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approximately 3.6 million sq.m of new

shopping centre GLA were delivered onto

the market. This represented double the
space completed in HI 2013, albeit the total figure was lower than
previous forecasts, with the opening date of a number of projects
delayed into 2014.

N\ OVERVIEW
Development activity across Europe picked
\ . up considerably in the second half of 2013 as

Central and Eastern Europe continued to drive activity, accounting
for 69% of all shopping centre space added to the market (2.4
million sq.m). What is more, the region is expected to remain a
development hotspot, with 66% of all projected space to be
completed in 2014 and 2015 across Europe, 6.8 million sq.m and
4.2 million sq.m respectively, set to be delivered in Central and
Eastern Europe. Whilst the pipeline for 2015 is expected to slow,
geopolitical concerns in Eastern Europe may lead to the
postponements of some projects into next year.

MARKET SIZE

Total shopping centre floorspace now stands at approximately |54
million sq.m of GLA as of the Ist of January 2014. France remains
the largest market by shopping centre space, with 17.3 million sq.m
of GLA. In addition, it also leads the way in terms of development
pipeline among Western European countries and is third overall,
with a total of almost 1.3 million sq.m of retail space to be
delivered in 2014 and 2015, comprised of several extensions to
existing schemes.

The UK follows in second place in terms of open shopping centre
flooorsace with a total of 16.93 million sq.m, whilst Russia
completed the top three with shopping centre space now
exceeding 16.86 million sq.m. As mentioned in previous editions of
the survey, Russia is expected to replace the UK as the 2nd largest
market in Europe by the end of 2014, with development in the
latter country slightly subdued over the next two year — albeit
expected to rebound in 2016 with a number of significant projects.

Holding the largest development pipeline in the continent, Russia
may also contend for the top spot should most of the projects
come to fruition. There remains some uncertainty over the due
date of several schemes, but approximately 2.6 million sq.m of
shopping centre GLA are expected to be delivered in Russia in
2014 and 2015, including the largest shopping centre set to open in
Europe, Avia Park (235,000 sq.m) in Moscow.

Although still a relatively immature market in terms of total
shopping centre space per capita (121 sq.m of GLA per 1,000
inhabitants), Turkey is anticipated to benefit from the second
largest pipeline in Europe, with over 2.2 million sq.m expected to
be completed by the end of 2015. Istanbul remains the destination
of choice as over half of all schemes are expected to be completed
in the city, including two of the largest projects in the continent.
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EUROPEAN SHOPPING CENTRE PIPELINE 2014-2015
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RETAIL MARKET INDICATORS, EU-28 AVERAGE

2012 2013
GDP Per Head (€) 2013 25,567 25,767
Private Consumption Per Head (€) 2013 14,929 15,021
Private Consumption 2013 (% real change pa) -0.7% 0.1%
Average Consumer Prices (% change pa) 2.6% 1.5%

Source: Oxford Economics

MAJOR SCHEMES IN THE PIPELINE

COUNTRY  CITY SCHEME NAME SCGLA YEAR
(SQ.M)

Russia Moscow Avia Park 235,000 2014

Turkey Istanbul Mall of Istanbul 155,000 2014

Turkey Istanbul Emaar Square SC 150,000 2015

Russia Moscow Columbus 140,000 2014

Ukraine Kiev Respublika 138,000 2014



OVERVIEW OF DEVELOPMENT IN H2 2013 SHOPPING CENTRE GLA (SQ.M) PER 1,000 POPULATION
The second half of 2013 recorded approximately 3.6 million sq.m of

