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WELCOME to the MAPIC & LeisurUp Preview for this, MAPICYs 27th
edition, taking placc at the end of November in Cannes where we expect 6,000
participants to take part. As the lcading international retail property event, we
feel very excited to hring the retail, leisure and food communities togcthcr again.

This is our first full MAPIC since the pandemic — featuring both the major Fu-
ropean playcrs and those from around the world, including North America, Asia
and the Middle East — and it is also my first Cannes event as MAPIC markets
director after Working alongsidc my wonderful collcaguc Nathalie Dcpctro for
the last few years.

Of course, nothing ever stays the same. And while we always strive to kccp the
best ot MAPIC and what has made it the i(cy eventin the international retail real
cstate diary since 1995, we have also constantly evolved to embrace the transfor-

mation of our industries.

As such, we are giving the floor to new playcrs at the heart of this trans-
formation and will hclp guidc the market piaycrs in idcntifying the most
suitable solutions and partners. Thus, for the second year we will include
LeisurUp and The Happetite Forum as part of our all-inclusive MAPIC
You will

also be able to visit the MAPIC Innovation Forum and its immersive Re-

offer, putting, the leisure and food communities centre stage.
taileech Lab, showcasing new retail tech solutions to hcip your business.

More than ever, collaboration is crucial to rethink the industry and to build new
business models and we have created six premium, invitation»only events covering
spccific sectors: the Outlet Summit, Sustainahiiity Worl(shop, chai Forum, Cit-

ies Summit, Multi-unit & Master Franchise Summit, and the Leisure \Workshop.
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[ am also dclightcd to say that the MAPIC Awards are back, with a gala dinner
for 300, set to recognise the best of the best across retail, leisure, F&B and devel-

opmcnt.

This year our main conference theme is People, Planet and Profic: Navigating re-
tail towards a more human’ world and MAPIC will put the human and environ-
mental transformation at the centre of debates. New ESG criteria aims to make
ourworld abetter placc tolive, generating great opportunities for industry playcrs
to adapt their business and opcrationai models.

Indeed, sustainability will be at the heart of the event and we have made our own
picdgcs to make this the most sustainable MAPIC ever, l)uilding upa sustainabil-
ity charter, with a promisc to kccp icarning and improving every year.

This will also be the year of the retailer and you can meet with the playcrs rede-
i'ining the retail landscapc within the new Retail Viilagc, showcasing cmctging
retailers, marketplaces, digitally-native vertical brands (DNVBs) and new echical
concepts.

In fact, we expect over 1,500 retailers to attend, inciuding a host of DNVBs as
thcy incrcasingly seck physicai space to promote their brands aiongsidc their on-

line channels.

As you will read in this Preview, there rcally is only one placc to be from Novem-
ber 29 to December 1 as we prepare to welcome the entire industry to Cannes.

Thank you for hcing part ofthe MAPIC & LeisurUp community. From the bot-

tom oi:my hcart ‘Mld from tl’lC VVi'l()lC MAPIC tcam, we \ViSh yOU a fantastic Sl’l()V\’!
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The world

gets back to
business

With events opening up again around the world,
MAPIC has already held two major exhibitions and
conferences, plus informal networking meetings in
Milan, Mumbai, London, Madrid and Paris ahead

of the main Cannes event @

ITALY

THE SIXTH edition ot MAPIC ltaly
recorded 30% more dclcgatcs com-
pared with 2021 at over 1,700, with
around 550 retailers and restaurant
chains in attendance at Milan Super-
studio Maxi, in May.

“The numbers are not random,
CNCC president Roberto Zoia said.
‘MAPIC ltaly exists because there is
avery cohesive industry in Italy that is
able to promote, participate and work
actively on events of such importance.”
The guiding theme in Milan was Peo-
ple, Planct, Profit: Navigating Retail
Towards a More Human World, with
highlights over the two days including
the presentation of To Dream — which
will open in Turin by 2024 — and the
CNCC conference.

INDIA

RX INDIA organised MAPIC In-
dia, which took placc in Scptcmbcr at
the JIO World Convention Centre,
Mumbai. Now in its 18th year — orig-
inally launched as India Retail Forum
in 2004 — the event is India’s premier
annual gathcring where retail brands
learn, grow, shop and experience the
tuture of retail and retail real estate in
one of the world’s most dynamic mar-
kets, as India rises from the shadows
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of the pandemic. The two-day event
featured a serics of knowledge-led ses-
sions, followed by an awards ceremony.
RX India welcomed nearly 1,300 at-

tcndccs fOl” thC cvent.

UK

In July, MAPIC officially launched in
the UK on the hottest day of the year
at the ofices of Landsec in London, as
MAPIC director Francesco Pupillo
welcomed guests and outlined new in-
itiatives for 2022. “We are reinventing
MAPIC for the click-and-mortar era;
Pupillo said. He highlighted the new
retail Villagc, retail conference, pitching
and franchise content in Cannes and the
UK Pavilion in partnership with Revo.
Nick Porter, head of brand at Landsec,
said that the UK developer and land-
lord will have its biggcst presence at
MAPIC “in many years” and said that
the company is focused on its “suc-
ceeding together” strategy, working
togcthcr with retailers and brands to
create ‘experiences not found athome”
Kirsten Wood, chicf marketing ofhcer
at Situ Live, described the company’s
store at Westfield White City, which
offers lifestyle sets in a multi-brand en-
vironment. Inall, cight brands co-exist,
with the space including a kitchen and

in-house chef. Products are not availa-

ble to buy in-store, but customers can
scan QR codes.

“A big part of the offer is the staff, who
are influencers in their own right and
who are cncouragcd to usc quict times
to post to their socials and create con-

tent, Ward said.

FRANCE

The MAPIC launch cockeail was
held at the Philanthrolab terrace in
Paris, facing Notre-Dame. Welcomed
by Compagnic de Phalsbourg CEO
Philippe Journo and MAPIC director
Francesco Pupillo, nearly 50 represent-
atives of brands and real estate com-
panics gathered to hear from both;
Chris Igwe of Chris Igwe International
chaired the session.

SPAIN

Attendees at a cockail nctworking
event sponsored by Carto and Sensor-
matic at the offices of Hogan Lovells,
Madrid joined a panel of speakers in
September. Hosted by Emilio Gomez,
partner at Hogan Lovells, and moder-
ated by Marta Renones, director, Just
Retail News, the panel included Jose
Manuel Llovet, president of APRES-
CO, Carlos Vila, expansion director of
Mango, and Jose Luis Pastor, CEO and
co-founder of Rethink.

THE MAPIC WORLD TOUR
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‘We need to

look at

retail

again’

MAPICs evolution from a retail real
estate event into a much broader in-
dustry gathering will be reflected more
strongly than ever before in 2022, with
six key pillars focused on retail, food &
beverage (F&B), leisure, sustainability,

property and innovation.

Sustainability

From the hugc rise in sccond-hand
fashion and a focus on waste reduction
to cthical sourcing and greater commu-
nity engagement, operators, dcvclopcrs,
investors and new concepts all have a

rcsponsihility to have a positive impact.

The rise of mixed use

Mixed use has become the dominant
dcvclopmcnt platform, where destina-
tions create a sense of placc and com-
munity. Thisisa very important area for
cities, so MAPIC will be cmphasising

tl“lC way that thCSC new tprS ofschcmcs
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can enhance and define towns and
cities. MAPIC will also focus on the
evolution of dcsigncr outlets and out-
of-town retail parks.

New retail

A new gencration of retailers, many of
whom started life online, are redefin-
ing the retail landscapc From the op-
timisation of social media to fresh ap-
proaches to in-store and omni-channel
retailing, digital-native vertical brands
(DNVBs), fast-delivery specialists and
marketplaces will beact MAPIC. Once
again there will be a focus on mas-
ter-franchises and liccncing.

Leisure

LeisurUp is a complementary event,
which reflects the growing popularity
and diversification of the leisure sector,
from VR and AR to competitive social-

ising and major themed attractions. For

MAPIC 2022 comes at a time when the pandemic

lockdowns are over but war in Europe and

the soaring consumer cost of living in many

countries across the world bring new challenges.
looks at the retail and real estate

background to this year’s event

retail, leisure is an incrcasingly impor-

tant opportunity, adding to the brand
J te)

experience with stores and liccncing.

Food

The huge expansion of food and bever-
age (F&B) operators, reflecting global
tastes and different lifcstylcs, has seen
the F&B industry boom in recent years.
MAPICS food forum, The Happe-
tite, will once again showcase the best
F&B has to offer, examine new business
models, the rise of dark kitchens and
dclivcry, and highlight innovation in
arcas such as reducing food waste, plus

private equity opportunitics.

Innovation

MAPIC has increasingly reflected
the introduction of digital innova-
tion into retail and destinations with
innovations that hclp the industry to
better understand and to serve cus-

tomers, from new retailers and new
uses through to how technology and

innovation is used within stores.

With a fresh st of challenges facing all
the industrics at MAPIC, once again
obituaries are hcing written about store-
based retail and yet some of the worlds
higgcst retail groups have been hucking
that narrative. From US sportswear
giant Nike opening its first Rise urban
format store in the EMEA at West-
field London, to Toys R Us planning
an “unprecedented” global roll-out ac-
cording to Yehuda Shmidman, founder,
chairman & CEO of new owner WHP
Global, many established players re-
main committed to physical retail.

Similarly, onlinc-only brands have con-
tinued to push into physical retail, open-
ing pop-ups, brand-experience stores
and, incrcasingly, committing to limited

roll-outs. The future, it seems, refuses to

1
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fit into neat boxes.

Despite the challenges, as the latest
update from advisor Cushman &
Wakefield reveals, leasing market con-
ditions on the high street continued to
improve in Q2 2022, with prime rents
rising by an average of 0.6% across Eu-
rope. On an annual basis rents were
just 0.5% lower, compared with -7.5%
ayear carlier.

Yields were broadly flat with the Euro-
pean prime high—street yield averaging
4.17%, compared with 4.18% the pre-
vious quarter. Most markets (31 out of
38 tracked) saw no movement in yields
over the quarter, with compression
largely restricted to speciﬁc locations in
Sweden and the UK.

Indeed, Eurofund Group, traditionally
active in Spain and Italy but more re-
cently the acquirer of former Hammer-
son scheme Silverburn, Glasgow, notes
increased interest in the UK market.
“People saw our acquisition of Silver-
burn, the acquisition by Ardent at
Touchwood, Solihull and Landsecs
increased investment in Bluewater and
they said, ‘the markets back! Eurofund
president lan Sandford says. “They are
not wrong, But a lot of it is about the
execution because its about a lot of mi-
cro-management. Many investors really
want to buy something and let it look
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after itself, which is not going to happen
any longer.”

An increase in European investment
might have happened already, were it
not for Russias invasion of Ukraine,
says Eric Decouvelacre, head of retail
operator division, CBRE Investment
Management.

“We need to look at retail again,” he says.
“But we don't buy retail as an asset class.
We buy assets. Its very important to
make this point because we know that a
lot of retail footprint is becoming redun-
dant and available for repurpose. What
we have now [remaining retail spacei is
quite simple, because a lot of the irrele-
vant footprint is gone.”

Away from shopping centres, invest-
ment fund giant Nuveen's focus is on
grocery—anchored convenience — “in-
ternet proof, but internet friendly” —
which continues to meet a need for
shoppers and where rents are often
more affordable.

These schemes and retail parks are eas-
ier to manage, says Steve Wickes, head
of UK and Nordics retail, Nuveen.
“You may have six to 10 occupicers on a
park, the covenant risk is low and you
can add something like a Starbucks,
which adds to the appeal of the asset.”
Roberto Zoia, IGD SIIQ director of

asset management, dCVClOPmCl’lt and

“In the last six
months in the UK,
the deals involving

neighbourhood centres
have basically tripled”

Roberto Zoia,
IGD SIIQ

network management, also points to
the “preference for proximity” and adds
that thereisalot of appetite for deals in-
volving supermarkets and retail parks.
“In the last six months in the UK, the
deals involving neighbourhood centres
have basically tripled,” he says, noting
also that rising energy costs and petrol
prices are limiting the number of shop—
ping expeditions families are making,
which again favours local centres.
“IGD is responding to the new trends
by being a careful retail strategist which
is Why we have been quick to adjust our
tenant mix, Zoia says.

Also attracted to grocery, this summer
Praderaacquired two Eroski hypermar-
ket assets on behalf of German pension
fund Nordrhcinische Arzeeversorgung
(NAEV), whose real estate fund is ad-
ministered by Universal-Investment
Luxembourg. The acquisitions will be
added to six existing asscts to create an
eight-asset, €200m portfolio in north-
ern Spain.

“The acquisition is part of a European
long-ineome, grocery—focused invest-
ment strategy on behalf of NAEV,
fund director at Pradera Peter Davies
says. “We believe this sector of the re-
tail property investment markert offers
strong fundamentals, particularly in
such uncertain times.”

13
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The Ellinikon

One of the largest urban development
projects in the world emerges in Greece.

A world-leading, mixed-use development, expanding in 620 hectares
reinstates the standards of the Mediterranean coastal living. Revolving
around the largest coastal park in Europe, the all rounded destination
combines state of the art residential, commercial, sports, tourism, leisure
and cultural offerings.

Discover the Art of Life k

theellinikon.com.gr .UI-JEI.LINIKON




Riviera Galleria

The exquisite world of Riviera Galleria at The Ellinikon

Introducing the ultimate destination in luxury, fashion and leisure, at Ath-
ens most stunning scafront location. Wich over 20,000 sqm of deluxe shop-
ping, cxccptional dining and first-class entertainment space, the most pre-
mium retail scene in Greece will become the jcwcl of the Athenian Riviera,

atctracting visicors from all over the world.

The famous and award-winning Japancsc architect Kcngo Kuma has created
an architectural landmark inspircd by the waves of the Greek sca.

Riviera Galleria will be located at The Ellinikon, the world-lcading urban re-
generation dcvclopmcnt that emerges in Greece and will host World-lcading
fashion brands, some of them with their first-ever ﬂagship stores in Greece.
Evcrything from must-have cmerging brands to international couture hous-

es will be included in Riviera Galleria’s vibrant shopping scene.

