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our
centers

Following opening ceremonies of the galeria Baltycka 
in gdansk, poland, in october 2007 as well as the Stadt-
galerie in hameln, germany, in March 2008, 15 of our  
16 shopping centers are now in operation. In September 
2008, the Stadt-galerie in passau, germany, will open  
its doors for customers as Deutsche euroShop’s 16th 
shopping center.  

Complex singularities

with leasable space totalling 643,400 
m², 1,660 shops and an occupancy rate 
of over 99%, our portfolio consists of 12 
shopping centers in germany, two in 
poland and one in Austria and hungary, 
respectively. Amounting to 84%, the main 
focus of our investments clearly lies in 
germany. 

At the same time, each of our centers is 
a highly complex one-of-a-kind entity 
in every respect. this applies to a mix 
of tenants which is aimed at expand-
ing the selection found in the city centre 
and providing each shopping center its 
individual charm as well as to an indi-
vidual style of architecture which ranges 
from historic to futuristic facades. how-
ever, with regard to centre interiors, we 
also have the highest of expectations 

 concerning décor: this includes high-
quality materials, a perfect climate- 
control system and innovative aquatic 
and lighting installations. 

we attribute particular importance to a 
sensitive urban-structure integration of 
our properties with consideration paid 
to local circumstances, features and inter-
ests. In this instance, we concentrate on 
city centres, meaning the locations where 
trade has already been conducted for a 
very long time. For the most part, our city 
centres are situated directly adjacent to 
local pedestrian zones. In addition, the 
Main-taunus-Zentrum near Frankfurt am 
Main as well as the rhein-neckar-Zentrum 
on the outskirts of Mannheim are two 
well-established suburban locations situ-
ated directly at motorway exits and are 
optimally accessible by car.

the shopping center 
as an adaptable concept 
for the future

over the last several years, we have been 
observing growth in the retailing sector’s 
need for larger selling spaces in order to 
present steadily more varied assortments 
to customers. our shopping centers can 
offer merchants this exact space, since 
floor plans can be customised flexibly – in 
contrast with other inner city retail prop-
erties. this ensures a secure future for our 

germany Abroad total

leasable 
space in m² 491,100 152,300 643,400

no. of shops 1,110 550 1,660

occupancy 
rate* >99% 100% >99%

Inhabitants 
in catchment 
area** 9.8 3.3 13.1

no. of centers 12 4 16

*including office space, excluding passau
**in mio.
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shopping centers and enables retailers to 
locate themselves in city centres in which 
no adequate spaces are otherwise avail-
able. this represents an enhancement of 
the shopping location for cities. 

excellent access

In order to make the shopping experi-
ence as pleasant as possible for visitors 
to our shopping centers, all of our prop-
erties have an excellent link to public 
transport systems. In addition, each of our 
shopping centers also contains sufficient 
parking space providing visitors with 
inexpensive parking for their  vehicles.

location selection 
as a success factor

A respective city’s population is not the 
determining factor in the selection of our 
locations. Much rather, the catchment 
area is decisive – meaning the extrapo-
lated potential number of customers who 
are forecast to visit a particular center. 
especially in more rural areas, shoppers 
are accustomed to a drive time of up 
to 45 minutes in order to enjoy a shop-
ping center’s wide selection of goods. 
In this respect, surveys repeatedly show 
that the high fashion competence of our 
shopping centers plays a particularly 
decisive role. 

Altogether, our shopping centers encom-
pass a catchment area inhabited by  
13.1 million people. Considering the  

entrance to the parking garage of the City-galerie wolfsburg

opening galeria Baltycka 
in Danzig

topping-out ceremonies 
in hameln

9.8 million persons located in the catch-
ment areas of our german properties, 
every ninth inhabitant of the country is a 
potential shopper at one of our centres.

opening in gdansk and  
topping-out ceremonies in 
hameln and passau

In october 2007, the opening of the 
galeria Baltycka in gdansk was a particu-
larly special event for us, which we cel-
ebrated together with financial analysts, 
investors and business partners who 
were our guests. our second shopping 
center in poland is impressive due to its 
particularly intricate design of architec-
ture which bears strong references to 
gdansk’s geographic location on the 
Baltic Sea as well as an extremely large 
selection of products from among 200 
retailers who occupy a leasing space 
amounting to over 47,000 m². Deutsche 
euroShop’s share of investment volume 
amounts to roughly 3123 million, and 
approximately 1.1 million people inhabit 
the catchment area.

In July 2007, construction workers hoisted 
the ceremonial topping-out crown upon 
the Stadt-galerie in hameln. we thus cel-
ebrated the completed shell construction 
of a new shopping attraction which is 
centrally situated at the city’s pferdemarkt 
location. the Stadt-galerie which opened 
its doors on 11 March 2008 offers space 
for 100 specialty shops spread over three 
levels. the leasable space encompasses 
approximately 25,000 m², and the two 

parking levels provide space for about 
500 vehicles. the catchment area is home 
to about 400,000 inhabitants, and Deut-
sche euroShop’s share of investment  
volume amounts to roughly 382 million.

