
16   International Outlet Journal  u  Fall  2006

ING Real Estate Development is aim-
ing to make an outlet centre the retail 
star of its AUD $1.3-billion (e780 

million) waterfront development – Wa-
terfront City – that is currently under 
construction in Melbourne, Australia. 

A Harbour Town Brand Direct Outlet 
centre will be a big part of Waterfront 
City, a massive redevelopment that one 
ING exec told a local paper is “all about 
intimacy, community and atmosphere, not 
oversized apartments and office towers.”  

The site is the Melbourne Docklands, 
where an urban redevelopment is under 
way that covers more than 19 hectares 
(47 acres) and offers 7 km (23,000 feet) 
of waterfront.  

The Waterfront City project will nearly 
double the size of the city’s central business 
district.  Upon completion, about 20,000 
people will live there, and 25,000 people 
will be employed in the Docklands.

ING and Queensland retail and 
residential developer Lewis Land are old 
hands at outlet-centre development in 
Australia, having together developed 
three outlet projects there since 1999.  
Now they are hoping to capture the 
Melbourne market with their Harbour 
Town outlet-centre formula.

“Harbour Town is currently under 
construction, with completion due prior 
to the end of 2008,” says Barry Stockton, 
leasing director for ING Real Estate De-
velopment Australia.

The outlet centre will have plenty of visi-
tors to draw from:  Waterfront City, when 
completed, is anticipated to draw up to 12 

million visitors per year, ING officials say.  
 That’s because there will be so much to 

do there:  Waterfront City will be home to 
200 stores, 18 restaurants, 500 homes and 
some commercial office space, plus other 
venues, including a wide variety of bars and 
nightspots.  ING is promoting much of the 
area as Melbourne’s new waterfront play-
ground, a destination replete with a public 
piazza, the outlet centre, many restaurants 
and a 120-metre (402-foot) ferris wheel.  

85 tenants expected
ING expects to have about 85 stores 

in the outlet centre, which will be about 
19,251 m2 (207,200 sf).  Each store will be 
about 226 m2 (2,400 sf).  While the devel-
opers aren’t releasing tenant names, they 
say they expect mostly domestic brands, 
plus a healthy dose of international ten-
ants. Several brands that are well-known 
in the U.S. outlet business that have en-
tered one or more of the ING/ Lewis Land 
outlet properties in Australia include Nike, 
Polo Ralph Lauren, Fila, Esprit, Mikasa 
and Levi. 

“The anticipated number of interna-
tional retailers is 27, and 46 will be Aus-
tralian retailers,” says ING’s Stockton, 
adding that the balance will be made 
up of local businesses and fast-food res-
taurants.

Tenants are being recruited from 
among the 400 stores that lease space in 
the three Australian outlet centres ING 
co-owns with Lewis Land.  “ING Real 
Estate is also a global property group 
that owns and manages a number of 
outlet centres in Europe and the United 

Kingdom,” according to Stockton.  “The 
organization will be working closely with 
its international network to entice new 
outlet operators to Australia. There will 
be no anchor tenants as such:  Brand 
Direct is the anchor in and of itself.”

The design for the retail portion of 
the Waterfront City project is based on 
the simple concept of two streets linking 
festival retail on the waterfront to an en-
tertainment area deep inside the site.  

“Australian outlet centres are generally 
not as up-market as the European model,” 
Stockton says, “as they are more leisure-
oriented and apart from the men’s and 
women’s fashion, tend to feature a large 
component of housewares.”

In some ways, the centre is taking 
its cues from the three-year-old Perth 
Harbour Town outlet centre that attracts 
about 1 million visitors a month.  That 
centre, says Stockton, “is also a two-level, 
outdoor centre that comprises 110 shops 
and is located on the fringe of the central 
business district.  The centre is perform-
ing particularly strong, with traffic flow 
and turnover up 20 percent this current 
year, reflecting the attractiveness of this 
style of retailing within a new market.  
We see Waterfront City mirroring this 
success formula.”

There are two other Brand Direct outlet 
centres, in Adelaide and Gold Coast (in 
Biggera Waters, 15 minutes north of Surf-
ers Paradise), both open since 1999.  n

By TOM KIRWAN, Senior Editor

ING plans Melbourne outlet scheme
Around the world neglected docklands are turning into lively  
districts offering a mix of commercial and public facilities.

Harbour Town Brand Direct Outlet centre will be a big part of the 19-hectare,  
massive redevelopment project, which features 7 kilometres of waterfront.

