
Dubai’s original generation of mega-malls, complete with indoor ski slopes 
amid the sun and sand, giant aquariums, light and sound fountain 
displays and mixtures of leisure, food and dazzling amounts of retail seemed 
quite over-the-top in their day. 

And yet, a decade and more on, it is clear that the region’s mall developers 
called the huge shift from retail to leisure, entertainment and food  
and beverage (F&B) a long time before their European and US counterparts. 
But the region’s developers have not stopped there.  
While development has slowed from the crazy pace of those early days,  
plenty of new and reimagined spaces are in the pipeline. 

Among the noteworthy is Nakheel Mall in Palm Jumeirah in Dubai. Dominated by a grand 
25-meter-high crystal dome and 111,000 square meters of leasable space, it is the  
latest news in Dubai retail. The centrepiece of developer Nakheel’s project marks a new phase  
in mall design in the UAE, notably as part of a wider drive by the Dubai government  
to boost tourism. Some of the mall’s key features include a public viewing deck looking out  
across the Arabian Gulf and Palm Jumeirah, and a rooftop dining deck.
This change in emphasis is reflected in the wave of new developments across the Middle East,  
described by Timothy Earnest, chief executive of Al-Futtaim Malls, as the “fourth pillar –  
that all malls now need to transform themselves into attractive centres that provide “special 
moments or unique experiences for visitors”. 

„And yet, a decade and more on, it is clear that 
the region’s mall developers called the huge shift a long 

time before their European and US counterparts.“

Fahad Kazim, Vice President
 of Meydan Malls.

The impressive size of the 
Meydan One Mall in Dubai.
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In the UAE, Al-Futtaim is also putting the finishing touches to a mixed-use retail and leisure 
‘local lifestyle destination’ called Festival Plaza. Set to open ready for the 2020 autumn 
season, the new center will bring with it a 30,000 square meters IKEA store plus a host of 
retail and leisure brands, 40 dining units and a 500-seat food court. Indeed, by the end  
of 2021 an additional 1,6 million square meters of retail space is expected to be delivered, 
according to advisor JLL, with 600,000 square meters due by the end of this year.  
Much of this is accounted for by the major projects that are already under way, which in 
Dubai include Bluewaters/The Wharf, Meydan One Mall and the Dubai Hills Mall,  
plus further down the line Dubai Creek Harbour.

Fahad Kazim, Vice President of Meydan Malls, says of his 
scheme: “The needs of consumers have changed and today’s 
shoppers desire an engaging, personalised and streamlined 
experience. That is our promise, delivered through  
careful learning to tailor-make what the consumers, the  
international retail community and stakeholders want. 
Meydan One is designed around modern consumer  
behavior, with a view to futureproof it around retailer  
needs as a multi-functional, one-stop destination.”
It is also differentiating itself through its progressive leasing 
mix that will allocate nearly 50% of its leasable area  
to F&B and entertainment including a 21-screen cinema 
with a fresh rethink of the traditional food court,  
hosting an additional 20 outlets. Additionally, 46,000 square 
meters will be dedicated solely to entertainment,  
traditional and extreme sports and e-gaming, but it is also 
investing in a host of pop-ups and temporary space.
“At Meydan One, we believe that flexible, dynamic,  
experiential retail is the future as it is something both brands 
and consumers increasingly seek. The pop-ups will be 
functional and reflect the values of the brand, while  
simultaneously enticing visitors to take part in a retail 
experience”, says Kazim. “The days of hard-core  
product merchandising are over as new age retail trends  
seek smarter solutions for management of space, along  
with technology and design innovation. Our pop-up  
guidelines will encourage creativity and expression and  
will provide adequate prime space as their ‘playground’.”

As a result, the developer is looking at Fold-up! - a system from umdasch designed for easy self-assembly.  
A Fold-up! shelf consists of two to four basic modules which can be assembled in combinations with add-ons 
such as rear walls, information boards, clothes hangers and much more. “Our interest stemmed from  
the ability of Fold-up! Furniture to combine practicality, innovation and premium design”, says Kazim.  
“We at Meydan One envision the visitor’s experience to be pleasing to the senses, novel and convenient –  
while the brands have a chance to be innovative, without compromising on their operational efficiency.  
We believe that a solution such as Fold-up! furniture ticks all the boxes.”
Elsewhere in the Middle East, by the end of 2020, Abu Dhabi will have gained another 3 million square meters 
of retail-led space, the headlines there being The Galleria on Al Maryah island, which opened in September, 
Khalifa City Mall and Reem Mall, which is set to open its doors this year. 

