to the  
pedestrian zone and local public transport. Visitors arriving by car can make use the city’s largest underground 
parking garage, which boasts 530 convenient parking spaces. Flair replaces City-Center, which was built in 1985 
and was one of the first shopping centers in Germany. For many years, the brewery grounds and the Geismannsaal, 
one of Fürth’s central event venues, were located on the same site. Flair will seamlessly continue the tradition of 
meeting in the heart of the city. The entire remodeling and new construction of the entrance building is currently 
undergoing the final BREEAM sustainability certification process.

SHOP’IN PACÉ

On August 31, 2021, Galimmo, an 
owner and operator of retail spaces 
and active in four European coun-
tries, celebrated the opening of 
Shop’in Pacé’s new configuration 
near Rennes, France. The complete 
redesign and new architecture, 
which features maritime inspiration, 
includes an expansion to a total 
area of 19,000 sq m. Thanks to the 
implementation of small and  
medium-sized retail units focused 
on well-being and health services, 
as well as two new anchors, Action 
and Picard, Shop’in Pacé now offers an expanded range and layout. “We are proud to be able to provide a new,  
welcoming shopping center that is fully integrated into the Rennes metropolitan area. Store’in Pacé was designed 
by and for its customers and retailers to ensure the most ideal integration into its environment. Its transformation 
is yet another example of the approach developed by Galimmo to define, together with public users, customers, 
and local stakeholders, new spaces that are perfectly adapted to the surrounding area. Complete restructuring of 
the area, an expanded retail offer, new activities and uses, new animations and events: This program is emblematic 
of our ambition to reinvent our shopping centers and create vibrant retail spaces that are perfectly integrated into 
their surroundings,” commented Eric Ravoire, Managing Director of Galimmo France.
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QUARREE

The refurbishment of Quarree in Hamburg’s Wandsbek district, which began in 2019, was completed in August 
2021. The extensive renovation/restructuring includes a completely new design concept, new tenants, as well as 
existing tenants that feature new looks. Two new owner-operated restaurants have been added to the food and 
beverage area on the first floor. The Vietnamese L’Quán and the French bistro La Parisienne invite guests to take 
culinary breaks from their shopping activities, and they can also function as meeting places–for business lunches 
as well as for relaxed evening get-togethers. In order to enhance the quality of stay and comfort at Quarree, its 
services have been adapted to current customer needs. The restrooms have been renovated and given a new  
design, and new seating areas equipped with cell phone charging stations, baby changing and nursing rooms, and 
children’s restrooms have been installed. A customer information station, free Wi-Fi, ATMs, a wheelchair rental 
service, and lockers round out the offerings, just as they did prior to the refurbishment. Union Investment,  
the owner, has invested approximately 40 million euros in the project in order to make the center, which has a 
high number of regular customers, fit for the future.
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ETELE PLAZA

Etele Plaza opened its doors to 
the public on September 17, 
2021. Developer Futureal has  
invested approximately 300 mil-
lion euros in the shopping and 
entertainment center, which 
functions as a transport hub. 
Built at the intersection of  
Kelenföld Station, Metro Line 4, 
and the access route of the M1-
M7 highways, Etele Plaza can be 
reached in just 10 minutes from 
downtown Budapest. The imme-
diate catchment area of the new 
shopping center is one of the 
most densely populated areas of 
the Hungarian capital, home to 
around 235,000 people. The inhabitants of this district represent 125% of the average purchasing power of the 
country, yet the retail supply is relatively low. Almost 4,000 sq m of green space, ornamental grass, shrubs, and 
trees await visitors to the environmentally friendly center, which features a leasable area of 55,000 sq m.  
Customers can choose from a variety of well-known brands, such as Peek & Cloppenburg, which opened its first 
store on the Buda side of the shopping center. All of the brands that belong to Inditex, a Spanish group, are  
present in Hungary, including Zara, which has introduced its latest store concept to the local market. American 
clothing company GAP has opened its first store in the country at the location. The food court at Etele Plaza  
nearly covers the entire third floor of the building and offers dining space for more than 1,000 people.

HUNGARY
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In September 2021, an important event called 
“How We Grow” kicked off in the Slovakian  
capital of Bratislava. Eurovea representatives  
invited selected guests, including more than 80 
retailers, to join a tour of the expansion and 
progress of the retail, business, and residential 
complex located on the banks of the Danube. 
The event was rounded off with a tour of the  

Eurovea Tower, which is growing at a rate of one 
floor every 11 days, as well as an overview of the 
history and importance of the location of Central 
Europe’s largest mixed-use project.

The group was able to take a look at the  
construction progress of the shopping arcade–
from the ninth floor. The participants also took a 

EXPANSION 
CONSTRUCTION 
PROGRESS
The expansion of the Eurovea mixed-use complex in Bratislava is progressing 
according to schedule. The project is being developed by J&T Real Estate, 
and the functional public places were implemented by internationally  
recognized architect Beth Galí.

DEVELOPMENT

Bird’s eye view of the 
Eurovea complex on the 

Danube embankment. 

The total weight of reinforcements is around 
26,869 tons. 

Special viewing tour of the Eurovea 
expansion progress.

IMAGES: EUROVEA

trip down memory lane: The official opening of 
the complex took place 15 years ago, in July 
2006. The entirety of Pribinova Boulevard, which 
is part of the expanded Eurovea City and was d 
esigned by architectural firm Beth Galí, is sched-
uled for completion in 2022.

A 45-STORY TOWER

The shell of the retail space, which added 
25,000 sq m to the current total of 47,000 sq 
m, was completed at the end of July 2021. The 
concreting of the floor slab completed the shell 
of the reinforced concrete shopping center and 
signaled the green light for work on the facade 
and filling structures to begin. In addition, 2,500 
sq m of steel structure was installed to maintain 
the stylish glazing of the original building. That 
was done by means of a special spatial form-
work that incrementally moves in accordance 
with the progress of the work. That process con-
tinued up to the pillar. The structure was then 
glazed with 1,732 triangular pieces of glass, with 

the entire section scheduled to be completed by 
the end of the year.

Here are a few more key facts and figures  
regarding the aforementioned Eurovea Tower: 
168 meters high, 45 floors, 389 apartments, and 
43 luxury residences. With its elegant design, 
which is based on gentle curves, the skyscraper 
is set to become a worthy urban counterpoint to 
one of the city’s landmarks, Bratislava Castle. 
The silhouette of the tower will be accentuated 
by an interplay of light and shadow during the 
day and subtle lighting at night.

Visitors can also enjoy a stroll along the Danube 
promenade, which features a 25,000-sq m  
waterfront park and several playgrounds.  
The new-generation mixed-use project has yet to 
reach its limits–additional space is due to be 
added at Eurovea in 2022 (a total of 85,000 sq 
m, including 33 food court units, 18 cafés and 
restaurants, and five cinema screens), making it 
the largest retail project in Slovakia.
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ACROSS: WHICH PROJECTS HAVE BEEN 
COMPLETED DURING THE PANDEMIC?
JOVANA CVETKOVIĆ: Let us begin with the most 
challenging and interesting retail project that we 
have completed during the coronavirus period: the 
BEO shopping center. MPC bought the site of a  
ruined machine factory in May 2017 and immedi-
ately began the process of converting it from  
industrial use to retail use. It was clear that the  
location in east Belgrade, given its proximity to the 
highway and major intersections, was crying out 
for a new retail destination. In addition, two other 
openings have taken place during the pandemic: 
the UŠĆE Tower Two office building, which fulfills 
the mixed-use concept of the UŠĆE complex, and 
the Navigator Business Center, which is part of the 
Navigator Business Complex.

ACROSS: GETTING BACK TO BEO: WHAT IS 
THE ESSENCE OF THE SHOPPING CENTER?
CVETKOVIĆ: It all began with a blank sheet of pa-
per and a vision–one that centered around build-
ing a shopping center. Where, however, did the  
inspiration to give the center an identity, a “face”, 
and an ambience come from? The answer is quite 
simple: It came from the customers, because they 
know what they want and need. As a result of a 
market study that was conducted, the center was 
designed to have a modern but warm, light-flood-
ed interior that features an attractive and diverse 
retail offering, complemented by good entertain-
ment, a wide food and beverage selection, con- 
venient parking, comfortable temperatures, and an 

overall pleasant ambiance that excites customers 
and encourages them to stay a bit longer. Since 
there have been a number of new retail destination 
openings in recent years, our strategy was to make 
the new center stand out and distinguish itself 
from all the existing centers in Belgrade. The cen-
ter, which covers more than 130,000 sq m of GBA 
and offers more than 140 global and regional 
brands, is located on the corner of two streets, Vo-
jislava Ilica and Mis Irbijeve. The shopping center 
is characterized by its innovative architectural con-
cept, which follows the latest global retail trends 
and provides more open spaces, wide corridors, 
plenty of natural light, and greenery. BEO features 
spacious rest areas, a unique food court equipped 
with two terraces, 13 modern restaurants, a safe 
and secure entertainment area, and a multiplex 
cinema that has eight high-tech screens.

ACROSS: BEO HAS ALREADY RECEIVED SEV-
ERAL AWARDS, HAS IT NOT?
CVETKOVIĆ: Yes, it has received two Interna- 
tional Property Awards in the “Best Retail  
Architecture” and “Best Retail Interior” categories. 
The most recent awards represent recognition at 
an international level, which is important to us,  
because even though we develop projects in the 
local market, we regularly use international bench-
marks and standards to set our goals.

ACROSS: HOW HAS THE PANDEMIC INFLU-
ENCED THE LEASING PROCESS AND YOUR 
RELATIONSHIP WITH TENANTS?

CVETKOVIĆ: The Covid-19 outbreak was com-
pletely unexpected and took everyone around the 
world by surprise. We followed the events in  
China from the very beginning and formed a  
crisis team in January 2020 in order to predict  
potential scenarios and be proactive, always  
focusing on risk management with maximum effi-
ciency. Teamwork is what characterizes our sys-
tem, and the situation we encountered in the 
spring only proved that to be true. We were online 
24/7 and available at all times to our tenants, 
contractors, security services, authorities, and all 
other partners. Proof of such a well-coordinated 
system can be found in the fact that we managed 
the active construction site of BEO Shopping Cen-
ter, which opened in June 2020 at full capacity, as 
well as in the fact that we managed to coordinate 
everything with all of the tenants as well as their 
subcontractors, thereby ensuring that every store 
opened on time, without delay or postponement. 
That, in itself, can be counted as a great achieve-
ment as both the equipment as well as the goods 
were being shipped from all over the world–dur-
ing a time when everything was at a standstill.

ACROSS: WHAT OTHER MEASURES HAVE 
BEEN TAKEN THROUGHOUT THE PANDEMIC?
CVETKOVIĆ: During the lockdown periods, we 
also provided rent reductions and marketing fee 
discounts to all of the tenants at our retail assets. 
With respect to the other months of operation  
during the pandemic, we have reduced the rent in 
a way that keeps the effort ratio at a mutually  
acceptable level, taking into account, of course, 
the standards for effort ratios by category and 
store size. In doing so, we have proven ourselves 
to be partners and that we see the situation in a 
realistic way; their survival, after all, is essential for 
both parties. At the centers, we comply with all 
preventative measures, which also requires good 
coordination, since the measures recommended 
by the authorities sometimes change on a daily 
basis. Flexibility and maximum efficiency helped 
us to successfully cope with the most challenging 
period. I would particularly like to highlight the  
fact that, in the midst of a pandemic, we have wel-
comed the arrival of new global brands: “Peek & 
Cloppenburg” at BEO Shopping Center and “Kiko 
Milan” at UŠĆE Shopping Center. We have also  
refreshed the tenant mix during the coronavirus 
period with globally renowned retail groups, such 

AN OVERVIEW OF THE 
SERBIAN CAPITAL
A number of shopping centers have opened their doors in Belgrade over the 
past few years. In June 2020, BEO, for which MPC Properties is responsible, 
opened its doors. Development, Technical Operations, and Innovations Direc-
tor Jovana Cvetković looks back on a time of particular turbulence–not solely 
due to reasons relating to the pandemic.

COUNTRY REPORT
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as LPP, Inditex, and H&M as well as a number of 
strong brands, such as Superdry, Starbucks, etc.

ACROSS: HAVE THERE BEEN MOMENTS OF 
POSITIVITY IN ADDITION TO THE PERIODS 
OF UNCERTAINTY?
CVETKOVIĆ: Finding an area of positivity in the 
midst of a pandemic is not easy. All I can say is 
that, although we have suffered, our agility and 
adaptability have helped us to overcome this  
crisis, with as little impact as possible on the com-
pany, our employees, and our business partners.

ACROSS: WHAT RETAIL SECTORS HAVE RE-
CORDED AN INCREASE IN SALES DURING 
THE PANDEMIC?
CVETKOVIĆ:The coronavirus has had an indisput-
able negative impact on the turnover of most  
lessees, which is primarily reflected in the footfall, 
given the fact that they operated under shortened 
working hours for most of last year and for the 
first quarter of this year, and there were also peri-
ods in which they did not work at all. Restrictions 
were also imposed with regard to the number of 
people permitted in indoor areas. Like a chain re-
action, the situation affected turnover at shopping 
centers. The restrictions also had a general effect 
on shopping habits. People frequented shopping 
centers less often, at the same time, they planned 
their purchases better and spent more money per 
visit. Therefore, the results for 2020 were certain-
ly lower than in 2019, but now that the measures 
and the whole situation surrounding the corona-

JOVANA CVETKOVIĆ  

Development, Technical 
Operations, and Innovations 
Director at MPC Properties
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virus are gradually easing, we are beginning to  
notice an improvement in the situation and are  
returning to the level of business we enjoyed pri-
or to the pandemic.

In general, one might say that pharmacies and 
drugstores recorded the best performances 
across the portfolio, followed by supermarkets 
and sports categories, which is logical given the 
fact that sports facilities, outdoor activities and, 
in general, facilities that contribute to well-being 
have become more and more popular among 
people.

ACROSS: HOW LONG DID THE 
RESTRICTIONS LAST IN SERBIA?
CVETKOVIĆ: Last year, the centers were closed 
for 54 days in total (a month and a half), and this 
year, they were closed for 29 days (almost a 
month), which was a big blow to all of us. Last 
year, the period of shortened working hours was 
continuous–from July to December, and this year, 
is lasted from the beginning of the year to April. 
Retail parks faced fewer restrictions than shop-
ping centers due to their outdoor concepts;  
however, they also recorded a decrease in busi-
ness operations compared to the year prior to  
Covid-19 as they were not permitted to bring large 
numbers of people together.

ACROSS: WHAT IS THE FUTURE OF SHOP-
PING CENTERS?
CVETKOVIĆ : The pandemic has had a major  
impact on the retail market as well as on con- 
sumer habits. The coronavirus has accelerated 

the digitalization process and has contributed to 
more competition and a more complex market. 
However, the maturity and quality of online retail 
is not a serious competitor for brick-and-mortar 
stores yet. On the other hand, offline retail is in 
the process of redefining itself, focusing on an  
improved shopping experience, additional con-
tent, and the introduction of digital technologies 
at points of sale, and it will be interesting to watch 
the parallel developments of both segments of the 
retail market. Generally speaking, time seems to 
be passing at a faster pace, information has  
become more accessible than ever before, and 
people’s needs have grown and become more 
complex. Add to that the fact that consumers’ 
habits now include planned shopping, saving time, 
completing more tasks in one place, as well as a 
strong desire and need for free time and fun.

ACROSS: WHAT STRATEGY IS MPC PROPER-
TIES PURSUING IN LIGHT OF SUCH  
FACTORS?
CVETKOVIĆ: The shopping center industry itself 
is moving towards creating more interesting  
destinations and transforming them into commu-
nity hubs that meet the needs of consumers, 
while not exclusively limiting them to shopping 
and consumption, but to satisfying other needs as 
well. We believe our greatest advantage in this  
retail market transformation story is that we are 
the absolute leader in the offline shopping seg-
ment and have the most experience and expertise 
in the region, and we are currently focused on the 
integration of that particular segment with online 
customer service, thereby creating synergy  

between both market segments. Our strategy is 
to redevelop existing retail properties in order to 
provide customers with experiences, leisure  
opportunities, and mixed-use centers.

ACROSS: COULD YOU GIVE US AN  
EXAMPLE?
CVETKOVIĆ: The best example can be found in 
the UŠĆE mixed-use complex, which consists of 
the UŠĆE Shopping Center and two office build-
ings, UŠĆE Tower One and Tower Two, the busi-
ness symbols of Belgrade. It also features a  
modern park, which is situated between the  
towers, and is in the immediate vicinity of the con-
fluence of the rivers. In addition, we are develop-
ing a mobile app for our shopping centers to help 
us keep up with consumer demands. This new  
digital solution will create synergies between on-
line and offline shopping, and it has been proven 
to increase impact as well as customer loyalty.

ACROSS: ARE THERE ANY NEW PROJECTS 
OR ACQUISITIONS IN THE PIPELINE?

CVETKOVIĆ: This year, we are focusing on the 
opening of our prestigious Tri Lista Duvana (TLD) 
commercial facility, which is a modern, class “A” 
office building located in the heart of the capital, 
at the intersection of Kneza Milosa Street and  
Bulevar Kralja Aleksandra, in the vicinity of impor-
tant state and municipal institutions. The TLD  
Belgrade project is scheduled to be completed in 
early 2022. We are also in the process of acquir-
ing a plot of land in New Belgrade for a new office 
building development, which we will be able to  
report on in more detail in the near future.

ACROSS: WHAT IS YOUR GENERAL ASSESS-
MENT OF THE SERBIAN MARKET?
CVETKOVIĆ: In general, Serbia still has great  
potential for new developments. The market is 
driven by strong economic growth figures, and as 
long as those figures remain higher compared to 
alternative markets, the commercial and shopping 
center industry will continue to grow. The real  
estate industry is very dynamic and is constantly 
reinventing itself through expansive growth.

BEO, which covers more than 130,000 sq m of GBA and offers more than 140 global and regional 
brands, is located on the corner of two streets, Vojislava Ilica and Mis Irbijeve in Belgrade.

Another opening during the pandemic was the UŠĆE 
Tower Two office building, which fulfills the mixed-use 

concept of the UŠĆE complex.
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The new branding clarifies the brand’s purpose 
in terms of redefining the outlet shopping expe-
rience and it aligns its mission and brand expe-
rience with digital transformation and sustain-
ability. All of that will work in tandem with the 
company’s 3-R strategy: remodeling, re-mer-
chandising, and re-marketing as key compo-
nents of its corporate strategy.

The rebranding also includes a new visual iden-
tity and updated logos for both the company and 
its centers, as well as the revamped brand  
motto “Going Places”, which will influence the 

company’s future positioning. As part of the 
company’s newly stated mission to redefine the 
outlet shopping experience, it has also recently 
launched Re.Love, a sustainable pop-up initia-
tive designed to provide consumers with a more 
sustainable and unique shopping experience.

The Re.Love initiative is a clear step toward  
promoting the sustainability efforts of VIA Out-
lets' brand partners by making them more visi-
ble to consumers. Part of that involves raising 
awareness and informing guests about the com-
pany’s broader sustainable initiatives and the 

VIA OUTLETS REBRANDS
 TOWARD DIGITAL 
 TRANSFORMATION
VIA Outlets, which owns 11 centers in nine countries, has recently celebrated 
the unveiling of its new corporate branding following an extensive rebranding 
undertaking.

DESIGNER OUTLETS

many ways in which they can contribute to a 
more sustainable future for fashion. The first 
store opened at Freeport Lisboa Fashion Outlet 
in early September, and the second store is  
slated to follow at Batavia Stad Fashion Outlet 
on 15 October, with each store remaining open 
for a minimum of three months.

In addition, VIA Outlets is continuing its 3-R 
strategy with a €17.5 million investment in  
Sevilla Fashion Outlet in Spain. An additional 
2,860 sq m of GLA will be created, after which 
17 new brands will be welcomed to the center, 
adding to the existing 70+ stores. This latest ex-
penditure brings the total investment in the cen-
ter, since its acquisition in 2016, to €30 million.

The center will also feature a multi-purpose 
space designed to host events, meetings, and 
cultural activities, and the entire commercial 
area will be given a more sophisticated look  
and feel. L35, the architectural firm previously  
responsible for the transformation of Freeport 
Lisboa Fashion Outlet, has highlighted the  

beauty of Andalusian architecture, making use 
of some of the most iconic elements and  
characteristic materials of the city of Seville. 
One aesthetic feature that is guaranteed to 
make an impact is the innovative ventilated  
façade made of ceramic slats, which uses  
passive natural lighting to create a sense of  
spaciousness and comfort. The Sevilla Fashion 
Outlet expansion is scheduled to open in 2023.

Sevilla Fashion Outlet in Seville with a ventilated façade will open in 2023.

Re.Love pop-up initiative 
promoting sustainability 
first opened in Freeport 

Lisboa Fashion Outlet.

IMAGES: VIA OUTLETS
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ROS Retail Outlet Shopping, which was founded 
in Vienna in 2011 by Thomas Reichenauer and 
Gerhard Graf, is one of the leading outlet opera-
tors and consulting companies in Europe today, 
specializing in designer outlets and innovative 
outlet shopping concepts. ROS currently oper-
ates ten outlet centers in Europe and is pursuing 
project developments in Poland, France, and 
Spain. ACROSS spoke with Co-founder and  
Managing Director Thomas Reichenauer about 
the current situation, milestones, and success 
factors for the future.

ACROSS: HOW HAVE YOU GUIDED YOUR 
MANAGED OUTLET CENTERS THROUGH 
THE PANDEMIC?
THOMAS REICHENAUER:   The pandemic is both 
global and cross-sectoral, and things have been 
difficult for the outlet market as a result. We ini-
tially faced challenges in the operational outlet 
business, but thanks to our lean organizational 

structure and good brand partnership, we were 
able to overcome them quickly, flexibly, and  
individually. We are very pleased that, according 
to an ecostra survey, ROS Retail Outlet Shopping 
has also proven to be one of the best at handling 
this crisis from the brand partners' point of view. 
Our #safeshopping approach has allowed us to 
implement a pan-European hygiene concept 
within a very short period of time, taking into  
account country-specific requirements. Virtual 
shopping enabled us to support our brand part-
ners during the lockdowns, and social media and 
email marketing helped us remain in touch with 
our regular customers, fans, and followers.  
We also benefitted from the revenge shopping 
that took place when our stores reopened after 
the lockdowns. That trend has continued, much 
to our delight. We have not yet reached pre- 
pandemic levels of footfall, but sharp increases 
in average spend per visitor highlight the success 
of the outlet concept.

A DECADE IN THE 
OPERATOR BUSINESS
ROS is optimistic about the post-pandemic future as it celebrates its  
10th anniversary.

DESIGNER OUTLETS

Thomas Reichenauer (left) and Gerhard Graf, Founders and Managing Directors of ROS Retail Outlet Shopping. Reichenauer is also a Member of the ACROSS 
Advisory Board.

Successful center expansion: 
ROS Retail Outlet Shopping 

opened the new west wing of 
Designer Outlet Warszawa, 

which features 25 new stores 
and international premium 

brands, in May 2021–during 
the pandemic.
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ACROSS: YOU YOURSELF HAVE BEEN  
ACTIVE IN THE OUTLET MARKET FOR MORE 
THAN 20 YEARS. HAVE YOU EVER  
EXPERIENCED ANYTHING COMPARABLE?
REICHENAUER: No, this is an extremely excep-
tional situation, but one can see similarities to 
the financial crisis of 2008. However, outlet  
centers have asserted themselves as the best 
asset class for retail real estate during such 
times and have recovered better than regular 
full-price shopping centers due to their "big 
brands at permanently reduced prices" concept. 
It shows that customers are more conscious of 
shopping during uncertain times, and outlets 
that offer brand-name items at low prices are 
better suited to changing shopping behavior. 
Nevertheless, times have changed a bit. The in-
creasing number of off-price retail concepts on 
the high street and in e-commerce are catching 
up, and outlet centers have to create new added 
value from a customer and brand perspective.

ACROSS: YOU ARE CELEBRATING 10 YEARS 
OF ROS RETAIL OUTLET SHOPPING THIS 
YEAR. WHEN YOU LOOK BACK, HAS ROS 
DONE EVERYTHING RIGHT?
REICHENAUER: Of course, there are always 
things that, in retrospect, could have been done 
a little differently, but we are proud of what we, 
our management, and our center teams, which 
collectively total more than 100 employees, have 
achieved. We can look back on 10 successful 
years. We have opened five outlet centers, which 
we have been involved in since project develop-
ment, we have acquired and relaunched eight 
centers, we have supported new project develop-
ments in France, Poland, and Spain, and we are 
currently in talks to take over existing outlet cen-
ters. Overall, our acquisitions have demonstrated 
how well received and appreciated our upgrading 
approach has been by existing center teams and 
existing or new investors. It is particularly note-
worthy that ROS Retail Outlet Shopping was the 
first outlet operator to implement the innovative 
city-center outlet concept in Bad Münstereifel,  
a former spa town in the Eifel region of Germany. 
It is now run by the owners themselves. Unfortu-
nately, the city was hit hard by the recent floods 
and our thoughts are with the victims, their fam-
ilies, and their friends. Nevertheless, it shows that 
the outlet concept is capable of much more and 
has the power to revitalize city centers.

