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P R O F I L E

With a presence in Europe’s most dynamic 
regions that offers access to 150 million 
consumers, Klépierre is continental Europe’s 
specialist in shopping center real estate. As 
of December 31, 2017, the value of its assets 
amounts to €23.8 billion. Klépierre provides 
leading retailers with a unique platform of 
shopping centers that together attract more 
than 1.1 billion visitors every year.
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S H O P .  M E E T .  C O N N E C T . ™

J E A N - M A R C  J E S T I N  

We must never lose sight of the fact that the primary 
function of a shopping center is the pleasure of 
discovery. The act of buying has of course changed 
substantially in recent years. The new generation wants 
more meaning and pleasure, more discoveries and 
experiences. More than ever, the demand for emotionally 
charged places where we can interact, vibrate, and try 
new things is intensifying in our digital world: this is what 
our centers offer... But our strength is above all our retail 
mix and their showcasing.

J E A N - M I C H E L  G A U L T  

And it is the relevance of this mix that reflects our 
operational excellence. But in order to perform efficiently, 
our model must also meet the demand of major inter- 
national brands in terms of location quality and coverage.

J E A N - M A R C  J E S T I N  

Our centers also offer an incredible platform of 
expression for brands that have less recognition or for 
new concepts that don’t require a permanent point of 
sale but that sometimes need to establish contact with 
the general public in order to get on people’s radar.

J E A N - M I C H E L  G A U L T  

This is what makes our retail mix rich and unique.  
A diversified mix especially suited to every customer 
segment and catchment area.

J E A N - M A R C  J E S T I N  

So, a more relevant mix. And one that is enhanced  
further by food and entertainment offerings that give  
a whole new dimension to the shopping experience.
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SHOP.04KLÉPIERRE SHOP.

“ F O R  O U R 
C L I E N T S ,  W E 

A R E  C R E A T I N G 
E X C E P T I O N A L 

S H O P P I N G 
C E N T E R S ”

E U R O P E ’ S  B I G G E S T 
P L A T F O R M

M O R E  T H A N  1 0 0  L E A D I N G  C E N T E R S  I N 
T H E  M O S T  D Y N A M I C  R E G I O N S  O F  E U R O P E
With the acquisition of Corio in 2015, Klépierre became the largest 
shopping center platform in Europe. Located in dynamic population 
centers with high growth potential ,  our next generation centers demons­
trate that our business model is performing well .  Our strategy of cons­
tantly improving the quality of our portfolio, aiming to offer our clients 
the best possible retail offer, produces excellent operating results, 
particularly for our leasing business, which is progressing steadily. More 
amazing, more connected, more animated, our centers are responding to  
the rise of digital practices in our time and are perceived as the venues  
par excellence where the retail revolution is happening.

1 . 1  B n
visitors from Europe’s 
most powerful economic 
and demographic cities

P O R T A  D I  R O M A 
R O M E ,  
I T A L Y

B E Ñ A T  O R T E G A , 
C H I E F  O P E R A T I N G 

O F F I C E R
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SHOP.06KLÉPIERRE SHOP.

A  R I C H  A N D  V A R I E D 
R E T A I L E R  O F F E R I N G

G L O B A L  B R A N D S  I N  S E A R C H  
O F  E U R O P E A N  R E A C H
Our refocus on the management of our key accounts has resulted 
in a rising number of leases signed with major national and international 
brands , the lat ter deploying their latest store formats in Klépierre 
shopping centers .  In 2017, we signed more than 1 ,800 leases : iconic 
brands in fashion , technology, home decoration , culture , beauty, 
spor ts ,  wel l -being , and enter tainment ,  as wel l  as concepts in dining 
and other services .  To al l  of these many international brands , we of fer 
an unrivaled pan-European plat form, whi le helping them to develop 
their potential  for innovation in our centers and bui ld loyalty with ever 
more demanding customers .

E M P O R I A 
M A L M Ö , 
S W E D E N

+ 2 . 1 % 
in revenues for  
retailers in our centers  
in 2017 versus 2016 on  
a constant scope basis

“ O U R  P A S S I O N : 
A T T R A C T 

N E W  R E T A I L E R S 
T O  S U R P R I S E  O U R 

C U S T O M E R S ”
P H I L I P P E  G R E N E T , 

M A N A G I N G  D I R E C T O R 
S C A N D I N A V I A 
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V A L  D ’ E U R O P E 
N E A R  P A R I S ,  
F R A N C E

S A I N T - L A Z A R E  
P A R I S ,  
F R A N C E

S U P P O R T I N G  T H E 
T R A N S F O R M A T I O N 
O F  R E T A I L

E N R I C H  R E L A T I O N S H I P S  W I T H  B R A N D S
Suppor ting , ampli f y ing and showcasing the of fer of our retai lers 
is what we know how to do best and is the f irst of our operational 
initiatives . We call i t “Retai l  First ” and it entai ls being attentive to our 
cl ients and their innovations in order to better suppor t and promote 
their transformation . This approach is ref lected in r ightsizing , which 
al lows brands to not only adjust the size of their stores to f i t  their 
needs and concepts but also to deploy more connected points of 
sale that are more conducive to animations and personal ized of fers . 
I t  a lso means welcoming brands that were previously t ied to distr i - 
butors ,  as wel l  as new brands and pure players looking for an 
oppor tunity to bring their of fer to the physical space .

B L A C K  F R I D A Y

+ 1 5 %
of visitors for a Friday  
versus the same day in 
2016 in France

+ 7 . 1 %
of visitors versus  
2016 in France (source 
Quantaflow panel)

w h i c h  i s  2 . 5  M
visits to our centers over 
the period (2 .3 M in 2016) 
in France

+ 8 %
in leases 
signed in 2017

4 , 6 4 2 
retailers present 
in our centers

A N  E V E N T  N O T  T O  B E  M I S S E D
Inspired by an American retai l  tradit ion , B lack Friday has become  
— in less than three years — a practice rol led out in 113 of our 
shopping centers in 13 countr ies .  A trai lb lazer,  Klépierre has 
imposed its v is ion and high professional standard on the operation 
by serving the needs of customers and retai lers .  In France , a 
successful B lack Friday is ,  above al l ,  where demand and supply 
meet .  By mobil izing nearly 90% of the retai lers in 35 shopping 
centers in France , we of fer a per fect response to the needs and 
desires of our vis itors in every sector,  with games and toys ,  of 
course , but also fashion , beauty,  deco, high-tech , food , etc .  Three 
days ,  each year at the end of November,  which are helping to  
bui ld traf f ic to our centers and bui ld revenues for our retai lers .  
For example ,  this year in France , retai ler revenues increased  
by 19% during Black Friday shopping .
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1 1 2018SHOP.