In addition, the verandas and first-floor terraces will reveal award-winning
restaurants, concept dining, clcgant bistros and sophisticatcd cockeail bars.

The visitors will enjoy a spcctacular gastronomic experience with an unin-

tcrruptcd view over the marina to the open sca. Riviera Galleria revolution-
ises the world of retail with high-cnd cvents, pop-ups and exhibitions. The
warm climate inspires supcrb experiences all year round, including fashion

shows, concerts, art exhibitions and more.

A high-cnd ccosystem will be created around Riviera Galleria, strctching
along 3.5 km of premium coastline and beaches. The coastal front will in-
clude a variety ofdcvclopmcnts, from the luxury residential tower right by
the water, Riviera Tower, cxccptional beachfront residences and two prime
hotels to a 310-berth high-cnd marina, with capacity for mcga»yachts and
the first Intcgmtcd Resort Casino in the country. The Ellinikon will be-

famous CO;lStliﬂC.




KEYNOTE: PACO UNDERHILL

Why everything
you learned
about retail is
wrong

MAPIC and The Happetite
Forum keynote speaker Paco
Underhill wants you to rip up
the rule book on dwell time,
space allocation, how you
view your customer needs and
where you put the milk. He
walks Mark Faithfull through
the new retail reality and why
it's time to change @

PACO Underhill doesnt like deci-
sion-making sicting down. All the best
ideas come standing up, ideally while
walking, he says. And in the case of shop-
ping centres, by walking the mall and un-
derstanding what's really going on.
Prcvicwing his two kcynotc sessions,
in partnership with ECE Marketplaces
— onc on retailing and consumer be-
haviour, the other aligned to his recent
book, How We Eat — Underhill repeat-
edly comes back to the same thing, that
the maxims by which much of retail
works are based on an outdated and of-
ten disconnected model.

He breaks this down into six areas
and while our three-way conversation
between Connecticut, London and
Hamburg, where Jonathan Doughty,
director, special projects, ECE, resides,
travels in anything but a straight line,
once our time is up we've covered all six
bases, plus aloc more besides.

Underhill warms to his subject by re-
flecting on access to information and
the influence of screens and the connec-
tion berween our eyes and brains. “How
you sec at 25-years-of-age and 55 is dif-

16

ferent, and yet designers are normally
under 30; he says.

Secondly, we turn to gender. “Tradition-
al gender roles are no longer true,” Un-
derhill says. “The dividing line is much
fuzzier and we need to think about how
different genders buy, because women
tend to buy for the family and others,
men typically buy for themselves.”

Then he talks generational differences
and the dichotomy between the buying
decisions of young and older consum-
ers, notably, says Underhill, that these
are 80% cemented by the time shop-
pers reach 55. That means brands need
to figure out a way to attract new, less
opinionated younger shoppers while
retaining their older customers.

Four is perhaps the biggest step away
from accepted norms, as Underhill warns
that stores and shopping centres need to
be far more sensitive to time and how
much cach individual shopper wishes to
give up. “You can recognisc from the way
someonc walks in, how quickly cheir in-
ternal clock is ticking; he says.

That means dwell is no longer the goal
and stores and malls “designed to hold

“Retailers and brands
need to figure out a
way of educating
their customers”

Paco Underhill

Paco Underhill will speak twice
at MAPIC:

Tuesday, November 29

10.00: The Science Of Shopping
In A Post Pandemic World,
moderator Jonathan Doughty,

ECE Marketplaces

Wednesday, November 30
10.00: We Are What We Eat,
moderator Jonathan Doughty,
ECE Marketplaces

people for as long as possible” need an
‘accommodation”  recognising  this.
This, he stresses, means an “evolution
from mall to all” that leaves 20th-centu-
ry thinking behind.

Fifth, Underhill believes that there is a
need for a disentanglement of “whats
global and whats local’ which is cqual-
ly appropriate for retail and food and
proposes that whats on offer is far more
tailored to location that at present.
Concluding, Underhill questions the
traditional assumptions of “where the
moncy lies” and points out that the vast
majority of the super-rich made their
wealth within their own lifetimes. “‘Afflu-
ence is not the preserve of the aristocra-
cy any longer,” he says. “So retailers and
brands need to figure out a way of edu-
cating their customers on the difference
berween products and price points.”

All this and more will be discussed by
Underhill at two sessions at MAPIC and
to read more from his interview, his opin-
ions on the food and beverage secrorand
the views of ECESs Jonathan Doughty,
head over to MAPIC’s content website
www.beyondretailindustry.com
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What’s happening

i n C a n n es From new zones such as the Retail Village

to premium networking sessions, MAPIC
2022 has a host of features plus an extensive

°
t h I s ye a r? conference and workshop programme for

few highlights for visitors @

MAPIC returns to Cannes at the end  vators will have a significant presence
of November with a packcd schedule in Cannes once again this year. The
of conference sessions, workshops, French market will be high on the
nctworking events and retail, leisure agcnda (sce our spotlight on French
and F&B zones and content dedicated  players, page 20), with MAPIC help-
to leisure, food and beverage, sustain-  ing visitors to find the right interna-
ability, retail, innovation and more. tional partners and solutions. Not
There will also be six premium net- o be missed is the MAPIC French
working events throughout the three  Forum on November 30, where dele-
days in Cannes. gates can attend sessions on shaping a
France and ltaly will be among the sustainable future andadccp dive into
highcst-attcnding nations, while gloh- the French leisure market.
al playcrs from the Middle East, Asia ~ French dcvclopcrs are also active in-
and the USwill be back now that travel  ternationally and MAPIC  sponsor
restrictions have ended. Nhood is working with Ceetrus Italy
on Merlata Bloom Milano, a major
France at MAPIC mixed-use project located in Arcxpo,
French retailers, real estate dcvclopcrs, an cvoiving arca of Milan. The project
leisure and F&B operarors and inno-  across 70,000 sq m will offer a mix of
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attendees. Mark Faithfull picks out just a

brand and cxpcrimcntal stores: 150
“experiential - shopping  spaces’ five
food areas, 10,000 sq m of entertain-
ment and culture, plus 20,000 sq m
dedicated to an urban farm.

Italy at MAPIC

[talian companics will once again
have a major presence at Cannes, with
MAPIC Italy already successfully tak-
ing placc in Milan carlicr this ycar. The
ITA is backing Ialian businesses once
again, supporting an [talian paviiion at
MAPIC, along with real estate and re-
tail organisations CNCC and Confim-
presse, whichwill once again be present-
ing [talian playcrs, while outlet spccialist
Arcus Real Estate and Scalo Milano will
beamong thosc at the event.
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Meanwhile, Svicom recenty formal-
ised its transition to Socicta Benehit
(BCorp) as the company evolves from
a retail real estate consultancy towards
a digital transition focus as more of a
proptech firm.

Svicom chair Fabio Porreca says: “The
company wants to grow in a sustaina-
ble and inclusive way. We have adapt-
ed the corporate structure to the new
growth strategy.”

Inaddition, Dils is increasingly focused
on mixed use and urban regencration
leasing and recent projects include the
opening of optician Fielmann’s chird
store in Milan, just a few steps from the
city's Duomo in Via Torino; and acting
as advisor to Hines Iraly for the letting
of House of EL&N London, which
opened its first Iralian flagship store of
about 450 sqm in The Liberty Tower in
Piazza del Liberty, Milan.

Global players return
to MAPIC

With travel largely open again, global
players are back at MAPIC for 2022
and developers from the Middle East

and North America will be in Cannes,

including Majid Al Futtaim (MAF),
which, in alignment with the UAE gov-
ernments national strategic net-zero
targets, is targeting bcing net-positive
in carbon by 2040.

This year MAF sccured a €1.5bn sus-
tainability-linked loan (SLL), depend-
ent on measurable improvements on
specific yearly targets that seck to pos-
itively impact people and the planct.
The Avenues, Kuwait will also be at
MAPIC, having recentdy welcomed a
new Lego store operated by MAF. The
12 district mall houses around 1,100
stores and opened in 2007.

Meanwhile, Saudi lifescyle  shop-
ping-centre developer Arabian Cen-
tres has signed a lease agreement for
the development of a shopping mall,
Jawharat Al-Khobar, being sct up at an
investment of berween €265-€345m.
To be developed on a 300,000sq m site
in the Saudi city, Jawharat Al Khobar
openits doors in carly 2026.

The Middle East Council of Shopping
Centres will also be at MAPIC, as will
Al Futtaim and Sahara Centre from the
UAE and Kaysan Ayakkari from Turkey.

From North America, outlet leasing

Read more about LeisurUp by MAPIC on page 43.

The second edition of LeisurUp will focus on the importance of human
interaction and experience within physical places, identifying and
selecting the best leisure solutions and partners to create exciting

lifestyle destinations.

Highlights include: six dedicated sessions on the latest trends; an

invitation-only leisure workshop and networking event bringing together
decision-makers from the leisure, the retail and property industries; plus
two leisure pitching sessions with each company having five minutes.

Read more about the Retailtech Lab on page 67.

Join an immersive and experiential Lab in the MAPIC Innovation Forum
at Riviera 7, presenting the latest technologies at every step of the
customer journey to bring retail forward. Partner: My Global Village
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specialist TORG and US investment
giant Brookficld, which owns necarly
180 retail locations, predominantly in
the US, will also be in Cannes.

Conferences, speed
pitching and workshops
As ever, a packed conference sched-
ule will run alongside the exhibition at
MAPIC. US retail guru Paco Underhill
will be speaking twice in separate key-
notes on retail and food and beverage,
organised in collaboration with ECE
(see interview page 15).

There are six premium nctworking events,
plus forums dedicated to France and Iraly.
A few others to mention from a huge
list of speakers and panclists include:
Alexandra von Grun of Adidas; Ruth
McFetridge of UK-based developer
Landsec: Vincent Bryant of innovator
Deepki; Sara Lukas from Grosvenor;
Philippe Journo of La Compagnic de
Phalsbourg; Lucic Basch from food
waste app Too Good to Go; Timber-
land’s Giorgio dAprile; Angus Booth
from Action; Antoine Frey of Frey;
plus from Sandbox, Scbastien Borget,
COO and co-founder.
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FRENCH RETAIL MARKET

Real estate activity
continues across
France despite

economic uncertainty

THE FRENCH retail and retail prop-
erty sector will be in focus at this ycar’s
MAPIC, with the French Forum taking
placc on November 30, covering the lei-
sure markets and sustainability.

Ma.ny of the major playcrs willbe present,
including BNP Paribas, Carmila, Com-
pagnic de Phalsbourg, Eurocommercial,
Klepierre, Nhood, Socictes des Centres
Commerciaux, Socri, Unibail-Rodam-
co-Westhield.

According to BNP Paribas, after a record
first quarter, French retail marker mo-
mentum continued into Q2 2022, with
€1bn invested for a total of €2.5bn over
the first six months of the year. More than
100 transactions were closed in H1 2022,
comparcd with less than 70 for the same
pcri()d in 2021, with six cxcccding €100m.
This strong performance has been ech-
oed in carnings reports from the major
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French playcrs. For the six-month pcriod
ending June 30, retail real estate devel-
oper chpicrrc rcportcd like-for-like net
rental income up 66.7% year on year and
occupancy rates improving to 94.7%. The
extension of Gran Reno, Bologna, Iraly
opened in carly July with 98% occupa-
tion, while €431m in disposals closed
since January 1 has brought its loan-to-
value ratio down to 38.8%.

Jean-Marc Jestin, chair of the executive
board, says: “chpicrrc delivered a stcady
pcrformancc over the first six months,
with a rise in net current cash flow per
share, supported by growth in rental
income, an increase in retailer sales and
dynamic lcasing.”

Other investments include the refurbish-
ment and extension of Grand Place in
Grenoble, France and the development
of five Primark megastores in Italy and

French retail real estate players
have proved nothing if not resilient
this year, with Presidential elections
and energy-supply issues adding

to an uncertain backdrop. Yet the
major players seem confident in
their strategies @

France, with most set to open by the
end of the year. Total capital expendi-
ture in the first half of 2022 amounted to
€90.9m, of which €57.7mwasin dcvclop»
ment projects.

The refurbishment of Grand Place
was delivered in March, with new store
signings including Vans and Lego. In
addition, the first stone was laid for con-
struction of a 16,200 sq m extension in
May, with complction scheduled for the
end of2023.

In H1 2022 Unibail-Rodamco-Westhield
(URW), continued its deleveraging pro-
gress through disposals, including the
disposal of Solna Centrum, Stockholm,
a45% interest in Westfield Carre Senart
and Carre Senart Shopping Parc, in the
Paris region.

Furthermore, URW s partnerin Aupark,

Bradislava, exercised its call option to ac-
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quirc an additional 27% stake.

In July, the group also signed an agree-
ment for the sale of Villeneuve 2, Lille,
with disposals of €1.2bn, meaning URW
has completed €3.2bn of its €4.0bn Euro-
pean disposal programme.

In H2 2022, URW will deliver the Les
Atcliers Gaite, Rue de la Boucle project
at Westfield Forum des Halles and Porte
de Paris at Westhield Les 4 Temps, repre-
senting a total of circa. 31,000 sq m.
Apsys has announced that funds man-
aged by Apollo, as part of its European
principal finance business, agreed to sub-
scribe to undated subordinated notes
for €150m. Apsys is active in France and
Poland, with a portfolio of asscts worth
€2.2bn at the end of 2021, and the pro-
ceeds will be used to finance growth and
reduce leverage.

The company says this transaction ena-
bles Apsys to strengthen its strategy as a
multifunctional urban player and to sup-
port strong growth in its portfolio over
the next few years including, in particular,
dclivery of Neyrpic in Grenoble, Maison
du Peuple in Clichy and the future Bor-
deaux Sainc-Jean district.

Apsys operational portfolio is valued at
€2.2bn and the gross development value
of its pipeline is estimated ac €1.7bn.
“T'am dclighted that Apollo has decided
to invest significanly in Apsys. founding
president of Apsys, Maurice Bansay, says.
“This transaction demonstrates the confi-
dence placed in Apsys and its teams, the
quality of asscts and projects under de-
velopment, and expertise in creating high
value-added assets.”

