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Site work and construction has started on Premier Outlets Center 45 minutes south of Copenhagen.

Warsaw-based The Outlet Company has started on construc-
tion of the final 6,500-m² phase 3 of Fashion House Outlet 

Centre in Piaseczno, Warsaw in Poland. Opening is scheduled for 
November. This final phase will complete the e35 million centre, 
bringing its total GLA to 24,000-m², with 130-plus stores.

The centre has built-out remarkably quickly, considering that by 
the time it opened on 16 November 2005, construction had already 
begun on phase 2.  The second phase opened 23 August 2006, 
bringing the centre to its current size of 80 stores in 12,500-m².

“The rapid pace of our development in Poland where we have 
three Fashion House Outlet Centres,” said Neil Thompson, 
CEO of The Outlet Company, “is a sign of the dynamism of 
the Polish retail market, which has always been at the forefront 
for investors in Europe. The likely completion of our Outlet 
Centre in Warsaw within two years of opening is as positive an 
endorsement of the strength of the Polish market for interna-

tional outlet occupiers as it’s possible to get.”
Thompson added that over 1.5 million visits had been record-

ed at Fashion House Warsaw in its first year of trading and that 
comparable retail sales were showing “spectacular growth.” 

The Outlet Company opened its first Fashion House Outlet 
Centre in 2004 in Sosnowiec, near Katowice and then in Gdansk in 
October 2005. Each FOC has a unique design: Sosnowiec resembles 
a Victorian street with railway architecture; Gdansk is modeled  
on a traditional Polish fishing village, complete with its own light-
house; Piaseczno’s theme is based on Warsaw’s Old Town.  

The Outlet Company is a joint venture between Flemish 
construction project developer Liebrecht & Wood and UK 
retail property investors experienced in the Outlet sector.  All 
Fashion House Outlet Centres are leased by CB Richard Ellis 
and GVA Grimley Outlet Services and are also operated by 
GVA Grimley Outlet Services.

Fashion House Warsaw a shooting star

Phase 3 of the two-year-old Fashion House Piaseczno in the Warsaw market is scheduled to open in November.

Construction began in late 2006 on Premier Outlets Center 
in Ringsted, Denmark, which is being developed by a joint 

venture of Miller Developments and TK Development.  Letting 
agent GVA Grimley Outlet Services says the 12,000-m² centre 
was already 50 percent prelet in December, with tenants that 
include Nike, Levis, Filippa-K, Harc Picard, Hover, Samsoe & 
Samsoe, Echo, VF Corporation, Friis & Co, Quiksilver, Mango 
and Garduer.  The centre, 45 minutes south of Copenhagen and 
the first FOC in Denmark, is scheduled to open by yearend.

“Denmark’s economy is very healthy,” said Robert Andersen, 

executive VP at TK Development, “and the strong interest from 
prospective tenants confirms the demand for the country’s first 
large-scale outlet centre.” TK Development, in a joint venture 
with LMS Outlets, is planning to open Prague Outlet Center 
in Sterboholy in the Czech Republic this summer. It will be the 
developer’s second FOC.

Miller Developments recently sold its first outlet project, Premier 
Outlets Centre in Budapest, for e70 million.  The two-year-old 
scheme was acquired in September 2006 by Aviva Central European 
Property Fund, but Miller will develop the centre’s third phase.

Construction begins on FOC in Denmark
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Making leasing look like child’s play, GML Estates 
has secured two anchor tenants for The Outlet, 
Bridgewater Park in Banbridge, N. Ireland.  In 

November the developer signed sports-apparel giant Nike to 
a 10-year lease and in December secured Gap.  The 9,348-sf 
(868 m²) store will be Gap’s first Irish factory outlet unit.

The £70 million planned outlet centre, which comprises 
80 retail units arranged in a curved design stretching one-
third of a mile, is being jointly developed by GML Estates, 
its parent Orana Group and Land Securities.  The Outlet is 
the first phase of the 1.2 million-sf (111,480-m²) Bridgewater 
Park scheme. The centre is scheduled to open in early April 
in time for Easter. 

Leasing at the scheme, which has gone well from Day 1, 
got a boost in late 2006 when a competitor in the market 
– ING’s Ballymac Shopping Outlet in Dundalk – threw in 
the towel due to too many planning delays.  As of late No-
vember, the 205,000-sf  (19,045-m²) Banbridge centre was 
more than 50 percent leased and construction was running 
four weeks ahead of schedule.  In addition to Nike, signed 
tenants include Armani, Claire’s Clockwork Orange, Ghost, 

Value Retail’s La Vallée sales
nearing those at Bicester Village
If you operate an outlet-centre portfolio 

known for catering to upscale shoppers 
and you say that one of those proper-

ties has become the most up-market FOC 
in France, you’re saying quite a lot.  Yet, 
developer Value Retail Plc has clearly 
reached its goal with La Vallée Village 
adjacent to Disneyland Paris.

“La Vallée Village has, in less than four 
years, closed the gap in its sales performance 
with Bicester Village, which has maintained 

Joseph, The Designer Studio, ex-Z, Marks & Spencer, Mexx, 
Mountain Wareshouse, Oasis, Olsen, Nitya, Pilot, Ravel, 
Regatta and Tog 24. 

The Outlet will be the sixth FOC to open in Ireland, behind 
Killarney Outlet Centre, Linen Green, Rathdowney Designer 
Outlet, Junction 1 and Kildare Village.

strong sales growth,” according to Scott Mal-
kin, founder and director of Value Retail.  

La Vallée Village consistently registers 
remarkable sales growth, according to 
Malkin, and this year will record no less 
than a 20 percent increase in compara-
tive sales per m2, following a 15 percent 
increase in 2005.  Top performing brands 
trade upwards of e15,000 per m2, without 
VAT and e17,940 per m2 when VAT is 
included.  The continued strong sales 

growth of La Vallée Village has brought 
its overall sales performance closer to that 
of Bicester Village, now trading at the 
highest level for 11 years, he said.