+ 1 0 . 5 %
of visitors since the  
opening in April  2017

8 8  M 
passengers a year at  
the Utrecht station

H O O G  C A T H A R I J N E 
U T R E C H T , 
T H E  N E T H E R L A N D S

A  L A R G E - S C A L E 
P R O J E C T  A T  
H O O G  C A T H A R I J N E 

R E C O R D  N U M B E R S  I N  T H E  N E T H E R L A N D S
With more than 26 mil l ion vis itors a year,  Hoog Cathari jne benef its 
from the f low of travelers to and from the Utrecht train station ,  
to which it  is at tached. It  is the busiest shopping center in the 
Netherlands . In Apri l  2017,  Klépierre opened a completely new  
16 ,000 square meters retai l  space there ,  the f irst phase of a project 
that is part of a major urban redevelopment program and that rees­
tabl ishes the l ink between the old city and the new center.  
I ts minimal ist and functional architecture combines brick and glass , 
br inging natural l ight into the center,  enhanced by the window 
display cases and noble materials . The newly-reopened canal mean­
ders through the center,  adding to the singular charm of this space 
that opens out to the city.  The retai l  of fer ing has been strengthened 
with the addit ion of new international f lagships and spaces that  
are both varied and qual i tative .  When work is completed in 2019, 
Hoog Cathari jne wi l l  rank among Europe’s top f ive shopping  
centers in terms of v is itors and retai l  of fer ing .

“ L O C A T E D  A T 
T H E  H E A R T  

O F  U R B A N  F L O W S ,  
O U R  C E N T E R S  

A R E  S E E I N G 
H I G H E R 

 N U M B E R S  O F 
V I S I T O R S ”

J A V I E R  C U E L L A R ,  
M A N A G I N G  D I R E C T O R  

T H E  N E T H E R L A N D S 
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1 . 3  M
visitors (+7%) since 
the extension opened 
in April  2017

+ € 7 8  M 
in retailer sales (+19%) 
since the extension  
opened in April  2017

+ 3 0
retailers  
in the extension 

€ 7 0 0  M 
in revenues expected 
post-extension

A  S C I N T I L L A T I N G  S H O W C A S E  F O R  B R A N D S
The extension of the center was completed in Apri l  2017 with the 
creation of a monumental space: 17,000 square meters , 29 new stores ,  
a glass canopy that is 70 meters long and 30 meters high, and specta­
cular 9-meter high display windows . In addit ion , Destination Food® 
of fers a unique dining environment where customers discover an 
innovative and varied of fer la id out under Europe’s largest OLED 
chandel ier,  which gl i t ters with more than 6 ,000 points of l ight . 

A N  E X C E P T I O N A L  R E T A I L  A T T R A C T I O N
In the immediate vicinity of Disneyland Paris and the outlet stores 
of Vallée Village®, the Val d’Europe shopping center has a prime loca- 
tion within the top tourist destination. The leading retail hub for the 
east side of Paris and its suburbs, located 30 minutes from the French 
capital, it is ideally accessible (freeways, regional and high-speed trains, 
free shuttle service, Paris-Charles de Gaulle airport). With its more than 
18 mill ion visitors a year, the Val d’Europe shopping center is close 
to being among the top three shopping destinations in France.

A  N E W  F A C E  F O R 
V A L  D ’ E U R O P E

A  F U N ,  S P E C T A C U L A R  A N D  T R E N D Y  S P A C E
Val d’Europe is growing, reinventing itself,  and adding animations in  
a bid to offer retai lers a spectacular setting and enhance the customer 
experience. With unique events and attractions on offer all  year long, 
the center currently boasts a state-of-the-art Clubstore®, Klépierre’s 
hospitality concept designed to offer visitors even more astonishment , 
comfort ,  and services:  massages, express make-up, virtual real ity tr ips, 
mini-naps with the Mystery Box , inventive activit ies for kids,  perso­
nalized digital applications for special offers,  or augmented real ity  
with Mapwize. . .There are even f lying hostesses! To vibrate and share 
unique moments at the heart of a trendy retai l  offer led by the l ikes  
of Primark ,  Uniqlo,  NYX, Sephora,  and Nike, among others.

V A L  D ’ E U R O P E 
N E A R  P A R I S ,  
F R A N C E
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SHOP.14KLÉPIERRE SHOP.

2 3 , 0 0 0  s q . m .
of total retail  space

5 0
retailers in  
the shopping center

E X C E P T I O N A L 
S H O P P I N G  A T  P R A D O

A  L I V E L I E R  C I T Y  C E N T E R
In March 2018, the new Prado shopping center opened under a huge 
glass roof. With its 23,000 square meters spread over four levels,  
50 stores, six restaurants with garden terraces, rest areas, and spectacular 
designs, the Prado is a showcase for high-end retailers bathed in light , 
transparency, and greenery. This bustling space, located in the heart  
of the 8th arrondissement within a redesigned urban complex, boasts 
retail storefront architecture that draws inspiration from 19th century 
Italian malls. The center, which is also a point of convergence for  
the region’s transportation nexus — subway and bus lines, plus 
highways — reinforces the appeal of this emblematic district at the  
foot of Marseille’s Velodrome Stadium and offers a new and inviting 
centrally-located retail hub.

“ W E  A R E 
U P D A T I N G 

O U R  C E N T E R S , 
T U R N I N G  T H E M  
I N T O  M E E T I N G 
P L A C E S  T H A T  

O P E N  O U T  
T O  T H E  C I T Y ”

P R A D O 
M A R S E I L L E , 
F R A N C E

M I C H A Ë L  F A R B O S ,  
C H I E F  D E V E L O P M E N T 

O F F I C E R 
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SHOP.16KLÉPIERRE SHOP.

6 8 %
of its customers have  
been visiting the center 
for more than three years

6 2 %
visit at least once a week

The center’s  
new offering

+ 1 8
stores

+ 1 5
restaurants

+ 6
movie theaters

A N  A M B I T I O U S 
P R O J E C T  F O R 
C R É T E I L  S O L E I L

“ W E  D E S I G N  A N D 
R U N  O U R  C E N T E R S 

A S  F U N  A N D 
E X P E R I E N T I A L 

S P A C E S ”

C R É T E I L  S O L E I L  
N E A R  P A R I S ,  
F R A N C E

T H E  R A D I A N T  C E N T E R  O F  E A S T E R N  P A R I S
Crétei l  Solei l ,  accessible via two freeways and multiple mass transit 
options (the Paris metro and 10 bus l ines),  features the most 
powerful retai l  offering in Southeast Paris .  With its 220 stores,  plus 
numerous services and a multiplex ,  the center attracts an extremely 
loyal cl ientele and had more than 20.3 mil l ion visitors in 2017.

