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Center Opening

The newest outlet center from 
France’s Concepts & Distribution 
creates quiet elegance with a tenant 
mix that’s nearly all French.
By MARIE DRISCOLL,  Contribut ing editor

WhILE IntERnAtIOnAL fashionistas in Paris consider 
a trip to La Vallée paramount, true Parisians often leave the city 
in the opposite direction. On the A13 highway to Normandy, 
they stop at a midway point about 40 kilometers from Paris at 
Marques Avenue A13. That’s where they get their outlet fix, to 
purchase the sportswear, home goods and a few of  the delica-
cies they’ll need for the coming weekend. 

Value Retail’s La Vallée, within Disneyland Resort Paris, has the 
sizzle of  100 or so global luxury and fashion brands at discount 
prices, such as Dior, Givenchy, Prada and Valentino. Marques 
Avenue A13, which opened in April 2015, has another value 
proposition for its French middle and upper middle-class market. 
With a quiet, understated elegance that eschews celebrity brands 
and their ilk, Marque Avenue A13 offers its French shoppers an 
assortment of  mostly French home and fashion brands with a 

smattering of  global sports and denim brands. 
Marques Avenue’s portfolio of  10 outlet shopping 

centers scattered through the French countryside are 
more representative of  the bread-and-butter business of  
outlet shopping. The business is a wholly owned subsid-
iary of  Concepts & Distribution Group, created in 1993 
in tandem with the opening of  its first Marques Avenue 
in Troyes. Marques Avenue works to maintain an overall 
coherence of  mid-range to high-end brand positioning. 
Given its scale, the Group is a go-to solution for brands 
that want to liquidate surplus in an appropriate, direct-
to-consumer manner. 

In its 22 years of  operation, Marques Avenues’ 
growth has been a blend of  acquisition and devel-
opment. Typically, a location is acquired, followed 
by remerchandising and a gradual upgrading of  
brand offerings, with a resulting improvement in 
productivity metrics. According to the Concepts & 
Distribution Group website, it is the largest French 
outlet-center operator with eight Marques Avenues 
and two Quai des Marques. In 2014, annual turnover 
was €415 million, or about $550 million based on the 
average Euro/US Dollar translation in 2014.

Marques Avenue A13 is the company›s first venture 
in phase 1 development from inception, to construc-
tion, to leasing and management. The year-old center 
marks the Group’s second generation of  outlet centers. 

Marques avenue a13
targets French shoppers

Marques Avenue A13, which is about 40 km from Paris, is Concepts & 
Distribution’s most recent addition to its outlet portfolio of  10 schemes.
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Stage 1 of  the build-out opened with 68 shops and two restau-
rants comprising 12,900 m2 (138,850 square feet) of  GLA. In 
addition to the uniquely French village architecture in Parisian 
grey, the center is open on Sundays and thus a great stop on the 
return trip to Paris. The Group already planning on expanding 
Marques Avenue A13 to 120 shops and 20,000 m2 (215,000 
square feet). The addition will be staged in increments: 33 shops 
in 2018, 11 in 2019 and 11 in 2020. 

Strong potential
I left Paris with the Group’s CEO Patrick Dejeux, and we 

traveled west about 30 minutes in steady traffic to Marques 
Avenue A13. Dejeux spoke of  the site’s many attractive 
features: its catchment of  10 million consumers, visibility and 
accessibility from the A13 in both directions, and the atten-
tion to design and detail by the Altaréa Cogédim. Marques 
Avenue A13 is the first shopping center in France to be con-
structed in wood and to receive the BREEAM sustainability 
assessment of  Excellent. 

In its first year, sales are projected to reach €55 million with 
about two million visitors to the center. The goal is for sales 
to advance to €77 million in its third year with 2.5 million 
visitors. In terms of  productivity, Dejeux is projecting sales 
per m2 of  €4,500 in the first year lifting to €6,000 in year 
three, joining the Group’s most productive centers. 

Marques Avenue A13 benefits from its proximity to two 
adjacent retailers that draw shoppers from an hour away – Family 
Village for mass-market brands and Carrefour for food shopping.

The center is strong in sports brands, anchored by large Adidas 
and Nike outlets, as well as Puma, le Coq Sportif, O’Neill, Qui-
ksilver and Odlo. Home offerings include French brands with 
international reputations:  kitchen supply store Du Bonheur dans 

la Maison, and Anne De Solène and Yves Delorme, with their 
exquisite linens, embroidered sheets and duvets, and mohair and 
fine yarn throws. The center’s brand strategy is consistent with 
the Group’s portfolio, high level brands that sit between luxury 
and mass, brands that populate Avenue Victor Hugo.  

