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Introduction

Forming a Transnational Retail Forum in 
the Baltic Sea Region – The Importance of 
Knowledge Transfer and Dissemination

Supermarkets, shopping centres, discounters 
and other new forms of retail are growing in an 
unbalanced way in many cities around the Baltic 
Sea. RENET includes cities and regions dealing 
with specific location requirements of retail enter-
prises. In a learning competence network, public-
private partnerships have been assessed and new 
strategies and good practices have been developed. 
RENET is a network of 17 partners from seven dif-
ferent Baltic countries.

Transnational exchange and knowledge 
transfer is essential in a Baltic-wide project. The 
creation of a competence network on retail de-
velopment in the Baltic Sea Region can only be 
achieved by communication and exchange on suc-
cessful cases and framework conditions of retail 
and urban development.

The activities of two and a half years include as 
a very important part international conferences on 
retail related issues. The four Transnational Retail 
Forums documented here are part of a series of 
events, such as thematic seminars, project plenary 
meetings and workshops. Hundreds of participants 
had the opportunity to learn more and exchange 
experiences about the subject of retail related to 
the sustainable development of cities and regions.

All the results have been collected and dis-
cussed. The involvement on a supra-local level 
has been encouraged by the Transnational Retail 
Forum. High-level experts from national or inter-
national background (politicians, investors, retail-
ers, consumer and retail organisations) have been 
invited and involved. The Retail Forum structure 

with a lot of space for discussion guaranteed a 
broad internal and external exchange.

This has contributed to the successful devel-
opment of conclusions and outputs. One is the 
RENET Declaration “Cooperation is the Future!” 
including Baltic-wide recommendations on retail 
development and contributing herewith to the up-
date of strategic BSR policy documents.

The creation of a Baltic retail competence 
network has proven to be an active instrument to 
improve the decision making process on balanced 
and sustainable polycentric, integrated retail de-
velopment with practical outcomes.

In the RENET Edition available on the RENET 
website several volumes stress the importance of 
retail as a crucial topic for settlement structures 
and economic development in the Baltic Sea  
Region.

Sustainable Retail Development in the Baltic ••
Sea Region - Guide of Good Practices
Cooperation as an Approach of City Centre ••
Development. Transnational Transfer of „Mit-
tendrIn Berlin! The Centres Initiative“
Retail Compendium for the Old Member ••
States Finland, Germany, Sweden
Concentrating Forces in the City! Baltic Sea ••
Ferry Travel and Tourism and its Potential 
for the Retail Economies of Respective Port  
Cities 

This publication of the Transnational Retail 
Forum integrates the variety of topics and posi-
tions with expert knowledge. On the RENET web-
site www.retail-baltic.net most of the presentations 
are available inviting for further research and 
deeper exploring.
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The necessity for city centres to deal with 
complex expectations from different users is grow-
ing. They are more and more in competition with 
shopping centres where the management is in one 
hand, all activities and offers can be found under 
one roof.

One of the crucial aspects of retail develop-
ment is the impact of new and big settlements in 
the local context, such as hypermarkets or shop-
ping centres. Public administrations are not always 
prepared or have little space to represent the inter-
ests of a vital city structure. The challenge is: How 
to deal with location preferences of retail enter-
prises in the local context? 

Strong and intense cooperation between pub-
lic and private actors is needed to create attractive 
retail sites, but also socially and environmentally 
acceptable results for the inhabitants. City man-
agement can be considered as one instrument to 
enable and facilitate public-private communica-
tion. More cross-sector and integrated thinking is 
necessary. A dialogue between retail with different 
formats, the administration at different levels and 
the citizens has to be initiated and structured.

The structure of cities and traditional shop-
ping streets is changing. The centrality of city 
centres needs to be actively defined and developed 
with innovative solutions – centrality of city cen-
tres is no longer automatically guaranteed. This 
is one of the new conditions for retail in the city 
centres. 

The necessity to know and learn from each 
other about the relationship between the ways 
and instruments of strengthening the city centres 
and the tendencies in retail structure was the driv-
ing force for the 1st Transnational Retail Forum 
documented here. It is the start of a series of Tran-
snational Retail Forums and the opportunity and 
European added value of a transnational project 
like RENET.

The 1st Transnational Retail Forum City 
Management and Retail opened the floor for a 
broader audience offering an intense knowledge 
transfer on retail issues in the Baltic Sea Region. 
The conference took place in the Swedish partner 
city of Båstad at the end of April 2006. 

Together with international experts the par-
ticipants discussed different perspectives of retail 
development and city management, leading to in-
triguing discussions on the relationship between 
public intervention and regulation on the one side 
and free market activities and competition on the 
other. About 50 participants used this opportunity 
for exchange and learning about functioning and 
living city centre retail. The Mayor of Båstad, An-
nette Åkesson, welcomed the participants to the 
conference.

Båstad, 1st Transnational Retail Forum: City Management and Retail
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Båstad: Presentations

Peter Lundqvist, Båstad Turism, Sweden
Photo: P. Potz

Peter Lundqvist, the local partner in the RENET 
project, introduced the interests and objectives of 
Båstad connected to the participation in an INTER-
REG project on retail development. As a seaside 
resort Båstad is a very important tourist spot with 
season retail. Retail activities take place especially 
on the long and linear main street crossing the city 
with one concentration of shops together with the 
administrative centre with public facilities, such as 
school and library. It is also the main access road 
through the city centre. Another spot of the city 
is the port area with gastronomic offers and new 
shops. The questions discussed in the conference 
of how to identify and include an attractive retail 
offer in the city marketing activities and how to in-
stall a co-operative and consensual public-private 
city management are obviously important on the 
spot in Båstad.

City Management in Båstad 
Activities and Perspectives

Inner City Development with New Management Instruments 
The German and International Perspective

Jürgen Lembcke, German Institute for Town Centre 
Development, DSSW, Berlin, Germany
Photo: H. Hanhörster

Mr Lembcke introduced different approaches 
and good practices of revitalising city centres. He 
stressed city management as one instrument to 
enable and facilitate public-private communica-
tion in order to strengthen city centres, but made 
aware of keeping in account the local context and 
the situation to be successful. The involvement 
of important stakeholders like property owners is 
crucial, but also most difficult to achieve.
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Jerker Söderlind, Royal Institute of Technology, 
Stockholm, Sweden
Photo: H. Hanhörster

He demonstrated how urban planning models and 
urban design tradition have influenced the settle-
ment structures, the functional division of differ-
ent uses and consequently the behaviour of the 
inhabitants. The impression from the Swedish ex-
perience is that retail planning and urban planning 
have not been seen in a functionally integrated 
way. Out of town retail locations, such as shopping 
centres and hypermarkets are connected prefer-
ably by car attracting many consumers. Thus, city 
centres are becoming more and more focused on 
cultural and leisure activities losing some of their 
complex functions.