La Vallée Village is now annually at-
tracting at least 3 million visitors from 
more than 40 countries hungry for up-
market brands.  Possibly because Paris 
is synonymous with fashion, a number 
of designers – among them Christian 
Lacroix, Façonnable, Féraud Homme, 
Givenchy, Kenzo, Lalique, Longchamp 
and Porche Design – have chosen La Val-
lée for their first stores. Celine, Dunhill, 
Lalique, Longchamp, MaxMara, and 
Salvatore Ferragamo operate their only 
outlet stores in France in the centre, also 
tenanted by such universal brands as Ar-
mani, Burberry and Polo Ralph Lauren.

La Vallée Village has recently received 
approvals for a 2,750-m2 expansion, 
which adds 16 spaces to the current 80, 
and brings GLA to 17,750 m2 when it 
opens this summer.

The Village benefits from its location 
within the Disneyland Resort Paris and 
the 8,000 hotel rooms in the surrounding 
area, as well as from sophisticated and ex-
tensive tourism marketing programmes.  
As one of the fastest growing small busi-
nesses in France, in May 2006 La Vallée 
Village received the Gazelle award by the 
French Prime Minister. 

Value Retail operates nine upscale FOCs 
in major cities throughout Europe  n

Designed in a distinctive, sweeping curve, The Outlet, Bridge-
water Park will open in early April.

A host of one-of-a-kind designer outlet stores has been driving La Vallee sales 
in the last two years to double-digit increases.

GML lands Nike and Gap in Ireland





M	cArthurGlen Designer Outlet  
	Village in York, England, was  
	named Best Shopping Venue in 

the UK by a leisure industry trade group.  
The outlet centre beat out hundreds of 
other entries from across the country.

McArthurGlen centre in York
Honored with travel award

Hundreds of guests attended the Septem-
ber Group Leisure Industry awards ceremony, 
which honored businesses in 20 categories 
– but only one shopping venue.

The accolade comes as latest compa-
rable trading figures for the centre were up 

McArthurGlen glides into Venice
Henderson Global Investors will redevelop and extend the four-
year-old centre.  The redevelopment is scheduled to start early 
this year with completion in autumn 2008.  

In December 2006 Hammerson said it would sell the £300 
million Berlin centre as part of becoming a real estate investment 
trust.  “Concerning Germany, we got the timing and the place 
wrong,” finance director Simon Melliss told Citywire.  Melliss 
said Hammerson had been wrong to believe that Germany was 
ready to relax store hours and other restrictions. 

McArthurGlen operates 16 outlet villages across the UK, 
France, Austria, Germany, the Netherlands, and Italy, featuring 
650 brands in over 1,300 stores and 300,000-m² of GLA.  The 
centres attract more than 60 million visitors a year.  n

L	ondon-base McArthurGlen said on 27 November that it  
	would develop its fifth designer outlet village in Italy at  
	Noventa, 40 km from Venice, 35 km from the Venice Airport and 

accessible from the A4 motorway running from Venice to Trieste.  
The e80 million scheme, to feature 125 tenants in 20,000-m², will 

open in early 2008 with construction beginning early this year.  
McArthurGlen will build the Venice centre in a joint venture 

with Italian developer Group Fingen.  “This will be our fifth joint-
venture with McArthurGlen,” Fingen chairman Jacopo Mazzei 
said in a press release,  “and we are looking forward to bringing 
the same economic benefits to the Veneto region that we have 
brought to the communities near Rome, Milan and Florence, 
where our projects have substantially boosted employment, local 
tax revenues and commerce.”

If the McArthurGlen centres in Rome (Castel Romano), 
Milan (Seravalle) and Florence (Barberino) and the planned 
Naples (Marcianise) scheme are any indication, expect an 
architecturally sizzling design in Venice.  Judging from 
the preliminary drawings, the style will pay homage to 
Venice’s love of piazzas, creating a circular footprint 
that shoppers find so easy to navigate.  The architects 
are Hydea, who’ve designed all McArthurGlen Italian 
outlet centres.

In addition to the scheme in Venice, McArthurGlen 
will open a centre in Naples in late 2008 and a two-story 
scheme in Athens in early 2009.  Projects in Hamburg 
and Salzburg are also due to open in the next 18 months, 
and the developer is continuing third-party management 
of Bigg Outlets in Parndorf, Austria and Hammerson’s 
former B5 Outlet Centre in Berlin.  McArthurGlen has 
acquired land adjacent to B5, and in conjunction with 

McArthurGlen’s planned center near Venice will be designed by Hydea 
architects, which created the concepts for the developer’s other four 
Italian schemes.

by 3.6 percent over last year and visitor 
numbers were up by 9 percent to more 
than 1.5 million shoppers.  Part of the 
York FOC’s success has been attributed 
to the new Guilt-Free Shopping cam-
paign, whose slogan reminds shoppers of 
big discounts on brands such as Armani 
and Karen Miller.  

Opening this year at the centre is a £5 
million,  25,000-sf redevelopment that 
will feature a 10,000-m2 Next plus other 
new retailers.

The Group Leisure Industry Awards 
2006 took place on 28 September at the 
Hilton Birmingham Metropole at the 
NEC. The Awards, which have been 
presented annually since 1997, are voted 
on by readers of Group Leisure magazine 
and www.groupleisure.com.  n
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The Group Leisure award in the Best Shopping Venue category was presented to 
Jenny Woolliams from McArthurGlen Designer Outlets York, by actor Patsy Kensit 
and Penny Frankel of LEGOLAND Windsor, which sponsored the award category.
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W	ith 364 outlet centres in 29 countries, totaling ¾ million  
	m², and more being planned worldwide, the factory- 
	outlet centre business is here to stay, according to Linda 

Humphers, editor in chief of IOJ and presenter of the introductory 
session, “Trends and Issues in Factory Outlet Retailing.”

More than 60 percent – 225 – of these centres are based in 
the U.S., which is a decade in front of the rest of the world in 
FOC development.  It is estimated that in Europe, 66 centres 
totaling 1.3 m² are already open, 23 centres planned and seven 
expansions due to open by the end of 2007.  Clearly the popular-
ity for this format is growing, Humphers said, so expect to see 
bigger, better and more sophisticated new factory outlet centres 
opening – particularly in Southern and Central Eastern Europe 
– over the next few years.

In the UK market, however, where the 35 factory outlet centres 
are an established part of consumer life, there is little planned 
expansion, due perhaps to developer concern about potential 
over-supply and definitely in view of tough planning controls.

In Turkey, five centres totaling 97,000 m² are currently trading 
and in Dubai, a first-phase 70,000-m² shopping centre is due 
to open in December.

