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By Linda Humphers, Editor in chief

Northern Italy is a prosperous home to outlet centres – McArthurGlen’s in 
Barberino and Serravalle; Value Retail’s in Fidenza; Degi’s Franciacorta 
in Brescia and Valdichiana in Arezzo; AWG’s La Galleria in Bergamo 

and Neinver’s in Vicolungo; and we might as well add Foxtown Mendrisio, which 
sits on the Swiss-Italian border.  

The area is also no stranger to outlet retailing as designers’ factory stores have 
long dotted the landscape, luring bargain-hunting tourists on labyrinthine journeys 
to their doors.  The outlet allure of Northern Italy isn’t diminished by familiarity, 

however, and at least four established outlet-centre developers have planned 
projects across the top of the boot.  

These planned centres, all with 2008 opening dates, range from the 
Piemonte on the western Mediterranean to Veneto and its Venetian 

environs on the Adriatic to the Friuli-Venezia Giulia region and 
its proximity to Eastern Europe. 

Here is a recap on who’s doing what in Italy.  The word “afflu-
ent” will appear repeatedly.

Palmanova Outlet Village
Brescia-based Promos will open Palmanova Outlet Village in the 

affluent Friuli-Venezia Giulia region, which is ranked 15th among EU 
regions in terms of per-capita income.  The region’s capital, Triest, has 

income levels 18 percent higher 
than the European average and is 
known for its high standard of liv-
ing (second only to Milan in Italy), 
excellent infrastructures, and the 
highest education level in Italy.  
The population of Friuli Venezia 
Giulia is 1.2 million.  

Palmanova’s site – 1 km from the 
Palmanova motorway exit and its 
annual 40 million vehicles passing 
by – is almost on top of the Italian 
border at Austria and Slovenia.  
Additionally, the centre’s catch-
ment includes Croatia and its 4.4 
million residents. Tourism is rap-
idly rising in Croatia, particularly 
along the Istrian and Dalmatian 
coasts.  In Slovenia, Promos plans 
to attract the country’s 2 million 
residents and high number of pros-
perous Italian tourists flowing over 
the border to soak in Slovenian 
spas.  Austria’s 8 million residents 
already understand and support 
outlet shopping and are a natural 
target audience.

Promos, which has also been 
involved in the development, promotion and management 
of Franciacorta Outlet Village, Valdichiana Outlet Village 
and Sardinia Outlet Village in Sestu, plans to open the 
24,000-m² Palmanova in February 2008.  Promos also has 
another project in the works, Pescara Outlet Village, on the 
Adriatic coast, set to open in September 2008.

Northern Italy rich for FOCs

Palmanova Outlet Village in Udine is heavily marketing its 
cross-border potential for attracting tourists streaming be-
tween Italy and Eastern Europe.
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Mondovicino Factory Outlet
After 16 months of constant attention, the first phase of the 

390,000-m² Mondovicino Shopping & Leisure – but not the out-
let portion – is set to open in November.  Mondovicino Factory 
Outlet will open in spring 2008 in the beautiful “Bassa Langa” of 
Piemonte, which is a traditional tourism mecca for the affluent 
French from Côte d’Azur.

The opening in November will be for the 12,500-m² Ipercoop 
hypermarket, and two other retail parks totaling approximately 
25,000 m².  

The outlet centre, according to Gigi Gelmetti, who is heading 
the FOC development, will open on 8 March.  The first phase 
will be 18,700 m² and include up to 75 shops, restaurants, bars 
and other services in an architectural design typical of the region’s 
history.

“We are really satisfied with the marketing of this first phase,” 
Gelmetti says, “and that six months before the opening we’re 
already 80 percent leased.”

The operations staff is busy with marketing initiatives, getting 
across the “close to the sea, close to the mountains” catch line.  
Recently, a hot air balloon sponsored by the centre was seen float-
ing through the air. 

 

Venice Designer Outlet
When Venice Designer Outlet opens in autumn 2008, it 

will be McArthurGlen’s fourth development in Italy.  Located 
in the heart of the affluent Veneto region, less than 40 km 
from Venice, 30 km from Treviso and 70 km from Padua, it 
sits conveniently close to the motorway exit of San Donà di 
Piave and next to the A4 motorway axis that connects Venice 
to Trieste. 

Close to 4 million people live within 90 minutes’ drive of the 

centre’s site; 9 million people visit Venice and 56 million 
visit the region annually.  

McArthurGlen has plenty of experience opening outlet 
centres in Italy: Serravalle Designer Outlet opened in 2000 
and continues to draw rave reviews from travel writers and 
affluent tourists.  The developer followed up Serravalle with 
Castel Romano Designer Outlet in 2003 and Barberino De-
signer Outlet in 2006.  Following the launch of the centre 
in Venice, McArthurGlen will open Designer Outlets in 
Naples and Sicily within the next two years.

Roncade Outlet Gallery
The first outlet mall in the Veneto region, ‘Roncade 

Outlet Gallery’ will be located in the province of Treviso. 
This new fashion gallery, which has 80 shops distributed 
over more than 17,000 m², is being developed by the Lefim 
Company, with construction by Gruppo Basso and manage-
ment and leasing by Pantheon.

Pantheon is also a developer and investor in Castel Guelfo 
di Bologna, a 13,500-m² outlet centre that opened in 2004, 
and Dalton Park in England and the planned Parc du Cubzac 
in Bordeaux. Seeking a modern yet harmonious design, 
architectural studio Chapman Taylor is moving away from 
the village-style centre to a more enclosed environment.  

