











Henderson completes really big deal

HENDERSON GLOBAL Investors has
completed one of the largest commercial
property deals following its acquisition of
three retail malls for €457 million. The
properties are expected to form the basis
for a new UK retail property fund to be
called the UK Outlet Mall Fund.

The three acquisitions are the flagship
Cheshire Oaks Designer Outlet near
Liverpool, the Bridgend Designer Outlet
in Wales and the Swindon Designer
Outlet in Wiltshire. The properties were
acquired from a consortium of investors
including the BP pension fund, AXA,

Mortley Fund Management and U.S. real
i e s R e Henderson Global Investors

Cheshire Oaks is the UK’s largest out- Centre Country Opened GLA sf
let mall. The three malls form a deal with | parndorf Designer Outlet Austria 1998 401,500
a net initial yield of slightly more than Factory Shopping Messancy Belgium 2003 215,285
7 percent, indicating the rapid decrease Cheshire Oaks Designer Outlet England 1995 334,980
in values in a year when a deal like this Swindon Designer Outlet England 1997 207,900
would have been expected to achieve a Troyes Designer Outlet France 1995 306,800
much higher price. Roubaix Designer Outlet France 1999 191,000

Henderson has raised €227 million in Designer Outlet B5 Germany 2000 322,900
equity to finance the deal from German Serravalle Designer Outlet Italy 2000 403,600
bank Bayerische Landesbank. McArthut- Castel Romano Designer Outlet Italy 2003 269,100
Glen, the original developer of the prop- Roermond Designer Outlet Netherlands 2001 301,000
erties, will continue to provide property Bridgend Designer Outlet Wales 1998 241,000
management services. @ Total: 11 outlet centers 3,195,065 sf

Neinver acquires Castel Guelfo
for Irus property fund portfolio

NEINVER, ONE of the largest developers
of outlet centres in Europe, has expanded
its portfolio with an Italian acquistion.
The developer said on 24 June that it
had acquired Castel Guelfo Outlet City

from ING Real Estate, Axa Asgard Fund
and Pantheon. The project joins seven

Fund, which Neinver launched in 2007.
Castel Guelfo Outlet City, which opened

Irus European Retail Property Fund

Launched by Neinver in 2007

Centre Country Opened GLA sf
Vicolungo Outlets Italy 2004 322,900
Castel Guelfo Outlet City Italy 2004 231,410
FACTORY Warszawa Poland 2002 125,900
FACTORY Vila do Conde Portugal 2004 134,500
FACTORY Madrid Las Rozas Spain 1997 102,800
FACTORY Madrid Getafe Spain 1999 287,400
FACTORY Sevilla Aeropuerto Spain 2001 164,700
FACTORY Madrid San Sebastian de los Reyes  Spain 2006 256,200
Total 1,625,810sf
All centers in the Fund were developed by Neinver except for Castel Guelfo, which was acquired in
June 2008. Neinver also owns two other centers in Poland, Factory Wroclaw and Factory Poznan.

others in the Irus European Retail Property

in 2004, is 25 km from Bologna. Strategi-
cally positioned near the Castel San Pietro
exit of the A14 motorway, it can be easily
reached from Ferrara, Ravenna, Forli and
Cesena. The 13,000 m? centre has 53 brand
name stores, including Ferre, Timberland,
Nike, Levi’s and Ducati. The centre em-
ploys about 300 persons directly and counts
about 1.5 million visitors each year.

The centre’s 12,000-m? phase 2 is under
development and is expected to open in
October.

Neinver signed the acquisition agreement
for the initial phase for a total of €53 million.
In the meantime, a purchase option for the
second phase was also executed and will be
concluded when the expansion opens.

The centre is Neinver’s second in
Italy, having opened Vicolungo Outlets
near Novara in the Piedmont region in
2004 . The acquisition is also part of
Neinver’s commitment to growth to its
Irus investors. By the end of 2008, the
Irus fund portfolio will total 172,000
m? in retail real estate, with investments
amounting to €1.4 billion over the next
three years. @
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THE BEST NEW OUTLET OPPORTUNITY IN THE UK

RIVERSIDE PLACE

INTERMATIONAL OUTLET SHOFPING

WHERE BRANDS MEET DISCOURTS

THE LAKE DISTRICT

The second most popular tourism location in the UK
Over 16 million visitors every year
Over 300,000sq ft of new mixed use development
Construction on target. Opening early spring 2010.

Over 70% pre-let

* Over 300,000 sg ft of mixed use development = 70,000 sq ft of retall and catering * Over 70% pre-let
= 5 cafes/restaurants situated on riverside walk = Heritage Centre = 90 apartments - 50% pre-sold = Offices

= Over 500 parking spaces = Located on the edge of Kendal = 10 minutes off Jnct 37, M6
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DEDICATED OUTLET LEASING TEAM
Fohleder Lumby Retail; tel444 [0 106 28 REALM: 1 i : The Guinea Group; tal+34 ({1131 554 35

DEDICATED CATERING LEASING TEAM

Shelley Sandez;

For a leasing brochure visit www.kvillageoutletcentre.co.uk/contact/leasing-brochure. pdf

USP, kKennedy and the Guinea Group




A UK tale of two projects:
centres take distinct paths

K Village
transforms itself

RIVERSIDE PLACE, FORMERLY K
Village Factory Outlet in Kendal is mak-
ing progress with a £100m regeneration
programme. Redevelopment of the 13-
year-old centre will create a unique shop-
ping destination within the UK’s second
largest tourism market.

At the gateway of the Lake District, which
draws 16 million visitors annually, the centre
already does well. But the team investing in
the redevelopment, Kendal Riverside I.td, is
committed to strengthen its position.

The partnership comprising CUSP,
Northern Ireland’s leading regeneration
and development company, include the
Kennedy Group, a contracting develop-
ment and hotel group, and The Guinea
Group, UK outlet specialist developers and
asset managers. CUSP developed the high-
ly successful Junction One International
Outlet Shopping Centre in N. Ireland.

John Drummond of Kendal Riverside,
explains, “We are confident that by complete-
ly redeveloping K Village we will also make
a significant contribution to the burgeoning
local economy by deliveting more jobs and
creating an important attraction and driver
to increase visitor numbers to the area.”

Riverside Place, a mixed-use develop-
ment of over 300,000 sf, will comprise
a premium outlet centre; five restaurants
and cafes; 500 underground parking
spaces; coach facilities; a 5,000-sf Heri-
tage Centre; 20,000 sf of offices; and 90
luxury riverside apartments.

Lettings are at 70 percent, well ahead
of schedule. Drummond sees full oc-
cupancy on the horizon.

The new centre will include existing K
Village tenants such as Clarks, Denby, and
Klass, plus several new tenants, including
Jaeger, Staccato, Mountain Warehouse,
Whittard of Chelsea, Julian Graves, Cad-
bury and 18,000-sf of carefully chosen
restaurants. Its apartments are already half
leased, Drummond says, adding he expects
the centre’s office space to be “snapped up.”

Development is on schedule towards
a completion date of early 2010. The
centre will be trading from temporary
premises in the centre of Kendal until
the new complex opens.

In the last ycar almost 30,000 sf of GLA has been let ot relet at Junction One Interna-
tional Outlet Shopping Center in Antrim, Northern Ireland.

Junction One
plays to strength

FOUR YEARS SINCE opening, Junc-
tion One International Outlet Shopping
Centre clearly remains the undisputed
leader in Northern Ireland’s out-of-town
retail portfolio.

It mixes prime location, top tenant
mix and critical mass to be the island’s
dominant outlet centre. With market
leadership and a record 12 million visi-
tors to date, the centre continues to grow
and improve.

John Drummond of The Guinea
Group, asset managers for partners CUSP,
the Kennedy Group and Dunalastair
in the centre, explains, “We have over
250,000 st of GLA comprising 70 retail
units and 10 restaurants. It is our aim
to keep the centre 100 percent let with
continual improvement and refining of
the tenant mix, thus keeping Junction One
dynamic and exciting for our customers.”

In the last year almost 30,000 sf of
GLA has been let or relet. Lifestyle
brand Tom Tailor, in 4,500-sf, leads the
list of new tenants. Also recently opened
are Kurt Muller, Moss, Clockwotk Ot-
ange and Billabong. “Our strength is in
the breadth of offer,” Drummond says.

