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1. Approach and Methodology of the Study
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 Basic study in 2008: “Factory Outlet Centre Performance — European; el

Report 2009”; results presented at the ICSC-Conference in
London

» 2nd study in 2009: update of the survey based on the analysis of 58

» Latest study in 2010: second update of the survey

Approach and
Methodology

The Performance of
selected Outlet
Centres

Important Factors
for Renting a Store
in an Outlet Centre

Conclusion

FOCs and the guestioning of brands with stores in these centres;

results presented at the ICSC-Conference in Milan ko i

daily BonusPass
Anmelden und registrieren.

The number of analysed FOCs is increased to 75

The number of brands that responded to the questionnaire
could be more than doubled

The guestionnaire was extended to issues of the distribution
channels of the brands (already presented yesterday)

Wwww.ecostra.com S
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The Steps:

» Preparation of an online questionnaire (both in English and German)
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Important Factors
for Renting a Store
in an Outlet Centre

Conclusion

Factory Outlet Centre Performance-European Report 2010

ecOstra CBRE

\Welcome to the guestionnaire of the
‘Factory Outlet Centre Performance - European Report 2010°,

& yol will see, the survey contains four themes and 27 guestions and studies the 75 most established Factory Qutlet Centres in the European
market, It will take a maximum of ten minutes to answer the guestions, Your participation and support will contribute to greater transparency of the
European FOC market.

A5 a thank-vou for vour time we will supply you with a free copy of the study after completion with this year's results,

Your responses will of course be anonymous and will be treated with confidentiality, Mo individual responses will be guoted in the study; only
agaregated forms of the total results will be published, with no reference to an individual company. Company-specific data will not be made available
to third parties but will only be available to the project team {(CB Richard Ellis GmbH and ecostra GmbH) for the sole purpose of preparing this study,

In case you are in charge of a multi-brand portfolio (related to European FOC) it would be very nice if you could fill in a separate guestionnaire for
each of the brands in your portfolio, At the end of this survey you have the possibility to order an additional lagin key for each further brand,

The results of this update will be presented at the 'ICSC European Outlet Congress' on the 13th and 14th October, 2010 in Milan.

Flease note that it might ocour that you will receive more than one guestionnaire from wus or that several points of contact in your company will be
addressed by our survey. In these cases - if needed - we kindly ask you to appoint a point of contact in your company for the completion of the
Survesy,

We would like to express our thanks in advance for your support of this survey,
Flease feel free to contact us at any time with your queres or suggestions,
Yours sincerely,

ecostra GmbH

Economic, Location and Strategy Consultancy in Europe
Homburger Strafie 29

D - 651597 Wiesbaden

Email: thomas terinden@ecostra.com

Tel. +49 - (0J611 - 20 56 785

Fax +49 - (01321 - 21 18 47 54

CB Richard Ellis GmbH

Bockenheimer Landstrafie 24

O - 60323 Frankfurt/Main

Email: sven.buchsteiner@chre.com 6
Tel. +49 - (0169 - 17 00 77 631

Fax +49 - (069 - 17 00 77 77
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The Steps:

» Questionnaire with various groups of questions

How satisfied are you with the turnover of your outlet stores in the

following centres compared to the turnover of your stores in other
FOC?

How satisfied are you with the turnover of your outlet stores in the following centres compared to
the turnover of your stores in other FOC's?

Flemse score the performance of your centre by uzing the following list with 1 = roch better and 5 = much worse. Please tick column "Ho answer” for all
centres where you do not have branches.

=es MNetherlands

1 2 3 4 b Mo answer
Foermond
(MearthurGlend & & & € C 2
Lelystad [(Stable
Intarnational) & & 2 & e &
Fosendaal [Stable - - s e e &

Internationall

Which countries offer the greatest potential for your outlet stores in
the next three years in your opinion?

Wwww.ecostra.com 7
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The Steps:

» Questionnaire with various groups of questions

Which factors play a key role in your decision to lease an outlet store
ina FOC?