Retail Development in the Cities  
The Swedish Situation 

Concentration and Internationalisation of Retail  
The Swedish Case

Fredrik Bergström, Swedish Research Institute of Trade – 
Handelns Utredningsinstitut HUI, Stockholm, Sweden
Photo: H. Hanhörster

Some of the reasons of the expansion of large-
scale retail sites can be explained from an econom-
ic and sector perspective. Fredrik Bergström gave 
an overview about the situation and structural 
development of the retail sector in the Northern 
countries, but of a more general relevance having 
in common a general trend: internationalisation, 
concentration of retailers, bigger and new formats, 
such as chain stores, shopping centres, factory out-
let centres, hypermarkets and hard discounts. It 
is a phenomenon which can be observed all over 
Europe with national peculiarities, e.g. in Sweden 
the success and export of big chains like Hennes 
& Mauritz or IKEA or in Germany the export of 
the hard discount format with Aldi and Lidl. One 
of the consequences of these structural changes in 
retailing is that shopping streets are getting more 
and more homogeneous and stream-lining with 
the same chain stores and small and shopkeeper-
owned shops are getting less and less competitive. 
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Pia Sandin 
Malmö City Centre Partnership, Malmö, Sweden
Photo: H. Hanhörster

The Malmö City Centre Partnership is an exam-
ple particularly interesting in the Swedish context 
of how an old industrialised city has transformed 
its image and identity and is systematically work-
ing and cooperating among public and private 
stakeholders to improve the city centre and its at-
tractiveness. The managing director of the Part-
nership Pia Sandin showed the concrete elements 
of the process to create a consensus upon inner 
city development. In the boom region of the Öre-
sund and the Copenhagen agglomeration, Malmö 
is becoming most competitive. Retailers have 
opened flagship stores, the City Centre Partner-
ship is organising events in the inner city to at-
tract also people from the Danish side to cross the 
Öresund bridge. The Malmö case has shown that 
a sustainable city management approach needs a 
broad consensus, time and patience, the right per-
sons and organisations involved. One of the les-
sons learnt: every single measure has to be planned 
and financed individually. Only those actions that 
are really required and needed are undertaken. 

Town Centre Management 
Malmö, a Swedish Success Story
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The Transnational Retail Forum also dis-
cussed selected projects and showcases of the RE-
NET partners in a so-called gallery walk together 
with the external experts and participants. Three 
showcases have been presented:

Båstad, Sweden dealing with the retail situa-••
tion in a tourist resort 
Jakobstad, Finland with the possibilities of ur-••
ban design to make inner cities attractive
the voluntary approach of inter-municipal ••
co-operation and coordination of retail settle-
ment of Kommunalverbund Lower Saxony/
Bremen e.V., Germany. 

This flexible and intense group discussion 
technique allowed an effective and efficient dis-
cussion within a short time period. The RENET 
partners had a floor to open the discussion on their 
specific retail related issues, received valuable in-
put and feedback from experts and participants. 
This helped the RENET partners to push their 
retail-related activities.

1st Transnational Retail Forum: Participants 
Photo: H. Hanhörster
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What distinguishes successful cities from 
unsuccessful ones or: what is the magic formula 
for successful cities? When we try to answer this 
question, a lot of images go through our head. The 
terms tossed into the arena conjure up even more 
images. Still, we are unable to give a precise defi-
nition because concepts like urbanity, attractive-
ness and multifunctionality of European cities also 
need to be further defined.

It does not necessarily help to call on history 
when seeking answers to questions about the fu-
ture of a city because urban structures and require-
ments have changed dramatically. But, then as now, 
our cities represent historically grown centres of 
economic, social, cultural, and political life that 
have a major impact on the development of our 
societies. Cities are places of cultural identity and 
bonding. Cities have an endearing attractiveness 
and urban variety that is necessary for their sur-
vival but – as we have long known – can no longer 
be taken for granted. Town and city centres in par-
ticular have been put under enormous pressure for 
quite a few years by several factors. 

Four major problem areas are:

demographic developments••
municipal financial situation••
structural changes in business and retail trade••
regional and international competition  ••
pressure

These problem areas reflect the contemporary 
demands on urban development. At the same time, 
they make it clear that the challenges connected to 
these problems can no longer be met by any single 
one of the former responsible parties alone.

Considering the complexity of these prob-
lems, it is not possible to offer any simple solutions 

but, at the very least, to provide some hypotheses. 
Two of these could turn out to be magic formulas 
for successful cities:

Sustainable town and city centre development ••
is possible only if there is dedicated partner-
ship between public and private actors.
Local and regional co-operation networks ••
associated with this sustainable development 
will have a stabilizing and promotional effect 
on town and city centre development if they 
exploit the potentials that give a city or region 
its specific cultural identity.

Town and city centre retail will play a very 
important role in defining what the European 
City is all about, not only in Germany, but also 
in the rest of Europe: viable town and city centres 
express identity and orientation. The European 
dimension of this context is emphasised in the 
2nd Transnational Retail Forum of RENET with 
international participants from the Baltic Sea Re-
gion. The North European and transnational per-
spectives broaden the view by describing different 
approaches to handling local retail developments. 
This will also enable public actors to better un-
derstand and locally implement the development 
logics of large international business companies. 

In November 2006, ca. 200 participants joined 
the 2nd Transnational Retail Forum in Berlin or-
ganised in co-operation with the National Con-
gress „Ab in die Mitte!“. In the premises of the 
Berlin Chamber of Industry and Commerce, in a 
practice-oriented dialogue different perspectives 
on the development of viable town and city centres 
have been discussed confirming the importance of 
a broad exchange. 

Berlin, 2nd Forum: Function of Retail in Viable Town and City Centres –  
The Roles of Different Stakeholders
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Berlin: Presentations

Thorsten Tonndorf
Senate Department of Urban Development,  
Berlin, Germany
Photo: José L. Borquez

Berlin is a metropolis in transformation. The 
new Capital functions and the cultural and crea-
tive attractions have made Berlin “a place to be”. 
In a city undergoing an accelerated transformation 
process, such as Berlin, it is even more important to 
preserve and create places of identification. These 
are especially the town and city centres, as meeting 
points and places of continuity and identification. 

