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DEAR READER, 
The narrative has become familiar: Retail is polarizing. Luxury brands are thriving, discount retailers are 
expanding, and the middle is being squeezed out. It’s a compelling story—dramatic, digestible, and data-
backed in parts. But like many simple stories, it’s also misleading.

Yes, we are seeing a bifurcation in retail demand. High-end flagships on prime urban boulevards are com-
manding record rents. Hard discounters are opening stores at an aggressive pace, penetrating both urban 
and suburban catchments. But this apparent “death of the middle” is more of a mirage than a market fact.

What’s truly fading is not the middle — it’s the mediocre. Retailers who fail to offer distinct value, a clear 
brand proposition, or a relevant experience are the ones being left behind. Mid-market does not mean 
mid-quality, mid-relevance, or mid-engagement. Some of the most resilient retail concepts today operate 
squarely in the so-called middle—think next-gen grocers, vertically integrated apparel brands, or experi-
ence-focused lifestyle retailers. These players are thriving not in spite of their middle positioning, but 
because they’ve defined it meaningfully.

For retail real estate professionals, this shift demands nuance. Success will not come from chasing 
extremes, but from understanding ecosystems. The challenge isn’t simply to pick sides between luxury 
and discount—it’s to create environments that support retail clarity. Properties that enable curated, 
coherent, and compelling tenant mixes—regardless of price point—will outperform.

“The implications for retail real estate development and management are significant. Developers must 
carefully consider evolving consumer demand and retailer needs when planning or redeveloping assets“, 
explains Thierry Cahierre, COO Real Estate, Redevco (page 25). “Simply labeling goods – whether as 
“discount” or “luxury” – is no longer sufficient these days. The emotional approach is what counts”, 
states Lars Jähnichen, Managing Director of the IPH Group, for example in his interview together with 
Johannes Berentzen, Managing Director of BBE Handelsberatung (page 14). “Experiences, clear position-
ing, and top-quality levels are no longer optional, but mandatory. Only those who provide a sense of  
clarity stand a chance of survival”, Christoph Andexlinger, CEO of SES Spar European Shopping Centers, 
puts it in a nutshell (page 20). 

All these and more examples of industry experts explaining their point of view in this cover story show 
clearly: The retail middle isn’t dying. It’s being refined, redefined, and in numerous instances, reinvigorated. 
And that’s a much more hopeful, but also more demanding, story.

Enjoy reading this new ACROSS edition, which, in addition to the cover story about polarization, offers 
much more from the European retail real estate world.

Yours sincerely,
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Dubai and Abu Dhabi – 
The Global Hubs of Inno-
vation: exciting shopping 
places with unique store 
concepts and forward-
looking ideas. The 4th 
ACROSS Study Tour 
takes us to the United 
Arab Emirates. Join us 
for the ACROSS Study 
Tour to Dubai & Abu 
Dhabi, November 26th 
to November 28th. Learn 
more about the program 
and registration: 
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Acquisition of Designer Outlet 
Berlin: Strategic Step for FREY and 
ROS to Become European Market 
Leaders ............................................. 62
The current projects under ROS and FREY 
are a testament to their vision as well as 
the segment’s potential.

“Performance is the deciding factor 
for our leasing strategy” ................. 66
The focus is always on the success that 
can be achieved together: Johan Caspar 
Bergenthal spoke with ACROSS Magazine 
about the success factors driving VIA 
Outlets and the industry in general.

Defending the Future of Retail Real 
Estate in Europe: The Role of ECSP 
in Shaping EU Policy ......................... 70
In this ECSP-column, Julien Bouyeron re-
veals how Europe’s shopping places are 
fighting back: with facts, strategy, and a 
unified voice in the corridors of EU power.

People Power: The Untapped ESG 
Value in Retail Real Estate .............. 44
ESG is everywhere in commercial real es-
tate—on investor slides, in procurement 
tenders, in board-level commitments.

Transforming Shopping Spaces 
for Tomorrow’s Cities ......................  51
Discover how tomorrow’s cities are 
turning shopping into experience, and 
malls into modern agoras.

