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é Disclaimer

This presentation may contain forward-looking statements that involve risks and
uncertainties. Actual future performance, outcomes and results may differ materially from
those expressed in forward-looking statements as a result of a number of risks, uncertainties
and assumptions. Representative examples of these factors include (without limitation)
general industry and economic conditions, interest rate trends, cost of capital and capital
availability, availability of real estate properties, competition from other companies and
venues for the sale/distribution of goods and services, shifts in customer demands,
customers and partners, changes in operating expenses, including employee wages,
benefits and ftraining, governmental and public policy changes and the continued
availability of financing in the amounts and the terms necessary to support future business.
You are cautioned not to place undue reliance on these forward looking statements, which
are based on current view of management on future events.
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LSIowing Growth Of Online Sales — Offline Sales Is Still Dominant

Although China and Singapore’s online sales markets are projected to grow over the next few years,
growth is projected to slow down

GMV of China's Online Shopping Market 2011-2018 GMV of Singapore’s Online Shopping Market 2015-2019
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Note: The GMV refers to the total value of all orders for products and services placed in online
direct sales business (B2C) and on online markeiplaces

Source: The data were calculated in line with the financial resulis published by enterprises and 2015 2016e 2017e 2018 2019
interviews with experts in iResearch's statistic model.

4 SApr 2016 iResearch Global Inc. www iresearchchina.com — Singapore's Online Shopping GMV (m USS) % Growth Source: Statistica



[ Physical Retail Is Still Relevant

Annual Shoppers Traffic O O Annual Shoppers Traffic
> 500 million > 400 million

E'—E]_O_cl) Extensive Network of Retailers Extensive Network of Retailers E'—E]_O_cl)
_(0) )= > 11,000 leases > 3,000 leases (03

Gross Turnover of Retailers Gross Turnover of Retailers
> $S5 billion > S$S5 billion

5 :SL?:es for FY 2016 Capétal-ﬂnd



Z Leading Foothold In Singapore

Share of Major Shopping Malls Floor Space By Owner(!)

CL is the largest shopping mall owner in Singapore owning 16.8% of malls greater than 100,000 sq ft NLA

(1)
(2)
(3)

Malls greater than 100,000 sq ft NLA as at end 2016. Share of floor space takes into account ownership stake.

® CapitalLand Mall Trust

@ CapitalLand

® Pramerica

o Lendlease

® Far East Organization

® Mapletree Commercial Trust
@ United Industrial Corporation Limited
® Frasers Centrepoint Trust

e NTUC

® Frasers Centrepoint

® Others

Source: Cistri.

14.0 16.8%
(5] ez

5.7
B.2°
4.0
3.7
3.2
3.2
2.9
29
52.4

CapitaLand’s share only accounts for malls directly owned by CapitaLand and does not include those owned through CMT.

Fund Manager treated as a single owner.

Cap/taLand



[ Top 3 Dominant Player In China Core City Clusters

Key Competitors & Retail Supply

7

1.

Beijing Cluster

# of Malls

Area (sgm

Shanghai Cluster

# of Malls

Area (sgm)

Wuhan Cluster
# of Malls
Area (sgm
Chengdu Cluster

# of Malls

)

Area (sgm)

Include operating malls for H1 2017
2. Numbers are based on publicly available information.

CapjtaLand
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é Our Business . Our Focus

Optimising poritolio

withlincome-producing  DominantMallsiin Core Cities ' strategy,
for optimal and sustainable growth

Expanding retail network & creating future pipeline

through investments and management contracts

Focusing on execution & delivery
by driving NPl growth and nurturing malls for stabilisation

: Cap/taland




Optimising Porifolio :

Acquisitions &
Divestments




[ ‘Optimising Porifolio With Active Acquisitions & Divestments

Acquisitions (~SS1.2B)
2015 I

Tropicana City, Malayﬁia

CapitaMall Xinnan Chengdu,
China

s

Vivit Minami Fnayba-;hi,

Ll

Japan

Divestments (~SS1.1B sales proceeds)

2015 r 2016 N

CapitaMall Hongqi, China Graphite, India lzumiya Hirakata, Japan

" " CapytaLand



/  One Million Square Metres Of Retail GFA To Open In 2017

Raffles City Hangzhou Raffles City Changning

CapitaMall Westgate, Wuha

LI
N e

Melawati Mall, Kuala Lumpur

* Malls opened in 1H 2017 Suzhou Center, Suzhou = J m i .
11 anghai
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Gain Traction In Expanding Retail Network & Increasing Fee Revenue
/L‘ Through Management Contracts With >200 000 Sgm Of Retail GFA
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Artist’s Impression o Arfist'sImpression

Fortune Finance Center, Changsha, China La Botanica, Xi'an, China

i

Hehua International Commercial
Plaza, Foshan, China

Capital Square, Shanghai, China

~ Artist'sImpresSion

% = — \“ i " I {v-l B X .
CapitaMall Leshijie, Chengdu, China SingPost Centre, Singapore CEIp tEILﬂnd
13 ,-L—
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The New Retai
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LThe Changing Faces Of Retail Trends

Example 1 : Apparel - Athleisure

Stemming from consumers who are embracing healthier lifestyles and demanding more functionality;
retailers are fast moving into the broad category of being appropriate for athletic, fashion and leisure pursuitg, all in

one...
Category

Brand Moves to stay abreast with trends

Sports Apparel

Adidas Tie up with fashion designer to create Adidas By Stella McCartney

- PUMA Collaboration with celebrity singer to curate PUMA By Rihanna
( ZARA
Fast Fashion
UNIQLO Infroduce or extend line of dry-fit apparels suitable for athletic and
H/M » sports activities which are appropriate for everyday wear too
. Juicy
\ Designer wear Couture

ape.

