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Majid Al Ghurair, Chairman, MECSC

The twentieth anniversary of the Middle East Council of Shopping Centres is
asignificant milestone for our organization. Having been the Chairman of the
MECSC for many years, lam thrilled to see this elegant publication chart the
history of the retail business in the region from its humble beginnings to the
sophisticated leisure, entertainment and shopping centres of today.

lam particularly pleased to be a part of the retail industry in the UAE and
forusatthe MECSC to be able to contribute in our own way through this book
tothe vision of His Highness Sheikh Mohammed bin Rashid Al Maktoum.

The efforts of the MECSC team and the Motivate team to create this
wonderful book and tell our story are truly appreciated. - p ol &

Emomma [

Rashid Doleh, President, MECSC

The team at the MECSC has worked hard with the Motivate team to create this
photographic masterpiece of history in the region. The historical photos from
around the MENA region bring back memories from a different era, which was
really not solongago. Our members have also contributed many wonderful
photographs from their archives and we are truly pleased with the result.

We want this book to be a lasting reminder of the industry’s accomplish-

s f ments. Itis fitting that we celebrate the twentieth anniversary of the Middle East
L \ Council of Shopping Centres with this book. The progress within the region
| for creatingworld-class shopping centres has been second to none. We have

many terrific examples of world-class shopping centres existing today and many
more on the drawing boards and under construction in the MENA region.

I know you will enjoy having this book as amemento of our industry and
asahistorical document so future generations can look back with pride.

Michael Kercheval, Robert F. Welanetz,
President/Chief Executive Officer, ICSC ICSC’s Board of Trustees Chairman
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Foreword

Foraslongas|canremember, | have been passionate about everything to do with
retail. Heading up the MECSC and enjoying asmall role in assembling this book, it is
my honour to penthe foreword to this photographic history of retail in the MENA
region. Retail is my great love and this region is close to my heart, so itisagreat
pleasure for metointroduce readers to this world of ours.

The MENA region is known for many spectacular things: culture, languages,
changinglandscapes, style, art, beauty, food, relaxation, sunshine and people,
to mention onlyafew of the joys. The rise and refinement of retail over the past
twenty plus years in the region is nothing short of amazing.

The sophistication of retail in our region now has advanced beyond any com-
parison globally. This book Souks to Malls: Retail Evolution in the Gulf showcases
aphotographic and historical perspective on retail from the most rudimentary
beginnings to the refined and elegant trappings of the leading shopping centres
here today.

When shopping experiences extend into the global market by championing their
places of origin, they accomplish two things - they perpetuate their own culture
andthey celebrate everyone else’s. Nowhere else in the world has this phenomenal
growth been more favourably viewed and enjoyed than here in the MENA region.

From Morocco to Mecca, Dubai to Damascus, Tehran to Taif and all places in
between, the MENA region is home to the most diverse range of retail on earth.

To celebrate the twentieth anniversary of the Middle East Council of Shopping
Centres, our team has assembled this remarkable showcase of historical photos
and the most stunning, up-to-date retail offerings and shops.

Without the generous support of our members who have freely given their
time to source and send along photographs, this book would not have been pos-
sible. Iwant to thank everyone who has taken the time to forward these wonderful
photos and comments for our book to our team.

For the tireless efforts of the Motivate team, assemblingand marshalling us
through the timelines, great ideas and not-so-great ideas, we thank you profoundly
foryour contribution to the book.

Lastly our leadership and financial support fromthe ICSC office in New York
has beeninstrumental in the creation of this book. We thank the team from ICSC
inNew York for their vision and support throughout this initiative.

I truly hope that you enjoy this book as much as we enjoyed bringing it to life!
Thankyou,

DAVID MACADAM
CEO,MECSC
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Introduction

The future of global retail growth in the Middle East and North Africa (MENA)
looks promising and it isamong the fastest growing regions for retail. The
retail sectorsinthese countries are evolving at differing rates, with avery
well developed and two-tier retail landscape in the Gulf countries, in relation
to other regional countries. The 2012 Euromonitor report forecasts that

the UAE willalmost double its retail growth to record the best performance
in 2014 - with Dubai retaining its lead as the most mature market. The UAE
will continue to attract foreign investment and interest because of a strong
economy, stable political environment and reputation as atrade and financial
hubinthe Arab world. Saudi Arabiaand Algeriaare also expected to show
encouraging performance due to high oil prices and consistent consumer
demand. Tunisia, Libya, Syriaand Egypt may struggle because of an uncertain
political future and weak tourism demand.

The economic challenges of the past few years have changed the landscape
of the retail market in the MENA region, with a positive outlook onits future:
underperforming centres are being turned around by tappinginto new
trendsand the older malls are being given afacelift in order to appeal to the
target audience. Allinall, the MENA countries will continue to drive the retail
landscape due to strong demand from high net worth individuals,an increase
in disposable incomes, organic growth and continued modernization of the
retail landscape. The Middle East is following much the same development as
the retail sector has experienced in Europe since the mid-1970s. Organized
brand retailers and large retail formats at the one end and high-streetat the
other end of the spectrum are increasing their market share.

Souks to Malls: Retail Evolution in the Gulf offers a historical overview
of the tremendous transformation of the retail market across the MENA
region, particularly inthe Gulf,in the last few decades. Offeringan insight into
theretailingindustry, the book highlights the diversified development of the
retail landscape across the region based on consumer shopping patternsand
emerging trends. The evolution lineis traced through a pictorial tour of the
development from traditional souks and small,independent stores through
to ultramodern shopping centres. Many of the leading companies and
brandsareidentified, illustrating how the market is set to change, the criteria
forsuccess, the future growth opportunities, the evolving market trends and
consumer needs, as well as the strategies used in countries of Middle East
and North Africa.

ABOUT MECSC

The Middle East Council of Shopping Centres (MECSC) is
the regional trade body representing the Shopping Centre
Industry in the Middle East. The council is governed by a
board of directors and assisted by regional representatives.

The mission of MECSC s to provide an effective forum
for the exchange of ideas and knowledge sharingand to
be afacilitator to the development of the shopping centre
industry in the Middle East.

Establishedin 1994, MECSC has grown over the years
and hasastrongand closely connected member base of
over 8ooindustry professionals from all over the Middle
East representing shopping mall owners, developers,
marketing managers, leasing managers and specialists,
retailers, consultants, property managers, financiers,
accountants, government officials and industry suppliers.
Affiliated to the New York based International Council
of Shopping Centres (www.icsc.org), MECSC provides
its members with unparalleled local and international
business contacts and support through its network of
international affiliates. The mission of MECSCiis to facilitate
retail business and raise the personal profile of its members.

The MECSC territory covers the following countries:
Algeria, Bahrain, Egypt, Iran, Irag, Jordan, Kuwait, Lebanon,
Libya, Morocco, Oman, Palestine, Qatar, Saudi Arabia,
Syria, Tunisia, United Arab Emirates and Yemen.

For more information, visit www.mecsc.org

ABOUT ICSC

Foundedin1957,ICSCis the premier global trade
association of the shopping centre industry. It has more
than70,000 members in over 100 countries, including
shopping centre owners, developers, managers, marketing
specialists, investors, retailers and brokers, as well as
academics and public officials. As the global industry

trade association, ICSC links with more than twenty-five
national and regional shopping centre councils throughout
the world. For more information, visit www.icsc.org




MAP OF THE SHOPPING CENTRES AND MALLS
IN THE COUNTRIES OF THE MENA REGION

The term MENA (Middle East and North Africa) covers a huge area from Morocco on the
Atlantic to Oman on the Indian Ocean. It has no standardized definition and the countries
and territories commonly encompassed are: Bahrain, Egypt, Iran, Irag, Jordan, Kuwait,
Lebanon, Yemen, United Arab Emirates, Libya, Morocco, Oman, Palestine, Qatar, Saudi

Arabia, Syria, Tunisiaand Algeria.
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MOROCCO

AGADIR: Founty Shopping Mall
CASABLANCA: Anfaplace Shopping
Center, Carrefour Sidi Maarouf
Shopping Mall,Morocco Mall

FES: Borj FEZ Mall

MARRAKECH: Almazar Mall
RABAT: Mega Mall

TANGIER: Socco Alto Mall,

Tangier’s Ibn Battuta Mall

SAUDI ARABIA

ABHA: Aseer Mall, AlOthaim Mall - Arar
BURAIDAH: Al Othaim Mall - Buraidah
DAMMAM: Al Othaim Mall - Dammam,
Awal Plaza, Dammam Mall, Dareen Mall,
Life Park Mall, Oasis Center
DHAHRAN: Amwaj Mall, Mall

of Dhahran

EHSA: Al Othaim Mall - AlEhsa

HAFR EL BATEN: Al Othaim
Mall - Hafr El Baten

HAIL: Al Othaim Mall - Hall,

Samah Center

HOFUF: Al Ahsa Mall

JEDDAH: Al Mahmal Center, Al Salaam
Mall, Al Yasmin Mall, Alandalus Mall, Aziz
Mall, Haifaa Mall, Jamea Plaza, Mall of
Arabia, Mooj Mall, Panorama Jeddah,
Red Sea Mall,Roshan Mall

JIZAN: Al Rashid Mall Jizan,

Azzan Mall,KadiMall

JUBAIL: Huwailat Center, Jubail Mall
MADINA: Al Manar Mall, AINoor Mall,
Aliat Mall

MECCA: Abraj Al Bait Shopping Center,
Jabal Omar Mall (SI), Makkah Mall,
Sharaee Mall

ONAIZAH: Al Othaim Mall

QASSIM: Nakheel Mall

RIYADH: AlHamraMall, AlMalaz
Mall, Al Mamlaka Mall, Al Nakheel Mall,
Al Othaim Mall - Khurais, Al Othaim

Mall - Rabwa, Al Qasr Mall, AlReem Mall,
AlYarmook Center, Alia Plaza, Azizia Malll,
Granada Center, Hayat Mall, Khurais Mall,
Localizer Mall, Mall of Arabia, Panorama
Mall, Rimal Center, Riyadh Avenue Mall,
Sahafa Center, Sahara Plaza, Salaam Mall,
Salboukh Mall, Tala Mall, Telal Center
TABUK: Tabuk Mall

TAE’F: Hawiya Mall, Joury Mall
YANBU: Dana Mall

’ 51-70

MORROCO

LIBYA

BENGHAZI: Forum BenghaziLake
TRIPOLI: CascadaMall - North,
Al'Waha, Forum Andalus, Forum OYIA

EGYPT

ALEXANDRIA: Alexandria Casino Al Shatby,
Alexandria San Stefano Mall, Alexandria City
Centre, City Light Mall, Orouba Mall Alexandria,
Assyut, Assyut City Center

CAIRO: 6th of October, AlRehab City Gate,
AlRehab Mall1, AlRehab Mall 2, AlRehab New
Souk, Al Rehab Open Food Court, Arkadia

Mall, Barwa New Cairo (inactive),Beymen
Cairo, Cairo Festival City Mall, Citadel Plaza,
Citystars Stars Centre, Dolphin Land Shopping
Mall, Downtown Katameya, Emaar Square,
Emerald Empire Mall, Grand Plaza Mall
Mohandseen, Katamya Square, Kids Mall,
Maadi City Centre, Madinaty Arabesque Mall,
Madinaty City Boulevard, Madinaty Mega Mall,
Madinaty South Service District Center,Mall

of Arabia, Mall of Egypt, Mansoura Plaza, Maxim
Shopping Mall, Meeting Point New Cairo,

Megabite Plaza, Mivida Down Town,
Porto Cairo, Porto New Cairo, Rehab
TropicanaMall,Sun City Mall, The
District, The First Mall, Tiba Outlet Mall
EL KALYOBYA: E| Abed Mall

GIZA: LaCite Shopping Mall,
Majarrah Business Complex/Mall, Park
Avenue, Porto October, West Park
Community Mall

HURGHADA: Old Town Sahl Hasheesh
MANSOURA: Al Gam3aPlaza,
Mansoura Downtown, The Outlet Al
Mansoura

MATROUH: Golf Porto Marina,

Porto Marina

MONTAZA: Florence Mall Alexandria
SHARM EL SHEIKH: Porto

Sharm El Sheikh

SUEZ: Porto Sokhna

ALGERIA

ALGIERS: Ardis Medina Center, Ardis
Oran,Bab Ezzouar Leisure & Shopping
Center,Centre Commercial & de Loisirs
de Bab Ezzouar

ORAN: Es SeniaCommercial Center

TUNISIA

TUNIS: Central Park, Park Avenue

TUNISIA

o

IRAQ

BAGHDAD: Baghdad Gate,
Baghdad Mall

ERBIL: Family Mall, Majidi Mall, Mane
Mall,Mega Mall, Sofy Mall, Tablo Mall
KIRKUK: Kirkuk Malland 5 Star Hotel