In october 2007, we celebrated the 
topping-out event of the Stadt-galerie  
passau, the opening of which is planned 
for September 2008. we are more than 
optimistic that the Stadt-galerie will be 
fully let by then, as has been the case 
with all of Deutsche euroShop’s new 
openings.  Construction work already is 
approaching its completion at the “new 
city centre” of passau’s inner city. here,  
visitors will be welcomed by approxi - 
mately 90 tenants who occupy roughly 
27,000 m² of leasing space behind an 
artistically designed façade. the share 
of investment volume amounts to about  
395 million, and the catchment area is 
home to approximately 400,000 people, 
reaching into nearby Austria. 

Center







our top 10 tenants

with a 5.8% share, the Metro group is our 
largest tenant. Its marketing brands which 
include real, extra, Media Markt, Saturn 
and galeria Kaufhof are represented in 
our shopping centers. with a combined 
share of 4.5%, the Douglas group is next 
in line, with its perfumeries of the same 
name, thalia (bookstores), Christ (jewel-
lers), Appelrath-Cüpper (fashion stores) 
and hussel (confectioners). 

the fact that both groups nevertheless 
each account for only a relatively small 
proportion of our rental income dem-
onstrates the high degree of diversifica-
tion of our tenant structure. Alltogether, 
our 10 largest tenants account for 25% 
of our rental income. thus, there are no 
dependencies on individual tenants.
Chart: fig. 1

long-term rental agreements

the weighted residual term of rental 
agreements in our portfolio amounts 
to over eight years. over 69% of rental 
income is guaranteed at least until 2013.
Chart: fig. 2

external management of  
shopping centers

Management of our 16 shopping centers 
has been entrusted to our partner, eCe 
projektmanagement. At the same time, 
eCe has been contracted by us to carry 
out completion of the Stadt-galerie 
passau and, for example, is responsible 
for development of the most recently 
opened properties in gdansk and 
hameln.

eCe has been developing, planning, 
implementing, leasing and manag-
ing shopping centers since 1965. with 
87 facilities under its management, the 
company is europe’s market leader in 
the field of inner city shopping centers.

Deutsche euroShop benefits from this 
competence and experience both within 
germany and abroad. therefore, our 
lean structure enables us to concentrate 
on our core responsibility and compe-
tency, which is portfolio management. 
www.ece.com

the optimum tenant mix

the right combination of merchants is 
decisive for the success of a shopping 
center. one of the centre management’s 
main assignments is the assembly of a 
sector mix specifically tailored to each 
property’s individual location. 

the 10 largest tenants 

share of rental income in % – excluding passau

Metro 
group

5.8%

other tenants
74.6%p&C

2.9%
h&M

2.4%

Inditex
2.1%

Deichmann
1.8%

total of the top 10 tenants: 25.4%

In this instance, the property itself as a 
whole claims utmost priority rather than 
the leasing of each individual shop. In 
the interest of an attractive sector and 
tenant mix for visitors, space is let at 
various prices, strictly orientated accor-
ding to the performance capabilities of 
the respective sector. In this manner, for 
example, toy and grocery stores can re-
turn to city centres and are represented 
once again in prime locations.

this system is particularly advantage-
ous for local retailers and business start-
ups. 

Specifically, this means for us: instead of 
focusing on a short-term maximisation 
of rental income, we concentrate on a 
long-term optimisation. 

For visitors to our shopping centers, 
this means that a complete range of re-
tail trade awaits them. this includes, for 
example, specialist electronics shops, 
grocery stores and chemists as well as 
various service-sector establishments 
such as banks, travel agents, cleaners 
and pharmacies. Fast-food restaurants, 
cafés and ice cream parlours provide 
the necessary refreshment and relaxati-
on during a shopping excursion. 

69.4%

long-term rental agreements 

term of agreements, excluding passau, share in %

2012 14.7%

2011 11.6%

2010 2.5%
0.6%

2008 1.2%
2009

2013 ff
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Douglas 
group

4.5%

new Yorker
2.15%

fig. 1 fig.2

engelhorn
&Sturm

1.4 % 1.3%
rewe
1.1 %

dm-Drogerie-
markt
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In contrast with the main shopping tho-
roughfares of german city centres, a 
portion of which are in the hands of lar-
ge chain-store operators accounting for 
over 90% of the businesses, visitors to 
our shopping centers find a healthy mix 
of regional and local merchants as well 
as national and international chain retai-
lers. thus, each property possesses its 
own unmistakable character. 
grafik: Abb. 3 und 4

Strong brands

Among others, the following tenants are 
responsible for the success of our shop-
ping centers: Aldi, Bijou Brigitte, Breun-
inger, Burger King, C&A, dm-Drogerie-
markt, Douglas, Fielmann, gerry weber, 
görtz, h&M, Media Markt, Marc o’polo 
, new Yorker, nordsee, peek & Clop-
penburg, rewe, Saturn, s.oliver, Sub-
way, tom tailor, tommy hilfiger, Vero 
Moda, wMF and Zara. 

