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2. *at-equity consolidationRevenue* in millions2012 2013
2014Result157.1Target170173Target175178EBIT* in millions2012 2013
2014Result132.3Target148151Target152155EBT in millions FFO per
share in2012 2013 2014Result1.66Target1.992.03Target2.032.07Key
data2012 2013 2014Result94.9Target112115Target117120Deutsche
EuroShopOverview2012 2011 DIFFERENCERevenue 211.2 190.0 11%EBIT
181.0 165.7 9%Net finance costs -86.0 -79.1 -9%Measurement
gains/losses 8.5 50.1 -83%EBT 103.5 136.7 -24%Consolidated profit
122.5 99.0 24%FFO per share () 1.66 1.61 3%Earnings per share ()*
2.36 1.92 23%Equity** 1,606.1 1,473.1 9%Liabilities 1,942.8 1,752.0
11%Total assets 3,548.9 3,225.1 10%Equity ratio (%)** 45.3
45.7LTV-ratio (%) 44 45Gearing (%)** 121 119Cash and cash
equivalents 167.5 64.4 160%Net asset value (EPRA) 1,538.9 1,427.3
8%Net asset value per share (, EPRA) 28.53 27.64 3%Dividend per
share () 1.20*** 1.10 9% million* undiluted** incl. non controlling
interests*** proposal 3. Dear Readers,We have dedicated this years
Annual Report to ourhome port of Hamburg, where Deutsche EuroShop
hashad its headquarters since 2004. Our portfolio with itsthree
shopping centers is also closely linked to the Han-seatic City and
the surrounding area, and is the reasonwhy the title of this report
is simply Hamburg.As well as providing a closer insight into the
city of Ham-burg, we would like to introduce you to our
shoppingcenters and the districts where the DES team memberslive
and shop. We have also compiled selected facts andfigures on the
city, some of which we even found sur-prising. And last but not
least, we would like to introduceyou to three of our tenants whose
roots are in Hamburg.Not forgetting, of course, our business
results, which wehave drawn up for you in the customary level of
detailand are pleased to say reflect a very successful finan-cial
year 2012. And, as usual, we have also ventured alook into the
future and outlined our forecast for 2013and 2014.Finally, I would
like to invite you to visit our shoppingcenters in and around
Hamburg, in Billstedt, Harburgand Norderstedt. Not to mention our
17 other shoppingcenters in Germany, Austria, Poland and Hungary,
whereyoull always find a warm welcome. And if you happento be in
Hamburg-Poppenbttel, do visit us in our newoffice premises!Best
regardsClaus-Matthias BgeCEOINTRODUCTION EditorialEditorialDES
ANNUAL REPORT 2012{ 3 } 4. Deutsche
EuroShop2012TheHamburgEditionDES ANNUAL REPORT 2012{ 4 } 5. THE
CENTERS 48Our Portfolio 48Activities in the centers 56Tenant proles
58Sustainable? We always have been! 60Electric car charging
stationin Billstedt 64Hamburg as european green capital 66Portfolio
70Our shopping centers in and aroundHamburg 73The centers
74INVESTOR RELATIONS 98The shopping center share 98Interesting
facts about shareholders ofDeutsche EuroShop 106Conferences and
roadshows 10810 reasons to invest in the share 109Marketing
110Annual general meeting 112Corporate governance 114GROUP
MANAGEMENT REPORT 119CONSOLIDATEDFINANCIAL STATEMENTS 139SERVICE
184Glossary 184Financial calendar 186Index 187Imprint 188Multi-year
overview 189INTRODUCTION 2Key data 2Editorial 3Our values, our
goals 6Highlights 2012 6Interview with the Executive Board 8Report
of the Supervisory Board 14SHOPPING 20Consumption 2013 20Hamburg in
gures 26Hamburgs famous markets 28Hamburg novels and lms 30What the
customer really wants 32Future labs 34Hamburg facts 36My Hamburg
Members of the DESteam present the districts they live in 38What I
bought in 2012 46IntroductionGroup manage-ment
reportShoppingService211948The centers Investor
relations2098Consolidated financialstatements184138DES ANNUAL
REPORT 2012{ 5 }Content 6. Our valuesWe are the only public company
in Germany that invests solelyin shopping centers in prime
locations. We invest only in care-fully chosen properties. High
quality standards and a high degreeof flexibility are just as
important to us as sustained earningsgrowth from index- and
turnover-linked rental contracts. In addi-tion, we boast a higher
than average occupancy rate of around99% and professional center
management these are thepillars of our success.Our goalsDeutsche
EuroShop does not seek short-term success, but ratherthe stable
increase in the value of our portfolio. Our objective is togenerate
a sustainably high surplus liquidity from the longtermleasing of
our shopping centers to distribute an attractive divi-dend to our
shareholders every year. In order to achieve this, weshall acquire
further prime properties and hence establish our-selves as one of
the largest companies in Europe focusing onretail
properties.JuneAnnual General MeetingDistribution of a dividend of
1.10 per shareSeptember40th anniversary of
Rhein-Neckar-Zentrum,Viernheim10th anniversary of City-Point,
KasselOctober5th anniversary of Galeria Baltycka, Gdansk10th
anniversary of Altmarkt-Galerie, DresdenNovemberPlacement of
2,314,136 new shares from anincrease in the share capital with
institutionalinvestorsConvertible bonds with a maturity of five
yearsand a total principal amount of 100 millionwere placed with
qualified investorsAcquisition of Herold-Center, Norderstedt35th
anniversary of Billstedt-Center, HamburgHighlights 2012DES ANNUAL
REPORT 2012{ 6 }Our values, our goals/Highlights 2012 7. Schon
wiedergeblitzt worden. 8. Dont put the rod down just becauseyou
havent had a bite yet.Interview with the Executive Board{ 8
}Interview with the Executive Board 9. Deutsche EuroShop just
finished restructuring.What happened?CLAUS-MATTHIAS BGE: We reacted
to a surprising rulingfrom the German Federal Fiscal Court
(Bundesfinanzhof) andrestructured the Deutsche EuroShop Group in
such a way that,in future, we will be able to take advantage of the
extended tradetax deduction for at least a portion of our shopping
center port-folio in Germany.Were working on sustainably optimising
this situation; however,thats an undertaking that will take several
years. It was andremains highly complex unfortunately something
German taxlaw is known for.OLAF BORKERS: One positive effect of
this restructuring wasthat we were able to release 49.3 million in
deferred trade taxprovisions created during the previous
years.While were on the positive aspects, were you also ableto
secure growth?CLAUS-MATTHIAS BGE: Yes, we acquired the
Herold-Center in Norderstedt just before the end of the year. The
invest-ment volume is around 187 million, the initial rate of
returnabout 6.1% certainly an attractive return on a popular
shop-ping center market.??ONE KEY QUALITY OF SUCCESS-FUL RETAILERS
IS THEIR WILL-INGNESS TO CHANGE. EVERYTRADER KNOWS THE RETAILTRADE
NEVER STANDS STILL. IN2012, VERSATILITY WAS CALLEDFOR FROM DEUTSCHE
EUROSHOP,TOO. NOT FROM AN OPERA-TIONAL PERSPECTIVE, BUT A TAXONE.
DESPITE THE FACT THATTHE GROUPS RESTRUCTURINGPUT A HEAVY STRAIN ON
CAPACI-TIES, THE TWO MEMBERS OFTHE EXECUTIVE BOARD, CLAUS-MATTHIAS
BGE AND OLAFBORKERS, WERE ABLE TO CON-TINUE DRIVING THE
COMPANYSGROWTH FORWARD. READ ABOUTHOW THE INDIVIDUAL ISSUESWERE
HANDLED IN THE INTER-VIEW WITH THE EXECUTIVEBOARD.3DES ANNUAL
REPORT 2012{ 9 }Interview with the Executive Board 10. OLAF
BORKERS: Our portfolio now comprises 20 shoppingcenters with a
market value of 3.8 billion. Built on two lev-els, with a retail
space of around 26,000 m2, the Herold-Centerhouses some 130
specialist outlets, all of which are let. Thecenter was opened in
1971 and most recently expanded in 2003.Did you explore new avenues
with regard to externalfinancing this time?OLAF BORKERS: Yes we
did. We issued a our very first con-vertible bond. In doing so we
secured financing in the amount of100 million for a five-year
period at an interest rate of 1.75%.Thats a good rate for us, yet
at the same time attractive for bondinvestors who expect DES share
prices to rise.CLAUS-MATTHIAS BGE: A small capital increase
alsobrought 67.7 million in equity.Why were private shareholders
excluded from partici-pating in the capital increase?CLAUS-MATTHIAS
BGE: Ive said many times in the pastthat we prefer to carry out
capital increases with subscrip-tion rights for our many loyal
private shareholders, as we mostrecently did twice in 2010.However,
theres been a change in the Wertpapierprospektgesetz(German
Securities Prospectus Act). A general securities pro-spectus
requirement has been in effect since July 2012, alsofor the type of
rights issue we liked to work with. Since it takesseveral weeks to
draw up a prospectus, the delay that entailsas well as the
uncertain outcome in a changing capital marketenvironment could
become a deal breaker during the purchaseprocess. Thats something
wed like to avoid. Plus drawing up aprospectus is extremely
expensive.We only issued around 2.3 million shares in November and
chosethe quick accelerated book building process to do this.
Unfortu-nately when using this process, one which places new
sharesclose to the stock market price, only qualified investors can
beapproached, generally institutional investors, and
subscriptionrights must be excluded for shareholders.Ultimately,
though, we were very pleased that both measureswere well received
on the capital market despite the fact that wewere still an unknown
quantity for the bond market. The goodtrack record weve now been
able to establish here, too, shouldprove beneficial if we ever
decide to repeat the move.??But youll also continue to rely on
classical forms ofexternal financing?OLAF BORKERS: Absolutely! We
took advantage of favour-able financing terms for Deutsche EuroShop
and were able toreduce the average interest rate of our liabilities
from 4.59% to4.1%, or in other words by 43 basis points.?DES ANNUAL
REPORT 2012{ 10 }Interview with the Executive Board 11. That all
sounds great. How were operations?CLAUS-MATTHIAS BGE: Good, as
always, according to plan.To be more precise: We projected between
207 million and211 million in revenue and in the end generated
211.2 million.We were especially pleased with revenue trends at the
Main-Tau-nus-Zentrum, the Altmarkt-Galerie Dresden and the A10
Center,where extensions had been opened up during the previous
year.Earnings before interest and taxes (EBIT) were projected
atbetween 177 million and 181 million. A 9% increase to
181.0million put us at the upper end of that range.We always plan
earnings before taxes (EBT) without measure-ment gains/losses and
were expecting a figure of between90million and 93 million. Over
the course of the year weraised our forecast from 94 to 97 million
and, with a result of95.9 million, our corridor was extremely
accurate.Originally we predicted that funds from operations, FFO
for short,would fall within the 1.64 to 1.68 range per share. As
the yearprogressed we adjusted our forecast here, too, and raised
thisrange to 1.70 to 1.74 per share. In the end we came in at
1.66,right in the middle of the original forecast.OLAF BORKERS: Im
sure youd like to hear more on thebackground to that. One-off fees
in the form of prepaymentcompensation and tax payments were
incurred in connection? with both the refinancing of the
Main-Taunus-Zentrum and therestructuring of the Group, which
reduced the FFO by 0.16 pershare. Adjusted for these effects, the
FFO would have been 1.82per share and, in that case, we would have
significantly exceededour forecasts.Some people regard the
measurement gain as surpris-ingly low. What were the reasons behind
that?OLAF BORKERS: There was a measurement gain of 8.5 mil-lion.