A  F U T U R E  W O R L D - C L A S S  M A L L
We are currently preparing for the metamorphosis of Crétei l  Solei l 
into a world-class mall :  11 ,500 square meters deploying a new range 
of stores and leisure activit ies and an unparal leled array of food and 
dining options in #FoodAvenue (based on the Destination Food® 
concept created by Klépierre) .  The architecture,  designed to make 
the shopping experience even stronger,  wi l l  feature large glazed 
facades, secure direct access to the metro,  green spaces, and an 
even more amazing, r ich,  and user-fr iendly customer experience.

G U I L L A U M E  L A P P ,  
M A N A G I N G  D I R E C T O R 

 F R A N C E 
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3 9 , 0 0 0  s q . m .
of total retail  space

1 , 6 0 0  s q . m .
in addition for the deploy-
ment of Destination Food®

1 5 0
stores in 2020

7  M
visitors a year

6 0 , 0 0 0  s q . m . 
of retail  space

1 5 5
stores

A  N E W  L I F E  S P A C E 
I N  G R A N  R E N O

M O R E  G E N E R O U S ,  M O R E  E L E G A N T
Gran Reno is located in Casalecchio di Reno, the main shopping  
and le isure destination in the region of Bologna , a center of  
Ital ian culture and gastronomy. Per fectly accessible via a network  
of f reeways , buses and trains ,  and located next to Unipol ,  the most 
modern spor ts and cultural complex in Italy,  the center at tracts 
more than 6 .3 mil l ion vis itors a year to a region that boasts f louri­
shing texti le ,  automotive , and shoe industr ies .  The center ’s exten­
sion plus refurbishment wi l l  not only double its s ize ,  but wi l l  a lso 
feature groundbreaking architecture that wi l l  showcase a par ti cu- 
lar ly at tractive Destination Food® of fer ing . Retai lers and vis itors 
al ike wi l l  thus enjoy a new, more generous and elegant place to  
l ive and shop in the hear t of one of Europe’s r ichest regions .

G R A N  R E N O 
B O L O G N A , 
I T A L Y

Ø K E R N 
O S L O ,  
N O R W A Y

A  M A J O R 
R E F U R B I S H M E N T 
A T  Ø K E R N

A T  T H E  H E A R T  O F  A  N E W  U R B A N  C E N T E R
The development of Økern is taking shape at the heart of an ambition 
program aimed at the transformation of Oslo’s most populous district , 
Groruddalen, located three kilometers from downtown and accessible by 
subway. Once completed, it will be the Norwegian capital ’s largest shop- 
ping center, an urban destination at the center of an ensemble that will 
feature an aquatic park , a multiplex cinema, a residential area, offices, and 
a cultural space. With its 155 stores spread over 60,000 square meters of 
retail space and ready to open by 2022, Økern represents a new standard 
in terms of design, architecture, and retail mix . The new shopping center 
will feature an open and welcoming urban dimension, offering spacious 
outdoor spaces and a lively square in a unique landscape setting.
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S H O P .  M E E T .  C O N N E C T . ™

J E A N - M A R C  J E S T I N  

‘Meet’ means that our shopping centers are places  
where people come together, points of convergence  
that successfully and naturally generate lots of visitors.  
And for retailers, the ability to attract visitors is the  
most important challenge. 

J E A N - M I C H E L  G A U L T  

That is why we have chosen to focus on Europe’s large 
urban centers, the ones that generate powerful economic 
flows and strong demographic growth. 

J E A N - M A R C  J E S T I N  

Points of passage for millions of Europeans, our centers 
are becoming the nexus of daily life. People want to  
go there — for the surprise, for play, for entertainment,  
and events — and return again and again because of  
our sense of hospitality. 

J E A N - M I C H E L  G A U L T  

Absolutely. The nexus of daily life, where people go to 
have an experience, discover, meet, and interact with 
brands. The center is a commercial place but in the broad 
sense of the term, beyond commerce. 

J E A N - M A R C  J E S T I N  

If we want to go further, we can say that ‘Meet’ applies 
not only to retailers and their customers, or to visitors 
among themselves, but also to the relationships between 
retailers. Our role is to enable the meeting between the 
best international brands and create synergies.  
For the satisfaction of customers, of course, but also  
for the satisfaction of retailers, who can deploy all  
their power of attraction.
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23 2018MEET.

+ 1 1 %
in revenues for centers 
having participated  
in the operation “The 
Return of the Emojis”

P O R T A  D I  R O M A 
R O M E ,  
I T A L Y

R E T A I L T A I N M E N T

W H E N  S H O P P I N G  B E C O M E S  A  G A M E
Our approach, which is reflected in the “Let’s Play®” designation, consists  
of offering the customer a more fulf i l l ing experience by adding a sense 
of play and excitement ,  which Klépierre sees as an essential  feature of 
the shopping experience and a factor in consumer preference. It  is a 
promise that ,  in our centers,  takes the form of shopping trips that are 
f i l led with fun diversions for al l  audiences and that include exclusive 
shows, happenings, games and contests,  creative workshops, etc .

D I G I T A L ,  T R E M E N D O U S  A M P L I F I E R  O F  O U R  E V E N T S 
The experience inside the mall  f inds its extension in the digital 
element .  This is the case for the inauguration of shops for example, 
which are the subject of synergies with retai lers on social networks 
and in our centers.  This al lows to attract to our centers digital 
communities and to generate qualif ied traff ic whose retai lers benefit 
directly.  In France, national operations,  such as Black Friday and  
“The Return of the Emojis”,  are good examples of it .

“ W H E N  I T  C O M E S 
T O  H O S P I T A L I T Y , 

O U R  O N L Y  
L I M I T  I S  O U R 

I M A G I N A T I O N ”
G I N O  A N T O N A C C I ,  

M A N A G I N G  D I R E C T O R  
I T A L Y 
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A N  E N C H A N T E D 
C U S T O M E R 
E X P E R I E N C E

C U L T I V A T I N G  A  S E N S E  O F  H O S P I T A L I T Y
To maximize the audience of our centers and ensure that our vis itors 
feel great ,  we are constantly reinventing the codes of commercial 
hospital ity. Closer to hotel standards , we seek to create astonishment 
and engagement .  To this end, we interact with many communities , 
not just with retai lers or customers . We facil itate digital and physical 
community encounters al ike ;  we create the conditions for a new 
contract with vis itors by expanding our of fer to encompass more 
diverse and more qual i tative dining options ,  spor ts classes ,  cultural 
events ,  and even ar t .  These are al l  oppor tunit ies for people to meet 
or meet again .  We promote exchanges with the associative and  
insti tutional world ,  we par ticipate in professional integration , we 
promote a responsible re lationship to the environment in the cons­
truction and management of our assets .  In a word , we do a lot  
more than retai l .

