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OUTLET CENTRES PLANNING 2006 OPENINGS
Project Site Developer/Manager GLA in sq. m Opening

Ringsted Ringsted, Denmark TK Developments/Miller Group/GVA 
Grimley        11,650 October

Kildare Village Kildare, Ireland Value Retail Plc           9,285 Summer

McArthurGlen Designer Outlet 
Barbarino di Mugello

Barbarino, Italy 
(Florence) McArthurGlen Europe 25,000 March

Factory Outlet Sestu Sardinia, Italy Gruppo Policentro e Retail Group         16,800 April

The Outlet Centre Roosendaal, Netherlands McMahon Development Group          12,535 4th quarter

Factory Lubon Poznan, Poland Neinver Polska 15,200 spring

Factory Wroclaw Wroclaw, Poland Neinver Polska 13,000 spring

Factory Madrid San Sebastian 
de los Reyes Madrid, Spain Neinver S.A.         18,156 autumn

Dubai Outlet Mall Dubai, U.A.E. Al Alhi Group 93,458 4th quarter

This list of planned openings is primarily for Europe and the Middle East, but IOJ is interested in your planned projects anywhere in the world.  Please send 
your worldwide outlet-project updates to Linda Humphers by fax: 732-694-1753 or email: lhumphers@icsc.org                           Source: Value Retail News

McArthurGlen’s Barbarino centre opens in March
Construction is well un-

derway at London-based 
McArthurGlen’s third Italian 
outlet village – the 70 million 
Barbarino Outlet in Barbarino 
di Mugello, 25 km north of 
Florence.

Located in the heart of Tus-
cany, the outlet village will have 
over 100 stores and 21,000  
sq. m of GLA in two neighbour-
ing sites spanning the River 
Sieve. It is scheduled to open 
in March 2006.

 The design of Barbarino Outlet has 
been inspired by the Renaissance period’s 
noble villas of the region. It will be con-
structed so that stores on both sides of 
the river are reached by a series of bridges 
reminiscent of the Ponte Vecchio – the 
famed bridge of shops that straddles the 
Arno River in nearby Florence. 

Tenants set to open in Barbarino include 
Missoni, Prada, Bric’s, Pinko, Pal Zilieri, 
Baldinini, CK Jeans, Caractere and For-
narina, with the remainder of the tenant 
mix similar to McArthurGlen’s line-up in 
Serravalle near Milan and Castel Romano 

in Rome.  Those centers are tenanted by 
such brands as Bulgari, Dolce & Gab-
bana, Nike, Versace, Salvatore Ferragamo, 
Ermenegildo Zegna and Brioni.

Designer Outlet Barbarino is McArthur-
Glen’s 14th FOC in the UK and continental 
Europe. It is being constructed in partner-
ship with the Italian-based Fingen Group.

“This is our third village in Italy,” says 
McArthurGlen chairman J.W. Kaempfer, 
“and it’s an exciting venture due to its 
location and the unique challenge of 
construction spanning a river in the beau-
tiful Tuscany region.  We’re committed to 

replicating the success we’ve 
had in Milan and Rome in the 
Florence region.”

Barbarino di Mugello will 
draw its visitors from the 11 
million tourists visiting the pic-
turesque region of Tuscany, and 
the seven million people living 
within its catchment area.

In other McArthurGlen 
news, construction on the 
developer’s fourth Italian proj-
ect is expected to start late this 
summer and open in late sum-

mer 2007.  Designer Outlet Marcianese, 25 
km from Naples’ city centre in the heart of 
the Campania region.  

In full view of Mount Vesuvius, which 
hasn’t erupted in a long, long time, the 
26,000-sq. m project will likely become 
one of the most spectacular outlet centres 
in Europe.  Approximately 5.5 million live 
within a 90-minute drive of the site.  The 
developer says tenant demand for space 
in the planned centre is strong.  

“We’re confident that we’ll give the 
Campania region of Italy a designer outlet 
centre to be proud of,” Kaempfer says.  

Policentro scheme to open in April

Tenants set to open this spring in McArthurGlen’s river-
straddling outlet project in Barbarino di Mugello include 
Prada, Missoni, Bric’s and Pinko. 

Sardinia Outlet Village, one of four com-
ponents in Gruppo Policentro’s mixed-use 

La Corte del Sole project in Sestu, Sardinia, is 
scheduled to open in April.   

A tenant list wasn’t available for the 16,800 
sq. m outlet centre except that it will include 
five anchors, 25 shops, a multiplex cinema and 
a bowling alley.

Upon completion, Corte del Sol will be 120,000 sq. m and 
will include the factory outlet centre, a full-price, 29,700-sq. 
m shopping centre, a commercial park and two 180-room 
hotels.

The project is on the SS 131, 14 km from downtown Cagliari, 
the capital and reference point of the region.  It is also just 7 
km from the airport and close to the island’s southern coast, 
which attracts some 3.5 million annually.

2006 OUTLET UPDATES

Sardinia Outlet Village in Sestu is a component of the mixed-use La 
Corte del Sole project, which features two hotels.
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As construction continues on the 930 
million-sq. m Dubai Outlet Mall 

(DOM) in the United Arab Emirates, 
changes are being made to the basic foot-
print, according to Mohammed Kammas, 
managing director of the project.  

“We’ve split the retail so that we now 
have the outlet centre at the front of 
the property,” Kammas told IOJ.  “We’ve 
moved the full-price retail mall 2 km 
down.  We realized that it would be much 
better to separate the concepts.”