Our Hungarian shopping center in Pcs, which representsaround 1% of
our investment properties, was depreciated byabout 16% as a
precautionary measure. The value of the Main-Taunus-Zentrum, on the
other hand, was increased by 8% afterthe expansion was well
received by customers. Those were theanomalies. Changes in the
market values of the other propertiesremained within a very narrow
corridor of between -1.9 to +3.4%.CLAUS-MATTHIAS BGE: Internally we
had expected themeasurement gain/loss to zero out. In fact its
impossible topredict the myriad of effects which include interest
rate move-ments, real estate market and tenant risk as well as
some150 other factors, something we stress over and over
again.Anyway, the only thing that counts for us is the cash we
influ-ence through our business decisions and can distribute as a
divi-dend. Since we arent planning to sell our portfolio of
shoppingcenters, the annual measurement gain or loss isnt very
mean-ingful for us.?GOOD, ASALWAYS,ACCORDING TOPLAN.3Interview with
the Executive BoardDES ANNUAL REPORT 2012{ 11 } 12. However if you
expect a measurement gain based on the mostrecently conducted
center transactions, youre failing to considerthe fact that our
experts dont use a mark-to-market but a dis-counted cash flow
method. Since shopping centers are hard tocompare, I also consider
that the better approach.How will shareholders participate in the
Groupsrenewed set of good results?CLAUS-MATTHIAS BGE: With a
dividend thats beenincreased to 1.20 per share. At least thats
going to be our pro-posal at the Annual General Meeting. Weve
always promisedour shareholders that the most recently paid
dividend will be theminimum amount for future distributions. So
far, these distribu-tions at least for our long-standing
shareholders have beenentirely tax free. Thats changing now: For
the first time, 0.31per share of the 2012 dividend is subject to
capital gains with-holding tax. That means that 31 cents of the
dividend are sub-ject to taxes totalling 26.37% (25% flat-rate
withholding tax plus5.5% solidarity surcharge) or, in other words,
a little over 8 cents.A 10-cent raise in the dividend more than
evens out this effectso that, in the end, our shareholders are not
receiving any less.Could you briefly explain why the 2013 forecast
shows adip in revenue and EBIT?CLAUS-MATTHIAS BGE: Thats due to the
changes to IFRSaccounting standards announced last year, which
prohibit the
useofproportionalconsolidationinthefuture.Whilethischangemeansdecreased
transparency in the presentation of results, it doesntactually
change results. Were not the only ones affected by thischange; all
companies that used to include subsidiaries on a pro-portional
basis in consolidated financial statements are affected.Yet
ultimately it doesnt change a thing because, in the
incomestatement, the results of the investees are accounted for in
thenet finance costs as income from investments. That means
thatthese IFRS amendments only visually impact the revenue andEBIT
in our forecast, while both the EBT and FFO remain practi-cally
unchanged.??Can you tell us a bit about your forecasts for 2013
and2014?OLAF BORKERS: Things continue to improve. During the
cur-rent financial year we anticipate our rental income,
recognisedas revenue, to rise 9% from 170 million to 173 million.
Nextyear this figure could be between 175 million and 178
million.Our outlook for 2013 predicts that EBIT of between 148
millionand 151 million, which corresponds to an increase of 13%,
andanother 3% increase to between 152 million and 155 millionin
2014. We anticipate that our earnings before taxes exclud-ing
measurement gains/losses will rise by 19% to between112million and
115 million with another 4% increase tobetween 117 million and 120
million expected next year.After the one-off effects recognised in
2012, the jump in fundsfrom operations (FFO) is particularly
impressive. For 2013 weanticipate an increase of 21% to between
1.99 and 2.03 pershare. That will return to normal in 2014, when we
predict a two-percent increase to between 2.03 and 2.07.In light of
all of these predictions, we anticipate stable businesswithout any
surprises and, as always, we have not planned inany acquisitions.No
acquisitions?CLAUS-MATTHIAS BGE: Were still ready to seize
attrac-tive opportunities as they arise. But patience is a virtue
just likewhen youre fishing. I had more opportunities to go fishing
as achild than I do now but that experience also helps me in my
pro-fessional life. Incidentally, in Low German we have a saying
whichroughly translates to: Dont put the rod down just because
youhavent had a bite. Because eventually, you will.Thank you for
talking to us.??OUR PORTFOLIO NOW COM-PRISES 20 SHOPPING
CENTERSWITH A MARKET VALUE OF3.8 BILLION.DES ANNUAL REPORT 2012{ 12
}Interview with the Executive Board 13. ..After serving as a ships
ocer with the German Federal Navy, Mr. Borkers qualied asa bank
clerk with Deutsche Bank AG in 1990. He then studied business
administrationin Frankfurt/Main. From 1995, Mr. Borkers worked as a
credit analyst for DeutscheBank AG in Frankfurt and Hamburg. In
1998, he joined RSE Grundbesitz und Betei-ligungs-AG, Hamburg, as
assistant to the Executive Board. In 1999, Mr. Borkers wasappointed
to the Executive Board of TAG Tegernsee Immobilien und
Beteiligungs- AG,Tegernsee and Hamburg, where he was responsible
for nances and investor relationsuntil September 2005. In addition,
Mr. Borkers held various Supervisory Board and ma-nagement
positions within the TAG Group.Olaf Borkers joined the Executive
Board of Deutsche EuroShop AG in October 2005.He is married and has
two children.Olaf BorkersMember of the Executive BoardAfter
successfully qualifying as a bank clerk and completing a business
administrationdegree, Mr. Bge began his professional career in 1987
at the Dsseldorf-based Privat-bankhaus Trinkaus & Burkhardt in
Mergers & Acquisitions. His work, for which he wasmade a
Prokurist (authorised signatory) in 1989, focused on advising small
and medi-um-sized companies on buying and selling companies and
equity interests. In 1990,Mr. Bge was appointed to the management
of KST Stahltechnik GmbH, a subsidiary ofthe Austrian industrial
plant construction group VA Technologie AG, where he was
res-ponsible for the nancial control, personnel, legal, tax and
administration departments.In autumn 1993, Mr. Bge moved to ECE
Projektmanagement G.m.b.H. & Co. KG in Ham-burg, the European
market leader for the development, realisation, leasing and
long-term management of shopping centers. It was here that he rst
became fascinated withthe world of shopping centers. In addition to
a series of management positions at sub-sidiaries in the ECE group,
his work focused on concept planning, nancing and
ongoingprotability optimisation of property investments. Mr. Bge
joined the Executive Boardof Deutsche EuroShop AG in October 2001.
He is married and has two children.Claus-Matthias BgeCEO..{ 13 }
14. Report of theSupervisory BoardFederal Fiscal Court
(Bundesfinanzhof) regarding the extendedtrade tax deduction, were
the subject of particularly intense dis-cussions during the
financial year.Regular discussions were conducted with the
Executive Boardregarding trends on the capital, credit, real estate
and retail mar-kets and the effects of these on the Companys
strategy. TheExecutive Board and Supervisory Board also examined
variousinvestment options. We received regular reports detailing
theturnover trends and payment patterns of our tenants and
thecredit policies of the banks.The Chairman of the Supervisory
Board and the Executive Com-mittee of the Supervisory Board also
discussed other topicalissues with the Executive Board as required.
Transactions requir-ing the approval of the Supervisory Board were
discussed andresolved upon at the scheduled meetings. In addition,
for trans-actions of the Executive Board requiring approval,
circular res-olutions were passed in writing by the Supervisory
Board. Allresolutions in the reporting period were passed
unanimously.MEETINGSFive scheduled Supervisory Board meetings took
place duringfinancial year 2012. The only absences were recorded at
the con-stituent meeting on 21 June 2012; in this case, three
membersof the Supervisory Board were excused from attending.
Theygranted voting proxies prior to the meeting.Dear
Shareholders,During financial year 2012, the Supervisory Board
performed theduties incumbent on it according to the law and the
Articles ofAssociation and closely followed the performance of
DeutscheEuroShop AG. The strategic orientation of the Company was
coor-dinated with the Supervisory Board, and the status of the
strategyimplementation was discussed at regular intervals. The
Super-visory Board monitored and advised the Executive Board on
itsmanagement of the business, and the Executive Board informedus
regularly, promptly and in detail of business developments.FOCUS OF
ADVISORY ACTIVITIESWe examined the Companys net assets, financial
position andresults of operations, as well as its risk management,
regularlyand in detail. In this context, we checked that the formal
con-ditions for implementing an efficient system of monitoring
ourCompany were met and that the means of supervision at
ourdisposal were effective.We were informed on an ongoing basis of
all significant factorsaffecting the business.We considered the
development of the portfolio properties, spe-cifically their
turnover trends, the accounts receivable and occu-pancy rates as
well as the Companys liquidity position. The Exec-utive Boards
plans to restructure the Group, which, accordingto an assessment by
the Executive Board and the SupervisoryBoard, became necessary
following the ruling by the GermanDES ANNUAL REPORT 2012{ 14
}Report of the Supervisory Board 15. At the first scheduled
meeting, on 26 April 2012, the Super-visory Boards annual review of
efficiency was completed andthe agenda for the Annual General
Meeting was approved. Weselected the auditor, who was proposed to
the shareholders forelection. In relation to the audit of the
annual financial state-ments, we once again attached great
importance to the explana-tions of the Executive Board and those of
the auditor on the realestate appraisals. In addition, the
Executive Board explained thepossibilities opened up by corporate
restructuring and the taximpact on the Group. The Executive Board
also reported on theconclusion of the expansion of
Main-Taunus-Zentrum, the acqui-sition of the remaining shares in
the Rathaus-Center in Dessauand various refinancing negotiations.