“Retail is going through a tough time,”
Drummond says, “and now more than
ever we have to deliver value for money

and added value wherever possible.
“Every penny of our marketing spend is
informed by thorough research and mar-
ket analysis.” Close partnerships with its
retail and catering tenants help.

With a population of only 1.7 mil-
lion in Northern Ireland, all tenants
are important to Junction One, which
emphasises a strong value message.
Initiatives such as the Gitls’ Club, with
18,000 members; store loyalty cards; mall
entertainment; and early-bird promotions
help drive footfall.

“Recent research shows high levels of
satisfaction at our centre — 94 percent
of visitors are repeat customers — and
that proves that our marketing is working
well,” Drummond says. Despite the eco-
nomic downturn, “Our average customer
spend is 18 percent more than similar
FOCs throughout the UK.”

The centre has strengthened the over-
seas tourist market and the large number
of visitors who drive from the south of
Ireland to enjoy the increased spending
power of the euro exchange rate. Visitor
numbers to Northern Ireland were up
28 percent in 2007 and there is a strong
growth potential in the coach market.

“Creating a complete lifestyle experi-
ence in one location has always been
our intention,” Drummond says, “As
we progress through our fifth year of
trading, we are confident of yet another
successful year.” @
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Designer Outlets expands
In Zweibruecken, Germany

ermany’s largest designer out-
G let center got a bit bigger when

Designer Outlets Zweibruecken
opened an expansion on July 1.

The phase 3 opening of the 3,500-m?
expansion of 25 outlet stores and one ca-
tering unit was developed on two bridges.

The expansion of DOZ brings the centre
to 18,200 m? and more than 100 brands.

On opening day the centre’s letting
status was 85 percent, but that number
quickly grew to about 92 percent. In
the autumn, 450 additional parking
spaces will open.

Lifestyle tenants Marc O” Polo (casual
wear) and Tommy Hilfiger, plus Lloyd
Shoes, anchor phase 3.

Further phase 3 tenants at DOZ
include Kangaroos (sports), Flip-Flop
(beachwear), Wolford (lingerie), Rosner
(ladies’ fashion), Home by WEFH (table-
ware), Ecko Unltd (street wear), Rena
Lange (ladies’ fashion), Jette Joop (ladies’
fashion), Lindt & Spruengli (Swiss choco-
late), Mexx (apparel) and Fossil (watches
and accessories).

The new outlet stores at Designer
Outlets Zweibruecken have sales areas
ranging from 45 m? to 495 m?*

“We have concentrated the leasing
on adding further brands for women’s
fashion,”says Stephan Schaefer, commercial
director for Outlet Centres International,
“as well as adding non-textile brands, i.c. ta-
bleware, accessories and shoes. With phase
3, we have enhanced again the level of
brands and already experienced an increase
of visitor numbers
and dwell time.”

Outlet Centres
International (UK)
Ltd operates the
Designer Outlet
Centers. Since
2000, OCI has
developed schemes
—in Arlandastad
Outlet Village
in Stockholm, Sweden; and Gretna
Outlet Village in Gretna Green, Scotland
— which were subsequently sold.

The company plans at least three more
outlet centres in Germany, two of which are
currently going through the planning stages.

Further and final extension (phase 4) of
Designer Outlets Zweibruecken is planned

point to

Expansions

v

Desiner Outlets Zweibruben grew to 18,200 m*in July, which is drawing more

customers and increasing dwell times.

for summer 2010.

The local Zweibruecken airport (about
five minutes by car) has increased passenger
numbers to the centre. In addition to exist-
ing flights to Spain (Baleares and Canaries),
Egypt, Turkey and Berlin, there will be con-
nections with low cost carrier RyanAir to
London-Stansted, beginning in October.

Zweibrucken is in southwest Germany,
on the border with France.

Designer Outlets Wolfsburg

Meanwhile, deep in the interior of the
country, Designer Outlets Wolfsburg is
reaching a lease-up of about 90 percent.

The project, which opened in Decem-
ber 2007, has several new
tenants, including Baldinini
(Italian shoes and acces-
sories), Madeleine (women’s
fashion) and Mexx.

More high-level ladies’
fashion brands are to open
soon.

“In order to make De-
signer Outlets Wolfsburg
the leading designer outlet

in northern Germany,” says Schaefer,
“we are planning to exercise the option
for phase 2 this fall. In the meantime,
we have already secured one prestigious
large anchor tenant and expect to sign
the second anchor tenant for phase 2 in
October this yeat.”

Visitor numbers are above expecta-

tions, he says, and the centre has started
to settle in well with the Wolfsburg
community, which is shopping in DOW
along with their city centre shopping.

Phase 2 is scheduled to open late 2010,
comprising 50 new shops.

The Zweibruecken and Wolfsburg
outlet centres are managed by OCI in
London, the owner is Trading Places SA,
a Belgian property holding company con-
trolled by an English consortium under
the leadership of the Scottish Kenmore
Group. &

Open less than a ycar, Designer Outlets
Wolfsburg is already leasing phase 2.
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Outlet retail comes to Croatia

wo outlet schemes are underway
Tin Croatia, the world’s No. 18 hot-
spot in terms of tourism.

Prigan Holdings Co. of Israel planned in
August to open its 24,000-m? Prigan Outlet
Centre Sv. Helena near the country’s capital
city, Zagreb.

Prigan invested €45 million in the project,
which is by the A4 Zagtreb-Varazdin motor-
way. The outlet center is being built in two
phases, with the second cluster of stores
to be completed by the autumn of 2009.

The center is located in Sv. Helena, 26
km northeast of Zagreb, at a site that has
direct access to the motorway E-65 con-
necting Zagreb and Budapest. The E-65
European Corridor is the major north-
south connection bringing business and
tourist traffic to the area.

The location “enables comfortable ac-
cess and connection to Serbia, Hungary,
Bosnia, Slovenia and Austtria as it is located
only 10 km from Zagreb’s ring road,” ac-
cording to the four-year old company.

Meanwhile, Europ Invest’s outlet centre
near Zagreb is on track to open in November.

The 22,600 m? Kriz Outlet Village will
provide 100 stores (about half that num-
ber in phase 1) and 1,700 parking spaces.

The site is in a hub for railway, air, energy,
infrastructure, underground and overground
cortidors, leading westbound to Slovenia and
Italy, eastbound to Serbia and Bosnia and
Herzegovina, southbound to the Adriatic Sea
and northbound to Austria and Hungary.

The area is the home of four inter-
national highways (A1, A2, A3 and A4)
and the international railway corridor
of the famous Orient Express, running
from Paris to Istanbul through Zagreb.
The biggest Croatian airport is in Velika
Gorica, not far from the site.

The centre will be sited within the Za-
greb Ring, which is one of Croatia’s most
important economic areas.

The scheme will have access to more
than 2.5 million inhabitants, plus more
than 3 million tourists.

The Zagreb economy during the last
five years has seen income rise by 65 pet-
cent. If the county continues its rate of
growth, it will be among the four fastest
growing counties (among 20) in Croatia.

Croatia is 56,542 km? (21,831 square
miles), neatly twice the size of Belgium.
It is a horseshoe-shaped country, with
its western and southern border sharing
the Adriatic Sea with Italy to the west,

Rendering of the 24,000-m? Prigan Outlet Centre Sv. Helena, which was scheduled to
open late this summer in Croatia.

among other countries.

In fact, Croatia — previously part of the
former Yugoslavia — is a trading hub. The
country borders with Slovenia and Hun-
gary to the north, Serbia to the northeast,
Bosnia and Herzegovina to the east and
Montenegro to the far southeast.

Tourism — a notable source of profit
for the world’s growing portfolio of
outlet centres — is strong during the sum-
mer, with more than 10 million foreign

tourists in 2006 generating revenues of
€8 billion, according to the United Na-
tions World Tourism Organisation. In
fact, Croatia ranks 18th wotldwide in
terms of tourist destinations.