UAE-based Al Ahli Group is developing 
the centre, which originally planned to  
open in 2007.  In an unusual twist for the 
factory outlet industry, the project is now  
expected to open at the end of this year, 
nearly a year earlier than anticipated. UK-
based Savills is handling leasing with Eu-
ropean brands and U.S.-based Cordish Co.  
is handling leasing with American brands.  

Reportedly the center already has a 
waiting list of tenants anxious to take part 
in the low-risk venture that Kammas has 
created.  Basically, DOM has set up free 
sponsorship and assistance in setting up 
licenses.

In addition to the outlet centre, DOM 
will also include a business park, a Web-
marketing centre, an artificial beach and 
restaurants, residences and a hotel. 

Retail business is certainly booming in 
the UAE – GLA growth is expected to in-
crease 145 percent by yearend to 2.7 mil-
lion sq. m or 0.57 sq. m per capita by the 
end of this year, according to the Middle 
East Council of Shopping Centres.  By 
2009, retail activities in shopping centres 
in Dubai are expected to contribute over 
50 percent to gross domestic product sales, 
according to a report in Khaleej Times.  

The boom has been attributed to tour-

ism, shopping festivals – especially the 
monthlong shopping festival held every 
winter – and high disposable income.  
Besides Dubai Outlet Mall, other new 
non-outlet projects there that have just 
opened or are planned include the Mall 
of Arabia (600,000 sq. m), Dubailand 
(375,000 sq. m), Dubai Festival City 
(160,000 sq. m), the Dubai Mall (351,000 
sq. m), and at least a half-dozen others on 
the drawing boards. There are currently 
30 shopping malls in Dubai.

According to an industry analyst, at 
Dubai’s current demographic levels, 
annual retail expenditures for every 
man, woman and child average at least 
$7,800 and shopping-centre sales aver-
age $3,500 per sq. m.  Dubai’s growing 
population and tourism are expected to 
sustain the retail boom in the coming 
years even with the added retail space.

Dubai Outlet Mall part of UAE prosperity

Neinver says it will open Facto-
ry San Sebastian de los Reyes, its 

fourth FOC in Spain, in the autumn. 
The 120-tenant, 18,156-sq. m project 
is in northern Madrid, 10 minutes from 
downtown.  The centre boasts excel-
lent access, both by motorway (A-1, 
exit 19) and public transport and has a 
catchment of 4.6 million.  The outlet 
portion will be part of the 25,000-sq. m 
Alegra complex that will also include 
office space, a food court, cinemas and 
a diversified leisure offering.

This centre will be the first of Nein-
ver’s new premier Factory Centres in 
Spain, filled with innovations in design, 
energy technology and management.

In further news, Neinver’s three existing 
Spanish projects are expanding this year:  

 Leasing is progressing rapidly at Pre-
mier Outlet Center in Ringsted, Den-
mark, according to the centre’s leasing 
agent GVA Grimley Outlet Services, 
which is reporting tremendous interest 
in the country’s first FOC.  Denmark, 
after Luxembourg, is the second-most 
prosperous nation in the European 
Union and some consider it to be the 
final frontier for the sector in Europe 
as it’s the last major European nation 
to accept outlets as part of the retail 
landscape. The Danes are very style and 
fashion conscious, so as a marketplace 

McMahon Development says that 
the 12,535-sq. m first phase of 

Rosada Factory Outlet in Roosendall, 
The Netherlands will open during the 
fourth quarter of this year.  The proj-
ect’s catchment is 5.2 million within 
an hour’s drive of the centre.  The 
catchment doesn’t include the 1.2 mil-
lion who visit Zeeland every summer. 
Roosendall is also a major vacation spot 
for more than 1 million Germans, many 
of whom make multiple trips each year 
to the area.  

There is almost no trading area 
crossover with McArthurGlen’s cen-
tre in Roermond or Value Retail’s 
centre in Maasmechelen, as both 
are approximately two hours from 
Roosendall.

Neinver grows close to home

it’s of great interest to designer brands.
The 11.650-sq. m centre’s site is ap-

proximately 45 minutes from Copenha-
gen. Construction began in November 
2005 and the centre is expected to be 
complete and open for trading in Oc-
tober.

This centre will be Miller Develop-
ment’s second Premier Outlet Center; 
the first opened in Budapest in Novem-
ber (see the upcoming Spring IOJ for the 
full story on that scheme).  TK Devel-
opment in Denmark is the Ringsted 
project’s joint-venture partner.

Las Rozas will add 8,500 sq. m; Getafe 
will add 7,100 sq. m; and Seville Airport 
will add space to accommodate the new 
El Corte Inglés Outlet store. 

Premier Outlet in Denmark  
on track to open at yearend

Rosada Factory 
Outlet to tap 
Dutch tourism

2006 OUTLET UPDATES

Factory San Sebastian is the prototype of 
a new upscale, technologically advanced 
centre by developer Neinver.
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With a little over a year before its planned opening in 
spring 2007, The Outlet at Bridgewater Park is already 

50 percent preleased, according to Jo Skilton, commercial 
director of developer GML Estates Ltd.  The 19,160-sq. m 
centre is part of a larger complex that will be one of the 
biggest mixed-use developments in Northern Ireland 
at 111,000 sq. m.  The project is 26 miles south 
of Belfast, directly fronting the A1 Euroroute 
at the Banbridge exit.  Phase 1 of The 
Outlet will include 80 stores, 1,500 
car park spaces, cafés and a tourist 
information bureau.  Phase 2 will 
comprise another 40,000 sq. m of 
retail space (already with planning 
approvals), a drive-thru restaurant, 
hotel, petrol station and a further 
2,000 car park spaces.  There is also 
permission for a 52,336-sq. m busi-
ness park.  

“The location means that our 
catchment extends from Dublin 
and the Republic of Ireland to 
the whole of Northern Ireland,” 
Skilton says. 