Explanations regarding theoccupancy situation focused on the office
space in the expandedAltmarkt-Galerie in Dresden. The Executive
Board also presentedthe option of purchasing a shopping center in
Poland.At the meeting held on 21 June 2012 prior to the
AnnualGeneral Meeting, the Executive Board reported on
refinancingagreements implemented as well as the occupancy
situation atthe shopping center in Pcs, Hungary, in particular. The
Execu-tive Board informed us of the latest insights regarding
Grouprestructuring, given that the concept will soon be ready to
sub-mit for a decision, and presented the possibility of acquiring
theHerold-Center in Norderstedt.One focus of this meeting was also
the planned enlargement ofour Supervisory Board in light of changes
to the requirementsof the Corporate Governance Code. We discussed
the plannedenlargement and composition of the Supervisory Board as
wellas the various functions in the committees.At the constituent
meeting on 21 June 2012 following theAnnual General Meeting, we
elected members by open ballot tovarious functions on the
Supervisory Board and its committees.The election was suspended
pending the legally valid amend-ment to the Articles of Association
to enlarge the SupervisoryBoard. It was then held on 13 July
2012.Chairman of the Supervisory Board Manfred ZaDeputy Chairman of
the Supervisory Board Dr. Michael GellenExecutive Committee Manfred
Za (Chairman),Thomas Armbrust,Dr Michael GellenFinancial Expert
Karin DohmAudit Committee Karin Dohm (Chairwoman),Thomas
Armbrust,Manfred ZaCapital Market Committee Manfred Za
(Chairman),Thomas Armbrust(Deputy Chairman),Reiner
StreckerElections resultsAt the fourth meeting on 20 September
2012, the ExecutiveBoard reported again on the occupancy and
refinancing situa-tion of the property in Pcs. The Executive Board
also reportedabout opportunities to expand our shopping center
portfolio.A more detailed report was provided by the Executive
Board onthe process to purchase the Herold-Center in Norderstedt
andits thoughts regarding financing for this investment.Once again,
the main focus of our meeting was the restructuringof the Group.
The Executive Board presented us its final concept,which we
approved following an in-depth discussion.At the last meeting on 27
November 2012, the Executive Boardreported on the Group
restructuring process currently in pro-gress, the completed
acquisition of the Herold-Center as well asthe financing measures
undertaken for this acquisition (capitalincrease and issue of a
convertible bond). We also held exten-sive discussions on the
projections for the current financial yearand the Companys
medium-term performance planning as pre-sented by the Executive
Board.COMMITTEESThe Supervisory Board has established three
committees: theExecutive Committee of the Supervisory Board, the
Audit Com-mittee and the Capital Market Committee. Each of these is
madeup of three members. The Executive Committee of the
Super-visory Board functions simultaneously as a nomination
commit-tee. Given the size of the Company and the number of
Super-visory Board members, we consider the number of committeesand
committee members to be appropriate. The enlargement ofthe
Supervisory Board prompted a change in the composition ofthe
individual committees. The decision-making powers of theCapital
Market Committee were expanded to include the issueof convertible
bonds and bonds with warrants; moreover, theCommittee elected
Thomas Armbrust as its Deputy Chairman.During the reporting period,
the Executive Committee of the Super-visory Board and the Audit
Committee met on 18 April 2012.The Audit Committee also discussed
the quarterly financialreports with the Executive Board in a
meeting on 26 April and inconference calls on 9 August and 9
November 2012. The Execu-tive Board conducted several telephone
conferences in Novemberto inform the Capital Market Committee about
the capital-raisingmeasures and request Committee approval of its
resolutions. TheCommittee passed the relevant resolutions.3Report
of the Supervisory BoardDES ANNUAL REPORT 2012{ 15 } 16. CORPORATE
GOVERNANCEIn November 2012, together with the Executive Board, we
issuedan updated declaration of conformity in relation to the
recom-mendations of the government commission pursuant to
sec-tion161 of the Aktiengesetz (German Public Companies Act AktG)
and made this permanently available on the DeutscheEuroShop AG
website. A separate report on the implementationof the German
Corporate Governance Code is included in thisAnnual Report. The
members of the Supervisory Board and theExecutive Board declared in
writing at the beginning of 2013 thatno conflicts of interest had
arisen.FINANCIAL STATEMENTS OF DEUTSCHE EUROSHOP AGAND THE GROUP
FOR THE PERIOD ENDING31 DECEMBER 2012At the Audit Committee meeting
on 12 April 2013 and the Super-visory Board meeting on 23 April
2013, the Audit Committee andthe Supervisory Board respectively
examined in detail the annualfinancial statements of Deutsche
EuroShop AG in accordancewith German commercial law, and the
consolidated financialstatements in accordance with International
Financial ReportingStandards (IFRS), each as at 31 December 2012,
as well as themanagement report and group management report for
financialyear 2012.The documents relating to the financial
statements, the auditorsreports and the Executive Boards proposal
for the appropriationof the unappropriated surplus were presented
to us in good time.The auditor appointed by the Annual General
Meeting on 21 June2012 BDO AG Wirtschaftsprfungsgesellschaft,
Hamburg hadalready audited the financial statements and issued an
unquali-fied audit opinion in each case. The auditor also confirmed
thatthe accounting policies, measurement methods and methods
ofconsolidation in the consolidated financial statements
compliedwith the relevant accounting provisions. In addition, the
audi-tor determined in the course of its assessment of the risk
man-agement system that the Executive Board had undertaken
allrequired measures pursuant to section 91(2)AktG to
promptlyidentify risks that could jeopardise the continued
existence ofthe Company.The auditors representatives took part in
the discussion of theannual financial statements and the
consolidated financial state-ments on the occasions of the Audit
Committee meeting on 12April 2013 and the Supervisory Board meeting
on 23 April 2013and explained the main findings.Following its own
examination of the annual financial statementsof Deutsche EuroShop
AG, the consolidated financial statementsand the corresponding
management reports, the SupervisoryBoard did not raise any
objections. It agreed with the findingsof the auditors examination
and approved the annual financialstatements of Deutsche EuroShop AG
and the consolidated finan-cial statements. The annual financial
statements have thus beenadopted. The Supervisory Board endorses
the Executive Boardsproposal for the appropriation of the
unappropriated surplus anddistribution of a dividend of 1.20 per
share.The Companys success in financial year 2012 was the result
ofits sustainable, long-term strategy and the dedication shown
bythe Executive Board and our employees, for which the Super-visory
Board would like to express its particular gratitude.Hamburg, 23
April 2013MANFRED ZASS, CHAIRMANDES ANNUAL REPORT 2012{ 16 }Report
of the Supervisory Board 17. MANFRED ZASS(CHAIRMAN)DR. MICHAEL
GELLEN(DEPUTY CHAIRMAN)THOMAS ARMBRUSTBorn: 1941 1942 1952Place of
residence: Knigstein im Taunus Cologne ReinbekNationality: German
German GermanEnd of appointment: 2013 Annual General Meeting 2014
Annual General Meeting 2014 Annual General MeetingCommittee
activities: Chairman of the Executive Committee,Member of the Audit
Committee, Chair-man of the Capital Market CommitteeMember of the
Executive Committee Member of the Executive Committee,Chairman of
the Audit Committee,Deputy Chairman of the Capital
MarketCommitteeMembership of otherstatutory supervisoryboards C.J.
Vogel Aktiengesellschaft frBeteiligungen, Hamburg
(Chairman)Platinum AG, Hamburg (Chairman),TransConnect
Unternehmensberatungs-und Beteiligungs AG, Munich
(Chairman),Verwaltungsgesellschaft Otto mbH,HamburgMembership of
compa-rable supervisory bodiesof business enterprisesin Germany or
othercountries: ECE ProjektmanagementG.m.b.H.&Co. KG,
Hamburg(Deputy Chairman)Profession: Banker Independent lawyer
Member of Management, CURAVermgensverwaltung G.m.b.H., HamburgKey
positions held: 19652002: DekaBank DeutscheGirozentrale, Frankfurt
of which:19801999: Member of theExecutive Board19992002: Chairman
of theExecutive Boarduntil 2005: Deutsche Brse AG,Frankfurt, Deputy
Chairman of theSupervisory Board20082009: Hypo Real Estate
GroupAG,Unterschleiheim, Member of theSupervisory Board19711983:
Deutsche Bank AG,Dsseldorf, Frankfurt19841995: Deutsche
Central-bodenkredit-AG, Cologne,Member of the Executive
Board19951997: Europische Hypo-thekenbank AG, Luxembourg,Member of
the Executive Board19972000: Deutsche Bank AG,Frankfurt, Managing
Director20012003: DB Real Estate GmbH,Frankfurt, Managing
Directoruntil 1985: Auditor and tax advisor19851992: Gruner+Jahr
AG&Co KG,Hamburg, Director of Financeseit 1992: Member of
Management ofCURA Vermgensverwaltung G.m.b.H.,Hamburg(Family Office
of the Otto Family)Relationship to majority/major shareholders:none
none Shareholder representative of theOtto familyDeutsche
EuroShopsecurities held as at31 December 2012:10,000 0NameMembers
of the Supervisory Board3Report of the Supervisory BoardDES ANNUAL
REPORT 2012{ 17 } 18. KARIN DOHM DR. JRN KREKE ALEXANDER OTTOBorn:
1972 1940 1967Place of residence: Kronberg im Taunus
Hagen/Westphalia HamburgNationality: German German GermanEnd of
appointment: 2017 Annual General Meeting 2013 Annual General
Meeting 2013 Annual General MeetingCommittee activities: Chairwoman
of the Audit Committee/Financial Expert Membership of
otherstatutory supervisoryboards Capital Stage AG, HamburgDOUGLAS
HOLDING AG, Hagen/West-phalia (Chairman)Verwaltungsgesellschaft
Otto mbH,HamburgMembership of compa-rable supervisory bodiesof
business enterprisesin Germany or othercountries: Kalorimeta
AG&Co. KG, HamburgUrbana Gruppe, HamburgPeek&Cloppenburg
KG, DsseldorfProfession: Chief Accounting Officer, Head of
GroupExternal Reporting,Deutsche Bank AG, FrankfurtBusinessman CEO,
Verwaltung ECE Projektmanage-ment G.m.b.H., HamburgKey positions
held: 19911997: Studied business andeconomics in Mnster,Zaragoza
(Spain) and Berlin2002: Steuerberaterexamen(German tax advisor
exam)2005: Wirtschaftsprferexamen(German auditor exam)19972010:
Deloitte&Touche GmbH,Berlin, London (UK), Paris
(France)20102011: Deloitte&Touche GmbH,Berlin, Partner
Financial Servicessince 2011: Deutsche Bank AG,Frankfurt, Chief
Accounting Officer,Head of Group External ReportingStudied in the
USA,Doctorate from the University ofFrankfurt1963 until today:
DOUGLAS HOLDINGAG,Hagen/Westphalia (previously RudolfHussel Swaren
AG)of which: 19631969: Assistant to theManagement Board19692001:
Chairman of theExecutive Boardseit 2001: Chairman of theSupervisory
BoardStudied at Harvard Universityand Harvard Business
School,Cambridge, USA1994 until today: Verwaltung ECE
Projekt-management G.m.b.H., Hamburgsince 2000: Chief Executive
OfficerRelationship to majority/major shareholders:none none Major
shareholderDeutsche EuroShopsecurities held as at31 December 2012:0
0 5,136,390NameMembers of the Supervisory Board ContinuationDES
ANNUAL REPORT 2012{ 18 }Report of the Supervisory Board 19. REINER
STRECKER KLAUS STRIEBICH DR. BERNDTHIEMANN1961 1967 1943Wuppertal
Besigheim Kronberg im TaunusGerman German German2017 Annual General
Meeting 2017 Annual General Meeting 2014 Annual General
MeetingMember of the Capital MarketCommittee akf Bank GmbH&Co.