To speed up the construction of a re-
invented real estate division, Antoine

MAPIC PREVIEW | NOVEMBER 2022

Grolin, chair of New Immo Holding,
appointed two CEOs in June 2022 for
Nhood Services and the propertics com-
pany Ceetrus, respectively.

Edienne Dupuy was appointed CEO
of Cectrus Propertics, responsible for
€7.2bninassets, 225 commercial sites and
1.8 million sqm of shopping centre space.
Marco Balducci was appointed CEO of
Nhood Services, with his goal to usher
in transformation of retail and real estate
to support Nhood customers, and the re-
generation of mixed living areas to create
“spaces for living beteer”

New Immo Holding is continuing to roll
out initiatives to support the projects for
grocery chain Auchans sites such as the
Auchan Counord mixed urban projectin
Bordeaux and renovations at the Roneq
and Plaisir sites.

Grolin says: “The Ceetrus-Nhood pairing
is under way, working towards a reinvented
real estate business. Nhood, in its role as a
services company, while Ceetrus’ perfor-
mance confirmed arecovery in HI 2022
Meanwhile, Alain Taravella, chair and
founder of Altarca, reports: “Altarca re-
ported solid financial performance for
the firsc half of 2022. Despite a fairly diffi-
cule general environment, Altareas teams
has shown their great agility. In retail, we
carried on ourassct management strategy
while operations are back to normal.
“This performance is not based only on the
huge urban transformation marketin which
Altarea holds the leading position, but also
— and above all — on our know-how and
our mindset as a developer. The portfolio
of new products we are developing should
start to contribute from 2023 onwards.”
Investment also continues, with Allianz

Real Estate concluding the year wich
multiple transactions in its historically
core market, France — in particular, Par-
is. Loans included €466m to a consorti-
um of borrowers for the refinancing of a
prime retail portfolio, prcdominantly lo-
cated in Paris and Brussels, the largest Fu-
ropcan debr deal for Allianz Real Estate
in 2021. A €127m green development
loan was provided to the French group
Apsys for the construction of its lifestyle
centre in Grenoble.

Finally, Eurocommercial reported stcady
recovery across its 24 shopping cen-
tres during H1 2022 and completed its
€200m disposal programme with the
sales of Les Grands Hommes, Bordeaux
for €22.5mand its remaining 50% owner-
ship of the office and residential parts of
Passage du Havre, Paris. The company re-
mains owner of 50% of the retail element
with a 14,000 sq m GLA and 40 tenants
including Fnac.

In France the 1,600 sq m new develop-
ment adjoining the shopping centre at
Shopping Etrembicres has been complet-
ed and let to two restaurants, Les Trois
Brasseurs restaurant and microbrewery
and Il Ristorante.

France at MAPIC highlights

Wednesday, November 30

11:30: France Forum: Shaping a
sustainable future.

12:00 France Forum: A deep dive
into the french leisure market.

They are coming:

BNP Paribas, Carmila, Compagnie
de Phalsbourg, Eurocommercial,
Klepierre, Nhood, Sociétés des
centres commerciaux, Socri,
Unibail Rodamco...
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The MAPIC Awards are back

The prestigious MAPIC Awards, created
to reward the finest retailers and retail real
estate projects in the industry, will be back
on stage at Cannes this year, recognising
the best in retail, F&B, leisure, sustainability
and urban regeneration ®

THEMAPIC Awards are back for the first time since 2019 and will be presented
ata gala ceremony on chncsday, November 30, in Cannes this year as part of the
thrcc-day MAPIC, LeisurUp and The Happetite event.

As in prcvious years, more than 300 of the most influential retail real estate pro-
fessionals, leisure operators and F&B spccialists will atcend the rcd—carpct cvent.
The winners are selected by a hugcly cxpcricnccd awards jury — headed once again
by Maytc chcay—Astudiilo, senior asset manager, Europe, for Resolution Propcr-
ty — drawn from all sectors of retail and all parts of the world. And importantly,
this years MAPIC Awards classifications represent the changing face of retail and

the major piliars of MAPIC itself, with categories for F&B, leisure, city regenera-

tion and retail dcvclopmcnts, plus retail innovation and sustainability included in
the scope of the Awards.

Created in 1996, the MAPIC Awards reward excellence, innovation and crea-
tivity in the retail real estate industry and this year the jury once again comprises
high—proﬁlc real estate experts who meet in Paris in October to shortlist the final-
ists in cach category.

The shortlisted MAPIC Awards finalists will be announced shortly after the Jury

meeting, before the winners are announced ata gala dinner in Cannes.

Lorraine Dieulot

Lifestyle business unit

President of the jury

Clementine Pacitti
Group head of CSR

MAPIC AWARDS 2022

Mayte Legeay-Astudillo

Senior asset manager, Europe

Resolution Property, UK

Jury members

Pascal Barboni
Managing director
Frey, France

Alain Boutigny
Editor in chief
Sites Commerciaux, France

Michelle Buxton
CEO and founder
Toolbox Group, UK

MAPIC PREVIEW | NOVEMBER 2022

director Saguez & Partners,
France

Jonathan Doughty
Director-Leasing,
Special Projects,

ECE Marketplaces, UK

Steffen Eric Friedlein
Managing director, leasing
ECE Marketplaces, Germany

Ana Guedes de Oliveira
Executive director,
developments

Sonae Sierra, Portugal

Jennifer MacDonald
Senior director, real estate
Brookfield Properties, UK

Klepierre, France

Fabien Stutz

Head of real estate,
Peek & Cloppenburg,
Germany

Aldolfo Suarez
Partner, Lombardini22,
Italy

Benjamin Tetard

Senior director, partnership
& own retail, concessions,
EMEA / Timberland VF
Corp, Switzerland

Robert Travers
Head EMEA retail & leisure
Cushman & Wakefield, UK
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Sessions aim to make
sense of an increasingly
Complex market MAPIC has created six premium

SPECIAL SESSIONS

networking events in the Verriere
Grand Auditorium. They are
invitation sessions, only available
to MAPIC participants @

ALONGSIDE a packed programme of
open sessions at MAPIC, LeisurUp and
The Happetite Forum, as usual MAPIC
will hosta number of invitation-only events
aimed at speciﬁc sectors and interests.

This year the traditional MAPIC Outlet
Summit and Multi-unit & Master fran-
chise summit will also be joined by ses-
sions dedicated to How To Shape Retail
In Cities; Meet The Leisure Operators;
and two new networking events — Sus-
tainability Workshop and Legal Forum.
The Sustainabilicy Workshop is a new
format providing participants with accu-
rate information about the key clements
that make a project sustainable, featuring
successful business cases and networking
with experts and specialists. The event is
dedicated to landlords, retailers, inves-
tors and citics.
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Tuesday, November 29:
The Legal Forum

The Legal Forum has been created to
support the industry facing current
challenges — including innovative use
of technology and data, new forms of
leasing, licensing and franchising, do-
ing business both through ecommerce
platforms and stores. The forum will
bring together landlords, retailers and
asset managers.

Tuesday, November 29:
Cities Summit

This summit will look at how cities can
reinvent themselves to remain attrac-
tive for retailers, featuring successful
business cases and networking oppor-
tunities with experts. Undoubtedly
one of the hottest topics at MAPIC

this year will be cities, with many of Eu-
rope’s largest urban centres hit hardest
by the decline in tourism during —and
in the aftermath of — the pandemic
and an ongoing decline in footfall be-
cause of hybrid working. By contrast,
neighbourhood shopping has seen

something of arevival.

Wednesday, November
30: Leisure Summit

An exclusive networl(ing event focusing
on new business models and the latest
location-based entertainment trends and
projects to shape lifestyle destinations.
Leisure operators will once again be in
high profile, as LeisurUp brings together
landlords, cities, retailers and leisure spe-
cialists to discuss future opportunities in
the sector.
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Tuesday, November 29:
MAPIC Outlet Summit
With the European outdet industry
comingtogether onceagainat MAPIC,
the sector has bounced back after the
pandcmic-forccd travel moratorium of
recent years. Looking forward to this
ycar's gathering, Ken Gunn, founder
of Ken Gunn Consulting reckons that
the European market now comprises
218 major sites with a total GLA of 4.2
million sqm.

“The European outlet industry has re-
covered strongly from the pandcmic.
Doublc-digit growth has pushcd an-
nual turnover passed 2019 levels and
occupier demand has returned to a
positive footing. However, the conflict
in Ukraine has inhibited growth in Cen-
tral Europe, particularly in the Russian
Federation,” Gunn says.

His latest rescarch estimates that the
number of stores operating at European
outlet centresincreased very s[ightly (by
0.8%) to 15,469 in the 12 months to July
2022, while the number of brands oper-
atingacross Europcan outlet centres de-
clined slightly (by 0.4%) to 4,417 in the
same pcriod. This was in part dictated
by brand reductions in Russia.

In terms of sectors, upscale brands
(+3.1%) added more stores than mid-
scale brands (0.1%), with 444 new
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brands entering the European outlet
industry in the year to July 2022, up 18%
on July 2021. In addition, 330 brands
cxpandcd their estates, 11% more than
the previous year.

Gunn says: “While outlets’ core fash-
ion proposition strcngthcncd during
the crisis, growth has slowed in 2022
as brands adjust to lower consumer
demand and less unsold stock. This

has created opportunities for non-core

000000000000

“The European
outlet industry has
recovered strongly

from the pandemic”

Ken Gunn

000000000000

merchandise, particularly F&B brands,
and leaves outlet well placed to benefic

from the cost of living crisis.”

Wednesday, November
30: Multi-unit & Master
franchise Summit
Franchising opportunities have become
an incrcasingly important clement of

the mixat MAPIC and this year an invi-

tation-only event will once again focus
on expansion opportunities for retail,
hospitality and leisure.

The kcy to success is a measured and
coherent strategy right from the off, says
Rebecca Viani, partner and head of in-
ternational dcvclopmcnt & franchising
advisory, WhiteSpace Partners.

She warns that, for cxamplc, disparatc ge-
ographical openings can mean not only
that franchises may dcvclop in markets
that are difficult to support, but also that
their success or failure can impact fran-
chise opportunities further down the line.
“Those first franchise locations need to
be success stories because thcy'rc build-
ing the foundation for the future. she
says. “Seasoned franchisces are going to
look at this as well. So when you have a
strategy, you choose spcciﬁc markets.
You have reasons why you chose those
markets. That also gives a lot of comfort
to potcntial franchisces because thcy see
that you’rc rcally putting the time and
resources into what it takes to grow via
franchising”

She adds: “Doing it the ad hoc way, you
run into all types of unnccessary chal-
lcnges, whether its trying to support
across different time zones, trying to
support a market thats culturally on a
different spectrum, or locations that are

difhcultto getto quickly.”

Tuesday, November 29:
Sustainability workshop

AS RETAIL increases its focus on sustainability, Japanese
fashion retailer Uniglo opened a Re-Uniglo Studio in the
basement of its Regent Street, London store on September
8, just a few days after nearby department store retailer
Selfridges committed to a target of half of its sales coming
from repair, recycle and re-use. Re-Uniglo Studio is essentially
a service hub for customers, allowing them to repair their
Uniglo garments and extend the lifetime of their clothes. It
includes: a care department offering sustainable solutions to
caring for clothing; an alterations service for altering Uniglo
garments; and  re-imagined products using ‘upcycling’
garments that couldn’t be sold into new iterations. It will also
include a recycling centre for customers to bring in their
unwanted clothing. The Re-Uniglo Studio is due to roll out
globally this year and next and is in line with Uniglo's goal
to increase the proportion of recycled materials used in its
products to approximately 50% by 2030.
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ADVISORY BOARD

Mario BAUER

Brand Ambassador &
Shareholder,
VIAPIANO

Mickael COUTIN

Founder,
AK CONSULTING

Jorge LIZAN

Managing Director,
LIZAN RETAIL
ADVISORS

Joel SILVERSTEIN
President,

EAST WEST
HOSPITALITY GROUP

Francois BLOUIN

Founder,
FOOD SERVICE
VISION

Jonathan DOUGHTY

Director- Leasing
Special Projects
ECE MARKETPLACES

Vincent MOURRE

CEO & Co-Founder,
WHITESPACE
PARTNERS

Marco BEOLCHI

Founder,
MARCOBEOLCHI.COM

Stéphane KEULIAN

Concept & Customer
Experience Developer,
INGKA CENTRES

SAM SETHI

Principal & Director,
INSITE FOOD

THANK YOU

FOR YOUR LOYAL SUPPORT




The Happetite Forum:
F&B’s new recipe for success

This year's The Happetite Forum is focused
on the future of hospitality and F&B venues,
highlighting the new generation of F&B operators
who are dictating the direction of the industry @

THE 2022 cdition of The Happetite
Forum at MAPIC will not be a retro-
spective of how the food and beverage
(F&B) sector has weathered the pan-
demic and economic storms, but will
only be facing forwards, according to
Jonathan Doughty, director, special
projects, ECE and chair of advisor
WhiteSpace Partners.

The Happetite Forum is in its sec-
ond year at Cannes after debuting
in Milan and Doughty is onc of the
key industry figures to have worked
alongside the MAPIC tcam on this
years conference programme. The
intention from the outset was to gath-
er together those people and players
who are shaping and driving the fu-
ture direction of the industry.

Not least among these, the F&B key-
note is US-based retail guru Paco Un-
derhill, strategic advisor for Envirosell
Global and best known for his seminal
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consumer behaviour book Why We
Buy, originally published in 1999, and
more recently How We Eat.

Other speakers in a packed agenda
include Lucie Basch, co-founder of
rapidly expanding international food
waste reduction company Too Good
To Go and Holly Hallam, managing
director of DesignLSM, plus Sagucz
& Partners and Manifesto Market.
“There has been abig shift for this years
The Happetite contentand the focus is
on those people and businesses who
are doing things really well and who
can help attendees understand what
the future looks like Doughty says.
As aresult, he emphasises that chere is
nothing on the programme that looks
to the past or “covers old ground”; the
focus is very much on how F&B spaces
need to evolve.

