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“My goal is for us to 

clearly be the best part-

ner and service provider 

in this time of transfor-

mation and change.”
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e live in an era of transformation and 
change. Whether climate, demographics, 
or digital technology – everything is 
changing at a rapid pace. At the same 

time, the coronavirus pandemic is turning all of our lives 
upside down and further accelerating change. Panta rhei, 
everything fl ows! This saying by the Greek philosopher 
Heraclitus was the motto of my father Werner Otto, foun-
der of Otto Versand and ECE – and one that couldn’t be 
more apt today.  

While it’s true that the coronavirus may have slowed 
down some of the major megatrends for the time being, 
I’m still convinced that they will continue to massively 
change the way we live, work, reside, consume, and 
spend our free time. And our desire to connect with other 
people and live more sustainable lives may have even 
increased as a result of the pandemic.

As a company in the real estate industry, this is creating 
entirely new challenges for us, as well as fantastic oppor-
tunities. Shopping centers are becoming platforms for ex-
periences and omnichannel hubs that delight and inspire 
their visitors again and again. According to a BAT study, 
85% of Germans want shopping centers to still exist 20 
years from now. This shows that brick-and-mortar retail 
has a future! However, this is only true if we exploit the 
advantages of the online and offl  ine worlds together with 
our partners and systematically develop and enhance the 
locations to keep up with consumers’ evolving needs and 
desires. We need to think about shopping centers and 
their purpose in completely new ways. With this goal in 
mind, ECE also looks far beyond its European backyard – 
and recently founded its own subsidiary in Shanghai.

Another key to success are mixed-use concepts, which 
combine retail, dining, entertainment and leisure, 
offi  ces, hotels, and apartments. This not only applies to 
Potsdamer Platz in Berlin, where we are reinventing the 
heart of the German capital 30 years after the country‘s 
reunifi cation, but also in many other locations – besides 
developing apartments and self-storage facilities at shop-
ping center locations, we also just completed an entire 
urban district in Hamburg.

As experienced professionals in every asset class, we also 
develop and build corporate headquarters and logistics 

Dear Readers!
centers, and have become one of the top-three hotel de-
velopers in the German-speaking region. But we’ve long 
been more than just a real estate developer and opera-
tor – our investment company, which we founded ten 
years ago, has raised over 2.5 billion euros in capital from 
institutional investors and has a remarkable track record. 
We intend to continue expanding this line of business 
over the coming years. At the same time, our family offi  ce 
recently invested in large residential portfolios in the UK 
and in the lean luxury hotels operated by Ruby – other 
markets where we see tremendous growth potential.

I fi rmly believe that growth should always be sustai-
nable – from an economic, social, and environmental 
perspective. This is why, as a family-owned company, 
we assume responsibility for the society in which we do 
business. This not only includes but particularly applies 
to combating climate change. We support the European 
climate targets and we must do our part to achieve them. 
In this context, we will also increasingly focus on existing 
properties. That is why ECE engineers are constantly 
working on the development of new solutions for envi-
ronmentally sustainable concepts in cooperation with 
researchers and chartered surveyors. 

The expectations of our retail and investor partners are 
also changing. They demand more information, creative 
ideas, quick decisions, and clear processes. In order to 
systematically focus on our customers, we are therefore 
optimizing our systems and processes and investing 
heavily in further expanding and upgrading our IT infras-
tructure. This is because ultimately, my goal is for us to 
be the best partner and service provider in this time of 
transformation and change. Panta rhei!

I hope you enjoy reading #FUTUREFORWARD.

Yours truly, 

Alexander Otto
CEO of ECE
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MIXED USE, 
PLEASE!

SPACES WITH THE 
WOW FACTOR

34
64

Modern apartments, office spaces, and 
hotels in close proximity to restaurants, 
shopping, and recreational facilities – the 
future belongs to mixed-use concepts.

In the online age, the goal is to cultivate experiences that can’t 
be digitized. A look beyond our own backyard to China.
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PLATFORM FOR
EXPERIENCES

10

Frankfurt’s MyZeil is a prime example 
of what the shopping experience of the 
future will look like – and how to exploit 
latent potential.

OMNICHANNEL-
HUBS

24

32

At ECE, brick-and-mortar retail and 
e-commerce are growing together.
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Please note: This magazine also contains images from before 
the coronavirus pandemic, including with people who are 
not wearing face masks, for example. 

FUNDS WITH A 
REMARKABLE 
TRACK RECORD
For ten years, leading institutional investors 
have been successfully investing with the 
Otto family in the funds managed by ECE 
Real Estate Partners.
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ECE AND ITS 
PARTNERS IN 
THE ERA OF 
THE CORONA-
VIRUS

he coronavirus crisis has achallenged all 
of us, including ECE and its partners, in a 
unique way. ECE was, and still is, particularly 
active in the difficult role of a mediator with 

the aim of reconciling the interests of tenants and investors 
to the greatest extent possible. In this context, the compa-
ny’s objective is to find equitable solutions that are tailored 
to the respective individual situation and stand the test of 
time. This collaborative approach has succeeded in preven-
ting many businesses from going bankrupt or helped them 
emerge from bankruptcy. This is also what saved many Ga-
leria Karstadt Kaufhof stores, some of which have been lo-
cated in ECE centers for decades, from having to close their 
doors. Nevertheless, around 400 businesses in ECE centers 
have had to file for bankruptcy – equal to roughly three per-
cent of all lease contracts.

ECE is also active in the political arena, working with rele-
vant associations to support the retail sector. Examples of 

achievements include the VAT reduction adopted by the 
German government, rent assistance programs, and ad-
ditional Sunday Shopping days in the fourth quarter of 
this year.  

ECE also played a key role in the drafting of a “Code of 
Conduct” that was drawn up in negotiations between 
the German Retail Association (HDE) and the Central 
Real Estate Committee (ZIA). It contains key recommen-
dations for steps to take in the talks on how to settle 
differences between landlords and tenants in a fair and 
equitable manner and appropriately share the risk when 
it comes to dealing with rental payments in the wake of 
the coronavirus crisis.

The list of tools ECE used to respond quickly and decisi-
vely during the coronavirus pandemic encompasses a 
wide range of measures, including:

ECE is meeting the special challenges posed by the 
coronavirus pandemic through professional crisis 
management and its customary manner of collabo-
rating with tenants and investors as partners.
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BERND HOUILLON, 
FOUNDER AND CEO OF 
THE FJORD HOUSE:

“In challenging times like these, having an 
experienced partner like ECE at our side to 
advise us and support us with individual 
solutions is particularly important to me as 
a retailer. ECE has created professional and 
reliable conditions to ensure that we can 
continue operations and make it through the 
coronavirus crisis in the best possible way.”

 Professional crisis management

Immediately convening a daily interdepartmental crisis 
management team that evaluates all developments, 
decides on necessary measures, and reaches decisions 
quickly and in a coordinated manner
Planning and implementing as well as continuously 
enhancing a comprehensive hygiene and infection 
prevention plan for all shopping centers early on – from 
disinfectant dispensers to increased cleaning intervals 
at highly frequented points to creating “one-way streets” 
in the mall and providing comprehensive information 
for tenants and visitors
Obtaining external certifi cation of the safety and hygi-
ene plan by an independent hygiene institute
Implementing a rapid and coordinated shutdown of 
center operations together with tenants in order to en-
force the offi  cially mandated lockdown
Focusing heavily on reducing operating costs during 
the lockdown in order to eff ectively and quickly lower 
tenants’ ancillary costs, e.g. by turning down the light-
ing, heating, and air conditioning
Implementing a rapid and coordinated ramp-up of 
center operations after the lockdown and reopening in 
close cooperation with tenants
Launching a cross-media “Welcome Back” campaign to 
welcome visitors back to the centers 
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18,000
LEASE CONTRACTS  
ACROSS ALL OF ECE‘S 
CENTERS IN ORDER  
TO IMPLEMENT  
THE NEGOTIATED  
SOLUTIONS 
CONTRACTUALLY

 

Continuously and regularly informing tenants and in-
vestors through constant updates and Q&A on the ECE 
website, circulars, and directly in numerous conversati-
ons by telephone and e-mail
Within the scope of the aforementioned, translating 
the various official directives into measures for all of the 
company’s locations in the different German states
Establishing a leasing information hotline (that answe-
red around 8,000 inquiries)
Rapidly implementing a digital coronavirus dashboard 
that combines, analyzes, and displays all of the key fi-
gures and developments
Providing regular and detailed “coronavirus updates” 
for investors based on the analyses contained on the 
coronavirus dashboard, including comprehensive key 
figures and trends related to sales, footfall, store ope-
nings, website visits, etc.
Holding in-depth talks with all of ECE‘s tenants and in-
vestors in order to find fair and equitable solutions on 
a case-by-case basis for dealing with the effects of the 
crisis and rents, especially during the lockdown period
Processing amendments to approximately 18,000 lease 
contracts across all of ECE‘s centers in order to imple-
ment the negotiated solutions contractually
Serving as a single point of contact for all questions 
from tenants and investors, regularly communicating 
with all parties and providing regular updates

Collaboration with tenants and  
investors as partners

PROCESSING 
AMENDMENTS TO 
APPROX.
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#WELCOMEBACK – this was the slogan for the reopening 
period at ECE shopping centers after the nationwide lock-
down. Through a cross-media “Back to Life” campaign, the 
centers have since then been warmly welcoming visitors 
back and using emotional messages to show them what 
makes shopping at their favorite center so special – the per-
sonal interactions, the wide selection, and the outstanding 
off ers and deals.  ⁄ ⁄

JOANNA FISHER, 
MANAGING DIRECTOR, 
ECE CENTER MANAGEMENT

“In the current situation, the health of our 
visitors, tenants, and employees is our top 
priority. In order to keep the risk of infec-
tion with the coronavirus at our centers 
as low as possible, our center teams are 
working closely with local tenants 
to implement our certifi ed hygiene and 
infection prevention plan.”
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PLATFORM 
FOR 
EXPERIENCES

Frankfurt’s MyZeil provides insights into 
the shopping experience of the future.
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e are transforming shopping centers into 
“places for people,” says ECE Managing 
Director Joanna Fisher, describing the 
concept of turning shopping centers into 

locations where people like to get together, enjoy shared 
moments, and share exciting experiences. Frankfurt’s up-
scale shopping center MyZeil, which attracts up to 15 mil-
lion visitors a year, is a prime example of what the shopping 
experience of the future could look like – and how to exploit 
latent potential. 

For a long time, things at MyZeil weren’t going well. The 
center, which opened in 2009 on Frankfurt’s main shopping 
street, Zeil, didn’t live up to expectations. Retailers came 
and went. In 2014, ECE took over management of the center 
and developed a new strategy – with the aim, among other 
goals, of attracting more customers to the upper floors, 
which had previously been less frequented. With invest-
ments of over 100 million euros and extensive refurbish-
ment on all levels, ECE and asset manager DWS have made 
the upscale mall fit for the future.  

W
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MARKUS WICKENTRÄGER, 
MANAGING DIRECTOR, RESPONSIBLE 
FOR THE DWS GROUP’S INSTITU-
TIONAL REAL ESTATE FUNDS

“As a company based in Frankfurt, we are 
especially pleased that we saw the poten-
tial of the entire Palais Quartier complex, 
including the MyZeil shopping center, when 
we acquired it in 2014, and that, working 
together, we have now realized this poten-
tial. This is what a modern shopping center 
designed for an outstanding visitor experi-
ence looks like.”ence looks like.”

The recipe for success was a three-pronged approach that 
combines shopping, entertainment, and dining experiences. 
One highlight is the new dining and event level FOODTOPIA
on the fourth fl oor – a culinary paradise with the atmosphere 
of a lively indoor market hall. “We succeeded in attracting 
concepts to FOODTOPIA that had never before existed in the 
city,” says Center Manager Marcus Schwartz. These include 
the high-quality Mediterranean casual dining format Big 
Chefs, with its fi rst location in Western Europe, the Hawaiian 
bowl concept Poké You by chef Karlheinz Hauser – whose 
restaurant in Hamburg has earned two Michelin stars – and 
his son Tom, as well as Papa Napoli, a new Italian concept 
with pizza that has already taken the city by storm. 

But FOODTOPIA’s dining options aren’t its only impressive 
feature – the visitor experience also sets new standards. For 
example, visitors can enjoy a breathtaking view of Frank-
furt’s skyline from the outdoor terraces and winter garden. 
The level’s entertainment off ering is rounded out by the 
new premium movie theater Astor Film Lounge, which fea-
tures fi ve screens with over 400 seats. 

FOODTOPIA: from a vision of 
the future to reality

13
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This is a total package that was working beautifully until 
the coronavirus pandemic hit. Footfall on the fourth 
floor increased significantly: “In the first ten months af-
ter FOODTOPIA opened, more than five million people 
visited our new dining and lifestyle location,” says Center 
Manager Schwartz. And despite the fact that the coro-
navirus crisis is currently dampening his mood, Schwartz 
remains optimistic about the future: “We are perfectly 
positioned for the time after the coronavirus epidemic.”
 
In addition to FOODTOPIA, MyZeil’s other five shopping 
levels also feature a completely new look and are well-
equipped for the future. As part of the refurbishment, 
ECE improved the overall mall design, enhanced the 

services offered, and added further attractive brands to 
the tenant mix, including new Abercrombie & Fitch, Dan-
iel Wellington, Mister Spex, and The North Face stores. 
In addition, many tenants, such as Gant, Hollister, and 
Pandora, have responded to the new market conditions 
and shifted their concept to shopping that focuses on 
experiences and events.
 
