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Statistics
is the average visitor of a  
DeS shopping center?

In the second half of 2007, we con-
ducted a survey amongst visitors to our 
10 german locations and thus acquired 
a broad picture of the customers at  
our shopping centers.

Females: 59% 
Males:  41%

53% of visitors are classified as “young 
 generation” customers  
 (up to 39 years of age)

63% live in households consisting of at 
 least two persons
  
48%  of the households have a net income 

amounting to more than 12,600.0

55% visit “their” shopping center at least
 every two weeks.

82%  rate the shopping center as “good”  
or “very good” 

85% rate the tenant mix as “perfect”
 
73%  describe the shopping center as the 

“top source of fashion” in the region

92%  consider the shopping center to  
be an attractive addition to a stroll 
through the city centre

65%  describe a shopping-center visit  
as an “experience” 

16%60 years 
and older

14%50–59 years

12% up to 19 years      

who

17

19% 30–39 years

22% 20–29 years 

17% 40– 49 years
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Second place: 

Klaus Striebich, 

hamburg

(Shopping center voucher 

worth 175)

First place: Claudia halbegger,Spittal (A)
(Shopping center voucher worth 1100)

third place: 

Marcin Dudka,

paderborn

(Shopping center voucher 

worth 1 50)

In our last Annual report, we asked you 
to send in your most original shopping 
photos. we would like to thank you for 
the numerous entries and are pleased to 
be able to present the winning pictures 
that we have chosen here: 

“My nicest shopping photo”:
the winners

photo-competition

Congratulations!
the winners were informed by us in writing.

18 AnnuAl report Deutsche euroShop Ag 2007

ShoppIng



 19 91



20       geSChäFtSBerICht Deutsche euroShop Ag 200720 AnnuAl report Deutsche euroShop Ag 2007

Top 
Five 
 2007

1st place
ZuSAMMen ISt MAn 
wenIger AlleIn
Anna  gavalda

2nd place
glennKIll
leonie Swann

3rd place
nAChtZug nACh lISSABon
pascal Mercier

4th place
heCtorS reISe
François lelord

5th place
DIe CheMIe DeS toDeS
Simon Beckett

1st place
ICh BIn DAnn MAl weg
hape Kerkeling

2nd place
goMorrhA
roberto Saviano

3rd place
Der gotteSwAhn
richard Dawkins

4th place
nIe wIeDer 80!
Dieter hildebrandt

5th place
horSt lIChter – unD 
plötZlICh guCKSt Du 
BIS ZuM lIeBen gott
Markus lanz

All that I know about my life, it seems, 
I have learned in books.

1st place
Armani Code, giorgio Armani

2nd place
the one, Dolce & gabbana

3rd place
pour elle, Annayake

4th place
light Blue, Dolce & gabbana

5th place
pour Femme, lacoste

1st place
le Male, Jean paul gaultier

2nd place
Armani Code homme. 
giorgio Armani

3rd place
rSVp, Kenneth Cole

4th place
go, Joop!

5th place
tomo, Annayake for Men

perfumes Christian Dior
A woman’s perfume tells more  
about her than her handwriting. 

top five 
perfumes 
ladies

top five 
perfumes 
gentlemen

Jean-paul Sartre

top five 
books
Fiction-books

top five 
books
non-fiction books

books

what women 
and men want

powered by

ShoppIng
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wine 
in historic 
vaulted 
caverns

the Altmarkt-galerie shopping center in 
Dresden offers its visitors a particularly 
special wine merchant in a historic cel-
lar.  Many refer to it as the “wine temple 
of Dresden”. “there’s nothing like it any-
where else in europe – neither in Berlin, 
nor in paris or london”, said proprietor 
roland hippler.

what is so special about this wine mer-
chant? Besides the excellently tended 
assortment, expert recommendations 
and large selection, the atmosphere is 
particularly appealing. 