The Asia/Pacific/South Africa region already supports 24 ex-
isting centres totaling 480,000 m² with plans for another seven 
projects and two expansions totaling 169,000 m².  Most of the 
action is in Australia, which has 12 FOCs totaling 263,363 m².

Of the five main developers, Austexx dominates with five centres 

totaling more than 125,000 m² and three more centers planned for 
another 60,000 m².  ING is right behind with three centres open 
and another planned and Chelsea Property Group is very dominant 
in Asia, particularly in Japan, and is now entering South Korea.

Whilst there is a clear upward trend for FOC development, the 
industry certainly isn’t free of issues – and with a tough retail trad-
ing environment across high streets, shopping centres and factory 
outlet centres who are all vying with each other and the internet for 
every dollar, Euro, Pound, Ruble or other currency, tough decisions 
are having to be made to maintain or boost revenue.

In the U.S., the most mature FOC market, the number of 
outlet centres has leveled out, and, keen to maintain income 
revenue, some owners are welcoming in any retailer, confusing 
the customer as to the centre’s true identity.  The U.S. definition 
of a factory outlet centre is one that has at least 50-percent fac-
tory outlet occupancy, but in some centres in the country, this 
is no longer the case as the amount of true factory outlets are 
diminishing to make way for run-of-the-mill retail offerings. 

Industry experts warn developers and factory outlet centre 
management to avoid dilution of the format so that customers 
are clear about the retail offering, but point out that centres 
with great brands, attractive environments and good access will 
always have the greatest chance of success.

Judging by the wide-ranging FOC development plans already 
under way across the world, investors and developers are opti-
mistic they can achieve this simple-sounding formula.

On 19-20 October, more than 
130 high-level factory outlet 
executives from 25 countries 

gathered in London to discuss this 
worldwide retail industry.  The event, 
“The ICSC European Factory Outlet 
Conference: Trends, Opportunities, 
Issues and Facts about Factory Outlet 
Retailing,” was hosted by the Interna-
tional Outlet Journal, Value Retail News 
and ICSC, in partnership with ING Real 
Estate and with sponsorship from GVA 
Grimley Outlet Services, Henderson 
Global Investors and McArthurGlen 
Designer Outlets.  

Over the course of the two-day 
conference, 35 executives from both 
the retail and development sectors 
shared their thoughts and experi-
ences with the group.  At the end of 
the conference, attendees said they 
immensely enjoyed the exclusive research and the 
chance to have a forum for their ideas and concerns.  
Networking went on long after the conference ended, 
and in a post-meeting survey, attendees overwhelm-
ingly supported hosting another FOC conference in 

Execs have their say:
ICSC/IOJ outlet conference filled
with facts, figures and opinions

London, now scheduled for 18-19 October 2007.  
Venue and other details will be announced soon.

IOJ Contributing writer Nicky Godding attended the Eu-
ropean Factory Outlet Conference and has provided recaps 
of each session.

FOC industry stable and growing worldwide

More than 130 factory-outlet executives representing developers, operators 
and retailers met in London to participate in nine educational sessions. 



In his presentation, “The Facts on Factory 
Outlets,” Ken Gunn, associate director of 
London-based CACI Property Consulting, 

told his audience to be prepared for a lot of out-
let-centre activity. 

“With a population of 450 million – half as 
much again as the U.S., which has just topped 
300 million – Europe now has 6.65 million people 
per outlet centre,” he said.  “But that ratio 
will soon fall to 4.05 million people per outlet 
centre with the completion of the current pipe- 
line.  There is a lot of activity under way, and 
Europe is now beginning to converge with the 
U.S., which has only 1.3 million people per outlet centre.”

Gunn said that certain countries and regions in Europe  (e.g. 
UK, Ireland and Switzerland) have seen more rapid develop-
ment and have either crossed (or are about to cross) the U.S. 
provision benchmark, therefore offering limited potential for 
further future development of outlet centres.  

“Where this has happened,” Gunn said, “operational centres 
face significant challenges in attracting occupiers and consum-
ers, and they are having to raise their game in terms of tenant 
mix, occupier line up, marketing and competitive positioning 
to win the hearts and minds of consumers.”

Fragmentation of European retail analysis makes it difficult to 
confirm figures, but CACI has trawled industry reports, inter-
viewed retail experts and analysed media coverage to develop 
probably one of the clearest pictures of the factory outlet centre 
landscape currently available.

Like the U.S. with slightly more than a million people per 
outlet centre, the ratio in the UK is 1.25 million, and in Ireland, 
the ratio will soon be less than a million.  

“However, there are still opportunities for growth elsewhere,” 
he said, “such as in Turkey where the ratio is 24.2 million per 

outlet centre (20 times higher than the UK), and 
in Germany where the ratio is 5 million.”

With world population and the thirst for con-
sumption expected to grow, Gunn expects to see 
increased FOC activity in Benelux countries and 
Northern Italy where developers will have to work 
harder to attract tenants.  

Gunn feels there are lessons continental Europe 
can learn from the UK, where factory outlet centre 
development peaked in 1998 and 1999 – when it 
was just starting elsewhere in Europe.

“Three types of outlet centre have become appar-
ent,” he said.  “The premium outlet centres, which 

tend to be the earlier ones such as Bicester Village, selling recognised, 
premium brands, and the ‘mass’ and ‘value’ centres.  The distinctions 
between the mid-market or ‘mass’ centres have become blurred  
with the advent of cheap, disposable clothing stores on the high 
street, and shoppers less willing to drive to a factory outlet centre 
where they are not sure they’ll find the offering any different.”

Outlet centres in the EU are generally more upscale than in 
the UK, but as more open, those newer schemes could move 
to the UK model.

Regarding multiple-centre markets, Gunn recommends such 
battleground techniques as identifying population types and gain-
ing appropriate retail tenants as well as providing better designed 
centres offering more variety – perhaps close to other amenities.

If current proposals reach fruition, he said, outlet centres in 
Europe will nearly double in a short time.  This scale of develop-
ment is unlikely to be sustained by the current crop of European 
tenants, many of whom will be concerned about further expan-
sion for fear of brand dilution and sales cannibalisation.

Gunn says: “It is those sites which best understand and 
meet the needs of customers that will emerge as the strongest 
performers in the more competitive future.”

