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2006 was a particularly eventful year for our portfolio. The City Arkaden center 
in Klagenfurt was opened. We disposed of two properties – the Shopping 
Etrembières center in Annemasse and the Centro Commerciale Tuscia in Viterbo. 
In return, we welcomed two attractive new developments to our portfolio, Galeria
Baltycka in Gdansk and Stadtgalerie Passau. Our portfolio now consists of 16 
shopping centers in four countries with over 1,650 retail units and leasable space 
of around 643,800 m2.

THE CENTERS
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the centers

GERMANY, AUSTRIA,
POLAND AND 
HUNGARY

With 12 shopping centers in Germany,
two in Poland and one in each of Austria
and Hungary, Germany remains the
strategic focus of our investments. In
addition to unique architecture and a very
high standard of construction quality, our
centers have one thing above all in com-
mon: their prime locations.  

Our strategy is to concentrate on the
“original marketplaces“, the city centre
areas. In addition, the Main-Taunus-Zen-
trum in Sulzbach near Frankfurt and the
Rhein-Neckar-Zentrum in Viernheim near
Mannheim represent two established
locations in our portfolio offering out-
standing transport connections and
excellent accessibility by car. The Rhein-
Neckar-Zentrum is located between the
motorway junctions at Weinheim (A5) and
Viernheim (A6), while the Main-Taunus-
Zentrum is directly on the A66 between
Frankfurt and Wiesbaden. A total of 12.5
million people live in the catchment areas
of our centers, 9.4 million of them in Ger-
many. From a statistical point of view,
therefore, every ninth German lives within
reach of one of our shopping centers.

A SHOPPING CENTER
ON LAKE WÖRTH

On 29 March 2006, the City Arkaden
shopping center, Deutsche EuroShop’s
first shopping center in Austria, opened
in Klagenfurt city centre. A massive
70,000 people, far more than expected,
visited the center on the first day alone.
The previous evening, a ceremony was

held with 1,000 guests from the worlds of
politics, business and the arts, who were
impressed by the lavish architectural
design and the successful mix of shops.
Attendees included the Vice Chancellor
of Austria Hubert Gorbach, the Governor
of the Province of Carinthia Jörg Haider,
the CEO of ECE Projektmanagement
Alexander Otto and the members of the
Executive Board of Deutsche EuroShop.
The City Arkaden center has roughly 
120 specialist shops, as well as service
providers and catering outlets, with
retail space of around 27,000 m2, and
acts a shopping and leisure time magnet
for a catchment area of around 400,000
people. Two floors of parking with
around 880 spaces are available for
those arriving by car.

SALE OF ANNEMASSE
AND VITERBO, 
NEW INVESTMENTS
IN POLAND AND
BAVARIA

In mid-April 2006, we sold the Shopping
Etrembières center in Annemasse to a
group of French investors. This was fol-
lowed at the end of December 2006 by
the sale of the Centro Commerciale 
Tuscia shopping center in Viterbo to an
investment fund with international activi-
ties. This transaction completed the
restructuring of the portfolio, announced
some time in advance. Both disposals
generated a substantial profit.

We have increased our investment in 
Poland with the Galeria Baltycka in
Gdansk. Deutsche EuroShop now has a
74% interest in this shopping center in
the heart of the Gdansk-Gdynia-Sopot

conurbation (known as the Tricity). 
Deutsche EuroShop’s share of the invest-
ment volume was around ¤123 million.
Approximately 1.2 million people live in
the center’s catchment area; their retail
purchasing power is around 20% above
the Polish average. The Galeria Baltycka
has been under construction since May
2006 and the opening is planned for
autumn 2007. The center will have around
200 specialist shops on three levels and
some 47,200 m2 of retail space with
around 1,000 parking spaces, inviting 
both locals and tourists in the former
Hanseatic League city to come and stroll
around, and of course to go shopping. By
February 2007, 100% of the retail space
had already been leased on a long-term
basis to well-known retailers.

Deutsche EuroShop has taken a 75% inter-
est in the Stadtgalerie in Passau in Bavaria.
Deutsche EuroShop’s share of the invest-
ment volume was around ¤95 million. The
shopping center will offer around 95 spe-
cialist shops on three sales levels with
retail space of around 27,500 m2. One and
a half years in advance of the planned
opening in autumn 2008, 70% of the shop
space has already been leased to well-
known chains and retailers from the
region. The Stadtgalerie with its artistically
designed facade is being built in the
“New Centre“ of Passau, directly by the
central bus station and close to the main
railway station . Some 400,000 people live
in the center’s catchment area.

* including office space, not including properties under construction
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GERMANY ABROAD TOTAL

Leasable space in m2 491,400 151,900 643,300

No. of centers 12 4 16

No. of shops 1,105 550 1,655

Occupancy rate* 99% 100% 99%

Inhabitants in catchment area 9.4 m 3.1 m 12.5 m



Diese und weitere Modelle aus der aktuellen Swatch Kollektion erhalten Sie in allen Swatch Stores.

212x277_Euroshop.indd    1 14.02.2007    12:08:41 Uhr



Our top tenant, with a 5.0% share, is the Metro group, repre-
sented in our centers with Galeria Kaufhof, Media Markt, Sat-
urn, Real and Extra. Next is the Douglas group, with the 
perfumeries of the same name, Thalia (bookstores), Christ
(jewellers), Appelrath-Cüpper (fashion stores) and Hussel
(confectioners).  

The fact that both groups nevertheless each account for only a
small proportion of our rental income demonstrates the high
degree of diversification of our tenant structure. The top 10 ten-
ants together represent 25.5% of Deutsche EuroShop’s 
rental income, showing that we are not dependent on any one
tenant.

OUR TOP 10 TENANTS

TENANT MIX BY SHARE OF RENTAL INCOME
in %

Douglas Group 4.9%
Metro Group 5.0%

H & M 2.4%
New Yorker 2.1%
Zara 2.0%
Deichmann 1.9%
Engelhorn & Sturm 1.5%
dm - Drogeriemarkt 1.4%
Karstadt 1.2%
Total top 10 tenants 25.5%

Other tenants
74.5%

Pa
ss

au

Peek & Cloppenburg 3.0%

LONG-TERM LEASES
Lease terms in %

2008 1%
2007 2%

2009 1%
2010 3%

2011 14%2012 et seqq. 79%

LONG-TERM LEASES
Our leases have residual terms averaging more than
eight years. Seventy-nine per cent of rental income is guar-
anteed until 2012 at least.  
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New Yorker ist mit 500 Filialen in 17 Ländern eines der
größten europaweit operierenden Modeunternehmen und
kann aufgrund seiner intensiven und international
ausgerichteten Expansionspolitik ein starkes Wachstum
verzeichnen.

Als erster deutscher Fashion-Retailer erhielt
New Yorker bei den jährlich stattfindenden Mapic Awards
den Preis in der Kategorie „Clothing/Fashion &
Accessoires“ für die Dynamik seiner internationalen
Expansion, sein innovatives Konzept, die Qualität seiner
Kundenbetreuung sowie für seine Firmenstrategie.

Auf dieser Grundlage baut New Yorker seine Führungs-
position kontinuierlich aus und bietet gleichzeitig
spannende Perspektiven für eine erfolgreiche Zukunft.
Allein 2007 sollen über 100 weitere Stores eröffnet und
weitere Absatzmärkte – sowohl innerhalb als auch außer-
halb Europas – erschlossen werden.

In (die) Zukunft mit New Yorker



42 DES | Annual Report 2006

the centers

EXTERNAL CENTER
MANAGEMENT

The management of our shopping cen-
ters and the development of properties
still under construction is the responsi-
bility of our partner ECE Projektmanage-
ment. ECE has established itself as a 
specialist in this business and is the 
undisputed market leader in Europe. It
has been developing, planning, imple-
menting, leasing and managing shopping
centers since 1965. We benefit from this
know-how and experience, which
enables us to achieve the maximum suc-
cess for our centers and to focus our very
lean structures at Deutsche EuroShop on
our core responsibility and competency,
portfolio management.  www.ece.de

SECTOR AND TENANT
MIX

One of the main tasks of center man-
agement is to put together the right mix
of sectors and tenants for each center,
one which specifically adds to what is
already available in the city centre. The
particular needs and preferences of the
customers are taken into account: For
example, our shopping centers also
include retailers who can hardly be found
in pedestrianised shopping areas any
more because of the constantly rising
rents in prime city-centre locations. They
include specialist shops for glassware,
porcelain and ceramics, pet shops and
toy shops.

An additional success factor is the differ-
entiated rental system: a greengrocer
naturally cannot pay the same rent as 
a jewellery business. The advantage for
our tenants is that the rent they pay is 
linked to their sector. The advantage for
us is that we can optimise the overall rent
generated by our shopping centers.

A lmost one half of our tenants come
from the fashion sector. In addition to
them, customers can find the complete
range of retailing businesses in each of
our centers including, among others,
specialist electronics shops, supermar-
kets and chemists, as well as department
stores. 

A variety of service providers is also
available, such as travel agents, banks,
hairdressers and dry cleaners. Visitors to
the shopping centers can therefore save
time by using the services they need 
while on a shopping trip. Fast-food
restaurants and ice cream cafés provide
refreshment or simply an opportunity to
take a quick break.

In addition to chain stores with shops
throughout Germany and abroad, the vis-
itor to our shopping centers will also
always find regional and local retailers,
making up around half the total. Together
they give each center its unmistakable
individual charm and character. 