LEBANON

BEIRUT: ABC Achrafieh Mall, Beirut
City Centre, Beirut Souks, Citymall,
Dunes Center, Le Mall Sin EI Fil,

The Spot Tayouneh
CHOUEIFAT: The Spot Choueifat,
Cascada Mall Bekaa Chtaura - Taanayel
METN: Centerfalls - Designer Outlet
Resort, Metn - Dbayeh, Le Mall- Dbayeh
NABAT IYEH: The Spot Nabatiyeh
SAIDA: | e Mall-Saida, Saida Mall



LEBANON
PALESTINE

KUWAIT

HAWALLY: The Promenade
KUWAIT CITY: Souq AlKout, Yaal Mall
SAFAT: 360 Mall, Ajial Mall, Al Bahar
Center, Al Bustan Centre, Al Fanar

Mall, AlHamra Tower, Arraya Centre,
SaharaMall & Restaurant Village, Salhia
Complex, Souq Sharg Waterfront,

The Avenues

SALMIYA: Boulevard, Marina Mall,
Olympia Mall

IRAN

ISFAHAN: Isfahan City Centre
KISH ISLAND: Kish Trade Centre,
Venus Mall, Zeytoon Mall
SHIRAZ: Fars Shopping Complex
TEHRAN: Tehran Mega Mall,
Sattarkhan Great Mall

OMAN

MUSCAT: Bareeq Al Shatti, Gallery
Muscat, Markaz Al Bahja, Muscat City
Centre, Muscat Grand Mall, Qurum City
Centre, RuwiPlaza, The Avenues Mall,
The Walk, Zakher Mall

MUTTRAH: Al Araimi Complex
SALALAH: Salalah Gardens Mall
SOHAR: Safeer Mall Sohar

SYRIA

ALEPPO: Al Mounchieh City Center,
ShahbaMall, Tarek Bin Ziad Mall
DAMASCUS: Al Dyafah Mall, Cham City
Center,Concorde, Damascus Boulevard,
Damasquino Mall, Khams Shamat Mall,
Kiwan Mall, SkiLand Mall, Town Center,
Trans Mall, Yafour Gardens Plaza
HOMS: Romada Mall

SAUDI ARABIA

YEMEN

ADEN: Aden Mall

SANA’A: Metro Mall, Sana’a Trade
Centre, Yemen Malll

JORDAN

AMMAN: Abdali Mall, Al Baraka Mall,
Agaba City Center Shopping Mall, City
Mall, Cozmo Centre, Mecca Mall, Royal
Towers, Samarah Mall, TAJ Lifestyle
Center, The Boulevard, The Galleria,
ZaraCentre

AQABA: Souk Saraya Agaba

IRBID: Arabella Mall

QATAR

AL KHOR: AlKhor Mall

DOHA: City Center Doha, Doha Festival
City, Doha Mall, Ezdan Mall, Hyatt Plaza
Shopping Mall, Jawharat - Al Waab City,
Joud Mall, Lagoona Mall, Mall of Qatar,
Marina Mall, Mirgab Mall,North Gate Mall
and Mixed Use Development, Royal Plaza,
The Centre Shopping Mall, The Gate
Mall, The Pearl Qatar - Retail Precinct,
Twar Mall, Wakra Mall, Wukair Mall

BAHRAIN

AALIL: Ramli Mall

BUDAIYA: Country Mall

ISA TOWN: [sa Town Mall
MANAMA: Al Aali Shopping Complex,
AlHayat Shopping Centre, Bahrain
City Centre, GOSI Shopping Complex,
Moda Mall, Seef Mall, The Bahrain Malll,
The Lagoon, Yateem Centre
Muharrag, Muharraq Seef Mall
RIFFA: AlEnma Mall

UAE

ABU DHABI: Abu DhabiMall,
AlBandar, Al Bateen Park, Al Falah
Mall, AlFalah Village Centres,
AlMuneeraBeach Plaza, Al Raha Mall,
AlWahda Mall, Al Zeina, Avenue at
Etihad Towers, Bawabat Al Sharq
Shopping Center,BOUTIK Al Ghadeer,
BOUTIK AlRayyana, BOUTIK Gate,
BOUTIK Sun & Sky, Dalma Mall,
Deerfields Town Square, Eastern
Mangroves Promenade, Gardens
Plaza, Khalidiyah Mall, Madinat Zayed
Shopping Centre, Gold Centre &

New Extension, Marina Mall- Abu
Dhabi, Mazyad Mall, Mina Center,
Mushrif Mall, Safeer Center Mussafah,
Sowwah Central, The Collection, The
District, The Galleria on Al Maryah
Island, The Mallat World Trade Center,
The Reem Mall, The Souk at World
Trade Center Abu Dhabi, Yas Mall
AJMAN: Ajman City Centre, China
Mall, Dana Mall, Safeer Mall - Ajman
AL AIN: Al Ain Mall, Al Foah
Mall, Al Jimi Mall, Bararai Outlet
Mall,Bawadi Mall, BOUTIK Al Ain,
Wahat Hili Mall

DUBAI: Al Bustan Centre,

Al Ghazal Mall, Al Ghurair Centre,
AlHanaa Centre, AlKhaleej Centre,
AlMulla Plaza, Arabian Center, Arabian
Ranches Community Centre, Arena
Mall-Dubai Sports City, Barsha Mall,
Bay Avenue at Business Bay, Bin
Sougat Centre, Boulevardat Jumeirah
Emirates Towers, BurJuman, Canal
Promenade Retail - Dubai Sports City,
Century Mall Dubai, Citywalk, Deira
City Centre, Dubai Festival City Mall,
Dubai Marina Mall, Dubai Outlet Mall,
Dubai Pearl Mall & Retail District, Dune
Centre, Etihad Mall, Gold & Diamond
Park, Grand Al Khail Mall, Grand City
Mall, Grand Mini Mall, Grand Shopping
Mall, Green Community Motor City,
Hamarain Centre, Jumeirah Plaza,
Lamcy Plaza, Madina Mall, Mall of
Arabia, Mall of the Emirates, Marina
Walk, Meadows Community Centre,
Mercato Mall, Mirdif City Centre, Oasis
Centre, Palm Strip Shopping Mall, Reef
Mall, Souk Al Bahar, Souk Al Manzil,
Souk Madinat Jumeirah, Sunset
Shopping Mall, The Beach, The Beach
Centre, The DubaiMall, The Greens
Community Centre, The Market,

The Springs Community Centre,

The Town Centre, The Village Mall,
The Walkat JBR, Times Square Center,
Town Centre Jumeirah, Twin Towers
Shopping Mall, Uptown Mirdiff Mall,
Uptown Motor City, Wafi Mall
FUJAIRAH: Fujairah City Centre,
Century Mall Fujairah, Fujairah

Mall, LuLu Mall

RAS AL KHAIMAH: Al Hamra Mall,
RAK Mall, Safeer Mall - Ras Al Khaimah
RUWAIS TOWN: Ruwais Mall
SHARJAH: Al Arab Mall, Al Majaz
Waterfront, Al Qasba, Matajer
AlJuraina, Matajer Al Khan, Matajer
AlMirgab, Matajer AlQuoz, Mega
Mall, My City Centre Nasseriya, Safeer
Mall-Sharjah, Sahara Centre, Sharjah
City Centre, Sharjah Shopping Centre
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j Traders
=* and Retailers

The MENA region has a wealth of family-owned
businesses, active in various sectors, the most popular
being retail and trading. Most of the leading retail
companiesin the regionare privately-owned, family-run
businesses which control the retail sectorinthe region
through franchise partnerships and joint ventures with
global companies. Global retailers are steadily targeting
the countries of the MENA region for their status as
international development hubs. These companies
adopta country-tailored retail strategy to support brand
development. The MENA markets often seealarge
number of highly-fragmented small and independent
retail stores side by side with the modern trade model
of the many new malls that are mushroomingin the
region - particularlyin GCC countries. The expansion
of retail space in the regionand the construction of new
malls offer a breakthrough opportunity for both national
andinternational retailers to increase their presence
and depthintheregion.

Some of the local traders that became retailers and
agents - such as Jashanmal, Salam, Khimji Ramdas,
Blue Saloon, Grand Stores, Capital Stores and Paris
Gallery - continue to be primarily local traders and to

promote their own retail brand. Others were retailers
from the start: ABC Dept Store, Chalhoub, Sawani,
Rubaiyat, Jawad, Alhokair, Giordano, Apparel, Alshaya.
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From the time of souks, the first form of retail, the retail landscape has colossally
diversified, with its various segments projecting steady growth in the years to come.
Supermarket and hypermarket sales in the GCC are expected to reach
US $59 billionin 2016, growing at an annual average rate of 10.5% from 2011-16.
Large supermarkets/hypermarkets in the GCC are gradually venturing into private
label retailing as they shift focus toward profit growth.
Food retail sales are anticipated to expand at a CAGR of 8.8% from 2011-16
due to an expected rise in demand for high-value and healthier food products.
Non-food retail sales are likely to grow at an annual average growth rate of 6.6%.
Duty-free and travel-related retail sales in the Middle East have been forecast to
increase from US $3.2 billionin 2011 to US $5.6 billion in 2016. The growth is driven
by the expectedincrease in passenger traffic at Abu Dhabiand Qatar airports, the
opening of the Dubai World Central Airport — Al Maktoum International -and the
continued expansion of the Dubai International Airport.
The personal luxury goods segment in the Middle East is expected to grow
ata CAGR of 8.2% from 2011-16 to reach $11.8 billion in sales.
Growthinthe online retail segment is supported by agrowing number
of internet usersinthe GCC.
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Zanket el settat, Alexandria

2 19622 §g1u
Souk, Dubai, 1962
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The Jashanmal Group was established by Rao Sahib Jashanmalin 1919 with its first

general storein Basra, Irag. Beginning solely as a retailer, Jashanmal evolved to specialize
in the wholesale distribution of consumer products. Currently headquartered in Dubai,
with offices in Abu Dhabi, Kuwait, Bahrain, Oman, Qatar and India, the Group isawholesale
distributor of consumer goods and services in the Gulf region. It has a retail network of
over 150 stores, including department stores, bookstores, apparel boutiques, footwear
outlets and travel retail concessions. The Group also represents various global retail
franchisesinthe regionandisan equity partner inanumber of regional joint ventures.



1 2Jg0 3 Jleddbl jaio
Jashanmal Department Store, The Dubai Mall, Dubai
21966 g AN i Ul Jlodibla jaio (8 guijUs
Clarks, Jashanmal Main Shop, Kuwait City, 1966
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Fish Market, Dubai, 1962
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The Family Business

Some of the most successful retail companies in the MENA
region are family businesses. With most of them established
inthe 1950s, the past few decades have seen some of these
families gain international recognition. Some have become
involved in trading, financial services, real estate and
construction. Prominent examples include The Al Kharafi
family from Kuwait, owners of The Kharafi Group,and the
Dubai-based Al Futtaim families.

Before the 1940s local economies were largely dependent
on commerce and relied on souk trading and haggling. Most
family businessesin Kuwait, the UAE and Bahrain beganas
small-scale food and textile traders on the commerce route
between the East and the Middle East. In Saudi Arabia, after
oil was discovered, family business startups became more
diverse, particularly in the constructionand financial sectors;
even more so fromthe 1970s, with family business startups
spanning various economic sectors with afocus on retail.