Phases one and two are both 

First Korean 
FOC Sets  
opening date
Shinsegae Co., Korea’s third-larg-

est retailer, and Chelsea Property 
Group revealed plans in January for 
the country’s first premium-branded 
outlet centre, scheduled to open in 
early 2007.  Called Shinsegae Chelsea, 
the project will be built on a 265,500 
sq. m site in Yeoju, Gyeonggi Prov-
ince, which is about a two-hour drive 
from Seoul.

Fidenza Village, located midway 
between Milan and Bologna on 

Italy’s main north-south A1 Auto-
strada, opened 17 stores of the new 
phase 2a in December 2005. 

This expansion increases the 
GLA Value Retail’s Italian project 
to 12,220 sq. m and the number 
of stores to 70.  A further 7,000 
sq. m and 40 stores is planned 
to complete the second phase of 
Fidenza Village, which opened in 
June 2003.  

Barbara de Magistris, Retail 
Director of Fidenza Village, wel-
comed the expansion adding 
that “2005 was a strong year for 
Fidenza Village and a year when 
both the international tourists 
and the Italian customers from our 
unique catchment embraced us 
and took us into their hearts,” she 
said, adding that a sales increase of 
more than 60 percent over 2004 
“resulted not only from an increase 
in footfall of almost 40 percent, but 
also from strong growth – an 18 per-
cent increase – in the average spend 
per visitor.  This increase has come 
primarily from the growing number of 

high-end tourists shopping at Fidenza,” 
Magistris said.

Brands opening in the second phase 
include Coccinelle, Castelbajac, Mas-
simo Rebecchi, Pirelli, Facis, and the 
multi-brand retailer Officina di Ricerca 

offering the designer collections 
Alexander McQueen, John Rich-
mond, Guess, and Moschino.  
Outlet tenants in Fidenza’s phase 
1 include Bose, Camper, Elena 
Miro, Fornarina, Frette, Furla, 
Levi’s, Nike, O’Neill, Quiksilver, 
Samsonite, Trussardi Jeans, Ver-
sace and Wolford.

IRELAND AND GERMANY
In other news, the London-

based developer is on schedule 
to open its Kildare Village outlet 
centre in Ireland this summer.  
Value Retail’s marketing manager 
Frank Blanchette said that retail 
is rapidly transforming Ireland, 
a country with surprisingly high 
expendable income.  “The arrival 
of Harvey Nichols at Dundrum 
Towne Centre,” he says, “shows 
that the country is ready for up-
scale shopping. We’re confident 

of this market for our venue.”
Value Retail is also opening expan-

sions this year at its two German proj-
ects, Wertheim Village near Frankfurt 
and Ingolstadt Village near Munich.

Value Retail’s Fidenza Village  
opens phase 2 on strong sales growth  

2005 was such a strong year at Fidenza Vil-
lage that sales – driven by affluent shoppers 
– increased more than 60 percent. 

Outlet at Bridgewater Park Plans Easter 2007 opening
fully funded and are being developed by Land Securities plc 
and GML Estates, the Northern Ireland subsidiary of Orana 
Group. Ulster Bank is also a funding partner.  

Signed tenants include The Design Studio, Clockwork Orange, 
ex-Z (selling Zara overstock), Oasis, Mexx, Tog 24, 

Mountain Warehouse, Pavers Footwear and 
Pilot.  Marks & Spencer will anchor the west 
entrance with a 1,000-sq. m unit.  

OUTLET UPDATES





In the race to dominate Poland – in the factory 
outlet centre sense – the Warsaw-based Outlet 
Company has pulled into the lead with the 

opening in late 2005 of its second and third projects 
there.  TOC’s total square footage in Poland is now 
at 55,476 sq. m in centres sited in the North, the 
South and in the important Warsaw market.

Madrid-based Neinver, which opened the first 

Poland’s Big Boom
2 new FOCs open and more are on the way

The former Communist state is catering  
to a young population with a flurry of outlet projects.
By Linda Humphers, Editor in Chief FOC in Poland in 2002, has said that it intends to 

open four more in this opportunity-laden market, 
with the next two scheduled to open this year in 
Wroclaw, Poland’s fourth largest city, and in Poznan 
in the west.

The Outlet Company plans to open two more 
centres in Poland in the next five years, also in Wro-
claw and in Poznan.  That only two factory outlet 
centre developers are doing business in Poland, 

one of the most interesting markets in 
Europe, shows that the road to success 
there is paved with patience.  Devel-
opers looking for a quick commitment 
found that the long-distance runners 
are the victors in Poland.  Long-term 
planning is key to bringing factory 
outlet retailing to a country that has 
38 million people – approximately half 
of whom are under 34 years old – and 
quench their thirst for branded goods. 

The Outlet Company (TOC), is a 
Flemish/British concern established 
by Belgian developer Liebrecht & 
Wood and a team of British outlet 
specialists, including Tom Dootson, 
formerly of Peel Holdings in UK.  
Their team, plus CB Richard Ellis for 
business-to-business marketing and 
leasing and GVA Grimley for opera-
tions, has worked for more than eight 
years to open three centres, each with 

Poland’s Big Boom

Fashion House Piaseczno, left 
and below, was developed by 
The Outlet Company and opened 
in November 2005.
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a boutique/gallery character:
 Fashion House Sosnowiec, 

in the South near Katowice and 
Krakow in Silesia, will total 22,900 
sq. m.  Sited in Poland’s former 
mining area, the centre was de-
signed in the Victorian style. 

 Fashion House Gdansk on 
the northern Baltic Sea coast, 
with a build-out of 23,100 sq. 
m, designed in the style of a 
traditional fishing village.