Belgium and Italy-based Europ Invest
is a big promoter of outlet centres in Eu-
rope, including Maasmechelen Village in
Belgium; as well as two in Italy, Serravalle
Designer Outlet and Valdichiana Outlet
Village. @

Construction of Alpenrhein Outlet
Village in Switzerland gets started

ING REAL ESTATE started construction
of Alpenrhein Outlet Village in Landquart,
Switzerland, this summer.

A leading Swiss construction com-
pany, HRS, which is headquartered in
Frauenfeld, holds the construction con-
tract for the 21,000-m?outlet village.

Completion of Alpenrhein Outlet
Village and the opening of its 100
shops is set for autumn 2009.

Top fashion, sports and leisure
brands will be on sale in the village
at discounts of 30 to 70 percent off
the original retail prices, according
to ING Real Estate, which bought
the scheme last year from MIAG
Mutschler Immobilien AG.

Leasingand marketing of the scheme
is well under way by the management
team of BVS Outlet Villages, assigned

by ING to handle those duties.

The project, to be built in one
phase on a 90,000-m? site between
the Landquart train station and the
A13 motorway, will include typical
Swiss architectural features.

The outlet centre, to include 1,200
parking spaces, will open next year. &

CORRECTION

Alpenrhein Outlet Village is owned in its
entirety by ING Real Estate, which bought
the site from MIAG Mutschler Immobilien
AG in summer 2007. BVS Outlet Villages
has been assigned by ING to handle leas-
ing, marketing and design, but is not a
joint-venture partner in the scheme. A
story in the Spring 10J was incorrect on

the ING and BVS relationship.
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Fashion Arena Prague
has awesome first year

fter surpassing 1 million
A customers and neatly filling its initial
18,000 m2 of retail space in less than
a year, Fashion Arena Outlet Centre will break
ground later this year on a second phase in
what is the only outlet centre in Prague, the
Czech Republic’s most lucrative market.

The centre’s expansion will add another
7,000 m2 to a site that is already home to
65 outlet stores and 12 restaurants/ cafes.
The centre is just 25 minutes from the
city centre, near the Prumyslova and the
Sterboholska Radiala speedway.

The new development will add 25 outlet
stores, 280 parking spaces and additional
coffee shops. The additions should open in
spring 2009 and will join the original centre,
which already has 1,200 parking spaces, a
children’s play area and indoor and outdoor
terrace seating at the restaurants.

Owners TK Development and LMS Out-
lets tout the east-central Prague location as
having 3.8 million people within a two-hour
drive, including Prague’s more than 1 million
shoppers. Road access and a metro station
with a shuttlebus link make the centre easy
to reach, but the city’s growth is also moving
east toward the site, operators said. Prague
produces a quarter of the Czech Republic’s
GDP, which exceeds the average of the EU-
15 countties by 40 percent.

Tenants already include Nike, Adidas,
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A second phase will break ground at Fashion Arena Outlet Centre in Prague later this
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yeart, adding 7,000 m? to the 18,000-m? project.

Mango, Levis, Puma, Lee/Wrangler and
Pepe Jeans, along with Mexx, Ecco, Ex-
treme Distribution, Mariella Burani, Sam-
sonite, Gardeur, Pietro Filipi, Reebok, Matc
Picard, Gas, Jet Set, Salamander, Park Av-
enue, Umbro, Home & Cook, Retro Jeans,
Converse, Dytberg/Kern and Tchibo.
Leasing agents TK Development, Jones
Lang LaSalle and GVA Grimley Outlet

Services (also the centre’s operator) have
yet to announce phase 2 tenants for the
contemporary stadium-designed centre.

The Fashion Arena opened in No-
vember 2007 as the first outlet centre in
Prague. Developers hope the expansion
will continue their successful brand-build-
ing campaign aimed at residents of Prague
and Southern Bohemia. &

Galleria will expand food offering

LAND SECURITIES has won the go-
ahead by the Welwyn Hatfield Council
to increase the restaurant offering at
its 320,000-sf Galleria, which is in
Hatfield, Yorkshire in England.

Utilizing 7,800 sf of void space
under the centre’'s nine-screen
Odean Digiplex Cinema, Land
Securities will create an enclosed
mall with four new branded eater-
ies. When completed either late this
year or in early 2009, the new units
will bring the Galleria’s restaurant/
café total to 14.

Land Securities, which also
includes Gunwharf Quays in its port-
folio, acquired the Galleria in 2005

and has developed a master plan to
improve and enhance the scheme.
Retail changes have been made with
more than 18 new units signed since
April 2007 and only two units remain-
ing vacant. The most recent sign-
ings include Wonderbra, Past Times,
Jeff Banks, Nike, D [(selling Diesel],
Calvin Klein Underwear, Gant, Le
Creuset and Chili's Bar & Grill.
Design and technical changes -
such as new internal and external
signage, re-branding and enhanced
frontages to the north and south
elevations - have already been car-
ried out. Additional changes include
glazed automatic doors at both ends

of the mall, new dedicated seating
areas and an improved approach up
to cinemas and the galleria.

The Galleria, located over the A1(M)
at Hatfield, is the closest outlet cen-
tre to London with a catchment of
nearly 7.3 million shoppers within
a 60-minute drive. The centre has
1,700 parking space and more than 90
designer outlets, including Amanda
Wakeley, Austin Reed, Ghost, Liz
Claiborne, Marks & Spencer, Mexx,
Pringle, Ravel, Reebok, Shoon and
TK Maxx. In addition, other leading
brands include HMV, Oasis, The Body
Shop, Thorntons, Waterstones and
Whittard of Chelsea. &
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THE EXCITEM

IS BUILDING!

AMER1EAN”|EEMFDRIUM

The Brand Name for Brond

AS MEGA DESIGNER OUTLETS prepares to open,

we are pleased to announce the arrival of
another new concept in Romania—American
Emporium. American Emporium is a 1000
square meter store teaturing an eclectic
collection of American brands at fantastic
savings, including many brands that have never
been available in Europe before. The roof
canopy over the American Emporium store is
Vector Foiltec Texlon, the identical system used

in the Beijing Olympics Water Cube!

The ONLY village-style outlet project in Romania
with full motorway frontage and visibility.
www.megadesigneroutlets.com Daslg nar Outlats

BUCHAREST, ROMANIA



The Galleria
in Hatfield
signs three

Three national retailers — Wonderbra,
Past Times and Jeff Banks — have recently
opened in The Galleria, L.and Securities’
29,800-m?, mixed-use outlet, restaurant
and leisure destination in Hatfield, just
outside London. Land Securities has
already signed 18 new units to the scheme
since April 2007, including Nike, DSL sell-
ing Diesel, Calvin Klein Underwear, Gant
and Le Creuset.

Wonderbra, the global lingerie brand,
will occupy 111 m? Past Times, the histor-
ically inspired gifts and jewellery shop, will
occupy 139 m% and menswear designer
Jeff Banks will open a 93-m? store.

Gap Outlet
is new anchor
at Springfields

Chester Properties, on behalf of owner
UBS Triton Property Fund, has secured
Gap Outlet to anchor the €14 million,
65,000-sf expansion to its Springfields Out-
let Shopping Centre in Spalding, Lincoln-
shire, England. The expansion brings the
centre’s total GLA to 155,000 sf. Gap has
taken a 10-year lease on a 6,500-sf store.

Additionally, Springfields has recently
signed a number of other leading brands,
including handbag label Tula; lingerie shop
Leia; and fashion label Klass, which has
taken 2,000 sf for a flagship store.

Other new brands include outdoor
clothing label Tog 24; accessories store
Bijoux; handbag retailer Bags ETC (now
trading as Domo); fashion retailer DSL
and furniture and home wares retailer
Green and Pleasant. In addition, Marks &
Spencer has expanded its location.

Only three units out of 56 remain available.

New tenants join
Park Avenue
Fashion Outlet

Puma will open its first store in the
Basque country in Park Avenue Fash-
ion Outlet in Bilbao, Spain. The centre
opened in 2007 with just 12 stores. Now
the 215,278-sf centre has other brands,
such as Calvin Klein, Javier Simorra, Pu-
rificacion Garcia, Desigual, Mango, Nike,
Cortefiel Group and such local multi-
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onderbra, Past Times and Jeff Banks recently joined The Galleria, the 29,800-m?
mixed-use outlet, restaurant and leisure destination that opened near London in 1998.