A 120-metre-tall Southern Star Observa-
tion Wheel will be a chief attraction.
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R	ock bands.  Clowns.  Fire eaters.   
	Live radio broadcasts.  Throw  
	 in personal shoppers who gave 

makeovers to some lucky customers, and 
you’ll get a feel for the hoopla associated 
with the opening of Africa’s first outlet cen-
tre.  Sable Square – Outlet Shopping Village 
was to open in a suburb of Cape Town, 
South Africa, at the end of September. 

Sable Square is not just the first outlet 
centre in South Africa, but the first on 
the continent of Africa. 

“There’s nothing like it,” says Caroline 
Coates, assistant marketing manager for 
Spearhead Property Group, which is the 
developer.  “We’ll be the first one.”

The e30 million centre, which will even-
tually total 22,000 m², is a 15- minute drive 
from Cape Town’s city centre and is sited 
in one of the area’s hottest neighborhoods, 
Century City, which includes a full-price 
retail project, Canal Walk. An estimated 
40,000 cars pass by the location daily.

Being first in the outlet business in Af-
rica has put Sable Square in the peculiar 
marketing situation of both promoting 
itself as well as educating the public on 
what an outlet centre is and is not.  Now, 
Coates says, the centre is in a “heavy, 
heavy communications phase. People 
don’t automatically know what a retail 
outlet village is.”

Consumers have to learn the difference 
between outlet stores and factory stores, 
which are commonplace in South Africa.  
Clothing manufacturers sell seconds in 
factory stores, chiefly in a development 
called Access Park, also in Cape Town.

“Access Park caters to the lower end of 
the market,” Coates says.  By comparison, 
Sable Square’s stores will sell first-quality 
fashions, from previous seasons, at a 30 
to 50 percent discount.

The outlet centre has noticeably upset 
South Africa’s full-price retailers, Coates 
says.  “They’ve been making a fuss,” she 
says.  “I think they’re concerned that 
people will suddenly stop coming to 
Canal Walk.”

But she argues that Sable Square will 
complement Canal Walk.  A consumer 
can shop the latter if she’s searching for 
this year’s fashions, while Sable Square 
will carry stock from previous seasons for 
those who are not so cutting-edge.

The 12,000-m² first phase of the cen-
tre was fully leased at opening. Tenants 
include well-known brands made by 
South African licensees, such as Adidas, 
Levi (the South African licensee of Levi 

Strauss), Reebok and Skechers.  Spear-
head predicts that as many as 50 stores 
will tenant Sable Square’s 10,000-m² 
phase 2, set to open in 2007.

But even then, South African retailers 
will have to be taught about the advan-
tages of outlets.  “Retailers in South 
Africa still have to be educated about the 
concept,” says Alf Hartzenberg, a major 
retailer.  “Our group relies heavily on out-
let retail to maintain a balance between 
new and excess stock sales.” 

All Sable Square tenants have to agree 
not to sell knock-offs.  According to Mike 
Flax, CEO of Spearhead, Sable Square 
leases will have a zero-tolerance clause 
and centre management will immediately 
dispose of fakes from stores.  If counterfeit-
ing persists, the stores will be evicted.

The source of the concern, Caroline 
Coates says, is that so many Nigerians sell 
counterfeit designer goods and might view 
Sable Square as another venue to sell their 
knock-offs.  “The point must be, loud and 
clear, that Sable Square is offering ‘high 
quality, protected brands,’” Coates says.

The first phase of Sable Square will not 
include any of the high-end brands such 
as Gucci, Versace and Louis Vuitton as 
those are found only in the South Afri-
can capital of Johannesburg.  Once Sable 
Square has established a track record of 
solid performance, Coates says Spearhead 
will approach them.  “I think that in our 
second phase, we will be able to approach 
those guys with confidence.”

The centre was designed by retail 
expert Bentel Associates International 
with an ultramodern look surrounding a 
main square. Small cafes complement the 
shops.  The centre will have 1,095 park-
ing spaces on two levels, and the centre’s 
second story will house an international 
hotel school and room for 30 hospitality 
industry students to live there.  n 

For more information contact An-
thony Wolpert, Development Manager, 
Spearhead Group, 42 Hans Strijdom 
Avenue, Foreshore, Cape Town, South Af-
rica 8001; +99 27 21 – 425 1000; email 
awolpert@spearheadprop.com.

Outlet retailing comes to Africa
All Sable 
Square 
tenants 
must sign 
a “ No 
Counterfeit 
Goods ” 
agreement.

By MARY JO MELONE, contributing writer

Even during construction – the above photo was taken in March – Sable Square 
was preparing consumers for the first outlet centre on the African continent 
with a sign that reads, “Where great value is always in fashion.”