ACROSS: WHICH TOPICS ARE CURRENTLY 
OF THE HIGHEST PRIORITY FOR YOU AND 
WILL BECOME SUCCESS FACTORS FOR 
THE EUROPEAN OUTLET MARKET IN THE 
FUTURE?
REICHENAUER: We are currently enjoying  
increasing demand from fashion and lifestyle 
brands for our managed outlet locations across 
Europe, but we are aware of the challenges  
that lie ahead. That is why we are specifically  
investing in brand partnership, customer and 
traffic insights, digital marketing, social media,  
omnichannel support, and shopping experience, 
to name just a few. Unlike shopping centers, we 
have adhered to our clearly positioned outlet 
concept, and we intend to create desirable fash-
ion and lifestyle outlet shopping destinations 
that meet the growing consumer need for  
digitalization, sustainability, and uniqueness.  
As such, we always take into account the  
respective location-specific conditions as well 
as the lessons learned from the pandemic.  
We must dare to do something new and con-
sciously develop what is already there, but we 
do not have to do what everyone else is doing. 
We have the success story of the outlet center 
concept to thank for that.
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With restrictions loosening in the wake of the  
pandemic, several new future-oriented retail  
initiatives are beginning to see the light of day.  
In 2022, IKEA Sweden is set to open a city depart-
ment store at Gallerian, the first department store 
of its kind in Sweden which opened in 1976.  
The establishment is part of a larger investment 
in Stockholm. The new store will represent an  
important milestone in Gallerian's history.

“This is fantastic news, which we have been look-
ing forward to for some time. Gallerian, which has 
been a popular and diverse retail and meeting 
place since its inception, now welcomes one of 
Sweden’s most popular and well-known brands. 
We are very proud that IKEA has chosen to  
open at Gallerian,” says Cecilia Åkesson, Center 
Manager.

The department store will offer more than 8,000 
sq m of inspiration and furniture on four floors, 

three of which will be open to customers. Visitors 
will be able to choose from a large assortment of 
home furnishing items and will be able to receive 
personalized service from experts in the field.  
The store will make it easier for customers to find 
more sustainable products and solutions. The de-
partment store will also feature a section dedicat-
ed solely for second-hand furniture. The new 
Swedish Deli restaurant concept will enable  
visitors to partake in the culinary experience that 
many associate with IKEA.

“The fact that IKEA is moving into Gallerian is a 
historic investment that can be seen as a sign of 
the city’s awakening from its pandemic-induced 
slumber. Many have longed to meet and interact 
with people again and to feel the pulse of a city 
center. This establishment and others are collec-
tively breathing new life into the city, and I am 
convinced that more people will rediscover what 
the city of Stockholm and Gallerian have to offer,” 
says Mats Hederos, CEO of AMF Fastigheter.

AMF Fastigheter’s development of the new Urban 
Escape city district and the transformation of the 
new Gallerian have involved major changes, not 
only to the location, but to the city as well. The 
shopping center is now a central part of the vision 
to create a vibrant city district between Hamn-
gatan, Regeringsgatan, and Brunkebergstorg.

The inauguration of IKEA’s new city investment is 
planned for the summer of 2022. The department 
store will be located in the southern part of the 
gallery, with shop windows facing Jakobsgatan 
and Regeringsgatan.

In the summer of 2022, a large IKEA city department store covering four 
floors and just over 8,000 sq m is scheduled to open in the southern part 
of Gallerian, Sweden's first shopping center in downtown Stockholm.

IKEA OPENS LARGE CITY 
DEPARTMENT STORE AT 
GALLERIAN IN STOCKHOLM

RETAIL

Transforming the new 
Gallerian in Stockholm 
with Ikea city 
department in 2022. 

IM
A

G
E:

 IK
EA

ADVISORY SERVICES  ASSET MANAGEMENT  PROPERTY MANAGEMENT  REDEVELOPMENT

multi.eu

DRIVING VALUE
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A 25th anniversary celebration, rebranding to 
Westfield Centro, big plans for the leisure  
segment, and exciting new openings: Westfield 
Centro is constantly on the move. Unibail-Rodam-
co-Westfield’s Constantin Wiesmann (Director of 
Leasing Austria & Germany) and Katharina Zeiler 
(Deputy Director of Leasing Austria & Germany) 
tell us what it takes to keep growing and level-up, 
constantly pushing the envelope and adapting to 
ever-growing consumer expectations.

ACROSS: WHAT ARE THE MAIN ACHIEVE-
MENTS AFTER 25 YEARS ON THE MARKET?
CONSTANTIN WIESMANN:    Westfield Centro is 
an icon in our industry–it is known far beyond the 
Ruhr region and North Rhine-Westphalia.  
Of course, many visitors come from Oberhausen 
and the surrounding area, but a lot of them also 
come from neighboring regions and even from 
abroad. For example, bus tours start in the  
Netherlands with Westfield Centro as their desti-
nation. Along with the center, the entire surround-
ings have flourished over the years. New leisure 
and cultural facilities, offices, and hotels have 
been added. With Centro as a central focal point, 
a lively, pulsating district has emerged. We cele-
brated the entire success story on the 25th anni-
versary of the shopping center in mid-September.

KATHARINA ZEILER: In addition, we have 
crowned this 25-year success story by making 
Centro the first flagship destination in Germany 
for the Westfield brand. In doing so, we have 
once again sent out a strong signal in the current 

market situation and have underscored the cen-
ter’s role as a beacon for the industry. By the way, 
the center’s leading position is also reflected in 
the footfall and sales figures. In terms of footfall, 
we are gradually approaching the level of 2019, 
and in terms of retailer sales, we have been back 
at that level since summer.

ACROSS: WHY UNDERGO A REBRANDING 
AT THIS POINT?
ZEILER: Westfield Centro became part of a  
network of flagship destinations in Europe and 
the U.S., reaching a total of more than one billion 
customers per year. This puts it on par with  
other well-known Westfield locations in London, 
Paris, New York, and Los Angeles. As part of 
URW, the Westfield brand is the global reference 
for high standards in the retail, lifestyle, leisure, 
entertainment, and gastronomy sectors. What 
makes the rebranding special is that it combines 
the international appeal of the brand with the  
local heritage–the locally grown tradition.

ACROSS: WHAT MAKES A WESTFIELD  
DESTINATION SPECIAL?
WIESMANN: The destinations are eminently  
important retail and leisure centers in their  
respective markets and have high footfall  
figures. In addition, they provide efficient trans-
port links and comprehensive mobility services. 
Distinctive architectural and design features 
make them stand out even further. They offer  
exciting events, road shows, and 360-degree 
platforms. The destinations draw on a digitally 

FLAGSHIP DESTINATION 
WESTFIELD CENTRO: 
REBRANDING AS A 
STRONG SIGNAL

CENTER MANAGEMENT

networked infrastructure and enable multi- 
channel shopping experiences. They also take 
an industry-leading approach to social responsi-
bility and sustainability. In Oberhausen, these  
include, for example, job and training fairs,  
cooperation with local clubs and social institu-
tions, and a dedicated Community Day.

ACROSS: WHAT INDUSTRY-FIRST CONCEPTS 
ARE NOW PART OF WESTFIELD CENTRO?
ZEILER: The asset has always been known for 
having one of the most differentiated brand,  
concept, and branch mixes–across 230,000 sq 
m of total area and 240 stores. Recently, for ex-
ample, we announced the upcoming arrival of 
Gamestate, an arcade gaming operator from the 
Netherlands, which will open its first outlet in 
Germany. In addition, months ago, Huawei 
opened its first store at a German shopping  
center, and Boardriders opened its first store in 
Germany. Some time ago, Swarovski inaugurat-
ed its first Crystal Studio nationwide, and Guess 
opened its first Active Wear Store. Urban Outfit-
ters and Five Guys, a member of the food sector, 
were also among the first in the country. A Hugo 
Boss store is due to be added at the end of the 
year–the first in our portfolio in Germany.

ACROSS: WHAT SECTORS HAVE THE MOST 
GROWTH POTENTIAL?
WIESMANN: The crucial factors for us at URW 
are megatrends: How and where do people want 
to spend their free time? We have three areas of 
focus: eventful gastronomy, the entire field of  
fitness, wellness, beauty, and health, and excep-
tional leisure, cultural, and experience con-
cepts. With respect to food and beverage, the 
“Coca-Cola Oase”, is currently the largest food 
environment within a shopping center in Europe: 
7,500 sq m of total space, two floors, a total of 
1,300 seats, and 20 food and beverage tenants. 
Nevertheless, we invested an additional 20  
million in the center, a large part of which was 
spent on the refurbishment of the food and  
beverage area to raise it to yet another level,  
all of which was completed two years ago. More 
restaurants and bars can also be found outside 
along the promenade. They place even more 
emphasis on atmosphere and ambience, and 
guests sometimes stay there for a couple of 
hours. A few more exciting concepts will be  
added in the upcoming months.

ACROSS: WHAT ABOUT FITNESS, BEAUTY, 
AND HEALTH?
ZEILER: We would like to strengthen our position 
in those areas in the future. Of course, we have 
a very broad selection of perfumeries, cosmetics, 
and beauty suppliers, but the fitness segment, in 
combination with sports courses and corre-
sponding retail, is interesting. We will continue to 
expand in that respect. For the sake of compari-
son, at Westfield Hamburg-Überseequartier, Ger-
many’s second future Westfield destination, we 
are planning a separate cluster with sports cours-
es and fitness boutique offerings, corresponding 
retail and gastronomy units, and several medical 
practices within a higher-level medical center.

ACROSS: CAN YOU STILL LEVEL-UP YOUR 
LEISURE SEGMENTS?
WIESMANN: The leisure, entertainment, and cul-
ture segments are important components for the 
asset. Westfield Centro already offers, among 
other things, a restaurant promenade, a cinema, 
and a multifunctional arena. In addition to the 
more than 15 million shopping center visitors, the 
promenade alone attracts 4 million visitors per 
year. However, we intend to raise the bar again in 
the next few years. A “Karls Erlebnis-Dorf” will be 
built directly in front of the center, on an area 
measuring some 70,000 sq m, which corre-
sponds to roughly ten soccer fields. The chil-
dren’s and family park will include adventure 
worlds, attractions, rides, stores, and numerous 
manufactories. The cooperation with ‘Karls’  
represents an absolute highlight throughout the 
industry and will further illustrate the significance 
of Westfield Centro as a flagship destination.

CONSTANTIN WIESMANN  

Director of Leasing Austria & 
Germany at URW

KATHARINA ZEILER  

Deputy Director of Leasing 
Austria & Germany at URW
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The rebranded 230,000 sq m 
Westfield Centro joined 

Westfield’s flagship 
destination network.
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Behind the building, the Kapruner Ache River rush-
es by, and the peaks of Kitzsteinhorn and Schmit-
tenhöhe loom large. Everything is in harmony with 
nature, and sustainability is firmly anchored in the 
DNA of the lifestyle store. The shopfitting and  
digital solutions were implemented by umdasch 
The Store Makers on the basis of a concept devel-
oped by blocher partners, an architectural firm.

The sales area has been doubled to 2,500 sq m 
and offers sports enthusiasts a world of products 
and services, all of which is accentuated by high-
quality advice and interaction. From the glassed-
in ski service workshop and the ski boot fitting lab 
in the basement to pop-up areas that feature 
changing top brands and exciting innovations in 
the shoe, men’s, and women’s departments to the 
boulder wall and giant slide for children, each of 
the six levels boasts exciting highlights.

The sophisticated store concept culminates in a 
lounge and bistro area on the top floor that has a 
large roof terrace and a 20-meter-high glass  
panorama footbridge. “Part of our philosophy is to 
constantly review and renew all aspects of our  
approach. We are convinced that such bold steps 
are necessary to ensure continued customer  
satisfaction and to remain successful in the  
future,” commented Managing Director Christoph 
Bründl before the grand opening.

ENVIRONMENTALLY-FRIENDLY 
MATERIAL MIX

The aesthetically pleasing materials demonstrate 
the consistent environmental friendliness of the 
new flagship store. Sustainable woods, such as 
white fir, which has been used as the main feature 

at Bründl, together with spruce and aromatic 
Swiss pine, create a pleasant atmosphere.  
The Rauris quartzite is a prominent feature, which 
can be found in the checkout area, by the drink-
ing fountain, and in the form of floor tiles located 
throughout the indoor and outdoor areas.  
Polished stainless steel, which is naturally durable 
as well as resistant to temperature changes and 
corrosion, gleams inside the new sports store.

Recycling materials have also been put to good 
use in shopfitting. Brightly colored plastic tiles 
made from old chocolate molds serve as eye-
catchers in the Kids Corner as well as in the  
design of intriguing product presentations. Textile 
fiber composite panels made of trimmings from 
the fashion industry, in particular, cotton and 
wool, have been employed as multi-layered  
panels for some furnishings and wall cladding.

A PIONEER IN SUSTAINABILITY

The new Bründl Sporthaus is the first store in  
Austria to be certified in accordance with ÖGNI- 
Innenraum standards (Austrian Sustainable Build-
ing Council–Interiors). The Council is a branch of 
the DGNB (Deutsche Gesellschaft für nachhaltiges 
Bauen/German Society for Sustainable Building). 
This meaningful sustainability certification has been 
available in Germany for about two years and  
entered a pilot phase in Austria in autumn 2020. 
Bründl is aiming for the highest seal of approval, the 
“Platinum” and/or “Crystal” award, thereby mak-
ing it a pioneer within the retail sector in Austria.

The Store Makers at umdasch have accompanied 
Bründl along this trendsetting green course.  
Accordingly, the sourcing routes used by suppliers 

BRÜNDL OPENS SUSTAINABLE 
SPORTS STORE IN THE ALPS

IMAGE: BRÜNDL SPORTS | JOACHIM GROTHUS

Following its renovation and expansion in October 2021, the flagship store 
of Bründl Sports in Kaprun has emerged as an ultra-modern architectural 
jewel set against the backdrop of the Salzburg mountains.

RETAIL

were very important with respect to the shopfitting 
within the store, which was carried out by  
umdasch. In addition, only materials that were  
sustainable and environmentally friendly and were 
supported by corresponding certification were to 
be used; furthermore, carbon footprints had to be 
calculated for the furnishings. Finally, the CO2 
emissions of all means of transport used also 
played a significant role.

“As a retail family, Bründl has demonstrated  
remarkable courage with this project–in the midst 
of a health and economic crisis. We are proud to 
have been able to support them with our shopfit-
ting and digital solutions,” said Silvio Kirchmair, 
CEO of umdasch The Store Makers.

SMART TOUCHPOINTS

The supply and installation of digital elements, 
such as video walls, projectors, individual screens, 
and sound systems for the new store, was execut-
ed by the experienced hands of the umdasch  
Digital Retail team in Linz. The close cooperation 

with the shopfitting unit also played an important 
role. Accordingly, special brackets enabled the 
flexible placement of many screens within the 
store. Value was also attached to small details, 
such as the mounting of screens as close to the 
walls as possible.

Digital tools support the presentation of the expe-
rience in many places–with the help of six pro- 
jectors, a 15-meter-long running track has been  
projected onto the floor of the shoe department. 
This allows for optimal running style analysis  
under authentic conditions.

Sustainable woods were 
used for the environmental 

friendliness of the store.  
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MAN MUST 

EAT!

As a brand-new study by the European Retail  
Institute (EHI) shows, the sales of Germany’s 
1,000 largest online stores increased by 33% 
from 2019 to 2020, or 17.1 billion euros. Food & 
Beverage (F&B) accounted for only 1.3% of  
online sales.

For shopping centers, in particular, this oppos-
ing trend of rising food demand and declining 
non-food demand represents an enormous chal-

lenge. It is a challenge which, due to its speed, 
demands equally rapid strategic measures from 
the management of the companies concerned.

When asked how best to meet this challenge, the 
latest ACROSS survey of leading European center 
operators provided a clear, unambiguous answer:

DURING THE PERIOD OF THE 
CORONAVIRUS PANDEMIC,  

The global clash of digitalization and the pandemic is shaping the economic 
development of the 20s of this century. It has also led to profound structural 
changes of historic proportions. The consequences for retail and its accom-
panying services are equally dynamic and controversial. Food purchases at 
brick-and-mortar stores increased by 10 percent or more across Europe in 
2020 as a result of the pandemic. At the same time, purchases of consumer 
durables, such as clothing, home electronics, home accessories, toys, 
sports, and leisure items increasingly shifted from offline to online retail.

THE (INCREASING) IMPORTANCE 
OF FOOD ANCHORS FOR THE 
PLACEMAKING INDUSTRY

COVER STORY

FOOD ANCHORS HAVE BECOME A 
LIFELINE, ESPECIALLY TO THOSE 
SHOPPING CENTERS WHOSE NON-
FOOD TENANTS ARE PARTICULARLY 
SUFFERING FROM THE “ONLINE 
SCLEROSIS” OF THEIR SALES.

There is a logical consequence: Shopping  
centers as landlords and their F&B tenants are 
now required to enter into strategic marketing 
partnerships at eye level. It is an alliance that 
goes beyond the defensive effect–containment 
of online competition–and holds a lot of offen-
sive potential. Food anchors are ideally suited to 
put centers back on the road to success in the 
upcoming years.

ONLINE BRINGS THE GOODS TO THE 
CUSTOMERS, OFFLINE BRINGS THE 
CUSTOMERS TO THE GOODS

What prompts centers and food anchors to move 
together strategically is, therefore, the joint  
effort to attract more customers. “Food anchors 
and hypermarkets are strong traffic drivers.  
They serve daily and essential needs as they 
bring a regular, frequent, and recurrent flows of 
visitors,” says Maël Aoustin, CEO of Belgian real 
estate company Galimmo.

The non-food retailers at the centers are bene-
fiting from this pull. It has given them the chance 
to recapture the sales they have lost to pure  
online throughout the coronavirus crisis.

STRONGER FOOTFALL, LONGER 
DWELL TIME, HIGHER TOTAL 
PURCHASES

The footfall-increasing effect of food anchors on 
weekdays, from Monday to Friday, is particu- 
larly relevant in an economic context. Víctor  
Fernández, Asset Manager at Merlin Properties, 
points this out. The first few days of the week  
are “generally the most dif f icult days for  
shopping centers, especially in the morning”.  
Christina Santos, Managing Director Sonae  
Sierra analyzes: “A strong food offer has always 
been synonymous with lengthier visits, improved  
comfort and service, and, thus, increased  
preference and overall expenditure.”

However, the economic benefits that a broadly 
assorted F&B provider, whether in hyper or  
supermarket format or as a food court, derives 
from its presence at the shopping place are 
equally evident. Maë l Aoustin: “Shopping  
centers are convenient and easily accessible  
locations, with high visibility, thereby making 
them popular destinations. They provide appeal-
ing features for customers who are looking for 
both convenience and social interaction.”

MUTUAL SALES STIMULATION 
BETWEEN FOOD, NEAR-FOOD, AND 
NON-FOOD

Francois Matray, CEO of the French real estate 
investor MRM, emphasizes the mutual stimula-
tion of sales through the complementary offer of 
food and non-food assortments at one center: 
“Compared to a stand-alone location, a super-
market benefits from the critical size of the  
retail offer of the shopping center, which has 
stores that complement its offer and, thus,  
enrich the experience of the customer.”

A special bundling effect comes from the near-
food range: Near-food, which consists of cosmet-
ics, cleaning items, and household articles, forms 
the bridge between food and non-food shopping. 
The topic of health and beauty is a top priority for 
coronavirus-sensitive consumers and lends itself 
to joint promotions by the supermarkets, drug-
stores, and health food stores at centers.

Shop’in Mundo covers a 
total GLA of 22,300 sq m 

and has one of French 
supermarket chain 

Cora’s hypermarkets as 
its food anchor.
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HYPERMARKETS RADICALLY 
STREAMLINE THEIR NON-FOOD 
ASSORTMENT

Excessive non-food assortments at hyper- 
markets call into question the harmonious  
coexistence of food anchors and tenants from 
the consumer goods retail sector. It is up to the 
center operator to strike the right balance  
between too much and too little overlap of  
product ranges. Víctor Fernández notes:  
“With some exceptions, the products sold by 
food operators are usually the same and they 
lack differentiation, but what they can do is 
compete price-wise by reducing margins.”

However, it is also a fact that non-food discount-
ers, which lease space at centers here and 
there, are engaged in a fierce price war, not only 
with online providers, but also with the special-
ist markets and stores at the shopping places 
concerned. Primark versus Zalando and H&M–
the disadvantage of margin crushing outweighs 
the advantage of increased footfall. Therefore, 
the resistance of many center managers to an 
increased discounter share in the tenant mix is 
great. According to the latest EHI findings, only 
15% in Germany are in favor of promoting low-
price stores.

The large-format, deep-stocked food retailers, 
on the other hand, are pursuing a differenti- 
ated strategy. They advertise an improved 
price/per formance ratio, while primarily  
increasing quality. They are focused on fresh-
ness and the regional origin of their food  
assortments, pushing environmentally friendly 
packaging, and taking many initiatives to  
reduce CO2 footprints. With such eco-benefits, 
a food anchor at shopping centers attracts an 
increased number of LOHAS (Lifestyle of Health 
& Sustainability) shoppers.

Another eco-focus: Europe’s center operators 
are investing heavily in green technology:  
“Buskerud Center was the first shopping center 
in Norway to use CO2 as a refrigerant for  
carbon-neutral comfort cooling for its entire 
building,” says Sanna Yliniemi, Vice President 
Center Management at Citycon.

KAUFLAND REPOSITIONS ITSELF AS 
A FOOD ANCHOR

Hypermarket chains, which, in the past,  
preferred to pursue a stand-alone location  
policy, have recently been prompted to slip into 
the role of the food anchor of shopping centers 
more frequently than before. The development 

of the large supermarket chain Kaufland, which 
Dr. Angelus Bernreuther, Head of the Depart-
ment for Institutional Investors and Real Estate 
Management at Kaufland Dienstleistung GmbH 
& CO KG, explains in an exclusive interview with 
ACROSS, is downright exemplary: The first- 
generation Kaufland stores were hypermarkets 
that had 5,000 sq m of sales space and a non-
food share of up to 50%, he says. “We have said 
goodbye to that. Now our competence is large-
ly in food. When we lease at centers, we target 
sales areas of 3,000 sq m.” The consistent  
focus on food & near-food (= FMCG) makes 
Kaufland’s product range strategy highly com-
patible with shopping centers. The order of the 
day is to not be a competitor of, but a syner- 
getic complement to the non-food specialty 
stores. Bernreuther: “We and the centers sup-
port each other as local suppliers.”

EHI STUDY: CENTERS VALUE FOOD 
RETAILERS AS FOOTFALL DRIVERS

The Kaufland chain’s directional decision  
towards a stronger presence at centers reso-
nates strongly in the industry. Overcoming the 
coronavirus / online crisis together with food 
anchors and forging ahead with new strategies 
that reflect changing shopper needs is the  
declared strategy of a large number of Europe-
an center operators. In its “Center Management 
in Focus 2021” study, the EHI Institute reports 
that 70% of the center managers surveyed in 
Germany (the statements of those responsible 
for retail parks were evaluated separately) cur-
rently favor the local supply of everyday goods, 
because they expect this to provide “positive 
impetus for long-term strategic positioning”.

The Kaufland High Five study, published in spring 
2021, quotes Alexander Otto, Chairman of the 
ECE Management Board, as saying: “Local sup-
pliers continue to play an important role at the 
centers.” In other words: Centers and food  
anchors would do well to collaborate now.

Among managers of retail parks, 67% agree with 
this assessment. According to EHI, only the 
preference for expanding the range of restau-
rants and cafés and improving the quality of stay 
is stronger. This is advocated by 79% of respon-
dents and 88% of retail center managers.

CENTERS FOCUS ON LOCAL SUPPLY 
AND FOOD

Local supply is the key term for structural 
change in Europe’s SC landscape, a develop-
ment accelerated by the big bang of the pan-
demic and digitalization. Pure online stands for 
remote supply across countries and continents–
for a huge, globally sourced selection of con-
sumer goods. Suburban and urban shopping 
places with a sales area of 15,000 sq m or  
more and 30,000 to 40,000 consumers within 
a catchment radius of 30 kilometers, on the  
other hand, are bastions of regional local supply 
that feature all the important goods for daily and 
weekly needs. In addition, they optimally serve 
the need for one-stop shopping, which has been 
driven by the coronavirus. In contrast to the 
smaller stand-alone retail units, they not only  
offer the convenience of planned shopping  
(satisfaction of needs), but the emotion of expe-
riential shopping (fulfillment of wants) as well.

CENTERS WITH FOOD ANCHOR DNA

Close cooperation between centers and food 
anchors is not a revolutionary change of course 
in countries such as France, the UK, Switzer-
land, and Austria, but a tradition that has been 
cultivated for decades. Hypermarket chains 

COVER STORY

Carrefour Market was established in 1958, it has more than 1,020 shops 
all over France, and it can also be found at the Sud Canal shopping 
center in Saint-Quentin-en-Yvelines.

The Buskerud Center in Norway has 32,100 sq m of GLA 
and 74 individual stores.

IMAGE: DAVID LEBRUN IMAGE: CITYCON

The CookBook food 
hall at the Norte 

Shopping center in 
Portugal, where wood 

and light tones 
predominate.
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Everything but 
ordinary shopping.
22,500 m² leasable area. Over 90 designer brands. 1 extraordinary shopping experience.  

The Designer Outlets Wolfsburg is one of northern Germany’s largest outlet centers and a real customer magnet, 
attracting visitors from Braunschweig, Hanover, Berlin, Kassel, and many other cities.

Brands
ADIDAS | BOSS | CALVIN KLEIN | COACH | GUESS | LINDT | MICHAEL KORS | NIKE | POLO RALPH LAUREN  

RITUALS | SCOTCH & SODA | SUPERDRY | TIMBERLAND | TOMMY HILFIGER | VANS | and many more

Food
DEAN & DAVID | FIVE GUYS | FRITTENWERK | LA CRÊPERIE | L’OSTERIA | STARBUCKS

Contact
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

COVER STORY

such as Carrefour, Leclerc, and Auchan in 
France, Tesco in the UK, Migros in Switzerland, 
and Interspar in Austria have evolved into 
360-degree centers by building additional retail 
space. “Of the current 120 shopping malls in 
Austria, only six have no food providers,” reports 
consulting firm Standort+Markt. It goes without 
saying that at SES, a member of the Salzburg-
based Spar Austria Group, the country’s largest 
center operator, which is also present in north-
ern Italy, Hungary, and Croatia, Interspar hyper-
markets play a predominant role as food & foot-
fall anchors, given this original DNA.

