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FOREWORD

BNP Paribas Real Estate is delighted to present the second edition of its Pan-European Footfall
Analysis, covering 34 global and lifestyle cities across Europe.

The analysis has been supported by BNPPRE Research teams, Retail Agencies and Alliance partners across 19
countries, in partnership with LOCATUS for the supply of footfall and retail street data.

The study aims only to provide a snapshot of the prime inner-city pedestrian traffic in September 2021,

the situation has been constantly evolving since then, with footfall recovering further over the autumn.
Remember that traffic data is not the only parameter to be considered when reviewing a street's profile:
in-store average spend and conversion rates are also key to retail performance.

The findings suggest that some level of normality has been restored to European downtown prime
pitches: brick-and-mortar premises still have traction, city centres are proving their appeal, along with
some new retail models and formats that are being successfully introduced to inner cities.

We hope that this report will give readers a useful and comprehensive understanding of European
markets and the main developments across the cities covered. BNPPRE Research Departments and
Leasing Agencies will be happy to provide additional local insight on request.

PERRINE
PATRICK NATHALIE JAKOTS
DELCOL DUBREU Pan-European
Head of Pan-European Senior Research
Pan-European Senior Director Analyst
Retail Retail Retail

ANNUAL GDP
GROWTH
BENOIT LEFEBVRE N EURORE
Head of Research
Investment Strategy & Risk Analysis

PAN-EUROPEAN 2%
FCONOMIC
O \/ E Rv ‘ EW IN THE EUROZONE

The economic rebound following the COVID-19
pandemic is looking strong in Europe. However, the
trajectory is likely to be bumpier than previously
expected due to the negative supply shock induced
by the extended nature of the pandemic.

The economic sky looked blue... but clouds have been gathering chanical’ recovery will have run its
course. However, GDP growth should
Recent data shows that business and consumer confidence en- remain well above its long-term av-
joyed a broad-based improvement in advanced economies in the erage in Europe, underpinned by low
first half of 2021. Depending on the country, the second or third interest rates and increased resilience
quarters should see the peak in terms of quarter-on-quarter GDP to potential new waves of infections

growth this year. Subsequently, growth should slow as the 'me- thanks to high vaccination levels.

ANNUAL GDP GROWTH (% P.A., 2022 - 2024)
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Clouds have been gathering howev-
er. Supply bottlenecks are set to cap
growth and drive up prices. Business
surveys in manufacturing and ser-

vices continue to point to very high
pressure in terms of input costs.

Mare recently, another type of sup-
ply shock has emerged with the
huge increase in gas prices, with
knock-on effects to the price of

electricity. Higher energy pri-
ces should weigh on household
spending but they may also
contribute to inflation staying
high for longer.

RETAIL SALES

Montly growth

Consumers’ behaviour during recessions and recoveries

Typically, during a recession or a downturn, consumers tend to
save, pushing up the savings rate. Consumer spending took almost
three years to recover after the 2008 financial crisis largely because
of the labour market slump and the duration of the recession. This
recession is different. The policy measures undertaken to ‘freeze’
the economy by reducing the impact of the shock on the job market
and businesses limited the possible demand adjustment. Due to
this income protection and the period of high uncertainty, savings
reached an all-time high during the various lockdowns. The loss of
opportunity for consumers to spend means that a pent-up demand
will drive a much quicker rebound in consumer spending. In the Eu-
rozone, growth in consumer spending will average 3.5% p.a. over
the next three years, supported by an increased mobility.

One of the main challenges for the retail sector during the pan-
demic was to increase the confidence of consumers to return to
stores. In a world where being indoors and in close contact with
other people may be perceived as a risk, the retail sector was in
a delicate position. With all the implied social interaction when
visiting a retail unit, the change in behaviour could have been
disastrous for an already decelerating sector. However, retailers
adapted quickly and introduced new safety protocols, including
a limit on the number of shoppers per so many square metres,
social distancing rules, a safe queuing system, wearing masks in
shops and one-way traffic systems.

Consumer spending is key to economic growth
Part of the recovery will depend on investment growth, reflecting

the impact of the EUR750 bn Next Generation EU fund. The rest is
in the hands of consumers. Consumer spending has largely driven
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economic growth across Europe, as it accounts for more than half
of economic activity for most countries (70% in Greece, 60% in the
United Kingdom and Portugal, among others).

Private spending is reliant on consumer confidence and, therefore,
the economic outlook. However, this confidence may be hit by sev-
eral factors in the coming months. First, the overall brightness
of the outlook is somewhat tarnished by the surge in inflation.
Even though we believe that a large part is only temporary, it
could have an impact on household purchasing power. Yet the
impact on household confidence and consumption is mitigated by
the large surplus savings, as well as by the support of a healthier
job market and by various fiscal support measures. However, if the
supply shortages continue through 2022, purchasing power could
start to be eroded if wages do not rise in tandem with prices.

The elevated path of inflation, alongside slowing economic growth,
poses a dilemma for monetary policy makers. As the current si-

CONSUMPTION AND ECONOMIC SENTIMENT IN EUROPE

tuation created by supply short-
ages seems to be only temporary,
central banks are unlikely to rush
any interest rate hikes. In Europe,
the Bank of England should move
first and increase its lending rate ear-
ly 2022. The European Central Bank
might choose to reduce its quantitative
easing program before moving its rate.

Finally, external threats such as an eco-
nomic slowdown in China or the extended
nature of the COVID-19 pandemic in Europe
may have significant impacts on growth
and international trade.
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a new normal, whatever that may be. A total of 130 streets have been analysed in 34 European
cities, including 19 capital cities.

TOP MASS-MARKET
PRIME HIGH STREETS: CAPITAL CITIES

In order, the UK, Spain, Italy and France are home to the Top
5 streets in European capital cities. As in the first edition of
our footfall report (2017), Oxford Street is still in pole posi-
tion in Europe. Regent Street is in second place in London
and has narrowed the gap with the frontrunner.

Paris has three streets in the Top
20, with the Champs-ELlysées still
leading, while Rue de Rivoli also
ranks highly (footfall of 36,000).

The table also shows that Dub-

Madrid takes second place among European capital cities
thanks to Gran Via with a daily footfall of 60,800 on the
day of the count, followed by Calle de Preciados, which

is one of the main thoroughfares of Madrid.

Milan is proving to be resilient and ranks high in Eu-
rope with Corso Vittorio Emanuele Il.

lin, Vienna, Stockholm and Co-
penhagen, which in recent years
have had high tourist numbers,
managed to retain high positions
in the Top 20. Their domestic
markets appear to have played a
major part in keeping up footfall.




TOP MASS-MARKET PRIME HIGH STREETS:
CAPITAL AND MAIN REGIONAL CITIES

Turning now to the Top 40 prime streets out of the 34 major Euro-
pean cities, German city centres score highly for their pedestrian
flows, with Cologne, Munich and Frankfurt all highly ranked.

Barcelona is traditionally a very touristic city and is still in the
top 10 European streets, losing ground to Madrid compared to
2017. Similarly, Rome is seeing a gradual recovery in tourism.
In Belgium, the Meir in Antwerp is still in top place for footfall,
followed by Rue Neuve in Brussels.

Two cities stand out for their major regional appeal, Man-
chester and Bilbao both rank highly (22" and 24™).

Interestingly Utrecht has overtaken Amsterdam and Rot-
terdam in the Netherlands, benefiting from renewed pop-
ularity thanks to its quality of life and easy accessibility.
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This trend can also be seen
more widely in medium-sized
European cities, which have
balanced retail offerings on a
human scale, against the back-
drop of the teleworking boom.

EUROPE TOP 40: CAPITAL AND MAIN REGIONAL CITIES
FOOTFALL, MASS-MARKET PRIME HIGH STREETS
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Grafton Street
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TOP LUXURY
PRIME HIGH STREETS

The Top 3 luxury streets are unchanged compared to our 2017
edition with three iconic areas in the lead: these streets are not
purely made up of luxury shops as they cover the whole range
from mass-market to luxury; all three have been heavily affect-
ed by the fall in tourism but London is enjoying a strong local
trend and has taken the lead in the ranking.

In fourth place is Munich, with the Theatinerstrasse, which
has become more exclusive over the past 4 years. Similarly,
the mixed streets of Copenhagen have confirmed the quality

of their positioning and rank top among the prime Nordic
thoroughfares.
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The purely luxury streets are
dominated by Dusseldorf, Rome
and Vienna. Close on their
heels, Madrid's mixed Calle
Serrano has further proved its
appeal to exclusive new arriv-
als.

Also noteworthy among the
15" to 20™ positions are three
German cities alongside Milan,
Zurich and Paris.

EUROPETOP 25
FOOTFALL, LUXURY PRIME HIGH STREETS

Ranking City Street Name  Segmentation/ Footfall Counting (number of pedestrians on the sample day)
(1~ LONDON Regent Street

(2)- PARIS Av. des Champs-Flysées

(3~ BARCELONA Passeig de Gracia 37400
@ MUNICH Theatinerstrasse 36,400
(5 COPENHAGEN Bstergade 30900
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(7)~| COPENHAGEN 24300
ROME 24100
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o R B
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(7)1 HAMBURG 12900
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FRANKFURT Goethestrasse 10400 TO LUXURY
@ LONDON 0ld Bond Street 10,300
(21)- VALENCIA Carrer de Jorge Juan 10,300 rJ
(22— STOCKHOLM Biblioteksgatan 9900
(22)-  COLOGNE Wallrafplatz 9900 LUXURY
@ BILBAO Calle Ercilla 9400
LONDON South Molton Street 9100
(25 MUNICH Maximilianstrasse 8800
10000 20000 30000 4000 50000

45500

60,000
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Mixed-use projects are becoming the norm throughout Eu-
rope. Local authorities support these urban developments
as they strive to upgrade their inner cities and breathe life
back into neglected districts. These schemes are popular
as they attract different categories of people - shoppers,
workers and inhabitants - which generate constant
flows. Investors and developers are paying more and
more attention to these assets, which enhance down-
town plots, restore financial equilibriums and meet cit-
izens' growing demand for greener spaces.

These redevelopments include offices, residential
units, restaurants, stores, hotels as well as green
and recreational spaces to form a complete ecosys-
tem, attracting local and foreign shoppers and vis-
itors who are happy to diversify their city centre
experience.

The new schemes often replace
one-use buildings which faced
the challenges of the wider real
estate industry (vacancy, obso-
lescence, unsuitability in terms
of use) thereby revitalising the
downtown districts of Europe-
an cities.

REESTABLISHING

CITIES PROMOTING
URBAN MOBILITY
TO MAKE DOWNTOWN
ACCESS EASIER

With current national policies focusing on climate and sustainabil-
ity, and seeking to improve the living conditions of European city
dwellers, numerous transport-upgrade projects are underway
throughout Europe. In order to retain their appeal to a population

that can now choose whether or not to frequent CBDs thanks to
remote working, cities are proactively making their suburban
transport routes shorter: from Milan to Stockholm, and from
Lisbon to Barcelona, European cities, often historically organ-
ised around cars, are now turning to new mobility systems.

As large cities are often perceived to be noise and air pollut-
ers, these upgrades help to burnish their green credentials,
in addition to providing efficient new multimodal facilities.

In turn, new mobility patterns enlarge retail catchment
areas by bringing potential fresh clienteles to downtown
shops. Bicycle paths, already in vogue, are now at the
heart of the city's transportation network.

Lastly, for some cities like Brussels and Vienna, these

mability policies include new car-free retail circuits, by
dedicating even more streets to pedestrians and im-
proving their shopping experience.

IMPORTANCE OF PHYSICAL

EVENTS ALONG WITH

NEW DIGITAL EXPERIENCE

European city centres must overcome numerous challenges to restore
pedestrian traffic, including remote working and the slow recovery of
international tourism. Many cities like London, Budapest, Milan or Paris

are multiplying the number of events they hold, offering an unparalleled
experience. Some are turning to world sporting competitions (such as the

Olympics) to boost their infrastructures and promote their lifestyle, but
they are all also offering more regular activities such as music festivals,
seasonal events or special theme days. With these physical events, cities are
taking advantage of the limits of digital experience - which cannot replace

physical gatherings - and generating traffic by revitalising neighbourhoods.

SAAILIAJSOUd ANV SANIYL ‘SISTHLNAS




POPULATION
(million)

. +—City 8.9
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— Metropolitan

region 14.6
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Bond, Sloane
and South Molton Streets A LUXURY

Bond Street remains the global luxury street in London.

U MASS TO UPMARKET

It attracts significant interest from wealthy foreign visitors Oxford Street, Long Acre/Covent Garden and Cheapside

and demand for luxury goods from this spending cohort is

still strong. Record-high rental premiums still make Bond
Street the most expensive retail street in the UK. Chanel and

Louis Vuitton have been the traditional drivers of footfall, the
former buying its boutique store for £310m in 2020, in a fur-
ther show of the attraction of the area. Recent additions include
Balenciaga and Canali.

Sloane Street continues to provide a platform for large-format
stores but generally benefits from seasonal trade. Sloane Street

is set for a £40m makeover, spearheaded by Cadogan in partner-
ship with the Royal Borough of Kensington and Chelsea. The plan
will enhance the street for locals and visitors alike.

South Molton Street is an exclusive shopping hub just off Oxford
Street. International luxury shops and trendy independent boutiques
make it attractive to tourists and high-end shoppers.

MIXED
STREET

Regent Street continues to attract international retailers seeking flagship
stores. The Crown Estate’s placemaking of the street also draws consum-

ers, and traffic free events (Summer Streets, NFL) have ensured variety

in the retailing experience. Longchamp and Church’s are some of Regent
Street’s most recent occupiers.

Kings Road remains Chelsea’s main retail destination. It has benefited from
initiatives by the Cadogan Estate, with areas such as Duke of York Square
being used for events which help generate footfall.

Marylebone High Street has pivoted towards an events-based retail offering
in recent years. Summer festivals and so-called “shopping and dining days"”

Regent Street, Kings Road and Marylebone High Street

"

have followed pedestrianisation of the area now styled as “Marylebone Village”.

Rents remain strong in this submarket.

Regent's Park e
P JOHN LEWIS and HOUSE OF FRASER
miRHYéET%[E]FTE @A Department Stores
0XFORD STREET
Paddington Railway SN 0
d Tube Stati

ORI Department Store ? =

.\,, 900 REGENT STREET

Marble Arch Tube C. &
SOUTH MOLTON STREET

Hyde Park 9 W\oe

OLD BOND STREET FORTNUM & MASON

Department Store

Oxford Street has traditionally benefited from
sustained footfall from white-collar workers and
tourists alike. The structural issues that retail has
faced are visible on Oxford Street. The strategic
revitalisation of the area will be crucial to its
long-term success. Schemes like the new Oxford
Street District Plan are incorporating pedestri-
anisation, investment in public facilities and
sustainability to enhance the street's appeal.

Long Acre offers a mass-market mix to pe-
destrians coming from Covent Garden.

Cheapside continues to thrive as the pri-
mary retail area servicing the City. Retail
provision in and around Cheapside re-
mains mostly mass/upmarket, owing to
relative shopper demographics. The low
footfall in comparison to the other areas
reflects that it is really a weekday re-
tail location as fewer people are in the
area at the weekend.

» PRIME RENT (€/sqm/month)

Regent Street | Oxford Street | 0ld Bond Street

Exchange rate £/€ 11692 03 2021

St Paul's

- Covent Garden Piazza Cathedral
Picadilly Circus
ube
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Department Store @ Buckingham Palace
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@ KING'S ROAD

Footfall (number of pedestrians
on the sample day: 18.09.2021)
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FOOTFALL EVOLUTION IN MIXED AND LUXURY MARKET*

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

Regent Street

King's Road
Marylebone High Street
New Bond Street

0ld Bond Street

South Molton Street
Sloane Street

96,900

Footfall analysis and street profiles

London's luxury streets are proving resilient with an
average footfall decrease of just -9%. These streets -
mostly dominated by fashion brands and therefore quite
fragile - have relied on retail experience to attract con-
sumers following the restrictions, such as in Maryle-
bone High Street “Marylebone Village” or King's Road. A
typical feature of these streets is their niche positioning,
which appears to have driven a swifter return to pre-
Covid levels, as illustrated by the very minor decrease
experienced by New Bond Street (-5%) and even a foot-
fall increase for Sloane Street.

The return of tourists should complete the attractive-
ness of luxury thoroughfares, particularly with the
forthcoming holiday season. Indeed, after a heavily re-

STREET PROFILE INDICATORS
Share of retail activity (% of number of units)
Source: BNPPRE / Locatus I food I Fashion / Beauty
REGENT STREET |
KING'S ROAD
MARYLEBONE HIGH STREET
NEW BOND STREET

OLD BOND STREET
SOUTH MOLTON STREET
SLOANE STREET
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2021 Level compared to pre-Covid level™

N Regent Street

> King's Road

> New Bond Street

- 0ld Bond Street

N South Molton Street

2 Sloane Street

* Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

stricted Christmas in 2020, tour-
ists and domestic consumers are
eagerly awaited.

Highlight

Sloane Street will undergo a significant
streetscape improvement.  pavements
will be resurfaced, new trees and ornamental
planting will adorn the pavement edge. This
project adds to the recent restoration of the
Belmond Cadogan Hotel and the upgrading of
the leisure and F&B activities.

[ Home / Garden I~ Recreational Goods

I Bars / Restaurants /

Highlight

To attract visitors in
the city centre, London
has to provide what the
internet cannot: experi-
ence. The “shopping and
dining days" in the Maryle-
bone Village are a showcase.
Within 24 hours, retailers and

district.