Shopping as an experience

each of our shopping centers is sup-
ported by an advertising association 
in which all of the respective tenants 
are members. these associations plan 

and organise marketing promotions 
throughout the year in order to con-
tinually offer customers new shopping 
experiences. this includes elaborate 
decorations during the Christmas and 
easter seasons as well as exhibits and 
events focused on various themes such 
as fashion shows. In 2007, for example, a 
large-scale soapbox derby was organ-
ised by the rathaus-Center in Dessau. 

responsibilities of the advertising asso-
ciation also include coordination of a 
consistent advertising approach, pro-
ducing shopping center newspapers 
in the form of inserts in regional daily 
papers, and the placement of radio 
spots and citylight posters produced 
exclusively for the centre.

regional-tenant mix 

in % of space – excluding hameln and passau

(Inter)national chains 48%

regional 
chains

24%

Individual merchants28%

fig. 4

Sector mix 

in % of space – excluding hameln and passau

Service providers 1.1%

Fashion 49.1%

hardware/electronics 20.1%

Department stores

healthcare5.7%
gastronomy4.0%

12.4%
groceries7.6%

fig. 3

Center





InFoBoX

Fridays and Saturdays are major 
shopping days  

According to a study by the hauptver-
band des Deutschen einzelhandels 
(hDe – german retail Federation),  
Fridays and Saturdays are the most 
retail-intensive weekdays by far. Mer-
chants achieve nearly 40% of their 
weekly turnovers on these two days. 

For the very first time, 19.5% of revenues 
on Fridays exceeded the Saturday  
figure (19.2%) in 2007. the reason for this 
is that Fridays play a particularly large 
role as the shopping day for grocer-
ies. with respect to non-grocery items,  
Saturday still remains the leading day 
for revenue. 
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three examples of the variety  
of promotions and events at  
our centers

the Altmarkt-galerie, Dresden,  
as a stage

In May 2007, a very special kind of pro-
motion took place in Dresden’s Altmarkt-
galerie together with the “palucca 
Schule Dresden”, the only independent 
college of dance in germany. For just 
under 10 days, the shopping center was 
transformed into a rehearsal studio and 
stage at the same time. on this occasion, 
visitors had an opportunity to experience 
the everyday routine of dance pupils and 
students first-hand and encounter classi-
cal ballet and contemporary dance in an 
unconventional environment.

Football artistry in the City Arkaden, 
Klagenfurt

In June 2008, the entire world of football 
will focus its attention on the Austrian 
state of Carinthia. the state capital, Kla-
genfurt, is one of the eight venues of this 
year’s european Football Championship: 
Croatia, poland and germany will battle 
here for placement in the competition’s 
quarter-final playoffs. An arts-promotion 
prize for young artists in the categories 
of painting, sculpture and photography 
is being donated by the City Arkaden 
center and dedicated to the motto of 
“Soccer Arts” on the topic of football. the 
festive award ceremony will take place at 
the shopping center in June 2008, and a 
benefit auction of all exhibited artwork is 
planned as well.

wolves, bison and native Americans in 
wroclaw

In 1804, u.S. president thomas Jefferson 
commissioned an overland expedition 
to the pacific coast. In the course of this 
endeavour, the 33 members of the lewis 
and Clark expedition studied the region’s 
native inhabitants, its botany, geology 
and fauna. In September 2007, visitors 
to the galeria Dominikanska in wroclaw 
were able to wander in the expedition’s 
footsteps while marvelling at the distinc-
tive flora and fauna of the American west 
Coast as well as the explorers’ parapher-
nalia and their uniforms. 

Center
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During the first guided tour of the shop-
ping center - a few hours prior to the 
opening gala dinner - it was clear that 
things were not 100% ready yet. how-
ever, it was still evident that the artfully 
designed display windows and impres-
sive shop furnishings would fascinate 
visitors in the end. when gdańsk’s Mayor 
pawel Adamowicz officially opened  
the galeria Baltycka at 8 a.m. the fol-
lowing morning, almost everything was  
perfect.  

Following a demanding and eventful 
construction period, it was eventually 
possible to stick to the originally planned 
opening date. this was a great achieve-
ment by all involved in the construction. 
In total, the construction phase lasted 
only eighteen months.