„Our pop-up guidelines will 
encourage creativity and expression and 

will provide adequate prime 
space as their ‘playground’.“

 
FAHAD K AZIM ,  

V ICE PRESIDENT VON MEYDAN M ALL S

The new Meydan One Mall can be used for diverse purposes 
and was also designed with major events in mind.
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Delivering around 610,000 square meters of leasable space, Reem Mall will be comprised of around 
450 stores, including 85 F&B outlets and a range of family-focused entertainment offerings.  
Positioned on Reem Island – in the heart of new Abu Dhabi – the mall will offer easy access along with 
parking for 6,800 vehicles. Construction began in late 2017 and is expected to open in late 2020. 
Meanwhile, Saudia Arabia is embarking on a series of mega projects across the Kingdom,  
including Quiddiya Entertainment City, Amaala Resort and the Red Sea project, as the country  
shifts its economy gradually away from oil and hopes to attract an influx of luxury shoppers.  
The latter is a new development along its Western coast, a sustainable development across 50 natural 
islands in a lagoon 200 kilometers long is to be a “next generation luxury destination”.
The Red Sea project is projected to welcome one million visitors per annum by 2035 and completion 
of phase one of the project is anticipated by the last quarter of 2022, with tourism representing  
the second most important sector in Saudi Arabia. 

Present in the market for 30 years, in April 2019 umdasch The Store Makers opened new offices 
in Dubai and a new factory in Dubai Investment Park 2. Recent innovations include The Retail Cart,  
a fully mobile sales area on the chassis of an electric vehicle, suitable for brand and product  
demonstrations. The Retail Carts, most recently delivered at Muscat Airport, are equipped with all 
the standard functions of shops, such as POS terminals, display shelves and roller shutters. 
In addition, umdasch recently opened Rubaiyat in Riyadh, Saudi Arabia spread across 2,005 square 
meters and offering a boutique environment, the curated fashion collection is presented more  
like an art exhibition than a retail space.
“The Middle Eastern market is developing with both a new generation of schemes opening  
and existing centres being updated, with umdasch serving both markets”, says Patrick Fallmann,  
Managing Director umdasch The Store Makers Middle East. “The highly experiential nature  
of the latest malls often requires innovative store concepts and high quality fit outs to match the  
environment. Equally, flexibility is becoming increasingly important. Systems like Fold-up!  
are an ideal solution for retailers and mall owners wishing to design space with maximum flexibility, 
whether on long-term or short leases.”

„The highly experiential nature of the latest malls 
often requires innovative store concepts and high 

quality fit outs to match the environment.“
PATRICK FALLM ANN ,  M ANAGING DIRECTOR UMDASCH THE STORE M AKERS MIDD LE EAST

Open spaces offer sufficient room for a 
community area and pop-up stores.
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 ANA-U 

Art means changing perspectives. That is why I am interested

in it for such a long time and that is why I´m supporting 

contemporary art intensely. For me, as an engineer and someone 

who has to find totally new solutions for very complex 

problems, art taught me, leaving the usual path includes the 

chance of finding new ways. Being the CEO of electronic 

company ANA-U, I´m luckily able to open my premises for 

exhibition purposes. The field of tension between art and 

technology is an enrichment for our company, for visitors and 

for our customers. Within the last ten years, our art events 

became an attraction involving the whole region, where artists, 

honorable collectors and art experts meet scientists and 

thinkers for an interdisciplinary exchange. At one of those events, 

two years ago, I met Christof Schell, owner of the renowned 

Schell Collection. We started talking about art experiences. 

About the right way of showing art as a possibility to expand 

people‘s horizons. At this point we couldn´t imagine that 

our shared love in art and our desire to offer art experiences to 

people would become a common key moment.

