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The MAPIC Awards once again celebrated the best in international retail



171 stores across 12 countries and many more to come.  
Danish homeware retailer Søstrene Grene is expanding heavily 
throughout Europe and Japan these years, and the expansion 
has not gone unnoticed. As so, the organisation has just been 
nominated as Best Retail Global Expansion concept at MAPIC 
2017 as one of four finalists.

“We are honoured to have been nominated for the MAPIC  
Awards. I believe that the successful expansion of Søstrene  
Grene is due to our unique store concept where we strive  
to create a wonderful shopping experience every time.  
We continue to successfully attract a large footfall in our stores  
as well as a long dwell time in the stores. With the nomination  
at the MAPIC Awards in the Best Retail Global Expansion 
category we hope to be able to show all relevant stakeholders 
that physical retail has a bright future,” CEO of Søstrene Grene  
Mikkel Grene says.

A UNIQUE SHOPPING EXPERIENCE IS THE KEY
Søstrene Grene was founded in Aarhus, Denmark, in 1973, and 
the family-owned company has now grown to hold 171 stores 
across 12 countries, and two more countries will follow before 
Christmas. Søstrene Grene started its expansion of stores  
in 1989, and in recent years the rate of new store openings has 
skyrocketed with new stores opening weekly across Europe.  
The expansion of the company is a result of the positive  
customer response to the unique retail concept across markets.

Søstrene Grene specialises in home accessories, kitchenware,  
gift wrap, DIY articles, stationery and small furniture. The brand 
represents feminine, Scandinavian design aesthetics with a 
multitude of products for decorating the home, while always 
keeping the prices affordable. The product selection is 

S TRO N G  FO OTFA LL  DR I V E R  W ITH  M O R E  TH A N  170  S TO R E S

everchanging, giving the customers a new experience each 
time. A key aspect of the success is the unique shopping 
experience created in the stores. Every single store is designed 
to give customers a break from their busy everyday lives as 
they search the shelves for new, wonderful finds. The store 
layouts are like labyrinths, and the colourful products are 
neatly displayed in pleasant subdued lighting and reachable 
from wooden crates, making it possible to feel and examine 
each product with your own hands, all the while enjoying the 
classical music from the store speakers and the aromas of the 
wooden crates and loose leaf tea.

STRONG AND RAPID EXPANSION
Søstrene Grene’s expansion strategy involves growing its 
network of stores at a rapid yet sustainable pace. Søstrene 
Grene expects to grow 40 percent in annual turnover in 2017. 
Market entries and expansion are conducted through 
franchising and joint ventures. Søstrene Grene exists of physical 
stores only, located in both shopping centres and street 
locations. Online shopping is as such not a part of the concept, 
and yet the brand is very active digitally, following a distinct 
social media strategy that currently has resulted in more than  
2 million loyal followers in total across social media platforms.

To a large extent, Søstrene Grene’s concept is not adjusted  
to individual markets or regions. The strategy is to create as 
uniform a concept and shopping experience as possible. 
When a customer visits a Søstrene Grene store in Germany, the 
feeling will be the same as in a store in France. The customers 
will listen to the same classical music, walk in the same labyrinth, 
experience the same concept. The only market adaption made 
is according to national and local registration and regulations. 
Store sizes vary according to availability in the markets too.

S Ø S T R E N E  G R E N E  N O M I N AT ED  A S 

BE S T  R E TA I L 
GLOBAL  E X PA NS I ON 

CON CE P T 
AT  M A PI C  2 017

Søstrene Grene’s expansion strategy involves growing its network of stores at a rapid  
yet sustainable pace. Søstrene Grene expects to grow 40 percent in annual turnover in 2017. 
Whenever Søstrene Grene is opening a new store, nearby concepts will increase turnover  
of up to 30% due to the increased footfall that Søstrene Grene is attracting.
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NIKE
USA

RETAILER OF THE YEAR 

FLYING TIGER
DENMARK 

BEST RETAIL GLOBAL EXPANSION 

ADIDAS
NEW YORK, USA

RAPHA RACING
UK

BEST RETAIL STORE DESIGN BEST NEW RETAIL CONCEPT 

Winners of this year’s MAPIC Awards took to the stage last night in front of a packed 
audience at the Palais des Festivals with projects, retailers and personalities from around 
the world recognised for their achievements

The winners for 2017 are...
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BEST O2O STRATEGY 

BEST LEISURE CONCEPT 
IN A RETAIL SPACE

DIGITAL MALL
GERMANY

IFLY WORLD
FRANCE 

BEST F&B CONCEPT

BEST POP UP SHOP 

NESPRESSO
SWITZERLAND

IMAD’S SYRIAN KITCHEN
LONDON, UK

Submitted by Appear Here
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VICTORIA GATE
LEEDS, UK

Architect: ACME
Developer: Hammerson
Other: Sir Robert MacAlpine

BEST NEW SHOPPING CENTRE

CHADSTONE 
SHOPPING CENTRE
MELBOURNE, AUSTRALIA

Architect: CallisonRTKL in 
association with The Buchan Group
Developer: Gandel Group and 
Vicinity Centres
Other: MTRDC, Baigents, Simpson 
Kotzman, Electrolight, Formuim,
RCP Vic, Probuild

BEST REDEVELOPED 
SHOPPING CENTRE

HOOG CATHARIJNE
UTRECHT, THE NETHERLANDS

Architect: STIR
Developer: Klepierre

TSAWWASSEN MILLS
TSAWWASSEN FIRST NATION, 
CANADA

Architect: Stantec Architecture & 
JPRA Architects
Developer: Ivanhoe Cambridge

BEST RETAIL URBAN PROJECT

BEST OUTLET CENTRE Sponsored by
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CUSTOMER SERVICE 
EXCELLENCE AWARD