Airfield	
Alizé
MaxCompany
Baldinini
Eno Town
L’Occitane
Heindl
EX10
Frottana
Goldix
G.G.SUN (Sonnenbrillen)
G.K.Mayer Shoes 
Linea A
HumanicOutlet 
Interspiel

Käthe Kruse
La Rossi Gold (Uhren) 
Marc Picard (Taschen)
Mila Schön
Milano Italy
Morawa Preis-Bestseller
Salamander
Salewa
Shirt House
S-Line
Triumph
Palmers
Walk Safari
Wesley
Wexmann London

Leoville tenants include:
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In May 2005 Leoville Premium Out-
let opened its doors to shoppers just 
outside Vienna, arriving on the outlet 

scene as “the first and only premium out-
let centre in Austria.” 

Developed and run by European Out-
lets (EO), the scheme seems to be follow-
ing the low-profile lead of London-based 
outlet-centre developer Value Retail, 
which has become renowned for qui-
etly opening a centre that’s only partially 
leased in order to save room for the most 
cautious, yet desirable, tenants.

Indeed, Michael Herscovici, formerly 
of Value Retail and now one of EO’s two 
managing directors (the other is Michael 
Griesmayr), explained to the local Badener 
Zeitung newspaper that the nature of pre-
mium outlet centres is that one has to be 
selective when choosing tenants. 

And so it goes that in May 2005, the cen-
tre held a soft opening of 16 of its planned 
60 stores. By October 2005 an estimated 
400,000 shoppers had already visited the 
centre, and by the end of this summer, 32 
tenants were up and running, just slightly 
over half of the centre’s occupancy.  

Soft openings are generally held to give 
stores time to get their retail acts together, 
to hone selling and merchandising skills, 
and to gauge inventory levels.  All of 
those things are better done with practice, 
and smooth operations are the aim of a 
premium outlet centre.  

According to Bettina Schuckert of 
European Outlets, a premium outlet is 
defined by premium location, premium 
architecture and premium brands. Only 
if these three criteria are met, she says, 
can brand names be discounted without 
risking their image. Equally as important 
is ensuring that “brand-aware bargain-
hunters [can] hunt for bargains without 
losing their image...without a rummage 
sale atmosphere.”

This is achieved by promising both shop-
pers and tenants something to which only a 
select elite have access:  Leoville describes 
itself as offering “exclusive stores” in an 
“exclusive atmosphere” with “exclusive 
walkways” and even “exclusive food.” 
Right down to having an “exclusive foun-
tain,” Leoville promises a unique shopping 
experience. There is also a “Leo-VIP Club” 
with a bi-weekly newsletter for members 
announcing special offers, invitations to 
special events and other goodies. 

Shoppers will find clothes and other 
items at discounted 30 percent to 70 
percent off the retail price, though the 
price structuring at Leoville varies slightly 

By Stephanie Kramer, Berlin Correspondent

Leoville Premium Outlet keeps a low profile

from that of a traditional FOC. Not all 
items are discounted up front, but may be 
offered for example, as “10 percent off any 
two shirts not already discounted.”

Leoville’s target shopper is a high- 
income woman over 25, with or without 
children, who visits the centre by car, 
perhaps with friends or family. 

Located on a major highway, the A2, 
which runs through Austria to Italy 
to the south, Leoville is accessible to 
shoppers from the region (Vienna is a 
mere 30 minutes away) and tourists 
alike. Situated in Leobersdorf, Leoville 
is within a three-hour drive of Hun-
gary, the Czech Republic, or Slovakia. 
A total of 5.6 million people live 
within the catchment area. There is 
shuttle service from Vienna, but most 
shoppers are expected to arrive by car, 
and there are 880 parking spaces to 
accommodate them. 

Leoville is currently 11,000 m² but 
there are plans to expand to 19,000 m².  

As elsewhere in Europe, initial resistance 
on the part of local retail was tough and 
Herscovici spent seven years trying to 
convince local communities of the benefits 
of the centre. 

European Outlets plans to forge ahead 
with another two or three more centres 
over the next five to seven years in neigh-
boring countries. n 

Leoville Premium Outlet is less than 30 minutes from central Vienna in Leobers-
dorf, one of the wealthiest areas in the region; 5.6 million live within a three-hour 
drive of the centre.

