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Preliminary remarks 

The consolidated financial statements for the 1st half of 2017 were approved by the 

Board of Directors on July 26, 2017 

 

A limited scope review of these financial statements was performed by the statutory 

auditors 
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Mercialys delivers strong organic growth in a more challenging  
market, with France offering a fertile environment for retailers  

aŜǊŎƛŀƭȅǎΩ ŀƎƛƭŜ ƳƻŘŜƭ ŜƴŀōƭŜǎ Ŏƻƴǎǘŀƴǘ ŀŘŀǇǘŀǘƛƻƴǎ 

Casual [ŜŀǎƛƴƎΩǎ ŎƻƴǘǊƛōǳǘƛƻƴ 
continuing, particularly with 

organic growth 

Reversionary potential renewed 
through redevelopments and 

asset transformations, enabling 
new anchor tenants to be brought 

on board 

Sustained effort to diversify the 
tenant mix in terms of sectors, 
with rigorously selected new 

brands 

Strong letting policy to attract 
additional international and 

national brands, as well as leading 
local retailers 

Extension and reinforcement of 
aŜǊŎƛŀƭȅǎΩ ƭŜŀŘƛƴƎ ǎƛǘŜǎ ǘƘǊƻǳƎƘ 

the development pipeline 

Sale of ϵ177.2m of mature, smaller 
assets ƻǊ ǎƛǘŜǎ ƻǳǘǎƛŘŜ aŜǊŎƛŀƭȅǎΩ 

geographical strongholds, with LTV 
down to 39.1% at end-June 2017 (1) 
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Steady demographic growth: key positive underlying trend for  
French shopping centers over the long term 

Population expected to grow +15.1% to 76.4m by 2070 

France remains the most dynamic market in Continental 

Europe in terms of population growth, which is a key driver 

for retail 

France is strongly outperforming its neighbors, with projected 

population growth rates 8.2 to 25.2 percentage points higher 

looking ahead to 2070 

(1) Source: INSEE  (« Population projections to 2070 » published in  
November 2016 ς base case scenario), Eurostat 

Population forecasts through to 2070 (1) 
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Population forecasts by age group through to 2070 (1) 

Elderly people to represent 29% of the population in 2070 

Significant change vs. 18% in 2013 

Customers particularly loyal to convenience retail  

and neighborhood shopping centers 
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Solid economic drivers benefiting retail, with efficient convenience  
offering an alternative to the shift in consumer habits towards e-retail 

Household savings rate (in % gross disposable income) (2) 
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Household consumption (year-on-year change at constant local currencies) (1) 

(1) Source: World Bank 
(2) Source : INSEE, Observatoire de ƭΩ9ǇŀǊƎƴŜ Européenne 
(3) Source: European report from Shopalike (2016) 

Shopping center sector is expected to continue benefiting from the underlying economic trends 

Household consumption in France remains strong, even through economic downturnsΧ 

Χsupported by a structurally high savings rate 
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Convenience model, the answer to ŎƻƴǎǳƳŜǊǎΩ search for efficiency 

Average time needed to complete a purchase online in France: from 13 minutes for perfume to several hours for valuable 

personal items (3) 

Average dwell time in Mercialys shopping centers: 36 minutes, with social contact and immediate gratification 
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Retail sector to benefit from overall improvements in the economic  
environment in France  

Business climate on the rise (1) 

Retail trade business climate at a 9-year high and above 

its long-term average 

(1) Source : INSEE monthly statistical data 
(2) Source : ManpowerGroup Employment Outlook Survey 3Q17 France 

Strongest employment rate outlook for 14 years in the French wholesale and retail trade sector (2) 

French employers report positive hiring intentions for the 5th quarter in a row : +2% for Q3 2017 

Wholesale & Retail Trade sector shows the  highest net hiring intentions: +11% in Q3 2017, a 14-year high 

Consumption environment improving (1) 

Consumer confidence at its highest level since June 

2007 and significantly above its long-term average 
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Growth prospects: France is a major core market for retailers and its  
commercial equipment shows no global oversupply 

France is ranked as the 2nd most attractive destination in the 

whole EMEA for retailers (1) 

43% of the brands interviewed have plans to open at least one 

shop in France in 2017 

Retailers look for markets with high per capita spending 

France shows a low shopping center density and high retail 

sales per capita (2) 