All this work led to a magnificent shop-
ping center – the largest in all of pomera-
nia. the galeria Baltycka was designed 
to become a centre for fashion, elegance 
and city flair in the so-called tricity area 
(gdańsk, Sopot and gdynia). there are 
200 shops to be found on the 39,500m² 
shopping space – most of which are  
well-known fashion brands.

the galeria Baltycka is open seven days 
a week, Mondays to Saturdays from  
9 a.m. to 9 p.m. and Sundays from 10 a.m. 
to 8 p.m. Many of the brands already 
known in the tricity are represented 
and around 30 brands such as Zara, 

peek&Cloppenburg, Biba, tommy hilfiger 
and pepe Jeans are opening their first 
shops in gdansk. entertainment electron-
ics retailer Saturn and a Carrefour super-
market are two further anchor tenants  
to be found at galeria Baltycka. Visitors 
can relax and revitalise their energy in  
the 15 restaurants and cafés at galeria 
Baltycka.

the shopping center can also be reached 
comfortably with public transport. thanks 
to its location at the important transport 
hub, the gdansk-wrzeszcz Main train Sta-
tion, the shopping center can easily be 
reached by train, bus or tram. there are 
about 1,100 parking spaces available to 
those arriving by car.
 
the upper parking levels of the shopping 
center offer a wonderful panoramic view 
of the Baltic Sea, which is also the origin 
of the name galeria Baltycka. translated 
from polish, the name means gallery of 
the Baltic Sea. the landscape was the 
inspiration behind the entire architecture 
of the shopping center. the outer facade 
of the building, consisting of sandstone 
and glass, evokes notions of the gdansk 
Bay. of the two inner entryways, one 
depicts a seafaring theme and the other 
features colours inspired by beach and 
sand. the entire shopping center has 
the form of a triangle, where each of the 
points and the center are flooded with 
natural light.

the galeria Baltycka – a distinct shop-
ping center in a very special city. 

Ceremonial opening of 

Galeria  Baltycka
Celebrations took place on 3 october 2007 – together 
with 700 guests. Included among the guests were financial 
analysts, investors and business partners that all travelled 
to gdansk to celebrate the opening of galeria Baltycka.

An independent ju
ry elected 

Galeria Baltycka…

On the evening before the opening, about 700 guests celebrated and listened, amongst others, to the 
speech of Claus-Matthias Böge

Center



The floors of the different courtyards show characteristic patterns 
as e.g. a map of the Baltic Sea or a compass rose

trICItY is the collective name given to gdansk, gdynia and Sopot, from which galeria 

Baltycka can be reached inexpensively by car or by public transport.

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 count-

less magnificent patrician houses, the City hall and St. Mary’s 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 monu-

ments in the hanseatic style. this building was used as a meeting place for the city’s 

rich citizens and merchants and is named after the Celtic king Arthur.

Infobox Gdansk

…as best shopping 
center and best real 
estate performance 
in Poland in 2007
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the reason why many concepts are 
regularly encountered again and again 
in shopping centers and top retail loca-
tions is simply because people want to 
have the best choice in the respective 
sector. As well as a high level of custo-
mer satisfaction (as it is primarily custo-
mers that make a provider successful), 
this also ensures high revenue producti-
vity, and consequently high, sustainable 
rental income.

over the last few decades, many con-
cepts from the international arena that 
have enjoyed success in their dome-
stic markets and now want to seize 

why people talk so often about stereotypes when it comes 
to german shopping centers is not entirely clear, and in a way unjustified. 

In no other retail market is there such a competitive situation 
and diverse range of choice as in germany. 

International Retailers  
are (Re)discovering the  

German Market      

why germany again?

After years of stagnation and falling rev-
enues, the german market has calmed 
down again and dusted itself off (the 
high number of insolvencies in recent 
years, including those of major retail 
chains such as hettlage, Boecker, porst, 
Spinnrad and others, illustrates this).

transparency regarding location diver-
sity has improved. there was a need to 
analyse and define what regions, cities 
or locations (including pedestrianised 
shopping areas, specialty stores, and 
shopping centers) would make prime 

their opportunities in europe’s biggest 
retail market – germany – have become  
established.

In recent years, following the opening 
of the eastern european markets, ger-
many has become a genuine platform 
for pan-european expansion. Some 
providers may not always have got the 
timing right (trying again several years 
later or requiring a long time to pene-
trate the market), or may have been 
unable to gain customers and failed – 
the examples of the uS giants wal-Mart  
and gAp illustrate this.

Klaus Striebich – eCe projektmanagement – Managing Director leasing

Center
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locations. today, a sound expansion 
strategy can be implemented more eas-
ily in operational and logistical terms.