Most centers in Central Eastern Europe were 
also conceived with a strong affinity for food–for 
plausible reasons: “When the first shopping and 
entertainment centers began to appear in many 
post-soviet countries, the share of spending on 
food and FMCGs was about 50% of the monthly 
income in many post-soviet countries,” accord-
ing to a statement by the Ukrainian center inves-
tor NAI.

The development of shopping centers in the USA 
was quite different. On the other side of the  
Atlantic, it was the large department stores and 
not the food markets that acted as customer 
magnets and footfall drivers right from the start. 
With the advance of online retailing, disaster 

struck many malls in the States for lack of an  
attractive food anchor. As Amazon began its  
triumphant march, department store legends of 
yore, generalists like Sears and Macy’s, plunged 
into crisis, depressing productivity at the centers 
at which they were once customer magnets. 
Even the legendary Mall of America in Blooming-
ton (Minnesota), which boasts a sales area of 
230,000 sq m, the world’s largest shopping  
center, has seen better days.

TENANTS AND LANDLORDS ON THE 
WAY TO CONNECTED RETAIL

Food anchors in super- and hypermarket formats 
have proven their worth as drivers of innovation 
at a time when, in the emotional state of  
consumers, concerns about climate change are 
pushing aside coronavirus fears. As the reports 
from Galimmo, MRM, MPC, Merlin, Sonae  
Sierra, ADG, Citycon, NAI, and Kaufland show, a 
digitalization fever has–better late than never–
gripped the industry. Increasingly, individual  
initiatives by tenants are being placed under an 
overall concept. “We have a mobile app via 
which we integrate personalized special offers 
available from all our partners and share the pro-
gram of activities at our neighborhood centers,” 
says Yuri Usharov, Commercial Director of the 
ADG Group.

The food halls by the Silpo 
supermarket chain in the 

Blockbuster Mall in Kiev cover 
an area of 6,000 sq m and 

include themed gastronomic 
establishments filled with 
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is clearly in food, especially in the fresh food 
sector. When we lease at centers, for example, 
we target sales areas from around 2,500 sq m 
upwards.”

The consistent focus on fast-moving consumer 
goods also makes Kaufland increasingly compat-
ible with shopping centers. Following the pan-
demic, many centers are faced with optimizing 
the tenant mix. In contrast to the previously 
purely fashion-dominated orientation, local sup-
ply is playing a more important role here than 
ever before. Kaufland, thus, creates a syner- 
getic complement to the non-food sectors.  
Bernreuther: “We and the centers support each 
other.” He particularly emphasizes the footfall 
effect of the fresh food areas: “We offer a total 
of more than 400 types of fruits and vegetables 
alone. We operate our own bakery stores as well 
as fresh food counters for meat, sausage, 
cheese, antipasti, and fish. At selected stores, 
we feature Infarm greenhouses, where we grow 
parsley, basil, and cilantro, among other things, 
directly on the sales floor. At other stores, we  
offer our customers freshly prepared sushi. 
These are just a few examples of the role that 
freshness plays for us.”

EVERYTHING REVOLVES AROUND 
THE LOCAL SUPPLY OF FOOD

Local supply is the most important footfall  
anchor in retail real estate. This is one of the five 
core theses formulated by Kaufland in its study 
“Footfall Anchors in the Post-Coronavirus Age” 
(ACROSS reported). The study, published at the 
end of 2020, is also intended as an offer to cen-
ter operators for a win-win alliance with Kaufland, 
the food retailer present in eight European coun-
tries. Bernreuther: “The coronavirus has shown 
that it is all about providing the population with 
basic necessities: food, drugstore goods, and 
beverages. This is an assortment that has not 
been, and will probably not be, significantly re-
distributed to online retailing. Due to the perma-
nent stationary presence and the high regular 
supply need of the customers, local supply is a 
long-term footfall guarantor of retail properties.”

Under the changed framework conditions (espe-
cially in terms of the coronavirus effects and  
digitalization), shopping centers and food  

anchors have conceptually moved towards each 
other. The prerequisite for the two to form a 
dream team is repositioning. At many locations, 
our business partners are observing the transfor-
mation of non-food-heavy centers into local sup-
ply-focused ones and, as a result, also food-
branded centers. The recipe for success is: “The 
food market as an anchor, plus a complementa-
ry specialty store area, as well as restaurants 
and service outlets.” In countries such as  
Poland, the Czech Republic, and Romania, the 
preponderance of food over non-food is even 
more pronounced. That is because basic supply 
is particularly important in those regions.

NO FEAR OF DIGITALIZATION

At many centers, a redistribution of sales areas 
is the order of the day. “When specialty stores 
move out or downsize their offerings, we are in 
demand as a footfall anchor to take over vacant 
spaces,” Bernreuther states. Kaufland has no 
reservations about the wave of digitalization  
that is causing a great deal of trouble for some  
stationary non-food retailers. On the contrary: 
“In Germany, we operate Kaufland.de, an online 
marketplace. More than 7,000 retailers offer 
their products on this platform, and it can  
also be used by our tenants at the respective  
centers.” In Romania, Bulgaria, and Poland, 
Kaufland customers can have groceries delivered 
via partners.
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KAUFLAND, STRONG 
FOOTFALL ANCHOR OF 
THRIVING CENTERS

During the pandemic, Kaufland’s more than 
1,350 large supermarkets established them-
selves as reliable and footfall-generating food  
anchors in the European shopping plaza land-
scape. In an in-depth interview with ACROSS,  
Dr. Angelus Bernreuther, Head of Institutional In-
vestor Relationship Management and Real Estate 
at Kaufland, describes the success strategies 
that lead to a win-win alliance between shopping 
places and their anchor tenant Kaufland: 

The focus of the mutual repositioning is on
•  the importance of the local food supply  
 through Kaufland,
•   the further strengthening of the local supply  
 – especially the fresh food areas,
•  coordinated investments in omnichannel  
 sales,
•  initiatives in the area of ecology, especially  
 with regard to climate protection, and
• a differentiated offer architecture, tailored to
 the location of the center and the size of the
  catchment area.

CONSISTENT EXPANSION OF THE 
STORE NETWORK

Kaufland is an international retailer with over 
1,350 stores in eight countries. In addition to 
Germany, the retailer has a presence in Poland, 
Romania, the Czech Republic, Slovakia, Bulgar-
ia, Croatia and the Republic of Moldova. In the 
fiscal year 2020, Kaufland increased store sales 
by 7.5 percent to 25.5 billion euros. The com- 
pany is part of the Schwarz Group, which is one 
of the leading food retail companies in Germany 
and Europe.

The company is continuing to systematically  
expand its store network in Europe. Now that the 
German Federal Cartel Office has given the  
go-ahead for the takeover of 114 Real locations, 
the integration of the stores is currently under-
way in Germany. More than 30 stores have  
already been integrated in recent months.

THE CORONAVIRUS AND ITS 
SIGNIFICANCE WITH RESPECT TO 
KAUFLAND’S REAL ESTATE STRATEGY

Now, Angelus Bernreuther has his say. In his 
view, Covid-19 and the increasing digitalization 
have further advanced Kaufland’s positioning as 
a food anchor: “The pandemic has strengthened 
one-stop shopping. This also and especially  
affects shopping destinations with a strong food 
anchor. In this context, our extensive food range, 
including near-food, plays a decisive role as a 
footfall driver, especially for shopping centers 
and retail parks with complementary sectors. 
Our focus, in terms of assortment, has always 
been on food, especially in the fresh food  
segment. Our Kaufland format offers an average 
of 30,000 items, around 90 percent of which are 
from the food and near-food sectors. We have up 
to 3,300 organic items alone.”

FURTHER STRENGTHENING OF 
FOOD EXPERTISE

This format, tailored as a food anchor for medi-
um-sized centers, allows Kaufland to underpin its 
location and sales strategy. The food retailer 
continuously strives to expand its competence 
in fresh produce. Bernreuther: “Our competence 

DR. ANGELUS BERNREUTHER 

 Investor Relationship 
Management Kaufland

COVER STORY 
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WHAT ECONOMIC BENEFITS DOES A 
SHOPPING CENTER GAIN FROM A TENANT 
MIX WITH A STRONG FOOD ANCHOR?

What we currently see on the global market is 
a big switch from size to experience. Food an-
chors currently represent one of the best 
sources of experience for shoppers, because 
they not only offer food and basic needs, but 
their offers are based on discovery, new tastes, 
and interactivity.

Customers can expect to find the best that a 
food anchor can offer. In general, shopping cen-
ters are excellent promotional tools for them, 
since they are part of the overall food & bever-
age strategy. This global change attracts cus-
tomers with a higher purchasing power as it 
represents a possible new journey for them.  
It also consistently leads to shopping centers 
achieving higher revenues, higher footfall, as 
well as an increase in overall attractiveness.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE IN 
SHOPPING CENTERS, COMPARED TO 
STAND-ALONE LOCATIONS?

The shopping center customer is very different 
compared to the stand-alone supermarket 
shopper. In this situation, the purchasing  
process is driven by instant buying, which is, by 
its nature, opposite to the rational and planned 
one. Supermarket presence in shopping malls 
increases the number of customers, since the 
whole story is not based on pricing but on  
experience. As a result, supermarket chains are 
attracting new customers, and they are also  
increasing the quality of the average basket, 
which generally translates into higher income 
for both shopping malls and supermarkets.  
The flagship effect will continue to influence 
customer appreciation of the brand, even when 
buying at stand-alone locations, as well as on 

e-commerce platforms of the same chains. As 
a result, their presence in shopping malls could 
be treated as a very strong marketing tool.

WHAT ARE THE MAIN PROBLEM AREAS 
THAT COULD AGGRAVATE THE CONSTRUC-
TIVE COOPERATION BETWEEN SHOPPING 
CENTERS AND FOOD ANCHORS?

What we can currently see on the global mar-
ket is that there is a need for specialized shops 
with implemented micro concepts. The best  
example of that is the explosion of food halls 
everywhere. In such spaces, operators can be 
more focused on quality and the proximity of 
the customer. Another great option for food  
retailers is to sublease part of their space to  
micro specialists. This might have a very big  
impact on the overall footfall and turnover.  
Otherwise, the expectation is that the added 
value of food anchors may cease to exist as 
they may find themselves more and more chal-
lenged by e-commerce.

“FOOD ANCHORS OFFER NEW 
EXPERIENCES OF TASTE”

One of supermarket 
chain Maxi’s 450 stores 

is located inside BEO 
Shopping Center in 

Belgrade, which covers 
an area of 130,000 sq m.

NEMANJA BUCINAC  

Head of Retail Leasing 
at MPC
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DOING IT MAKES THE DIFFERENCE: 
SUSTAINABLE COMMITMENT

The company is aware of the responsibility  
that comes with trading in food. That is why 
Kaufland’s assortment includes a wide range  
of articles that contribute to the protection of 
people, animals, and the environment.

For more than a year, Kaufland has been a mem-
ber of Demeter, Germany’s oldest organic asso-
ciation. In addition, the company is committed 
to better ways of keeping farm animals, is cam-
paigning against food waste, and, as part of the 
Schwarz Group, is pursuing a strategy to reduce 
plastic and design recycling cycles in a holistic 
manner.

CUSTOMIZED CONCEPTS FOR 
DIFFERENT TYPES OF CENTERS

The Kaufland concept can be used at all types of 
centers, whether car-customer oriented or in 
high-density urban neighborhoods. That is the 
case, for example, at “ORO Schwabach” in the 
Nuremberg area, where Kaufland has recently 
begun operating a supermarket measuring over 
5,000 sq m. “Customers come several times a 
week and appreciate the entire center as a place 
to shop and communicate. Incidentally, this is 
also a very good example of a shopping center’s 
successful optimization.”

The numerous stand-alone locations that have 
sales areas of 2,500 sq m or more in towns and 
cities with populations of 10,000 or more are 
considered to be the basic models of a regional 
supermarket with a focus on fresh produce. 
Here, the hypermarket offering is supplemented 
by a mall in the checkout area. Tenants of these 
stores include fashion, drugstore, and sporting 
goods retailers. In that respect, Kaufland is one 
of the largest retail real estate operators in  
Germany.

At the other end of the scale of shopping places 
are the large shopping centers, for example, in 
major cities. The PEP Center in Munich is one 
such example. Bernreuther: “This type of center 
requires a large catchment area. The offer must 
go beyond local supply and cover the demand 
for consumer goods with strong additional clas-
sic sectors. When Kaufland is present at such a 
center, the focus is on a generous and directly 
accessible parking area on the one hand, and 
the easiest possible access to the store, ideally 
with an opening to the outside in addition to the 
shopping center. That allows customers through-
out the entire catchment area, who come  
because of the comprehensive segment mix,  
to be reached, as well as the core catchment 
area, from which customers visit the shopping 
center more regularly for local supplies.”

COVER STORY 

ORO shopping center in 
Schwabach was opened 
in 1975, completely 
refurbished in 2012 and 
has 29,700 sq m of 
retail space. 
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WHAT ECONOMIC BENEFITS DOES A SHOP-
PING CENTER GAIN FROM A TENANT MIX 
WITH A STRONG FOOD ANCHOR?

Food anchors are strong traffic drivers. Serving 
daily and essential needs, they bring regular, fre-
quent, and recurrent flows of visitors. They attract 
a large and diverse customer base in terms of age 
and socio-professional categories. They reinforce 
shopping center attractiveness for all the other  
retailers. All this leads to a virtuous cycle of  
increasing appeal. The sanitary crisis put the  
combined food anchor–shopping center model in 
the spotlight, serving essential needs and proving 
to be much more resilient than other retail and 
shopping centers formats.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE 
WITHIN SHOPPING CENTERS, COMPARED 
TO STAND-ALONE LOCATIONS?

Shopping centers are convenient and easily  
accessible locations, with high visibility, thereby 
making them popular destinations. They provide 
professional on-site management as well as  
other appealing features for customers looking for 
both convenience and social interactions: parking 
space, transport facilities, rest areas, social 
events, restaurants and coffee shops, places to 
meet, as well as services. Being part of a large 
and complete commercial place allows hyper-
markets to welcome additional clients.

CAN YOU GIVE AN EXAMPLE OF A “SHOP-
PING CENTER – FOOD ANCHOR” PARTNER-
SHIP WITH PARTICULARLY HIGH SYNER- 
GETIC COACTION?

This is typically the shopping center model in  
various European countries, especially in France, 
with hypermarkets being anchor stores to shop-
ping centers and being operated by strong distrib-
utors, such as Cora for the Galimmo Group.

WHAT ECONOMIC BENEFITS DOES A 
SHOPPING CENTER GAIN FROM A TENANT 
MIX WITH A STRONG FOOD ANCHOR?

The greatest benefit that a shopping center 
gains by having a food anchor is an increase in 
footfall from Monday to Friday, which are gen-
erally the most difficult days for shopping cen-
ters, especially in the morning. Consequently, 
this also results in an indirect benefit since 
these visits tend to be “service” operators’  
clients, too, who are interested in telephone 
shops, hairdressers, beauty clinics, repair 
shops, dry cleaners, pharmacies, etc.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE IN 
SHOPPING CENTERS, COMPARED TO 
STAND-ALONE LOCATIONS?

A street-side grocery store is simply a destina-
tion point and will never be able to take advan-
tage of visits to malls for any other type of  
motivation. As an extra benefit, having a pres-
ence in a shopping center allows operators to 
enjoy a number of common facilities, such as 
parking, and things such as promotion costs, 
maintenance, cleaning, etc. can be shared with 
the rest of the tenants.

Beyond potential synergies in logistics and tech-
nical support, our partnership also covers  
customer communication, operational marketing, 
special events, e-commerce pickup points,  
initiatives for our shared communities, and devel-
opment projects involving the reallocation of  
retail space.

WHERE CAN WE SEE CONCRETE EXAMPLES 
OF INNOVATIVE CONCEPTS FOR THE COOP-
ERATION OF SHOPPING CENTERS AND 
FOOD ANCHORS IN THE CONTEXT OF  
DIGITALIZATION AND SUSTAINABILITY?

In the context of growing digitalization and  
enhanced sustainability concerns, several initia-
tives have been launched to drive the transition 
towards a carbon-neutral and environmentally-
friendly economy, such as: photovoltaic installa-
tions on parking garages, rooftop vegetable gar-
dens for shopping centers, shared order pickup 
point for hypermarkets and other retailers, and  
local producers’ markets at our shopping centers.

Another aspect is the joint marketing and pro-
motion of the shopping center. The products 
sold by food operators are usually the same, 
but they can compete price-wise by reducing 
margins. There are also establishments that 
have incorporated gourmet spaces.

CAN YOU GIVE AN EXAMPLE OF A “SHOP-
PING CENTER–FOOD ANCHOR” PARTNER-
SHIP WITH PARTICULARLY HIGH SYNER-
GETIC COACTION?

In the food sector, there is an increasingly wide 
range of products on offer to complement the 
supermarket, such as stores specializing in 
gourmet products or take away homemade 
meals.

WHERE CAN WE SEE CONCRETE EXAM-
PLES OF INNOVATIVE CONCEPTS FOR THE 
COOPERATION OF SHOPPING CENTERS 
AND FOOD ANCHORS IN THE CONTEXT OF 
DIGITALIZATION AND SUSTAINABILITY?

Food operators are obliged to look for increas-
ingly niche formulas. Organic supermarkets are 
a good example. They are much more active on 
social networks, where, in addition to shopping, 
users can attend workshops, participate in 
events, and discover local products with origin 
traceability.

WHAT ARE THE MAIN PROBLEM AREAS 
THAT COULD AGGRAVATE THE CONSTRUC-
TIVE COOPERATION BETWEEN SHOPPING 
CENTERS AND FOOD ANCHORS?

The greatest point of friction has been generat-
ed at grocery stores that change their formats, 
reduce their sales floor area, and incorporate 
other uses that may compete with the center 
itself. Generally, however, the coexistence is 
good.

“A VIRTUOUS CYCLE OF  
INCREASING APPEAL”

“MORE FOOTFALL FROM 
MONDAY TO FRIDAY”

Shop’in Houssen covers 
an area of 25,260 sq m 

and has 52 shops.

Arturo Soria Plaza has 
7,054 sq m GLA and 
offers more than 79 
shops on two floors.

MAËL AOUSTIN  

CEO of Galimmo
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VÍCTOR FERNÁNDEZ  

Asset Manager at Merlin 
Properties
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WHAT ECONOMIC BENEFITS DOES A SHOP-
PING CENTER GAIN FROM A TENANT MIX 
WITH A STRONG FOOD ANCHOR?

The purpose of a retail space is to offer an assort-
ment of shopping options and meet the various 
clients’ needs. A strong food anchor gives  
people another reason to visit, and, for the  
shopping center, it generates higher footfall and 
recurring customer flows.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE IN 
SHOPPING CENTERS, COMPARED TO 
STAND-ALONE LOCATIONS?

Compared to a stand-alone location, the super-
market benefits from the size of the retail offer at 
the respective shopping center. There are stores 
that complement its offer and, thus, enrich the 
experience of its customers via: other products, 
services, hairdressers, dry cleaners, beauty 
shops, pharmacies, sports stores, fitness cen-
ters, coffee shops, restaurants, etc. Furthermore, 
the supermarket benefits from the shopping  
center layout and facilities (rest areas and park-
ing). Supermarket customers can find everything 

in the same place, so there is a real element of 
convenience for them.

CAN YOU GIVE AN EXAMPLE OF A “SHOP-
PING CENTER–FOOD ANCHOR” PARTNER-
SHIP WITH PARTICULARLY HIGH SYNER- 
GETIC COACTION?

In Montigny le Bretonneux, in the heart of the 
Saint-Quentin-en-Yvelines retail district, MRM 
owns and operates Sud Canal, a 11,600-sq m 
open-air shopping center made of 30 small retail 
units and one supermarket. Thanks to its large 
and diversified food offer, combined with a mix of 
several other activities, it has become a one-stop 
shopping and food destination.

WHERE CAN WE SEE CONCRETE EXAMPLES 
OF INNOVATIVE CONCEPTS FOR THE  
COOPERATION OF SHOPPING CENTERS 
AND FOOD ANCHORS IN THE CONTEXT OF 
DIGITALIZATION AND SUSTAINABILITY?

Any project requiring work in common areas  
relies on a cooperation between the shopping 
center owner and the food anchor. That is the 
case for numerous new initiatives rolled out  
together in the context of digitalization and grow-
ing sustainability concerns, such as electric car 
charging stations, photovoltaic panels, parcel 
lockers, click & collect, and drive services.

WHAT ARE THE MAIN PROBLEM AREAS 
THAT COULD AGGRAVATE THE CONSTRUC-
TIVE COOPERATION BETWEEN SHOPPING 
CENTERS AND FOOD ANCHORS?

The main danger could come from an anarchist 
development of home-delivery platforms, which 
could not only jeopardize the economic value 
driven by the concept of a mutually beneficial 
one-stop shopping destination, but also kill the 
tangible link between people, affect local em-
ployment, and increase the carriage of goods.

“THE INNOVATIVE 15-MINUTE 
CITY”

The Sud Canal shopping 
center in Saint-Quentin-
en-Yvelines has around 
30 stores on an area of 
11,600 sq m.

FRANCOIS MATRAY  

CEO of MRM
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WHAT ECONOMIC BENEFITS DOES A SHOP-
PING CENTER GAIN FROM A TENANT MIX 
WITH A STRONG FOOD ANCHOR?

Currently, there is a strong trend in the market to 
switch to smaller formats and to become more  
local-centric. For example, in Moscow, we are  
developing the ‘Mesto vstrechi’ (Meeting Place) 
network of neighborhood centers that mix both 
leisure opportunities and retail within walking  
distance from home. Our location challenges us 
to fulfill all the essential needs of our audience–
and food is obviously one of them. Therefore,  
having a high-quality food anchor is one of the 
keys to success when it comes to tenant mix.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE IN 
SHOPPING CENTERS, COMPARED TO 
STAND-ALONE LOCATIONS?

Stand-alone locations are usually limited to one 
function. However, nowadays people tend to  
value their time more than ever. That is why we 
are seeing a rise in multifunctional premises that 
offer a wide range of leisure opportunities, retail, 
and F&B. Food retailers benefit from that in terms 
of footfall and customer loyalty.

At the same time, it is a great opportunity to  
efficiently optimize the range of items through 
analysis of the local audience–the limited num-
ber of loyal customers and the strong spirit of 
partnership are the beneficial factors. As an ex-
ample, I would like to use our neighborhood cen-
ters, where we encourage tenants to exchange 
data in order to organize exciting activities and 
special offers.

CAN YOU GIVE AN EXAMPLE OF A “SHOP-
PING CENTER–FOOD ANCHOR” PARTNER-
SHIP WITH PARTICULARLY HIGH SYNER- 
GETIC COACTION?

We have just signed a contract with X5 Group, the 
food retail leader in Russia. Perekrestok shops will 
be located at two neighborhood centers that are 
scheduled to open before the end of this year, and 
even more are being planned for our future open-
ings. Together, we have studied everything about 
the market landscape in given districts, run sur-
veys among local residents, and found the best 
solutions to meet all needs and expectations.

WHERE CAN WE SEE CONCRETE EXAMPLES 
OF INNOVATIVE CONCEPTS FOR THE  
COOPERATION OF SHOPPING CENTERS  
AND FOOD ANCHORS IN THE CONTEXT OF 
DIGITALIZATION AND SUSTAINABILITY?

We, as well as our partners, understand the  
importance of digital tools, which is why we have 
a mobile app via which we integrate personalized 
special offers available from all of our partners 
and share the program of activities at our neigh-
borhood centers. Moreover, we are always happy 
to integrate sustainable initiatives together, for  
example: the separate recycling of bottle caps in 
conjunction with discounts for visitors.

WHAT ARE THE MAIN PROBLEM AREAS THAT 
COULD AGGRAVATE THE CONSTRUCTIVE  
COOPERATION BETWEEN SHOPPING  
CENTERS AND FOOD ANCHORS?

Due to the fact that the world is still going through 
the pandemic, I believe one of the biggest chal-
lenges for both shopping centers and food retail-
ers is the risk of another full lockdown, as it will 
raise problems, such as a drop in offline traffic, 
rental rate issues, and the need for online tools. 
Nevertheless, I believe that sincere and open  
dialogue, as well as the rollout and continuous  
improvement of digital tools together with a strong 
and well-thought-out marketing strategy, can help 
us overcome even the most difficult times with 
minimal damage to both parties.

“DATA EXCHANGE, MOBILE 
APP, BOTTLE CAPS”

YURI USHAROV  

Commercial Director of 
ADG Group
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WHAT ECONOMIC BENEFITS DOES A SHOP-
PING CENTER GAIN FROM A TENANT MIX 
WITH A STRONG FOOD ANCHOR?

Food retail has been, and remains, one of the 
most important anchors at shopping centers. 
When the first shopping and entertainment cen-
ters began to appear, in many post-soviet coun-
tries, the share of spending on food and FMCGs 
(Fast Moving Consumer Goods) was about 50% of 
the monthly income. Another important factor is 
the emergence of hypermarkets. They contained 
60% of non-food items, which were in short sup-
ply at that time. When the first Metro Cash and 
Carry was opened in Luhansk (Ukraine), laptops 
became the best-selling item.