E M P O R I A 
M A L M Ö ,  
S W E D E N

V A L  D ’ E U R O P E  
N E A R  P A R I S , 
F R A N C E

2 6 , 4 6 6
customers queried  
in the 2017 customer 
satisfaction survey

+ 3  p o i n t s
2022 growth objective  
for our Net Promoter 
Score (customer recom-
mendation index)

T H E  V I S I T O R  I S  T H E  C E N T E R  O F  A T T E N T I O N
With our Clubstore® approach, we make it a point of honor to innovate 
constantly in order to offer ever more qualitative and effective customer 
experiences. As soon as visitors set foot inside the center,  they become 
our guests. Our role is to remove all  irr itants and re-enchant their shop- 
ping experience. Our guidelines indicate 15 crit ical points to take into 
account — from access to parking facilities to a warm and friendly greeting 
at the welcome desk , not to mention clear signage, the quality of the 
ambiance, the music , amenities management , service offerings, odors, 
l ight ,  sounds, etc . The singular goal is to ensure that every visitor has 
a smooth, comfortable, and memorable experience.



SHOP. MEET. CONNECT.™
K

L
E

P
IE

R
R

E
.C

O
M

20
18

27 2018MEET.

4 0 %
of vis itors choose their 
shopping destination
according to the food  
and beverages of fer

× 2
in revenue growth per for
mance for restaurants 
located in our centers 
s ince 2012

+ 1 8 %
in expenditures observed 
for vis itors who take  
a restaurant break

D E S T I N A T I O N  
F O O D ®

D I N I N G  A S  A  H I G H  P A R T  
O F  T H E  S H O P P I N G  E X P E R I E N C E
Dining has become an integral par t of today ’s shopping center 
experience . With the emergence of new players in tune with the 
latest food trends : the iconization of a s ingle product ,  chef-driven 
concepts ,  accessible gastronomy, the combination of dining with 
other activ it ies ,  food that is healthy and above al l  diversif ied . . .  
Al l  of these innovative and qual i tative approaches focusing on 
authenicity and well -being . Our centers are ful ly embracing these 
new approaches by creating dedicated spaces equipped to of fer  
a l l  types of cuis ine and provide vis itors with an array of choices  
to satisf y their appetite at any t ime of the day.

“ F R I E N D L Y , 
I N V E N T I V E  

A N D  S U R P R I S I N G , 
T H E  D I N I N G 

O P T I O N S  A D D 
E M O T I O N  A N D 

P L E A S U R E ”

V A L  D ’ E U R O P E  
N E A R  P A R I S , 
F R A N C E

L O U I S  B O N E L L I ,  
G R O U P  H E A D  O F  L E A S I N G
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P O P - U P  S T O R E S

T H E  P O W E R  O F  T H E  E P H E M E R A L
The ephemeral retai l  concept offers brands the opportunity to 
explore the ful l  potential offered by retai l ,  from testing new concepts 
outside traditional distribution channels to building an image directly 
related to the customer and taking advantage of venues or periods 
with high traff ic to meet the general public .  Pop-ups are also an ideal 
format for launching new products,  strengthening the customer expe­
rience, and winning over new targets.  They are an invitation to build 
your brand in high traff ic venues while generating revenue during 
special events or intense shopping periods (Christmas, Black Friday, 
etc .) .  The subsidiary Klépierre Brand Ventures helps brands design 
and produce custom ephemeral media and pop-up formats in the aim 
of maximizing their audience and bringing their offer to the attention 
of mil l ions of visitors.

L A  G A V I A 
M A D R I D ,  
S P A I N

+ 2 0 %
in revenue growth for 
Klépierre Brand Ventures 
in 2017

9 5 %
of French consumers think 
that the shopping center 
is the best venue for pop-
up stores

> 1 1 8
brands presented via 
shopping center pop-up 
stores in 2017 in France

“ W H E N  
E P H E M E R A L 
C O M M E R C E 

C R E A T E S  
A  L A S T I N G  

M A R K ”
G W E N O L A  G A L I P P E  D E  L E G G E ,  

H E A D  O F  K L É P I E R R E  B R A N D 
V E N T U R E S
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9 0 %
of access to education  
and training in 2017

O U R  T E A M S  
D R I V E  
O U R  S U C C E S S

C A R E E R - B O O S T I N G  T H R O U G H  M O B I L I T Y
Offering every employee the most excit ing career path the Group  
has to offer is the challenge and goal of mobil ity.  In keeping with 
this spir it ,  we strongly encourage functional mobil ity,  setting up 
numerous gateways within functions as well  as departments to gua­
rantee openness to a variety of professional experiences. Similarly,  
as a company open to Europe and its diversity,  we encourage geogra­
phic mobil ity across our 16 European locations.  This provides ample 
opportunities for the cultural enrichment of our teams while al lowing 
best practices to circulate freely day after day.

K L É P I E R R E  
H E A D Q U A R T E R S  
P A R I S , 
F R A N C E

H O O G  C A T H A R I J N E 
U T R E C H T , 
T H E  N E T H E R L A N D S

P R O M O T I N G  E D U C A T I O N
Training and continuing education nourish the collective dynamic 
of our Group, encouraging the development of individual ski l ls and  
the teamwork that is essential  to our business.  The backbone of our 
training offer,  Klépierre University is a meeting place where corporate 
culture is shared and transmitted. The strength of the university l ies  
in the network of committed in-house experts and the rich course cata- 
log that features more than 130 courses plus an expanded offering  
of short courses and the deployment of e-learning via new formats, 
such as the virtual classroom, mobile learning, tutorials, etc.

1 0 0
employees 
were transferred in 2017

8 %
of permanent staff took 
advantage of mobil ity 
in 2017 



SHOP. MEET. CONNECT.™
K

L
E

P
IE

R
R

E
.C

O
M

20
18

33 2018CONNECT.

J E A N - M A R C  J E S T I N  

‘Connect’ is all things digital but not only. It begins  
with the physical connection.

J E A N - M I C H E L  G A U L T  

Our shopping centers are in direct contact with  
train, subway and bus stations and with all forms of  
green or flexible mobility. So in direct contact with  
the territories in which they are located.

J E A N - M A R C  J E S T I N  

A way to keep pace with the city and expand our reach 
by pushing the boundaries of their sphere of influence 
further and further.

J E A N - M I C H E L  G A U L T  

But obviously ‘Connect’ also means digital. The digital 
world allows us to enrich the relationship with our 
customers: the conversation starts before their visit  
and can continue after they leave.

J E A N - M A R C  J E S T I N  

And digital also helps us better understand their  
behaviors, develop a better understanding of their 
expectations and thus better meet their expectations  
by deploying more qualitative and targeted marketing.

J E A N - M I C H E L  G A U L T  

Indeed, the phygital is also a continuum between 
the interaction on social networks and the in-store  
experience. Because the synergies between the  
physical and digital open new spaces for discovery, 
sharing, and meeting for our customers.

