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Important note

The information contained in this presentation represents, conceptually, what is hoped to be achieved from the redevelopment of Pacific
Fair Shopping Centre. Photographs, plans and illustrations are indicative only and are subject to change.

The owners and managers of Pacific Fair Shopping Centre at their sole discretion may change the information contained in this presentation
and any part of the redevelopment, design and tenancy mix of the centre at any time. You should not rely on anything in this presentation as
indicative of the final design of the centre and should make your own enquiries in relation to, and in respect of, anything shown or contained
in this presentation. You should rely on your own judgement and enquiries and it is strongly recommended that you obtain professional
advice in relation to your involvement in the Centre. You should not act on any information supplied to you in this presentation or otherwise
supplied to you by or for or on behalf of Pacific Fair Shopping Centre.

Some of the information in this presentation has been obtained from sources independent of Pacific Fair Shopping Centre or derived from
information provided by such sources. The owners and managers of Pacific Fair Shopping Centre and the person giving this presentation
do not warrant or represent that any such information is correct and do not accept any responsibility for the accuracy of any information in
this presentation which is based on, or derived from, information or research published or provided by others. Any forecasts referred to in
this presentation may also be affected by a number of unforeseen circumstances. No assurance is given that these forecasts will be
achieved.

Without limiting anything above, the owners and managers of Pacific Fair Shopping Centre and the person giving this presentation do not
warrant the accuracy of the information in this presentation. The information contained in this presentation does not constitute any offer,
warranty or representation as to the proposed design, makeup, profitability, style, layout or appearance of the Centre or any premises. The
information should not be relied on as, nor construed or interpreted as forming or containing, any statement or representation as to any
matter or thing and is not intended to constitute advice.

Except for any liability that cannot be excluded, the owners and managers of Pacific Fair Shopping Centre and the person giving this
presentation Centre are not liable or otherwise responsible for any loss or damage (whether from negligence or otherwise) suffered by any
person directly or indirectly, as a result of any decision that you make to act or rely on anything contained or shown in this presentation or
otherwise supplied to you by, or any person for or on behalf of, Pacific Fair Shopping Centre.
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AST730 million redevelopment, completed 2016.

+$1.0bn in annual sales: Number 1in Queensland,
NMumber 2 in Australia.

155,000 Sgm on completion: Number 1in QLD.

Mumber 2 in Australia.

Deepest collection of luxury retail brands in any
Australian centre.

Largest aggregation of High Street Fast Fashion of
any centre in Australia.

Allleading Australian major retailers:David Jones,
Myer, Big W, Target, Kmart, Coles, Woolworths,
Event Cinemas with Gold Class &V Max.

Approx. 400 plus shops on completion.

6,500 parking spaces on completion.
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Retail expenditure of the total trade area population Is
expected to grow from $6.7billion to $12.5bn by 2026.

Retail expenditure of the main trade population
is expected to grow from $5.6 billion to
£8.8 billion by 2021.

The domestic residential landscape is dynamic and
evolving — the trade area population was over 550,000
as of October 2013 and is expected to grow to 585,000
by 2016.

Affluent and sophisticated baby boomers along with
young aspiring families will drive growth forward.
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In addition to trade area population the Gold Coast
attracts around 12 million tourist visits per annum.
{as at December 2012)

754,000 internationalvisitors from around the globe.
Tourists spend around $4.6 billion each year.

Tourism expenditure is expected to reach $5.1 billion
by 20177,

The Gold Coast is the third largest market for Chinese
visitors in Australia. Chinese tourists were 202,000
in 2013.

The vibrant city i1s the new playground for the Asian
marketwith Chinese and Singaporean visitors up by
nearly 40% in the past year.
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A magnet for high- net-worth families from Sydney,
Melbourne and Brisbane, almost 3.5 million.
domestic-overnight tourists visit the area's famous
resorts, beaches and theme parks each year.

20% of total centre sales are expected from the
tourism market post expansion. $327 million pa.

Middle East market - 23,000 visitors per year, spending
$74 million PA. 90% of Middle Eastern travellers stay
extensively on the Gold Coast region.

Around 7.5 million day-trippers flood the market
eachyear.

AMPCAPITAL 3%

N

/110




More than $1.1 billion in development is underway
or awaiting council approval for Broadbeach.

$72 million Synergy development began in
January 20174,

%345 miillion revamp of Jupiters Hotel and Casino.

Developers are also preparing to submit plans to
Gold Coast City Council for The Matrix,

a 37-storey tower and a 20-storey highrise to
replace the Beach Hotel.
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The Gold Coast rapid transport system will plug
Pacific Fair into the heart of the city with the new
Glink lightrail station on the doorstep of the centre.

Direct flights to/from China's Chengdu district will
commence in February 2015.

il

= Chengdu is a major opportunity due to its 140 million
person wealthy demographic.

= Chinese tourism into Australia is currently worth
$5.3bn.

In 2020 it will be worth $13.0bn.
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COMMONWEALTH GAMES ON THE GOLD COAST

The 2018 Commonwealth Games are expected to
bring $1.4 to $2.0 billion into the local economy.

Travellers to the event are likely to spend around
25% more than the average tourist.
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Luxury Brand Luxury Brands
Terms Agreed Under Offer
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/IMMERMANN

SCANLAN&THEODORE

AMPCAPITALY.

Luxury Brands
Engaged
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Gold Coast Tourism Region - International Visitors, by country/region, 2006-2014*
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Important note

The information contained in this presentation represents, conceptually, what is hoped to be achieved from the redevelopment of Pacific
Fair Shopping Centre. Photographs, plans and illustrations are indicative only and are subject to change.

The owners and managers of Pacific Fair Shopping Centre at their sole discretion may change the information contained in this presentation
and any part of the redevelopment, design and tenancy mix of the centre at any time. You should not rely on anything in this presentation as
indicative of the final design of the centre and should make your own enquiries in relation to, and in respect of, anything shown or contained
in this presentation. You should rely on your own judgement and enquiries and it is strongly recommended that you obtain professional
advice in relation to your involvement in the Centre. You should not act on any information supplied to you in this presentation or otherwise
supplied to you by or for or on behalf of Pacific Fair Shopping Centre.

Some of the information in this presentation has been obtained from sources independent of Pacific Fair Shopping Centre or derived from
information provided by such sources. The owners and managers of Pacific Fair Shopping Centre and the person giving this presentation
do not warrant or represent that any such information is correct and do not accept any responsibility for the accuracy of any information in
this presentation which is based on, or derived from, information or research published or provided by others. Any forecasts referred to in
this presentation may also be affected by a number of unforeseen circumstances. No assurance is given that these forecasts will be
achieved.

Without limiting anything above, the owners and managers of Pacific Fair Shopping Centre and the person giving this presentation do not
warrant the accuracy of the information in this presentation. The information contained in this presentation does not constitute any offer,
warranty or representation as to the proposed design, makeup, profitability, style, layout or appearance of the Centre or any premises. The
information should not be relied on as, nor construed or interpreted as forming or containing, any statement or representation as to any
matter or thing and is not intended to constitute advice.

Except for any liability that cannot be excluded, the owners and managers of Pacific Fair Shopping Centre and the person giving this
presentation Centre are not liable or otherwise responsible for any loss or damage (whether from negligence or otherwise) suffered by any
person directly or indirectly, as a result of any decision that you make to act or rely on anything contained or shown in this presentation or
otherwise supplied to you by, or any person for or on behalf of, Pacific Fair Shopping Centre.
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