European Outlets is taking the slow-and-steady approach to leasing at its Austrian 
centre, intending to hold out for the most upscale brands.
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Parndorf a Bigg deal
McArthurGlen said in July that it has 

taken over management and leasing 
of its next-door neighbor in Parndorf, 
Austria, the BIGG Outlet Centre. The 
move is McArthurGlen’s second foray 
into third-party management, its first 
at the B5 outlet centre at Brandenburg 
near Berlin, Germany, that was an-
nounced in June.

McArthurGlen CEO Julia Calabrese 
said, “Our success in managing the 
outlets we developed, as well as positive 
feedback from our brand partners, led  
us to look at third party management  
as an obvious and immediate expan-
sion for our brands. We have an existing 
centre at Parndorf, McArthurGlen  
Designer Outlet Parndorf, and the offer 
at BIGG Outlet Centre is complemen-
tary to that. With the two outlets com-
bined, we have created the biggest outlet 

retailing space in Northern Europe.”
Together, the two outlet centres total 

37,242 m² of GLA.  The 11,760-m² BIGG 
Outlet Centre opened in 2005 and is fully 
leased with 29 tenants, including Gerry 
Weber, S’Oliver, Pierre Cardin/Otto Kern 
and Rosner. It was acquired in July for 
e30 million from Austrian developer 
Rene Benko by Warburg-Henderson KAG 
Funds, a JV of Warburg and Henderson 
Global Investors.  The net yield was just 
under 7 percent.

Henderson operates the European 
Outlet Mall Fund, which owns seven 
assets:  the B5 in Berlin, as well as 
projects developed by McArthurGlen 
in Troyes and Roubaix, France; Roer-
mond, The Netherlands; Castel Ro-
mano and Serravalle in Italy, as well as 
the 25,482 m² centre  in Parndorf.  De-
spite its ownership of McArthurGlen’s 
Parndorf centre, the outlet fund passed 
on Bigg as it didn’t fit certain size and 
revenue criteria.  

 In addition to the two centres in Parn-
dorf, there is also the Leoville Outlet  
Mall, which opened in Leobersdorf in 
2005 (see page 18 for related story).  Also, 

A little more than two years ago the 
Miller Group was presented with the idea 
of partnering on an FOC in Hungary.  By 
all accounts, the developer spent a quick 
few weeks thinking it over and then 
plunged in full force, convinced that the 
strategy would pay off.  Chief executive 
Phil Miller noted at the time that he 
especially enjoyed the entrepreneurial 
aspect of his family-owned company.

And in early September, the two-year-
old Premier Outlets Centre in Budapest 
sold for e70 million – a 6 percent initial 
yield – to Morley Fund Management, 
which acquired the centre on behalf of 
its Aviva Central European Property 
Fund (ACEPF). GVA Grimley Outlet 
Services will continue managing and 
leasing the 18,000-m² centre.

The centre, which was a joint venture 
with Raiffeissen Ingatlan, was the first 
FOC to open in Hungary, and its 82 
tenants include Calvin Klein, Columbia, 
Ecco Shoes, Fila, Levis/Dockers, Mango, 
Mexx, Nike, Pepe Jeans, Quiksilver, 
Roland/Tommy Hilfiger, Russell Athletic, 
Sarar, Vans and  Wilson/Mission.

Julian Taylor, a fund manager at  
Morley, said “This is the first retail asset 
Morley has acquired for ACEPF and 
we are pleased to have acquired such a 
high quality property, particularly after 
the marketing attracted a significant 
number of interested parties. We be-
lieve it will deliver a good return for our 
investors over the long term.” 

Miller Developments has a second 
Premier Outlet Centre planned in Ring-
sted, Denmark, in joint venture with 
local partner TK Development. The 
Danish centre will be built on a 7 hect-
are site, close to Copenhagen, and will 
provide 12,000 m² of GLA. 

GVA Grimley partner Brendon O’Reilly 
said he thought the sale of the property to 
Morley Fund would open up the FOC ac-
quisitions market.  “I think we’ll now start 
seeing institutional investors looking at the 
Central European outlet market,” he said.

Established more than 30 years ago, 
Miller Developments, a division of Miller 
Group, is one of the UK’s leading com-
mercial property development companies. 
Through its national and European of-
fices, Miller Developments manages large 

scale property development programmes 
throughout the UK and in Europe.

UK-based Morley Fund Management 
is an independent asset management 
business of Aviva plc, which is one of 
the world’s largest financial services 
groups with over e432 billion of assets 
managed worldwide. 

New owner for Premier Outlets Center in Budapest

McArthurGlen is developing the e90 
million Salzburg Designer Outlet on the 
site of the Airport Centre, which had to 
be torn down to make room. 