The scheme is 320,000 sf

brand stores as For and Ayestaran.

Also joining the Resolution Property
Trust scheme is Swiss chocolatier Lindt
and Spanish shoe retailer Pikolinos, which
sells more than 1.6 million pairs of shoes
annually. The 192-m?* shoe shop will offer
brands that include Mustang, Hoax and
Ayestaran.

Meanwhile, Park Avenue Fashion
Outlet has held its second sales competi-
tion among its retailers. For Outlet is an
upscale accessories retailer, the winner
of a six-week competition that combined
store sales, customer service, internal pro-
motions, stock disposition and other com-
mercial strategies to strive for the centre’s
best sales increases.

Two U.S. brands
join Dalton Park

Two new American brands have come
to Dalton Park in Murton, England. Gap
Outlet, the iconic casual wear retailer, will
open a 7,380-sf unit this autumn. The
retailer already has more than 130 stores
in the UK. Gap is the third biggest sign-
ing for Dalton Park, with the recently ex-
panded Marks & Spencer outlet currently
occupying 10,959 sf and Next Clearance
occupying 9,825 sf.

Subway, the popular sandwich and salad
store, will occupy 900 sf.  Subway now
has over 1,000 stores in UK and Ireland.
The new store will offer a range of freshly
prepared sandwiches, salads, wraps, cook-
ies, muffins and soft drinks.

Dalton Park is an ING Real Estate prop-
erty that has 60 outlet stores selling 150
brands with discounts up to 50 percent.

Top tenants fill
Fashion Arena
in Prague

Newly opened in the first phase of
Euro Mall Sterboholy’s Fashion Arena
Outlet Center in Prague are Mexx, Ecco,
Extreme Distribution, Mariella Burani and
Samsonite. The 269,100-sf centre, which
opened in 2007, is planning an expansion.

The project, 25 minutes east of central
Prague, is the largest of the Czech Repub-
lic’s two outlet centres, although Lehman
Brother’s 333,700-sf Galleria Moda at
Praha Airport was also scheduled to have
opened in September.

Rip Curl finds
fitting home at

Gunwharf Quays

The Australian surf brand, Rip Curl,
opened its first UK outlet store in May at
Gunwharf Quays, Land Securities’ €252
million, 180,000-sf mixed-use develop-
ment on the waterfront at Portsmouth
Harbour, Hampshire, England.

Rip Cutl, which operates five stores
in the UK, plans to open at least two
outlet units a year for the next five years.
The retailer is a market leader in surfing
wetsuits and has stores across the globe
offering a range of women’s and men’s
clothes, watches, surfwear, bags, sun-
glasses, goggles and other accessories. Rip
Curl is now the third largest surfing brand
in the world, with more than 60 European
stores. @
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Outlet-hungry Romanians
are in for a double treat

he battle for Romania has come
Tdown to two outlet centres, Mega

Designer Outlets and Fashion
House Bucharest, that are opening within
months — and metres — of each other just
off the A1 highway, about 30 minutes
west of Bucharest’s city centre.

A third project, planned by American
Outlets Overseas, is in a watch-and-wait
mode due to the rapid lease-up of the first
two schemes. Fashion House Bucharest
and Mega Designer Outlets may end up
with a similar tenancy, but neither centre
will be mistaken for the other.

Mega’s contemporary design of molded
metal is currently being manufactured,
ready to pop out almost completed except
for finishing touches and a roof. FHB,
on the other hand, takes its design theme
from old town Bucharesti architecture, a
mix of classical and renaissance Italian,
Arabic, and eastern Slav.

Without a doubt, Romanians will enjoy
the two centres once they’re open. The
country is outlet-hungry and its 23 million
people are among the youngest, most
brand conscious in Europe. The catch-
ment for the market is 3.5 million within
a 30-minute drive. An update on the two
outlet centres follows.

Fashion House Bucharest
opens in November

When Fashion House Outlet Centre
Bucharest opens on 26 November, it will
be the fourth project for Fashion House,
which has developed three outlet cen-
tres in Poland. The 190,000-sf enclosed
mall will have 140 stotes, a food court,
children’s play area and free parking for
2,700 vehicles.

Leasing, handled by Cushman & Wake-
field and Jones Lang LaSalle, is well ahead
of schedule, with more than 90 percent
of the retail space currently commit-
ted. In fact, the project’s second phase is
already in leasing and expected to open in
late 2009, according to Neil Thompson,
CEO of Fashion House.

Fashion House Development is made
up of GVA Grimley Outlet Services and
Liebrecht & Wood. Brendon O’Reilly,
director, GVA Grimley Outlet Services,
says brand penetration in the region is ac-
celerating rapidly, and retailers are turning
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Mega Designer Outlets, sporting a contemporary design, will be the larger of the two
schemes. The 366,000-sf Mega centre will open in March.

to outlet formats to meet the demand.

O’Reilly, known in the outlet industry as
a profiling wonk, says Central Europeans
are reaching for more trendy brands. While
they love their Nikes, they’re also attracted
to Quiksilver and Timberland for fashion.

O’Reilly says that in Central Europe the
seasonality of a product is less important
than the fact that it’s a brand. “Whereas
someone in London wouldn’t be seen
dead in last year’s Timberland or Tommy
Hilfiger, in Prague it’s just important that
it’s Tommy Hilfiger.”

While Fashion House in Bucharest will
draw shoppers from a 90-minute radius,
O’Reilly expects the majority will come
from Bucharest “three to four times in the
first year, then a bit more often.”

Tenanting strong for Mega’s
opening early in 2009

A 10,000-sf American Emporium
will anchor Mega Development’s Mega
Designer Outlets. The retailer is based in
Dallas, Texas and specialises in acquiring
goods from manufacturers that don’t have
distribution outside the U.S. For most of
these manufacturers, the chance to have
their goods in outlet centres in Central
Europe answers a quest to test the waters
without much hassle.

The 366,000-sf centre will open in
March 2009, according to the developers,
the husband and wife team of Sam Turk-
mani and Chang Oh, whose Washington,

D.C.-based Mega Company has been in
the real estate and construction business
in Romania since 1989.

Chang Oh has been confident of the
success of the centre from the beginning.
“There is a serious shortage of the type of
retail that outlet centres offer,” she says.
“There is this great thirst for brand names,
especially American brand names. We
know the Romanian people have enough
buying power — they’re already traveling
six hours from Romania to shop outlets in
Austria — so we know the market is ripe.”

According to Chang Oh, signed tenants
for Mega Designer Outlets include Cavali,
Clarks, Dior, Dockers, Fornarina, Fox, Ga-
bor, Gant, Geoxx, House of Art, Lacoste,
Levis, Lotto, Mastai, Playboy and Steilmann.

Mega has appointed Interops (Interna-
tional Retail Operations) to manage the
centre once it’s open, as well as handle its
planning, mobilisation and launch, plus
all the retail operations of the scheme.
Interops will also oversee the leasing and
marketing teams.

Richard Broadhead, Interops managing
director, says, “We’re delighted to work
so closely with all the the retailers on this
prestigious centre.”

One interesting aspect of the centre is
that it will employ a new roofing material
called FoilTec, a flexible, transparent system
that is impervious to sun and other weather
and aging conditions. In fact, the surface is
so slick that it never needs to be cleaned. @
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Osprey London launches outlet chain

conic leathergoods and accessories
I designer Osprey London has launched

an outlet chain, with its first store
opening in October at McArthurGlen’s
York Designer Outlet.

The company has appointed GVA Grim-
ley Outlet Services’ retail development team
to implement its UK outlet strategy.

“Osprey London is a stylish and confi-
dent luxury leather brand that’s a little bit
quirky,” says Graeme Ellisdon, Osprey’s
founder, managing director and de-
signer. “But with our love of leather, our
customers appreciate the detail, quality,
integrity and workmanship that are at the
heart of what we do.”

The company, established in 1980, has a
solid wholesale business through a number
of fashion retailers, including John Lewis
and House of Fraser, both found in UK
outlet centres. Recently the company de-
cided to grow its online retailing presence as
well as seek another channel of disttibution
— its own outlet stores. The company says it
has identified 15 possible sites in the UK.