The guiding function of the centres is retail. 
And retail in Berlin is quickly developing: Retail 
floor space increased from about 2.3 million m² in 
1990 to 4.3 million m² in 2006. By 2020, a further 
increase in 340,000 up to 540,000 m² is estimated. 
The Berlin Senate Department of Urban Devel-
opment has prepared a complex strategy based on 
the following considerations. Viable city centres 
and shopping streets exercise a stabilising function 
for urban development and the typical polycentric 
settlement structure of Berlin. Major objectives of 
urban development planning are: securing basic 
supplies, preserving and strengthening the centres, 
and integrating new large-scale retail trading and 
leisure establishments in a sustainable way.

Thorsten Tonndorf from the Senate Depart-
ment of Urban Development, one of the RENET 
partners, introduced the Berlin strategy at the 
Transnational Retail Forum. The Urban Develop-
ment Plan “Centres 2020” (StEP Zentren 2020), 
resolved by the Senate of Berlin in spring 2005, is 
the central framework for managing retail devel-
opment on the city-wide level. 

One of the major initiatives which has the 
aim to activate private stakeholders to take over 
responsibility has been presented at the Forum: 
„MittendrIn Berlin! The Centres Initiative“ is a 
commercial revitalisation programme that uses a 
grants competition in order to motivate the shop-
ping streets and neighbourhood centres of Berlin 
to develop creative and innovative concepts and 
projects. Local stakeholders co-operate in public-
private partnerships in order to strengthen their 
town and city centres. 

Urban Development in Berlin 
The Metropolis and its Centres in Transformation
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Dr. Hans-Jürgen Schmidt
Federal Ministry of Transport, Building and  
Urban Affairs (BMVBS), Germany
Photo: José L. Borquez

National strategies for urban development 
and support within the European framework of 
the Territorial Agenda have been introduced by 
Hans-Jürgen Schmidt from the German Federal 
Ministry of Transport, Building and Urban Af-
fairs. Transnational cooperation provides the op-
portunity for cities to network more intensely in 
Europe. The Federal Ministry has introduced the 
programme „Transnational cooperation“ with a 
special focus on Eastern German cities and re-
gions in order to support German and also Non-
German partners from outside the EU in acquir-
ing necessary national co-financing funds. 

RENET with its innovative approaches and 
transnational exchange and competence transfer 
has been supported as a convincing contribution 
to the aims of sustainable urban development. The 
reasonable distribution of retail locations limit-
ing uncontrolled development and sprawl out of 
town, but keeping and promoting viable cities and 

Transnational Cooperation and Regional Promotion in the Europe of Regions  

city centres is an important factor of economic 
development in European regions. Especially, 
the project module „Ferry Tourism and Retail in 
Port Cities“ is being supported by the German  
Ministry.

Dr Schmidt explained the activities of the 
Federal Ministry on urban development for the 
German EU presidency in the first half of 2007. 
In front of the Lisbon Strategy (aims: growth and 
employment) and the Gothenburg Strategy (aims: 
sustainable economic growth and environmental 
issues), EU Member States and their Neighbour-
ing Countries are elaborating together the Terri-
torial Agenda of the EU with the awareness that 
crossborder and transnational cooperation is in-
dispensable for a better economic exploitation of 
the territorial diversity in the regions of Europe 
for growth and employment. In occasion of the 
Informal Ministerial on Urban Development and 
Territorial Cohesion held in Leipzig in May 2007 
the Leipzig Charta on the Sustainable European 
City will be approved as a contribution to the Lis-
bon Strategy. Strengthening the competitiveness 
of European regions will be also one of the main 
aims of the new INTERREG programmes (2007-
13) favouring integrated territorial development. 
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Wolf Jochen Schulte-Hillen
Manager of SH Selection Ltd., Laer, Germany
Photo: José L. Borquez

Effects of the Internationalisation of Retail Trade on Local Networks  

What are the location strategies of interna-
tional retailers? Which formats are successful and 
what is the perspective of enterprises on town and 
city centres? Some answers to these questions have 
been formulated by Wolf Jochen Schulte-Hillen, 
manager of the Marketing and Expansion Consul-
tancy for Retailers SH Selection from Laer, Ger-
many. 

International retailers choose Germany as a 
destination due to its strong potential as the big-
gest and strongest market in the EU. They want to 
enter this attractive market with good infrastruc-
tures, a reliable juridical framework and regulatory 
policy, and consolidate their globalised labels and 
products. The weakness of many German retailers 
is another reason for a stronger internationalisa-
tion of the German market. In the German city 
centres, at least of the bigger cities, medium-sized 
or family-owned specialised stores are disappear-
ing being displaced by the big and more and more 
international chains. 

The German market, as Mr Schulte-Hillen 
explained, is very particular, with a special consum-
ing and buying behaviour. Only chains adapting 
analysing carefully the intercultural differences, 
e.g. occupying local managers with their knowl-
edge on German habits and the market structure, 
have the chance to succeed. Wal Mart, The Gap 
or Marks & Spencer have been examples of how 
to fail the access to the German market export-
ing a model from another national context with-
out adapting. According to Mr Schulte-Hillen, the 
successful market entrance of international chains, 
e.g. Body Shop, Zara (Inditex), H&M etc., inter-
nationalise the German cities creating a destina-
tion and stressing the centrality of the cities. One 
of the problems with international chain stores is 
that they are not locally integrated, sometimes ig-
norant of the local context. Decisions are not tak-
en without the headquarters – sometimes located 
even overseas. 

The advantage or challenge for the local retail-
ers, this is one of the theses of Mr Schulte-Hillen, 
is that they have to develop the ambition to remain 
competitive and have to reinvent themselves be-
ing flexible and innovative. Examples for new suc-
cessful formats are the designer stores Apropos in 
Cologne or Berlinomat in Berlin.