Today, in our country, food operators are an  
essential anchor element at shopping and enter-
tainment centers. With respect to the economic 
effect: Firstly, there is a high flow of visitors (1,000 
to 15,000 people per day at hypermarkets); sec-
ondly, rental rates for food anchors in the Ukraine 
vary from 100 to 300 euros per square meter per 
year; thirdly, by having FMCGs, supermarkets are 
sometimes the main generators of traffic on 
weekdays, which allows other tenants to have 
more balanced sales throughout the week.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE IN 
SHOPPING CENTERS, COMPARED TO 
STAND-ALONE LOCATIONS?

Supermarkets gain the same benefits within shop-
ping malls as other tenants: synergy. A standard-
sized supermarket could bring in 3,000 to 5,000 
people, and a hypermarket could bring in 10,000 
to 15,000 people. Footfall at regional shopping 
malls in Kyiv is up to 50,000 to 70,000 people per 
day, so there is an expanding audience for super-
market chains.

There is one other matter: Shopping centers are 
almost always the priority choice for weekend 
shopping. Not being part of a shopping center re-
sults in the loss of extremely high weekend spend-
ing, and, thus, less commercial effectiveness.

WHERE CAN WE SEE CONCRETE EXAMPLES 
OF INNOVATIVE CONCEPTS FOR THE  
COOPERATION OF SHOPPING CENTERS 
AND FOOD ANCHORS IN THE CONTEXT OF 
DIGITALIZATION AND SUSTAINABILITY?

A striking example of the implementation of  
sustainable developments is the “Lavka Tradicii” 
project run by Silpo (Ukrainian grocery chain  
retailer). The project encourages the development 
of sustainable tourism, local culture, and local 
production. Today, 142 small producers are  
represented in the project, which sell their goods 
at more than 100 Silpo supermarkets.

WHAT ARE THE MAIN PROBLEM AREAS THAT 
COULD AGGRAVATE THE CONSTRUCTIVE  
COOPERATION BETWEEN SHOPPING  
CENTERS AND FOOD ANCHORS?

Supermarkets are striving to occupy a more prof-
itable and convenient location, for example, on 
the ground floor. Large supermarkets are also 
keen to keep other large grocery tenants or spe-
cialty grocery stores out of a given facility. There 
may also be measures aimed at limiting the num-
ber of cafes and food courts due to competition; 
such challenges are being faced by operators.

There are a few potential problems for supermar-
kets: Shopping centers do not always take into  
account the requirements of retail operators in 
terms of the shape or size of the areas allocated 
for a supermarket, as well as the necessary com-
munication channels between the utilities, the 
technological premises, and the sales area.

“WHY FOOD ANCHORS ARE A 
MUST AT UKRAINIAN SHOPPING 
CENTERS”

VITALII BOIKO  

CEO of NAI Ukraine
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WHAT ECONOMIC BENEFITS DOES A SHOP-
PING CENTER GAIN FROM A TENANT MIX 
WITH A STRONG FOOD ANCHOR?

A strong food offer has always been synonymous 
with lengthier visits, improved comfort and ser-
vice, and, thus, increased preference and overall 
expenditure. At Sonae Sierra, we have long since 
moved away from the concept of adding a single 
food court or solitary food tenant as an anchor, 
preferring instead to make food courts an integral 
part of a shopping center.

We develop innovative food courts–or, as we call 
them, food halls–as new anchor concepts.  
Our strategy is to transform food and beverage 
(F&B) areas into key resources that create value 
for tenants and shopping centers. We consider 
food halls as the baseline for building different 
zones, like markets, kitchens, taste blocks, and 
other F&B areas, destined for a wider range of 
uses, such as: traditional, ethnic, and healthy.  
We have already rolled out several examples  
of this concept: Mercado Bom Sucesso (in Porto, 
Portugal), Mercado de Braga (Braga, Portugal), 
and a project that will be launched soon in Italy.

Our ParkLake shopping center in Bucharest,  
Romania, is a prime example of how a third- 
generation F&B zone can act as a successful  
anchor. It is positioned as a meeting point and of-
fers an encounter with nature, linking interior and 
exterior spaces, which are connected to one of 
the largest parks in the city.

A second food hall example, located at Norte 
Shopping in Portugal, is “The CookBook”, which 
is comprised of a distinctive offer in a multifunc-
tional space that is suitable for leisure, study, and 
work, and provides differentiated environments 
for socializing. Inspired by traditional markets with 

different gastronomic concepts, it brings the  
experiences of a street environment to the shop-
ping center.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE  
IN SHOPPING CENTERS, COMPARED TO 
STAND-ALONE LOCATIONS?

Supermarkets at shopping centers benefit from 
the overall tenant mix and available services, 
thereby increasing visitor purchasing efficiency 
and allowing for the satisfaction of several differ-
ent needs in one visit.

Supermarkets are appealing not only due to their 
essential shopping characteristics, but due to the 
fact that they often encourage daily visits–even 
more so when they are part of a wider retail offer. 
Greater synergies can be achieved from innova-
tive supermarket offers that include F&B con-
cepts, ready meals, organic, healthy, and vegetar-
ian food, fresh produce, and, more generally, a 
wide range of products and customer services.

WHERE CAN WE SEE CONCRETE  
EXAMPLES OF INNOVATIVE SHOPPING  
CENTER CONCEPTS IN THE CONTEXT OF  
DIGITALIZATION?

With respect to digitalization, we began to inte-
grate an omnichannel approach into our centers 
long before the accelerating forces of the  
pandemic. Some of the largest stores also have 
omnichannel capabilities, fulfilling online orders, 
too, including the provision of curbside pick-up, 
which is particularly convenient for customers as 
part of a broader shopping trip. We have online 
traffic lights that show the footfall at our centers, 
scanning solutions for presence registration, and 
integrated food ordering and delivery services.

“FOOD HALLS WITH MARKETS, 
KITCHENS, AND TASTE 
BLOCKS”

CHRISTINA SANTOS

Managing Director Sonae 
Sierra, responsible for 
property management.
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WHAT ECONOMIC BENEFITS DOES A SHOP-
PING CENTER GAIN FROM A TENANT MIX 
WITH A STRONG FOOD ANCHOR?

Strong grocery anchors are important as neces-
sity-based services at our shopping centers. They 
create a steady footfall for shopping centers–de-
spite the season, time of day, or economic cycle. 
Grocery stores increase consumer loyalty and, 
thus, the frequency of visits.

WHAT, IN RETURN, DO SUPERMARKET 
CHAINS GAIN FROM THEIR PRESENCE 
WITHIN SHOPPING CENTERS, COMPARED 
TO STAND-ALONE LOCATIONS?

Shopping centers can provide urban locations 
and convenient parking facilities to grocery 
stores, as well as an improved customer experi-
ence to their customers. Shopping centers are 
able to create synergies with other necessity-
based services, such as pharmacies, municipal 
services, liquor stores, laundry facilities, etc., 
which supplement grocery store offerings.

CAN YOU GIVE AN EXAMPLE OF A “SHOP-
PING CENTER – FOOD ANCHOR” PARTNER-
SHIP WITH PARTICULARLY HIGH SYNERGET-
IC COACTION?

Iso Omena in the capital area of Finland is a great 
example. We have two hypermarkets there, City-

market and Prisma, as well as a Lidl, and they are 
all next to each other. This creates a convenient 
way for consumers to do some of their shopping 
at a hypermarket and the rest of it at Lidl without 
having to drive from one stand-alone parking 
area to another. The hypermarkets and Lidl pri-
marily cater to customers who arrive via car. In 
addition, Iso Omena has smaller grocery stores 
near the metro station that serve commuters and 
smaller households in the area.

WHERE CAN WE SEE CONCRETE EXAMPLES 
OF INNOVATIVE CONCEPTS FOR THE COOP-
ERATION OF SHOPPING CENTERS AND 
FOOD ANCHORS IN THE CONTEXT OF 
DIGITALIZATION AND SUSTAINABILITY?

Still using Iso Omena’s hypermarkets as an exam-
ple: Both have an omnichannel solution in that 
they also offer the option of online shopping, ei-
ther with the home delivery service or the drive-
in pick-up service. When it comes to sustainabil-
ity, energy efficiency is an area in which we 
collaborate with our tenants. At Buskerud Center 
in Norway, we use a large-scale cooling innova-
tion to reduce energy consumption. Buskerud 
Center was the first shopping center in Norway 
to use CO2 as a refrigerant for the carbon-neu-
tral comfort cooling of the entire building. The 
grocery store “Coop Obs!” (a Norwegian hyper-
market chain) is part of this infrastructure in that 
the excess heat from its premises is recovered 
and re-used by the center for cooling or heating.

WHAT ARE THE MAIN PROBLEM AREAS 
THAT COULD AGGRAVATE THE CONSTRUC-
TIVE COOPERATION BETWEEN SHOPPING 
CENTERS AND FOOD ANCHORS?

I really cannot see any problems. The only thing 
I can think of is that it can be challenging to fit a 
new grocery store into an existing center; the 
premises need to be big enough, and the load-
ing/goods delivery facilities need to be set up.

“ENRICHED OFFERINGS,  
OPTIMAL CONVENIENCE”

At Iso Omena (84,400 sq 
m of retail space), two 
hypermarkets, a Lidl, and 
a liquor store are located 
next to each other, 
thereby increasing 
customer convenience.

SANNA YLINIEMI  

Vice President Center 
Management at Citycon
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What will come?
What will go?
What will stay?
New insights, new outlooks, new perspectives:
the FMZ Report 2021.

Time for future
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This address has been a popular meeting place for 
Berliners for around 100 years. It currently houses 
a store, a café, a garden, a platform for talent, and 
a place for events, art, yoga, and much more.

DESIGN

The design language of the store is very success-
ful: Window elements can be found in several plac-
es, for example, as mirrors. To one’s great delight, 
a garden (as the name implies) that is equally beau-
tiful and inviting can be discovered in the backyard.

There is no question that this store is also very 
promising in other respects: The products on offer 
are carefully selected, and they also include local 
designers. At present, selected pieces from the 
current capsule collection of Japanese labels Toga 
Archives can also be found on the racks. A high-
quality second-life selection of must-have items 
also waits to be discovered. These do not only in-
clude clothes and accessories, but vintage items 
from the tableware section are also available.

The pieces in the showroom in the basement make 
every fashion-lover’s heart beat faster, and they can 
be borrowed, which supports the sustainability idea. 
The boundaries between fashion and art become 
blurred, especially when the vernissage of the  
photographic works of the hip Anuthida Ploypetch 
is taking place in the front area of the store, which 
was the case during my visit at the end of last week.

AM I AWAKE OR AM I STILL DREAMING?

When I entered the store, it brought a warm feeling 
to my heart. I found everything that I wanted from 
a shopping experience in a space of just under 300 
sq m. Just like that, without warning, I was gob-
smacked and immediately fell in love with this spe-
cial place. Walls and furniture are uniformly bathed 
in a warm olive green-gray, and the focus is clear-
ly on a distinct product presentation. The lighting 
is pleasant and closer to a living room atmosphere 
than a traditional H&M store.

In other ways, too, this rather small store owned by 
the Swedish group is different from all the others: 
Communication with customers is done via a sheet 
of A4 paper that includes text and a photo. Upon 
entering the premises, I am immediately welcomed 
by the current program items on the reception 
board. Bethan, the personal stylist, smiles at me, 
and so does a friendly yoga instructor who takes 
care of the mental balance of those who attend her 
yoga class every Friday. Both services can be 
booked online in advance and are free of charge.

WASTE YOUR TIME @ H&M 
MITTE GARTEN

RETAIL COLUMN BY HEIDEMARIE KRIZ

For some time now, Berlin Mitte has featured a center with a wow effect: 
the H&M “Mitte Garten” at Neue Schönhauser Straße 13. 

HEIDEMARIE KRIZ  

Point of Sale Doctor and 
Retail Architect (KRIZH, 
POSitive Affairs)

RETAIL

My Tip: Move away from vast amounts of products 
to a clear presentation. Visually reduced stores, 
supported by smart and targeted lighting, make 
products shine. Surprise your customers with new 
solutions. Ideally, the POS should be a constantly 
changing stage that invites them to linger, in order 
to strengthen customer loyalty and create trust.

CREATE VIBRANT 
EXPERIENCES

THE GLOBAL EVENT
ACCELERATING INTEGRATION OF LEISURE
IN RETAIL & URBAN DESTINATIONS

leisurup.com

30 Nov.
02 Dec.
2 0 2 1

Cannes
FRANCE

by

Hosted by
The leading global retail property event
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H&M Berlin Mitte 
has just under 300 
sq m of space includ-
ing a small café.
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The impact of technology, e-commerce,  
millennial habits, and the impact of Covid-19 have 
all contributed to, if not accelerated, the shift from 
brick-and-mortar to digital shopping. The advent 
of online consumer shopping began in 1979, 
when English inventor Michael Aldrich combined 
a modified television with a transaction-process-
ing computer and a telephone line to create the 
first known version of electronic shopping.  
Was that the beginning of the end?

The development of e-commerce is closely linked 
to the growth of the Internet. Online shopping  
became possible when the Internet was made 

available to the public in the early 1990s, when 
the Web entered the public domain in 1993 and 
Amazon launched in 1995. In the U.S., Amazon 
was one of the first e-commerce sites to begin 
selling products online, and thousands of compa-
nies have followed since. Millennials (aged 25 to 
40, born between 1981 and 1996) had the high-
est online purchasing pervasiveness in the UK,  
at 99 percent (statista.com). Millennials remain  
a key demographic for online retail as they spend 
more money online in a given year (approxi- 
mately USD 2,000) than any other age group.

CREATING EMOTIONAL 
ASSOCIATIONS

In my personal opinion, there will always be a 
need for physical shopping environments. We are, 
after all, social beings, and our human, physical, 
or community-based interactions fulfill a variety of 
goals or needs. Among the common goals and 
needs are the desire for social bonding, the desire 
to understand oneself and others, the desire to 
gain or maintain status or protection, and the  
desire to attract companions and establish friend-
ships. Places of commerce have always provided 
environments in which such social needs can be 
met. Given that fact, how can retail brands create 
rich, physical, and emotional social environments 
for a complex society that is increasingly trending 
away from them?

“Almost all of our understanding of the world is  
experienced through our senses,” says Martin 
Lindstrom, author of Brand Sense. “Brands strive 
to evoke emotional associations in customers by 
appealing to their senses. Sensory branding is a 

SHOPPING WITH ALL FIVE 
SENSES

BY GREGORY FONSECA

What does that really mean? Retail professionals have been engaged in this 
discussion for decades. The idea of creating physical, emotional shopping  
experiences has become an integral part of the retail discussion since  
physical, brick-and-mortar retail began to decline in popularity.

RETAIL

form of marketing that uses all the senses–sight, 
smell, touch, hearing, and taste–to enhance the 
appeal of a particular brand.” The value of inte-
grating the human senses into our retail experi-
ences has been neglected or forgotten. The five 
human senses are of great importance to the buy-
ing experience, frequency of purchase, and plea-
sure of consumption. Using the human senses,  
individuals distinguish between similar offerings 
and make preferred selections. Marketers who 
rely on multi-sensory attributes when advertising 
brands typically create and activate stronger  
emotions that connect customers to a particular 
product. However, creating appropriate multi- 
sensory experiences is more difficult in an all- 
digital environment in which sight and hearing are 
the primary activated senses.

MARKETING TOOL: SENSORY 
BRANDING

Who does sensory branding better than Apple? 
I am no marketing expert, but when I look at all 

aspects of this company, I see a carefully curated 
sensory brand that has cultivated some of the 
most loyal and strongly affiliated followers.  
Their brick-and-mortar stores are integral to their 
brand, as they are known internationally, whether 
in Bologna, Boston, or Beijing. Visually, the design 
and craftsmanship of their spaces are impec- 
cable. The variety of technologies offered in a 
wide range of colors is presented in such a way 
that the devices invite you to look, feel, and touch 
them. The choice of background music and artifi-
cial fragrances create pleasant environments for 
customers and reinforce the memory of a pleas-
ant shopping experience at their stores. The only 
thing missing are canapés and a glass of cham-
pagne as the taste of their aluminum products 
might ruin the entire effect.

Sensory branding is one of the most important 
marketing tools used by successful companies, 
such as adidas, Samsung, Singapore Airlines, and 
Starbucks, to build brand loyalty and, in turn,  
increase company sales and revenue. Let us turn 

ABOUT THE AUTHOR  

Gregory Fonseca is the 
Director of Architecture 
at BDP.
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Apple, with its stores, is 
a carefully curated 
sensory brand that has 
cultivated some of the 
most loyal and strongly 
affiliated followers.
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our attention to the adidas flagship in New York 
City, the sports giant’s largest store in the world. 
A stadium retail concept, inspired by high school 
stadiums and with the culture of sports as its  
concept, is featured there. At the beginning of the 
journey, adidas welcomes you through a tunnel 
entrance. There are bleachers reminiscent of a 
live game, and the store is equipped with locker 
rooms instead of dressing rooms. To reinforce  
the theme, the concept features a running track 
and a turf-covered area where products can be 
tested. Aside from the themed décor, adidas  
ensures customer loyalty and satisfaction by  
offering a guest kiosk on the first floor, complete 
with healthy juices and fitness consultants.  
In addition, a print shop where jerseys can be  
customized in real time, a “miadidas Studio” for 
footwear and apparel customization, and same-
day hotel delivery service are available. Like apple, 
adidas seduces consumers by using their senses 
to influence their purchasing behavior.

A BRAND’S PHYSICAL 
MANIFESTATION

Technology, culture, and the senses collide at 
Samsung 837. Located in the heart of NYC’s 
Meatpacking District, Samsung 837 combines art, 
fashion, technology, and sports in unexpected 
ways. Is it a store, a museum, or an event venue? 
It is a new kind of place, filled with ideas, experi-
ences, and the latest Samsung devices. Samsung 
837 is a place where anyone can try cutting-edge 
experiences, participate in interactive art installa-
tions, or experience a larger-than-life, 3-story 
screen. Prior to Covid-19, the space hosted live 
music performances, exclusive film screenings, 
and podcast recordings. The concept features an 
amphitheater area, an AR studio, a sound studio, 
a customer service and experience area, as  
well as a café. Is it shopping with all five senses?  
If it is not a retail store, what is it? Samsung  
describes 837 as the “physical manifestation” of 
the company’s brand. At the heart of the 3-story 
building is a giant movie screen, and there is a 
“selfie station” where enthusiasts can have their 
faces beamed onto the giant screen for a few  
moments–just enough time to “Instagram it”, 
which is a favorite among Millennials.

Is there any company that does sensory market-
ing better than Red Bull and Red Bull Media, with 
their mission to inspire people to engage in adven-
ture, entertainment, sports, and music? By creat-
ing experiential marketing events, sponsoring 
sports teams, and hosting music and film festivals, 
Red Bull has tapped into a new target market with 
a global influence. After all, who on the planet is 
unfamiliar with the energy drink? Red Bull seeks 
to associate the multi-sensory thrill of extreme  
experiences, such as rocketing from the sky in a 
controlled fall or the rush of a Formula 1 car, with 
the taste of its drink. Oh, and let us not forget the 
Red Bull gaming sphere experience. Does Red Bull 
sell energy drinks or multi-sensory experiences?

LEARNING FROM SUCCESSES

Such examples of physical, emotional shopping 
experiences show how brands are capitalizing on 
the chance to build emotional bonds with cus-
tomers. Does that mean experiences are the  
secret to brick-and-mortar retail success? Not 
necessarily. Retail analyst Ana Andjelic (strategy 
executive and author of The Business of Aspira-
tion), for example, believes that experiences need 
to be tied to strategies that create deep emotion-
al connections with customers, thereby resulting 
in long-term brand loyalty, in order to achieve 
long-term results. I agree and further suggest that 
brands should strive to become destinations for 
recurring community engagement.

Not every brand, whether large or small, has  
the history or extensive resources of the interna-
tionally recognized brands mentioned herein.  
However, they can learn from these successes.  
As we return to some level of normality, people 
will seek to return to the social engagement we 
long for, and there will be a battle between brands 
to win the hearts, minds, and pockets of con- 
sumers. Physical, emotional shopping experienc-
es are certain to become an integral part of com-
panies’ brand strategies, regardless of their size. 
A multi-sensory brand experience creates certain 
beliefs, feelings, thoughts, and opinions in the 
minds of consumers about a brand’s image, which 
ultimately translates into greater brand loyalty and 
profitability.

RETAIL

www.unibail-rodamco-westfield.dewww.westfield-hamburg.de

OPENING IN

2023
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NIVY CENTER REVITALIZING 
BRATISLAVA’S CITY LIFE
The Nivy Center is the latest HB Reavis group project in the capital of Slova-
kia, Bratislava. The development group has delivered an elaborate multifunc-
tional project to Bratislava’s wider center. Under one roof, visitors will be able 
to find a new bus station, shopping opportunities that include several unique 
brands, and a green roof for leisure activities. ACROSS spoke with Ján Harom, 
Nivy Center Property Director, about the architecture, range of services and 
functions, and anticipated footfall. IMAGES: NIVY CENTER

ACROSS: WHAT MAKES THE NIVY CENTER’S 
LOCATION SO PROMISING?
JÁN HAROM:  The Nivy Center is situated in one 
of Bratislava’s most dynamic locations, namely on 
the threshold of the Old Town in the Nivy part. This 
unique locality is also confirmed by the fact that 
in recent years, several administrative centers 
have been attracted to Nivy – including the head-
quarters of multinational companies, as well as in-
novative start-ups in tech hubs. Additionally, an 
extensive residential zone is also being built there. 
Thanks to our investments in the adjacent boule-
vard, traffic flow in this crucial city artery has also 
improved.

ACROSS: WHAT CHANGES HAVE THE CEN-
TER EXPERIENCED IN RECENT YEARS?
HAROM: Nivy was just a brown-field site until a 
few years ago, similar to the London Docklands 
before its transformation. Bratislava’s residents 
are already referring to Nivy as “downtown” or 
even “Manhattan”. Further large residential and 
administrative projects are also in the completion 
or preparation phase. They include HB Reavis 
projects, which operates in London and also con-
structed the EU’s tallest building – Warsaw’s Var-
so Tower.

ACROSS: DID OTHER MARKETS PLAY A ROLE 
IN THE PLANNING STAGE?
HAROM: Experience from foreign markets cer-
tainly helped us get a better overview of the Nové 

Nivy zone, which includes the center. To be sure, 
we entrusted the center’s architectural design to 
the British studio Benoy. I am confident that the 
coming months will show that this was the right 
approach, and will bring shopping and especially 
leisure time to this new center of city life. Last 
year, the Nové Nivy zone received the BREEAM 
Communities Excellent certificate as a TOP glob-
al project.

ACROSS: ASIDE FROM SHOPPING, WHAT 
OTHER FUNCTIONS DEFINE THE CENTER?
HAROM: It also includes a modern airport-style 
bus station. This is for inter-city transport, and it 
also acts as a gateway for international connec-
tions and as a destination for connections from 
nearby Vienna International Airport. In addition, a 
comprehensive gastronomic zone and a farmers’ 
market offering local products – an increasingly 
popular lifestyle option in Slovakia – are located 
on site. The 12,000-square-meter green roof fea-
tures a jogging track, sports area, and two mod-
ern playgrounds for children, which enable visitors 
to spend their free time at the center – in addition 
to shopping.

ACROSS: WHAT ABOUT THE RETAIL RANGE?
HAROM: The multinational clothing company In-
ditex is set to open its full brand range across 10% 
of Nivy’s total commercial area. The seven Inditex 
brands also include two newcomers to the Slovak 
market: Oysho and Zara Home. Polish fashion 

JÁN HAROM  

Nivy Center Property 
Director

group LPP is bringing all of its concepts, including 
flagship brand Reserved, a two-level store housed 
within the center. Springfield, Cortefiel, and Wom-
en’s Secret – a couple of which are newcomers 
to Slovakia – from the leading European fashion 
retailer Tendam, will operate one multi-brand 
space with separate entrances for each of the 
three brands.

ACROSS: WHAT FIGURES DO YOU ANTICI-
PATE IN TERMS OF FOOTFALL?
HAROM: We expect to see 55,000 daily visitors. 
That number is realistic as the bus station alone 
counts around 20,000 daily users. We expect to 
see tens of thousands of visitors from the previ-
ously mentioned local admin centers, as well as 
from the Nivy Center residential catchment area. 
In addition, since we are also located on a key 
transport route and a public transport hub in 
Bratislava, we are confident that we will also at-
tract visitors from the wider city area. On its open-
ing day, Nivy had 57,000 visitors. Nivy Center welcomed 57,000 visitors on its opening day.

DEVELOPMENT
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Nowadays, as retail real estate is shipping within uncertain waters, 
budgets are generally kept short. Nevertheless, marketing efforts 
of any kind, digital or analogue, are broadened to gain any possi-
ble customer. Landlords, real estate management companies, and 
city representatives are asking themselves which marketing chan-
nels are the most promising in order to get the most out of their 
marketing budgets.

Even though homework with regard to target group research, up-
to-date design, and channeling is well done, more and more often, 
marketing efforts do not have the desired effect on consumers or 
potential tenants. What could be the reasons? Since we all agree 
that marketing nowadays is not a matter of yes or no, but is cru-
cial to the retail real estate sector, what makes it effective?

STRATEGIC BRANDING AS THE CRUCIAL BASIS OF 
ANY MARKETING STRATEGY

One of the biggest mistakes made within a marketing strategy is 
the lack of a thoughtful superior brand strategy. The customers, 
consumers, and tenants alike, have become more and more ma-
ture. The amount of offers made digitally, in social media, or oth-
er channels are overwhelming, leading to two effects. Customers 
are better informed than ever about the range any possible loca-
tion has on offer. At the same time, this huge amount of tempting 
offers forces people to quickly filter and sort out their options. Po-
tential customers will only consider those kinds of offers that can 
clearly provide an added value.

