Determining the Development Opportunity




Our Expertise

We are one of the world’s most recognized and credible companies in
mixed-use planning.

o Recognized as a leader in the strategic
planning of mixed-use projects.

o We create development strategies for the
world’s leading land developers, property
owners and operators.

o Our international contact network, deep
rooted industry affiliation and strategic
partnerships are the key pillars that drive our
innovative approach to development
strategy.

Dubai Festival City — Dubai, UAE




Global Exposure

We have a 32 year track record of making projects work in over 50 countries
around the world.
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Helping Shape Tomorrow’s Projects

Our work helps shape the next generation of mixed-use projects.

, >>The Streets at SouthGlenn
: Denver

O Blended indoor — outdoor atmospheres that respond to the climate conditions of the region.

Places that embody the collective spirit of the community.




Always Exploring New Opportunities

Working with architects to bring new
retail formats to the region.
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Applying new retail development
concepts that respond to the changing
consumer tastes of a globalized world.
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Introducing Retail Concepts

Going beyond the traditional offering and catering to specific niches.

nopolis - Cairo
R A

O Focusing on category specific retail opportunities that respond to high demand segments.

Introducing new concepts that leapfrog the competition.



Retail Focus

Retail is our core specialty.

o Though we often work with a range of

potential land uses, it is retail that lies at the o et ] . . : /
center of many of the world’s most beloved 3 27 arnl T
and successful places.

o “Getting the retail right” is as much art as it
is science, involving far more than number
crunching, marketing, or leasing.

o As the core or unifying element, retail must
be carefully conceived thematically,
physically and analytically, to ensure that it
becomes the social and functional heart of
the project.

Mall of the Emirates — Dubai, UAE



Our Approach to Development Strategy

To create a successful development strategy, we use our own proven process to evolve
the study from market research findings into an executable development program:

Reading and interpreting the market to bridge the gap between research and
development strategy.

Using Rich Data Inputs Testing the Validity Using Proven Benchmarks

Assessing the project opportunity using proven practices & big picture thinking.
Thinking globally but acting locally.

Applying Proven Process Introducing New Ideas




Our Approach to Development Strategy

Applying international best practices from our project experience & industry affiliation.

Case Study Benchmarking Best Practices Application

Defining the project function from proper research and analysis and working with
architects to translate the study findings into a physical plan.

Defining Market Support Establishing Development Program Translating Into Physical Plan

2014 Per Capita Retail Expenditures PTA STAN STAC Retail Floorspace Program” PTA STA Total

Retail Categories

Retail Categories SF GLA

Convenience 6330  68% 6460 Convenience 121428 56359 177,788
S,Ziffnr;’jf LA e Grocery & Specialty Food 83079 37GE2 120741
Senices 4F5 507 475 Pharmacy 7,786 3594 11,3719

. Alcohol & Tobacco 14 564 7.041 21604
Comparison 11,743 16,660 12,868 Sarvices 16,000 8063 24 D63
Apparel 2977 4223 3262
Footwear, Luggage & Fashion Accessories 951 1,364 1,053 Comparison 200,506 99,423 302,734
Cosmetics, Health, Bath & Beauty 612 869 671 Apparel 40289 18749 59937
Jewelry, Watches & Accessories 701 994 768 Footwear, Luggage & Fashion Accessories 12,026 5713 18122
Electronics & Appliances 559 935 72 Cosmetics, Health, Bath & Beauty 21071 9 586 30847

hdiiltivaadia Plaale 2 hdoneic 1 nas 1 497 1148 Jewelry, Watches & Accessories 3,245 1,442 4770




Adding Value Throughout the Development Process

Moving from market feasibility to development strategy to the final strategy execution.