What is the conclusion for the cities, espe-
cially the big ones and the metropolises, from this 
retailer perspective? They have to create the pre-
conditions to keep strong retailers or to welcome 
new ones guaranteeing the attractiveness of their 
city centres. “Cosyness” of the environment must 
be offered. The urban design must create excit-
ing retail, entertainment and gastronomy areas; 
a professional city management cooperating with 
the retailers is responsible for the coordination. 
Smaller cities that are not that interesting for the 
international chains should work in strong local 
alliances creating a good mix of consolidated na-
tional concepts. Cities with less than 10.000 m² 
should limit to local supply, have specialised retail-
ers and rely on their competence.
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Ole Damsgaard
Director of Nordregio, Sweden
Photo: José L. Borquez

Urban Development and Economic Growth in the Baltic Sea Region 

Ole Damsgaard, director of Nordregio, the 
Stockholm based Nordic Centre for Spatial De-
velopment, described the Nordic perspective on 
urban development and economic growth in the 
Baltic Sea Region with the most successful and 
important case of the Copenhagen and Öresund 
region. He underlined how the urban centres have 
an important role in the European urban pattern 
and the regional context. The common view is on 
the Pentagon, the European core region in North 
West Europe which is the most densely populated 
area with a very strong economic role – nearly half 
of the European GDP is produced within 14% 
of the EU 27 area. The Baltic Sea Region which 
is more in the European periphery consists of a 
settlement structure with many disparities, large 
rural areas with a very low population density and 
the capital regions as main agglomerations. In 
a European context, the role of the BSR capital 
regions differs strongly from the old to the new 
Member States, comparing some criteria of con-
nectivity to the global system and the knowledge-
based economy. 

The example of Copenhagen as a growth 
pole in the Öresund region is emblematic. After 
a structural crisis until the beginning of the 1990s 
the city has adapted an urban strategy of revitali-
sation and renewal. With a strong public com-
mitment in terms of strategy, organisation and 
funding, the City of Copenhagen has created new 
urban development zones along new metropolitan 
lines connected with a housing policy taking into 
account as location factors the needs and require-
ments of new urban life styles in an international 
city (referring to Richard Florida: Cities and the 
Creative Class). This has also been emphasized by 
the opening of the Öresund bridge to Sweden in-
tegrating the Malmö region and creating a strong 
and successful transnational agglomeration. 
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Madeleine Ahlqvist
City Manager of Västerås and President of the Swedish  
Association of City Managers Sveriges  
Centrumledares Förening (SCF) 
Photo: José L. Borquez

The experience of the city centre management 
in Västerås, Sweden with a high private commit-
ment was introduced by the manager, Madeleine 
Ahlqvist, who is also President of the Swedish 
Association of City Managers (SCF), closing the 
conference with a successful practical example of 
public-private cooperation for viable town and 
city centres.

Västerås, 100 km west of Stockholm, is the 
sixth largest municipality with 131,000 inhabit-
ants. The city centre has a retail surface area of 
about 110,000 m², in front of 170,000 m² of large 
out-of-town shopping centres built from the 1990s 
onwards. City centre management was established 
in 1997 as this retail development turned into a 
potential threat becoming the shopping centres 
an alternative for visitors of the city centre. But 
the objectives of the city centre management were 
reaching beyond a reactive approach aiming at a 
revitalisation of the city bringing also back resi-
dents to the city centre. The city centre manage-
ment is funded with a very high private commit-
ment of 75 %: 25 % of shop and business owners 
and 50 % of property owners, and the remaining 
25 % from the Municipality.

Mrs Ahlqvist underlined the successful experi-
ence of a multi-stakeholder (public-private) model 
of town centre management by collaboration - a 
model more common in continental Europe, but 
in Sweden with its social welfare tradition a strong 
private commitment in urban development and 
revitalisation issues is relatively unusual and new. 
In Västerås, this collaboration has led to a general 
improvement of the city centre rebuilding public 
spaces, streets, pedestrian zones and squares, creat-
ing a more attractive, clean and safe environment 
in the city centre, a lighting concept for the city 
centre, and design rules for outdoor gastronomy 
creating the slogan “Västerås – the Citizens Living 
Room”.

Helpful are the support and the networking 
activities of the Swedish Association of City Man-
agers in order to exchange on good practices and 
experiences and to continue to improve the pro-
fessional approach of the local work. 

The Practical Perspective 
City Management in Västerås, Sweden 
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Photo: Jens Schicke

Photo: Jens Schicke
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Talking about retail very often means talk-
ing about shopping centres. All over Europe, new 
shopping centres are opening or being planned.

City and region, centre and periphery cannot 
be seen separated from each other:

not in functional terms••
not in aesthetic terms.••

Shopping and urban entertainment centres 
are challenging this relationship. They are more 
and more direct competitors to the city centres. 

Does the city centre still own its public space 
function to be a place for communication and for 
opportunities to meet people?

The city as a market place, in a Hanseatic city 
like Tallinn, seems an obvious and traditional val-
ue, but which function does retail play today in the 
city centres? 

The European dimension of this context is 
emphasised in the 3rd Transnational Retail Forum 
of RENET with international participants from the 
Baltic Sea Region. 

The transnational perspective confirms the 
common relevance of the topic and gives new 
stimulations by describing different approaches 
how to handle local retail development, especially 
the shopping centre format. It shows the neces-
sity for public actors to better understand and 

locally handle with large international business  
companies. 

In May 2007, the 3rd Transnational Retail 
Forum in Tallinn, Estonia offered the opportunity 
to initiate a practice-oriented dialogue. Different 
perspectives on the development of shopping cen-
tres and their relation to city centre development 
have been discussed confirming the importance of 
a broad exchange. 

Shopping centres more and more become 
competitors for city centres. Thus, it is necessary 
to think about the role of shopping centres and 
city centres concerning retail in cities. The Forum 
highlights this topic from different sides, thus giv-
ing a comprehensive view on the issue. 

An international developer and investor, a 
speaker from the Chamber of Commerce, a free-
lance urban planner and an urban planner working 
in the city administration are taking into consid-
eration the following questions:

What are the main criteria for a “good” and ••
acceptable shopping centre? When does it 
work well?
What is the contribution of shopping centres ••
to viable city centre development? 
What is the value of the European city and its ••
centre related to retail? How can it be main-
tained?

Tallinn, 3rd Transnational Retail Forum: Shopping 
Centres and City Centre Development
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An integrated part of the Forum was a guided 
tour about retail development in Tallinn, where 
shopping centres are a most popular format. There 
are ten shopping centres with more than 10.000 
m² (marked with red circle in the map). On the 
route around Tallinn shopping centres are located 
in the expansion area at the airport, but also near 
to the big residential settlements in the outskirts. 

Some examples:

Ülemiste Centre (50.000 m², anchor tenant ••
ICA Baltic / Rimi, built 2004)
Sikupilli Centre (27.000 m², 2000)••
Järve Centre (40.000 m², 2000)••
Rocca al Mare (built 1998, already enlarged, ••
the only one not Estonian-owned, 35.000 m², 
1998)
Kristiine Centre (200 shops, Italian supermar-••
ket – Domina, 1999)
Viru Centre (30.000 m², 2004), in the central ••
business area. 