“ECE has been developing, planning,
implementing, leasing and managing
shopping centers for us since the very
beginnings of Deutsche EuroShop in
the year 2000. To start with, we had six
centers in Germany; now we have 16 
in four countries. Our shareholders
often ask us why we don’t manage the
centers ourselves. Our answer is: from
the point of view of quality and profes-
sionalism, we would not be able to do
it better.“

Claus-Matthias Böge,
CEO,
Deutsche EuroShop AG:

Shopping centers can adjust to new
trends. The advantage shopping cen-
ters have over other city-centre retail
properties is their flexibility: they offer
a variety of floor space sizes, formats
and layouts without the need for
excessive expenditure on building
work. As a result, they have a secure
future as far as trend changes in
demand are concerned.
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SECTOR MIX IN % OF SPACE
Total space 100%

REGIONAL TENANT MIX IN % OF SPACE
Total space 100%
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MAJOR NAMES

Our 16 centers have more than 1,650
shops. The success of our shopping cen-
ters is guaranteed by the following ten-
ants, among others: Aldi, Bijou Brigitte,
Breuninger, C&A, dm - Drogeriemarkt,
Douglas, Esprit, Fielmann, Gerry Weber,
Görtz, H&M, Karstadt, Media Markt, Marc
O’ Polo , New Yorker, Peek & Cloppen-
burg, REWE, Saturn, s.Oliver, Starbucks,
Tommy Hilfiger and Zara.

PROMOTIONS AT 
CENTERS

The tenants of our shopping centers are
all members of the centers’ advertising
associations. These plan and organise
marketing promotions throughout the
year in order to continually offer the 
customers new shopping experiences.
They include fashion shows or special
events at Easter and Christmas. Young
and old alike also enjoy exhibitions to
mark particular events, such as in 2006 for
the football World Cup in Germany. 

The responsibilities of the advertising
association also include coordinating 
a consistent advertising approach, pro-
ducing shopping center newspapers in
the form of pull-outs in regional daily
papers, and placing radio spots and 
citylight posters produced exclusively for
the center.
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the shopping experience!

Fashion 48.4%

Services 1.1%

Department stores 13.2%

Consumer durables/
electronics 19.8%

Food 7.6%

Health and beauty 5.9%
Catering 4.0%

(Inter)national 
chains 49% Single operators 29%

Regional chains 22%



the centers
The new, liberalised law on shop opening hours is gradually
coming into force in the different federal German states. Hesse
was first in December 2006, while Lower Saxony, for example,
will follow in April 2007. Other states such as Saxony intend to
issue new regulations shortly. 

The center management decides together with the tenants
which opening hours are likely to be most successful for the
particular shopping center, taking into account the preferences
of customers and visitors of course. The experience gained dur-
ing the weeks of the football World Cup also contributes to this
process.

It is becoming apparent that late Thursday opening is making a
comeback in many centers, with shops open until 22:00. Some
centers will be offering a long weekend, opening on both 
Friday and Saturday until 22:00. Moreover, Sunday opening,
which was always a great success in the past, is planned for
selected weekends.

The most important thing in this context is that all the tenants in
our shopping centers have the same opening hours as each
other in every case. This is a major competitive advantage com-
pared with city-centre shopping areas where individual retail-
ers decide on their own opening hours. Visitors and customers
at our shopping centers can therefore rely on the knowledge
that every shop in the center will be fully there for them up until
the last minute.
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DER NEUE PALMERS-SHOP

… und weiterem Wachstum

in Deutschland und International.
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In January 2007, the standard rate of VAT was
increased by 3 percentage points from

16% to 19%. The reduced rate of 7%
(e.g. on food, flowers, and newspa-

pers and magazines) did not
change. According to the Feder-
al Statistical Office, around 53%
of private expenditure on con-
sumption is affected by the
increase. Analysts are there-
fore forecasting that an
increase in the rate of inflation

of 1.5% will result solely from
higher prices due to the rise in

VAT.

Estimates of the amount of pur-
chases brought forward in antic-
ipation of the increase in VAT
were somewhat too high. The
buying frenzy detected by 
surveys seems to have been
more in the mind than reflected
in actual purchases, since tradi-
tional retailers reported only a

small nominal increase of 0.8% 
in 2006. The figures varied widely

among different retailers, however:
sales in the food sector fell 

by 1.3%, while consumer electronics
enjoyed a rise of 9%.

In 2007, however, a shock reaction to the
increase in prices has yet to materialise.

Retailers have passed on only a very small
amount of the increase in VAT to their customers.

This may help to reduce consumers’ uncertainty
about the future direction of the cost of living. The
odds are increasing that the general upturn in the

economy will also spread to the retail sector.

the centers

*

INCREASE
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Brille: 1234.
Fielmann gibt Ihnen die Geld-zurück-
Garantie. Sehen Sie das gleiche Produkt
innerhalb von 6 Wochen nach Kauf anders-
wo günstiger, nimmt Fielmann den Artikel
zurück und erstattet den Kaufpreis. 

Und Fielmann gibt drei Jahre
Garantie auf alle Brillen. Auch auf
Kinderbrillen. Denn bei Fielmann kaufen
Sie bewährte Qualität. Die Fassungen der
Fielmann-Collection haben die Gebrauchs-
prüfung nach EN ISO 12870 erfolgreich
durchlaufen. 

Mit großen Leistungen und kleinen
Preisen ist Fielmann zum größten
Optiker in Deutschland geworden.

Brille: Fielmann. Mehr als 500x in
Europa.

*Für Brillen aus der Nulltarif-Collection mit
Mehrstärkengläsern kostet die Versicherung nur
€ 50 Prämie pro Jahr.

• sofort eine Brille aus der Nulltarif-Collection • alle zwei

Jahre eine neue • jederzeit Ersatz bei Bruch, Beschädigung

oder Sehstärkenveränderung • Versicherung für nur € 10*

Prämie pro Jahr

Die Nulltarif -Versicherung von 1234

und der HanseMerkur.
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in 1964, the first shopping cen-
ter in Germany offers products
and services from a wide range
of sectors on approximately
79,000 m2 of retail space.

Sulzbach
Land of mountains, castles and spas

THE SAALBURG  fort was
once one of sixty or so erected
along the 550-km “Limes” wall
protecting the ancient border
between the Roman empire
and the Germanic territories.
The Saalburg fort in the Taunus
region, in the direct vicinity of
the Limes wall – which was
declared by UNESCO to be a
World Heritage Site – is the
only reconstructed Roman fort
in Europe. Today, it is an open-
air museum and exhibition
centre.

2
THE LANDSCAPED OPEL-
ZOO is home to dromedaries
and Bactrian camels as 
well as arctic foxes, lynxes,
raccoons and many other
species. All in all, over 1,000
animals from all corners of
the world can be found here.
Visitors have the opportunity
to accompany a vet on his/her
rounds or to go on guided
tours on “Communication in
the Animal Kingdom”, ma-
king a visit to the zoo an
unforgettable experience. 1

View of the Saalburg,
the only reconstructed
Roman fort in Europe.

THE MAIN-TAUNUS  district is often termed the “land of
spas” – and with good reason: for a start, there is the
“Taunus-Therme” thermal spa, which offers an impressive
range of wellness activities and even has its own cinema.
Also well worth a visit are the “Kur-Royal” day spa in Bad
Homburg and the Kurbad Königstein spa, which offers a 
glorious view of the Taunus and the Königstein castle ruins.
To name just a few.

The Main-Taunus-Zentrum in 

GROUND PLAN:

Investment: 43.1%

Purchased by DES: September 2000

Leasable space: around 103,400 m2

of which retail space: around 79,000 m2

No. of shops: around 100 

Occupancy rate: 100%

Catchment area: around 2.2 m. inhabitants

Parking: around 4,000

Grand opening: 1964,

renovation/modernisation

2001, 2003–2004

Anchor tenant: Breuninger,

Galeria Kaufhof, Karstadt, Media Markt

FERI-rating: A (very good)

Opened
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Viernheim
The town in the Rhine-Neckar triangle

Apostelkirche church 
in the town centre: 

Neo-Gothic construc-
tion, built between

1896 and 1899

2
1

The Rhein-Neckar-Zentrum in  

GROUND PLAN:

THE LARGEST CENTER  
in the Rhine-Neckar metro-
politan region in Viernheim
attracts some 30,000 visitors
every day.

Investment: 99.9%

Purchased by DES: September 2000

Leasable space: around 63,600 m2

of which retail space: around 60,000 m2

No. of shops: around 100

Occupancy rate: 100%

Catchment area: around 1.4 m. inhabitants

Parking: around 3,800

Grand opening: 1972 

renovation/modernisation 2000–2002

Anchor tenant: Engelhorn Active Town,

Karstadt, Peek & Cloppenburg

FERI-rating: A (very good)

THE REGION offers many opportunities for relaxation and a wide
variety of leisure activities. Odenwald, Neckartal, Bergstrasse, Pfäl-
zer Wald and Weinstrasse are all popular local recreation areas. And
the holiday park in Hassloch is not only a treat for children, but also
caters for grown-ups with an extensive programme of evening events
and shows.

AS VIERNHEIM is not
far from Mannheim, visitors
to the Rhein-Neckar-Zen-
trum should also take the
opportunity to see the near-
by city and its many places
of interest. One of the main
highlights is the Wasser-
turm – a water tower with a
striking art nouveau design
and a distinguishing feature
of the city.
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of the Altstadt – the old town
– the Altmarkt-Galerie offers
shoppers everything from
small shops to well-known
chains, as well as a relaxed,
pleasant atmosphere. 