BEST FUTURA SHOPPING CENTRE

PRADO 
MARSEILLE, FRANCE

Architect: Benoy & Didier Rogeon 
Architecture
Developer: Klepierre & 
Montecristo Capital ROSARIO LOZANO 

BRETONE
SPAIN

Sales Employee
MediaMarkt Saturn

WANDA GROUP
CHINA

KLAUS STRIEBICH
GERMANY

Managing Director Leasing 
ECE Projektmanagement

COMPANY EXCELLENCE PARTNER

INDUSTRY ACHIEVEMENT

In association with
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NEWS
MAPIC Food & Beverage show
to launch in Milan next year

APIC di rector 
Nathalie Depetro 
announced the 
launch of MAPIC 
Food & Beverage 

at a press conference yesterday, 
confirming that the event will 
take place alongside MAPIC It-
aly which is held in Milan, Italy, 
May 23-24, 2018.
The shows will be co-located but 
separate, with MAPIC Italy — 
which will be in its third year — 
firmly aimed at those interested 
in the Italian retail property mar-
ket, while MAPIC Food & Bev-
erage will be targeted at the in-
ternational market, showcasing a 
wide variety of F&B offers from 
around the world.
Speaking at the launch announce-
ment yesterday, held in partner-
ship with JLL Food Consulting, 
Depetro said that she believed 
the time is right to create an event 
dedicated to the fast-growing 
F&B sector, which will include 
an exhibition, tasting areas, con-
ferences and pitching sessions.
“Whenever I visit a shopping 
centre it is clear how important 
F&B has become, something that 
is reflected in the large number of 
F&B operators who have come to 
Cannes in recent years,” she said. 
“Whether it is a mall, an outlet or 
a retail park, people want to enjoy 
dining and to treat the trip as an 
experience, not just to shop.”
Describing the new event as “100% 
international” she said that Milan, 

with its globally renowned reputa-
tion for food, is the ideal location to 
showcase international F&B offers.
“We are now looking at Euro-
pean malls targeting as much 
as 25% of their space for F&B, 
influenced by the very strong 
performance of F&B in Asia and 
the ongoing customer demand for 
dining,” she said. “And it is abso-

lutely a global phenomenon.”
Giving the figures for this year’s 
MAPIC in Cannes, Depetro said 
that around 8,500 visitors from 
80 countries had attended the 
first two days, with a record 1,000 
investors from 360 companies. In 
all, around 2,100 retailers are at 
MAPIC, with 400 of those new 
to the event.

M

TIME OUT 
MARKET IS 
PORTUGAL’S Nº1 
ATTRACTION
LISBON’s Time Out Market 
has become the number 
one tourist destination in 
the whole of Portugal, 
drawing 3.1 million visitors 
in its first full year of 
trading, according to CEO 
Didier Souillat. He ascribes 
its success to the rich mix 
of occupiers which means 
it is far more than just a 
food hall.
“In addition to the 23 
restaurants we have a live 
music venue, a cooking 
academy and an art 
gallery,” Souillat said. 
Illustrating Time Out 
Market’s immersive appeal 
he added: “We find kids 
don’t even look at their 
iPhones because there’s so 
much going on. It’s about 
true experience-building, 
not just eating.”
Souillat’s ambition is to roll 
out the concept to other 
major cities, but he said the 
brand was encountering 
some barriers to growth. 
Time Out had planning 
declined in London, but will 
open in Miami next year.
“The biggest problem isn’t 
landlords — we find they 
come to us,” he said. “But 
it’s the government. It’s 
planning and licensing and 
zoning.”

MAPIC director Nathalie Depetro launches MAPIC Food & Beverage, to be held in 
Milan in May 2018

Read all about it Delegates hard at work

mapic®

HIGHLIGHTS

Day two of MAPIC saw a 
busy market floor, including 
record numbers of investors, 
among the 8,500 visitors
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Futuristic projectShowcasing London and Milan Discussing retail expansion plans

Westfield’s Burton is upbeat on 
prospects for third London mall

E S T F I E L D ’s 
th i rd London 
shopping devel-
opment, in Croy-
don, gained plan-

ning approval this week and is 
expected to open by Christmas 
2022, according to John Burton, 
head of development UK and 
Europe. “Now we’ve got a very 
tight year ahead. We have to draw 
down the land by September 2018 
and then we have nine months for 
demolition followed by a three-
year build,” he said.
Burton countered the notion of 
poor timing with the backdrop 
of Brexit and flagging consumer 
confidence occupying the minds 

of many by saying: “Even if 
these were genuine factors, the 
single thing that puts all of this 
aside is the demand for the prod-
uct. We’re building something 
that is wanted, irrespective of 
the macro-economic factors. If 
it wasn’t different, these macro-
economic issues would have a 
much greater impact on the deci-
sion-making.” He said trading in 
Westfield’s other London malls 
in Shepherd’s Bush and Stratford 
is really positive. “The numbers 
in our two centres don’t reflect 
the general pessimism that is out 
there,” he added. 
Burton also warned that much of 
the shopping-centre stock in the 

UK is outdated and that this is 
having an impact on their trad-
ing prospects: “In the next 12 
months, I think we’re going to 
see the gap between the history 
of retail and the future really be-
ginning to open up,” he said. 
Westfield is also on target to 
open the 69,000 sq m extension 
to its Westfield London mall in 
late March 2018, with approval 
in place for the 20,000 sq m ex-
tension to the Stratford scheme, 
with completion targeted for 
early 2019.
In Milan meanwhile, the nascent 
Westfield Milan shopping centre 
is anticipated to welcome its first 
shoppers by Christmas 2020.