J E A N - M A R C  J E S T I N  

Lastly, the phygital is an infinite field for experimentation 
in our view. We are fully engaged actors in the phygital 
revolution, which offers a vast horizon of innovations  
and opportunities.

S H O P .  M E E T .  C O N N E C T . ™
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9 6 % 
of Klépierre centers  
connected to public 
mass transit in 2017  

9 5 %
of Klépierre centers  
had equipment set aside 
for bicycl ists in 2017 

S A I N T - L A Z A R E 
P A R I S , 
F R A N C E

H O O G  C A T H A R I J N E
U T R E C H T ,
T H E  N E T H E R L A N D S

A T  T H E  H E A R T  O F  U R B A N  C O N N E C T I O N S
Our centers are eminently connected to the regions in which they are 
embedded, specif ical ly because they are accessible via public means  
of transportation and because they faci l itate new forms of mobil ity, 
clean mobil ity in particular.  In addition, they serve as a point of 
convergence and a place for expression for al l  communities that make  
up the city, whether economic, digital or associative. Thus, our centers  
capital ize on the natural f low of a city to become an essential  point 
on urban pathways. Location, urban density, the availability of trans­
portation: these are essential  criteria when making investment 
decisions.  We are also striving to expand and diversify transportation 
options at existing centers. This effort to multiply and diversify trans­
portation solutions with respect to our centers emerges in the early 
stages of design, where the dialogue with public authorities is initiated 
upstream and continues once the faci l ity is operational .

W H E N  T H E  C I T Y 
C O M E S  T O  
O U R  C E N T E R S

A  D R I V I N G  R O L E  I N  L O C A L  C O M M U N I T I E S
Fully aware of the social responsibil ity of our centers, we intend 
to contribute to the economic vitality of the regions where we are 
located, in particular by promoting local job creation and citizen 
initiatives. As part of the development of a new asset , teams forge 
close relationships with local employment agencies to promote local 
hiring. Retailers that lease space in the center are encouraged to hire 
their employees locally through various programs co-developed with 
public authorities and/or local organizations. These relationships 
continue once the center opens for business and can take different 
forms. The use of subcontracting and service providers is also taken 
into account . The vast majority of jobs resulting from the purchase  
of shopping center services are created locally.

2 0 2 2  O B J E C T I V E S

1 0 0 %
of centers that have  
made space avai lable  
for a local initiative, such 
as entrepreneurs or com-
munity organizations . 

1 0 0 %
of centers that have 
contributed to local 
employment (by holding 
a job fair,  adver tis ing 
and sharing job of fers , 
par tnering with training 
centers , etc . ) . 
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B E T T I N G  
O N  I N N O V A T I O N

> 3 0
trials launched in
11 countries in 2018

3
new start-ups selected 
at Vivatech 2017

“ P H Y G I T A L  A N D 
O M N I C H A N N E L ,  

T H A T  I S  T H E  P R O M I S E 
O F  R E A C H I N G 

Q U A L I F I E D 
A U D I E N C E S ”

K L É P I E R R E ’ S  B O O T H ,  
V I V A  T E C H N O L O G I E S , 
P A R I S , 
F R A N C E

K L É P I E R R E ,  S T A R T - U P S  A N D 
O P E N  I N N O V A T I O N
In order to imagine the business of tomorrow, we are permanently 
connected to the outside world and the trends that shape it ,  
especially in terms of innovation. Launched a year ago, Klépierre ID, 
our innovation platform in partnership with Microsoft ,  hosts and 
incubates start-ups that help us rethink our offer and our methods. 
Today, Klépierre ID is taking a new step and is becoming an open innova- 
t ion tool with employees. Some top priority projects have already 
been identif ied by ambassadors in every country,  and include 100% 
connected centers,  events and retai ltainment ,  innovation in services, 
the activation of local communities,  security and mobil ity issues, 
performance indicators,  or new collaborative processes.  The best 
ideas are selected each quarter and then tested in our centers.

É L I S E  M A S U R E L , 
G R O U P  H E A D  O F  M A R K E T I N G 
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“ I N  O U R  C E N T E R S , 
W E  S H O W C A S E 

B R A N D S  T O  C R E A T E 
A  T H O U G H T F U L 

A N D  M E M O R A B L E 
E X P E R I E N C E ”

H O O G  C A T H A R I J N E 
U T R E C H T ,  
T H E  N E T H E R L A N D S

CONNECT.

A  M E D I U M  I N 
I T S  O W N  R I G H T

T H E  P L A C E  W H E R E  T H E  P H Y G I T A L  
E X P E R I E N C E  C O N V E R G E S
The shopping center is now a medium in its own right .  It  is a power- 
ful ecosystem that combines the power of physical traff ic with the 
impact of new digital media,  such as social networks and digital 
display,  and enables the transformation of customer exposure to a 
product into a physical purchase. The shopping center is opening  
up to the immense potential  offered by the convergence of physical  
and digital commerce: announcements of events and retai l  offers on 
social media, convergence of the management of online and physical 
inventory,  cl ick & collect services,  information services,  etc .  The 
al leys of the shopping center thus represent a huge potential  for 
showcasing brands and boosting consumer awareness of them.

> 5 5 0
digital screens  
in France

+ 1 6 . 1 %
in revenues for digital
display in France in 2017

+ 3 3 %
of advertisers 
in 2017

D A N I E L A  L A U R E T ,  
G R O U P  H E A D  O F 

A R C H I T E C T U R E ,  D E S I G N 
A N D  C O N C E P T I O N 
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“ P E R S O N A L I Z E D , 
E X P E R I E N T I A L , 

I M M E R S I V E … 
W E  A R E  R E I N V E N T I N G 

T H E  C U S T O M E R 
R E L A T I O N S H I P ”

4  M
fans on Facebook  
and Instagram

8 7
centers of fer the 
#JustAsk service

+ 4 %
of engagement  
on Facebook

C U S T O M E R  
S E R V I C E  3 . 0

D I G I T A L  A T  T H E  S E R V I C E  O F  T H E  C U S T O M E R
#JustAsk is the promise to answer customer questions in less than 
an hour via the Facebook Messenger application. Al l  the visitor has 
to do is scan the QR code that appears on the center ’s signage and 
advertising. 86% of customers believe this service is useful for plan- 
ning their visits .  For us,  the service helps us optimize our services 
and improve the customer experience by taking visitor comments  
on board. Soon, a chatbot wil l  provide quick answers to the most  
frequently asked questions,  and even offer personalized shopping  
t ips and ideas based on consumer demand. The aim is to extend  
the service to al l  of our centers in Europe in 2018.