The family businesses in the MENA region have grown
rapidly thanks to their strong entrepreneurial spiritand
exceptional leadership. Strong political and business
relationshipsin the region have also proved advantageous
wheninvestingin neighbouring developing economies.
Ready access to capital, labour and regional regulations
that require that the majority shareholder for international
companies enteringthe MENA market be alocal partner,
were important factors that allowed these family businesses
to become successful. Long-term success, it has been argued,
is ensured by a crucial step: creatinga formal governance
structure to oversee both family and business activities.
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The Abu Issa Family started small-scale retail operations in 1957. Today, Abu Issa Holding
is one of Qatar’s most diversified and progressive conglomerates, operating market-
leading companies in various sectors including retail, distribution, telecommunications,
IT, energy and engineering, investments and real estate. It now has more than 120 stores
with over 2,000 employees. The company has also created unique retail concept stores
such as Blue Salon (established in 1981) and Highland, and has partnered with and offered
consultation services to large multinational companies seeking to promote business in
Qatar, as well as forging strategic alliances with established names in the retail industry
suchas Paris Gallery and Alshaya Trading.
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Beginningin 1999 with the opening of Nine West in Lamcy Plaza in Dubai, The Apparel Group
has grown to over 950 stores in 2014. Now a global fashion and lifestyle conglomerate with
headquarters in Dubai, The Apparel Group employs over 8,500 multicultural members of
staff in twelve countries across four continents, and includes notable brands such as Aldo,
Nine West, Tommy Hilfiger, Charles & Keith, Skechers and Tim Hortons, along with forty-
sixmore brands. The rapid growth of this company, along with the dynamic business and
leadership skills of the Chairman Nilesh Ved, ranks The Apparel Group as aleading retailer
inthe MENA region. The Apparel Group is poised to open 1,200 stores by the year 2015 with
its motto of ‘Delivering 100% Customer Service’.
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The Al Fahim family are the founders and owners of Paris Gallery Group of Companies, a
subsidiary of Al Fahim Holdings that manages the retail operations of home-grown brands
suchas Paris Gallery and Watch Gallery, and the franchises of international brands such

as Burberry, Cartier, Ferrariand Sergio Rossi in select Gulf markets. The Group’s network
of retail stores and distribution channels throughout the UAE and GCC countries offers
over 450 international brands of fragrances, cosmetics, watches, eyewear, accessories
and fashionapparel. The Al Fahim family started the business over forty years ago. Based
in Sharjah, UAE, today it has operations across several markets in the Middle East.
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Paris Gallery, Dubai Festival City, Dubai
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Watch Gallery, The Dubai Mall, Dubai
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ABDULAZIZ AL GHURAIR Original
MECSC founding member. Chairman
of Mashreq Bank. Owner of Al Ghurair
Shopping Centrein Deira.
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ABDULLAH AL FAHIM Founder

of the luxury brand, Paris Gallery.
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ADNAN HEGRAT
Retail professionalin the
region since 1990.

T il
GHOYlg (2 8 Jgs tisg ko Ayl
ALI HASSAN Longtime retail expert
and manager in Dubaiand Abu Dhabi.
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ALLAN DRUCE Creative
Leasing genius previously with
Al Hokair in Saudi Arabia.
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ARCH RASHID AL RASHID Local
architect who designed the first early

modern mall (Al Khobar, Saudi Arabia).

MAJOR FIGURES IN THE EVOLUTION
OF THE MENA RETAIL MARKET
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ASSILAH AL HARTHY CEO of
AlHarthy Corporation,Oman.
The first womanappointedasa
member of the local Chamber of
Commerceinthe Arabworld.
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DON BRADLEY Retail
veteranin Bahrain.
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EISA ADAM General Manager
of AlGhurair centre and BurJuman
shopping centre, Dubai.
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FAWAZ AL HOKAIR Owner
of thirteen dominant shopping
centres and one of the largest

retailersin Saudi Arabia.
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HASSAN SHARBATLY Owner

of the largest shopping centre
in Egypt, Citystars.
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ISSA ABU ISSA Owner of the
dominant retailer group in Qatar.
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JAMIL SULTAN Owner
and developer of waterfront
Sharg Souk in Kuwait.
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JAMIL SULTAN AL ESSA Owner
of NREC, alarge integrated retail
development company with
holdings in Kuwaitand many
locationsin the MENA region.
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JOHN RIORDAN Longtime ICSC
veteran. Founder of John Riordan
School of Shopping Centres with
large impactinthe MENA region.
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KAMAL OSMAN JAMJOON
Owner of many popular retail self-
created brands inthe MENA region
including Mikyajy, Nayomiand ELC.
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MAHER AL SHAER Longtime
supporter of MECSC. Senior
executive with MAF and Retaj
Holding Company in Bahrain.
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MAJID AL FUTTAIM Owner of the
City Centre Malls. Owner of Carrefour.
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MAJID AL GHURAIR MECSC
Chairman for over twenty years.
Owner of BurJuman Shopping Centre.
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MARZOUK AL KHARAFI
Chairman of the Kuwaiti-based food
and beverage company Americana
Group (Kuwait Food Company) with
one of largest and most successful
food brandsinthe MENA region.
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MICHEL ABCHEE Lebanese
retailer and major developer
holding the rights to ABC Mall.
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MIKE DAVIDSON Long-time
retail expertand managerin
Dubaiand Abu Dhabi.
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MOHAMMED ALABBAR Original
MECSC member. Chairman of Emaar.
Senioraide to Dubai’s Ruler.
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MOHAMMED ALAWIICSC
International Trustee for region.
CEO of Red Sea Mall, Jeddah.
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MOHAMMED ALSHAYA
Kuwaiti owner of the Alshaya

Group,adominant retail
forceinthe MENA region.
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MOHAMMED AL GERGAWI

Created original legal licensing
of MECSCinthe UAE.
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MUTAHAR GHAMDAN
Yemen’s first shopping centre
professional. General Manager

of Sana’a Trade Centre.
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NADA AL ATEEGI General
Manager of the Kingdom Centre
and one of the most powerful
businesswomen in Saudi Arabia.
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OMAR AND ABDULLA
AL FUTTAIM Owners of the Festival
City Shopping Centres. One of the

largest retailers in the MENA region with
brands suchas IKEA, Marks & Spencer,

Toyota, Lexus, Honda, Dodge, Volvo.
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PETER ARBUCKLE Original
development team member of
Deira City Centre, Dubai.
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PHIL MCARTHUR Leasingand
development expert. Citystars
Cairoand MENA region.
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RAMESH PRABHAKER Early
home-grown retailer. Creatorand
founder of the Rivoli Group.
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RASHID DOLEH Leasing
professional, MAF. CEO, Emaar Malls.
CEO, Meraas. Founder and partner
of MSquared Consulting.
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SALIM RAMIA Grand Cinemas
founder. Gulf Films owner.
Dominant entertainment genius.
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SATISH KHANNA First Manager
of Al Ghurair Centre. Innovative
leasingand merchandising expert for
Al Ghurair,achieving 100% occupancy.
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SHAVAK SRIVASTAVA

Senior executive and developer
of 360 Mallin Kuwait.
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SIMON WILCOCK CEO, Arabian
Centres Saudi Arabia. Oversaw the
huge growth of the company.
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STEVE SELL Leasingand Marketing
guru for early Deira City Centre, Dubai.
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WALTER KLEINSCHMIT Longtime

retail professional. Started in Oman and
worked in Saudi Arabiaand the region.
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WASSIM ARABI Secondin
command at Alshaya, he witnessed
the huge growth of the company.
Headquartered in Kuwait.
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FRANCHISES AND
LOCAL PARTNERSHIPS
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Many global retail chains enter the MENA market by establishingjoint ventures
orfranchise agreements with local business groups. This strategy is effective as it
allows the chains to utilize local expertise with a lower risk set and limited capital
investments, taking advantage of quick government approvals and short lead times.

Having started afew years ago with Bhs and Mothercare, today’s new retail
concepts and the choice of superior malls has attracted major European and
US brands to the MENA market. In the past few years many have gained astrong
foothold, including Géant, Prada, Victoria’s Secret and The Cheesecake Factory.
Al Futtaim, Alshaya, Al Tayer, Chalhoub, Landmark and Rivoliare major business
groups with exclusive franchise rights in the MENA region.

Brands such as Nike, Gap, Nine West, ALDO and Toys’R’Us are becoming more
prominent in the MENA region. Typically managed by privately-held companies
operatingas regional franchisees of the brand owners, this proliferation of
mid-market brands has contributed substantially to the expansion of the
MENA retail market.

Dubai has one of the highest number of international franchises and brands,
second only to London. The franchise industry in the region is worth over
$30 billion today, and is growing at a CAGR of approximately 27% annually.
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Tim Hortons, Dubai
2199388 )Ll yuluu jaio Jof
The first Splash store, Sharjah, 1993
31990 (2. jlo gub jaio
Shoe Mart, Dubai, 1990
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Originatingin Lebanon in 1974, Patchi
grew quickly with massive success inthe
Gulf region,and now has presence in
twenty-eight countries. Luxury retailers
Harrods joined forces with Patchito create
the most expensive box of chocolates
available. The brandis also famous in the
online retail world in North America.
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FadiMalas started with asingle Just
Falafel outletin 2007 in Abu Dhabi; it

has now grown toaglobal brand in over
eighteen countries, with 700 restaurants
inthe pipeline. Franchising has fuelled

its growth throughout the regionand
beyondtothe UK.
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Foundedin1973,the Landmark Groupiis
headquartered in Dubai with over twenty-
five home-grown brands including Baby
Shop, Splash, Centrepoint, Shoemart,
Iconic and Max. Growth continues ata
rapid pace with over 50,000 employees
operatingin 1,791 outlets worldwide.
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Home-grown in Dubai startingin1997,
this family business has numerous shops
inthe Gulf region, Egypt and the Indian
subcontinent. Combiningmodernand
rustic designs in their home furnishings,
Marina Home is now launchingafranchise
programme to further expand globally.
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Bateel was created as abrand to showcase
and sell high-quality Saudidatesinan
elegant retail setting. Growth since the early
2000s has been phenomenal with locations
inthirteen countries and a hugely successful
flagship location on Bond Street, London.
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The UAE operations of Carrefour are owned
and operated by Majid Al Futtaim. The first
Carrefour in Dubaiwas launched in1995;
these food anchorsare now presentin
many locations in the Gulf region, with sales
ranked to be among the highest in the world.
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The MENA region continues to be a major destination fora

wide range of luxury brands. Expansionin this region in turn feeds
the sustained growth of the global luxury market by offering
exciting growth possibilities for the key players in the industry.
Dior, The Dubai Mall, Dubai
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The Chalhoub Group is the leading partner for luxury across the Middle East since 1955. Asan
expertin retail, distribution and marketing services based in Dubai, the group has become
amajor player inthe fashion, beauty and gift sectors regionally. With a growing workforce

of more than 11,000 people across fourteen countries, as well as the operation of over
600 retail outlets, the group’s success is attributed to its most valued asset of highly skilled
and dedicated teams. Professionalism and passion are what fuel the Chalhoub Group’s
competitive edge in today’s market.
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Level Shoe District, The Dubai Mall, Dubai
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Tanagra, The Avenues Mall, Kuwait City
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Luxury Retail

Inthe past, not allinternational luxury brands were available
inall countries of the MENA region; today most of the major
brands have several branchesinacity. Economic growthis
the driving factor inthe luxury retail sector, especially in the
GCC. Consumer appetite for luxury goods and servicesisona
steady uptrend, tapping the GCC’s affluent consumers. Dubai,
Abu Dhabi, Kuwait City and Doha are the key markets for the
luxury segment; Beirutand Istanbulare home to asizeable
number of wealthy and aspirational shoppers. Luxury brands
have forged new alliances with some of the most successful
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retailersin the region, such as AlHabtoor, Al Futtaim,
Jashanmal, Darwish Holdings, Ahmed Seddiqi &Sonsand
Damas. At the same time, higher consumer purchasing power
has led locally established firms to diversify their operations
and to increasingly supplement the market with luxury

brand offerings.

Qatari consumers have emerged as the most prolific
buyers of luxury goods. Dubaiis rated as the favourite retail
destination for buying branded luxury goods by tourists
from numerous countries and regions including Russia,
Japan, Europe and India. Saudi Arabia is a very sought-after
destination for international retailers. Kuwait is also a
favourable environment for the proliferation of luxury retail
brands. In Bahrainand Oman thereis anincreasing appetite
for luxury goods, but the market is significantly smaller in
sizeand lower personalincome levels restrict expenditure.
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Saks Fifth Avenue, Kingdom Centre, Riyadh
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Dior, Downtown Beirut,2009
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Cartier, Avenue at Etihad Towers, Abu Dhabi
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THE PRESTIGE MARKET: LUXURY CARS

JUA dajlall eljbudl ealeuo caelayi el jbuuld éjlinwll Gu) Gid] 1 64 b ¢8gii
bl Al e g ole JAdiy béyel Jloabg uugll § piull (8 dludoll e Ll cilgioll
Jolacll Gle lakg daladl ol il Gle puA JAdy cial alaj ddiniodl (8 duolil
a9 wilon gULU 6 jalAalloda lagreino g (ullodlg ul;.mgg.ojlg wlelulg
02522 udyg

0w g0 gl § il le o o Wl jJgdgo JIia A ol glnodl j)ld) it
119413 UALE0 Jauw g 8 ddhiall 8 LAyl o8 GLe Dl Uls ylatw @ibals doAall
rO..JLL”99_]39_]@)|_]LJ|J[4J.LLJLJLLLLDJ3LD(_,1L1OJDQ3J|Ha}J_]'.LJ|C_jL|iJ(:,Q(:,‘J3(?Q_}Qg_]JJUg
JLALog Jilug Lilé g doladll bl gl iUl e pahi Lo (891w 146 Joi (o)
88hioll 8 drdi 1o el o ol 1681 28 il gl 64 b Lajljliol lliod Gl
w9 aaallanyeo pdange jAl g Vbl @A gyial Gl ol gino Jlislg
19230 8 QIS I L 1 g Ul ald MP4-12C g ylisLo 63l GLb] 61 Eata (2 Jauig
-wgdola g1 Ug0 g0l J

Consultancy firm IHS Automotive predicts that despite political upheavalsin
the MENA region as awhole, sales in the luxury car segment could virtually double
within the next three years. Luxury cars,along with perfumes, watches, jewellery
and clothing,are in rapidly rising demand and their manufacturers are fuelling this
with ahost of new marketing promotions.