Hermes sells Royal Quays 
Hermes/REALM Ltd. said in early 

September that Royal Quays in New-
castle Upon Tyne, England, had sold to 
North Shields Investment Properties 
for e42 million, about e2.5 million 
less than Hermes was hoping to attract.  
The selling price represents a yield of 
more than 6 percent. Hermes put Royal 
Quays up for sale through London 
agent Cushman & Wakefield after a 
review of its portfolio found it was too 
heavily weighted towards retail proper-
ties after a surge in values.

The property received 10 offers after 
it was put on the selling block in May.  

Peter Everest, managing director of 
WD Ltd., which will manage the prop-
erty on behalf of the new owners, plans 
to spice up the tenancy of the 13,000-
m² centre by bringing in more fashion-
oriented retailers and by increasing its 
marketing.

Miller Group opened Hungary’s only 
outlet centre just two years ago.
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l  Ghost, Ravel and Amanda Wakeley are the 
latest signings to Galleria Outlet Centre, the 29,729 
m² scheme in Hatfield, England.  Galleria’s 90-store 
offer includes a number of top-name retailers includ-
ing Marks & Spencer Outlet, Pringle, Oakley and 
Liz Claiborne. Purchased by Land Securities in late 
2005, it is the closest outlet centre to London with 
a catchment of nearly 7.3 million shoppers within a 
60-minute drive.  All the leases run from one to five 
years, with rents at the higher of a minimum e45 psf 
or turnover basis. 

l  Adidas has opened at the Ardennes Outlet Centre in Verviers, 
Belgium. The 11,000-m² centre, which lies equidistant between Brus-

sels and Cologne, will 
soon be joined by Car-
ven Menswear and by 
Italian coffee operator 
Illy. The centre’s tenant 
line-up includes Nike, 
Puma, Gerry Web-
ber and Trespass. It is 
owned by the Comer 
Group and run by UK-
based strategic com-
mercial development 
advisers BSB.

Adidas joins other Ardennes Outlet Centre 
footwear retailers Nike and Puma. 

Correction
Neil Thompson, associate partner with GVA 

Grimley Outlet Services, has been appointed 
CEO of Warsaw-based The Outlet Company 
for a fixed period of time.  A story in the 2006 
Summer IOJ mistakenly said Thompson had 
left GVA.  IOJ regrets the error.

 
l  The farmer’s market held every Sunday at McArthurGlen Designer 

Outlet Centre in Swindon, England, has been nominated as one of Britain’s 
favourites. Country Life magazine and property specialists Strutt and Parker 
have launched a campaign to find the nation’s best farmer’s market, and the 
Swindon affair is one of three shortlisted in the Southwest. Michelin-starred 
chef John Burton Race said, “Swindon’s farmers’ market is a venue for local 
specialities, seasonal delights, and the best in local crafts. Produce includes 
traditionally reared meat and poultry, grass-fed lamb, free range eggs, olive and 
Mediterranean salads, farmhouse cheeses, pies and puddings, award-winning 
bread and cakes, Gloucester Old Spot sausages and homemade fudge.”  Swin-
don’s entrant is up against two from Carruan in North Cornwall and Tavistock 
in Devon. The winners will be announced in November.

l  Dubai Outlet Mall 
will be the host venue for 
the Dubai Balloon Festival 
(DBF), scheduled to be a 
main attraction during the 
annual Dubai Shopping 
Festival in December.  Mo-
hamed Khammas, CEO 
of Dubai Outlet Mall, is 
also CEO of the Balloon 
Festival, which will mark 
the start of the Emirate’s 
annual shopping extravaganza.  The balloon festival will feature events for the 
public on the two weekends between 21 and 30 December at Dubai Outlet City 
in Dubailand over two weekends. The 375,000-m² outlet mall is scheduled to 
open this autumn.  Slated to become an annual event for the next 10 years, the 
DBF will include the participation of over 100 balloons from across the world, plus 
family entertainment, contests, events for the public, photo contests, music, food 
and other events.  Organising the event will be a team of U.S. professionals from 
the Albuquerque International Balloon Fiesta Inc.  Companies worldwide are 
sponsoring the event to gain balloon branding.

Marketing

Leasing

Coxhead joins LMS Outlets
Graham Coxhead, MRICS, joined LMS 

plc in June 2006 as director of LMS Out-
lets Ltd, a new division of TK Develop-
ments, concentrating on designer outlet 
shopping centre investments.  Coxhead, 
who is an ICSC member, has some 20 
years experience in developing centres 
throughout the UK and in Europe.  LMS 
Outlets are currently active in France, 
Germany, Turkey and the Czech Republic.