“As part of our growth strategy,” Ellis-
don says, “we plan to move into the outlet
sector to expose the Osprey London
name to a wider range of consumers and
to ensure the best possible route to mar-
ket for excess stock, thereby strengthening
the overall position of the company.”

Ellisdon added, ““Thhis is a new channel
for us and to ensure we get it right, we are
outsourcing to the experts at GVA Grim-
ley Outlet Services,” which has worked
with many retailers, including Playtex,
Gossard and Wondetbra.

A complex venture
According to GVA director Brendon

Osprey handbags arc 2 good balance of
form and function.

Graeme Ellisdon plans to roll out a
chain of Osprey outlet stores that will fea-
ture his high-quality handbags.

O’Reilly, there’s more than meets the

eye to launching an outlet chain. “We
provide everything from portfolio and
local market advice, leasing negotiations,
P&L advice, store design and fit-out, I'T
requirements, recruitment of store staff,
team inductions and training, store set-up,
weekly business reviews, asset manage-
ment, day to day running of stores, sales
and data collection, support to regional
and store management, analysis and
reporting, need I go
onr”

Anna Jones, head
of retail develop-
ment at GVA, says
that before working
with Osprey Lon-
don, the consultancy
set up an outlet-sec-
tor category analysis
and brand-mix

outlets,
study.

“This research showed that there was
a clear opportunity for mid- to high-end
handbag and accessory brands,” Jones
says, noting that Osprey London hand-
bags retail in the €275 range (Pricepoints
in the outlet stores are expected to aver-
age about €115). “We then approached
Osprey to see if we could advise them
and support their successful entry into
the outlet sector.”

Ellisdon saw that outlets represent “a
logical progression for Osprey,” and now
GVA has developed a five-year strategy for
the leathergoods company that includes

GVA approached
Osprey after an
analysis showed a
need for high-end
accessories in

outlets, an effective merchandising system
that also benefits other areas of their
business, and developing a retail proposi-
tion where the focus is on driving the key
performance indicators of turnover, profit,
average spend and customer conversion.
“This means that Osprey is assured of
quality delivery in every respect,” Jones
says, “without the worry that expand-
ing into a new area will cause a smaller
business. We’re also providing human
resources and treasury services so that all
the hassle is taken out of the roll out.”

Details and quality

All of its designs, the company says, have
“a different story, perhaps inspired by a
need or maybe just a frivolous desire - not
all bags have to be setious. All bags, how-
ever, are designed from the inside out: this
way they maintain shape and last longer.”

The company focuses on details.

“We make sure that zip-up secu-
rity compartments, pockets, clasps and
mobile phone storage all play a role,” the
company’s Web site (www.ospreylondon.
com) says. “Osprey products are real, they
perform, they last and we think they look
pretty hot, too.”

An Osprey London bag made it on a
list of the top 50 bags published by The
Independent in London six years ago.

Graeme Ellis-
don says he travels
every six weeks from
London to Florence,
Italy, to design the
Osprey collections.

“It’s a very personal
journey, from one
home to another,” he
says. “By the time I
arrive at my bench and
studio in Florence, 1
am ready to work on new ideas and play
with new leathers — to unlock their secrets.
Sometimes it’s easier than othets, but if 'm
lucky the creative energy flows well.”

After several days an idea forms, he says.

“That’s my work and my passion —a
combination of art and science — and 1
love it I”” he says, “The whole concept
and design process takes three to four
months, from dying new leathers to work-
ing out new construction and patterns.
An Osprey has to be a performer, work
hard, play hard and stay beautiful - a good
challenge for all of us.” @
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Europe flush with
planned outlet space

DEVELOPERS ARE PLANNING 28 phase 1 outlet schemes totaling
nearly 6 million sf of GLA; another 14 expansions to existing proj-
ects total more than 1 million sf.

Batavia Stad Outlet Shopping (%f) in the Neth-
erlands and Springfields Outlet Shopping & Festi-
val Gardens in England are expanding this year.

14 Planned Expansions to European Outlet Centres
Name City Country Developer/ leasing company Gla (SF) Opening
Designer Outlets Zweibrucken  Zweibruecken Germany Outlet Centres International (UK) Ltd 50,000 2008
Fashion District Molfetta Outlet Bari Italy Fashion District Group 172,200 2008
Valdichiana Outlet Village Florence Italy DEGI Valdichiana Srl/ Green partners 51,110 2008
Batavia Stad Outlet Shopping Lelystad Netherlands Stable International Development BV 53,820 2008
Fashion House Outlet Centre Sosnowiec Poland The Outlet Company/ 48,480 2008
Sosnowiec CB Richard Ellis
Factory Wroclaw Wroclaw Poland NEINVER Polska 32,290 2008
Junction One Antrim, N. Ireland United Kingdom Guinea Asset Mgmt./ Rohleder Lumby Retail 42,000 2008
Springfields Outlet Shopping Spalding, England United Kingdom UBS Triton/ 25,000 2008
& Festival Gardens Markham Vaughan Gillingham
Designer Outlet B5 Berlin (Wustermark) Germany Henderson Global Fund/ McArthurGlen 104,410 2009
Designer Outlets Wolfshurg Wolfsburg Germany Outlet Centres International (UK) Ltd 91,500 2009
GL Bucharest Hungary GL Outlet / Segece Magyarszag 134,500 2009
Fashion House Outlet Centre Gdansk Poland Fashion House Developments/ 77,560 2009
Gdansk CB Richard Ellis
FACTORY Vila do Conde Porto Portugal Neinver 141,500 2009
Festival Park Ebbe Vale, Wales United Kingdom Chester Properties/ 25,000 2009
Markham Vaughan Gillingham

Total planned expansion GLA: 1,049,370 sf

Source: 2008 Global Outlet Project Directory
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28 Planned Phase 1 European Outlet Centers

Name City Country Developer/ leasing company Gla [SF) Opening
Roses Fashion Outlet Zagreb (Sv Kriz) Croatia Dayland Group/ Spiller Farmer 162,000 2008
Outlet Center Sveta Helena Zagreb (Sv Helena) Croatia Prigan Holdings Ltd., Cyprus/ 145,300 2008
Paulchen Komet d.o.o.

Galleria Moda at Praha Airport Prague (Tuchomerice) Czech Republic B.Consulting SRL 333,700 2008

Exit 66 Prague Czech Republic BDL Czech, a.s. 18,000 2008

Marques Avenue Paris Sud Paris (Corbeil-Essonnes)  France Concepts & Distribution 139,900 2008

Roncade Outlet Gallery Venice (Treviso) Italy Lefim S.p.A. 269,100 2008

Veneto Designer Outlet Venice [Noventa di Piave) Italy McArthurGlen European 120,329 2008
Development Company Ltd

Soratte Outlet Shopping Rome (Sant’ Oreste) Italy Outlet Soratte SRL/ 215,300 2008
Stores Development SRL

Fashion House Outlet Bucharest Romania Fashion House Developments/ 190,000 2008

Centre Bucharest CB Richard Ellis

Salzburg Designer Outlet Salzburg Austria McArthurGlen European 301,400 2009
Development Company Ltd

Sofia Outlet Center Sofia Bulgaria Sofia Outlet Center EOOD/ 167,000 2009
GVA Grimley Ltd. Outlet Services

Le Village des Alpes Nimes (Bellegarde) France Bergerac Estates Limited/ 172,200 2009
Rohleder Lumby Retail

Parc du Cubzac Bordeaux France Parc du Cubzac SAS/ Advantail 360,600 2009

(Saint Andre de Cubzac)

Wiedemar Fashion Outlet Leipzig (Wiedemar) Germany Stable International Development BV 126,530 2009

Athens Designer Outlet Athens (Yalou) Greece McArthurGlen European 226,000 2009
Development Company Ltd

Marcianise Designer Outlet Naples (Marcianise) Italy McArthurGlen European 279,760 2009
Development Company Ltd

Sicily Designer Outlet Taormina Italy McArthurGlen European 215,300 2009
Development Company Ltd

Citta Sant’Angelo Outlet Village  Pescara (Citta Sant’Angelo) Italy Promos SRL 226,000 2009