American manufacturer General Motors reports that Middle East sales of
its luxury Cadillac sedan have been the highest inits history for the region, while
Dubai’s Jaguar Land Rover showroom on Sheikh Zayed Road alone reported the
highest Range Rover sales in the world (out of 146 markets). Supercar brands
Bugatti, Bentley and McLaren, franchised by Al Habtoor Motors in Dubai,are also
reported to have very strong sales in the region. British carmaker McLaren chose
to unveil its latest offering at its new showroom in Downtown Dubai. The ‘volcano
orange’ MP4-12C was launched in the presence of Formula One star driver
Lewis Hamilton.
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Villaggio Mall, Doha
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The Avenues Mall, Kuwait City
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The MENA regionis one of the most heterogeneous consumer
environments in the world, with a fragmented retail market, varied
consumer cultures andincome levels. Massive capital investment
inthe MENA region has resulted in great growth in the retail story.
The Avenues Mall, Kuwait City
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The AlMaya Group beganin 1982, witha
single grocery store in Ajman. Currently
headquartered inthe UAE withan
international presence, Al Maya keeps
convenience as the main focus and was
the firsttointroduce free home delivery
and 24-hour servicein the region.
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Spinneys was founded in 1924, in Egypt,
by Arthur Rawdon Spinney. Since then, it
has expanded across the MENA region.
Spinneys signed alicensing agreement
with British retailer Waitrose to open
Waitrose-branded storesin the UAE.
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Carrefourisone of the largest hypermarket
chainsinthe world. Majid Al Futtaim holds
exclusive rights to the Carrefour franchise

in nineteen markets across the MENA
region, with their flagship store in Mall of the
Emirates, Dubai. It was firstintroduced to the
Middle Eastin 1995as anchor to the first of
MAPF’s ‘City Centre’format of shopping malls.
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Géant, part of French-owned Groupe
Casino, entered the MENA market in
2001asfood anchor at Ibn Battuta Mall.
The newest Géant hypermarket will be
amain anchorin the Mall of Dhahran.
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Part of T Choithram and Sons, UAE-based
Choithram Supermarkets was established
inSierra Leone, Africa,and has become
one of the largest supermarket chains in
the MENA region. Its first supermarket
was launched inthe UAE in 1944. Itaims
toalmost double its portfolioand open
smaller convenience stores.
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Saudi-owned Savola Group opened their
first Panda branchin Riyadhin 1978. They
developedtheir HyperPanda format to
counter the monopoly of the French

key playersintheir home marketandin
September 2006 announced the opening
ofa175,000-square-foot store in Dubai
Festival City.In 2009 Azizia Pandaacquired
the Géant Stores in Saudi Arabia.
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Hypermarkets and supermarkets perform well in the MENA region, while
consumersalso enjoy shoppingat convenience stores. Retailers have increasingly
identified the opportunity to set up stores in new residential community centres
to cater to residents in the neighbourhood. Waitrose, The Dubai Mall, Dubai
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AlMadina Supermarket, Dubai
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The Supermarket Business

Foodand beverage retailersaccount for roughly one-third
of overall retail sales in the MENA region, with a consistent
increase inthe region’s population being the major force
behind expansion in the food sector. A real choice is available
for shoppersacross the regionamong supermarket and
hypermarket brands, which typically provide the mainanchor
in the plethora of malls openingand planned across the region.

The MENA retail market is highly fragmented andin the
supermarket/hypermarket sector there is competition
between foreignandlocal players. The leading foreign
hypermarket operators in the region are French companies
Carrefour, Casino and Géant. Strong local players are
Al AziziaPanda United, the largest supermarket company
in Saudi Arabia; EMKE group with its LuLu supermarkets
and hypermarkets in the UAE, Qatar and Oman;and retail
groups like AlMadina, Choithrams and Al Maya.

Thearrival of the hypermarket dates back fifteen years,
with organized grocery retail format, which includes
supermarkets and hypermarkets but also convenience
and discount stores, the market for which has expanded
substantially over the last few years. Grocery products
account forasignificant portion of the overall salesin
hypermarkets and supermarkets. The growth prospects
in convenience retail are attracting non-food operators
suchas petroleum retailer EPPCO and other convenience
retailers to enter the sector.
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THE FASTEST GROWING
FOOD RETAIL CHAIN
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The LuLu brand is the flagship retail chain by EMKE Group of Abu Dhabi,a major
playerinthe MENA retail sector with over 100 stores. A massive variety of
products is stocked.

The focus shifted afew years ago from supermarkets and hypermarkets
(thefirstwas launched in the early nineties) to giant shopping malls: the ultimate
one-stop shopping destination. In 2006 the Group took over the management
of Al Wahda Mall, Abu Dhabi where LuLu provided the hypermarket anchor. With
the launch of LuLu Centres, the department store format, the Group expanded in
other emirates. In 2000 the first LuLu Hypermarket was launched in Dubai. Today,
the EMKE LuLu Group has grown froman enterprise to an international group with
operations spread over three continents and comprised of six chain stores (LuLu
Hypermarkets, LuLu Express, Lulu Center, Al Falah Plaza, Emirates General Market,
EMKE Supermarket), as well as a shopping mall development and management
division, Line Investments & Property L.L.C.
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THE REGIONAL PLAYERS

Modern retail formats in the MENA region are driven by the powerful franchise
operators from the Gulf, who are expanding their reach into emerging countries
inthe Middle Eastand North Africa. In response to the growing competition,
Gulf-based retailers are making efforts to strengthen their presence within the
region and to expand footprints outside. The presence of these franchise giants
has demonstrated the relative ease with which international retailers enter the
MENA region, with reasonably low resources and capital requirements.

THE AZADEA GROUP
was foundedin1978and represents
leading international brands in fashion
andaccessories, sports goods, food
and beverage, home furnishing
and multimedia. It operates 457
storesinthe MENA region.

LIWA TRADING
ENTERPRISES was founded
in1987in Abu Dhabi. Part of Al
Nasser Holdings, a diversified group
withinterests in oil services and real
estate, it operates retail stores through
franchiseand sub-franchiseagreements
with several global brands in
more than 120 branded outlets
inallthe countries of the GCC.

AL HOMAIZI GROUP was
foundedin 1948 in Kuwait. Itis a
conglomerate of diversified businesses
that enjoysadominant positionin
several economic sectors (including
retail) in Kuwait, the wider Middle
East, the UK and Australia.

THE APPAREL GROUP
isa UAE-based conglomerate that
offersarange of global fashion and

lifestyle brands. Started in 1999,
the group currently operates
more than 700 stores.

THE OLAYAN GROUP
was established in1947.
The groupis engagedinthe
manufacture, wholesale, retail
and distribution of various
products and services,and is also
involved inthe management of
infrastructure, residentialand
commercial projects.

THE ALSHAYA GROUP
was founded in 1890 in Kuwait
andis one of the largest private

companies in the Middle East, with
operationsin real estate development,
construction, hotelsand trading. In

1983, it started its retail division.

THE GHANIM FAMILY
have alonghistory as commercial
merchantsin the region. Alghanim

Industries is one of the largest
privately-owned multinational
companies in the Gulf region.

THE AL TAYER GROUP
was established in1979and s
based in Dubai. Itis a privately-held
company operating inautomobile sales
and services, luxury and lifestyle retail,
perfumes and cosmetics distribution
(with over 180 stores), engineeringas
wellas interiors contracting. It has
operationsin twelve countriesin
the Middle East and beyond.

THE ALMUFTAH GROUP
started in 1963. It offers products
and services across various sectors
(including automotive and transport,
and real estate) collaborating with
anumber of foreign partners,
government institutions
andlocal businesses.




FAWAZ ALHOKAIR
was establishedin1989. Itisa
public sector company specializing
inretailand real estate, with projectsin
other sectorsincluding construction,

healthcare and hospitality. The
company operates over 1,200 stores

across Saudi Arabia, with over
75international brands.

KHIMJI RAMDAS
was founded in1870. It has
maintained a leading position in retail
segments like consumer goods and
lifestyle products, as well asin sectors
suchasinfrastructureand industries.
The company houses more than 100
global brandsinits portfolio.

DAMAS was established in
1907. Aleading international
jewellery and watch retailer, it
operatesaround 300 stores spread
across twelve countries, mostly in the
GCCregion. Besides its own brands,
the company is a retailer for
renowned global luxury brands.

THE EMKE GROUP
isheadquarteredin Abu Dhabi.

An Indian-owned group of companies
involved in diversified business activities
across the Middle East, Asia and Africa,
it owns and operates retail chain
stores like the LuLu hypermarket.

THE JAWAD BUSINESS
GROUP SPC isaBahrain-
based company involvedin five
strategic groups: convenience
stores, FMCG Distribution, fashion
and home retail, coffee shopsand
restaurants. Currently, it operates
around 660 storesacross the
MENA regionand India.

THE LANDMARK GROUP
was founded in1973and
has become a multinational
conglomerate based in Dubai. One
of the largest and most successful
retail organizations in the region with
over 1,800 stores, the group has
presence in eighteen countries.

JUMBO ELECTRONICS
COMPANY is the flagship company
of Jumbo Group, foundedin1974.
It has anetwork of around thirty
retail stores specializing in consumer
electronics,home appliances, office
automation, telecommunication,
IT and entertainment.

THE RIVOLI GROUP
was established in 1988 and has
become one of the largestimporters
and retailers of luxury brands in the
Middle East with more than 300 stores
sellinga portfolio of reputed global
luxury brands. It also handles on-
board duty free sales for some
regionalairportsand airlines.

GIORDANO FASHIONS
was founded in the Middle East
in1993. Ishwar Chugani, Managing
Director MENA and Executive Director
of Giordano International, has been
amember of MECSC/ICSC sinceiits
inceptionand has remained an active
member of the organization
for over twenty years.

SALAM STUDIO AND
STORES isaleading retailer
of luxuryand designer apparel,
perfumes, photography equipment,
jewellery,home products,and
accessories. It entered the retail
arenawithadepartment storeinthe
1960s. It also operates distribution
and wholesale networksin
Qatarand the UAE.

MAJID AL FUTTAIM
HOLDING is part of a Dubai-based
conglomerate owned by Majid Al
Futtaim,areal estate developerand
billionaire. The group is recognized
asone of the leading hypermarket
and mall operatorsin the MENA
region,and one of the most active
investorsacross the region.

THE AL FUTTAIM
GROUP was founded in the
1930s. Now run by Abdullaand
Omar Al Futtaim. It is one of the
largest trading conglomeratesin the
UAE. The group’s brands include IKEA,
Toyota, Lexus, Dodge, Volvo, Honda,
Marks & Spencer and many more.
Theyarealso the developers of the
Festival City shopping centres
inthe MENA region.
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1 ULAl0 (Jgl 8 jliodl JUno
NlenaraIﬁternationalAirport,Marrakech

2 1962 . Joallas Lill juno
Sharjei'h International Airport, 1962

31983 )02l (2 Jlo 64l Gguull el yaio
Watch Shop;, DubaiDuty Free, 1983
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2014 ()9l (2 JUao (a6l Ggudll 1
DubaiDuty Free, Dubai International Airport,2014
oA Jlgl 49 Jgall (o Jlao 2
Dubai International A'i'rpc')'rt, eaFIy 1950s
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The Airport Retail Market

Some of the leadingairportsinthe MENA region have a
legendary duty-free reputation. Both visitingand transit
passengers enjoy an excellent shopping experience. The
airport retail market inthe MENA region is dominated by
Dubai Duty Free, followed by Abu Dhabi, Qatar and Bahrain.
Known for its world leading logistical operations, efficiency
and automation, Dubai Duty Free represents 40% of the
region’s duty-free sales.

Theindustry has been boosted by factors such as the
well-positioned geographic location of the airports, a well-
developedairportinfrastructure, stronginternational brand
presence and luxurious stores. Other factors to take into
accountare the expansion in fleet size and routes of regional
airlines, theincrease in global airline traffic thereby increasing
transit passengers,and worldwide recognition of the region’s
airports, like Dubai, as leading duty-free shopping hubs. The
challenge for the airport retail market industry is to keep up
with the consumer demand.