“People really missed them [during the
pandemic] and really value these spaces”

“F&B has been
guilty of a
man’s-eye view"”

Jonathan Doughty,
ECE and WhiteSpace Partners

Doughty says. “But F&B has also been

guilty of a man’s-eye view of the types
of places that men want to catin. There
is a new generation of fantastic female
designers who are doing an amazing
job of creating commercially success-
ful locations with a much broader
outlook.”

One thing to note, Doughty says, is
thac all the speakers scheduled to par-
ticipate are originally from outside the
F&B industry, with none from a food
service or hospitality background.

“So this tradition of people stecring
the sector who had parents as chefs or
who owned restaurants and who were
trained as chefs themsclves s really
coming to an end.” Doughty says. “Ic
is pcople coming in from outside, with
fresh ideas and perspectives, who are
currently driving the trends. And thars
who visitors will learn from at The
Happetite Forum.”
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THE RETAIL VILLAGE

A new generation
of mould-breaking

brands on show

at the Retail Village

IT WAS not that many MAPICs ago
when few pure online retail brands or
proptcch firms were present in Cannes,
letalone taking centre stage. How quick»
iy things changc.

MAPIC — as ever an incubator for
new ideas — is showcasing brands and
concepts from the cutting cdgc of the in-
dustry, from digital native vertical brands
(DNVBs), the fast delivery specialists,
dr()p shipping and more, while humanity
has become more conscious of environ-
mental, social and cultural sensitivities.
Cue a new genceration of brands ac The
Retail Villagc, an exhibition zone at the
heart of the show with kcy retailers ex-
hibiting and pitching sessions. These new
concepts, rcdci‘ining the retail landscapc,
will be centre stage.

Pooiday Paris, a beach and swimwear
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retailer built on an cthos of pi‘()viding
body»positivc clothing, is one of the
select few to be chosen to appear at the
Retail Village. The French DNVB has
made waves since it was founded by three
friends, three years ago.

While P()oiday Paris started life online,
as many growing DNVBs have found,
the power and presence of physical retail
space makes too much of a statement,
making it hard to stay virtual forever.
Poolday Paris co-founder Julia Desvignes
says: “We are a swimwear brand for all
body types, we do small quantities and
limited series.

“For the moment, we have one physical
store in Parisand we would love to dcvclop
to be physically in-store, because women
love to try on the swimsuits to get the per-

i"CCt ﬁt, notas avcragc Cl()tl"lCS. WC VVOllld

The Retail Village at Palais -1 will
showcase a select few of the most
innovative retail concepts in the industry

today.

spoke to some of

the brands pushing the boundaries at

MAPIC this year

like to open new stores as Poolday stores
but also to be present in many retailers in
the Europeanand US markets”

So why has Poolday — a DNVB with
only one store to date — chosen to be
at MAPIC and in the Retail Village in
particular?

“Because it seems like very dynamic ac-
tors of the retail industry will be thcrc,”
Desvignes says. ‘And as a young DVNB
we love to meet new pcoplc and talk
about physical retail which is our main
dcvclopmcnt axis. We know we will
meet interesting pcoplc and learn about
the industry.”

British company Seckd is more of a com-
munity, a collective of dcsigncrs bound
togcthcr by a sense of rcsponsibility for
the environmental impact of their work.

ﬂ"lC dcmgncrs SIgncd UP to tl"lC com-
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Slim Freddy's, specialises in bite-size burgers

munity focus on making items from
ccoriendly, recycled, upcycled and
natural materials, or responsibly sourced
through fair-trade agreements, to mect
an increasing appetite for climate-posi-
tive shopping.

Rather than go down the traditional store
route, Seckd founder Fay Cannings has en-
tered into deals with a number of landlords
to deliver pop-up stores in sclect London
locations. And since July this year Seckd
has been in partnership with upmarket de-
parement store Harvey Nichols.

What is Cannings looking  forward
to about being in the Retail Village at
MAPIC?

“Essendially an  international  platform

“We know we will

meet interesting

people and learn
about the industry”

Julia Desvignes,
Poolday

and retail partnerships with potential in-
vestors who genuinely get the need and
opportunity to work with talented small
mission-driven brands to diversify and
strengthen their offer” She says: “Ies been
made possible through being selected
to be part of the first Retail Village at the
worlds lcading property retail conference.

“Its so valuable to showcase our brand
and community which is a real niche in
the market for eco-friendly accessories
and sustainable brands. We hope really to
stand out through our differentiated offer
among the mix of brands handpicked at
the Retail Village — its a privilege to be
there and with such fantastic companics.”
Indeed, those companies include some
of the best and most innovative retail and
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leisure concepts from around Furope.
For example Kilo Shop, a boutique re-
aailer sclling entirely recycled vintage
clothing — one of the most tangible
means of making fashion more sustain-
able. The company sells vintage clothing
in three ways: by the kilo at its pop-up
shops around the UK through its Kilo
Limited collection onits online shop; and
customising unwanted clothing to create
Kilo Rework collections.

Established by the Chambers of Agricul-
ture France in 2021, Fermes and Co de-
velops and manages a network of stores
under the Bienvenue a la ferme brand,
partnering with farms across all opera-
tional aspects of setting up stores. There
are five stores already open, predominant-
ly in north west France, with a target of
100 stores by 2026. The aim is to connect
consumers with scasonal farm products
and supportlocal producers.

Established 100 years carlicr, mountain-
cering fashion and  accessories brand
Millet was founded and is still based in
Annccy. The brand has taken part in a
century of mountain sports, gearing up
the majors and the amateurs, and original-
ly produced ayellow Sherpa 50 backpack
before expanding its offer.

Restaurant group Place des Oliviers is an
innovative leisure concept, transporting,
visitors to its own version of an idyllic
Provencal village, complete with authen-
tic rural snacks and petanque — a version
of boules — at four French locations,
Lesquin, Bondues, Henin Beaumontand
Valenciennes.

Burger chain Slim Freddys is also looking
to expand, with four French stores, a UK
outlet in London at Wembley Park and
another to open in Paris. Founded in 2018,
the company specialises in bite-size burgers
andis actively seeking franchisces.
Another exhibitor is global finess giant
F45, which was founded in the inner Syd-
ney suburb of Paddington in Australia in

2012 and is financially backed by Holly-
wood star Mark Wahlberg, It is ranked as
one of the world’s fastest-growing franchis-
es, with over 1,750 gyms in 45 countrics
with more than halfa million members.
Meanwhile, French department store re-
tailer Galeries Lafayette acquired ecom-
merce platform La Redoute carlier chis
year, having owned over half of the shares
in the placform since 2017. The company
has been expanding rapidly, adding inter-
national markets, which now account for
around 30% of sales, and opening a small
number of stores in major citics.

Iralian pet retailer Giulius trades from 12
locations and specialises in food, pharma-
cy products and accessorics. It opened
a flagship store at a retail park close to
the Milanofiori shopping centre in May.
With 5,000 sq m divided evenly beeween
retail store and logistics, Giulius' first
Lombard store is the largest pet shop in
Iraly and, despite being in a stand-alone
formatis located near a retail park.

The new pet shop will feature the same
formac of the Rome-based company,
with the Milanese store including a phar-
macy with a wide range of products from
care to supplements. The company is also
going to be opening streamlined and ur-
ban formats.

“For Giulius this department is not just a
feature, but a real flagship.” says Giorgio
Carotenuto, retail director of Demas and
manager of the Giulius chain. “All our
stores include this service through the
presence of a registered pharmacist.”

Retail Pitching sessions

Each company has five minutes to
present its concept and at the end
of each session, the audience will
vote for the best pitch. The best
of all MAPIC pitches (leisure, food
and retail) will be rewarded at the
MAPIC Awards ceremony.
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international, french, food, leisure... a closed-door event
and much more new concepts! by invitation only
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fast delivery specialists, DNVB. A new generation of retailers, many of whom started life online,
are redefining the retail landscape and appealing to an increasingly ethical consumer.

They are exhibiting...
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A snapshot of the 30 exhibiting retail village concepts...

Place desoliviers is a space dedicated to petanque with
a setting of a village of Provence. An original concept
with a relaxing catering area for both professionals and
individuals.

Seekd is the marketplace for unique, chic, eco-friendly
jewellery & accessories that give back to people and
the planet. It features a diverse range of up and coming
designers.

You & Eye is a photo gallery of iris based in Paris. After
a few explanations about the colors and structure of
your eye, you can choose the size and type of frame
you want. The store can sublimate your photos with
a true work of art. They also offer photo editing and
different effects to make your print even more unique.

View more concepts

With Fermes and Co, consumers buy extra fresh and
seasonal farm products and support local producers
in a concrete way. 100% of the products are in season
and the fruit and vegetables are harvested at the
right time! It’s only products from local producers to
promote short circuits and limit intermediaries.

Kilo Shop concept is based entirely on the recycling
of vintage clothing which is given a second life in Kilo
Shop boutiques! It offers a different, more sustainable
way of consuming.

Le Chanvrier Frangais is a network of shops specializing
in the sale of premium CBD based products : oils,
beauty products, selection of tea, vapes and honeys
which are all made in France and marketed under its
own brand.
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MAPIC 2022 will be based around six
key pillars focused on new retail, food
& beverage (F&B), leisure, sustainability,
real estate and the rise of mixed use,
and innovation.

This year LeisurUp will be at Palais -1 with a
packed programme of premium networking
events, pitching sessions and conferences.

The Retailtech Lab will debut at the MAPIC
Innovation forum at Riviera 7 and you can
book a tour at mapic.com

MAPIC 2022: Six key pillars

For the Happetite Forum, a dedicated
programme of conference sessions will
focus on F&B at the Arena on November

30, from 9.30 to 14.30.

Over the following pages, the editorial team
reflects on the background and context
behind these key pillars ahead of MAPIC.

P. 37: Retailers show optimism in a difficult market

P. 43: Leisure and retail join forces in the post-pandemic world

P. 49: Food and beverage gets creative as it emerges from the pandemic

P. 55: Sustainability has to start at the top

P. 61: European projects offer a glimpse into the future of retail real estate

P. 67: From the mall to the metaverse: tech takes the lead in Cannes
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Retailers show
optimism in a
difficult market

IN MAY this year, global shopping
centre owner-operator Ingka Centres
cast a welcome vote of confidence in
European physical retail space. An-
nouncing a massive €3bn of invest-
ment to cxpand, modernise and revi-
talise Ingka’s physical portfolio by the
end 0f 2023, retail operations manager
Tolga Oncu says: “Our stores remain
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one of our biggest strengths.”

It wasnt just a positive sign for any in-
terested observers of European retail
real estate — a statement that pliysical
stores, and mixed-use spaces are still
hot property; it was tcl]ing for the way
inwhich Ingka and others are facing the
future and spcnding their money.
Citing investment in the group’s dec-

ade-old Matkus Shopping Centre in
Kuopio, Finland, Oncu describes the
“dual role” the group envisaged for such
malls, “giving our customers the best of
both physical and online retailing”
Indeed, cvcrywhcrc you look, retailers
and retail property owners arc adapting.
And with the immediate future pos-
ing cha“cngcs well bcyond changing
Shoppcr habits, both retailers and their
landlords will need to be rcady for more
changc —and rcady to be tested.

The beginning of 2022 was promising
for investors Compared with the up-
heaval of the previous two extraordi-
nary years. Post—pandcmic optimism
was showing among shoppcrs, retailers
and real estate investors and the Col-
liers European Retail Pricing Map for
the first half year reflected some of that
positive sentiment

Despite ongoing concerns over global
Supply chains, all three of the major re-

Signs of a post-COVID retail recovery at the
start of 2022 have given way to gloomier
conditions for retailers and investors as the
consumer cost-of-living crisis deepens. But, as
Ben Cooper reports, there are bright spots,
and bright ideas, lighting the way ahead @

tail real estate asset classes were show-
ing improvements in rental levels says
Colliers, and markets across the con-
tinent — though by no means every-
where — were reporting “positive and
stable rental conditions”

This broadly positive picture for H1
is also borne out in data from CBRE,
which recorded retail investment vol-
umes across Europe hitting €20.3bn
in the first half of 2022, an increase
of more than 50% on the first half of
2021. The key drivers of this: Germa-
ny, Spain, France, the UK and the Nor-
dic countries.

Reflecting on European  investment
volumes in August, Chris Gardener,
managing dircctor of CBRE Capital
Markets and head of European retail,
says: “We have witnessed a noticeable
uptick in retail investment transactions
in 2022 which has been spearheaded by
post-COVID trading recovery. While
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grocery and retail park assets remain
in high demand, we are starting to see
liquidity within the shopping—centre
sector as the year progresses.” But there
is no denying that in the second half of
the year, a different economic picture
has emerged.

Lingering problems in retail logistics,
by then causing real shortages and sub-
sequent price rises, were compounded
in February by the Russian invasion of
Ukraine, one inevitable consequence
of which — further disruptions to sup-
plies ofgrain and other staples —isnow
becoming very real.

With heat waves and record tempera-
tures recently scorching much of Eu-
rope and impending gas restrictions as
Russia continues to squeeze supplies go-
inginto the autumn, the industry is brac-
ing itself for the cooler weather. Leclerc
CEO Michel-Edouard Leclerc recently
told France Info radio: “For this winter
we have a crisis scenario where Russia
cuts gas supplies. We could close some
stores during certain hours.”

Most French supermarkets have al-
ready collectively agreed to cut elec-
tricity usage, lowering in-store temper-
atures, dimming lights and switching
off screens after closing time as part of
aso-called ‘energy sobriety plaif to save
on power this winter. Retail specialist
association Perifem — which assists
retailers with technical issues related to
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the climate — has announced a series of
measures that most supermarket and
hypermarket groups will adopt from
October 15.

Other signatories to the energy cuts
declaration include grocery giants Au-
chan, Carrefour, Casino, Intermarche,
Lidl, Picard and Systeme U.

As Lydia Brissy, director of European
research at Savills putitin the compa-
nys H1 FEuropean Investment Spot-
light report: “The retail sector is about
to face another storm, with the Europe-
an purchasing power about to decline”
For businesses hoping to return to a
version of stability in 2022, statements
like this make for tough reading. Fac-
ing rising costs themselves, retailers are
in the unenviable position of passing
increased €Xpenses on to consumers, or
taking a big hiton margins to keep their
customer base.