Interesting facts about Tallinn’s shopping centres: 

Each of the shopping centres has a bigger su-••
per market (chain) as anchor tenant.

Rimi has the biggest share in the Estonian food ••
sector, followed by Maxi Markt and Selver.
There were almost no vacancies in the shop-••
ping centres for the last five years.
Ownership background: the centres are ••
owned by the developers, there is no need to 
sell them as the centres are successful – only 
one centre has been sold so far to a Finnish 
company (CityCon).
Centres are open every day (Sundays includ-••
ed) and there are no regulations for opening 
hours. There are no trade unions – like in oth-
er countries – intervening in that matter. 
Direct bus shuttles from the ferry passenger ••
port are organised to different shopping cen-
tres, especially for Finnish tourists, the biggest 
target group with about 5 million visitors per 
year.
There are no shopping centres in the Old ••
Town of Tallinn. High street retail is quite 
limited, and the shopping centres in the cen-
tral business area are a substitute or have the 
function of high streets in other cities. The 
Old Town is concentrated on cultural and 
tourist functions with a specialised retail and 
gastronomy offer.

Knowing More About Shopping  
Centres: A Retail Tour Through Tallinn

Photo: Petra Potz
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Eric Lind
Centrumutveckling, Stockholm, Sweden
Photo: Jana Brauckmüller 

Shopping Centres and Retail as Part of the City Development Process

Eric Lind presented the case from the point of 
view of an internationally operating developer and 
consultant based in Sweden, but with experiences 
in Northern and Eastern Europe. 

The overall idea and objective of his profes-
sional field is

to develop, design and manage shopping  ••
centres
to create profitable invest-••
ments for owners and 
to look at the needs of consumers.••

After a short definition of the term “shop-
ping centre” as A group of architecturally unified 
commercial establishments built on a site that is 
planned, developed, owned and managed as an op-
erating unit related by its location, size and type 
of shops to the trade area that it serves… (Urban 
Land Institute) Lind gave an introduction to the 
history of trade: 

In all times there have been marketplaces••
The marketplaces emerged at intersections ••
and near by the sea. 
Out of the marketplaces, cities emerged.••
Retail developed.••

Thus, the development of retail can be con-
sidered as following: 

Marketplace » Main Street » Galleria/Depart-
ment store » Shopping Centre.

The city centre was the traditional retail loca-
tion, but: retail and marketplaces change. While 
in the period between 1950 and 1980 economies 
of scale reached retail, self service was developed 
and due to the individualisation of transportation 
the spread of retail to externally located shopping 
centres and hypermarkets was possible. From 1980 
to 2003 shopping centres became even bigger and 
gained supra-regional importance. Shopping cen-
tres include leisure and entertainment facilities 
and specialise (power centres, lifestyle centres, en-
tertainment centres). 
After 2003 the share of shopping centres further 
increased e.g. in Sweden from 20% to 33% affect-
ing the city centres. But: there are ways how both 
can co-exist. 

The shopping centre trend goes

from to

Single use Mixed use (housing, offices…)

Indoor Outdoor

One size fits all Life style

Enclosed malls Town centres

Town centres return as new malls with open 
architecture and facilities that go beyond shop-
ping. “Densification” is the key word of today’s 
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developments: enhancing the value of property by 
mixing in more uses. Facilities in shopping centres 
today include little parks, open space etc. This can 
be maintained much better in a privately owned 
surrounding than in the public spaces of a city. But: 
city centres can adopt the design and idea of new 
shopping centres for their benefit and the benefit 
of the customers. 

One way to do so would be to deliberate gen-
trification: run down areas are refurbished and 
put to new use, thus drawing more attention and 
getting attractive clientele. This statement was 
underlined with examples from Berlin, Stockholm 
and Paris where existing buildings were re-used 

for retail, sometimes with very low investment 
costs, worn down areas can be lifted with retail and 
restaurants. 

There are different parties involved in the de-
velopment process of a shopping centre: develop-
ers, who mainly see the profit of the estate, ten-
ants who see their enterprise, environmentalists, 
customers who see their own benefit in low prices 
and special offers and city planners who want a city 
according to their plans and for their fame. 

Successful city management according to Eric 
Lind needs good cooperation between the differ-
ent parties, shopping centres and retail can be dy-
namic forces in this process. 
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Jochen Brückmann
Director of the Department for Infrastructure  
and Urban Development, Berlin Chamber of  
Industry and Commerce, Berlin
Photo: Jana Brauckmüller 

Urban Development and Economic Growth in the Baltic Sea Region 

Jochen Brückmann outlined the development 
of retail in Berlin from the beginning of the 1990s. 
Since 1990 the retail space has grown significantly 
by more than 1 million m² while the turnover stag-
nates at around 14 billion €. Especially discount-
ers have increased their sales area, going with the 
overall trend in Germany where shopping centres, 
retail warehouses and discounters are still on the 
winning side while supermarkets, specialised trades 
and department stores have to tackle considerable 
losses (between 1992 and 2005). In Berlin the cur-
rent difficulties result from the history and the 
special geographic situation of the city: heavy sub-
sidies and no hinterland made life easy for retail-
ers, a situation that has changed in the 1990s. 

As objectives of urban development planning 
Brückmann states: 

securing basic supplies••
preserving and strengthening the centres and••
integrating new large-scale retail and leisure ••
time facilities. 

Urban planning can influence

the choice of locations for large-scale retail ••
and leisure time projects
the size of the projects, their integration into ••
existing centres and their links to urban devel-
opment objectives and
the permitted range of products. ••

In Berlin a double strategy for new locations  
exists: 

use of existing areas••
identification of locations for alternative ••
projects outside existing centres.

Among the various instruments for centre de-
velopment in Berlin the most important one is the 
“Stadtentwicklungsplan Zentren 2020”, the Urban 
Development Plan for Centres 2020, especially for 
retail and leisure locations. 

In Berlin a large number of shopping centres 
close to the city centre respectively to borough 
centres exist and are still developed (Eastgate, O² 
arena, Alexa, the new main railway station etc.), 
leaving most of the customers satisfied with the 
retail offers. According to Brückmann these cen-
tres can influence the local development in a posi-
tive way. 