63




elndg éoledl 6 Lol

oo L o ()

auiledl A iU Wéy ol Jloabg hugl § il déhio yA ji
6l 65jaill ,elns 8 Loduw U daliso wilelihg 6 dlclall
€lndl 8anioll 8 6l dTjaill cls pib duléld4ALo agcig
elnd LLe phu allile layai OlA b g juc (g JolAl
4 Jinio @ )litog il juilolg WAL s JUA (o ddiniedl (8 65 jaill
, duoJle)l &5 AUl A b amiiig duelle LA b o
Guodil) Wgaljgno Laiga (JI 1) by 8l Jloaiig nuwgll § il
) Al JA dnla duauiliwl aledcl oA pidl ole i bo
Gyl lailolle pghni
L1006 160 8525 yalio L L5 Gaiodl Slow] @iy
Jlolollanalléjailiedge 6o cin JI i panailiddie
Loduw UG8 ioll (9 Juiuild Ul 6ayal §ounl jAlo o aacly
(S @jalllelnd 9ol 499.9 (A wolell pulao Jga 9
GlA i) pdalldcingio dnyé 6229 §guli jAljo clug dahioll
62U J (6Ll colo el elJa (.6 Lou) dugallg duln ol dJjaill
J18J923 yall gl gl a ol Al ALy Jolug
«odAlg wpllung w JUoablan JlpE Lo d3jail jlajg cUlAg
T g a s AN eslaeding w §JjUggllading ayulaolng
rajlolle dlho piciole Joodl 8w GRILE (ijung w jjgiuu
ABCr:J48 o audlgloc o dijaill ¢lnsd g .ayjlail
«algang wealea g o lguing g aliing « yg il ciialjlua
« @_g'i_l_'i'_Lll))g «JyJUing wgilajguang w JuAning




CJgAll 360 oo
360 Mall, Kuwait City
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The Dubai Mall, Dubai




From Corner Shops
to Mega Malls

Theretail landscape of the MENA region evolved
significantly in just over three decades,and small
independent retail stores and traditional souks have
gradually been augmented by avast array of shopping
centres, western-style malls and super malls.
It was the opening of Al Ghurair Centre in Deira,
Dubai, the first shopping mallin the Middle East, that
started the transformation. While the earlier malls had
stores offeringawide spectrum of consumer products,
thelarger stores into which they evolved provided
even more choices for shoppers in the same shopping
location. Eventually, the growing and opulent consumer
i classin the region was offered more and more shopping
% : opportunities in specialized malls hosting luxury and
high-end international brands. The latest trend today is to
construct malls that are developed as family entertainment
andall-under-one-roof leisure destinations featuring
food courts, cinemas, supermarkets/hypermarkets,
hotels,anice rink (Dubai Mall) and anindoor skiing

‘ facility (Mall of the Emirates).
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RETAIL MARKET EVOLUTION TIMELINE
IN THE MENA REGION: MILESTONES

® GuanlljAlpolipliislg 1985 ole Jusd
Pre-1985and the start of modern centres

® ol §ég gguuil jAlyo jghni

The evolution of (western style) shopping centres

6221 §outil jAl Loy ddnlo £ljal4 pluidll 6aacioll dwgall yalioll
International Department Stores arrive asanchors to new malls

® Ynliclgmllys jAlLollg §guiidll jAlpo ple (6 22l
The next wave of shopping centres - openair lifestyle centres
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Street-Front Retail

Before the MENA retail market evolved - starting from the
late 1970s and 1980s - into more sophisticated and elaborate
shopping centre environments, street-front retail was the
preferred choice for retailers, as was the case elsewhere
inworld.

Over the years some street-front locations, occupied
by major local and international retailers, moved into
the new shopping centres. These centres demonstrated
an opportunity for retailers to increase their sales and
expand trade.

1§l onul (s Jlekila) jaio Jol
First Jashanmal store, Basra

2 aldogolldie) pajao
Mothercare, Dubai
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1 89w Jl JAaodlg ool Gguw
1954 AU hallae ¢ agrw

AlMogebrah market and entrance to
Saud bin Abdullah market, Riyadh, 1954
2 ol dotadll Gguul
Old Souk, Jerusalem
3 yloc gl
Souk, Amman
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w19l Gosadll Ggul
Old Souk, Jerusalem
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The Souk

‘Souk’is Arabic for marketplace. It is an open-air market,
and aplace of trade, typically comprised of connected
stalls or shops with goods arranged in categories by lanes.
The souk was also the warehousing area for many goods
in each village, town or city. Historically, sailing ships would
offload their cargo and the goods would be haggled overin
the nearby souks.

Today, alongside spices, silks and perfumes, souks sell
awide range of goods, including electronic equipment,
clothing, household items and souvenirs, as well as traditional
silver, brass coffee pots, carpets exported from different
countries,incense,oud and jewellery.

Inthe countries of the MENA region souks are stilla unique
and authentic experience for shopping. Now significantly
geared towards tourists, they offer aremarkable glimpse of
Arabic history merged with modern-day sophistication.

Souks established the credibility of clustering retail
intoair-conditioned precincts - well before Europe and
North Americahad shopping centres. The early shopping
centres were built around the idea of the good old days of
community life in the souk,and the local merchants as well
asinternational retailers saw potential customer trafficin
anenvironment they understood.
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The modern market in the Habous Quarter
in Casablanca, Morocco, built by the French
inthe 1930s, is now the new market of
Casablancawith an old-fashioned carpet
auctionand numerous shops and stores
sellingall manner of goods for tourists and
local citizens alike.
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In Oman, outside of the capital Muscat,

modern retail opportunities are limited.
Even today traditional stores and souks
remain very popular.
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InSana’a, Yemen, approximately thirty
specialized souks are centred around Souk
alMilh,areal town withinacity. These
markets are on the same model as the
specialized Arab-Islamic souks andinclude
the souk of fabrics, the souk of spices and
the souk of Yemeni pearls.




77

6402 (I8N0 ;8 (12 Glguwl Gulél 68T
49l loaiy Jndy gudll a 1g
Slgwiloda 6jUj udgiuiol) yAodg
B el UAl o dlaulgs J6iillg

Dubaisouksare located predominantly

in Deiraand Bur Dubai. Thetwo areasare
separated by the Dubai Creek. Shoppers
can hop onto the abrasif they want to visit
souks onthe other side of the Creek.
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Doha’s oldest market, Souk Wagjif is now
one of the most beautiful and authentic
modern souks in the Gulf. It was renovated
in 2004 using traditional building methods
and materials.
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Inthe Khan el-Khalili souk in the Islamic
district of Cairo, tourists stroll through
closet-sized emporiain narrowalleys
in search of souvenirs while Egyptians
can purchase everything from fishing
nets to potsand pans. Many traditional
workshops also continue to operate in
the surroundingarea.
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Souk Al Bahar is an Arabesque shopping mall characterized by
atraditional soukarchitecture of natural stone corridors, high
archways and subdued lighting, with boutique shops showcasing
the Arabian heritage. This modern souk isa vibrant mix of waterside
dining, shopping, leisure and entertainment retail, comprising over
130 shops, restaurants, cafés and lounges located in Downtown
Dubai,adjacent to the Dubai Mall.
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The souk has beenan integral part of Arabian life for
centuries; every major city has one. Inrecent years,
some have been renovated in the ‘old’ style, enclosed
and cooled by air-conditioning; they are remarkable for
their blend of modern and traditional Islamic architecture.
They offer amixture of both traditional and modern
products by the best local names, avibrant fusion of
pastand present.

Souk Madinat Jumeirah and Souk Al Bahar in Dubai,
Soukat Qaryat Al Beriand The Souk at Central Market in
Abu Dhabi; and Souk Bab Al Bahrain in Manamaare just
afew of the more modern souks in the MENA region.
These places encourage the works of local artisans and
evoke the magic of the Middle East.

Soukat Qaryat Al Beri,in Abu Dhabi, isa contemporary
adaptation of atypical Arabian market, home to localand
international retail brands, coffee shopsand a diverse range of
restaurants. The souk has meandering man-made canals and the
stunning waterside complex offers alfresco diningin beautiful
architectural surroundings.
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Souk Shargq, Kuwait City
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Bab Al Bahrain, Manama
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The Beirut Souks (Solidere), Beirut
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Inthe modern souks the comforts of modern
life are combined with the old custom of Arabian
hospitality. Souk Madinat Jumeirah, Dubai
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Saudi-based Al Hokair Group has
developed, owned and operated Mall of
Arabia by Arabian Centres Real Estate,
located in the 6th of October City in Cairo,
Egypt. Having been established during
challenging times in Cairo, Mall of Arabiais
successful by every measure.
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Owned, developed and operated by
National Investment Corporation, Marina
Mallisalandmark shopping centrein Abu

Dhabi, UAE, opened in 2001. With more
than goo retailers, Marina Mall continues to
dominate the Abu Dhabi retail market.
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Developed and owned by Red Sea Markets
Company (SEDCO), Red Sea Mall dominates
the retail trade area of north Jeddah in Saudi

Arabia. Intimaa Real Estate handles the
leasing of this 1.2 million square-foot centre
which boasts over 450 retailers. Witha
hoteland another one planned, Red Sea Mall
continually updates the retailer mix with
fresh and relevant attractions.
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Mall of Arabia by Arabian Centres Real
Estate in Jeddah, Saudi Arabiawas launched
in 2008 by Al Hokair Group. This landmark
1.2million square-foot shopping centre
features over 300 shops, includinga Snow
Village and KidZania.
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Panorama Mall was established in 2010

in Riyadh, Saudi Arabiaand is part of the
popular retail destination, Tahlia Street.
Owned by Aswaq Al Mostagbal and leased
by Hamat Property Company, Panorama
Mallis distinctive in Riyadh with its red-
coloured roof and strong retailer mix.
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Developed, owned, leased and managed
by Kinan International, Roshan Mallis
apopular community malllocated in
affluent North Jeddah in Saudi Arabia.
Openedin 2006, Roshan Mall continues
toattractalarge footfall with easy access
andalarge parking space.
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Now considered a historical landmark, being one of the first shopping centres in Jeddah,
the Jamjoom Centre was builtin the late 1980s by the Jamjoom Group. The Jamjoom
Commercial Centre is a well-known mallin the region, although its golden age was in the
mid-1990s and first years in the new millennium. It isa distinctive blue, glassand chrome
complexlocated just off the city’s scenic corniche. This centre houses a two-storey
shopping malland several additional floors of offices and apartments, a large gourmet
supermarket and a popular restaurant.
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The Modern Centre

The late 1970s and early 1980s saw the start of modern
shopping centres. These early developments were a bridge

fromasouqenvironment to a shopping centre environment.

In many ways a replica of asouk - featuringalmost all small
stores and multiple alleys - these original centres had the
benefit of air-conditioned space and became the proof of
concept for enclosed retail space.

Some of the pioneers in the shopping mall industry inthe
MENA region were Al Akaria in Riyadh, the Salhia Complex
in Kuwait, Jamjoom in Jeddah and the Al Ghurair Centrein
Dubai. Fromthe late 1970s through to the current day, these
malls have continuously exhibited shopping and property
development know-how, having reinvented and adapted
to new market trends and to local sensitivities.
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The launch of Al Ghurair Centre in 1983 marked the
beginning of Dubai as a world-class shopping destination,
answering the needs of the burgeoning population, as well
as of the increasing number of tourists as Dubai rose to
prominence inthe international retail arena. Al Ghurair
was the first modern shopping mall project of its kind in
the Middle East. A pioneer in the regional retail business
as one of its top shopping destinations, Al Ghurair Centre
offers many innovative entertainment and shopping
experiences under one roof.
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Europe was most likely the inspiration for the pre-1990 model of
shopping malls, which were urban in nature - with large blocks
that required multiple walkways - and often offered an early
mixed-use concept, with offices or apartments above the retail
units. But the early malls, as we know them, came from North
America, conceived by US-based architects like Roy Higgs (left,
his very first sketch of the BurJuman centre). The first wave of
shopping centre managers came primarily from Canada.
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The Shopping Centre

The pre-1990 shopping centres in the MENA region led the
way to the development of western-style shopping centres
that would cater to amore diverse range of shopping
needs and offerawider array of localand international
commercial opportunities.