Therefore, all marketing efforts will only be effective when they are 
based on a clear branding strategy, focusing on the individual add-

CONSUMERS LOVE BRANDS, 
BRANDS LOVE BRANDS–
START BEING A BRAND

BY CAROLINE VON WESTERHOLT, IMAGE: MARC PETER

ed value of any location, company, or city. Strategically targeted 
branding entails more than developing a fancy name or logo. It is 
the essential part of any quality development as it identifies the 
strengths of a company, a location, as well as products. Then, it is 
formed into a clear location strategy and translated into a believ-
able, reliable, and captivating story.

Branding is as vital to the success of a retail location or company 
as having financial coherence. It is about showing retailers, con-
sumers, and customers alike that you and your location are worth 
being considered.

The Brand Story Shows Retailers, Consumers, and Customers That 
You Are Worth Being Considered

Strategic branding should both precede and underlie any market-
ing effort. Branding is the expression of the essential truth or val-
ue of a place, store, organization, or service. It is the basis of any 

kind of communication that addresses customers. It tells the sto-
ry of special characteristics, added value, and unique selling 
points. It points out what your location has to offer and what the 
customer can expect when visiting or renting a space within your 
location.

About the Author:

Caroline von Westerholt has a 
master’s degree in real estate 
economics and is the Head of 

Strategy & Repositioning of Retail 
Real Estate at Twenty One Media 

GmbH (Germany). Prior to that, she 
spent nine years as Director of 

Development for Urban Districts at 
MAB Development GmbH and five 
years in Asset & Portfolio Manage-

ment for Commercial Real Estate at 
Provinzial Versicherung.

A thoughtful brand strategy is the essential basis of any marketing effort. The 
brand, the expectation raised, is what remains after all of the marketing has 
swept through the room. It is what sticks in your customers’ minds. It is what 
makes them loyal. It is what makes them think you are worth a visit.

A well-developed brand involves telling the customer, “That is me. 
That is what you can expect from me. That is what I have to offer 
you. And, that is why I am better than the competitors!”

KEEPING PROMISES, LIVING UP TO EXPECTATIONS

Brands are built from many things and are constantly developing. 
To be more efficient and more effective, one has to know the ad-
vantages and potentials that are relevant to customers. By identi-
fying the possible added value and advantages your place provides 
for your potential customers, it becomes clear in which direction 
your location should develop further. Which tenants and external 
brands suit your strategy? Which add-ons contribute further to the 
desired tenant mix?

“All marketing efforts will only 
be effective when they are 
based on a clear branding 
strategy, focusing on the 

individual added value of any 
location, company, or city.”

Once developed, whether or not the actual experience delivers 
with respect to the promises the brand has made will be crucial to 
the success of a brand strategy. A customer who is disappointed 
once will not return and might spread negative feedback on social 
media. Therefore, being careful about the promises a brand makes 
is just as essential as having a brand strategy at all. Strategic 
branding always involves balancing promises, raising expectations, 
and pointing out advantages.
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Spacious mall for safe and 
comfortable shopping

Westgate is the largest shopping mall in Croatia and European Union, 
located directly on the highway, in the heart of large catchment area of 
Croatia, Slovenia and Austria under 90 minutes of drive.

During the 2020 Covid pandemic Westgate opened 7 new shops 
despite the crisis and has signed 5 more launches for 2021. Westgate 
provides best possible hygienic and anti-epidemic standards to its 
customers and employers.
The 65.000 square meters of mall’s promenade, 56 recuperation units 
in charge of clean and filtered air, 16 entrances and large space stores 
guarantee safe and comfortable shopping and leisure time.

#shopresponsibly

The Government of the Republic of Croatia adopted a series of 

but did not impose closing of the mall, nor the government’s anti-
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lease@westgate.hr / wgsc@f-o.hr
www.westgate.hr

Managed by F.O. / Group
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The center is located in Prešov, Slovakia's third 
largest city, and first opened in November 2017. 
Now, the newly completed second stage covers 
more 11,000 sq m of leasable area across three 
floors and features new international brand shops, 
as well as a range of different restaurants and  
extensive recreation areas.

Construction of the second stage began in  
January 2020, with 25 new stores added, totaling 
33,000 sq m of leasable area. Four years after its 
opening, Eperia has established itself as a popu-
lar fashion destination for Prešov’s residents and 
visitors, and it has further consolidated its market 
position with new fashion concepts presented by 
Polish LPP. It has opened five new shops across 

5,400 sq m: Cropp, House, Sinsay, Reserved, the 
largest store in Slovakia, and Mohito, with the lat-
ter serving as the first to open in Eastern Slovakia.

At the shopping center, visitors of all ages from 
Prešov and the surrounding area can enjoy a wide 
range of services, modern food court concepts, 
plenty of parking spaces, as well as spacious  
relaxation areas. The expanded mall also delivers 
five Kino Star modern boutique concept cinemas, 
and in the spring of 2022 a Burger King equipped 
with a drive-in is due to open–the first of its kind 
in Slovakia.

“Eperia was our first retail project of this scale, 
and its second stage expansion will truly leverage 

OPENING OF PREŠOV 
EPERIA’S SECOND STAGE 
ATTRACTS 75,000 VISITORS
The opening of the second stage of Prešov’s Eperia shopping mall took place 
in September and was attended by the Mayor of Prešov, Andrea Turčanová.

DEVELOPMENT

its market potential. I believe we have compiled a 
good mix of shops, restaurants, and services to 
meet the needs of the more than 100,000 resi-
dents in Prešov and the local area. The enlarge-
ment of Eperia has given Prešov a shopping  
center of supra-regional importance,” explains  
Peter Píš, Director of JTRE’s commercial real  
estate department.

In connection with increased floorspace, the park-
ing garage offers an additional 200 spaces,  
thereby bringing the total to 800 (mostly under-
ground). A public transport stop has been added 
next to Eperia, which has improved customer  
access from the city center to the Sekčov and  
Solivar residential areas, and car access has also 
been improved. Eperia is also cycle and urban life-
style-friendly, barrier-free, and offers free Wi-Fi.

CONTEMPORARY AND BALANCED 
BRAND MIX

A location in a popular retail zone in Sekčov,  
the city’s largest housing estate, was selected for 
the construction of the shopping center. The site 
ensures a wide catchment area of northeast  
Slovakia, in other words, up to 330,000 residents.

Eperia’s leased area provides a modern and  
balanced brand mix: 63% of the total leased 
space (excluding supermarkets) is fashion orient-
ed, of which 54% is occupied by large fashion 
chains, 14% is dedicated to specialized stores 
(toys, books, household goods, etc.), 9% of the 
space is filled by cafes, gastronomic operations, 
and restaurants, and electronics account for 
more than 4% of the space.

“When Eperia opened, we set ourselves the goal 
of bringing a regional shopping center to Prešov 
with world-class design–a top-quality shopping  
experience that truly belongs to an exceptional 
regional shopping center. This new fashion  
destination for the city and region of Prešov was 
mapped from the outset by a wonderful selec-
tion of fashion brands. As the second stage  
welcomes new brands–with the first stage at full 
capacity–Eperia will rank among the top region-
al shopping centers in Slovakia,” observes Peter 
Píš, Director of JTRE’s commercial real estate  
department.

The shopping center is primarily characterized by 
its modern architecture, which was designed by 
Studio DKLN. The project was awarded for its 
high-quality build by the Association of Construc-
tion Entrepreneurs of Slovakia during the 23rd 
Construction of the Year 2017 contest. Eperia 
was the first shopping center in Slovakia–and 
sixth globally–to receive the BREEAM Excellent 
ecological certificate for the BREEAM Inter- 
national New Construction 2016 scheme.

During construction of the first stage, priority 
was given to environmental criteri  energy  
systems, heat recovery, and lighting systems–
and that green thinking has continued with the 
second stage. Over 120 trees and 1,000 orna-
mental plants have been planted around the  
center. With the installation of an apiary, insect 
hotel, birdhouses, and bat houses, the shopping 
center is venturing into the area of “green retail-
ing”. All of these activities help it to support  
environmental sustainability and biodiversity.

Second stage expansion of 
Eperia added 11,000 sq m 

of leasable area.

Eperia offers five Kino Star modern boutique 
concept cinemas.

The first Slovakian Burger King drive-in will 
open in Eperia in 2022.

IMAGES: JTRE
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STUDIES & REPORTS

European retail markets turned the corner in the 
third quarter of 2021. The Retail Attractiveness 
Index, which is compiled jointly by Union Invest-
ment and GfK and measures the attractiveness 
of the 15 most important retail markets in  
Europe, recovered significantly in the second 
and third quarters of 2021, climbing to 113 
points. That figure is 14 points above the prior-
year period and represents a three-year high for 
the retail index in Europe. The previous peak was 
115 points, recorded in the third quarter of 2018. 

By the second quarter of 2020, the retail index 
had fallen to 89 points, its lowest level to date.  
It then flatlined at a below-average level up to 
and including the first quarter of 2021. A figure 
above 100 points indicates an above-average 
reading. “The strong increase now measured 
shows that we’ve left the challenging lockdown 
times behind us, and that both consumers and 
retailers now have a much more positive out-
look,” said Olaf Janßen, head of Real Estate  
Research at Union Investment.
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EUROPE’S RETAIL MARKETS 
EMERGING FROM CRISIS: 
RETAIL ATTRACTIVENESS 
INDEX (GRAI) SHOWS CLEAR 
SIGNS OF RECOVERY 

Returning optimism is reflected in the index’s 
two sentiment readings. Consumer sentiment 
and retail sentiment both increased by 21 points 
over the course of the year, taking them back 
into above-average territory at 109 and 110 
points, respectively. The labor market continued 
to be a source of major support in the third quar-
ter (120 points; minus five points), as did retail 
sales (117 points; plus five points).

Compared to the third quarter of 2020, the index 
strengthened across all 15 European countries 
covered. “The changes are mostly in the double-
digit range, highlighting the vigorous recovery 
that is now under way,” said Janßen. The stron-
gest rises over the year were posted in Spain  
(up 23 points), Poland (up 17), France (up 15), 
Portugal and the UK (both up 14). At country  
level, Germany regained its top spot with 125 
points (up nine points), followed by the Czech 
Republic (123 points) and Poland (121 points). 
France occupied fourth place with 114 points. 
Sweden is currently the worst performer, on 98 
points, being outstripped by the UK (104 points) 
and Denmark (102 points).

Like the European retail index, the global retail  
index also reveals encouraging developments in 
the markets under review. Both North America and 
the Asia-Pacific region were digging their way out 
of the crisis in the third quarter. The retail index for 
the North America region climbed to 104 points, 
while Asia-Pacific is still slightly below average at 
97. Each of these regions gained 17 points, thus 
slightly outperforming Europe over the course of 
the year. The retail index for Europe nevertheless 
remains ahead of the two other regional indices in 
absolute terms.

All five of the overseas markets under review con-
tributed to the sharp rise in the global retail index. 
That applies in particular to Canada, which added 
33 points and delivered the strongest performance 
across all the markets covered worldwide. It now 
holds the top slot among overseas markets at 108 
points. Canada is followed by Australia (106 points; 
up 26), the US (104 points; up 15) and Korea (102 
points; up 17). As in the first quarter of 2021,  
Japan continues to bring up the rear at 93 points 
in both the global retail index and the overall rank-
ing, despite seeing a strong increase of 15 points.

ADDITIONAL GRAPHICS CAN BE FOUND ON THE ACROSS WEBSITE AT: 
HTTPS://WWW.ACROSS-MAGAZINE.COM/GRAI/
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SMART SHOPPING, 
SAFE SPACES, AND 
STRONG RESILIENCE
Neinver is celebrating its 25th anniversary and operates 21 centers–17 are 
outlet centers–with 1,600 stores located in Spain, France, Germany, Poland, 
Italy and the Netherlands. Their new Leasing & Retail Director, Joan Rouras, 
talks with ACROSS about the perks of the outlet center concept, possible 
future challenges, and his new role to maximize the performance of their 800 
brand partners.

DESIGNER OUTLETS

IMAGES: NEINVER

ACROSS: JOAN ROURAS–YOU ARE A NEW 
MEMBER OF THE NEINVER TEAM. WHAT 
WILL YOUR DUTIES BE, AND CAN YOU 
TELL US SOME MORE ABOUT YOUR PAST 
EXPERIENCE?
JOAN ROURAS: I will be heading up the Leasing 
& Retail area, where I will oversee Neinver’s  
leasing activities and maximize the performance 
of our brand partners in the 21 centers across  
six European countries we operate in. I previ- 
ously served as Head of International Expansion 
at women’s fashion brand Bimba y Lola. Prior to 
that, I worked at the US fund Crown Acquisitions, 
having formerly held management positions at 
Desigual, Pepe Jeans and Cushman and  
Wakefield, among others.

ACROSS: NEINVER HAS A LONG-STANDING 
TRADITION OF DEVELOPING AND OPERAT-
ING OUTLET CENTERS AND IS CURRENTLY 
CELEBRATING ITS 25TH ANNIVERSARY IN 
THE OUTLET INDUSTRY. IN YOUR OPINION, 
WHAT ARE THE BIGGEST CHANGES THAT 
HAVE TAKEN PLACE IN THE OUTLET 
SEGMENT IN RECENT YEARS?
ROURAS: Outlet centers are a relatively new con-
cept, but one that took off very quickly in the 
space of just a few decades. Gone are the days 
when outlet centers were merely a way for brands 

to offload surplus stock. One of the biggest 
changes is the way in which they have become 
an important channel for brands in their distribu-
tion strategies. For shoppers, outlets are no lon-
ger just about brands, products and price. They 
have evolved into more comfortable and attrac-
tive places to visit and are designed and managed 
with visitor experience and preferences in mind. 
Today’s outlet centers place a stronger emphasis 
on quality, leisure and services tailored to all cus-
tomer types, as well as using new technology to 
make visits more interactive and customized. 

ACROSS: THE ENTIRE RETAIL SECTOR 
HAS BEEN ROCKED TO ITS CORE BY THE 
PANDEMIC, YET MANY OUTLET CENTERS 
SAY THEY HAVE COPED WELL DURING 
THESE DIFFICULT TIMES. WOULD YOU 
AGREE? WHY?
ROURAS: The entire retail sector has indeed 
been hit hard by the pandemic, and the outlet  
industry was no exception, but it has proved to 
be resilient. Shoppers want to go back to physi-
cal shopping, but they are also more price con-
scious, something which benefits the “smart 
shopping” concept of outlet centers. Safety has 
become an all-important factor, and given that 
many outlet centers are open-air properties, 
many shoppers see them as a safer option.  

Turnover rent models have also proved to be  
effective. These leasing structures are a win-win 
for both landlords and retailers, as brands gain 
the support they need in order to boost the value 
and performance of each center. Looking specif-
ically at our outlets, they are all located in dense-
ly populated catchment areas, so they are more 
resilient in the face of lower tourist arrivals, and 
this has been really key during the pandemic.

ACROSS: WHEN IT COMES TO BRANDS, 
WOULD YOU LIKE TO SHARE ANY NEWS 
OR HIGHLIGHTS FROM THE CENTERS YOU 
ARE PARTICULARLY PROUD OF?
ROURAS: I am immensely proud of the support 
we have given to our brand partners and how we 
have managed to successfully maintain stable oc-
cupancy rates across our portfolio, despite these 
challenging times. We have secured new anchor 
brands in the past year, such as Hugo Boss, 
Lacoste, Puma, Intrend, Karl Lagerfeld, Swarovs-
ki, Roberto Cavalli, Roberto Verino, the Official 
Real Madrid Store–the first to enter an outlet 
center–to name but a few. We also successfully 

signed a number of interesting leases for Amster-
dam The Style Outlets, which opened in the mid-
dle of the pandemic. Even during the lockdown, we 
were able to continue to increase occupancy at this 
brand-new outlet. We are at 85% occupancy and 
we target to be close to 90% by the end of this year. 

ACROSS: IN LIGHT OF RECENT DEVELOP-
MENTS IN THE ONLINE RETAIL SECTOR,  
DO YOU BELIEVE THAT OUTLETS ARE  
MORE RESISTANT TO THIS KIND OF  
COMPETITION?
ROURAS: The outlet industry is less affected by 
the increase in online sales, which have had a 
bigger impact on more traditional retail seg-
ments. While commercial appeal remains a key 
component of outlet centers, changing con- 
sumer habits, as well as discounts both online 
and on the high street, have pushed outlet  
centers to broaden their value proposition, evolv-
ing from a simple shopping venue to an experi-
ence led destination and shoppers see the strong 
value proposition at our centers and are attract-
ed by the concept.

JOAN ROURAS  

Leasing & Retail Director  
at Neinver
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ACROSS: IS NEINVER PREPARING ANY IN-
NOVATIONS IN THE NEAR FUTURE TO FUR-
THER ITS DIGITIZATION? COULD YOU TELL 
US A LITTLE MORE ABOUT THESE STEPS?
ROURAS: The transformation of traditional retail 
has definitely encouraged us to embrace new 
strategies and accelerate the rollout of new digi-
tal tools to meet new consumer expectations and 
support our brand partners’ strategies. One of 
our investments is focused on consumer and 
market knowledge, using innovative tracking tools 
to better understand how our customers move 
and shop within our centers; we are also working 
on a brand-new loyalty scheme to maximize  
consumer knowledge and allow us to offer exclu-
sive, personalized and relevant content, as well 
as benefits to our customers. We are also about 
to launch new websites, which will update our 
digital-savvy shoppers with our latest offers.  
During the lockdown we have introduced virtual 
shopping across our entire portfolio, working 
closely with our brand partners, and we are  
developing new virtual services, such as appoint-
ment booking tools and click and collect ser- 
vices, which will be launched in the near future.

ACROSS: WHAT ARE THE BIGGEST CHAL-
LENGES FACING THE OUTLET SECTOR IN 
THE FUTURE?
ROURAS: The pandemic has accelerated certain 

existing trends within the outlet industry, but it 
has also brought new challenges. Some brands 
have been forced to reduce production due to 
market uncertainty and fall-offs in demand, and 
this is going to cause a major challenge in the 
short term as their inventories are reduced.  
Also, some retail brands, with strong seasonal 
component, might decide to turn into new  
formats depending on their productivity ratios. 
Savvy outlet center managers will really need to 
use their creativity and look into new solutions to 
deal with this challenge.

Covid has further highlighted the role that shop-
ping centers play in their local communities. They 
represent a safe, clean, and fun environment for 
consumers to socialize, shop, dine, meet friends 
and enjoy truly unique experiences. We need to 
keep looking at how we can best engage with our 
communities, supporting them whilst also creat-
ing growth opportunities for our business.

Sustainability will increasingly become a key stra-
tegic priority for brands, and we will see greater 
investment in sustainable practices. As opera-
tors, we must support our brand partners in this 
area, raising the visibility of their sustainable 
products, offering them information on con- 
sumer habits regarding sustainability, or helping 
them to roll out new store concepts.

DESIGNER OUTLETS

Amsterdam The Style Outlets amounts to 19,000 sq m GLA and has a 
catchment area which includes the four big cities Rotterdam, Hague, 
Amsterdam and Utrecht.  

Vicolungo The Style Outlets has 150 shops on 34,200 sq m 
GLA after expansions and renovations in 2008 with a 
catchment area of 11.4 million people. 

Let’s grow with SES.
Appealing retail locations attract not only 
customers, but also expansive retailers looking 
for the best locations. SES operates 30 prime 
shopping destinations in 6 European countries.

www.ses-european.com
Connect with the Spirit of Retailing. Connect with us.
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WE LIVE IN A COMPLEX 
WORLD–NEW CHALLENGES 
ABOUND FOR RETAIL PARKS

BY VIKTORIA ZVACHTOVA & REINHARD WINIWARTER, IMAGES: MEC

One thing can be said with certainty: Retail parks, 
in particular, have proven to be crisis-proof loca-
tions during the pandemic. This asset class is one 
of today’s most exciting areas. ACROSS had the 
opportunity to conduct a detailed interview with 
the management of MEC (Metro-ECE Center 
Management) on the occasion of its 10th anni-
versary. MEC has intensively managed this asset 
class for 10 years and has played a major role in 
shaping it, especially in Germany.

ACROSS: WHAT MOTIVATED YOU TO FOUND 
MEC 10 YEARS AGO?
CHRISTIAN SCHRÖDER:  The last 10 years have 
gone by quickly, and I have been an MEC man-
ager from the very beginning. So, it is nice to 
start by taking a look back at a time like this.  
The strategic reason behind why MEC was found-
ed was relatively obvious. Two well-known play-
ers at the time, ECE and Metro Properties, the 
real estate subsidiary of Metro AG, were con-
cerned with the following question: “How can we 
develop a joint business based on the assets 
available in the company?” Metro Properties’ 
portfolio consisted of large retail parks and hybrid 
malls, while ECE contributed real estate expertise 
in the management of shopping centers. From 
this, a management company was forged in the 
form of MEC, which deals specifically with the  
retail parks asset class.

ACROSS: FROM YOUR POINT OF VIEW, 
WHAT HAS CHANGED THE MOST IN THE  
RETAIL PARK ASSET CLASS?
SCHRÖDER: You have to consider this with three 
perspectives in mind. On the one hand, we have 
the consumer, on the other hand, the tenant,  
and then there is also the owner. Depending on 
the perspective from which you look at the prop-
erty in question, there are different aspects.  

One important issue is that consumer behavior 
has evolved. The demand for quality, choice,  
service orientation, convenience, and availability 
has increased enormously. Online retail has also 
permanently changed consumer behavior. If you 
take a look at the tenant side, you can see enor-
mous developments in the food sector, in partic-
ular, in terms of goods presentation, the product 
range, and services. Finally, from an investor’s 
point of view, retail parks, in particular, have  
developed from what were originally, let us say, 
“hidden stars” into very lucrative investments.

ACROSS: MEC HAS BEEN INTENSIVELY  
INVOLVED WITH RETAIL PARKS FOR 10 
YEARS. IS THE COMPANY CONSIDERED  
A PIONEER IN GERMANY?
SEBASTIAN KIENERT: As far as the development 
possibilities of retail parks are concerned, we had 
a certain idea or rather a “good feeling” 10 years 
ago, but in the end, the expectations were actu-
ally significantly exceeded. It was the right time 
for this joint venture, and a lot has changed since 
then. The product was not as present in the mar-
ket at that time. MEC has made a significant con-
tribution to helping establish this asset class and 
to helping shape the market. Therefore, yes–we 
also see ourselves as a significant contributor to 
shaping this asset class in Germany.

SCHRÖDER: Of course, we do not want to do  
injustice to the other market players in the seg-
ment. There were already well-known companies 
in the run-up that were very successfully involved 
in this business segment. However, the decisive 
point is this: The entry of ECE and Metro AG into 
this joint venture has significantly increased  
attention and perception. This class has also  
increasingly become the focus of investors, 
which, of course, also have very clear economic 

CHRISTIAN SCHRÖDER  

COO of MEC

SEBASTIAN KIENERT

CFO of MEC

backgrounds and interests. Their return expec- 
tations when investing in specialist stores and  
retail parks play a key role here.

ACROSS: WHY HAVE RETAIL PARKS BECOME 
A TRUE “INVESTOR’S DARLING”?
SCHRÖDER: There are two views on this, too.  
On the one hand, there are the economic devel-
opment opportunities, and on the other, there is 
simply the question of alternatives. Which chan-
nels do I invest in at the end of the day? The sub-
ject of “retail parks” has emerged as an attrac-
tive alternative. When we started, the first 
properties were sold at a factor of 14-15. Today, 
we are at 20-22. That alone shows what positive 
economic performance was and is at those prop-
erties. In other words, the growing interest has, 
of course, significantly increased sales prices. 
That is certainly one of the main reasons why 
people have become so aware of this asset class.

KIENERT: In addition, specific uncertainties have 
also come into play in other retail classes. If you 
look at shopping centers, for example, con- 
sumer behavior has changed and online retailing 
is on the rise. That has put pressure on many  
tenants at shopping centers, in particular.  
Accordingly, the risk has increased, especially for 
such properties. In this context, retail parks, or 
hybrid malls, with a strong local supply character 
are currently much stronger, more crisis-resis-
tant, and better anchored in the market. Food re-
tailing, in particular, and the associated local  
supply are developing very positively. This is used 
as a key factor for risk diversification. In this con-
text, retail parks are currently ahead.

ACROSS: WHAT HAS MADE RETAIL PARKS, 
IN PARTICULAR, SO STRONG DURING THE 
PANDEMIC?
SCHRÖDER: The pandemic has shown that some 
of the developments we see today started much 
earlier. The pandemic was a trend accelerator. 
Let us take a look at developments in the fashion 
retail sector in Germany, for example. Not only 
have we seen stagnation in total sales over the 
past decade, but ultimately even a decline. Of the 
total retail sales in 2020 of over 570 billion euros 
in Germany, around 200 billion euros come from 
food retailing. That means that food retailing is, 
by far, the largest single segment in the retail  
sector. Food retailing, in particular, acts as a 
dominant anchor for retail parks. This makes  
retail parks so strong. True to the motto “People 
always eat!”, strong food retailers are, therefore, 
also strong and stable anchors–and strong food 
retailers are an important building block for  
success at all our centers.

ACROSS: WHAT OR WHO HAS CHANGED RE-
TAIL PARKS THE MOST IN RECENT YEARS?
SCHRÖDER: Customers’ expectations of the 
convenience of locations have risen sharply.  
In the past, a retail park had a very strong func-
tional focus. Now, additional components are  
being added, such as quality of stay, service,  
or even new aspects like electromobility.  
Ten years ago, those areas were talked about less 
or hardly at all. As a result, nowadays, there is a 
need to organize properties differently–in a much 
more customer-oriented way. The customer is, 
therefore, the strongest driver of change and  
further development.