LMS Outlets are co-owners with TK 
Developments of Prague Outlet Center, 
scheduled to open in summer 2007.  Ad-
ditionally, LMS is preparing the 22,000-
m² Tournus Fashion Village, a site midway 
between Lyon and Dijon, just north of 
Macon in the heart of France’s Burgundy 
region. This project, 100 percent owned 
by LMS Outlets, is scheduled to open 
summer 2008.

LMS is also involved in First Fashion 
Village, Silivri, a seaside town near Istan-
bul.  LMS has a JV with locally-based Real 
Estate Development (RED) for the 20,000-
m² centre, set to open in autumn 2008.

Prior to joining LMS plc, Coxhead was 
managing director of development hold-
ings of GVA Grimley Outlet Services.  

New tenants at Land 
Securities’ Galle-
ria Outlet Centre in 
Hatfield, England, 
include Amanda 
Wakely (left) and 
Ghost (below). 
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Madrid-based Neinver was set to open its 
sixth factory outlet centre 29  September, Fac-
tory San Sebastián de los Reyes, in northern 
Madrid.  With 120 stores, the scheme could 
become the largest outlet centre in Spain, 
eclipsing in size Neinver’s own three projects 
in Getafe, Las Rozas and Sevilla.  

Factory San Sebastián de los Reyes is in the 
first phase of the new 300,000-m² Alegra busi-
ness, shopping and entertainment park, sched-
uled for completion in the winter of 2007. 

With an investment of e230 million, Alegra 
is the result of joint work through private initia-
tive and public cooperation.  Neinver has in-
vested e55 million on the 23,800-m² centre.  

Under the “Factory” brand name, Neinver 
began developing outlet centers in Europe in 
1996, starting in Spain, then opening schemes in 
Poland in 2002 and in Portugal in 2004.  Neinver 
recently said it would open four more outlet 
centers in Poland in the next two years.

Alegra will be home to the largest Decathlon 
store in Spain – 10,600 m² devoted exclusively 
to sports. For children, Alegra is featuring 
Micrópolix, a children’s entertainment offering 
for kids from 5 to 13 years old. At 8,500 m², 
it consists of 45 thematic spaces that recreate 
a modern, ecological, charitable, committed 
city, where children will be able to play and 
learn by copying and performing more than 
100 different professions. 

Moreover, Alegra will be equipped with 
more than 22,500 m² devoted to sports such 
as mountain biking and track.  

Alegra is located in the northern part of the 
Autonomous Region of Madrid, one of the 
region’s most dynamic areas of development.  
Alegra is in the middle of an area comprising 
more than 15,000 new homes, business parks 
and industrial areas, soon to be joined by the 
new Hospital of the North, which is under 
construction. 

Silvio Tarchini, developer and operator of factory outlet centers in Men-
drisio, Villenueve and Zurich, Switzerland, opened his fourth project, Fox-
town Shanghai in June.  The centre is in Xingbang Town, in the Songjiang 
District, about 40 minutes from downtown Shanghai, and includes 1,400 
parking spots, plus Italian and Chinese restaurants. Some 70 international 
brands are represented in the centre’s 25-plus outlet tenants, which in-
clude Adidas, Benetton, Canali, Ecco, Geox, New Balance, Nike, Reebok, 
Samsonite, Sisley and Zegna.

Vietnam’s first outlet centre will open in 
December, according to online newsletter 
VietNamNet Bridge (http://english.vietnam-
net.vn/).  Quoting the deputy director of the 
scheme’s wholly foreign-invested developer, 
Nguyen Thi Van Anh, the newsletter reports 
that the e24 million Saigon Factory Outlet 
Mall is being developed in Di An district 
in Binh Duong province in the heart of the 
southern key economic zone.  The 30,000-m² 
FOC will include over 200 shops.  

The average cost of leasing space in the mall 
would range from e10 to e15 per m², although 
some areas might range up to e20 per m².

Foxtown Shanghai opensNeinver’s 6th FOC 
opens in Spain

FOC planned  
in Vietnam
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Phase 2 at Fashion House Outlet Centre (FHOC) Piaseczno in 
Warsaw, Poland was opened on 23 August 2006, less than a year 
after the centre’s initial phase opened. The expansion brings the 
center to 16,000 m², and a third phase is planned.  

The Piaseczno centre is the latest investment of The Outlet Com-
pany, which was formed by Belgium developer Liebrecht & Wood and 
a team of the British experts on outlet centres. GVA Grimley handles 
leasing and management of the centre, which resembles Warsaw’s Old 
Town with nice little streets and street lamps. 

