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Bikini Berlin 
seeks to make 
an impression 
A new style of mail has opened in Berlin, 
but how unique is it? John Ryan finds out 

In July 1946, the U n i t e d States 
carried out the first of a number 
of a t o m i c tests at the remote 
B i k i n i A t o l l i n the s o u t h e r n 

Pac i f i c Ocean. A f e w days la ter a 
French engineer and fashion designer 
cal led Louis Reard u n v e i l e d a s w i m -
suit called the b i k i n i , on the pr inc ip le 
that its effect w o u l d be similar to that of 
an A - b o m b . It 's an accusa t ion that 
c o u l d n o t r e a d i l y be l e v e l l e d at the 
oddly-named B i k i n i m a l l i n Berl in . 

B i k i n i Ber l in is a n e w l y opened 'con
cept m a l l ' . A n d the name springs f r o m 
what the b lurb claims was "a reference 
to an open floor separating the b u i l d i n g 
h o r i z o n t a l l y i n t o t w o parts l i k e the 
two-piece swimsui t " . 

There are t w o interior trading floors, 
and a garden level on the roof. The gar
den is huge, covering an area of 75,000 
sq ft and offering v iews of the baboon 
enclosure i n the adjacent B e r l i n Zoo
logical Garden. 

Why it's different 
I n its former l i fe the B i k i n i complex 
was a m i x of r e s i d e n t i a l a n d of f ice 
space and was something of a show
piece for this affluent part of west Ber
l i n . I t h a d f a l l e n o n r e l a t i v e l y h a r d 
t imes , however , a n d i n spite of the 
structure's l isted status i t was i n need 
of a rethink and a makeover. 

The decision to revitalise was taken 
a n d M u n i c h - b a s e d developer Bayer¬
ische H a u s b a u h a n d e d the j o b of 
r e v a m p i n g the b u i l d i n g to architect 
H i l d u n d K, also from M u n i c h . 

The outcome is a s h o p p i n g centre 
that melds m o s t l y fashion re ta i l and 
leisure i n the shape of d i n i n g , a hotel 
and a c i n e m a as w e l l as a h igh-r i se 
office block. 

O n the face of i t , cal l ing the centre a 
concept m a l l therefore raises the ques-

B1K1NI B E R L I N 
Opened The mall has 
"opened gradually since 
autumn 2013" 
Number o f f loors Three 
Developer Bayerische 
Hausbau 
A r c h i t e c t Hild und K 
Ambience Alternative 
S t a n d o u t f e a t u r e 
The view into Berlin Zoo 

t i o n : w h a t makes i t d i f ferent? M o s t 
s h o p p i n g cent res e m e r g i n g f r o m 
the development p i p e l i n e these days 
m i x leisure, office or res ident ia l and 
retail w i t h a hotel or t w o t h r o w n i n for 
good measure. 

Yet there really is a difference about 
this scheme, on the retail side of things 
at least. 

Walk i n from the west end of the cen
tre a n d y o u are i n the ' B i k i n i Pool ' . 
T h i s is a 35.500 sq ft space on the 
ground floor that has shops around the 
perimeter and 19 m i d - m a l l 'boxes'. 

These are open-s ided u n f i n i s h e d 
t imber affairs and are home to a w i d e 
variety of short-term tenants. I t is tanta
m o u n t to being a p o p - u p m a l l , a l i t t l e 
ak in to Shoreditch's Boxpark, the dif
ference i n this instance being that i t is 
contained w i t h i n a shopping centre. 

O d d l y the pop-ups serve to grab the 
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attention i n a w a y that the permanent 
tenants do not and although there is a 
branch of German supermarket peren
n i a l Kaiser's close to the entrance i t 
w o u l d be easy to miss i t , g i v e n the 
b r i g h t l y coloured, q u i r k y and design-
led nature of most of the products that 
are on v i e w i n the pop-up units. 

This end of the centre is also where 
the Supernova space/shop is located. 

This real ly is a concept store, inas
m u c h as i t is intended to be a "labora
t o r y and p layground for n e w trends" . 
S t r i p p i n g o u t t h e h y p e r b o l e , t h i s 
means a street-facing u n i t that houses 
d i f f e r e n t brands , at present m o s t l y 
sportswear, and where the emphasis 
seems to be as m u c h on the visual mer
chandising as on the merchandise. 