According to Steffen Friedlein, ECE Managing Director 
Leasing, MyZeil is a perfect example of how a shopping 
center can be spectacularly and successfully transformed 
for visitors in collaboration with the tenants and owners. 
“The new MyZeil – with this design and level of quality – is 
a prime example of a modern shoptainment center.”  ⁄ ⁄ 
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WITH OVER 400 SEATS IN THE 
ASTOR FILM LOUNGE

5 theaters 
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ALL OF BERLIN IN 
ONE LOCATION
Together with Brookfield Properties, ECE is creating a 
fascinating world full of unforgettable experiences in the 
heart of Berlin – the German capital’s new top destination 
for dining, shopping, and entertainment.

16

#F
U

TU
R

EF
O

R
W

A
R

D



otsdamer Platz Arkaden is currently 
being completely repositioned, and 
will open in 2022 as a shopping center 
with international, upscale flair. The 

extensive construction work on the 46,000-square-meter 
shopping center is already in full swing. The mix of ten-
ants and available products and services will be geared 
toward urban and cultural tourists, office workers from 
around Potsdamer Platz, and Berlin residents. Mercato 
Metropolitano will be opening a community market in 
the shopping center as its new anchor tenant. Brookfield 
Properties, asset manager of Potsdamer Platz, and shop-
ping center operator ECE succeeded in securing the  

P
successful company from London for a space covering 
some 4,400 square meters. Mercato Metropolitano will 
be opening its first location in Germany here at Pots-
damer Platz in Berlin.

As a result of its repositioning, Potsdamer Platz Arkaden 
will be home to around 90 shops and flagship stores 
from well-known brands in the fields of technology, 
sports and entertainment, science and beauty, mobility 
and leisure, as well as dining. The existing retail spaces on 
the upper floor will be completely removed and replaced 
with impressive two-story facades to offer tenants new 
ways of presenting themselves and their products. 

46,000 m2
UNDER CONSTRUCTION 

Shopping  with international,  
upscale flair.
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Mercato Metropolitano’s community market will form 
the heart of the new concept. Here the company plans 
to offer a wide selection of freshly prepared, transpar-
ently sourced, handcrafted food products from the 
best local and international producers on two levels. 
Community involvement, start-up initiatives, and envi-
ronmental and social inclusion campaigns are also part 
of the company’s philosophy.  ⁄ ⁄

4,400 m2
FOR MERCATO 

METROPOLITANO  
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The new culinary hot spot in 
the heart of Berlin.

JONATHAN DOUGHTY, 
ECE’S DIRECTOR FOODSERVICE, 
LEISURE, AND PLACEMAKING

“We want to make the center a culinary hot spot for all 
of Berlin. By partnering with Mercato Metropolitano, we 
are taking a major step toward this goal and are very 
pleased to have secured the company for its fi rst loca-
tion in Germany. They are modern, innovative, and will 
become the heart of Potsdamer Platz.”

STEFFEN FRIEDLEIN, 
ECE’S MANAGING DIRECTOR 
LEASING

“As a result of the repositioning of Potsdamer 
Platz Arkaden, Berlin is gaining a contempo-
rary destination with international, upscale 
fl air. We aren’t just creating a new shopping 
mall here, but a location that will off er unfor-
gettable experiences and, as Berlin’s premier 
address for shopping and dining, will delight 
and inspire visitors again and again.”
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BEFORE PLANNED

A FOCUS ON 
CUSTOMERS
Operators will only be successful 
over the long term if they always 
keep their shopping centers up-
to-date. It’s a simple principle, 
but one that is often ignored.
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AFTER Recently refurbished:  
The Rhein-Neckar-Zentrum 

shopping center in Viernheim.
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eal estate may be considered a fixed asset, but 
it’s anything but fixed – it’s constantly changing,” 
says ECE CEO Alexander Otto. And this fact partic-
ularly applies to shopping centers. To ensure that 

they are always up-to-date, ECE continuously modernizes 
its centers as part of refurbishment projects and improves 
the range of services offered. 

“In addition to a varied retail mix, customers today expect 
a perfect shopping experience to include a high level of 
service, attractive dining options, and a pleasant, relaxing 
atmosphere in the center,” explains Joanna Fisher, ECE Man-
aging Director Center Management. To achieve this, ECE is 
implementing a wide variety of measures and initiatives – 
from improving the visitor experience through the “At Your 
Service” program to new, higher-quality dining concepts 
and additional entertainment offerings. 

Customer surveys show that the enhanced range of ser-
vices offered is well received and further improves visitor 
satisfaction with the centers (see info box on the right). It 
is important to look at each center individually, develop 
a suitable concept, and then decide which measures to 
implement together with the investors. 

There’s simply no one-size-fits-all solution. “There are a 
number of different measures available – from optimizing 
individual touchpoints along the customer journey, for 

R

A fascinating world full of 
unforgettable experiences: a 

restroom in Frankfurt’s MyZeil 
shopping center is designed as 

a bank vault.
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example new quiet zones in the mall, to completely 
repositioning and extensively refurbishing a center, as 
ECE has done with PEP in Munich and now plans to do 
with Potsdamer Platz Arkaden in Berlin,” explains Fisher.
ECE is currently implementing or planning major refur-
bishments in twelve centers. In addition to Potsdamer 
Platz Arkaden in Berlin, these include the Olympia 

shopping center in Munich and Hessen-Center in Frank-
furt, where a company named Loxity plans to open the 
fi rst self-storage facility in an ECE center. In addition, ECE 
took advantage of the coronavirus lockdown to contin-
ue implementing its “At Your Service” program, and the 
company intends to carry out service and enhancement 
measures in up to 60 centers by 2021.    ⁄ ⁄
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CUSTOMER
SATISFACTION
SIGNIFICANTLY IMPROVING AS A RESULT OF ECE’S 
AT YOUR SERVICE PROGRAM

Marktplatz-Center Neubrandenburg

SATISFACTION BEFORE AFTER

SERVICE OFFERING:
VERY GOOD AND GOOD

LEISURE OFFERING: 
VERY GOOD AND GOOD

77% 91%

75% 87%

Alstertal-Einkaufszentrum Hamburg

70% 84%

64% 83%

SATISFACTION BEFORE AFTER

SERVICE OFFERING:
VERY GOOD AND GOOD

LEISURE OFFERING: 
VERY GOOD AND GOOD



SHOPPING
CENTERS AS
OMNICHANNEL 
HUBS
At ECE, brick-and-mortar retail and 

e-commerce are growing together.
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SHOPPING
CENTERS AS
OMNICHANNEL 
HUBS
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* HDE Online Monitor 2019
** IFH Connected Commerce 2019 

C ustomers should be able to experience and 
enjoy shopping exactly how they want, and 
do so across all contact points – both online 

and offline. This is how ECE CEO Alexander Otto outlines the 
company’s vision. His goal is to transform the shopping cen-
ters operated by Europe’s market leader into one-of-a-kind, 
omnichannel retail platforms. For tenants, this represents 
growth potential in a challenging market environment. 
Investors benefit from long-term security.

Consumers’ purchasing behavior is changing dramatically 
– over 60 percent now plan their purchases from brick-and-
mortar retailers online ahead of time.* At the same time, 
around 35 percent want to hold their purchases in their 
hands on the same day.**

This is precisely where ECE’s digital initiative comes in. 
Through the use of intelligent technology, it makes mer-
chandise at retailers’ stores also available online – without 
customers having to forgo the shopping experience they 

Sebastian Baumann is responsible for the 
ongoing development of the company’s 

“connected commerce” activities within ECE’s 
Digital Innovation & Analytics unit.
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“WE MAKE PRODUCTS 
AT BRICK-AND-MORTAR 
STORES VISIBLE ONLINE”
THREE QUESTIONS FOR PHILIPP 
SEPEHR, ECE’S DIRECTOR DIGITAL 
INNOVATION & ANALYTICS

What goals is ECE pursuing with
its digital strategy?

Today we are long past the stage where the 
focus was on brick-and-mortar retail vs. the 
online world. That’s why we want to system-
atically transform our shopping centers from 
mere physical marketplaces into omnichan-
nel platforms for retailers and consumers. 
We make products at brick-and-mortar 
stores visible online, and in doing so, meet 
customer demands for a seamless connec-
tion between the online and offl  ine worlds.

Which technical challenges need to
be mastered in the process?

The technology behind the Digital Mall is 
the basis of our partnership with otto.de 
and, in the future, with other platforms. A 
requirement is that our retail partners’ entire 
product range be completely cataloged and 
visible in digital form online. This is not yet 
universally the case. We are in talks with 
many partners that have expressed an inter-
est. Our impression from these discussions is 
largely positive – it’s no longer a question of 
whether this is going to happen, but of when.

What comes next? 
What are your next steps?

On the one hand, we want to acquire addi-
tional partners and connect further stores. 
On the other hand, we are working hard to 
enhance the product in terms of generat-
ing sales and improving transactions. This 
includes activating the “Click & Collect” 
feature next, which allows users to purchase 
products directly via the platform. We are 
also planning to off er a “Ship from Store” 
option. Customers will then be able to enjoy 
same-day or even same-hour delivery. In this 
context, the shopping centers function as 
local warehouses and delivery hubs.

know and love. After all, surveys show that consumers 
want shopping centers to continue to exist in the future 
as places to shop, meet friends, and fi nd inspiration.

THE DIGITAL MALL – BROWSE ONLINE, SHOP OFFLINE

ECE’s Digital Mall makes retail partners’ products in stores 
at the centers available online for the fi rst time. Consum-
ers can use their local ECE shopping center’s website and 
app to browse the available range of products at numer-
ous stores there anytime, anywhere, and then buy the 
products they want at the physical store. In this context, 
both consumers and retailers benefi t from ECE’s extensive 
network of shopping centers in Germany, with almost 
60 percent of the country’s residents living less than 30 
minutes away from an ECE center. Following the launch 
of the Digital Mall and the successful pilot stage, the ECE 
centers are currently being added to the platform one 
after the other. 
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CONNECTED COMMERCE – ENHANCING BRICK-AND-
MORTAR RETAIL THROUGH ADDITIONAL ONLINE 
VISIBILITY

The technology behind the Digital Mall also forms the 
basis of the partnership with otto.de launched in August 
2019 – and, in the future, with other platforms. “Con-
nected commerce” combines ECE and OTTO’s shopping 
worlds into a joint retail platform, linking Germany’s 
largest brick-and-mortar shopping network with its 
second largest online retailer.

ECE’s retail partners can connect the merchandise 
available at their entire network of stores with otto.de 
– provided their product range is already listed on the 
site. As a result, they benefit from the additional online 

visibility that comes with an average of 1.6 million unique 
visits to otto.de every day. Participating retailers include Jack 
Wolfskin, Marc O’Polo, Levi’s, s.Oliver, Liebeskind, Comma, 
Ulla Popken, Brax, Reno, Edel-Optics, as well as MyToys, 
Sportscheck, and Lascana. The number of participating 
brands and retailers continues to grow. 

“Integrating our digital mall technology with otto.de creates 
a cross-channel combination of traditional retail and e-com-
merce that is unparalleled at this scale,” says Alexander Otto. 
The brick-and-mortar retailers benefit from the additional 
reach, while at the same time being able to fully exploit their 
advantages over e-commerce. And the service also brings 
additional visitors to the centers – such as customers who 
want more personalized assistance or want to purchase and 
pick up their desired product immediately.    ⁄     ⁄
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MELODY HARRIS-JENSBACH, 
CEO OF JACK WOLFSKIN

“The connected commerce partnership with 
ECE and the Otto Group is an important 
component of our omnichannel strategy. 
As a result, we are setting a new standard in 
cross-channel shopping, optimizing service 
for our customers, and increasing footfall in 
our German stores.” 
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ALEXANDER OTTO, 
CEO OF ECE

The shopping experience of the future will take place 
both online and offl  ine. In this joint project, we are 
combining our knowledge from both worlds and 
enhancing brick-and-mortar retail by expanding its 
reach online. This is truly a remarkable feat that has 
never been done before.”

ALEXANDER BIRKEN, 
CEO OF THE
OTTO GROUP

“Together with ECE, we have the opportunity 
to partner with brick-and-mortar retailers 
and brands throughout Germany and inte-
grate products from the single largest net-
work of shopping centers in the country into 
the otto.de platform.”



* IFH Connected Commerce 2019
** HDE Online Monitor 2019

78% 
OF THOSE SURVEYED BELIEVE RELIABLE AND PUNCTUAL DELIVERY 
OR PICKUP PLAY A PARTICULARLY IMPORTANT ROLE IN CONNECTED 
COMMERCE

I F H  S T U DY  R E V E A L S  B R O A D  ACC E P -
TA N C E  O F  CO N N E C T E D  CO M M E R C E 

A recent study by the IFH institute for retail research reveals broad 
public acceptance and a favorable opinion of connected commerce 
– as is the case with ECE’s Digital Mall and the connected commerce 
strategy the company is pursuing with OTTO. Some of the study’s 
key takeaways include*: 

67% 
OF THOSE SURVEYED ARE INTERESTED IN 
“CONNECTED COMMERCE” SERVICES.