3. Implementation Program

Site Analysis 2. Development Strategy Ongoing Strategic Planning and

Layout Design Consultation
Land Use Market Assessments y 8

o Site Planning & Design
Recommendations

. : Master Plannin
Competitive Market Review g

Preparing Marketing Support
o Merchandising and Materials

Tenant Mix Layout Plan Introducing Retail Opportunity
To Potential Target Retailers

Best Practices Benchmarking

Trade Area Delineation &
Psychographic Profiling

Expenditure Analysis o Project Positioning Strategy

Securing Joint Venture Partners
Market Captures & i :
. . . Soliciting Commercial Interest

Retail Project Sizing
: Preparing Rental Projections &
Project Sales Forecast p. 8 . .
Leasing Strategies

Financial Analysis




OurWork Methodology

Stage |: Market Context & Situation Assessment

Project Vision Location Competition New Competitors

Hotel

What is the vision for the retail project?

Location, Location, Location — what uses are compatible?

Phase

Who are the existing competitors?

What new competitors are proposed/under development?




Stage I: Market Context & Situation Assessment

What is the vision for the project?

: 2
Who does it appeal to: What does the

project offer?

Finding Market Niches

What makes this

roject unique? .
b . What is our value
proposition? it gl IR S &

m' ) l"‘|“ﬂ‘\"'"" w NN X [

What are the
market niches?

Bwldmg Value Proposition



Stage I: Market Context & Situation Assessment

Location, Location, Location — what uses are compatible?

>> Understanding the Regional Context

>> Defining the Neighborhood Situation

>> |dentifying Site Specific Opportunities

@ Strong Cohort of Middle Class Residents
@® Commuter Rail Allows Regional Access
@ Growth & Development in Navi Mumbai
@ Adjacent to Planned Nature |

@ No Exposure to Arterial Roads or Highways

@ Proximity to Planned Navi Mumb: ) ) . ) )
@ Physical Barrier of On-Site Railway Line
@ Limited Retail Competition in Local g
Lack of Existing Business Functions In Area Limit Appeal
@ Situated at A Geographical Gateway f as a Commercial Destination
Traveling to Leisure Destinations inthe
® Modest Local Population Base

@ Current State of Weak Demand for Commercial Real Estate

Established Vashi Sector is the Proffered Destination for
Retail in Navi Mumbai

*  Planned Sea Lirk

s Major Highway
Aatenal Road

Local Road

+ Commuter Rail & Qaticn

s Regional Highway

Aatenal Road/Hghway

Economic Zone




Stage I: Market Context & Situation Assessment

Who are the existing and new/proposed competitors? " rofiling Competing Centers

RN Y s

Understanding the Competitive Landscape

>>|dentifying Market Voids

Retail Store Retail Luxury
Locations Class

Leading
International
Luxury Brands

Upscale - Premium
Upscale - Premium

<> < Saudi Arabia

<> < lJeddah

< | <|<|< Luxury- Exclusive

°Site o Existing Retail &)} Retail Under Construction




OurWork Methodology

Stage II: Market Demographic & Expenditure Assessment

Target Customers Total Spending Spending Capture Optimal Floorspace
b ™~
: - o4

Detailed Categories SF SM

. Convenience 124,536 11,574 18%

Grocery/Pharmacy 7891 7148 1%

Senices 47 B25 4,428 7%

Compari: oods 340,309 31,627 48%

Apparel 163 667 15,211 23%

Jew s 37 368 3,475 5%

Cos aut: 20 404 1,89 3%

Hal s 23723 2208 3%

Per: nics 15585 1,448 2%

Books, Media & Music 16,748 1867 2%

Sporting Goods 8,668 806 1%

Toys & Hobhies 20874 1,940 3%

What are the target customer segments?
What is the total spending in the target market?
How much customer spending can the project realistically capture?

How much retail and entertainment floorspace can be supported?

Phase




Stage Il: Market Demographic & Expenditure Assessment

Who are the target customer segments?

>> \What Target Markets Are appropriate?

>> What Are the Population Characteristics? >> What Is the Demographic Makeup?

Average Household Incomes Average Household Size

Age Structure
Upper
162,000 AR (2004) N 'rs
226,000 6 AR {2012) 6.4 Members
v g

Middle
GF,000 SAR (2004)
136,000 AR (2012)

4.9 Members
Lower

\ 3 AR (2004
@

G thomas
onsullants




Stage Il: Market Demographic & Expenditure Assessment

What is the hierarchy of potential end-users ?