“our clients tread a virtual archaeologi-
cal dig behind the entryway. partially 
encased in glass, the designer shelves 
reveal specially illuminated walls from 
the 14th century”, said location manager 
André Schildhauer with a certain amount 
of pride. According to comments by the 
state’s archaeological authorities: “It has 
to do with a very early dated and also 
surprisingly well preserved cellar of a 
tradesman’s or merchant’s premises. It 
is constructed in a typical style employ-
ing calciferous slate-like stone from the 
plauenscher grund river bed, which was 
used for building at this particular time”. 
the museum-like archaeological find-
ings in the former premises located at 
the Zahngasse 5 address are perfectly 
integrated into the wine store and shop-
ping center.

the wine merchant repeatedly appears 
as a tip in pertinent gourmet-recommen-
dation guides. thus, it has already been 
praised as one of the top three purvey-
ors of whiskies in germany. “naturally, 

Fine 

ShoppIng
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we also carry other spirits in addition 
to wines. here you can find roughly 400 
different types of whisky, and exotic or 
rare brands can be ordered and deliv-
ered to the store’s counter within three 
days”, Schildhauer explained. 

In the course of regularly scheduled 
tastings, curious participants join with 
knowledgeable connoisseurs on a gour-
met journey leading from Scotland to 
Ireland and the uSA as well as to Japan 
and Canada.  whether one decides to 
acquire a bottle of the peaty/smoky dis-
tillate for between 3 20 and up to 3 200 is 
all a matter of personal taste and one’s 
wallet. “there is a veritable boom in 
whisky”, Schildhauer reported. “Single 
malt continues to be the favourite”. As 
a rule, the genuine product which has 
been distilled more than once and aged 
in an oak cask is three to 12 years old, 
and some even reach up to 25 years. 

Friends of the “uisge-beatha”, as 
referred to the “water of life” by the 
Scottish, can depend on the wine mer-
chant’s competent experts.  André 
Schildhauer and his staff gladly invite 
customers to try a glass, explaining the 
intricacies of enjoyment and providing a 
tour of the fabulous wine cellar.

weine:  Chianti Classico Brolio 
   by Barone ricasoli. D,o,C,g, 2005 

the Chianti Classico Brolio is really exceptional. It combines  
the freshness of a young Chianti Classico with the full,  
complex structure of the Chianti region’s great wines.

wine tasting: 
Colour: gleaming ruby-red.
Scent: fresh, multifaceted aromas of ripe fruits.
Flavour: Full, with a solid structure, a favourable tartness  
and balanced tannins. long, pleasant departure.

production:
12 months in French oak casks and barriques.

Classification: 
red wine, dry
Quality: Chianti Classico D.o.C.g.
producer: Barone ricasoli – Castello Brolio, Brolio
Vintage: 2005
grape variety: 100% Sangiovese
Alcohol content: 13.5%

Consumption:
recommended shelf life: 2007-2013
peak: 2008-2011
recommended drinking temperature: 18°-20° C
Decanting: approximately ½-1 hour  
prior to consumption

price: approx. 3 17

whisky: the glenlivet nàdurra

nàdurra (gaelic word for “natural”) is distilled by means of the original process  
of whisky production. this single-mal whisky recieves its intense, fruity and  
delicate bouquet by means of abstaining from cold filtering. A true specialty.

naturally produced:
After at least 16 years of ageing in new first-fill American oak casks,  
nàdurra is bottled in its natural vat intensity (“cask strength”) of about  
59% for each batch. By abstaining from cold filtering, the full malt aroma  
and thus also the strong, round texture of the whisky is retained.

Colour: 
light gold; the addition of water creates a slight cloudiness.

Aroma: 
fresh, summery interplay of flowery, sweet-spicy aromas,  
accompanied by hints of roasted oak. Very fruity.

Flavour: 
Balanced, mild, with hints of sweet fruits. poached peaches  
in vanilla syrup. white chocolate. Anise, candied ginger.

Finish: 
long-lasting, dry; oak taste with notes of ginger  
and bitter oranges. refreshing.

price: approx. 3 75

Connoisseur tips from the weinkontor wine merchant in Dresden’s Altmarkt-galerie
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Deutsche euroShop Ag, 
quoting “langer Samstag“. 

oderfelder Str. 23, 
20149 hamburg or simply by  

e-mail ,with ‘langer Samstag’  
in the subject line to  

info@deutsche-euroshop.com 

the closing date is 31 July 2008. 
the judge’s decision is final.