Services

o ORSHET
LONG ACRE/ COVENT GARDEN
CHEAPSIDE

0%

restaurants - advertise their
special prices, promotions
and menus which concur to
generate pedestrian traffic in the

- FOOTFALL EVOLUTION IN MASS TO UPMARKET*

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

2021 Level compared to pre-Covid level™

Oxford Street 72700 N

Long Acre / Covent Garden 44000 >

Cheapside m 2400

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Footfall analysis and street profiles

Mass-market streets can count on locals to re-
gain their pre-Covid appeal, as workers grad-
vally return to the offices. As the catering of-
fering is extensive in Cheapside (18% of total
retail floor area is occupied by bars, restau-
rants and hotels), these workers could re-
store color to the streets. Also, domestic
tourism seems to be contributing to a swift
recovery, as shown by encouraging foot-
fall figures in Long Acre/Covent Garden.
However, the lack of international tour-
ism is felt everywhere, as London is a
top shopping destination for global vis-
itors. For example, the famous Oxford
Street has been hit hard, although it
remains a top street in Europe. The
reopening of borders in the UK and
the resumption of Eurostar services
should help to revive activity.

[ Jrashion / Beauty [ Home / Garden I~ Recreational Goods I Bars / Restaurants / Hotels I Services
\ \ \ .
| | __

40% 60% 80% 100%
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A

Near the Champs-Elysées, Avenue Montaigne is Boulevard Haussmann, Rue de Rivoli and Rue des Francs-Bourgeois
the premier address for luxury in Paris and world-
wide attracting very high-profile clients. Prestigious All three of the Right Bank’s prime streets are still hotspots.
stores include Armani, Dior, Chanel, Louis Vuitton and Rue de Rivoli made the headlines with the reopening of the
Saint Laurent. In spring 2021, the brand Dolce & Gab- prestigious La Samaritaine in 2021, closed for 16 years. The
bana opened the largest luxury flagship of the avenue. street stands out for its varied offering including the newly
Rue Saint-Honoré is the 2" most sought-after place opened Ikea and Uniglo (2,000 sgm).

for upscale and luxury brands, especially in its western Boulevard Haussmann is world famous for its iconic depart-

section. Recently, completing the luxurious landscape ment stores, Galeries Lafayette and Printemps, comple-
made up of brands like Balenciaga, Furla and Guerlain, mented by a mass-market offer (H&M, Zara, C&A, Uniglo).

Dior opened its new flagship in a building previously oc- Le Marais - Rue des Francs-Bourgeois thrives by uniting
cupied by Roberto Cavalli, extending across 900 sgm. “affordable luxury” brands looking for new premises,

like Dr. Martens which inaugurated a store in 2020. A

. MIXED noteworthy forthcoming arrival is Dover Street Market
Avenue des Champs-Elysées STREET in 2022.
The 1.9 km shopping avenue remains an iconic address, Boulevard Saint-Germain, Rue de Sévres, Rue de Rennes
home to major retail flagships as well as exclusive venues. and Rue du Commerce
It also includes cinemas, restaurants, fashion stores, presti-
gious car showrooms (Mercedes, Renault) and anchors (Ap- These major streets situated on the Left Bank are re-
ple, Samsung, Galeries Lafayette). freshing the retail mix while retaining the style that
Nike opened its new flagship “House of Innavation” at no. 79 in 2020, the Left Bank is known for. Boulevard Saint-Germain,
also called “The Parisian temple of sport”, with over 4,300 sgm, Rue de Seévres and Rue de Rennes are the most ap-
while Rolex has opened a new store at no. 71. Latest arrivals include pealing, while Rue du Commerce is more of a vibrant
the eagerly awaited Carven Image store, and further changes are district cluster. New openings include brands like
afoot with, for example, the redevelopment of Galeries Basses. Alinéa, Darty, Foot Locker, Undiz and Jimmy Fairly.

EQEQmQmuQmuQs_© € @

Avenue Rue Saint- Avenue
Montaigne Honoré des Champs-tlysées
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Etoile Metro, RER @ Arc de Triomphe Shopping Center
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FOOTFALL EVOLUTION IN MASS TO UPMARKET"

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

FOOTFALL EVOLUTION IN MIXED AND LUXURY MARKET*

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

2021 Level compared to pre-Covid level™ 2021 Level compared to pre-Covid level™
Avenue des Champs-£lysées EEG— 500 NN Rue de Rivoll 36,000
. ) Boulevard Haussmann 33600 N Rue de Rivoli
Rue Saint-Honor¢ | 10,700 N Rue des Francs-Bourgeois 20000 —
int-Germai N Boulevard Haussmann
Avenue Montaigne I 7400 > BuulevardHSUaenEteB;ernmnegg 181%800[] . ‘
** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures HUES{?EC(??SEE? ]300018’900 S e

Hi g h lig ht ** Pre-Covid level s an average of 2016 / 2018 / 2013 footfall figures

Footfall analysis and street profiles Right in the heart

Highlight of the city Morland

After having weathered the recent challenging years, Mixité  Capitale’s Footfall analysis and street proﬁles

the famous Avenue des Champs-Elysées is getting back After closing for several years, La Sa- project  underlines

on track. The Avenue is being restructured with build- maritaine reopened in the summer Paris's ambition to pro- The decline in tourism hit the highstreets of Par-

ings and arcades undergoing redevelopment, along with 2021 on Rue de Rivoli. The owner LVYMH mote mixed uses into is hard, especially department stores - some of

the municipal “Re-enchant the Champs-Elysées” proj- invested € 750m to offer 20,000 sqm its urban landscape. This which are currently rethinking their strategies

ect. The Avenue Montaigne has kept its position: loyal of retail with the emphasis on luxury. A 44000 sqm BCU-rBéDUﬂ- to seduce European visitors, as Asian tourism

customers have not deserted its high-end stores. During : " " ot 0 . o . has not recovered to its pre-Covid levels. A

= > window for “French luxury’, La Samaritaing sible micro-district will _ ) i
summer 2021, Gulf visitors supported the Parisian lux- . : . o noticeable change is the strengthening of
. . aims to appeal to international and local encompass 11 functions in- o . - ,

ury market, partly compensating for the absence of cli- shonoers alike ; > 1 ; Rue de Rivoli. The arrival of Digitally Native

ents from the Far East. P ' E|Ud|[l[_] retal UmCBS, hoqgnu Vertical Brands in the Marais has revital-
catering and leisure facilities ised the district. Boulevard Saint-Germain
and also a rooftop farm. relies on the renown of the Left Bank and

a balanced mix of fashion, bars, restau-
rants and food shops. Rue de Sévres, Rue
'I'I de Rennes and Rue du Commerce have

similar profiles, with low vacancy rates
and dominated by fashion brands.

STREET PROFILE INDICATORS
Share of retail activity (% of number of units)
Source: BNPPRE / Locatus

[ fFood [ Fashion / Beauty [ Home / Garden I~ Recreational Goods [ Bars / Restaurants / Services
| | | FUNCTIONS
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\ \ \
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o0 0% 0%
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I
| | | e
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MADRID

POPULATION
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. +—City3.3
&5 ) .
— Metropolitan
region 6.9

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME
(€/inhabitant)

o
=

Calle de José Ortega LUXURY Gran Via, Preciados, J MASS TO

y Gasset Fuencarral and Goya Streets

A UPMARKET
Building on its genuinely exclusive positioning, the The Centre district has a mass-market offering (90% of the
elegant Calle José Ortega y Gasset has proved a se- stores) stretched over five streets, and is home to most of
lect address for high-wealth regular clients, result- Madrid’s high street retailers, with over 500 stores.

ing in lighter but focused traffic.
Gran Via has strengthened its role as a key destination
Demand from Lluxury firms continues and prestigious thanks to powerful flagship stores like Primark, Adidas and
players include Chaumet, Dior, Chanel, Jimmy Choo, Es- Huawei. It is also a popular leisure and tourist area day
cada, Loro Piana, Céline and Valentino. and night, mixing cinemas, theatres and restaurants in ad-
dition to its comprehensive fashion offer. The renovated
MIXED Plaza de Espana will galvanize local retailers by generat-

Calle Serrano STREET ing footfall in a pedestrian green area.

In Salamanca district, Calle Serrano stands out as a key busi- A famed walkway, Calle de Preciados is highly visited
ness and retail avenue. The retail spectrum is large, with lux- thanks to magnets like Mediamarkt (3,800 sqm) and EL
ury representing 20% of the offer within a perimeter defined by Corte Ingles Department store among others. Berschka
Calles Alcald and Goya/Hermosilla, and Calle Don Ramon de has recently inaugurated its new flagship (2,700 sgm).
la Cruz to Calle José Ortega y Gasset. Calle Serrano has evolved Calle de Preciados will benefit from the mixed-use
to offer its visitors a wide range of restaurants and services in a scheme Canalejas next to Puerta del Sol that will
pleasant urban environment. attract premium customers to the area. Calle Fuen-

carral stands out for its young and “alternative”
Vacancy is limited and recent openings include a new Moncler fashion positioning (i.e. hipster and trendy brands)
store at no.72 that will strengthen the street's luxury offering. A with recent openings including Intimissimi Uomo
flagship Gant will open at nb 32. Restaurants offering innovative and Pull&Bear (2,100 sqm).

services represent the largest proportion of new entrants.
In the Salamanca district, Calle de Goya is the
other place in Madrid for a family retail offer.
Current availability is limited and a consider-
able premium is often required to gain tenancy.

Parfois has recently opened a new flagship in
IOEOEOEOmONO the street,

Footfall (number of pedestrians \ ABC SERRANOD

on the sample day: 11.09.2021) Shopping Center
From Mass Market to Upmarket

@»  Mixed (Mass Market to Luxury)
® Ly EL CORTE INGLES

Department Store
0 200 om
[ |

CALLE DE)
4800 OSE ORTEGA ¥ GASSET

SERRANO 52 MAN
Department Store
Serrano Metro
(1
MERCADO DE —
SAN ILDEFONSO G 18,800 é CALLE DE Goyp
Food market National

i @ ELJARDIN DE SERRANO
Archaeological Museum AT

PLATEA
Food market mall ﬁ

EL CORTE INGLES 6 MERCADO SN
Department Store ¥
) ﬁ ANTON Food market
Retiro Metro
] m Puerta de Alcala Arch 9 El Retiro Park,
Gran Via Glass Palace

Metro
Puerta del Sol

Puerta del Sol square,
Touristic district
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FOOTFALL EVOLUTION IN MIXED AND LUXURY MARKET*

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

2021 Level compared to pre-Covid level™

Calle Serrang I 18800
Calle de José Ortega y Gasset | IEG_—_—— 4800

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

N

N

Footfall analysis and street profiles

Calle Serrano and Calle de José Ortega y Gasset are part
of the Salamanca district, at a distance from the pure-
ly touristic circuits and frequented by a more exclusive
clientele. The area has proved more resilient than the
sightseeing district. Alongside fashion units, cultural
destinations such as Conde Duque cinemas, the Sports
Palace of the Community of Madrid or the WiZink Center
add to the numerous restaurants, including some that
are Michelin-starred.

Highlight

The renovation of the Canalejas
Centre will enable Madrid to offer
15,000 sqm of retail space, a 5-star ho-
tel of 200 bedrooms and more than 20
flats in a mixed-use development in the
heart of the city. The renovation of this
historic building will foster a luxury feel to
the Puerta del Sol area and attract well-off

Highlight

The  development

of the new Plaza

de Espafa is part of
Madrid's project for a
greener city centre.
With the arrival of a pe-
destrian green space of
90,000 sqm, the city will

CusStomers.
STREET PROFILE INDICATORS
Share of retail activity (% of number of units)
Source: BNPPRE / Locatus
I Food [ Fashion / Beauty [ Home / Garden
CALLE SERRANO : :
CALLE DE JOSE ORTEGA Y GASSET : :
0% 20% 40%
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place to relax.

I~ Recreational Goods I Bars / Restaurants /TgOlES Services

GRAN ViA
CALLE DE PRECIADOS
CALLE FUENCARRAL
CALLE DE GOYA

0%

Calle de Preciados
Calle Fuencarral
Calle de Goya

provide citizens and tour-
ists with @ new enjoyable

FOOTFALL EVOLUTION IN MASS TO UPMARKET"

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

Gran Via

Footfall analysis and street profiles

Gran Via and Calle Fuencarral
saw similar decreases, in line
with the tourism slowdown.
Calle de Preciados remains
one of the top prime loca-
tions in Spain (€280/sqm/
month). In Salamanca, Calle
de Goya has been resilient,
in a similar trend to the
luxury Calle de José Ortega

y Gasset.

Fashion / Beauty

A40%

[ Home / Garden

2021 Level compared to pre-Covid level™
60,800 N N

N
N N
N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

[ Recreational Goods I Bars / Restaurants / Hotels I Services
I
\
e —
60% 80% 100%
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Via Montenapoleone Corso Vittorio Emanuele I, J MASS TO
and Via della Spiga LUXURY Via Dante and Via Torino
g A UPMARKET
Via Montenapoleone is a core destination for lux- Corso Vittorio Emanuele Il is a prime mass-market retail desti-

ury and premium brands. Its quality retail gener- nation in Italy and Europe. It benefits from a high level of foot-
ates a limited vacancy and rapid re-lettings. The fall anchored by one of Europe’s major department stores, La
street is home to numerous iconic fashion brands Rinascente, and a high number of renowned fashion retailers
such as Gucci, Valentino, Rolex, Bulgari, Prada and such as Zara, H&M and Foot Locker.

Hermes; it attracts flows of both tourists and local The street has a very limited vacancy rate and strong de-

high-wealth regular customers with its unique offer mand for quality space. As exemplified by the recent flag-
as well as fashion and design events. Future arrivals ship arrivals of Apple and Victoria’'s Secret in the area,
include Harry Winston in 2022. major national and international retailers target the
In close vicinity, the panorama of Galleria Vittorio pedestrian Corso for flagship stores and competition is
Emanuele has strengthened its high-end offering with fierce to secure the best retail premises.

the opening of Moncler in addition to Gucci, Armani, Dior,

Yves Saint Laurent and Fendi. Via Dante stands out as an important mass-market pe-

destrian precinct which connects the crowded Piazza

Via della Spiga is part of “Quadrilatero della Moda”, Mi- Duomo central square to the much-visited Castello

lan’s high-end district and it connects Via Manzoni to main Sforzesco Castle. Once these challenging times are

Corso Venezia Avenue. Of all streets within the “Quadrilat- behind us, via Dante can take advantage of the open-

ero”, Via della Spiga is the only pedestrianised street offer- ings in Piazza Cordusio of FAO Schwarz, Uniglo and

ing a unique shopping experience. Shoppers feel as though Starbucks Roastery in addition to the general refur-

they are on a fashion runway surrounded by renowned na- bishment of the square with the two big projects

tional and international brands such as Tiffany & Co., Dolce & of Mercanti 21 and The Medelan that will boost
Gabbana, Tod's, Prada and Moncler. Recent newcomers to the tourist footfall.

Quadrilatero are Golden Goose, Off White and Palm Angels in

Via Verri. Via Torino ranks as one of the most famous

mass-market retail destinations in Milan.

Stretching for 700m, it features a comprehen-

sive retail offer, including brands such as Zara,

Nike and Mango all located in the most attrac-

tive section of the street, next to Piazza Duo-

l@-@-®- @ mo. The opening of the city's first Primark,

scheduled for the first quarter of 2022, will

attract even more customers to the street.

POPULATION
(million)

. +—City1.4

& )
— Metropolitan
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Parco Sampione Park
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FOOTFALL EVOLUTION IN MIXED AND LUXURY MARKET"

“Number of pedestrians on the sample day: 04 September 2021; Source: BNPPRE / Locatus

\lia Montenapoleone

Via della Spiga

-----------

Footfall analysis and street profiles

Milan’s luxury streets have suffered from the loss in
tourism. However, the area remains a target for new
concepts from the leading high-end brands, including
pop-ups from Gucci (Cartoleria and Circolo) and Loubou-
tin. Fashion and beauty units dominate the luxury pre-
cinct, representing more than 90% of the boutiques.

STREET PROFILE INDICATORS
Share of retail activity (% of number of units)
Source: BNPPRE / Locatus

I Food [~ Fashion / Beauty

VIA MONTENAPOLEONE :

VIADELLA SPIGA :
0% 0%

30

[ Home / Garden

2021 Level compared to pre-Covid level™

N

N N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Highlight

In Milan, the continuous interest of
retailers in better-located and larger
flagship stores is particularly notice-
able. Examples include Hermés, which
has renovated its iconic store and Ralph
Lauren has inaugurated its worldwide

ingly personalised shopping experience.

flagship in Via Della Spiga for an increas-

87 Million

Highlight

Milan Metro line 4
- due to open in 2022 -
will cross the city from
gast (Linate airport) to
west (Railway station) and
should see annual traffic

I~ Recreational Goods
\ \

0% 60%

I Bars / Restaurants Aglils

of 87 million passengers.

Milan's retailers will take
advantage of this additional
: line with San Babila station
Services

‘ gateway to the city centre.

80%

CORSO VITTORIO EMANUELE I
VIA DANTE
VIATORING

0%

becoming a more prominent

FOOTFALL EVOLUTION IN MASS TO UPMARKET"

“Number of pedestrians on the sample day; 04 September 2021; Source: BNPPRE / Locatus

Corso Vittorio Emanuele Il
Via Torino 30200
Via Dante 24600

Footfall analysis and street profiles

Mass-market streets have bet-
ter withstood the crisis. Corso
Vittorio Emanuele Il remains
one of the top 10 European
mass-market streets, in 7%
place, with 54,600 daily pe-
destrians. Fashion prevails in
the three main high streets
(75% of the units) while food
& beverages are runner up
(15% of the stores).

