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Preliminary remarks @

The consolidatedfinancial statementsfor the 15t half of 2017 were approved by the

Boardof Directorson July26, 2017

A limited scopereview of these financial statementswas performed by the statutory

auditors
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Mercialys delivers strong organic growth a more challenging
market, with Franceoffering a fertile environment for retailers @

aSNOAFf&aQ F3IAES Y2RSt Syl of Sa

¥ ¥ ¥

Reversionary potential renewed Sustained effort to diversify the Extension and reinforcement of
throughredevelopmentsand tenant mix in terms of sectors, aSNOAIFfteaQ tSI RJ
asset transformationgnabling with rigorously selected new the development pipeline
new anchor tenants to be brought brands
on board

¥

Casua] S aAy3dQa O2y &ihgeting policy to attract Sale 0€£177.2mof mature, smaller
continuing, particularly with additional international and asset2 NJ aAldSa 2dzia
organicgrowth nationalbrands,as well as leading geographicastrongholds, with LTV
local retailers down to39.1%at end-June2017®
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Steady demographic growth: key positive underlying trend for
French shopping centers over the long term @

Populationexpectedto grow +15.1%to 76.4m by 2070

Population forecasts through to 207®

90 -
81.2
79.3 -2.3%
B France remains the most dynamic market in Continental g0{ — o —
Europein terms of population growth, which is a key driver 70 - 66.4// 76.4 +15.1%
for retail 5
= 60 - 54.9 -9.7%
E 60.8
B Franceis strongly outperforming its neighbors,with projected 50
population growth rates 8.2 to 25.2 percentagepoints higher 40 46.4 49.8 +7.3%
looking aheadto 2070 2015  2020e 2030e 2040e 2050e  2060e  2070e
France Italy Spain e Germany
Population forecasts by age group through to 20?0
Elderlypeopleto represent29%of the population in 2070
65 and more years 29%
B Sgnificantchangevs. 18%in 2013 andmorey

B CQustomers particularly loyal to convenience retail

and neighborhoodshoppingcenters

20 to 64 years
58%

0to 19 years
25%

0% 10% 20% 30% 40% 50% 60%

m 2070F m 2013
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(MSource: INSEE Repulation projections to 2079 published in
November 201@ base case scenario), Eurostat



Solid economic drivers benefiting retail, with efficient convenience
offering an alternative to the shift in consumer habits towardsretalil @

Shopping center sectoris expectedto continue benefiting from the underlyingeconomictrends
B Householdconsumptionin Franceremainsstrong, eventhrough economicdownturnsX

B Xsupportedby a structurally high savingsrate

Household consumption (yeaon-year change at constant local currencié’) Household savinggate (in %gross disposabléncome)@
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Conveniencanodel, the answerto O 2 y & dzSeSrdhforefficiency

B Averagetime neededto complete a purchaseonline in France from 13 minutes for perfume to severalhours for valuable

personalitems @

B Averagedwell time in Mercialysshoppingcenters 36 minutes, with socialcontactandimmediate gratification

@ Source: World Bank
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Retail sector to benefit from overall improvements in the economic
environment in France @

Busineslimate on the rise ® Consumptionenvironmentimproving @

B Retail trade businessclimate at a 9-year high and above B Consumerconfidenceat its highest level since June

its long-term average 2007and significantlyaboveits long-term average
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Retail trade business climate = = = Long-term average Consumer confidence — = = Long-term average

Strongestemploymentrate outlook for 14 yearsin the Frenchwholesaleand retail trade sector®
B Frenchemployersreport positive hiring intentions for the 5" quarter in arow : +2%for Q3 2017

B Wholesale& Retail Tradesectorshowsthe highestnet hiring intentions: +11%in Q3 2017, a 14-yearhigh
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’ o @ Source ManpowerGroufemployment Outlook Survey 3Q17 France



Growth prospects: France is a major core market for retailers and its
commercial equipment shows no global oversupply @