The site is in the historic city of Roncade, along the 
Provincial Treviso-Mare Route, only 4 km from the Treviso 
south exit of the A27 expressway and 5 km from the Ron-
cade-Meolo exit of the (planned) A4 expressway. At this 
location, the developers expect the catchment’s 1.1 million 
to be able to reach the center in 30 minutes. The catch-
ment within one hour is 3.2 million and within 90 minutes 
it is 6.3 million, not including the affluent tourists drawn 
to Venice and Treviso.  n

Mondovicino Factory Outlet is an 18,700-m² centre within the 390,000-m² Mendovicino Shopping & Leisure village.
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Designer outlet-centre developer and operator McAr-
thurGlen next year will debut Collezioni, a new 
travel retail proposition for luxury brands.  The full-

price, non-outlet concept is in partnership with Altagamma, 
the leading Italian luxury goods association, and SAVE SpA, 
the management company of Venice Marco Polo airport.  

The first unit of Collezioni will open in spring 2008 in a 
1,400-m² airside space at the Venice airport.  The two-level 
boutique will include around 20 leading fashion brands, 
each in a specially designed, coordinated, free-standing 
environment.  

Altagamma has more than 55 members, including Bottega 
Veneta, Brioni, Bulgari, Emilio Pucci, Fendi, Gucci, La Perla, 
MaxMara, Tod’s, Valentino and Versace.  

McArthurGlen says which brands will open stores in the 
Venice airport won’t be announced until spring ’08, when 
the design will also be available.

Retail space at Marco Polo airport, Italy’s third-largest and one 
of the fastest-growing in the country, will be almost doubled.

McArthurGlen’s relationships with the luxury houses stems 
from the developer’s 15 designer outlet centers in which over 
650 brands trade in more than 1,200 stores.  Furthermore, 
McArthurGlen’s original outlet-centre partner was BAA, 
operator of duty-free shops all over the world.  So, in a way, 
operating mini centres filled with luxury brands in airports 
is an evolutionary step.

“This is a great new venture that highlights the strength of 
the unique relationships and trust we have developed over 
the past dozen years in partnering many of the world’s leading 
brands in fashion at our designer outlet centres,” says J. W. 
Kaempfer, chairman of McArthurGlen.  “We also, of course, 
have experience in dealing with strong tourist footfall at our 
designer outlet centres each year and have proven ability to 
move into markets quickly.  Such performance has enabled 
us to target high-potential markets around the globe and 
begin taking McArthurGlen into new locations and new 
channels.”  

More than 60 million consumers a year visit McArthur-
Glen’s architecturally renowned, award-winning centres in 

the UK, France, Germany, Italy, Austria and The Netherlands.  
The developer also has another six centers in development in 
Europe, plus a centre in Greece will open in 2008. 

Leading the rollout by McArthurGlen Luxury Retail is Brian 
Collie, who, as group retail director of BAA plc until 2005, is 
widely credited with the exceptional growth of commercial income 
at BAA in his 15 years there. Collie has been a non-executive 
director of McArthurGlen since 2005 and has now assumed the 
role of chairman of McArthurGlen Luxury Retail division, which 
is based in London.

Collie has worked closely with Kaempfer, who has long wanted 
to create a genuine partnership between airports and brands so 
that high-quality fashion wouldn’t have to be limited to a handful 
of the world’s major airports. 

Enrico Marchi, chairman of SAVE SpA, says Collezioni is the 
perfect complement to a rapidly growing airport.  

“There is intense pressure on airports to maximise the return 
on the retail space and to improve customer choice and experi-
ence,” Marchi says.  “By almost doubling the retail space here, 
Collezioni will complement and improve on what is already a 
successful retail gallery.” 

Leonardo Ferragamo, chairman of Altagamma, says: “Venice is 
a perfect location for our member companies’ high quality prod-
ucts, as it symbolizes Italian heritage and fine taste.  In recent 
decades, Altagamma members have demonstrated their ability 
to deliver outstanding commercial results through international 
expansion.  

“Our alliance with McArthurGlen creates further opportuni-
ties,” Ferragamo says, “for our members to experiment with new 
retail strategies, crucial to their growth. Of particular importance 
is the travel retail sector, with luxury retail spaces in international 
airports, luxury shopping malls and designer outlets.”

Armando Brachini, executive director of Altagamma, is upbeat 
about the new partnership.

“Since September 11th,” Brachini says, “there has been a decline 
in intercontinental flights and this has affected the retail sector.  
However, since 2004, medium and long haul traffic has been 
showing remarkable growth and the forecasts for travel retail are 
extremely positive.” n

McArthurGlen launches  
full-price luxury concept
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Fresh from the sale of its Fashion House 
Outlet Warsaw (see page 6 for details), the 
Outlet Company is celebrating the fact that 

more than 10 million shoppers have visited the 
developer’s three centres in Poland.   The number 
is significant for at least two reasons:  Only one  
of the centres has been open more than two years, 
and the entire population of Poland is 38 million.

“Comparing the population of Poland, which is 
more than 38 million, with 
the total number of Fashion 
House Outlet Centre’s cus-
tomers,” says Neil Thomp-
son, CEO of TOC, “I can say 
that in the near future every 
third Pole will be a visitor  
of our outlet centres.” 