Dresden
The Venice of the Elbe

ANOTHER VITAL PART of
any trip to Dresden is a visit to
the Semperoper opera house
and the Zwinger Palace, one of
the most significant examples
of late Baroque architecture in
Europe. As well as its sophisti-
cated architecture and charm,
the Semperoper is also famed
for its wonderful performances.

3

1

2

Brühl’s Terrace is also
dubbed the “balcony 
of Europe”

THE DRESDEN PHILHARMONIC ORCHESTRA
is one of the most important of the city’s cultural institu-
tions. Based in the Kulturpalast in the Altmarkt district 
of Dresden, the orchestra’s concerts attract locals 
and tourists alike. The appeal of the Dresden Philharmonic
Orchestra is by no means limited to its home city: during 
its most recent tour of Japan, the ensemble was greeted
with standing ovations and sold-out venues.

The Altmarkt-Galerie in 

GROUND PLAN:

THE MOST FAMOUS
symbol of Dresden is the
Frauenkirche – The Church
of Our Lady. This magnifi-
cent Baroque creation is
both an anti-war memorial
and a symbol of internation-
al reconciliation.

LOCATED IN THE HEART 
Investment: 50.0%

Purchased by DES: September 2000

Leasable space: around 44,500 m2

of which retail space: around 26,000 m2

No. of shops: around 110

Occupancy rate: 99%

Catchment area: around 1.0 m. inhabitants

Parking: around 500

Grand opening: 2002

Anchor tenant: Saturn, SinnLeffers, Zara

FERI-rating: AA (excellent)
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Hamburg
Gateway to the world

the Phoenix-Center is a place
where many Hamburg resi-
dents go, not only to shop, but
also to give their taste buds a
treat.

The view from the roof
of the “white castle on
the Alster” – the Hotel

Atlantic Kempinski

2
ST. PAULI has far more to
offer than the sex trade and
erotic shows: on the “Kiez”
there are pubs, clubs and bars
catering for all tastes, as well
as musicals and theatres.

HAMBURG has much to offer from a tourism, business and cultural 
perspective: for instance, the Deutsches Schauspielhaus theatre, with a 
history stretching back over 100 years, has around 1,300 seats, making it 
the largest spoken theatre venue in Germany. Already voted Theatre of the
Year several times, the theatre boasts both a long list of famous managers
and a programme of classical and contemporary, modern works. In addi-
tion, Hamburg is a veritable musical metropolis, attracting visitors with
musicals such as Disney’s “The Lion King” and “Dirty Dancing”. Scheduled
to open in 2010, the Elbphilharmonie concert hall will further enhance
Hamburg’s cultural life and cityscape.1

3

The Phoenix-Center in 

GROUND PLAN:

Investment: 50.0%

Purchased by DES: August 2003

Leasable space: around 39,200 m2

of which retail space: around 26,500 m2

No. of shops: around 110

Occupancy rate: 97%

Catchment area: around 0.6 m. inhabitants

Parking: around 1,600

Grand opening: 2004

Anchor tenant: C&A, Media Markt,

New Yorker, SinnLeffers 

FERI-rating: A (very good)

FOR THE PEOPLE OF HAMBURG, it is not of prime
importance that their port is the second-largest in Europe and
one of the nine largest container ports in the world. For them, 
it is rather the gateway to the world, the impressive backdrop to
their city and a magnet for many cultural and gastronomic
delights. The lively activity on the ships and wharves is a sight to
behold, day and night.

BATHED IN LIGHT,
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Hamm
Where the artists are at home

surroundings in the heart of the
city, the two-level Allee-Center
offers a lively shopping experi-
ence for the people of Hamm.

Glass elephant in 
Maximilianpark: 
the city’s best-known
work of art

THE CITY’S ARCHITECTURAL HIGHLIGHT and most promi-
nent feature is the glass elephant in Maximilianpark, which was built on
the disused coal washery. It is the world’s largest building in the shape
of an animal. Many other significant industrial structures can be seen in
Maximilianpark, which is well worth a visit. For those who wish to relax,
there is the Maximare – a thermal spa with extensive sports and well-
ness facilities and a large sauna garden (3,000 m2). While the saltwater
outdoor pool does you good, there are also slides for fun and games.

The Allee-Center in 

1
2

GROUND PLAN:

WITH ITS GREEN  Investment: 87.7%

Purchased by DES: April 2002

Leasable space: around 35,100 m2

of which retail space: around 21,000 m2

No. of shops: around 80

Occupancy rate: 100%

Catchment area: around 0.6 m. inhabitants

Parking: around 1,300

Grand opening: 1992,

renovation/modernisation 2002–2003

Anchor tenant: H&M,

Peek & Cloppenburg, Saturn

FERI-rating: A (very good)

THE GUSTAV-LÜBCKE-MUSEUM is a successful marriage 
of architecture and art. While the building itself is striking in its own
right, the museum’s collections are even more impressive. Permanent
exhibitions include Egyptian art, applied arts and twentieth-century
painting.
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Wetzlar
City of old churches and castles

of the center is its market area
in which fresh delicacies can
be found.

THE WETZLAR FESTIVAL has taken place every summer since 1953 and is the highlight of the town’s cul-
tural life. The festival is held primarily on the open-air stage in the Rosengärtchen – a park behind Wetzlar
Cathedral – as well as in the Hofgut in Hermannstein and in the Lottehof, the birthplace of Charlotte Buff,
Goethe’s “Lotte”. Traditionally, the festival consists of a colourful mix of diverse events, from jazz concerts and
operas to plays and comedy shows.1

THE UNFINISHED Wetzlar Cathedral was built as far back as 1230 – origi-
nally in the Romanesque style. Later construction work continued in the styles
of the Gothic and Baroque eras. However, for various reasons, work came to 
a standstill on numerous occasions. It was not until 1490 that the south tower
was completed. Work did begin on the planned north tower, but has yet to be
completed to this day.

2

Forum in

GROUND PLAN:

THE HIGHLIGHT Investment: 65.0%

Purchased by DES: October 2003

Leasable space: around 34,300 m2

of which retail space: around 23,500 m2

No. of shops: around 110

Occupancy rate: 100%

Catchment area: around 0.5 m. inhabitants

Parking: around 1,700

Grand opening: 2005

Anchor tenant: Kaufland, Media Markt

FERI-rating: A (very good)

The Baroque 
Hospitalkirche

church was built 
in 1764
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Bauhaus city in the Garden Realm

1
2

Thanks to the Mulde
and Elbe rivers,
Dessau is blessed 
with an extensive
meadow landscape

THE CITY on the Elbe and the Mulde has more than the
Bauhaus movement to its name. Formerly the seat of the
Princes of Anhalt, Dessau boasts many historic buildings. For
instance, one of the defining symbols of Dessau is the City Hall
(Rathaus), built in 1901; the Rathaus-Center, named after it, was
constructed in the direct vicinity of this building. Also of particu-
lar appeal are the various castles and parks – notably the
Georgium Palace which houses the Anhalt Art Gallery collection.

The Rathaus-Center in

Investment: 94.9%

Purchased by DES: November 2005

Leasable space: around 30,600 m2

of which retail space: around 20,000 m2

(without Karstadt)

No. of shops: around 80

Occupancy rate: 98%

Catchment area: around 0.5 m. inhabitants

Parking: around 850

Grand opening: 1995

Anchor tenant: H&M, Peek & Cloppenburg

FERI-rating: B+ (well above average)

Dessau

specialist shops, the Rathaus-
Center – which is located
between the City Hall (Rathaus)
and the city park in the third-
largest city in Saxony-Anhalt – is
a veritable shopper’s paradise.

WITH SOME 80 

DESSAU is known internationally as the place where Hugo
Junkers revolutionised air travel with his aeroplane construc-
tions, and as the home of the Bauhaus movement. As one of
the first design colleges and the adopted home of many
renowned architects and artists (including Paul Klee, Wassily
Kandinsky and Mies van der Rohe), the Dessau Bauhaus
played a significant role in the history of architecture, art and
culture in the 20th century. The Bauhaus building, which was
designed by Walter Gropius, is now home to the Bauhaus
Dessau Foundation. It was added to UNESCO’s list of World
Heritage Sites in 1996.
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GROUND PLAN:

The Volkswagen
Autostadt –

information and
events relating

to mobility

The City-Galerie in 

HANDS-ON KNOWLEDGE is the order of
the day at phæno, the interactive science centre
where science is made accessible to everyone. In a
spectacular and futuristic building designed by
architect Zaha Hadid, visitors can experience 
science right up close in any of 250 experimental
stations and in a variety of laboratories.3

WITH 3000 M2 of pools and
2,400 m2 of sauna landscape –
BadeLand in the Allerpark is 
Germany’s largest leisure baths.
Here, visitors can swim to their
hearts’ content, explore the sur-
roundings or relax in the sauna – all
while enjoying the glorious view of
the Allersee Lake and the Allerpark.12

THERE IS MORE THAN CARS to be discovered in
Wolfsburg. The city is more than “just” the home of Volkswagen
cars. Particularly worth a visit are the striking Wolfsburg Castle
and Fallersleben Castle. As well as lending its name to the city,
Wolfsburg Castle is an impressive architectural creation in the
style of the Weser Renaissance. Inside the 700-year-old building
is the City Gallery, which showcases works of modern art. 
Similarly, Fallersleben Castle is home to the Hoffmann von 
Fallersleben-Museum.