[ Jrashion / Beauty [ Home / Garden

94,600

I~ Recreational Goods

2021 Level compared to pre-Covid level™

N
N

N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

I Bars / Restaurants / Hotels I Services

80% 100%

31



POPULATION
(million)

. +— City 3.7

& )
— Metropolitan

region 5.4

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME
(€/inhabitant)

o©

=

z(v‘\’,g;’t’)“e"da"““ LUXURY U MASS TO UPMARKET

A\
Overall, Berlin's retail market is known more for its Hackescher Markt

hip, unique labels and diverse retailer range than
for its extensive luxury segment. Nevertheless, the The versatility of Berlin's retail landscape is particularly
western section of the Ku'damm in particular is evident in the Hackescher Markt submarket, where Minz-
home to numerous luxury brands such as Bulgari, strasse, Neue Schonhauser Strasse and Rosenthaler Strasse
Gucci, Moncler, Philipp Plein, Salvatore Ferragamo, are among the most important shopping streets. As a re-
Versace and Zadig&Voltaire, among others. Recently, sult, international labels frequently make an appearance
the range here was expanded with new brands such as here: newcomers since 2019 include the US shoe supplier
7 For ALl Mankind and Sandro Paris. Allbirds, the Danish sock brand Happy Socks, the Dutch
indoor cycling concept Rocycle and the Spanish wom-
MIXED en'’s fashion label Bimba y Lola. Store sizes are generally
Berlin's City-West STREET smaller around Hackescher Markt and many labels fea-

ture new store concepts and designs.

The 3.5-kilometre-long Kurfirstendamm, together with
Tauentzienstrasse adjoining it to the east, form the hotspots Alexanderplatz
of City-West and represent one of the most important German
stages for national and international retailers, such as Nike, Alexanderplatz is not only a highly frequented public
H&M or Zara. In addition, the numerous mixed-use projects such transport hub and sightseeing hotspot, but also a very
as FURST or Gloria Galerie reflect the convergence of various ur- important retail submarket thanks to its extremely high
ban functions in this very busy location. Retailers from around ten density of large-scale retailers such as the Alexa shop-
nations and almost as many sectors have rented or opened shops ping centre, Galeria the Rathauspassagen, Primark,
in this location since 2020, like the sweet shop M&MW's or the de- the retail buildings “die Mitte” or "Alea 101" and the
signer lighting company Occhio. two redevelopments of the Berliner Carré and the Al-
exanderhaus. In recent years, the leasing activity in

this top location has been largely confined to the

Alexanderhaus, to which established international

players such as Uniglo and Five Guys have con-

tributed in no small measure. The fact that the

majority of the anchor tenants have been present

l@-@-@)-® @ @ on Alexanderplatz for many years speaks for its

attractiveness.

Berlin Zoo e Zoological Garden,
Footfall (number of pedestrians \ Railway Station, Aquarium

on the sample day: 18.09.2021) Metro an):i X ahﬁ
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FOOTFALL EVOLUTION IN MIXED AND LUXURY MARKET*

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

Kurfirstendamm (West) _ 6,400

Footfall analysis and street profiles

Impacted by less international vis-
itors during the Covid period un-
til autumn 2021, Berlin's luxury
hotspot has now reconnected with
thriving flows.

STREET PROFILE INDICATORS
Share of retail activity (% of number of units)
Source: BNPPRE / Locatus

I Food
KURFURSTENDAMM

0%

34

2021 Level compared to pre-Covid level™
N N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Highlight

As Berlin's retail landscape is anchored by its dis-
tricts’ malls, their restructuring could be an opportunity to
strengthen their shopping influence even further. As such,
the remodelled 46,000 sqm Potsdamer Platz Arkaden will be-
come a culinary hotspot, hosting international brands as well
as local ones, from fashion to technology, for a new tailor-made
shopping experience.

20% 0% 60%

[~ Fashion / Beauty [ Home / Garden I~ Recreational Goods I Bars / Restaurants Aglils

Highlight

Berlin is a laboratory

for new retail trends.

The wide spectrum of
unigue  shops includes
the innovation lab H&M-
beyond that has developed
a virtual booth technique,
as well as the latest Store, a

concept store presenting the
[atest product innovations di-
rectly from start-ups or popular

crowd-funding sites.

ALEXANDERPLATZ
TAUENTZIENSTRASSE
KURFURSTENDAMM
ROSENTHALER STRASSE

NEUE SCHONHAUSER STRASSE

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

.~ FOOTFALL EVOLUTION IN MASS TO UPMARKET*

Alexanderplatz
Taventzienstrasse
Kurfirstendamm (East)
Rosenthaler Strasse 16,000
Neue Schonhauser Strasse 8,000

Footfall analysis and street profiles

Berlin's mass market streets are
supported by a comprehensive
range of shops, restaurants and
bars that have sustained the
traffic. The Hackescher Markt
submarket is diverse, trendy
and appealing to niche con-
cepts. Alongside the presence
of must-have brands, unique
concepts are developing. Al-
exanderplatz maintains its
lynchpin role as a crowded
gateway to the shopping
precinct.

Fashion / Beauty [ Home / Garden

31300
28400
27400

[~ Recreational Goods

60%

2021 Level compared to pre-Covid level™

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

I Bars / Restaurants / Hotels I Services
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AMSTERDAM

Footfall (number of pedestrians N
on the sample day: 11.09.2021) “\
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RETAIL SALES
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Vondelpark 6 @ Rijksmuseum

Van Gogh Museum, @
Stedelijk Museum

DISPOSAL INCOME Pieter Cornelisz Hooﬂstraat ﬂ LUXURY FOOTFALLBY STREET*

. . “Number of pedestrians on the sample day: T September 2021; Source: BNPPRE / Locatus
(€/inhabitant) fp ple day: 11 Sep

PC. Hooftstraat is Netherlands’ main luxury high street, strategically

0© located in the affluent Oud Zuid Museum district. The most exclusive Nievwendijk 18600
%LOCD\ shopping area hosts high-end clothing brands (Gucci, Burberry, Louis K&ig’:{;ggﬁ i 16300

Vuitton), famous jewellers (Tiffany & Co) and specialty stores (Mont- . .
blanc). The street belongs to the same district as renowned museums: Peer Comelsz oottt 200
the Rijksmuseum, the Van Gogh museum, and the Stedelijk museum.

Footfall analysis and street profiles

i i Kalverstraat, Nieuwendijk MASS TO
A mdjor mu ltimodal and Leidsestraat UPMARKET Highlight

redevelopment 0n Roki, the former de- Ao an exremely tourit-driven city
Considered as the most famous shopping street in the Neth- tmeni store Hudson's (with about 8.5 million overnight for-

to b U | [d th e | nner erlands, Kalverstraat has a strong mass-market retail appeal gar ; . eign visitors), compared to a domes-
with numerous brands already established (Hollister, Zara, toa%ecS;ebge&i;iileﬂsggig tic population of 900,000 inhabi-

i Nike, Uniglo) and a steady opening of new flagships; for ex- ’ i i tants, Amsterdam has been hit hard
Cl tg Of th e fUtU re ample LEGO and also the new 1,500 sqm concept store of the cation for fintech company by the fall in business and leisure
wellbeing brand Rituals Cosmetics, which includes retail, a Adyen. The project comprises tourism. The luxury Pieter Cornel-

spa and one restaurant. 17000 sqm of offices on the isz Hooftstraat withstood better

upper floors and retail space on than the mass-market district,

Amsterdam is constantly developing to make Located further north of Kalverstraat and extending directly the ground floor, where Adyen undoubtedly thanks to a local
the city more attractive, as shown by the new from it, Nieuwendijk is also considered as an unmissable has opened ‘The Store”, a retail and loyal customer base. Nieu-
“De Entree” scheme: the redesigned Central shopping street in the city centre. 0op-up |UCﬁti[]ﬂ]cU|'itS clients. wendijk is known for its rec-

reational flavour, with 21% of

Train Station area aims to be more accessible and
Leidsestraat is a major hub for urban traffic through the stores hailing from the sector.

pleasing to both travellers and residents. Roads

. L. . heart of the city, where trams and pedestrians meet.
are belng pedestrianised with cycle paths, water- It hosts brands like Arket, Boss, Adidas, Abercrom-
way areas will be fully integrated and a shelter for bie&Fitch, Ted Baker and the forthcoming Victoria's Se-
7,000 bicycles will be built below water level. This cret store. It is also home to many restaurants, coffee

- i i h d Ll st .
long-term mves“rlent should help to make the city R [ Jshion / Beauty [ Home / Garden I Recreational Goods
even more accessible, smart, and sustainable. @] NEUWENDIK

|
Cmn KAALVERSTRAAT |
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2021 Level compared to pre-Covid level™
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Meir STADSFEESTZAAL
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region 1.1 o Department Store
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SCHUTTERSHOFSTRAAT

RETAIL SALES

(€/inhabitant)

DISPOSAL INCOME FOOTFALL BY STREET"

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

(€/inhabitant)
Schuttershofstraat LUXURY
o Meir 4700
The uber-chic street is famous for its many international luxu- Huidevettersstraat 7100
ry brands like Hermes, Gucci or Cartier. Recently, Carolina Herrera
opened a store here.

o
=2

Schuttershofstraat 5400

. . MASS TO
Meir and Huidevettersstraat UPMARKET

Footfall analysis and street profiles

Antwerp fostering its

Meir Street is the most famous retail street in Belgium. The Highlight
deS | g n and art scene pedestrianised thoroughfare hosts mass to upmarket fashion Close to the Central sta- The Meir, which is both a tourist and
brands (Primark, H&M, Uniglo). However, it is also seeking to business destination, still suffers from

tion, the refurbishment of
the Antwerp Tower, once
described as the “ugliest”
With a two-pronged economy based on in- building in the city with offic-
dustry and trade, Antwerp has developed a es on 26 floors, is a high-level
livel_y creative scene in fashion, art and design. Huidevettersstraat has a broad offering: customers can shop Ul'ban reconversion lll'llject
As the city that spawned the famous Antwerp at Zara, Un Jour Ailleurs, or in more upscale boutiques like This mixed and energy-efficient
Six, it appeals to new designers from all over Max Mara, Iro, etc. In 2020, COS opened a store here. In ad- scheme will host shops on the
dition, just recently in 2021 The Guest opened its doors: ground floor, offices on five floors
this innovative retail concept of 1,200 sgm combines major and prime condominium housing
brands with promising young talent. on its upper levels.

a lack of visitors. Nevertheless, it held
up better than neighbouring streets,
undoubtedly thanks to its populari-
ty and new schemes, confirming its

role as Antwerp’s leading lifestyle
hotspot.

develop a more upscale offering, as shown by the mixed-use
Meir Corner scheme, the new campus for the Karel de Grote
University of Applied Sciences and Arts, whose 11,000 sgm
ground floor is dedicated to luxury retail.

Schuttershofstraat and Huide-
vettersstraat are more premium
streets and geared to fashion
(90% fashion and beauty stores).
They are therefore seeking new
ways to attract customers.

the world, keen to present their collections in
the many pop-ups, concept stores or even at the
newly reopened MoMu fashion mu-

seum. Its retail renown maintains

its momentum with bold mixed

schemes.

L_JEkhion / Beauty [ Home / Garden I~ Recreational Goods
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Footfall (number of pedestrians
on the sample day: 18.09.2021)

From Mass Market to Upmarket
@»  Mixed (Mass Market to Luxury)
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2021 Level compared to pre-Covid level™
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ATHENS

N
Footfall (number of pedestrians \
on the sample day: 04.09.2021 ‘Or

@ From Mass Market to Upmarket
@»  Mixed (Mass Market to Luxury)
@& luxury ATTICA

0 50 100m Department Store
POPULATION s ©)
(million) . m (@
— City 0.7 20,600

5%, ) °
— Metropolitan
region 3.7

Metro Syntagma ( 63
Square .

RETAIL SALES
(€/inhabitant)

Acropolis

DISPOSAL INCOME
(€/inhabitant)

FOOTFALL BY STREET*

“Number of pedestrians on the sample day: 04 September 2021; Source: BNPPRE / Locatus

Voukourestiou Street LUXURY
4 Ermou Street 20600
Voukourestiou Street is Athens’ most luxurious fashion and acces- Voukourestiou Street 6,500
sories destination with exclusive brands like Dior, Prada and Louis
Vuitton.

2
=

Part of Voukourestiou Street hosts the Attica Department Store, a Lux-
ury pitch complemented by three theatres, together with cafés and

I i i _ ; i
At h ens’ ur b an restaurants, including the well-known café Zonars. Footfall analysis and street profiles

: : Highlight o . .

Landscape IS Chang | ng MASS TO - _ _ Tourismiin Greece.h.as bounced back in 2021, particu
Ermou Street UPMARKET The Ellinikon project will larly thanks to visitors from Germany, France and
d ra m atl C a [L W | t h put a spotlight on Athens United Kingdom. This good performance, notably in
Ermou Street is a thriving pedestrian destination combining in Europe, with the intention Athens, has enabled the city’s most famous streets
th e E |_L| ni ko n P rOJ ect modern retail activity with old-town traditional shops amid a for it to become a year-round to tempt back their usual crowds. Ermou Street

lively atmosphere. The most expensive street in Greece is made

of bustling pavements lined with large stores, boutique design-
er shops, little snack bars and coffee shops. The influx of re-
tailers means that vacancy rates are almost zero.

is perfectly located for tourists, which may ex-

plain its popularity (20,600 pedestrians daily). Its
proximity to museums and archaeological sites
is key in the tourist circuit.

destination for Europeans. As
well as creating 10,000 resi-
dential units and several hotels
The Greek economy appears to be steadily re- in a futuristic realm by the sea,
covering from the economic crisis and the Public Ermou Street features many international retail chains such it will feature museums, numer-
investment in infrastructure is set to transform as H&M, Zara and recent addition Adidas. ous shops (a retail park and a
the city. The Ellinikon project is the biggest real shopping mall) and one of Europe’s
estate development of its kind and aims to remodel Wwidest urban green parks.
6.2 million sqm to create a world-class neighbour-
hood next to the city centre.

As for Voukourestiou Street, the mixed offer-

ing made of high-end fashion brands but also

famous theatres and cafes allows it to re-
tain consumers in a hotspot where they can
enjoy a variety of activities, a rare quality
among luxury pitches.

[_IERion / Beauty I~ Home / Garden I~ Recreational Goods I Bars / Restaurants / Hotels I Services
ERMOU STREET : : : : [ ]
VOUKOURESTIOU STREET : : : I
0% 40% 60% 80% 100%
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BARCELONA

Casa Batlld,
Casa Lleé Morera

POPULATION o
S Catalunya
(million) Metro

EL TRIANGLE )
Shopping mall
Universitat

E\N_g >— Citg 1.6
Metro (‘g CA"HEHD
& — Metropolitan
region 5.7

RETAIL SALES
(€/inhabitant)

LA BOQUERIA
Open air food Market

MIXED

DISPOSAL INCOME Passeig de Gracia FOOTFALL BY STREET*

(€/inhabitant)

; L - Highlight
Passeig de Gracia is Barcelona's most prestigious street, home to the
0° highest number of exclusive brands including Bulgari, Chanel, Botega The Supermanzana ad dg;ssoeritgldd:ﬁ/\rggg
%‘D\ Veneta and a new Hermes store. project is transform- Carter de Pela
The rest of the street ranges from mass market to premium, with the ing Barcelona's main Ba”i{ﬁ?ﬁdg%gg?g:ﬁ%g 3500
flagship stores of well-known international chains such as Apple, streets into greener, '
Adidas, Zadig&Voltaire and Uniglo. Mango has recently refreshed its semi-pedestrian circuits
flagship store with its latest “Mediterranean” concept. in order to welcome lo-

cals and visitars. At the

Avenida del Portal del Angel, intersections of its main
Carrer de la Portaferrissa, Rambla MASS TO thoroughfares, Barcelona

de Catalufia and Carrer de Pelai UPMARKET plans to create 21 large

Footfall analysis and street profiles

A tourist city ready
to bounce back

Passeig De Gracia, Avenida del Portal
del Angel and Carrer de la Portaferissa

Squares of 2,000 Sgm with are usually very touristic destinations
Portal del Angel is in the heart of the medieval old town. Leading to leisure areas for children or and therefore experienced compara-
the old Cathedral, this pedestrianised street is purely mass-mar- gardens, to breathe life into ble footfall declines; fashion brands

As a cosmopolitan metropolis and lifestyle
destination, Barcelona depends on tourism.
The capital of Catalonia has experienced
some unsettled periods over the past three
years. Retailers are eager for a swift return
to normal to unlock Barcelona's full potential.
The city is investing in public infrastructure to
regain its appeal and keep competing with the
most popular tourist destinations in Europe.

dominate these thoroughfares (82%
of the shops for Portal del Angel).
Rambla de Catalufia and Carrer de

Pelai withstood better. The Ram-
bla has shifted towards a more
local offering, with numerous ca-

fes and restaurants (23% of total
units) attracting an increasing
number of visitors.

ket, with still very little vacancy. The avenue extends to Carrer the [:ity centre.
de la Portaferrissa, a narrow, cobbled axis with varied retailers
(many young fashion stores are here) occupying smaller units.

La Rambla de Cataluna is the city's popular day-and-night
family shopping promenade. The retail scene features a
majority of bars and restaurants with outside terraces, as
well as mass-market fashion stores.

Carrer de Pelai benefits from a strategic location close to
the main square of Plaza de Catalufia and the University;
its offer complements that of the prime mall Il Triangle.