W

ELOCATIONS TO 
LIST THREE 
MILLION 
PROPERTIES BY 2020

ELOCATIONS, an online 
marketplace that allows 
retailers and brokers to find 
and let vacant stores, has plans 
to expand to a million users 
and is aiming for over three 
million properties, all by 2020.
eLocations launched in April 
and currently has 10,000 
registered users — 60% of 
whom are retailers for which 
the site is free to use and 35% 
of whom are brokers who pay 
for the service. 
The site combines information 
about store openings and 
retailers’ presence in more 
than 129 countries worldwide 
with details about lettings, 
vacancies and rents. 
“There is no other site where 
you will find this kind of 
information in the world,” 
president and founder 
Marc-Christian Riebe said. 
“Today brokers have to make 
around 100 phone calls to find 
a tenant but in the future, that 
could reduce to 10 because 
we can tell them exactly which 
retailers have clicked on a 
property in a neighbourhood.” 

ELocations’ Marc-Christian Riebe  

Westfield’s John Burton: building 
something that is wanted 

mapic
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NEWS
Conference confirms Africa is 
a land of retail opportunity

ITH 55 countries, 
49 of them sub-
Saharan, a mid-
dle class that has 
tripled in the last 

20 years and a rapidly growing 
population that will account for 
25% of the world’s population by 
2025, Africa is a land of retail 
opportunity. But it’s not without 
its potential pitfalls, according to 
panelists at yesterday’s Africa: A 
Promised Land For Retailers?
conference.
Christophe Chauvard, general 
manager for France, Switzerland 
and Africa at bowling alley com-
pany QubicaAMF said: “We are 
active in 16 countries, 90% of the 
market, and we don’t see any dif-

ference between Africa and any-
where else in terms of trends and 
ways of operating.”
Peter Wilhelm, CEO of developer 
Wilhelm & Co, said that money 
for development many be an is-
sue, however: “How do you raise 
finance [in Africa]? Most of the 
finance comes from South Africa 
at the moment and you also have to 
ask how liquid your assets will be.”
Issues concerning finance not-
withstanding, all agreed that al-
most every African country repre-
sented an opportunity: “There is 
a huge gap between demand and 
supply, in terms of malls across 
Africa,” Xavier Desjobert, CEO 
of CFAO Retail said. “But for 
things to work you need to work 

as a team in sub-Saharan Africa.”
North Africa was generally re-
garded as a separate entity and 
is already in the throes of de-
veloping malls across its six na-
tions. Mouadh Kacem, CEO of 
Tunisian company Indigo Prop-
erty, cited the Sousse Mall, a 
55,000 sq m GLA development 
in Sousse, as an example: “In 
Tunisia, there are only two shop-
ping centres with hypermarkets. 
We see the potential for six and 
the Sousse Mall is part of this.”
With the average mall size across 
the continent at just 16,000 sq m, 
according to Mall & Markets 
CEO Bertrand Boulle, all agreed 
that in spite of the constraints, 
there is everything to play for. 

W

FIRMS JOIN 
FORCES TO APPLY 
VIRTUAL AND 
AUGMENTED 
REALITY TO 
RETAIL
RETAIL real estate investment 
manager Redevco has teamed 
with the Digital Catapult Centre 
Brighton (DCCB). They  will 
look for companies that can 
help develop ideas, products 
and services, especially in the 
area of virtual and augmented 
reality, that will improve the 
experience of visiting and 
shopping at Hanningtons 
Estate, Redevco’s project in 
Brighton’s Lanes. 
The partnership is part of a 
wider policy of adopting new 
technology. “We embrace 
technology at Redevco. Our 
strategy hinges on partner-
ships with external compa-
nies,” Marrit Laning, head of 
research at Redevco said. 
“We are looking to work with 
digital designers and software 
companies in developing 
commercial products that we 
and others may use. We offer 
input from our senior 
management team, Redevco’s 
deep knowledge of retailing 
and real estate, as well as 
access to our properties to 
design and test out the new 
technologies,” Laning added. 
The two companies aim to 
draw up a shortlist of potential 
technology partners by the 
end of December.

QubicaAMF’s Christophe Chauvard (left); CFAO Retail’s Xavier Desjobert; 
Wilhelm & Co’s Peter Wilhelm; and Mall & Market’s Bertrand Boulle

Press launch for MAPIC F&B 2018Walking the pink carpet Sunset networking
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Global meets local at the BNP standIn the heart of the action See you in 2018!

Busy MAPIC reflects a sustained 
recovery for Spain’s retail market

ETAIL in Spain remains 
buoyant according to the 
latest developments re-
vealed at MAPIC this 
week. The clearest sign 

of how consolidated Spain’s re-
covery is becoming is the com-
bination of deals and ambitious 
new developments opening and 
in the pipeline, many showcased 
in Cannes.
A session on new trends and op-
portunities in the Spanish market 
held on Wednesday, identified 
particular opportunities for the 
Spanish retail property industry 
to attract a higher-spending tour-
ist customer. 
The session, which was hosted by 
Asociacion Espanola de Centros 

y Parques Comerciales (AECC) 
chairman Javier Hortelano, also 
identified the increasing popular-
ity of leisure and food and bever-
age (F&B) space within centres 
in the country as it embraces the 
growing international trend. The 
hunger for food and beverage was 
also identified later in the week 
by CBRE Spanish director of 
national product retail Gonzalo 
Senra who said that he was see-
ing a lot of interest from occupi-
ers, describing it as “the flavour 
of the month”.
UK mall landlord Intu is one of 
Spain’s big dealmakers and de-
velopers. It acquired the Xanadu 
shopping mall southwest of Ma-
drid for €530m in March and 

signed a 50% joint-venture deal 
in May with TH Real Estate. One 
of its most ambitious projects to 
date is Torremolinos, on the Cos-
ta del Sol, which it showcased at 
MAPIC this year.
In the outlet sector, Barcelona’s 
Vildecans The Style Outlets, op-
erated by Neinver, reported that 
it had welcomed 2.6 million visi-
tors in its first year since opening 
in October 2016 and has signed 
18 new tenants since opening.
Sonae Sierra and McArthurGlen 
are developing Designer Out-
let Malaga, where construction 
works have already started. This 
50-50 joint venture represents 
a €115m investment, creating 
30,000 sq m of new retail space.