Demographics determine FOC location and style
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Ken Gunn

A	 n over supply  
	 of outlet cen- 
	 tres in some 

parts of Europe, and an 
increasing imperative 
to provide customers 
with the size and co-
lour of merchandise 
they seek, give the 
industry unique challenges. Retailers and developers agree 
that it’s a tough market out there for those operating factory 
outlet stores.  But there is one thing working in their favour: 
The retail market is growing – especially in Spain and Central 
Eastern European countries, which are experiencing consumer 
growth.  A sector that once appeared saturated is now showing 
increased opportunities to grow retail sales, following a rise in 
private consumption.

Those were some of the opinions and conclusions batted 
around during the session “Challenges and Strengths of the 
Factory Outlet Industry,” moderated by Linda Humphers.  

But some retailers are concerned that, despite having to go 
through rigorous planning processes in most parts of Europe, 
developers are not doing their research properly, not commu-
nicating with retailers early enough about new developments 

and building new FOCs too close to existing centres.
Alain Van Hulle, Managing Director Leasing & Operations 

BVS Villages, points out the danger in identifying a new scheme 
to a retailer too early.  He said: “Communicating development 
ideas with a brand is difficult because you don’t want to pre-
empt a decision by the local authority.”

But Michael Stanier, European Retail Director at Timberland 
in Europe, disagrees: “It could help a local planning decision be-
cause councils may welcome key brands and it could support the 
developer’s case.  If developers build too many outlet centres in the 
same area, brands will either opt out or re-invent themselves.”

One clear issue for retailers is when a planned new FOC is 
close to long-established wholesale accounts, which can feel 
threatened, but Todd Overmyer, director of factory outlets  

Retailers, developers discuss challenges
Linda Humphers,	 Moderator, IOJ Editor-in-Chief
Todd Overmyer,	 Director FOE Levi Strauss (Europe)
Michael Stanier, 	 European Retail Director Timberland
Beth Thornton, 	 Director Elysian Property Consultancy
Alain Van Hulle, 	 Managing Director Leasing & 	

	 	 Operations BVS Villages
Peter Baker, 	 Group Head of Retail Lee Cooper Group

(See Challenges, page 12)

Alain Van Hulle Todd Overmyer Michael Stanier
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Challenges

Without brand protection,
bid adieu to FOC industry

Linda Humphers, 	 Moderator, IOJ Editor-in-Chief
Jane Richardson, 	Merchandise Manager, DBApparel
Laura Wenke, 	 Chief Marketing Officer, McArthurGlen
Sally Sheppy, 	 Senior Director, FOE Stores 
	 Polo Ralph Lauren (Europe)
Brendon O’Reilly, 	 Partner, GVA Grimley Outlet Services

Two outlet re-
tailers and two 
FOC executives 

shared their experi-
ences on working to-
gether on the diffi-
cult task of marketing 
without using store 
names in the panel 
discussion “Brand Protection – Case Studies,” moderated by Linda 
Humphers.

Adjusting to the unusual situation of marketing without 
mentioning brand names is a no-brainer for Laura Wenke, Chief 
Marketing Officer at McArthurGlen.  “There wouldn’t be a fac-
tory outlet industry if retailers didn’t protect their brands,” she 
said.  “Consumers choose brands because they trust the quality, 
like the style or want to buy into the lifestyle associated with 
the brand.  There are clear advantages for those retailers who 
have embraced the factory outlet route for their excess stock, 
because they can continue to control their brand.”

According to Jane Richardson, Merchandise Manager, DBA Ap-
parel (Wonderbra),  the advantages of an outlet strategy go above 
and beyond the important job of clearing obsolete goods.  “Outlets 
are another way of communicating directly with our consumers 
and learning from them what may or may not work in the broader 
market place. The controlled environment in our outlet stores 
gives our brands the chance to engage in a direct conversation with 
consumers and become stronger as a result of these insights.”

But one of the more challenging problems faced by factory 
outlet managers is telling potential customers on the outside 
what they can expect to find inside.

“To protect their brand, we can’t promote individual retailers 
outside the centre, but we can and do offer a range of support, 
including good signage, organisation of events, visual merchan-
dising, brand support and a good website,” Wenke said.  

Retailers understand how difficult the job is for shopping 
centre managers.  “We want developers to drive footfall to our 
stores, but we don’t want them to use our name whilst they are 
doing it!” said Sally Sheppy, Senior Director at Factory Outlet 
Europe Stores for Polo Ralph Lauren.

Polo and McArthurglen teamed up on acampaign that 
worked so well that Wenke is eager to try it again with other 
retailers.  For this promotion, McArthurGlen supplied the 
database and postage and Polo provided the marketing piece.  

The campaign drove customers not only to Polo, but also to 
the centre itself.

Direct mail, guerrilla marketing and advertising campaigns are 
all tried and trusted ways to boost databases and footfall.

Brendan O’Reilly at GVA Grimley supports such partnership 
marketing between retailers and factory outlet management, 
but points out good pre-planning is essential.  “Brands have a 
level of sensitivity to promotions and they are all different.  If 
we know beforehand what each tenant is happy to do, we can 
plan and budget accordingly.”

O’Reilly also urges shopping centre managers to be more 
creative with their marketing.  “Be inventive.  Establish good 
relationships with key journalists and marketing can be non-
brand related.  In a recent survey of around 60 journalists in 
Prague, only one knew what a factory outlet centre was, so never 
mind about the brands in the outlet centre, we needed to do 
some branding of our own.”

And they did, using gnomes to signify their Campaign for 
Small Prices.  “It was incredibly successful,” O’Reilly said, “be-
cause the population in Poland likes that sort of thing.”

(Continued from page 11)

Sally SheppyLaura Wenke Brendon O’Reilly

Europe for Levi Strauss, says his company works with whole-
salers to prove that a new outlet store will enhance the brand, 
not damage it.  “We stick to our policy of last season’s products 
and we don’t carry this season’s products,” Overmyer said. “We 
keep a watch on the wholesalers and take back inventory to 
help them keep their range fresh.”

According to Peter Baker, Group Head of Retail Lee Cooper 
Group, developers must work more closely with retailers when 
planning new schemes to gauge their interest.  