Draw: 
!

we are holding a draw in 
which you can win a copy 

of uli Stein’s book  

“langer Samstag!“. 

to take part in the draw, 
please send us a postcard 
to the following address: 

Book
2008

uli Stein: 
langer Samstag!, 

lappan Verlag, 
48 pages, ISBn: 
978-3830361466. 

approx. 3 8

Charlotte williamson/Maggie Davis: 
101 things to Buy 

Before You Die,
new holland publishers,

160 pages, ISBn: 978-1845378851,
approx. 3 28

Charlotte williamson and Maggie Davis, 
lifestyle journalists and enthusiastic 
shoppers, bring their insider know-how 
to this indispensable guide to shop-
ping. Following on from the best-selling 
2007 edition, this new edition for 2008 
has been updated to include over 50 of 
the very latest covetable items.

Covering everything from cashmere 
to chandeliers, spices to scooters, tea-
pots to tiles, and with a distinctly global 
and fairtrade flavour, this book is a col-
lection of the ultimate in food, clothes,  
furniture and fun, and is packed with  
tips from specialist buyers and those  
in-the-know. 

with side panels discussing topics as 
diverse as the items every gentleman 
should have in his bathroom closet, 
how to haggle at a Moroccan souk and 
globetrotting gem shopping, this book 
is a must for discerning shoppers of all 
tastes and budgets.

For around ten years now, uli Stein has 
been one of the most successful cartoon-
ists internationally. his large-nosed char-
acters with their fried-egg shaped eyes 
and his mischievous cats, dogs and mice 
entertain millions of magazine readers 
week after week.

his book ‘langer Samstag’, all about 
shopping, was launched recently.  

Forget penny-pinching - going out and 
spending a day shopping properly is 
great.

It’s just that shopping with their own hus-
band doesn’t make for the most fun for 
lots of women. this dawned on uli Stein 
during his research. he provides all 
those ‘affected’ with an ideal solution: 
Simply hand your other half this book, 
drop him off in a café and then come 
back to collect him after you’re done 
shopping.

Langer 
Samstag!

101 Things to 
Buy Before You Die

uli Stein Charlotte williamson, Maggie Davis

tips
ShoppIng
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Shoppen, Bummeln, 
GenieSSen 
in über 80 Fachgeschäften mitten in 
Wuppertal-Elberfeld. Wir freuen uns auf Sie.

www.city-arkaden-wuppertal.de
Öffnungszeiten: Mo.-Sa. 9.30-20.00 Uhr



“whAt I Bought  
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olaf g. Borkers, Member of the  
executive Board, Deutsche euroShop
“I bought myself a 6-metre aluminium gar-
den ladder. I wanted use it to trim the trees 
in our garden. unfortunately, I miscalcu-
lated the task. the ladder was too short, 
and even the trim work at an accessible 
height was a wobbly matter. ultimately, a 
professional gardener took over the work 
in the more breezy heights.”

patrick Kiss, head of Investor & public 
relations, Deutsche euroShop
“not everything that gleams is gold, 
but the American eagle and Canadian 
Maple leaf coins that I bought my kids, 
leo and Maja, are. however, the bank’s 
vault was even more exciting for the 
children than the coins themselves.“

Klaus Striebich, Member of the execu-
tive Board, eCe projektmanagement
“I bought myself an Apple MacBook. Its 
engineering, design and many options 
make it a ‘must have’ for any technical 
enthusiast. And that is despite Microsoft’s 
market-dominant position, the hefty price 
and the necessity of learning a new oper-
ating system. I simply feel comfortable 
with it.”

Claus-Matthias Böge, Ceo, 
Deutsche euroShop
“we remodelled our home in 2007. we 
had to buy lots of things, which we didn’t 
think was anything special – until the 
topic of money came up. For that rea-
son, the rest turned out somewhat more 
modest.”

Bodo hoffmann, Chief executive,  
It Future
“2007 was the nintendo wii, which I con-
sider to be the most exciting purchase. 
the evolution from the Atari game sys-
tem to the wii is absolutely fascinating, 
and it’s the first games console that 
made my friends and me sweat and 
gave us muscle aches too – not only 
from laughing.“

nicolette Maurer, 
Freelance Journalist
“last year, I bought myself a handbag 
in a Bree shop: dark-brown, classic, ele-
gant. And since it’s so practical, there 
was another one in a clearance sale in 
black...”

nicolas lissner, Manager Investor & 
public relations, Deutsche euroShop
“A new quilted jacket from the former 
purveyor to the royal court, eduard 
Meier of Munich. It’s a perfect fit for 
wherever and whenever and provides 
maximum insulation despite its light 
weight, whether out in the countryside 
or in the urban jungle.”

olaf petersen, Member of the Manage-
ment Board, gfK geoMarketing
“For my wife and my daughter each for 
their respective birthdays a pandora 
charm bracelet (starter version). It’s a neat 
jewellery concept for any budget, and the 
countless variations and add-on options 
are a source of joy for both the gift giver 
and the recipient for a long time on.”