Wolfsburg
The Autostadt

THE CITY-GALERIE,   
located in the busy pedestrian
zone on Porschestraße, is
roughly six years old.

Investment: 89.0%

Purchased by DES: September 2000

Leasable space: around 30,000 m2

of which retail space: around 20,000 m2

No. of shops: around 90

Occupancy rate: 100%

Catchment area: around 0.3 m. inhabitants

Parking: around 800

Grand opening: 2001

Anchor tenant: Extra, Saturn, Sport-Scheck

FERI-rating: A (very good)
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Kassel
Home to the documenta 

exhibition Since 1955, the Kun-
sthalle Fridericianum
has been the focal 
point of the documenta
exhibition of modern
and contemporary art.

2
HOWEVER, there is far more to Kassel than just documenta. The city offers an extensive range of cultural
activities of an international standard. No trip to Kassel is complete without a visit to the Brothers Grimm 
Museum in the historic Palais Bellevue. This permanent exhibition explores the life and work of Jacob and 
Wilhelm Grimm. And the Wilhelmshöhe Park – the largest upland park in Europe, with its castle and Hercules
figure – is another sight that cannot be missed.

DOCUMENTA is considered to be the world’s
leading exhibition of contemporary art. It was found-
ed in 1955 by artist and art teacher Arnold Bode with
a view to showing the German public works by inter-
national modern artists who were banned during the
National Socialist dictatorship. Held every five years,
this exhibition has presented works of contemporary
art ever since.1

City-Point in

GROUND PLAN:

WITH A GLASS-COVERED
INNER COURTYARD and an
ornate facade, the City-Point
has many architectural
charms.

Investment: 40.0%

Purchased by DES: September 2000

Leasable space: around 29,500 m2

of which retail space: around 20,000 m2

No. of shops: around 60

Occupancy rate: 100%

Catchment area: around 0.8 m. inhabitants

Parking: around 220

Grand opening: 2002

Anchor tenant: Hertie, Hugendubel, Saturn

FERI-rating: A (very good)
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ever crossed a street without
realising it when out shop-
ping? This is certainly possible
at the City-Arkaden, which is
built over a street.

Wuppertal
Floating above it all

WITH OVER 300,000 
VISITORS, the annual
Vohwinkeler flea market is
the largest one-day flea
market in the world. At the
colourful market below the
suspension railway, shop-
pers can haggle with the
500 to 600 stand owners in
search of a bargain. On sun-
ny days, the market has
been known to attract up to
500,000 visitors.

3
WHEN THE RIVER WUPPER leaves 
Wuppertal, it flows through the Bergisches
Land, which is renowned for its unspoilt
scenery and quiet woodlands. With its varied
landscapes comprising hills and steep valleys,
this area is perfect for relaxing trips in unspoilt
country. As well as the extensive woodlands,
there are brooks and streams typical of the
area through which the Rhine, Ruhr and 
Wupper rivers all run.

1 2

An attraction since
1901: the suspen-

sion line

The City-Arkaden in 
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GROUND PLAN:

HAVE YOU 

THE “STEEL CEN-
TIPEDE” is what Wuppertal
locals call their world-famous
suspension railway. Every day,
some 75,000 people use it to
travel across the city, making it
the principal form of public
transport. However, the rail-
way is not just an important
means of transport, but also
the city’s number one tourist
attraction.

Investment: 72.0%

Purchased by DES: September 2000

Leasable space: around 28,700 m2

of which retail space: around 20,000 m2

No. of shops: around 85

Occupancy rate: 100%

Catchment area: around 0.7 m. inhabitants

Parking: around 650

Grand opening: 2001, renovation 2004

Anchor tenant: Akzenta, MediMax, Zara

FERI-rating: A (very good)
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The Pied Piper town

THE CRAFT demon-
strated in the histori-
cal Pulverturm tower
goes back many, many
years. Here in the
Hameln glassworks,
glass-blowers per-
form their work,
showing admiring on-
lookers how exquisite
glass objects have
been created in the
Weserbergland region
without the use of
moulds since as far
back as 1130.2

1

Hameln was once
protected by the
town wall and 
22 towers such as
the Haspelmathturm

THE BROTHERS GRIMM made the Pied Piper’s city world famous. Legend has it that the piper first led
the rats out of the town and then, because the townspeople would not pay him for his services as promised,
lured away their children. Less well known is the fact that Hameln has an extremely attractive 
old town with charming sandstone and half-timbered buildings dating back to the 16th, 17th and 18th 
centuries. The charming Renaissance buildings that are characteristic of Hameln are central to the 
town’s appeal. Visitors who explore the town on foot are guided to the main sights by thousands of rats painted
along the routes.

The Stadt-Galerie in 

GROUND PLAN:

Investment: 94.9%

Purchased by DES: November 2005

Leasable space: around 25,000 m2

of which retail space: around 19,000 m2

No. of shops: around 90

Occupancy rate: > 75%

Catchment area: around 0.4 m. inhabitants

Parking: around 500

Grand opening: Spring 2008

FERI-rating: to be performed 

for the first time in 2008

Hameln
will see the opening of 
the Stadt-Galerie. Long-term
leases for most of the retail
space have already been 
concluded.

SPRING 2008  
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Where three rivers meet

Quaint little
lanes give the

town its flair

The Stadtgalerie in 

THE EUROPEAN WEEKS Festival was established
in 1952 and has taken place every summer since then.
It was the first festival in post-war Germany to pursue
not only cultural but also political objectives, which 
is still the case today. Every year, 60 or so events 
are held from a variety of areas, (opera, theatre, 
exhibitions, etc.), attracting visitors from all over
Europe. Above all, the European Weeks Festival is
renowned for its premieres of contemporary works.2

1
PASSAU is where the Danube, the Inn and the Ilz meet and flow
eastwards together. However, this is not the only attraction of the
pleasant Lower Bavarian university town: St. Stephen’s Cathedral
is the mother church of the Eastern Danube region. The magnifi-
cent Bishop’s Residence is located at the highest point of the old
town (Altstadt). In 1662, it was almost completely destroyed by a
devastating fire and was rebuilt by architect Carlo Lurago. With
17,974 pipes and 233 registers, the cathedral organ is the largest
in the world.

Passau

GROUND PLAN:

is a modern marketplace under
construction in the heart of the
former prince-bishopric.

THE STADTGALERIE 
Investment: 75.0%

Purchased by DES: December 2006

Leasable space: around 27,500 m2

of which retail space: around 21,000 m2

No. of shops: around 90

Occupancy rate: 70%

Catchment area: around 0.4 m. inhabitants

Parking: around 500

Grand opening: Autumn 2008

FERI-rating: to be performed 

for the first time in 2009
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Klagenfurt
Renaissance gem on Lake Wörth

A prominent 
feature of the city:

Hercules fighting
the dragon

VOLLEYBALL domi-
nates the summer sea-
son in Klagenfurt. Every
August, beach volleyball
grand-slam tournaments
are held here, with World
Cup and Olympic players
also participating.2

THE CAPITAL of the south-
ernmost federal state in Austria –
Kärnten – has one of the coun-
try’s most attractive old towns.
Situated directly on Lake Wörth,
with the lake bathing area 
in Europe, Klagenfurt is an
extremely popular place for 
holidays and recuperation.

1

The City Arkaden in 

GROUND PLAN:

3
CASTLES are a characteris-
tic feature of the Klagenfurt
region and are the destination
of many tours: a total of 23
well-preserved and restored
castles of different sizes can be
found in the vicinity of the city.

of the Arkaden allows ample
daylight into a building that is
in perfect harmony with the
architecture of the old town.

THE GLASS ROOF 

the centers

Investment: 50.0%

Purchased by DES: August 2004

Leasable space: around 36,700 m2

of which retail space: around 27,000 m2

No. of shops: around 120

Occupancy rate: 100%

Catchment area: around 0.4 m. inhabitants

Parking: around 880

Grand opening: 2006

Anchor tenant: C&A,

Peek & Cloppenburg, Saturn

FERI-rating: A (very good)
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Pécs
The home of Zsolnay
porcelain

A mosque from the
time Péc was occupied
by the Turks – today, 
it is used as a Catholic
church

PÉCS is located at the feet of
the Mecsek mountains, which
gives the city a favourable 
climate and a Mediterranean
flair, which would seem to
explain its popularity among
Italian tourists. The unique
atmosphere is created by the
many small cafés and restau-
rants and by the countless 
fig trees that are characteristic
of the Mecsek slopes. Pécs 
is also a city of grapes and 
vines that are used to 
produce exquisite wines – even
though more and more vine-
yards are falling prey to the
growing city.

2

1

The Árkád in

GROUND PLAN:

AS FAR BACK AS 1009,
Pécs was declared an epis-
copal see by Stephen I of
Hungary. St. Peter’s Cathe-
dral was also built in the 11th
century. Although it was
altered many times, it never
lost its Romanesque charac-
teristics and is considered
today to be a significant relic
of medieval art. In addition to
the cathedral, the early
Christian burial chambers,
some of whose murals and
ceiling frescoes date as far
back as the fourth century,
are a particular cultural her-
itage of the city.

is a colourful marketplace and
lively event venue in the city
centre.