R

SPANISH MARKET  
STRONG FOR  
PRIME ASSETS 

INVESTORS and retailers 
continue to be attracted to 
the Spanish market despite 
some polarisation in the 
quality of shopping-centre 
space, a leading real estate 
agent has said.
Speaking to MAPIC News, 
CBRE Spanish director of 
national product retail 
Gonzalo Senra said that the 
“fundamentals are there in 
Spain” with strong perform-
ing retail centres and a good 
shopper spend bringing in 
renewed interest from 
overseas.
But he added that investor 
interest was still largely 
confined to the largest, 
most-popular schemes in 
affluent areas of Spain.
“There’s a lot of appetite for 
prime and super-prime 
assets,” he said. “The best 
shopping centres are getting 
better but the weaker ones 
are still struggling. A lot of 
the stock was built between 
2000 and 2010 and it was 
built by people looking to 
sell; they weren’t really 
long-term projects.”

CBRE director of national product 
retail Gonzalo Senra

Barcelona’s Viladecans The 
Style Outlets

mapic



NEWS

14

Mall of Egypt almost 80% let as
MAF reports improving market

Sumitomo targets major European cities

AJID al Futtaim 
(MAF) CEO Rob-
ert Welanetz be-
lieves MAPIC is 
the perfect place 

to cement relationships with re-
tail brands, to explore emerging 
themes in the market and to spot 
innovations that will shape the 
next generation of developments.
MAF operates 21 integrated life-
style schemes across the Middle 
East North Africa region with a 
combined GLA of one million 
sq m, and that figure  is poised 
to grow. “We have a very robust 
development portfolio,” Wela-
netz said. “We’re constantly re-
freshing our existing assets and 
there’s a 600,000-sq m develop-
ment pipeline.”
A leasing priority for MAF is the 
165,000-sq m Mall of Egypt in 
Cairo, which opened in March 
2017 with 70% of its GLA pre-
let. “Our owner and founder went 
into Egypt very early and we 
spent 10 years planning the Mall 
of Egypt,” Welanetz said. “As a 
long-term owner we’re commit-

ted to the scheme and things are 
improving in Egypt. We’re now 
seeing take-up accelerating and 
we’re heading towards 80% let.”
This long-term perspective is 
an important part of MAF’s 
approach. “We’ve never sold 
a property and that gives our 
brand partners reassurance that 
they know who they’re going to 
be dealing with,” Welanetz said. 

Another feature of the MAF ap-
proach is that it includes a broad 
range of property types to allow 
retailers to access different mar-
ket sectors. “Not all markets are 
equal,” Welanetz said. “We have 
everything from 5,000-sq m con-
venience malls up to the Mall of 
the Emirates. We try to custom-
ise solutions from our quiver of 
property types.”

SUMITOMO Realty, one of Ja-
pan’s leading property develop-
ers and investors, is looking to 
export its expertise in large-scale 
mixed-use projects to Europe 
and is on the look-out for sites in 
major European capitals includ-
ing London, Paris, Moscow and 
Berlin, according to assistant 
manager Keisuke Watanabe.
Watanabe said that the com-
pany is currently developing a 
460,000-sq m mixed-use scheme 
in a waterfront location in Tokyo 
and as a long-term investor it has 
management as well as develop-
ment expertise.
“We’re looking for local part-
ners, and we will consider joint 
ventures with local developers,” 
he said.
And capital is also flowing in the 
opposite direction from Europe 

to Japan, according to Kenzo 
Matsushita, general manager at 
multidisciplinary construction 
business Takenaka. He advises 
inward investors to look be-
yond Tokyo. “Kyoto is proving 

very attractive to foreigners,” he 
said. “Retail and hotel players 
are moving in and we’re keen to 
see investment outside Tokyo to 
create a more diverse spread of 
opportunities.”

M

MAPIC DEBUT 
FOR MASSAGE 
BRAND

MAPIC first-time visitor 
Elliot Walker, commercial 
director of UK-based The 
Massage Company says he 
has been overwhelmed by 
his experience of the show 
in Cannes.
“It’s been an amazing event 
and I’m so grateful to be 
here because the meetings 
we have had for the size of 
brand we are will pay 
dividends for us — not just 
now but in years to come,” 
he said. 
Walker was at the show to 
promote his subscription-
based massage business 
to property agents, 
shopping centre owners 
and developers as he 
looks to expand the 
concept as well as to sign 
up additional franchise 
partners. 
Walker is on the hunt for 
sites of around 2-3,000 
sq ft in the southeast of 
England as well as looking 
for master franchisees for 
international expansion. 
The membership concept 
means that customers are 
eligible for a monthly 
massage and ensures 
repeat visits to retail 
locations where his 
concept is sited. 
“We are open seven-days-
a-week and 12-hours-a-
day,” he added. 