TOC runs Fashion House 
Outlet Centres in Sosnow-
iec (opened 2004) and in 

Gdansk (opened 2005) as well as in Warsaw 
(opened 2005) for new owner Polonia Property 
Fund II. Each of them has a unique design theme: 
at Sosnowiec the center resembles a Victorian 
street with railway architecture, and at Gdansk, 
a traditional fishing village, complete with its own 
lighthouse. The Warsaw design theme is based on 
Warsaw Old Town - ‘Stare Miasto’. 

For the first half of 2007 the 100,000-sf Fashion 
House Gdansk showed the largest increase in visi-
tors – up 50 percent from the same period in 2006 
to more than 2 million.  In the same period, the 
135,000-sf Fashion House Warsaw was visited by 
nearly 1 million customers, an increase over the 
prior year of almost 40 percent.  The 135,000-sf 
centre in Sosnowiec has been visited by almost 5 
million customers in the past three years. 

TOC’s expansion plans
TOC’s development plans include opening in 

the next four years Fashion House Outlet Centres 
in Krakow, Poznan, Szczecin, all in Poland, and 
in Bucharest, which is Romania’s capital. Leasing 
has begun on Fashion House Bucharest and the 
opening is set for 15 October 2008.  

In addition to the new developments, TOC 
plans to expand all existing centers.  Phase 3 of 
Fashion House Warsaw will add 40 new tenants to 
the centre when the new phase opens in November, and expan-
sions are under construction in Sosnowiec and Gdansk.

“This strategy will enable the Outlet Company to grow quickly 
and be competitive,” Thompson says.  “We are currently looking 
in detail at a number of additional opportunities for expansion in 
several countries in Central and Eastern Europe and elsewhere.”

Neinver’s FOCs
Nipping at TOC’s heels in Poland is Neinver Polska, which 

operates the 139,900-sf Factory Warszawa (opened in 2002) 
and the 142,600-sf Factory Wroclaw (opened in 2006).  In 
September, Neinver opened the 166,800-sf Factory Poznan, 
featuring 120 tenants.  

Neinver plans to invest more than e300 million in Poland in 

the next five years, including the opening of the second phase 
of Factory Wroclaw and the Malta Gallery, a retail and leisure 
complex in Poznan, which is under construction.

According to Manuel Lagares, Neinver’s managing director, 
residential development in Poland is a natural outgrowth of the 
company’s investment there.  “The residential projects provide 
the cornerstone of the company’s international expansion 
strategy,” he says.  “The investments we are making in Gdansk 
and Wroclaw open the way for other important investments as 
part of our international investment strategy.” 

Neinver operates three outlet centres in the lucrative Madrid 
market – in Getafe, Las Rozas and San Sebastian de los Reyes 
– as well as in Seville, Spain; Vicolungo, Italy; and in Vila do 
Conde, Portugal. n

Quest for Poland’s robust shoppers

Neil Thompson

Fashion House Outlet Warsaw

Fashion House Outlet Sosnowiec

Fashion House Outlet Gdansk
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The race is on in Romania. This eastern European 
nation, which existed for years under 
communism and political turmoil, 

has never seen an outlet centre. But it 
will have two in the country’s capital, 
Bucharest, by the end of next year. 

Mega Designer Outlets, which 
is aimed at attracting top Ameri-
can and international brands, was 
scheduled to be formerly launched in 
London on 17 October – timed to coin-
cide with the ICSC/IOJ European Factory 
Outlet Conference. The project launch was to 
be held at the Romanian embassy to show how much 
the country’s leaders recognize the potential of the project.

The developers are the husband and wife team of Sam Turk-
mani and Chang Oh, whose Washington, D.C.-based Mega 
Company, has long been in the real estate and construction 
business in Romania. The couple  arrived a few months after the 
1989 execution of the country’s dictator, Nicolae Ceausescu, and 
have been in Romania ever since, riding the wave of the country’s 
economic expansion. The country, according to Oh, is “virgin ter-
ritory,” just waiting for investment, and full of people who, unlike 
much of the rest of Europe, are very pro-American.

Construction on the centre was to begin in October 2008, with 
the opening planned for the end of 2008. Mega Designer Outlets 
will be 36,000 m², and the company is pursuing retailers such as 
Nine West, Versace and Lacoste. Some of these retailers – the full 
price variety – are already in two other malls in Bucharest. 

“We realized that there is a serious shortage of the type of re-
tail that an outlet can offer,” Oh said. “There is this great thirst 
for brand names, especially American brand names, global 
names.  We felt that now the Romanian people have enough 
buying power – if they’re traveling for six hours from Romania 
to an outlet mall in Austria, I feel the market is ripe.”

The other outlet scheme in the works is The Outlet Company’s 
Fashion House Bucharest. It is part of a larger, 93,000-m² retail 
complex being developed by Liebrecht & Wood.

“We feel there is a big enough market for both of us,” said 
Lisa Wagner of U.S.-based Quier Target Marketing, which is 
deeply involved in the Mega project.  Fashion House’s three other  

Romania: the next FOC frontier?
By MARY JO MELONE, contributing writer

outlet centres – which are in Poland – specialize in 
local brands, and Wagner expects nothing different 

in TOC’s Bucharest centre, which is also set to 
open in 2008. 

And, as if the market weren’t hot enough, 
plans are also underway for a 162,000-m² 

project with mixed retail and leisure 
space. The project, called the 
Colosseum Center, is being devel-
oped by a partnership between UK 

developer Modus Properties and 
Nova Imobiliare. 

Mega’s Chang Oh touts Romania 
for its strategic location, between 

Western and Eastern Europe and its Black Sea port 
and resorts.  The country has a population of 23 million, with 
an immediate catchment for the centre of three million. 