Retail property investors won' need to
be told what impact this could have on
European investment volumes. But Eu-

rope is not a homogenous region and

<)
there are markets, sectors and retailers,
which continue to perform strongly.
Marie Hickey, director of commercial
rescarch at Savills, says that individual
sectors are likely to hold their resilience
no matter the economic weather.

“Its about which parts of the market
will be most resilient. Premium, luxury
and F&B will continue to be resilient in

“We are starting to
see liquidity within the
shopping-centre sector
as the year progresses”

Chris Gardner,
CBRE

the face of that, and leisure. Retail's got
so much more granular than it ever was
before. Just look at London. The afflu-
ent neighbourhoods are performing
really scrongly.” she says.

Furthermore, some individual retail
brands are sensing opportunities for
growth, with the transition towards
physical space being made by former-
ly online—only or digital native vertical
brands (DNVBs).

Hickey says that one of the main rea-
sons for this is the high costs DNVBs
find when it comes to acquiring new
customers. Founding abrand and gain-
ing an online presence through social
mediais often the relatively casy part —
building on this and taking real market
share, can prove much harder — almost
impossible without at least a minimal
physical presence.

“Since COVID wee seeing a lot more
interest from online—only brands look-
ing at physical space] Hickey says.
“There definitely seems to be an accel-
eration of these brands looking at phys—
ical stores. Customer acquisition costs
have gone up and retail rents have de-
clined. Theyre looking at ways to access
these customer bases.

“Their strategy is to open one or two
stores in a couple of key markets
around Europe. I think the online vs

physical stress point has gone. Its about
the holistic deal”
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One high—street big—hitter aiready dom-
inant in its domestic market is pressing
ahead with major pians to expand its
presence across continental Europe.
Frasers Group is currently very much
in expansion mode, with plans to make
the Sports Direct brand a high-strect
name well beyond its British base.

The group, whose portfoiio also contains
fashion brands Jack Wills, USC and
Flanncls, and department store House
of Fraser, aiready has a considerable pres-
ence in Furope and Frasers Group head
of real estate James France is clear about
the group’s ambitions going forward.
“We want to become Europc’s num-
ber-one sporting goods retailer; he
says. “Were looking across Europe. We
will grow organicaliy. We are now find-
ing ourselves being able to compete
better and compete in prime positions.
Theresalot going forward.”

With expansion plans for France —
where the company believes the po-
tential for S0 stores exists — as well
as Spain, Portugai, Beigium, Luxem-

bourg, Denmark, the UK and Ireland,
Hungary, Poland and Slovakia, expect
the Sports Direct brand to be a major
talking pointat MAPIC this ycar.
Then there are new piayers which cer-
tainiy do not fit into the traditional
retail model, but to which retailers and
investors should be paying attention.
One of these companies is Too Good
To Go, whose founder Lucie Basch
will be at MAPIC to discuss the revo-
]utionary concepe, and how the retail
property world can get involved.
Frustrated at the huge levels of waste in
the grocery  sector, which coilectiveiy
throws away millions of tonnes of expired
food everyweek, Basch and Jamie Crum-
mie setabout designing asystem — which
culminated inan app— Whereby custom-
ers could get discounted access to food
destined for the bins and retailers could
sell products just past their best.

Since its launch in Scandinavia in 2016
the app has amassed millions of users ac-
cessing deals from 165,000 food stores

across 17 countries in Europe and North

America. And this year Basch will speak
to MAPIC delegates about the impor-
tance and the benefits of signing up, for
landlords as well as retailers.

She says: “Its a win-win-win. Is in com-
panies’ ecoiogica] and economic inter-
ests. Everyone now understands that we
need to become more sustainable. The
beauty of reducing food waste is that it
is an exampie of how you can heip the
planet and make economic sense.

Retail conference highlights

Tuesday, November 29

10.00: The Science Of Shopping For
A Sustainable World, Paco Underhill
14.00: Retail Pitch Contest

Wednesday, November 30

15.00: Italian Retail Pitch Contest
16.00: Multi-unit & Master Franchise
Summit (premium networking event)

Tuesday November 29 - Thursday 1
December

The Retail Village: A new area
dedicated to international retailers

Oslo emerges as new
Nordic luxury centre

OSLO’s newly developed and vi-
brant waterfronts, the new — and
huge — National Museum, the
impressive Munch Museum, the
opera house and library are spear-
heading the city’s cultural renais-
sance.

And Oslo’s luxury retail has been
playing catch-up after previously
being overlooked by many ma-
jor brands. However, careful real
estate management of a couple
of city-centre blocks by landlord
Promenaden, anchored by Steen &
Strom, has revolutionised the city’s
luxury retail offer, attracting both
international tourists and affluent
local shoppers.

Louis Vuitton has relocated to a
signiﬁcant corner plot over two

floors on Nedre Slottsgate, Oslo's
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premium luxury street within the
Promenaden fashion district, while
Dior recently joined Hermes,
Burberry and Gueci there.

Central to this emerging luxury
offer is Steen & Strom, which has
commemorated its 225th year with
amajor €36m refurbishment as the
first phase of a complete overhaul,
including a repositioned main en-
trance, revamped beauty hall and
signature new atrium.

To direct the change, Steen &
Strom has poached department
store veteran David Wilkinson,
who says: “Our aim is to transform
the store on two main building
blocks, becoming a single destina-
tion for contemporary fashion, and
creating a home and lifestyle centre
with an interesting mix of brands.”

The revamped beauty
hall at Steen & Strom
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Leisure and

retail join forces

in the post-
pandemic world

ONE OF the most notable things about
the dcvclopmcnt of leisure and themed
attractions in recent times has been the di-
vergence between the small and spcciaiist,
and the hugc and ali-cncompassing‘
IP-themed parks have taken characters
and shows from the screen into rcaiity,
while competitive socialising and even
indoor surfing are on offer within malls
and retail complcxcs. Aslandlords look to
divcrsify their destinations and attract new
visitors, the market continues to cxpand.
Rci‘iccting this growth, MAPICis hosting
the second edition of LeisurUp, showcas-
ing over 50 companics in its exhibition
area at Palais -1 and a raft of conferences,
workshops and nctworking.

Experience UK, the trade body which
represents UK companies that supply
the visitor experience sector, is taking a

delegation to LeisurUp by MAPIC.
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“The UK thrives with companies who
combine innovative storytciiing, in-
novation and tcchnoiogy to drive the
future of visitor cxpcricncc from a va-
ricty of angics, and we are thrilled to
be putting these companies in front of
kcy playcrs in the retail and the leisure
sectorat LeisurUp by MAPIC! says Va-
nessa King, social and content manager
at Experience UK. “Our delegation will
consist of location-based entertainment
dcsigncrs, visitor tcchnology spccial-
ists and others, cach of whom offer a
next-generation product and/or service
which are rcady to brcak-ground in re-
tail spaces, high streets and shopping
destinations around the world.

Experience UK will hosta booth at Lei-
surUp i)y MAPIC, in association with
kcy stakcholder the Department for

International Trade.

Green Spirit, celebrating
eco-friendly lifestyles

The leisure sector has been boosted by a
post-pandemic desire for people to meet and
socialise, with specialist projects increasingly
incorporated within or adjacent to retail
environments. Mark Faithfull looks at some of
the operators coming to LeisurUp by MAPIC @

At the show, a variety of operators
and concepts will be showcasing their
Cxpanding business propositions, in-
cluding TFOU Parc from Indoor Park
Entertainment (IPE) — a family enter-
tainment concept for shopping centres
0f2,000 sqmto 3,500 sqm, with several
different universes targctcd at families
with children under 12 years old. Based
on content from the leading French
children’s channel TFOU, the first
opcncd atthe EvryZ shopping centre in
Paris last year and a larger centre is now
set to open at Aushoring Promenade
De Flandre in Bcigium, A further site
at Lille Tourcoing is due to open before
the end of the year.

“The aim is to recreate the universe
of childrens and teenagers™ favourites
through fun and interactive activities,

CEO and partner at IPE Francois Pain
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says. “The aim is to implement amuse-
ment parl(s directly in shopping centres
to increase footfall, attract new audi-
ences and help establish the concept for
destinations.”

Green Spirit is a multicultural creative
dcsign company founded in 2014 in
Florence, ltaly and aiming to create a
brand that, through entertainment and
edutainment, raises awareness about
the importance of cco«fricndly lite-
stylcs. The company says that it creates
tailor-made projects ranging from ac-
tive entertainment to fun edutainment,
FECs, kids cafes,immersive experiences,
catertainment, tourist attractions, inter-
active museums, water parks and theme
parksi

“We are spccialists in creating spaces for
leisure standing out with high impact
atmosphercs, allowing the transforma-
tion of singlc projects into successful
networks, especially for shopping malls”
says Fabrizia Ruggio, business develop-
ment manager,

Among Green Spirits concepts, Jungle
Entertainment providcs space for chil-
dren and their families to create memo-
ries through nature-based atmosphercs.
“The project mixes the fun entertain-
ment part with a lcarning educational
environment in a very immersive ap-
proach] Ruggio says. “An extremely
themed location, characterised by the
jungle scenography and organiscd in
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different themed areas, reproduces a real
small indoor theme park, where physical
play and vircual entertainment create an
original mix for all ages.”

Leisure is increasingly hcing used as
an element of urban regeneration and
MAPIC sponsor Nhood and Ceetrus
Italy are due to launch LOC — Loreto
Open Community — in 2026. This will
transform Piazzale Lorcto from a large
urban void to Piazza a Cielo Aperto, a
public space intended as a sustainable
ncighhourhood. The new urban district
in Milan will include retail, leisure, food,
sport, offices and co«working areas.
LOC will create a large interactive hub
hosting activities and events.

In addition, Nhood and Ceetrus Italy
are also renovating and doubling the size
of the Rescaldina Shopping Centre to
create a new entertainment centre. The
concept, due to open in 2024, will focus
on hospitality, wcll«bcing and eco-sus-
tainability and the architecture is based
on nature: water, air, forest and mountain.
Similarly, To Dream, Turin, will cover
270,000 sq m and will, Realia says, be
“an unprecedented concept combining
shopping, leisure, services, offices and
hospitalicy.”

To Dream, Turin will include 25 restau-
rants léaturing a number of debuts in
Italy, a vast entertainmentarea, an events
arena, eight—scrcen cinema, a gym, ser-
vices and a four-star hotel, plus the new

“The aim is to
implement amusement
parks directly in
shopping centres to
increase footfall”

Francois Pain,

IPE

Mall of Tripla

Michelin headquartcrs, all set within a
23,000 sq m urban park.

Finland-based Surf House has been look-
ing to expand its leisure concept and in
2020 teamed up with Hong Kong-based
Scallywag  Entertainments to support
the business development of Surf House
branded restaurants and bars. Surf House
has three businesses in Thailand and
Finland, as well as new projects under
construction in Hong Kong and Spain.
It opened its first location in Kata Beach
Phuketin 2013, a second venue at Patong
Beach in 2016 and in 2019, its first fully
indoor venue in Helsinki Finland, inside
Mall of Tripla. This allows guests to surf,
dine, drink and party.

“Everyone needs entertainment, but no
one wants to operate it. Thats where Surf
House comesin,” says Surf House CEO,
Janne Miikkulainen. “We have taken the
Flowrider, a stationary wave guests ride
with a bodyboard or flowboard, and cre-
ated an entertainment concept around
it locusing on indoor surﬂng, food and
beverage, and events. We developed our
concept to fit shopping centre spaces
and technical requirements and puta lot
of effort in to both technical solutions
and sourcing authentic materials to gen-
erate a real summer vibe. The secret lies
in the atmosphcre: the air temperature
and quality, the warm sand, the palm
trees, and many more features contrib-
ute to the incredible summer vibe.”
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PREMIUM NETWORKING
EVENTS PROGRAMME

p HAPRETIZE

LeisurU k
by mapic — by mapic
6 premium networking events to connect and discuss with c-level Palais des festivals,
targeted professionals. All these events are by invitation only. Verriere Grand Audi
TUESDAY, 29 NOVEMBER
How to shape retail in cities! 11.00-13.00

This summit will look at how cities can reinvent themselves to remain attractive for retailers,
featuring successful business cases and networking opportunities with experts.

This event will bring together landlords, retailers, international cities, political leaders and investors.

Sustainability workshop [ 14.00-15.30

A new format to get accurate information about what makes a project sustainable, to discover projects
which stand out in this matter and to network with experts and decision makers who make things happen.

This event is dedicated to landlords, retailers, investors & cities.

Mapic outlet summit 16.00-18.00

Our annual focus on the dynamic and expanding designer outlet sector, will bring together outlet developers, retailers & investors.

WEDNESDAY, 30 NOVEMBER

Green leases, flexible agreements, new models: 11.30-13.00
How legal can support the transformation of the retail property industry

A new format to support the industry facing current challenges such as innovative use of technology and data,
new forms of leasing, licensing and franchising, doing business both through ecommerce platforms and stores.

This forum will bring together lawyers, landlords, retailers & asset managers.

Meet the leisure operators! 14.00-15.30

An exclusive networking event to get insights on the latest trends in leisure, discover some key projects
integrating leisure in lifestyle destinations and network with a targeted audience to discuss about the best
model to integrate leisure into retail and urban destinations.

This event will bring together leisure operators, landlords representatives, cities representatives and retailers.

Multi-unit & Master franchise summit 16.00-17.30

An exclusive networking event bringing together international franchise partners and
a selection of retail and restaurant leading brands willing to boost their business around the world.

Discover the

closed-door events




Six new growth
leisure concepts

for 2022

In a post-COVID world people are
looking to socialise and enjoy leisure
time together and Thomas Rose,
co-founder of advisor P-Three, says
a number of top trends for leisure
concepts are emerging @

The return of the
music venue

Pcnt—up demand has seen the opcning
of several new music and live enter-
tainment venues, with other major
projects proposcd. It is likcly this
trend will continue across Europc,
with medium-sized venues often de-
livered by local government or part of
major mixed-use destinations.

Competitive socialising
The growth in competitive socialising
continues to be the biggcst global lei-
sure trend and shows no sign of slow-
ing. UK-based Flight Club Darts is
now a global business, having opcncd
in the US and Australia and it is look-
ing for joint venture and franchise
partners in Europe.