The Massage Company’s  
Elliot Walker

Majid al Futtaim’s CEO Robert Welanetz

Takenaka’s Kenzo Matsushita (left) with Sumitomo Realty’s Keisuke Watanabe 

mapic
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EuropaCity showcase highlights
plans for next-generation retail

Budapest mall designed for fashion

HE TEAM behind one of 
the Paris region’s largest 
urban developments for 
decades is in Cannes pre-
senting the project to the 

international market.
Initial work has begun on Eu-
ropaCity, a major mixed-use de-
velopment masterplan that will 
bring new leisure, retail, exhibi-
tion and cultural space situated 
between Paris and Charles de 
Gaulle Airport.
Benoit Chan, chief executive of 
EuropaCity, said the development 
would create a “complementary 
centrality to downtown Paris”.
“We all know Paris is a cultural 
destination but it’s been pretty 
static over the last decade. It 
needs something new; it needs a 
new image as a digital and inno-
vative city as well.”
The EuropaCity project is a joint 
venture between French devel-
oper Immochan and Chinese 
developer Dalian Wanda Group. 
The plans include a waterpark, a 
theme park with rides, a ski slope, 
space for public events and an 
urban farm alongside new hotels 

and restaurants. The project is set 
for completion in 2024.
Chan said the retail element was 
designed to accommodate the 
next generation of shopping, in re-
sponse to the fact that “all the rules 
have changed over the last decade”.
“It used to be a rule that when 
you were building new space you 
started with an anchor, usually a 
department store. Now the main 
anchors will be leisure, culture 
and sports.”
EuropaCity is one of a number 

of major developments in Immo-
chan’s global pipeline over the 
next five years. 
The developer is also active in 
China where it is on the ground 
delivering a 40,000 sq m exten-
sion of the Hello City mall in 
Zhejiang province, and in Russia 
where the 111,170 sq m Aquarelle 
Pushkino shopping centre is tak-
ing shape in the Moscow region. 
The company has a number of 
projects in France, including the 
extension of Yellow Pulse in Lyon. 

HUNGARIAN developer Fu-
tureal will unveil its multi-level 
54,000 sq m GLA Etele Plaza 
mall in 2020, in south Buda-
pest. Krisztina Deutsch, head of 
leasing, said the scheme, which 

stands to benefit from a catch-
ment of 1.3 million people living 
within a 30-minute drive, will be 
different from the three existing 
shopping centres in the area. 
“We are working to make this 

a fashion destination and are 
negotiating with all of the big 
brands,” she said. A high level 
of importance has been attached 
to the leisure provision in the 
shopping centre, which will have 
more than 10 food-court units. 
Deutsch said: “We have tried to 
make technology a differentiator 
and we’ve been developing the 
app for this. There will also be 
click-and-collect points across 
the whole of the centre and VIP 
services as part of this.” 
Externally, the facade consists of 
cubes and rectangular boxes of 
different sizes that can be backlit, 
adding interest and form to the 
structure. “We will have green 
areas on top of the building, 
which is also nice,” Deutsch said.

T

LESLIE JONES 
BUILDS GLOBAL 
PARTNERSHIPS 
LESLIE Jones’ head of 
international business 
Simon Scott said he was 
looking for local partners in 
international markets for 
new collaborations. “That’s 
a good way of operating for 
us,” Scott said. “It’s about 
exporting British expertise 
but also integrating and 
sharing that expertise with 
locals,” he said. 
The company is already 
partnering in Ukraine with 
local business Urban 
Experts. “We can draw on 
the ideas from the UK and 
find what’s relevant for 
Ukraine and also learn from 
that market too,” he said. 
The duo are involved in Rive 
Gauche, an Immochan 
development in Kiev, 
working on the interior 
design of the second phase 
of the shopping centre. 
They beat eight other 
European bids to win the 
contract. The centre will be 
anchored by Auchan which 
will open a 15,000 sq m 
store in the first phase of 
the 150,000 sq m site next 
year. The second phase, 
opening in 2019, will 
comprise a shopping 
gallery of 60 shops.

Simon Scott, head of international 
business for Leslie Jones

EuropaCity chief executive Benoit Chan

Futureal’s Krisztina Deutsch: making technology a differentiator

mapic



They ’ re all in the  
Online Database…

Contacting participants 
has never been so easy! 

Network
with participants

Year-round
access

mapic.com

132_RM DATABASE_N3_PIC



NEWS

19

Klepierre’s Prado project set to 
transform Marseille city centre

Top brands sign up to Moscow’s Salaris

LEPIERRE is in Cannes 
with a raft of develop-
ment projects, including  
the 23,000 sq m Prado 
project in the centre of 

the city, which chief communica-
tions officer Julien Goubault said 
was “unique to Marseille”.
Speaking to MAPIC News, 
Goubault said: “We wanted to 
do something really tailored to 
the heart of this neighbourhood 
in Marseille. At the moment the 
area doesn’t have a shopping cen-
tre. The design work is amazing 
— we wanted it to be open to the 
city, with natural circulation. It’s 
the first of its kind.”
Nearing completion and set for an 
opening in April next year, Prado 
will bring an extra 50 retail units 
to the city.
Klepierre, is also on the ground 
in the Netherlands, where it is 
working on a redevelopment of 
the Hoog Catharijne centre in the 
centre of Utrecht.
Goubalt said the scheme, located 

close to Utrecht’s main railway 
station through which 90 mil-
lion passengers pass each year, is 
a bridge between the old city and 
its more modern districts. It sits 
within a key district of the city 
centre, which will gain 600,000 
sq m of office space, a new hotel 
and a casino. 
The redevelopment works will 
revitalise the existing centre, 
which was the Netherland’s first 

shopping mall. “It was a bit of a 
mess in terms of urbanisation,” 
Goubault said. We are working 
closely with the city to rearrange 
the whole urban scheme.”
The first phase of the revitalisa-
tion was completed in April ear-
lier this year, with further stages 
set to complete between now and 
the end of 2019 when the overall 
redevelopment is scheduled for 
completion.