France is ranked as the"®most attractive destination in the Top target markets in EMEA f@017®
: 1 .
whole EMEAor retailers @ Rank % of retailers o
targeting market
B 43%of the brandsinterviewed have plansto open at least one 1 65% United Kingdom
0,
shopin Francein 2017 2 43% France
3 38% Germany
B Retailerslook for marketswith high per capitaspending 4 24% United Arab Emirate
5 19% Spain
5 19% Netherlands
5 19% Hungary
France shows a low shopping center density and high retail Retail space vs. retail sales per capita
salesper capita® < 30, [ 16000
) o_ &
E 25 S . - 14000 =
7X =
B With ca 0.4 sqm of GLAper capita, shoppingcenter density in & | 12000 5
= - 10000 o
Franceis 6.1x lower than in the US,while retail salesper capita § - 8000 o
. . . §' - 6000 %
Q -
in the United Statesare only 1.7x higher g a0 S
(%]
_ T - 2000 &
B Frenchshoppingcentersare generallyanchoredby food stores, & Lo

UK

[%2)
=)

Canada
Australia
France
China
Germany

givingthem aresilient profile

(M Source : CBRHow active are retailers in EMEA? 2017 edition
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Cumulative change in footfall at endune 20171

3.3%

2.%

-1.™%

| / CNCC

-3.1% cumulativgerformance at eneApril

2.5% . .
Turning point eneH1 2017

2013 2014 2015 2016 June 2017

Mercialys = CNCC —— Spread

z

[ dzY dzt | G A @S OKI y :SendMgy 2008 | A t S NA Q

+4.%%

QX
~n
(0p])
QX

+0.26

+0.9% T0.5% N *0.0% CNCC

-0.4%

1 o -3.3%cumulative performance at enBebruary
2.1% o Gradual recovergver the months

2013 2014 2015 2016 May 2017

Mercialys —— CNCC = Spread

@ Mercialys major centersand main neighborhoodshoppingcentersin scope(Quimpersite hasbeen 0
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includedin the panelagainasthe extensivevork hasnow beencompleted. CNCCall centersin scope



Outperformance drivers: Quimper, improved accessibility and
up-to-date offer in a prosperous and growing area @

Impactof a successfuhdaptation of the retail mix through a global project completedin May 2017

B Transformationof 7,150sg.m of hypermarketspaceto create 1 medium-sizedstore and 12 new shops Mix further strengthened,

transitioning to trendy householdequipment (SostreneGrene La ChaiseLongue)as well as health and beauty (extension of

SephoraKiko Milano)

B Necessaryimprovements in the & A (aBc@ssibilitythrough the building of a new 500-space multi-storey car park, with a

dynamicroute guidancesystem,enablingsmoothertraffic flows. 50%increasein the number of availablespaces

former
hypermarket
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Footfall: Retailer sales:

+350bp outperformance in  +570bp outperformance in
May 2017, one month after May 2017, one month after
the inauguration® the inauguration®
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Outperformance drivers: Grenoblesite located in the center of a @

dynamic, innovativeO A & X

Young,sporty city, with a strong ecologyfocusX

C NJ y 1S Hgdest city, with mountain sports and nature at

the heart of the lifestylesof residentsand touristsin Grenoble

With several centers of academic excellence Grenoble is
C NJ y20 u@estscientifichub: 54,000students

Dense, diversified economic fabric. one of the highest
percentagesof strategic jobs in terms of top decisionmaking

content (14%vs. 18%for Paris)

Hficlent  network  evolving towards  non-motorized

AT
WP

transportation

- #

Xmirrored inthe & A (#&QGDinhabitant catchmentarea

ShoppingO S v {icBsiiersare mostly families and students,
with a householdincomerating 10% higherthan the national

average

38%of customersareaged18to 39
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Quccessfuletting strategybetter adaptingthe offer for city-center customers

B 16,300 sgm shopping center built in 2010 with 50 shops and 10 restaurants,

initially let on a massmarket basisweightingon the & A (p&ftrénance

B Retenanting strategy targeting leading brands specialized in sport and nature,

which will enableMercialysto capturereversionarypotential over the mediumterm

Reopening in June
2018

Opening in Oct. 201 Opening in Sept. 201 Opening in Sept. 201

Opening inautumn S
P 29017 Opening inDec. 2017 Opening inSept.2017 @ Opening inSept.2017
13
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