Leirsure concepts and
the metaverse

Metrix, a football-based  concept
working with the UEFA  Cham-
pions League, operated a pop-up
at Westfield, London with Uni-
bail-Rodamco-Westfield. The = real
world linking to the digital world
concept transfers players  real-world
football skills, established in the
venue, into the virtual world to
create player profiles and  avatars.
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Family leisure

Operators such as arcade brand
Gamestate  (Netherlands, Germa-
ny) are opening new locations, while
UK-based Gravity is expanding with
its first European location in Leipzig,
Germany. Situated in the NOVA
leisure and shopping centre, the fran-
chised space totals 5,300 sq m and
includes trampolines, a ninja obsta-
cle course, wipe-out, soft-play, party
rooms, F&B plus and e-karting,

Health and wellbeing

Aside from the traditional gym,
groups such as Berlin-based John
Reed Fitness expanding international-
ly, there are operators such as Therme
Spa, which is launching in Manches-
ter to create “the UK first city-based
wellbeing resort” It already operates
in Germany and Romania, with sites

in Scotland and the US planncd.

Extreme sports

Several occupiers and venues are
sccking to make extreme  sports
mainstream, including the world-first
triplc—ﬂoor indoor skate park, F51 in
Folkestone, UK and the Hasewelle
surf machine in L&T Sporthaus in
Osnabruck, Germany.

LeisurUp by MAPIC highlights

Leisure conference track
Six dedicated conference
sessions to cover the latest
trends.

A Leisure Workshop

An exclusive, invitation only,
networking event bringing
together decision-makers from
leisure, retail and property, with

insights on the latest trends, plus
key projects and networking.

Leisure Pitching sessions

Two pitching sessions where
each company has five minutes
to present its concept. The
audience will vote for the best
pitch and the best of all MAPIC
pitches (leisure, food and retail)
will be rewarded at the MAPIC
Awards ceremony.

LeisurUp exhibition area
(Palais -1)
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Food and beverage

gets creative

as it emerges from
the pandemic

The food and beverage market has had to learn
how to adjust and adapt, following two years of
disruption from the pandemic. Mark Faithfull
looks at how the industry is regrouping after a

prolonged slowdown @

THE FOOD and beverage (F&B)
market has had to lcarn how to adjust
and adapt. The pandemic put the brakes
ona ilugciy cxpanding market, forcing
operators to become far more digital,
focus on home delivery and implement
extensive hygicnc protocois‘

More recently, the industry has had to
cope with a huge shortfall in staff and
changing working practices, mean-
ing that many city-centre locations
remain far quieter than thcy were be-
fore the pandcmic.

But after a hiatus, expansion has be-
gun again, with a number of US-based
brands busy in FEurope, including
quici(-scrvicc chains  McDonald’s,
Taco Bell, Carls Jr, Wendys, Wingstop.
Popeyes and Slim Chickens. Filipino
chain _]oiiibcc is also growing rapidly,
with most chains starting in the UK and
then openingin Mainland Europe.
“Our success has been built on sever-
al kcy factors including our choices
around how, where and with whom
we grow, Wingstop vice-president,
development EMEA, Lisa Paton says.
“Wingstop typically follows a franchis-
ing model with over 94% of our restau-
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rants operated by our brand parters.
While most of our restaurants are lo-
cated within the US, we have a vision
to have 7,000 restaurants globally with
3,000 outside the US”

The company i)cgan in 1994 as a small
i)ufiaio-styic chici(cn-wing restaurant in
Garland, Texas, and has developed into
more than 1,500 restaurants across the
US, Mexico, Colombia, Panama, Sin-
gapore, Indonesia, Malaysia, the UK,
France and the UAE.

“We are focused on entering a number
of strategic international markets over
the coming years,” Paton says. “These
are typically larger markets that align
with the strengths of our brand and
operating model”

Canadian fast-food gianc Tim Hor-
tons opened its first London store in
Royale Leisure Park, near Park Royal,
west London, this summer (on Can-
ada Day to be precisc), five years after
opening its first UK store in Giasgow.
It now has 55 UK outlets.

Chicef commercial ofhicer Kevin Hydcs
says Tim Hortons purposciy ook its
time to make sure it got its London
launch right as it sought out a site that

appcaicd to its core customer base —
families, students and commuters.

“We havent come to London to open
just one site, weve come to open many
and weve gota number of sites in the
pipciinc that | iiopc will come to fru-
ition, Hydes says. “We want to be a
mcaningfui force in London.”

Similarly, Alice Pizza has 180 outlets
throughout Italy and is looking to ex-
pand in Europe: in the first phase Spain,

Francc and GCI'I]TJH y are very interest-
) )

ing, according to CEO Claudio Baitelli.
“Pizza is a universal product and that
leads to very stiff competition. [ think
the Tralian market is one of the most
compctitivc in the world in terms of the
number of pizzerias,” he says. “But Alice
Pizza is a [pizza by the slice] concept
that allows you to buy different types
of pizzas and quantity per flavour. This
makes the product suitable for different
moments ofconsumption."

Udon noodlc and tcmpura restaurant
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brand Marugame Udon rcccntly ap-
pointed Judd Williams as head of fran-
chise for the UK and Europc, after the

company madc its Europcan dCl)Ut in

ecc0ccccccccccce

“As we grow, we know
people are looking
for other new ways to
interact with us”

Laura Godsman,
BrewDog

ecc0ccccccccccce

London last year. The company has more
than 1,200 sites across Asia, Europc and
the US and Williams says the company
is lool(ing to cxpand in Europc tlirough
franchise and to have over 100 UK sites
within the next five years.

In terms of idcntifying franchise markets,

Laura Godsman, head of franchise, Brew-

Dog, says: “In its simplcst form its about
wherever pcoplc like to drink good beer!
That sounds like a broad strategy butitsa
great position to start from and is liclpcd
l)y the strcngth of the craft beer segment
globaily. We refine this l)y lool(ing at
countries where we aircady have strong
distribution; if pcopic alrcady know and
love our beers, tlicy’rc more iikcly to seck
out our bars in which to enjoy more.
With over 70 bars in the UK alone, we see
liugc opportunity to rcplicatc this in the
rest of the world.”

The company — which has 100 bars world-
wide and CXpOIts to 60 countries —is now
l)ranching outinto family offersand hotels.
‘As we grow, we know pcoplc are look-
ing for other new ways to interact with
us, which is where venues like our Dog»
House hotels come in. Thcy are the
world’s first craft-beer hotels, l'iilly car-
l)on»ncgativc and pacl(cci with awesome
teatures: beer l'ridgcs, a24-hour liot»ciog

. . »
mcnu anci n-room gUlt(lI'S, Sl]C Says.

Five tips for creating
a franchise strategy

Think strategically from the start

“There arc alot of really great benefits to cxpanding through franchising, but

we want to make sure that it's done stratcgically from the start,” says Viani, who

advocates staying close to home initially. “Those first franchise locations need to be

success stories because theyre building the foundation for the future”

Choose your partner carefully

“I'would say partner first and chen work with the partner to find locations, she says.

“Itcould be a challcngc going into a franchise rclationship with existing sites that

may not be attractive to a partner.”

Think scalability

“If we look at American brands, where franchising originatcd, alot of these were

buile knowing that they were going to be franchised. Or thcy dcvclopcd the brand

and before thcy started ﬁ‘anchising thcy realised thcy needed to change their model

to fita franchising scheme” Viani says.
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DECISIONS made early can influence the
success of an international franchise strategy, says
Rebecca Viani, partner and head of international
development & franchising advisory, WhiteSpace
Partners, who has five key tips for success:

The offer and differentiation
“With franchising, ideally youre looking for multi-unit,” Viani says. “We have some
of these other single-unit brands, but all of the franchisors that we currendly work

with are looking for multi-unit.”

Listening and learning

“One of the big rcsponsibilitics of a franchisor is training and Support — not just
froman opcrational standpoint but from a tone-of-voice standpoint, from a culture,
abrand-culture standpoint. Viani says. “We always advise to make sure that theresa

shared company culture and vision because this is a very long—tcrm rclationship.”

Rebecca Viani,
WhiteSpace Partners
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F&B outlets must
offer something

unique

A NUMBER of key F&B trends are
gaining traction and Simon Stenning,
founder of forecasting and strategic
advisory service FutureFoodservice.
com says: ‘In the next era it is critical
that operators do everytbing possible
to demonstrate that their dining experi-
enceis delivering something that cannot
be replicated casily in the home.”

Wow!

Delivering a “Wow!” experience s criti-
cal, especially when inflation is squeez-
ing disposable income. Examples in-
clude the ‘most Instagrammable cafe
in the world, EL&N and its lurid pink
premises, with stages and displays for
selfies and everything designed to look
beautiful and extravagant.

Worthy
The COVID pandemic amplified and

Why landlords need to take
care with the food-hall model

MAPIC 2022 marks the second anniversa-
ry of Coverpoint Foodservice Consultings
rebirth after the long—standing leadership
team took the company independent again
after six years under the JLL umbrella.

Coverpoint is continuing its core busi-
ness, advising landlords and developers
across Europe, creating bespoke food-
service strategies in shopping centres and
mixed-use schemes. It is also increasingly
working with F&B concepts, including
the likes of Wagamama in Europe and
also with US-based restaurant brands
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accelerated a developing trend for so-
ciety to become more caring and this
extends to foodservice opcrators pro-
viding healthier foods or building—in
concern for the planet. Neat Burger has
famously gained bigh—proi‘ile investors
including F1 driver Lewis Hamilton and
Hollywood actor Leonardo DiCaprio,
but most importantly delivers great tast-
ing fast food that is completely vegan.

Woke

Operators want to demonstrate that
they are doing the rigbt tbing, and ap-
peal to consumers who share similar
concerns. Clean Kitchen Club has
already grown to five sites, providing
a plant—based food«to—go menu. The
brand promises a focus on sustainability
and is the first in the UK to calculate and
label carbon emissions for dishes, with a
range of cco labels from A o E.

such as Pink Taco, the keep-it-real’ Mex-
ican concept and Sol Mexican Cocina,
the Baja«style restaurant, which are both
looking tor large, 1,000 sq m prime sites
in European gateway cities.

Food halls continue to be the hot topicas
landlords look to fill large, vacant spaccs,
matched by an ever increasing operator
pool, Coverpoints lan Hanlon says, al-
tbougb he cautions that competing land-
lords are developing tood halls in close
proximity, threatening the diluting of sales.
“Operators are seeking longer, more se-

Wordly

As the population becomes more glob—
al, different cuisines are gaining appeal‘
Asian food is now mainstream and one
such example is the second iteration of
Arcade, which opened recently follow-
ing its COVID-forced closure and has
introduced a complete range ol'worldly
cuisines into a restaurant—style food hall.

Wacky

The key theme from the FutureFood-
service report on the nexteraisa greater
polarisation between value-driven social
refuelling and experiences that deliver
sometbing exceptional and differentiat-
ed. One example is based on the Bacman
story: The Park Row restaurant delivers
afine dining experience with dishes giv-
ena cartoon twist with names such as So

What if 'm Mad?, or I Am Fear.

cure lease terms from sub-tenants, effec-
tively making them pseudo—landlords —
food halls need rapid, frequent change to
maintain interest and giveareason to visit
more ﬁ'equently. If a food hall is taking
landlord cash, then landlords want foot-
fallin recurn;” he says.

This has led to some opcrators struggling
toattract enough interesting local heroes
to occupy kiosks, Hanlon says, adding:
“Were secing some designs with too
many kiosks and too few seats. Kiosks
generate the revenue, but without seats,
its like building a great engine without
giving it cnough fuel”
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Sustainability
has to start at

the top

OPTING to put sustainability at the
heart of business dccision—making is
“the best investment weve ever made’
according to Antoine Frey, chair and
CEO of the French real estate invest-
ment company that bears his name.
Frcy is the first business in its sector
to become an ‘entreprise a mission,
which means it has committed to a
lcgal framework ofspcciﬁc sustainabil-
ity goals and strategic decisions with a
wider remit than solcly making mon-
ey. As a certified B Corp, it must now
maintain high standards of social and
environmental performance, transpar-
ency, and accountability.

Traditional commercial imperatives re-
main vital: “We're still here to earn mon-
ey, its the fuel of growth’ Frey says. But
now the real estate firm has plcdgcd to
operate in an cnvironmcntally ﬁ‘icndly
—and community -minded — manner.
Frey, who is speaking at MAPIC, says:
“Were not doing anything for free and
we still target growth and revenue gain.
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We are not saying were going to save
the world, but we have set ourselves on
a direction of improvement and trying
to do things better”

A growing number ofmajor players are

“New principles
must not be
abandoned for a
quick win”

Andrew McVicker,
Pragma Consultancy

pursuing carbon-reduction goals, many
of which are tied to The Paris Agree-
ment, established in 2015; and the Fu-
ropean Union is dcvcloping rcgulations
that will impact how the retail property
sector will invest, build and manage its
assets. And greater focus is turning to-
wards the retail real estate sector and

Sustainable thinking in retail real estate is
gaining traction across Europe. But according
to , it is the actions of the major
players that will drive wider industry action

cstablishing policy.

For example, Josefina Lindblom, senior
EC environmental policy officer, told
the European Council of Shopping
Places (ECSP) podcast in July that the
commission is Working on a directive
focusing on the energy performance
ofibuiidings. Work is ongoing to define
what comprises a sustainable invest-
ment, meaning those claiming such
status will need to show how they are
meeting certain criteria.

Before thar arrives, Frey is being proac-
tive. It has acquired and now manages
1,500 ha of French forest, used to supply
the constructors that develop its shop-
ping malls. And lease contracts demand
that retail tenants are committing to do
their best to reduce their carbon foot-
print and better serve the community.
“If the retailers do not accept the min-
imum then we dont sign the contract
and we dont work with them anymore,
Frey says. “The only way to make sus-
tainable retail is to have happy retailers.”
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Assets that respect
the planet

GREEN PEA in Turin, is another ex-
amplc of sustainable thinking in retail
property.

It opened in December 2020, pro-
viding 15,000 sq m and five floors of
shopping and hospitality space — with
its partners committed to the environ-
mental and social agcnda.