Carol Dooney of CM Dooney Designs LLC, and an outlet 
veteran for 20 years – involved in pre-development, owner’s 
representation, and design consulting services – will be the 
project manager. Lisa Wagner will serve as strategic planner 
and outlet consultant.  Leasing is being handled by London-
based Chameleon Retail Consultancy.

“I am helping to distill the vision of what the project should 
be, assemble the team to realize that vision, and guide it through 
the process,” Wagner said. 

The architect will be Sami BaSuhail of BaSuhail Architecture 
in Chevy Chase, Md.  The centre will be in contrast to many 
of Europe’s village-like outlet settings. It will instead have a 
sleek, modern design, but with a warm interior. 

Construction will be in two phases, with 80 to 90 stores 
planned. There’s little doubt of the demand. Car ownership 
in Romania has doubled since 2005. The country became part 
of the European Union at the start of 2007. And Bucharest’s 
newest hotspots are its two Starbucks coffee shops. “Having a 
latte in your hand is a sign of prosperity,” Wagner said.

Mega Designer Outlets will be located at the junction of the 
A1 Highway and the Ring Road on the west side of  Bucharest 
in a busy commercial area. The French hypermarket Carrefour 
is nearby, as well as several car dealerships. The centre will be 
on land near Fashion House Bucharest, but a parcel of vacant 
land is between them. n 

Mega Designer Outlets, planned to open at the end of 2008 in Bucharest, is being developed by a Washington, D.C.-based 
company that has done business in Romania since 1989.
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Fashion Arena Outlet Center is set 
to open in Prague, Czech Republic, 
on 15 November.  The project, 

formerly known as Prague Outlet Center, 
is a joint-venture development of LMS 
Outlets and TK Develop-
ment.  The centre is the 
first to open in the Republic, 
beating out two competitors: 
BDL Czech’s Exit 66,  and B. 
Consulting’s Galleria Moda 
at Praha Airport, both due 
to open in March 2008.

According to Graham Cox-
head, director of LMS Out-
lets, the 18,000-m² centre 
will open 75 percent leased.  
“We’ve had a tremendous 
response to our ambitious plans,” Cox-
head says, adding that there is already a 
waiting list for space in the project’s phase  
2, which is expected to be completed within 
two years.  The 7,000-m² second phase  
will bring the project to 25,000 m².

In phase 1 there will be more than 100 
tenants, including 12 in the food court.  
The two-level car park will accommodate 
1,200 vehicles. 

On the consumer marketing agenda is 
a programme to boost the branding of the 
Fashion Arena Outlet Center.  The new 
name came out of consumer research that 
revealed the optimum ways to position 
the centre in Prague.

“We know from experience in other 

Central and Eastern European countries,” 
Coxhead says, “that outlet centres located 
on the ring roads of major capital cities 
must be marketed differently.  We have to 
approach the customer in ways that maxi-

mise consumer prefer-
ence for our unique 
retail offer.

“In CEE, it’s about 
having a luxury shop-
ping center,” he says.  
“We’re not a cheap 

Zelina-Centar, a Croatian developer 
of residential projects, hotels and 
industrial buildings, plans to open 

an outlet centre near Zagreb.  Doing 
business as Prigan Holdings Ltd., the 
company is developing a e45 million, 

Race for No. 1 in Prague is won

First Croatian FOC announced

centre and the average person isn’t going 
to buy these goods all the time.  It has 
to be easily accessible by car and public 
transport and be more than a just another 
luxury shopping centre.  It has to appeal to 
professional people, people who work and 
have some money.”

Leasing agents for the centre are GVA 
Grimley Outlet Services in London, 
Jones Lang Lasalle in Prague and TK 
Development, with operational manage-
ment by GVA Grimley Outlet Services. n 

30,000-m² retail park that will include 
Prigan Outlet Center.  The project’s site 
is in Sveta Helena, Croatia, 26 km from 
Zagreb on the heavily traveled E 65, the 
major north-south connection.

The outlet centre will be 24,000 m² 

with up to 110 shops.  Phase 1, scheduled 
to open in the summer of 2008, will be 
12,500 m² and phase 2 will comprise the 
remaining 11,500 m².  The car park will 
accommodate 2,200 vehicles.

The center will have a village-style 
design with covered walkways, piazzas, 
children’s playground and restaurants.

The catchment within 30 minutes of the 
site is 1.1 million.  Within 90 minutes of 
the site the catchment includes 2.5 million 
people, of which 84 percent are Croatian, 
11 percent Slovenian and 5 percent Hun-
garian.  Around 8 million tourists visit 
Zagreb annually, and 11 million cars pass 
the Prigan Outlet Center site annually.

The Zagreg area has the highest pur-
chasing power in Croatia, and the resi-
dents are said to be strong shoppers with 
a preference for international brands. 

The developers say the centre’s mer-
chandise mix will be 80 percent ap-
parel with a strong emphasis on sports  
apparel. n

Fashion Arena Outlet Center, set to open 15 Nov. as the first factory outlet 
centre in the Czech Republic, is a joint-venture of LMS Outlets and TK 
Development.

Prigan Outlet Center, planned to open in 2008, will be part of a larger retail park 
designed to attract families and tourists in the Zagreb market.
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This summer Batavia Stad, an outlet 
centre in Lelystad, Netherlands, 
close to Amsterdam, celebrated 

the completion of the scheme’s design 
transformation and phase 2 expansion 
that nearly doubled the project’s size. 