Wafi, BurJuman and Deira City Centre in Dubai; Sabco
Centre in Muscat; Al Rashid Mallin Al Khobar; and Seef Mall
in Bahrain were built as recreational retail environments,
acollection of independent retail stores and services,
which were conceived, constructed and maintained by
aseparate management firmasaunit. The developers
took ontherole of intermediate parties to ease the
access of international retailers into a market traditionally
dominated by local retailers. Inthe late 1980s and 1990s
these malls,a modern adaptation of the historical
marketplace, attracted the attention of international
retailers like Body Shop and the first wave of primarily
UK retailers such as Mothercare.
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The BurJuman Centre opened on the Trade Centre Road in Dubai in 1993, the second
major shopping mall to be opened in the region after Al Ghurair City. Planned by American
architectural consultants ID Design, the complex was conceived as a five-storey showpiece
of modernarchitecture. ‘The New BurJuman’-the large expansion that opened its doorsin
2004 - made the mall more than aretail destination, comprising over 2.8 million square feet
of mixed-use space featuring a huge range of top international and luxury brands, including
anchor store Saks Fifth Avenue.
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Rashid Mallin Al Khobar was inaugurated in 1995 and has since become a landmark of the
Eastern Region. Combining Arab-Islamic architectural heritage with the latest international
techniques in construction and processing, the design of the mall was based on extensive
field research on the most important and largest shopping malls in the USA and Europe. After
the completion of the new expansion in recent years, the mall has brought together many of
the world’s greatest brands, creatinga metropolitan village and one of the largest and most
sophisticated shopping mallsin Saudi Arabia.
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Deira City Centre, the original flagship mall in the Majid Al Futtaim Properties
portfolio,openedin 1995. DCC kick-started the concept of hypermarket-
anchored malls with Carrefour,anew retail ideain the region that has become an
enduringtrend and virtually redefined the concept of malls for the MENA region.
This first large-scale, mixed-use shopping destination created an international
dimension for one-stop shopping and entertainment, complete with retail
outlets, restaurants, entertainment facilities and a hotel.

The mall underwent aredevelopmentin 2011,announced a new
redevelopment project in 2013and went on to introduce a brand new identity,
showcasing the mall’s purpose as a leading entertainment and shopping mall
by Majid Al Futtaim.

Deira City Centre is now one of eleven City Centre malls; the others are
located in Ajman, Alexandria, Bahrain, Cairo, Fujairah, Beirut, Mirdif (Dubai),
Muscat, Qurum (Muscat) and Sharjah.




Bahrain City Centre, Manama
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Fujairah City Centre, Fujairah
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Opened in 1991, Wafi Mall is the main feature of Wafi City,a mixed-use development

styled after Ancient Egypt that includes stores,a small theme park, a hotel, restaurants,
residences and a nightclub. Wafi Mallisamong the older malls of Dubai, with very elaborate
and grand architectural features. Over the years Wafi has expanded through a series of
redevelopment projects, and the site now offers animpressive combination of almost

300 retail outlets; an expansive range of health, diningand leisure facilities; and Souk Khan
Murjan, the underground souk, a unique recreation of a fourteenth-century souk housing
over 170 retail outlets for artisans and craftsmen fromacross the Arab world.
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Openedin 1997, Seef Mall was the first traditional shopping mall in Bahrain. Designed by
Raglan Squire and Partnersin Arabesque style with glass domes, it is one of the fastest
growing residential and commercial districts with one of the largest malls in the Kingdom of
Bahrain. It offers an exotic variety of international retail brands, theme cafés and restaurants,
fast food outlets, cinemas and outstanding entertainment facilities. Seef Mall attracts a high
volume of business both from the local Arab population and from Western expatriates.

By the end of 2000, Seef Mall had received over 6 million visitors and in 2005 its West Wing
expansion was completed.
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International retail chains, changing lifestyles, evolving
shopping patterns and wide product choices have fuelled
the proliferation of shopping malls and supermarket
formats. The Avenues, Kuwait City
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Part of the Kingdom Centre, a major mixed-use development in Riyadh that features an
iconic 99-storey skyscraper and the Four Seasons Riyadh, the Al Mamlaka shopping mall
opened in 2001. The Al Mamlaka shopping mallis a five-level shopping centre with more than
160 retail units aimed at youngand affluent shoppers, featuring many international luxury
brands. Debenhams and Saks Fifth Avenue are the mall’s anchor tenants. The third floor of
the mall, the Ladies Kingdom, is for female shoppers only.
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Al Faisaliah Mallis one of Riyadh’s most popular shoppingarcades with 180 stores selling
anarray of familiar luxury brands as well as food and beverage outlets. It was completed in
2000 and designed by Sir Norman Foster and Partners. Soon to undergo renovation, this
mall formsan integral part of Riyadh’s landmark centrepiece. Al Faisaliah Mall is positioned
inthe city’s prestigious business and residential area, Olaya, which is Riyadh’s main shopping
strip. Itishome to the upscale department store, Harvey Nichols. It boasts the first of the
brand’s international stores in the region, which set up shop in Riyadh in 2000.
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Souk Sharqisamajor shopping centre in Kuwait City, which first opened its doors to the
worldin1998. This modern Western-style shopping mall was built in an area that originally
hosted atraditional souk and was the first waterfront centre to be opened in the MENA
region. With a wide variety of retail outlets, ranging from well-known high-street shops to
chic boutiquesand designer stores, as well as numerous cafés and restaurants, cinemas,
amarina, recreational facilities and a historical fish market, the mall is one of the region’s
most successful shopping destinations.
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One of the UK’s longest continuously operating
clothingand goods retailers, Debenhams, took the first
steps toward an international presence in 1997 and was
the first large department store to act asananchor to
amallinthe MENA region.

The Debenhams Middle East franchise is owned

by the Kuwait-based Alshaya Group, which boasts an
international franchise portfolio of about forty brands
and hasastrong presence in thirteen countries, including
the Middle East and Eastern Europe. The first Debenhams
franchise store was opened in Bahrainin 1997andin 1998
the leading department store became the department
storeanchor for Souk Sharg, Kuwait.

g Al G b Gouw
Souk Sharq, Kuwait City
2w Gl a0

Mirdif City Centre, Dubai
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The New Malls

Over the years, new retail formats have transformed
the MENA retail landscape, where large shopping malls,
hypermarkets and organized retail chains have rapidly
gained market share.

Inthe first decade of this century, many international
retail companiesand brands such as Carrefour, Géant,
Debenhams, Marks & Spencer, Bloomingdale’s, Harvey
Nichols, Saks Fifth Avenue, Waitrose, Pradaand Jimmy
Chooset up shop inthe region, having understood its
vast market potential. In particular, the GCC economies
areasafe havenandthe favourite retail destination for
investors as well as tourists. In order to be competitive
inthis arena, developers differentiate on scale, quality,
accessibility and the introduction of new brands to the
locality;anchor stores are especially important for the
major malls,as demonstrated by the recent arrival of
House of Fraser and Bloomingdale’sin Abu Dhabi.

The firstinternational department store toarrive
asanchor to anew mallin 1998 was in Kuwait, followed
by all the major regional speciality centres, which have
since then been anchored by one, orin some cases two,

international department stores: Al Faisaliah and Kingdom

Mallin Riyadh, Al Rashid Mall in Al Khobar, Mall of the
Emirates and Dubai Mallin Dubai, The Avenues in Kuwait,
as wellas New BurJuman in Dubaiand Seef Mall.
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The Avenuesin Kuwait is one of the largest in the world. It has over 850 stores featuring
international high fashionand luxury brands, and twelve world-famous anchors, including
the first Carrefour Hypermarket, the largest IKEA showroom in the region and Debenhams.
The brainchild of NORR Consultants International, The Avenues was first opened in 2007. Its
expansion has been divided into four phases. The Avenues introduced the concept of distinct
shopping experiences (First Avenue, Second Avenue, Grand Avenue, Prestige, The Mall, Soku
and The Souk), each taking its inspiration from iconic streetscapes and retail locations from
around the world.
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The world’s first shoppingand leisure resort, the Mall of the Emirates is amulti-level
shopping centre that was developed by Majid Al Futtaim Properties in Dubaiand opened its
doorsin2005. There are over ten anchor stores with goods ranging from grocery to luxury
fashionand homewares to entertainment, including Carrefour’s flagship store in the Middle
East; the largest Harvey Nichols store outside of the UK; the pioneer of department stores
inthe Middle East, Jashanmal;and the firstindoor ski resort in the Middle East, Ski Dubai.
Many of the mall’s developments are family-centric,and include the Dubai Community
Theatreand Arts Centre (DUCTAC). The first expansion, the Fashion Dome, was completed
in 2010.In 2013 Mall of the Emirates announced Evolution 2015,a multi-stage AED 1 billion
redevelopment project which is underway in this world-leading shopping centre.
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The Dubai Mallis one of the world’s largest shopping and entertainment
destinations and one of the largest malls in the MENA region. Galéries Lafayette
and Bloomingdale’s are the two key anchor department stores. Waitrose, from
the UK, makes its Middle East debut as the mall’s supermarket.

Launchedin 2008 with about 635 retailers, it currently features more than
1,200 stores. The Dubai Mallis located in the heart of the prestigious Downtown
Dubaiand was developed by Emaar Malls Group. The world’s most visited
shoppingand leisure destination has an unparalleled retail mix, world-class dining;
entertainmentand leisure attractions including Dubai Aquarium & Underwater
Zoo; Level Shoe District (an enormous designer shoe retail section); Fashion
Avenue; ‘edu-tainment’ concept Kidzania; an Olympic-size Ice Rink;and indoor
theme park SEGA Republic.

In 2012 The Dubai Mall attracted over 65 million visitors. The launch of the
Dubai Metro pedestrian walkway to the malland the first phase (1 million square-
feet) of the expansion that is currently underway is paving the way for The Dubai
Mall to welcome over 100 million visitors.
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When it opened in 2005, the Mall of
Dhahran, in Saudi Arabia, one of the
Arabian Centres projects by Fawaz Al
Hokair Group, was the largest single-storey
retail development projectinthe MENA
region. Among the mall’sanchor stores are
Géant hypermarket and Marks & Spencer.
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Morocco Mall,in Casablanca, opened
in2011. Currently the second largest
shopping complexin Africa, it welcomes
15millionvisitors ayear. The brainchild
of Design International, Morocco Mall
features over 300 stores representing
600 luxury brand names, with Galéries
Lafayetteasits mainanchor.
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Muscat City Centre offersarange of
popular shopping and dining options with
internationalandlocal brands. Opened in

2001, the mall underwent a major expansion
in2007.1n2013,asecond redevelopment
was announced. The mallisanchored by a
Carrefour hypermarket and a Magic Planet
family entertainment centre.
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Villaggio Mallis an Italian-themed
shopping mallin the west end of Doha,
Qatar,and one of the largest with over
220 stores. Launched in 2006, the mall has
since undergone expansions, including
the most recent addition, the indoor
Gondolania Theme Park. Carrefour, Marks
&Spencerand Virgin Megastore are the
main anchor stores in the mall.
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Cairo Festival City Mall opened in New
Cairoin 2014, part of the second fully
integrated mega project by Al Futtaim
Group Real Estate Egypt. This super-
regional shopping mall featuresa
355,000 square-foot flagship IKEA store,
hypermarket Carrefour,and Debenhams
asanchor tenants,among others.
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Dubai Festival City Mall is one of

Dubai’s most popular shopping, leisure,
entertainment and business waterfront
destinations. Its first phase opened in 2007.
Thetenanchor storesinclude Fitness First,
IKEA,Hyper Pandaand Plug Ins. The mall’s
new luxury extension, The Collection at
Festival Centre, is led by the architectural
team of ZAS/Kieferle & Partner.
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SHOPPING: THE FABRIC OF
SOCIETY IN THE MENA REGION
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Inthe MENA region malls tend to be a place for entertainment and recreation,
rather than just shopping. With consumers looking for constant innovation, retail
culture has gradually redefined the social contours of the cities - development is
constantand inevitable. This progressive reconfiguration is becoming a widespread
trend throughout the MENA region, a sort of ‘Dubaization’ fuelling the ambition to
modernize in several countries at different levels, including the retail market.

The urban fabric of the malls reflects a range of uses, bringing the mall
tolife throughout the day and night. The GCC malls are one of the preferred

avenues for social interaction and afocal point in people’s everyday lives, with
ahigher daily average of hours spent inamall than in any other countryinthe
world (eight hours). Consumers are immersed in an established mall culture.
The entertainment and F&B opportunities in a mall can be direct reasons for
asuccessful trading environment.
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Some experts suggest that the objective of retail real estate
development is to achieve the right mix of the three Fs (food, fun
and films) that constitute the formula for mall success. Shopping

centresare currently designed with this formulain mind, attracting
customers to the malls, increasing the time they spend there, and
yielding higher sales. Christmas at The Boulevard, Amman
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The concept of ‘lifestyle entertainment” has become central to retail in the
MENA region. A mall attracts customers not just for its shops, but for the family
leisure activities it features. In some countries of the MENA region, five months
out of twelve are spent predominantly indoors due to the climate; by adding more
entertainment-led platforms, developers and mall operators drive retail footfall
and improve the customers’ total mall experience.