56%
OF THOSE SURVEYED DISLIKE NOT BEING ABLE TO TRY OUT AND 
HANDLE PRODUCTS WHEN ORDERING ONLINE

30

#F
U

TU
R

EF
O

R
W

A
R

D



> 700 
CONNECTED STORES

> 2.8 M
ITEMS AVAILABLE ONLINE

European Inno-
vation Award 
FROM THE GERMAN COUNCIL 
OF SHOPPING CENTERS (2019)

“Silver Winner”
AT THE ICSC SOLAL MARKETING AWARDS IN THE 
“EMERGING TECHNOLOGY” CATEGORY (2018)

MAPIC Award
IN THE CATEGORY “BEST O2O STRATEGY” 
(ONLINE TO OFFLINE/2017)

> 50
CONNECTED
SHOPPING CENTERS

OF GERMANY’S POPULATION LIVES LESS THAN
30 MINUTES AWAY FROM AN ECE CENTER

60% 
61% 
OF BRICK-AND-MORTAR (NON-FOOD) SALES ARE 
PLANNED ONLINE**

75% 
OF CUSTOMERS WANT TO BE ABLE TO 
CHECK STORE AVAILABILITY ONLINE*

T H E  D I G I TA L  M A L L
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t manages four shopping center funds. Its 
portfolio is valued at approximately 5 billion 
euros and encompasses 24 centers in seven 
countries. As an independent institutional 

fund management company, ECE Real Estate Partners is 
the leader in Europe when it comes to shopping centers. 
The company aims to selectively expand its portfolio in 
the coming years, while simultaneously extending the 
business to other asset classes such as hotel properties.
“Nothing has changed our long-term strategy, not even 
the coronavirus pandemic,” says Volker Kraft, Managing 
Partner of ECE Real Estate Partners. Indeed, the company 
just launched a fourth fund and transferred a portfolio 
of three German shopping centers with a market value 
of 500 million euros to it. The new ECE Preferred Equity 
Fund (EPEF) was able to raise capital commitments of 
more than 100 million euros from institutional investors. 
In addition, ECE Real Estate Partners issued bonds with 
a total value of 100 million euros to finance the portfolio 
transaction. The Otto family remains an anchor investor in 
the shopping centers’ equity.

“The fund is geared toward investors with a long-term ho-
rizon who value high, regular dividend payments and, in 
light of the ongoing structural change in the retail sector, 
are simultaneously seeking to hedge risks,” explains Kraft. 
The portfolio contains three shopping centers with a high 
percentage of retailers that meet the basic needs of the 
surrounding communities: Linden-Center in Berlin, Hallen 
am Borsigturm in Berlin, and Marstall in Ludwigsburg. The 
properties were previously held by the ECE European Pri-
me Shopping Center Fund, which has invested extensively 

I in the modernization, expansion, and value enhancement 
of the shopping centers in recent years.

“Offering a wide range of daily necessities, these three 
centers have impressively demonstrated the stability and 
strength of neighborhood shopping centers as an asset 
class in recent months,” explains Kraft.

The ECE Progressive Income Growth Fund (EPIG Fund), 
launched in June 2019, also pursues an investment stra-
tegy geared toward stable, regular dividend payments. It 
launched with capital commitments from international 
institutional investors of more than 700 million euros 
and encompasses a portfolio of major shopping centers 
in Germany, Austria, Denmark, Poland, and Italy with a 
market value of more than 1.6 billion euros. These include 
Stern-Center in Potsdam, Loom in Bielefeld, Megalò in 
Chieti, G3 in Gerasdorf/Vienna, Galeria Kaskada in Stettin, 
and Rosengårdcentret in Odense. 

According to Kraft, the open-ended structure of the EPIG 
fund, with its unlimited term, permits a long-term invest-
ment strategy irrespective of current market cycles. “With 
our high-quality initial portfolio of dominant shopping 
centers in prime locations in growing cities, we are in an 
excellent starting position to generate consistent, attrac-
tive dividends for our investors over the coming years. In 
addition, we see attractive opportunities over the medium 
term on the path to transforming our shopping centers 
into omnichannel retail platforms,” says Kraft, looking to 
the future with confidence.    ⁄ ⁄

For ten years, leading institutional investors have 
been successfully investing with the Otto family in 
the funds managed by ECE Real Estate Partners.

EXPLOITING INVEST-
MENT OPPORTUNITIES

The Adigeo shopping center in Verona 
is part of the ECE Prime European 

Shopping Center Fund II portfolio.
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ECE REAL ESTATE PARTNERS

€ 5 Billion
TOTAL MARKET VALUE OF THE PORTFOLIO

24 
SHOPPING CENTERS

4 
FUNDS

7 
COUNTRIES

Expansion
TO OTHER ASSET CLASSES 
PLANNED
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MIXED USE, 
PLEASE!

Mixed-use concept for Budapest: ECE is planning an urban develop-
ment on a 35,000 m² plot of land in the Hungarian capital with offi  ces, 
a hotel, restaurants, and retail outlets.

Modern apartments, offi  ce spaces, and hotels in 
close proximity to restaurants, shopping, and leisure 
facilities – the future belongs to mixed-use concepts.
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tone has always been important in the real 
estate industry. And investment indicators 
have always focused on assessing the value 

of buildings. There is nothing fundamentally wrong with 
this approach, because of course we will continue to 
monitor the rents we earn on the buildings we invest in. 
However, a stronger focus needs to be placed on how to 
generate a sustainable cash flow. In light of the scarcity 
of prime locations, many investors are now turning their 
attention to less centrally located properties and areas 
where they expect to see some growth in the future. 
However, simply examining all of the relevant property 
data isn’t enough to make reliable forward-looking state-
ments. Instead, it takes a great deal of experience to ac-
curately assess the potential and dynamics of an urban 
and social infrastructure that has yet to be created.

The focus here isn’t on stone and amenities alone, but 
on placemaking – in other words, on arousing feelings 
and emotions. In recent years, this approach was first 
observed in the retail and shopping-center sector. In 
light of changing consumer preferences and constantly 
evolving user behavior, placemaking is now playing 
a key role in other asset classes as well. As simple and 
intuitive as placemaking sounds – its successful imple-
mentation is no easy task. Turning spaces and properties 
into desirable locations is a complex task that faces three 
main challenges. 

S First of all, the thorough curation of the product is of 
critical importance. Placemaking is ultimately about 
creating a desirable location. But people are different, 
which means there is more than one way to make a loca-
tion appealing. An urban environment can be desirable 
for numerous different reasons. It’s a complex network 
of features and ideas that shapes a space and makes it 
attractive. It’s no different with people – we like someone 
for a variety of reasons. Finding the right ways to create 
attractive spaces requires a combination of the proper 
analysis, experience, and creativity. The common goal is 
to develop a unique concept for the respective asset.

TURNING SPACES AND PROPERTIES INTO DESIRABLE 
LOCATIONS IS A COMPLEX TASK.

Once the relevant factors have been identified, the chal-
lenge is to translate them into individual measures. The 
complexity stems from the fact that the overall vision 
is greater than the focus on the building alone. ECE’s 
approach focuses on the entire customer journey, not 
just on the investment property itself – creating a space 
is about much more than just building and leasing. It’s 
also about answering questions: How do people move 
around? How do they live, eat, and play? Breathing life 
and character into a space requires expert knowledge 
and teamwork, as it involves a variety of fields, including 
urban planning, food and hospitality, interior design, 

AT HOME IN EVERY 
ASSET CLASS
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A lively urban environment consists of more than just 
stone – the right mix of uses is what counts. Successful 
mixed-use concepts combine retail, leisure, work, and 
living spaces and create attractive locations where peo-
ple can enjoy themselves. ECE has been at home in this 
field for more than 50 years. It possesses unique know-
ledge and expertise and has consolidated all of its expe-
rience in the company’s new Work & Live section.



Planned mixed-use urban 
development in Budapest.

HENRIE W. KÖTTER,
CHIEF INVESTMENT OFFICER
OF ECE

“ECE is using its decades of experience and 
placemaking expertise not only to the bene-
fi t of its investors, tenants, and customers in 
the retail sector, but also in other areas such 
as commercial, residential, hotel, and logis-
tics projects.”

art, communication networks, and much more. Setting 
priorities and drawing up measures is sometimes more 
of an art than a science – like trying to assess the impact 
of attractive landscaping in the courtyard on the prop-
erty’s net operating income (NOI) in terms of EUR/m². 
Or figuring out how to reduce the number of tenants 
that move out by investing in features that make up the 
social fabric of a space.

After all, operating the building is the other half of the 
equation. Finishing construction shouldn’t be seen as 
the end, but as the beginning of the process of creating 

an attractive space. Even if the beauty of a functioning 
space is that it generates its own energy through the 
community living in it, its smooth operation is still a top 
priority, as it provides the necessary framework. The 
following comparison illustrates this well: Although a play 
is ultimately performed by the people on the stage, the 
entire theater, including all of the different aspects such 
as marketing, commercialization, property management, 
community services, amenities, etc., must be actively 
managed by a reliable and knowledgeable partner who is 
committed and dedicated to the project.

FINISHING CONSTRUCTION SHOULDN’T BE SEEN AS 
THE END, BUT AS THE BEGINNING OF THE PROCESS OF 

CREATING AN ATTRACTIVE SPACE.

For strategic reasons, ECE has decided to use its decades 
of experience and placemaking expertise not only to the 
benefit of its investors, tenants, and customers in the re-
tail sector, but also in other areas such as commercial, res-
idential, hotel, and logistics projects. Often the combina-
tion of different uses is a good starting point, for example 
our plans for residential projects in the Olympia shopping 
center in Munich or Stern-Center in Potsdam, which we 
want to transform into dynamic, attractive places where 
people can shop, spend their free time, take advantage of 
community services, work in offices, and live.

A lively urban space consists of more than just stone – it’s 
a good investment, but also requires a competent, experi-
enced, and creative team to create and operate it.   ⁄ ⁄
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> 6,000  
APARTMENTS COMPLETED, 
PLANNED, AND UNDER  
MANAGEMENT

SPACES TO 
LIVE IN

CE develops in all segments of the residential 
sector – from subsidized apartments for rent 
to condominiums. The company’s skill set 
even includes entire urban districts. When 

planning a project, ECE always has all of the project’s partic-
ipants in mind – as well as sustainability. Often residential 
properties are also integrated into mixed-use concepts. At 
shopping center locations, they can add value for investors 
and at the same time strengthen the catchment area. Think-
ing about housing in new and smarter ways is the motto. 
Similar to the Bauhaus movement 100 years ago, the aim 
is to develop more efficient and flexible housing solutions 
that adapt to people’s current lifestyles and are simultane-
ously affordable.   ⁄ ⁄
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The “101 on Cleveland” apartment building  
in London will feature 88 high-quality  
condominiums, among other spaces. 
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Together with Art-Invest Real Estate and Dukelease, ECE 
is developing and constructing the “101 on Cleveland” 
apartment building in the heart of London’s West End. The 
building, which is scheduled for completion in 2021, will 
feature 88 high-quality condominiums, 3,500 m² of retail 
space, and 15 subsidized apartments. “We are convinced 
of the British real estate market’s long-term prospects. This 
project in London has given us the opportunity to become 
active in this promising market for the first time,” says  
Henrie W. Kötter, Chief Investment Officer of ECE.  ⁄  ⁄

LONDON 
CALLING!



ECE is expanding its residential activities in the Unit-
ed Kingdom with the acquisition of a total of 2,100 
residential units from the British build-to-rent developer 
Dandara in Birmingham, Leeds, and Manchester, the 
three largest and most economically powerful cities in 
England after London. Build-to-rent apartments are fully 
equipped and fully furnished residential units that offer 
various additional services. With this move, ECE is mak-
ing a strategic investment in a growth market. ECE plans 
to further expand its activities in this sector, including in 
other European countries.

The properties in Birmingham, Leeds, and Manchester 
are all centrally located and within easy reach of major 
office locations, infrastructure facilities, and retail outlets. 
They offer modern apartments of varying sizes with 
the comfort of a hotel and the feel of home, as well as a 
range of services including gyms, package acceptance, 
coworking areas, bicycle parking spaces, additional 
rooms that can be booked for meetings, events, or 
guests, and a 24-hour concierge service.

STRATEGIC ENTRY 
INTO THE BUILD-TO-
RENT SEGMENT

The modern apartments are 
fully furnished.

#F
U
TU

R
EF

O
R
W
A
R
D

42



“We are convinced that with our many years of expe-
rience and expertise in property management, we are 
also perfectly equipped to operate build-to-rent con-
cepts,” said Jan-Hendrik Walloch, Director Living at ECE, 
explaining why the company entered this new segment. 
“After all, expertise, industry knowledge, and an uncom-
promising customer focus are also critical when it comes 
to property management – and it is precisely these 
qualities that are deeply rooted in our DNA here  
at ECE.”  ⁄  ⁄

The build-to-rent property in Birmingham features more 
than 320 residential units in two buildings.

43

@
W

O
R

K
 &

 LIV
E

LIVING

HOTEL

OFFICE



Approx. 650
NEW APARTMENTS PLANNED
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The area around Stern-Center in Potsdam is being de-
veloped into a lively urban neighborhood, with 650 new 
apartments being constructed next to the shopping 
center on a parking lot that is no longer needed. Four 
modern high-rise buildings are planned, each around 
60 meters high and with varying facade designs to 
complete the existing ensemble. The high-quality and 
contemporary architectural concept also offers consider-
able flexibility for different apartment sizes and layouts 
in order to address different target demographics in a 
rapidly changing market. ⁄  ⁄

NEW RESIDENTIAL 
DEVELOPMENT  
ON A FORMER 
PARKING LOT



LIVING

HOTEL

OFFICE

MARC BLUM, 
DIRECTOR CREATIVE 
DESIGN AT ECE

“The ‘SternVillage’ at Stern-Center in 
Potsdam is a perfect example of how to ef-
fectively use potential space at a shopping 
center. The residential units being devel-
oped here will form the gateway to the sur-
rounding areas and will become an integral 
part of the future urban district. To achieve 
this, our Creative Design specialists, to-
gether with the city of Potsdam, conducted 
an elaborate architectural competition.” 
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 Four modern high-rise buildings 
are being constructed on former 

parking lots next to Stern-Center in 
Potsdam.



