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DEAR READER, 
From fashion capitals selling luxury products to bustling marketplaces peddling local goods, the shopping 
available at certain destinations is a powerful draw for many tourists. Shopping and vacations have always 
been closely linked. In the same way, the retail and hotel asset classes have always been interdependent. 
Both were particularly hard hit by the Covid pandemic but recovered relatively quickly. They have proven to 
be crisis-resistant and innovative.

Therefore, the symbiotic relationship between retail and the hotel industry is the main focus of our cover 
story. Many industry players seek new ways to bring the two asset classes closer to exploit similarities. 
“We are now viewing these asset classes together in our new department,” says Andreas Löcher, Head of 
Investment Management Operational at Union Investment. “There are many successful alliances out there, 
such as between perfume and fashion, so why not hotels?”. In an in-depth interview, Löcher and his col-
league Roman Müller (page14), Head of Investment Management Retail, show the potential of dovetailing 
retail and the hotel industry, where the first collaborations are already taking place, and the future journey 
may lead. This interview lays the foundation for our cover story, which will be continued in an ACROSS Re-
tail Talk on June 18. Industry experts such as Klaus Striebich (page 28), Managing Director of RaRE Advise 
and head of the ACROSS Advisory Board, and Professor Christian Buer (page 24), Heilbronn University and 
founder of the consultancy Nemis, confirm the relevance of this connection and emphasize on the poten-
tial for success and why we should focus on the outlet and luxury sectors in particular. Several excellent 
case studies can already be observed on the market, as Lars Jähnichen (page 34), CEO of IPH Group, and 
Torsten Kuttig (page 30), Director Hotel Development at ECE Work & Live GmbH, impressively explain.

Furthermore, in addition to this cover story, we have compiled other exciting developments in the 
industry. Benoy and Pragma, for example, explain the most important rules to be observed in mixed-
use projects (page 46). Norbert Scheele, C&A Head of European Expansion and vice president of 
the Austrian retail association, is a veteran of the fashion retail industry and discusses the greatest 
challenges facing the placemaking and retail industry in an extensive ACROSS interview (page 58). 
We report on MPC Properties' first "MPC Echo" conference, which focused on great ideas and innovative 
business practices in the real estate industry and sustainable business operations (page 52). In addition, 
learn about some of the most exciting and experiential store concepts in Europe today (page 68).

We hope this new issue of ACROSS informs, motivates, and inspires you. Please feel free to give us your 
feedback!

Yours sincerely,
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Reinhard Winiwarter 
Publisher of ACROSS Magazine
r.winiwarter@across-magazine.com

Anne-Kathrin Velten 
Editor in Chief of ACROSS Magazine
a.velten@across-magazine.com

Join our ACROSS Retail 
Talk on “Retail and the 
Hotel Industry” on June 
18th. A high-caliber panel 
will discuss retail and 
hotel industry synergies 
from the most diverse 
perspectives: investors, 
developers, operators, 
and consultants.

Bringing the S in ESG to life
Kaufl and: The culturally sensitive footfall anchor

Flexibility has always been a given for us. As a footfall anchor for all retail loca-
tions, from stand-alone supermarkets, retail parks and shopping centers to inner-
city locations. And we are also open to buildings of cultural heritage. Have a look 
at our latest opening in Sofi a, a revitalisation masterpiece. The historic market 
hall in the center of the capital has been given a new lease of life as a modern 
shopping location. 

Kaufl and currently operates more than 1,500 stores in eight European countries. 
The company offers a wide range of groceries covering everyday needs. Whet-
her in Bulgaria, Romania, Croatia, the Republic of Moldova, Poland, the Czech 
Republic, Slovakia or Germany, Kaufl and stands for low prices, relevant product 
range, convincing quality and convenient shopping everywhere. 

We are a fl exible footfall anchor for sites from 6,000 sqm upwards; catchment 
areas with more than 25,000 inhabitants; towns from 10,000 inhabitants and sa-
les areas from 2,000 to 2,500 sqm. 

Discover how Kaufl and can drive demand for your retail asset. 
Just go to realestate.kaufl and.com or follow us on LinkedIN.

Historic Central Hall in Sofi a revived

We value CULTURAL HERITAGE
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Key Factors Driving Quality at  
Shopping Centers  ...........................55
Despite the diverse reasons that draw  
us to shopping centers, one expectation 
remains consistent across all visits: the 
demand for quality.

The Retail and Hotel Industry – 
a Long-lasting Love Story? ...............10
Retail tourism is here to stay. What does 
the joint potential of the retail and hotel 
industry look like?

Polarization is the Trend of the 
Moment: “We’re on the Lookout 
for Polarization Winners” ..................14
Six months ago, Union Investment decided 
to integrate its retail and hotel divisions 
more closely. Andreas Löcher, Head of  
Investment Management Operational,  
and Roman Müller, Head of Investment 
Management Retail, explain the meg-
atrends affecting both areas and where 
there are further parallels.

