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The breadth and 
depth of  speakers’ 
insights and knowl-
edge at the European 
Outlet Conference 
show the industry’s 
maturity.
By AMy LAUGHINGHOUSE
Contribut ing Writer

THE THEME OF the 11th Annual 
European Outlet Conference – 
“Creating Destinations,” – is exactly 
the aim of  outlet retailing from the 
moment the outlet center opens. 

Conference chairman Mike Natas, 
Deputy Managing Director of  De-
velopment, McArthurGlen, said the 
theme underscores the importance 
of  delivering a compelling retail and 
leisure experience for shoppers. Pro-
pelled by this theme and the generous 
sharing of  ideas, the conference set 
out to inspire and provide tools for 
outlet professionals wanting to make 
the industry even better. 

A record number of  nearly 350 
conference attendees crowded into 
London’s appealing Business Design 
Centre in late March to attend nine 
information-packed sessions. Ali-
son Welham, Associate-Valuation & 
Advisory-Outlet Malls for Cushman & 
Wakefield, adeptly moderated the ses-
sions. Some big takeaways were these 
observations by panelists:
4  If  a brand starts to lose exclu-
sivity, 73 percent of  consumers 
say they would buy that brand less 
frequently or stop buying it entirely. 
4  India is growing faster than 
China and will do so for quite some 
time.
4  Success depends not only on 
what you build, but also on how you 

surpass the customer’s expectations.
4  Physical stores are far from 
doomed – more than 90 percent of  
total European retail sales still occur 
in-store. 
4  Visitors plan their travel six to 
nine months in advance, so they’re 
not likely to be influenced by an 
event or sale happening next week.
4  There’s no question that the 
outlet sector is absolutely viewed as 
an institutional part of  a well-mixed, 
balanced portfolio.
4  One key lesson of  technology 
adoption is that you won’t get it 
right the first time.
4  After Berlin, Leipzig is the only 
city in the former East Germany to 
gain an outlet center. 
4  The desire for experience is 
starting to edge out materialism. 

A recap of  the nine European 
Outlet Conference sessions, plus a 
visit to Retail Connections, follows.

True Luxury: Global 
Consumer Insight

What do luxury consumers value? 
How much do they spend? Is this 
market growing, or is the desire for 
posh goods cooling?

The Boston Consulting Group 
(BCG) has conducted a study into 
this rarified world in conjunction 
with Fondazione Altagamma. The 
researchers polled more than 10,000 
consumers from 11 countries 
who spend an average of  €21,000 
on luxury goods per year. Nicola 
Pianon, Senior Partner and Manag-

ing Director of  BCG, and Federico 
Bonelli, Principal at BCG, presented 
their findings at the ICSC European 
Outlet Conference 2016. What they 
had to say was encouraging, but not 
without warnings.

The good news is that the market 
is growing. The 400 million luxury 
consumers in 2015 are expected 
to grow to 480 million by 2022. In 
mature markets, however, nearly 30 
percent of  consumers say that they’re 
getting to the saturation point with 
material goods – although they’re 
increasingly interested in experiential 
luxury.

In terms of  what they value in a 
product, quality ranks number one, 
followed by exclusivity, craftsman-
ship and sustainability, in that order. 
If  a brand starts to lose exclusiv-
ity, 73 percent of  those interviewed 
revealed that they would buy that 
brand less frequently or stop buying 
it entirely. 

Regarding craftsmanship, a product’s 
origin is key – 40 percent of  luxury 
consumers identify products made in 
Italy as the best. According to Bonelli, 
the Chinese are particularly keen to 
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buy a product in the country where 
it’s produced. 

For sustainability, respect for 
the environment and safe materi-
als ranked highest. “Sustainability is 
becoming a real topic, especially for 
millennials,” Pianon said.

Every consumer is different, of  
course, but BCG has segmented them 
into broad categories. They range 
from the “little prince,” who was born 
rich, is highly dependent on technol-
ogy and values innovation and inter-
action with brands, to the “classpira-
tional,” a follower who likes to play 
it safe with tried and true, timeless 
luxury brands. 