SALARIS Shopping mall, the 
new centre being development by 
Horus Management in Moscow, 
Russia, has revealed the latest 
names to sign up for the scheme, 
which will open in the first quar-
ter of 2019. 
In addition to a 26,500 sq m hy-
permarket from Globus, which 
signed for the centre earlier this 
year, international retailers H&M 
and Uniqlo are to take stores. 
Other brands which are look-
ing to open in the centre include 
fashion retailers LPP Reserved, 
Cropp, Mohito, House, Sinsay 
and Sportmaster.
The retail offer will be supple-
mented by an eight-screen cine-
ma from Cinema Park as well as 
Panda Park, a 4,000 sq m enter-
tainment area and a 2,200 sq m 
fitness centre from Raketa. 
“We have had very high interest 

here at MAPIC and there will 
be more international names to 
announce,” said the company’s 
chief commercial officer Olga 
Starichenko. 
And taking account of the grow-
ing trend, the amount of space 

dedicated to food and beverage 
was also to be expanded, she said. 
F&B will now account for up to 
15% of space in the centre and 
will include a gastronomic mar-
ket as well as restaurants, cafes 
and food court.

K

SECONDARY 
CITIES 
SHOW POTENTIAL  
IN CHINA 
LEIDEN Business Academy’s 
CEO Catherine Qun Li believes 
the most fruitful development 
opportunities in China may 
now lie outside the core cities. 
“In China, even though we have 
2,000 shopping centres, the 
market is huge. It’s the tier-two 
and tier-three cities that now 
have potential,” she said. 
She also said that for owners 
of older centres, there may be 
opportunities to reconfigure 
schemes where “the layout is 
not optimal”. 
And the worst may be over in 
terms of online erosion of retail 
spend which has been a major 
factor in the Chinese market. 
“The big online retailers have 
had a huge impact,” she said, 
“but since 2015 shopping 
centres and physical stores 
have focused on making their 
customer experience better 
than the online experience. 
And gradually we are seeing 
online shopping converging 
with bricks-and-mortar 
stores.”

QUIMPER CENTRE  
TOTALS 93 UNITS  
AFTER FACELIFT  
FOLLOWING an ambitious 
renovation and extension over 
18 months, La Galerie Geant 
Quimper has seen a 22% rise 
in footfall, according to 
developer Mercialys, as part of 
its new generation of mall 
formats. The scheme has seen 
11 new retailers join, including a 
1,700 sq m H&M, and the 
centre has introduced a 
number of features, including 
dynamic signage for vehicles to 
indicate free parking spaces. 
Completed in September, the 
extension brings the centre’s 
total number of units to 93, 
including key anchors Sostrene 
Grene, Kiko, Parfois, Footlocker 
and Sephora.

Prado: bringing an extra 50 units to Marseille

Olga Starichenko: high interest at MAPIC
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Lighting and display technologies
brighten the consumer experience

Nancy project combines old and new

E C H N O L O G Y 
is presenting mall 
owners with new 
opportunities to 
add value and in-

crease dwell time to their 
schemes, with a host of in-
novative products on dis-
play at MAPIC.
Konstantina Kostakou, 
export manager at Greek 
lighting design company 
Fotodiastasi said light-
ing displays were proving 
more popular than ever, 
with orders coming in to 
the company from as far 
as the USA, the Emirates 
and China.
Citing successful social 
media campaigns linked to 
festive and seasonal lighting 
Kostakou said that creative 
displays were becoming 
more interactive and add-
ing value to schemes where 
owners could create “little 
universes” to attract shoppers.
Kostakou said that digital innova-
tions in lighting and display tech-
nology were emerging in the field, 

offering new ways for mall own-
ers to “engage with shoppers and 
create unique atmospheres within 
their centres”.

Dubai-based tech com-
pany Nearbuy is show-
casing a suite of products 
that enhance the custom-
er experience in malls 
across the globe while 
delivering valuable data 
for mall owners.
Nearbuy’s interactive way-
finding system will deliver 
a route map to any part of a 
mall direct to the shopper’s 
smartphone. And Nearbuy 
co-ordinator Amelie van de 
Kelder said the system can 
also be linked to a mall’s 
loyalty programme, offer-
ing shoppers discounts at 
stores along their chosen 
route.
The company has even de-
veloped a robotic assistant 
that will lead shoppers 
through the mall to their 
destination.
Another product designed 
to delight children and 

keep them active is the Phygi-
tal wall, which combines physi-
cal exercise with the excitement 
of digital games.

A SCHEME to revitalise and re-
develop some of the French city 
of Nancy’s most historic architec-
tural highlights presents a unique 
opportunity for both retailers and 
international investors, the head 
of the project has said.
The scheme, led by the Metropole 
du Grand Nancy, will see key 
buildings within the city centre 
refurbished and made ready to ac-
commodate modern retail space.
Metropole du Grand Nancy is 
inviting potential investors to 
participate in the multi-faceted 
works, which are intended to at-
tract new brands and raise the 
city’s status on the international 
retail stage.
Leading the project, and the 
team present in Cannes, Benja-
min Brillaud said that this year’s 

MAPIC had shown there was a 
keen interest from potential in-
vestors and development partners 
from around the world. 
He told MAPIC News: “The 

quality of the offer we have with 
the remarkable buildings that 
are in Nancy has allowed us to 
participate on a new internation-
al level.”