On-Site Population

Office Workers

Residents

Project

Trade Area Residents

Primary Trade Area
Secondary Trade Area

Tertiary Trade Area

Visitors

Domestic Visitors

International Visitors

On-Site Population
o Office Workers

o Residents

Trade Area Residents
o Primary
0 Secondary

o Tertiary

Visitors
o Domestic Visitors

o International Visitors




Stage Il: Market Demographic & Expenditure Assessment

What is the total spending in the target market?

Trade Area Residents On-Site Population Visitors
Identifying each unique user group/trade area.
Primary Trade Area Office Workers Damestic Yisitars
Estimating user group retail sales via per capita
Secondary Trade Area Residents International Visitors

expenditures and population forecasts.

Tertiary Trade Area
Aggregating each user group expenditure to
determine total retail market size.

Papulation Popadation Mumber of YWisitars
X X X
Anrual Per Capita Annual Per Capita Average Lencgth
Fetail Spend Retal Spenid of Stay

Total Visitor Days

X

Daily Per Capita
Fetail Spend

Total Annual Market Retail Expenditure Potential



Stage Il: Market Demographic & Expenditure Assessment

How much customer spending can the project realistically capture?

What Share of the Trade Area Can You Capture?

Location Competition Demographics

e Site Size e Relative Location * |ncomes e Size

e Visibility e Product Offerings e Spending * Product Offering
e Access e Market Niches e Wants & Needs e Uniqueness

Appeal



Stage Il: Market Demographic & Expenditure Assessment

How much retail floorspace can be supported?

What is the Sales Revenue Potential?

How Much Retail Floorspace Should Be Built?

Trade Area Sales Total Sales
o Brm (& 4] (TR o Rs. 7

2012

1,208,280, 268

CMee Worker: Rall Comm uters Tokl On-Site Tohl &1 Sagm ent
) us D ) usD i) uspD R UsD R us

on venlen 18%  64,170SBR § 1344440 434345306 § B,100,033  ASLETBORE b 10444473 44466B361 § 8314061 I5,12830 § 6614163 ) $  zearnres
Groceny 2% SeSEZ 2§ 1143554 FIEDIEE § BIEIE HEIE3 04T § 93RO 3NEIBT0 § 65303 116,101,346 § ZA32 43 - ¥ e1S91835T § 183513719
Phemmacy o JEMET 4 T3 |EEXS § 7080 NEINE | TEnamm EEED § 17IBJEE  S07e238 § 1900083 ¥ 0B § 4406
Akcohal & Tobacm 1% 20meaz § 27e - i - 20\ T2 § 27 REEsE § 687261 BT § TE0.457 ¥ ERRE - ] 1480432
Senilces 1~ 3s2219 § B985 ERI14O § 1270 0733619 § =BT
Comparimn 7% 118,882,128 | DATEETE  GIBOEY4B § 18,17BBE  7ALATE0E | 1666560
Apparel 1 ITES01 § TONER  WSSSES § G4TIED  3THIS 11085
FooMWeAr & Ames sores el Zp13mee § 3767 - i - ZE13084 § 413761
Cosmelc, Healh, Bah & Beauly e 9574100 § BT i 9574100 § 208 561
Jeweky, Walches & Accessorkes 5 160esS00T § 3N ¥ 16095007 § o
Beckonics & Appliances b 1211946 § BT - i - 12811546 § BT
Mullmedia, Books & Musk: % sE=m21 117,900 AW AELI0 § ETONIE5 DmETEL OF R4
Home Fumishings & Accessorks T B13S5E § 170,442 = L - BAISSE § ATO, 44
Home m provement 14% 1505404 § 31540 i 1505404 § 3154 4 n
Toys & Hobbles % 1\1mEz § FES i 1TmEz § s Leisure & Convenience
Sporing Goods =% 1080 §  ZEE i 1mEEpIS § Z:E )
Food & Bewerane B% 738BT.268 4 16a4032 ) Tagera88 & 164403 Entertainment 18%
Carus/ 2| Down Ae siaranis o TIEMEE § 1S0mT i TIEMEE | 1E0AX
Lelcure & Enterbainment o - 4 - ) - - 17%
Leiure & Enkr iament = - - - - 5§ E
To#il Redll Expenditurec 100% 261,260,102 § 6,284,160 1083420867 § 22278018  1,314,888,858 § 27,644,081 |
|
- ‘ Food & Beverage