FACTORY Krakow Krakow Poland NEINVER Polska 161,500 2009

Algarve Fashion Outlet Lagos (Alcantarilha) Portugal RJMcKinney/ REALM Ltd. 127,965 2009

Mega Designer Outlets Bucharest Romania Mega Company/ Colliers International 366,000 2009

Alpenrhein Outlet Village Landquart Switzerland ING/BVS Company Store Villages 226,020 2009

Gloucester Quays Outlet Centre Gloucester, United Kingdom  Gloucester Quays LLP/ 220,000 2009

Gloucestershire Elysian Property Consultancy

Riverside Place Kendal, Cumbria United Kingdom  Kendal Riverside Ltd/ 74,000 2009
Rohleder Lumby Retail

Alsace International Outlet Strasburg (Roppenheim)  France Freeport 253,000 2010

Moulin de Nailloux Toulouse (Nailloux) France Sanoux SAS/ Advantail 316,500 2010

Carre des Marques - Romorantin  Romorantin-Lanthenay France Unibail-Rodamco 218,700 2010

Freeport Outlet Village, Le Cannet Le Cannet des Marures France Freeport 269,100 2011

Total planned phase 1 outlet center GLA:

5,901,204 sf

Source: 2008 Global Outlet Project Directory

FALL 2008 INTERNATIONAL OUTLET JOURNAL

23




Linda Tipping is new
McArthurGlen exec

LINDA TIPPING has been appointed
chief marketing officer at McArthurGlen.
Based in London, she will be responsible
for McArthurGlen's marketing strategy
across the compa-
ny's 16 European

s

locations.

The appointment
is the result of the
new management
structure recently
implemented at

Tipping McArthurGlen to
support the company’s vision and plan
for international expansion. Tipping will
drive the company’'s marketing strat-
egy in Europe and continue to build on
McArthurGlen’s portfolio of success-
ful brands and designer outlet centres.

Tipping brings more than 15
years experience in marketing and
brand strategy.

GVA Grimley’s

Outlet team grows

GVA GRIMLEY Outlet Services, a
specialist in the European designer
outlet sector,
new appointments:

M Anna Jonestakes onanewrole as head

announced several

of retail development. She has worked
for GVA Grimley for
the last four years,
managing the out-
let retailing aspect
of the business and
operating stores
on behalf of brand
manufacturers

Jones such as Playtex,
Gossard and Wonderbra.
B Cezary Poltorak moves from
the role of acting retail operations
director for Fashion House Outlet
Warsaw with a promotion to senior
retail operations manager for GVA
Grimley Outlet Service.
B Mariusz Machnicki takes over

Poltorak’'s former position as retail

operations director there. Prior to
joining GVA Grimley, Mariusz was a
shopping centre manager for Inter
lkea Centres Group, and prior to
that, he was a centre manager for
Donalsons Polska. He will oversee
the day-to-day operations of Fashion
House Outlet Warsaw.

B David Carver has been named
head of leasing at GVA Grimley Outlet
Services. He comes to the company
from Miller Developments, where as
associate director he oversaw the
developer’s outlet portfolio.

B Adrian Taylor has joined the firm
as a leasing surveyor. Having previ-
ously worked with Dalgleish & Co,
Freeport Leisure, Edinburgh Crystal
and Ponden Mill, he will be respon-
sible for leasing and asset manage-
ment across the GVA Grimley Outlet
Services European portfolio.

Broadhead opens
new consultancy

RICHARD BROADHEAD, formerly retail
operations director of outlet develop-
er Freeport, in September launched
International
Retail Operations
-  known as
Interops - a con-
sultancy providing
services to the
shopping centre
industry and retail
brands.

Broadhead

Among Interops first clients is Mega
Designer Outlets, planned to open in
Bucharest, Romania in 2009. The new
consultancy will focus on several key
areas, Broadhead says, including:

® The planning and launch of new

centers

® Brand management and center
turnarounds

® Retail expansion

® and performance improvement
of existing portfolios.

Broadhead’s previous experience
also includes working with Thornfield

Properties, operating Springfields

Outlet the UK,
Hammerson plc, as well as more than
15 years with Marks & Spencer plc.

Phil Cottingham
joins Quintain
PHIL COTTINGHAM has joined London-

based Quintain Estates as managing
director of retail.

Centre in and

He was previously
portfolio director at Land Securities,
where he had
overall responsi-
bility for expand-
ing and driving
the investment
performance of
the FOC portfolio,
which included
Gunwharf Quays,

‘1'

Cottingham
Livingston Designer Outlet Centre and
the Galleria Hatfield, as well as an
interest in The Outlet at Banbridge.

Quintain Estates and Development
was established in 1992.

In 2002, Quintain
Wembley Limited,
acres around the Wembley Stadium,
which is now a regeneration proj-
ect that will include designer outlet
retailing.

purchased
owners of 55

Younis takes post
at U.S.-based QTM

WASEEM YOUNIS is the newly
appointed director of
tional operations for Quier Target
Marketing and EWB Development,
both based in the United States.

appointment adds
a dimension previously unseen in
our industry - real capabilities and

interna-

“Waseem’s

connections in the Middle East in
addition to Europe,” says Lisa Quier
Wagner, president of QTM and found-
ing partner of EWB.

Born in Kuwait and raised in both
the U.A.E. and the U.S., Younis has
spent the past 14 years in various
real estate capacities, including bro-
kerage, management, development,
marketing and sponsorships. ®
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Retail Connections
is an essential

part of a retailer
development and
leasing programme.

/(S(

ICSC

GLOBAL ASSOCIATION
FOR RETAIL PROPERTY

Retail
Connections 2009

London, United Kingdom
4 February 2009

The exclusive retail property
networking and business
meeting event hosted by
shopping centre owners
and developers.

The best opportunity for leasing
professionals to meet and conduct
business with tenants.

Retail Connections will get you connected
to do business in an extremely effective
and efficient manner... all in one day.

“This is the most efficient way for our leasing teams to do business and increase the
diversity and quality of our tenant mix. This was a very efficient and busy time for
all the leasing teams and the Retailers. It is a ‘deal-making-day’, not a showcase."”

S Crope

Klaus Striebich ECE and Vice Chair of the ICSC European Leasing Group



JAPAN:

Chelsea Japan opens phase 4 of Sano Premium Outlets

CHELSEA JAPAN Co. continues to
expand in Asia.

The jointventure on 15 July opened the
fourth phase of Sano Premium Outlets,
near Tokyo, which has been fully leased
since it opened five years ago.

The 73,000-sf expansion brings the
project to 393,000 sf, with 175 retail
and restaurant tenants. In all, the
expansion includes 22 new stores
and three relocations.

International tenants opening or
upsizing in the new phase include
Escada, Etro, Gap, Gucci, Katharine
Hamnett, Levi's, Ralph Lauren,
Salvatore Ferragamo, Seiko, Sergio
Rossi, Under Armour and Yves Saint
Laurent.

Sited at Tohoku Expressway and
Route 50, about 50 miles north of
central Tokyo, the project opened in
2003. It expanded a year later and
grew again in 2006.

About 14 million people live within
90 minutes of Sano in an area rang-
ing from north Tokyo to north Tochigi.
The Nikko area also attracts about
6.5 million visitors a year.

Sano is one of six Chelsea outlet
centres operating in Japan, which as
a group posted same store sales of
$791 psf in 2007.

Theseventh, Sendai-lzumiPremium
Outlets in Sendai City [(northern
Honshu lIsland], opens in October,
and Ami Premium Outlets in north-
eastern Tokyo will begin operations
in 2009.

Chelsea Japan Co. is a joint venture
of Simon Property Group, Mitsubishi
Estate Co. Ltd. and Sojitz Corp. &

CORRECTION

In a story on Shinsegae Chelsea that
appeared in the summer edition of
International Outlet Journal, the photo
in which Gucci is depicted in a Japanese
outlet centre is actually in Yeoju Premium
Outlets in Korea. Also, the article said
that centre is two years old: Actually the
centre opened in June 2007.

A long queue greeted Yves Saint Laurent in July at the opening of the expansion of
Sano Premium Outlets in Japan.

Mitsui Fudosan opens its
seventh and largest project

THIS SPRING Mitsui Fudosan Co.,
Ltd., a Tokyo-based business conglomer-
ate, opened its seventh outlet project in
Japan.