Tenants at the site, which is the brain-
child of the family behind Italian food
hall operator Eataly, are typically local
and have placcd green policies at the
heart of their activities, or are rapidly
moving towards sustainable production.
Raffacle Fratto, director of operations
at Green Pea, says that despite the pan-
demic-induced closures, more than
one million visitors have made their
way through Green Pea’s doors.

“The partner companies and Green
Pea share a ‘manifesto of a few but
important guidelines” he adds. “Ac
the basis are common values and the
objcctivc of building and sclling ser-
vices and products that respect the
planct, with a particular cmphasis on
the excellence of ‘Made in Italy’ in the
worlds ol-dcsign and fashion. Togcthcr
with the partner companies, we have a
common path aimed at the continu-
ous improvement of quality and pro-
duction chains from the point of view
of sustainability.”

Meanwhile, on a smaller scale, Noch-
Mall opened in Berlin in 2020 as the
city’s first second-hand product de-
partment store. It is a circular econo-
my retailer and a subsidiary of the city’s
waste management operator, Berliner
Stadtreinigung.

Fricder Soling, CEO of NochMall,
says the initiative aims to break even
rather than make a proﬁt, and the 2,600
sqm of spacc over two tloors houses a
cafe and an events space, where pcoplc
are cncouragcd to attend repair work-
shops and eco talks.

“We want to influence pcoplc, we want
to change people.” says Soling, who is
cying additional services such as tool
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hire and bicyclc repair to encourage
greener thinking.

He says there has been signiﬁcant in-
terest from local authorities in other
cities, including Munich and Stutegart,
as well as from civic and retail group
leaders from Norway and Isracl, in rep-
licating the model.

Some 900 people per day walk through
doors of NochMall, which Soling de-
scribes as located in an “un-hip” part of
Berlin. The bcst«sclling products, he
adds, are furniture followed by crock-
ery, and then textiles and clothing: “If
the concept works here it will work
anywhere,” he says.

Measurement is key to
improvement

WHILE there is growing recognition
of the importance of sustainabili-
ty, the wider industry must engage
if there is to be meaningful impact.
In the absence of a standard way to
monitor environmental factors — as
well as social factors that are often
wrappcd into sustainability strategy
— most businesses in retail property
are not measuring them.

“It’s pretty shameful how poor the
retail real estate industry is at just re-
cording commercial performance,
director of retail property spccial—
ist Pragma Consultancy, Andrew
McVicker, says. “Even with the grow-
ing switch to turnover rents, there are
still hugc swathes of the market with
no idea about the performancc of
their tenants.” Pragma is working on a
tool that it says will hclp commercial
property companies measure impact,
with clcctricity usage, water rates, em-
ploymcnt numbers and engagement
with local community among the fac-
tOrs to Monitor.

McVicker adds: “If energy costs are
going to go up at the rate thcy are at
present, it’s less of a theoretical want and
more a commercial imperative to think
more sustainably. Encrgy cfﬁcicncy or
insulation will need to be considered

from a commercial perspective.”

Major retailer and
property initiatives

UNIBAIL-Rodamco-Westfield
(URW) set the tone adopted by much
of retail in 2022 with its January 1 ap-
pointment of Sylvain Montcouquiol
as chief resources and sustainability of-
ficer. The ncwly established board role
clevates URW's environmental and
wider sustainability strategics within
the organisation.

Hiscorically, McVicker says, any type
of sector changc tends to come from
idcntifying gcncral best practice, and
then cmulating it.

“‘Because  of the appeal of their
schemes, retailers tend to meet what
is rcquircd to get into Westfield and
British Land sites” McVicker says. “If
the industry sees retailers are Willing
to sign up to social, eco and commer-
cial requirements to get in there, then
theres a hopc it will pcrcolatc across
the industry and you get an agrccd set
of principles.”

Mutual agreements would be needed
to ensure new principlcs are not aban-
doned “for a quick win in terms of
turnover or rental income’, McVicker
adds. “Buc if these larger firms can do
it, the resc of the industry will follow.”
There is plcnty of spccific activity.
During September, The Crown Es-
tate partnered with Lone Design
Club, an indcpcndcnt dcsigncr con-
cept store, to launch a pop-up cele-
brating emerging brands, companies
and pcoplc working towards a more
sustainable future.

Located on Regent Sereet, London,
The Conscious Edit store includes
products to buy and fashions to rent
with Rotaro and customers can bring
prc—lovcd items to be rcpaircd and
upcycled, in-store, with Sojo. There
is also a range of talks, digital activa-
tions, live podcasts, catwalk shows
and presentations.

Similarly, a circa 6,000 sq m depart-
ment store with a focus on sustainabil-
ity, called The Good Store, has opened
on South Molton Street in Mayfair,
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Percentage of female
speakers at MAPIC 2022
and of jury members for
the Awards

Percentage of food
produced locally for the
opening networking night

Percentage of reusable
stands using sustainable
material provided by
MAPIC (Partner: Green-
Bee Event Upcycling)
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London. The store carries a selection
of sustainable products and brands
across clothing, accessories, health
and bcauty, furniture, homeware, tech
and books.

The concept has been created by
Groundwork London, one of a group
of charities “mobiiising practicai com-
munity action on poverty and the
environment, which has a partncrship
with the South Molton Street proper-
ty owner Grosvenor.

Joanna Lea, rewil director at
Grosvenor, adds: “The Good Store is
an exciting retail concept providing
a route to market for high-quality
sustainable products, improving Lon-
don’s circular cconomy and support-
ing social entcrpriscsr”

IKEA property arm Ingka Centres
also launched a new rental piatform
at community shopping centre Livat
Hammersmith, London, called the
Library of Things. Customers can rent
out tools and household items and are
able to share practical skills like DIY
and repairs with others. Founded in
2016 the concept is now open in nine
locations across London.

At the same location Ingka Group
and fast fashion retailer H&M have
introduced Acelier100, a maker-based
concept  store for local creatives.
While it has debuted in London, it
could cquaiiy exist in Stockholm or
Paris, Berlin or Barcelona, and the
project initiaiiy launched in Aprii with
a call for creatives, makers and manu-
facturers to share their ideas. The aim
is for the first selection to bcgin sciiing
their products from this autumn.
Camilla Henriksson, giobai brand
manager at H&M, says that local rel-
evance is at the heart of the project
and the form must be dictated by the
host city and its creative community.
“We want to see how this piays out,
she says. “It has to be driven by the
makersand itisa chaiicngc to us sim-
piy to be curators.”

Henriksson is also in chargc of de-
veloping H&M's Looop initiative
in Stockholm, where customers can
bring in old ciothing to be re-made

as somcthing new. Henriksson says
that it has proved to be popuiar but
that it remains in “the carly stages of
dcvcioping at scale” because the ma-
chincry is iarge — aithough getting
smaller — and the process takes three
to four hours.

“We do hope to build more,” she says.
“Te very much fits with our ethos to be
responsibic for the whole iifecycic of
our products.”

Elisabeth Laville, founder of sustaina-

000000000000

“It's about radically
shifting the business
model to build
purpose-driven
companies”

Elisabeth Laville,
Utopies

000000000000

biiity consuitancy Utopics, and anoth-
er speakcr at this ycar’s MAPIC, adds:
“It is about radicaiiy shifting the busi-
ness model to build purposc-drivcn
real estate companics, who not oniy
tend to minimise their negative im-
pacts but try to have a positive impact
on socicty and the planct.”

MAPIC Is committed to
sustainability

Sustainability takes centre stage
at MAPIC 2022 with dedicated
conferences, workshops,
awards and concepts. For a
summary of our initiatives

and efforts, explore our
sustainability charter and our
full conference programme on
mapic.com

Sustainability workshop
Tuesday November 29,
14:00 - 15:30

A new format providing
participants with information
about the key elements that
make a project sustainable,
featuring successful business
cases and networking with
experts and specialists.
(Invitation only)

Sponsored by Nhood.
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European projects
offer a glimpse into
the future of retail

real estate

WESTFIELD Hamburg-Uberseequar-
tier is a mixed-use urban district with
flexible offices with views over HafenC-
ity and the harbour, modern apartments
with direct access to the waterfront,
three hotels, and a 200-store shopping
centre. The largcst city-centre project
in Europe, it encompasses a culture,
leisure, entertainment and dining offer,
10-screen cinema, bcauty and wellness
centres, international and local restau-
rants, bars and cafes and entertainment
technology.

“At around 2,500,000 sq m of develop-
ment, HafenCity is one of the largest
urban mixed-use projects in Europc and

GARE Maritime in Brussels consists
of the repurposing of a former rail
freight terminal to create 30,000 sq m
ofworkspacc, 10,000 sq m retail space
and 2,500 sqm food-hall space, along-
sidea significant amount ofpublic and
events space. The former frcight termi-
nalis the centrepiece of the wider Tour
& Taxis dcvclopmcnt with a focus on
restoring original features alongsidc
new architecture — the dcvclopcr has
created 12 pavilions from 10,000 cu-
bic metres of timber, making it one of
Europc’s largcst cross-laminated tim-
ber (CLT) projects. The combination

of shopping, work, leisure activitices,

While development
levels are far below the
volumes of 10 or 20
years ago, the projects
that are continuing
around Europe reflect
major shifts in mixed use.
Mark Faithfull reports

one of the key components will be the
new Westfield Hamburg-Uberseequar-
tier which itself is 80,500 sq m of retail,
leisure and restaurant space, opening
in 2023 advisor P-Three co-founder
Thomas Rose says. “The wider HafenC-
ity mastcrplan is incrcdibly innovative
and demands creativity from developers
secking to create architectural structures
of international quality, with the focal
point bcing the Elbphilharmonic Con-
cert Hall, which opens in 2027.*

The scheme will expand the Hamburg
City metropolitan arca by 40% and the
proportion ofpublic and publicly acces-

sible private open spaces is 38%.

cating and drinking and public events
across a hcritagc building with strong,
sustainability credentials, makes this
scheme stand out in Brussels.

“Tour & Taxis will soon be home to
a livcly city quarter. Renovations are
under way on the Gare Maritime and
the cxpansive former frcight station
will become a covered ncighbourhood
with facilities for shopping, work, lei-
surc activities, cating and drinking
and public events, the company says.
“The Gare Maritime is already a stun-
ning building and our renovations will
highlight its beauty while increasing its

functionality.”
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THENORBLIN Factory covers a to-
tal arca of over 65,000 sqm, including
41,000 sq m of modern A+ class of-
fices and 24,000 sqm adaptcd for en-
tertainment, culture, food, retail and
service space. The complcx includes
boutique cinema KinoGram, Poland’s
firse market with certified organic
products BioBazar and the largest
food court in Warsaw Food Town.

New outlets opening or opcncd this
year include the Apple  Museum
Poland, Poland’s first fully digial
art gallcry, Art Box Experience, the
craft beer bar Uwaga Piwo, aBang

AT  NORDHAVN,  Scandinavia’s
largcst and most ambitious urban de-
vclopmcnt project to date, vacant in-
dustrial buildings and land are bcing
transformed into a new sustainable
urban district with a pcdcstrian- and
bikc-fricndly infrastructure. Conceived
to meet Copcnhagcn’s future need for
housing, work began on the industrial
arca of Nordhavn in 2009 and buildings
including The Silo, Kanonhuset, Havne-
huset and Frihavnstarnet now house resi-
dents, while businesses occupya number
of structures including Porcland Towers,
converted twin cement silos whose clad-
cling echoes the Oresund’s tones.

MIGHT Battersea be the last of the great
UK shopping centres to open? It certain-
ly looks that way, but what an cra-cnding
scheme itwill be.

The power station opens on October 14
and is a modern mix of over 100 stores,
clining, leisure, medical, wellness, co-work-
ing and offices. The original control rooms
inboth the 1930sand 1950s sides are hcing
retained to serve as cool dining/ drinkjng
locations and the architecture, unsurpris-
ingly, is the star — albeit Art Deco on one
side, Chcmobyl—chic onthe other.

Leasing director Sam Cotton says the pow-
er station is at the heart of a much wider
rcdcvclopmcnt of the south west London
site, with several stages of its residential and
convenience retail and leisure plans alrcady
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& Olufsen store, the Manufakeura
Wisni, and a W Kruk jewellery store.
The complex will house a mod-
ern Orange  Theory  Fitness club,
the new once.media Group, a Super-
Pharm drugstore and pharmacy, a Par-
is Optiquc store, as well as a Medicov-
er Stomatologia dental care centre.
Purchased in 2008 by Capital Park
Group and the majority complctcd
in 2021 — the scheme is a bold re-im-
agination of a former factory totalling
approximatcly 65,000 sq m of space
including 41,000 sq m of offices and
24,000 sq m of cultural uses.

Rcdcvclopcd warchouses and  new
buildings blend stylcs, sizes and hcights
on Fragmcntcd, small-scale plots. All this
is criss-crossed by new canals showing
Nordhavn’s connection to the water as
well as a planned marina. Buildings and
the areas energy supply are environ-
mcntally fricndly, cmploying the use of
greenery.

A ‘five-minute city' of small hops be-
tween housing, work, day care, trans-
port, recreation and shopping amenities,
Nordhavn activcly Champions journcys
on foot, bike or public transport. Two
Metro stations opcncd in 2020 and a ‘su-
per bikcway’ offers links to the city.

complete and a new London Under-
ground station open. But the iconic power
station will incvitahly be the standout.
Control Room B, built in the 1950s and
fcaturing stainless-steel control panels ar-
rangcd in an arc, is to become a fashionable
bar on reopening, Brands including Ray-
Ban, Ralph Lauren, Tommy Hilfiger, The
Kooples, Acsop and Calvin Klein will be
opening among over 100 Shops, bars and
restaurants, 254 apartments, office space
aswellasaleisure oFFcring that includes the
Chimney Lift Experience. There will also
be a new six-acre riverfront that is open to
the puhlic.

“Tam actually incredibly excited about the
future of retail” says Cotton. “T hope that
Battersea Power Station isasymbol of that.”
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OLYMPIA London has been an ex-
hibition venue for over 135 years and
now developer Yoo Capital is plan-
ning an ambitious culture-led expan-
sion of the asset.