In many countries, national market lead-
ers have emerged that are now also 
discovering germany in the context of 
their expansion. For example, north 
rhine-westphalia has always been a 
testing ground for new concepts from 
Benelux, not just because of its high 
population density.

highly specialised, vertical private 
labels such as Didi, Cool Cat and river-
woods are coming through on the mar-
ket here. the Sting is to be relaunched, 
this time with a new, distinctive pro-
file and a new message. After many 
years of patience and persistence, 
hunkemöller (underwear) and we Fash-
ion (young fashion) have now emerged 
as major players, and although many 
people believe that orsay or pimkie are  
german concepts, the roots for their 
german success were laid down more 
than 30 years ago in France.

unfortunately, not everyone is always 
successful. lindex closed its twenty-
three shops and withdrew from the ger-
man market following a second launch, 
which was a great pity. the biggest uS 
clothing chain gAp failed to make the 
breakthrough with its ranges (albeit 
not adapted to german customers), 
selling its shops to its competitor h&M, 
which is now a fixture on the german  
market (although some may remem-
ber its teething problems about twenty 
years ago).

the sports sector is dominated by the 
associations with their numerous quali-
fied members, who are in a position 
to respond to customers’ needs on a 
highly individual basis. this is the  reason 
why the chains, extremely successful 
in their domestic markets – examples 
include Sports experts (Austria) and 
Decathlon (France) – have been unable 
to assert themselves. Systems more 
highly oriented to demand such as  

In many countries, 
national market leaders have 

emerged that are now also 
discovering Germany in the 

context of their expansion. 
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A trip through Europe 
shows that concepts have come and 

are still coming to Germany from 
nearly all countries.

runner’s point, or brands such as Jack 
wolfskin, puma and nike will enjoy  
success here.

A trip through europe shows that con-
cepts have come and are still coming 
to germany from nearly all countries. 
the best overview is gained at the real 
estate trade fair MApIC, which is held 
every november in Cannes. well over 
1,000 retailers meet there, and there are 
discussions on extending joint expan-
sion. the trade fair has become an 
essential event for all expanding com-
panies.

Main focal points of recent years

Spain
the heavyweights in the Spanish retail 
market, Inditex (Zara, Massimo Dutti 
and many more), Mango and Spring-
field, have also emerged as well-known 
major players in germany within just a 
few years.  

Center



Scandinavia
h&M led the way, others followed. 
the development of the Bestseller 
group with the concepts Vero Moda, 
Jack&Jones, only and exit suggests an 
equivalent success story. the Bianco 
shoe concept also seems to have poten-
tial, and the design-oriented Scandinavi-
ans will also make their presence known 
in the accessories and jewellery sector.

Italy
we will also continue to hear from the 
land of fashion in future. even if the 
established brands such as Benetton, 
Stefanel and Sasch still have work to do, 
geox (the shoe that breathes), Sixty, 
Diesel and gas (jeans) are currently 
enjoying a lot of success.

uSA
the land of unlimited opportunities is 
always a source of new ideas. whether 
these ideas are of a technical, emotional 
or textile nature, they can be exciting, 
but also successful. with almost 5,000 
shops worldwide, and approximately 
100 in germany, gamestop (formerly 
eB games, a provider of software and 
games for computers and gaming con-
soles) has become established within 
just five years, in a market that was pre-
viously dominated by e-commerce and 
large retailers.

Apple is enjoying a real renaissance, 
particularly thanks to the ipod. perhaps 
we might also get to see such spec-
tacular locations in germany as the 
Apple Cube on new York’s 5th Avenue. 
however, until then we can content  
ourselves with gravis (germany’s big-
gest Apple dealer – and a very suc-
cessful one at that). the results of the  
first shops in shopping centers are 
highly promising.

Build-a-bear is regarded as one of the 
hottest concepts in the uSA. Before the 
consumers’ eyes – in a highly personal 
and emotional manner – teddy bears 
are ‘born’, before being looked after 
like children by the customers (usually 

between seven and fifteen years old). 
It really is something to behold, par-
ticularly when the children come back 
to the shop to buy new outfits for their 
teddies. Market entry in germany was 
carried out via the master franchisee of 
the Scandinavian market – a formidable 
combination.

Jeans (the American item of clothing) 
have become highly international. In 
addition to the very strong providers 
from holland (g-Star) and Italy (Diesel), 
levi’s of the uSA (albeit now very well 
adapted to european conditions) has 
regained its strength. It will be exciting 
when the first shops of Californian top 
label 7 For All Mankind appear.

Fossil is known to us as a provider of 
accessories, especially watches. on 
approximately 100-150 m², they have 
developed a lifestyle theme around the 
brand with leather goods, jewellery, 
jeans etc., getting off to a great start.

the first Abercrombie & Fitch store in 
london was opened in spring 2007. this 
is definitely the cult brand in the uSA, 
and is also very well known in germany. 
It is only a matter of time before the first 
shop opens in germany (and it is sure to 
be a huge success).

Central and eastern europe
we can also expect a few things from 
Central and eastern europe in future. As 
a result of the unbelievable size of the 
markets, strong players have emerged 
there and will reach us sooner or later. 
Concepts from poland and the Czech 
republic are taking their first tentative 
steps. the concepts from turkey are 
particularly exciting. outstanding sys-
tem concepts have been developed 
on the basis of what is now extremely 
high-quality textile production. Koton 
for young fashion and Sarar for quality 
men’s clothes have decided on their 
start date for germany. Sela will be 
coming soon from russia. 