3. Which factors play a key role in your decision to lease an outlet in a FOC?
Fleaze score the given decision criteria by uzsing the following list with 1 = very important and 5 = not innportant (ot answers are possible]

1 2 3 4 L Mo answer
Rent lavel (@ (@ o @ (@ o)

Incentives (e.g. leaze
free periods, capital (&) [ i e '@ i

contribution]

Structure f Type of

the centre (e, g. O @ (8 ' 7 i
Willage, Mall)
Turnover potential (& [ (& (& [ i

Matching with own
chain store network
(ta supply the outlet '@ '8 . ') " i
in the FOC with
enough goods)

Cwn distribution
structure in the I r - ~ s &

national retail rmarket
[retail sensitivity]

Diztance to the next

highstreet in big cities 5
(> 100,000 e e & e & 2
inhabitants)
Segment Mix of the :
Approach and centre @ ’ 0 - @ @
Methodology Brand Mix of the - P p o c -
centre
The Performance of Humber of Pramium P a & 4 i &
Brandz in the centre
selected Outlet y
Zentre Management
CentreS Dperator e 2 r L G 0
Accessibilit (@ @l '@ @] ) [
Important Factors -
. Farking (@ ) '@ & B "
for Renting a Store ; o s - p P p
: Catchrment Area O
in an Outlet Centre
Vizibility from rmain Ie e r e e IS
A traffic routes
Conclusion
tourisrn potential of ~ ~ ~ ~ o &

the region
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The Steps:

» Providing the access for the online questionnaire via email to approx. 700
brands, starting at the end of August, 2010

* Reminder by email in the following weeks

 until the end of September 2010, 79 companies responded to the online
guestionnaire

 Statistical evaluation of the data at the end of September, 2010
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for Renting a Store
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2. The Performance of selected QOutlet Centres
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Factory Outlet Centre Performance: “Top 30"

* Question: “How strong is your turnover compared to other centres?”
Please score the performance of your centre from 1 (= much better) to 5 (= much worse)

Rank Average Grade (Country) Location Operator
(2009)
30 (*%) 2,89 () Palmanova
30 (17%) 2,89 () Rodengo Saiano
29 (4) 2,88 (PL) Piaseczno
28 (**) 2,86 (B) Barberino di Mugello
27 (*%) 2,83 (UK) Glasshoughton-Castleford m
26 (28%) 2,73 (H) Biatorbagy
23 (*%) 2,67 (S) Kungsbacka
Approach.and 23 (33) 2,67 (UK) Portsmouth
Methodology
B once ofl 23 (*9) 2,67 (F) Franconville
selected Outlet
Centres 21 (16) 2,64 (F) Troyes
Important Factors . .
for Renting a Store | 21 (22 2,64 (IRL)Kildare Value Retail
in an Qutlet Centre
Conclusion * At least two centres were evaluated equally (same placement)

** Not evaluated in the update of the FOC Performance - European Report 2009



Factory Outlet Centre Performance: “Top 30"

Continuation from previous page

k
ecostra
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Methodology

The Performance df
selected Outlet
Centres

Rank Average Grade (Country) Location Operator
(2009)

20 (7% 2,60 () Fidenza Value Retail
19 (21) 2,53 (CH) Mendrisio %ﬁé’y’?

17 (24) 2,50 () Valmontone ﬁ#ﬁ

17 (20) 2,50 () Castel Guelfo di Bologna .

15 (9) 2,38 (E) LasRozas Value Retail
15 (6) 2,38 (F) Marne-la-Vallee Value Retail
13 (12) 2,35 (D) Zweibriicken N

13 (%) 2,35 (D) Woustermark

11 (17) 2,33 (E) Bilbao Jﬁgﬁm
11 (%) 2,33 (F) Roubaix unibail-rodamco

Important Factors
for Renting a Store
in an Outlet Centre

Conclusion

* At least two centres were evaluated equally (same placement)
** Not evaluated in the update of the FOC Performance - European Report 2009
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Rank Average Grade (Country) Location Operator
(2009)
10 (3) 2,31 (E) LaRoca Value Retail
9 (* 2,30 ()  Vicolungo

NEINVER
8 (12 2,28 (D) Wertheim Value Retail
7 (15) 2,25 (D) Ingolstadt Value Retail
6 (14) 2,24 (A) Parndorf
5@ 2,19 () Castel Romano
4 (1) 2,11 (NL) Roermond

Approach and
Methodology

The Performance of
selected Outlet
Centres

Important Factors
for Renting a Store
in an Outlet Centre

Conclusion

* At least two centres were evaluated equally (same placement)
** Not evaluated in the update of the FOC Performance - European Report 2009

Wwww.ecostra.com

13




k
ecostra

Factory Outlet Centre Performance: “Top 30"