 Fashion House Piaseczno 
in Warsaw, to total 23,900 sq. m, 
was inspired by the Stare Miasto, 
Warsaw’s Old Town, which was 
completely destroyed in World War 
II, thus this design invokes the tra-
ditional Polish city architecture.  

At this time, each centre 
houses around 60 stores. The 
5,262-sq. m expansion to Pias-
eczno is expected to open this 
summer. 

CHOOSING POLAND 
To much of the world, Poland – a for-

mer-Communist state that didn’t join the 
European Union until May 2004 – seems 
an unusual target for FOC developers and 
retailers.  But in 2002, Neinver told VRN 
that it chose Poland for its fourth outlet 
project because it is “the country with the 
greatest economic development potential 
in the former Eastern Europe.”

This choice came with good reasoning: 
Poland, the economic giant of Eastern 
Europe, has the largest consumer goods 
market in Eastern Europe and the largest 

working-age population. And, with one of 
the densest concentrations of industry in 
Europe, Poland’s economy is worth all the 
Baltic and Balkan economies combined.

Polish consumers are driven above all 
by price. Wide selection and the ability 
to do one-stop shopping have also con-
tributed to the rapid growth of shopping 
malls, which in turn have been credited 
with the expansion of apparel retailing. 
When the first large-scale supermarket 
opened in 1990 it drew 60,000 shoppers. 
In such a climate, outlet centers could be 
expected to do well and there are several 
projects currently under way. 

Poland’s Big Boom

Factory Outlet Development in Poland, Existing and Planned
Project and Site Developer GLA Opening
Existing
Factory Ursus
Ursus/Warsaw Neinver Polska 8,357 sq. m December 2002

Fashion House Sosnowiec 
Sosnowiec The Outlet Company/ GVA Grimley 8,984 sq. m February 2004

Fashion House Gdansk 
Gdansk The Outlet Company/ GVA Grimley 23,226 sq. m October 2005

Fashion House Piaseczno
Piaseczno/Warsaw The Outlet Company/ GVA Grimley 23,226 sq. m November 2005

4 open centers 2 developers 63,793 sq. m 

Planned

Factory Poznan Neinver Polska 15,200 sq. m Spring 2006

Factory Wroclaw Neinver Polska 10,214 sq. m Spring 2006

Factory Krakow Neinver Polska 10,500 sq. m 2007

Fashion House Wroclaw The Outlet Company/ GVA Grimley

Fashion House Poznan The Outlet Company/ GVA Grimley

However, even if all signs point to a 
consumer ready to go shopping, there 
may not be enough roads to get her there. 
Inaccessibility is the main reason cited 
by Polish consumers for not shopping at 
larger stores or discounters. In a country 
with an economy that wants to boom, 
the limitations of three main roads isn’t 
to be underestimated. 

Still, outlet development in Poland is 
moving along at a brisk pace, even if the 
traffic isn’t.  

Both Neinver and TOC report that 
nearly 2 million shoppers visited their 

Fashion House Gdansk

Factory Ursus

Fashion House Piazecno

Fashion House Sosnowiec

To be announced

To be announced

Fashion House Poznan

Factory Poznan

Factory Krakow

Factory Wroclaw

Fashion House Wroclaw

EXISTING

PLANNED
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Poland’s  
Big Boom
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Although it didn’t take the top prize, Fashion 
House Gdansk pleased its developer, The Outlet 
Company, by being the only outlet centre worldwide 
to have been shortlisted for a Plaza Retail Future 
Projects Award.  The awards are handed out each 
November in Cannes at the European retail space 
convention Mapic.  Centers from all over the world 
are honored for their architectural excellence.  

The Outlet Company’s Fashion House Gdansk was 
nominated in the Best Medium Retail Development 
Scheme category, by The Office, a Belgium-based 
architectural firm.  Jan Demeyere has designed all 
the Fashion House centres.  The traditional fishing 
village is the centre’s theme, leading to an enclosed 
mall with wood cladding and various mock roof styles 
over the store units. 

This village features a 25-metre high lighthouse that 
serves as both a symbol and a theme for the project.   
There are 26 lighthouses along the Polish coastline, 
and the architect was also inspired by the interna-
tionally recognised iconic shape.  Fashion House 
Gdansk’s lighthouse is concrete with red wooden cladding on 
the steel upper section and a zinc-finished top. 

The illumination provided by a 70-watt, non-flashing white 
metal halogen lamp is a tribute to the history of the region and 
a beacon to the future.

The port of Gdansk was at one time the largest city in Poland, 
and the surrounding area remains dependent on the sea for its 
prosperity.  Fashion House Gdansk, 10 km from the city, is on 
the S6 Expressway, which forms the ring-road around the Tri-
City region of Gdansk, Sopot and Gdynia.

TOC’s Fashion House Gdansk shortlisted for Mapic award

centres in the first year of opening, and 
surveys show that at Factory Ursus 70 
percent are from Warsaw; 25 percent 
from nearby locales; and only 5 percent 
are tourists.  Over 70 percent of the 
centre’s shoppers are younger than 35, 
and 34 percent are younger than 25.  Not 
surprisingly, then, Levi’s, Wrangler-Lee-
His, Pepe Jeans, Adidas, Nike, Puma, 
Reebok and New Balance are among the 
49-tenant center’s top producers.

TOC reports similar findings at 
its centres: The younger consumer 
is a much more regular visitor to an 
outlet centre than found in the more 
mature markets of  Western Europe and 
the U.S.  Whereas the traditional visit 
cycle is perhaps 13 weeks or so, in Poland 
consumers are visiting on a monthly basis 
to buy brands that weren’t previously 
available to them.