It is a shame that there is nowhere near 
enough room in this report to list and 
describe all the countries and concepts 
– but there are of course many more.

ultimately, the german retail and real 
estate market is a major challenge for 
all new concepts, which is also the case 
for those from germany, of course. 
Although all that glitters is not gold, it 
is also true that who dares, wins. those 
who have established themselves here 
in germany can do the same in all other 
retail markets of the world. the german 
retail export hits (Media-Saturn, Doug-
las, Bijou Brigitte, new Yorker, p&C and 
many more) illustrate this.

there is finally a recognition that europe 
is converging. Borders have not only 
been dismantled at a political level, but 
also conceptually in people’s minds. It is 
a great pleasure to work with these new 
providers and always to be able to offer 
customers something new and surpris-
ing, something which will continue to 
make our shopping centers successful 
in future.

Those who have established 
themselves here in Germany 
can do the same in all other 
retail markets of the world.
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1  Figures regarding retail trade in a narrow sense i.e. excluding vehicle and petroleum trade as well as pharmacies. official statistics for 2007 show 
a slight decline in revenue both in nominal as well as real terms. however, one must note in this case that the (price) effect of the VAt increase 
is not regarded due to the recording of net revenue. the development illustrated was calculated primarily from developments among various 
gfK panels in 2007.

the german shopping center landscape

2006 2007 2006 2007 2006 2007

german shopping-center key figures
2006 – 2007
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As documented by the illustrated facts 
and figures which follow, during 2007, 
shopping centers were once again able 
to make a positive showing in contrast 
with the general development of trends 
in german retailing. Due to the pull-for-
ward effects attributed to the significant 
VAt increase at the turn of the year, the 
overall retail sector had to wrestle with a 
relatively weak first half-year. In the course 
of the ensuing year, the consumer climate 
clouded, not the least of which was due 
to sharp price increases primarily among 
groceries and petroleum products. with 
respect to earnings, revenue in german 
retail increased in nominal terms only by 
roughly 1% to approximately 3 390 billion. 
thus, after adjustment for the price incre-
ase rate, the figure was just below that of 
the previous year. 

Measured against this scale, the german 
shopping center landscape posted tan-
gibly above-average results. According 
to calculations by gfK geoMarketing 
gmbh, total sales in 2007 amounting to a 
good 3 34.6 billion (gross, incl. VAt, preli-
minary results) were posted. the basis for 
defining shopping centers was according 
to the Cologne-based ehI retail Institute 
meaning that that all properties with lea-
sable space amounting to over 10,000 m² 
were taken into consideration. At the end 
of 2007, there were 400 such centers, for 
each of which a sales value was calcula-
ted based on available confidential actual 
figures as well as projections/estimations 
derived from knowledge of the spread 
and regional development of sales. these 
were then subsequently added to achieve 
a preliminary aggregate value.  

thus, a stately nominal revenue increase 
of roughly 6% was posted against 2006. 
nevertheless, new openings play a con-
siderable role with regard to this rate of 

change. In 2007 alone, 15 new shopping 
centers were opened: from the Sonae 
Sierra group’s Alexa center at Alexander-
platz in Berlin to the mfi group’s wilmers-
dorfer Arcaden. however, the 12 shop-
ping centers which opened the previous 
year distort the picture to a certain extent 
as well, since these – each opening bet-
ween spring and autumn – did not post 
sales-relevant full-year figures until 2007. 
Finally, the changes occurring among the 
other ‘older’ shopping center locations 
(expansions vs. major vacancies) in 2007 
must naturally be taken into consideration 
as well. 

Meanwhile, with respect to overall  
german retail sales, the concluded year 
now shows a market share of just under 
9%, which is marginally exaggerated due 
to service providers which are closely rela-
ted to retail trade and gastronomy.

At the end of 2007, the 
leasable space ope-
rated by germany’s 
400 shopping cen-
ters amounted to a 
good 10.2 million m² 
and thus exceeded 
the previous year‘s 
figure by a respecta-
ble 400,000 m². with 
respect to average 
productivity per unit 
of area, the sector 
generated revenue of 
just under 3 3,400 per 
m² of leasable space, 
however, it must be 
noted that this is an 
average value. In indi-
vidual cases, the per-
formance per unit of 
area varies to some 
degree considerably 

in both directions when considering the 
differences in types and sizes of centers 
(from regional shopping centers to local-
supply-oriented centers and retail parks) 
as well as regional and local situations and 
specifics regarding individual centers.