N U E V A  C O N D O M I N A 
M U R C I A ,  
S P A I N

L U I S  P I R E S ,  
M A N A G I N G  D I R E C T O R 

I B E R I A
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A C T

F O R

G O O D ™

ACT FOR GOOD™

J E A N - M A R C  J E S T I N  

We have always adopted a trailblazing attitude in the 
area of CSR. And with the rollout of the Act For Good™ 
policy, we are raising the bar once again.
 
J E A N - M I C H E L  G A U L T  

We want to fully align the requirements of operational 
excellence with environmental, social and societal perfor- 
mance, because we are convinced that integrating 
our assets into their environment sustainably actually 
enhances their attractiveness.

J E A N - M A R C  J E S T I N  

You’re right to emphasize that the first of three pillars 
of Act for Good™ concerns the planet. We want to 
affirm our leadership with respect to the environment 
by creating a more carbon efficient portfolio, promoting 
the total recycling or upcycling of all our waste with the 
cooperation of our retailers, and encouraging ‘softer’  
forms of mobility to accelerate the transition to sus
tainable transportation for our customers.

J E A N - M I C H E L  G A U L T  

The second pillar relates to the regions. We want our cen
ters to become local value creators by co-designing the 
malls of the future with everyone who lives around them.

J E A N - M A R C  J E S T I N  

And through greater efforts in terms of local employ- 
ment. The third pillar of action concerns the human 
aspect. This refers to the quality of customer service 
as well as to the promotion in-house of ethical and 
philanthropic initiatives. We view this not as a plus,  
but rather as a source of long-term value for all  
our stakeholders.

S H O P .  M E E T .  C O N N E C T . ™
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A C T  F O R  
T H E  P L A N E T

O B J E C T I V E S  2 0 2 2
T H I S  F I R S T  P I L L A R  I S  T H E  C O N T I N U A T I O N  
O F  T H E  I N I T I A T I V E S  W E  H A V E  B E E N  W O R K I N G 
O N  S I N C E  2 0 0 8 .  O U R  P O S I T I V E  C O N T R I B U T I O N 
T O  E N V I R O N M E N T A L  C H A L L E N G E S ,  W I D E L Y 
R E C O G N I Z E D  F O R  S E V E R A L  Y E A R S ,  A T T E S T S 
T O  O U R  D E T E R M I N A T I O N  T O  B E  A  V E C T O R  
O F  I N N O V A T I O N  A N D  T O  R A I S E  T H E  B A R  
E V E N  F U R T H E R .

A M B I T I O N S  2 0 3 0
— Turn promising assets into an efficient carbon  
positive property portfolio
— In collaboration with our retailers,  create  
a zero-waste business 
— Support the new trends in mobil ity to accelerate our 
customers’ switch to sustainable modes of transportation
— Be recognized as a leading company in environmental 
performance 

A C T  F O R 
P E O P L E

A C T  F O R 
T E R R I T O R I E S

A C T  F O R 
T H E  P L A N E T

C O N T R I B U T E  
T O  A  
C I R C U L A R  
E C O N O M Y

Percentage of centers that 
have involved retailers in 
a circular economy effort 
( joint action to repurpose 
products, awareness 
raising initiatives in 
shopping centers, etc.)

100%

100%

Percentage of waste 
recycled or upcycled

I N N O V A T E  F O R  
S U S T A I N A B L E  
M O B I L I T Y

100%

Percentage of centers 
accessible via mass 
transit and equipped  
with charging stations  
for electric vehicles

A C T  F O R  A 
L O W - C A R B O N  
F U T U R E

−40%

Reduction in energy 
consumption in common 
areas compared with 2013

TOP 5
The five biggest shopping 
centers in our portfolio 
are committed to having  
a positive carbon footprint 
within 5 years

Certification of the  
Group’s climate strategy  
by the Science Based 
Target Initiative

100%

Percentage of renewable 
electricity in the total 
power consumption 
of common areas

D E V E L O P  A 
P O R T F O L I O  O F 
1 0 0 %  C E R T I F I E D 
A S S E T S

Percentage of 
development projects 
that have been awarded 
a BREEAM Construction 
“Excellent” rating

100%

100%

Percentage of development 
projects that have made 
us of certif ied wood and 
lumber

100%

Percentage of centers that 
have earned sustainable 
development certif ication 
(ISO 14001, BREEAM, etc.)

ACT FOR GOOD™KLÉPIERRE
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A C T  F O R  
T E R R I T O R I E S

P U R S U E  O U R  
R E S P O N S I B L E 
C I T I Z E N S H I P

P A R T I C I P A T E  
I N  T H E  L O C A L  
C O M M U N I T Y

100% 100%

P R O M O T E  L O C A L 
E M P L O Y M E N T 
A R O U N D  O U R  
C E N T E R S

100%

I N V O L V E  L O C A L 
A C T O R S  I N 
D E V E L O P M E N T 
P R O J E C T S

100%

Percentage of centers 
that supported a citizens’ 
initiative organized by  
a retailer in the center 

Percentage of centers  
that have made space 
available for a local 
initiative, such as a local 
entrepreneur or a local 
community organization

Percentage of centers 
that have organized a 
collection drive (clothing, 
toys, furniture, etc.)  
to benefit a local charity 
or cause

Percentage of centers that 
have contributed to local 
employment (by holding  
a job fair,  advertising  
and sharing job offers, 
partnering with training 
centers, etc.)

100%

Percentage of local 
service providers for the 
operational management 
of the centers

100%
Percentage of develop- 
ment projects certifying 
that suppliers sign a 
“sustainabil ity charter ” 
governing construction 
site supply and 
management

100%
Percentage of develop- 
ment projects that have 
implemented a bio- 
diversity action plan

Percentage of develop
ment projects that have 
included local cooperation 
as part of the early 
planning process

100%

A C T  F O R 
P E O P L E

A C T  F O R 
T E R R I T O R I E S

A C T  F O R 
T H E  P L A N E T

O B J E C T I V E S  2 0 2 2
T H I S  S E C O N D  P I L L A R  I L L U S T R A T E S 
T H E  I M P O R T A N C E  O F  O U R  L O C A L  I N V O L V E M E N T 
I N  T H E  R E G I O N S  O R  T E R R I T O R I E S  I N  W H I C H  
W E  O P E R A T E .  M A N Y  L O C A L  I N I T I A T I V E S  A R E 
A L R E A D Y  U N D E R W A Y  A N D  W E  A R E  O R G A N I Z I N G 
T H E M  T O  I N C R E A S E  T H E I R  V I S I B I L I T Y  A N D 
S C O P E .  T H I S  I N C L U S I V E  P I L L A R  I S  D E V E L O P I N G 
A R O U N D  E M P L O Y M E N T ,  C I V I L  E N G A G E M E N T ,   
A N D  T H E  R E T A I L  E N V I R O N M E N T  O F  T O M O R R O W .