The latest centre, Mitsui Outlet Park
Iruma, marks the developer’s first expan-
sion of its outlet-centre portfolio since
2004.

Iruma is a city in Saitama Prefecture,
near Tokyo, and is located on the island
of Honshu. As of 2003, the city had an
estimated population of 150,176.

Mitsui Outlet Park Iruma opened on
10 April. The two-level, 98,000-m? proj-
ect has 204 tenants, including 181 outlet
stores, making it Mitsui Fudosan’s largest
outlet project to date.

The centre offers well-known brands,
including fashion from Japan and over-
seas, kids’ apparel, sports and outdoor
goods, and fashion accessories. In all, 44
of its outlet stores are making their Japan
debut in the project.

Tenants include Lego, Coach Fac-

tory, Cole Haan, Banana Republic, Fred
Perry, Geox, Billabong, Puma, Beams,
Rosebud, Urban Research, Bose, BCBG
Max Azria, Theory, Tumi and Cold Stone
Creamery.

The developer opened its first outlet
project, Mitsui Outlet Park Osaka Tsu-
rumi, in March 1995. And its sixth one,
Mitsui Outlet Park Marine Pia Kobe,
was introduced in October 2004. The
other centres are Mitsui Outlet Park
Jazz Dream Nagashima, Mitsui Outlet
Park Makuhari, Mitsui Outlet Park Tama
Minami Osawa and Mitsui Outlet Park
Yokohama Bayside.

Mitsui Outlet Park Iruma is right next
door to a popular Costco.

According to local media, the new cen-
tre is designed with foliage patterns and
animal footprints drawn on the exterior
walls of its shops. It also has a 20,000-
m?green zone.

The company expects the centre to
draw six million visitors a year. @
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CHILE:

Santiago: Parque
Arauco to develop

LATIN AMERICAN real estate developet

Parque Arauco in April unveiled plans for

a new outlet centre named Outlet Quili-
cura in the capital of Chile, Santiago.

Located in the northern sector of San-
tiago, the project will be 25,485 m?.

The developer says that the design for
the new development is based on suc-
cessful retail outlet formats in the United
States. The new centre is scheduled for
completion in May 2009.

Parque Arauco says that the cost of the
development will be €12 million, financed
through a combination of debt and equity
and including participation by some of the
retailers represented in the centre. Parque
Arauco will retain 70 percent of the equity.

The Santiago metropolitan area has
more than 6.4 million people. Chile has a
population of about 16.5 million.

“The premium outlet mall is an integral
part of Parque Arauco’s corporate strat-
egy of geographic and product expansion
within Chile to reach all socioeconomic
segments, as well as the development of
new shopping formats,” says Andres Oli-
vos, CEO of Parque Arauco S.A.

Over the last 25 years, Parque Arauco
has developed, operated and managed
shopping centres throughout Chile. The
developer’s portfolio currently exceeds
600,000 m* @

Viaport officials project reaching 600,000 visitors each month in the near future.

TURKEY:

Huge Viaport
opens in Istanbul

ONE OF TURKEY’S largest shopping cen-
tres, the Viaport Outlet Shopping Center,
opened on 15 August in Istanbul’s Kurtkdy
district, the Asian side of the city.
According to Via Insaat chairman

Coskun Bayraktar, the centre “sits on an
area of 250,000 m? It is the first real out-
let centre of the country in this respect.”

Bayraktar also says that in building
Viaport, the company has constructed the
biggest outlet shopping centre in Eu-
rope, adding that the centre is among the
world’s five biggest such projects.

Bayraktar emphasized that fierce competi-
tion has been going on among shopping
centres for the attention of customers.

“This situation in turn has paved
the way for differentiation between
projects,” he says. “Viaport is a totally
distinct project when its whole features
are taken into account.”

Bayraktar noted that the shopping centre,
which has 145 stores, also includes a five-
star hotel, adding that the investment made
by Viaport amounted to €100 million. The
rent for stores in Viaport is 50 percent lower
than that of most shopping centres in the
area, says Bayraktar, adding that the centre is
already 90 percent leased.

Viaport consists of three main sections:
a fair and convention centte, a hotel with a
700-bed capacity and the outlet

THAILAND:

Pena House eyes
outlet growth

THE PRESIDENT of a Thai company
that develops outlet centres says the
firm plans to open at least one large and
two smaller outlet projects per year.

Supoj Tuntijirasakul, president of
Outlet Mall, a subsidiary of Pena House,
says the company aims to establish outlet
projects in several high-potential prov-
inces over the next two years, including
Chiang Mai, Chiang Rai and Surat Thani.
The company has no plans to expand in
Bangkok due to sensitivity with depart-
ment stores there.

Outlet Mall operates four outlet malls
—in Cha-am, Khao Yai, Krabi, and Pattaya
—and is developing two projects: the Out-
let Village Phuket, set for completion in
December, and Outlet Village Udon Thani,
scheduled for completion by mid-2009.

The company expects revenue at its
recently opened Krabi mall to increase by
up to 25 percent this year. @

centre located on a 156,000-m?* parcel.
Over 80,000 people a day visited the cen-
tre in the first three days.

Tenants include Armani, Donna Karan
and Versace Fendi (under the Unitim
Multibrand banner). Brands opening their
own stores include Beymen, Derimod, De-
riden, U.S. Polo, Calvin Klein, Mavi Jeans,
Aldo and Cacharel. &
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McArthurGlen’s elephant takes an outlet tour

The great military leader
Hannibal managed to get at least
one of his elephants across the Alps.
Now, over 2,220 years later, the
McArthurGlen Group has repeated
the journey.

In May, McArthurGlen Group -
Europe’s largest developer, owner
and manager of designer outlets
- took a life-sized elephant sculp-
ture, standing 15 feet tall, 22 feet
long and weighing six tons, on a
3,290 km journey across the Alps
to its new home in lItaly. First,
however, the charging African bull
elephant bronze sculpture took an
epic road trip across the UK and
stopped at two of McArthurGlen’'s UK
Designer Outlet locations, Swindon
and Ashford.

Quite a journey

The trek through the UK took two
weeks before arriving at the port of
Harwich, where the elephant contin-
ued its journey across Europe and
the Alps before going on permanent
display at Castel Romano Designer
Outlet, near Rome. Enroute the ele-
phant visited McArthurGlen Designer
Outlets at Roermond (Netherlands),
Troyes (France), Barberino (near
Florence) and Serravalle (near Milan).

The logistical challenge of trans-
porting the bronze was as formi-
dable as the sculpture itself. Every
inch of the journey was scrutinised
for low bridges, narrow roads and
tunnels. The sculpture was too large
to fit through the Channel Tunnel so

it crossed the North Sea by ferry.

Passion for Art

The bronze was commissioned
by McArthurGlen’'s chairman, Joey
Kaempfer, a passionate art collec-
tor, and was created by sculptor
Mark Coreth.

“This is a wonderful opportunity to
share my passion for the arts with
a wide audience,” Kaempfer said.

The full-sized, six-ton bronze sculpture of an African bull elephant took a European
tour before making its permanent home at Castel Romano Designer Outlet in Italy.

“The awesome scale of this amaz-
ing sculpture creates a captivating
contrast with its surroundings wher-
ever it goes and gets a reaction from
everyone that sees it. We are con-
stantly striving to improve the quality
of experience for our customers at
McArthurGlen Designer Outlets and
this seemed like the perfect oppor-
tunity to provide adults and children
with something truly memorable and
fun.”

Kenyan-raised Coreth’s previous
commissions include a sculpture
of three life-sized albatross for the
Falkland Islands Memorial Chapel

that was unveiled by The Queen in
2007. He regularly exhibits his work
at Sladmore Gallery in London.

“I'm pleased that this sculpture
will be in a location where members
of the public can see it and enjoy it
on a daily basis,” Coreth said. “I'm
happy to think that people who might
otherwise never enjoy an encounter
of this kind in the wild will be able to
appreciate the scale and beauty of
this magnificent creature.”