Kirsten Kaiser, head of Accounting, 
Deutsche euroShop
“My purchase of the year was a com-
plete array of tennis equipment, since 
this sport caught my enthusiasm in 2007. I 
immediately joined a tennis club as well 
and look forward to the summertime, 
when I’ll be spending every weekend 
on the court.”

Birgit Schäfer, executive Secretary, 
Deutsche euroShop
“A short excursion with two girlfriends 
to a day spa. It was simply magnificent 
– even though my son subsequently 
thought the whole thing hadn’t ‘helped’ 
at all.”

Dr. ruth Vierbuchen, Chief editor,  
Der handelsimmobilien report
“My greatest acquisition in 2007 was 
a pC which I literally had to buy at the 
drop of a hat when my laptop broke 
down. ‘probably a virus,’ was the long-
distance diagnosis of the midsize-
business pC support which was not in a 
position to repair my computer on short 
notice. I had no other choice than to buy 
a backup – meaning the pC in question – 
from the competition at Saturn. that was 
quicker.”

Cora gutiérrez, 
nebenwerte-Journal
“I bought myself an ipod nano: Cross-
trainer workouts in the gym without my 
own self-compiled electro-music have 
become unimaginable. As a technol-
ogy buff, I’m happy that new tracks are 
accessible more quickly via download 
than with CDs.”
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not everything was better in the good old 
days. take shopping as an example – do 

you remember the corner-shops where they 
only had one sort of milk, three dry heads of 

lettuce and ravioli in a can on offer? Shops that 
were closed for lunchtime and rolled down their 

shutters on the dot of six o’clock? weekend shop-
ping trips that meant dragging shopping bags for 

miles because there were no parking spaces? And a 
time where you had to make a trip to the next city if you 

wanted to buy a new coat or wine-red coloured thread?

By nicolette Maurer, freelance journalist
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problems that we can scarcely imagine 
nowadays. Many cities and towns have a 
shopping center with all the popular fashion 
chains, electronics shops, pharmacies and 
supermarkets along with a selection of well 
arranged specialist shops. places where you 
can buy all you need or simply just to go 
wandering and have fun. 

however, the idea of offering all necessary 
products for daily life from one central loca-
tion has been around for thousands of years. 
In the ancient world, the “agora” served as 
the market place, the centre of public life. 
In the middle ages there were the yearly 
long-distance trade fairs in monasteries and 
churches where people of different cultures 
would meet to swap stories about new 
experiences and technical know-how, all 
leading to the progress of civilisation. the 
constant upturn in the demand for goods led 
to the later creation of markets on farms and 
in forts, which in turn became bases for spir-
itual and scientific development, forming the 
nucleus of new settlements and towns.

the simple procurement of goods essential 
for living developed into more of an enjoy-
ment and social experience at the beginning 
of the 19th century. glass roofed shopping 
arcades emerged in large cities such as paris, 
london or Berlin where an abundant selec-
tion of goods were made visible to every-
one. Dirt and undesirable smells were left 
outside as well as the rain which all too often 
swamped the product range on the open 
markets. Arcades and galleries attracted 
people to view and compare, to stroll and 
linger, to see and be seen. this was the birth 
of the original modern shopping experience, 
regardless of the weather outside. 

thus began the “Sillems Bazar” in 1843, on 
the Jungfernstieg street in hamburg, an 
enormous iron-glass octagon with space 
for 30 exclusive shops under its dome. the 
prototype of glamorous shopping arcades 
was the “galleria Vittorio emanuele” in the 
heart of Milan, between the Cathedral and 
la Scala. the building, opened in 1867, con-
sists of two crossed-arms, which appear held 
together by a barrel-shaped glass roof. In its 
centre there is an octagonal square with a 47 
metre high glass dome. the opulent arcade, 
decorated with fresco and stucco images and 
marble, still houses elegant shops, renowned 
national restaurants and a 7 star hotel. 