Together with partners, ECE developed the “Mitte Alto-
na” with 1,600 apartments on a former railway property 
in Hamburg. The new neighborhood is the largest 
urban development project in the city of Hamburg after 
HafenCity. In addition to residential buildings with subsi-
dized apartments, apartments for rent, and condomini-
ums, the new development includes a park, plazas, day 
care centers for children, and a school. The “Mitte Altona” 
is a low-car development that takes the special needs of 
inclusion into account.   ⁄  ⁄

AN INCLUSIVE 
URBAN 
DEVELOPMENT

ANDREAS DRESSEL, 
HAMBURG’S FINANCE SENATOR

“The Mitte Altona development is a new, 
livable urban neighborhood that the city 
of Hamburg created in collaboration with 
the experts from ECE. It off ers people from 
all backgrounds and social classes an af-
fordable home and is a fl agship project that 
meets the needs of a diverse and modern 
urban society.” 
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1,600 LIVING

HOTEL

OFFICE

APARTMENTS
IN HAMBURG-ALTONA

The new Mitte Altona devel-
opment off ers housing for 
people from all walks of life.
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TOP-THREE HOTEL 
DEVELOPER

CE continues to expand its activities 
in the “hotel properties” asset class. 
In partnership with various premium 
providers, the company is developing 

and building hotels at further prime locations. In doing 
so, the partners are creating buildings with impressive 
architecture and a modern atmosphere – while also 
keeping an eye on ideal access to the surrounding area’s 
transportation infrastructure. With more than 3,100 
hotel rooms completed, under construction, or in plan-
ning, ECE is one of the top three hotel developers in the 
German-speaking region.   ⁄  ⁄

E
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>3,100
HOTEL ROOMS COMPLETED  
AND PLANNED

49

@
W

O
R

K
 &

 LIV
E 

LIVING

HOTEL

OFFICE



The ECE Group is already one of the three largest 
developers of hotel properties in the German-speak-
ing region. Now the Otto family has acquired 25% of 
Ruby Hotels as part of an increase in the company’s 
capital stock. The group founded in 2013 to create 
“lean luxury hotels” already operates seven hotels, 
with ten more under construction or in planning. 
“Access to Ruby Hotels’ expertise as a hotel operator 
combined with our existing hotel development 
expertise puts us in an excellent position to invest 
even more heavily in hotel properties in the future,” 
says ECE CEO Alexander Otto. “Due to our highly 
fl exible room designs and architecture optimized 
for mixed use, we believe outstanding opportunities 
exist to add to or convert retail space in urban areas,” 
says Michael Struck, CEO of Ruby Hotels. Indeed, 
ECE had already succeeded in securing Ruby Hotels 
as a tenant for former offi  ce space in the Kö Galerie 
shopping center in Düsseldorf. ⁄ ⁄

STRATEGIC 
EXPANSION

MICHAEL STRUCK,
CEO OF RUBY HOTELS

“The partnership gives Ruby access to the 
ECE Group’s Pan-European network and 
development expertise. Due to our highly 
fl exible room designs and architecture op-
timized for mixed use, we believe outstand-
ing opportunities exist to add to or convert 
retail space in urban areas.”

RUBY LILLY HOTEL, 
MUNICH
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ASTRID SCHAFLEITNER,
DEPUTY HEAD OF
DEVELOPMENT, MOTEL ONE

“Since completing our fi rst hotel together, 
the Motel One Group and ECE have en-
joyed a successful partnership that con-
tinues to have a bright future. We focus 
on high-quality, modern hotel design in 
prime locations. With a professionally po-
sitioned partner like ECE, we can be sure 
that we will succeed.”

LIVING

HOTEL

OFFICE

MESSECITY,
COLOGNE

that we will succeed.”

Together with STRABAG Real Estate, ECE is building the 
seven-story “SOUTHERN CROSS” building at the center of 
the new MesseCity Cologne development, right next to 
the central plaza and the already occupied headquarters 
of the Zurich Group. This building off ers space for two 
hotels: a Motel One with more than 300 rooms and an 
Adina Apartment Hotel with around 170 studios and 
apartments. Both hotels are scheduled to open this fall. 
The entire hotel property has already been sold to a 
public real estate fund managed by DWS. ⁄  ⁄

TWO HOTELS 
UNDER ONE 
ROOF
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Handing completed buildings over on schedule is an 
integral part of ECE’s corporate philosophy, and it was no 
different with the Steigenberger Airport Hotel at the new 
Berlin-Brandenburg Airport (BER). Eight years ago, on time 
for the originally planned opening of BER in the summer 
of 2012, the newly built four-star superior hotel with 322 
rooms, meeting and conference rooms, international 
dining options, and a spa area was ready to go – perfectly 
prepared and all set to welcome its first guests. What hap-
pened next is history. But now the story will have a happy 
ending – the Steigenberger Airport Hotel is scheduled to 
finally open together with BER on October 31, 2020. And 
it will do so in a truly exceptional location – just 50 meters 
from the terminal. All’s well that ends well!  ⁄ ⁄

A HAPPY ENDING 
FOR THE AIRPORT 
HOTEL AT BER

FOUR-STAR 
SUPERIOR HOTEL
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What’s new about the concept of 
a multiparty agreement?

A multiparty agreement is unique in that it brings the 
many bilateral agreements that were previously in place 
together in a single document. A multiparty agreement 
brings all of the employees, companies, and procedures 
involved in the project together in a joint process. The 
objective is to optimize processes and to make con-
struction costs and schedules effi  cient and predictable 
for all parties involved. The target costs are defi ned 
at the beginning of the planning phase, and then the 
parties commence planning and construction together. 
If expenses fall below the budgeted amount, all of the 
contracting parties stand to benefi t. Likewise, the risk of 
the overall project is shared by all parties.

And ECE is the pioneer in Germany 
when it comes to this method?

Yes, this is the fi rst time that this form of partnership 
has been implemented in Germany. And ECE has been 
a key initiator and driving force behind this. This was 
triggered by the “TeamBuilding Initiative” we launched, 
which encompasses more than a dozen contractors, 
planners, and attorneys and is backed by renowned uni-
versities such as KIT – the Karlsruhe Institute of Technol-
ogy. In this context, we thought about ways in which we 
could promote a more collaborative approach and share 

our international experience in the fi eld of Integrated 
Project Delivery as the basis for a model in Germany. We 
then put the idea into practice in an ECE pilot project. 
Our goal, of course, is for the multiparty agreement to 
become the standard in the market over the medium 
term and that many companies will follow suit. 

What is the role of digital transformation 
in terms of this model’s feasibility?

The entire multiparty agreement model can only work 
in the digital world. It sets forth a 360-degree view of the 
entire project from day one. This means that when the 
fi rst line is drawn, a project partner can already know 
what impact this will have on costs or supply chains. The 
way the parties collaborate is also diff erent – we work 
together in an interdisciplinary coworking space that 
fosters a dialogue between all parties and contractors in-
volved. This is a completely new culture of collaboration 
in the construction industry.  ⁄ ⁄

The digital world is also opening up completely new op-
portunities and possibilities for the construction industry. 
One of the tools available is a “multiparty agreement” – an 
innovative model that ECE is the fi rst company to imple-
ment in Germany. In this interview, Markus Lentzler, 
Managing Director Architecture & Construction at ECE, 
explains how the multiparty model works and how it 
contributes to improving collaboration on complex 
construction projects between partners. 

MULTIPARTY AGREEMENTS IN 
THE CONSTRUCTION SECTOR: 
“ECE IS BOTH INITIATOR AND 
DRIVING FORCE IN GERMANY”
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REALISIERTE BÜROFLÄCHE

>1.2 MM m2
OFFICE SPACE COMPLETED 
AND PLANNED
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SPACE TO 
WORK

n collaboration with its customers, ECE 
develops modern and sustainable office 
concepts for flexible and alternative uses. 
The company’s track record speaks for 

itself, with ECE already completing development of more 
than 1.2 million m² of office space – from the initial idea 
to handing over the keys. ECE’s portfolio includes office 
buildings and corporate headquarters, such as for Philips 
in Hamburg, ThyssenKrupp in Essen, or the Zurich Group 
in Cologne.  ⁄ ⁄
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MesseCity Cologne: second phase of construction with the  
Centraal and Rossio office buildings.

Together with STRABAG Real Estate, ECE is developing the 
new MesseCity in Cologne – a modern business district 
featuring a mix of offices, hotels, restaurants, retail outlets, 
and recreational facilities. The Zurich Insurance Group is the 
development’s largest tenant, and already moved into its 
new headquarters for around 2,800 employees here. Now 
the second phase of construction is getting underway, with 
a further 51,000 m² spread over the two office buildings 
Centraal and Rossio. The site stands out thanks to its central 
location between the Köln Messe/Deutz train station and 
Koelnmesse exhibition center, among other reasons. ⁄  ⁄

MODERN DISTRICT 
NEAR COLOGNE  
EXHIBITION CENTER
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26,000 m2
OF NEW OFFICE SPACE IN HAMBURG

OFFICE

LIVING

HOTEL

MICHAEL WESTHAGEMANN, 
HAMBURG’S MINISTER OF ECONO-
MIC AFFAIRS AND INNOVATION

“I am pleased by the commitment and high 
degree of professionalism applied to this 
project, which is very important to Ham-
burg. Campus Hamburg plays a key role in 
strengthening Hamburg‘s position as a ban-
king center. There are many modern jobs 
being created here. Over the long term, the 
property off ers so much capacity for growth 
that there is almost no conceivable reason 
for a tenant to ever move out of here again.”

ECE is developing an offi  ce campus with a gross fl oor area of 
26,000 m² in Hamburg-Barmbek. Bank Deutsches Kraftfahrze-
uggewerbe (BDK) and Hanseatic Bank, two companies of the 
French Société Générale Group, will be the property’s main 
users. Warburg-HIH Invest Real Estate GmbH has purchased 
the offi  ce property, which is already under construction and 
is scheduled for completion in the spring of 2022.  ⁄  ⁄

CAMPUS FOR
SOCIÉTÉ 
GÉNÉRALE
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The Berlin-South Logistics Center is being built in a 
central location adjacent to the A 10 freeway.

Logistics is the future. E-commerce, 
in particular, is driving growth and 
creating considerable demand.

LOGISTICS CENTERS 
AT PRIME LOCATIONS 
WITH 24/7 OPERATION
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LOGISTICS CENTERS 
AT PRIME LOCATIONS 
WITH 24/7 OPERATION
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s an experienced player in the logistics 
segment, ECE has been developing 
ultramodern logistics facilities in prime 
locations that can be used around the 

clock for decades. In this respect, ECE can draw on its 
consolidated expertise gained from developing more 
than 1.3 million m² of logistics space. Its customers 
include the OTTO Group, Hermes, STILL, Siemens, and 
Kühne + Nagel. 

Thanks to flexible lease terms and customizable floor 
space sizes, ECE’s logistics properties are suitable for 
both single and multi-tenant use. The buildings are 
planned and designed to be highly flexible so that they 
can easily be adapted to new usage scenarios in the 
event of tenant changes. 

In addition to being highly versatile, the properties 
are also sustainable – ECE plans and develops all of its 

logistics properties to be extremely energy efficient and 
meet the highest sustainability standards. For example, 
renewable raw materials are used in construction. Photo-
voltaic systems, thermal insulation, and intelligent, LED-
based lighting concepts ensure that the buildings can be 
operated in an energy-efficient manner. Gold certification 
from the German Sustainable Building Council (DGNB) is 
the standard awarded to all new buildings.

“The high demand for logistics space, even during the 
coronavirus crisis, validates our strategy of further ex-
panding in this field. In this context, we view ourselves as 
a partner to local governments, tenants, and investors. We 
develop sites that create jobs and often lead to follow-up 
investments,” says Jan Röttgers, Director Logistics & Inter-
national at ECE.    ⁄  ⁄

A
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BERLIN-SOUTH LOGISTICS CENTER

ECE is currently building the Berlin-South Logistics Center 
in a prime location for logistics south of Berlin, with excel-
lent access to the Berliner Ring (A 10 freeway). Comple-
tion is scheduled for October 2020. The state-of-the-art 
property with 56,000 m² of rental space has already been 
fully leased on a long-term basis to the logistics service 
provider Ceva Logistics.    ⁄  ⁄

LOGISTICS SPACE 
COMPLETED AND PLANNED

> 1.3 MM m2  
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STUTTGART-HEILBRONN LOGISTICS CENTER

ECE is currently developing a 57,000 m² logistics 
property north of Heilbronn with access to the A 
81 freeway. Construction will be completed by the 
second quarter of 2022. The property consists of two 
buildings that can be divided into units of 10,000 m² 
or more. ⁄  ⁄
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LOGISTICS CENTER IN ANSBACH SUCCESSFULLY 
LAUNCHED

A new large-scale logistics site for Hermes Fulfilment 
and Hermes Einrichtungs Service entered operation at 
the end of May 2020. The 76,000 m² facility in Ansbach, 
Germany, was developed and constructed entirely by 
ECE. The international real estate investment manager 
Savills Investment Management has acquired the logistics 
center for its Savills IM European Logistics Fund 2.  ⁄ ⁄

LOGISTICS PROPERTY ON 
THE A 81 FREEWAY

57,000 m2  
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In the online age, the goal is to cultivate 

experiences that can’t be digitized. 

A look beyond our own backyard to China.