41168 41343
T#a

1\

* Square Feet

Comparison
58%

Retail Category

B covenence [ comparson [ Fooo s geverage [ Entertanment/ieisure [l Tota

Retail Floorspace © 654.000 sf
Opportunity ' ’




OurWork Methodology

Stage lll: Retail Development Strategy

Project Positioning Points of Difference = Retail Allocation Retail Phasing

[r=-oX = -f'
Iﬂ@f}

What is the ‘project positioning’ for the retail development?

What are the project’s points of difference?
How should the retail uses be allocated?

Should retail uses be phased over the development schedule?

Phase




Stage lll: Retail Development Strategy

Identify Project Pillars

What is the ‘project positioning” for the retail development?

Project Positioning -

Shopping Pillars

What Is the Vision and Core Project Elements?

“The intersection of life and community”

where lifestyles merge O Where the community is nourished . Where life is celebrated O Creativity is explored
ed . d

Community Shopping Experience
= Creating Community In on Points = Offering Value = Providing Platforms for Sharing Experiences
» Creating Convenience = Entertainment & Experiences for All Ages
+ Introducing Innovative New Offerings

c
]
2
i



Stage lll: Retail Development Strategy

How does the project appeal to its intended audience?

Defining how the project fits into
competitive landscape.

International Consumer Trer

Retall Evolution

Identifying the main pillars that will shape
the project’s offering. Is it experience, value,
convenience or a combination of these
factors?

Determining the underlining value
proposition.

s okt Creating a positioning philosophy that
>>> Target . appeals to the target audiences.

Demographics

Ynunn Fumhul (31 to 40 years)

a@l@ o

() office Protessionals

Youth (11 to 20 years)

¥ séo)




Stage lll: Retail Development Strategy

What are the project’s points of difference?

Retail Concepts eee

Open Space Concepts

= Outdoor Celebration Spots
* Corporate Events

®  Movie Premiers

" Auto Shows

®  Laser Light Shows

*® Electronics Plaza

= Bigsc CD Panels

= Eleczonic Night Shows

® Outdoor Concerts
® Celebrabon of Art & Culture
= Symbol hitecture

“Dynamic Event & Celebration Plaza”

fun entertaining excting digital ign presentation lights cmmay C€lebration
ng spot Premier nighiights Seoul aaion Plaza centra

imagination roof dOWNtOWN gather
ShOW apen changing heart dyNamicC Korean accessible

Retail Concepts eee

Automobile Forum & Cafe
* Interacove Experiences

= Luxury Automotive Brand Showease “Flagship Automotive Experience”

= Hip Social Scene
* ‘Red Carpet Launch Events®

modern titecn
flagship

. Thomas Consutants Inc.

Identifying market niches that the project
could satisfy.

Identifying the core attractions and offerings
that will create destination appeal.

Finding the latest groundbreaking
destination attractions being introduced
around the world.

Determining the attractions and amenities
that would appeal to the project’s target
audiences.

Identifying the target brands and price
points that best position the project to
serve target markets and create destination
appeal.



Stage lll: Retail Development Strategy

What are the relevant project benchmarks?

Middle Eastern Floorspace Breakdown by Merchandise Category

 Multi-Offer / Unisex / Complete Luxury
Comparison
W Women's Apparel & Accessories

South Coast Plaza _ NorthPark Forum Shops
osaMesa, G Dallas, Texas. Las Veges

‘High Street” g £ ’ 4 { East Asian Luxury )

Luxury Precincts > P Shopping Centres

‘Mohipapajpans |
»flilan

2.3 CEE Shopping Centre Case Studies

4) Aupark — Bratislava, Slovakia
Merchandise Layout & Positioning Srategy

Overall Layout & Format

urvilingar du
Rp———"