THE  ÁRKÁD PÉCS
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Investment: 50.0%

Purchased by DES: Nov. 2002

Leasable space: around 35,200 m2

of which retail space: around 35,000 m2

No. of shops: around 130

Occupancy rate: 100%

Catchment area: around 0.5 m. inhabitants

Parking: around 850

Grand opening: 2004

Anchor tenant: C&A, Interspar,

Media Markt

FERI-rating: A (very good)



The chessboard city

AMONG THE MOST
BEAUTIFUL Gothic build-
ings in Central Europe is 
Wroclaw City Hall, which ini-
tially consisted of one storey
and gradually assumed its
current form. To the east of
the marketplace is Slowacki
Park with the Panorama
Raclawicka, a gigantic paint-
ing depicting the Battle of
Raclawice in 1794, where the
Russians were defeated by an
army of farmers. The Cathe-
dral Bridge leads to the
Cathedral Island, which, since
a tributary of the Oder was
filled in the 19th century, is no
longer an island as such, but
is nonetheless home to a total
of five medieval churches.1

Wroclaw City Hall
– a symbol of the
city for 700 years

WROCLAW IS KNOWN
as the chessboard city owing 
to the design of its city centre
with the marketplace in its 
centre. Surrounded by histor-
ical buildings in a diversity of
architectural styles, the mar-
ketplace also offers cosy
restaurants, cafés and inter-
esting museums.

Galeria Dominikanska in

GROUND PLAN:

Wroclaw
architectural elements and
parts of the historic city wall,
which are integrated in the
building, are striking features
of Galeria Dominikanska.

FUTURISTIC

2

the centers
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Investment: 33.3%

Purchased by DES: Dec. 2003

Leasable space: around 32,800 m2

of which retail space: around 30,000 m2

No. of shops: around 100

Occupancy rate: 100%

Catchment area: around 1.0 m. inhabitants

Parking: around 900

Grand opening: 2001

Anchor tenant: C&A,

Media Markt, van Graaf

FERI-rating: AA (excellent)
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Gdansk
One of the oldest and most

important cities in Europe

The City Hall, 
the Rechtstädtische
Rathaus, dates back 
to the 14th century 

THE STARE MIASTO (old town) and Glówne Miasto (main town) 
districts of Gdansk offer many interesting sights for tourists – the latter
predates the former and was independent for many years. Glówne Miasto
boasts countless magnificent patrician houses, the City Hall and the
Marienkirche church with room for 25,000 people.

THE NEPTUNE FOUNTAIN,
which is located at the Long 
Market in Glówne Miasto, took 
15 years to complete. The Neptune
statue was modelled by local
artists Peter Husen and Johann
Rogge, cast in bronze in Augsburg
and erected in the fountain in 1633.
It is found in front of Artus Court,
one of the most beautiful historical
monuments in the Hanseatic style.
This building was used as a meet-
ing place for the city’s rich citizens
and merchants and is named after
the Celtic king Arthur.

Galeria Baltycka in 

GROUND PLAN:

2

1

is the collective name given to
Gdansk, Gdynia and Sopot,
from which Galeria Baltycka
can be reached very easily.

TRICITY Investment: 74.0%

Purchased by DES: August 2006

Leasable space: around 47,200 m2

of which retail space: around 39,500 m2

No. of shops: around 200

Occupancy rate: 100%

Catchment area: around 1.2 m. inhabitants

Parking: around 900

Grand opening: Autumn 2007

FERI-rating: to be performed 

for the first time in 2008



lifestyle

Black and red

Aperol Sour

Organic food

”Grey’s Anatomy”
Drainpipe jeans

Ballerinas and 
high-heel pumps

WHAT’S HOT, WHAT’S NOT?
in&out

Costume jewellery

The Nintendo wii

Bermuda shorts
Holidays in 

Germany

Inline skates

Bare midriffs
Worn look

Synthetics

Tube TVs

70s style

Long skirts
Novelty ties

Designer stubble
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What is the key to success in  
the retail sector?
Klaus Striebich, Managing Director Leasing, ECE
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A pity, really, since this is not a true
reflection of the fascinating retail sector
– and it really is fascinating! What could
be better than seeing a smiling woman
leaving your shop, eyes gleaming after
having found the perfect purchase – à
la “Sex and the City” (isn’t it interesting
to see how shoe designer Manolo
Blahnik makes women happy).

These days, things are tough in all sec-
tors and all areas. But how can retailers
be successful on the German market?
First of all, retailers must understand
that the main focus is no longer on the
distribution aspect, but rather on gen-
erating demand. Tchibo (one of the
most interesting and successful retail
concepts of all) sees its retail task as
selling to people who already have
everything they need.

Apart from determining what a cus-
tomer wants, retailers must also ensure
that the products in question are made
available. Here, the technologisation of
the retail sector calls for closed-loop
merchandise management systems
and for all kinds of retail and produc-
tion stages to be skipped over – the
advent of verticalisation. In spite of this,
it is astonishing to note that, for exam-
ple, the standard sizes for men’s suits in
Germany (48/50) are almost impossi-
ble to get hold of, while sizes 56, 26, or
106 are even available at reduced
prices.

Once retailers have mastered these
first two tasks, all they have to do is
present their wares. 

This creates added value in the form of
an “experience” that also justifies
charging a high price for the goods.
After all, consumers do not pay for
goods, they pay for an experience. For
many (female) customers, the act of
shopping itself seems to have more of
a therapeutic effect than actually own-
ing the product in question (hence the
term “frustration purchases”).

This was the advent of the idea of
“lifestyle”. Retailers such as P&C and
Ansons sell taste, not clothing. The col-
lections of monobrands such as Esprit,
s.Oliver, Mexx, or Tom Tailor provide a
kind of sartorial security (consumers
only have to imagine the field day their
colleagues would have if they were
found to be wearing clothes that did not
go), and customers come to have faith
in their selection. And this reliability is
readily rewarded. You are someone if
you are wearing Brand XY (personally,
I am also pleased when my lady col-
league notices on Monday morning
that I am wearing a new tie, and that it
“looks good” too).

Retail space has been replaced by
“retail stages” – leading to constant new
challenges for shop designers. Employ-
ees are no longer salespeople but
rather players. In the Varner Group
(including Dressmann), which is highly
successful in Norway, new employees
learn the Dressmann dance and how to
view the shop as a stage before they
learn about the products and the like.

Concentration on  high-profile brands is
increasing in all segments. A unique
product range, “message” and service
provided, etc. – this is what sets retailers
apart from the competition and what
makes customers choose one over the
other. It is no accident that in Germany
perfumeries are frequently equated
with Douglas, or that the name Deich-
mann invariably springs to mind at the
mention of a shoe retailer.

The sheer depth of the ranges in ques-
tion can be seen by looking at the
example of “shirts and ties” (an area for-
merly devoid of all sexiness). In recent
years, a wide variety of concepts have
sprung up, differentiated in terms of 
target groups and product ranges.
Olymp, Eterna and Seidensticker are
synonymous with sophisticated busi-
nessmen, van Laack and Jacques Britt
with upmarket customers, and Signum
and Casa Moda with leisurewear with a
sporting touch. These are flanked by
individual concepts for custom-made
shirts, such as Sovrano from North Rhine-
Westphalia.

This phenomenon is illustrated even
more clearly by the coffee concepts that
have emerged in recent years. Formerly
a luxury, filtered coffee has now lost
much of its mystique. New roasts, spe-
cialities, means of preparation and sales
concepts have replaced the time-hon-
oured café with coffee bars all’italiana
(Segafredo, Lavazza, Illy and more to
come), American-style coffee shops
(Starbucks with their “third place”
approach – i.e. a third place to spend
time other than at home or at work), or a
mixture of these (the Coffeeshop Com-
pany owned by the Austrian Schärf
Group) and many excellent regional
operators (World Coffee or Balzac Cof-
fee in North Germany, Woyton in North
Rhine-Westphalia, Coffee Fellows in
South Germany, and many more). In
terms of volume, Tchibo is the biggest
coffee seller, but focuses on a different
target group and message.

After years of extraordinary expansion
in retail space and the unyielding march
of the discounters, the large food retail-
ers are once again focusing more 
on the content of 
their product ranges.
Recent “supermar-
kets of the year”
have been those
featuring gour-
met prod-
ucts

rather than run-of-the-mill outlets offer-
ing basic groceries. A good atmos-
phere even when buying essentials at
the last minute, ample choice and first-
class presentation – all of these serve to
whet the appetite, something that is
captured very effectively by the current
EDEKA advertising slogan “Wir lieben
Lebensmittel” – “We love food”. How-
ever, REWE has also chalked up great
successes with its fresh produce. Sector
observers will be keeping a particularly
close eye on the progress made by
Migros, the upmarket Swiss retailer that
has recently opened its first outlet in the
south of Germany.

buy
me

!

�

Unfair as it may be, the retail sector has a bad reputation. A reputation for badly
paid work and unenviable working hours. Employees sometimes have to get their hands dirty, and
there are grumbling customers who always know everything better. The most popular employers –
particularly in the case of the sought-after university high-flyers – are generally large, international
brand-name companies, consulting firms, investment bankers, or internet companies – retailers are
seldom mentioned, if at all.

�
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Life tastes good, according to the
slogan of WMF’s relaunched retailing
concept. But Villeroy & Boch, or con-
cepts such as Depot, Butlers and Cult at
Home also allow us to feel good at
home again, making a stand against
IKEA and other category killers and
taking the place of the near-extinct hou-
sehold goods specialists.