Finally, both Pianon and Bonelli 
emphasized the growing importance 
of  technology and omnichannel retail. 
As their research revealed, almost 60 
percent of  luxury sales are influenced 
by digital media, with consumers 
researching products online and even 
viewing them online while browsing 
in brick-and-mortar stores.

The Macroeconomic 
and Spending Outlook

David Smith, Economics Editor of  
The Sunday Times in London, painted 
a relatively rosy picture for the Euro-
pean market during his presentation at 

the conference. 
His optimism is drawn mainly from 

lower inflation and improved employ-
ment. 

Falling oil prices have pushed down 
inflation, he said. “It’s the economic 
equivalent of  a tax cut. It’s giving con-
sumers a boost to real income.”

While unemployment rates are still 
high in certain countries, “at least 
they are moving in the right direc-
tion,” he said. “The combination 
of  these two things has resulted in 
pretty strong consumer confidence 
across Europe.” 

Smith predicts that post-crisis inter-
est rate norms will eventually reach 2 
percent, but we’re getting there slowly. 
“I think we’re in a period of  excep-
tional monetary stimulus that has quite 
a way further to run,” he said.

There are, of  course, areas of  uncer-
tainty. Terrorist attacks in Brussels and 
Paris have affected tourism; Germany 
has been particularly hard hit by the 
migrant crisis; Greece continues to 
struggle financially, and the United 

Kingdom has been in the throes of  a 
heated debate about whether or not to 
remain part of  the European Union. 

The Chinese economy has also 
slowed, with growth estimated to drop 
to 6.5 percent or 7 percent this year, 
according to the Chinese government’s 
official figures. But Smith isn’t overly 
worried about that. 

“There is still plenty of  consumer 
demand and also plenty of  scope for 
Chinese consumer-tourists traveling 
abroad,” he said. “Chinese consumers 
have begun to look further afield than 
those centers relatively close to main-
land China. This is still a very positive 
development for anybody who is sell-
ing luxury products, branded products.

“I’d be much more cautious about 
the Russian economy than China,” 
he said. “But that is another genie 
that’s out of  the bottle. The Russian 
consumer, particularly well-heeled 
Russians, has gotten used to traveling. 
I don’t think that’s suddenly going to 
stop, but I’m not surprised that the 
traffic is down somewhat as a result of  
the economy’s problems.”

Smith sees considerable potential 
from Indian consumers. 

“I think India is growing faster than 
China, and I think it will do so for 
quite some time,” he said. “The rise 
in the Indian middle class is one of  
the things to look out for in terms of  
spending overseas, as well as spending 
within their own country.”

Development and 
Overview Trends

It’s not just people who can suffer 
from an identity crisis – it’s a phenom-
enon that outlet centers encounter, 
too. And like squeezing yourself  into 
a spandex mini-skirt when you’re 
over the age of  80, it’s something you 
should take steps to avoid. 

“Centers have a sense of  identity 
in the minds of  consumers, which is 
crucial to success in a mature market,” 
explained Alex McCulloch, Associate 
Partner at CACI, during his presenta-
tion at the ICSC conference. “Custom-
ers have a choice about where they 
want to go. So you need to understand 
your catchment, customer, and how 
your center engages with the two.”Nicola  Pianon of  the Boston Consulting Group, said sustainability is important to 

luxury shoppers in their decisions to buy one product over another. 
(Continued on page 12)        
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McCulloch broke European outlet 
centers into four categories, based 
upon the market they operate in: 

l  Big Tourist Destination Centers, 
which have high tourism spend in 
their catchments, and are large in 
size, with a premium/luxury mix
l  Tourist Destination Regions, 
where centers have high tourism 
flows, and tourists supplement the 
residential population
l  Big Regional Destinations, with 
centers that are well known in the 
region and have a more premium 
mix and a large residential catch-
ment population
l  Local Catchments with smaller 
centers that appeal to local residents. 
This category is by far the largest, 
with more than 100 centers, com-
pared to approximately 10 Big Tour-
ist Destination Centers.
“You have to think about where to 

focus your marketing budget,” he said. 
“You need to know who the shopper 
on your doorstep is and understand 
which brands and services hold the 
most weight with them before you 
start looking further afield or going 
after tourism.” 