In the online age, the goal is to cultivate 

SPACES
WITH THE THE 
WOW
FACTOR
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ooking toward the future, ECE strives to 
think about shopping centers and their 
purpose in entirely new ways. To this end, 
the company often looks far beyond its 

European backyard – always on the lookout for inno-
vative ideas and concepts. In this process, China is one 
of the countries in focus, and with good reason – as the 
country undergoes rapid urban growth, it is also seeing 
demand for supply infrastructure increase, which in-
cludes shopping centers. 

As a result, a team from ECE’s Architecture & Construc-
tion section led by Xin Lu set off for the country with 

nearly 1.4 billion residents. Initial planning and construc-
tion agreements quickly developed from the early talks 
with well-known Chinese players and shopping center 
developers such as Vanke and Longfor – and this, in turn, 
led to the founding of an independent Chinese subsidiary 
in December 2019: ECE Shanghai Co., Ltd. The company 
is now preparing and carrying out more than 35 projects 
as a shopping center planning service provider. Four of 
them, the Longfor Paradise Walk in Chengdu, the Qibao 
Vanke Plaza in Shanghai, the Longfor Paradise Walk 
Minhang in Shanghai, and most recently, the Shanghai 
Jiading Incity, have already opened successfully – and to 
record visitor numbers. 

L

Opened in December 2019, the Longfor Paradise Walk 
Minhang in Shanghai is one of the latest shopping center 
projects successfully carried out by ECE Shanghai Co., Ltd.
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ECE recently founded its own subsidiary in 
Shanghai. What are the plans for China?

In China we’re active as an “International 
Designer” and have been able to secure a 
total of  more than 35 contracts there as a 
planning service provider since the begin-
ning of our activities in 2013. Four of our 
projects have already opened successfully. 
We recently began working for government 
clients such as China Resources Land, COFCO 
(Joy City), and China Overseas Shipping in 
Shanghai and Shenzhen, which will be the 
center of development in the coming years. 
Being able to play a part in shaping the fu-
ture here is something we are particularly 
proud of. It goes without saying that we 
want to build on this positive trend and, with 
our newly founded company ECE Shanghai 
Co., Ltd., solidify our position among the top 
five shopping center designers in China over 
the long term – which, despite our relatively 
small team, we already are among today.

What services does  
ECE Shanghai Co., Ltd. provide exactly?

As an “International Designer,” our job is to 
develop the architecture and interior design 
of shopping center buildings – in addition 
to facade design, interior design and story-
telling are our main fields of activity. In our 
view, these are the most important aspects 
for customers, as this is where the shopping 
center as a product can be experienced most 
clearly. Our Chinese shopping centers tell 
cultural stories from the respective region 
and offer customers opportunities to iden-
tify with them. We also have a wide range of 
entertainment and edutainment offerings; 
this is how we are transforming “points of 
sale” into innovative “points of experiences.”
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“WE DEVELOP POINTS 
OF EXPERIENCES”
THREE QUESTIONS FOR XIN LU, 
MANAGING DIRECTOR ECE EBP
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> 35
PROJECTS COMPLETED 
OR IN PROGRESS
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How can ECE stand out in the 
Chinese market?

What makes us fundamentally diff erent 
from our competitors is that we can draw 
on our experience from the successful de-
velopment of shopping centers and their 
management in our Chinese projects. And 
that gives us a distinct advantage with our 
clients – our interior design is always based 
on a “functional plan” because as they say: 
form follows function. Our service initiatives 
at the shopping centers in Germany – above 
all the “At Your Service” program and the 
Digital Mall – are also drawing considerable 
interest.

The fact that shopping centers are booming in China is 
not only due to the rapid growth of cities, but primarily to 
the diff erent concept and the associated functionality of 
the centers. In contrast to many German cities, shopping 
centers in China are woven into the urban environment 
with a strategically designed and intensive mixed-use 
concept. Shopping centers in China operate like small 
city neighborhoods – they off er cultural and recreational 
activities, childcare, lifestyle programs, and shopping all 
under one roof. The latter is even increasingly becoming 
a peripheral product in this age of e-commerce. The 
shopping mall is evolving from a point of sale to a point of 
experience. It is the place people go to meet very diff erent 
needs – one stop, all done. 

In this context, the focus is on the experience and the 
greatest possible appeal and convenience for customers. 
The visitor experience is becoming the primary value 
driver. The urban mall is a hub for modern life – with 
unforgettable experiences and “Instagram moments” 
included. In this context, storytelling also plays a critical 
role. With unique concepts and unexpected off erings, as 
third places, malls form an integral part of the city. They 
create a unique atmosphere as a brand that appeals to the 
residents of the city by actively capturing and celebrating 
regional distinctions. One example of this is the fl ower-
like design of the courtyards at the Longfor Paradise 

Walk – a reference to the fl ower poems typical of the city 
of Chengdu. Despite all of the sociocultural diff erences, 
many of the factors that make Chinese shopping centers 
successful can also be applied to the European market. 
For example, many German shopping centers are almost 
predestined to be integrated into the city as neighbor-
hoods, as they are in China. When modernizing a center, it 
is therefore important to reserve space for fl exible conver-
sions and thereby prepare the building for possible future 
uses. And another key insight is that in the online age, the 
most important thing is cultivate the experiences that 
can’t be digitized. Now that’s how you win the future.  ⁄ ⁄

Points of experiences – the customer 
journey begins as a memorable ex-
perience as soon as visitors arrive at 
the shopping center
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ASSUMING 
RESPONSIBI LITY
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ECE was responsible for the project management and design 
of the youth training center for Hamburg’s HSV soccer club. 
The project was made possible by a private donation of 10 

million euros from Alexander Otto.

Growth should always be sustainable – from 
an economic, social, and environmental
perspective. As a family-owned company, 
ECE assumes responsibility for society at large. 

ASSUMING 
RESPONSIBI LITY
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THINKING DIFFERENTLY,  
OPERATING EFFICIENTLY,  
CONSERVING RESOURCES

eal estate plays a central role in climate 
change, as the operation of buildings 
accounts for around one third of all CO2 
emissions in Germany. ECE is helping 

cities achieve their goal of reducing carbon emissions 
– increasing the energy efficiency of properties is the 
key here. This is accomplished primarily by reducing the 
amount of energy consumed by heating, cooling,  

lighting, and ventilation systems. To achieve this, ECE re-
lies on a host of different measures – including the use of 
energy-efficient lighting and intelligent lighting and ven-
tilation systems, the use of renewable energy sources, 
purchasing high-quality green power, and comprehen-
sive energy monitoring. The efficient use of resources is 
the guiding principle both at ECE headquarters and in 
the properties developed and managed by the company.

EV CHARGING   
STATIONS AT ECE 
SHOPPING  
CENTERS

> 300  

R
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OVER 300 CHARGING STATIONS FOR ELECTRIC 
VEHICLES AT ECE SHOPPING CENTERS 

Another major source of CO2 is the combustion engine. 
ECE supports the German government’s goal of increasing 
the percentage of electric cars on the road. To this end, ECE 
has already installed 239 charging stations for electric ve-
hicles at its shopping centers in Germany. This means visi-
tors can easily recharge their cars with eco-friendly green 
power while shopping. And ECE has also started to expand 
its charging infrastructure in other countries – 73 charging 
points already in operation at its centers abroad.  ⁄ ⁄

“WE CAN’T STOP NOW”

THREE QUESTIONS FOR 
MARIA HILL, DIRECTOR
SUSTAINABILITY & INTERNAL
SERVICES AT ECE

How is ECE positioned when 
it comes to sustainability?

Sustainability is in our DNA. ECE already 
gave this topic a permanent place in its or-
ganizational structure over a decade ago. In 
addition to the Director of Sustainability and 
a four-member sustainability team, there 
is at least one sustainability coordinator in 
every division who implements the strategy 
on an operative level in his or her area. An 
external sustainability advisory board also 
provides fresh input from outside.

What strategic approaches is 
ECE pursuing?

In order to achieve our climate targets and 
help shape measures taken across society, 
ECE is engaged in a dialog with politicians 
through various associations. At our sus-
tainability forum, we develop sustainable 
ideas and concepts together with our tenant 
partners to make the use of energy and 
resources as effi  cient as possible. This has 
resulted in the publication of four hand-
books that also serve to help our employees 
understand the subject matter and provide 
them with further training. In addition, we 
want to raise awareness of what each of us 
can do through numerous activities in our 
centers. And I’d be remiss not to mention our 
roundtables on sustainability issues, where 
we discuss diff erent topics related to sustain-
ability with investors and members of the 
construction industry.

What comes next?
Sustainability is one of the topics that will 
play a major role in future – especially in the 
real estate industry. We can’t stop now. This 
is why we are testing creative and innovative 
ideas such as the “anti-NOx facade” at our 
ECE campus in Hamburg, in order to acceler-
ate development even further.

73

@
SU

STA
IN

A
B

ILIT
Y



ombating climate change requires a 
change in thinking across society and 
the use of new technologies. ECE is 
open to new ideas and gives creative 

ideas and innovative technologies a chance. As such, the 
corporate campus in Hamburg-Poppenbüttel has de-
veloped into an innovation laboratory, because for ECE, 
combating climate change begins on its own doorstep.

ECE HEADQUARTERS 
IS INNOVATION 
CENTRAL

C
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CHP UNIT FOR ECE CAMPUS AND AEZ

A combined heat and power plant will be installed at 
the Alstertal-Einkaufszentrum (AEZ) shopping center by 
2021. This special CHP unit is powered by biogas from 
biomass and will generate electricity and heat using a 
gas engine in order to supply the AEZ and the neighbor-
ing ECE campus with heat in the future. The goal is to in-
crease the percentage of heat generated from renewable 
sources to 50 percent and to save around 1,400 tons of 
CO2 per year, which is equal to the annual emissions of 
around 500 mid-size cars in Germany with a yearly mile-
age of 20,000 km.  ⁄ ⁄

ECE TESTS WORLD’S FIRST TEXTILE FACADE THAT 
BINDS NITROGEN OXIDES

In February 2020, a textile facade coated with nano- 
titanium oxide was installed on an office building at 
ECE headquarters. It binds harmful nitrogen oxides that 
are produced by exhaust fumes from the nearby main 
road. In addition, the facade also helps reduce the ECE 
office building’s carbon emissions – studies have shown 
that the innovative building envelope can reduce the 
amount of cooling needed as a result of the sunshine in 
the summer by up to 78 percent. The goal of the pilot 
project is to research sustainable building envelopes 
and test them in the real world. To achieve this, digital 
measuring technology was installed to determine the 
nitrogen oxide filter performance under real conditions. 
RWTH Aachen University is providing scientific support 
throughout the project. 

THIS INNOVATIVE  
TEXTILE FACADE 
BINDS NITROGEN  
OXIDES
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SUSTAINABILITY 
IN FIGURES

100% 
green power used at shopping 
centers in Germany
(and ECE headquarters)

Sustainability 
forums 
as a platform for dialog with 
tenant partners

4 handbooks 
for greater sustainability during construction, 
operation, and interior store design as well as 
electric vehicles at shopping centers

50% 
of all visitors travel to centers using a low-
emission option such as public transportation, 
bikes, or walking

-79% 
CO2 emissions as a result of 
switching the centers from 
conventional to green power*

-165,000 t 
CO2 through the use of green 
power (compared to an assumption 
of 100% use of conventional power 
at all centers)

16 
sustainability managers at ECE

7 
photovoltaic systems in use 
(6 at centers, 1 at ECE campus)

100 
DGNB, LEED, and BREEAM certifi cations 
for ECE properties

10,000 
green lease agreements for 
sustainable lease areas

* Including reduction of electricity consumption by 3%.
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ntrepreneur Alexander Otto and ECE 
are committed to urban diversity and 
an inclusive society. ECE and the Otto 
family support projects from all areas 

of society, with funding usually provided through the 
foundations associated with them. ECE supplements 
the foundations’ financial support on a project-by-proj-
ect basis by contributing its comprehensive real estate 
expertise. Two recent examples from Hamburg and 
Schwerin illustrate how this model works.

WORKING FOR  
PEOPLE AND CITIES

E



ECE architect Marlene Wetzel 
headed up design planning for 
the Am Rothenbaum project.
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HAMBURG: MODERN DESIGN FOR THE  
AM ROTHENBAUM TENNIS STADIUM

Thanks to Alexander Otto’s personal involvement and his 
sports foundation, the time-honored Am Rothenbaum 
tennis facility in Hamburg underwent an extensive mod-
ernization. ECE was responsible for design planning and 
project management. Within the scope of the project, the 
facility’s roof, the stadium seats, the Walk of Champions, 
the entrance and plaza area, the training grounds, the 
public toilets, and the signage were all refurbished.  



SCHWERIN: MODERNIZATION OF THE STATE MUSEUM

ECE is using the expertise it gained during the mod-
ernization of the Hamburger Kunsthalle art gallery for 
the modernization of the Staatliches Museum Schwer-
in (State Museum Schwerin). In compliance with the 
strict regulations governing the protection of historical 
monuments, the interior design and functionality of the 
museum is being significantly enhanced. As was previ-
ously the case with the Hamburger Kunsthalle project, 
ECE is also responsible for design planning and project 
management in Schwerin. The objective of this project 
is, similarly, to improve the situation in the reception 
area, to create a tour of the exhibition, to free up more 
space for exhibits, and to centralize and upgrade the 
service facilities. The Dorit & Alexander Otto Foundation 
is providing extensive funding for this purpose.  ⁄ ⁄

Alexander Otto 
and Minister- 

President Manuela 
Schwesig.
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In 2016, ECE modernized the Ham-
burg Kunsthalle art gallery.  