qE=3

\RTNEY

L
UNIQLO

Cosmetics

16

Introduce “Work It Out”, a new line of cosmetics where high-
M.A.C » :
performance colour meets the art of fithess
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LThe Changing Faces Of Retail Trends

Example 2 : Furniture & Home Accessories

Just providing plethora of furniture & accessories is foo passé. Consumers are now turning to retailers who are able
to provide interior design & home furnishing lifestyle concepts to complement the products that they are

buying...
. o ?pluza
| ct Tl . ) 1% flagship concept store in Singapore at S'srngopurn

EBINRKEAIT—HEZID., X ESL

MUJI meets IDEE

WX

\M' - :. :

MUJI meets IDEE
Collaboration between MUIJI and IDEE (a
Japanese store that sell a variety of goods
N such as furniture, design objects and books)
/- -on creating a variety of unique interior design
3% case studies and a real in-store shop :
experience

i

= R TN
Conventional furniture &
home accessories store
17



LThe Changing Faces Of Retail Trends

Example 3 : Passion Pursuit

Consumers desire hands-on immersive experience in their passion pursuits and hobbies

WL
v ;'_.-\ mp ’ \\ I T
/ st—]IZHJoluI ([::l!?\lTlE'R $Sung61Wang

Paolo Gagliadini Karting (PGK) [ Blasta Cars Drift Karts ]
International Karting

| want to be
more than just a
spectator!

18



LThe Changing Faces Of Retail Trends

Example 4 : Bookstore

Transformation from a mere sea of books to a centerstage of knowledge, culture, interests and experience
bl |

i,
. B\ K AT
/

Dafﬂesé E@E?

Witesh,

ia:

o

Art Curarﬁs

19 Conventional booksioes Tastefully furnished with unique ambience



_/_The Changing Faces Of Retail Trends

Example 5 : Lifestyle Destination

Evolving malls to be more than fulfilling shopping needs but also a place for edutainment to cater to families
with kids.

The »

Wf”t‘“‘mc"ﬂ mines
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KIDS & TEENS

4 )

Provides one-
stop Kids &
Teens
Physical
Education with
local &
international
instructors

N\ J

Rushing kids from class to class? Capftal.ﬂnd
20




/ Rise Of New Demand For Retail Space

Pop Ups

Adds diversity to mall mix with
eclectic offerings & generate
fresh shopper traffic

21

Online players going
into offline shopping

Creates an omnichannel
platform to provide consumers
with more hands-on experience
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MEGAFASH

3

mMaAs

THE EDITOR'S MARKET

Social spaces

Increasing use of public spaces
with communal purposes

Workshops



[ Collaboration With 3rd Party Co-Working Space Operator, URWork

A Synergistic Platform For Startups To Test-Bed Retail-Related Innovations And Interact With Shoppers

» CapitaMall Mlnzhongleyuan Wuhan < » CapitaMall Wangjing, Beijing ]
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LRefqil & Technology Becoming Inseparable

Use of WIFI / beacon
tracking to understand
shoppers’ dynamics

[In-house / bespoke\
apps to increase
/enhance efficiency,
productivity & cost

\_ savings )

Empowering
Business

4 Complementary N

shoppers loyalty

apps to enhance
stickiness with

RESEARCH ONLINE

experience

Creating seamless
omnichannel shopping

Qv
(4]

-

Artificial Intelligence
and Analytics to
capture and analyse
shoppers’ needs &
predict trends

23

\_ exclusive rewards )

,k

CAPITASTAR

Delighting
shoppers

PURCHASE OFFLINE

" Use of Aificial
Intelligence,

Reality to further

Augmented and Virtual

\_ Clevate experiences )

~N

Active engagement via
social media & means
to keep shoppers

updated

—

|

Cap/taLand



/ Making Our Malls Smarter

o

~——— Car Parking ——

Lot finding + Car locating +
Paying parking charges via
\. app y

~—— Way Finding ——

Navigation function with
step-by-step directions to
the shop store of choice

\

S'pore CBD’s first drive-
through click-and-collect and
hands-free
shopping service

\ Click & Collect /

@ Funan

g Cap/taLand



é 020 Convergence To Bridge Services To Our Customers As

Value-Add Through Our Loyalty App

#

CAPITASTAR

M eexped.a

agoda.com ZALORA

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII

i' WeChat

CAPITASTAR

PEETREME BEAFRT™E

Cap/taLand
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/‘ CapitaMall Westgate, Wuhan : Opened On 28 April 2017 with
—— Much Fanfare

Strong opening with
substantial
committed leases at
927 &
high shoppers traffic
of 136,500 (28 April)
&
> 435,000 (from 28
April to 1 May)
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L Consecutive

Raffles City Developments Opening

.
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Raffles City Changning Raffles City Shen

zhen



/ Malls Opening To Look Forward To In 2018 & Beyond

——

Artist’s Impressic

Funan, Singapore

CapltaMaII Leshule, Chengdu, China

Hehua Int’l Commercial Plaza, Foshan, China



Deepening Presence
&

Building Relevant Scale




[ Well-Positioned For Growth Opportunities

= Building a business with strong recurring income

= Confinuing to grow operating network through investiment &

management contracts

= Deepening presence & building relevant scale in our core markets

through investments & management confracts
= Staying relevant in an evolving/disrupted market
= Leveraging on tfechnology to enhance shopping experience

= Delivering sustainable returns for our shareholders

) Cap/taLand
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Thank You

For enquiries, please contact Ms. Chang Rui Hua, Head of Investor Relations,
Direct: (65) 6713 2903; Email: chang.ruihua@capitaland.com