A M B I T I O N S  2 0 3 0
— Make our centers a benchmark in local value creation  
— Jointly develop the shopping centers of the future
— Incorporate corporate responsibil ity into our sphere  
of influence

ACT FOR GOOD™KLÉPIERRE
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A C T 
F O R  P E O P L E

P R O M O T E  
H E A L T H  A N D  
W E L L - B E I N G  I N  
O U R  C E N T E R S

Percentage of shopping  
centers that offer services  
for the employees of their  
retail  tenants

100%

Percentage of our centers 
that promote health and 
well-being

100%

C H A M P I O N  
E T H I C S  I N  
T H E  L O C A L 
C O M M U N I T Y

Percentage of suppliers  
chosen on the basis  
of CSR criteria

100%

Percentage of employees 
and stakeholders who 
have been made aware of 
ethical business practices

100%

I N C R E A S E  T H E 
S A T I S F A C T I O N  
O F  O U R  
V I S I T O R S

+3 points
Increase in the Group’s Net 
Promoter Score (NPS)

Percentage of customer 
questions handled in  
under one hour (#JustAsk)

100%

100%
Percentage of recent 
graduates who benefit 
from personalized career 
path support

O F F E R  G R O U P 
E M P L O Y E E S  
A  P O S I T I V E 
E X P E R I E N C E

100%
Percentage of employees 
concerned by measures 
aimed at achieving work/
life balance

Percentage of employees  
who are contributing  
to the co-construction of  
the Group’s future

100%

Rate of access to  
training for Group  
employees

100%

I M P R O V E 
E M P L O Y A B I L I T Y 
A N D  E N C O U R A G E 
S O L I D A R I T Y

Percentage of employees  
who have had the opportunity 
to take part in a philanthropic 
initiative

100%

NGO
Partnerships signed  
with NGOs committed  
to employabil ity  
and/or the family

O B J E C T I V E S  2 0 2 2
T H I S  T H I R D  P I L L A R  
I S  A B O U T  P E O P L E . 
I T  I S  D E V O T E D  T O 
T H E  W E L L - B E I N G  O F 
O U R  V I S I T O R S ,  O U R 
C U S T O M E R S ,  O U R 
E M P L O Y E E S ,  A N D  O U R 
C L I E N T S ’  E M P L O Y E E S . 
I T  I N V O L V E S  A L L  
O F  T H E  C O M M U N I T I E S 
W I T H  W H I C H  T H E 
G R O U P  I N T E R A C T S  
A N D  P R O M O T E S  
V A L U E  C R E A T I O N  
F O R  E V E R Y O N E .

A M B I T I O N S  2 0 3 0
— Make our centers  
a top destination for  
local communities 
— Put charity at the  
heart of our strategy  
— Be recognized as  
an exemplary employer 
— Promote more ethical 
business practices

A C T  F O R 
P E O P L E

A C T  F O R 
T E R R I T O R I E S

A C T  F O R 
T H E  P L A N E T



5150KLÉPIERRE 2018KEY FIGURES

L E A D I N G  C E N T E R S 
I N  E U R O P E

F R A N C E 
B E L G I U M 

The Greater Paris Area,  
Lyon and its surrounding areas, 
Southwest France, Marseil le, 
and Brussels:  in France and 
Belgium, Klépierre is present  
in the most dynamic demo- 
graphic and economic hubs, 
those whose growth exceeds  
the national average and  
which offer many opportu- 
nities for development.

0 1 .  C r é t e i l  S o l e i l
Greater Paris Area, France
20.3 M visitors/year

0 2 .  V a l  d ’ E u r o p e
Greater Paris Area, France
17.8 M visitors/year

0 3 .  S a i n t - L a z a r e  P a r i s
Paris,  France
130 M visitors/year

0 4 .  O d y s s e u m
Montpell ier,  France
12 M visitors/year

0 5 .  B l a g n a c
Toulouse, France
7.1 M visitors/year

0 6 .  R i v e s  d ’ A r c i n s
Bordeaux, France 
5.7 M visitors/year

0 7 .  L ’ e s p l a n a d e
Near Brussels,  Belgium
7.6 M visitors/year

€ 9 , 1 8 8  M 
Total value, excluding transfer  
duties, of the shopping center  
portfolio (38.7% of the portfolio’s 
total value)

€ 3 9 5  M 
Net rental income 
(36.6% of net rental income 
from shopping centers)

A  C O H E R E N T  P O R T F O L I O  O F  S H O P P I N G 
C E N T E R S  I N  E U R O P E ’ S  L A R G E S T  C I T I E S ,  
L Y I N G  A T  T H E  H E A R T  O F  I T S  E C O N O M I C  A N D 
D E M O G R A P H I C  G R O W T H :  P R E F E R R E D  A C C E S S  
T O  M O R E  T H A N  1 5 0  M I L L I O N  I N H A B I T A N T S 
O F  D Y N A M I C  C O N S U M P T I O N  A R E A S .
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€ 2 , 2 5 9  M 
Total value, excluding 
transfer duties, of the 
shopping center portfolio 
(9.6% of the portfolio’s 
total value)

€ 1 1 0  M
Net rental income (10.2% 
of net rental income from 
shopping centers)

€ 3 , 9 4 0  M 
Total value, excluding 
transfer duties, of the 
shopping center portfolio 
(16.8% of the total value  
of the portfolio)

€ 1 9 5  M 
Net rental income (18.1% 
of net rental income from 
shopping centers)

C E N T R A L  E U R O P E 
A N D  T U R K E Y

Klépierre is located in  
the most attractive capitals, 
especially in terms of 
tourism: Budapest ,  Prague, 
Warsaw, and Istanbul.

2 0 .  N O V Ý  S M ĺ C H O V
Prague, Czech Republic
20.4 M visitors/year

2 1 .  A K M E R K E Z
Istanbul,  Turkey
7.2 M visitors/year

G E R M A N Y

The gateway to Europe’s 
largest economy, portfolio 
assets are mainly located
in flourishing regions 
(Berlin, Dresden, Duisburg) 
and the metropolitan areas  
of Germany.

 

2 4 .  B O U L E V A R D 
B E R L I N 
Berlin,  Germany
11.2 M visitors/year

2 5 .  C E N T R U M  G A L E R I E
Dresden, Germany
9.0 M visitors/year

T H E  N E T H E R L A N D S

Klépierre is number  
one on the Dutch market .  
The Group manages shop- 
ping centers in the major 
cities that dominate their 
respective consumption 
basins in Rotterdam, 
Utrecht and Amsterdam.