In the context of positive development 
trends in the shopping center sector, the 
number of wage earners employed in 
german shopping centers once again 
increased considerably. roughly estimated 
and based on the number of employees 
in retail trade, gastronomy and service-
providing businesses in centers (excluding 
center and facility management as well  
as indirect employment), this is likely to be 
at just under 390,000 persons. Meanwhile,  
this provides impressive evidence of the 
considerable overall economic impor-
tance of the german shopping center 
sector.
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You’re not that young any more, you’re not that hip and find 
that you’re not attracting the same attention as you used to: 
the ‘young oldies’. At the age of 55 or 60, you’ve left profes-
sional life and still have at least 20 active years ahead of you. 
You don‘t want to become a senior citizen and terms such as 
‘generation plus’, which the age researcher prof. ernst pöp-
pel happily uses, don’t sound that pleasant to your ears. then 
how about using the term ‘the 100 billion euro generation’? 
this immediately sounds considerably better and above all 
is a fair description to use when describing your economic 
importance. Because at present the over 50s account for this 
amount of disposable income per year, as estimated by the 
nuremberg gesellschaft für Konsumforschung (gfK – organi-
sation for Consumer research). now it seems that somebody 
is taking this money seriously. ernst pöppel says ‘Industry and 

retail are simply ignoring this target group – it’s scandalous’. 
the 66-year-old neuroscientist is in charge of the Munich lud-
wig Maximilian university’s generation research programme 
in Bad tölz (germany) and finds fault with the general focus 
on youth. ‘Because of the fear of being associated with the 
seemingly unattractive segment of the generation plus, the 
economy overlooks this generation’s enormous potential to 
provide high-spending customers. In actual fact, you would 
be amazed at how little consideration is shown to this finan-
cially strong clientele – in terms of shop design and also the 
range of products. this may be because young shop manag-
ers and trendy interior designers love cool chill-out lounges 
or minimalist interiors and only bear their own age group in 
mind. And because they believe that a clothes range in beige 
will do fine for the old people.
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A contribution from wolfgang gruschwitz from gruschwitz gmbh

Comfort

   the german population is diminishing and, because of this, 
     a generation is growing, too young to be put to pasture 
 and too old to continue sauntering through life. It is time that 
      businesses and industry took this target group seriously. 
   By integrating the generations, convenience and 
                       comfort could become decisive factors. 

Generation

Center



the success of this type of strategy is that the parental  
generation tends to avoid those unkempt looking busi-
nesses – knowing well that the deep ‘totally comfy’ armchairs 
will prevent a halfway dignified attempt at standing up for  
people over 40. Sadly, even if you still feel young, your spine, 
back and knees aren’t 20 any more. You don’t have to rest 
like an oAp yet, but a little snooze…sorry, espresso break is 
always welcome. And if a shiny chrome nail in the wall is the 
only furnishing in the much too small changing room, then 
you would probably rather not try anything on at all – and 
just leave the shop.

If you consider how little it would take to design shops for 
all generations, the current situation in many businesses is 
hardly understandable. Any experienced shop fitter knows 
that these days, the quality of any shopping experience for 
the active older generation is essentially a question of well-
being. this means firmer cushions, higher seating, clothes 
hooks and space for all the bags, to name a few basics that 
can be implemented without too much inconvenience.

Comfort is the common element between the generations – 
no one is going to avoid a shop just because it’s designed 
to be comfortable. this could be more the case if the ‘com-
fort’ exudes the charm of an operating theatre – but then this 
would require fresh design ideas. A ‘senior citizen shopping 
center’ would be broke as soon as it opened because after 
all no one actually wants to be old but everyone does expect 
that consideration still be given to the mental state of those 
advancing in years. 

I see much bigger potential for shopping centers that offer 
their customers the possibility of a ‘get together’ and through 
this becoming a social meeting point. this is not something 
that is only appreciated by senior citizens but also, for 
example, by young families or mothers with small children.  
All these people would appreciate sufficiently wide aisles 
and an intelligently presented product range.

Additional services such as shopping delivery could support 
the idea of comfort in the short-term even though the current 
‘generation plus’ isn’t necessarily used to this type of service. 
particularly when the growing internet retail is currently earn-
ing well with the convenience of shopping from home and 
the immediate delivery. In this case, stationary retail can only 
compete by offering a joyful and inspiringly pleasant shop-
ping experience. It is also worth bearing in mind the aspect 
that people test and compare products with all senses and 
then leave with their purchases immediately – or get them 
delivered just in time.    

the changes in a product range for the active older genera-
tions could also become interesting in the future. Many from 
these generations have already lived through their active 
and very mobile stages in life and look forward to being 
provided with the appropriate products in the future. Sup-
portive functional clothing, breathable and perhaps odour-
neutralising garments could become fast sellers – and not just 
in beige and olive. the baby-boomer brands could again be 
held in high esteem due to simple nostalgia. this could also 
include technical products that are not primarily functionality 
based – and quite often even overwhelm the younger gener-
ation – but that are based on usability and clearly structured 
functions. 