GLAv. GFA (Rent Yield v. GLA En‘ciencksb
g o Il a0citionid 1€,860 fr & tolal of 58,3000

rall ot 3 loors, faburieg 3 central

ags for

* Qs s fcoplte andes a potznt o betoen
porks Zme), &

Overall Tenant Mix Stratsgy

* Sliong Snfetsrmant loorsps:e SOTpITENt M EYEAMIKCT 0N
i cargeison brards

Merchandise Districting

N LY e moers
i feol 3l Wirg oo
& Foon& Coppaniur

cezonc 331 e
Brand Offering Piice Poi

* MIG-aREL ANChars Incluge: Tain
Ny (E 2ctrcnics) Colem Clab 7

Thomas Consutants inc. 20

 Men's Apparel & Accessories

Footwear

Handbags, Luggage & Accessories

 Jewelry & Specialty

= Cosmetics & Beauty

Home Furnishings, Accessories & Gifts

Sin -

Pany 4 Middle Eastern Floorspace Breakdown by Luxury Class
e

0

Upscale - Premium
PacificPaca

s W Luxury - Exclusive

2382288228188 2 82288228188

MOt | meis || Mens | Fooumx | M, | Jewyd Cosnetens  rome

Unisest ! Apperel pparel Luggage & Specialty EBeaudy Fumishings,
Comite Areamaties Acsestores hecessores, Aceassores
Cuary sons

2.1 Shopping Centre Case Study Overview

Shopping Centre Case Studies
Bencnmark Overview

Ehoaang Centre Sanchmark Tou ap

+ Tosante a cenpentve certe stthe St et
The Whkh S0t 90ty ot ke s s, arparatle case
shdies 13ve D3N anal@ae fiEe €acn ofne Tolaaing r2grs! classifications:

A Russsiis
B Gontral Baswn Burooe

2
2
3
&

o3 major as,
commuter ra.te ot ottty e
103 secondar o,
o Rekins scak ot pr
SugpInIe GLA
0 Relsiie prie aeirs, pioac maarg
et 36 wal 3 MaIke: pasMONING.

A oms of
at

chor enant

develogment

E [ —— 4

Acquiring useful lessons and
adapting proven approaches
from other successful retail
developments.

Identifying and applying the
latest development trends
from leading projects
around the world that are
appropriate and
transportable to the local
context.

Using benchmark data to
validate the retail concept.




Stage lll: Retail Development Strategy

How should the retail uses be physically allocated?

Floor by Floor MD Plan: | Level 2 (+6.0 m)

Retail Concept:

X N, B I @ v €553 A
B s e |
. ZARA we | 57 HE TOER
O B oS B |

North Wing Key Anchor T
H&M, Uniglo, Zara

Creating a retail districting and anchoring
plan to stimulate horizontal circulation.

Establish target brand clusters to
stimulate cross-shopping among
complimentary tenants with respect to
target market.

Distributing tenants in order to facilitate
exposure to a maximum amount of
storefronts in order to generate higher
rent yields.




Stage lll: Retail Development Strategy

Should retail uses be phased over the development schedule?

Developing an appropriate phasing plan

pased on on-site, local/regiona trade are:

9.3Land Use Bubble Diagram : o — - . . and VISItOF growth

Successfully integrating future phases to
sustain the project's momentum.

,,,,,,,

Phase IlI

Culture Garden Family Tree
Art & Culture Family Lifestyle

Public Plaza

Phase Ill

Culture Garden Family Tree
Art & Culture Family Lifestyle

Eco-Village

Everyday Sustenance



Stage lll: Retail Development Strategy

How should the retail programming unfold?

Translating the market
findings into a retail
layout plan.

After Dark / Central Court

After Dark

1st Floor

Creating a retail
districting and anchoring
. " W Speciaty Ratail Food & Baverage H H H
W Speciaty Retail B Food & Beverage o S U:;:Fmim 2 E::J:ﬂ:”;m"  Speciaty Retsi B Food & Beverage p I an to (0] ptl mize reta | |

Unisex Fashion Entertainment Unisex Fashion Entanainment Unisei<Fashion Entetainmert
performance.