KG, Wuppertal Unternehmensgruppe Dr. Eckert GmbH,BerlinMEC
Metro-ECE CentermanagementGmbH&Co. KG, Dsseldorf(Chairman of
the Advisory Board)Deutsche Pfandbriefbank AG,Unterschleiheim
(Chairman)Hypo Real Estate Holding AG,Unterschleiheim (Chairman)IVG
Immobilien AG, BonnM.M. Warburg&Co. KGaA, Hamburg(Deputy
Chairman)Wave Management AG, Hamburg(Deputy Chairman)Hannoversche
Direktversicherung AG,Hanover Wrth Finance International
B.V.,AmsterdamWrth Gruppe, Knzelsau(Deputy Chairman)Personally
liable partner,Vorwerk&Co. KG, WuppertalManaging Director
Leasing,Verwaltung ECE ProjektmanagementG.m.b.H., HamburgManagement
consultant19811985: Studied businessin Tbingen19861990: Commerzbank
AG,Frankfurt19911997: STG-Coopers&LybrandConsulting AG, Zurich
(Switzerland)19982002: British-AmericanTobacco Group, Hamburg,
London (UK),Auckland (New Zealand)20022009: British-AmericanTobacco
(Industrie) GmbH, Hamburg,Member of the Executive Boardfor Finance
and IT2009 until today: Vorwerk&Co. KG,Wuppertalsince 2010:
Personally liable partnerStudied business in Mosbach1990: Kriegbaum
Gruppe, Bblingen,Assistant to the Management Board1992 until today:
Verwaltung ECEProjektmanagement G.m.b.H., Hamburgsince 2003:
Managing Director Leasing19761991: NORD/LB NorddeutscheLandesbank
Girozentrale, Hanoverof which 19761981: Member of theExecutive
Board19811991: Chairman of theExecutive Board19912001: DG Bank
Deutsche Genos-senschaftsbank AG, Frankfurt, Chair-man of the
Executive Boardnone Member of the Management Board ofVerwaltung ECE
ProjektmanagementG.m.b.H., Hamburg (Alexander Otto(major
shareholder) is the Chairman ofthe Management Board)none3,975
20,000 6,597Report of the Supervisory BoardDES ANNUAL REPORT 2012{
19 } 20. Consumer climateSource: GFK I EU-CommissionConsumer
climate could continue to stabilise IndikatorpunkteIndicator
pointsConsumer climateConsumption 2013SHOPPING{ 20 } 21. OUTLOOK
FOR PRIVATECONSUMPTIONBY ROLF BRKL, GFK CONSUMPTION EXPERT{ 21 }
22. ACCORDING TO FORECASTS BY THEGERMAN SOCIETY FOR
CONSUMERRESEARCH GFK (GESELLSCHAFTFR KONSUMFORSCHUNG ),
PRIVATEHOUSEHOLD SPENDING IN GER-MANY IS SET TO INCREASE BY 1.0%IN
REAL TERMS IN 2013. PRIVATECONSUMPTION IS THUS PROVIDINGA
SUBSTANTIAL CONTRIBUTION TOTHE STABILITY OF THE GERMANDOMESTIC
ECONOMY.n light of low interest rates andconcern about the future
of theeuro, consumers are tending towardmaking high value
purchases. Moderategrowth is forecast for retailers.According to
the GfK Consumer Climate,German consumers started 2013 in posi-tive
spirits with all indicators showingan upward trend at the beginning
of theyear. Despite economic development noti-ceably slowing down
in the winter monthsof 2012, it seems as though, from a con-sumer
perspective, a turning point hasbeen reached. Economic prospects
arecurrently improving. This sentiment isalso shared by business,
as demonst-rated by the Ifo Business Climate Index,which increased
for the third consecutivetime in January.Buoyed by the positive
situation on thelabour market, German consumers areexpecting their
income to increase in thenear future. Perceived job security is
alsogiving consumers the necessary planningsecurity for major
purchases. At the sametime, savings and loan interest rates areat a
record low. This is particularly goodnews for real estate, which is
seen byconsumers as a safe alternative for theirPrice
expectationSource: GFK I EU-CommissionFear of inflation eases
slightlyIIndicator pointsPrice expectationSHOPPING{ 22 }DES ANNUAL
REPORT 2012Consumption 2013 23. 3savings. This trend is further
driven by concerns about the futureof the euro. Previously labelled
panic savers, many Germanshave now turned into panic
consumers.MODERATE RETAIL GROWTHWhile real estate is booming, the
performance of the Germanretail market is somewhat mixed. According
to GfK calculations,food retailers and drugstores only saw nominal
sales growthof 2.2% to approximately 160 billion, while
full-service gro-cery stores showed the best performance with sales
up 4.7%in 2012. Discount stores registered stable growth with a
salesplus of 2.4%. Overall growth was achieved by setting prices
hig-her, as the volume sales of food retailers continued to
decline.For 2013, GfK is forecasting a nominal sales increase of
1.5%for food retailers and drugstores, while volumes are expectedto
continue to fall.In the non-food retail segment, which includes
textiles, electro-nic devices, furniture and home improvement
products, salesimproved by 1.0% in 2012 and rose to around 150
billion. Salesof electronic devices rose by 2.8%, while textiles
decreased by1.6%. Once again, online retail showed the best
performance byfar, with sales in the non-food segment increasing by
14.0% toalmost 24 billion. For 2013, the GfK is expecting the
growth ratefor non-food retailers to slow down slightly to 0.7%.
For food andnon-food retail combined, the GfK is forecasting an
overall salesincrease of 1.1%.{ 23 }DES ANNUAL REPORT 2012 24.
7GERMAN JOB MIRACLEThe most important aspect of positiveconsumer
climate is the the labour mar-ket. According to the Federal
Employ-ment Agency, an average 2.9 million peo-ple were registered
as unemployed inGermany in 2012. This is the lowest levelsince
1991. A comparison with the jobmarket situation in other European
coun-tries shows just how impressive the Ger-man job miracle is.
Germany is the onlycountry in which the number of peopleout of work
has dropped since the pre-crisis level of 2007. While
unemploymenthas fallen by a third in Germany, averageunemployment
figures across Europehave risen by almost 50%. In Spain andIreland,
the number of people without ajob has increased by more than
200%,while Greece is battling an increase ofnearly 170%.CONSUMPTION
2013 ECONOMICBOOST FOR GERMANYThe outlook for the global
economyremains cautious. While it registereda decline of 0.3% for
2012, the FederalStatistical Office is expecting growth forthe EUs
gross domestic product (GDP)of 0.4% in 2013. This could indicate
thatthe danger of a prolonged recession hasbeen averted and that
German exportswithin Europe are unlikely to decline anyfurther.
Following the 0.7% growth achie-ved in 2012, Germanys GDP is
expectedto rise 0.8% this year.In light of the subdued global
economy,domestic demand will become ever moreimportant. For the
most part, real (i.e.adjusted for price) spending of
privatehouseholds registered major increasesin the years leading up
to the turn of themillennium. The decade since, however,was marked
by stagnation. Between 2000and 2010, consumer spending increasedby
an average of only 0.3% in real terms.In 2011, an increase of 1.5%
in real pri-vate consumption seems to have put astop to this
negative development. Preli-minary data from the Federal
StatisticalOffice for 2012 suggests that consumption grew by 0.8%,
largely confirming the GfKsgrowth forecast of 1.0%.A continuation
of this trend looks likely in the current economic climate. The
German jobmarket is expected to remain stable, which will
positively affect consumer sentiment,and the prospects for salary
developments are favourable with a continued moderaterate of
inflation. On this basis, the GfK is predicting real growth in
private consumptionof 1.0% for 2013. This means that, once again,
German consumers are a key factor inthe domestic economy.Real
private consumption in Germany 1971--2012Source: GFK I Federal
Statistical Office I Experts Council I * preliminary resultPrivate
consumption back on the rise after a decade of stagnationCHANGE IN
% COMPARED TO PREVIOUS YEARSHOPPING{ 24 }DES ANNUAL REPORT
2012Consumption 2013 25. Hamburg in
figures130KG21.985THEHIGHESTNO.1 991.72.1 M2is the weight of the
hour hand ofHamburgs St. Michaelis Churchwas the average purchasing
power of Hamburgs inhabitants in 2012,which places Hamburg first in
a countrywide comparison.The Speicherstadt (warehouse district) is
hometo the worlds biggest warehouse area for orientalrugs, which
houses wool and silk rugs worth seve-ral billion euros.There are
morepaternoster lifts inthe Hanseatic Citythan in any other cityin
the world. HSV is the only sports clubto have played in the
topflight of the Bundesligasince the leagues set-up.Geographical
coordinates: 53 33 N, 10 0 EArea: 755,3 km2Land area: 92%Water
area: 8%Heinrich Hertz Tower: 278 mSt. Nicholas Church Tower: 148
mElbe Philharmonic Hall: 110 mis the size of the averageHamburg
apartment.SHOPPING{ 26 }DES ANNUAL REPORT 2012Hamburg in gures 26.