He said, “Not enough thought goes into who will occupy 
these new schemes, and they must understand that we have 
different brand offerings in different markets.  When we look 

to developers we are being selective.  
“We will never be universal – we cater to different customers in dif-

ferent countries.  For instance, in Switzerland we don’t sell women’s 
jeans but in Israel we’re the largest seller of women’s jeans.”

The retailers on the panel weren’t in unison on the subject 
of made-for-outlet goods.  Timberland in Europe avoids the 
practice because the brand is striving for premium status.

Levi Strauss’ Overmyer had the opposite view, saying that 
“Producing for outlets isn’t a problem for us, as it provides us 
with information on how we can develop our outlet programme.  
We can control the size and colour mix to satisfy consumers.”

Van Hulle, formerly the European Director of VF Factory 
Outlets, said he’s in favour of made-for-outlet products. “What-
ever makes the customers happy and increases footfall is good 
for all of us,” he said.



Once they’ve opened a store in an FOC, outlet retailers’ 
and centre operators’ real work begins.  In the session 
“Fashion Without Borders: FOCs Global Approach,”  

moderated by Grahm Coxhead, the veterans who’ve broken 
ground in countries that have never experienced outlet retail-
ing shared their experiences and offered advice on succeeding 
in this constantly changing enterprise.

The shopping centre industry faces tough decisions: keeping 
an outlet centre fresh and interesting requires a keen eye on 
how each retailer is trading, and looking out for up and coming 
brands that are attracting shoppers on the high street or in the 
traditional shopping centre.

 “To maintain our outlet centre’s appeal, we have to get  
under-performing retailers out, but we also need to make sure 
that our brands are known to our customers,” said Silvio Tarchi-
ni, Chief Executive Officer, Studio Silvio Tarchini, operator of 

Pleasing customers is difficult when they’re not quite sure what 
a factory outlet centre is, according to speakers in the session 
“Delighting the Customer,” moderated by Neil Chapman.

According to both centre managers and retailers, confusion re-
mains in some parts of Europe as to what a factory outlet centre is.  
Even in France, one of the EU’s more mature FOC markets, there 
are some people who still don’t get it, says Yaël Reicher, Marketing 
Manager at Ardennes Outlet Centre.  She has had to create an 
educational leaflet on what her customers should expect.

Is it just the brands that customers expect to see?  Or do they ex-
pect the traditionally more sophisticated entertainment and offering  
of shopping centres?  Increasingly, they expect the latter, and  
outlet centres sited far from other amenities will struggle to survive 
unless then can offer premium brands as well as other attractions.

Management and retailers agree that the way to a shopper’s 
heart is through his stomach, which is why a good food offer-
ing is increasingly important.  Value Retail’s Bicester Village in 
England recently opened a new Carluccios Cafeé, which is a 
roaring success, according to Emmanuelle Delanoe, Director of 
Strategy, General Director-France Value Retail.

Gunwharf Quays in Plymouth, England reports that 70 percent 
of people who go to the centre for a dining experience go shopping 
– now that’s a great conversion rate.

But the food offering must reflect the aspirations of the outlet 
centre, according to Ian Sanderson, Thornfield Properties’ Head 
of Springfields, who said that the centre had recently parted 
company with Burger King.

He said: “People are focusing on good food, and we want to 
reflect that as well as offer a good variety in our centre.”

Yaël Reicher agreed, saying: “Our food outlets include a Belgian 
brasserie and the Italian espresso shop Illy Cafe – something for 
everyone.  You cannot run a successful outlet centre without offer-
ing good food and drink.”  She also pointed out that branded food 
operators were welcomed because shoppers recognised the name, 
although independent food outlets offered differentiation.

Moderator Neil Chapman then fired off questions to panel-
ists and attendees:

How do landlords delight the retailers? 
Delanoe said,  “We must work together because without its re-

tailers, an outlet centre is nothing.  We have huge respect for them 
and aim to communicate well – asking their opinion before launch-
ing campaigns.  It gives us more satisfaction to know that they are 
on board with what we are doing to promote the centre.”

The best landlord is innovative and creative but not dictatorial, 
according to Springfield’s Sanderson.  “We need to do what we 
can to develop a great relationship with retailers, support them at 
the moving-in stage, and then it’s over to them.  It’s also about 
managing expectations.  We have a small Marks & Spencer in our 
centre, although they initially wanted a larger unit, we persuaded 
them to take a more appropriate space and it’s worked.”

Is there room for full-price merchandise in an outlet 
centres? 

‘No’ was the quick answer from panelists and audience, with 
most opting for a minimum, genuine 30-percent discount as 
customers are quick to spot unsubstantiated claims.  

Do multi-brand retailers confuse or delight the customer?  
It depends on the store layout, but confusion can reign with 

poor signage.

Delighting the customer is everyone’s responsibility
Neil Chapman, 	 Moderator, Chief Executive Officer, Chameleon Retail Consultancy
Ulrich Nordhorn, 	 Managing Partner retail Expansion Management, PUMA AG
Emmanuelle Delanoe, 	Director of Strategy, General Director-France Value Retail
Yaël Reicher, 	 Marketing Manager Ardennes Outlet Centre
Ian Sanderson, 	 Head of Springfields Thornfield Properties

Graham Coxhead, 	Moderator, Director, LMS Outlets Ltd
Neil Thompson, 	 Chief Executive Officer, The Outlet Company
Manuel Lagares, 	 Managing Director, Neinver
Silvio Tarchini, 	 Chief Executive Officer, Studio Silvio Tarchini
Vishal Mahajan, 	 Director – Leasing, Dubai Outlet Mall

Brand success is key to global reputation

three Foxtown FOCs in Switzerland and one in China.
Neil Thompson, Chief Executive Office at The Outlet Com-

pany, said, “Shoppers need to open up to new brands from other 
countries.  To keep an outlet centre interesting, we must bring in 
new brands as well as educate consumers in each country about 
the successful brands in other countries.  We should also bring 
in less well-known brands in their own country – consumers 
like indigenous brands as well as international ones.”

But Manuel Lagares, Managing Director at Neinver, was 
more cautious about upsetting resident retailers.  “We want to 
develop a long-term relationship with our retailers,” Lagares 
said.  “While we keep an eye on fashion, trends and under-
performance, we would rather reshuffle or relocate before we 
consider anything more radical.”