ShoppIng
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the industrial revolution in the second half of 
the 19th century brought about growth at an 
explosive rate in towns and cities and with 
these the need for consumer goods. the first 
department stores, with their overwhelming 
range of affordable mass market products, 
were established, that appealed to the mid-
dle class as well as the lower middle class. 

In the first half of the 20th century, uS cities 
expanded into the hinterland at a rapid rate, 
however, without providing sufficient shop-
ping possibilities for the population which 
was growing at an equally rapid pace. Dan-
gerous and run down city centres, blocked 
by traffic and without parking facilities or local 
public transport turned daily shopping into 
tiresome, time-consuming work.  remedial 
help in the 1930s generated the first smaller 
shopping centres and in 1947 the architect 
Victor gruen built the first department store 
with parking facilities on the roof. 

however, the Jewish architect and town-
planner, having escaped the nazis, had 
larger plans in mind. his dream was to intro-
duce a little of the Viennese intimacy from 
his home city to the faceless American sub-
urbs. In a country where, apart from a few 
exceptions, there were no old cities that had 
grown through history, he wanted to estab-
lish pedestrian-friendly, urban space where 
other social and cultural needs could be met 
alongside shopping. his goal was a safer 
and cleaner microcosm for bored suburban 
housewives, lonely pensioners and roaming 
teenagers. 

In 1954, he realised his vision of a “shopping 
center of the future” in the north of Detroit. 
Alongside numerous shops, an enormous 
parking facility and a private access road, 
the northland Center contained two public 
auditoriums, club rooms, a post office, eight 
restaurants, a hairdressers, dentist, optician, 
tailor, advice for mothers, a nursery and even 
a zoo.

two years later gruen even built an entire 
town in the Southdale Center near Minne-
apolis consisting of housing estates, private 
housing, a park, a school, a skating-rink, a 
medical centre, a lake and a road system. 
the “Mall”, the heart of the complex with two 
department stores and 72 shops was the first 
shopping center in history to be integrated 
into a building and to have artificial climate 
control. 

It was a hit with customers, the business 
boomed and thousands more centers were 
hastily constructed in the suburbs of Amer-
ica. however, due to the economic success, 
the precise socio-cultural facilities that gave 
gruen’s concept that neighbourhood feeling 
gradually had to give way to the new retail 
potential. More and more, the malls became 
pure consumer and amusement temples.    

even in post-war germany the economic 
boom made its mark with new shopping 
possibilities such as self-service shops, dis-
count stores and shopping centers. 
In 1964, the Main-taunus-Zentrum opened its 
doors as the first shopping center in west 
germany based on the American model. 
the shopping center followed the “anchor 
store principle” meaning that a large food 
or department store is positioned at each 
side-entrance, the so-called “anchor store”, 
to attract customers and therefore lead them 
to the smaller, more local or regional retail-
ers inside. 

Dozens of further shopping centers were 
built in the countryside, however, after the 
initial euphoria, these “shopping bunkers” 
came in for criticism. Because of widespread 
desolation in the inner cities, more and more 
shopping centers are being built more cen-
trally since the 1980s. these shopping cent-
ers are aimed at convincing locals to buy 
locally and at maintaining each city or town’s 
individual charm. After the collapse of the 
borders between east and west germany, 
the enormous pent-up need for consumer 
goods in the old east was sated at first with 
shopping centers hastily built on the edge of 
towns and cities. however, by the turn of the 
millennium it also became clear here that, in 
the long run, it is always the shopping cent-
ers in the city or town centre that are the most 
successful.

whilst retailers and department stores in 
germany have been complaining about 
losses and slumps for years, shopping cent-
ers have been reporting an outright boom. 
their advantage is a long-term and goal-
orientated management that is based on 
detailed analysis of the spending power and 
social structure of potential customers and is 
closely linked with the local government’s 
town-planning department. today, everyone 
is aspiring towards the “living market-places” 
concept i.e. attractive shopping centers with 
lavish architecture and the right mix of shops 
that act as the driving force for inner cities 
and towns. the question is whether this trend 
will be as successful in the future. 
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If we look further than the domestic situation, 
we can see that in the booming industrial 
nations, particularly America and Asia, larger 
and ever-more exclusive shopping centers 
are being built as we speak. In Dubai, two 
mega-malls are to be opened this year, each 
with over one million square metres of sell-
ing space. german shopping centers, with 
their average 23,000 square metres of selling 
space, tend to take a bonsai form when com-
pared to this. But can the global craziness be 
carried over to germany? 

trend researchers believe that our world 
of shopping is currently in a trend reversal. 
these days, eighty percent of purchasing has 
very little to with procuring the basic staples.