8 A DEL PORTAL O ANGEL |
PASSEIG O GRACA |

92 -@--(@ @ CARRER DE LA |
CARRER DE L POTAFERSSA |

AAMBLA DE CATALUTA |

0% 0% 40%
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K/ EL CORTE INGLES

Department Store

Gran Teatre del Liceu @

ST R E ET “Number of pedestrians on the sample day: 04 September 2021; Source: BNPPRE / Locatus

[_Kashion / Beauty [ Home / Garden I~ Recreational Goods

0

Footfall (number of pedestrians
on the sample day: 04.09.2021)

From Mass Market to Upmarket

@»  Mixed (Mass Market to Luxury)

@ Luxury
10

Barcelona Cathedral,
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2021 Level compared to pre-Covid level™
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** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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BILBAO

POPULATION
(million)
rmqj >— City 0.3
— Metropolitan
region 1.1

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME
(€/inhabitant)

MIXED
STREET

Calle Ercilla is one of the busiest pedestrian streets in Bilbao. It is made
up of different segments: restaurants are mainly found in the upper
part, jewellery names are in the middle section and a varied range of
activities makes up the rest of the street.

Calle Ercilla and Calle Rodriguez Arias

o
=2

Calle Rodriguez Arias is parallel to Gran Via and splits the city centre

from east to west. The street encompasses a broad offering with in-
ternational retailers like Vans, Adolfo Dominguez or Mephisto along
with restaurants, supermarkets and a variety of local brands.

A prosperous
and innovative city
taking advantage

of a strategic location

MASS TO
UPMARKET

Gran Via, also called Don Diego Lopez Haroko Kale Nagusia, is
Bilbao's key street. It features mass-market well-known inter-
national retailers such as Zara, Benetton and Sephora. Thanks

to the metro stations, Gran Via benefits from touristic and
business-related flows.

GranVia

For a long time, Bilbao was regarded as a har-
bour and industrial city. In the twilight of its in-
dustrial life, the economic capital of the Basque
country has gradually become a cultural and
tourist centre with excellent connections thanks
to its new infrastructure. With a premium com-
mercial, business and gastronomic offer down-
town, it is now often considered as one of the most
expensive Spanish cities to live in.

S
VZaN
PRIME RENT @
Calle Ercilla Calle Rodriguez Arias Gran Via

(€/sqm/month)
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Footfall (number of pedestrians
on the sample day: 11.09.2021)

@ From Mass Market to Upmarket
@»  Mixed (Mass Market to Luxury)
-
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Luxury indautey (5 2

Metro
100 20m

FOOTFALL BY STREET*

Gran Via
Calle Ercilla 9400
Calle Rodriguez Arias 8400

Footfall analysis and street profiles

Highlight

The Zorrotzaurre project

is the latest urban scheme
to be launched in Bilbao. It
will transform a tired area in
the North of the city into a
new green district. This new
neighbourhood will be well con-
nected with the rest of the city
and will include affordable hous-
ing and cultural facilities.

Gran Via, the busiest street in
Bilbao (with 33,700 daily pe-
destrians), is also the one that
has held up the best in the
city. Traditionally, this fashion
street (64% of total units) has
a varied clientele, not only
touristic but also business
with several government
institutions nearby. Calle
Rodriguez Arias is closer to
Gran Via than Calle Ercilla

and has higher footfall.

L JEhion / Beauty [ Home / Garden
GRAN ViA | |
CALLE ERCILLA : :
CALLE RODRIGUEZ ARIAS :
0% 40%
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Museum
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“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus
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2021 Level compared to pre-Covid level™

N
N N

N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

I Bars / Restaurants / Hotels I Services

—

80% 100%



BRUSSELS
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@& luury
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DISPOSAL INCOME Boulevard de Waterloo
(€/inhabitant) h
The Boulevard is the most prestigious and “chic” address in the city. It

LUXURY FOOTFALL BY STREET*

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus
2021 Level compared to pre-Covid level™

(I)|(? hosts exclusive names in haute couture, jewellery, design and fine food, e e |ﬂ$[;Ji§[]’\rlleéJ'\[I]? e 25200 8 §
%OD\ including Bulgari, La Maison du Diamant and Rolex. Carolina Herrera Avenue Lovise , / >
also recently opened a new store on the street. B%ﬁﬁ@g%glgg Waﬂt?ﬁ][[t] gggg : ;

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Rue Neuve, Rue Antoine Dansaert,

MASS TO

Avenue de La Toison d'0r UPMARKET

and Avenue Lovise

Not just institutional,
but also vibrant and
tech-friendly

Lower downtown borders the most visited tourist sites. The large
mass-market high street offer on Rue Neuve makes it Brussels’
busiest street. A Lego Store, Dunkin’ Donuts, and Footlocker have

recently opened here, and the department store City 2 has been
completely renovated.

Upscale retail is concentrated around Rue Antoine Dansaert/

Place Sainte-Catherine. Rue Antoine Dansaert features “af-
fordable luxury” fashion stores and designers such as Ikks,
Kartell, Ba&sh and Zadig&Voltaire.

Known as Europe's capital, the continent's
most cosmopolitan city is enriched by in-
ternational, cultural and economic inflows.
Home to European institutions and many mul-
tinational headquarters, the city also attracts
key global innovation players. An ecosystem
of start-ups evolving around these institutions

Upper downtown is less well known to tourists, but is a
very popular district locally. Avenue Louise (northern part)
is a landmark for premium brands. The rather short ave-
nue mostly focuses on fashion, with tenants like Miu-Miu,
(fintech, lawtech, insurtech) is developing rap- Ralph Lauren and Michael Kors. Over 2020 and 2021, Ne-
idly, helping to maintain the economic appeal of spresso and Etam opened new stores on the avenue, and
Brussels. H&M Home inaugurated its first concept store.

Avenue de la Toison d Or benefits from the popular
Toison d’Or gallery, which hosts a wide variety of
events throughout the year. The latest arrivals are
Maisons du Monde, Nature & Découvertes and Fa-
Rue Neuve ther & Sons.

"e3; ) PRIMERENT (€/sqm/month)

(e )
Rue Antoine Avenuedela | Avenue

€
Dansaert Toison d'0r Lovise

Boulevard
de Waterloo
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AVENUE DE LA TOISON D'OR

RUE ANTOINE DANSAERT
BOULEVARD DE WATERLOD

Highlight

The city's ambition to
sustainably remodel its
downtown area is being
achieved by pedestrian-
ising the main streets and
squares, adding 2,800 sqm
of green space and building
parking to the edge of the cen-
tre. The aim is to connect all
parts of the city, while making
urban life healthier, more vibrant
and modern, thereby reinvigorat-
ing downtown businesses.

Footfall analysis and street profiles

Footfall trends on Brussels' streets fall into two
categories. On the one hand, Boulevard de Wa-
terloo and Avenue Louise are enjoying good
momentum, undoubtedly as Boulevard de Wa-
terloo is the most sought-after luxury thor-
oughfare in Brussels. Together with Avenue
Louise, the two streets form a single circuit
and therefore a similar flow. On the other
hand, among what are usually the most fre-
quented mass-markets streets, the trend
is not as robust: Avenue de la Toison d'Or
and Rue Neuve, the busiest streets with
very comparable retail offerings, have

seen their footfall heavily impacted.

RUE NEUVE ‘

AVENUE LOUISE

0% 0% 40% 60%
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BUDAPEST
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(€/i n habitant) A"dréssy Ut LUXU RY “Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus
The 2.5 km long and broad Andrassy Ut Avenue is the sole luxury area, Vci utca 16600
in the heart of Budapest. It connects to the City Park (Varosliget) and Andréssy 0t 7000
the Hero's Square and stretches almost as far as St. Stephen’s Basilica.
Most of the high-end prime fashion names - Louis Vuitton, Burberry,
Gucci, and Moncler - have opened stores there over the last couple
of years.
P rom Otl N g eve ntS Pedestrian traffic is mainly concentrated on the first third of the Footfall analysis and street profiles
avenue, where the famous luxury shops and tourist attractions are
an d do m estl C situated, such as the sublime Hungarian Opera House. Since mid-2021, Budapest's downtown footfall
has been climbing back to pre-Covid levels.
consum pt|on to retain n MASS TO The capital is a key destination for events of all
Vici Street UPMARKET Highlight kind and the recovery in tourism was evident
i ) ) . during summer 2021. In addition, govern-
d I'eadl N g E uro pean Vdci utca (VAci Street) is the central mass-market thoroughfare With the hosting of cerFam ment’'s decision not to implement strict
DOS |t| on in the heart of Budapest and is historically known as a shop- Euro 2020 mamh_esl ]CBSUVfﬂS Covid measures (no mask required
ping promenade, attracting tourists, especially to its northern such as the Sziget Festival in shops) was certainly support-
section. and other international cultural ive. The diverse Vaci Street,
and festive dates, Budapest is with a balanced mix of retail
The area benefits from its close proximity to the Central confirming its position as a key and recreational activities,
Steeped in a millennium of history, Budapest is Business District, and to major tourist attractions, like St. event host in Central and East- was more resilient than
a key city within the CEE. This bustling, youthful Stephen’s Basilica and the Ferris wheel in Erzsébet Square. ern Europe. the more luxury-oriented
and lively capital competes directly with the oth- In December, footfall increases thanks to the Christmas Andrassy Ut.
. —_— . . market across Vaci utca and Vérdsmarty Square.
er European tourist destinations. The persistent in-
crease of household consumption is one of the main
drivers of the Hungarian GDP increase. To make the
city even more attractive Budapest hosts numerous
cultural, sporting and musical events to attract young
international visitors. [_[ERion / Beauty I Home / Garden I~ Recreational Goods I Bars / Restaurants / Hotels I Services
[0 JO 0 ] VG UG | | =
ANDRASSY UT : ‘
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POPULATION
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RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME
(€/inhabitant)

2
=

Always a buzz with
cultural and trend-
setting inspiration

The business and hospitality economy of Co-
logne harnesses the city’'s cultural wealth to
make its downtown a go-to destination. For
instance, for one week the carnival season at-
tracts both domestic and international visitors
with events such as parades. In terms of highly
frequented retail locations, Cologne’s shopping
streets are among Germany's busiest, including a
broad spectrum of brands and the draw of Ehren-
strasse for the most cutting-edge fashion.

T3, ) PRIMERENT (€/sgm/month)
()
Ehrenstrasse Hohe Strasse

50

Schildergasse

Wallrafplatz

Wallrafplatz

LUXURY

Thanks to its touristic location close to Cologne Cathedral and the main
railway station, Wallrafplatz is a luxury destination in the heart of
Cologne, with brands like Bulgari, Michael Kors and Louis Vuitton. The

most expensive market pitch is not only a hotspot for luxury shopping
but also for restaurant chains, as illustrated by the internationally
renowned burger specialist Five Guys, which is opening its second
Cologne branch in the vicinity.

Schildergasse

MASS TO
UPMARKET

Schildergasse is traditionally one of the three busiest Ger-
man shopping streets in nationwide rankings, and includes
mass-market brands such as H&M, New Yorker and Zara. Nev-

ertheless, the street is undergoing a transformation. Examples
include the new mixed-use Antoniterquartier scheme, which
was completed in summer 2020, or the conversion of Schil-
dergasse 120, where the sneaker specialist Snipes has rented

2,300 sgm for a mega-store.

Hohe Strasse has enjoyed a particularly buoyant trend

amongst retailers, with around 50 lettings and openings
since 2015, illustrating both the opportunities and risks
presented by the high supply of retail space in this shop-
ping street. It is home to Uniglo, Maisons du Monde and
MediaMarkt.

Ehrenstrasse has emerged as one of the most dynamic
shopping destinations in Cologne. This trendy location
hosts brands like Mac, Levi's, The North Face but also
new modern retailers, as shown by the opening of
the concept store Arket Store and Café recently.

@& Luxury

0 100

Highlight

Cologne is confirming its
reputation for innovation:
Rewe has chosen it to test
its first “Pick&Go" supermar-
ket concept. Customers log

in at the entrance with an app,
choose their desired products
and leave without the usual

checkout process.

SCHILDERGASSE
HOHE STRASSE
EHRENSTRASSE

WALLRAFPLATZ
0%
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“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

Schildergasse
Hohe Strasse 48,000
Ehrenstrasse 22900

Wallrafplatz 9900

Footfall analysis and street profiles

Cologne’s two prime mass-markets
streets rank in first and eighth position
in Europe in terms of footfall: Schilder-
gasse and Hohe Strasse respectively
welcome around 77,200 and 48,000
pedestrians per day, and they kept up
this pace during the pandemic. They
have always played host to a variety
of new tenants, maintaining their
letting trends and their attrac-
tiveness. Similarly, Ehrenstrasse
has seen a marked increase in
footfall, becoming a trendy local
location - especially for fashion
(70% of stores).

L_JEshion / Beauty [ Home / Garden
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2021 Level compared to pre-Covid level™
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2021 Level compared to pre-Covid level™

']4% (stergade

Ongoing mixed-use
projects will extend
the retail precinct

New developments in the main highstreets
downtown are providing opportunities for
retailers to open units in prime locations,
combining high-quality brands, residential
and leisure facilities, such as “The Oasis”, re-
cently completed on Ny @stergade. In Kebmag-
ergade, the “Trinity Quarter” is in development
and will also become a new hotspot.

"3 ) PRIMERENT (€/sqm/month)

O 0 0O __C
frederiksberggade Kebmagergade Pstergade Amagertorv
Exchange rate DKK/€ 01345 03 2021
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. Footfall analysis and street profiles

@stergade has proved resilient with a moderate
decrease in footfall (-14%) compared to the pre-
Covid average. Its central position is certainly an
advantage, as well as a diverse mix of shops, cafes
and restaurants that make it attractive to tour-
ists. The opening of the “Gammel Strand” metro
station nearby has made the area more acces-
sible, perhaps at the expense of other locations
such as Kebmagergade and Amagertory, as
instead of walking along the latter, pedestri-
ans may choose to take the metro. Finally, the
Frederiksberggade district currently has a
relatively high number of vacancies and on-
going refurbishments, detracting temporarly

from its appeal.

Highlight

Two new metro lines re-
cently opened: Metro-ring
M3 in 2019 and M4 in 2020.
These make inner city retail
even more accessible with two
extra stations: Gammel Strand
closed to Amagertorv and Rdd-
huspladsen located at the West-
ern end of Frederiksberggade.

| {shion / Beauty [ Home / Garden I~ Recreational Goods
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** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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DUBLIN

POPULATION
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5% )
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RETAIL SALES
(€/inhabitant)
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(€/inhabitant)

o
=2

A city centre being
refreshed with

the development
of mixed-use
destinations

Refurbishment projects continue to upgrade
Dublin city centre. The development of mixed-
use schemes, such as Dublin Central, Central
Plaza and Grafton Place, will support the attrac-
tiveness as a retail and leisure destination in the
future while at the same time providing further
opportunities for new retail and F&B occupiers
thinking of entering the Dublin market.

54

MASS TO
UPMARKET

Grafton, Henry and Mary Streets

The 515-metre pedestrianised Grafton Street is Ireland’'s most
sought-after retail location. Starting from Ireland’s oldest Univer-
sity, Trinity College, adds a tourist aspect to a large retail offering.

The street is anchored by the exclusive department store of Brown
Thomas, a place where most upmarket brands have concessions,
as unlike many other capital cities, Dublin has no defined “luxury”

retail pitch.

Henry Street and Mary Street also show a strong footfall over
their combined 575 metres. They are occupied by a consider-
able number of UK high street operators, as well as domes-
tic and international players. Marks & Spencer and Penneys
(Primark) are prominent landmarks, as is the Jervis Shopping
Centre. Combined with a wide range of clothing and foot-
wear retailers (Mango, Next, Zara, River Island), the offering
makes the axis a very popular shopping destination.

IO Qmud

Highlight

Ina 22 ha site, Dublin
Central provides a genvine
opportunity to regenerate a
historic part of Dublin and
extend the Henry Street
retail precinct. It will combine
residential, hotel, office, retail,
restaurant and cultural uses. A
fully integrated Metrolink sta-
tion for 0'Connell Street and new
pedestrian streets will ensure op-
timal access.
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0%
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Shopping Center
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St Stephen's
Green Park

7 FOOTFALLBY STREET"

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

Grafton Street 40500
Mary Street 33,000
Henry Street 35900

Footfall analysis and street profiles

Dublin’s main high streets have
managed to maintain their ap-
peal during the past challenging
months. Grafton Street has bene-
fited from the opening of LUAS
Cross City light rail as well as in-
tensive redevelopment and ex-
pansion of nearby offices. Henry
and Mary Streets, which host
fewer, but significantly larger
units than Grafton Street, of-
fer customers a wide choice
of bars and restaurants (30%
of units for the combined
thoroughfare).