Batavia Stad, which opened in 2001, 
has been renewed with a 12,000-m² 
expansion for 20 new tenants including 
Geddes & Gilmore, Geox, Marc Picard, 
Oilily and Polo Ralph Lauren.

The existing center was 14,000 m².
To herald  the official opening, Batavia 

Stad unveiled “Inspiration,” an exhibit of 
fashion trends by top Dutch stylists.  The 
trends included 10 fashion statements for 
men and women that could be viewed by 
visitors on special “style Saturdays” when 
the stylists were available to offer tips to 
shoppers. 

A renovation of the centre’s existing 
space added a fresh touch to Batavia 
Stad’s tenant line-up, including Adidas, 
Benetton, Lacoste, Marlboro Classics, 
Nike, Puma, Quiksilver, Reebok and Vil-
leroy & Boch.

Adjacent to Batavia Stad is the free-
standing Mexx/Liz Claiborne Outlet, 
featuring Mexx Women, Mexx Men, 
XX by Mexx, Mexx Youth, Liz Claiborne 
and Monet & Co. accessories. The Mexx 
outlet store was the first in the Benelux, 
opening in early 2006.

The fashion center also ensures a suc-
cessful and relaxing shopping experience 
thanks to professional childcare and food 
service establishments such as La Place 
restaurant and Ben & Jerry’s Ice Cream.

The expansion, built of responsible wood,  
was inspired by Batavia Wharf to produce a 
mixture of shopping and leisure (including a 

replica of a 17th century Dutch sailing ship, 
plus a few museums).  The centre, which 
recently welcomed its 10 millionth visitor, 
ranks among the most popular attractions 
in the Netherlands and was the first outlet 
project in the country.

Netherlands-based Stable Interna-
tional operates the center for its owner, 
Bakkenist & Emmens, which acquired 
the center in late 2006 for about e38 

Adidas
Airforce *
Ara / Lloyd *
Arma Leder
Asics
Bandolera
Basler
Ben & Jerry’s
Benetton
Björn Borg
Carlo Colucci *
Cinderella *
Datch *
Dockers
Dolittle
EDC
ELLE*
Erny van reijmersdal
Falabella
Free Outlet 
Garcia
Geddes & Gilmore*
Geox*
Harvey Lewis
High & Mighty
Indian rags
Indian Rose
Indoor Store*
Inwear
Jackpot
JPC Jewels*
Kipling
La Place*
Lacoste
Lee

Levi’s
Marc Picard*
Marlboro Classics*
Matinique
McGregor
Media Zone
Merrell
Mexx Shoes
My God
Nike
Nine Lives
No Excess
NTS
O’Neill

Whiteley Village in southeast Eng-
land announced that it is planning 

a e150 million overhaul that would move 
an existing outlet centre and create a 60-
room business hotel, up to 200 homes, a 
new leisure centre and a library.

The plans were made public on Sept. 
11 at Whiteley Village Outlet Shopping, 
a 205,000-sf centre that opened in 1999.  
The centre is a 30-minute train ride from 
London.  

The centre, which takes up a major 
part of its 38-acre site in Fareham, Hamp-
shire, could face demolition as part of 
the proposal.

Landowners British Land and the 
Universities Superannuation Scheme, 
working together under the name The 

Netherlands’ Batavia Stad expands, refreshes

Whiteley Co-Ownership, want to move 
the centre toward another centre in town 
that has conventional shops.

The new outlet centre would be bigger 
than the current one, but no new size was 
given.  Although no name brands have 
been announced, those heading the de-
velopment say an upgraded and expanded 
Tesco store does form part of their plan.

But the consortium has said public 
consultation will be key to deciding what 
is included in the final proposal.

Andrew Rollings, retail director at the 
village, said: “Remodeling, redeveloping, 
re-engineering are three phrases that 
have come up.  Most importantly we 
have got to try and establish what the 
community itself wants to see here.”

Headquarters of all the tenants in the 
70-unit outlet village have been contacted 
to let them know about the plans.

Rollings added: “I’m not expecting 
any backlash from the retailers, but I am 
expecting a lot of conversation: They are 
major stakeholders.” 

The consortium intends to hold the first 
of several public meetings in October.

Whiteley straddles two local authori-
ties, with all the land involved on the 
Winchester City Council side of the 
town, but residents who live in the 
Fareham side will also get their say in 
the development.

Full planning applications will then be 
submitted in phases as the work progresses 
over the next decade. n

Possible redevelopment for Whiteley Village

million.  The seller was Rodamco Europe 
N.V., the largest publicly listed property 
investment and management company 
in the retail sector in Europe.

According to research firm CACI, 
Bavaria Stad has the largest catchment 
in Europe  – 15.4 million within 80 km 
of the centre.  