Most of the modernization mea-
sures were financed by the Dorit & 

 Alexander Otto Foundation.
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Welcome to your

idea of working

ECE AS AN 
EMPLOYER
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ECE AS AN 
EMPLOYER
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elping excellent employees develop their 
personal and professional skills, unleashing 
their potential through challenging projects, 
and providing in-depth vocational and 

advanced training for young talents – these are ECE’s goals 
as an employer. In this context, the company also off ers 
the ideal conditions to achieve a high level of employee 
satisfaction. With a suite of benefi ts that help employees 
achieve a healthy work-life balance, excellent support and 
training programs off ered by the in-house ECE Academy, 
and a culture of mutual appreciation, ECE has positioned 
itself as a top employer in the real estate industry for many 
years. 

“Our success is, to a large extent, built on our ability to 
attract and retain outstanding employees. As an employer, 
we’re constantly evolving in order to continue off ering our 
highly motivated employees an attractive overall package,” 
says Claudia Theisel, Director HR at ECE.

H

EMPLOYEES,
INCLUDING
OVER 2,500
IN GERMANY

3,400 

3.0 
AVERAGE NUMBER OF DAYS EMPLOYEES
IN GERMANY PARTICIPATED 
IN ADVANCED TRAINING IN 2019

27% 
PERCENTAGE OF MANAGEMENT
POSITIONS HELD BY WOMEN
(INCL. TECHNIC AL MANAGERS)
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CONTINUOUS DEVELOPMENT

Promoting excellence is ECE’s philosophy when it comes to 
supporting the continuous development of its employees. 
The company’s approach to learning combines challenging 
assignments and projects while on the job, personal responsi-
bility while learning from others, and special programs at the 
in-house ECE Academy. This is what allows the company to 
off er a best-in-class level of learning tailored to each employ-
ee’s career level and position. Whether project management 
techniques, digital language training, formats for sharing 
specialized knowledge, agile coaching, or special executive 
development programs, employees can fi nd a wide range of 
development opportunities at the ECE Academy tailored to 
their individual objectives. 

FLEXIBLE AND REMOTE WORK

In order to respond to customer wishes with greater fl exi-
bility, but also to help employees achieve a better work-life 
balance, the family-owned company has off ered the ability to 
work remotely for several years now. Equipped with a laptop 
and a smartphone, ECE employees are largely free to decide 
when and from where they can best perform their respective 
tasks. This off ers them a great deal of freedom in terms of 
where and when they work and effi  ciently collaborate with 
their colleagues. The importance of investing in state-of-the-
art technical equipment and the company’s years of experi-
ence in remote work became particularly apparent during the 
coronavirus crisis – thanks to their fl exibility and dedication, 
ECE employees were able to continue to make progress on 
their projects from home. By off ering the ability to work re-
motely, ECE wants to continue to promote the independence, 
individual performance, and personal responsibility of its 
employees in the future.

SUPPORTING YOUNG TALENTS

The objective of the Young Talents@ECE program is to identify 
talented young potential employees, recruit them to ECE, 
and then provide them with targeted support. Through this 
program, the company helps its trainees, interns, degree stu-
dents participating in work-study programs, and vocational 
trainees launch their careers, network, and remain loyal to the 
company. Specifi c activities include regular interdisciplinary 
events, joint training courses and specialist lectures, tours 
of shopping centers or construction sites, and a dedicated 
group in which they can interact with each other via social 
media. Through these measures, the company off ers “high 
potentials” added value and remains in contact with this 
target audience over the long term. ECE cooperates with 
numerous universities to ensure that young talents become 
aware of ECE and can get to know the company during 
their studies. ECE also actively participates in guest lectures, 
professional discussion groups, career events, excursions, and 
case studies – for example at the Hamburg School of Business 
Administration and HafenCity University in Hamburg, the EBS 
Universität für Wirtschaft und Recht in Oestrich-Winkel, the 
International Real Estate Business School at the University of 
Regensburg, and the Nordakademie University of Applied 
Sciences in Elmshorn.

744 
NUMBER OF SEMINARS ATTENDED
BY EMPLOYEES IN 2019.

92% 
RETURN RATE AFTER 
PARENTAL LEAVE 
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WORK-LIFE BALANCE

Demanding and encouraging excellence, but also cre-
ating opportunities for employees to enjoy their private 
lives – as a family-owned business, providing diff erent 
options to achieve a better work-life balance is import-
ant to ECE. With specifi c measures such as the company’s 
partnership with pme Familienservice, the childcare al-
lowance, the in-house gym, fl exible working hours, or its 
excellent pension plan, ECE helps its employees achieve 
the best possible balance between their professional 
and private lives according to their personal needs. 

FINDING THE BEST 

At a time when companies are facing a lack of skilled 
employees, it is essential that ECE can continue to fi nd 
the very best and brightest individuals and impress 
them as an employer. In addition to proven recruitment 
and HR marketing measures, the company is also going 
in new directions, for example with its corporate infl u-
encers. These employees are responsible for providing 
direct impressions of everyday working life at ECE via 
social media, thereby reaching potential applicants and 
getting them excited about ECE as an employer. To do 
so, participating employees from Asset Management, 
Leasing, Center Management, and IT use their personal 
social media profi les to post about their respective ca-
reers, current projects they’re working on, and about life 
on and around the ECE campus and at their shopping 
center. By doing so, they give potential applicants and 
interested parties an authentic look behind the scenes 
and provide personal impressions of their day-to-day 
work. Another advantage for potential candidates is that 
they can get in touch with the corporate infl uencers 
directly via social media and easily chat with them about 
their respective careers. In doing so, the corporate infl u-
encers can convince potential candidates of the benefi ts 
of working for ECE.  ⁄ ⁄

HEALTH AND OCCUPATIONAL SAFETY 

ECE implements specifi c measures to promote the 
health and safety of its employees. Active preventive 
measures include health courses at ECE’s “Unser Sport-
platz” fi tness lounge, training sessions and lectures 
on stress management, consultations with company 
doctors, and ergonomic workstations. ECE employees 
throughout Germany have access to the comprehen-
sive services in the fi elds of occupational safety and 
occupational health off ered by the service provider 
aktiv.net.

Top Employer 2020
FOR AN ATTRACTIVE WORK ENVIRONMENT WITH BENEFITS 
THAT HELP EMPLOYEES ACHIEVE A HEALTHY WORK-LIFE 
BALANCE, CAREER DEVELOPMENT OPPORTUNITIES, AND 
SOCIAL RESPONSIBILITY

audit berufundfamilie 
since 2012
FOR THE EFFECTIVE, LONG-TERM IMPLEMENTATION OF A FAMI-
LY-FRIENDLY HR POLICY

kununu Top Company
FOR EMPLOYERS WITH AN ABOVE-AVERAGE RATING ON 
KUNUNU.DE

Fair Company 2020
FOR OUTSTANDING CAREER COUNSELING AND THE FAIR TREAT-
MENT OF COLLEGE INTERNS

Trendence Trainee 
Award 2020
FOR FAIR AND HIGH-QUALITY IN-HOUSE TRAINEE PROGRAMS

AWARD-WINNING

ECE’s success is based on high employee satisfaction and 
the company’s appeal to motivated young talents. The 
company’s holistic HR policy has been recognized with 
numerous awards: 
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“In line with the changing face of 

urban environments, mixed-use 

concepts combine shopping, 

dining options, recreational 

activities, offi  ce and residential 

space, and even hotels. ECE is fre-

quently one of the few developers 

who can achieve this harmony – 

and all from a single source.”

“In line with the changing face of 

urban environments, mixed-use 

concepts combine shopping, 

dining options, recreational 

activities, offi  ce and residential 

space, and even hotels. ECE is fre-

quently one of the few developers 

who can achieve this harmony – 

and all from a single source.”

Iris Schöberl holds the position of Managing Director
Germany at the real estate investment specialist BMO Real 
Estate Partners and is a member of ECE’s advisory board. 
In this interview, she explains why mixed use is essential 
to the shopping center of the future and what opportuni-
ties the digital world has to off er the retail sector.

“FINDING THE RIGHT 
ANSWERS TO IMPORT-
ANT QUESTIONS”
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The structural change in the retail sector is progressing 
rapidly – further accelerated and intensifi ed by the coro-

navirus pandemic. Shopping centers are also increasingly 
facing pressure. Do shopping malls have a future? 

Every shopping center is currently undergoing a period of 
transformation. Textiles’ share of the total space is declining, 
but centers now off er more dining options, more entertain-
ment, and more service – in short, a higher-quality visitor ex-
perience. There will be some rationalizations here and there, 
which may also lead to some of the spaces being converted to 
other uses. Nevertheless, the shopping center is and remains 
a destination. It has its raison d'être and its fi xed place in the 
shopping universe.

Is the current skepticism toward 
retail property exaggerated?

Yes, the skepticism is completely exaggerated. The newfound 
heterogeneity of usage options is a particularly clear indica-
tion of how versatile retail real estate can be – and already is in 
many places, the keyword here being “mixed use.” In line with 
the changing face of urban environments, mixed-use proper-
ties combine shopping, dining options, recreational activities, 
offi  ce and residential space, and even hotels. ECE is frequently 
one of the few developers who can achieve this harmony – 
and all from a single source.

Which properties will be successful in the future?
Those that are designed to meet the needs and requirements 
of the users, the people. In other words, those that are capable 
of providing the right answers to the important questions 
over the long term, such as: How do I want to live? How do I 
want to spend my time?

What do developers and investors need 
to pay particular attention to?

Flexibility of use is the key. After all, needs and requirements 
change. The trick is to facilitate this fl exibility and thinking 
from the user’s point of view, without neglecting the mun-
dane – but no less important – issues. Realistically assessing 
rental trends and re-leasing potential, sound management 
and the right instinct when selecting tenants, and the ability 
to draw up professional lease agreements – these are all im-
portant aspects.

What role does sustainability play?
Sustainability is playing an increasingly important role. With 
an eye on combating climate change as well as the issue of 
carbon pricing, for example, alternative power generation can 
be a way to save money and reduce CO2 emissions, especially 
for shopping centers. Innovative waste and logistics concepts 
can also have a positive impact.

What opportunities does the digital world off er 
for brick-and-mortar retail?

There is still some fi ne-tuning that needs to take place be-
tween e-commerce and conventional retail. Brick-and-mortar 
stores often still lack an open-minded attitude toward change 

and an interest in innovation, and yet an omnichannel approach 
off ers so many ways to attract customers to the store. Even die-
hard online shoppers see the advantages of picking up their or-
der from the store – if they don’t like what they bought, they see 
it right away, saving themselves the eff ort of packing the prod-
uct back up and taking it to the post offi  ce. Many retailers also 
off er shoppers the ability to exchange merchandise purchased 
online at the store. And if the customer comes to the store, 
there’s also a chance that they’ll fi nd another product that they 
like. From the customer’s point of view, the selection and variety 
of products are what counts – combined with the best possible 
service. Convenience is king.

What can cities do to make themselves more attractive?
The city of the future is a city featuring vibrant, mixed-use 
neighborhoods. A city of short distances that off ers decisive ad-
vantages – especially in times like these. Nevertheless, cities still 
need to continue actively investing in the appeal
of their downtown areas. The focus here is on cleanliness and 
safety. Improving local public transportation also plays a role 
that can’t be underestimated, as does off ering special “Sunday 
Shopping” events throughout the year. And last but not least, 
fl exibility and speed in approving zoning change applications is 
crucial in the event of user changes.

What does a perfect shopping experience 
look like for you personally?

I travel to the city – either by car, if parking spaces are available, 
or by public transportation. I stroll down the main shopping 
street and through the downtown shopping center to fi nd 
inspiration – be it clothing, shoes, or lifestyle products. I fi nd a 
friendly sales representative and can hopefully purchase several 
items that I like at once from the same store. At that point, I’m 
worn out and need a coff ee and piece of cake to recover.

Last question: women in management positions – what 
progress is being made in the real estate industry?

Woman are an unstoppable force. I’m certain that we will fi nd 
many more talented and amazing women in management posi-
tions in the future.   ⁄ ⁄
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ECE KEY FACTS

1.2 MM m2 
OFFICE SPACE
(COMPLETED AND PLANNED)

6,000 
APARTMENTS  (COMPLETED, PLANNED, 
UNDER MANAGEMENT)

LOGISTICS SPACE
(COMPLETED AND PLANNED)

MM m2 1.3 

10 
SUBSIDIARIES FAMILY-RUN BUSINESS

100%

HOTEL ROOMS 
(COMPLETED AND PLANNED)

3,100 

3,400
employees

12 
COUNTRIES

CONSTRUCTION AND 
PLANNING VOLUME

€2
.8

 B
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SHOPS
20,000

7

SUSTAINABILITY

3,400
employees

Approx. 200 
CENTERS UNDER MANAGEMENT

€ 22.7 B 
RETAIL SALES AT THE CENTERS

+2.0% SALES (2019 VS. 2018)

€ 33.3 B 
ASSETS UNDER MANAGEMENT

MM m2
SALES AREA

4 MM
VISITORS/DAY

+1.6% FOOTFALL
(2019 VS. 2018)

100 certifi cations
DGNB, LEED, AND BREEAM 
CERTIFICATIONS FOR ECE PROPERTIES

10,000 
GREEN LEASE AGREEMENTS

300 
CHARGING STATIONS

100% 
GREEN ENERGY AT ALL 
CENTERS IN GERMANY
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PERFORMANCE BASED 
ON GRI STANDARDS

CE’s sustainability strategy focuses on 
a long-term approach and ongoing 
accountability, as the company is active 
not only in project development but also 

as a landlord and property manager, meaning it assumes 
responsibility for the long term. This has an impact on 
real estate planning and management and encompasses 
visitors, tenants, and investors, as well as other effects of 
the company’s business activities. As an integrative part 
of urban planning, ECE wants to provide solutions to 
help cities achieve their goals of reducing CO2 emissions.