[_JEkshion / Beauty [ Home / Garden I~ Recreational Goods

40% 60%
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2021 Level compared to pre-Covid level™
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DUSSELDORF

POPULATION
(million)
. +— City 0.6
55 ) .
— Metropolitan
region 1.6

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME

(€/inhabitant) Kdnigsallee ﬂ LUXURY
Dusseldorf's Kénigsallee ranks high among the most important boule-
vards for luxury shopping in Germany. Characteristic features include
the moat in the middle of the shopping street and the lush tree popu-
lation. While the western side of the shopping street is dominated by
the branches of large banks, the eastern side has a high density of
retailers and luxury labels as well as the malls and arcades Ko-Bo-
gen, Ko-Center, Sevens, Ko-Karree and Ko-Galerie.

o
=2

A string of
Newcomers, Wwith Schadowstrasse
Ko-Bogen Il the new
shopping highlight

MASS TO
UPMARKET

Alongside Konigsallee, Schadowstrasse is one of the busiest
shopping streets in the Rhine metropolis. Schadowstrasse's on-
going transformation goes well beyond the completion of the
Ko-Bogen Il. The quality of stay for this mass-market location
is being improved not only through new landmark buildings,
but also by redesign of the street itself, with several current

. . construction sites.
Dusseldorf is one of the top addresses for inter-

national retailers entering Germany. Even during

the challenging past two years, innovative con-
cepts such as Moose Knuckles, DSquared2, Lave-
lier, Restoration Hardware and Zweirad Stadler
(in the former Galeria Kaufhof) have opened their
doors. The most impressive new development
in Dusseldorf's retail landscape is the 24,000 sqm
Ko-Bogen Il which, thanks to its green facade and
30,000 plants, will be a sustainable shopping mag-
net as well as enhancing the microclimate in the sur-
rounding area.

()

©
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“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

Schadowstrasse 39500
Kdnigsallee 28200

Highlight

Dusseldorf is one of
the most important
retail markets for
Dutch brands outside
the Netherlands. As well
as the opening of Coolblue
in Ko-Bogen II, there is
the 3,500 sqm lease in the
Carsch-Haus by The Sting,
as well as the arrivals of
PME Legends and Joe Merring,
which have made Dusseldorf
a priority in their strategies.

Footfall analysis and street profiles

The two streets have maintained
reasonable footfall levels. The west-
ern section of Schadowstrasse, fac-

ing the Ko, has gained in appeal
with the Ko-Bogen Il. Konigsal-
lee has increasingly opened up
to food, gastronomy and other
high-demand segments in recent
years: alongside fashion units,
the share of bars and restau-
rants now stands at 13% and
food stores 6%, which is high
for a luxury destination. This
may well have contributed to

a minor decline in footfall.

L_IEMhion / Beauty I~ Home / Garden I~ Recreational Goods
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2021 Level compared to pre-Covid level™
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** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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FRANKFURT

POPULATION
(million)
. +— Cityo.8
55 ) |
— Metropolitan
region 2.8

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME

(€/inhabitant) Goethestrasse LUXURY

Y
Goethestrasse, adjacent to Goetheplatz, is the top luxury destination
in the greater Frankfurt area, with high-end brands such as Burberry,
Louis Vuitton, Prada, Moncler and Hermes. Saint Laurent recently
opened a new store. The narrow street offers a very relaxed, almost
private shopping atmosphere. A new, lightly-coloured, bike-friendly
pavement will enhance the shopping experience.

Changes to the CBD o MIXED

: . . g STREET
Wi I'l' U pdate ItS retall' Linking the high-end offer to the mass-market and benefit-
credentials

o
=2

ing from its proximity to one of Frankfurt's busiest stations
(Hauptwache), Steinweg mixes restaurants and premium re-
tailers like Cos, Marc O'Polo, Scotch&Soda, Robbe & Berking
and Max Mara.

Located in the heart of Germany, home to
one of Europe’s largest airports and a global Zeil
centre for finance and banking, Frankfurt is
among the country’s top retail destinations.
Shoppers from all over the world enjoy the
relaxed atmosphere in Frankfurt's compact,
bustling and mostly pedestrianised CBD. After a

MASS TO
UPMARKET

Frankfurt's main pedestrian thoroughfare remains one
of the most frequented retail pitches in Germany. Zeil,
with its large-scale stores, is home to retailers target-

ing the mass-market segment, including Primark, Man-

go, Sephora and Samsung. There may be opportunities
recent slowdown, Frankfurt is proving its resil- for newcomers in the short to medium term due to the
ience, with countless construction sites, includ- current challenges faced by large clothing and depart-

ing many innovative schemes. ment stores.

9
PRIME RENT (€/sqm/month) ¢185
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@ O

58

ﬁ Opera

GALERIA

10,400 Department store 6
S
STl
BAss OO . Metro,

ONE GOETHE PLAZA @\M Hauptiwache

N
Footfall (number of pedestrians
on the sample day: 04.09.2021) ‘?w

From Mass Market to Upmarket
Mixed (Mass Market to Luxury)
Luxury

50 100m

FOOTFALL BY STREET*
“Number of pedestrians on the sample day: 04 September 2021; Source: BNPPRE / Locatus
Zell
. . Steinweg 14300
Highlight
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Astunning new project

is under construction

in the heart of Frankfurt.

The high-rise ensem-
ble Four will comprise
four architectural towers
totalling 210,000 sqm. This
mixed-use scheme will
include high class gastron-
omy and retail concepts by
2024 1t will likely turn into
a key destination in the CBD,
a place to meet and connect in
a unique setting.

Footfall analysis and street profiles

Zeil remains one of the top three
busiest German streets, even
though its footfall is highly de-
pendent on how the Covid crisis
develops given the preponder-
ance of office workers in Frank-
furt's CBD. Conversely, footfall

on the luxury Goethestrasse
has barely changed, and
prime rents in the street
have almost been restored
to pre-Covid levels, proba-
bly thanks to its reputation

as one of the top luxury lo-

cations in Germany.

210,000 sqm
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2021 Level compared to pre-Covid level™
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** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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GENEVA
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POPULATION
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rmqj >— City 0.2
— Metropolitan
region 0.5

CONFEDERATION CENTRE
Shopping centre

&)

RETAIL SALES
(€/inhabitant)

Place Neuve

DISPOSAL INCOME

(€/inhabitant) LUXURY

Rue du Rhdne

Coveted by high-income international tourists, Rue du Rhéne is a kilo-
metre long. This thoroughfare has drawn the highest-end end brands
selling watches, jewellery and fashion, together with Geneva's master

chocolatiers. As such, it is home to prestigious retailers such as Her-
mes, Vuitton, Prada or Versace.

o°

o
= Highlight
The reopening of the
refurbished  Confé-
dération Centre mall
should attract innova-
tive new retail concepts,
combining shops, food and
entertainment in an effort
to offer a comprehensive
experience.

MASS TO
UPMARKET

Rue de [a Confédération,

Downtown prime Rue du Marché, Rue de la Croix d'0r

retail circuit is likely
to be extended thanks
to high demand

Located in the heart of the pedestrian area, also called “rues
basses” (lower streets), the prime retail axis of “Rue du Tram”
benefits from a variety of mass-market brands and “affordable
luxury” fashion stores such as Longchamp, H&M, Bershka or

Mango. Because of its focal position - directly connected by

tram to Molard's station - this street is the most sought-after
by international retailers in Geneva. The very high demand
should prompt retailers to consider opening stores on per-
pendicular streets.

Home to numerous international and non-gov-
ernmental organisations, Geneva is a cosmopol-
itan city, which remains very attractive to visi-
tors with high purchasing power from the Middle
East, benefiting the prestigious Rue du Rhdne.
The resumption of international conferences and
events, including the Geneva International Motor
Show, will boost the recovery of footfall.

PRIME RENT (€/sqm/month)
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F 9600

Rue du Tram

Rue du Rhone

Footfall analysis and street profiles

The famous Rue du Rhone remains

sought after for its high-end fashion
stores (80% of total units), where-

as Rue du Tram (getting back to
pre Covid levels with 14,400 dai-
ly pedestrians in autumn 2021)
is more diversified: as well as
fashion brands, it hosts numer-
ous food stores, bars, restau-
rants and hotels. Moreover,
this thoroughfare has very low
vacancy, which underlines its
attractiveness.

Flower Clock @

14400

English Garden

e Park
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2021 Level compared to pre-Covid level™
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N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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Bichange rate CHF/E 0.9238 03 2021 0% 40% 60% 80% 100%
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HAMBURG
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Neuer Wall LUXURY
o |O o\ Spitalerstrasse 35700 N
%\ Although Neuer Wall is the foremost address for luxury shopping in Mdnckebergstrasse 27100 >
Hamburg and is home to a wide range of international players in this Neer Vil P00 s

segment, the street is by no means exclusively confined to luxury
goods. Neuer Wall is constantly trying to reinvent itself, as demon- ** Pre-Covid level is an average of 2016 / 2018 / 2019 footfll figures
strated by almost 30 lettings from different segments since 2017.

Footfall analysis and street profiles

Alter Wlal'[ IS . Spitalerstrasse, MASS TO Highliaht
expanding the retail AL B2 UPMARKET -

Hamburg's streets have proved resil-
ient, namely Monckebergstrasse and

Hamburg's retail scene is

Offe r | N H am b U rg ’S The highest customer potential lies in the eastern part of Ham- emerging as a showcase Neuer Wall, as shown by the low va-
burg's city centre, to which the prominent mass-market loca- for pioneering trends, such cancy rates. The mass-market area

C |tg cen t re w h | |_e tions of Ménckebergstrasse and Spitalerstrasse make a decisive as mobility and automotive around Manckebergstrasse and Spit-
/ contribution. Despite recent circumstances, the retail market in concepts like Polestar and alerstrasse, which run parallel to

2 both shopping streets has been enlivened by new tenants. For . . each other, offers a varied range of

M onc ke b S rg Stra‘SS e example, thegfashion label Scotch & Soda and the British shoe Lynk &IEoanehnmq th?t" sh0¥v- shops and services with food sfores
|S be| N g tran Sfo rm ed brand Doc Martens, as well as the sporting goods specialist fO0MS I Rampury's City Centre. accounting for 11% of the units,
Adidas, have opted for Monckebergstrasse, while Sephora, home & garden 14%, fashion and

Maisons du Monde and Edeka can now be found on Spital- beauty 40%, and restaurants /

erstrasse. bars / hotels at 22%. Meanwhile,

Neuver Wall has traditionally

been geared to fashion, but re-
freshing its offer has helped it
to keep footfall steady.

The downtown subdistricts play an important
role in the uniqueness of Germany's second larg-
est city. Whereas the western part of the city be-
tween Gansemarkt and Rathausmarkt provides fer-
tile ground for restaurants and cafés, combined with
a high-quality retail offering, the main mass-market
pitch between Modnckeberg and Spitalerstrasse is

L JEhion / Beauty [ Home / Garden I~ Recreational Goods I Bars / Restaurants / Hotels I Services
dominated by large-scale and international retailers. : : !

SPITALERSTRASSE
This broad spectrum is gradually being supplemented .@_(@ @ © MONCKEBERGSTRASSE | | | | =
| GENOMPHIOIIRGRL) [ | |

by the Alter Wall promenade right next to the city hall, NEUER WALL I
primarily attracting brands that are new to Hamburg. 0% 40% 60% 80% 100%
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HELSINKI

POPULATION
(million)
E\N-g >— City 0.7
— Metropolitan
region 1.7

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME
(€/inhabitant)
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Leisure and F&B
are at the heart of
Helsinki’'s strategy
to face retail new
challenges

After years of shopping centre development,
Helsinki is shifting its focus to restaurants and
cafeterias to protect the city centre from the
impact of online purchasing and to maintain its
high footfall. The city is developing new projects
to invigorate the downtown area such as revamp-
ing the Harbour district (South Harbour, Kataja-
nokka and West Harbour).

64

Pohjoisesplanadi LUXURY

Pohjoisesplanadi is the prime location for high-end brands in Helsinki.
In a city that is not home to many luxury brands, Pohjoisesplanadi is
not a 100% pure luxury axis but the one featuring the greatest density
of high-end retailers, with Louis Vuitton a coveted destination. Nearby,

the Galleria Esplanad shopping centre supplements the offer with
operators like Hugo Boss, Gant, Marimekko, Furla and Michael Kors.
Further north, at the corner of Pohjoisesplanadi and Mannerhei-
mintie, is the famous Stockmann department store, also providing
high-end and quality concessions.

Aleksanterinkatu

N MASS TO
and Mannerheimintie

UPMARKET

Aleksanterinkatu is the main prime mass-market street in Hel-
sinki. Together with the shopping centres in the CBD, the offer-
ing on the Aleksanterinkatu/Mannerheimintie pitch comprises

a comprehensive mix with, for example, Ralph Lauren, Zara
and Esprit.
The best-known street in Helsinki, Mannerheimintie, is a key
artery for mobility. It is also home to major retail magnets,
including the Stockmann and Sokos Department stores as
well as the Forum shopping mall with its broad retail va-
riety (The Athlete's foot, Mango, Marimekko). The avenue
hosts a versatile selection of monobrand stores like Die-
sel, Victoria's Secret, L'Occitane and Ikea.

O ®

Tramway

FORUM

©Kuvatoimisto Kuvio Oy / Helsinki Marketing

13,200

Highlight
To make the South Harbour

ALEKSANTERINKATU

MANNERHEIMINTIE

POHIOISESPLANADI
0%

Lasipalatsi SOK0S

(&)

a leading destination for

visitors, Helsinki will create

a pedestrian area by the sea,
surrounding the New Architec-
ture and Design Museum, with
a significant food & beverage
offering. Near the Market Square,
this new spot will bring additional
maritime activities and events.
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2021 Level compared to pre-Covid level™

Aleksanterinkatu 15200 N N
Mannerheimintie 9800 N
Pohjoisesplanadi 8,600 N

Footfall analysis and street profiles

Helsinki's main high streets have
seen varying trends. Mannerhei-
mintie experienced the smallest
drop of the three (around -30%)
whereas Aleksanterinkatu was
more heavily impacted, maybe
due to the increase of remote
working, as it depends on
workers in its numerous of-
fices for its footfall. Pohjois-
esplanadi suffered more
than other luxury streets in
Nordic countries.

L_JEkhion / Beauty [ Home / Garden I~ Recreational Goods
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** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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LISBON

Footfall (number of pedestrians
on the sample day: 18.09.2021) N = "k

From Mass Market to Upmarket
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DISPOSAL INCOME FOOTFALL BY STREET"
(€/i n habitant) Avenida da liherdade LUXU RY “Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus
0© Inspired by the Champs-Elysées in Paris, Avenida da Liberdade is home Rua August 18400
o' e i : . ) Rua Garret 17000
to a combination of high-end residences, luxury hotels, offices and re
SN : : = 0 Aua do Camo 15800
tail. The Avenue is the place to be for luxury players in Lisbon, attract- 0. da Lberdade 3700

ing customers with high purchasing power. Dominated by fashion and

jewellery brands, new stores from names such as Vacheron Constan-
tin, Van Cleef & Arpels and Dolce & Gabbana have opened since the
beginning of the pandemic.

Lis b on continues Footfall analysis and street profiles

. . Highlight
Rua Augusta, Rua do Carmo MASS TO
to build on its ap peal and Rua Garrett UPMARKET Lishon has invested mas-

Lisbon’s three main mass-market streets saw
similar steep declines in footfall, in line with

as a cu |.tU ra[ an d sively in public infrastruc- the drop in tourism. However, footfall has been
Further away in Baixa, Rua Augusta is one of the busiest pedes- ture: a new circular metro improving continuously. With one of the high-

gastronom |C destl natlon trian streets in Portugal. Its traditional shops are mixed with line - expected to open in est European vaccination rates, the country
mass-market international retailers, restaurants and outdoor 2024 - will enhance the con- has gained credentials as a safe destination

terraces. H&M, Adidas Megastore and Inditex group are some nection to retail high streets and tourists have resumed city breaks in

Lisbon. In addition, with the resumption of
economic activity, workers have returned
to their offices.

of the main tenants of this street. in the city centre. The develop-

ment of cycle lanes and @ major
exclusive pedestrian area are

For many years a leading tourist destination
for Europeans, Lisbon has undertaken an ex-

Rua Garrett features the characterful shops and old cafés of
the city, in addition to the well-known Armazéns do Chia-

emplary regeneration process to become ever do mall. The presence of Nespresso, Calzedonia, Benetton also promoting green mobility The high-profile Avenida da Liberdade
more appealing to retailers, customers and in- and Havaianas reinforces its position as one of the lead- throughout the city. showed great resilience during the
vestors. The Tikva Jewish Museum - expected ing streets in Chiado. Together with Rua do Carmo, these health crisis.

in 2024 - and international events like the Web are the most coveted target locations for retailers. Rua do

Carmo is home to international large-format stores such
as H&M and Mango, as well as to medium-sized stores
dedicated to fashion and home decoration.

Summit, as well as new green spaces such as
the Parque Urbano Gongalo Ribeiro Telles, have

strengthened the cultural and mobility facilities
L_JEshion/ Beauty [ Home / Garden I~ Recreational Goods

offered by Lisbon.
C[Qn? B Y1y |
RUA GARRET
PRIME RENT (€/sqm/month) | (90 (0 )OS @ @ RUA DO CARMO |

Rua Augusta AV.DA LIBERDADE

0% 0% 40% 60%
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Commerce
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2021 Level compared to pre-Covid level™

N
N
N

N
N
N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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MANCHESTER

POPULATION
(million)

. +—City 0.5

5% )
— Metropolitan

region 3.8

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME

(€/inhabitant) MASS TO

UPMARKET

o Market Street
RN arket Stree

Market Street is the pedestrian link between Piccadilly Station and
Victoria Station, bustling with shoppers and commuters on their
way to work. It is flanked by the Arndale Centre, one of the largest

shopping centres in the UK. The restructuring of the old House of

i i Fraser and Debenhams into mixed-use schemes combining new
A reg on al' h U b Wlth office premises with retail and leisure will ensure the renewal of
am bltl OnsS th an kS to these two major buildings on the street.

a steady transformation King Street

King Street is one of the most important thoroughfares down-
town. It was the centre of the northwest banking industry but

. . . . it has become progressively dominated by upper-end shops
Manchester is the third most visited city instead of banks. King Street is considered as Manchester’s

in the UK. It is a key cultural, sporting, en- most upmarket shopping area (Hermes, Timberland, Calvin
tertainment, shopping and media hub in the Klein Jeans and Polo Ralph Lauren).