Hotels & Retail: “The Most Obvious 
Correlation Can Be Found in the 
Luxury Sector” ...................................24
Professor Christian Buer explains where 
and how the combination of hotel and re-
tail has the potential for success and why 
we should focus on the outlet and luxury 
sectors in particular.

Retail Attractiveness Index: European 
Retail Markets Rebound after  
Pandemic  ............................................. 6
The GRAI 1/2024 rises to 114 points, 
which is the highest level since 2018.

Strong Sales Will Underscore 
Our Confidence  ................................ 72
New buildings in Bratislava’s city center 
have maintained a relatively stable price 
level despite interest rate hikes, and the 
combination of a recovering segment 
and an exceptional project can present 
a promising investment opportunity.

Istanbul – A Retail Market Between 
Tradition and Innovation  ................85
The three-day ACROSS study tour brought 
us closer to the Turkish way of retailing and 
the development of ultra-modern shopping 
centers.

The Economic Situation in Turkey 
and Its Impact on Shopping Malls 
and New Investments  .....................87
Despite the country's economic  
difficulties, the shopping center industry  
is vital, as Ortaç Özortaç, Partner at  
WECONSULT, explains.

Could German Retailers’ Superior 
Math Be Their Secret Weapon?  ......88
Ansgar John Brenninkmeijer argues that to  
optimize assortment decision-making  
for a store, managers should consider the 
contribution margin “Deckungsbeitrag” 
of products and the possible opportunity 
costs incurred when choosing one option 
over another.

Retail Offers an Attractive Work  
Environment – That Reality Needs  
to Be Better Communicated! ........... 58
C&A Manager Norbert W. Scheele on the 
shrinking middle segment, demanding 
consumers and employees and the 
development of Retail in Europe and 
Austria.

“Good Shopping Centers See 
Themselves As Stages” .................... 62
This year’s MAPIC will once again be 
clearly focused on matchmaking and 
brands – especially dynamic brands 
that are part of experiential retail.

Luxembourgers Have the Most 
Money to Spend on Retail  ............... 64 
The average retail purchasing power 
in Europe is 6,517 euros per capita. 
However, there are significant 
differences among the 25 analyzed 
European countries.

Ten of the Coolest Stores in 
Europe ............................................... 68
The so-called coolness factor is of great 
importance at the moment: in addition to 
design, service, and impressive experienc-
es, creativity, cult status, and commercial 
viability were decisive factors in the 
evaluation.

“Retail and Hotels – Seven Reasons 
Why Learning from Each Other Will 
Lead to an Unbeatable Position in 
the Future!” ........................................28
Retail and the hotel industry – is this a 
new and innovative topic? Certainly not, 
but it is always worth rethinking and 
keeping in mind, says Klaus Striebich, 
Managing Director of RaRE Advise.

Commercial Strategy for Mixed- 
Use Masterplans...............................  46
There is a great reluctance to create  
true mixed-use developments due to the  
inability to truly understand the different 
requirements of different user groups,  
according to a joint report by Benoy and 
Pragma.

Hotels – More Than Meets the 
Eye! .....................................................49
In the ever-evolving hotel industry, there is 
one category that really stands out – hotels, 
explains Will Odwarka, Founder and CEO 
of Dubai-based Heartatwork Hospitality 
Consulting.

Shopping Centers & Hotels: 
Experience As a Common Guiding 
Principle .............................................30 
When combined, the result is an even better 
mix of uses and, therefore, a win-win situa-
tion for everyone involved, explains Torsten 
Kuttig, Director Hotel Development at ECE 
Work & Live GmbH. 

Retail and Hospitality: Forced  
Partnership or True Synergy?  ..........34
"Das Gerber" in Stuttgart is a good 
example of the successful revitalization 
of a former single-use shopping center in 
the midst of ongoing operations.

Hotels Play an Important Role in 
Positioning Outlet Destinations” .....38 
Many outlet centers are located in leading 
tourist zones and traditionally work  
together with the tourism authorities.

Can AI Identify Potential Synergies 
Between Retail and Hospitality? ......40
Oliver Zügel & Steffen Konrath from  
evAI aim to delve into this question and, 
using a concrete case study, demonstrate 
AI's contributions and the practical  
implications of the insights gained. 

Synergies Between Retail and  
Hospitality: Exploring Shopping  
Tourism and the Rise of  
Retailtainment  ..................................44
By integrating shopping opportunities  
with accommodation options, innovative 
concepts are created that offer unique  
experiences for tourists and locals, explain 
MK Illumination.

MCP Properties: “MPC Echo” 
Introduces a New Wave of 
Innovative Business ..........................52
The first conference of MPC Properties, 
“MPC Echo,” was held at the Sava Center, 
focusing on great ideas and innovative 
business practices in the real estate indus-
try and sustainable business operations.

Outstanding European 
Placemaking Projects  ...................... 74
Our industry is strong and is capable of 
achieving a great deal. The ACROSS 
Advisory Board presents some of the 
most colorful, exciting and outstanding 
European projects. 
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