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A POWERFUL RETAIL MAGNET
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® 47,792 sq.m. for the mall A powerful retail hub with total annual sales

25,300 sqg.m. for Ikea (1)
e 9,980 sg.m. for Carrefour of €3 14 I\/I

(1) Includes Klépierre 2015 sales estimate for Ikea, Carrefour and Primark
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LA GAVIA: HISTORY OF DEVELOPMENT

2002

Commercial permit
for La Gavia retail area
granted to Carrefour

Part of an integrated urban
development scheme

for Vallecas (Southeast

of Madrid, including

the creation of 28,000
housing units)

2004

Klépierre acquired
the shopping mall
from Carrefour

« as part of the
agreement signed
in 2000 with Carrefour
concerning 167
shopping malls
in France and Spain).

Ikea bought part
of the retail area
from Carrefour Property

Carrefour maintained
ownership of the
hypermarket space

Dec. 2004

Klépierre developed
the La Gavia project
and managed its leasing

2007-2008

La Gavia shopping center
opened in November
2008 - the largest
shopping center

in the Madrid area

La Gavia retail area
opened in 3 stages:

« |kea (August 2007)

- Carrefour Hypermarket
(November 2007)

- and shopping center
(November 2008)
with powerful anchors
(Primark, H&M, Zara,
etc.)

2011

Klépierre bought

from Carrefour Property
4 independent plots
inside La Gavia Retail
park, developing them
into mid-size units
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A RETAIL SUCCESS STORY SINCE IT OPENED

Footfall development since opening Retailer sales in La Gavia outperform domestic trends
La Gavia retailer sales y-o0-y change
Footfall CAGR 2009-15: +5.5% 14.3 +16.2% e _
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= Afully leased center with strong anchors at opening

= 9.5 Mvisitors in first year of operation

= Uninterrupted growth since opening, despite a
challenging macro environment 1007 999 ono e 97
: . : 91,1 '
= Further growth potential with +9% in footfall targeted by
2018

AECC (Asociacion Espafiola de Centros Comerciales)

2009 2010 2011 2012 2013 2014 2015
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LA GAVIA HIGHLIGHTS
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LA GAVIA, ONE OF THE BEST PERFORMING
SHOPPING CENTERS IN SPAIN

/1 TODAY LA GAVIA IS:

» A must-have location for retailers in Spain: Excellent
; H access
Erlmark has notably opened a flagship store from Madrid
in the center city center

*= One of the best performing shopping centers
in Spain, delivering strong increases
in revenues and footfall
Located in Southeast Madrid, it capitalizes

on arich, modern, and appealing retail offer Part of | . An expanding
alarge retail . area with
that attracts 13 M customers hub including § =i ‘ -~y sharp growth

Ikea and L W b/ 4 in housing
Carrefour L\ k- 5 and offices

/1 TOMORROW LA GAVIA WILL:

= Continue to improve its retail mix
and offer its customers differentiating brands

= Host an increasing number of qualitative events a”?e‘i';‘i’fﬁii;ied
with international brands incorporating
= Mid-term extension planned to further capture gﬁ;?,%%

the site’s growth potential
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KEY FIGURES

89 000 sq.m.

Total GLA

165

St S B, 5.000

Parking slots

Carrefour k&

Number of units Hypermarket
8 13.1 m
Number of mid-size units Footfall

B 100% Kiépierre

Ownership (opened in 2008)

6,000 sq.m.

Food court
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DELIVERING STRONG FINANCIAL PERFORMANCE

Net rents growth since opening
€153 M

2015 Total sales shopping center

. »19,6
Net rents CAGR 2009-15: +5.4% 1937 >
................ o €314 M
----------- 16,5 .
............ 181 2015 Total sales @ incl. Ikea & Carrefour
........... 14,9
14,3