ORO shopping center in Schwabach was opened 
in 1975 and has 29,700 sq m of retail space.

EDU retail park has a sales area of 49,600 sq m with a Real hypermarket occupying 
around 20,000 sq m of the total floor area.
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KIENERT: It is also exciting to see that con- 
sumer behavior is currently changing as a result 
of the coronavirus. We are moving away from  
experiential shopping in the direction of con- 
venience shopping. Attributes such as “good ac-
cessibility”, “clarity”, “cleanliness”, and “simplic-
ity” are increasingly moving into the consumers’ 
focus. To sum up: It is all about the good offer for 
weekly shopping. Demand-oriented shopping is 
currently very much in focus. However, I am also 
sure that there will continue to be a desire and 
need for experiential shopping. It will be a ques-
tion of clear location positioning in order to be 
able to serve the various customer needs.

ACROSS: AS CUSTOMER DEMANDS IN-
CREASE, SO DO LOCATION COSTS. ARE  
RETAIL PARKS SUFFERING AS A RESULT  
OF THIS DEVELOPMENT?
SCHRÖDER: We see our environment becoming 
increasingly complex. This results in constantly 
increasing demands on real estate. Our task, as 
we see it, is to position the retail parks that we 
manage as stable long-term investments for our 
customers. Consequently, the cost issue is a 
challenge that has to be considered with custom-
er satisfaction and future investments in mind, 
and it is a challenge that must be overcome.  

If the goal is to continue to operate a functioning 
retail property in 2040, then we must also be will-
ing to make the necessary investments.

ACROSS: “MIXED-USE” AND “PLACE- 
MAKING” ARE THE BUZZWORDS OF THE  
INDUSTRY. DOES THIS APPLY TO RETAIL 
PARKS AS WELL?
SCHRÖDER: This topic should clearly be viewed 
in relation to the location. What opportunities are 
there at a specific location? It may be that  
certain areas are no longer in such high demand, 
e.g., in the fashion sector, because it has become 
more susceptible to online sales. What do I do 
with the space then? Why not think about  
whether topics such as workspace or housing 
would be more beneficial to the location? As a 
matter of principle, one should always take a very 
close look at where overarching development 
trends are heading and what that means in con-
crete terms for the respective location. To do 
that, you need to dovetail various disciplines, 
such as local management, leasing, location and 
urban development, and consumer research. 
Bringing all those disciplines together leads to 
good solutions. That will also be the challenge of 
the future for MEC: the intelligent, interdisciplin-
ary project development of existing real estate.

ACROSS: HOW DO INVESTORS FEEL ABOUT THESE “MIXED 
APPROACHES”?
SCHRÖDER: Investors are also aware of these developments. There 
is no future in only continuing to do what was done in the past. In the 
worst case, a vacant property is not a sustainable investment. The 
use of a property depends on the need. In many cases, this also has 
something to do with investments or with larger structural changes 
at the property. In addition to that, there are also many other aspects. 
Ultimately, it is complex, but with foresight and sustainability in mind, 
it can definitely be the right decision to think outside the box. From 
an ecological point of view, an already sealed area does not change 
if you build further up, for example. It retains the same spatial foot-
print. If we want to achieve our climate targets, it will, of course, also 
require the commitment of investors to work on such solutions.

ACROSS: ONLINE SHOPPING CONSUMER TREND – ARE RE-
TAIL PARKS MORE RESISTANT TO THE ONLINE RETAIL SECTOR?
KIENERT: Due to our industry and tenant mix, we are definitely 
more resistant. As far as online affinity is concerned, there are 
strong differences between the sectors. The textile industry is cur-
rently having an incredibly hard time in stationary retail; online 
shares are rising rapidly. It is a different story in food retailing. There 
is overall growth there; the same is true in the online sector, but 
even more so in stationary retail. That is why our properties, with 
their strong local supply characteristics, are also more resistant. 
For me, this also opens up a discussion about sustainability and the 
social fabric: Do we really want to order everything online in the fu-
ture? Or does it not, perhaps, make more sense to support local re-
tail and not require postal workers to deliver packages and plastic 
to your home multiple times?

ACROSS: DO YOU USE ONLINE MARKETING TOOLS FOR 
CUSTOMER RETENTION?
KIENERT: When it comes to apps and the like: no. However, we are 
keeping a close eye on developments. Here, too, the question re-
volves around what the added value is for the customer. Of course, 
we operate websites and use social media. That is where the most 
important information, such as addresses and opening hours and, 
above all, the offers of our tenants, can be found. Those are abso-
lute must-haves and have become the industry standard.

SCHRÖDER: The business as such is, of course, done by the retail-
ers at our almost 80 retail properties. Any retailer who wants to be 
successful in the future must be able to play on all sales channels. 
To do that, retailers need the appropriate tools. That is then up to 
the companies’ own marketing teams. Our task as operators is to 
ensure that the infrastructure at each location functions perfectly. 
Tenants have to be able to find everything they need to do their busi-
ness in the best possible way and ensure that customers can shop 
comfortably and according to their ideas. That is our primary task.

The TEC shopping center covers a 
20,000 sq m sales area, is located 

in Erfurt, and counts 43 different 
tenants, with Real serving as one of 

the anchor tenants.
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ACROSS: HOW DO YOU PURSUE MARKET-
ING STRATEGIES, AND WHO FUNDS THEM?
SCHRÖDER: A retail park is a product like any 
other. If I want to communicate a product’s ad-
vantages, I need the appropriate content and 
channels. That is why we try to establish the sites 
we operate as brands. What do you communi-
cate? We have the location advantages of a retail 
park, such as a wide range of products, uniform 
opening hours, and good functionality. Therefore, 
it is primarily about great reliability for the con-
sumer. The budget required for this is a mixture 
of tenant financing and owner subsidies.

ACROSS: HOW HAS YOUR SERVICE PORTFO-
LIO CHANGED OVER THE PAST 10 YEARS?
SCHRÖDER: Today, we claim to be able to pro-

vide our customers with services along the entire 
life cycle of the property. That begins with the pur-
chase of a property, at which point we provide 
consulting support as needed. This continues with 
“state-of-the-art operations” during the operating 
phase, through to solutions for the need to change 
the property and support for possible changes in 
use or the implementation of new concepts. This 
also includes construction services and project 
management. In the case of a disinvestment, the 
provision of data rooms up to, in a positive sense, 
the liquidation of the object in the context of a 
sale. This comprehensive approach prevents in-
terfaces. Every interface results in a loss of infor-
mation and communication effort and, therefore, 
also economic disadvantages. We are convinced 
that a large part of our success at the end of the 
day lies in coordinating different processes in 
such a way that all the cogs mesh.

ACROSS: WHERE IS THE JOURNEY HEAD-
ING? WHERE DOES THE FUTURE OF RETAIL 
PARKS LIE?
KIENERT: Digitalization is a very important top-
ic. The world will become more and more com-
plex, and the requirements will continue to in-
crease. At the same time, we see that investors 
are under growing pressure due to market condi-
tions, including the impact of the coronavirus. 
That means our responsibility as operators is to 
become more and more efficient. Therefore, dig-
italization will be present in all areas. MEC is in-
vesting very heavily in the digitalization of a wide 
range of areas. Our challenge is to “be and re-
main master of this increasing complexity”.

SCHRÖDER: Demand for retail parks will remain 
at a high level. We want to further expand our role 
in this segment. However, company size is not 
the only benchmark. We want to use our exper-
tise to grow through additional mandates and 
new customer relationships. In the future, we will 
only be able to meet the multifaceted require-
ments previously mentioned if we have the expe-
rience and management know-how gained from 
managing a large portfolio. In addition, a reason-
able cost structure and, above all, creativity in the 
development of properties is necessary. The add-
ed value of this synergy will be in demand more 
than ever in the future.

MEC has doubled its 
locations over the 
past decade and 
now has more than 
75 commercial 
properties in its 
portfolio in Germany.

IT IS TIME FOR SHOPPING 
CENTERS TO EMBRACE  
E-COMMERCE
A digital marketplace is an indispensable integration element for shopping 
centers, as Peter Tonstad, CEO of Placewise Group and Member of the 
Across Advisory Board, explains. His insight solidifies the inescapable fact 
that digitalization and innovation are necessary to keep pace.

ACROSS: WHAT IS YOUR OPINION REGARD-
ING THE DIGITALIZATION OF THE SHOPPING 
CENTER INDUSTRY IN GENERAL?
PETER TONSTAD:  Digital is becoming more and 
more strategic in the industry, and that is also a 
result of the experiences that have occurred  
during the pandemic. Over the last few years, 
there has been a lot of focus on digital. If you 
went to any kind of industry conference, the typ-
ical program was dominated by digital topics. 
There have been a lot of omni-channel and big 
data discussions. However, there is certainly a 
gap between ambition and plans versus actual 
execution in the market–most things have hap-
pened on the tenant side, not at the shopping 
center level. During the pandemic, all digital 
trends have been accelerated. It is more evident 
than ever that shopping centers will become a 
combination of the physical marketplaces that 
they are today and digital marketplaces.  
The global estimate for the e-commerce share of 
retail spending is 18 %, so the majority is still held 
by physical retail. Everyone expects the share of 
e-commerce to grow, but they expect there to be 
a combination of physical and digital, which is 
the solution most are now betting on–not one or 
the other. Look at players like Amazon: They are 
now opening department stores–a format that 
has recently been written off by most of the  
industry. Furthermore, when looking at the dis-
tribution of e-commerce sales, it is marketplac-
es that now represent the biggest share, and that 
is good news for shopping centers.

ACROSS: HOW WILL E-COMMERCE BECOME 
A NATURAL PART OF SHOPPING CENTERS?
TONSTAD: We believe all shopping centers that 
have more than 20 tenants will become a combi-
nation of a physical and digital marketplace. It is 
imperative for shopping centers to become part 
of the e-commerce economy; otherwise, your 
business will decline in the upcoming years. I do 
not think any owner of retail real estate will sit by 
and accept the fact that e-commerce is grabbing 
a bigger and bigger share of retail and not try to 
be a part of it. All e-commerce spending today is 
typically between retailer and consumer–the 

PETER TONSTAD 

CEO of Placewise Group 
and Member of the 

Across Advisory Board: 
“In our initial analysis, 

40% of transactions 
included more than one 

retailer represented in the 
shopping cart. That is a 

very important KPI to 
keep an eye on.”
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shopping center is excluded from the equation.  
It is crucial that shopping centers quickly evolve 
towards bridging the gap between zero revenue 
from e-commerce to the current global level of 
18% of consumer retail spending. Moreover, since 
shopping centers can generate a revenue share 
from e-commerce over time that is equal to the 
overall split between physical and digital retail, the 
shopping center is, by definition, future-proof. In 
terms of future consumer preferences, they will 
be able to achieve a balance between physical 
and digital shopping. I believe this prospect should 
be on the agendas of all boardroom meetings 
across the industry. If I owned a shopping center, 
I would not sleep well at night until I knew my  
center had the potential to become part of the  
e-commerce economy.

ACROSS: HOW SHOULD ONE START?
TONSTAD: Firstly, it is important to recognize the 
competitive advantages shopping centers have in 
the e-commerce space. Last mile delivery is a 
pain point for anyone involved in e-commerce, 
and an even bigger challenge lies is the growing 
level of returns. Within fashion, e-commerce  
marketplaces are reporting more than 50% of  
returns from all sales, and 10% of the returns end 
up as breakage or waste. That is not sustainable 
from an environmental or financial perspective. 
Leveraging the local inventory that is at the shop-
ping center is a great contributor to solving these 
challenges. Consumers have more and more rea-
sons to go to a shopping center for services,  
entertainment, and dining, so why not combine 
that with fulfillment of e-commerce shopping? 
However, to take a step back, it all starts with cre-
ating a direct digital relationship between the 
shoppers and the shopping center, and that is 
what we have been doing for our clients for many 
years via our Customer Data Platform and digital 
programs. The question on day one is: What is 
your digital reach? Very often, if we start working 
with a new client, that number is more or less 
zero. If you measure unique visitors over the 
course of a year, how many of those visitors are 
in your database? The number of digital profiles 
should then be seen in relation to your unique  
visitation over 12 months. Across our global client 
base, consumers visit their shopping centers 1.15 
times per week on average. That number can be 
used to calculate your unique visitation. The best 
way to kick off a digital program is to offer shop-

pers high-quality benefits and rewards with the 
highest possible monetary value. Typically, those 
will be in the form of exclusive discounts and  
offers from the tenants. The digital reach that is 
accumulated over time will be the primary  
channel for marketing the e-commerce offering. 
On average, our clients have 30% of their annual 
physical visitation in their database.

ACROSS: WILL THAT LEAD TO THE NEGLECT 
OF PHYSICAL RETAIL?
TONSTAD: No, not at all. It is the combination of 
physical and digital that is interesting. Again, look 
at what the pure play e-commerce vendors are 
doing right now. They are looking towards physi-
cal retail, and that is still where 80% of the money 
sits. I recently read that the costs for online  
conversions increased by 40% last quarter. That 
makes physical conversions more competitive, 
and that trend is expected to continue. It is also 
interesting to look at how digital adds a new  
dimension to the tenant versus shopping center 
relationship. We want to enable our clients to 
serve their tenants in digital channels as they do 
in the physical space, which means they can  
deliver shoppers and transactions directly from 
digital channels to the benefit of the tenants.  
It has become a parallel business model for the 
shopping center. Again, the combination of phys-
ical and digital is what is so interesting.

ACROSS: HOW MUCH ARE THE INVESTMENT 
COSTS?
TONSTAD: It always depends on the scope, and 
the scope typically differs from one shopping cen-
ter to the other. Our definition of a shopping cen-
ter as a digital marketplace includes integration 
with retailers for product and inventory data, a 
consolidated storefront for all retailers, and the 
ability for customers to make cross-retailer pay-
ment and bundled delivery or pickup. A basic mar-
ketplace solution starts at €30,000 for the first 
year, and further investment depends on how 
many tenants are part of the scope.

ACROSS: HOW IS KUBEN CENTER 
PIONEERING THIS STRATEGY?
TONSTAD: Kuben Center in Honefoss Norway is 
our launch client for what has been defined as the 
world’s first fully-integrated digital marketplace for 
a shopping center. It is owned by Scala Property, 
which is a very forward-looking and innovative 

owner. Together with Kuben, we can test concepts live with both 
shoppers and tenants. Their starting point was very attractive,  
because, in their digital consumer database, they have a reach that 
equals roughly 50% of their defined catchment area. That is the  
perfect launch channel for a digital marketplace. Placewise and our 
partners have been working on the technology side of this product 
for quite some time. Together with Scala, we have approached  
retailers to get them on board. The vast majority of the retailers, 
roughly 90%, have been very positive with respect to the initiative–
some of them even expect the same from their respective shopping 
centers. After securing their buy in, it is now all about technical  
integration in order to get access to product and inventory data.  
That part is complex and should not be underestimated, and there 
are typically as many data formats to relate to as there are retailers 
in the marketplace. All involved parties have a long-term view with 
regard to the project, and it is understood that it will take time to for 
consumers to adapt.

ACROSS: WHAT ARE THE NEXT STEPS?
TONSTAD: In the commercial phase, it is about optimizing the set-
up in terms of sign up and check out, product presentation, anything 
that creates consumer engagement, and optimizing the entire  
marketing flow to increase conversions over time. In terms of the  
industry, there are roughly 90 discussions going on across the  
market about similar kinds of projects. Right now, we have a start-
ing point in the US as well, a shopping center called Corners of 
Brookfield. Our scope primarily involves the integration of product 
feeds, because, up to this point, there have been many e-commerce 
versus shopping center initiatives. We have participated in many of 
them. In the end, they often serve as more of an affiliate relationship 
builder. This is the first time that it is a true, consolidated, cross-re-
tailer marketplace, and that is the attractive element for customers.

ACROSS: WHY SHOULD SHOPPING CENTERS ENGAGE IN 
THE HIGHLY COMPETITIVE E-COMMERCE SECTOR?
TONSTAD: In short, they have the competitive advantage of being 
the fulfillment hub of the respective catchment area, and they offer 
solutions to the big e-commerce challenges related to last mile  
deliveries and returns. Overall, I do not see not engaging in e-com-
merce as an option as that would result in a decline in shopping cen-
ter sales, thereby enabling the e-commerce share of retail spending 
to grow.

ACROSS: HOW PREPARED ARE RETAILERS FOR THIS  
EVOLUTION?
TONSTAD: Making your product feeds available via APIs for multi-
ple e-commerce channels or marketplaces has become a big thing. 
Despite the increase in competition, I would say this evolution is 
great for shopping centers, because there are more channels sell-
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ing retailers’ products. In reality, the majority of 
retailers do not have an open feed available.  
In these projects, we have to work tenant by ten-
ant, which obviously creates a big bottleneck.  
A digital product feed combined with an accurate 
inventory feed is often not available. You can  
divide all retailers into different categories: ready 
to go immediately, need to do some mending of 
the product feed, need to do some manual work, 
and so on. Then, you typically start where access 
is easiest, and you work your way through the  
funnel over time.

ACROSS: WHAT ARE THE CONCRETE GAINS 
IN TERMS OF THE IMPLEMENTATION OF A 
DIGITAL MARKETPLACE?
TONSTAD: If you open a digital marketplace, there 
is no guarantee that everybody will immediately 
flock to that offering–consumers already have a 
wide range of choices. You need to start market-
ing and positioning the digital marketplace.  
It takes time to build consumer knowledge and 
create new habits, which means it also takes time 
to get conversions or transaction volumes that  
really have an impact on sales. Our target remains 
the same: We would like to see our individual  
clients reach a level of 10% of total sales over a 
period of three years, from the day it is commer-
cially launched. The value to the shopping center 
and the tenants goes beyond pure online conver-
sions. It provides a great presentation of the con-
tent of the shopping center to shoppers who plan 
to shop at physical stores directly. The “search-
able mall” is not a new concept, but this is the 

first time the prospect of being able to replicate 
the contents of a mall in a digital marketplace is 
actually coming together.

ACROSS: WHAT ARE SOME EXAMPLES OF 
VISIBLE MARKETING AT A GIVEN LOCATION?
TONSTAD: Typically speaking, marketing assets, 
such as stickers on walls, floors, and windows. 
Then, ideally, advertising is available in the individ-
ual retailer stores and there is a very attractive  
location for the central pickup point, which should 
be well branded. This requires employees to then 
pick up inventory or products from retailers and 
bring them to the central fulfillment or pick-up 
point. Branding of the digital marketplace in the 
physical shopping center is crucial. When walking 
around, it should be impossible to go without  
noticing that there is a digital marketplace offer-
ing as well. However, the actual driving of conver-
sions happens in the digital space, so you need to 
market towards the database and all available  
digital channels, including the center website and 
social media.

ACROSS: WHAT EFFECT DOES THAT HAVE 
ON PURCHASING HABITS AND  
OPERATIONS?
TONSTAD: It is one thing to generate traffic to the 
e-store or marketplace and another to get actual 
checkouts. There is a lot of interest in checking 
out the offering–online marketing is currently  
driving 60% of conversions to visit the market-
place. In our initial analysis, 40% of transactions 
included more than one retailer represented in the 
shopping cart. That is a very important KPI to 
keep an eye on, as cross-retailer purchases are a 
key value add for a marketplace.

We have all seen what happens in retail when we 
fail to keep pace with changing consumer behav-
ior and preference, and technology has increased 
the velocity of that change. What may appear to 
be an interesting future vision can quickly become 
an expectation, and, in hindsight, an obvious evo-
lution. The issue of e-commerce versus shopping 
centers is not the type of evolution in which the 
majority can lean back and wait to see how the  
innovators perform. Success is only guaranteed if 
the whole industry engages. As the saying goes: 
“The best time to plant a tree was 40 years ago. 
The second-best time is today.”

Placewise has 
launched a beta 
project at Kuben in 
Honefoss, Norway, 
which the company 
regards as the first 
fully-integrated 
digital market place 
within a shopping 
center.
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DEAR READER, 
Over the past year, we witnessed challenges that affected nearly every branch in  
retail business with temporary shutdowns. This put the spotlight on the future of  
traditional retail formats. Certainly, retail parks have gained more attention than  
before, as their success creates more interest among international retailers and  
investors.

“A European market leader as a provider of office and retail properties 
across our region in recent years.”

Visitor frequency in our STOP SHOP retail parks has quickly returned to and even  
surpassed the pre-crisis level: Over all STOP SHOP locations, visitor frequency has  
increased by 5 % from May 2019 to May 2021.

Our STOP SHOPs are a cost-efficient, high-yielding and crisis-resilient retail format. 
High standardization allows us to offer our tenants attractive rents and operating 
costs. Another important factor is our concentration on low-cost convenience 
products, which are very popular with consumers in difficult economic times.  
Additionally, retail parks allow visitors to enter the shops directly from the parking, 
thus avoiding additional contact points. All of this makes the retail parks more  
attractive compared to other investment opportunities in this field.  

It is these strengths that made us a European market leader as a provider of office 
and retail properties across our region in recent years. The combination of all 
these experiences adds drive to our expansion of STOP SHOP: We are aiming for 
an increase from currently more than 100 to 140 STOP SHOP locations. To this 
end, we are looking for locations and projects. 

A very recent and brilliant example for this approach is our first retail project in  
Italy: The country’s retail sector is swiftly recovering and offers huge opportunities 
for us as a quick mover.

The goal of this special issue of ACROSS is to introduce you to our crisis-resilient 
retail park concept and answer questions on the future of retail business. I hope 
you will enjoy these insights and backgrounds on recent and future projects.

Yours sincerely
Dietmar Reindl
COO Immofinanz
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STOP SHOP is the IMMOFINANZ brand for retail parks 
in Central and Eastern Europe: International and local 
suppliers for everyday needs with catchment areas of 
30,000 to 150,000 inhabitants. Easy and convenient 
shopping with comfort is the main focus. STOP SHOP 
retail parks are focused on price-conscious “smart shop-
pers” who value easy accessibility and, especially in 
times like these, direct access to the stores from the 
parking areas which allows for a lower number of con-
tacts with other people. The concept has been designed 
to work across several countries and has proven to be 
stable even in times of a pandemic.

WITH MORE THAN 100 LOCATIONS AND  
MORE THAN 720,000 SQ M, STOP SHOP IS 
REPRESENTED IN 10 COUNTRIES (AUSTRIA, 

STOP SHOP– 
A MARKETPLACE 
FOR ALL

ITALY, HUNGARY, POLAND, SLOVAKIA,  
CZECH REPUBLIC, SLOVENIA, SERBIA, 
ROMANIA AND CROATIA).

STOP SHOP consistently uses a standardized visual ap-
pearance. This guarantees high recognition value at all lo-
cations in all countries. The orientation of STOP SHOP has 
a clear focus: The customers! Due to their design, clearly 
defined architecture, and special services such as green 
spaces, children's playgrounds, nappy-changing rooms 
and Wi-Fi, the specialist stores score particularly well with 
the target group. Among consumers, the STOP SHOP 
brand stands for a clear and smart alternative to crowd-
ed, and often "more expensive" and "time-consuming" 
shopping centers in the city. For tenants, the combination 
of these parameters represents an optimal environment.

IMAGES: IMMOFINANZ

THE SUCCESS OF STOP SHOP IS BUILT ON SEVERAL CLEARLY DEFINED STRENGTHS:

• 20,000 sq m of GLA across all locations
• Many parking spaces and good public transport connections
• Wi-Fi available across the locations
• Playgrounds for kids
• Attractive culinary offer
• High functionality with an attractive tenant mix of international and national retailers
• High recognition value through standardized architectural features 
• Consistent brand management  
• Sustainable management, based on our sustainability strategy

84 ACROSS 4| 2021 4 | 2021 ACROSS 85



Looking at STOP SHOP's expansion strategy, Dietmar Reindl, COO of IMMOFINANZ, has a clear goal:

In 2021, IMMOFINANZ acquired a retail park in northern Italy and as such stepped into a market with enormous growth 
perspectives. The current STOP SHOP portfolio comprises the following locations:

STOP SHOP IS EXPANDING– 
IMMOFINANZ IS LOOKING FOR 
LOCATIONS AND PROJECTS

“Our plans include an increase to 140 STOP SHOP locations over the medium-term, 
while we intend to focus on our markets in CEE, Southeast Europe, Austria, and 

selective entries into other Western European countries.“ 

IMAGES: IMMOFINANZ

Slovakia (16 STOP SHOPs) 
Slovenia (14) 
Hungary (14)
Serbia (14)
Austria (13)  
Czech Republic (12)
Poland (10) 
Croatia (4)
Romania (1)
Italy (1)

IMMOFINANZ'S REQUIREMENTS PROFILE FOR NEW STOP SHOP LOCATIONS:

• Catchment area combining the purchasing power of 30,000 to 50,000 people
• Size starting from 7,000 sq m GLA
• Wherever possible, a supermarket is part of the local shopping portfolio 

CONTACT:

STEFAN FRÖMMEL
Head of Transaction 

Wienerbergstrasse 9
1100 Vienna
Austria

PHONE: +43 699 1685 7442
MAIL: stefan.froemmel@immofinanz.com
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"WE ARE LOOKING FOR 
NEW LOCATIONS ALL 
OVER EUROPE"

ACROSS: WHAT IS THE FUNDAMENTAL STRENGTH 
OF STOP SHOP AND WHAT MAKES IT SO SPECIAL?
DIETMAR REINDL: We manage 100 retail parks under 
our brand, consistently following a very strong and strict 
concept.  In contrast to individual investors who set up  
retail parks for investment purposes, we put enormous 
effort into a professional, cross-border overall concept.  
I think this is precisely where our strength lies.