An important initiative for Berlin is “Mitten-
drIn Berlin! The Centres Initiative” which is part 
of the RENET project. The idea: competition pro-
motes creativity. The main goals of this initiative 
are 

implementation of public-private partnerships ••
in centre development strategies
adoption of competition methods in centre ••
development and
transnational transfer of experiences with ••
competition approaches towards centre devel-
opment. 
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Rolf Junker
Junker und Kruse Stadtforschung und Planung, Dortmund
Photo: Jana Brauckmüller 

Shopping Centres in Integrated Locations 
Implications for City Centre Development

Rolf Junker, editor and author of the recent 
publication “Angriff auf die City” (“Attacking the 
City”) which gives an overview on the concepts, 
planning and effects of shopping centres in cen-
tral locations, presented a critical analysis on the 
implications of shopping centres for city develop-
ment. 

Junker gives a definition of “shopping cen-
tres”: Shopping centres are large-scale supply utilities 
built with centralised planning which satisfy the short, 
middle and long term demand…The required rent-
able area inclusive an auxiliary area mounts up to a 
minimum of 10,000 m². (EHI Shopping Centre-
Report,1995)

There are strong voices pro shopping centres 
stating that these centres are able to support urban 
development and are at the same time architectur-
al and organisational highlights of a city. But there 
are strong voices against shopping centres as well: 
criticising the artificial atmosphere and the lack of 
real market economies within the malls. 

According to Junker, there are seven success 
factors for a shopping centre: 

dimension of the building••
structural uniformity, often closed concept••
idea of economic efficiency refers to the  ••
whole object
centre management••
tenancy agreements••
quick reactions to new trends••
orientation towards clients arriving by car.••

The advantage of a shopping centre is the 
unity of ownership and management and the con-
sistent planning process aiming at maximising 
the profit related to the investment costs where-
as inner city shopping streets are produced by a 
patchwork technique made by single owners and 
retailers. The share of shopping centres that have 
been opened in Germany has increased signifi-
cantly compared to shopping centres built in more 
regional contexts (districts and rural areas). The 
number of shopping centres will continue to grow 
– in Germany 61 centres are planned with ca. 1.5 
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million m² of sales area, despite the rather nega-
tive prospects for demographic development. In 
Europe, the shopping centre area will grow by 7.2 
million m² per year (estimation by EHI Shopping-
Center-Report 2006). 

The success of shopping centres is charac-
terised by a tight management and the strategic 
choice of location according to the needs of the 
owner. The concentration on main stream offers 
(i.e. well-known familiar retail chains) and an ap-
pealing, but unspectacular (and still developable) 
architecture are also important factors. 

In a third step Junker presented the conse-
quences for the city centres. As expected effects he 
states

utilisation of realty••
respectable return on investment••
provision of new jobs••
extension of the trading area and/or in-••
crease of the purchasing power tie-up
generation of synergy effects for the city cen-••
tre by interconnection with the shopping  
centre.

This all is expected to avoid/stop the dying off 
of city centres. The possible negative effects on the 
other side are: 

the shopping centres establish like a city on ••
their own within an existing city without hav-
ing any synergy effects for the existing retail 
industry
depreciation of the existing retail industry.••

Thus the dying off of city centres will be ac-
celerated. 

In his conclusions Junker displays the conse-
quences for urban planning. The difficulties lie in 
the character of planning: Targets of developers 
are mostly not located in the city and integration 
is not always taken seriously – no enclosed centres 
and in their dimensions mostly oversized. To fa-
cilitate the integration of shopping centres cities 
should: 

guarantee transparent methods involving all ••
concerned groups during the decision making 
process
develop perfectly fitting and early incipient ••
participation strategies
avoid package deals which could interfere ••
with the freedom of consideration of the mu-
nicipality concerning planning issues 
enable reliable expert advices••
look at the combination with master plan of ••
the city
guarantee evaluation processes and qualitative ••
criteria.

The success for the city mainly depends on lo-
cation and sector factors that the city has to keep 
in mind: 

shopping centres should not be too big – less ••
than 15,000 m²
they should be directly located in the business ••
area and/or build up or strengthen a suitable 
pole structure and
they should open up to the city centre with ••
their building structure and
complete effectively the range of retail offer ••
in the city centre, integrating it with missing 
sectors. 
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Tiina Nigul
Comprehensive Planning Division in the Urban Planning 
Department of the City of Tallinn, Estonia
Photo: Jana Brauckmüller 

Shopping Centres in the Tallinn Comprehensive Plan

Tiina Nigul outlined the retail development 
in the Estonian capital region. In 1989 only 0.3 m² 
sales area per person were registered. Until 1997 
this increased to 0.53 m², today there are already 
1.5 m² per person in Tallinn. Half of the area is 
located in shopping centres, the other half are sin-
gle shops in the city. Only in the city centre, there 
are four bigger shopping centres. New centres are 
often located in or close to residential areas along 
the big roads, which is convenient for the people 
living there. 

Ülemiste and Sikupilli are the most important 
centres, close to the airport and to residential ar-
eas. They were planned already 30 years ago, but 
realised only now. Centres are also built in former 
industrial areas (e.g. Ülemiste was an old paper 
mill) and are sensible sites (close to residential ar-
eas where the customers live). All centres are well 
connected by public and private transport. Fur-
thermore – the new business centre is at reason-
able distance to the old town. 

One of the strategies of the city government 
was to realise these shopping centres within the 
city limits. The biggest problem for Tallinn today 
is suburbanisation into the outskirts of Tallinn – 
taking away the income taxes which are important 
for the city. Until now, there are no big retail cen-
tres outside the city borders.

The problem of the city is that all land is pri-
vatised, so guided development is rather difficult. 
Only 10% of the land is owned by the municipal-
ity, 60% is national land and 30% in private own-
ership. There are no national legislation and no 
rules nor standards for planning and evaluating lo-
cations for retail centres. This means that there are 
also no standards for retail centre hierarchies and 
service ranges. No office in the city administration 
deals directly with the planning of retail space as 
this is not a legal obligation of a local government 
in Estonia.
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Panel Discussion with all Speakers

The main statements of the discussion facili-
tated by P. Potz, location³ are summarised here.

Integration of stakeholders 
and planning regulation

All speakers stressed the need of cooperation 
for a sound development. Coexistence of shopping 
centres and city centres is possible, but inhabitants 
and consumers have to be more involved.

Public hearings inviting all inhabitants are 
necessary as it depends on them what is successful. 
Which type of city do we want to have in the fu-
ture? This needs to be discussed which is still not 
often enough taking place!

Not only discussions with different interest 
groups – the decision-making processes need to be 
stricter, and transparent to be fruitful. 

You need partners for cooperation because 
cities cannot deal with the problems alone. Plan-
ners have to find partners to be able to implement 
their planning strategies.