10 rules for thosenew to Hamburg1 24657Understatement.Dont let it
get you down if you struggle to makefriends at first the Hamburg
natives are veryreserved. After two years of close friendship,you
might hear: I think youre quite ok. Whichtranslates to: I will
spend the rest of my lifewith you.In Hamburg, everybody wears
classical colours:black and white. If you feel like
wearingoutlandish colours: combine marine blue withlow-key gold
jewellery.You can tell the natives by the way theypronounce the
name of their city: with a soft shat the end Hambursh.Anything
south of the Elbe is classified asBavaria. Everywhere east of
Wandsbek isalready Poland.You greet everybody no matterwhat the
time of day with Moin and saygoodbye with Tschss.Just because you
now live in Hamburg and follow rules 19 doesnt make you a real
native.But chin up, perhaps your grandchildren will belong one
day.If you are female, single and young, then getready to withstand
temptation: Hamburg hasthe most modelling agencies, millionaires
anddating agencies in Germany.Understatement. Understatement.This
isntMunich.8 910Quelle: Immonet3{ 27 }DES ANNUAL REPORT
2012SHOPPING Hamburg in gures 27. Hamburgs famous marketsSHOPPING{
28 }DES ANNUAL REPORT 2012Hamburgs famous markets 28. n the early
hours of every Sunday morning, severalthousand visitors and locals
flock to the fish market inHamburgs borough of Altona on the banks
of the Elbe. Freshfish is not the only thing on offer here, as the
visitors can browsethrough a colourful jumble of mobile phone
accessories, bas-kets of pasta, tropical plants and even live
chickens and car-rier pigeons.The market is set up on the open
space right next to the innerharbour, and at its many stalls and
wagons haggling is morethan commonplace: baskets are crammed with
more and moregoods and advertised by market criers at the top of
their voicesuntil someone agrees to buy them. This loud and verbose
spec-tacle alone makes the market worth a visit. Rumour has it
thatyou can hear the market criers all the way to the Reeperbahn(a
street famous for its nightlife) several hundred metres away.But
the fish market is not only a colourful and bizarre shop-ping
opportunity: for many it is also the last stop before bedafter a
long night out in the famous Kiez (the district where theReeperbahn
is located). Tucking into a hearty breakfast of a fishsandwich or
Currywurst while enjoying the view over Hamburgsharbour is an
experience with its very own charm. Filled withfresh energy, some
might even venture into the nearby formerfish auction hall now an
attractive dance venue with live music.While the fish market is
presently usually marketed as a tou-rist attraction and is copied
by a travelling fair that stops in mar-ket squares throughout
Germany, it boasts a proud history andtradition: Sunday trading has
been allowed in Altona since 1703so that freshly caught fish can be
sold to churchgoers early inthe morning before they go to
church.InformationsOpening times: Every Tuesday and Friday from8.30
a.m. to 2 p.m.)Address: Isestrae between Eppendorfer Baum
andHoheluftchausseePublic transport: U3 stop Eppendorfer Baum and
Ho-heluftIsemarktI ith around 100 weekly farmers markets, Hamburg
is oneof the cities with the most markets in Europe. And of
those,the Isemarkt is probably one of the most worth seeing. It
hasthe longest history of all the markets in Hamburg: for over
100years it has been held beneath the viaduct of Hamburgs
firstunderground line between Eppendorfer Baum and Hoheluft, onlya
stones throw from the former offices of Deutsche EuroShopon
Oderfelder Strae. It also holds a European record: with alength of
1 km it is longer than any other open air market onthe
continent.Nearly 300 traders offer an impressive assortment of
goodshere, especially groceries that would make any amateur
chefsmouth water: a multitude of regional products and
specialitiesfrom around the world such as fruit, vegetables, herbs
and spi-ces, nuts, honey, pralines, cheese, fish and meat, often
from fair-trade or organic production. Flowers, gifts of all kinds
and evenclothing are also on offer.With a bit of luck you might
even spot one of Hamburgsfamous faces amongst all the amateur
chefs, such as TV chefsTim Mlzer and Cornelia Poletto, or one of
the many other cele-brities who live in the magnificent Jugenstil
buildings in the area.However, it is rarely hectic amidst this
jostle of pushchairs,bikes, tourists, customers and market traders.
Everywhere youlook people are jovially discussing the latest news
and goods.So you should make sure you take your time to visit this
place.And where else would you find such a multitude of snack,
coffeeand espresso stands?InformationsOpening times: Every Sunday
from 5 a.m. to9.30 a.m. (from 7 a.m. in winter)Address: Groe
Elbstrae 1Public transport: S1 and S3 stop Reeperbahn,U3 stop
LandungsbrckenAltonafish marketWSHOPPING Hamburgs famous markets{
29 }DES ANNUAL REPORT 2012 29. Paperback: 187 pagesPublisher: Dtv(1
November 2000)Language: GermanISBN-13: 978-3423128391THE
DISCOVERYOF THE CURRYWURSTby Uwe TimmReminiscing about his
childhood, the narrator sets off in hissearch for the former owner
of a snackbar in the HamburgerGroneumarkt. He tracks down the
extremely elderly Lena Br-cker to an old peoples home and listens
to her tell her storyof the "most wonderful years of her life" and
of how she dis-covered the currywurst. Her story starts way back in
the lastdays of April in 1945.Bound: 784 pagesPublisher:
FischerTaschenbuch VerlagEdition: 22 (10 June 2008)Language:
GermanISBN-13: 978-3596259618Taschenbuch: 416 pagesPublisher:
Diogenes(August 2004)Language: GermanISBN-13: 978-3257234169DIE
BERTINISby Ralph GiordanoA large-scale family saga that spans
generations, an exemp-lary contemporary novel. Ralph Giordano
creates an epic outof a story that had hitherto attracted little
attention: he tells thestory of the fate of "Jewish crossbreeds"
during the period ofNational Socialism. The prehistory starts at
the end of the lastcentury, with the main story starting prior to
1933 and continu-ing into the first post-war years. Its location:
Hamburg fromthe Elbe suburbs to its Central Park, from Barmbek in
the northto the port in the south, with unforgettable figures,
scenes andsituations woven into the dramatic story.RIPLEYS GAME
ORTHE AMERICAN FRIENDby Patricia HighsmithThe Mafias attempts to
gain a foothold in Hamburg mustbe prevented. The search starts for
a man who will kill twowpeople in exchange for a lot of money. Tom
Ripley has just theperson in mindHamburg as a location for novels
and lmsBooksSHOPPING{ 30 }DES ANNUAL REPORT 2012 30. JAMES BOND 007
TOMORROW NEVER DIESPower-hungry media baron Elliot Carver has a
macabre hobby:He prefabricates news, which he himself publishes in
hisnewspaper "Tomorrow". He is now willing to go to all lengths
tocapture the profitable Chinese market. The insane Carver
thentries to provoke a devastating World War III by means of a
sub-marine that cannot be picked up by radar. British super
agentJames Bond tries to stop the scrupulous media baron and
gainsentrance to Carvers newspaper headquarters in
Hamburg.Cast:Adam Bousdoukos,Moritz Bleibtreu,Birol nel,Pheline
Roggan,LucasGregorowiczDirector: Fatih AkinDate of release:25
August 2010Year of production: 2009SOUL KITCHENBar owner Zinos is
plagued by bad luck: first his girlfriendNadine takes a new job in
Shanghai, then he suffers a slip-ped disk. When he takes on the
eccentric top chef Shayn indesperation, even his few regulars stop
coming to his bar.And to top it all off, his petty criminal brother
Illias turns upand asks him for help. While Zinos considers how he
can getrid of his bar so he can follow Nadine to China, his
musicand an outlandish menu start to draw an increasing numberof
trendy figures. The "Soul Kitchen" rocks and booms likenever
before. But then things start to happen thick and fast.Cast: Pierce
Brosnan, Jonathan Pryce,Michelle YeohDirector: Roger
SpottiswoodeStudio: MGM Home Entertainment GmbH (German)Year of
production: 1998Current cast:Jan FedderDirk MatthiesMaria
KetikidouSaskia FischerYear(s) of production:since 1986Production
company:Studio HamburgFirst showing:16December 1986 on Das
ErsteGROSSSTADTREVIERThe German television series Grostadtrevier
has achieved cultstatus. 26 series have been produced since its
first showing on16 December 1986. The story revolves around the
police officersof the 14th precinct and their fictitious working
day in Hamburgsred-light area. Grostadtrevier won a Golden Camera
awardin 2005.Films & SeriesSHOPPING Hamburg as a location for
novels and lms{ 31 }DES ANNUAL REPORT 2012 31. what the
Customerreally wantsIn the future, customers will only do their
shopping on the Internet, making the highstreet shops a thing of
the past: offline shopping will die out, online shopping
willthrive! Future visions such as these are now dominating reports
in the media. But arethese predictions really correct? Will online
retailing really displace classic retailing?And how do customers
find their way around the online and offline world of
shopping?HENRIE W. KTTER, MANAGING DIRECTOR CENTER MANAGEMENT,ECE
PROJEKTMANAGEMENTWhat the customer really wantsStudy of buying
behaviour in the online and offline worldSHOPPING{ 32 }DES ANNUAL
REPORT 2012 32. purchase products straight away. In a multi-channel
shoppingworld, it is therefore crucial for in-store retailers to
identifythe buying motives of customers that are more important
thanprice, rather than trying to compete on price with the
cheapestonline supplier.In-store retailing is also a long way off
from serving solely as ashowroom for online merchandisers. On the
contrary, purchasesthat customers decide upon online but make in a
bricks-and-mortar store generate eleven times more revenue than the
otherway round. Showrooming does not therefore pose a threat
toin-store shopping, but represents an opportunity for retailers
tostay one step ahead of the competition. Take the example of
high-tech companies like Apple which rely fully on the Internet but
arenow opening large flagship stores in key centers.Another
surprising finding: even among the young digital nativegeneration,
which has grown up with the Internet, there is a largegroup of
consumers who do all their shopping in traditionalshops, even
though this customer group spends several hours aday on the
Internet. For them it is the emotional experience whenshopping that
they value most and, above all, being able to sharethe experience
with friends.To sum up the results of the study: in-store retailing
in Germanycan meet those customer needs which online retailing is
not yetable to meet or will never be able to meet. However,
retailersneed to gain a better understanding of the desires and
buyingneeds of their customers so they can adapt their offerings
accor-dingly. A useful approach is to adopt a multichannel
strategy,where the online and offline worlds are sensibly combined.
To tapthe potential of the Internet, it is not always necessary to
open anonline shop. For many customers, the ability to check online
to seeif an item is available in the offline store can be a strong
incentiveto visit the shop. The future thus lies in intelligently
combiningdigital channels with bricks-and-mortar retailing.o get to
the bottom of these ques-tions, Roland Berger Strategy Con-sultants
and the ECE conducted a com-prehensive study, in which they
polledaround 42,000 consumers throughoutGermany about their
shopping habits. Inaddition, nearly 2,000 study participantskept a
personal diary of their shoppingactivities over a period of a
month, detai-ling on how much they spent, when eachpurchase was
made, the product categorythat the item belonged to and the
saleschannel used.The analysis of all the data revealedsome
surprising findings. For example,the share of online retailing is
much hig-her than had previously been assumed,with seven per cent
of online purchasesgenerating 16 per cent of total retail sales and
trending upwards. But for bricks-and-mortar stores there is
absolutely noreason why they should have to throwin the towel in
the face of online com-petition; for the simple reason that
twothirds of consumers regularly shop in off-line stores, shopping
every two weeks andmostly in high street shops or shoppingcenters.
By contrast, only 13 per cent ofconsumers regularly shop online.
Thesefigures are testimony to the continu-ing importance to
consumers of in-storeshopping. They also show that besidesshopping
frequency the share of impulsepurchases is significantly higher
than isthe case with online shopping. This a keycompetitive
advantage in a world wherethe needs of customers for the large
parthave to be awakened before they can besatisfied.Another notable
finding is that price isnot the key determinant where choiceof
retail channel is concerned. Tradi-tional retailing scores higher
when itcomes to providing on-the-spot per-sonalised advice and
information andenabling customers to view, try out and7Further
informationThe study What the customer really wantscan be
downloaded free of charge at:www.ece.de/multichannelstudieTSHOPPING
What the customer really wants{ 33 }DES ANNUAL REPORT 2012 33. he
idea behind these Future Labs is that they will be usedfor testing
new interactive services, from virtual storeguide systems to a wide
range of social media links to interac-tive play areas, and serve
as experimental sites for trying out newtechnical trends and ideas.