Northwest region. The return of commuters,
business operations and tourists will act as
the spark that confirms this small, yet bustling
city as a regional hub. The departure of anchor
retailers like the Arcadia Group and Debenhams
has brought interesting opportunities for inves-
tors to convert key buildings.

Q@
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Highlight

Victoria North is an ambi-
tious urban regeneration

project that will enable the

city of Manchester to tackle the
housing shortage with 15,000
new houses, while transforming

Fl]l]tﬁl" (number of pedestrians I g

on the sample day: 18.09.2021) ‘0>v R
@ From Mass Market to Upmarket Manchester (€3 THE PRINTWORKS
@»  Mixed (Mass Market to Luxury) Cathedral e’ Entertainment complex
@& luxury
0 100 20m Exchange Square

Tram
SELFRIDGES ﬁ 6 ARNDALE
Department Store Shopping Centre

Market Street

Oy Xy

Manchester @ Manchester Art Gallery
Opera House Museum

the north of the city into a new

green and modern area.

MARKET STREET

KING STREET

0%

FOOTFALL BY STREET*

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

©BNPPRE Research

2021 Level compared to pre-Covid level™

Market Street 35,600 N
King Street 9,700 N

N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Footfall analysis and street profiles

Market Street, the principle shopping destination
in the city is predominantly fashion-oriented but
complemented by all kind of activities (including
15% catering, 10% recreational goods and 10% ser-
vices). This varied offering caters to all types of
visitors, in particular domestic tourists as well as
residents who may commute into the city.

In comparison, on King Street, the fashion sec-
tor occupies a significant share of the units
(74%). Thanks to the presence of premium
brands, the street should experience a stron-
ger and faster return to pre-Covid levels. It
has already proved resilient with a limited
decrease in footfall (-20%).

[_IEMion / Beauty I~ Home / Garden I~ Recreational Goods I Bars / Restaurants / Hotels

40% 60% 80%
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MUNICH

POPULATION
(million)

. +—City 1.5

5% )
— Metropolitan

region 3.0

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME Maximilianstrasse

(€/inhabitant) \

Maximilianstrasse is Germany's most expensive luxury pitch in terms
of prime rents. Demand for retail space by far exceeds supply. Prime
retailers from around the globe value the street's standalone character
in Germany: an elegant shopping atmosphere in a historical setting

with an extremely well-heeled clientele.

LUXURY

o
=2

MIXED
STREET

Theatinerstrasse, perpendicular to Kaufingerstrasse, is famous for
its fashionable boutique shops, but also its many small cafes, bis-
tros and restaurants. The street has a certain aura, as the ba-

roque Theatinerkirche and the Frauenkirche churches are famous
landmarks. From high-end shopping to second hand bookshops,
its offering is highly varied.

. Theatinerstrasse
Munich on the move:

retailers, investors
and the City join
forces to raise the CBD's

appeal to the next level MASS TO

UPMARKET

Kaufingerstrasse, leading into Marienplatz, is not only Mu-
nich’s most frequented pedestrian zone, but one of Germa-
ny's and even Europe's busiest retail pitches. Kaufinger-
strasse is home to large department stores including the
prestigious Oberpollinger. While Oberpollinger caters to
Munich’s upscale clientele, the majority of stores focus
on the mass-market segment. This includes shoe retail-

er Skechers, which opened one of its German flagship

stores in Kaufingerstrasse in late 2019.

Kaufingerstrasse Marienplatz

Germany's most prestigious shopping location

is anchored by a picturesque CBD, which acts

as a retail magnet, attracting both domestic and
international tourists. Store openings in 2020-
2021 include Loewe with its first German unit in
Maximilianstrasse and the Japanese outdoor and
skiwear specialist Goldwin. Already highly pedes-
trianised, Munich is constantly striving to make
mobility in the CBD more sustainable: the main sta-
tion is to become an ecofriendly building, with pri-
vate car traffic greatly reduced thanks to the promo-
tion of cycle and pedestrian-friendly initiatives.

[ () () an)

70

Funtfall (number of pedestrians
on the sample day: 18.09.2021)

@ luury
0 5 0om
||

TK MAXX
Department store

Highlight

In addition to its vibrant
urban lifestyle, Munich is
famous for its proximity
to the Alps. Most citizens
enjoy the great outdoors at
weekends and during their
holidays. Munich is there-
jore Germany's top retail
destination for sportswear
and equipment, featuring for
example the iconic Sporthaus
Schuster and brands that are
rarely jound elsewhere in Ger-
many, like Goldwin, Burton, Salewa
and Descente.

KAUFINGERSTRASSE

THEATINERSTRASSE

MAXIMILIANSTRASSE
0%

From Mass Market to Upmarket
@»  Mixed (Mass Market to Luxury)

HOFSTATT
Shopping Center 6

N
+
FUNF HOFE
Shopping Center ﬁ
36,400
Theatinerstrasse
Fravenkirche ® Tramway 8,800
Church
/540;
e @ i
R New City Hall
S"M.S’S[
- < LUDWIG BECK
e ﬁ Department store
Marienplatz
GALERIA Metro
Department Store @ St. Peter Church
- FOOTFALLBY STREET*

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

Kaufingerstrasse 69,800

Theatinerstrasse 36,400

Maximilianstrasse 8800

Footfall analysis and street profiles

Kaufingerstrasse is usually Germany's bus-
iest retail location, and it remains a top
street in Europe. Its prime rents are equal
to those of Maximilianstrasse, a top luxu-
ry street in Germany. With almost 70,000
pedestrians passing daily, Kaufinger-
strasse offers a very high customer
potential, which is equally appreciated
by existing and prospective retailers.
Maximilianstrasse has meanwhile
succeeded in enlarging its clientele,
thanks to its positive footfall trend
(+16%). The streets of Munich have
very low vacancy rates, testifying to
the sustained momentum.

[_JEkshion / Beauty [ Home / Garden I~ Recreational Goods

40% 60%

()

Residenz Museum,
Hofoarten Park

National
Theater

Kammerspiele
Tramway

©BNPPRE Research

2021 Level compared to pre-Covid level™

N

N

2

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

I Bars / Restaurants / Hotels
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|
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POPULATION
(million)

. — City 0.7
5% )
— Metropolitan
region 1.4

RETAIL SALES
(€/inhabitant)

DISPOSAL INCOME
(€/inhabitant)

o
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The emergence
of a new district
in the city centre

A brand new district called Barcode and
Oslo Bay District has been developed in the
south of the city, attracting Norwegians and
tourists to a modern combination of retail and
offices. New facilities include the renovated Li-
brary, the opera and the Munch museum that
takes advantage of Oslo's newest beach. This
district will attract investors looking to enter
Oslo’s retail market. Meanwhile a new metro line
is planned to ease traffic in the west of the city.

<3, ) PRIMERENT (€/sqm/month)

o _0_0__0

Bogstadveien Stranden Karl Johans gate

72

Nedre Slottsgate
Exchange rate NOK/€ 0.0368 03 2021

Nedre Slottsgate ﬂ LUXURY

Running from the corner of the busy Karl Johans gate is Nedre Slotts-
gate, the most luxurious street in the city. The 220-year-old luxury
department store Steen & Strem has recently been refurbished and
complemented by brands such as Chanel and the first Dior Beauty
Boutique in the Nordics. Potential tenants are clamouring for units in
the section between Karl Johans gate and Prinsens gate, where all the
high-end stores are located.
With the development of the Bisperika area, Nedre Slottsgate has
become a gateway to the renovated southern part of the city.

Karl Johans gate,

MASS TO
Bogstadveien and Stranden

UPMARKET

Karl Johans gate is widely known for its varied mass-market
offer (KappAhl, Monki, H&M, Bik Bok and Zara) that is com-
plemented by luxury and high-end fashion retail brands lo-
cated in the two shopping malls Egertorget and Paleet. The
axis connects the Central Railway station to the Royal Castle,
allowing retailers to benefit from the tourists converging on
this attraction.

Bogstadveien is situated north of the very centre of the
city, a doable walk through the Palace Park. Its tenants are
strong magnets for shoppers as the street hosts, among

others, Zara, Brandy Melville, Peak Performance, Anton
Sport and Bik Bok. With easy access by public transport,
combined with the opening of the new Valkyrien shop-
ping centre with its high-end brands, its retail precinct
extends further south to Hegdehaugsveien.

Stranden in Aker Brygge is located at the harbour
and home to the most expensive office suites and
several popular restaurants.

Highlight
Norway has

with domestic shopping.

KARL JOHANS GATE
STRANDEN
BOGSTADVEIEN
NEDRE SLOTTSGATE

0%

performed
remarkably during the pan-
demic with in-store sales
increasing sharply: due to
travelling restrictions, Norwe-
gians changed their consump-
tion patterns and reconnected

./@ Bogstadveien
— Tramway

Footfall (number of pedestrians
on the sample day: 11.09.2021)

@ From Mass Market to Upmarket
@»  Mixed (Mass Market to Luxury)
@ luxury

0 200 400m
[ ]
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Parliament @/’ [ y,
" | 4
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O Ferry Terminal, ﬁ .
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&

FOOTFALL BY STREET*

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

STEEN & STROM
Department Store

+

©BNPPRE Research

2021 Level compared to pre-Covid level™

Karl Johans gate
Stranden
Bogstadveien
Nedre Slottsgate

22600 N

N

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Footfall analysis and street profiles

With Norwegians focusing on local shop-
ping during the pandemic, Karl Johans
gate and Nedre Slottsgate, which usu-
ally depended mainly on international
tourism, ultimately proved quite re-
silient. The two other main streets,
Stranden and Bogstadveien, are more
domestic destinations; Stranden’s of-
fering is dominated by a substantial
share of restaurants (70% of the to-

tal retail units).

Bogstadveien is upgrading and re-
freshing its appeal with the new
Valkyrien development.

I~ Recreational Goods I Bars / Restaurants / Hotels

L JEshion / Beauty [ Home / Garden
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PRAGUE

IN PALLADIUM

Footfall (number of pedestrians > Shopping Mall @~ |

on the sample day: 18.09.2021) yo
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DISPOSAL INCOME FOOTFALL BY STREET"
(€/i n habitant) PﬂﬁiSké Street LUXU RY “Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus
Y
0° Parizska is Prague s most exclusive address, close to the iconic old Na Prikopé Stect 020
%\ town square. In addition to some upscale restaurants, the mile-long Véclavské Namesti 23700
street is home to a high density of luxury retailers such as Louis Highlight T 100

Vuitton, Hermes, Fendi or Versace, which opened its first boutique in

Prague in May 2021. The Savarin project

will expand the inner-
city shopping circuit with

i Qi Na Prikopé Street MASS TO a mixed-used scheme
P rdgue, Capltal'ls Ing and Véclllavské Namésti UPMARKET (60,000 sqm) combining

Footfall analysis and street profiles

i shops, offices, entertain- The Na Pfikopé and VAclavské Naméstf streets have
on I'O C al' p Ote n tl al' Na Prikopé is Prague s prime retail thoroughfare with the highest ment, a new square and seen their footfall evolve towards a more domestic
and SUStal ned de mand footfall. As the number of tourists has lately decreased, nation- green spaces. It will also market, with Czech shoppers becoming prominent

al and regional brands such as Vasky are opening stores in Na include the third Time Out clients, and this shift has helped to maintain flows

Prikopé. The much-awaited Savarin project by Crestyl, expected Food Market in Europe. during this challenging period. Nevertheless, retail-
in 2025, will significantly increase the footfall in the neighbour- ers are ready to welcome back tourists: the share
hood. of bars, restaurant and hotels is up to 25%, which

Traditionally benefiting from the high flows is fairly high compared to similar cities. With the

of international tourists, Prague’s retailers With a quite high footfall on its busiest Northern section, Va- recent return of students to school and workers
are expanding their customer base. After two clavské Namésti (Wenceslas Square) is the longest boule- to offices, footfall has increased significantly.
challenging years, local and regional brands vard in the city. It offers a wide spectrum of fashion retailers, BU UUU

including department stores and key flagships like Primark, I Sqm On the other hand, like many luxury streets

are joining this premium market to conquer lo-
cal shoppers. Meanwhile, international brands
like Primark, Versace and Chanel are also arriv-
ing. The Savarin project and the development of
the new line D connecting the city centre to the
south of Prague will further enhance the city's

appeal. o

which opened its first shop in the Czech Republic in June in Central Europe, the Pafizska Street was
2021. the most affected in the city: indeed, these

shops usually depend on foreign customers
- mainly from Asia and Russia, who were
missing this year.

L_JEkhion / Beauty [ Home / Garden I~ Recreational Goods I Bars / Restaurants / Hotels I Services

NA PRIKOPE STREET
Qe Q) s \ \ e —
Vichy _ PANZSKASTREET) | | | .
0% 40% 60% 80% 100%
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“Number of pedestrians on the sample day: 04 September 2021; Source: BNPPRE / Locatus

DISPOSAL INCOME

(€/inhabitant) 2021 Level compared to pre-Covid level™

o0 Viia del Corso 33200 NN
% Via Cola di Rienzo
~ i i Viia dei Condotti NN
Highlight -

Vlia del Babuino

Several luxury ho-

tels (W Hotel, Six

Senses, Bvigari Hotel,
Rosewood, Shedir) have
opened in the Italian
capital, showing their con-
fidence in the recovery
of tourism and the city's
business potential.

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Footfall analysis and street profiles

A top tourist
destination enhancing
its prime appeal

Traditionally driven by high season-
al tourist flows, thanks to its global
popularity as a city break destina-
tion with major events throughout
the year, Rome is gradually recov-
ering. The four prime streets are
structured similarly with a pre-
dominance of fashion (82% on
average), while Rome also offers
renowned restaurants among
its “piazzas”, close to the main
tourist attractions (Piazza di
Trevi, Piazza Navona, Piazza di
Spagna, etc.).

Rome, one of the top tourist destinations
in Europe, is developing its premium appeal
with the opening of high-end hotels. Due to
the pandemic, which has caused some prem-
ises to be released and rents to be revised on
certain thoroughfares, the retail landscape is
on the move with opportunistic operators either
seeking opportunities for larger stores, or afford-
able luxury brands moving into the city centre.
"3 ) PRIME RENT (€/sqm/month) [ {zshion / Beauty I~ Home / Garden I Recreational Goods I Bars / Restaurants / Hotels I Senvices
VIA DEL CORSD | |
@ @ @ @ VIA COLA DI RIENZ0 :
VIIA DEI CONDOTTI :
Via Cola di Rienzo | Via del Corso Via del Babuino | Via dei Condott VIA DEL BABUINO :
0%

0% 40% 60% 80% 100%
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ROTTERDAM

POPULATION
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DISPOSAL INCOME FOOTFALL BY STREET*
(€/i n habitant) KrUiSkade/Mﬂent LUXU RY “Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus
0 Close to the Central Station, Kruiskade hosts exclusive fashion brands Hoogstraat 21300
%\ (Tommy Hilfiger, Hugo Boss) and jewellers. Ljnbaan 18800
Highlight
Kruiskade 1300

A beacon for
architectural
innovation,
transforming into

a modern high-rise city

Famous for its pole position in Europe in terms

of maritime activities, Rotterdam has also be-
come renowned for its openness to avant-garde
architecture. The Cube houses, and more recent-

ly the Central Station and the iconic Markthal - a
huge arch with 228 apartments and a food market
on the ground floor - are emblematic of Rotter-
dam'’s architecture and reflect its ability to stay
a step ahead. Numerous high-rise residential devel-
opments express the ongoing ambitions of the city.

78

The “Beursgallery”
- the former Hudson's
Bay department store -
will be redeveloped in a
multifunctional scheme
with 30,000 sgm of offices,
supermarket (Jumbo) and
retail. This iconic building
benefits from a unique archi-
tecture with high ceilings and
a strategic location at the top
of the Koopgoot.

MASS TO
UPMARKET

Lijnbaan, Beurstraverse

and Hoogstraat
Lijnbaan and Beurstraverse - also called “Koopgoot” - are the Footfall analysis and street profiles

busiest shopping precincts of Rotterdam. Lijnbaan accommo-

dates the main international retailers like Mango, JD Sports,
Hollister & Co, H&M, Urban Outfitters and Zara. The Koopgoot,
crossing under Coolsingel and easily accessible via the Beurs
metro station, is home to famous key retail players like Zara,
Hema or C&A.

The Netherlands have experienced an
unprecedent tourist boom in recent
years and as such, Rotterdam has be-
come a much-visited city like Amster-
dam and Utrecht, although flows have
inevitably decreased during this chal-
On the extension of “Koopgoot”, the Hoogstraat axis benefits lenging period.
from a strategic location leading to the famous Binnenrotte
Market (Tuesdays and Saturdays) and Markthal, which is
a strong focal point attracting both local consumers and
tourists. This street hosts brands such as Van Haren,
Peek&Cloppenburg or Five Guys. Its carpark forms a gate-
way for the city centre.

Footfall figures are drawing clos-
er between the two mass-market
streets, Lijnbaan and Hoogstraat,
although they have different of-
ferings: the first is geared to-
wards fashion, while the sec-
ond has a greater proportion of
restaurants, bars and hotels.