To this end, ECE has clearly defined sustainability man-
agement structures, the core of which is a sustainability 
team consisting of a Sustainability Expert, Sustainability 
Manager, and Sustainability Team Leader. The latter 
reports to the Director Sustainability & Internal Ser-
vices, who in turn acts as the point of contact for the 
eight-member ECE board – which includes the CEO. 
In addition, ECE has twelve sustainability coordinators 
from different sections who ensure that sustainability 
remains top of mind throughout the entire company. 
The Sustainability Team and the Director Sustainability 
& Internal Services strategically manage all of ECE’s 
sustainability activities and monitor the social, econom-
ic, and political environment. In addition, they promote 
knowledge sharing within the company, coordinate 
sustainability projects throughout the group, and 
document progress to the board at least once every six 
months. Furthermore, an external sustainability advisory 
board has been monitoring ECE’s sustainability activities 
since 2011. ECE maintains a dialog with its stakeholders 
to ensure that its sustainability strategy continues to 

evolve and improve. The focus here is on tenant partners, 
investors, and visitors to the centers. 

BECOMING MORE SUSTAINABLE TOGETHER
 GRI 102-43

ECE promotes a continuous dialog with its stakeholders 
through a variety of different formats. Information on 
sustainability activities is provided to employees on a 
regular basis, for example on a dedicated page on the in-
tranet or through a communication campaign featuring 
the “Sustainables,” ECE’s sustainability heroes who were 
designated as such to raise employees’ awareness of 
the issue. In addition, ECE has been sharing information 
on sustainability with tenants via two different formats 
since 2013: at the Retail Technical Meeting’s annual 
events, where the focus is on technical topics such as 
energy efficiency and certification criteria, and at the 
sustainability forum, which focuses on joint workshops 
and knowledge sharing. To foster an ongoing dialog with 
investors, ECE also invites them to its roundtable event 
to discuss political regulations. Visitors can learn about 
the individual shopping centers’ sustainability activities 
on their websites, and “Umdenkzettel” posters hanging 
in the centers call attention to the topic and what ECE is 
doing to become a more sustainable company. 

Sustainability management at ECE includes regularly 
integrating stakeholders into the process. This is why ECE 
once again collected data on the relevant stakeholders’ 
views on sustainability through a survey of tenants, visi-
tors, and investors in 2020.  ⁄ ⁄

E
 GRI 102-40, 102-42

 GRI 102-44, 102-46, 102-47

Identification of potentially material sustainability topics
Comparison with standards in the real estate sector/comparison with ECE business model

Impact of ECE

Internal workshop to assess the business rele-
vance of sustainability topics

Business success

Building quality, 
quality of visitor 
experience, and 
quality of location

Strategic 
sustainability 
aspects

Corruption
Energy efficiency 
and climate

Relevance for stakeholders

Survey of important stakeholder groups

Visitors
 Tenants

Employees
Investors
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MATERIALITY ASSESSMENT
 GRI 102-44, 102-46, 102-47, 102-49

Based on a multistage materiality and impact assess-
ment, ECE defi ned and evaluated sustainability topics 
relevant to the company from both an external stake-
holder and internal perspective. As a result, “energy ef-

fi ciency and climate,” “corruption,” and “building quality, 
quality of visitor experience, and quality of location” 
form the primary focus of ECE’s sustainability eff orts and 
are grouped into three main areas of activity.

MATERIAL ASPECTS
 GRI 102-47

Based on the materiality assessment, the company iden-
tifi ed the following aspects as material for reporting pur-
poses and assessed their impact. They can be categorized 
into corresponding sustainability topics according to the 
Global Reporting Initiative (GRI) framework:
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IMPACT OF ECE

Less relevance and impact

Gre
ater im

pact

G
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Corruption

Energy effi  ciency
Emissions

Renewable 
energy

Diversity and equal 
opportunity

Use of materials/
resources

Health/safety/
well-being

Social and environmental 
standards in the supply chain

Waste effi  ciency

Local community 
engagement

Building quality, quality of visitor expe-
rience, quality of location, and mobility

Corruption Building quality, quality 
of visitor experience, and 
quality of location

Energy effi  ciency 
and climate

∙ Anti-corruption
∙ Compliance

∙ Customer health and safety
∙ Impact on health and safety
∙ Local communities

∙ Energy effi  ciency
∙ Renewable energy
∙ Emissions

93



#F
U
TU

R
EF

O
R
W
A
R
D

94

*Excluding inactive employees.

Number of ECE employees 2018 2019

Full-time, total 2,665 2,571

Full-time, women 1,075 1,025

Full-time, men 1,590  1,546

Part-time, total 672 719

Part-time, women 628  664

Part-time, men 44 55

Inactive, total 107 131

Inactive, women 88  106

Inactive, men 19 25

Vocational trainees, total 28 29

Vocational trainees, women 17 21

Vocational trainees, men 11 8

Permanent contract, total 3,383 3,219

Permanent contract, women 1,746  1,654

Permanent contract, men 1,637 1,565

Temporary contract, total - 202

Temporary contract, 
women*

- 141

Temporary contract, men* - 61

1. EMPLOYEES BY TYPE OF EMPLOYMENT  
(AS OF DECEMBER 31)

* The figures as of the reporting date of December 31, 2018 cannot be deter-
mined retroactively for temporary employment contracts concluded in 2018.
The company does not have any employees subject to collective bargaining 
agreements.

Number of ECE employees 2018 2019

National 2,548 2,584

International 896 837

At headquarters* 1,359 1,363

Total workforce 3,444 3,421

Women 1,791 1,795

Men 1,653 1,626

2. EMPLOYEES BY REGION  
(AS OF DECEMBER 31)

Number of ECE employees 2018 2019

Women 50+ 462 489

Men 50+ 523 560

Women 40–49 541 543

Men 40–49 531 509

Women 30–39 542 506

Men 30–39 461 428

Women under 30 246 257

Men under 30 138 129

3. EMPLOYEE AGE STRUCTURE 
(AS OF DECEMBER 31) 

4. NEW EMPLOYEES BY REGION AND GENDER (ANNUALIZED)
 GRI 102-41

ECE hired a total of 411 new employees in 2019 (2018: 373), while 
457 left the company (2018: 475). The turnover rate stood at 13.1 
percent (2018: 13.4 percent).

ECE offers its employees a company pension plan, parental leave, 
and a group accident insurance policy including disability and 
invalidity coverage for employees in specific positions. Employees 
with temporary contracts can also participate in the company 
pension plan.

Number of ECE employees 2018 2019

New hires, women, national 146 140

New hires, men, national 109 135

New hires, women,  international 70 84

New hires, men, international 48 52

New hires, women, headquarters 88 85

New hires, men, headquarters 54 67

New hires, women, total 216 224

New hires, men, total 157 187
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6. EMPLOYEE TURNOVER RATE (ANNUALIZED)

Rate [%] 2018 2019

Employee turnover, national 11.0% 10.7%

Employee turnover, international 20.0% 20.4%

Employee turnover, total 13.4% 13.1%

5. EMPLOYEE DEPARTURES BY REGION AND GENDER 
(ANNUALIZED) 

Number of ECE employees 2018 2019

Departures, women, national 148 144

Departures, men, national 140 133

Departures, women, international 110 88

Departures, men, international 77 92

Departures, women, headquarters 72 73

Departures, men, headquarters 59 61

Departures, women, total 258 232

Departures, men, total 217 225

7. SICK LEAVE RATE (ANNUALIZED) 

Rate [%] 2018 2019

Sick leave rate, national 4.0% 3.6%

9. WOMEN IN MANAGEMENT POSITIONS
(AS OF DECEMBER 31)

Rate [%] 2018 2019

Women in management  
positions, total

28.7% 27.1%

– Team leader 55.7% 55.6%

– Technical Manager 0.8% 0.8%

– HoD/CM 40.9% 39.6%

– Director/Senior Director 19.7% 16.4%

– Managing Director 28.6% 28.6%

Number of ECE employees 2018 2019

On parental leave, total 221 220

Women 166 170

Men 55 50

Returned from parental leave 202 203

Women 148 157

Men 54 46

Return rate (women) 89.2% 92.4%

Return rate (men) 98.2% 92.0%

Returned from parental leave 
and are still with the company 
after 12 months

187 197

Women 141 154

Men 46 43

Retention rate (women) 84.9% 90.6%

Retention rate (men) 83.6% 86.0%

8. PARENTAL LEAVE (ANNUALIZED)



TOTAL CONSUMP-
TION, ECE HEAD-
QUARTERS (IN 
MWH)

2018 2019
DIFFERENCE TO 

PRIOR YEAR

Power 2,541.83 2,323.02 -8.6

District heating 4,314.60 4,224.90 -2.1

Gas 470.03 494.464 5.2

S P E C I F I C CO N -
S U M PT I O N,
E C E C E N T E R S 
( K W H/M2)

2018 2019
DIFFERENCE 

TO PRIOR 
YEAR IN %

Power 12.03 11.67 -3.0

Heating 3.79 3.82 0.9

Gas 15.82 15.49 -2.1

TOTA L CO N -
S U M PT I O N, 
E C E C E N T E R S 
( I N M W H )

2018 2019
DIFFERENCE 

TO PRIOR 
YEAR IN %

Power 325,247.00 315,334.153 -3.0

District heating 160,963.50 161,584.859 0.4

Gas 63,761.89 65,170.309 2.2

The figures are not adjusted for climate conditions.

Large-scale modernization measures and the installation of energy-
efficient LED lighting are helping continuously reduce the amount 
of electricity consumed.

All of ECE’s shopping centers in Germany were powered by green 
electricity in 2019. Data was projected based on two previous 
annual cycles.

limate change not only poses major challenges for 
companies, it also aff ects every individual’s quality 
of life – now and in the future. Real estate plays 
a key role in this regard. In Germany, buildings 

account for approximately one third of CO2 emissions nationwide. 

As an integrative part of urban planning, ECE wants to provide 
solutions to help cities achieve their goals of reducing CO2 emis-
sions. In this context, energy effi  ciency plays an important role. Af-
ter all, properties consume energy for heating and lighting as well 
as for ventilation and cooling. ECE relies on numerous measures 
to increase energy effi  ciency. These include the use of modern 
lighting systems and intelligent lighting and ventilation concepts. 
The company’s effi  ciency measures are backed by comprehensive 
energy controlling activities, which makes energy consumption 
transparent. With the help of such a system, ECE manages energy 
consumption effi  ciently and reduces emissions. Even before re-
ducing CO2 emissions was on everyone’s lips, ECE elevated energy 
saving to one of its key objectives. ECE has introduced extensive 
measures to promote environmental management, contributing to 
the achievement of climate targets in the process. The company’s 
shopping centers and headquarters are completely powered by 
electricity from renewable energy sources from certifi ed suppliers. 

To reduce the signifi cant amount of energy required for artifi cial 
lighting and to save electricity, ECE relies on state-of-the-art 
lighting technologies. In this context, ECE engineers work closely 
with the Technical Managers at the centers. This makes it possi-
ble to combine the results of analyses and the development of 
innovative concepts with on-site experience and test them in the 
real world. In the process, internal experts like the ECE lighting 
designers are consulted and lighting systems are used that marry 
energy effi  ciency and outstanding lighting quality. Using the 
green lease framework, ECE is pushing ahead with additional 
sustainability measures in the lease areas. The handbook for 
tenant fi t-out shows retail partners in the building how to install 
environmentally friendly materials and resource-friendly technol-
ogy. In addition, ECE promotes forward-looking mobility concepts 
in urban areas by making spaces in its parking garages available 
for electric charging stations that shoppers can use to charge their 
electric vehicles.   ⁄  ⁄

C

ENERGY CONSUMPTION
ECE tracks the energy consumption of its shopping centers, corpo-
rate headquarters, and as a result of employee travel. A total of 88 
shopping centers in Germany were included in the calculation of 
energy and emission data as well as water consumption.

tCO₂ EQUIVALENT 2018 2019*
DIFFERENCE 

TO PRIOR YEAR

Scope 1

Gas 103.31 108.68 5.2

Scope 2

Power 8.86 8.10 -8.6

District heating 1,268.30 1,242.94 -2.0

GREENHOUSE GAS EMISSIONS
ECE has been purchasing electricity generated from renewable 
sources from certifi ed suppliers since 2008. This applies through-
out Germany to both the company’s shopping centers and its 
headquarters in Hamburg. Reference values based on the German 
energy mix were used to calculate greenhouse gas emissions. The 
use of green power produces 0 kg of CO2. The reported fi gures 
show the emissions generated during the production of the elec-
tricity (hydropower).
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ANNUAL OVERVIEW OF GENERATED WASTE
ECE tracks its generation of the waste types scrap wood, plastic, 
glass, nonrecyclable waste, organic waste, paper, and electronic 
waste. An increase in commercial waste was observed as a result 
of the refurbishment work carried out during the reporting peri-
od. To reduce the environmental impact of its use of copy paper, 
ECE completely switched to Blue Angel-certifi ed printing paper 
in 2017.

tCO₂ EQUIVA-
LENT, CENTERS

2018 2019
DIFFERENCE 

TO PRIOR YEAR 
IN %

Scope 1

Gas 14,014.8 14,324.38 2.2

Scope 2

Power 5,313.46 1,099.65 –79.3

District heating 47,316.06 47,498.7 0.4

kgCO
2
 EQUIVA-

LENT⁄m2, CENTERS
2018 2019

DIFFERENCE 
TO PRIOR YEAR 

IN %

Scope 1

Gas 2.36 2.41 2.2

Scope 2

Power 1.97 0.41 –79.3

District heating 7.97 8.01 0.4

All of ECE’s shopping centers in Germany were powered by green electricity 
in 2019. In 2018, a total of three centers were still powered by conventional 
electricity. The fi gures apply to the company’s 88 centers in Germany.