ACROSS: WHY HAVE THE STOP SHOP LOCATIONS 
COME THROUGH THE CRISIS SO WELL?
REINDL: Basically, it is the smart and simple things that 
work well in the long term. And STOP SHOP is both smart 
and simple–in the most positive sense of the word.  
Good and easy accessibility, a great branch mix consist-
ing of affordable and well-known retailers, a lot of space 
as well as useful services. All this adds up to success.  
In addition, Covid has established a kind of skepticism 
about staying indoors for long periods of time. The solu-
tion is the STOP SHOP concept where each store has its 
own direct access from the outside. Useful services round 
this up: For instance, a playground or canopies so that all 
stores can be reached on dry feet even in bad weather; 
high-quality toilets with nappy-changing facilities (still 
unique for the retail park sector) and of course Wi-Fi.

“STOP SHOP is both smart and simple–a perfect  
combination in the most positive sense of the 
word.”

ACROSS: DID YOU ADJUST THE STOP SHOP TENANT 
MIX DURING THE CRISIS?
REINDL: As far as the sectoral mix is concerned, we at 
STOP SHOP rely on a concept that has been tried and 
tested over many years and has been developed further 
again and again. And this has also proven to be extreme-
ly crisis-proof. As a result, the need to adapt here is very 
low. It was also a good decision not to devote too much 
space to entertainment in recent years. We are benefit-
ing from this decision right now. The companies which 
are leasing space in our retail parks are very happy with 

IMMOFINANZ's 100 STOP SHOP locations have performed outstandingly well 
before and during the crisis; so well, in fact, that additional locations are now 
being acquired (like recently in Italy) and sought. In our big interview, COO 
Dietmar Reindl takes a look at the status quo and future of the STOP SHOP 
portfolio.

DIETMAR REINDL

COO Immofinanz

IMAGES: IMMOFINANZ

the development of their sales. Thanks to our unique sell-
ing proposition in the respective catchment areas, we 
are in a strong position. This is also demonstrated by  
ongoing inquiries from tenants who are looking for loca-
tions and for whom, in addition to a suitable catchment 
area, it is particularly important to have a partner who 
has the know-how to develop and manage locations  
accordingly. I therefore also see us as a "growth partner" 
for our strong tenants. It is a symbiosis!

ACROSS: REGARDLESS OF THE CURRENT 
SITUATION, ARE YOU ALSO CONSIDERING 
FUNDAMENTAL CHANGES TO THE MIX?
REINDL: One of our strengths is that we cover the  
provision of basic supplies perfectly. And we will con-
tinue to do that. Of course, the wellbeing and health care 
sectors are also interesting. We will also give more  
space to convenience and service. This will make it even 
easier for customers to decide to come to us. Our recent 
expansion into the rich Italian Veneto region is a perfect 
example for that diligent tenant mix. We are taking the 
retail parks in the USA as a role model and also want to 
offer more in terms of aesthetics. In addition to that,  
we will push delivery services and pursue an intelligent 
combination of online and offline retailing. 

ACROSS: WHAT CAN YOU CONTRIBUTE WITH 
REGARD TO SUSTAINABILITY?
REINDL: The size of our STOP SHOP portfolio alone  
implies a special responsibility in economic, social and 
ecological terms towards our stakeholders as well as the 
environment, society and future generations. Our retail 
park business model is thus geared towards long-term, 
sustainable value creation in harmony with ecological, 
economic and social dimensions. Our strict and detailed 
sustainability codex sets out a clear basic attitude and 
from that derives values for responsible corporate.  
In doing so, we prioritize responsible treatment–in the 
broadest sense–of the environment, employees, custom-
ers and business practices. A few highlights to under-
score our commitment: We aim to leverage regional  
suppliers for maintenance and other issues, and we are 
in the middle of a certification process for our retail 
parks. The STOP SHOP in the Serbian city of Lazarevac 
has received BREEAM In-Use sustainability certification. 
All our STOP SHOP locations in Hungary were equipped 
with e-car charging stations, followed now by the retail 
parks in the Czech Republic. Our new retail park in Italy 
will soon operate with a photo-voltaic system for the pub-
lic electricity network. We are also in the final phase of 
elaborating a strategy to make our portfolio climate- 

neutral over the long term und to increase resource effi-
ciency with exact and very ambitious targets. And we 
aim to create a work environment based on openness 
and mutual respect and have proven to be an employer 
that is resilient to crises like the one we have been expe-
riencing over the last months.

“Sustainability is a key success factor and a  
responsibility towards future generations.”

ACROSS: HOW MANY STOP SHOP LOCATIONS 
DOES IMMOFINANZ CURRENTLY HAVE IN ITS 
PORTFOLIO?
REINDL: We currently have more than 100 locations in 
our portfolio, making us the number one in Europe, and 
we want to stay the number one. In the medium term, we 
want to increase our portfolio to 140 STOP SHOP  
locations within the next 18 months. We currently have 
50 projects under review that are already built and 24 
projects that we are planning to build. Our target is one 
million sq m of retail space in this format.
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ACROSS: WHAT IS THE MOST IMPORTANT 
REQUIREMENT FOR A STOP SHOP LOCATION?
REINDL: Our top premise is that we only do a project if 
our concept is reasonably feasible and there is free  
market potential. After an initial rough estimate, we com-
mission a market analysis. If there are untapped sales 
that we can "harvest", then we implement the retail park.

ACROSS: WHAT SPECIFIC LOCATIONS ARE BEING 
SOUGHT FOR A STOP SHOP?
REINDL: The most important thing is a catchment area 
and purchasing power of 30,000 to 50,000 people.  
We prefer a starting size of between 7,000 and 10,000 
sq m and this area should also include a supermarket.  
It is perfectly fine for us if the supermarket is not "ours", 
but directly located at the retail park. Then we can also 
start with around 5,000 sq m. And once these basic  
parameters have been met, it is up to us to work with our 
strong retail partners to define the ideal mix for the  
respective location.

“The enormous potential of digitization is still  
awaiting to be exploited while we aim to be a  
front runner also in this field.”

ACROSS: WHAT ARE THE NEXT STEPS–FOR YOUR 
PORTFOLIO AND BEYOND?
REINDL: For the expansion of our portfolio, we are inter-
ested in individual projects as well as in entire portfolios 
that fit into our concept. As I said, with our remarkable 
project in the Veneto region, we just started our expan-
sion to Italy where the retail sector is recovering strong-
ly from the pandemic. And we have established the STOP 
SHOP Wallet, as such being a front runner in leveraging 
the potential of digitization for our industry and in  
meeting the expectations of a young digital generation 
of retail customers. This app also offers interesting  
perspectives for our retailers and will be the cornerstone 
of our future development.

CONTACT:

IMMOFINANZ AG
stop-shop.com
Wienerbergstrasse 9
1100 Vienna
Austria

PHONE: +43 1 88090
WEB: immofinanz.com

ALEXANDER CHLUMECKY 
Deichmann, Director Expansion and Legal CSEE

"Deichmann is represented in more than 70 STOP SHOP retail centers in Central and Eastern Europe and has been  
a partner from the very beginning. That alone speaks for our satisfaction with this concept. The combination of good  
accessibility of the locations, a competent sectoral mix, customer-friendly design of the properties and, finally,  
an economically reasonable cost structure result in a successful overall concept for us. As the European market 
leader in shoe retailing, we also appreciate the cross-border expertise and fair basis for discussion at all times,  
especially in challenging times like these."

IM
A

G
E:

 D
EI

C
H

M
A

N
N

WHAT RETAILERS SAY 
ABOUT STOP SHOP

MARKÉTA KAJABOVÁ 
DM, Head of Regional  
Expansion

"dm drogerie operates many of its stores in so-called retail parks, with the STOP SHOP concept being one success-
ful example. For our customers, this type of shopping offers the advantage of quick purchases facilitated by easy and 
trouble-free parking, where the short distance to the store does not complicate large purchases, not even for wom-
en shopping on their own. Customers likewise appreciate a sufficiently diverse yet clear mix of brands in the retail 
park offering goods and services for everyday needs and, last but not least, the simplicity of shopping by entering only 
the business unit where purchases are to be made without having to walk through other stores. In addition, all of these 
aspects grow in significance with the current Covid measures when customers decide where to shop."
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STOP SHOP CONCEPT INTEGRATES 
AFFORDABLE AND SUSTAINABLE 
HOUSING–UP TO 12,000 APART-
MENTS PLANNED

“In view of the scarcity and increasing cost of inner-city 
land and the current housing shortage, we have a  
massive resource with Europe’s largest network of retail 
parks. With Top on STOP, we now want to make the best 
use of this opportunity and, as an experienced real  
estate developer, offer affordable and sustainable  

housing and support the responsible use of valuable land 
resources“, explained Dietmar Reindl, COO of IMMO- 
FINANZ, on the underlying strategy. The new Top on 
STOP concept involves the overbuilding of single-storey 
retail parks in the STOP SHOP brand to create low-cost 
housing directly adjacent to local suppliers and  

With Top on STOP, single-storey STOP SHOP retail parks will be overbuilt to create 
low-price, resource-friendly housing and to create up to 12,000 new apartments 
over the medium-term. This latest innovation represents a further contribution by 
IMMOFINANZ to the fight against climate change, ground sealing and the  
explosion in housing costs and opens up new earnings opportunities while, at the 
same time, optimising risk. IMAGES: IMMOFINANZ

recreational facilities. “In this way, we are meeting three 
of the greatest challenges of our time: We are advancing 
densification and fighting ground sealing. We are creat-
ing high-quality housing for people with lower and  
middle incomes. And we are building climate-neutral 
housing with our planned wood construction and eco-
logical energy concepts“, added Reindl.

The potential for this new housing concept is, therefore, 
substantial: “Over the medium term, we plan to overbuild 
roughly 50% of our current and future STOP SHOP  
locations with affordable rental apartments. That would 
represent up to 600,000 sqm of residential space or 
nearly 12,000 smart and sustainable apartments. We are 
starting with pilot projects in Austria and the neighbor-
ing countries and–as with our other real estate prod-
ucts–a high degree of standardization will then allow for 
rapid roll-out. Another benefit involves the lower invest-

ment costs since we are building on existing properties. 
This will also generate an attractive residential return for 
our shareholders in this segment“, indicated Stefan 
Schönauer, CFO of IMMOFINANZ. 

ENVIRONMENTALLY AND SOCIALLY SUSTAINABLE

The Top on STOP apartments will meet high sustain- 
ability criteria. Modular wood construction will allow for 
combinations ranging from mini-lofts to family apart-
ments, apartments with home office rooms or separate 
units for guests or caregivers. The climate-neutral  
energy concept includes the use of photovoltaics, heat 
recovery and geothermal energy as well as the unseal-
ing of land through greening and the installation of  
common areas like playgrounds, meeting zones or roof-
top gardens. The first pilot project has already started 
and will be implemented quickly after municipal permits.
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CUSTOMER PROXIMITY 
IS BOTH SENSUAL–
AND DIGITAL

ACROSS: WHAT HAS IMMOFINANZ LEARNED 
FROM THE LAST MONTHS?
GERALD GRÜLL:  Two factors are important in a situa-
tion like the one we recently experienced: sufficient  
liquidity and proximity to customers. With focus on both, 
we can take quick and flexible action and respond to any 
changes in the market. Active communication with all 
parties involved will more than ever be a key success  
factor. As a retail expert, we also rely on rich data, such 
as sales figures and store entries–which we have imme-
diately available on a daily updated basis.

ACROSS: WHAT WILL THE BUSINESS MODEL OF A 
SUCCESSFUL RETAIL REAL ESTATE OPERATOR 
LOOK LIKE IN THE FUTURE? 
GRÜLL: Retail parks have proved to be crisis resilient 
and this underscores the strong future of that format– 
a future that will be shaped by several factors. One trend 
is the rise of e-commerce and the change of consumer 
behavior. Digital communication is a crucial step here: 
Consumers shift all activity to online channels and so 
that is where we reach them. To that end, we developed 
and implemented the “STOP SHOP Wallet”: this app 
opens access for the retail customers to special promo-
tions of their favorite brands–in one digital place, direct-
ly on their smartphone. In parallel, this tool also benefits 
our tenants as a digital sales and marketing tool.  
Another trend is mounting consumer interest in sustain-

ability and product origin. The shortage of certain  
products due to interrupted delivery chains further 
spurred this sentiment. And there is one constant aspect 
of consumer behavior that is the basis for the current 
success of retail parks: the need for sensual product  
discovery and human interaction that only happens when 
people go shopping in person.

IMMOFINANZ is headed for new horizons and takes strong steps towards 
clear goals. Gerald Grüll, Head of Retail, explains “the why behind the what”–
and how the new STOP SHOP Wallet will bring retail to a new level of digital 
customer relationship management.

GERALD GRÜLL

Head of Retail Immofinanz

IMAGES: IMMOFINANZ

“Only in-person shopping can meet customers’ curios-
ity for new products and for a socially satisfying shopping 
experience–and that’s why retail parks are thriving more 
than ever.”

ACROSS: BUT ISN’T THIS CONCLUSION 
SOMEWHAT CONTRADICTORY TO DIGITAL EFFORTS 
LIKE THE STOP SHOP WALLET?
GRÜLL: From our market and data analysis, we see that 
both trends run parallel across all our CEE markets and 
even enforce each other. The phase of closed shops is 
over, and people now know the advantages of both 
“worlds”: They appreciate again the haptic impression of 
physical goods in stores while at the same time sticking 
to the digital channels they used more or less exclu- 
sively during the closures. They want to combine the best 
of two worlds, and it is our obligation–and enormous  
opportunity!–to meet their expectations. The STOP SHOP 
Wallet is a perfect example for this approach.

ACROSS: WHAT HAS A TOOL LIKE THE STOP  
SHOP WALLET TO OFFER FOR CUSTOMERS– 
AND TENANTS?
GRÜLL: With STOP SHOP, we have created a consider-
able force in our markets. Until now, we initiated lots of 
joint marketing activities with and for our tenants like 
promotions, an online community in each market and  
on-site activities. As a next step, we now integrate these 
individual promotions into one digital place in the  
customers’ pockets. This brings our brand as well as our 
tenants’ brands on every smartphone–and immerses 
these brands and their products deeper than ever into 
their customers’ everyday life.

The STOP SHOP wallet brings our brand onto the smart-
phone–and our retail tenants closer than ever to their 
customers’ everyday life.

ACROSS: SO HOW DOES THIS WALLET WORK FOR 
TENANTS AND CONSUMERS?
GRÜLL: You can compare this App to a voucher book-
let–but in an enhanced digital form. Here, customers 
have access to time-limited promotions for products and 
services which are valid and redeemed only at the stores. 
The local STOP SHOP will add exclusive promotions to 
further increase value and attractivity of the programme 
which is free of charge for all subscribers among the cus-
tomers. Of course, enriched information about the loca-
tion and all it offers is also provided. Signing up is an 
easy process, relying on the most used digital channels. 

For tenants, the underlying strategy allows for both  
enhanced brand visibility and deeper insights into cus-
tomer behavior and preferences by analyzing the gained 
user data. Tracking and evaluation are done on a single 
case basis by constantly monitoring every single cam-
paign and its performance. All this will help tenants to 
grow their reach within the STOP SHOP community and 
attract new loyal customers at every STOP SHOP loca-
tion where the wallet is rolled out. 

ACROSS: COMING BACK TO STOP SHOP 
LOCATIONS, WHAT ARE THE MAIN IMPACTS ON 
THE LAYOUT OF FUTURE PROJECTS?
GRÜLL: I’m convinced that the future is not more space 
or larger areas, but more quality: Higher investment will 
be made in building services such as air quality, air 
change, and increased hygiene standards, better and 
more individual access to the centers and stores. Plus: 
the understanding of the "customer journey" will place 
even greater emphasis on a pleasant customer experi-
ence. This includes, for example, simple, clear routing 
and orientation within shopping centers.

ACROSS: WHAT ARE RECENT CHALLENGES ON AN 
INTERNATIONAL LEVEL, AS YOU’RE OPERATING 
RETAIL CENTERS IN SEVERAL COUNTRIES?
GRÜLL: We have retail parks in ten markets throughout 
CEE and as such were faced with very different local  
solutions and answers for the pandemic, ranging from 
subventions in some markets to restrictions in others. 
This quickly led us to even more intensive collaboration 
with our tenants to find solutions benefitting all sides  
involved. One of our main advantages was our large  
portfolio with big retail chains with 70 to 80 stores 
throughout our complete portfolio. With these tenants 
we could find framework agreements on a HQ level for 
all locations and different situations. By that we could 
simplify the process and find suitable solutions for all 
stakeholders.

“With the STOP SHOP wallet, we reach a young  
and price-conscious generation of shoppers who 
expect modern communication and clever  
shopping offers.”
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IMMOFINANZ AG
stop-shop.com
stefan.froemmel@immofinanz.com 
Wienerbergstrasse 9
1100 Vienna
Austria

PHONE: +43 1 88090
WEB: immofinanz.com

CONTACT:

DISCOVER THE RETAIL BRANDS 
OF IMMOFINANZ
■ VIVO!, the shopping center for the whole family at 10 locations in four countries.
■ STOP SHOP, the local retail parks for easy and convenient shopping at 98 locations in ten countries.

Experience the diversity of IMMOFINANZ brands and grow with us.

www.immofinanz.com
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ADVISORY

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 22 members. These are (in 
alphabetical order):
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Managing Director  
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DIETMAR REINDL
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THOMAS REICHENAUER
Co-Founder & Managing 
Director of ROS Retail Outlet 
Shopping
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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

IM
A

G
E:

 N
EI

N
V

ER

HENRIK MADSEN
Founder of HMJ International
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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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CHRIS IGWE 
Global Retail 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 Marketplaces
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JOANNA FISHER
CEO of ECE Marketplaces
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WALTER SEIB
CEO of HMSHost 
International
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MARCUS WILD
Member of the Executive 
Board of Spar Group Austria
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PATRICK VAN DOOYEWEERT
CIO/CDO of Multi  
Corporation
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CONIQ
United Kingdom
3rd Floor, 15 Long Lane, London, EC1A 9PN
Phone: +44 (0)20 7078 8333
United States
1 N State St #1500, Chicago, IL 60602
Phone: +1-412-523-7087
United Arabs Emirates
Lamborghini B. 2nd Floor, Dubai, PO BOX 413184
Phone: +971 (4) 52 40 354
Email: marketing@coniq.com
www.coniq.com

Coniq is the Total Customer Engagement Company for growth minded shopping malls, out-
lets, and retail brands. Our platform, Coniq IQ, provides a faster, cheaper and simpler way to 
generate revenue by understanding, anticipating and engaging customers through unique and 
personalised experiences in real-time across multiple channels. The Coniq platform powers 
over £1 billion of sales annually for its customers, with more than 20 million consumers shop-
ping at more than 1,800 brands in 24 countries worldwide.

ECE PROJEKTMANAGEMENT  
G.M.B.H. & CO. KG
Heegbarg 30, D-22391 Hamburg, Germany 
Phone: +49 40 60606 - 0 
Fax: +49 40 60606 - 6230
Email: info@ece.com
www.ece.com

ECE was founded in 1965 and is still owned by the Otto family. The company provides all  
services related to properties from one source. The assets under management currently 
amount to 32.3 billion euros. With 195 shopping centers under management and activities in 
12 countries, ECE is the European market leader in the shopping center industry. Approxi-
mately 20,000 retail businesses generate an annual turnover of 22.3 billion euros on an over-
all sales area of 7 million square meters.

CHRISTMASWORLD
Messe Frankfurt Exhibition GmbH
Ludwig-Erhard-Anlage 1
60327 Frankfurt am Main, Germany
Phone: +49 69 75 75 0
Email: christmasworld@messefrankfurt.com
www.christmasworld.messefrankfurt.com

Christmasworld – Seasonal Decoration at its best – is the leading international trade fair for 
festive decorations. Exhibitors from all over the world present the latest trends and products 
for all festive occasions of the year – including innovative concepts for decorating large  
spaces and outdoor areas, such as shopping centres – in Frankfurt am Main.

Atrium is a leading owner, operator and redeveloper of shopping centres and retail real estate 
in Central Europe. Atrium specializes in locally dominant food, fashion and entertainment 
shopping centres in the best urban locations. Atrium owns 26 properties with a total gross 
leasable area of over 809,000 sqm and with a total market value of approximately €2.5 bil-
lion. These properties are located in Poland, the Czech Republic, Slovakia and Russia, and 
with the exception of one, are all managed by Atrium’s internal team of retail real estate pro-
fessionals.
Atrium is listed on the Vienna Stock Exchange and Euronext Amsterdam under the ticker 
ATRS.
In January 2020 Atrium announced a strategy to diversify its portfolio by investing in and man-
aging residential for rent real estate, with a primary focus on Warsaw.

ATRIUM 
NETHERLANDS
ATRIUM GROUP SERVICES B.V., NETHERLANDS
World Trade Center, I tower, 6th floor
Strawinskylaan 1959 1077XX, Amsterdam
POLAND
Atrium Poland Real Estate Management Sp. z.o.o
Ostrobramska 75C, Warsaw, 04-175
Phone: +48 22 458 20 00
recepcja-pl@aere.com
CZECH REPUBLIC AND SLOVAKIA
Atrium Czech Real Estate Management s.r.o.
Vinohradska 2828/151
130 00 Praha 3 – Zizkov
RUSSIA
Manhattan Real Estate Management, LLC
JAVAD Business Centre, The Triumph Palace
Chapaevskiy pereulok, building 3, 125057
https://aere.com

DFV CONFERENCE GROUP
Mainzer Landstraße 251,  
D-60326 Frankfurt/Main, Germany 
Phone: +49 69 7595-3000
Fax: +49 69 7595-3020
Email: info@dfvcg.de
www.dfvcg.de

dfv Conference Group, the event arm of dfv Media Group, develops, organizes and produces 
executive-level conferences and conventions across a wide range of sectors and themes. As 
a relationship manager, it turns media and information into a hands-on experience fostering 
professional exchange and networking throughout the business community. The majority of 
the delegates attending its events come from senior management and other top-ranking  
corporate positions.

DESIGNER OUTLETS WOLFSBURG
An der Vorburg 1
38440 Wolfsburg, Germany
Phone +49 5361 89 350 10
Fax +49 5361 89 350 30
wolfsburg@oci-germany.de
www.designeroutlets-wolfsburg.de

Designer Outlets Wolfsburg, one of the five largest outlet centers in Germany, provides an 
exceptional shopping experience with more than 90 brand-direct stores, including notable 
brands like A&F, Calvin Klein, Coach, Michael Kors, Nike, Polo Ralph Lauren, Tommy Hilfiger 
and several restaurant options.

GERMAN COUNCIL OF SHOPPING CENTERS E. V.
Bahnhofstr. 29, D-71638 Ludwigsburg, Germany 
Phone: +49 7141 38 80 - 83 
Fax: +49 7141 38 80 - 84 
Email: office@gcsc.de 
www.gcsc.de

The German Council of Shopping Places, GCSP, represents the interests of over 770  
member companies in the shopping center and commercial real estate industry, including  
operators and developers, trade representatives, service providers, consultants, investors, 
and other companies.

GFK GEOMARKETING GMBH
Fuhlentwiete 14, 20355 Hamburg, Germany
Phone: +49 7251 9295 100
Fax: +49 7251 9295 290
Email: info@gfk-geomarketing.com
www.gfk-geomarketing.com 

GfK GeoMarketing is one of Europe’s largest providers of geomarketing services and products. 
Our business areas include: Consultancy and research expertise, Market data, Digital maps, 
RegioGraph. GfK GeoMarketing is a subsidiary of GfK, one of the world’s largest and most  
renowned market research companies. Drawing on this international network of wide-ranging 
resources and expertise, GfK GeoMarketing promotes business success and “growth from 
knowledge”. 

EUROVEA, A.S.
Pribinova 10, 811 09 Bratislava, Slovak Republic
Phone: +421 2 20 91 50 50
Email: info@eurovea.com
www.eurovea.sk

EUROVEA mixed-use-development and is a part of the modern urban quarter in the vicinity 
of the historical center of Bratislava and represents an entirely unique and dynamic destina-
tion with riverside promenade. Eurovea broader patterns of living, working and shopping  
as it provides the sort of downtown, high street shopping experience which the city doesn’t  
offer now.

HEUER DIALOG GMBH
Luisenstr. 24, 65185 Wiesbaden, Germany
Phone: +49 (0)211/46905-0
Fax: +49 (0)211/463051
Email: contact@heuer-dialog.de
www.heuer-dialog.de

As the market leader for networking in the form of events and business matching, Heuer  
Dialog has been accompanying the real estate industry in accessing all disciplines that deal 
with questions about the future of urban and real estate worlds since the 1980s. With around 
50 events per year we enable high-level executives to meet on our platforms physically,  
virtually or even both at the same time in a hybrid setting for sustainable urban, real estate 
and building development. We build networks with power, creativity and capital that secure 
the future of cities, regions and companies.
As initiator and moderator, Heuer Dialog brings together minds from architecture, civil engi-
neering, ecology, economics, sociology, technology and law in face-to-face dialogues. Over 
the past four decades, more than 100,000 personalities have taken part in lectures and  
discussions that have led to impulses for current and future action.
In association with the Immobilien Zeitung and the dfv Mediengruppe with more than 100 
specialist titles, Heuer Dialog sees itself as the competence centre for events related to real 
estate.