Centers in tourist destinations can 
improve their websites by adding more 
language options, he said, even chang-
ing the imagery for each language. 

“Build an environment that makes 
shoppers feel they’re someplace spe-
cial,” McCulloch said. “Run services 
that make it as easy as possible for 
people to get to and from your center, 
and run loads of  festivals that are 
designed to engage with the local 
community. Events prolong the dwell, 
create a sense of  identity and a sense 
of  destination.”

Food and beverage offerings are 
important, as well. “Someone who 
engages with catering spends 40 per-
cent more on retail,” he said. “They 
recharge, refuel, and will carry on 
shopping.”

McCulloch emphasized the need 
to collect as much customer data 
as possible through surveys, grav-
ity models, an online database and 
Google Analytics. “The key to suc-
cess is not just what you build and 
the tenants,” McCullough said, “but 
how you meet and surpass the expec-
tations of  customers.”

Omnichannel Strategy 
for Outlets

What a tangled worldwide web we’ve 
woven, with the Internet pervading 
nearly every inch of  the globe, an 
ever-increasing array of  social media 
platforms, and phones growing smarter 
by the day. This influx of  technology 
affects almost every aspect of  our lives, 
including our shopping habits.

Alister Meek, Operations Director 
at Fashion House Group; Piotr Kreft, 
Head of  E-Commerce at Fashion 
House Group, and Inigo Pastor, 
Digital Business and 
Strategy Director at 
Neinver, addressed 
this trend at the ICSC 
conference. Meek 
began by highlight-
ing some of  the most 
significant online 
players in the outlet 
marketplace, includ-
ing KupiVIP in Rus-
sia, Gilt, and Vente-Privee. Of  the top 
25 outlet brands, 22 are sold on these 
sites – and their influence is substan-
tial. According to Meek, Vente-Privee, 
established in 2001, now boasts 18 
million members and 80 million visits 
per month, and it generated a turnover 
of  €1.7 billion in 2014.

Fashion House is responding by in-

troducing e-commerce flash sales for 
online shoppers in mid-April 2016. 
Fashion House Moscow is the first 
of  the developer’s centers to offer 
these sales, which include particular 
products from certain brands, avail-
able online for a limited time only. 
Customers can pick up these items 
at the outlet or have them delivered 
to their homes, up to thousands of  
miles away, exponentially increasing 
the center’s catchment. 

Fashion House plans to follow up at 
a later date with a mobile app, which, 
for example, might send customers 
push notifications with special deals, 

targeted to their 
specific interests. On 
a broader scale, data 
could also be col-
lected through the 
mobile app, in-store 
trackers like Beacons 
and Wi-Fi, and Fash-
ion House center 
websites to better 
understand what 

products each customer buys, how 
much they spend, and what stores they 
visit, to offer consumers a personal-
ized newsletter and offers.   

Neinver is also taking a proactive 
stance. Their omnichannel system, 
created for The Style Outlets, aims 
to offer brands “a 360 degree vision 
of  the customer’s consumption pat-

The panel on omnichannel strategies, led by Alison Welham of  Cushman & Wake-
field, included (left to right) Alister Meek and Piotr Kreft of  Fashion House Group, and 
Iñigo Pastor of  Neinver.

(Continued from page 11)        
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terns and habits” by creating a unique 
digital ID for each shopper that will 
track their behaviors and interests. 
For consumers, this translates into 
personalized offers and discounts. 
The Style Outlets also planned to 
launch an e-commerce platform in 
April. As Neinver’s Pastor explained, 
“it’s a digital moment of  truth.”

But physical stores 
are far from doomed. 
Fashion House’s Meek 
was keen to point out 
that more than 90 
percent of  total Eu-
ropean retail sales still 
occur in-store. “Both 
online and brick-and-
mortar can survive 
and grow together,” 
he said.

At the end of  the 
day, as Kreft explained, meeting con-
sumer’s evolving demands is the chief  
objective. “Technology might seem to 
shape the environment,” he said, “but 
it’s the needs of  the customer that are 
shaping technology.” 