Alternative and aspirational 
The rest of the B i k i n i g r o u n d f loor is 
about b r a n d e d offers , f a m i l i a r a n d 
u n f a m i l i a r , w h e r e names s u c h as 
Carhartt and Gant jostle for p o s i t i o n 
w i t h local acts i n c l u d i n g Drei , the Ger
m a n offer f r o m mobile phone network 
Three, and Teufel/Raumfeld, a retailer 
of high-end audio equipment. 

The p o i n t perhaps is the h i g h - e n d 
b i t . W i t h the except ion of Cyberport , 
the g r o u n d f loor anchor se l l ing m i d -
market electricals ranging f r o m TVs to 
w h i t e g o o d s , t h i s f l o o r is a l m o s t 
entirely about aspirational fashion. 

It is also about the 'alternative', a trait 
that is c o m m o n to the w a y many peo
ple t h i n k of east Ber l in , but not to this 
p a r t of the c i ty 's m o r e conservat ive 
western reaches. 

B i k i n i B e r l i n , i n terms b o t h of i ts 
offer and architecture, is certainly not 
standard and does have m u c h i n com
m o n w i t h east London i n this respect. 

A n d i f the attractions of the ground 
floor p a l l , there is always the w i n d o w . 
This massive piece of plate glass allows 

BIKINISBLIN 

A cutting-edge fashion offer sits alongside food and homewares stores 

shoppers to stare at the baboons and to 
watch the males keeping a close eye on 
their harems. It's an unusual distraction 
for a shopping centre and does add to 
the overa l l a t t ract ion o f the inter ior , 
m a k i n g i t feel more i n t o u c h w i t h the 
outside w o r l d , i n spite of the m u l t i p l e 
green-painted steel beams that are i n 
v i e w throughout. 

So to the gallery level , aka the first 
floor, w h i c h has units that r u n around 
the perimeter and is, for the most part, 
about art displays and fashion brands 
that a l l but the most d iehard fashion 
vict ims w i l l not have heard of. 

There is a d i s t inc t ly secondary feel 
above this part of the centre and a n u m 
ber of units are empty. That said, i t is an 
interest ing p r e l u d e to the stairs that 
lead up to tire garden on the roof. 

Here, shoppers w i t h t i m e on their 
hands and a l i t t l e money to spare can 
eat i n the upmarket cafe space dubbed 
' C y i l E P M A P K E T ' ( ' supermarket ' i n 
C y r i l l i c . ) or maybe b u y an outsize 
p r i n t o f the B e r l i n m e t r o s y s t e m , 
among other things. There is also the 

Gestalten Pavil ion, an offshoot of an art 
bookshop i n the city's M i t t e d is t r ic t . 
The rest of the area facing the garden, 
for w h i c h read a roof that has plants on 
various parts of i t , has more fashion 
stores and seating to a l l o w shoppers 
to en joy the w a r m t h o f the B e r l i n 
summer. 

A f t e r w h i c h , t h e w e l l - h e e l e d 
concept shopper can head of f to the 
25hours hote l , a ' b o u t i q u e ' affair, or 
just make for the more normal environs 
of the b i g d e p a r t m e n t stores, K d W 
and Peek & Cloppenburg among them, 
or the brand n e w U n i q l o , a l l of w h i c h 
are nearby. 

The right concept 
The ques t ion is w h e t h e r th i s rea l ly 
is concept shopping and whether B i k i 
ni's cal l to "shop di f ferent" is i n fact a 
realitv? The answer must be a h i g h l y 
qualif ied yes. 

I t i s c e r t a i n l y d i f f e r e n t i n terms 
of shape a n d tenant m i x , b u t does 
t h i s m e a n a scheme that w i l l take 
m o n e y a n d f r o m w h i c h Bayerische 
Hausbau w i l l be able to exact a decent 
y ie ld or sell at some future point? 

I f the n o r m a l occupancy rates for a 
new city centre shopping m a l l , w h i c h 
frequently r u n n o r t h of 85%, are any
t h i n g to go by then this one may strug
gle in i t ia l ly . 

I t is, however , a lmost e n t i r e l y i n 
keeping w i t h the Zeitgeist i n Ber l in and 
so looks a reasonable long-term bet. 

I t is also fair to r e m a r k that i t was 
almost entirely devoid of shoppers on 
the day of v i s i t i n g . But t h e n so was 
everywhere else as at that p o i n t - Ger
m a n y was busy h a m m e r i n g Portugal 
4-0 i n the opening match of its W o r l d 
Cup campaign. 
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