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Opportunity knocks!

But where exactly?
When?

How to respond?
With whom?
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)
~ 1. The ACTEEUM Group

* Privately owned development group
* Established May 2006
o Working in C/SE Europe and Turkey

« Team of 15 persons (from TK, ECE, Multl,
Ahold, Carrefour)

e Developing 20 shopping centers for MEL



L 1b. The ACTEEUM Group
Strategy and focus

o |dentify sites in emerging markets for three
different products:

— Dominant regional shopping centers
— Neighborhood centers
— Retaill parks



2 1c. The ACTEEUM Group
Strategy and focus

e Assess catchment area

 Investigate (potential) competition, both
market based and suicidal

e Either buy land or team up with owner
e Early cooperation with anchor tenants
e Long term post-completion involvement



A 2. CE Market History

e Today's Issues In countries like Czech
Republic, Poland, Hungary, Slovakia,
Slovenia, The Baltic:

e Tight ‘sellers’ market

e High rents situation of 2000-2003 resulted
In questionable sustainability of cash flow

e 2000-2006 yield compression from 12% to
6% provided relief



A 3. Maturing market: Prague

 The example of Prague:
— First development in early nineties
— Big boxes, simple malls
— Late nineties: sophisticated malls
— Early 2000: filling in the blank spots

— Yield compression, investors’ rush, first
casualties



? " -:ﬁ- £ ‘- L;Btnan'gr-l : -
3 fr‘ - 1""’ g R 7

‘4. = - ; [ ¥ g ..1. -f . I
R i Ly #
- ll'. : = R L ‘\.LI : : "j@-, j
\@ Sestka F- : ﬁ'f" _ll:-_.;; s 3 — s

~ —Praﬂ“e Innran:g pora :'_ e oo Sin

Nn\ry Sminhu\r ____
. A @ 1 Cafrﬂfc-ur Edﬂn 8. b N

= i LR ¢
. - | # oA nea AR LA

$tudulky Tae )% ) R T

‘J J' : - |
:@ . g A T
C}ptima Butnvlce Lol . % N ~

¥ § - - "’Ch;:idul_uj AL e e B :
LY Sl 5 - £ : L : -- Bl -.'_*:.-‘- =] - A . w22

B = _— I ; e - e S 2 [ . . o B .
'y i Pl ;
= w - L - N Fruhunice
] i :. T £ E % - i
- ek b F e b b - 3 "y .y e . ﬁ;li' "."I
‘__ £y 4 A . e, . - . . "
. T .- -
L I-".'h - i =
- - i .F'""‘é:‘ rs LA "__...-- i.l ™
r,. s 3 o) ..I" 4 - : L ’l I
- L= ] y : . . IL
| ¢ > T I - - 4 ) — 5 <

i 2o i o i ' = &
i v o ) E{'JBE Europa Tanhnulaglaﬂ o o : 'z

2 . Ll limage’ gznnséﬁarrammr[cs Py ha G ¥ womk I E';!,:

el lmaga S 2006 B[gltaiﬁruh&r " -
& i F"‘i m.-‘!ﬁy-gi Lt N ?‘ o Bl P

Pointer 50°03'21.45% N 14°27'50.11> E _ elevh 71111 S sireaming [T 100% Eve all, »16.19 mi







. - - 3 u
- s -l =

‘ : e 2 . "zw Cerny Most g .

s i) E - ol - - - ﬁ o
= g ct .- =" [ . L] - '-.-I-
- " I‘ J .

i " I _.“ L .:' i) 4 -. . T - i g J’””
K ¥ o A . ‘. -
- - S 2006 Europa Technologies . —

Image € 2006 TerraMetrics

' ha
p—
- SH T
Image © 20086 DigitalGlobe | ‘ G'D‘Oglﬂ
: * .

Pointer SOZ0808.05% N 14°33'21 24" E alew BEI It Streamimg 1T 1000 % Eye alt 33397 it

T .



©12006 Eur *"_* :

Im &3 2006 T

‘ 5 [ gltﬂlﬁlnhﬂ
&5

1raaminn | | LI 1 o S



r~ 3b. Prague Lessons

e Forget about location, location, location

e |Instead be:
— fast
— big
— different
— preferably all three



)
~ 4. Emerging market: Kyiv

* No serious shopping center today

o Stand alone hypers, bazars, small centers
* No international retailers

o Sites incredibly expensive

e Future excess capacity prepared today



A 5. 'Emerging Market'’: Istanbul

 The example of Istanbul:
— Strong local retailers
— First mixed use developments early nineties
— Construction companies as developers
— 2001 financial crisis stopped everything
— 2004 entrance of international developers
— Fight for the sites, incredibly expensive

— Yield compression, investors’ rush, first
casualties
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5b. Istanbul lessons

Shopping center development is a
profession!

Yield compression can go faster than CE
Casualties will be just as big or bigger
Be fast, big or different



6. Overall lessons

Opportunities are not limited to so-called
‘emerging markets’.

Product identity is crucial:
— What is your edge in today's’ market
— And In the future’s market

Tribute to old fashioned market research
We can help you
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