Continuation from previous page

Rank Average Grade (Country) Location Operator
(2009)
(1%*) 2,09 (UK) Ellesmere Port
2 3
o 2,09 (1) Seravalle Desigrer Outet
1 : ;
5 181 | (UK) Bicester Value Retail
Approach.and
Methodology
lgliggggmﬂce of * At least two centres were evaluated equally (same placement)
cenn ** Not evaluated in the update of the FOC Performance - European Report 2009

Important Factors
for Renting a Store
in an Outlet Centre

Conclusion Wwww.ecostra.com 14
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Important Factors for Renting a Store in an
Qutlet Centre
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Important Factors of Decision-Making: Renting in an Outlet Centre

* Question: “Which factors play a key role your decision to lease an outlet

store in a FOC?”
Multiple Responses possible

.
Important Factors for Renting a Store in an Outlet Centre ecostra

Rent level

Incentives (e.g. lease free periods, capital contribution)
Structure / Type of the centre (e.g. Village, Mall)
Turnover potential

Matching with own chain store network

Own distribution structure in the national retail market

Distance to next highstreet in hig cities (> 100,000 inhab.)

Segment Mix of the centre
Brand Mix of the centre
Number of Premium Brands in the centre

Centre Management / Operator

Approach.and Accessibility

Methodology Parking

The Performance of
selected Outlet

Catchment Area

Centres Visibility from main traffic routes

Important Factors tourism potential of the region

for Renting a Store 1,0 15 2,0 25 3,0 3,5 4,0 45 5,0
in an Qutlet Centre importance

s : CBRE - ecostra 2010
Conclusion Wwww.ecostra.com ource ecostra 16
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Important Factors of Decision-Making: Renting in an Outlet Centre

» Assessment of the factors in the years 2009 and 201 O
i
Important Factors for Renting a Store in an Outlet Centre in 2009 and 2010 ecostra

Rent level

Incentives (e.g. lease free periods, capital contrioution)
Structure / Type of the centre (2.g. Village, Mall)
Turnover gotentiel

Matching with own chain store network

Own distrioution structure in the national retail market

Distance to next highstreet in big cities (> 100,000 inhab.)

Segment Mix of the centre

Brand Mix of tha centre m 2003
_ _ ® 2010
Number of Premium Brands in the centre
Centre Management / Operator
Accessibility
Approach.and Parking
MethOdOIOQy Catcnment Area
The Performance of Visibility from ma'n traffic rautes
selected Outlet
Centres tourism potentiel of the region
Important Factors 1,0 1,5 2,0 25 3,0 35 4,0 45 5.0
for Renting a Store importance
in an Qutlet Centre Source: CBRE - ecostra 2010

Conclusion Wwww.ecostra.com 17
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4. Conclusion
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CONCLUSION

6 centres of this years Top 10 have already been in last year‘s Top 10
McArthurGlen and Value Retail still dominate the top 10 positions

Entry of 2 (rather unknown) players in the outlet sector at high ranking
positions. Unibail Rodamco and Jones Lang LaSalle are scratching at the
top 10

Neinver with Vicolungo from nowhere straight to rank 9

Wustermark from former desparation to outlet retailers heaven (now rank
13)

McArthurGlen again improved most of its positions in the ranking but lost
the lead to Value Retall

Value Retall is still strongly present and gained the lead with the FOC in
Bicester, but lost in the ranking with all other centres, except the German
ones

Even in the best performing centres, there are tenants that are totally
unhappy. Each of the Top 5 centres has received grades in a spectrum
from1to5

Wwww.ecostra.com 19



CONCLUSION

» Average grade of the Top 3 is again lower that last year, e.g. the FOC in
Seravalle (average grade: 2,09) which defended its second place, last
year reached a clearly better average grade of 1,67

 Instead of GVA Outlet Services now Neinver was the only operator who
could place a FOC (Vicolungo) in the Top 10 beside McArthurGlen and
Value Retalil.

» Some centres received really bad results

» 8 centres out of the Top 10 do have the concept of a ,Village Centre*

* In the decision of brands of choosing a location
o retail sensitivity“ is still clearly decreasing

* most important is turnover potential before rent level, catchment area
Approach and

Methodology and brand mix of the centre. That means: The trend that outlet stores
The Performance of are clearly becoming ,profit centres” can be validated

selected Outlet

Centres » the operator is not (always) the most important factor

Important Factors

for Renting a Store « the number of premium brands is not as important as often assumed

in an Outlet Centre
Conclusion WWW.ecostra.com 20
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Many thanks for your attention!
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