Among the tenants in the 3,850 m² expansion are Vero Moda, 
Rossignol, Quiksilver, Olimpia, Vistula, Willsoor, Red Indian, 
Almi Décor and Villeroy & Boch, who join Franco Feruzzi, Puma, 
Wittchen, Levi’s, Wólczanka, Salamander, Converse, Mustang, 
Lee Cooper, Atlantic, Reebok, Gino Rossi, Adidas, Traffic Club, 
Ecco, Pompea, Reporter and others in the center.  

TOC operates two other FHOCs in Poland:  in Sosnowiec, which 
opened in February 2004, and in Gdansk, which opened in October 
2005.  Piazecno opened in November 2005, and based on the success 
of the centres, TOC is planning to develop a total of six projects, 
possibly adding the next three in Szczecin, Poznan and  Krakow.

Thompson says that from the beginning TOC has strived to 
look and work like the Western European and American outlet 

To celebrate the opening of the phase 2 at Fashion House 
Outlet Centre Piaseczno in Warsaw, Poland, Neil Thompson, 
CEO of Warsaw-based The Outlet Company (TOC) invited 
the principal investors in TOC to join him in smashing down a 
joining wall between the centres’ first two phases.  From left to 
right are Guido Vandermarliere, Guy Wauters, Neil Thompson, 
Patrick Van Den Bossche, Tom Dootson and Marc Lebbe.  

summer 2007.  (See the 2006 Summer IOJ for 
a related story on the Czech Republic.)

Prague attracts some 7 million visitors a 
year and the Czech Republic has a respect-
ably high disposable income level.  Still, 
the fight for tenants among the planned 
projects will be something to watch. 

Eric Daguin, managing director of ED-
Consulting’s Prague office which is man-
aging and leasing Outlet Airport Praha 
says, “We’ve been monitoring the Czech 
market for about five years; now is the right 
time to enter, as the market is mature and 
purchasing power is growing.” 

EDConsulting expects e80 million 
turnover in the first year of the mall’s 
operation, Daguin said. The company 
projects that 3 million shoppers will visit 
the mall in the first year, with an annual 
10 percent growth in customer traffic. 
Further, the outlet centre will provide jobs 
to 600 people, Daguin added.

Outlet Airport Praha will offer a total 

Czech Republic the new hot spot?

Phase 2 of TOC’s 
Piaseczno opens

centres with their mix of world brands, high quality, low prices 
and pleasant shopping atmosphere.  He adds that another 
trend borrowed from the Americans and Western Europeans is 
the introduction of brands not related to apparel or footwear, 
such as an interior design shop or a bookstore/café.
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of 2,500 parking spots, of which 2,000 will 
be indoors on the ground floor of the mall. 
The upper level will be devoted to retailers 
and a food court. The mall is an entirely 
new concept that the company plans to 
apply in similar factory outlets in Poland, 
Hungary and Russia, Daguin said. 

EDConsulting is in talks with brands 
including Adidas, Nike, Puma, Calvin 
Klein, Diesel, Hugo Boss, Levi Strauss & 
Co. and Nautica, as well as luxury brands 
such as Giorgio Armani, Dolce & Gab-
bana, Gucci, and Prada that can’t find 
space on Parížská street in Prague.  About 
50 percent of the retail space is commit-
ted, according to EDConsulting. 

EDConsulting also plans to construct 
a three-star hotel with 200 rooms and a 
building to host a leisure centre  at the 
Outlet Airport Praha in 2008. The com-
pany is in talks with an unnamed Italian 
hotel chain that could enter the Czech 
market via this centre .

ˇ

Within the last year three developers 
have stepped up to develop FOCs in the 
Czech Republic, with the latest being 
Prague-based Ponte Carlo GDO.  The 
company is scheduled to begin construc-
tion by yearend on Outlet Airport Praha, 
sited two kilometers from Prague Ruzyne 
Airport.  The 48,000-m² scheme is ex-
pected to open in November 2007.  

The only factory outlet in the Czech 
Republic is currently Freeport, located 
in Hate near Znojmo, South Moravia, 
close to the Austrian border.  In 2005 
Czech developer BDL Czech said it would 
develop an FOC just off the D1 highway, 
66 kilometers from Prague toward Brno. 
BDL Czech’s Exit 66 factory outlet is also 
planning a mid-to-late 2007 opening. 