The Schell Collection is one of the most prestigious and largest 

collections of keys, locks and their diverse application  

possibilities in the world. The comprehensive collection goes 

back to Hans Schell, owner of the company Odörfer, 

and was expertly extended by his son Christof. It´s showing over 

13,000 exhibits on 2,500 square meters. Still, the major  

challenge to the museum‘s director Martina Pall, is creating real 

visibility of the exhibits through lighting. A challenge  

department stores and shops are facing too, as I know from my 

professional experience. Later this evening, I promised  

that my team and I would find a smart lightning solution for the 

museum. Like we are successfully doing for our retail customers 

for more than ten years already: analyzing, conceptualizing, 

producing and making sure that lighting systems are working 

properly.

After the first inspection of the museum I knew what was  

expected: Each exhibit should be as visible as a picture presented 

in a catalog. So far, the objects, which are varying greatly in size, 

shape and surface, were lighted but not properly visible  

for the visitors. They were blinded by the lights and the finely 

crafted details of the treasures remained invisible for the 

viewers. After 20 days of conception, my team and I presented 

our solutions, which had to match the dramaturgical 

requirements of the museum. And it fitted perfectly. So we were 

able to hand over the concept to our internal production.  

At this point, our overall planning was on trial, and to be honest, 

my team did a great job. Despite the small quantity of lighting 

items needed, the cost result was efficient and hundred percent 

foreseeable. The whole installation could be finalized within only 

three days. 

 

I am really proud of the result, which can be summed up  

in Martina Pall‘s words: “Now we can see our treasures exactly  

as we show them in our catalogs.”

Ewald Ulrich, CEO ANA-U

 „The field of tension between art and 
technology is an enrichment for our company, 

for visitors and for our customers.“

A STORY ABOUT  ART,  L IGHT
AND PERSPECTIVES

Im
ag

e 
So

u
rc

e:
 A

N
A

-U

shops 152 –  Guest Commentary  



„ART TAUGHT ME, LEAVING THE 
USUAL PATH INCLUDES THE 

CHANCE OF FINDING NEW  WAYS.“

Ewald Ulrich 

Ewald Ulrich has been an entrepreneur in the field  

of electronic components and lighting technology for  

25 years. His company ANA-U serves international 

companies, from product development to production at 

several sites worldwide. Several times a year Ulrich 

visits clients and suppliers all over the world, and he has 

built up an extensive network. In common precisely

with his favorite country Japan he has a love of detail 

and respect for anything that can change.
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We teamed up with Rosie Hutner from AREA Management, who is a visual merchandising expert and 
longstanding partner of the umdasch Shop Academy, to compile the themes that will form the highlights of 
visual sales promotion in 2020. In addition to this checklist, the umdasch Shop Academy also offers  
individual training courses at various levels of expertise for your VM crew.

Use your merchandising concept for so-called  
“shareable moments” and make sure your brand makes  
it onto every selfie.

Rather than departments in the classical style, 
these are self-contained units the customer can 

experience and understand. As is to be  
witnessed, for example, at Printemps.

Using plants as a very contemporary setting 
for products picks up on important themes among 

the relevant target groups in the area 
of balance: for successful storytelling 2020.  

A marvelous example being Timberland New York. Im
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A STORE WITHIN A STORE 

WITHIN A  store

BRING Nature    INDOORS

Natural and environmental themes have been catapulted to the 

MERCHANDISING AS AN experience
Target groups such as generations Y and Z tend to favor experience 

over ownership. If you are to use this to your advantage, then  

product decorations and arrangements will no longer suffice as tools.  

In 2020, brands should apply merchandising concepts that appeal  

to customers across all seven senses and which are so innovative as to 

make them a unique experience – the sort of impressions people  

like to share on social media.

proven successful. The conceptual approach of creating themed worlds

for marketing products that are seasonal or beyond the usual range within 

the overall sales space is one of the most exciting playing fields. One  

frequent and welcome side-effect is increased sales and a rise in the number 

of items each customer purchases.

forefront of consumers’ awareness. Reflecting this at the POS is now  

a priority task, and incorporating plants, images and blow-ups 

in goods presentation – and even within the range itself – is one action  

on the checklist.