Developments that are well receivedby customers will continue to be
pursued and implemented inother shopping centers; those that meet
with a less positive res-ponse will be stopped and replaced by new
ones.The key question to be asked in the test labs is: what can
welearn from online retailers? Here we can be sure about one
thing:timing is crucial. Tailoring information to potential
customers andgetting it to them at the right time is vital. With
this aim in mind,we developed, among other things, a free
smartphone app forthe purpose of informing customers about
offerings, events andnews. This offering is complemented by a
points collection andvoucher scheme.ALEXANDER CRSEMANN,PROJECT
MANAGER FUTURE LABS, ECE PROJEKTMANAGEMENTInspired by the findings
of the multichannel study(www.ece.de/multichannelstudie), ECE went
on tolaunch so-called Future Labs in the Alstertal-Einkaufszentrum
in Hamburg and in the LimbeckerPlatz shopping center in Essen in
March 2013.Another novelty of the Future Labs is the Mall Wall: a
high-resolution mega display measuring 4 x 4 metres, which
visitorscan access using a specially developed touchscreen,
allowingthem, for example, to click on fashion tips, social media,
blogs,games, or so-called augmented reality animations, where
theycan experience extended reality in the form of virtual
simula-tions. A special attraction for children is the interactive
playarea Journey of the Giants. On a touchscreen mounted onthe
ground, players try to catch cars or coins whizzing acrossthe
screen.The Your Way2go system offers visitors a novel way
ofsearching for and finding the quickest way to shops by
down-loading a 3D animation to their mobile phone using a QR code
orby displaying the information there and then on the screen.
Alsonew is Gloria: a virtual mall avatar. Users communicate
inter-actively with the virtual shopping center manager using a
touch-screen and display. Gloria is fully acquainted with the
shop-ping center, offers useful tips and sends video messages.
InfoGate is another new attraction: Info Gate service staff
respondvia live videostream to queries from visitors about shops in
thecenter or about departure times of buses and trains. But
along-side these interactive information sources, the customer
infor-mation desk still has its place, allowing customers can talk
toadvisors in person.An additional feature of the Future Labs is
the Multi MediaLounge: a place where shoppers can learn about the
latesttechnologies in a relaxed atmosphere, try out tablet devices
orbrowse the Internet. They can also check out the biggest 3D
tele-vision on display to date in Germany (featuring a 70"
screen)from United Entertain, which doesnt require viewers to
wear3D glasses.TExperimental sites for new technicaltrends and
ideasFuture LabsFuture labsSHOPPING{ 34 }DES ANNUAL REPORT 2012 34.
SummaryThe results of the multichannel study and initial
expe-riences with the Future Labs demonstrate one thingvery
clearly: that shopping centers provide the best con-ditions for the
beneficial aspects of the online world tobe transferred to a unique
and special offline world. Byintelligently linking the
opportunities that present them-selves, customers can enjoy an
inspirational shoppingexperience in the real world of the shopping
center,which they wont find in the Internet.Shoppers wishing to
share their location with their social net-work can log into
Facebook at the Social Check-in terminal.They can also use
Photobuzzer to shoot a portrait photo andpost it on the shopping
centers Facebook page or the Mall Wal.The test center also offers
WLAN access: users register andreceive an access code via SMS. And
if after all these activitiesthe batteries of shoppers smartphones
or tablets start to runlow, they can simply recharge them up at the
charging station.Besides working on all these technical
innovations, the ECEremains active in the real world, continually
enhancing its ser-vice portfolio. For example, so-called XXL
parking spaces havebeen set up in both test centers to accommodate
car driverswho need more room to park and load or unload their
vehicles.7SHOPPING Future labs{ 35 }DES ANNUAL REPORT 2012 35.
Hamburg: Germanyshappiest cityHamburg is home to Germanys happiest
people:the inhabitants of Hamburg live in above-average
contentmentin all areas, in particular work, income and
health.AVERAGE RATING GIVEN BY THE PEOPLE SURVEYED(on a scale of 1
to 10)Life in
generalWorkIncomeHealthHamburg7,46,86,36,7Germany6,46,16,76,8SHOPPING{
36 }DES ANNUAL REPORT 2012Hamburg facts 36. The high-society
ladyThe lady of easy virtueThe fish sellerThe St. Pauli fanFacts
about four originalHamburg institutionswould love to be the
quintessen-tial English lady and is an exclu-sive member of
numerous clubshas a very flexible neck:she is able to kiss left
andright without her obligatoryhat getting in the waystresses
understatement, but always looks in Mondays Abendblattto see if she
was photographed at the cocktail receptionalways comes back with a
cheeky retortis the only person who still pronounces Sprotte
(sprat)and Filet-Stck (piece of fillet) correctlyhas a virtually
superhuman capacity for sufferinghas a voice thatcarries
furtherthan a foghorntends to vote red-green despite wearinga brown
football stripcant be passedwithout havinga girlfriend
forprotection in townhimself finds it hard to believehow many
strips of smokeddogfish and trout fillet can bestuffed into a bag
for 15wears a mini skirtwith moonbootswears an overall,wellingtons
and an apronis naturally alwaysto be seen carrying agentlemens
handbag a six-pack of Astrais a chain-smokerher husband isone of
the citys859 millionaireslays his head downeach night on a skulland
crossbonespillow{ 37 }DES ANNUAL REPORT 2012SHOPPING Hamburg facts
37. Members of the DES team presentthe districts they live
inMyHamburgSHOPPING{ 38 }DES ANNUAL REPORT 2012My Hamburg 38. { 39
} 39. AlsterdorfClaus-Matthias Bge,CEOTThe most famousbuilding here
isthe Altes Krema-torium, a formercrematorium thathas come to
standfor versatilityAltersdorf, a district with around 14,000
inhabitants, is situ-ated on the upper part of the river Alster,
from which it deri-ves its name. The river runs through it from
northeast to sou-thwest. Altersdorf lies in the north of Hamburg
and bordersthe districts of Ohlsdorf, Winterhude and Eppendorf.he
first official records of Alsterdorf, or Alsterthorpe asit was
then, date back to 1219. After much to and fro, iteventually came
under Danish administration in 1773 before irre-vocably becoming a
part of Hamburg in 1803. Until the middleof the 19th century,
Alsterdorf was a farming and artisan villagewith a population of
less than 150. In around 1860, a pastor foun-ded a home for people
with disabilities here. Known today as theEvangelische Stiftung
Alsterdorf, it is the largest employer in thispart of town with a
staff of around 5,700. The first exclusive resi-dential areas and
detached houses started to spring up in the1920s, many with direct
access to the water.Today, Alsterdorf is known as a very green area
close to townwith excellent transport connections: Hamburg airport
is only afew minutes away and it takes less than 15 minutes to
reach thecity centre in Hamburgs aerial railway. If you enjoy water
sports,you can even row or paddle your way across the Alster into
thecity centre. The most famous building here is the Altes
Krema-torium, a former crematorium that has come to stand for
ver-satility: opened in 1892, it was used to cremate the dead
beforethey were interred in the nearby cemetery in Ohlsdorf. For
manyyears it then housed a restaurant, and it is now a
school.SHOPPING{ 40 }DES ANNUAL REPORT 2012My Hamburg 40. VThe
nearbymuseum village,Hamburgs onlyopen-air museum,is well worth a
visitVolksdorfOlaf Borkers,Member of the Executive BoardTo many
visitors it seems almost like a spa town, not leastbecause of its
central, park-like landscape garden. The Volksdor-fer Wald, the
nearby forest, is perfect for long walks. The nearbymuseum village,
Hamburgs only open-air museum, is well wortha visit. With several
timbered houses dating back to the 17th, 18thand 19th century, it
gives visitors an impression of what life waslike used to be like
for farmers in the Stormarner Geest area.Volksdorf is a
northeastern district of the Free and Hanseaticcity of Hamburg. Its
name is derived from Volcwardesdorpeand originates from the name of
the village founder Volkward.olksdorf borders Schleswig-Holstein to
the east, northand northeast and was populated as early as the
StoneAge. Since being connected to the city in 1937, Volksdorf is
nowhome to some 20,000 inhabitants and is counted as one of thefive
Walddrfer districts.With abundant green areas, Volksdorf is a
popular residential dis-trict of Hamburg, which has retained its
village feel to this day.It is particularly popular with young
families as it boasts manyschools, good shopping opportunities, a
farmers market famousacross Hamburg and an aerial railway. It is
only a few minutes bycar from Volksdorf to the A1 motorway, which
leads to the BalticSea in next to no time.{ 41 }DES ANNUAL REPORT
2012SHOPPING My Hamburg 41. The Alsterwanderweg, a hiking trail
along the river Alster, is oneof Hamburgs finest local recreation
areas. It is a great placeto take the whole family on a long walk
and is a must-see, notonly in summer. The Alstertal-Einkaufszentrum
(AEZ) was ope-ned in 1970. It was Poppenbttels second shopping
center andGermanys first indoor shopping center. Today it houses
nearly250 shops and leaves practically no wish unfulfilled. Since
April2013, Poppenbttel has also been the new home of
DeutscheEuroShop.Poppenbttel is situated astride the Oberalster and
is clearlydivided from the neighbouring parts of the town by green
beltsand environmental conservation areas. First documented in1336,
it consisted of no more than a small number of farms sur-rounding
the village square all the way up to the 19th century.Since as
early as the end of the 19th century, though, it hasbeen a popular
destination for weekend trips from Ham-burg. Thanks to a marked
improvement in transport connections,which saw the access roads
paved and Poppenbttel connectedto Hamburgs suburban train network
at the beginning of the20th century, the population grew steadily
and has now settledat around 22,000. Poppenbttel was suburbanised
in 1937.Today, Poppenbttel stands for pleasant residential areas,
abun-dant nature and a shopping paradise. The area is not only
popu-lar with families, but also with older generations: two large
resi-dential complexes offer independent living in
owner-occupiedapartments for the elderly.PoppenbttelBirgit
Schfer,Secretary to the Executive BoardSToday, Poppenbttelstands
for pleasantresidential areas,abundant natureand a
shoppingparadiseSHOPPING{ 42 }DES ANNUAL REPORT 2012 42. In a way,
you could say that, several times a day, most Germanshave a little
bit of Loksted in their living rooms: news program-mes are recorded
and produced here in the studios of the Nord-deutscher
Rundfunk.Lokstedt is one of nine districts in Hamburgs borough
ofEimsbttel and has a population of more than 25,000. It
firstappears in records as early as 1110. A farming village with
asmall number of artisans, it soon became a residential area
forsome of the wealthier citizens of nearby Hamburg.n the middle of
the 19th century, the pubs and inns ofLoksted were so popular that
the Danish court introducedbans to limit the excessive
celebrations. The Danish rule overLokstedt only ended in 1866. In
1891, Lokstedt was the first Ger-man village to have electric
street lighting. In 1937 it was incor-porated into Hamburg.Lokstedt
remains a relatively autonomous place to this day: theinhabitants
of this part of town are all served by the local largeelectric
power station (since 1905), water works (since 1910)and gas works