new shopping centre space, significantly above the 1.8 million Luxeﬁ'ﬁ‘mi;
completed in HI 2013 and slightly higher than the 3.4 million Estonia
delivered in the same period in 2012. The main hotspots of :IZ:::;
development were however mostly unchanged. Russia continued to Finland
) . . . Netherland
lead the way with approximately 1.0 million sq.m, accounting for ¢ T::,;n;
29% of all space opened across Europe. What is more, the three SWitZer'a”_d
ustria
largest openings of the second half across Europe were all located Denmark |
in Russia, with the first phase of Aero Park City (91,000 sq.m), Hehana |
Kristall (75,000 sq.m) and Planeta (63,440 sq.m) opening their EU-27 Average | —
d Croatia |
oors. Portugal |
United Kingdom |
Turkey was again second as 486,800 sq.m of shopping centre space France |
were delivered in the six months to December, with the largest Pif;:: .
opening Zorlu (60,000 sq.m) completed in the last quarter of the Italy |
. . Czech Rep.
year. A new entry in the top three was, however, the Ukraine Slovakia |
where approximately 340,800 sq.m were added in H2 2013. The . Vi |
. . ermany
top five was rounded off by Poland and France, with 340,700 sq.m Hungary |
and 291,300 sq.m delivered respectively. R?’"“k”‘a g
urkey |
Russia
The main trends observed over the first half of the year were yet Belgium |
again evident, with the majority of new shopping centres built in E‘I‘('g?”a i
raine
Central and Eastern Europe but most extensions completed in Greece |
Western Europe. Indeed, of the |10 new shopping centres opened, B°s"iaSHer.z‘ .
erbia
37 were delivered in Western Europe and the other 73 in Central " . . . o & s %

and Eastern Europe. Conversely, there were 64 extensions of
existing schemes completed, with 45 delivered in Western Europe
and 19 in Central and Eastern markets.

|

NEW SHOPPING CENTRE GLA H2 2013 (MILLION SQ.M)
On the Ist of January 2014, total shopping centre GLA across

Russia
Europe stood at almost 154 million sq.m, with the average Turkey
provision per 1,000 inhabitants in the 27 EU member states Ukraine
(excluding Cyprus) reaching 268.3 sq.m. Norway remains the Poland
. . . . .. France
country with the highest shopping centre space density, containing N
i R orway
666.1 sq.m per 1,000 inhabitants. Italy
Germany
KEY TRENDS ACROSS EUROPE T
The focus on the development of new projects was preserved in Czech Rep. |
Russia, with almost 97% of all space completed in H2 2013 Ui |
.. . . Switzerland
consisting of new shopping centres (34). Indeed, just 31,800 sq.m Nttt
were added to the market in the form of four extensions. A not Austria |
too dissimilar picture was also manifest in Turkey, where || new Finland |
. . Spai
schemes and two extensions were completed. The two countries o Pa': —
enmar
again accounted for a large share of completions, with 42% of all Croatia |
new shopping centre space built in these two markets. Hungary |
Estonia
The most substantial increase in GLA relative to existing space was Belgium
recorded in the Ukraine, where total floorspace rose by 10.8%. Seedm |
. . . Serbia
The country saw 340,800 sq.m delivered, the third largest total in Bulgaria |
Europe, consisting of nine new schemes and four extensions. The Luxembourg |
most significant addition in the country was Port City in Mariupol Latvia |
. Portugal
which added 56,000 sq.m to the market. oreveal |
Slovenia
The considerable space delivered across Poland increased total HEED |
Malta
o . . . |
GLA by 6.9%. New shopping centres such as Galeria Bronowice T
(60,000 sq.m), Galeria Katowicka (50,500 sq.m) and Trzy Korony Ireland
(32,000 sq.m) certainly improved provision in the country. Gz |
. . Bosnia Herz.
However, development was slightly more even than elsewhere in : — — —_— : :
. . 00 01 02 03 04 05 06 07 08 09 10 11
Central and Eastern Europe, with a number of large extensions to
existing schemes, such as Poznan City Centre and Wzgorze,
contributing towards overall activity.
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EUROPEAN SHOPPING CENTRE GROWTH EUROPEAN SHOPPING CENTRE GROWTH (MILLION

The European shopping centre development pipeline for 2014 now SQ.M)

stands at 6.8 million, with 203 new shopping centres scheduled to

be completed in 2014 across Europe, 127 of which will be delivered s New Shopping Centre GLA Per Annum (left axis)

in Central and Eastern markets. Of the 86 extension set to be VEE ER (R EED) T e

opened, 65 will be located in Western Europe. The development
pipeline for 2015 amounts to 4.2 million sq.m of GLA, spread
across 103 schemes and 32 extensions.