Finance and Investment 
in Retail

How do institutional investors view 
outlet centers? What special attributes 
do outlets have that are attracting 

more diversified capital? And what do 
investors perceive as the risks involved 
with these assets?

These are a few of  the key issues 
discussed by Timon Drakesmith, CFO, 
Hammerson and Managing Director, 
Premium Outlets; Richard Ching, Part-
ner-Outlet Malls, Valuation & Adviso-
ry, Cushman & Wakefield; and Daniel 

Hayden, CBRE Valu-
ation & Advisory-In-
ternational. 

“There’s no ques-
tion that the outlet 
subsector is abso-
lutely now seen as an 
institutional part of  a 
well-mixed, balanced 
portfolio,” CBRE’s 
Hayden said. “It’s not 
just big funds and 
big operators that 

are looking at these assets. There’s a 
much broader spread of  institutional 
capital that have been bidding on the 
last three or four large sales. Some of  
them have actually won them above 
the pricing that has been offered by 
the traditional players.” 

Hayden added that investing in new 
developments is essential, as there 
simply aren’t enough high-performing 
assets coming up for purchase. 

So, what do outlets have to offer 
that’s catnip to investors? Double digit 
growth, for starters. 

According to C&W’s Ching, “Across 
the spread of  everything we value, 
retail sales across outlets have grown 
by about 10 percent per annum over 
the last three years.” 

In Hayden’s view, diversification is 
an important factor. 

“Investors are realizing what retail-
ers have already cottoned on to – that 
they can’t be single channel,” he said. 
“If  they want to capture the whole re-
tail spend, you need multiple channels. 
If  you want to be exposed to the retail 
real estate industry and to get the best 
return out of  that turnover, you need 
to be exposed not just to full priced 
shopping centers or high street but 
also to outlets.”

Yet some investors are still leery of  
outlet centers’ particular requirements, 
such as the need for skilled operators 
and strong relationships with brands, 
as well as the turnover component of  
leases. Outlets also may have to work 
harder to bring in consumers than full-
priced retail. 

“Take a center that has an indig-
enous population – about 22 million – 
and you’re going to have a fairly stable 
growth level,” Ching said. “Whereas if  
you’ve got a center that trades strongly 
on tourism, you are going to get some 
volatility.” 

“We’re also getting to the point 
where we will run out of  either physical 
mall space or brands,” Ching added. 
“The good thing is that new brands are 
being invented all the time, but from a 
luxury point of  view, we probably are 
starting to see some tail off.”

Hayden sees the biggest risk as 
getting the wrong tenant mix. “To 
my mind, it’s about creating the right 
partnerships with the right tenants, 
putting them into the right centers in 
the right places.”

Technology and  
Innovation: Changing 
the Face of Retail 

Technology and the almost over-
whelming potential for data gathering 
remained recurring themes through-
out nearly every ICSC conference 
discussion in March.  
This particular session introduced 

Timon Drakesmith (left) of  Hammerson/Simon Premium Outlets, moderated the dis-
cussion on finance and investment in the outlet sector with Richard Ching of  Cushman & 
Wakefield (middle) and Daniel Hayden of  CBRE.

(Continued on page 14)        
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three speakers to discuss the 
challenges – and opportuni-
ties – presented by this brave 
new world.

Gemma Noble, Global 
VP of  Sales and Market-
ing at Springboard Research, 
explained that her company 
helps businesses gather a 
wealth of  data, measuring ev-
erything from which car-park 
or entrance a customer prefers 
to which retailers they visit 
and which they avoid. They 
then compile their findings in 
reports geared toward helping 
clients achieve specific goals 
“rather than just handing them 
a load of  numbers.” 

Springboard can also provide 
benchmarking information so 
that clients can see where they 
stand in a broader picture, “not 
just within your own catchment area, 
but also regionally and nationally.” 

As one of  Springboard’s clients 
explained in a video, “The thing about 
gathering information is that we 
understand our tenants better, and we 
understand our shoppers better. Then 
we need to understand the perfor-
mance of  each retailer – who’s doing 
well and may need 
to upsize, who’s 
not doing so well 
and may need 
some marketing 
support. And then 
we can work out 
the performance 
of  each category, 
so we can change 
the asset plan as 
we go forward.” 