Invariably, the widening distribution is 
accelerating the growth of these brands 
across all channels in Poland and this 
has actually encouraged more up-mar-
ket brands to open full-price stores in 
Poland’s capital city.

STAGGERING CATCHMENT
In Fashion House Sosnowiec, the spend 

levels are lower than in Warsaw, but 
this is compensated by the catchment’s 

density.  According to recent figures is-
sued by CACI in London more than 14 
million reside within 50 miles (80 km) of  
Sosnowiec, making it the second-highest 
catchment density in Europe.  

Brendon O’Reilly, partner at GVA 
Grimley and head of outlet services, says 
the centres serve the catchment well.  

“They’re quite remarkable,” he says.  
“They have everything, both for the tenant 
and for the consumer, in that they provide 
a unique shopping experience that simply 
isn’t available anywhere else.  Not only are 
the tenant stores offering exciting bargains 
all year round, but the design theme within 
these malls makes for an enjoyable trip 
out with the family or friends – they really 
have become destination venues in their 

local markets. It’s little wonder that the 
original Fashion House Outlet Centre in 
Sosnowiec has already attracted over two 
million visitors.”

The results have been joyous, though 
not surprising.  Patrick Van Den Bossche, 
member of the board of The Outlet Com-
pany, says the developers knew all along 
that these centres would be successful.

“Our strategy has been very clear from 
the beginning: We focus on central Eu-
ropean markets and open a new outlet 
centre each year to allow fashion brands 
to make global deals, one negotiation 
with one local partner to allow brands to 
distribute their merchandise in multiple 
outlet stores.  Higher efficiency, hence 
higher margins.”  

The first factory-outlet centre to open in Poland was Neinver’s Factory Ursas in 
the Warsaw market; in its first year the centre drew 2 million visitors, mostly locals 
younger than 35.

Poland’s  
Big Boom

The fishing-village architecture of Fashion House Gdansk was inspired 
by the city’s history as a major port on the Baltic Sea.

(Continued from page 9)
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UK outlet centres post  
record Christmas sales

  Gunwharf Quays, Land Securities’ 
£200 million mixed use development 
on the waterfront at Portsmouth Har-
bour, England, saw record trading over 
the Christmas holidays and into the 
new year. During Christmas week the 
scheme experienced its best ever trad-
ing week with retail growth of 9.6 per-
cent.  Footfall throughout December 
rose 11 percent to 703,133.  Nineteen 
Gunwharf retailers said they posted 
their highest Christmas sales ever.  
Outlet tenants include Adidas, Burb-
erry,  Vans and Villeroy & Boch.

  At the Lowry Outlet Mall in Man-
chester, England, retailers are celebrat-
ing after the busiest Christmas ever. In 
the week leading up to Christmas, sales 
at the outlet were up 18.5 percent, and 
across the festive period retailers re-
ported an average growth of 9 percent.  
Many retailers said they had experi-
enced their most successful holiday sea-
son since the shopping centre opened 
in 2001, with sales up as much as 105 
percent at fashion jeweler Mikey.

Change of investors 
at Zweibrucken

Outlet Centres International has 
been playing musical chairs with in-
vestors in its 14,000 sq. m Designer 
Outlets Zweibrucken, Germany.  CEO 
Hans Dobke explains, “Lehmann 
Brothers was our partner for the last 
five years, and when they decided to 
exit, the property went on the mar-
ket.  We had permitting in place for 
an expansion and sales are excellent 
– 4,000 per sq. m and that’s just six 
days a week as there’s no retailing al-
lowed on Sundays in Germany.”

OCI closed a deal in October with 
Edinburgh-based Kenmore, essentially 
buying the project from Lehmann 
Brothers for an undisclosed amount 
– Dobke says only that it was “in excess 
of 50 million.”  Thus, OCI is now 
developing the expansion as well as a 
new project in Wolfsburg.  

Dobke says OCI will look for new in-
vestments for Kenmore, which currently, 
except for the Zweibrucken centre, is to-
tally into private housing.  The new equity 
partner for Zweibrucken is London-based 
REVCAP (Real Estate Venture Capital), 
whose founding partner is Andrew Pettit, 
an ex-Lehmann Brothers executive.

New owner invests 
in Gretna Gateway

Gretna Gateway Outlet Village has a 
new owner.  Northridge Capital has sold 
the scheme, which opened in July 1999, 
to Orchard Street Investment Manage-
ment for 58 million.  Orchard Street, 
acquiring the 11,612-sq. m centre for 
an unnamed client, manages portfolios 
for the Railways Pension Trustee Com-
pany, GIC Real Estate and GE Commer-
cial Real Estate, among others.  Tenants 
include Marks & Spencer,  Ponden Mill, 
Quiksilver, Reebok, Tag Heuer and Van 
Heusen. 
 
Freeport Leisure finds 
moving a tough sell

On 7 December 2005 UK-based 
Freeport Leisure was resoundingly re-
buffed when its shareholders rejected 
the outlet centre developer’s proposed 
reorganisation designed to “improve 
tax efficiency.”  Under the proposal, 
Freeport would have become a London-
listed, Jersey-incorporated company 
with a head office in Monaco.

Despite the defeat, the company has 
refused to drop the idea, stating:  “At 
an appropriate time, the board will 
give further consideration to the desir-
ability of proposing the scheme again 
to shareholders.”

Meanwhile, Freeport must separate the 
roles of chairman and chief executive, 
which were still being held by founder 
Sean Collidge as of late January.  Collidge 
intends to remain in the dual role until a 
new chairman has been appointed, and 
then assume the chief executive position.