How Kaufland Is Future-Proofing Its 
Stores with EDGE Certification .......  54
From triple glazing to heat recovery 
systems, Dominik Uhe, Kaufland Interna-
tional, describes how a data-driven 
approach is transforming Kaufland´s  
properties into models of green retail.

Location Matters: Regional Fashion 
Spending in Europe .........................  57
The average purchasing power for cloth-
ing and shoes in Europe is 772 euros per 
capita. However, there are differences 
between the European countries.

Mercator Center Belgrade: Steady 
Growth, Local Relevance, and a 
Proven Urban Lifestyle Model.......... 60
Jovan Ćirić, MPC Properties, explains 
why this neighborhood favorite may be 
Belgrade’s most future-ready shopping 
center.

No Room for Mediocrity: How Retail 
Polarization Is Reshaping the Shop-
ping Landscape .................................12
While luxury and discount segments 
thrive, many mid-tier retailers are  
struggling to stay afloat.

The “Mid-Range Segment” as Such Is 
Not Dying – but “Mediocrity” Is........14
Between premium concepts that offer 
high levels of experience and the suc-
cessful formats found in the discount 
sector, there is less and less room for  
the “mid-range segment”.

SES: “Retail’s Core Function Is 
Curation”........................................... 20
Christoph Andexlinger, SES Spar Europe-
an Shopping Centers, speaks about the 
realignment of traditional shopping cent-
ers, the power of regional retailers, and 
why centers that are uncompromisingly 
well-designed will be the only ones that 
will have a future.

The Evolving Retail Landscape: 
Navigating Polarization Through 
Wellbeing, Sustainability, and 
Community........................................ 25
The most successful retail transformations 
are those that adapt to these dual forces 
by prioritizing the creation of healthy and 
sustainable environments, catering to a 
range of tenant and community needs.

TAKKO Fashion: “We deliver 
reliability for customers and 
landlords” ......................................... 28
The discount fashion retailer is growing 
against the market trend and is pursuing 
ambitious growth targets.

Gradual Change: The New Mid-
Range Between Luxury and 
Discount Concepts ...........................32
In an interview with ACROSS, Olaf Ley, 
Eurofund, describes the most important 
changes in consumer behavior in recent 
years and provides insight into the devel-
opments concerning the Rhein-Ruhr Zen-
trum (RRZ) in Mülheim, Germany, as well 
as Eurofund’s expansion plans.

“Consumption Is an Expression of 
Control, Especially in Uncertain 
Times”................................................. 10
In this interview, consumer researcher 
Monika Koller from the University of 
Vienna discusses emotional value 
dimensions, contradictory consumption 
patterns, and the challenge of creating 
genuine added value in a dynamic 
consumer landscape.

Best in Placemaking 2025................ 73
How the leading European placemaking 
projects look like.IM
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Strong Comeback of the European 
Retail Markets ....................................6
GRAI 1/2025 confirms the positive trend 
in the first quarter of 2025. The EU-15 
Index, compiled by Union Investment and 
GfK, reached a new high of 115 points, 
reporting further growth in seven Europe-
an countries. 

The Great Retail Divide: Why 
Polarization Is Reshaping the 
Retail Landscape ..............................36
Consumers are shifting toward either high-
end experiences or low-cost purchases, 
leaving mid-market retailers struggling.

Between Discount and Luxury: 
Why Retail Destinations Now Depend 
on Emotion – and How Light Makes 
All the Difference ..............................38
Locations that don’t tell a compelling sto-
ry are losing relevance. MK Illumination 
sees this polarization not as a crisis, but 
as a creative opportunity.

Beyond the Middle: How Fiba 
CP Navigates the Global Retail 
Divide ................................................ 40
Luxury brands are thriving on exclusivity 
and immersive experiences, while dis-
count retailers expand rapidly through 
pricing power and operational scale.

The New Middle Hasn’t Disappeared – 
It Has Reinvented Itself ................... 43
Sebastian Guth, 21Media, explains why 
polarization isn’t a problem, but a strate-
gic advantage for smartly positioned retail 
locations.

Unlocking the Power of Marketing 
Automation at Shopping Centers..... 48
In a world in which consumers expect rel-
evance, immediacy, and personalization, 
how can centers deliver consistent, high-
quality engagement without overwhelming 
their marketing teams?
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