T

Fotodiastasi export manager Konstantina Kostakou

Metropole du Grand Nancy’s Benjamin Brillaud
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F&B ‘GIVES 
PEOPLE A 
REASON TO STAY’
RETAIL is a business built 
around relationships, and 
MAPIC has become 
established as a key forum 
for landlords and brands to 
meet, according to Resolu-
tion Property partner Shane 
Scott. “Head-office relation-
ships with key retailers are 
important, especially in outlet 
retail where understanding 
retailers’ business is crucial,” 
he said.
Scott said the outlet format is 
evolving, with F&B emerging 
as a tool to encourage longer 
dwell time. For example at 
Resolution’s new Honfleur 
outlet in Normandy, the F&B 
area has been located at the 
heart of the scheme with an 
enhanced range of catering 
operators.
“There are a million other 
things people can do with 
their time so you have to 
give them a reason to stay,” 
Scott said.

TEHRAN MALL 
BREAKS NEW 
GROUND 
DEVELOPED on a 1.9m 
sq m plot in central Tehran, 
the luxurious 500,000 sq m 
Iran Mall is the country’s first 
project on such a scale to 
be planned, developed, 
owned and managed under 
a single ownership. It will 
become a multi-faceted 
attraction for all ages.
The development includes a 
car showroom, Persian 
garden, a fashion square, 
42,000 sq m of F&B, a 
five-star hotel with 450 
rooms, 20,000 parking 
spaces, 850 Shops, a 
20,000 sq m hypermarket, a 
musical fountain, the Crystal 
Atrium, a 40,000 sq m exhibi-
tion area on four levels, 12 
cinema screens and a 
commercial tower.
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Fashion retailer KiK to open 
1,500 stores within fi ve years 

PEN ING 1, 50 0 
stores by 2022 is the 
target for German 
“daily-needs fashion 
retailer” KiK, ac-

cording to Petar Burazin, manag-
ing director Netherlands, Austria 
and Romania. 
The low-cost fashion retailer 
aims to make this ambition a 
reality by effecting US market 
entry in and around the Chicago 
area within two years, as well as 
opening its fi rst Romanian stores 
next year. 
Currently, KiK trades in 11 coun-
tries, the bulk of them in Ger-
many, and Central and Eastern 
Europe. The average unit size is 
between 650 – 1,000 sq m.
“Our philosophy is to take the 
stores to our customers and at 
MAPIC we are coming to meet 

our business customers,” said 
Burazin, who emphasised that 
there are not currently many 
retailers with expansion pro-
grammes of a similar magnitude.
He added: “We are successful be-
cause we make decisions quickly 
and also because we recognise 

mistakes when we make them 
and we put them right. As far as 
the US is concerned, we need 
to go there in order to reach the 
1,500 new stores target.”
In its current format, KiK trades 
in all retail arenas, from malls to 
high streets. 

O

KiK’s Petr Marek (left) and Petar Burazin

Votre cerveau
mérite d’être disponible

mapic

LEISURE AND F&B 
BOOST BUSINESS 
IN CENTRES,
REPORT FINDS 
FOOD and beverage, leisure 
and community amenity 
operators have led to an 
estimated rise of 28% in rental 
value growth, a 7.24% 
increase in footfall and a 1% 
decrease in vacancy rates 
across 12 shopping centres in 
Europe in the past 12 months. 
The fi gures come from a new 
report from the Urban Land 
Institute and JLL which was 
launched at MAPIC yesterday. 
The team analysed centres in 
the UK, France, Poland and 
Spain which have recently 
been upgraded or extended. 
In a survey of ULI members 
working in the retail sector 
more than half (58%) said that 
the addition of F&B, leisure 
and community amenities had 
had a positive impact on the 
fi nancial performance.



mapic.com

14-16 November 2018
Palais des Festivals
Cannes, France

134_RM SAVE THE DATE_N3_PIC



www.cannesiget.com
ADRESSES AND SPECIAL 

OFFERS IN CANNES

07_CANNES I GET_N_PIC

NEWS

25

THE NORDIC Pavilion at 
MAPIC this year has been 
substantially expanded and as 
the face of the Nordic Coun-
cil of Shopping Centers it has 
16 companies from across the 
region displaying their wares, 
with products from developers 
and architects. With represent-
atives from Finland, Norway 
and Sweden, this is a multi-
country affair and one high-
lighting a wide range of differ-
ent shopping-centre projects.  
Marika Waern, managing direc-

tor of the NCSC, said: “We are 
trying to get the best possible 
for our 1,200 members. We’re 
taking the Nordics to Europe 
and taking Europe back to the 
Nordics. There have been nu-
merous times in the last couple 
of days when we’ve had meet-
ings here that would never have 
happened back in the Nordics.” 
Caroline Lindberg, marketing 
manager for the NCSC, said: 
“We get leads here for a whole 
year. Just coming here for that 
reason is worth it.”

Giving profits a bounce 
with trampolines and VR 

T A TIME when 
retailers and devel-
opers everywhere 
are emphasising the 
importance of ‘expe-

rience’ as part of the shopping-
centre mix, it is no surprise that 
leisure is playing a major part at 
MAPIC. Equally unsurprising 
is the fact that almost all of the 
leisure companies exhibiting this 
year are family-oriented, featur-
ing everything from trampoline 
parks to virtual-reality booths. 
One of the most active displays 
was Gravity Trampoline Parks, a 
UK company which already op-
erates in shopping centres across 
Britain and is now expanding 
across Europe. A.I. Solve, a vir-
tual-reality company that also 
hails from the UK had grown 
men wearing headsets waving 
their hands in front of onlook-
ers as they engaged in quasi-real 

worlds, while for those seeking 
more traditional entertainment, 
bowling alley supplier Qubi-
caAMF returned to MAPIC. 
A feature of the ‘leisure zone’ was 
the number of companies that fall 
into the create, design and build 
category, with many offering fu-
turistic-looking assault courses, 
in various permutations, for chil-
dren visiting shopping centres. 
Top honours for physical exer-
tion, however, have to go to Ger-
man company Citywave which 
creates “endless, real water” 
waves for surfers, beginners and 
professionals.  Citywave attrac-
tions are already up and running 
in shopping centres and leisure 
destinations in Germany, Swit-
zerland and France, with six more 
currently under construction. 
Something for all the family then, 
as malls morph into year-round 
leisure and shopping destinations.