Specialisation and precise target group
definitions lead to increased customer
loyalty and market share. In the restau-
rant business, particularly in the field of
ethnic food, clear regional patterns ini-
tially emerged. Asian food was very
popular in the east of Germany, owing
to the close ties between the former
GDR and Vietnam, while doner kebabs
initially struggled for attention. In the
West, it was the other way around.
These days up to three different Asian
food concepts can be found in some
food courts (Chinese, Thai/Vietnamese
and Japanese/sushi). These are joined
by Indian, Arabic and many more. The
most brilliant concept of the moment,
though, is Vapiano. Based on classic Ital-
ian pasta, this concept offers wellness
cuisine, lifestyle, fresh products, front
cooking and mass catering all rolled
into one. A significant feat, when you
consider the locations in which Vapiano
has been successful.

The modern retail age is also charac-
terised by a veritable information
explosion. The Internet, several thou-
sand print media and cable, satellite and
digital TV, etc. all provide customers with
information – rapidly, intensively and
reliably. In some sales situations, cus-
tomers know (or think they know) more
about the products than the salespeo-
ple. The original function of the employ-
ee at the POS – i.e. to advise and inform
– is developing into a guiding function:
steering the customer in the direction of
a sale.

Among other factors, customer mobility
has led to the creation of new sales
channels. Hybrid shopping behaviour –
i.e. frequenting both discounters and
classy boutiques – forces providers to
keep as high a profile as possible. This
was the advent of multi-channelling.
Among clothing retailers, this has been
demonstrated impressively by the CBR
Group. In the beginning, it was merely a
wholesaler for Street One. Following
this, it was one of the first to develop the
shop-in-shop system and, later on, the
first monobrand stores. Directly after
this, the Group established additional
specialised brands such as Cecil or One
Touch. Then the existing successful
brands were simply brought together
to form a multi-brand retail concept
under the CBR retail concept. In some
cities, these three brands can be found
in department stores, clothes shops,
monostores and multi-brand stores – a
very successful way to increase market
share. Only e-commerce has yet to be
recognised for its worth. This is demon-
strated at least equally impressively by
suppliers such as Esprit – with their seg-
ments edc (young fashion), Esprit Men
(male target group) and Esprit Collec-
tion (upmarket) – s.Oliver, or Gerry
Weber.

The Internet and e-commerce present
new challenges for the retail sector. It is
not enough to purchase a suitable web-
shop software and to set up a home-
page on the Net. Rather, retailers must
find the right solutions for technology,
advertising and mail order logistics.
Almost everything – but not quite every-
thing – can be ordered online. This is
what prompted most retailers to set up
a webshop (and those who have not
yet done so are busy working on it). 

However, it is interesting to note that vir-
tual dealers are now beginning to
develop in the direction of “bricks and
mortar” retailing. Mytoys.de, a toy 

provider that formerly operated exclu-
sively over the Internet, has opened its
first walk-in outlets, acquired through a
takeover. And even more abstract con-
cepts like www.jochen-schweizer.de,
an online portal for “boxed experi-
ences”, has set up its first five stores, sell-
ing gift vouchers for experiences such
as bungee jumping, gliding, excavator
driving (particularly popular with men)
and even flying a MiG jet in Russia.

Private labels (generally termed “own
brands”) have also demonstrated
impressive growth. In these concepts,
the product range and retail concept
either have the same name (e.g. Bonita),
or a number of different own brands
(used for differentiation) are combined
in a single retail concept (e.g. Smog,
Amisu, etc. at New Yorker). These con-
cepts turned out to have great export
potential, and are expanding across
Europe or even worldwide (see how
Bijou Brigitte entered the US market).

Looking at the wealth of ideas, opportu-
nities and challenges, it is clear that the
retail sector will never stop moving.
Tomorrow, there is sure to be something
new and surprising for customers – and
I for one am already looking forward to
showing all this in our shopping centers.

As my wife always tells me, I have the
best job in the world – shopping.

Klaus Striebich

the centers

What could be better than see-
ing a smiling woman leaving your
shop, eyes gleaming 
after having found 
the perfect purchase
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“The demographic clock is ticking away relentlessly“: As with other European
countries, the Federal Republic of Germany is undergoing far-reaching demographic change, the implica-
tions of which are now becoming increasingly clear to the public, politicians and businesses alike. The
decline in the population in the future, the radical change in the age structure of the resident population
and the structural shifts in regional populations and households have been recognised as major issues
affecting the future of our country. Among other things, discussion is focusing on the effects demographic
developments will have on the outlook for retailing and shopping centers. 

General demographic
data
Germany has the largest population of
all the countries in the European Union
by some distance, with 82.5 million
inhabitants at present. This figure is like-
ly to be close to the historical peak,
if that point has not already been
reached. According to the latest official
population forecast (for the period up
to 2050), the population in Germany is
only likely to increase slightly over the
next few years if immigration and life
expectancy trends are extremely posi-
tive. From 2025 or so, the figures will
start trending downwards and the pop-
ulation will fall slightly below the current
level by 2050.

However, scenarios in which immigra-
tion will be significantly lower and life
expectancy will increase more slowly,
and which anticipate a decline in the
German population after 2020 at the 
latest, are in fact much more likely. 

Depending on the assumptions made,
in this case the German population
would fall to around 75 million or
around 67 million by 2050.   

An additional factor is that, assuming a
continuing increase in the proportion of
one- and two-person households,
growth in the number of private house-
holds is likely to outperform that of the
population. According to the Federal
Regional Planning Forecast (Bundes-
raumordnungsprognose), for example,
the number of private households is
expected to rise by at least around 
1 million to 39.2 million by 2020 – an
increase of just under 3% compared
with the year 2000.

The change in the age structure of the
population obviously also has to be
taken into account. The first point to
make is that statistics show that the most
numerous age groups in Germany
have been people of working age, in
particular between 40 and 50. However,
in keeping with the increase in life
expectancy from significantly less than 

70 years at the end of World War II to
the current figures of a good 75 years
for men and 81 years for women, it is to
be expected that this will change as
early as 2025, with the most numerous
age group comprising people around
70 years old.  

In contrast, the base of the population
pyramid will be considerably narrower
than in the year 2000.

One consequence of this change in the
population pyramid described above
is that the potential workforce in 
Germany will fall significantly in future.
Currently a good 50 million people fall
into the working age group of between
20 and 65 years – irrespective of
whether they are on labour market as
employees or unemployed but look-
ing for work or whether, for example,
they are still in education or on parental
leave, or have taken early retirement.
According to the 10th coordinated 
official population forecast (mid-range
assumption), this hypothetical maxi-
mum potential workforce will remain 
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by Raimund Ellrott, Management Board,
GfK GeoMarketing 
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almost unchanged until around 2020,
when it will amount to at least 50 million
people.  

In the following years, however, a sub-
stantial decline can be expected as a
result of demographic changes, with
the result that the corresponding figure
for 2050 will only be somewhat in
excess of 40 million people, i.e. 10 mil-
lion less than at present.

Regional population
trends
Nevertheless, it would be a mistake to
assume that the population trend
described above will be distributed
evenly over the whole area of the Fed-
eral Republic. Instead, sharply differing
changes can be expected in different
regions. 

The Federal Regional Planning Forecast
(based on 40 regional planning areas in
Germany for the period to 2020, see
figure 1) published by the Federal
Office for Building and Regional Plan-
ning (BBR – Bundesamt für Bauwesen
und Raumordnung) contains important
information on foreseeable regional
development trends. In very broad
terms, it forecasts an intensification of
the North-South drift towards southern
Germany observed in recent years and
of the East-West drift towards western
Germany that has been taking place
since reunification. The forecast also
reflects the phenomenon of population
movement from cities to the surround-
ing areas. 

General data affecting
retailing
As shown by a wide variety of statistics,
including the official sample survey of
income and expenditure, the highest
incomes in Germany classified by age
group are earned by those sections of
the population aged between their
mid-30s and mid-50s. Income then
declines as age increases. If, therefore,
the proportion of old people in Ger-
many is going to increase substantially
in the coming decades as the informa-
tion and figures given above suggest, it
seems at first glance practically
inevitable that total consumer spending
in Germany will also decline in future.

However this conclusion is not neces-
sarily inevitable. Retail sales do not nec-
essarily have to fall just because the
population in Germany is declining and
ageing or new or different patterns of
consumer spending emerge.

The counterargument is as follows: First-
ly, the savings rate, i.e. the ratio of sav-
ings to current income, also tends to fall
noticeably with increasing age as well
as income. Secondly, expenditure on
housing during people’s lives falls as
age increases – after a peak reached
around the age of 50. This is due,
among other things, to the fact that
owner-occupied houses and flats have
(largely) been paid off. Accordingly,
disposable income does not in fact fall
but instead tends to rise. Inheritances
also contribute to this effect, because
the ‘inheritance generation’ typically
consists of people well over 50 years of 

age. Against this background, a recent
survey of overall spending power for
consumer purchases broken down by
age groups conducted by GfK Markt-
forschung demonstrates the above-
average importance of older people:
according to the survey, the 50+ gener-
ation currently represents around 37%
of the population but accounts for an
impressive 46% of total purchasing
power. Purchasing power per capita in
each of the three age groups from 50
years upwards is also substantially
higher than the overall average.

Older people’s 
requirements
The secular growth trend in the older
generations shows that retailers wish-
ing to refocus on new customer groups
or to find niche markets must pay close
attention to their needs as a high prior-
ity. They represent the largest future tar-
get group, in both relative and
absolute terms, which is now being
referred to with increasing frequency in
marketing-speak. However, there is typ-
ically no more talk about ‘senior citi-
zens’ – instead, a range of other terms
are en vogue: silver agers, woopies,
elderly people, golden generation,
empty nesters, master consumers,
selpies (second life people), or other
expressions.