Across the region, shopping malls are being developed for a broader lifestyle
appeal as complete family entertainment destinations that feature cinemas,
aquariums, children’s educational play centres, water features,indoor skiing,
ice-skatingand go-karting, to name but a few. The Dubai Mall and the Mall of the
Emirates inthe UAE owe their steady success to their lifestyle, recreation and
leisure offerings as all-under-one-roof destinations for shoppers. The planned
development, Mall of the World, will take the in-mall lifestyle entertainment
concept toawhole new level by featuring the Middle East’s largest entertainment
and leisure centre, including a park to accommodate millions of visitors, and will
be the world’s largest shopping mall.
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Designed to become Abu Dhabi’s premium shopping and dining destination, The Galleria

at Sowwah Square is the centrepiece of Sowwah Centre in Abu Dhabi’s Al Maryah Island,
amixed-use development and a super regional urban shopping centre. The Galleriais the
inaugural project for Gulf Related and was designed by Elkus Manfredi Architects and Benoy
Architects. It will feature a full range of luxury and mid-market international offerings, as well
asinternationally branded food and beverage outlets. The 3.5million square foot-luxury retail
space willinclude two 200,000 square foot-department stores - one of whichiis likely to be
Bloomingdale’s. The expanded format Galleriais set to open in 2017.
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The Next Wave:
Super-Regional and
Community Malls

Large superregional centres, such as the Yas Mallin Abu
Dhabi (above), The Dubai Mall, Mall of the World and the
Mall of Qatar in Doha will continue to dominate these
markets. The recent trend towards opening smaller
community centres, including Azadea’s Le Mall branches
in Lebanon and Sorouh’s residential communities’ Boutik
malls, provides an additional retail experience. New retail
malls continue to be developed, including Doha Festival
City in Qatar and the Muscat Grand Mall in Oman. Older
and secondary malls may struggle to attract demand,
thus leading to massive redevelopment projects. The
main premise for developers is expanding the diningand
entertainment options, in order toadd more value to the
shopping experience and to establish new concepts as
the tenant mix evolves.

This goes to show that, in recent years, with alevel of
maturity that parallels any in North America, Europe or
Asia, the shopping centre market in the MENA region has
undergone nothing short of arevolution. Supermarkets,
speciality stores, chain stores, department stores,
hypermarkets; existingand new retailers, regional as well
asinternational, constantly hunt for quality retail spaces
tostrengthen their footprint in the expanding retail
market of the region.

121




122

.ﬁ.-i-:__

._... A .. r.._J




Gl clgall ;8 Gguwil jAl 1o
OPEN-AIR LIFESTYLE CENTRES

Al oo g puitoll allivg (a8 Lanllg Jngll e Ll ghldi aic «guidilan ¢gpito g
HiogluA Johny eg pitodl ailoJg .l j dudul ¢ Jub ¢ Gin lailewgi g8giol ¢rog Jaljo
@) joliog w14 Lo pguwg dyjlaill cilo el pASlg yail 4997 Ul jaliod! o a0lg
ol dla poll Jlocl o claiill 5109 oclngdl (o laacg dunn 6alicg 6 palio eole lud
waac 1892015 ole GO An podl a9 «&gg iuwy Jlocl slai] ¢8g1oll 0g 2013 ole
dnAll o 20 egpitoll1Aag gl la ol 44 puid (2 (8 Aulactl yulpo 64 b Lay
-5JA40 0jilo ity ATyl

dnnio cilalutog ¢l @o awd illg Gouiill A An dmng «guidi 13y gAd giug
And) JI Jgaid grug .0 Aol duduwil g8l ypog dusl Yl e iaodlg oloaiiwllg dal
612 69 utodbollg Jlg Pig o)l ylaud wan

GO« Uty 13y gag Yl o A4 pb 21015 g0 JAT eguito JAd a0l egpitolilam AAig
Ll clgall 8 Lodaul) j9a Jof euing wlalw e g oy Gl yeiay ) ity 1o
622 LoJl wblgJl 9 Loduwl jga gLl clgall (9 62l dyaillodm ALATG .2 .9
Jungll iUl a8nio 8 Lacgd oo 62146 Leial Lig jgig

The Avenue development sits at the crossroads of Al Wasl Road and Safa

Road in Dubai, with the project’s three phases planned to extend up to Sheikh
Zayed Road and include a kilometre-long strip of top retail brands,an anchor
supermarket, convenience stores,a healthcare clinicand food outlets. Phase
1was completed in 2013,and The Avenue Phase 2 Citywalk, contracted to

Al Futtaim Carillion by Dubai-based real estate company Meraas, is planned for
completionin 2015. Citywalk is part of the wider Central Park Master plan.

The Avenue will be an urban retail and leisure destination with landscaped
lakes and recreation spaces, high-end entertainment and dining. It will become
afocal point for the Jumeirah community, visitors and residents across Dubai.

This new retail format follows another Meraas project: The Beach at
JBR-an esplanade that connects four plazas and features Dubai’s first
outdoor cinema. This new outdoor experience is similar to offeringsin the
United States and in Europe, but unlike anything else in the Middle East.

T QA Gl e it 13

The Beach, Jumeirah Beach Residence, Dubai
2 (a.edgg Gl joiusila

Avenues City Walk, Dubai
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The new Al Kout site, Kuwait City
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The Pearl, Doha
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Morocco Mall, Casablanca
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Developers and
Shopping Patterns

As the mall culture continues to predominate, the
countriesinthe MENA region represent a huge and
rapidly growing market opportunity for foreignand local
retail investment. However, retail sectors are evolvingat
differing rates in each country and in much of the region
the shopping centre industry is stillinits infancy, providing
opportunities for developers to tap into emerging markets.
Each country inthe MENA region has a unique set of
risks. Dubai continues to take the lead as the most mature
market, with Abu Dhabiand Sharjah as key retail markets
inthe UAE with a substantial amount of modern retail
outletsand lifestyle shopping attractions. The dominance
of mallsis growingin GCC countries such as Saudiand
Kuwait. Egypt and other MENA countries have recorded
outstanding market expansion due to the shift of consumer
demographics,alarge expatriate populationand growing
purchasing power. If changes are embraced and the new
trends are complied with,an evolving rate of development
in each retail market will be ensured. Actions essential to this
include turningaround underperforming centres, tapping
into new shopping trends, giving older malls a facelift and
recognizing the evolving target audience.
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Saudi Arabiaisagrowingretail destination
with massive untapped potential and ever
growing retail sales. Among the country’s
largest builders, owners and operators of
shopping malls is Arabian Centres Company,
which currently includes a network of
thirteen shopping mallsin Saudiand Egypt.
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The Avenues Malland the Gate Mallin
Kuwait appeal to the country’s urban
and suburban population, given their

high levels of disposable income. Kuwaiti
retailer M. H. Alshaya Co. signed franchise
agreements with several international
brands, making Kuwait their second most
popular MENA location after the UAE.
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Lebanon’s tourismand retail industry has
been affected by civil war in neighbouring
Syria, particularly during the second

half of 2012, when retail expenditure
dropped considerably. Retail activity in
Lebanon has recently been dominated

by UAE developer Majid Al Futtaim, with
the development of Beirut Waterfront,
aswellas Beirut City Centre.
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Syria’s retail market has seenarecent
increase inthe number of shopping malls,
although the arrival of international
brands only dates as far back as 2003.
Companiesinclude Dubai-based Emaar
Properties and Majid Al Futtaim Group.
Thelargest malls are in Damascus

(Town Centre and the Damasquino

Mall) and Aleppo (the Shahba Mall).
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One of the first to offeralarge

number of international brands and
entertainmentareas in Algeriawas Bab
Ezzouar. The first large-scale, high-end
shopping centre outside of the capital
was the Es Sénia centre. Other mid-range
market retail facilities include Alger
Médina by Algerian company Arcofina
Holdings,and the Al Qods shopping
centre, managed by Sidar Algeria.
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Amongworld leadersinterms of GDP per
capita, Qatar has some of the strongest
retail developmentsinthe MENA region.
Projectsin the pipeline include Doha Marina
Mall, developed by Mazaya Qatar Real
Estate Developmentand owned by Qatar
Foundation; Doha Festival City, developed
by Bawabat Al-Shamal Real Estate Company
(BASREC);and the Mall of Qatar, designed
and developed by UrbaCon Trading.
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KEY PLAYERS IN THE GCC RETAIL MARKET

i v sl W
Supermarket/ Electronics Lifestyle/Luxury Airport Retail Diversified Retall
Grocery
KUWAIT QATAR UAE SAUDI ARABIA
® ALGHANIM ® AL MEERA CONSUMER ® JUMBO ELECTRONICS ® AL AZIZIA PANDA UNITED
INDUSTRIES GOODS COMPANY Electronicsand IT retailer Hypermarket and supermarket
Electronics retailer Supermarket operator operator
® MAJID AL FUTTAIM
® CITY CENTRE ® FAMILY FOOD CENTRE GROUP/CARREFOUR ® AL OTHAIM
Supermarket operator Grocery retailer Hypermarket operator Foodand consumer
products retailer
® THE SULTAN CENTER e WANNAI TRADING WLL e EMKE GROUP
Supermarket operator Electronics,home appliances Hypermarket/supermarket ® BINDAWOOD
andauto retailer and shopping mall operator Supermarket operator
® KUWAITIUNION
OF CONSUMER ® SALAM STUDIO AND STORES ® LANDMARK GROUP ® OLAYAN GROUP
CO-OPERATIVE Lifestyle stores operator Lifestyle retailer Food franchise
SOCIETIES
Mass grocery retailer ® AL MANA FASHION GROUP ® AL TAYER GROUP ® FAWAZ ABDULAZIZ
Fashion retailer Luxury retailer ALHOKAIR & CO
: M. H. ALSHAYA Fashion retailer
COMPANY ® ALFARDAN GROUP ® CHALHOUB GROUP
Lifestyle retailerand High-end automobile Luxury retailer ® KAMAL OSMAN JAMJOOM
restaurant operator andjewellery retailer Lifestyle retailer
® APPAREL GROUP
® AL YASRA FASHION QATAR DUTY FREE Lifestyle retailer ® JARIR BOOKSTORES
Lifestyle retailer Airport retailer Diversified retailer
® AZADEA GROUP
® ARMADA GROUP ® ABU ISSA HOLDING Lifestyle retailer
Lifestyle retailer Diversified fashion retailer
® DAMAS
® DAGHER & COMPANY ® ALMUFTAH GROUP Jewellery and watch retailer
Lifestyle retailer Diversified retailer
Y ® JOYALUKKAS GROUP BAH RAIN
] EASTRONQMICA Jewellery retailer ® AL JAZIRA GROUP
ifestyle retailer Grocervst
® RIVOLI GROUP y store operator
° géfnCPIXINSY(CHALHOUB Luxury retailer  EU~EE INTCEEL AT
Lifestyle retailer OMAN ® DUBAI HOLDING GROUP E‘CAS'NfGROUPE
Lifestyle retailer ypermarket/grocery
® BEHBEHANI GROUP ¢ JAWAD SULTAN store operator
; ) Electronics/telecoms retailer
Lifestyle retailer ® AL KHAJA GROUP
Lifestyl : ® JAWAD BUSINESS GROUP
yle retailer
® MUSTAFA SULTAN Grocery store operator
AL ERR Electronics retailer
GENERAL TRADING ® JASHANMAL GROUP Y
Lifestyle retailer Luxury retailer e LANDMARK GROUP
® KHIMJI RAMDAS LLC Hypermarket operator
Lifestyle retailer ® RSH GROUP and lifestyle retailer
® WJ TOWELL GROUP Lifestyle retailer A R AT
Furniture - retailer of ® SHARAF GROUP Lifestyle retailer
SEmBLmE T PIre 5 Lifestyle retailer
Y BAHRAIN DUTY FREE
® ASSARAIN GROUP . ® KAMAL OSMAND JAMJOOM Airport retailer
Furniture and furnishing retailer Li )
ifestyle retailer
DUBAI DUTY FREE
Airportretailer
® LIWA TRADING ENTERPRISES
Diversified retailer
® AL FUTTAIM

Diversified retailer
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Successfakinnovation in mall design has helped local retailers
keep pace with thechanging market and new consumer trends.
New and innovativestore concepts are gaining significance
globallyand inthe MENA region. 360 Mall, Kuwait City
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Aquarium, The Dubai Mall, Dubai
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Consumer Trends

With consumers across the MENA region cultivating
increasingly sophisticated tastes, the new consumer
trends in the retail market are linked to a demand for
differentiated product and retail formats. The demand
forluxuryand discretionary goods is not showing

any signs of decreasing. Consumers are looking for
convenience as they lead much busier lives than ever
before. This has led to the development of both multi-
channel shoppingand the increasing development

of neighbourhood, small-format one-stop malls.