(since 1911), which are all extremely efficient andcan easily
supply the neighbouring Niendorf and Schnelsen, too.Built in 1911,
theneogothic watertower is one of ele-ven such towers
stillremaining in Ham-burg. It is the high-est building in thatpart
of the city andhas been used forresidential purposessince
1984LokstedtKirsten Kaiser,Head of AccountingI{ 43 }DES ANNUAL
REPORT 2012SHOPPING My Hamburg 43. There are many clichs
surrounding Blankenese, but tradition isheld very dear here and
continues to be upheld in many forms,including the four Blankenese
Easter Fires and the Kreekfah-ren, a type of sledging on a wide,
flat wooden sledge that is onlyused on the Schinkels Meadow in
Blankenese. The best time ofthe year to visit, though, is the
summer: with all the water andstunning views over the hills, this
part of Hamburg really has amaritime southern flair.Blankenese is a
suburban district in the borough of Altona inthe western part of
Hamburg and is home to around 13,000people. It lies on the northern
geest (sandy moor) on the lowerpart of the river Elbe, which has
formed a high bank in its centre.he first official records of
Blankenese date back to 1301.Over the centuries, it has developed
from a fishing villageto a retirement location for ships captains
and pilots and is nowa residential area lined with grand villas. In
1938, it became partof Hamburg at the same time as the borough of
Altona.In the Treppenviertel (stairway district) around the
Sllbergyou can still see many of the historical fishermens houses
fromthe 18th and 19th century. Most of them are small, sober
brickbuildings. But if you explore the narrow and steep lanes that
areonly accessible on foot, you will also find some much more
ornatehalf-timbered houses with thatched roofs. And the stunning
viewwill make up for having to climb the many
steps.BlankenesePatrick Kiss,Head of Investor & Public
RelationsTIn the Treppen-viertel (stairwaydistrict) aroundthe
Sllberg youcan still see manyof the historicalfishermens housesfrom
the 18th and19th centurySHOPPING{ 44 }DES ANNUAL REPORT 2012My
Hamburg 44. where they will find many owner-managed specialised
shops,such as the Kaffeersterei Burg, which has been in
businesssince 1923, as well as charming cafs and
restaurants.Eppendorf is Hamburgs oldest village and was first
menti-oned as Eppenthorp in 1140. For several centuries of the
lastmillennium, this village was owned by a Protestant
foundationbefore it was transferred to Hamburgs administration in
1832.hile in the hands of the foundation, Eppendorf was a sta-ging
ground for several military conflicts and was repea-tedly seized by
Swedish and Danish troops before being occu-pied by Napoleons
troops and freed by the Russians in 1814.In the 19th century,
Eppendorf gained popularity among the aff-luent citizens of Hamburg
who came here to build their countryhouses. In 1879, when the
hospitals in Hamburg could no longertake in all the sick, many of
which were suffering from epidemicslike cholera, a new, modern
hospital was built on the unoccupiedland outside Eppendorf. Today,
this is the Hamburg-Eppendorfuniversity hospital. New knowledge of
how to avoid the sprea-ding of diseases led to patients being put
into separate pavili-ons rather than the large rooms common in
earlier hospitals.Today, it houses more than 80 clinics,
polyclinics and institutesand employs around 2,250 doctors, making
it one of Germanysbiggest hospitals.Eppendorf is one of the most
desirable parts of Hamburg andespecially popular with families. But
the high demand for apart-ments in its Jugendstil houses has pushed
up prices and so it isnot a coincidence that Eppendorf is the home
of choice for manycelebrities. Famous faces such as Olli Dittrich,
Harry Rowohlt,Sylvie van der Vaart and Ulrich Wickert can go to the
supermar-ket or the bakery here without attracting too much
attention. Avidshoppers can enjoy a browse through the area between
Eppen-dorfer Baum, Eppendorfer Landstrae and Eppendorfer
Weg,Eppendorf is oneof the most desira-ble parts of Ham-burg and
especiallypopular with fami-lies. But the highdemand for
apart-ments in its Jugend-stil houses haspushed up
pricesEppendorfNicolas Lissner,Manager Investor & Public
RelationsWRecommended book:Das groe Hamburg Buch (in German
only)Hardback edition, 1199 pages, 49,95Publisher: Hamburger
AbendblattISBN-10: 3863701100DES ANNUAL REPORT 2012 45. 1. Kirsten
KaiserHead of Accounting,Deutsche EuroShopWe needed a new couch.
And it goeswithout saying that the one webought is so comfortable
that Ihave no problems spending a verylong night on it watching
tennison the television. With matchingcushions of course!2. Rolf
BurklSenior Research Consultant,Technology, Consumer
Experiences,GfK MarktforschungI bought myself a digital singlelens
reflex camera as my old digi-tal compact camera was long pastits
best. I hope it will give memore motivation to take photosthan in
the past. And the qualityof the photos is much better, ofcourse.3.
Patrick KissHead of Investor & Public Relations,Deutsche
EuroShopIn 2012, I invested in human capi-tal: my own body. Not
throughcosmetic surgery but by running. Iwent to a sports shop,
which useda video analysis to show me whichrunning shoes would suit
me best:Brooks Trance. You cant do some-thing like this online. I
now feela lot fitter and lighter.4. Claus-Matthias BogeCEO,Deutsche
EuroShopMy purchase of the year wasundoubtedly my iPad. I use
itnearly every day. Not for onlineshopping, but to read the
morn-ings newspaper in the evening, toquickly look something up on
theInternet or to answer my e-mails.And when Im on the go and
takepictures with my iPhone, theyreall automatically uploaded to
myiPad. Simply ingenious.5. Henrie W. KotterManaging Director
Center Management,ECE ProjektmanagementI bought a small,
remote-controlledhelicopter at a stand in theAlstertal Shopping
Center hoursof fun for less than 20 Euro.What I bought in
2012......13442SHOPPING{ 46 }DES ANNUAL REPORT 2012What I bought in
2012 46. 6. Nicolas LissnerManager Investor & Public
Relations,Deutsche EuroShopNew swimming goggles: since June2012, I
use them to go swimmingtwice a week for at least 1 km.And because
it is a bit colderwhen swimming outdoors in winter,I bought a
swimming cap to gowith them.7. Alexander CrusemannProject Manager
Future Labs,ECE ProjektmanagementI treated myself to a
Strandkorbfor the terrace. As long as youcant download actual
sunshinewith an app, the Strandkorb beatsany form of virtual
reality, nomatter how well its made, even inour norther climate.8.
Birgit SchaferSecretary to the Executive Board,Deutsche EuroShopIm
happy with my purchase of amini-trampoline for some
holisticexercise that puts me in a goodmood. The exercise is
particularlykind to my joints and is supposedto have an anti-aging
effect. Andbest of all: its so much fun!9. Olaf BorkersMember of
the Executive Board,Deutsche EuroShopI bought myself a new bike
thisyear, because mine had always beenthe oldest in the garage at
home.As I mainly use it to go and buybread rolls at the weekend, I
de-cided against a lightweight life-style bike and opted for a
solidcross touring bike with a balancedcharacter. And I did
actually putthe bike through its paces duringmy holiday by the
Baltic Sea.10. Jens-Ulrich MaierManaging Director Construction,ECE
ProjektmanagementI actually fulfilled myself a wish:I bought a new
watch a UNIONGlashtte automatic with a dateand power reserve
display in theStern Center Potsdam last summer.I really like
wearing it!....5698710SHOPPING What I bought in 2012{ 47 }DES
ANNUAL REPORT 2012 47. PortfolioTHE CENTERS{ 48 } 48. THE CENTERS
Portfoliot 90 %, the focus ofour investment activ-ity clearly lies
in Germany.As in previous years, we areparticularly proud of our
con-sistently high occupancy rateof 99% on average, which
istestament to the quality of ourportfolio.INDIVIDUAL
MASTERPIECESIn real estate, and particularlyin retail, location has
alwaysplayed a pivotal role. Our ten-ants want to be wherevertheir
customers are. Each ofour 20 shopping centers isin its own prime
location: themajority of our properties arein city centres, in
places wherepeople have been comingtogether for centuries to ply
their trades. Often our centers areimmediately adjacent to local
pedestrian zones. Our portfolio alsoincludes shopping centers in
established out-of-town locations.These are properties that for
many years now have representeda welcome change for customers from
shopping in the city andthey each have inter-regional
significance.Right from the very beginning, our focus is on the
transport linksfor each property: in city centres, we seek out
locations closeto local public transport hubs. These might be
central bus sta-tions, which in Hameln and Passau, for example, are
situatedright alongside our properties. Our new center in
Norderstedt,for instance, is built directly above an underground
train station.What is more, all our centers have their own parking
facilitiesthat offer visitors convenient and affordable parking,
even in citycentres, thereby ensuring good accessibility by car.
Our out-of-town properties offer a large number of free parking
spaces.These particular locations are alongside motorways,
makingthem very easy to reach. Parking spaces reserved for womenand
the disabled are offered as part of the service at all ourshopping
centers.3AONCE AGAIN IN 2012, OUR PORTFOLIO POSTEDSTRONG GROWTH: IN
NOVEMBER WE ACQUIREDTHE HEROLD-CENTER IN NORDERSTEDT. THATEXPANDED
OUR PORTFOLIO TO 20 CENTERS:16 IN GERMANY, TWOIN POLAND AND ONEIN
BOTH AUSTRIAAND HUNGARY.THESE OFFER ATOTAL OF 2,453SHOPS COVERING
ANAREA OF 960.400 M.DOMESTICINTER-NATIONAL TotalNo. of centers 16 4
20Leasable space in m 806,700 153,700 960,400No. of shops 1,910 543
2,453Occupancy rate* 99% 98% 99%Inhabitants in catchment areain
millions 13.4 3.5 16.9*including office space{ 49 }DES ANNUAL
REPORT 2012 49. When we are designing our locations, one factor
that alwaysreceives special attention is the architecture: specific
plotrequirements are just as important as the functional needs
ofour tenants. We also have a responsibility to the city that we
arekeen to fulfil. The shopping centers should blend in with
theirsurroundings as much as possible, while also having an
exteriorthat meets the requirements of modern architecture. We
workon this very closely with the relevant local authorities. The
out-come is often an architectural gem, where even historical
build-ings can be carefully integrated into the center if possible,
as isthe case, for example, with the listed Kreishaus building,
whichis now part of the Stadt-Galerie in Hameln.Our shopping
centers also need to be impressive inside so thatvisitors and
customers enjoy shopping there, first and foremost,and find them a
pleasant place to be. To achieve this, we adopta simple and
timeless architecture that makes use of premiummaterials. Quiet
rest areas and fountains invite people to take amoment to relax,
innovative lighting concepts create the rightatmosphere in the mall
to suit the time of day, and state-of-the-artThe tenant structure
at each of our20properties is the result of a long andintensive
process that is about specifi-cally complementing the offering of
thecity centre in question. Our goal remainsalways to work with
traders in the neigh-bourhood to make the entire locationmore
attractive so that everyone can ben-efit from the increased appeal
of the citycentre as a whole. Our centers often playan active role
in marketing and manag-ing the city concerned, both financiallyand
from the perspective of creative andpersonnel input. We are always
keen towork with others in a spirit of fairness andpartnership.THE
CENTERS{ 50 }DES ANNUAL REPORT 2012Portfolio 50. climate control
technology guarantees a pleasant temperature allyear round.
