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Typical social shopping centres or mixed-use schemes  
with a retail function characteristic of a social shopping centre



The Femina cinema in Warsaw 
is converted into Poland’s first 
multiplex. Several years later, 
more and more newly-con-
structed shopping centres 
incorporate cinemas, including 
Sadyba Best Mall’s Silver 
Screen opened in 2000.
1996

1997
The first Generation Z people 
with no memory of the 
pre-digital world are born. 
They tend to be creative and 
focused on establishing social 
relations.

2013
Atelier Amaro is 
Poland’s first 
restaurant to be 
awarded a Michelin star.

1984
The birth year of the first 
Millennials (also known as 
Generation Y). According to 
sociologists, Millennials tend 
to be bolder and more 
individualistic in their ways 
than the previous generation.

Calypso opens its first 
fitness club in the Wola 
Park shopping centre. 
Today, it operates the 
largest number of 
locations in Poland, 
alongside Jatomi 
Fitness.
2001

Stary Browar in Poznań is delivered 
to the market – Poland’s first 
shopping centre whose retail 
function is not superior to its 
additional function (arts). 
Preceded by Galeria Mokotów, which 
had been completed three years 
earlier and revolutionised the Polish 
retail market.
2003

The opening of Manufaktura in Łódź 
at a former textile plant with 
a three-hectare public space. 
Cultural events hosted there win the 
recognition of the International 
Council of Shopping Centres.
2006

The extension and 
refurbishment of Warsaw’s 
Galeria Mokotów begins with 
a thorough redevelopment of 
its food court, followed by 
similar makeovers of other 
large Polish shopping centres.
2012

Blue City is Warsaw’s first 
shopping centre to introduce 
beacons. This technology 
enables communication with 
a new generation of 
customers through 
smartphones.
2015

McDonald’s opens its 
first restaurant in 
Poland at the corner 
of Marszałkowska 
and Świętokrzyska 
streets in Warsaw.
1992

2007
Steve Jobs presents the 
first iPhone. An era of 
smartphones begins. 
A year later Facebook 
launches its Polish 
language version.

2010
TVN broadcasts the first 
episode of Kitchen Nightmares 
hosted by Magda Gessler. 
Two years later, the Polish 
edition of MasterChef is 
premiered. Cooking 
programmes and eating out 
become increasingly popular 
in Poland.

Hala Koszyki, Poland’s 
first self-contained 
social shopping centre, 
opens in Warsaw. It fully 
meets the definition of 
a social shopping 
centre.
2016

2016
Nocny Market opens at 
the disused Main Railway 
Station (Dworzec 
Główny) in Warsaw. 
Street food culture 
becomes a permanent 
feature of the capital’s 
nightlife.

Real estate market developments

Social developments

2004
Poland accedes to the European 
Union and joins the Schengen 
Area three years later, 
facilitating foreign travels 
and helping Western trends 
edge their way into Poland.



Jatomi Fitness

Cinema
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Kinder Planeta
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Multikino

Calypso
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Top 10 leisure & entertainment operators in Polish
shopping centres (by the number of outlets)

Costa Coffee

Grycan

McDonald's

KFC

Cukiernia SowaSubway

Pizza Hut

Sphinx

North Fish

So! Coffee

Starbucks
Coffee

Burger King

Carte d'Or Cafe

Express Kuchnia
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Salad
Story

Olimp

Market shares of F&B operators having
at least 20 outlets in Polish shopping centres



5%
20%

16
years 2008

Percentage change in 
the recommended 
share of an F&B zone 
in the total leasable 
area of a shopping 
centre in recent years.

Time span between 
two revolutions on 
the Polish retail 
market triggered by 
the openings of 
Galeria Mokotów and 
Hala Koszyki.

The GFC coincided with 
the symbolic beginning 
of the digital revolution 
in Poland: the launch of 
Facebook’s Polish 
version. The lifestyle of 
Polish people began to 
evolve gradually.



Organisation of 
social and cultural 
events

Longer 
opening hours

Ensuring safety 
on the premises

Enabling tenants 
to conduct multichannel 
retailing

Ensuring a premium 
customer experience



Low rents paid by sports and 
entertainment operators

High revitalisation costs 
impacting on asset pricing

Limited number of schemes in this 
segment that a market can absorb

Intensive marketing and continuous 
innovations required to maintain 
customer interest and build loyalty

Dependence on current trends 
and need to rotate tenants frequently

A relatively new concept with no 
track record of performance









Past Now Future

Dominant retail function, occasionally additional 
functions

Growing presence of additional functions
Multi-channel retailing and comprehensive servic-
es offered in a shopping centre 

Hypermarket Cinema and fitness club Art galleries, co-working and public spaces

Food court Extended food court and separate restaurants Food halls with restaurants

Fast food Traditional restaurants Healthy, fresh and organic food, slow-food

Chain store tenants
New concepts of leading retailers dedicated to a 
shopping centre

Niche, local brands and original retail concepts

Agency leasing Active commercialization consultancy
Trendsetting and business development support 
for smaller tenants

A 2017 survey carried out by Savills in the UK has revealed that the F&B offer is one of the most important factors 
influencing Generation Z (16-24 year olds) and Generation Y (25-34 year olds) on choosing where to shop.

The surveyed Generation Z and Generation Y respondents rated the importance of a wide choice and high quality of 
restaurants as 6.1 and 6.4 out of 10, respectively, where 1 is the least important and 10 is the most important. Higher 
ratings were recorded in London, where the importance of the F&B offer was rated as 6.2 by Generation Z and 7.2 by 
Generation Y.

Savills also highlights in its survey that the less frequently customers shop, the more likely they are to visit a F&B zone. 
73.2% of consumers who shop in shopping centres or high streets once every two weeks visit a restaurant on that trip, 
compared to 31.9% of those who shop at least once a week.