With ca. 0.4 sq.m of GLA per capita, shopping center density in 

France is 6.1x lower than in the US, while retail sales per capita 

in the United States are only 1.7x higher 

French shopping centers are generally anchored by food stores, 

giving them a resilient profile  

Rank 
% of retailers  

targeting market 
Country 

1 65% United Kingdom 

2 43% France 

3 38% Germany 

4 24% United Arab Emirates 

5 19% Spain 

5 19% Netherlands 

5 19% Hungary 

Top target markets in EMEA for 2017 (1) 

(1) Source : CBRE ς How active are retailers in EMEA? 2017 edition 
(2) Source : ICSC Country Fact Sheets 

Retail space vs. retail sales per capita (2) 
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aŜǊŎƛŀƭȅǎΩ ƭƻŎŀǘƛƻƴǎ ƛƴ ƪŜȅ ƎǊƻǿǘƘ areas are generating outperformance 

Cumulative change in footfall at end-June 2017 (1) 

/ǳƳǳƭŀǘƛǾŜ ŎƘŀƴƎŜ ƛƴ ǊŜǘŀƛƭŜǊǎΩ ǎŀƭŜǎ at end-May 2017 (1) 

(1) Mercialys: major centers and main neighborhood shopping centers in scope (Quimper site has been 
included in the panel again as the extensive work has now been completed). CNCC: all centers in scope 
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-3.3% cumulative performance at end-February 
Gradual recovery over the months 

CNCC 

-3.1% cumulative performance at end-April 
Turning point end-H1 2017 
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Outperformance drivers: Quimper, improved accessibility and  
up-to-date offer in a prosperous and growing area 

Impact of a successful adaptation of the retail mix through a global project completed in May 2017 

Transformation of 7,150 sq.m of hypermarket space to create 1 medium-sized store and 12 new shops. Mix further strengthened, 

transitioning to trendy household equipment (Sostrene Grene, La Chaise Longue) as well as health and beauty (extension  of 

Sephora, Kiko Milano) 

Necessary improvements in the ǎƛǘŜΩǎ accessibility through the building of a new 500-space multi-storey car park, with a 

dynamic route guidance system, enabling smoother traffic flows. 50% increase in the number of available spaces 

Footfall:  

+350 bp outperformance in 
May 2017, one month after 

the inauguration (1) 

Retailer sales:  

+570 bp outperformance in 
May 2017, one month after 

the inauguration (1) 

former 
hypermarket 

other 
units 

(1) Compared with the CNCC change over the same period 
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Young, sporty city, with a strong ecology focusΧ 

CǊŀƴŎŜΩǎ 11th biggest city, with mountain sports and nature at 

the heart of the lifestyles of residents and tourists in Grenoble 

With several centers of academic excellence, Grenoble is 

CǊŀƴŎŜΩǎ 2nd largest scientific hub: 54,000 students 

Dense, diversified economic fabric: one of the highest 

percentages of strategic jobs in terms of top decision-making 

content (14% vs. 18% for Paris) 

Efficient network evolving towards non-motorized 

transportation 

 

Χmirrored in the ǎƛǘŜΩǎ 460,000 inhabitant catchment area 

Shopping ŎŜƴǘŜǊΩǎ customers are mostly families and students, 

with a household income rating 10% higher than the national 

average 

38% of customers are aged 18 to 39 

+ 
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Outperformance drivers: Grenoble, site located in the center of a  
dynamic, innovative ŎƛǘȅΧ 
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Opening in Sept. 2017 Opening in Oct. 2017 
Re-opening in June 

2018 

Opening in autumn 
2017 

Opening in Dec. 2017 

Opening in Sept. 2017 

Opening in Sept. 2017 Opening in Sept. 2017 Open 

Successful letting strategy better adapting the offer for city-center customers 

16,300 sq.m shopping center built in 2010 with 50 shops and 10 restaurants,  

initially let on a mass-market basis weighting on the ǎƛǘŜΩǎ performance 

Re-tenanting strategy targeting leading brands specialized in sport and nature,  

which will  enable Mercialys to capture reversionary potential over the medium term  

 

- 2017 HALF-YEAR RESULTS ς JULY 2017 

ΧōŜƴŜŦƛǘƛƴƎ ŦǊƻƳ ŀ ǎǳŎŎŜǎǎŦǳƭ ǊŜ-tenanting of the merchandizing mix 