The centre is open seven days a week, 
365 days a year and has more than 2,000 

Oilily*
Oxbow
Petrol Industries*
Phard
Polo Jeans
Polo Ralph Lauren*
Puma
Quiksilver
Reebok
Replay
Replay & Sons
River Woods*
Rosenthal
Seven Lives*

Sloggi 	
Sluis Leder*
SOCI3TY
Stefanel
Suit Supply
Sunglass Time	  
Time4Jewels
Topmerk schoenen Trespass*
Triumph
VF Europe
Villeroy & Boch
Wedgwood
Wrangler
Zaza	

* indicates phase 2 tenantBatavia Stad Tenants

Thanks to its extreme makeover, Batavia Stad has nearly 
doubled in size and was brightened up with 20 tenants 
targeting the centre’s huge catchment in the Benelux.
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Leasing Notes
l  When London-based Realm Ltd. 

took over the management and leasing 
of Astle Outlet Park in West Brom-
wich, Birmingham, England in March 
2006, the only clothing retailer present 
was Next Clearance.  A few months 
later Pavers Outlet and Designer 
Room joined the center and since then, 
Marks & Spencer Outlet and Nike 
Factory Store have enjoyed successful 
store openings.  The 130,000-sf retail, 
office and catering centre is now fully 
occupied, and new signage has been 
added to make the park more appealing 
and distinguishable to shoppers. The 
centre has direct access from the high 
street and inner ring road and offers 
300 car parking spaces.  

l  The Outlet at Bridgewater Park, 
Banbridge, Northern Ireland has 
several new tenants, including Bench, 
Golfino, Staccato and Almaplena. 
Staccato, a men and women’s footwear 
brand, offering a wide range of up-
to-the-minute international catwalk 
styles, has taken a 1,300-sf unit at the 
205,000-sf outlet scheme. Originating 
in Hong Kong, Staccato has 300 stores 
in the Asia-Pacific region with 12 stores 
across the U.S.  Almaplena, an Ital-
ian fashion accessories brand offering 
everything from costume jewellery to 
hair accessories, has taken an 807-sf 
space.  The urban lifestyle brand Bench 

Spain’s Park Avenue poised to grow
Since its acquisition in January 2006 of Park 

Avenue, a fashion outlet centre near Bilbao 
in Northern Spain, Resolution Property has 
aimed to set new standards for outlet retailing.

Park Avenue is part of the established region-
al shopping destination Megapark Barakaldo 

has taken a 2,700-sf unit, and Golfino, 
known for designer golfwear, has taken a 
1,300-sf space.  The e100 million outlet 
centre, which comprises 82 retail units 
arranged in a curved design stretch-
ing one third of a mile, is being jointly 
developed by GML Estates, its parent 
Orana Group and Land Securities. 
The Outlet is the first phase of the 1.2 
million-sf Bridgewater Park scheme.

l  Rathdowney Shopping Outlet in 
Rathdowney, Ireland is working on a  
e2 million expansion, generated by a 
deal to bring UK retailer Leading Labels 
to the centre. The deal is the first in a 
series of initiatives aimed at expanding 
the retail choice and capacity of the cen-
tre, according to the developers, AWG 

(which is anchored by Ikea) and is the only 
outlet centre within 270 km.  Due to a mora-
torium on further retail development, no other 
competing outlet centres will open in the region 
in the foreseeable future. Park Avenue offers 
a catchment within 90 minutes of 3.5 million 
people with income levels 28 percent higher 
than the national average.  More than 1 million 
people live within 15 minutes of the centre, and 
the Basque region has the sixth highest pur-
chasing power of all EU regions. 

Following the acquisition, Resolution Property 
appointed Realm Ltd. as strategic asset manag-
ers and leasing agents, along with Jones Lang 
LaSalle, Madrid office, which also manages the 
scheme.  Concept architects Robin Crane Asso-
ciates were commissioned to transform the de-
velopment shell into a 215,278-sf enclosed mall, 
and JLL Spain Project Development Service 
went to work creating an identity for Park Av-
enue, using facias, lighting, flooring and signage.

Tenants in the centre include CK Under-
wear, Desigual, Fifty Factory, Levis, Mango, 
Nike Super Sports, Purificacion Garcia, Sat-
urn, Senoretta, Simorra, Sofa Center and 
Viajes Iberia. n

Property Ltd.  Leading Labels, which 
sells such popular brand names such as 
Diesel, French Connection, Elle, Kick-
ers and Pringle, will open a 10,000-sf 
multi-brand store later this year. The 
retailer also operates stores in Killarney 
and in 22 UK outlet centres. 

l  Two new tenants have signed on 
at Gunwharf Quays, Land Securi-
ties’ e287 million mixed-use develop-
ment on the waterfront at Portsmouth 
Harbour.  Bench & Hooch, the men 
and women’s urban lifestyle brand, has 
opened a 2,077-sf unit on a 10-year 
lease.  Restaurant chain Brasserie 
Blanc has signed a 25-year lease for a 
4,300-sf space in the newly developed 
East Side Plaza at Gunwharf Quays. n 

Park Avenue is a 215,278-sf outlet centre within Megapark Barakaldo 
near Bilbao.

The Outlet at Bridgewater Park in N. Ireland is a 205,000-sf outlet centre within 
the 1.2 million-sf Bridgewater Park retail and leisure complex.
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The first Premium Outlet centre in Korea, 
Yeoju Premium Outlets, opened 1 June in 
Yeoju, Gyeonggi Province, on a site that’s 

a two-hour drive from Seoul.
Chelsea Property Group was co-developer of 

the project.  Chelsea CEO Les Chao, a native of 
Hong Kong, leads the company’s Asian opera-
tions. The new Yeoju Premium Outlets opened 
100 percent leased – its 106 stores dominated by 
international brands.   

The centre has a local twist, too:  “Tourists will 
like not only the luxury goods but also indigenous 
products such as Yeoju rice, chinaware, Korean 
melon and sweet potato,” says the Korean Times. 

Another way that Yeoju Premium Outlets appeals 
to locals and visitors are joint programs with local re-
sorts, including Phoenix Park, Oak Valley, Miranda 
Hotel, Icheon Termeden Spa & Resort and Yeoju Spa. 