Retail Districts
N Retail Layout & Merchandising Program

Establish a detailed unit-
by unit retail tenant mix

entral N3 Ground Level Floor Plan

After Dark

Court

1 Cinemas Entertanment 4046
o . 2 Staudcs Fovtmevesze 234 . H
¢ e m— plan that iaentities the
. 2 Purna Urbexration 28
. 5 Kison (from W afi Centre) UnisexFashion 121
. & Noveby it ety hets o8
. 7 Cinema Food/Concession Food/Baverage 168 . .
: 8 Calactabls/ors SpecatyRetal 135 (o) tl mal loca t lon of eac
Y 9 Movie Memorabita Store SpeciatyRetal 201
& 1 Thamad Mamerstia ey nets 10
N M Univerzal Studios Store Speciaky Retail 482
A 12 1ly Indoce Skyduing Entetanment 139 .

1 Johony Rockels FoodlBevaage 3 ret aller.

- * 14 Build-A-Bear Woekshop Speciaky Retail 104 .
15 Legoland SpeciabyRetail 330
o pcan Cuzine Fooiovesme 170
17 PF Chang's China Bistro. Food/Beverage 3%
18 Themed Family Buffet Food/Beverage 309
) . 1 The CofesBeanéi TeaLes  Fom =
Retail Floorspace Allocation S S =
21 Fogo de Chao Braziian Stedk 240
22 House of Blues Store. 120
2 Huuse o Blics St 751
23 Bubba Oump Shiimp Co. Food/Beverage 40
25 Seafood & Chop Houze FoodiBeverags 195
6.4% 25 Sunglass HUMW ateh Station  Speciaky Retall ®
Z Awda Speclaky Retall ked
28 Zoo Yok UnisexFashion 133
A U extastion 201
3 Logs ropmarors ety et 138
31 Hard Rock Café Food/Beverage 506
22 Nmoar cae Fostovaam 400
Unisex Fashion e e ey ne 13
Y 33.7%  mFood / Beverage 35 Abascrombia & Fiteh UriaxFastion 289
3 PaulCaté Food/Beverage 190
WSpedalty Retail 7 Benihana Japanese Food/Beverage 206
38 Apple Store ecialy Retail 2%
W Entertainment ' S&au ;cca:"yRMml 261
W Speciaty Retail M Food &Beverage 0 Rairforest Café FoodfBoverage 30
41 Emers New Orleans Kitchen  Food/Beverage 253

Cheesecske Factory Food/Beversge 395

Thomas Consultants Inc.

Unisex Fashion Entertainment

11.7%




Bridging The Gap Between Market Research & Physical Plan

Working With Architects to Execute the Vision

Translating the quantitative and qualitative analyses into a
workable retail layout plan.

Creating a hierarchy of retail functions on the plan that
maximizes the synergy between store formats and cross-
shopping opportunities.

Implementing a retail anchoring strategy that stimulates
horizontal and vertical customer circulation.

Clustering similar retail categories to create specific merchandise
districts.

Understanding the interface between retail and other on-site

uses to maximize the project’s synergy.
Fashion

Thinking locally, but acting globally when considering the U
appropriate tenant types for the project.

Recognizing international design trends and retail concepts that
could be utilized for the project.




Creating Value

The Proper Planning and Execution of A Retail Project
Creates Immense Value:

Retail is the civic heart of the project and its successful execution
makes a place more desirable destination.

Successful retail destinations become the focal point of their
communities, even cities.

The retail acts as an amenity to on-site office, residential and
hospitality uses. This is vital for instilling a sense of vitality and

activity throughout the project.

Retail often becomes the face of a project and thus ultimately
shapes the success of the whole development.

Doing retail right will increase premiums on all land uses.

= = = M. - iy g
ey — | g, Sy g
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Thomas Consultants Inc.
Suite 910 - 1111 Melville Street
Vancouver, BC V6E 3V6
Canada

Phone: + 1 604 687 2110
Fax: + 1 604 688 1788

Web: www.thomasconsultants.ca
Email: tci@thomasconsultants.ca
FTP: thomasconsultants.sharefile.com