The Ukraine, Turkey and Russia will continue to fuel development
across the continent, with all three likely to record double-digit
growth in total floorspace. Shopping centre projects in the Ukraine,
headlined by Respublika (138,000 sq.m), are expected to enlarge
existing space by almost 30% by the end of 2015.

Good growth is also anticipated in other markets, both young but

also relatively mature. Four new shopping centres are expected to

i : ich wi SRR RN ARG
be added to the underprovided Bulgarian market, which will s

increase floorspace by 19%, whilst Slovakia is expected to benefit

from an increase of 10% as nine new schemes are pencilled in over
the next two years. SHOPPING CENTRE RENTS & YIELDS
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RETAIL INVESTMENT COUNTRY AVERAGE PRIME AVERAGE SHORT-
Investment activity across Europe accelerated considerably in the ( €/S(F;I.EI:I/ISE AR) PRIME%Y)IELDS -I(-ES:ILI)II(E;E
second half of 2013, with €23 billion worth of retail assets traded, .

Austria 940 6.44 >
bringing the total for the year to €39.6 billion. Indeed, the market ]
witnessed a front loaded recovery and ran ahead of the occupier Belgium 1,030 >.68 “
market towards the end of 2013, with a total of €14.6 billion S-S e 51/ “
transacted in Q4, the highest quarterly figure since Q4 2007 and a Denmark 643 6.00 Z
rise of around 75% compared to the first three quarters. Finland 1,050 5.38 >

France 1,263 5.50 4
The big three — the UK, Germany and France — were again at the Germany o o .
forefront of this improvement as they increased their share to 60%
of all retail investment activity. The UK remained the largest Hungary 304 771 “
market in the continent, recording approximately €6.5 billion I l:by e 4
worth of transaction, followed by Germany where volumes rose by ttaly 639 8.00 :
31% on the previous six months, reaching €5.1 billion in H2 2013. Luxembourg 1,050 5.63 >

Netherlands 433 6.75 4
However, the improvement across Europe was broad based with Norway o o )
Southern countries seeing a marked rise in acquisitions. Indeed,
activity in Italy and Spain in particular was buoyant as investors Poland 47 611 “
searching for new markets were met by more realistic re-pricing by et =0 e 4
vendors. Following the dearth in Italian acquisitions witnessed in Romania 370 9.30 >
2012 when just €360 million worth of retail assets were traded, a Russia 2,545 9.00 >
total of €2.1 billion were recorded as investors such as PIMCO and Slovakia 660 7.25 4
Blackstone were among the most active. Spain 627 7.06 4
Overall the region saw real signs of economic improvement, better Sweden 740 >13 “
finance availability, firmer occupier markets and a repositioning sy ot 0B 4
along the risk curve by investors, all factors which spurred a rise in United Kingdom 1,555 5.00 Z
investment activity. Looking ahead, the strong momentum built in Note: Yields marked in black are calculated on a net basis to include transfer costs, tax and legal fees.

. . . . Rents and yields relate to a range for the best shopping centres in each country and are indicative
the latter Part of 2013 is eXPeCted to be maintained this year, but only. Given the changing nature of the market and the costs implicit in any transaction, such as
with a shortage of gOOd quality assets and constrained development financing, these are very much a guide only to indicate the approximate trend and direction of prime
activity Iimiting the number of opportunities in some core markets, initial yield levels and should not be used as a comparable for any particular property or transaction
. . . . . . without regard to the specifics of the property. It should also be noted that the shopping centre
investors will again be IOOklng further afield in other prewously format varies by country and a direct comparison between schemes in different markets should take

overlooked countries. account of this.

SHOPPING CENTRE DEFINITION

Cushman & Wakefield defines a shopping centre as a centrally managed, purpose-built retail facility,
comprising units and communal areas, with a Gross Lettable Area over 5,000 sq.m. Factory Outlets
and Retail Parks are excluded. All graphs and tables are based on information from Cushman &

Wakefield's in-house European Shopping Centre Database.
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