Regulations are not the drivers for “going 
back to the city centre”, it is rather driven by the 

inhabitants and consumers – they make the deci-
sions. Building up competition through building 
a shopping centre is a good way to wake up the 
municipality and to make officials do something. 

Future of smaller cities and villages

They don’t have a bright future – cities under 
20,000 inhabitants will face big problems as they 
are not attractive enough for investors. They sim-
ply depend on the other cities surrounding them.

Main criteria for a “good” shopping centre

Big shopping centres like in Berlin or Ham-
burg, 5 storey houses in the city centres with large 
windows and doors – the architectural approach 
and its quality is important!

Good shopping centres make the city fit but 
they should not be oversized and should be located 
on integrated sites.

They should be totally integrated in the city’s 
structure – inside and outside – to make it a part 
of the city.

You have to find the right location in the city 
and the shopping centre must be like a street in the 
city combined with the existing streets of the city!

Tallinn: The 3rd Transnational Retail Forum – Presentations
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Retail development has a clear urban dimen-
sion and a strong impact on urban and regional 
development. Retail is an economic sector which 
is grounded in the territory more than others and 
needs to be close to where the customers live. But 
retail market and structures are also dynamic and 
quickly transforming and have implications on the 
settlement structures.

What are the reasons for this transforma-
tion and what are the consequences for the local 
market places, the urban and regional develop-
ment, and for the city centres? New and bigger 
formats create structural imbalances. Competition 
between cities for retail locations often reveals as a 
short-term solution. City centres have to re-invent 
themselves and have to develop new approaches 
and innovative solutions. 

This is where the RENET activities in two 
and a half years have developed results. The 4th 
Transnational Retail Forum gave the opportunity 

to draw the conclusions and to present a common 
declaration on the main outcomes: A continuous 
process of coordination and cooperation between 
different interest groups and a practice-oriented 
dialogue in a partnership is the only way to pro-
vide more planning and investment certainty on 
the one hand and to create a sustainable develop-
ment of cities and regions on the other hand.

The discussion within a European dimension 
offered different perspectives and stimulating ex-
change on the following questions.

What is the contribution of retail to urban and ••
metropolitan development?
What is the need to cooperate and exchange ••
at an inter-municipal level?
What are the necessities and implications for ••
the city as a market place?
What are the lessons learnt in a transnational ••
competence network on retail development?

Bremen/Osterholz-Scharmbeck: 4th Transnational Retail 
Forum and Final Conference: Cooperation is the Future!
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Bremen/Osterholz-Scharmbeck: Presentations

Manfred Cordes, Mayor of Oyten and Presi-
dent of the Kommunalverbund Niedersachsen/
Bremen e.V., the voluntary intermunicipal organi-
sation of 31 local communities in Lower Saxony, 
Region of Bremen and Oldenburg, including the 
Free Hanseatic City of Bremen, in his welcome 
address underlined the importance of the RENET 
activities of the last two and a half years. The re-
gional centre and retail concept of the Bremen re-
gion has been realised with the help of RENET, a 
concept where 31 cities and municipalities, coun-
ties and chambers of commerce are involved in 
order to further diminish conflicts on retail devel-
opment in the region. The objective is to develop 
regulations as binding as possible, e.g. the recog-
nition and absorption of contents of the concept 
in the formal planning procedures on the regional 
and municipal scales.

Welcome

Manfred Cordes
Mayor of Oyten and President of Kommunalverbund  
Niedersachsen/Bremen e.V., Germany
Photo: Jana Brauckmüller  
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Dzintra Upmace, Deputy head of the VASAB 
Secretariat in Riga, represented the transnational 
dimension. Vision and Strategies around the Baltic 
(VASAB 2010) is a platform (www.vasab.org) where 
the Baltic ministers responsible for spatial plan-
ning and development cooperate producing stra-
tegic policy documents for the development of the 
Baltic Sea Region.

VASAB since 1992 covers all countries border-
ing the Baltic Sea, plus Norway and Belarus: the 
„Old“ EU members (DK, SE, FI, DE), the „New“ EU 
members (PL, LT, LV, EE) and also Non-EU mem-
bers (NO, RUS, BY).

After the reports VASAB 2010 (1994) and 2010 
plus (2001) the “Long-Term Perspective for the 
Spatial Development of the Baltic Sea Region 
2030” is now being prepared for the year 2009. 
Key concepts of this document are: “Integration” 
and “Networking“.In three working groups the 
main themes are being developed:Urban and ur-
ban-rural networking

Accessibility and transnational development ••
zones
Sea use planning and integrated coastal zone ••
management.The Long-Term Perspective 
should consider The EU and national policies 
(including the National Strategic Reference 
Frameworks)
Input from relevant inter-governmental or-••
ganizations in the region, pan-Baltic organi-
zations, regions, NGOs of relevance to spatial 
development and other stakeholdersInput 
from the private sector.The RENET compe-
tence network as a project for exchange and 
mutual learning on retail development in the 
Baltic Sea Region relies on the strategic doc-
uments of VASAB and gives an input for the 
development of the Long-Term Perspective 
with its results and outputs.

Dzintra Upmace
Deputy Head of VASAB Secretariat, Riga, Latvia
Photo: Jana Brauckmüller  

VASAB and the Long Term Perspective 2030
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Lena Thorin from the City of Karlstad, Swe-
den, one of the project partners, gave an overview 
on insights and outputs of the RENET activities: 
The exchange of know-how and practices between 
partners is what makes a transnational project more 
interesting than local projects – through transna-
tional work the local outputs can even improve.

As a starting point for the work in RENET 
there have been several surveys and analyses in 
partner cities and the compilation of information 
on a transnational level in the compendium of 
planning systems in different countries. It is use-
ful to understand the differences of regulations 
when you exchange information on good practice 
from one city to another (see: Retail Compendium 
Old Member States as a download on www.retail-
baltic.net).

You need to be creative in finding new public-
private partnerships and methods of local develop-
ment to get a sustainable development on the local 

level. The dialogue with the citizens in all partner 
cities is an important part of the projects. You need 
to foster participation of the general public in the 
development and investments. If you want to make 
a change you need commitment from politicians, 
citizens, private stakeholders. Most important and 
maybe the hardest task is the commitment of poli-
ticians to stay on track on city centre development 
to make a long term commitment. 

Competition with shopping centres makes it 
necessary to create concepts for the main shop-
ping streets in the city centre. Pure reaction on 
a specific location request has to be replaced by 
active steering and design. Most people enjoy the 
walk along a pedestrian street with shops, cafés and 
different kinds of services. This is the feeling and 
an image of a vibrant city. To create an interesting 
city street you need a broad partnership. It is not 
only the shopping street, but the development of 
an attractive city centre that can compete with the 
development of non-integrated shopping centres. 