30,000 sqm

Food L JEshion / Beauty [ Home / Garden I~ Recreational Goods
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2021 Level compared to pre-Covid level™
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** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures
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STOCKHOLM

POPULATION
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RETAIL SALES
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DISPOSAL INCOME
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New mobility
projects will boost
a vivacious downtown
retail scene

Contrary to the rest of Europe, Sweden let its
citizens move freely during the pandemic and
kept its shops open, helping to limit the im-
pact of remote working on physical stores. This
unique decision combined with the strength of the
Swedish economy enabled Stockholm to keep up
the pace of transformation and increase its attrac-
tiveness. Taking advantage of the numerous ongoing
transport projects and upgrades to cultural monu-
ments, the future of retail footfall in Stockholm looks
bright.

80

MIXED
STREET

Located close to law firms, banks, real estate and consulting compa-
nies, Biblioteksgatan continues to transform its offer from luxury to a
trendy mix with the opening of cafés and food-related stores like Eat-

aly, coexisting with various H&M market concepts and Ralph Lauren.

Biblioteksgatan

MASS TO
UPMARKET

Drottninggatan is one of the busiest streets in Stockholm, with

visitors from all culture, age and gender. It features varied activ-
ities, such as H&M stores, pharmacies, Swedish low-to-medium
cost stores and international brands that can be found across
the world.

Drottninggatan and Hamngatan

Connecting two major squares, Hamngatan is also a heavily
frequented street with two large shopping malls facing each
other. The renovation of the Gallerian Shopping Mall has en-
hanced a street that is very well connected with bus and
metro stations.

[ (o ) (o )

Exchange rate SEK

Footfall (number of pedestrians
on the sample day: 04.09.2021)

@ Luxury
0 50 00m

Highlight

The New Slussen mobility

hub - expected to be fin-

ished in 2025 - epitomises
Stockholm’s intention to ease
movement between islands
and enhance pedestrian and

bike flows by creating a car-
free quayside animated by new
restaurants, cafes and cultural
amenities.

DROTTNINGGATAN

HAMNGATAN

BIBLIOTEKSGATAN
0%

From Mass Market to Upmarket
@»  Mixed (Mass Market to Luxury)
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©BNPPRE Research

2021 Level compared to pre-Covid level™

Drottninggatan 31600 >
Hamngatan 14,300 N
Biblioteksgatan 9900 2

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Footfall analysis and street profiles

The softer Swedish approach to the pandemic

definitely helped Stockholm’s streets to maintain
a balanced footfall, with a drop of -20%, which
is far better than the European average.

The busiest street, Drottninggatan, with
31,600 pedestrians per day, was driven by
both domestic and international tourism
due to a high density of bars, restaurants
and hotels. On the other hand, Hamngatan
was more severely impacted by the “work-
ing from home” effect, as it is usually more
frequented by office employees.
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DISPOSAL INCOME FOOTFALL BY STREET*
B f . LUXU RY “Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus ‘ .
(€/inhabitant) Stiftstrasse 2021 Level compared to pre-Covid level
0° Stiftstrasse, together with Dorotheenquartier and Breuninger, forms Konigstrasse 44100 © €
O the heart of Stuttgart's luxury segment, with high-end brands such Stiftstrasse 13600 N
=) f g y segment, g Highlight ft ,

as Chanel, Louis Vuitton and Longchamp. The prime position of Stifts-
trasse has been demonstrated with the opening of the second largest Konigstrasse ~ street
German Hermes branch after Munich. is upgrading several

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

retail buildings and
) ) . MASS TO thereby encouraging the . ,
A Cltg res h aDI N g Konigstrasse UPMARKET arrival of new tenants. Footfall analysis and street profiles
. . : . : : : As its showcase, the re- . , -
The 1.2 kilometre Konigstrasse is Stuttgart's busiest shopping , ' Stuttgart's busiest high street, Kénig-
ltSEI'f for the Comlng street, with many mass-market brands (H&M, Primark, Foot furbishment of number 38 strasse, has clearly suffered from the

Locker). Since 2015, around 50 lettings and openings hailing from hy summer 2022 will in-
decades ten reiai[ sectors and as many di]‘fer%nt counﬁries Eave bee%]freg- clude Aldi moving into 2,500
istered here, emphasising the location’s wide retail spectrum. sqm - confirming the trend of
LEGO also recently opened a store on the street. supermarkets opting for prime
downtown locations - with
Contora Offices Solutions on the
upper floors.

challenging past years and has seen its
footfall halved, yet it remains a lead-
ing mass-market European high street.
Moreover, with several new projects,
Kénigstrasse aims to attract new ten-
ants who could revitalise this thor-
oughfare. It has a fairly diverse pro-
file and the arrival of new occupiers,
such as leading food names, could
make it even more varied. The foot-
fall decline on Stiftstrasse remains
moderate and in line with the av-
erage for the luxury segment in
European cities.

Stuttgart is not only by far the most import-

ant retail market in Baden-Wirttemberg, but
also achieves a retail turnover that almost
matches that of the top cities of Frankfurt and
Dusseldorf. Well aware of environmental con-
cerns, the city is promoting a sustainable qual-
ity of living, as shown by its first Mobility Week
which took place in September 2021. Major in-
frastructure operations, such as Stuttgart 21, will
help to form one of the biggest eco-districts in
Europe.

) )
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DISPOSAL INCOME FOOTFALL BY STREET"

“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus

(€/inhabitant) Oudkerkhof Highlight 2021 Level compared to pre-Covid level™

o,(? Oudkerkhof is Utrecht's local premium pitch, with upscale fashion A few steps from Oudegracht 25500 ~
%\ brands and interior design shops. the Central Station, Vredenburg 22700 NN
thq 100-year-old Post ek 4500 N
. Office has recently
Vredenhurg, I.angﬂ Ellsahethstrﬂﬂt, MASS TO been Cﬂmpletely ren- * Pre-Covid level is an average of 2016/ 2018 / 2019 footfall figures
Steeweg and Oudegracht UPMARKET ovated and transformed
. . .. into new public facilities. . ,
A Cl tg res h apl N g T?e mass-m%rket precinct is concentrated ar.ound the Oudegraght Merging traditional and Footfall analysis and street profiles
("Old canal”), Vredenburg and Lange Elisabethstraat, which modem styles, the or
i i unites traditional shops and international brands in a pleasant SR The pedestrian footfall count for
ltse I'f fo r th e CO min g setting. This atmosphere continues to attract new entrants and nate: reception fall is now September 2021 confirms that
decades Utrecht remains a priority location for key retailers. Most major surrounded by new 9,000 Utrecht high streets are enjoy-

fashion names are present including COS, Mango, H&M, Super- sqm of retail space, a fresh

dry, Hollister, Zara and Esprit. produce market, a food court,
a large bicycle shelter and
evena 9,000 sqm library.

ing good momentum. The Oude-
gracht now stands as the most
frequented area with around
25,500 daily pedestrians. The
retail offering is diversified
downtown: restaurants, bars,
and hotels in Vredenburg ac-
count for more than half of
all units, whereas the Ou-
degracht includes 20% of
home and garden stores,
alongside fashion.

As a growing city with a relatively young
population (20% students), Utrecht is an
up-and-coming destination and has recently
taken the lead as one of the most competitive
regions in Europe according to the European
Commission’s Regional Competitive Index. With
excellent accessibility thanks to its efficient
transport hubs, the city is becoming increasingly
appealing to commuters and office developers,
capitalising on its high standard of living.

[ (oo ) (o
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VALENCIA
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DISPOSAL INCOME MIXED " FOOTFALLBY STREET*
. . “Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus
(€/inhabitant) Carrer de Jorge Juan STREET 2021 Level compared to pre-Covid level™
o,o Bordering the most attractive residential area of Valencia, Carrer de Carrer de Emﬂ,n 28300 N
Ko} , , : Carrer de Don Juan de Austria 13300 NN
Jorge Juan is notable for having stores with smaller floor areas that '
%\ : . ) ; : Passeig de Russafa 12600 NN
attract a more exclusive clientele. Dominated by the fashion sector; it Catterde Jorze Juan 0300 q
hosts a broad spectrum of retailers from the high-end to mass-market ’ '
such as Sandro, Geox, Women'secret, COS.
' i Carrer de Coldn, Footfall analysis and street profiles
A Cltg attractl ng Carrer de Don Juan de Austria, IL\JAS\S/\SA I-QFEET Highlight
S pan ia rdS an d inter- Passeig de Russafa Valencia is investing in Regional. lockdowns and summer
new means of transport 2021 health restrictions - more
natl O naL VlS |to rS th an kS Calle de Colon is the main mass-market prime street in Valencia and areen soaces to im- drastic than in other Autono-
due to its length, pedestrianisation and quality of operators. The pruvg the Ii?ling environ mous Communities - produced
i i most popular fashion retailers and flagship stores are located ' i : a fairly uniform footfall decline
to ItS un lq Ue aSSEtS here such as Inditex, Mango and H&M. me"t; the metro fine 10wl for all streets. However, in
s!mphfy travel Detween th.e terms of outlook, the “Europe-
Carrer de Don Juan de Austria is a pedestrian axis located be- city centre and the sea while an Capital of Smart Tourism
_ _ _ tween the streets Calle Pintor Sorolla and Calle de Coldn, with the pedestrianisation of the for 2022" should soon wel-
As well as its excellent climate, seaside loca- stores aimed at a wider and younger clientele (including Pri- squares Bruges, Mercat and de come back its remote work-
tion and high quality connections (high-speed mor, Disney, Ulanka, Swatch, Violeta by Mango). la Reina will make the city even ers and tourists.
train and airport) to Madrid and Barcelona, Va- / , : more alluring as a shopping pro-
lencia has seen major economic development in As the thoroughfare between Coldn and Gran Via, Passeig menade.
recent years, supported by international fairs and de Russafa has transformed from a traditional clothing po-
its h e ith the ri he i sitioning to a diversified and pedestrian destination with
its harbour activity. With the rise of the internet, restaurant, leisure and fashion activities, including KFC,
the quality of life offered by Valencia makes it the Starbucks and a cinema.
most attractive city in Spain for remote workers.
The likely arrlva_l of new inhabitants will _Und‘OUbt_ % L LEshion / Beauty [ Home / Garden I Recreational Goods I Bars / Restaurants / Hotels I Senvices
edly strengthen its endogenous consumption. CARRER DE COLEN | | | T mEm
CARRER DE DON JUAN DE AUSTRIA I
e \ \
- -@-@l @ PASSEIG DE RUSSAFA : ‘
sl  CARMERDEJORGEIUAN | ‘
0% A0% 60% 80% 100%
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VIENNA
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©PicMyPlace GmbH

DISPOSAL INCOME

(€/inhabitant) LUXURY

Kohlmarkt
\
Kohlmarkt is a unique destination for luxury with prestigious high-end
names like Gucci, Dior, Cartier or Fendi. It continues to attract luxury
retailers seeking new opportunities.

The pedestrian flow benefits from being right next to the Hofburg Pal-
ace as well as numerous tourist events all year long (the Christmas
market is a special draw). Kohlmarkt ranks among the most expen-

sive retail locations in Europe.

o
=2

Highlight

Breaking with the tra-
ditional architecture of
Vienna, an iconic build-
ing has been designed
in Mariahilfer Strasse to
host the first Austrian
Ikea city store. This inno-
vative and green shop is a
response to the changes in
customer behaviour and mo-

International
retailers still being
drawn by Vienna's
resilience

Kérntner Strasse
and Mariahilfer Strasse

MASS TO
UPMARKET

In the heart of the inner city, the famous Karntnerstrasse hosts
the prestigious Steffl department store alongside mass-market
to premium international retailers, interspersed with cafés and
souvenir shops. This street is a much-coveted target benefiting
from the significant surplus of demand for Kohlmarkt. The ar-
rival of Apple and more recently of the flagship boutique con-
cept Nespresso Atelier will boost the street even more.

. L . . le green roof terrace.
As a very popular tourist destination, Vienna is Dl ree ro0ftrTace

looking forward to recovery with its high flows

of international visitors. Thanks to its economic
vitality and its solid fundamentals, the city has
successfully weathered the last two challenging
years: Vienna continues to attract new interna-
tional brands and is pursuing its urban revitalisa-
tion (Schwedenplatz and Michaelaplatz).

At a remove from the main tourist districts, Mariahilfer
Strasse has traditionally been a secondary downtown
mass-market destination, boasting excellent public trans-
port connections, which should be reinforced in 2028 with
a new public transport hub in Neubaugasse, halfway be-
tween Mariahilfer Strasse and the old city centre. The
street is developing well with IKEA and a flagship Inter-
sport (3,200 sgm) as newcomers.

O ©

2.700 sqm

&
PRIME RENT (€/sqm/month)

KARNTNER STRASSE
MARIAHILFER STRASSE
KOHLMARKT

0%
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BAHNHOFCITY
WIEN WEST Mall

bility. The mixed-use complex
also features a hotel with a
restaurant and a freely accessi-

Railway , Metro,
Tramway stations

o
\m\\\\\\“&%‘“

FOOTFALL BY STREET*

“Number of pedestrians on the sample day: 04 September 2021; Source: BNPPRE / Locatus

Kérntner Strasse 34900

Mariahilfer Strasse 31,900

Kohlmarkt 21600

Footfall analysis and street profiles

There has been a general decline in footfall on the
three main streets of Vienna of around -50%. As Ma-
riahilfer Strasse borders the very heart of the city
centre, its attraction is more local (the share of tour-
ists is about 20-30%). As such, the offering is geared
more towards local consumers, as shown by the
opening of lkea, this may explain its slightly better
footfall resilience compared to prime streets.
Conversely, the Kohlmarkt and Karntner Strasse,
more dominated by fashion units (respectively
80% and 57%), rely on tourists from Asia, Russia
or the USA for example, who were mostly ab-
sent this year.
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2021 Level compared to pre-Covid level™
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WARSAW
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“Number of pedestrians on the sample day: 18 September 2021; Source: BNPPRE / Locatus
Marszatkowska 9200
Nowy Swiat 8000
Plac Trzech Krzyzy 2300

Footfall analysis and street profiles

(€/inhabitant)

2
=

A city centre
strategy based on

upgrading mobility
and public facilities

Highlight

The ongoing construction
of the new Museum of
Modern Art, in the very cen-
tre of Warsaw, is the first step
towards a comprehensive up-
grade of the district surround-
ing the Palace of Culture and
Science.

Unlike the main European cities where
high streets are mainly driven by fash-
ion, Warsaw’'s main high streets are
more diversified with only a third of
their shops specialised in fashion and
beauty. This also stems from the pre-
dominance of malls as a main shop-
ping destination.

As Eastern Europe’s main hub for business
tourism, Warsaw is preparing for the return of
international travellers. The city is focusing on
upgrading its mobility with the development of
new pedestrian areas and the extension of metro
line M2. The heart of Warsaw will also benefit from
modern public facilities such as the new Museum of
Modern Art and the revamped Five Rogdw Square.

On the other hand, Nowy $wiat for
example, as a retail street, is shift-
ing more towards bars, restau-
rants and hotels to support its
touristic profile. The food and
accommodation sectors occupy
half of the units of the street.

<3, ) PRIMERENT (€/sqm/month)
MARSZALKOWSKA
NOWY SWIAT

Plac Trzech Krzyzy Nowy Swiat Marszatkowska PLAC TRZECH KRZYZY
0% A40% 60% 80%
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ZURICH
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DISPOSAL INCOME
(€/inhabitant)

FOOTFALL BY STREET*

“Number of pedestrians on the sample day: 11 September 2021; Source: BNPPRE / Locatus

Bahnhofstrasse (South) and Storchengasse g LUXURY 2021 Level compared o pre-Covid lvel™

0© The southern section of Bahnhofstrasse Street is a renowned luxury Bahﬂhofstrass: (North) 7500 V7300 : S
0 destination, home to 200+ high-end names (including Hermes, Prada EIWE] '
%\ N : . Bahnhofstrasse (South) 11300 NN
and Chanel), making it one of the most exclusive streets in the world.
Storchengasse 6,500 >

Versace opened a new store here in 2021.

** Pre-Covid level is an average of 2016 / 2018 / 2019 footfall figures

Storchengasse also features a dozen or so designer stores, in addi- Highlight

tion to the famous Swiss 3 Pommes high-end multi-brand store. The
street is part of the Old City retail precinct with its exclusive cafés,
bookshops and small boutiques.

A major mixed scheme
is currently underway in
a historic property oc-
cupying Bahnhofstrasse
75/79. It aims to combine
retail space of 4600 sqm
with modern offices of 5600
sqm. Integrated into  the
building's historical architec-

Aimin g to com b ine Footfall analysis and street profiles

new technology hubs
with sustainability

Footfall has decreased due to remote work-
ing and the lack of tourism. The pandemic
dented household income too (i.e. lost wag-

es, furloughs and unemployment), which
may also have shifted the population’s
priorities.

Bahnhofstrasse (North) MASS TO
and Rennweg UPMARKET

Bahnhofstrasse is the most famous street in Zurich, where
most of the downtown retail offer is concentrated. Vacancy is
scarce, and demand for premises very high.

Not only is Zurich the most sustainable city Nevertheless, Zurich’s main high streets

in Switzerland, but it is also a prized business
and leisure destination, thanks to the quality
of its hospitality, retail and cultural offering,
together with its strong economic position. The
city is also an established Internet technology

The northern section is essentially mass-market, with nu-
merous flagships (H&M, Zara), plus two iconic department
stores: Jelmoli and Globus.