The company also said it would press 
ahead with the sale of its last three 
European assets – Freeport Alcochete 
(75,500 sq. m) in Lisbon, Excalibur City 
(22,400 sq. m) in the Czech republic, 
on the Czech/Austrian border, and 
Freeport Kungsbacka (16,700 sq. m) in 
Sweden.  The centres have a combined 
book value of 313 million.

Polish off-price chain 
plans rapid expansion

Vabbi Factory Outlet, the Polish retail 
chain selling end-of-collection items of 

renowned brands, wants to become a 
leader in Central Europe by 2007, ac-
cording to Semax, the chain’s owner.  

The 20-unit chain is already present 
in Lithuania and is preparing to expand 
into Latvia, Estonia, the Czech Republic, 
Slovakia and Hungary by 10 to 15 outlets 
annually. The first Vabbi Factory Outlet 
store was opened in 1999 in Poznan. 
Since then, the chain has enjoyed dy-
namic growth in turnover, from 318,000 
in 2000, to almost 5.3 million in 2004. 

According to Semax management, 
the success lies mainly in the concept, 
which is new in Central Europe. Devel-
opment via franchise also turned out 
to be a good idea, because it saves the 
company some 40,000 per outlet. 

Brands found in the chain include 
Adidas, Nike, Puma, Reebok, Fila, 
H&M, Zara, Tommy Hilfiger, Wrangler, 
Levi’s and ZARA.  All prices are dis-
counted 30 to 80 percent and all items 
are from licensed sources.

German bank interested 
in outlet center financing

Wiesbaden, Germany-based Aareal 
Bank says it is interested in financing fully 
leased, well-run centers to a new buyer.  
According to Mariano Perez-Durantez, VP 
of real estate structured finance and retail 
financing, the Aareal only wants to deal 
with well-established developers on fully 
leased centres with a good sales record.  
The centres must be in Europe (the buyers 
can be anywhere) and the financing must 
be between 10 million and 50 million. 

“Most European investors don’t want 
outlet centers,” he says, “but the capital 
market is crazy about good investments.” 

He said Aareal invested $20 million 
in McArthurGlen Designer Outlet in 
Troyes, France, some years ago. 

Correction
On a chart in the Fall 2005 IOJ that 

listed new outlet centre openings, the 
13,000-sq. m Premier Outlet Centre 
in Budapest, Hungary was incorrectly 
omitted.  That project is a develop-
ment of Miller Group, Raiffeisen In-
gatlan and GVA Grimley.  In the same 
chart, GVA Grimley was mistakenly 
listed as part of the development team 
for GL Outlet Centre, also in Budapest.  

Aussie investors interested  
in European retail properties

Australian-listed APN European Retail Property Trust is on a 2 billion spend-
ing spree for retail properties.  The fund, with a market value of 150 million, is a 
joint venture between APN Funds Management and UKA, a new asset manage-
ment company in London.  The fund has snapped up a portfolio of six proper-
ties in Spain and Italy for 219 million – including Festival Park in Mallorca, a 
30,000 sq. m factory outlet centre with stores including Nike and Reebok.   The 
principals say they want to buy retail property ranging from supermarkets to 
petrol stations in the next two years, including 200 million worth of shopping 
centres in the Mediterranean.  
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Big things for Mondovicino
European FOC leasing veteran GiGi Gelmetti, who has leased projects 

for Freeport Leisure and Fox Town, and has sewn deals with the likes of 
Prada, Gucci, Nike, Adidas and Dolce Gabbana, has ventured out on his 
own with an ambitious project planned for Northern Italy. 

Sited on the Torino-Savona A6 motorway, Mondovicino will be a 
390,000-sq. m, mixed-use complex that features two hemispheres: shop-
ping and entertainment.   Just 10 metres from the Mondovi exit, and 
about 60 kilometres south of Turin and 125 kilometres from Monte Carlo, 
this one-of-a-kind project – in Italy or anywhere – will include Factory 
Outlet Mondovicino, a moderately upscale, 26,500 sq. m centre with 
approximately 109 tenants.  

Other aspects to the mega-project – to be designed in the modern 
farmhouse style – include full-price retailing, big boxes, restaurants and 
movies, plus a 90-room hotel, rollerblading and skateboarding parks,  a 
golf driving range and just about anything else you can imagine. 

The area sees 8 million visitors annually, including skiers from Italy, 
France and the rest of the world who make use of the 200 kilometres of ski 
runs and cross-country ski tracks in the region’s communities of  Frabosa, 
Artesina, Prato Nevoso and Limone Piemonte.

The towns and villages in the region are marked with centuries of history 
spanning the Roman to the Baroque period. The nearby spas of Lurisia and 
Garessio, famous for their mineral springs, attract wellness seekers.

The white truffle from Langhe remains the number one gastronomic 
specialty of the region, along with mushrooms, cheeses and famed wines, 
such as Barolo, Dolcetto and Arneis.

Gelmetti is confident that his idea for this ambitious project is the right 
one, telling VRN,  “To do only an outlet project in Italy is wasting time.  
We’re presenting all things.” 

Road work has already begun and phase 1 of the outlet centre is sched-
uled to open on 31 Oct. , 2007, he says, adding that phase 2 will open 
on 31 Oct. , 2008.

For more information contact GiGi Gelmetti at ggelmitti@mondovicino.it, 
or at +39 0174 553 035.

 

IOJ has learned of several new factory outlet centres  
scheduled to open in Europe between 2007 and 2008.

 This spring Prague-based developer 
Devo Group will begin leasing and 
construction on Exit 66, a factory 
outlet and entertainment centre 
sited on the Czech Republic’s 
most frequented highway – the D1 
– literally in the middle of the Czech 
Republic, at Exit 66.