Decisions on retail location have implica-
tions on your neighbouring municipality as well. 
This is why you also need to consider the regional  
dimension.

Seminars, round table discussions, local the-
matic workshops and processes involving both 
public and private stakeholders are the way to 
success. In line with the RENET project these ac-
tivities have been developed and the transnational 
learning network has been very useful as an input 
to plans and other instruments in partner cities.

In two partner cities, Jurmala, LV and Båstad, 
SE, being strong tourist destinations with major 
seasonal changes the focus has been on working 
out visitors concepts and the management of city 
development. Since tourism and retail are very 
strongly interlinked this has been one transnation-
al focus of the RENET project.

More detailed information on the activities is 
available in the RENET Guide of Good Practices: 
Sustainable Retail Development in the Baltic Sea 
Region (pdf download on www.retail-baltic.net).

Lena Thorin
City of Karlstad, Sweden
Photo: Jana Brauckmüller

RENET 
Insights and Results
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The RENET Declaration ”Cooperation is the 
Future!” is the common final document agreed 
upon and signed by all partners. It underlines that 
cooperation in retail development is necessary in 
many dimensions: public and private, local and 
regional, but also transnational, cross-sector and 
integrated. 

The main results and conclusions are the fol-
lowing ones:

Strengthening town and city centres and con-••
serving the traditional European towns and 
cities is the main objective to guarantee a 
more sustainable development.
Common solutions and a broad consensus are ••
needed.
More cross-sector and integrated strategies ••
are necessary. 

The declaration was handed over to Mrs 
Upmace from the VASAB Secretariat as a recom-
mendation and input from the RENET project for 
the work on the Long Term Perspective 2030. It 
refers also to the contents of the Leipzig Charter. 
The declaration is included in the RENET Guide 
of Good Practices and available on the RENET 
website.

Manfred Cordes, Martin Wagener, Lars Björklund,  
Jüri Järviste and Inga Goldberga signing the  
RENET Declaration
Photo: Jana Brauckmüller

The RENET Declaration 
Presentation and Signing
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The presentation on Retail and Regional Co-
operation held by Donato Acocella focussed on the 
instrument of regional retail concepts in Germany. 
The overview and exact knowledge on retail devel-
opment at a regional scale, subdivided into differ-
ent kinds of goods and different levels of centrality 
of towns and cities was stressed as the basis for a 
regional retail development strategy. The conflicts 
between single municipalities competing for re-
tail locations are seen as an obstacle for regional 
approaches, but nevertheless with a unified and 
transparent data base and a consensus on common 
development perspectives all municipalities can 
benefit in a long-term perspective. Different kinds 
of approaches from informal approaches over re-
gional planning as binding planning level to re-
gional land use plans are experienced throughout 
Germany. With different procedures and facilita-
tion processes all have in common the main aim to 
create a regional consensus.

Donato Acocella
Dr. Acocella Stadt- und Regionalentwicklung,  
Lörrach, Germany
Photo: Jana Brauckmüller

Retail and Regional Cooperation 

In a reception offered by the Senate of the 
Free Hanseatic City of Bremen and represented 
by Senator Reinhard Loske, Senator for Environ-
ment, Building, Transport and Europe in the His-
toric Upper Hall of the Town Hall, he underlined 
the importance of transnational exchange on the 
topic of retail development and economic devel-
opment of the cities. It fits into the Hanseatic tra-
dition based on trade and transnational exchange.

Reception of the Senate of the Free Hanseatic City of Bremen
Photo: Jana Brauckmüller
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Martin Wagener
Mayor of the City of Osterholz-Scharmbeck, Germany,  
Lead Partner of RENET
Photo: Jana Brauckmüller

Welcome

The second day of the conference took place 
in Osterholz-Scharmbeck. Martin Wagener, 
Mayor of the City of Osterholz-Scharmbeck and 
Lead Partner of the RENET project, underlined 
the importance of retail development as an issue 
for his municipality. The ongoing pressure on the 
city centre by planned retail sites within the mu-
nicipality, but also in the whole agglomeration of 
Bremen was one of the motivations to participate 
and even take over the responsibility of the Lead 
Partnership of RENET, with the clear intention to 
learn from transnational exchange and to benefit 
from a more intense work on retail development: 
on the one hand an update of the local retail opin-
ion and retail concept, on the other the establish-
ment of a local forum on retail and city centre de-
velopment where the relevant stakeholders, public 
and private, could openly and regularly discuss and 
develop ideas and solutions for city centre devel-
opment. This platform will also be continued after 
the end of RENET.
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An outline on retail development in Germany 
from a sector perspective was given by Tobias Just, 
Deutsche Bank Research confirming the pressure 
and structural change in the retail sector. The 
declining space productivity does not mean that 
there is no demand for investments. Some retail 
formats like shopping centres, discounters and big 
boxes are still looking attractive to investors. Since 
1990, almost 100 new shopping centres every five 
years have been opened. Compared to other Euro-
pean cities most German cites have relatively few 
shopping centres (by shopping centre space per 
inhabitant). This of course has implications on tra-
ditional retailers in the periphery and the neigh-
bourhoods. Competition between the big formats 
out of the centres and the city centres increases. 
The demographic development with a shrinking 
and aging society will further polarise the devel-
opment of retail and consumption: The middle, in 
terms of retail this means the traditional retailers 
in the (sub-)centres, will be weakened.

Tobias Just
Deutsche Bank Research, Frankfurt/M., Germany
Photo: Jana Brauckmüller

Trends and Perspectives in the Retail Sector

Ursula von Petz gave remarks on the multi-
functionality of city centres. With the help of the 
examples of Bochum in the Ruhr region and the 
Dutch city of Utrecht, she showed how different 
strategies in the last decades concerning cultural 
development and retail locations can create com-
pletely different ways of living and consumer be-
haviour. The industrial city of Bochum in the late 
1960s was the first city in the Ruhr region to lo-
cate a big-scale shopping centre out of town on a 
highway-crossing. Utrecht, an administrative and 
university centre, succeeded in keeping a historic 
and viable city centre where retail and services are 
taking place coexisting together with a mixture 
of other uses still remaining in the city centre. 
Utrecht can be seen as a good example of how to 
further develop and interpret in a responsible way 
the model of the European City.

Ursula von Petz
University of Dortmund, Schwerte
Photo: Jana Brauckmüller

The Future of the European City 
The Role of the City Centre
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