Over the past few years,  

the idea of pop-up shops has 
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Casper in Miami careates 

a poignant message.

THE RISE OF relevant   SIGNAGE

Sales, price, brand and promotional labels have always presented a 

Self-service payment saves time: Smart services merit smart  
communication, as seen here at Anthropology in New York.

Less   IS MORE

Put-and-show or lift-and-learn: Online content is used  
to explain the physical product and, moreover,  

brings the information cycle full circle. Seen at Hartlauer.

Digital   BACKUP

Data-based visual merchandising is the biggest challenge retail will face 

Since 2000, Rosie Hutner has been putting her 

many years of experience in retail and industry 

to use at visual merchandising agency AREA. She 

and her team have worked with the umdasch 

Shop Academy for many years as trainers in the 

area of visual merchandising.

Rosie Hutner 

A straightforward theme: one use, one price,  
one statement on the goods. These sorts of hotspots 
within stores are an important VM trend in 2020.

Thanks to smartphones, consumers’ attention spans have dropped to a  

MORE „CALL TO Action“

“Buy me”, “like me”, “pay now with self-service” – direct  

challenge in terms of design. Generation Y and Z, however, who are information-

hungry and spoilt for choice with regard to content, expect more than that.  

Storytelling by using meaningful signage is becoming an even bigger challenge, 

hence stores are starting to resemble museums or physical social media 

platforms – in short, more exciting. 

dialog and interaction with the customer by means of digital  

and printed labels is one of the top trends in visual merchandising.  

Familiar elements such as “if you like this, you’ll love that”  

are now also being transposed to the POS. It’s an exciting playing  

field with lots of new possibilities for sales promotion.

in 2020. Items that are liked online should be given particular prominence 

at the POS. The important thing is to follow up on interest within the  

store and appeal to this accordingly online. In short: the cross-channel 

idea has to be put into practice consistently and holistically. (er)

dramatic low. It’s therefore all the more crucial to make statements that  

are very clear – compact, even. The trend for 2020 is: be clear, unambiguous  

and reinvent yourself much more often!
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You can book 
Know-How & 
Inspiration! 

 
umdasch Shop Academy 

2020

March

Seminar: 
“What Consumers Expect of  
Tomorrow’s Retail Areas “ 
In cooperation with RegioPlan Consulting
March 26, 2020

 Vienna, Austria

May

Seminar:
The Retail Design Compass
May 7, 2020

 Hamburg, Germany

Expedition: 
Hospitality Scores at the  
POS - in London
May 7-8, 2020

 London, UK

Seminar:
Digital Retail Tools for Retail Pros
May 14, 2020

 Linz, Austria

June

Seminar: 
Brand Experience in Retail
June 18, 2020

 Amstetten, Austria

Seminar:
Visual Merchandising for Beginners
June 25, 2020

 Amstetten, Austria

September

Seminar:
Connected Storytelling
Sept. 24, 2020

 Dusseldorf, Germany

October

Seminar:
The Retail Design Compass – Special:
Sustainability
Oct. 1, 2020

 Vienna, Austria

Seminar:
Brand Experience in Retail
Oct. 8, 2020

 Frankfurt a. M., Germany

Seminar:
Visual Merchandising for the Real Pros
Oct. 15, 2020

 Amstetten, Austria
November

Store dramaturgy LIVE! Bangkok  
Nov. 1 – 5, 2020

 Bangkok

April

Seminar: 
The store scripts’ rules of the game
April 1, 2020 

 Amstetten, Austria

Seminar: 
Visual Merchandising for Real Pros
April 23, 2020

 Dusseldorf, Germany

Expedition: 
Retail Experience Tour Venice
April 23 – 24, 2020

 Venice, Italy

Seminar:
Social Media Workshop for Retailers
April 28, 2020

 Amstetten, Austria

For further details on the 2020 events 
simply click:
www.umdasch-shop-academy.com
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Shop expedition  
“Store dramaturgy LIVE!” Bangkok

1 — 5 November 2020
(only in German)

  
Experience retail trends in Thailand. 

Directed by Christian Mikunda and Denise Mikunda-Schulz

umdasch.com

FLY & LEARN 
WITH 

UMDASCH
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