Devo is known as the developer 
of one of the largest residential com-
munities in the CR, says David 
Rodinger, marketing and sales 
manager.  “The country is growth 
oriented, so we jumped to the outlet concept.  A need for 
retail is growing and the factory outlets are a good way to get 
brands to come into the country.” 

While Freeport Leisure opened its Excalibur City FOC in the 
southern part of the CR in 2003 to attract Austrian shoppers, 
Exit 66 will draw on the 3.5 million fashion-hungry Czechs 

living within the country.  The site is 40 
minutes from Prague and less than an 
hour’s drive from the major city of Brno. 
Phase 1 will be 20,000 sq. m, followed by a 
second phase of 10,000 sq. m.  Originally, 
Exit 66 was to have totaled 20,000 sq. m, 
but interest level has been so high that 
the developer decided to expand the 
plan, according to Rodinger, who adds 
that the centre’s merchandising will be 
moderate, and should include the likes 

of Nike, Puma and Adidas.  
If the project is a success, Devo is plan-

ning to roll out a portfolio of “Exit” projects, each one using 
the exit number of its highway site.

For more information contact David Rodinger, Market-
ing and Sales Manager, Devo Group, +420 241 480 400;  
rodinger@devo.cz.

Czech outlet shoppers can stop at Exit 66

New Project AnnouncementsNew Project Announcements

FACTORY OUTLET

Devo Group is planning to roll out a 
portfolio of outlet centres with the “Exit” 
branding.
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Stay tuned...
We’ll have more information on these new projects in the Spring 2006 IOJ:
 Half of the retail offering at ING’s Waterfront City in Melbourne, Australia will be factory 

outlet, according to Barry Stockton, leasing director.
 Guinea Group and its Junction 1 partners have aquired a site on the Costa del Sol in Spain,  

according to John Jones, financial director.

London-based Outlet Centres Inter-
national, developer of the six-year-old 
Designer Outlets Zweibrucken, plans to 
develop a 20,000-sq. m designer centre 
in Wolfsburg, Germany.  The site, which 
OCI owns – more about that later – is 
across the street from the AutoMuseum 
Wolfsburg, VW’s showplace campus 
that opened in 1995.  The VW centre 

includes a museum and showroom to fea-
ture the worldwide automaker’s brands, 
including Audi (U.S.), Seat (Spain), 
Skoch (Czech), Lamborghini (Italy), 
Ugati (France) and Bentley (UK).  

Wolfsburg, also called Wolfe’s Castle, 
is the town chosen in the late 1930s by 
Adolph Hitler as the site to create a  
car “for the people,” or the Volkswagen.  

Alain Van Hulle, another industry veteran who also spent 
some years with Freeport, has also started his own devel-
opment company, BVS Company Store Villages, based in 
Luxemburg.  His team includes Robin Behar, who was a joint-
venture partner with Howard Goldfarb of RAM Eurocenters, 
and Martin Winward, formerly of Morrisons Development.  
Joining the new team in January as leasing director was Robert 
van den Heuvel, who was senior real estate executive of Nike 
Europe for the last several years. 

BVS recently concluded a global funding arrangement with 
a leading European institution and is now ready to implement 
not one, but three outlet centres – in the top ski resort region 
of Switzerland, in the greater 
Prague region of the Czech 
Republic, and in the Veneto 
region of Northeast Italy.  At 
least three more European 
projects are in the pipeline, 
Van Hulle says, including 
some joint-ventures in Italy 
and a deluxe, high-end proj-
ect in Troyes.

“Europe isn’t done,” he 
says of BVS’s aggressive 
planning.  “But it’s impor-
tant not to choose sec-
ondary locations.  We’re 
looking only at the most 
heavily traveled motorways 
and markets.”

The first to be launched is the 20,000-sq. m project in 
Eastern Switzerland in Landquart on an unexpandable site.  
Van Hulle says Bohemia Village will be “the first real outlet 
centre in the country,” although there are four older projects 
already in the Alpine country – Fox Town Factory Stores in 
Mendrisio, Villeneuve and Rumlang, and Interdomus’ Out-
letpark Murgenthal.  

The BVS project in the Zurich-Landquart market will be 
tenanted by deluxe, upscale retailers, not the moderates found 
in the other centres.  Construction on the centre is expected 
to start in June with the opening in autumn 2007.  Leasing is 
being handled by GiGi Gelmetti.

Construction on the 25,000-
sq. m centre in Prague will 
begin in mid-June and open 
in the spring of 2008.  This site 
has enough room for an expan-
sion, Van Hulle says, adding 
that sites in Italy haven’t been 
finalized and that the project 
in Troyes will take longer since 
retail development in France is 
a very tough proposition.

For more information contact 
Alain Van Hulle, Managing 
director, BVS Company Store 
Villages, +32 479 333 361; 
info@bvsvillages.com; www.
bvsvillages.com.

Nearly 70 years later, the VW remains 
one of the best-selling cars in the  
world, and the AutoMuseum, says OCI’s 
CEO Hans Dobke, has become Germa-
ny’s second largest tourist attraction, 
drawing 2 million visitors annually.

Dobke told VRN that the site, which 
is two hours west of Berlin and two hours 
south of Hamburg, was won by OCI in 
a competition.  “We brought the whole 
town hall to see Zweibrucken, and we 
learned in January 2005 that we had won 
the competition.”  

The project’s 12,000-sq. m phase 1 is 
already more than 30 percent pre-leased, 
Dobke says.  “Designer Outlets Wolfsburg 
will be very upscale and is ahead of sched-
ule.  We’ll open in July 2007.”  