Rennweg is the oldest street in the Old Zurich district. The

ture dating from 1912, it should
be completed by 2023. This
marriage between historic and
modern design should create an
original space for both local and
international occupiers.

are still highly coveted; vacancy is al-
most non-existent. The more exclusive
Storchengasse has also best withstood
the pandemic, with a steady footfall
(6,500 daily pedestrians): this luxury

mass-market to premium retail offer focuses on “niche”
operators (eyewear, accessories) and small boutiques (To-
mas Sabo, Victorinox, Papeterie Zumstein).

address, dominated by fashion units,
has retained its clientele.

hub. As such, Google will open its third site in
Zurich by 2023, with 15,000 sqm close to Zurich
Central Station, significantly increasing its head-
count in the city.
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This Pan-European Foot-

fall Analysis aims at pro-
viding a one-off overall and
lifestyle “snapshot” of the
prime streets in 34 key cities

in Europe. Pedestrian traffic

is one of the prime indicators
to assess the strength of retail,
albeit insufficient on its own to
be a fully determinant driver.
The fundamental measure of a
successful retail area is the con-
version of pedestrian flows into U The category includes genuinely high-end and
purchases. Indeed, in some areas LUXURY luxury brands

of lesser footfall, such as for ex-
ample luxury precincts, high store
sales can be generated despite low-
er flows.

Street categories
The survey has monitored 2 to 10 prime city centre streets - depending on the
size of the city - divided into three range categories:

The category stretches from low-range/dis-

U MASSTO count to medium-high range/ "affordable
U PMAR KET luxu ry”

The category combines mass-market, pre-
J MIXED mium and luxury stores. It features 16 prime
STREET  thoroughfares in 12 main cities - like Avenue
des Champs-Elysées in Paris or Passeig de
Gracia in Barcelona

94

5%

Street profile indicators
Breakdown by retail activity, calculated on the number of units/shops,
based on the analysis of BNP Paribas Real Estate of LOCATUS data.

Countings

Counting was conducted by LOCATUS in 130 prime streets of 34 main

cities all over Europe during one Saturday per city chosen within 3

dates, the 4, 11™ and 18" of September 2021.

Counting points are set at the busiest traffic point of an axis, therefore
illustrating the full retail potential offered by the street.

Counting was manual, and performed by a team of at least 2 surveyors.
They included everyone - whether pedestrian or person in a wheelchair

- who passes an imaginary line at the counting position, coming from both
street directions. Figures exclude cyclists, children in pushchairs, shop or
restaurant employees, security guards, delivery people, police, etc.

At very busy points, the counters first counted the visitors going in one direc-
tion for 2.5 minutes, and then the visitors going in the other direction for the
same period. Using a specific counting app, every position was counted 4 or 5
times a day for a set period (usually five minutes) in order to get the number of
pedestrians over the sample day.

Counting hours could differ from country to another, in order to adapt to local
store opening hours.

Footfall trends
The 2021 data have been compared to a “pre-Covid pedestrian level” that was
estimated on an average of the LOCATUS counts for the years 2016, 2018 and 2019.

Evolution between the 2021 level and pre-Covid level:

A A A > N A A
Evolution > 30% 30% > Evolution 210% 15% > Evolution >-15% -15% > Evolution >-45% Evolution <-45%
City key figures (2021)

Population, Eurostat

City: Local Administrative Unit Metropolitan region: Functional Urban Area

A functional urban area consists of a city and its commuting zone. Functional urban areas
therefore consist of a densely inhabited city and a less densely populated commuting zone
whose labour market is highly integrated with the city. To be included in the commuting
zone, local units should have least 15% of their working population commuting to the city.

Retail Sales (€/inhabitant), Moody's

Division 52 of NACE covers retail trade as well as the repair of personal and household goods.
The activity of retailing covers the resale without transformation of new and used goods to
the public for personal or household use and consumption. Note that the renting and hiring
of personal and household goods to the public is excluded, and the scope only includes people
over 15 years old.

Disposable Income (€/inhabitant), Moody's

Disposable income is closest to the concept of income as generally understood in economics.
Household disposable income measures the income of households above 15 years old (wages and
salaries, self-employed income, income from unincorporated enterprises, social benefits, etc.), after
taking into account net interest and dividends received and the payment of taxes and social con-
tributions.

Retail rents, BNP Paribas Real Estate Local Research teams

Prime rent for a store unit without key money. One exception is Paris where the prime rent includes
key money.
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RESULTS BY COUNTRY

Austria Vienna Kohimarkt Luxury 21600 Yes if not vaccinated No Italy Milan Via Torino Mass Market to Upmarket 30,200 Yes No
Austria Vienna Karntner Strake Mass Market to Upmarket 34900 Yes if not vaccinated No [taly Rome Via del Corso Mass Market to Upmarket 33200 Yes No
Avstria Vienna MariahillferstraRe Mass Market to Upmarket 31900 Yes if not vaccinated No Italy Rome Via Cola di Rienzo Mass Market to Upmarket 18,000 Yes No
Belgium Brussels Rue Neuve Mass Market to Upmarket 29200 Yes No Italy Rome Via del Babuino Luxury 19,000 Yes No
Belgium Brussels Rue Antoine Dansaert Mass Market to Upmarket 5000 Yes No Italy Rome Via dei Condotti Luxury 24100 Yes No
Belgium Brussels Av. de la Toison d'Or Mass Market to Upmarket 11400 Yes No Netherlands Amsterdam Nieuwendijk Mass Market to Upmarket 18600 No No
Belgium Brussels Boulevard de Waterloo Luxury 5,000 Yes No Netherlands Amsterdam Kaalverstraat Mass Market to Upmarket 16300 No No
Belgium Brussels Av. Lovise Mass Market to Upmarket 6,500 Yes No Netherlands Amsterdam Leidsestraat Mass Market to Upmarket 11400 No No
Belgium Antwerp Meir Mass Market to Upmarket 41700 Yes No Netherlands Amsterdam Pieter Cornelisz Hooftstraat Luxury 5200 No No
Belgium Antwerp Huidevettersstraat Mass Market to Upmarket 7100 Yes No Netherlands Rotterdam Hoogstraat Mass Market to Upmarket 21300 No No
Belgium Antwerp Schuttershofstraat Luxury 5400 Yes No Netherlands Rotterdam Lijnbaan Mass Market to Upmarket 18800 No No
Czech Republic Prague Pafizské Street Luxury 4300 Yes No Netherlands Rotterdam Kruiskade Luxury 1300 No No
Czech Republic Prague Na Prikopé Street Mass Market to Upmarket 30,200 Yes No Netherlands Utrecht Vredenburg Mass Market to Upmarket 22700 No No
Czech Republic Prague Véclavské Namesti Mass Market to Upmarket 23700 Yes No Netherlands Utrecht Oudkerkhof Mixed Mass Market to Luxury 4500 No No
Denmark Copenhagen Pstergade Mixed Mass Market to Luxury 30300 No No Netherlands Utrecht Qudegracht Mass Market to Upmarket 25,500 No No
Denmark Copenhagen Kebmagergade Mass Market to Upmarket 19800 No No Norway 0slo Karl Johans Gate Mass Market to Upmarket 22600 No No
Denmark Copenhagen Amagertorv Mixed Mass Market to Luxury 24300 No No Norway Oslo Nedre Slottsgate Luxury 6,500 No No
Denmark Copenhagen Frederiksberggade Mass Market to Upmarket 19400 No No Norway 0slo Stranden Mass Market to Upmarket 12600 No No
Finland Helsinki Aleksanterinkatu Mass Market to Upmarket 15,200 No No Norway 0slo Bogstadveien Mass Market to Upmarket 7600 No No
Finland Helsinki Mannerheimintie Mass Market to Upmarket 9800 No No Poland Warsaw Marszatkowska Mass Market to Upmarket 9200 Yes No
Finland Helsinki Pohjoisesplanadi Luxury 8600 No No Poland Warsaw Nowy Swiat Mass Market to Upmarket 8,000 Yes No
france Paris Rue Saint-Honoré Luxury 10700 Yes No Poland Warsaw Plac Trzech Krzyzy Mixed Mass Market to Luxury 2300 Yes No
france Paris Boulevard Haussmann Mass Market to Upmarket 33600 Yes No Portugal Lishon Rua Garrett Mass Market to Upmarket 17000 Shops > 400 sqm No
france Paris Rue de Rivoli Mass Market to Upmarket 36,000 Yes No Portugal Lisbon Rua Augusta Mass Market to Upmarket 18400 Shops > 400 sqm No
france Paris Rue des Francs-Bourgeois Mass Market to Upmarket 20100 Yes No Portugal Lisbon Rua do Carmo Mass Market to Upmarket 15,800 Shops > 400 sgm No
france Paris Boulevard Saint-Germain Mass Market to Upmarket 19800 Yes No Portugal Lishon Av. De Liberdade Luxury 3,700 Shops > 400 sqm No
france Paris Rue de Sévres Mass Market to Upmarket 13,000 Yes No Spain Madrid Gran Via Mass Market to Upmarket 60,800 No No
france Paris Rue de Rennes Mass Market to Upmarket 18700 Yes No Spain Madrid Calle de Preciados Mass Market to Upmarket 44100 No No
france Paris Av. Montaigne Luxury 7400 Yes No Spain Madrid Calle Fuencarral Mass Market to Upmarket 28,200 No No
france Paris Rue du Commerce Mass Market to Upmarket 16300 Yes No Spain Madrid Calle de Goya Mass Market to Upmarket 20400 No No
france Paris Av. des Champs-£lysées Mixed Mass Market to Luxury 45500 Yes No Spain Madrid Calle Serrano Mixed Mass Market to Luxury 18800 No No
Germany Berlin TauentzienstraRe Mass Market to Upmarket 28400 Yes No Spain Madrid Calle de José Ortega y Gasset Luxury 4800 No No
Germany Berlin Kurfirstendamm (East) Mass Market to Upmarket 27400 Yes No Spain Barcelona Passeig de Gracia Mixed Mass Market to Luxury 37400 No No
Germany Berlin Alexanderplatz Mass Market to Upmarket 31300 Yes No Spain Barcelona Rambla de Catalufia Mass Market to Upmarket 8,500 No No
Germany Berlin Rosenthaler StraRe Mass Market to Upmarket 16,000 Yes No Spain Barcelona Carrer de la Portaferissa Mass Market to Upmarket 17800 No No
Germany Berlin Neue Schdnhauser StraRe Mass Market to Upmarket 8,000 Yes No Spain Barcelona Av. del Portal de Angel Mass Market to Upmarket 46,900 No No
Germany Berlin Kurfirstendamm (West) Luxury 6,400 Yes No Spain Barcelona Carrer de Pelai Mass Market to Upmarket 22200 No No
Germany Frankfurt Zeil Mass Market to Upmarket 64300 Yes No Spain Bilbao Gran Via Mass Market to Upmarket 33700 No No
Germany Frankfurt Steinweg Mixed Mass Market to Luxury 14300 Yes No Spain Bilbao Calle Ercilla Mixed Mass Market to Luxury 9400 No No
Germany Frankfurt GoethestraRe Luxury 10400 Yes No Spain Bilbao Calle Rodriguez Arias Mixed Mass Market to Luxury 8400 No No
Germany Munich KaufingerstraRe Mass Market to Upmarket 69,800 Yes No Spain Valencia Carrer de Colon Mass Market to Upmarket 28,500 No No
Germany Munich TheatinerstraRe Mixed Mass Market to Luxury 36400 Yes No Spain Vialencia Carrer de Don Juan de Austria Mass Market to Upmarket 19900 No No
Germany Munich MaximilianstraRe Luxury 8,800 Yes No Spain Vialencia Carrer de Jorge Juan Mixed Mass Market to Luxury 10300 No No
Germany Dusseldorf Konigsallee Luxury 26,200 Yes No Spain Valencia Passeig de Russafa Mass Market to Upmarket 12600 No No
Germany Dusseldorf SchadowstraRe Mass Market to Upmarket 39,500 Yes No Sweden Stockholm Drottninggatan Mass Market to Upmarket 31600 No No
Germany Hamburg Neuer Wall Luxury 12900 Yes No Sweden Stockholm Biblioteksgatan Mixed Mass Market to Luxury 9900 No No
Germany Hamburg MénckebergstraRe Mass Market to Upmarket 27100 Yes No Sweden Stockholm Hamngatan Mass Market to Upmarket 14300 No No
Germany Hamburg Spitalerstrake Mass Market to Upmarket 35,700 Yes No Switzerland Zurich BahnhofstraRe (North) Mass Market to Upmarket 17900 No No
Germany Cologne Wallrafplatz Luxury 9900 Yes No Switzerland Zurich BahnhofstraRe (South) Luxury 11300 No No
Germany Cologne Schildergasse Mass Market to Upmarket 71200 Yes No Switzerland Zurich Rennweg Mass Market to Upmarket 7500 No No
Germany Cologne Hohe StraRe Mass Market to Upmarket 48000 Yes No Switzerland Zurich Storchengasse Luxury 6,500 No No
Germany Cologne EhrenstraRe Mass Market to Upmarket 22900 Yes No Switzerland Geneva Rue du Rhdne Luxury 5,600 No No
Germany Stuttgart StiftstraRe Luxury 13600 Yes No Switzerland Geneva Rue du Tram / Rue du Marché Mass Market to Upmarket 14400 No No
Germany Stuttgart KdnigstraRe Mass Market to Upmarket 44100 Yes No United Kingdom London Oxford Street Mass Market to Upmarket 72700 No No
Greece Athens Ermou Street Mass Market to Upmarket 20600 Yes No United Kingdom London Regent Street Mixed Mass Market to Luxury 56,300 No No
Greece Athens Voukourestiou Street Luxury 6,00 Yes No United Kingdom London New Bond Street Luxury 15,100 No No
Hungary Budapest Vidci Utca Mass Market to Upmarket 16,600 No No United Kingdom London 0ld Bond Street Luxury 10,300 No No
Hungary Budapest Andrassy Ut Luxury 7000 No No United Kingdom London Long Acre/Covent Garden Mass Market to Upmarket 44000 No No
Ireland Dublin Grafton Street Mass Market to Upmarket 40500 Yes No United Kingdom London Sloane Street Luxury 6,600 No No
Ireland Dublin Henry Street Mass Market to Upmarket 35300 Yes No United Kingdom London King's Road Mixed Mass Market to Luxury 21,500 No No
Ireland Dublin Mary Street Mass Market to Upmarket 39,000 Yes No United Kingdom London Cheapside Mass Market to Upmarket 2400 No No
[taly Milan Corso Vittorio Emanuele Il Mass Market to Upmarket 54600 Yes No United Kingdom London Marylebone High Street Mixed Mass Market to Luxury 7600 No No
[taly Milan Via Montenapoleone Luxury 14200 Yes No United Kingdom London South Molton Street Luxury 9100 No No
[taly Milan Via della Spiga Luxury 5000 Yes No United Kingdom Manchester Market Street Mass Market to Upmarket 35,600 No No
[taly Milan Via Dante Mass Market to Upmarket 24600 Yes No United Kingdom Manchester King Street Mass Market to Upmarket 9700 No No
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96 97



WHO IS WHO

Project Coordination

INTERNATIONAL RETAIL

Patrick Delcol

Head of Pan-European Retail
patrick.delcol@bnpparibas.com

Nathalie Dubreu
Pan-European Senior Director
nathalie.dubreu@bnpparibas.com

INTERNATIONAL RESEARCH

Richard Malle

Deputy Head of Business Services
Research - Innovation - Data
richard.malle@bnpparibas.com

Perrine Jakots
Senior Retail Analyst
perrine.jakots@bnpparibas.com

Dirk Den Hollander
dirk.den-hollander@bnpparibas.com

Malgorzata Fibakiewicz
malgorzata.fibakiewicz@bnpparibas.com

David Alonso-Fadrique
david.alonso-fadrique@bnpparibas.com

Stephanie McMahon
stephanie.mcmahon@bnpparibas.com

Alliances

Lou Cellier
lou.cellier@bnpparibas.com

i BNP PARIBAS
o REAL ESTATE

Contents and production

Nathalie Dubreu, Pan-European Senior Director
Perrine Jakots, Pan-European Senior Retail Research Analyst
Benoit Lefebvre, Head of Research, Investment Strategy & Risk Analysis
Stéphanie Rondeav, Head of Geomatics
Donata Joriczyk, Senior Graphic Designer

Acknowledgments

We would like to thank for their assistance in the preparation of this
Footfall Analysis Report 2021 all the local teams and the alliances for
their contribution to the country reviews.

BNP Paribas Real Estate Disclaimer clause
BNP Paribas Real Estate cannot be held responsible if, despite its best
efforts, the information contained in the present report turns out to
be inaccurate or incomplete. This report is released by BNP Paribas
Real Estate and the information in it is dedicated to the exclusive
use of its clients. The report and the information contained in it
may not be copied or reproduced without prior permission from

BNP Paribas Real Estate.

Should you no longer wish to receive this report, or wish to modify

the conditions of reception of this report, please send an e-mail
to: unsubscribe.mailing@bnp-paribas.com

BNP Paribas Real Estate is part of the BNP Paribas Banking Group

Picture credentials: Cover, pages 2-87, 89-95, 98-99: Shutterstock;
pages 3, 10, 81: Fotolia;
pages 64-65: ©Kuvatoimisto Kuvio Oy / Helsinki Marketing;
pages 88-89: OPicMyPlace GmbH
pages 4, 32: BNP Paribas Real Estate Archives

Allrights reserved. This report is protected in its entirety by
copyright. No part of this publication may be reproduced, translated,
transmitted, or stored in a retrieval system in any form or by any

means, without the prior permission in writing of BNPPRE.




KEEP UP-TO-DATE WITH BNP PARIBAS REAL ESTATE'S NEWS,
WHEREVER YOU ARE

H#BEYONDBUILDINGS
000

www.realestate.bnpparibas.com

for a changing

=] BNP PARIBAS Real Estate
‘O REAL ESTATE world