Since consumersin the region look for family
entertainment when they visit a mall, more entertainment-
led platforms are beingadded by shopping mall operators
inorder to influence consumer behaviourandincrease
sales. Retailers are shifting their marketing strategies to
attract consumers. Asyoung consumers strive for healthier
lifestyles thereisavisible trendin food retail towards
locally-produced healthier food variants, which promotes
interestin homegrown brands even as luxury retail
continues to thrive.
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The developmentand provision of outlet malls is becoming an urgent requirement
inthe MENA region, where the extensive retail space as well as the high number of
cross-border brands is generating the need for extra outlet retail space. With the
combination of famous brands at discount prices and leisure activities, outlet malls
appeal to bargain hunters but also to retailers, who can shift slow-selling merchandise
and facilitate frequent turnover of stock. Several developers are known to be
planningaseries of outlet malls across the MENA region, but the only mall so far to
have launched the unique ‘value’-shopping concept is the Dubai Outlet Mall, where
high-end brands have opened their first and only outlet stores in the region.
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Inthe comingyears, developers, particularly in the UAE, have shifted their focus to the
construction of mid-sized and community shopping centres. New stores and brands
continue to be added to the MENA retail landscape, however community-based
developments offeraflavour of how the retail culture will shape up inthe years to come.
Deerfields Townsquare Shopping Centre in Abu Dhabiis the flagship project of venture
capital firm Mubarak and Brothers Property and Financial Investments (MBI). Located in
Al Bahia, the community mallis conceptualized around a classic theme with a typical ‘town
square’ambience. Thelifestyle experience is central when developing new communities.
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Retailers and shopping mall developers are constantly facing the challenge

of adjusting to the shifting MENA retail market. International tourist arrivals,
projected to reach 142 million in 2020 and 195 million by 2030,and the
populationincrease throughout the MENA countries, estimated to increase
to over 568.7 million by 2025, are the main factors that justify the extraordinary
development of the retail market in the region. The spectrum of consumer
preferences are constantly changingtoincludeanincreaseinonline

shopping patterns and new lifestyle-related trends in retailing nutritional

and health foods. Most of the mallsin the region are also offering more
entertainment and community-led activities that meet consumer needs.

The critical aspects driving retail growth are good location, good
management and the right talent. As a strategy to adapt to consumer attitudes
and new purchasing patterns, retailers have discontinued failing brands or
replaced them with new products. The location withinamall and the selection
of the mallitself are becomingincreasingly important.
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Mirdif City Centre, Dubai
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The Dubai Mall, Dubai
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Within the established mall culture of the ME egion, several shopping festivals
and sports events have been launched to provide a conducive mall environment to
attract consumers —and tourists. Great deals are available in all retail outlets during
the annual Dubai Shopping Festival, Dubai Summer Surprises, Abu Dhabi Shopping
Festivaland Doha Trade Fair. Sporting activities such as the Red Bull Air Race, F1
Formula One Grand Prixin Abu Dhabi,and international cricket and golf tournaments
have become major tourist attractions. Dubai Shopping Festival, Dubai -
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The Beach, Jumeirah Beach Residence, Dubai
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Retail and Tourism

Akey driver for the MENA region’s retail industry
is the continued influx of tourists. Tourismisin fact
one of the most important sectors and has helped
diversify several oil-dependent economies. Tourism
is one of the fastest-growing contributors to the
economies of the MENA region, especially since
leisure travellers account forashare of total spending.
Culturaland natural attractions, beaches and
resorts,and sports and religious events all present
rich opportunities for the MENA countries. Most GCC
countriesare investing in theirairports and developing
their hospitality industries asan all-round tourist
attraction catering to a wide range of travel needs.
Good weather for nine months of the year, during what
would ordinarily be off-season periods, and stability and
reputation for safety compared to other countriesin
the Middle East, make the GCC particularly attractive
toleisure travellers. Countries like Bahrain appeal as
business destinations, while others like Saudi Arabia
are the focus of religious tourism. Museums and the
contemporary art scene contribute toa portion of
theinvestmentin Qatar and the UAE.
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The world’s largest form of mass religious tourism takes place at the annual Hajj
pilgrimage in Mecca, Saudi Arabia, a hub of religious tourism and a growing retail
destination with massive potential. Saudi Arabia is visited by more than 12 million Muslims
fromaround the world every year. This figure is expected to grow to almost 17 million by
2025. Religious tourismis one of the key drivers for sales in the region. This is driving the
need for tailored retail offerings that cater to animportant, diverse consumer group. The
new 485-metre-high Mecca clock tower is one of them, part of the Abraj Al-Bait Towers

in Meccathat includes hotels, housing units and 750,000 square feet of retail space.
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Dubaiis atop-class shopping destination with ever-new glossy shopping malls,
traditional old souks and excellent duty-free facilities at its airports. A shopping
paradise for its young, affluent and multi-ethnic resident population, it also
attracts thousands of leisure and business visitors every year, to whom the emirate
offersawell-developed infrastructure and a booming hospitality industry, on the
back of a strong economy, rising population, increasing consumer confidence
and soaring consumption. The leading luxury retail destination in the UAE, in
the GCCand the world, Dubai is the main and ideal target market for global
brands, making Dubaithe hub for luxury retailers selling out of upscale malls and
shopping centres,and commanding around 30% of the region’s luxury market.
Retail spearheaded the development of Dubai that moved from oil
dependency towards a diversified economy. The city now has a per capita retail
space estimated to be near that of the United States. By 2008, Dubai had some
of the largest malls worldwide and it now has new mega-projects in the pipeline,
including the biggest mallin the world, the Mall of the World. By the end of
the decade, Dubai will have more sales floor space in malls per capita than the
world average and will become anincreasingly popular shopping destination
for high-purchasing-power intraregional travellers (Saudis and other GCC
citizens in particular),as wellas Russian, Iranian, Indian and Chinese tourists.
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The Mall of the Emirates, the world’s first shopping resort, was developed by Majid Al Futtaim
Properties. MAF has a burgeoning portfolio of seventeen malls across the MENA region.
Super-regional malls like the Mall of Egypt and the Mall of Oman are under development, as
wellas neighbourhood retail developments aimed at servinglocal communities.
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The Dubai Mall, one of the largest mallsin the world and an integral component of the
region’s most prestigious urban development to date, Downtown Dubai, is the flagship of
Emaar Malls Group. Emaar is also ashopping mall management company, developing lifestyle
destinations with the best in shopping, leisure and entertainment for local communities and
visitors. Other Emaar properties are Dubai Marina Malland Souk Al Bahar, as well as a number
of community centres in the Emirates Living area, Arabian Ranches and Downtown Dubai.
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The District (above) isamong the malls under development in Abu Dhabi. Others
include Aldar’s Yas Mall and Gulf Related’s Sowwah Central. Aldar is the developer
of Abu Dhabi’s The Mallat WTC and Al Jimi Mallin Al Ain, as well as the Boutik
concept community shopping centres. Other malls being developed in the capital
are Paragon Bay Malland Reem Island Mall on Reem Island, Mina Plaza at Mina Zayed,
Darwish Island City on Airport Road and Shamkha Mall in Shamkha. A total of eight
new shopping centres are due to be built in the capital over the next five years.
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The developer of Ibn Battuta Mall, Nakheel, has disclosed the following projects in Dubai:
Ibn Battuta Mall Phase II; The Point at Palm Jumeirah; Nakheel Mall at Palm Jumeirah;and
amallinJJumeirah Village.
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Mall of the World, Dubai (rendering)
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DohaFestival City, Doha (rendering)
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Retail is About Change

Toavoid slidinginto asecondary market position,
shopping malls need to keep repositioning themselves
inthe dynamic and competitive retail landscape of the
MENA region. Existing malls are constantly reinvented,
particularly inascenario where new shopping

malls are developed at a breathtaking speed.

Several refurbishmentsare comingto the market,
particularly inthe GCC, to maintain the malls’ popularity
and avoid a decrease in footfall. Owners typically
add new leisure facilities to revitalize their business
propositionand recapture or retain their customers.

Even the most successful shopping centres, suchas the
Mall of the Emirates and The Dubai Mall, are continually
upgradingtheir retailer mix, interior space and rentable
area. Other malls in the UAE that continually revamp
their offerings include Abu Dhabi Mall, Al Ghurair Centre,
Dubai Outlet Mall, Ibn Battuta Mall, Deira City Centre,
Dubai Festival City and BurJuman, to name a few.
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The Madinat Al- eel projectin southern
Al-Fahaheel Seaf
Towers (phase I is being developed by Tamdeen Real Estate Group
under the revised name of Al-Kout. Keeping up with the latest trends and
standards in the retail sector and bringing new heights of excellence to
the shoppingand entertainment sectors in Kuwait, the second phase is
expected to be completed by 2017, when the project will become one

of the largest mixed-use waterfront developmentsin the regionand
anew landmark of modern architecture with international standards.
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THE MENA RETAIL INDUSTRY
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Strongand experienced franchise partners, together with
demand from high net worth individuals,a continued rise
in disposable incomes and the on-going modernization
of the retail landscape are the fundamental drivers of
uptrend of the MENA retail sector.

Other factors that contribute to the enormous
potential of the MENA retail industry are the constant
riseintourism, a large expatriate population, favourable
demographic factors and large-scale infrastructure
development throughout the region.



aJ jail eUnd pglni Judiuo

eloil (el adi il e lnoll Juwlling domoll dyjlaill calo el
Jolgc LalA duluiiig aus il dnuiol il jua egidg wilgAloJl
il ddhio 8 gl deiog Gguill jAlpo el o8 o i
Ldyy8l Jloaiig gl

Alaiuiel) gal gl casgll (9 6 jghioedl sl Ll Jocig
LA i ) il 62029 U018 o )l 62l o duiéliolig
0 Lo i Lode dlonlU @l lb g pila i ollg 65 j il
¢ ddhioll (9 dijall ala b 4 Gle gunil dole aua iyl
cljLo GUI 2161 duoalg Loul8 Ul JolADI ) JLeis Ll ciliniy
838lgi0 unyall cullj Log .64 b JAs dnld dunil il deiio
B8énioll ;8 La) 2929 G181 duolledl éujlail calolledl I iy
25 iUl By cun @ulAlld8hio (8 85jaill end 8 logn
@410l Jolgoll o ol jioll §a81g 6 puall uland oo cLg &1
jaillelnd goid i

6221 @5 ja Ul A8l dnlAl ol4 pillg clogAniacailes
Joj gl 8giol og Auulid de pu 8 Wil dilor Jauig
158 Wl aul Al délnio & alild aLLaJl dlonl 85 jail daluto
@0 028 ygulo 114 6aluLo) &80 2016 fole @110 (028 ygLlo
&8gioll 0 §guill1j4 10 45 9 pghni Wa 53209 2011 ole
o9 ulajlacgonot«dyagl Jgon laio 2020 diww 16 lalloAlLul
Hadg. ol (8 e dijao Jgod 5 Al dcwgill dulorg fndg
o 8 PAAN Ll Jgo ¢gpilog Jgo

The Future of
Retail Development

Great brands, tremendous food choices, an array of
entertainment and recreational options are the factors
that have made shopping centres and the pastime of
shoppinginthe Middle East and North Africa successful.
Evolving consumer lifestyles and increasing competition
are currently creating new opportunities for retailers,
consumersand wholesalers, keepingin mind there is
no one-size-fits-all strategy for retailers throughout the
MENA region, where the lack of regional integration and
the weight of tradition require a case-by-case strategy.
Thereare still opportunities for global labels to have a
presence in theregion, particularly in the GCC’s retail space,
where strongand experienced franchise partners remain
one of the key drivers for growth in the retailindustry.
Government and private companies are also promoting
and facilitating the setting up of new retail outlets at
breathtaking speed. The occupied retail gross leasable
area (GLA) inthe GCCis projected to reach 158 million
square feetin 2016, compared with 114 million square feet
in 2011. Almost forty-five retail sector projectsare currently
underway and are expected to be completed before
2020. These include,among others: Ezdan Mall Al Wakra,
in Qatar; the major expansion of Isa Town Mall in Bahrain;
the Mall of Qatar;and the gargantuan Mall of the World.
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