HB REAVIS SLOVAKIA A. S.
Mlynské Nivy 16
821 09 Bratislava
Slovakia
www.hbreavis.com

HB Reavis is an international workspace provider with strong experience in retail projects. 
Over the years HB Reavis created a network of shopping centers in Slovakia and the Czech  
Republic that are top-ranking in their respective regions. In the minds of customers the 
Aupark brand is inseparably linked with quality shopping and active leisure. In 2020,  
HB Reavis will deliver the Nivy Station project in Bratislava. A mixed-use scheme combining 
a shopping center, an international bus station, and a modern urban marketplace where  
customers can buy fresh groceries and the finest domestic products, all topped by an acces-
sible green roof. This project will become  yet another vital addition to Nivy zone, an up and 
coming new district in the Slovak capital with a vibrant business ecosystem.

HMSHOST INTERNATIONAL
Evert van de Beekstraat 364,  
1118 CZ Schiphol, The Netherlands
Phone: +31-(0)88-6034000
www.hmshost.international

HMSHost International is part of the Autogrill Group–the world’s leading provider of food & 
beverage and retail services for people on the move. We operate in Europe, Asia-Pacific, and 
the Middle East and have 50 years’ experience in airport restaurant operations, design,  
concept and development. We transform travelers into customers by enticing them to use 
our services and ensuring that when they think back on the experience, it brings a smile to 
their face. HMSHost International creates places where people want to be. We do this by  
original and unique food & beverage concepts, sophisticated marketing initiatives, clever  
technical innovations and engaged staff.
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MAPIC
The international retail property market
Phone: +33 1 79 71 90 00
www.mapic.com 

MAPIC is the key meeting point for retailers looking for partners, and property developers and 
owners looking for retailers to enhance their sites. MAPIC delivers 3 days of tailored meet-
ings, expert-led conferences and a premium exhibition for industry leaders targeting all types 
of retail property: shopping centers, cities, factory outlets, leisure areas and transit zones.

MAPIC
mapic 
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MALLCOMM
United Kingdom
Toolbox Group, Vine Farm, Up Street
Bardwell, Suffolk, IP31 1AA
Phone: +44 (0)1359 250208
Email: Hello@Mallcommapp.com
www.mallcommapp.com
United States
Mallcomm, 1925 Century Park East, Suite 1700
Los Angeles, CA 90067
Email: LetsConnect@Mallcommapp.com
www.mallcommapp.com

Mallcomm is a 360 technology platform for asset and property management that stream-
lines everyday tasks, joins up stakeholders and generates new insight for more efficient and 
effective operations.
The platform seamlessly connects all built environment communities: occupiers, operations, 
suppliers, consumers and other stakeholders. By transforming the users’ experience of the 
space, Mallcomm creates loyalty by connecting people to places while delivering efficient 
operations, significant budget savings and valuable insights.
By using the most established, advanced and cutting edge technology, Mallcomm helps man-
agers curate and promote their ecosystem and provides a suite of powerful data insight to 
efficiently measure and adapt the outputs of B2B and B2C engagement.

IMMOFINANZ GROUP  
Wienerbergstr. 9
1100 Vienna, Austria 
Phone: +43 1 88 090
Email: communications@immofinanz.com 
www.immofinanz.com

IMMOFINANZ is a commercial real estate group whose activities are focused on the retail 
and office segments of seven core markets in Europe: Austria, Germany, Poland, Czech  
Republic, Slovakia, Hungary and Romania. The core business covers the management and 
development of properties, whereby the STOP SHOP (retail), VIVO! (retail) and myhive  
(office) brands represent strong focal points that stand for quality and service. The real  
estate portfolio has a value of approx. EUR 5.0 billion and covers more than 210 properties. 
IMMOFINANZ is listed on the stock exchanges in Vienna (leading ATX index) and Warsaw. 
Further information under: http://www.immofinanz.com

INGKA CENTRES HOLDING BV 
Bargelaan 20, 2333CT Leiden, Netherlands 
Mailing address: P.O. Box 42, 2300AA Leiden, 
Netherlands
www.ingkacentres.com

With over 40 years of experience, Ingka Centres today owns 45 centres on 15 markets that 
span from Europe to China and Russia, welcoming 480 million visitors each year. Our centres 
are always anchored by an IKEA store and we are now on a journey to develop a new kind of 
meeting places that involve IKEA retail, local communities, our tenants and the many people.

MAPIC ITALY
The Italian retail property event
Phone: +33 1 79 71 90 00
www.mapic-italy.it

MAPIC Italy is a deal-making event dedicated to the Italian retail property market. It gathers 
together Italian and international retailers and investors looking for retail properties and loca-
tions to expand their business in the Italian market. Retail property owners, shopping centres 
management companies and agents will have a unique opportunity to present their assets to 
a qualified public of clients and prospects.

MAPIC
mapic ITALY 
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MAPIC RUSSIA
The largest retail real estate expo  
in Russia and the CIS
Phone: +7 (495) 937 68 61
www.mapic-russia.ru

MAPIC Russia is the largest retail real estate event on the Russian market. The exhibition  
annually brings together leading professionals in the retail real estate industry. MAPIC Russia 
provides opportunities for the most effective interaction with a professional target audience: 
retailers, developers, equipment and technology suppliers, management companies, consul-
tants, and investors.

IMALLINVEST EUROPE GMBH 
Kapuzinerstraße 38, 55116 Mainz, Germany
Rödingsmarkt 9, 20459 Hamburg, Germany
Phone: +49 6131 617 00 46
Email: office@imallinvest.eu
www.imallinvest.eu

iMallinvest Europe is an independent and dedicated retail asset management and investment 
advisory firm. The company advices institutional real estate investors and developers of  
modern shopping destinations in their acquisitions, complex asset restructuring projects  
and disposal programs. iMallinvest contributes independent expert views to investors’ asset  
specific, strategic business planning. Its management is specialised in advising alongside  
variant forms of international real estate investment partnerships.

HYPERIN INC. 
Headquarters:
Tammasaarenkatu 1 
FI-00180 Helsinki, Finland
Phone: +358 10 421 6560
Email: europe@hyperin.com
www.hyperin.com

hyper[in] – MANAGE. MONETIZE. CONNECT.
hyper[in] brings a game-changing solution for people who MANAGE shopping malls. We pro-
vide all the tools for multi-channel communication, collaboration and integration between you 
and your tenants. You can MONETIZE spaces to outside advertisers and marketers. You have 
always up-to-date information that you can use to CONNECT to consumers and understand 
them. We are a Red Herring Top 100 Winner in recognition as one of the leading private tech-
nology and innovation companies. For more information, please visit www.hyperin.com.

MIPIM
The world’s leading property market 
Phone: +33 1 79 71 90 00
www.mipim.com

MIPIM, the premier real estate event, gathers the most influential players from all sectors of 
the international property industry for four days of networking, learning and transaction through 
premium events, conferences and dedicated exhibition zones.

MESSE FRANKFURT EXHIBITION GMBH
Ludwig-Erhard-Anlage 1
D-60327 Frankfurt am Main, Germany
Phone: +49 69 75 75 - 0
Email: info@messefrankfurt.com
www.messefrankfurt.com

Messe Frankfurt is one of the world’s leading trade fair organisers. 592,127 square metres 
of exhibition ground are currently home to ten exhibition halls and two congress centres. 
Events “made by Messe Frankfurt” take place at approx. 50 locations around the globe and 
cover the fields of consumer goods, textiles & textile technologies, technology & production, 
mobility & logistics and entertainment, media & creative industries.

PLACEWISE
Placewise Group
Headquarters
Mellomila 88, 7018 Trondheim, Norway
Phone: +47 73 60 60 23
Email: contact@placewise.com
Placewise Americas
1390 Lawrence Street, Suite #300
Denver, CO 80202
Phone: (303) 296-2413
Email: info@placewise.com
Placewise Asia Pacific
Singapore, 47 Kallang Pudding, #07-15,S349318
Phone: +65 6636 1186
Email: enquiries@placewise.com
Placewise Europe
Universitetsgaten 10, 0164 Oslo, Norway
Phone: +47 73 60 60 23
Contact: Reidun Småge
Email: reidun.smage@placewise.com
www.placewise.com

Placewise is the global leader in shopping center property tech, serving more than 1,050 
shopping centres, across 4 continents and 20 countries. Placewise has offices in Europe, 
the USA, and Asia and is backed by both venture and PE funds. We offer the only solution 
purpose-built for shopping centres to create long lasting digital relationships with shoppers 
– unlocking the power to monetize retail properties beyond the square meter.

NEINVER
France, Germany, Italy, Poland, Portugal, Spain
Calle Pio XII, 44 – 2ª pl
28016 Madrid, Spain
Phone: +34 91 490 22 00
Fax: +34 91 490 23 01
Email: communication@neinver.com
www.neinver.com

Founded in 1969, NEINVER is a leading international property company specialized in manag-
ing the entire property cycle of its projects. With operations in France, Germany, Italy, Poland, 
Portugal, Spain, the Netherlands and the Czech Republic, NEINVER has bolstered its position 
in the European retail property sector, managing 25 centres, 613,000 sq m of GLA, 2,000 store 
locations and 1,000 of the finest brands. For more than 20 years, NEINVER’s growth strategy 
has been based on specialization in the outlet sector, through its brands The Style Outlets and 
FACTORY. It currently manages 18 centres with a total GLA of 368,700 sq m, and is the only 
outlet operator with an omnichannel strategy.

MK ILLUMINATION 
Trientlgasse 70, A-6020 Innsbruck, Austria 
Phone: +43 512 20 24 30  
Fax: +43 512 20 24 33 
Email: t.probst@mk-illumination.com 
www.mk-illumination.com

MK Illumination is the leading provider of year-round festive lighting solutions that form the 
cornerstone of powerful marketing, engagement, and visitor attraction campaigns. The family-
owned business was founded in 1996 and has a local presence in more than 40 countries. 
Each year, its independently-owned subsidiaries combine global experience with local knowl-
edge to deliver upwards of 1200 projects worldwide for clients in a range of sectors including 
Retail Real Estate, Public Spaces, Travel Retail and Leisure. MK Illumination is known for its 
innovative full-service approach, its commitment to the highest quality products and services, 
and for creating extraordinary, tailored solutions that deliver results.

MULTI CORPORATION B.V. 
1000Mahler building
Gustav Mahlerlaan 1025
1082 MK Amsterdam 
The Netherlands
Phone: +31 20 25 88 100
Fax: +31 20 25 88 111
Email: office-nl@multi.eu
www.multi.eu

Multi Corporation is a leading pan-European integrated service platform for retail real estate 
assets, managing about 100 retail assets for institutional investors across Europe and Turkey. 
We offer a full spectrum of services, including active asset management, shopping centre  
operations, redevelopment and refurbishment, leasing, legal and compliance. Our broad  
financial, commercial and technical expertise has enabled us to outperform the industry in 
terms of occupancy, net rental income and state-of-the-art shopping centre marketing over 
the past few years. Multi’s in-house studio for master-planning and architecture, TTDesign, 
uses their fundamental knowledge of shopping centre functionality to enhance the retail  
environments in our portfolio. In total, they welcome over 400 million customers annually, 
spending an estimated € 4 billion in over 6,000 stores, restaurants and leisure attractions. 
Multi’s office network boasts a team of 650+ talented professionals in 14 countries: Belgium, 
Germany, Hungary, Ireland, Italy, Latvia, the Netherlands, Poland, Portugal, Slovakia, Spain, 
Ukraine, the United Kingdom and Turkey.

MEC METRO-ECE
CENTERMANAGEMENT GMBH & CO KG
Fritz-Vomfelde-Straße 18
40547 Düsseldorf, Germany
Phone: +49 211 30153-0
Fax: +49 211 30153-450
Email: info@mec-cm.com
www.mec-cm.com

MEC METRO-ECE Centermanagement GmbH & Co. KG is a joint venture of METRO and ECE. 
As the German national market leader for retail parks, MEC has more than 220 employees and 
manages over 75 retail properties. Its service portfolio includes customized services for all  
aspects of integrated center management, including commercial and technical management, 
leasing, marketing, development, commercial asset management and property management 
for smaller retail properties. The market value managed (assets under management) was around 
€3.9 billion in 2020. In all locations, approximately 1,100 rental partners generate an annual 
turnover of € 3.3 billion over a rental space of 1.7 million m².
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TWENTY ONE MEDIA GMBH
Office Oberhausen: Essener Straße 3,  
46047 Oberhausen,Germany
Phone: +49 (0)208 205 3553
Office Munic: Theatinerstraße 11, 80333  
Munich, Germany
Phone: +49 (0)89 510 740 19
info@21m.de
www.21m.de

21Media has been a leading Marketing and Advertising agency for Shopping Centres for  
over 25 years. Its client list features some of the biggest names in European retail including 
Meadowhall, Glatt, ALEXA, CentrO, and Fünf Höfe. Full-service B2B and B2C support is  
provided at every stage of a mall’s life cycle: from strategic positioning through to hands-on 
day-to-day Centre marketing. The company’s reputation as B2B specialists is built on helping 
owners and operators market their properties with improved leasing tools, engineering a  
stronger tenant mix and growing a Centre’s asset value. 21Media’s achievements have been 
recognised by 15 ICSC European Marketing Awards including the Global ICSC “Best of The 
Best” Viva accolade.

THE HAPPETITE
The Global event for multi-site restaurant  
operators. Close deals with the best  
international food retail concepts! 
Phone +33 1 79 71 90 00
www.the-happetite.com

The Happetite (previously known as MAPIC FOOD) is the international event dedicated to 
multi-site restaurant operators looking to grow their business. This powerful business  
platform is the unique chance to find new international food retail concepts and meet restau-
rant industry decision makers!  In 2020, the event will increase its international reach by  
welcoming a larger and broader range of international restaurant and dining operators. Key 
international restaurant chains & operators will exhibit to meet private equity firms and  
property players to grow their business. Some of them will showcase their concepts in the 
Tasting area! Held in Milan (Italy), this 2-day event brings together all the restaurant chains, 
restaurant operators, travel operators, franchise partners and restaurant industry suppliers 
to develop and create the food destinations of tomorrow.

ROS RETAIL OUTLET SHOPPING GMBH
Graben 28/1/12, 1010 Vienna, Austria
Phone: +43 1 236 632 63 60
office@ros-management.com
http://www.ros-management.com/

ROS Retail Outlet Shopping, headquartered in Vienna, with partnerships in Poland, Italy and 
France, is an independent retail real estate consulting and centre management company spe-
cialised in Designer Outlets and innovative shopping concepts across Europe. The founders 
Thomas Reichenauer and Gerhard Graf are both committed professionals with many years of 
experience and knowledge in the European outlet market as well as recognized personalities 
in the industry. The portfolio of ROS Retail Outlet Shopping includes Designer Outlet Soltau, 
City Outlet Geislingen, Brugnato 5Terre Outlet Village, Designer Outlet Warszawa, Designer 
Outlet Gdánsk, Designer Outlet Sosnowiec, Premier Outlet Budapest, Designer Outlet Algarve, 
Designer Outlet Croatia, La Torre Outlet Zaragoza and further new developments in Europe.

SES SPAR EUROPEAN SHOPPING  
CENTERS  GMBH
Söllheimer Strasse 4, A-5020 Salzburg, Austria 
Phone: +43 662 4471 0 
Fax: +43 662 4471 7199 
Email: office@ses-european.com 
www.ses-european.com 

SES – No. 1 in Austria and Slovenia for large-scale shopping centers – is specialized in devel-
oping, constructing and managing first-class retail real estate at an international level. The 
company provides complete service from development to center management in Central, 
Southern and Eastern Europe. Shopping malls managed by SES are among the very best the 
industry has to offer.

REDOS GROUP
Holzdamm 28-32, 20099 Hamburg 
Germany
Phone: +49 40 4293230
Email: info@redos.de
www.redos.de

Founded in 2004, the redos Group is one of the leading independent retail property special-
ists in Germany. The company provides comprehensive portfolio and real estate management 
services for institutional and semi-institutional investors through its business lines investment, 
asset management, fund management, redevelopment and advisory. As an investor and  
active asset manager, redos covers all risk classes, offers all types of investment vehicles  
and also designs its own funds for large-scale retail properties. The retail specialist currently 
manages 95 assets across Germany, which are worth 2,91 billion euros.

REDEVCO B.V.
Wibautstraat 224, 1097 DN Amsterdam,  
The Netherlands
Phone: +31 20 599 6262
Fax: +31 20 599 6263
Email: info@redevco.com, Twitter: @Redevco
www.redevco.com

Redevco is an independent, pan-European real estate investment management company  
specialised in retail property. The 400 assets under management are spread across the  
strongest retail concentrations throughout Europe. Our highly-experienced professionals  
purchase, develop, let and manage properties, ensuring that the portfolios optimally reflect 
the needs of our clients. We believe in long term investments where quality and sustaina- 
bility are key.

REBEC
Aleksandar Opsenica 
Festlent d.o.o., Džona Kenedija 2
11080 Beograd, Serbia
Phone +381 11 303 3712
Email: conference@rebec.rs
www.rebec.rs

REBEC, acronym of Real Estate Belgrade Exhibition & Conference, is the indispensable  
specialized event dedicated to the subjects coming from developments of real estate ven-
tures in the SEE region, premiered in 2008. From the last three Volumes, it has specialized 
separately and additionally for topics related to the development of the all nature of projects 
in retail industry. In addition to the conference program, it also includes a fair section, thus  
attracting all key players of the SEE region who come from the sphere of development &  
financing, design & construction, contracting & rental, property and asset management  
segments in the retail industry world.

UNION INVESTMENT REAL ESTATE GMBH
Valentinskamp 70 / EMPORIO
D-20355 Hamburg, Germany
Phone: +49 40 34 919 - 0
Fax: +49 40 34 919 - 4191 
Email: service@union-investment.de
www.union-investment.de/realestate

Union Investment is a leading international investment company specializing in open ended 
real estate funds for private and institutional investors. Union Investment has assets under 
management of some €28.5 billion in ten real estate funds. Active in the property investment 
business for more than 50 years, Union Investment operates today in 24 countries around the 
world. In addition to office space and business parks, the Hamburg-based company is  
investing in business hotels, logistics properties and shopping centers. Union Investment  
entered the retail sector at an early stage, allowing the company to secure a strategic  
position in this growing area. The result is a high-quality portfolio presently comprising 46 shop-
ping centers in Germany, Austria, Sweden, Belgium, France, Poland, Czech Republic, 
Italy, Spain and Turkey, with a current market value of some €7.4 billion.

VIA OUTLETS
Henry Wood House, 
2 Riding Street, 
London W1W 7FA
United Kingdom

info@viaoutlets.com
www.viaoutlets.com

The newest and fastest growing owner operator of outlet shopping destinations in Europe. 
VIA Outlets, a private equity fund, has been established in 2014 to acquire existing outlet  
centres across Europe, and, using the expertise of its operating partners, enhance their  
performance so as to provide strong investment returns for its shareholders. These returns 
will be achieved through creating shopping environments which will attract high quality  
domestic and inter national brands and their discerning customers. VIA Outlets has been  
structured to enable it react quickly to acquisition opportunities that may arise in the market. 
The pan-European portfolio of VIA Outlets comprises 11 centres in 9 European countries with 
a total GLA of about 259,000 sq m and over 850 stores under management.

WESTGATE SHOPPING CITY  
& WESTGATE ZONE
Trgovacki Centar Zagreb d.o.o.
Zapresicka 2, Jablanovec, Croatia
Email: leasing@westgate.hr
Email: westgate@f-o.hr
www.westgate.hr

Westgate Shopping City is the largest shopping mall in Croatia and second largest mall in  
European Union with over 250.000 sq m of space. It is heart of Westgate Zone with additional 
500.000 sq m fully infrastructually equipped land plots around the mall available for various 
projects of retail, entertainment and tourism. Westgate is located centrally in north Croatian 
region on outskirts of Zagreb and in under 90 minutes of drive a dense region of Slovenia and 
Austria with a large catchment area of around 3.500.000 inhabitants. Closest catchment  
area of Westgate is north Croatia and Zagreb as capital and makes for 560.000 inhabitants 
in under 15 minutes to center and 1.3 mil. inhabitants in under 30 minutes of drive. Center 
has public transport access by bus and train. Regulation in Croatia allows working Sundays 
and flexible opening hours. As a family mall of Croatia, Westgate has the largest indoor  
kid’s playground in Croatian spaced on over 4.000 sq m and gives various entertainment  
and gastronomical offer as well as unique museum of old timer vehicles what makes it an in 
destination.

YARDI SYSTEMS GMBH
An den Grachten 29
55120 Mainz, Germany
Phone:  +49 613 1140763
www.yardi.de

Technology provider Yardi is committed to the design, development and support of invest-
ment, asset, and property management solutions to help companies drive success in today’s 
real estate market. Yardi presents a complete set of connected real estate solutions designed 
to help you manage every role and every aspect of your real estate business from any  
internet browser and any device. Serving clients in over 80 countries across the world, and 
supporting 12 million residential units, 12 billion commercial square feet, and more than  
1 trillion euro in assets under management, Yardi has experience you can trust to power your 
business.

UMDASCH THE STORE MAKERS
umdasch Store Makers Management GmbH
Josef Umdasch Platz 1, 3300 Amstetten, Austria
Phone: +43 7472 69 000
Email: amstetten@umdasch.com
www.umdasch.com
General Contracting by umdasch
www.umdasch.com/en/competences/ 
general-contracting

umdasch provides special retail solutions: rooted in craftsmanship, visionary in the digital,  
always with a human aim and a goal: to realise successful stores. The Store Makers from  
umdasch create extraordinary worlds of experience for demanding customers across Life-
style Retail, Food Retail and Premium Retail. Digital Retail solutions included.
General Contracting–the all-round, care-free package from umdasch–has developed strongly 
in recent years. With a top network of professional experts and prudent management skills, 
the Store Makers ensure all the trades, such as lighting, floors, fire protection and much more, 
work to schedule–We take care of everything.

UNIBAIL-RODAMCO-WESTFIELD GERMANY 
GMBH 
Klaus-Bungert-Straße 1
40468 Düsseldorf, Germany
Phone +49 211 30231-0
Email: germany@urw.com
www.urw.com

Unibail-Rodamco-Westfield is the premier global developer and operator of flagship shop-
ping destinations, with a portfolio valued at €65.0 Bn as at June 30, 2019, of which 86% in 
retail, 7% in offices, 5% in convention & exhibition venues and 2% in services. Currently, the 
Group owns and operates 92 shopping centres, including 55 flagships in the most dynamic 
cities in Europe and the United States. Its centres welcome 1.2 billion visits per year. Present 
on 2 continents and in 12 countries, Unibail-Rodamco-Westfield provides a unique platform 
for retailers and brand events, and offers an exceptional and constantly renewed experience 
for customers.With the support of its 3,700 professionals and an unparalleled track-record 
and know-how, Unibail-Rodamco-Westfield is ideally positioned to generate superior value 
and develop world-class projects. The Group has a development pipeline of €10.3 Bn.  
Unibail-Rodamco-Westfield distinguishes itself by its Better Places 2030 agenda, that sets 
its ambition to create better places that respect the highest environmental standards and 
contribute to better cities. Unibail-Rodamco-Westfield stapled shares are listed on Euronext 
Amsterdam and Euronext Paris (Euronext ticker: URW), with a secondary listing in Australia 
through Chess Depositary Interests. The Group benefits from an A rating from Standard & 
Poor’s and from an A2 rating from Moody’s.
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Media Owner:  
ACROSS Medien- und Verlags GmbH 

1010 Vienna, Austria 
Ebendorferstraße 3/10 
Phone: +43 1 533 32 60-0

Publisher: 
Reinhard Winiwarter
r.winiwarter@across-magazine.com

ACROSS is the international and inde-
pendent trade medium for retail real  
estate in Europe. The magazine covers 
topics through the entire value chain of 
modern retail properties. Interviews and 
experts’ opinions are in the focus of the 
editorial coverage. The latest retail or  
development trends and news about  
the different markets, round out the  
magazine’s content. The magazine is  
published entirely in English, with an  
exclusive circulation of 18,000 copies  
in 42 European countries, reaching the  
industry’s decision makers directly.

Editors: 
Hanspeter Madlberger
office@across-magazine.com

Reinhard Winiwarter
r.winiwarter@across-magazine.com

Viktoria Zvachtova
v.zvachtova@across-magazine.com

Art-Direction: 
Katrin Fail
office@across-magazine.com

Advertisements: 
Reinhard Winiwarter
r.winiwarter@across-magazine.com

Lingustic Consultation & Translation:
easy English experts, Essen

Cover: Katrin Fail, Credit: AdobeStock

ACROSS Subscriptions:

ACROSS Print Magazine & ePaper EUR 119,00 for 4 issues (annually)
ACROSS ePaper EUR 85,00 (annually)
ACROSS ePaper EUR 10,00 (monthly)
(Prices excluding tax.)

Subscribe online at: www.across-magazine.com/subscribe

ACROSS Strategic Partners – Our direct line to the industry
Many industry players, experts, and leading companies in the retail real estate sector have supported us in word and deed in the preparation of 
this edition of ACROSS. We would like to take this opportunity to thank all of our strategic partners, guest authors, and suppliers of ideas, without 
whom it would be nearly impossible to create this informative magazine and make it so relevant to the industry.

NETWORKING PARTNERS:
Swiss Council of
Shopping Centers

MAPIC
mapic 
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PLACES  

FOR PEOPLE

Coming together, sharing a good time. A rich and multifaceted experience 
puts a smile on people’s faces. This is why we create places for shopping and 
beyond – we create PLACES FOR PEOPLE. We satisfy the growing demand for 
leisure and entertainment activities with exciting concepts and thus ensure 
sustainable success and amazing attractiveness of our shopping places.   
www.ece.com/de/shopping-marketplaces

CREATING SPACE. INSPIRING PEOPLE. 
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