Lagares added that owners must pay as much attention to the 
quality of their buildings as to the success of their retailers.
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Neil Chapman Ian Sanderson



Not every FOC is a classic 
beauty but many with 
their own special some-

thing have become successes. 
Those schemes and how they 
work were discussed in the session 
moderated by Lisa Wagner, “Ex-
traordinary, Remarkable, Atypical 
and Exceptional,” and Jane Allen of Retail Consulting was ready with 
a basic description.  “It’s one that blends the centre’s regional culture 
with exciting brands.” 

Phil Cottingham agreed.  He is the portfolio director at Land Securi-
ties, whose flagship scheme is Gunwharf Quays, in Portsmouth, Eng-
land.  Whilst not an outlet centre but a traditional shopping centre, 
this widely-acknowledged stunning development makes the most of 
its local waterfront assets and the iconic new Spinnaker Tower.

The Guinea Group is redeveloping an outlet centre in the midst of  
one of the UK’s biggest tourist destinations – The Lake District.  

“Tourists come from across the world,” said Guinea Group Man-
aging Director John Drummond, “but locally we are capitalising on 
the memories of shoe shoppers in the nearest big city – Manchester 
– because our site was a former shoe factory.”

Creating a sence of  “special” is essential, say Allen and Cottingham:  
An outlet centre needs to build a brand identity – something customers 
can relate to.  That takes good preliminary customer research so an 
outlet centre can tune into its customers and create a brand essence that 
is communicated across the board to customers, staff and tenants.

Drummond said,  “The biggest problem is getting the right prod-
uct in the centre. The customer comes to shop and if the brands 
aren’t there, they won’t come.  Most of us build good, efficient 

      Lisa Wagner       Phil Cottingham

L	ike families, those involved in outlet centres want the same  
	things – but often look to achieve them in different ways.   
	In the session “A Question of Ownership: Issues and Trends 

Affecting FOCs and Their Tenants,” the industry’s nuances were 
debated as Neil Varnham moderated.  

Developers want income and they want it quickly, but investors 
are often looking for low volatility. Each realises that the best way 
to achieve their common aim is by installing and supporting good 
management and staff.

Rupert Clarke, Chief Executive at Hermes Real Estate, touted 
the idea of owning a portfolio of schemes to enhance the invest-
ment.  “To reduce volatility you need critical mass to perform well,” 
he said.  “Having systems in place supporting all centres will help 
local management do their jobs better.”

Frank Cox of GVA Grimley added that “Good, behind-the-
scenes support will improve cost-effectiveness.”

Brands also benefit from multi-centre ownership because it helps 
to establish the retailer-operator relationship.  Still, the success of 
individual stores ultimately rests with local centre management, 
and the most successful outlet operators think big but act local.

Mutual reliance doesn’t always bring understanding.  “There can 
be misunderstandings on how to achieve the higher footfall and 
increased sales we all seek,” Cox said, “but if there is a good relation-

ship between manager and retailer – success flows naturally.”
At Bicester Village, owners Value Retail keep a tight rein on 

retailers to their mutual benefit, and whilst individual retailers 
might complain about issues such as “the window police,” they 
understand that certain policies – such as maintaining attrac-
tive window displays – are important because they heighten the 
customer experience.

Finding good centre management can be difficult, and investors 
often will only buy an outlet centre from a developer if the right 
brands are represented and the centre is managed well.  

Other issues facing the FOC business in Europe include 
overdevelopment and overseas expansion, but Clarke said he’s 
more concerned about funding, planning permission and limited 
retail expansion.  “Whilst there do appear to be a large number 
of planned schemes in certain areas of Europe,” he said, “some 
of them won’t get planning permission or existing leases won’t 
allow a retailer within a certain radius – the market is likely to 
be self-regulating.”

Concerning overseas expansion, Clark said,  “Overseas partnerships 
can be risky: You don’t know them, they don’t know you, and you 
may have different ultimate objectives, or just different ways of doing 
business, so find the right partners and align them properly.”

selling machines – that’s what an outlet centre should be.”
Allen disagreed.  “I would never give retailers such a strong hand 

– it’s a partnership.  I agree that there are certain things customers 
expect of an outlet centre, such as premium brands at good prices 
all year round.  But high-street prices are closer to factory outlet 
centres than ever before so we must work on developing a centre’s 
other attributes, and customers tell us they want a great environ-
ment and good architecture.  The original unique selling point of 
an outlet centre is diminishing as high street drops prices.”

Cottingham said, “More facilities and attractions equals more 
dwell-time and spend.  We’re about supporting the retailers 
through centre enhancement.”

But Drummond argued that one of the most successful UK 
outlet centres, Boundary Mills, is not pretty.  “Customers want 
designer goods at discount prices.  That’s what they come for and 
everything else is an add-on.”

He added: “All operators must keep their offers fresh.  We get 
around 10 percent retailer churn, for many reasons.  Customers 
get bored quickly and we believe in research so we regularly run 
surveys asking them what they want.  But we speak to our retailers 
too – asking them about their customer profile.”

And outlet centres shouldn’t necessarily kick out underperform-
ing retailers, he said, but  should have faith in their mix and look 
at why individual shops aren’t performing as expected.

Neil Varnham, 	 moderator, Director of Retail Property,\Henderson Global Investors
Rupert Clarke	 Chief Executive Hermes Real Estate
Frank Cox 	 Consultant, GVA Grimley
Chris Warren	 Partner, Retail Services, Cushman & Wakefield

Lisa Wagner, 	 moderator, President, Quier Target Marketing
Jane Allen, 	 Director, Retail Consulting
Phil Cottingham, 	Portfolio Director, Land Securities
John Drummond, Managing Director, The Guinea Group

FOCs are all alike? Not so, say these developers 

Ownership matters but managers matter more

Neil Varnham Rupert Clarke Frank Cox
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Robert van den Heuvel, 	Moderator, European Leasing Director BVS Villages
Anna Jones, 	 Development GVA Grimley Outlet Services
Stewart McGufffie, 	 Sales & Marketing Director Christie Towels
Michael Stanier, 	 European Retail Director Timberland
Palle Petersen, 	 Factory Outlet Manager IC Companys  
Todd Overmyer, 	 Director of Factory Outlets Europe Levi Strauss Europe

Outlet strategy important, say savy retailers

Levi Strauss Europe  
plans outlet expansion 

Levi Strauss Europe (LSE) made the strategic decision to make 
the FOC channel an integral part of its European division’s retail 
strategy.  Developing a new store concept especially for FOC, they 
have brought a more premium feel and look to the brand image.  
This has included significant capital investment in company 
owned and operated stores and store staff. 