The elephant adds to McArthur-
Glen’s collection of art already on
display at several of its outlet cen-
tres across Europe. &
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Gloucester
goes Vogue

in posh ad
campaign

ove over Milan. Step aside
Paris. Gloucester is the next

big name in fashion. The city’s his-
toric docks were chosen recently
as the backdrop for a photo shoot
destined for the glossy magazine
Vogue. Two models and a team of
stylists braved the rain to spend
an afternoon taking arty photos on
a barge moored at the docks.
Renowned photographer
Diekgerdes chose Gloucester as
the backdrop for the up and com-

Horst

ing “Rare Cargoes” advertising cam-
paign by Peel Holdings and British
Waterways to publicise its Gloucester
Quays Outlet development, located in
Gloucestershire, England. The out-

Two models pose on a barge in the rain for the ["ggne advertments for Glouces-
ter Quays Outlet; the adverts will run in the October and January issues.

let facility is due to open in 2009 and
is part of the €251 million Gloucester
That project

already has signed leases with a
Sainsbury’s
Travelodge hotel. &

supermarket and a

Quays development.

Summer of fun in Mondovicino

Big events were taking place dur-
ing summer 2008 at Mondovicino
Outlet Village, in Mondovi, Italy, near
Turin. The 263,700-sf centre, owned
by Filea Spa, began the summer shop-
ping season with an appearance in
June by journalist Marina Martorana,
who showcased her new book, “Low
Cost, Live A Life Of Luxury Without
Spending Much,” The
book, based on Martorana” s shop-
ping exploits, is full of hints on how to

in late June.

live well without spending a fortune
- the very thing outlet shoppers are
always after.

The summer season at the recent-
ly opened centre was marked by a
huge sale during July and August.
Prices at its 70 stores were cut by
To get the
sale off to a fast start, shoppers had

as much as 70 percent.

the
cycle champion Loris Capirossi,

chance to meet motor-

who mingled with fans, signed

autographs and shopped the 3 h -
centre. »

Other festivities were planned ,"’ 5 Cost
over the summer months :

~Vivere

agrande 4

in a series of events called
“Mondovivo Summer 2008.”
They were intended to high-
light all the opportunities for
shopping, dining and relax-
ing at the various venues of

Mondovicino. Musical groups o !
'1-., r"'“- W
1 'l”"‘g‘,"ytr T

L

L ﬂ”abgq
0 dei Wllsu
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. —

of all sorts - cabaret artists,
jazz musicians, rock bands, r
ballroom dance bands and Y
Caribbean dancers - per-
formed every day of the
week. Separate events for children were

held on Saturdays and Sundays. @
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Aim outlet marketing
at buyers, not bodies

By Andrew Duncan
Head of Marketing &
Communications
REALM Limited

here’s a famous business
saying that “turnover is vanity
and profit is sanity.”

Concerning promoting UK outlet
centres, does this mantra ring true
for footfall and conversion?

The question is this: Can we live
with modest visitor num-
bers by core shoppers
who make purchases
or will we still aim for
a bustling outlet full of
day-trippers and brows-
ers, but where conver-
sion rates aren’t so
great. The economic cli-
mate is, in some cases,
making the decision for
us. Increases in fuel
costs play a role in the

go, so we're seeing increases in core
shoppers and decreases in leisure
and browser shoppers.

Core shoppers have a much great-
er disposition to spend money and
come in two groups:
® There are the locals who come to
an outlet centre simply because
it exists; they'd probably shop the
scheme, whether it was an outlet
centre or a hypermarket or anything
else with goods to buy. They visit up to
10 times a year and favour elements
like ease of access and free parking.
They are loyal to their centres and
are prepared to accept sometimes-
unreliable stock offerings because
the payoff is convenience.
® Bargain hunters, also often locals,
are adetermined group. They are com-
mitted to finding bargains and making
every trip worthwhile. Bargain hunters

ANDREW DUNCAN

consumer’s decision about where to

accept that outlet shopping is not with-
out effort to find the best discount as
well as the right size. They tend to visit
quarterly and spend more.

Browserandleisureshopperstendto
view outlet centres as tourist destina-
tions. Their money needs to be teased
out of them as they amble around
a centre. They have time to spend,
are typically older, and already have
much of what they need in life. Much
of their spending is discretionary.
They typically visit twice
a year.

The marketing chal-
lenge now is honestly
to know who your shop-
pers are and to influ-
ence their behavior.
Browsers still represent
anopportunity, although
it is probably not worth
chasing with above-
advertising.

marketing
that focuses on a centre’s catchment
area may draw more core shoppers
and lead them to shop more often.

As footfall drops, it would be fool-

the-line
However,

ish to chase increased visitor num-
bers alone. Anyone can fill an outlet
centre if they spend enough and
create events.

Turning traffic into profit is another
thing entirely. Outlet centre market-
ing should be about telling a consis-
tent story from the moment people
park their cars, creating a sense of
arrival, managing expectations, and
making shopping an easy, pleasant,
memorable experience.

There is a final line to that saying
about vanity and sanity: “Cash is
reality.”

Properly focusing our marketing
efforts to raise footfall, but espe-
cially to raise sales, is the key to
success in these tough times. ®

]
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European Outlet Conference,
13-14 October, London, ICSC
conference for the European
factory outlet sector

European Research Seminar,
6-7 November, Rome, ICSC
event on trends, research and
performance issues

News Deadline, 10 November,
Winter 2009 /0J, focusing on
Europe

2008 Mapic, 19-21 November,
Cannes, European retail real
estate meeting

Retail Connections 2009,
4 February, London, ICSC
leasing and deal making
event

VRN Spring Outlet Conference,
26-27 February, Orlando,
ICSC outlet deal making event
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N\ European
= QOutlet Mall
Fund

Class leading regionally dominant schemes
Three consecutive years of out performance
Intensive asset management programme
Innovative financial management

Retail Specialist For more information
call David Williams on 0207 818 6423 or
emaill david.williams@henderson.com

@ Henderson
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FASHION
HOUSE

OUTLET CENTRE

*

Fashion House is a remarkable case study of how
to develop a chain of three Fashion House Outlet
Centres into Poland's market-leaders in little more
than four years. Now under majority ownership of
AlB's Polonia Property Fund Il Limited, these
distinctive retail sites continue o expand to their
full potential in Poland, still managed by Fashion
House Management and GVA Grimley Outlet
Services.

But so successful has the Fashion House Qutlet
Cenftre concept become, that Fashion House have
retained the rights to the brand name and now offer
this distinctive ‘turnkey’ package to appropriate
Outlet Centre developers and investors elsewhere

m*!"
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The Latest Fashion
now in Bucharest

in Europe (as well as Poland). In association with
GVA Grimley Outlet Services, the Fashion House
brand delivers a dedicated, premium-guality
QOullet shopping experience to a European-wide
consumer market which has embraced the
concept of fashionable goods at real value prices.

The first Fashion House Qutlet Centre outside
Poland will open on 26th November 2008 in
Bucharest, Romania.

Little wonder then, that in good times or bad, the
Qutlet Centre sector remains an attraclive
investment opportunity with plentiful future scope.
For those developers or investors with plans to
build, or for those retailers looking for a less risky
option to open more Outlet stores, Fashion House
can now offer a proven consumer brand - built-in.
Complete with the best Operational Management
capability in the business, Fashion House can
launch Outlet developments into consumer
markets in one straightforward package.

Consideritinstant Fashion, off-the-peg.

i _4 " j LT

Fashion House Clutlat Centre Wamw. Phase 3 now open

To sea how the Fashion House package worked in developing Fashion House Outlet Centre Bucharest, contact Neil Thompson,
CEQ of Fashion House, tel. + 48 22 737 31 15, e-mail: n.thompson@iheoutisicompany, com

Brands wishing to check oul Fashion Housa Qutlet Cenires in Poland should contact the Leasing Agenis:
in Poland CB Richard Ellis. lel. +48 22 544 8000, e-mall: magda.fralczak@cbre.com
of in London GVA Grimley Oullet Services, tel, «44 207 911 2128, e-mail: lucy.rutherford @gvagrimiey.co,uk

Brands wishing to discuss Buchares! should contact the Leasing Agents in Romania
Cushman&Wakefield Activity Consulting, tel. +40 741 208 999, Jones Lang LaSalle, tel. +40 21 31093 80