In order to conduct business successful-
ly with this target group, their specific
requirements and life needs must be
properly addressed. One factor to note
is that older people typically react more 
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slowly to fashions and trends. Fashions
will remain important, but greater atten-
tion will have to be paid in future to
whether the minimum mass levels of
demand necessary for profitable trad-
ing can actually be generated.

On the other hand, it is noticeable that
older people show a very high degree
of brand loyalty. In more modern termi-
nology, one could even say that as con-
sumers they can clearly be charac-
terised as brand freaks.

With respect to the product ranges and
consumer themes that are of more
interest to older people, health and
wellness, house and garden, travel,
domestic appliances and home furnish-
ings are among the areas in which they
show significantly greater consumer
interest than younger or middle-aged
people.

Additional relevant factors are the
comparatively greater amount of time
available to older people and their
specific means of mobility. Finally,
account must be taken of the particular,
more restrictive physical requirements
of older people, who tend to need
more space for merchandise presenta-
tion, aisles and service areas, as well as
special assistance (e.g. as a result of
limited vision).

At the same time, however, an
approach which explicitly treats older
consumers as old people seems likely
to fail. ‘OAP specials’ are definitely out
of fashion and have a certain stigma
attached to them; older people do not
want to be forced into a separate role
as old people.

It should also be noted that general
consumer trends also apply to older
people. As with consumers in general,
demand from older people for items
in the middle of the price and quality
ranges is also decreasing. In contrast,
the trend is for growth in the discount
and branded segments, the latter
extending as far as luxury items; 
customers’ behaviour is becoming
increasingly hybrid, i.e. it is increasing-
ly difficult to order them neatly by indi-
vidual categories. To an ever greater
extent, they are distinguishing
between needs (everyday goods and
purchases made purely out of necessi-
ty, where they are highly price-sensi-
tive) and wants (‘must-haves’ such as
mobile phones and top brands, for
which price plays a minor role). 

Conclusion
Retailing and the consumer economy
in general are undoubtedly facing
major challenges but also major
opportunities given the foreseeable
democratic change. 

This demographic change will not hap-
pen overnight, but will allow sufficient
time in principle for adjustment, be it in
the political sphere or by administra-
tive bodies or companies. 

As a result, the response should not be
a panic reaction but a considered
search for answers to the demograph-
ic challenges relating to companies,
product ranges and types of business.
One thing is certain, however: Demo-
graphic change will come as surely as
night follows day.

Among the principal types of retail
businesses, shopping centers as man-
aged retail properties are best suited
in the opinion of the experts to meet
these challenges actively and to
respond to them. 

Just as customers and shops (including
an H&M and its customers) grow older
together, shopping centers will also
become more experienced and older
together with their customers. But a
proactive and anticyclical center man-
agement policy together with centrally
focused strategic objectives will
enable shopping centers to respond
to these developments much more
effectively than other retail locations,
including in areas such as architecture
and appearance, sector and tenant
mix, choice of materials and colours,
etc. In this way, they will be able to stay
ahead in the competition between
retailing concepts and locations.

Even in times of demographic change
– and in fact particularly at such times 
– the shopping center can be consid-
ered to be the form of retailing that will
recognise the opportunities of demo-
graphic change earliest and respond
to them most effectively. By doing 
so, it will ensure that it remains a 
very attractive and high-yielding form
of real estate investment for the 
long term.

Raimund Ellrott
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The historic “Pearl of the Baltic”
GDANSK

AN EVENTFUL HISTORY, COUNTLESS MAGNIFICENT BUILDINGS, HANSEATIC FLAIR 
AND PLEASANT STREETS FULL OF SMALL CAFÉS AND RESTAURANTS 

– ALL CAN BE FOUND IN THE CITY ON THE MOTLAWA RIVER

lifestyle



Visitors to Gdansk can readily
believe that this city was known in the
late Middle Ages as the “Queen of
the Baltic”. Everywhere one looks,
there are patrician houses with pointed
gables and magnificent facades, and
giant brick churches towering above.
Things were quite different in the after-
math of the Second World War, when
the splendour of Gdansk – since
restored – had all but faded. This is
because the historic Stare Miasto (old
town) and Glówne Miasto (main town)
districts were almost entirely destroyed
by German assaults in 1944. After the
war, the city was rebuilt bit by bit based
on its original medieval design. 

Strolling through the thousand-year-
old city, one gets a feel not only for the
prosperity of Gdansk, with its magnifi-
cent buildings stemming from the city’s
golden age, but also for the vaguely
Hanseatic atmosphere of the city,
whose port used to be one of the most
important in all of Europe. Those familiar
with Northern Germany will recognise
many familiar touches – the architectural
influence of the Hanseatic League is all
around.

When visiting the Tricity conurba-
tion (formed by Gdansk, Sopot and
Gdynia after the Second World War),
there is a whole host of sights to discov-
er, primarily in the old town and main
town areas. When walking through the
main town, it is best to take the impres-
sive Royal Route, formerly used by Pol-
ish monarchs when visiting Gdansk. This
begins at the High Gate, passes
through the Golden Gate, Long Street
and Long Market, ending behind the
Green Gate at the Motlawa river.

The elegant Golden Gate marks
the beginning of Long Street, which is
lined with tall, narrow houses. This 400-
metre-long street was once home to
the city’s patricians, merchants and dig-
nitaries – in short, the higher echelons of
Gdansk society. At the end of Long
Street is the City Hall, with a high tower
(over 80 metres) that dwarfs the sur-
rounding houses. At the top is a gold-
plated life-size figure of King Zygmunt
August II, who ruled Poland from 1548 
to 1572. 

At the City Hall, the Long Street
leads into the Long Market, the
centre of the main town (Glówne
Miasto). Right next to the City Hall is
Artus Court, the largest and most
impressive building in the area, in which
rich merchants used to meet, sealing
business deals with a glass of beer.
Behind its light exterior and enormous
windows, there is just one hall. How-
ever, with its well-proportioned vaulted
ceilings, which are adorned with 
golden stars and strongly reminiscent
of church architecture, it is a sight to
behold.

Upon walking through the Green
Gate at the end of the Long Mar-
ket, visitors will find on their left-hand
side the Long Bridge with the Crane
Gate – arguably the most popular pho-
tographic image of Gdansk. Before the
New Port was constructed, the Long
Bridge served for centuries as the city’s
main transhipment centre for goods
and commodities. Erected in the mid-
15th century with two brick towers and a
wooden hoisting construction, the
Crane Gate protected the city and the
port from attacks from the sea in 

medieval times. The hoisting device,
which was operated by convicts, was
capable of lifting up to four tonnes.

Not far from the Crane Gate is
Mariacka Street, which is said to
be the most attractive street in
Gdansk. Although it is less extrava-
gant than the Royal Route, it is cosier
and more intimate. If you are looking
for amber you are sure to find it in one
of the many small shops here. At the
end of Mariacka Street is the striking St.
Mary’s Church. With room for some
25,000 people, it is thought to be the
largest brick church in the world.

Visitors not only flock to Gdansk’s
Glówne Miasto (main town) district to
take in the many famous sights, but also
to go on leisurely shopping trips, pick-
ing up typical souvenirs of the area too,
no doubt. There are many shops selling
arts and crafts, Kashubian porcelain and
books, especially on the promenade
along the Motlawa river, in Mariacka
Street and in the Long Market.

Besides the Glówne Miasto area,
visitors to Gdansk should be sure
to see the Stare Miasto (old
town), Granary Island and its sur-
roundings and the Baltic Sea
coast. It is well worthwhile planning
several days to visit this city – after all,
there is so much to discover here.

Nadine Lewerenz

Hotel tips:  
Sofitel Grand Sopot: Situated a stone’s
throw away from the beach and the pictur-
esque Gdansk Bay, this hotel offers comfort-
able rooms and a modern and relaxing
wellness area; luxury class; www.sofitel.com
Mercure Hevelius Gdańsk: This hotel is
located right in the heart of the city, on the
edge of the old town, with impressive views
of the old town and the shipyard; medium
price class; www.mercure.com

Restaurant tips:
Gdańska: Polish-Pomeranian cuisine; in
this restaurant in the north of the Glówne
Miasto (main town) area, we recommend
starting with a spicy beetroot soup
(barszcz) followed by a schnitzel in sauce
chasseur with honey and raisins for the
main course, and finishing up with a glass
of “gold water”, a clear liqueur. Price class:
high; Address: ul. Âw. Ducha 16
Hanza: Stylish fish restaurant also located in
the north of the main town, complete with
English-style café. On the patio, guests can
look down on to the Motlawa river. Price
class: high; Address: ul. Dziana 5/7
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Breuninger Stuttgart   Marktstr. 1-3   70173 Stuttgart   Germany   www.breuninger.com

Luxus-Accessoires und Lifestyle-Marken.
Soll es die Pelzstola von Fendi sein oder passt die von Gucci noch besser? Die Tasche
von Chloé oder die von Yves Saint Laurent? Oder doch lieber das Beauty Case von Dior?
Seit einem Jahr hat Breuninger im Erdgeschoss des Stuttgarter Flagshipstores den
Premium Designer Floor mit eigenen Shops und großzügigem Multibrandbereich der
international renommiertesten Luxus- und Lifestylemarken. 