A

Caroline Lindberg (left) 
and Marika Waern 
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Expanded Nordic Pavilion
reflects region on the rise
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Malls look to technology firms
to help understand customers

US enjoys surge in consumer confidence

HOST of innovative 
technology-based 
companies are at 
MAPIC, offer ing 
technical solutions 

for retailers and landlords in-
creasingly focused on under-
standing and influencing cus-
tomer behaviour.
Counting shoppers and allow-
ing mall retailers to talk to each 
other are two of the major inno-
vation themes being showcased. 
The problem that impacts many 
shopping centre operators is the 
ability to account for footfall, 
assessing its highs and lows, the 
chance to compare it with other 
schemes in a portfolio and ensur-
ing consistency throughout.
A video camera-based shopper 
counter from French specialist 
Quantaflow uses a pair of cam-
eras to provide a 3D image. This 

is more accurate in recognising 
real customers, rather than large 
objects passing through an en-
trance, according to Guillaume 

Noblet, vice-president sales and 
marketing. And the information 
gathered can then be viewed via 
an app in real time, allowing ad-
justments to be made to staffing 
and security, among other things.
When it comes to retailers within 
a shopping centre talking online 
to each other about informa-
tion that has been gathered, 
Rotterdam-based Chainels has 
developed an app to make this a 
reality, in place of the more tradi-
tional shopping centre managers’ 
meetings.
Co-founder Willem Buijs says 
that on offer is a “business to 
business platform” where the aim 
is to make things “as easy as pos-
sible for the retailer”. Information 
can be shared on the app by name 
or anonymously and can be used 
to regulate anything from secu-
rity to opening hours.

US CONSUMER confidence is 
at the highest for 10 years with 
real wages going up and pent-up 
demand being released since the 
summer, a trend that will contin-
ue into 2018 and beyond, accord-
ing to Naveen Jaggi, president, 
Americas for JLL. 
“Contrary to popular sentiment, 
the US is healthy and there is 
no retail armageddon because 
consumers continue to spend,” 
Jaggi said. 
Although the released demand 
will impact across the industry 
he said there were a number of 
sectors to watch in particular. 
“Anything related to home im-
provements — including furni-
ture — will be a sector to pay 
attention to,” he said. 
The reaction of the grocery mar-
ket to Amazon’s Wholefoods deal 
will also be an interesting sector 
to watch, whilst the entry of Lidl 
into the US market will also have 
interesting implications, Jaggi 
added. 

The fitness, health and beauty 
markets are also sectors to watch, 
said Jaggi — especially as sec-
tors like beauty become more 
male-orientated. “Watching that 
industry progress will be fasci-
nating,” he said. 
Similarly, the pharmacy market 

will also see growth, said Jaggi. 
“In the US, studies show the pro-
portion of disposable income go-
ing to health is growing for baby 
boomers, so we will see more 
and more money being spent in 
that sector which will also have a 
positive impact,” he said. 

A

EVOLUTION 
THEORY: LOOK 
AHEAD, HERE 
COME THE 
HYBRIDS
THE OUTLET mall format is 
in the process of evolving, 
with hybrid offers and urban 
schemes providing key 
opportunities for future 
success according to a new 
report from Savills and 
Seven Dials. 
Retail Revolutions: The 
Evolution of the Outlet 
Centre found that average 
footfall has grown 10% at 
such schemes since 2012, 
while average spend has 
risen from €57 to €81.25 
and the number of 
shoppers visiting between 
three and 11 times per year 
is up by 10%.
The new report also 
highlights the trend for 
outlet malls to increase their 
leisure offer. Restaurant 
provision has doubled since 
2011, now accounting for 
around 8% of units at outlet 
centres across the board 
— and upwards of 10% at 
many schemes. 
At London Designer Outlet, 
29% of units are occupied 
by cafes and restaurants.
Landlords are now also 
seeking to create other 
types of hybrid scheme. 
An example of this is the 
innovative Princes Quay 
development in Hull, UK.
Princess Quay is one of the 
first schemes to mix an 
outlet centre and full-price 
high-street offer. 
Colin Brooks, who is 
managing director of the 
Princess Quay’s operator 
Realm, said: “There are 
suggestions that the 
sector is perhaps 
undervalued currently, but 
with its market value 
expected to grow by 35% 
over the next three years, 
outlet centres will become 
an increasingly attractive 
asset class.”

Chainels’ Willem Buijs

JLL’s president, Americas, Naveen Jaggi

mapic



To find out more, please visit us at Stand P-1.K12 or contact  
amy.cartledge@benoy.com to arrange a meeting with the team

benoy.com

TSUM
Kiev, Ukraine, 2017

Hangzhou Tower 501 Plaza
Hangzhou, China, 2017

iapm
Shanghai, China, 2016

Ferrari World Abu Dhabi
Abu Dhabi, UAE, 2010

Benoy, now in its 70th year, is a global family of design 
specialists committed to delivering world-class solutions 
for the built environment. Balancing creative vision 
with commercial viability, we work with clients to create 
iconic destinations that enrich people’s lives, strengthen 
communities, enhance nature, and deliver lasting economic 
value. We specialise principally in masterplanning, 
architecture and interiors.
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