Jasper de 
Vreugt, Managing Director at 
Mall-Connect, also emphasized the 
need to collect data from a variety 
of  sources: mobile apps, websites, 
Facebook. While this is useful for 
outlet operators, it should also of-
fer advantages for customers. For 
instance, brands can send a welcome 
notification when a customer arrives, 
send gift vouchers on their birthdays, 
and offer loyalty points through a 
mobile app. 

“You have to make the customer 
journey more valuable and conve-

nient,” de Vreugt said. 
John Godfrey, Chief  Commercial 

Officer at Movvo, convincingly  
argued that inventions once per-
ceived as futuristic are rapidly 
becoming a part of  the real world 
today. Take the combination of  Uber 
and online outlets that, like bricks 
and mortar centers, are offering  
70 percent discounts. 

“The moment that 
Uber starts delivery 
of  goods to urban 
environments within 
an hour, you can 
suddenly see there is 
a real threat from e-
commerce,” Godfrey 
said, underscoring the 
need for omnichannel 
platforms.

“One of  the key les-
sons of  technology adop-

tion is that you won’t  
get it right the first time,” Godfrey 
said, “but you’ll increasingly learn 
and follow where the customers  
take you.” 

Destination: Retail
For outlet centers that rely heavily 

on tourism, understanding what drives 
visitors to seek them out across what 
may amount to a vast distance is fun-
damental to their success. According 
to Anthony Rippingale, Head of  Tour-

ism at McArthurGlen, the 
first motivators for tourists 
are the countries and cities 
themselves. 

“Consumer brands are 
secondary,” Rippingale said. 
“Travel is the ultimate expe-
riential luxury. It’s about an 
emotional connection, some-
thing visceral.”

Recognizing this, a tour-
ism-fueled outlet center 
may seek to partner with 
destination brands, which 
can assist in promoting the 
center abroad. Marketing 
plans should also take into 
account that visitors will 
generally plan their travel six 
to nine months in advance, 
so they’re not likely to be in-
fluenced by an event or sale 
happening next week.

Given that much of  the footfall at 
these centers is generated by con-
sumers who want to maintain that 
exotic holiday feel, even if  they’re 
shopping for something as basic as 
boxer shorts and socks, achieving 
the right atmosphere at the outlet is 
important. Visitors from abroad are 
seeking “a rich, authentic environ-
ment, integrating architecture, design 
elements, local culture and entertain-
ment – a unique insider perspective 
that balances tourists with locals,” 
Rippingale said. 

Although he conceded that brands 
are less important for such consum-
ers than the destination itself, that 
doesn’t mean that the brand mix is by 
any means insignificant. In particular, 
it’s essential to stock brands produced 
within the country where destination 
outlets are located. “If  I go to Paris, I 
get my Lacoste,” Rippingale offered by 
way of  example. 

Likewise, food and beverage of-
ferings should encompass regional 
tastes and flavors, he said. Not only 
is this important for consumers on 
your doorstep, but most visitors will 
appreciate that the dining experience 
contributes to their holiday experi-
ence, as well.   

“Nobody wants to be called a tour-
ist,” Rippingale said. “We’re travelers. 
We’re explorers. We want to uncover 
the authentic and leverage the local.”

Anthony Rippingale, head of  tourism for McArthurGlen, 
spoke on leveraging marketing efforts to capture travel-
ing shoppers in his presentation on destination retail.

(Continued from page 13)        
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Destination: Germany
While much of  Europe is consid-

ered quite a mature market, Germany 
is still a verdant frontier ripe for 
further development. “Germany has 
only about a dozen outlet centers,” 
explained Barbara Horatz, founder 
of  B2U Consult and a resident of  
Cologne. “Even if  you count outlet 
centers very close to our border, that 
still totals only around 20.”

Stable International’s newest outlet 
center, Leipzig Fashion Outlet, which 
opened April 21, is leading a list of  
10 more outlet centers totaling about 
175,000 m2 in Germany’s pipeline.  
Incidentally, after Berlin, Leipzig 
is the only city in the former East 
Germany to gain an outlet center. 
Most of  the planned centers are in 
the north, which leads Horatz to 
believe the south of  Germany is 
underserviced, particularly near the 
Swiss border, given the strength of  
the Swiss franc. 