MARquES AvEnuE A13   tEnAntS
Adidas
Anne de Solène
Arthur & Aston
Aubade
Banana Moon
Bayard
Benetton
Best Mountain
Betty Barclay
Body Shop
Café Coton
Carel
Catimini
Charles Le Golf
Columbus Café
De Fursac
Delsey Factory Store
Des Petits Hauts Harriswilson
Desigual
Digel
DODO Outlet
Du Bonheur dans la Maison
Finsbury
Garcia Jeans
Geox
Gérard Darel
G-Star
GUESS
Hardrige
Haribo

Home & Cook
Ikks
Izac
Jeff de Bruges
Jerem
Kusmi Tea
La Famille Bigoudène
Lafuma
Le Bourget
Le Coq Sportif
Le Cotonnier
Les P’tites Bombes
Levi’s
Lingerie Shop
L’Oreal Outlet
Mariner
MCS
Nike Factory Store
Odlo
O’Neill
Petit Bateau
Puma
Quiksilver
Redskins
Salamander
See U Soon
Seiko
Tara Jarmon
Trespass

(Continued on page 22)        

In its first year, the 12,900-m2 Marques Avenue A13 is expected 
to reach sales of  €55 million.
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Center Opening

In womenswear, I found Tara Jarmon, 
a brand with multiple Parisian shops 
that is available in department stores and 
online e-shops and enjoys growing popu-
larity in the UK. I first saw the brand on 
the Champs-Elysées and was delighted 
to shop it at Marques Avenue A13. Tara 
Jarmon’s style is discriminating, refined 
and very Parisian. I found a graphite 
cashmere-blend sweater set and matching 
skull cap, adorned with crystals and bead-
ing – the discount was considerable at 50 
to 60 percent off. I considered buying it 
as a gift but the set is really too nice to 
give away. Another popular French label, 
Gérard Darel (available in French depart-
ment stores and, more recently, in New 
York’s Bloomingdales), is in Marques Ave 
A13, too. 

The center has a strong offering of  contemporary casual 
and denim, including Benetton, Desigual, G-Star, Guess and 
Levi’s as well as ample lingerie shops and childrenswear (Cati-
mini and Petit Bateau). With the planned extension, Dejeux 
hopes to add French fashion labels such as Maje, Sandro 
and Princesse Tam Tam, as well as global brands that would 
expand the potential consumer base. The Group already has 
relationships with many brands at its other Marques Avenue 
locations, so populating the additional 75,000 square feet is 
likely an easy, though discriminating, task.

Gathering local knowledge
Six months after Marques Avenues A13 opened, the Group 

conducted a study to determine its typical consumer. At this 
early stage, 63 percent of  the shoppers are women who are 41 
years old, and 56 percent arrive with children. Sixty percent of  
the shoppers visit the center monthly, stay for 30 minutes and 
spend an average of  €104. As the center matures and expands 
Dejeux expects the visits to be less frequent with a higher 
ticket and traveling a greater distance, similar to the metrics 
of  the Group’s portfolio average. Even though the bulk of  
Marques Avenues A13 shoppers are French, the Group is 
thinking ahead and has an office for tax-free shopping refunds 

where my receipts were processed, eliminating the stress of  
international airport duty-free services. 

Marques Avenues has a great chocolate offering, particularly 
in Jeff  de Bruges where I bought a selection of  chocolate bon 
bons and truffles. There is a Kusmi Tea shop with seasonal 
blends and tea accoutrements. The center has a relatively 
sparse sit-down food offering, just a café and a family restau-
rant, but given the enormity of  excellent dining options in 
France, the French clearly don’t come to outlet centers to eat. 

The lingerie category has ample exposure at the center with 
four branded outlets: Aubade, Le Bourget, Mariner and The 
Lingerie Shop. There is also has good selection of  accessories 
brands, spanning luggage (Delsey) to watches (Seiko) and of  
course, leather goods, including Arthur & Aston and Carel, and 
footwear labels, Geox and Salamander. Marques Avenue A13 
also has two beauty shops – L’Oreal with its many proprietary 
offerings in a Sephora-like shopping environment, and The 
Body Shop.  

As the largest outlet owner in France, Concepts & Distribu-
tions has proven its ability to understand the French mindset and 
apply what it learns in one center to the rest of  its portfolio. And 
not to be forgotten C&D’s ability to navigate the nation’s restric-
tive development laws in order to open and expand its centers. c

Concepts & Distribution’s French Outlet Portfolio    
CEntER LOCAtIOn GLA Sf GLA M2 OpEnInG

Marques avenue Maison & Decoration Troyes                       161,458 15,016  1990
Marques avenue troyes Troyes (Pont Ste. Marie) 296,000 27,528  1993
Marques avenue l’ile Saint Denis Paris (Ile Saint-Denis) 150,700 14,015  1995
Quai des Marques Franconville Paris (Franconville) 161,500   15,020  1997
Marques avenue romans Valence                       128,100  11,913  1999
Marques avenue talange Metz                       172,200   16,015  2000
Marques avenue la Seguiniere Cholet                       107,600  10,007  2005
Quai des Marques Bordeaux Bordeaux                       115,200   10,714  2007
Marques avenue Paris a6 Paris (Corbeil-Essonnes)  135,600   12,611  2008
Marques avenue a13 Paris (Aubegenville)  139,320  12,957  2015
10 centers  1,567,678 sf 145,794 m2 

(Continued from page 21)        

Concepts & Distribution has learned that 63 percent of  its shoppers are women 
and 43 percent arrive with children.
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