Consumers’ expectations are changing, the 
specific markets are being targeted. price 
and quality are no longer the customer’s 
deciding factor for the decision to purchase, 
more so the environment and theme. 

the Matthias horx Zukunftsinstitut in Vienna 
estimates that in future, customers will be 
longing for “authenticity” and an “urban 
attitude to life” and will go to those loca-
tions where they are guaranteed a sense of 
well-being and empathy. Marketing expert 
Michael timpe (geschaeftsidee.de) also 
believes that the retail outlet of the future will 
have to be a type of “living room substitute” 
where the range of products and the service 
are all provided in a more homely fashion. 

It would appear then that the mega malls 
such as those in Dubai cannot be carried over 
to germany. Instead of the mega mall, each 
shopping center should be unique to each 
city, town or region and should also generate 
a sense of identity – offering a special spatial 
experience and inviting elements of design 
such as wooden floors or leather armchairs 
for example. the objective is to make the 
residents of the region feel at home in the 
shopping center and to allow them to find 
offers that match their own individual expec-
tations. there are still many customers that 
are looking for a broad selection with clev-
erly presented goods as well as spectacular 
services that seduce the customer and sati-
ate the desire for the “reenchantment” and 
“eroticisation of consumption” (according to 
horx). At the same time, there are still more 
and more customers that are overwhelmed 
by the allure and are simply looking for eas-
ily understandable offerings, help with their 
initial product search and products that are 
easy to use. 

Convenience – ease will also be an important 
factor in the shopping centers of the future. 
even now, longer opening hours, hindrance-
free shopping for pushchairs and wheelchairs 
with play areas for the children and VIp clubs 
for adults are attracting shoppers. Massage 
chairs for poor backs, tense from carrying 
shopping bags, are very popular today, a 
“pack and bring service” where shopping is 
well packed and transported directly to the 
car could be a service in the future. Shop-
ping center credit cards, shopping vouchers 
and parking cards are all parts of shopping 
center managers’ customer-growth concept 
and are all becoming more popular every 
day. Fashion shows and make-up experts 
are already attracting the fashion conscious 
female-shoppers. In future, shopping center 
stylists à la Bruce Darnell could accompany 
women when they go shopping while the 
men hand in their shopping lists at the serv-
ice counter, sending the shopping specialists 
off to gather the shopping leaving them time 
to treat themselves to a well-earned beer. 

Virtual shopping-assistance is also a pos-
sibility – computers, distributed around the 
shopping center, that know within seconds 
in which shop you can find the new Mar-
lene jeans, which shoe shop has size 28 pink 
boots or where the bio peppers are cheap-
est today. these services could equally be 
offered via mobile, naturally for members of 
the shopping center club.

there is also large growth potential in gas-
tronomy. Multi-cultural food courts have a 
wide range of culinary delights, therefore 
extending the customers’ visit to the shop-
ping center. regional special offers such as 
the Switzerland-Austria weeks during the 
european Cup or a cooking course from 
weight watchers with recipes that change 
daily could expand the existing offering.    

It could also pay to benefit from growing 
competition in the health sector: after inex-
pensive pharmacies such a DocMorris, walk-
in medical practices with short waiting times 
and discount prices are also imaginable. 

Individual guidance, fast, professional serv-
ice in a regional feel-good atmosphere - this 
may well be the recipe for success for shop-
ping centers of the future. It maybe that in 20 
years we remember with horror when we 
once had to carry our own bags, go for our 
own shopping and had to compare prices 
ourselves. 

ShoppIng



In the Future, 
CuStoMerS wIll Be 

longIng For 
AuthentICItY AnD 

An urBAn AttItuDe 
to lIFe AnD wIll go to 

thoSe loCAtIonS where 
theY Are guArAnteeD A 

SenSe oF well-BeIng 
AnD eMpAthY. 
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