The outlet offers a vast array of designer goods from 25 
percent to 65 percent off.

The terracotta two-tiered space, with its fountains and 
individual stores, is a refreshing departure from the closed-
in department stores of Seoul.   

The centre’s developer is Shinsegae Chelsea Co., Ltd., 
formed in 2005 as a 50-50 joint venture of Shinsegae 
and Chelsea.  Shinsegae currently operates seven upscale 
department stores located primarily in the Seoul region, 
as well as 112 E-Marts comprising the largest and most 
successful discount-store chain in Korea.  Through its sub-
sidiary Shinsegae International, Shinsegae is also a leading 
fashion distributor in Korea and manages and operates nine 
freestanding international luxury-brand stores – including 
Armani, Coach, Dolce & Gabbana, Escada and St. John 
flagship stores in Seoul – and about 250 shops-in-shops.

 According to the Korean Times, “Even on a Thursday 
afternoon, the outlet is teeming with people.  The Burberry 
outlet, in particular, is overflowing.  While the merchandise is 
one to two seasons old, the prices make up for it.  Diesel jeans 
once priced at around 200,000 won (e155) are marked down 
to 35,000 won (e27).”

According to Les Chao, Yeoju Premium Outlets is the first 
true outlet centre in the country.

“There are other outlet centres in Korea, but they’re not 
the real brands,” he says.   “They’re mostly shops full of gray 
market goods, or shops run by licensees.  There are licensees 
running shops. Some of the properties sell off spaces – they’re 
condominiumized – so there’s no central control.  They’re a 
mess.  The same thing is true in Japan, so when shoppers see 
true outlet centres, the difference is immediately obvious.”

About 9 million people live within a 40-mile radius of Yeoju 
Premium Outlets, which is on Expressway 50.  Seoul is the 
world’s most populated city.

The 23,225-m² project is expandable by about 9,290 m². n

Korea’s first true outlet centre opens
By TOM KIRWAN, Senior Editor

Accessorize
Adidas
Anna Molinari 
Anna Sui
Armani
Bogner
Brooks Brothers 

Burberry
Callaway Golf 
Casamoda 
CK Jeans
Coach 
Columbia Sportswear 
Converse 

Tenants include: Cosmetics Company Store
Diesel
DKNY
Dolce & Gabbana
Dunhill 
Dunlop
Èccó
Ermenegildo Zegna
Escada

Fubu
Furla
Givenchy 
Gucci
Guess 
Haagen-Dazs
Le Creuset
LeSportsac
Levi’s

Mango 
Marks & Spencer 
MaxMara
Missoni 
Nike
Nine West 
Oilily 
Polo Ralph Lauren
Puma

Reebok
Rockport 
Royal Copenhagen
S.T. Dupont
Salvatore Ferragamo
Samsonite 
St. John 
Starbucks Coffee
Swarovski

Taco Factory 
Theory
Tommy Hilfiger 
TSE
Valentino
Vans
Vivienne Westwood 
Yves Saint Laurent

Shinsegae Chelsea’s Yeoju Premium Outlets, which opened 
100-percent occupied on 1st June, teems with shoppers 
drawn to the centre for brands, bargains and pleasant 
shopping conditions. 



Dubai Outlet Mall (DOM), the latest 
of the extraordinary retail projects 

popping up in the United Arab Emirates, 
opened to shoppers in mid-August with 
around 100 stores ready to do business.  
Another 140 stores were expected to 
open within the next few weeks in the 1 
million-sf first phase. 

The owner and developer of Dubai 
Outlet Mall is Al Ahli Group, a multi-
disciplined conglomerate with interests 
in retail, manufacturing, real estate and 
hospitality.  Al Ahli Group’s mission is 
to create family-oriented destinations, 
an inspiration driven by the vision of 
Sheikh Mohammed Bin Rashid Al Mak-
toum, the VP and prime minister of the 
UAE and the ruler of Dubai.  His vision, 
DOM officials say, is to build Dubai’s 

global reputation as the region’s lead-
ing business, trading, retail and tourist 
destination hub.

“We took up the challenge to think out-
side the box and pioneer a new experience 
in shopping for Dubai,” said DOM director 
Vishal Mahajan. “We are very positive 
and excited to provide ‘Big Brands, Big 
Savings, Every Single Day’ to all residents 
and tourists visiting our country.”

DOM is a part of Dubailand, which 
is a 3 billion-sf development that in-
cludes theme parks, sports stadiums, 
eco-tourism projects, shopping malls, 
restaurants and residential units.  
Dubailand is only 15 minutes from the 
central hub of Dubai and 20 minutes 
from the Dubai Airport. 

Dubailand is a strategic location for the 

Dubai Outlet Mall as it  complements Al 
Ahli Group’s aim of meeting the demands 
of the UAE’s burgeoning resident and 
tourist populations.  Fifteen million tour-
ists will visit Dubai by 2010, and DOM 
will be the retail environment for the 
budget buyer, who accounts for the largest 
segment of all retail spending. 