Designed by SPPARC and Heather-
wick Studio, the mastcrplan includes
Hyatt dclivcring a luxury lifcstylc
hotel with 204 rooms, alongsidc a Cit-
izen M hotel with 146 rooms.

A 4,400—capacity live-music venue
built on top of the existing Olympia
West exhibition hall will be run by

TECHNICALLY redevelopment but
in effect a new scheme, The Playcc, for-
merly Potsdamer Platz, will comprise
90 stores in six blocks of themed are-
as, including food, tcchnology, sport,
fashion, lifcstylc and entertainment . A
completc rcdcvclopment of the interi-
or space and public realm will be com-
plcmcntcd by double and triplc—hcight
facades for new emblem stores Mani-
testo Market, a sustainable food hall, an
cco-flagship for Peck & Cloppenburg
(P&C) and Mattel: Mission Play!

AEG Presents, while Trafalgar Enter-
tainment will run a 1,575-seat theatre
— the largest new permanent theatre
of its kind to open in London since
1976. Visitors will also be able to en-
joy 20+ cafes, bars and restaurants in a
sky gardcn with views across London
and 2.4 acres ofpcdestrianiscd public
space.

ASM Global has been appointed to
run operations at Olympia London
exhibition halls, and the new facility is
expected to open in 2024

Manifesto Market will span 4,400 sq
m, with over 750 seats on two floors,
combining local gastro-entreprencurs
and artisans, as well as Michelin-starred
chefs. P&C will open its first cco me-
gastore in Berlin in 2023,

“As the company’s first pure sustaina-
bility store, sustainability solutions are
being tested here on three floors and
3,500 sq m, which could also gradu-
ally find their way into other P&C
locations, according to the Dissel-

dorf—bascd company.

Asian meeting places respond
to the urbanisation of India

INGKA CENTRES managing di-
rector Cindy Andersen doesnt want
to talk about malls, she wants to talk
about mecting places and why even
live schemes need to be given space
to evolve — especially when they cost
€400m, like its latest project, Guru-
gram, a city southwest of New Delhi,
India, which broke ground in August.
The new generation of Asian meeting
places are huge — Gurugram will come
inatover 158,000 sq m over nine tloors
— and are bcing conceived as placcs of
multiplc, ovcrlapping uses.

There will be IKEA and other stores,
but at Gurugram, Andersen is prom-
ising green arcas, workspaces, spaces
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for community events, with a focus on
local needs, F&B, lcarning spaces, over
30,000 sqm ¢ of office space atop the re-
tail area, alongsidc other initiatives.
Planned to open in late 2025, “one size
does not fit all, Andersen says. “Our
Asian schemes are quite different and
far more diversified. What we want to
do is reach out to the community and
create placcs where thcy will want to
meet and visit often. In each location
what that means will be different. Gu-
rugram won't open until late 2025, so
right now I cant say cxactly what that
mix will be.”

A second site at Noida, also in theDel-

hi area, has been acquired, and Ander-

sen points to the urbanisation of India
and says the company will focus its
growth and dcvclopment on metro-
politan India.

Real estate conference highlights

Tuesday, November 29
11.00: How To Shape Retail In
Cities (premium networking
event)

12.00: Landlord & Tenants
Partnerships,

15.30pm: City Talks

16.00: MAPIC Outlet Summit
(premium networking event)

Wednesday, November 30
10.30: Urban Logistics And Retail
16.00: Why Everyone Loves
Retail Parks,
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From the mall

to the metaverse:
tech takes the lead
iIn Cannes

THIS YEARS programme of talks and
conference sessions at the MAPIC
Innovation Forum includes merging
physical and digital, the opportunities
providcd by the metaverse, as well as
innovation pitches.

For the first time at Cannes, visitors
will also be able to visit the Retailtech
Lab, an immersive and cxpcricntial
space that will present the newest solu-
tions and technologics at every step of
the customer experience. There will
be 10 to 15 companies — start-ups
or scalc«ups — giving presentations
according to a defined itinerary to be
revealed in October.

Much of the focus on innovation
continues to relate to customer en-
gagement. Tenant experience and en-
gagement platlorm Chainels has been
a key player within MAPIC's Innova-
tion Forum and will be back for 2022.
“Several of our client collaborations
have been initiated by meetings on the
MAPIC conference floor, Chainels
co-founder, COO and CFO Sander
Verseput says.

This year will see the company show-
casing the value that its turnover re-
porting module can deliver for clients,
according to Verseput, who says that
the module, dcvclopcd only three years
ago, makes it casier to collect turnover
data and offer landlords insights into
tenant pcrformancc. It is now used by
more than 80% of its customers with a
turnover rent model, including Shaft-
esbury, Multi Corporation, Atrium
and Klepierre.
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“Traditionally, the process of submit-
ting and collccting turnover data is
time-intensive for both the tenant
and the property manager or owner,
Verseput says. “Tenants providc pcrfor—
mance datain a variety of formats and
landlords or property managers have
to export the data manually — usually
into sprcadshccts — and then import
it into their own financial or invoicing
systems. This may come in addition to
owners and managers having to send
tenants reminders or even chase the
dataif not provided in time.”

Instead, Verseput says the module
makes the submission and collection
of turnover data a frictionless process
through its smart pcrformancc report-
ing and intcgratcd reminder features
and saves an average olicight hours per
month perasset for owners.

Performance
monitoring

At mall-management platform Hyper-
In, the ability to monitor the pcrfor—
mance of property and mall portfolios
in real time over the internet, is also
incrcasingly important, according to
Markus Porvari, Hyperln president
and CEO.

The ability to pivot quicl(ly means a
need to have “centrally managed, ro-
bust digitised solutions’ he says. And
while physical stores will still be rel-
evant, shopping-centre owners must
stay abreast of change.

“The impact from COVID on retail

rcal c¢state was lCSS than we CXPCCth at

The MAPIC Innovation Forum will
showcase an increasingly diverse set

of technology providers, with
everything from Al, the metaverse and
mall performance evaluation under the
microscope. reports

this point last year. However, the placc—
making industry should stay alert and
prepare for the continued economic
uncertainty using the right tcchnology
tools for more efhcient management
and monctisation of shopping malls’
he says.

This means that retail real estate needs
to analysc customers and campaigns
using big data for successful hypcrlo—
cal and augmented reality (AR) expe-
riences, the first stages of metaverse,
Porvari says. He adds that sales re-
porting projections are also drastically
improvcd with machine lcarning and
Hyperln will be showeasing such tech-
nology enablers at MAPIC.

Shopping centres will need to move
beyond basic services. “Social media
influences and trends gencrated by Al
drive consumer purchases today,” Por-
vari says. “Offering your mall’s existing
products and services as a pick—up or
home dclivcry is not cnough ifthcy do
not attract shoppcrs in the first place‘
More efficient management and mon-
ctisation of the property will become

vital, he adds.

Consumer

behaviour

Retailers and mall owners need to be
undcrstanding their customers  too,
however, something Ben  Chesser,
CEO of global customer-engagement
company Coniq, believes is more im-
portant than ever. “The right technol-
ogies will hclp you to kccp up with and
meet cvolving consumer needs and
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expectations,” he says. “And the Innova-
tion Forum at MAPIC gives companies
the perfect opportunity to discover, de-
bate and evaluate the latest technologies
within the industry.”

He says Coniq has focused on develop-
ing three key arcas of innovation within
its offer. These include the collection ofa
larger and richer range of shopping data
as well as improving customer engage-
mentand stakeholder value by making it
casier to share customer insight.

“There has been a lot of innovation in-
volved in achieving this, from introduc-
ing Al into our platform to creating
new means of connecting offline and
online together, and developing brand
new solutions,” Chesser says.

But as well as maximising opportuni-
ties at centre level, individual retailers
also need to work to ensure opportu-
nities are being grasped at all levels, ac-
cording to Nihal Mougamadou, CEO
and founder at Paris-based SellZone.
“We can see government, states, large
to even small retailers moving towards
innovation, he says.

His company will be showcasing its Al
technology Marketizy that can func-
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tion as a sales representative cither on-
line through ccommerce or in-app or
physical through digital kiosk, in-store
advertising with QR Codes, ete.
“People are more and more Willing to
be independent in their shopping ex-
perience. Whether it can be to select
their kitchen set, fashion accessories or
even their cars. At the same time, the
first point of contact with a sales rep-
resentative is decreasing. Thar is why
we develop Al that can chat with the
customer to answer question about a
speciﬁc product and/or recommend
products that suit customers’ require-
ments, he says.

Retail analytics and pcople—counting
specialist Vemco Group says that meas-
uring customer behaviour provides
valuable information enabling store
layout optimisation and campaigns in
real-time. Customer and data insight
are among the most important tools
when a crisis hits, says the company.
Software platform, Vemcount, can be
used in any place with customer flows
and can be hired rather than purchased.
US- and UK-based Springboard is an-

other company that delivers real-time

Left to right:

Mall-management platform
Hyperln

Tenant experience and
engagement platform Chainels

Coniq CEO Ben Chesser

shopper insights. “Our footfall count-

ing technology tracks customer move-
ment inside and outside of locations
and stores, together with the dwell
time of visitors, demographics using
Al technology and machine learning,”
head of marketing Jenni Matthews
says. “This enables better and faster
decision making for retailers, and shop—
ping malls.”

She says that the company also recog-
nises the need for immediacy for data
collection and delivcry, hence the
launch ofits latest app, SB360, designed
to engage retailers, collect sales dara,
simplify communications and provide
a 360-vision for centre managers.
Springboard’s technology enables re-
tailers and centre managers to monitor
visitors into stores and around the cen-
tre, use footfall data to accurately meas-
ure conversion rates, monitor dwell and
movement within the destination, plan
stafﬁng schedules, identify optimum
hours for store trading, measure the
truc ROI of marketing initiatives and
events, benchmark perfonnance against
the wider market and identify trading loca-
tions for expansion
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“Inaworld thatis changing rapidly, its im-
portant for the retail and property sector
to understand both iocally—spcciﬁc and
market pcrformancc,” Matthews says. “By
providing real-time data and insights we
can support retail destinations and stores
with faster decision making.”

Another key player at this years MAPIC
Innovation Forum will be ChargeGuru
Business Services, which will be showcas-
ing its integrated EV charging product.
“Our solution enables retailers, leisure
and food piaycrs to achieve their sustain-
ability goais by simpiifying the transition
o clectric mobility! managing direc-

tor, France, Lilian Birocheau says. “Our
smart services allow charging to be made
available as a complementary or as a paid
service for visitors, the latter generating a
new stream of revenues.”

And it will also help such players get
ahead of their rivals, according to Biro-
cheau: “Retailers, leisure and food players
haveadetermining role to play in the tran-
sition to sustainable mobility by enabling
clectric-vehicle drivers to charge while
shopping at their location. Deploying
charging stations tociay is an opportuni-
ty to become the preferred choice for all
consumers with charging needs.”

©000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000000

Funding boost for
French start-ups

Vincent Bryant, CEO
and co-founder, Deepki
“DEEPKTI’s scalable SaaS (soft-
ware as a service) platform ena-
bles clients to collect ESG data,
get a comprehensive overview
of their portfolios ESG perfor-
mance, establish pathways, assess
their performance and report
to key stakeholders, facilitating
their transition to net zero. By
projecting pathways, we can esti-
mate the impact of actions on a
portfolio in years to come.
“Innovation creates commer-
cial and community connec-
tions by facilitating communi-
cation between stakeholders
and industry players who share
a common goal. We recently
raised €150m in the real estate
industry’s largest ever Saa$S Cli-
matech fundraising and this
will help us to consolidate our
leadership position in Europe
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by growing our current teams
and opening more offices, as
well as establishing ourselves.

Ismael Ould, president,
Anycommerce
“‘ANYCOMMERCE is a SaaS
that is built to accelerate com-
merce transformation, or at least
evolution. We are an omni-chan-
nel platform that provides what
retailers may need in areas like
cash-in, fulfilment, loyalty and
promotion. Since we are a com-
plete solution, our strategy can be
summarised as ‘actionable insights
for better engagement.
“Technology has allowed thou-
sands of retailers to offer a next-lev-
el in-store experience to millions of
customers. For example, the mo-
bile point-of-sale can totally cut
the time that the customers have to
go through the checkout counters.
“If we are profitable today, we

Vincent Bryant

needed investments to achieve
our ambitions. At the begin-
ning of our history, we sought
capital in advance of the phase
to build the platform. More re-
cently, we got funded in order to
accelerate the product roadmap”

Hakim Saadaoui,
co-founder, Mytraffic
“MYTRAFFIC specialises in
data insights for physical places
and last year we raised €10m with
Alven as lead investor, alongside
Kernel participating as an exist-
ing backer. The company is using
the funds to develop product fea-
tures and accelerate its growth in
the UK, as well as France, Neth-
erlands, Belgium, Germany, Italy
and Spain.

“Founded in 2016, Mytraffic pro-
vides insights on stores, malls, of-
fices and logistic centres to retail,
real estate, asset owners and cit-
ies. The software allows for own-
ers to set the right rental price,
retail networks to select the best
locations for expansion and mall
marketing managers to choose
areas to activate their efforts”
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MAPIC is committed to sustainability!

Our industryis at the very heart of the efforts needed to promote sustainability,and we’re committed
to putting those efforts at the very heart of our own company and the conference we run.

5 MAPIC is engaged in reducing its carbon impact, in
GENDER providing a second life to on-site materials, in a more
EQUALITY circular economy and by reinforcing diversity...

New: GreenBee Event Upcycling is our partner!
17 8 GreenBee is an association that gives a second
life to stand material.

PARTNERSHIPS DECENT WORK

AND ECONOMIC
FOR THE GOALS GROWTH A couple of key figures regarding our initiatives:

o

*100% of stands provided by MAPIC are reusable
and use sustainable material.

*90% of services providers are located in the region.

13 12

CLIMATE RESPONSIBLE *80% of the food is seasonal.

ACTION CONSUMPTION
AND PRODUCTION To learn more and for a summary of our initiatives
and efforts, explore our sustainability charter on

/\ MAPIC website!
|

Read the
W

MAPIC SUSTAINABILITY CHARTER
TURNING SUSTAINABLE GOALS

INTO A REALITY