Todd Overmyer, Director of Factory Outlets Europe, LSE, said: 
“Factory outlet centres serve as another face or point of contact 
for our brand to the consumer.  Brand protection and increased 
control of distribution prevents our brand being traded in un-
authorised channels.  A focused European controlled distribution 
network optimizes company profits and cash flow, and supports a 
strong terminal stock inventory management for LSE.”

Overmyer explains that before LSE agrees to take space within a 
FOC the company looks at whom else is trading in the centre.  “We 
also look at whether similar retailers are being encouraged to trade 
in clusters – which we like, because it tends to increase footfall.”

The new concept covers the entire retail offering, from new 
store fixturing to signage, layout and individual branding for Levi 
Strauss and its other brand, Dockers.

The first new store, at County Kildare outlet centre in Ireland, 
is trading successfully and LSE is planning to roll out the new 
concept stores across Europe over the next two years.

Leading towel brand  
widens its horizons

Christy Home Textiles Ltd is the UK’s leading towel brand with 
a 25 percent market share, and developing positions in other 
products and markets.

In July 2006 Welspun India Ltd acquired 85 percent of the 
company, which is divided into Christy UK Ltd, Christy U.S. LLC 
and Christy Europe. The company has pursued an aggressive shop 
opening programme, invested in a new warehouse to improve de-
livery and performance and successfully launched a bed linen range 
in 2003.  The company embraces internet retail and can see the 
opportunities of putting internet terminals in some of its shops. 

In July 2003 Christy developed its factory outlet store strategy to 
open up to six 74.32-m2 clearance units in the UK, selling mainly 
seconds.  The company was sensitive to its wholesale account 
and hasn’t experienced any problems with high street retailers 
concerned that the outlet units would have an impact on sales.

The Christy strategy has been a huge success and supports 23 
UK outlet stores – those units represent around 10 percent of 
Christy turnover, which is just right, according to Stewart Mc-
Guffie, Sales and Marketing Director.

Target unit sizes have grown to 130 m2 and the company now 
pursues the dual aim of sector profit as well as stock clearance.

“We opened the first outlet-centre store to have a dedicated 
channel to clear stock,” McGuffie said.  “We used the same shop 
model as on the high street.  Now we understand factory-outlet 
retailing is different than high-street retailing, and as a result we 

are planning a dedicated operational management structure.”
Christy’s plans to roll out in Europe have been put back a few 

months, but the company plans to open outlets in Europe in late 2007 
and possibly, as a result of its recent takeover, in India or Asia.

IC Companys boosts  
sales by 40 percent

Danish multi-brand apparel retailer IC Companys – whose labels 
include InWear, Matinique, Jackpot, Cottonfield, Part Two, Peak 
Performance, Saint Tropez, Designers Remix Collection, Tiger of 
Sweden, Soaked in Luxury and By Malene Birger – is on a rising 
tide.  IC has increased turnover by 40 percent in the last two 
years and is now actively pursuing a factory outlet centre store 
strategy – but not before the company went through a lot of pain 
restructuring its management team.  

According to director Palle Linaa Petersen, the company was 
thrown out of Value Retail’s Bicester Village in England a few years 
ago due to under-performance, so he knows better than most the 
pain of being unwanted.

“We had expanded too quickly without a clear strategy,” he said.  
“Now practically all of that management team have departed.  
We’ve taken some difficult but necessary decisions and as a result 
we’re trading better and have a clearer strategy, which includes 
developing our factory outlet stores to the same quality as those 
on the high street.”

IC Companys believes in staff support and consultation, and 
earlier in the year took many of the shop staff to the company’s 
new logistics centre in Lodz, Poland, to seek their advice and 
opinions on new ranges.

“They are customer-oriented and they know what our custom-
ers want,” he said.

IC operates 21 stores, down from 35 in 2004, but sales are up 
in all units today.  The company’s brands are all well-known in 
Denmark, but some what less well-known elsewhere in Europe.

Timberland has clear  
outlet expansion strategy

The global footwear market has shrunk over the past few years 
so retailers such as Timberland have to trade smart to steal more 
of a shrinking market from the competition.

In Europe, Timberland doesn’t manufacture for outlets 
– selling only excess stock, although Michael Stanier, European 
Retail Director Timberland points out that this retail model is 
completely different from the U.S. model.  Timberland Europe 
is about premium branding and the company is striving to boost 
its brand image.

Timberland’s growth policy is clear: Provide the right product for 
the right time, buy better for main events, practice good policies 
and procedures and provide an efficient supply chain thatkeeps 
apace with business growth.  This takes talented staff back up with 
good research on who the company’s customers are and why they 
prefer to shop at Timberland.

Stanier’s advice to outlet-centre management is “Keep your 
outlet special.  Remember the power of brands and treat them 
with respect – they are your future.”

Michael Stanier Anna Jones Todd Overmyer
The last session of the conference was the much-awaited Retailer Run-
way, moderated by Robert van den Heuvel; a summary of some the 
presentations follows:
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By Linda Humphers, Editor in Chief

Freeport, one of the original outlet-centre de-
velopers in Europe, is working at rekindling 
its glow with a new CEO, a new director, a 

new owner and two new schemes.  The first two 
– Robin Binks as chairman and Iestyn Roberts 
as CEO – are already in place and the latter two 
are on the wish list.

Seven years ago the de-
veloper, then known as 
Freeport Leisure and based 
in London, operated six 
UK centers totaling more 
than 800,000 m2.  During 
those heady times, the 
developer was the only 
publicly traded outlet com-
pany and was negotiating 
to buy six sites within a few 

months; plans were in place to bring the portfolio 
up to 20 to 30 properties within a few years.

Within those few years, however, the weight of rapid expan-
sion and founder Sean Collidge’s bigger-is-better approach 
eroded the company’s profitability and forced the sale of a num-
ber of key centres.  Today Freeport has lost its Leisure, is based 
in Monaco and is operating three centers that are loaded with 
potential but gasping to keep up with the outlet competition 
in Europe.  Collidge is gone but not out of the picture thanks 
to a lawsuit he filed against his board of directors.