For more information contact Hans 
Dobke, CEO, Outlet Centres Inter-
national, +44 1428 653256; hans.
dobke@outletcentres.com. 

Send news of your newly an-
nounced factory outlet centres to 
Linda Humphers, Editor in Chief, 
International Outlet Journal, by 
fax: 732-694-1753 or e-mail: 
lhumphers@icsc.org.

OCI plans ‘very upscale’ project in Wolfsburg

Team of veterans energize BVS

The VW AutoMuseum in Wolfsburg is said to be Germany’s second largest  
tourist attraction, drawing 2 million visitors annually.

New developer BVS is set to develop a 20,000-sq. m 
project in the Zurich-Landquart market of Switzerland, 
the Alpine country’s top skiing region.
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T housands of shoppers flocked to the  
 9 December opening of Ardennes  
 Outlet Centre in Verviers, Belgium, 

the new project launched by UK-based 
residential developer The Comer Group 
and its partner BSB.

Comer acquired the project in mid 2004 
for an undisclosed price from Ram Euro Cen-
tres, which had the centre approximately 35 
percent preleased.  This 10,000-sq. m phase 
1 opened 50 percent leased, and occupancy 
was expected to rise to 80 percent early  
this year.  This opening occupancy could  
be a good sign:  Belgium’s two other outlet 
centres, Intervest’s Factory Shopping in 
Messancy and Value Retail’s Maasmechelen 
Village both opened around 50 percent  
full.  Today, Messancy (near France and  
Luxembourg) is struggling while Maasmech-
elen (near the Dutch and German borders)  
is achieving double-digit sales growth.

The highly-focused leasing campaign for 
Ardennes Outlet Centre was handled by 
BSB, whose VP is Sarah Royle-Johnson, 
former head of leasing for Berkeley Group, 
a partner in Gunwharf Quays in Ports-
mouth, England.  The leasing strategy has 
been to find tenants that have no full-price 
presence in the area, or who operate only a 
two or three stores in the market.

The centre is equidistant between Brus-
sels and Cologne, adjacent to a hotel and 
cinema/ leisure complex, next to the E42 
and the E40 Trans-European Autoroutes.  
It has 1,100 parking spaces to handle cars 
driven by the 19 million shoppers living 
within 90 minutes of the centre.  

The developer plans to attract those 
shoppers with a high-profile, double-en-
tendre “Brands Under Your Skin” consumer 
campaign aimed at customers in Belgium, 
the Netherlands and Germany.  The 

centre’s marketing director is Yaël Reicher, 
formerly with Maasmechelen Village.  The 
centre management is also launching an  
on-site shopfitting service for incoming 
retailers looking to open quickly.

The City of Verviers is optimistic that the 
project will do well. “The opening of the 
Ardennes Outlet Centre marks the begin-
ning of an economic revival of the City of 
Verviers,” Mayor Claude Desama said at a 
press conference in November.

The Comer Group is based in the UK and 
has a portfolio in excess of 1 billion, includ-
ing projects planned across the UK and 
continental Europe.  Comer is most known 
as a developer of new homes and homes 
converted from historic buildings. 

Thousands hit by buying fever at Ardennes 

For the first time, the factory-outlet-
centre sector has been added to the 
contenders for the 2006 European Shop-
ping Centre Awards.  Every year ICSC 
Europe presents awards to the best new 
and refurbished or extended retail devel-
opments in Europe.  Acknowledged to be 
the most prestigious awards within the 
industry, the 2006 awards will be pre-
sented at the 31st ICSC Europe Confer-
ence in Copenhagen, 26-28 April.

In previous years, there haven’t been 
enough FOC entries to constitute a full 
category alongside the others – new 
centres small, medium and large, re-
furbishments and extensions – but this 
year three projects made it past the jury.  
Those projects nominated for an award 
in the Factory Outlet category are:
 Freeport in Lisbon, Portugal, 
developed by Freeport Leisure 
 Factory Vila do Conde in Vila do 
Conde (Lisbon), Portugal, developed by 
Neinver Lusitana 
 Castel Romano in Castel 
Romano (Rome), Italy, developed by 
McArthurGlen Europe

Stephen Pragnell, chairman of the 
Polish Council of Shopping Centres and 
the Awards Jury chairperson, said in an-

nouncing the 20 finalists (of 30 entries) 
that the criteria for the top centres  is 
more than architectural. 

“Previous winning shopping centres 
have led the way in showing how to 
integrate good design, planning, mer-
chandising, sales results and all other 
areas of shopping centre management, 
including customer approval.  

“This is the first Awards jury on which 
we have a retailer [Carmen Almagro 
of Body Shop Madrid] and she has had 
a real impact on the jurors’ discussions 
and has shown us that we should be 
thinking also about how a centre and 
how a design works for the retailer.”

In February the jurors were sched-
uled to visit each of the 20 finalist 
centres, Pragnell said. “The standard of 
entries was very high – the entry pro-
cess is quite daunting – and our objec-
tive in selecting the finalists was to 
identify and recognise the centres that 
seem to particularly set an example to 
the industry as a whole.”

Shopping centres from 10 countries 
were represented in the 2006 Awards: 
Denmark, France, Germany, Italy, Po-
land, Portugal, Spain, Sweden, Turkey 
and the UK.

3 outlet centres among ICSC Awards finalists

Apostrophe
Beauty Zone 
Bianca 
Butch 
David Harley 
Georges Rech
Gerry Weber 
Italian House 
Nike 
Nitya 
No Excess 
Puma 
Trespass 
VF Factory Outlet 
Zaza 

ARDENNES OUTLET CENTRE 
TENANTS

Ardennes Outlet Centre is the first factory outlet centre to be 
developed by UK-based Comer Group.