All of ECE’s shopping centers in Germany were powered by green electricity 
in 2019. In 2018, a total of three centers were still powered by conventional 
electricity. The fi gures apply to the company’s 88 centers in Germany.

kgCO
2
 EQUIVA-

LENT⁄m2 , HEAD-
QUARTERS

2018 2019
DIFFERENCE 

TO PRIOR YEAR 
IN %

Scope 1

Gas 15.50 17.10 10.3

Scope 2

Power 0.18 0.19 5.5

District heating 18.16 18.36 1.1

HEADQUARTERS 2018 2019
DIFFERENCE 

TO PRIOR YEAR 
IN %

Absolute water 
consumption (m3)

20,595 20,063 –2.6

Specifi c water 
consumption
(liters/employee)

15.3 14.9 –2.6

CENTERS 2018 2019
DIFFERENCE 

TO PRIOR YEAR 
IN %

Absolute water 
consumption (m3)

2,103,736 2,087,100 –0.8

Specifi c water 
consumption 
(liters/visitor)

2.0 2.0 0.0

Type of waste 2018 2019 UNIT

Scrap wood 3.15 4.5 tons

Nonrecyclable 
waste

10.02 22.28 tons

Glass 3.9 3.56 tons

Electronic waste 2.377 9.68 tons

Plastic 6.11 14.85 tons

Paper 12.44 12.79 tons

SHOPPING CENTER WATER CONSUMPTION
ECE has implemented various measures to reduce water con-
sumption, both at its shopping centers and at its corporate 
headquarters – from water-effi  cient faucets to waterless urinals for 
new developments.
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Compliance, national             Compliance, international           Privacy, national               Privacy, international

*Suspected compliance case: any indication of possible unlawful behavior 
on the part of ECE employees or third parties (external) acting on ECE’s be-
half or instructed by ECE employees.

**Privacy incident: detected violations of applicable privacy law 
and/or internal privacy policies

RESPONSIBLE CORPORATE GOVERNANCE

ECE’s corporate values serve as the basic framework that 
guides the way employees interact with each other and 
with investors, tenants, and other business partners. 
The ECE code of conduct sets out binding standards 
of conduct for all ECE employees. Clear compliance 
requirements for management and employees that apply 
throughout the company help ensure compliance with 
laws and regulations, reduce risks, and increase the com-
pany’s performance. 
These include:

• Guidelines for donations and sponsorships
• Guidelines for handling grants
• Guidelines for reviewing business partners
• Corporate policy related to antitrust law

Both sustainability and compliance are an integral part 
of ECE’s corporate values and are regularly addressed in 
management training courses, employee training cours-
es, and during performance reviews.

Compliance is also a key element of the annual employee 
interviews that 100 percent of employees receive. Guid-
ing questions are used to discuss aspects of daily work 
relevant to compliance.

Any violations of the standards laid down in the ECE code 
of conduct can be reported by employees and external 
parties via a compliance hotline. ECE employees also have 
access to ECE’s BKMS® compliance system, which they can 
use to report any violations of the law or internal compa-
ny policies – including anonymously, if they so desire. ECE 
introduced a compliance management system in order to 
implement the legal requirements and regulations, and 
this system was audited and certifi ed by the Institute for 
Corporate Governance in the German Real Estate Industry 
(ICG) in 2014. The second and third audits including sub-
sequent certifi cation by ICG took place in March 2016 and 
November 2019. 

ECE developed interactive in-person training sessions to 
convey in-depth knowledge of its compliance policies 
to senior management and specialist departments with 
increased compliance risk, and these sessions have been 
held regularly for selected employees in Germany and 
abroad since 2013. In addition, every employee in Germa-
ny and abroad is required to complete an online training 
course on the rules laid out in the code of conduct. This 
interactive online training session features case studies 
and raises employees’ awareness of compliance risks 
during ECE’s day-to-day business.  ⁄  ⁄

NUMBER OF SUSPECTED CASES* OR INCIDENTS*
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INQUIRIES* 
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* Since 2018, the focus of inquiries has been on legal, contractual, and 
other matters specifi c to individual shopping centers, particularly in the 
context of the GDPR (privacy/data protection), as well as on questions re-
garding the lawfulness of gifts/invitations and topics relating to confl icts of 
interest (compliance).

* Resulting CDS measures: Informational and training measures as well as 
the defi nition of standards, when appropriate.

Compliance, national             Compliance, international           Privacy, national               Privacy, international
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Privacy, national                       Privacy, international Compliance                              Privacy        

* Includes requests for deletion of personal data in accordance with article 
17 of the GDPR, objections to data processing in accordance with article 21 
of the GDPR, and requests for information in accordance with article 15 of 
the GDPR.

ASSERTION OF RIGHTS BY DATA SUBJECTS 
UNDER THE GDPR*
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* In-person training seminars are only held for certain groups of employees 
(sections), usually (1) based on risk potential aspects and/or in the event 
of a specifi c need (e.g. an increase in the number of suspected compliance 
cases in a section) and (2) if necessary, at the specifi c request of a section.

IN-PERSON TRAINING SEMINARS*
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* All new employees (including temporary campus staff ) are trained online. 
The number of employees trained in 2018 is signifi cantly higher due to the 
rollout of the new GDPR online training.

* Employees not yet trained (as of December 2019): compliance: 109 em-
ployees, privacy: 131 employees
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BUILDING QUALITY, QUALITY OF 
VISITOR EXPERIENCE, QUALITY 
OF LOCATION, AND MOBILITY

esides the economical use of building 
sites and land recycling, ECE’s sustain-
ability goals include the high durability 
and universal usability of buildings 

and their easy conversion and, if necessary, demolition. 
In addition, the use of environmentally friendly and 
nonhazardous substances and materials, comprehensive 
materials management, and the effi  cient use of energy 
also play an extremely important role.

At ECE, integrating sustainability aspects into every 
phase of the construction process is a key element of 
this strategy. After planning and building its shopping 
centers, the company remains active during their oper-
ation and assumes responsibility for the location. ECE 
pays particular attention to sustainability aspects during 
the construction and operation of new shopping centers 
as well as the modernization and expansion – i.e. the 
refurbishment – of its existing shopping centers.

ECE has published four handbooks on the sustainability 
aspects of shopping centers that have been adopt-
ed by the industry, and these serve as the basis for a 
comprehensive approach to sustainability. ECE actively 
involves tenants in this process and provides practical 
recommendations for ways to protect the environment 
and combat climate change. The handbooks, which 
were developed based on the results of workshops at 
the sustainability forum, include specifi c recommenda-
tions and checklists. The Sustainable Shopping Centers
handbook serves as a guideline for the development of 
shopping centers from the planning stage onwards and 
outlines all of the sustainability measures that are nec-
essary during the development of a project. Sustainable 
Operation of Shopping Centers supplements the previous 

handbook and covers the work of Center Managers and 
Technical Managers. The Electric Transportation hand-
book provides information on the potential ways to 
integrate services related to charging stations for electric 
vehicles at the site, which the company plans to install at 
all of its shopping centers by 2025. The Building Products 
for Tenant Fit-Out handbook serves as a practical guide 
to designing stores in order to create environmentally 
and climate-friendly buildings.

In addition, ECE provides visitors to its shopping centers 
with information on the eco-friendly aspects of the 
centers. Since 2015, ECE has presented visitors with 15 
topics ranging from waste separation to green power on 
“Umdenkzettel” posters. This information is also available 
to visitors on the shopping centers’ websites.

ECE relies on internationally recognized certifi cation sys-
tems to transparently present information on the quality 
of its buildings with respect to sustainability aspects. 
This includes certifi cation by the German Sustainable 
Building Council (DGNB), which is awarded to both new 
buildings and buildings already in use. The certifi cation 
system adopts a holistic approach, that covers not only 
environmental, but also social, economic, and technical 
criteria. Depending on the degree to which the building 
fulfi lls the DGNB’s criteria, certifi cation is awarded in 
bronze, silver, gold, or platinum. In addition to DGNB 
certifi cation, ECE also relies on BREEAM certifi cation for 
existing buildings and for buildings in other European 
countries. BREEAM is a certifi cation system for buildings 
that is widely used on an international scale. In the 
BREEAM system, projects receive ratings that range from 
Pass, Good, Very Good, Excellent, to Outstanding.   ⁄ ⁄
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IMPACT ON HEALTH AND SAFETY

When constructing every new building and carrying out 
every major refurbishment, ECE assesses the potential 
for improvement in terms of sustainability. If possible, it 
has the positive performance of its buildings confi rmed 
via recognized certifi cations. At the end of the report-
ing period, 58 of ECE’s shopping centers, plus the basic 

certifi cate not applicable to any particular location, had 
been awarded a main or pre-certifi cate from the German 
Sustainable Building Council (DGNB) or had been award-
ed BREEAM certifi cation. They guarantee that in addition 
to energy effi  ciency and other environmental aspects, 
sociocultural aspects have also been taken into account.

Special properties and districts

CERTIFICATES RECEIVED IN 2020
Shopping

GOLD

SILVERBRONZE GOLD PLATINUM

+1 BASIC CERTIFICATE

SILVER PLATINUM

VERY GOOD EXCELLENT

GOLD PLATINUMSILVER
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This report was submitted to the GRI for review by the GRI  
Materiality Disclosures Service. The GRI Services team has  
confirmed that the materiality disclosures (GRI 102-40 – 102-49)  
are correctly positioned in the report. 
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GRI CONTENT INDEX

Disclosure Page number/URL Comment/omission

GRI 101: Foundation 2016

GRI 102: General Disclosures 2016

102-1 Name of the organization
ECE Projektmanagement

G.m.b.H. & Co. KG

102-2 Activities, brands, products, and services pp. 3, 90 - 91

102-3 Location of headquarters Hamburg

102-4 Location of operations p. 90 Subsidiaries

102-5 Ownership and legal form p. 90 G.m.b.H. & Co. KG

102-6 Markets served p. 90 Subsidiaries and joint ventures

102-7 Scale of the organization pp. 90 - 91

102-8 Information on employees and other workers p. 94

102-9 Supply chain p. 96

102-10 Significant changes to the organization and its supply chain No changes

102-11 Precautionary principle or approach pp. 96, 98

102-12 External initiatives p. 100

102-13 Membership of associations Memberships

102-14 Statement from senior decision-maker pp. 2 - 3

102-15 Key impacts, risks, and opportunities pp. 3, 72 - 73, 92

102-16 Values, principles, standards, and norms of behavior p. 98

102-18 Governance structure p. 92
Management Board and  

Supervisory Board

102-40 List of stakeholder groups p. 92

102-41 Collective bargaining agreements p. 94

102-42 Identifying and selecting stakeholders p. 92

102-43 Approach to stakeholder engagement p. 92

102-44 Key topics and concerns raised pp. 92 - 93

102-45 Entities included in the consolidated financial statements Subsidiaries and joint ventures

102-46 Defining report content and topic Boundaries pp. 92 - 93

102-47 List of material topics pp. 92 - 93

102-48 Restatements of information No restatements

102-50 Reporting period p. 93 2018 - 2019
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102-51 Date of most recent report March 2018

102-52 Reporting cycle Biannual

102-53 Contact point for questions regarding the report p. 106

102-54 Claims of reporting in accordance with the GRI Standards

The sustainability report was 
prepared in accordance with 
the GRI Standards using the 

“Core” option.

102-55 GRI content index pp. 102 - 105

102-56 External assurance None

Disclosure Page number/URL Comment/omission
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Material topics

GRI 205: Anti-Corruption 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) p. 98

205-2 Communication and training about anti-corruption policies and proce-
dures

pp 98, 99

GRI 302: Energy

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) pp. 72 - 75, 96

302-1 Energy consumption within the organization p. 96

GRI 303: Water 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) p. 97

303-1 Water withdrawal by source p. 97

GRI 305: Emissions 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) pp. 72 - 73, 92, 96

305-1 Direct (Scope 1) GHG emissions p. 96

305-2 Energy indirect (Scope 2) GHG emissions p. 96

305-4 GHG emissions intensity p. 97

305-5 Reduction of GHG emissions p. 76

GRI 306: Effluents and Waste 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) p. 97

306-2 Waste by type and disposal method p. 97

GRI 401: Employment 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) pp 84, 87

401-1 New employee hires and employee turnover pp 94, 95

401-2 Benefits provided to full-time employees that are not provided to tem-
porary or part-time employees

p. 94

401-3 Parental leave p. 95



GRI 403: Occupational health and safety 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) p. 87

403-2: Types of injury and rates of injury, occupational diseases, lost days, and 
absenteeism, and number of work-related fatalities

With the exception of the infor-
mation in section 7 (p. 95), no 
other data is available.

GRI 404: Training and Education 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) pp 84, 85

404-1 Average hours of training per year per employee p. 84

404-2 Programs for upgrading employee skills and transition assistance pro-
grams

pp 84, 85

GRI 413: Local Communities 2016

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) p. 78

413-1 Percentage of operations with implemented local community engage-
ment, impact assessments, and/or development programs

pp. 46, 71, 79 - 80

GRI 416: Customer health and safety

GRI 103: Management Approach 2016 (including 103-1, 103-2, 103-3) pp. 6 - 9, 101

416-1 Percentage of significant product and service categories for which 
health and safety impacts are assessed for improvement

pp. 6 - 9, 101
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ECE.COM

CREATING SPACE.
INSPIRING PEOPLE.