Outlet centers are relatively scarce 
in Germany for a reason. Develop-
ments endure especially long lead times 
because communities often oppose 
them, particularly if  they are new builds 
in “green field” locations. One recent 
outlet development even required a 
referendum, Horatz said. 

This has forced outlet centers to 
consider “outside the box” solutions. 
For instance, City Outlet Bad Münste-
reifel is set in a genuine historical vil-

lage, about 40 minutes from Cologne. 
As time goes on, more medieval 
towns could look to outlets at their 
savior, she noted.

Other outlet developers have 
chosen an entirely different path to 
speed up the process: redevelop-
ing existing buildings within cities. 
“Avoiding the typical model of  build-
ing applications and legal appeals 
is something we will see more and 
more,” Horatz predicted.

She also foresees considerable 
growth within what she terms the 
“power house” markets of  Roermond, 
The Netherlands; Metzingen, Ger-
many and Parndorf, Austria. Within 
the next three years, she predicts, the 
outlet centers in these markets will 
rank among the top in Europe.

Great Expectations
The final session of  the conference 

focused once again on technology. 
This time, it was up to Olly Chubb, 
Client Services Director at Canvas8, 
to explain how outlet centers can 
turn the rampaging technology beast 

into a reliable workhorse, 
serving both their needs and 
their clients.

“One of  the interesting 
shifts we’ve seen is that social 
channels and social platforms 
are now becoming shop-
pable,” Chubb said. “This is 
enabling consumers to act on 
moments of  inspiration and 
actually connect them directly 
with points of  purchase. For 
example, there’s a start-up 
that has now developed RFID 
tags within clothes, so rather 
than having to go and ask 
someone where they got their 
bag or their shirt, you can 
simply scan the back of  their 
shirt or their bag. 

“There are also examples 
of  TV programs that use modern 
technology to actually embed the op-
portunity to buy from your favorite 
show. All this is basically enabling 
consumers to act more immediately, 
and we know that immediacy is a 
major trend for consumers.”

He also confirmed that the desire 
for experience is starting to edge out 
materialism. So, creating a unique 
experience for shoppers in-store is 
becoming more important. For ex-
ample, one retailer that sells kitchen 
and bathroom fixtures actually en-
courages customers to try out their 
products – even if  it involves taking 
a shower or cooking breakfast – right 
in the store. 

“People will then share these 
experiences on social media,” he 
explained, which amounts to free 
advertising.

Attracting and engaging with 
customers can be as simple as invit-
ing them to share their thoughts at 
an “idea bar” or scribble them in a 
notebook. “People love to hear that 
they are being listened to. They crave 
the inside track, and they love telling 
people about it,” he said. 

Retailers should also look at ways 
to cater to everyone and make shop-
ping easier. This could mean offer-
ing activities for children or provid-
ing a multilingual concierge service. 
Or, they could create a Disney-style 
“MagicBand” that does everything 

(Continued on page 16)        
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from granting entry to the park, to 
making purchases, to accessing your 
hotel room, all while storing useful 
consumer data. 

“Information is power,” Chubb said. 
But as always, it should be used to 
address a consumer’s individual needs. 
“Personalized communications and 
offers are more relevant, and they help 
you cut through the noise and secure 
attention.” 

Retail Connections recap
Many of  the European Outlet 

Conference’s attendees stayed over 
for deal making at ICSC’s Retail Con-
nections, which was held the day after 
the European Outlet Conference, 
also at London’s Business Design 
Center. IOJ caught up with a few of  
the outlet execs. 

Sami Vainiomaki, CEO of  East 
Finland Real Estate, says that 
construction on Zsar Outlet Village, 
the first outlet center in Finland, will 
begin in the second or third quarter 

of  2016, with 
a possible 
opening at the 
end of  2017. 
The outlet 
will be located 
near the Rus-
sian border 
at the Vaa-
limaa cross-
ing, roughly 

halfway between St. Petersburg and 
Helsinki. 