+3.5%

2015 Retailer sales increase

2009 2010 2011 2012 2013 2014 2015 + 1 O%

(unfavorable calendar effect in March 2016)
Q1 2016 Sales increase

&) 0.1%

EPRA vacancy rate

(1) Includes Klépierre 2015 sales estimate for Ikea, Carrefour and Primark

KLEPIERRE — LA GAVIA, A SUCCESS STORY MADE POSSIBLE BY PERFECT POSITIONING — June 8, 2016

10



LOCATION
& CATCHMENT AREA 03
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A 2.60M CATCHMENT AREA

de Arriba
NCARRAL-EL Alcobendas ) T
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Casade %
Campo
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=511 Mejorada
=
94.677 inh.
) 100%
. Leganes
G Getafe
hrads A-42

CATCHMENT AREA La Maranosa
Less than 10 minutes: 70,000 inhabitants M-301
Less than 20 minutes: 2,5 M inhabitants

Less than 30 minutes: 2.7 M inhabitants

[

/| ADDITIONAL POTENTIAL FROM:

M-30 4 ; '| e L=
g

= More housing (c. 115,000)

» |ncrease in penetration to 10% in the urban zones

with a high population density
= Penetration of at least 50% in immediate vicinity

= Revenues per capita stand 5 - 15% above regional

average income

= Strong demographic growth: +2.7%
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IDEAL CONNECTIONS WITH PUBLIC TRANSPORT
AND ROAD NETWORK

Within the Greater Madrid Area,

& with metro and bus stations:
Haconi ; - = Line 1 metro-station “LAS SUERTES”, less than 500 m
s = Bus lines 142 and 145 stop in front of the main gate
Q MADRID
QD e | La Gavia is located at the intersection
om0 - of A3 and M45:
= - = A3 Exit No. 10 is less than 15 minutes from Atocha’s
G(%K@) u Train Station or “Puerta de Alcala”

e BRSL = M45 Exit N0.19 (A4), No.17 (A2)

Soft mobility
10%

Public transport

% 16%

Cars
74%

WITH PLENILUNIO AND LA GAVIA, KLEPIERRE HAS DOMINANT POSITIONS IN EASTERN MADRID
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A POWERFUL RETAIL MIX
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A WELL BALANCED MIX OF MUST-HAVE RETAILERS
AND DIFFERENTIATING BRANDS

TWO MAIN ANCHORS
(9 D>

PERSONAL PRODUCTS

M NewkeR P RIMARK

ZARA
@tradivarius Momimo Dudtic PULL&BEAR
Dezigual. S ARA HOME JACKEIJONES o e MANGO
CULTURE, GIFTS, LEISURE FOOD & RESTAURANTS

i ~ ~ RGER
oy ﬁ' Lo St i (NS
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RETAIL MIX

2015 Retail mix (as a % of rents)

Other

4%

Household goods
5%

Health & Beauty
10%

Personal products

32%

Culture, gift, leisure

12%

Food & Restaurants

18%

Specialized large stores

19%
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SHOPPING CENTER MAP — LEVEL O

| FASHISN |BEAUTY | KIDS |HOME AND DECORATION |SERVICES |FeeD |WHERE TQ EAT
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SHOPPING CENTER MAP — LEVEL 1

| FASHISN | BEAUTY |KIDS | HSME AND DECORATION |SERVICES |F22D |WHERE T EAT |LEISURE
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THE RETAIL MIX IS CONSTANTLY UPGRADED

SELECTED NEW LEASINGS IN THE PAST 2 YEARS

SAMSUNG O bag

1st store in Madrid Worldwide Italian accessories brand

with more than 200 stores in Italy, US,

France and Spain

%5&0— SKECHERS

World leader in prime jewelry First opening in a Shopping
Center in Spain

ANTONY MORATO Intimissimi

Further reinforce the men Italian lingerie brand leader in the sector,

fashion segment wishing to join La Gavia for years

AW
LAB

1st opening in Madrid

JI

JOSE LUIS

DESDE 1973

Exceptionally high sales
per sg.m. at € 18,300

International and very qualitative brand
to strength health & beauty

The already strong retail mix at opening has been consistently upgraded since
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WHAT N EXT?
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EXTENSION PROJECT

=» Preliminary study of a possible | % > Could allow for the transfer

extension of circa 18,000 sg.m. of Primark to a bigger store
In the front outdoor parking lot | and attracting new national
to further capture the site’s ) . & international retailers

potential (expected in 2020-22)

# SN ATy
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