Wer deutschlandweit die größtmögliche Auswahl an Premium- und Lifestyle-Acces-
soires unter einem Dach sucht, kommt zu Breuninger.

Shoes and the city.
In der exklusiven Damenschuh-Abteilung im 1. OG des Flagshipstores geben sich die 
schönsten Modelle und die berühmtesten Designer von Bally über Jimmy Choo bis hin 
zu Miu Miu, Marc by Marc Jacobs und Tod’s die Klinke in die Hand und lassen Frauen-
herzen höher schlagen.

Diamonds are a girl‘s best friend.
Abgerundet wird die neue Premium-Fläche im 1. OG des Flagshipstores mit edlen
Uhren, stylischen Sonnenbrillen und glänzendem Schmuck. Was dem Schmuck-Fan
seine Thomas Sabo, Pilgrim oder Swarovski-Steinchen sind, begeistert den Uhren-
sammler, wenn er D&G oder Guess sieht. Da braucht man schon eine schier grenzen-
lose Auswahl an angesagten Sonnenbrillen von Armani bis Yves Saint Laurent, um 
die Augen vor so viel Glanz zu schützen.

Paradies der Sinnlichkeit.
Auf Deutschlands exklusivstem Lingeriefl oor verführen internationale Luxusmarken –
wie Agent Provocateur, Pleasure State und Eres von raffi niert-unschuldig über verspielt-
romantisch bis zum „Edel-Lolita-Style“ mit aufregenden Dessous. Darunter fi nden sich
Labels wie Dior und Myla, die deutschlandweit exklusiv nur bei Breuninger erhältlich sind.

Die heißesten Looks und Trends unter einem Dach, das ist Breuninger. Mit Accessoires,
Schuhen, Schmuck und Wäsche setzt Breuninger seinen Weg in Richtung des bedeu-
tendsten und exquisitesten Lifestylehauses Deutschlands fort.

Willkommen in der Welt
des Luxus und der Marken!
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the centers

Clear 
potential

for innovative
shopping centers

by Alexander Otto,
CEO of ECE Projektmanagement
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any sceptical observers point out, particu-
larly in relation to plans for new city-centre
shopping galleries, that Germany already
has a very high level of retail space per
head of population. They are right – dis-
counters in particular have recorded rapid
growth in recent years and are achieving

revenues that are well above the average for the EU.
However, the amount of shopping center space per head
of population in Germany is not only less than in countries
such as Spain, France, or the United Kingdom, it is actually
far below the average for the EU 15 countries. Perhaps this
is one of the reasons why Germany’s retail sales also lag
behind. In any event, our tenants once again achieved a
significant increase in revenues in 2006 of 2.5% on a same-
store basis.

I am therefore firmly convinced that there is a continuing
need for additional modern and flexible retail space in city
centre locations. At the same time, the winnowing-out pro-
cess among locations, retail concepts and tenants will
increase substantially in the future. Specialty shops without
a clear profile will be among the losers, while many basic
greenfield retail developments will not survive in the futu-
re. In addition, secondary locations will focus on individua-
lised retail concepts and specialist customer groups
because they are unable to provide appropriate space for
international retailers. Even if a city has ten shops standing
empty, each with 200 square metres of space, a consumer
electronics megastore requiring 2,000 square metres will
not be able to move in.

Successful retailers, on the other hand, will expand and
open new locations such as innovative shopping centers.
In addition to the location, forward-looking architecture is
of crucial importance when building a shopping gallery.
The retail space must be both functional and flexible in
order to be able to respond to the regularly changing
requirements of the shop tenants. In addition, each shop-
ping center must be unique, creating an identity for the city
or region – by providing generously dimensioned and
well-lit surroundings where people enjoy spending their
time. Innovative design elements such as light pipes, inter-
active fountains, or artistically designed facades are as
important as high-quality leather sofas and wooden floors
and railings. 

There is another reason for going to these lengths apart
from urban planning considerations: the increasing com-
parability of products and services offered – including on 

the Internet – has raised customers’ expectations. If the 
stationary retail business wants to survive in competition
with other sales channels, it must either adopt an aggressi-
ve pricing strategy or offer a shopping experience – with
a wide range of services, leading brands, merchandise
presentations and a clear orientation towards lifestyle and
convenience.

This continuing polarisation and concentration in retailing is
increasingly also determining the sector mix in shopping
centers. Internationally successful retailing concepts are
expanding, while more and more small providers are dis-
appearing from the market. In order to counteract this
trend, we place particular emphasis when selecting our
tenants on attracting medium-sized businesses and start-
ups. These niche retailers enhance the sector mix with fresh
ideas and a high degree of individuality. Shopping centers
represent an ideal platform for newcomers to present their
goods and services. In this year alone, we are supporting
the introduction of new retailing concepts via two franchise
fairs in Frankfurt and Leipzig.

I also see growth potential in the catering area. Attractive
facilities such as large food courts are proven to increase
visitors’ length of stay. The proportion of space devoted to
catering, which is around five percent in today's shopping
centers, is expected to double in the next ten years. In
addition to established classics such as ice cream parlours,
Italian restaurants and finger food, there will also be an
increasing number of coffee shops, ethnic restaurants and
“local heroes”.

Finally, the internationalisation of the retail business will
also continue at breakneck speed. In Eastern Europe, a
competition for the best locations is already well under-
way. However, the Western and Central European market
also continues to offer good opportunities for expansion.
All in all, shopping centers will speed up the process of
international substitution among retailers and ensure that
successful retail concepts with international potential spre-
ad rapidly. For example, numerous German retailers such
as Fielmann and Peek&Cloppenburg opened their first sto-
res in Poland in ECE centers. This enables retailers to rely on
familiar partners and outstanding location quality as they
expand.

Against this background, I anticipate that there will be a
further concentration of shopping center operators in the
future. Only big international operators can generate the
necessary synergies when it comes to leasing, customer
loyalty strategies and the events and activities staged by
the center management teams. Last year, ECE leased out
more retail sales space in Germany than the ten biggest
estate agents combined – and this know-how is priceless.

Alexander Otto

M

„Each shopping center must be
unique providing generourly
dimensionend, well-lit 
surroundings where people
enjoy spending their time.“

„Retailers can rely on familiar
partners and outstanding location
quality as they expand.“
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WOMEN
Slim is in – with a classic, clean look. Leggings are in again too, as
are smart Bermuda shorts worn just above the knee and made of
high-grade cotton or elegant wool. Simple designs are accom-
panied by elaborate stitching and prominent back pockets. A
new pragmatism is being propagated, along with attention to
detail. And all this is combined with longer shirts or pullovers.

As well as the “skinny look”, extremely wide and long Marlene
Dietrich-style trousers are coming in again. Another major trend is
dresses – there’s no getting around them.
Central to the “simple” look are details and a mix of hard/soft,

smooth/soft and matt/shiny materi-
als. A more voluminous look is
reserved for the top.
As well as this, there is the
“layered look” – the seasons
are generally ignored: when
it’s chilly, simply reach for an
extra layer. For instance, a blou-

se can be worn between a top
and a pullover. Not to mention out-

size scarves and knitted caps.

The suitable shoes for this are Mary
Jane shoes, T-straps1, or peep toes.

In the autumn, these can be worn
with stockings. Platform soles

can be worn – but only very
selectively.

MEN
Modern, yet unconventional – but serious. A mixture of classic
and casual lends a certain nonchalance.

Materials such as modern wool, soft cotton and denim will be all
the rage.

There will be an increase in formality in addition to the jeans ‘n’
jacket look. There’s no getting around suits any more. The jacke
has a slim cut, single-breasted with three but-
tons. The shirt is also slim and waisted, as
are the matching trousers. A touch of
spandex (approx. 3%) ensures that it
stays comfortable. Care should be
taken with clothes sizes – after all, it
would be a pity to have a good suit that
didn’t fit to perfection. The trend is
towards smart Italian suits, ideally made-
to-measure. The classic colours of
grey, brown and black are still
in, as is blue chalk stripe. 
Simple ties are the order
of the day – here, too,
quality is the key – and
ties are also tending
towards the slim. The art
of knotting a tie is as
important as ever. The
“four in hand” is the cur-
rent knot of choice. 

The need for accessories
also seems to have asser-
ted itself, with high-quality
bags and belts growing in
importance for men.

Finally, don’t be afraid of
making a visual statement! 

Maria Hans

The fashion market is in the process of redefining itself completely. We are being taught to think for ourselves. There is such a vast ran-
ge of designs and directions that we are now expected to find out for ourselves what suits us. An admirable opportunity for self-redis-
covery.

For both women and men, the order of the day is a mixture of simplicity and glamour – the aim is to be charming and smart. Sex sells,
but not without style. Accessories are essential – attention to detail is ever more important. Treat yourself to a casual style combined
with jewellery and out-of-the-ordinary shirts, ties and shoes.Various labels are making a comeback, prime examples being sporty clas-
sics such as Adidas, Puma and Lacoste.Colours are unobtrusive, reflecting the urban attitude to life.Of great importance for both sexes
is underwear – just because it isn’t seen doesn’t mean that it shouldn’t look good.There are clear signs that customer quality expecta-
tions are growing. Muted colours are the order of the day, combined with berry and jewel shades. For the moment, less is definitely
more again. The emphasis here is on “for the moment”, as designers have already announced that bright colours are on the way again.
Foreign countries will have even more influence on design.
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