While Russian border crossings 
into Finland fell from 10.5 million 
in 2013 to 7 million in 2015, Rus-
sians still spent just under a billion 
Euros in Finland last year, accord-
ing to Vainiomaki. What’s more, an 
increasing number of  those Russians 
will be landing almost on Zsar Outlet 
Village’s doorstep, thanks to a new 
motorway from  
St. Petersburg which has an estimated 
completion date of  late 2017 and a 
high speed train from St. Petersburg 
that stops about 35 kilometers from 
the site of  the future outlet. “We are 
planning on starting bus trips, with a 
luxury bus that will pick up passengers 
at the train station and then take them 
back,” explained Vainiomaki.

Another motorway from Helsinki 
is also in the works. “That should be 
ready for the end of  2017 or early 
2018, as well,” he said.

As for tenant mix, Vainiomaki said 
that they have somewhat changed 
their strategy. “At the beginning, we 
were looking at upper medium level, 
good premium, but there has been 
a lot of  interest from luxury brands 
and affordable luxury brands. It 
seems that it’s going to be a slightly 
higher level (of  brands) than we 
believed.”

At Fashion House Group, there’s 
more afoot than the April 2016 
launch of  their 
e-commerce 
flash sales on 
the Fashion 
House Mos-
cow website. 
On the bricks 
and mortar 
front, Opera-
tions Direc-
tor Alister 
Meek confirmed that the expansion 
of  Phase II of  the Moscow center 
should open in November 2016, 
with 80 percent occupancy and a 
focus on premium brands. Phase III 
expansion looks likely for 2017. 

Fashion House is waiting to see 
what happens with the ruble exchange 
rate before committing to break 
ground on its planned outlet center 
in St. Petersburg. The earliest open-
ing date there has been pushed out to 
2017 or 2018.  

In Poland, Fashion House is seek-
ing permission to add approximately 
5,000 m2 to each of  their devel-
opments in Warsaw, Gdansk and 
Sosnowiec, beginning with Warsaw 
as early as 2017. “We’re trying to go 
towards a more premium brand mix, 
and we have got premium brands 
interested in anchoring these new 
phases,” Meek revealed. 

He sees these three expansions as a 
smart alternative to building a fourth 
center in Poland. “We’re already in the 
three principal cities, and we think that 
the best return on investment (can 
be obtained by) extending the exist-
ing centers. There have been a lot of  
extensions and new openings, but we 
still think there is penetration left in 
that marketplace.”

Stomachs are rumbling at Pro-
mos, with plans for a massive new 
food court at 
Valmontone 
Outlet near 
Rome. Promos 
CEO Filippo 
Maffioli ex-
pects to start 
construction 
of  the 3,000-
m2 restaurant 
complex this 
spring, hopefully opening in time for 
Christmas. The scheme will include 
10 restaurants, “a mix between Ital-
ian and well-known international 
brands,” Maffioli said. 

“This center, at the moment, is the 
biggest in terms of  surface in Italy, 
and also in terms of  footfall. We have 
6 million people yearly. So we decided 
to create a very strong magnet for 
food. Food is an issue for Italy es-
pecially,” he said, noting that strong 
food offerings are becoming a trend 
in the Italian market. “Everybody 
goes crazy for food.” 

The idea is to create an anchor area, 
with both indoor and outdoor din-
ing. “In Rome, the weather is very 
nice,” he noted. “So outside dining is 
a must.”

At Peel Outlets, the biggest news 
is a new, 400,000-sf  outlet planned 
for Glasgow, due to open in late 2018 

or early 2019, 
according to 
Leasing Director 
Adrian Wright. 
The develop-
ment, which Peel 
is building from 
scratch, will 
feature leisure, 
entertainment, 
dining and retail.

As Wright explained, it’s a formula 
that served Peel well at Gloucester 
Quays, where the footfall increased 
from 1 million in 2013 to its current 
5.5 million visitors. The enormous 
increase occurred after the operators 
transformed it into a lifestyle destina-
tion and added three annual festivals. 
They’re also continuing their revamp 
at Lowry Outlet at MediaCityUK in 
Manchester, with plans to add seven 
or eight restaurants along the water-
front and a new cinema this year. c 
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