But with Binks and Roberts at the helm, Freeport is moving 
forward again. Carlyle, a U.S.-based takeover group supported 
by major shareholder Laxey Partners, was doing due diligence on 
the company in late 2006, which Roberts saw as a good sign.

“Clearly we’re being viewed as having value as a business,” 
he said.  “We don’t see selling off the pieces we have left – what 
would be the point in that?”

Roberts said that enhancing the neglected portfolio is a matter 
of paying attention to it.  “It’s all pretty simple, really,” he said. 
“We get the right tenants in and the wrong tenants out. We do 
marketing that’s appropriate for each centre and we find ways 
of becoming more friendly to the industry in general.”

Listening will play a key role in tenant relations, he said.  “We 

Freeport looks to revive, expand portfolio

have to let them know that we’re interested in their plans, their 
future and that we can play a role for them. We are open now to 
deals where we’ll share the risk – and the upside – more evenly.”

The initial focus is on the 800,000-m2 Alcochete Lisbon 
in Portugal, which has a mostly mid-market catchment, but 
with a sizeable wealthy population, too.  First on the list was 
to reopen the cinema and launch mini-soccer matches (five 
team members per side), which are wildly popular in soccer-
crazy Portugal.  

Adding tenants to the 190,452-m2 Freeport Kungsbacka in 
Sweden and to 243,176-m2 Freeport at Excalibur City in the Czech 
Republic is already under way.  “We just need to build up Sweden, 
which already has an excellent home-furnishings tenancy,” Roberts 
said, adding that the Czech centre would be more challenging.  
“Excalibur is on the Austrian border and although three-quarters 
of the shoppers are Austrian, it has been tough to get started there.  
We thought the duty-free trade would be stronger than it is, but it’s 
growing more slowly than we thought.”

Compared to last year, rents at Excalibur slumped 21 percent; 
retail units there are being concentrated into one portion of the 
centre so that the gaps are less obvious. 

Still, Roberts is optimistic about bright-
ening up the three centres and his back-
ground makes him well-suited to the tasks:  
As the former European commercial direc-
tor of BAA McArthurGlen, he launched 
four new centres and turned round the 
performance of another three.  

Although Freeport hasn’t been able 
to pay shareholders a dividend recently, 
there are signs of an upswing:  Compared 
to last year, rents have risen at Lisbon (9 
percent) and in Sweden (14 percent). 

And planning consents and licenses for 
two new sites in France are in the pipeline. 
Construction of Freeport Alsace Outlet Vil-
lage, 45 km north of Strasbourg is expected 
to start this with an early 2008 opening.  
Construction of  Freeport Le Cannet des 
Maures in CÔte D’ Azur will commence 
in 2009 with the opening in 2010. 

Freeport’s new leadership is focusing first on the developer’s most 
ambitious factory outlet centre, the 800,000-sf Alcochete Lisbon, which 
opened in June 2004.

Freeport is adding tenants to the 22,592-m2 Freeport at Excalibur City in the 
Czech Republic.

Iestyn Roberts
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Outlet tenants successfully  
navigate Gunwharf Quays

Since opening in 2001, Gunwharf Quays has attracted more than 32.5 million 
visitors to its 90 outlet units, as well as its leisure and marina facilities.

Three new tenants – Lee Cooper, 
Paperchase and Kenneth Turner 
– have recently joined Gunwharf 

Quays in Portsmouth, England, and exist-
ing tenant Cotton Traders has increased 
its GLA, thanks to rising sales numbers.
4  Lee Cooper, known as the original 

European denim company, is opening the 
Gunwharf unit as part of an aggressive ex-
pansion programme.  Stocking a range of 
jeans and casualwear for men and women, 
Lee Cooper has taken an 88-m² unit on a 

10-year lease close to the scheme’s Nike 
and GAP stores. Commenting on the 
new store, Peter Baker, group head of 
retail at Lee Cooper, said the company 
was launching a new store design that 
would more closely resemble its high-
street units.  “This new design concept 
will be featured,” he said, “in all future 
outlet stores in our expansion programme, 
whilst a re-fit programme will be rolled-
out across our existing outlets.” 
4  Paperchase, a leading stationery 
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retailer in the UK, has taken a 192-m² 
unit on a 10-year lease close to Bose and 
HMV.  The new Paperchase store will 
offer a wide range of products found in 
the company’s flagship stores in London 
and Manchester. The stock will consist 
of stationery, greeting cards, gifts and 
gift packaging as well as a selection of 
art papers and art materials, both at full 
price and discounted.
4  Mayfair floral designer Kenneth 

Turner will be opening its third UK outlet 
store – with a new store-concept – in a 
33-m² unit on a five-year lease.   The store 
will stock both high-street and made-for-
outlet fragrances and home accessories. 
“The Gunwharf Quays catchment mirrors 
Kenneth Turner’s main customer profile,” 
said Paul Clarke, commercial director at 
Kenneth Turner.  “The location was a 
major target in our UK and international 
expansion programme, and we’re now 
looking to open two new factory outlet 
stores this year, as well as expand on our 
full-price UK presence.  Additionally, 
we’re researching opportunities in both 
the US and Japanese markets.”
4  Following ongoing successful trading 

at Gunwharf Quays, Cotton Traders has 
relocated in to a larger unit near the Marks 
& Spencer outlet store.  The 148m-² unit is 
68 percent bigger than its previous store at 
the scheme and allows the retailer to stock 
a wider range of its sports and casualwear 
for men and women at a discount.n

Irish firsts at Junction One

Guinea Group’s Junction One in Antrim, N. Ireland has provided a home for 
two chains opening their first Irish factory-outlet stores:  Footwear retailer 
Ravel, which operates 10 outlet stores, and tea/coffee/giftware specialist 
Whittard of Chelsea, which operates 19 outlet units.  Since opening in 2004, 
Junction One has attracted more than 7 million shoppers to such tenants as 
Marks & Spencer, Adidas, Nike, Levi’s, Next, Bose and Polo Ralph Lauren. 
A 60,000-sf (5,575-m²) phase 2 opening later this year will bring the centre’s 
GLA to 305,000-sf (28,346-m²).