Everything is designed to make each visitor feel goodand want to
keep coming back. An ongoing modernisation andoptimisation
programme also ensures that our centers remaincompetitive and
retain their value.It goes without saying that we design our
properties to suit allgenerations and that every visitor should
feel they are in goodhands, no matter what their age. Thanks to
wide malls, escala-tors and lifts, it is possible to explore every
corner of the centerwithout too much effort, even with a pushchair
or wheelchair.There are play areas for our smallest visitors, where
shopperscan enjoy some time out. Massage chairs are available for
cus-tomers to use in the mall for a small fee, providing
necessaryrelaxation as a break from shopping.SUSTAINABLE ENERGY
SUPPLYWe are particularly proud of the fact that all our German
centershave been operating on green electricity since 2011. We are
plan-ning to switch our foreign properties to energy from
renewablesources over the next few years. It is also our goal to
continu-ously reduce the overall energy consumption of our
propertiesand in so doing to cut CO2 emissions. To achieve this
aim, we areusing ultramodern technologies, such as heat exchangers
andenvironmentally friendly lighting systems. We are also
workingwith our tenants to try to keep reducing energy consumption
inthe individual shops as well.FORWARD-LOOKING FLEXIBILITYRetail
involves constant change. Particularly in recent years, ithas been
evident that many retailers are considerably expandingtheir
premises, enabling them to convert the shop from purely aretail
area into an experience arena. For instance, retailers
areincreasingly allowing customers to take the time to try out
andexperience the product at length before buying. A further
trendis the tendency toward more in-depth consultations. The
rolethese factors play is growing steadily, particularly in an age
ofincreasing online shopping.We are able to provide customised
solutions to meet the demandfor ever more varied spaces: in our
centers we can provide alltenants with the exact floor plan they
need to realise their con-cepts. And we can even be flexible in the
long term. It is possibleto adapt virtually any retail space,
making it bigger or smaller,without major effort or expense by
shifting the internal walls.Reducing a larger retail space, for
example, creates an opportu-nity to integrate a new concept into
the shopping center.This is one of the main distinctions between
our concept and thetraditional shopping street with its rigid floor
plans that have tobe put up with the way they are. It is often the
case that certainretailers wait until they have been offered space
in a shoppingcenter before entering the market in a city because of
a lack ofsuitable spaces for them beforehand in the city centre.
The wholeof the retail sector in the city centre ultimately
benefits from theresulting addition to the offering.190 MILLION
VISITORS IN ONE YEARThe catchment areas around our centers are home
to nearly17million people, over 13 million of whom in Germany.
Thisgives us access in theory to 16% of the German
population.RETAIL INVOLVES CONSTANTCHANGE. PARTICULARLY IN
RECENTYEARS, IT HAS BEEN EVIDENT THATMANY RETAILERS ARE
CONSIDERABLYEXPANDING THEIR PREMISES.3{ 51 }DES ANNUAL REPORT
2012THE CENTERS Portfolio 51. LONG-TERM RENTAL CONTRACTSThe rental
contracts that we sign with our tenants tend to have a standardterm
of ten years. As at 31 December 2012 the weighted residual term
ofthe rental contracts in our portfolio was seven years, with 63%
of our rentalcontracts being secured until at least 2018.A
locations catchment area is a major factor for uswhen it comes to
selecting an investment: this isascertained on an annual basis
according to stand-ardised rules for all shopping centers and
representsthe number of potential customers for the locationin
question. In 2012 we welcomed a total of around190million visitors
to our 20 properties.OUR TOP 10 TENANTSWith a share of 5.7%, the
Metro Group is our biggesttenant. It is one of the most important
internationalretailers and is represented in a large number of
ourcenters by its retail brands Media Markt and Saturn(consumer
electronics), Real-SB-Warenhaus andGaleria Kaufhof Warenhaus.
Behind this in secondplace is the Douglas Group, one of Europes
leadingretailers, which, with its divisions Douglas perfumer-ies,
Thalia bookshops, Christ jewellery shops, Appel-rathCpper fashion
stores and Hussel confectioners,is a tenant of our centers and has
a share of 4.6% inour overall rental volume.Our rental contract
portfolio is highly diversified: ourtop 10 tenants are responsible
for a quarter of ourrental income, which shows that there is no
depend-ency on individual tenants.The ten largest tenants share of
rental income in %74.1 Other tenants 5.7 Metro Group4.6 Douglas
Group2.9 H&M2.2 New Yorker2.1 Peek & Cloppenburg1.9
Deichmann1.8 C&A1.7 REWE1.5 Esprit1.5 Inditex25.9 Total oftop
ten tenantsAs at: 31 December 2012Long-term rental contracts term
of contracts, share in %63 2018et sqq.2 20137 20148 20159 201611
2017As at: 31 December 2012THE CENTERS{ 52 }DES ANNUAL REPORT
2012Portfolio 52. EXTERNAL CENTER MANAGEMENTManagement of our 20
shopping centers has been outsourced toour partner ECE
Projektmanagement.ECE has been developing, planning, implementing,
renting outand managing shopping centers since 1965. With 185
facilitiescurrently under its management, the company is Europes
leaderin the area of shopping malls.Deutsche EuroShop benefits from
this experience both withinGermany and abroad. Thanks to our
streamlined structure, weare therefore able to focus on our core
business and competence,portfolio management.www.ece.comRENT
OPTIMISATION RATHER THAN MAXIMISATIONThis mix of tenants and
sectors is tailored perfectly to the locationin each case and is
constantly refined. It is the result of a preciseanalysis of the
local retail sector.Center management is also about identifying the
wishes andneeds of customers. We always create space in our centers
forretailers from sectors that, on account of current rental costs
inprime locations, can scarcely be found in city centres
anymore,such as toy and porcelain shops. This also enables us to
give newbusinesses and niche concepts an opportunity.There is one
key area in which we set ourselves apart from themajority of
building owners in the pedestrian zone: as long-terminvestors, it
is our goal to achieve permanent rent optimisationrather than
short-term maximisation. We want to offer our cus-tomers and
visitors an attractive mix. Rather than focus on eachshop space in
isolation, we look at the property as a whole. Therent in each case
is calculated primarily on the basis of the salespotential of the
sector to which the tenant belongs as well as ofits location within
the shopping center.ONE OF THE CORE TASKS OF CENTERMANAGEMENT IS
PUTTING TOGETHERTHE RIGHT COMBINATION OF SHOPSTO SUIT THE PROPERTY
AND THELOCAL AREA.3{ 53 }DES ANNUAL REPORT 2012THE CENTERS
Portfolio 53. SHOPPING EXPERIENCEAt our centers, visitors can
always rely on standard opening hours, unlikein the traditional
city centre where each individual retailer decides for itselfhow
long it will be open. Whether it is an optician or a travel agency,
everytenant will be open to visitors for the centers full opening
hours. This toois a strategic advantage that is appreciated
particularly by customers whohave to come a long way.In the center
itself, the focus is always on service. There are Service
Pointsmanned by friendly staff who can answer any questions about
the center.Gift vouchers can be purchased here, and in many of our
centers there isalso the opportunity to hire pushchairs. Customers
can feel safe at all timesAll sides benefit from this system: as
the landlord,we are able to build a relationship of trust with
ourtenants for the long term; our tenants benefit fromhigh visitor
numbers achieved due to the varied mix;and our customers appreciate
the very wide choice ofshops. These range from different fashion
conceptsto accessories and health and beauty retailers,
rightthrough to professional services such as bank andpost office
branches. There are also various food anddrink options for
visitors, with cafs, fast-food res-taurants and ice-cream parlours
offering satisfyingsnacks and refreshments to enjoy while
shopping.DIVERSITY AMONG TENANTSThe fashion industry dominates our
retail mix at 50%.The fashion expertise of our centers is
confirmedtime and again in customer surveys. It is one rea-son why
customers are willing to travel sometimeslong distances from the
surrounding area to enjoy thewide selection and the quality of the
service.The individual tenant mix provides each of our cent-ers
with a character all of its own. In our shoppingcenters, we always
make sure that there is a healthyblend of regional and local
traders as well as nationaland international chain stores. This
contrasts starklywith the main shopping streets, where, according
tostudies in Germany, chain stores occupy over 90% ofthe retail
space in some cases. The small-scale struc-ture of our centers
offers visitors something differenteach time and the opportunity to
satisfy a vast rangeof consumer needs.FAMOUS TENANTSOur tenants are
a key factor in our success. Theyinclude Aldi, Apple, Bench, Bijou
Brigitte, Breun-inger, Burger King, C&A, Christ, dm-drogerie
markt,Deutsche Post, Deutsche Telekom, Douglas, Esprit,Fielmann,
Gerry Weber, Grtz, H&M, Hollister,Jack&Jones, Media Markt,
Marc OPolo, New Yorker,Nordsee, Peek & Cloppenburg, REWE,
Saturn, s.Oliver,Subway, Thalia, Timberland, TK Maxx, Tom
Tailor,Tommy Hilfiger, Vero Moda, Vodafone, WMF and Zara.Retail mix
in % of space50 Clothing 1 Service providers4 Catering6 Health
productssector7 Groceries11 Department stores21
Hardware/electronicsAs at: 31. December 2012Regional tenant mix in
% of space47 (Inter)nationalchains29 Individualmerchants24 Regional
chainsAs at: 31. December 2012THE FASHION EXPERTISEOF OUR CENTERS
IS CONFIRMEDTIME AND AGAIN IN CUSTOMERSURVEYS.THE CENTERS{ 54 }DES
ANNUAL REPORT 2012Portfolio 54. thanks to the deployment of
discreetsecurity personnel. Baby changing rooms,customer toilets
and cash machines com-plete the offering. It goes without
sayingthat the centers
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