Recently, TK Development and LMS 
Outlets jointly announced that their 
scheme in Sterboholy – Prague Outlet 
Center – has been granted a full planning 
permit.  That centre is scheduled to open in 

˘

˘
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Developing a factory outlet centre 
has never been considered an 
easy venture, and when you’ve 

set your sights on Germany, the go-
ing is even more daunting.  But eight 
years after entering the market, London- 
based Outlet Centres International is suc-
cessfully soaring along.  

In June construction started on OCI’s 
second German outlet centre, Design-
er Outlets Wolfsburg (DOW), and on 
29 September, the developer held 
a grand opening celebration for phase  
2 of Designer Outlets Zweibrücken (DOZ).

A look back at the beginnings of the cen-
tre in Zweibrücken – developed on a former 
NATO air base – explains why the second 
phase is such a cause for celebration.   

“When OCI got involved in the project,” 
recalls Hans Dobke, CEO of OCI, “there 
weren’t too many people who believed in 
our vision, that a former U.S. airbase on 
the German/French border could be turned 
into a successful outlet centre where world 
famous brands like Nike, Polo Ralph Lauren 
or Versace would open a store.” 

Developing, leasing, resisting
Adding to the initial skepticism was that 

the FOC concept was new to Germany in 
1988, and leasing proved difficult – in par-
ticular for German brands – due to heavy 
resistance and threats by German retail or-
ganisations. Dobke recalls a night when the 
city centre’s retailers shut down their stores 
an hour early and darkened their windows 
to show the public how the project would 
affect the city’s retail trade.

When DOZ opened 75-percent leased 
on 8 March, 2001 with 55 outlet stores in 
about 14,500 m²,  it made news across the  
country as it was Germany’s first purpose-
built FOC.

Tenants included Nike, Adidas, Versace, 
Burberry, Diesel, Lacoste, Aigner and Bogner. 
Polo Ralph Lauren joined the centre with 
its first German outlet store six month later, 
leading the way for numerous brands to use 
DOZ as their first step into outlet retailing. 

The center has been 100-percent leased 
since 2003 and last year attracted 1.3 
million visitors.  “Since its opening, the 
scheme has seen a strong, continuous 
development with double-digit turnover 
growth each year,” Dobke says.

With such positive numbers, Dobke 
was keen to expand.  But first there were 
lawsuits to resolve.  

“Due to the peculiarity of German plan-

ning,” Dobke says, “litigation can continue 
even after the centre has been opened.  It 
took us until July 2004 to successfully re-
solve the last remaining law suit against the 
project, which shows how time- and money-
consuming the permit process for outlet 
development is in Germany. Consequently 
we’re even more excited about the long 
overdue opening of the second phase.”

Phase 2, which soft-opened 85-percent 
leased in July, includes Polo Ralph Lau-
ren, Adidas, Strenesse, Puma, Swarovski, 
Rosenthal and Swatch. The centre will be 
fully occupied by yearend, Dobke says.

Exceeding expectations
With the phase 2 of DOZ comfortably 

under way, OCI entered a competition to 
develop property in the middle of the city 
centre of Wolfsburg, home of the Volkswa-
gen.  OCI took all the Wolfsburg dignitar-
ies to DOZ so they could see a flourishing 
outlet centre, and in January of this year was 
named winner of the competition.  

DOW will open in summer 2007 on a site 
directly opposite the Autostadt, Volkswagen’s 
theme park that attracts more than 2 million 
visitors per year and has become Germany’s 
second biggest visitor attraction.

 “This project in many aspects has al-
ready exceeded our expectations,” Dobke 
says. “A year before opening the centre is 
already 50-percent let.”

The tenant line-up will include OCI’s 
brand partners, as well as fresh, new chains. 
Stephan Schaefer, OCI’s commercial man-
ager, says phase one will comprise 50 outlet 
stores and 11,500 m² of GLA, “which in our 
experience we’ve found to be the ideal size 
for the initial phase.  Our target is to open 

the centre not less than 80-percent let, which 
will then enable us to fine-tune the centre’s 
tenant mix with the remaining 20 percent.” 

In addition to Designer Outlets Wolfs-
burg, OCI also has two other sites planned 
in Germany, near Hamburg and Cologne.

Other outlet centres in Germany include 
McArthurGlen’s B5 in Berlin and Value Re-
tail’s Wertheim Village (Frankfurt market) and 
Ingolstadt Village (Munich market).  n

OCI jumps hurdles, dashes ahead
Zweibrücken phase 2 opens; Wolfsburg under construction
By Linda Humphers, Editor in Chief

The 6,500-m² phase 2 of Zweibrucken, to be 100-percent leased by yearend, 
brings the centre’s total GLA to 21,000 m².
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