In generation researcher ernst pöppel’s eyes, it is now up to 
industry again. ‘Already 30% of companies are asking them-
selves whether the “generation plus” could be a new market 
for them’ comments the professor. through his cooperation 
with the Far east, with honda for example, he knows that the 
Japanese are thinking considerably further and are develop-
ing somewhat more user-friendly cars – and bearing the older 
generation in mind. right now it is extremely short-sighted 
not to appreciate the older generations as consumers. In the 
medium-term it could prove to be fatal: it is estimated that 
every third german will be over 50 years old in the year 2050, 
according to the german Federal Statistical office.n
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      Much bigger potential have 
shopping centers that offer their 
customers the possibility of a                         

get together

Consumers

      right now it is extremely 
short-sighted not to appreciate 
     the older generations as

     It is estimated that every third german will be   
over 50 years old in the year 2050, according to 
          the german Federal Statistical office.



At A GlAnce
ShoppIngCenter GermAny
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MAIn-tAunuS-ZentruM  SulZBACh

ground plan:

Investments: 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) 
web: www.main-taunus-zentrum.de

At A GlAnce
ShoppIngCenter GermAny
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rheIn-neCKAr-ZentruM VIernheIM

ground plan:

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)
web: www.rhein-neckar-zentrum-viernheiml.de

63,600m 2
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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)
web: www.rhein-neckar-zentrum-viernheiml.de

AltMArKt-gAlerIe DreSDen

ground plan:

44,500 m 2

Investment: 50.0%
purchased by DeS: September 2000
leasable space: around 44,500 m2

of which retail space: space 26,000 m2

no. of Shops: around 100 
occupancy rate: 99%
Catchment area: around 1.0 m. inhabitants
parking: around 500
grand opening: 2002
Anchor tenant: Saturn, Sinnleffers, Zara
web: www.altmarkt-galerie.de
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phoenIX-Center hAMBurg

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)
web: www.phoenix-center-harburg.de

39,200m 2
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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)
web: www.phoenix-center-harburg.de

Allee-Center hAMM

ground plan:

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 85
occupancy rate: 100 %
Catchment area: around 1.0 m. inhabitants
parking: around 1,300
grand opening: 1992
renovation/modernisation: 2002–2003
Anchor tenant: h&M,
peek & Cloppenburg, Saturn, real
FerI-rating: A (very good)
web: www.allee-center-hamm.de

35,100m 2
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ground plan: 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, thalia
FerI-rating: A (sehr gut)
web: www.forum-wetzlar.de

ForuM wetZlAr

34,300m 2

www.google.comc
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ground plan: 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)
web: www.rathaus-center-dessau.de

rAthAuS-Center DeSSAu

30,600m 2
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ground plan:

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
web: www.city-galerie-wolfsburg.de

30,000m 2

CItY-gAlerIe wolFSBurg
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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
web: www.city-galerie-wolfsburg.de

ground plan:
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)
web: www.city-point-kassel.de

CItY-poInt KASSel

29,500 m 2
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ground plan: 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)
web: www.city-arkaden-wupptertal.de

CItY-ArKADen wuppertAl

28,70028,700m 2m 2

www.google.comc
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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 100
occupancy rate: 100 %
Catchment area: around 0.4 m. inhabitants
parking: around 500
grand opening: March 2008
Anchor tenant: Müller Drogerie,
new Yorker, real
FerI-rating: to be performed
for the first time in 2008
web: www.stadt-galerie-hameln.de

StADt - gAlerIe hAMeln

25,000m 2



ground plan:
Investment: 75.0%
purchased by DeS: December 2006
leasable space: around 27,200 m2

of which retail space: around 21,000 m2

no. of shops: around rd, 90
occupancy rate: 85%
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
web: www.stadtgalerie-passau.de

StADtgAlerIe pASSAu

27,200 m 2

68 AnnuAl report Deutsche euroShop Ag 2007

www.google.comc

 Center



69

ShoppIngCenter ABroAd
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Investment: 74.0%
purchased by DeS: August 2006
leasable space: around rd, 47,600 m2

of which retail space: around 47,200 m2

no. of shops: around 200
occupancy rate: 100%
Catchment area: around 1.1 m. inhabitants
parking: around 900
grand opening: Autumn 2007 
Anchor tenant: Saturn, 
peek & Cloppenburg, Zara 
FerI-rating: to be performed
for the first time in 2008
web: www.galeriabaltycka.pl

ground plan:

47,600 m 2

gAlerIA BAltYCKA gDAnSK, polAnD
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ground plan: 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)
web: www.city-arkaden.at

CItY ArKADen KlAgenFurt, AuStrIA

36,700m 2
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ground plan: 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)
web: www.arkadpecs.hu

ÁrKÁD péCS, hungArY

35,200m 2



ground plan: Investment: 33.3%
purchased by DeS: Dec. 2003
leasable space: around 32,800 m2

of which retail space: around 30,500 m2

no. of shops: around 100
occupancy rate: 100%
Catchment area: around 1.3 m. inhabitants
parking: around 900
grand opening: 2001
Anchor tenant: C&A, Media Markt, 
van graaf, Varner, KappAhl
FerI-rating: AA (excellent)
web: www.galeria-dominikanska.pl

gAlerIA DoMInIKAnSKA wroClAw, polAnD

32,800m 2
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