2 2 .  H O O G  
C A T H A R I J N E
Utrecht , Netherlands
26.0 M visitors/year

2 3 .  A L E X A N D R I U M
Rotterdam, Netherlands
8.0 M visitors/year

€ 1 , 7 4 1  M 
Total value, excluding 
transfer duties, of the 
shopping center portfolio 
(7.4% of the portfolio’s 
total value)

€ 1 1 4  M 
Net rental income (10.6% 
of net rental income from 
shopping centers)

€ 1 , 0 6 6  M 
Total value, excluding 
transfer duties, of the 
shopping center portfolio 
(4.6% of the portfolio’s 
total value)

€ 4 3  M 
Net rental income (4,0% 
of net rental income from 
shopping centers)

€ 1 , 3 3 0  M 
Total value, excluding 
transfer duties, of the 
shopping center portfolio 
(5.7% of the portfolio’s 
total value)

€ 4 9  M
Net rental income (4.6% 
of net rental income from 
shopping centers)

S C A N D I N A V I A

The Group’s third largest 
geographic region, the 
Scandinavian countries 
— Denmark, Norway,  
and Sweden — are among 
the most dynamic in 
Europe. Klépierre occupies 
a leading position and 
devotes a significant part 
of its development pipeline 
to this region.

1 2 .  F I E L D ’ S
Copenhagen, Denmark 
7.8 M visitors/year

1 3 .  O S L O  C I T Y
Oslo, Norway
10.6 M visitors/year

1 4 .  E M P O R I A 
Malmö, Sweden
6.7 M visitors/year

1 5 .  B R U U N ’ S  G A L L E R I
Ăarhus, Denmark
10.9 M visitors/year

I B E R I A

The portfolio,  which 
has expanded this year,  
is organized around strategic 
positions, notably in Madrid 
and Barcelona.

1 6 .  L A  G A V I A
Madrid, Spain
13.1 M visitors/year

1 7 .  P L E N I L U N I O
Madrid, Spain
11.3 M visitors/year

1 8 .  M A R E M A G N U M
Barcelona, Spain
11.4 M visitors/year

1 9 .  N U E V A  C O N D O M I A
Murcia, Spain
12 .1 M visitors/year

I T A L Y

Klépierre is the leading 
shopping center manager  
in Italy.  Its strategic 
positioning in the regions 
of Turin, Milan, Rome, 
Venice, and Naples consti- 
tutes a very well-balanced 
portfolio of assets.

0 8 .  P O R T A  D I  R O M A
Rome, Italy 
18.3 M visitors/year 

0 9 .  L E  G R U
Turin, Italy
12 .7 M visitors/year

1 0 .  C A M P A N I A
Naples, Italy
12 .5 M visitors/year

1 1 .  N A V E  D E  V E R O
Venice, Italy
4.7 M visitors/year

€ 3 , 8 9 2  M 
Total value, excluding 
transfer duties, of the 
shopping center portfolio 
(16.6% of the portfolio’s 
total value)

€ 1 7 3  M 
Net rental income (16% 
of net rental income from 
shopping centers)

KEY FIGURES
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G E O G R A P H I C  D I S T R I B U T I O N  O F 
S H O P P I N G  C E N T E R  P O R T F O L I O  
(as a % of rents)

G R O U P E R E T A I L  L E A S E 
I N F O R M A T I O N

R E T A I L E R  M I X
(as a % of rents)

T O P  1 0  R E T A I L E R S
(11 .8% of rents)

12,659 
Number of leases

4,642 
Number of retailers

96.8%
Occupancy rate

€23.8 Bn
Value of asset portfolio 
in 2017 (total share, excluding  
transfer duties)

1.1 Bn 
Number of visitors/year

4.4 M sq.m
Total gross leasable 
area in Europe

€587 M
Investment expenditures 
in 2017

€3.1 Bn
Development pipeline

>100
Number of leading  
shopping centers  
in Europe

01.

02 .

03.

04.

05.

06.

07.

08.

09.

10.

01. 	 France-Belgium: 36.6%
02.	 Italy:  18.1%
03.	 Scandinavia: 16.0%
04.	 Central Europe and Turkey: 10.6%
05.	 Iberia:  10.2%
06.	 The Netherlands: 4.6%
07.	 Germany: 4.0%

G R O U P  
K E Y  F I G U R E S
as of 12/31/2017

R E T A I L 
K E Y  F I G U R E S
as of 12/31/2017

01 .	 Fashion: 46 ,8%
02 .	 Culture/Gif ts/Leisure: 15 ,8%
03.	 Food/Dining: 11 ,4%
04.	 Beauty/Health: 11 ,1%
05.	 Household goods: 9,4%
06.	 Services/Entertainment : 5 ,5%
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… A  S H A R E H O L D E R ,  
A N  I N V E S T O R ,  A N  A N A L Y S T
Find all the information, financial press  
releases, results, stock price, legal information...  
and your contacts at Klépierre:  
klepierre.com/en/finance/

… A  R E T A I L E R ,  
A  M A R K E T I N G  D I R E C T O R ,  
A  R E T A I L  P R O F E S S I O N A L
Extend your reading and discover  
the events and retail news at our centers:  
klepierre.com/en/retail-news/ 
To contact one of our sales people: 
klepierre.com/en/property/

… A N  E X P E R I E N C E D  P R O F E S S I O N A L 
O R  R E C E N T  G R A D U A T E 
Visit our Careers space for information on our  
ambitions and our values, job opportunities in the  
retail property sector and the offer of excellence 
of our corporate training center Klépierre University.
Don’t wait any longer to connect with us: 
klepierre.com/en/careers/ 

K L É P I E R R E 

Communications  
Department
26, boulevard  
des Capucines 
CS 20062 
75 009 Paris — France 
Tél. :  + 33 (0)1 40 67 54 00 
Public l imited company 
with an Executive Board 
and Supervisory Board 
with share capital of 
€440,098,488.20 
780 152 914 RCS Paris 
www.klepierre.com

Y O U  A R E

C O L O P H O N

Design & Production
M&C SAATCHI Little Stories 
www.mcslittlestories.com  

Iconography
Alfred Cromback 
Michel Labelle 

Typography
Calibre designed by 
Klim Type Foundry 

Paper
—  Cover
MultiDesign Smooth White  
350 g/m2

—  Inside 
MultiDesign Smooth White  
170 g/m2

Photoengraving
Point 11

Printer
Manufacture d’histoires 
Les Deux-Ponts
April  2018
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D I G I T A L H U M A N 
R E S O U R C E S

1,264
Number  
of employees  

90%
Rate of access 
to training

59%
Percentage of women 
in the company workforce

41 years old
Average age in  
the company

4 M
Number of fans on 
Facebook and Instagram

+4%
Facebook  
engagement rate

87
Number of centers which 
have a #JustAsk service

R E T A I L T A I N M E N T

15-20
Number of events per 
shopping center/year

15 M
Number of additional 
visitors due to events

117
Number of centers 
integrating Let ’s Play®

M A R K E T I N G 
&   H U M A N 
R E S O U R C E S
as of 12/31/2017

KEY FIGURES