Located on Route 66, Dubai Outlet 
Mall tenants include no less than 11 sun-
glasses chains, plus about a dozen retailers 
selling various brands, such as Fashion for 
Less, which carries Mexx/Liz Claiborne, 
Monet and Lucky Jeans. The tenant line-
up also includes such popular universal 
brands as Adidas, Esprit, Mango, Nike, 
Puma, Timberland and Tommy Hilfiger.  
Dubai Outlet Mall is also home to the first 
ever Chuck E. Cheese in the UAE. n 

Dubai Outlet Mall tenants include:

Dubai Outlet Mall welcomes shoppers

Accessori Mr 
Adams Kids 
Adidas 
Aida 
Aizone 
Al Liali Jewellery 
Al Yashmac 
Aldo 
Allied 
Andy 
Anotah 
Apanage 
Arabian Oud 
Athlete’s Foot 
Bargains 
Baron 
Bauhaus 
Bendon 
BH Bikes/BH Fitness 
Blend of America 
Boboli 
Brandtex 

Brantano Shoe Cafe Coton 
CAI Jewels 
Casare Paciotti 
Catimini 
Century 2000 
Change 
Click 
Columbia Sports 
Computer Depot 
Converse 
Damas 
Datch 
Derhy 
Diesel 
Dune 
Emzioni 
Esprit 
Euroluxe 
Fashion for Less 
Foyoun 
Friis 
Funky Fish 

GAS/Chevignon 
Giordano 
Girandola 
Globe Sports 
Grand Stores 
G-Star Raw 
Guess 
H Flo 
IC 
Joe Bloggs 
K Corner 
Kenneth Cole 
Kite Electronics 
Kranti 
Kraze 
Levi’s 
Man n Moda 
Mango 
Markati Palazzo 
Massimo Dutti 
Maxima 

Mayoral 
Message 
Micropia 
Moda World 
Moller & Co 
Nabeel Perfumes 
Naturalizer 
Nayomi 
Need 
Nike 
Nine West 
Offshore Legends 
Origem 
Oxbow 
Pairs 
Pampolina 
Panama Fashion 

Phat Farm/Baby Phat 
Pierre Cardin 
Planet Nutrition 
Price Less 
Puma 
Pumpkin Patch 
Reds & DT Jeans 
Replay 
Riva 
Robotika 
Rodeo Drive 
Rodi 
Rugland 
Runway 
Sacoche 

Sagaform 
Salam Fashion 
Salam Home 
Samsonite 
Sara 
Sergent Major 
Share 
Silveroura 
Skechers 
Sportsworld 
Strandbags 
Studio R 
Style for Less 
Tchibo 
Ted Lapidus 
The Outlet 
Timberland 
TK Track 
Tommy Hilfiger 
Urban Concept 
Valti 
Venezia 
Verri 
Vintage 55/Elle 
W’ite 
XOXO 
Zahra Tex

FIRST FLOOR

GROUND FLOOR
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IOJ Calendar
2007
18-19 October	 European Outlet Conference (London)
14-16 November 	 ICSC/IOJ Stand at MAPIC (Cannes) 
20       November	 IOJ Winter 2008 Deadline  
2008
19-20 February 	 VRN Spring Outlet Deal Making (Orlando)
16-18 April		  ICSC European Conference (Amsterdam)
18-21 May 		  ICSC Spring Convention (Las Vegas)

The Gloucester City Council 
in the UK unanimously ap-
proved plans in September 

for a 90-bed hotel and 183,000-sf 
Gloucester Outlet Centre that 
will be part of the e287 million 
regeneration scheme, Gloucester 
Quays. It is the largest regeneration 
scheme the city – which is 116 miles 
northwest of London – has ever 
undertaken. 

The project, along the River 
Severn, will also include 1,000 
new homes, waterside cafes and 
restaurants and a food store. All 
told, the development will cover 
1.6 million sf. There will also be a 
new bridge to cross the Gloucester 
and Sharpness Canal.

Estimates suggest the project could 
attract 3 million people a year. 

The British property develop-
ment firm Peel Holdings and British  
Waterways formed a joint venture to do the 
scheme, which has been in the works since 
November 2004.  Gloucester Quays officials 
say they hope to have the outlet centre  
and its 100 tenants open by spring 2009.

The project is intended to combine the 
new and the historic – Gloucester’s centu-

Green light for Gloucester Quays

ries-old docks and the remains of the land-
mark LLanthony Priory, which dates back to 
the 12th century.  The development covers 
25-hectares of land, or about 60 acres. The 
area where the hotel and outlet centre will 
be located is known as the High Orchard on 
the southeast side of Gloucester Docks.

Gloucester Outlet Centre will be within 

the Bakers Quay section on either side of 
High Orchard Street. 

Work began on the site in May, and the 
demolition of some unwanted buildings 
was completed by mid-August.  

The scheme will serve a catchment of 
8.5 million people within a 90-minute 
drive. n

A	 s factory-outlet centres  
	 become an increasingly 

traded investment in Eu-
rope, some are wondering just 
what risks are involved in the 
niche.  

Charlotte Ashworth, a 
capital markets consultant 
with Jones Lang LaSalle 
Madrid – and a master ’s 
degree student in estate 
management at Reading UK 
– has opted to answer this 
question as part of her studies, and 
she wants to let FOC executives know 
that she might be contacting them for 
her research.

Are FOCs a risky investment?
“It’s evident that the 

market assumes that an 
FOC is a riskier asset than 
a typical out-of-town shop-
ping centre,” she says, add-
ing that she plans to look 
into whether the assump-
tion is correct or not.  

To conduct her research, 
Ashworth will examine 
recent FOC trades and will 
conduct interviews with 
investors and consultants.  

She’ll complete the research in spring 
2008 and IOJ will publish her results.  
Ashworth can be reached at charlotte.
ashworth@eu.jll.com. n

Charlotte Ashworth

Gloucester Outlet Centre will be within the Bakers Quay section of the port’s e287 
million regeneration scheme along the Severn River.
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